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ABSTRACT

This study investigated the effect of company gahre workplace motivation a
case of Abay bank Share Company. A mixed methaodagpwas chosen and the
results of the quantitative questionnaire (n= 17&)d the qualitative semi-
structured interviews (n=3) were integrated to eamsua more complete
understanding of the data. The basic research questof how Abay bank
designed its value statements, how the valuestefien the company’s day to day
operations, and how the designed values motivatelogmes of the bank were
addressed by this study. The results showed tket 1k a positive and very strong
relation between company values and workplace m@ibon. In most cases the
managers of Abay bank did not ‘walk the talk’ tisayply ‘talk the values talk’.
The bank’s value statements are so platitudinoas tirey read more like public
relations handouts than the commitment to valuesy thre meant to be. In
addition, they are also too many and most of thieesadoes not represent the
bank’s core identity. Consequently the study shinasthe designed values must
be deeply held by the company’s members, they tbaweaved in to everything,
must be reflected in the company’s day to day dmers.and management system,
and the managers also need to set an example ofdidw it, so as to increase the

workplace motivation.

Key words: Company values, Motivation



CHAPTER ONE

1. INTRODUCTION

This chapter presents the background, the basig wgoch the study was made, the definition of
key terms, the delimitation and significance ofshaly as well as the objectives of the study and
the basic research questions to be addressedsdtaimmarizes the structure of the study. In the
background, the study will begin by presenting gaineformation about company values and

motivation.

1.1 BACKGROUND OF THE STUDY

Successful companies can generally trace theilesgdo motivated employees. The basic rule to
create motivated workplace is to discover what eygts want and create a way to give it to
them or encourage them to earn it. One way of ratitig employees is to create a set of values
for them to follow. Sharing of same values helplayees to driven deep down inside to be

more committed to the company (Finegan, 2000).

Values provide a common language for aligning amamy's leadership and its people. So, it is
imperative that a company's leaders use language#ople can understand and in which they
can place credence. They are meant to be takealljteand acted on. Corporate executives
cannot simply "talk the values talk"; they must sistently "walk the values talk". Values do not
drive the business; they drive the peoplthin the business. Management should recogniae th

values must be internalized by the individuals wbmprise the organization (Lord & Benoit).

For many companies, values are one of their mawargdges against competitors. It can be
relatively easy to copy a product, strategy, te@tgioal innovation, or production methods; but
developing a set of values in accompany can talesye/alues are one of the key success

factors in business.



The agreement that was reached in 1905 between rampknilik Il and Mr.Ma Gillivray,
representative of the British owned National BahkEgypt marked the introduction of modern
banking in Ethiopia. Following the agreement, tiwstfbank called Bank of Abysinia was
inaugurated in Feb.16, 1906 by the Emperor andBtrk was totally managed by the Egyptian
National Bank. By 1931 Bank of Abyssinia was Iégaéplaced by Bank of Ethiopia shortly
after Emperor Haile Selassie came to power. The Bawnk, Bank of Ethiopia, was a purely
Ethiopian institution and was the first indigendaenk in Africa and established by an official
decree on August 29, 1931. Passing thus remarkialyle Currently 19 banks have started their
operation all over the countrw{vw.nbe.gov.et March 2015).

Abay Bank S.C is a young but dynamic private conumaébank which was registered as a
newly established private bank in accordance whik Banking Business Proclamation No.
592/2008. The bank was established on July 14tl0 201d started operation on November
4/2010. The bank is poised to serve all economitose through its network of branches. It
extends its services to domestic trade and setviogsrnational trade, agriculture, industry,
transportation, and construction and real estatéose The bank offers all types of universal
banking and has planned to render unique servigegst clients supported with modern
technology. The objective of the bank is to deefr@ancial intermediation particularly to those

who are deprived of the service and by doing siitoulate development and earn profit.

The branch network of the bank covers almost glloreal cities of the country and major towns
of Amhara region. The fast track in branch expamsibits initial operating years assisted by
adopting a modern core banking technology makes#mk peculiar to others. In addition to
branch network expansion, the bank also continuedendeavor to increase its outreach
throughout the country through providing finan@atvices using different modern and efficient
channel banking approaches. Since its establishntbat bank has achieved encouraging
achievements by all standards. Its sphere of dparaas expanded all over the country and the
total number of branches has reached to 88 judtiwibur years of operation (as of March
2015). During this same, the performance of th&klamerms of mobilizing deposits, generating
revenue and capital has been quiet encouraging. at shell, considering the short span of

operation of the bank, its growth trajectory istba rise and moving fast.



Knowing that values will tell them how they mustamplish their mission, all of the Ethiopian
banks developed a particular set of values depgrahifactors such as their history, the industry
in which they operates, the philosophy of theirnders or managers, and so on. The basic
values which stated in the industry includes; dyaf service, honesty, customer satisfaction,
corporate citizenship, employee recognition andwvgino Abay bank’s Mission, vision and core
values are;

Vision
“Customer-driven, financially sound premier Bamkthe world.”

Mission
“To provide effective and efficient full-fledgedabking service focused on development,
business growth and profitability to meet the exaiaon of all stakeholders.”

Values

Essentially, pursuit of Excellence is the core gdoiphy of the Bank.

v' Geared to community reinvestment

High standard of corporate code of conduct anatgthi
Trust worthy and transparent

Institute of corporate governance

Emphasis on risk management

Quest for excellence

Empowered and engaged staffs

Reward and recognize performance

Poised for the service revolution

Delivering value beyond service

AN N N U N N N N NN

Committed in for growth and innovation

Motto
“Journey to Development”



1.2STATEMENT OF THE PROBLEM

Employees have to be motivated to be attractedito the organization and remain in it, to
perform the tasks for which they are hired effedliivand in a dependable manner, and to go
beyond this dependable role performance and engag®me form of creative, innovative
behavior at work. Employee’s motivational leveleatfs the bank’s overall performance and its
reputation. For such, companies have to discovet Wieir employees want and create a way to

give it to them or encourage them to earn it.

One way of motivating employees is to create atealues for them to follow (Finegan, 2000).
Values provide a common understanding of the comey of thinking and acting on strategic
issues and opportunities facing organizations (Arikck, & Hinings, 2002), and shaping
employees’ beliefs about environments (Osborne619@d relationships with customers and
competitors (Morgan, 1997). Company values impactvide range of issues within the
workplace, and unless they are developed, endoasedimplemented properly, they stand little

chance of impacting workplace behaviors and prast{gtchison, 2007).

Unfortunately, Abay bank’s value statements arerofso similar with other banks and so
platitudinous that they read more like public nelas handouts than the commitment to values
they are meant to be. In addition, the value statgsnare also too many and does not represent
the bank’s core identity (i.e., the attitude thatidguishes Abay bank from all other banks). For

such reasons, this thesis investigates the effedmpany values on workplace motivation.

1.3RESEARCH QUESTIONS

The following research questions addressed bysthidy:

v' How Abay bank designed its value statements?
v How the values reflected in the company’s day tp ajzerations?

v" How the designed values motivate employees of dm&®



1.4 OBJECTIVES OF THE STUDY

The study objectives that direct the research are;

1.4.1. The General Objective of the Study:
v" To investigate the effect of company values on \plarke motivation.
1.4.2. The Specific Objectives of the Study:
v To study techniques and procedures in designirgrgpany value statements.
v' To assess whether the values are reflected inoiin@any’s day to day operations.

v To identify how the designed values motivate emgésyof the bank.

1.5 DEFINATION OF TERMS

Company Values: General values that guide organizational membersheir selection or
evaluation of behavior (Schwartz & Bilsky, 1987).

Motivation: The process that account for an individual’s istBn direction, and persistence of
effort toward attaining a goal (Robbins, 2005).

1.6 SIGNIFICANCE OF THE STUDY

The study has practical significance in the follogvivays:

v" The proposed study may act as supplementary todésigning of appropriate company
value statements.

v It will assist Abay bank in motivating its emplogee

v It shall assist academicians and other researcests in their research which is similar
to the proposed study.



1.7 DELIMITATIONS OF THE STUDY

Delimitations of the study include:

Subject scope: The study focuses on the effecobofpany values on workplace motivation a

case of Abay bank S.co, one of the nineteen bamkshiopia.

Geographical scope: The study conducted at AddabApEthiopia.

