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Poverty Reduction: Analysis of Factors
Aftecting Poverty in Lithuania

The purpose of this paper is to evaluate poverty reduction possibilities determining the effect of average
wage and unemployment on poverty, identifying the factor that is a more important predictor of pover-
ty in Lithuania. Based on scientific literature analysis, we identify the factors that determine the phe-
nomenon under study. We perform a statistical analysis of the collected data in the period of 2008-2021
to identify trends and patterns in the factors under consideration. The ordinary least squares method
allows to estimate the impact of the selected factors on poverty. The results show that unemployment has a
statistically significant positive effect (based on the sign of the estimated parameter of the regression model)
on poverty, while average wage has a statistically significant negative effect on poverty. Based on the obtained
results, we present possible solutions to company managers on how they could contribute to reducing poverty
in the country. We conclude that company managers could apply more sustainable development goals in their
businesses, reduce gender inequality, increase wages, hire unskilled workers, and help them to improve. In this
way, company managers could contribute to reducing poverty in the country.

Keywords: average wage, ordinary least squares, poverty, unemployment.

Sio darbo tikslas - jvertinti skurdo mazinimo galimybes, lemian¢ias vidutinio darbo uzmokescio ir ne-
darbo daromg jtaka skurdui. Remdamiesi mokslinés literatiiros analize, nustatéme veiksnius, lemiancius
tiriamg reiskinj. Atlikome duomenuy, surinkty 2008-2021 m. laikotarpiu, statistine analize ir nustatéme na-
grinéjamy veiksniy tendencijas bei désningumus. Iprastas maziausiy kvadraty metodas leidzia jvertinti pa-
sirinkty veiksniy jtaka skurdui. Rezultatai rodo, kad nedarbas turi statisti$kai reik§minga teigiama poveikij
(remiantis jvertinto regresijos modelio parametro zZenklu) skurdui, o vidutinis darbo uzmokestis turi nei-
giamag statistiSkai reik$éminga jtakq skurdui. Atsizvelgdami j gautus rezultatus, jmoniy vadovams pateikiame
galimus sprendimus, kaip galima prisidéti prie skurdo mazinimo Salyje: taikyti darnaus vystymosi tikslus,
mazinti ly¢iy nelygybe, didinti atlyginimus, samdyti nekvalifikuotus darbuotojus ir padéti jiems tobuléti.

Raktiniai Zodziai: vidutinis atlyginimas, jprasti maziausi kvadratai, skurdas, nedarbas.

Introduction the most basic needs. Lack of income

causes obstacles that limit a person’s full-
Poverty is a social phenomenon when fledged life, the access to various services,
people’s income is too low to meet even  and hinders participation in society. This
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is a very important and relevant topic
not only in developing but also in de-
veloped countries. Today this problem
is even more relevant due to the events
of the recent years in the world, such as
the COVID-19 pandemic, the increase
in energy prices, the migrant crisis, the
war in Ukraine, etc. These events affected
people all over the world, especially the
poor ones. Representatives of this social
group often experience discrimination,
are forced to feel guilt and shame, so it
also affects the mental health of children
and adults.

Alleviating all types of poverty is the
first step towards sustainable develop-
ment. The agenda of the United Nations
organization envisages the implementa-
tion of this goal (and the remaining six-
teen sustainable development goals) by
2030. To achieve these goals faster and
reduce the problem of poverty effective-
ly, initiatives must be taken by the main
engine of the economy - businesses. In
today’s world, it is extremely important
that companies are socially responsible
and try to contribute to the implemen-
tation of the sustainable development
goals. Although poverty reduction is
only one of the seventeen goals of the
United Nations organization, these goals
are closely related, they all create a better
tomorrow for everyone and undoubt-
edly contribute to poverty reduction.
Therefore, the involvement of businesses
in the implementation of these goals is
extremely important. Thus, the impor-
tance and relevance of this problem is
indisputable, so at the end of this paper,
we will present several suggestions on
how the country’s businesses could con-
tribute to poverty reduction.

Most previous studies examine the
determinants of poverty in a country, for
example, T. Kindling (2018), S. Kapelyuk
(2015), World Bank (2015), O. J. Soto-
mayor (2020), M. Campolieti, M. Gun-
derson and B. Lee (2012), M. Y. Saari
et al. (2016), R. M. Campos-Vazquez and
G. Esquivel (2022), etc. However, some
studies examine many factors, perform
different kind of analysis, use different
methods, etc., and thus produce different
results. In this study we concentrate only
on two factors, i.e., unemployment and
average wage, since these factors seem to
be the most important and we want to
determine which one of them has a ma-
jor effect on poverty.

The research object is the effect of
average wage and unemployment on
poverty. The aim of research is to ac-
cess whether average wage or unemploy-
ment has a higher impact on poverty
in Lithuania. The problem of research
can be determined by a question: which
one of two factors, i.e., average wage or
unemployment, has a higher impact on
poverty level?

A few research methods are used
in this study, i.e., a comparative analy-
sis of literature, a statistical and graphi-
cal analysis of the data and econometric
analysis using ordinary least squares for
time series data.

The paper is organized as follows.
The second section presents a review of
theoretical literature on factors affecting
poverty. The third section describes the
methodology of the research. The next
section presents estimation results, and
the last section concludes this study.
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Theoretical analysis

Poverty is understood as a lack of re-
sources, leading to the fact that a set of
individuals, a social group or a social
stratum cannot meet their basic needs,
cannot take care of themselves. The
problem of poverty involves economic,
psychological, political, technological,
socio-cultural and other elements that
are closely interrelated (Olilingo, Putra,
2020). A. Sileika and R. Zabarauskaité
(2006) stress that poverty is one of the
most relevant problems faced not only
by the residents of Lithuania, but also by
the developed countries of the world. In
2000, at the United Nations Millennium
Summit, which was attended by 189
countries of the world, the Millennium
Development Goals were mentioned,
one of the most important of which was
to reduce population poverty and social
exclusion (Sileika, Zabarauskaite, 2006).
It can be observed that the definitions
of poverty are similar and refers to those
people whose income is too low for people
to be able to take care of themselves needs
and this causes many other problems, such
as stress, dissatisfaction with life, dissatis-
faction with the government, etc.
According to D. Barciukiené (2007),
poor people in big cities, towns and
villages receive very low income from
work. Mostly people work temporarily.
This could include seasonal and informal
jobs. However, such jobs do not ensure
permanence in a persons life. In addi-
tion, when working informally, a person
cannot use the guarantees provided by
social insurance. It is necessary to em-
phasize that “poverty is especially en-
couraged by long-term unemployment,
i.e.,, when there is no work for more than
12 months period” (Zabarauskaité, 2005,

p- 5). D. Ksivickiené (2006, p. 83) states
that “having a job is one of the safeguards
that ensure protection against poverty.
Work identifies a person’s needs, talents,
social and economic status” Also, work
helps to ensure income, satisfaction of
needs, self-realization.

The concept of poverty is ambiguous,
it changes as society develops and living
standards change in the country. A brief
and comprehensive definition of poverty
is difficult because it affects many peo-
ple’s situation, aspects of his or her situ-
ation in the community (physical, so-
cial, moral, psychological, etc.). Material
poverty is usually defined as the lack of
material resources of a certain popula-
tion group, when a person cannot reach
a certain standard of living in the coun-
try (relative poverty) or meet minimum
personal needs (absolute poverty). The
poor people cannot participate fully in
economic, social, and civic life, they can-
not enjoy life standards and quality of
life that are the norm in that society.

Poverty in itself is not only about a
lack of income, but its manifestations
also include hunger and malnutrition,
limited access to education and other
basic services, social discrimination and
exclusion, and under-participation when
making decisions. As United Nations
(n.d.) state, “in 2015, more than 736 mil-
lion people lived below the international
poverty line. Around 10 percent of the
world population (pre-pandemic) was
living in extreme poverty and struggling”.

The United Nations define unem-
ployment as the main cause of poverty.
Unemployment is an economic and so-
cial phenomenon when a certain part of
people who are able and willing to work
cannot get a job. According to the caus-
es, temporary, structural, and cyclical
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unemployment are distinguished. Tem-
porary unemployment refers to the nor-
mal job search process when the unem-
ployed have access to the labour market
qualifications that meet the demand
(after leaving the previous job for per-
sonal reasons, after fixed-term employ-
ment contracts, who are looking for a job
for the first time after graduation, after
changing their place of residence and
other), and is determined as the number
of job vacancies that corresponds to the
number of unemployed persons in the
same occupations number in the same
city or region.

At the micro level, businesses can
contribute to reducing unemployment
by implementing more programs. Also,
companies could hire unskilled workers
who find it difficult to find job. When
hiring new employees, they could fi-
nance the relevant in-service training.
Such an approach is particularly impor-
tant in the context of poverty, as it helps
people living below the poverty line to
gain knowledge and experience that al-
low them to have higher disposable
income.

Regarding the period before the
COVID-19 pandemig, i.e., in 2018, about
8.6 percent of the world’s people lived in
poverty. In 2020, more than one hundred
million people were pushed into extreme
poverty. This number continues to grow
due to the ongoing war in Ukraine, in-
flation, food shortages and other threats.
It is predicted that by 2030 the global
poverty rate will reach 7 percent (United
Nations, 2022). According to a study
conducted by L. Gorman (2006), when
unemployment increases by 1 percent-
age point, the poverty rate increases by
0.4-0.7 percentage points, and by 10 per-
cent raising the wage reduces the poverty

rate by 2 percentage points. These results
confirm the definite relationship between
poverty, unemployment, and wages.

A 2020 study found that a 7 percent
increase in average household income in
the United States led to a 2 percent de-
crease in poverty. According to the study,
increasing the living wage theoretically
reduces poverty, but in practice this is
not always the case, as it must be con-
sidered that increasing wages may be un-
profitable for some employers, so there is
a risk that unemployment will increase
and poverty will increase as well (Gor-
man, 2006).

Many scientists analysed the phe-
nomenon of poverty and the factors in-
fluencing this phenomenon. For exam-
ple, D. Barciukiené (2007), M. Campolieti
et al. (2012), R. M. Campos-Vazquez,
G. Esquivel (2022), D. Dahliah, A. N. Nur
(2021), T. Gindling (2018), S. Kapelyuk
(2015), M. Y. Saari et al. (2016), O.J. So-
tomayor (2021) and other scientists
analysed poverty and the factors affect-
ing this phenomenon. Some studies are
described in more detail in Table 1. As
can be seen, in their research, researchers
usually single out unemployment and
minimum wages (or income) as factors
affecting poverty. However, some studies
analyse many factors, some of them ana-
lyse only one factor that affects poverty,
they use different methods, analyse dif-
ferent countries, regions, and therefore
the obtained results differ.

It is interesting to note that none of
the studies described analysed average
wage as a factor influencing poverty. Be-
cause of this research gap, in our study
we want to analyse the average wage,
which we believe should have an impact
on poverty as well as the minimum wage.
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Table 1. Research on factors affecting poverty

Auth Anal
o () et Analysed na ys.ed Variables that affect
and surname K countries/ Results
period . poverty
(year) regions
Unemployment', household When there are unem-
income, level of education, ployed people in the
P Lithuania development of physical family, it becomes more
D. Bar¢iukiené . s .
(2007) 1996-2004 (urban and and social infrastructure, closed, conflicts increase, it
rural areas) belonging to the most becomes more vulnerable.
vulnerable groups, lack of Poor people receive very
information. low labour income.
- Minimum wages do not
M.C lieti, . oy o
ot a?r?g (;) 1 126) ! 1997-2007 Canada Minimum wages. have a statistically signifi-
) cant effect on poverty.
R. M. Campos- Poverty decreased by
Vazque.z, 2019-2020 Mexico Minimum wages. 11.- 13 p erc.er.lt due to the
G. Esquivel higher minimum wage
(2022) increase.
D. Dahliah, East Luwu Unemployme.nt, human L.Jnempl(?yrrvlen.t has a posi-
2010-2020 . development index, gross | tive and insignificant effect
A.N. Nur (2021) (Indonesia) .
domestic product. on the poverty level.
South
Nurdiana et al. 2009-2018 Sulawesi Economic growth, infla- Unemployment affects
(2020) Province tion, unemployment. poverty.
(Indonesia)
Within three months of the
L. minimum wage increase,
.J. M , ; .
0] (820 g;);r)layor n.d. Brazil l:lxll?ul::tﬂ;:ages poverty and inequality
quattty: decreased by 2.8 and 2.4
percent, respectively.
Number of persons on
social assistance, number
g of persons living in the
Vil t
. s <y village, number of children | The biggest problem that
R. Zabarauskaité municipality, | . .
2001 T in households, household leads to poverty is long-
(2006) Molétai district . .
S income from the main term unemployment.
municipality . .
economic activity,
unemployment rate,
education level.

The conceptual framework of the re-
search is presented in Figure 1. Based on
the research problem, literature review
and the conceptual framework, the fol-
lowing hypotheses are proposed in this
study:

HI: Higher unemployment increases
poverty.

H2: Higher average wage decreases
poverty.

! Factors under the interest of this study are italicized.
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Poverty

(Y)

Fig. 1. Conceptual framework

Summarising the results of the theo-
retical analysis, it can be emphasized
that poverty is understood as a lack of
resources that leads to economic, tech-
nological, psychological, political, so-
ciocultural, and other problems. This is
one of the most pressing problems facing
low-income countries.

Methodology

This paper analyses poverty and its two
determinants, i.e., average wage and un-
employment, in order to assess the im-
pact of these factors on poverty,and more
precisely, to determine which of them has
a greater impact on poverty. Poverty as
a phenomenon can be measured by the
absolute poverty rate. It is an indicator
expressed by the share of people with
equivalent disposable income less than
the absolute poverty threshold. The abso-
lute poverty threshold (minimum amount
of consumption needs) is the amount
needed to meet the most basic food and
non-food needs of a person. In Lithuania,
the Ministry of Social Security and La-
bour of the Republic of Lithuania annu-
ally calculates the amount of this thresh-
old (Official Statistics Portal, 2022a).
One more important indicator when
talking about poverty is the at-risk-of-
poverty threshold which is defined as
a relative income level which would

qualify households with disposable in-
come below this amount as living in
poverty. At-risk-of-poverty indicators
are calculated using at-risk-of-poverty
threshold equal to sixty percent of the
equivalent median disposable income
(Official Statistics Portal, 2022b).

When it comes to poverty, there are
more indicators that are used for analy-
sis by researchers or policy makers, for
example, at-risk-of-poverty gap (Official
Statistics Portal, 2022a, 2022b), Gini in-
dex, poverty headcount ratio at national
poverty lines, multidimensional poverty
index (World Bank, 2022), etc.

This research is conducted using a
multiple regression model with time
series data for Lithuania in the period
2008-2021. The description of the re-
search variables is provided in Table 2.
Data sources: Official Statistics Portal
(2023), World Bank (2023), and Country
Economy (2023).

A general form of a multiple regres-
sion model is:

Y =B,+BX,+BX, +...+u,

where: Y denotes the predicted variable;
X, and X, are predictors; By, repre-
sents the constant term; [;f;and B,
B, coefficients denote the average pre-
dicted change in Y from a one unit rise
in X, or X, respectively; t means time
period; u, is the error term (Hyndman,
Athanasopoulos, 2018; Chumney, Simp-
son, 2006).
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Table 2. Variables of the model

Variable Varu}bl.e Indicator
abbreviation
Poverty Poverty Absolute poverty rate (share of people living at risk of poverty)
Unemployment Unem Unemployment rate (% of total labour force)
Average wage Wage Average annual wage (thousand euros)

Source: the authors’ calculation.

In this study we analyse poverty
(Poverty) as a predicted variable (Y) in
the model while unemployment (Unem)
and average wage (Wage) are predictors
(Xs) of the model. The regression model
of this study can be written as the fol-
lowing expression:

Poverty =, + p,Unem, + p,Wage, +u,.

In order to test the research hypoth-
eses, we run a regression model using
ordinary least squares (referred to as
OLS) method. The main idea behind
this method is to minimize the sum of
squared residuals. The goodness-of-fit of
the model is measured by the coefficient
of determination which ranges between
0 and 1 (the closer to 1, the better the
model). The statistical significance of the
model is tested using F-test, while the
statistical significance of the parameters
is tested using t-test (p-value<0.05)
(Chumney, Simpson, 2006). Other steps
are also taken to obtain valid results of
the regression model:

- Outliers’ detection. Outliers are ob-
servations that are far from the rest
of the data, i.e., exceptions. Identi-
fication of outliers in the dataset is
performed using standardized re-
siduals method. An observation is
considered to be an outlier if the

absolute magnitude of the stand-
ardized residual exceeds 3 standard
deviations.

- Testing the normality of residu-

als. Shapiro-Wilk test is used to
check for the normality of residuals
(p-value higher or equal to 0.05).

- Multicollinearity check. Multicol-

linearity is a phenomenon when in-
dependent variables are correlated
with each other. This phenomenon
can distort the results of the regres-
sion model because it creates un-
necessary information. It is very im-
portant to solve this problem in the
model. A multiple regression model
is most appropriate when there is no
relationship between the independ-
ent variables.

- In this paper, variance inflation fac-

tor (VIF) is used to detect the prob-
lem of multicollinearity. VIF above

5 indicates that the problem exists
(Daoud, 2017).

- Autocorrelation check. Autocorrela-

tion is a phenomenon when errors
are correlated with each other. It can
be positive or negative. The most
used test for autocorrelation detec-
tion is the Durbin-Watson d test.
The hypotheses of this test:
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- H,: residuals are uncorrelated.
- HI: autocorrelation exists.

If the Durbin-Watson d statistic is
between 1.5 and 2.5, it is concluded
that there is no autocorrelation. If
this statistic is below 1.5, it means
there is a positive autocorrelation.
If the Durbin-Watson d statistic is
greater than 2.5, it means there is
negative autocorrelation.

Given that the paper aims to deter-
mine the factor that is more important
for the prediction of poverty, the stand-
ardized coefficients of the regression
model are tested. Unemployment and
average wage are measured in different
units; thus, the evaluation of the stand-
ardized coeflicients is convenient to de-
cide which of them has a higher effect on
the predicted variable. The standardized
regression coefficient is calculated by
multiplying the resulting regression co-
efficient by the standard deviation of X
and dividing it by the standard deviation
of Y (Siegel, Wagner, 2022).

Results of the research

Statistical and graphical analysis of the
data. Based on the collected data from
2008 to 2021, the main descriptive sta-
tistics are presented in Table 3. As can be
seen, the average absolute poverty rate
during the analysed period was 29.20%
(the lowest rate was in 2021 - 24.50% and
the highest rate was in 2010 - 34.00%).
The mean of the average annual wage in
the analysed period was 10091.50 euros,
while the average unemployment rate
was 10.11%.

A visual representation of the data? is
provided in Figure 2.

It can be seen from the graph that
the absolute poverty rate varied slightly
throughout the analysed period and
was the highest in 2010. The unemploy-
ment rate was also the highest in 2010.
This could have happened due to the
global financial crisis in 2008. However,
in general, after 2010 the unemployment
rate in the analysed period decreased in
the country, except for 2020, when the

Table 3. Descriptive statistics

L. .. Absolute poverty Unemployment Average annual
Descriptive statistic

rate rate wage
Mean 29.20 10.11 10.09
Median 29.45 8.81 8.37
St. deviation 291 3.78 3.98
Minimum value 24.50 5.83 6.74
Maximum value 34.00 17.81 18.56

% In this graph, average wage is expressed in euros.
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Fig. 2. Poverty and its determining indicators in Lithuania, 2008-2021

unemployment rate increased. This could
have happened due to the COVID-19 vi-
rus that started in 2019. At that time, the
absolute poverty rate decreased. The av-
erage annual wage in Lithuania is grow-
ing from 2010 as the economic situation
is increasing in the country.

Econometric analysis. In this paper,
poverty is considered as predicted vari-
able (Y) of the regression model, while
unemployment and wage are predic-
tors (Xs). The first step in econometric
analysis is to check data for the outliers.
Standardized residuals analysis revealed
that there are no exceptions in the col-
lected data. Shapiro-Wilk normality test
was used for the detection of normality
of residuals. Based on the result of this
test, we can state that the residuals of the
model are normally distributed (p-value
is greater than 0.05, it is 0.08).

A multiple regression model is most
appropriate when there is no relation-
ship between the independent variables,

thus, it is important to check for mul-
ticollinearity. In this paper, we analyse
whether there is a multicollinearity
problem with reliance on variance in-
flation factor. VIF values for each inde-
pendent variable were equal to 1.45. It is
lower than 5, thus, we can state that there
is no problem of multicollinearity in the
model. Thus, both independent variables,
i.e., unemployment and wage are not
correlated with each other.

The most used test for autocorrela-
tion check is the Durbin-Watson d statis-
tic. This test is used in this paper to find
out whether the errors of the regression
odel are correlated with each other. We
hypothesized that H: the errors are not
autocorrelated, and H,: positive or nega-
tive autocorrelation exists in the model.
The result of the Durbin-Watson d statis-
tic is 1.53 and we can conclude that there
is no autocorrelation problem in the re-
gression model.
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Based on the F-test, it is concluded
that the model is statistically significant
(p-value is equal to 0.00, i.e., it is less than
0.05). After evaluating the coeflicient of
determination, it can be said that the
predictors explain 79.1% of the variation
in poverty. Using the data, we obtained
the following regression results:

Poverty = 30.55 + 0.31 * Unem — 0.44 * Wage.
p-value (t-test) = (0.00) (0.04) (0.00)

p-value of t-test for both predictors is
less than 0.05, it means, the parameters
are statistically significant. Based on the
obtained results, we can conclude that
both hypotheses are confirmed:

H1: Higher unemployment increases
poverty.
H2: Higher average wage decreases
poverty.

Given that the paper aims to deter-
mine the factor that is more important
for the prediction of poverty, the stand-
ardized coefficients of the regression
model are determined: standardized co-
efficient for Wage is equal to -0.60, while
for unemployment (Unem) it is equal to
0.40. We can conclude that average wage
has a higher impact on poverty.

Conclusions

The problem of poverty is multidimen-
sional, it involves economic, psycho-
logical, political, technological, socio-
cultural and other elements (Olilingo,
Putra, 2020). Poverty is not only a lack
of income, but it is also associated with
hunger, limited access to education, ex-
clusion and other problems. As A. Sileika
and R. Zabarauskaité (2006) point out,

all the countries face with the problem
of poverty.

Scientists pay attention to the problem
of poverty. They analyse various factors
that can influence the growth of poverty.
However, it is noteworthy that research-
ers in their studies usually single out
unemployment and the minimum wage
(or income) as factors affecting poverty.
However, some studies analyse many fac-
tors, some - only one factor that affects
poverty, different methods are used, dif-
ferent countries and regions are analysed,
which is why the results obtained differ.
The purpose of this study is to analyse
two factors that affect poverty and deter-
mine which one affects poverty more.

One of the predictors of this research
is unemployment rate as unemploy-
ment is singled out as the main cause
of poverty. It is defined as a social and
economic phenomenon when a certain
part of those who are able and willing
to work cannot get a job. The biggest
problem is long-term unemployment.
Another predictor of the model is aver-
age annual wage since scientists usually
analyse wage or income as a very im-
portant factor for poverty predictions.

For the analysis of poverty, we chose an
absolute poverty rate indicator.

This research is conducted using a
multiple regression model with time
series data for Lithuania in the period
2008-2021. Based on the research prob-
lem, literature review and the conceptual
framework, the two hypotheses are pro-
posed in this study: (H1) Higher unem-
ployment increases poverty, (H2) Higher
average wage decreases poverty.
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In order to test the research hypothe-
ses, we ran a regression model using OLS
method. The results revealed that an in-
crease in unemployment by 1 percentage
point leads to an increase in poverty by
0.31 percentage point; also, when aver-
age wage increases by 1 thousand euros,
poverty decreases by 0.44 percentage
point. The standardized coefhicients of
the regression model exposed that aver-
age wage has a higher impact than un-
employment on poverty.

Based on the research results, rec-
ommendations can be made to com-
pany managers. Businesses could im-
plement more programs to help reduce
unemployment, take more into account
sustainable development goals to help
reduce gender inequality, and include
women in the labour market with gen-
der-neutral wages. Also, company man-
agers could hire unskilled workers who
find it difficult to find work. When hiring

new employees, managers could fund
appropriate in-service training. Such an
approach would help people living be-
low the poverty line to gain knowledge
and experience that would lead to higher
disposable incomes. Indeed, companies’
managers could organize various actions
that would support families and persons
living in poverty. In this way, the compa-
nies would earn a good name and con-
tribute to reducing the level of poverty.
They could also establish supplements
for the families or children of hard-liv-
ing workers, help with school shopping,
and set up summer camps for children.
Thus, there are many ways in which busi-
ness leaders can reduce the unemploy-
ment rate in the country, which affects
the poverty rate. By helping to reduce
unemployment, business leaders would
save people who are struggling and liv-
ing below the poverty line.
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SKURDO MAZINIMAS: SKURDUI POVEIK| DARANCIY VEIKSNIY ANALIZE LIETUVOJE

Santrauka

Siame straipsnyje siekiama nustatyti vidutinio
darbo uzmokescio ir nedarbo jtaka skurdui, iden-
tifikavus svarbesnj skurdg prognozuojantj veiksnj.
Teorinéje darbo dalyje atlikta mokslinés literattros
analizé padéjo nustatyti veiksnius, lemiancius tiria-
ma reiSkinj. I$analizavus 2008-2021 m. laikotarpio
duomenis Lietuvoje, sudarytas tiesinés regresijos
modelis, kuriame prognozuojamas kintamasis —
skurdas, prognozuojantys kintamieji - nedarbas ir
vidutinis darbo uzmokestis. Pritaikius jprastq ma-
ziausiy kvadraty metoda, jvertinta pasirinkty veiks-
niy jtaka skurdui.

Ir sudarytasis modelis, ir gauti parametry
jverciai yra statistiSkai reikémingi. Rezultatai rodo,
kad nedarbas daro statistiskai reikéminga teigiama
poveikj skurdui (didina), o vidutinis darbo uzmo-
kestis turi neigiama statistiskai reikSminga jtaka
skurdui (mazina). Remiantis gautais rezultatais,

galima daryti i$vada, kad abi tyrimo hipotezés pa-
sitvirtina: (H1) Didéjantis nedarbas didina skurdg
ir (H2) Didéjantis vidutinis darbo uzmokestis ma-
Zina skurda.

Atsizvelgiant | tai, kad darbe siekiama identi-
fikuoti veiksnj, svarbesnj skurdo prognozei, nusta-
tyti standartizuoti regresijos modelio koeficientai:
standartizuotas darbo uzmokesc¢io koeficientas
lygus -0,60, nedarbo koeficientas lygus 0,40. Taigi
galima daryti iSvada, kad vidutinis darbo uzmo-
kestis labiau veikia skurda.

Atsizvelgdami | gautus rezultatus, jmoniy va-
dovams pateikiame galimus sprendimus, kaip pri-
sidéti prie skurdo mazinimo Salyje: versle taikyti
darnaus vystymosi tikslus, mazinti ly¢iy nelygybe,
didinti atlyginimus, samdyti nekvalifikuotus dar-
buotojus ir padéti jiems tobuléti.
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Virtual Communities of Practice as a
Knowledge Sharing Tool: Recommendations for
International Business

Knowledge sharing is essential for a person to grow individually and professionally. In recent years, inter-
national businesses have tended to realize the importance of having a good knowledge management system
in place. The COVID-19 pandemic, back in 2020 brought a shift to the way of how companies operate with
the majority turning to remote work. As a result, companies needed to adapt their knowledge sharing stra-
tegies to more remote possibilities. To guarantee that the employees are sharing their knowledge and are
able to learn from others, more businesses started to adopt innovative tools for knowledge sharing. One of
such tools is virtual communities of practice that brings a chance for employees to have a collaborative tool
where they are connected with likeminded people. The objective of this article is to provide reccommenda-
tions for ensuring knowledge sharing through virtual communities in international business organizations.
To achieve this objective, potential knowledge sharing practices in the context of international business
are discussed. Additionally, an original research methodology based on virtual ethnography for identifying
knowledge sharing practices in an international business organization is presented, and the qualitative
research findings are discussed and interpreted.

Keywords: virtual communities of practice, knowledge sharing, international business, knowledge types.

Asmeniniam ir profesiniam tobuléjimui svarbu dalytis ziniomis. Pastaraisiais metais tarptautinés jmonés
pastebéjo gerai veikiancios Ziniy valdymo sistemos svarbg. COVID-19 pandemija 2020 m. pakeité jmoniy
veikimo budg - daugelis paréjo i nuotolinj darba. Dél Sios priezasties jmonés turéjo pritaikyti savo ziniy
dalijimosi strategijas prie nuotoliu dirbanciy darbuotojuy. Tad pradéjo naudoti inovatyvias ziniy dalijimosi
irankius, kad uztikrinty darbuotojy ziniy dalijimasi bei mokymasi vienas i$ kito. Vienas tokiy jrankiy -
virtualios bendruomenés, kai darbuotojai gali bendrauti ir dalytis Ziniomis su kolegomis, turinciais tokiy
paciy interesy. Sio straipsnio tikslas - parengti dalijimosi Ziniomis uZztikrinimo per virtualias praktikos
bendruomenes rekomendacijas, skirtas tarptautinéms verslo organizacijoms. Siekiant jgyvendinti tiksla,
aptariamos galimos Ziniy dalijimosi praktikos tarptautinio verslo kontekste, pateikiama originali virtualios
etnografijos pozitriu grista ziniy dalijimosi praktikos identifikavimo tarptautinéje verslo organizacijoje
tyrimo metodika bei aptariami ir interpretuojami kokybinio tyrimo rezultatai.

Raktiniai Zodziai: virtualios praktikos bendruomenés, ziniy dalijimasis, tarptautinis verslas, ziniy tipai.

Introduction The ability of a person to learn new abili-

ties allowed him to survive, however this
Knowledge sharing is one of the mostim-  learned knowledge needed to be shared
portant concepts in the world nowadays. ~ with others to ensure the growth of the
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community. According to the research-
ers - knowledge sharing is an interaction
between individuals where the raw ma-
terial being shared is knowledge (Cas-
taneda, Cuellar, 2020).

Knowledge sharing is important in
the personal and professional life of an
individual. International businesses are
starting to understand the importance
of right knowledge management strategy
in the company. As the world went into
lockdown back in 2020, it was important
for the companies to ensure the knowl-
edge exchange between employees and
therefore more virtual knowledge shar-
ing tools were adapted into daily business
operations (Blagov, Anand, 2022). For
the companies it is also important to en-
sure that employees are communicating
with one another and are creating team
spirit in their community (Davidaviciené,
Al Majzoub, Meidute-Kavaliauskiene,
2020). However, there is a visible gap of
usage between open and collaborative
knowledge-sharing tools such as virtual
communities of practice. Virtual com-
munities of practice are an effective way
to share knowledge between individuals
that are connected by the same interests
and international businesses should put
more emphasis on creating open spaces
for these communities to strive.

The research analyzing the aspects of
knowledge sharing has been increasing
in numbers during the past decades. In
scientific literature it is possible to find
a broad variety of research done on top-
ics related to knowledge sharing. One
of these topics are knowledge manage-
ment. Back in 2014, B. Meihami and H.
Meihami stated that knowledge manage-
ment is the process in business during
which organizational managers improve

overall performance by setting the way
of how to manage organizational knowl-
edge better (Meihami, Meihami, 2014).
In 2016, R. Nowacki and K. Bachnik de-
scribed process of knowledge manage-
ment as a willingness of a company to
introduce an innovative way to process
information in order to execute business
strategy (Nowacki, Bachnik, 2016). Over-
all, the majority of scientists describe
knowledge management as a process
through which companies can manage
their interorganizational knowledge in
order to reach the designated goals.

As the field of knowledge manage-
ment has gained interests from the re-
searchers, the companies started to
recognize the importance of correctly
managing their knowledge to gain a
competitive  advantage. Researchers
started talking about employees’ motiva-
tions to share their personal knowledge
with others. In 1997, Robert J. Vallerand
created the hierarchical model of intrin-
sic and extrinsic motivations (HMIEM)
(Vallerand, 1997). The model considers
multiple motivational representations
in diverse settings, how these various
motivations are related, and the factors
that influence and have an impact on
these representations of motivation. The
individual motivation to participate in
virtual communities of practice, can be
separated into three categories: intrinsic,
extrinsic, and community motivation. If
the person is motivated by intrinsic mo-
tivational factors, he is motivated by per-
formance and the ability to share knowl-
edge. These people do not seek rewards,
but rather enjoy helping others. If the
person is motivated by intrinsic factors,
he feels that by sharing the knowledge
with others, he takes his personal life into
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his own hands and uses his powers to
improve it (Wang, Zhang, Jin-Xing Hao,
Chen, 2019). Furthermore, a person can
be motivated by extrinsic factors. These
factors are rewards granted to employ-
ees, mostly these rewards are monetary
(Setiawan, Kurniabudi, Fernando, 2016).

With personal motivation, employees
are expressing the need for knowledge
sharing, however the international com-
panies are the ones that provide tools for
this. With the changing world around,
knowledge-sharing tools are evolving.
The first generation of knowledge-sharing
tools were designed to resolve issues that
are related to geographical distance of
workers or temporary challenges in daily
life. The second generation of knowledge
sharing tools are designed to reduce so-
cial distance in work since the majori-
ty of the teams can work from home
and meet only online (Lee, Wang, Yeoh,
Tkasari 2020).

In international businesses, second
generation knowledge sharing tools are
not used as wisely as they could. Se-
cond generation tools like social media,
video conferencing or sharing and sto-
ring documents online are used way less
than tools such as email or companies’
intranet (Deloitte, 2013).

Within virtual teams, knowledge
sharing can simultaneously happen in a
few different online platforms. This may
happen since some platforms are more
user friendly or have specific function-
alities or features that are necessary for
the employees (Lee, Wang, Yeoh, Tkasari,
2020). The most valuable tool for shar-
ing knowledge within virtual teams
is collaboration sites while simultane-
ously this being the most important tool
while performing at work. Chat groups

and direct messaging also is viewed as a
useful tool to maintain relationships be-
tween team members, while at the same
time helping the members to obtain new
knowledge (Trees, 2021).

Even though companies adopted new
virtual collaboration tools, there is still a
visible gap in usage of open and joined
collaboration tools. Communities of
practice are not visible as a useful tool
to perform daily job functions; however,
communities allow the employees to
connect with like-minded colleagues and
all of this is critical to ensure innovation,
creative problem solving and know-
ledge sharing inside the organization
Therefore, there is a need to understand
the activities of virtual communities of
practice to understand how knowledge
is shared in them.

The aim of research is to prepare
recommendations for boosting know-
ledge sharing through virtual communi-
ties of practice in international business
settings.

The objectives of research:

1. To conduct a literature review on
knowledge sharing practices in interna-
tional business.

2. To carry out a qualitative analysis
on knowledge sharing in virtual com-
munities of practice in international
business.

Literature review

Types of knowledge

Each person during their life have ob-
tained different knowledge that they
are able to share. Knowledge that can
be shared is divided into two main
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dimensions: tacit and explicit knowledge.
Tacit knowledge was first described back
in the 20th century and is considered to
be a knowledge that is hard to articulate
to others (Mohajan, 2017; Smith, 2001).
Tacit knowledge is the knowledge we
draw in actions like driving, operating a
machine. It is hard for a person to de-
scribe how to ride a bicycle but is easier
to show. Tacit knowledge is personal,
mostly gained from other people.

