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Study objectives and methodology

The study examines the role of women in exporting SMEs, focusing
on their participation in decision-making, leadership and export functions. It
looks beyond the numerical representation of women to the quality of their
involvement in strategic processes, the barriers they encounter in career
progression, and the organisational and cultural factors shaping their
trajectories. A further objective was to compare export and non-export
functions, and male and female professionals, to provide an evidence base for
policy and support measures targeting exporting SMEs.

consisted of a structured survey administered
to managers and professionals working in exporting SMEs. The survey collected
detailed information on company characteristics (size, turnover, export intensity,
sector), respondents’ roles and responsibilities, ownership, decision-making
authority, career progression, perceived obstacles, competence profiles, training
and experiences of gender-related stereotypes. This design supports systematic
comparison across gender, department, and organisational level, giving a
statistically grounded view of women’s participation in export-related
management.

complemented the survey with in-
depth interviews. These interviews explored individual career pathways,
organisational cultures, informal norms, and lived experiences that cannot be
fully captured through closed-ended survey questions. Attention was given to
how women perceive their access to responsibility, how decision-making
authority is negotiated in practice, and how stereotypes or structural
expectations influence professional choices. The interview data allowed for a
deeper understanding of the mechanisms behind the quantitative patterns,
helping to interpret why certain differences emerge and how they operate in
everyday organisational contexts.

By combining survey-based approach with interview-based depth, the
study offers a comprehensive picture of women’s roles in exporting SMEs. The
mixed-method approach ensures both comparability across respondent groups
and contextual insight into the structural and cultural dynamics shaping gender
equality in export-oriented business environments.
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Phase 1. Survey

1. Survey methodology

Objective

To understand the ecosystem of Lithuania’s exporting companies, identify the
challenges faced by export managers, and determine the key skills and
competencies required for a successful career in export markets.

Target group Sample selection Survey sample

Managerial-level
employees of
exporting companies
in the country.

The study employed a 202 respondents
quota sampling
method.

Survey period Location Survey
conducted by

2025 November 3-28 Nationwide (Lithuania) Spinter research

Survey method

Data collected using a mixed-method approach: CATI (Computer-Assisted
Telephone Interviewing) and CAWI (Computer-Assisted Web Interviewing).

Primary data analysis

Data analysis was performed using SPSS/PC software.
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2. Surveyed companies

Characteristics

Lithuanian business landscape is largely dominated by micro
enterprises. The structure of business population (see Figure 1) clearly shows
that very small enterprises dominate among all SMEs: companies with fewer
than 10 employees account for more than four fifths of all firms, while medium-
sized enterprises represent only a marginal share. This distribution provides the
main rationale for including very small companies in the sample survey. Given
their overwhelming prevalence in the real economy, excluding these firms would
significantly limit the relevance and external validity of the findings, particularly
when assessing decision-making, leadership roles, and export-related dynamics
in the SME segment.

Against this background, the achieved sample covers a broad range
of firm sizes (see Figure 1). While very small enterprises form a substantial part
of the respondents, the sample also includes a notable share of small and
medium-sized companies, with representation across the 10-49, 50-99 and
100-249 employee groups. This ensures that the analysis captures perspectives
from different organisational scales, while still reflecting the central role of very
small firms in the overall business population.

Figure 1 Surveyed companies and actual SMEs population by size
m Lessthan10
10-49

ACtualpopUlation e i "
= 50-99
100-249
Surveyed sample 30% 37% 20%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Sources: Sodra and Innovation Agency Lithuania
Note: Actual population N=103,993, surveyed sample N=202

The sample is concentrated in manufacturing, reflecting the
sector’s role in export activity. Manufacturing is the largest group in the
sample, followed by commerce, while construction and ICT appear to a more
limited extent and agriculture, utilities and other services account for small
shares (see Figure 2). This reflects the analytical focus of the study on exporting
and internationally active firms, for which manufacturing plays a central role due
to its higher propensity to engage in foreign markets and structured export
activities.
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Figure 2 Surveyed companies by sector

3‘% 7
m Agriculture and utilities
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— Manufacturing
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Commerce
= |CT
Other services

68%

Source: Innovation Agency Lithuania
Note: N=202

Most surveyed firms operate at a modest financial scale,
though larger firms are also represented. A substantial share report annual
turnover below EUR 2 million while firms in the EUR 2-5m, 5-10m and 10-50m
brackets together exceed 40 proc. of respondents. Only 2 proc. report turnover
above EUR 50 million (see Figure 3)

Figure 3 Surveyed companies by revenue level

90
80
70
60

41%
50
26%

40

30

20 15% 16%

10 2%

0 [

Less than 2M EUR 2-5MEUR 5-10 M EUR 10-50 M EUR 50-100 M EUR

Source: Innovation Agency Lithuania
Note: N=202

For most respondents, exporting is a core business activity
rather than an occasional one. Around one third of firms derive more than
70 proc. of turnover from exports, identifying a sizeable group of highly export-
dependent businesses (see Figure 4). For these firms, international markets are
central to strategy and day-to-day decision-making - the processes this study
sets out to examine.
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Figure 4 Surveyed companies by share of exports in turnover

o

10 20 30 40 50 60 70
5-10 % 16%

11-20 % 17%

21-40 % 14%

41-70 % 20%

More than 70 % 32%

Source: Innovation Agency Lithuania
Note: N=202

Exporting SMEs concentrate on European markets, with
geographic reach widening as firms grow. Exports to the Eurozone and the
rest of Europe account for most foreign-market activity across all size groups.
Beyond Europe, medium-sized firms (100-249 employees) report stronger
engagement with North America, Asia and Oceania, whereas smaller firms
diversify more modestly (see Figure 5). Regional proximity, regulatory familiarity
and established trade links anchor SME exports to Europe, while international
diversification rises with firm size, resources and experience.

Figure 5 Export markets by company size

Less than 10 50% .12%

0% 20% 40% 60% 80%  100% 120% 140% 160% 180% 200% 220%

W Europe (Eurozone) Europe (outside the Eurozone) B North America

Central and Southern America B Azia and Oceania Africa

Source: Innovation Agency Lithuania

Note: Respondents were able to choose multiple answers hence sum of percentages is more than 100.
N=202

A combined B2B-B2C model is the most common mode of
operation, particularly among larger firms. More than half of firms sell to
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both businesses and consumers, rising to nearly two thirds among firms with
100-249 employees; pure B2B is smaller but meaningful and is most prominent
among 50-99-employee firms; B2C-only accounts for roughly one fifth to one
quarter across most size groups, and public-sector engagement is marginal (see
Figure 6). Hybrid models predominate, with size-related shifts in the B2B/B2C
balance pointing to stronger specialisation in mid-sized firms.

Figure 6 Business type by company size

100%
8%
90%
80%
70%
60%
50%
40%

22%

30% o 24% 18% 23%
20%
26%
0%
Less than 10 10-49 50-99 100-249 Total

HB2B B2C mB2B &B2C Public sector

Source: Innovation Agency Lithuania
Note: N=202

Most exporting SMEs sell abroad directly, and this pattern
holds across all firm sizes and turnover levels. Direct exporting - where the
company sells straight to foreign customers rather than through a middleman -
makes up the majority of international sales in every size and revenue group
(see Figure 7). The other channels are secondary. The smallest firms lean more
on indirect exporting (selling through agents or distributors) and on digital sales
(online and e-commerce), both of which lower the cost and risk of entering a
new market. More demanding approaches - export partnerships, contractual
agreements, and investing directly abroad - appear mainly in larger, higher-
turnover firms. In short, direct exporting is the foundation for SMEs, while the
more complex methods of entering foreign markets become realistic only as
firms grow and gain the resources to manage them.
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Figure 7 Export type by company size Figure 8 Export type by revenue level
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Source: Innovation Agency Lithuania
Note: Respondents were able to choose multiple answers, hence sum of percentages might be more
than 100. N=202

Organisational structure

SME management layers follow a familiar shape: senior teams
are largest, export departments leanest. On average, senior management
teams are the largest, followed by middle or operational management, with
export departments typically the smallest by headcount (see Figure 9. This
reflects common SME structures, where strategic leadership is shared among
several people, operational management is moderately staffed and export
functions remain relatively lean.
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Figure 9 Average numbers of total employees (and male employees) in senior management / middle or
operational management / export department. Share of female employees in each category (secondary
axis)

4 40%
B 38%

B 35% 35%

3 3,43 RN 30%

2,76 25%

2 2,41 20%

1,81 15%

1 1,33 10%

5%

0 0%
Senior management Middle or operational management Export department

H Total Male M % of female

Source: Innovation Agency Lithuania
Note: N=202

At the same time, women'’s representation rises moving down
the management hierarchy. Women account for around 30 proc. of senior
management, approximately 35 proc. of middle or operational management and
close to 38 proc. of export departments. Their presence across all three layers
is therefore substantial, but thinner at the most senior level. Combined with the
smaller size of export teams, the higher female share there suggests exports
may act as an entry or development area for women, even if absolute numbers
remain modest.

The pattern points to a structural feature rather than a simple pipeline
effect. Women are present in senior management, but their relative weight is
greater in middle management and export functions than at the top.

3. The respondents

The profile

The respondent base is split evenly between export and non-
export roles, supporting balanced comparison. Out of 202 respondents,
exactly half work in export and international-trade functions and half in other
departments (Figure 10). This even split allows the analysis to compare those
directly involved in exporting with those in broader managerial roles.