1.8 LIMITATION OF THE STUDY

Although the research is believed to reach its aibjes, it has some unavoidable limitations.
The study was limited by the small sample size wébpondents selected randomly and the
resources available to the researcher. The studgrgoonly branches of Abay bank which
located in Addis Ababa. Shortage of time and fumese also another limitation. Even if the
study examined and identified that respondents’kimgr position, gender, working experience
and age are not independent of opinion about coynpatues as well as the workplace
motivation, in the research the demographic vaemblere not analyzed in detail. Cross
tabulation of the demographic variables with thenpany value and workplace motivation
shows the observed cell frequencies are not equidlet expected cell frequencies; some of the
categories were under- represented while othere weer- represented in the study. Future
studies in relation to company values and workplawetivation need to consider the

respondents’ working position, gender, working eigee and age in their study.

1.9 ORGANIZATION OF THE STUDY

This study is divided into five chapters. The idfmotion (chapter one) outlines the background,
the basis upon which the study was made (problatersent), the definition of key terms, the
delimitation and significance of the study as wadl the objectives of the study and the basic
research questions to be addressed. It also sumemathe structure of the study. In the
background, the study will begin by presenting gaihmformation about company values and

motivation.



Chapter two- review of related literature formsasib of the study by reviewing the existing
knowledge and literature about company values aontkplace motivation as mentioned by

various several scholars, authors and academicians.

When conducting research it is important to knowcllapproach to be used and why the study
will use that particular approach. In the reseatesign and methodology chapter (chapter three)
of the thesis, the study describe as well as gefenitions of the choices have been made. It
justifies the mixed method approach chosen, desstilbe measurement of attitudes and outlines
the piloting, sampling, design, data collection atata analysis of the quantitative and the
gualitative research methods used.

Chapter four- results and discussion, presentsethidts of the quantitative and qualitative data
analysis and their relation to previous studiewel as the literature review. In the analysis, the
study answers the research questions as well gsutippse of the study. The responses on the
survey questionnaire were analyzed using SPSSove®€l. Alpha (significance value) is set at
0.05, to test at the 5% level.

The summary, conclusions and recommendations ah@ptapter five) presents the summary of
major findings, conclusions, limitation of the syudnd recommendations of the thesis. The
conclusion links the results and findings to theegal literature. Recommendations for actions
as well as the limitations of the study are alstired.



CHAPTER TWO

2. REVIEW OF RELATED LITERATURE

This chapter forms a basis of the study by reviguwhe existing knowledge and literature about
company values and workplace motivation as mendidne various several scholars, authors

and academicians.

2.1 COMPANY VALUES

Resarchers have studied the concept of values wehritension to list out their influence on
human behavior. Rokeach (1973) and Enz (1988) devedues as beliefs, while Locke (1976)
and Does (1997) considered values as desires andastls respectively. According to Rokeach
a company value is “a belief that a specific mofleanduct is preferable to an opposite or
contrary mode of conduct” (Rokeach, 1973). Orgdional values develop organizational
norms, guidelines, or expectations that prescrijpgapriate kinds of behavior by employees in
particular situations and direct the behavior gfamizational members toward one another. In
essence, organizational values serve as a measureman organization’s culture how thing
sought to be, and how members or the organizat®expected to behave (McDonald & Gandz,
1991; Suar & Khuntia, 2010). Organizational valirapact a wide range of issues within the
workplace, and unless they are developed, endoasedimplemented properly, they stand little

chance of impacting workplace behaviors and prast{étchison, 2007).

Salvador Garcia & Simon Dolan, specialists in oigational psychology, define three

dimensions of the term “values”; Ethical- stratedimension- understanding that one type of
action is better than another for achieving cerfairposes or goals. Such value includes quality
(as opposed to individualism) or ethics (as oppdaeddcaud). Economic dimension- the scope or
significance of the importance of people, objetdsas, actions, feelings, or facts. Such value
includes innovation, creativity or trust. Psychotad dimension- the moral quality that moves a

person to resolutely undertake major ventures andageously face the dangers (we could also



define it as absence of fear). In this dimensiba,walue is the courage of an individual or group
of individuals (Cardona & Rey, 2008).

Values which are adopted by a company will supfegtcompany’s vision. They also assist the
company through setting a framework for how to tteraployees one another at work, how to
treat customers, how to achieve the vision, hovereate conductive work environment, and

enhance company effectiveness.

Cardona & Rey states as values are formed troutghpieting reality. Such interpretation is

based on two things: beliefs and perceptions (CerdoRey, 2008).

First, values are based on beliefs, that is, thelef® we have about the importance of
certain behaviors. For instance, the belief thatdhking together in a coordinated way
and sharing information is good for employees anddyfor the company as a whole”

may make “team work” a value.

Secondly, perceptions exert a powerful influenceauoes. For example, if we work in a
company in which innovation is a habitual behaviere are very likely to accept
innovation as a value. Similarly, what we see asalue for people around us may
become a value for us too. For example, if we peecthat quality is valued by most
members of an organization, we will not be surgtisefind quality present as a value in

our own activity, too.

Lencioni states that a company needs to think clyedbout several aspects in designing of its
value statements. First “they must be aggressiaetyentic”, this means a company has to
choose a value genuinely to be lived. Second, “thegt own the process”, this means the best
value efforts are driven by small teams that ineltiie CEO, any founders who are still with the
company and a handful of key employees. Lastlyeythmust weave core values into
everything”, this means the company should integtia¢ values into every area of the company.
Therefore, companies have to realize the importahcemmunicating over and over again their

values in order to make employees live accordihglhem.



There are several means that can be used to comambeigiorporate values. First, a company can
arrange organization and unit events such as ngseticelebrations and so on. Second, an
organization can communicate its values via sevesahmunications materials like posters,
brochures, cards, etc. Third, formal communicationechanisms can be used such as
newsletters. Finally, companies can communicatein@amal communications practices like

memos, e-mail, intranet, etc (Blanchard and O’'Conh®97).

Values provide a common understanding of the comey of thinking and acting on strategic
issues and opportunities facing organizations (Ariksck, & Hinings, 2002), and shaping
employees’ beliefs about environments (Osbornep)1@@d relationships with customers and

competitors (Morgan, 1997).

Company values embody those general values thate goiganizational members in their
selection or evaluation of behavior (Schwartz &sByl, 1987). They represent a form of
consensus regarding the values that a social groopganization consider important for its aims
and collective welfare (Williams, 1960). Schwartather refers organizational values as the
small number of values that together make up aevalstem. Individuals and groups develop
value systems broadly coherent arrangements oésahat place greater importance on certain
values over others through experience and learnfafues are manifestations of shared basic

assumptions.

Congruence between the values of the organizatimhits larger social system can assist in
gaining support and access to resources, and sbecassential for survival. Within companies,
groups such as professional associations and tnaides play an important role in transmitting
the values of their groups to members. Bourne amdkids (2013), explains thfeur forms of

organizational values; espoused, attributed, shemddaspirational values form.

The espoused values formhe values that top managers sanction through verbavritten
statements and formal documents are often presumeepresent organizational values. The
espoused values form is grounded in the assumfi@mnsenior managers have the ability to

impose values in a way that subsumes the persahads/of organizational members.
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The attributed values formWhile espoused organizational values are thosecatiwd by the
senior management team, ‘attributed values’ areseththat members, generally, regard as
representative of the organization. They repredlemthistory of the organization, but do not

typically hold aspirations or intentions for thetfte.

The shared values formThe shared values form positions organizationalueslas an

aggregation of the values of its members.

The aspirational values formWhile attributed values represent organization nensib
understanding of existing preferences, aspiratigaales represent ideas of what should be in
the future and so may signal a break from histormaiterns. Importantly, the locus of
aspirational values is at the level of the membensjke espoused values, they are not
necessarily endorsed by top managers and instead eneerge from anywhere in an
organization. Furthermore, aspirational valuedi&ety to have close similarities with the shared
personal values of those individuals promoting theuat they differ from the shared values form

in that they emphasize intention: what ought torather than what is.

Attributed values reflect patterns of actions; thag those that members identify as values
embedded in history and enacted in the present éwdlexible’; ‘we like to challenge the way
things are done’; ‘we respect traditions’). Sinijfashared values develop over time and reflect
historical patterns of actions and behaviors, andtley are predominantly embedded.
Conversely aspirational values represent thosentleabbers and groups of members believe to
be desirable, often couched in ‘ought’ terms (‘waglat to be more open to change’, ‘we ought to
be more achievement oriented’). Finally, formallspeused values represent those that top
managers believe the organization ought to holorder to achieve its aims (Bourne & Jankins,
2013).

11



The company’s value statement also known as theensémt of a company’s philosophy,

accompanies or appears within the mission statenentommunicated as an independent
statement which reflects or specifies the basicetsgl values, aspirations and philosophical
priorities to which strategic decision makers avenmitted in managing the company (Pearce &
Robinson, 2011).

