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Abstract

The subject of motivation is a complex phenomenon that is widely studied and researched by
academics. Motivation refers to the extent to which a person is eager to do something or
perform a task. It relates to the way in which something can inspire somebody to think or
behave. Generation Z are a group of individuals who were born between the years of 1995
and 2010 who are beginning to enter the workforce. It is evident that Generation Z will
slowly begin to dominate the workforce as older generations begin to retire. Therefore, it is
chiefly vital to comprehend their motivation to work. The researcher aims to explore the
fundamental factors that influence the motivation of Generation Z with a focus on a particular
retail pharmacy group in Ireland. Throughout this study, eight participants who belong to the
cohort working within the retail pharmacy group took part in semi-structured interviews and
provided in-depth answers that highlighted the motivators for Generation Z. The primary
factors include wages, a positive working environment, engaging work and having positive
relationships with co-workers. The main recommendation for the organisation is to
restructure its reward management system to be tailored to specific needs and wants of
different cohorts rather than adopting a ‘one size fits all’ method. In this way, the retail
pharmacy group will have greater ability to improve their employee’s motivation and thus,

enhancing the overall performance of the business.
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Chapter 1: Introduction

1.1 Introduction

The research study takes place within the context of a retail pharmacy group where the
entirety of the literature focuses on the views and opinions of Generation Z. It is apparent that
Generation Z are now widely established across the employment sector and are continuing to
make their stance in the workforce. As Generation Z are widely diverse in comparison to
previous generations, it is significant for organisations to recognise the cohort’s key
motivators and implement them. An important finding from this study is that Generation Z
tend to search for conflicting benefits in comparison previous generations that the retail
pharmacy group currently focuses on. This is thoroughly illustrated through the primary data
that has been gathered. This highlights the importance for organisations to recognise the

factors influencing motivation among the cohort.

1.2 Background of the study

Bertelsen (2012) states that due to the dynamic changing of trends within the global
employment market, a motivated labour force imperative to the success of an organisation.
Generation Z are largely dominant within the employment sector as the cohort comprises of
24% of the workforce (Tabaka, 2019). Hence, it is crucial to gain a greater insight into the
cohort in order to recognise the key drivers of motivation. Sauser and Sims (2011) suggest
that existing literature has identified a significant correlation between reward and motivation.
However, the difficulty lies with determining what exactly their employee’s desire in order to
stimulate motivation. Schultz (2014) explains that a motivated workforce will increase
overall performance and organisational success through improved motivation of employees.
Generation Z are bringing their new perspectives into the workplace that have been shaped by

technological, cultural and economic impact (Sims and Sauser, 2011). Faurote (2018)



identifies that Generation Z place emphasis on personal growth and wish for new
opportunities to develop their careers. By contrast, previous generations such as the
Millennials, strive for additional personal time and increased flexibility (Rampton, 2017).
The stark differences highlights that a business cannot adopt a ‘one size fits all” approach to
motivating employees. Therefore, organisations must place emphasis on understanding on the
generation’s reward preferences in order to improve and maintain motivation (Sims and

Sauser, 2011).

1.3 Purpose of the Study

The aim of this study is to overcome the distinct gap in literature regarding motivation among
Generation Z with a focus on a specific retail pharmacy group. Following research, the author
found that there is a considerable lack of research available in relation to Generation Z.
Studies in relation to the motivation of Generation Z are extremely limited also. The author
has developed four key questions to investigate throughout the course of this research. The

following questions will be further discussed in Chapter 3.

1. Explore the key characteristics of Generation Z to gain a greater insight to the cohort.

2. Investigate the current key drivers of motivation for Generation Z.

3. Explore the benefits in which Generation Z are currently provided with by the retail
pharmacy group.

4. To explore the practices that can be employed by managers to assist in enhancing the

motivation of Generation Z within the workplace.

The outcome of the research objectives aims to find an understanding of the key factors that
influence the motivation of Generation Z. Moreover, it aims to provide the retail pharmacy
group with appropriate strategies and approaches to enhance motivation and thus, improve

the work ethic of employees.
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1.4 Significance of the Study

This research will enable future researchers to gain a deeper insight of the desires of
Generation Z in order to enhance their motivation within the working environment. Similarly,
this study will provide the retail pharmacy group with primary information as to which
policies they should implement to increase the motivation of their staff within the cohort. The

study will further educate management who wish to gain a greater understanding of the topic.

1.5 Research Approach

The initial task of the research is to gather all relevant data needed to fulfil the overall
research objective in order to answer the key research questions. A qualitative approach will
be utilised to gather data. Primary data will be gathered using a series of semi-structured
interviews with Generation Z individuals working within the specific retail pharmacy group.
The responses provided during the interviews will be analysed to facilitate the research

objective. The research approach will be further discussed within Chapter Four.

1.6 Overview of Chapters

Chapter One: Introduction

This chapter introduces the area of research through presenting a brief background into
Generation Z and the importance of determining desired rewards to enhance the cohort’s
motivation in the workplace. It has also highlighted the purpose, the research approach, and

the significance behind the study.

Chapter Two: Literature Review
This section presents an inconclusive review of existing literature with a particularly focuses
on Generation Z and motivation. The chapter provides an in-depth analysis of the

characteristics of Generation Z and their desires. In addition, various motivational theories
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are discussed including a analysis of intrinsic and extrinsic forms of motivation and monetary

and non-monetary rewards.

Chapter Three: Research Objectives

The chapter outlines the research objectives that have been derived from the literature review.

Chapter Four: Methodology

This section outlines the methodical approach implemented by the researcher in order to
collect the data needed to answer the research questions. The researcher presents an overview
of the research design, the research instrument, the sample, ethical considerations and

limitations of the approach.

Chapter Five: Findings
This chapter presents the findings of the primary data collected by the researcher. Semi-

structured interviews were utilised to obtain the data discussed.

Chapter Six: Discussion and Analysis
This section provides a discussion between the primary data findings and the existing

literature presented in Chapter Two.

Chapter Seven: Conclusion and Recommendations

This chapter provides a summary of the key findings in the research. It also provides
management with key recommendations in relation to appropriate measures that should be
implemented to enhance the motivation of Generation Z employees. The researcher also

recommends a quantitative analysis approach that could be utilised for future researchers.
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Chapter 2: Literature Review

2.1 Introduction

The primary objective of this chapter is to provide a comprehensive review of the literature
that has been previously conducted by researchers in the field of motivation, associated
reward management systems and Generation Z. The following research highlights the
importance of studying Generation Z and the related rewards that impact the age cohort’s
motivation in the workplace. It is evident that Generation Z is rapidly becoming an integral
part of the workforce today, particularly as Baby Boomers begin to retire (Mahmoud et al,
2020). The interest of motivating this distinct cohort is increasing as Generation Z is
evidently diverse to previous generations (Gomez, Mawhinney and Betts, 2019). In addition,
this age cohort will slowly begin to dominate the workforce alongside the Millennials. In
order to successfully carry out and fulfil the primary purpose of this research, it is crucial to

evaluate and analyse existing research that has been carried out by academics in this field.

This study will aim to thoroughly define and analyse key concepts associated with motivation
and rewards. Firstly, a classification and depiction of Generation Z will be presented with
reference to their motivation within the workplace. Moreover, the research will focus on both
intrinsic and extrinsic motivation using three fundamental motivational theories conducted by
Herzberg (1957, 1966), Maslow (1954,1987) and Vroom (1964). These theorists provide
unique insights and opinions on the area of motivation which help to provide a greater insight
into the various workplace rewards including monetary and non-monetary rewards.
Moreover, the intrinsic and extrinsic rewards that have a significant effect on the motivation
of employees will be discussed. Finally, a concise understanding of the retail pharmacy

industry and pharmacy group will be provided to create context for the case study.
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2.2 Generation Z

2.2.1 Classification of Generation Z

It is vividly apparent that there are some differences present in relation to the classification of
generational cohorts, including Generation Z. There are some conflicting views as to when
Generation Z were born. Francis and Hoefel (2018) refer to the age cohort as individuals who
are born between 1995 and 2010. Similarly, Gomez et al (2019) classify Generation Z as
those who are born between 1995 and 2010. Conversely, Mahmoud et al (2020) state that
Generation Z are a group of individuals who are born between 2000 and 2012. Likewise,
Ozkan and Solmaz (2015) identify Generation Z as individuals who are born after the year
2000. It is important for the differences in birth dates discussed among academics to be
identified. However, for the purpose of this study, Generation Z will be classified as people

born between 1995 and 2010 in order to keep consistency.

2.2.2 Characteristics of Generation Z

Dwivedula et al., (2019) proposes that research associated with defining the characteristics of
Generation Z is still at the initial developing stage due to conflicting opinions among
researchers. Academics suggest development and global changes primarily influence the
characteristics of a cohort (Chillakuri, 2020). Academics have discovered that Generation Z
is largely different to previous generations such as Baby Boomers and the Millennials.
Gomez et al (2019) identify Generation Z as being the “most diverse generation in the history
of the US.” Brown (2020) states that Generation Z comprises of one third of the world’s
population, therefore, it is significant for organisations to be aware of their primary
motivators in the workplace. Although Generation Z represents the newest era of employees
within the workforce, it is evident that they are making a stance in the working world as the
numbers of employees entering organisations continues to grow each year (Mahmoud et al,

2020). Francis and Hoefel (2018) explain that generations are primarily shaped by the context
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in which they developed. Generation Z is widely known for being the most ethnically diverse
and technology sophisticated generation (Gaidhani, Arora and Sharma, 2019). This
generation has grown up exposed to periods of economic turmoil such as the Global Financial
Crisis (Kirchmayer and Fratricova, 2018). Mahmoud et al (2020) identify Generation Z’s
ability to recognise the importance of financial stability and the pleasure that stems from high
performance at work. Moreover, Generation Z has experienced growing concerns for climate
change, increased diversity and the rapid acceleration of technology and social media
(McCrindle, 2014). Consequently, these concerns have become prevalent in their daily lives
and are vocally expressed as they feel a sense of responsibility to towards them (Singh and

Dangmei, 2016).

