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ABSTRACT
This study was intended to examine the effect of reward management  on organizational performance This study was guided by the following objectives; to investigate the the effect of  reward management on organizational performance in Royal Fast Food,; questionnaires in addition to library research were applied in order to collect data. Primary and secondary data sources were used and data was analyzed using the chi square statistical tool at 5% level of significance which was presented in frequency tables and percentage. The population of the study and sample size under the study was 145 using yaro yamane. The study findings revealed that The study also revealed that  base pay have significant impact on effectiveness. The study found out that base pay has significant impact on organization effectiveness. Drawing from the sample used for the study, organizations practices base pay to increase the effectiveness of an organization. It is therefore concluded that  Reward management practice is a vital element that every organization that wants to stay afloat industry changes and competition must adopt. There is a significant growth in the adoption of reward management practice to accomplish a good organizational performance in different sectors and industries. It is recommended Organizations should know its relevant stakeholders (which can either be external, such as consumers, investors and suppliers, or internal, such as workers and managers within the corporation), their stakeholders expectation and how these expectations can be met through effective and efficient reward management
CHAPTER ONE

INTRODUCTION

1.1
BACKGROUND TO THE STUDY
Reward is one of the most important elements in motivating employees for contributing their best efforts to generate innovation ideas that lead to better business functionality and further improvise company performance both financially and non-financially (Dewhurst et al., 2010). The current financial crisis the world is experiencing has made the reward system, with focus on bonuses and viable remuneration, a highly debated topic in media.  The mantra that is always heard is that the organization expects employees to follow the rules, regulations and also to work according to the standards set for them whereas the employees expect good working conditions, fair play, fair treatment, a secure career, power and involvement in decision making.

Rewards systems are often used as a management tool for achieving desirable objectives. One of the most common purposes of reward is to motivate employees to perform better (Armstrong, 2006).

In today’s business culture, employees will give their maximum when they have a feeling or trust that their efforts will be rewarded by management (Baron, 1983).  Motivation is the key that gets people to do what they do. Motivation is an accumulation of different processes which influence and direct the behavior of employees to achieve some specific goal (Baron, 1983).  One of the key issues that concern every worker in an organization has to do with the reward or compensation for their effort.

Employees not only want good pay and benefits, they also want to be valued and appreciated for their work, treated fairly, do work that is important, have advancement opportunities, and opportunities to be involved in the agency (Frey, 1997). Rewards play an important role in work unit and agency programs to attract and retain their employees. (Perry et al 2006).  It is the day-to-day interactions that make employees feel that their contributions are appreciated and that they are recognized for their own unique qualities. Getting results from your reward programs means having the right reward strategy, smart design and effective execution (Srivastava, 2001). It is important to note that after recruitment, most employees subsequently expect or demand for other benefits as compensation for their time and effort towards achievement of organizational goals apart from the standard wage or salary (Miles, 2004). If the above benefits are not offered, it usually leads to various forms of dissatisfaction which may include; high absenteeism, constant grievances, high labor turnovers, strikes and as a result low performance of their due duties (Ax et al, 2006). 
 Effective employee reward systems can significantly increase work performance. In other words, we can say that good rewards are most important way to engage the employees with their work and with their organization. They can motivate employees to increase their work quality and quantity and to align their performance with organizational objectives. They can therefore be a very powerful influence on employee behavior, motivation and performance and should be an integral component in any company strategy.
1.2
STATEMENT OF THE PROBLEMS
Reward Management is one of the strategies used in organizations to improve organizational performance.  Researchers, practitioners and scholars have established that there is a positive link between reward management and desired performance (Lotta, 2002 and Srivastava, 2001) Modern (ROYALS FAST FOOD) is an organization that sell and service various range of vehicles.  The management has established rewards in the organization. These include cash bonuses in pursuit of increasing employee performance so as to ensure prompt and quality service.  However, the extent to which cash bonuses influence employee performance is not established.  The study evaluated the reward systems of organizations as a whole by focusing on ROYALS FAST FOOD and established whether their current reward systems have any bearing on the performance of the employees.  This study therefore aimed at determining the impact of reward on employee performance at ROYALS FAST FOOD.

1.3 RESEARCH QUESTIONS

To what extent does base pay affect organisation effectiveness?
Evaluating to what extent does contingent pay effect profitability of organization?
To assess the relationship between employee recognition and efficiency?
 Investigating extent to which employee benefit enhanced Growth?

1.4 OBJECTIVES OF THE STUDY 

The aim of this study is to examine the effect of reward management on organization performance in Royals Fast Food, Ilorin Kwara State.
The specific objectives are:
i. To determine the effect of base pay on organization effectiveness.
ii. Evaluating to what extent does contingent pay effect profitability of organization.
iii. To assess the relationship between employee recognition and efficiency

iv. Investigating extent to which employee benefit enhanced Growth

1.5
RESEARCH HYPOTHESES 
H01:  Base pay does not have a significant effect on organization effectiveness.
H02: Contingent pay does not have a significant effect on profitability of Royals Fast Food.
H03: There is no significance relationship between employee recognition and efficiency in Royals Fast Food.
H04:  Employee benefit does not enhance Growth. 
1.6
SIGNIFICANCE OF THE STUDY
The research will be of great importance to various groups of people like to the current researcher, policy makers, future researchers and the management of ROYALS FAST FOOD. 

The research will be of great importance to me as a researcher because I hope to acquire research skills which I can apply to conduct research in other subjects. Skills like developing questionnaires, interacting with new people and get the necessary information and analyzing data.

The research will also help the management of Modern Auto Services Limited to discover the effect of rewards on employee performance. This will help them come up with better rewards system which will result into improved employee performance.

The research will also benefit the future researchers who will carry out research about the same topic of reward and employee performance and will learn more about rewards practices, factors affecting employee performance, the relationship between rewards and employee performance among others.

The study will benefit policy makers like the International Labor Organization, Workers’ Union and other stakeholders to come up with effective realistic policies of rewarding employees.

1.7
SCOPE OF THE STUDY
The study focused on reward and employee performance at Modern Auto Services Limited having rewards as the independent variable and employee performance as the dependent variable.

The research covered a period of 1 year from 2013-2014 mainly because this is the time when ROYALS FAST FOOD has been experiencing the problem of poor reward system and poor employee performance.

The research was carried out in ROYALS FAST FOOD office located on the Graphic Road.
1.8   DEFINITION OF TERMS 
The following terms were defined as used in this study: 

Organizational objectives: are short-term and medium-term goals that an organization seeks to accomplish. An organization's objectives will play a large part in developing organizational policies and determining the allocation of organizational resources.

Employees: are the workers in an organization, working for the accomplishment of the organizational goals. In this study, the employees are those staffs of the organization. 

Motivation: Motivation is a decision-making process, through which the individual chooses the desired outcomes and sets in motion the behaviour appropriate to them". 

Adequate Motivation: These are factors (familiarity, concern and driving force), which exist or are provided in a work situation either physically or psychologically which determine the input and productivity level of the worker. 

Intimacy: Intimacy or Familiarity could be described as the feeling of warmth and friendliness based on interpersonal relationship among people. 

Consideration: Consideration or Concern refers to a situation where both their colleagues and managers treat staffs with understanding. In this case, there is both a personal and human touch in dealing with workers. 

Morale: Moral refers to staff emotional and mental level of zeal. 

