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Abstract. Industry 4.0 is known as a continuous industrial revolution which has made rapid
development through optimization processes supported by technological innovations since the
end of the 1970’s. It has made the manufacturing industry become more productive with
efficient operational costs through continuous technology information applications supported
by the communication systems of futuristic technology. However, obstacles were often found
in the early phases of the implementations, such as the low number of acquired accounts and
average balances of new acquired customers in the months measured by marketers’
productivity in field. One of the factors that influenced the employee productivity level was
motivation. Motivation is considered as a power that forces employees to reach specific goals
and targets in organizations. This study aimed to determine the factors that influence working
motivation in the financial service sector industry based on mobile banking applications. It
also sought to find how far motivation influences employees’ working performance. A
regression analysis approach was applied as method to find the effect of employee’s
motivation on working performance by adding other variables. Then, the variable was
analyzed whether it had a positive and significant correlation with the performance
productivity variable. The result showed that there was a significant and positive correlation
between motivation and marketers’ performance productivity. The other two variables gave a
different response. Therefore, it can be concluded that industry differentiation on product,
working pattern, and employee’s background were affecting the suitability result between
employee’s motivation and produced performance level.

Keywords: industry 4.0, motivation, rewards, promotion, people development, performance,
productivity performance.

JEL Classification: L1, M1, M21.

INTRODUCTION

In the industry 4.0 era, the service sector of banking should be able to adapt to the rapid
technology development, especially in digital technology. The survey of the State of Banking
Innovation on 2016 stated that the main point mentioned by respondents from senior bankers was
the need for mobile-based financial technology for future banks. B Bank is one of the foreign
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exchange banks with a capital core of more than 100 trillion rupiah that launched a mobile-based
banking product called ‘G-Apps' in 2016. G-Apps is a digital banking application, which enables
customers to manage their finances using their mobile phones. G-Apps succeeded in garnering more
than 350,000 new customers). G-Apps also connected with the national banking ecosystem under
the national banking ecosystem under the supervision of national banking and financial regulator.

G-Apps have greatly increased the number of new accounts (opening account) with a target
exceeding one million accounts by the end of 2018. However, B Bank has some troubles in
enhancing marketers’ productivity since the competition among banks in Indonesia are getting tight.
It is seen on the different productivity levels in some points of sales (PoS). Even though the PoS
have same infrastructure number in both system and total and composition of the marketers. The
competition makes productivity need level to be stronger, yet it depends on the survival of business
organizations in the middle of the competition (Smith, 1994).

A motivated employee is very necessary to keep the business in a growth phase. With more
efficient and effective ways, the employee’s motivation aspect could be monitored and maintained.
It is also necessary to know the factors expected by employees to help decision maker in giving the
right response. According to Duica (2008), motivation is defined as the whole driving force, either
internal or external, which makes an individual have the willingness to do a job that is oriented on a
certain goal. Deci and Gagne (2005) asserted that there is a correlation between motivation and
work performance.

Therefore, this study aimed to know the positive and significant correlations of motivation
variables, rewards and promotions, people development, with employee performance productivity
in the banking business sector, particularly for marketers of mobile banking products who had
applied the lean strategy pattern of management industry 4.0. Moreover, the research sought to
determine the right strategy to optimize the marketers’ productivity performance level.

METHODOLOGY

1. Research Strategies

This research strategy used descriptive research as an approach. The researcher gave
explanations on the findings of correlation between variables, and did not make any judgment or
interpretation on the conditions during the test (Creswell, 1994). The test itself was done using
hypothesis verification on intended conditions. This research strategy used information
accumulation of the basic problem experienced by offline units within the G- Apps product
structure. The activity of account acquisition on and current account saving accounts (CASA)
within the product structure was becoming the main target which influenced the key performance
indicators of the unit. The general structure of the product development unit of G-Apps can be seen
in Figure 1 below:

