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Abstract  
The building and construction industry in Sweden is facing a troublesome recruitment 
problem, due to many retirees in the coming years. One way to increase the general 
attractiveness within the building and construction industry as a whole, i.e. according to 
young people’s standards, could be to work more actively with incentives and rewards 
specifically designed and chosen to motivate and attract young people. 

The purpose of this survey study is to examine what rewards Generation Y (people born 
between 1982-2000) is attracted to when entering the labor market, and finding out if there 
are any differences within Generation Y.  The study is based on a quantitative survey of 
323 students of Blekinge Institute of Technology (BTH). The survey questions are based 
on the areas that are identified as more important to Generation Y than other generations 
according to the reviewed literature. 

The results show that Generation Y perceives non-financial rewards more important than 
financial rewards and that the most effective rewards to implement considering both 
perceived importance and perceived monetary value are career opportunities, individual 
skills development, provisions for retirement and extra days of vacation. The study also 
shows that there are differences within Generation Y concerning age, culture, work 
experience and gender. There are also differences between generations. Generation X 
(people born between 1965-1982) values the importance of non-financial rewards higher 
than Generation Y, but Generation Y values the rewards monetary value higher in general. 
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1 Introduction 
The building and construction industry in Sweden is facing a troublesome recruitment 
problem. According to a report from PWC, 80% of the biggest building and construction 
companies in Sweden are worried about future retirements (PWC 2015). The reason for 
these worries is the fact that a third of all employees in the building and construction 
industry will retire between the years 2010 and 2025. This means that about 100.000 
experienced people will leave the industry during this period. Meanwhile, in Sweden there 
is a severe housing shortage and great need of infrastructure changes, which suggests that 
Sweden needs to make huge investments during this period (Svensk byggtjänst 2015). 

The age gap in the Swedish industry is also extra-large due to the low recruitment to the 
industry in the 1990s because of the real estate and construction crisis, meaning that mainly 
younger people now must take responsibility in the industry (Svensk byggtjänst 2015).  

The overall problem could be described by the terms of a classic but unbalanced supply-
and-demand case. In this described situation, the demand for young recruits in general is 
far greater than the supply. Something have to be done i.e. altered to make the younger 
generation, often called Generation Y and defined as people born between 1982-2000 
(Lester et al. 2012, Bussin and van Rooy 2014, Lancaster and Stillman 2005, Wong et al. 
2008), more eager to naturally and voluntarily seek a future career in the building and con-
struction industry and by that hopefully stay in the industry long-term filling the gap. 

One way to increase the general attractiveness within the building and construction 
industry as a whole, i.e. according to young peoples’ standards, could be to work more 
actively with incentives and rewards (Merchant and Van der Stede 2012, 368-370) 
specifically designed and chosen to motivate and attract young people. Since it is not 
certain that Generation Y is motivated and attracted by the same things as older 
generations, alternations to existing incentive and reward programs might be needed. 

1.1 Background 
Despite extensive and surely expensive campaigns targeting young people, the success to 
reverse the situation of mentioned supply shortage has not come true (yet) given the 
mentioned PWC report from 2015.  

The succession order in the companies within the building and construction industry is 
challenging, as the selection of desired recruits is week. The shortage exists in all the 
industry and among all workgroups. Shortage of managers as foremen and different kinds 
of engineers is for example seen as an obstacle for the future growth (Enochsson and 
Andersson 2016). The industry is foremost facing a problem in attracting younger people 
to the industry and especially recruiting young females. Basic corporate organizational goals 
like diversity, equal gender mix and age spread within the workforce, are in danger of never 
being fulfilled if the trend and negative spiral continues. If that happens, the entire building 
and construction industry in Sweden is in danger of not finding any young people to work 
for them in the future to fill the ranks bottom-up. Some consider that the shortage of 
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skilled young recruits is the main factor of direct competitiveness for the future (PWC 
2015). 

Recruiting staff is costly and it is therefore important not only to know what attracts the 
new generation, but also what retains them. According to a report from Vision one of the 
unions in Sweden, it costs almost 450.000 SEK to recruit and introduce a new employee 
(Vision 2015). This cost includes the recruitment process, introduction and the fact that an 
employee works slower and needs a lot of help from others in the beginning. Recruitments 
are not only related to cost, but could also result in poor quality of what is produced. It is 
therefore important not only to attract any possible employee, but to recruit the best suited 
ones that are motivated and are capable to do a good work. 

A construction apprenticeship is estimated to take around two years after the completion 
to recoup the costs (Hogarth and Gambin 2014). Since the industry in general is lacking 
young recruits, the companies are facing the risk that the apprentices leave the company to 
take on other jobs directly after completion of the apprenticeship programs. The use of 
many un-experienced workers can also mean that the quality of the work produced is 
lacking meanwhile, which can have consequences for the company’s success. 

Considering the mentioned supply shortage of young recruits in Sweden due to some sort 
of reluctance to self-induced seek a career in this industry, one possible temporary solution 
could be to recruit young people from abroad, perhaps from lesser developed countries or 
among the numerous people that most recently fled to Sweden as refugees during 2015 
(Migrationsverket 2017). Building and construction companies with available resources 
could adopt this possibility immediately to fill the ranks bottom up. 

There are barriers though in recruiting foreign labor which needs to be handled. Eight 
percent of Swedish companies considers uncertainties to rules and regulations as a problem 
when they hire people from other countries, and eleven percent of the companies are 
experiencing bureaucratic obstacles (PWC 2015). 

1.2 Problem discussion 
The building and construction industry in Sweden has to replace one generation of 
employees with another in a very short timeframe. To do that, it is important to understand 
the differences between generations in general, and especially what attracts the new 
generation often called Generation Y. 

This study will focus on academic university students in Sweden, who generally have the 
opportunity to choose among different industries for their choice of workplace after 
graduation. It is therefore especially important to identify what attract and motivate these 
particular people and individuals. Implementing this study’s findings could make the 
building and construction industry more attractive than today. 

Concerning the mentioned troublesome situation of the unbalanced supply and demand 
for young recruits on the Swedish building and construction market, persons from 
Generation Y have the possibility to choose from a number of work opportunities because 
of the general shortage of workforce on the Swedish market (Arbetsförmedlingen 2017). It 
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is therefore important to understand what is considered as an attractive workplace (i.e. 
including both attractive to apply for short-term, and to stay long-term). A research study 
by Marks and Huzzard (2008) find that an attractive workplace enables creativity and 
enables employees to have an acceptable work-life balance. Another research study by 
Schlechter, Thompson and Bussin (2015), on the same theme find similar results, that non-
financial reward elements such as work-life balance, learning, and career advancement have 
effects on employees’ perceived attractiveness of a job offering, but also that non-financial 
rewards are more attractive in job offerings to women than to men.  

Different generations might have different values and expectations of a workplace. Since 
the coming shortage of personnel in the building and construction industry must be solved 
by the younger generation (Svensk byggtjänst 2015), especially the knowledge of what 
attracts Generation Y is crucial regardless of what attract older generations. The 
preferences might be the same in some or all of them though, but they are not handled in 
this study, as they are not important to the described troublesome situation. 

Persons from Generation Y are said to prefer working in teams, are highly socialized and 
are highly collaborative (Lancaster and Stillman 2005). A research study by Luscombe, 
Lewis and Biggs (2013) of workers and University students in Brisbane, Australia, 
concerning essential elements for recruitment and retention of Generation Y, shows that 
“some support was found for predictions with career goals”. This indicates that work-life 
balance in combination with a career plan could be a factor for young people when 
choosing workplace. An employment within the building and construction industry must 
be stressful and require full engagement of each individual at times with long working 
hours. Perhaps this is not suitable for an active family lifestyle in periods, which the young 
see in their near future. There are also studies that show that good promotion prospects are 
more valued by Generation Y than by other generations (Wong et al. 2008, Maxwell and 
Ogden 2010). Bussin and van Rooys study (2014) also show that Generation Y has a higher 
preference for bonuses than older generations and that Generation Y generally stands out 
as different from the other groups in their preferences of types of rewards. 

Altogether, this shows that suitable incentives and extrinsic rewards are important tools to 
attract new employees and especially Generation Y. However, findings of previous studies 
are inconsistent regarding the Generation Y’s and younger people’s preference in rewards. 
There are those who claim that financial rewards are not so important to Generation Y 
(Broadbridge, Maxwell and Ogden 2007, Worthy et al. 2014, Von Bonsdorff 2011), but 
there are also studies that show that Generation Y gives financial rewards the greatest 
importance (Amar 2004, Kovach 1995, De Gieter and Hofmans 2015). Generation Y is 
said to value freedom and flexibility (Broadbridge, Maxwell and Ogden 2007) as well as 
prioritizing family, friends and fun (Amar 2004) and it is not surprising that studies also 
show that non-financial rewards are important to Generation Y (Bussin and von Rooy 
2014, Amar 2004). However, there are also studies that claim that non-financial rewards are 
not so important to younger people (Kovach 1995, De Gieter and Hofmans 2015, Von 
Bonsdorff 2011). This study will look into these inconsistencies, aiming to find out what 
preferences Generation Y has in terms of financial and non-financial rewards. 
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The found inconsistencies in the literature can be due to contextual aspects (e.g. differences 
in industry, country and workplace). For example, financial rewards are not so important 
for students in the UK (Broadbridge, Maxwell and Ogden 2007), students in USA (Worthy 
et al. 2014) and nurses in Finland (Von Bonsdorff 2011), but are very important to 
industrial workers in the USA (Kovach 1995) and back office workers in Belgium (De 
Gieter and Hofmans 2015). In the same way, non-financial rewards are important to 
students in UK (Broadbridge, Maxwell and Ogden 2007) and people in a financial 
institution in South Africa (Bussin and von Rooy 2014), but are perceived not so important 
to industrial workers in USA (Kovach 1995), back office people in a financial institution in 
Belgium (De Gieter and Hofmans 2015) and nurses in Finland (Von Bonsdorff 2011). This 
means for example that rewards working for the construction industry may not work for 
other industries. 

There might also be differences in preferences of incentives and rewards within Generation 
Y. Previous studies show that there are differences because of gender (Von Bondsorff 
2011, Schlechter, Thomson and Bussin 2015, Vandenberghe, St-Onge and Robineau 2008, 
De Cooman et al. 2008), nationality (Westover and Taylor 2010), personality 
(Vandenberghe, St-Onge and Robineau 2008), educational level (De Gieter and Hofman 
2015), income level and position in the company (Kovach 1995, Dubinsky, Anderson and 
Mehta 2000). 

Previous studies claim that there are national differences in preferences of rewards and 
workers in different countries face unique conditions that have impact on their preferences 
in incentives and choice of workplace (Westover and Taylor 2010). Few (if any) studies of 
Generations Y´s preferences in reward in the Swedish context have been made, whereas 
this study aims to fill this gap. 

