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1. INTRODUCTION

Continuous education and professional development of employees within the contemporary 
media system constitute one of the most important segments of human resource management in media 
organizations. Changes in media content production processes, digital platforms, and the normative 
framework of media discourse necessitate the ongoing development of professional competencies 
and the capacity for professional adaptation among media employees. The development of employee 
competencies, including those of media professionals, is based on the integration of formal, non-formal, 
and informal learning, implemented through internal educational programs, specialized training, mentoring, 
and work-based learning. These mechanisms contribute to the enhancement of employees’ technical, 
analytical, and ethical competencies, as well as to the strengthening of organizational efficiency. In this 
regard, Becker et al. (2006) observe that major U.S. daily newspapers tend to employ only experienced 
journalists, suggesting that media organizations will need to invest in training if they wish to ensure that 
more experienced journalists keep pace with technological advancements.

Contemporary human resource development is shaped by interconnected trends that significantly 
redefine the role of the HR function. Digitalization and the adoption of HR technologies, including analytics, 
applicant tracking systems, and employee engagement platforms, enable data-driven decision-making 
and improve the efficiency of HR processes. At the same time, the growing focus on employee experience, 
well-being, and work–life balance requires HR professionals to develop a deeper understanding of human 
behavior and the factors influencing productivity and employee retention. Processes of globalization and 
the increasing diversity of the workforce further impose the need for the development of cultural competence 
and the ability to manage complex intercultural relationships. Finally, the integration of artificial intelligence 
and automation in recruitment, performance management, and training is transforming traditional HR 
practices and expanding the strategic role of HR professionals (Westover, 2025).

In the contemporary business environment, characterized by accelerated technological change 
and increasing competition, human resources have become a key driver of organizational efficiency and 
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sustainable competitive advantage. Employees’ knowledge, skills, and adaptive capacity are increasingly 
recognized as central organizational resources, particularly in information- and creativity-based sectors 
such as the media. In this context, employee development transcends the framework of occasional 
training and becomes a strategic component of modern human resource management (Drucker, 1999; 
Dessler, 2020).

The media industry, confronted with digitalization, media convergence, and transformations in 
professional roles, is particularly dependent on the continuous enhancement of employees’ knowledge 
and competencies. Changes in technology, work processes, and relationships with audiences require 
media professionals to constantly adapt and acquire new skills in order to maintain content quality and 
professional standards. Research indicates that flexibility, lifelong learning, and professional development 
have become indispensable elements of work in contemporary media organizations (Deuze, 2007; 
Castells, 2010; Pavlik, 2013). In this context, continuous education of media employees represents a key 
mechanism for responding to the structural changes of modern business. It enables not only technological 
adaptation but also the strengthening of organizational capacities, innovativeness, and the long-term 
sustainability of media organizations. Contemporary approaches to human resource management 
therefore emphasize systematic investment in employee education and development as a prerequisite 
for successful performance in a dynamic and uncertain media environment (OECD, 2019; Dessler, 2020).

 
2. LITERATURE REVIEW

The contemporary, highly dynamic media environment has led to significant changes in the labor 
market, creating a complex and challenging framework for strategic human resource management in 
media organizations. At the same time, accelerated technological development imposes the need for 
continuous and adaptable forms of employee education in order to keep pace with emerging media 
practices. Finally, the growing role of social media has increased the visibility of both internal and external 
actors, further affecting organizations’ capacity to manage crisis situations effectively (Costello & Oliver, 
2018).

Continuous learning is an integral component of adaptation to constantly evolving trends and 
technologies. HR professionals must be well acquainted with the latest marketing strategies in order 
to build a strong workforce capable of meeting contemporary business demands in a globalized and 
high-technology business environment (Huynh, 2024; Holistique Training, 2023). In this context, 
continuous improvement and learning are not optional but represent essential elements of human 
resource management in modern organizations (Rode et al., 2022). Research indicates that organizations 
investing resources in continuous education experience enhanced workforce flexibility, efficiency, and 
innovativeness, which is crucial for maintaining competitive advantage in the digital economy (Hasan 
et al., 2024). A similar argument is advanced by Benabed and Messaoudi (2025), who emphasize 
that contemporary HR management plays a strategic role in achieving organizational objectives and 
that continuous employee education is a key factor in fostering flexibility, innovation, and business 
sustainability. The role of HR professionals is rapidly evolving, requiring continuous education to manage 
digital transformation and maintain relevance in modern business markets (Zhang & Chen, 2023). Dabić 
et al. (2023) go a step further by arguing that digitalization has fundamentally transformed the nature 
of work, making continuous education indispensable for HR in supporting sustainable human resource 
management. Effective management of human capital through continuous education contributes to the 
strengthening of organizational culture and overall business efficiency, which is of critical importance for 
media companies in the contemporary era (Siocon, 2023).