The stark difference between Generation Z and previous generations is their strong
capabilities to adapt to technological advances. Generation Z have never experienced life
without the internet (Chillakuri, 2020). Similarly, Lebowitz, 2018; McCrindle, 2014)
describes Generation Z as “digital natives” as technology and social media are an essential
part of their lives. Furthermore, this generation are commonly characterised as realists and
tend to deal with situations in a pragmatic manner (Kirchmayer and Fratri¢ova, 2018).
McCrindle (2014) suggests that this generation will be the most educated in the workforce as
they have a strong focus on adapted learning and engagement. However, Flippin (2017)
suggests that this generation tends to resist giving up their lives to achieve this high standard
of performance as they long for a healthy work-life balance. Likewise, Generation Z are often
described as impatient and instant-minded (Singh and Dangmei, 2016). Stuckey (2016) found
that Generation Z expects rapid promotions and instant recognition for their performance as

they begin to lose interest otherwise.
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2.2.3 What motivates Generation Z in the workplace?

Researchers have found that Generation Z tends to be more intrinsically motivated in the
workplace. Mahmoud et al (2020) discovered that Generation Z are more likely to be
motivated to work on tasks that derive inherited satisfaction. Forbes found that this
generation are highly motivated by job security as they have grown up during periods of
extreme financial recession (Patel, 2017). Although salary was determined as the most
important factor in deciding on a career, Gomez et al (2019) propose that Generation Z
actually value salary less than any other generation. If given the choice of accepting a higher
paid job but uninteresting role versus work that was more interesting but didn’t offer a high
income, Generation Z was evenly divided for choice (Gomez et al, 2019). By contrast, Lanier
(2017) and Iorgulescu (2016) found that Generation Z are largely concerned with the salary,
and job perks having witnessed the effects of the great recession. In addition to that, Stuckey
(2016) found that salary was key priority for Generation Z closely followed by the need for
work-life balance and flexibility. Similarly, Forbes (2019) found that 38% of Generation Z
viewed work-life balance as their key priority. Likewise, Chillakuri and Mahanandia (2018)
found that Generation Z believe that it is significant for organisations to provide flexibility
and work-life balance. On the contrary, Priceline (2019) found that approximately 24% of
Generation Z respondents feel guilty for taking additional time off work as they fear of being

judged by other colleagues.

Generation Z are generally self-confident and have desire to succeed in their future (Ozkan
and Solmaz, 2015). This generation strives for additional autonomy and responsibilities in the
workplace (Patel, 2017). Hence, employers should provide this generation with opportunities
for growth to keep them motivated. Furthermore, it is apparent that Generation Z are
extremely passionate about their views and morals. Gomez (2019) found that 77% of

individuals said that it is vital that an organisations values align with their own in relation to
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ethics and social responsibility. Therefore, it is important for organisations to reconsider their
values in order to enhance the likelihood of attracting and motivating this particular

workforce.

Baldonado (2018) found that Generation Z are more intrinsically motivated in the workplace.
The survey conducted depicted the highest scores for growth as a motivator among the age
cohort. Likewise, responsibility and job advancement and responsibilities were among the top
motivators. Conversely, working conditions were among one of the lowest drivers of
motivation for Generation Z (Baldonado, 2018). Therefore, if organisations wish to
effectively motivate employees among Generation Z, they must provide employees with
opportunities for growth, offer increased responsibilities and achievement recognition

(Baldonado, 2018).

Following the conduction of this research, it is evident that the presence of Generation Z is
becoming widely known across the workforce. However, Chillakuri (2020) notes that there is
a distinct lack of studies investigating Generation Z which leads to confusion. Hence, it is
important for organisations to clearly understand the key motivators for Generation Z in order
to boost organisational attractiveness to establish and gain significant competitive advantage

within the market.

2.3 Motivation

The definition of motivation originally stems from the Latin meaning ‘to move’ (Eccles,
Wigfield and Schiefele, 1998). Ryan and Deci (2000) explain that motivation refers to the act
of being moved by something, referring to how eager an individual is to do something.
Similarly, Graham and Weiner (1996) explain that motivation relates to degree of which

something inspires individuals to think and behave in the way that they do.
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That is to say, motivation is essentially an internal driver to fulfil unsatisfied needs in order to
achieve an objective (Dobre, 2013). Motivation primarily stems from a psychological or
physiological need that stimulates behaviours needed to achieve a particular goal or objective
(Dobre, 2013). A person who feels a lack of inspiration to act is classified as unmotivated,
whereas somebody who is energized or determined to achieve an objective is considered to

be motivated (Ryan and Deci, 2000).

Although the concept of motivation is extensively studied by academics, the definition of
motivation remains to be a universally complex term primarily due to the individuality of
people. It is apparent that motivational factors will continuously change over time and will
primarily depend on various circumstances of the individual such as age, duration of
employment and life stage (Sahito and Vaisanen, 2017). Hence, it is apparent that the degree
of motivation is varied on multiple grounds such as the level of motivation and the kinds of

motivation (Ryan and Deci, 2000).

2.3.1 Motivational Theories

As motivation is a unique and complex subject, numerous researchers have attempted to
create an insight and understanding of the concept through the development of motivational
theories. Hence, there are various motivational theories that can be classified as either content
theories or process theories. Motivational theorists differ on where the enthusiasm is derived
and on specific needs that a person is trying to achieve, however, majority would agree that
motivation involves having a desire to act, the capacity to act, and having an overall goal in

mind.

The content theories of motivation are primarily associated with the importance of human
needs that encourage employee behaviours (Sahito and Vaisanen, 2017). These theories are

related to the internal drives that encourage individuals to strive towards their motivation and
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satisfaction. The content theories are chiefly based around the early theories of motivations
such as Maslow’s Hierarchy of Needs (1959), Herzberg’s Two Factor Theory (1959) and

Deci and Ryan’s Self Determination Theory (2000).

By contrast, the process theories of motivation suggest that an employee’s motivation is
primarily influenced by their individual needs. Theorists place emphasis on the psychological
processes that affect motivation (Armstrong and Taylor, 2017). In other words, these theories
suggest that employees are motivated when their individual expectations are met. Process
theories suggest that the diverse needs of employees should be recognised in order to
successfully motivate the workforce (Sahito and Vaisanen, 2017). It is suggested that unalike
variables can combine to influence the level of motivation an employee has. Examples of the
process theory include Vroom’s Expectancy Theory (1964) and Locke’s Goal Setting Theory

(1991).

For the purpose of this study, Maslow’s Hierachy of Needs Theory, Herzberg’s Two-Factor
theory and Vroom’s Expectancy Theory were chosen to be analysed as each theory provides
a diverse insight into various motivational aspects. The following theories enable the reader

to gain insight to relates to both internal influences, and external motivators.

2.3.2 Maslow’s Hierarchy of Needs

Maslow’s Hierarchy of Needs was proposed and developed by academic Abraham Maslow in
1943 and has become one of the most commonly used and frequently discussed theories. The
theory relates to higher-level and lower-level needs of individuals (Sahito and Vaisanen,
2017). Maslow’s theory states that individuals are primarily motivated by five specific needs.
The needs of an individual are classified in an ascending order and include physiological,
safety, belonging and love, self-esteem and self-actualisation needs. As the hierarchy of

needs are organised in order of significance, a pyramid structure is commonly used to
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demonstrate the theory, illustrating the most important needs at the base of the pyramid

(Alam et al, 2020) (See Figure 1).

Maslow’s theory suggests that individuals are extrinsic in relation to motivational drivers in
the workplace (Nwagwu, 2020). Maslow proposed that people’s behaviours are
fundamentally driven by wishes to satisfy physiological needs as well as safety and security
needs, known as the primary needs (Alam et al, 2020). Once the primary needs are at least
marginally satisfied, the individual will progress to satisfying higher-level needs known as
the secondary needs (Alam et al, 2020). Maslow (1943) initially stated that an individual
must first satisfy lower-level needs in order prior to progressing onto higher level needs in
order to stimulate motivation. One must be aware that if lower-level needs are not achieved,
it may not be possible to address the higher-order needs (Nwagwu, 2020). However, Maslow
later clarified that this was false impression provided (Maslow, 1987). Maslow’s hierarchy of
needs has continuously evolved over recent years; however, the original concept of the theory

remains the same. All humans have needs that stimulate motivation (Nwagwu, 2020).

