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COMPENSATION

Holding 

STEADY
CAUTION IS HAVING  
AN IMPACT ON  
EXECUTIVE PAY

Canadian manufacturers, you 
are a careful lot. Annual 
outlook and compensation 

surveys show you to be optimis-
tic much of the time, but your 
confidence is tempered with 
caution; and it turns out, with 
good reason.

Last year was supposed to rep-
resent a manufacturing revival as 
the US economy finally sputtered 
back to life, with the lower-value 
loonie backing the promise of in-
creased non-commodity exports. 
And all of this in spite of oil and 
gas companies putting the breaks 
on investments as they cope with 
too-low prices. Yet the boost has 
failed to materialize and manu-
facturers continue to hold back 
on investments in plants and 
technology. Meanwhile, Canada’s 
economic performance limps 
along with recalculated projected 
growth in the vicinity of the low 
end of a per cent (National Bank 
of Canada’s latest is 1.2% for this 
year, 1.7% in 2017).

Nonetheless, business was 
pretty good last year for many 

manufacturers, although they are 
for the most part being careful 
with executive compensation, 
according to the results of the 
latest national salary bench-
mark survey conducted by the 
Excellence in Manufacturing 
Consortium (EMC), a not-for-
profit organization based in 
Owen Sound, Ont., and PLANT 
magazine, an Annex Business 
Media publication.

The survey gathered a total of 
1,032 responses from executives 
and senior managers (686 an-
swering all of the compensation 
questions) in a sector dominat-
ed by small and medium-sized 
enterprises (87.2%) who shared 
personal information about sala-
ries and bonuses, and how their 
businesses are faring. 

Each year’s respondent sample 
is different so results don’t 
always align with the previous 
year’s group, for a variety of 
reasons, but the results do pro-
vide a general measure that will 
give you an idea how your pay 
compares.

The 2016 EMC-PLANT salary survey  
shows executive compensation continues  
to rise but a more circumspect pace.

BY JOE TERRETT, EDITOR
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This year’s sample shows aver-
age remuneration across manu-
facturing (all categories com-
bined) will rise 1.9% to $113,285, 
compared to 1.6% in 2015 when 
the inflation rate was 1.6%. 

What does our average manu-
facturing leader look like? Mostly 
male (83%), between 46 and 65 
years of age (almost 72%); and 
three-quarters of them have man-
agement roles rather than own-

ership or partnership positions. 
The typical manufacturer has 
been in the business 23 years, 15 
of those at his/her current com-

pany and 10 in the same job.
Almost two-thirds of respon-

dents (64%) report no change to 

their employment situation, but 
19% say more responsibilities 
have been added to the work-
load because of reduced staff, 

which is consistent with previ-
ous surveys. Most (39%) have a 
university degree that for 64.7% is 

a bachelor of arts and they pull a 
47.3-hour workweek.

As was the case with last year’s 
sample, respondents are a little 
less optimistic about earning 
higher revenues this year (55% 
over 2015 revenues compared to 
57% over 2014), but 59% intend 
to invest in new production 
equipment and processes over 
the next five years, 51% say they 
will hire new employees and 38% 

REVENUE
$1M to <$5M 18.7%
$5M to <$10M 15.2%
$10M to <$30M 24%
$30M to <$50M 12.3%
$50M to <$100M 9%
$100M to <$250M 6.8%
$250M to <$500M 3.5%
$500M to <$1B 4.1%
$1B plus 6.2%

657 respondents

AGE
Under 25 0.6%
26-35 5.5%
36-45 18.3%
46-55 39%
56-65 32.6%
Over 65 4%

694 respondents

EMPLOYEES
Less than 50 36.5%
50-249 39.9%
250-499 10.8%
500-999 4.8%
1,000-4,999 4.8%
5,000 or more 3.2%

687 respondents

YT/NT/NU 
$90,000 

<1%*

AB 
$121,916 

9%

BC 
$120,119  

8%

SK 
$84,200 

1%*

MB 
$99,915 

3%

ON 
$119,510 

51%

QC 
$102,556 

13%

NL 
$105,000 

1%*

PEI 
$316,000 

<1%*

NS 
$106,610 

3%
NB 

$122,081 
4%

Respondents  
who are SMEs87%

Those working full-time  
in manufacturing91%

Companies that  
are not unionized71%

Demographics
Location, 
average salary, 
% of replies

113,285
National average$
686 respondents

Holding 

STEADY

IN ONTARIO, CAP AND TRADE OFFERS ANOTHER  
POTENTIALLY HUGE COST OF DOING BUSINESS…

* Small sample. View responses of 2% or less with caution.
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say they will add new lines of 
business.

