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Abstract: The main aim of the article is to identify the changes in employees’ sources of intrinsic
motivation caused by the impact of the COVID-19 pandemic, and to discuss prospective modifications
to formulated patterns of internal marketing communication. The novelty of the research lies in
two main aspects: (1) the necessity to revise the traditional concept of motivation caused by the
pandemic and (2) own methodological approach. While the first aspect reflects the lack of appropriate
scientific attention paid to this issue, the second aspect develops methodological approaches applied
so far in the research of intrinsic motivation sources. The goal of the paper has been achieved via
own questionnaire research of the traditional quadratic structure of the intrinsic motivation sources
of employees. The data from socio-demographically representative sample of 2000 respondents
have been in accordance with contemporary trends in managerial analytics analysed via factor
analysis and relevant statistic tests. It has been found that the ranking of intrinsic motivation sources
before the COVID-19 pandemic was the following: (1) sense of choice; (2) sense of meaningfulness;
(3) sense of progress and (4) sense of competence. The ranking of intrinsic motivation sources during
the COVID-19 pandemic was the following: (1) sense of choice; (2) sense of progress; (3) sense of
meaningfulness; and (4) sense of competence. Based on the identified changes in intrinsic motivation
sources and their components, it can be stated that the pandemic has significantly influenced the
existing principles and patterns of internal marketing communication. These should be critically
reconsidered, and motivation systems should be revised to contribute to the optimal performance of
the company on the market and its sustainable development by focusing on the financial situation of
the company, significant for the economic pillar; the change in individual value scales, significant
for the environmental pillar; and the phenomenon of millennials, significant for the social pillar. By
intersecting these pillars, sustainability can be reached based on finding optimum motivation.

Keywords: intrinsic motivation; extrinsic motivation; financial situation; millennials; sustainable
internal communication; sustainability; COVID-19

1. Introduction

The black swan, in the form of the COVID-19 pandemic, has flown over us, and
traditional social stereotypes have changed radically. Managerial theory necessitates the
reflection in the managerial practice of the changes taking place in the individual value
scales. While there are some areas when this need is not so urgent and the shift in trends
is rather slow, there are many more areas where the shift in trends is radical. Personal
management and internal marketing communication are the areas where the black swan
effect is the most obvious. However, there is not only the aspect of flexibly reflecting
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actual trends in the managerial patterns. Another, even more important aspect, lies in the
stabile character of this phenomenon. It is because apart from the current pandemic reality,
there is also the post-pandemic expectation of a turbulent market and managerial reality.
Despite the fact that the black swan theory was discussed in the wider socio-economic
prospective by Taleb at the very beginning of 21st century, there has not been sufficient
scientific interest paid to this topic so far [1–4]. According to Parameswar et al., who have
provided the bibliometric analysis of research agenda of the black swan, the search for
articles only yielded 59 articles up to the end of year 2020 where they identified three
basic levels of the black swan effect study: pre-black swan, black swan and post-black
swan [5]. However, these levels are not discussed in comparable range. The main scientific
interest is concentrated in the black swan effect in crises [6]. The pre- and post- phases
are discussed only marginally. This paper aims to fulfil this scientific gap. Only effective
internal marketing communication can be considered a suitable platform for a sustainable
competitive advantage based on appropriately motivated employees. Such effectiveness is
challenging to find. However, the ambition of the collective of authors is to identify relevant
contemporary sources of intrinsic motivation. The research question of the paper was
therefore set out as follows: has there been a change in the sources of intrinsic motivation of
employees in terms of reflecting the theory of the black swan in the form of the COVID-19
pandemic?

The paper consists of six sections. In the first one, brief introduction into the topic
of intrinsic motivation sources, and the pandemic’s impact on them, is provided. In the
second one, current state of knowledge is realized via literature review where the basic
theoretical platform for own research is summarized. Later, methodological part of the
paper is included. In this part, data are described, as well as the process of their collection
and the statistical apparatus, which is going to be applied to reach the objectives of the
paper. The following part contains the results and the discussion where the findings of
this research are critically compared with contemporary scientific postulates. Based on this
comparison, the implications for the theory and managerial practice are formulated in the
next part of the paper, where the limits of the research, as well as its future directions are
also listed. The paper is finalized with the concluding part where the essence of the paper
is highlighted.

2. Literature Review

While in the case of pre-black swan this fact is reasonable and lies in the pure nature
of the black swan (unpredictability and suddenness), in the case of the post-black swan
effect this situation is surprising [7]—mainly because a significant effect of the black
swan on further socio-economic development was proved [8]. Castles highlighted the
need of research in this area just after the global economic crisis in 2010 [9]. Since then, no
procedural approach to include post-black swan impacts on managerial theory and practice
has been created. On the one hand, each black swan is characterized by its own specifics and
socio-economic interactions [10]. On the other hand, the strategic competitive advantage
lies in the timely identification of relevant changes and their implementation into internal
processes of the company [11]. However, the attention of theory and practice is currently
focused mainly on hot topics of dealing with the pandemic’s black swan on an operative
basis. Thus, for example Rind et al. analyze the issue of adjusting working conditions and
evaluating the risk of infection during the COVID-19 pandemic in different workplace
settings in Germany [12]. However, countries around the world have been handling the
COVID-19 pandemic differently. Bhattacharyya and Tharke study strategic initiatives
and tactical responses of firms on the coronavirus pandemic and economic lockdown [13].
Ebersberger and Kuckertz discuss the impact of organization type on innovation response
time to the COVID-19 crisis [14]. As it is demonstrated, contemporary scientific activities
within the scope of the pandemic’s black swan are focused on actual issues of dealing with
this socio-economic phenomenon. Neither is their fragmentation in favor of establishing
prospective future competitive advantage [15]. In accordance with what was mentioned
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above, the main aim of the article is to identify changes in intrinsic motivation sources of
employees caused by the impact of the COVID-19 pandemic, and to discuss prospective
modifications to the already formulated patterns of internal marketing communication.
Such a statement of the aim is reasoned by the following research presumptions:

