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ANALYSIS OF STUDY CHOICE AND MOTIVATION OF INTERNATIONAL 

STUDENTS FROM SOUTH ASIA IN THE LITHUANIAN HIGHER EDUCATION 

SECTOR 

Akram Hussain 

Assoc. prof. dr. Ramutė Narkūnienė 

Utena College Higher Education Institution, Faculty of Business and Technologies 

Keywords: International student mobility; South Asian students; Lithuania; higher education; push–pull 

theory; migration; study abroad; student experience.  

Abstract 
With the internationalization of higher education, the pattern of global student mobility has drastically changed, creating destinations; such as Lithuania, 

that are attracting more South Asian students. This research explores South Asian students' motivations, decisions, and challenges as they make migration 

to Lithuania as a study destination predominantly from India, Pakistan, Bangladesh, Nepal, and Sri Lanka. The economic, academic and socio-cultural 

factors affect students' decisions; push-pull theory, human capital theory, migration systems theory are among the techniques employed in the article 

and are discussed. Secondary statistical data and survey findings are the basis of information presented in the study. Education affordability, EU mobility 
opportunities and migration prospects are notable drivers, with language barriers and integration in the labor market to present significant barriers. It 

highlights the strategic position of Lithuania in the international framework of higher education and provides policy recommendations for sustainable 

internationalisation. 

Introduction 

With the increasing internationalization of higher education, there has been a significant increase in the 

number of international students. This development mirrors a general global trend towards increasing global 

economic integration, technological advances, and the increasing significance of higher education as a catalyst 

for personal and national development. Although countries such as the United States, the United Kingdom, 

and Australia remain leading destinations in the world for decades, smaller European countries like Lithuania 

are becoming increasingly competitive choices for international students. Being part of the European Union 

and the European Higher Education Area, Lithuania offers recognized academic qualifications, relatively 

affordable tuition fees, and an increasing number of studies which are presented in English – making it 

especially attractive for students from the developing world.  

South Asia is one of the world’s biggest sources of foreign students due to demographic constraints, lack 

of access to quality higher education, and intense upward social mobility aspirations. Many students from this 

region go abroad not just to receive high-quality education but also to improve their employability prospects 

and gain entry to international migration routes. So, there is an increasing importance to Lithuania as an 

attractive destination for students, particularly students who want an affordable European education, not to 

mention a possible entrance to EU labor markets. 

Relevance of the Article. Studies of student global mobility have gained wide attention given the nature 

of international student mobility in the framework of globalization and of expanding higher education. It is 

important for policymakers, universities and governments to identify the determinants of decision-making 

behind studying destinations to enhance education, improve international competition and facilitate student 

integration. For Lithuania, which is emerging as a key destination for South Asian students, such analyses are 

indispensable to institutional internationalization to promote students’ internationalization, appeal to high-

quality students and add to cultural diversity. Furthermore, this research exposes economic, social and 

academic consequences for improving student perks in the host country such that they have the opportunity to 

retain and find employment. 

Problem of the Article. There is limited research on the motivations and experiences of South Asian 

students in Lithuania. Most studies focus on traditional destinations, leaving smaller European countries 

underexplored. This creates a gap in understanding student decision-making and integration in the Lithuanian 

context. 

The object of the article is on the decision makers' decision when choosing Lithuania as their destination 

of study and the subsequent experience of the Lithuanian higher education system of South Asian students. 
The goal of the article is to provide a comprehensive analysis of the determinants influencing study 

choices among South Asian students in Lithuania, focusing on motivations, expectations, challenges, and the 

overall adaptation to academic and social environments. 
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Objectives of the Article: 

1. Understanding the relevant factors for selection of Lithuania as a study destination by South Asian 

students, such as economic, academic, and social factors. 

2. To explore the key motivations and expectations of South Asian students studying in Lithuanian 

universities. 

3. To investigate in depth the problems found by students of South Asian origin in Lithuania in 

assimilation to school culture and the surrounding community. 

4. In the field of Lithuanian higher education, we try and judge the consequences of such mobility of 

international students and generate recommendations on how to improve the experience of students 

and institutional strategies. 

Methods of research. The approach to the research includes a mix of qualitative and quantitative: 

1. Survey / questionnaire: Collecting primary data of South Asian students in Lithuania. 

2. Interviews: Open-ended interviews with targeted cohort students on their motivations or impediments. 

3. Document analysis: University reports, academic literature and government data on international 

student mobility. 

4. Statistical analysis: Evaluating survey responses to identify patterns, trends, and correlations among 

variables influencing study destination choice. 

This approach helps in the evaluation of data at qualitative level where a number of possible characteristics 

such as level of education, occupation, income level, gender, social culture, political party 

affiliation/organization are discussed. 

Literature Review 

The literature on international student mobility points out that student migration is characterised by a range 

of global, economic and institutional processes. For example, Altbach and Knight (2007) argue that 

internationalization is not only about the movement of people, but also about the transfer of knowledge, culture 

and potential economic value across borders. Research evidence indicates that students are most driven by the 

desire to expand their career (and international exposure) prospects when they come from developing countries 

such as South Asia. At the same time, as competition for university admissions heats up, coupled with a dearth 

of high-quality education institutions in home countries, there is a push for students to explore these 

opportunities abroad. This explains why newly established study institutions such as Lithuania are becoming 

sought after: lower tuition rates coupled with English-language training and opening to the European education 

system are good enough for many students. Conversely, the literature suggests that the situation of foreign 

students in smaller host countries is not without concern in terms of cultural adaptation, language and 

workforce. Notwithstanding these challenges, these nations still have students looking for affordability and 

accessibility advantages compared to more established destinations. 

Theoretical Framework 

The learning motivation of international students has a strong influence on their mobility because it is a 

critical determinant of the choice to study abroad. Literature suggests that the motivation of students can be 

divided into intrinsic and extrinsic motivation. Intrinsic motivation is a term that refers to a person’s automatic 

drive or desire to learn and grow. Intrinsically motivated students are motivated by interest in the ideas in their 

own fields of study, intellectual activity, curiosity, and genuine interest in the actual content of the subject 

matters. And people from this background, on the other hand, regard gaining knowledge, self-intellectual 

development and enhancement as the main results of their educational journey. Extrinsic motivation is, in 

contrast to intrinsic motivation, driven by external rewards and outcomes. These can be job opportunities, 

higher pay, greater personal reputation, and a more international route into migration. For international 

students, notably for those from developing areas like South Asia, extrinsic motivation frequently determines 

the educational decisions taken. In terms of a study abroad, student motivation is seldom intrinsically or 

extrinsically derived but is a mixture of both. The incentive is not just academic and international exposure, 

but also the potential for better career prospects and long-term economic opportunities. Hence, studying abroad 

is viewed as an investment in personal and professional development in a global labour market. Student 

motivation has very strong extrinsic forces in which the motivation is based on economic motivations, career 

plans and migration prospects, for South Asian students picking Lithuania as a university destination. 

Moreover, academic, international and personal reasons prove that intrinsic motivation continues to be 
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significant. This dual mode of motivation reflects a complex context underpinning international student choice-

making.  

The current study was formulated from the push–pull theory, which is an integrated perspective on 

international student flows. Push factors are the ones in the home country that cause them to look abroad for 

studying (e.g., low access to quality higher education, fierce competition in education, economic pressure). 

Pull factors, in contrast, cover the attractive characteristics of the host country such as low tuition fee, 

availability of English-taught programmes, recognized credentials of the student and opportunities for 

employment or migration. As far as South Asian students who select Lithuania, push factors generally consist 

of the saturation of a higher education system and limited labor market possibilities from their home country. 

In contrast, pull factors refer to Lithuania’s affordability, accessibility, and access to the broader European 

Union that offers access to a much larger labor market and mobility opportunities. The human capital theory 

is also very important in explaining student motivation.  

All these perspectives collectively describe how migrant students are moving between destinations and 

what the challenges at the time of such mobility can be, allowing for the synthesis of learning motivation 

theories and migration-related frameworks. This suggests that the determinants of students’ decisions cannot 

be distilled to a single factor – rather a myriad of internal motivations in conjunction with structural contextual 

realities plays a significant role in students’ decision-making processes.  

Methodology of the Study 

This research used a mixed-method research design, combining quantitative and qualitative methods to 

explore the motivations and decision-making processes of international students. Data were obtained with the 

aid of a structured questionnaire which was administered to South Asian students in Lithuania during their 

present study. Based on the theoretical framework of the research, a questionnaire was crafted which 

encompasses aspects from push–pull theory, human capital theory, and learning motivation (intrinsic and 

extrinsic).  

The survey had closed-ended questions (Likert scales and multiple-choice formats) and a small number 

of open-ended questions to capture more context-rich responses. 30 respondents took part in the survey. The 

respondents were enrolled in different academic programs and originated from South Asian countries including 

India, Pakistan, Bangladesh, Nepal and Sri Lanka.  

Besides the survey, interviews with 10 students were carried out throughout the course in order to obtain 

qualitative information relating to students' experiences, motivations, and challenges. Interviews were 

employed to get people to tell their individual stories in order to shed some light on the dynamics of student 

decision making.  

Research sample. The survey sample of this study consists of international students from South Asian 

countries currently studying in Lithuania. According to data from the Migration Department under the Ministry 

of the Interior of the Republic of Lithuania, as of the beginning of September 2025, there were more than 9,000 

foreign nationals (approximately N = 9,009) holding temporary residence permits for the purpose of studies in 

Lithuania. This figure provides a general overview of the scale of international students in Lithuania and helps 

contextualize the study. 

Due to practical limitations such as time constraints and accessibility of respondents, a non-probability 

sampling method (convenience sampling) was applied. The quantitative part of the study includes 30 

respondents, all of whom are South Asian students studying in Lithuania. Although the sample size is relatively 

small, it provides valuable initial insights into students’ motivations, decision-making processes, and 

challenges. 

Survey Data Collection. Data collection was carried out using a structured online questionnaire, which 

was developed based on the theoretical framework of the study, including push–pull theory, human capital 

theory, and learning motivation (intrinsic and extrinsic). The questionnaire consisted of closed-ended questions 

(Likert scale and multiple-choice) as well as a limited number of open-ended questions to capture more detailed 

responses. 

Interview Data Collection. In addition to the survey, the study also includes a qualitative component 

based on semi-structured interviews with 10 international students. These interviews were conducted to gain 

deeper insights into students’ personal experiences, motivations, expectations, and challenges while studying 

in Lithuania. The interview format allowed flexibility for respondents to elaborate on their views, providing 

richer and more contextualized data. The qualitative findings complement and support the quantitative results. 
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Data Collection Procedure. The questionnaire was distributed through multiple online channels to ensure 

accessibility and diversity of responses. These included: 

• Social media groups of international students in Lithuania  

• University networks and student communities  

• Peer contacts among South Asian students. 

There was no strict time limit for completing the questionnaire, allowing respondents to participate 

flexibly and increasing response diversity. 

Ethical Considerations. The data collection process was conducted over a defined period (March–April 

2026). Participation in both the survey and interviews was voluntary, and all respondents were informed about 

the purpose of the research prior to participation. The study ensured anonymity, and no personally identifiable 

information was collected. 

Research Limitations. Given the relatively small sample size, the findings of this research should be 

interpreted as exploratory rather than fully generalizable. However, the combination of survey data and 

interview insights provides a more comprehensive understanding of the motivations and experiences of South 

Asian students in Lithuania. 

Overview of Lithuanian Higher Education System 

Lithuania’s higher education system adopts a Bologna Process format, so that it does not differ greatly 

from other European systems. It has various public and private schools for undergraduate, graduate, and 

doctoral training. Lithuania has stepped forward in recent years in the field of internationalization, growing 

the number of English-taught programs and marketing itself as an academic institution for those studying 

abroad. Consequently, international students now make up a substantial portion of the student population, as 

the country’s presence in the global education market has grown. There are more than 300 English-medium 

programs throughout the country, and it has been very successful at drawing students from various non-

European countries, including South Asia. 

South Asian Student Demographics and Trends 

South Asian students are an increasing proportion of the international students in Lithuania. While the 

sample size for this study is relatively small, it does mirror general trends in the higher education system in 

Lithuania. 

Country of Origin. This study's respondents are from some of the key South Asian countries, including 

India, Pakistan, Bangladesh, Sri Lanka and Nepal. The diversity of respondents highlights South Asia's role in 

attracting international students for several reasons. 

Study Level and Patterns. Most of the respondents are undergraduate students, consistent with the trend 

of international enrollment in Lithuania. There is also more male among students in the sample, but female 

participation is slowly rising. 

Motivational Trends. There is evidence that South Asian students are motivated predominantly by 

extrinsic factors like work and options for migration. On the other hand, it is clear among respondents that 

there is also an intrinsic motivation (e.g., academic interest, and personal growth). 

Overall, the results demonstrate that Lithuania is perceived as an accessible and strategic place for South 

Asian students. 

Factors Influencing Study Choice 

Economic, academic, migration-related, and socio-cultural reasons give South Asian students 

consideration to study in Lithuania. These are connected to both intrinsic and extrinsic learning motivations. 

Economic Factors. The analysis also showed the most importance on the economic aspect was given in 

the analysis to students’ decision-making. A lot of them noted that they could afford to study in Lithuania better 

than in other countries in Europe. Key economic factors include: 

Lower tuition fees. Affordable cost of living. Opportunity to work part-time. The implication of these 

results is that extrinsic motivation heavily influences students in realizing a desire to receive a quality education 

along with the necessity of budgeting. 

Academic Factors. Another factor that is important in student decision making is academic factors.  

Respondents emphasized: English-taught programs. Recognized European degrees. Supportive learning 

environment. 
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These factors reflect both: Intrinsic motivation (interest in learning and development). Extrinsic 

motivation (to obtain a meaningful qualification). 

Migration and Career Factors. Migration-related motivations were especially marked among 

respondents. For students in Lithuania, this kind of study can also lead to future employment opportunities in 

the European Union. Key factors include: 

Access to EU labor markets. Career development opportunities. Possibility of long-term residence. The 

results show that extrinsic motive is the dominating driver (and even more so), particularly with regard to an 

individual's long-term career goals. 

Social and Cultural Factors. Study selections are also affected by social and cultural considerations. 

Respondents noted: 

A safe environment. Opportunity to experience European culture. International exposure. These factors 

are associated with intrinsic motivation, especially personal development and global experience. 

Decision Influencers. The findings suggest that student decisions are shaped by multiple external 

influences: Education agents; Family and friends; Online research. These are the key decision-making actors 

who help students navigate the process. 

Results (Survey Data) 

Economic indicators of South Asian students studying in Lithuania. According to the survey data analysis 

the economic basis is the main reason for South Asian students to study in Lithuania. It was common 

knowledge among respondents that participation as well as the cost of tuition and the cost of living were 

reasons for students choosing to attend the study period. In addition, the EU career opportunities, indicating a 

positive outlook on long-term career and migration plans, was also incentive. 

The results further demonstrate how education agents and their social networks may have greater influence 

over students depending on where they are in the world and what their family, friends, or professional agents 

tell them about academic decisions.  

However, students reported that language barriers, difficulty finding work and adjusting to the country’s 

culture were three of them. Students are struggling to carve out a place where they can share with these friends 

and the academic team. Regarding their future, research has revealed a split attitude toward them, with some 

students staying in Europe after they graduate, some going back to their home countries and some even not 

being certain. This is characteristic of international student mobility and migration intentions as a dynamic and 

indeterminate domain. 

 

A survey of 30 South Asian students reveals: Motivations 

 
Fig. 1. Key Motivations of South Asian Students in Lithuania 

*Source: compiled by the author 

Importance of the following motivations 
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Fig. 2. Importance of the following motivations 

*Source: compiled by the author 

The findings indicate that education quality and career opportunities (both 73.3%) are the strongest 

motivating factors. This indicates that South Asian students prioritize both academic quality and long-term 

employability outcomes, reflecting a strategic approach to international education. Migration goals (63.3%) 

further reinforce the importance of extrinsic motivation, aligning with human capital theory. 

 

Influencing Factors 

 
Fig. 3. Main Decision Influencers 

*Source: compiled by the author 

The results show that family (33.3%) and online research (30%) play a major role in decision-making. 

This reflects the importance of social networks and informal information channels, supporting migration 

systems theory. 

 

Challenges 

 
Fig. 4. Challenges Experienced by International Students  

*Source: compiled by the author 

The extremely high percentage of language barriers (96.7%) highlights a significant structural barrier to 

student integration. Similarly, employment difficulties (86.7%) indicate a gap between students’ expectations 

and the realities of the Lithuanian labor market. 
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Future Plans 

 
Fig. 5. Future Intentions of Students.  

*Source: compiled by the author 

The diversity in future intentions reflects uncertainty among students. While some aim to stay in the EU 

(26.7%), a significant portion plans to return home (30%), indicating that Lithuania is often seen as a 

transitional destination rather than a permanent one. This pattern suggests that Lithuania is often perceived as 

a stepping-stone rather than a destination. 

Interview Insights. The interview findings provide valuable insights into students’ perspectives and 

experiences. Many respondents perceived Lithuania as a gateway to broader opportunities within the European 

Union. Financial affordability was frequently identified as a key advantage, particularly in comparison to other 

European study destinations. 

However, several challenges were consistently highlighted. Language barriers and limited employment 

opportunities emerged as the most significant difficulties faced by students. These challenges often created a 

gap between students’ expectations prior to arrival and their actual experiences in Lithuania. 

Illustrative responses from participants include: “Lithuania is affordable for me, but my main goal is to 

work in another EU country after graduation,” and “I like the study environment, but finding a job is difficult 

because I don’t speak Lithuanian.” These statements reflect both the opportunities and constraints experienced 

by international students. 

Overall, the qualitative findings complement and reinforce the quantitative results by providing deeper, 

more nuanced insights into student motivations and challenges. A recurring theme among interviewees was 

the perception of Lithuania as a transitional or entry point to the broader European labor market rather than a 

destination. This highlights the complexity of international student mobility and the importance of aligning 

student expectations with local realities. 

General Discussion 

The results of this study reveal that the choices of South Asian students in Lithuania as a destination for 

study are influenced by the interplay of structural constraints, individual aspirations and institutional variables 

and can be examined with respect to the Push–Pull theory (Lee, 1966) and Human Capital Theory (Becker, 

1993). 

On a push-side perspective, students are driven by systemic constraints in their home nations, such as low 

access to top-notch institutions of higher education, stiff academic competition, and scarce employment 

opportunity, which create powerful pressure to study in a foreign country as an efficient means for social 

climbing.  

On the other hand Lithuania serves as a very attractive draw nation thanks to the relatively low cost of 

tuition, lower living cost compared to Western Europe, increasing number of programs which cater to English 

users and most important of all, it is a member of the European Union (EU), a significant symbolic and practical 

link to wider transnational space of education and work. It seems the results indicate that Lithuania is not one 

final destination, but a gateway or entrance strategy to the European labor market, making it important to 

recognize that student mobility is a process, and not a stable phase of progression. In addition, research 

indicates that extrinsic incentives – specifically career path, labor migration, and long-term economic incentive 

– are the primary influences which affect student actions and are consistent with the proposition promoted by 

human capital theory that people view education as an investment to maximise the reward of the future.  

A sizable percentage were highly motivated by career and mobility opportunities, indicative of an 

approach to education that is pragmatic and views achieving a degree as closely related to promoting 
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employability and increasing access to global labor markets. However, intrinsic motivations like personal 

growth, intellectual challenge, and striving for international experience also matter deeply; implying that 

students are not solely instrumental decision-makers, but that there is indeed a hybrid motivational structure 

that combines personal and professional goals in their decision-making processes. It underscores 

understanding of international students as both economic creators and seekers of transformative educational 

and life experiences.  

The research also points out an incongruity in students’ expectations before arrival, along with the students 

lived experiences in Lithuania, which forms one of the main obstacles to internationalization. Although 

students see European opportunities with optimism, they face structural barriers upon arrival such as poor 

language ability, restricted labor market opportunities, and difficulty accessing their social circles. The high 

prevalence of language barriers reflects an inconsistency between the globalization of higher education (in 

Lithuania it takes place in a major percentage of higher education, mostly made in English) and the labor 

market (which need to speak Lithuanian in order to be productive in the local economy).  

This results in many people excelling in college without realizing their professional potential and thus, 

not realizing their internationalization and career aspirations. This lack of employment opportunities during or 

after study only exacerbates uncertainty and disappointment, so that students' perception of Lithuania is that it 

is a short-term destination, not a long-term one. Finally, the influence of social networks, the role of family 

and family networks, and networks of informal sources of information comes out as key predictors of the ways 

in which students decide to engage, capturing the wider logic of migration systems theory. Dependence on 

these networks shows the crucial role of trust and shared experiences in facilitating mobility decisions, 

especially in the South Asian context, but also raises an issue regarding truthfulness of information with users 

creating unrealistic assumptions regarding information provided to them, from partial or biased stories. This 

is one of the reasons why the relationship between what we imagine and what we experience has been so 

lacking and more transparent and institutionalized communication has been needed.  

Impact on Lithuanian Higher Education 

The increasing number of international students from South Asia has had a significant impact on the 

Lithuanian higher education system, bringing both positive and negative outcomes. 

Positive Impacts. The growth of international student mobility has contributed to the internationalization 

of Lithuanian higher education institutions. Universities are becoming more globally oriented by offering 

English-taught programs and engaging in cross-cultural academic environments. 

In addition, international students generate financial benefits for universities, particularly through tuition 

fees and related economic contributions. This supports institutional development and enhances the 

sustainability of higher education institutions. 

Furthermore, the presence of students from diverse cultural backgrounds promotes cultural diversity, 

enriching the academic environment and fostering intercultural understanding among both local and 

international students. 

Negative Impacts. Despite these advantages, several challenges have emerged. The increasing number of 

international students places pressure on migration systems, including administrative processes related to visas 

and residence permits.  

There are also concerns regarding potential exploitation risks, particularly in relation to recruitment 

practices and misleading information provided by intermediaries. 

Finally, integration challenges remain a significant issue. Language barriers, limited employment 

opportunities, and difficulties in social adaptation can hinder students overall experience and reduce the long-

term benefits of internationalization. 

Conclusions 

This study demonstrates that South Asian students choose Lithuania as a study destination due to a 

combination of economic, academic, and migration-related factors. Affordability, availability of English-

taught programs, and access to the European Union labor market emerge as the most influential determinants 

of student decision-making. These findings strongly support the relevance of push–pull theory and human 

capital theory, as students are motivated both by constraints in their home countries and by the perceived long-

term benefits of international education. 
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At the same time, the study highlights several challenges faced by international students, including 

language barriers, limited employment opportunities, and difficulties in social and cultural integration. These 

issues indicate that, despite its growing attractiveness, the Lithuanian higher education system still requires 

targeted improvements to ensure a more supportive and inclusive environment for international students. 

Furthermore, the increasing mobility of South Asian students to Lithuania reflects broader global trends 

in higher education internationalization, where emerging destinations are gaining importance alongside 

traditional host countries. Lithuania’s case illustrates how smaller European nations can successfully position 

themselves in the global education market by offering affordable and accessible study opportunities. 

However, the long-term sustainability of this growth will depend on the alignment between student 

expectations, institutional capacity, and national policy frameworks. Strengthening migration systems, 

improving academic quality assurance, and enhancing student integration measures will be essential for 

maintaining competitiveness and ensuring a positive student experience. Overall, Lithuania has significant 

potential to further develop as a dynamic and attractive destination within the global higher education 

landscape. 

Recommendations  

To promote international student mobility and improve the overall quality of life for the South Asian 

community in Lithuania, comprehensive policies need to be developed at national, institutional, and 

international political levels. These recommendations are based on the evidence mentioned in this paper and 

are part of a longer trend of higher education internationalization. 

Fostering Migration and Administrative Institutions. The migration process needs to be fast and 

transparent, making it a priority for Lithuania to attract migrants. Despite the significant progress made in 

migration administration under MIGRIS, students still face time overruns, procedural issues, and 

administrative costs. Policymakers would offer the following alternatives: 

a) Expedited Process Time Management of Administrative Process via Efficient Digitization   

b) Enhanced alignment between migration and university employees.  

Enhancement in quality and institutional abilities. Lithuania needs to have much higher academic 

standards if the country is to become more appealing to international students. High levels of rapid growth 

with little support for the growing, minimal oversight can be harmful to the quality of perceived education. 

Hence, regular assessment of the quality of English language teaching and outcomes in English-language 

program evaluations should be conducted for quality and consequences related to English-language schools. 

To maintain the efficiency of over corporatization, such as for the monitoring of excessive corporatism in 

international programs and the academic integrity of international programs. Increasing accreditation and 

quality control protocols to meet a European Higher Education Area standard. Internationalization of university 

accreditation with joint degrees, exchange programs, and research collaborations. Improved academic quality 

will boost the long-term competitiveness of Lithuania and create credibility from international students.  

Regulation and Monitoring of Recruitment Agents. Regulation and supervision of recruitment 

agencies. Recruitment agencies in South Asia, on the other hand, are essential players in shaping what students 

expect and decide on. But confusion, unrealistic assumptions, and bad behavior remain and misinformation 

remains rampant. Laws and monitoring tools have to be developed that regulate recruitment agencies serving 

Lithuanian institutions. 

Setting high standards for responsible recruitment, as well as penalties if those standards are violated. 

Encouraging direct student-university links, without middlemen. Establishing official, centralized information 

channels to combat misinformation and support students on the education journey. Good regulation will protect 

students from exploitation and enhance respect for Lithuania as a leading educational model.  

National Branding and Promotion on an International Level. Although Lithuania is beneficial, it has 

not been far enough from the global market for education as a country. In order to attract high quality and 

diverse students, the national brand image needs to be improved. Key strategies involve: Scaling up targeted 

digital marketing campaigns in South Asian nations through social media, webinars, and digital platforms. 

Creating relationships of trust and positive networks with foreign graduates as cases in point. Involvement in 

global educational fairs and recruitment of qualifications abroad. Positioning Lithuania as a safe and affordable 

EU destination. A well-knit and powerful national brand can boost Lithuania’s visibility and competitiveness 

in the global higher education arena. 

Boost Jobs, Employability, Access to Jobs, and Integration via Unemployment. This study also 

highlights big obstacles to accessing the Lithuanian job market. In turn, policymakers and institutions should: 
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Provide part-time jobs and streamline students’ work regulations. Combine internships with academic 

programs. Improve cooperation of academic-employer partnerships so that international students have work 

sources. Reduce work granting restrictions after graduation to allow graduates to transition into the workforce. 

Connecting academic programs with the skills and expertise needed for the labor market – especially those in 

high-demand fields like IT, engineering, and business. Language barriers are one of South Asian students’ 

biggest problems, that may thwart academic achievement and social acceptance. The solution to this problem 

is that institutions can do the following: Offer free or subsidized Lithuanian beginner language courses. Build 

all-inclusive integration programs like orientation camps, mentorship, and peer help programmes. Encourage 

global exchanges between natives and foreigners. Provide psychological and social support services (support 

services for adaptation difficulties). Better integration support will elevate students lives in ways that have a 

positive effect on how their lives unfold, and on where they may go to educational and business success in the 

future.  

Supporting Career and Family Guidance and Support Services in School. Most international students 

are ignorant of and lack support for job opportunities during and after university. Hence, universities and 

colleges must: 

- Establish special training centers for International Students.   

- Provide a base of skills in CV writing, interview aids and job-seeking strategies.   

- Organize fairs for employers locally and internationally.   

- Give out and run alumni networks of alumni outreach programs and contacts for graduates.   

- Offer tailoring career guidance/career counseling services.   

It is doing this that is guiding the students to make good decisions, which ultimately leads to a job.  

Regional Development Promotion in Fair Manner. Since the present time, when most of the students 

of the Republic are from abroad, they are from Vilnius or Kaunas, generating local differences. Policymakers 

need to support distribution in a more equitable manner to: Support community colleges in areas with 

struggling infrastructure; Provide people with cash incentives: scholarships or lower fees. Build regional 

infrastructure and student services clusters to attract investment in regions. Provide more local job 

opportunities for students to keep them. Some balanced regional development will also help the national 

economy and relieve the pressure on large urban areas, reducing pressure on them.  

Ethical and Sustainable Internationalisation. Internationalization brings opportunities from an 

economic and cultural perspective but also threats from an economic over-commercialization and student 

exploitation perspective. Lithuania must do the following to maintain ethics:   

Financiality and quality education: keep balance. Put students welfare and wellbeing first. Look out for 

private companies and institutions offering international education. Make responsible and inclusive 

international development policies. Through adopting this approach, Lithuania’s reputation will be upheld in 

the long-term and perhaps outdo it. For decision-making and continuous improvement practice in tertiary 

science organizations, the ability to collect reliable data is essential.  

It is suggested that we: Strengthen international student data collecting processes (eg: migration, 

employment and academic performance statistics); Survey students satisfaction on a regular basis. Encourage 

scholarly research on international student mobility. Establish the transparency of information flow between 

institutional bodies and policymakers. Better-quality data will result in evidence-based decision making and 

more focused on policy interventions. 
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Abstract  

The article examines the possibilities for digitalizing human resource (HR) management processes and HR administration 

in the company “Pro Vape” Ltd. The aim of the study is to investigate the necessity and opportunities for such 

digitalization. The results of the study indicate that HR management and HR administration processes in the company are 

currently carried out predominantly manually, using several mutually unintegrated digital tools, which reduces process 

efficiency and transparency. Survey and interview data confirm that employees recognize the need for digitalization, 

particularly in the areas of internal communication, employee performance evaluation, as well as leave and working time 

accounting. It is concluded that these processes can be digitalized in the company if implemented gradually, ensuring 

employee involvement and training, and as a result of the comparative analysis, Panorama 365 has been identified as the 

most suitable solution. 

Introduction 

Nowadays, digitalization is one of the main directions of development in business. It is not only a 

technological innovation, but also an essential prerequisite for companies’ competitiveness. The digitalization 

of HR management processes helps companies reduce the administrative burden, increase work efficiency, 

and ensure more accurate and secure data (Saifullina & Puce, 2019). Digital solutions in HR management help 

optimize daily tasks by reducing the risk of errors and improving employees’ daily work at the workplace 

(Bhat & Sheikh, 2024). A large proportion of companies in Latvia have not yet utilized the advantages provided 

by digitalization, such as the management of employment contracts and the automation of remuneration and 

working time accounting, and all of this is carried out manually, significantly burdening employees. This is 

further supported by a study conducted by Visma, which found that only 7% of companies in Latvia have fully 

digitalized personnel administration processes (LabsofLatvia, 2022). Therefore, this topic is relevant not only 

for large companies, but also for small and medium-sized enterprises, as they ensure employee efficiency and 

their psycho-emotional condition. 

Relevance of the Article. In the era of digitalization, the modernization of HR management and HR 

administration processes becomes particularly important. Automated systems, data processing, remote training 

platforms, and digital communication, intranet significantly facilitate daily processes, improve transparency, 

and ensure more accurate and timely decision-making. This allows HR managers to focus on what is essential 

in their work – people, rather than document circulation 

Problem of the Article. “Pro Vape” Ltd. is an international company specializing in the production, 

development, and distribution of tobacco-free nicotine products. The relevance of the study was determined 

by the author’s observations during a human resource psychology internship, where it was observed that the 

majority of document circulation in the company is carried out manually: employment contracts are prepared 

in paper format, employee personal files are stored in physical folders, while working time accounting and 

bonus calculations are performed using Microsoft Excel spreadsheets. Such work organization requires a 

significant time investment and creates a risk of errors; additionally, it places a substantial burden of 

responsibility on the employees involved. The management of “Pro Vape” Ltd. expressed interest in exploring 

possible digitalization solutions in order to ensure faster and more accurate data processing, as well as more 

efficient document circulation. In this context, an important question is what solutions could be implemented 

to optimize human resource management processes and HR administration. 

Object of the Article. Digitalization of HR Management and HR Administration Processes in “Pro Vape” 

Ltd. 

Goal of the Article. To study the digitalization opportunities of HR management processes and HR 

administration in “Pro Vape” Ltd. and to develop proposals for the company’s management for the 

digitalization of these processes. 
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Objectives of the Article:  

1. To study which HR management and HR administration processes in “Pro Vape” Ltd. need to be 

digitalized.  

2. To identify the potential challenges associated with the digitalization of HR management and HR 

administration processes in the company. 

3. To analyze what the digitalization opportunities are for HR management and HR administration 

processes in “Pro Vape” Ltd. 

Methods of research: survey of managers (n=9), semi-structured interview with chief accountant and 

records manager (n=2), and comparative analysis of digital tools for HR management and administrative 

processes. 

Theoretical aspects of the digitalization of human resource management processes and personnel 

administration 

The theoretical basis of this study is grounded in the insights of several authors who explain the 

significance of the digitalization of HR management and HR administration processes in modern companies. 

Human resource management has become an essential strategic resource, and digitalization helps to develop 

it by ensuring more transparent and efficient processes (Bole, 2024). The implementation of digitalization is 

not only the installation of systems; it requires thoughtful planning, analysis of existing processes, and 

employee involvement so that technologies truly facilitate the company’s daily operations rather than become 

a burden (Ketolainen, 2018). Digital solutions significantly reduce manual work and administrative burden, 

make document circulation more secure, and reduce the likelihood of human error. The need to digitalize HR  

management processes is influenced both by changes in the work environment and by technological 

development and the changing needs of employees, which affect the strategy of HR management processes 

and the approach to their implementation (Saifullina & Puce, 2019). The digitalization of HR management 

processes is no longer a luxury or an innovation in companies, but rather an essential component of ensuring 

business operations. Samson and Agrawal (Samson & Agrawal, 2020), in their study, highlighted the positive 

impact of digital tools on employee engagement and transparency in internal company communication, which 

functions well as a motivating factor for employees. Meanwhile, Bhat and Sheikh (Bhat & Sheikh, 2024) 

emphasized the importance of the human factor, as in their view, successful digitalization is based on 

employees’ attitudes and psychological readiness for change; therefore, open and clear communication and 

support during the implementation of digitalization are essential. These insights overall demonstrate that the 

digitalization of HR management and HR administration processes is not only the implementation of modern 

technological tools, but also an issue of change management and organizational development. 

The digitalization of HR management and HR administration processes means the transformation of 

traditional HR tasks and processes using digital technologies and automated solutions. It allows organizations 

to optimize administrative processes, reduce the volume of manual work, and focus resources on strategic 

activities that provide added value to the company’s development (Ketolainen, 2018). On the one hand, the 

digitalization of HR administration covers administrative, repetitive processes, such as the preparation and 

electronic signing of employee contracts, the digitalization of working time accounting, the automation of 

payroll calculation and reporting, the management of employee personal data in digital format, and the 

automated processing of requests and applications. When digitalized, these processes become more 

transparent, faster, and more secure, reducing the risk of human error (Saifullina & Puce, 2019). On the other 

hand, the digitalization of HR administration is related to strategic functions that ensure the long-term 

development of the company. It includes talent attraction and recruitment platforms that allow the automation 

of candidate selection, employee evaluation and motivation systems, e-learning platforms, employee 

engagement and internal communication tools, and analytical tools that provide data for management decision-

making regarding employee development, retention, and career paths. Digitalization enables companies not 

only to automate document management but also to develop integrated solutions for employee development 

and engagement (Rostoka, 2022). The aim of digitalization in the HR field is to achieve a balance between 

efficient management of administrative processes and higher value-added strategic activities. As a result, not 

only does work efficiency increase, but also the company’s reputation as a modern, transparent, people-

centered, and sustainable employer. 

Nowadays, one of the most significant reasons for initiating the digitalization of HR management and HR 

administration processes is its close connection with organizational sustainability in both environmental and 

social aspects. By reducing paper-based document circulation and manual processes, the organization 
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promotes resource saving and environmental protection. The saved resources can be redirected to improving 

employee well-being, while the thoughtful digitalization of processes itself already strengthens employee well-

being, helps prevent overload, and promotes an inclusive work environment that corresponds to modern 

principles of sustainable development. Digitalization does not simply mean the introduction of technologies; 

it is a change in mindset that requires the involvement of management and employees, change management, 

and clear communication. When properly implemented, it enables organizations to become more flexible, 

resilient, and competitive on a global scale. 

Although digital HR management and HR administration systems provide organizations with broad 

opportunities to improve efficiency, transparency, and productivity, their implementation is not only a set of 

advantages. Any digitalization process involves a range of potential risks (see Table 1) that may affect 

technical, organizational, as well as human factor dimensions. 

Table 1  

Risks of Digital HR Management and Administration 

Risks Nature 

Information security and data protection (Bhat & 

Sheikh, 2024) 

Leakage of sensitive employee data or unauthorized access 

to such data by third parties. 

Human factor and resistance to change (Saifullina & 

Puce, 2019) 

Situations may arise where employees experience fear and 

insecurity regarding technologies that increase employee 

monitoring; employees may perceive that systems are 

introduced to replace them. 

Technological dependence and system errors (ELVA, 

2024) 

Data loss, cyberattacks, internet or power outages may 

disrupt daily operations. 

Automated decision-making (Bhat & Sheikh, 2024) 
Technology algorithms do not take into account the human 

aspect, such as emotional and individual factors. 

Employee monitoring and privacy (Saifullina & Puce, 

2019) 

Digital systems allow detailed tracking of employees, 

which may be perceived by employees as excessive control 

and create distrust toward the employer. 

Legal and regulatory risks (LPVA, 2024) 
It is necessary to ensure compliance with labor law and data 

protection regulations. 

System maintenance and costs (Bhat & Sheikh, 2024) 
Financial investments are required for system maintenance, 

updates, data security solutions, and employee training. 

*Source: compiled by the author, based on Bhat & Sheikh (2024), Saifullina & Puce (2019), ELVA (2024), LPVA 

(2024) 

The digitalization of HR management and HR administration processes is associated with several 

significant risks. First, there is a data security risk, as sensitive employee information is stored in systems, and 

its leakage or unauthorized access may result in reputational and legal consequences, especially in the context 

of GDPR (Bhat & Sheikh, 2024). 

Second, the human factor is significant, as employees may resist change due to fears of increased job 

complexity, enhanced control, or job loss, which hinders the effective implementation of digital solutions 

(Saifullina & Puce, 2019). Third, technological and ethical risks must be considered, including system failures, 

data loss, excessive reliance on algorithms and their potential bias, as well as unethical use of employee data 

(Bhat & Sheikh, 2024). Additionally, there is a risk of excessive monitoring, which may negatively affect 

employee motivation and the psychological climate of the organization (Samson & Agrawal, 2020), as well as 

legal risks related to compliance with data protection and labor law requirements (Parliament of the Republic 

of Latvia, 2024). Finally, financial and maintenance risks are also significant, as digitalization requires long-

term investments in system maintenance, development, and employee training, rather than being a one-time 

project (Bhat & Sheikh, 2024). 

The implementation of technology alone does not guarantee improved efficiency or employee satisfaction. 

For digitalization to be successful, the organization must find a balance between technological solutions and 

human factor needs, ensure an adequate level of data security, and comply with legal regulations. Otherwise, 

the benefits of digitalization may not be realized, and it may even create new problems that threaten the 

organization’s development in the long term. Analyzing the risks associated with the digitalization of HR 

management and HR administration, ranging from technological disruptions and sensitive data protection 
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issues to employee psychological resistance and legal uncertainties, it becomes clear that the implementation 

of digitalization is a complex process that requires a well-considered strategy and responsible management. A 

critical evaluation of these risks shows that technology itself is not a solution—it becomes an effective tool 

only when the organization is able to simultaneously ensure security, transparency, and employee needs. 

Bondarouk et al. (2017) identify three key dimensions influencing digital HR management adoption in 

organisation: technological, organizational, and human factors, forming the so-called TOP framework. 

Furthermore, the outcomes of digital HR management are classified as operational, relational, and 

transformational, highlighting a shift from efficiency gains forwards strategic value creation and the 

transformation of HR functions. 

For a digitalization project in HR management to be successful, it must be implemented according to a 

clear and logical sequence (see Fig. 1). 

 

 
 

Fig. 1. Digitalization project implementation plan 

*Source: compiled by the author 

As indicated in Figure 1, the initial step is to conduct an audit of existing processes, during which the 

organization’s HR management and HR administration processes are identified, their strengths and weaknesses 

are evaluated, and the main challenges and shortcomings that hinder effective operations are determined. The 

second step is the involvement of employees and management, for example, by conducting surveys to identify 

needs and expectations regarding new solutions. This approach not only reduces employee resistance but also 

allows the development of solutions that practically correspond to daily needs (Ketolainen, 2018). The third 

step is the definition of objectives and the setting of priorities, where the organization determines which 

processes will be digitalized first, for example, working time accounting, document circulation, or employee 

self-service. At this stage, it is also essential to define success criteria and expected benefits, which later serve 

as a basis for ROI calculation (Bhat & Sheikh, 2024). 