Director
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Systems &
Sales & Marketing Products
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Figure 1. G-Apps’ Functional Structure — B Bank
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Hence, the offline unit was fully responsible for the sales targets, including marketing
activity. The operational strategy within the selling and new bank customer acquisition aspects
divided the total of 250 marketers among three big cities: Jakarta and its surroundings, Bandung
and Surabaya, with an 80:10:10 ratio spread over five sales points, namely: office to office, mall 1,
mall 2, guerrilla, and communities. Each sales point was given one crew team consisting of a leader
and two or three members. The description on the operational strategy can be seen in Figure 2
below:

Off-line Unit ]

Sales & Marketing

v i

[ Bandung (10%) ] [ Greater Jakarta (80%) ] [ Surabaya (10%) ]

W/ \ \/
Office to . .
[ Potential Customer ]

Figure 2. Operational Strategy in Placing the Marketers

2. Sample Data

The data collection planning was conducted considering the secret boundaries of bank data
which had been managed in the agreement (NDA). This also affects the depth of data observation
levels. The summary on data boundaries and type can be seen below:

a.  Scope: the account acquisition process, which started from the registration process until
card issuance through the perspective of operation process due to marketers’ productivity
enhancement.

b. Sample: three sub-channels PoS of mall 1 and mall 2: PoS 1 central Jakarta, PoS 2 south
Jakarta, PoS 3 Bekasi. Also 3 sub-channels PoSv of mall 1 and mall 2; PoSv 1 south Jakarta, PoSv
2 south Jakarta, and PoSv 3 central Jakarta. Thus, the researcher could samples from 3 sub-channels
that represent the average performance (on par), above average, and below average. The period on
primary data observation was July till September 2018. The field survey was done on October week
4 until November week 1, 2018

c.  The total respondent: the total of marketer population in each point was 33 people (the
total resource per point was 5-6 people).

3. Instruments and Measures

There were two main objectives in measuring the survey. The first objective was finding the
connection between different variables which triggered from the predictor variables of motivation,
trust and satisfaction. The second was digging up information on different respondent data
characteristics to know the variation patterns that probably create different results from previous
modeling series.
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In order to discuss those two main objectives, a questionnaire model was arranged and
grouped based on the variable category. The questionnaire was arranged under the adaption model
which replicated from the literature. The first variable was employee motivation with six items
obtained from Chang and Cehn (2008); the next variable was the employee performance with three
items from Chen’s (2010) research result. Then, recognition or promotion variable with five items
was gathered through Patterson and Spreng (1997). The last variable which was tested was people
development with four items taken from Armstrong and Kotler’s (2009) work. Table 1 below
shows questionnaire summary which was based on variable categories:

Table 1
Questionnaire summary table with four variables
Number Variable Items Reference
1 Employee motivation 1. | feel a sense of personal satisfaction when I do | (The McKinsey
this job well Quarterly, 2006)
2. My opinion of myself goes down when | do
the job badly
3. |take pride in doing my job as well as | can
4. | feel unhappy when my work is not up to
usual my standard
5. I like to look back at a day’s work with a sense
of a job well done
6. | try to think if ways of doing my job
effectively
2 Employee performance 1. My performance is better than that of my | Bishop, 1987

colleagues with similar qualifications

2. | am satisfied with my performance because
it’s mostly good

3. My performance is better than that of bankers
with similar qualifications in other banks

3 Intrinsic reward 1. The organization allow them to grow as a | Frey (1997)
person, improve self confidence overcome the
weakness, mature foster their self esteem

2. Their activity in the organization matches/it’s
their ethics and moral values.

3. The organization environment, in which their
activity is embedded is cooperative, and foster
mutual respect, and there is friendship and
interpersonal trust among employees

4. The organization is fair regarding internal
management procedures/method

5. They have sense of belonging regarding
organization themselves a part of organization
are loyal/faithful to the organization

4 Employee perceived | 1. My company provides me the opportunity to | (Chiaburu and

effectiveness improve my skills Tekleab, 2005)

2. There is lot of chance to learn new things in
this company

3. My company frequently arranges training
programs of the employees

4. Doing job in this company will benefit to me

4. Extent of researcher interface
In this study, the researcher was involved as a moderate interference. A moderate interference
has the job of ensuring the ratio correlation on causal relationships between (as-is) process which
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was done by the marketer’s productivity results. It had a strong correlation by abandoning the other
aspects which were considered as having weak relationships.