CHAPTER TWO

LITERATURE REVIEW

2.0
INTRODUCTION 
This section is an intensive review of previous work done relating to the various concepts and variables that are germane to this study. The review broadly comprises theoretical clarification, conceptual clarification and empirical clarification. The conceptual framework addresses reward management, organization performance, base pay, contingent pay, profitability, employee recognition. The theoretical clarification looks into three theories namely: The Harzberg Two-Factor Theory, Social Exchange Theory and Ability, Motivation and Opportunity Theory (AMO).
The conceptual clarification is developed from analysis of the variables with intention of determining the relationship between independent variables and dependent variables. A conceptual clarification is a basic structure that consists of certain abstract blocks which represent the observational the experiential and analytical aspects of a process or system being conceived.
2.1
CONCEPTUAL CLARIFICATION 
2.1.1
REWARD MANAGEMENT
Srinivasan & Moorman (2005) stated “You get what you reward”. According to them, a reward system is the world’s greatest management principal. If the organization rewards a certain kind of employee behavior good or bad, that is what the company will get more of (Svensson, 2001).  Every existing company has some form of reward system, whether it is outspoken or not, it exists (Apeyusi, (2012). People correspond positively to praise, and praise in the right moment creates loyalty and affinity (Nickerson et al, 2013).
According to Yazıcı, (2008), the effectiveness of an organization’s performance and reward management have an impact on moral and productivity. Many organizations have found that far from complementing the stated aims of the business, their performance and reward systems were actually driving counter-productive behavior. 
Rewards come in two different types. It can either be in a form of incentive motivation or personal growth motivation. The former is the kind that comes from within the individual, a feeling, being proud over something, feeling content and happy by something that you have done. The latter is the type that is brought to you by another person or an organization (Kaplan and Norton, 2001), and is the one that will hold our focus through this study. Furthermore, extrinsic rewards can be monetary or non-monetary. 
The monetary is usually a variable compensation, separated from the salary it is received as a consequence for extraordinary performance or as an encouragement and it can be either individually based or group based. The conditions to obtain this reward should be set in advance and the performance needs to be measurable (Apeyusi, 2012). There exists a variety of purpose of a reward system, one very common is to motivate employees to perform better, but also for keeping the employees (Apeyusi, 2012). For a reward system to be ideally motivational, the reward should satisfy a number of criteria; have value, be large enough to have impact, be understandable, be timely, the effect should be durable and finally the rewards should be cost efficient (Merchant, 2007). 
2.1.2
CONCEPT OF REWARD SYSTEM
An employee reward system consists of an organization’s integrated policies, processes and practices for rewarding its employees in accordance with their contribution, skill and competence and their market worth (Armstrong 2002).  According to Armstrong, it is developed within the framework of the organization’s reward philosophy, strategies and policies, and contains arrangements in the form of processes, practices, structures and procedures which will provide and maintain appropriate types and levels of pay, benefits and other forms of reward.
Economists began to consider the measuring motivation more deeply based on articles published by (Eisenhardt, 1989). The Economic theory, known as agent- principal, is concerned with the fact that as an individual, the principal (the employer), can construct a compensation system, which motivates another individual, his/her agent (the employee) to act in the interest of the principal. The agent-principal problem occurs when it involves some effort that cannot be monitored and measured by the principal and, therefore, cannot be rewarded directly. The solution to this type of problem is to establish some kind of alignment of interests of both parties (Holmstrom & Milgrom, 1991; Dickinson & Villeval, 2008). In 1990, a conference was held, organized by Harvard Business School, prompted by the unsatisfactory amount of knowledge about how organizations measure and evaluate their performance and how incentive systems were defined and implemented. Ten articles written by sixteen professors from universities in the United States and Europe were presented and discussed by sixty-six executives, consultants and academics (Bruns, 1992).  They reported that although economists and psychologists have written extensively about how organizations should define these systems, the literature was still very sparse on how to solve the problems inherent in the system. As to incentive schemes, the authors found evidence, using field studies, that, in most organizations, the purpose of these systems was, in fact, was to relate motivation to performance, given that one of the main difficulties was to find ways to measure and evaluate their performance without, however, producing the effect of dysfunction. They further report that a variable that the then models did not consider was the cultural aspect of organizations. And that many incentive schemes have failed to consider it. 
There is much empirical evidence that suggests that reward systems influence the behavior and performance of the members of organizations (Rouziès, et al, 2005). According to Shlaes, (1991) a reward is appropriate when the employee contributes in an extraordinary way to the profits of the organization. To qualify for a reward, the goal must be clear, meaningful and consistent with other rewards for similar goals. For a reward system to be effective and to be able to encourage motivation it needs to satisfy some individual need of an employee, in particular, besides keeping track of the changes in their needs. Otherwise, it is unlikely to achieve the performance desired. 
In more recent studies, (Kaplan & Henderson, 2005) state the importance of formal or informal incentives in organizations and their being used, in some companies, as a way of stimulating an increase in the performance of employees. He points out, however, the following concern regarding the measurement systems on which they are based: “Incentive systems are usually based on measures that are subject to interpretation. Although the economics literature says that these parameters, despite being subjective, are instantly understood by everyone in the company, our argument is that building a common understanding of what the relationship is between actions and results is not such an easy thing to obtain”. (Kaplan & Henderson, 2005). 
Bowles (2009) suggests a reflection on the fact of defining incentive systems only based on economic theories. He says that at the same time as the promise of a bonus prompts high performance, it can also cause the opposite effect, by restraining the very behavior that it should encourage. He exemplifies with a study that economists discovered that offering money to women to donate blood reduces, to almost half, the number who are willing to donate, and that to allow the payment be passed onto a philanthropic body reverses the effect. The main problem for most reward systems in organizations is not related to the measurement of performance, but rather to the distortions introduced by those which are being measured (Austin, et al 2006). 
Aligned to this way of thinking Murphy, (1999) states that the reason for any dysfunction caused by changing behavior is not related to pay-for-performance systems in themselves itself, but by inappropriate measures of performance on which these systems are based. He assumes that objective measures of performance are imperfect. Therefore, reward contracts based solely on these measures create distorted systems. Finally, he adds that the effectiveness of these systems depends on various social, psychological and economic factors. 
According to Murphy, (1999) one way to mitigate the distortions in an incentive system which are caused by imperfect objective measurements, is by combining these measurements with subjective components. He says that even if subjective measures are not perfect, they can complement or improve the objective measures available. 
2.1.3
MODERN REWARD MANAGEMENT – TOTAL REWARD STRATEGY
Fernandes (1998) describes total reward as “The sum of the values of each element of an employee’s reward package.” Total Reward begins with total remuneration, the subset of Total Rewards, which compromises all the elements of rewards that can be valued.  Total reward is the term that has been adopted to describe a reward strategy that brings additional components such as learning and development, together with aspects of the working environment, into the benefits package (Armstrong & Murlis, 2004). Total Rewards Association of U.S defines total rewards as all of the tools available to the employer that may be used to attract, motivate and retain employees.  It also indicates that total rewards include everything the employee perceives to be of value resulting from the employment relationship (O’Neal & Gebauer, 2006). 

2.1.4
DIMENSIONALITIES OF TOTAL REWARD STRATEGY 
As a burgeoning reward-package pattern, researchers have given various subsets of total reward strategy, although in general this modern management methodology can be divided into material and immaterial components. 
Fernandes (1998) outlined the principal elements of total reward which include basic salary, variable pay, pension benefits, death-in-service benefits, long-term disability benefits, private medical insurance, vacation entitlement, company car schemes, share schemes, mortgage subsidies etc. Gottesman et al, (2000) made an analysis of total reward components which refer to individual growth, compelling future, total pay and positive workplaces. They hold that people work for more than just pay, they are also looking for an organization which has a powerful vision of where it is going and how it plans to get there, and they want to get individual growth in acquiring skills that prepare them to add value to the business. Thus, combinations of base pay, variable pay, recognition and celebration and benefits are essential to providing a complete total reward package (Gottesman et al, 2000; Lyons and Ben-Ora, 2002) indicate that total reward strategy is the best foundation of pay for performance. They define total reward strategy to include following: base salary, variable pay (containing short-term incentives and long-term incentives), other compensation, perquisites, benefits and performance management. Moreover, a total strategy may also include training, career development, coaching and other employee-related policies
2.1.5
MANAGEMENT ROLE OF TOTAL REWARD STRATEGY 
The performances of the staff in an organization adopting total reward strategy become of more statistical generalization, which attracts an increasing number of companies. Introducing total reward strategy probably improves not only employees’ work efficiencies, job satisfaction and job performances but their psychological contract and organizational citizenship behaviors. Because of this effective management method, organizations have more channels to acquaint with employees’ work life and other needs; in other way round, the personnel can keep positive attitude towards the organizations, might being less stressful or fairly treated or some else. 
Ittner and Larcker (1995) found that among less extensive users of formal quality improvement practices, greater reliance on non-traditional information and reward systems is associated with higher performance. Organizations that focus on developing an integrated rewards program that helps to improve accountability, flexibility, attraction, and retention excellence; is well communicated; and provides technology tools can add significant shareholder value. What’s more, the development of a total rewards program in support of the global rewards philosophy warrants a strategic approach (White, 2005). 
Total Reward is also an important aspect to be considered when some decision processes happen in an organization. As Total Reward is put forward on the basis of total compensation which has been using in a large number of companies these years, therefore the researches on total compensation and some other reward theories also provide the development of total reward with potent backgrounds. Total compensation could have an effect on attendance if, as in efficiency wage theories, directors who are paid more attend more meetings because they care more about keeping their jobs (Adams & Ferreira, 2008). The relationship between total compensation (not including meeting fees) and attendance problems is negative, but not always statistically significant (Jensen & Murphy, 1990; Adams & Ferreira, 2008). Elements of recognition and reward can be as important as structure in achieving the desired synergism that accompanies cross-functional cooperation (Horn, 2012). 
2.1.6
COMPONENTS OF A REWARD PACKAGE
A reward system consists of financial rewards (fixed and variable pay) and employee benefits, which together comprise total remuneration. The system also incorporates non-financial rewards (recognition, praise, achievement, responsibility and personal growth) and, in many cases, performance management processes. The combination of financial rewards, employee benefits and non-financial compensation comprises the total reward system.  According to world at work (2006) there are six elements that forms components of reward package.  They are:
Compensation: Pay provided by an employer to its employees for services rendered (i.e., time, effort, skill). This includes both fixed and variable pay tied to performance levels.