Manufacturers continue to 
have concerns. Cost control 
tops the list again for 51%, while 
42% identified skills issues, both 
leading the list since the salary 
survey began six years ago. 

Technology upgrades (31.9%) and 
capacity utilization (27%) follow.

Chief among cost concerns in 
Ontario, where most of Canada’s 
manufacturers operate, is the 
price of electricity.

“Energy costs are huge. You 
start talking about that and the 
whole room starts to shuffle,” 
says Al Diggins, president and 
general manager of EMC, which 

represents manufacturers from 
across Canada. 

Indeed, the global adjustment, 
tacked on to a manufacturer’s 
monthly bill (to cover price 
and market rate differences, 
plus conservation and demand 
management programs) was, at 

$60 per megawatt hour (MWh), 
six times higher than a decade 
ago, says a 2014 Fraser Institute 
report. The rate has since jumped 
to more than $107 per MWh (as 
of May for Class B users). 

“Companies are being cau-
tious about what they’re doing 
because of where costs are, and 
there’s a bit of uncertainty,” says 
Scott McNeil-Smith, EMC’s di-

rector of strategic planning 
and communications, and 
president of the Canadian 
Manufacturing Network. 
“All business owners are 
potentially facing a new 
pension plan forced on them 
either by the government 
of Canada or the province 
of Ontario with changes to 
the CPP, and a proposed 
Ontario pension plan.”

In Ontario, cap and trade 
offers another potentially 
huge cost of doing business, 
he adds. “Not knowing 
where that’s going to end up 
is something that’s playing 
on people’s minds.”

So it’s not surprising cau-
tion is tempering executive 
pay. The 2016 sample is all 
over the place with a few 
titles not too far ahead of 
the inflation rate, some in the 
neighbourhood and others look-
ing at decreases.

CEOs and presidents continue 
to score at the higher end (5.1%) 

after a 12.9% advance last year, 
but owners and partners report 
a 3.3% decrease. This follows 
a 14.7% increase last year. 
Vice-presidents took a hit, down 
4.8% compared to a 5.8% increase 

Salary Comparisons
    % 
 2016 2015  2014 replies
Aerospace product, parts  $123,000   $120,477   $107,800  2%
Beverage and tobacco product  $95,750   $89,750   $74,500  <1%
Chemical  $122,952   $113,444   $106,264  4%
Clothing manufacturing  $67,000   $66,286   $63,500  1%
Computer, electronic product  $86,647   $84,161   $78,796  2%
Durable goods  $120,643   $124,314   $112,229 1%
Electrical equipment, appliance, component  $113,615   $107,288   $102,071 5%
Environmental  $89,636   $89,830   $84,983  2%
Fabricated metal product  $114,849   $111,580   $119,648  14%
Food manufacturing  $108,158   $103,723   $97,306  8%
Furniture, related product  $91,846   $79,374   $73,626  2%
Leather, allied product  $65,000   $60,000   $90,000  <1%
Life sciences  $141,394   $132,639   $160,457  2%
Machinery  $116,631   $113,060   $109,626 5%
Miscellaneous manufacturing  $116,322   $121,821   $119,003 10%
Motor vehicle  $108,429   $103,429   $101,943 1%
Motor vehicle body, trailer  $130,333   $120,000   $116,667 <1%
Motor vehicle parts  $176,959   $150,807   $125,644 4%
Non-durable goods industries  $158,600   $245,950   $232,550 <1%
Non-metallic mineral product  $118,571   $114,143   $233,571 1%
Paper manufacturing  $132,981   $127,703   $123,331 2%
Petroleum and coal product  $120,250   $120,167   $111,583 2%
Plastics and rubber products  $117,299   $114,295   $119,022 10%
Primary metal  $110,167   $108,507   $101,193 2%
Printing, related support  $94,361   $90,699   $91,341 5%
Railroad rolling stock  $73,000   $71,000   $71,000 <1%
Ship and boat building  $69,890   $64,890   $59,890 1%
Textile product mills  $129,833   $122,667   $117,833 1%
Transportation equipment  $108,630   $104,490   $99,150 1%
Wood product  $124,651   $124,112   $123,429 6%
Did not answer              6%