Furthermore, Maslow’s Hierarchy of Needs has been criticised by many academics including
Hofstede (1984). Hofstede (1984) found that it was useless to assume that by fulfilling the
higher level of needs would improve a person’s motivation due to different cultures having
entirely different hierarchies of needs. Therefore, it is not possible to assume that all

employees will be extrinsically motivated.
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Self-fulfillment
needs

Self-

actualization:
achieving one’s
full potential,
including creative
activities

Esteem needs:
prestige and feeling of accomplishment Psychological

needs
Belongingness and love needs:
intimate relationships, friends

Safety needs:
security, safety Basic

needs
Physiological needs:
food, water, warmth, rest

Figure 1- Maslow’s Hierarchy of Needs

2.3.3 Herzberg’s Two Factory Theory

Frederick Herzberg’s (1959) two-factor theory of motivation is commonly known as the
Motivation-Hygiene model. The theory is fundamentally a “two-dimensional paradigm of
factors that influences people’s attitudes towards work™ (Alshmemri, Shahwan-Akl, and
Maude, 20170). Likewise, this theory of motivation is essentially providing a debate as to
whether an individual is intrinsically or extrinsically motivated. It is argued that Herzberg’s
Motivation-Hygiene theory is somewhat controversial and debateable (Sachau, 2007).
Herzberg initially challenged the basic assumptions as to what motivates employees.
Herzberg claimed that pay related benefits contributes very little to job satisfaction and
encouraged people to realise that there is a need for employees grow psychologically, social

relationships are more likely to lead to unhappiness than fulfilment in the workplace (Sachau,

21



2007). Sachau (2007) explains that the motivator factors are essentially in the job content
whereas the hygiene factors are in the job context. Herzberg (1966) has emphasised that there
is a distinct difference between job satisfaction and job dissatisfaction. It is important to
understand that satisfaction and dissatisfaction are not polar opposites. Herzberg explains that
the opposite of “job satisfaction” is not “job dissatisfaction”, it is simply no satisfaction.
Likewise, the opposite of “job dissatisfaction” is not “job satisfaction”, it is no dissatisfaction
(Herzberg, 1966). This highlights that fulfilment and displeasure are two separate entities

caused by diverse aspects of work (Furnham, Eracleous and Chamorro-Premuzic, 2009).

Maslow’s Hierarchy of Needs has largely influenced the two-factory theory of motivation
(Alshmemri et al, 2017; Dartey-Baah and Amoako, 2011). Herzberg has continuously argued
that the significant difference between the motivators and the hygiene factors is that the
motivator factors all involve psychological growth however, the hygiene factors involve
physical and psychological damage avoidance (Herzberg et al, 1959). In other words,
motivator factors or intrinsic factors will increase an employee’s happiness within their job
whereas the hygiene factors or extrinsic factors will work to prevent employee unhappiness
(Yusoff, Kian, and Ildris, 2013; Alshmemri et al, 2017). Motivators include self-growth,
additional responsibility, and achievement (Furnham et al, 2009). These factors comprise of

the three factors in Maslow’s hierarchy of needs, physiological, safety and love.

By contrast, hygiene factors include salary, interpersonal relationships and working
conditions (Furnham et al, 2009) (See figure 2). These factors comprise of the physiological
need for growth and recognition from Maslow’s theory (Dartey-Baah and Amoako, 2011).
Herzberg decided that eliminating the hygiene factors did not guarantee employee
satisfaction. Although the hygiene factors do not largely contribute to employee motivation,
these factors promote peace and harmony within the workplace (Yusoff et al, 2013;
Baldonado, 2013). Motivation is primarily influenced by intrinsic or motivational factors and
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therefore, organisations should encourage recognition and growth for employees (Baldonado,

2013).

Hygiene or Motivation

Maintained Factor Factors

[nterpersonal Relations Challenging Work

Quality of Supervision Achievement
Company Policy and Growth in the Job
Administration

Working Conditions Responsibility
Job Security Advancement
Salary recognition

Figure 2- Herzberg’s Two Factory Theory

2.3.4 Vroom’s Expectancy Theory

By contrast to Maslow’s and Herzberg’s theories, Vroom (1964) proposes a process theory of
motivation. Vroom’s (1964) process theory distinctly contrasts with the content theories as
Vroom does not provide propositions as to what motivates individuals in the workplace. Saile
and Schlechter (2012) identify Vroom’s Expectancy theory as being the most prevalent
theory that illustrates the relationship between motivation and reward. This philosophy
assumes that employees have a tendency to be motivated when they receive rewards in
exchange for doing their job, on condition that that the rewards have a value (Armstrong,
2002). Moreover, Robbins and Judge (2013) state that the motive to act primarily depends on

the expectation of the outcome and the supposed level of appeal of that particular outcome.

Vroom’s theory is classified into three main headings; valence, expectancy and
instrumentality (See figure 3). Vroom (1964) explains that “an outcome is positively valent

when the person prefers attaining it to not attaining it”. In addition to that, an outcome of
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valence refers to an individual being indifferent to attaining it or not attaining it. If a person
prefers not achieving it to achieving it, it is called negatively valence (Lee, 2007). Valence
typically relates to the amount of value an individual places on rewards. This is influenced by
a person’s individual needs and goals (Chiang and Jang, 2008). Moreover, Vroom (1964)
refers to expectancy as a temporary belief that is followed by a specific outcome. This refers
to an approximation of the probability that effort put in will lead to satisfactory performance
(Lee, 2007). This estimate is primarily based upon the confidence an individual has in oneself
in relation to their capabilities that can have an impact on particular outcomes, past
experiences and the difficulty of the objective itself (Lee, 2007; Chiang and Jang, 2008).
Furthermore, instrumentality refers to an individual’s insight of the probability of
performance that will lead to a specific outcome. This aspect relates to a person’s beliefs that
if they behave in a certain way, they will attain specific outcomes (Lee, 2007). The belief is
that if a person achieves performance expectations, they will obtain a greater reward in

exchange for their efforts (Chiang and Jang, 2008).

Vroom’s theory

it e o » Motivation
E—XPECYE”CY3 g Instrumentality: Valence:
Perceived probabiity  Perceived probabilty that  Value of expected
that effort will lead to good performance wil  outcomes to the
good performance lead to desired outcomes  individual

Figure 3- Vroom’s Expectancy Theory
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2.4 Reward Management

Franco-Santos and Gomez-Mejia (2015) explain that reward management systems are
fundamental to the function of Human Resource Management. Armstrong (2015) defines
reward management as an array of strategies, policies and processes that are required to
appropriately value people and their contribution to achieving the overall business and team
goals. In other words, a reward is something that you are given in return for doing something.
The type of rewards implemented within an organisation are generally determined by the
organisation’s strategy (Markova and Ford, 2011). In the same way, individuals will
determine their preference of rewards based on their individual needs or circumstances
(Markova and Ford, 2011). The primary aims of reward management are to support the
accomplishment of organisational objectives, to reward employees according to the value that
they add to the business and to promote motivation and engagement within an organisation
(Armstrong, 2015). Rewards can come in the form of either monetary rewards or non-
monetary rewards. Likewise, rewards can either intrinsically or extrinsically motivate
employees. It is indicated that organisations provide employees with intrinsic and extrinsic
rewards with the aim of improving their performance while they provide employees with
monetary and non-monetary rewards to compensate for the completion of tasks (Mahaney

and Lederer, 2006).

2.4.1 Intrinsic and Extrinsic Motivation

Ryan and Deci (2000) distinguish the distinct difference between intrinsic and extrinsic
motivation. Intrinsic motivation is defined as doing an activity for its innate satisfaction
rather than for a distinct consequence. Individuals engage in an activity for enjoyment and
satisfaction rather than for an external benefit (Mahmoud et al, 2020). Intrinsic rewards are
typically influenced by the social conditions of an organisation (Franco-Santos and Gomez-

Mejia, 2015). Deci and Ryan (1985) suggest that intrinsic motivation is based on an
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employee’s need to be self-determining and capable. Intrinsic motivators include additional
autonomy, challenging work, and opportunities for growth (Armstrong, 2015). Likewise,
Hackman and Oldman (1976) reiterated the importance of these motivators in their job

characteristics model including task significance, skill variety and autonomy.

Conversely, extrinsic motivation suggests that an activity is carried out in order to achieve a
particular outcome. The motivation is an external reward or additional acknowledgement
(Ryan and Deci, 2000; Mahmoud et al, 2020). It is apparent that extrinsic rewards have an
immediate effect on motivation, however, it inevitably does not last long. Extrinsic rewards
include incentives, increased pay, additional praise, workplace environment and promotion
(Franco-Santos and Gomez-Mejia 2015; Armstrong, 2015). Although there are stark
differences between intrinsic and extrinsic motivation, research has proved that it is possible
for the two to coexist. It is possible for organisations to combine the two forms of motivation
to enhance motivation leading to greater performance. However, it is significant for an

organisation to determine the correct balance between the two (Amabile, 1993).

2.4.2 Monetary Rewards and Non-Monetary Rewards

Lawler (1971) explains that reward systems are designed with the belief that money can
motivate employees however, academics have discovered that money is not the only
motivator in the workplace. However, it is evident that the same type of rewards cannot be
used across the board for all employees as each employee has individual needs that must be
met (Markova and Ford, 2011). Monetary rewards are typically used to enhance the direct
satisfaction and motivation of an employee (Wagas and Saleem, 2014). Monetary rewards are
fundamentally used to encourage extrinsic motivation (Silverman, 2004). It is evident that
from an economic perspective, monetary rewards will always appear to be more beneficial as

they come in the form of salary or wages (Pradorn Sureephong et al, 2020). In this way, an
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employee is free to purchase whichever non-monetary rewards they desire with this money

(Pradorn Sureephong et al, 2020).

By contrast, non-monetary rewards are used to enhance the recognition among employees.
Wagas and Saleem (2014) suggest that non-monetary rewards are a more effective way of
increasing employee motivation as they intrinsically motivate employees. Intrinsically
motivated employees typically enjoy their job and are more naturally motivated (Waqas and
Saleem, 2014). Non-monetary rewards include recognition, meaningful work, opportunities
to enhance skills, and flexibility (Gunawan and Febriant, 2014). These rewards provide a
robust sense of stability for employees. Consequently, employees are likely to be motivated
to gain recognition. Non-monetary rewards emphasise employee appreciation and value
which is likely to increase their interest in the job (Markova and Ford, 2011). These rewards
tend to lower employee stress and absenteeism. Therefore, having a positive impact on

employee motivation and morale (Pradorn Sureephong et al, 2020).

