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INTIRODUGTION

We continue to stand at a
crossroads in the world of work. As
a result of several years of adapting
and evolving, organizations globally
have charted new business and
talent strategies, and this has had a
significant impact on the direction of
reward programs
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This is the most recent survey in a series of global pulse surveys from Korn
Ferry designed to gather insights into how organizations are adapting their
reward programs in response to a rapidly changing world. In this survey, we
focus on rewards program strategy and design.

Organizations are confronting a set of compounding challenges such as
high inflation, a difficult talent market and negative economic outlooks in
many sectors and geographies. Faced with new levels of uncertainty,
organizations are in a position to revisit their approaches to reward. This
latest survey will detail the what, why and how organizations are
approaching their employee reward programs.

This survey was fielded in October 2023, and reflects responses from 3983
participants in 124 countries. Survey respondents are typically HR and total
rewards professionals, and their organizations cover a broad range of size,
geography, and ownership structure.

Market practices will continue to evolve, and Korn Ferry will continue to
monitor and report on future trends. If you have additional questions on this
information, please contact us here: KornFerryPayServices@kornferry.com



KORN FERRY

PEIRSIPECTIVIE

ON GLOBAL RESULTS

OVERARCHING REWARD STRATEGY

* A majority of organizations rate their current reward programs
as reasonably effective

« However, organizations get lower marks on the ability
of their reward program to engage and motivate employees
as well as its degree of competitiveness to the market.

« Changes to reward programs are ongoing and there is a
trend to evolve reward strategies to meet the needs with a
moderate to extreme degree of change reported in a majority
of organizations.

« Organizations particularly struggle with employees
understanding reward programs as well as reward alignment
with target culture/behaviors, fiscal effectiveness, and a
positive employee reward experience.

DRIVERS OF CHANGE

The economic and competitive environment as well as the
talent landscape are the primary external drivers causing
change in reward strategies.

A cooling economic and talent acquisition environment
has placed more focus on retention and engagement of
current talent vs the acquisition of new talent.

Regulatory, technology and Al landscapes are not as
significant drivers of reward program change.

There are a number of significant forces at play internally
causing organizations to change their reward strategies, the
primary one being a need for more direct alignment with the
organization’s business and talent strategy

© 2023 Korn Ferry
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PEIRSIPECTIVIE

ON GLOBAL RESULTS

REWARD STAKEHOLDERS BASE SALARY INCREASE PROJECTIONS

» Participants report that the most important stakeholder
viewpoints to consider in reward design are the
organization’s leadership, followed by employees.

* There is a trend of lower median 2024 planned
increases in most countries vs. 2023 planned amounts,
which is not surprising given that global inflation rates
and employee turnover rates have also generally

« The HR and Reward leadership team play the primary cooled over the past year.
role in architecting the reward program, followed by the

senior leadership team.  There also tends to be minimal variation in median

salary increases across employee groups.
* A majority of organizations report no-to-limited

involvement of employees or managers in advising the
guidance of reward programs, which is ironic given the
stated importance of the employee perspective noted
above.

© 2023 Korn Ferry
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PEIRSIPECTIVIE

ON GLOBAL RESULTS
REWARD PROGRAM DESIGN

« The most substantive changes in reward program
designs are in the job grading, reward communications
and benefits and well-being areas.

» Job grading is primarily used for compensation
applications in many organizations. Talent management
and career management linkages have increased in
importance over the years suggesting a more
integrated approach to talent and reward management.

« The most prevalent approach to compensation
structure development is via a balance of job content
and market pricing processes. Relatively few
organization report pure market pricing approaches to
compensation management. Enterprise-wide Skills-
based processes are in use by a very small percentage
of organizations.

Organizations often use rewards as a means to
reinforce its desired work culture. Dominant cultural
attributes reported include performance-driven,
inclusive, collaborative and cost effectiveness.

Reward linkages to DEI and ESG objectives have
increased dramatically for organizations over the past
several years. Organizations report the focus on
ESG/DEI becoming even stronger in the future. This
data refutes much of the current negative sentiment
regarding ESG/DEI highlighted in the media.

© 2023 Korn Ferry



PARTICIPANT OVERVIEW

GIEOGRAPHY

This report reflects responses
from 3,983 participants across
the globe. Organizations span a
range of size, and ownership
structure.