Benefits: Programs an employer uses to supplement the cash compensation employees receive. These health, income protection, savings and retirement programs provide security for employees and their families.
Work-Life Effectiveness: A specific set of organizational practices, policies and programs, plus a philosophy that actively supports efforts to help employees achieve success at both work and home.

Recognition: Either formal or informal programs that acknowledge or give special attention to employee actions, efforts, behavior or performance and support business strategy by reinforcing behaviors (e.g., extraordinary accomplishments) that contribute to organizational success.

Performance management: The alignment of organizational, team and individual efforts toward the achievement of business goals and organizational success. Performance management includes establishing expectations, skill demonstration, assessment, feedback and continuous improvement.

Talent development: Provides the opportunity and tools for employees to advance their skills and competencies in both their short- and long-term careers.

As WorldatWork points out, it is the work-related components of total rewards that are the least developed. In most organizations ‘They are often a hodgepodge of programmes cobbled together over time’ (Perrin, 1999).
As set out by WorldatWork (2000), the benefits of a total rewards approach are:
Increased flexibility – rewards can be tailored to particular challenges and circumstances

Recruitment and retention – employees can be presented with the ‘total value’ of the employment package

Reduced costs – many aspects of work experience represent low cost solutions although cost savings should not be the main aim of total rewards

Heightened visibility in a tight labour market – offering what employees value helps organisations to attract critical talent

Enhanced profitability – direct links can be forged between employee motivation and product/service quality.

2.1.7
OBJECTIVE OF A REWARD SYSTEM
The main objective is to ‘drive desired behaviours in the workforce’ (WorldatWork, 2000). Rewards programmes integrate the various ways in which people can be rewarded for their contribution, covering both financial and non-financial rewards. The approach is holistic reliance is not placed on one or two reward mechanisms operating in isolation. The conceptual basis of total rewards is that of configuration or ‘bundling’, so that different reward processes are inter-related, complementary and mutually reinforcing. Total reward strategies are vertically integrated with business strategies, but they are also horizontally integrated with other HR strategies to achieve internal consistency. For O’Neal (1998), a total reward strategy is critical to addressing the issues created by recruitment and retention. 
According to Centre for Effective Organization (CEO) research on reward systems suggest that potentially they can influence six factors which in turn impact organization effectiveness. 
Attraction and Retention - Research on job choice, career choice and turnover clearly shows that the kind and level of rewards an organization offers influences who is attracted to work for an organization and who will continue to work for it (see Lawler, 1973; Mobley, 1982). Overall, those organizations which give the most rewards tend to attract and retain the most people (Gerhart and Milkovich, 1992). This seems to occur because high reward levels lead to high satisfaction, which in turn leads to lower turnover. Apparently this is true because individuals who are presently satisfied with their jobs expect to continue to be satisfied and, as a result, want to stay with the same organization. 
Motivation of Performance - When certain specifiable conditions exist, reward systems have been demonstrated to motivate performance (Gerhart and Milkovich, 1992; Lawler, 1990; Lawler 1971; Vroom 1964). Important rewards must be perceived to be tied in a timely fashion to effective performance. Organizations get the kind of behaviour that leads to the rewards their employees’ value. This occurs because people have their own needs and mental maps of what the world is like. They use these maps to choose those behaviours that lead to outcomes that satisfy their needs. Therefore, they are inherently neither motivated nor unmotivated to perform effectively; performance motivation depends on the situation, how it is perceived, and the needs of people.
Skills and Knowledge - Just as pay systems can motivate performance they can motivate learning and development. The same motivational principles apply. Individuals are motivated to learn those changes which are rewarded. As will be discussed later, a relatively new approach to pay, skill based pay, has been developed to capitalize on just this point. It allows organizations to strategically target the learning its wants employees to engage in. This is in contrast to many job based systems which indirectly do this by tying increased pay and perquisites to obtaining higher level jobs. 
Culture - Reward systems are one feature of organizations that contribute to their overall culture. Depending upon how reward systems are developed, administered, and managed, they can cause the culture of an organization to vary quite widely. For example, they can influence the degree to which it is seen as a human resources oriented culture, an entrepreneurial culture, an innovative culture, a competence based culture, a fair culture, and a participative culture. 
Reward systems have the ability to shape culture precisely because of their important 
influence on communication, motivation, satisfaction, and membership. The behaviours they cause to occur become the dominant patterns of behaviour in the organization and lead to perceptions and beliefs about what an organization stands for, believes in, and values.
Perhaps the most obvious tie in between pay system practice and culture concerns the practice of performance-based pay. The absence/presence of this policy can have a dramatic impact on the culture of an organization because it so clearly communicates to organization members what the norms are in the organization about performance. Many other features of the reward systems also influence culture. For example, having relatively high pay levels can produce a culture in which people feel they are an elite group working for a top-flight company. Finally, having employees participate in pay decisions can produce a participative culture in which employees are generally involved in business decisions and as a result are committed to the organization and its success. 
Reinforce and Define Structure - The reward system of an organization can reinforce and define the organization's structure (Lawler, 1990). Often this impact of a reward system is not fully considered in the design of reward systems. As a result, their impact on the structure of an organization is unintentional. This does not mean, however, that the impact of the reward system on structure is usually minimal. It can have a strong impact of how integrated the organization is and how differentiated it is (Lawrence and Lorsch, 1967). When people are rewarded the same way it tends to unite them, when they are treated differently it can divide them. In addition, it can help define the status hierarchy, and it can strongly influence the kind of decision structure which exists. As will be discussed later, the key features here seem to be the degree to which the reward system is hierarchical and the degree to which is allocates rewards on the basis of movements up the hierarchy.

Cost - Reward systems are often a significant cost factor. Indeed, pay alone may represent over 50% of an organizations operating costs. Thus, it is important in strategically designing the reward system to focus on how high these costs should be and how they will vary as a function of the organization's ability to pay. For example, a reasonable outcome of well-designed pay system might be an increase costs when the organization has the money to spend and a decrease costs when the organization does not have the money. An additional objective might be to have lower overall reward system costs than business competitors.
2.1.8
REWARDS SYSTEMS AND ORGANIZATIONAL CHANGE
In many major organizational changes, it is difficult to change all the systems in an organization simultaneously. Typically, one or one set of changes leads to another set of changes. Reward systems change may either be a lead change or a lag change in the overall change process. (Armstrong, 2010)
2.1.8.1
REWARD AS A LEAD 
There are a number of examples of pay being a lead change. Perhaps the most frequently discussed of these is the use of the Scanlon plan or some other forms of gain sharing to improve plant productivity (Moore and Ross, 1978; Lawler, 1981). In these situations, the initial change effort is focused on the development and installation of a gain sharing plan that pays bonuses based on improvements in productivity (Graham-Moore and Ross, 1983). In the case of the Scanlon Plan emphasis is also placed on building participative problem solving groups into the organization but the clear emphasis is on the gain sharing formula and the financial benefits of improved productivity. The participate management structure is put in for the purpose of supporting and making possible productivity improvement which in turn will result in gains to be shared. Not surprisingly, once gain sharing starts and inhibitors to productivity are identified, the result is other changes. Typical of these are improvements in the organizations structure, the design of jobs and work, and training programs. Often these are dealt with rather swiftly and effectively because the gain sharing plan itself provides a strong motivation to deal with them.
2.1.8.2
REWARD AS A LAG 
In the majority of major organization change efforts pay ends up as a lag factor. This certainly is true in most change efforts that involve movement toward participative management. The initial thrust often is on team building, job redesign, quality circles, or some other area. It is only after these other practices have been put in place for a while that the organization tends to deal with the reward system changes which are needed to support these new practices. Often, there is surprise that these other important changes lead to a need for revision in the reward system. The connectedness nature of organizations makes it almost inevitable that when major changes are made in an organization's strategic direction or management style and practices, changes will also have to be made in the reward system.
2.1.9
AIMS OF EMPLOYEE REWARDS
2.1.9.1
ORGANIZATION’S REQUIREMENT
A reward system expresses what an organization values and is prepared to pay for. It is governed by the need to reward the right things in order to convey the right message about what is important in terms of expected behaviours and outcomes. O’Neal (1994).  The basic philosophy is that people should be rewarded for the value they create. As O’Neal (1994) points out: ‘Pay is a function of the work system it supports. Pay systems will need to support the development of intellectual capital, universal use of information technology, strategic alliances, continuous learning, and employee populations that come and go.’
2.1.9.2
OVERALL AIM
The overall aim of employee reward is to support the attainment of the organization’s strategic and shorter-term objectives by helping to ensure that it has the skilled, competent, committed and well-motivated workforce it needs. This means providing for the continuing improvement of individual, team and therefore organizational performance, and taking steps that contribute to the creation of added value and the achievement of competitive advantage Lawler (1990). It has been emphasized by Schuster and Zingheim (1992) that ‘People are the principal variable in organizational success. Pay programmes should aim to accomplish the following organizational objectives:
To make excellent performance financially worthwhile
To communicate to satisfactory performers, the importance of acceptable and better performance
To communicate to less-than-satisfactory performers the need to improve.
Total reward strategy is a holistic approach aligning with business strategy and people strategy; it encompasses everything employees value in their employment relationship like compensation, benefits, development and the work environment (Kaplan, 2007). This newly coming management approach acts according to the circumstance, helps with costing savings, brings about maximum return on the rewards strategy adoption, and builds up employment brand, all of which are likely to contribute to both short-term and long-term goals of an organization. 