It is apparent that organisations mainly focus on the implementation of monetary rewards and
rarely focus on the development of non-monetary reward (Silverman, 2004). However,
intrinsic motivation should not be undermined. Employees who were more intrinsically
motivated were more likely to allocate more time to the completion of tasks. Hence,
employees who desired non-monetary rewards worked longer hours than those who were

primarily motivated by monetary rewards (Markova and Ford, 2011).

2.5 Pharmacy in Ireland

Pharmacists and their employees play a vital role in the primary healthcare system in Ireland
(IPU, 2021). Employees within the industry dispense and retail pharmaceutical goods through
community pharmacies. Pharmacies also provide other Health Services Executive (HSE)

facilities and sell over-the-counter medications and health-related products (IBISWorld,
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2021). The primary functions of pharmacies are to a robust level of duty of care for the
patients. This involves providing general healthcare advise to patients, dispense prescription
pharmaceuticals and distribute retail over-the-counter medication. At the beginning of 2020,
there were 1864 community pharmacies registered by the Pharmaceutical Society of Ireland
(BOI, 2021). Pharmacies receive approximately 85 million visits each year, therefore it is
apparent that both pharmacists and their staff are the first point of help within the healthcare
system in Ireland (IPU, 2021). Bank of Ireland refers to the community retail pharmacy
industry as a fragmented market, although it is recognised that consolidation is continuously

increasing in this sector (BOI, 2021).

The case study is based on a pharmacy group that consists of 28 stores across various
locations in Ireland. The pharmacy group comprises of more than 60 pharmacists and 400
highly trained employees. This case study has a focus on one particular store of the pharmacy
group. This store is the largest of the pharmacy group and consists of over 50 employees. In
order to carry out this case study, qualitative research will be utilised in order to gain an in-

depth insight into the particular pharmacy and the surrounding motivators of Generation Z.

2.6 Conclusion

Following the conduction of this chapter, Generation Z was classified, characterised and
discussed in depth in relation to what motivates them in the workplace. It is evident that
motivation has been clearly defined using similar and contrasting views from academics. In
addition, theories of motivation including process and content theories have been clearly
outlined and discussed using various academic literature. Moreover, a discussion of the retail
pharmacy industry in Ireland was presented in order to give the reader an insight into the
sector. As the case study is focussing on a particular pharmacy group, a description of the

group and the store of focus was provided.
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Chapter 3: Research Objectives

A research question provides a focus on a specific issue that will be investigated (Collins and

Hussey, 2014). The proposed research objective for this study is:

“To explore the factors that influence the level of motivation among Generation Z within a

retail pharmacy group”

Similarly, a research objective provides a level of focus to help guide the design of the
research idea and how it is achieved (Brotherton, 2008). The primary objective of this
research is to examine the factors that enhance the motivation of Generation Z. For the
purpose of this investigation, a retail pharmacy group was chosen as a case study to gather
this information. The following objectives are outlined in order to answer the predominant

research question:

Explore the key characteristics of Generation Z to gain a greater insight to the cohort.

e Investigate the current key drivers of motivation for Generation Z.

e Explore the benefits in which Generation Z are currently provided with by the retail
pharmacy group.

e To explore the practices that can be employed by managers to assist in enhancing the

motivation of Generation Z within the workplace.
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Chapter 4: Methodology

4.1 Introduction

Saunders, Lewis and Thornhill (2015) define methodology as a set of guidelines for
conducting research. This chapter focuses on how the research will be examined to gather
observations and information to answer the research questions proposed in Chapter 3. This
chapter will focus on why a qualitative approach was most appropriate to gather observations.
Primary and secondary resources were utilised to gather information. This section will detail
the research method, the research philosophy, sampling, the data collection method data
analysis procedure and the pilot study. Finally, the limitations of the research and ethical

considerations will be detailed.

The aim of this research is to gain an understanding from the perspective of Generation Z, the
key factors motivating them in the retail pharmacy group. This study aims to determine the
practices that are used to currently motivate Generation Z and identify those that could be

implemented to increase motivation

4.2 Research Philosophy

Saunders et al (2019) define research philosophy as “a system of beliefs and assumptions
about the development of knowledge.” Likewise, a research philosophy or paradigm is often
described as a philosophical framework that influences how research should be carried out
(Collins and Hussey, 2014). A philosophical basis considers the type of methodology we
choose through understanding the human behaviour of those beliefs and assumptions (DePoy
& Gitlin, 2016). Burrell and Morgan (2016) state that a person will make numerous types of
assumptions at each stage of research. These assumptions may be ontological,

epistemological or axiology assumptions (Saunders et al., 2015). There are numerous types of
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research philosophies that can be adapted to understand and undertake research such as

positivism and interpretivism.

4.2.1 Positivism Vs. Interpretivism

Positivism is based on the philosophical stance of the natural scientist and involves working
with observable reality in order to create strict generalisations. The positivist focus is solely
on scientific evidence and fact that is not influenced by human interpretation or bias
(Saunders et al., 2015). Moore (2010) states that according to positivism, the world involves
values and laws that are discovered through direct observation. Likewise, there is an
assumption that this observation can be measured and therefore, is likely to be carried out
using quantitative research methods (Collins and Hussey, 2014) which include structured
methodologies such as questionnaires or surveys in order to allow for repetition as they are

designed to produce facts (Saunders et al., 2015).

By contrast, interpretivism was developed through critique of positivism (Alharahsheh and
Pius, 2020). Interpretivism is a research paradigm that focuses on the basis that humans are
entirely different to physical phenomena as they create meanings (Saunders et al., 2015). It
assumes that social reality is not objective but that it is somewhat shaped by human

experiences and social context.

Hansen (2014) states that interpretivist researchers believe that reality is not shaped by
external objects but created by the mind of the people. Therefore, this philosophy argues that
human beings cannot be studied in the same way as physical wonders. Interpretivism largely
contrasts to positivism as this paradigm aims to provide in-depth insights rather than to

identify definite and universal laws that can be generalised (Myers, 2008).
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4.3 Research Methodology

There are two prevalent research methodologies which can be used explore social contexts:
qualitative and quantitative research methods (Saunders et al., 2019). The research method
will be dependent on the type of information required to accomplish the research questions.
Hence, it is important to consider both methods in order to determine the most suitable

method to obtain data for this study.

Quantitative research designs are usually associated with positivism (Saunders et al., 2015).
Quantitative research aims to produce statistical data from large data sets that is gathered
under tightly controlled environments to avoid other variables interfering with this data (Park
and Park, 2016). It relies on the methods of natural sciences that produce numerical data and
concrete facts (Ahmad et al., 2019). Alternatively, qualitative research provides deep insights
and understanding to the research setting (Ahmad et al., 2019). It concentrates on gaining in-
depth understandings into human behaviour, experiences, attitudes and motivations on the
foundation of observation and interpretation using smaller sample sizes and intensive
descriptive data (Ahmad et al., 2019). Interviews are the most predominant form of obtaining
qualitative research data (Kvale, 2007). It is possible that a study could undertake a mixed
method approach whereby both qualitative and quantitative research methods are used to

obtain and analyse data within the same study (Cresswell, 2009).

4.4 Rationale for choosing a Qualitative research method

For the purpose of this study, a qualitative research method was chosen as the required data
was non-numerical and an in-depth analyse was needed to achieve the research objective. In
addition, this research approach is interpretivist in nature as the purpose of this study is to
create new, greater understandings of the social context of Generation Z through looking at

organisations from the perspective of different people. The primary aim is to identify the
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opinions, considerations and practices experienced by the participants involved in the study.
Qualitative research allows individuals to be more open and thorough in their answers to the
interview questions, therefore, providing a deeper understanding of the participants (Taylor,

DeValut and Bogdan, 2015).

4.5 Secondary Data Collection

Secondary data analysis can be defined as discoveries based on pre-existing data accumulated
by previous researchers that can be gathered through sources such as publications, books,
journal articles, and websites (Kiecolt and Nathan, 1985). For the purpose of this research,
the author obtained secondary research from online sources such as journals, websites, and e-
books for the purpose of the literature review. This enabled the researcher to learn what
information was freely accessible on the topic and to detect the gaps in the literature. Due to
the Covid-19 restrictions, the ability to obtain hardcopy material was limited, hence, online

resources were primarily relied upon for this research.

4.6 Qualitative Data Collection

Primary data refers to first-hand data being obtained by the researcher through interviews,
surveys, questionnaires, observations or experiments with the intent to discover a solution to

a question/problem (Ajayi 2017).

4.6.1 Research Method
For the purpose of this research, interviews were the primary method of qualitative research
that were utilised to gather information from an individual in relation to the subject matter.

Interviews may be unstructured, semi-structured or structured (Quinlan et al., 2019).

For the purpose of this research, a one-to-one semi-structured approach to interviewing was
carried out. To ensure compliance with Covid-19 restrictions, the interviews were carried out

via Microsoft Teams. The initial stage of the interview process involved the choosing of
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categories that were suitable to the research study and the formation of interview questions. A
total of ten questions were asked to each of the participants (Appendix). The interviewer had
a script in order to direct the interview using a set of 11 questions asked by the author to the
participants to ensure that the interview did not deviate away from the topic of importance.
The interview questions were split into four diverse sections; the first segment focussed on a
background to the participants and their history with the pharmacy group, the second section
focussed on the characteristics of Generation Z. The third section focussed on the
participant’s key motivators in the workplace and the fourth section focussed on what
benefits the participants currently have and potential recommendations to enhance
motivation. The use of semi-structured interviewed enabled the interviewer to ask open-
ended questions to gather in-depth responses. Hence, it was necessary to record the interview
so the findings could be closely analysed. Each interview was conducted within a timeframe

of between 8-15 minutes depending on the responses provided by the interviewees.