Industry     
686 respondents

    Hours/ 
 2016  2015 2014 week
CEO/President $242,375  $230,653  $204,231  49
Vice-president $170,306  $178,894  $169,020  50
Owner/Partner $147,682  $152,736  $133,132 51
Director $145,221  $138,897  $128,509  48
Plant manager $119,835  $115,376  $111,159  49
Plant engineering $103,389  $102,163  $144,741  47
Materials manager $100,889  $98,778  $92,222  43
Maintenance manager  $99,057  $98,635  $95,738  48
Design engineering $98,964  $93,873  $90,939  45
Production/Operations manager $93,133  $90,740  $103,604  48
Purchasing/Supply manager $88,733  $86,128  $82,449  44
Administrative management $86,755  $83,822  $87,559  46
Logistics manager $81,138  $78,775  $73,888  45
Safety manager $80,611  $77,186  $71,180  45
Technician/Technologist  $77,839  $77,121  $76,457  44
Quality assurance manager $76,639  $75,228  $85,544  44

Job title     
686 respondents

Bonuses and incentives in 2016
686 respondents

9% 

 20+%
 $245,737

5% 

 16%-20%
 $143,021

8% 

 11%-15%
 $135,789

13% 

  6%-10%
  $116,543

10% 

 4%-5%
 $102,351

9% 

1%-3%
$90,453

40% 

0
$89,840

COMPENSATION

COMPANIES HAVE TO BALANCE THE RISING  
COST OF BENEFITS WITH THE NEED TO ATTRACT  
AND RETAIN KEY PEOPLE…

$122,333

$85,854

$118,556

$84,761

$119,072

$79,252

replies 79%replies 16%

Gender
686 respondents
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last year, while plant managers 
will get a 3.9% raise compared to 
the 3.8% they received in 2015. 
Directors are expecting 4.6% fol-
lowing an 8.1% increase in 2015. 

Design engineers are looking at 
5.4% this year while safety man-
agers are anticipating 4.4% and 
administrative management 3.5%. 

Purchasing/supply managers 
follow at 3%, logistics managers 
at 2.9%, production operations 
managers at 2.6% and materials 
managers at 2.1%. On the low end 
are quality assurance managers 
(1.9%), plant engineers (1.2%), 
and technicians/technologists 
(0.9%). 

Most salaries based on industry 
show increases, durable and 
non-durable goods registered 

decreases (although the samples 
for each were very low) and 
several were virtually unchanged, 
including: environmental; and 
petroleum/coal products; wood 
products and clothing manufac-
turing. Transportation equipment 
jumped an impressive 14.8%.

What’s driving compensation? 

On street level, the number two 
concern: skills. Companies need 
to attract the right people, who 
are hard to find, and there is 
plenty of competition out there 
for their services. 

“A lot of companies are 
training the people they’ve got,” 
Diggins says. “The key thing 
is finding the right skill sets in 
management so they are building 
those skills because they want to 

hang on to those people.”
Compensation is central to 

hiring and retaining people, but 
it’s not just about the money. 
Companies have to balance the 
rising cost of benefits and the 
application of incentives with 
the need to attract and retain key 
people.

Balancing benefits 
“We’re seeing big changes in 
benefits, a lot centring on certain 
prescription drugs, such as cata-
strophic and [certain] anti-inflam-
matory drugs that cost tens of 
thousands of dollars a year; we’re 
seeing restrictions and some cost 
sharing,” says Diggins, who notes 
benefits is one area that has tak-
en a hit in recent years as costs 
go up for employers.

But there’s new thinking 
centring on balancing costs with 
what people want; and he says 
that’s pushing benefit providers 
and companies to offer more 
types of benefits.

McNeil-Smith is heading up 
EMC’s MFG GPS project, which 
is developing a comprehensive 
database that combines industry 
market capabilities and needs 
with data from colleges and 
universities to provide ongoing, 
real-time labour market informa-
tion (www.emccanada.org). The 
data from that project is showing 
variations in benefits and incen-
tives such as training, wellness 

programs, life insurance, paid 
sick leave, other employee 
supports (such as scholarships) 
employee assistance programs 
and flex benefits.

Hays Canada, a global recruit-
ment specialist based in Toronto, 
sees the price of benefits going 
up as companies seek people 
with rare skill sets. 