2.2
THEORETICAL FRAMEWORK
Royals Fast Food low’s need hierarchy theory (1943), supposed to be a motivation basis has been used to interpret the entire spectrum of human behaviour. Royals Fast Food low proposed that motivation is a function of five basic needs-physiological, safety, love, esteem and self-actualization-which are arranged in the predictable stair-step fashion and he explained that a person’s physiological needs must be firstly met followed by safety needs, and so on up the need hierarchy (Kreitner & Kinicki, 2007). When designing total reward strategy, employees’ multifarious needs must be well considered, Royals Fast Food low’s points will help the organization reach its expectation. 
Alderfer’s ERG theory assumes that people have three types of needs: existence, relatedness and growth, and it is partly based on some of Royals Fast Food low’s thinking. These three categories are also arranged orderly, being from existence needs to relatedness needs and then to growth needs from lowest-level to highest level. Unlike Royals Fast Food low’ ideas, ERG theory demonstrates that a higher-level need can be a motivator even if a lower-level need is not fully satisfied, and needs at more than one level can be motivators at any time (Kreitner, Kinicki, & Buelens, 2002). Total reward strategy also follows Alderfer’s thought, and the different components might be used in the meantime, which depends on the organizations’ goals and strategies.
The two-factor theory put forward by Herzberg (1966) divides job-related factors into hygiene factors and motivators. Hygiene factors are those led by work but not involve work itself while motivators are those carry out relevant work-related behaviours, and motivation will not be significant unless both of the two kinds of factors are present. For instance, sometimes several elements of total reward strategy must be synchronously provided by organizations to meet the employees’ needs so as to produce motivation bringing back more behalf. 
Focused on the ways in which workers decide which specific behaviours to perform and how much effort to exert, Expectancy Theory predicts one’s level of motivation depends on the attractiveness of the rewards sought and the probability of obtaining those rewards (Bormann et al, 1999).  If employees perceive that they may get valued rewards from the organization, they tend to put greater effort into work. Expectancy Theory includes three dimensions, say, expectancy, instrumentality and valence, the level of all of which must be high if desired behaviours are looked forward to in employees’ work. The position of Expectancy Theory in total reward strategy can be inferred from (Bohlander & Snell, 2004) showing the relationship between pay-for performance and the expectancy theory of motivation. 
It’s certain that the staff want their needs satisfied, however, they also would like to be treated fairly by the organization. Adams’ Equity Theory concentrates on the concept of fairness in the workplace. Employees are probable to compare the inputs they devote to the work with the outputs they receive from the organization. The equity theory of motivation assumes a balance of employee inputs and outputs as compared to others (Maasanah, 2014). Once they feel they get less outputs than inputs, which means there isn’t a balance, employees are tend to be unsatisfied and not motivated. Thus, when total reward strategy is brought to bear it must assure the employees realize the justice of the corporation, for example the procedural justice of performance management.
2.2.1
ABRAHAM MASLOW THEORY OF HUMAN MOTIVATION
Abraham Maslow (1954) attempted to synthesize a large body of research related to human motivation. Before his theory, researchers did their research work by looking at factors such as biology, achievement and power separately and how they influence motivation.  
The hierarchical theory was divided into two main forms namely; deficiency and growth needs. According to Maslow, each needs should be fulfilled before moving to the next one. The deficiency needs entails meeting each needs before progressing to the next one and if there no longer needs for a need, the individual will remove the deficiency. 
This theory is among the most famous theories of employee motivation. It is true the theory was introduced in the middle of the 1940s and 50s. But, the role of the theory within the area of motivation has gain a lot of worldwide attention especially its need based matching concepts.   And as a result of its popularization by Douglas McGregor (1960, 1967), the model became widely discussed and used not only by organizational psychologists but also by managers. Maslow further included two main forms of human motives to his theory which are growth and deprivation needs. According to him, growth needs points out the actual potentials inhibited within a person whiles the derivative needs looks at the how to maintain the essence of life. 
Within the domain of derivative needs, it is a developmental phase. They are five main tenets; physiological needs which explains the human body automatic response to normal functioning for instance hunger or thirst. Safety needs, and this includes safety and security, freedom from threat, the need for predictability. Love needs and these needs can be called social needs as well. Examples are affection. Esteem needs which are self-respect, status, recognition, attention and appreciation. Lastly, self-actualization which entails the full realization of one’s potential. Maslow sees this as: ‘what humans can be, they must be’, or ‘becoming everything that one is capable of becoming. Self- actualization needs are not necessarily a creative urge, and may take many forms, which vary, widely from one individual to another. The normal person is characterized by spontaneity, creativeness and appreciation of others. People who fail to achieve self-actualization, he says, tend to be hostile and disastrous. Maslow conceived a human being developing the five groups of needs, in sequence, from one to five.
The presence of excessive nagging due to rampant redundancies by employees makes worker’s feel that the order and security within his work environment is broken. This will encourage him or her to lose interest in the policies and vision of the organization which exist to enable him or her achieve his or her needs. 
If he or she is not able to see an easy, straightforward way to satisfy these needs, he is liable to behave irrationally, obstructing or sabotaging the work of the firm or organization, breaking work agreements and going on strike. Maslow’s hierarchy of needs is widely accepted as a convenient simple analysis of human motivation and which can assist us, therefore, to understand why men behave the way they do in given situation and to anticipate how they will behave in future situations.
Based on Maslow’s theory, once lower level needs have been satisfied (say at the physiological and safety levels) giving more of the same does not provide motivation. Individuals advance up the hierarchy as each lover-level need becomes satisfied. In view of this, management especially human resource managers should focus their attention on love special needs that sought maximum satisfaction. 
No withstanding, there inherent problems associated with Maslow theory such as, not many people necessary fulfill their wants more importantly at the higher level of human needs. These people might satisfy these needs through other ways of life and not necessary work situation. Difference between people makes people lay emphasis on their values with the same needs. Let’s take a good look at an example, people might want what they might see as the comparative safety of working in a bureaucratic organization to a more highly paid and higher status position, but with less job security, in a different organization.
Some rewards or outcomes at work satisfy more than one need. Higher salary or promotion, for example, can be applied to all levels of the hierarchy. Even for people within the same level of the hierarchy, the motivating factors will not be the same. There are many different ways in which people may seek satisfaction of, for example, their esteem needs.  Maslow viewed satisfaction as the main motivational outcome of behavior. But job satisfaction does not necessarily lead to improved work performance. Hall and Nougaim (2000) undertook an examination of Maslow’s need hierarch theory in an organizational setting. This was a longitudinal study, over a five-year period, of 49 young managers in the American Telephone and Telegraph Company. The top four levels of Maslow’s hierarchy were used, with physiological needs excluded. An attempt was made to test the developmental change aspect of Maslow’s theory. Researchers conducted lengthy interviews, each year, with the managers. Part of the study involved an analysis, for each, of a comparison between the satisfaction score for one need with the strength score of the next higher level need.  Independent coders undertook the comparison.
Although a positive relationship was found between need strength and need satisfaction, there was only a low statistical significance. Hall and Nougham (2000) suggest the results indicate needs changed more because of developing career concern than the strength of need satisfaction. This study appears to provide only very limited support for the developmental theory of Maslow. Lawler and Suttle undertook a somewhat similar study on 187 managers in two organizations. They used different samples and somewhat different methods of analysis from Hall and Nougham.  But, again, although some positive relationship of Maslow’s theory was found, there were few findings of statistical significance.
Maslow’s theory is difficult to test empirically and has been subject to various interpretations by different writers. Reviews of the need hierarchy model suggest little clear or consistent support for the theory and raise doubts about the validity of the classification of basic human needs. However, it is important to stress that Maslow himself recognizes the limitations of his theory and did not imply that it should command widespread, empirical support. He suggested only that the theory should be considered as a framework for future research and points out: ‘it is easier to perceive and to criticize the aspects in motivation theory than to remedy them.’ Although Maslow did not originally intend that the need hierarchy should necessarily be applied to the work situation, it still remains popular as a theory of motivation at work. 
Despite criticisms and doubts about its limitations, the theory has had a significant impact on management approaches to motivation and the design of organizations to meet individual needs. It is a convenient framework for viewing the different needs and expectations that people have, where they are in the hierarchy, and the different motivators that might be applied to people at different levels.  The work of Maslow has drawn attention to a number of different motivators and stimulated study and research.  The need hierarchy model provides a useful base for the evaluation of motivation at work.
2.2.2
FREDRICK HERZBERG THEORY OF MOTIVATION
Frederick Herzberg (1923) had close links with Maslow and believed in a two-factor theory of motivation. He argued that there were certain factors that a business could introduce that would directly motivate employees to work harder (Motivators). However, there were also factors that would de-motivate an employee if not present but would not in themselves actually motivate employees to work harder (Hygiene factors)
Motivators are more concerned with the actual job itself. For instance, how interesting the work is and how much opportunity it gives for extra responsibility, recognition and promotion. Hygiene factors are factors which ‘surround the job’ rather than the job itself. For example, a worker will only turn up to work if a business has provided a reasonable level of pay and safe working conditions but these factors will not make him work harder at his job once he is there. Importantly Herzberg viewed pay as a hygiene factor which is in direct contrast to Taylor who viewed pay, and piece-rate in particular
Herzberg believed that businesses should motivate employees by adopting a democratic approach to management and by improving the nature and content of the actual job through certain methods. Some of the methods managers could use to achieve this are:
Job enlargement – workers being given a greater variety of tasks to perform (not necessarily more challenging) which should make the work more interesting.
 Job enrichment -  involves workers being given a wider range of more complex, interesting and challenging tasks surrounding a complete unit of work. This should give a greater sense of achievement. Empowerment means delegating more power to employees to make their own decisions over areas of their working life.
2.2.3
McCLELLAND’S NEED THEORY
Another well-known need-based theory of motivation, as opposed to hierarchy of needs of satisfaction-dissatisfaction, is the theory developed by McClelland and his associates’. McClelland developed his theory based on Henry Murray’s developed long list of motives and manifest needs used in his early studies of personality. McClelland’s need-theory is closely associated with learning theory, because he believed that needs are learned or acquired by the kinds of events people experienced in their environment and culture. He found that people who acquire a particular need behave differently from those who do not have. His theory focuses on Murray’s three needs; achievement, power and affiliation. In the literature, these three needs are abbreviated “n Ach”, “n Pow”, and “n Aff” respectively’.
They are defined as follows:
Need for Achievement:
This is the drive to excel, to achieve in relation to a set of standard, and to strive to succeed. In other words, need for achievement is a behaviour directed toward competition with a standard of excellence. McClelland found that people with a high need for achievement perform better than those with a moderate or low need for achievement, and noted regional / national differences in achievement motivation.
Through his research, McClelland identified the following three characteristics of high-need achievers:
1. 
High-need achievers have a strong desire to assume personal responsibility for 
performing a task for finding a solution to a problem.
2. 
High-need achievers tend to set moderately difficult goals and take calculated 
risks.
3. 
High-need achievers have a strong desire for performance feedback.

