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INTRODUCTION
Relevance. In the context of globalization of the world economy and the intensification of international competition, characterized by rapid technological changes and the necessity for constant adaptation, employee motivation becomes one of the most critical factors determining the success and competitiveness of any organization. Highly motivated personnel are the source of innovation, ensuring high labor productivity, quality of products/services, and customer loyalty. The ability of a company to attract, develop, and retain talent directly depends on the effectiveness of its motivation system.

This issue gains particular importance when studying the activities of transnational corporations (TNCs) and companies operating in international markets, especially those representing economies with specific national and corporate cultures. The People's Republic of China (PRC) is currently one of the world's leading economic powers, and its corporations are actively integrating into the global business landscape. However, the Chinese corporate culture is based on a unique combination of Confucian values (hierarchy, collectivism, harmony, «face» (mianzi)) and modern management approaches. Understanding how these cultural specificities influence the methods and effectiveness of employee motivation is key to successful Human Resource Management (HRM), both within Chinese companies themselves and in international organizations that maintain partnerships or subsidiaries in the Chinese market. Thus, the research titled «Employee Motivation in the Context of Chinese Corporate Culture» possesses high theoretical and practical significance for modern management science and international business.

Analysis of recent research and publications. Outstanding management theorists (P. Drucker, G. Fayol, E. Mayo, F. Taylor, M. Weber) made a significant contribution to the formation and development of management thought. Their concepts laid the foundation for the subsequent development of theories of work organization, leadership, motivation, and management effectiveness.

Contemporary scholars focus on researching the specifics of personnel management, organizational behavior, and the strategic development of HRM systems (M. Frazier, J. Gruman). Considerable attention is paid to the analysis of the Chinese management model, which combines traditional cultural values with modern management principles (C. Bao, Y. Chen, S. Kim, B. Liu, J. Tong, E. Wang, X. Yan). Concurrently, the scope of research dedicated to the problems of cross-cultural management in the East Asian context is expanding, notably in the works of M. Bak, G. Hofstede, T. Jackson, B. Jaw, Y. Pan, W. Roos, V. Tian, A. Tsui, C. Yu, H. Zhao.

The issues of employee motivation in the context of organizational behavior, labor economics, and cross-cultural management are explored in numerous scholarly works. Classic motivation theories developed by J. Atkinson, E. Deci, F. Herzberg, A. Maslow, D. McClelland, D. McGregor, W. Ouchi, R. Ryan, V. Vroom have become the theoretical basis for modern research. The influence of motivation on labor productivity and organizational effectiveness has been studied by M. Ibrahim, G. Latham, N. Liu, E. Locke, L. McGregor, D. Myers, C. Pinder, S. Robbins,                                I. Shahzadi, D. Wang, R. White. In the Ukrainian scientific space, personnel motivation problems are researched in the works of O. Chernushkina,                                                     T. Chernyavska, O. Dancheva, V. Danyuk, A. Kolot, Yu. Shvalb, A. Tsymbalyuk, T. Tytarenko.

Despite significant scholarly interest in the problem of employee motivation, the theoretical, methodological, and practical foundations for forming an effective system of employee motivation in the context of Chinese corporate culture under conditions of global transformations and challenges of the modern business environment remain insufficiently developed.
Connection of the qualification project with scientific projects, plans, and topics. The qualification certificate was issued at the Department of Management and Innovation of I.I. Mechnikov Odesa National University. The research plan is carried out within the framework of the state-funded project: "Innovative and Investment Directions for Modernization of the National Economy in the Context of Globalization" (Registration number 0121U109469, 2021-2025), which explores the system of marketing activity management in the face of global challenges.

Goal and tasks. The purpose of the research is theoretical and methodological substantiation of the employee motivation management system in the context of Chinese corporate culture, taking into account global challenges and leading international practices.

Achievement of the goal of qualification project has led to the necessity of setting and solving the following tasks:

- systematize the theoretical foundations for studying personnel motivation and determine the key tools and concepts of motivation within the context of Chinese corporate culture;
- conduct an analytical study of Alibaba Group's activities, including the assessment of its financial, economic, and managerial characteristics;
- assess the effectiveness of the current Alibaba Group employee motivation system, identifying its strengths and weaknesses (specifically, the impact of the "996" work culture);
- develop an algorithm for forming an effective motivation program and to define strategic approaches for sustaining this system;
- substantiate methodological recommendations for improving Alibaba Group's personnel motivation initiatives, ensuring their economic feasibility and correspondence to cultural specifics.
The object of the study is the process of formation and functioning of the personnel motivation system in the context of corporate culture.