The digitalization of HR management and HR administration is not only a technological issue, but a 

strategic step that significantly affects the organization’s sustainability and competitiveness. Its effectiveness 

is determined by several interrelated aspects, some of which include the calculation of return on investment 

(ROI), the available funding for the implementation of digitalization projects, as well as the selection of 

appropriate solutions from service providers available on the market. ROI, or return on investment, is a very 

important tool that allows the evaluation of how effectively a company uses resources in the implementation 

of digitalization projects (as well as any other activities where financial resources are invested). It is calculated 

using a simple formula, which is shown in Table 2. 

Table 2 

Return on Investment calculation formula 

ROI = 
Benefits – Costs 

x 100% 
Costs 

*Source: compiled by the author, based on Botchkarev, 2015 

 When calculating costs, it is necessary to take into account not only one-time expenses but also 

maintenance costs over a certain period of time. Likewise, when considering benefits, in order to calculate 

ROI as accurately as possible, it is necessary to take into account where the organization will no longer need 

Process audit Needs analysis
Goals and 
priorities

Solution and 
ROI evaluation

Solution 
selection

Implementation 
and integration

TrainingEvaluation
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to spend resources. The success of digitalization is most often closely related to the ability to measure indirect 

benefits, such as reduced employee turnover or more effective managerial decision-making (Bhat & Sheikh, 

2024). ROI calculation helps an organization determine which digitalization projects are strategically the most 

beneficial and in what order to implement them. Without this tool, companies risk investing in solutions whose 

returns are not proportional to the costs, thereby reducing the sustainability of the project. 

In Latvia, companies have access to several state and European Union-funded support programs that help 

finance the digitalization of HR management and HR administration and reduce the initial investment from 

the company’s working capital. The program “Support for Digitalization”, administered by LIAA, provides 

co-financing for the implementation of technologies, employee training, and consultations, particularly 

promoting the competitiveness of small and medium-sized enterprises. Meanwhile, “Commercialization 

Support” is aimed at the development and introduction of new technological solutions to the market. In 

addition, the program “Support for Process Digitalization” offers significant funding for the digitalization of 

internal company processes, including HR management and document circulation. In addition to grant-type 

support, companies also have access to financial instruments such as ALTUM loans and guarantees, which 

provide flexible financing solutions for larger digitalization projects. 

After evaluating the financial aspects, the next step is the selection and implementation of solutions. 

Particular importance is given to employee training and change management, as this helps to build a positive 

attitude and ensures the effective use of technologies (Samson & Agrawal, 2020). As emphasized by von 

Moltke and Verlinden (von Moltke & Verlinden, n.d.), the selection of digitalization service providers is an 

important step, as differences between platforms may exist both in functionality and in integration possibilities 

with existing company systems. It is necessary to carefully evaluate the market offering in order to ensure 

compliance with both technical requirements and the organization’s strategic objectives. Nowadays, a wide 

range of digital solutions is available, covering both basic administrative functions and strategic areas of HR 

management. 

At the final stage of the project, it is important not only to evaluate technical results, but also to analyze 

how employees interact with the implemented systems on a daily basis, how actively they use them, and how 

these systems have changed work processes. Such an evaluation makes it possible to determine whether the 

objectives of digitalization have been achieved and where further improvements are needed. 

Empirical study on the digitalization of personnel management processes and personnel 

administration at “Pro Vape” Ltd. 

“Pro Vape” Ltd. is an international company specializing in the production, development, and distribution 

of tobacco-free nicotine products. The company has been operating successfully for nearly 10 years, exporting 

its products to various European countries. “Pro Vape” Ltd. stands out for its high-quality and innovative 

approach to product development. The company employs 74 employees, and the workforce is characterized 

by significant diversity in terms of gender, age, and experience. In the company, 53% of employees are women 

and 47% are men, and gender balance is also maintained at the management level. The average age of 

employees is 38 years, and different generations are represented in the workforce, ranging from young 

specialists to experienced professionals with more than ten years of work experience. This combination of 

generations helps to promote knowledge transfer and an innovative work environment; however, it also creates 

challenges in the context of digitalization. Younger employees are generally more open to technologies and 

new processes, whereas more experienced and older employees tend to show caution and resistance to change, 

as established routines familiar to them are altered, which may create a sense of threat and fear that 

technologies will replace them (Saifullina & Puce, 2019). 

To achieve the objectives of the study, the author conducted a survey of department level managers at 

“Pro Vape” Ltd. (n = 9), as well as interviews with the company’s chief accountant and administrative clerk. 

Additionally, a comparative analysis of the functionality and interoperability of potentially applicable digital 

tools was carried out. 

The survey included 21 questions, which are thematically presented in Table 3. In the survey, HR 

administration and HR management functions were distinguished separately; therefore, it was longer, but 

employees were highly responsive, and out of 10 employees to whom the survey was sent, 9 provided 

responses, representing key structural units essential for the company’s operations: R&D, Accounting, Finance 

Department, Sales, production, warehouse, HR department, marketing, and sales department. 

The developed survey questionnaire included questions whose answers allow for an understanding of “Pro 

Vape” Ltd., the respondents, and the readiness of the employees under their supervision for the digitalization 
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of HR management and HR administration processes. A large proportion of the questions in the survey were 

formulated in such a way as to enable the first step towards successful digitalization – the audit of existing 

processes – and to identify the current weak points in the processes. 

Table 3  

Overview of survey questions 

Question Content Example 

Questions 1 - 3 
Respondent profile and the relation of job duties to 

HR management and HR administration 

What position do you hold at “Pro 

Vape”? 

Questions 4 – 5 
Evaluation of existing processes and the use of 

digital tools 

How do you evaluate the current 

document circulation in the company? 

Questions 6 – 9 
Identification of the most time-consuming 

processes and digitalization priorities 

Which HR management processes, in 

your opinion, should be prioritized for 

digitalization? 

Questions 10 – 11 
Attitude towards digitalization and expected 

benefits 

To what extent do you agree that the 

company should digitalize its processes? 

Questions 12 – 13 Employee and team readiness for change 
How would you evaluate your readiness 

to adapt to new digital tools? 

Questions 14 – 15 
Challenges and the need for support in the 

implementation of digitalization 

What, in your opinion, could be the main 

challenges in implementing 

digitalization? 

Questions 16 – 17 
Impact of digitalization and evaluation of the 

company’s readiness 

How do you evaluate the company’s 

readiness for the implementation of 

digitalization projects? 

Questions 18 – 21 
Proposals and desired solutions for process 

improvement 

Which digital solution would you like to 

implement first? 

* Source: compiled by the author 

In addition to the survey, within the framework of the study, the author conducted two semi-structured 

interviews with the chief accountant and the administrative clerk of “Pro Vape” Ltd. in order to gain an in-

depth understanding of the existing HR management and HR administration processes in the company, as well 

as to determine opinions on digitalization opportunities and the related challenges (see Table 4). 

Table 4  

Overview of interview questions  

Question Content Example 

Questions 1 - 5 Evaluation of existing HR management and HR 

administration processes, document circulation, 

and the tools used 

How are HR management and HR 

administration processes currently 

organized in the company? 

Questions 6 – 8 Identification of digitalization needs, priorities, 

and expected benefits 

Which processes do you see as priorities 

for digitalization? 

Questions 9 – 10 Evaluation of technological readiness and 

available solutions 

Is the company’s IT infrastructure 

sufficient for the implementation of new 

solutions? 

Questions 11 - 13 Implementation challenges, employee attitudes, 

and change management 

What difficulties do you foresee in the 

implementation of new digital systems? 

Questions 14 - 18 Impact of digitalization, success factors, and 

future outlook 

How could digitalization affect employee 

productivity? 

*Source: compiled by the author 
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Within the framework of the practical study, a comparative analysis was also conducted, the aim of which 

was to evaluate the suitability of different digital solutions for the digitalization of HR management and HR 

administration processes. The analysis compared the main functionalities of the systems, their compatibility 

with the information systems used in the company, as well as implementation and maintenance costs. The 

comparison criteria were determined based on the results of the survey and interviews, identifying the most 

important processes to be digitalized in the company. 

Results 

This section presents the results of the study by analyzing the responses provided by the respondents and 

identifying the most significant trends in the digitalization of HR management and HR administration 

processes. In the question regarding which HR management processes should be prioritized for digitalization, 

employees were allowed to select no more than three options; such a limitation required respondents to 

evaluate priorities and identify the most significant currently inefficiently managed processes, which are shown 

in Figure 2. 
 

 
Fig. 2. HR Management Processes Prioritized for Digitalization at “Pro Vape” Ltd. 

*Source: compiled by the author 

As shown in Figure 2, respondents identified employee performance evaluation and the feedback system 

as priority processes for digitalization, which are currently implemented in an unstructured manner. The need 

to improve internal communication and information flow between employees and management was also 

emphasized, as indicated by 7 out of 9 respondents. Four respondents believe that performance appraisal should 

also be digitalized, while three highlighted employee communication regarding company updates and internal 

events. These results indicate that the mentioned processes are currently not implemented effectively or are 

not implemented at all. Their digitalization could enhance employee motivation and trust in the company’s 

management. 

Additionally, respondents evaluated HR administration processes that, in their opinion, should be 

prioritized for digitalization, selecting no more than three response options (see Fig. 3). 
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Fig. 3. HR Administration Processes Prioritized for Digitalization at “Pro Vape” Ltd. 

*Source: compiled by the author 

Survey participants most frequently identified employee leave application, processing, and approval as 

priority processes for digitalization in the company (8 out of 9 respondents). Five respondents consider that 

working time accounting, payroll calculation processes, and the secure storage of employee data and personal 

information in a unified system should be digitalized. Three respondents pointed to the need for digitalizing 

document approval and circulation between departments, including submission to accounting, while two 

respondents highlighted the preparation, amendment, and termination of employment contracts as a priority. 

Additionally, several respondents emphasized the need for an employee self-service portal that would provide 

the ability to submit requests, track absence balances, and access personal documents. 

Respondents’ answers regarding team readiness to adapt and participate in the implementation of new 

digital tools indicate an overall positive but cautious attitude, with an average rating of 4.33 out of 5. In 

justifying their evaluation, surveyed employees often pointed to challenges related to changes in habits and 

differences in colleagues’ levels of technological skills. Similar trends were also observed in the interviews, 

where it was emphasized that some employees still prefer paper documents, perceiving them as more reliable 

and familiar. 

The respondents’ assessment of the company’s readiness for the implementation of digitalization projects 

is overall positive, as 4 out of 9 respondents consider the company to be fully ready, while 5 out of 9 consider 

it to be partially ready (see Fig. 4). 

 

 
Fig. 4. “Pro Vape” Ltd. Readiness for Digitalization 

*Source: compiled by the author 

The main positive supporting factors identified include management support, employee openness to 

change, and an understanding of the benefits of digitalization. At the same time, several significant challenges 

are highlighted, such as the limited range of existing digital tools, difficulties related to changing employee 

habits, as well as the additional workload and resource requirements during the implementation process. The 

financial aspect is also an important factor, as the company must finance digitalization independently. Despite 

this, it is emphasized that in the long term, the benefits outweigh the potential implementation challenges. 

Respondents evaluated the potential benefits of introducing digital tools in human resource management 

and HR administration, selecting multiple response options (Fig. 5). 
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Fig. 5. Benefits of HR Digitalization 

*Source: compiled by the author 

All respondents (9 out of 9) indicate that the most significant benefit of digitalizing HR management and 

HR administration processes is time savings. All respondents also believe that the digitalization of these 

processes would facilitate their work and improve work efficiency. Eight respondents identify a reduction in 

errors and more accurate data recording as important benefits, which would reduce the impact of the human 

factor. Five respondents indicate that the introduction of digital solutions could reduce employee workload 

while increasing awareness and process transparency. 

Potential challenges of digitalization were also analyzed from the respondents’ perspective (Fig. 6). 

 

 
Fig. 6. Challenges in Digitalizing HR Management and Administrative processes 

*Source: compiled by the author 

As shown in Figure 6, six employees’ identify resistance to change due to established routines processes 

as the main challenge of digitalization. Two respondents mention technical issues, such as system compatibility 

and access rights, while one respondent highlights the lack of training as the most significant challenge. 

The survey also included open-ended questions in which respondents were asked to indicate which digital 

solutions should be implemented and which processes they would like to digitalize in order to improve their 

work efficiency. Several respondents identified working time accounting and leave application digitalization 

as priorities. Employees were also given the opportunity to provide suggestions for improving document 

circulation and HR management processes in “Pro Vape” Ltd. One respondent suggested implementing 

Namejs or another equivalent document management system that would ensure centralized storage of 

contracts, orders, documents, and other process-related information. 

In order to compare the opinions of the surveyed respondents with those of employees who carry out HR 

management and HR administration processes on a daily basis, additional interviews were conducted with the 

company’s chief accountant and administrative clerk. The interview results indicated that the main challenges 

in the company are related to fragmented processes and manual work organization. HR management and HR 

administration processes are carried out using several mutually unintegrated systems, as well as Excel files, 

which makes data processing more time-consuming and increases the risk of errors. Document circulation and 
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approval, particularly leave management, largely take place manually, for example via email, which reduces 

transparency and slows down information flow. 

To determine the most suitable solution for the company, the author conducted a comparative analysis of 

the functionality and interoperability of the mentioned digital tools. The survey results show that respondents 

identified several digital tools in their responses that could be used for the digitalization of HR management 

and HR administration processes. The most frequently mentioned systems were Namejs, Personio, and HiBob. 

At the same time, an important factor in selecting digital solutions is their compatibility with systems already 

used in the company. In the interview, the chief accountant indicated that Microsoft Dynamics 365 Business 

Central is used for payroll accounting; therefore, related solutions were also considered, including Panorama 

365 as an employee self-service portal. Additionally, the solution previously evaluated by the company, Visma 

HoP, was also considered. The results of the comparative analysis conducted by the author are summarized in 

Table 5, where the functionality of digital tools, their compatibility with the existing accounting system, and 

implementation costs are compared in order to identify the most suitable and sustainable solution for the 

company’s needs. 

Table 5 

Comparison of Digital Systems for HR Management and HR Administration 

 HiBob Personio Visma Hop 

(price offer 

recieved) 

Namejs Panorama 365 

(price offer 

recieved) 
Leave application and 

processing 

Available Available Available Available 

(request 

workflow 

section) 

Available 

Document approval, 

circulation, and 

submission to 

accounting 

Available Available Available Available Available 

Internal 

communication, 

document distribution 

Available Not available Available Available Available 

Employee performance 

evaluation, feedback 

system 

Available Available Separate tool 

Visma Talent 

Solutions 

Not available Available 

Employee onboarding Available Available  Separate tool 

Visma Appical 

Not available Available 

Recording and 

transparency of sick 

leave, vacations, 

absences 

Available Available Available Not available Available 

Compatibility with 

Dynamics 365 Business 

Central 

Available, but 

it is not known 

whether the 

solution 

complies with 

Latvian labor 

legislation 

Possible, but 

requires 

testing for 

compliance 

with Latvian 

labor 

legislation 

Possible, 

increases 

implementation 

costs 

It is stated that 

the system can 

be integrated 

with other 

systems 

Available 

Implementation and 

maintenance costs 

(EUR) 

- - Implementation 

12000.00; 

maintenance 

275.00/month 

Implementation 

9440.00 

Implementation 

9500.00; 

maintenance 

320.00/month 

 

In Table 5, the author evaluated the main functionalities that employees of “Pro Vape” Ltd. identified as 

priorities for the digitalization in the field of HR management and HR administration. An analysis of solutions 

available on the market indicates that the offering is broad and diverse, and systems differ significantly in 

terms of both functionality and cost. Considering the company’s needs and existing technological environment, 

the author concludes that the most suitable solution is Panorama 365 developed by ELVA. It ensures 
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compatibility with the currently used payroll accounting system Microsoft Dynamics 365 Business Central, 

complies with Latvian regulatory requirements, and includes the key functionalities identified by surveyed and 

interviewed employees as priorities for digitalization. Moreover, the implementation of this solution could be 

relatively faster and more efficient, given the possibilities for integration with existing systems, thereby 

reducing implementation risks and ensuring more unified and transparent management of HR processes. 

Conclusions 

The digitalization of HR management and HR administration processes in organizations is a strategic tool 

that promotes efficiency, transparency, and data accessibility. The data obtained in the practical part of the 

study indicate that the main shortcomings in HR management and HR administration processes have been 

identified in “Pro Vape” Ltd., and employees are aware of the need for digitalization, which indicates the 

company’s readiness to initiate change. 

The study shows that HR management and HR administration processes are currently mostly carried out 

manually or using several separate, unintegrated systems, which reduces efficiency. At the same time, the 

priority areas for digitalization identified by employees include internal communication, employee 

performance evaluation, as well as leave and working time accounting. Considering employee attitudes and 

potential challenges, implementation should be organized gradually, ensuring communication and training. 

After evaluating the available digital solutions, Panorama 365 was identified as the most suitable tool. 

Therefore, it is recommended that the company evaluate available solutions, agree on implementation 

conditions, and implement a structured process that includes system customization, testing, employee training, 

and subsequent evaluation of results. Overall, the findings confirm that well-planned digitalization can 

significantly improve work processes, employee productivity, and the company’s competitiveness (Saifullina 

& Puce, 2019). 

The study conducted by the author is considered significant for the development of “Pro Vape” Ltd., as it 

provides empirically grounded recommendations for the digitalization of HR management and HR 

administration processes, thereby promoting the successful implementation of digital transformation. 
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Abstract 
The article analyses the issues of the formation and expression of a culture of employee cooperation in a public sector organization. The theoretical 
and practical research of Lithuanian and foreign authors is analyzed and systematized, revealing the concept of a culture of cooperation, its 

significance for the organization's activities, its determining factors and improvement opportunities. The main elements of a culture of cooperation, 

trust, communication, information sharing and the pursuit of common goals, which form the prerequisites for effective organizational activities, are 
discussed, and the significance of leadership in forming a culture of employee cooperation in an organization is also highlighted. The empirical part of 

the article presents the results of a quantitative study conducted in the Šilalė District Municipality Administration. The study analyzed the attitude of 

employees towards a culture of cooperation, its expression in the organization and improvement opportunities. The results of the study allow us to 

assess the characteristics of a culture of cooperation in an organization and identify the most important directions for its strengthening. 

Recommendations are provided for strengthening a culture of cooperation in a public sector organization. 

Introduction 

The culture of employee collaboration in organizations is considered an important factor influencing 

performance, employee engagement, and the quality of decision-making. Gražulis, et al. (2015) argue that 

people working in an organization are an essential part of the internal system that connects various elements 

of the organization into a coherent structure. 

Research problem: In an organization, employee cooperation between different departments is not 

always smooth enough, therefore information exchange, decision-making and implementation of common 

goals may be less effective. Therefore, it is relevant to study the culture of employee cooperation and 

identify opportunities for its improvement in the organization. 

Object of research: employee cooperation culture in the Šilalė district municipality administration. 

The purpose of the study: to investigate the culture of employee collaboration in the organization. 

Research objectives: 

1. To analyze the culture of employee collaboration from a theoretical perspective. 

2. To investigate the expression of the culture of employee cooperation and its determining factors in 

the Šilalė district municipality administration. 

Research methods: the study used methods such as scientific literature analysis, online source analysis, 

quantitative research (survey), graphical representation, and data processing using Excel. 

Theoretical aspects of employee collaboration culture 

It is important to define the concept of employee collaboration culture and its main elements. 

Collaboration culture is most often associated with employee interaction, shared values and the pursuit of 

common goals in the organization, based on trust, communication and shared responsibility. 

The concept of employee collaboration culture: Table 1 presents definitions of employee collaboration 

culture presented in the works of various Lithuanian and foreign authors. 

Based on the definitions provided, it can be stated that the culture of employee collaboration in public 

sector organizations is associated with the organization's value system, mutual trust and collective 

interaction. The culture of collaboration is also associated with more flexible forms of management and 

employee interaction. D. Jesiūnienė (2025) emphasizes that collaborative management is considered a 

flexible form of decision-making that allows overcoming the boundaries of hierarchical management and 

coordinating actions between different departments of the organization. J. Bučaitė-Vilkė (2019) emphasizes 

the importance of employee interaction and horizontal decision-making processes, while L. Gomez-Ruiz et 

al. (2020) emphasize team identity and orientation towards common goals. 

Recent research also emphasizes the importance of leadership in shaping a collaborative culture. T. 

Rumayantas, S. Sanusi, and S. Bani (2025) note that generational change in an organization leads to changes 

in communication and leadership practices. A. Arminienė (2024) emphasizes the role of the leader in 

promoting employee engagement and cooperation. R. Pakeltienė, A. Giedraitis, A. Ispiryan (2024) note that 

organizations that foster a strong collaborative culture more easily achieve strategic goals, because 

cooperation promotes innovative solutions and increases employee engagement and responsibility. 
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In summary, it can be stated that the culture of employee collaboration is formed through organizational 

values, communication, leadership, and employee interaction. 

1 

Definitions of a collaborative employee culture 

AUTHOR DEFINITION 

V. Rieger, M. Klarmann 

(2022) 

A collaborative employee culture is an environment that combines collaboration and 

individual work to achieve quality solutions. 

J. Ding, G. Hong (2025) A collaborative employee culture is an organizational culture that promotes 

interpersonal relationships, cooperation, and commitment. 

L. Lidman, M. Gustavsson, 

(2022) 

A culture of employee collaboration and the organizational conditions that support it 

are essential in the public sector, ensuring the smooth running of operations and the 

application of innovations. 

V. Jakubauskytė-

Andriulienė (2024) 

A culture of employee collaboration through leadership and two-way communication 

creates a pursuit of common goals based on trust and engagement. 

J. Budreikaitė (2025) A collaborative employee culture is an organizational environment in which inclusive 

leadership strengthens employee engagement and collaboration. 

D. Jesiūnienė (2025) The essence of a collaborative culture is associated with norms that include a common 

goal, inclusion, representation, shared decision-making, and a culture of discussion. 

O. Pavlova (2020) A culture of employee collaboration is a phenomenon formed through daily employee 

interaction and shared identity. 

*Source: compiled by the author, based on management and scientific literature 

After analyzing the theoretical aspects of the culture of employee collaboration, it was determined that it 

is understood in a public sector organization as an element of organizational culture based on trust, shared 

values, and employee interaction, focused on achieving common goals. It was determined that this culture 

has a significant impact on employee beliefs, communication, decision coordination, and the sustainability of 

the organization's operations. It is also noted that the culture of collaboration is dynamic and its 

strengthening is associated with leadership practices, employee involvement, competency development, and 

open communication in the organization. 

The study conducted in the Šilalė District Municipality Administration aims to reveal the employees' 

attitude towards the culture of cooperation, identify the factors that strengthen it and foresee opportunities for 

improvement. It analyzes how cooperation, information exchange and decision-making take place between 

departments in the organization, as well as how employees evaluate mutual relations, communication and 

trust. The results of the study provide the prerequisites for assessing the state of the culture of cooperation 

and foreseeing directions for its strengthening. 

Employee cooperation culture study of Šilalė District Municipality Administration 

Organizational overview: Šilalė District Municipality Administration is a public sector institution that 

performs local self-government functions and implements decisions made by the municipal council and 

mayor. The administration provides administrative and public services, implements the municipality's 

strategic plans and programs. The administration structure is based on functional division: activities are 

coordinated by the director of the administration and the departments subordinate to him. 

The purpose of the study: to investigate the culture of cooperation among employees of the Šilalė district 

municipality administration, to identify its characteristics and opportunities for improvement, based on the 

opinions and experience of employees. 

Research methodology: the survey method used is a quantitative study, which allows for summarizing 

employee responses and identifying key opinion trends. 

Place and time of the study: Šilalė District Municipality Administration. October 2025. 

Survey type: anonymous questionnaire. 

Survey structure: The questionnaire consisted of 20 closed-ended questions. The questions were divided 

into three main parts: introduction, demographic questions, and topic-related questions. 

Sample size: the general population consisted of 68 administrative employees (excluding technical 

personnel – cleaners and drivers). The sample size was calculated using the Paniotto formula (Kardelis, 

2016). With a 10% error rate and 95% probability, it was sufficient to interview 41 employees for the study; 
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41 employees participated in the study, therefore the sample should be considered sufficient for descriptive 

analysis and reasonable conclusions. 

Sampling method: non-probability sampling was used – convenience sampling, interviewing employees 

who received the questionnaire and voluntarily agreed to participate. 

Demographic insights: 85 % of the respondents were women (35) and 15% were men (6). By age, the 

largest number of respondents was 51 years and older, 39%, slightly less so in the 41-50 age group, 34%, 

followed by 31-40 year old respondents, 22%, and the smallest number was under 30 years old, 5%. 

In terms of length of service, the largest proportion of respondents has been working for more than 10 

years – 49%. Other groups are divided as follows: 34% of respondents have 1-5 years of service, 12% have 

6-10 years, and 5% have the shortest work experience – up to 1 year. This indicates the renewal of the 

organization and emphasizes the need to strengthen its adaptability and motivation. 

By position held, the majority of respondents were specialists (63%), managers/head of departments 

(20%), and administrative staff (15%). This distribution reveals that the survey is dominated by employees 

directly performing functions, whose involvement is a key factor in shaping daily cooperation practices in 

the organization. 

It can be argued that the demographic structure of the respondents – older and more senior employees 

and the dominance of specialists – forms the basis for both a stable culture of cooperation and highlights the 

need to strengthen the integration of new employees and mutual knowledge sharing. 

The study sought to determine how employees describe the nature of organizational collaboration, by 

asking respondents to select the statement that best reflects the characteristics of the organization. The data 

are presented in Figure 1. 

 

 
Fig 1. The nature of employee collaboration in an organization 

*Source: compiled by the author 

It can be seen from the data presented in Figure 8 that the largest part of the respondents indicated that 

teamwork and responsibility for common results are encouraged in the organization (54%). Individual work 

was named as the prevailing practice by 29% of employees. And creativity and implementation of new ideas 

by 10%. Part of the respondents (7%) stated that competition between employees dominates. 

It can be concluded that in an organization's collaborative culture, priority is given to shared results and 

shared responsibility, while competitive or innovative aspects are less prominent. 

The study also sought to determine what factors, in the opinion of respondents, most determine the 

strength of the culture of cooperation in the Šilalė district municipality administration. The results are 

presented in Figure 2. 
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Fig 2. Respondents' opinions on the factors determining a collaborative culture 

*Source: compiled by the author 

Analyzing the data presented in Figure 2, it can be seen that 37% of respondents associate the culture of 

collaboration most closely with the personal characteristics and motivation of employees. 27% distinguish 

the atmosphere of the team and working conditions, 22% the example of managers and the values of the 

organization, and 15% structural aspects. 

It can be argued that a collaborative culture is mainly determined by human factors, and organizational 

structure is seen as less significant. 

The study also sought to determine which of the listed elements in the organization's employee 

collaboration are most important for achieving a positive work environment. The results of the study are 

presented in Figure 3. 

 

 
Fig 3. Elements of a culture of employee collaboration in an organization 

*Source: compiled by the author 

It can be seen from the data presented in Figure 3 that 29% of respondents associate the culture of 

collaboration most closely with leadership style, communication and organizational traditions. 15% 

distinguish mutual trust, 12% values and norms, 10% structure and rules, and 5% the physical work 

environment. 

It can be said that employees most often associate collaboration with communication and the role of 

managers, while physical and formal aspects are valued less. 

The study also aims to analyze what measures respondents believe should be taken to strengthen 

employee cooperation in the Šilalė District Municipality Administration. The results are presented in Figure 

4. 
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Fig 4. Respondents' opinions on measures that can strengthen cooperation in the organization 

*Source: compiled by the author 

Analyzing the data presented in Figure 4, it can be stated that 46 % of respondents believe that employee 

cooperation would be strengthened most by improving internal communication and feedback. 27% 

emphasize the importance of clearer values and rules of cooperation, and 12% each highlight support from 

managers and team building activities. Only 2% of respondents associate strengthening cooperation with the 

implementation of new working methods. It can be stated that employees prioritize improving 

communication and clear principles of cooperation. This shows that the quality of cooperation in an 

organization is primarily associated with daily interaction, dissemination of information and mutual 

understanding, rather than with structural or technological changes. 

The results obtained allow us to state that cooperation in an organization is closely related to 

organizational factors, such as leadership of managers, promotion of innovations and employee involvement. 

The research data revealed that cooperation processes in an organization are not equally developed in all 

departments, therefore, certain inequalities can be seen in the expression of cooperation. In order to 

strengthen the culture of cooperation, it is appropriate to pay more attention to improving internal 

communication, promoting employee involvement and consistent support from managers. It can be stated 

that strengthening these factors would create the prerequisites for more harmonious cooperation between 

departments and effective implementation of the organization's activities. 

The results of the study also show that the organization has a fairly strong collaborative environment 

based on trust, teamwork and the pursuit of common goals. Collaboration is most shaped by human factors, 

employee motivation, interpersonal relationships, team atmosphere and the example of managers. It is 

believed that these factors form the basis for effective collaboration, as they directly affect employee 

engagement, trust in the organization and the desire to achieve common results. Relationships based on 

mutual trust and a favorable emotional environment promote open communication, sharing of ideas and 

constructive problem solving. 

Opportunities for improving the culture of employee cooperation in the Šilalė District Municipality 

Administration 

The analysis of the research results showed that the culture of employee cooperation in the organization 

is important for achieving smooth work and the implementation of the organization's common goals. 

However, certain factors that promote cooperation are not consistently applied in the organization. 

Therefore, it is important to clearly define possible measures to strengthen the culture of cooperation and the 

directions for their improvement. The main measures to improve the culture of employee cooperation and the 

directions for their improvement are presented in Figure 5. 
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Clarity of job functions and 
responsibilities

Improving human resource 
management

Measures to improve employee 
cooperation

Training and professional 
development

Improving internal 
communication

Employee recognition and 
encouragement

Consistent feedback

 

Fig 5. Directions for improving the culture of employee collaboration in the organization 

*Source: compiled by the author based on research data 

As shown in Figure 5, improving the culture of employee collaboration in an organization is associated 

with key areas such as strengthening internal communication, involving employees in organizational 

processes, clarity of job functions and responsibilities, and improving human resource management. These 

areas are implemented through specific measures, including employee recognition and promotion, consistent 

feedback, improving internal communication, and training and skill development. 

The interaction of these directions and tools creates the prerequisites for the systematic development of a 

culture of cooperation, promotes employee involvement, improves internal communication and has a 

positive impact on the effectiveness of the organization's activities and the quality of services. It is believed 

that the consistent application of these tools allows for the formation of an environment based on trust, 

openness and cooperation. 

Conclusions 

After analyzing the theoretical aspects of the culture of employee collaboration, it was determined that it 

is one of the most important factors determining the effectiveness of the organization's activities. It is based 

on shared values, trust, open communication and employee involvement, which create the prerequisites for 

smooth teamwork and the implementation of organizational goals. It was also determined that the 

organizational environment, leadership style and personnel management processes have an important 

influence on the formation of a culture of collaboration. 

The study found that the expression of the culture of employee cooperation in the Šilalė District 

Municipality Administration is quite favorable – the organization is dominated by a medium-strength culture 

of cooperation, focused on achieving common goals and teamwork principles. It was found that the majority 

of respondents (71%) associate cooperation with the implementation of common goals, and more than half 

(51%) believe that innovations in the organization promote cooperation, creativity and employee 

involvement. 

It was found that the culture of employee cooperation is most determined by human factors – employee 

motivation, interpersonal relationships, team atmosphere and the example of managers. A significant part of 

the respondents (46%) noted that the culture of employee cooperation is most strengthened by consistent 

support from managers, therefore it can be stated that both internal communication and active involvement 

of managers play an important role. 

Based on the suggestions presented, it can be stated that improving the culture of employee 

collaboration in an organization depends on consistently implemented organizational measures. It has been 
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determined that improving internal communication, increasing employee involvement, clear distribution of 

responsibilities, and improving human resource management create the prerequisites for more effective 

collaboration in an organization. 
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Abstract  
The article theoretically reveals the principles of experiential learning and their relevance in the education of preschool-age children, and empirically 

substantiates teachers’ attitudes toward the possibilities of applying experiential learning in educational activities in the context of neurodidactics. 

Research aim – to analyse the importance of experience-based learning in the context of neurodidactics. Main research results: The context of applying 
experiential learning is not only broad and versatile but also adaptable when working with children of different ages. In the context of neurodidactics, 

experiential learning is particularly effective, as meaningful, emotionally engaging, and active experiences support brain-based learning processes. The 

principles of experience-based learning can be applied in outdoor, artistic, and play-based activities. Respondents note that experiential learning fosters 
children’s independence, social, communication, and cooperation skills, and encourages exploration, which is reflected in children’s achievements. 

However, teachers face challenges in applying experiential learning due to large group sizes, the integration of children with special educational needs 

and the need for individual attention, as well as a lack of time and difficulties in activity planning. 

Introduction  

Relevance of the Article. Experiential learning is increasingly recognized as a significant approach in 

contemporary education, particularly in early childhood settings, where learning is closely connected to 

children’s direct experiences, exploration, and interaction with their environment (Gerulaitis & Vaivadienė, 

2019; Kolb, Kolb, Passarelli & Sharma, 2014). Grounded in a constructivist perspective, this approach 

emphasizes that children actively construct knowledge through meaningful engagement rather than passively 

receiving information. In preschool education, experiential learning is most often realized through play, 

exploration, and creative activities, which support the development of cognitive, social, emotional, and 

physical competencies. In recent years, growing attention has been given to the relationship between 

experience-based learning and neurodidactics. Neurodidactics, as an interdisciplinary field combining insights 

from cognitive neuroscience, educational psychology, and pedagogy, explains learning as a process grounded 

in brain functioning (Tyng et al., 2017). It highlights that effective learning occurs when cognitive, emotional, 

and sensory processes are actively engaged, and when learners experience emotional security and meaningful 

involvement. These conditions are considered essential for strengthening neural connections and supporting 

deeper and more sustainable learning outcomes (Zhu et al., 2022). From this perspective, experiential learning 

can be seen as a pedagogical approach that creates favourable conditions for the implementation of 

neurodidactic principles in practice. Through active participation, direct experience, and reflection, children 

are encouraged to engage in learning processes that are compatible with natural brain functioning (Kolb & 

Kolb, 2022). However, while theoretical connections between experiential learning and neurodidactics are 

increasingly discussed, there is still a need to better understand how these connections are reflected in everyday 

educational practice, particularly in preschool settings.  

Therefore, the aim of this article is to reveal the possibilities of applying experiential learning in 

preschool educational activities and to analyze the relationship between theory and practice in the context of 

neurodidactics, based on educators’ experiences. 

Research question. What are the possibilities of implementing experiential learning in preschool 

education in relation to neurodidactic principles? 

Research object. The application of experiential learning and its relationship with brain-based learning 

processes in preschool education. 

Objectives of the Article:  

1. To theoretically substantiate the concept, importance, and possibilities of experiential learning in 

relation to neurodidactic principles in preschool education.  

2. To empirically determine teachers’ attitudes toward the application of experiential learning in 

educational activities and to present the research results.  
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Methods of research: Scientific literature analysis, written survey, and quantitative and qualitative data 

analysis. 

Theoretical Framework and Research Data 

 Neurodidactics is an interdisciplinary field that integrates insights from cognitive neuroscience, 

educational psychology, and pedagogy to better understand how learning processes are grounded in brain 

functioning. Its central premise is that learning becomes more effective when it aligns with natural brain 

processes, particularly when it involves active engagement, emotional involvement, and meaningful 

experience. Rather than replacing traditional pedagogical approaches, neurodidactics provides explanatory 

frameworks that help to understand why certain learning conditions are more effective than others. In this 

context, its principles are particularly relevant to experience-based learning in early childhood education. 

One of the key insights from neuroscience is the close relationship between emotion and cognition. 

Research suggests that emotional processes play a significant role in attention, motivation, and memory 

formation. Brain structures such as the amygdala and hippocampus interact in encoding emotionally significant 

experiences, which can enhance memory consolidation (Tyng et al., 2017). More recent studies indicate that 

emotionally engaging learning experiences may also support the integration of new and previously acquired 

knowledge through neural reactivation processes (Zhu et al., 2022). In early childhood education, this implies 

that emotionally meaningful and engaging activities can create favourable conditions for deeper learning. 

Another important aspect highlighted in neurodidactic research is active and multisensory participation. 

Learning that involves multiple sensory modalities and active engagement has been associated with stronger 

and more integrated neural activation patterns compared to passive forms of instruction. Multisensory 

experiences support more complex neural connectivity and contribute to more durable learning outcomes 

(Tyng et al., 2017). In preschool education, this is reflected in the importance of play-based, outdoor, and 

creative activities, where children learn through exploration, movement, and interaction with their 

environment. 

Neuroscience research also emphasizes the importance of errors and reflection in the learning process. 

When outcomes differ from expectations, the brain is prompted to adjust and seek deeper understanding — a 

mechanism that actively drives learning. However, these processes are influenced by emotional context, as 

high levels of stress may impair learning mechanisms (Carvalheiro et al., 2021). This highlights the importance 

of psychologically safe learning environments, particularly in early childhood education. Reflection following 

experience is also considered essential, as it supports the organisation and consolidation of knowledge and 

may facilitate the transition from immediate experience to longer-term understanding (Kolb & Kolb, 2022). 

From this perspective, experiential learning can be interpreted as a pedagogical approach that creates 

conditions for the implementation of neurodidactic principles. Through active engagement, emotional 

involvement, multisensory experience, and reflection, children are provided with opportunities to construct 

knowledge in ways that are compatible with brain-based learning processes. Thus, experiential learning does 

not represent a neurodidactic principle itself, but rather a practical framework through which such principles 

can be realised in educational practice. 

 

Experiential learning can be described as a non-traditional approach, closely related to the surrounding 

environment and real-life situations, involving learners in active practical and creative activities, and fostering 

critical thinking, problem-solving skills, and a holistic understanding of the world (Gerulaitis & Vaivadienė, 

2019). The concept of experience-based learning is presented by many authors. Experiential education of 

children is defined as a process in which a preschool teacher creates conditions for children to see, hear, 

experience, and reflect, that is, to gain various experiences through active participation, engagement, and 

collaboration with peers and adults (Methodological Recommendations for Preschool Education, 2015). 

Experience-based learning is a learning strategy in which experience is the main learning resource. It is 

learning by doing, where learners construct their own knowledge, develop skills and abilities, and cultivate 

values based on their own and others’ experiences (Braslauskienė et al., 2018). According to D. Kirchhöfer 

(2004), experiential learning is a process inseparably linked to changing activities, involving a complex 

reflection on the relationship between conditions, actions, and outcomes, as well as the integration of newly 

acquired and existing knowledge and experiences. Experiential learning is also understood as an organized 

process in which knowledge and skills are constructed through experience and later applied in practice (Gass, 

Gilliss, & Russell, 2020). Understanding the concept of experience-based learning is important for every 

educator. Its foundation lies in personal development achieved through meaningful experiences, discoveries, 
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and active participation. The connection between a child’s existing knowledge and new information is a key 

factor that gives meaning to the learning process from the learner’s perspective (Braslauskienė et al., 2018). 

Experiential learning can therefore be described as a deep-level learning process. A. Jakubė and A. M. Juozaitis 

(2012) argue that meaningful learning process involves the active role of the learner, where knowledge, skills, 

and attitudes become an integral part of the individual. By analyzing information, solving problems, acting, 

and reflecting on their experiences, learners remain active, focusing not on isolated facts but on underlying 

ideas and relationships between them, discussing their insights and constructing their own understanding of 

reality. 

According to P. Malik and S. Behera (2024), experiential learning is a process of knowledge creation 

through the transformation of experience, involving focus, reflection, the formation of generalizations, and the 

testing of these generalizations. One of the most well-known and frequently cited authors in the field of 

experience-based learning is D. Kolb (2014). He developed a model of experiential learning that explains 

learning through and from experience as a process of constructing new knowledge. The relationship between 

acquired information and new experience was described by Kolb as a four-stage cycle (see Fig. 1): 

• Concrete activity/experience – an experience that can be described through facts and specific terms. 