Need for Power:
The need for power is concerned with making an impact on others, the desire to influence others, the urge to change people, and the desire to make a difference in life. People with a high need for power are people who like to be in control of people and events. This results in ultimate satisfaction to man.
People who have a high need for power are characterized by:
1. A desire to influence and direct somebody else.
2. A desire to exercise control over others.
3. A concern for maintaining leader-follower relations.
Need for Affiliation:
The need for affiliation is defined as a desire to establish and maintain friendly and warm relations with other people’. The need for affiliation, in many ways, is similar to Maslow’s social needs.
The people with high need for affiliation have these characteristics:
1. They have a strong desire for acceptance and approval from others.
2. They tend to conform to the wishes of those people whose friendship and companionship they value.
3. They value the feelings of others.
2.2.4
McGREGOR’S PARTICIPATION THEORY

Douglas McGregor formulated two distinct views of human being based on participation of workers. The first basically negative, labeled Theory X, and the other basically positive, labeled Theory Y.
Theory X is based on the following assumptions:
1. People are by nature indolent. That is, they like to work as little as possible.
2. People lack ambition, dislike responsibility, and prefer to be directed by others.
3. People are inherently self-centered and indifferent to organizational needs and goals.
4. People are generally gullible and not very sharp and bright.
On the contrary, Theory Y assumes that:
1. People are not by nature passive or resistant to organizational goals.
2. They want to assume responsibility.
3. They want their organization to succeed.
4. People are capable of directing their own behavior.
5. They have need for achievement.
What McGregor tried to dramatize through his theory X and Y is to outline the extremes to draw the fencing within which the organizational man is usually seen to behave. The fact remains that no organizational man would actually belong either to theory X or theory Y. In reality, he/she shares the traits of both. What actually happens is that man swings from one set or properties to the other with changes in his mood and motives in changing environment.
2.2.5
URWICK’S THEORY Z

Much after the propositions of theories X and Y by McGregor, the three theorists Urwick, Rangnekar, and Ouchi-propounded the third theory labeled as Z theory.
The two propositions in Urwicks’s theory are that:
(i) 
Each individual should know the organizational goals precisely and the amount of 
contribution through his efforts towards these goals.
(ii) 
Each individual should also know that the relation of organizational goals is going 
to satisfy his/her needs positively.
In Urwick’s view, the above two make people ready to behave positively to accomplish both organizational and individual goals.
However, Ouchi’s Theory Z has attracted the lot of attention of management practitioners as well as researchers. It must be noted that Z does not stand for anything, is merely the last alphabet in the English Language.
Theory Z is based on the following four postulates:
1. Strong bond between organization and employees
2. Employee participation and involvement
3. No formal organization structure
4. Human resource development
Ouchi’s Theory Z represents the adoption of Japanese management practices (group decision making, social cohesion, job security, holistic concern for employees, etc.) by the American companies. In India, Maruti-Suzuki, Hero-Honda, etc., apply the postulates of theory Z.
.
2.3
EMPIRICAL REVIEW
Numerous studies have empirically examined whether reward management are solutions to Organizational problems and some of these studies find evidence of motivation gains, but the results of these studies must be scrutinized carefully. The studies of Cabral et al., (2002), Carletti et al., (2002) and Szapary (2001) provided the foundation for a research on the linkage between reward management and organizational's performance. Evidence as provided by De-Nicolo (2003) and Caprion (1999) suggested that motivation in the financial system could impact positively on the efficiency of most organizations. Overall, some of these studies provide mixed evidence and many fail to show a clear relationship between motivation and performance. Samuel (2010) in a study of recent management sector reforms and economic growth in Nigeria using ordinary least square regression techniques, established that interest rate margins, parallel market premiums, total management sector credit to the private sector, inflation rate, size of management sector capital and cash reserve ratios account for a very high proportion of the variation in economic growth in Nigeria. This shows that there is a strong and positive relationship between economic growth and Organizational objective in Nigeria.    Okpanachi (2011) concluded that his result showed an enhanced Employee's performance leading to improved operational efficiency of the Organization. Adegbagu and Olokoyo (2008) used descriptive research design (Mean and Standard Deviation) and t-test and test of equality mean analytical techniques to study the effect of motivation on the organizational’s objective. The study found out that the means of bank profitability ratios such as the Yield on Earning Asset (YEA), Return on Equity (ROE) and Return on Assets (ROA) were significant. This means that there is statistical indifference between the mean of the pre and post 2004 bank recapitalization. Somoye (2008) examined the performance of government induced banks consolidation and macro-economic performance in Nigeria in a post consolidation period. He found out that banks consolidation may not necessarily be a sufficient tool for financial system stability and sustainable development. The study posits that consolidation program have not improved the overall performance of the banking industry significantly and contributed little to the growth of the real sector for sustainable development. 
CHAPTER THREE
METHODOLOGY
3.1
INTRODUCTION
Otokiti (2010) posits that the hallmark of research is data collection hence the process of collecting such data becomes imperative. This chapter relates the entire methods; philosophy; approach; design; process, plan and strategy the researcher used of collecting data for analysis. The tools and technique that were used in sampling determination and selection; analyzing the data as well as ethical considerations are all covered in this chapter.
3.2
RESEARCH DESIGN 
The study was a descriptive research set out to ascertain the impact of reward systems on employee’s performance at ROYALS FAST FOOD. According to Pilot and Hurgler (1995), descriptive survey aims predominantly at observing, describing and documenting aspects of a situation as it naturally occurs rather than explaining them. The design has an advantage of producing good amount of responses from a wide range of people. At the same time, it provides a more accurate picture of events at a point in time. Gay (1992) opined that, descriptive design describes and provides understanding of a phenomenon usually with simple descriptive statistics. Gay (1992) further explained that, the descriptive survey method is useful for investigating a variety of social problems including assessment of attitudes, opinions, demographic information, conditions and procedures; and that descriptive data are usually collected through questionnaire, interview or observation.
3.3
POPULATION OF THE STUDY 
In the opinion of Agyedu, Donkor and Obeng (1999), population of a study refers to a complete set of individuals (subjects), objects or events having common observable characteristics in which the researcher is interested. They further stressed that; population constitutes the target of a study and must be clearly defined and identified.
The target population for the study was the Line Managers, Supervisors, Sectional Heads and mechanics of ROYALS FAST FOOD. The target population on a whole was 60
3.4
SAMPLE SIZE AND SAMPLING TECHNIQUES
To study the target population or the whole population to arrive at generalizations would be impracticable, for reasons such as a change in the characteristics of the population to be measured, cost, time space and the reliability of the measurements. It is noted that, analyses are best when conducted on samples that are still fresh (Sarantakos, 2005). Therefore, sampling was used to select a portion of the population to represent the entire population. He emphasizes the need for a researcher to select a sample from which he wishes to seek information, using appropriate sampling techniques. 
The methods/techniques selected for the study was based on both probability and non-probability sampling. The two main methods that were employed in selecting sample from the population were purposive and simple random sampling techniques. 
Purposive non-random sampling technique was used in selecting 20 out of the 60 due to the fact that, the prospective respondents have requisite information about the issues involved in the study. 
Simple random sampling technique was employed in selecting 40 out of the total of 60 employees, including the Line Managers, Supervisors, Sectional Heads, and Staff of the organization.
3.5
METHODS OF DATA COLLECTION 
In the light of this, the study gathered data from primary and secondary sources using varied techniques.
3.5.1
PRIMARY DATA 
Primary data was collected with the aid of questionnaires and verbal interviews. Various interrogation techniques were used to elicit primary data from interviewees. Questions that were used in the research included closed and open-ended questions. The open-ended questions were intended to give respondents the latitude of freedom to express their views in an unconstrained manner. The closed ended questions were intended to restrict respondents’ answers; this provided an objective based for comparative analysis. 
To make analysis easier, the closed ended questions were provided with alternatives and clear instructions to interviewees. Some were also designed in a five-point Likert scale requiring respondents to rank or indicate their level of agreement or disagreement with the statement.
The questionnaires were of two kinds. One set was targeted at management. This was very critical to enable the researcher gather management’s opinion on the relationship between performance and reward systems. The second set of questionnaires was directed at employees, to give the researcher staffs’ perspective on matters related to rewards and performance. To complement the questionnaire, the researcher held informal discussions with workers and employees of the company to know the various reward packages in place and basis upon which it was reviewed.
3.5.2
SECONDARY DATA 
Secondary data are information or data already collected by other researchers or institutions, usually for different purposes (Bethell et al., 2008). Secondary data enable the researcher to place the study in the context of existing knowledge as well as broadens the researcher’s understanding to the research topic (Bethell et al., 2008). Secondary data sources were financial statements, collective bargaining agreements, Junior staff conditions of service, newspapers and manuals on the subject matter which gave the researcher information about the performance of ROYALS FAST FOOD. The internet as well as other relevant publications was also consulted.
3.6
INSTRUMENT OF DATE COLLECTION 
The research design determines the method of data collection and analysis. The instrument used were questionnaires and interviews (face to face interactions). 
The researcher distributed the questionnaires in person, after obtaining permission from top management, in one week to all respondents. Respondents were entreated to give candid and honest responses to every item on the questionnaires. Face-to-face interaction provided the platform for the researcher to clarify any possible ambiguity and also created the opportunity to interact with the people. 
After this, the collected data was analyzed using the proposed data analysis methods and the findings and recommendations were made. 
3.7
METHODS OF DATA COLLECTION
There are two main sources of data collection, these are: primary and secondary data. And as for this research, the researcher used both sources of data to generate information. Primary Sources are obtained mainly with the research instruments (questionnaire and survey methods) first-hand accounts of an event, a life, a moment in time. They are in their original form (diaries, letters, photos, etc.) usually without explanation or interpretation.
While Secondary sources are often written sometime after an event happened by people who were not present when the event occurred. Secondary sources are based on a variety of other sources and can include books, journal articles, textbooks, and reference sources. The two major sources of data collections are primary and secondary data. But the researcher made use of primary data. These are first-hand information that will be refined for the purpose of this project. This study will make use of questionnaire as a major source of primary data.