The building and construction industry has a particular problem in attracting and recruiting 
younger females (PWC 2015). Females stand for approximately half of the possible work-
force and it is therefore important to attract women to the industry too to fill the shortage 
of staff. This study will therefor also look at gender differences on preferences in rewards. 
Even in this area there are inconsistencies in findings from previous studies. Some studies 
show that there are no systematic gender differences (Linz and Semykina 2013), but other 
studies show differences (Von Bonsdorff 2011, Schlechter, Thomson and Bussin 2015, De 
Cooman et al. 2008, Vandenberghe, St-Onge and Robineau 2008). One of the main aims in 
this study is to find out if there are any differences according to gender and identifying 
what kinds of rewards that could attract younger females to the building and construction 
industry in Sweden. 

One interesting and current effect of the Swedish problem situation in the building and 
construction industry is that the average age of the industry workforce becomes higher 
than in other industries. This situation creates a negative spiral of effects that follows. A 
research study by Ryan, King, and Finkelstein (2015) show that, “as younger workers are 
more self-conscious about being age stereotyped, they are less likely to be satisfied with 
older co-workers”. So, the older people in the workforce, the lesser chance to employ and 
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retain young people. At the same time the building and construction firms got no 
alternative, they need to motivate the old part of the workforce too, the majority of the 
workforce. However, the old part of the workforce is not motivated by the same features 
as the young employees. They are more interested in flexible work and retirement options 
(Sergio Koc-Menard 2009). 

Though people are aware of that differences exist between generations, older generations 
seem not to have understood the needs and values of Generation Y. According to Lester et 
al. (2012) older generation for example underestimates Generation Y’s values of autonomy, 
flexibility, continuous learning, fun-at-work and recognition. 

Rewards seems to be important to Generation Y and it is therefore important to find 
attractive incentive and reward programs. However, there also seems to be differences 
between generations and it is possible that the existing incentives programs in the building 
and construction industry are not adapted to the preferences of the new generation. 

1.3 Purpose 
The purpose of this survey study is to examine what rewards Generation Y are attracted to 
when entering the labor market. 

1.4 Research questions  
Based upon the previous problem discussion concerning the building and construction 
industry in Sweden, general research questions concerning Generation Y were stipulated to 
specify the overall purpose of the thesis, setting a heading and aim of sought findings of 
the empirical results. They also together formulate the main focus of the overall survey 
study (Bryman 2012, 79-96). The following research questions were formulated: 

- What type/kind of rewards mainly attract Generation Y in Sweden, financial or 
non-financial rewards? 

- What specific reward(s) attract Generation Y in Sweden more than others? 
- Do differences in preferred reward(s) exist within Generation Y in Sweden, i.e. 

concerning age, gender, workforce or nationality? 

The research questions aim to find out how rewards could be utilized or altered/tuned (if 
needed to?) to attract and motivate individuals of the new workforce (called Generation Y) 
on the Swedish labor market short-term, ultimately making them more eager to search for 
vacancies and stay long-term in the building and construction industry. If the building and 
construction industry focused on these specific rewards, more young people should find 
the industry more attractive and consider it a long-term career compared to other 
industries. However, the empirical findings of the study with results will only cover the 
research questions concerning the short-term perspective of the attractiveness factor 
and/or feature, which will be discussed later on in the report. 
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1.5 De-limitations 
Actual reward structures, programs and/or systems, within the Swedish building and 
construction industry are not investigated nor handled in this thesis. An investigation could 
be of interest to know how rewards actually are utilized today, and compared with the 
theoretically optimal rewards for people from Generation Y. 

1.6 Thesis structure 
The thesis structure is based on seven chapters. In the first chapter, the succession problem 
with young people in the building and construction industry is presented and described, i.e. 
the purpose of the thesis. In the second chapter, earlier studies and research concerning the 
topic are presented in different perspectives. In the third chapter, the methodology of the 
actual study and its design is described. In the fourth chapter, the results of the survey 
study are presented with its belonging statistics, which leads up to the fifth chapter with the 
analysis of the results. In the sixth chapter, the final conclusion of the study is presented 
but also the answers to the research questions that were stated in the first chapter, and 
suggestions to further studies. The seventh and final chapter is the references. 
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2 Theoretical framework 

2.1 Rewards and their purposes 
There are many definitions concerning incentives and rewards. This study utilizes the 
Merchant and Van der Stede (2012) definition; incentives are contractual criteria providing 
positive rewards according to employees’ values (Merchant and Van der Stede 2012, 35 and 
367). By that, incentives and rewards becomes intimately connected and chosen term(s) 
dependent of the context as the difference between the two terms are nuances of the same 
thing. When this study concerns a recruitment perspective the term incentives is utilized if 
connected to some contractual criteria or underlying management control purpose. There 
are significantly more contextual parts where rewards are more appropriate though, like the 
questionnaire where theoretically given rewards are valued. 

The Principal-Agency theory is focused on determining the optimal contract between the 
principal (employer) and the agent (employee). The theory is based on the assumption that 
financials are dominated by self-interest and risk preferences by the two parties. According 
to the theory, behaviour-oriented contracts (salary) are suited when appropriate behaviour 
by the agent can be specified in advance and is easy to observe and evaluate. Outcome-
oriented contracts (commissions, stock ownership) on the other hand would transfer risk 
to the agent and are common for entrepreneurs. The agency theory therefore re-establishes 
the importance of incentives and compensations in organizations (Eisenhardt 1989). 

One of the most powerful ways to influence behaviour is “pay-for-performance”, where 
employees are rewarded based upon individual performance and obtained good results.  
Individual rewards are for example salary increases, bonuses, promotions, recognition and 
training opportunities (Merchant and Van der Stede 2012, 29-35). A group of individuals 
can also be encouraged to meet wanted norms and values. This behaviour can be en-
couraged by having incentive plans based on collective achievement, giving group rewards 
as bonuses based on overall company or entity performance. Introducing group-based 
incentive plans are shown to create a collective culture of ownership and engagement to 
the overall goals among the employees, but can also have a diluted motivational effect for 
employees lower down in the organisation (not leaders) (Merchant and Van der Stede 2012, 
92 and 383). 

The overall purpose of incentives and performance-based rewards are informational 
(remind the employees what is important), motivational (make the employees to put in 
extra effort) and attractional (improve recruitment and retention) (Merchant and Van der 
Stede 2012, 368-370). 

Rewards could be both financial and non-financial and organizations should find the most 
powerful motivational effects in the most cost effective way possible (Merchant and Van 
der Stede 2012, 35-36). Financial rewards are for example salary increase or performance 
bonuses. Non-financial rewards could be recognition, promotion, praise, certificates, 
vacation time, social activities, feedback, flexible working hours, career opportunities and 
responsibility (Güngör 2011). 
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2.2 The effect of rewards on employees 
2.2.1 The effect of incentives on motivation and performance 

There are several theories that suggest that incentives are strongly correlated to motivation. 
According to the Expectancy theory, individuals’ motivation is related to their expectations 
on outcome from certain behaviour (for example receiving a bonus for increased effort) 
and their preference for those outcomes (Merchant and Van der Stede 2012, 35-36). A 
study by Sprinkle (2000) proves that people receiving incentives spend more time on a task 
and perform better than people only having a flat-wage contract. The study also suggests 
that incentives increase the rate of learning and have a long-term effect on performance.  

The sort of rewards can have impact on the effect. The results from a study by Güngör 
(2011) show that financial rewards are positively related to employee performance, but that 
non-financial rewards have no effect on employee performance. A study by de Gieter and 
Hofmans (2015) on the other hand shows that the more satisfied employees are with their 
financial rewards, the higher the probability of getting a poor performance. Moradi, 
Koohkan and Einabadi (2012) show that managers pay higher attention to financial 
measures than others do. Their study also shows that increased vacation time is the 
external reward that is the most effective factor for increasing the organization´s 
performance. Travel incentives as a trip or event requiring an overnight stay, are also 
perceived as popular reward for employees. In the study by Jeffrey, Dickinson and 
Einarsson (2013) 36 percent of the respondents state that they use travel incentives. Travel 
incentives are perceived less effective on performance than cash but more effective than 
merchandise and gift cards. 

It is important to find the right amount of rewards but that can be hard to estimate. Jeffrey, 
Dickinson and Einarsson (2013) find that intuition is a highly used method of estimating 
the appropriate incentive levels, and that experience rather than data is the most used basis.  

2.2.2 The effects on rewards on attraction and retention of employees 

As well as finding new employees, it is important to motivate people to stay at the work-
place and in the profession. High turnover rates are not only related to cost for the search 
for new employees, but could also can mean poor quality of what is produced. There can 
be several reasons for high turnover rates. De Gieter et al. (2012) show that the perception 
of justice is related to turnover intention and it is therefore important to treat employees 
fair. Their study also shows that the more satisfied employees are with their pay-level and 
psychological rewards from the supervisor, the less likely they are to leave their current 
employer. 

There are previous studies that show that rewards are related to job satisfaction (Misra, Jain 
and Sood 2013, Westover and Taylor 2010). Westover and Taylor (2010) also show in their 
study that non-financial rewards as interesting job and job autonomy are connected to job 
satisfaction. 

There are relations between different types of rewards and turnover intent and persons 
who are emotional committed with an organization will remain with the organization 
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(Nazir et al. 2016, Williams et al. 2008). In the study by Nazir et al. (2016) salary and 
promotion as well as other social rewards (relationships with the supervisor and co-
workers) and rewards as autonomy, feedback and participation in decision making are 
connected to the sense of emotionally commitment to the organization. This is consistent 
with the study of Williams et al. (2008) that concludes that there is a negative relationship 
between satisfaction with rewards and turnover intentions and that the more dissatisfied 
employees are with their rewards, the more likely they will leave the organization. Financial 
rewards are highly related to turnover intentions, but turnover intention are also related to 
material rewards and psychological rewards (De Gieter and Hofmans 2015). 

2.3 Contingencies for reward preferences 
2.3.1 Different generations and rewards 

The expectations of outcome of work have changed in the last decades. Earlier the under-
lining outcome from a job was wages. This was later expanded to job security, then 
benefits, then working conditions and then recognition (Amar 2004). 

A study by Bussin and van Rooy of a large financial institution in South Africa (2014), 
claims that there are differences in motivational factors and on preference in rewards 
between generations. There are also other similar studies in South Africa (for example of 
information and technology companies) who claim that there are not (Moore and Bussin 
2012). Most literature though argues that there is a difference in preference in rewards. 

A generation is a group that shares birth years and significant life events at critical develop-
ment stages (Westman and Yamamura 2007). People from different generations may there-
fore have different values and expectations from the workplace and may be motivated by 
different things. The study by Wong et al. made in different organizations in Australia 
(2008) claims on the other hand that differences in values are better explained by age, 
rather than generational differences. 