Due to the difficulty writing down
the tacit knowledge individuals have;
managers are more likely to turn to ex-
plicit knowledge. Explicit knowledge is
considered to be data or information
that is coded, stored, and spread within
people. This kind of knowledge is easily
transferred and shared within individu-
als (Smith, 2001). Explicit knowledge is
considered to be logical and objective.
Explicit knowledge is easily transferred
since it is related to theories (Maravilhas,
Martins, 2018). This type of knowledge
is considered to be technical knowledge
that can be described in formal meetings,
manuals. Explicit knowledge is mostly
shared via electronic methods, prints or
other methods that are considered to be
formal ones. For a person to gain explicit
knowledge he needs to have a formal ed-
ucation or needs to finish some structur-
al studies (Smith, 2001). Since this type
of knowledge is easily coded and stored
it is also way faster to be shared.

During more recent years, the knowl-
edge type division has grown. Based on
the recent research, it is possible to find
more knowledge types than only tacit
and explicit. These knowledge types are:
- Implicit
- Declarative
- Procedural

- Posteriori
- A priori (Drew, 2023, Gasik, 2011).
The additional knowledge types al-
low to understand, that each individual
has their own personal knowledge that is
gained via different experiences. Within
teams, this knowledge can be shared via
social interactions. Companies need to
ensure that social interactions are con-
stant in the organization in order to keep
the knowledge sharing.

Knowledge sharing practices in
international business

For the international companies to suc-
ceed in knowledge sharing, first of all
they need to figure out the knowledge
management strategies best suitable for
their company goals. In scientific litera-
ture, researchers have identified two dif-
ferent strategies the companies can used
to enable the knowledge sharing in their
organization.

The first strategy that can be used in
knowledge management is called codifi-
cation. The main idea of codification is
the people-to-document approach. If the
company is using this method the main
goal is to capture, codify, store and reuse
the information gained from individu-
als. The collected knowledge later can be
used to reach the set goals by the com-
pany (Bolisani, Padova, Scarso, 2020).

The second strategy is personaliza-
tion. In personalization strategy, knowl-
edge management is focused on person-
to-person interaction. While using this
method, the main focus is on the sharing
of tacit knowledge using tools such as
human interaction or social networking
(Bolisani, Padova, Scarso, 2020).
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The correctly identified strategy can
allow the business to choose the know-
ledge sharing tools that will be based on
what types of knowledge the company
wants employees to share. The communi-
ties of practice in the resent years gained
popularity as it brings the possibility to
merge knowledge sharing and societal
activities in the company. While par-
ticipating in the community employees
feels the sense of belonging and for this
reason, they share more which brings the
knowledge into the company.

Virtual communities of practice as a
knowledge sharing tool

Maintaining and continuously exploit-
ing an organizations intellectual capi-
tal has grown to be a challenging task.
Changes in organizational structures
and employee distances from one anoth-
er are putting traditional organizational
boundaries to the test. In the past years,
communities of practice (CoP) have be-
come an important tool for companies
in their knowledge management poli-
cies. The term communities of practice
(CoP) are defined as an activity in which
participants are sharing understanding
and concerns about what they are doing
and how it affects them and the commu-
nity itself. (Ardichvili, 2008).

Virtual communities of practice are
similar to CoP, however, to share their
knowledge these communities use an
internet connection. (Wenger-Trayner,
Wenger-Trayner, 2015) Virtual commu-
nities of practice not only uses online
learning platforms or websites but also
encourages real-time learning methods
such as online conferences to remove

geographical barriers and bring the
possibility to attract an interactive and
diverse crowd. (Bermejo-Caja, Koatz,
Orrego, 2019) Virtual communities of
practice play the main role in the knowl-
edge management strategies inside the
company and within different ones.
Moreover, it is being argued that these
virtual communities should be consi-
dered an important tool for collective
learning in the organization (Ardichvili,
2008).

Back in 1996, I. Nonaka, H. Takeuchi
and K. Umemoto proposed a SECI mod-
el that helps to explain the movement
of tacit and explicit knowledge through
different phases and how it helps for an
individual and organization to gain new
knowledge and broaden the already ex-
isting knowledge (Nonaka, Takeuchi,
Umemoto, 1996). In this model, external-
ization process explains how the knowl-
edge is shared in virtual communities
of practice. During the externalization
process tacit knowledge is changed to
explicit knowledge and takes on forms
of metaphors, models, or concepts. In
organizational settings, this happens
when companies are documenting the
processes. The main aim of this process
is to generalize the collective knowledge,
which later could be transferred to the
newcomers in the company (Nonaka,
Takeuchi, Umemoto, 1996).

Organizations can benefit substan-
tially from knowledge sharing through
virtual communities of practice. As
people share their expertise and expe-
riences, new knowledge can be created,
which can improve organizational pro-
cesses and procedures, clarify goals and
objectives, and lead to more informed
decision-making. The new organizational
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knowledge that results can then be lever-
aged to drive innovation, improve per-
formance, and boost competitiveness.

Research methodology

Research method: As the main idea is
to analyze the online communities with-
in specific business the chosen strategy
needs to explain the analyses of commu-
nities. Therefore, it is important to ap-
proach this research using Netnography.
Netnography uses not intrusive research
methods such as observation that al-
lows a researcher to immerse himself in
an online community, participate in its
activities real-time. (Addeo, Delli Paoli,
Esposito, Bolcato, 2019). Based on this
information, the data was collected us-
ing observation method. This helps to
analyze the online community in their
comfort zone, therefore will provide a
splendid view on how knowledge is be-
ing shared within these communities.
The sample: The research was con-
ducted in the international business
working around Northern Europe. The
main sector where business is focusing

is computer software development, how-
ever they also provide consultation, ac-
counting, and investment services. The
company is promoting open commu-
nication, internal learnings, and self-
management therefore they have created
virtual communities, where people can
meet up and discuss the topics, they find
passion for.

In total three virtual communities of
practice were observed, the characteris-
tics of each community are presented in
Table 1.

Research timeframe: from 16" of
January 2023 until 30" of April 2023.

Research data analysis: the deduc-
tive coding system was chosen. Based on
the types of knowledge and the nature of
virtual communities of practice, the de-
ductive coding system allowed to create a
few codes beforehand and this technique
assisted in focusing the coding on top-
ics that were recognized to be essential.
Additionally, the deductive coding sys-
tem narrows down the numbers of codes
which could lead to more generalized
cases (Skjott Linneberg, Korsgaard, 2019).

The research data was analyzed using
MaxQDA platform. As each observed
virtual community of practice had their

Table 1. Characteristics of communities

Name of Number of Topics of interest Communication
community members channels
Community 1 18 Celebrations (personal and national Google meets;
holidays, specific days) Google chat;
Communication Slack channel.
Community 2 13 Benefits; Google meets;
HR topics Slack channel.
Community 3 10 Motivation; Google meets;
Internal learnings. Slack channel.

Source: prepared by the authors.
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own document of transcribed conversa-
tions, the data was structured according-
ly from the most information found to
the least. Overall, 3 documents were ana-
lyzed using MaxQDA program. While
performing the coding, 18 codes con-
nected with the research topic were cre-
ated. In total 191 segments were coded.

Research ethics: At the first stage
of research, all virtual communities of
practice were contacted. They were in-
formed about the future research, and
they had a chance to plan a meeting
or write down the questions they had
about the research. Once the consent
from the virtual community was gained
and the access to communication plat-
forms were granted, all members of the
community were information about the
ongoing research and also, they were
informed about the possibility of with-
drawing from the research as any time.
All gathered information was coded to
protect the anonymity of the commu-
nity members and the company itself.
The transcribed conversations were used
strictly for the research, therefore it was
not stored or shared.

Research limitations: empirical re-
search has its own limitations. Firstly,
the research was conducted in one cho-
sen international business operating in
Northern Europe. The organization itself
has its own unique culture and techno-
logical decisions that may impact the
virtual communities of practice. For
this reason, it may be hard to transfer
the findings of this empirical research to
other companies. Secondly, the sample
size of the empirical research was three
virtual communities of practice. The
bigger sample size would have allowed
gaining a broader understanding of how

virtual communities of practice share
knowledge and therefore the findings of
this empirical research may be not appli-
cable generally.

Findings and discussions

In the conversations of virtual commu-
nities of practice, these types of know-
ledge were recognized:

1. Tacit

2. Explicit

3. Implicit

4. Declarative
5. A posteriori

After the shared knowledge types
were identified, a coding system was cre-
ated. Under types of knowledge, char-
acteristic features were coded. Figure 1
presents the coding system created.

Five types of knowledge were recog-
nized while reading the discussions held
by the communities. The discussions ob-
served provided the data that consisted
of the main themes, that were identified
in the process of extracting information
relevant to the research.

All three observed communities have
shared declarative knowledge: “I was
thinking something simpler, like a choco-
late Milka in a heart shape?” (Communi-
ty 1),“I think this is a little too much <...>
for one person” (Community 1), “<...>
maybe not all employees are interested
in that?” (Community 2), “I think there
is no one fits all model” (Community 2),
“I see your point, however, then it would
not make sense <...>” (Community 3), “T
think it depends on the cause we want to
donate <...>” (Community 3).

As a virtual community of practice
is a tool to share tacit knowledge, the
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Shared knowledge types
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Fig. 1. Map of shared knowledge types

observed communities also expressed
this type of knowledge: “<...> in the
morning we gathered for some heart-
shaped snacks in the kitchen and let eve-
ryone know that the quiz will be held at
11 am” (Community 1), “It was all right,
<...> they are not as popular though”
(Community 1), ‘T was informed that at
the moment not enough people are regis-
tered for this discount <...>” (Communi-
ty 2),I talked with employees we thought
could be our lectures in internal learning
sessions <...>” (Community 2), “So right
now we have three ideas on how to spend
the points <...>” (Community 3), “<...>
we got a request to boost the internal learn-
ing of the employees.” (Community 3).
Explicit knowledge was also shared
within all observed communities: “T cre-
ated a poster about the quiz so let’s put
it into our intranet” (Community 1),
“<...> we should make a post regard-
ing this” (Community 1, p. 2), “<...>
let’s create an event where the employees
could join” (Community 1), “<...> we
do have our site where all information
is posted” (Community 2), “we could
post some information into our intranet
about that <...> and at the same time we

could promote the possibility to use the
services of our partners” (Community
2), “Currently had around 3 computers
and 4 monitors. The computers we have
at the moment we can use them <...>”
(Community 3), “After this meeting, we
can post that the auction will be held
<...>” (Community 3).

A posteriori knowledge type was
only observed in Community 1 and 3:
“I think something like this could happen
in the spring, when more people are com-
ing to the offices “(Community 1), “all of
us comes to the office on different times,
it will be hard to invite everyone on the
same time” (Community 1), ‘T know that
last year all the computers and other gadg-
ets that were older than 5 years could be
bought <...>” (Community 3), “<...>
something similar happens every new year
and people are eager to participate in such
events.” (Community 3).

Implicit knowledge type was wit-
nessed in Community 1 and 2: “<...>
I know they use this program in differ-
ent quiz shows” (Community 1), “<...> I
will work on the quiz looks using the plat-
form” (Community 1), “<...> from softer
skills person needs to be sharply minded
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understanding the logic of the code and of
course ambitious” (Community 2), “<...>
we have only a few junior people who know
how to automize the process <...>” (Com-
munity 2).

In observed conversations only Com-
munity 1 was the one that shared all
knowledge types. The shared knowledge
types depended on the communities’
interests of topics; however, all commu-
nities were open to the opinion of their
members during the discussions.

Depending on the topic of the discus-
sion, one person can share a few types
of knowledge within a sentence or few.
In Figure 2, the relationship between the
knowledge types recognized is presented.

Code learned knowledge from others
that is coded under tacit knowledge seg-
ment, has the strongest relationship with
code feedback: “<...> thanks for letting us
know <...> but I am thinking about the

Code System
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movie night and I suggest to not create a
survey <...>” (Community 1), “<...> |
talked with employees we though could be
our lectures in internal learning sessions,
so they would be up for it, however, at the
moment they do not have time for such
activity <...> so I suggest postponing this
activity a bit <...>”(Community 2). In a
collaborative setting it could suggest that
giving feedback is an important way to
increase learning between community
members and it is granted together with
the knowledge acquired from others.
Additionally, the smaller bubble next to
“personal opinion” could also suggest that
community members are sharing their
own opinion, and this is looked at as an
opportunity to share personal perspec-
tives: “<...> I did not know the other items
for the auction then yes, I totally agree that
the monitor should be the last one to sell”
(Community 3).
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Next to the code “personal opinion” it
is visible that the main co-occurrences
happened with two codes: “documented
activities to the employees” and “experience
from working”: “<...> we got a request to
boost the internal learning of the employees
and I was thinking we could do is a raise in
the compensation on the internal learning
that are held by the employees or some oth-
er hub where people could share their pas-
sions and what they do on their free time.
<...> something like this happens almost
each year <...>” (Community 3).

Knowledge sharing activities in vir-
tual communities of practice took place
using different platforms. These plat-
forms are presented in Table 2.

All of the communities are using the
solutions provided by Google. Different
from two communities, virtual commu-
nity 1 uses google chat platform for daily
communication. While observing these
virtual communities of practice during
the empirical research it was understood
that the company allows communities
to take time from their workday once a
week and brings them a chance to use
this time wisely and discuss with other

members of the community about the
topics of their interest. This shows that
the company cares about the activities
of the communities and sees them as a
good tool for improving collaboration
between employees and also a platform
where the members are able to discuss
and share their personal knowledge.
However, while observing the virtual
communities of practice it was noticed
that not all communities are consistent
with their activities. From the observed
communities, only one of them was con-
sistent with the weekly virtual meetings
and additionally had a Google chat where
members of the community updated
each other daily. The other two commu-
nities did not have a chat platform that
was known during the research and was
not present in all of the virtual meetings.
This could lead to a suggestion that not
all members of the virtual community
are looking at this tool as a platform for
collaboration between different employ-
ees and also do not view it as a platform
where employees are able to share the
knowledge they have obtained. The com-
munity that stayed consistent in their

Table 2. How knowledge is shared in virtual communities of practice

Slack channel

Community Platforms used for How is knowledge Does community have a
name communication shared? moderator?
Community 1 Google Chat; . No, but discussion is
One document each meeting;
Google Meet; . . ; held mostly by the same
Discussion based on the topic. .
Slack channel. people each time.
Community 2 Documents such as survey results; . ..
Y Google Meet; Y No, but discussion is

Discussion based on the topic of

meeting. held by the same people.

Community 3 Google Meet;

Slack channel.

Discussion about the topics of the

No, but discussion is
mostly moderated by

meeting.
one person.

Source: prepared by the authors.
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activities was able to share more knowl-
edge between the members and the types
of knowledge shared were more inter-
connected with each other it leads to the
thought that the members from a such
community are able to get a more posi-
tive experience and also broadens their
knowledge during each virtual meeting
of the community.

While observing the activities of the
virtual community of practice, it was
witnessed that the knowledge sharing
is mostly based on the discussions of
the community members. However, the
expressed personal knowledge usually
stayed between the discussion and was
not documented in written form. Even
though virtual communities of practice
are doing what they are supposed to and
bring the possibility for the employees
to collaborate and share their personal
knowledge, for international business it
does not bring a lot of advantage if the
knowledge stays within the members of
the employees. Some documented infor-
mation reaches employees not partici-
pating in the activities of the community
via the companies’ intranet, however,
it is a small amount compared to the
knowledge shared during the discus-
sions. These findings lead to a suggestion
that the company does a good job while
trying to implement the virtual commu-
nities of practice into their knowledge
management strategy, however, the com-
munities themselves may lack the under-
standing of what their purpose is.

Overall, it is congratulated that inter-
national business applies more unique
resolutions to their knowledge manage-
ment strategy, however, the members of
the virtual community of practice may
lack some understanding of the purpose

of their community and this leads to
tacit knowledge staying within the mem-
bers of the community and the company
is will not be able to use this knowledge
in the future.

Recommendations for international
business

Based on the research findings, the chap-
ter provides what goals for the company
to ensure the successful activities of the
virtual communities of practice and rec-
ommendations on how to reach them.

Companies should encourage virtual
communities of practice to document
shared knowledge. For the company to
ensure that knowledge is shared and will
stay within the company, there is a need
to encourage members of the communi-
ties to document the shared knowledge.
This could be done by encouraging
members to document the shared best
practices, and what lessons were learned
during their activities. Additionally, the
company could provide guidelines or
templates that would show the members
of the community how to document this
information. The company also could
provide a platform where this shared
and documented knowledge is stored,
and it would be available to all employ-
ees in the company even ones who are
not participating in the virtual commu-
nities of practice.

Companies should create a knowledge-
sharing culture. This can be accomplished
by recognizing and rewarding individu-
als who share their knowledge, as well as
by providing the appropriate resources
and encouraging involvement. Compa-
nies should also support diversity and
inclusivity, as well as monitor and assess
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knowledge sharing and urge individuals
to document shared knowledge. Compa-
nies can cultivate a culture of knowledge
sharing by creating a collaborative envi-
ronment in which people feel empow-
ered to share their knowledge, resulting
in increased organizational performance
and competitiveness.

Companies should keep track of knowl-
edge sharing activities in virtual com-
munities of practice. This involves trac-
king the frequency and quality of shared
knowledge and evaluating its influence
on company performance. Companies
can understand which topics and areas
generate the most interest and dedi-
cate resources to addressing knowledge
gaps by keeping track of and evalua-
ting knowledge sharing. Additionally,
businesses can identify and address any
barriers to knowledge sharing that may
arise during the process, such as a lack
of participation, insufficient documenta-
tion, or technical issues. Companies can
ensure that they are utilizing the poten-
tial of their collective knowledge and re-
maining competitive in the marketplace
by regularly monitoring and analyzing
knowledge sharing through virtual com-
munities of practice.

Conclusions and future research
directions

Knowledge sharing in international
companies can be based on differ-
ent strategies. These strategies allow
the company to adopt the best suitable
knowledge-sharing tools that will ensure
sustainable knowledge-sharing. As one
such tool, companies can create virtual
communities of practice. As the activities

of these communities are based on the
collaboration of the employees, during
the discussions, members are able to ex-
change more personal knowledge than
via emails due to being surrounded by
like-minded people. Additionally, based
on the SECI model (Nonaka, Takeuchi,
Umemoto, 1996), members of the com-
munity are able to transfer tacit knowl-
edge into explicit knowledge and it
allows the company to retrieve this in-
formation in the future. Theoretical so-
lutions provided an understanding that
virtual communities of practice may be
a great knowledge-sharing tool where
different types of knowledge can be ex-
changed in a comfortable zone for the
employees.

A qualitative research method was
chosen to understand what types of
knowledge are shared within the virtual
communities of practice. Netnography
was chosen as it allows the researcher to
observe communities without disrupting
the comfort zone communities have cre-
ated. Observation method allow the re-
searcher to collect data in real-time and
allow to see the broader view on how
knowledge is shared in virtual commu-
nities of practice.

The empirical research was per-
formed in an international IT enterprise.
The virtual communities of practice in
the company are separated by the to-
pics of interest and each week they have
a dedicated time when all members are
meeting to discuss new issues, tasks, or
goals of the community. Overall, the
main shared knowledge types were tac-
it, explicit, declarative, and a posteriori
knowledge. This led to the suggestion
that the virtual communities of practice
in international IT enterprise are sharing
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the personal knowledge they have ob-
tained in their professional and personal
life however, for the community it does
not bring a lot of new organizational
knowledge as the information shared
within the members are not documented.

Several recommendations for future
research can be made based on the find-
ings of the empirical research on virtual
communities of practice in an interna-
tional business. First, future research
could look into how knowledge sharing
practices differ across industries or sec-
tors within virtual communities of prac-
tice. This would provide insight into the
distinct problems and opportunities for
information sharing that exist in various
situations. Furthermore, future research
could look into how virtual communi-
ties of practice can be integrated into an
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VIRTUAL COMMUNITIES OF PRACTICE AS A KNOWLEDGE SHARING TOOL:
RECOMMENDATIONS FOR INTERNATIONAL BUSINESS

Monika BUDRYTE, Vestina VAINAUSKIENE

VIRTUALIOS PRAKTIKOS BENDRUOMENES KAIP DALIJIMOSI ZINIOMIS |RANKIS:
REKOMENDACIJOS TARPTAUTINIAM VERSLUI

Santrauka

Ziniy dalijimasis - viena svarbiausiy koncepcijy
dabartiniame pasaulyje. Gebéjimas mokytis leido
zmogui iSgyventi, taciau buvo butina pasidalyti
iSmokta informacija, kad buty uztikrintas ben-
druomenés augimas.

Tac¢iau dalytis ziniomis svarbu ir profesio-
naliame gyvenime. Tarptautinés jmonés pradeda
suprasti, kaip svarbu uztikrinti dalijimasi Zinio-
mis, kad baty pasiekti issikelti tikslai. 2020 m.
pasaulj sukrétusi COVID-19 pandemija priverté
jmones apmastyti ziniy dalijimosi strategijas bei
pritaikyti jas darbuotojams, dirbantiems nuoto-
liu. Dél $iy priezasciy jmonés émé taikyti daugiau
virtualiy ziniy dalijimosi jrankiu.

Vienas tokiy jrankiy - virtualios praktikos
bendruomenés. | $ias bendruomenes susijungia
zmonés, turintys tokiy paciy interesy ir linke
dalytis informacija. Dél pasaulj uzdariusios pan-
demijos virtualios praktikos bendruomenés tarp-
tautiniame versle pripazintos kaip svarbi detalé
ziniy dalijimosi procese, taciau pastebima spraga
tarp tarptautiniy jmoniy, kurios §j jrankj taiko
savo strategijose.

Siame straipsnyje bandoma suprasti ziniy
dalijimosi budus virtualiose praktikos bendruo-
menése, kad buty galima dar placiau juos taikyti
tarptautinio verslo ziniy dalijimosi strategijose.
Duomenys $iam straipsniui buvo renkami tarp-
tautinéje jmonéje, dirbanéioje Siaurés Europos re-
gione. Virtualiy praktikos bendruomeniy stebéji-
mas leido surinkti duomenis tyrimui. Duomenys

buvo analizuojami naudojantis MaxQDA plat-
forma, kuri leido suprasti, kokios rusies Zinio-
mis buvo dalytasi virtualios praktikos bendruo-
menése bei pasitlé galimus sprendimus, skirtus
stiprinti ziniy dalijimasi virtualiose praktikos
bendruomenése.

Ziniy dalijimasis virtualiose praktikos ben-
druomenése remiasi atviromis diskusijomis per
virtualius susitikimus bei privaciais pokalbiais,
kurie sujungia visus bendruomenés narius.
Bendruomeniy nariai atvirai dalijasi asmenine
patirtimi, darbo vietoje jgytomis ziniomis ar as-
menine nuomone apie konkrecias temas. Taciau
$iose bendruomenése truksta naujy organiza-
ciniy ziniy karimo, kadangi virtualiy praktikos
bendruomeniy nariai nefiksuoja savo diskusijy.

Tarptautinéms jmonéms rekomenduojama
skatinti virtualias praktikos bendruomenes do-
kumentuoti zinias, kuriomis buvo pasidalyta per
susitikima. Tai padéty jmonéms plésti organizaci-
jos zinias bei uztikrinty jy prieinamumg ateityje.
Imonés taip pat turéty sukurti kultara, kurioje
skatinama dalytis Ziniomis. Tarptautinés jmonés
turéty stebéti bei vertinti ziniy dalijimasi virtu-
aliose praktikos bendruomenése, kad uztikrinty,
jog bendruomeniy nariai naudingai praleidzia
susitikimo laika bei plecia savo ir kity Zinias.
Taigi papildomas jmoneés jsitraukimas padéty na-
riams suprasti virtualiy praktikos bendruomeniy
tikslg bei sukurty galimybe kurti naujas organi-
zacines Zinias.
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Country Logotype Visual Attractiveness:
Eve-Tracking-Based Model

Country logotype is always considered as a visual part of country branding. This research addresses the
country logotype elaboration problem while answering the question: how to attract consumer attention
to a country logotype using different combinations of its elements. The aim of the article is to develop
an eye-tracking based model of country logotype visual attractiveness. The paper presents experimental
research using an eye-tracking system; visual attention to logotypes of European countries was assessed
to determine the specific eye-catching elements of a logotype. The analysis revealed that in order to attract
consumer visual attention, no visual association with a country is necessary; also, the logotype is preferred
to be colorful, having high complexity, and shaped letters must be used. The analysis of the research results
enabled elaborating a model of country logotype visual attractiveness, which might be used to facilitate the
creation of country logotype.

Keywords: country logotype, eye-tracking, visual attention.

Salies logotipas laikomas vizualia $alies prekiy zenklo dalimi. Siame tyrime nagrinéjama salies logotipo
karimo problema bei atsakoma j klausima, kaip pritraukti vartotojy démesj i Salies logotipa, naudojant
skirtingus jo elementy derinius. Straipsnio tikslas — sukurti zvilgsnio trajektorija pagrijsta Salies logotipo
vizualinio patrauklumo modelj. Straipsnyje pristatomas eksperimentinis tyrimas, taikant zvilgsnio seki-
mo sistema. Buvo vertinamas vizualinis démesys Europos $aliy logotipams, siekiant nustatyti konkrecius
vizualinj démesj traukiancius logotipo elementus. Analizé atskleidé: norint pritraukti vartotojo vizualinj
démesj, nereikia vizualinés asociacijos su $alimi; logotipas turi buti spalvingas, vizualiai sudétingas, pa-
sitelkiamos jmantrios raidés. Tyrimo rezultaty analizé leido sukurti $alies logotipo vizualinio patrauk-
lumo modelj, kurj galima naudoti kuriant $alies logotipa.

Raktiniai ZodzZiai: Salies logotipas, zZvilgsnio sekimas, vizualinis démesys.

Introduction growing competition among countries,

which is often accompanied with thor-

Tourism has been recognized as one of
the most rapidly developing areas of the
service sector in the entire world (Liu
and Chou, 2016); moreover, for socio-
economic progress it was named as one
of the principal drivers (Najda-Janoszka
and Kopera, 2014). Contemporary tour-
ism market is characterized by the fast

ough marketing activities. Same as or-
ganizations make strategic marketing
decisions to ensure sustainable competi-
tive advantage in response to the contin-
uously changing environment (Aghayev
and Israfilzade, 2022), to attract visitors
and tourists, many countries, towns, and
regions are elaborating place marketing
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and branding strategies. S. P. Rainisto
(2003) argues that “place marketing is
used for multiple goals, such as to build
a positive image for the place and at-
tract enterprises, tourists, institutions,
events, etc” (p. 12). Place marketing is
often provided based on the methods and
tools of general marketing, e.g., M. Ka-
varatzis (2009) suggests that places have
been applying the methods of corporate-
level marketing; however, in this case the
marketed product is a place, To achieve
their positions in the tourism industry,
countries adopt international marketing
strategies to create a position in con-
sumer minds and to become visible and
attractive on the global scale (Lee et al,
2012). S. Same (2014) argues that coun-
try branding activities are driven by the
need for differentiation; moreover, ac-
cording to A. Michelson and K. Paadam
(2016), places are using creative brand-
ing methods on purpose to strengthen
their competitive advantages in tourist’s
perception. Countries are creating, de-
veloping, and redeveloping their brands
in order to gain visible and exceptional
positions in tourists’ consciousness. A
wide body of scientific literature on
country branding suggests that it has to
be considered as an important part of
country marketing.

Today’s environment is more and
more visually oriented (Foroudi et al.,
2014). Logotypes are considered being
a main component of corporate visual
identity, therefore, are used to evoke
positive emotions, transmit meaning, or
reinforce recognition of the company
and brand (van der Lans et al., 2009).
According to Lee et al. (2012), countries
strive to search for place-related symbols
and apply them to communicate some

distinctive and unique characteristics of
the place to the global consumers, and
this process is very similar to marketing
communications provided by compa-
nies. In a framework of branding a com-
pany M. Tero (2012) determines three
specific elements encompassed into a
brand: brand’s name, its graphic element,
and a slogan. Most of the logotypes used
by different brands have all the three ele-
ments. Supporting the idea that a place
can be regarded as a product, a logotype
of a place is also supposed to encom-
pass them. In case of a country, a name
of brand would be country’s name, and
variations with graphic elements and a
slogan can be made for evoking visual
attractiveness. Logos are often present-
ed in different medias, e.g., digital and
web advertising, on packaging, business
cards, various annual reports, etc. (Lee
et al., 2012). However, in a framework
of country marketing and branding, the
effect obtained by a logotype might be
different if compared to general marke-
ting of goods and services. Therefore, the
encompassed elements of the logotype
and different their combinations might
result in different consumer reactions
by attracting visual attention differently.
According to Q. Li et al. (2016), visual at-
tention is widely analyzed in the tourism
field; however, the authors emphasize the
necessity for deeper research of consum-
ers’ viewing behavior toward visual ma-
terials in the field a tourism marketing.
The article addresses relevant scientific
as well as managerial problem: how to
attract consumer attention to a country
logotype using different combinations of
its elements? The aim of this research
was to take part in clarification of con-
siderations regarding country logotype
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visual attractiveness by assessing the
influence of different combinations of
country logotype elements on visual
attention. By addressing the scientific
problem and reaching the aim, article’s
contribution will result in developing a
model of country logotype visual attrac-
tiveness based on combined methods:
eye-tracking and survey.

The article is structured as follows.
Firstly, scientific literature review about
the elements of country logotype is
provided and research hypotheses are
formulated; the theoretical background
for the research is formed. Further, the
methodology of the research is elabo-
rated and explained. Afterwards, the
research results are provided and main
implications presented. Conclusions are
summarized in the country logotype at-
tractiveness model and provided in the
final section of the paper.

Theoretical insights and hypotheses

D. B. Klenosky and R. E. Gitelson (1997)
emphasize that each year, huge amounts
of state tourism departments’ expendi-
tures go to advertising and promotion of
their regions to potential tourists. Place
branding is becoming a domain attract-
ing growing scholars’ attention (Konec-
nik Ruzzier and de Chernatony, 2013).
Scholars agree that achieving to trans-
mit clear and consistent messages to the
different groups of customers, the place
must differentiate from other destina-
tions by creating a brand that would em-
phasize the characteristics of its identity
(Konecnik Ruzzier and de Chernatony,
2013).

Literature analysis shows that in or-
der to brand a place, the same methods
and tools as used for branding con-
sumer goods and services can be used
(Caldwell and Freire, 2004). According
to S. Same (2014), in the tourism mar-
ket competition is tough and differen-
tiation is crucial; therefore, place mar-
keting and branding are measures used
to create a positive image of the place.
However, even being associated with
many benefits, it is still difficult to pro-
vide place branding successfully (Florek
and Conejo, 2007). M. Konecnik Ruzzier
and L. de Chernatony (2013) emphasize
that place branding studies should in-
vestigate place brands in a framework
of commerce, public policy, culture, and
regarding historical perspective. Howev-
er, the premise can be made that places
are different; therefore, different mar-
keting measures have to be used based
on their category. E. Jermolajeva and
I. Petrova (2007) classify places into few
categories: a group of countries in the
world, a country, a region in a country
or a separate city. While analyzing place
branding, G. Szondi (2007) separates
the concepts of ‘destination branding’
and ‘country branding. As the aim of
‘destination branding’ is attracting visi-
tors and reinforce tourism, the ‘country
branding’ stands for promotion econom-
ic, commercial, and political interests of
the country in its domestic and foreign
markets. ]. Nadeau et al. (2008) proposes
that developments in product-country
image can contribute significantly to the
tourism destination image. Therefore,
the country brand reflecting the coun-
try image can be considered as a com-
ponent of branding the destination. We
hypothesize:
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H,: Country’s touristic image is di-
rectly affected by its commercial, eco-
nomic, and political images.

M. Kavaratzis (2009) emphasizes that
place branding is mainly based on the
visual branding elements: a logotype is
created, the slogan is adjusted, and the
advertising campaign encompassing vis-
ual elements is created. Q. Li et al. (2016)
emphasize the existence of a wide body
of studies regarding visual processing
behavior of consumers, because visuals
are important in research for their influ-
ence on tourists’ decision making and
behavior (Nadeau et al., 2008). In this
regard, the visual attractiveness of coun-
try logotype might be considered as an
important aspect in country branding.
If considering country branding from
corporate marketing perspective, corpo-
rate visual identity encompasses a name,
logotype, typography, color, slogan, and
additional graphic design elements (Bol-
huis et al., 2015).

M. Tero (2012) considers the name as
the most important element of a brand.
Here emerges one of the greatest diffe-
rences between country branding and
product branding. In case of product
failure in the market, company can re-
name it to become successful. However,
in the case of country branding, a brand
name is constant — it cannot be changed
to be more attractive. L. A. Cai (2002)
emphasizes the absence of the name in
the studies of destination image, explain-
ing the latter lack by inability of chang-
ing it (i.e., country name). M. Florek and
E Conejo (2007) add that developing
countries have more challenges in build-
ing and developing their brands due to
being poorly known by tourists, and the
awareness of the country may have an

impact on visual attention. Considering
the latter result, we hypothesize:

H,: More visual attention will be at-
tracted by the logotypes of developed
and larger developing countries if com-
pared to small developing countries.

J. Nadeau et al. (2008) propose that
images are simplifications of more com-
plex ideas: they are formed by consumer
beliefs, attitudes, and impressions about
an object. R. van der Lans et al. (2009)
propose that “design is a language that
communicates to consumers and oth-
ers, independent of verbal information”
B.J. Phillips et al. (2014) approach brand
visual identity as the brand’s face; and
in order to create clear brand identity
emphasizing its richness, it is necessary
to define a unique set of associations
(Ghodeswar, 2008). M. Konecnik Ruzzier
and L. de Chernatony (2013) emphasize
that historically, functional attributes
(i.e., the environmental beauty, infra-
structural advancements, etc.) of a place
were considered in marketing strategies;
however, contemporary place marketing
strategies have been addressing emo-
tional and experiential appeals of a place.
J. Datzira-Masip and A. Poluzzi (2014)
argue that brand identification with only
its name, logo and slogan is not enough;
therefore, functional elements might stay
evident in case of combination with in-
visible (but even more important) fea-
tures like values and benefits that charac-
terize the brand personality. Thus, latter
elements have to be reflected in the im-
age — logotype. R. Herstein and R. Berger
(2013) add: “country branding by its very
nature should be based on non-tangible
(representational) aspects, whereas re-
gions and cities should be based on
tangible aspects” Considering the latter
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mentioned, it is recommended empha-
sizing emotional elements for coun-
try branding, on the other hand when
branding regions and cities, functional
elements must be defined (Caldwell and
Freire, 2004). Emotional attributes rep-
resenting a place are related to the fea-
ture self-expression sought by tourists,
and functional attributes encompass
the utilitarian aspects related to a place.
Assuming that images are viewed as an
antecedent of tourist behavior form-
ing perception of a place (Nadeau et al.,
2008), the third hypothesis is formed:

H,: Less visual attention will be at-
tracted by the logotypes having a visual
association with a country if compared
to logotypes without a visual association
with it.

Slogan is the third of the main ele-
ments encompassed in a country logo-
type. D. B. Klenosky and R. E. Gitelson
(1997) consider the choice of slogan to
be of high importance, because of its
representational nature. According to
R. Kuvykaité and I. Kerbelyté (2008) the
slogan is used to emphasize some exclu-
sive activities of the country, the national
peculiarities, or exceptional geographi-
cal location. In order to attract several
target groups, more than one slogan can
be created. On the other hand, having
a slogan is only a recommendation. We
hypothesize:

H,: Slogans encompassing logotypes
attract more visual attention than the
slogan-free logotypes.