Gender representation within each group is close to balanced.
Among both export and non-export respondents, men and women are present
in broadly similar proportions, which reduces the risk of gender bias and
supports conclusions on gender, leadership and decision-making.
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Figure 10 Classification of collectives

Total
respondents
.E)t<portst.and|
Internationa
Department trade
101
Gender 50

Source: Innovation Agency Lithuania
Note: N=202

Export and international-trade roles form the largest functional group,
complemented by general management. Half of all participants work in exports
and international trade (see Figure 11), keeping the findings anchored in
international-market experience, while nearly a fifth come from general
management, adding a strategic perspective.

It should be noted that distinctions between departments can be
ambiguous, particularly in very small companies. In such cases, employees in
managerial positions often cover multiple portfolios simultaneously, making a
strict division into standard departmental functions less meaningful.
Nevertheless, respondents were asked to self-identify their role within the
company and to select the option that best reflected their actual responsibilities.

Figure 11 Distribution of respondents by department within the company

- b . - I B

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
B General management Exports / International Trade
B Finance and Accounting Production / Operations
B Sales and Commercial Development Other

Source: Innovation Agency Lithuania
Note: N=202

The age structure of respondents (see Figure 13) is clearly
concentrated in the middle age groups, which are typically associated with
established professional experience and decision-making responsibility within

iterreg o-fun .
Eape the European Union % Innovation
- Agency

LITHUANIA



14

companies. Half of all respondents are aged between 41 and 50, while a further
31 proc. fall into the 30-40 age group. This indicates that the survey largely
captures the views of individuals who are actively engaged in management and

strategic roles during a core phase of their careers.

Figure 12 Distribution of respondents by gender Figure 13 Distribution of respondents by age

= Male
Female = 30-40
41-50
50,0 = 51-60
60+

50%

Source: Innovation Agency Lithuania
Note: N=202

Source: Innovation Agency Lithuania
Note: N=202

Older age groups are much less represented in the sample.
Respondents aged 51-60 account for a relatively small share, while those aged
over 60 are only marginally present. Non-response on age is minimal. Overall,
the age distribution suggests that the findings predominantly reflect
perspectives of mid-career managers and executives, which is consistent with
the study’s focus on current leadership, operational decision-making, and export

management practices.

The sample is firmly management-level. Four in ten respondents
are in senior management and an even larger share in middle or operational
management (see Figure 14), so the majority are directly involved in decision-

making and day-to-day management.

Figure 14 Distribution of respondents by position in

the company

m Senior management
Middle or operational management

Source: Innovation Agency Lithuania
Note: N=202

Hiterrey Co-funded by
Europe the European Union

WOMEX

Figure 15 Distribution of respondents by
ownership of the company

m No ownership mLessthan10% = 10-24 %
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Source: Innovation Agency Lithuania
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Most respondents hold no equity, but those who do often hold
meaningful stakes. More than two thirds report no ownership (see Figure 15).
Among owners, around one tenth report full ownership, a comparable share
holds 25-49 proc., and a further group holds majority but not full ownership
(50-99 proc.); stakes below 10 proc. are rare. Owner-respondents therefore
tend to be influential rather than marginal, which is worth bearing in mind when
interpreting governance and decision-making findings.

Women in export roles participate actively in decision-making,
but more often share authority than hold it alone. In export functions, men
are split fairly evenly between sole and shared responsibility, whereas women
lean toward shared responsibility. The gap is wider outside exports, where men
most often hold the main responsibility and women most often report little or no
influence (see Figure 16). Export-related roles thus appear to bring women
closer to decision-making than some other departments. The contrast may also
partly reflect differences in self-assessment, with some research noting that
women tend to rate their own role in top-level decision-making more
conservatively than men.!

Figure 16 Respondents’ perceived participation in the decision-making regarding international strategy
of the company

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Male in Exports 50% A 50%

Female in Exports 33% 67%

Male in Other departments 55%A 22%
Female in Other departments 24% 20% 56%A

B | have the main responsibility for the decision-making

| share the responsibility with other people
B I’'m not responsible for it, but | take part on an occasional or advisory basis
| have no influence over it

Source: Innovation Agency Lithuania
Note: N=202
Significantly higher than the overall rate (95 proc. confidence level)

Respondents are highly educated across all groups, with
bachelor’'s and master’s degrees predominating. In export roles, men and
women show similar profiles: around half hold a bachelor’'s degree as their
highest qualification and a substantial share have postgraduate education, with

Innovation Agency Lithuania (2025). Motery verslumo tyrimas 2025.
https://inovacijuagentura.lt/site/binaries/content/assets/analitika/tyrimai/moteru-verslumo-
tyrimas 2025.pdf

Co-funded by

the European Union N Innovation
“~ Agency

LITHUANIA


https://inovacijuagentura.lt/site/binaries/content/assets/analitika/tyrimai/moteru-verslumo-tyrimas_2025.pdf
https://inovacijuagentura.lt/site/binaries/content/assets/analitika/tyrimai/moteru-verslumo-tyrimas_2025.pdf

interreg
Euirope

WOMEX

16

MBAs and other master’s degrees relatively common among women in exports
(see Figure 17).

Figure 17 Educational level of respondents involved in company’s international strategy by the
department

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Male in Exports 224 46% 24% _ 8%

Female in Exports 45% 33% _

Male in Other departments &4 38% 23% _
Female in Other departments 41% 18% _ 9%

B Undergraduate or lower H Bachelor’s degree
MBA (Master in Business Administration) m Other master’s and postgraduate degrees
Doctorate

Source: Innovation Agency Lithuania
Note: N=162

Across all groups, respondents with only undergraduate or lower
education are rare and only noticeable among male respondents. This also links
to previously mentioned higher self-confidence among man: women tend to
relay more on formal education, feel more confident in the labour
market and top managerial positions if they have the adequate
educational background. Overall, the results suggest that both export and
non-export functions are staffed by highly educated professionals, and that
women involved in exports are strongly represented among those with advanced
business and postgraduate qualifications.

Professional career

Respondents bring considerable organisational experience. On
average they have spent close to ten years at their current company (9.70 years)
and just over eight years in their current position (8.31 years) (see Figure 18
and Figure 19). The long company tenure alongside somewhat shorter time in
role suggests internal mobility over time and points to a relatively stable
management cohort, which strengthens the reliability of the insights on decision-
making and export strategy.
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Figure 18 Distribution of respondents based on
years at the company ( proc. of respondents)

Figure 19 Distribution of respondents based on
years in current position ( proc. of respondents)
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Source: Innovation Agency Lithuania
Note: N=202

Source: Innovation Agency Lithuania
Note: N=202

Routes into current roles differ by gender and department. In
export roles, external recruitment is the most common entry route for both men
and women, but women in exports rely more on internal promotion than men,
who more often enter through external recruitment (see Figure 20). This
suggests women in export functions more often progress within organisations
than are hired directly into their roles.

Figure 20 Respondents by type of access to current position

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

Male in Exports 30% 62%

Female in Exports 45% A 47%

Male in Other departments 16% 39%

Female in Other departments 14% 76%

l S
S5

M Internal promotion External recruitment

B Entrepreneurship / creation of the company Transfer within the family

Source: Innovation Agency Lithuania
Note: N=202 Multiple answers available, sum might be higher than 100 proc.
Significantly higher than the overall rate (95 proc. confidence level)
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Outside exports, women’s access is dominated by external
hiring, while men more often enter through entrepreneurship. Men in
other departments show a higher share accessing their position by founding or
co-founding a company, while internal promotion is limited outside export roles
for both genders. Export departments therefore appear to offer clearer internal
progression - particularly for women - whereas other departments rely more on
external recruitment or entrepreneurial entry, differences that may shape
gender balance in leadership over time(see Figure 21).

Perceived progression opportunities vary by gender and
department. Women in export functions most often describe their opportunities
as moderate and are less likely to rate them as high, suggesting steady rather
than rapid advancement (Men in export roles hold more polarised views, while
women outside exports are more likely to perceive low progression
opportunities.

Company size also shapes perceived progression. Moderate
opportunities dominate across all sizes (see Figure 22). Smaller firms are more
often associated with limited progression, reflecting flatter structures, while
medium-sized firms (50-249 employees) show higher shares reporting
moderate-to-high opportunities, consistent with clearer career ladders.

Figure 21 Perceived career progression options by Figure 22 Perceived career progression

respondent segments options by company size

7% 10%
16% 16% -
22% 23%

7% 5%
4%

100% 100%

90% 90%

8%

80%

1%
30%4 0% e

60%
50%
40%
30%
20%
10%

0%

Male in Female in Male in Female in Less 10-49 50-99 100-249 Total
Exports Exports Other Other than 10
departments departments

80%

70%

60%

50%

40%

30%

20%

10%

0%

H High m Moderate Low mNone m High m Moderate Low mNone .
Source: Innovation Agency Lithuania Source: Innovation Agency Lithuania
Note: N=202 Note: N=202

A Significantly higher than the overall rate (95 proc.
confidence level)
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Respondents most value cognitive and decision-oriented
skills. Decision-making, strategic vision and capacity for work are the most
frequently cited competencies overall, with analytical thinking also ranking
highly (see Figure 23) - consistent with the sample’s managerial profile.

Skill priorities differ by gender and department. In export
functions both men and women rank decision-making first; women place
relatively more emphasis on versatility and multi-tasking, men on managing
pressure and stress. Outside exports, strategic vision stands out (especially
among men), while women attach more value to capacity for work and analytical
thinking. Export roles appear to reward operational breadth - particularly for
women - while non-export roles emphasise strategic orientation and sustained
performance.