5. Extent of Researcher Interference

In this study, the researcher became the moderate interference who was ensuring the ratio
correlation on causal relationship between the (as-is) process. It was done by the marketers’
productivity result as strong correlation by ignoring the other aspects.

6. Study Setting

The samples were taken from some points of sales in Jakarta and its surroundings with field
studies as a research design.

7. Unit of Analysis (Population to be Studied)

Based on the configuration of the marketers placement in every sales point as shown in Figure
3, then the unit of analysis was in the form of groups without considering the equality of the
marketers’ numbers.

8. Time Horizon

This study used longitudinal studies as the research time horizon since it was limited on the
observation period to July, August and September 2018.

9. Proposal Sampling Method and Process

Through the total number of 250 marketer crews, around 50 — 60 sales group were spread to
five sub channels (office to office, mall 1, mall 2, guerrilla and communities) in three big cities. The
sampling process was done by taking three groups in every sales point with target performance
category as: 1 on par average, 1 above average, and 1 below average in Jakarta and Bekasi. The
sampling proposal was conducted in the mall 1 and mall 2 group in five different locations: booths
at PoS 1 (central Jakarta), PoS 2 (south Jakarta), PoS3 (Bekasi), PoSv 2, and PoSv 3. Since every
element was assumed in having population representation element, then the sampling design used in
this study was probability sampling. To test the difference performance of each group,
disproportionate stratified random sampling was used.

10. Proposed Data Collection Technique

Since this study used descriptive research, a questionnaire was used as the data collection
technique. As respondents the marketers and customer in some PoS in every city were involved. It
had the purpose of supporting the observation on goodness of data with quantitative aspects, such as
demography of the respondents (long work period, work position, work group) and employee moral
engagement (motivation, work life), customer satisfaction and others. The question format was
arranged based on a Likert scale with 5 lines (ranging from strongly disagree to strongly agree).
The question pattern was arranged using multiple questions with some open-ended question in the
last part.

Proposed Statistic Analysis

From the data collection process, the analysis focused on the aspect of goodness of the data
with descriptive statistic approach, such as: central tendency, correlation and projection analysis
between the two predictor variables. ANOVA and multiple regression was used to test the
hypothesis and make the final projection result based on time series. The measurement used scaling
with interval scale and ratio scale types. The interval scale was used for measuring the reliability
variable, while the ratio scale was for measuring the productivity.

RESULTS AND DISCUSSION

The onboarding process of G-Apps of B Bank customer was started from a registration
process and data validation on mobile phone guided by the marketer in every point of sale. Then the
CMS system generated the card activation process as the final activation process if the registration
was approved. In the final process, the marketer gave directions on the advantages and benefits to
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bank customers. For customers who wanted to recharge or top up on the same day they made
sure the registration could use the account directly for saving money or other payment processes.
Through the three points of sales (PoS 2, PoS 1, and PoS 3), in the three months of observation
(July, August, September, 2018), the data were finally obtained as seen in Figures 3 and 4 below:
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Figure 3. Graphic of Approved Accounts and Funded Users
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Figure 4. Graphic of Target Achievements and Funded Users

From the figures above, it could be seen that the tendency of approved accounts from the
three points of sales had an average score above target (1.088 account/month/PoS) for 120%
per PoS. PoS 1had a low percentage of the achievement than the other two PoS. However,
from the funded user category, the ratio of PoS 1was on top of the achievements for about 70%
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and 59% for recharging on the same day. Based on the marketers’ SOP (Standard Operating
Procedures), the productivity of marketers could be assumed as good.