The specific content of the dominant beliefs ofedbant companies is narrow in scope, including
just a few basic values: A belief in being the beatbelief in the importance of the details of
execution, A belief in the importance of peopleiradividuals, A belief in superior quality and
service, A belief that most members of the orgdimmashould be innovators, A belief in the
importance of informality to enhance communicatiangd Explicit belief in the importance of

economic growth and profits (Peters & Waterman,5)99

As a rule, it does not take many values to defuleues, three or four are enough, certainly no
more than seven or eight. This is because whenalkeabout a company’s values, we are
referring to the highest values, the one thoughhdwe “exceptional values”, the ones most
closely related to the company’s core identity. Sehgalues must be deeply rooted in members’
beliefs. They must also be reinforced by the waydbmpany does business day to day (Cardona
& Rey, 2008). Further they suggest as a reliablaevatatement must meet three conditions;
“First, they must be in consistent with the missidalue tells us how the mission must be
fulfilled. If the mission changed, we have to chegkether the values are still valid or not.
Second, they must be deeply held by the organizatimembers. Lastly, they must be reflected

in the company’s day to day operations and managesystem. Values are for action”.

Deal and Kennedy conclude in their research;
Shared values define the fundamental characteheif torganization, the attitude that
distinguishes it from all others. In this way, thegate a sense of identity for those in the
organization, making employees feel special. Maggovalues are a reality in the minds
of most people throughout the company, not juss#mor executives. It is this sense of
pulling together that makes shared values so éffe@@eal & Kennedy, 1988).

12



2.2 WORKPLACE MOTIVATION

Work is performed by people, and for each of thows#vidual people there is a complex
interaction of reasons for them to do the workgaait in particular ways, to particular standards
and with particular levels of energy and enthusiasiis complex interaction is often summed up

in one word: “motivation” (Gray, 2000).

Employees have to be motivated to be attractedito the organization and remain in it, to
perform the tasks for which they are hired effegftivand in a dependable manner, and to go
beyond this dependable role performance and engag®me form of creative, innovative
behavior at work. Motivation is like the fuel inetlengine. You can have a perfect machine, but
without the fuel you can go nowhere. Motivationingortant aspect of business management.
Without proper motivation all capabilities and expece of an individual are in vain (Yudhvir
& Sunnita, 2012). The society for human resourcenagament defined motivation as the
psychological forces that determine the directidnagperson’s level of effort, as well as a

person’s persistence in the face of obstacles.

Employees who have their motives met are happy @&meps and happy employees are
productive. Therefore, the goal of motivation is“tweate a working environment in which
employees like working and in which employees wwéll, a working environment which helps

to enrich the life of those who work” (Davidman98B).

Motivational strategies “improve employee perform@nreduce the chances of low employee
morale, encourage teamwork and instill a positittéuale during challenging times. Employees
with a high level of motivation typically work hagd and can overcome common workplace
challenges with ease; this helps the organizatioreach its objectives and improve operations
overall” (Yudhvir & Sunnita, 2012).

The most important motivational theories that canmpnt each other and support the issues
arises in this study are Maslow’s Hierarchy of Nedderzberg Two Factor Theory, Locke and

Latham’s Goal Setting Theory and McGregor’s Theémnd Y.

13



2.2.1 Maslow’s Hierarchy of Needs

The American motivation psychologist Abraham H. Masdeveloped the Hierarchy of needs
consistent of five hierarchic classes (Yudhvir &n8ita, 2012). First of all the basic
requirements have to be satisfied. Each indivithaal to climb every step start at the bottom and
then fulfill one step at the time before climbirggthe next in order to reach the ultimate goal of
self actualization (Maslow, 1954). According to Nag, human needs work on a sort of
continuum, whereby when all the needs of one ‘séep’met, the person no longer needs them.
“Just as a sated man no longer feels hungry, amafeno longer feels endangered” (Maslow,

1943). The following are examples of related aspativork;

v Physiological needsdescribed as the basic needs like basic saladysafe working
conditions.

Security needs/ safefipb security, fringe benefits etc.

Social needs/ belongingompatible work groups, friendship at work, etc.

Self esteem needserit pay increase, high status job title, etc.

<X X X

Self actualizationis the final need- the ultimate goal. Challengjong, creative task

demands, advancement opportunities, achievemewirik, etc.

Self- tion
Pursue tal | fulfillment
Self-Esteem

Achievement, Mastery, Recognition

Safety

Security, Shelter

Figure 2.1 Maslow’s Hierarchy of Needs (Maslow, 495
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Basically, Maslow postulates that knowing the ne&us employees are trying to satisfy,
managers can help satisfy those needs so that geesi@ean be satisfied and, then, motivated to
work better (Iguisi, 2009).

Maslow’s hierarchy of needs theory has receivetigae from various researchers; the critique
is mainly aimed at the last step of the hierarchglf-actualization, and the fact that so few
people actually meet the criteria set by Maslowagke, 1996; Sackett, 1998). Sackett (1998)
also claims that the meaning of self actualizatsoanclear and in which way an individual can
achieve it. Frame (1996) also critiques that tHfedint steps in the hierarchy are different from
the previous and that an individual might not clithe steps in this order. Also, the lower steps

might not be enough for an individual to climb be thext step (Frame, 1996).

2.2.2 Herzberg’'s Two Factor Theory

Frederick Herzberg further modified Maslow’s ne#u=ory and consolidated down to two areas
of needs that motivated employees. The two-fadteotty (also known as Motivator-Hygiene
Theory) focuses on two factors applicable to thekpiace; meeting basic expectations (hygiene
factors) and leading to increased performance @attin factors). Examples of basic needs are
a comfortable working environment, adequate paydgeelationships with coworkers and
effective supervision. The hygiene factors do notimate workers when present but workers can
become dissatisfied when these factors are ab%eéhile motivation factors for high job
satisfaction include opportunities for recognitioadvancement and professional growth
(Herzberg, 1987). According to Herzberg, the faxteading to job satisfaction are separate and
distinct from those that lead to job dissatisfattio

Herzberg stated as the satisfiers come from thétyallo achieve and grow, while the
dissatisfiers come from man’s animal nature. F@leasized that satisfiers and dissatisfiers are
separate and distinct from one another. Unlike MasHerzberg did not advocate a continuum
of needs. Instead, he proposed that managers naadt wdth satisfiers and dissatisfiers
separately. Dissatisfiers must be eliminated frdme tvorkplace beforghe satisfiers are

implemented, otherwise workers will overlook theiseers. Included under each category are:

15



Satisfiers (achievement, recognition, the worklitsesponsibility, advancement, growth) and
Dissatisfiers: administration, supervision, workndiions, salary, status, security, relationships,
etc. (Rodda, 1997).

The critique on the Two Factor Theory is that salara hygiene factor because there is no clear
way of stating that it will lead to either job sd#iction or dissatisfaction (Bassett-Jones & Lloyd,
2005). Herzberg argued that a salary can motivtlis, is accurate because it motivates
employees to work because they need to satisfy mesids such as hunger (Herzberg, 1987).
Once those basic needs are fulfilled and beyondpihiat, salary can be regarded as a hygiene
factor that cannot motivate (Bassett-Jones & LIA3@0)5). Though, Herzberg argued that the
focus should be put on hygiene factors to avoidatisfaction, a focus on hygiene factors would

not immediately strengthen motivation for the enyples.
2.2.3 Locke and Latham’s Goal Setting Theory

Edwin Locke and Gary Latham are the leading reseascof Goal-setting theory based on the
notion that individuals sometimes have a driveetach a clearly defined end state. Locke made a
generalization of “the higher the level of intendaedhievement the higher the level of
performance” (Locke, 1996). Since goals are priraemninants of employees motivation and
their performance they need to be both specifiaifgjtative and measurable) and difficult (hard,

yet not impossible) (Locke & Latham, 1990).

According to Locke and Latham (1990), a goal tkdbb easily attained will not bring about the
desired increments in performance. Although org#iom members will work hard to reach
challenging goals, they will only do so when thealgoare within their capability. As goals
become too difficult, performance suffers becausgamization members reject the goals as
unreasonable and unattainable (Lunenburg, 2011)dia states “a major factor in attainability
of a goal is self-efficacy” (Bandura, 1997). Thssan internal belief regarding one’s job-related
capabilities and competencies. Employees with sgffrefficacies tend to set higher personal
goals under the belief that they are attainablee pitimary key to successful goal setting is to

build and reinforce employees’ self-efficacy.
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Goals need to be accepted (Lunenburg, 2011). Lungnturther describe that the powerful
method of obtaining acceptance is to allow orgdammamembers to participate in the goal-
setting process. Participation in the goal-settprgcess will enhance goal commitment.
Participation also helps organization members betteerstand the goals, ensure that the goals
are not unreasonable, and helps them achieve thle §ome individuals may reject imposed
goals, but if they have self-efficacy, they mayl stiaintain high personal goals to accomplish
the imposed goals (Bandura, 1997).

