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INTRODUCTION 

 

After completing my studies in Applied Economic Sciences, I was not ready to start working 

yet. It felt like I was missing a bit of practical knowledge, which seemed to me to be crucial 

for successfully entering the business world.  

One of the main reasons for starting the advanced master programme of Multilingual Business 

Communication was exactly to learn some of these indispensable practical skills. The 

internship in particular really convinced me.  

In choosing the perfect internship, I hesitated between an internship relating to my degree in 

economics and an internship linked to Human Resources, for which I have always had an 

interest. My choice eventually fell to an internship at Hudson, which is a global company that 

provides numerous HR-solutions such as recruitment and selection, assessments, ... I have had 

the opportunity to work at the Research and Development (R&D) department which deals 

with (amongst others) the development of psychometric tests, simulation exercises and case 

studies.  

This masterproef contains four chapters. The first chapter encompasses a thorough description 

of Hudson as a company and the R&D Department in particular. Since Anouk Baele (a fellow 

student of Multilingual Business Communication) did her internship at the R&D Department 

of Hudson as well, we decided to join forces and write the first chapter of our theses together.  

The second chapter deals with all sorts of theories concerning motivation and unfolds the link 

with my assignment during the internship.  

In the third chapter I explain my main assignment, as well as my contribution to this project. 

Subsequently chapter three also deals summarily with some of the minor tasks I completed.  

The final chapter contains a general conclusion of my internship and explains what I have 

learned both on a personal and on a professional level.  
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CHAPTER 1 COMPANY PRESENTATION 

Introduction 

This chapter contains an in-depth description of Hudson, and the R&D Department in 

particular. The R&D Department of Hudson is located in Ghent, and is the location where we 

(Anouk Baele and Kelly Desmidt) did our internship. Since we both did our internship at the 

same department, we decided to write the first chapter of our theses together.  

This chapter is not only based on the company website, we also used several internal 

documents, as well as our experiences during the internship. In addition, we also consulted 

Hudson‟s annual report of 2009. Both formal and informal conversations with colleagues 

helped us to form a detailed image of Hudson as a company, and of the R&D Department 

more specifically.  

 

Anouk Baele & Kelly Desmidt, 2010. 
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1 Company history 

In 1982, Ivan De Witte, together with his business partner Maarten Morel, founded the 

company “De Witte & Morel”. A star was born – or better yet, a human resources and 

consulting company was born.  

Approximately thirteen years later, in 1995, Ernst & Young took over De Witte & Morel.  In 

the following years, De Witte & Morel merged with Meeremans & Bloemen (1997), 

Alexandre Tic Benelux (1998), De Cock & Nicasy (1999) and Baeten Consulting (2001).  

In September 2001, Ernst & Young sold its branch of Human Resources Services (including 

De Witte & Morel – Meeremans & Bloemen – De Cock & Nicassy – Alexandre Tic Benelux 

– Baeten Consulting) to the American TMP group. Almost two years later, TMP subdivided 

into two parts. On the one hand Monster, and on the other hand Hudson Highland (which 

included De Witte & Morel). Both spin-offs are quoted on the stock exchange (NASDAQ). At 

this point in time, De Witte & Morel changed its name into Hudson | De Witte & Morel. A 

few years later, as from January 1
st
 2008, this name was shortened to Hudson. The company 

name was gradually changed because of a firm belief in the image and reputation of De Witte 

& Morel. 

 

Figure 1 Company history 

1982
• Foundation De Witte & Morel

1995 • Ernst & Young takes over De Witte & Morel

1997 • Merger Meeremans & Bloemen

1998 • Merger De Cock & Nicassy

1999 • Merger Alexandre Tic Benelux

2001 • Merger Baeten Consulting

2001 • TMP takes over De Witte & Morel

2003 • De Witte & Morel becomes Hudson | De Witte & Morel

2008 • Hudson | De Witte & Morel becomes Hudson
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2 Corporate information 

Hudson is a global human resources and consulting company, with permanent recruitment, 

talent management and contracting as its main services.  

3,300 people are employed by Hudson Worldwide, divided over 140 offices in 24 countries 

and scattered over 4 continents. Although Hudson has an annual revenue of almost $700 

million, it incurred a loss of about $40 million in 2009.  

 

Figure 2: Offices Hudson Worldwide 

In Europe, Hudson has 45 offices, spread over 17 countries. These offices contribute to 

approximately 40% of global revenue and 25% of the losses. Some 1,300 employees work 

across Europe.  

Hudson BeLux employs about 220 people and realises an annual revenue of €35 million. 

There are seven regional offices: Antwerp, Brussels, Courtrai, Ghent, Hasselt, Louvain-la-

Neuve and Leudelange.  

Hudson Belgium has been market leader for more than 10 years.  

3 Company Structure 

As a recruitment and consulting company, Hudson helps organisations by assessing, 

recruiting, developing and engaging people. Hudson Belgium is the undisputed market leader 

in recruitment and HR consultancy in Belgium. 
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Broadly speaking, Hudson Belgium offers three types of services:  

1. Recruitment & Selection, 

2. Talent Management,  

3. Contracting. 

These three departments are supported by the Research & Development department. 

   

Figure 3: Structure Hudson Belgium 

3.1 Research and Development 

Hudson has a Belgian based European R&D Department at its disposal. This internationally 

renowned department is specialized in the development of integrated HR tools and HR 

instruments, based on a solid methodology. These tools are used on a European level, both for 

the support of activities at Hudson, as well as for clients (private and public). The R&D team 

is made up of HR specialists, psychologists, linguists, and software experts, and is under 

skilful leadership of Etienne van Keer, who has over 30 years of experience in selection, test 

development and assessment centre techniques.  

Within the international Hudson Group context, the European R&D Department is nominated 

as the worldwide Centre of Excellence for the Assessment and Development activities. In this 

role, the R&D team is responsible for delivering the necessary training for assessors and for 

certifying consultants worldwide in the assessment methodologies.  

Hudson 
Belgium

Recruitment & 
Selection

Talent 
Management

Contracting 
(Interim 

management) 

Research & 
Development 

Europe
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3.2 Recruitment and Selection  

The Recruitment and Selection Department (R&S) helps organisations in their search for the 

ideal candidate.  

First, the consultants of the R&S team make an in-depth assessment of the company‟s specific 

needs and then decides - together with the organisation - on the most appropriate recruitment 

process to adopt. Sometimes, a combined approach is suggested, to maximise the likelihood 

of quick success. Different methods or recruitment channels are offered: advertisements 

(internet and/or press), private and public databases (Hudson has the largest database in 

Belgium, with over 600,000 professionals and more than 350,000 CVs), a multi-channel 

approach (a combination of several or possibly all the approaches) and recruitment on 

campus. Next, the consultants of R&S select and evaluate candidates by analysing their CV, 

screening candidates by telephone, and interviewing them. After an assessment at Hudson, the 

consultants give their final advice and recommendations and a candidate can enter the client‟s 

company. At this point in time, the job of the consultants is not finished, there is a follow-up 

of the candidate, to monitor – among other things – the integration into the organisation 

(Hudson Highland Group, Inc., 2010a).  

The figure below describes the selection procedure and makes clear that this procedure is an 

ongoing process. During this process, the client is continually kept up-to-date, by means of 

progress reports, candidate reports, etc. 
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Figure 4: Selection procedure 

3.3 Talent Management 

The Talent Management Department at Hudson offers two types of Talent Management: 

Individual Talent Management (selecting the right people and developing and shaping their 

potential) and Organisational Talent Management (aligning human resources and company 

strategy, to engage, manage and retain employees). Hudson becomes the professional partner 

of organisations in assessing and screening candidates, by first detecting competencies. The 

goal is to jointly arrive at the ideal people to enter a company through the use of Assessment 

Centres. By using the solutions and tools of the Research and Development Department, there 

is no need for guesswork when screening or selecting (Hudson Highland Group, Inc., 2010b).  

3.4 Contracting (Interim Management) 

When organisations are in search of Interim Managers or contract professionals, they are 

directed to this department. This department is specialized in searching managers or 

professionals with the right skills to complement a permanent workforce quickly and 

efficiently, and for as long as necessary. A company might need these Interim Managers or 

contract professionals for a change process, a specific project, a transition, for particular 
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expertise or simply to meet a temporary peak in sourcing requirements (Hudson Highland 

Group, Inc., 2010c).  

Next to these departments, Hudson also has a Public Sector Division and a Healthcare 

Division. These departments offer specialized services, meaning they provide the same 

services as Recruitment & Selection, and Talent Management, but specifically aimed at the 

health and public sector, as these tend to ask for specific profiles and require a specific 

approach.  

4 Corporate identity  

4.1 Hudson 

The mission, vision and values of Hudson guide the company in its business strategies, 

behaviour and relationships with different types of stakeholders: business partners, suppliers, 

clients, candidates and communities.  

4.1.1 Mission 

"To be the world‟s best at helping employers achieve success through people." (Hudson 

Highland Group, Inc., 2010d) 

The success of an enterprise is strongly defined by the right people with the right skills. That 

is why more and more companies are focusing on recruiting talent. It is important for 

companies to recruit employees who will be strongly loyal to their employer and the culture 

of the company, and who can be trained to fill positions in the future. By already discovering 

this talent in an early stage, and by effectively anticipating this as a company (by, for 

example, making traineeships available, putting customized training courses in place, etc.) a 

company can build its human capital. Hudson wants to make enterprises recognize that it is 

key to find the right people and match them with the right responsibilities. Hudson wants to 

be a partner in the detection and development of competencies. It is clear that new hires can 

fail to live up to expectations, and that traditional sourcing channels may not find the best 

candidates. Weaknesses in screening and selection processes cause significant adverse effects 

on business.  Hudson believes this is why an organisation should evaluate the effectiveness of 

its screening and selection processes. Hudson invests millions of euros every year in Research 
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& Development to create powerful solutions and tools that eliminate the guesswork in 

screening and selection decisions. Hudson creates screening and selection processes, 

advanced assessment centre methodologies, and easy-to-use online tools for companies.  

4.1.2 Values 

Hudson attaches a lot of importance to its values and is committed to Corporate Governance. 

Hudson has developed a framework to ensure it delivers Corporate Governance of the highest 

order. The five values that Hudson strives to uphold are (Hudson Highland Group, Inc., 

2010e):  

– Integrity: embracing and upholding the highest standards of personal and professional 

ethics, honesty and trust. 

– Respect: treating everyone with uncompromising respect, civility and fairness. 

– Collaboration: working as a team and sharing knowledge for continuous 

improvement, learning and innovation. 

– Empowerment: empowering people to deliver operational excellence through 

innovation and leadership at all levels. 

– Responsibility: being responsible to fulfil commitments to colleagues and clients with 

a clear understanding of the urgency and accountability inherent in those 

commitments. 

To connect the everyday activity with these five values, a set of Operating Guiding Principles 

has been created which emphasizes the responsibility to each other and to the clients, 

candidates and third parties that Hudson engages with.  

Finally, Hudson has developed a series of formal rules and processes - including guidance, 

training and auditing, recognizing and rewarding behaviour. These rules and processes allow 

people to make sure that their day-to-day actions are in complete compliance with the 

requirements of Corporate Governance. 

4.1.3 Corporate Social Responsibility 

At Hudson, Corporate Social Responsibility seems to be quite important. Perhaps not that 

surprising as the core of its business is people. "From great people to great performance", the 

slogan that Hudson uses, is also what they want to offer individuals and organisations through 

corporate social responsibility. Hudson tries to make the workplace the best it can be, through 
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education, professional development and innovation. It wants to share its expertise as a leader 

in global talent solutions and carry out a commitment to responsible corporate citizenship.  

Hudson‟s social responsibility program is based on three main pillars (Hudson Highland 

Group, Inc., 2010f): 

– Employee Volunteerism: The employees are the most powerful connection to the 

community for Hudson and it is through their dedication, passion and expertise that 

Hudson is able to serve people in need. Through the Helping Hands volunteer 

program, every employee can ask for one additional paid day to donate his or her time 

and expertise to a community initiative.  

– Corporate Giving: Hudson Highland Group's corporate giving budget helps support 

local market sponsorships/activities and also allows for giving aid in response to 

natural disasters or other instances of extreme need. For example, during the 2009 

Music for Life project of Studio Brussels, Hudson joined in. The Ghent employees of 

the Talent Management Department offered their time and help for the action 'CV for 

life' (Hudson Highland Group, Inc., 2010g). Young graduates could get help with their 

resume in exchange for a contribution. It was a great success and they raised over 

6,000 euros. One of the employees of the R&D Department organized 'Hudson on 

stage' and performed as a singer to raise more money.  

– Responsible Business Practices: Hudson tries to build an enterprise with cultural 

diversity. From hiring men and women who reflect the diversity of the communities, 

to practicing fair and equitable recruitment practices, Hudson wants to act in a legally, 

ethically and responsibly correct fashion (Hudson Highland Group, Inc., 2010h). 

4.2 Hudson R&D 

4.2.1 Mission 

The mission of the R&D Department is to be the main driving force of innovation by creating 

innovative tools and tailoring tools to the client needs. In this process it is important to work 

closely together with Senior Management and the client‟s Marketing Department. Next to 

this, the R&D Centre wants to guarantee high quality services and wants to create higher 

customer satisfaction. 



11 

Hudson R&D chose this mission because they believe: 

- Innovation is key for success; 

- Tools can streamline operations and guarantee a professional and consistent approach. 