W. Bolhuis et al. (2015) as an impor-
tant aspect of the logotype name color.
Colors affect and evoke consumer’s emo-
tions (Patil, 2012). Properly selected
colors and their combinations help at-
tracting consumer attention, improve

the level of impulsive buying behavior,
while inappropriately selected colors can
decline impulsive buying behavior, and
damage the image of the brand (Pileliené,
Grigalitnaité, Stakauskaité, 2016). More-
over, certain objects might be associated
with some particular color; therefore,
the recall is encouraged (Kimura et al.,
2013). For example, the colors appearing
on a flag of some country can evoke an
association with the country. According
to D. Patil (2012), color temperature is
important: warm colors stimulate action,
on the opposite — cool colors emphasize
passiveness,and achromatic colors (black
and white) are neutral. M. Tero (2012)
argues that logotypes formed of achro-
matic contrast on a colored background
are well-noticed. Moreover, written text
is perceived in the left hemisphere of the
brain, and the color is processed by the
right one; therefore, combining words
and colors will result in higher atten-
tion, recall, and recognition of the logo-
type (Patil, 2012). This leads to rising the
hypotheses:

H,: More visual attention will be
attracted by the logotypes using warm
color spectrum if compared to those
using cool colors.

H_,: More visual attention will be at-
tracted by logotypes using colors if com-
pared to the achromatic logotypes.

The next important aspect of the
logotype is typography used in it (Zaich-
kowsky, 2010). According to M. Tero
(2012), shaped and sophisticated type-
face used in logotype makes it more
memorable. This enables hypothesizing:

H,: More visual attention will attract
logotypes with shaped and sophisticated
typefaces if compared to logotypes with
conventional typefaces.
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Graphic elements used in logotypes
enable distinguishing the brand from
others (Tero, 2012). Consumers pay at-
tention to content distributed by brands
(Israfilzade and Baghirova, 2022). Dif-
ferent arrangements of elements and
variations in their amount create com-
plexity of the logotype, emphasizing
heterogenous nature of elements and
design ornateness (van der Lans et al.,
2009). We hypothesize:

H_: More visual attention will be at-
tracted by the complex logotypes (en-
compassing many different graphic
elements) if compared to the simple
logotypes.

Theoretical discussion emphasizes
the importance of each element of the
logotype; moreover, each element brings
its own contribution to the logotype.
However, the compositions of latter ele-
ments in logotypes are often varying.
In a framework of current research, the
logotypes were decomposed into the el-
ements, and then the logotypes encom-
passing necessary elements were chosen
to measure the impact of every single
element of logotype visual attention.

Research methodology

In order to support the hypothesis H , the
questionnaire considering different im-
ages of the European countries in terms
of their economic, commercial, political,
and touristic situations was composed
and given for evaluation of participants.
Respondents were asked to evaluate the
touristic image (endogenous variable)
and the political, commercial, economic
images (exogenous variables) of each
European country. The Likert scale using

5-point evaluation (where ‘1" reflected a
completely negative opinion, and ‘5’ re-
flected a completely positive opinion)
was chosen to use in the questionnaire.
The type of sample was simple random;
and the sample size was 179. The survey
took part in Lithuania. 114 females and
65 males participated in the survey; 128
participants were at the age group of 20-
29 vyears; 51 participants indicated the
group of 30-35 years. The statistical anal-
ysis of data gathered during the survey
was provided using SPSS Statistics v.20,
SmartPLS V.3 (Ringle et al.,, 2014) and
Matlab R2012b software packages.

A. H. Alsharif et al. (2021) emphasize
that many scientists’ choice of provid-
ing consumer behavior research apply-
ing self-report-based methods has re-
cently shifted to neurophysiological and
physiological tools. As the best tool to
measure consumer visual attention, eye-
tracking was chosen for the research.
Physiological tools such as eye-tracking
allow tracking such physiological reac-
tions of consumers as visual fixation,
eye movements and saccades at the mo-
ment of purchase (Pileliené, Alsharif,
Alharbi, 2022). According to E Guo et
al. (2018), eye movements reflect cog-
nitive and emotional processing; there-
fore, it is a suitable measure for detecting
one’s attention. The eye-tracking system
was used for experiment in this study.
R. Pieters et al. (2002) emphasize that eye
fixations at the area of interest (AOI) in-
dicate the visual attention evoked by the
information. Based on the fact that peo-
ple have clear vision during eye fixations
(but not during the saccades) and on the
object of this research, the accumulated
duration of participants’ eye fixations on
chosen country logotypes was measured.
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The logotypes were aggregated into the
groups based on the presence / absence
of selected attributes.

Eye-tracking is widely used in mar-
keting for assessing the visual attention
attracted by different objects. However,
the method is still rarely used in tourism
research. For example, Q. Li et al. (2016)
applied this tool to assess the visual at-
tention toward photographs accompa-
nied with text used in tourism industry;
J. Hernandez-Méndez and F. Munoz-
Leiva (2015) investigated the most effec-
tive type of online advertising for tour-
ism. However, no study regarding country
logotype visual attractiveness was found.

During the experiment, different Eu-
ropean countries’ logotypes were com-
bined into groups, and the groups were
demonstrated for participants. Every
participant has viewed all the same logo-
types, only the order of them differed (in
order to minimize as much as possible
the influence of reading patterns). Ac-
cording to R. B. Bausell and Y. E Li (2002),
A. Bojko (2013), Q. Li et al. (2016), the
minimum sample size for this kind of ex-
periments to obtain reliable results may
not be less than 30 participants. Thus, the
sample size for the experiment was 30
(24 female and 6 males; 26 participants
indicated the age group of 20-29 and
four — at 30-35 years). Participants were
chosen to be right-handed, their vision
was normal or normal-to-corrected, and
their participation in the experiment was
voluntary (no payment or other reward
was offered).

For the experiment, according to the
attributes tested by the hypotheses H2-
H7, selected logotype groups were pre-
sented on screen of computer with a res-
olution of 1366x768 pixels. Each group

of logotypes represented a particular at-
tribute, (i.e., if the attribute is logotype
complexity, then 5 complex and 5 simple
country logotypes are presented on the
screen at the same time in the random
order; and such design is applied for
each of the analyzed attributes). Matlab
R2012b software package was used to
demonstrate computer-generated groups
of logotypes (random order for each
participant) on screen. Each picture con-
taining 10 logotypes was presented for
the participants for 2 seconds in order to
capture the visual attention dependent
on the visual attributes before the rec-
ognition of familiar logotypes (when the
less time is allowed to see the pictures,
then the more physical attributes of the
pictures drive visual attention). To avoid
the possible effect of the last presented
picture on the trajectory of gaze, the in-
terstimulus (black screen) was shown
between the pictures for two seconds.

A mobile video-based eye-tracking
system (Tobii Eye-Tracking Glasses) re-
cording monocular gaze data from the
right eye at a sampling rate of 30 Hz and
the accuracy of 0.5° were used for the
research. The system camera’s recording
resolution is 640x480 pixels; and the
recording angles are horizontal maxi-
mum 56° and vertical maximum 40°. A
standard nine-point calibration proce-
dure was performed with each partici-
pant to ensure the accuracy of results. To
analyze the recorded data, software by
Tobii Studio 3.2.3 was used. The duration
of participants’ fixations within an AOI
was determined by calculating mean and
standard deviations. The AOIs in this case
were the areas of logotypes emphasizing
the same attribute, e.g., all the complex
logotypes composed one AOI and all the
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simple logotypes composed the second
AOIL thus, all the analyzed attributes
had two AOIs each. In order to support
the research hypotheses, comparison of
mean durations of fixations on different
AOIs (for each attribute characterizing
country logotype AOI was different) was
provided.

Research results and hypotheses
testing

In order to test the hypothesis H , stating
that ‘Country’s touristic image is directly
affected by its commercial, economic, and
political images, we conducted a linear
regression analysis (Table 1). As it can be
seen, consumer valuations of commer-
cial and political images of a country can
be characterized by a positive, statisti-
cally significant (p < 0.05) direct impact
of an average strength on country’s tour-
istic image. The coefficient of determi-
nation (R?) equals to 32.4 percent. Such

value of R* is considered as sufficient in
this case, because touristic image is in-
fluenced by many factors that are not
the object of this research; moreover,
J. E Hair, C. M. Ringle, and M. Sarstedt
(2011) stated that R? close to 0.25 can be
regarded as high in consumer behavior
studies. Despite this, an economic image
of a country was found to have no sta-
tistically significant (p > 0.05) direct im-
pact on the touristic image of a country.
Consequently, hypothesis H , is partial-
ly supported, because only two (political
and commercial) of three hypothesized
image components had a direct impact
on the touristic image of a country.
Moreover, the research result analy-
sis (Wilcoxon signed-rank test is used as
the Post Hoc test, see Table 2) revealed
the statistically significant differences in
evaluation positiveness of touristic im-
ages of developed countries (Z = 5.798;
p < 0.05) if compared to the larger de-
veloping countries and small develop-
ing countries (Z = 5.886; p < 0.05); also,

Table 1. Linear regression coefficients (dependent variable: touristic image)

Unstandardized Coeflicients Standarfhzed
Model Coeflicients T Statistics | p-value
B Std. Error Beta
Constant 1.019 0.327 - 3.119 0.002
Economic -0.051 0.096 -0.039 -0.529 0.597
Political 0.414 0.091 0.334 4.523 0.000
Commercial 0.412 0.076 0.377 5.428 0.000
Table 2. Wilcoxon signed-rank test
o Large developing - Small developing - Small developing -
Statistics .
Developed Developed Large developing
Z -5.798 -5.886 -4.098
p-value 0.000 0.000 0.000
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considering small developing countries,
their touristic images were statistically
significantly better (Z = 4.098; p < 0.05) if
compared to larger developing countries.

The analysis of all fixations duration
within an AOI regarding logotypes of
small developing, larger developing and
developed countries revealed that logo-
types of small developing countries at-
tracted 44.5 percent of participants’ total
viewing time to the screen presenting
all three kinds of logotypes in a random
order at the same time (logotypes of
small developing, larger developing and
developed countries), while logotypes
of larger developing countries attracted
10.9 percent of participants’ total view-
ing time. Finally, developed countries’
logotypes attracted 19.1 percent of the
total participants’ viewing time.

In order to test the hypothesis H,
stating that ‘More visual attention will be
attracted by the logotypes of developed and
larger developing countries if compared
to small developing countries, Friedman
test was applied (data distribution: non-
normal; samples: three dependent). As
latter test revealed the existence statis-
tically significant (p < 0.05) differences
between logotypes’ viewing time, Wil-
coxon signed-rank test was used as the
Post Hoc test (see Table 3). The analysis
of the results of this test allows rejecting

the hypothesis H,, because logotypes
of small developing countries attracted
statistically significantly higher visual
attention if compared to the logotypes
of developed countries and larger de-
veloping countries. Moreover, developed
countries’ logotypes attracted statisti-
cally significantly more visual attention
if compared to larger developing coun-
tries’ logotypes. Thus, it could be stated
that logotypes of small developing coun-
tries get most visual attention, and larger
developing countries’ logotypes get least
visual attention. Consequently, small de-
veloping countries’ logotypes attracted
more visual attention if compared to the
developed countries’ logotypes, but the
developed countries’ touristic images
were evaluated higher than the touristic
images of small developing countries.
Furthermore, larger developing coun-
tries’ logotypes attracted lowest visual
attention and their tourist image was
evaluated worst. An assumption could be
made that logotypes of small developing
countries are less known than those of
developed countries; hence they attract
more visual attention, as novel objects
tend to attract visual attention more
than familiar objects.

In the rest of the hypotheses visual
attributes of logotypes (slogan, font,
complexity, association, color spectrum,

Table 3. Friedman and Wilcoxon signed-rank tests

Chi-Square df p-value
Friedman Test
37.077 2 0.000
L Large developing — | Small developing — | Small developing —
Statistics .
X . Developed Developed Large developing
Wilcoxon signed-
rank test Z -2.526 -3.984 -4.787
p-value 0.000 0.000




40

Viktorija GRIGALIUNAITE, Lina PILELIENE

color) are analyzed. Average total fixa-
tion duration time (s) to the logotypes
emphasizing a specific attribute is de-
picted in Table 4 below. As provided in
the table, higher average total fixation
duration corresponds to the logotypes
with written slogans, using shaped fonts,
complex, without visual association to
the country, cool color spectrum and
colorful.

In order to analyze whether statisti-
cally significant differences in the view-
ing time of the logotypes emphasizing
different attributes existed, we applied
Wilcoxon signed-rank test (samples:

two dependents; data distribution: non-
normal). Table 5 presents the results of
the test: hypothesis H, stating that ‘Less
visual attention will be attracted by the
logotypes having a visual association with
a country if compared to logotypes without
a visual association with it, is supported:
statistically significantly less visual at-
tention was attracted by logotypes hav-
ing visual association with a country
(Z = -2.069; p < 0.05) if compared to
logotypes without a visual association
with it. Countries’ logotypes without a
visual association resulted in 51.5 per-
cent of total viewing time to the screen

Table 4. Average total fixation duration time(s) to the logotypes emphasizing specific attribute

. . . Average total fixation L.
Attribute of logotype Specification duration (s) Standard deviation
With slogan 0.94 0.45
Slogan
Without slogan 0.81 0.52
Using letters with shapes 1.21 0.34
Font
Simple fonts 0.64 0.5
Complex 1.09 0.53
Complexity
Simple 0.58 0.46
With association 0.7 0.41
Association
Without association 1.03 0.58
Hot 0.76 0.45
Color spectrum
Cold 0.99 0.41
Colorful 1.04 0.46
Color
Black and white 0.51 0.34
Table 5. Wilcoxon signed-rank test
ith
wit Using letters . o] Cold spec- Black and
... slogan - . Simple - | No association - .
Statistics i’ with shapes - X .. trum - Hot white -
Without . Complex | With association
one Simple font spectrum Colorful
z -1.019 -3.799 -2.565 -2.069 -1.513 -4.186
p-value 0.308 0.000 0.010 0.039 0.130 0.000




COUNTRY LOGOTYPE VISUAL ATTRACTIVENESS:
EYE-TRACKING-BASED MODEL BEHAVIOR HEALTH BEHAVIOR

41

presenting both kinds of logotypes in a
random order at the same time, while
countries’ logotypes having visual asso-
ciation with them attracted 35.1 percent
of participants’ total viewing time.

Hypothesis H,, stating that ‘Slogans
encompassing logotypes attract more visual
attention than the slogan-free logotypes,
was rejected. The research result analy-
sis revealed that logotypes with written
slogans attracted 46.7 percent of partici-
pants’ total viewing time to both kinds
of logotypes, while logotypes without
slogans attracted 40.5 percent of partici-
pants’ total viewing time. However, the
difference in participants’ viewing time
to the logotypes with and without writ-
ten slogans was not statistically signifi-
cant (Z = -1.019; p > 0.05), thus it could
be stated that when seeking to attract
visual attention, slogan of the logotype
is not considered in this context; hence
each country can decide whether to use
the slogan in the logotype or not with-
out taking risk to minimize the tourists’
visual attention.

Hypothesis H,,, stating that ‘More
visual attention will be attracted by the
logotypes using warm color spectrum if
compared to those using cool colors, was
rejected. Even though the warm color
spectrum logotypes attracted 38.2 per-
cent of participants’ total viewing time;
the logotypes with a cool color spectrum
attracted 49.5 percent of participants’ to-
tal viewing time to the screen present-
ing both kinds of these logotypes at the
same time, the difference was not statis-
tically significant (Z = -1.513; p > 0.05),
thus country’s selected color spectrum in
the logotype does not influence tourists’
visual attention toward it.

Hypothesis H,,, stating that ‘More
visual attention will be attracted by logo-
types using colors if compared to the achro-
matic logotypes, was supported. Colorful
logotypes attracted 51.9 percent of par-
ticipants’ total viewing time, while those
in black and white attracted 25.5 percent
of participants’ total viewing time. The
difference was statistically significant
(Z = -4.186; p < 0.05); hence there is a
higher possibility to attract tourists’ vis-
ual attention to the country’s logotype,
when its logotype is colorful.

Hypothesis H,, stating that ‘More
visual attention will attract logotypes
with shaped and sophisticated typefaces if
compared to logotypes with conventional
typefaces, was supported. The analysis of
the research results revealed that simple
fonts attract statistically significantly less
visual attention if compared to those us-
ing shaped and sophisticated typefaces
(Z = -3.799; p < 0.05). Logotypes using
shaped and sophisticated typefaces at-
tracted 60.3 percent of participants’ to-
tal viewing time; logotypes using simple
fonts attracted 32.1 percent of partici-
pants’ total viewing time.

Hypothesis H., stating that “More vis-
ual attention will be attracted by the com-
plex logotypes if compared to the simple
logotypes, was supported, because the
difference in participants’ viewing time
toward these two kinds of logotypes
is statistically significant (Z = -2.565;
p < 0.05). Complex logotypes attracted
54.5 percent of total viewing time of
participants, while simple logotypes at-
tracted 29.1 percent of participants’ total
viewing time.

The hypothesis testing results are
generalized in Table 6 below.
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Consequently, the analysis the ele-

ments of country logotypes and their
combinations attracting most visual at-
tention, enables providing guidelines
for country logotype creators. In order
to attract consumer visual attention, a
country logotype must follow four main
conditions:

A visual association with a country
must be avoided;

Colors (of any color temperature)
must be used;

Complexity must be achieved by en-
compassing many different graphic
elements;

Shaped and sophisticated typefaces
must be used.

Additional considerations regarding

the category of a country are as follows:

Developed country. The touristic im-
age of countries attached to this cat-
egory is good, however, less visual
attention is attracted by their logo-
types. The recommendation might be
provided to reconsider the logotype
in accordance with the guidelines
provided. Countries already having
a good image might invest more into
its representation in the logotype.
Therefore, a good image and visu-
ally attractive logotype would evoke
a synergy effect in tourism attraction.
Larger developing country. The tour-
istic image of countries belonging to

Table 6. Results of hypothesis testing (statistically significant results)

No. Result

Substantiation

- Commercial
(R2 = 0.324).

Partially 1mage

! supported

and  political

image influence touristic image

- Economic image does not affect touristic image.

- Small developing

H Rejected Lo
total viewing time).

viewing time)

countries’ logotypes
(44.5% of total viewing time)
- Larger developing countries’ logotypes attracted least visual attention (10.9% of

attracted most visual attention

- Developed countries’ logotypes attracted average visual attention (19.1% of total

H Supported of total viewing time)

total viewing time).

- Logotypes visually not associated to a country attract more visual attention (51.5%

- Logotypes visually associated to a country attract less visual attention (35.1% of

H Rejected -

No statistically significant difference in visual attention was found.

H Rejected -

No statistically significant difference in visual attention was found.

H Supported | -
time).

- Colorful logotypes attract more visual attention (51.9% of total viewing time)
Black and white logotypes attract less visual attention (25.5% of total viewing

H Supported

viewing time).

- Logotypes with shaped and sophisticated typefaces attract more visual attention
(60.3% of total viewing time)
- Logotypes with conventional typefaces attract less visual attention (32.1% of total

H Supported

- Complex logotypes encompassing many different graphic elements attract more
visual attention (54.5% of total viewing time)
- Simple logotypes attract less visual attention (29.1% of total viewing time).
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this category poor (worst of all the
three categories analyzed), and their
logotypes attract least visual atten-
tion. Being big and having a poor im-
age puts the latter category of coun-
tries in the worst situation. It might
be assumed that there is a correlation
between the size of the country and
tourist awareness about it (requires
empiric substantiation by further
research). For this category of coun-
tries, it is recommended redesigning
their logotypes strictly following the
guidelines provided to their highest
extent. Also, before introducing the
newly created logotype, its visual at-
tractiveness must be tested to achieve
the best results.

Small developing country. The tour-
istic image of latter countries is poor;

/ COUNTRY

however, their logotypes attract most
visual attention. For the latter cate-
gory of countries, it is recommend-
ed reconsider the investments into
their touristic image; thus, they will
not only be visibly, but also mentally
attractive.

The model and conclusions

The model of country logotype visual
attractiveness is composed based on the
hypotheses testing results (Figure 1). The
model encompasses four visual elements
found crucial to reach country logotype’s
visual attractiveness, i.e.: associations,
complexity, colors, and fonts. All the dis-
tinguished elements must be managed
together, to reach the best possible result.

7 L~
-~ ~
P ~,
Small developing Large developing Developed
+ Y Y ¢
IMAGE OF THE COUNTRY VISUAL ELEMENTS OF LOGOTYPE

Q@ P Letters with shapes

/Touri sticimage of the countnf/ / Attractive logotype of the country

Fig. 1. Country logotype visual attractiveness model
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Based on the results, for the small
developing countries it is worth allocat-
ing their budgets regarding the improve-
ment of image (commercial and /or
political). The developed countries can
be characterized by a better touristic im-
age; therefore, attention must be paid to
logotype improvements. Large develop-
ing countries must reconsider the tour-
istic image being created and visual their
logotype attractiveness.

The research is limited to a general
model of country logotype visual attrac-
tiveness. The aim of this study was to as-
sess the effect of different combinations
of country logotype elements on visual
attention thus forming the model. Dur-
ing the research, the possible impact of
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SALIES LOGOTIPO VIZUALINIS PATRAUKLUMAS: ZVILGSNIO SEKIMU PAGRI|STAS

MODELIS

Santrauka

Turizmas yra laikomas viena sparciausiai besivys-
tanciy paslaugy sektoriaus sri¢iy visame pasaulyje,
taip pat viena pagrindiniy socialinés ir ekonomi-
nés pazangos varomyjy jégy. Siuolaikiné turizmo
rinka pasizymi sparciai augancia konkurencija
tarp valstybiy, kuri yra neatsiejama nuo marketin-
go veikly. Siekdamos pritraukti lankytojy ir turis-
tu, daugelis $aliy, miesty ir regiony kuria vietovés
marketingo ir prekiy zenklo strategijas. Vietovés
marketingas daznai vykdomas grindziant tradici-
niais marketingo metodais ir jrankiais. Siekdamos
uzimti savo pozicijas turizmo industrijoje, $alys
taiko tarptautinio marketingo strategijas, siekda-
mos sukurti pozicijg vartotoju samonéje ir tapti
matomos bei patrauklios pasauliniu mastu. Taigi
Salies prekiy zenklo karimo veikla skatina diferen-
cijavimo poreikis. Vietovés samoningai naudoja
karybinius prekiy zenklo karimo metodus, kad
sustiprinty savo konkurencinius pranasumus tu-
ristams. Salys kuria, plétoja ir perkuria savo prekiy

zenklus, siekdamos uzimti matomas ir iSskirtines
pozicijas turisty samonéje.

Siandieniné aplinka vis labiau orientuota
i vizualuma. Logotipai laikomi pagrindiniu
imonés vizualinio identiteto komponentu, todél
naudojami teigiamoms emocijoms suzadinti,
prasmes perteikimui ar jmonés bei prekiy zenklo
pripazinimui sustiprinti. Salys siekia iedkoti su vie-
tove susijusiy simboliy ir juos taikyti, kad pasau-
linjam vartotojui perteikty kai kurias isskirtines
ir unikalias vietovés savybes, o $is procesas labai
panasus | jmoniy vykdoma marketingo komuni-
kacija. Prekiy zenklo kiirimo sistemoje svarbiausi
yra trys specifiniai elementai: prekiy pavadinimas,
jo grafinis elementas ir Siikis. Grindziant idéja, kad
vietové gali buti laikoma produktu, juos turéty
apimti ir vietovés logotipas. Salies atveju prekiy
zenklo pavadinimas buty Salies pavadinimas, o
vizualiniam patrauklumui suzadinti galima daryti
variacijas su grafiniais elementais ir $iikiu. Salies
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marketingo ir prekiy Zenklo kirimo sistemoje lo-
gotipo poveikis gali bati kitoks, palyginti su ben-
druoju prekiy ir paslaugy marketingu. Todél nau-
dojami logotipo elementai ir skirtingi ju deriniai
gali sukelti skirtingas vartotojy reakcijas, skirtingai
patraukdami vizualinj démesj. Vizualinis démesys
placiai analizuojamas turizmo srityje, pabréziant
batinybe giliau tirti vartotojy elgsena, susijusia
su vaizdine medziaga. Straipsnyje nagrinéjama
aktuali moksliné ir vadybiné problema: kaip
pritraukti vartotojy démesj i Salies logotipa, nau-
dojant skirtingus jo elementy derinius. Tyrimo
tikslas — atskleisti $alies logotipo vizualinio pa-
trauklumo aspektus, jvertinant skirtingy Salies
logotipo elementy kombinacijy jtaka vizualiniam
démesiui. Sprendziant moksline problemg ir pa-
siekus tiksla, straipsnio indélis — sudarytas Salies
logotipo vizualinio patrauklumo modelis, parem-
tas kombinuotais metodais: Zvilgsnio sekimu ir
apklausa.

Atliekant tyrima, keltos septynios hipotezés,
kuriy pavirtinimas / atmetimas lémé kuriamo
modelio sandara. Tyrimo metu Salys buvo su-
skirstytos j tris kategorijas: mazos besivystancios,
didelés besivystancios ir i$sivysciusios, darant
prielaida, kad $alies dydis ir iSsivystymo lygis gali
turéti jtakos jos jvaizdziui bei logotipo vizualiniam

patrauklumui. Sitlomas modelis apima keturis
vaizdinius elementus, kurie yra labai svarbis no-
rint pasiekti $alies logotipo vizualinj patraukluma:
asociacijas, sudétinguma, spalvas ir $riftus. Visi
nustatyti elementai turi bati valdomi kartu, kad
buty pasiektas geriausias rezultatas. Remiantis ty-
rimo rezultatais, mazoms besivystancioms Salims
rekomenduojama skirti biudzeto dalj jvaizdziui
(komerciniam ir / arba politiniam) gerinti. ISsivys-
ciusios Salys pasizymi geresniu turistiniu jvaizdziu,
todeél reikia skirti démesj logotipo tobulinimui. Di-
deléms besivystanc¢ioms $alims siiloma persvars-
tyti kuriama turistinj jvaizdj ir vizualinj logotipo
patraukluma.

Tyrimo pagrindu sudarytas bendrasis $alies
logotipo vizualinio patrauklumo modelis, jverti-
nantis skirtingy $alies logotipo elementy kombi-
nacijy poveikj vizualiniam démesiui. Tyrimo metu
nebuvo jvertinta galima asmeniniy, demografiniy,
socialiniy, kultariniy savybiy jtaka vartotojo vi-
zualiniy elementy suvokimui ir vizualiniam deé-
mesiui. Saliy ir logotipy pazinimas nebuvo ver-
tinamas, bet laikomas neturinciu jtakos tyrimo
rezultatams. Pastaryjy dimensijy jtaka vizualiniam
démesiui galéty buti tolesniy tyrimy ir silomo
modelio tobulinimo objektas.
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vieSosiose bibliotekose per pastaruosius 5 metus ir leidzia identifikuoti esminius biblioteky patiriamus
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Introduction

In today’s world the issues related to the
possibilities for digital inclusion increase
are of particular importance, as digital
technologies, and the Internet affect al-
most every aspect of public, professional,
and private life. The usage of information
and communication technologies (fur-
ther ICT) and the Internet has become
a necessity and is closely linked to the

engagement in civic, economic, cultural,
and social life. The researchers, working
in the digital inclusion field (Trevira-
nus et al., 2014; Williams, Philip, Fair-
hurst, 2016; Gann, 2019; Ragnedda, Ruiu,
Addeo, 2020; Gallardo, Beaulieu, Geide-
man, 2020; Corteza, Johnston, 2020; Hor-
rigan, 2020, et al.) note that these trends
define changed lifestyles, include new
types of services, new forms of work,
learning and social interaction that
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highlight the necessity to have access to
ICT and the Internet, to have sufficient
digital competences and to be able to use
digital services and products efficiently.
The goals of digital inclusion are re-
lated to such aspects as lifelong learning,
participation in the labor market, so-
cial and economic inclusion, improved
health, and better quality of life in gener-
al, with the orientation towards empow-
erment of the most vulnerable groups
of society, lacking digital inclusion the
most (Gann, 2019; Gallardo, Beaulieu,
Geideman, 2020; Corteza, Johnston 2020,
Flynn, 2022). Such diverse goals indicate
that there are a lot of stakeholders inter-
ested in its increase, among whom, pub-
lic libraries play a significant role. Dur-
ing the last decades, in many countries,
including Lithuania, governments have
allocated funds for computerization and
modernization of public libraries to con-
tribute to the reduction of the digital
divide and to provide access to the In-
ternet and digital competences trainings
for those who do not have such possibili-
ties elsewhere (Manzuch, Macevidiuté,
2020). However, today public library
services in the field of digital inclusion
go far beyond providing access to ICT,
the Internet, and improving the digital
competencies of society members. The
latest research (Gann, 2019; Gallardo,
Beaulieu, Geideman, 2020; Strover et al,
2020; Corteza, Johnston 2020; Real, 2021;
Baluk et al., 2021, Flynn, 2022, Wahler
et al., 2022 etc.) shows, that nowadays
public libraries provide digital services
(access to e-books, e-catalogues, various
databases and digital resources), train
society members on how to use digital
services of other institutions (e-Health,
e-Government portals, e-banking, etc.),

offer trainings and events that are avail-
able in the digital forms, create various
digital services and products, many pub-
lic libraries have digital literacy labs and
creative spaces where people can try out
the latest technologies: 3D printers, pen-
cils, virtual reality equipment.

Nevertheless, researchers analyzing
the challenges and possibilities related
to the digital inclusion increase in public
libraries (Noh, 2019; Gann, 2019; Stro-
ver et. al, 2020; Gallardo, Beaulieu, Gei-
deman, 2020; Corteza, Johnston 2020;
Real, 2021; Flynn, 2022) highlight the
need for deeper analysis of public librar-
ies services that are implemented in the
digital inclusion field. According to the
authors, public libraries face challenges
such as ensuring the sustainability and
continuity of digital inclusion initiatives,
reaching and engaging target audiences
who lack digital inclusion the most, and
adapting to changing needs of service
users and the external environment,
particularly during critical situations
that necessitate quick reaction, adjusting
existing services, and developing new
digital products and services. If not ad-
dressed properly, these challenges may
have a negative impact not only on the
digital inclusion initiatives implemented
by public libraries, but also on the wealth
of society and its members.

The COVID-19 pandemic that struck
the world in 2019 has highlighted these
challenges even more, as the need to
effectively use digital technologies in
both personal and professional spheres
of life has grown, widening the gap be-
tween those who can and those who can-
not. The COVID-19 pandemic has raised
questions about the public libraries’
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functions and services during crisis and
encouraged researchers, working in this
field (Ma, 2020; Ali, Gatiti, 2020; Garner,
et al., 2021; Wang, Lund, 2020; Smith,
2020; Panattoni, 2021; Kou, Chen, Pan,
2021 et al., Kulikauskiené, Saparniené,
2021) to redefine the functions that are
performed by public libraries during
critical situations, highlighting the need
for digital inclusion increase. The neces-
sity for the digital inclusion increase in
public libraries is further actualized by
the current crisis in Ukraine, when the
need to be able to find trustful informa-
tion sources and critically evaluate the in-
formation, available in the virtual space,
e. g. to have sufficient digital, media and
information literacy competences, is
growing. Also, the questions of the avail-
ability of digital technologies, the Inter-
net, and various digital services for refu-
gees from Ukraine are becoming more
important as their numbers are rising
not only in Lithuania, but in the neigh-
bor countries (Poland, Lithuania, Latvia,
etc.) as well.

These insights allow to define a scien-
tific problem that research in the field
of digital inclusion in public libraries
still lacks a deeper analysis of the situ-
ation, definition of the main challenges,
and insights into possible solutions to
arising digital inclusion problems. To fill
this gap, this paper focuses on the evalu-
ation of digital inclusion activities im-
plemented by public libraries, with the
goal of identifying the main challenges
and opportunities for digital inclusion
increase by analyzing the case of Lithua-
nian public libraries. The object of this
paper is public libraries activities in the
digital inclusion field.

The aim of this paper is to analyze
the current situation of the implemen-
tation of digital inclusion activities in
Lithuanian public libraries, to identify
the main challenges and opportunities
for digital inclusion increase.

To achieve this aim, the following
objectives are foreseen: 1) to analyze the
scientific literature related to the digi-
tal inclusion issues and to define public
libraries activities in the digital inclusion
field; 2) to conduct a content analysis of
Lithuanian public libraries documents
(textual and statistical annual activity re-
ports) in order assess the current situa-
tion of the implementation of digital in-
clusion activities in public libraries; 3) to
identify the key challenges, encountered
by libraries and propose opportunities
for digital inclusion increase.

To achieve the aim of this paper, the
methods of the overview, analysis, and
synthesis of scientific literature (for the
theoretical part) and qualitative content
analysis of public libraries documents
(for the empirical research) are applied.
These methods allow to define the theo-
retical concept of digital inclusion activi-
ties, carried out by public libraries and
to empirically investigate the situation
of the implementation these activities in
public libraries.

Theoretical conceptualization of
public library activities in the field
of digital inclusion

This section presents the main activities
that are implemented by public libra-
ries in the field of digital inclusion from
the theoretical point of view. In general,
digital inclusion can be understood as
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the ability to use ICT and the Internet
purposefully, encompassing access to
ICT, the Internet, and digital competen-
ces (Real, Bertot, Jaeger 2014; Ragnedda,
Ruiu, Addeo, 2020; Rutherford et. al,
2018; Beyne, 2018; Strover, 2019; Strover
et al. 2020; Gallardo, Beaulieu, Geideman,
2020). In its essence, digital inclusion
refers to the notion that certain groups
(or segments) of society are excluded
because of disability, age, economic sta-
tus or cultural differences. According to
E.J. Helsper (2012), E. J. Helsper, B. C. Reis-
dorf (2017), B. Gann (2019), individu-
als who experience difficulties in the
economic, social, cultural, and personal
spheres of life often face problems, re-
lated to insufficient digital inclusion. The
authors note that groups lacking digital
inclusion the most are: people with dis-
abilities, seniors, the unemployed people,
children and youth, people with lower
levels of education, people living in rural
areas, immigrants, refugees, etc.

In general, the goals of digital inclu-
sion are related to lifelong learning, par-
ticipation in the labor market, social and
economic inclusion, improved health,
and better quality of life (Gann, 2019;
Corteza, Johnston 2020, Flynn, 2022).
Such variety of goals means, that there
are a lot of stakeholders, interested in
digital inclusion increase: public and
private sector organizations, higher edu-
cation institutions, NGO’s, community-
based organizations, society, and its in-
dividual members (Kaletka, Pelka, 2015;
Strover et al., 2020; Gallardo et al., 2020).
Among them, public libraries are one the
main organizations that directly contri-
bute to the digital inclusion increase as
they provide free access to ICT and the
Internet, improve digital competences

of society members, primarily targeting
such audiences as seniors, people with
disabilities, children and youth, unem-
ployed people, immigrants, etc. that lack
digital inclusion the most (Real et al.,
2015, Real, 2021; Flynn, 2022). Therefore,
it can be argued that the concept of digi-
tal inclusion is embedded in the context
of public libraries activities, as public
libraries, in collaboration with other or-
ganizations from the public, private and
non-governmental sectors, are acting as
mediators and promoters of digital in-
clusion (Beyne, 2018).

In general, public libraries activities
are geared towards the inclusion and the
empowerment of society members by
enabling them to benefit from the infor-
mation, cultural and lifelong learning ser-
vices offered by libraries, both physically
and digitally. The provision of inclusive
information services in public libraries
started with Braille books, and as digital
technologies evolved and become more
prevalent, the need for digital inclusion
initiatives has become apparent (Beyne,
2018).P. D. Moxley and J. M. Abbas (2016)
point out that in the field of digital in-
clusion, public libraries can serve as
gateways to digital services, as spaces
for access to digital technologies and as
organizers of digital competences train-
ing activities. According to B. Real et al.
(2015), P. D. Moxley, J. M. Abbas (2016),
S. Strover et al. (2020), in the field of
digital inclusion, public libraries provide
free access to ICT and the Internet, help
society members improve their digital
competencies, create and offer digital
services and products, and host key digi-
tal inclusion initiatives such as projects
and events, etc. (Figure 1).
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Digital competences
trainings

Digital products

Public libraries
activities

Free access to ICT and
the Internet

Digital services

Fig. 1. Public libraries activities in the digital inclusion field

Source: the authors’ own compilation based on B. Real et al. (2015), P. D. Moxley and J. M. Abbas (2016),

S. Strover et al. (2020).

IFLA (2019) and ALA (2018) state
that public libraries can contribute to
the digital inclusion not only by pro-
viding free access to digital technologies,
the Internet and information resources,
but also by giving digital literacy advice,
implementing digital competences trai-
nings, providing access to, and encou-
raging the usage of digital services and
products. The wide network of libraries,
the orientation towards the needs of the
communities in which they operate dis-
tinguish public libraries from other pub-
lic sector organizations and put them in
the unique position to contribute to digi-
tal inclusion.