(1) financial situation of many companies would not allow continuing in attractive
extrinsic motivation programs;

(2) the pandemic has changed individual value scales in favor of non-material ones; and
(3) millennials and younger generations as strengthening generations on the job market

are characterized by a hedonic life approach and preference of intrinsic motiva-
tion sources.

These three main research presumptions reflect the traditional pillars of corporate
social responsibility—the financial situation for the economic pillar, the change in individ-
ual value scales for the environmental pillar and the phenomenon of millennials for the
social pillar. Moreover, the concept of intrinsic motivation sources has a significant social
character. By intersecting these pillars, sustainability can be reached.

Based on Vroom’s theory of expectance, Lawler et al. proposed the concept of extrinsic
and intrinsic work motivation [16]. Amabile and Kramer were the first pioneers who
widely studied intrinsic and extrinsic motivation at workplaces. They have pointed out
that managers are more powerful in scope of employees’ non-financial motivation and
optimal working output via focusing on actions that support working progress and distin-
guish them adequately from those that have the opposite effect. These prospective positive
non-financial motivators were detected by them: (1) setting clear goals; (2) providing
sufficient time and resources; and (3) offering recognition [17]. According to Cerasoli et al.,
thanks to intrinsic motivation, employees engage in activities because they find them inter-
esting and because these activities bring them spontaneous satisfaction [18]. In contrast,
extrinsic motivation requires a certain middle element—the means between activity and
consequences, mainly in the form of material or verbal reward [19]. Thus, in the case of
extrinsic motivation, satisfaction comes not as a consequence of the activity itself, but as a
consequence of the extrinsic consequences that the activity leads to [20]. A typical example
of extrinsic motivation is financial reward, and it acts as a more significant motivating
factor, especially for manual jobs. However, this is not a general rule and individual char-
acteristics of the profile of the employees on certain positions should be accepted when the
motivation system is applied on them [21]. According to this fact, the work environment
should be structured so that work performance leads to both extrinsic and intrinsic rewards,
which would result in an individual’s overall job satisfaction [22]. Contemporary scien-
tific approaches to intrinsic motivation practically follow existing long-term theoretical
flows [23]. Mardanov discusses the relationship between intrinsic and extrinsic motivation,
organizational context, employee contentment, job satisfaction, performance and intention
to stay [24]. Montani et al. analyze intrinsic motivation focusing on the job insecurity and
innovative work behavior [25]. Similarly, other authors also elaborate more sophisticated
reasoning of the identified attributes of intrinsic motivation [26–30]. However, a complex
scientific view of the intrinsic motivation in post-pandemic restructuring of individual
scale of values is still missing.

First, it can be expected that the financial situation of many companies would not allow
the continuation of attractive extrinsic motivation programs. Current economic situation
indicates financial problems of many companies, sectors and national economies [31]. Ellul
et al. highlight the need of searching for possibilities to optimize expenditures across all
managerial areas [32]. In addition, Acharya and Steffen recommend this as insolvency
prevention [33]. Carletti et al. have indicated radical decline of profits, which would
continue in post-pandemic times due to the phenomenon of increasing social poverty [34].
The slight continuing decline of stock prices stated by Ramelli and Wagner is an only logic
consequence of this fact [35]. This is obvious not only in primarily affected sectors like
tourism, hospitality and gastronomy but with time also in sectors that have originally been
predicted to be protected against the impact of the pandemic [36]. This is how the impact
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of the COVID-19 pandemic on household finances discussed by Achou et al. significantly
influences corporate wealth and the financial situation of companies [37]. Despite it being
almost impossible to predict the overall impact of the pandemic on the global economy
and society, according to Spatt, the wider prospective of the experience from the mortgage
crisis in 2008 can be applied to extrapolate statistical data and to formulate relevant
conclusions [38].

Similarly, it can be expected that the pandemic has changed individual value scales in
favor of non-material ones. It is not only because purchasing behavior has changed [39].
Steinert has stated that the coronavirus crisis may contribute to overall societal value
change [40]. However, a complex study of this social phenomenon is still missing despite
the bigger statistic samples used [41]. This topic is mainly analyzed on two basic levels:
(1) focusing on social groups and (2) focusing on the sectoral structure of national economies
where these changes are visible [42]. In accordance with first prospective, Daniels et al. have
identified that the impact of COVID-19 triggered changes to instruction and assessment of
university students’ self-reported motivation, engagement and perceptions [43]. Similarly,
Sakib et al. provide a comparative study among the general population and healthcare
professionals during the COVID-19 pandemic crisis in Bangladesh [44]. When the second
level is discussed, the research interest is paid mainly to the most damaged sectors like
tourism, hospitality, gastronomy, i.e. [45,46]. The mechanisms of social psychology are
also expected to be slightly changed under the impact of the pandemic [47], as well as
the quality and perception of emotions and their importance to the work–life balance
concept [48].