Figure 23 Most values professional skills by respondent segments

Total Maleiin Female in Malein Female in
Exports Exports Other dep. other dep.
Decision-making 45% 31% 30%
Strategic vision 250 45% 40%
Capacity for work 29% 31% 48%
Analytical thinking 31% 20% 40%
Versatility 33% 25% 24%
Multi-tasking 33% 18% 26%
Assertive communication 25% 18% 20%
Critical thinking 24% 20% 12%
Creative thinking 14% 2504 12%
Management of tension and stress 14% 20% 6%
Interpersonal relationships 12% 10% 10%
Management of problems and conflicts 20 12% 12%
Management of emotions and feelings 10% 6%
Empathy 6% 8% 4%
Self-knowledge 2% 4%

None of the above

Source: Innovation Agency Lithuania
Note: N=202 Multiple choices available, sum might be higher than 100 proc..
Significantly higher than the overall rate (95 proc. confidence level)

Perceived barriers to progression reveal both shared and
gendered challenges. Competition with others is the most cited barrier overall,
followed by difficulty balancing work and personal life (see Figure 24). Women
in export functions are significantly more likely to cite competition and work-life
balance as obstacles, and women more often than men cite fear of failure.
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Men more often report encountering no obstacles at all.
Outside exports, women again cite competition more than men and point more
often to structural constraints such as the glass ceiling or difficulties re-entering
the labour market. Men in both export and non-export roles are more likely to
report no career obstacles. The contrast points to a gendered perception of

career pathways, with women more attuned to barriers related to competition,
risk-taking or structural limits.

Figure 24 Main obstacles / barriers to career progression by respondent segments

Total Male in Femalein Malei in Female in
Exports Exports Other dep. Other dep.
Competition with other people
petition wi rpeop 43% 18% 32%
Difficulty in balanm;igo?:;ssti);:allal;: 33% 14% 290
F f failure / taking risk
ear of failure / taking risks l o |4% 14% 14% 12%
Lack of connections I8% I_]O% 8% 12% 4%
Lack of ref:
ack of references I 6% 14% 8% 206
Lack of confidence in ;1;));&\;;2 I 5% I 6% 206 6% 6%
Lack of professional ambition I3% 20 1% 4% 4%
The gl ili
e glass ceiling I 3% 2% 4% 6%
Lack of knowled
nowtecge I 3% 6% 6%
Perceptions or stereotypes regardl.ng 20 20 6%
my personal profile
Lack of opportunities for promotion | 1% 2% 4%
Isidarbinimo le'flcultyln entering or | 1% 6%
re-entering the labor market
Other |3% 14%

| haven’t come across any obstacles 58% A 31% E— 6%
during my professional career
Source: Innovation Agency Lithuania

Note: N=202 Multiple choices available, sum might be higher than 100 proc..
Significantly higher than the overall rate (95 proc. confidence level)

Professional attitudes

Respondents report a generally positive, engaged relationship
with work, alongside clear work-life boundaries. A majority agree that
working enables them to live and that they like to work, and more than half find
meaning in work through its positive impact on society (see Figure 25),
suggesting purpose is an important part of professional motivation.

Attitudes are more divided on achievement and sacrifice. Fewer
respondents strongly agree that they have achieved their professional goals,
with a large neutral group, and opinion is split on whether reaching professional
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goals requires giving up part of one’s personal life. High neutrality on the time
needed to reach one’s position points to varied career paths rather than a single
trajectory. Also, respondents generally resist prioritising work over personal life.
A majority disagree that they prioritise work over personal life, and a substantial
share say they would not work if they did not have to - indicating that work is
meaningful but not an overriding priority.

Figure 25 Positioning on career axis
Working is what enables me to live 57% 36% 404'

| like to work 54% 36% 7% [}

| find meaning in my work when | know it has a
positive impact on society

53% 36% 8%

I’ve achieved the professional goal | set myself 32% 45% 19% .

It’s necessary to give up part of one’s personal 0 ) 3
life to achieve one’s professional goals... g2l SEi i -.

I 1 didn’t have to work, | wouldn’t work 18% 18% 18%  31% | 10%

It took me a long time to reach my current o o 5
position 16% 34% 39% -

| prioritize my work life over my personal life  JESLA 13% 47% _

B Absolutely agree " Agree M Neither agree nor disagree B Disagree M Absolutely disagree B Doesn’t know

Source: Innovation Agency Lithuania

Note: N=202

A sense of purpose is widespread and most pronounced
among women outside export departments. Women in non-export roles are
the most Ilikely to strongly agree that their work has a positive social impact,

ahead of men in similar roles and of export-function respondents (see

Figure 26). Export-role respondents - especially women - tend to
express this in more moderate terms, suggesting non-export functions may be
more closely associated with socially meaningful outcomes, or with a stronger
perception of them.
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Figure 26 Positioning on career axis by respondent segments [PURPOSE]

Q: I find meaning in my work when I know it has a positive impact on society

0% 10% 20% 30%  40% 50% 60% 70% 80%
Male in Exports 50% 38%
Female in Exports 43% 47%
Male in Other departments 57% 37%

Female in Other departments 64% 24%

Total 53% 37%

90%  100%
12%
g% [
a%| |
8% [
2 |

B Absolutely agree = Agree m Neither agree nor disagree M Disagree M Absolutely disagree B Doesn’t know

Source: Innovation Agency Lithuania
Note: N=202

In contrast, attitudes towards prioritising work over personal life are

broadly skeptical across all segments (see Figure 27). Neutral

positions

dominate, and disagreement clearly outweighs agreement in every group.
Women, regardless of department, are particularly unlikely to state that they

prioritise work over personal life, reinforcing earlier findings that work-life

balance is a key consideration. Men in exports and in other departments are
slightly more inclined to agree with prioritising work, but even among them,

strong endorsement remains limited.

Figure 27 Positioning on career axis by respondent segments [PRIORITY]

Q: I prioritise my work life over my personal life
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0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Male in Exports 16% 18%

Female in Exports %4 10%

[l

Male in Other departments 14% 16%

Female in Other departments & 6%

Total 9% 12%

B Absolutely agree @ Agree M Neither agree nor disagree W Disagree B Absolutely disagree B Doesn’t know

Source: Innovation Agency Lithuania
Note: N=202
A Significantly higher than the overall rate (95 proc. confidence level)

Women more often report that reaching their current position
took a long time. Women in both export and non-export roles are more likely
to agree it took a long time to reach their position, with high neutrality (see
Figure 28). Men are more polarised, with sizeable shares both agreeing and
disagreeing. These patterns are consistent with women perceiving more
obstacles and slower progression.

Figure 28 Positioning on career axis by respondent segments [OBSTACLE]
Q: It took me a long time to reach my current position (OBSTACLE)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

Male in Exports 22% 30%

Female in Exports  [eEZ) 37%

Male in Other departments 24% 37%

Female in Other departments 12% 30%

Total 16% 34%

B Absolutely agree = Agree M Neither agree nor disagree M Disagree M Absolutely disagree B Doesn’t know

Source: Innovation Agency Lithuania
Note: N=202

Feelings of achievement are stronger among men, particularly
in exports Men in exports and men in other departments are most likely to
strongly agree that they have achieved the professional goals they set for
themselves (see Figure 29). Women in exports, while largely positive, tend to
express achievement through moderate agreement rather than strong
affirmation. Women in other departments are the least convinced, with a sizable
neutral group, indicating more uncertainty or dissatisfaction with career
outcomes. This reinforces the picture of export functions as offering clearer or
more visible markers of success, particularly for men.
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Figure 29 Positioning on career axis by respondent segments [ACHIEVEMENT]
Q: I've achieved the professional goal I set myself

0% 10% 20% 30%  40% 50% 60% 70% 80% 90%  100%

Male in Exports 40% 36% 24%

Female in Exports 25% 63% 12%

Male in Other departments 37% 51% 10% I

Female in Other departments 26% 30% 30% --

Total 32% 45% 19% Il

B Absolutely agree = Agree m Neither agree nor disagree M Disagree M Absolutely disagree B Doesn’t know

Source: Innovation Agency Lithuania
Note: N=202

Work is valued both instrumentally and intrinsically.
Respondents overwhelmingly agree that working enables them to live (Figure
30), most strongly among women outside export departments, while enjoyment
of work is also high across groups (see Figure 31), especially among women in
exports and men outside exports. Economic necessity and intrinsic satisfaction
therefore coexist.

Figure 30 Positioning on career axis by respondent segments [SURVIVAL]

Q: Working is what enables me to live
0% 10%  20% 30%  40% 50% 60% 70% 80% 90% 100%

Female in Exports 51% 10% I
Male in Other departments 31% 6% .
Female in Other departments 18% .

Total 57% 36% 4%|I

H Absolutely agree 1 Agree m Neither agree nor disagree m Disagree B Absolutely disagree m Doesn’t know

Source: Innovation Agency Lithuania
Note: N=202
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Figure 31 Positioning on career axis by respondent segments [PLEASURE]
Q: I like to work

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Male in Exports 38% 6% .

Female in Exports 37% 4%

Male in Other departments 31% 8% I

Female in Other departments 36% 12% .
e

Total 54% 36% 7% I

B Absolutely agree = Agree M Neither agree nor disagree M Disagree M Absolutely disagree B Doesn’t know

Source: Innovation Agency Lithuania
Note: N=202

Finally, the obligation dimension reveals important gender differences
(see Figure 32). Men in exports are the most likely to disagree with the
statement that they would not work if they did not have to, implying a stronger
intrinsic attachment to work. Women, particularly in export roles, are more
divided, with higher neutrality and agreement, suggesting a more
complex relationship with work that combines obligation, enjoyment, and
external constraints.