The subject of the study is the set of theoretical, methodological, and organizational-practical approaches to improving personnel motivation, exemplified by the Alibaba Group company.
Research methods. To achieve the stated goal and fulfill the objectives, the following research methods may be utilized:

1. Theoretical and general scientific methods: analysis and synthesis for studying and generalizing scientific approaches to personnel motivation, the evolution of models, and the specifics of Chinese corporate culture; systemic approach for considering motivation as a holistic system formed under the influence of cultural and global factors; historical approach for examining the evolution of motivation studies and the formation of traditional values in Chinese culture; comparative analysis for contrasting western motivation models with tools applied in Chinese corporate culture.

2. Empirical and analytical methods: monographic method for a comprehensive study of Alibaba Group's activities as a representative of Chinese business; economic and statistical methods for processing quantitative data (technical and economic indicators, performance evaluation, analysis of turnover, employee satisfaction, and productivity); sociological methods (analysis of internal reports, public studies, and content analysis of Alibaba's HR policies to evaluate the motivation system and employee attitudes).

3. Design and forecasting methods: modeling method for developing a motivation program and a model for the strategic support of the motivation system; 

- program-target planning for forming specific improvement initiatives and programs with clear objectives and resources.
Results approval and publication. The materials of the qualification project were published in the proceedings of the student conference «Actual Socio-Economic and Legal Problems of Development of Ukraine and its Regions» (April 22-24, 2025, Odesa) under the title: «Evolution of Personnel Motivation Research in Scientific Literature», and also in the scientific journal «Mental Health» in an article titled: «Key models and methods of personnel motivation and their managerial significance».

Structure and scope of work. The work consists of an introduction, three chapters, conclusions, and a bibliography (list of used sources) (84 positions), and      1 Appendix. The total volume of the qualification project is 99 pages. The work contains 12 tables and 6 figures.
CHAPTER 1. THEORETICAL FOUNDATIONS FOR STUDYING                                  THE PROBLEM OF PERSONNEL MOTIVATION IN THE CONTEXT OF CHINESE CORPORATE CULTURE
1.1. Evolution of research on the problem of personnel motivation                                        in the scientific literature
The issues of personnel management and motivation originate in the works of management classics who laid the foundations of modern labor organization theory. Significant contributions to the development of management thought were made by prominent scholars in the field of management (P. Drucker, G. Fayol, E. Mayo,                       F. Taylor, M. Weber, etc.) [21-22; 24; 48; 69; 79].
P. Drucker (1909–2005), one of the most influential management theorists, in his works «The Practice of Management» (1986) [22] and «Management Challenges for the 21st Century» (2001) [21], viewed management as a distinct type of activity aimed at the effective utilization of human potential and achieving results through people. He emphasized that the key to an organization's success is understanding motivational factors, as employees constitute its main value. According to P. Drucker, the manager's task is not only to coordinate processes and control but, above all, to create conditions for professional growth, self-realization, and inspiring people toward productive activity. The scholar defined the core principles of effective management: setting clear goals, delegating authority, feedback, results orientation, and forming a systemic approach to personnel motivation [21]. According to E. Edersheim (2017), Drucker’s ideas became the foundation for the modern view of management as a social function that combines strategic thinking, leadership, and human capital development [23].
E. Mayo (1880–1949), a prominent representative of the human relations movement in management, investigated the influence of socio-psychological factors on labor effectiveness and employee behavior within the organization in his work «The Social Problems of an Industrial Civilization» (1945) [48]. His approach formed the basis of the human relations theory, which shifted management focus from technical and economic aspects to understanding human needs, emotions, and motives. E. Mayo proved that labor productivity depends not only on material incentives but also on the social atmosphere, team cohesion, moral support, and the employee's sense of significance. He emphasized the importance of informal communication, employee participation in decision-making, and the role of the supervisor as a leader capable of creating a favorable psychological climate [48]. Consequently, Mayo’s ideas represented a crucial stage in the evolution of management thought, initiating the consideration of motivation as a complex socio-psychological process that determines the effectiveness of work activity.

H. Fayol (1841–1925), in his work «General and Industrial Management» (1949) [24], formulated the 14 Principles of Management that underpinned the administrative school of management. He viewed management effectiveness through the lens of the human factor, stressing the importance of fairness, discipline, initiative, and esprit de corps (team spirit). In his view, the manager must ensure working conditions where the employee is aware of their significance and feels a sense of belonging to the common goal. Motivation, according to H. Fayol, is a combination of moral and material incentives that facilitate the alignment of individual interests with organizational goals [24].
F. Taylor (1856–1915), the founder of Scientific Management, laid the groundwork for a systematic approach to labor organization in his work «The Principles of Scientific Management» (1911) [69]. He believed that production efficiency could be achieved through the rationalization of work processes, the scientific analysis of work operations, and fair material incentives for employees.                        F. Taylor formulated the principles of division of labor, standardization of tasks, and the application of scientific methods to boost productivity. In the motivational aspect, his concept was based on the conviction that the main stimulus for work is remuneration, which must directly correspond to work results. At the same time, he emphasized the need for partnership relations between managers and subordinates, where the alignment of interests of both parties ensures not only increased productivity but also greater job satisfaction [69]. Thus, in Taylor's approach, motivation appears as a combination of rational stimulation and the creation of fair conditions for the efficient performance of every employee.