ANALYSIS

1. Respondent profile

This study was conducted on 33 respondents. The respondents were observed based on
demography level, such as respondent’s job position (leader and crew), job function (sales, service,
or other), point of sales or service (PoS 1 central Jakarta; PoS 2 south Jakarta, PoS 3 Bekasi, POSv
1, and PoSv 3), the respondent’s working period (less than 6 months until 12 months, and more than
12 months), working experience, and respondent’s role in taking decision. All of the respondents
gave responses on the survey without missing data.

The respondent profile on job position showed 93.3% worked as crew and 6.1% as leader.
The job function was dominated by sales (63.6%), service (33.3%), and others (3%). The
total respondents based on region were 33.3% in PoS 2, 27.3% in PoS 3, 18.2% in PoSv 1, 15.2% in
PoS land 6.1% in PoS 3. The respondent’s working period for more than 12 months was 36.4%,
between 6 until 12 months was 36.4% and less than 6 months was 27.3%. Most of the
respondents (60.6%) were experienced in their field, while the rest of (39.4%) were new in their
field. Meanwhile, the respondent’s profile based on the decision-maker role showed that there were
48.5% of respondents who were active, 30.3% were active if asked or needed, 18.2% were less
involved, and the rest (3%) were not involve in making decisions.

2. Validity and Reliability Analysis

The validation and reliability test were done on a trust level of 95% and error level of 5% for
all measured instruments from all variables. The motivation variable was measured with six survey
questions; there were three questions for performance variable, five questions for promotion
recognition variable, and four questions for personal development variable.

The validation test result on the motivation variable (MOT) had a KMO score of >0.6 with a
significance score of 0.000 < 0.05. The communalities and matrix component showed > 0.5 which
meant the instrument used valid measurements in presenting the construct variable. Meanwhile, the
reliability test showed a Cronbach’s Alpha score of 0.714 > 0.7 and a matrix correlation for all
instruments had a score of > 0.5 which meant that the instrument was reliable for construct variable
measurement.

The validation test result on performance variable (PER) had a KMO score measuring 0.618 >
0.6 with a significance score of 0.000 < 0.05. The communalities and matrix component showed >
0.5 which meant the instrument was valid measurement in presenting the construct variable.
Meanwhile, the reliability test showed the Cronbach’s Alpha score of 0.768 > 0.7 and the matrix
correlation for all instruments showed a score of > 0.5 which meant the instrument was
reliable in construct variable measurement.

The validation test result on recognition promotion variable (PR) had a KMO score of 0.724 >
0.6 with a significance score of 0.000 < 0.05. The communalities and matrix component showed >
0.5 which meant the instrument used was a valid measurement in presenting the construct variable.
Meanwhile, the reliability test showed the Cronbach’s Alpha score of 0.76 > 0.7 and matrix
correlation for all instruments for > 0.5 which meant the instrument was reliable in construct
variable measurement.

The validation test result on personal development variable (PDV) had a KMO score of 0.649
> 0.6 with significance score of 0.000 < 0.05. The communalities and matrix component showed >
0.5 which meant the instrument used was a valid measurement presenting the construct variable.
Meanwhile, the reliability test showed the Cronbach’s Alpha score for 0.850 > 0.7 and matrix
correlation for all instruments for > 0.5 which meant the instrument was reliable in construct
variable measurement.
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Therefore, the whole measurement instruments were valid and reliable enough in conducting
measurement of the variables.

3. Hypothesis Testing

The hypothesis testing was done using regression multivariate analysis on a trust level of 95%
and error of 5%. Based on Figure 1 above, the construct correlation test was done in multivariate
way between variable rework promotion (RP), people development (PDV), and motivation (MOT)
in productivity performance (PER).