Many companies are also 
increasing the proportion of 
what the cover for positions that 
are supervisory and higher, says 
Rowan O’Grady, president of 
Hays Canada. “The idea of the 
80/20 split that was the standard 
a few years ago, is less common 
now. It’s quite normal to see 
100% coverage of benefits in the 
manufacturing industry.”

In more cases, benefits start on 
day one, skipping the usual pro-
bationary period. Other benefits 
of note are starting with three 
weeks vacation and some kind of 
RSP match. 

O’Grady says bonuses used to 
be at the discretion of managers, 
now it’s common for them to be 
more structured and based on 
results and output such as KPIs.

Hays did a survey and found 
the benefit with the greatest 
impact is vacation – the one 
thing that would entice people 
to take less salary. “If companies 
are thinking about what they 
could do that would increase 
the likelihood of attracting and 

    % 
 2016 2015  2014 replies
$1M to just less than $5M $81,904   $81,883   $89,665  17%
$5M to just less than $10M $107,711   $104,899   $99,455  14%
$10M to just less than $30M $125,714   $116,745   $108,788  22%
$30M to just less than $50M $127,441   $121,986   $116,001 11% 
$50M to just less than $100M $133,073   $128,850   $120,707  8%
$100M to just less than $250M $120,603   $132,286   $150,768  6%
$250M to just less than $500M $125,490   $114,393   $133,257  3%
$500M to just less than $1B $152,246   $143,924   $132,016  4%
$1B plus  $147,330  $148,695   $163,135  6%

Company revenue 
686 respondents

    % 
 2016 2015  2014 replies
Under 25 $55,400  $49,625  $44,625  1%
26-35 $73,731  $69,370  $66,097  5%
36-45 $101,066  $98,959  $91,889  18%
46-55 $118,793  $117,916  $126,142  38%
56-65  $130,137  $123,492  $116,660  31%
Over 65 $105,643  $100,767  $97,400  3%

Age 
686 respondents

    % 
 2016 2015  2014 replies
1 to 5 $88,977   $80,412   $74,069  6%
6 to 10  $96,247   $103,083   $90,388 9% 
11 to 19  $93,986   $91,714   $87,505 19% 
20 to 29  $120,074   $120,530   $116,322  29%
30+  $134,338   $129,200   $133,886  35%

Years of experience
686  espondents

BONUSES USED TO BE AT THE DISCRETION  
OF MANAGERS, NOW IT’S COMMON FOR THEM  
TO BE MORE STRUCTURED… 

PRIORITY DISCONNECT
The 2016 Hays Salary Guide survey confirmed a disconnect exists between 
what surveyed companies offer and what current staff and potential 
candidates consider to be important. 

Here are some findings:
•  Career progression is the number one employee expectation and 29% 

will leave a company that doesn’t support their goals. 
•  77% of Canadian employers have moderate to extreme difficulty 

recruiting talent.
•  61% of employers have moderate to extreme difficulty holding onto staff.
•  While half of employers recognize the importance of career development 

goals to their employees, they choose instead to focus on salary, 
company culture and benefit packages.

•  42% of employers feel that the skills shortage has resulted in 
productivity issues.

•  49% of employers find social media to be an effective tool for recruiting 
staff.

PLANT_JulyAug16_AMS.indd   15 2016-07-29   7:58 AM
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• Most important skills / • More training needed
697 respondents

Management/supervisory

Industry specific technical skills

Financial (budgeting, accounting)

Analysis

Communication

Negotiation skills

Sales skills

Interpersonal/problem solving

Planning (forecasting, demand)

Technical skills (software, programming)

Project management

Productivity/continuous improvement

50%

39%

37%

36%

35%

33%

31%

30%

27%

26%

25%

19%

19%

20%

27%

13%

16%

19%

13%

16%

18%

24%

21%

24%

51%

11%

42%

10%

22%

4%

12%

14%

27%

9%

19%

31%

10%

22%

25%

8%

18%

12%

Most significant issues
834 respondents

Cost control

Skills shortage

Technology upgrade

Capacity utilization

Reorganization

Forecasting

Resource/asset management

Supplier relationship management

Risk management

IT issues

Financing for working capital

Global market expansion

Financing for capital acquisitions

Overseas sourcing

Outsourcing

Environment/CSR

Transportation

Other

Management Issues

keeping people, vacation would 
trump almost anything else,” 
O’Grady says.