4.6.2 Semi-structured interviews

Bryman (2012) suggests that semi-structured interviews generally describe a context where
the interviewer has an array of questions which is similar to a structured interview but there is
the scope to deviate from the order of questions. Semi-structured interviews allow for the
flow of open-ended questions that ask for short, free-flow answers from the participants and
allow for respondents to address issues in which they think are significant (DiCicco-Bloom
and Crabtree, 2006). Semi-structured interviews aid the author to address specific issues, in
this case, what motivations Generation Z? In addition, semi-structured interviews enable
interviewer’s to ‘probe’ a response from the participants (Saunders et al., 2019). The one-to-
one conversation between interviewer and participants enables the interviewee to provide a
greater insight into their individual thoughts and feelings in relation to the chosen subject.

Awasthy and Gupta (2015) propose that semi- structured interviews provide detailed
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information that may not be achievable using quantitative measures such as questionnaires or

surveys as it limits the information that can be received as the questions are predetermined.

In addition, semi-structured interviews enable the interviewer to be prepared for the interview
as it entails questions that would typically have a fixed answer outcome; however, semi-
structured interviews allow for questions that will equate to broad answers (Quinlan et al.,
2019). This can often lead to exploring ideas in which the author may not have considered
prior to the interview, which can significantly help to address the research objectives and
develop an understanding of the area (Saunders et al., 2019). Similarly, Flick (2002)

identifies the flexibility and creativity that each interview can unfold.

4.6.3 Research Sampling

Saunders et al (2019) explain that a researcher must always consider whether they will need
to select one or more samples, regardless of what the research question or objective is.
Sampling techniques allow the academic to reduce the amount of data needed by obtaining
data needed from a subgroup rather than the whole population. Trochim (2002) defines
sampling as a method of selecting components including people and objects from a specific

interest group in order to obtain relevant data needed to achieve a result.

As this study solely focuses on the motivating factors of Generation Z, individuals born
within this cohort were chosen in order to gain a deeper insight as they have extensive
knowledge on this topic. In addition, individuals belonging to the cohort were chosen from

one particular organisation in the retail pharmacy industry.

4.6.4 Sampling Method
Sampling techniques are generally categorised into two primary types; probability sampling

and non-probability sampling (Saunders et al., 2019).
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Probability sampling: Whereby the population samples are chosen at random and typically
applies to a larger population. This method tends to be associated with surveys and
experiment research. Each member of the population has an equal probability of being

selected for the sample (Saunders et al., 2019, Quinlan et al., 2019).

Non-probability sampling: The sample is chosen to represent the population; however, it
cannot be identified as a representative of the population. This method allows participants to
be selected by the researcher on the basis of personal judgement and does not provide the
population with equal probabilities to be selected for the sample (Saunders et al., 2019,

Quinlan et al., 2019).

For the purpose of this research, a non-probability purposive or judgemental sampling
technique was used. In this case, the researcher made a judgement about who to include in the
sample. This involves making a decision based on the capacity and characteristics that
individuals may possess. This includes the researcher choosing individual members or groups
that have experience or knowledge in the area of the research study (Creswell and Plano
Clark, 2011). In other words, the participants chosen would be key informants for the
research study (Quinlan et al., 2019). In this case, participants that fall under the Generation
Z category were selected to fulfil the research objectives as they are deemed to be most

educated in relation to what motivates the cohort.

4.6.5 Sample Participants

The primary data was collected by participants who were born within the Generation Z
timeframe who were currently working in the retail pharmacy group. The researcher sought
candidates through the pharmacy group WhatsApp. The purpose of the study was described
and individuals were asked if they would be willing to participate in an interview. Eight out

of fifteen individuals agreed to take part in the study. An email containing an attachment of
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consent was sent to each participant, outlining the purpose of the study, the terms of
confidentiality, and the purpose for recording the interview. Approval from the pharmacy
group was not needed to conduct the interviews as the organisation’s name was not used for

this study.

4.6.6 Process

The researcher provided the 8 candidates with a general guide in relation to the research
study. This includes information in relation to the purpose of the study, the interview
duration, participation, ethical information in relation to confidentiality and anonymity, and
recording. Prior to beginning the interviews, each participant responded and gave consent.
The researcher carried out each interview via Microsoft Teams on a scheduled date and time.
The interviews were conducted between the period of the 241-29" of May. The interviews
were recorded using a mobile phone and the results were stored on Google drive to ensure
that there is a backup if the mobile phone was to be stolen. The data will be additionally
encrypted onto a memory stick to ensure that there is further backup. The data was collected
and stored solely for the purpose of this research. Each participant’s interview has been
stored alphabetically categorised to ensure that they remain anonymous and to ensure
confidentiality. Codes were identified and the data has been organised into particular themes
in order to analyse the interview findings. Finally, various themes were reviewed in order to

create a final report of the findings (Saunders et al, 2015).

4.6.7 Pilot Study

Prior to executing the interviews, a small pilot study was carried out to ensure that the initial
questions were feasible. The pilot study was conducted with an individual who was born
within the generation Z timeframe and worked within a separate store in the pharmacy group.
Kvale (2007) suggests that the pilot test improves the interview process because it can
identify issues and faults that enables the investigator to adapt and improve the questions
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before conducting the real interview. A pilot test allows the research to test the validity of the
questions and reliability of the answers (Leung, 2015). This is to ensure that the proposed

questions are easy to understand to ensure that the participants can provide answers.

The interviewee was given the opportunity to provide feedback to the interview in relation to
the questions. The interviewee provided generally positive feedback which deemed the
questions to be clear and ethically appropriate. Following the pilot testing, question 3 “What
was your initial motivator to start the job?” was included. This question was introduced to

provide comparison between initial and current motivators among the employees.

4.7 Qualitative Data Analysis

The initial step of the data analysis was the transcription process. The definition of
transcription is “reproducing spoken words, such as those from an audiotaped interview, into
written text” (Halcomb and Davidson, 2006). Therefore, the author thoroughly listened to the
interview audio recordings and replicated the information in written format for analysis. The
researcher placed a letter on any personal information including names of the participants
during the analysis stage to safeguard the identity of the interviewee and to ensure that the
information provides remains confidential. A thematic approach was utilised to analyse the
information collected from the interviews. Braun and Clarke (2006) describe thematic
analysis as a technique which identifies, examines and creates patterns and themes within
data. The researcher used themes to identify the patterns in the interview responses using

direct quotes.

4.8 Ethical Considerations

Saunders et al. (2019) define ethics as “the standards of behaviour that guide your conduct in
relation to the rights of those who become subject to your work or are affected by it.” Ethics

is highly influenced by morals, values and social norms. Firstly, Bell and Waters (2014)
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explain that participants must be provided with detailed information about the topic and
intentions of the research so that they do not feel forced to participate. The researcher
provided participants with a detailed description of the content of the study and its purpose to

allow individuals to decide whether they wanted to participate or not (Appendix).

Saunders et al., (2019) state that participants have the right to be provided with an informed
consent form (Appendix). This form provides individuals with information relevant to the
study and provides them with an option to decide whether or not they wish to participate in
the study. Moreover, it will be made clear to participants that they have the right to informed
consent to the study and the right to withdraw from the research process at any time without

penalty (Saunders et al, 2015).

Furthermore, it is apparent that the dignity of interviewees must be held and respected
throughout the interview process (Bryman and Bell, 2007). In order to achieve this, the
anonymity and confidentiality of participants must be ensured throughout the process. All
information gathered was electronically stored and encrypted with a password to ensure that
the information could not be freely accessed by anyone other than the researcher or used for
additional purposes. In addition, the participants were informed that all information stored
will be used for the purpose of the dissertation only and once the dissertation has been

completed, the data will be deleted.

Finally, the Harvard referencing system was thoroughly used throughout this research study

to acknowledge research previously conducted by various authors.

4.9 Limitations

It is evident that there will be limitations beyond control associated with each and every
research study despite the level of diligent preparation that is carried out beforehand. The

most significant limitation of this study was the outcome of Covid-19 restrictions. Due to
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these restrictions, it was not feasible to carry out face to face interviews. Therefore,
appropriate adjustments had to be made by the interviewer and participants and in order to
successfully carry out the interviews. In order to conduct virtual face to face interviews,
participants had to download software and learn how to use the software prior to the

interview.

Furthermore, as the author was employed by the retail pharmacy group in question, inside

information was readily available such as the benefits provided. As a result, particular

assumptions were made prior to the interview which evidently had an impact on the research.

In addition, there was restricted literature associated with the topic of motivation and

Generation Z. Although the researcher thoroughly used the online College Library and

appropriate websites, relevant literature was slightly limited. This delayed the author in trying

to obtain an in-depth understanding of the area due to the absence of research currently

available on the topic.
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Chapter 5: Findings

5.1 Introduction

This chapter will outline the findings of the research study. As previously discussed, 8 semi
structured interviews were conducted in order to gather the primary data for this research
study. Each participant was asked 11 questions to explore the research objectives. Four
themes and consecutive subthemes were identified within the qualitative data to answer the
research objectives. Direct quotes from the eight participants will accompany the analysis of

each theme to demonstrate the key points discovered through the analysis of the data.

