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SBSA Recognition Program - A Case Study

• Goals

• Success factors
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• Program elements
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• Impact 
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Total Rewards – positioning recognition 
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Measures & rewards 
top individuals / 
teams

– Exceed plan
– projects
– New products
– Top performers

Measure & reward 
performance of 
individuals & work 
units

– Sales
– Productivity
– Quality
– Cost
– Safety
– Customer sat.

Reinforce values & 
desired behaviour

– Individual
– Team
– Management
– Peer-to-peer

Meet security needs
– Health care
– Work life
– Facilities
– Perks

Pay for performing 
job, consistency in 
baseline 
performance

- Salary
- Merit increase
- Skill-based 

competency

Best of BestPerformance BasedRecognitionBenefitsBase Comp

Total Reward Opportunity

Business Objectives/Strategic Goals

Basic Compensation Attract, Retain      Organisational Effectiveness: Engage, Motivate. Recognise, Reward

Cost of Doing Business          Results Attributed to Plan      Business Results
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Program goals

• Enhance organisational performance 

through staff engagement:

– Reward exceptional performance & 

behaviour through informal, formal & top 

performer recognition

– Create a culture of acknowledgement & 

appreciation – a great place to be!!!

– R.E.A.P. the benefits of recognition:

• Retention

• Engagement

• Alignment

• Performance
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Key success factors

• Centralised budget control with Cost Centre empowerment

• Corporate control with Cost Centre flexibility

• ‘Giveaway’ consistency & equity across the Bank

• Centralizing allows economies of scale

• Management credibility & commitment

• Centralized communication strategy

• Building a controlled recognition culture
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Program measures linked to values

Categories for recognition

• Individual nomination:
– Service excellence

– Leadership

– Teamwork

– Initiative & innovation

• Team awards

Award structure
– R350

– R500

– R1000

– R200 (Team award)
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web based
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Segments of recognition

Recognition
Format

Formal Top 
AchieversInformal
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Recognition process - informal 
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Sent
e-mail or 
webform

Communication
forum facility
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Recognition process - formal 
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Completed by
authorised

Manager

Auto pop up!



Copyright © Achievement Awards Group (Pty) Ltd  
All rights reserved.

Award structure

Awards on offer:
• 6 000 items on web site
• Across 12 lifestyles
• Individual travel
• Experience awards
• Delivery address of choice
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Communication

Communication strategy:
Focus on:
Antecedents –what you want me to do?  
Behaviours – how will I be measured?
Consequences – what’s in it for me?

Communication media:
Web site 
Cell phone
E-mail
Intranet
Pause area electronic display
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Program reporting - performance 
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READ: Controlling equity of ‘giveaway’ for equity of performance
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Program reporting - financial
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READ: Consistency is the goal
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Program results – January to October 2009

• Nominations (Total workforce 27 000)

INFORMAL
• Total incidences 14 283

• Managers 16.2%
• Staff 83.8%

FORMAL
• Total (per capita) nominations 21 127 (78.3%)

• Team 7 324
• Individual 18 791

• Total nomination incidences 42 575 (Av.2 per person)

COST CENTRE ACTIVITY
• Total CC’s 1 420
• Active 1 286 (90.6%)

READ: High reach & frequency of recognition
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Program challenges 

• Establishing a quantified ROI (ESI, CSI, etc.)

• Consistency of nominations over 12 months

• Smoothing budget spend – over & under spend

• Effective communication – success stories

• Management/HR report interpretation
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Recognition – Return on Investment

Employee SatisfactionEmployee Satisfaction Employee EngagementEmployee Engagement

Employee EngagementEmployee Engagement Productivity & QualityProductivity & Quality

Productivity & QualityProductivity & Quality Customer Satisfaction (CSI)Customer Satisfaction (CSI)

Customer SatisfactionCustomer Satisfaction Customer LoyaltyCustomer Loyalty

Employee Satisfaction (ESI)Employee Satisfaction (ESI)Reward & Recognition

Customer LoyaltyCustomer Loyalty Business Results
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Impact on SBSA

• TrueBlue has evolved to equal, if not better,
RPI Best Principles & Practices

• TrueBlue occupies a strong recognition
branding

• Embedded in philosophy & core values

• Visual EXCO credibility

• Staff evaluation rating deviation right of
normal performance distribution

• Winner of Ask Africa Award (Customer service):
• Top bank in Africa
• 5th top company in Africa
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In conclusion

Alignment Model

Before the fact
incentives

After the fact
recognition

A vehicle for
BU 

incentives
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Feedback
is the breakfast

of
Champions!!!!!
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In conclusion…………