Figure 32 Positioning on career axis by respondent segments [OBLIGATION]
Q: If I didn't have to work, I wouldn’t work

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

Male in Exports 20% 8% 16%

Female in Exports 10% 27% 27%

Male in Other departments 18% 20% 18%

Female in Other departments 24% 18% 12%

m Absolutely agree = Agree m Neither agree nor disagree M Disagree M Absolutely disagree m Doesn’t know

Source: Innovation Agency Lithuania
Note: N=202

Overall, the combined analysis shows that export roles are associated
with clearer achievement narratives and stronger intrinsic motivation,
particularly for men, while women - especially outside exports - place
greater emphasis on meaning, balance, and the long effort required to
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progress. Gender differences are therefore not expressed as simple
oppositions, but as distinct configurations of purpose, achievement, and work-
life priorities shaped by both functional context and career experience.

Figure 33 Positioning on career axis by respondent segments [SACRIFISE]
Q: It's necessary to give up part of one’s personal life to achieve one’s professional goals

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

Male in Exports 16% 44% 22% --
Female in Exports 14% 49% 25% -I
Male in Other departments 20% 25% 31% o |

Female in Other departments 52% 18% 26% .

Total 25% 34% 26% O

Hm Absolutely agree 11 Agree m Neither agree nor disagree W Disagree M Absolutely disagree m Doesn’t know

Source: Innovation Agency Lithuania
Note: N=202

Learning and continuous improvement, professional
achievement, and taking on responsibilities or challenges emerge as
universally important across all segments (see Figure 34). These elements
form a shared core of professional motivation, regardless of gender or
department, suggesting that career advancement is widely associated with
competence-building and active engagement rather than passive progression.
Similarly, combining personal and professional lives scores highly for all groups,
reinforcing earlier findings that work-life balance is not a peripheral concern but
a central component of career quality.

Figure 34 Importance of professional development and work-life balance aspects by respondent
segments
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= Male in Exports Female in Exports e===Male in Other departments Female in Other departments

Spatial flexibility (option of
remote work)
Taking on 10

Availability for f tt L
responsibilities/challenges vailability for frequent trave

Knowledge of other cultures

Learning/Improving and work contexts

Professional

Achievement/Development Flexible working hours

_—

Knowledge and use of
foreign languages

Combining personal and
professional lives

Success, ambition and \/

power
Being useful to society Recognition/Status

Economic incentives

Source: Innovation Agency Lithuania
Note: N=202

Clear gender-related differences appear in the emphasis
placed on flexibility and balance-related aspects. Women, both in export
roles and in other departments, consistently rate spatial flexibility, flexible
working hours, and the ability to combine personal and professional lives more
highly than men. This pattern is particularly pronounced among women outside
export departments, who place the strongest emphasis on flexibility-related
dimensions overall. These results align with earlier evidence showing that
women perceive higher personal costs and constraints associated with career
progression and therefore attach greater value to conditions that enable
sustainability and balance.

Functional context further shapes priorities. Respondents in export
roles — especially men - assign relatively higher importance to availability for
frequent travel, knowledge of other cultures and work contexts, and foreign
language skills. This reflects the concrete demands of international business and
suggests that export professionals internalise mobility and cross-cultural
competence as integral to career success. Women in export roles share these
priorities but balance them more strongly with flexibility and work-life
considerations, indicating a dual pressure to meet international demands while
maintaining personal sustainability.

Differences are also visible in how success-related factors are framed.
Men, particularly in exports, tend to rate success, ambition, power, and
recognition slightly higher than women, pointing to a more traditional
achievement-oriented interpretation of career advancement. Women, by
contrast, place relatively greater emphasis on being useful to society and on
personal development rather than status alone. This reinforces earlier findings
that women’s career orientations are more strongly linked to purpose and
meaningful contribution, especially outside export functions.
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Taken as a whole, the results suggest that while professional
development is a shared priority across all respondent groups, women and men
navigate it through different value configurations. Export roles amplify
performance, mobility, and challenge-related priorities, whereas non-
export roles - especially for women - strengthen the emphasis on
flexibility, balance, and social usefulness. These differentiated priority
structures help explain observed gender gaps in career progression perceptions
and underline the importance of context-sensitive career development and HR
policies within exporting SMEs.

The role of Export Manager

Export professionals are generally well prepared, with
gendered differences in training pathways. Most men and women report
regulated training in Lithuania, indicating that domestic higher education is
central to building export competences (see Figure 35). This is more common
among women, who are more likely than men to hold a bachelor’s, master’s or
postgraduate qualification in the field.

Men show a more diversified training profile. Alongside
regulated education, a substantial share of men report non-regulated training,
both in Lithuania and abroad, pointing to greater use of shorter, practice-
oriented formats and more international exposure. Women also undertake non-
regulated training, but less often and less frequently abroad.

Women in export roles tend toward more formal, structured
education; men combine formal and experience-based learning. A small
minority report no specific training in foreign trade, slightly more often among
men. The pattern is consistent with earlier research by the Innovation Agency
and Vilnius University Business School, which found that women tend to pursue
higher levels of formal and non-formal education before starting a business or
taking on senior roles.?2

Figure 35 Specialised training in foreign trade or internationalisation by gender

2Innovation Agency Lithuania (2025). Motery verslumo tyrimas 2025 [Women's
entrepreneurship study 2025].
https://inovacijuagentura.lt/site/binaries/content/assets/analitika/tyrimai/moteru-verslumo-
tyrimas_2025.pdf
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2%

100%
° H | haven’treceived any

specific training in this

90% area.

80% H Yes, non-regulated
training abroad

70%

H Yes, non-regulated
training (courses,
seminars, certificates,

etc.) in Lithuania
B Yes, regulated training

40% abroad

60%

50%

30% o
Yes, regulated training

: ) 82% 4
o 64% (bachelor’s, master’s or
postgraduate) in
Lithuania
10%
0%
Male Female
Source: Innovation Agency Lithuania
Note: N=101 (only respondents involved in exports directly)
A Significantly higher than the overall rate (95 proc. confidence level)
Men and women largely agree on the core competences of an
export manager. For both, knowledge of international trade regulations,

Incoterms and customs procedures is the single most valued competence (see

Figure 36),followed by international negotiation and
internationalisation strategy - reflecting the compliance-heavy and strategic
nature of export work.

Within this shared core, emphasis differs by gender. Women assign
somewhat higher importance to knowledge-based and analytical competences -
international trade knowledge, logistics and supply-chain management, and
analytical skills for data-driven decisions - pointing to a focus on technical
mastery. Men place relatively more weight on managing international teams and
projects, a more coordination-oriented view of the role.

Differences in softer requirements are modest. Multilingualism and
digital commercial tools are rated similarly by both, while women attach slightly
more importance to flexible working arrangements and men to availability for
frequent travel. Overall, women tend to prioritise formal knowledge and
analytical capacity, men managerial coordination and mobility.
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Figure 36 Most valued competences for export manager by respondent’s gender

Knowledge of international trade (regulations,...

International negotiation
Internationalization planning and strategy

International logistics and supply chain

Analytical skills and use of data to make commercial...

Knowledge of the company’s specific market or sector

Multilingualism (mastery of languages applied to...

56%
69%

50%
47%

40%
41%
26%
%

|00|
a

26%
27%
24%
24%
22%

22%
18%
18%

22%

Knowledge of the digital environment and...

Ability to manage international teams and projects 12%

8%
6%

2%

2%

Flexible working hours and ability to adapt to different...

S m Male
Availability for frequent travel Female
Source: Innovation Agency Lithuania

Note: N=101 (only respondents involved in exports directly)

Multiple choices available, sum might be higher than 100 proc..

Gender stereotypes remain a real experience for a notable
share of women, varying by context. The most commonly reported
stereotype is the assumption that men have greater technical or strategic
knowledge, cited by around a third of women and more pronounced among those
outside export departments (see Figure 37).
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Figure 37 Perceptions or stereotypes about women'’s profile by female respondent segments

Total Female Female in Exports Female in Other
departments

Assumptions that men have more technical or

33% 27% 9
strategic knowledge ° ’ 45%

Belief that a woman with young children cannot
assume positions of responsibility or ones with AL 31% 18%
high demands

It was assumed you couldn.ttravelforfamllyor 250 31% 9%

work-life balance reasons

Self-ll.mltatlon ora l:?\ck of conflfiencg during 290 20% 27%

selection processes in competition with men

Paternal|§t|c treatment or belr?g‘constan.tly 15% 18% 9%
questioned during the decision-making

Being undervalued within cultural contexts with

L 14% 16% 9%
poor recognition of the female role

I

Being pergelved a§ less authprltatlve or dgm.swe 1% 6% 23%
during international meetings or negotiations

Asglgnment of suppprt or communication rgles 10% 12% 5%

while men were designated to lead or negotiate

None of these situations [RS[s¥Z) 35% 36%

Source: Innovation Agency Lithuania
Note: N=73 (Female in Exports N=51, Female in Other departments N=22)
Multiple choices available, sum might be higher than 100 proc..

Women in export roles report stereotypes more linked to
mobility and family expectations. They are more likely to report assumptions
that they cannot travel for family reasons or that young children limit their
capacity for demanding roles - pressures specific to international roles, where
mobility is often treated as a prerequisite for advancement.

Perceptions of authority differ by function too. Women outside
exports more often report being seen as less authoritative or decisive, while
women in export roles more often mention paternalistic treatment or being
questioned during decision-making. Export functions may offer more visibility
and responsibility without removing gendered scrutiny.