M. Weber (1864–1920), in his work «The Theory of Social and Economic Organization» (1947) [79], developed the concept of rational bureaucracy, which significantly influenced the subsequent development of management thought and the practice of organizational management. He described the “ideal type” of a bureaucratic system based on clear hierarchy, formalized rules and procedures, employee professionalism, and a rational approach to managerial decision-making. Such a structure, according to M. Weber, ensures the stability, predictability, and efficiency of the organization's activities, as it minimizes the influence of subjective factors and promotes accountability at all levels of management [79].

In the motivational context, Weber's approach focuses on the role of clear norms, distribution of duties, and fair procedures, which foster a sense of security, stability, and confidence in employees regarding their professional position [79]. Adherence to the principles of discipline, competence, and merit-based career progression acts as an important factor in personnel motivation. Consequently, Weber's model of bureaucracy contributes to the formation of internal work motivation by creating an orderly, transparent, and fair environment where employees can realize their potential and achieve high results.

The ideas of these outstanding scholars became the theoretical basis for the further study of motivation as a key factor in Human Resource Management effectiveness.

In the subsequent development of management thought, the very concept of motivation took center stage, as it combined the psychological, economic, and social aspects influencing human behavior in an organization. Numerous approaches to understanding the essence of motivation, its mechanisms, and its role in increasing work efficiency were formed based on the ideas of the classics.
In contemporary scholarly works, motivation acts as a theoretical and applied category used to describe human behavior in various situations, primarily those related to work activity, and to clarify the internal and external factors that cause its changes.

A wide range of approaches exists in scientific and educational literature regarding the definition of the concept of «motivation».

In psychological sources, motivation is viewed as a process of internal activity of the individual, which involves the conscious selection of motives, behavioral goals, and the paths to achieve them. It is also described as an internal quality of a person, an element of their character, closely linked to interests and needs                                     (J. Atkinson, H. Feather; B. Bass, G. Barret; T. Chernyavska; F. Herzberg, etc.;                        A. Maslow; D. McClelland; D. Myers, etc.; Yu. Shvalb, O. Dancheva; T. Tytarenko, etc.) [7; 10; 13-15; 30; 46-47; 49; 54; 67; 74].

In the economic context, motivation is interpreted considering the interaction of internal and external factors that influence a person and stimulate them toward active work to realize both personal and organizational goals. From this viewpoint, motivation management aims to create a system of conditions that encourage the employee to take effective actions focused on achieving the highest possible results (K. Bartol, D. Martin; V. Danyuk, O. Chernushkina; J. Gruman, M. Budworth;                        A. Kolot, A. Tsymbalyuk; G. Latham, E. Locke, etc.) [9; 18; 28; 38; 39].

The multi-faceted nature of the concept of «motivation» necessitates its consideration in various meanings and manifestations. First, it should be emphasized that motivation can be understood as a certain state of a person or as a process aimed at changing that state. In the first sense, motivation acts as a characteristic of the individual's psychological state, which reflects their needs, interests, and value orientations at a specific moment in time, determining the level of work activity                     (A. Kolot, S. Tsymbalyuk) [38]. This state is formed under the influence of internal factors (motives, expectations, values) and external stimuli.

In the second sense, motivation should appropriately be treated as a process that reveals the dynamics of motivational orientations and the work behavior of the employee. This involves the individual's conscious choice of a certain behavioral model in accordance with a set goal, which determines their actions or inactions. This takes into account both internal changes in a person’s work behavior and the external managerial influence aimed at activating the employee and orienting their activity towards achieving organizational goals (B. Bass, G. Barret) [10]. Thus, work motivation is the result of the harmonization of the individual's internal impulses and external stimuli of professional activity. These processes are interconnected and interdependent, and ensuring their coordinated development is an important task for managers, owners, supervisors, and HR managers.

In the third sense, personnel motivation can be viewed as a practical field of activity aimed at developing methods and means of influencing employee behavior to realize both individual and organizational goals. Increasing the level of motivation, developing work activity, and forming a positive attitude toward work are key tasks for managers and HR specialists. The complex external influence on employees aimed at forming stable work motivation is defined as the process of motivating                    (V. Danyuk, O. Chernushkina) [18].
It is worth noting that extrinsic motivational tools are not limited to material rewards alone, as they are not capable of ensuring high labor activity in the long term. To sustain motivation, it is essential to create conditions for productive work, professional growth, and career development, and to ensure the efficient organization of the labor process. A key role in this is played by a fair personnel evaluation system, the involvement of employees in enterprise management, the formation of a positive socio-psychological climate, a sense of belonging to the organization, and the development of corporate culture.