5.2 Theme 1: Identification of Generation Z

This section of the chapter focuses on the perception of Generation Z that emerged from the
primary data. Each participant had a similar perception of the term Generation Z. Participant

’

P1 commented that Generation Z are the “newer generation being born from 1996 onwards.’
Similarly, participant P4 noted that “Generation Z are the cohort born after the Millennials.”
P3 described Generation Z as those ‘just entering the workforce or possibly those graduating
from university.” The following factors social media, feeling of fulfilment and diversity were

commonly used to discuss the characteristics of Generation Z throughout the interviews and

will be discussed below.

5.2.1 Social media

Five out of the eight participants identified that the prevalent use of social media among the
generation today has largely influenced the way in which they act and how they are
motivated. P7 stated that this generation “has greater access to what their peers are doing”
and can be “greatly influenced by this” in comparison to previous generations. In addition, P5
outlined that Generation Z “follow what their peers are doing.” Similarly, P8 outlined that

“social media and online platforms considerably influence this generation as it is all they
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know”. However, P8 suggested that this is not “always a good way to live” as “life through a
screen is not always a true perception”. This portrays that Generation Z are aware of their
somewhat excessive use of social media and the degree to which it influences them, however,

they continue to use it.

5.2.2 Feeling of Fulfilment

The most common theme identified for Generation Z was that the cohort really enjoys
making customers happy. One participant P4 stated that “I get a strong feeling of self-praise
when a customer is satisfied” and it makes them feel like they “are doing a good job.”
Similarly, P6 explained that they “enjoy making a customers’ day better by helping them.”
Likewise, P8 acknowledged that it is “rewarding knowing that you have helped somebody.”
Likewise, P1 stated that “It makes me feel like I have achieved something when I make a
customer happy.” This emphasises that Generation Z desire to make others satisfied in order

to feel motivated and satisfied themselves. This also emphasises their self-motivation.

5.2.3 Diversity

Two out of the eight participants believe that Generation Z is the primary generation who
strive towards creating and promoting diversity in the workplace and in everyday life in
comparison to previous generations. Participant PS5 stated that “Generation Z believe that
everybody should be treated the same regardless of their gender, ethnicity or sexual
orientation.” Likewise, P3 said that Generation Z are more “accepting of others and their
differences.” This highlights the stark differences between Generation Z and previous

generations; therefore, organisations must learn to adapt to these new opinions and beliefs.

5.3 Theme 2: Workplace satisfaction

This section focuses on the research objective to ‘investigate the current key drivers of

motivation for Generation Z. It is evident from the data collected that money is not the
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driving force of motivation for this cohort. Although it is deemed to be important, factors
such as the workplace environment, relationships with colleagues and the nature of the job
itself are considered to be significant for this generation. One participant explained that they
“need to be happy in what they do both for now and the future.” This illustrates that
Generation Z would prefer to be content within their workplace rather than be unhappy and

have a higher income.

5.3.1 Money

Seven out of the eight participants stated that their initial motivator for entering the workforce
was to receive an income, however, few of the participants have stated that their motivations
have now “changed” and that money is not the primary motivator anymore. Participant P6
stated that “7 would think that I would choose a job with a higher wage over another but in
reality, I would choose the job I feel that I would be most happy in.” However, P6 went on to
say that the “pay at the end of the month is still a big motivator”. Participant P7 and P3 stated
that “pay is the biggest motivator for me as I am saving for college.” Thus, it was found that
although pay is a factor of motivation for the cohort, it is not the most important for all

participants.

5.3.2 Work environment

Participant P2 suggested that the most important aspect of work is having a “positive work
environment” where employees “wake up and look forward to going to work.” Similarly,
participant P1 explains that they would “prefer to be happy in work with less money” than
being in an unhealthy work environment “whilst earning more.” Likewise, P7 stated that
“Generation Z put far more emphasis on positive well-being and mental health than previous
generations.” Hence, it was found that a positive work environment is crucial for Generation

Z.
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5.3.3 Relationships with co-workers
It is apparent that Generation Z are greatly influenced by their peers and colleagues. In this
case, all participants stated that they had great relations with their colleagues. P7 states that
“working alongside a great team is highly motivating because I don’t want to ever let the
team down.” Similarly, P3 explains that “the level of teamwork really motivates me because
everybody is always helping each other out, it makes the job so much easier.” P8 suggests
that “the real friendships I have made are a big motivator to stay in my job, I don’t think I
will ever make strong connections like this again.” Moreover, P6 explains that “having
friends in work makes everything more enjoyable.” Thus, it is apparent that having real

friendships in work are significant to Generation Z.

5.3.4 The work itself

Five participants explained that the nature of the tasks provided in the workplace act as a
motivator. For instance, participant P3 explained that “doing something which interests me”
is a key motivator. Similarly, P4 said “if you like your job then you will never work a day in
your life.” In relation to the current job, P2 explained that they would prefer “more
challenging tasks” as they are “used to the day-to-day roles” of the job. Likewise, P1
explained that they would like to be given “additional training to enhance skills in other
areas of the pharmacy rather than just one single department.” P7 explained that
“incentives ” make the role more interesting, however, they are only given on “rare”
occasions. Thus, it was found that Generation Z want to be provided with challenging work

as opposed to mundane tasks in order to enhance motivation.

5.4 Theme 3: Rewards

This section focuses on the research objective to ‘explore the benefits in which Generation Z
are currently provided with by the retail pharmacy group.’ It is evident from the data

collected that the benefits currently provided to Generation Z are “basic” and “minimal”.
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Eight out of the eight interviewees explained that the benefits that they are exposed to are not

of a high standard and that they could be “a /ot better ™.

5.4.1 Flexibility

All participants agreed that management were extremely ‘“flexible” when it came to
“accommodating” appropriate working hours for those who are in college. P3 explained that
management were “understanding” and did not put employees under “pressure’ to work
additional hours during college. P6 agreed with this stating that management “understood the
need to balance college and work life.” In addition, P4 acknowledged that management
ensured that their hours were “worked around college schedules” and did not try to

“overload employees with work.”

5.4.2 Basic wage

Eight of the eight participants state that they receive a basic “minimum wage” hourly rate in
return for work. P1 outlined that they have receive a “5 cent increase’ to the hourly rate for
each year of service. In addition, employees receive a rate of “time and a third” on Sundays.
P1 and P3 agreed that the “additional pay” on a Sunday motivates them to take that shift.

However, all participants agreed that the low pay is not motivating.

5.4.3 Discount

Eight of the eight participants stated that employees receive a “20% off discount card” after
their six-month probation period has ended. This enables employees to receive a 20%
discount on all products in store. Three of the eight participants said that this benefit
encourages them to “shop in store” rather than going to an alternative pharmacy or retail
shop. Surprisingly, P6 was the only participant to note that employees receive “discounts on

prescription medication” for themselves and immediate family members.

45



5.5 Theme 4: Lack of Appreciation

This section of the chapter focuses on the research objective ‘to explore the practices that can
be employed by managers to assist in enhancing the motivation of Generation Z within the
workplace’. All of the eight participants felt as if their efforts in the workplace are not
recognised and appropriately rewarded. One participant described the benefits as
“insufficient . Another interviewee felt as if their “effort is not as important as those who are
working full time, even though we give it our all.” In response to this, the participants

discussed ways in which they feel that their hard work could be rewarded.

5.5.1 Opportunities for growth
Five out of eight interviewees mentioned that Generation Z are striving towards “the top”
and want to “move up the ranks” within an organisation. However, the pharmacy group does
not provide much opportunity to do so. P3 stated that “in my four years of being a sales
assistant, I have never been offered an opportunity to progress to any other role such as a
supervisor despite all my hard work over the years.” Likewise, P6 mentioned that
“management have been the same for years and don’t really consider anybody else for the
job”. More senior roles are generally recruited “externally” rather than internally. P2 stated
that “it is not a job for life if you don’t want to remain at the same level forever.” Although
all participants said that this role has provided them with “experience” and “knowledge” for
the future, none of the participants can see themselves in this role “long-term” for this
reason. The distinct lack of growth opportunities displays a lack of “#rust”” amongst

Generation Z in terms of their capabilities and appears to be extremely demotivating.

5.5.2 Incentives/Perks
It was found that all of the eight participants would be more motivated if their workplace
offered incentives or perks in return for their hard work. For example, P3 stated that

“something as small as a tester bottle of perfume or a bottle of prosecco would go along way
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when we meet our targets.”” Likewise, P1 explains that “recognition can go a long way, even
an extra pat on the back every once in a while, would make a difference.” Thus,
demonstrating how Generation Z wish to be rewarded in terms of their effort that is put into

work and what would motivate them to work harder.

In addition, four out of the eight interviewees mentioned that a “free lunch’ incentive would
be really appreciated. Moreover, two out of the eight said that “commission” would motivate
staff to strive for “higher sales” and “work harder.” By contrast, one participant stated that
“commission can often create a competitive environment which could create tension and
destroy the positive relations that the team has with each other.” This demonstrates the

conflicting views between the generation.

5.5.3 Increased pay
Seven of the eight participants mentioned that they do not feel that their pay is “fair”
considering the “work that they do.” P3 outlined that “there are many less skilled jobs that
pay a lot more than what we are paid for working in the pharmacy” and particularly
“considering the amount of training and knowledge” they have to acquire to ensure that
customers are safe. Likewise, P4 says that “we are not paid enough for what we do, we put in
a lot of time and effort and the wage isn’t reflected.” Three participants stated that it is
particularly demotivating when they are “working full time hours” during summer terms to
come out with very little wages. Therefore, it is advisable for the pharmacy group to provide

Generation Z with higher wages in order to improve motivation.