Questionnaire was administered to one hundred and forty-five (145) respondents. Journals, books, conference materials/articles were sourced from Kwara State University library. Vital information was also gathered through the internet
CHAPTER FOUR

DATA PRESENTATION, ANALYSIS AND INTERPRETATION 

4.1
INTRODUCTION

This section focuses on the presentation, analysis and interpretation of the data gathered. The data obtained for the study is presented in tables, analyzed and interpreted using frequencies and simple percentages. The bio data of the respondents was first dealt with after which the main focus of the study was treated.

The Statistical Package for Social Science (SPSS) package was used to analyze frequencies and testing the hypotheses. 

4.2
PRESENTATION OF DATA


A total number of 145 questionnaires were distributed. A total of 100 copies were returned and analyzed.

	Questionnaire
	Respondents
	Percentage (%)

	Returned and useful
	96
	96

	Not Returned
	4
	4

	Total
	100
	100


4.3
DATA ANALYSIS AND INTERPRETATION

The questionnaire was divided into two parts;

Part A: This contained respondents’ Demographic data

Part B: This forms the focus of respondent’s assessment for evaluation.
· ANALYSIS OF DEMOGRAPHIC DATA

TABLE 4.3.1 Gender

	
	Frequency
	Percent

	
	MALE
	53
	54.1

	
	FEMALE
	45
	45.9

	
	Total
	98
	100.0


The table above shows the gender ratio of Malete indigenes. 54.1% are male and 45.9% are female.

TABLE 4.3.2 Age

	
	Frequency
	Percent

	
	20-30
	39
	39.8

	
	31-40
	47
	48.0

	
	41-50
	12
	12.2

	
	Total
	98
	100.0


Source: Field Survey, 2025
The table above shows the age distribution of Malete indigenes. 39.8% are 20-30 years, 48.0% are 31-40 years, and 12.2% are 41-50 years.

TABLE 4.3.3 Marital status
	
	Frequency
	Percent

	
	SINGLE
	29
	29.6

	
	MARRIED
	55
	56.1

	
	DIVORCED
	3
	3.1

	
	SEPARATED
	11
	11.2

	
	Total
	98
	100.0


Source: Field Survey, 2025
The table above shows the marital status of Malete indigenes.29.6 % are single, 56.1% are married, 3.1% are divorced and 11.2% are separated.

TABLE 4.3.4Educational qualification
	
	Frequency
	Percent

	
	PRIMARY
	76
	77.6

	
	SSCE
	22
	22.4

	
	Total
	98
	100.0


Source: Field Survey, 2025
The table above shows the educational qualification of Malete indigenes. 77.6% have primary school certificate, 22.4% have SSCE qualification

TABLE 4.3.5 There is enormous effect of base pay on royal fast food’s profitability.
	
	Frequency
	Percent

	
	STRONGLY DISAGREE
	2
	2.0

	
	DISAGREE
	6
	6.1

	
	AGREE
	66
	67.3

	
	STRONGLY AGREE
	24
	24.5

	
	Total
	98
	100.0


Source: Field Survey, 2025
The above table shows the responses of respondent on if there is enormous effect of base pay on royal fast food’s profitability. From the responses given by the respondents, 2.0% strongly disagree, 6.1% disagree, 67.3% agree and 24.5% strongly agree.
	TABLE 4.3.6 Royal fast food’s base pay has earned a stability over the years.


	
	Frequency
	Percent

	
	STRONGLY DISAGREE
	2
	2.0

	
	DISAGREE
	10
	10.2

	
	UNDECIDED
	8
	8.2

	
	AGREE
	50
	51.0

	
	STRONGLY AGREE
	28
	28.6

	
	Total
	98
	100.0


Source: Field Survey, 2025
The above table shows the responses of respondent on if royal fast food’s base pay has earned stability over the years. From the responses given by the respondents, 2.0% strongly disagree, 10.2% disagree, 8.2% undecided, 51.0% agree and 28.6% strongly agree

TABLE 4.3.7 Reward management have reduced uncertainty in Royal fast food through adequate motivation.
	
	Frequency
	Percent

	
	STRONGLY DISAGREE
	6
	6.1

	
	DISAGREE
	18
	18.4

	
	UNDECIDED
	2
	2.0

	
	AGREE
	46
	46.9

	
	STRONGLY AGREE
	26
	26.5

	
	Total
	98
	100.0


Source: Field Survey, 2025
The above table shows the responses of respondent on if reward management have reduced uncertainty in Royal fast food through adequate motivation. From the responses given by the respondents, 2.0% strongly disagree, 6.9% disagree, 19.8% undecided, 42.6% agree and 28.7% strongly agree.

TABLE 4.3.8 Royal fast food’s reward management have built its reputation through sustainable base pay.
	
	Frequency
	Percent

	
	STRONGLY DISAGREE
	8
	8.2

	
	DISAGREE
	10
	10.2

	
	AGREE
	60
	61.2

	
	STRONGLY AGREE
	20
	20.4

	
	Total
	98
	100.0


Source: Field Survey, 2025
The above table shows the responses of respondent on if royal fast food’s reward management have built its reputation through sustainable base pay. From the responses given by the respondents, 8.2% strongly disagree, 10.2% disagree, 61.2% agree and 20.4% strongly agree.

TABLE 4.3.9 The influence of contingent pay on profitability in Royal fast food cannot be overwhelmed.
	