In the current workforce, four different generational groups exist: Traditionalists, Boomers, 
Generation X and Generation Y. The year span of these groups differs in different 
literature, but the most common used definition is that Traditionalists are born prior to 
1946, Baby Boomers are born between 1946 and 1964, Generation X are born between 
1965-1981 and Generation Y between 1982 and 2000 (Lester et al. 2012, Bussin and van 
Rooy 2014, Lancaster and Stillman 2005, Wong et al. 2008). 

Traditionalists are characterized as being loyal and consider the job as a reward in it-self 
(Bussin and van Rooy 2014). 

Baby Boomers are said to prioritize work before family, are loyal and hardworking. They 
are very competitive, and are in need of public recognition and desiring financial com-
pensation and/or promotion (Lester et al. 2012). They also prefer long fixed and long-term 
compensation rather than variable compensation and long service recognition (Bussin and 
van Rooy 2014). 
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People from Generation X are often perceived as skeptical individuals who have a weaker 
work ethics than previous generations. They are independent and are more likely to leave 
one job for a higher salary, improved benefits and more challenges. They are also 
indications that they may be destructive to group work (Bussin and van Rooy 2014, Wong 
et al. 2008). According to a poll in the United States, 80% of men in Generation X prefer 
having more time with their families than more money or challenging work (Lancaster and 
Stillman 2005). People from Generation X are supposed to be motivated by non-financial 
rewards as workplace autonomy and flexibility (Lester et al. 2012, Bussin and van Rooy 
2014). They are also proved to prefer more a balance between fixed and variable 
compensation (Bussin and van Rooy 2014).  

Generation Y, the new workforce entering the market right now is said to prefer working 
in teams, is highly socialized and is highly collaborative (Lancaster and Stillman 2005). 
According to a study by Wong et al. (2008) made in several large organizations in Australia, 
individuals from Generation Y are more motivated with interaction with other people than 
older generations. 

According to a study of students in The United Kingdom, individuals from Generation Y 
want clear direction and demanding instantaneous feedback and continuous recognition 
from managers, but want the freedom and flexibility to get the task done in their own way 
and at their own pace (Broadbridge, Maxwell and Ogden 2007). They are considered 
prioritizing family and friends over work commitments and think a job is favorably if it 
comes with a family friendly schedule (Amar 2004). They also value fun at work and 
continuous learning more than previous generations, which is proved in a study from a 
Midwestern organization in the United States (Lester et al. 2012). On the other hand, there 
are studies that show that good promotion prospects are more valued by Generation Y 
than by other generations. This is shown both in a study from several large Australian 
organizations (Wong et al. 2008) and from the study by Maxwell and Ogden of Scottish 
people with work experience in the hospitality industry (2010). Generation Y is also 
enjoying challenges with new opportunities (Wong et al. 2008). Literature reviews show 
that people from Generation Y are globally concerned, want their job to be meaningful, 
and value jobs with the ability to help the society or local communities (Amar 2004, 
Lancaster and Stillman 2005). Generation Y values social media and email communication 
more than other generations (Lester et al. 2012) and is technically literate (Broadbridge, 
Maxwell and Ogden 2007). According to Oblinger (2003) who did a study on students in 
the United States, individuals from Generation Y do not consider computers or other 
electronics to be technology since their world has always included computers, cell phones, 
instant messaging and internet. Because of their comfort with technology, multitasking for 
example taking on the phone while typing on the computer and listening to music on an I-
pod is considered a norm. 

Bussin and van Rooys study in a large financial institution in South Africa (2014) shows 
that Generation Y has a higher preference for bonuses than older generations and that 
Generation Y generally stands out as different from the other groups in their preferences 
of types of rewards. People from Generation Y appreciate for example gym facilities and 
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wellness programs more than others do and they lean towards more a variable pay than a 
fixed salary. Generation Y thinks that non-financial rewards and recognition is very 
important as well as training and career development (Bussin and van Rooy 2014). The 
literature reviews by Amar (2004) agree with this statement and the author argues that the 
efficiency of money as the only motivator is low and that there are other more powerful 
motivators as freedom and flexibility. He also concludes that a reward system therefor 
should include non-financial rewards. Bussin and van Rooy (2014) also state that 
Generation Y wants practical rewards and wants the rewards instantly. 

There seems to be inconsistencies regarding the Generation Y view on the importance of 
money. According to the literature review of Amar (2004), individuals from Generation Y 
quickly want to become successful and are impatient to get rich, but there are also studies 
of students in the United States suggesting that making money is less important for 
Generation Y than enjoying a full and balanced life (Broadbridge, Maxwell and Ogden 
2007). Worthy et al. (2014) who did a study of student in Texas, USA suggests that younger 
adults are more motivated to improve their future state than to maximize immediate 
reward. The opinion of the importance of money differs among the individuals in 
Generation Y. According to a study by Maxwell and Ogden (2010) of people in Scotland 
with work experience in the hospitality industry, money and salary are perceived as very 
important and the statement “Time off is more important than financial rewards” have a 
low rating.  Another conclusion is that men value money more than women do. That salary 
is the most important reward for Generation Y, is concluded in two studies in South Africa 
looking at the Information and Communication Technology industry and the financial 
sector (Moore and Bussin 2012 and Bussin and van Rooy 2014).   

People from Generation Y expect that the evaluations of their work are based on their 
actual performance and not being affected by age, experience or other factors (Myers and 
Sadaghiani 2010). 

2.3.2 Demographics and reward preferences  

Besides differences between generations, there might be many reasons of different reward 
preferences like age, gender, job experience, educational level, generations, values, 
personality, nationality, and income. 

There are several studies of gender differences and preferences in rewards. According to 
the study by Linz and Semykina (2013) who studied reward preferences in different 
workplaces in five formerly socialist economies (Armenia, Kazakhistan, Kyrgyztan, Russia 
and Serbia), no systematic gender differences can be seen regarding desired rewards. 
However, several studies have seen differences. Both Von Bondsorff study on nurses in 
Finland (2011) and the study by Schlechter, Thomson and Bussin (2015) who studied 
knowledge workers from various industries in South Africa find that females have a higher 
preference of non-financial rewards than men do. Women are more interested in flexible 
working conditions according to a random citizen’s study in Quebec Canada 
(Vandenberghe, St-Onge and Robineau 2008). They have also a higher need for 
interpersonal contacts, communication and appreciation of work well done according to a 
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study of newly graduated Belgian nurses (De Cooman et al. 2008) and a study of industrial 
employees in the United States (Kovach 1995). Men are on the other hand more attracted 
to career and leadership opportunities and autonomy (De Cooman et al. 2008). 

The relation between turnover intentions and different kinds of rewards might differ 
between educational levels. According to a study by De Gieter and Hofman (2015) of 
office workers in a Belgian financial institution, people with a secondary school level have a 
clear link between dissatisfaction with psychological rewards (compliments, recognition) 
and turnover rate, but that turnover intention rate are not influenced by satisfaction with 
financial or material rewards. People with a master degree on the other hand are more 
likely to quit their jobs because of dissatisfaction with financial rewards. 

Findings on how age impact reward preferences are inconsistent. According to a study by 
Von Bonsdorff of nurses in Finland (2011) the preferences for financial rewards get higher 
with age. The author argues that this might be due to the feeling of recognition and the fact 
that pay can indicate how important a person is to an organization. It might also be 
because older people are close to retirement and that the last pay level has a great impact 
on their pension. There are also studies that have the opposite results. In a study by 
Kovach (1995) of industrial workers in the United States, people under 30 highly value pay, 
job security and promotion and that older people on the other hand prefer non-financial 
rewards as working conditions. This indicates that flexible incentives might be effective 
with younger workers but that higher age groups would respond more positively to job 
enrichment and job enlargement programs. This is in line with the study by Von Bonsdorff 
(2011) of nurses in Finland who found indications that younger people have lower 
preference for non-financial rewards than older age groups. The study by De Gieter and 
Hofmans (2015) of office workers in a Belgian financial institution show that younger 
people (average 33 years) with less tenure are more likely to quit their jobs because of 
dissatisfaction with financial rewards.  

There are also studies that claim that there are no relationships with age or work experience 
to reward preferences, but that the different preferences can be explained by differences in 
personality (Vandenberghe, St-Onge and Robineau 2008). The study of citizens in Quebec 
by Vandenberghe, St-Onge and Robineau (2008) shows that persons that like being around 
others and are considered being polite, flexible, cooperative and generous are more 
concerned about insurance, pension, salary and job security in choosing employment. 
People that proactively search for experience and are open for new ideas, are on the other 
hand attracted by career opportunities, self-improvement and flexibility of working 
conditions. They also show a greater prominence to bonuses in their choice of employ-
ment. The study also shows that the more emotionally unstable people are, the greater the 
importance they ascribe to work prestige and that people that are extroverts and are 
described as sociable, confident, lively and ambitious, highly value relationships and quality 
of work. 

The income level and position in the company also have importance regarding reward pre-
ference according to a study by Kovach on industrial employees in the United States (1995) 
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and the study by Dubinsky, Anderson and Mehta (2000) on sales managers in United 
States. People at lower organizational levels and those in lower income groups are primarily 
concerned with good wages and would therefore respond positively to incentive programs. 
People higher up in the organization are primarily concerned of non-financial values as 
interesting work and appreciation and recognition (Kovach 1995). This is consistent with 
the study by Dubinsky, Anderson and Mehta (2000) who finds that lower-level sales 
managers place a greater importance to bonuses that higher-level managers, while higher 
level sales managers more highly rank recognition when achieving goals and attitude of 
superiors. 

Previous studies show that there are national differences in preferences of rewards and 
work relations (Westover and Taylor 2010). In their study of the labour market in six 
different counties (Germany, Great Britain, The USA, Hungary, Norway and Israel) 
employees in USA for example have a higher preference for pay and promotional 
opportunities than the other studied countries in Europe. The conclusion in the study is 
that workers in different countries face unique economic and social conditions that have 
impact on their preferences in rewards and workplace. 
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3 Methodology 
A quantitative survey study design (i.e. cross-sectional design) was chosen to be able to 
reach a large portion of participants within a short amount of time (Bryman 2012, 59-63).   

The independent variable (Bryman 2012, 47) is the rewards of different kind and the two 
dependent variables (Bryman 2012, 47) are Generation Y´s perceptions of the importance 
of these rewards and their perception of the monetary value of each reward. 

3.1 Survey design 
The survey was based on a digital questionnaire, designed by the authors themselves, 
forming a unique set of questions and perspective of interest to analyze. The questions 
were fundamentally based on a set of earlier research findings, consisted of questions in the 
areas that were identified as more important to Generation Y than other generations 
according to the reviewed literature (see summary in Table 1 below with stated references 
to earlier findings). 