4.2.2 Vision 

“We develop and offer innovative product solutions to create a competitive advantage for 

Hudson, added value for our clients, and a positive candidate and user experience, in times 

where managing talent is the challenge.” 

This vision clearly demonstrates how Hudson R&D is not only considering external and 

internal clients, but is also concerned about candidate experience.  

4.2.3 Unique Selling Proposition  

The Unique Selling Proposition of Hudson R&D is “offering „product solutions‟ through a 

partnership with our clients”. With this approach they want to set themselves apart from the 

competitors.
1
 This means that they offer their clients: 

– Not only products  

– Not only solutions (consulting like other HR consulting companies) 

– But a combination  

– With  several solutions through a diversity of products and services 

4.2.4 Future Goals 

– „To be and stay a profitable unit‟ 

The R&D Centre makes internal product solutions for Hudson by making tools that can be 

used within the company. They also sell product solutions and jointly develop – if the client 

wants so – new innovative tools.  

Hudson R&D is considered a high-value business unit of strategic importance. Thousands of 

euros are invested in the research and deployment of new tools, but the return on investment 

is very high. Hudson has a strategic advantage compared to the competition with its value 

proposition of “Product Solution Partner” rather than test supplier. 

                                                
1 Cf Chapter 1: 7. Competition 
2 Literally translated from Van Dale Groot woordenboek van de Nederlandse taal: “Motivatie”. 
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– „International growth‟ 

In order to maintain the high standards and to generate high profit margins it is important that 

Hudson R&D expands in Europe as well as internationally. To achieve this co-operation with 

Senior Management, marketing will be crucial. They will try to do so through several 

channels: 

– Via internal networking 

– Via events (Lighthouse (Hudson Highland Group, Inc., 2010i), HR Vlerick 

day) 

– Via research marketing 

5 Products 

5.1 Reasoning Ability Tests 

Reasoning Ability Tests give an objective description of the potential and skills of a candidate. 

These tests assess whether or not a candidate can draw the right conclusions based on 

different kinds of information: abstract information, tables and graphs, or texts, memos and e-

mails. Hudson R&D has already developed numerous reasoning ability tests, each of which 

will now be dealt with.  

Abstract Reasoning Ability Tests measure the ability to deduct rules from abstract information 

and apply them to new information. This test helps to detect a candidate‟s basic potential.  

Numeric Reasoning Ability Tests measure the ability to draw correct conclusions from tables 

and graphs and is relevant for numerous functions. 

Verbal Reasoning Ability Tests measure the ability to draw logical conclusions from written 

information.  

Listing Control Tests measure the capacity to detect errors in given information. This test is 

relevant for clerical functions, where speed and accuracy is crucial.  

Planning Ability Tests measure the capacity to plan and organise, which is extremely 

relevant/crucial for clerical and project management functions. 
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Two types of tests are relevant for technical functions: one test assesses the spatial insight of 

candidates (Spatial Insight Test), while another one assesses the ability of candidates to draw 

correct conclusions based on technical insight (Technical Insight Test). 

A final test, the Diagram Analysis Test, assesses the ability of candidates to decipher complex 

flowcharts and is relevant for IT profiles and engineers. 

5.2 Questionnaires 

Next to a vast amount of reasoning ability tests, Hudson R&D also offers two types of 

questionnaires. The first type of questionnaire (which is called Business Attitudes 

Questionnaire or Professional Attitudes Questionnaire) aims to gain insight in the personality 

aspects of a candidate that are crucial in the professional context of an organisation.  

The second type of questionnaire, which is called the Motivational Drives Questionnaire, 

maps the motivational drives of candidates or employees.  

5.3 Simulation exercises 

In addition to tests and questionnaires, Hudson R&D also develops simulation exercises. In a 

simulation exercise, a candidate is put into a fictitious situation that represents a realistic 

scenario. The problems that the candidate has to deal with, are – up to a certain extent – 

related to the future job situation. Simulations aim at professional skills and require a 

candidate to undertake concrete actions.  

Commonly used simulation exercises are analysis and presentation exercises, group exercises, 

in-tray exercises, commercial role plays and management role plays.  

Simulation exercises are often used within the context of Assessment Centres or Development 

Centres.  

5.4 360° feedback 

The 360° feedback questionnaire is an instrument that can help to assess and develop a person 

in a certain working environment. Various persons can, based on their personal work 

experience, assess the performance of an individual through 360° feedback. During the 

internship we were asked to take part in a brainstorming session. One of the clients of R&D 
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wanted to use the 360° feedback as a marketing tool. It was our job to decide what the target 

group would want from such a tool.  

5.5 Development process 

Although Hudson does not profile itself as a mere test provider – it sees itself more as a 

partner in HR solutions – Hudson R&D has already developed numerous tools and 

instruments that can help an organisation in diverse HR processes, like selection, assessment, 

development, retention, ... 

For the development of psychometric tests, a certain procedure is followed. Overall, there are 

a number of phases. In the first stage, existing literature is reviewed. For the development of a 

reasoning ability test, for example, literature about intelligence, reasoning ability and the 

development of reasoning ability tests is examined. Furthermore, existing reasoning ability 

tests are evaluated.  

After the development of items, experts validate the content of these items. This happens in 

two stages. Firstly, experts evaluate each item according to content and difficulty, after which 

“wrong” items are adapted. Secondly, by means of a field test, experts with field experience 

validate the content, the difficulty and the relevancy of the items. Again, “wrong” items are 

adapted.  

In a next phase, exercises are set up and a time limit is determined. In addition an 

experimental version of the test is administered. At least 100 candidates should be found for 

each exercise. 

Subsequently, the reliability and validity is tested. By means of a statistical programme 

internal consistency, split-half and parallel-test reliability as well as convergent, divergent and 

predictive validity are evaluated. 

In the last phase norms for the final version of the test are developed. This is done according 

to language, education and specific functional levels. These norms will later on be used for 

comparing new candidates against, in order to evaluate their performance on the test. This 

phase also includes drawing up a manual, which contains all the relevant information about 

the test.  
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5.6 Scientific expertise 

The Hudson R&D Centre has several partnerships with experts. Hudson R&D wants to enrich 

its knowledge about test development in general and about the classical test theory and the 

item response theory in particular. They work together with the International Test 

Commission cooperate with a scientific committee in which professors from different Belgian 

universities participate. 

5.6.1 International Test Commission  

The European R&D Centre of Hudson is member of the International Test Commission 

(ITC). This commission is an “Association of national psychological associations, test 

commissions, publishers and other organisations committed to promoting effective testing and 

assessment policies and to the proper development, evaluation and uses of educational and 

psychological instruments.”(International Test Commission, 2008a). The ITC takes care of 

the exchange of information among the different members and stimulates cooperation. These 

subjects include problems related to the construction, distribution, and use of psychological 

tests and other psycho-diagnostic tools. The ITC organizes international meetings and 

discussions in order to achieve these goals. It also promotes the publication of relevant 

information by means of its own and other scientific outlets, and stimulates international 

cooperation on research projects relevant to a scientifically and ethically sound use of tests 

(International Test Commission, 2008b). 

Being a member of the ITC, Hudson‟s European R&D Centre can give its feedback and input 

regarding the ITC guidelines for test developers. These guidelines describe the proper way to 

develop and use tests and take into account technical, quality, control, security and privacy 

issues. The ITC regularly publishes guidelines, articles and newsletters. An “Official Journal 

of the International Test Commission” is published every quarter. By means of this journal, 

one can stay up-to-date regarding the latest scientific trends about test development, test 

administration, test scoring, test validation, and item statistics. 

5.6.2 Scientific Committee 

Hudson R&D has set up a cooperation with respected professors from different universities. 

The committee discusses the developments to make sure that Hudson R&D uses a scientific 

foundation for its tools. The scientific committee has a meeting every quarter and discusses 
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the latest developments, latest scientific trends and gives advice about how to develop new 

assessment tools. The Scientific Committee assures the scientific approach and is a source of 

information, for instance about classical test theory and item response theory. The committee 

enables the R&D Centre to be up-to-date and to receive information from professors from 

different universities around the world. Due to this exchange of information they can use the 

latest trends and techniques in test theory. The main goal is to base their expertise not only on 

theory but also on practical issues in order to improve knowledge about test statistics and 

theories. 

6 Clients 

Hudson R&D has an extensive client portfolio. There is not just one type of client, on the 

contrary. Among its clients are local as well as international companies, small and medium 

sized enterprises, multinationals, private and public companies. This broad client portfolio is 

possible because Hudson combines local knowledge with first rate international networks.  

Some of Hudson‟s R&D clients include:  

  
 

  
 

   

7 Competition 

7.1 SHL                

SHL is the biggest competitor of Hudson and more specifically of the R&D Department. The 

company was established in 1977 and has more than 60 offices in 50 countries. Its tools and 
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services are available in 30 languages. SHL delivers nearly the same services as Hudson, 

namely business solutions, and their products are similar. SHL clients include The Coca- Cola 

Company, American Express, Umicore and other multinationals from different sectors (SHL 

Group Limited, 2010a). 

The mission of SHL is (SHL Group Limited, 2010b): 

– “To demonstrably improve the effectiveness of organisations through objective 

measurement, 

– To leave a legacy in the lives of people in our customer organisations, 

– To be the World leader in our field in terms of thought leadership, financial 

performance and global reach.” 

The vision of SHL is (SHL Group Limited, 2010c): 

“We help our customers drive continuous improvement in the performance of their people by 

helping them have the right people in the right place at the right time. We believe that the 

science of objective assessment will ensure that the right people do the right jobs for the 

benefit of themselves and for the organisations in which they work.” 

Next, there is a SWOT analysis of SHL, from the viewing point of Hudson. What are the 

strengths and weaknesses of SHL and what kind of opportunities and threats does this create 

for Hudson R&D? 

STRENGTHS of SHL 

 

- International character (a lot of 

languages available) 

- Marketing – website/ sales/ global 

approach 

- Clear website + lots of online tools 

(easy for clients) 

- Academic focus 

- Lots of instruments 

- Very big with big clients 

- One can try a test online 

 

 

WEAKNESSES of SHL 

 

- Less flexibility than Hudson: Hudson 

can stress its ability to customize the 

tests to the client‟s needs 

- Main focus is online (pre-screening 

context) 

- Less support for clients 

- Very famous, but a lot of people 

already know the tests 

- Less attention to the candidate 

experience  

- Less scientific knowledge 

- Face validity of Hudson tests is bigger 

than SHL (day-to-day experience) 

- More expensive  
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OPPORTUNITIES for Hudson 

 

- Put more emphasis on the products 

- Collaboration with famous business 

school or companies 

- Use the international offices of 

Hudson to further expand the network 

- Stress that R&D is a partner, not only  

provider of tests 

- Stress the international scientific 

expertise  

 

THREATS for Hudson 

 

- Also try to profile themselves as 

provider of business solutions 

 

Hudson‟s face validity is better than SHL‟s because the tests simulate real life experience, for 

example by putting all questions within the same context. The context of exercises is 

consistent with the day-to-day experience and is in line with the level of the candidate. 

Hudson attaches great importance to a positive candidate experience when doing tests. This 

real life context is one of the key factors to achieve this.  

SHL has more online tools than Hudson. These can, however, only be used in a pre-screening 

context, as there is no way of being sure that the person who filled in the test is the person 

who is applying. A decision should therefore not solely be based on such a test. There are two 

main risks involved: a bad decision can be taken because someone else filled out the test. 

SHL‟s solution to this issue, is to offer a kind of "verification" test, which is a short version of 

the test the candidate has taken at home, to check the consistency of the results. Even with this 

small testing afterwards, one cannot be sure that the candidate did the test him/herself. The 

second risk is that these kinds of "credibility tests" can have a negative impact on the image of 

the tests and lower the candidate‟s experience.  

One of the biggest threats is that SHL also wants to offer business solutions, whereas in the 

past SHL was merely a test supplier. SHL has thus changed its strategy a bit and is trying to 

provide consultancy in combination with tests. However, Hudson can still emphasize that it 

acts as a partner and can adapt and develop tests, according to the client‟s needs. Moreover, 

Hudson offers a complete and wide range of total solutions and a coherent consultancy 

approach in which the Hudson tools are embedded. Hudson should nevertheless keep an eye 

on the evolutions that are going on at SHL.  
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7.2 Cubiks                

Cubiks was first established in January 2000 as part of the PA Consulting Group. The 

company‟s headquarters and the Research & Development Team are located in the UK. 

Cubiks is an international HR consultancy firm that combines consulting expertise with 

services and online products. Cubiks‟ best-known tool is PAPI, a personality test – much like 

Hudson‟s Business Attitudes Questionnaire (BAQ). Cubiks is an independent company with 

national offices in 11 countries, including Belgium. Cubiks delivers assessment, selection and 

development tools for organisations in over 50 countries. More than 1,000 clients – including 

AXA, Accenture, Dell computers and IBM amongst many others – use its products and 

services in different languages (Cubiks Intellectual Property Limited, 2010). 