Model Summary”

Mode R R Square Adjusted R Std. Er_ror of the
Square Estimate
1 .386° 149 061 .65931
a. Predictors: (Constant), MOT, RP, PDV
b. Dependent Variable: PER
R R Square Adjusted R Std. Error of the
a Square Estimate
0.386 0.149 0.061 0.65931

a. Predictors: (Constant), MOT, RP, PDV
b. Dependent Variable: PER

Figure 5. R Square Model

From Figure 5 above it could be seen that the correlation score on predictor variables (RP,
PDV, MOT) only described the contribution of 14.9% towards dependent variable PER. It meant
that there was 85.1% of other variable factors which cannot be defined yet. In recap, all of the data
from the regression test of data multivariate variables can be seen in Figure 9 below:

Hypothesis In{jlzpr);e;bciznt D\(;gfiggf:t Estimate T-Value Sig. Result
H1 MOT PER 0.641 2.004 0.050 Supported
H2 RP PER 0.340 0.928 0.361 | Not Supported
H3 RP MOT 0.039 0.189 0.852 | Not Supported
H4 PDV MOT 0.325 2.205 0.035 Supported
H5 PDV PER -0.408 -1.466 0.153 | Not Supported

Figure 6. Hypotheses Model

H1: Motivation gave a positive impact on marketers’ productivity level for 64.1%. This first
hypothesis test showed the relation between motivations as a mediating variable on productivity
performance was significant enough. It had a significance score of 0.05 (<0.05) and a t-value score
for 2.004 (>1.96).

H2: Recognition or promotion made a positive impact on marketers’ performance
productivity level for 34%. However, the result of the regression analysis on this hypothesis showed
the relationship between recognition promotion and productivity was insignificant. A significance
score measured 0.361 > 0.05 and a t- value score of 0.928 (< 1.96).
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H3: Recognition or promotion made a small positive impact on marketers’ motivation for
3.9%. The hypothesis result showed the relationship between recognition promotion and motivation
was also insignificant, in which the significance score measured was 0.852 > 0.05 and the t-value
score was 0.189 (<1.96).

H4: People development programs made a positive impact on marketers’ motivation level for
32.5%. The hypothesis result showed that the relation between people development and motivation
was significant enough with positive direction with a significance score of 0.035 < 0.05 and a t-
value of 2.205 (> 1.96).

HS: People development program made a negative impact on marketers’ productivity level
which decreased 40.8%. The hypothesis result showed that the relation between people
development and productivity level was insignificant, with a significance score of 0.153 > 0.05 and
t-value for -1.466 (<1.96).

Therefore, it could be seen that from some constructed variables of productivity performance,
the mediating motivation variable (MOT) made a positive impact and was quite significant.
Meanwhile, from the two predictor variables, reward promotion (RP) and people development
(PDV) did not give any positive impact and significance on productivity performance dependent
variable (PER). However, specifically, people development could make a positive and significant
impact on mediating motivation variable (MOT).

Recognition, (B: 0.340; Sig.: 0.361)

promotion

(B: 0.039: Sig.: 0.852)

(B: 0.641; Sig.: 0.05)
Productivity

Motivation >\\

N

(B: 0.325; Sig.: 0.035)
(B: - 0.408; Sig.: 0.153)

People
development

Figure 7. The Results of the Multivariate Correlation Test

The hypothesis test result showed that not all of the predictor variable components
(recognition promotion and people development) were able to make a positive impact on the
productivity performance rather than the mediating variable (motivation). However, people
development also had a positive impact on marketers’ motivation which then influenced the
productivity performance.

From the respondent demography aspect, generally, the respondents performed well and were
satisfied with the working result which showed an average score of 3.9 (scale 5). A few of
respondent (9%) felt doubt and were not yet satisfied with the worker results. These 9% of the
respondents were coming from the service crew position who worked for more than 12 months in
Pondok Indah Mall and Lotte Avenue PoS. Respondents of sales leader position who worked for
less than 12 months agreed and strongly agreed with the job satisfaction and productivity.
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CONCLUSIONS

Based on the results, the person in charge of the product was hoped to make a concept of
productivity measurement construction that focused on the effort of non-intrinsic refinement. It was
an implementation of the employee’s development program either in the short term such as regular
sales clinics, training programs based on function level and periodic rotation from each PoS or a
service, especially for a certain region with different market segmentation challenges (Jakarta vs
Bekasi). Moreover, for service areas, it was recommended to immediately develop the
comprehensive measurement and monitoring concept toward the productivity level. Since the
marketer was dominated by the millennial generation with working periods of less than a year, then
it needed a certain approach to keep the continuity through an interesting retention program.