At this stage, the learner actively engages in the learning process and performs tasks. 

• Observation and reflection – recognition of feelings arising from the activity, as well as evaluation of 

behavior and outcomes. In group tasks, it is important that all members experience learning success at 

this stage. 

• Generalization – linking experience with abstract concepts in order to form broader understanding. 

• Practical application and experimentation – applying newly acquired knowledge in practice to gain 

further experience, which is then refined based on previous learning (Gerulaitis & Vaivadienė, 2019). 

 

 
 

Fig. 1. D. Kolb’s Experiential Learning Cycle  

*Source: compiled according to Kolb (2014), Kember et al. (2000), McCurdy (2012) 

The possibilities for implementing and applying experiential learning are highly diverse and can be used 

during play, musical activities, and in outdoor environments. The ability to generate original ideas, improvise 

freely, symbolize, fantasize, and express oneself (Monkevičienė, 2011) promotes a child’s physical and 

psychological development. According to I. Becker-Textor (2001), the most favorable period for developing 

children’s creativity is early childhood, as children are most receptive at this stage: they are curious, eager to 

explore the world, gain experiences, and form their own understanding, as their thinking is free and 

unconstrained; however, a safe environment that encourages a child’s self-expression is essential for effective 

learning (Description of Achievements of Preschool-Age Children, 2014). For preschool-age children, the 

world is like one large laboratory, and children are naturally scientists who use various methods and senses to 

accumulate experience (Citro, 2015, p. 7), as sensory perception is the primary way of understanding the world 

(Baltakienė & Valeikienė, 2016), which is essential for successful physical and spiritual development in 
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childhood (Vilkonis, 2008). Children are naturally curious, and in seeking answers to their questions, they 

explore their environment, thereby becoming familiar with the world around them (Dodge, Colker, & 

Heroman, 2007), thus, through different activities and in various environments, they gain a wider range of 

experiences. In this context, the role of the teacher becomes particularly important, as a teacher must be a 

continuous learner, competent, and striving to acquire new knowledge, methods, and ways to engage children 

and help them gain as much knowledge as possible (Autukevičienė, 2007). 

A quantitative and qualitative study was conducted was conducted at the nursery–kindergarten “X”. Based 

on the developed research instrument, a questionnaire for teachers was constructed. The questionnaire for 

preschool and pre-primary teachers included 13 closed-ended questions, 2 semi-closed questions (where 

respondents could choose a provided option or add their own answer), and 4 open-ended questions. The study 

involved 18 respondents and was conducted in accordance with the principles of voluntariness, integrity, and 

anonymity.  

In the scientific field, a number of broader concepts extending the standard definition of learning by doing 

are presented; therefore, at the beginning of the study, it was important to determine how participants define 

experiential learning and what keywords and associations they use. This question was also essential for refining 

and expanding the concept of experiential learning within the theoretical framework. Five subcategories were 

identified (see Table 1): gaining experience through practice, construction of new knowledge, educational 

strategy, exploration and experimentation, and discoveries. The results revealed that respondents provided 

diverse statements, yet all of them reflected the essence of experiential learning. In summary, experience-based 

learning can be described as a deep-level learning method and an educational strategy based on experience and 

learning through experience, involving interaction with the environment, exploration, and experimentation, 

while fostering independence, thinking skills, and the construction of new knowledge. 

Table 1  

The Concept of Experiential Learning 

Subcategories Supporting respondent statements 

Gaining experience 

through practice 

and activity 

“Learning from experience” [T1] 

“Education through experiences” [T5] 

“Children’s learning through senses, thinking, and the use of natural materials” [T18] 

“It is learning from one’s own personal experience and discoveries” [T8] 

“It is knowledge independently acquired by the child through certain activities” [T7] 

Construction of 

New Knowledge 

“It is learning by doing, where learners construct their own knowledge, acquire skills, 

develop abilities and values through their own direct experience, and sometimes through the 

experiences of others” [T6] 

Educational 

Strategy 

“A strategy for children’s education. a form of learning where not knowledge but experience 

and skills are emphasized” [T4] 

Exploration and 

Experimentation 

“Experimentation, exploration, the discovery of experience and its application in learning” 

[T2] 

“Investigative experimental activity” [T3] 

“Exploration, trials, activities outdoors and in other environments” [T4] 

Discoveries “When conditions are created for the child to discover and understand independently” [T9] 

*Source: compiled by the author 

The study aimed to determine when respondents apply experiential learning (see Fig. 2).  
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Fig. 2. Possibilities for the Application of Experiential Learning  

*Source: compiled by the author, distribution of Respondents’ Answers 

The results revealed that 35% of respondents apply experiential learning in all listed activities, i.e., during 

play, artistic activities, and outdoors. 21% of respondents indicated that they apply it during play and in outdoor 

activities, while 17% stated that they use it during artistic activities. Only 3% reported that they do not apply 

this method in their activities. In summary, the findings show that the majority of respondents apply 

experience-based learning across all listed activities – during play, artistic activities, and outdoor learning. 

The study sought to identify which improved child abilities respondents associate with experiential 

activities, as reflected in the evaluation of children’s achievements (see Table 2). The results revealed that 

experience-based learning supports a holistic approach to personality development, and its principles in the 

educational process create opportunities to explore the environment comprehensively, develop stronger skills, 

encourage confident exploration, enhance concentration, promote reflection on actions, and foster 

experimentation. According to the Methodological Recommendations for Preschool Education (2015), 

children demonstrate their accumulated experience, knowledge, and abilities in various ways—through play, 

communication, speaking, exploration, creativity, and solving everyday problems. Thus, the findings indicate 

that experiential learning is closely related to socialization. This is also reflected in respondents’ observations 

that children learn to seek help from adults while building relationships with them. Overall, the results show 

that most respondents believe experiential learning enhances children’s independence, communication and 

social skills, and encourages more confident exploration of the environment. In addition, respondents noted 

improvements in logical thinking, relationships with adults, the ability to absorb new information more easily 

and apply it in practice, as well as strengthened self-regulation and self-control. It is also evident that 

experiential activities contribute to the development of all age-appropriate competencies, including cognitive, 

communication, social, artistic, and health-related areas. 

Table 2 

Improved Child Abilities 

Subcategories Supporting respondent statements 
 

 

Acquired skills 

“Children acquire knowledge more quickly and are able to apply it. I have noticed that 

children, in various situations, look for ways to solve problems and, when they fail, turn 

to an adult” [T10] 

“Independence” [T9] 

“Cooperation skills” [T4] 

“Social skills” [T7] 

“Absorbs new information more easily” [T14] 

“Logical thinking” [T16] 

“Communication skills” [T11] 

“Making choices, applying results in activities” [T1] 

21%

17%

21%

35%

3%

3%

Žaidimo metu;

Meninėse veiklose;

Lauke;

Visuose išvardintuose;

Patirtinio ugdymo(si) veiklose netaikau;

Koordinuoju įstaigos vaikų ugdymo…

0% 5% 10% 15% 20% 25% 30% 35% 40%

When do you apply experiential learning?

I coordinate the children’s education process in the 

institution using the principles of experiential learning

I do not apply experiential learning in activities

In all of the listed areas

Outdoors

In artistic activities
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Environmental 

awareness 

“Stronger in the natural science domain” [T2] 

“Explores the environment with confidence” [T5] 

“Concentrates more, reflects on their actions, experiments” [T4] 

“Gets to know the environment with the help of an adult, building a relationship with 

them” [T12] 

Holistic development “Experiential activities should develop all age-appropriate competencies of children in 

cognitive, communication, social, artistic, and health education domains” [T3] 

“Gradually improving in all areas comprehensively and holistically” [T8] 

*Source: compiled by the author 

The study also aimed to identify the challenges faced in educational institutions when teachers attempt to 

apply the principles of experiential learning in the educational process. The majority of respondents indicated 

that the main difficulties are large group sizes and conducting activities with children who have special 

educational needs. Respondents also identified other challenges, such as a lack of IT resources, insufficient 

reflection and feedback, limited materials in the group, lack of time, challenging working conditions (e.g., use 

of natural materials and ensuring a safe environment suitable for all children), difficulties in planning activities, 

and insufficient knowledge. 

In summary, the results revealed that the possibilities for applying experiential learning principles in 

preschool education are broad and widely implemented in the educational process. Teachers recognize the 

relevance of experiential learning in developing children’s competencies and apply it in daily activities. The 

benefits of experience-based learning are reflected in children’s achievements, socialization, and everyday 

experiential activities. However, it is evident that teachers face various challenges when applying experiential 

learning, which are prevalent in the current educational context and affect both institutions and individual 

educators. According to K. Rani and T. K. Tyagi (2022), it is essential for teachers to gain a thorough 

understanding of experiential learning principles and their application, as superficial or low-quality 

implementation of this method often fails to achieve the desired outcomes and does not create a meaningful 

and engaging learning process. 

Conclusions  

1. The analysis of scientific literature revealed that experiential learning is a deep-level learning process 

in which information about the surrounding world is gathered, sensory experiences are engaged, cognitive 

competence is developed, and the acquired experience is later reflected upon. Learning through experience 

promotes children’s social, communication, cognitive, emotional, and physical development. Experience-

based learning is beneficial for all participants in the process, as it develops the ability to learn and encourages 

understanding not only of the surrounding world but also of oneself. These principles are closely related to 

neurodidactics, which emphasizes that learning is most effective when it is based on active participation, 

emotions, and experience, as such conditions activate brain processes and strengthen long-term memory 

formation. D. Kolb developed a model of experiential learning that can be described as a cycle consisting of 

essential stages: concrete experience, observation, reflection, generalization, and application in everyday life. 

Experience-based learning can be applied in various activities, such as play, creative activities, and outdoor 

learning. In each activity, it is important to provide children with opportunities to experience success, as this 

motivates them to continue engaging in learning. 

2. The results of the study revealed that teachers have knowledge about experiential learning in early 

childhood education, and its application possibilities are broad and can be integrated into various daily 

educational activities. It was found that experiential learning supports holistic child development, 

strengthening independence, communication and social skills, as well as thinking abilities, while acquired 

knowledge is more easily applied in practice. These findings also confirm the principles of neurodidactics, 

which state that active, experience-based, and emotionally engaging learning promotes deeper understanding 

and more effective learning. However, despite the benefits of this method, teachers face various challenges, 

such as large group sizes, lack of time, limited resources, and the need to adapt activities to children with 

different abilities. 
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Abstract  
In today’s highly competitive market, organizations must attract consumer attention and encourage product purchases. One of the most widely used 

tools for this purpose is sales promotion, which consists of short-term consumer-oriented actions designed to generate an immediate response and 
stimulate prompt purchasing decisions. This article analyzes and evaluates the sales promotion tools applied by CJSC Lidl Lietuva. The findings reveal 

that financial promotion tools, particularly discounts and coupons, have the strongest impact on consumer behavior, significantly influencing purchase 

intentions, impulse buying, and store visits. In contrast, non-financial measures, such as product sampling and promotional games, have a weaker effect, 
although they contribute to long-term outcomes such as brand awareness and customer loyalty. Overall, the results indicate that while sales promotion 

tools are highly effective in driving short-term sales, their long-term impact on brand perception and loyalty remains moderate. 

Introduction 

Relevance of the Article. In today’s highly competitive market, where consumers are exposed to a wide 

variety of product offerings, it is essential for organizations to capture consumer attention and motivate them 

through various means to purchase specific products. One of the most commonly used tools by organizations 

is sales promotion. Sales promotion measures are short-term solutions directed at consumers, aimed at eliciting 

an immediate response. The application of these measures seeks to encourage consumers to purchase specific 

products without delay (Išoraitė & Kojelytė, 2020). Sales promotion tools are particularly effective for 

products with low unit value, which are purchased frequently, and where the purchasing process is often 

impulsive. The use of sales promotion is especially relevant for sellers, as it allows them to manage inventory 

levels and sell less popular products. Sales promotion can also be used as a primary incentive to attract 

consumers to stores and significantly increase short-term sales volumes (Khan & Warraich, 2021). 

Problem of the Article. The retail food market in Lithuania is highly concentrated. In 2024, nearly 80% 

of the food retail market in Lithuania was occupied by five retail chains – Maxima, Iki, Lidl, Norfa, and Rimi 

(ELTA, 2024). Intense competition encourages these retail chains to apply various sales promotion tools, 

which creates a need to analyze the sales promotion measures used by CJSC Lidl Lietuva and to evaluate their 

impact on consumers. 

Object of the Article. Sales promotion tools applied by CJSC Lidl Lietuva. 

Goal of the Article. To evaluate the sales promotion tools used by CJSC Lidl Lietuva. 

Objectives of the Article:  

1.  To analyze the theoretical aspects of sales promotion.  

2.  To examine the sales promotion tools applied by CJSC Lidl Lietuva.  

Methods of research: analysis of scientific literature, questionnaire survey, statistical data analysis. 

Theoretical aspects of sales promotion 

According to Belch and Belch (2018), sales promotion is a marketing instrument used to provide 

additional incentives to sellers or end consumers in order to increase product sales. Similarly, Hanaysha (2018) 

emphasizes the role of sales promotion in attracting consumer attention, providing information about products 

or services, and encouraging immediate purchase decisions. Išoraitė and Kojelytė (2020) define sales 

promotion as a marketing strategy in which products are introduced to the market through short-term attractive 

initiatives designed to stimulate demand and increase sales. Other authors highlight the value creation aspect 

of sales promotion. For instance, Gorji and Siami (2020) argue that sales promotion aims to demonstrate the 

value consumers would receive if they purchased products immediately, while Sinha and Verma (2020) 

describe it as a temporary activity that offers additional benefits to consumers who make prompt purchasing 

decisions. Gedenk (2021) notes that sales promotion measures are designed to create sudden and impulsive 

purchase motivations, whereas Kotler et al. (2021) define them as short-term incentives that provide added 

value to consumers and stimulate sales. Furthermore, Helmi et al. (2022) describe sales promotion as a 

marketing element used to communicate specific messages and increase consumer interest in products and 

services. Blakeman (2023) emphasizes its short-term impact on encouraging consumers to purchase specific 

products. Schamp et al. (2023) and Mishra et al. (2024) highlight the role of sales promotion in demonstrating 

economic or other forms of value and influencing both new and existing customers’ purchasing behavior. An 

analysis of these definitions reveals that sales promotion is generally understood as a marketing tool or a set 

of short-term actions aimed at stimulating product demand and increasing sales volume. 
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In the scientific literature, sales promotion tools are commonly classified according to their duration of 

impact into short-term (financial) and long-term (non-financial) measures (Figure 1).  

 

 
Fig. 1. Sales promotion tools  

*Source: compiled by the author based on Khan, Warraich, 2021; Išoraitė, Kojelytė, 2020; Blakeman 2023 

Kaveh et al. (2021) notes that short-term sales promotion tools are aimed at achieving specific results 

within a limited period, such as introducing new products to the market, activating potential buyers, clearing 

excess inventory, or increasing profits. Short-term sales promotion tools include discounts, coupons, and 

special bundle pricing. Discounts involve temporarily reducing the price of products to encourage consumers 

to purchase larger quantities. According to Salim and Delvi (2022), the main objective of discount strategies 

is to increase sales at specific retail locations by attracting both new and existing customers. Another widely 

used short-term tool is coupons, which, as noted by Blakeman (2023), can take various forms such as 

newspaper cutouts, promotional leaflets, or digital messages offering financial benefits. Coupons typically 

provide price reductions, free additional items, or other benefits associated with purchasing certain products. 

Special bundle pricing is another short-term measure, encouraging consumers to purchase product sets rather 

than individual items. Khan and Warraich (2021) argue that such pricing allows consumers to acquire larger 

quantities at lower prices due to additional units included in the bundle. 

Long-term sales promotion tools are more closely related to building lasting relationships with consumers. 

One such tool is product sampling, which involves offering free product trials to encourage future purchases 

(Juska, 2021). Another commonly used measure is gifts and premium products, where additional items are 

provided to consumers upon purchasing a product. These are often small gifts or sample-sized products 

included in packaging, creating added value and encouraging product selection (Juska, 2021). Contests, 

lotteries, and games are also categorized as long-term sales promotion tools, as they provide consumers with 

opportunities to win prizes when purchasing certain products (Khan & Warraich, 2021). Finally, loyalty 

programs represent a key long-term measure, designed to encourage repeat purchases and strengthen customer 

loyalty. According to Shahzad et al. (2020), loyalty schemes offer benefits to consumers for repeated purchases 

or continued preference for a company’s products. 

The impact of sales promotion tools on consumer behavior is significant and varies depending on the type 

of measure applied (Fig. 2). Financial sales promotion tools, such as discounts, coupons, and bundle pricing, 

are particularly effective in attracting consumer attention and increasing purchase intentions, often leading to 

impulse buying (Iyer et al., 2020). Purchase intention is considered the first stage of consumer behavior that 

sales promotion seeks to influence. As noted by Gedenk (2021), a strong purchase intention reduces decision-

making time and increases the likelihood of spontaneous purchases. Impulse buying itself is defined as an 

unplanned and spontaneous purchasing action, often made without evaluating potential risks (Kempa et al., 

2020). In contrast, the long-term impact of sales promotion tools is associated with changes in consumer 

attitudes and behavior over time. According to Fam et al. (2019), such changes are reflected in increased brand 

awareness, a more favorable brand image, and higher levels of customer loyalty. Non-financial sales promotion 

tools – such as gifts, contests, games, lotteries, loyalty programs, and product sampling – play a significant 

role in shaping consumer experiences and perceptions of brands (Belch & Belch, 2018). Therefore, while short-

term measures are more effective in driving immediate sales, long-term sales promotion tools contribute to 

building sustainable relationships with consumers and enhancing brand value. 

Short-term (financial) measures

Discounts

Coupons

Special bundle pricing
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Research methodology 

Research Methods. A quantitative research strategy was selected for the study. In order to evaluate the 

impact of sales promotion tools applied by CJSC Lidl Lietuva on consumers, a questionnaire survey was 

conducted. For this purpose, a structured questionnaire was developed, consisting of 19 closed-ended 

questions, where respondents were required to select the answer options that best reflect their opinions.  

Research Sample. It is assumed that customers of CJSC Lidl Lietuva include individuals living 

throughout Lithuania. Therefore, the study sample consisted of respondents aged 18 and above who are capable 

of understanding and answering the survey questions in Lithuanian. In order to ensure the reliability of the 

survey, the required sample size was calculated using the Paniotto formula (Vaitkienė et al., 2024): 

 

𝑛 =
1

∆2 + 
1
N

 

where:     𝑛 − required sample size; 

                ∆ − margin of error (with a confidence level of 94 %, Δ=0,06); 

                N – population size.  

 

According to data from the Official Statistics Portal, on January 1, 2026, Lithuania had 2.88 million 

permanent residents. Based on the official age structure, individuals under the age of 18 accounted for 18% of 

the population in 2025. This means that the target population for the study consisted of 2.36 million individuals. 

With a selected margin of error of Δ = 0.06, the calculated sample size using the Paniotto formula is: n = 1 / 

(0.06² + 1 / 2,360,000) = 277.75. Thus, a minimum sample of 288 respondents was required to ensure the 

representativeness of the study. 

Research Procedure. The questionnaire was distributed online via the survey platform www.apklausa.lt. 

The survey link was shared on social media in order to reach respondents with diverse demographic 

characteristics. Further participant recruitment was carried out using the snowball sampling method, where 

existing respondents were asked to recommend additional participants. According to Pranulis and Dikčius 

(2012), a heterogeneous snowball sampling approach was applied, aiming to include individuals with diverse 

demographic characteristics rather than focusing on a specific subgroup of the population. 

Data Processing. The data collected during the study were processed using statistical data analysis 

methods, including the calculation of frequency distributions and graphical representation of the results. The 

data analysis was performed using Microsoft Excel. 

Research Data Analysis  

The research participants were asked to indicate how frequently they notice different sales promotion tools 

in Lidl stores (see Figure 2). 

 

 
Fig. 2. Frequency of Noticing Different Sales Promotion Tools in Lidl Stores (N=288)   

*Source: compiled by the author  
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The results show that participants most frequently notice discounts (82% of respondents reported noticing 

them very often or often) and product coupons (55% reported noticing them very often or often). In contrast, 

the least noticeable sales promotion tools in Lidl stores are free product samples (46% of respondents have 

never noticed them, while 27% notice them rarely) as well as gifts and premium products (19% have never 

noticed them, and 41% notice them rarely). 

Participants were also asked to evaluate different sales promotion tools used in Lidl stores (see Figure 3). 

 
Fig. 3. Evaluation of Different Sales Promotion Tools in Lidl Stores (N=288)   

*Source: compiled by the author  

Although all sales promotion tools were evaluated positively, discounts received the most favorable 

evaluation (100% of respondents rated them very good or good), followed by loyalty programs and special 

product bundle prices (both evaluated very positively by 93% of respondents). 

The impact of each sales promotion tool was assessed using a Likert scale (5 – almost always, 1 

– never). The results are summarized in Table 1. 
Table 1 

Evaluation of the Impact of Different Sales Promotion Tools in Lidl Stores (N=288) 

 

Discounts Coupons 

Special 

bundle 

pricing 

Product 

sampling 

Gifts and 

premium 

products 

Contests, 

lotteries, 

and 

games 

Loyalty 

programs 

Gets your attention 4,6 3,3 3,5 2,6 3,8 1,8 3,9 

Encourages you to try 

new products 
3,8 3,1 3,2 4,1 3,3 1,6 2,4 

Creates value for you 4,5 4,2 4 2,8 4 1,8 4,2 

Encourages you to buy 4,5 4,2 4 3,8 3,6 1,6 3,6 

Helps you to become 

more familiar with the 

brand 

1,6 1,2 1,8 3,2 2,4 1 1,4 

You start to view the 

brand more favorably 
2,6 2,4 2,4 2,1 2,4 1,6 2,1 

Increases your loyalty 3,4 3,2 2,8 1,8 2,6 2,4 4,3 

Forms a habit of not 

buying products without 

a discount 

4,4 4,2 3,7 - - - - 

*Source: compiled by the author  

The findings indicate that discounts attract the greatest attention from participants (4.6), while contests, 

games, and lotteries attract the least attention (1.8). The strongest motivation to try new products is provided 
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by free product samples (4.1), whereas contests, games, and lotteries have the weakest effect (1.6). In terms of 

value creation, discounts (4.5), product coupons (4.2), and loyalty programs (4.2) are perceived as the most 

beneficial, while contests, games, and lotteries create the least value. Similarly, purchasing decisions are most 

strongly influenced by discounts (4.5) and product coupons (4.2), whereas contests, games, and lotteries have 

minimal impact (1.6). Free product samples contribute most significantly to improving brand awareness (3.2), 

while contests, games, and lotteries (1.0) and product coupons (1.2) contribute the least. According to 

respondents, none of the sales promotion tools significantly improves their perception of the brand, as all 

evaluations remain below 2.6. In terms of customer loyalty, loyalty programs have the strongest influence 

(4.3), followed by discounts (3.4) and product coupons (3.2). Additionally, discounts (4.4) and product 

coupons (4.2) most strongly contribute to the formation of a habit of not purchasing products without discounts. 

Participants were also asked to indicate which sales promotion tools encourage them to visit Lidl stores 

(see Figure 4). 

 

 
Fig. 4. The Influence of Sales Promotion Tools on Store Visits in Lidl Stores (N=288)   

*Source: compiled by the author  

The results reveal that discounts (87% of respondents reported that they strongly or moderately encourage 

store visits), loyalty programs (83%), and product coupons (68%) have the greatest impact on encouraging 

store visits. In contrast, free product samples and gifts or premium products have the weakest effect, each 

encouraging only 18% of respondents to visit the stores. 

Finally, participants evaluated statements related to the sales promotion tools applied in Lidl stores (see 

Figure 5). 

An overwhelming majority of respondents (98%) agreed or strongly agreed that sales promotion tools are 

attractive to them, while 95% agreed that these tools encourage them to visit Lidl stores more frequently. 

Furthermore, 82% of respondents indicated that sales promotion measures lead them to purchase more products 

than initially planned, 84% stated that these measures influence their product choices, and 81% reported that 

they help them save money. Although the long-term impact of sales promotion tools was evaluated as less 

significant, it was still considered important. Specifically, 52% of respondents indicated that sales promotion 

tools contribute to their loyalty to Lidl stores, 64% stated that these measures encourage them to try new 

products, and 76% reported that sales promotion tools make Lidl stores more attractive compared to 

competitors. 
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Fig. 5. Evaluation of Sales Promotion Tools Applied in Lidl Stores (N=288)   

*Source: compiled by the author  

Conclusions 

1. Sales promotion tools are short-term, limited-duration actions undertaken by organizations with the aim 

of increasing the demand for specific products in the market and stimulating their sales. Financial sales 

promotion tools (such as discounts, coupons, and special product bundle pricing) have a short-term effect, as 

they influence consumers’ purchase intentions and encourage impulse buying behavior. In contrast, non-

financial sales promotion tools (such as gifts and premium products, contests, games and lotteries, loyalty 

programs, and product sampling) are associated with enhancing consumer experience and shaping attitudes 

toward brands. Therefore, the application of these measures can have an impact on brand awareness, the 

development of a favorable brand image, and the strengthening of customer loyalty. 

2. The results of the empirical research show that sales promotion tools applied by CJSC Lidl Lietuva 

have a strong impact on consumer behavior, particularly in the short term. Discounts emerge as the most 

effective and most frequently noticed measure, significantly influencing consumer attention, perceived value, 

and purchasing decisions. Other financial incentives, such as product coupons and loyalty programs, also play 

an important role, especially in encouraging store visits and repeat purchases. In contrast, non-monetary tools, 

such as free samples, gifts, and promotional games, are less noticeable and have a weaker influence, although 

free samples are effective in promoting new product trials. Overall, sales promotion measures are perceived as 

attractive and significantly affect consumer decisions, including increased spending and impulse buying. 

However, their long-term impact is more limited, as they have a weaker effect on brand perception and only 

moderate influence on customer loyalty. The findings suggest that while financial incentives are highly 

effective in driving short-term results, their role in building long-term consumer relationships is less 

significant. 
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Abstract 
The article analyses sales strategies for aesthetic devices in the beauty industry, with particular attention to the characterisation of the target audience 

and the suitability of sales approaches for different buyer groups. The relevance of the topic is determined by the growing importance of aesthetic 

devices in the beauty industry, the increasing demand for effective and less invasive procedures, as well as the intensifying competition in the market. 
The aim of the article is to analyse the target audience for aesthetic devices and sales strategies in the beauty industry. The following theoretical research 

methods were used in the article: analysis of scientific literature, analysis of professional and industry literature, secondary data analysis, and 

comparative analysis. The article examines the main sales promotion strategies, the target audience for aesthetic devices, and the suitability of sales 
strategies for specific target audience groups. It was concluded that effective sales of aesthetic devices should be based on an understanding of the target 

audience, the building of trust, and the selection of an appropriate sales approach for each buyer segment. 

Introduction 

Aesthetic devices have, over the past few years, become one of the most popular directions in the beauty 

industry. Clients are more educated in the field of beauty care and therefore increasingly choose procedures 

whose effectiveness is measurable, understandable, and demonstrable through objective indicators. This trend 

in consumer choice is also significantly influenced by the digital environment—social media, public reviews, 

and transparent communication—which affect both brand perception and consumer purchase decisions 

(Dingre et al., 2025; Wang et al., 2022). 

In the beauty industry, topical cosmetic products (locally applied to the skin) are increasingly being 

combined with beauty devices. Aesthetic devices enhance the effect of cosmetics, promote the action of active 

ingredients, and make it possible to achieve visible results more quickly. Home-use and professional beauty 

devices, particularly radiofrequency, LED, and microcurrent technologies, have gained increasing importance 

in the beauty industry in recent years due to growing demand for effective, more convenient to use, and less 

invasive solutions. 

At the same time, the market for aesthetic devices is not homogeneous. It consists of different buyer groups 

with varying needs, professional experience, budgets, and decision-making motives. Therefore, the sale of 

aesthetic devices in the beauty industry cannot be based solely on the technical characteristics of the product. 

In order to develop an effective sales strategy, it is important to understand the target audience and determine 

which sales approach is the most appropriate for a particular customer segment. 

Relevance of the Article 

The relevance of the article is related to the growing importance of aesthetic devices in the beauty industry 

and the need for targeted sales strategies in this segment. The topic is also relevant to the author’s professional 

activity, as the author’s individual business activity is related to the sale of cosmetology aesthetic devices to 

industry professionals, salons, and educational institutions. The results of device sales directly affect the 

development and sustainability of the author’s business activity; therefore, it is essential to analyse the 

audience for aesthetic devices and the most appropriate sales approaches. 

Problem of the Article 

The problem addressed in the article is related to the fact that the target audience of buyers of aesthetic 

devices in the beauty industry is not homogeneous, while, in practice, sales approaches are not always 

sufficiently adapted to the needs of specific customer segments. As a result, the sales process for aesthetic 

devices may not be sufficiently effective, since different audiences have different purchase motives, needs, 

and expectations regarding the product. 

Object of the Article 

The object of the article is sales strategies for aesthetic devices in the beauty industry. 

Goal of the Article 

The goal of the article is to analyse sales strategies for aesthetic devices in the beauty industry in relation 

to different buyer target audiences. 

Research Questions. In order to achieve the goal of the article, three main research questions have been 

formulated: 

1. What are the sales promotion strategies for aesthetic devices? 

2. Who is the target audience for aesthetic devices, and how can it be characterised? 
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3. Which sales promotion strategy is the most appropriate for the target audience of buyers of aesthetic 

devices? 

Objectives of the Article 

1. To collect and analyse information on product sales promotion strategies.  

2. To identify and describe the target audience for aesthetic devices 

3. To evaluate the suitability of sales strategies for different buyer target audiences. 

4. To draw conclusions and develop proposals for improving sales strategies for aesthetic devices in the 

beauty industry. 

Methods of research. The article uses the following theoretical research methods: analysis of scientific 

literature, analysis of professional and industry literature, as well as secondary data analysis. Comparative 

analysis was used in the interpretation of the data in order to characterise the target audience segments for 

aesthetic devices and the sales strategies appropriate to them. 

Sales Promotion Strategies for Aesthetic Devices 

This section analyses the most popular sales strategies for promoting product sales, with particular 

attention paid to the cosmetology market. Special attention is given to the role of social media and brand 

identity in buyers’ product choices. The section examines sales techniques that promote customer trust in the 

product, as well as the use of technological innovations, such as augmented reality, in sales, and the application 

of the classical 4P marketing model in the cosmetology industry. 

Today, one of the most common and effective sales promotion tools, especially in the beauty industry, is 

social media influencers. A study on the role of social media influencers in promoting cosmetic brands on the 

Instagram platform concluded that influencers motivate consumers to make impulse purchases and also help 

create an emotionally attractive and trustworthy brand image. In the beauty industry, consumers often trust the 

opinions of influencers because they perceive them as a reliable source of information and advice. This 

perception is formed by viewing photos and videos created by influencers, in which they share their personal 

experience of using a particular product. Such communication is often more effective than traditional 

advertising because it is based on trust and seemingly real experience (Talreja & Chaturvedi, 2024). The author 

of the article uses the word “real” in quotation marks because a large proportion of authentic product 

experience stories are at the same time brand-paid hidden advertisements. 

However, not every influencer is equally capable of effectively influencing product sales. Much more 

important than an influencer’s popularity or number of followers on social media are their competence and 

credibility. Competence is an important factor in sales because it directly affects buyer trust. It has been found 

that consumers place much greater trust in influencers who are able to demonstrate professional knowledge 

and provide practical advice about a particular product or its industry (Rahma & Suparna, 2025). 

The author of the article wishes to emphasise once again that credibility is closely linked to the influencer’s 

authenticity, namely, the consumer wants to see the influencer’s authentic experience with the product that 

they sell or use. The consumer values an honest review of the product and a respectful attitude towards the 

brand and their audience. As a result, customers who are offered clear, honest, and educational information are 

much more likely to develop loyal relationships with the brand. 

It can also be observed in Latvia that authentic and honest influencers with a smaller audience are able to 

promote product sales much more effectively than idealised advertisements by major brands. In the market for 

cosmetology aesthetic devices, this aspect is particularly important because the customer perceives such a 

product as a long-term investment in the development of their business and in the well-being of their clients. 

For this reason, influencer recommendations can significantly affect consumer decision-making and levels of 

trust, thereby reducing the risk that a competitor’s offer will be chosen. 

However, in the long term, influencer recommendations and product experience stories alone are not 

sufficient to ensure customer loyalty. It is necessary to build lasting relationships with consumers, and in order 

to achieve this, it is important to promote recognition by building a strong brand. A strong brand, or brand 

identity, creates a sense of trust for the customer, shapes perceptions of the product’s value, and encourages 

repeat purchases. 

Brand identity is one of the most important factors in promoting product sales because it helps the 

customer recognise a particular brand and distinguish it from competing offers. Brand identity is linked to the 

brand’s values, positioning, visual image, and communication content. If a company implements a consistent 

marketing strategy and unified communication, brand identity becomes more stable and easier for the 
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consumer to perceive. This is particularly important in the digital environment, where the consumer is exposed 

to a large amount of information and many similar offers (Shams, Chatterjee, & Chaudhuri, 2024). 

In the digital age, the development of brand identity is significantly influenced by digital marketing tools 

and the company’s ability to use them purposefully. The study emphasises that electronic word-of-mouth, 

digital infrastructure, digital marketing capability, and skilled personnel positively influence the development 

of brand identity. This means that brand identity is formed not only by the logo or other visual elements, but 

also by the company’s ability to provide consistent, clear, and professional communication in digital channels. 

The more consistently a company builds its presence in the digital environment, the more strongly the 

consumer’s perception of the brand is reinforced (Shams et al., 2024). 

The author wishes to emphasise that brand identity is closely linked to the building of consumer trust. If 

a company demonstrates a unified value system, clear positioning, and a professional image across different 

communication channels, the customer perceives it as a trustworthy and predictable partner. This perception 

is particularly important in the market for cosmetology aesthetic devices because these products are often a 

financially substantial and long-term investment. Therefore, it is important for the consumer not only to 

understand the functionality of the product, but also to feel confident in the brand’s safety, professionalism, 

and reputation. The study indicates that brand identity influences sales strategy and may also affect the 

consumer’s purchase decision, while the consumer’s belief in the brand strengthens this influence (Shams et 

al., 2024). 

In the cosmetology device segment, the importance of brand identity increases particularly in situations 

where there is high competition in the market with similar product ranges. If a brand is consistently positioned 

as innovative, safe, and professional, it is able to create a more enduring emotional and psychological 

connection with the customer. Such an identity may affect not only the initial purchase but also the customer’s 

willingness to cooperate with the company again in the future. Therefore, the author concludes that brand 

identity is not merely a visual or communicative element, but an important component of a sales promotion 

strategy that helps build trust, differentiate the brand from competitors, and strengthen its position in the market 

(Shams et al., 2024). 

With the rapid development of digital technologies, interactive solutions are becoming increasingly 

important in sales strategies, which the author identifies as the third strategy for promoting product sales. One 

of the most effective innovations is augmented reality, hereinafter referred to in the text as AR. In the beauty 

industry, it has already become an important tool for attracting customers and motivating purchase decisions. 

In 2022, Wang, Ko, and Wang conducted a study on how mobile AR applications affect consumer attention 

and brand awareness in the beauty industry. The aim of the study was to determine how the use of AR 

influences the willingness to purchase a product and the customer’s confidence in their choice. The study used 

the “YouCam Makeup” application, which allows users to virtually try cosmetic products, such as lipstick 

shades. Participants were allowed to use the application for five minutes, after which they completed a 

questionnaire about their experience. The study concluded that AR applications increase consumer interest in 

the product. Participants were more interested in trying different functions of the application, comparing 

products, and understanding how they work before making a purchase decision. The study also revealed that 

the reactions of different consumer groups to AR applications vary. For participants with a higher interest in 

the latest fashion innovations, the experience appeared particularly attractive and inspiring, which further 

increased their willingness to purchase the product (Wang, Ko, & Wang, 2022). 

In the market for cosmetology products and devices, AR offers several advantages. The customer can 

virtually obtain information about what their skin reaction to a procedure using one of the cosmetology devices 

might be or what result could be achieved by undergoing a specific course of procedures. This helps the 

customer reduce doubts about their choice and increases confidence in the decision to purchase the product, as 

it provides a sense of control over the process and informed decision-making. The interactive purchasing 

process enabled by AR is interesting and engaging for the consumer. For example, a virtual mirror that allows 

visualisation of the product’s effect creates pleasant feelings and emotional attachment even before the product 

is purchased. In the cosmetology device segment, this is particularly important because the purchase decision 

usually requires a greater financial investment than, for example, purchasing a cream. The buyer wants to be 

sure that the product is worth the investment (Wang, Ko, & Wang, 2022). 

The author wishes to draw attention to the fact that AR creates a positive customer experience and 

increases consumer trust, which in turn positively influences the decision both to make the first purchase and 

to build long-term relationships and repeat purchases. The use of augmented reality in product sales promotion 

creates an innovative, professional, and technologically advanced company image. Such a unique buyer 
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experience creates the desire to interact with the company repeatedly. In the cosmetology device segment, AR 

solutions help not only to appeal to consumers with a higher understanding of technology and innovation, but 

also to strengthen customer trust and confidence in the quality and necessity of the product. 

A sales promotion strategy that remains relevant and continues to work successfully is the 4P marketing 

mix, namely product, price, place, and promotion (Vuković, Marušić, & Mihaljević, 2025). This marketing 

model is flexible and allows the systematic analysis and adaptation of sales strategy to different consumer 

groups and market conditions. 

In the following paragraphs of this article, the author evaluates the four directions of the 4P marketing 

mix and their suitability in the cosmetology device segment. 

First, the product, in this case cosmetology devices. This product differs from, for example, cosmetic 

products in its high price, functionality, requirements regarding the consumer’s level of knowledge, and long-

term use. Therefore, it is important to clearly demonstrate the product’s effectiveness, quality, aesthetic 

appearance, safety, as well as ease and simplicity of use. In the product strategy, it is valuable to emphasise 

device innovations, the possibility of obtaining a certificate of new competence by mastering the device’s 

functions, as well as professional support. These aspects increase trust in the product and reduce doubts about 

its high price. 

Second, pricing policy, which is particularly important in the cosmetology market. Price flexibility helps 

companies adapt to different consumer groups and market situations (Vuković, Marušić, & Mihaljević, 2025). 

As mentioned previously, the purchase of cosmetology devices is a long-term investment at a relatively high 

price; therefore, pricing policy must be strategically beneficial and flexible. Different solutions may be used 

for different customer segments, such as discounts on the first purchase, instalment payment options, and 

loyalty programmes. These solutions make the product more accessible and at the same time increase the 

likelihood that the consumer will also make a repeat purchase. 

Third, place, or sales channels. In promoting the sales of cosmetology devices, the simultaneous use of 

multiple channels plays an important role. From a strategic point of view, it is useful to ensure product 

availability both physically in specialised beauty stores and on digital platforms. This approach makes it 

possible to reach a broader audience, including beauticians and cosmetologists, beauty salons, aesthetic 

medicine clinics, as well as individual clients who wish to use devices at home. Digital channels are particularly 

valuable because they provide an opportunity to use additional marketing tools, such as online consultations 

or AR demonstrations. 

Fourth, promotion, through the use of combinations of different solutions. For example, social media 

marketing, influencer involvement, and the use of AR tools. These marketing tools can be successfully 

combined with one another, as well as integrated with classical sales promotion methods, such as special offers, 

exhibitions, and product demonstrations in clinics. The advantage of the 4P mix lies in its ability to combine 

all these approaches and adapt them to a particular product and the needs of the target audience (Vuković, 

Marušić, & Mihaljević, 2025). 

After reviewing and analysing sales promotion tools and strategies, the author concludes that a successful 

product sales promotion strategy cannot be based solely on one specific tool or technique. It is more effective 

to combine several strategies: social media communication and influencer marketing, the development of a 

strong brand identity, the use of interactive digital solutions such as augmented reality, as well as the thoughtful 

application of the 4P marketing mix. Moreover, one of the main insights highlighted by all the sales strategy 

methods discussed is the building of consumer trust in the product and, above all, in the brand. In order for the 

integration of sales promotion strategies in a company to be successful, it is important to build a strong brand 

in order to gain loyal customers and thereby ensure the company’s long-term sustainability and 

competitiveness in the market. 