Stereotyping is common but not universal. More than a third of
women report none of these situations, indicating that organisational culture and
leadership practices vary considerably across firms. The persistence of distinct
stereotype patterns nonetheless points to a need for targeted approaches
addressing both competence-based biases and role-specific expectations around
availability and authority.
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4. Survey conclusions

Within export departments, both women and men are actively
involved in decisions, but women more often describe their role as shared
responsibility rather than sole authority, while men are more evenly split
between the two. Outside export functions the gap widens: men are more likely
to hold the main authority and women to report limited or no influence. Export
functions appear to bring women closer to strategic discussion than some other
departments, but full authority is still less often attributed to them - so
increasing women’s representation in export roles does not by itself guarantee
equal strategic influence without formal leadership authority.

In export functions, women more often reach their positions through
internal promotion and men through external recruitment; outside exports,
women’s access is dominated by external hiring while men more often report
entrepreneurship or company creation. Men therefore more often access
authority through ownership or founder roles, and women through employment-
based career ladders. Perceptions follow this pattern: women in exports most
often describe opportunities as moderate, men more often as high, and women
outside exports report the least favourable prospects. Smaller firms, with fewer
hierarchical layers, appear to constrain progression for all employees, and
women report these constraints somewhat more acutely.

Men are more likely than women to report having encountered no
career obstacles. Women, particularly in export roles, more often cite
competition, work-life balance pressures and fear of failure, while women
outside exports also note structural constraints such as limited references or
glass-ceiling effects. Attitudes toward work-life balance reinforce this: across all
groups respondents value and find meaning in their work yet reject prioritising
it over personal life, but women - especially outside exports - are more likely to
feel that professional goals require sacrificing part of their personal life. This
perceived higher personal cost may shape career decisions and retention in
demanding roles.

Men and women agree on the core competences for export
management - international trade regulation, negotiation and
internationalisation strategy - but differ in emphasis: women weight technical
knowledge, logistics and analytical skills more heavily, men team management
and project coordination. Training patterns are consistent: women in export roles
more often report regulated academic education in the field, while men more
often combine formal education with non-regulated training, including abroad,
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and a small share of men report no specialised training. Women may therefore
rely more on formal qualifications to establish credibility in export contexts.

The most common stereotype reported is the assumption that men
hold stronger technical or strategic knowledge. Women in export roles more
often report assumptions about limited availability for travel due to family
responsibilities, while women outside exports more often encounter doubts
about their authority or decisiveness - reflecting both competence-based and
availability-based biases. A substantial share of women report none of these
stereotypes, indicating real variation across organisational cultures; where such
assumptions persist, particularly around mobility and authority, they can slow
women’s entry into export roles and progression into positions of final
responsibility.

The evidence presents a nuanced picture. Women are meaningfully
represented in export departments and hold strong formal qualifications for
international-trade roles, but they more often hold shared rather than sole
authority, rely more on internal promotion, and report more obstacles and higher
personal costs in progressing; men more often access influence through
ownership or entrepreneurial pathways and more often report obstacle-free
trajectories.

Export functions appear to offer comparatively stronger opportunities
for women than some other departments, yet structural and cultural barriers
persist, particularly at the most senior decision-making levels. Strengthening
women’s representation in senior leadership and in roles with final export
responsibility is therefore a matter not only of equal participation but also of
balanced governance and diverse strategic perspectives within exporting SMEs.
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Phase 2. Interviews

5. Interview methodology

Objective

To gain in-depth understanding of women’s career trajectories in exporting SMEs
and identify structural and gender-related factors influencing leadership and
export participation.

Target group Sample selection Interview

Women in managerial, sample
executive or owner Purposive sampling 8 respondents
roles in exporting (sectoral and role
SMEs diversity)

Interview period Interview format Interviews
conducted by

January - February Semi-structured, in- Dr. Miglé Caporke

2026 depth online Miglé Trinkinaite
interviews

Data analysis method

Thematic analysis of interview transcripts, focusing on career pathways, export
experience, gender dynamics and policy implications.

6. Summary of interviews

Experience

Professional experience among interviewed women in
exporting SMEs is best described not as a linear upward trajectory, but
as a layered and cumulative process shaped by transitions, adaptation
and continuous learning. Most respondents did not follow a straightforward
career ladder. Instead, they moved across sectors, functions and even countries
before reaching leadership or export-related positions. Experience is framed less
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in terms of years spent in one role and more in terms of resilience, exposure to
complexity and the ability to grow through uncertainty.

Export activity is described as an accelerator of professional maturity.
Working with foreign partners, operating in competitive environments and
navigating cultural differences requires constant preparation and strategic
thinking. Several respondents emphasised that language skills, cross-border
negotiations and exposure to demanding markets significantly strengthened
their competence and confidence. This aligns with survey findings highlighting most valued skills in
exporting SMEs (see

Figure 36). Qualitative accounts suggest that export intensity itself
fosters accelerated capability building.

At the same time, interviews reveal that experience is often
accumulated under heightened scrutiny. In male-dominated sectors such as
engineering, logistics or manufacturing, professional legitimacy had to be
demonstrated repeatedly. One respondent summarised her trajectory bluntly:

,reziume — moteriai sunkiau®

(“in summary - it is harder for a woman”)

Another described the impact of maternity leave on professional
continuity:

,motinysté, grjzti j rinkg sunku, turi vél jrodyti savo verte"

("motherhood - it is difficult to return to the market; you have
to prove your value again”)

These experiences point to credibility penalties and repeated
competence testing that shape how experience is lived and perceived.

This qualitative evidence may help explain patterns observed in the
quantitative data. While the survey shows that women in exporting SMEs tend
to have higher levels of formal education compared to men (see Figure 35),
interviews suggest that qualifications can function as a compensatory
mechanism for overcoming informal barriers. Similarly, as leadership
representation remains uneven (see Figure 9), the interviews indicate that
slower progression is less about competence gaps and more about structural
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frictions, including maternity interruptions, informal gatekeeping and credibility
thresholds.

It is important to note that not all respondents frame their experience
as gender constrained. Some report that competence and market dynamics,
rather than gender, shaped their careers. However, even in these cases,
continuous self-investment and adaptability were central to professional growth.

Export activity and professional trajectory

Export activity plays a decisive role in shaping trajectories, acting as
both an accelerator of competence and a filter for resilience. Export is
rarely described as a marginal function; for several respondents it “anchored”
them to a company or sector by offering scale and growth beyond the Lithuanian
market. The small domestic economy was repeatedly cited as a structural push
factor, making internationalisation as much a necessity as an opportunity.

Export-related roles are described as demanding but formative. Working
with foreign partners required language proficiency, cultural intelligence and the
ability to negotiate under pressure, and several respondents felt international
markets sharpened their analytical thinking and strategic clarity - consistent with
the survey (Figure 36). At the same time, financial risk, working-capital
constraints and uncertainty recur as themes, with one respondent describing
chronic liquidity management as a constant background stressor despite
outward success.

Gender dynamics intersect with export activity in context-dependent
ways. Some respondents encountered clear cultural barriers - for example,
partners at an international trade fair addressing a respondent’s husband rather
than her, despite her leading the company, or internal market-allocation
decisions assighing women less desirable regions. Others found that in mature
European markets competence is valued regardless of gender, and that female
founders may even benefit from positive bias in some investment contexts.
Export-related gender barriers therefore appear highly dependent on sector,
geography and organisational culture.

Access to the current position

Access to leadership and export roles combines merit-based
progression, self-initiative and, in several cases, negotiation with
existing organisational cultures. Pathways are diverse: some women
entered through formal public competitions, others through internal mobility,
and several by founding their own companies when traditional routes were
limited or misaligned with their values. Where formal recruitment applied, it was
generally described as transparent, and competence and visibility were seen to
create openings, particularly in export-oriented environments.

Access is not always frictionless. In male-dominated sectors,
early leadership legitimacy was often tested: one respondent found proposals
harder to push through and her authority questioned more in Lithuania than
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abroad, and another was asked to serve as a nominal director - symbolic
inclusion rather than substantive authority. Some respondents reflected that
men were more readily assumed to fit leadership roles, while women had to
demonstrate broader competence; others described their advancement as
driven mainly by competence and persistence rather than gendered barriers.

Importance of training in career development

Training and continuous learning are central to career development
across all interviews. No respondent described professional growth as static;
formal education, executive programmes, sector-specific seminars, language
acquisition and self-study were consistently presented as decisive enablers,
particularly in export-oriented environments where staying competitive is seen
to depend on ongoing learning.

Learning is linked not only to knowledge but to confidence and
legitimacy. One interviewee noted that women often feel the need to “do extra”
compared with male colleagues, implying that additional qualifications act as a
credibility buffer - consistent with the Women'’s Entrepreneurship Study finding
that one in two female entrepreneurs believe they have to work harder than men
to reach the same position.3

Access to training is uneven, and reliance on self-funding may reflect
structural gaps. Some companies financed leadership or professional training,
especially once respondents had proven their value, while in other cases - earlier
in careers or in smaller firms - training was largely self-funded. Entrepreneurs
reported institutionalising training for their teams once they became owners,
suggesting a virtuous cycle, but where employer or institutional support is
inconsistent, advancement depends heavily on personal resources, which may
disadvantage those constrained by financial or family responsibilities.

Mentoring and role models in professional
development

Mentoring is valued but rarely systematically available. Across interviews
mentoring is described as valuable - sometimes transformative - yet for many
respondents career progression occurred without structured mentorship, relying
instead on self-navigation, observation and informal support networks. Several
women stated explicitly that they had no mentors during key stages and, in
hindsight, believe mentoring would have accelerated their development.