SUGESSTION

This study has identified the relation between motivation factors as a mediation variable with
productivity performance variables in some PoS from the mobile banking product G-Apps . Even
though the scope of this study was small and limited on five points of sales and services in Jakarta
and Bekasi, in general the researcher could have conducted a multistage study by taking a bigger
sample from various cities and the operational strategy of the marketers’ placement. Thus, for
further research the researcher suggests to increase the sample numbers in order to increase the
variation of the results for every possibility.

The results of this study found that there was a necessity to define another motivation factor
that was probably noticed by the marketers and could affect their productivity performance levels.
Considering other motivations which were not mentioned in this study, then it is expected for
further research to add some factors such as the employee’s satisfaction factor, self-leadership,
interest or enthusiasm, or some other intrinsic and non-intrinsic factors. These were expected to
influence the moderation effect and increase the R square ratio or the adjusted score toward the
predictor variables of productivity performance.
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BITPOBA)KEHHSI OIIAIJTUBOT'O BUPOBHUIITBA TA KOHIEMIIIi INDUSTRY 4.0
HA CEPBICHOMY NIJIITPUCMCTBI IK MOTUBALIS TIIABUILIEHHS
MPOJAYKTUBHOCTI MAPKETEPA

Dhayawardhana Adhie Jemy Wicaksono Ahmad Syamil
Yuieepcumem bBinyc Yuieepcumem bBinyc Yuieepcumem binyc
(bina Hycanmapa) (hina Hycanmapa) (bina Hycanmapa)

Iicakapma, Inoonesis IDicakapma, Inoonesis Ilocaxkapma, Inoouesis

[IpomucnoBicts 4.0 BimoMa sk Oe3mepepBHa MPOMHUCIOBA PEBOJIOIIS, SKa BiAPIZHAETHCS
IIBUJKUM PO3BUTKOM 3aBJISKH ONTHMI3AI[iIiHUM TMpoliecaM, MiATPUMYBAHUM TEXHOJIOTIYHUMH
iHHOBamisiMU 3 KiHI 1970-x. Ile 3po6mino oOpoOHY MPOMHCIOBICTh OUTBII TPOIYKTUBHOK 3
e(EeKTUBHUMHU EKCIUTyaTalliiHUMH BUTpaTaMH 3aBASIKH Oe3lepepBHUM iH(POpPMAIIHUM J0JaTKaM
TEXHOJIOTIH, 110 MIATPUMYIOTHCSI KOMYHIKAIIHHUMHA CUCTEeMaMH QyTYPUCTHYIHOI TeXHOoorii. OqHaK
Ha paHHIX eTamax BIPOBA/KEHHS YacTO 3YCTPIYalUCs TEPElIKOIW, Taki fK 3aHaJTO HU3bKI
MOKA3HUKH PaxXyHKIB Ta JyXKe MOCepeqHs KIIbKICTh HOBUX KIIIEHTIB 3a 4Yac, BiJI3HAYEHUN BHUCOKOIO
MPOAYKTHUBHICTIO MapKeTOJOTiB y ik ramy3i. OgHuM i3 ¢akropiB, IO BIUIMHYIM Ha piBEHb
MPOAYKTUBHOCTI MpalliBHUKA, Oyia MOTHBAIlisl. MOTHBAIliS PO3IIIANAETHCS AK CHUJIA, KA 3MYIIY€
MPaLiBHUKIB JJOCATATH KOHKPETHHX IIJIeH 1 3aBJjaHb B opranizanisx. [IpoBeaeHe H0CiipKeHHs MajIo
Ha METi BU3SHAYUTU YMHHUKH, 110 BILUTUBAIOTH HA MOTHBAIlI0 pOOOTH B rany3i ()iHaHCOBUX MOCIYT
Ha OCHOB1 MOOUTFHUX OaHKIBCHKUX JTOJIATKIB. BOHO Tako 0yi0 CIpsMOBaHO Ha BU3HAUYEHHS PiBHS
BIUTUBY MOTHBalii Ha poOo4yy e(eKTUBHICTh MpaliBHUKIB. J[7s Bu3HA4YeHHS pIBHSI €QeKTy
MOTHUBAIl MpamiBHUKAa Ha poOody e(pEeKTUBHICTH SK METOJ 3aCTOCOBYBABCS IiJIXiJl PErpeciiHOro
aHalli3y IUISXOM JOJaBaHHS IHIIMX 3MIHHMX. TakuMmM 4YuMHOM, 3MiHHA Oyna IMpoaHaldi3oBaHa Ha
MpeIMEeT HASBHOCTI TO3UTHBHOI Ta 3HAYHOI KOPEJSAIii 31 3MIHHOIO NMPOXYyKTHBHICTIO. Pesymbrar
MOKa3aB, IO ICHyBaJla 3HAa4YHA IO3UTHMBHA KOPENSIis MIDX MOTHBAI€I0 Ta MPOTYyKTUBHICTIO
MmapkerepiB. JIBi iHII 3MiHHI Janu pi3Hy BiAMOBiZAb. TakoX B pe3ynbTaTi MOCTiKEHHS OYi0
BHSIBJICHO HEOOXIAHICTh BHU3HAYECHHS I1HIIOrO ¢akropa MOTHBAIlli, KWW, SK BOAYAETHCS, Mae
3HAYHUI BIJIMB Ha PIBEHb MPOJYKTUBHOCTI MapKeTepiB. TakuM YMHOM, MOXHA 3pOOUTH BHCHOBOK,
10 PO3pI3HEHHS Tally3ed 3a MPOAYKTOM, poOOUOI0 CXeMOI Ta (POHOM MpAIliBHUKIB BIUIMBAE Ha
pe3ysbTaT NpUIATHOCTI MIXK MOTHBALIIEIO IIPALlIBHUKA Ta PIBHEM IPOAYKTUBHOCTI.