Fifty-four per cent of those 
responding to the EMC-PLANT 
survey reported a portion of their 
pay made up of bonuses and in-
centives with those showing the 
highest percentage (20% or more) 
earning $245,737. 

Forty-six per cent report perks 
or extras such as profit sharing 
(44%), a vehicle of some kind 
(31%), other enticements (29%), 
access to private health care 
(14%), stock options (10%) and 
club memberships (8%).

In this year’s sample, owners, 
senior executives, plant manag-
ers and materials managers top 
the $100,000 a year. CEOs and 
presidents are the highest earn-
ers averaging $242,375, followed 
by vice-presidents ($170,306), 
directors ($145,221), owners/
partners ($147,682), plant man-
agers ($119,835), plant engineers 
($103,389) and materials man-
agers ($100,889). Maintenance 
managers came up a bit short 
at $99,057, followed by design 

engineers ($98,964).
At the low end are technicians/

technologists (close to $78,000) 
and quality managers (close to 
$77,000). 

Predictably, it’s the top ex-

ecutives and senior plant floor 
leaders putting in the most time. 
Owners and partners register the 
longest hours at 51 per week, 
followed by vice-presidents (50), 
CEOs and presidents (49) and 
directors (48). Plant managers 
register an average 49 hours with 
plant production/operations man-
agers following at 48 hours.

Most (66% who say it’s very 
important) put work-life ahead of 
all other desired work conditions 
but just ahead of compensation 
(62%) and job security (57%).

Aside from those that have a 
management role only in their 
companies, 9% have a con-

trolling ownership stake, 4% 
are equal partners and 7% are 
minority owners. 

In addition to those with a 
university degree, 27% have a 
college diploma, 19% a trade or 

technical diploma, 12% a high 
school education or less and 4% 
a CEGEP. Higher education pays 
the best. University grads score 
the highest wage rate at $134,798, 
21% ahead of the next best-paid 
group, CEGEP who average 
$109,557.

Sixty-five per cent of the 
companies pay for educational 
courses, 49% cover memberships 
in professional associations and 
41% pay for professional certi-
fication programs. Twenty-four 
per cent don’t pay for any edu-
cation upgrades or association 
memberships.

Investing in the business is the 

highest priority for respondents 
over the next five years. Fif-
ty-nine per cent will put money 
into new production equipment 
and processes, 51% will hire new 
employees, 38% are adding lines 
of business, 28% intend to enter 
new geographic markets and 27% 
are expanding their plants.

Asked about what skills they 
need most to do their jobs, 50% 
of senior executives and manag-
ers cited management/supervi-
sory skills, followed by industry 
specific (39%), financial (37%) 
and communication (35%).

Additional training require-
ments include financial (for 27%) 
productivity/continuous improve-
ment and and technical skills 
(24%). 

Most respondents (76%) are 46 
to 65 or older. Of the total, 39% 
are 46 to 55, 33% are 56 to 65 and 
4% are older. Just 6% are 26 to 35 
and 18% are in the 36 to 45 group. 
Under 25s account for 0.6% of 
the total.

EMC’s MFG GPS is in the final 
stages of an employer study 
that has been talking directly to 

COMPENSATION

COMPANIES WILL BE LOOKING TO FILL SOME  
OF THEIR GAPS WITH MILLENNIALS, PERCEIVED  
BY OLDER GENERATIONS AS LAZY…
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companies across Canada and 
gives a detailed picture of the 
labour market. Companies that 
participate in the GPS survey 
have access to dynamic reports, 
with a range of filtering options 
that slice and dice the data in a 
variety of ways. 

McNeil-Smith says there are 
40,000 companies in the system, 
15,000 are identified for the 
labour market topic, and drilling 
deeper, there are 1,760 employer 
studies completed with another 
1,000 in progress.

Recruiting millennials
The project has a long reach cov-
ering 50 to 60 regions and some 
80 occupations. They provide a 
picture of in-demand skills, hard 
to recruit for occupations, and 
what comparable competitive 
companies are doing and spend-
ing to fill gaps, all of which will 
help companies devise effective 
strategies to meet their needs.

What are the key findings? 
Well, no surprise here. Manu-

facturers are aging. It’s showing 
20% of those working for sur-

veyed companies are 55 or older.
“So what that tells you is 20% 

of their employees can retire 
now,” says McNeil-Smith, who 
identifies filling those gaps as 
the biggest challenge. “In some 
areas, they don’t have the pro-
grams to develop the necessary 
skills. So their strategies for 
recruiting will be to hire outside 
the region.”