Respondents are largely from
the HR function and include
Total Rewards practitioners,
HR Business Partners, and
heads of HR.
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Western
Europe
20%

Africa
2%

Asia & Pacific
16%

Middle East
3%

South America
8%

\m“

North America
& Carribean
12%

Mexico &
Central
America
3%

Eastern &
Central Europe
36%
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PARTICIPANT OVERVIEW ROMANIA

Slzle OFF ORGANIZATION

By Number of Employees By Ownership Type
More than 20,000 S .
employees tate owne
5,001 to 20,000 3% 1%
employees
5% ‘ Other
Less than 100 . 2%
employees Privately held /
22% 70%
1,501 to 5,000 Familé/
employees owne
18% 1w
101 to 250
employees
8%
501 to 1,500
employees 251 to 500
2204 employees Publicly held
19% 16%

© 2023 Korn Ferry
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PARTICIPANT OVERVIEW ROMANIA

BY INDUS TIRY

Construction and Matena's . 204 Industl’ia| GOOdS _ 19%

Fast Moving Consumer
Utilities [l 2% Goods
Chemicals 1M 3%

I 8%

Consumer Durables [l 3% .
High Technology I 3%

Banks [l 2% Life Sciences I 5%

Insurance [l 2% Retail M 3%

[ 0
Healthcare [ 3% Oiland Gas I 3%

Transportation I 5%
Telecommunications | 5%

Services I 5%
Others N 5% Financial Services M 3%

0% 5% 10% 15% 20% 25% 0% 10% 20%

* Data reported for industries with a minimum participation of 1%.
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REWARD STRATEGY

VIEWS ANID IPERCEPTIONS

Findings

Our overall reward strategy and design is aligned with 05 80% of organizations rate their
business goals and objectives current reward programs as
reasonably effective.

% | retatively igh marks

are provided on the ability of
: . . the reward program to engage
Our reward program is engaging and motivating 12% 13% AR -
- - and motivate employees (81%
favorable) and the degree of

Our overall reward strategy and design is effective 0% competitiveness (83%

favorable).
0% 20% 40% 60% 80% 100%
Strongly Agree Neither Agree Disagree
Agree nor Disagree

© 2023 Korn Ferry 12



REWARD STRATEGY

VIEWS ANID IPERCEPTIONS

Our reward program provides for differentiated Findin o=
. . 19% 10% % BERAL
rewards for differentiated performance
Our reward strategy helps deliver a positive employee % |l Organizations struggle with
reward experience | employees understanding
reward programs (69%
Our reward program is cost effective i 28% P 0% favorable_) followed _by
reward alignment with target
culture/behaviors (78%
Our reward strategy reinforces our target culture and ™ 6% ol favorable), fiscal effectiveness
encourages the right behaviours in our business ° ’ | (70% favorable) and a positive
employee experience (76%
Our employees understand our reward program &4 25% 7 1% favorable)-
0% 20% 40% 60% 80% 100%
Strongly Agree Neither Agree Disagree
Agree nor Disagree

© 2023 Korn Ferry 13



REWARD STRATEGY

WIHAT IS TIHIE DIEGIREE OlF OVERALL GIRANGIE?

PAST AND FUTURE

o Fndires

While there are gaps in

17% effectiveness as previously seen,
to date most organizations report
a minimal to moderate degree of
change in their reward program
designs.

16% - Significant

49%

However, change is ongoing and
there is a trend in organizations

to evolve their reward strategies
to meet their ongoing needs with

31%

15% [N No Change B 4% a moderate to extreme degree of
change reported in a majority of
M Past 2 Years W Next 2 Years organizations.

© 2023 Korn Ferry 14



REWARD STRATEGY

EXTERNAL FACTORS PROMPTING GIHANGIE

Competitive landscape

Availability and price of talent

Economic environment

Regulatory landscape

Evolving technology and artificial intelligence

26%

<SR 0%

24%

31%

7% 170087

SO 0%

7%

0%

21%

20%

40%

60%

® © O

Strongly
Agree

Agree

Neither Agree
nor Disagree

30% {0 2%
44% 4% 4%
80% 100%
Disagree

Findings

The external economic and
competitive environment as
well as the talent landscape are
the primary drivers causing
change in reward strategies.

Regulatory, technology and Al

landscapes are not as
significant drivers of change.

© 2023 Korn Ferry 15



REWARD STRATEGY

INTTIEIRNAL [FACTOIRS PROMIPTING CHANGIE

Business strategy and goal alignment 31% YR 0% Findings

Talent strategy alignment 18% . 0% -
There are a number of significant

Improved communication and transparency 12% 29% 2 2% fOI’CGS_ at _play internally Causing
organizations to change their
Change in employee expectations  [JEB 37% 2% 0% reward strategies.