Finally, it can be expected that millennials as a strengthening generation on the job
market are characterized by a hedonic life approach and a preference of intrinsic motivation
sources. Moreover, generational specifics is not the only significant phenomenon in the
scope of prospective job market implications. According to International Labor Organiza-
tion, the pandemic has changed the attitudes of the youth towards jobs, education, rights
and mental well-being [49]. In general, baby boomers reported that person–organization
values fit better with extrinsic values and status values than those of Generation X or
Generation Y [50]. It has also been stated that considering young adults (millennials), trust
and its power as a social resource seem to be highly relevant for the future [51]. Other
aspects that have been previously identified as relevant for transforming the job market in
the light and shadow of the strengthening participation of Generation Y (millennials) are:
(1) work engagement directly proportional to the meaningfulness of work [52]; (2) work
well-being and comfort feelings [53]; and (3) emphasis on the freedom of thought and
movement [54]. Thus, significant discrepancies among generation cohorts (not only the
specifics of Generation Y but also the overall generational diversity) are present in the
job market in general [55]. According to Mahmoud et al., Generation Z is more sensitive
to amotivation than Generation X and Generation Y. Extrinsic regulation-material is a
valid source of overall work motivation for Generation Z only. Only Generation X values
extrinsic regulation-social as a source of employees’ overall motivation. So, it is interjected
regulation by Generation Y. Unlike Generation Z, both Generation X and Generation Y
employees value identified regulation as a source of overall work motivation. Finally,
intrinsic motivation contributes more to Generation Z employees’ overall work motivation
than it does for Generation X and Generation Y [56]. Similarly, Hashiguchi et al. recently
analyzed the age-dependent influence of intrinsic and extrinsic motivations on construction
worker performance finding out that both, younger and older workers were affected by
intrinsic motivations and extrinsic motivations, but the effect of these motivations on work
performance differed depending on age [57]. On the other hand, there are also aspects
where generational differences are not significant. Surprisingly, these are relevant to indi-
vidual intrinsic motivation sources. Brink and Zondag examine job attribute preferences
across three generational cohorts, and they found out that organizations should pause
before making wholesale changes to workplace incentives and practices to cater to the new
generation [58]. According to Tuncbilek and Sucu, there is no relationship between job
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satisfaction and work stress factors when comparing Generation X and Y [59]. Gurbuz and
Aytekin similarly found little evidence supporting substantive and significant generational
differences or their association with key outcome variables [60]. However, this research
has a framework structure. Thus, apart from the traditional quadratic structural scheme of
intrinsic motivation sources, mainly the preference structure of individual internal compo-
nents of these sources should be analyzed and discussed. Moreover, it is not enough to
discuss Generation Y as a homogeneous group of employees, but their national psycho-
graphic specifics must be taken into account. Other characteristics of each generation are
more specified by their life period [61]. According to Hitka et al., fundamental patterns of
cultural differences, as well as age-related differences predicting motivational preferences
can be taken into consideration when selecting optimal motivation factors [62,63]. In this
prospective, specific status of Slovak Republic as a national psychographic environment
has been proved [64]. Thus, we have focused in our own research on the population
of Slovak employees who can be used as an optimal pilot sample to provide research
in an international prospective. Subsequently, it would lead to creating not only locally
effective but generally applicable managerial advice on how to base sustainable internal
communication on relevant motivation sources in international working collectives [65].

3. Materials and Methods

To achieve the aim of the study, the data were collected via own research. The research
was carried out in two phases, in the first quarter of 2020 (before COVID-19) and in the
first quarter of 2021 (during COVID-19). The sample size was 2000 respondents older than
15 in the case of both phases of the survey. For such a large sample size, the distribution
of the sample approximates a normal distribution, which can be proved by a central limit
theorem [66]. An age restriction was formulated because of the legal system of the Slovak
Republic, which acknowledges legal working subjectivity based on this age limit [67].

The demographic profiles of the samples are summarized in Table 1. Based on the
number of frequencies, it can be concluded that the representation of individual traits is in
the context of the entire population.

Table 1. Demographic characteristics of the samples.

Demographic
Categories

Before COVID-19 During COVID-19

Frequency Percentage Frequency Percentage

Gender
Female 1211 60.55 1108 55.40
Male 789 39.45 892 44.60

Age
74–56

(Generation BB) 331 16.55 308 15.40

55–40
(Generation X) 651 32.55 614 30.70

39–24
(Generation Y) 685 34.25 727 36.35

23–15
(Generation Z) 333 16.65 351 17.55

Educational attainment level
Primary 157 7.85 188 9.40

Secondary 1199 59.95 1103 55.15
Tertiary 644 32.20 709 35.45

Length of current employment
less than 1 year 119 5.95 139 6.95

1–3 years 239 11.95 226 11.30
4–5 years 644 32.20 583 29.15
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Table 1. Cont.