Goals set the primary standard for self-satisfactiwith performance (Association for
Psychological Science, 2006). High, or hard, geaés motivating because they require one to
attain more in order to be satisfied than do low,easy, goals. Feelings of success in the
workplace occur to the extent that people seettiegt are able to grow and meet job challenges
by pursuing and attaining goals that are imporsaat meaningful (Association for Psychological
Science, 2006).

According to Locke and Latham (1990), there is &tienship between the quality of
performance and feedback given to the individuaédback shows individuals as they are being
evaluated and therefore they will perform betteithwio feedback individuals task performance
decrease because they do not have to take actioefending their performance (Locke &
Latham, 1990).

2.2.4 McGregor’s Theory X and Y

In 1960, Douglas McGregor proposed a Theory X ahdofy Y model to explain basic human
traits based on the employers view of their empsydheory X assumptions are the employer
has a negative view of his/her employees, the eysplbelieves that employees are generally
lazy and unwilling to work and the employer does Inglieve that the employees will do more
than already are expected from them. For such msasmder this theory managers believe a
business would need to impose a management sydtemercion, control and punishment to
achieve organizational objectives (McGregor, 1960).
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On the other hand, Theory Y makes different assiomptas the employer has a positive view of
his/her employees, the employees are willing tokwasrd have high potential and the employer
believes that the employees work for the orgaromaéind have trust in them. Here companies
reward their employees and create a working enmiont (or culture) where workers can show

and develop their creativity to achieve their objes (McGregor, 1960).

McGregor argues that incentive schemes violateufahataw” as a means of controlling behavior
at work, because the rewards they offer can onlgrijeyed outside the work environment. For
example, pay can only be spent when not at wonksipas benefits are enjoyed on retirement,
and so on. Behavior at work is influenced mainly reyards in the workplace, such as the
approval of fellow workers (Gray, 2000).

McGregor (1960) grouped the lower levels within Maslow’s hierarchy with theory X and the
higher level in the Maslow’s hierarchy with theory If an organization wants their employees
to reach the higher levels in the hierarchy, theagars and their subordinates need to have a Y
relationship. In order for employees to reach selualization, the managers must encourage
spontaneity, morality, creativity and to reach #tep self-esteem the managers have confidence
in their employees and there is mutual respectiwitie organization. The leaders who identify
themselves with theory X usually have a higherllefeontrol; therefore, the employees do not
have the opportunity to reach higher levels in Mass Hierarchy of Needs (McGregor, 1960).

“The Guide to Motivating Employees” which develogadUniversity of Colorado Boulder with
the intention to provide effective ideas and tdolssupporting employee motivation states that:

When employees are involved in developing operaitistnategies to carry out the vision
and values of their work unit, a new level of eregagnt is achieved. Participating in a
group process toward this end can be highly matigatand it lends itself to strengthened
teamwork. Such a process allows individuals to kin&ir own values and work to the
strategic vision of the unit. When the supervisdiofvs up this process with ongoing
opportunities for participation, it can prove to benew source of stimulation for the staff

member. Vision and values initiatives can also gizer a de-motivated work group.
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Creating a shared vision takes time........ This preactipproach is the long-term key to
success. While this offers challenges, it promatew involvement, enthusiasm, and
productivity on the part of staff. When the leadagages everyone in the enterprise, and

generates a shared vision, employees are insporeld the best they can do (page 7-8).

According to Blanchard and O’Connor, ‘managing [ayues’ is an accepted business practice
for motivating customers to keep coming back, insgiemployees to be their best every day,
enabling owners to be both profitable and proud, @ancouraging significant others to support
their business commitments with you (Blanchard @i@onnor, 1997).
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CHAPTER THREE

3. RESEARCH DESIGN AND METHODOLOGY

When conducting research it is important to knovicilapproach to be used and why the study
will use that particular approach. In this chaptef the thesis, the study describe as well as give

definitions of the choices have been made.

3.1 RESEARCH DESIGN

This study used mixed methods research. The rdéidaamixing is that neither quantitative nor
gualitative methods are sufficient by themselvesapture the trends and details of the situation.
Since when they are used in combination they wilinplement each other and allow for

complete analyses, mixed method chosen to useisttialy.

According to Creswell there are three types of aede designs: qualitative, quantitative, and
mixed methods (Creswell, 2009). Often the distorctbetween qualitative and quantitative
research is framed in terms of using words (qualga rather than numbers (quantitative), or
using closed-ended questions (quantitative hype#)esather than open-ended questions
(qualitative interview questions). A more completay to view the gradations of differences
between them is in the basic philosophical asswmgtiesearchers bring to the study, the types
of research strategies used overall in the resg@.gh quantitative experiments or qualitative
case studies), and the specific methods employednducting these strategies (e.g., collecting
data quantitatively on instruments versus collgctinalitative data through observing a setting).
Mixed methods research resides in the middle sf¢bntinuum because it incorporates elements

of both qualitative and quantitative approaches.

While designing a mixed methods study, four issmesd consideration: timing, weighting,
mixing, and theorizing. Timing refers to whethee thualitative and quantitative data will be
collected in phases (sequentially) or gatheredhatsame time (concurrently). Weighting refers

to the priority given to the quantitative or quafive research in a particular study. Mixing
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address two different questions: When does a relseamix in a mixed methods study? And
how does mixing occur? .Theorizing or TransformPgrspectives consider whether a larger,
theoretical perspective guides the entire desigmiked methods studies, the theories are found
typically in the beginning sections as an orientiegs that shapes the types of questions asked,

who patrticipates in the study, how data are cadlgcand the implications made from the study.

The study used concurrent triangulation approacte of the most popular mixed methods
designs. The researcher collected both quantitaing qualitative data concurrently and then
compared the two databases to determine if there eemvergence, differences, or some
combination. The study used separate quantitatidecaalitative methods as a means to offset
the weaknesses inherent within one method withsthengths of the other (or conversely, the
strength of one adds to the strength of the otAém®. quantitative and qualitative data collection
was concurrent, happening in one phase of the n@sséudy. The weight is equal between the
two methods. To actually merge the data, integpateompare the results of two databases side
by side in a discussion. In a discussion sectist the quantitative statistical results provided

followed by the qualitative quotes that supportdlantitative results.

The concurrent data collection results in a shaté&ta collection time period as compared to one
of the sequential approaches because both thetajivadiand quantitative data are gathered at
one time at the research site. This model alsahasmber of limitations; it requires great effort
and expertise to adequately study a phenomenon twithseparate methods. It also can be
difficult to compare the results of two analysesngsdata of different forms. In addition, a
researcher may be unclear how to resolve discrégmnhat arise in comparing the results
(Creswell & Plano Clark, 2007).

There are two variables for the quantitative aredy$/otivation- dependent variable and Value-

independent variable. These variables were measumed continuous five-point Likert-type

scale ranging from ‘strongly disagree’ to ‘stronglyree’ in the questionnaire.
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3.2 POPULATION AND SAMPLE DESIGN

The study used concurrent mixed method samplingwimch simple random sampling
techniques used to generate data for the quaméitatrand and purposive sampling techniques

for the qualitative strand. These sampling procesloccurred independently.

Under simple random sampling technique all possshlesets of a population (more accurately,
of a sampling frame) are given an equal probabdityeing selected. Hence, sample statistics
are unbiased estimates of population parametetBputi any weighting (Bhattacherjee, 2012).

For the quantitative purpose, 311 Employees (amath, 2015) which located at Addis Ababa

were selected as a sampling frame. Using Yamaimajsdifed formula to calculate sample sizes,

a sample of 175 employees were drawn randomly (YianE967:886).

N
1 + N(e)?

= 311
1+311(0.05)
=175
Where, n is the sample size, N is the populatiae,sand e is the level of precision, with 95%

confidence leveland P = .5

Further, for the qualitative one, the purposefungke which implies intentionally selecting
individuals to learn to understand the central piheenon was used. The idea is to purposefully
select informants, who will best answer the redeapeestions and who are “information rich”
persons. Three middle level managers from the RignMonitoring and Evaluation team were

selected to obtain qualitative data about the caryipavalue.