Change is primarily driven by a
need for more direct alignment
with business and talent
strategy. Other key drivers
include improved communication

Diverse and inclusive workforce 11% 32% 7% 3%

S
S

Change in leader perspectives 39% N 2%

Shiftin culture &g 36% 0 2% '
and transparency driven by
Change in shareholder expectations 14% 35% 6% INEEZ Changes_m employee ]
expectations and more desired
0% 20% 40% 60% 80% 100% and inclusive workforces.
Strongly Agree Neither Agree Disagree

Agree nor Disagree

© 2023 Korn Ferry 16
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REWARD PROGRAM

OBJECTIVIES IRANIKIED 8Y IMPORIANCIE

Achieving and aligning with

business financial results Findings

While all of these key
objectives are important to
organizations, participants view
the alignment of the reward
program with business results
as the top priority. A cooling
economic and talent acquisition
environment has placed more
focus on retention and
engagement of current talent vs
the acquisition of new talent.

Engagement and motivation of
talent

Retention of talent

Attraction of talent

CRORORC

Ferr



REWARD PROGRAM

GCIHAIRAGTIERISTICS

BY IMPORTANCE

Alignment with business goals and

Dus 72%
objectives ’

Findings

58%

Internal equity and fairness of rewards

Alignment of rewards with business

goals, with a balanced focus on External competitiveness of rewards
external market competitiveness
and internal equity are seen as the
most important characteristics of
the reward program.

49%

41%

Strong pay for performance relationship

Relevant and meaningful total rewards for
employees

47%

Cost effectiveness in reward program 31%

0% 20% 40% 60% 80% 100%

<‘? KORN FERRY

BE MORE THAN




REWARD PROGRAM

CUILTURAIL
ATTIRIBUTIES

TO REINFORCE

Findings

Organizations often use rewards
as a means to reinforce its
desired work culture. Dominant
cultural attributes for
organizations are performance-
driven, inclusive, collaborative
and cost effective.
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I, 570

I 4%

I 537

I 519
I  50%
I 37%
I 37%
I 32
I 5%
I 35

Performance-driven

Equity and inclusion
Collaboration and teamwork
Efficiency/cost-effective
Employee well-being
Quiality-focused
Customer-centric
Innovation

Appreciation and gratitude

Agility

I 7 Commitment to ESG objectives
Bl 5% Responsive and timely
0% 20% 40% 60% 80% 100%



MOST IMPORTANT

S IAIKIEIROLDIER
VIEWIPOINTS

IN DETERMINING REWARD ooz [
STRATEGY

Findings

Leadership, followed by employee Board _ 73%

and board viewpoints are seen as the

most important stakeholder

perspectives in determining the Financial shareholders
reward strategy.

47%

Customers 17%

Community stakeholders 8%

0% 20% 40% 60% 80% 100%
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REWARD PROGRAM

S TAKIEROLDIER INVOILVIEMIEN I

Employees

Managers

Financial leadership team

Reward leadership team

HR leadership team

Senior leadership team

Board

14%

35%

57%

27%

32%

17%

8% S%

14%

23%

14%

10%

14%

0%

Lead Role

20%

Significant
Advisor

40%

60%
Light Advisor

8%

18%

80%

Informed

11%

13%

2%

2%

3%

8%

100%

Findings

The Board, HR and Reward
leadership team play the lead
role in architecting the
reward program followed by
the senior leadership team.

However, a strong majority
(94%) of organizations report
no-to-limited involvement of
employees in advising the
guidance of reward

programs. This is ironic given
the stated importance of the
employee perspective in the
previous slide.

© 2023 Korn Ferry 22



REWARDS PROGRAM

FOUNDATIONS OlF COMIPENSAITION

STIRUCTUIRIE

Core foundation of compensation structure:

A mix of internal job
content and market
pricing-based
levels/grades
47%

Employee skill and
capability assessments
8%

Job content-based
levels/grades
24%

Market pricing-
based levels/grades
based on survey job

model matching
21%

Job content-based levels/ grades are used: findings ...