Characterisation of the Target Audience of Buyers of Aesthetic Devices 

The author analyses how the target audience of buyers of aesthetic devices is divided among industry 

professionals, independent specialists, and individual users. Attention is also paid to the regulatory framework 

that determines the rights to purchase and use devices in the professional segment. The section also examines 

trends that influence buyers’ choices and motivation. 

The audience in the beauty device market is not homogeneous; it is divided among beauty salons, aesthetic 

medicine clinics, independent specialists, and individual users. High-quality multifunctional devices, such as 

intense pulsed light systems (IPL), radiofrequency (RF), and high-intensity focused ultrasound (HIFU), are 

most often purchased by medical clinics. These types of businesses form the most expensive segment of the 
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market because they invest significant financial resources in the purchase of modern devices. Cosmetology 

aesthetic devices used in clinics are usually more powerful, technologically more complex, and intended for 

higher-level professional use. Beauty salons, in contrast, more often choose devices that are more financially 

accessible and better suited to frequently requested procedures in everyday practice (Treacy, 2022). 

In Latvia, the composition of the target audience for beauty aesthetic devices is significantly influenced 

by qualification requirements for working with cosmetology devices. High-risk devices, such as lasers and 

HIFU, are classified as medical devices, and they may be used only by healthcare practitioners with the 

appropriate certification (Cabinet Regulation No. 268, 2013). Medium-risk devices, such as 

microdermabrasion or electroporation devices, may be used by certified cosmetologists and beauticians who 

have obtained the appropriate professional qualification in the beauty industry. Low-power devices, in turn, 

may also be used by consumers at home, because these devices have technical limitations in power and depth 

of effect in order to reduce possible harm to the user’s health. Such home-use aesthetic devices are subject to 

Regulation (EC) No. 1223/2009 of the European Parliament and of the Council on cosmetic products, as well 

as Cabinet Regulation No. 1046 (2010) on the distribution of cosmetic products, which set requirements for 

product safety assessment, safety of use, and warning labels (European Parliament and Council, 2009; Cabinet 

Regulation No. 1046, 2010). This regulatory framework clearly highlights the difference between aesthetic 

medicine clinics and beauty salons. 

The aim of aesthetic medicine clinics when purchasing a device is to differentiate their services by offering 

modern and effective solutions, thereby increasing client satisfaction. In essence, aesthetic medicine clinics 

offer procedures performed by a certified physician, and these procedures are usually more invasive, involve 

a longer recovery period, and produce a more long-lasting effect. Such services cannot be fully replicated by 

cosmetologists working in beauty salons. At the same time, beauty salons are able to offer long-term 

cooperation, safe procedures, and prices that are more acceptable to the client. 

Salons follow the demand for specific aesthetic solutions, such as skin rejuvenation or lifting procedures, 

as well as procedures that can prolong the results achieved in the clinic. Independent specialists and users of 

home-use devices, in contrast, more often choose affordable and portable devices that allow them to expand 

the range of procedures with limited resources (Ankiel & Kuczyńska, 2024). 

Studies indicate that innovative aesthetic medicine devices are most often purchased by clinics and 

physicians because they wish to provide patients with high-quality services. In a 2024 study conducted in 

Poland involving 745 patients, a quantitative survey was carried out with the aim of determining client 

satisfaction with aesthetic medicine services and identifying the factors influencing it. Respondents were asked 

to evaluate clinic services according to several criteria, such as professionalism, technological innovation, and 

the modernity of equipment. The results show that client satisfaction is largely determined precisely by the 

competence of professionals and the availability of modern equipment, as this creates greater trust in the 

services provided. The results of this study clearly show that the target audience for aesthetic medicine 

equipment consists of physicians and clinic owners who are willing to invest in new and modernised devices 

in order to maintain competitiveness and attract clients (Ankiel & Kuczyńska, 2024). 

Table 1 

Characterisation of the Target Audience 

Target audience Characterisation Regulation Motivation 

Aesthetic 

medicine clinics 

and physicians 

Invest in innovative, high-risk 

technologies (HIFU, laser, RF, 

etc.). High requirements for 

effectiveness and safety 

Cabinet Regulation No. 268 

(2013); physician 

qualification and certification 

required 

To ensure prestige, 

effective procedures for 

patients, and a high pricing 

policy 

Beauty salons and 

independent 

specialists 

Prefer financially accessible, 

multifunctional devices. 

Interested in quick return on 

investment and attracting new 

clients 

Cabinet Regulation No. 268 

(2013); professional 

qualification and certification 

as a cosmetologist/beautician 

required 

To maintain 

competitiveness in the 

market, expand the range 

of services, and increase 

income 

Individual users 

Choose safe devices for home 

use. Influenced by influencers 

and their advertisements 

EU Regulation No. 

1223/2009; Cabinet 

Regulation No. 1046 (2010) – 

no professional qualification 

required 

Convenience and 

simplicity of device use. 

No need for large financial 

investments. Privacy when 

using the device at home 

Source: compiled by the author 
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An important part of the buyer audience for aesthetic devices is also formed by individual consumers who 

purchase beauty devices for home use. Devices intended for home use are designed with much lower power 

and depth of effect in order to ensure their safe use without special qualifications or professional supervision. 

Some products have been withdrawn from sale because of overheating or excessively high metal content, 

which emphasises the importance of regulation and quality control. The audience for such home-use devices 

includes people of different ages and social groups who wish to maintain a youthful skin appearance by using 

simpler solutions. Their main motivation for purchasing beauty devices for home use is lower cost, 

convenience, and privacy, which allow them not to visit salons or clinics. Buyers of home-use devices are 

more likely to accept a less intensive and shorter-lasting effect (Bu et al., 2024). 

After analysing the above, the author concludes that the market for beauty aesthetic devices is multilayered 

and that three main categories of buyers can be distinguished within it. Aesthetic medicine clinics and beauty 

salons form the professional consumer segment, which is significantly influenced by regulatory requirements 

and professional qualification requirements. The individual segment, in contrast, consists of consumers for 

whom convenience, price, and privacy are important; therefore, they choose devices intended for home use. 

This divided market structure indicates that sales strategies for aesthetic devices must be different and precisely 

adapted to each consumer group in order for the sales process to be effective and for the company to be able 

to maintain competitiveness in the long term. 

The Suitability of Sales Strategies for the Target Audience of Buyers of Aesthetic Devices 

In this part of the article, the author seeks answers to the question of which sales strategies best correspond 

to the target audiences of buyers of beauty aesthetic devices. The author reminds the reader that the market for 

beauty devices is multilayered. Two segments are formed by industry professionals: beauty salons, aesthetic 

medicine clinics, and independent certified beauty specialists. The third segment, in turn, consists of individual 

consumers who purchase home-use devices. Each of these target groups makes decisions on device purchases 

based on different criteria. Professionals place greater value on evidence, effectiveness, and regulation, while 

home users consider convenience, price, and safety to be more important. Therefore, the author concludes that 

sales strategies must be appropriately adapted to the needs of each target audience in order to be effective and 

at the same time build long-term trust. 

In his book The Evolution of Aesthetic Medicine, the American physician and researcher Treacy states that 

the most appropriate sales strategy for aesthetic medicine clinics and certified physicians is the B2B, or 

business-to-business, model, because this audience chooses professional equipment that provides evidence-

based results. This means that the product is sold to businesses or industry professionals who use it in their 

work to generate profit. For clinics, such equipment helps differentiate their services and maintain competitive 

advantages in the market (Treacy, 2022). In this target audience segment, consultative and evidence-based 

selling is effective. This means that when selling a beauty device, the seller must provide extensive information 

about the device’s compliance with regulatory requirements and clinical data, as well as ensure training, 

support, and documentation confirming the mastered method. Clinics and physicians want to be sure that the 

investment will be safe and justified in the long term. Therefore, in-person device demonstrations or webinars 

with industry experts are important. Trust is built when buyers see summaries of clinical data, are given the 

opportunity to test the device in practice, and receive a guarantee of professional support (Ankiel & Kuczyńska, 

2024; Gold, Biesman, & Cohen, 2024). 

The author believes that this target audience segment, especially clinics, is the most complex and 

demanding. The buyer in this segment is most often a physician or clinic manager, for whom, alongside the 

effectiveness of the device, the legal aspect is also important. Therefore, in the sales strategy, superficial 

product advertising alone is not sufficient; it must include documented results and professional facts. 

The professional audience also includes beauty salons and independent industry specialists. The interests 

and motivation of this audience differ from those of the clinic audience, because here the main role of the 

device is to attract new clients, modernise services in line with trends, and at the same time avoid excessively 

large investments. The most effective approach for this target audience is value-based selling. This means that 

the seller must clearly demonstrate that the device will pay off for the specialist both financially and in terms 

of customer satisfaction (Keränen, Totzek, Salonen, & Kienzler, 2023). 
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The author believes that for salons an important argument is the return on investment, or ROI, that is, how 

quickly the funds invested in the device will be recovered, taking into account procedure prices and demand. 

In selling devices to this segment, ROI calculators, digital demonstrations, training, and already developed 

treatment protocols are effective, because salons want to clearly see the practical benefit, such as new clients, 

higher income, and improved competitiveness. In this segment as well, the B2B sales strategy is well suited, 

because a salon or specialist, when purchasing a new device, perceives it as an investment in their business 

rather than merely as a consumer good. Although clinical data are less important here, possibilities for practical 

application and financial benefit are very important. For this segment, the B2B sales strategy is simpler and 

more based on economic aspects, yet it must still remain professional and trust-building. 

The next segment of the target audience of device buyers is the B2C, or business-to-consumer, audience, 

where the company sells the product directly to the end user. In the beauty industry, this is a rapidly growing 

segment. People increasingly choose to purchase devices for home use in order to maintain a well-groomed 

appearance without the need to regularly visit a salon or clinic. Devices intended for this target audience are 

adapted for safe use. Home-use beauty devices have much lower power than professional devices. The results 

are usually less noticeable and shorter-lasting, but for this target audience privacy and lower costs are 

important. The market for home-use devices is growing precisely because people want accessible everyday 

solutions for skin care. Buyers of home-use devices want to see how the device works in practice; therefore, 

micro-influencers who share their experience are of great importance. They often appear more trustworthy 

than advertisements by large sellers, and as a result, the use of trust-building and educational content is one of 

the most effective sales strategies for this segment (Bu, Duan, Luo, Yang, Liu, & Wen, 2024). 

The author believes that this target audience segment differs from the two previously mentioned segments 

in that technical data or certificates are not the most important factors for them; rather, the simplicity of use, 

safety, and effectiveness of the device are what matter most. If communication is open and the buyer receives 

reliable information about what results can truly be expected from the device, this builds long-term trust in the 

brand, which in turn motivates repeat purchases. 

Digital solutions, especially interactive technologies, are now becoming a universal sales promotion tool 

that can be applied to all target audiences. Augmented reality (AR) simulations and applications give the 

consumer the opportunity to “try” the product before purchasing it, which is both an entertaining and positive 

experience and a stimulus in the purchase decision-making process. By trying different products in this way, 

the consumer’s doubts about purchasing the product are reduced, and at the same time the feeling of risk that 

the purchase may be unsuccessful is decreased. This creates an emotional attachment to the brand, which in 

turn may potentially develop into a long-term relationship with the company (Wang, Ko, & Wang, 2022). 

The author emphasises that AR solutions can be applied both to individual end consumers (B2C) and to the 

professional audience (B2B). This type of technology is highly practical, because applications can be used at 

any time and in any place, thus creating a widely accessible and cost-effective marketing strategy. As a result, 

digital solutions expand a company’s communication channels and provide a flexible platform for attracting 

different audiences and building loyalty, which is an important component of a sales promotion strategy 

(Wang, Ko, & Wang, 2022). 

In summary, it can be concluded that sales strategies cannot be the same for all groups; they must be adapted 

to each target audience segment. For clinics and physicians, a consultative, evidence-based approach works 

best, with the main emphasis placed on regulatory compliance and clinical data. For beauty salons, value-based 

selling is more appropriate, where both financial return and the opportunity to differentiate themselves through 

popular procedures are important. For individual clients, educational and trust-building communication works 

best, using understandable explanations, experience-based stories, and real examples. What all segments have 

in common is the importance of digital and interactive tools – they make the purchasing process more 

interesting and safer, help build an emotional attachment to the brand, and strengthen long-term relationships 

with the client. 
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Table 2 

The most suitable type of sales strategy for the target audience 

Target audience Strategies 

Aesthetic medicine clinics and 

physicians 

Consultative and evidence-based B2B selling; in-person demonstrations and 

webinars with industry experts; emphasis on clinical data and regulatory 

compliance; provision of professional support, training, and guarantees 

Beauty salons and independent 

specialists 

Value-based B2B selling; emphasis on return on investment (ROI); digital 

demonstrations; provision of training and treatment protocols; highlighting the 

device’s financial benefits and competitive advantages 

Individual users 

Educational and trust-building B2C communication; clear explanations about 

the use of the device, safety, and expected results; use of micro-influencers and 

experience-based stories; digital and interactive solutions, such as AR 

Source: compiled by the author 

Conclusions 

When analysing sales strategies for aesthetic devices in the beauty industry, it can be concluded that the 

most important sales promotion strategies in this segment are social media communication and influencer 

involvement, the development of a strong brand identity, the use of digital and interactive solutions such as 

augmented reality, as well as the application of the 4P marketing mix. These strategies are effective when they 

are combined and adapted to the needs of the specific product and target audience. 

It was concluded that the target audience of buyers of aesthetic devices in the beauty industry is not 

homogeneous. It consists of aesthetic medicine clinics and physicians, beauty salons and independent 

specialists, as well as individual users. Each of these groups has different purchase motives, requirements, and 

expectations regarding the product. In the professional segment, the effectiveness, safety, regulatory 

compliance, and return on investment of the device are of significant importance, whereas for individual users, 

convenience of use, safety, price, and privacy are more important. 

After evaluating the suitability of sales strategies for different buyer target audiences, it can be concluded 

that for aesthetic medicine clinics and physicians, the most suitable approach is consultative and evidence-

based B2B selling, in which the main emphasis is placed on clinical data, regulatory compliance, professional 

support, and practical demonstration of the device. For beauty salons and independent specialists, the most 

suitable approach is value-based B2B selling, where it is important to emphasise the device’s financial benefits, 

return on investment, opportunities for attracting clients, and the strengthening of competitiveness. For 

individual users, the most suitable approach is educational and trust-building B2C communication, in which it 

is important to use clear explanations, experience-based stories, micro-influencer content, and digital solutions. 

Overall, the author concludes that effective sales of aesthetic devices in the beauty industry cannot be 

based only on the technical parameters or visual attractiveness of the product. They must be based on an 

understanding of the target audience, the adaptation of the sales approach to a specific segment, the building 

of brand trust, and the combination of diverse sales promotion tools. 

Based on the conclusions drawn, it is recommended that differentiated sales strategies be developed for 

different target audiences, that brand identity be strengthened, and that digital solutions be used purposefully 

to build customer trust in the sale of aesthetic devices in the beauty industry.  
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Abstract 
Visual branding is one of the key elements of modern marketing communication. In today’s competitive market, companies need not only to offer high-
quality products but also to build a strong, memorable visual identity. Consumers are often influenced by visual elements such as logos, colors, 

packaging, typography, and overall design. These elements shape first impressions, emotions, and trust toward a brand.The aim of this article is to 

analyze how visual branding affects consumer behavior and purchasing decisions. The research is based on literature analysis, case studies, comparative 
analysis, and a small survey. The results show that strong visual branding attracts more attention, improves brand recognition, creates an emotional 

connection, and positively influences purchase decisions. Companies that maintain a consistent and attractive visual identity gain a clear competitive 

advantage in both physical and digital markets. 

Introduction 

In today’s highly competitive, digitalized world, consumers are constantly exposed to a large number of 

brands across platforms such as social media, websites, advertisements, and physical retail environments. 

Because of this high level of information overload, companies have only a few seconds to attract attention and 

create a strong first impression. Visual branding therefore, plays a crucial role in modern marketing, as it helps 

brands communicate their identity instantly and influence how consumers perceive them before any direct 

interaction with the product or service occurs. Visual branding encompass all visual elements of a brand, 

including logo design, colors, typography, packaging, imagery, and overall aesthetic style, which together 

create a unified, recognizable brand identity. These elements are not only decorative but also psychological 

tools that shape emotions, expectations, and trust. In modern digital environments, where most consumer 

interactions occur online, visual presentation has become even more important, as users often judge brands 

within seconds based solely on appearance. This makes visual branding a key factor in building competitive 

advantage and shaping consumer decision-making 

Relevance of the Article: The topic is highly relevant in modern digital marketing, where visual 

communication dominates consumer interaction with brands. Social media platforms such as Instagram, 

TikTok, and Pinterest are heavily visual, meaning a brand’s appearance often becomes the first and most 

important factor in attracting consumer attention. In addition, modern consumers, especially younger 

generations, tend to value aesthetics, identify expression, and emotional connection when making purchasing 

decisions. As a result, visual branding is no longer just a marketing tool but an essential element of how 

companies position themselves in the market and build relationships with consumers 

Problem of the Article: The main problem is that many companies still underestimate the importance of 

consistent and strategic visual branding. While product quality remains important, poor or inconsistent visual 

identity can significantly reduce consumer trust, recognition, and engagement. In many cases, brands fail not 

because of their products, but because their visual communication does not effectively reflect their value or 

differentiate them from competitors. 

Aim of the Article: The aim of this article is to analyze the impact of visual branding on consumer 

behavior and purchasing decisions.  

Objectives of the Article 

⚫ To explain the concept of visual branding and its main elements.  

⚫ To analyze how visual design influences consumer perception and emotions. 

⚫ To examine the role of branding in purchasing decisions.  

⚫ To provide real-life brand examples. 

⚫ To support findings with a small survey. 

Methods of research: literature analysis, comparative analysis, case study method and survey method. 

Theoretical Background  

Visual branding is a key part of modern branding theory, which focuses on how companies create a unique 

identity in consumers minds. According to marketing researchers such as Kotler and Keller (2016), branding 

is not only about a product or service itself, but also about the emotional and psychological associations that 
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consumers build with a company. Visual elements play a central role in this process because the human brain 

processes images much faster than text, so visual information often creates the first impression of a brand. 

 Consumer behavior theory explains how people make decisions when choosing, buying, and using 

products. Solmon (2018) states that these decisions are influenced by both rational and emotional factors. 

These decisions are influenced by a combination of rational and emotional factors. While price and product 

quality are important, psychological factors such as perception, memory, and emotions often strongly influence 

final choices. Visual branding directly interacts with these psychological processes by shaping how consumers 

feel about a brand at first sight. 

One of the most important psychological aspects of visual branding is perception. Consumers do not view 

a brand objectively; instead, they interpret visual information through their personal experiences, culture, and 

emotions. For example, minimalist design is often associated with luxury and professionalism, while bright, 

colorful designs are linked to energy and friendliness. These associations influence how trustworthy or 

attractive a brand appears.  

Another important factor is memory. Strong visual identity helps consumers remember a brand more 

easily. Logos, colors, and design patterns create visual cues that stay in the mind over time. When consumers 

repeatedly encounter the same visual elements, brand recognition becomes automatic, increasing the likelihood 

of future purchases.  

Emotional response is also a key part of consumer behavior. Visual branding can trigger emotions such 

as happiness, trust, excitement, or comfort. These emotional reactions often happen unconsciously and can 

strongly influence purchasing decisions. For example, consumers may prefer a product not because it is 

objectively better, but because its design creates a positive feeling. 

Overall, theoretical research shows that visual branding is not just a design element but a psychological 

tool that influences how consumers perceive, remember, and emotionally connect with brands. This makes it 

an essential part of modern marketing strategies.  

Main Analysis 

Colors and Visual Elements: Colors are among the most important elements in visual branding because 

they directly influence emotions and perceptions. Labrecque and Mine (2012) found that colors can shape how 

trustworthy, exciting, or premium a brand appears. Different colors create different psychological reactions, 

and companies use this shape to determine how consumers feel about their brand. For example, red is often 

associated with energy, excitement, and urgency, which is why it is used by brands such as Coca-cola or fast-

food companies. Blue is connected with trust, stability. and professionalism, and it is commonly used by banks 

and technology companies. Black is often associated with luxury and elegance, while green is associated with 

nature, health,, and sustainability. These color associations are not random but based on psychological studies 

of consumer perception. 

Table 1 

Colors and emotions 

Color Emotion Brand example 
Red energy Coca-cola 

Blue Trust, safety Facebook 

Black luxury Chanel 

Green nature Starbucks 

*Source: compiled by the author 

This table visually compares how different colors are used in branding and the emotional reactions they 

elicit in consumers. It shows that color choice is not only aesthetic but also strategic, because it can influence 

buying decisions and brand perception. 

Logo and Recognition: Logos are another key part of visual branding because they are often the first 

element consumers remember. A strong logo should be simple, easy to recognize, and connected with the 

brand identity. For example, Nike’s swoosh or Apple’s logo are very simple, yet recognized globally without 

any text. This shows how powerful visual memory can be in marketing. When consumers repeatedly see a 

logo, they start associating it with specific emotions, quality, or lifestyle. 
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Packaging: Packaging also plays a very important role because it directly influences purchase decisions 

in stores and online. Attractive packaging can make a product stand out from competitors and convey a sense 

of quality or trust. In e-commerce, packaging visuals are often the only physical representation of the product, 

so design becomes even more important. Companies use packaging to communicate brand values such as 

luxury, simplicity, or sustainability.  

Table 2 
Packaging comparison or brand examples 

Question Most common answer % 

What attracts first? Packaging 40% 

Does design matter? Yes 70% 

Bought because of look? Yes 80% 

*Source: compiled by the author 

Social media: In modern marketing, social media is one of the strongest tools for visual branding. 

Platforms like Instagram and TikTok are built on visual content, so brands must focus on aesthetic presentation 

to attract attention. Consistent style, colors, and content design help brands build identity and recognition 

online. Influencer marketing also plays a role because people trust visual recommendations more than 

traditional ads. 

Case Studies 

Real brand examples clearly show how visual branding works in practice and why it’s important for 

consumer behavior. Successful companies use a consistent visual identity not only to look attractive, but also 

to communicate values, evoke emotions, and stay memorable in the consumers minds. 

Apple is one of the strongest examples of minimalistic visual branding. The company uses clean design, 

simple packaging, neutral colors, and modern product presentation. This creates a premium and innovative 

image. Many consumers associate Apple with quality, status, and simplicity. The brand’s visual style is 

immediately recognizable and supports customer loyalty. 

Nike uses a different strategy based on movement, energy, and motivation. Its famous swoosh logo is 

simple but powerful. The brand often combines bold visuals with emotional campaigns focused on 

achievement and self-confidence. As a result, consumers not only buy sports products, but also connect Nike 

with an active lifestyle and personal success.  

Coca-Cola is a strong example of long-term visual consistency. The company has used its red color, classic 

typography, and recognizable packaging for many years. Because of this consistency, consumers can identify 

the brand very quickly in almost any market. Coca-Cola branding is also strongly connected with positive 

emotions such as happiness, friendship, and shared moments. 

IKEA shows how visual branding can communicate accessibility and practicality. Its blue and yellow 

colors reflect Swedish identity, while its store design and product presentation support the idea of affordable, 

functional living. Consumers often see IKEA as friendly, practical, and easy to understand.  

These examples show that visual branding is not based on one universal formula. Different companies use 

different styles depending on their target audience, values, and market position. However, all successful brands 

have one thing in common: clear identity, consistency, and strong emotional associations.  

Table 3 

Comparison of Visual Branding Strategies 

Brand Main Visual Style Key Message Consumer Effect 

Apple 
Minimalist, clear, 

modern 

Premium quality and 

innovation 
Loyalty, prestige, trust 

Nike 
Dynamic, bold, 

energetic 

Motivation and 

achievement 
Inspiration, confidence 

Coca-cola 
Bright, classic, 

emotional 

Happiness and 

connection 

Recognition, positive 

emotions 

IKEA 
Functional, symple, 

friendly 
Affordable every living Trust, accessibility 

*Source: compiled by the author based on brand analysis 
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Fig. 1. Brand Recognition Through Visual Identity 

*Source: compiled by the author 

Mini Survey and Results 

To better understand how visual branding influences young consumers, a small survey was conducted 

among students and people aged 18-25. The aim of the survey was to identify which visual elements attract 

the most attention and whether design can influence trust and purchasing decisions. The survey included three 

short questions and received responses from 20 participants. 

The first question asked what attracts attention first when people see a product online. The results showed 

that packaging and overall design were the most common answers, followed by brand name, price, and 

customer review. This suggests that visual presentation often becomes the first point of contact between the 

consumer and the product. 

The second question asked whether attractive branding increases trust in a product. Most respondents 

answered yes, which indicates that visual identity can positively affect how reliable and professional a brand 

appears. 

The third question asked whether participants had ever bought a product because it looked attractive online. 

A large number of respondents agreed, which confirms that visual appeal can directly influence purchasing 

behavior, especially in digital environments. 

Table 4 

Survey Results 

Question Most Common Answer Result 
What attracts attention first? Design 45% 

Does attractive branding 

increase trust? 
Yes 75% 

Have you bought because of 

appearance online? 
Yes 70% 

*Source: compiled by the author based on survey results 

 
Fig. 2. Factors That Attract Attention First 

*Source: compiled by the author 
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Conclusion  

To conclude, visual branding has a significant impact on consumer behavior and has become a key element 

of modern marketing communication. The research presented in this article showed that visual elements such 

as colors, logos, packaging, typography, and social media design can strongly influence how consumers 

perceive a brand and how they make purchasing decisions. In many situations, customers notice a product’s 

appearance before evaluating its quality, price, or technical characteristics. This means that first impressions 

created by design can play a decisive role in attracting attention and encouraging interest. 

The theoretical part of the article demonstrated that visual branding is closely connected with 

psychological factors such as perception, memory, and emotions. Consumers often react to visual information 

unconsciously, and this reaction may affect whether they trust a brand, remember it, or choose it over 

competitors. Repetition of the same colors, symbols, and design style helps build recognition over time, while 

positive emotional associations can increase customer loyalty. For this reason, visual branding should be seen 

not only as decoration, but as a strategic business tool. 

The practical analysis and brand examples also confirmed the importance of a strong visual identity. 

Global companies such as Apple, Nike, Coca-Cola and IKEA use consistent branding to create clear market 

positions and an emotional connection with consumers. Their success shows that effective design can 

communicate values such as quality, innovation, motivation, and accessibility without many words. At the 

same time, this principle is relevant not only to large international brands but also to small businesses that want 

to grow and become more competitive. 

The survey results supported the main ideas of the research. Most respondents stated that packaging and 

overall design attract their attention first, and many agreed that attractive branding increases trust in a product. 

Many participants also admitted that they had bought products because they looked appealing online. These 

findings are especially relevant today, when online shopping and social media have become an important part 

of everyday consumer behavior. 

In my opinion, visual branding will continue to grow in importance in the future because modern 

consumers live in a fast and highly visual environment. People often make quick decisions, compare many 

options at once, and expect brands to communicate clearly and attractively. Because of this, companies need 

to invest not only in product quality but also in the way they present themselves visually. However, strong 

branding should always be supported by real value and honest communication, because attractive design alone 

cannot create long-term trust. 

Overall, visual branding is no longer optional in marketing. Armstrong and Kotler (2020) state that modern 

companies need strong branding strategies to remain competitive in changing markets. It is an essential factor 

that influences consumer choices, shapes brand reputation, and helps businesses succeed in a competitive 

market. Companies that understand this and build a clear, consistent, and meaningful visual identity will have 

better opportunities to attract customers and maintain long-term relationships. 

Discussion  

The survey results support the theoretical ideas discussed earlier in this article. Visual branding clearly 

plays an important role in first impressions, trust, and purchase decisions. This is especially relevant for 

younger consumers who spend a lot of time online and are constantly exposed to visual content from brands, 

influencers, and advertisements.  

In my opinion, the influence of visual branding is becoming stronger every year because people make 

faster decisions and compare many products in a short time. In such situations, appearance can become the 

deciding factor. I have also noticed that products with clean, modern designs often seem more reliable, even 

before checking detailed information or reviews.  

However, visual branding alone is not enough for long-term success. If the product quality does not meet 

expectations set by design, consumers may lose trust. This means that effective branding should be supported 

by real value, honest communication, and positive customer experience. 
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Abstract 
Public sector organizations, including municipalities, face a limited selection of motivational measures due to strict legal regulations and budgetary 

constraints; therefore, the application of motivational measures in human resource management remains a relevant and practically significant issue. The 
aim of this article is to analyze motivational measures in human resource management within the municipal administration. Research methods: analysis 

of scientific literature and quantitative research - an anonymous questionnaire survey. The study involved 110 employees of the district municipal 

administration. The results of the study showed that the most effective motivational measures in the municipality are a supportive psychological climate 

and a work-life balance, which respondents evaluate very positively. Meanwhile, financial incentives, participation in decision-making, and systematic 

recognition by management emerged as the least developed measures. It is important to note that the vast majority of respondents indicated that 

employee engagement would be most effectively increased by a systematic combination of internal and external motivational measures. The study’s 
results confirm that the municipality needs to create an integrated and consistent motivation system that meets the diverse needs of employees and is 
aligned with the organization’s goals. 

Introduction 

As author K. Dieser (2025) notes, the success of public sector institutions increasingly depends on their 

ability to effectively manage their most important resource. Rising public expectations, technological 

advancements, and demographic challenges are forcing local government organizations to re-examine human 

resource management, while G. Ulinskienė (2024) emphasizes that it is precisely employee motivation that 

becomes the decisive factor ensuring the organization’s ability to achieve its set goals and meet the 

community’s needs with high quality. 

Relevance and research of the article. Employee motivation is considered one of the key factors for 

success in public administration, as it directly affects employee productivity, job satisfaction, and the quality 

of public services (E. Mansaray, 2019). A. Fabre, D. Liban, J. Alejandro, B. Malang, and J. Malang (2024) 

note that despite this, operational efficiency in the public sector remains lower than in private organizations, 

which indicates that motivational measures do not always meet employees’ needs (Raudeliūnienė and Meidutė-

Kavaliauskienė, 2013). K. Heinz (2025) points out that there are no universal motivational measures, so it is 

important for every organization to seek individualized solutions or to combine both internal and external 

motivational measures. Motivation and human resources in the public sector are widely analyzed both 

internationally and in Lithuania. In the international scientific literature, concepts and measures of public sector 

motivation are examined by A. Ritz, G. A. Brewer, and O. Neumann (2016), E. Knies, P. Boselie, J. Gould, 

and W. Vandenabeele (2024), K. Dieser (2025), and B. Zolak, A. Gričnik, and S. Šarotar (2025). Their research 

reveals that motivation systems in the public sector must be flexible and integrated into strategic human 

resource management. The interaction between internal and external motivation is analyzed by L. Morris, M. 

Grehl, S. Rutter, M. Mehta, and M. Westwater (2022), as well as A. Fishbach and K. Woolley (2022). In the 

Lithuanian context, the application of human resource motivation measures is examined by A. Rakšnys and 

A. Valickas (2016), G. Ulinskienė (2024), and A. Skeberdytė (2022). However, the application of motivational 

measures in the selected public organizations, municipalities, has not yet been scientifically investigated. This 

article is relevant from both a theoretical and practical perspective. 

Problem formulation. Public sector organizations, including municipalities, often face a limited range of 

motivational measures due to strict legal regulations and bureaucratic structures (Zolak et al., 2025; Rakšnys 

and Valickas, 2016). As highlighted in the study (Ulinskienė, 2024), insufficient attention to individual 

employee needs and the use of outdated incentive methods increase staff turnover and contribute to a shortage 

of specialists. A. Skeberdytė (2022) highlights the argument that choosing poor or ineffective motivational 

measures reduces productivity, as employees lose motivation to pursue common goals. In the selected 

municipality, the application of motivational measures in human resources has not been scientifically 

researched, so there is a lack of evidence-based knowledge about existing motivational measures. 

Subject of the article: motivational measures in human resource management. 

Objective of the article: is to analyse motivational measures in human resource management within the 

municipal administration. 
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Objectives: 

1. To examine the theoretical aspects of motivation.  

2. To conduct a study on the application of motivational measures in human resource management at the 

municipality. 

Research methods: analysis of scientific literature, questionnaire survey. 

Theoretical Aspects of Motivation and Human Resources 

The concept of human resources in academic literature lacks a single, universally accepted definition and 

is interpreted differently depending on the field of study. In economic literature, human resources are 

understood as an investment from which a financial return is expected, and the employee is viewed as a rational 

individual seeking personal gain (Thierry, 2018). In management literature, P. Boselie, J. Gould, and W. 

Vandenabeele (2018) emphasize a strategic approach in which the employee is considered the organization’s 

primary resource for achieving its goals. In psychological literature, B. Zolak et al., 2025, emphasize the 

employee’s internal motivation, the fulfillment of needs, and individual characteristics, which, according to A. 

Fishbach and K. Woolley, 2022, are precisely what determine the employee’s value to the organization. 

According to Knies et al. (2024), human resources encompass employees’ knowledge, skills, 

competencies, and personal qualities, which create value only within an appropriate organizational 

environment. W. Cai, S. Khapova, B. Bossink, E. Lysova, and J. Yuan (2020) argue that an employee’s 

potential is realized only when abilities, motivation, and opportunities work together. Y. Wang, S. Kim, A. 

Rafferty, and K. Sanders (2020) add that even the best measures will not yield effective results if employees 

perceive them as a formal obligation. In the public sector, human resource management takes on particular 

importance because employees serve the public interest. Management must be directed not toward profit-

seeking but toward the creation of public value (E. Knies et al., 2024).  This is precisely why employee 

motivation becomes one of the most important measures for unlocking the potential of human resources within 

an organization. 

The concept of motivation is defined slightly differently in various academic literatures. In economic 

literature, this concept is associated with incentives and compensation structures, which, as researchers W. Liu 

and Y. Liu (2022) assert, influence employee productivity and organizational performance. In management 

literature, it is described as a managed process in which employees within an organization are guided through 

compensation systems, career opportunities, and training programs (Mansaray, 2019). In the scientific 

literature on psychology, motivation is described as an internal process that regulates the direction of human 

behavior, attitudes, and desires, directly linked to the satisfaction of basic psychological needs (Laguerre and 

Barnes, 2025). A. Ritz et al. (2016) emphasize in their research that, in the field of public administration, the 

concept of motivation is also linked to the pursuit of the public interest and service to society. To better 

illustrate the diversity of these views, the main concepts of motivation are presented in Table 1. 

Table 1 

The Concept of Motivation 

Authors The Concept of Motivation  
Raipa, A., et al., 

(2016) 

A psychological trait that determines a person’s level of commitment and their motivation 

to act in a certain direction. 

Fabre A., et al., (2024) A set of factors shaping the productivity, engagement, and job satisfaction of public sector 

employees, emphasizing the importance of career development, job security, service. 

Chen, G., Kanfer R., 

(2024) 

The determining process of how an individual allocates their efforts and resources-their 

direction, intensity, and consistency at both the individual and team levels. 

Heinz, K., (2025) An employee’s internal energy and focus, shaped by the organizational environment, 

leadership style, and opportunities for professional growth. 

Laguerre, R., Barnes 

J., (2025) 

The direction of an employee's efforts, which arises when human resource practices satisfy 

basic psychological needs. 

Musayev, T., Jafarova, 

G., (2026) 

A strategic process through which an organization creates conditions to sustain employees’ 

internal energy and commitment by balancing individual and organizational goals. 

*Sources: Raipa, Smalskys, Giedraitytė (2016); Fabre et al. (2024); Chen, Kanfer (2024); Heinz (2025); Laguerre, 

Barnes (2025); Musayev, Jafarova (2026) 
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Summarizing the concepts presented in Table 1, we can see different yet complementary perspectives. A. 

Fabre et al. (2024) and R. Laguerre and J. Barnes (2025) add that motivation encompasses career development, 

security, and a sense of service to society, but this arises only when organizational practices satisfy the 

employee’s basic psychological needs. K. Heinz (2025) and G. Chen and R. Kanfer (2024) agree that 

motivation is shaped by the work climate and leadership style and manifests itself at both the individual and 

team levels. T. Musayev and G. Jafarova (2026) emphasize that an organization must consciously create 

conditions in which individual and organizational goals are aligned. To better understand the practical 

relevance of motivation in an organization, Table 2 summarizes its main areas of application and impact. 

Table 2 

The Essence of Motivation and the Impact 

Scope of Application The Essence of Motivation and Its Impact 
Increasing productivity and 

engagement 

It directly influences employees’ efforts, productivity, and the quality of their 

work. 

Promoting loyalty and 

satisfaction 

Motivated employees feel a stronger connection to the organization and are less 

likely to quit. 

Creating organizational goals 

and public value 

It helps to balance personal expectations with the public interest (particularly 

relevant in the public sector). 

Talent attraction and retention A competitive motivation system makes the organization attractive in the market, 

especially in conditions of staff shortages. 

Promoting innovation and 

flexibility 

It encourages employees not to be afraid of change, to adopt new technologies, and 

to work creatively. 

*Sources: Ripoll, Ritz (2022); Fishbach, Woolley (2022); Knies et al. (2024); Fabre et al. (2024); Ulinskienė (2024); 

Laguerre, Barnes (2025); Musayev, Jafarova (2026) 

Summarizing the essence of motivation and its impact as presented in Table 2, R. Laguerre and J. Barnes 

(2025) as well as T. Musayev and G. Jafarova (2026) emphasize that long-term loyalty and job satisfaction 

arise only when the organizational system meets basic psychological needs, but E. Knies et al. (2024) warn 

that an excessive level of control can have the opposite effect and lead to employee burnout. In the context of 

the public sector, A. Fabre et al. (2024) and G. Ripoll and A. Ritz (2022) emphasize that motivation is 

inseparable from public service and the creation of public value. A. Fishbach and K. Woolley (2022) and G. 

Ulinskienė (2024) agree that motivation helps employees adapt flexibly to change and work creatively, which 

is particularly important in the evolving environment of public administration. 

In management science literature, motivational measures are classified in various ways: by nature, 

duration, target audience, or source of motivation (Mansaray, 2019; Ripoll and Ritz, 2022). A. Skeberdytė 

(2022) notes that financial compensation provides basic security for employees, but only non-financial 

measures create a long-term emotional connection with the organization. In this article, the measures are 

analyzed according to the source of motivation and categorized as internal and external, as this classification 

allows for a deeper understanding not only of the measures an organization employs but also of how employees 

perceive them. To present internal motivational measures and their impact on employees in a more systematic 

way, they are summarized in Table 3. 

Table 3 

Internal motivation measures and their effects  

Internal motivation measures Effect 
Autonomy and empowerment Employees feel a sense of responsibility and purpose, and initiative and 

creativity are encouraged. 

Flexible work organisation Improves work-life balance, reduces stress, and increases loyalty. 

Participation in decision-making Strengthens commitment and a sense of belonging to the community. 

Professional development and 

learning 

Increases employee confidence and raises the organization’s competency 

level. 

Career opportunities Provides a long-term perspective and a sense of recognition. 

Meaningful and challenging tasks Provides a sense of achievement and ensures high-quality work. 

Recognition and evaluation Strengthens confidence and job satisfaction. 
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Support and feedback from 

management 

Creates psychological safety and reduces stress. 

Positive social environment  Increases the sense of belonging and strengthens teamwork. 

*Sources: Mansaray (2019); Hirawat (2024); Suprianto et al. (2024); Ulinskienė (2024); Dieser (2025); Heinz (2025); 

Laguerre, Barnes (2025) 

In analyzing the measures presented in Table 3, R. Laguerre and J. Barnes (2025) note that autonomy is 

one of the strongest sources of internal motivation, as it allows the employee to feel not only like an executor 

but also like the organizer of their own work. K. Dieser (2025) points out that autonomy is rarely applied in 

the public sector due to strict legal regulations, but K. Heinz (2025) adds that even in a constrained 

environment, managers can increase it through task delegation and the promotion of initiatives. H. Mansaray 

(2019) treats competency development as a strategic motivational measure, as investments in training not only 

increase professional preparation, but also strengthen internal motivation when an employee feels that the 

organization values their growth. K. Heinz (2025) confirms that these measures are effective in the public 

sector, especially when opportunities for financial compensation are limited. Hirawat (2024) and Suprianto et 

al. (2024) note that managerial support and sincere recognition in practice involve regular one-on-one 

conversations, constructive criticism, and emotional support, which create psychological safety and reduce 

stress. G. Ulinskienė (2024) adds that a favorable psychological climate encourages employees to 

communicate and collaborate more openly, increases their sense of belonging to the community, and 

strengthens teamwork. External motivational measures will be analyzed further. Their classification is 

presented in Table 4.  