These aspects are particularly relevant
for libraries operating in the regions, be-
cause they often become one of the most
important sources of access to the latest
technologies and information for the

local habitants (Manzuch, Maceviciuté,
2020; Strover et al., 2020; Whiteside et al.,
2022).

The COVID-19 pandemic, which
started at the end of 2019, had effect on
public libraries activities, oriented to-
wards digital inclusion as well. The strict
activity restrictions, imposed by the gov-
ernments in all over the world, led to the
changes in the way libraries operate. They
had to adapt to constantly changing con-
ditions, limit contact services and move
most of activities to the digital space
(Gann, 2020; Smith, 2020; Wang, Lund,
2020). By limiting physical access to the
premises, public libraries started to pro-
vide digital services, created digital pro-
ducts, updated digital book collections,
developed on-line learning platforms,
increased access to the digital databases,
started organizing on-line events, such
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as meetings with the book authors, edu-
cational activities for children (Smith,
2020; Ma, 2020). During the pandemic,
people have used ICT and the Internet to
work and learn remotely, to manage their
financial affairs, and to communicate
with their friends and relatives, seeking
to overcome loneliness and social isola-
tion. Meanwhile, those who did not have
access to or were unable to use ICTs and
the Internet were severely limited and
encountered the danger to face the total
exclusion (Gann, 2019; Aslam, Naveed,
Shabbir, 2020; Horrigan, 2020; Flynn,
2022; Guernsey, Prescott, Park, 2022).
Also, during the pandemic, the need for
the digital inclusion increase, related to
the improvement of digital, media and
information literacy competences be-
came crucial, together with the necessity
for librarians, as information specialists,
to fight the rising infodemic, fake news
and misinformation spread.

However, in the field of digital in-
clusion, public libraries frequently
face challenges, such as difficulties in
maintaining the sustainability of digi-
tal inclusion initiatives, reaching target
audiences, adapting services to chang-
ing service user needs and external en-
vironment requirements, particularly
during unexpected, critical situations
(Noh, 2019; Gann, 2019; Gallardo, Beau-
lieu, Geideman, 2020; Real, 2021). These
challenges highlight the importance of
identifying potential solutions to these
problems. This can be done by evalua-
ting the current state of the implemen-
tation of digital inclusion activities of-
fered by public libraries, such as digital
competences trainings, provision of free
access to ICT and the Internet, digital
products, and digital services, defining

the main challenges that libraries face
while implementing these activities, and
offering opportunities for digital inclu-
sion increase.

Research methodology

The qualitative content analysis method
was chosen for this study, which includ-
ed a qualitative content analysis of the
textual and statistical activity reports of
Lithuanian public libraries from 2017
to 2021. The libraries selected for this
analysis are public libraries that fall un-
der the Lithuanian Ministry of Culture
and implement digital inclusion activi-
ties: the National Library of Lithuania,
5 county and 60 municipal public librar-
ies. The National Library of Lithuania
and 5 county public libraries are metho-
dological centers for municipal public
libraries, providing advice, competence
development and other support to mu-
nicipal public libraries. The National
Library of Lithuania and five county
public libraries report their activities to
the Ministry of Culture, whereas munici-
pal public libraries report their activities
to the administrations of the munici-
palities where their libraries are located.
Every year all Lithuanian public libraries
prepare statistical and textual activity re-
ports in which they provide the main in-
formation about the implemented activi-
ties, provided services, organized events,
trainings, etc., including information
about public libraries’ digital inclusion
activities.

The textual activity reports of the
National Library of Lithuania, county
and municipal public libraries are pub-
lished on the libraries’ websites. Statistical
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activity reports of all Lithuanian public
libraries are available in the statistics
module of the National Library of Lithu-
ania:  http://statistika.libis.1t:7878/pls/
apex/f?p=106_

Taking into account the total number
of public libraries operating in Lithua-
nia (5 county public libraries, 60 mu-
nicipal public libraries and 1 National
Library of Lithuania) and the analysis
period (2017-2021 years), using a sample
size calculator and following the criteria
of stratified sampling, which ensures that
the number of reports from each type of
library is representative (Cohen, Manion,
Morrison, 2007), the sample size for the
study was calculated: 169 textual and 169
statistical activity reports.

During this study, the 175 textual
reports of municipality (148 reports),
county (22 reports) public libraries, and
the National Library of Lithuania (5 re-
ports) for 2017-021 years were analyzed,
together with 190 statistical reports
of municipality (160 reports), county
(25 reports) public libraries, and the
National Library of Lithuania (5 reports).
This sample ensured the necessary repre-
sentativeness and validity of the study.

Following the principles of the quali-
tative content analysis approach (Co-
hen, Manion, Morrison, 2007), the key
categories were identified, which repre-
sented the main activities implemented
by public libraries in the digital inclusion
field: the access to ICT and the Internet
provided by public libraries, digital ser-
vices, digital competences trainings for
adults, educational activities for children
and young people, digital products, on-
line digital competences trainings, and
on-line events. Additional categories
representing the orientation of digital

inclusion activities towards groups lack-
ing digital inclusion, such as seniors,
people with disabilities, adults, children,
and youth, were identified during the
data analysis.

The data was compiled by integra-
ting quantitative statistical methods into
the qualitative analysis, which allowed
to reveal trends in digital inclusion ac-
tivities provided by Lithuanian public
libraries over a five-year period, and it
was organized by relevant categories
and the number of reporting public lib-
raries (data represented in percentages)
(Cohen, Manion, Morrison, 2007). To
illustrate the statements in each category,
quotations from library activity reports
are provided in brackets in italics in the
data analysis.

Representation of digital inclusion
activities in Lithuanian public
libraries’ textual and statistical
reports

According to the scientific literature
(Real, Bertot, Jaeger, 2014; Real et al,
2015; Beyne, 2018; Strover et al., 2020;
Real, 2021), the key activities of public
libraries in the field of digital inclusion
include providing access to ICT and the
Internet, implementing digital compe-
tency trainings for various target audi-
ences (seniors, people with disabilities,
children and youth, unemployed people,
etc.), and providing access to and the use
of computers (digital products and ser-
vices). Based on these insights, the key
categories that reflect the activities car-
ried out by libraries in the field of digital
inclusion were identified while analyzing
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the data presented in the textual activity
reports of Lithuanian public libraries for
the years 2017-2021 (Figure 2).
According to the data presented in
this graph, all Lithuanian public libraries
have engaged in the following activities
aimed at increasing digital inclusion over
the last five years: provided free access
to ICT and the Internet (<...> in public
libraries <. ...> 127 computerized work-
stations for users <...> 11216 internet us-
ers registered during the year <...> 35784
internet sessions <..> printing, copying,
scanning of documents <...> support for
those using computers and the internet
<..> Utena MPL*!, 2019), offered digi-
tal services, such as access to electronic
catalogues, e-books, databases (<...>
users were periodically provided with
subscription databases <...> free remote
access to the digital library <..> Kaunas
MPL, 2017; <... > library visitors had the
opportunity to use library services elec-
tronically <...> Klaipéda MPL, 2018) and
carried out activities aimed at improving
the digital competencies of members of
the communities in which they operate

! MPL - abbreviation for municipal public library
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(<..> in 2019, more than 500 people in
the district were trained at digital compe-
tences training programs for the beginners’
and advanced learners <...> Siauliai MPL,
2019).

The biggest part (about 90%) of
Lithuanian public libraries in their ac-
tivity reports indicated that they organ-
ized educational activities for children
and youth, which were focused on the
improvement of information and digi-
tal literacy competences (<...> the Public
Library’s Young Engineers’ Laboratory
toured the libraries of the district, organ-
ized workshops for children and pre-
sented the possibilities of 3D printers <...>
Tauragé MPL, 2017).

About a half of the Lithuanian public
libraries created and offered digital pro-
ducts (<...> created an interactive guide to
educational activities <...> Siauliai MPL,
2020), organized on-line digital compe-
tences trainings (<...> only remote train-
ings for residents have been held <..>
Kaunas MPL, 2020; <...> the public library
has created 80 different virtual educations,
which have been shared on the YouTube
channel <. ...> Kaunas MPL, 2020).
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Fig. 2. Activities of Lithuanian public libraries in the field of digital inclusion (%)
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It is evident, that the number of pub-
lic libraries, offering on-line trainings
and events (<...> 1 515 events took place
in 2020 - 80% of which were virtual <...>
Vilnius m. MPL, 2020), had grown in
2020 and 2021 years, which is due to the
COVID-19 pandemic and the restric-
tions imposed on the provision of con-
tact services. The analysis showed that
79 percent of public libraries in 2020 and
56 percent of public libraries in 2021 at
some point of time, due to contact ser-
vice restrictions, held only online digital
competence trainings. This could limit
the improvement of digital competen-
cies of those people who do not have
computers, internet access, or at least
basic digital competencies to connect
to those online trainings (<...> 8 on-line
digital competences trainings were or-
ganized on the Microsoft Teams platform
in <...> Anyksciai MPL, 2020; <...> people
living in rural areas don’t have sufficient
digital competences <...> are less profi-
cient in modern information technologies
and do not connect to online trainings
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<..> Pagégiai MPL, 2020). Those were
mostly seniors, people with disabilities,
people living in rural areas, who might
face complete digital exclusion during
the pandemic.

This information can be supplement-
ed with the data gathered from analysis
of statistical activity reports of Lithu-
anian public libraries for the years 2017-
2021, in which they also record some
data about digital inclusion activities (see
Figures 3-5).

Figure 3 shows that free Internet ac-
cess in Lithuanian public libraries has
been actively used over the last five
years, increasing from 1304251 sessions
in 2017 to 1588523 sessions in 2021.
The highest number of the Internet ses-
sions — 1704444 was reached in 2020
despite the fact that in 2020, due to the
contact services restrictions imposed by
the COVID-19 pandemic, this service
was not available at some months. This
shows that the pandemic has particu-
larly increased the need to have access to
ICT and the Internet, as a large part of
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Fig. 3. The Internet usage sessions in Lithuanian public libraries (pcs.)



58

Kristina KULIKAUSKIENE, Diana SAPARNIENE

90000

80000

70000

60000 56390 56714
50000

40000

30000

20000

10000

2017 2018

74308 76356

51103

2019 2020 2021

Fig. 4. Hours of digital competences trainings and consultations provided by Lithuanian
public libraries to their service users (hrs.)

various activities and services have been
moved into digital space.

The information presented in Fig-
ure 4 reflects the amount of time that
public libraries spend on digital com-

petences trainings and consultations to
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their service users. It can be seen that
the largest number of hours spent on
improving users’ digital competences
(digital competences trainings and con-
sultations on digital literacy topics) was

in 2019 and 2020 (74308 and 76956
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Fig. 5. Number of virtual visits to Lithuanian public library websites, events and trainings (pcs.)
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hours respectively). In 2021, this figure
dropped by 34% to 51103 hours. The
increased number of hours spent on
user training in 2019 and 2020 can be
attributed to the intensive implementa-
tion of the national project “Connected
Lithuania”, which was primarily aimed
at improving the digital competences of
society members and involved almost all
Lithuanian public libraries (the project
ended in the middle of 2021).

Analysis of the dynamics of the num-
ber of virtual visits to public library web-
sites, virtual events, and trainings can be
used to assess the situation of the usage
of digital services provided by Lithua-
nian public libraries (Figure 5).

While analyzing the data presented
in Figure 5, it is important to note that
between 2017 and 2019, Lithuanian pub-
lic libraries in their statistical activity
reports only gave the numbers of vir-
tual visits to their websites, while from
2020, in response to the pandemic situa-
tion, they started to provide information
about the usage of their digital activities
(events, trainings, etc.).

According to the data presented in
this graph, the highest number of vir-
tual visits to Lithuanian public libraries
(3646912) can be recorded in 2020, when
the stringent restrictions on contact and
physical services were implemented.
With the relaxation of activity restric-
tions and the emergence of more contact
services (for example, contact digital lit-
eracy trainings and physical events were
renewed in public libraries in 2021), the
number of virtual visits decreased slight-
ly but remained relatively high in com-
parison to the pre-pandemic period.

The above presented information,
gathered through the analysis of textual

and statistical activity reports of Lithu-
anian public libraries, allows to iden-
tify one of the arising challenges, that
libraries encounter in the digital inclu-
sion field - it is the maintenance of the
sustainability and continuity of digital
inclusion activities. Very often various
digital inclusion initiatives in public li-
braries start as large scope, national level
projects (e.g., the national project “Con-
nected Lithuania”) that have additional
funding for the creation of new digital
services, products, digital competences
trainings, technological equipment, etc.
However, once the projects are com-
pleted, the funding is exhausted, and the
continuation of these initiatives, which
frequently necessitate additional human,
time, and financial resources, is left to
libraries, which are frequently unable to
maintain the same pace of implemen-
tation of these initiatives (e.g., organ-
ize the same amount of digital compe-
tences trainings, renew the technological
equipment, buy the newest versions of
software, etc.). These issues could be ad-
dressed by seeking additional funding
for digital inclusion activities from other
resources, by initiating institutional level,
smaller scope project activities by librar-
ies themselves, by developing collabo-
ration, aimed at combining resources,
reaching more target groups, etc. with
other organizations, interested in digital
inclusion increase.

Another challenge, defined by the re-
searchers, working in the field of digital
inclusion (Treviranus et al. 2014; New-
man et al. 2019; Johansson, Gulliksen,
Gustavsson 2020; Harris, Johns, 2020,
and others) is that certain groups, such
as seniors, people with disabilities, the un-
employed, children, and youth, frequently
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Fig. 6. The focus of Lithuanian public libraries’ digital inclusion activities on digitally excluded
groups (%)

face digital exclusion. In order to evalu-
ate the situation in Lithuanian public li-
braries, the categories representing the
orientation of digital inclusion activities
towards groups lacking digital inclusion
(seniors, children and youth, adults, peo-
ple with disabilities, unemployed people)
were identified while conducting the
analysis of the information, presented in
textual activity reports (Figure 6).
Considering the data in Figure 6, it
is clear that more than 90% of Lithu-
anian public libraries prioritize digital
competence trainings for seniors when
implementing digital inclusion activities
(<... > participated in the thematic cam-
paign “Senior Citizens’ Days Online”,
aimed at encouraging older people to feel
confident in the digital space <...> to im-
prove their digital skills, the National
Library of Lithuania, 2018; <...> the in-
crease in the number of hours spent on
user training is attributed to the activities
of the ongoing “Connected Lithuania” pro-
ject: campaigns and trainings for the popu-
lation through digital literacy training <.

..> Panevézys MPL, 2019; <...> the aim
is to implement new models of digital lit-
eracy education for the elderly by shar-
ing international experience <..> Utena
MPL, 2020). Another prioritized group
is children and youth, for whom librar-
ies organize educational activities ori-
ented towards improving digital, media
and information literacy competences
(<...> using the hardware and software of
the special creative package, children tried
out a 360-degree camera in workshops,
filmed with a drone, created posters using
the Canva software, learned the basics of
graphic design, took and processed pho-
tos <...> Kaunas MPL, 2019). The focus
on these target groups has particularly
increased since 2018, with the involve-
ment of almost all Lithuanian public
libraries in the implementation of the
national digital inclusion projects, initi-
ated by the National Library of Lithua-
nia: “Connected Lithuania: an efficient,
safe and responsible digital community
in Lithuania” and “Encouraging citizens
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to use the internet smartly in a renewed
infrastructure”.

Figure 6 shows that during the last
five years much smaller proportion
of Lithuanian public libraries focused
on adults (reported by around 40% of
libraries), the disabled (reported by
around 50% of libraries), and unem-
ployed people (reported by around 30%
of libraries) while organizing digital
inclusion activities. It can be seen that
the focus on disabled people grown in
2020 (as reported by 66% of libraries),
with the launch of the national project
“Library for AlIl’, which was aimed at
people with Autism spectrum disor-
ders and the comprehensive adaptation
of public library services to this target
group. However, this project focused
only on one specific target group -
people with Autism spectrum disorder
(<...>”Library for All”. The aim of this pro-
ject is to increase the accessibility of library
services for visitors with Autism spectrum
disorder and other speech, communica-
tion and behavior disorders <...> Tauragé
MPL, 2020). However, this initiative re-
quires constant maintenance, creation of
new services, adaptation of existing ser-
vices and activities. It is evident, that in
2021 when the initial initiative was over,
only 22% of public libraries offered digi-
tal inclusion services, oriented towards
disabled people.

Insufficient orientation towards peop-
le with disabilities, unemployed people
and adults while implementing digital
inclusion activities might be identified as
another challenge, faced by Lithuanian
public libraries. Public libraries, accor-
ding to E. J. Helsper (2012), E. J. Helsper
and B. C. Reisdorf (2017), should focus
more on these target groups by engaging

people with disabilities and unemployed
people in digital inclusion activities, digi-
tal competences, media and information
literacy trainings. Media and information
literacy skills were of particular impor-
tance during the COVID-19 pandemic,
and are important now, when the crisis in
Ukraine is still going on. During critical
situations, librarians as information spe-
cialists are needed to combat the rising
infodemic, as well as the rapid spread of
misinformation and fake news. According
to Bonnet, Sellers (2020), T. Wang and
B. Lund (2020), M. Fraser-Arnott (2020),
M.Y. Ali and P. Gatiti (2020), A. P. Winata,
R. Fadelina and S. Basuki (2020), during
crisis, public libraries can assist their
service users in finding and evaluating
reliable information sources, improv-
ing their media and information literacy
skills, and developing critical thinking
skills by organizing trainings, events, and
publishing useful links to reliable infor-
mation sources on their websites.

Conclusions

The analysis of the scientific literature
about public libraries activities in the
digital inclusion field (Real, Bertot, Jae-
ger, 2014; Real et al., 2015; Beyne, 2018;
Strover et al., 2020; Real, 2021) revealed,
that public libraries are among the most
important organizations, contributing to
the digital inclusion increase as they pro-
vide free access to ICT and the Internet,
organize digital competences trainings
for society members, create and offer ac-
cess to digital services, products, imple-
ment various digital inclusion initiatives,
such as projects, events, etc., primarily
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targeting those groups, that lack digital
inclusion the most.

However, the implementation of digi-
tal inclusion activities is challenging and
public libraries might face difficulties re-
lated to maintaining the sustainability of
digital inclusion initiatives, reaching tar-
get audiences, and adapting services to
changing service user needs and external
environment requirements, particularly
during unexpected, critical situations.
So, it is important to anticipate potential
solutions to these challenges, which was
accomplished in this article, by evaluat-
ing the situation of digital inclusion ac-
tivities implemented by public libraries
through the analysis of the textual and
statistical reports of Lithuanian public
libraries for the years 2017-2021.

The content analysis of Lithuanian
public libraries’ textual and statistical ac-
tivity reports revealed that libraries im-
plemented the following activities aimed
at increasing digital inclusion over the
last five years: provided free access to
ICT and the Internet, offered digital ser-
vices, digital products and carried out
digital competence’s trainings.

The detailed analysis of each activity
showed that free access to ICT and the
Internet was provided by all Lithuanian
public libraries during the last five years.
Also, all Lithuanian public libraries of-
fered digital services, such as access to
electronic catalogues, e-books, databas-
es, and carried out activities aimed at
improving the digital competencies of
members of the communities in which
they operate. The biggest part of Lithu-
anian public libraries (about 90%) or-
ganized digital competences trainings
for seniors and educational activities for
children and youth, which were focused

on the improvement of information and
digital literacy competences. And only
less than half of Lithuanian public librar-
ies focused on the adult population, the
disabled and the unemployed people.

It was indicated, that during the last
five years about a half of Lithuanian
public libraries created and offered digi-
tal products, organized on-line trainings
and events. The number of libraries of-
fering online trainings and events espe-
cially increased in 2020 and 2021 years,
due to the COVID-19 pandemic and the
restrictions imposed on the provision of
contact services.

This analysis allowed not only to
evaluate the current situation of the
implementation of digital inclusion ac-
tivities but also to identify the main
challenges, faced by Lithuanian public
libraries in the digital inclusion field. The
first one is related to the maintenance of
the sustainability and continuity of digi-
tal inclusion activities. It was noted, that
when large national projects aimed at in-
creasing digital inclusion are completed,
funding is exhausted, and the continua-
tion of these initiatives, which frequently
require extra human, time, and financial
resources, is left to libraries, they are
frequently unable to maintain the same
pace of implementation of these initia-
tives. This could be solved by seeking
additional funding from other resources,
by initiating institutional level, small-
er scope project activities by libraries
themselves, by developing collaboration,
aimed at combining resources, reaching
more target groups with other organiza-
tions (e.g., NGO’s, educational institu-
tions, other cultural organizations, pri-
vate sector enterprises, etc.), interested
in digital inclusion increase.
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Insufficient orientation towards peo-
ple with disabilities, unemployed people
and adults while implementing digi-
tal inclusion activities was identified as
another challenge, faced by Lithuanian
public libraries. It might be stated that
public libraries should focus more on
these target groups by engaging people

References

with disabilities and unemployed peo-
ple in digital inclusion activities, digital
competences, media, and information
literacy trainings, which were of particu-
lar importance during the COVID-19
pandemic, and are important now, when

the crisis in Ukraine is still going on.

1. Ali, M. Y., Gatiti, P. (2020). The COVID-19
(Coronavirus) Pandemic: Reflections on
the Roles of Librarians and Information
Professionals // Health Information & Libraries
Journal. Vol. 37, pp. 158-162. doi: 10.1111/
hir.12307

2. Aslam, A., Naveed, A., Shabbir, G. (2020). Is
it an Institution, Digital or Social Inclusion
That Matters for Inclusive Growth? A Panel
Data Analysis // Quality & Quantity. Vol. 55,
pp- 333-355. doi: 10.1007/s11135-020-01008-3

3. Baluk, K. W,, McQuire, S., Gillett, J., Wyatt, D.
(2021) Aging in a Digital Society: Exploring
How Canadian and Australian Public Library
Systems Program for Older Adults // Public
Library Quarterly. Vol. 40, Issue 6, pp. 521-539.
doi: 10.1080/01616846.2020.1811612

4. Bertot, J. C., Real, B., Lee, J., McDermott, A. J.,
Jaeger, P. T. (2015). Digital Inclusion Survey:
Survey Findings and Results // College Park:
Information Policy & Access Center, College of
Information Studies, University of Maryland.
Retrieved from https://digitalinclusion.umd.
edu/sites/default/files/uploads/2014DigitalIncl
usionSurveyFinalRelease.pdf

5. Beyene, W. M. (2018). Digital Inclusion in
Library Context: A Perspective from Users
with Print Disability // Journal of Web
Librarianship. Vol. 12(2), pp. 121-140. doi:
10.1080/19322909.2018.14 27657

6. Beyne, W. M. (2018). Digital Inclusion in
Library Context: A Perspective from Users
with Print Disability // Journal of Web
Librarianship. Vol. 12, Issue 2, pp. 121-140. doi:
10.1080/19322909.2018.1427657

7. Bonnet, ], Sellers, S. (2020). Fogler Library
COVID-19 Misinformation Challenge Post //
Raymond H. Fogler Library. 9. Internet access:

https://digitalcommons.library.umaine.edu/
c19_fogler/9

8. Cohen, L., Manion, L., Morrison, K. (2007).
Research Methods in Education // Routledge
270 Madison Avenue, New York, NY 10016.

9. Corteza, R. M., Johnston, W. J. (2020). The
Coronavirus Crisis in B2B Settings: Crisis
Uniqueness and Managerial Implications
Based on Social Exchange Theory // Industrial
Marketing Management. Vol. 88, pp. 125-135.
doi: 10.1016/j.indmarman.2020.05.004

10. Flynn, S. (2022) Bridging the Age-based Digital
Divide: An Intergenerational Exchange during
the First COVID-19 Pandemic Lockdown
Period in Ireland // Journal of Intergenerational
Relationships, Vol. 20, Issue 2, pp. 135-149. doi:
10.1080/15350770.2022.2050334

11. Fraser-Arnott, M. (2020). Academic Library
COVID-19 Subject Guides // The Reference
Librarian. Vol. 61 (3-4), pp. 165-184. doi:
10.1080/02763877.2020.1862021

12. Gallardo, R., Beaulieu, L. B., Geideman, C.
(2020). Digital Inclusion and Parity:
Implications for Community Development //
Community Development. Vol. 52(1), pp. 4-21.
doi: 10.1080/155753 30.2020.1830815

13. Gann, B. (2019). Digital Inclusion and Health
in Wales // Journal of Consumer Health on
the Internet. Vol. 23(2), pp. 146-160. doi:
10.1080/15398285.2019.1608499

14. Gann, B. (2020). Combating Digital Health
Inequality in the Time of Coronavirus //
Journal of Consumer Health on the
Internet. Vol. 24(3), pp. 278-284. doi:
10.1080/15398285.2020.1791670

15. Garner, J., Hider, P, Jamali, H. R., Lymn, J.,
Mansourian, Y., Randell-Moon, H,
Wakeling, S. (2021). ‘Steady Ships’ in the
COVID-19 Crisis: Australian Public Library



64

Kristina KULIKAUSKIENE, Diana SAPARNIENE

16.

17.

18.

19.

20.

21.

22.

23.

24.

Responses to the Pandemic // Journal of
the Australian Library and Information
Association. Vol. 70(2), pp. 102-124. doil0.10
80/24750158.2021.1901329

Guernsey, L., Prescott, S., Park, C. (2022): A
Pandemic Snapshot: Libraries’ Digital Shifts
and Disparities to Overcome // Public Library
Quarterly.doi: 10.1080/01616846.2022.2073783
Harris, A., Johns, A. (2021). Youth, Social
Cohesion and Digital Life: From Risk and
Resilience to a Global Digital Citizenship
Approach//Journal of Sociology.Vol.57,Issue 2,
pp. 394-411. doi: 10.1177/1440783320919173
Helsper, E. J. (2012). A Corresponding Fields
Model for the Links Between Social and
Digital Exclusion // Communication Theory.
Vol. 22, pp. 403-426.

Helsper, E. J., Reisdorf, B. C. (2017). The
Emergence of a “Digital Underclass” in Great
Britain and Sweden: Changing Reasons for
Digital Exclusion // New Media & Society.
Vol. 19, Issue 8, pp. 1253-1270.

Horrigan, J. B. (2020). The Digital Divide in
Connecticut: How Digital Exclusion Falls
Hardest on Lowincome Households in Cities,
Older Adults, Communities of Color, and
Students // Greenwich, CT: Dalio Education.
Retrieved from https://www.dalioeducation.
org/Customer-Content/www/CMS/files/
DigitalDivide_Report_2020_Final.pdf
Johansson, S., Gulliksen, J., Gustavsson, C.
(2020) Disability Digital Divide: The Use of
the Internet, Smartphones, Computers and
Tablets among People with Disabilities in
Sweden // Universal Access in the Information
Society. Vol. 20, pp. 105-120. doi: 10.1007/
$10209-020-00714-x\

Kaletka, C., Pelka, B. (2015). Digital) Social
Innovation = Through  Public  Internet
Access Points // Springer International
Publishing. M. Antona and C. Stephanidis
(Eds.): UAHCI, Part I, pp. 201-212. doi:
10.1007/978-3-319-20678-3_20

Kou,Y.,Chen, P, & Pan,J.-X. (2021). The Service
Experiences of Public Libraries during the
COVID-19 Emergency in Wuhan: Three Case
Studies // Journal of the Australian Library and
Information Association. Vol. 70(3), pp. 287-
300. doi: 10.1080/24750158.2021.1960251
Kulikauskiene, K., §aparniené, D. (2021).
Viesujy biblioteky funkcijos COVID-19
pandemijos  kontekste: ~ Siauliy  regiono
biblioteky atvejis // Information and Media.
Vol. 94, pp. 8-38. doi: 10.15388/Im.2022.93.62

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

Lund, B. D, Wang, T, Alenezi, A. (2022).
Bookending a Pandemic and Its Impact on
Public Libraries: Policy and Announcement
Information Provided by Libraries
Throughout the Coronavirus (COVID-19)
Response // Public Library Quarterly. doi:
10.1080/01616846.2022.2102844

Ma, L. E H. (2020). Academic Library Services
during COVID-19: The Experience of CUHK
Library // International Information &
Library Review. Vol. 52(4), pp. 321-324. doi:
10.1080/10572 317.2020.1834251

Manzuch, Z., Maceviciaté, E. (2020). Getting
Ready to Reduce the Digital Divide: Scenarios
of Lithuanian Public Libraries // Journal of
the Association for Information Science and
Technology. Vol. 71, pp. 1205-1217.

Moxley, P. D., Abbas, J. M. (2016). Envisioning
Libraries as Collaborative =~ Community
Anchors for Social Service Provision to
Vulnerable Populations // Practice, pp. 1-20.
doi: 10.1080/09503153.2015.1135891
Newman, K., Wang, A. H., Wang, A. Z. Y. et al.
(2019). The Role of Internet-Based Digital Tools
in Reducing Social Isolation and Addressing
Support Needs Among Informal Caregivers: A
Scoping Review // BMC Public Health. Vol. 19,
1495. doi: 10.1186/s12889-019-7837-3

Noh, Y. (2019). A Comparative Study of Public
Libraries’ Contribution to Digital Inclusion
in Korea and the United States // Journal of
Librarianship and Information Science. Vol. 51,
Issue 1, pp. 59-77.

Panattoni, D. (2021). The New Normal: Public
Libraries in Italy Post Covid-19 // International
Information & Library Review. Vol. 53(1),
pp-63-68.doi: 10.1080/10572317.2021.1869452

Ragnedda, M., Ruiu, M. L, Addeo, E
(2020). Measuring Digital Capital: An
Empirical Investigation // New Media

& Society. Vol. 22(5), pp. 793-816. doi:
10.1177%2F1461444819869604

Real, B. (2021). Bridging Digital Divides
during COVID-19: Findings from the
2020-2021  Connecticut ~ State  Library
Digital Inclusion Survey // Public Library
Quarterly. Vol. 40, Issue 4, pp. 283-309. doi:
10.1080/01616846.2021.1938918

Real, B., Bertot, J. C,, Jaeger, P. T. (2014). Rural
Public Libraries and Digital Inclusion: Issues
and Challenges // Information Technology and
Libraries. Vol. 33(1), pp. 6-24. doi: 10.6017/ital.
v33il.5141



THE CHALLENGES AND POSSIBILITIES FOR DIGITAL INCLUSION INCREASE IN LITHUANIAN
PUBLIC LIBRARIES

35. Real, B., McDermott, A. J., Bertot, J. C,
Jaeger, P. T. (2015). Digital Inclusion and the
Affordable Care Act: Public Libraries, Politics,
Policy, and Enrollment in ‘Obamacare’ // Public
Library Quarterly. Vol. 34, Issue 1, pp. 1-22. doi:
10.1080/01616846.2015.1000770

36. Rutherford, L., Singleton, A., Derr, A,
Merga, M. K. (2018). Do Digital Devices
Enhance Teenagers Recreational Reading
Engagement? Issues for Library Policy from a
Recent Study in Two Australian States // Public
Library Quarterly. Vol. 37(3), pp. 318-340. doi:
10.1080/01616846.2018.151 1214

37.Smith, J. (2020). Information in Crisis:
Analysing the Future Roles of Public Libraries
during and Post-COVID-19 // Journal of
the Australian Library and Information
Association. Vol. 69(4), pp. 422-429. doi:
10.1080/24750158.2020.1840719

38. Strover, S. (2019). Public Libraries and 21st
Century Digital Equity Goals // Communica-
tion Research and Practice. Vol. 5(2), pp. 188-
205. doi: 10.1080/22041451.2019.1601487

39. Strover, S., Whitacre, B., Rhinesmith, C.,
Schrubbe, A. (2020). The Digital Inclusion
Role of Rural Libraries: Social Inequalities
through Space and Place // Media, Culture
& Society. Vol. 42(2), pp. 242-259. doi:
10.1177%2F0163443719853504

40. Treviranus, J., Clark, C., Mitchell, 7T,
Vanderheiden, G. (2014). Prosperity4All:
Designing a Multi-Stakeholder Network for
Economic Inclusion // Conference paper.
Conference: International Conference on
Universal Access in Human-Computer
Interaction.doi:10.1007/978-3-319-07509-9_43

41. Wahler, E. A,, Spuller, R., Ressler, J., Bolan, K.,
Burnard, N. (2022) Changing Public

Kristina KULIKAUSKIENE, Diana SAPARNIENE

Library Staff and Patron Needs Due to the
COVID-19 Pandemic // Journal of Library
Administration. Vol. 62, Issue 1, pp. 47-66. doi:
10.1080/01930826.2021.2006985

42. Wang, T., Lund, B. (2020). Announcement
Information Provided by United
States’ Public Libraries during the 2020
COVID-19 Pandemic // Public Library
Quarterly. Vol. 39(4) pp. 283-294. doi:
10.1080/01616846.2020.1764325

43. Wang, T., & Lund, B. (2020). Announcement
Information Provided by United States’
Public  Libraries  during the 2020
COVID-19 Pandemic // Public Library
Quarterly. Vol. 39(4), pp. 283-294. doi:
10.1080/01616846.2020.1764325

44. Whiteside, N., Cooper, V., Vo-Tran, H.,
Tait, E., Bachmann, B. (2022): Digital
Literacy Programs in Support of Diverse
Communities - An Australian Public Library
Approach // Journal of the Australian
Library and Information Association. doi:
10.1080/24750158.2022.2115573

45. Williams, F, Philip, L., Farrington, ],
Fairhurst, G. (2016). ‘Digital by Default’ and the
‘Hard to Reach’: Exploring Solutions to Digital
Exclusion in Remote Rural Areas // Local
Economy. Vol. 31, Issue 7, pp. 757-777.

46. Winata, A. P, Fadelina, R., Basuki, S. (2020).
New Normal and Library Services in Indonesia:
A Case Study of University Libraries // Digital
Library Perspectives. Vol. 37(1), pp. 77-84. doi:
10.1108/DLP-07-2020-0059

The paper submitted: March 06, 2023
Prepared for publication: August 20, 2023

SKAITMENINES |TRAUKTIES DIDINIMO ISSUKIAI IR GALIMYBES LIETUVOS

VIESOSIOSE BIBLIOTEKOSE

Santrauka

Sio straipsnio tikslas - i$analizuoti skaitmeninés
itraukties didinimo veikly jgyvendinimo situacija
Lietuvos vieSosiose bibliotekose, atskleisti pagrin-
dinius biblioteky patiriamus i$$ukius ir numaty-
ti galimybes skaitmeninés jtraukties didinimui.
Atlikus mokslinés literataros analize, straipsnyje
pristatyta teoriné biblioteky veikly skaitmeninés

jtraukties didinimo srityje koncepcija. Mokslinin-
kai, nagrinéjantys viesujy biblioteky veiklas skait-
meninés jtraukties didinimo srityje (Real, Bertot,
Jaeger, 2014; Real ir kt., 2015; Beyne, 2018; Strover
ir kt., 2020; Real, 2021), pazymi, kad vieSosios bib-
liotekos yra vienos svarbiausiy organizacijy, pri-
sidedanciy prie skaitmeninés jtraukties didinimo,
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teikian¢iy nemokama prieiga prie IKT ir interneto,
organizuojanciy skaitmeniniy kompetencijy tobu-
linimo veiklas visuomenés nariams, kurianciy ir
sitlanc¢iy prieigg prie skaitmeniniy paslaugy, pro-
dukty, jgyvendinanciy kitas skaitmeninés jtrauk-
ties iniciatyvas, pavyzdziui, projektus, renginius,
pirmiausia orientuojantis j skaitmeninés jtraukties
stokojancias tikslines grupes. Taciau $ioje veikloje
vieSosios bibliotekos gali susidurti su sunkumais:
kaip iSlaikyti skaitmeninés jtraukties iniciatyvy
tvaruma, pasiekti tikslines auditorijas ir pritaikyti
paslaugas prie besikei¢ianciy vartotojuy poreikiy
bei iSorinés aplinkos reikalavimy, ypa¢ netikéto-
se, krizinése situacijose. Todél svarbu numatyti
galimus $iy i$$ukiy sprendimo buadus. Tai ir buvo
atlikta $iame straipsnyje, analizuojant Lietuvos
viesujuy biblioteky 2017-2021 m. tekstines ir statis-
tines veiklos ataskaitas.