	Frequency
	Percent

	
	STRONGLY DISAGREE
	10
	10.2

	
	DISAGREE
	14
	14.3

	
	UNDECIDED
	2
	2.0

	
	AGREE
	52
	53.1

	
	STRONGLY AGREE
	20
	20.4

	
	Total
	98
	100.0



Source: Field Survey, 2025
The above table shows the responses of respondent on if the influence of contingent pay on profitability in Royal fast food cannot be overwhelmed. From the responses given by the respondents, 10.2% strongly disagree, 14.3% disagree, 2.0% undecided, 53.1% agree and 20.4% strongly agree.

TABLE 4.3.10 Through contingent pay, Royal fast food’s performance has been influenced over time
	
	Frequency
	Percent

	Valid
	STRONGLY DISAGREE
	12
	12.2

	
	DISAGREE
	26
	26.5

	
	UNDECIDED
	20
	20.4

	
	AGREE
	24
	24.5

	
	STRONGLY AGREE
	16
	16.3

	
	Total
	98
	100.0


Source: Field Survey, 2025
The above table shows the responses of respondent on if through contingent pay, Royal fast food’s performance has been influenced over time. From the responses given by the respondents, 12.2% strongly disagree, 26.5% disagree, 20.4% undecided, 24.5% agree and 16.3% strongly agree.

	TABLE 4.3.11 Contingent pay existence has helped influence the mindset of kwarans about Royal fast foods over time.


	
	Frequency
	Percent

	
	STRONGLY DISAGREE
	14
	14.3

	
	DISAGREE
	12
	12.2

	
	UNDECIDED
	14
	14.3

	
	AGREE
	40
	40.8

	
	STRONGLY AGREE
	18
	18.4

	
	Total
	98
	100.0


Source: Field Survey, 2025
The above table shows the responses of respondent on if Contingent pay existence has helped influence the mindset of kwarans about Royal fast foods over time. From the responses given by the respondents, 14.3% strongly disagree, 12.2% disagree, 14.3% undecided, 40.8% agree and 18.4% strongly agree

	TABLE 4.3.12 Contingent pay have distinct Royal fast foods among other competitors in Nigeria.


	
	Frequency
	Percent

	
	STRONGLY DISAGREE
	14
	14.3

	
	DISAGREE
	18
	18.4

	
	UNDECIDED
	6
	6.1

	
	AGREE
	40
	40.8

	
	STRONGLY AGREE
	20
	20.4

	
	Total
	98
	100.0


Source: Field Survey, 2025
The above table shows the responses of respondent on if contingent pay has distinct Royal fast foods among other competitors in Nigeria. From the responses given by the respondents, 14.3% strongly disagree, 18.4% disagree, 6.1% undecided, 40.8% agree and 20.4% strongly agree

TABLE 4.3.13 Profitability of royal fast foods are based on reward management of the employees.
	
	Frequency
	Percent

	
	STRONGLY DISAGREE
	8
	8.2

	
	DISAGREE
	6
	6.1

	
	AGREE
	70
	71.4

	
	STRONGLY AGREE
	14
	14.3

	
	Total
	98
	100.0


Source: Field Survey, 2025
The above table shows the responses of respondent on if Profitability of royal fast foods are based on reward management of the employees. From the responses given by the respondents, 8.2% strongly disagree, 6.1% disagree, 71.4% agree and 14.3% strongly agree.

TABLE 4.3.14 Profitability is a pre-requisite to existence of royal fast foods to ensure effectiveness. 
	
	Frequency
	Percent

	
	STRONGLY DISAGREE
	10
	10.2

	
	DISAGREE
	12
	12.2

	
	UNDECIDED
	20
	20.4

	
	AGREE
	36
	36.7

	
	STRONGLY AGREE
	20
	20.4

	
	Total
	98
	100.0



Source: Field Survey, 2025
The above table shows the responses of respondent on if Profitability is a pre-requisite to existence of royal fast foods to ensure effectiveness. From the responses given by the respondents, 10.2% strongly disagree, 12.2% disagree, 20.4% undecided, 36.7% agree and 20.4% strongly agree

	TABLE 4.3.15 Through profitability, its operations has been sustained


	
	Frequency
	Percent

	
	STRONGLY DISAGREE
	16
	16.3

	
	DISAGREE
	6
	6.1

	
	UNDECIDED
	28
	28.6

	
	AGREE
	26
	26.5

	
	STRONGLY AGREE
	22
	22.4

	
	Total
	98
	100.0


Source: Field Survey, 2025
The above table shows the responses of respondent on if through profitability, its operations has been sustained. From the responses given by the respondents, 16.3% strongly disagree, 6.1% disagree, 28.6% undecided, 26.5% agree and 22.4% strongly agree

	TABLE 4.3.16 You are aware of our profitability in the state through effective reward management.


	
	Frequency
	Percent

	
	STRONGLY DISAGREE
	2
	2.0

	
	DISAGREE
	14
	14.3

	
	UNDECIDED
	32
	32.7

	
	AGREE
	34
	34.7

	
	STRONGLY AGREE
	16
	16.3

	
	Total
	98
	100.0


Source: Field Survey, 2025
The above table shows the responses of respondent on if You are aware of our profitability in the state through effective reward management. From the responses given by the respondents, 2.0% strongly disagree, 14.3% disagree, 32.7% undecided, 34.7% agree and 16.3% strongly agree

TABLE 4.3.17 since the existence of its Reward management, royal fast foods are aware of its efficiency.
	
	Frequency
	Percent

	
	STRONGLY DISAGREE
	6
	6.1

	
	DISAGREE
	22
	22.4

	
	UNDECIDED
	20
	20.4

	
	AGREE
	32
	32.7

	
	STRONGLY AGREE
	18
	18.4

	
	Total
	98
	100.0


Source: Field Survey, 2025
The above table shows the responses of respondent on if Royal fast foods have executed projects that has helped improved market share to ensure efficiency. From the responses given by the respondents, 6.1% strongly disagree, 22.4% disagree, 20.4% undecided, 32.7% agree and 18.4% strongly agree

TABLE 4.3.18 Royal fast foods have executed projects that have helped improved market share to ensure efficiency.
	
	Frequency
	Percent

	
	STRONGLY DISAGREE
	4
	4.1

	
	DISAGREE
	14
	14.3

	
	UNDECIDED
	6
	6.1

	
	AGREE
	56
	57.1

	
	STRONGLY AGREE
	18
	18.4

	
	Total
	98
	100.0


 Source: Field Survey, 2025
The above table shows the responses of respondent on if Royal fast foods have executed projects that has helped improved market share to ensure efficiency. From the responses given by the respondents, 4.1% strongly disagree, 14.3% disagree, 6.1% undecided, 57.1% agree and 18.4% strongly agree

TABLE 4.3.19 Royal fast foods sustainability has been through its secured and impressed efficiency level.
	
	Frequency
	Percent

	
	STRONGLY DISAGREE
	4
	4.1

	
	DISAGREE
	13
	13.3

	
	UNDECIDED
	6
	6.1

	
	AGREE
	56
	57.1

	
	STRONGLY AGREE
	18
	18.4

	
	Total
	97
	99.0

	Missing
	System
	1
	1.0

	Total
	98
	100.0


Source: Field Survey, 2025
The above table shows the responses of respondent on if Royal fast foods sustainability has been through its secured and impressed efficiency level. From the responses given by the respondents, 4.1% strongly disagree, 13.3% disagree, 6.1% undecided, 57.1% agree and 18.4% strongly agree.
4.4
TEST OF HYPOTHESIS

Re-statement of hypothesis

H01: Base pay does not have a significant effect on organization effectiveness.

H02: Contingent pay does not have a significant effect on profitability of Royals fast food.

H03: There is no significance relationship between employee recognition and efficiency in Royals fast food.

H04: Employee benefit does not enhance Growth

Hypothesis one
H01: Base pay does not have a significant effect on organization effectiveness

	Model Summary

	 Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.576a
	.332
	.325
	1.96691


	a. Predictors: (Constant), BASE PAY


	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	
	Regression
	184.439
	1
	184.439
	47.674
	.000b

	
	Residual
	371.398
	96
	3.869
	
	

	
	Total
	555.837
	97
	
	
	


	a. Dependent Variable: ORGANISATION EFFECTIVENESS

	b. Predictors: (Constant), BASE PAY


	Interpretation of Results and Decision

The result from the model summary table above shows Base pay does not have a significant effect on organization effectiveness to be 33.2% (R square 0.332). The Anova table shows the Fcal as 47.674 at 0.001 level of significance. This implies that base pay has no significant impact on organisation effectiveness.



	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	6.149
	1.160
	
	5.301
	.000

	
	BASE PAY
	 .560
	.081
	.576
	6.905
	.000


	a. Dependent Variable: ORGANISATION EFFECTIVENESS


The coefficient table above shows a simple model that expresses base pay do not affect organization effectiveness. The model shows the constant and B which is the value of coefficient. Values from the table above shows that for every 100% increase in organization effectiveness, base pay do not contribute 56.0%. Thus, we reject the null hypothesis and embrace the alternate hypothesis

Hypothesis two
H02: Contingent pay does not have a significant effect on profitability of Royals fast food.