5.6 Conclusion

This chapter has provided the primary data collected from the eight interviews carried out
with participants in the Generation Z cohort. Four themes were identified along with various

subthemes to discuss the findings of the interviews. It is apparent that Generation Z possess
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conflicting views to each other in relation to what motivates them and what they feel should
be implemented to enhance motivation. However, it is apparent that Generation Z are also
very likeminded. Following the conduction of these interviews, it is obvious that Generation
Z are very capable of establishing and voicing their own opinions and are noticeably different

to previous generations.
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Chapter 6: Discussion and Analysis

6.1 Introduction

The key intention of this chapter is to discuss and provide comparisons of the primary data
collected throughout this research study and existing academic literature. It is significant for
the findings to be presented with similar academic findings as the existing literature provides
various areas of discussion. This chapter presents a discussion of the four themes that have

been identified in the data whilst considering limitations of the study.

6.2 Theme One: Identification of Generation Z

The key findings of the study illustrate the views of Generation Z in terms of what their
characteristics are and what makes them stand out in comparison to previous generations
such as the Millennials. Francis and Hoefel (2018) state that Generation Z is anybody born
between the years 1995 and 2010. Likewise, Lanier (2017) suggests that the cohort group is
an individual born after 1995. Similarly, the participants stated that the generation was
comprised of individuals born after 1996. McCrindle (2014) explains that 1 in 2 members of
Generation Z will hold a college degree. This statistic is illustrated as one of the participants

described the cohort as an individual who is or has just been in college.

Chillakuri (2020) describes this group as the cohorts that has “never seen the world without
the Internet.” Hence, Prakash Yadav and Rai (2017) explore the unfavourable effects of
social media usage amongst Generation Z; stating that social media has a considerable impact
on their behaviours. Generation Z’s reliance on social media for emotional gratification and

acceptance from their peers has a detrimental effect on the generational cohort.

Technology has been described as a “way of life” for Generation Z (Pichler, Kohli and

Granitz, 2021). Therefore, it is no surprise that the participants in this study noticed that their
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excessive use of social media had a negative impact on their own perceptions, however, none

considered doing anything about it.

Miserany (2020) found that Generation Z are extremely passionate about diversity and
conclusion within the workplace; more so than previous cohorts. Approximately 77% of
Generation Z in the U.S would assess an organisation’s level of diversity prior to making a
decision about a new role (Miserany, 2020, Sanchez, 2021). Twenge (2017) suggested that
Generation Z have a lower tolerance for inequality as they have experienced more inclusion
during their lifetime. Similarly, 81% of the cohort rated tolerance with individuals who hold
different beliefs or ethnicities as high and 62% of Generation Z believe that continuing to
promote and increase diversity will be beneficial to society (Parker et al, 2019). Likewise,
participants in this study mentioned diversity as one of the core aspects that distinguish
Generation Z in the workplace from others and stated that it is a very important issue to the

cohort.

6.3 Theme Two: Workplace Satisfaction

Lanier (2017) found that Generation Z are largely concerned with the amount of income they
will receive in return for their work done. Research suggests that this is possibly due to their
upbringing during periods of economic turmoil. The participants in this study illustrate this

statement as income was deemed to be the most important motivational factor for the cohort.

In addition, Generation Z want an employer who promotes a positive working environment
and cares about the wellbeing of their employees. The pandemic has particularly brought the
idea of employee wellbeing to the forefront of everybody’s attention; however, it is apparent
that this issue has been present long before (O’Boyle, 2021). Likewise, the participants of this

study stated that a positive working environment was a factor of motivation for them.
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It is evident that there is a distinct increase in remote working in the world primarily due to
the Covid-19 pandemic (Bathini and Kendathil,2020). However, it has been found that
Generation Z emphasised their longing for human connections in the workplace in order to
become more engaged with their work (Tulgan, 2017). Likewise, all participants explained
that their workplace relationships played a huge role in their motivation as it makes work

more enjoyable and that they are motivated by their team.

Various studies suggest that providing Generation Z with variety in their roles is key to
keeping the cohort motivated and engaged (Chillakuri, 2020). Generation Z employees often
feel as though their work is rather mundane and repetitive rather than challenging and
exciting which can often lead to burnout and diminishing levels of motivation (Scroth, 2019).
Thus, generally leading to poor employee performance. Similarly, Fratricova and Kirchmayer
(2018) found that working with no sense of purpose is a barrier to motivation and must be
overcome. More than half of participants in this study stated that they would prefer to be

given more stimulating tasks to enhance their motivation.

6.4 Theme Three: Rewards

Gelber (2021) describes Generation Z as being “money minded” after finding that seven out
of ten described wages or salary as their primary motivator in the workplace. In addition,
58% of Generation Z participants stated that they would work longer or less flexible hours if
they were paid more (Gelber, 2021). Similarly, Chaudhary (2019) found that more than half
of Generation Z would rank salary as the most important motivator. Although the participants
in this study receive just the national minimum wage, this wage still acts as a key motivator

for the Generation Z employees working in the retail pharmacy.

Pelta (2019) found that 75% of Generation Z believe that flexibility is the number one benefit

that they are looking for in the workplace. It is important to note that workplace flexibility is
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not only limited to working hours or remote working, it is also associated with the flexibility
of moving between departments within a company or various locations (Pelta, 2019).
Likewise, Mahra (2020) found that 79% of Generation Z say that flexibility within their job is
extremely important to them. In this study, participants expressed their gratitude for the

flexibility that their company offers them in relation to working hours during college periods.

6.5 Theme Four: Lack of Appreciation

Baldonado (2018) found that autonomy and career progression were amongst the most
important motivators for Generation Z. Similarly, Patel (2017) found that autonomy and job
responsibility were primary factors of motivation for the cohort. It is evident that Generation
Z long for opportunities for growth and progression, this cohort has a desire to move up the
ranks within a company. Likewise, the participants in this study expressed their desire for
their employer to offer opportunities for growth and additional authority in order to enhance
their motivation in their workplace. The participants explained that the distinct lack of

progression opportunities made them feel undervalued and deflated in their current role.

Once again, it is consistently highlighted in existing literature that income is an extremely
important benefit for Generation Z. Generation Z long for an attractive salary, job perks and
security in their jobs (Iorgulescu, 2016, Lanier, 2017). However, it is no surprise that the
cohort desires financial security due to their upbringing through times of financial hardship
(Patel, 2017). This discovery closely correlates to the findings of this study as the participants
did not feel as though they were adequately paid for the work and the hours that they do
within the retail pharmacy. Participants said that they would be more likely to work harder if

they were paid above the national minimum wage.
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6.7 Conclusion

Following the conduction of this chapter, it is evident that this study has confirmed multiple
aspects of the literature. It is apparent that existing literature has clearly outlined the key
motivators for the cohort. However, it appears that the pharmacy group have not taken these
needs into account. As Generation Z are the newest generation to enter the workforce, it is
clear that the cohort will begin to dominate the working environment. As a result, the retail
pharmacy group in question must work harder to satisfy and motivate their employees within

Generation Z.
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Chapter 7: Conclusion and Recommendations

7.1 Introduction

The primary aim of this research study was to explore the factors that motivate Generation Z
focussing on a retail pharmacy group. Following the review of academic literature, it became
clear that there was in fact a gap in the current literature surrounding this topic. In order to
contribute to this gap in the literature, the researcher proposed four distinct research
questions. The answers to the research questions were obtained through the analysis of the
findings chapter based on the primary research. The findings chapter portrayed current views

of Generation Z in relation to their motivators in the workplace.

The research study highlighted the relationship between motivation and intrinsic and extrinsic
rewards. This was discovered through findings from the interviews and academic research.
The participants expressed their understanding of Generation Z including the characteristics
and attributes associated with the cohort. Both primary research and academic literature
proposes that reward management systems do have a positive impact on the motivation of the

workforce.

In addition to that, Generation Z participants expressed the difference between their initial
motivators to work and their current motivators within their role in the retail pharmacy. This
illustrates that these motivators consistently change and evolve over time which emphasises
the need for organisations to update their reward management systems accordingly. Once
again, this raises the question as to whether the retail pharmacy group is implementing an
outdated reward management system? In this case, it is fair to say that they are not motivating

their employees as much as they could be.

The findings of the primary research suggest that Generation Z are actually more extrinsically

motivated although majority of research portrays the cohort to be primarily concerned with
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money. In this case, Generation Z are more motivated by engaging in interesting and
challenging tasks, working within a positive environment whilst having healthy colleague

relationships opposed to money orientated benefits.

The findings of the primary research and academic literature have provided clear and concise
reward methods in which the retail pharmacy group should implement in order to improve the
motivation of their employees belonging to Generation Z. It is evident that it may not be
possible for the organisation to immediately implement all of the recommendations, however,
it is important for the retail pharmacy group to consider and understand the needs of their

employees to increase their motivation.

It is essential for the organisation to offer a platform for employees to provide honest
feedback to identify suggestions that may have a positive impact on the motivation of

employees, thus, leading to greater success for the business.

7.2 Recommendations

The researcher has provided three key recommendations for the retail pharmacy group to

implement to further improve the motivation of Generation Z employees in the future.

1. Improved reward management systems- Existing reward management systems should
strongly consider the diverse cultural differences between Generation Z and previous
generations. In this way, the reward management system should be individually
modified to suit the particular generations that it aims to target and therefore,
motivating each generation in a specific way. The overall aim of a reward
management system is to motivate employees and thus, enabling employees to
perform to a higher standard. This should be recognised and altered within the next 6-

12 months.