Table 4 

Classification of External Motivational Measures  

Category Measure 

Material (monetary) Salary Salary, bonuses, incentives, one-time payments 

Material (non-monetary) Benefits package, insurance, additional vacation time 

Social Training and professional development funded by the organization 

*Sources: Mansaray (2019); Fishbach, Woolley (2022); Morris et al. (2022); Knies et al. (2024); Dieser (2025); Heinz 

(2025); Zolak, Poljašević et al. (2025) 

To summarize Table 4, external motivation is defined as the promotion of employee behavior and 

engagement through external factors, such as remuneration or learning opportunities, and is categorized into 

material monetary, non-monetary, and social measures (Mansaray, 2019; Morris et al., 2022). Wages and 

bonuses satisfy employees’ basic needs, but their application in the public sector is limited by strict legislation, 

and standardized compensation systems often do not correspond to the results achieved or the workload 

(Dieser, 2025; Zolak Poljašević et al., 2025). Furthermore, L. Morris et al. (2022) and Fishbach and Woolley 

(2022) warn that if monetary compensation is perceived as a control mechanism, internal motivation weakens. 

Non-monetary benefits, such as insurance and additional vacation time, are also considered an important part 

of the overall compensation package. Meanwhile, social measures, such as training and professional 

development funded by the organization, become a significant part of the compensation package, offsetting 

financial constraints (Heinz, 2025; Mansaray, 2019). However, E. Knies et al. (2024) emphasize that to ensure 

long-term employee engagement, external measures must be combined with factors that strengthen internal 

motivation. 

The human resources motivation system in the public sector is fundamentally different from that in the 

private sector due to the different nature of activities, strict legal regulation, and limited material resources 

(Ulinskienė, 2024; Zolak Poljašević et al., 2025). J. Raudeliūnienė and I. Meidutė (2013) note that a centralized 

reward system and standardized incentive measures leave virtually no room to take individual employee needs 

into account, while E. Knies et al. (2024) add that administrative logic is more often oriented toward task 

compliance rather than the realization of human potential. Due to these limitations, internal motivational 

factors such as autonomy, professional development, and managerial support, as well as a sense of public 

service, become the primary sources of employee motivation, which compensate for what external, primarily 

monetary, incentives cannot provide (Giedraitytė, 2016; Heinz, 2025). A. Fernandes, G. Santinha, and T. Forte 

(2022) emphasize that long-term employee engagement and job satisfaction can only be ensured by a 
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combination of internal and external measures tailored to employees’ needs and linked to the organization’s 

goals. 

To summarize the theory, human resources are the sum of employees’ knowledge, skills, and motivation, 

which determines organizational effectiveness. Motivation is understood as an internal force within the 

employee, shaped by the interaction between the individual’s needs and the organizational environment. 

Employee motivation is ensured by a combination of internal and external motivation measures. In the public 

sector, due to legal regulations and budgetary constraints, internal motivation measures are particularly 

important. 

Motivational measures in human resource management at the district municipal administration 

The study aims to identify which motivational measures are currently in use and which measures would 

increase employee commitment and engagement in their work. 

The objective of the study is to analyze motivational measures in the human resources department of the 

district municipality administration. 

Research method: quantitative research - anonymous survey. This method is a reliable measure that 

allows for the collection of research data at a relatively low cost and its subsequent processing (Kardelis, 2017). 

The purpose of the survey: the research data will help to present a plan for improving motivational 

measures, which shall be adapted for the employees of the district municipal administration. 

The rationale for the survey: a probability-based purposive sampling method was applied. 

Survey respondents were selected based on the following criteria: 

1. Are employed by the district municipal administration. 

2. Use a computerized workstation. 

3. Hold a position within the district municipal administration (excluding sub-districts).  

4. Agrees to participate in the study. 

Survey Organization. Questionnaires were sent out on March 26, and the survey was completed on April 

7. The survey was conducted anonymously to ensure respondent confidentiality. All collected data is 

statistically processed and used for scientific purposes only. 

The study was conducted in a specific district municipal administration in Lithuania. A total of 152 

questionnaires were sent out. The survey was completed by 110 respondents, representing a 72 percent 

response rate. 

Respondents. The study data show that 76 percent of respondents are women and 24 percent are men. 

Regarding age distribution, the majority of respondents, as many as 55 percent, indicated they were 44 years 

old or older, 33 percent belonged to the 31-43 age group, while the youngest employees (18-30 years old) 

accounted for only 11 percent. 

The particularly low proportion of young employees is a cause for concern, as a lack of attention to 

attracting and retaining young professionals may, in the long run, increase staff shortages and turnover; it is 

also important to examine the respondents’ work experience within the district municipal administration. The 

distribution of work experience shows that the majority of respondents, 44 percent, have been working in the 

administration for 11 years or more. 22 percent have been working for 4-10 years, and 35 percent indicated 

they have been working for up to 3 years. 

When analyzing the concept of motivation, the majority of respondents, 33 percent, associate motivation 

with good relationships within the team and support from their supervisor, 22 percent with financial incentives, 

20 percent with inner energy and the desire to do meaningful work, and the fewest, just 11 percent, with career 

opportunities. This indicates that the social environment and psychological climate are the dominant 

motivators in this organization. When analyzing motivation at work, as many as 51 percent of respondents 

indicated that their motivation depends on the situation and working conditions, while only 11 percent noted 

that their work consistently inspires them. This suggests that the municipality lacks a consistent motivational 

environment that would ensure stable employee engagement. 
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Fig. 1. Work-life balance 

*Source: compiled by the authors 

When evaluating the internal motivation measures presented in Figure 1, the results regarding work-life 

balance are positive for 42 percent of respondents, who most often manage to find a balance, while 40 percent 

easily balance work with their personal lives. However, the situation is more complicated when it comes to 

participation in decision-making. The opinions of 53 percent of respondents are usually heard, but only 

occasionally have a real impact, while 11 percent are not involved at all. 

Assessments of opportunities for professional development vary: 40 percent of organizations actively 

provide learning opportunities, but as many as 42 percent noted that these are not systematic. Regarding 

recognition by management, 45 percent of managers usually notice and evaluate work results, but only 4 

percent indicated that recognition is consistent and sincere. 

The psychological climate is rated most favorably by 41 percent of respondents, with a positive climate 

prevailing in the workplace, while 42 percent reported that relationships are generally good. When evaluating 

external motivational measures, 47 percent of respondents indicated that pay partially corresponds to the work 

performed, but as many as 56 percent noted that financial incentives are rarely or never provided. The system 

of additional non-monetary benefits is also viewed critically, with only 13 percent stating that the current 

benefits are sufficient. 

Having established that the municipality lacks both financial and non-monetary benefits, the aim is to 

assess whether this shortfall can be compensated for by the internal motivational measure characteristic of the 

public sector service to the community. A summary of the responses is presented in Figure 2. 

 

 
Fig. 2. The importance of public service for motivation 

*Source: compiled by the authors 

The data from Figure 2 reveal that the majority of respondents, 53 percent, indicated that working in the 

public sector has some importance but is not the primary motivation measure. 16 percent of respondents stated 

that working in the public sector is one of the important sources of motivation, while 13 percent each indicated 

that the public sector’s mission has little influence on their motivation or that it is difficult to say. Only 5 

percent of respondents noted that personal goals are more important to them than working in the public sector. 

These results indicate that the sense of public service plays a certain role in employee motivation but is not the 

dominant factor, so the municipality should seek additional ways to strengthen this sense and link it to specific 

work outcomes. 
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I usually manage to find a balance.

Sometimes work interferes with my personal life, but it is still
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Working in the public sector is one of the important sources of motivation
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The mission of the public sector has little influence on my motivation.

It’s hard to say.
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Fig. 3. Employee Engagement and Commitment to Work 

*Source: compiled by the authors 

According to the data presented in Figure 3, the majority of respondents, 54 percent, are usually engaged 

and committed to their work, while 31 percent feel highly engaged, consider work important to them, and 

strive to exceed expectations. 7 percent of respondents indicated that they work only out of a sense of duty and 

feel no genuine commitment, while 4 percent rarely feel a genuine sense of commitment to their work. Another 

4 percent noted that their engagement depends on the situation and the motivational measures applied. These 

results reveal that employee engagement in the municipality is generally positive, yet a portion of employees 

remain disengaged or conditionally motivated; therefore, the development of consistent and systematic 

motivational measures would be a key factor in increasing overall employee commitment to the organization. 

Regarding the preferred methods of applying motivational measures, as shown in Figure 4, the absolute 

majority of the respondents, as many as 76 percent, noted that engagement would be most enhanced by a 

systematic and balanced combination of internal and external motivational measures. 13 percent of respondents 

disagreed with the majority, noting that external measures, such as high pay, bonuses, and financial benefits, 

are more important to them, while 11 percent prefer internal measures, namely recognition, a positive work 

environment, autonomy, and career opportunities. 

 

 
Fig. 4. Promoting Motivational Measures 

*Source: compiled by the authors 

To find out which motivational measures would most improve employee engagement and commitment to 

the organization, respondents were asked to rate each factor on a 5-point Likert scale. Since the question 

covered 13 motivational measures, the distribution of responses is presented in two figures for clarity: Figures 

5 and 6. 

The data from Figure 5 reveal that the most popular motivational measure was an appropriate salary; as 

many as 70 percent of respondents fully agree that this financial incentive would improve their engagement, 

which can be explained by the fact that employees feel their compensation does not match their effort, primarily 

linking this gap to declining engagement, so properly set wages become the key factor in increasing 

engagement. Financial incentives for results also received particularly strong support, confirming that 

employees want to feel a direct link between their achievements and financial compensation. However, as 

revealed by previous survey results, this motivational measure is rarely and inconsistently applied in the 

municipality. Career growth opportunities are viewed somewhat more cautiously, which is linked to the results 

of previous surveys – employees are aware of structural career limitations, and therefore assess the impact of 

this motivational measure with greater caution. 

 

31%
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4%

4%
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I feel highly engaged, work is important to me, and I am trying to
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I am usually engaged and committed to my work.

My engagement depends on the situation and the motivational

measures used.
I rarely feel a genuine sense of commitment to my work.

I work only out of a sense of duty; there is no sense of

commitment.

13%
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76%

External measures only - high salary, bonuses, and financial
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both A systematic and balanced combination of both measures.

Other:____________
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Fig. 5. Assessment of the Impact of Motivational Measures on Engagement 

*Source: compiled by the authors 

An analysis of the motivational measures shown in Figure 6 reveals that a good work environment and 

flexible work schedules received particularly high approval, indicating that non-material motivational 

measures are no less important to employees than material ones. It is significant that participation in decision-

making received the lowest number of respondents who fully agree, yet as many as 48 percent agree that this 

measure would improve their engagement, which indicates that employees value the opportunity to have an 

influence, though they may realistically recognize its limitations in the context of the public sector. In 

summary, the survey data reveal that employees value both material and non-material motivational measures 

equally, which once again confirms the importance of an integrated and balanced approach to motivation in 

the district municipal administration.  

 

 
Fig. 6. Assessment of the Impact of Motivational Measures on Engagement 

*Source: compiled by the authors 

The strongest measures are the psychological climate and work-life balance, but financial incentives, 

participation in decision-making, and systematic recognition by management require significant improvement. 

Employee engagement is situational and directly dependent on the measures applied, which indicates that the 

municipality must develop a consistent and integrated motivation system that combines both internal and 

external measures. 

Conclusion 

The theoretical analysis revealed that motivation in the public sector is a complex process constrained by 

legal regulations and budgetary limitations. Due to these characteristics, financial incentives cannot be the sole 

motivational measure; therefore, internal motivational factors such as psychological climate, management 

support, professional development, and participation in decision-making take on particular importance. These 

research findings practically confirm the assertion by G. Ulinskienė (2024), discussed in the theoretical section, 

that a favorable psychological climate encourages open communication and increases engagement.  The 

scientific literature also confirms that sustainable employee motivation can only be ensured through a 

systematic combination of internal and external measures tailored to individual employee needs. 
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The study confirmed the insights presented in the theoretical section. The most effective motivational 

measures in the municipality were found to be the psychological climate and work-life balance, which 

respondents rated positively. However, financial incentives, participation in decision-making, and systematic 

recognition by management remain the least developed measures. Employees receive virtually no financial 

incentives, and consistent and sincere recognition is received by a very small percentage. This indicates that 

the existing motivation system is not sufficiently consistent and does not fully utilize its potential. 

A particularly significant finding of the study is that employee engagement would be most effectively 

increased by a systematic combination of internal and external motivational measures. It would be worthwhile 

to examine this system more broadly, involving different municipalities or regions, in order to better 

understand the differences in the application of motivational measures and to develop more effective human 

resource management strategies in the public sector. 
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Abstract 
The Sylheti Nagri language and its script were once used widely in the literature, religion, and daily life of the Sylheti people, who used to live as a 

unified population in India before the partition and border division of 1947. Now, this community is mainly living in the Surma River basins in 
Bangladesh and the Barak River basins in India. Also, a large number of Sylheti people are living abroad, especially in the UK, USA, Middle Eastern 

countries, and other European countries as a diaspora community. The Sylheti Nagri language bears the heritage, culture, identity, and rights of this 

community living mainly in the India-Bangladesh border region. But this language is now declining because of several reasons. Although the Sylheti 
language is spoken by millions of people, it is officially unrecognized, socially undervalued, and politically minoritized both in India and Bangladesh, 

causing this language to disappear. The aim of this research is to examine the importance of the Sylheti language and its script as the cultural identity 

of the Sylheti people, the current declining status of this language, and the reasons for its decline. This study used a qualitative research methodology 
by conducting semi-structured interviews among Sylheti people all over the world to collect their opinions on the importance of this language as a 

cultural identity and to identify the factors of its decline. The results indicates that the Sylheti language strongly bears the cultural identity of the 
Sylheti people, which is declining. They also indicates the factors of its decline, where lack of governmental awareness, lack of official recognition, 

and the educational system are the main factors; influences of dominant languages and multilingualism caused by the diasporic community are 

moderate factors; and border division and nationalism are minimal factors behind this language decline. Therefore, it is an urgent issue to take 

necessary steps to preserve this language for the purpose of saving the cultural identity of the Sylheti people. 

Introduction 

A nation’s cultural identity is mostly connected with its language. For a minority community, language 

is not only a way of expressing their emotions, but it also bears the identity, tradition and cultural value of 

this community. The Sylheti Nagri language also represents the identity of the Sylheti community who are 

mainly living in the Surma River basins in Bangladesh and the Barak River basins in India. Also, a huge 

number of the Sylheti diaspora  community are living abroad especially in the UK, USA, Middle Eastern 

countries and other European countries (Simard et al. 2020, p. 1-2; Ahmed, 2021-2022, p. 1-2; 

Raychoudhury & Mahanta, 2022; Malakar, 2017, p. 1; Ahmed, 2021-2022, p. 1). Additionally, this language 

is spoken by around 11 million people all over the world (Simard et al. 2020, p. 1; Raychoudhury & 

Mahanta, 2022, p. 1). Moreover, this language has its own script which is known as Sylheti Nagri, once used 

widely for documenting religious beliefs, literary and cultural traditions (Simard et al. 2020, p. 7). However, 

this language is still not officially or politically recognized in both India and Bangladesh (Simard et al., 2020, 

p. 1; Ahmed, 2021-2022, p. 1; Raychoudhury & Mahanta, 2022, p. 1). And this language is now declining 

because of several reasons which puts the cultural identity of the Sylheti people under threat. 

For understanding the decline of the Sylheti language, it is necessary to understand the socio-political 

history of Sylhet. Historically, Sylhet was a part of the Bengal presidency before 1874 and later on after 1874 

it became a part of Assam as per the decision of the British government in India (Wouters & Subba, 2023, p. 

42; Singha, 2025, p. 1-2; Hossain, 2013, p. 9).  After a long struggle, in 1947, during the partition of India-

Pakistan, Sylhet was divided into two pieces through a referendum. Among the two parts, one part stayed 

with India and another with East-Pakistan (Singha, 2025, p. 3). In 1971, when East-Pakistan became 

independent and turned into a new country named Bangladesh, the border among the Sylheti community was 

formed as the Indo-Bangla border which made Sylheti people as a minority community in both countries 

(Simard et al. 2020, p. 2; Bhattacharya, 2023, p. 6-7). 

Moreover, the Sylheti Nagri script had a valued literary heritage with the Puthi-Pora tradition, is also 

being disappeared (Raychoudhury & Mahanta, 2022, p. 1; Simard et al. 2020, p. 7).  The lack of using this 

script in education and official work, and gradual shift to Bengali and English is the most important cause of 

its decline. However, some technologies like OCR system and BGG-19 model contribute a lot to preserve it 

(Islam et al. 2025, p. 1-2, 8). But, without a structured script of Sylheti Language, the younger generation has 

limited access to learn it and keep it alive. 

Because of mass migration, particularly in the UK, the younger generation is growing up with the 

English language. They are practicing multilingualism, making the Sylheti language disappeared. 

Furthermore, linguistic hierarchies, social stigma and perceived economic advantages connected with the 

majority language accelerate voluntary language shift in families, reducing the number of Sylheti speakers 
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day by day. At the same time, the influence of dominant national languages of India and Bangladesh is 

creating an extra pressure to adapt the national language rather than Sylheti language. Even considering the 

Sylheti language as a dialect of standard Bengali language, is creates a negative impact in the case of its 

decline. It is also noticeable that, the younger generations are not getting any access to use the Sylheti 

language in online platforms, as a result they are adopting dominant languages. 

However, there are few studies conducted about the Sylheti community, but most of them focused on the 

history of Sylheti people and the phonology of their language. So, there is a knowledge gap in this field as no 

one has conducted research about the cultural value, current status and factors of its decline. Therefore, our 

research aim is to find out the relation between cultural identity and the language of Sylheti people. Also, we 

aimed to identify current situation of this language, like it is declining or not. If it is declining then what are 

the factors of its decline. 

Therefore, this study adopts an interview based qualitative research methodology to examine Sylheti 

people’s opinion, knowledge and practices about this language. By collecting data from Sylheti people living 

in different places all over the world, this research tried to get opinions about the importance of this language 

as a cultural identity, current situation of this language and the reasons of its decline. Our research suggests 

that Sylheti language bears the cultural identity of the Sylheti people and this language is declining day by 

day. Moreover, there are some factors responsible for its decline where lack of governmental awareness, lack 

of official recognition, and the educational system are the main factors; influences of dominant languages 

and multilingualism caused by the diasporic community are moderate factors; and border division and 

nationalism are minimal factors behind this language decline. 

This research is important, because it highlights the urgency of preserving the Sylheti language and its 

script as foundational pillars of cultural identity of the Sylheti community. In this case, the government of 

both countries should take necessary steps to save the language. Because, it is a mark of the identity of the 

Sylheti people. However, many necessary steps have already been taken for its preservation. Among them 

the SOAS Sylheti Project in the UK and the creation of Unicode for the Sylheti language are mostly 

appreciated (Simard et al. 2020, p. 12, 14; Winstanley, 2025, p. 19-20; Simard et al. 2020, p. 8). However, 

those steps are not enough to preserve the language in this way. 

Literature Review 

Sylheti is an eastern Indo-Aryan language which is minoritised, politically unrecognised and 

insufficiently researched (Simard et al., 2020, p. 1), (Ahmed, 2021-2022, p. 1), (Raychoudhury & Mahanta, 

2022, p. 1). This language is spoken by about 11 million people all over the world (Simard et al. 2020, p. 1), 

(Raychoudhury & Mahanta, 2022, p. 1). The Sylheti-speaking community mainly lives in the Surma river 

basins in Bangladesh and the Barak River basins in India. The Surma River basins are mostly located in the 

north-eastern part of Bangladesh which is known as the Sylhet division. And the Barak river basins are 

located under some states of India including Assam, Tripura and Manipur. Moreover, several diaspora 

communities live all around the world, mainly in the UK, the USA, Middle Eastern countries and other 

European countries (Simard et al. 2020, p. 1-2; Ahmed, 2021-2022, p. 1-2), (Raychoudhury & Mahanta, 

2022; Malakar, 2017, p. 1; Ahmed, 2021-2022, p. 1). Unfortunately, this historic language, which bears the 

identity of a huge community is declining day by day because of several reasons. 

The history of Sylheti people and their language is so long and full of struggles. Following this history, 

Sylhet was a part of the Bengal Presidency during the time of British rule in India before 1874. But, in 1874, 

the British administration transferred Sylhet from Bengal to a new province named Assam, because of their 

economic interest especially based on the tea industry (Wouters & Subba, 2023, p. 42; Singha, 2025, p. 1-2; 

Hossain, 2013, p. 9). However, the inclusion of Sylhet with Bengal caused an identity crisis for the Sylheti 

people and it was a burning issue for the Sylheti people living in the Bengal-Assam borderlands (Hossain, 

2013, p. 9). The people of Sylhet were unable to accept this sudden decision as they had a strong cultural, 

linguistic and social connection with the Bengal region. They started to protest against the British 

government for the reunion of Sylhet and Bengal, but it failed as the British administration declined their 

proposal. So, it was always a desire for Sylheti people to reunite with Bengal, but no major development 

took place in this issue until 1905 (Singha, 2025, p.1-2). 

In 1905, the British government divided Bengal and created a new province named Eastern Bengal and 

Assam. This decision was not accepted by the people of Bengal and Assam. For this reason, they started a 

protest named “Swadeshi Movement” against this decision. As a result, in 1911, the British government 

withdrew the decision and reunited Bengal. Although it solved the problem for the people of Assam and 
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Bengal, the Sylheti people remain in the same situation as they were still a part of Assam (Singha, 2025, p. 

2). After a few decades, in the 1930s, the demand for separate Sylhet from Assam increased among the 

people of Assam to protect Assam people’s political and economical progress (Hossain, 2013, p. 3). This 

demand was more highlighted, in the mid 1940s, when a tug of war was conducted between Muslim League 

and the Indian National Congress about the destiny of Assam (Wouters & Subba, 2023, p. 42). However, this 

demand was more stronger, when Muslim League demanded for a separation of Muslim state. During this 

time the Hindu community of Sylhet wanted to be a part of India (a country with Hindu majority population), 

which means they were in support of remaining as a part of Assam. On the other hand the Muslim 

community of Sylhet suggested to stay with Pakistan (a country with Muslim majority population), which 

means they wanted to be a part of East Pakistan (now Bangladesh) (Singha, 2025, p. 2-3; Hossain, 2013, p. 

13). 

To solve this problem the British government decided to arrange a referendum among the Sylheti people 

in 1947, during the partition of India and Pakistan. Following this decision, the Sylheti Referendum was held 

on 6-7 July 1947, where 56.56% voted to stay with Pakistan, which means East Bengal (Now Bangladesh) 

and 43.44% voted to stay with India, which means Assam. According to this overall result, the whole of 

Sylhet should be a part of East Pakistan. But, a border division only based on the religious decision was too 

complicated for Cyril Radclif, who oversaw the boundary commission. According to Radclif, making a 

border based on religion can harm communication and transport routes. So, he decided to apply an area 

based approach for this partition, where the areas with Hindu majority should go to Assam and areas with 

Muslims majority should go to East Pakistan. As a result, most of the Sylhet went to Pakistan and some parts 

like Karimganj, Patharkandi, Ratarbari, and Badarpur remained in India.(Singha, 2025, p. 3) So, the border 

between India and Pakistan divided the Sylheti community into two pieces (Bhattacharya, 2023, p. 1-3). 

However, this Sylheti Referendum is one of the causes of losing Sylheti identity and it made their cultural 

identity more complex (Bhattacharya, 2023, p. 4). 

After the creation of Pakistan in 1947, the country had two parts with different geographical locations, 

one was West Pakistan and another was East Pakistan. After about two decades, in 1971, there was a war 

between East Pakistan and West Pakistan. Following this war, East Pakistan was separated from Pakistan and 

turned into a new country named Bangladesh. As a result Sylhet became a part of Bangladesh. So, the border 

between Assam and Sylhet became the Indo-Bangla border. In 1974, the Prime Minister of both countries 

Indira Gandhi and Sheikh Mujibur Rahman made an agreement regarding this border, which was known as 

Land Boundary Agreement 1974 (Indira-Mujib pact). However, in 2015, this border was finalised with 

another land boundary agreement in the presence of both country’s Prime Ministers Narendra Modi and 

Sheikh Hasina (Singha, 2025, p. 5-6). After all of those equations, now the Barak river basins are located in 

India and the Surma river basins are located in Bangladesh. Surma river basins are known as Sylhet Division 

of Bangladesh, which includes four districts named Sylhet, Moulvibazar, Sunamganj and Habiganj. On the 

other hand the Sylheti community in India are now living in several districts under three states. Most of them 

are living in Cachar, Hailakandi, and Karimganj under Assam state. Some of them are living in North 

Tripura, Unakoti and Dhalai under Tripura state. And a few Sylheti peoples are living in Jiribam under 

Monipur state (Simard et al. 2020, p. 2; Bhattacharya, 2023, p. 6-7) 

Although Sylheti language is considered as a variety of Bengali language, it is very different from 

Standard Bengali in terms of Phonology and Morpho-Syntax (Ahmed, 2021-2022, p. 1-2). Considering 

Sylheti language as a part of Bengali language is one of the reasons for its disappearance. However, Sylheti 

Language has their own script which is known as Sylheti Nagri (Simard et al. 2020, p. 7). Moreover, It has 

its own distinct grammar and script structure (Raychoudhury & Mahanta, 2022, p. 1). Sylheti Nagri script 

also known as Sylhoti Nagri or Sylheti Nagari is an ancient Indic script which belongs from the Brahmic 

family. This Nagri script, used to use widely for documentation in various regions, is now declining. 

Preservation of sylheti nagri script is very important for historical research and cultural heritage (Islam et al. 

2025, p. 2). The Sylheti Nagri script has 32 letters, including 5 vowels and 27 consonants. According to 

Ahmed 2021-2022, Page 16, among the 5 vowels, two are close/high vowels, two are open mid vowels and 

one is open/low vowel. Compared to Bengali language, there are close mid vowels in Standard Bengali 

which Sylheti does not have. Even, the Sylheti Nagri language supports the Unicode. So, it can allow the 

digital representations of consonants, vowels and vowel marks. However, the compound character of Sylheti 

script does not have equivalent Unicode (Islam et al. 2025, p. 1-2; Ahmed 2021-2022, p. 16). Even, Sylheti 

Nagri has a unique literary tradition named “Puthi-Pora” where “Puthi” means “Book” and “Pora” means 

“Read”. In this tradition, the performer performed “Puthi-Pora” with musical effects to talk about mythical 
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tales, love stories and religious faith (Simard et al. 2020, p. 7). In addition to its preservation, many 

researchers tried to create an OCR (Optical Character Recognition) system for Ngari. However, creating an 

OCR system for Nagri was very difficult because of many problems like complex characters, damage or 

noise, similarity with Bengali and Hindi language etc. (Islam et al. 2025, p. 1-2). Moreover, VGG-19 model 

contributes a lot to preserve and recognize Sylheti Nagri script, where VGG means Visual Geometry Group 

which is a type of Convolutional Neural Network, specially designed by a kind of artificial intelligence to 

process and understand images. This model helps researchers to classify and distinguish complex and similar 

looking letters. But there are some limitations of this model including data limitations, mostly similar 

looking characters, high computational cost etc. (Islam et al. 2025, p. 8). 

Furthermore, language is the symbol of a nation which represents the ethnic identity of this nation. This 

concept is not only applicable for the major community, but also for the minority (Ayan, 2015, p. 1). 

Language plays an important role for shaping and preserving cultural identity. Sociologist Pierre Bourdieu 

says, “language is not just a medium of communication but a symbol of power. It reflects social status and 

reinforces existing social hierarchies” (Malakar, 2017, p. 3). Based on sociolinguistic, politics, and legal 

perspective language loss affects ethnic identity, because nationalism, ethnicity, identity and language are all 

connected. Even, many sociolinguists think that language and identity are naturally and strongly connected 

(Schmidt, 2008, p. 3). According to (Hossain, 2013, p. 10), Sylheti Nagri language is the identity of the 

Sylheti people. It is also important to know that the concept of Sylheti identity totally different from Bengali 

culture. So, the disappearance of Sylheti Nagri Language can be the cause of losing Sylheti identity. Even, 

(Malakar, 2017, p. 6) says, “the gradual decline of the Sylheti language is a serious threat to the cultural 

identity of the Sylheti community”. As language and culture are highly connected, important traditions and 

values can disappear because of the language decline. 

There are so many reasons of a language decline, like political influences, economic pressures, religious 

factors, demographic changes, mass media, social markers, and ecological or natural disasters. But among 

them, Political Authority is the most important reason in this issue (Ayan, 2015, p. 1, 2). Sylheti language is 

not politically or officially recognised in both India and Bangladesh. Additionally, the Sylheti language is 

considered as a dialect of Bengali language in Bangladesh. Even, Sylheti is often regard as a ‘slang’ or as a 

poor version of Bengali, which does not have any rights. In Bangladesh, Bengali is the only national 

language of the country, which has an important political dimension in case of linguistic landscape. In India 

there are so many state languages which have official recognition, but Sylheti language is not recognised 

politically or officially (Simard et al. 2020, p. 2, 4). After 1971, the last printing presses of Sylheti Nagri 

Language were destroyed and newly formed Bangladesh government discouraged to use Sylheti Nagri, 

making this script gradually disappeared (Simard et al. 2020, p. 7). However, official recognition is mostly 

important to preserve a minority language. But in the case of Sylheti language, there is no official script or 

grammar for this language both in Bangladesh and India, as its political history considered this language as a 

dialect of Standard Bengali language. “Even the Sylheti speakers are encouraged to use the Bengali script 

rather than the Nagri script, which is closer to spoken Sylheti” (Raychoudhury & Mahanta, 2022, p. 1). 

Therefore, language loss can’t be explained only with Political or economical factors. In this case researchers 

found three types of Language loss. The first one is Population Loss which means the declining number of 

speakers .The second one is Forced Shift which means the force given by the government to stop using 

language. And the third one is Voluntary Shift, that refers to wishes of the minor community to use their own 

language.(Ayan, 2015, p. 8) In case of Sylheti language, the last type of language decline is mostly related as 

the people of Sylhet are shifting to another language because of the dominant language and the effect of 

multilingualism in the diasporic community. 

One of the major reasons of Sylheti language decline is border division of 1947.This division make 

Sylheti community as two parts of two dominant countries. As a result Sylheti people were indirectly forced 

to adapt Bengali or Assamese for education, jobs, and social acceptance. Even, “Today’s political borders do 

not correspond to historical, cultural, and linguistic community borders” (Simard et al. 2020, p. 2). 

Consequently, the lack of language policy and language education can be the reason for minority language 

loss. Because, the language policy and language education are considered as a vehicle of promoting the 

vitality, versatility and stability of a language. Some people can say that language policies are the main 

reasons for losing minority languages, while some people can argue that it can be the only way to survive 

them. However, it is possible that a language still spoken or used by the minority where policy says it is 

prohibited to use. For example, “during the time of Franco regime, Basque language was prohibited to use, 

but the Basques were using their language continuously in several ways. When Franco died, Basque 
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government was established and they standardized their language. However, the Basque government still 

cannot require Basque for employment, because of the Spanish constitution” (Ayan, 2015, p. 2). However, in 

the case of Sylheti language there is not such a policy to prevent using Sylheti language in Bangladesh, India 

or any other countries, but it still needs a policy by the Bangladesh and Indian government to preserve it. 

The migration rate of Sylheti people is significantly higher than other Bangladeshi people. As a result 

the Sylheti diasporic community is increasing day by day making their language disappear due to the impact 

of multicultural language mix. However, the identity of the diaspora community is tightly connected with 

their language (Winstanley, 2025, p. 68). A lot of Sylheti people are living abroad specially in the UK, USA, 

France, Middle east countries like UAE, Saudi Arabia (Amit, 2025, p. 2). Among them, a huge number of 

Sylheti people are living in the UK, which is approximately 90-95% of the overall Bangladeshi diasporic 

community. They are creating a strong connection between the UK and Sylhet region of Bangladesh (Amit 

2025, p. 1), (Simard et al., 2020, p. 5). As a huge number of Sylheti people are leading a diaspora life, it is 

important to evaluate the reason for Sylheti language decline abroad, especially in the UK. The new 

generation of the Sylheti diasporic communities are suffering a lot to adapt Sylheti language for the impact 

of multilingual culture. Even in the diasporic community of Sylheti, some parents do not speak Sylhety to 

their children. As result the number of Sylheti speakers are reducing, because the new generation are not 

getting Sylheti as a mother tongue (Simard et al. 2020, p. 10-11; Winstanley, 2025, p. 5). However, In the 

UK there are many complementary schools who teach heritage languages like Bangla, which help Sylhety 

people to learn their language as Standard Bengali language is similar to Sylheti language. But only focusing 

on Standard form can be the cause of decline of Sylheti Language (Winstanley, 2025, p. 80). Another 

problem for new born Sylheti children in the UK to learn Sylheti without an associate Script. In many 

language schools they are learning Arabic (for religious purposes) and Standard Bangla, as they have their 

scripts and literature. But they are only learning sylheti from family, because in the language school it is too 

tough to teach Sylheti without a perfect script. (Winstanley, 2025, p. 279-280). Although Sylheti people in 

the UK speak their language freely, linguistic racism is increasing in the UK day by day. The people of 

different linguistic communities are being told to speak English or facing anti-multilingual graffiti. For 

example, the 2020 poster in Norwich banned other languages (Winstanley, 2025, p. 267). However, 

Winstanley did not appear strongly about this issue but it can be a big issue for the Sylheti diasporic 

community in the future. 

The adoption of pan India norms and the influence of dominant culture has contributed much in the case 

of Sylheti language decline. Additionally, using Hindi and Bengali rather than Sylheti dialect has contributed 

much to this decline (Malakar, 2017, p. 1). For the Sylheti community, standard Bangla, Hindi and English 

are being used as a dominant and formal language in the educational institutes, government offices, and mass 

media, which made Sylheti language less valued. “As Sylheti language is not a formal language, it is only 

spoken as a dialect of the Sylheti community for centuries to express their thought and emotion” (Malakar, 

2017, p. 6). As a result, Sylheti people borrow words from the dominant language like Hindi, Bengali and 

English, making the dialect gradually disappear. Even, native Sylheti speakers believe that using dominant 

language will help them to gain respect, approval and social advantage, which ultimately affects their 

identity. Developer of the concept of linguistic imperialism, Robert Phillipson, opines that “powerful 

languages (like Standard Bengali and Hindi) often replace marginalised, regional, and indigenous 

languages”. As a result, the modern generation of the Sylheti community feels ashamed of speaking in their 

own dialect. For this reason, the Sylheti parents are seen communicating with their children in Bangla, Hindi 

or English most often, making Sylheti language under threat (Malakar, 2017, p. 3, 6). According to (Ayan 

2015, p. 14), he highlighted some factors for minority language loss. Among them, language acquisition is a 

factor which indicates that, when children learn language from their mother tongue only by hearing, 

language is not fully transmitted and minority languages disappear. Another reason is dialect differences 

within the minority which create discontinuities in the language. In the case of majority language, they get 

enough input for using their language like mother tongue, practice in the family, do study in the school and 

use as official language. As a result they can maintain the standarity of their language flow. On the other 

hand, minority language users only practice it at their home, making their language distorted. Even, minority 

children become bilingual, maintain one language at home another language in school (Ayan, 2015, p. 14). 

According to (Winstanley, 2025, p. 19-20), one of the reasons behind Sylheti language decline is 

enregisterment and translanguaging, which means the idea of borrowing or language mixing. According to 

his findings, there is an inclusion of Arabic, English and Standard Bangla inside the Sylheti language. In his 

interview he noticed that the new generation of the Sylheti people was freely mixing Bangla, English and 
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Sylhei in their conversation. Also he Noticed that London born adolescents were frequently using a 

‘SylhetiCockney’ that means a fluid mixture of Sylheti and East London language (Winstanley, 2025, p. 33-

34). However, language loss mostly happens in multilingual societies where a minority language is gradually 

replaced by the majority language. As a result the speakers of minority languages are shifting to the 

dominant languages, because of power imbalances, prejudice, discrimination and social pressure. Even 

minority people adopt the majority language just because of gaining social culture and economical 

advantages. Moreover, identity and language are strongly influenced by political and social changes. Some 

language loss happens because of unequal power relations, where minority people are pressured to adopt 

majority languages (Schmidt, 2008, p. 11). Even, many language ecology supporters were unable to explain 

the actual reason for language to disappear, but they found that power imbalance, like the dominant group 

being more powerful than the minority, can be an important factor of language decline. An American 

linguist, philosopher and cognitive scientist Noam Chomsky says, ‘Questions of language are basically 

questions of power’ (May, 2012, p. 19). 

In terms of multilingualism ideology, dominant languages always respect the minority language and 

support their development. Also, minority people feel free to express their own language (Ayan, 2015, p.13). 

But unfortunately, the practice of multilingual conversation in the Sylheti community is becoming a threat 

because of losing their own word dominated by other languages. In the UK the 2nd generation 

(parents) speaks English to the 3rd generation (children), where the 1st generation (grandfather or 

grandmother) had strong connection with Sylheti language and they are unable to speak English. As a result 

the people of 3rd generation use a mixture of Sylheti and English, which indicate how 3rd generation 

adapting multilingualism to maintaining family and cultural connection (Winstanley, 2025, p. 83-84). 

Because of practicing multilingual culture, many Sylheti words are disappearing day by day. However, many 

schools think that bilingual or dialect speaking students are similarly capable of learning as monolingual 

students. Even myths and misconceptions persist that bilingualism creates confusion, so students must give 

up one language fully to learn another language. As a result, minority languages are gradually declining. In 

many cases non-English speech is considered as a sign of deficiency rather than linguistic diversity (Murillo 

& Smith, 2011, p. 4, 6). Similarly, non- Bengali speech in Bangladesh and non-Hindi speech in India are 

considered as a sign of deficiency and shame, pushing Sylheti people to lose their language gradually. 

Another reason for language loss is nationalism and nation state which means an ideology or a political 

entity defined with borders where people largely share one common identity. A philosopher and social 

scientist Ernest Gellner says that nationalism is an idea where a country should not have different ethnic 

groups divided by its borders (May, 2012, p. 21-22). According to (Ayan, 2015, p. 1), minority languages 

have few chances to survive because of nationalist language policies and other social factors. So, this 

nationalism practice can create a pressure to make them weaker and even disappear. Bangladesh has many 

minor languages which are crushed because of the processes of colonialism, post-colonialism and nation-

building. Sylheti language is one of them. One nation one language” theory is one of the significant reason 

for making Sylheti language disappeared (Winstanley, 2025, p. 13; Malakar, 2017, p. 3) said, “the shift of 

religious practices and the decline of indigenous rituals among the Sylheti community can be seen as a form 

of cultural imperialism, where the Sylheti community is forced and compelled to adopt the values and 

practices of the dominant society”. Sylheti culture has a long tradition of Islamic mysticism and Sufism. 

However, the Sufi heritage is gradually declining as the younger generations are often influenced by 

different religious ideas coming from the Sylheti diasporic community. (Amit 2025, p. 8-9) 

The process of language shift can be described in three stages. Firstly, the minority language speakers 

will get pressures from the dominant languages to use their language. This approach mainly happens through 

schooling system. Secondly, minority language speakers started practicing bilingualism. This tendency is 

mostly noticed by the new generation. In the third stage, most of the minority language speakers were 

replaced by the majority language. As a result, a few people remain to speak minority languages (May, 2012, 

p. 16-17). In the case of Sylheti language, it is in the 2nd stage. Because, the effect of the first stage already 

appeared, when the use of Bengali and Hindi language in schools and official works created an indirect 

pressure on the Sylheti people to use those dominant languages. Nowadays, the new generation practices 

bilingualism through the mixture of Sylheti, Bengali, Hindi and English, which indicate the 2nd stage of 

language shift. If this flow goes like this, in the future most of the Sylheti people will be replaced by the 

dominant language and a few people will be hardly able to speak Sylheti language 

According to (Schmidt, 2008, p. 11-13), there are some reasons behind minority language. Such as the 

legal status of a language & institutions: official recognition of a minority language can affect its uses and 
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prestige. Otherwise, people will adopt majority language because of its recognitions, B. The symbolic value 

of a language: it indicates the social status of a language among people. The minority language connected 

with traditions and folklore, so it is considered as an outdated language. On the other hand, dominant 

languages are connected with modernity. As a result minority people want to adapt majority language, C. The 

restricted or weak functionality:  it means minority language is not being used in modern life such as in 

education, work, media, technology etc, D. The demographic factor: demographic factors such as number of 

speakers, location, mixed marriages, immigration, social condition of population has a great affects in case of 

surviving of a language. In this case (Ayan, 2015, p. 1) added that, the surviving possibility of a minority 

language mostly depends on the number of its speakers. If the number of minority language use by the 

community goes less than 70%, it indicates that the language is at the high risk of disappearing, E. The 

participatory factor – economic and social opportunities: the effects of minority language mostly caused by 

the economical and social factors. 