Equally for compensation and
career/talent management applications

Primarily for career/talent management

0,
applications 200

Primarily for compensation
determination

FI n d | n g S 0% 20% 40% 60% 80%

Job levels/grades are primarily used for compensation applications in
many organizations. Talent management and career management
linkages have increased in importance over the years. The most
prevalent approach to compensation structure development is in a
balance of job content and market pricing processes.

Ferr 23



REWARD PROGRAM

REGENT & UPCOMING CHANGIES

Findings

Focus on linking rewards to DEI and ESG objectives 65% 4%

Balance between management discretion and

> . 64%
structured decision making .

The most substantive changes
The suite of non-financial rewards 43% 6% In rewar(_j programs are in the
job grading, reward
communications, benefits/well-

R
>

Governance and accountability of reward programs 71% 2% ) ) )
being areas and consideration
. N f mentation in rewar
The internal equity philosophy of total rewards 58% 5% of segmentatio eward
strategy.
The mix of total compensation between base, variable
: 49% 11%
pay and benefits
The overarching reward strategy across the workforce
0% 20% 40% 60% 80% 100%
¢
) N N
Little to No Moderate Significant
Change Change Change

© 2023 Korn Ferry 24



REWARD PROGRAM

REGENT & UPCOMING CHANGIES

(CONTINUED)

The competitiveness philosophy of total rewards 47% 8%

The linkages between pay and performance 58% 7%
The job grading/leveling/architecture processes

The reward strategy for key segments or subsets of

49% 16%
the workforce . ’

Reward communications and transparency strategy 34% 12%

Employee benefits and well-being programs 26% 11%
0% 20% 40% 60% 80% 100%
r 4
» [
Little to No Moderate Significant
Change Change Change

© 2023 Korn Ferry 25
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REWARD STRATEGY

MANUFAC TURING
ORGAWNIZZANGINS

Findings

Many manufacturing organizations
have a single reward strategy
covering manufacturing employees.
If strategies are segmented, it is
usually based on functional group or
geographic location.

<‘? KORN FERRY
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By workforce
level
19%

By function
19%

By product /
category
8%

We have a
single
overarching
strategy
31%

By geography
23%



REWARDS STRATEGY

PROGIRAMS TO
REINIFOIRGIE

WORKFORCE BEHAVIOR Service awards

67%

Training incentives 33%

Findings

Service awards (usually tenure-

based) are the dominant reward and Gainsharing
recognition program to reinforce

behavior.

33%

Attendance awards 17%

Safety bonuses 8%

0% 10% 20% 30% 40% 50% 60% 70% 80%
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REWARD STRATEGY

NONUNIONIZIED
FHOUIRILY Y IPLANIIT
WORKIFOIRGIE

Findings

The vast majority of organizations
(82%) are not changing reward
strategies for their non-unionized
workforce.

<‘? KORN FERRY
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Plans and adjustments to total rewards for
non-unionized, hourly plant workers:

Currently We have considered, but decided
considering against it

6% " 0%

Yes
12%

No
82%



REWARDS PROGRAMS

TOTAL
REWARDS
ADJUS TIMIENTS

CONSIDERED OR COMPLETEL

Findings

For the subset of organizations who
have changed or are considering
changing their hourly manufacturing
reward programs, the focus is on
variable compensation/bonus and
benefits programs.
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Variable compensation

Benefits

Training/Development

Base cash compensation

Recognition

Well-being

0%

0%

10%

20%

20%

20%

30%

40%

50%

60%

60%

60%

70%

80%

80%

90%



REWARDS STRATEGY

AILLTIERNATIVIE
ADJIUS TMIENTS

Pay for performance _ 60%
CONSIDERED OR COMPLETED
Target positioning against market _ 80%

Findings Pay for skills _ 40%

For the subset of organizations who

have changed or are considering Peergroup 0%
changing their hourly manufacturing

cash compensation programs, the Pay for seniority - 20%
focus is on stronger pay-for-

performance linkages and Components included (shift differentials,
sharpening the target pay position premiums)

relative to the external market.