STRENGTHS of Cubiks  

 

- Test demo on Cubiks website 

- User-friendly website: invested a lot 

in marketing and very up-to-date 

- UK based: Native English speakers 

- Consultancy + tests 

WEAKNESSES of Cubiks 

 

- Less driven to provide tests in 

different languages 

- Small in Belgium 

- Limited variety of tests 

- Tests are not sold by the test makers; 

no contact with R&D (less insight in 

how the test should be used) 

OPPORTUNITIES for Hudson 

 

- Learn from their marketing-driven 

approach and put stress on the high 

quality of the tests 

- Offer demos of the Hudson tests 

THREATS for Hudson 

 

- Strong scientific base: certified by the 

British Psychological Society 

- UK based: easy access to 

international contacts 

- Cubiks can copy successful Hudson 

tools as their product range is smaller 

than Hudson‟s 

7.3 CEBIR             

CEBIR or Center for Basic Interactive Research was founded in 1987. It is a test system- and 

test designer delivering products and services to large and medium-sized companies. They 

develop programmes and psychological tests for the selection of personnel. CEBIR‟s clients 
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originate from various sectors: employment and temporary work agencies, government 

institutions, universities, etc. Some of their clients include Mobistar, the Catholic University 

of Brussels, ArcelorMittal and De Post. The most important countries for CEBIR are 

Belgium, the Netherlands, France, Luxembourg and Germany. CEBIR is a relatively small 

company, employing some twenty people (CEBIR, 2010a).  

Compared to Hudson, CEBIR offers a massive amount of tests and exercises. These are 

nevertheless often variants on the same theme. The names of the test are often confusing, and 

not relevant to their content. CEBIR‟s tests give an academic impression, making them seem 

rather dry and dull (CEBIR, 2010b).  

Within Hudson R&D, CEBIR is known as the “cheap” competitor, offering services of little 

quality.  

7.4 Saville Consulting                 

Saville Consulting is an international business founded in 2004 by Peter Saville (previously 

the founder of SHL). Saville Consulting develops assessment tools, that measure the critical 

fit between individuals, job, and workplace culture. Next to these tools, Saville Consulting 

also offers training (by experienced assessment experts) to interpret and apply the assessment 

tools, as is the case with Hudson R&D. Amongst its clients are rather well-known companies, 

such as Siemens, Deloitte, PWC, 3M, Johnson & Johnson, etc. (Saville Consulting, 2010a). 

Like Hudson R&D, Saville Consulting can rely on an extensive team of business 

psychologists, consultants and IT professionals (Saville Consulting, 2010b). 

The website of Saville Consulting has a very professional look and feel and is user-friendly. 

Moreover, the website is very marketing driven and tries to brand the products in an attractive 

way. Therefore, this can definitely be considered as one of Saville‟s strengths. Compared to 

this website, the Hudson website lacks colour and a bit of verve.  

Although Saville Consulting speaks highly of its international reach combined with local 

expertise, there is a difference with Hudson. Hudson uses an integrated approach worldwide, 

whereas Saville Consulting consists of all different companies. Hudson R&D could really 

benefit from stressing its international approach.  



21 

Finally it is worth noticing that Saville Consulting – unlike Hudson R&D – does not offer 

partnerships. Hudson R&D can certainly stress the advantage and importance of these 

partnerships.  

7.5 Thomas International               

For nearly 30 years Thomas International has been a global provider of objective management 

systems and business assessment tools that help organisations to recruit, retain, develop and 

train their employees. Thomas International carries out over one million assessments every 

year. The company is present in over 60 countries, and the behavioural assessments are 

available in 56 different languages. Their assessments cover three areas: personality and 

behaviour, aptitude and ability, and job profiling (Thomas International, 2009a).  

Thomas International has its own division for Belgium and Luxembourg: Thomas 

International Belux. This team consists of six people (Thomas International, 2009b). 

The most important tool of Thomas International is the PPA (Personal Profile Analysis) and 

this tool is the basis for other tools. The PPA provides insights into how people behave at 

work, and claims to take only 7 to 8 minutes (as compared to some 40 minutes for the 

personality questionnaire of Hudson R&D) (Thomas International, 2009c).  

The Personal Profile Analysis has received a Certification of Registration from the British 

Psychological Society (BPS) to confirm it meets all requirements for use as a psychological 

tool (Thomas International, 2009c). However, Hudson is registered as test publisher at the 

BPS as well.  

A final remark goes to the tests: Thomas International‟s tests are hands-on, whereas Hudson‟s 

tests are more complex and conceptual.  
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8 SWOT-analysis 

 

8.1 Strengths 

Hudson R&D has several assets: the first strength is the diversity of the team. The team 

consists of occupational psychologists, linguists and IT professionals, allowing to look at a 

problem from different angles.  

Secondly, Hudson R&D can offer the client a complete package. This is called product 

solutions. It offers tests in combination with consultancy, which enables them to really help 

the client and not only focus on sales.  

Thirdly, the tests developed by Hudson R&D can be used internally. This way the tests are 

standardized across the world, creating honest and trustworthy tests.  

Strengths

- Extensive team (≠ profiles)

- Complete package

- Internal use

- Strong scientific base

- Worldwide (≠ languages)

Weaknesses 

- Website 

- Length of tests

- Marketing department

Opportunities

- Business games

- Step up marketing campaigns

- Collaboration other departments

- International

- Online demos

- Talent Management tools

Threats

- Highly competitive market

- Mysterious atmosphere

Hudson 
R&D
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Next to this, the tests have a strong scientific base. As was already mentioned, Hudson R&D 

is a member of the International Test Commission and has its own scientific committee.  

Lastly, Hudson R&D is active across the globe and cooperates with a lot of prominent 

companies and organisations. Their tests are available both online and offline and in a lot of 

different languages.  

8.2 Weaknesses 

Although Hudson‟s website is very elaborate, the pride and glory of the R&D Department – 

all of the tests and other tools – are not easy to locate. However, because the website of 

Hudson is restricted by Hudson Group regulations, it is difficult to put their own accents. 

As already briefly mentioned in part 7.5, some of the tests take quite a long time to fill in, e.g. 

the BAQ or personality questionnaire takes some 40 minutes. The length of the tests can 

therefore definitely be considered as a weakness.  

Since the Marketing Department only consists of one person, we believe that this is also a 

weakness. According to us, due to the limited amount of staff, not enough attention can go to 

the marketing of R&D products in particular.  

8.3 Opportunities 

A possible opportunity could be the development of a business game, for example in 

collaboration with another company. This business game could be an existing assessment, but 

moulded in a game-version, centring the cooperating company. This way, companies get to 

know possible assessments, and Hudson gets in contact with possible candidates. In short, a 

lucrative partnership. Moreover, creating a business game can also lead to publicity of 

Hudson tools.  

Stepping up marketing campaigns: since one of the strongest points of R&D tools is its 

flexibility and tailor-made developments, we suggest that promoting this value could be an 

excellent strategy.  

As a way of familiarizing companies with the different test possibilities, the website could be 

expanded with examples of these tools. These online demos can help convince companies to 

become a client of Hudson.  
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Another opportunity is to start promoting tests in other countries. Although Hudson‟s tests are 

available in numerous languages, the global website does not even mention that these tests 

exist.  

Finally, we think there lies a great opportunity in the existing Talent Management tools (e.g. 

the 360° feedback, or the Electronic Personal Development Planner  (EPDP)). In our opinion, 

it could certainly be worth putting these tools more in the spotlight. 

8.4 Threats 

The main threat for Hudson R&D is the competition. It is a highly competitive market and 

other test providers are always on the lookout to steal ideas or copy successful approaches. 

Confidentiality is very important for clients and employees.  

Another threat is the mysterious atmosphere surrounding tests and assessments. Candidates 

are often very sceptic about these tests and assessments and it is crucial to keep working on 

candidate experience. 
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CHAPTER 2 RESEARCH ON MOTIVATION 

Introduction 

One of my main assignments during the internship, was to write parts of the manual of an 

existing test: the Motivational Drives Questionnaire or MDQ. This questionnaire tries to 

discover a candidate‟s or an employee‟s motivational drivers and is based on diverse 

motivational theories.  

One part of the manual of the MDQ that I was able to complete, was the part concerning the 

literature and theories that were used as a basis for this questionnaire. In this thesis, I decided 

to not only include the theories that were used for the MDQ, but also some other theories 

which are considered as valuable in the field of motivational research.  

However, before moving on to these theories, a word of explanation is needed concerning the 

concept of „motivation‟. 

1 Definitions of motivation 

According to the Cambridge Advanced Learner‟s Dictionary motivation is “enthusiasm for 

doing something”. 

BusinessDictionary.com uses a slightly longer definition: “Internal and external factors that 

stimulate desire and energy in people to be continually interested in and committed to a job, 

role, or subject, and to exert persistent effort in attaining a goal. Motivation is the energizer 

of behaviour and mother of all action. It results from the interactions among conscious and 

unconscious factors such as the 1) intensity of desire or need, 2) incentive or reward value of 

the goal, and 3) expectations of the individual and of his or her significant others.”  

According to the Dutch dictionary Van Dale, motivation is “1) the act of motivating or being 

motivated, 2) (psychology) whole of factors (also impulses and motives) through which 

behaviour is stimulated and directed, 3) (psychology) strength or intensity of the inner state 
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that pushes someone to perform certain behaviour or refrain from performing this 

behaviour
2
.”  

Motivation can also be defined as “the set of processes that arouse, direct, and maintain 

human behavior toward attaining some goal” (Greenberg & Baron, 2000, p.130).  

When we look at these different definitions, we can conclude that they have some aspects in 

common:  

- Motivation includes a sort of energy or enthusiasm.  

- Motivation activates behaviour and gives direction to this behaviour. 

- Motivation results in performing a certain behaviour and causes this behaviour to be 

maintained or to be stopped.  

2 Relevance of motivation 

Before taking a look at different theories stating what motivates a person or employee, it 

could be interesting to find out why motivation, or motivating an employee is so important. 

What benefits are there for a company or organisation to have motivated employees? 

Motivation is one of the determinants of job performance (Greenberg & Baron, 2000). 

Ambrose & Kulik (1999) agree that motivation, together with ability, defines employee 

performance. Other correlations have been found between motivation on the one hand, and, 

job satisfaction, productivity and organisational commitment on the other hand (McNeese-

Smith, 1999). Moreover, it has been shown that employee satisfaction alone does not lead to 

higher performance, employees need to be highly motivated too (Ehrlich, 2006). What is 

more, Bedny en Karwowski (2006) hold the opinion that motivation is the single most 

important psychological factor that impacts the efficiency of work performance. 

Furthermore, Ambrose and Kulik (1999) put forward that the variables that influence 

motivation, are also associated with creativity, meaning that organisations can thus 

simultaneously influence motivation and creative performance in an effective way.  

                                                
2 Literally translated from Van Dale Groot woordenboek van de Nederlandse taal: “Motivatie”. 
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Finally, according to Kocabiyikoglu and Popescu (2007), there is a relationship between firm 

profitability and motivation. By appropriately motivating managers, firms can therefore 

increase profitability.  

3 Maslow: a theory on human motivation  

3.1 A theory on human motivation 

Abraham Maslow, who was an American psychologist, developed a theory which is now 

known as Maslow‟s hierarchy of needs. This theory has become one of psychology‟s most 

popular theories and has had an impact both in and out of psychology. The main reason for 

this popularity is the fact that Maslow‟s theory corresponds to our common sense. “The 

hierarchy describes the way most of us behave.” (Peterson & Park, 2010, p.220).  

According to Maslow, human beings desire something, and rarely accomplish a state of total 

satisfaction. When one desire is satisfied, another desire surfaces and takes its place. After this 

desire is satisfied, another one pops up, etc… A human being is never fully satisfied, unless in 

a relative and temporary way (Maslow, 1974).  

Maslow has a very distinct view on motivation and needs. In his opinion, the only 

classification of motivation that can be built, is one of fundamental goals or needs, rather than 

a simple enumeration of drives. With this, Maslow means that there is no use in drawing up 

detailed lists of drives or desires. These lists are inferior, since they imply an equality of the 

different drives, an equality of potency and probability of appearance. This is incorrect, since 

the probability that any desire penetrates consciousness, depends on the extent to which other 

dominant desires are satisfied or not. (Maslow, 1974). 

Following this line of thinking, Maslow decided that needs can be clustered in a hierarchy. In 

this way, a need of a higher level cannot be fulfilled unless the lower-level need has been 

satisfied. When a lower-level need has been satisfied, other and higher-level needs arise and 

these control the organism. When these needs in their turn have been fulfilled, yet again new 

(and higher-level needs) pop up, etc... (Maslow, 1974). 
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3.2 Maslow’s hierarchy of needs 

In Maslow‟s hierarchy of needs, five broad levels of needs can be found.  

3.2.1 Physiological needs  

The first layer consists of the needs we have for oxygen, water, protein, salt, sugar, calcium, 

and other minerals and vitamins. Also included are the need to sleep, to be active, to rest, to 

get rid of wastes, to avoid pain, and to have sex (Boeree, 2006). 

These physiological needs are undoubtedly the most powerful needs. It is most likely that if a 

person were deprived of everything, the physiological needs would form the main motivation 

in this person. Someone who lacks food, safety, love and esteem, will most likely yearn for 

food more than anything (Maslow, 1974). 

3.2.2 Safety needs  

Once physiological needs are relatively satisfied, a new series of needs emerges. These needs 

can be categorized as safety needs: the need for security, stability, dependence, shelter, 

freedom of fear, tension and chaos, need for structure, order, law, limits,... (Maslow, 1974).  

3.2.3 Needs of love, affection and belongingness  

When safety and security needs are taken care of, a third layer comes into play. If this layer 

dominates, a person feels great need for family, friends, a beloved or spouse, or affectionate 

relationships in general, and even a sense of community (Boeree, 2006). The lack of love or 

belongingness (solitude, exile, banishment, lacking friends) will cause much distress. People 

want to love and have the feeling they are loved in return (Maslow, 1974). 