3.3 SOURCES OF DATA AND PROCEDURES OF DATA COLLECTION

Both quantitative and qualitative data was collé@ethe same time. The primary technique for
collecting the quantitative data was a self-devetbguestionnaiteThe questionnaires were

administered by writing questions on a page antliloliging it to the respondents expecting them
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to return the paper with their answers on it. Aptkest on the questionnaire was conducted, to
test potential misunderstandings or problems amgequently to correct possible weaknesses
and inadequacies based on the recommendationsekb®ractual data collection commences.
Out of the eight, seven pilot-questionnaires wetarned. The majority of the questions on the
pilot questionnaires were found comprehensiVke advantage of using the questionnaires
method is that the respondents will have time iaktlof their answers, thus allowing smaller rate

of errors. Since the topic of the study could besidered as sensitive in its aim to elicit personal
insights from the respondents, the participants Megl more at ease when answering

guestionnaires as they are not required to spetiikssmeone else in order to give information.

For the qualitative side, the researcher condufaed-to-face interviews with the middle level

managers. These interviews involved semi-structamsd generally open-ended questions that
were few in number. Before the researcher conteetmianagers for interview, the researcher
prepared them on what the study want to discughatothey have a chance to prepare for the
required information. The researcher also prepaietself through reading information about

the bank as well as additional information sucheseral information about company values and
motivation. The interviews were electronically resmd for future reference with the

interviewee’s consent. The researcher also too&sntmt capture important comments or critical
observations, behavioral responses (e.g., resptadmudy language), and personal impressions
about the respondents. After each interview hadpbeted, the entire interview was transcribed
verbatim into document for analysis. Reports aridrination from the bank’s website also used

as a secondary data.

3.4 METHODS OF DATA ANALYSIS

The researcher does quantifying the qualitative.d&his involves creating codes and themes
gualitatively, then counting the number of timesytloccur in the text data. This quantification

of qualitative data then enables a researcherngpace quantitative results with the qualitative

data. Descriptive statistics (like frequencies) amfdrential statistics (like pearson correlation

and regression) for the survey items was summaiz#te text and reported in tabular form.
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In the quantitative research, reliability and vélidof the instrument are very important for

decreasing errors that might arise from measurempesitlems in the research study. The
reliability indicates how free it is from randomrans. This research is reliable in that the
researcher contacted and communicated respondehmto fill the questionnaire and allowed

them to call the researcher for any difficulty biyigg phone number of the researcher. The
researcher conducted pilot test to make the questice more accurate and to get feedback
before distributing it to all respondents. The ability of the questionnaire was tested using
Cronbach’s Alpha. The Cronbach's Alpha is 0.859¢ctvlclearly indicates the results are 85.9%
reliable. By convention, an Alpha of 0.70 or highergenerally considered acceptable for a

reliable measurement tool.

The statistical analysis of the quantitative resgtinducted with the help of Statistical Package
for Social Sciences software (SPSS 20). The valtitise Likert scale were coded with 1 being

‘strongly disagree’; 2 ‘disagree’; 3 ‘neutral’; ddree’ and 5 being ‘strongly agree’. Since each
factor takes its average for the questions, theareber used criterion-referenced definitions for

rating scales to describe the collected data.

Table 3.1 Criterion- Referenced Definitions

Mean rating Degree of agreement Description

1.00to 1.49 Strongly disagree Very dissatisfactory
1.50t0 2.49 Disagree Dissatisfactory

2.50 to 3.49 Neutral Not satisfactory enough
3.50 to 4.49 Agree Satisfactory

4.50 to 5.00 Strongly agree Very satisfactory

Theories about company values and motivation (Herzberg’s Two Factor Theory, Maslow’s
Hierarchy of Needs, Theory X and Y, Goal Settingedity) used for the qualitative analysis

purpose.
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3.5 ETHICAL CONSIDERATIONS

The research was conducted based on the ethicsibenations of not to fabricate or falsify data,
research procedures, or data analysis, respecigiits of research subjects, particularly their
rights to information privacy, and to being infordnabout the nature of the research and the
types of activities in which they will be askedeiogage, and not to take or use published data of
others without acknowledgement, or unpublished datghout both permission and

acknowledgement.
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CHAPTER FOUR

4. RESULTS AND DISCUSSION

This chapter presents the results of the quaniigatind qualitative data analysis and their
relation to previous studies as well as the literatreview. In the analysis, the study answers the
research questions as well as the purpose of thelystThe responses on the survey
guestionnaire were analyzed using SPSS versioAlp@a (significance value) is set at 0.05, to
test at the 5% level.

4.1 DEMOGRAPHIC CHARACTERISTICS OF THE RESPONDENTS

The demographic characteristics of the respondeihthe questionnaire are presented in the

following four variables (i.e. working position,)seage, and working experience at Abay bank).

Figure 4.1 Respondents by Working Position
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Source: Survey Questionnaire
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The sample includes 175 staffs of Abay bank in Addlbaba. The survey showed that most of
the respondents were Client relation officers- CE3.1%), followed by Auditors (16.6%),
Accountants (16.0%), others (12.6%), Cashier (10.3@sedit officer (6.3%), and Branch
managers (5.1%).

Figure 4.2 Respondents by Gender Distribution

H Male

Hfemale

Source: Survey Questionnaire

Regarding to sex composition, there were more medpondents compared to females. In the
study males accounted for 64.6% while the other%5were accounted for by female

respondents.

Figure 4.3 Respondents by Age Distribution

45 1
40
35 A
30 A i
25 A

20 A m Percent
< ‘
10 o
5 -
- > o

1&8-25 25-30 31-35 36-45 Aboveds

Source: Survey Questiorgmair

27



The largest group of respondents was aged 26-3®%#)4 followed by those aged 18-25
(31.4%). Respondents between the ages of 31-35 amdbout 21.7%, while the smallest group

was those aged between 36 and 45 who only repr2s#tof the responses.

Figure 4.4 Respondents by Working Experience aty/Aank
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Concerns to working experience, 54.3% of the redpots have been working in the company
for more than one year but less than three yeanty @38 respondents (27.4%) have been
working in the company for more than three yeaesg@ndents with less than a year experience

within the company accounted for 18.3%.
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4.2 RESULTS OF THE STUDY

From the questionnaires replied by the employees & sample of 175 respondents), the
following findings were identified;

Normality:

Table 4.1 Normality of a Population Mean

Statistics
Value Motivation
N Valid 175 175
Missing 0 0
Mean 3.4500 3.4571
Mode 4.24 4.00
Skewness -.195 -.425
Kurtosis -.401 -.309

Source: Survey §limnaire

Skewness and kurtosis used to evaluate whetheatiebles are normally distributed. Skewness
is a measure of degree of asymmetry or departun@ ymmetry of a distribution, while
kurtosis is a measure of the extent to which olzems cluster around the central point
(peakedness). The negatively skewed distributiedd 95 for value and -0.425 for motivation)
represents the most frequent observations (mode)gezater than the mean. The negative
kurtosis (-0.401 for value and -0.309 for motiva)iondicates that the observations cluster less
than those in the normal distribution. The skewrmsd the kurtosis of the variables for the
sample are within the range for normality (-1.0+#b.0). The assumption of normality of a
population mean is satisfied.

The most frequently occurring level of agreementhia distribution is ‘Agree’ for both of the
variables i.e. mode for ‘company value’ is 4.24 jle/ior ‘workplace motivation’ is 4.00. The
mean for the independent and dependent variabde8.45 and 3.46 respectively; which means

the arithmetic average on the level of agreemefitiesitral’ (i.e. not satisfactory enough) for
both.
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Figure 4.5 Respondents’ Level of Agreement on CamijsavValues
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More than 60% of the respondents were ‘stronglgglised’, ‘disagreed’ and being ‘neutral’ on
guestion number 5, 20, 21, and 25. For questiorbeurh, 2, 3, 7, 8, 9, 10, 11, 13, 23, 24, 26, 27,
30, 31, 32, 35, 36, and 37 between 40% to 60% efrélspondents were ‘strongly disagreed’,
‘disagreed’ and being ‘neutral’. Whereas, for gishumber 4, 12, 14, 16, 17, 18, 28, 29, 33
and 34 between 20% to 40% of the respondents wemngly disagreed’, ‘disagreed’ and being
‘neutral’. 89.70% and 85.10% of the respondentseweagreed’ and ‘strongly agreed’ on

guestion number 6 and 19 respectively.

Figure 4.6 Respondents’ Level of Agreement on Wiakg Motivation
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Figure 4.6 shows 52%, 40%, 37.10% and 41.70% ofdlpondents were ‘strongly disagreed’,

‘disagreed’ and being ‘neutral’ on question numB@r39, 40 and 41 respectively.
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Correlations:

Table 4.2 Correlation Matrix

Correlations
Value Motivation

Value Pearson Correlation 1 818

Sig. (2-tailed) .000

N 175 175
Motivation Pearson Correlation .818 1

Sig. (2-tailed) .000

N 175 175
**_Correlation is significant at the 0.01 leveH@iled).

