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The way in which organisations recognise and reward staff has been changing for some time. Add COVID-19 into the mix and this 

process is really accelerating. But how do organisations develop a rewards system that truly recognises staff? Mark Lawrence spoke 

to Mark Glinwood to find out.  

COVID-19 has changed the perceptions of many toward the value of roles. None more so than in so-called “low skilled” workers 

now being quite rightly recognised for their hard work and branded “key workers”. 

But this is also occurring across industries, with many more customer facing employees now being recognised as key staff.  

Mark Glinwood, one of the founders of Distinctive People, says changes to the rewards system must follow. 

“There is going to be a greater movement toward organisations recognising outcomes driven by teams, as opposed to those heavily 

influenced by individuals.  

“The whole Reward spectrum over the years goes through cycles. One of the areas that hasn’t featured highly up to now is around 

how we reward teams or collaboration – which will mean organisations will ask the question about who has most impact in terms 

of the business plan goals. 

“The answer in many sectors will be team-based outcomes driven very much by the customer-facing parts of the business. 

Therefore, we need to focus more about how we incentivise, reward and make attractive our employment offer for these 

colleagues.” 

For Mark, this brings with it a host of benefits for organisations. 

“The engagement from colleagues will be greatly enhanced. If engagement is increased, that will reflect in the quality of services 

they offer.  

“It will also make organisations more attractive to a reducing pool of talent and, particularly in the social sectors, it will mean a 

much stronger connection to their customer base.” 

This engagement links with another key theme that Mark is interested in: “self-managed teams”.  

He says this concept changes the nature of the traditional middle manager. 

“In the limited weeks we have been going through COVID-19,” Mark explains, “the role of middle managers has almost been 

usurped by the fact people are working remotely, in isolation, but still as part of a team. 
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“In the limited weeks we have been going through COVID-19,” Mark explains, “the role of middle managers has almost been 

usurped by the fact people are working remotely, in isolation, but still as part of a team.  

“That is not to say the role of the middle manager doesn’t have a place in the organisation of the future - but that place is different.  

“Instead of directing and overseeing day to day activities of team members, it is more about coaching, liberating and creating an 

atmosphere where the skills of that team can naturally flourish.” 

Mark uses an example of an organisation he has been working with, where productivity during April and May has risen.  

“That might be around people’s sense of adversity in the current climate, but it might also be that they don’t have the same subtle 

or overt controls being exercised on them by the middle management tier.  

“Those managers have also been more liberated in looking at what resources are needed to get things done and what blockages are 

being encountered.” 

He is keen to stress that if organisations are looking to retain this way of working, they need to ensure there is change in the way 

they reward. 

“The things we rewarded in the past are not necessarily the things we need to reward in the future,” he says. 

“If we reposition the rewards toward behavioural outcomes and reshaping roles and responsibilities in organisations, we have a 

better chance of achieving more efficiency, more customer focused outcomes and will be unleashing talent at a customer facing 

level that, in some instances, has previously been contained.” 

So, if there are organisations reading and wanting to shake up their rewards system, how would they go about doing it?  

Mark would urge the leadership team to be clear about what they want to be achieve and how staff play a role in that. 

From here, it is important not to “repeat the mistakes of many organisations”. 

He adds: “The next step is taking more time and co-creating an approach with teams across the business. 
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“Through that process, there is a chance of being able to break out of being quite a narrow mindset that many organisations have 

applied around pay, benefits and equality.” 

Mark says another important aspect is flexibility – which some organisations are already grappling with. 

Here, there are some important questions to tackle: “How do we give flexibility but still be fair? How do we give flexibility where 

the outcome of that flexibility might be different for different workers? What impact does that have in terms of compliance? How 

does that fit into the whole pay equality agenda?  

“While these are not easy conversations to grapple with, they can be over complicated as well.” 

But Mark believes organisations can simplify these headaches. 

“Organisations need to think that flexibility means people will want different things,” he says.  

“So let’s create a range whereby flexibility can be accessed and make sure that range doesn’t inadvertently have a disproportionate 

benefit or disbenefit to parts of the workforce.  

“That might mean certain people value money more than they do benefits, where other individuals value autonomy and the ability 

to influence more than they do the benefits system. 

“A big lesson on that for me was working with an executive team on how they developed a series of innovative and exciting 

benefits.  

“They were very proud of themselves for introducing free gym membership but when they introduced it to the workforce, it was 

the worst idea for many people.  

“Reward is only of value, if someone values it. So how do we get that sense of what is valued in our organisation in a way that is 

compatible with equality, is affordable and also gives some element of choice?” 

And when it boils down to it, that sums up what is important about reward and recognition. It must be a co-created system that 

ensures that warm words translate into meaningful and valued actions. 
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