3.2.4 Needs for esteem  

According to Maslow, everybody in our society feels the need or desire for a stable, firmly 

based self-respect, and respect from others. These needs can be divided into two categories: 

the need for self-esteem (the longing for self-confidence due to one‟s success, appreciation for 

who one is and what one has accomplished), and the need for appreciation from others (their 

respect, acceptance and recognition as a person, because of qualities, or the acquisition of a 

certain status or reputation within the group) (Maslow, 1974). 
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3.2.5 Needs for self-actualization 

The fifth and final level becomes dominant once the other four levels of needs have been 

fulfilled. Maslow describes self-actualization as a person's need to be and to do what the 

person was “born to do”. “What a person can be, he must be.”
3
 (Maslow, 1974, p.96). This 

need is the desire to become everything one is capable of becoming. A person cannot fully 

devote himself to fulfilling his potentials if lower needs are unmet. The specific form these 

needs will take, will vary from one person to another. The individual differences are therefore 

the biggest at this level (Maslow, 1974); (Boeree, 2006) and (Simons, Irwin and Drinnien, 

1987). 

 

Figure 5: An interpretation of Maslow’s hierarchy of needs 

The illustration above shows Maslow‟s hierarchy of needs represented as a pyramid. The 

bottom four layers of the pyramid are described by Maslow as „deficit needs‟ or D-needs. 

Only if one has a deficit of something, one will feel a need. If a person has everything he 

needs, he will feel nothing at al. The upper level is looked upon as a „growth need‟ or a „being 

need‟ (B-need). Once the D-needs have been taken care of, they are no longer considered 

motivators for behaviour. Growth needs continuously direct our behaviour and are permanent 

drivers or motivators of our behaviour (Boeree, 2006). 

                                                
3 Literally translated from: “Wat een mens kan zijn, moet hij zijn.” (Maslow, 1974, p.96). 

Self-
actualization

Needs for 
esteem

Needs for love, affection 
and beloningness

Needs for safety

Physiological needs 
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3.3 Criticisms 

Before moving on to the next theory on motivation, I feel it is quite necessary to take a look at 

the criticisms on Maslow‟s theory. Looking at several sources, a few general criticisms can be 

found:  

- Critique has been expressed concerning Maslow‟s methodology. For example, 

Maslow just picked out some people, who he thought were self-actualizers and 

examined these people by reading about them or talking to them. Based on this 

research, Maslow made several conclusions about the personality of self-actualizers 

(Boeree, 2006) and (Maslow, 1974). 

- Another criticism has to do with the constraints Maslow puts on people who reach 

self-actualization. Only 2% of human beings achieve this state of personality. 

Furthermore he saw it as something which is only rarely achieved by young people 

(Boeree, 2006). 

- Finally, questions have been asked regarding the hierarchy. According to Maslow we 

must take care of our lower needs, before self-actualization can emerge. However, 

many examples can be found of people who showed at the very least aspects of self-

actualization without their lower needs being taken care of. For example, famous 

artists or authors (= self-actualizers), who nevertheless suffered from poverty, 

neuroses or depression (= lower levels are not fulfilled) (Boeree, 2006). 

4 Alderfer: ERG-theory 

Clayton Alderfer expanded Maslow‟s hierarchy of needs by putting its hierarchic levels into 

three categories: Existence, Relatedness and Growth (hence: ERG-theory). The lower needs 

(physiological and safety) were grouped into the Existence category. Love and esteem needs 

became the Relatedness Category and the Growth category was formed by self-esteem needs 

and self-actualization (Value Based Management.net, 2010).  

According to Alderfer, needs may vary for each individual and (in contrast to Maslow) lower- 

level needs need not be satisfied before higher-level needs start to exist (Value Based 

Management.net, 2010). Furthermore, different needs can be pursued at the same time, as 

opposed to Maslow. Alderfer also proposed a frustration-regression principle: when needs in a 
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higher category are not met, people put more effort into their lower-level needs because these 

are easier to fulfil (NetMBA.com, 2010).  

5 Schein: career anchors 

Dr. Edgar Schein developed a theory which explains that every individual has a certain 

orientation towards his or her job and treats this job with a certain set of priorities and values. 

It is crucial to know what one wants in a career, especially when it comes to managing one‟s 

career. Schein thought up the concept of a „career anchor‟ (Schein, 2006) and (Wiley & Sons, 

2006). 

5.1  The concept of career anchors  

According to Schein, a career anchor is a combination of several components (Morrison, 

2008); (Schein, 1996) and (Schein, 2001):  

1) A person‟s perceived competencies (talents and skills),  

2) His or her basic values, and, more importantly,  

3) His or her motives and needs with regard to professional work life. 

These three components (talents, values and motives) are interwoven. When an individual 

values something, he or she will learn how to do it better and will be motivated to do and 

appreciate those things he or she is good at (Schein, 2001). 

A career anchor gives stability and direction to a person‟s career and can be labelled as the 

„motivator‟ or „driver‟ of that person. Moreover, a career anchor is that element or driver that 

a person does not want to give up (hence the name „anchor‟), when faced with a certain career 

decision (e.g. the choice between self-development, family or career) (Morrison, 2008). When 

people get more work experience, they get the opportunity to make choices. It is based on 

these choices that people get to know what they truly find important. It is not until an 

individual is faced with difficult choices, that he decides what is essential for him (Schein,  

2001).  

A career anchor represents your true „self‟. Schein postulates that when a person does not 

know what anchor dominates, he or she can end up in situations or jobs that are not satisfying 

because they do not reflect who that person is (Schein, 2001). 
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5.2  Sorts of career anchors 

Based on a longitudinal study and interviews with hundreds of people during different phases 

of their career, Schein identified eight career anchors: technical/functional competence; 

managerial competence; autonomy/independence; security/stability; entrepreneurial 

creativity; service/dedication to a cause; pure challenge; and lifestyle. Although all anchors 

somewhat apply to us all, we all have one anchor that is so essential, that we would not give it 

up (Schein, 2001).  

Each of the eight career anchors will now be tackled.  

5.2.1 Technical/functional competence 

People who have this skill as anchor, desire to become expert in their domain. They derive a 

sort of contentment, or even a kick, from knowing that they are experts at what they do. These 

people feel an inherent need to specialize and they search for challenge within their specialty. 

When these people start to make a career for themselves, they discover that they are less 

satisfied and less driven when faced with other territories (e.g. they attach little value to 

affairs of a general manager) (Schein,  2001).  It is very important that a job is challenging, 

people with this anchor like the idea of doing the job properly and better than almost anyone 

else (Morrison, 2008).  

5.2.2 Managerial competence 

Some people discover, during their career, that they are truly interested in management and 

want to become general manager. They want to climb the organisational ladder and would 

never give up the opportunity to get ahead in the organisation. They strive for a growing 

degree of responsibility to take decisions in the organisation. These people not only have the 

motivation to reach the top, they also have a combination of skills and talents at their disposal 

based on the following three domains (Schein, 2001):   

I. Analytical competence: the ability to identify, analyse and solve problems, 

even in a situation of uncertainty or  missing information; 

II. Interpersonal competence and intra-group competence: the ability to be in 

charge of people of all levels of the organisation, and to influence them, 

lead them, deal with them and control them, to attain the company‟s goals, 

and;   
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III. Emotional competence: the ability to be driven and stimulated by emotional 

and interpersonal matters, the ability to shoulder high levels of 

responsibility , and the ability to exercise power and take difficult decisions 

without feeling embarrassed or guilty.  

5.2.3 Autonomy/independence 

Some people realize that they can not stand being controlled by rules of other people, 

procedures, fixed hours, dress codes, or other regulations. They feel an overwhelming need or 

desire to do things their own way, in their own pace, according to their own standards. These 

people have an anchor in „autonomy/independence‟. People with this anchor would turn a 

promotion down, if it meant losing some autonomy. An autonomy-anchored person can live 

with the goals and objectives imposed by the organisation, but wants to be left alone after 

these objectives have been laid down (Schein, 2001).  

5.2.4 Security/stability 

For some people, security and stability are predominating in their career. They feel an 

inherent need to organise their career, so they can feel safe and secure, and want to be able to 

predict future events. These people have a “Security/stability” anchor. They do not enjoy 

taking risks and take pleasure in predictability (Schein, 2001).  

In a way, Schein sees two different kinds of security. On the one hand, some people search for 

a job that allows them to hold a permanent appointment. In exchange for this permanent 

appointment, they let their bosses tell them what work to do, where to live, ... This is called 

“Organisational security”. On the other hand, there is the anchor of “Geographic security”: 

people with this anchor bind themselves to one area and settle there (Nordvik, 1996). Both 

types of anchors describe people who would give up a promotion in exchange for stability and 

security (Schein, 2001).  

5.2.5 Entrepreneurial creativity 

Some people have an overwhelming need to create a company they can call their own, by 

developing new products or services, by building up a new organisation through financial 

manipulation, or by acquiring an existing company and transforming it to their own 

specifications. People with this anchor, are usually restless and they easily get bored. They 

continuously need new challenges and they are not afraid to take risks (Schein, 2001).  
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5.2.6 Service/dedication to a cause 

People who have “Service/dedication to a cause” as anchor, want to make a difference. They 

choose professions that express their fundamental values. They are fixated far more on these 

values than on talents or competencies. Decisions during their career are based on their desire 

to make the world a better place (Schein, 2001). 

5.2.7 Pure challenge 

Some people take pleasure in defeating everyone else. These people have a “Pure challenge” 

anchor. For them, success equals overcoming impossible obstacles, solving unsolvable 

problems, and conquering fearsome opponents. They enjoy insurmountable difficulties. 

During their career, they strive the impossible, and they actively search for challenges. 

However, they do not care about the domain in which the problem or difficulty occurs. This is 

in sharp contrast to people who have a “Technical/functional competence” anchor, who enjoy 

challenges, in their own expert domain (Schein, 2001). 

5.2.8 Lifestyle 

Some people value a work-life balance. Their anchor is “Lifestyle”. These people want their 

career to be integrated with their lifestyle. They desire to find a balance between self-

development, their family and their career (Schein, 2001). 

6 Herzberg: motivation-hygiene theory 

During the 1950s and 1960‟s, Herzberg did some research with regard to employee 

motivation. He discovered a dichotomy: “the things that make people satisfied and motivated 

on the job are different in kind from the things that make them dissatisfied” (Herzberg, 2003, 

p.87). This means that satisfaction and dissatisfaction stem from different sources. This led to 

the development of what is now known as Herzberg‟s two-factor theory or motivation-

hygiene theory. According to Herzberg, there are two types of factors: factors that produce 

job satisfaction and factors that lead to job dissatisfaction. The first type of factors are called 

satisfiers, the latter dissatisfaction-avoidance or hygiene factors. Herzberg stresses that these 

factors are not opposites of each other (Herzberg, 2003) and (Greenberg & Baron, 2000). 
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6.1  Motivator factors 

Motivator factors (intrinsic to the job) are: achievement, recognition for achievement, the 

work itself, responsibility and growth (Herzberg, 2003). Motivator factors will motivate an 

employee to perform at a higher level. They can directly contribute to job satisfaction. On the 

other hand, if these factors are not present, a neutral condition arises (so no dissatisfaction) 

(Nieuwenhuis, 2010).  

6.2  Hygiene factors 

Hygiene factors (extrinsic to the job) are: company policy and administration, supervision, 

interpersonal relationships, working conditions, salary, status, and security. These factors are 

needed to make certain that an employee is not dissatisfied (Herzberg, 2003). These can 

contribute to job dissatisfaction if they are not fulfilled. However, if these factors are present, 

a neutral condition arises (but no satisfaction) (Niewenhuis, 2010).  

7 Self-Determination Theory 

A final theory of motivation that is dealt with in this thesis, is the Self-Determination Theory 

(SDT). This theory was initially developed by Edward Deci and Richard Ryan (1985), and 

has been elaborated and refined by various scholars. 

7.1  Psychological needs 

Deci and Ryan (2000b) identify three needs, which are essential for ongoing psychological 

growth, integrity and well-being. They define needs as innate (as opposed to learned), and 

they put forward that these needs give motivational content to behaviour. The three basic 

needs are the needs for competence, relatedness, and autonomy. When these needs are 

satisfied, they lead to enhanced self-motivation and mental health. However, when they are 

not fulfilled, they diminish motivation and well-being (Deci & Ryan, 2000a).  

7.2  Intrinsic versus extrinsic motivation 

Normally, two types of motivation are considered, i.e. intrinsic motivation and extrinsic 

motivation. Intrinsic motivation implies people being motivated to do an activity simply 
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because they consider this activity interesting or because they derive satisfaction from the 

activity itself (Gagné & Deci, 2005). In case of intrinsic motivation, people discover interest 

and enjoyment, and they feel competent and self-determining. Moreover, they perceive the 

locus of causality for their actions or behaviour to be internal: they do it for internal rewards 

such as interest and mastery (Deci & Ryan, 1985).  

Extrinsic motivation leads to behaviour where the reason for doing it, is something other than 

interest in the activity itself (Deci & Ryan, 1985). Satisfaction comes from the extrinsic 

consequences to which the activity leads (Gagné & Deci, 2005). These extrinsic consequences 

could be rewards, punishments or incentives (Reeve, 1992). The perceived locus of causality 

is external: a person behaves in a certain way to get an extrinsic reward or to comply with an 

external constraint (Deci & Ryan, 1985). 