Source: Survey Questiormair

Correlation is significant when the level is leBart 0.05. In this study, the “company value” is
correlated with “workplace motivation” at the levet 0.01. The Pearson R is 0.818, which
means the results are significant and there igyasteong correlation between “company value”

and “workplace motivation”.
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Chi- Square tests:

Table 4.3 Chi- Square Tests

Value* Work position Value* Sex Value* Working experience Value* Age
Value df Asymp Value df Asymp Value df Asymp Value df Asymp.
. Sig. . Sig. . Sig. Sig. (2-
(2- (2- (2- sided)
sided) sided) sided)
Pearson Chi-Square 599.76 36 .000 106.59 60 .000 206.54 120 .000 267.01 180 .000
Likelihood Ratio 422.64 360 .013 137.27 60 .000 235.58 120 .000 238.06 180 .002
N of Valid Cases 175 175 17p 17
Motivation* Work position Motivation* Sex Motivation* Working Motivation * Age
experience
Value df Asymp Value df Asymp Value df Asymp Value df Asymp.
. Sig. . Sig. . Sig. Sig. (2-
(2- (2- (2- sided)
sided) sided) sided)
Pearson Chi-Square 136.76 9 0.004 31.48 16 0.012 78.08 32 0.000 66.65 48 0.039
Likelihood Ratio 145.45 96 0.001 39.51 16 0.001 91.46 32 0.000 67.14 48 0.035
N of Valid Cases 175 175 17p 17

Source: Survey Questionnaire

Chi-square is a statistical test that tests for éxéstence of a relationship between two

categorical variablesThe Chi- Square test between the demographic \‘esisdnd company
value shows the probability of the test statisedrson Chi-Square) is 0.000 for each of
demographic variables, which is less than the le¥aignificance of 0.05. Similarly, the Chi-

Square test between the demographic variables a#tplace motivation also shows the
probability of the test statistic is 0.004, 0.002000 and 0.039 for the respondents’ working

position, gender, working experience and age reésqede, which is less than the level of

significance of 0.05. This implies that respondent®rking position, gender, working

experience and age are not independent of opinmmutacompany values as well as the

workplace motivation. The observed cell frequencas not equal to the expected cell

frequencies (refer appendix 1). Examining the ngalisl within the demographic variables, some

of the categories were under- represented whilerstivere over- represented in the study. For

example, in the value*sex cross tab males are umdpresented in the ‘Agree’ and ‘Strongly

Agree’ category and over- represented

in the ‘Ndutcategory. While, females under-

represented in the ‘neutral’ category and overraggnted in the ‘Agree’ and ‘Strongly Agree’

category.

33



Regression:
Table 4.4 Regression Table 1

Model Summary

Model R R Square| Adjusted R Std. Error of
Square the Estimate
1 .818 .669 .667 .54089

a. Predictors: (Constant), Value

Source: Survey Questionnaire

Table 4.5 Regression Table 2

Coefficients
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
1 (Constant) -.816 232 -3.514 .001
Value 1.239 .066 818 18.701 .000
a. Dependent Variable: Motivation

Source: Survey Questionnaire

The table shows the impact of the independent bi@dacompany value on the dependent
variable- workplace motivation. The positive sigh B coefficient (1.239) shows the direct
relationship between the two variables; it is tlps. TheConstant(-0.816) in SPSS refers to
the intercept in 'Y’ axis were the regression leress the axis. The result is justified; the lexfel
significance is 0.01 and the value of Adjustedidk0.667. The Adjusted¥of 0.667 means that
66.7% of the variability in the level of workplao®otivation is accounted for by company value.
In a two variable regression analyses the Betdicaaft (0.818) is the same thing as Pearson R.
The simple linear regression assumes that theoe#ip between the independent variable and

the dependent variable is linear. The equatiothferegression line is:
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Y=a + bx
Y motivatior= -0.816 + 1.239 e

Where,

Motivation

Y motivatioi= EStimated level of workplace motivation
Xvalue COompany value
a=Y intercept (constant)

b= Slop (B coefficient)

Figure 4.7 Regression Line
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From the interview conducted with the Planning, Manng and Evaluation team managers, the

following findings were identified,;

Abay Bank designed its value statements thrahghespoused values form. Since the bank is a
newly established private bank, the values thamapagers sanction through written statements
and formal documents are presumed to represenhiaegemnal values. The company designed
its values from the mission it has and the induistipvolves.

From the values the company has, Geared to comynueibvestment, Trust worthy and

transparent, Empowered and engaged staffs, Pasele service revolution and, Committed in
for growth and innovation emphasized as the moatagteristic values of the company by the
Interviewees. Further, the interviewees believedthes company should have values which

emphasis on risk management and internal controtder to succeed.

The interviewees identify that only some of theuesl are closely related with the bank’s core
identity; “the objective of the bank is to deeperahcial intermediation particularly to those who
are deprived of the service. The bank reached e@@as and involved in community service
(i.e. Geared to community reinvestment)....... Sinceestablishment, the bank has achieved
encouraging achievements by all standards. Itsrepbieoperation has expanded all over the
country and the total number of branches has rekich®8 just within four years of operation (as
of March 2015). During this same, the performanicthe bank in terms of mobilizing deposits,

generating revenue and capital has been quiet esgiog. In a nut shell, considering the short
span of operation of the bank, its growth trajecisron the rise and moving fast (i.e. committed
in for growth and innovation)....... We have a trusstaff and the bank also open and frank for
the stakeholders (i.e. Trust worthy and transparent. Open discussion made with the staffs
and their ideas heard by the management (i.e. Emgalvand engaged staffs)....... The bank is
technology driven and provides a full-fledged bagkiservice (i.e. Poised for the service

revolution)”.
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The interviewees believe that one way of motivagntployees is to create a set of values for the
to follow, but in practice they assure still as t@mpany did not considered the values as

motivational factors and the company also not eatalthe effect and success of these values.

4.3 DISCUSSION

The finding shows as there is a direct and vemyngtrrelation between the company values and
workplace motivation. This further supported by theotivational theories of Maslow’'s
Hierarchy of Needs, Herzberg Two Factor Theory,ldeoand Latham’s Goal Setting Theory and
McGregor’s Theory X and Y.

To be able to analyze the company values usingldegs Two Factor Theory, values with
needs to job security, work balance, relations witters and salary (Herzberg et al., 1957) count
as a hygiene factor. Motivation factors are thisgsh as promotion opportunities, recognition,
responsibility and achievement (Herzberg et al57)9 The hygiene factors can only cause
satisfaction or dissatisfaction while the motivati@actors can increase motivation. Empowered
and engaged staff, reward and recognize performamsamitted for growth and innovation,
Quest for excellence and poised for the serviceluton are of the values fall under hygiene
factors. The rest, geared to community reinvestptegh standard of corporate code of conduct
and ethics, trustworthy and transparent, instiftecorporate governance, emphasis on risk

management and delivering value beyond servicggrezed as a motivation factor.

In addition to those of the motivational factory, ttansforming of the values from the hygiene
factors to motivation factors it is possible to atee motivation among the employees. For
example, if the managers state that if the employwerk according the values, a possible
outcome could be a promotion or that they recedoegnition as well as being reward for living

after the values and creating a positive atmosptihetas linked to the values of the company.

Maslow’s (1954) Hierarchy of Needs includes fivepst - physiological needs, security needs,
social needs, self-esteem needs and self-actuahz#n order to climb to the next step the needs
of the current step has to be fulfilled. For thedgtthe researcher assumed that the employees of

the company have already fulfilled the two lowestps — Psychological needs and Security
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needs, since they have a job and therefore a ngnetaome, they can satisfy the basic needs.
Further, their safety needs fulfilled since the &ypes are provided with retirement plan,
insurance coverage and provident fund. Thereforeerwthe bank begins to motivate its
employees it will have to start working from thérdhstep of Maslow’s Hierarchy of Needs, the
social needs. Some of Abay bank’s values (i.e. &kty community reinvestment, trustworthy
and transparent) are examples of values whicHlftiié third step and create a fellowship within

the company.

McGregor's (1960) Theory X and Y is a model thasa#es two different views of how

managers perceive their employees. With TheoryeXntanagers have a negative view of their
employees. The manager believes the employeesemeraily lazy and the managers always
give them direct orders. In Theory Y, the manadpeenge a positive view of their employees. The
manager believes employees are ambitious and waletatn. Therefore, the managers do not
always give orders; the managers trust the emplayek guide the employee instead. When
managers have a Y approach to their employees piossible for the employees to climb to the
higher steps in Maslow’s Hierarchy of Needs. A ealliiven company have Y managers, leaders

who walk the talk and inspirational.