Contemporary academic thought indicates a rethinking of approaches to staff stimulation, acknowledging the limitations of exclusively material rewards in ensuring high labor activity in the long term. Effective human resource management requires the creation of comprehensive conditions that promote not only productive work but also professional growth and career development. An important role is assigned to the efficient organization of the labor process, the implementation of a fair evaluation system, the involvement of employees in enterprise management, as well as the formation of a positive socio-psychological climate, the development of corporate culture, and a sense of belonging to the organization.

The evolution of motivation research began with fundamental works that defined the core content and process aspects of human incentives.

Below is a brief overview of key motivational theories (E. French;                              F. Herzberg et al.; A. Maslow; D. McClelland; D. McGregor) [26; 30; 46; 49; 52] that laid the groundwork for modern concepts; a detailed analysis of these models will be conducted in the following Subsection 1.2.

A. Maslow (1987), in his book «Motivation and Personality» [46], introduced the Hierarchy of Needs, which laid the foundation for understanding motivation as a dynamic process where the satisfaction of basic needs precedes the aspiration for higher ones, such as self-actualization.

F. Herzberg, B. Mausner, and B. Snyderman (1959), in their work «The Motivation to Work» [30], with their Two-Factor Theory, were the first to clearly distinguish factors causing dissatisfaction (hygiene factors) from those that genuinely motivate (motivators).

D. McClelland (1985), in his book «Human Motivation» [49], focused on acquired needs (achievement, power, affiliation), emphasizing their crucial role in the work context, which was further developed by studies such as E. French's (1956) work [26] on motivation in choosing a work partner and the work of J. Atkinson and H. Feather (1966) [7] on achievement motivation.

D. McGregor (1985), in his work «How Motives, Skills, and Values Determine What People Do» [52], made an important contribution to the understanding of the nature of personnel motivation. The scholar viewed human behavior at work as a result of the interaction of three key factors: motives, skills, and values.                                          D. McGregor emphasized that motivation is not an isolated process: it is shaped within the context of the employee's personality traits and the organizational environment. Depending on the combination of these three components, people choose specific behavioral patterns that determine their effectiveness, job satisfaction, and level of engagement [52]. This approach expanded traditional views of motivation, focusing not only on extrinsic incentives but also on intrinsic value orientations and personal competencies.

Research on personnel motivation has deep roots in Western academic thought; however, their interpretation and adaptation within the context of non-Western cultures, particularly the Chinese culture, became a significant stage in the evolution of this problem. The aforementioned classic Western theories, such as A. Maslow's Hierarchy of Needs, F. Herzberg's Two-Factor Theory, and D. McGregor's Theory «X» and Theory «Y», were developed predominantly based on individualistic cultures. Consequently, their direct application in countries grounded in Confucian ethics and collectivism required substantial re-evaluation.
Chinese and Asian researchers, as well as Western scholars studying the region, emphasize that key Confucian values—such as hierarchy, respect for elders (power distance), harmony, interdependence, and the concept of Guanxi (a network of personal relationships)—significantly alter the motivational landscape (G. Hofstede, M. Bond; V. Tian et al.; A. Tsui et al.; X. Yan et al.; C. Yu) [33; 71; 73; 81; 82].
Specifically, in the collectivistic context (G. Hofstede, M. Bond, 1988) [33], the need for belonging and social harmony often comes to the fore, while hierarchy and respect for authority (T. Jackson, M. Bak, 1998) [35] may outweigh individual aspirations for self-actualization in the purely Western sense. Research shows that Chinese employees are largely motivated by group goals, the preservation of «face» (X. Yan et al., 2018) [81], and stability within their «in-group» (G. Hofstede,                           M. Bond, 1988) [33], reflecting Confucian interdependence.

For instance, Herzberg's classic hygiene factors (salary, working conditions) can be inextricably linked to maintaining social status and «face», thus acquiring an additional motivational significance that goes beyond merely preventing dissatisfaction. D. McGregor's Theory «X» and Theory «Y» [52], concerning the nature of employees, is also modified: management approaches in China often combine authoritarianism (high power distance) with paternalistic care, creating a unique cultural hybrid (S. Kim et al.; Y. Pan et al.) [37; 57].

Thus, the evolution of motivation research in the Chinese context lies in the systematic integration of cultural dimensions into generally accepted models (B. Jaw et al., 2007; H. Zhao et al., 2018) [36; 84]. This creates the foundation for understanding that effective motivational models in Chinese corporate culture must not be a mere translation of Western concepts but their localization, taking into account the deep influence of Confucianism and collectivism.

A detailed exposition of these adapted models and methods will be presented in the following subsection.

The shift towards understanding the links between cognitive and motivational processes was marked by the work «Intrinsic Motivation and Self-Determination in Human Behavior» by E. Deci and R. Ryan (1985) [19]. Their Self-Determination Theory (SDT) became key for distinguishing intrinsic from extrinsic motivation, emphasizing the importance of the needs for autonomy, competence, and relatedness.