For understanding the reasons behind the decline of minority language and the exertion of its 

preservation, it is important to study some relevant cultural theories. One of the most important theory is 

Cultural Homogenisation.  According to this theory,  a unique or local culture becomes similar to a  dominant 

culture due to the influence of globalization, mass media, technology, international trade etc. (Malakar, 2017, 

p. 1-2). In the case of Sylheti people, there is a clear impact of cultural homogenisation. For example, Sylheti 

young generations are speaking or using Hindi or Bangla language and culture instead of their Sylheti dialect 

and culture, resulting Sylheti language is being less used and Sylheti culture becoming more similar to Hindi 

or Bangla. Another theory is Postcolonial Theory. From the perspective of this theory, minor communities 

are often found controlled by the dominant culture, when these kinds of narratives are imposed by former 

colonizers or leading nations-state (Malakar, 2017, p. 3). 

Another reason for the decline of Sylheti language is the use of other languages by the young generation 

in the social media platform. To practice Sylheti language in purpose of its preservation, a significant step 

has been taken by a group of individuals, who created a Unicode character for the Sylheti Nagri script. 

Creation of Unicode characters is the first step and the second step is to create fonts of this script, so that 

Unicode characters can be read in the text processing software and internet browser. The final development 

is to make a keyboard for this script and make it available for android and apple devices for the Sylheti 

people (Simard et al. 2020, p. 8). Another approach to protect the Sylheti language is SOAS Sylheti Project 

(SSP). It has a significant contribution to preserving Sylheti language. This project was taken by the 

collaboration of SOAS and Surma Community Centre in Camden. SOAS (School of Oriental and African 

Studies) is a constituent college of the University of London, specialized in the study of Africa, Asia and 

Middle-East about Language, Culture and Societies. From 2003, the Linguistics Department of SOAS started 

postgraduate teaching and research on the theory and practice of language documentation, description and 

revitalisation to develop the expertise of those who are working on minority language and train the future 

language documenters. On the other hand, Surma Community Centre was established in 1976 to support 

Bangladeshi migrants in the UK. In 2011, SOAS started collaborating with the Surma Community Centre as 

the community expressed concern that younger Sylheti speakers in the UK were shifting to English at a high 

rate, declining the use of sylheti language and cultural traditions. Following this issue, the SOAS Sylheti 

Project (SSP) was launched in 2012 to document and describe Sylheti in Camden (Simard et al. 2020, p. 12, 

14; Winstanley, 2025, p. 19-20; Simard et al. 2020, p. 12-14) says, “The SSP has three important 

contributions, 1. to challenge the traditional exclusionary relationships between research, education, and the 

‘real world’; 2. to enhance students’ experiences by giving them training in authentic aspects of research, 

including community-based fieldwork and analysis; and 3. to demystify the role of universities in UK society 

by encouraging Sylheti speakers to get directly involved in research activities, thus breaking down the walls 

between academia and the ‘outside world’ and raising awareness of the work that linguists do and its 

relevance to the lives of community members.” 

Methodology 

This study is based on a qualitative research method with semi-structured interviews. In this research 20 

participants were selected to participate in the interview through video calls. Each interview took 

approximately 30 minutes. The participants were selected from different countries, but belong to the Sylheti 

community. There was no minor participant who is under 18 years old. All the participants gave their 

consent to participate in this interview and also the interviews were recorded with their permission. 
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The interview had three main parts. In the first part we collected data about participant’s knowledge of 

Sylheti language and its script. Additionally, we got their opinions about the importance of this language as 

an identity of their community. In the second part, we discussed about the decline of this language and got 

the opinion of the participants about the factors behind Sylheti language decline. Finally, in the third part, we 

discussed the responsibility for preserving Sylhety language and got opinions from the participants about the 

necessary steps that should be taken to preserve this language. 

Interview: An interview is a qualitative research method where participant are asked to share about 

their experiences, opinions, or perspectives through question and answer. It helps researchers to explore a 

topic more deeply which may be not possible to do through a structured surveys or other quantitative 

methods. In this study, we used semi structured interview method which means use of close ended questions 

with a comment at the end. Actually, this method allows the participants to elaborate their answers and share 

additional thoughts that may give some information which is new but important for our research.  

Selection Procedure: We selected participants based on their connection with Sylheti community. 

Some of them were living in Sylhet where rest of them was leading diasporic life in many different countries 

in the world. Most of the participants were selected from Generation Z because they are the people who 

know how the Sylheti language was used in the past and how it’s being use with decline among younger 

generations nowadays. 

Analysis Method: This interview will be analyzed with coding, thematic, and deconstructive methods. 

In case of coding, we will codify the words by counting how many times a word was used during the 

interview by the participants. The frequency of the word will indicate the importance of it in this research. In 

terms of thematic analysis, we will identify the themes of the collected data. Actually, we will create a table 

where in the horizontal column we will write the main themes and in the vertical rows we will write the 

number of interviews. Then in the cells we will mark the events according to the Likert scale. However, in 

the deconstruction method, it is a psychological concept. Here we will try to find out the inner meaning of 

the thoughts of the participants even if they did not mention it directly. 

Result 

Codifying the Interviews. Here we will select key words related to both the factors of language decline 

and the importance or status of the language in two different tables. In both tables, the first column will 

contain key words and the second column will contain the frequency of words used by participants during 

the interviews to understand the perspectives of the participants regarding this study. 

Table 1 

Words that refer to the factors of Sylheti language decline 

Key Words Frequency of Words 

Border Division 21 

Lack of Official recognition 117 

Educational System and Script Preservation 148 

Influence of Dominant Language 109 

Governmental Influences 136 

Diasporic Community  and Multilingualism 78 

Nationalism 13 

*Source: compiled by the authors 

Table 2 

 Words that referred to the status and importance of Sylheti language 

Key Words Frequency of Words 
Cultural Identity 278 

Language Declining 116 

Minority Language or Dialect 103 

Endangered Language Script 126 

*Source: compiled by the authors 
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Thematic Analysis. Here we will create another two tables where one table will assign a score in each 

cell to indicate the degree or intensity of the theme and another table will allow us quantify data based on the 

score of first table. 

Table 3 

This table assigns a score in each cell to indicate the degree or intensity of the theme 

Score Degree or Intensity 

0 Absent 

5 Moderately Present 

10 Strongly Present 

*Source: compiled by the authors 

Table 4 

This table assigns score according to the table 01 for each key word that refer to the factors of Sylheti 

language decline and the status or importance of this language 
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Deconstructive analysis: In this method, we tried to find out the inner meaning of the participant’s 

thoughts regarding the decline of Sylheti language. Although most of the opinions regarding the factors 

language decline were clear by all the participants, there are some points which have hidden meaning. 

Firstly, most of the people said that Sylheti language should be recognized officially by the government. 

That means Sylheti language is not officially recognized and it is one of the major reasons of its decline. 

Secondly, many participants said that they are doing study in pure Bengali language and there is no 

education system or book that can teach them Sylheti language. That means this language is highly 

influenced by dominant language and it is important to include this language in the education system to 

preserve it. However, there were no other inner meanings for rest of the factors as they directly mentioned 

their concern about those factors. 

Discussion 

The findings of this study show that Sylheti language bears the cultural identity of the Sylheti 

community and this language is considered as a dialect or minority language both in Bangladesh and India. 

But, this language and its script are declining day by day making threat for the cultural identity of this 

community. This study also found that there are several factors are responsible for its decline including lack 

of official recognition, educational system, lack of governmental awareness, influences of dominant 

language, multilingualism caused by diasporic community, border division and nationalism. However, those 

factors are not equally responsible. Some factors have huge influences which are the main factors, some have 

mild influence and some have a few influences that can be ignored. According to the data analysis and result, 

we ensured that educational system, lack of official recognition and lack of governmental awareness are the 

main reasons. The most interesting part of those main factors is that they are deeply interconnected in a chain 

of dependencies. Because the educational system can include this language in its curriculum only if it is 

officially recognized. And recognition of this language mainly depends on the government. So, directly or 

indirectly our result indicate that the government is the main factor for this language decline. In case of the 

influences of dominant language and multilingualism caused by diasporic community, they have medium 

impact in this issue. However, border division and Nationalism are the minimal factors. 

These results directly address the research question by showing that Sylheti language is the cultural 

identity of the Sylheti people which is declining because of some factors including lack of official 

recognition, educational system, lack of governmental awareness, influences of dominant language, 

multilingualism caused by diasporic community, border division and nationalism. Those findings support our 

expectations with some exceptions. Our aim of this research was to prove that this language bears the 

cultural identity of the Sylheti people which is declining because of some factors. And we found that this 

language is their cultural identity and it is declining day by day. We also found that our expected factors are 

also responsible for this decline. But, the unexpected thing is that border division and nationalism are not that 

much responsible as we expected. Because, we thought that border division could be the main reason and 

nationalism would be one of the important reason. But, according to the data and result, the influence of 

border division and nationalism are minimal that can be considered negligible. 

The findings of our research are mostly aligns with previous studies but, still there are some differences. 

Firstly, our findings support that language is the identity and culture of the Sylheti community which is 

declining gradually (Ayan, 2015, p. 1; Schmidt, 2008, p. 3; Hossain, 2013, p. 10; Malakar, 2017, p. 6).  Also, 

our findings regarding the factors of its decline support previous studies. We found that lack of official 

recognition, educational system, lack of governmental awareness, influences of dominant language, 

multilingualism caused by diasporic community are the important reasons of this language decline (Ayan, 

2015, p. 1-2, 13; Simard et al. 2020, p. 2, 4, 10-11; Winstanley, 2025, p. 5). However, in case of Border 

division and nationalism, our findings are different from previous studies. Simard et al. (2020, p. 2)) said that 

one of the major reasons of Sylheti language decline is border division of 1947. But, in our data and result, it 

is indicated that border division has influences in this case but it’s very minimal and considered negligible 

(Winstanley, 2025, p. 13; Malakar, 2017, p. 3) said that one nation one language (nationalism) theory is one 

of the significant reason for making Sylheti language disappeared. But, our finding said that nationalism has 

not that much influences in this issue. 

These findings highlight the importance of Sylheti language regarding saving the cultural identity of the 

Sylheti people. It indicates that if Sylheti language disappeared, the identity and culture of this community 

will also be disappeared. In this article, we mentioned that this language is declining and there are some 

factors which are responsible for this. So, this article can help this community to find out the way to save 
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their language by solving those factors. We also mentioned that how government is the main factor for this 

decline. So, this article will help the people to understand that if they want to solve this problem, they should 

target the government first as most of the factor will be solved automatically if they solve the matter of the 

government. 

The limitations of this study should be the small size of the data, as this research was based on 

interviews with only 20 participants. Also, all the participants were young Sylheti people which may not 

fully represent the perspective of older generation. Additionally, we only took interviews from the Sylheti 

community living in Bangladesh. As there are also a Sylheti community living in India and we did not take 

their interviews, the findings may have limited generalizability across the entire Sylheti population. 

Furthermore, as the study is based on self reported data from semi structured interviews, there is a possibility 

of subjective bias in participant’s responses. 

Future research can expand this study in many important directions to decrease the limitations. First of 

all, future studies can include a large number of data sample including big number of participants, different 

age groups, different professions. Also, data can be collected from the Sylheti community living in both 

Bangladesh and India. Secondly, cross regional studies can be conducted to examine actual status of Sylheti 

language in India, Bangladesh and Diasporic Community as government and educational system differ 

across regions. Thirdly, future studies can adopt mix method research a combination of qualitative and 

quantitative methods for better result and understandings. Finally, future studies can be based on finding out 

the way of preserving this language by mitigating the factors responsible for this language decline. 

Conclusion 

This study demonstrates that Sylheti Nagri language and its script are not only a tool of communication 

but also a fundamental pillar of cultural identity for the Sylheti community. Despite this language being 

spoken by millions of people, it is declining day by day because of several reasons. Among these, the main 

reasons are the lack of official recognition, lack of governmental awareness and absence in educational 

system. Also, influence of dominant language and multilingualism caused by diasporic community are the 

moderate factors in this issue. Additionally, border division and nationalism still have some influences but it 

can be considered negligible. 

This finding highlights a critical reality that this language loss is directly connected with the erosion of 

cultural identity for the Sylheti community. As Sylheti community continues to loss their functional space in 

education, media and everyday uses, the tradition, culture and value of this community are also at risk. 

Therefore, urgent and coordinated actions are needed to preserve the cultural identity of the Sylheti 

people through preserving their language. In this case, government should play the main role as official 

recognition and inclusion in the educational system are mainly depends on the government. Also, the 

community itself should be aware of their language and should raise their voice strongly for preserving their 

own language and cultural identity. Without such actions, Sylheti language will slowly move from declining 

to endangered situation. Ultimately, saving Sylheti Nagri is not only about saving a language, it also about 

saving a cultural identity of the Sylheti people. 
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Abstract 
This article analyses employee motivation measures at UAB ‘McDonald’s’ with the aim of determining which factors – financial incentives or flexible 

working hours – are more effective in motivating employees. The study employed methods of scientific literature analysis, secondary data analysis and 
a questionnaire survey. The results of the empirical study showed that the majority of employees prefer flexible working hours, which allow for a better 

work-life balance. It was found that, although financial incentives remain important, non-financial motivational measures are of greater significance for 

employee engagement and job satisfaction in the modern work environment. The results of the study may be useful to organisations seeking to improve 

their employee motivation systems. 

Introduction 

Relevance of the article’s topic. In modern organisational activities, employee motivation is one of the 

most important factors that significantly influence the organisation’s operational effectiveness, employee 

productivity and job satisfaction (Robbins, Judge, 2017). Consequently, increasing competition in the labour 

market and changing employee expectations are driving organisations to constantly seek ever more effective 

employee motivation measures. Organisations aim not only to attract qualified employees but also to retain 

them, and for this reason, they place great emphasis on improving motivation systems (Armstrong, 2020). 

Traditionally, financial incentives, such as bonuses or salary supplements, were considered one of the most 

important ways of motivating employees. However, in recent years, increasing attention has been paid not only 

to financial but also to non-financial motivational measures, such as flexible working hours, which allow 

employees to better balance their professional and personal lives (Armstrong, 2020). R. Ryan and E. Deci 

(2020) emphasise that modern employee motivation is increasingly linked not only to external incentives but 

also to internal factors, such as autonomy, a sense of competence and social connection. M. Armstrong and S. 

Taylor (2023) also stress that in modern organisations, motivation systems must be complex and geared 

towards long-term employee engagement. 

Justification of the scientific problem. Employee motivation is defined as a process that explains the 

intensity, direction and persistence of an individual’s efforts in pursuing a specific goal. Maslow’s hierarchy 

of needs theory, originally proposed in 1943, is one of the best-known theories of motivation. Despite being 

one of the earliest motivation theories, it remains a widely discussed topic in contemporary academic literature 

(Robbins & Judge, 2017; Armstrong, 2020). This theory states that human behaviour is determined by different 

needs, which are arranged in a hierarchical order: physiological, safety, social, esteem and self-actualisation 

needs. In an organisational context, this means that employee motivation can be driven both by financial 

incentives, such as salary or financial bonuses, and by measures that satisfy needs, such as ensuring a work-

life balance through flexible working hours. Therefore, in light of the issues discussed, this study aims to 

answer the main research question of the article: what motivates McDonald’s employees more – financial 

bonuses or a flexible work schedule? According to recent research, flexible work arrangements are becoming 

an increasingly important motivational factor, particularly among young employees and students (Lee et al., 

2024). This suggests that, in certain cases, non-financial measures may be no less important than financial 

incentives. 
The aim of this article is to assess which factors motivate McDonald’s employees more: financial 

bonuses or a flexible work schedule. 

The subject of the study is employee motivation at McDonald’s. 

Objectives of the article: 

1. To analyse the concept of employee motivation and the main motivation theories in the academic 

literature. 

2. To determine the significance of financial and non-financial motivational tools for employee 

motivation.  

3. To assess the factors influencing employees’ attitudes towards financial incentives and flexible 

working hours as motivational tools at McDonald’s. 
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Data collection methods: 

• Analysis of academic literature. 

• Analysis of secondary data. 

• Survey. 

Data analysis methods: 

• Comparative analysis 

Practical significance of the article. This is evident in that the research findings can help McDonald’s 

staff better understand which employee motivation tools – financial incentives or flexible working hours – are 

most effective in motivating staff. The study’s conclusions may also assist in making decisions regarding pay 

systems and work flexibility, thereby improving employees’ working conditions. 

Theoretical analysis of employee motivation measures. The concept and essence of employee motivation 

Employee motivation is one of the most important factors determining the effectiveness of an 

organisation’s operations, influencing employee productivity, engagement and work performance. In the 

academic management literature, motivation is defined as a set of factors or a process that encourages 

employees to pursue the organisation’s goals, directs their behaviour and determines the intensity of their 

efforts (Alymurat, Muhai, Sparrow, 2021; Bevins, 2018; Aithal, Kumar, 2016). Various authors emphasise that 

motivation is linked to both internal and external factors that encourage employees to act, achieve results and 

sustain their efforts. This suggests that employee motivation is a complex process involving both personal 

needs and the motivational measures applied by the organisation. 

Table 1 

Concept of motivation 

Author (year) Concept 

Alymurat, M., Muhai, 

T. Sparrow (2021) 

Employee motivation is understood as a set of incentives and factors that encourage 

employees to pursue the organisation’s goals and improve their work performance. 

Ryan, R., Deci, E. 

(2020) 

Motivation is linked to the fulfilment of intrinsic psychological needs (autonomy, 

competence, relatedness). 

Bevins, D. (2018) A combination of internal and external factors that encourages a person to act, pursue goals 

and make efforts to achieve a specific result. 

Aithal, P. S., Kumar, P. 

M. (2016) 

The process that motivates a person to act, directs their behaviour and determines the 

intensity of their efforts in pursuit of specific goals. 

Gagné et al. (2015) Motivation – the process that drives employee behaviour – is closely linked to the fulfilment 

of employees’ psychological needs. 

*Source: compiled by the authors of the article based on scientific literature 

The data in Table 1 show that, according to researchers (Gagné et al., 2015), employee motivation within 

an organisation is closely linked to the fulfilment of employees’ psychological needs. R. Ryan and E. Deci 

(2020) identify three further fundamental needs – autonomy, competence and relatedness – which have a 

significant influence on intrinsic motivation. 

An overview of motivation theories  

Employee motivation is one of the most important factors determining an organisation’s operational 

effectiveness. Maslow’s hierarchy of needs theory (1943) is one of the best-known theories of motivation, 

explaining human behaviour through the fulfilment of various needs. According to this theory, human needs 

are arranged in a hierarchical order from the lowest to the highest, and higher-level needs only become 

important to a person once the lower-level needs have been satisfied. There are five identified basic levels of 

needs. The first level consists of physiological needs, which encompass the basic needs necessary for human 

survival, such as food, water and rest. The second level comprises safety needs; this level relates to physical 

and economic stability, as well as job security. The third level covers social needs, such as communication and 

relationships with other people, whilst the fourth level covers esteem needs, which are linked to a person’s 

self-worth, recognition and respect. The fifth and highest level consists of self-actualisation needs, related to 

personal potential, self-improvement and self-expression. For organisations, this theory helps to understand 
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that motivation depends not only on financial incentives but also on the opportunity to satisfy higher-level 

needs (Maslow, 1943, as cited in Alymurat, Muhai, & Sparrow, 2021). 

Another very important theory of motivation was developed by the psychologist Frederick Herzberg 

(1959). His two-factor theory states that employee motivation is determined by two distinct groups of factors: 

hygiene factors and motivational factors. Hygiene factors, such as pay, working conditions and safety, do not 

in themselves motivate employees, but their absence leads to job dissatisfaction. Motivational factors, such as 

recognition, responsibility and career opportunities, encourage employee engagement, increase satisfaction 

and motivate employees to strive for better results (Herzberg (Herzberg in Bevins, 2018). 

Another highly significant theory was developed by the social psychologist Douglas McGregor (1960). 

This X and Y theory explains different approaches to employee motivation. Theory X asserts that people 

generally avoid work and require strict control and external incentives. Theory Y, on the other hand, argues the 

opposite: that employees are responsible, motivated and self-reliant if provided with the right conditions. This 

theory demonstrates that a manager’s attitude towards employees has a significant influence on their 

motivation and work performance (McGregor (McGregor) in Aithal, Kumar, 2016). An overview of motivation 

theories is presented in Table 2. 

Table 2 

Overview of key motivation theories and their authors 

Theory developers Theory title 

Abraham Maslow (1943) Hierarchy of needs 

Frederick Herzberg (1959) Two-factor theory of motivation 

Douglas McGregor (1960) Theory X and Theory Y 

Ryan, Deci (1985) Self-determination theory 

Colquitt et al. (2001) Theory of organisational justice 

*Source: compiled by the authors of the article based on academic literature 

As shown in Table 2, contemporary management literature is placing increasing emphasis on self-

determination theory. R. Ryan and E. Deci (2020) argue that employee motivation is strongest when employees 

feel a sense of autonomy and have the opportunity to control their work process. Similarly, J. A. Colquitt et al. 

(2019) emphasise the importance of fairness within an organisation – employees’ perception of fairness in 

remuneration and working conditions has a direct impact on their motivation and engagement. 

Employee motivation measures 

Employee motivation measures are a very important part of organisational management, influencing 

employee productivity, job satisfaction and loyalty to the organisation. In the academic literature, they are most 

commonly divided into financial and non-financial motivation tools, and can also be classified as economic, 

organisational and socio-psychological (Dudėnaitė, Radzevičienė, 2023). 

Financial incentives, such as wages, bonuses and allowances, help to meet employees’ material needs and 

are usually effective in the short term. Meanwhile, non-financial measures, such as flexible working hours, 

career opportunities, the working environment or employee recognition, are linked to the fulfilment of higher-

level needs and are of greater significance for long-term employee motivation. 

Based on F. Herzberg’s two-factor theory and A. Maslow’s hierarchy of needs theory, it can be argued that 

financial measures reduce employee dissatisfaction, whilst non-financial measures foster their engagement and 

intrinsic motivation. It is therefore important for organisations to combine different motivational measures in 

order to ensure the most effective employee motivation and better work performance. 

M. Armstrong and S. Taylor (2023) emphasise that the most effective incentive schemes are those that 

combine financial and non-financial measures. Furthermore, J.A. Colquitt et al. (2019) argue that employee 

job satisfaction depends not only on the level of remuneration, but also on working conditions, leadership style 

and organisational culture. 

Flexible working hours as a motivational tool 

A flexible work schedule is one of the most important non-financial employee motivation tools, enabling 

employees to balance their professional and personal lives more effectively. Research shows that the ability to 
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plan one’s own working hours increases job satisfaction, reduces stress and improves emotional well-being 

(Saxena, 2018). Furthermore, flexible work arrangements strengthen employees’ sense of freedom, which is 

considered one of the most important factors in intrinsic motivation. Recent research indicates that a flexible 

work schedule is one of the most significant factors in increasing employee engagement and job satisfaction. 

S.H. Lee et al. (2024) found that employees who have the opportunity to choose their working hours exhibit 

higher levels of motivation. The CIPD (2023) also emphasises that flexible work arrangements reduce stress 

and increase employee loyalty to the organisation. 

Academic literature on economics and management also highlights that flexible working hours can 

increase employee engagement and productivity, as employees can work at the times when they are most 

productive (Omondi, K’Obonyo, 2018). However, it is noted that flexibility alone does not guarantee high 

levels of motivation – organisational factors such as leadership style, communication and employee 

recognition play an important role. 

An analysis of the hybrid working model has found that flexible work arrangements give employees 

greater freedom and trust, but can also pose challenges related to maintaining social connections and employee 

engagement (Ksenavičius, Černikovaitė, 2022). Therefore, organisations must balance flexibility with active 

measures to promote employee engagement and collaboration. 

For these reasons, flexible working hours are increasingly being used as a non-financial motivational tool, 

rather than traditional financial incentives. With this in mind, this study analyses which measure – financial 

bonuses or flexible working hours – is more effective in motivating McDonald’s employees. 

To summarise the theoretical aspects, it can be stated that flexible working hours are a significant 

motivational tool that has a positive impact on employee satisfaction, however, it has the greatest impact on 

employee motivation only when combined with appropriate organisational support, effective communication 

and employee involvement.  

A Study of Motivational Tools at UAB „McDonalds‘s“   

UAB „McDonalds‘s“ is one of the largest and best-known fast-food restaurant chains in the world, 

operating in many countries, including Lithuania. In Lithuania, McDonald’s operates in major cities such as 

Vilnius, Kaunas, Klaipėda, as well as Šiauliai and Marijampolė. The company focuses on fast service, 

standardised food quality and meeting customer needs. McDonald’s operations are based on clearly defined 

work processes and teamwork. The majority of the company’s employees are young people, often combining 

work with their studies, so flexible work arrangements are important within the company. Furthermore, 

McDonald’s aims to provide staff training, career opportunities and various motivational measures to help 

retain staff and increase their engagement at work.  

Research objective. To analyse the motivation of McDonald’s employees and determine which 

motivational tool – financial incentives or flexible working hours – motivates employees more. 

Type of research. A quantitative research design has been chosen, which allows for the objective analysis 

of data and the presentation of research results in a statistical, numerical form. 

Data collection method. The data required for the study is collected using a survey. 

Research sample: The sample consists of 26 McDonald’s employees who participated in the study. The 

respondents were selected using convenience sampling because the survey was distributed through an internal 

employee communication group. This method was chosen due to ease of access and time constraints. 

Participation was voluntary, allowing for the collection of data from employees willing to share their opinions 

on motivation measures. However, it should be noted that this sampling method may limit the generalisability 

of the results. 

Survey structure. In order to analyse the motivation of UAB „McDonald’s“ employees, a questionnaire 

was developed, divided into 5 sections. The questionnaire contains 10 questions designed to assess employee 

motivation, financial and non-financial motivational measures, and their importance. 

Employee motivation is an important part of an organisation’s operations; therefore, respondents were 

asked a question aimed at determining what motivates them most to work. The survey results are presented in 

Figure 1. 
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Fig. 1. Factors motivating employees (per cent) 

*Source: compiled by the authors of the article based on survey data 

The survey data in Figure 1 show that respondents’ views on what motivates them most to work were 

unevenly distributed. 54 per cent of respondents indicated that a flexible work schedule motivates them most. 

This indicates that it is very important for employees to be able to balance work with their personal lives. As 

a flexible work schedule is the dominant motivational factor, this may be linked to the demographic structure 

of the respondents (young employees, students). Meanwhile, 23% of respondents cited salary as the main 

motivational factor, whilst 19% chose bonuses and allowances. This indicates that financial incentives are also 

very important, but less significant than flexibility. The smallest proportion of respondents chose career 

opportunities, accounting for just 4% of all respondents, whilst a good team was not selected by a single 

respondent. 

It is important to assess the significance of individual motivational factors, so respondents were asked to 

rate the importance of financial allowances on a scale of one to five. The survey results are presented in Figure 

2. 

 
 

 

 

 

 

 

 

 

 

Fig. 2. Importance of financial incentives (per cent) 

*Source: compiled by the authors of the article based on survey data 

The survey data presented in Figure 2 reveal how respondents rate the importance of financial incentives. 

50 per cent of respondents rated financial incentives as 4 out of 5, whilst 42 per cent rated their importance as 

5 out of 5. This indicates that the majority of respondents view financial incentives as an important motivational 

tool. Meanwhile, 8 per cent of respondents rated the importance of financial incentives as average, giving them 

3 points, whilst no respondent selected the lowest ratings, i.e. 1 or 2 points. 

It is also important to assess the significance not only of financial but also of non-financial motivational 

tools, therefore, respondents were asked a question aimed at determining how important a flexible work 

schedule is to them. The results of this question are presented in Figure 3. 
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Fig. 3. Importance of a flexible schedule (per cent) 

*Source: compiled by the authors of the article based on survey data 

The survey results analysed and systematised in Figure 3 show how respondents rate the importance of a 

flexible work schedule. 46 per cent of respondents gave this measure the highest rating – 5 points – whilst 35 

per cent of respondents gave it 4 points. This indicates that the majority of respondents consider flexible 

working hours to be a very important motivational tool, as the combined total of 4 and 5 marks accounts for 

81 per cent of all respondents. Meanwhile, a smaller proportion of respondents rated the importance of a 

flexible work schedule as average: 15 per cent gave it 3 points, 4 per cent gave it 2 points, and per cent gave it 

1 point, whilst no respondent chose the lowest rating. Compared to the assessment of financial incentives, it 

can be seen that flexible working hours are rated even higher, as more respondents gave them the maximum 

rating. 

In order to directly compare the importance of financial and non-financial motivational measures, 

respondents were asked the final question in the survey, which sought to determine which measure they would 

choose – financial incentives or a flexible work schedule. The results of this question are presented in Figure 

4. 

 

 

 

 

 

 

 

 

 

 

Fig. 4. Employees’ choice: financial incentives or flexible working hours (per cent) 

*Source: compiled by the authors of the article based on survey data 

The survey data presented in Figure 4 show the respondents’ choice between financial incentives and a 

flexible work schedule. 58 per cent of respondents indicated that they would choose a more flexible work 

schedule, whilst 42 per cent would choose a higher salary. These results indicate a clear trend that employees 

prioritise non-financial incentives. 

It can be observed that, although financial incentives are important, a flexible work schedule is of greater 

value to employees, as it allows for a better work-life balance and provides greater autonomy. This confirms 

that, in the modern working environment, employee motivation is increasingly linked not only to financial 

remuneration but also to the flexibility of working conditions.  

Conclusions 

Employee motivation is one of the most important factors determining the effectiveness of an 

organisation’s operations, influencing employee productivity, job satisfaction and engagement. A properly 
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selected and implemented motivation system not only encourages employees to strive for better results, but 

also helps to retain them within the organisation and increases their loyalty. 

An analysis of scientific management and economic literature has shown that employee motivation is 

determined by both financial and non-financial motivational measures, but their impact differs – financial 

measures more often satisfy material needs, whilst non-financial measures are linked to the fulfilment of 

higher-level needs and long-term motivation. It is therefore important for organisations to apply a balanced 

system of motivational measures. 

The results of the study revealed that the majority of McDonald’s employees (54 per cent) value a flexible 

work schedule most highly, whilst financial incentives such as salary (23 per cent) and bonuses (19 per cent) 

are also important, but less significant. It was found that flexible working hours are rated higher by employees 

than financial bonuses, as the majority of respondents gave them the highest rating. 

Furthermore, the majority of employees (58 per cent) would choose a more flexible work schedule over a 

higher salary, which highlights the clear importance of non-financial motivational tools. This suggests that, in 

order to effectively motivate employees, organisations should focus more on work flexibility and meeting 

employees’ needs. 

The survey results confirm the claims of self-determination theory (Ryan and Deci, 2020) that autonomy 

and the ability to control working hours are important factors in intrinsic motivation. 
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Abstract 
The aim of this scientific article is to analyze the trolleybus driver recruitment process within the structural unit “Trolleybus Operations Department” 

of the municipal company “Rīgas satiksme”, identifying key challenges and developing proposals for process improvement. The article examines the 

theoretical development of personnel recruitment, emphasizing the shift towards a strategic, data-driven, and technology-oriented approach, including 

the role of artificial intelligence in modern human resource management. The research methodology is based on secondary data analysis, including the 

examination of the company’s internal documentation, personnel statistics, and CV application records, as well as a quantitative employee survey 
involving 61 respondents. The main findings of the study indicate that the company receives an average of 186 applications annually for the trolleybus 

driver position, however, only approximately 19,82% of candidates are hired, suggesting either high selection standards or insufficient candidate 

understanding of the job’s specific requirements. While the company has successfully integrated digital tools, it does not yet fully utilize specialized 
applicant tracking systems. Employee turnover is also observed, with the primary reasons for termination of employment being health-related issues 

and the demanding nature of the job. The author recommends introducing standardized psychological suitability tests, increasing training capacity by 

allocating resources for additional training groups, and improving candidate awareness of the specific daily job requirements already at the initial stage 

of the recruitment process. 

Introduction 

Relevance of the Article. In the first quarter of 2025, the employment rate in Latvia was 63,2%, while 

among young people aged 15-24 it was only 28,1% (Centrālā statistikas pārvalde, 2025). These factors also 

affect the transport sector, which requires specialized technical and operational employees. According to data 

from the European Employment Services (EURES, 2025), the job vacancy rate in the transport and storage 

sector in Latvia is 2,9%, indicating a high demand for workers. 

 According to the 2025 report by the International Labour Organization, economic recovery following the 

COVID-19 pandemic has slowed. Significant issues and a range of challenges persist in the labour market, 

including youth unemployment, gender inequality, and a shortage of skilled labour (International Labour 

Organization, 2025). The 2025 Employment Outlook by the Organization for Economic Co-operation and 

Development highlights that population ageing and low labour mobility hinder productivity growth and limit 

companies’ ability to adapt to rapid changes in the labour market (Fluchtmann, Hijzen & Puymoyen, 2025). 

 The municipal company “Rīgas satiksme” faces similar challenges, including an ageing workforce and a 

shortage of young specialists. In 2023, a report was submitted to the State Labour Inspectorate, compiling 

information on violations of employment regulations within the company “Rīgas satiksme”. More than 550 

employees have recorded overtime hours, and over 100 employees are affected by violations of the Labour 

Law. The Chairperson of the Board has acknowledged this situation, explaining it because of staff shortages 

(Neatkarīgā rīta avīze, 2025). Therefore, the analysis and improvement of the recruitment process have become 

a strategically important task for human resource management at “Rīgas satiksme” to promote sustainability 

and service quality. 

As a result of the study, the author provides specific recommendations for improving the personnel 

recruitment process for trolleybus drivers, therefore, the research will be beneficial for the “Rīgas satiksme”.  

Problem of the Article: 

1. How is the recruitment of trolleybus drivers currently carried out in the company’s structural unit? 

2. How does the company’s recruitment practice align with current trends in human resource 

management? 

3. What improvements are necessary for the recruitment of trolleybus drivers in the company? 

Object of the Article: The Trolleybus Operations Department of the municipal company “Rīgas 

satiksme”. 
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Goal of the Article: To analyze the recruitment process of trolleybus drivers in the Trolleybus Operations 

Department of the municipal company “Rīgas satiksme”, by identifying key challenges and shortcomings, as 

well as developing proposals for improving the process. 

Objectives of the Article: 

1. To analyze scientific and professional literature on the importance of the personnel recruitment process 

in the public transport sector. 

2. To conduct an empirical study on the recruitment process of trolleybus drivers within the company’s 

structural unit. 

3. To summarize the findings and develop proposals for improving the personnel recruitment process, 

based on the results of the analysis and examples of best practice. 

Methods of research: 

1. Theoretical method: analysis of theoretical and professional literature, as well as other relevant sources. 

2. Empirical methods: 

2.1. Data collection methods: 

2.1.1. Secondary data analysis based on the use of the company’s internal documents, personnel statistics 

and publicly available data. 

2.1.2. An employee survey conducted to obtain quantitative data on experiences related to recruitment 

process for the “trolleybus driver” position at “Rīgas satiksme” since 1 April 2022. A total of 61 

respondents participated in the survey. 

2.2. Data processing methods: 

2.2.1. Quantitative data analysis. 

2.2.2. Content analysis. 

2.2.3. Summarization of survey results using descriptive statistical methods. 

Development and transformation of personnel recruitment. 

Personnel recruitment is one of the most critical processes in any organization, as it directly affects the 

quality, efficiency and sustainability of organizational performance (Tarique & Schuler, 2010). Contemporary 

labour market challenges, including demographic changes, digitalization, and evolving employee expectations, 

require organizations to reassess and improve their approaches to recruitment. This is particularly relevant in 

the public transport sector, where labour shortages, high workload and working conditions create additional 

challenges. 

In this article, the author analyses the definition of personnel recruitment, the significance of the 

recruitment process within the organizational context, as well as current trends in these processes, including 

artificial intelligence (hereinafter referred to as AI), and experience of best practice. 

To analyze the theoretical aspects of the personnel recruitment process, it is first necessary to understand 

its nature and significance within organizational operations. Human resource management (hereinafter referred 

to as HRM) theorist Dave Ulrich defines personnel recruitment as the process of selecting the most suitable 

candidates from a pool of applicants based on specific criteria. Recruitment should be strategically oriented, 

considering not only candidates’ professional skills, but also their values, motivation and ability to integrate 

into the organizational culture (Ulrich et al., 2012). The concept of personnel recruitment has evolved 

significantly over time, transitioning from simple, intuitive decision-making to a systematic and strategically 

oriented approach. One of the earliest theoretical foundations was established in the early 20th century by the 

American engineer Frederick Taylor in his work The Principles of Scientific Management (1911), where he 

introduced the approach emphasized work efficiency and the selection of employees based on specific skills, 

measurements, and testing methods. Taylor’s perspective marked a shift from subjective judgement to the use 

of objective criteria in the selection process. In the 1920s and 1930s, Elton Mayo shifted attention towards the 

psychological and social factors influencing productivity. His research demonstrated that employee motivation 

and a sense of belonging significantly affect work performance. Mayo emphasized that recruitment processes 

should consider personality traits and an individual’s ability to integrate into a team (Rotich, 2015). From the 

1970s onwards, HRM began to develop as a strategic function, within which personnel recruitment became a 

purposefully planned process. Organizations started to apply structured interviews, psychometric tests and 

competency-based assessment methods to improve the quality of selection. In the 1990s, strategic HRM 

emerged, linking recruitment processes to long-term organizational goals and promoting the evaluation of 

candidate suitability within a strategic context (Rotich, 2015). After 2000, HRM processes continued to evolve 

in a strategic direction, driven by digitalization, the use of Applicant Tracking Systems (ATS) (Sinha, 2015), 



AKADEMINIO JAUNIMO SIEKIAI: EKONOMIKOS, VADYBOS, TEISĖS IR TECHNOLOGIJŲ ĮŽVALGOS 2026 

XXIII-ojo tarptautinio studentų mokslinio-metodinio simpoziumo straipsnių rinkinys 

 

100 

 

data-driven recruitment and a candidate-oriented approach, emphasizing candidate experience and inclusive 

recruitment. Additionally, economic factors have contributed to the increased use of short-term and outsourced 

labour, altering traditional recruitment models. These developments have created new opportunities, but also 

challenges, such as data privacy concerns, algorithmic bias and ethical issues in recruitment processes (Sinha, 

2015). 

In the study The Impact of Human Resource Management on the Competitiveness of Transport 

Companies, Lithuanian researcher Nijolė Batarlienė (2017) analyses the impact of human resource 

management on the competitiveness of transport companies in Lithuania. The aim of the study was to 

determine how HRM strategies and practical approaches influence companies’ ability to compete in the 

market. The research is based on theoretical literature on the concepts of competitiveness and strategic 

management, as well as on empirical data collected from transport sector companies in Lithuania. The study 

evaluates contemporary HRM models and their relationship with employee retention, innovation capacity and 

organizational effectiveness. The findings confirm that effective HRM processes are closely linked to a 

company’s competitiveness, innovation capacity and employee retention (Batarlienė, 2017). 

The leading professional body in the field of HRM in the United Kingdom and internationally, the 

Chartered Institute of Personnel and Development (2024), emphasizes that organizations must implement 

recruitment strategies in a way to be not only effective, but also ethically and legally sound, ensuring equality 

of candidates. 