Kurouosi cioBa: ingycrpist 4.0, MoTuBalis,, BAHAropoja, MpoCyBaHHs, PO3BUTOK IEPCOHAIY,
IT1/IBUIIIEHHS POAYKTHUBHOCTI.

BHEJIPEHUE BEPEXJINBOI'O NPOU3BOJACTBA U KOHLHEITIHWU INDUSTRY 4.0 HA
CEPBUCHOM ITPEAITPUATUUA KAK MOTUBALUA ITOBBIINEHUA
MNPOU3BOAUTEJIBHOCTU MAPKETEPA

Dhayawardhana Adhie Jemy Wicaksono Ahmad Syamil
Ynueepcumem bumnyc Ynueepcumem bunyc Ynueepcumem bumnyc
(buna Hycanmapa) (buna Hycanmapa) (buna Hycanmapa)
IDicakapma, Hnoonesus IDicakapma, Huoonesus IDicakapma, Huoonesus

[IpombiieHHOCTh 4.0 M3BECTHA Kak HENPEPBIBHAS MPOMBIIIEHHAS PEBOJIOLHS, KOTOPAs
OTIUYAeTCsl OBICTPHIM Pa3BUTHEM Ollarojgaps ONTUMHU3AIMOHHBIM MpPOIECCaM, MOAIEPKUBAEMbBIM
TEXHOJIOTHYECKUMH WHHOBaNMsaAMH ¢ KoHma 1970-x. 3Orto cumenano  oOpabaThIBarOIIYIO
MPOMBIIIJICHHOCTh 00Jiee MPOAYKTUBHON C J(PGEKTUBHBIMU DKCIUTYaTAllHOHHBIMH 3aTpaTaMu
6nar011ap$[ HEMTPCPBIBHBIM I/IH(l)OpMaI_H/IOHHBIM IMPUITOKCHUAM TeXHOHOFHfI, MoAACPKUBACMBIX
KOMMYHHKAITMOHHBIMH CcHCTeMaMu (QyTypuUCTHUeCKON TexHosorud. OJHAKO Ha paHHHX dTamax
BHEAPCHUA YaCTO BCTPCUAIUCH IMPCIATCTBHA, TAKMEC KaK CIMIIKOM HHM3KHE IMOKA3aTCIIu CUCTOB U
OUeHb TMOCPEJCTBEHHOE KOJIMYECTBO HOBBIX KIHMEHTOB 3a BpEMs, OTMEYEHHOE BBICOKOU
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MIPOU3BOIUTEIILHOCTBIO MapKETOJIOroOB B 3TOM oOjactu. OgHMM U3 (PaKTOPOB, MOBIHUSABIIMX Ha
YPOBEHb MPOU3BOJAUTEILHOCTH paOOTHHKA, ObLTA MOTHBAIUs. MOTHBALUS PAacCMAaTPUBACTCS Kak