Analizé atskleidé, kad visos Lietuvos vieso-
sios bibliotekos per pastaruosius 5 metus vykde
$ias skaitmeninés jtraukties didinimo veiklas: tei-
ké nemokama prieiga prie IKT ir interneto, siailé
skaitmenines paslaugas, pavyzdziui, prieiga prie
elektroniniy katalogy, elektroniniy knygy ir duo-
meny baziu, vykdé veiklas (organizavo renginius,
edukacines veiklas), skirtas bendruomeniy, kurio-
se veikia, nariy skaitmeninéms kompetencijoms
tobulinti. Daugiau nei pusé vies$ujy biblioteky karé
ir vartotojams siilé skaitmeninius produktus bei
organizavo virtualius skaitmeniniy kompetencijy
tobulinimo mokymus. Biblioteky, sialanciy virtu-
alius mokymus bei renginius, skaicius ypac padi-
déjo 2020 m. ir 2021 m. dél COVID-19 pandemijos
ir jos metu taikyty kontaktiniy paslaugy ribojimy.
Atlikta analizé parodé, kad daugiau nei 90 % Lie-
tuvos viesyjy biblioteky, vykdydamos skaitmeni-
nés jtraukties veiklas, daugiausia démesio skyré
tokioms grupéms kaip senjorai, vaikai ir jaunimas,
bei organizavo joms skaitmeniniy kompetencijy

mokymo veiklas ir edukacinius uzsiémimus. Ir
tik maziau nei pusé Lietuvos viesuju biblioteky,
organizuodamos skaitmeninés jtraukties veiklas,
orientavosi | suaugusius gyventojus, negalig turin-
¢ius bei darbo neturin¢ius asmenis.

Si analizé leido jvertinti ne tik esama skaitme-
ninés jtraukties didinimo situacija, bet ir nusta-
tyti pagrindinius i$$ukius, su kuriais Sioje srityje
susiduria Lietuvos vieSosios bibliotekos. Pirmasis
issukis susijes su skaitmeninés jtraukties veikly
tvarumo ir testinumo uztikrinimu. Pastebéta, kad
pasibaigus dideliems nacionalinés apimties skait-
meninés jtraukties didinimo projektams ir jy lai-
kotarpiu gautam finansavimui bei veikly jgyvendi-
nimo testinumg palikus viesosioms bibliotekoms,
jos daznai stokoja materialiniy, zmogiskujy ir kity
istekliy bei nepajégia islaikyti tokio paties $iy ini-
ciatyvy jgyvendinimo tempo. Sig problema bty
galima spresti ieskant papildomo finansavimo i$
kity Saltiniy, pacioms bibliotekoms inicijuojant
institucinio lygmens, mazesnés apimties projekti-
nes veiklas, plétojant bendradarbiavima su kitomis
organizacijomis (pavyzdziui, NVO, svietimo jstai-
gomis, kitomis kultiiros organizacijomis, privataus
sektoriaus jmonémis ir pan.), suinteresuotomis
didinti skaitmenine jtrauktj. Dar vienas i$sukis, su
kuriuo susiduria Lietuvos vieosios bibliotekos —
nepakankama skaitmeninés jtraukties didinimo
veikly orientacija i negalia turincius, darbo netu-
rin¢ius asmenis bei suaugusiuosius. Pazymeétina,
kad vieSosios bibliotekos turéty labiau rapintis
$iomis tikslinémis grupémis, jtraukti negalig tu-
rin¢ius, darbo neturinéius asmenis i savo sialo-
mas skaitmeninés jtraukties veiklas, skaitmeniniy
kompetencijy, medijy ir informacinio rastingumo
mokymus, kurie buvo ypa¢ aktualis COVID-19
pandemijos metu, ir liko aktualis dabar, tesiantis
krizinei situacijai Ukrainoje.
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Straipsnyje vertinamas 16-ojo TFAS taikymo pradzios poveikis Baltijos $aliy listinguojamy jmoniy finan-
siniams rezultatams. Rezultatai atskleidé, kad buvo paveikta 74,63 % analizuoty imoniy, bendras jy turtas
padidéjo vidutiniskai 8,68 %, o jsipareigojimai — 13,03 %. Nukentéjusiy jmoniy turto grazos ir turto apy-
vartumo rodikliai sumazéjo vidutiniskai 8,33 %, bendrojo ir kritinio likvidumo rodikliai sumazéjo 7,84 %,
o skolos ir nuosavybés santykis padidéjo 28,63 %. Peréjimas prie 16-ojo TFAS labiausiai paveiké rysiy
paslaugy ir pagrindiniy medziagy sektoriy finansinius rezultatus.
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finansiniai rezultatai.

Introduction

Leasing is one of highly popular and
cost-effective financing options for busi-
nesses, offering multiple advantages such
as improved cash flow management,
potential collateral avoidance, and pre-
served funds for company development.
However, pre-IFRS 16 lease account-
ing model was seen as restrictive since
it classified leases as either operating or
finance leases, with operating leases not

required to be capitalized and there-
fore not disclosed in by the lessee in its
balance sheet. This inherent limitation
raised concerns regarding the transpar-
ency and comprehensiveness of financial
statements, as it resulted in the omission
of valuable resources and significant
debt from the accounting records (Duke
et al., 2009; Giner et al., 2019; Maglio
et al., 2018).

To address information imbalances
and ensure accurate representation of
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lease transactions, the implementation
of International Financial Reporting
Standard (IFRS) 16 “Leases” took effect
on January 1, 2019. A crucial modifica-
tion introduced by this standard was the
replacement of recognizing lease pay-
ments in as operating items with the
requirement to treat all leases as finance
leases and therefore recognize lease re-
lated assets and liabilities (IFRS, 2016).
This transition from is expected to have
a substantial influence on the financial
statements of lessee companies as well
as their financial performance measures.
IFRS 16 holds significant relevance across
various industries, impacting their finan-
cial reporting practices and lease man-
agement approaches. Industries heavily
reliant on leasing, such as retail, trans-
portation, and real estate, experience sig-
nificant effects from the implementation
of IFRS 16. These sectors often engage
in extensive lease agreements for assets
like storefronts, vehicles, and properties,
making the standard’s requirements and
changes particularly pertinent to their
financial statements and decision-mak-
ing processes. Furthermore, financial
statement-based indicators and ratios
are also affected. Review of empirical re-
search revealed that transition to IFRS 16
have a significant influence on financial
performance of companies, mainly due
to increased assets and liabilities (Giner
et al, 2019; Magli et al., 2018; Maglio
et al., 2018; Morales-Diaz and Zamora-
Ramirez, 2018; Xu et al., 2017). The effect
of IFRS 16 on companies’ financial per-
formance and key financial ratios such as
leverage, liquidity ratios, EBITDA, ROA,
and ROE been had examined in scien-
tific research.

Research in the area of lease account-
ing and the impact of IFRS 16 in the
Baltic states is relatively limited. There is
a notable gap in scholarly studies exam-
ining the specific implications and chal-
lenges faced by companies in this region
regarding the adoption and implemen-
tation of IFRS 16. Therefore research is
needed to explore the effects of IFRS 16
on the financial reporting practices and
financial performance of Baltic compa-
nies, providing valuable insights for both
academia and practitioners in the region.
The research problem addressed in this
paper is if and how transition to the
new accounting requirements, namely to
IFRS 16, affect financial performance of
companies and what are sector-specific
differences arising from such transition.

The aim of this research is to explore
how the transition to IFRS 16 affected fi-
nancial performance of companies listed
in Nasdaq OMX Baltic, including exam-
ining any sector-specific differences that
may arise as a result of the transition.

Research methods. In this paper we
firstly employed comparative literature
analysis to gather relevant insights on
the main IFRS 16 requirements and their
effect on companies’ financial perfor-
mance. Content analysis was utilized to
examine the scope and financial impli-
cations of implementing IFRS 16 among
Baltic listed companies. Calculation of
ratios and their changes as well as com-
parative analysis were employed to sum-
marize the research findings, followed by
a critical comparative analysis during the
discussion of the results.

The paper is structured in five main
sections. The first sections represent lit-
erature analysis including an overview
the new lease accounting requirements,
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the reflection of IFRS 16 requirements
on different sectors and the influence of
changes in lease accounting on compa-
nies’ financial performance. The second
section of the paper focuses on the de-
velopment of the research methodology.
The third section presents the results in-
cluding the number of unaffected com-
panies, descriptive analysis of the chang-
es in total assets and liabilities as well
as assessment of their changes across
the entire sample and different sectors.
This section also presents analysis of the
changes in companies financial perfor-
mance indicators and their differences
across the sectors. The discussion of the
results is presented in the fourth sec-
tion of the paper, where the findings of
the study are interpreted and compared
to the existing literature. Following the
discussion of the results, the paper con-
cludes in the final section of the paper.

Literature review

An overview of changes in lease
accounting requirements. At the begin-
ning of 2016, the International Account-
ing Standards Board issued a new stand-
ard for lease accounting: International
Financial Reporting Standard (IFRS)
16, which came into force on January
1, 2019. It replaced the former lease ac-
counting standard, IAS 17, which was
seen as inadequate in meeting market
requirements. IAS 17 classified leases as
either operating or finance leases in both
lessor and lessee accounts. However, in
lessee accounts, operating leases did not
require the recognition of lease assets or
lease liabilities on the balance sheet. This
lack of transparency drew significant

controversy in the financial markets, as
it was argued that valuable resources and
extensive debt were being hidden from
stakeholders.

The newly developed IFRS 16 brought
relevant and important updates to the
market aiming to ensure that both les-
sees and lessors present material and
comparable lease related information to
the users of financial statements in a way
that economic substance of the agree-
ment is reflected in their financial state-
ments (IFRS 16, 2017). The definition of
a lease term itself did not fundamentally
change. A lease is still defined as a con-
tract or part of a contract that grants,
in exchange for consideration, the right
to use an asset for a specified period. In
general, the accounting requirements for
lessors under IFRS 16 did not differ sig-
nificantly from those in IAS 17. In IFRS
16 lessors still classify leases as finance or
operating leases based on similar princi-
ples to IAS 17. However, the implement-
ed changes to lease accounting imposed
significant changes in lessee accounting,
as since 2019, all previously oft-balance
material agreements were transferred
to financial assets (Radzeviciené, 2020;
Silvana et al., 2020; Barone et al., 2014).
As a result, all previous operating leas-
es from 2019 are referred to as finance
leases. In their balance sheets companies
have to recognize and present right of
use asserts separately from the other as-
sets and lease liabilities - separately from
the other liabilities. Companies are also
allowed to present lease related assets
and liabilities together with other assets
and liabilities if it is clearly indicated in
which lines they are included. As for ex-
penses, depreciation of right of use assets
and interest expenses for lease liabilities
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have to be calculated (and disclosed sep-
arately) instead of previously recognized
lease expenses. Such changes have an
immediate effect on lessees EBITDA and
operating profit with a potential effect
on the value of profit before taxes (IFRS,
2016). Moreover, transition to IFRS 16
also has an impact on companies’ cash
flow statements.

The accounting effect of this stand-
ard was expected to change the finan-
cial results and position of companies,
affect various financial indicators such
as EBITDA, solvency ratio and increase
the assets as well as liabilities of all com-
panies in the balance sheet accordingly
(Radzeviciené, 2020).

Impact of IFRS 16 on different sectors.
The effect of the amendments to lease
accounting on the companies” financial
performance may also depend on the ex-
tent to which the assets are leased and the
types of agreements in place. This is very
much sector dependant. The impact of
IFRS 16 requirements on specific sectors
is to some extent discussed in previous
literature. One of the most frequently dis-
tinguished sectors as the most sensitive to
changes in leasing accounting is the retail
industry (Altamuro et al. 2012; Durocher,
2008; Fito, et al, 2013; Magli, et al, 2018;
Morales-Diaz  and Zamora-Ramirez,
2018; Mulford and Gram, 2007). This
industry includes food retail, clothes re-
tail, household goods stores, etc. Leas-
ing plays an important role as most this
kind of stores and business locations are
leased. Other sectors, also frequently sing-
led out by the authors, as more affected
by changes in leasing, are hotels and
transportation sectors (Fit6 et al., 2013;
Morales-Diaz  and  Zamora-Ramirez,
2018). Short-term home rentals are an

increasingly popular phenomenon. Espe-
cially such a leasing way was encouraged
by the emerging platforms “Booking.
com” and “Airbnb” The Airlines sector is
singled out as the most sensitive to ac-
counting changes of IFRS 16 in some re-
search (IFRS, 2016; Veverkova, 2019) as
well. Many aircrafts are leased to avoid
the need for large amounts of cash or to
save. Another sector affected by the new
requirement of IFRS 16 is the telecom-
munication sector (Magli et al, 2018).
This sector leases not only land, build-
ings, equipment and vehicles. There are
more agreements that are subject to leas-
ing requirements. These include capac-
ity contracts, wayleaves and access rights,
satellite broadcasting contracts and IT
outsourcing agreements.

The influence of changes in lease ac-
counting on companies’ financial per-
formance. The majority of the previous
research which questioned the impact of
IFRS 16 on financial performance of com-
panies concentrated on the assessment of
the expected outcomes prior to IFRS 16
actually came in force in 2019 (see Table 1).

As presented in Table 1, several re-
search studies have analysed the impact
of IFRS 16 on key financial indicators.
J. Morales-Diaz and C. Zamora-Ramirez
(2018) examined 646 European compa-
nies and found that the application of
IFRS 16 significantly increased assets
and liabilities, as well as the leverage
measure. However, profitability changes
were identified as insignificant. F Magli
et al. (2018) focused on Italy and report-
ed significant increases in the EBITDA/
revenues ratio, EBITDA, debts, and the
debt/equity ratio. They highlighted the
potential impact of IFRS 16 on valua-
tion models. W. Xu et al. (2017) analysed
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Table 1. Previous research on the IFRS 16’ influence on companies’ financial performance

Authors Variables Method Sample Results
B. Giner 100 largest Leverage (+4,1%); liability maturity
P Merell; Leverage, liability Monte Carlo companies (-5,3%); liquidity (-12,3%); ROA
an;i E Pardo maturity, liquidity, method from STOXX (-6,2%); ROE (+4,2%). Shortened
@ 61 9) ROA, ROE All Europe 100 | lease periods reduce the impact of
index leasing capitalization.
Future committed
F. Magli, payments, debt/ Retail and telecommunications
equity, EBITDA/ s s
A. Nobolo . Quantitative i, sectors had significant use of
revenues, financial . 384 entities .
and indebtedness. total and qualita- listed in Ttal operating leases. EBITDA/revenues
M. Ogliari assets annual’oper tive analysis Y (+1%), EBITDA (+14%), debts
> - 0 3 0,
(2018) ating lease payments, (+23%) debt/equity (+6%).
equity
Refined Debt/equity (+38,89%), D/E in the
. . . o &
R. Maglio, ROA, ROE, EBITDA/ cor?str.uct{ve 40 non- consumer services (+179,34%), in
V. Rapone, TE. EBITDA/TA capitalisation financial Ttalian the technology (+39,44%), leverage
and A. Rey || o " equiy | method and a ﬁfms AN | (414,4%), EBITDA/TE (+7,05%),
(2018) 8% quity comparative ROA (-7,2%), ROE (-1,3%),
analysis EBITDA/TA (-6,02%).
J. Morales- Assets. liabilities Assets (+9,96%), liabilities
Diaz and levera e’ Jease inte’n— Adjusted 646 quoted (+21,4%), leverage (+9,28%), ROA
C. Zamora- verage, capitalisation European (+3,07%), coverage (-13,6%). The
p sity, ROA, coverage, . '
Ramirez X method companies most affected sectors: retail, hotels,
interest expenses g
(2018) transportation sectors.
Assets, liabilities, Assets (+4,2%), liabilities (+8,82%),
W. Xu, interest-bearing Improved interest-bearing debts (+22,22%),
R.A.Davidson | debts, profit margin, | construc- 165 S&P/ gearing (+41,87%), asset turnover
and ROE, ROA, ROC, tive method ASX200 (-8,85%), ROE (+0,62%), ROA
C.S. Cheong assets turnover, based on companies (+8,42%), ROC (+9,74%), interest
(2017) interest cover, Imhoff et al. cover (-23,14%), profit margin
gearing (+11,53%).

Source: L. Zilaityté (2021).

companies from different sectors and
observed increases in total assets, li-
abilities, interest-bearing debts, and the
gearing ratio. They also found increases
in profitability measures such as ROE,
ROA, and ROC. B. Giner et al. (2019)
used a Monte Carlo method and found
that IFRS 16 would result in an increase
in the leverage ratio, while liability ma-
turity and liquidity would decrease.
They also observed changes in profit-
ability ratios, with ROA decreasing and
ROE increasing. R. Maglio et al. (2018)

examined Italian firms and reported sig-
nificant increases in the debt/equity ra-
tio, particularly in the consumer services
sector. The leverage ratio also increased,
while profitability ratios, such as ROA
and ROE, decreased.

Comparatively, the studies consi-
stently show that the application of IFRS
16 has a significant impact on the balance
sheet, leverage ratios, and profitability
measures. Increases in assets and liabili-
ties are also observed across studies. The
impact on profitability measures varies,
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with some studies reporting insignifi-
cant changes and others showing both
increases and decreases. The magnitude
of the effect differs among sectors, with
retail, telecommunication, and consumer
services sectors experiencing significant
changes. These findings suggest that
IFRS 16 has notable implications for fi-
nancial reporting and analysis, poten-
tially influencing valuation models and
financial decision-making.

Research methodology

Literature analysis revealed that there is
no consensus on the significance of the
effect of IFRS 16 “Leases” on the financial
performance of companies. IFRS 16 shall
enlarge amount of assets, liabilities, result
in accounting for the new interest and de-
preciation expenses (instead of operating
lease expenses) and subsequently impact
the majority of commonly used financial
performance indicators.

In our research we focused on the situ-
ation of companies listed in Nasdaq OMX
Baltic aiming to identify what (if any) new
items were accounted for in their financial
statements in 2019 when IFRS 16 came in
force (if compared to 2018) and whether
those changes had a significant effect on
companies’ financial performance indica-
tors. This researched focused on the scope
of changes on the lessee side, as the new
standard did not have a significant im-
pact on the lessor accounting, yet the ef-
fect on the lessee financials was expected
to be significant. Transition from one ac-
counting standard to another restates and
re-values the affected balance sheet and
income statement items, therefore allows
calculating the effect of the changes in

accounting regulation by evaluating the
change in comparative numbers. Another
issue is to decide whether the change is
significant - i.e. how big the change shall
be to assume that it reflects on the deci-
sion of the stakeholders. As no previous
research revealed the numerical indica-
tors of significance in similar situations,
we adopted an approach used by audi-
tors that a change of 1% and more in total
value of the respective group (i.e. total as-
sets or liabilities) shall be treated as being
significant. Analysis was executed in two
steps.

The first step assessed if and how
much the values of assets and liabilities
changed after the IFRS 16 adoption and
whether these changes were significant.
The key three questions addressed in this
step were: Did the value of companies’total
assets and liabilities change and if yes, did
it increase or decrease? Was this change
significant? Was the scope of changes
dependant on the sector? F. Magli et al.
(2018), J. Morales-Diaz and C. Zamora-
Ramirez (2018); W. Xu et al. (2017) also
emphasized the importance to firstly as-
sess the change of assets and liabilities
values, as eventually it will reflect on the
majority of the widely used financial indi-
cators, such as ROA, current ratio, debt to
equity and others. Although lease capitali-
zation method was the most commonly
applied research method in the reviewed
previous research, it actually relies on ex-
tensive assumptions and complex formu-
las to calculate predicted values of com-
panies’ financials. As this study was after
IFRS 16 based financial statements were
published for the year 2019 and the actual
data was already available, we opted to use
the content analysis and quantitative data
analysis. Where available, the data was
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collected from balance sheets and income
statements of the sample companies. If
unavailable, the data was taken from the
notes to the financial statements. How-
ever, if IFRS 16 related data was not avail-
able either in financial statements, or in
the notes, it was assumed that a particular
company is not a lessee and therefore is
not impacted by the IFRS 16.

Results obtained from quantitative
data analysis were used to calculate the
scope if IFRS 16 related changes, which
was considered to be significant if the
change was greater than 1 percent of the
total assets or liabilities before IFRS 16 was
applied. The scopes of the right-of-use as-
set and liabilities changes were calculated
formulas (1) and (2). Calculated scopes
enabled classification of the companies
according to the strength of the IFRS 16
related impact. It also allowed to compare
the results between different sectors.

The scope of right of use asset change =

_ Right of use asset x 100% (1)
Total Asset °
The scope of lease liabilities change = (2)
Long term and short term lease liabilities
= X 100%

Total Liabilities

As the previous literature found that
the sector to which the company belongs
is an important factor explaining the im-
pact of IFRS 16, the calculated scopes
were further analysed by the sectors in
which the Baltic listed companies oper-
ate. According to J. Altamuro et al. (2012),
S.Durocher (2008), M. A. Fito et al. (2013),
E Magli et al. (2018), J. Morales-Diaz and
C. Zamora-Ramirez (2018), C. Mulford
and M. Gram (2007), the retail, hotel,
transport, airlines and telecommunica-
tion sectors should be the most affected
by the changes in lease regulation.

The second step aimed to assess the
financial performance of listed Baltic
companies before and after transition to
IFRS 16 and evaluate the scope of chan-
ges. In this step we used the data collect-
ed from companies’ financial statements
and based on the previous lease account-
ing related research (Giner et al., 2019;
Magli et al,, 2018; Maglio et al., 2018;
Morales-Diaz  and Zamora-Ramirez,
2018; Xu et al, 2017) selected profit-
ability, turnover and solvency financial
ratios (Table 2) to conduct comparative

Table 2. Financial performance indicators for which IFRS 16 effect was assessed

Indicator Formula Data used
GP GP - Gross Profit
- 0,
Return on Assets (ROA) ROA Ta X 100 % TA — Total Assets
NS
_ 2 NS - Net Sales
Asset Turnover (AT) AT = TA TA — Total Assets
CA
. _ CA - Current Assets
Current Ratio (CR) (R = CL CL - Current Liabilities
CA-1 CA - Current Assets
Quick Ratio (QR) QR = CL 1 - Inventories
CL - Current Liabilities
D D - Debt
Debt to Equity (DE) DE = T E - Equity
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analysis and to evaluate the scope of
changes. Similar to the assessment of
changes in assets and liabilities values,
with the ratios we took the same position
that a more than 1 percent change in the
assessed rations (due to the transition to
IFRS 16) is treated as being significant.

As the comparison of the indica-
tors between the companies in their net
size does not show the real impact, the
changes in the indicators will be calcu-
lated using the formula 3 (Morales-Diaz
and Zamora-Ramirez, 2018).

Ry — Ry
C=—"%— 3)

where:

R, - is the financial ratio level after

transition to IFRS 16 for a company 1.
R, - is the financial ratio level before
transition to IFRS 16 for a company 1.
C - is the comparability index
(change) of the impact of transition to
IFRS 16 for a company 1.

Profitability ratio, namely ROA was
selected based on B. Giner et al. (2019),
R. Maglio et al. (2018), W. Xu et al. (2017).
Previous literature shows that there is no
consensus on whether the application
of IFRS 16 has a negative or positive ef-
fect on profitability. The asset turnover
ratio was expected to decrease as well.
By using improved constructive method
based on Imhoff et al. and checking for
differences in financial reports, value rel-
evance and key ratios, W. Xu et al. (2017)
noticed that turnover ratio was decreased
by nearly 9% because of transition to
IFRS 16. However, few authors have
studied the impact on turnover ratios,
so the impact on them is not clear. Sol-
vency indicators, namely current ratio,
quick ratio and debt to equity ratio, were

selected based on the studies of the au-
thors F. Magli et al. (2018), R. Maglio et al.
(2018), J. Morales-Diaz and C. Zamora-
Ramirez (2018). Previous literature
shows that the application of IFRS 16
unequivocally increases the amount of
assets and liabilities and also worsens
solvency ratios. Therefore in our research
the negative effect on the solvency ratios
was expected.

Results of the analysis were further
explored to identify if the effect of tran-
sition to IFRS 16 differs depending on
the sector to which the company be-
longs. For the sector analysis to control
the scope of presented results the aggre-
gate average changes of the assessed ra-
tios across the sectors with be presented.

Data sample. Similar to our previous
research (Zilaityté, 2021), the initial date
sample included 89 companies listed in
Nasdaq OVX Baltic. A total of 22 com-
panies were eliminated from the sam-
ple at the initial stage — 18 companies
which prepare their financial statements
according to the local standards, and
4 companies which financial year ends
on other dates than a calendar year-end
(thus comparative analysis is not possi-
ble). The remaining 67 companies con-
stituted the final research sample.

Previous research conducted by J. Al-
tamuro et al. (2012), S. Durocher (2008),
M. A Fitd etal. (2013), FE Magli et al. (2018),
T. W. Merrill (2020), J. Morales-Diaz and
C. Zamora-Ramirez (2018), C. Mulford
and M. Gram (2007), and A. Veverkova
(2019) have identified several factors that
influence the extent of the impact of tran-
sitioning to IFRS 16. These factors in-
clude company size, sector of operation,
and demand for leased assets. Notably,
the consumer cyclical, transportation,
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Table 3. Sectoral distribution among sample companies

Sector Number of companies Percentage of the total
(N-67) sample
Energy 4 5.97%
Consumer Cyclical 11 16.42%
Real Estate 10 14.93%
Consumer Defensive 6 8.96%
Financial Services 15 22.39%
Communication Services 2 2.99%
Basic Materials 2 2.99%
Utilities 6 8.96%
Industrials 8 11.94%
Healthcare 2 2.99%
Technology 1 1.49%
TOTAL 67 100%

airlines, and telecommunications sectors
were expected to experience the most
significant effects of the transition. In
line with this understanding, the present
study aims to evaluate the impact of IFRS
16 on the Baltic listed companies, focus-
ing on the sectors classified according to
the Morningstar Stock Sector Structure
(Morningstar, 2011). Refer to Table 3 for
further details on the sectors included in
the analysis.

Limitations. Due to the small data
sample, the available data sample too
small for constructing an economet-
ric model for the research. Therefore,
the study relied on an assumption that
deemed a significance level of 1% both
for assets and liabilities.

Upon analyzing the Nasdaq Baltic
listed companies, it was found that all
companies adopted the modified ret-
rospective method when transition-
ing from IAS 17 to IFRS 16. Under this
method, the changes were not retrospec-
tively applied, i.e. the cumulative effect
of the IFRS 16 was accounted in retained

earnings at the date of transition, while
the comparative information remained
unchanged. However, this method re-
stricted us from calculation of certain
profitability ratios (such as EBITDA,
GPM, and ROE).

Results

Identification of the affected compa-
nies. The initial step of the analysis in-
volved analysis of sample companies’ fi-
nancial statements and collection of the
research data as described in the meth-
odology to identify whether a company
had recognised any lease related assets or
liabilities - i.e., whether it was affected by
IFRS 16 at all. The results of analysis in-
dicated that 17 (or 25.37%) of 67 sample
companies in their financial statements
did not disclose any new or specifically
IFRS 16 related lease information. Such
companies were considered as being un-
affected by the changes of leases stand-
ard. As presented in Figure 1, most of the
unaffected companies (52.9%) belong to
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Fig. 1. Distribution of companies, affected or unaffected by IFRS 16 across the sectors (N-67)

real estate sector. Such companies usu-
ally do not have significant assets being
rented out (a company rather acts as a
lessor). Further in the study only the af-
fected companies making the sample of
50 companies will be analysed.

Overview of the values recognized in
2019 in relationship to IFRS 16. Table 4
presents the minimum, maximum, me-
dian and average recognized initial values
of right-of-use assets, lease liabilities, de-
preciation of assets under right-of-use and
interests of lease liabilities.

As shown in Table 4, although the
amounts are presented in thousands
of euros, the difference between the

minimum and maximum recognized as-
sets under right-of-use and lease liabili-
ties is large (648 772 and 632 260 thou-
sand euros respectively). There is also a
large difference between the highest and
lowest values in the context of deprecia-
tion and interest (94 242 and 397 thou-
sand euros respectively). The turnover
and capital of companies have a signifi-
cant impact on this, therefore further
calculations are made not in net terms,
but by applying formulas describing rel-
ative sizes. In addition, it can be argued
that when comparing the recognized
amounts of assets under right-of-use
with the amounts of lease liabilities, they

Table 4. Values of IFRS 16 related items recognized in 2019 financial statements of Baltic listed

companies
(in thousands euros) Min. value | Max. value Median Average
(N-50) (N-50) (N-50) (N-50)
Initial recognition of asset under right-of-use 13 648 785 2411 30119
Initial recognition of lease liabilities 13 632273 2209 29129
Depreciation of right-of-use assets 2019 7 94 249 620 5498
Interest of lease liabilities of 2019 2 2337 74 399
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differ since lease liabilities are recognized
as smaller. This is shown by the lower
liabilities maximum value and average
value (lower by 16 512 and 990 thousand
euros, respectively). Moreover, it can be
stated that the largest values of the sam-
ple increase the averages of the results
quite significantly, because the median,
which shows the average value of the
numbers row when the numbers are ar-
ranged in ascending / descending order,
the average of assets under right-of-use
decreases by 92% and lease liabilities by
92.4%.

The scope of changes in total as-
sets and liabilities. In this stage of the
research the scopes of the changes in to-
tal assets and liabilities were calculated
using formulas (1) and (2). The scope
calculations for the assets are presented
in the Table 5. Our calculations revealed
that after implementation of IFRS 16
requirements and recognition of right-
of-use assets, total assets of Baltic listed
companies on average increased by
8.68%. Looking into individual compa-
nies, top three increases in the total value

of assets included 79.10% increase for
Storent, 67.92% — for Baltica and 42.22%
for Klaipédos nafta.

For the better interpretation of the
obtained results, the effect of IFRS 16 is
ranged in to 4 groups according to the
scope of the effect. The first group, “In-
significant change”, includes companies
that have not been significantly affected
by the change in lease requirements. The
second group, “Change below average”,
includes significantly affected companies
whose initial assets under right-of-use
accounted for between 1% and 8.68%
of total assets. The third group, “Change
above average”, includes companies that
were significantly affected by the change
in IFRS 16 requirements, and its rank
ranges from average value to 40%. The of
assets under right-of-use is equal 8.68%.
The median value is equal 1.62% and is
7.06 percentage points lower than aver-
age what shows that the highest values
raised the average of the sample. And the
last, the fourth group, named “Extremely
high change,” shows companies that were
significantly affected by changes in IFRS

Table 5. The scope of changes in total assets of Baltic listed companies after transition to IFRS 16

Number of Percentage of
The assessed effect The scope companies com afies
(N-50) P
Average increase in the total value of assets 8.68%
Median value 1.62%
Companies with an insignificant change in total <1% 19 38%
assets value
Companies with a significant ch?nge in total assets > 1% 39 62%
value, of those with:
Extremely high change > 40% 4 8%
Above average change 8.68% - 40% 5 10%
Below average change 1% - 8.68% 22 44%
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Table 6. The scope of changes in total liabilities of Baltic listed companies after transition to IFRS 16

Number of Percentage of
The assessed effect The scope companies com ar%ies

(N-50) .
Average increase in the total value of liabilities 13.03% - -
Median value 2.75% - -

Companies with an %r?s.lgmﬁcant change in total <1% 19 38%

liabilities value
Companies w1t.h a significant change in total liabili- 1% 39 62%
ties value, of those with:

Extremely high change > 40% 8 16%

Change above average 13.03% - 40% 5 10%

Change below average 1% - 13.03% 18 36%

16 requirements and recognized assets
under right-of-use of even more than
40% of total assets. This is an extremely
sensitive companies to transition to the
lease standard.

Analysing the effect of the transi-
tion to IFRS 16 on lease liabilities, the
results are slightly different if compared
to those of assets. The significance of the

Extremely high change
= Change below average

Basic Materials — s—

Communication Services

impact of the transition to IFRS 16 for
companies’ liabilities is presented in Ta-
ble 6. In regard to individual companies,
top three increases in the total value of
liabilities included 76.94% increase for
Baltica, 64.77% increase for Apranga and
59.25% - for Klaipédos nafta.

Firstly, can be seen that the me-
dian change in liabilities is greater by

Change above average
| [nsignificant change

_
Consumer Cyclical s
Consumer Defensive  [m—
Energy
Financial Services
Healthcare s
Industrials g —
Real Estate __
Utilities g
0 2 4

Fig. 2. The effect of changes in total assets across the sectors
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1.13 percentage points than the median
change in assets. This is because from a
liability perspective, there are more com-
panies with a larger change in lease liabil-
ities than in assets. From the perspective
of lease liabilities, the number of com-
pletely insignificantly affected companies
were the same compared to the results
of companies unaffected from the per-
spective of assets (19/50). The number of
companies whose liabilities were signifi-
cantly affected by the transition to IFRS
16 requirements was 62% of all compa-
nies or 31out of 50. However, due to the
recognition of lease liabilities, a total of 8
companies (16% of the total sample) had
to report sharply higher (more than 40%)
total liabilities.

Further analysis according to area of
operations allowed identifying the most
affected sectors. Figure 2 shows that the
companies which assets were the most
affected (more than 40%) belong to the
industrials, consumer cyclical, healthcare
and energy sectors. In contrary, the major-
ity (10 out of 14 or 71.43%) of companies

Extremely high change
® Change below average

Basic Materials

Communication Services

Consumer Cyclical
Consumer Defensive g

Energy s

Financial Services I

working in the financial services sector
were not subject to lease requirements
changes.

Looking into the change of the to-
tal accounted liabilities, the results are
rather similar (Figure 3). The most af-
fected industries were consumer cycli-
cal, industrials, healthcare.

In general, the analysis by the sectors
proved that the area of operations is rel-
evant while assessing the IFRS 16 effect.
Both from total assets and total liabili-
ties perspective the most affected were
basic materials (100%), communication
services (100%), consumer cyclical (90%
from assets and 80% from liabilities per-
spective), industrials (85.7% from asset
and 83.3% from liability perspective) and
consumer defensive (80%) sectors.