To avoid giving the impression that a certain response was expected the questions were 
phrased including a response dimension: How important is…? (Thayer-Hart et al 2010). 
The rewards were divided into reward categories according to the WorldatWork total 
reward strategy model (WorldatWork 2011); Compensation; Benefits, Work life environ-
ment and Development and career opportunities. The total reward strategy model also 
consists of a fifth reward category “Performance and recognition”, but since this category 
is hard to offer in a job offering situation (since it based on leadership skills as feedback 
and personal recognition) and therefore cannot be part of the contract between the 
employer and the employee (the Principal-Agency theory) this was excluded in the study. 

The survey was constructed in three parts grouping similar questions together; “Which 
rewards do you prefer?”, “How do you value different rewards in money?”, and finally 
background questions. The survey questions are presented in Appendix A – Survey in 
Swedish, and Appendix B – Survey in English. The first part of the survey measured the 
attitude towards different rewards. A Likert scale, which is best suited to measure attitudes 
(Collie and Rine 2009), was used to rate each item on a 5-point response scale. A 5-point 
Likert scale is usually sufficient and appropriate and is easily understood by people (Colosi 
2006, Thayer-Hart 2010). A balanced scale was used, using an equal number of positive and 
negative options, for avoiding bias. The response categories were labeled with words, 
which gives more reliable data than categories labeled with numbers (Thayer-Hart 2010) 
and were labeled from “not all important” to “very important”. 
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Table 1: The linkage between literature and survey questions 

Reward 
category  

Important rewards 
to Generation Y 

Question in survey Monetary terms 

Compensation Salary (Amar 2004) How important is a high 
monthly fixed salary? 

 

Bonuses (Bussin and 
van Rooy 2014) 

How important is an 
annual cash bonus 
payment according to your 
own performance? 

14 000 SEK per year 

Benefits Improve future state 
(Worthy et al. 2014) 

How important is 
additional provisions for 
retirement? 

14 000 SEK per year 

Time off (Maxwell and 
Ogden 2010) 

How important is extra 
days of vacation? 

One week extra per 
year 

Work life 
environment 

Flexibility (Amar 2004, 
Broadbridge et al. 
2007) 

How important is flexible 
working hours?  

Schedule 20 hours per 
week as wanted (in 
time) 

Balanced life 
(Broadbridge 2007, 
Myers and Sadaghiani 
2010) 

How important is the 
opportunity to combine 
work and private life? 

Work 20 hours per 
week at a location of 
choice 

Wellness programs 
(Bussin and van Rooy 
2014) 

How important is a health 
program, like paid physical 
activities on your free 
time? 

One payed wellness 
hour per week and 
5000 SEK per year in 
wellness expenses 
(total 14 000 SEK per 
years) 

Social media (Lester et 
al. 2012) and 
technology 
(Crumpacker and 
Crumpacker 2007) 

How important is getting 
new and the latest version 
of IT equipment of your 
choice? 

A brand new and latest 
edition om IT 
equipment (total 
14 000 SEK per year) 

Interaction with other 
people (Wong et al. 
2008) 

How important is an 
office of your own? 

An own office of 10 
square meters 

Development 
and career 
opportunities 

Career development 
and promotion (Bussin 
and Rooy 2014, Wong 
et al 2008, Maxwell 
and Ogden 2010) 

How important is 
advancement possibilities 
within the firm? 

Chance to 
advancement within 5 
years 

Continuous learning 
(Lester et al. 2012) 

How important is 
continuously getting 
specialized education and 
updated knowledge within 
the field of work? 

14 000 SEK per year 
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In this report high fixed salary, annual bonus and provisions to retirement are defined as 
financial rewards, and the rest as of above as non-financial rewards. 

The second part of the survey aimed at valuing the strength of preference in financial terms 
i.e. monetary terms. In this part pairwise comparisons numerical questions were used, 
including a set of pre-designed answers (does not affect/accept 400 SEK less in monthly 
salary/accept 800 SEK less in monthly salary/accept 1.200 SEK less in monthly 
salary/accept 1.600 SEK less in monthly salary/accept 2.000 SEK or more, less in monthly 
salary). However, in the empirical results and analysis chapter, the option and reply of 2.000 
SEK or more will be handled and considered as equal to 2.000 SEK, which by that could 
be an error source that underestimates the perceived value in monetary terms. 

In this part the different rewards were specified in financial terms. The financial terms for 
annual bonuses, provisions for retirement, educational programs, health programs and IT 
equipment were chosen to stand for the same amount of money, 14.000 SEK per year. 
This amount was based on the following calculations. According to Sveriges Ingenjörer 
(2017) the first salary of a college engineer should be about 30.000 SEK per month in 2017. 
Since the reward must be perceived to hold a value and be large enough (Merchant and 
Van der Stede 2012, 379) the reward value was estimated to be 1,5 times the average wage 
increase which is 2,6 % for the construction and building industry (Medlingsinstitutet 
2017). 

According to the research by Zenger (2014) supervisors get their role under the age of 30 
(on average) and therefore the possibility to get an advancement within 5 years was 
estimated to be reasonable.  

A functional office for one person cannot be less than 8-10 square meters 
(Arbetsmiljöverket 2006). The upper value was used in the survey when asking for the 
value of getting a room of your own. 

For the questions of flexibility (time and place) the value of 20 hours per week was used 
because the amount was estimated to be large enough to be considered valuable and for the 
fact that it was a convenient and even figure. 

Even if one week of vacation is worth about half amount of the other issues (8.100 SEK 
according to Unionen) it was chosen for the survey. The reason for that is that an extra 
week vacation is a common amount when changing overtime compensation for extra days 
of vacation.  

The demographic questions were placed at the end of the survey to decrease bias (demo-
graphic data were requested only after the completion of the rating of the valued items) 
which is advised by Thayer-Hart et al (2010) and Colosi (2006). According to previous 
studies and literature gender, age, work experience, education, job position and race is 
often used as demographic data (Nazis et al. 2016, Colosi. 2006). In this study age, gender, 
education and work experience was asked for. The choices for age were divided in groups 
of 5 years, where Generation Y stands for the ages under 35. Since the respondents are 
students the question of job position is irrelevant and though the respondents could 
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choose to answer the survey in Swedish or English, the assumption can be made that those 
who chose to answer the survey in English do not have a Swedish nationality. In that way 
the cultural background (Swedish contra people from other countries) could be analyzed. 
The question of race or nationality, which can be offended to people, could therefore be 
avoided. 

3.2 Selection of respondents 
The digital survey was passed to all registered students of Blekinge Institute of Technology 
(BTH) via mail, i.e. the university of this MBA-programme and master thesis scope. 

The students of BTH were mainly chosen because: 

- Most of them are in the age of Generation Y. 
- They are assumed to become white collar workforce in all different industries of 

the Swedish local region of Blekinge, i.e. if they stay in this region after graduation. 
- Holding an academic university diploma, they are most likely able to choose which 

industry they would like to work in, within this region. 
- They are part of a group of people that some of, with career ambitions, will 

become officers and managers within time. 
- High accessibility to be analyzed (see validity chapter). 

All students in BTH were asked to complete the survey via an email with a link to the 
online survey. This method was used to reach the greatest number of student, both those 
who studied at campus and those who studied at a distant (or abroad). 

With the intent to improve the respondent rate, the respondents were given the option to 
answer the survey in Swedish or English. The assumption was that Swedish students would 
rather answer a survey in their own language, but though BTH has a large number of 
foreign students, the survey was also made in English. The lottery of movie tickets among 
the respondents, was another way of improving the respondent rate. 

The survey was handed out in April 2017 with a deadline of 10 days. A reminder was sent 
out after 6 days. The survey was completed by 323 people, representing an 8,6% response 
rate (the survey was sent out to 3.762 unique e-mail addresses). 70% of the respondents 
completed the questionnaire in 2-7 minutes. 

3.3 Survey database 
The responses (i.e. raw data) were put together into a database, by that documenting the 
replies in a digital and analyzable file. The database itself becomes a form of validity 
increaser to the study as it could be subject of separate and secondary analysis later on, 
independent of the original study or researchers (Yin 2014, 123-127). 

The scaled responses for importance (not at all important/less important/neutral/ 
important/very important) were converted to numerical values (1, 2, 3, 4, 5) for easier 
analysis. The values for the monetary rewards were kept as there were in the survey (0, 400, 
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800, 1.200, 1.600 SEK per month). However, the option of 2.000 SEK per month or more, 
was considered as equal to 2.000 SEK per month. 

The background questions concerning education discipline were not included in the 
analyses due to low response rate in some disciples and that the option “something else” 
was chosen in a great amount.  

The background questions regarding work experience and age was divided in two 
subgroups each (under/over 1 year of work experience, and under 25 years/between 25-34 
years old), to facilitate the analyses and to receive subgroups with sufficient number of 
respondents. 

Since a rather significant number of the respondents (see chapter 3.1) represent Generation 
X, the differences between Generation Y and Generation X, regarded reward preferences, 
were also briefly analyzed in the study. Differences between generations’ perceptions on 
rewards, can indicate that existing reward systems adapted on the organizations of today, 
have to change to better suit Generation Y. Since there are contradictions between the 
earlier research about differences between generations, this part was interesting to include 
in the study. There are for example studies who claim that there are no differences between 
generations (Moore and Bussin, 2012), but there are many studies that show that there are 
differences (Bussin and van Rooy 2014, Lester et al. 2012, Maxwell and Ogden 2010 and 
Wong et al. 2008). As of this possibility to extend the analysis, a brief comparative analysis 
was included into this report, i.e. if Generation Y differ significantly from the previous 
Generation X in terms of reward preferences. Differences within Generation X concerning 
specific preferred rewards were not handled in this thesis though as it was not a main 
objective or purpose to evaluate Generation X in depth, or at all actually. 

3.4 Statistical tests  
To analyze if there are any statistic significant differences between the means of the 
different groups, 2-sample t-tests were conducted. These kinds of tests require independent 
groups for each sample, and the assumption that the participants in one group have no 
relationship to the participants in the second group, was made. T-tests were used due to 
that all identified subgroups only included two different samples, meaning that t-tests were 
suited to use (Jonsson and Norell 1999, 128-162). 

3.5 Reliability and validity 
Reliability and replicability (Bryman 2012, 46-47) of the study are assumed to be high; 
assumed repeatable with the same result indifferent of timing and/or choice of university 
in Sweden. This because the survey questionnaire was distributed to a large amount of 
people i.e. all students of BTH, with a substantial respondents’ rate, and that the university 
is open for all to apply for. BTH students are assumed to be just like any other Swedish 
university students in general. It is by that assumed that the Generation Y students at BTH 
are representative for all Generation Y students in Sweden, and by that assumed replicable 
study findings regardless of university in Sweden. The timing of this survey study in late 
April is assumed not to be of any impact nor clout at all.  