CHWJIa, KOTOpasi 3aCTaBIsieT paOOTHUKOB JOCTUTaTh KOHKPETHBIX IEJIed W 3a/Ja4 B OpraHU3aIUsX.
[TpoBeeHHOE WCCIIEIOBAHUE HMMEJIO IENbI0 ONPEACIuTh (DAKTOpPhI, BIHSIOIMIME HAa MOTHBAIIUIO
paboTel B 0o0jacTu (pUHAHCOBBIX YCIYT Ha OCHOBE MOOMIIBHBIX OAHKOBCKUX TpuioxkeHuil. OHO
TaKke OBUIO HANpaBJICHO Ha ONpEACICHHE YPOBHS BIMSHUAS MOTHBAllMM Ha PabOYYIO
3¢ (HeKTHBHOCTh COTpyMHUKOB. [[msi ompenencHus ypoBHs 3(hdekra mMoTuBanuu pabOTHUKA Ha
pabouyr0 APPEKTUBHOCTh KaK METOJ TNPUMEHSIICS MOIXOJ PErpeCCHOHHOTO aHaIn3a IyTeM
no0aBJICHHSI APYTrUX TepeMeHHBIX. TakuM o0pazoMm, mepeMeHHas Oblla MpOoaHATM3WPOBaHA Ha
OpeaMeT  HAIWYHS  TOJIOKUTENFHOW W 3HAUUTEILHOW  KOPPENSUM C  MePEeMEHHOU
MIPOU3BOIUTENFHOCTRIO. Pe3ynbTaT mokasajn, YTo CyIIeCTBOBaja 3HAUMTENbHAsl IOJIOKUTENbHAS
KOppEJSIUs MKy MOTUBAIIUCH U MPOU3BOJAUTEIIEHOCTEIO MapKeTepoB. [[Be npyrue nepeMeHHbIe
Jad pa3Hble OTBETHL. Takke B pe3yiabTaTe HCCIEAOBAHHUS ObUIa BBISBICHA HEOOXOIUMOCTH
OIIpeJIeJICHUs] HHOTO (PaKTOpa MOTHBAIMH, KOTOPBIA, BUIAMMO, UMEET 3HAYMTEIBHOE BIUSHHE Ha
YPOBEHb TPOW3BOJAUTEIHPHOCTH MapKeTepoB. TakuMm o0O0pa3oM, MOXKHO CHAEJaTh BBIBOJA, YTO
pasjeneHue OTpaciiei 1o MPOJyKTy, pabouell cxeme U GpOHOM pabOTHUKOB BIHSIET Ha PEe3yiIbTaT
MIPUTOTHOCTH MEX/Ty MOTHUBAIIUEH paOOTHHKA M YPOBHEM IIPOM3BOIUTCILHOCTH.

KarueBbie ciioBa: unaycrpus 4.0, MOTHBAIIMS, BO3HATPAXKICHUE, MTPOJIBIKEHUE, Pa3BUTHE
MePCOHAIA, TTOBBIIIICHUE TPOU3BOIUTEIIBHOCTH.
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