In turn, G. Latham and C. Pinder (2005), in their review «Work Motivation Theory and Research at the Dawn of the Twenty-First Century» [40], highlighted the significance of Goal-Setting Theory, which empirically proved that specific and challenging goals are a powerful motivator. The socio-psychological and organizational context in the understanding of motivation in the workplace was deepened in works on industrial and organizational psychology, notably B. Bass and G. Barret's (1981) «People, work, and organizations: an introduction to industrial and organizational psychology» [10]. These studies established the importance of organizational structure, leadership, and group interactions.
In the field of Social Psychology, the work «Social psychology» by                            D. Myers et al. (2018) [54] underscores that individual motivation in the work environment is largely shaped by the extrinsic social context, and not solely by intrinsic needs or cognitive processes, which serves as an important complement to classical theories. Specifically, they emphasize that employee motivation and behavior often align with the unwritten rules and expectations that dominate the collective or organization; these social norms (e.g., norms of productivity, mutual assistance, or attitude toward work) serve as a potent regulator of effort, as individuals naturally strive to meet the standards of their reference group. Furthermore, the stronger an employee identifies with the organization, its mission, and values, the higher their intrinsic motivation and sense of belonging, which encourages pro-social and dedicated behavior that goes beyond formal duties. At the same time, social psychology confirms that the perception of organizational justice is a powerful motivator, since when employees believe they are treated fairly regarding rewards or decision-making procedures (distributive and procedural justice), their trust, willingness to cooperate, and overall level of motivation increase significantly. Thus, social psychology shifts the focus of managerial attention to the quality of the social environment and group dynamics, confirming that motivation is a socially constructed phenomenon.

Based on these classic foundations, contemporary approaches have emerged that integrate psychological well-being and social aspects into the field of Human Resource Management (HRM).

Modern academic inquiries in the field of Human Resource Management (HRM) are increasingly turning to the principles of Positive Psychology, marking an important stage in the evolution of motivation research.

J. Gruman and M. Budworth (2022), in their article «Positive psychology and human resource management: Building an HR architecture to support human flourishing» [28], published a comprehensive review of the current state of applying positive psychology in HRM, which not only summarized existing knowledge but also served as a stimulus for further scientific research and outlined the prospects for the development of this specialized field. The authors' key contribution is their developed model, which proposes an in-depth vision of Positive Human Resource Management. The model focuses on exploring the complex interrelationships and their impact on motivation and well-being at three levels: individual, group, and organizational. This approach reflects a paradigm shift—from focusing exclusively on problems and deficits to the active development of employee strengths, flourishing, and engagement, which is crucial for ensuring sustainable motivation and high work efficiency in the modern world.

Despite the growing critical importance of pro-social (or helping) behavior, which is characteristic of the modern workplace with highly interdependent workflows, employees may exhibit restraint in providing support to colleagues. This hesitancy is often caused by the fear that the time and effort spent on helping may negatively affect their ability to effectively perform their own, immediate work tasks.
In this context, M. Frazier and C. Tupper (2016), in their article «Supervisor Prosocial Motivation, Employee Thriving, and Helping Behavior: A Trickle-Down Model of Psychological Safety» [25], presented and empirically tested a multilevel research model. It was developed based on Social Learning Theory and the Self-Determination Theory (built upon the work of E. Deci and R. Ryan (1985)) [19]. The main objective of their work was to determine the influence of supervisor prosocial motivation and psychological safety within the workgroup on key employee-level indicators: psychological safety, thriving, and helping behavior.

The findings of M. Frazier and C. Tupper (2016) study provided support for a series of important relationships: 

1) a direct positive correlation was demonstrated between the psychological safety felt by the supervisor and the level of psychological safety experienced by their employees; 

2) the scholars also found a significant indirect effect of the leader's prosocial motivation on increasing psychological safety among staff [25]. 
Most importantly, it was established that the relationship between an employee's psychological safety and their helping behavior, as well as their job performance, is mediated by employee thriving in the workplace.

In the study conducted by N. Zafar et al. (2014) [83], particular attention was paid to analyzing the interrelationships among a set of key variables stemming from classic theories. The authors examined exactly how extrinsic rewards (e.g., salary), intrinsic rewards (e.g., recognition of achievement), training, and expectations influence the level of staff motivation. Furthermore, the researchers' work evaluated the subsequent impact of employee motivation on their job satisfaction and willingness for knowledge sharing (knowledge transfer).

Thus, the evolution of personnel motivation research demonstrates a complex and multifaceted approach that has significantly changed since the time of management classics such as P. Drucker, E. Mayo, H. Fayol, F. Taylor, and                               M. Weber, who laid the foundations for systemic motivation, social atmosphere, fairness, discipline, and the rationalization of work.