The foundation of the Goal Setting Theorytise higher the level of intended achievement the
higher the level of performancélLocke, 1996, p.66)According to the Goal Setting Theory,

employees reach higher level of performance whey #tire more motivated. Adopted values
assist the company through setting a frameworkdov to treat employees one another at work,
how to treat customers, how to create conductivekveavironment, how to enhance company
effectiveness and how to achieve the company’®wisihrough these dimensions the company

values will serve as a motivational factor in therkplace.

According to Lencioni (2002) in designing of a valstatement, first “the value statements must
be aggressively authentic”, this means a compasytdhv@hoose a value genuinely to be lived.
The values should be deeply held by the membecsmopany. For the question number 38, ‘the
values deeply rooted in the employees’ beliefs'yo#8% of the respondents ‘agreed’ and
‘strongly agreed’. This clearly indicates that magmployees in the bank do not know their

company'’s value and as a result they did not aksoit.
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Second, “leaders have to walk the talk”. Half o lespondents are not ‘agreed’ and ‘strongly
agreed’ on question number 11, ‘the company engasranembers of the top management team
to walk the talk on key company values’. This imeplias the top management simply "talk the

values talk" and are not inspirational enough lhervalues implementation.

Lastly, “the company must weave core values interghing”, this means the company should
integrate the values into every area of the compdine values must be reflected in the
company’s day to day operations and managemergrmsydthe respondents’ arithmetic average
of their level of agreement is ‘Neutral’ for the egtions rose on the company values (i.e.
guestion number 1 to question number 37). The treshdws that almost half of the value
statements do not represent Abay bank’'s core iyertiey merely created to portray the

company than actually it is.

As a rule, it does not take many values to defuleuces, three or four are enough, certainly no
more than seven or eight. This is because whenalkeabout a company’s values, we are
referring to the highest values, the one thoughhdwe “exceptional values”, the ones most
closely related to the company’s core identity (©ma & Rey, 2008). Abay bank’s value
statements are too many and also some of themameeyv In addition, it is only half of the

values closely related with the bank’s core idgntit
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CHAPTER FIVE

5. SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

This chapter presents the summary of major findimgsclusions, limitation of the study and
recommendations of the thesis. The conclusion lthksresults and findings to the general

literature. Recommendations for actions as welhaslimitations of the study are also outlined.

5.1 SUMMARY OF FINDINGS

After the information gathered was analyzed, tHWwang major findings were identified; The

results of the demographic characteristics of #spondents indicated that the majority of the
total respondents were male (64.6%), aged in thgeraf 26-30 years (44.6%), CRO working
position (33.1%), and working experience at thekbamge between 1 to 3 years (54.3%). In

addition, three middle level managers also inteve to obtain the qualitative information.

The most frequently occurring level of agreementhia distribution is ‘Agree’ for both of the
variables i.e. mode for ‘company value’ is 4.24 jlatior ‘workplace motivation’ is 4.00. The
mean for the independent and dependent variabde8.45 and 3.46 respectively; which means
the arithmetic average on the level of agreemerfilésitral’ (i.e. not satisfactory enough) for
both.

Both the quantitative and qualitative results takre is a positive and very strong relation
between company values and workplace motivatien flne Pearson R is 0.818). The Adjusted
R? of 0.667 means that 66.7% of the variability ie tavel of workplace motivation is accounted
for by company value. It is only some of the valaes closely related with the bank’s core
identity, i.e. Geared to community reinvestmenystworthy and transparent, Empowered and
engaged staffs, Poised for the service revolutimh &ommitted in for growth and innovation.

Abay bank’s value statements are too many andsals® of them are vague.
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The study result shows 52% of the respondents dd&kmmw their company’s value and as a
result they did not also live it. Half of the resplents replied ‘the top management simply "talk

the values talk" and are not inspirational enowggtthie values implementation’.

The Cross tabulation and Chi- Square test indicdu@isrespondents’ working position, gender,
working experience and age are not independenpiofan about company values as well as the
workplace motivation. Examining the residuals withhe demographic variables, some of the

categories were under- represented while others wxegr- represented in the study.

5.2 CONCLUSIONS

This study investigated the effect of company valoa workplace motivation a case of Abay
bank Share Company through the use of mixed matppdoach. The empirical findings of the
study which supported by the motivational theoassures as there is positive and very strong
relation between company values and workplace rattin. In the study the researcher
identified that the bank did not design its valti@teaments as it has to be. In most cases the
managers of the company did not ‘walk the talk'ytlsemply ‘talk the values talk’. The bank’s
value statements are so platitudinous that they neare like public relations handouts than the
commitment to values they are meant to be. In amdithey are also too many and most of the
values does not represent the bank’'s core idemsy.a result of these weaknesses on the
company’s value statements, the employees’ levehativation found not satisfactory enough.
The study result supports Finegan’s finding of ‘Qveey of motivating employees is to create a
set of values for them to follow’.
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5.3 RECOMMENDATIONS

So as to boost the employees’ motivation in thekplace through the use of values, the
following recommendations forwarded:

v' Abay bank has to design its value statements apptely. The value statement should
outline the highest values, the one thought to faxeeptional values”, the ones most
closely related to the company’s core identity.

v" The designed values must be deeply held by the aoy'gmembers. When the company
making hiring decisions, it has to looks for peopith values similar to the stated values

of the company. The company values also have whtaor discussed in new employee
orientations.

v' By viewing the implementation of its values as adjbusiness strategy, Abay bank has
to weave its values in to everything. They mustdfkected in the company’s day to day
operations and management system, and

v" The managers also have to ‘walk the talk’, whichangethat they need to set an example
of how to do it.
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APPENDICES

APPENDIX 1: Cross tabulation

A. Value * Working position cross tab
Respondents’ working position Total
CRO Cashier| Accountan Auditor Credit Officer B. haer Other
Disagree Count 9 [0 P 0 0 4 15
Expected Count 5.1 1.5 23 2|4 0.9 0.8 2.1 15
Residual 3.9 -1.5 -2.3 -0.4 -0.9 -0/8 1.9 0
Neutral Count 27 6 18 14 2} R 9 85
Expected Count 28.4 8.5 1314 141 55 4.6 11.3 85
Residual -1.4 -2.5 4.6 -0.1 3.5 -2|6 -2.3 0
Agree Count 20 12 1( 13 2 5 7 69
Expected Count 23 6.9 111 115 4.6 4 9 69
Residual -3 5.1 -1.1 15 -2.6 1 2 0
Strongly Count 2 0 0 0 0 2 2 €
Agree Expected Count 2 0.6 0.9 1 0}4 0.3 0.8 6
Residual 0 -0.6 -0.9 -1 -0.4 17 112 0
Total Count 58 18 28 29 11 9 22 175
Expected Count 58.5 175 277 29 114 9.7 23.2 175
B. Motivation * Working position cross tab
Respondents’ working position Total
CRO Cashier| Accountan Auditor Credit Officer B. haer Other
Strongly Count 4 0 0 2 0 0 0 €
Disagree Expected Count 2.1 0.6 0.9 0[9 0.3 0.3 0.9 6
Residual 1.9 -0.6 -0.9 1.1 -0.3 -0/3 -0.9 0
Disagree Count 8 ¢ 7 3] 4 0 4 29
Expected Count 9.6 2.9 4.6 419 1.8 15 3.7 29
Residual -1.6 -2.9 2.4 1.1 22 -1/5 0. 0
Neutral Count 11 6 9 1 5 2 9 53
Expected Count 17.% 5.4 8.5 819 3.3 2.8 6.6 53
Residual -6.5 0.6 0.5 1.1 277 -0/8 2.4 0
Agree Count 28 8 12 11 L ¢] 8 11
Expected Count 23.5 7.2 11,3 11.8 4.5 3.7 9 71
Residual 4.5 0.8 0.7 -0.8 -356 -0(7 1 0
Strongly Count 7 4 0 0 0 4 1 1¢
Agree Expected Count 5.3 1.6 2.6 2|7 1 0.9 2 16
Residual 1.7 2.4 -2.6 -2.7 -l 311 1 0
Total Count 58 18 28 29 11 9 22 175
Expected Count 58 17.7 2719 29.2 10.9 9.2 22.2 175
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C. Value * Sex cross tab D. Motivation * Sex cross tab
Respondents’ sex Total Respondents’ sex Total
Male Female Male Female
Strongly Count 0 0 0 6 0 6
Disagree Expected Count 0 ¢ 9 21 6
Residual 0 0 0 2.1 2.1 D
Disagree Count 10 g 15 21 8 29
Expected Count 9.7 5.3 16 188 10.2 29
Residual 0.3 -0.3 g 2.2 2.2 0
Neutral Count 62 23 85 38 15 53
Expected Count 54.9 30.1 85 34.2 18.8 53
Residual 7.1 -7.1 g 3.8 -3.8 0
Agree Count 41 28 64 43 28 71
Expected Count 443 24.7 69 458 25.2 71
Residual -3.3 3.3 g -2.8 2.8 0
Strongly Count 0 6 6 5 11 16
Agree
Expected Count 3.9 2.1 6 10(3 5.7 16
Residual -3.9 3.9 Q 5.3 5.3 (0]
Total Count 113 62 175 113 62 175
Expected Count 112.8 62.2 175 113 62 175
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E. Value * Working experience cross tab F. Motivation * Working experience
cross tab
Respondents’ working experience Total Respontemiking experience Total
less than 1 1-3 years above 3 less than 1 1-3 yearsabove 3