Blekinge Institute of Technology, Department of Industrial Economics, MBA-programme, Spring 2017 
IY2578 V17 Lp34 Master thesis course, Authors: Erica Gyllered and Patrik Malmberg 

19 (53) 
 

Measurement validity concerns if the measure reflects the concept that it is thought to be 
indicating (Bryman 2012, 47 and 390). In this context one cannot be sure that this survey 
study actually pinpoints the purpose as a good measure. Findings must be tested via in-
depth interviews, implementation tests and then evaluated/analyzed to be sure. There is 
also a valid question of what the respondents actually reply in a survey questionnaire; what 
they think they want and need, or what they actually want and need? It all could be 
described by the second line of lyrics from the monster hit song called Fix you from 2005 
by Coldplay (album X&Y): “…when you get what you want but not what you need…”; or 
by Henry Ford’s debatable adage “If I had asked people what they wanted, they would 
have said faster horses” (Patrick Vlaskovits, HBR, 2011). In this study it is assumed that 
people from Generation Y will make future choices according to what they reply 
concerning rewards, that it will fulfill the objective of the study. 

The internal validity of the survey study, i.e. the issue of the study’s main focus causality to 
the overall problem formulation (Bryman 2012, 47 and 390), is not established nor handled 
in this thesis. However, the question that one must be taken under consideration while 
reviewing this study is if a reward system itself, designed to attract Generation Y, will make 
people of this age to seek a career within the building and construction industry. The most 
reasonable answer to this question must be no, that it relies on many factors. But having a 
reward system designed to specifically attract the young future workforce must be better 
than being without the same. By that it is reasonable to assume that it will depend in some 
degree, the question that therefore remains is its clout compared to other factors, which is 
not handled in this study. 

The external validity (Bryman 2012, 47-48 and 390) of this study is, and is not, an issue. It 
does not matter if the survey study itself only includes BTH’s students. The university is 
open for all Swedish people, and its selection of students is mainly based upon application 
grades. It is assumed that BTH’s students are representative for all Swedish university 
students in general context concerning selection of the entire Swedish population. The 
result must be applicable to all Swedish students i.e. good external validity. Even though 
the external validity is good in this context, there are concerns why BTH students were 
chosen in the first place as respondents. The answer is a choice of convenience sampling 
(Bryman 2012, 201-202), that the accessibility was high, this as the thesis authors are 
students at BTH too. Although the authors of this study have never visited BTH itself as 
the MBA-programme operates on distance with no direct contact or ability to affect the 
respondents i.e. fellow student at the university. There is another external validity issue too. 
The study only includes a small part of the Swedish Generation Y, the academic ones. The 
problem formulation and purpose handles this issue neatly but also limits the findings in a 
greater context concerning the entire Generation Y population in Sweden. 

Ecological validity concerns people’s everyday natural social settings (Bryman 2012, 48 and 
390) and is a major problem for sure. As this study only involves a digital questionnaire 
survey study, there is no possibility to evaluate in depth attitudes, values, opinions, or just 
the state of mind while answering the questionnaire. This is a flaw utilizing a survey 
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interview, but a common one which all digital questionnaire surveys are struggling with for 
sure, and not handled in more detail into this study. 

3.6 Methodology limitations 
As the survey interview was conducted with a self-made questionnaire, the template could 
hold underlying bias influences in the text of the questions (Nørreklit 2003) and it cannot 
be excluded as a source of validity issue. The same goes for chosen wordings or attitudes in 
the questionnaire. 

To see all people within Generation Y as one homogenous group is generalizing to say the 
least, and only a few overall and arranged sub-units are included. A few possible selections 
of sub-units not included into this survey study could be: cultural differences if born and 
raised in a city, suburbia or out in the country side; Swedish or foreign heritage; born in a 
wealthy or poor family; or lived in a big or small family. 

The respondent are all academic university students, limiting i.e. excluding the part of the 
Generation Y population which will become tomorrow’s white collar workforce, and 
perhaps officers and managers of firms, without any university diploma.  

Not all students of BTH chose to participate in the study, meaning that the result may not 
be representative of the population. Students who answered the study may have 
differentiating characteristics from those who did not answer. For instance, they may have 
more time available or be more active, which could influence their answers to the survey. 
The people who answered the study could therefore be motivated by different rewards 
than the “less active” students. 

Also, the survey was in the monetary value of SEK, which is perfectly fine for all the 
Swedish students, but it may have been easier for foreign students if the monetary amounts 
were expressed both in SEK and in EUR, and perhaps USD too concerning trans-
continental foreign students. This limitation might explain any differences between 
Swedish and foreign students regarding the perceived monetary value of rewards. 

The survey questionnaire did include background questions concerning educational 
discipline at BTH, but not included into the result and analysis chapters. The response rate 
in some disciplines were assessed as too few, i.e. too weak, compared to others. By that a 
direct limiting decision was made to exclude this part/result from the study. 

One other limitation in the questionnaire was that the question concerning perceived 
monetary value of higher monthly salary was excluded as of un-logical question to ask. As 
of this, high salary was not matched with a perceived monetary value of a salary increase in 
the empirical results nor analysis chapter. 

Despite the ambition to make all the mentioned rewards regarding the evaluation in the 
questionnaire equally monetary worth, i.e. 14.000 SEK per year, some rewards cannot be 
valued in monetary terms with any accuracy, or at all in some cases. Some examples are 
flexible working hours, working from home, and an own office. By that it cannot be ruled 
out that the true value of some given rewards in the questionnaire differ from the set value 
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of 14.000 SEK per year, and if so, making it an unfair comparison whilst analyzing the 
result in the study. And, the respondents’ monetary valuation does only reflect the 
perceived value of the rewards, not reflecting any real monetary value. For example, some 
rewards might be taken for granted whilst searching for a new position, and by that holding 
a perceived valued of 0 SEK per year to that individual, even though the real monetary 
values of those rewards are something entirely else. 

The age categories (and other demographics) did not have the same number of people in 
them, making the use of parametric statistics impossible. 

For the statistically analysis only t-tests were conducted. By not using for example 
ANOVA-tests including post-hoc tests, any integrations effects between the different 
groups could not be analyzed. 

Finally, even though the purpose of this study is to analyze rewards that attract Generation 
Y to self-induced seek a career within the building and construction industry, the survey 
study itself does not really hold any specific features that designates the study in this 
direction. The exact same study could be done in a more general context, like what kind of 
rewards attracts Generation Y. However, this study got a main focus to find the rewards 
that attract those students that got the possibility to choose industry, not the ones that 
already have chosen the building and construction industry. If one would like to analyze 
the ones that already have chosen it, one could conduct the study within the specific 
university discipline or all the Swedish universities with the one specific discipline. This was 
not the purpose though. The result of the more generalized survey study is the measure to 
find an answer to the overall purpose and described problematic situation within the 
building and construction industry in Sweden.  
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4 Results 
The following section presents the data and the statistical analysis performed to answer the 
research questions. First, the demographic characteristics of the respondents in the study 
and the descriptive statistics of their responds are presented. In the second part the 
statistical analyses for Generation Y as a hole is presented for each reward itself, for 
financial and non-financial rewards and for each reward categories according to 
WorldatWork total reward strategy model (WorldatWork 2011). Next part describes the 
differences within Generation Y and the values for the under groups gender, culture, work 
experience and age are presented and analyzed. The last part presents a comparison of the 
preferences in rewards between Generation Y and Generation X.   

4.1 Descriptive statistics 
The demographic characteristics of the respondents are presented in Table 2.  

 

Table 2: Demographic characteristics of the respondents in the study 

 
 

The survey was answered by 323 people. Most of them belong to generation Y, but 61 
people consist of people from Generation X. The majority of the respondents (about 52%) 
are between 20 and 24 years old. 

The distribution within Generation Y is presented in Table 3. 

 

. 
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Table 3:  The distribution within Generation Y 

 
 

The majority of the respondents answered the survey in Swedish. There are slightly more 
men than women in the study (58% versus 42%). There is quite a large spread on the 
participants' educational orientation. Most of the respondents (27%) read computer 
science, but there are also a large proportion of people from other courses that are not 
specified in the survey. The participants' job experience is relatively evenly distributed 
within the group. 

A summary of the respondent´s answers is presented in Table 4.  

The table shows the results for Generation X as a group and Generation Y as a group. The 
distribution within Generation X is also presented regarding age, gender, culture and work 
experience. The background questions concerning education discipline are not included in 
the table and the background questions regarding work experience and age is divided in 
two subgroups (see chapter 3.3 for explanation).  

In the table, the questions from the survey are shortened. For example, the question, “How 
important is a high monthly fixed salary” is shortened to "High fixed salary". See Table 1 
and appendix A and B to see the full questions. The table shows the mean value and the 
standard deviation of each question. The results from the survey are analyzed in the 
following sections in the report. 
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Table 4: Summary of the respondent´s answers 
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4.2 Generation Y  
To determine if there are any statistically differences in the mean values of the perceived 
importance of different rewards for Generation Y, t-tests were performed (see Table 5).  

 

Table 5: Generation Y, perceived importance of different rewards 

 
Note: Difference in mean value between different rewards. * p<0,05, **p<0,01, ***p<0,001.  
T-values from 1,96 and higher are significant at p<0,05, t-values from 2,58 and higher are significant at p<0,01 and t-
values from 3,30 and higher are significant at p<0,001  

 

The two highest ranked rewards for Generation Y are education and advancement 
possibilities. The lowest ranked rewards are own office and annual bonus. High fixed salary 
is perceived as equal important as provisions for retirement, flexible working hours and IT 
equipment. Extra days of vacation, flexible working place, health program and provisions 
for retirement are perceived having the same importance for Generation Y. 

The perceived importance of different reward categories is presented in Table 6. Each 
reward in the same reward category is estimated having the same importance. 
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Table 6: Generation Y, perceived importance of different reward categories 

 
Note: Difference in mean value between different rewards. * p<0,05, **p<0,01, ***p<0,001. T-values from 1,96 and 
higher are significant at p<0,05, t-values from 2,58 and higher are significant at p<0,01 and t-values from 3,30 and 
higher are significant at p<0,001  

 

Generation Y perceive non-financial rewards more important than financial rewards. 
Development and career opportunities is the highest ranked reward category. The reward 
categories compensation, benefits and work life environment are considered having the 
same importance. 

To determine if there are any statistically differences in the mean values for the perceived 
monetary value of different rewards for Generation Y, t-tests were performed (Table 7). 