Overall, personnel recruitment processes in modern organizations have become multidimensional and 

strategically significant mechanisms that extend beyond the simple filling of vacancies. They influence not 

only employee quality and retention, but also an organization’s ability to adapt to changing market conditions, 

foster an environment of innovation, and maintain long-term competitiveness. As demonstrated by the study 

of Nijolė Batarlienė (2017), effectively implemented human resource management – integrating recruitment 

with organizational strategic objectives - is a key factor in organizational growth and sustainability (Batarlienė, 

2017). At the same time, as emphasized by Dave Ulrich (2012), the HRM function must be capable of 

responding to external environmental challenges by ensuring flexibility, inclusiveness, and data-driven 

decision-making. Thus, the quality of recruitment reflects how effectively an organization can engage with the 

labour market. Recruitment is no longer perceived as a technical or administrative task, but rather as a 

purposeful instrument that contributes to shaping the organization’s future. 

In the 21st century, personnel recruitment processes have undergone rapid transformation. While in the 

early 2000s the main emphasis was placed on structured interviews, competency assessment, and employer 

branding, today these processes are increasingly shaped by technological development, globalization, and 

changes in labour market structures. Although the use of technology in recruitment processes began as early 

as the 1990s, a significant turning point and catalyst for rapid change occurred during the COVID-19 pandemic 

in 2020, which effectively forced organizations to adopt digital solutions in recruitment processes. As a result 

of these changes, organizational flexibility, social responsibility, and workplace culture have become 

increasingly important to candidates when deciding whether to accept a job offer (Rotich, 2015). 

Today, artificial intelligence (AI) has become one of the central tools in personnel recruitment. HRM 

researcher Wael Albasam (2023) emphasizes that different tools are used in recruitment processes (see 

Table 1). 

Table 1 

AI tools in recruitment processes and their key features 

AI tool Description 

Automated CV 

Screening 

Algorithms automatically analyze and filter candidate CVs by identifying keywords, skills, and 

experience that match the job requirements, reducing manual workload. 

Candidate–Job 

Matching 

Machine learning and semantic search tools compare candidate profiles with job requirements to 

determine the level of suitability and prioritize the most relevant candidates. 

Video Interview 

Analysis 

AI analyses recorded or live interviews by evaluating both content and non-verbal 

communication, providing additional insights into candidate suitability. 

Chatbots Virtual assistants that automate initial communication with candidates, respond to frequently 

asked questions, provide information about recruitment stages, and coordinate interview 

scheduling. 

Predictive 

Analytics 

Data analysis and machine learning models that predict candidate performance and retention based 

on historical data and profiles of similar employees. 

*Source: Albassam (2023) 
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The tools presented in the table have become part of everyday recruitment practices in many organizations. 

AI-based recruitment strategies continue to evolve through the integration of advanced technologies such as 

natural language processing and machine learning, which significantly enhance the accuracy and efficiency of 

candidate screening and suitability assessment. Data-driven recruitment represents another important trend in 

modern selection processes. Organizations analyze recruitment performance indicators such as time-to-hire 

and quality of hire, utilize candidate behavioral data, and apply predictive models to forecast employee 

retention and potential performance (Albassam, 2023). Such innovations accelerate recruitment processes and 

improve candidate quality, while simultaneously reducing costs and risks associated with their implementation. 

However, these developments also present challenges, particularly in relation to algorithmic bias and data 

privacy concerns. Organizations must establish guidelines to ensure that the use of AI in recruitment processes 

remains transparent. 

In 2023, researcher Wael Albasam, in his study on the impact of AI tools in recruitment and selection 

processes, refers to the views of several AI researchers - Tianlun Chen, Edward Hogg, and Emre Kazim - who 

argue that although organizational interest in the use of AI in personnel recruitment has increased in recent 

years, there is still a lack of comprehensive studies that critically evaluate the effectiveness and limitations of 

these strategies. Most existing research focuses on the development and validation of individual AI tools but 

does not provide a holistic understanding of the overall use of AI in recruitment processes. This fragmented 

approach limits understanding of how different AI solutions - ranging from automated candidate screening and 

matching to predictive analytics - function as an integrated strategy. Therefore, more in-depth and 

comprehensive research is required to identify both the benefits and risks of AI, as well as to define directions 

for its further development and the establishment of ethical guidelines (Albassam, 2023). 

Thus, the author concludes that AI has become an integral and strategically important component of 

personnel recruitment. While the technical capabilities of AI continue to develop, its current application is 

more often based on the implementation of individual tools rather than a unified, integrated strategy. AI tools 

significantly accelerate processes and reduce costs, but their overall effectiveness and limitations have not yet 

been examined. 

In the 21st century, and particularly following the pandemic, personnel recruitment processes have 

developed rapidly, becoming technologically advanced, data-driven, and strategically oriented mechanisms. 

Future trends indicate that virtual recruitment and remote onboarding will become increasingly important. 

To analyze the recruitment process in practice in greater depth, the author will conduct an empirical study 

of trolleybus driver recruitment in the Trolleybus Operations Department of the municipal company “Rīgas 

satiksme”. The author will compare how theoretical insights are applied within the recruitment process of a 

specific organization, as well as identify opportunities for its improvement. 

Characteristics of the trolleybus driver recruitment process at “Rīgas satiksme” and opportunities for 

its improvement. 

Based on the analyzed insights into contemporary trends in recruitment, the empirical part of the study is 

conducted using RP SIA “Rīgas satiksme” as the research base. The company is a municipal enterprise owned 

by the city of Riga and is one of the largest organizations in its sector. It directly faces the shortage of public 

transport drivers and the associated challenges. The organization was established on 20 February 2003 through 

the gradual consolidation of previous public transport service providers operating in Riga (Rīgas satiksme, 

n.d.). The company’s significance at both the national and city level, its reputation, and the challenges within 

the public transport sector related to ensuring enough drivers provide a strong rationale for examining the 

recruitment process for the trolleybus driver position in the Trolleybus Operations Department. 

Methodology of Empirical Study. The author uses two empirical methods - secondary data analysis and 

a survey. Secondary data analysis enables the acquisition of objective and structured information about the 

organization’s workforce composition, structure, and trends, providing a broad context necessary for 

understanding recruitment challenges, including the shortage of public transport drivers. This method is 

effective as it relies on existing data that are accurate, up-to-date, and representative. Secondary data for the 

study were obtained from the organization’s internal documents and information management systems, 

including the workforce planning and time-tracking system “Mobis”, the CV application register, and the 

employee termination records database. In addition, it is essential to examine employees’ opinions and 

experience regarding recruitment processes; therefore, the author also conducted a survey of employees who 

have been hired within the last three years. This method is significant and effective, as it provides practical 

insights into processes and related issues, complementing previously obtained qualitative information with 
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quantitative data. The survey utilized a standardized set of questions, allowing for the analysis of trends in 

evaluations, attitudes, experiences, and perceptions based on numerical data. The questionnaire consisted of 

16 closed-ended questions with predefined response options, developed based on the theoretical framework 

and adapted to the context of “Rīgas satiksme”, as well as one open-ended question to gather additional 

recommendations. The survey was conducted online. In November 2025, a total of 122 respondents were 

invited to participate, of whom 61 provided responses within 9 days of the survey period, which can be 

considered a representative sample for the interpretation of results. 

The empirical study was conducted during the period from 10 October 2025 to 30 November 2025. The 

study analyses recruitment data covering the period from 1 April 2022 to 31 October 2025. This time frame is 

justified by the complete lifting of COVID-19 pandemic-related restrictions. On that date, amendments to 

Cabinet of Ministers Regulation No. 662, “Epidemiological Safety Measures for the Containment of the Spread 

of COVID-19 Infection”, came into force (lvportals.lv, 2022). All previously imposed epidemiological safety 

restrictions were abolished, COVID-19 certificates were no longer required, the use of face masks was 

discontinued, and normal service provision and the organization of events were resumed. 

Results of the Empirical study. Based on the analysis of the organization’s internal documents and a 

presentation by the Human Resource Management Department on digital innovations, the author concludes 

that the use of AI and digital solutions in daily operations has significantly increased in recent years, including 

to a limited extent in recruitment processes. The integration of technologies has improved process efficiency, 

accuracy, and data security, while also reducing the volume of manual work. The organization utilizes several 

digital platforms, including the AI tool “HeyGen” (used for translating onboarding and training materials), MS 

Power Automate, MS Power BI, MS Data Warehouse solutions, as well as SharePoint and MS Teams (Rīgas 

satiksme, 2025). The last three are also related to the recruitment process, supporting communication among 

HR employees and enabling the automation of HR-related administrative actions (such as employee 

onboarding procedures). It can be concluded that, within the organization, digital technologies in recruitment 

and selection processes are no longer perceived as auxiliary tools, but rather as integral components of the 

system. They enable a targeted, standardized, and data-driven recruitment approach, while simultaneously 

strengthening the employer’s reputation and improving the candidate experience throughout the recruitment 

process. 

To fully assess the effectiveness of the recruitment process, it is essential to analyze its outcomes. The 

analysis of recruitment process (see Table 2) is based on recruitment data for the trolleybus driver position 

obtained from the company’s CV register, including the number of recruitment cycles, the volume of 

applications, and the number of selected candidates, as well as cases where trainees or employees terminate 

their employment relationship with the organization. 

Table 2 

Analysis of the recruitment process for the trolleybus driver position 

Year 
Recruitment 

cycles 

Number of 

applications 

Selected 

for 

training 

Training 

dropouts Reasons for dropout 

Successfully 

completed 

training 

Employees 

who left 

No. % No. % No. %  No. % 

2022 3 116 31 26,7% 2 6,45% other job opportunities 29 93,54% 4 13,79% 

2023 4 202 36 17,8% 6 16,66% positive alcohol test, other job 

opportunities, withdrawal due 
to lack of understanding 

30 83,33% 11 36,67% 

2024 4 257 41 15,9% 2 4,87% other job opportunities 39 95,12% 3 7,69% 

2025 3 169 32 18,9% 3 9,37% positive alcohol test, 

other job opportunities 

29 90,62% -  

*Source: compiled by author from various sources of RP SIA “Rīgas satiksme” (2025) 
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The results of the empirical study indicate that recruitment for the trolleybus driver position takes place 3 

to 4 times per year, corresponding to the capacity for forming training groups. This number not only reflects 

the intensity of recruitment but also limits the number of employees that can be hired, regardless of the volume 

of applications. Analysis of data from the company’s CV register shows that, on average, 186 applications are 

received annually for the trolleybus driver position. This figure indicates a high level of interest in the vacancy 

and reflects the organization’s growing reputation. However, only a relatively small portion of these candidates 

proceed to training and enter employment relationships - on average 19.82% per year. This indicator suggests 

the presence of high selection standards and criteria. It may also be associated with candidates’ insufficient 

understanding of the job responsibilities and the level of accountability required. Each year, there are also 

trainees who discontinue their participation during the training period - on average 16.47% of trainees. The 

main reasons for termination during training include alternative employment opportunities and positive alcohol 

test results. During the period analyzed, 127 trainees successfully completed the training process (on average 

90.59% of selected candidates) and commenced work independently as trolleybus drivers. As of 2025, 109 

employees continue their employment, while 18 employees have terminated their employment relationships. 

An analysis of the reasons for employee turnover has been conducted and is presented in Table 3. 

Table 3 

Reasons for Termination of Employment and Their Frequency (n) among  

Trolleybus Drivers Hired after 01 April 2022 

Reason Number (n) 
Long-term incapacity for work (more than 6 months) 6 

Positive alcohol test result 2 

Employee-initiated termination due to multiple violations 2 

Employee-initiated termination due to job difficulty 2 

Employee-initiated termination for other reasons 3 

Unfit occupational health examination result 1 

Failure to pass the probation period 2 

Total 18 

*Source: Rīgas satiksme (2025)  

Employees most frequently terminate their employment due to health-related issues – specifically, six 

cases where incapacity for work lasted more than six months. The second most common reason is employee-

initiated termination, related to job difficulty or other personal considerations – five cases in total. In two cases, 

employment was terminated due to a positive alcohol test result, indicating the need to further develop 

preventive measures and support mechanisms. Additionally, two employees failed to pass the probation period, 

which may suggest insufficient preparation or a mismatch with job requirements. Overall, the data indicates 

that although most trainees successfully begin independent work, several factors affect employee retention in 

the position. These factors should be considered when improving both the recruitment and training processes. 

To gain a deeper understanding of the recruitment data analyzed for trolleybus drivers and to examine 

practical experience within the recruitment process, an employee survey was conducted. The demographic 

characteristics of respondents – gender distribution and age groups – are presented in Figure 1 (see Figure 1). 

 
Fig. 1. Demographic characteristics of respondents: distribution by gender and age groups (n, %) 

*Source: compiled by the author 
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Based on gender distribution, 59% of respondents are male, while 41% are female. In terms of age 

structure, the largest proportion of respondents falls within the 35–44 age group (28%), followed by 

respondents aged up to 24 years (21%), those aged 25–34 years (20%), respondents aged 45–54 years (16%), 

and those aged 55 years and above (15%). This distribution of age groups indicates that the company can 

attract employees from a wide range of age categories for the trolleybus driver position; however, 

representatives of the economically active middle-age group predominate. 

Information on respondents’ levels of education has also been compiled (see Figure 2). 

 

 
Fig. 2. Respondents’ levels of education (n, %) 

*Source: compiled by the author 

In terms of educational attainment, most respondents have general or vocational secondary education, 

accounting for 66% of respondents. A total of 13% have basic education, 13% hold a bachelor’s degree, 5% 

have a master’s degree, and 3% possess short-cycle higher education qualifications. This confirms that the 

trolleybus driver position is accessible to individuals with a wide range of educational backgrounds. 

Respondents were also asked to rank factors according to their importance (where 1 represents the most 

important and 7 the least important) that influenced their decision to apply for the trolleybus driver position 

advertised by the company (see Figure 3). 

 

 
Fig. 3. Most important reasons for applying for the position (n, %) 

*Source: compiled by the author 
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The ranking obtained indicates that the most important factor for respondents is a stable employer. This 

suggests that job security and long-term stability are of primary importance to employees. The second most 

important factor is the opportunity to obtain transport vehicle driving categories, demonstrating that 

respondents highly value professional development and qualification opportunities offered by the company. 

Competitive remuneration ranked third, indicating that while salary is an important motivating factor, it is not 

the sole or primary reason for choosing employment with the organization. Factors considered less important 

by respondents include social guarantees and benefits, scholarships and paid training opportunities, interest in 

the public transport sector and its mission, as well as work schedule flexibility. This may suggest that 

respondents base their career choices primarily on considerations of security and stability rather than 

ideological factors or aspects. 

Respondents were also asked to indicate which communication tools were used during the recruitment 

process (see Figure 4). 

 
Fig. 4. Communication instruments used in recruitment process (n, %) 

*Source: compiled by the author 

Half of the respondents indicated that the primary communication channel was a telephone call. This 

suggests that recruitment communication is dominated by direct, fast, and personalized interaction, enabling 

prompt information exchange and agreement on further steps. The second most common communication 

method was face-to-face interviews, reported by 30% of respondents. Despite the availability of digital 

solutions, in-person meetings remain an essential component of the recruitment process and are used in most 

cases. Email communication was indicated by 18% of respondents, suggesting that electronic communication 

is mainly used as a supplementary tool for confirming information and sending documents. Remote interviews 

and other communication methods were each mentioned by only one respondent. This indicates that digital 

remote interview solutions are rarely used in the recruitment of trolleybus drivers, likely due to the practical 

nature of the job and the need to assess candidates in person. The response time from application submission 

to initial contact is also appropriate, with 98.3% of respondents evaluating it positively or partially positively. 

Respondents were also asked to evaluate whether the recruitment interview was conducted professionally, in 

a structured manner, and focused on assessing employee competencies and clarifying unclear issues. The 

survey results indicate an overall high level of perceived professionalism in the interview process. Most 

respondents (93.4%) provided positive or partially positive responses. Meanwhile, 4.9% of respondents “rather 

disagreed” and 1.6% completely disagreed with the statement. Negative evaluations therefore represent a 

relatively small proportion of the total sample. These results suggest that the recruitment interview process for 

the trolleybus driver position is generally conducted professionally, ensuring a structured approach and 

targeted assessment of candidate competencies. At the same time, the small proportion of negative responses 

indicates potential areas for improvement in interview practices. 
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Respondents were also asked to assess their current level of job satisfaction and whether they see 

themselves continuing in this position after one year (see Figure 5). 

 

 

Fig. 5. Respondents’ level of job satisfaction 

*Source: compiled by the author 

Respondents also report a relatively high level of job satisfaction. A total of 59% of respondents evaluate 

their job satisfaction as rather high, 29% as high, while only 12% indicate low or rather low levels of 

satisfaction. Correspondingly, in response to the question regarding future employment, 62% of respondents 

stated that they would “definitely” continue working in the position, 26% responded “rather yes”, while 12% 

were uncertain about long-term employment. This indicates strong potential for employee retention. 

In response to the open-ended question regarding improvements to the recruitment and training process, 

20 respondents (32.7% of the total sample) provided answers. This proportion may suggest that most 

respondents did not experience significant issues; however, the responses highlight several important aspects 

that should be considered in improving recruitment, selection, and training for the trolleybus driver position. 

Respondents suggested introducing psychological testing during the recruitment process. The duration of the 

training program - up to four months without the possibility of combining it with other employment - was 

identified as a significant drawback. Within the same context, respondents expressed the view that the duration 

of contractual obligations following training is too long, which may discourage candidates from committing. 

Additionally, there were suggestions to promote values such as mutual tolerance and respect for company 

property during the training process. 

In conclusion, the author determines that the organization’s overall approach to trolleybus driver 

recruitment aligns with the best practices described in the theoretical section. Professional guidelines regarding 

structured interviews, candidate evaluation, and onboarding processes are observed. This is also supported by 

empirical findings, as most respondents positively evaluate the clarity of the recruitment process and the 

professionalism of interviews, report satisfaction with their work, and express willingness to continue 

employment for at least one year. This indicates purposeful and professional work by the HRM department in 

cooperation with other organizational units in achieving the company’s strategic objectives. This cooperation 

should be maintained and further improved to ensure the continued achievement of organizational goals. 

Conclusions 

1. The use of AI and digital solutions in HRM, including recruitment processes, has significantly 

increased within the organization, improving the efficiency of certain processes such as document management 

and candidate data administration within existing HR systems. However, advanced candidate management 

systems are not currently implemented, indicating that full integration has not yet been achieved. Therefore, 

the company should assess the potential for acquiring and implementing such systems to reduce the 

administrative burden on HR specialists and enhance the efficiency of application processing and recruitment 

activities. 
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2. The recruitment process for trolleybus drivers is organized in several stages, ranging from initial 

candidate screening to individual interviews; however, it lacks psychological suitability assessments, as also 

indicated by survey respondents. Improvements in this area could be achieved by introducing additional 

evaluation measures, such as standardized (potentially free) psychological tests or by considering outsourcing 

options for conducting such assessments. 

3. Recruitment for the trolleybus driver position within the structural unit takes place up to four times per 

year, with an average selection rate of 19.82%. This indicates high selection standards and criteria; however, 

the unit still faces a shortage of trolleybus drivers. To improve recruitment capacity and effectiveness, the 

company should ensure the availability of technical and training personnel resources, enabling the training of 

more than four groups of trolleybus drivers annually. 

4. Recruitment communication is characterized by direct, fast, and individual interaction, primarily 

through telephone calls and face-to-face interviews. The response time from application submission to initial 

contact is considered appropriate, as indicated by 98.3% of respondents. This result confirms that the 

company’s practices align with current HRM trends. 

5. Overall, recruitment processes for the trolleybus driver position correspond to best practices; however, 

partial shortcomings have been identified in informing candidates about the training process and daily job 

requirements. This suggests that several factors influence subsequent employee retention. In improving the 

recruitment process, the company should clearly communicate key job conditions to candidates - particularly 

emphasizing zero tolerance for alcohol, regular testing procedures, as well as the high level of responsibility 

and specific workload associated with the position. 
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Abstract 
This article analyzes overtourism in Paris and Barcelona, highlighting both its economic benefits and negative impacts. While tourism generates jobs 
and revenue, it also causes overcrowding, housing pressure, and loss of local identity. The study explores how excessive tourist flows affect urban life 

and residents’ well-being. It reveals the growing imbalance between economic gains and social sustainability. The article emphasizes the need for 

effective and sustainable tourism management strategies. Such measures are essential to balance development with the quality of life for local 

communities. 

Introduction 

Tourism in Europe continues to grow, particularly in major cities like Paris and Barcelona. In 2025, 

Greater Paris welcomed 37.4 million visitors, confirming its status as a top global destination. Barcelona also 

receives around 13 million visitors each year for only 1.6 million residents, generating significant economic 

benefits. In both cities, tourism supports jobs, commerce, local crafts, infrastructure improvements, and urban 

development, including sustainability initiatives.  

Relevance of the Article. Understanding the economic benefits and social impacts of mass tourism is 

essential for policymakers, urban planners, and local communities. Studying Paris and Barcelona provides 

insights into how cities can manage tourism growth while preserving residents’ quality of life and promoting 

sustainable development. 

Problem of the Article. Despite the economic advantages, overtourism creates social, environmental, and 

urban challenges. Cities face pressures such as rising housing costs, changes in local culture, and strain on 

public services, highlighting the need for careful planning and management.  

The object of the article is the phenomenon of overtourism in major European cities, focusing 

specifically on Paris and Barcelona.   

Goal of the article is to explore the economic, social, and environmental impacts of mass tourism in Paris 

and Barcelona and to discuss strategies for sustainable tourism management. 

Objectives of the article:  

1. Define the concept of overtourism and explain its main characteristics in major tourist destinations. 

2. Assess the economic benefits and social impact of tourism in Paris and Barcelona. 

3. Evaluate sustainable strategies to balance tourism growth with residents' quality of life and 

environmental protection. 

Methods of research: analysis of scientific literature, data analysis of tourism statistics, case studies of 

specific neighbourhoods in Paris and Barcelona affected by overtourism, and review of policy documents and 

sustainability plans. These methods combine qualitative and quantitative approaches, allowing to define key 

concepts and theoretical frameworks, identify and interpret tourism trends over time, analyse the concrete local 

impacts of overtourism on urban environments and residents’ quality of life, and evaluate the effectiveness of 

public policies and strategies implemented by local authorities. 

A Conceptual Approach to Overtourism 

Overtourism refers to the negative effects caused by excessive tourist traffic in certain areas, whether at 

the site, neighbourhood, or city level. While debates regarding the negative effects of tourism are not new 

(Doxey, 1975), these criticisms have now reached an unprecedented scale. This term, which was not in use 

prior to 2017, has since enjoyed enormous media attention and is now commonly used in scientific discourse 

and public policy discussions. Although several definitions have been proposed, they all agree that overtourism 

refers to visitor numbers “deemed excessive” due to their impact on the environment, residents, and/or the 

tourist experience (Knafou, 2023).  

Thus, in France, the Directorate General for Enterprise (2024) defines overtourism as: “visitor numbers at 

a destination or tourist site deemed excessive for at least one of the following three reasons: 

- damage to the environment, biodiversity, or the natural and/or historical heritage of the destination or 

site. 
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- a decline in the quality of life of the local population, resulting in a significant increase in the number 

of residents who view tourism as unacceptable. 

- visitor conditions that detract from the quality of the tourist experience. 

However, the growing popularity of the concept of overtourism has also been met with significant 

criticism, primarily due to a certain conceptual vagueness. The highly general nature of the definition makes 

the concept vague and difficult to apply in practice. As a result, the term “overtourism” is now used in very 

different contexts to describe a wide range of quantitative and qualitative issues, which are not always 

exclusively caused by tourism (Koens et al., 2018). Added to this is the difficulty of determining the thresholds 

at which visitor numbers are considered excessive, and who is responsible for defining them. Thus, while 

overtourism “reflects more the limits of acceptable change as expressed by a reference population, which is 

most often that of permanent residents” (Gravari-Barbas, 2021), it should be noted that within a single 

population, views on tourism and its effects are rarely uniform. Several studies show that, among residents, 

the assessment of the effects of tourism on quality of life is not uniform but depends on several factors, such 

as the correlation between their income and tourism activity (Uysal et al., 2016). 

Finally, others voice even more radical criticism of the concept, accusing it of being the latest 

manifestation of a long-standing fear of tourism (Gay, 2023). Its growing media coverage is thus seen as an 

expression of “class contempt” that tends to stigmatize the tourist practices of the working classes, who are 

unable to adopt the norms of the “good tourist” – a concept mobilized by economic and social actors to 

maintain distinctions and protect an elitist insularity (Knafou, 2023). Around these debates, several positions 

have emerged: some researchers, while acknowledging the need for conceptual clarification, consider the term 

still relevant (Mihalic, 2020), while others, on the contrary, prefer to employ other concepts (tourist 

gentrification, touristification) to analyze the economic, social, and environmental inequalities that shape 

tourist mobility (López-Gay et al., 2021). 

 Indeed, beyond the debates over the validity of the concept of overtourism, it remains undeniable that, in 

certain destinations, tourism has transformed housing, commerce, and public spaces to meet the needs of 

visitors at the expense of residents’ quality of life. The historic center of Venice, one of the world’s most 

famous and visited tourist destinations, is a prime example of these dynamics. Due to the pressures that tourism 

places on residents, the city has frequently been described as the “worst-case scenario” in the literature on 

tourism planning and a prime example of “overtourism.” (Giordano,2025) 

Contrary to what the term might suggest, mass tourism is not (or not merely) a form of herd-like tourism 

involving huge crowds flocking periodically to the same destinations. On the contrary, each tourist expects a 

unique, personalized experience, tailored services, and a sense that their travel habits set them apart from those 

of other tourists.  

Thus, while industrial tourism was concentrated in a relatively limited list of destinations, mass tourism 

encompasses every corner of the world and every season: on a global scale, few places escape being turned 

into tourist destinations, through an almost infinite variety of processes and internal dynamics, ranging from 

whale watching in Iceland (Delmas and Guillaume, 2018) to urban exploration in declining cities (Le Gallou, 

2021), from morbid tourism along the Korean Demilitarized Zone (Mazzero and Oulkebous, 2023) to luxury 

lodges in Antarctica (Knafou and Fournier, 2023).  

This illustration highlights the key indicators of overtourism on a global scale. It shows, first of all, that 

tourist flows are concentrated in certain countries such as France, Spain, and the United States, as well as in 

major cities like Bangkok, Istanbul, and London. It also highlights that certain destinations, such as the 

Maldives or Macau, are highly dependent on tourism, making them particularly vulnerable. Other regions face 

intense tourist pressure, with a very high number of visitors relative to their population, such as Zakynthos or 

Istria. Finally, the high tourist density observed in cities like Paris or Barcelona illustrates the problems of 

visitor concentration in limited spaces. 

Thus, this infographic shows that overtourism depends not only on the number of tourists, but also on 

their concentration and their impact on the regions. 

Figure 1 shows the trend in tourism in Paris between 2019 and 2025. Before the COVID-19 crisis, visitor 

numbers were very high, at around 50 million, mostly international visitors. In 2020, visitor numbers dropped 

sharply, then gradually recovered to 23 million in 2021. The recovery accelerates in 2022 (44 million) and 

continues in 2023 (47 million).  
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Fig. 1. Tourism Statistics (in millions) in Paris 

*Source compiled by the authors [27,30] 

 By 2024, Paris is expected to have welcomed approximately 48.7 million tourists, with a majority of 

domestic visitors (Visit Paris Region). In 2025, the city returns to its pre-crisis level with approximately 50 

millions tourists (Le Parisien). 

 

 2024 2025 Var. 25/24 (%) 

Domestic tourists (millions) 

2,7 2,6 -0,1 

5,2 5,1 -2,8 

7,9 7,7 -1,9 

International tourists (millions) 

12,9 13,4 3,5 

5,3 5 -5,3 

18,2 18,4 0,9 

Universe of total tourists (millions) 

15,6 16 2,9 

10,5 10,1 -4,1 

26,1 26,1 0,1 

 

 
Fig. 2. Tourism Statistics in Barcelona 

*Source compiled by the authors [26] 
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The graphic illustrates the evolution of tourism in Barcelona in recent years. Following a sharp decline 

during the COVID-19 pandemic, visitor numbers dropped significantly before beginning a recovery from 2021 

onward. By 2024, tourism levels had largely rebounded, with both domestic and international visitors 

contributing to the increased data for 2025.  

Economic Benefits and Overtourism Trends in Paris and Barcelona 

Tourism in Paris generates major economic benefits, particularly through revenue, employment, and 

infrastructure investment, as highlighted in the provided documents. 

First, in terms of revenue, tourism represents a key source of income at both the national and local levels. 

In 2025, France recorded 77.5 billion euros in international tourism receipts, an increase of +9% compared to 

2024. This confirms the strong economic weight of tourism, largely driven by major destinations such as Paris. 

More broadly, the tourism sector generated around 200 billion euros in total turnover in 2024 and accounted 

for 8% of national GDP (16). These figures show that tourism is a central pillar of economic activity, with 

Paris playing a leading role due to its global attractiveness. 

Second, tourism is a major source of employment. In the Paris region alone, the sector represents 

approximately 400,000 salaried jobs, or 12.4% of total employment, with nearly 40,000 businesses depending 

directly on tourism demand (27). At the national level, tourism supports around 2 million jobs direct and 

indirect (16). This highlights the importance of tourism not only for economic output but also for job creation 

and local livelihoods, particularly in sectors such as hospitality, transport, and cultural services. 

Finally, tourism drives significant infrastructure investments in Paris. The city has implemented a tourism 

development plan composed of 59 measures, aimed at improving visitor experience, modernizing facilities, 

and strengthening transport and accommodation capacity (27). For example, investments include expanding 

hotel capacity with 14,000 additional rooms planned, upgrading major sites and congress facilities, and 

improving transport connectivity. These developments are designed to support growing tourist numbers while 

enhancing the city’s long-term attractiveness and competitiveness. 

 Overall, tourism in Paris provides substantial economic benefits by generating high revenues, supporting 

a large share of employment, and encouraging continuous investment in infrastructure, reinforcing its position 

as a leading global destination.  

As for the case of Barcelona, tourism represents a central pillar of its economy, generating substantial 

revenue, employment, and investment. According to the Barcelona City Council, tourism accounts for 

approximately 14% of the city’s GDP and supports more than 150,000 direct and indirect jobs, making it one 

of the main drivers of local economic activity (Barcelona City Council, 2025). In recent years, the sector has 

shown strong resilience, with tourism-related spending reaching around €10 billion annually, reflecting both 

direct and indirect economic contributions (26) 

 Barcelona City Council, 2025). This revenue supports a wide range of sectors, including hospitality, retail, 

transport, and cultural industries, creating a multiplier effect across the urban economy. 

Tourism also plays a key role in public finances through taxes and fees. The implementation of tourist 

taxes has contributed to earn a significant income for regional and municipal budgets, with tens of millions of 

euros collected annually and reinvested in infrastructure, urban services, and cultural heritage preservation 

(Barcelona City Council, 2025). In addition, the growth of tourism has stimulated major infrastructure 

investments, particularly in transport, urban regeneration, and international connectivity, reinforcing 

Barcelona’s position as a global destination. 

Furthermore, tourism contributes to employment, not only in traditional sectors such as accommodation 

and food services but also in emerging areas such as events, conferences, and creative industries. This 

diversification strengthens the city’s economic structure and enhances its global competitiveness. Overall, 

tourism in Barcelona functions as a dynamic economic ecosystem, generating wealth, supporting jobs, and 

driving urban development, while also reinforcing the city’s role within both the national and global tourism 

economy. 

Overtourism in Paris is now a major issue, both socially and in terms of urban planning. The high 

concentration of tourists in certain areas can lead to “tourismophobia” that is, a rejection of visitors by 

residents. In Paris, this phenomenon can be explained by the gradual decline in quality of life: noise, 

overcrowding in the streets and on public transportation, as well as certain acts of incivility, fuel a sense of 

exasperation. Residents sometimes feel that their city is designed more for tourists than for them, which 

exacerbates social tensions. 
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Moreover, overtourism is profoundly transforming certain Parisian neighbourhoods through a process of 

“touristification”. Iconic areas such as Montmartre and the Marais are seeing their identities shift with the 

proliferation of short-term rentals, particularly through platforms like Airbnb (Le Monde 2025). This shift is 

accompanied by the gradual disappearance of local shops, which are being replaced by souvenir shops and 

tourist restaurants. As a result, these neighbourhoods are gradually losing their authenticity and their residential 

character. 

Furthermore, overtourism is putting significant pressure on the housing market, leading to a genuine 

displacement phenomenon. Certain neighbourhoods, such as Montmartre, are now heavily touristed, to the 

point of being compared to amusement parks (Devaux, 2024). Residents, particularly those from the middle 

and working classes, are gradually being forced to leave central neighbourhoods due to rising rents and the 

conversion of housing into tourist accommodations. In Paris, the average price now exceeds €10,000 per square 

meter, further exacerbating this residential exclusion. (Foucart, T. 2026) 

This phenomenon is also accompanied by a spatial mismatch-that is, a disconnect between where people 

live and where they work (John F. Kain 1968). Residents forced to move away from the city center must travel 

greater distances to work or access services, which exacerbates socio-spatial inequalities and dependence on 

transportation.  

Finally, this high volume of tourists puts a strain on urban infrastructure and services. Public transportation 

is often overcrowded, public spaces are congested, and cleaning and security services are under greater 

pressure. This strain not only degrades residents’ quality of life but also the experience of the visitors 

themselves. 

Thus, overtourism in 2024–2025 reveals significant imbalances between tourist appeal and urban quality 

of life, making it necessary to implement regulatory policies to preserve a sustainable balance. 

Regarding overtourism in Barcelona, it has been identified as a structural urban issue, particularly in 

relation to residents’ quality of life and the use of public space. Recent research highlights a growing gap 

between the economic importance of tourism and its social acceptance, with Barcelona frequently cited as a 

case where tourism intensity exceeds local tolerance levels (Marco-Gardoqui, 2025). This imbalance is 

reflected in rising dissatisfaction among residents. Academic studies emphasize that these perceptions are 

linked to measurable increases in density and the overuse of shared urban resources (Milano, 2024). 

One of the main effects of overtourism in Barcelona is the restructuring of inner-city neighbourhoods. In 

areas such as Ciutat Vella and El Raval, tourism-related activities have increasingly taken over, leading to 

important social and spatial changes. Areas surrounding major attractions like La Sagrada Família illustrate 

how high visitor concentrations reshape commercial landscapes, with local businesses progressively replaced 

by visitor-oriented services. Recent research describes this process as a form of “tourism monoculture,” in 

which economic and social diversity declines as tourism becomes the dominant urban function (Elorrieta et 

al., 2022). 

Housing pressure is also a key mechanism through which overtourism reshapes Barcelona. The expansion 

of short-term rental platforms, particularly Airbnb, has reduced housing availability in central districts. In 

2025, the city recorded over 20,000 short-term rental listings, heavily concentrated in tourist areas, intensifying 

competition between residential and tourist uses (Gyódi, 2025). Studies estimate that such rentals can increase 

rents by up to 7% in highly touristic neighbourhoods, contributing to displacement and limiting access to long-

term housing. As residents move to peripheral areas, inequalities deepen- a dynamic that reflects the spatial 

mismatch framework developed by John F. Kain (1968) (Gyódi, 2025; Kain, 1968).    At the same time, 

overtourism places sustained pressure on urban infrastructure and public services. High visitor densities in 

central areas contribute to congestion in transport systems and public spaces, while increasing demand for 

waste management, sanitation, and security services. These pressures affect both the functioning of the city 

and residents’ daily practices, as many avoid heavily touristed areas due to overcrowding. 

Overall, the case of Barcelona demonstrates that overtourism extends beyond visitor numbers to 

encompass deeper transformations in urban structure, housing systems, and social relations. 

Balancing tourism and sustainability in Paris and Barcelona 

Sustainable tourism strategies in Paris aim to reconcile economic growth with residents’ quality of life 

and environmental protection. This challenge is particularly acute due to overtourism in central districts, where 

high visitor density contributes to rising housing costs, loss of local identity, and pressure on public spaces (1). 

A first key strategy is the regulation of short-term tourist rentals, such as Airbnb. These accommodations 

reduce the availability of long-term housing and accelerate gentrification processes. In response, local 
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authorities have introduced stricter regulations, including registration requirements and limits on rental 

duration. However, some analysts argue that these measures remain insufficient to significantly curb the 

phenomenon in central Paris (1). 

Secondly, tourist flow management is a central pillar of sustainable tourism policy in France. The national 

strategy emphasizes the need to better distribute visitors across time and space to reduce overcrowding in 

major destinations (25). This includes promoting off-season travel, encouraging visits to less crowded areas, 

and developing alternative destinations beyond iconic sites. In the Paris context, this translates into efforts to 

decentralize tourism activities and valorised peripheral neighbourhoods. 

Environmental protection is another major component. Tourism contributes significantly to greenhouse 

gas emissions, particularly through transportation. Sustainable strategies therefore promote low-carbon 

mobility, such as public transport, cycling, and walking, as well as environmentally responsible practices 

within the tourism sector (25). These measures aim to reduce the ecological footprint of tourism while 

maintaining its economic benefits. 

In addition, sustainable tourism policies seek to support local communities and economic structures. This 

involves protecting local businesses from displacement by tourist-oriented commerce, as well as ensuring that 

tourism revenues benefit residents. Participatory governance, where inhabitants are involved in tourism 

planning, is also increasingly emphasized to improve social acceptance of tourism (1). 

Overall, these strategies are relevant, but their effectiveness depends on consistent implementation and 

enforcement. While flow management and environmental initiatives show promise, stronger regulatory 

measures, particularly regarding short-term rentals, may be necessary to fully mitigate the negative impacts of 

tourism. A comprehensive and integrated approach combining regulation, redistribution of tourist flows, 

environmental action, and community involvement is essential to achieving a sustainable balance. 

In Barcelona, recent tourism policy has increasingly focused on mitigating the negative externalities of 

visitor concentration while maintaining the sector’s economic importance. The main objective is to reduce 

pressure on densely visited areas and improve the balance between tourism activity and residents’ quality of 

life, particularly in central districts affected by overcrowding (2). 

One of the main policy responses concerns the regulation of short-term tourist accommodation. The local 

government has strengthened licensing systems, increased inspections, and intensified action against illegal 

tourist rentals in order to protect the residential housing stock. These interventions aim to limit the conversion 

of housing into tourist accommodation and reduce displacement in high-demand neighborhoods, although 

results vary depending on enforcement capacity and district characteristics (2). 

Another important line of action focuses on the redistribution of tourism across urban space and time. 

Throughout the Tourism Sustainability Plan for Destination Barcelona, authorities promote the diversification 

of visitor flows, encouraging tourism beyond the most saturated districts and outside peak seasons. This 

approach seeks to reduce spatial concentration effects, ease congestion in iconic areas, and distribute economic 

benefits more evenly across the city and metropolitan region (3). 

Environmental sustainability has also become a central pillar of tourism governance. Policies encourage 

low-carbon mobility, including public transport, cycling infrastructure, and pedestrianization, while tourism 

businesses are increasingly encouraged to adopt environmental certification schemes. These measures are 

designed to reduce the ecological footprint of tourism and improve overall urban liveability, particularly in 

high-density tourist zones (4). 

In addition, governance strategies increasingly emphasize the involvement of local communities in 

tourism planning. Residents are more frequently included in consultation processes, reflecting an effort to 

improve social acceptance and align tourism development with local needs. This participatory approach 

reflects a broader shift toward integrating tourism policy into general urban governance rather than treating it 

as a separate sector (5). 

Overall, Barcelona’s strategy reflects a transition from growth-oriented tourism policies toward a model 

based on regulation, redistribution, and sustainability. However, the success of these measures depends on 

consistent enforcement and long-term coordination across institutions. Achieving a stable balance between 

tourism activity, environmental protection, and residents’ well-being remains a central challenge for the city. 

Conclusions 

In conclusion, the study confirms that overtourism in Paris and Barcelona is a multidimensional 

phenomenon that must be understood through its economic, social, and environmental impacts. The analysis 
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has clarified the concept of overtourism and highlighted its key characteristics, particularly the imbalance 

between tourist flows and urban capacity.  

The findings demonstrate that while tourism generates significant economic benefits, it also creates strong 

pressures on housing, public space, and residents’ quality of life. The case studies further reveal how these 

impacts are concentrated in specific neighbourhoods, leading to spatial and social transformations. 