Where mentoring was present, its impact was substantial. One
interviewee credited a long-term mentor with helping structure organisational

3 Innovation Agency Lithuania (2025). Motery verslumo tyrimas 2025 [Women's
entrepreneurship study 2025].
https://inovacijuagentura.lt/site/binaries/content/assets/analitika/tyrimai/moteru-verslumo-
tyrimas_2025.pdf
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processes and leadership practices, and even a single meeting with an
experienced businesswoman was described as valuable for speaking openly with
someone who had “been there.” Mentoring is seen to provide not only technical
guidance but also confidence and validation.

Role models and communities matter, but reliance on personal initiative
creates unequal access. In sectors where women are underrepresented,
seeing other women succeed in leadership or export roles was described as
motivating, and women'’s professional communities created informal mentoring
ecosystems that reduced isolation - consistent with the Women’s
Entrepreneurship Study’s emphasis on informal networks, mentorship and
community for female leadership development.#

Expectations and recommendations

Respondents frame their needs in terms of practical support rather than
preferential treatment. Their expectations centre on mechanisms that reduce
friction in international expansion, strengthen confidence and improve access to
resources.

Structured mentoring and psychological support are a recurring
expectation. Several interviewees stressed that women, particularly at early or
high-growth stages, need trusted guidance and space for reflection, noting that
women often stay silent about difficulties until they have already achieved
status, which keeps earlier-stage struggles invisible. Community-based learning
and peer exchange were highlighted as sources of confidence.

Access to finance and working capital is another central theme. Export
activity requires upfront investment - travel, trade fairs, certification, market-
entry costs - placing disproportionate pressure on smaller or founder-led firms;
respondents pointed to the cost of international fairs, often unsupported for
established small firms, and to chronic working-capital strain despite strong
market positioning.

Respondents also raised early pipeline development and organisational
culture. Encouraging girls and young women toward engineering, international
business and export careers was mentioned as a long-term goal, while several
emphasised that internal culture matters as much as skills supply: in
environments described as male-dominated, formal equality policies are often
absent and progression depends on informal dynamics. Expectations are
pragmatic - transparent promotion criteria, access to export intelligence,

4 Innovation Agency Lithuania (2025). Motery verslumo tyrimas 2025 [Women's
entrepreneurship study 2025].
https://inovacijuagentura.lt/site/binaries/content/assets/analitika/tyrimai/moteru-verslumo-
tyrimas_2025.pdf
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targeted training, networks that open doors abroad, and visible, realistic success
stories.

Overall, the interviews point to three priority areas for policy:
institutionalised mentoring across career stages; gender-sensitive export-
financing instruments, particularly for small and founder-led firms; and stronger
integration of women into international trade networks and business missions.

7. Conclusions of qualitative phase

The qualitative evidence indicates that women in exporting SMEs do not lack
competence, ambition or commitment; their trajectories are marked by
continuous upskilling, cross-sector mobility and resilience, but experience is
often accumulated under greater scrutiny and with fewer structural safeguards.
Policy responses should therefore focus on reducing friction at transition
moments - maternity return, first leadership appointment, first international
expansion - rather than on generic encouragement. Five priorities follow.

Stage-sensitive mentoring systems appear to be among the
highest-impact interventions. Mentoring is valued but rarely
institutionalised, and women navigate high-risk, capital-intensive
export markets largely alone. Publicly supported programmes should
match emerging female export managers and founders with
experienced professionals, including cross-border mentors, and extend
beyond early-stage entrepreneurs to growth-phase firms, which need
different strategic guidance.

Export-financing instruments should be reviewed through a
gender-aware lens. Working-capital strain, high trade-fair
participation costs and limited access to tailored instruments
disproportionately affect small, founder-led firms. Targeted micro-
grants for market testing, subsidised trade missions and flexible co-
financing could reduce entry barriers - and should be accessible to
service-based exporters, not only manufacturers, since the former
receive less attention and are more often led by women.

Re-entry and continuity mechanisms should be strengthened.
Several respondents described needing to prove themselves again after
maternity leave. Structured re-entry - refresher training, leadership-
visibility initiatives and networking reactivation - could prevent
stagnation at precisely the stage when international responsibilities
often expand, supporting talent retention in export-intensive sectors.
Organisational culture remains a quiet determinant of access
and authority. Formal equality policies are often absent or symbolic,
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while informal dynamics shape market allocation, mobility expectations
and credibility. Policymakers could encourage transparent promotion
criteria, voluntary gender audits in export-intensive firms, and equality
standards in export-support eligibility - light-touch conditionality linked
to export programmes rather than rigid quotas.

Visibility and ecosystem integration matter. Participation in
business networks, chambers and international associations repeatedly
emerged as a catalyst for confidence, contacts and legitimacy. Public
institutions should ensure women'’s representation in trade delegations,
business roundtables and sectoral clusters, and showcase realistic
success stories - including the challenges - to normalise non-linear
trajectories.
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Annexes

Annex 1. Survey questionnaire

IVADINIAI KLAUSIMAI

Kokias pareigas Siuo metu einate ijmonéje?

Auksciausio lygmens vadovas/-¢é

Vidurinio ar vykdomojo lygmens vadovas/-é

Tarpinio lygmens pareigos (mazesniy komandy vadovai, vyr. specialistai, ir pan.)
Darbuotojas/-a ar specialistas/-é

Ar valdote jmonés akcijy?
Ne

Taip, maziau nei 10 proc.
Taip, 10-24 proc.

Taip, 25-49 proc.

Taip, 50-99 proc.

Taip, 100 proc.

Kokiam strukturiniam padaliniui / skyriui vadovaujate?
Top vadovy komandai

Eksporto / tarptautinés prekybos
Finansy ir apskaitos

Inovacijy / MTEP

IT / skaitmenizacijos

Logistikos

Rinkodaros ir komunikacijos
Gamybos

Kokybés uztikrinimo / aplinkosaugos
Zmogiskuyjy istekliy

Klienty aptarnavimo
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Teisés / juridiniy klausimy

Pardavimy ir komercinés plétros (vidaus rinka)

Kita (nurodykite)

Kiek darbuotojy dirba Jusy jmoneéje?
Maziau nei 10

10-49

50-99

100-249

250-499

500 ir daugiau

Kokia Jusy jmonés metiné apyvarta?
€0-2 min.

€2-5 min.

€5-10 min.

€10-50 min.

€50-100 min.

> €100 min.

Kokiq apytiksle dali imonés apyvartoje sudaro eksportas?

Neeksportuojame
Tik pradedame
Maziau nei 5 proc.
5-10 proc.

11-20 proc.

21-40 proc.

41-70 proc.
Daugiau nei 70 proc.

Jeigu 6 = a, b arba c — baigti apklausg

Co-funded by
the European Union

WOMEX

N Innovation
“~ Agency

LITHUANIA



43
EKSPORTUOJANCIOS IMONES PROFILIS

Kokioje srityje veikia jusy jmoneée?

(Pasirinkti is sgraso)

Zemes Gkis, migkininkysteé ir Zuvininkysteé (A)

Kasyba ir karjery eksploatavimas (B)

Apdirbamoji gamyba (C)

Elektros, duju, garo tiekimas ir oro kondicionavimas (D)

Vandens tiekimas nuoteky valymas, atlieky tvarkymas ir regeneravimas (E)
Statyba (F)

Didmeniné ir mazmeniné prekyba; varikliniy transporto priemoniy ir motocikly
remontas (G)

Transportas ir saugojimas (H)

Apgyvendinimo ir maitinimo paslaugy veikla (I)
Informacija ir rysiai (J)

Finansiné ir draudimo veikla (K)

Nekilnojamojo turto operacijos (L)

Profesiné, moksline ir techniné veikla (M)
Administraciné ir aptarnavimo veikla (N)

VieSasis valdymas ir gynyba; privalomasis socialinis draudimas (O)
Svietimas (P)

Zmoniq sveikatos priezidra ir socialinis darbas (Q)
Meniné, pramoginé ir poilsio organizavimo veikla (R)
Kita aptarnavimo veikla (S)

Namy tkiy, samdanciy darbininkus, veikla; namy tkiy veikla, susijusi su savoms
reikméms tenkinti skirty nediferencijucjamy gaminiy gamyba ir paslaugy
teikimu (T)

Ekstrateritoriniy organizacijy ir jstaigy veikla (U)
Jeigu Zinote, nurodykite tiksly imonés EVRK kodaq ar veiklos pavadinima

Kam daugiausia skirti jusy imonés produktai ar paslaugos?
Imonéms (B2B modelis)
Galutiniams vartotojams (B2C modelis)
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Tiek jmonéms, tiek vartotojams (B2B ir B2C)
VieSajam sektoriui
Kita (nurodykite)

Kokios yra pagrindinés rinkos, | kurias eksportuojate?
(pasirinkite visus tinkamus atsakymo variantus)

Europa (euro zona)

Europa (uz euro zonos riby)

Siaurés Amerika

Centriné Amerika

Piety Amerika

Afrika

Azija

Okeanija

Kaip siuo metu eksportuoja jisy imoné?
(pasirinkite visus tinkamus atsakymo variantus)

Netiesioginis eksportas (per eksporto tarpininkus (distributorius), eksporto
konsorciumus ar verslo asociacijas)

Tiesioginis eksportas (tiesiogiai tiekiame prekes uzsienio klientams arba per
tiesioginius jmonés atstovus / pardavéjus uzsienio rinkose)

Skaitmeninis eksportas (e. prekyba per kompanijos interneto puslapj,
marketplace (Amazon, Alibaba, Etsy, ir kt.))