 

Table 7: Generation Y, perceived monetary value of different rewards 

 
Note: Difference in mean value between different rewards. * p<0,05, **p<0,01, ***p<0,001.  
T-values from 1,96 and higher are significant at p<0,05, t-values from 2,58 and higher are significant at p<0,01 and t-
values from 3,30 and higher are significant at p<0,001  
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An advancement possibility is considered having the highest monetary value comparing 
with all other rewards except provisions for retirement, which is perceived as equal 
important. IT equipment, own office and health programs are all perceived having the 
same (rather low) monetary value. 

The perceived importance of different reward categories is presented in Table 8. Each 
reward in the same reward category is estimated having the same importance. 

 

Table 8: Generation Y, perceived monetary values of different reward categories 

 
Note: Difference in mean value between different rewards * p<0,05, **p<0,01, ***p<0,001. T-values from 1,96 and 
higher are significant at p<0,05, t-values from 2,58 and higher are significant at p<0,01 and t-values from 3,30 and 
higher are significant at p<0,001. 

 

Generation Y perceive that financial rewards have a higher monetary value than non-
financial rewards. Work life environment is considered having the lowest monetary value of 
the different reward categories. 

4.3 Differences within Generation Y 
The different perceived importance of rewards within Generation Y and the values for the 
sub-groups gender, culture, work experience and age are presented and analyzed in the 
Table 9.  

T-tests were made for every reward within each under group (female/male; 
English/Swedish; less than one (1) year/more than one (1) year work experience and under 
25 years/25-34 years old).  
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Table 9: Generation Y, perceived importance of different rewards in the sub-groups Age, Gender, Culture 
and Work experience  
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Women think that a high salary and a health program are more important than men do. 
Financial rewards are proved to be more important to women than men.  

Those who chose to answer the survey in English perceive in general that rewards have a 
greater importance than those who answered the survey in Swedish. There are significant 
differences between “English” and “Swedish” for all reward categories. 

Students with low work experience (under one (1) year) give the rewards annual bonus, IT 
equipment and an own office greater importance than those with more work experience 
do. Those with more work experience give on the other hand a greater importance to a 
high fixed salary. Similar results were shown for different ages within Generation Y. People 
under 25 years old perceive that annual bonus and IT equipment as more important than 
people from 25 to 34 years old do. 

Due to the similar results between the groups work experience and age, t-tests were 
conducted to see if there are any differences between these groups. The results from the t-
tests show that there are no significant differences for any kind of rewards between the 
people under 25 and those with a work experience less than one (1) year nor for people 
between 25-34 and those with a work experience over one (1) year (t-values between 0,04 
and 1,05 for the different kind of rewards).  

The different perceived monetary value of different rewards for the under groups within 
Generation Y as gender, culture, work experience and age are presented and analyzed in 
Table 10. T-tests were made for every reward within each under group (female/male; 
English/Swedish; less than one (1) year/more than one (1) year work experience and under 
25 years/25-34 years old). 
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Table 10: Generation Y, perceived monetary value of different rewards in the sub-groups Age, Gender, 
Culture and Work experience 
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Men give over all a higher monetary value to the different rewards. Men perceive that both 
financial and non-financial rewards have a higher monetary value than women do. There 
are significant differences of the perceived monetary value for the rewards bonus and 
advancement possibilities. There are also proved differences for the reward categories 
compensation, work life environment and, development and career opportunities.  

Those who chose to answer the survey in English perceive in general that rewards have a 
higher monetary value than those who answered the survey in Swedish. There are 
significant differences between “English” and “Swedish” for all kinds of rewards and all 
reward categories. 

Students with low work experience (under one (1) year) give a higher monetary value to all 
rewards and all reward categories than those with more work experience. The same results 
are shown for the age group, where people under 25 years old perceived the monetary 
value of all rewards higher than people from 25 to 34 years old. 

Due to the similar results between the groups work experience and age, t-tests were 
conducted to see if there are any differences between these groups. The results from the T-
tests showed that there is no significant difference for any kind of rewards between people 
under 25 and those with a work experience less than one (1) year nor for people between 
25-34 and those with a work experience over (1) year (t-values between 0,32 and 1,69 for 
the different kind of rewards). 

4.4 Differences between Generation Y and Generation X 
Table 11 presents the mean value of the perceived importance of different rewards for 
Generation X and for Generation Y. The differences between Generation X and 
Generation Y answers were tested in t-tests and these results are presented in the table. 
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Table 11: Perceived importance of different rewards – Gen X and Gen Y 

 
Note: Mean value, and difference in mean value between Generation Y and Generation X. * p<0,05, **p<0,01, 
***p<0,001. The range is 1-5. The minimum and maximum values are 1-5 in every question except a) minimum and 
maximum values are 2-5. T-values from approximately  1,98 and higher are significant at p<0,05, t-values from 2,61 and 
higher are significant at p<0,01 and t-values from 3,36 and higher are significant at p<0,001. 

 

The results show that Generation X values non-financial rewards and the reward categories 
“benefits” and “work life environment” higher than Generation Y. The t-tests show a 
significant difference between Generation X and Generation Y regarding the perceived 
value of extra days of vacation, flexible working hours, flexible working place and 
education.  

Table 12 present the mean value of the perceived monetary value of different rewards for 
Generation X and for Generation Y. The differences between Generation X and 
Generation Y answers were tested in t-tests.  
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Table 12: Perceived monetary value of different rewards – Gen X and Gen Y 

 
Note: Mean value, and difference in mean value between Generation Y and Generation X. * p<0,05, **p<0,01, 
***p<0,001. The range is 0-2000. The minimum and maximum values are 0-2000  in every question except a) 
minimum and maximum values are 0-1200 and b) minimum and maximum values 0-1600. T-values from 
approximately  1,98 and higher are significant at p<0,05, t-values from 2,61 and higher are significant at p<0,01 and t-
values from 3,36 and higher are significant at p<0,001. 

 

In general, Generation Y perceives that rewards have a higher monetary value than 
Generation X. The t-tests show a significant difference between Generation X and 
Generation Y for almost all kinds of rewards and all reward categories. 

The perceived importance and the perceived monetary value of each reward are plotted in 
Figure 1 (excluding high fixed salary). The figure is a sort of PICK chart, which is a method 
to visually compare different items importance and cost (Petersson et al 2009, 109). The 
figure can be used to determine which rewards that are most effective to implement and in 
such way the method can be seen as a sort of Return on Investment (ROI) method, i.e. 
measure (or even tool) to determine which rewards are perceived important (high 
importance rating) but differs in taken for granted (low monetary value) or willing to pay 
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for (high monetary value). The actual mean values for perceived importance and monetary 
value are presented in Table 11 and Table 12. 

 

 

Figure 1: Comparison between perceived importance and monetary value – Gen X and Gen Y 

 

Advancement possibilities and individual skills development are the two rewards that 
Generation Y considers have the most importance and the highest monetary value. 
Provisions for retirement is perceived having a higher monetary value than other rewards 
with approximately the same perceived importance. In general, Generation X gives the 
rewards less monetary value than Generation Y.  
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5 Analysis and discussion 
The purpose of the survey study is to find out what rewards Generation Y are attracted to 
when entering the labor market. The result of the survey also reveals that there are   
differences between Generation Y and Generation X regarding preferences in rewards, as 
well as differences within Generation Y by gender, culture, age and work experience. 

5.1 Reward preferences of Generation Y 
Generation Y considers a high fixed salary (mean value of 3,65) less important than 
education (4,16) and advancement possibilities (3,99). A high fixed salary is ranked as the 
fifth most important reward and has statistically the same importance as provisions for 
retirement, flexible working hours and IT equipment. These results opposite several 
previous studies, which show that salary is the most important reward to Generation Y 
(Bussin and Rooy 2014 and Moore and Bussin 2012). A literature review by Amar (2004) 
on the other hand states that money as the only motivator is low, which indicates that a 
reward system should include non-financial rewards. Although the opposite findings could 
depend on different national origin of the studies (Westover and Taylor 2010). For 
example, the findings of Bussin and Rooy 2014 and Moore and Bussin 2012 were 
conducted in South Africa which is far away from Sweden. This study’s findings support 
this theory as the international students (i.e. English spoken students) rank the monetary 
rewards somewhat differently than the Swedish students do. 

The study by Maxwell and Ogden (2010) of Scottish students in Generation Y, which also 
evaluates the perceived importance of different rewards in a 5-point Likert scale, has 
approximately the same value for having opportunities for training and development, 
advancement opportunities and having a good work life balance as this study (see appendix 
C). This indicates that our study is comparable with the study by Maxwell and Ogden 
(2010), but that our study differs in the perceived importance of receiving a good salary 
(3,65 compared to the mean values in the study by Maxwell and Ogden of 4,40 of initial 
career expectations and 4,60 for longer term career aspirations) and the importance of 
having a good pension scheme (3,49 compared to the mean values in the study by Maxwell 
and Ogden of 4,18 for longer term career aspirations). 

The result of this study is besides the importance of financial rewards, consistent with the 
study by Bussin and van Rooy (2014), which finds that non-financial rewards as well as 
training and career development are very important to Generation Y.  

An advancement possibility is the reward that is both perceived as very important and 
which Generation Y is prepared to pay the most for. Overall, Generation Y perceives non-
financial rewards more important than financial rewards, but that financial rewards have a 
higher monetary value. This indicates that non-financial rewards are important to 
Generation Y, but that these rewards are taken for granted and that Generation Y in 
general is not prepared to accept less salary for receiving these kinds of rewards. 
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According to the PICK-chart in figure 1, development and career opportunities, provisions 
for retirement and extra days of vacation are the rewards that are most effective to 
implement to attract employees from Generation Y. 

5.2 Differences within Generation Y 
There are differences within Generation Y. Women for example perceive that a high salary, 
a health program and financial rewards overall, are more important than men do. This is 
rather surprising though the study by Schlechter, Thomson and Bussin (2015) of 
knowledge workers in South Africa finds that females have a higher preference of non-
financial rewards than men do. That men value money more than women do are also 
found in a study by Maxwell and Ogden (2010) of people in Scotland with work experience 
in the hospitality industry. 

Even though women perceive financial rewards to be more important than men do, men 
give financial rewards a higher monetary value. Men give over all a higher monetary value 
to the different rewards. These facts strengthen that women perceive money more 
important and indicates that women are not prepared to accept much less in salary for 
receiving any kinds of rewards. The result might also be due to equality issues, though a 
study by Kovach on industrial employees in the US (1995) and a study by Dubansky, 
Anderson and Mehta (2000) on sales managers in US, find that people in lower 
organizational levels and those in lower income groups are more concerned with good 
wages than those higher up in the organization. 