Companies will be looking 
to fill some of their gaps with 
millennials (18 to 34 as of 2015), 
perceived by many older folks 
as lazy, entitled and under-moti-
vated. But O’Grady doesn’t think 
they’re much different from 
anyone else. “There’s a feeling 
that the younger generation is 
very difficult and lost, but that 
has been said of every generation 
since the beginning of time.”

They have to be engaged 
differently though, and compa-
nies need to adjust recruitment 
efforts accordingly. He recom-
mends starting with a digital 
strategy. 

“Putting an ad in local news-
paper, or and ad on Workopolis 

or Monster doesn’t really get 
in front of the right people 
and doesn’t convey the right 
message. Figure out what your 
message is, what your value 
proposition is as an employer, 
and the channels of communi-
cation to use. It could be job 
boards but it’s also going to be 
social media; and which social 
media channels, because differ-
ent populations of people are on 
different ones.”

He says the plan must be 
consistent and tied into your 
website. Use engaging material 
such as videos, plus pictures 
and diagrams. “Build a network 
of the right kinds of people and 
engage with them over a period 
of time.”

Culturally, he says millennials 
expect communication and prob-
ably more so than previous gen-
erations. But it has to go beyond 
the typical trickle-down from the 
boss. Living in a world of social 
media, they are accustomed to 
interacting online, commenting 
and expressing opinions. They 
see communication occurring 
boss down, but also bottom up 
and laterally. 

“Organizations need to figure 
out how they might get the opin-
ion of people at that level and 
ask themselves, ‘Am I listening to 
what they are saying, am I trying 
to cross pollinate ideas, do they 
have a voice?’ ” 

He also deflates the notion mil-

lennials are not ambitious. Baby 
boomers believed advancement 
came from working hard and do-
ing your best. “Nowadays, young 
people want you to show them a 
career path, what they need to do 
to achieve it and what happens 
when they do…they want to see 
the evidence.”

O’Grady says they also want to 
work in an environment where 
relationships are not overly 
formalized, where they can say 
“hi” to the boss and have a chat; 
and where the environment isn’t 
unnecessarily formal and hier-
archical. They’re seeking casual 
and friendly, serious and hard 
working.

“People all want the same 
things, whether they’re 20 or 
60,” O’Grady observes. “They 
want to be challenged, they want 
progression, to learn things, to be 
fairly rewarded, to be respected, 
to know what’s going on, and 
they want to have a voice.” 

The level to which executive 
compensation advances in the fu-
ture will depend on how success-
ful companies are at meeting the 
economic and market challenges, 
while filling the skills gaps that 
are widening as waves of baby 
boomers take their leave. Un-
derstanding and appealing to the 
incoming generation will be key 
achieving their objectives.

Comments? 
E-mail jterrett@plant.ca.
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Changes next 5 years
869 respondents

Investing in new production equipment/processes

Hiring new employees

Add/enter new lines of business

Enter new geographic markets

Expanding plant size

Acquiring other companies or lines of business

Downsizing employees

Merging with another company

Downsizing lines of business

Downsizing plant size

Closing of company

OFFER NON-FINANCIAL INCENTIVES
Manufacturers need to pay close attention to what’s important to employees, 
and what competitors offer, says ADP Canada.

The workforce management firm suggests mid-sized companies that need to 
hang on to top talent offer retirement support along with non-financial incentives. 
Consider the followingg where applicable:
•  Working remotely. Some employees who don’t have to be on the premises all 

the time may appreciate the flexibility of working from home regularly or on a 
casual basis. 

•  Flextime. It allows workers to manage busy home and work commitments, 
decreasing the likelihood of them jumping ship. 

•  Compressed work weeks. Some companies offer the option of working a 
little longer for four days so they can take a fifth day or half-day off. Consider 
special summer hours that let employees slip out a little early on Fridays. 

•  Extra time off. Offering someone extra time away from the office to unwind 
is a nice way to say thank you for long hours to show appreciation for good 
work. 

•  Gift of giving back. Give employees time to volunteer in their communities or 
provide donation-matching programs.

49%

24%
41%

What companies pay for
692 respondents

Educational courses

Membership in professional associations

Professional certification programs

None of these

65.3%
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