0%

Other 0%

0% 20% 40% 60% 80% 100%
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REWARDS STRATEGY

BIEN SIS
ADJIUS TMIENTS

CONSIDERED OR COMPLETED

50%

Benefits not offered 25%

Findings
. . Benefits offered to part time employees 0%
For the subset of organizations who

have changed or are considering
changing their hourly manufacturing
benefits programs, the focus is on
better quality programs with better
coverage. Other

Less robust/less coverage 0%

25%

0% 20% 40% 60%
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REWARDS PROGRAMS

DE] & ESG OBJECTIVIES

“We currently have a linkage between our reward program
and our organization's DEI/ESG objectives:”

Strong Disagree . 6%

Strong Agree

Agree

Neither Agree nor Disagree

Disagree 11%

0% 10% 20% 30% 40%  50%

The link between organization’s reward programs and
DEI/ESG objectives has (or will become):

Stronger

Same as before - 31%

Weaker 0%

0% 20% 40% 60% 80%

Findings

DEI and ESG objectives have increased for organizations over
the past several years. Organizations report the focus on
ESG/DEI becoming even stronger over the next several years.

Ferr 33
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2024 PLANNED SALARY INCREASES ROMANIA

EMIPLOYEE POPULATIONS

We do not plan on
providing salary increases
next year
A subset of employees 204
eligible for increases

17%

All employees eligible for
increases
81%

What is the approximate percentage of your workforce that
will receive a salary increase this year?

1-24% of employees W 2%
25-49% of employees 0N 1%

50% of employees 0 1%
60% of employees 0 1%
70% of employees M 4%
80% of employees M 6%
90% of employees I 13%
95% of employees NGNS 3000

100% of employees I 30%

0% 10% 20% 30% 40% 50%

Findings
There is a high rate of participation in employees receiving

salary increases. 80% of organizations report that at least 90%

of employees will receive increases.
Fer 35



2024 PLANNED TOTAL SALARY INCREASES

C&lE EUIROIPE, MIDDLIE EAST & AIFIRICA

Median and average planned total salary increases in 2024 by employee group

Median Increase by Employee Group
Middle Supervisory/

: Clerical/
Junior

Executive/Senior Management/
Management Seasoned Operations

) Professional
Professional

Turkey (n. 329) 49.7% 50.0% 50.0% 50.0% 50.0% 50.0%
Egypt (n. 28) 19.0% 20.0% 20.0% 20.0% 20.0% 20.0%
Ukraine (n. 96) 12.1% 11.9% 10.6% 12.0% 13.0% 12.0%
Hungary (n. 151) 10.3% 10.0% 10.0% 10.0% 10.0% 10.0%
Kazakhstan (n. 35) 10.2% 10.0% 10.0% 10.0% 10.0% 10.0%
Romania (n. 85) 8.2% 8.4% 8.0% 8.0% 8.6% 9.0%
Poland (n. 118) 8.4% 8.0% 8.0% 8.0% 8.0% 8.2%
Lithuania (n. 72) 7.1% 7.4% 7.0% 7.0% 7.4% 8.0%
Slovakia (n. 105) 6.6% 6.3% 6.0% 6.0% 6.0% 7.0%
Czech Republic (n. 216) 5.9% 5.5% 5.0% 5.2% 6.0% 6.0%
United Arab Emirates (n. 36) 4.6% 4.1% 4.0% 4.6% 4.0% 4.0%

* Data reported for countries with a minimum of 20 participants.
© 2023 Korn Ferry 36



2024 PLANNED TOTAL SALARY INCREASES

WIES TIEIRIN EUIROIPIE

Median and average planned total salary increases in 2024 by employee group

Median Increase by Employee Group

Middle

Supervisory/

. Clerical/
Junior

Executive/Senior Management/
Management Seasoned Operations

) Professional
Professional

Netherlands (n. 57) 5.0% 4.9% 4.8% 4.8% 5.0% 5.0%
United Kingdom (n. 110) 4.7% 4.8% 4.5% 4.5% 5.0% 5.0%
Belgium (n. 62) 4.4% 4.3% 4.4% 4.5% 4.5% 4.0%
Portugal (n. 46) 4.6% 4.3% 4.0% 4.0% 4.3% 5.0%
Germany (n. 61) 4.4% 4.2% 4.0% 4.0% 4.3% 4.5%
Greece (n. 20) 4.7% 4.1% 4.5% 4.0% 3.7% 4.0%
Denmark (n. 22) 3.9% 4.0% 4.0% 4.0% 4.0% 4.0%
France (n. 86) 4.2% 4.0% 4.0% 4.0% 4.0% 4.0%
Ireland (n. 21) 4.0% 4.0% 4.0% 4.0% 4.0% 4.0%

* Data reported for countries with a minimum of 20 participants.