This evolution has journeyed from fundamental content theories (like                           A. Maslow's Hierarchy of Needs and F. Herzberg's Two-Factor Theory), which identified internal incentives, to processual models (e.g., E. Deci and R. Ryan's Self-Determination Theory and G. Latham and C. Pinder's Goal-Setting Theory), which explain the cognitive mechanisms of action and effort selection.

Contemporary academic thought integrates these foundations with socio-psychological concepts, emphasizing that motivation is a socially constructed phenomenon that includes the influence of social norms, the perception of justice, and organizational identification (as emphasized by D. Myers et al.).

At the same time, personnel motivation research has deep roots in Western academic thought; however, its interpretation and adaptation within the context of non-Western cultures, particularly the Chinese culture, has become a critically important stage. Classic Western theories, developed based on individualistic cultures, required substantial re-evaluation in countries grounded in Confucian ethics and collectivism.
Chinese and Asian researchers emphasize that key Confucian values—such as hierarchy, respect for elders (power distance), harmony, interdependence, and the concept of Guanxi (a network of personal relationships)—significantly alter the motivational landscape (G. Hofstede, M. Bond; V. Tian et al.; A. Tsui et al.; X. Yan et al.; C. Yu). The evolution of research in the Chinese field has demonstrated that these cultural factors function not merely as an external background but as a filter that radically changes the structure and priorities of classic motivational theories. For example, management approaches in China often combine authoritarianism (high power distance) with paternalistic care, creating a unique cultural hybrid                   (S. Kim et al.; Y. Pan et al.).

The culmination of this evolution is Positive Psychology in Human Resource Management (HRM), a field that is increasingly being explored. The works of                        J. Gruman and M. Budworth (2022) demonstrate a paradigm shift: from focusing exclusively on problems to the active development of strengths, thriving, and psychological safety, which is crucial for ensuring sustainable motivation. The finding that thriving is the key mediator linking safety with high productivity and helping behavior (M. Frazier and C. Tupper) confirms that sustainable motivation requires creating a comprehensive environment that combines fair extrinsic rewards with intrinsic engagement and psychological well-being.

This broad spectrum of research lays the fundamental theoretical foundation for understanding the key models and methods that will be discussed in detail next.
1.2. Key models and methods of personnel motivation and their                           managerial significance
Personnel motivation is a key factor in effective management, as it determines the level of employee engagement, productivity, and professional development. In an environment of constant change and competition, managers must rely on scientifically substantiated motivation models that explain why people work effectively and how to sustain their activity.

Over the course of the 20th and 21st centuries, various approaches to understanding employee motivation have emerged, ranging from classical needs theories to modern cognitive models. These models propose various ways to influence employee behavior, including material incentives, development, recognition, and the creation of a supportive environment.
The study of these models allows managers to formulate flexible motivation systems that combine extrinsic and intrinsic incentives, contributing to increased performance, loyalty, and innovativeness of employees (F. Herzberg et al., 1959;                    A. Maslow, 1967; D. McClelland et al., 1953; D. McGregor, 1985; W. Ouchi, 1985; V. Vroom, 1994) [30; 47; 50; 52; 56; 75].

Classical Motivation Models and Their Managerial Significance

Expectancy Theory (V. Vroom, 1994)
V. Vroom, in his book «Work and Motivation» (1994) [75], outlined the Expectancy Theory, according to which an individual's level of motivation is determined by the extent to which they perceive a connection between their own effort, the achieved results, and the received reward. An employee will be interested in performing tasks if they are confident that their work will yield concrete results, these results will be valued by management, and the reward will hold personal value for them.

The motivational force of an action is shaped by the influence of three interrelated factors [75]: 

1) Effort–Performance Expectancy (E→P): The belief that the effort expended will make it possible to achieve the desired level of performance. 

2) Performance–Outcome Expectancy (P→O): The belief that achieving the set results will certainly be recognized and rewarded. 

3) Outcome–Valence Expectancy (O→V) (Valence): The degree of personal significance (value) of the reward.
High expectations and positive experience of previous successes intensify the striving for results. Conversely, unjustified expectations or a lack of achievement create a feeling of futility and reduce motivation. To avoid this, it is crucial to set realistic, achievable tasks for the employee and to ensure the reward is delivered in forms that have real personal significance to them. Moreover, the level of motivation significantly depends on the match between the complexity of the work and the individual's abilities and qualifications.

Content Theories: Needs and Factors. Content theories focus on identifying the internal factors that prompt people to act.

Maslow's Hierarchy of Needs (A. Maslow, 1967)

A. Maslow's theory is one of the most influential in psychology and management. It posits that human needs are arranged in a hierarchy from basic (physiological, safety) to higher-level (social, esteem, self-actualization) [47]. Motivation arises when unmet needs are activated, and the satisfaction of a lower level is a necessary prerequisite for the activation of higher needs. 

The managerial significance lies in the necessity of identifying the employee's current level of needs to select adequate incentives.