7.3 The self-determination continuum 

The self-determination continuum, introduced by Deci and Ryan (2000a) describes distinct 

types of motivation, ranging from a-motivation (which is completely lacking in self-

determination, and refers to a lack of intention and motivation) to intrinsic motivation (which 

is by definition self-determined) (Gagné & Deci, 2005). Although intrinsic motivation is the 

only type of motivation which is fully self-determined, extrinsic motivation can be viewed as 

composed of four distinct types of motivation, in terms of the degree to which it is 

autonomous versus controlled. This distinction between autonomous motivation and 

controlled motivation is central to SDT (Deci & Ryan, 2008).  

In case of autonomous motivation, people experience volition, or self-endorsement of their 

actions. Controlled motivation, in contrast, means people experience pressure to think, feel, or 

behave in certain ways (Deci & Ryan, 2008) 
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Figure 6: The self-determination continuum (based on Deci & Ryan, 2000a, p.72) 

Figure 6 shows the self-determination continuum (based on Deci & Ryan, 2000a, p.72).  

7.3.1 External regulation  

Externally regulated behaviour is the least autonomous behaviour. People perform a certain 

behaviour to obtain a desired consequence or avoid an undesired one. This is the prototype of 

extrinsic motivation. The regulation is located external to the person (Gagné and Deci, 2005). 

An example could be an employee who works hard because he knows he will be rewarded by 

his supervisor.  

7.3.2 Introjected regulation 

The second type, introjected regulation leads to behaviour to avoid guilt or anxiety, or to 

attain ego enhancements such as pride (Deci & Ryan, 2000a). One could think of it as a 

regulation controlling the person (Gagné & Deci, 2005). Introjection means that a person 

takes in a regulation, but not fully accepts it as his own. Introjected behaviours are not really 

experienced as part of the self (Deci & Ryan, 2000a). For example: an employee who works 

hard to avoid feeling guilty towards his supervisor.  

7.3.3 Identified regulation 

Thirdly, behaviour could be initiated by identified regulation. This type is already more 

autonomous and self-determined. Identification implies that people behave in a certain way 

because they personally value the behaviour and the action is viewed as personally important 

(Deci & Ryan, 2000a). People experience a greater amount of freedom and volition because 

the behaviour is congruent with their personal goals and identities (Gagné and Deci, 2005). 

Type of    A-motivation Extrinsic motivation Intrinsic motivation

motivation

Type of

regulation

autonomouscontrolled

No 
regulation

IntrinsicIntegratedIdentifiedExternal Introjected
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An employee who works hard because he personally values the effort he puts into his job, is 

an example of identified regulation.  

7.3.4 Integrated regulation 

The most autonomous type of extrinsic motivation is integrated regulation. Regulations have 

been evaluated and brought into congruence with one‟s other values and needs. Behaviour is 

considered to be part of the person. However, actions are still done to attain certain outcomes, 

rather than for their enjoyment (which is the case for intrinsic motivation) (Deci & Ryan, 

2000a). An example is an employee, where working hard, has become part of his or her 

identity.  
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CHAPTER 3 ACTUAL INTERNSHIP 

Introduction 

This chapter comprises a word of explanation on the assignments that I have completed 

during my internship, and in particular on my main task.  

First, the context of this task is briefly dealt with. Next, a thorough description of the content 

of my main task and my contributions to this task are discussed. Finally, some of my other 

assignments are tackled later on in this chapter.  

1 Context of the main assignment 

During my internship, I have had the opportunity to learn about different types of tests, that 

are often used in selection, assessment, development, etc. One of the tests that played first 

fiddle during my internship, was the Motivational Drives Questionnaire.  

As was already mentioned in the first chapter
4
, this questionnaire maps the motivational 

drives of candidates and employees. Moreover, it assesses the motivational drives of a 

candidate and allows an organisation to evaluate how it is able to offer the candidate the 

necessary stimuli to perform optimally in the job/organisation. Next to mapping these 

motives, the questionnaire also assesses what a candidate is looking for instead of focussing 

on what an organisation desires. This way, one can create an optimal fit between a person and 

what is offered in a job. As performance not only depends on a person‟s abilities (what he or 

she can do) but also depends on that person‟s motivation (what he or she wants to do), the 

Motivational Drives Questionnaire (MDQ) is also a strong indicator of performance and 

development. This is certainly added value for organisations who can thus benefit from 

knowing the motivation of a candidate or employee.  

Due to its content, the MDQ can be used throughout the entire organisation, at all levels, and 

for numerous applications, such as selection, development and coaching of people, career 

advice, etc.   

                                                
4 Cf Chapter 1: 5.2 Questionnaires 
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2 Main assignment 

My main task during the internship, was to contribute to the manual of the MDQ. As was 

discussed in the first chapter of this thesis, the development process of a test
5
 consists of 

several phases, starting with a review of literature concerning a certain subject, and ending 

with writing the manual of the test. In this phase of the development process, the test is 

already up-and-running.  

The manual of a test has several purposes. Within the scope of test development, it is an 

important tool to be recognized as a test provider by the British Psychological Society. 

Moreover, it is a communication instrument for clients. In the manual they can find all 

relevant information concerning the test, going from the literature the test is based upon, 

instructions on taking the test, to results of statistical tests. Manuals are also used in-house by 

consultants, to look up certain information, or by new consultants, to learn about the existing 

tests.  

2.1 Description of the MDQ  

As a questionnaire, the MDQ consists of two parts. The first part contains 105 theorems, 

which are presented three at a time. The presentation of the questions is ipsative: for every 

three items, the candidate is asked to indicate which theorem applies the most to him/her and 

which applies the least. Due to this type of phrasing of questions, the candidate is forced to 

choose. 

The second part of the questionnaire is made up of 36 items, which have to be assessed 

individually (normative phrasing of questions). For each theorem the candidate has to indicate 

– on a five point scale – the degree to which he/she agrees with the posing.  

Every item of the questionnaire measures a certain type of motivational drive. The items of 

the first part of the questionnaire can be grouped into five clusters, consisting of three factors 

each.  

  

                                                
5 Cf Chapter 1: 5.5 Development process  
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CLUSTER INFORMATION 

MANAGEMENT 

TASK 

MANAGEMENT 

PEOPLE 

MANAGEMENT 

INTERPERSONAL 

MANAGEMENT 

PERSONAL 

MANAGEMENT 

Factor 1 Expertise  Entrepreneurship Motivating 

others 

Service-minded  Career 

development  

Factor 2 Creativity  Autonomy  Impact Respect Optimal working 

conditions  

Factor 3 Strategic 

challenge 

Challenging 

problems 

Recognition Positive working 

relationships  

Financial 

rewards 

Table 1: MDQ clusters and factors 

Each of these clusters and factors will now be treated. 

2.1.1 Information management 

This cluster discusses the dealing with information, facts, observations, knowledge and ideas 

to develop new information and knowledge. 

When a person is motivated by “Expertise”, he/she is motivated by the chances he/she gets to 

further develop specific competencies, skills and expert knowledge. It implies being driven to 

build up expertise in a certain discipline. 

When “Creativity” is a motive, a person is motivated by situations that require creativity and 

inventiveness. A person can be driven to come up with totally new ideas when dealing with 

unfamiliar situations and feel stimulated to approach problems from new perspectives.  

A “Strategic orientation” implies being motivated by the chances to exceed the expectations, 

when dealing with information. Being driven to get the maximum out of one‟s intellectual 

abilities and to develop a strategic vision for the organisation.  

2.1.2 Task management 

The cluster of “Task management” deals with organising and structuring the work load in 

such a way, that a person can realise an optimal and smooth proceeding of affairs, activities 

and tasks.  

When a person is motivated by “Entrepreneurship”, he/she is motivated by the possibilities 

to build up something new or to set up new activities. People are prepared to take risks. 

When people are motivated by the possibility to effectuate tasks in an autonomous manner, 

they are motivated by “Autonomy”. In this case, people want to take up responsibility for 
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their actions and are driven to take decisions for themselves and to organise and manage their 

own activities.  

People could be motivated by “Challenging problems”, meaning they like working out 

solutions for challenging problems and are driven to concentrate themselves in figuring out 

and discovering solutions for difficult or unforeseen situations that lay ahead.  

2.1.3 People management 

The third cluster deals with managing and being in charge of people in a hierarchic context. 

When a person is motivated by the idea of “Motivating others", that person is motivated by 

the chances he/she gets to encourage others at work. This involves being driven to take up a 

motivating role towards others, to strengthen their involvement and to create a motivating 

atmosphere.  

A person could be motivated by the “impact” and influence he/she has on others within the 

organisation and by the possibilities to steer people. A person could be driven to be perceived 

as a (formal or informal) leader.  

A person could be motivated by the “recognition” he/she gets for achievements and 

performances. This could imply being driven by the appreciation that person gets for the work 

delivered, or being motivated by the status he/she acquires within an organisation through the 

performances put up.  

2.1.4 Interpersonal management 

“Interpersonal management” involves maintaining contact with others (other than within a 

hierarchic context). 

When a person is “Servic- minded”, that person is motivated by being able to help others and 

provide service to others inside or outside the organisation. This type of person likes 

delivering an optimal service under all circumstances.  

When a person has a “Respect”-motivation, that person is motivated by the respect he/she 

receives from other members of the organisation. This person is driven by the need to be 

accepted by others and by a sense of belonging to the group. Being respected as a person is 

key to being fully motivated for the job.  
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When motivated by “Positive working relationships”, a person is driven by good 

interpersonal relations at work and by a congenial working atmosphere. Team spirit and being 

able to cooperate are crucial to be motivated for the job.  

2.1.5 Personal management 

The final cluster tackles the management of a person‟s own performances, accomplishments 

and improvement.  

When a person‟s driver is located in “Career Development”, he/she is motivated by 

stimulating career opportunities. This person likes facing professional challenges on a regular 

basis, wants to advance in the organisation and therefore takes the necessary actions.  

When a person is driven by “Optimal working conditions”, he/she is motivated by working 

conditions that allow an optimal "work-life balance". This involves being attracted to working 

in a physical en psychological safe working environment.  

A person can also be motivated by “Financial Rewards”, or the perspective of a possible 

increase in financial rewards. These rewards can refer to salary, bonuses or benefit plans, and 

can be related to achieved goals.  

Each of these factors is based upon literature concerning motivation or needs. From chapter 

two, it is apparent that a lot of research exists regarding motivation and needs. The 

development of items for the MDQ was mainly based on the theories of Maslow, Schein and 

the Self-Determination Theory. 

As I already mentioned in the second chapter
6
, the principal needs according to Maslow are:  

1. Physiological needs 

2. Safety needs 

3. Love and belonging 

4. Esteem needs 

5. Self-actualization 

Schein
7
 identified eight career anchors:  

1. Technical/functional competence 

                                                
6 Cf Chapter 2: 3.2 Maslow‟s hierarchy of needs 
7 Cf Chapter 2: 5.2 Sorts of career anchors 
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2. Managerial competence 

3. Autonomy/independence 

4. Security/stability 

5. Entrepreneurial creativity 

6. Service/dedication to a cause 

7. Pure challenge 

8. Lifestyle 

According to the Self-Determination Theory
8
, there are three basic needs:  

1. The need for competence 

2. The need for relatedness 

3. The need for autonomy 

Looking at the different factors, it is not difficult to locate their origin in literature
9
:  

INFORMATION 

MANAGEMENT 

TASK 

MANAGEMENT 

PEOPLE 

MANAGEMENT 

INTERPERSONAL 

MANAGEMENT 

PERSONAL 

MANAGEMENT 

Expertise (S1) Entrepreneurship 

(S5) 

Motivating others 

(S2) 

Service-minded 

(S6) 

Career 

development (S5) 

Creativity (M5) Autonomy (S2), 

(SDT3) 

Impact (S2) Respect (M4) Optimal working 

conditions (M2), 

(S4), (S8) 

Strategic 

challenge (M5) 

Challenging 

problems (M5), 

(S7) 

Recognition (M4) Positive working 

relationships (M3), 

(SDT2) 

Financial rewards 

(M2) 

Table 2: Origin of MDQ factors 

The second part of the questionnaire is fully based on the Self-Determination Theory. As I 

explained in the second chapter, motivation can be intrinsic, integrated, identified, introjected 

or external, depending on the degree to which a certain behaviour is perceived as autonomous 

versus controlled, whereby integrated regulation can be viewed as the most autonomous form 

of extrinsic motivation, and external regulation as the most controlled
10

. By formulating 

questions related to the “why” of behaviour, the second part of the questionnaire measures the 

extent to which a person is motivated by an integrated, identified, introjected, or external 

                                                
8 Cf Chapter 2: 7.1 Psychological needs 
9 M= Maslow 

  S = Schein 

  SDT = Self-Determination Theory 
10 Cf Chapter 2: 7.3 The self-determination continuum 
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regulation. For example, when a respondent ranks the posing: “I work hard so I don‟t feel 

guilty” highly, this person is motivated by an introjected regulation.  

One part of the manual of the MDQ that I was able to contribute to, was the part describing 

the literature that was used as a basis of the MDQ. By means of a thorough examination of 

literature, I was able to write a short introduction describing the relevance of the MDQ, as 

well as a description of the literature behind the test. (Appendix 1) 

2.2  Correlation of dimensions MDQ – Schein 

Secondly, I have had the opportunity to compare the dimensions of the MDQ with those of a 

questionnaire measuring Schein‟s career anchors. For this analysis, I used SPSS, which is a 

computer programme used for statistical analyses. 140 Dutch students were found that had 

filled in both the MDQ, as well as the Schein questionnaire.  