There are significant differences for all reward categories between the students who 
answered the survey in English and those who answered the survey in Swedish. “English 
spoken students” perceive both that the different kinds of rewards have a greater im-
portance and a higher monetary value than the students who answered the study in Swe-
dish. One explanation for the different opinion of the monetary value of rewards could be 
that the survey was in SEK, which could be confusing for the foreign students to relate to. 
That differences exist, is consistent with the study by Westover and Taylor (2010) of the 
labor market in six different countries, which finds that there are national differences in 
preferences of rewards. The most surprising is that the students who answered the survey 
in English is a rather homogenous group, even though the foreign student at BTH come 
from different countries from different parts of the world. The conclusion in the study by 
Westover and Taylor (2010) is that people from different countries face unique economic 
and social conditions, which indicates that the differences within the foreign group of 
student should have been bigger. One reason could be that Swedish students differ from 
many other countries and this area could therefore be of interest of further research.  

There are also differences within Generation Y regarding age and work experience. People 
under 25 years old perceive that annual bonus and IT equipment are more important than 
the older students within Generation Y. The same results are received for students with 
low work experience compared to those with more work experience. Students with low 
work experience also perceive that an own office is more important than those with more 
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work experience. Those with more work experience give on the other hand a greater 
importance to a high fixed salary.  

According to a study by Bussin and van Rooy (2014) of a large financial institution in 
South Africa, Generation Y has a higher preference for bonuses than older generations and 
leans towards more variable pay than a fixed salary. In our study the younger and less 
experienced people within Generation Y give a greater importance to bonuses than older 
people and those with more work experience. This indicates that bonuses are more 
important to the younger part of Generation Y. 

A study by Oblinger (2003) on student in the US, concludes that computers and electronics 
always have been included in the lives of people in Generation Y. The influence and 
importance of computers and other electronics as cell phones and IPad increases every year 
and it is therefore not surprising that the younger part of Generation Y perceive that IT 
equipment has a greater importance than older people within the same generation. 

There are no statistic differences between students with low work experience (under one 
(1) year) and those who are under 25 years old. The same is shown for those with more 
work experience and those who are between 25 and 35 years old. This is not surprising 
though it is logic that people that are older also have more work experience.  

Students with low work experience and people under 25 years old give a higher monetary 
value to all rewards and all reward categories, than those with more work experience 
respective those who are older. The possible reason for that is discussed in the next chapter 
(see chapter 5.3). 

5.3 Differences between Generation Y and Generation X 
It is clear in this study that there are differences between Generation Y’s and Generation 
X’s reward preferences. Concerning the perceived importance valuation, within the non-
financial rewards there are specific statistically differences, and in each case as it differs 
Generation X values the non-financial rewards higher that Generation Y. 

The result is surprising though the survey questions were based on the types of rewards 
and areas that are identified as more important to Generation Y than other generations 
according to the reviewed literature. It would therefore be expected that it is Generation Y 
who values the identified rewards higher. Instead this study shows that it is Generation X 
that values the rewards extra days of vacation, flexible working hours, flexible working 
place and education higher than Generation Y. That individuals from Generation X value 
flexibility and time with their family, is though shown in several studies (Lancaster and 
Stillman 2005, Lester et al. 2012 and Bussin and van Rooy 2014), but there are also studies 
that show that these things are highly valued by Generation Y (Broadbridge, Maxwell and 
Ogden 2007, Amar 2004). That Generation X values education higher than Generation Y, 
is rather surprising and is inconsistent with the study in the United States by Lester et al 
(2012). The fact that that Generation X values non-financial rewards higher than 
Generation Y, is though consistent with the study by Von Bonsdorff (2011) which finds 
that younger people have lower preference for non-financial rewards than older age groups. 
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However, there are no statistical differences between Generation Y and Generation X 
concerning the financial rewards as a group. Both generations perceive that both financial 
and non-financial rewards are important, as mean values for these categories are between 
three and four. Both generations rank education as the most important reward. 

In contrast to this, concerning the monetary valuation, for almost every specific reward 
there are statistically differences between the two generations and in each case, Generation 
Y values the reward monetary value higher than Generation X. This could be of the age 
difference, because Generation X is older they have more work and life experience, and 
knows what is important to them. However, as they are older and more experienced, they 
take some rewards for granted and would not take a new work position without these 
rewards included in the offer. This difference could also be because Generation Y is young 
and probably values smaller monetary amounts higher than Generation X, and by that 
stands out in this study concerning monetary valuation of rewards. 

This argument is also valid though the study shows that students with low work experience 
and people under 25 years old give a higher monetary value to all rewards and all reward 
categories than those with more work experience respective those who are older within 
Generation Y (see chapter 5.2).  

It is somewhat interesting though that education got the highest ranked importance, and 
advancement within five years the highest monetary value, in both generations.  
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6 Conclusion and implications 
An implication one must take under consideration whilst reading the result of this study is 
that the study evaluates a situation right now. It is by no means clear, or in any way stated 
how it will be in the future, say ten years from now. Generation X is older than Generation 
Y, which might as well be the real reason to any difference between the two of them, and 
cannot be evaluated until ten years from now. Some parallels might be drawn from the 
generation before Generation X, i.e. while Generation X got older and so on, but it cannot 
be ruled out that Generation Y matures in an entirely different direction too. 

Also, a limitation of this study is that it only evaluates students of one particular university 
in Sweden, BTH, whose result is taken as a general fact, projected and assumed the same 
for all university students in Sweden. Another limitation is that the study evaluates the 
entire Generation Y as one homogenous group. Even though some effort was made to sort 
Generation Y respondents into sub-groups, the sorting was rough by all means. 

In the end, the results of this study via suggested improvements should make the building 
and construction industry more attractive to individuals from Generation Y, making them 
more willing to apply for vacancies in the industry and become the new workforce for the 
future in time. 

As a managerial implication, based upon the result and analysis of this study, employers in 
the building and construction industry in Sweden, searching for young employees of 
Generation Y, should focus on offering specific non-financial rewards while recruiting, 
especially providing a career plan with advancement possibilities and individual skills 
development. These two specific rewards are of special interest i.e. triggers and attractive to 
Generation Y while searching for new vacancies. 

6.1 Summary of results 
The purpose of the study was to find out what rewards Generation Y is attracted to when 
entering the labor market. The results of the study and the answers of the formulated 
research questions are presented below: 

1) What type/kind of rewards mainly attracts Generation Y in Sweden, financial or 
non-financial rewards? 

Generation Y perceives non-financial rewards more important than financial rewards, but 
considers that financial rewards have a higher monetary value.  

2) What specific reward(s) attract Generation Y in Sweden more than others? 

The two highest ranked rewards for Generation Y are individual skills development and 
advancement possibilities. The most effective rewards to implement considering both 
perceived importance and perceived monetary value is career opportunities, individual skills 
development, provisions for retirement and extra days of vacation. 

3) Do differences in preferred reward(s) exist within Generation Y in Sweden, i.e. 
concerning age, gender, workforce or nationality? 
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There are differences within Generation Y. Women perceive that financial rewards 
(especially a high fixed salary) and health program are more important than men do, but 
men give over all a higher monetary value to the different rewards. Students who answered 
the survey in English perceive in general that both the different kinds of rewards have a 
greater importance and a higher monetary value than the students who answered the study 
in Swedish. People under 25 years old and those with low work experience perceive that 
annual bonus and IT equipment are more important than the older and more experienced 
students within Generation Y. Student with low work experience also perceive that an 
office of their own is more important than those with more work experience do. Those 
with more work experience on the other hand give a greater importance to a high fixed 
salary. Students with low work experience and people under 25 years old give a higher 
monetary value to all rewards than those with more work experience respective those who 
are older.  

Because a relatively large number of the respondents represented Generation X, the 
differences between Generation Y and Generation X, regarding reward preferences were 
also briefly analyzed in the study. Generation X values non-financial rewards high as a 
group and the rewards of extra days of vacation, flexible working hours, flexible working 
place and education higher than Generation Y. Generation Y on the other hand values the 
monetary value of rewards higher than Generation X. 

6.2 Further studies 
While analyzing the results, it is clear that there are differences between respondents that 
chose to answer in Swedish or English, assumed to be Swedish or foreign students in the 
study. The ones that answered in English, in general give higher importance and higher 
monetary value to the rewards, than the Swedish students do, and as an unexpected result 
with a lower standard deviation too, making it a more homogenous reply and group. The 
result is somewhat confusing that all the foreign students at BTH, from all over the world, 
are so homogenous in their valuation. It cannot be the case that the entire world’s 
population values different rewards almost the same, except the Swedish people who are 
unique in this sense. For sure, Sweden is a small country with a high standard of living, 
which could make Swedish students taking rewards for granted. However, there are many 
countries with the same or better living standards in the world. The result does not make 
sense in that part. By that, an equal but vastly extended study including all the Swedish 
universities could be conducted to analyze a bigger population of Generation Y, both 
concerning Swedish and foreign students. This to evaluate if this is a local coincidence at 
BTH or an actual fact. The Swedish respondents of that study would give the overall 
answer if the Swedish students are homogenous in national terms, and if the English 
respondents are as homogenous as this study implies. 

Also, during the literature review, no other studies were found that evaluate the perceived 
monetary value of different rewards, i.e. both the reward importance and the monetary 
value in combination as this study was designed. It cannot be ruled out though that there 
are equal studies conducted but not found, but it is much more intriguing and inspiring to 
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think that this is the first study of its kind, an original with others to follow. Thus it would 
be interesting to see what results we would get if the same study was conducted abroad. As 
overall reward culture differs all over the world from nation to nation, and even locally too 
for sure, the result might be entirely different elsewhere. 

Another perspective to look at young people’s attraction to apply for an open vacancy at a 
firm and industry is branding and brand image. A research study by Susan E. Myrden and 
Kevin Kelloway (2015) clearly indicates that young peoples’ perception of brand image 
depends, “both functional and symbolic attributes of the brand image were related to job 
seekers’ attraction to the firm” and “work experience moderated the effect of symbolic, but 
not functional, attributes such that these effects became stronger with more experience”. 
Young people have little or no experience at all, and by that both functional and symbolic 
attributes depend according to the study. The building and construction firms, and their 
entire industry in Sweden, got a (well-deserved) bad reputation of involving bribes and 
other illegal methods on the market such as cartels. Every now and then, here and there 
(neither mentioned, nor forgotten), people are fired because of this and naturally that 
information spreads to the public. This is a huge factor shaping the industry image, both 
that it exists (bad) and what firms normally do about it (good, but reactive as the bad part 
already has occurred). And, if this is of major importance to young people whilst applying 
for vacancies or staying in the industry long-term, and they know of the situation within 
the industry, then it is of no surprise that they search for other opportunities in other 
industries with better reputation in general. By that a study within this field could enlighten 
the clout of any perception of the building and construction industry in Sweden. 
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Appendix A – Survey in Swedish 
Enkät – Hur ser du på olika belöningar? 

