gram.
3 Datamning your budget, which encompasses all
administrative costs for tha program as wall as tha
awards. The following gusdelines, which are vari-
abla, have proven raliable through the years:

+ Administration: Babween 5 and 15 percent of the
budgel B usually allbcatsd o adminisiration, which
includes any type of dalabase maintenanca, points
and award tracking. special mailings and praparing
managemsant repors.

« Promotion: Aboul
20 percent is spent
on promoting a ser-
vica award program,
whether on paper or
electronically. Don'l
gkimp here—maks a
splash with effective
commiunications. You
wani amployess 1o know they will be recognized
and rewarded for their service and effarls.

+ Awards: The magorly of yvour budget fund—
between 70 and 75 percant—should be spent on
tha awards as well as calebratory awards banguets
or other special events.

+ Traming: The rermaindear of the budged should ba
used for spacial aining amployees may need ©
improve job performance.

H. Evaluating the Results
Congratulafions to you and your sarvica award
recipiants. If you've plannad your program wall,
salacled greal merchandisa awards and recog-
nizad your amployeass publicly for achiaving thei
goaks, your program is cerlain to have baen a rav-
ing success for evervone. Mow take the final
step—avaluating the program. This mportant
anabysis will tell you axactly how successul your
sarvica award program was and justdy o man-
agamant the importance of recognizing thoss
who count mosi—the employees who halp your
cOrmpany rise to the top year after vear

Speak with the recipients personally 1o find oul
how they falt about the program: Was it clearly com-
municatad? Were the goals achievabla? If nod, how
shouk] goals be adjusted nesd tme around? Most
importantly, ask them how they falt about the
amount of recognition they received and if the
rewards jushfied thair effors.

Ask the program administrators i they

encourtarad any problams running the program
and what elemeants they thought were sucCass-
ful.

Than consider sl the tangibds and intangibla
aspects of the program. Ask yourself such questions
s

« Was the right target audienca(s) selected for
this service award program? I not, who should
you targel next vear?

« Did the program and s awards meel oF
excead the participants’ expactations?

= Yhich awards were popular with recipients?

« Weara there any unexpected fringe banefits,
such as renewed enthusigem or an incraass in
goodwill gesturas?

« Is there amthing you'd do differently nest time
around? Are there different objeclives you'd
inchude?

Faviaw saparataly tha program's componants:
the budget, the measurement systermn, the
awards, promoticn and the administration. See
whal worked and whal didn'l. Fine-luning aach
step will only make next year's servica award
program befter and evan moara meaningful.

| ast Words

Whan it comes to salacting the perfect award for
your service award program, consider a Bulova
timepiece. Watches and clocks have been tradi-
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