First, I had to merge the data of the MDQ with the data of the Schein questionnaire. Next, I 

executed a correlation analysis. Correlations measure how variables are related. The value of 

a correlation can fall between 0.00 (no correlation) and 1.00 (or -1.00) (perfect correlation).  

The results of the correlation analysis will now be discussed for each cluster of the MDQ. 

2.2.1 Cluster 1: Information management 

 Expertise Creativity Strategic challenge 

Technical/functional 0,085 0,035 0,148 

Management 0,165 0,073 0,074 

Autonomy/ 

Independence 

0,042 0,006 0,026 

Security/ Job -0,149 -0,208* -0,217** 

Security/ Geographic -0,284** -0,111 -0,184* 

Service/ Dedication -0,094 0,110 -0,178* 

Pure challenge 0,139 0,195* 0,244** 

Lifestyle -0,256** -0,079 -0,163 

Entrepreneurship 0,046 0,161 -0,030 

**0.01 significance level - * 0.01 significance level
11 

Table 3: Correlation MDQ (cluster 1) - Schein 

                                                
11 A correlation that is significant at the 0.01 level implies that one can say with 99% probability that the result is 

not due to chance. (The 0.05 level implies a 95% probability.) 
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When people are driven by “expertise”, geographical security is less important. Furthermore, 

the work-life balance plays a lesser part.  

Job security is generally not an important factor for people who are motivated by “creativity”. 

The fact of having a fixed job does not equal out the opportunity to be creative. These people 

enjoy a pure challenge, where they can solve insurmountable problems, by means of their 

creativity.  

People who are driven by “strategic orientation” usually fancy pure challenges, like reaching 

practically impossible goals. Job security is less important, people look further than that „one‟ 

job.  

2.2.2 Cluster 2: Task management 

 Entrepreneurship Autonomy Challenging problems 

Technical/functional -0,207* -0,063 0,157 

Management 0,168* 0,025 0,004 

Autonomy/ 

Independence 

0,049 0,172* 0,049 

Security/ Job -0,288** -0,087 -0,235** 

Security/ Geographic -0,316** -0,093 -0,092 

Service/ Dedication -0,078 -0,134 -0,044 

Pure challenge 0,115 0,038 0,129 

Lifestyle -0,285** -0,088 -0,140 

Entrepreneurship 0,247** 0,032 0,010 

**0.01 significance level - * 0.01 significance level 

Table 4: Correlation MDQ (cluster 2) - Schein 

When people are driven by “entrepreneurship”, they usually attach less importance to job 

security or geographical security, they are therefore not guided by a certain employer or town. 

Moreover, they make little of a good work-life balance. These people set little store by 

becoming expert in their domain, which corresponds to their slightly restless character. What 

is more, up to a certain degree, they like to get ahead in the organisation.  

As can logically be expected, people who strive for “autonomy” in their job, would not give 

up this independence when forced to make a certain decision.  

When people are stimulated by “challenging problems”, they generally do not let themselves 

be limited by their job. Job security is therefore not an explicit must.  
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2.2.3 Cluster 3: People management 

 Motivating others Impact Recognition 

Technical/functional -0,073 -0,177* 0,051 

Management 0,092 0,450** -0,312** 

Autonomy/ 

Independence 

-0,101 0,020 0,021 

Security/ Job -0,022 -0,093 0,162 

Security/ Geographic 0,017 -0,324** 0,252** 

Service/ Dedication 0,313** -0,049 0,018 

Pure challenge 0,048 0,138 -0,233** 

Lifestyle 0,109 -0,174* 0,177 

Entrepreneurship 0,100 0,227** -0,248** 

**0.01 significance level - * 0.01 significance level 

Table 5: Correlation MDQ (cluster 3) - Schein 

As can be expected, people who are driven by “motivating others”, attach importance to 

delivering service and being dedicated to a certain cause.  

People who are motivated by the “impact” they have on others in an organisation, set great 

store by getting ahead in the organisation. They like being responsible for major decisions 

within the organisation. These people make little of acquiring technical-functional expertise 

within a certain domain, but by contrast search for new ways to be entrepreneurial. They 

usually do not see geographic security as an important motive, nor is work-life balance for 

them a decisive factor.  

When people are driven by the “recognition” they get from others, pure challenge is a matter 

of little account. What is more, they generally make little of entrepreneurship and rarely enjoy 

creativity. For these people, climbing the organisational ladder is an insignificant matter. By 

contrast, geographical security is an anchor they would not give up.  

2.2.4 Cluster 4: Interpersonal management 

 Service-minded Respect Positive working 

relationships 

Technical/functional -0,038 0,095 -0,004 

Management -0,172* -0,410** -0,242** 

Autonomy/ 

Independence 

-0,179* 0,049 0,041 

Security/ Job 0,129 0,140 0,077 

Security/ Geographic 0,161 0,319** 0,255** 
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Service/ Dedication 0,308** -0,004 0,084 

Pure challenge -0,213* -0,299** -0,311** 

Lifestyle 0,018 0,319** 0,251 

Entrepreneurship -0,148 -0,244** -0,134 

**0.01 significance level - * 0.01 significance level 

Table 6: Correlation MDQ (cluster 4) - Schein 

As can be expected, people who are “service-minded” make much of dedicating themselves to 

a certain cause. They attach little importance to autonomy, as well as getting ahead in the 

organisation. Furthermore, they rarely enjoy pure challenges.  

People who strive for the “respect” of others usually attach importance to geographical 

security. On the other hand, they are less focused on becoming expert in their domain. They 

will not search for new creative outlets, nor will they be driven by pure challenges. However, 

a good work-life balance is an important motive for them. 

When people are motivated by “positive work relationships”, getting ahead in the organisation 

is a matter of little account. To them, geographical security is an important anchor, once they 

are settled in a certain area, they will not give this up easily. Pure challenge, by contrast, is not 

an important motive, so these people get less satisfaction from dealing with practically 

unsolvable problems or conquering impossible obstacles.  

2.2.5 Cluster 5: Personal management 

 Career development Optimal working 

conditions 

Financial rewards 

Technical/functional -0,174* 0,104 0,023 

Management 0,359** -0,298** -0,028 

Autonomy/ 

Independence 
-0,060 0,033 -0,118 

Security/ Job 0,032 0,394** 0,239** 

Security/ Geographic -0,262** 0,480** 0,146 

Service/ Dedication -0,110 -0,008 -0,099 

Pure challenge 0,256** -0,327** 0,007 

Lifestyle -0,309** 0,433** 0,147 

Entrepreneurship 0,186* -0,284** 0,056 

**0.01 significance level - * 0.01 significance level 

Table 7: Correlation MDQ (cluster 5) - Schein 
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As can be expected, a passion for “career development” goes hand in hand with a desire to 

climb the organisational ladder and to get more responsibilities. Furthermore, these people 

like being entrepreneurial, they enjoy challenges and they rarely let themselves be restricted 

by geographical security. They usually attach less importance to developing a certain 

expertise. A good work-life balance is generally not a top priority.  

People who are motivated by “optimal working conditions” particularly attach great 

importance to job security and geographical security. A good work-life balance is an 

important motive as well. The possibility of getting ahead in the organisation is a matter of 

little account. In general, being entrepreneurial rarely satisfies them.   

Striving for a good “financial reward”, up to a certain extent, goes hand in hand with job 

security. Job security is therefore a relatively important motive.  

Appendix 2 shows the SPSS-output of the correlation analysis, moulded in a convenient table. 

Appendix 3 illustrates the part of the MDQ manual containing my analysis of these results.  

2.3 Correlation of dimensions MDQ – LSQ  

The LSQ, or Learning Styles Questionnaire, is a questionnaire that measures what type of 

learning style a person has. According to the LSQ, there are three key dimensions, each 

composed of two opposite factors.  

DIMENSION SOCIAL EXPERIMENTAL INPUT 

Factors 

Self 

↕ 

Others 

Active 

↕ 

Thinking 

Conceptual 

↕ 

Factual 

Table 8: LSQ dimensions and factors 

The social dimension contains “Self” versus “Others”. “Self” refers to people who enjoy 

learning on their own, “Others” relates to people who prefer learning in group. The 

experimental dimension consists of “Active” versus “Thinking”, whereby “Active” people 

prefer learning by actively doing something, and “Thinking” people prefer learning by 

thinking about things. The input dimension includes “Conceptual” versus “Factual”. 

“Conceptual” refers to people who try to see the bigger picture, who want to understand the 

theory behind things. “Factual” people will rather look at specific facts and applications.   
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Whereas correlations between the dimensions of the MDQ and those of the Schein 

questionnaire could be expected, those between the MDQ and the LSQ were merely a guess. 

This assignment was therefore more a “fishing expedition” to check if any interesting 

correlations were present. The results of the correlation analysis can be found in Appendix 4. 

As it turned out, the results were not that attention-grabbing, so I did not discuss them in the 

manual of the MDQ.  

2.4 Draft report 

My next challenge was drawing up an example report for the second part of the MDQ. As I 

explained above
12

, this second part of the questionnaire measures the extent to which a person 

is motivated by an integrated, identified, introjected, or external regulation. A report already 

exists for the first part of the MDQ, so respondents who have filled in the questionnaire, 

receive this report. As this report however does not describe the extrinsic regulations, I was 

asked to create a draft report for the second part of the MDQ. Appendix 5 shows the example 

report that I have created. It includes a visual representation of the degree to which a person is 

motivated by the four dimensions, and a description of the scales.  

2.5 Factor analysis 

Subsequently, I was asked to carry out a factor analysis on the items of the second part of the 

questionnaire. A factor analysis tries to reduce the size of the dataset, by identifying 

underlying factors of the questions. It estimates how much of the variability is due to common 

factors. One can compare this to creating a summary for a book: the more pages the summary 

has, all the more of the book is explained. To explain the whole story, you need as much 

pages of summary, as the book contains. For a factor analysis, this implies that the more 

factors are used, all the more variance is explained.  

For the MDQ, each of our four dimensions (integrated regulation – identified regulation – 

introjected regulation – external regulation) is composed of nine questions, which hopefully 

measure this regulation. By carrying out a factor analysis, my goal was to check if SPSS 

found exactly these four factors (integrated regulation – identified regulation – introjected 

regulation – external regulation). 

                                                
12 Cf Chapter 3: 2.1 Description of the MDQ 
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Initially, I let SPSS identify a number of factors, and then I forced the data into four, three, 

and finally two factors. The results of the factor analysis were slightly disappointing. As 

Appendix 6 demonstrates, the factors identified by SPSS do not exactly correspond to the 

factors that would be expected. Each factor does not entirely contain one type of regulation, 

the regulations are very scattered over the different factors.  

When eight factors are identified, 69% of the variance is explained. However the factors do 

not seem to correspond to our four dimensions. Four factors explain 53% of the variance, 

three factors 49%, and two factors 44%. Looking at these tables, it is clear that the upper half 

of the tables contain more items of integrated and identified regulation, and the lower half of 

the tables includes more items of external and introjected regulation. Perhaps we could 

therefore identify two factors, namely controlled regulation (which is more or less introjected 

and external) and autonomous regulation (which is more or less identified and integrated).  

A next phase of the factor analysis, will be to select some items, and delete them from the 

analysis to check if the factors are better without these items. However, this was no longer 

part of my assignment, perhaps a new intern will be in charge of this task and continue where 

I left off.  

2.6 Possible stimuli and risks 

A final contribution that I have made to the manual of the MDQ, was to continue the 

description of the scales. I was asked to describe possible stimuli and possible risks of a 

certain factor, measured in the MDQ. For example, someone who is stimulated by 

“entrepreneurship”, could be stimulated by being involved in a new business, or developing a 

new product, or by variety and change. However, this type of person has the possible danger 

of taking too many risks, and his/her enthusiasm could disappear after the initial flush. This 

type of person could also be fickle and have trouble with fixed values. 

Appendix 7 demonstrates the pages of the manual. 

3 Other assignments 

During my internship, I have not only worked on the manual of the MDQ, but I also made 

some other valuable contributions. In addition to some minor tasks, I have also been 
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responsible for developing items for Abstract Reasoning Ability Tests, and I have created a 

brochure containing all the available tests and exercises.  

3.1 Development of Abstract Reasoning Ability Tests 

As was already mentioned in the first chapter
13

, an Abstract Reasoning Ability Test measures 

a candidate‟s ability to deduct rules from abstract information and apply these rules to new 

information. This test helps to detect a candidate‟s basic potential.  

In this test, different "base screens" are presented to the candidate. Each base screen consists 

of 2 types of figures, described as "original figures" and "final figures". Between both types of 

figures the candidate will find one or several F-keys. This (set of) F-key(s) determines what 

operation will be carried out on the original figure(s). The candidate's objective is to compare 

the original figure(s) with the final figure(s), in order to find out what the effect of each F-key 

is. A set of four questions is then presented together with each base screen. New original 

figures are presented in these questions with one or more F-keys. The candidate needs to 

apply the operating principle of the F-key(s) that he/she discovered in the base screen to these 

new original figures. 

The Abstract Reasoning Ability Test (A-RAT) is available in four levels: going from 

administrative level to senior management. 

Figure 7 shows an example of an item of an A-RAT.  

                                                
13 Cf Chapter 1: 5.1 Reasoning Ability Tests 
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Figure 7: Example of an Abstract Reasoning Ability Test (A-RAT) 

Within this context, I was asked to create items for the A-RAT of level 1, which is intended 

for an administrative or junior level, and level 4, which is meant for a senior level. Each test 

consists of approximately ten or eleven base screens, each with four questions.  