Sutartiniai jsipareigojimai (produkcijos ar marketingo licencijavimas uzsienio
kompanijoms, francizés, privataus prekés zenklo (private label) gamyba, Kkiti
tarptautinés gamybos grandinés jsipareigojimai)

Partnerystés / bendradarbiavimas (partnerystés su vietos verslais eksporto
rinkoje, iSskirtiniai platinimo ar kiti bendradarbiavimo susitarimai)

Investicinis eksportas (kompanija investuoja | gamyba uzsienio Salyje, turi
logistikos centrg ar sandélj uzsienyje, eksporto rinkose veikia kompanijos filialai)

Kita
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RESPONDENTO PROFILIS

Jus esate...
Vyras

Moteris

Nenoriu atsakyti

Jisy amzius

Iki 30 mety

30-40 mety

41-50 mety

51-60 mety
Daugiau nei 60 mety
Nenoriu atsakyti

Kurioje salyje giméte?*
Lietuvoje

Europos Sgjungos Salyje
Ne Europos Sajungos Salyje

Kiek laiko dirbate jmonéje?
___metai __ meénesiai

Kiek laiko dirbate Siose pareigose?
___metai __ ménesiai

Kaip pasiekéte dabartine savo darbo pozicijgq?

Buvau paaukstintas(-a) pareigose (vidiné karjera jmonéje)
Buvau jdarbintas (iSoriné karjera)

Ikdriau jmone / susikdriau darbo vietg

Paveldéjau

Pareigas pasidalinome sSeimos viduje

Kita
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Kaip vertinate savo karjeros perspektyvas imonéje?
Didelés — matau realias galimybes.

Vidutinés - vidinés karjeros galimybés ribotos.

Mazos - nematau realiy galimybiy kilti karjeros laiptais jmonéje.
Jokios — imonéje néra / nebéra galimybiy Kilti karjeros laiptais.

Ar dabartinéje pozicijoje dalyvaujate jmonés tarptautinés strategijos
formavime?

Taip, esu tiesiogiai uz tai atsakingas

Taip, dalinuosi atsakomybe su kitais vadovais / struktdriniais padaliniais
Konsultuoju tarptautinés strategijos klausimais

Nedalyvauju tarptautinés strategijos formavime

EKSPORTO VADOVO PROFILIS

Koks jusy auksciausias jgytas issilavinimas?

Pradinis, pagrindinis, bendras vidurinis

Specialusis vidurinis / Vidurinis su profesine kvalifikacija
Aukstesnysis

Aukstasis - bakalauro laipsnis

Aukstasis - magistro laipsnis verslo administravimo srityje (MBA)
Aukstasis - magistro laipsnis kitoje srityje

Aukstasis - daktaro arba aukstesnis laipsnis

Ar esate jgije iSsilavinima / dalyvave mokymuose tarptautinés prekybos
srityje?

(pasirinkite visus tinkamus atsakymo variantus)

Taip, igijau isSsilavinimg (bakalauro, magistro ar daktaro laipsnj) tarptautinés
prekybos srityje Lietuvos aukstojo mokslo institucijoje

Taip, igijau iSsilavinimg (bakalauro, magistro ar daktaro laipsnj) tarptautinés
prekybos srityje uzsienio aukstojo mokslo institucijoje

Taip, esu dalyvaves mokymuose / kursuose Lietuvoje
Taip, esu dalyvaves mokymuose / kursuose uzsienyje
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Nesu jgijes specifinio iSsilavinimo / dalyvaves kursuose

Kokios Jusy nuomone yra svarbiausios kompetencijos / asmeninés
savybeés, norint tapti séeékmingu eksporto vadovu?

(Pasirinkite tris svarbiausias kompetencijas)

Tarptautinés prekybos Zinios (geros teisinés zinios, muity ir kity procediry
iSmanymas)

Strateginio planavimo jgudziai

Geri derybiniai jgldziai

Tarptautinés logistikos ir tiekimo grandiniy iSmanymas

Gebéjimas naudotis skaitmeniniais jrankiais (CRM, e-prekybos (marketplaces)
ir pan.)

Geras uzsienio kalby mokéjimas

Stiprios rinkos / sektoriaus zinios

Analitiniai gebéjimai

Gebéjimas valdyti tarptautines komandas

Pasiryzimas / galimybés daznai keliauti

Lankstumas prisitaikant prie skirtingy darbo valandy, derinantis prie skirtingy
laiko zonu.

éeiminiq isipareigojimy nebuvimas

Kita (jrasykite)

Per jisy profesine karjera eksporto srityje, ar teko susidurti asmeniskai
ar pastebéti savo aplinkoje kurig nors iS Zemiau pateikty situacijy deél
to, kad esate moteris?

Daroma prielaida, kad Jds ar kitos moterys negali keliauti darbo reikalais dél Seiminiy
isipareigojimy,

I Jus ar kitas moteris Zitrima kaip | maziau autoritetingas ar prasciau gebancias priimti
sprendimus per tarptautinius susirinkimus ar derybas

Menkas moters vaidmens pripazinimas, nuvertinimas
Globéjiskas elgesys arba nuolatinis kvestionavimas sprendimy priémimo procese

Vyrai laikomi labiau kompetentingi, turintys geresnius techninius ar strateginius jgidzius ir
Zinias

Moterims skiriami pagalbiniai ar komunikacijos vaidmenys, kol vyrams deleguojama
vadovauti komandai ar deryboms

Pasitikéjimo trikumas atrankos procese, konkuruojant su kandidatais vyrais
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pareigas
Nepatyriau
Kita

PROFESINE KARJERA

IS Zemiau pateikto saqraso, kurie trys jgudziai buvo labiausiai vertinami
jusy karjeroje?

(Pasirinkite tris svariausius jgudzius)
Kdrybinis mastymas

Universalumas, gebéjimas lengvai prisitaikyti
Sprendimy priémimas

Efektyvus keliy uzduociy valdymas vienu metu (multi-tasking)
Kritinis mgstymas

Darbstumas

Emocijy valdymas

Streso valdymas

Analitinis mgstymas

Strateginis matymas

Empatija

Saves pazinimas

Atvira komunikacija

Tarpasmeniniai santykiai

Konflikty valdymas

Né vienas

Jusy karjeroje, net jei jas ir jveikéete?
(Pasirinkite visus tinkamus atsakymo variantus)
Paaukstinimo galimybiy stoka

Gyvenimo ir darbo derinimo sunkumai
Konkurencija
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,,Stiklinés lubos" (nematomi barjerai, apribojimai, su kuriais susiduria moterys, siekdamos auksStesniy pareigy
ir didesnes atsakomybés savo profesiné€je karjeroje)

RySiy trikumas

Baimeé rizikuoti

Ziniq stoka

KliGc¢iy nepatyriau

Rekomendacijy trukumas
Stereotipai dél asmeninio profilio
Isidarbinimo sunkumai

Ambicijos stoka

Neuztikrintumas dél savo gebéjimy
Kita

Jei nurodéte stereotipus - su kuo jie buvo susije?
(Pasirinkite visus tinkamus atsakymo variantus)
Lytimi

Amziumi

Kilme / pilietybe

Odos spalva / etniSkumu

Seksualine orientacija

Lytine tapatybe

Negalia

Religija / isitikinimais

Nepatyriau klitciy

Kita

Kiek sutinkate su Siais teiginiais?

Norint pasiekti tiksly reikia aukoti asmeninj gyvenimag,
Darbas butinas pragyvenimui

Nedirbciau, jei nereikéty

Man patinka dirbti

Darbg laikau svarbesniu nei asmeninis gyvenimas
Dabartines pareigas pasiekiau su sunkumais
Pasiekiau profesinj tikslg
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Darbas prasmingas, jei naudingas visuomenei

Kiek Sie aspektai svarbiis Jusy profesinéje karjeroje?
(Ivertinkite skaléje nuo 0 iki 10, kur 0 - visiSkai nesvarbu, 10 - labai svarbu)
Lankstus darbo grafikas

Asmeninio ir profesinio gyvenimo derinimas

Nuotolinio darbo galimybé

Ekonominés paskatos

Pripazinimas ar statusas

Profesinis tobuléjimas

Sékmeé ir ambicijos

Mokymasis

Atsakomybé ir iSStkiai

Naudingumas visuomenei

Galimybé daznai keliauti

UZsienio kalbos

Kity kultliry pazinimas

IMONES ORGANIZACINE STRUKTURA

Apytiksliai, kiek Zmoniy dirba Jasy imonés auksciausio lygio vadovy
pozicijoje?

(Iskaitant top vadovy komanda, C-lygio vadovybe, valdybg ar kitus kolegialius
valdymo organus, vienasmenius valdymo organus)

Kiek is jy yra vyrai?

Apytiksliai, kiek Zmoniy dirba Jisy jmonés vidurinio / vyvkdomojo lygio
vadovy pozicijoje?

(Iskaitant departamenty vadovus, kity strukturiniy padaliniy ar filialy vadovus)

Kiek i$ jy yra vyrai?

Kiek Zzmoniy dirba eksporto skyriuje?
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Kiek is jy yra vyrai?

Annex 2. Interview questionnaire

IZANGA - 5 minutés

SIO SKYRIAUS TIKSLAI:

e Surinkti pagrinding asmenineg ir profesine informacija.

e Jréminti interviuojamojo profilj Lietuvos eksporto sektoriaus kontekste.

[Amzius ir gyvenimo etapas] Papasakokite Siek tiek apie save ir kur esate
asmeniniame bei profesiniame gyvenime.

[RySys su tyrimo tema] Kaip apibldintuméte savo jmone ir savo vaidmenj joje?

PROFFSINIS KELIAS IR PATEKIMAS I DABARTINE POZICIJA - 10
minudciy

SIO SKYRIAUS TIKSLAI:

Suprasti interviuojamojo profesinj kelia.