Finally, the review of policies shows that although both cities are implementing strategies to promote 

more sustainable tourism, challenges remain in ensuring their effectiveness. Overall, achieving a better balance 

between tourism development and urban sustainability requires stronger regulation, improved management of 

tourist flows, and greater consideration of local communities.  
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Abstract 
This article provides a comprehensive political economy analysis of Turkey's transition from a parliamentary system to the Presidential Government 

System and its profound implications for economic governance, institutional autonomy, and macroeconomic stability. The study first establishes the 
conceptual foundations of political economy as an interdisciplinary field that examines the mutual interaction between political institutions and 

economic processes. It then applies this framework to the Turkish case, tracing the institutional restructuring that followed the 2017 constitutional 

referendum and 2018 elections, which concentrated executive authority in the presidency and fundamentally altered the policy advisory apparatus, 
budgetary processes, and regulatory governance. The article documents the erosion of the Central Bank of the Republic of Turkey's de facto 

independence through informal mechanisms of political pressure, culminating in the heterodox "New Economic Model" of 2021–2023 and its 

destabilizing macroeconomic consequences, including exchange rate volatility, chronic inflation, and a shift in the growth regime toward credit-financed 
domestic consumption. The analysis further examines the post-2023 return to orthodox monetary policy and its partial stabilization effects, while 

highlighting the persistent institutional vulnerabilities that render these gains fragile and reversible. The Turkish experience illustrates a distinctive post-

liberal governance mode in which neoliberal market rules are stretched rather than abandoned, institutional safeguards are subordinated to political 
loyalty, and economic policymaking becomes articulated with personalized executive decision-making. The article concludes that the ultimate guarantor 

of monetary and economic stability lies not in formal statutory provisions but in the broader institutional and political environment within which policy 

is conducted. 

Introduction  

This article examines the transformation of Turkey's political economy following the transition from a 

parliamentary system to the Presidential Government System, a shift formalized through the April 2017 

constitutional referendum and operationalized after the June 2018 elections. The analysis is situated within the 

broader interdisciplinary framework of political economy, which posits that economic processes are not 

autonomous technical phenomena but are continuously shaped by political institutions, power relations, and 

legal structures. From this vantage point, the article investigates how the centralization of executive authority 

under the presidency has fundamentally reconfigured economic governance, state-business relations, and 

monetary policy autonomy in Turkey. The article is structured in two main sections. The first section outlines 

the conceptual foundations of political economy, emphasizing its analytical utility in understanding the 

interplay between markets and political decision-making. The second section applies this framework to the 

Turkish case, tracing the institutional erosion of regulatory agencies and the Central Bank of the Republic of 

Turkey, the implementation and consequences of the heterodox "New Economic Model" between 2021 and 

2023, and the partial return to orthodox policies under the post-2023 stabilization program. By synthesizing 

empirical findings, econometric analyses, and institutional assessments, the article argues that Turkey's 

experience illustrates a distinctive mode of post-liberal governance in which neoliberal market rules are 

stretched rather than abandoned, institutional safeguards are subordinated to political loyalty, and economic 

policymaking becomes increasingly articulated with personalized decision-making concentrated within the 

executive. The Turkish case thus offers critical insights into the vulnerabilities of emerging market economies 

facing the tension between political centralization and institutional credibility. 

Relevance of the Article. This article is relevant to comparative political economy and emerging market 

studies as it provides a systematic case study of how executive centralization reshapes economic governance, 

erodes central bank autonomy, and generates macroeconomic instability in a major developing economy, 

offering critical insights into the vulnerabilities created when political centralization overrides technocratic 

independence. 

Problem of the Article. The central problem is the paradox of institutional erosion under formal statutory 

continuity: despite the preservation of legal frameworks guaranteeing central bank independence, Turkey 

experienced a dramatic deterioration in monetary policy credibility, chronic inflation, and exchange rate 

volatility following the transition to the Presidential Government System. The article explains how informal 

political pressures circumvented formal protections to produce outcomes equivalent to direct political control. 

Object of the Article. The object of this study is the political economy of Turkey's Presidential 

Government System and its impact on economic governance structures, with a specific focus on the Central 
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Bank of the Republic of Turkey, regulatory agencies, state-business relations, and macroeconomic outcomes 

during the 2017–2026 period. 

Goal of the Article. The goal is to synthesize academic literature, empirical data, and institutional reports 

to construct a coherent explanatory account of the causal mechanisms linking political system transformation 

to the erosion of economic institutional credibility and macroeconomic instability in Turkey. 

Objectives of the Article: 
1. To define political economy as an interdisciplinary analytical framework that examines the mutual 

interaction between political institutions and economic processes, thereby establishing the conceptual 

foundation for the study.  
2. To analyze the institutional erosion of the Central Bank of the Republic of Turkey under the 

Presidential Government System, examining the mechanisms of de facto independence loss and its 

macroeconomic consequences.  

3. To evaluate the heterodox "New Economic Model" of 2021–2023 and the subsequent return to 

orthodox monetary policy, assessing their impacts on inflation, exchange rate stability, and growth 

dynamics. 
Methods of research. This study employs a systematic literature review and qualitative synthesis 

methodology. It integrates peer-reviewed academic studies, NBER working papers, IMF Article IV 

Consultation reports, credit rating agency assessments, and official Turkish statistical data from TÜİK and 

TCMB. The analysis is guided by a political economy framework examining the interplay between political 

institutions, power relations, and economic outcomes, using narrative synthesis to integrate qualitative 

institutional analyses with quantitative empirical findings.  
 

Definition of Political Economy 

Political economy is an interdisciplinary field within the social sciences that argues that the economy is 

not merely a technical process but is continuously shaped by political institutions, legal systems, power 

relations, and social preferences; unlike classical economics, it takes as a fundamental premise that markets do 

not operate independently of the state or politics, and that economic outcomes cannot be fully understood 

without examining the political and institutional context in which they are embedded (Weingast & Wittman, 

2008). In its most comprehensive definition, political economy is the branch of science that examines the 

mutual interaction between the production, distribution, and consumption of goods and services in a society 

and the political decision-making mechanisms that regulate these processes; in answering the questions of 

"who produces what, when, how, and for whom," it draws not only on supply-demand mechanisms but also 

on property rights, tax policies, regulatory institutions, and social power dynamics (Elkin, 2009). Political 

economy can therefore be reduced neither to pure economic theory nor to pure political science; rather, it seeks 

answers to both normative and positive questions at their intersection, investigating not only what is but also 

what ought to be in the organization of economic life, and it recognizes that economic policies inevitably create 

winners and losers whose fortunes depend as much on political influence as on market efficiency (Weingast 

& Wittman, 2008; Elkin, 2009). The field traces its intellectual origins to classical thinkers such as Adam 

Smith, David Ricardo, and Karl Marx, who analyzed the relationship between wealth creation, labor, and state 

power; in the twentieth century, the rise of neoclassical economics temporarily narrowed the discipline's focus 

to mathematical modeling, but the limitations of purely technical approaches in explaining phenomena such 

as financial crises, rising inequality, and institutional failure have prompted a resurgence of political economy 

as an essential analytical lens (Weingast & Wittman, 2008). The significance of political economy manifests 

itself in three main contributions: first, it demonstrates that complex social problems such as economic crises, 

income inequality, trade wars, and climate change are not merely technical issues but also outcomes of political 

choices and power struggles; second, it helps us understand how institutions that shape the functioning of 

markets – including central banks, legislatures, and international trade agreements emerge, evolve, and 

sometimes fail under the weight of competing interests; and third, by raising the question of who gains and 

who loses in the distribution of welfare, political economy offers policymakers not only growth but also 

normative goals such as justice, equity, and sustainability (Policy Exchange, 2023). Today, a political economy 

perspective is indispensable for understanding the tension between capitalism and democracy, the pressure of 

globalization on national sovereignty, the transformation of welfare states, and the new power centers created 

by the digital economy and platform capitalism (Policy Exchange, 2023). In summary, political economy is a 

research field that analyzes economic phenomena without detaching them from their political and social 
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context, thereby providing a profound understanding both theoretically and practically; its enduring 

importance lies in moving beyond mere efficiency calculations to make visible the underlying power relations, 

institutional arrangements, and value choices that fundamentally shape economic life and the distribution of 

its benefits (Weingast & Wittman, 2008; Elkin, 2009). 

In summary, political economy is a research field that analyzes economic phenomena without detaching 

them from their political context, thereby providing a profound understanding both theoretically and practically. 

Its importance lies in moving beyond mere efficiency calculations to make visible the underlying power 

relations and value choices in economic life.  

Political System Transformation in Turkey 

The political economy of Turkey's transition from a parliamentary to a presidential system offers a critical 

case study for understanding how institutional restructuring reshapes economic governance, state-business 

relations, and policy-making autonomy in emerging markets. Following the April 2017 constitutional 

referendum and the June 2018 elections that operationalized the Presidential Government System, Turkey 

abandoned the parliamentary model that had been in place since 1876; this change was legitimized by citing 

the prolonged political instability, economic crises, and coalition governments that had afflicted the country 

during the 1990s and early 2000s (Kildaci, 2024). The new system concentrated executive authority in the 

presidency, abolished the prime ministry, and restructured the policy advisory apparatus around the Office of 

the Presidency, fundamentally altering the institutional architecture of economic decision-making processes 

(Policy Advisory System in Türkiye, Taylor & Francis, 2025; Oyan, 2019).  

The transition to the presidential system was not merely a procedural adjustment but signified a radical 

transformation in the neoliberal trajectory that the state had followed since the 1980s. Whereas earlier 

neoliberal reforms emphasized depoliticization, decentralization, and institutionalization as guiding principles, 

the post-2018 period witnessed a decisive shift toward politicized, centralized, and personalized management 

practices in the economic sphere (Economic Management under the Presidential System of Government in 

Turkey, METU, 2021). This shift was accompanied by the erosion of checks and balances and the replacement 

of merit-based governance with a system prioritizing loyalty and alignment with presidential preferences; the 

dismissal of experts who resisted presidential directives and the appointment of politically aligned advisors to 

key positions became concrete indicators of this transformation (Policy Advisory System in Türkiye, Taylor 

& Francis, 2025). The RANE case study on economic policymaking under increased political centralization 

documents that the 2017 constitutional reform consolidated power in the presidency and correspondingly 

increased executive influence over central bank policies, a process that coincided with high and rising inflation 

and the deterioration of Turkey's international financial position (Jaeger, 2024).  
The political economy of budgeting under the new system reflects a pronounced autocratization effect. 

Analysis of data from Turkey's Ministry of Treasury and Finance demonstrates that executive aggrandizement 

has rendered budgeting more centralized, with spending patterns shifting toward institutions directly controlled 

by the incumbent. The parliament's role in fiscal oversight has diminished, while the presidential office and its 

associated directorates have gained a larger share and greater discretion over budgetary expenditures. 

Furthermore, spending on judicial and military institutions exhibits a volatile trend, influenced by the 

executive's political control and the broader dynamics of democratic backsliding (Kimya & Savage, 2025). 

This centralization of fiscal authority represents an under-investigated dimension of how regime dynamics 

reshape the political economy of public finance.  

Institutional transformation has extended deeply into regulatory governance. The Presidential Government 

System has redefined the role and functioning of regulatory and supervisory agencies, with centralized 

practices in appointments and budgetary control significantly weakening their institutional autonomy. While 

these agencies maintain a legal framework that emphasizes independence, their de facto dependence on the 

executive has intensified, highlighting the tension between administrative efficiency and democratic 

accountability (Karataş, 2025). This pattern is consistent with broader findings indicating that dependence on 

foreign capital flows for economic growth creates an unstable macroeconomic policy environment, 

incentivizing ruling coalitions to expand executive powers to control monetary policy and banking regulation, 

resulting in a dramatic decay of bureaucratic autonomy since 2013 (Navigating Financial Cycles, SOAS). The 

2021–2023 heterodox crisis, characterized by unorthodox monetary policy and state capitalist features, has 
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been interpreted in the scholarly literature as a direct reflection of a fragile and unconsolidated presidential 

system and its associated mode of economic governance (Öniş & Kutlay, 2021).  

The transformation of state-business relations constitutes a fundamental pillar of the new political 

economy. The AKP government has systematically built a loyal business class through an elaborate system of 

rewards and punishment since 2002, but this process intensified and became institutionalized following the 

transition to the presidential system. Politically motivated interventions in domestic markets aimed at 

restructuring underlying power dynamics have become institutionalized features of executive takeovers. The 

AKP politicized state institutions, including debt collection, tax authorities, privatization, and public 

procurement and eroded the rule of law to distribute rents and resources to its supporters, transfer capital from 

its opponents, and discipline dissidents in business circles. These mechanisms allowed the party to skew the 

political playing field in its favour through access to private resources and disproportionate media control, 

underpinning the consolidation of competitive authoritarian rule (Esen & Gumuscu, 2017). Empirical analysis 

of 867,260 public procurement deals between 2010 and 2019 reveals that the level of competitiveness, 

measured by the effective number of companies receiving public procurement contracts, decreased 

substantively, particularly after 2013 a trend that has continued and intensified under the presidential system 

(Kutlay & Yıldırım, 2024).  

The political economy literature demonstrates that the transition to the presidential system in Turkey has 

fundamentally transformed state-market relations and resource allocation mechanisms. Under the new system, 

the executive branch has centralized economic decision-making processes within the Presidency, eroded the 

autonomy of regulatory institutions, shaped budget allocations according to political priorities, and converted 

public procurement and privatization processes into loyalty-based resource transfer mechanisms. The 

executive leadership under Erdoğan, while managing structural economic problems such as rising debt burdens 

and chronic inflation, has utilized infrastructure investments and social expenditures as instruments to 

consolidate political support; simultaneously, it has restructured capital accumulation processes through 

clientelist networks, reinforcing the formation of a state-dependent business class (Džihić & Beraia, 2025). 

The Turkish experience reveals a post-liberal mode of economic governance that stretches neoliberal market 

rules without fully abandoning them and selectively intensifies state intervention. In this hybrid model, 

institutional safeguards such as central bank independence are eroded in favour of political loyalty, fiscal 

discipline is subordinated to electoral cycles, and economic policymaking is increasingly articulated with 

personalized decision-making processes concentrated within the Presidential Complex (What Türkiye reveals 

about post-liberal governance, ECPR, 2025).  

Central Bank Independence and Macroeconomic Instability in Turkey 

The institutional erosion of the Central Bank of the Republic of Turkey (CBRT) over the past decade 

presents a striking case study of the vulnerabilities of central banking in emerging market economies. 

Following the 2001 crisis, legal reforms granted the CBRT instrument independence and an inflation-targeting 

regime, achieving a relatively high legal independence score among developing countries according to the 

Cukierman, Webb, and Neyapti index (Cukierman et al., 1992; Eroğlu, 2005). However, from the mid-2010s 

onward, systematic political pressure from the executive branch significantly eroded the CBRT's de facto 

independence through informal mechanisms rather than statutory changes, as evidenced by six gubernatorial 

changes between 2016 and 2025, nearly all following policy disagreements over interest rates (Reuters, 2024; 

Semantic Scholar, 2018). This erosion is further substantiated by Akarsu's (2021) econometric analysis 

demonstrating that the transition to the presidential system constitutes a significant factor increasing exchange 

rate volatility, with recurring exchange rate shocks after 2018, including August 2018, March 2021, December 

2021, and the post-2023 election period reflecting institutional rather than purely external determinants. The 

USD/TRY exchange rate consequently rose from 4.8 in 2018 to 44.8 by April 2026 (P.A. Turkey, 2025; TCMB, 

2026). 
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Fig. 1. USD/TR Exchange Rate (2018–2026) 

Source: CBRT (policy rate) and TURKSTAT (inflation data) 

Trading Economics, 2026). Öge's (2018) econometric analysis reveals a pronounced asymmetry in the 

CBRT's reaction function, wherein the Bank systematically delays raising rates in response to inflationary 

pressures while reacting far more swiftly to political demands for rate cuts, and during the 2021–2023 period 

the Bank's rhetoric-action consistency deteriorated severely as the policy rate was reduced from 19 percent to 

8.5 percent even as inflation accelerated toward 85 percent. 

 

 
Fig. 2. Deterioration in Rhetoric-Action Consistency (2021–2023) 

Source: Central Bank of the Republic of Turkey (CBRT); Turkish Statistical Institute (TurkStat) 

This erosion of credibility measurably amplified exchange rate pass-through, with structural VAR 

analyses confirming that as the CBRT's commitment to inflation targeting weakened under political pressure, 

exchange rate uncertainty increased and the transmission of currency movements to domestic prices intensified, 

particularly affecting producer prices (Gayaker, n.d.; Revisiting the Exchange Rate Pass-Through in Turkey 

Economy, 2022; Price Rigidities, Central Bank Credibility, and Exchange Rate Pass-Through, Doğuş 

University).  

The culmination of institutional erosion was the heterodox "New Economic Model" implemented between 

2021 and 2023, which aimed to achieve current account surplus, employment growth, and economic expansion 

through interest rate cuts based on a theoretical framework that inverted the conventional relationship between 

interest rates and inflation, an approach situated by critical scholarship within the neoliberal development 

trajectory of peripheral economies (Turkey in Turbulence, 2023). Kara and Simsek's (2025) NBER working 

paper models this episode as an interconnected destabilizing chain reaction – political pressure for low interest 

rates generating inflation, widening the current account deficit, triggering exchange rate depreciation, and 

producing further inflation – that ultimately compelled a return to orthodox monetary policy and imposed 

substantial costs on the real economy. Inflation peaked at 85 percent in October 2022, remained at 65 percent 

in 2023 and 44.4 percent in 2024, and closed 2025 at 30.9 percent, with services inflation exhibiting particular 

rigidity at 44 percent in 2025 while goods inflation declined to 25 percent, constituting a primary obstacle to 

the disinflation process (TCMB, 2026; TCMB Blog, 2026; Kara & Simsek, 2025). GDP growth followed an 
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unstable trajectory, averaging 3-5 percent during 2018–2024 but largely financed by credit expansion and 

public spending, while the growth regime shifted from the export-oriented and productivity-driven model of 

2002–2013 toward a pattern reliant on domestic consumption, construction, and credit expansion, raising 

serious concerns regarding sustainability (P.A. Turkey, 2025; Repression and Growth in the Periphery of 

Europe, Universitat Pompeu Fabra, 2024). According to TÜİK data, the Turkish economy grew by 3.6 percent 

in 2025, with fourth-quarter growth at 3.4 percent year-on-year, GDP per capita reaching 712,200 TL, and the 

budget deficit-to-GDP ratio declining from 4.7 percent in 2024 to 3.6 percent in 2025 (TÜİK, 2026; Ministry 

of Trade, 2026).  

The labor market registered a notable performance, with the unemployment rate falling by 0.4 percentage 

points to 8.3 percent in 2025, the lowest level in 21 years and standing at 8.5 percent in February 2026, although 

the persistently high underutilized labor force and a labor force participation rate of 49.0 percent, well below 

OECD averages, indicate continuing structural weaknesses (TÜİK, 2026; AA, 2026; SBB, 2026). The 

heterodox experiment also necessitated heavy foreign exchange interventions that depleted central bank 

reserves and the introduction of the exchange rate-protected deposit scheme, which shifted substantial currency 

risk to the public balance sheet; the analysis in Kathimerini (2025) empirically documents how the stabilization 

program initiated in September 2023 was derailed by political interventions and how interventions aimed at 

suppressing the exchange rate ahead of the 2023 elections drove net reserves excluding swaps into negative 

territory.  

 
Fig. 3. Budget Deficit-to-GDP (%) 

Source: Turkish Statistical Institute (TÜİK, 2026) 

The post-2023 period witnessed a decisive policy reversal under the economic management of Mehmet 

Şimşek, with the policy rate raised progressively from 8.5 percent in May 2023 to 50 percent by March 2024 

and subsequently reduced cautiously to 46 percent by early 2026 as inflation moderated, while the CBRT's 

gross reserves reached $196.1 billion by January 2026 and net reserves excluding swaps exceeded $70 billion 

before experiencing a sharp $23 billion weekly decline to $20.2 billion during market turbulence in late March 

2026, exposing the fragility of the reserve buffer to political shocks (TCMB, 2026; Bloomberg HT, 2026; 

QNB Invest, 2026).  

Fig. 4. Policy Rate (%) 

Source: Central Bank of the Republic of Türkiye (CBRT) 
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The IMF's 2025 Article IV Consultation commended Turkey's disinflation program for achieving 

"significant successes," with inflation projected to decline to approximately 33 percent by end-2025 and 

continue its downward trend into 2026, while growth was forecast at approximately 4.1 percent in 2025 and 

4.2 percent in 2026; the IMF Executive Board confirmed these findings in February 2026 and emphasized the 

importance of maintaining a tight monetary policy stance, fiscal discipline, and structural reforms (IMF, 2025; 

IMF, 2026). Credit rating agencies Moody's and Fitch upgraded Turkey's outlook and credit rating, citing the 

central bank's return to policy credibility and the restoration of confidence in the lira among domestic 

depositors and foreign investors, although IMF reports maintained cautious language regarding institutional 

independence and policy predictability (Moody's, 2025; Fitch, 2026). Özel's (2025) analysis of the erosion of 

economic institutions in the context of democratic backsliding systematically examines how the politicization 

of appointments, the hollowing out of technocratic autonomy, and the centralization of policy coordination 

within the Presidency have intersected with the broader dynamics of institutional decay under successive AKP 

governments. The Turkish experience thus demonstrates unequivocally that the ultimate guarantor of central 

bank independence lies not in statutory texts but in the broader institutional and political environment within 

which monetary policy is conducted; the legal and de facto powers of the executive over the central bank 

persist, and the political dynamics that produced the 2021–2023 heterodox experiment have not been 

renounced but merely suspended under conditions of extreme macroeconomic distress, rendering the 

restoration of credibility slow, easily disrupted, and reversible in the absence of deeper institutional reforms 

(Arslantaş, 2025; Kara & Simsek, 2025; Özel, 2025; OSW, 2025; TCMB, 2026). 

Conclusions 

This article has provided a political economy analysis of Turkey's transition from a parliamentary system 

to the Presidential Government System and its profound implications for economic governance, institutional 

autonomy, and macroeconomic stability. The Turkish case demonstrates that the formal concentration of 

executive authority under the 2017–2018 constitutional reforms did not merely alter the procedural mechanics 

of government but fundamentally transformed the relationship between political power and economic decision-

making. The centralization of policy coordination within the Presidency, the erosion of checks and balances, 

the politicization of regulatory agencies and public procurement, and the systematic undermining of central 

bank independence collectively produced a distinctive mode of post-liberal governance in which neoliberal 

market rules were stretched rather than abandoned and institutional safeguards were subordinated to political 

loyalty (Kildaci, 2024; Policy Advisory System in Türkiye, 2025; Karataş, 2025). The heterodox "New 

Economic Model" of 2021–2023 represented the culmination of this institutional erosion, generating a 

destabilizing chain reaction of inflation, currency depreciation, and reserve depletion that imposed substantial 

costs on the real economy before compelling a return to orthodox monetary policy (Kara & Simsek, 2025; 

Turkey in Turbulence, 2023). While the post-2023 stabilization program under Mehmet Şimşek has achieved 

notable progress in reducing inflation and rebuilding reserves, the underlying institutional vulnerabilities – 

including the President's unchecked authority over central bank appointments and the persistence of 

personalized decision-making structures – render these gains fragile and reversible in the absence of deeper 

institutional reforms (IMF, 2026; OSW, 2025; Özel, 2025). The Turkish experience thus offers a cautionary 

tale for emerging market economies: the ultimate guarantor of monetary stability and sustainable growth lies 

not in the formal architecture of statutes but in the broader institutional and political environment within which 

economic policy is conducted. When that environment is characterized by hyper-centralization, the erosion of 

technocratic autonomy, and the subordination of economic rationality to short-term political imperatives, even 

robust legal frameworks prove insufficient to prevent institutional decay and macroeconomic instability 

(Arslantaş, 2025; What Türkiye reveals about post-liberal governance, ECPR, 2025).  
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Abstract 
This article examines the main risks and implementation challenges that emerge when businesses adopt FinTech solutions. The study is theoretical-

analytical in nature and is based on recent peer-reviewed literature on FinTech, digital transformation, regulation, cybersecurity, and organisational 
readiness. The analysis shows that the most persistent risk groups are cybersecurity and data-protection exposure, regulatory and compliance complexity, 

technological dependence on legacy and external systems, and gaps in competencies and organisational preparedness. The reviewed literature also 

indicates that these risks rarely appear in isolation. Instead, they interact and strengthen one another, especially in smaller firms with limited resources. 
The article argues that FinTech implementation should be treated not only as a technology decision, but also as a broader managerial challenge requiring 

coordinated attention to governance, infrastructure, compliance, and employee capability. 

Introduction 

The relevance of this topic is related to the fast expansion of digital financial technologies in business 

practice. FinTech is no longer limited to startups or consumer payment apps. It increasingly affects payment 

systems, lending, compliance, and data-intensive service delivery. Academic books on the subject likewise 

emphasise that FinTech should be understood as a broader transformation of financial services, market 

infrastructure, and regulation rather than only as a collection of isolated tools (Buckley et al., 2023; Liaw, 

2021). 

The problem of the article is that FinTech is often discussed through the language of speed, innovation, 

convenience, and improved customer experience, whereas the main implementation risks are still not always 

integrated into business decision-making. In practice, businesses must deal not only with the opportunities 

created by digital finance, but also with cybersecurity threats, regulatory obligations, infrastructure limitations, 

and capability gaps that affect the actual success of implementation (Hughes et al., 2024; Javaheri et al., 2024; 

Liu et al., 2025). 

The object of the article is the application of FinTech solutions in business. 

The aim of the article is to examine the main challenges and risks related to the application of FinTech 

solutions in business. 

Objectives of the article: 

1. to identify the main risk groups discussed in recent FinTech literature; 

2. to examine how cybersecurity, regulation, technological dependence, and competency gaps influence 

FinTech implementation in business; 

3. to compare the implications of these risks for SMEs, startups, and incumbent financial institutions; 

4. to assess the managerial implications of FinTech-related risks for sustainable business implementation. 

Research questions: 

1. What risks are most consistently associated with FinTech implementation in business? 

2. How do these risks differ across types of organisations? 

3. Why should FinTech implementation be treated as a strategic management issue rather than only as a 

technical innovation? 

Methods used in the article: scientific literature analysis, comparative analysis, synthesis, and structured 

secondary-source analysis. 

Research Methodology 

This article does not present an original empirical field study. It is a theoretical-analytical paper based on 

a structured review of recent academic literature. Such an approach is appropriate because the aim of the article 

is not to measure a single company case, but to identify recurring risk patterns and compare their implications 

across different organisational contexts. 

The methodological design combines four linked methods. First, scientific literature analysis was used to 

identify the main concepts, recurring risk themes, and debates in peer-reviewed FinTech research. Second, 

comparative analysis was applied to compare how the same risk categories affect SMEs, startups, and 

incumbent financial institutions. Third, synthesis was used to combine findings from different studies into one 
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integrated framework. Fourth, secondary-source analysis helped to interpret recent evidence from empirical 

journal articles dealing with regulation, cybersecurity, digital transformation, and financial risk. 

The source base was intentionally limited to academically reliable publications, mainly peer-reviewed 

journal articles, review studies, and academic books. This choice was made in order to ensure correct citation 

practice and to avoid unsupported claims based on weak or purely promotional sources. 

Literature Review 

Academic research on FinTech has expanded considerably over the last decade. Gomber et al. (2018) 

argue that FinTech should be understood not only as a set of new tools, but also as a broader transformation of 

financial intermediation, service design, competition, and institutional structures. This broader perspective is 

also reflected in academic book-length treatments, which present FinTech as an interconnected field shaped 

by innovation, market structure, and regulation (Buckley et al., 2023; Liaw, 2021). Barroso and Laborda (2022) 

likewise identify digital transformation, regulation, and collaboration as central strands in the modern FinTech 

literature. 

More recent reviews confirm that the field has become more diverse and more risk-oriented. Salem and 

Shahimi (2025) show that FinTech scholarship has evolved from early discussions of digital banking and 

innovation toward broader themes such as trust, adoption, cybersecurity, regulation, inclusion, and business 

performance. Kou and Lu (2025) also emphasise that the growing role of artificial intelligence, machine 

learning, blockchain, and related technologies creates not only opportunities, but also implementation 

challenges that affect how organisations manage risk and change. 

The literature also shows that risk in FinTech is multidimensional. Liu et al. (2025) note that digital finance 

changes the risk profile of financial institutions through operational, market, liquidity, and insolvency-related 

channels. Betancourt et al. (2026) add that financial digitalization generates strategic risks linked to 

governance, dependency, resilience, and the speed of technological change. This means that FinTech risk 

should not be reduced to one technical problem such as cybersecurity alone. 

Cybersecurity is nevertheless one of the most visible and frequently discussed themes. Javaheri et al. 

(2024) systematise the main FinTech cyber threats by highlighting data breaches, phishing, ransomware, 

insider threats, and distributed denial-of-service attacks. AlBenJasim et al. (2024) reach a similar conclusion 

in their case-based study of FinTech cybersecurity and regulation, showing that cyber risk is intertwined with 

data protection, legal compliance, and trust in digital services. 

Another major theme is regulation. Hutukka (2024) demonstrates that FinTech regulation differs 

substantially across the European Union, the United States, and China, creating uncertainty for firms operating 

across jurisdictions. Buckley et al. (2023) similarly emphasise that FinTech regulation must balance 

innovation, systemic stability, data governance, and market integrity, which means that regulation may 

function both as a constraint and as an adaptive governance mechanism. 

Finally, the literature increasingly connects successful FinTech implementation with organisational 

readiness. Hughes et al. (2024) emphasise that digital transformation in finance is shaped by legacy systems, 

governance structures, cultural resistance, and capability gaps. Albuainain and Ashby (2025) similarly show 

that FinTech adoption is affected by knowledge constraints, perceived risk, trust, and the quality of institutional 

support. Taken together, these studies suggest that FinTech implementation is a strategic and organisational 

issue as much as a technological one. 

Comparative Assessment of FinTech Risk Implications for Business 

1. Cybersecurity and Data Protection Risks 

Cybersecurity is consistently presented in the academic literature as one of the most serious risks 

associated with FinTech implementation. The reason is straightforward: FinTech solutions rely on the 

continuous processing, storage, and transfer of sensitive financial and personal data. This makes them attractive 

targets for cybercriminals and raises the business consequences of technical failure. Javaheri et al. (2024) show 

that FinTech cyber threats are not limited to one attack type, but include a wider ecosystem of phishing, 

ransomware, insider threats, service disruption, and data leakage. 

The business relevance of this risk is that cyber incidents do not remain purely technical. They can quickly 

become legal, financial, and reputational events. Case-based evidence from Bahrain shows how cybersecurity, 

data protection, and regulatory compliance intersect in FinTech practice, especially where digital financial 

services depend on interconnected systems and evolving oversight requirements (AlBenJasim et al., 2024). 
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This risk is particularly acute for smaller firms and startups. They often depend on outsourced cloud 

services, payment infrastructure, and external authentication systems, yet they may have limited internal 

security capacity. Incumbent financial institutions usually have stronger compliance structures, but they often 

manage larger and more complex digital environments, which increases the scope of exposure. In both cases, 

the literature supports the same conclusion: cyber resilience must be treated as a governance issue embedded 

in broader risk management, not as an isolated technical control (Javaheri et al., 2024; AlBenJasim et al., 

2024). 

Table 1 

Cybersecurity risk dimensions in FinTech implementation 

Risk dimension Typical manifestation Business implication 

Data breaches 
Unauthorised access to financial and 

personal data 
Legal exposure, loss of trust, 

reputational damage 

Service disruption 
DDoS attacks, platform outages, 

interrupted payment flows 
Operational disruption and customer 

dissatisfaction 

Fraud and phishing 
Credential theft, social engineering, 

account compromise 
Direct financial loss and weaker 

consumer confidence 

Third-party vulnerabilities 
Weaknesses in outsourced cloud, 

API, or authentication providers 
Extended attack surface and 

governance complexity 

*Source: compiled by the author based on Javaheri et al. (2024), AlBenJasim et al. (2024), and Betancourt et al. (2026) 

2. Legal Regulation and Compliance Challenges 

Regulation is frequently described as a barrier to FinTech development, but the literature suggests a more 

balanced interpretation. Regulation also performs a stabilising role by protecting consumers, reducing systemic 

risk, and structuring market trust. Hutukka (2024) shows that FinTech law differs substantially across major 

jurisdictions, especially in relation to licensing, payments, digital assets, data protection, and supervisory 

scope. This creates additional complexity for firms that operate across borders or across several financial 

functions. 

From a business perspective, the main challenge is not regulation as such, but regulatory fragmentation 

and the speed of legal change. A company may need to comply simultaneously with rules on payments, 

privacy, anti-money-laundering obligations, customer due diligence, and cybersecurity. Buckley et al. (2023) 

show that adaptive and innovation-sensitive regulatory approaches may strengthen oversight while still 

supporting market development, but they also confirm that the governance environment matters for how firms 

organise their digital activity. 

The implications differ across organisational types. Startups and SMEs often experience regulation as a 

heavy cost because they have limited legal capacity and fewer specialised compliance resources. Incumbent 

financial institutions are generally more experienced in dealing with regulators, yet they may struggle with the 

volume and rigidity of internal controls required for digital change. The literature therefore suggests that 

regulation should be interpreted as both a business constraint and a legitimacy-building mechanism that affects 

market entry, scalability, and trust (Hutukka, 2024; Buckley et al., 2023; Gomber et al., 2018). 

Table 2 

Regulatory challenges and business implications 

Challenge Why it arises Implication for firms 

Jurisdictional differences 
FinTech law varies across countries 

and regulatory bodies 
Higher compliance costs in cross-

border operations 

Overlapping obligations 
Payments, privacy, AML, and cyber 

rules may apply simultaneously 
Need for integrated governance and 

legal coordination 
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Regulatory uncertainty 
Innovation often moves faster than 

legal adaptation 
Delays in scaling and product 

development 

Compliance asymmetry 
Small firms face similar obligations 

with fewer internal resources 
Competitive disadvantage for 

startups and SMEs 

*Source: compiled by the author based on Hutukka (2024), Buckley et al. (2023), and Gomber et al. (2018) 

3. Technological Dependence and Integration Problems 

A large part of the literature on FinTech implementation points to the tension between innovation and 

technological dependence. Businesses often adopt new digital services while still relying on legacy systems, 

fragmented databases, and old operating routines. Hughes et al. (2024) show that digital transformation in 

finance is repeatedly constrained by legacy infrastructure, weak alignment between business and technology 

goals, and uneven organisational support for change. 

The problem is not limited to internal infrastructure. FinTech implementation can also create new 

dependence on external technology vendors, cloud providers, data intermediaries, and embedded service 

platforms. In strategic terms, this means that the adoption of a flexible digital solution may reduce one type of 

limitation while increasing another. Betancourt et al. (2026) explicitly connect digitalization with strategic 

dependency and resilience challenges, while Barroso and Laborda (2022) stress that the transformation of 

financial services is shaped by the broader architecture of collaboration and inter-organisational integration. 

This challenge affects firms differently. Startups often have more flexible systems and can scale faster, 

but they may depend heavily on external platforms. Large institutions usually have more resources and stronger 

control structures, yet the cost of integration is higher because legacy systems are deeply embedded. The 

comparative assessment therefore suggests that technological dependence should be analysed not only as an 

IT problem, but as a business continuity and strategic flexibility issue (Hughes et al., 2024; Betancourt et al., 

2026). 

Table 3 

Comparative characteristics of legacy and modern FinTech environments 

Characteristic Legacy-oriented environment Modern FinTech-oriented 

environment 

Architecture Monolithic and difficult to modify 
Modular, API-based, and more 

flexible 

Integration 
Slow connection to new tools and 

services 
Higher interoperability and faster 

adaptation 

Governance burden 
Heavy maintenance and technical 

debt 
More agility, but stronger vendor-

management needs 

Strategic effect Reduced innovation speed 
Higher flexibility, but also platform 

dependency risk 

*Source: compiled by the author based on Hughes et al. (2024), Barroso and Laborda (2022), and Betancourt et al. 

(2026) 

4. Competency Gaps and Organisational Preparedness 

FinTech implementation depends not only on technology, but also on the ability of organisations to 

understand, govern, and use that technology effectively. This includes digital literacy, financial knowledge, 

regulatory awareness, cybersecurity competence, and the ability to coordinate change across departments. 

Academic handbook evidence likewise shows that FinTech adoption requires interdisciplinary capabilities that 

connect innovation, operations, finance, and governance (Liaw, 2021). 

Recent review evidence also indicates that trust and security are central to FinTech adoption in banking 

contexts (Jafri et al., 2024). Albuainain and Ashby (2025) identify perceived risk, privacy concerns, trust, and 

knowledge-related barriers as central issues in customer-side FinTech adoption. These findings are useful for 
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explaining why adoption difficulties are not limited to technology alone, but also depend on users’ confidence 

and organisational ability to communicate and manage digital risk. 

The managerial implications are significant. SMEs may struggle because the same people often manage 

operations, vendor relations, and compliance at the same time. Startups may innovate rapidly but underestimate 

process discipline and governance maturity. Incumbent institutions usually possess more formal control 

structures, yet they may encounter internal inertia and skills mismatches during transformation. For this reason, 

competency gaps should be treated as a core implementation risk rather than as a secondary human-resource 

issue (Hughes et al., 2024; Salem & Shahimi, 2025). 

Table 4 

Key competency gaps and organisational implications 

Capability area Typical weakness Implementation implication 

Digital and financial literacy 
Weak understanding of FinTech 

tools and risks 
Slower adoption and poor decision-

making 

Compliance capability 
Limited ability to interpret 

regulatory obligations 
Higher legal and operational 

exposure 

Managerial coordination 
Weak alignment between 

technology and business goals 
Fragmented implementation 

outcomes 

Change readiness 
Resistance to new routines and low 

trust in digital systems 
Reduced long-term integration 

success 

*Source: compiled by the author based on Hughes et al. (2024), Salem and Shahimi (2025), and Kou and Lu (2025) 

Discussion 

The reviewed literature shows that the main FinTech risks are interconnected rather than independent. 

Cybersecurity weaknesses become more severe when organisations rely on fragmented systems or weak 

vendor governance. Compliance pressures become more difficult when internal competencies are limited. 

Legacy dependence slows down adaptation not only technically, but also organisationally, because it makes 

coordinated change harder. This interdependence is one reason why FinTech projects may look promising at 

the product level but still fail at the implementation level. 

Another important point is that the same risk does not affect all businesses in the same way. Review-based 

evidence indicates that FinTech changes organisational risk exposure through multiple channels, including 

operational dependence, regulatory pressure, and technological capability gaps (Liu et al., 2025). More focused 

empirical studies also suggest that FinTech may alter corporate risk-taking behaviour, although these findings 

should be interpreted within their specific national and institutional context (Liang et al., 2025). 

The discussion also suggests that the strongest academic basis for analysing FinTech in business comes 

from combining broad reviews, academic books, and more focused empirical research. Broad sources such as 

Gomber et al. (2018), Buckley et al. (2023), Liaw (2021), Salem and Shahimi (2025), and Kou and Lu (2025) 

help define the field and its evolution. More specific studies such as Javaheri et al. (2024), Hutukka (2024), 

AlBenJasim et al. (2024), and Liang et al. (2025) provide sharper evidence on the mechanisms through which 

risks emerge and are managed. 

Conclusions 

1. The analysis of academic literature confirmed that the main FinTech risk groups discussed in recent 

research are cybersecurity and data-protection risks, legal and compliance challenges, technological 

dependence and integration problems, and competency gaps linked to organisational preparedness. 

2. The study showed that these risks directly influence FinTech implementation in business. Cybersecurity 

failures can escalate into legal, operational, and reputational problems, regulatory complexity can increase 

compliance burdens, technological dependence can reduce flexibility, and competency gaps can weaken the 

effective use of digital solutions. 

3. The comparative assessment revealed that the implications of FinTech-related risks differ across 

organisational types. SMEs are more exposed to limited resources and skill shortages, startups are more 
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vulnerable to external dependency and governance immaturity, while incumbent financial institutions face 

stronger constraints related to legacy systems and slower organisational adaptation. 

4. The analysis demonstrated that the managerial implications of FinTech adoption are broader than 

technology implementation alone. Sustainable use of FinTech requires integrated risk governance, regulatory 

readiness, investment in employee competencies, and strategic alignment between digital innovation and long-

term business capabilities. 
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