For level 1, I created two clones of existing tests (one changing the colour of all figures, and 

one changing their shape). Next, I also drew up a whole new test of level 1, by keeping the 

principles, but changing everything else. For level 4, I again created a clone of an existing 

test.  

In addition to creating items for Hudson R&D, I was also asked to create items for Selor. 

Selor is the selection office for the government, and is a client of Hudson R&D. Selor asked 

Hudson to make some examples of the Abstract Reasoning Ability Test, which could be 

placed on their website. This way, job seekers know what to expect from these tests.  
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Appendix 8 contains the A-RAT that I have created for level 1. Appendix 9 demonstrates 

some items of a test for Selor.  

3.2 Overview exercises 

Before moving on to the minor tasks that I have worked on during my internship, there is still 

one rather big assignment worth mentioning. This assignment was to create two brochures, 

one for the available tests and questionnaires, and one for the existing simulation exercises. 

This brochure is a communication tool towards clients, as well as prospects, and gives a word 

of explanation on each of the tests or simulation exercises. As a result clients (or prospective 

clients) can understand which products could be useful for them.  

Before my brochures were up-and-running, there was one document containing all the tests 

and simulation exercises, but this document had a very boring lay out, was extremely 

repetitive and lacked verve. Appendix 10 and 11 demonstrate the vivid brochures that I have 

created, using the content of the original document as a basis.  

3.3 Minor tasks 

In addition to the tasks mentioned above, I have also done some smaller, more supportive 

tasks. Some of these tasks are tackled below: 

– Validating tests  

As Hudson R&D develops tests and exercises, it is very important that these tests are clear to 

interpret and no mistakes are made. Therefore, I was occasionally asked to control a certain 

test or exercise. Some examples are: a Flexible Competency Test for the police, an Abstract 

Reasoning Ability Test and a case study for the European Personnel Selection Office. This 

validation involves reading the test, checking for spelling mistakes, errors with respect to 

content or any other indistinctness.  

– Attending meetings 

Within Hudson R&D, meetings happen on a regular (or even daily) basis. It is therefore not 

surprising that I have attended some myself. These meetings can have several purposes, such 

as a one-to-one meeting about my personal progress, a team meeting about clients, products, 

problems, etc., or a brainstorm meeting. This brainstorm meeting, for example, was held 
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within the context of a 360° feedback instrument for the website of Ernst & Young. I was 

asked to help brainstorm about possible interesting questions to include in this online tool.  

– Preparing a PowerPoint presentation 

The consultants of the R&D Department often go to clients (or prospects) for a company and 

product presentation. During my internship, I have worked on one PowerPoint presentation, 

for Gates, a client of Hudson R&D.  This presentation is adapted to the house style of the 

company, using their logo or brand name.  

– Translations  

All of the R&D tools are available in numerous languages. An intern studying multilingual 

business communication, is therefore definitely an added value! During my internship, I have 

translated two tasks, one containing Dutch items, which had to be translated into French, and 

one composed of English items, which had to be translated into Dutch.  

– Supportive tasks in race for deadline 

During my internship, some of my colleagues were often facing deadlines. So whenever it 

was needed, I liked to give a helping a hand. For instance, adapting tables in Excel, or 

transforming a word document into Adobe InDesign. 

Appendix 12 gives an overview of all the tasks and assignments I have completed during the 

internship.  

4 Evaluation of assignments and conclusion 

Throughout the internship, I have become acquainted with a wide range of psychometric tests 

and exercises. This has definitely given me insight into the different tests that are used for 

selection and development. As a starting job-seeker, I consider this an added value. Since 

assessments or psychometric tests often occur in the first stages of an application, I will 

definitely be more confident about them.  

With respect to the tasks that I have done, I can say that I have particularly liked the fact that 

there was considerable variation. In the beginning of the internship, it was not always clear 

what was expected of me, however, as time went by, new assignments were handed to me. I 
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especially enjoyed the fact that some of my major tasks were long-term tasks, on which I 

could work throughout the whole period of the internship, .  

My degree of Master in Applied Economic Sciences was definitely a bonus, especially when 

it comes to my knowledge of SPSS. Without this knowledge, I would not have been able to 

contribute as much to the MDQ as I have done. It is obvious that someone with a 

psychological background would fit in even better, as the MDQ is based on motivational 

research. Although I lacked this particular knowledge, especially a psychological background, 

I consider this not that inconvenient, because this way I was able to learn a lot about 

motivation and needs.  

I am glad to have made some valuable contributions. I am especially proud of the brochures I 

have created. I know these will help to convince clients of the products offered by Hudson 

R&D, and of their professionalism. It is nice to know that the work I have put into these 

brochures, can make a difference. In addition, the Abstract Reasoning Ability Tests that I 

have made, can also be considered as valuable contributions, given that they can already be 

used at this very moment.   

With respect to the MDQ, it is somewhat more difficult to really rate my input. Although – up 

to a certain extent – I have definitely contributed in a valuable way to the manual of the 

MDQ, and I have also analised many items, the manual is a work-in-progress. It is a bit a 

shame that, although I dealt with all my deadlines, and did what I had to do, the manual is not 

even nearly finished! I am just one little building stone, and there is still a long road ahead. 

Further completing and contributing to the manual could (and most likely will) be the task of 

the next intern.   
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CHAPTER 4 FINAL CONCLUSIONS 

Introduction 

An internship can provide valuable insights into who one is, and what one wants from life and 

from a job. This chapter explains what I have learned both on a professional level, as well as 

on a personal level. Finally, a brief feedback to the MTB-programme is presented.  

1 Professional level 

Being part of Hudson R&D, it has become clear to me that I value human contact highly. The 

Hudson R&D Department consists of about 20 employees. These are all located in one big 

area, integrated by small groups of desks. It is important for me to be among other people and 

have some social contacts throughout the day. I could not work in a tiny office, all by myself.  

For most of my assignments (e.g. the manual of the MDQ, the brochures for the tests and 

simulation exercises) I have had to use Adobe InDesign. As I had never used this programme 

before, this was definitely very challenging, especially in the beginning. However, I liked the 

process of finding out how to work with the programme. A process of trial and error, so to 

say. When I had figured out the basics and could manage on my own, I felt proud. This 

showed me that I am not afraid of the unknown and I enjoy trying out new things.  

Coming into a new environment, with new people, I think I handled this quite well. In my 

opinion, I was able to quickly process new information and deal with new concepts. Although 

I believe I communicated well towards my colleagues, in a correct and professional way, I 

think I still have some opportunities to grow, by taking a more relaxed and mature attitude. I 

sometimes behave too nervous, especially if I, for example, have to give my opinion during a 

meeting. However, I am confident that this will become more natural, as I gain more 

experience.  

I like working autonomously, but I prefer it when I am given a certain structure to work with, 

or know the direction. This makes me feel more confident about the work I do.  
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Within a professional context, I feel it is important to know the priorities. I consider myself 

very organized, and I like to plan ahead and organize my work.  

During my internship, I have had several one-to-one moments with my supervisor. These 

meetings were the perfect moment to figure out how I was doing. In my opinion, these 

feedback moments were very important. I think it is important to know if I am doing 

something right or wrong. At Hudson R&D there is a good balance between working 

independently and obtaining feedback.  

One of my assets is accuracy. Coincidentally, this trait is highly valued at Hudson R&D. I 

have always known that accuracy is one of my strong features, but now it was „proven‟. After 

filling in some Reasoning Ability Tests, my results showed that I scored higher than the 

average person on “Accuracy”. Furthermore, the results of the personality questionnaire also 

demonstrated that I am very meticulous and result-driven.  

2 Personal level 

On a personal level, it has become clear to me that I am often a bit too unsure. It is not always 

needed to feel this uncertain, and I was given the advice to be more assertive. This is 

definitely something I can work on.  

During a meeting with Jeroen Bogaert, Associate Director R&D Hudson, I was asked a few 

general questions. Listening to what I was telling, Jeroen Bogaert drew up a small schedule 

about my personality, which was surprisingly accurate (figure 8 below). 
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Figure 8: Personality 

From my answers, Jeroen Bogaert deducted that my strong features are accuracy, and trying 

to do everything perfect. However, if these are too strong (e.g. in a stress situation), they can 

result in a weakness: a lack of creativity. This is a possible pitfall and therefore a point of 

interest. I have to challenge myself to become more creative, for example, by generating 

ideas, and if necessary check these with other people. I am allergic to know-it-alls, and to 

people who do not keep their appointments.  

This schedule has definitely provided me with some insights. Certain aspects are certainly 

worth taking into consideration, for example challenging myself to be more creative. I know 

this is not one of my assets. I believe I can use this schedule both on a professional as on a 

personal level.  

3 Feedback MTB-programme 

After completing an internship, it has become clear to me that the internship is definitely one 

of MTB‟s most important aspects. Therefore, the internship should definitely stay part of the 

programme. If it is possible, I would even let the internship start earlier, instead of at the end 

of the second semester.  

Another asset of the MTB-programme, is the working in teams. Especially the big project (in 

my case the project by order of SPE Lumins) has thought me a lot about working in team. 
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Working with people who have a different background, as opposed to working with people 

who have done the same studies, is not always that easy. It is interesting to see that people 

have a different way of approaching certain matters and everybody has its own specialties or 

strong features. This is especially relevant, because in a professional context, people also have 

a different background.  

Finally, I have one more suggestion with respect to the curriculum. At the moment, the course 

“Gegevensverwerking” is an optional course. However, I believe that this course should be 

compulsory. During the internship I did not have to use Excel or Access that frequently, but I 

do consider it necessary to have a basic knowledge of these computer programmes.  

4 Conclusion 

Overall, I am very satisfied with the internship and the tasks that I have done at Hudson R&D. 

It has provided me with some important insights, that can not only help me during my further 

professional career, but also in my personal life.  

At Hudson R&D, there is a positive culture, and the atmosphere is pleasant to work in. 

Looking at the other colleagues, it is obvious that they enjoy working there. Team spirit, 

respect, empowerment, and responsibility are values that are very much appreciated. 

Therefore I could not have wished for a better environment to do my internship.  
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APPENDIX 2 Table correlations MDQ – Schein  

 

 

 

Technical/ 

functional
Management

Autonomy/ 

independence
Security/ Job

Security/ 

Geographic

Service/ 

dedication
Pure challenge Lifestyle Entrepreneurship

Correlation ,085 ,165 ,042 -,149 -,284 -,094 ,139 -,256 ,046

Sig. ,319 ,052 ,624 ,079 ,001 ,270 ,101 ,002 ,588

Correlation ,035 ,073 ,006 -,208 -,111 ,110 ,195 -,079 ,161

Sig. ,681 ,391 ,945 ,014 ,191 ,197 ,021 ,355 ,058

Correlation ,148 ,074 ,026 -,217 -,184 -,178 ,244 -,163 -,030

Sig. ,080 ,387 ,761 ,010 ,029 ,036 ,004 ,055 ,726

Correlation -,207 ,168 ,049 -,288 -,316 -,078 ,115 -,285 ,247

Sig. ,014 ,047 ,568 ,001 ,000 ,360 ,175 ,001 ,003

Correlation -,063 ,025 ,172 -,087 -,093 -,134 ,038 -,088 ,032

Sig. ,458 ,766 ,042 ,307 ,276 ,116 ,653 ,299 ,708

Correlation ,157 ,004 ,049 -,235 -,092 -,044 ,129 -,140 ,010

Sig. ,065 ,961 ,567 ,005 ,281 ,608 ,127 ,099 ,906

Correlation -,073 ,092 -,101 -,022 ,017 ,313 ,048 ,109 ,100

Sig. ,394 ,279 ,237 ,796 ,839 ,000 ,571 ,199 ,242

Correlation -,177 ,450 ,020 -,093 -,324 -,049 ,138 -,174 ,227

Sig. ,036 ,000 ,810 ,275 ,000 ,569 ,105 ,040 ,007

Correlation ,051 -,312 ,021 ,162 ,252 ,018 -,233 ,177 -,248

Sig. ,553 ,000 ,803 ,056 ,003 ,830 ,006 ,036 ,003

Correlation -,038 -,172 -,179 ,129 ,161 ,308 -,213 ,018 -,148

Sig. ,658 ,042 ,035 ,129 ,058 ,000 ,012 ,829 ,080

Correlation ,095 -,410 ,049 ,140 ,319 -,004 -,299 ,319 -,244

Sig. ,265 ,000 ,565 ,098 ,000 ,962 ,000 ,000 ,004

Correlation -,004 -,242 ,041 ,077 ,255 ,084 -,311 ,251 -,134

Sig. ,958 ,004 ,630 ,369 ,002 ,323 ,000 ,003 ,115

Correlation -,174 ,359 -,060 ,032 -,262 -,110 ,256 -,309 ,186

Sig. ,039 ,000 ,484 ,707 ,002 ,198 ,002 ,000 ,028

Correlation ,104 -,298 ,033 ,394 ,480 -,008 -,327 ,433 -,284

Sig. ,222 ,000 ,696 ,000 ,000 ,923 ,000 ,000 ,001

Correlation ,023 -,028 -,118 ,239 ,146 -,099 ,007 ,147 ,056

Sig. ,789 ,740 ,165 ,004 ,086 ,246 ,933 ,084 ,508

 

Expertise

Creativity

Strategic 

challenge

Entrepreneurship

Autonomy

Positive working 

relationships

Career 

development

Optimal working 

conditions

Financial rewards

Challenging 

problems

Motivating others

Impact

Recognition

Service-minded

Respect
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APPENDIX 3 Manual: Correlation dimensions MDQ – Schein  
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APPENDIX 4 Table correlations MDQ – LSQ  

 

 
Active Conceptual Factual Others Self Thinking 

Autonomy ,049 ,003 ,024 -,222
**

 ,189
**

 -,036 

Career 

development 
,138

*
 -,040 ,008 ,026 ,029 -,048 

Challenging 

problems 
,074 ,207

**
 ,061 ,153

*
 ,132 ,153

*
 

Creativity ,192
**

 ,115 ,144
*
 ,194

**
 ,089 ,150

*
 

Expertise -,039 ,054 -,016 -,010 ,050 ,088 

Financial rewards -,009 -,110 -,105 -,188
**

 ,005 -,177
*
 

Impact ,088 -,067 ,027 -,094 -,085 -,105 

Motivating others ,047 -,071 -,022 ,082 -,145
*
 -,057 

Optimal working 

conditions 
-,208

**
 -,082 -,160

*
 -,158

*
 -,077 -,067 

Positive working 

relationships 
-,122 -,056 ,013 ,031 -,058 -,060 

Recognition -,126 -,065 -,027 -,062 -,086 -,055 

Respect -,100 -,150
*
 -,014 ,040 -,155

*
 -,029 

Service-minded -,193
**

 -,039 -,024 ,042 -,127 ,102 

Strategic challenge ,039 ,174
*
 ,031 ,078 ,194

**
 ,101 

Entrepreneurship ,177
*
 ,125 ,085 ,089 ,025 ,026 

*. Correlation is significant at the 0.05 level. 