3. DATA, METHODOLOGY AND STYLIZED FACTS

The primary research was designed to examine the manner and extent to which institutional practices 
of education and professional development within media organizations contribute to the development of 
employees’ professional competencies, their professional adaptability to the contemporary demands of 
the media profession, and the alignment of these practices with organizational strategic objectives and 
prevailing professional standards. In this regard, two research hypotheses were formulated:

H1. Continuous education significantly increases the motivation of media employees.
H2. Media organizations that invest in employees’ knowledge adapt more easily to market changes.
Data were collected using Google Forms. The research sample was based on purposive sampling 

and consisted of media employees in the Republic of Serbia. Prior to the construction of the final version 
of the questionnaire, a pilot study was conducted on a sample of 25 respondents in order to examine the 
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content validity of the measurement instruments used in this research. Based on the results of the pilot 
study, appropriate revisions were made, after which the final version of the questionnaire was formulated. 
The main study was then conducted on an independent sample of 274 respondents (n = 274). Data 
collection was carried out between December 2025 and January 2026.

The questionnaire consisted of three sections. The first section included general questions regarding 
gender, level of education, age, type of sector in which respondents were employed, work experience in 
the media, and the position they held within media organizations. In the second section, respondents 
assessed the significance of continuous education for media employees, while the third section focused 
on evaluating education and professional development practices in the media organization in which they 
were employed. For the purposes of statistical processing and data evaluation, methods of descriptive 
statistics were applied, including measures of central tendency, dispersion, and distribution asymmetry. 
Non-parametric techniques were used for hypothesis testing. The data were processed using the IBM 
SPSS software package.

4. EMPIRICAL RESULTS AND DISCUSSION

The study sample comprised 274 respondents employed within the media sector. Females were 
slightly more represented (55.1%) compared to Males (44.9%). In terms of educational attainment, the 
largest proportion of participants hold a university degree (40.1%), while nearly one-fifth possess a 
master’s degree (18.2%), and a small minority hold a doctoral degree (PhD) (1.5%). With respect to the 
type of media, the majority of respondents are employed in television (53.6%), followed by print media 
(17.9%) and online media (17.2%), whereas radio and news agencies are less represented. Employment 
is predominantly concentrated in the public sector (90.5%).

Regarding professional experience, most respondents reported more than ten years of work in 
the media industry (70.1%), indicating a highly experienced sample structure. In terms of organizational 
position, journalists (35.4%) and editors (27.0%) constitute the largest groups, while technical staff, 
management, and other positions are less represented. Further details are provided in Table 1. The 
average age of respondents is 47 years, with a Median of 48 years and a Mode of 44 years.
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Table 1. Statistics

Source: Author’s calculation

Only 13.1% of organizations reported that they regularly provide seminars and training programs 
for their employees, while 46.4% do so occasionally, 30.3% rarely, and 10.2% never.

A chi-square test of independence revealed a statistically significant association between responses 
to the question “Does your organization provide training programs/seminars for employees?” and the type 
of media in which respondents are employed, χ²(12, n = 274) = 24.756, p = 0.016, phi= 0.301.

As shown in Table 2 (Crosstabulation), the values of the Adjusted Residuals indicate that employees 
in print media were significantly less likely than expected to report Yes, regularly (Adjusted Residual = 
–2.5), while the category Never was significantly more frequent than expected (Adjusted Residual = 
3.1). Conversely, for employees in television, the number of cases in the Never category was lower than 
expected.
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Table 2. Crosstabulation

Source: Author’s calculation

Within media organizations, the most common form of employee professional development is 
internal training programs (39.8%), followed by external seminars (19.7%), conferences (16.8%), and 
self-directed learning (16.4%), while online courses are the least represented (7.3%).

A chi-square test of independence revealed a statistically significant association between the form 
of professional development and the type of media in which respondents are employed, χ²(16, n=274) = 
28.580, p=0.027, phi=0.323. The highest proportion of employees in print media and television (42.9% 
each) reported participation in internal training programs. Employees in radio were most frequently engaged 
in external seminars, whereas those in news agencies were equally represented in external seminars and 
conferences (50% each). Online courses were reported only by employees in print media (14.3%) and 
online media/portals (12.8%), while in other media organizations they were negligibly represented.