Demographic
Categories

Before COVID-19 During COVID-19

Frequency Percentage Frequency Percentage

5–7 years 566 28.30 617 30.85
more than 7

years 432 21.60 435 21.75

Disposable income
<10,000 278 13.90 254 12.70
<15,000 466 23.30 421 21.5
<20,000 721 36.05 749 37.45
<25,000 336 16.80 355 17.75
>25,000 199 9.95 221 11.5

Total 2000 100 2000 100

Source: Authors’ own research, 2021.

However, it has to be stated that one of the limitations of general applicability of
the research outcomes lies in this fact. That is, the applicability and implementation
of the recommendations done on the basis of research outcomes is justified only in the
scope of Slovak employee’s preferences. The questionnaire has been composed of two
parts: (1) socio-demographic profile of respondents and (2) employees’ individual intrinsic
motivation sources. To provide research of intrinsic motivation sources of employees,
traditional quadratic typology of its composition has been chosen. In scope of this theory,
these are the main intrinsic motivation sources: (1) sense of meaningfulness; (2) sense
of choice; (3) sense of competence; and (4) sense of progress. These intrinsic motivation
sources and their components are summarized in Table 2. Respondents were asked to
what extent they would be affected by each component of intrinsic motivation during
work performance. They were able to express their attitude using a 5-point scale, where
1 was very strong influence and 5 was very weak influence. To identify the changes in
intrinsic motivation sources of employees, caused by the impact of the COVID-19 pandemic,
matched pair experimental design was used where each observation (before COVID-19)
from the first sample can be matched with the second (during COVID-19) observation in
another sample.

The intrinsic motivation sources of employees before COVID-19 pandemic and during
COVID-19 pandemic have been in accordance with contemporary trends in managerial
analytics analyzed via factor analysis. Factor analysis is a statistical method that explains
or describes the variance of measured, manifest variables [68]. This is done with the help of
a smaller number of latent, constructed, unobserved variables, i.e., factors. Factor analysis,
based on correlations between a quantity of (measured, manifest) variables, statistically
determines whether some variables belong to each other, i.e., whether one common factor
(latent variable) binds them or whether they belong to another common factor. Therefore,
the main goal of factor analysis based on the dependencies of the observed variables is to
know and use the structure of directly unobservable common factors [69]. The aim is to
find common factors (defined as a linear combination of the original quantities) so that they
can best and easily explain the observed dependencies. In the final solution, therefore, each
variable should correlate with the minimum number of factors and at the same time the
number of factors should be as small as possible, but at the same time it must correspond
to the actual size of the task and data. This method is used more often in the social sciences
to reduce subjectivity in the analysis of large amounts of data obtained due to technological
development [70].
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Table 2. Components of intrinsic motivation sources.

Intrinsic Motivation
Sources Components of Intrinsic Motivation Sources

sense of meaningfulness a non-cynical climate (freedom to care deeply)
clearly identified passions (insight into what we care about)

an exciting vision (a vivid picture of what can be accomplished)
relevant task purposes (connection between our

work and the vision)
whole tasks (responsibility for an identifiable product or service)

sense of choice delegated authority (the right to make decisions)
trust (confidence in an individual’s self-management)
security (no fear of punishment for honest mistakes)

a clear purpose (understanding what we are trying to accomplish)
information (access to relevant facts and sources)

sense of competence knowledge (an adequate store of insights
from education and experience)

positive feedback (information on what is working)
skill recognition (due credit for our successes)

challenge (demanding tasks that fit our abilities)
high, non-comparative standards (demanding standards that

don’t force rankings)

sense of progress a collaborative climate (co-workers helping each other succeed)
milestones (reference points to mark stages of accomplishment)

celebrations (occasions to share enjoyment of milestones)
access to customers (interactions with those who use what we’ve

produced)
measurement of improvement (a way to see if

performance gets better)
Source: Authors’ own research, 2021.

The starting point of the factor analysis is the correlation matrix, i.e., the inter correla-
tion between all the measured variables [71]. The result is a factor matrix (list of specified
factors), which is empirically defined by the so-called factor loads (correlations with initial
variables). Factor analysis is based on a linear model, i.e., on the assumption that all ex-
amined variables are linear combinations of factors. Then Equation (1) applies to a typical
object researched:

zij = aj1F1i + aj2F2i + aj3F3i + . . . (1)

where zji is individual score (value) of the variable, zj, aj1, aj2, . . . are factor loadings of the
individual factors of the respective variable and F1i, F2i, . . . are factor score of an individual
(object). The individual correlations between the variables are then given by the equation:

rjk = aj1ak1 + aj2ak2 + aj3ak3 + . . . (2)