Among the key provisions and principles of A. Maslow's motivational theory are the following: 

1. The Deficit Principle: An individual will strive to satisfy lower-level needs before higher-level needs become motivating for them (i.e., a hungry person will not be heavily preoccupied with self-actualization). 

2. The Progression Principle: Once a need is satisfied, it ceases to be a motivator, and the individual moves on to the next, higher level.
Optional Rigidity (Flexible Hierarchy): Although A. Maslow initially described the hierarchy as rigid, he later acknowledged that the order might change for specific individuals (for example, for creative personalities, the need for self-actualization might dominate, even if lower-level needs are not fully met).

Figure 1.1 presents the five levels of the hierarchy of human needs' value according to A. Maslow's model.
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Figure 1.1. Hierarchy of Human Needs Value                                                     according to A. Maslow's Model
The following Table 1.1 presents the levels of needs, their description and examples, as well as their managerial application (incentives) according to                               A. Maslow's model.
The managerial significance of A. Maslow's theory lies in the fact that it can be described as a true compass for the manager because it provides the opportunity to:

1) diagnose: Identify the employee's current level of unsatisfied needs (it is futile to motivate with bonuses and promotions (Level IV) if the employee is worried about being fired tomorrow (Level II));

2) determine the Adequacy of Incentives: Incentives must correspond to the actual level: 
· if the team has problems with staff turnover and low salaries (Levels I and II), investing in «corporate parties» (Level III) will be ineffective;  
· for an experienced, highly-paid professional (whose Levels I-III are satisfied), the best incentive will be granting autonomy in a challenging project (Levels IV-V). 

Table 1.1 

Levels of the Hierarchy of Needs according to A. Maslow's Model
	Level of Needs
	Description and Examples
	Managerial Application (Incentives)

	I. Physiological
	Survival needs: food, water, sleep, shelter, clothing, air.
	Decent salary, comfortable working conditions (lighting, ventilation, breaks).

	II. Safety                         and Security
	The need for protection against physical and psychological threats: stability, order, absence of fear.
	Secure employment, social insurance/benefits, safe working environment, clear rules/regulations.

	III. Social (Belonging)
	The need for belonging to a group, love, friendship, communication, acceptance.
	Teamwork, corporate events, creation of a friendly atmosphere, communication platforms.

	IV. Esteem (Recognition)
	The need for recognition of one's achievements, competence, status, self-confidence, respect from others.
	Titles, promotion, public recognition of success, granting greater responsibility, feedback.

	V. Self-Actualization
	The need for realizing one's potential, growth, development, fulfilling a «mission», self-improvement.
	Challenging and interesting projects, opportunities for training and development, creative freedom, delegation of authority.




Two-Factor Theory (F. Herzberg et al., 1959. This theory divides the factors influencing work into two categories:

· hygiene factors: related to the work environment (salary, working conditions, company policy). Their absence causes dissatisfaction, but their presence does not ensure motivation;
· motivators: related to the job content (achievement, recognition, responsibility, advancement). They cause satisfaction and stimulate productivity [30].

The managerial significance lies in the necessity to minimize the negative impact of hygiene factors and to maximize opportunities for internal growth through motivators (job enrichment).
Acquired Needs Theory (D. McClelland et al., 1953). This theory asserts that needs are acquired throughout life through experience and cultural influence. The three primary needs are:
· need for achievement: the drive to succeed, excel, and solve complex problems;
· need for power: the drive to influence others and control resources;
· need for Affiliation: the drive for friendly relationships, social interaction, and approval [50].

The managerial significance lies in matching tasks and leadership styles to the employee's dominant need, for example, granting autonomy to those with a high need for achievement.
Theory «X» and Theory «Y» (D. McGregor, 1985). The model describes two opposing managerial assumptions regarding the nature of the employee: Theory «X» (the employee is lazy, avoids work, and needs control) and Theory «Y» (the employee seeks responsibility and is intrinsically motivated) [52]. The managerial significance lies in the fact that the manager's assumptions about the nature of their subordinates determine the chosen management style, which, in turn, influences personnel motivation (authoritarian vs. participative).
Theory «Z» (W. Ouchi, 1985). Theory «Z», developed by W. Ouchi and detailed in the work «Organizational Culture» (W. Ouchi, A. Wilkins, 1985) [56], is an attempt to integrate the best aspects of American and Japanese management. It emerged from the study of the success of Japanese companies in the 1970s–1980s and represents a hybrid approach that is intermediate between the individualistic Theory «Y» and the collectivistic Japanese style.
The core idea of Theory «Z» is that the employee, as in Theory «Y», is responsible and motivated, but their effectiveness is maximized under conditions of long-term employment, collective responsibility, and a strong corporate culture that ensures support and belonging.

Key Elements of Theory «Z» and Their Managerial Significance:

1. Lifetime (Long-Term) Employment: employees must feel secure and stable, which increases their loyalty and willingness to invest in professional development within the company.