The effect of IFRS 16 on compa-
nies’ financial ratios. In this step of the
research chosen financial ratios were
calculated and analysed according to its
average values, medians and the amount
of significantly / insignificantly affected
companies. In order to assess effect of

Change above average
H Insignificant change

Healthcare
Industrials i ——

Real Estate

Utilities s
0 2

Fig. 3. The effect of changes in total liabilities across the sectors
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IFRS 16 on the changes in financial indi-
cators of Baltic listed companies, firstly ra-
tios for 2019 excluding IFRS 16 effect and
ten for 2019 including IFRS 16 require-
ments were calculated. As described in the
methodology, in order to be able to com-
pare the results, their change was calculat-
ed using formula (3). For better compari-
son, to present the results we maintained
the same data ranking structure (grouping

into insignificant changes, changes less
than the average of the sample, changes
greater than the average and extremely
high changes) as presented in Table 7.
The average change of ROA and as-
set turnover ratios was -8.33% while me-
dian equalled to -1.89%. It is important
to note changes of those two indicators
were negative (in all sampled companies,
which shows that the transition to IFRS

Table 7. Changes in financial ratios across Baltic listed companies after transitioning to IFRS 16

Moo e e Perc::;zgnfe of Numbel; Noi ;g;npanies Pil(;c;ellll’t;ii ;)f
ROA and Asset Turnover ratios*

Average value -8.33% - -

Median value -1.89% - -
Insignificant change <1% 19 38%
Significant change, of those: > 1% 39 62%
Below average change 1% - 8.33% 22 44%
Above average change 8.33% - 40% 4 8%
Extremely high change >40% 5 10%

Current ratio and Quick ratio*

Average value -7.84% - -

Median value -1.20% - -
Insignificant change <1% 24 48%
Significant change, of those: > 1% 26 52%
Change below average 1% - 7.84% 14 28%
Change above average 7.84% - 40% 10 20%
Extremely high change > 40% 2 4%

Debt to Equity ratio

Average value 28.63% - -

Median value 2.7% - -
Insignificant change <1% 18 36%
Significant change, of those: > 1% 32 64%
Change below average 1% - 28.63% 21 42%
Change above average 28.63% - 40% 0 0%
Extremely high change > 40% 11 22%

* The results were grouped for the purpose of presentation as their numerical values were exactly the same.
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16 reduce profitability and asset turnover
of Baltic listed companies. Moreover for
62% of sample companies, the decrease
in ROA and asset turnover ratios were
significant and 10% of analysed compa-
nies had a particularly strong (greater
than 40%) decrease in both indicators.
In regards to solvency ratios, the aver-
age changes in quick, current rations and
debt to equity ratio differ, however the
first two indicators demonstrate on aver-
age 7.84% decrease, while debt to equity
ratio - in contrary, 28.63% increase after
implementation of IFRS 16 requirements.
Also, 52% of the companies in terms of
current and quick ratios and 64% of com-
panies from the debt-to-equity ratio out-
look were significantly affected by the
transition to f IFRS 16. As many as 22%
of analysed companies were extremely
significantly affected by the changes
in IFRS 16 requirements from debt-to-
equity perspective. The data of Baltic
Listed companies proves that the new
lease accounting requirements had a

significant effect on the capital structure
of companies.

The effect on companies’ financial
ratios across the sectors. The aggre-
gated sector level data on the changes
in financial ratios is presented in the Ta-
ble 8, whereas column 2 shows financial
rations of how many companies in the
sector were significantly affected by IFRS
16 requirements and the remaining three
columns indicate average change of the
assessed financial ratios.

The results indicate that the most af-
fected sectors were communication ser-
vices (with 100% of significantly affected
companies), healthcare (100%) and basic
materials (83%) sectors.

From the individual ratios perspec-
tive, due to application of IFRS 16 re-
quirements on lease accounting, on av-
erage, the biggest change in ratios was
identified in healthcare (ROA, AT af-
fected by 30.4%, CR, QR by 18.84%, DE -
105.36%), energy (ROA, AT affected by
16.63%, CR, QR by 21.52%, DE - 96.38%)
and consumer cyclical (ROA, AT affected

Table 8. Average strength of the impact of the transition to IFRS 16 on different sectors and ratios

Average number of
Sector (N-50) companies with ROA, AT CR, QR DE
> 1% effect

Basic Materials 83% -4.36 % -4.6% 8.15%
Communication Services 100% -4.54% -6.68% 12.61%
Consumer Cyclical 80% -17.28% -12.92% 57.32%
Consumer Defensive 73% -4.98% -2.33% 14.83%
Energy 44% -16.63% -21.52% 96.38%

Financial Services 31% -1.6% -4.91% 10.9%
Healthcare 100% -30.4% -18.84% 105.36%
Industrials 78% -10.45% -8.96% 13.68%

Real Estate 0% -0.27% -0.46% 0.47%
Utilities 40% -0.99% -0.67% 1.54%
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by 17.28%, CR, QR by 12.92%, DE -
57.32%) sectors. The smallest change can
be seen in real estate (ROA, AT affected
by 0.27%, CR, QR by 0.46%, DE - 0.47%)
and utilities sectors (ROA, AT affected by
0.99%, CR, QR by 0.67%, DE - 1.54%).
The fact that the effect of transition to
lease standard affects all analysed sectors
proportionately similar, could be seen as
evidence that the magnitude of the im-
pact of the changes in the new standard
depends on the sector in which the com-
pany operates.

Discussion

The results of the analysis reveal that the
implementation of IFRS 16 had a signifi-
cant impact on Baltic listed companies.
More than half of the analysed compa-
nies assets and liabilities (62%) were af-
fected by 8.68% and 13.03% respectively,
with the most significant impact seen
in the basic materials, communication
services, consumer cyclical, and indus-
trials sectors. This suggests that the ef-
fect of IFRS 16 varied depending on the
sector in which a company operates.
Such findings align with previous re-
search conducted by J. Morales-Diaz and
C. Zamora-Ramirez (2018) and W. Xu
et al. (2017) who reported an expected
increase in asset ranging from 4.2% to
9.96% and in liabilities, ranging from
+8,82% to +21,4%) after the adoption of
IFRS 16.

In terms of financial ratios, the analy-
sis reveals a decrease in the average re-
turn on assets and asset turnover ratios
by 8.33%. This indicates that the transi-
tion to IFRS 16 had a negative effect on
the efficiency of asset utilization and

overall profitability of the companies
in the sample. Furthermore, the current
and quick solvency ratios decreased by
an average of 7.84%, indicating a de-
crease in short-term liquidity and the
ability to meet immediate financial obli-
gations. Additionally, the debt-to-equity
ratio increased by 28.63%, suggesting
an increase in the level of debt relative
to equity for the companies analysed.
These findings regarding the changes
in financial ratios align with previous
research conducted by other scholars
(Giner et al., 2019; Magli et al., 2018;
Maglio et al., 2018; Morales-Diaz and
Zamora-Ramirez, 2018; Xu et al., 2017)
which have reported similar changes in
financial ratios following the adoption
of IFRS 16. Specifically, the changes in
ROA, debt-to-equity, and asset turnover
ratios observed in this analysis are in line
with the results reported by previous re-
searchers, who found average changes in
ROA ranging from -7.2% to +8.42%, as-
set turnover ratio changes of -8.85%, and
debt-to-equity ratio ranging from +4.1%
to +38.89%.

When examining the impact across
sectors, it is evident that the communi-
cation services and healthcare sectors
were the most significantly affected, with
all companies in these sectors experienc-
ing a statistically significant impact from
the transition to IFRS 16. The consumer
cyclical sector closely followed, with 80%
of companies significantly affected. The
basic materials sector also exhibited a
high level of impact, with 83% of compa-
nies experiencing significant changes. In
comparison, previous studies, conducted
by E. Magli et al. (2018); R. Maglio et al.
(2018); J. Morales-Diaz and C. Zamora-
Ramirez (2018) also identified the
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consumer cyclical and telecommunica-
tions sectors as being significantly affect-
ed by the transition to IFRS 16. However,
our research did not provide with the
evidence in regards to real estate sector
which was indicated as significantly af-
fected in previous research.

The differences between the results
obtained in this research and those of
previous studies could be attributed to
various factors, including the different
methods employed and the composi-
tion of the samples. While this research
utilized factual data, which is expected
to provide more accurate and reliable
results, it is important to acknowledge
that the sample size used in this study
might have been smaller compared to
the research conducted by previous au-
thors. Furthermore, regional or country-
specific variations in lease practices, ac-
counting practices, or industry dynamics
might also contribute to the disparities in
results. The real estate sector, for instance,
could exhibit unique lease arrangements
and structures that differ from other sec-
tors, leading to differing impacts of the
accounting change.

Opverall, the findings highlight the sec-
tor-dependent nature of the effect of IFRS
16 on Baltic listed companies. The analy-
sis demonstrates that the implementation
of the standard had significant implica-
tions for both assets and liabilities across
the entire sample, with the basic materi-
als and communication services sectors
being particularly affected. Furthermore,
the financial ratios of return on assets, as-
set turnover, current and quick solvency,
and debt to equity underwent notable
changes, further emphasizing the impact
of IFRS 16 on the financial performance
and stability of Baltic listed companies.

Based on results received, sector, to
which companies belong, had an effect
to analysed financial ratios. Most compa-
nies which indicators were significantly
affected operated in communication ser-
vices, healthcare and basic materials sec-
tors (respectively 100%, 100% and 83% of
companies being affected).

Conclusions

Leasing is a significant financing source
used by many companies. The changes
introduced by IFRS 16 potentially in-
crease the value of right-of-use assets,
lease liabilities, and EBITDA, while also
influencing financial performance in-
dicators such as return on assets, asset
turnover, quick and current ratios, as
well as the debt-to-equity ratio. Notably,
while previous research has explored the
impact of IFRS 16 in various European
and other countries, there is a lack of
analysis available on the Baltic States.

The study employed content analy-
sis and comparative analysis methods to
examine the impact of IFRS 16 on the
financial performance of the Baltic list-
ed companies. The sample consisted of
64 companies listed on the Nasdaq OMX
Baltic exchange. It examined changes in
the values of right-of-use assets and lease
liabilities, calculation of financial ratios
and their changes following the adoption
of IFRS 16 and assessed the data for the
entire sample and sectors to which the
sampled companies belonged.

The results revealed that 25.37% of
the sample companies were unaffected
by the transition to IFRS 16 and there-
fore were excluded from further analysis.
As for the 50 affected companies - the
impact of the transition to IFRS 16 varied
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among companies and sectors. Across
the entire sample, the value of total assets
on average increased by 8.68% and value
of total liabilities — increased by 13.03%.
Moreover, 8% of the affected companies
experienced extreme increase in total as-
sets and 16% of them - in total liabili-
ties (i.e., had an increase exceeding 40%)
When considering the impact by sector,
the transition was the most widespread
in communication services and health-
care sectors whereas all companies were
significantly affected.

Significant changes were also observed
in companies’ financial ratios. On average,
the return on assets and asset turnover
ratios decreased by 8.33%, the quick ra-
tio and current ratio decreased by 7.84%,
while the debt-to-equity ratio increased
by 28.63%. The sectors most heavily im-
pacted in terms of their ratios were com-
munication services (100% of the com-
panies were affected), healthcare (100%),
and basic materials (83%). As much as
22% of sample companies experienced
an increase in debt-to-equity ratio of over
40%, which could have significant im-
plications for their capital structure and
ability to secure additional funding.
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AR 16-0OJO TFAS PRITAIKYMAS PAVEIKE |JMONIY FINANSINIUS REZULTATUS:
BALTIJOS SALIY LISTINGUOJAMUY [MONIUY ATVEJIS

Santrauka

Straipsnyje vertinamas 16-ojo TFAS pritaikymo
poveikis Baltijos $aliy listinguojamy jmoniy finan-
siniams rezultatams. Nuoma - svarbus finansavimo
$altinis, kada turto savininkas suteikia kitai Saliai
teis¢ naudoti ta turta mainais uz reguliarius mo-
kéjimus. Nuo 2019 m. sausio 1 d. jsigaliojes naujas
nuomos apskaitos standartas, 16-asis TFAS, nuomi-
ninkui reik§mingai pakeité nuomos apskaita. Isiga-
liojusiy pakeitimy poveikis skiriasi pagal sektoriy,
kuriame jmoné veikia, ir lemia naudojimo teise
valdomo turto bei nuomos jsipareigojimy pripa-
zinima bei EBITDA padidéjima. Standarto reika-
lavimai taip pat turi poveikj jmoniy finansiniams
rodikliams, tokiems kaip turto graza, turto apyvar-
tumas, bendrasis ir kritinis likvidumas, skolos ir
nuosavybés santykis.

Tyrime taikyti turinio analizés ir lyginamosios
analizés metodai, siekiant istirti 16-ojo TFAS jtaka
Baltijos $aliy finansiniams rezultatams. Imtj suda-
ré 64 Nasdaqg OMX Baltijos birzoje kotiruojamos
bendrovés. Tyrimas buvo atliktas dviem etapais.
Pirmajame etape buvo vertinamas peréjimo prie
16-ojo TFAS poveikis identifikuojant naudojimo
teise valdoma turta ir nuomos jsipareigojimus bei
ju santykinj svorj bendroje turto ir jsipareigojimy
struktdroje. Antrajame etape apskai¢iuoti finansi-
niai rodikliai ir i$analizuoti ju poky¢iai, priémus
16-aji TFAS. Abiejuose tyrimo etapuose buvo ver-
tinami visos imties ir sektoriy, kuriems priklausé
analizuojamos jmonés, duomenys.

Rezultatai atskleidé, kad peréjimas prie 16-ojo
TFAS turéjo poveikj 74,63 % tyrimo imties jmo-
niy, kurios buvo jtrauktos j tolesne analize. Susis-
teminus tolesnéje analizéje naudotus 50 paveikty
jmoniy duomenis paaiskéjo, kad peréjimo prie
16-0jo TFAS poveikis jvairiose jmonése ir sekto-
riuose skiriasi. Dél naujojo standarto jmoniy ben-
dras turtas vidutiniskai padidéjo 8,68 %, o bendri
jsipareigojimai iSaugo vidutiniskai 13,03 %. Be

to, 8 % $iy jmoniy (4 jmonés) bendras turtas la-
bai reik$mingai (daugiau kaip 40 %) padidéjo, o
16 % (8 imonés) — padidéjo bendri jsipareigojimai.
Vertinant poveikj pagal sektorius, labiausiai buvo
paveikti pagrindiniy medziagy, ry$iy paslaugy,
plataus vartojimo ir pramonés sektoriai.

Visose jmoneése, kurios buvo paveiktos 16-ojo
TFAS reikalavimuy, pastebéti reik§émingi pelnin-
gumo, mokumo ir apyvartumo rodikliy pokyciai.
Vidutinigkai turto grazos ir turto apyvartumo ro-
dikliai sumazéjo 8,33 %, bendrojo ir kritinio likvi-
dumo rodikliai sumazéjo 7,84 %, o skolos ir nuo-
savybés santykis padidéjo 28,63 %. Siuo aspektu
labiausiai paveikti rys$iy paslaugy (poky¢iai stebéti
100 % sektoriaus jmoniy), sveikatos priezitros
(100 %) ir pagrindiniy medziagy (83 %) sektoriai.

Atlikto tyrimo rezultatai patvirtina ankstesniy
tyrimy rezultatus ir rodo panasias 16-ojo TFAS
poveikio tendencijas Baltijos Saliy birzose listin-
guojamoms bendrovéms. Misy tyrimas suteikia
vertingy jzvalgy apie 16-0jo TFAS poveikj Baltijos
Saliy birzose listinguojamoms jtrauktoms bendro-
véms, bet reikia atsizvelgti i kai kuriuos jo apribo-
jimus. Pirma, musy imties dydj sudaré 64 Nasdaq
OMX Baltic listinguojamos birzinés bendrovés (is
kuriy 50 buvo paveikta), kurios gali neatspindéti
visy Baltijos Saliy jmoniy. Musy analizé sutel-
ké démesj | tiesioginius 16-0jo TFAS pritaikymo
padarinius, tad tolesni tyrimai galéty padéti iSsa-
miau suprasti ilgalaikes pasekmes. Ateityje galimy
16-ojo TFAS poveikio skirtumy jvairiose Baltijos
Salyse tyrimas galéty suteikti vertingy jzvalgy apie
regioninius skirtumus ir unikalius i$sukius, su
kuriais susiduria jmonés, veikiancios skirtingose
teisinése ir ekonominése sistemose. Be to, misy
tyrime buvo nustatyti sektoriai, kuriuos labiausiai
paveikeé peréjimas prie 16-ojo TFAS, o tolesni tyri-
mai galéty gilintis j konkreciy $io poveikio mecha-
nizmy ir dinamikos supratima.
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Management Theories’ Potential for Better
Digital Service Customer Experience

Digital service provision has undergone a period of considerable change because of the COVID-19 pan-
demic, and the challenges of delivering a positive customer experience through digital services are still
relevant to this day. The bibliometric analysis carried out in the study showed that this has accelerated
research on the modeling of customer experience in digital services, in which researchers are looking for
new ways to overcome the challenges encountered. The analysis of the main research themes and seminal
publications revealed through the bibliometric analysis concludes that contemporary management theories
have the potential to contribute to addressing the emerging challenges in customer experience modeling
in digital services.

Keywords: customer experience, digital services, contemporary management theories.

Skaitmeniniy paslaugy teikimas iSgyveno dideliy poky¢iy laikotarpj dél COVID-19 pandemijos, o
i$sukiai, susije su teigiamos klienty patirties uztikrinimu teikiant skaitmenines paslaugas, tebéra aktualas
iki $iol. Tyrime atlikta bibliometriné analizé parodé, kad tai paspartino klienty patirties naudojantis
skaitmeninémis paslaugomis modeliavimo mokslinius tyrimus, kuriais tyréjai iesko naujy buaduy, kaip
jveikti i8kilusius i$$ukius. Analizuojant pagrindines moksliniy tyrimy temas ir pagrindines publikacijas,
atskleistas atlikus bibliometring analize, daroma i$vada, kad siuolaikinés vadybos teorijos turi potencialo
padéti spresti kylancius is$ukius, susijusius su klienty patirties modeliavimu skaitmeninése paslaugose.

Raktiniai ZodzZiai: klienty patirtis, skaitmeninés paslaugos, naujosios vadybos teorijos.

Introduction

Research shows that knowledge about
digital services shifted after the pandem-
ic (Nilashi et al.,2021; Yu et al., 2022). The
COVID-19 pandemic has accelerated
the growth of digital platforms and a sig-
nificant part of the activities of organiza-
tions have moved to the digital setting.
Companies started to contact both with
other businesses (business-to-business,

B2B) and with customers (business-
to-customer, B2C) by information and
communication technology. Entire sec-
tors have begun to provide services re-
motely, such as healthcare (Nataliia et al.,
2021; Taylor et al., 2020), retail (Galhotra
& Dewan, 2020), etc., also teleworking
and virtual meetings have taken hold
in organizations (e.g., Arunprasad et al,,
2022). The accelerated adoption of digi-
tal platforms propelled the relevance of
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digital service quality (Agostino et al.,
2021; Yahaya et al., 2023) and introduced
new challenges to organization manage-
ment (Geciené, 2021; Khor & Tan, 2023).
The changes that took place during the
pandemic constraints suddenly made
previous knowledge obsolete. Thus, this
article addresses the research problem
in the form of a question - how can
management theories help organizations
to cope with current affairs? So far, sci-
entific publications have not yet paid at-
tention to such aspects. To fill this gap,
this paper aims to explore how con-
temporary management theories can
help to better understand the challenges
of managing digital services in the new
era. Digital service customer experience
being the research object of the paper,
the aim of the paper is realized through
a bibliometric analysis, exploring the
publications’ annual productivity and
citation metrics, key topics, and founda-
tional publications of articles on digital
customer experience modelling. These
techniques help reveal the prominence
of contemporary management theories
in scientific articles on digital customer
experience. This article explores how
researchers are addressing the new chal-
lenges based on contemporary manage-
ment theories.

The research is based on bibliometric
analysis of digital service customer expe-
rience in publications within 2000-2022.
Further, in the discussion section of the
paper, seminal publications are exami-
ned to identify the connected contem-
porary management theories. The paper
also presents an overview of changes to
contemporary management theories fol-
lowing the accelerated move to the digi-
tal environment during the pandemic.

Literature overview

There is plenty of research done regar-
ding the various aspects of customer
experience both in product and service
areas. However, the transaction type in
which the customer experience is ana-
lyzed remains mainly bound to B2C. Ac-
cording to the database of high-quality
journals Web of Science Core Collection,
the search results of keywords “Custo-
mer experience modeling” return nearly
8000 scientific articles. However, only
96 articles are returned after adding the
keyword “B2B” to the topic. This empha-
sizes the scarcity of research on the B2B
context in the business field, compared
to same topics covering B2C perspective
(Hasler et al., 2022; RaiSys & Baranaus-
kas, 2022; Shankar et al., 2022). Hence in
this paper, research articles on customer
experience modeling in digital services
are analyzed using bibliometric analy-
sis without separating them into B2B or
B2C contexts to get a wider overview of
the scientific scape on the topic.
Bibliometric analysis is a method used
by scholars to reveal current trends, direc-
tions, and leading topics of the research
field (Wang et al, 2014). It is a useful
method analyzing large collections of
scientific publications (Donthu et al., 2021;
van Nunen et al.,2018). This paper presents
a bibliometric analysis using two main
techniques - performance analysis and
science mapping — and utilizes measures
such as total publications, total citations,
bibliographic coupling (of publications),
and co-citation analysis (of publications).
Digital services are those that are
provided and obtained through digi-
tal channels, more specifically, over the
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World Wide Web (or the Internet). Thus,
it defines the medium in which the trans-
action between the collaborating parties
occurs. Compared to traditional service
definition, which emphasizes intangibili-
ty and the lack of ownership of the bene-
fits obtained by the customer (Williams
et al.,2008), the two may seem not to dif-
fer drastically from each other. However,
the difference between the two is better
outlined in the specifics of provision-
ing and receiving the service. The dif-
ferences of the two forms of services lie
in the properties of services themselves,
the process of benefit exchange between
the parties (Williams et al., 2008), and
the service provisions scale limits (Hsu,
2007), to name a few. Therefore, since
digital services are based on World Wide
Web, research on digital services is only
as recent as the World Wide Web, which
emerged in the 1990, after it became ac-
cessible to the public (Glowniak, 1998).
Customer experience is defined and
used by various researchers slightly dif-
ferently, which results in non-uniformity
of the definition of customer experience
(Becker & Jaakkola, 2020). Researchers
define customer experience as a custom-
ers subjective (emotional, behavioral,
sensory and social) reaction to a compa-
ny’s services or goods (Barbu et al., 2021;
Bueno et al., 2019; Lemon & Verhoef,
2016). According to M. Godovykh &
A.D. A. Tasci (2020), the experience can
include educational, esthetic, entertain-
ment, emotional, informative, practice,
involvement, knowledge and many other
components. S. Bagdare & R. Jain (2013)
suggest that the source of experience can
include people, objects, and processes in-
volved in the interaction of a customer
and a company. The outcomes of positive

customer experience include customer
satisfaction and loyalty (Srivastava &
Kaul, 2016), which in turn drive the busi-
ness towards its goals. Therefore, if the
decisions taken regarding the company’s
service delivery processes, technologies
and methods result in increased service
quality, it contributes to a positive cus-
tomer experience. To guide the business
in such a complex task, management
theories offer guidelines that companies
could adapt in their decision-making
process regarding the improvement of
service delivery. For the adoption of such
guidelines, companies select guidelines
based on appropriate approaches to the
desired goal and choose the means that
would be effective in achieving the result.

Research methodology

To analyze the papers on customer ex-
perience modeling in digital services,
Clarivate Web of Science Core Collec-
tion database was investigated. At first,
the scope of research available between
the B2B and B2C domains was investi-
gated. The search in database was con-
ducted based on the keywords “customer
experience modeling”, “digital services”
and “B2B” in the Topic field, while also
refining the search to only return scien-
tific articles written in English. The
search returned only 15 scientific papers
published in high-quality journals. This
result implies that research on customer
experience modeling in B2B digital ser-
vices is scarce. To obtain a better over-
view and analyze the scientific scape of
customer experience modeling in digi-
tal services without narrowing down
to specific relationship model between
service-provisioning and  receiving
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parties, a successive search was conduc-
ted, using the keywords “customer expe-
rience modeling” and “digital services”
in the Topic field, refining the search to
return scientific articles written in Eng-
lish, published in 2000-2022. The query
returned 221 articles linked to custom-
er experience modeling in digital ser-
vices, written in English and published
in high-quality journals in 2000-2022.
According to G. Rogers et al. (2020),
the sample over » = 200 is sufficient to
effectively use bibliometric analysis.

The bibliometric analysis is conduc-
ted by combining different performance
analysis and science mapping techniques
to get an overview and insight into the
analyzed field or topic (Donthu et al,
2021). Performance analysis is used to
reveal the contribution and performance
metrics of the research constituents to
the scientific field (Gaviria-Marin et al.,
2019). The constituents analyzed can be
publications, authors, countries, journals,
etc. In this paper, to analyze the publi-
cations regarding customer experience
modeling in the context of digital ser-
vices, the applied measures are: 1) total
number of publications per year; and
2) total articles’ citations per year. Re-
spectively, the results of these measures
provide an overview of the publications’
trends in productivity and impact over
time. Based on these trends, the future
direction of the topic is discussed.

Furthermore, to gain a deeper in-
sight and analyze the past and the pre-
sent state of scientific publications on
the topic, science mapping techniques
applied in this paper are: 1) co-citation
analysis; and 2) bibliographic coupling.
Co-citation analysis allows insight into
the foundations of the topic, revealing

the seminal publications on the topic by
identifying the publications that are of-
ten cited together in the papers of the an-
alyzed sample. Meanwhile, bibliographic
coupling shows the similarity of publica-
tion content among the analyzed papers
on the topic by comparing the references
they share, revealing the clusters of top-
ic’s leading themes. To visualize the links
between the publications, visual science-
mapping software VOSviewer was used.
Based on performance analysis and
scientific mapping, the leading founda-
tional articles on the topic are selected,
their theoretical approaches are identi-
fied and linked to contemporary man-
agement theories. Finally, an overview of
post-pandemic changes to the identified
contemporary management theories are
discussed and conclusions are drawn.

Results

The results of bibliometric analysis (us-
ing performance analysis and scientific
mapping methods) are presented below.
In this section, publication trends in
terms of total publications per year and
total citations of publications of a given
year are observed. Also, the most influ-
ential authors of the topic are revealed
and most cited, foundational articles re-
garding customer experience in digital
services are analyzed to find out what
management theories the authors use.

Performance analysis

One of the applied measures of perfor-
mance analysis is the total publication
count per year, which shows the produc-
tivity trend over the years (Figure 1).
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Fig. 1. Total number of articles on customer experience modeling in digital services per year

As seen in Figure 1, the number of
published articles remained very low in
the first decade from the year 2000, with
only a couple of years resulting in more
than one article, and a few years with no
published articles on the topic. From 2010
to 2015, there were no gap years without
articles, but the publication count was
still under three articles per year. From
2015, the topic gained more momentum
in terms of productivity. Starting with
three publications in 2015, an increasing
number of articles have been published
each year, except for 2019, which had one
less published article than the 2018. The
most productive year was 2022, having
70 published articles on the topic. Such
sudden increase of publications regard-
ing digital services and customer expe-
rience was due to an accelerated digital
transformation of businesses because
of the COVID-19 pandemic (Agostino
et al., 2021; Kudyba, 2020; Stalmachova

et al., 2022), since most of the businesses
had to relocate their services online.
The second measure of performance

analysis applied was the total articles’

citations per year. This measure shows
how many articles published in a certain
year have been cited. It reveals the years
in which the articles that had the greatest
impact were published (Figure 2).

As observed in Figure 2, the number
of citations fluctuates over the years. Out
of the nineteen years that had some publi-
cations on the topic, ten non-consecutive
years had more than a hundred citations
of the articles published during the par-
ticular year (2007, 2010 and each year
from 2015 to 2022). The year that had
the most cited publications was 2020.
Even though the most articles were writ-
ten in 2020, 2021 and 2022, the second
most cited year was 2018. Two years lat-
er, a significant increase in publications
was observed (Figure 1). This called for a
deeper analysis to find the foundational
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Fig. 2. Total number of citations of each year’s articles regarding customer experience
modeling in digital services

papers that had such an impact of pro-
pelled productivity on the topic in the
following years.

Scientific mapping

To extend the insights gained from per-
formance analysis, the second part of the
bibliometric analysis includes two sci-
entific mapping methods - co-citation
analysis and bibliographic coupling. Co-
citation analysis shows the publications
that are often cited together in one pub-
lication, uncovering the foundational
publications. Bibliographic coupling re-
veals thematic clusters that are formed
by publications, by identifying the links
between the publications based on the
references they share.

Five predominating clusters were
identified by defining a threshold of
n = 23 citations, depicted in Figure 3.
The blue color cluster is predominated
by C. I. Mbama & P. O. Ezepue (2018),

the purple cluster is predominated by
L. Blasco-Arcas et al. (2016), the green
cluster is predominated by S.-H. Chang
et al. (2016), the yellow cluster is pre-
dominated by K. Owusu Kwateng et al.
(2018), and the red cluster is predomi-
nated by E. Hickman et al. (2020).

The articles were clustered into com-
mon themes. The blue cluster covers
commerce and technology, including
digital platforms, sales strategies, and
user experience, which all have direct in-
fluence on customer experience in digi-
tal services. The purple and yellow clus-
ters cover broader themes, which have
some relevance to customer experience
in digital services. The purple cluster fo-
cuses on the impact and value of digital
tools and platforms for customer engage-
ment, brand experience, and behavior.
The yellow cluster covers the adoption of
digital technologies in various aspects of
human life, such as healthcare, finance,
retail, tourism, and education. The green
cluster focuses more on organizational
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Fig. 3. Bibliographic coupling of customer experience modeling in digital services publications
indexed in 2000-2022

themes, such as marketing, supply chain
management, and organization perfor-
mance. The red cluster is specifically
focused on customer experience in digi-
tal services, examining the leverage of
digital technologies and innovation in
enhancing the customer experience and
creating value for customers.

Overall, the shared theme between
the clusters is the influence of digital
technologies and platforms on customer
experience in digital services, although
the level of focus on this theme differs
among the clusters.

Co-citation analysis

To find seminal publications on the to-
pic, co-citation analysis was performed

to identify the publications that are often
cited together in other papers covering
customer experience in digital services.
The citation threshold of n = 4 citations
was set to identify the articles which
were cited by at least 4 articles of the
analyzed sample of 221 articles. The co-
citation analysis in VOSviewer returned
291 cited articles, combined into 8 clus-
ters (Figure 4).

Following the colored clusters depic-
ted in Figure 4, each cluster has two dom-
inant publications except for the brown
cluster, which is the smallest cluster and
has only one dominant publication. The
red cluster is predominated by F. D. Davis
(1989) and C. Fornell & D.-F. Larcker
(1981),the green cluster is predominated
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Fig. 4. Co-citation of customer experience modeling in digital services publications indexed in
2000-2022

by S. L. Vargo & R. F. Lusch (2008)
and Vargo et al. (2008), the blue clus-
ter is predominated by S. L. Vargo &
R. F. Lusch (2004) and J. Hair (2009),
the yellow cluster is predominated by
P. M. Podsakoff et al. (2003) and R. L.
Oliver (1980), the purple cluster is pre-
dominated by P. C. Verhoef et al. (2009)
and A. Parasuraman et al. (1988), the
light-blue cluster is predominated by K.
N. Lemon & P. C. Verhoef (2016) and J. J.
Brakus et al. (2009), the orange cluster is
predominated by I. Ajzen (1991) and E.
Lemke et al. (2011), and the brown clus-
ter is predominated by B. J. Pine & J. H.
Gilmore (1998).

The dominant publications listed
above are those that are commonly cited
in many of the articles from the analyzed
sample (n = 221). Overall, co-citation
analysis revealed 15 publications that

form the foundation of the analyzed
sample’s articles. Further, the discussion
covers the connection between the theo-
retical approaches of the foundational
publications and contemporary manage-
ment theories, as well as the challenges
posed to these theories in the post-pan-
demic context.

The dominant publications listed
above are those that are commonly cited
in many of the articles from the analyzed
sample (n = 221). Overall, co-citation
analysis revealed 15 publications that
form the foundation of the analyzed
sample’s articles. Further, the discussion
covers the connection between the theo-
retical approaches of the foundational
publications and contemporary manage-
ment theories, as well as the challenges
posed to these theories in the post-pan-
demic context.
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Discussion

The COVID-19 pandemic presented a
reason for a sudden digital transforma-
tion for most of the organizations. The
rise in number of publications on cus-
tomer experience in digital services after
2020, as depicted in Figure 1, supports
the assertion made in scientific literature
regarding the increasing significance of
digital service quality. As discussed ear-
lier in the paper, the unexpected digital
transformation introduced new chal-
lenges to organization management.

The bibliometric analysis revealed
that most of the articles published in
2000-2022, which focused on digital ser-
vice customer experience, either broadly
or in specific areas, have roots in the same
15 publications, spanning 1980-2016. In
these publications, links to contemporary
management theories are observed. The
publications discuss brand differentia-
tion through unique value and customer
experience (Lemke et al., 2011; Lemon &
Verhoef, 2016; Pine & Gilmore, 1998; Ver-
hoef et al., 2009), brand experience (Bra-
kus et al., 2009), understanding customer
behavior (Oliver, 1980), alignment of
service quality by customer expectations
(Parasuraman et al., 1988), and consider-
ation of factors that influence information
technology adoption (Davis, 1989), which
all relate to positioning school’s perspec-
tive of competitive advantage through
differentiation (Porter, 1985). Contempo-
rary change management approaches are
found in publications discussing service-
dominant logic and value co-creation
(Vargo et al., 2008; Vargo & Lusch, 2004,
2008). From the perspective of complex-
ity theory, other publications study com-
plex relationships and interactions among

variables using structural equation
modeling (Fornell & Larcker, 1981) and
multivariate data analysis (Hair, 2009),
the complexity of interplay between hu-
man behavior and environment (Ajzen,
1991), and causes of systematic meas-
urement errors in behavioral research
(Podsakoff et al., 2003).

For organization and business man-
agement, the COVID-19 pandemic
introduced challenges many of which
are still relevant to this day. In terms of
differentiation, businesses face shifted
customer expectations (Meena & Ku-
mar, 2022; Mehta et al., 2023; Planinc
& Kukanja, 2022; Pratap et al., 2023),
and the need to adapt to changing cus-
tomer behavior (Eger et al., 2021; Nar-
iswari et al., 2023; Yeoman, 2022). The
increased reliance on digital technol-
ogy has also altered the market condi-
tions (Antonyuk et al.,, 2021; Kudyba,
2020; Tiwari, 2022). To overcome these
and other new challenges, a successful
use of change management methods in
the post-pandemic market has become
a key measure to remain competitive
(Alichleh AL-Ali et al., 2022; Kasana
et al, 2023). The complexity theory’s
presumption that change is constant
and dynamic (McMullen & Schultz,
2021) has become highly relevant - as
the pandemic challenges have shown,
the established linear models of change
management may require revision to
avoid being obsolete. Based on the re-
sults of bibliometric analysis, the man-
agement research is addressing the dis-
cussed post-pandemic challenges since
recent articles root from the publica-
tions that are related to business dif-
ferentiation, change management, and
organizational complexity approaches.
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As can be seen, management theories
such as strategic positioning, contempo-
rary change management, and complex-
ity theory can play a role in overcoming
the latest challenges. Strategic position-
ing is concerned with cost leadership
and differentiation for a superior com-
pany’s position in the market. Literature
examples show that strategic positioning
theory is elaborated by researchers from
various fields who are trying to find solu-
tions to the practical management prob-
lems (e.g., Fumasoli et al., 2020; Kim et
al., 2021; Visscher et al., 2021).

Contemporary theories of change
management seek the most effective and
efficient ways of implementing change
that are appropriate for today’s context.
Contemporary change management
theories are gaining attention in recent
service management and customer ser-
vice publications. For example, D. Sittrop
& C. Crosthwaite (2021) discuss the use
of Kotter’s change management model
in the process of implementing cus-
tomer relationship management system,
R. Harrison et al. (2021) examines Kot-
ter’s and Lewin’s models’ application in
healthcare services, S. Bambauer-Sachse
& T. Helbling (2021) found that the use
of agile methods lead to increased cus-
tomer satisfaction with IT services, etc.