The first stage of the whole procedure depends on the extraction of factors, i.e., the
determination of the smallest possible number of factors, which can explain all correlations
between variables and from which it is possible according to Equation (2) to reproduce the
correlation matrix. This achieves maximum economy in the description of the investigated
objects, which have so far been characterized by a larger, less clear number of variables.
Since the extracted factors are largely arbitrary, the rotation of the factors is further executed.
A simple structure is achieved when each variable is described by the smallest possible
number of determined factors, i.e., when in Equation (1) there are as many values as
possible (factor loads) close to zero. Rotation often results in correlated factors. The last
stage of factor analysis is the interpretation of specified factors based on factor loads. The
factor is usually interpreted according to the content of variables to which it has the closest
relationship according to its highest loads. The determined factors often coincide with
already known terms. Their content and scope are then only specified and confirmed
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by factor analysis. The initial conditions of factor analysis include (a) high correlations
of a large number of variables and (b) low partial correlations. Whether the correlation
and partial correlation matrices satisfy the assumptions is therefore tested by various
coefficients and indices, usually Kaiser-Meyer-Olkin measure (KMO) and Bartlett’s test
of sphericity. The KMO measure is based on the principle that if variables share common
factors, then partial correlations between pairs of variables should be small when the effects
of other variables are controlled. The KMO measure provides an approach to comparing
the zero-order correlations to the partial correlations [72]. High KMO values (close to 1,
at least 0.6) and the significance of the Bartlett test (p < 0.001) indicate that the mentioned
initial assumptions of factor analysis are statistically sufficient [73]. Kaiser-Meyer-Olkin
measure is the measure of the adequacy of the selection, and it is given by Equation (3):

KMO =
∑

p
j 6=j′ ∑

p
j 6=j′ r

2(xj,xj′
)

∑
p
j 6=j′ ∑

p
j 6=j′ r

2
(
xj,xj′

)
+ ∑

p
j 6=j′ ∑

p
j 6=j′ r

2
(
xj,xj′.other x

) (3)

where r2 (xj, xj′ ) are simple correlation coefficients and r2 (xj, xj′ · other x) are partial
correlation coefficients under the condition of statically constant remaining p-2 variables.
(x1, x2, . . . , xj − 1, xj + 1, . . . , xj′ − 1, xj′ + 1, xp). Bartlett test of sphericity is designed to verify
the hypothesis of equal variances for normal distributions. The Bartlett test is given by
the equation:

T =
(N − k) ln s2

p −∑k
i=1(Ni − 1) ln s2

i

1 +
(

1
3(k−1)

)(
(∑k

i=1 1/(Ni − 1)
)
− 1/(N − k))

(4)

where s2
i is the variance of the ith group, N is the total sample size, Ni is the sample size of

the ith group, k is the number of groups, and s2
p is the pooled variance. The pooled variance

is a weighted average of the group variances and is defined as:

s2
p =

k

∑
i=1

(Ni − 1)/s2
i (N − k) (5)

Based on these statistics tests, relevant basis for the reordering of intrinsic motivation
sources of employees and their components before COVID-19 pandemic crisis and during
COVID-19 pandemic crisis has been created. Therefore, managerial implications for optimal
internal marketing communication in turbulent post-pandemic times can be formulated
and patterns that have been created so far can be modified to take the reorganization of
personal values ranking of employees into account.

4. Results and Discussion

The initial conditions of factor analysis were met. In both cases, the KMO test con-
firmed that the relationships between the two variables are real, close and not only mediated
by the influence of the third variable in research issues. When testing the intrinsic motiva-
tion sources before COVID-19, the value of 0.912 was reached, and in the case of intrinsic
motivation sources during COVID-19, the value of 0.920 was reached. Bartlett test has
proved that not only is there self-correlation between the variables, but also dependen-
cies between the variables with equal variances for normal distributions. The resulting
value was 0.00 in case intrinsic motivation sources before COVID-19, as well as in case
intrinsic motivation sources during COVID-19. The testimonial value of factor analysis
of the intrinsic motivation sources before COVID-19 has reached a value of 67.445% (See
Table 3). There are four components, which achieved Eigenvalues greater than 1. The first
component represents 41.377%, the second one constitutes 10.904%, the third one amounts
to 8.846% and the last one represents 6.317% of the total variance.
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Table 3. Total variance explained—before COVID-19.

Comp.
Initial Eigenvalues Extraction Sum of

Squared Loadings
Rotation Sums of
Squared Loadings

Total % of
Variance

Cumulative
% Total % of

Variance
Cumulative

% Total % of
Variance

Cumulative
%

1 8.275 41.377 41.377 8.275 41.377 41.377 3.792 18.962 18.962
2 2.181 10.904 52.281 2.181 10.904 52.281 3.345 16.724 35.686
3 1.769 8.846 61.127 1.769 8.846 61.127 3.187 15.935 51.621
4 1.263 6.317 67.445 1.263 6.317 67.445 3.165 15.824 67.445
5 0.956 4.781 72.226
6 0.635 3.177 75.402
7 0.550 2.752 78.155
8 0.506 2.528 80.682
9 0.463 2.313 82.995
10 0.432 2.162 85.157
11 0.415 2.076 87.233
12 0.370 1.850 89.083
13 0.356 1.781 90.865
14 0.346 1.732 92.596
15 0.335 1.675 94.271
16 0.321 1.607 95.878
17 0.289 1.444 97.322
18 0.271 1.355 98.677
19 0.253 1.265 99.941
20 0.012 0.059 100

Source: Authors’ own research, 2021.

To improve the interpretation of the factors, a matrix was constructed using orthogonal
rotation of Varimax (See Table 4). The results show the order of importance of intrinsic
motivation sources by respondents in the time before COVID-19.

Table 4. Rotated component matrix—before COVID-19.