55



2. Opportunities for growth- The organisation should implement progression targets in
order to improve motivation. By enabling Generation Z employees with the
opportunity to progress will significantly increase their motivation to perform to the
necessary standard to succeed and also will boost their morale. The organisation

should strongly consider their internal employees when it comes to recruiting for

higher positions rather than solely recruiting externally. This should be implemented

as soon as internal opportunities arise.

3. Increased wages- The pharmacy group should strive to higher the wages of their
employees in order to reward them accordingly for the level of effort that is put into
their work. For example, the organisation could implement the Living Wage instead
of their current standard set by the National Minimum Wage. Generation Z believe
that they would be more motivated to work if they were being paid a higher wage.

This should be implemented within the next 6-12 months.

7.3 Financial Implications

It is evident that the recommendations found through this research will have a financial
impact on the retail pharmacy group. If the organisation were to provide Generation Z with
opportunities to further progress their career, the investment training courses would be
inevitable in order for the employees to develop their skills and perform to the best of their
ability. In addition, if the organisation were to implement the Living Wage instead of the

National Minimum wage, their expenses would significantly increase.

7.4 Limitations

Further limitations of the study have been identified following the completion of the research.

The researcher identified two key limitations of the study:
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e Covid-19: The Covid-19 pandemic limited the researcher’s physical access to
participants and resources. The researcher only had the ability to approach potential
interviewees via email and conduct the interviews through Microsoft Teams. This in
itself is a limitation as it is easy for somebody to ignore an email and difficult to read
body language via MS Teams meetings.

e Lack of literature associated with Generation Z: Surprisingly, the researcher found
that there is a limited amount of academic research available in relation to Generation
Z and their motivators in the workplace. This may be due to the fact that Generation Z
is only beginning to enter the workforce and therefore, the cohort has not been closely
examined. This posed a difficulty when it came to analysing the findings of this study
to determine whether there was a relationship between the findings and existing

literature.

7.4 Future Research

If this topic was to be researched in the future, it would be advisable to select participants
from diverse workforces such as retail, banking or the healthcare sector to explore the factors
that influence the motivation of Generation Z. Broadening the scope of the research will
allow the researcher to select participants from a larger pool and potentially gain a greater

insight into Generation Z and its motivators.

7.5 Conclusion

Overall, the researcher successfully carried out a thorough research study and achieved the
research objectives. However, it is evident that improvements could be implemented to
benefit the research of this topic in the future to further develop the research. It is evident that
there are multiple factors that can influence the motivation of Generation Z with a sharp

focus on extrinsic benefits.
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Personal Statement and Reflective Journal

Prior to the Master’s course commencing, I was quite nervous to begin the year as it was
solely remote learning which is something I had never encountered before. However, once

the course began, the focus and expectations were made clear.

The overall dissertation process was inevitably rewarding yet challenging at the same time.
However, the dissertation represents my greatest academic achievement to date. The
completion of this dissertation has provided me with new and improved skills that will
support me as I develop my career in Human Resources. Although this process has been
extremely challenging at times, I feel extremely satisfied having done it. Trying to find the
balance between juggling a full-time job and attempting to complete my first ever dissertation
has been particularly difficult, however, commitment and self-motivation allowed me to
overcome these challenges. I have undoubtably learned that it is crucial to be patient and
determined during this process as there is no quick way of doing it. As a result, my patience

and determination has improved greatly.

My dissertation explored the topic of reward in relation to what motivates Generation Z
employees within a particular retail pharmacy group. Undertaking this research was
challenging for me as I had written a thesis before and therefore, made it necessary for me to

critically analyse and write throughout the entire process.

Although there were several challenges involved with writing the dissertation, the biggest
challenge was time management. As I selected the qualitative method of research, the
interviews with participants were very time consuming. To overcome this obstacle, I created

a chart which enabled me to allocate time to both interviewing and transcribing the data. This
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enabled me to achieve the strict deadlines and goals that I had initially set out for myself. In
addition, the practice of conducting interviews will significantly help me in the future

throughout my HR career.

Upon the completion of this chapter, it has allowed me to realise my progression throughout
the year and has motivated me to work harder for the future to develop my career and reach

my full potential.
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Appendix A: Pilot Study Questions

1.

10.

What year were you born?

How long have you been working in the pharmacy?

What is your role?

What is your understanding of the term ‘Generation Z?

What is your key motivator in the workplace? Tell me about what motivates you in

your current role.

What are the most important factors motivating you?

What monetary benefits do you currently have?

What non-monetary benefits do you currently have?

What additional benefits do you think the org should offer to improve motivation for

Gen Z?

What kinds of challenges do you see supervisors and management having in relation

to Generation Z employees?
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Appendix B: Interview Questions

10.

11.

What year were you born?

How long have you been working in the pharmacy?

What was your initial motivator to start the job?

What is your role?

What is your understanding of the term ‘Generation Z?

What is your key motivator in the workplace? Tell me about what motivates you
in your current role.

What are the most important factors motivating you?

What monetary benefits do you currently have?

What non-monetary benefits do you currently have?

What additional benefits do you think the org should offer to improve motivation
for Gen Z?

What kinds of challenges do you see supervisors and management having in

relation to Generation Z employees?
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Appendix C: Email of participation
Hi X,

I would like to invite you to take part in a research study. Before you decide you need to
understand why the research is being done and what it would involve for you. Please take
time to read the following information carefully. Ask questions if anything you read is not
clear or if you would like more information. Take time to decide whether or not to take

part.

My name is Olivia and I am currently undertaking a Masters in Human Resource
Management at the National College of Ireland. In order to complete this course, [ am
required to complete a dissertation that involves collecting primary research. The primary
aim of this research is to identify and understand the primary motivators of Generation Z
and establish whether the retail pharmacy group in question could provide any other

additional benefits to enhance the cohort’s motivation in the workplace.

I understand that you have experience working in the particular retail pharmacy group as
a member of Generation Z. As a result, I was wondering if you would be willing to
partake in my research study. This interview will include questions in relation to what
your role is within the pharmacy, the benefits that you currently have and your desired
rewards. I hope to undertake this interview using Microsoft Teams. The interview
timeframe will be approximately 10-20 minutes depending on the answers provided by
respondent. This interview is completely voluntary. Therefore, you have the right to
refuse participation, refuse any question and withdraw at any time without any

consequence whatsoever.

I can ensure that all personal data and the information you provide will remain

anonymous throughout the course of the research.
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If you require any further information in relation to the study, I will be more than happy
to provide it. The information will be recorded and used solely for the purpose of this

research and will later be destroyed.

Following the information provided, would you be willing to partake in this research?

I look forward to hearing from you.

Olivia Mullen
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Appendix D: Consent form

Consent to take part in research

L 2 voluntarily agree to participate in this research
study.

e [ understand that even if I agree to participate now, I can withdraw at any time or
refuse to answer any question without any consequences of any kind.

e [understand that I can withdraw permission to use data from my interview within
two weeks after the interview, in which case the material will be deleted.

e [ have had the purpose and nature of the study explained to me in writing and I have
had the opportunity to ask questions about the study.

¢ T understand that participation involves answering a set of 11 questions on Microsoft
Teams.

e [ understand that I will not benefit directly from participating in this research.

e [ agree to my interview being audio-recorded.

e [ understand that all information I provide for this study will be treated
confidentially.

e [ understand that in any report on the results of this research my identity will remain
anonymous. This will be done by changing my name and disguising any details of my
interview which may reveal my identity or the identity of people I speak about.

e [ understand that disguised extracts from my interview may be quoted in the
dissertation

e [ understand that if I inform the researcher that myself or someone else is at risk of
harm, they may have to report this to the relevant authorities - they will discuss this

with me first but may be required to report with or without my permission.
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e T understand that signed consent forms and original audio recordings will be retained
on a password protected USB until exam board confirms the results of their
dissertation].

e [ understand that a transcript of my interview in which all identifying information has
been removed will be retained for two years from the date of the exam board.

e [ understand that under freedom of information legalisation I am entitled to access the
information I have provided at any time while it is in storage as specified above.

e [ understand that I am free to contact any of the people involved in the research to

seek further clarification and information.

Signature of research participant

Signature of participant Date

Signature of researcher

I believe the participant is giving informed consent to participate in this study

Signature of researcher Date
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Appendix E: Interview script

Mention day, date, and time of recording.
Hello my name is Olivia.

Before we start, [ want to remind you that this interview is being recorded for the purpose of
this research study. It will remain fully confidential and anonymous. You can stop the

interview at any time and do not have to answer questions if you don’t want to.

Essentially, the aim of this study is to gain an understanding as to what primarily motivates
Generation Z and what additional benefits could be provided to enhance motivation in the

pharmacy group.
Do you have any questions before we start?

1. What year were you born? — to ensure that they belong to the correct cohort

2. How long have you been working in the pharmacy? — To understand their
experience

3. What is your role? — Different roles may have different motivators

4. What is your understanding of the term ‘Generation Z? (In terms of the key
characteristics, what motivates this generation)

5. Tell me about what motivates you in your current role.

6. What are the most important factors motivating you? (Benefits that they may
not currently have)

7. What monetary benefits do you currently have? (Pay, commission, etc).

8. What non-monetary benefits do you currently have? (Non-cash, flexitime etc).

9. What additional benefits do you think the org should offer to improve
motivation for Gen Z? (Such as improving work environment, training,

flexibility, free lunch etc).

78



10. What kinds of challenges do you see supervisors and management having in
relation to Generation Z employees? (In relation to motivation, satisfying the

needs of Gen Z, keeping them motivated in jobs etc)
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