Strongly Count 0 0 0 0 0 2 4 [¢
Disagree

Expected Count Q (0 0] 12 3/3 15 6

Residual 0 0 0 0 -1.2 -1.3 255 0
Disagree Count p. 4 9 15 6 17 6 29

Expected Count 2.9 8.2 39 15 52 15.7 7.9 29

Residual -0.9 -4.2 5.1 ) 0.8 13 -119 0
Neutral Count 13 54 18 85 4 27 19 53

Expected Count 15.7 46.8 22,7 85 9.8 238.9 14.6 53

Residual -2.7 7.7 -4.7 ) -2.8 -1/9 4.4 0
Agree Count 15 35 19 69 14 48 9 71

Expected Count 12.¢ 37.4 18/6 69 12.9 38.5 19.4 71

Residual 2.2 -2.4 04 ) 11 95 -10.4 0
Strongly Count 2 2 2 6 5 1 10 16
Agree

Expected Count 1.1 3.3 1.6 6 219 8.6 4.4 16

Residual 0.9 -1.3 04 ) 2.1 -716 5.6 0
Total Count 32 95 48 175 32 95 48 1y5

Expected Count 32.5 95.p 468 175 32 95 47.8 175
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G. Value * Age cross tab H. Motivation * Age cross tab
Respondents’ age Total Respondents’ age Total
18-25 26-30 31-35 36-45 18-25% 26-30 31-35 36-45
Strongly Count 0 0 0 0 0 2 4 [0 0] 6
Disagree Expected Count Q (0 0 0 1.8 2.7 1.2 0 6
Residual 0 0 0 Q g 0.2 13 -12 0 0
Disagree Count 7 ¢ . 0 16 14 11 4 0 29
Expected Count 4.6 6.Y 31 0|1 15 9.1 13 6.4 0.6 29
Residual 2.4 -0.7 -1.1 -0.1 0 419 2 -2.4 -0.6 0
Neutral Count 31 33 1¢ 2 85 16 19 16 2 53
Expected Count 26.5 37.0 183 1.5 85 16.7 23.6 114 1.3 53
Residual 4.5 -4.9 0.7 0.5 0 -07 -4.6 4.6 D.7 0
Agree Count 17 35 15 2 69 19 34 16 2 71
Expected Count 214 305 14(8 1 59 22.2 31.6 155 6|1 71
Residual -4.4 4.5 0.2 L D -3.2 214 0.5 0.4 0
Strongly Count 0 4 2 0 6 4 10 2 D 16
Agree Expected Count 1.9 2.7 1.3 01 6 5 71 B.5 0.3 16
Residual -1.9 1.3 0.7 -0.1 0 4 29 -1.5 -0.3 0
Total Count 55 78 38 4 175 55 78 38 4 175
Expected Count 54.4 77.8 37,5 2.7 175 54.8 78 38 8 3. 175
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APPENDIX 2: Questionnaire

My name is Miliyon Gebre and | am currently workimgth the research component of the
Master’'s Degree in General Business Administra(/dBA-General) at St. Mary’s University.

The purpose of my study is to assess the effecbofpany values on workplace motivation a
case of Abay bank Share Company. The participatidully voluntary and responses will be

confidential.

SECTION ONE- Instructions

This survey will be used to gather data for thelgses of the effect of company values on
workplace motivation a case of Abay bank Share @GmypPlease answer each question as
accurately as possible. If you do not understanguastion, answer it as well as you can and
note your question (s) in the margin. When you ltavepleted this survey please return it in the
envelope provided. If you have any questions, woucontact the researcher through phone no.
+251 913 97 48 51 or emdilustler.mo6@gmail.com

Thank you in advance!

SECTION TWO- Background Information
Please tick appropriate boxes
1. Work Position

CRO O Cashier [ Accountant [J Auditor [
Credit officer L] Branch Managef 1 Other please specify

2. Gender

Male [ Female [J

3. Age

18-25 years [ 26-30 years [ 31-35 years [
36-45years [ Over 45 years$ ]

4. Number of working years experience at Abay Bank
Less than 1 yeat] 1-3 years[] over 3 yeard ]
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SECTION THREE- Questions on Abay bank’s value andts effect on workplace
motivation

Please tick appropriate boxes

No. Question Strongly | Disagret | Neutra | Agree | Strongly

Disagree Agree

PART ONE- Abay bank’s Value

A. Geared to community reinvestment

1 The company is responsive to problems in the conity
(for example - some companies financially suppsstes
related to poverty, education, and natural disajter

2 The company encourages charitable activi

3 The compny has an active community relations progi

4 The company searches for ways to reduce and elier
waste from its operations (for example - reduciager
usage).

5 The company supports environmental awareness pna
(for example - educating children about recycling;
neighborhood cleanup days).

B. High standard of corporate code of conduci
and ethics

6 | Women are represented among the company's exe
management and directors.

7 The company does not have a bias againployees

8 The company promotes a consistent standard for ew
health and safety.

9 A major consideration when making a decision is twle
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it violates the company’s code of ethi

C. Empowered and engaged staffs,

1C | The compay encourages employees to live by comp
values.

11 | The company encourages members of the
management team to "walk the talk" on key company
values.

12 | The company encourages employees to take con
values into account in business practices.

D. Trust worthy and transparent

13 | The company has an open book policy (for exan-
employees know about financial operations and ather
sensitive company information).

14 | Workers have access to sensitive company inform.
(for example - market shares, profits).

E. Quest for excellence

15 | The company is willing to lose money on a transsctd
satisfy a customer.

16 | The company is actively dedicated to customer se
(for example - the company has a customer senffazea
or area dedicated to customer service).

17 | Employees are trained in customer c

18 | The companpoised for the service revoluti.

1¢ | The compancommitted in for growth and innovatic

F. Reward and recognize performance
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2C | The company rewards employees who actively sug
stated company values.

21 | The company values and encourages continuous @
improvement (for example - through workshops).

22 | Employees are considered as important as custcand
shareholders.

23 | The company believes that helping employees rdasih
potential, helps the company reaches its potential.

24 | The company offers a generous equity or g-sharing
program.

25 | The company takes into consideratihe family needs c
its employees (for example -relocation, work hours)

26 | The company is willing to promote the best or n
qualified employees.

G. Delivering value beyond service

27 | When making hiring decisions, this company looks
people with values similar to the stated valuesttraf
company.

28 | The company views the implementation of its valass
good business strategy.

29 | Company values are taught or discussed in new e
orientation.

30 | The company is comitted to its values /values reflect

in the company’s day to day operations and manage
system.

me

H. Emphasis on risk management
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31 | Abay bank has stable funding and liquidity capa

32 | The bank has identify, measure, analyze, and tor the
major risks on foreign exchange.

33 | The bank brings stable earnings and growth viaitbétys
analysis of interest rate.

34 | The bank ensures its capital adequi

35 | The bank gauge and enhance its operational
management.

36 | The bank deal with information technology r

37 | The bank has strong position on compliance withs|
rules and standards.

PART TWO- Workplace motivation

38 | The values deeply rooted in employees’ be.

3¢ | The compny values give the employees a guideline
behavior.

40 | The values help show our customers how we arerdiff
from other banks’ employees.

41 | The company values intensify and direct the emms)

effort (motivation) toward attaining the compan)

mission.

Thank you for your cooperation!
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APPENDIX 3: Interview Questions

Since the interview was conducted in a semi-strediuvay and due to the fact that the
interviewees had prepared themselves before, thaseno need for the researcher to use many

interview questions. However, here are the questised as guideline during the interviews:

How does the company design its value statements?
What are the most characteristic values of therorgéion as it is now?
What values do you think the company should haweder to succeed?

How the values closely related to the company’s cdentity?

o~ 0w Dnh PP

Do you believe that one way of motivating employset® create a set of values for them

to follow? How can you relate it with Abay bank’saptice?
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