Intrinsic Motivation Sources
Components

1 2 3 4

a non-cynical climate (freedom to care deeply) 0.571
clearly identified passions (insight into what we care about) 0.761

an exciting vision (a vivid picture of what can be accomplished) 0.770
relevant task purposes (connection between our work and the vision) 0.743

whole tasks (responsibility for an identifiable product or service) 0.711

delegated authority (the right to make decisions) 0.794
trust (confidence in an individual’s self-management) 0.784
security (no fear of punishment for honest mistakes) 0.719

a clear purpose (understanding what we are trying to accomplish) 0.790
information (access to relevant facts and sources) 0.789

knowledge (an adequate store of insights from education and experience) 0.807
positive feedback (information on what is working) 0.748

skill recognition (due credit for our successes) 0.508
challenge (demanding tasks that fit our abilities) 0.787

high, non-comparative standards (demanding standards that don’t force rankings) 0.724

a collaborative climate (co-workers helping each other succeed) 0.626
milestones (reference points to mark stages of accomplishment) 0.799

celebrations (occasions to share enjoyment of milestones) 0.824
access to customers (interactions with those who use what we’ve produced) 0.702

measurement of improvement (a way to see if performance gets better) 0.621

Source: Authors’ own research, 2021.
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The determined factors coincide with traditional quadratic typology of intrinsic moti-
vation sources of employees in this case. According to rotated component matrix it is also
possible to rank the priority of employee’s intrinsic motivation sources in the time before
COVID-19 as follows:

1. Sense of choice;
2. Sense of meaningfulness;
3. Sense of progress;
4. Sense of competence.

This ranking together with the reliability as a result of an internal consistency of items
by Cronbach’s alpha is shown in Table 5.

Table 5. Intrinsic motivation sources—before COVID-19.

Factors
F1 F2 F3 F4

Sense of Choice Sense of Mean-
ingfulness

Sense of
Progress

Sense of
Competence

N of Items 5 5 5 5
Cronbach’s

Alpha 0.903 0.849 0.870 0.836

% of Variance 41.377 10.904 8.846 6.317
Source: Authors’ own research, 2021.

The testimonial value of factor analysis of the intrinsic motivation sources during
COVID-19 has reached a value of 65.853% (See Table 6). There are four components, which
achieved Eigenvalues greater than 1. The first component represents 40.902%, the second
one constitutes 10.506%, the third one amounts to 8.170% and the last one represents 6.275%
of the total variance.

Table 6. Total variance explained—during COVID-19.

Comp.

Initial Eigenvalues Extraction Sums of Squared
Loadings

Rotation Sums of Squared
Loadings

Total % of
Variance

Cumulative
% Total % of

Variance
Cumulative

% Total % of
Variance

Cumulative
%

1 8.180 40.902 40.902 8.18 40.902 40.902 3.629 18.145 18.145
2 2.101 10.506 51.408 2.101 10.506 51.408 3.247 16.234 34.379
3 1.634 8.170 59.578 1.634 8.170 59.578 3.160 15.802 50.181
4 1.255 6.275 65.853 1.255 6.275 65.853 3.135 15.673 65.853
5 0.952 4.758 70.611
6 0.663 3.314 73.925
7 0.543 2.716 76.641
8 0.501 2.504 79.145
9 0.472 2.361 81.505
10 0.445 2.226 83.731
11 0.438 2.190 85.921
12 0.410 2.051 87.972
13 0.376 1.881 89.853
14 0.367 1.833 91.686
15 0.351 1.753 93.440
16 0.327 1.634 95.074
17 0.305 1.527 96.601
18 0.299 1.495 98.096
19 0.276 1.380 99.476
20 0.105 0.524 100

Source: Authors’ own research, 2021.
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To improve the interpretation of the factors, a matrix was constructed using orthogonal
rotation of Varimax (See Table 7). The results show the order of importance of intrinsic
motivation sources by respondents in the time during COVID-19.

Table 7. Rotated component matrix—during COVID-19.

Intrinsic Motivation Sources
Components

1 2 3 4

a non-cynical climate (freedom to care deeply) 0.596
clearly identified passions (insight into what we care about) 0.744

an exciting vision (a vivid picture of what can be accomplished) 0.767
relevant task purposes (connection between our work and the vision) 0.752

whole tasks (responsibility for an identifiable product or service) 0.705

delegated authority (the right to make decisions) 0.740
trust (confidence in an individual’s self-management) 0.779
security (no fear of punishment for honest mistakes) 0.744

a clear purpose (understanding what we are trying to accomplish) 0.802
information (access to relevant facts and sources) 0.786

knowledge (an adequate store of insights from education and experience) 0.804
positive feedback (information on what is working) 0.757

skill recognition (due credit for our successes) 0.599
challenge (demanding tasks that fit our abilities) 0.794

high, non-comparative standards (demanding standards that don’t force rankings) 0.623

a collaborative climate (co-workers helping each other succeed) 0.660
milestones (reference points to mark stages of accomplishment) 0.790

celebrations (occasions to share enjoyment of milestones) 0.820
access to customers (interactions with those who use what we’ve produced) 0.710

measurement of improvement (a way to see if performance gets better) 0.677

Source: Authors’ own research, 2021.

The determined factors coincide with traditional quadratic typology of intrinsic mo-
tivation sources of employees in this case as well. According to the rotated component
matrix, it is also possible to rank the priority of employees’ intrinsic motivation sources
during COVID-19 as follows:

1. Sense of choice;
2. Sense of progress;
3. Sense of meaningfulness and
4. Sense of competence.

This ranking together with the reliability as a result of an internal consistency of items
by Cronbach’s alpha is shown in Table 8.