Respondents evaluated the statement “Continuous education increases employee motivation” with 
an average score of 5.62, a median of 6, and a mode of 6. The first quartile (Q1) was 5, indicating that 
25% of respondents rated the statement with 5 or lower, while the third quartile (Q3) was 7. The variable 
demonstrated relatively low variability (CV=26.71%) and strong negative skewness (Skewness=–1.102). 
This view was consistently expressed across gender, educational levels, organizational positions, 
employment sectors, and years of professional experience in the media. Among respondents who rated 
the statement with 5 or higher, the most frequently cited reason was “New knowledge increases confidence 
and self-assurance in job performance” (44%), followed by “Additional education creates a sense of 
personal and professional advancement” (34.67%), and “Employees feel valued when employers invest 
in their knowledge” (21.3%).
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Graph 1. Reasons for the positive impact of continuous education on motivation

Source: Author’s calculation

Respondents evaluated the statement “Media organizations that invest in knowledge adapt 
more easily to market changes” with a very high average score of 6.06, a Median of 6, and a Mode 
of 7. The variable exhibited strong negative skewness (Skewness=–1.521) and relatively low variability 
(CV=19.75%). This view was consistently expressed across gender, educational levels, organizational 
positions, employment sectors, and years of professional experience in the media. Among respondents 
who rated the statement with a score of 5 or higher, the most frequently cited reason was “Knowledge 
enables more efficient implementation of new business and technological models” (44%), followed by 
“The organization becomes more flexible and better prepared for competitive challenges” (30.8%), and 
“Employees respond more quickly to changes in audience and market needs” (25.2%).

Graph 2. Assessment of the statement “Media organizations that invest in knowledge adapt more 
easily to market changes” 

Source: Author’s calculation
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Graph 3. Reasons for the positive impact of investment in knowledge on adaptation to market 
changes

Source: Authors’ calculation

A strong linear relationship was observed between the items “Continuous education increases 
employee motivation” and “Media organizations that invest in knowledge adapt more easily to market 
changes”, with a correlation coefficient of r=0.714. Furthermore, significant linear associations were found 
between “Training programs and seminars improve the professional skills of employees” and “Continuous 
education increases employee motivation” (r=0.586), as well as between “Training programs and seminars 
improve the professional skills of employees” and “Media organizations that invest in knowledge adapt 
more easily to market changes” (r=0.579).

Table 3. Correlations

**. Correlation is significant at the 0.01 level (2-tailed).
Source: Author’s calculation

5. CONCLUSION

This research study contributes to the development of future directions in human resource 
education within the media sector by identifying potential trends, emerging best practices, and key 
competencies required of media professionals in the contemporary digital environment. Particular 
emphasis is placed on a strategic approach to business operations, as well as on competencies of 
critical importance for the planning, implementation, and evaluation of training programs, grounded in 
an interdisciplinary approach and the principles of continuous professional development. In the context 
of accelerated and profound transformations of the media landscape, the need for new, innovative, and 
creative human resources is becoming increasingly pronounced. The research findings indicate that 
training and professional development programs in media organizations remain insufficiently systematic, 
as only 13.1% of organizations regularly organize seminars and training activities, while in the majority 
of cases such programs are implemented occasionally or rarely. Nevertheless, a statistically significant 
association between the frequency of training provision and the type of media confirms that the institutional 
approach to employee education depends on the media sector. These results demonstrate that the 
structural characteristics of media organizations influence employees’ educational practices. A significant 
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relationship was also identified between the forms of employee professional development and the type of 
media, further confirming that different media sectors adopt different models of knowledge development. 
Internal training represents the most common form of professional development, particularly in print and 
television media, whereas external education programs and conferences are more characteristic of radio 
stations and news agencies. Online courses are poorly represented and largely limited to print and online 
media, indicating the underutilized potential of digital learning formats.

Regarding respondents’ attitudes, continuous education received a high mean score of 5.62, with a 
strong level of agreement among respondents regardless of gender, educational background, job position, 
employment sector, or work experience. The most significant reasons underlying this perception relate to 
increased self-confidence gained through new knowledge, a sense of professional advancement, and the 
perception of being valued by the organization. This pattern of responses clearly indicates that continuous 
education has a strong motivational effect on media employees, thereby confirming Hypothesis H1. The 
statement that media organizations investing in employees’ knowledge are better able to respond to 
market changes was rated with a very high mean score of 6.06, accompanied by low variability and 
a high degree of consensus across all sociodemographic and professional categories of respondents. 
Key reasons include more effective implementation of new business and technological models, greater 
organizational flexibility, and faster responses to changes in audience needs and market conditions. 
These findings clearly demonstrate that investment in knowledge represents an important mechanism of 
adaptability for media organizations, thus confirming Hypothesis H2.
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