**. Correlation is significant at the 0.01 level. 
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APPENDIX 6 Tables Factor Analysis 

Factor Analysis: 8 factors 

  

Rotated Component Matrix(a)

Component

Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 Factor 6 Factor 7 Factor 8

Identified_8 0,831 0,138 0,082 0,135 0,036 0,185 0,023 -0,017

Identified_1 0,79 0,196 0,124 0,049 0,082 0,029 -0,006 0,133

Identified_5 0,763 0,161 0,016 -0,011 0,294 0,027 0,171 -0,044

Identified_3 0,744 0,219 -0,014 -0,087 0,1 0,037 0,118 0,067

Integrated_2 0,701 0,102 0,305 -0,059 0,273 0,106 0,011 0,029

Identified_7 0,688 0,051 0,434 0,016 0,042 0,124 0,031 0,026

Integrated_1 0,68 0,106 0,228 -0,037 0,386 -0,037 0,033 0,159

Identified_2 0,659 0,16 0,305 -0,039 0,06 0,064 -0,002 0,241

Identified_9 0,657 0,114 0,238 -0,009 -0,005 0,3 0,038 -0,105

Integrated_5 0,643 0,01 0,508 -0,066 0,049 0,012 0,031 0,178

Integrated_7 0,586 0,217 0,507 -0,01 0,1 0,108 0,064 -0,084

Identified_4 0,5 0,201 0,017 0,143 0,456 0,136 -0,012 0,285

External_9 0,063 0,825 0,112 0,243 0,014 0,142 0,096 -0,079

External_8 0,316 0,74 0,13 0,191 0,047 0,238 0,101 -0,153

External_7 0,212 0,738 0,065 0,244 -0,027 0,302 0,027 -0,07

External_5 0,408 0,676 0,068 0,03 0,181 0,011 0,09 0,225

Introjected_4 0,091 0,629 0,072 0,041 0,338 -0,045 0,062 0,277

External_4 0,256 0,532 0,032 0,117 0,318 0,017 0,144 0,187

Integrated_9 0,392 0,111 0,702 0,049 0,088 0,101 0,108 -0,134

Integrated_4 0,143 0,098 0,69 -0,175 0,113 -0,115 0,027 0,258

Integrated_8 0,574 0,048 0,593 -0,03 -0,006 0,184 0,043 -0,096

Integrated_6 0,233 0,068 0,591 0,073 0,228 0,249 0,087 0,146

External_1 -0,031 0,111 -0,01 0,798 0,082 -0,015 0,022 0,255

External_2 0,063 0,029 -0,13 0,724 0,046 0,179 0,104 -0,143

External_3 -0,09 0,272 -0,021 0,69 0,009 0,03 0,187 -0,11

External_6 0,019 0,287 0,059 0,686 0,195 -0,006 0,15 0,188

Integrated_3 0,31 0,158 0,343 0,039 0,633 0,167 -4,35E-05 -0,127

Introjected_3 0,301 0,186 0,132 0,203 0,601 0,109 0,019 0,034

Introjected_5 0,462 0,185 0,039 0,111 0,511 0,344 -0,008 -0,067

Introjected_8 0,257 0,155 0,083 -0,022 0,22 0,77 0,107 -0,011

Introjected_9 0,116 0,238 0,111 0,147 0,091 0,721 0,048 0,183

Introjected_6 0,035 0,079 0,055 0,156 0,098 0,017 0,853 0,034

Introjected_7 0,19 0,205 0,032 0,196 -0,152 0,155 0,659 0,082

Introjected_2 -0,155 0,018 0,111 0,346 0,43 0,028 0,522 -0,089

Introjected_1 0,095 0,043 0,122 0,264 -0,036 0,438 0,07 0,601

Identified_6 0,284 0,121 0,183 -0,075 -0,035 0,015 0,418 0,435

Extraction Method: Principal Component Analysis. 

 Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 12 iterations.
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Factor Analysis (4 factors) 

 

  

Rotated Component Matrix(a)

Component

Factor 1 Factor 2 Factor 3 Factor 4

Integrated_2 0,797 0,122 -0,034 0,164

Identified_8 0,768 0,222 0,056 0,04

Integrated_1 0,757 0,133 0,001 0,161

Identified_7 0,741 0,071 -0,036 0,301

Identified_5 0,73 0,223 0,041 0,061

Identified_1 0,725 0,268 -0,041 0,121

Integrated_5 0,7 0,019 -0,119 0,418

Integrated_8 0,691 0,029 -0,061 0,378

Integrated_7 0,686 0,2 -0,027 0,332

Identified_9 0,685 0,155 -0,018 0,124

Identified_2 0,669 0,201 -0,088 0,276

Introjected_5 0,666 0,206 0,276 -0,17

Identified_3 0,642 0,298 -0,092 0,098

Integrated_3 0,628 0,103 0,223 0,017

Identified_4 0,612 0,25 0,237 -0,034

Integrated_9 0,572 0,05 0,054 0,458

Introjected_3 0,524 0,175 0,35 -0,059

Introjected_8 0,497 0,184 0,266 -0,05

Integrated_6 0,496 0,022 0,193 0,387

External_9 0,081 0,808 0,246 0,092

External_7 0,23 0,753 0,235 0,005

External_8 0,339 0,745 0,204 0,071

External_5 0,391 0,706 0,058 0,162

Introjected_4 0,175 0,617 0,142 0,121

External_4 0,303 0,547 0,218 0,105

External_1 -0,029 0,145 0,695 -0,02

External_2 0,05 0,073 0,678 -0,182

External_6 0,057 0,303 0,675 0,078

External_3 -0,117 0,279 0,643 -0,007

Introjected_2 -0,006 -0,02 0,633 0,219

Introjected_1 0,189 0,105 0,362 0,211

Introjected_9 0,326 0,268 0,353 0,009

Integrated_4 0,325 0,02 -0,154 0,565

Identified_6 0,218 0,166 0,057 0,537

Introjected_6 -0,032 0,098 0,465 0,536

Introjected_7 0,054 0,261 0,363 0,456

Extraction Method: Principal Component Analysis. 

 Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 6 iterations.
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Factor Analysis (3 factors) 

 

  

Rotated Component Matrix(a)

Component

Factor 1 Factor 2 Factor 3

Integrated_5 0,818 0,042 -0,004

Identified_7 0,788 0,155 0,018

Integrated_8 0,785 0,073 0,032

Integrated_2 0,771 0,265 -0,042

Integrated_7 0,743 0,244 0,049

Integrated_1 0,73 0,27 -0,007

Identified_2 0,71 0,249 -0,027

Integrated_9 0,703 0,049 0,182

Identified_1 0,678 0,386 -0,055

Identified_8 0,672 0,405 -0,007

Identified_9 0,65 0,28 -0,032

Identified_5 0,65 0,384 -0,008

Identified_3 0,597 0,389 -0,101

Integrated_6 0,59 0,053 0,285

Integrated_4 0,559 -0,12 0,065

Integrated_3 0,529 0,298 0,145

Identified_4 0,479 0,443 0,142

Identified_6 0,419 0,024 0,259

Introjected_3 0,383 0,38 0,24

Introjected_8 0,372 0,363 0,171

External_7 0,124 0,761 0,211

External_8 0,254 0,756 0,199

External_9 0,027 0,739 0,275

External_5 0,359 0,679 0,099

Introjected_4 0,148 0,57 0,178

External_4 0,251 0,563 0,225

Introjected_5 0,463 0,475 0,113

Introjected_9 0,233 0,383 0,295

Introjected_2 0,027 0,011 0,662

Introjected_6 0,159 -0,034 0,65

External_6 -0,009 0,368 0,643

External_1 -0,121 0,245 0,625

External_3 -0,196 0,324 0,597

External_2 -0,117 0,259 0,53

Introjected_7 0,197 0,143 0,521

Introjected_1 0,216 0,132 0,398

Extraction Method: Principal Component Analysis. 

 Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 8 iterations.
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Factor Analysis (2 factors) 

 

 

Rotated Component Matrix(a)

Component

Factor 1 Factor 2

Integrated_2 0,814 0,067

Integrated_5 0,794 -0,058

Identified_7 0,794 0,037

Integrated_1 0,772 0,1

Integrated_7 0,771 0,123

Integrated_8 0,767 -0,008

Identified_1 0,758 0,148

Identified_8 0,752 0,196

Identified_2 0,749 0,073

Identified_5 0,726 0,184

Identified_9 0,701 0,096

Identified_3 0,688 0,124

Integrated_9 0,666 0,096

Integrated_3 0,57 0,252

Identified_4 0,562 0,351

Introjected_5 0,558 0,352

Integrated_6 0,547 0,186

External_5 0,516 0,488

Integrated_4 0,495 -0,088

Introjected_3 0,443 0,392

Introjected_8 0,435 0,33

Identified_6 0,378 0,165

External_6 0,019 0,722

External_9 0,195 0,692

External_3 -0,166 0,677

External_7 0,3 0,65

External_1 -0,119 0,638

External_8 0,425 0,625

External_2 -0,101 0,577

External_4 0,366 0,515

Introjected_4 0,276 0,495

Introjected_2 -0,044 0,495

Introjected_7 0,169 0,46

Introjected_9 0,293 0,45

Introjected_6 0,07 0,442

Introjected_1 0,197 0,36

Extraction Method: Principal Component Analysis. 

 Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 3 iterations.
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APPENDIX 7 Stimuli and risks of MDQ-dimensions 
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APPENDIX 8 Abstract Reasoning Ability Test (level 2) 
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APPENDIX 9 Example item Abstract Reasoning Ability Test Selor 

(level 2) 
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APPENDIX 10 Overview tests and questionnaires 
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APPENDIX 11 Overview simulation exercises 
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APPENDIX 12 Overview completed tasks 

 

Taken 
Vertalingen E-Tray Politie (NL-FRA) 

Controle/nalezen Oral Presentation case study Economist (EPSO) 

Inwerken literatuur motivaties (MDQ) 

Controle vragenboekje A-RAT II 

+ vergelijken met Anouk, aanpassingen/comments 

Excel file Strategic Audit  

Controle/nalezen Oral Presentation case study Law (EPSO)  

Website Hudson bekijken + eerste opmerkingen  

Mergen van data (MDQ) 

Correlatie MDQ-Schein (MDQ) 

Brochure overzicht tests & vragenlijsten 

Brochure overzicht simulatieoefeningen 

Controle/nalezen FCA politie NED 

Controle/nalezen FCA politie FRA 

A-RAT I klonen maken  

ARAT I nieuwe oefening 

Screenshots A-RAT II 

Aanpassen tabel correlatie MDQ-Schein (MDQ) 

Tabel correlatie MDQ-Schein (manual MDQ) 

Correlatie MDQ-LSQ (MDQ) 

Manual MDQ: literatuur Maslow-Schein + inleiding (wat-waarom) 

(MDQ) 

Brainstorm 360° feedback Ernst & Young 

PowerPoint Presentatie Gates + screenshots 

Tabellen Excel EPSO aanpassen 

Worddocument EPSO in Indesign maken 

Invullen eigen evaluatieformulier (tussentijdse evaluatie) 

One-to-one met Jeroen 

Juist zetten van reeds gemaakte A-RAT's in Indesign voor automatisering 

A-RAT IV kloon (zwart/wit) 

Voorbeeldrapport deel 2 MDQ (MDQ) 

Nalezen verslag meeting EPSO  

Overzicht vluchten Brussel - Melbourne (Excel) 

Nalezen nieuwsbrieven Anouk 
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Alle A-RAT I van juiste F-toetsen voorzien 

A-RAT II (Selor): dobbelstenen + nieuwe items 

Vertalingen LSQ ENG-NL (tekst & items) 

BAQ voor Gates 

Aanvullen stimulans/risico's MDQ manual (MDQ) 

Factoranalyse MDQ deel 2 (MDQ) 

Afwerken A-RAT Selor + controleren (ook door Anouk) 



 

 

 