Table 8. Intrinsic motivation sources—during COVID-19.

Factors
F1 F2 F3 F4

Sense of Choice Sense of
Progress

Sense of Mean-
ingfulness

Sense of
Competence

N of Items 5 5 5 5
Cronbach’s

Alpha 0.898 0.870 0.848 0.824

% of Variance 40.902 10.506 8.170 6.275
Source: Authors’ own research, 2021.

Based on the above results, it can be stated that the examination of intrinsic motivation
sources of employees in the period before and during COVID-19 has shown a change in
the content of individual factors when the original structure of these factors is taken into
account. Thus, the components of factors remained equal in both analyzed periods while
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their order changed. Similarly, a change in the perception of the importance of the detected
sources of intrinsic motivation was demonstrated (See Table 9).

Table 9. Ranking of intrinsic motivation sources before and during COVID-19.

Rank before COVID-19 during COVID-19

1 sense of choice sense of choice
2 sense of meaningfulness sense of progress
3 sense of progress sense of meaningfulness
4 sense of competence sense of competence

Source: Authors’ own research, 2021.

When comparing these two periods, there was a change in the significance of the
individual components in all sources of intrinsic motivation sources except one (sense of
competence) (See Table 10).

Table 10. Ranking of components of intrinsic motivation sources before and during COVID-19.

Intrinsic
Motivation

Sources
Components of Intrinsic Motivation Sources

Rank
Differencesbefore

COVID-19
during

COVID-19

sense of
meaningfulness a non-cynical climate (freedom to care deeply) 10 15 5

clearly identified passions (insight into what we care
about) 7 13 6

an exciting vision (a vivid picture of what can be
accomplished) 6 11 5

relevant task purposes (connection between our work
and the vision) 8 12 4

whole tasks (responsibility for an identifiable product
or service) 9 14 5

sense of choice delegated authority (the right to make decisions) 1 5 4
trust (confidence in an individual’s self-management) 4 3 −1
security (no fear of punishment for honest mistakes) 5 4 −1

a clear purpose (understanding what we are trying to
accomplish) 2 1 −1

information (access to relevant facts and sources) 3 2 −1

sense of
competence

knowledge (an adequate store of insights from
education and experience) 16 16 0

positive feedback (information on what is working) 18 18 0
skill recognition (due credit for our successes) 20 20 0

challenge (demanding tasks that fit our abilities) 17 17 0
high, non-comparative standards (demanding

standards that don’t force rankings) 19 19 0

sense of progress a collaborative climate (co-workers helping each other
succeed) 14 10 −4

milestones (reference points to mark stages of
accomplishment) 12 7 −5

celebrations (occasions to share enjoyment of
milestones) 11 6 −5

access to customers (interactions with those who use
what we’ve produced) 13 8 −5

measurement of improvement (a way to see if
performance gets better) 15 9 −6

Source: Authors’ own research, 2021.

In details, the order between “sense of meaningfulness” and “sense of progress” has
been replaced in favor of the second mentioned. The factor “sense of choice” remained
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to be the leading factor and the factor “sense of competence” remained to be the least
significant one.

The factor “sense of choice” is composed equally as the other analyzed factor by five
components. Their order has radically changed when the prospective “before COVID-19”
and “during COVID-19” has been applied. Practically no component has remained in
its pre-pandemic place. In the case of the factor “sense of progress”, practically only the
components “a collaborative climate” and “measurement of improvement” were replaced.
Similarly, inside the factor “sense of meaningfulness “, only components “clearly identified
passions” and “relevant task purposes” were replaced. However, the internal structure of
the factor “sense of competence” has remained stable.

These findings are important for theory and practice where original mechanisms of
motivation would be prospectively applied only after a formal framework revision. In
such a case, indicated change of internal structure of an intrinsic motivational optimum
could cause serious functional malformations in the effectiveness of internal marketing
communication. It is because not only the best and the worst factors are important to
be considered but also the factor architecture inside the structure. When interpreting the
structural shift, the factor “sense of progress” would indicate the lack of interpersonal
contact and the need of saturation of social needs according to Maslow [74]. On the
other hand, “sense of meaningfulness” declines in its importance because its traditional
perception relates to the internally perceived value of employer itself where external stimuli
are not present. Thus, it can be stated that intrinsic motivation factors have restructured as
it has been originally supposed. However, their restructuration indicates the phenomenon
of “extrinsictination” intrinsic factors. This fact reflects the pure nature of humans as
social beings. This statement could be prospectively supported by the fact that the internal
structure of four analyzed components has changed in favor of the externally oriented
intrinsic factors—“delegated authority and the right to make decisions” before COVID-19
vs. “clear purpose and understanding of what the company tries to accomplish” during
COVID-19 in case of “sense of choice”. When external orientation of the intrinsic factor is
stated, the main nature of the intrinsic factor is respected—however, the character of the
components can be defined in a wider specter and interactions with external environment.
On the other hand, this fact does not deny our original assumption of the structural changes
in intrinsic motivation sources as it has been partially indicated by Daniels et al. [43]. The
change of order of intrinsic motivation sources has verified the change in social value scales
caused by the COVID-19 pandemic stated by Konishi et al. and Steinert [39,40]. Moreover,
the concept of Islam has been enriched focusing on wide population as a prospective
pillar of job market [41]. Via applying this approach, the main conceptual shortage of
Adelowo and Surujlal has been removed [42]. Thus, not only healthcare professionals
or employees in the most damaged sectors can be considered as significantly influenced
by the contemporary crisis [44–46]. Based on above, we can highlight research results as
trendsetting in scope of personal management and internal marketing communication.
Once at least the basic findings from this research are incorporated, it can be concluded
that internal marketing communication reaches new dimension of its incorporation into
managerial practice. Similarly, Tam et al. and Greyling et al. have stated the increasing
impact of the phenomenon of social psychology in managerial theory and practice and its
concepts [47,48].