Finally, complexity theory is based
on the notion that organizations are dy-
namic, adaptive systems with emergent
qualities that cannot be completely un-
derstood by examining their elements
in isolation. It has the potential to ad-
dress the challenges of improving digital
services by revealing insights into their
adoption behavior (Zhang et al., 2021),
digital service innovation (Chae, 2014),

developing digital business
(Park & Mithas, 2020), etc.

In summary, although management
theories are not directly employed in the
studies of developing customer expe-
rience in digital service platforms, an
understanding of these theories can help
in finding solutions to the problems.

strategy

Conclusions

As a result of the pandemic, research on
the newly emerging challenges of digital
service management, such as increased
customer expectations and shifted behav-
ior, has grown rapidly in scientific litera-
ture. The number of scientific publications
on digital customer experience has more
than doubled since 2020, compared to the
period of 2000-2019. Academics agree on
positive customer experience being the
driver of customer satisfaction and loy-
alty, which drives the business toward its
goals. Scholars look for ways to address
the newly emerged managerial challenges
through various applications of digital
technologies, as the influence of digital
technologies and platforms on customer
experience was identified as a shared
theme between the publications. Based
on the results of bibliometric analysis, ar-
ticles published in 2000-2022 regarding
customer experience modeling in digital
services examine the aspects of digital
service challenges from the perspectives
of strategic positioning, change manage-
ment, and complexity theories. Although
these theories are not directly applied in
research that models customer experience
in digital services, an understanding of the
theories has a potential to contribute to
overcoming the emerging challenges.
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VADYBOS TEORIJU GALIMYBES GERESNEI SKAITMENINIY PASLAUGU KLIENTY

PATIRCIAI UZTIKRINTI

Santrauka

COVID-19 pandemija paspartino skaitmeniniy
platformy augima ir paskatino paslaugas teikianciy
jmoniy veiklos persikélimg j skaitmenine aplinka.
Kartu su jmoniy veiklos persikélimu j skaitmenine
aplinka pakilo klienty lakes¢iy skaitmeniniy pas-
laugy atzvilgiu kartelé bei pakito elgsena. Dél to
skaitmeniniy paslaugy kokybé tapo dar svarbesné,
o organizacijoms iskilo naujy issukiy.

Siekiant uzpildyti $ig spraga, straipsnyje bib-
liometrinés analizés pagrindu tiriama, kaip $iuo-
laikinés vadybos teorijos gali padéti geriau su-
prasti naujausius skaitmeniniy paslaugyu valdymo
is$tkius. Daugiausia démesio skiriama skaitmeni-
niy paslaugy klienty patirciai.

Bibliometriné analizé apima 2000-2022 m. lai-
kotarpiu publikuotus mokslinius straipsnius skait-
meniniy paslaugy klienty patirties modeliavimo
tema. Tyrimo imtj sudaro 221 mokslinis straipsnis. [
tyrimo imtj jtraukti moksliniai straipsniai, pasiekia-
mi moksliniy publikaciju duomeny bazéje Clarivate
Web of Sciece Core Collection. Tyrimas jgyvendintas
publikacijy nasumo rezultaty analizés ir moksli-
nio zemélapio sudarymo metodais iStyrus metinj
publikacijy ir ju cituojamumo skaiciu, publikacijy
bibliografines sasajas ir bendracitavimo analizg.

Teoriné analizé atskleidé, kad tyrimy apie
klienty patirties modeliavima verslas-verslui trans-
akcijy tipo kontekste, palyginti su verslas-klientui
perspektyva, yra nedaug. Taip pat pabréziama, kad
labai svarbu priimti sprendimus dél paslaugy tei-
kimo procesu, technologijy ir metody, kurie lemia
aukstesne paslaugy kokybe ir prisideda prie teigia-
mos klienty patirties. Nes teigiama klienty patirtis
lemia ju pasitenkinima ir lojaluma, o tai savo ruoz-
tu skatina jmone siekti savo tiksly. Siekiant padeéti

jmonéms atlikti $ig uzduotj, vadybos teorijos sitilo
gaires, kurias jmonés galéty pritaikyti priimdamos
sprendimus dél paslaugy teikimo tobulinimo.

Tyrimas parodé, kad moksliniy straipsniy
skaicius sparciai iSaugo po COVID-19 pandemi-
jos pradzios bei jzvelgiama $io skaiciaus didéjimo
tendencija. Bibliografiniy sasajy analizés pagrin-
du atskleistos pagrindinés skaitmeniniy paslaugy
klienty patirties publikacijy temos, susijusios su
skaitmeniniy technologiju poveikiu klientams,
klienty jsitraukimu ir patirtimi, inovacijy ir ver-
tés kirimu, organizacinémis strategijomis ir skait-
meniniy technologijy jsisavinimu tarp klienty.
Bendracitavimo analizé parodé, kad imtyje tirti
moksliniai straipsniai remiasi mokslinémis publi-
kacijomis, kuriy teoriné prieiga siejama su strate-
ginio pozicionavimo ir vadybos kompleksiskumo
teorijomis bei Siuolaikiniais pokyciy valdymo
metodais. Sie metodai padeda jmonéms geriau
suprasti pakitusia skaitmeniniy paslaugy klienty
elgsena, pasirinkti efektyvia kasty ir diferencija-
vimo strategijas bei jgyvendinti veiksmingesnius
poky¢ius ir diegti inovacijas.

Atsizvelgiant | tyrimo ribojimus, $iy teorijy
supratimas gali padéti spresti skaitmeniniy pas-
laugy srityje kylancius i§$ukius, nors skaitmeniniy
paslaugy klienty patirties modeliavimo aspektus
aptarian¢iuose moksliniuose straipsniuose $iuo-
laikinés vadybos teorijos nebuvo tiesiogiai taiko-
mos. Todél tolesni tyrimai, kuriuose $iuolaikiniy
vadybos teorijy prieigos buty tiesiogiai taikomos
modeliuojant klienty patirtj skaitmeniniy paslau-
gy srityje, galéty bati vertingi sprendziant naujai
kilusius i§$tkius dél pandemijos paskatinto spar-
taus paslaugy peréjimo i skaitmening erdve.
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The Motivational Factors of Necessity
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This paper centres on the phenomenon of entrepreneurship emerging from necessity. Through the adop-
tion of a dual methodological approach, the objective is to identify the motivating factors that determine
the establishment of businesses driven by necessity in Algeria. The quantitative approach utilizes principal
component analysis on a sample of 194 entrepreneurs, while the qualitative approach involves conduc-
ting semi-directive interviews with seven entrepreneurs from disadvantaged backgrounds. By employing
these methods, the study aims to uncover the primary variables that influence the occurrence of necessity
entrepreneurship in Algeria. The findings of this research shed light on the crucial internal and external
factors that contribute to necessity entrepreneurship. Remarkably, these results challenge the prevailing di-
chotomous framework often utilized to differentiate between necessity entrepreneurship and opportunity
entrepreneurship in research studies.

Keywords: necessity entrepreneurship, motivational factors, internal factors, external factors, Algeria.

Siame straipsnyje nagrinéjamas verslumo, kylan¢io i§ bitinybés, fenomenas. Taikant dvejopa
metodologija, siekiama nustatyti motyvacinius veiksnius, lemiancius verslo, kylanc¢io i§ butinybés,
steigima Alzyre. Taikant kiekybinj metoda, atlikta pagrindiniy komponenty analizé apklausus 194 vers-
lininkus. Kokybiniu metodu pusiau struktiruotu interviu apklausti septyni verslininkai, plétojantys
verslg nepalankioje aplinkoje. Taikant $iuos metodus iSryskéja tyrimo tikslas — atskleisti pagrindinius
veiksnius, dél kuriy Alzyre atsiranda verslumas i3 bitinybeés. Sio tyrimo rezultatai atskleidzia esminius
vidinius ir iSorinius veiksnius, prisidedancius prie verslumo butinybés. Pazymétina, kad $ie rezultatai
meta i$sukj vyraujanciai dichotominei sistemai, moksliniuose tyrimuose daznai naudojamai atskirti
butinybés verslumg ir galimybiy versluma.

Raktiniai Zodziai: butinybés verslumas, motyvaciniai veiksniai, vidiniai veiksniai, iSoriniai veiksniai,
Alzyras.

Introduction

Given its significance and increasing in-
fluence on economic growth, particularly
in terms of job creation, business revi-
talization, and innovation, the concept of
entrepreneurship has garnered renewed

attention from researchers across various
disciplines such as economics, mana-
gement, and sociology (Arhab, 2020;
Harada, 2022). An important literature
has thus developed at the intersection
between economics and management
sciences, notably concerning the role of
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the entrepreneur in economic growth.
These works agree on the fact that with-
out entrepreneurs, there will be little
or even no economic growth (Facchini,
2007).

Many studies have also demonstrated
the significant role of entrepreneurship
in reducing extreme poverty, which has
become endemic due to high unemploy-
ment, and this, particularly in developing
countries (Aziz et al., 2020). Consequent-
ly, the promotion of entrepreneurship
appears to be a key objective and an es-
sential strategy for the socio-economic
development of many developing coun-
tries (Abdellah, 2021).

The academic literature distinguishes
between two forms of entrepreneur-
ship: opportunity entrepreneurship and
necessity entrepreneurship. The former
encompasses entrepreneurs who actively
seek out business opportunities and em-
bark on ventures driven by their desire
to be their own boss and pursue the ad-
vantages associated with entrepreneur-
ship. Their decision to start a business is
not compelled by external factors or as a
last resort for survival but rather stems
from genuine aspiration. Conversely, the
latter category comprises entrepreneurs
who are “pushed” into entrepreneurship
due to a lack of viable alternatives. This
group demands particular attention, es-
pecially considering the significance it
holds for marginalized populations seek-
ing pathways out of poverty (Neymotin,
2021; O’'Donnell et al., 2021).

The literature that focuses on
necessity-based  entrepreneurship is
characterized by a lack of consensus re-
garding its impact on economic growth.
Indeed, while some works show the ab-
sence of a significant impact of this type

of entrepreneurship on economic growth
(Thurik & Wennekers, 2004), other stud-
ies show, on the contrary, the existence
of a negative effect on economic growth
(Urbano et al., 2020). This is due to the
fact that companies created by entrepre-
neurs driven by necessity are generally
small in size, have a short life expectancy,
operate in areas that are relatively non-
complex and require little investment
(Dencker et al., 2021).

In many developing countries, in-
cluding Algeria, it is widely acknowl-
edged that necessity entrepreneurship
is prevalent across various regions and
social groups (Global Entrepreneurship
Monitor, 2001; Himrane, 2020). However,
despite its increasing prevalence, there is
a noticeable scarcity and inadequacy of
dedicated research studies on this topic.

The object of this paper is to exa-
mine the phenomenon of necessity en-
trepreneurship. Specifically, its aim is to
contribute to the ongoing debate sur-
rounding the factors conducive to the
rise of necessity entrepreneurship in
developing countries. As such, the pri-
mary inquiry we seek to address is as fol-
lows: What are the factors that drive the
establishment of businesses born out of
necessity in Algeria?

The choice of this research question
is driven by the limited number of aca-
demic investigations focusing on this
matter, especially within the context of
Algeria. Additionally, studying necessity
entrepreneurship, particularly in deve-
loping countries, carries substantial sig-
nificance due to its potential to alleviate
poverty, create job opportunities, foster
innovation, diminish social disparities,
and encourage economic diversification.
Furthermore, our research explicitly
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concentrates on necessity entrepreneurs,
who frequently receive less acknowledg-
ment in comparison to the more promi-
nent innovation entrepreneurs (oppor-
tunity entrepreneurs).

From a methodological standpoint,
to address the posed question, we employ
a dual approach. Firstly, a quantitative
approach utilizing Principal Component
Analysis (PCA) is employed on a sample
of 194 individuals. This initial step aims
to identify the primary variables that
influence the occurrence of necessity
entrepreneurship in Algeria. Secondly,
a qualitative approach, through semi-
directive interviews with seven entrepre-
neurs from disadvantaged backgrounds,
allows us to complete the quantitative
approach by highlighting other variables
of a more subjective nature.

The academic literature differentiates
between two types of motivating factors:
external necessity factors and internal
necessity factors (Kimmitt et al., 2020;
Dencker et al., 2021). Building upon this
existing literature, the main objectives of
this article are as follows: (i) to identify
the internal factors associated with the
entrepreneur’s social capital that con-
tribute to the establishment of necessity-
driven businesses, and (ii) to determine
the external factors linked to the institu-
tional environment that drive the crea-
tion of necessity-based businesses.

The subsequent section entails an
extensive examination of the existing
literature concerning the phenomenon
of necessity entrepreneurship. Subse-
quently, the outcomes of the conducted
quantitative and qualitative analyses
will be elucidated. Following this, an
in-depth discussion of the obtained re-
sults will ensue. Ultimately, the article

concludes by offering final remarks and
conclusions.

Literature review

In the literature, a distinction is made
between two overarching categories of
entrepreneurship, namely opportunity
entrepreneurship and necessity entre-
preneurship. However, there is no con-
sensus in the literature on operational
definitions of “necessity” and “opportu-
nity” entrepreneurship (Fairlie & Fossen,
2020). Furthermore, there is growing
recognition that not all entrepreneurs
are equal in terms of their economic
contributions, with certain types of
entrepreneurs having a more substan-
tial impact than others (Baumol, 1990;
Urbano et al., 2020).

According to D. B. Audretsch et al.
(2021), it is essential to pay attention to
the different types of entrepreneurial
activities, because the quality of entre-
preneurship determines technological
change, structural transformation and
economic development.

The theory of “push” and “pull” mo-
tivators offers a valuable framework
for examining the motivation behind
entrepreneurial endeavors from vari-
ous perspectives (Baum & Locke, 2004;
Martiarena, 2020; Sedaghat & Lei, 2020).
It is argued that individuals engage in
entrepreneurship either out of neces-
sity, often driven by factors such as
long-term unemployment, or out of a
perceived opportunity to achieve profit-
ability. These two circumstances have led
to the development of the push theory,
associated with necessity entrepreneur-
ship, and the pull theory, associated with
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opportunity entrepreneurship. The con-
cept of Push/Pull is addressed in the lite-
rature through two distinct approaches:
the economic approach and the psycho-
sociological approach (Arhab, 2020).
The economic approach is the first
to distinguish between push and pull in
entrepreneurship. It is based on Knight
Frank’s (1921) theories of entrepre-
neurial and professional choice. Entre-
preneurship is perceived as the result of
an economic calculation aimed at maxi-
mizing the factors available to the poten-
tial entrepreneur (Knight Frank, 1921).
A. R. Oxenfeldt (1943) concludes that
economic cycles of prosperity or full em-
ployment do not necessarily generate a
dynamic of business creation. Economic
depressions can also explain business
creation. He continues that at the micro
level, the existence and attraction of jobs
and the high wage rate during times of
economic prosperity would destroy the
incentives of potential entrepreneurs.
Regarding the psycho-sociological
approach, A. Shapero & L. Sokol (1982)
explore entrepreneurial motivations in
the light of the push-pull classification:
as far as the profile of the entrepreneur
is concerned, it may depend, at least in
part, on the circumstances that gave rise
to the creation of his or her enterprise.
These circumstances can be negative or
positive elements. According to these au-
thors, the creation of a business is not the
act of an individual as in the economic
approach. It results from a set of inter-
acting factors: individual, society, family,
etc. Via the concept of displacement, the
authors employ the notions of push and
pull. They view displacement as a social,
situational and exogenous factor that is

most often imposed on the individual
(Shapero & Sokol, 1982).

How can an entrepreneur be defined as
operating out of necessity?

Academic interest in necessity entre-
preneurship, which refers to entrepre-
neurial activities arising from a lack of
viable employment alternatives, has wit-
nessed a notable increase over the past
four decades. This heightened interest
can be attributed to the stark contrast it
presents in comparison to the common-
ly portrayed image of entrepreneurs as
ambitious individuals driven by oppor-
tunities to create substantial wealth. En-
trepreneurs by necessity are compelled
to engage in entrepreneurial activities,
establishing businesses that often pos-
sess limited growth prospects and tend
to replicate existing offerings within the
marketplace (Dencker et al., 2021). Con-
sequently, person with higher incomes
are less likely to be pushed into entre-
preneurship as a way to meet their basic
needs (Dencker et al., 2021; Sendra-Pons
et al.,, 2021).

In a recent study conducted by
A. M. Androniceanu et al. (2022) across
16 countries in Europe, Latin America,
Taiwan, and Iran, spanning the period
from 2011 to 2019, intriguing findings
emerged. It was observed that the fear
of failure, often considered a deterrent
to entrepreneurial initiation, exhibited
positive effects on the Total early-stage
Entrepreneurial Activity (TEA) index.
This suggests a paradoxical relationship
wherein the fear of failure coexists with
the inclination to embark on new entre-
preneurial ventures.
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A. M. Androniceanu et al. (2022) exa-
mine recent articles published between
2019 and 2020, shedding light on various
factors that exert influence on entre-
preneurship. These factors encompass
legislative and normative actors, social
elements, financial considerations, tech-
nological aspects, political influences,
and macroeconomic conditions.

C. Tessier-Dargent (2015) provides a
summary of the literature’s findings per-
taining to the characteristics of necessity

entrepreneurs and the associated catego-
ries, as outlined below:

Initially, necessity entrepreneurship
described small businesses created, espe-
cially by women, in developing countries
as a way to escape poverty and survive
(Thurik & Wennekers, 2001; 2004), as
women face higher barriers to entering
the formal labour market and must re-
sort to entrepreneurship to escape un-
employment and often poverty (Sultan
& Sultan, 2020).

Table 1. Characteristics of the necessity entrepreneurs

- Risk aversion compared to opportunity entrepreneurs.

The traits - The need for independence and self-actualization is less important than for
opportunity entrepreneurs.

- Unemployment.

- Regardless of whether their perception is justified or not, necessity entrepreneurs
often hold a negative outlook regarding their prospects of securing employment
in the labor market.

Motivations - Necessity entrepreneurs may experience feelings of frustration towards their
employers.

- Lack of stimulation and interest in work.

- The motivations for necessity entrepreneurship encompass cultural, situational,
and psychological factors.

- Asignificant proportion (45%) of necessity entrepreneurs are older than 45 years
and have lower levels of education.

- Women constitute the majority of necessity entrepreneurs, particularly in
developing countries.

Dem(?graphlc, - Necessity entrepreneurs tend to have less work experience.

social and T b L " - dentif ool ol
human capital - ey ma)-l‘ ave limited ability to identify and capitalize on entrepreneurial
characteristics opportunities.

- Many necessity entrepreneurs have limited or no access to entrepreneurial
networks.

- Factors such as poverty, poor health, marginalization, and discrimination drive
certain populations to engage in survival entrepreneurship.

- A higher level of social protection and a more comprehensive pension system are
associated with a lower prevalence of necessity entrepreneurship.

. - There is a negative correlation between GDP per capita and the incidence of
Environment . .
necessity entrepreneurship.

- Entrepreneurs driven by necessity place greater importance on institutional

support compared to entrepreneurs driven by opportunity.

Source: C. Tessier-Dargent (2015).



108

Yousra SELLIDJ, Abdelhakim LOUNACI, Mehdi BOUCHETARA

The concept widely adopted by the
research community proposed by the
Global Entrepreneurship Monitor (GEM),
as part of the value creation paradigm,
means that the poor in low-income and
developing countries are forced into en-
trepreneurship, while entrepreneurs in
developed countries seek profitable and
innovative market opportunities.

M. H. Morris et al. (2022) introduces
the concept of “poverty responsibility”
in enterprise development by people at
a disadvantage. The concept focuses on
literacy gaps, scarcity mindset, intense
non-market pressures, and lack of a safety
net. They investigate the implications of
this fragility for business dynamics and
how particular poor entrepreneurs work
through this condition. Such survival-
ist entrepreneurs spring up in a climate
of low levels of welfare and high rates of
corruption. A major key to the spread of
necessity entrepreneurship is linked to
microcredit, the granting of micro-loans
to the impoverished to allow them to de-
velop a range of relatively simple income-
generating activities. (Bhuiyan & Ivlevs,
2019; Robert et al., 2021).

What is the specific entrepreneurial
context in Algeria?

To investigate entrepreneurial activity
in Algeria, we initially draw upon the
2011 Global Entrepreneurship Monitor
(GEM) study, which focuses on indivi-
duals rather than companies. The study
encompasses a sample of 3,500 individu-
als aged between 18 and 64 in Algeria.
The sample is stratified by region, with
the Algerian territory divided into four

major regions or strata: West, Center,
East, and South.

According to the survey results, Alge-
ria falls into the category of factor-driven
countries, wherein economic growth
primarily relies on the utilization of raw
materials, such as energy resources and
hydrocarbons. The entrepreneurial ac-
tivity rate (EAR) is determined by two
indicators: the rate of emerging entrepre-
neurs and the rate of new entrepreneurs.

The study reveals that in Algeria in
2011, 46% of entrepreneurs stated that
they established their businesses to seize
opportunities, while 37% did so out of
necessity. Upon examining the data in
detail, it becomes evident that the crea-
tion of businesses due to necessity is
significant in more than 50% of the sur-
veyed wilayas. For instance, wilayas like
Blida, Sétif, Bejaia, Tlemcen, and others
demonstrate a relatively higher pro-
portion of businesses established out
of necessity compared to those estab-
lished to exploit business opportunities.
Conversely, wilayas such as Tizi Ouzou,
Biskra, Ouargla, and Mascara showcase a
different trend.

Furthermore, the study highlights the
noteworthy observation that entrepre-
neurship driven by necessity is relatively
prevalent among individuals in the age
groups of 24-34 and 35-44. In these age
brackets, the likelihood of engaging in
entrepreneurship due to opportunity is
comparatively lower than that of starting
a business out of necessity. This particu-
lar category primarily consists of young
individuals who transition from the edu-
cational system to the entrepreneurial
path as a means of entering the profes-
sional realm.
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Methodology

To investigate the determinants of neces-
sity entrepreneurship in Algeria, we have
chosen to use a quantitative approach.
Our primary method of data collection
involved administering a questionnaire to
a carefully selected sample of 308 entre-
preneurs who had been previously iden-
tified. This sample comprises individuals
from diverse categories who have success-
fully established their own businesses.

Based on the findings from the re-
view of existing literature, a comprehen-
sive questionnaire was developed to gain
a holistic understanding of the various
internal and external factors that can
stimulate the formation of businesses
due to necessity in the specific Algerian
setting. This questionnaire was inspired
by the studies carried out by C. B. Tunali &
S. Sener (2019) and P. Arenius & M. Min-
niti (2005), which provided insights into
demographic and economic variables
(such as age, gender, education level, and
family income), as well as other factors
that capture individuals’ attitudes and
beliefs regarding business establishment
in the Algerian context.

Thus, our questionnaire was struc-
tured into seven sections, each addres-
sing specific aspects. These sections
include: (i) the characteristics of the es-
tablished enterprise, (ii) the educational
background of the entrepreneur, (iii) the
prior experience of the entrepreneur, (iv)
the strategic considerations of the cre-
ated enterprise, (v) the entrepreneurial
institutional ecosystem, (vi) the contex-
tual factors surrounding the enterprise
creation project, and (vii) the influence

of the family and relatives on the entre-
preneurial endeavor.

Additionally, we employed a quali-
tative methodology by conducting
semi-structured interviews with seven
entrepreneurs driven by necessity. The
interview guide comprises five sections,
each exploring specific areas. These sec-
tions encompass: (i) the characteristics
of the established enterprise, (ii) the
educational background of the entrepre-
neur, (iii) the strategic considerations of
the created enterprise, (iv) the ambitions
of the entrepreneur, and (v) the influence
of the family and relatives on the entre-
preneurial journey.

Results
Sample characteristics

194 people agreed to answer the question-
naire (a response rate of 63%), of whom
111 had the required characteristics.

Our sample is composed of almost
83% men (17% women). This distribution
reflects the reality on the ground. Indeed,
only 8% of businesses in Algeria were cre-
ated by women (CNRC, 2021). As for the
age distribution of respondents, nearly
75% are under 45 years old. Thus, as the
CNRC statistics show, business creation is
mainly done by young people.

As for the level of education, the ma-
jority of the individuals surveyed hold
at least a bachelor’s degree when they
started their business. It should be noted,
moreover, that 38.7% of the entrepre-
neurs exercise an activity in parallel to
their entrepreneurial activity.

Regarding the legal status of the es-
tablished companies, approximately 50%
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Fig. 1. Reasons why the interviewed entrepreneurs carry out parallel activities

of them are limited liability companies
(Ltd) consisting of at least two partners,
while 28% are one-person limited liability
companies (EURLs). Additionally, 34% of
these companies operate in the service
sector, 18% in the trade sector, and 14%
in the construction sector. In terms of
company size, 76.5% of them are consi-
dered Very Small Enterprises (VSEs) with
a workforce ranging from one to nine em-
ployees. This distribution aligns with the
overall economic landscape of Algeria.
Notably, available statistics on the Small
and Medium Enterprises (SMEs) sector in
Algeria indicate their significant presence
within the national economic structure,
accounting for nearly 95% of the overall
business fabric.

What drives the creation of a business:
Entrepreneurship of opportunity or
entrepreneurship of necessity?

To distinguish the motivations of en-
trepreneurs, we utilize the research

conducted by V. Jafari-Sadeghi (2020).
The respondents are categorized into two
groups: opportunity entrepreneurs and
necessity entrepreneurs. Additionally,
there is a mixed category that includes
respondents with a combination of both
motivations. The table below provides a
clear representation: those who choose 1
are identified as opportunity entrepre-
neurs, while those who choose 3 and/
or 4 are categorized as necessity entre-
preneurs. On the other hand, individuals
who choose 2 exhibit mixed motivations.

It is observed that a mere 7.2% of the
sample analysed comprises entrepre-
neurs whose motivations are exclusively
driven by the pursuit of innovative ideas,
while 36.9% exhibit motivations solely
rooted in necessity.

The findings also indicate that a
significant proportion of respondents,
approximately 40%, embarked on en-
trepreneurship fuelled by a desire for au-
tonomy and independence. Remarkably,
only 2 out of 111 respondents expressed
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Table 2. Motivations for starting a business

Type of motivation

Answer choice

Frequency (%)

Opportunity motivations

[1]. Tt is a project that is new in
our country

8(7.2%)

Mixed motivations

[2]. Tt is a project that provides
solutions to market needs

62 (55.9%)

[3]. This is a project that allows
me to earn an income

25 (22.5%)

Necessity motivations

[4]. It is an idea inspired by what
works well in the market

16 (14.4%)

Total

111 (100%)

Source: the authors’ processing.

a preference for being employees rather
than entrepreneurs. Moreover, it is note-
worthy that 20% of the respondents ex-
plicitly stated that their companies were
established out of a sense of passion.

In terms of the measures taken to
establish their companies, it was found
that 80% of the respondents did not
avail themselves of support organiza-
tions. Moreover, 76.6% conducted a
market analysis, while 55.8% developed
a comprehensive business plan. Interest-
ingly, 86.4% of the respondents seized
opportunities as they emerged, without
conducting any prior studies prior to
initiating their ventures. Additionally,
68.4% formed partnerships with poten-
tial customers or suppliers.

Following a concise descriptive anal-
ysis of the survey data, we shall proceed
to conduct a principal component analy-
sis. This analytical approach will enable
us to comprehend the underlying con-
nections between various motivational
factors and the decision-making process
regarding the type of entrepreneurial ac-
tivity chosen by individuals.

The categorization of activities is rep-
resented by the vector A4. To be more

specific, A4-1 corresponds to commercial
activities, A4-2 denotes artisanal activi-
ties, A4-3 represents agricultural activi-
ties, and A4-4 signifies service activities.
The variable A3 pertains to the en-
trepreneurial experience of the re-
spondents. Consequently, A3-1 denotes
individuals who are undergoing their in-
itial entrepreneurial experience, whereas
A3-2 characterizes those who lack prior
experience in entrepreneurship.

Analysis of the role of internal factors

The correlation analysis conducted high-
lights noteworthy associations between
various variables. Specifically, the find-
ings indicate that commercial activity
displays a moderate correlation with risk
perception. On the other hand, artisa-
nal activity reveals a positive correla-
tion with family support, perception of
personal abilities, motivation to start a
business, and degree of satisfaction. Fur-
thermore, service activity demonstrates
a positive correlation with the time
spent on project completion and the de-
gree of motivation. It is also worth not-
ing that individuals involved in their first
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Fig. 2. Internal factors analysis

entrepreneurial experience exhibit posi-
tive correlations with family support,
perception of personal abilities, moti-
vation to start a business, and degree of
satisfaction. However, engaging in multi-
ple entrepreneurial experiences does not
display a positive correlation with any of

the internal factors under investigation.

Analysis of the role of external factors

The findings of the correlation analysis
offer significant insights into the interre-
lationships among diverse factors within
the entrepreneurial domain. Specifically,
the outcomes reveal that commercial
activity displays a moderate correlation
with the selection of financing options,

Table 3. Internal variables of the PCA

Variable code Significance
Al13 Level of motivation
Al4 Risk perception
F3 Motivations to create a company
F4 The perception of personal abilities
F6 The duration allocated for project realization
F7 Satisfaction level
G3 Family support

Source: the authors’ processing.
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Fig. 3. External factors analysis

the choice of legal status, and the acqui-
sition process for the enterprise’s legal
status. Similarly, in the case of artisanal
activity, a positive correlation is evident
with the choice of legal status and the
formalization of the activity. Additionally,
the service sector demonstrates a mode-
rate correlation with the perception of
the institutional environment in Algeria.
Individuals embarking on their first en-
trepreneurial experience exhibit positive
correlations with the choice of legal status

and the formalization of the activity. Con-
versely, engaging in multiple entrepre-
neurial experiences displays a moderate
correlation with the perception of the Al-
gerian institutional environment.

Qualitative analysis of the motivations
for starting a business out of necessity

Subsequently, we will outline the out-
comes derived from a qualitative analysis

Table 4. External variables of the PCA

Variable code Significance
A6 Obtaining a legal status for the business
A7 Selection of the legal category
All Funding options
E4 The perception of the Algerian institutional environment

Source: the authors’ processing.
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Table 5. Reasons for engaging in business creation

Interview n° Activity Verbatim
. Fish sale «Advanced age, physical limitations, and the involvement of a fam-
ily member in the same field»
2 Poultry sale «I am committed to preserving the legacy of my parents’ work.»
3 Sale of keys «Following a training»
4 Fruit sale «I had no other alternative options»
5 Sale of aromatic «Given the absence of alternative options, I resorted to a random
herbs selection for my current activity.»
6 Fruit sale «I had no other alternative options»
; Fish sale «Due to the closure of the company I was employed at, I found

myself without any viable alternative.»

Source: the authors’ processing.

comprising semi-structured interviews
conducted with a cohort of seven neces-
sity entrepreneurs.

Through the interviews carried out
with the group of seven entrepreneurs,
key motivations behind their initiation of
businesses due to necessity were unveiled.
These include advanced age, prior engage-
ment in craft training, upholding a family
tradition, and limited alternative options.

Summary of the motivations expressed

The outcomes of the interviews empha-
size the predominant attributes observed
among the participants. These entrepre-
neurs have not undergone training that
would equip them with the necessary en-
trepreneurial and managerial competen-
cies. Consequently, they establish busi-
nesses as a result of the absence of viable

Table 6. Summary of the motivations expressed during the interviews

Resistance Insufficient
Carrying Absence | Insufficiencyin | Absence of assistance .
o h . . . towards Family
N° | ona family | of drive or | entrepreneurial | alternative . from the
.. . . salaried . support
legacy ambition competencies options pertinent
employment ..
authorities
1 X X X X X X X
2 X X X X X X X
3 X X X X X
4 X X X X X
5 X X X X X X
6 X X X X X
7 X X X X X

Source: the authors’ processing.
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employment alternatives and a sense of
neglect from the relevant authorities.

The principal characteristics of the
established businesses

The interviewees, predominantly male,
have been engaged in necessity entre-
preneurship for over 20 years. Their edu-
cational attainment is limited to a high
school level, and they express a high level
of satisfaction. However, the businesses
established by these individuals primar-
ily operate in the informal sector. These
businesses tend to be small-scale, often
employing only a few individuals. The
management of these enterprises sel-
dom considers competition or explores
opportunities for expansion. This can
be attributed to their contentment with
the current state of affairs and the uncer-
tainty associated with the risks of busi-
ness expansion, indicating a tendency
towards risk aversion.

commercial ventures are where entre-
preneurship born of necessity is most
prevalent (Vivarelli, 2013; Dencker et al.,
2021). This is consistent with the find-
ings of our survey. Therefore, through an
examination of internal factors, we de-
monstrate a direct connection between
the decision to participate in a business
venture and a propensity for embracing
risk. Conversely, when it comes to en-
gaging in artisanal pursuits, we reveal
a positive link between the amount of
time dedicated to realizing the project
and the level of motivation involved.
Through a thorough examination of
external factors, we establish the presence
of a positive relationship between opting
for a business venture and various deci-
sions such as the selection of financing
methods primarily relying on personal
funds, the choice of legal structure (e.g.,
Ltd or EURLs), and the decision to reg-
ister with the CNRC (trade register).
Similarly, in the context of artisanal
activities, a similar positive correlation

Discussion exists across these factors (excluding the
choice of financing type).
Multiple academic studies demon- Within our sample, there is a notable

strate that small-scale artisanal and

positive association observed among

Table 7.Characteristics of the companies created

. . Training Customer and
. o Duration of Education .. .
Interview n' .. Status pertaining to competition
the activity level .

the specific field strategy
1 <1 year Formal Primary Education No No
2 20 years Formal Secondary Education Yes No
3 20 years Formal High school No Yes
4 25 years Informal High school No Yes
5 30 years Informal Secondary Education No No
6 1 year Informal Secondary Education No Yes
7 24 years Informal High school No Yes

Source: the authors’ processing.
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entrepreneurs who embark on their ini-
tial entrepreneurial endeavor and sev-
eral key variables, including their self-
perceived abilities, the level of support
received from family, the extent of satis-
faction derived, and the motivations
driving them to start a business out of
necessity. Conversely, the inverse holds
true for those who have experienced a
second (or subsequent) entrepreneurial
venture.

It is difficult to categorize entrepre-
neurs into a rigorous and clear-cut di-
chotomy, as 36.9% of the entrepreneurs
in our sample express pure necessity
motives, 7.2% express pure opportunity
motivations, and 55.9% express mixed
motivations. We have observed that
even entrepreneurs introducing innova-
tive and novel ideas to the market pos-
sess elements of necessity, such as the
drive to avoid falling into poverty, and
conversely, entrepreneurs classified as
driven by necessity also encompass as-
pects of innovation and capitalizing on
opportunities. In other words, entrepre-
neurs categorized as having motivations
rooted in necessity also incorporate di-
mensions of innovation and opportunity
exploitation. This finding is in line with
that of E. L. Eijdenberg et al. (2015), who
advocate the notion that entrepreneurial
motivations are not always binary; an
individual may start a business for both
opportunity and necessity reasons.

The results of the interviews enable us
to draw a number of conclusions, which
are then reported in the parts that follow:
- Age: While there is no clear age range

among the entrepreneurs we spoke

with, all of them began their busi-
nesses when they were quite young,
which is in contrast to the research

we mentioned in our literature review
(Tessier-Dargent, 2015), which claim
that older people tend to pursue this
sort of entrepreneurship more fre-
quently. In just 2 of the 7 cases, these
claims are verified.

Selection of business category: The
literature (Vivarelli, 2013; Dencker et
al., 2021) is consistent with the fact
that the interviewees are and have
only ever been asked about commer-
cial and artisanal activities
Entrepreneurial motivations: The in-
terviews conducted reveal a consistent
pattern where individuals with limited
education and training face challenges
in attaining high-paying employment
opportunities. As a result, entrepre-
neurship emerges as their sole viable
option for improving their socioeco-
nomic status. This finding aligns with
the existing literature discussed by
Y. Robichaud et al. (2010), V. Jafari-
Sadeghi (2020), and M. Sedaghat &
P.W. Lei (2020).