Syftet med denna enkät är att identifiera hur olika belöningar värderas när man söker arbete. 
Enkäten är en del i en uppsats i MBA-programmet och skickas ut till alla studenter på Blekinge 
Tekniska Högskola. Enkäten består av tre frågeområden; ”Vilka belöningar föredrar du?”, ”Hur 
värderar du olika belöningar i pengar?” och slutligen några bakgrundsfrågor. Enkäten tar 
endast några minuter att besvara och svaren lämnas hel anonymt. 

Fråga 1-11 handlar om vilka belöningar du föredrar 
Fråga 12-21 handlar om hur du värderar olika belöningar i pengar 
Fråga 22-25 handlar om bakgrundsinformation om dig 

Om du vill vara med i utlottningen av biobiljetter så måste du skriva din mailadress sist i 
enkäten 

Vilka belöningar föredrar du? 

I denna första del av enkäten ska du värdera hur viktiga olika belöningar är när du söker 
arbete. Svaren anges i helt oviktigt/mindre viktigt/neutralt/viktigt/mycket viktigt. 

1) Hur viktigt är "Hög lön i relation till andra med samma erfarenhet och utbildning" när 
du värderar olika jobbalternativ? 

2) Hur viktigt är "Möjlighet till årlig bonus för väl utfört arbete" när du värderar olika 
jobbalternativ? 

3) Hur viktigt är "Extra avsättningar till pension" när du värderar olika jobbalternativ? 
4) Hur viktigt är "Möjlighet till befordran/avancemang i företaget (till exempel 

möjligheten att bli handledare, projektledare eller chef)" när du värderar olika 
jobbalternativ? 

5) Hur viktigt är "Satsningar på individuell kompetensutveckling" när du värderar olika 
jobbalternativ? 

6) Hur viktigt är "Extra semesterdagar" när du värderar olika jobbalternativ? 
7) Hur viktigt är "Flexibla arbetstider" när du värderar olika jobbalternativ? 
8) Hur viktigt är "Möjlighet att kombinera arbete och privatliv (tex möjlighet att arbeta 

hemifrån)" när du värderar olika jobbalternativ? 
9) Hur viktigt är "Hälsosatsningar (tex friskvårdstimmar, betalda träningsaktiviteter eller 

möjlighet att träna på arbetstid)" när du värderar olika jobbalternativ? 
10) Hur viktigt är "Att företaget använder sig utav moderna IT-lösningar (dator, Ipad, 

mobiltelefon) när du värderar olika jobbalternativ? 
11) Hur viktigt är "Att få ett eget kontorsrum" när du värderar olika jobbalternativ? 

  



Blekinge Institute of Technology, Department of Industrial Economics, MBA-programme, Spring 2017 
IY2578 V17 Lp34 Master thesis course, Authors: Erica Gyllered and Patrik Malmberg 

48 (53) 
 

Hur värderar du olika belöningar i pengar? 

I denna del av enkäten ska du ange hur du värderar olika sorters belöningar i pengar. Svaren 
anges i: det skulle inte påverka/acceptera 400 kr mindre i månadslön/acceptera 800 kr mindre 
i månadslön /acceptera 1200 kr mindre i månadslön/acceptera 1600 kr mindre i månadslön 
 acceptera 2000kr eller mer, mindre eller mer i månadslön  

12) Om du skulle få möjligheten till en årlig bonus om 14.000 kr om du utfört dina 
arbetsuppgifter väl, hur mycket mindre lön skulle du acceptera? 

13) Om företaget skulle avsätta 14.000 kr om året i extra pension, hur mycket mindre lön 
skulle du acceptera? 

14) Om du skulle få en långsiktig karriärplan (tex via ett traineeprogram) där du skulle få 
möjlighet att avancera i företaget inom 5 år (till exempelvis bli handledare, 
projektledare eller chef), hur mycket mindre lön skulle du acceptera? 

15) Om du skulle få gå på kurser och utbildningsprogram för en kostnad av 14.000 kr per 
år, hur mycket mindre lön skulle du acceptera? 

16) Om du skulle få en veckas extra semester, hur mycket mindre lön skulle du acceptera? 
17) Om du skulle ha flexibla arbetstider där du skulle kunna schemalägga 20 timmar i 

veckan som du ville (dvs. när du skulle arbeta dessa 20 timmar), hur mycket mindre i 
lön skulle du acceptera? 

18) Om du skulle få möjlighet att arbeta 20 timmar i veckan från valfri plats (tex hemifrån), 
hur mycket mindre i lön skulle du acceptera? 

19) Om du skulle få en friskvårdstimme i veckan och ersättning för träningskort till en 
kostnad om 5000 kr om året, hur mycket mindre i lön skulle du acceptera? 

20) Om du skulle få ny och senaste versionen av IT-utrustning (dator, Ipad, mobiltelefon) i 
valfritt märke vart annat år, hur mycket mindre i lön skulle du acceptera? 

21) Om du skulle kunna få ett eget arbetsrum på 10 kvadratmeter, hur mycket mindre i lön 
skulle du acceptera? 

Bakgrundsinformation 

Nedan följer ett antal bakgrundsfrågor, läs frågorna noggrant och välj det svarsalternativ som 
stämmer bäst in på just dig. 

22) Hur gammal är du? 
- yngre än 20 år 
- mellan 20-24 år  
- mellan 25-29 år 
- mellan 30-34 år 
- mellan 35-39 år 
- över 40 år 
 

23) Är du man eller kvinna? 
- man  
- kvinna 
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24) Vilken utbildningsinriktning har du? Om du läser flera olika kurser eller program välj 

den inriktning som du går till största delen 
- Datavetenskap 
- Industriell ekonomi 
- Maskinteknik 
- Digitala medier och spelteknik 
- Hälsa och vård 
- Fysisk planering 
- Annat  
 

25) Hur du någon arbetslivserfarenhet? 
- ingen 
- mindre än 1 år 
- mellan 1-3 år 
- mellan 4-5 år 
- mer än 6 år 
 

26) Om du vill vara med i utlottningen av biobiljetter så ange din mailadress nedan 
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Appendix B – Survey in English 
Survey – What is your view on different rewards? 

The purpose of this survey is to identify how different rewards are valued while applying for a 
job. The survey is part of a thesis on the MBA-program and is sent to all students at Blekinge 
Tekniska Högskola. The survey consists of three parts; “Which rewards do you prefer?”, “How 
do you value different rewards in money?”, and finally some background questions. The survey 
will only take a few minutes to answer and the replies are entirely anonymous.  

Question 1-11 is about which rewards do you prefer 
Question 12-21 is about how do you value different rewards in Money 
Question 22-25 is about background information of you 

If you want to participate in a lottery of movie tickets, you will need to write your email 
address last in the survey 

Which rewards do you prefer? 

In this first part of the survey you shall value how important different rewards are while 
applying for a job. The reply choices are: not at all important, not so important, neutral, 
important, very important.  

1) How important is "High monthly fixed salary in relation to others with same 
experience and education" while considering different job offerings? 

2) How important is "Possible annual bonus for job well done" while considering different 
job offerings? 

3) How important is "Additional provisions for retirement" while considering different job 
offerings? 

4) How important is "Advancement possibilities within the firm (like the possibility to 
become a supervisor, leader or manager)" while considering different job offerings? 

5) How important is "Individual skills development" while considering different job 
offerings? 

6) How important is "Extra days of vacation" while considering different job offerings? 
7) How important is "Flexible working hours " while considering different job offerings? 
8) How important is "Opportunity to combine work and private Life (for example the 

possibility to work from home)" while considering different job offerings? 
9) How important is "A health program, like paid physical activities on your free time" 

while considering different job offerings? 
10) How important is "That the company uses modern IT solutions (computer, Ipad, 

smartphone)" while considering different job offerings? 
11) How important is "An office of your own" while considering different job offerings? 
12) If you had a possibility to get an annual bonus of max 14.000 SEK if you outperformed 

your work beyond expectations, how much less monthly salary would you accept? 
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How do you value different rewards in money?  

In this part of the survey please state how you value different sorts of rewards in money. The 
reply choices are: not affected/accept 400 SEK less per month/accept 800 SEK less per month / 
accept 1200 SEK less per month/accept 1600 SEK less per month/accept 2000 SEK or more, 
less per month 

12) If you had a possibility to get an annual bonus of max 14.000 SEK if you outperformed 
your work beyond expectations, how much less monthly salary would you accept? 

13) If a company would offer additional provisions for retirement of 14.000 SEK per year, 
how much less monthly salary would you accept? 

14) If you would get a long-term career plan (like a trainee program) where you would get 
the chance to an advancement in the company within five years (like becoming a 
supervisor, leader or manager), how much less monthly salary would you accept? 

15) If you would get to go to courses and educational programs of a cost up to 14.000 SEK 
per year, how much less monthly salary would you accept? 

16) If you would get a week extra vacation, how much less monthly salary would you 
accept? 

17) If you would get flexible working hours where you were able to schedule 20 hours per 
week as you wish (i.e. when you would work those 20 hours), how much less monthly 
salary would you accept? 

18) If you were able to work 20 hours per week at a location of your choice (like at home), 
how much less monthly salary would you accept? 

19) If you would get a wellness hour a week and paid expenses for fees of chosen activity 
up to a cost of 5000 SEK per year, how much less monthly salary would you accept? 

20) If you would get a brand new and latest edition of IT-equipment (computer, Ipad, 
smartphone) of a brand of your choice every second year, how much less monthly 
salary would you accept? 

21) If you would get an office of your own of 10 square meters, how much less monthly 
salary would you accept? 

Background questions  
Below follows a set of background questions, read the questions thoroughly and chose the 
response that fits best to you. 

22) How old are you? 
- younger than 20 years 
- between 20-24 år  
- between 25-29 år 
- between 30-34 år 
- between 35-39 år 
- over 40 år 

23) Are you male or female? 
- male   
- female  
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24) What is your educational discipline? If you are studying several courses or programs, 

select the direction that you are going for the most part of your time. 
- Computer science  
- Industrial economics  
- Machinery science  
- Digital media and game technology 
- Health and care treatment  
- Physical planning  
- Something else   
 

25) Do you have any work experience? 
- none  
- lesser than 1 year 
- between 1-3 years 
- between 4-5 years  
- more than 6 years 
 

26) If you want to participate in a lottery of movie tickets, you will need to write your 
email address 
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Appendix C – Comparison with the study by Maxwell and 
Ogden (2010) 
In the study by Maxwell and Ogden of 122 students from two Scottish universities, whose 
work experience was mainly in hospitality and tourism sector, the importance of different 
rewards was investigated. The students were asked to grade the importance of different 
rewards 1) at the initial career stage after graduation and 2) longer term career. The study 
was made through a survey using a 5-point Likert scale. 

Comparison between the results of this study and the study by Maxwell and Ogden 
(2010) 

 

Note: Mean value. Standard deviation and rank in parantheses. 
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