5. Managerial Insights

So far, the phenomenon of social psychology has been a powerful supporting tool
of traditional managerial patterns and mechanisms. Nowadays, its importance rises,
and effective internal communication creates a platform for optimizing business models.
Stable intrinsic motivation structures have changed in scope of the order of their top
factors, while the internal structure of these factors has changed internally. Observed trend
indicates the need of effective communication as a stimulus for optimal functioning of
intrinsic motivation model of individual employees. In order to move in the right direction,
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companies should take into account the following three factors in their activities in relation
to employees: (1) meaning (How not to talk about meaning, but to incorporate it into
everyday work and all activities? How to give people space to how to understand the
needs of individuals?); (2) potential (How to make the most of people’s skills and create a
culture where knowledge transfer is an integral part of work? How to prepare for closer
coexistence with technologies that will become part of teams?); and (3) perspective (How
not to perceive the current situation as a threat, but as an opportunity that will lead to
better and faster decision-making? How to maintain the necessary transparency in all
this?). However, in the light and shadow of complex managerial implications, it would
be respected that findings presented in this paper are useful only on national market
where the research has been provided. Due to the pandemic, 2020 was a specific year
for all companies across industries. Human resources departments had to deal with new
and unexpected tasks, and their role changed in part. Although we are still living in a
world full of restrictions and anti-pandemic measures, human resources leaders already
have to think about what life in companies will look like after a pandemic. Another
prospective barrier is the uniform construction of the statistical sample. Despite the fact
that in terms of Gauss normal structure of the sample, it size guarantee the reliability and
validity of the research outcomes, presented paper does not take into account intrinsic
motivation sources relevant to specific professions respectively categories of employees.
Thus, prospective future direction of the research could be conducted to this aspect—i.e.,
analyzing intrinsic motivation sources of individual categories of employees where mainly
so-called helping professions and employees from the sectors harmed by the pandemic
(gastronomy, transport, travelling . . . ) would be interesting. Prospective future implication
of the research lies also in its methodological background, which is not typical to be used
in scope of this issue. On the other hand, this research could be a pilot study for research
focused on other national markets or polymorphic working collectives when the national
point of view is taken into account. Similarly, managerial theory and practice would
be significantly enriched by research that would extend actual state of knowledge via
analyzing the intrinsic motivation factors and their components not only across markets but
also across job positions of employees. Optimal approach to such a job positioning would
highlight the interaction with customer and competences in the managerial structures.
Thus, the research of intrinsic motivation sources would be considered as complex and
suitable to be used for the purposes of sustainable internal marketing communication
as one of the newly identified pillars of sustainable competitive advantage in turbulent
post-pandemic times and the next employee generation.

6. Conclusions

The aim of the paper was to identify changes in intrinsic motivation sources of
employees caused by the impact of the COVID-19 pandemic and to discuss prospective
modifications in the already formulated patterns of internal marketing communication.
The data obtained via own questionnaire research have been analyzed via factor analysis
in accordance with contemporary trends in managerial analytics. Research was realized
during the first quarter of 2020 and 2021 on the sample of 2000 Slovak citizens older than
15 (basic presumption for the legal working subjectivity according to Slovak law). These
were the main presumptions for the research: (1) financial situation of many companies
would not allow the continuation of attractive extrinsic motivation programs; (2) pandemic
has changed individual value scales in favor of non-material ones; and (3) millennials as a
strengthening generation on the job market are characterized by a hedonic life approach and
preference for intrinsic motivation sources. The examination of intrinsic motivation sources
of employees in the period before and during COVID-19 has shown a change in the content
of individual factors when the original structure of these factors is taken into account.
Thus, the components of factors remained equal in both analyzed periods while their order
changed. Similarly, a change in the perception of the importance of the detected sources of
intrinsic motivation was demonstrated. The ranking of intrinsic motivation sources before
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the COVID-19 pandemic was the following: (1) sense of choice; (2) sense of meaningfulness;
(3) sense of progress; and (4) sense of competence, the ranking of intrinsic motivation
sources during the COVID-19 pandemic was the following: (1) sense of choice; (2) sense of
progress; (3) sense of meaningfulness; and (4) sense of competence. The study detected
the phenomenon of “extrinsictination” of intrinsic factors, which indicates the need of
effective communication as a stimulus for optimal functioning of intrinsic motivation
model of individual employees. Thus, it can be stated that the already existing principles
and patterns of internal marketing communication should be critically reconsidered and
motivation systems should be revised to contribute to optimal performance of the company
on the market and its sustainable development.
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