Entrepreneurship as a pathway out
of poverty: Indeed, the interviewees
assert that entrepreneurship serves
as their sole avenue to support their
families and prevent themselves from
experiencing poverty. This observa-
tion aligns with the findings of the re-
search examined by A. Muhhammad
Shafiu et al. (2020) and M. H. Morris
et al. (2022).

The formal dimension of the acti-
vity: Among the interviewees, four
out of seven individuals are engaged
in the informal sector, while the re-
maining work within the formal sec-
tor. However, they express discontent
with their current reality and express
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a preference for remaining in the
informal sector for various reasons.
Firstly, they perceive an unfairness
in the competition dynamics, as their
counterparts in the informal sector
can easily manipulate the prices of
their goods due to their lower ex-
penses compared to formal competi-
tors, such as rent, taxes, and health
authority inspections. Secondly, they
do not feel adequately supported by
local authorities. These characteristics
are particularly distinctive within the
Algerian context, and they align with
the findings of U. Uzo et al. (2021).
Financing: Entrepreneurs primarily
rely on self-funding or loans obtained
from family members to finance their
ventures. Interestingly, they express a
notable lack of confidence in business
support organizations, which corro-
borates the findings of C. Tessier-
Dargent (2015).

Factors of ambition and satisfac-
tion: None of the interviewees ex-
hibited any indications of ambition.
instance, interviewee number
5 has been engaged in the same in-
formal activity for three decades and
does not envision pursuing any other
path, despite the limited income and
absence of social protection. Surpris-
ingly, they express a remarkably high
level of satisfaction despite the unfa-
vorable circumstances. These findings
align with the “push” motivations of
the widely recognized “push/pull”
theory extensively discussed in the
literature by O. Giacomin et al. (2006),
Z. Gyori et al. (2019), A. Martiarena
(2020), and S. Alam et al. (2021).

For

Conclusions

This article aims to examine the factors
that drive necessity-based entrepreneur-
ship in developing countries. Specifically,
it seeks to comprehend how various in-
ternal and external factors contribute to
the inclination of Algerian entrepreneurs
to establish businesses out of necessity.
To achieve this objective, a combined
quantitative and qualitative methodol-
ogy has been employed.

The companies investigated primarily
fall into the small business category, with
76.5% of them employing a workforce
ranging from one to nine individuals.
These companies are engaged in three
distinct types of activities: commercial,
craft, and service-oriented.

Based on the quantitative analysis
of the questionnaire results, it can be
inferred that both internal and external
factors exert a certain level of influence
on the various types of activities, albeit
in distinct ways.

The qualitative analysis allowed us to
observe that entrepreneurship out of ne-
cessity is not necessarily age-dependent
because the interviewees presented the
same characteristics, regardless of their
age category. These findings align with
the assertions made by M. Cowling &
W. D. Bygrave (2007), who define neces-
sity entrepreneurs as individuals com-
pelled to pursue entrepreneurship due to
the absence of better employment alter-
natives. This positions our study within
the framework of “push” motivations,
emphasizing the driving factors behind
their entrepreneurial endeavors.

Through our research, we are able
to shed light on entrepreneurs who fall
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into the category of necessity, often over-
shadowed by the success and popular-
ity of innovation entrepreneurship, also
known as opportunity entrepreneurship.
We have gathered valuable information
about these entrepreneurs, including
their motivations, their perceptions of
the surrounding environment, and how
it impacts their endeavors.
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BUTINYBES VERSLUMO MOTYVACINIAI VEIKSNIAI ALZYRE

Santrauka

okslinéje literattroje i§skiriamos dvi verslumo ra-
$ys: galimybiy verslumas ir batinybés verslumas.
Pirmasis tipas apima asmenis, kurie aktyviai iesko
verslo perspektyvu, yra motyvuojami nepriklau-
somybés ir finansinés naudos siekio. Ju sprendima
pradéti versla lemia tikros ambicijos, o ne i$orinis
spaudimas ar paprasciausias iSgyvenimo porei-
kis. Batinybés verslumas — priesingai — yra vers-
lininkai, priversti uzsiimti verslu dél riboty pers-
pektyviy galimybiy. Sia grupe pirmiausia sudaro
marginalizuoti gyventojai, ieskantys budy skurdui
sumazinti. Labai svarbu $iai grupei skirti ypatinga
démesj, ypac besivystanciose $alyse, kur batinybés
verslumas yra placiai paplites.

Sio straipsnio tikslas - istirti butinybés vers-
lumo reiskinj, ypa¢ atsizvelgiant i jo paplitima
besivystanciose $alyse. Siekiama prisidéti prie
vykstanciy diskusijy apie veiksnius, skatinancius
butinybés versluma. Tyrime taikoma kombinuota

kiekybiné ir kokybiné metodologija siekiant is-
tirti, kaip vidiniai ir iSoriniai veiksniai prisideda
prie verslininky polinkio kurti versla i§ batinybés.
Dauguma tirty bendroviy yra mazos jmonés, ku-
riose dirba daugiausia nuo vieno iki devyniy dar-
buotojy. Sios jmonés uzsiima komercine, amaty ir
paslaugy veikla. Kiekybiné klausimyno rezultaty
analizé atskleidzia, kad $iai veiklai jtaka daro tiek
vidaus, tiek iSorés veiksniai, nors ir skirtingai. Pa-
stebétina, kad rezultatai meta i$sukj moksliniuo-
se tyrimuose vyraujanciai dichotominei sistemai,
daznai naudojamai batinybés ir galimybiy vers-
lumui atskirti. Kokybiné analizé rodo, kad amzius
neriboja verslumo i§ buatinybés, nes jvairiy am-
ziaus kategorijy apklaustieji pasizymi panasiomis
savybémis. Palyginti su inovacijy verslininkais,
batinybés verslininkams daznai skiriama maziau
démesio, tad Sis tyrimas suteikia vertingy jzvalgy
apie jy motyvacija ir aplinkos suvokima.
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The article assesses health care professionals’ perspectives on personalized psychosocial support (PPS) de-
velopment in routine cancer care. Using the methodology of an explanatory longitudinal research design,
the factors that condition the development of PPS in the organization are identified from a retrospective
and prospective point of view. The results of the research support the evidence regarding the implementa-
tion of a person-centered approach in different cancer care settings around the globe and identifies the
gaps in developing PPS in cancer care that may be applied to PPS development elsewhere in the country.
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Straipsnyje vertinamas onkologijos srities sveikatos priezitros specialisty poziaris j personalizuo-
tos psichosocialinés pagalbos (PPS) vystyma kasdienéje praktikoje. Naudojantis aiskinamojo tipo il-
galaikio tyrimo metodologija, retrospektyviniu ir perspektyviniu poziariais identifikuojami veiksniai,
salygojantys PPS vystyma organizacijoje. Atlikto empirinio tyrimo rezultatai patvirtina pasaulines
i asmenj orientuoto pozitrio prieigos jgyvendinimo tendencijas ir nustato trukdzius, kurie gali bati
svarbiis dél PPS plétojimo ir kitose srityse bei organizacijose, atsirandancius integruojant PPS i rutinine

jstaigy veikla.

Raktiniai ZodZiai: personalizacija, psichosocialinés pagalbos vystymas, onkologiniy pacienty sveikatos
priezitira.

Introduction psychological factors (Frazier, 2020; van

Dulmen et al., 2015). The importance of

Relevance of the topic. Modern health-
care worldview has significantly moved
from a traditional disease-based ap-
proach to person-centered care, that is
based on Engel’s biopsychosocial model
(1977) theory which endorses a holistic
approach and states that health con-
sists of interacting biological, social and

such changes is prioritized for the people
that have comorbidities, chronic condi-
tions (Wagner et al., 2021) such as can-
cer patients. Up to date, the adoption of
person-centered care is widely viewed as
a vital step in creating high-quality care
focused on treating patients as people
(Moody et al., 2018).
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Conceptually, person-centered care
is a model in which health-care provid-
ers are encouraged to partner with pa-
tients to co-design and deliver care that
provides people with the high-quality
care they need and improve health-care
system efficiency and eftectiveness (San-
tana et al., 2018, p. 430). One of the ba-
sic directions of change when creating a
person-centered care model is the inte-
gration of psychosocial support that is
targeted to complexity of physical, so-
cial, emotional, and spiritual needs of
the patients and plays an important role
in their care (Grassi et al., 2017, Scholl
et al., 2014).

However, clinical health care ser-
vices are not primed to meet psycho-
social needs of the patient (Jacobsen,
2017; Patlak et al., 2011) even though the
need to do so has been widely agreed.
It is still usual practice when health
care does ‘to’ or for’ people rather than
‘with’ them, finds it difficult to include
people in decisions, and views peo-
ple’s goals only in terms of particular
clinical outcomes. Adopting person-
centered care as a daily practice requires
radical changes not only in service de-
livery but it also changes the roles of
health care professionals and patients
too making an important cultural shift
in the first place (Coulter and Oldham,
2016; The Health Foundation, 2014). The
search for ways how to implement all
the changes in health and social care has
been called as personalization which pri-
marily started as an independent move-
ment to achieve more choice and control
over peoples with disabilities life and has
been developed as a wide-ranging public
service reform in social and health care in
UK and many other countries (Carey et

al., 2018, Needham, Glasby, 2014; Pavo-
lini and Ranci, 2008). In addition to this,
personalization has been universally rec-
ognized as the best approach to meet the
need for psychosocial support through a
variety of practical tools and decisions
(Person Centred Care/Coalition for
Collaborative Care/Medical directorate,
2015; Spicker, 2012).

These fundamental changes are
highlighted in the global strategy on
integrated people-centred health ser-
vices (World Health Organization, 2015)
which is a call for every Western country
to make radical changes in the way how
health services are funded, managed and
delivered. As a result, the search for an
effective PPS model that fits the specific
health care context is a priority. It should
be noted that such transformation re-
quires a radical mental shift as well
as fundamental change in traditional
healthcare service provision (Evén et al.,
2019, Berntsen et al., 2018). In the ab-
sence of a national framework, it is dif-
ficult to develop and establish this care as
core to the clinical services that are now
provided (Neamtiu et al., 2016). To sup-
port this development nationally, there
is need for organizational level research
which identifies the barriers and oppor-
tunities to integrate the clinical with psy-
chosocial aspects of cancer care (Bernt-
sen et al., 2018; Brummel et al., 2016).

The research problem: what are the
HCP perspectives on PPS development
in routine cancer care?

The research object is HCP’ perspec-
tives on PPS development.

The research aim is after providing
theoretical background on PPS develop-
ment in cancer care, to present the main
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study results on HCP’ perspectives on
PPS development.

The research methods: scientific lit-
erature review, systematisation, generali-
sation, and comparison in the theoretical
part, and explanatory longitudinal quali-
tative interviews analysis in the empiri-
cal part.

Personalization in cancer care

Cancer care is a great challenge for
modern healthcare systems because of
its complexity. After receiving a cancer
diagnosis patient aside from physical
health problems such as pain, disfigure-
ment, long term treatment side effects
also face with a variety of psychosocial
issues including emotional stress, mental
disorders, financial hardships and other
that emerge throughout cancer journey
and afterwards (Veeraiah, Kayser, Sud-
hakar, 2022; Lewandowska et al., 2020;
Sender et al., 2020; Anuk et al., 2019). All
the cancer related problems that occur
in the patient’s mental, physical, social,
or spiritual nature is referred as psycho-
social needs or psychosocial distress. Ac-
cording to the National Comprehensive
Cancer Network (2023), distress may in-
terfere with one’s ability to cope effective-
ly with cancer and disease related symp-
toms during treatment and afterwards.
Distress in an individual extends along
a continuum, ranging from common
normal feelings of vulnerability, sadness,
and fears to problems that can become
disabling, such as depression, anxiety,
panic, social isolation, and existential
and spiritual crisis. As a result, high dis-
tress levels in cancer care associates with
poorer health outcomes, poorer quality

of life, increased morbidity and mortal-
ity, increased health care costs, treatment
noncompliance, and longer hospital stays
(Cochrane et al., 2022; Carlson et al.,
2020; Deshields et al., 2018). Thus, recog-
nizing and reducing distress by develo-
ping personalized psychosocial support
is an important component of cancer
care (Ercolano et al., 2018; Schiel et al.,
2014, Jacobsen et al., 2011).

N. E. Adler and A. Page (2008, p. 9)
defines psychosocial support as a group
of psychological and social services and
interventions that aim to empower pa-
tients, their families and HCP to im-
prove clinical outcomes and to address
the psychosocial aspects of illness and its
consequences to improve quality of pa-
tient life. The authors also have made a
comprehensive overview of theoretical,
practical and evidence-based psychoso-
cial interventions and after integrating
them, they determined common ele-
ments that point to a model for the effec-
tive psychosocial support service deli-
very which are:

1) identification of patients’ psycho-
social health needs and development of
care plan;

2) linking patients to the services
needed;

3) support in illness management;

4) coordination of psychosocial and
biomedical care;

5) follow-up (Adler, Page, p. 153).

It should be noted that this study had
a huge significance in the field and been
developed over years up to date both
on theoretical and practical domains.
Up to date, delivering psychosocial sup-
port requires not only health and social
care service integration, but also person-
centeredness that aims to provide
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patients with choice and control over the
way holistic care is planned and delivered
and is based on what matters to patients
and their individual strengths and needs
(Brummel et al., 2016). To deliver per-
sonalized care means assessing holistic
needs of the patient, making individual
care plans and navigating the care and
support patient need trough health and
wellbeing support networks (Macmillan
Cancer Support, 2020) which means that
external resources and care continuity
are important predictors of success in
support delivery effectiveness.

Personalized psychosocial support
that is targeted to the holistic needs of
the patient has been recognized as an in-
tegral part of gold standard cancer care
(Loscalzo, 2016; Travado et al., 2015).
This is endorsed internationally and is
evidenced in the literature (Travado et
al., 2016; Borras and Prades, 2014). As
part of non-governmental organization
activities in the field, most of cancer
organizations, societies and accredita-
tion bodies have now formally endorsed
screening, monitoring, and treating dis-
tress as a fundamental component to
high-quality cancer care (Pirl et al., 2020,
Fradgley et al,, 2019). But it should be
highlighted that distress screening itself
does not ensure personalized psychoso-
cial support provision and its effective-
ness (Mitchell, 2013) as there is a whole
package of personalization initiatives
that need to be adapted and more re-
search is needed both nationally and
locally.

Research methodology

Study design. It is important to note
that personalization has always been a
bottom-up initiative and through its en-
gagement at a local level its lessons can
be shared nationally to inform the future
framework (Needham, 2014). By apply-
ing longitudinal research design at an
organizational level, we can evaluate the
success of the measures implemented to
enable PPS development. This can also
form the basis for continuous quality im-
provement in cancer care. To identify the
processes and analyze causal factors that
condition the development of PPS in the
organization explanatory qualitative lon-
gitudinal research was conducted with a
time lag of approximately 1,5 year. Given
the need for in-depth knowledge about
PPS from the people working in the clin-
ical practice, a qualitative approach was
chosen by interviewing the participants.

Data collection and analysis. Data was
collected in 12/2017 - 04/2018 and 2020
August by utilizing semi-structured indi-
vidual interviews. Referring to common
components of models for delivering
psychosocial health services (Adler, Page,
2008, pp. 155-158) and World health or-
ganization framework on integrated,
people-centered health services (World
Health Organization, 2016) interview
questionnaire guidelines have been de-
veloped, including 20 questions on psy-
chosocial distress screening and support
planning, referring to psychosocial ser-
vices, patient education and information
sharing, attention to patient individual at-
tributes, effectiveness of existing psycho-
social support system and future perspec-
tives. Interviews were audio recorded,



ASSESSMENT OF HEALTH CARE PROFESSIONALS’ PERSPECTIVES ON PERSONALIZED
PSYCHOSOCIAL SUPPORT DEVELOPMENT IN ROUTINE CANCER CARE

127

transcribed, encrypted and analyzed by
using content analysis method. General
categories and subcategories were de-
veloped. A total of 19 HCP were inter-
viewed, and the average duration of an
interview was approximately 20 min.

Procedure and participants. The re-
search was conducted in the Department
of Oncology at Klaipeda University Hos-
pital, Lithuania. A non-probability sam-
pling method based on a targeted se-
lection system was used to choose this
organization for the research by follow-
ing criteria:

1. Provision of psychosocial support
for cancer patients;

2.Community support infrastructure;

3. Volunteer participation in the study.

We specifically sought individu-
als experienced in the comprehensive
care of cancer patients as the quality
of interviewee participating in qualita-
tive research is crucial (Flick, 2008).
Participants were selected by using a
non-random sampling based on an ex-
ternal criterion. The head of the Cancer
Department referred to HCP for the
interviews by taking into account their
positions, work experience and compe-
tencies. Sample size: 9 (in 2017/2018) and
10 (in 2020) participants. In both studies

the same interviewees participated, only
3 HCP were unavailable to participate in
the second flow (Table 1).

The sample was made of experienced
HCP that provides health care services
to cancer patients on a daily basis. A
variety of specializations was involved
to represent a holistic viewpoint on the
research object from the setting. The ex-
ternal and internal validity of the inter-
views was ensured by limiting the num-
ber of interviews per day (maximum 3),
avoiding prejudices and evaluations, and
encouraging critical thinking. Credibil-
ity was ensured by the selection of the
experts that have different background.

Research results
Distress screening and support planning

a) Psychosocial distress screening

Table 2 and Figure 1 show the re-
sults of the question whether all cancer
patients are being screened for psycho-
social distress routinely and if there is
any systemic distress tool used for it. Im-
portantly, the answers of participants in
2018 and 2020 shared in two campaigns:
one group said that HCP do distress

Table 1. Sample size specifications

Profile 2018 2020
Clinical psychologist 1 1
Psychiatrist 1 1
Cancer Nurse 2 2
Medical oncologist 2 3
Radiation oncologist 2 2
Surgical oncologist 1 1
Total (n =) 9 10
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Oncologist
or nurse

- Subjective distress
screening (guided by
intuition,
experience,personal
understanding about
distress)

- During consultation

Clinical psychologist
or psychiatrist

Cancer case
manager

- Objective distress
screening (using NCCN
distress thermometer

and problem list)

- After a referral from

Fig. 1. Distress screening in cancer patients’ characteristics

screening for all cancer patients on ad-
mission, meanwhile others said that
distress is being discussed between the
patient and the oncologist or nurse only
when some kind of distress symptoms
occur in the patient or the patient him-
self asks for support (Table 2).

When HCP described screening
characteristics in routine cancer care, the
results showed that in 2018 oncologist
or nurse used subjectively assess distress
in their patients based on intuition, ex-
perience and personal understanding of
distress. Confusion, anxiety, listlessness,
tearfulness in patients have been identi-
fied as major signs for HCP that patients
most likely do experience high dis-
tress. When observing such symptoms,

patients were referred to clinical psy-
chologist or psychiatrists, depending
on patients’ case. It should be noted that
during the research in 2018, only clini-
cal psychologist and psychiatrist used a
distress assessment tool in their practice.
Moreover, based on HCP answers, in the
first study no standardized routine was
established in distress screening, HCP
only have expressed their need to have
a dedicated professional who would be
responsible for psychosocial distress
screening in cancer patients routinely.
Meanwhile after repeating the study
in 2020, a radical shift in the area was
recognized as all participants identified
routine distress screening application for
patients that are referred to Cancer Case

Table 2. Scope of distress screening

Category

Description

For all patients

During admission

Patients with distress symptoms

For some patients

Patients visiting an oncologist for the first time

Patients going through “Green corridor” registration system
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manager (Figure 1).These patients are
the ones who go through “Green corri-
dor” registration system or patients who
visit an oncologist for the first time and
are referred to Cancer case manager af-
terwards, which shows that systematic
distress screening is applied only for tar-
geted patient groups.

In addition to this, the same as in
2018, oncologist and nurse took a gate-
keeper’s role in distress screening and
that was especially relevant for those
patients that are not being coordinated
by cancer case manager. Still, from the
participants’ point of view it is impor-
tant to meet those gaps and have more
specialists (for example, nurse, clinical
psychologist or oncologist) who would

be trained to objectively assess psycho-
social distress in patients routinely.

b) Benefits of using a systematic
distress tool

Participants in the study were also
asked to express their subjective opinion
on how the use of a systematic tool can
benefit cancer care experiences (Table 3).

By comparing these results, we may
conclude that after having a clinical prac-
tice when a standardized distress tool is
being used on a wider scale among the
patients, HCP are able to list much more
benefits related to this tool and that
shows their increased knowledge and
positive experience in distress screening
in organization.

Table 3. Benefits of having a standardized distress screening tool in routine cancer care

according to HCP

2018 2020
Targeted and timely support Reduced sense of chaos
Increased well-being Targeted and timely support
Increased well-being
TO PATIENT
Increased knowledge in support
available
Increased sense of security and
trust in the organization
Rational selection system for the support Reduced number of untargeted
needed patients’ visits
Targeted referrals t hosocial t
argetec relerra’s fo psychosocial stppor Better adherence to treatment
services
Increased productivity of oncologists’ Better cooperation with patient
TO HEALTH CARE consultations p p
PROCESS - T reforral osocal
Scientific-based activities argeted referrals to psychosocia
support services
Valid reflection of patients’ issues
Increased productivity of oncolo-
gists’ consultations
TO HCP Increasing their job satisfaction
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¢) Barriers of using a systematic dis-
tress tool

Distress assessment integration into
routine cancer care usually face with a
variety of barriers that more or less im-
pacts the success of desired change. Re-
garding to this, HCP were asked to share
their own insights around the challenges
they see in their clinical practice. Based
on the answers given in 2018 and 2020, it
should be noted that when first the study
was conducted in 2018, majority of HCP
highlighted the absence of a competent
professional responsible for the routine
distress screening and the absence of a
valid distress assessment tool as the main
obstacles. HCP also noted that oncolo-
gist have very high workload,low compe-
tencies to use any toll and put an accent
on that treatment is their priority and
professional responsibility. Meanwhile
in 2020 the tools integration issues were
found to be different, related to the prac-
tical organization problems such as lack
of professionals that perform screening,
unavailability to re-assess distress among
the pathway, patient selection and avail-
ability for screening as there is only one
specialist at the clinic responsible for
that. In addition to this, some HCP also
mentioned the absence of registration
software for distress screening and on-
cologists’ workload which makes it dif-
ficult to do the screening routinely.

d) Psychosocial support planning

After distress screening, support
planning is the second step to provide
tailored care. In regard to this, partici-
pants were asked if there is an identified
path of referral for patients who had high
levels of distress. The results of the study

in 2018 have shown the practice when
the oncologist directly used to refer a pa-
tient to psychosocial support profession-
als if needed. Generally clinical psycholo-
gist and psychiatrist were professionals to
refer to on a first place, less frequently so-
cial worker, spiritual counsellor or non-
governmental organizations. No indi-
vidual psychosocial support plans were
made initially at that time. In 2020, the
results were surprisingly positive as the
absolute majority of participants men-
tioned cancer case manager interven-
tions when each patients distress was
assessed individually with an individual
support plan provided to the patient.
However, still the practice when oncolo-
gist refer patients directly to support ser-
vices existed for those not having case
manager or with high distress levels. One
important note that the study showed
the increase reference rates to clinical
psychologist since cancer case manager
recruitment.

e) Benefits of having an identified path of
referral for patients with high level of distress

Planning psychosocial support from
the participants point of view have many
benefits both to the patient and the treat-
ment pathway. In 2018, results stated that
having an identified path of referral for
patients with high level of distress in-
crease patients sense of security and
awareness of support available, it also
improves disease management skills
and accessibility to holistic care. For the
treatment pathway it is related to well-
run processes, clear division of responsi-
bilities, increased productivity of oncolo-
gists ‘consultation, emotional wellbeing
and safety for the clinician. The results
after repeating the research in 2020
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showed only a slight change. Increased
clarity and awareness of the support
available for the patient, reduced sense of
chaos, timely crisis assistance as well as
well-run processes, increased quality of
the care and productivity of oncologists’
consultation were mentioned.

g) Barriers of having an identified path
of referral for patients with high level of

distress

When discussing the barriers of ha-
ving an identified path for patients, the
psychosocial support stigma was high-
lighted as well as the absence of pro-
fessional who would be responsible for
distress screening. The lack of favourable
infrastructure, leadership and need for
scientific research followed by in 2018.
Meanwhile in 2020 the problems listed
were basically related to the practical is-
sues considering the lack of psychoso-
cial support professionals, weak social
worker’s and spiritual counsellor’s par-
ticipation, poor support accessibility for
remote patients and patients” closeness.

Promoting PPS development

a) Sources of information on psychoso-
cial support

During the interviews, HCP were
asked to share about where the patient
can get the information on psychosocial
support available. In 2018, an oncolo-
gist was mentioned as the main source
for information whereas patient also can
get the information from a nurse or a
social worker. After repeating the ques-
tion in 2020, the information provision
was mentioned as a cancer case manager
responsibility, meanwhile an oncologist
and a nurse were mentioned again. Such

shift shows highly increased accessibility
to the information needed for the patient
support.

b) Information sharing among HCP

To understand better the depth of
PPS development, HCP were asked in
what kind of ways and how often do
they share the information with their
colleagues from a multidisciplinary team
around psychosocial distress of an indi-
vidual patient and the support provided
to him. Responses from the research in
2018 showed that usually HCP com-
municate interpersonally if there is such
a need, in some cases notes in medical
records can be made or dialogue during
team meetings. When the question was
repeated in 2020 the same tendencies
were identified, only the DT in medical
records was excluded as a new way of
seeing some personal data around psy-
chosocial distress in 2020. However, the
study revealed that discussions around
psychosocial issues does not go on a reg-
ular basis and is usually initiated if there
is something like “a red flag” that needs
to pay attention to.

c) Benefits and problematic aspects of
information sharing among HCP

In the studies HCP were also asked
to share their perspectives on informa-
tion sharing benefits and problems in
promoting this. According to their an-
swers in 2018, when sharing informa-
tion it helps to improve patient-doctor
relationships and increases knowledge
among HCP about psychosocial support
available, also it may increase effective-
ness of the existing psychosocial sup-
port system, promote individualized ap-
proach. After comparing the results with
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the data from 2020 research, the answers
stayed the same.

Participants were also encouraged to
share their ideas why the information
about psychosocial distress, the needs of
the patient and support available was not
being shared so widely. Responses from
the research in 2018 included confiden-
tiality of information, medical treatment
culture, lack of time, poor partnership
with non-governmental organizations,
absence of thematic team meetings as
the major barriers. Meanwhile in 2020,
HCP in addition to the problem of infor-
mation confidentiality and the absence
of thematic team meetings also men-
tioned lack of HCP motivation, health
and social care fragmentation issue as
important disturbances in improving the
communication.

d) Patterns and drivers of PSS
development

Finally, in the study it was aimed to
find out how HCP see cancer pathway
in their clinical practice from personali-
zation point of view, what are the chal-
lenges and facilitators in terms of psy-
chosocial support for cancer patients.
Responses in 2018 and 2020 were differ-
ent in terms of the progress that has been
done in the area. In 2018, availability and
timeliness of psychosocial support as
well as the continuing development of
cooperation in the area of psychosocial
support were highlighted. Employees’
initiative and shared vision around ho-
listic care and the recruitment of clini-
cal psychologist specifically for cancer
patients seemed to be important things
to be mentioned as well. In 2020, HCP
expressed their strong satisfaction with
establishment of cancer case manager

position as he works with the patient in
a person-centered approach and takes
all unofficial “responsibility” from the
oncologists to assess the distress and re-
fer to the support needed. In addition to
this, mental shift among clinicians when
more and more psychosocial support is
taken into account when talking about
cancer care was observed.

e) Future directions for impro-ving the
existing PPS system

The very last questions for HCP were
around their vision how the existing
psychosocial care could be improved.
Data received in 2018 revealed that par-
ticipants had a great wish for having a
standardized psychosocial care system
with such characteristics as: a) an appli-
cation of a systematic distress assessment
tool, b)having a specialist responsible for
the distress assessment and coordination
of the support, c¢) having a standardized
referral system for the support services,
d) having a routine practice to assess the
distress in patients before their treat-
ment. Additionally, responses included
a wish for greater involvement of social
worker, a need for scientific research in
the area and specific training and educa-
tion for the HCP. Meanwhile the insights
shared during the research in 2020 were
significantly different because of the pro-
gress made along the time. The partici-
pants mostly talked about improvement
of the existing infrastructure by (a) hir-
ing more case managers, (b) increasing
the spectrum of support services avail-
able, (c¢) having more informational
resources, (c) organizing trainings on
distress assessment for nurses and oncol-
ogists, (d) developing more intense insti-
tutional partnership, (e) participating in
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national project for cancer case man-
agement application in tertiary level. It
can also be noted that more people than
in 2018, again mentioned the need for
greater involvement of social worker and
scientific research conduction as well.
When comparing the HCP views on the
question it can be assumed that the PPS
development tools previously described
in the study can be considered successful
and effective.

Conclusions

Assessing HCP perspectives and practi-
cal insights regarding PPS development
has a high value as it opens the realistic
view of the situation on organizational
level and guide the PPS development
path. From the retrospective view, the
study shows that oncologist used to play
gatekeepers role for psychosocial dis-
tress screening in patients when there is
not any other responsible professional to
refer to. As oncologists have very high
clinical workload and are ill-equipped to
assess the distress of patients in a person-
centered way, being subjective when un-
derstanding patient distress and paying
more attention for those with expressed
distress symptoms used to be a usual
clinical practice. In regard to this, from
the perspective of HCP, to fill the gap
and successfully develop PPS, the path
would be first to establish a standardized
psychosocial support system in organiza-
tion. In such system the key element is
a cancer case manager who is responsi-
ble for (a) assessing distress in patients
by using a tool, (b) planning the support
individually, (c) referring patients to the
support needed. Recruiting cancer case

manager who coordinates the support
highly reduce the risk to miss distress
through lack of a systematic approach
in identifying patient needs by HCP and
therefore it increases the chances to do
timely intervention and support man-
agement. In addition to this, the study
shows the other important determinants
of success in developing PPS on organi-
zational level which are more related with
organizational culture: strong leadership,
employees initiative and shared vision
around PPS, inter professional collabora-
tion, routine HCP communication about
patients psychosocial concerns, educa-
tional activities and scientific research
that encourages mental shift in HCP
awareness of the importance of distress
and its management in clinical practice.
However, having a standardized
psychosocial support system itself does
not ensure comprehensive and effective
PPS. HCP emphasised the need to also
have adequate organizational capabili-
ties to work in a personalized approach.
The study suggested that in order to
develop PPS that would be able to ad-
dress the needs of all patients in need on
a routine basis, it is essential to recruit
adequate numbers of staff with profes-
sional expertise that take an active role
in the support promotion and to have as
wide spectrum of psychosocial services
as possible. Moreover, to address a wide
range of psychosocial needs of the pa-
tient, community level support inclusion
with clear reference pathways should be
developed as well. Prospectively, these
are the improvements need to be done
when developing PPS according to HCP.
The researchers recognize the limita-
tions of the study as it only considered
the views of HCP from one institution.
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Therefore, it does not provide sufficient

evidence for national application. Future

research should be directed to a wider

contingent

working within different

References

cancer care settings. Also, it would be use-

ful to include patients into the study as
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SVEIKATOS PRIEZIUROS SPECIALISTY POZIURIO VERTINIMAS | PERSONALIZUOTOS
PSICHOSOCIALINES PAGALBOS VYSTYMA KASDIENEJE ONKOLOGINIY PACIENTY

SVEIKATOS PRIEZIUROJE
Santrauka

Norint jveikti i§$akius, su kuriais susiduria svei-
katos priezitros sistemos, ir atliepti $iuolaikinius
pacienty keliamus reikalavimus, tradicinj, tik
pavienés ligos gydyma orientuota sveikatos prie-
ziaros modelj keicia { asmenj orientuota prieiga,
kurioje i sveikata zitrima sujungus psichologi-
nius, socialinius ir biologinius paciento veiks-
nius. Tokios prieigos taikymas i§ esmés reikalau-
ja radikaliy ne tik paslaugy teikimo, bet ir visos
paslaugy teikimo kultaros poky¢iu, nes reik§min-
gai keiciasi paciento kaip paslaugos vartotojo ir
sveikatos priezitiros specialisty vaidmenys, prio-
ritetas teikiamas paciento jgalinimui ir jo kom-
pleksiniy poreikiy tenkinimui. Siekis holistiniu
pozitriu organizuoti ir teikti sveikatos prieziaros
paslaugas ypac aktualus pacientams, sergantiems
létinémis ir daugybinémis ligomis, turintiems
ilgalaikiy sveikatos ir socialinés priezitros po-
reikiy. Visa tai budinga tokioms sritims kaip on-
kologija. Pabréztina, kad, norint teikti komplek-
sines, paciento poreikius efektyviai atliepiancias
paslaugas, be gydymo paslaugy svarbu vystyti

ir personalizuotg psichosocialing pagalba (PPS),
kuri padéty mazinti individualy pacienty pati-
riamo ligos sukelta psichosocialinj distresa. Vis
délto, sveikatos prieziiiros paslaugos skiria nepa-
kankamai démesio pacienty psichosocialiniam
distresui ir vis dar neretai vyrauja praktika, kai |
pacienta ziGrima kaip | pasyvy paslaugos gavéja
vien tik i§ medicininés perspektyvos, arba psi-
chosocialinés pagalbos organizavimo ir teikimo
tvarka néra personalizuota. Atkreiptinas démesys,
kad sias nuostatas jtvirtinus tarptautiniu lygme-
niu ir esant visuotiniam konsensusui dél aptarty
poky¢iy poreikio, pavienése valstybése stebimas
tyrimy poreikis ieskant tokio PPS modelio, kuris
buty efektyvus specifiniame kontekste. Personali-
zacijos iniciatyvos kyla ,,i§ apacios j vir$y“ prin-
cipu, todél atitinkamai reikalingi organizacinio
lygmens tyrimai, kurie prisidéty prie nacionali-
niy gairiy karimo, kaip vystyti PPS prizitrint pa-
cienty sveikata. Sio straipsnio tikslas — pateikus
trumpa teorinj rakursa, pristatyti atlikto empi-
rinio tyrimo rezultatus, kuriais identifikuojami
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reik§mingi organizacinio lygmens faktoriai, ska-
tinantys PPS vystyma kasdien stebint onkologi-
niy pacienty sveikata.

ISanalizavus ir apibendrinus ilgalaikio tyri-
mo rezultatus nustatyta, kad, siekiant vystyti PPS
organizacijoje, pirmiausia reikalingas psichosoci-
alinés pagalbos standartizavimas, kuris apima: a)
standartizuoto distreso vertinimo instrumento
taikyma, b) distreso vertinima reik§mingais ligos
etapais, ¢) individualaus plano sudarymg nusta-
tytoms problemoms spresti, d) pagalbos infras-
truktiiros formalizavima, e) uz $ia veiklg atsakingo

specialisto numatyma. Remiantis gautais duome-
nimis galima isskirti, kad dauguma reiksmingy
organizacinio lygmens problemuy, stabdanciy PPS
plétojima, gali buti i§spresta jdarbinus specialista,
atsakingg uz psichosocialinio distreso vertinima,
nukreipimg pagalbai ir procesy koordinavima.
Taip pat, kad PPS organizacijoje buty suteikta laiku
ir prieinama visiems onkologiniams pacientams
ju ligos laikotarpiu, butina didinti Zmogiskuosius
isteklius bei plétoti psichosocialinés pagalbos inf-
rastruktiira, vienijancia ne tik vidinius jstaigos re-
sursus, bet ir iSorinés pagalbos galimybes.
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