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.181a
	.033
	.023
	1.93981


	a. Predictors: (Constant), CONTINGENT PAY


	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	
	Regression
	12.156
	1
	12.156
	3.231
	.075b

	
	Residual
	357.473
	95
	3.763
	
	

	
	Total
	369.629
	96
	
	
	


	a. Dependent Variable: PROFITABILITY

	b. Predictors: (Constant), CONTINGENT PAY


Interpretation of Results and Decision

The result from the model summary table above shows that Contingent pay does not have a significant effect on profitability of Royals fast food to be 3.3% (R square 0.033). The ANOVA table shows the Fcal as 3.231 at 0.001 level of significance. This implies that Contingent pay does not have a significant effect on profitability of Royals fast food
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	11.912
	1.144
	
	10.410
	.000

	
	CONTINGENT PAY
	.144
	.080
	.181
	1.797
	.075


	a. Dependent Variable: PROFITABILITY


The coefficient table above shows a simple model that expresses Contingent pay does not have a significant effect on profitability of Royals fast food. The model shows the constant and B which is the value of coefficient. Values from the table above shows that for every 100% increase in profitability, contingent pay contributed 72.8%. Thus, we reject the null hypothesis and embrace the alternate hypothesis.

Hypothesis three
H03: There is no significance relationship between employee recognition and efficiency in Royals fast food

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.513a
	.263
	.256
	2.06519


	a. Predictors: (Constant), EMPLOYEE RECOGNITION


	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	
	Regression
	146.394
	1
	146.394
	34.324
	.000b

	
	Residual
	409.443
	96
	4.265
	
	

	
	Total
	555.837
	97
	
	
	


	a. Dependent Variable: EFFICIENCY

	b. Predictors: (Constant), EMPLOYEE RECOGNITION




Interpretation of Results and Decision

The result from the model summary table above shows There is no significance relationship between employee recognition and efficiency in Royals fast food to be 26.3% (R square 0.263). The ANOVA table shows the Fcal as 34.324 at 0.001 level of significance. This implies that There is no significance relationship between employee recognition and efficiency in Royals fast food

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	7.357
	1.160
	
	6.344
	.000

	
	EMPLOYEE RECOGNITION
	.481
	.082
	.513
	5.859
	.000


	a. Dependent Variable: EFFICIENCY




The coefficient table above shows a simple model that expresses There is no significance relationship between employee recognition and efficiency in Royals fast food. The model shows the constant and B which is the value of coefficient. Values from the table above shows that for every 100% increase in efficiency, employee recognition contributed 48.1%. Thus, we reject the null hypothesis and embrace the alternate hypothesis.

Hypothesis four
H04: Employee benefit does not enhance Growth
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.536a
	.287
	.280
	1.66542


	a. Predictors: (Constant), EMPLOYEE BENEFIT


	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	
	Regression
	106.135
	1
	106.135
	38.266
	.000b

	
	Residual
	263.493
	95
	2.774
	
	

	
	Total
	369.629
	96
	
	
	


	a. Dependent Variable: GROWTH

	b. Predictors: (Constant), EMPLOYEE BENEFIT


Interpretation of Results and Decision

The result from the model summary table above shows the Employee benefit does not enhance Growth to be 28.7% (R square 0.287). The ANOVA table shows the Fcal as 38.266 at 0.001 level of significance. This implies that Employee benefit does not enhance Growth
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	
	(Constant)
	8.216
	.940
	
	8.738
	.000

	
	EMPLOYEE BENEFIT
	.413
	.067
	.536
	6.186
	.000


a. Dependent Variable: GROWTH


	


The coefficient table above shows a simple model that expresses Employee benefit does not enhance Growth. The model shows the constant and B which is the value of coefficient. Values from the table above shows that for every 100% increase in growth, employee benefit contributed 72.8%. Thus, we reject the null hypothesis and embrace the alternate hypothesis
4.5 DISCUSSION OF RESULTS
This study examines the effect of reward management on organizational performance of royal fast foods. The X construct is reward management in which four variables were incorporated to demystify the concept of reward management which includes base pay, contingent pay, employee benefit and employee recognition while Y construct is organizational performance which also consists of four variables which include efficiency, effectiveness, profitability and growth. The study tries to know whether Royal fast foods performs its reward management adequately and how its activity has marginalized its performance positively. The findings however show a linear relationship between variables used to measure the constructs after the postulation of four hypotheses which invariably declares that reward management plays an important role in promoting organizational performance, also from information gathered through questionnaires distributed within the indigenes of Malete community. It was detected that reward management does enrich the organizational performance.

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 INTRODUCTION
This chapter of this research work gives an overview of the research work from chapter one to four. This chapter also examines the theoretical and empirical findings as discovered by the researcher, the conclusion of the research work and recommendations by the researcher. The purpose of this study is to examine the effect of reward management on organizational performance of royal fast foods. Four hypotheses were formulated in the course of the research which was tested using correlation and regression analysis.

5.2 SUMMARY OF FINDING
This research work started with chapter one the introductory part discussing the background of understanding on the term reward management practices, followed by the research problems, objectives, questions, hypotheses and the operationalization of the two constructs for explanation and measurement mechanism. Under reward management practices, variables are Base pay and contingent pay, while for organizational performance, the variables are Profitability and Efficiency.

Followed by chapter two which comprises the conceptual framework, theoretical framework, empirical framework and the gap in literatures. The conceptual framework discussed the variables relevant to the study. The chapter three expressed the methodology that was adopted to obtain data which is the hallmark of research. Chapter four analyzed the data gathered from the field work applying due statistical tools and the results were duly interpreted.

5.2
CONCLUSION 

Reward management practice is a vital element that every organization that wants to stay afloat industry changes and competition must adopt. There is a significant growth in the adoption of reward management practice to accomplish a good organizational performance in different sectors and industries. Research shows that reward management practice has brought benefits to the organization and has boost its image in the mind of its stakeholders. Organizations hence are advised to give back to its local communities within which it operates as this will make that organization responsible in the mind of its respective stakeholders and this will increase its productivity which ill in turn increase the profitability of such organization.

5.3
RECOMMENDATIONS

Based on the findings of the study, the following recommendation can be summarized thus:
Organizations should know its relevant stakeholders (which can either be external, such as consumers, investors and suppliers, or internal, such as workers and managers within the corporation), their stakeholders’ expectation and how these expectations can be met through effective and efficient reward management
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SECTION A: BIO DATA
Sex:                                       male (   ) female (    )

Marital status:                      single (   ) married (   )

Age:                                          20-30 (  )   31-40 (  )   41-50 (  ) 51- above (  )

Level of Education:                  primary (   )   secondary (  )   others (  )

Management level:                 Lower (  )     middle (  )    Senior.  (  )

Experience:.                             0-5 years ( ) 5-10 years ( ) 10 - Above (  )

SECTION B: please tick the boxes as appropriate for each question.
	S/N
	 Base pay


	SA
	A
	U
	SD
	D

	1.
	There is enormous effect of Base pay on royal’s fast food's profitability.
	
	
	
	
	

	2.
	Royal’s fast food's base pay has earned stability over the Years.
	
	
	
	
	

	3.
	Reward management has reduced uncertainty in Royal fast food through Adequate motivation.
	
	
	
	
	

	4.
	Royal fast food's reward management has built its reputation through sustainable base pay.
	
	
	
	
	

	
	
	
	
	
	
	


	S/N
	Contingent pay
	SA
	A
	U
	SD
	D

	1.
	The influence of contingent pay on profitability in Royal fast food cannot be overwhelmed.

	
	
	
	
	

	2.
	Through contingent pay, Royal fast food's performance have  been influenced  over time
	
	
	
	
	

	3.
	Contingent pay existence has helped influence the mindset of kwarans about Royal fast foods over time 
	
	
	
	
	

	4.
	Contingent pay has distinct Royal fast foods among other competitors in Nigeria.
	
	
	
	
	


	S/N
	Profitability
	SA
	A
	U
	SD
	D

	1.
	Profitability of Royal fast foods are based on reward management of the employees.
	
	
	
	
	

	2.
	Profitability is a pre requisite to existence of Royal fast foods to ensure effectiveness.

	
	
	
	
	

	3.
	Through profitability, its operations has been sustained
	
	
	
	
	

	4.
	You are aware of our profitability in the state through effective reward management.
	
	
	
	
	


	S/N
	Efficiency
	SA
	A
	U
	SD
	D

	1.
	Since the existence of its Reward management, Royal fast foods are aware of their Efficiency. 
	
	
	
	
	

	2.
	Royal fast foods have executed projects that have helped improved market share to ensure Efficiency.
	
	
	
	
	

	3.
	Royal fast foods sustainability has been through its secured and impressed Efficiency level.
	
	
	
	
	

	4.
	Performance of Royal fast foods has been improved Through reward management which has increased Efficiency.
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