© 2023 Korn Ferry 37



2024 PLANNED TOTAL SALARY INCREASES

WIES TIEIRIN IEUIROIPIE (con)

Median and average planned total salary increases in 2024 by employee group

Median Increase by Employee Group

Middle

Supervisory/

. Clerical/
Junior

Executive/Senior Management/
Management Seasoned Operations

) Professional
Professional

Italy (n. 63) 4.1% 4.0% 4.0% 4.0% 4.0% 4.0%
Spain (n. 58) 4.5% 4.0% 4.0% 4.0% 4.0% 4.0%
Finland (n. 42) 3.0% 3.0% 3.0% 3.0% 3.0% 3.0%
Switzerland (n. 25) 2.9% 2.5% 2.5% 2.5% 2.5% 2.5%

* Data reported for countries with a minimum of 20 participants.

© 2023 Korn Ferry 38



2024 PLANNED TOTAL SALARY INCREASES

APAGC

This section contains planned 2024 total salary increases. There is atrend of lower median planned increases in
most countries vs. 2023 actual and planned amounts, which is not surprising given that global inflation rates have
also generally cooled over the past year. There also tends to be minimal variation in median salary increases
across employee groups.

Median and average planned total salary increases in 2024 by employee group

Median Increase by Employee Group

Middle
Executive/Senior Management/ . Clerical/
Junior

Management Seasoned . Operations
; Professional
Professional

Supervisory/

India (n. 51) 9.0% 9.8% 9.0% 10.0% 10.0% 10.0%
China (n. 111) 6.4% 5.1% 5.0% 5.0% 5.5% 5.0%
Malaysia (n. 23) 5.0% 5.0% 5.0% 5.0% 5.0% 5.0%
Australia (n. 111) 4.0% 4.0% 4.0% 4.0% 4.0% 4.0%
Hong Kong, China (n. 26) 3.9% 4.0% 4.0% 4.0% 4.0% 4.0%
Singapore (n. 80) 4.7% 4.0% 4.0% 4.0% 4.0% 4.0%
New Zealand (n. 38) 3.9% 3.9% 3.5% 4.0% 4.0% 4.0%
Japan (n. 45) 3.1% 3.0% 3.0% 3.0% 3.0% 3.0%

* Data reported for countries with a minimum of 20 participants.

© 2023 Korn Ferry 39



2024 PLANNED TOTAL SALARY INCREASES

AMERICAS

Median and average planned total salary increases in 2024 by employee group

Argentina (n. 55) 121.7%
Colombia (n. 59) 9.5%
Mexico (n. 50) 6.4%
Brazil (n. 87) 6.3%
Chile (n. 33) 5.2%
Peru (n. 30) 5.9%
of America (v 325 40%
Canada (n. 109) 3.7%

119.5%
10.1%
6.1%
5.9%
5.3%
5.0%

4.0%

4.0%

Executive/Senior
Management

120.0%
10.0%
6.0%
5.4%
5.0%
5.0%

4.0%

3.9%

Median Increase by Employee Group

Middle
Management/
Seasoned
Professional

120.0%
10.0%
6.0%
6.0%
5.5%
5.0%

4.0%

4.0%

Supervisory/
Junior

Professional

120.0%

10.0%

6.0%

6.0%

5.5%

5.0%

4.0%

4.0%

Clerical/
Operations

117.9%
10.5%
6.5%
6.0%
5.3%
5.1%

4.0%

4.0%

* Data reported for countries with a minimum of 20 participants.

© 2023 Korn Ferry
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2024 PLANNED SALARY INCREASES

ROMIANIA

Median and average planned cost of living and/or legally required increases in 2024 by employee group

Median Increase by Employee Group

Middle Supervisory/

. Clerical/
Junior

Executive/Senior Management/
Management Seasoned Operations

) Professional
Professional

Romania (n. 26) 5.9% 5.8% 5.0% 5.0% 6.3% 7.0%

Median and average planned merit increases in 2024 by employee group

Median Increase by Employee Group

Middie Supervisory/
Executive/Senior Management/ F\)]unior y Clerical/

Management Seasoned ) Operations
. Professional
Professional

Romania (n. 28) 7.6% 7.7% 7.0% 7.9% 7.9% 8.0%

Median and average planned promotion increases in 2024 by employee group

Median Increase by Employee Group

Middie Supervisory/

) Clerical/
Junior

Executive/Senior Management/
Management Seasoned Operations

: Professional
Professional

Romania (n. 28) 7.9% 7.6% 6.5% 8.0% 8.0% 8.0%

* Data reported for countries with a minimum of 20 participants.
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