Identifikuoti karjeros |Gzio taskus, pokycius ir iSmoktas pamokas.

Suzinoti, kaip interviuojamasis pateko | dabartines pareigas.

Koks buvo jlsy profesinis kelias iki dabartinés pozicijos?

Ar buvo momenty, sprendimy ar etapy, kuriuos laikote ypac reikSmingais?

Pavyzdziai: asmeniniai — santykiai, motinysté; profesiniai - MBA studijos, darbo
ar Salies keitimas, nuotoliniy susitikimy ar darbo iS namy jsisavinimas per COVID
ir pan.

Kokig reikSme jusy profesiniam keliui turéjo iSsilavinimas ar mokymai?
Ar yra mokymy ar kursy, kuriuos laikote esminiais?
Ar jautéte poreikj nuolat mokytis? Kodél?

Ar jasy jmoné rémé mokymosi poreikius, ar turéjote ieskoti alternatyvy
savarankiskai?

Ar manote, kad darbas eksporto sektoriuje / eksportuojancioje jmonéje vienaip
ar kitaip paveiké jusy karjerg ar sprendimus? Kaip?

Minejote, kad esate: XXXX. Kaip patekote | dabartines pareigas? Ar per atranka,
pasitaikiusig galimybe, paveldéjima...?

Kokie asmeniniai ar profesiniai jgldziai jums labiausiai padéjo arba buvo
labiausiai vertinami per karjerg? Prasome pateikti situacijy pavyzdziy, kur Sie
igudziai buvo itin svarbis.
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Zvelgiant atgal, su kokiomis klitatimis ar sunkumais susiduréte, net jei juos
iveikéte? Pasidalykite konkreciais pavyzdziais - kokia buvo jtaka ir kaip su tuo
susidorojote.

Ar jau pasiekéte savo profesinius likescius, ar vis dar esate kelyje jy link? Kodél?

Kokie aspektai ar salygos jums svarbiausi profesinéje karjeroje? Kodél juos taip
vertinate? Pasidalykite situacijy pavyzdziais, kai Sie aspektai buvo lemiami.

Ar kuris nors iS Siy veiksniy kada nors lémé didelius sprendimus - pavyzdziui,
darbo keitimg ar galimybés atsisakymg?

Pavyzdziai, kurie gali biti svarbis:

Darbo salygos: lankstus grafikas, galimybé dirbti nuotoliu, atlyginimas,
finansinés paskatos, kelioniy galimybés ir pan.

Asmeninés vertybés: pripazinimas, profesinis tobuléjimas, nauda visuomenei,
iSSdkiai ir atsakomybés, nuolatinis mokymasis ir pan.

Aplinka ar istekliai: pagalba derinant darbg ir asmeninj gyvenima, pozityvi
atmosfera, sektino pavyzdzio turéjimas, mentorysté, mokymy galimybés ir pan.

Kiti veiksniai: bet kas, kas daro jtakg ar palengvina karjeros kelig - tiek
apciuopiama (laikas, pinigai, lankstumas), tiek neapciuopiama (pripazinimas,
prasme, imonés kultura).

LYTIS IR PROFESINE PATIRTIS - 10 minudciy

SIO SKYRIAUS TIKSLAI:

ISanalizuoti lyties jtakg karjerai ir darbo patirciai.

Identifikuoti su lytimi susijusias klidtis, palengvinancius veiksnius ir patirtis.

Ar jauciate, kad jusy karjeros kelias skyrési nuo kolegy vyry? Jei taip, kaip
manote, kodél?

Kaip vertinate motery atstovavimg jusy sektoriuje ir tokiose pareigose, kaip
jusy?

Ar kada nors jautéte, kad moteriSka tapatybé turéjo jtakos jlsy patekimui
profesijq, veiklai joje ar pripazinimui?

Kokiu bidu tai pasireiské?

[Siekite sukurti pasitikéjimu grijstg atmosferg, kvieskite pateikti pavyzdzius ir eiti
giliau.]

Per savo profesine karjerg eksporto sektoriuje / eksportuojancioje jmonéje ar
pastebéjote, ar patyréte situacijy, kurios, jusy manymu, buvo paveiktos dél to,
kad esate moteris? PraSome pateikti konkreciy pavyzdziy, kaip tai iSgyvenote ir
kaip tai paveiké asmeniskai bei profesiskai.

Pavyzdziai:
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Buvimas laikoma maziau autoritetinga ar ryztinga susitikimuose ar tarptautinése
derybose.

PrieSprielaida, kad negalite keliauti dél Seimos ar darbo-gyvenimo pusiausvyros
priezasciy.
Prielaidos, kad vyrai turi daugiau techniniy ar strateginiy ziniy.

Priskyrimas pagalbiniy ar komunikacijos uzduodiy, kai vyrams patikima
vadovauti ar derétis.

Isitikinimas, kad moteris su mazais vaikais negali prisiimti atsakingy ar labai
reikliy pareigy.

Globéjiskas elgesys ar nuolatinis jasy klausinéjimas sprendimy priémimo
procese.

Nuvertinimas kultlrinése aplinkose, kuriose motery vaidmuo prastai
pripazjstamas.

Saves ribojimas arba pasitikéjimo stoka atrankos procesuose, kuriuose
konkuruojama su vyrais.

Budama eksporto vadové arba jmonés vadové (CEO), ar galite apibudinti
situacijg, patirtg verslo santykiy kontekste Salyse, kuriose lygybés standartai
skiriasi nuo musy? Svarbu jvardyti Salj.

Ar kada nors turéjote mentoriy?
Kaip vertinate mentorystés svarbg?

Ar, jusy manymu, mentorystés turéjimas ar neturéjimas paveiké jusy karjeros
kelig?

Ar rekomenduotumeéte kitoms moterims aktyviai ieSkoti mentoriy? Kodél?

LYDERYSTE IR SPRENDIMU PRIEMIMAS - 5 minutés

SIO SKYRIAUS TIKSLAI:

Suprasti interviuojamojo lyderysteés stiliy.

ISanalizuoti jo (-s) vaidmenj sprendimy priémime ir komandos valdyme.

Kaip apibréztumeéte savo lyderystés stiliy?

Kokios vertybés ar pozitriai jj pagrindzia?

Kokius jrankius ar jgldzius laikote esminiais?

Kaip jauciatés jgyvendindama(s) galig ar lyderyste savo organizacijoje?
NAUJA LYDERYSTE IR ORGANIZACINE TRANSFORMACIJA - 5 minutés
SIO SKYRIAUS TIKSLAI:

ISnagrinéti pozidrj | naujus lyderystés stilius.
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Identifikuoti realy ar potencialy poveikji Zmonéms ir organizacijai.

Ar pastaraisiais metais pastebite pokycius organizacijy lyderystés modeliuose?
Jei taip, kokius?

Ar jauciate judéjimg horizontalesniy, bendradarbiaujanciy ar transformaciniy
modeliy link?

Ar, jidsy manymu, Sie nauji lyderystés stiliai duoda apciuopiamos naudos?
Kokios?

Pavyzdziui: stipresnis priklausymo jausmas, didesnis matomumas, motery
jgalinimas, talenty islaikymas, mazesnis nedarbingumas.

Kaip jusy lyderystés stilius dera su Siomis tendencijomis?

LYGYBES PRIEMONES IR JUY POVEIKIO SUVOKIMAS - 5 minutés
SIO SKYRIAUS TIKSLAI:

Identifikuoti lygybés priemones ir jvertinti jy realy masta.

ISnagrinéti institucinius jsipareigojimus ir lygybés kultdra.

Kokias lygybés priemones ar protokolus, susijusius su lytimi ir jvairove, taiko
jusy jmone?

Pavyzdziai: lygybés planai, mokymai, atlygio auditas, priekabiavimo prevencijos
protokolai ir pan.

Kaip vertinate Sias iniciatyvas?

Ar, jusy manymu, jos turi realy poveikj, ar labiau yra formalumas?

Ar pastebéjote kultliros pokyciy organizacijoje?

Ar vadovybés jsipareigojimas akivaizdus?

Ar darbo ir asmeninio gyvenimo derinimo politika iS tikryjy yra dalijamasi
atsakomybé?

Kaip tai veikia organizacijos kulturg ir talenty valdymg?

Ar jauciamas realus pokytis komunikacijoje, paaukstinimuose, darbo-gyvenimo
balanse ir pan.?

Kokias veiklas, jusy manymu, reikéty skatinti labiau, kad buty pasiekta
pazanga?

APMASTYMALI IR ZINUTE ATEICIAI - 5 minutés
SIO SKYRIAUS TIKSLAI:

Surinkti strategines jzvalgas ir interviuojamojo nuomones.
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Suteikti erdvés pasitlymams.

Su kokiais iSSukiais, jisy manymu, susiduria moterys, plétodamos karjerg
tarptautinése rinkose ar su eksportu susijusiose pareigose?

Kokj patarima duotuméte jaunai moteriai, siekianciai vadovaujanciy pareigy
eksportuojancioje jmonéje?

Ar pastebite pokycius naujy motery karty santykyje su ambicijomis ir valdzia?
Ypac eksporto sektoriuje?

Kokiy priemoniy ar paramos, jasy manymu, turéty imtis vieSosios institucijos,
kad paskatinty motery lyderyste eksportuojanciose jmonése?

Pavyzdziai: mokymai, stipendijos, tinklai, pripazinimas, darbo-gyvenimo
balansas...

PABAIGA
Ar yra dar kas nors, ka norétuméte pridéti apie aptartas temas?
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