2. Slow Promotion and Evaluation: promotion decisions are made slowly, based on comprehensive evaluation rather than narrow specialization. This encourages employees to gain a deep understanding of all aspects of the organization's work.

3. Collective Decision-Making: while accountability remains individual, the process of discussion and decision-making is collective, fostering involvement and a sense of joint ownership of the result.

4. Holistic Concern for the Employee: management is not limited to work-related issues but demonstrates concern for the employee's overall well-being and that of their family.

The managerial significance of Theory «Z» lies in creating a culture of trust and cooperation, where high productivity is achieved through the employee's moral obligation to the collective, and not merely through direct material incentives.

The description of the managerial significance of Theory «Z» serves as a good complement to the subsection, as Theory «Z», with its emphasis on collectivism, stability, and care, serves as a bridge to the analysis of Chinese corporate culture, which shares many similarities with Japanese principles (e.g., long-term employment and paternalism).

Cultural Interpretation and Adaptation of Classic Western Motivation Models in the Context of Chinese Corporate Culture. In the context of Confucian ethics and collectivism, which are dominant in China, the managerial significance of classical models undergoes substantial changes, as the focus shifts from individual incentives to social harmony, hierarchy, and group affiliation.

Classic motivation theories, developed in the Western world, stem from the paradigm of the rational, autonomous individual (Homo Economicus) who seeks maximum personal satisfaction, self-actualization, and success. These models idealize independence, direct communication, and competition as the driving forces of progress. However, in the context of East Asia, particularly China, the dominating force of Confucian ethics and deeply rooted collectivism acts as a powerful cultural filter.

This filter fundamentally changes the valence (value) of incentives, forcing managerial models to adapt. Key Confucian principles—respect for elders (Syào), benevolence (Rén), and proper relationships (Lǐ)—transform the hierarchy of needs and expectations. The managerial focus shifts from direct individual stimulation (e.g., bonuses for a personal record) to maintaining social harmony (和, Hé), adhering to formal hierarchy as a source of stability, and strengthening interdependent social connections (Guānxi).

Consequently, in the Chinese corporate environment, the true motivator becomes not only achievement but also the preservation of «face» (Mianzi) and ensuring stability for the family, which requires management to adopt a flexible rethinking where the highest needs are satisfied through collective responsibility. Ignoring these cultural mechanisms leads to inefficiency, demotivation, and the destruction of team spirit.
The table below (Table 1.2) details how five key Western motivation models are interpreted and adapted within Chinese corporate culture, transforming their managerial significance.
The analysis of the transformation of Western models in the Confucian context (Table 1.2) demonstrates a fundamental principle: motivation is always contextual. Culture acts as a powerful filter that redistributes the valence (value) of incentives.
However, regardless of whether an individual strives for Self-Actualization (West) or Social Harmony (East), behavior is governed by common psychological mechanisms. To fully understand how to develop sustainable and effective incentive systems, we must delve into the deep psychology of motivation.

This requires us to transition from considering external cultural adaptations to analyzing internal cognitive processes and the quality of motivation. This is precisely what modern theories focus on, starting with the critical distinction between what we do «for money» and what we do «for our own sake».
Deep Psychology of Motivation and Organizational Behavior

Table 1.2 
Transformation of Western Motivation Theories                                                       in the Chinese Corporate Context
	Classic Theory
	Key Western Assumption
	Interpretation and Adaptation in the Context of Chinese Corporate Culture (Managerial Significance)

	A. A. Maslow
	Individual drive for Self-Actualization as the highest need.
	Hierarchy Transformation: The need for social belonging (harmony, Guanxi) is often the highest need. Self-actualization transforms into the realization of one's duty to the collective and bringing "honor" to the group (V. Tian et al., 2022) [71].

	D. McClelland
	Individual Needs: Achievement, Power, Affiliation.
	Collective Achievement/Affiliation: Emphasis shifts to group achievement and a high need for affiliation with the in-group. The need for power is realized through formal status in the hierarchy (T. Jackson, M. Bak, 1998) [35].

	D. McGregor (Theories "X"/"Y")
	Authoritarian ("X") vs. Participative ("Y") management style.
	Paternalistic Leadership: The style is a hybrid, combining authoritarianism (high power distance) and the expectation of loyalty with parental care for the employee's well-being. Motivation arises from mutual dependence (S. Kim et al., 2010) [37].

	V. Vroom (Expectancy Theory)
	The "effort – performance – reward" link is determined by individual value.
	Social Valence: The "Outcome–Valence" (O→V) expectancy is largely determined by the social value of the reward, its ability to enhance "face" (Mianzi) and strengthen Guanxi. Reward fairness is viewed through the lens of group equality (H. Zhao et al., 2018) [84].

	W. Ouchi (Theory "Z")
	Long-term employment, collective decision-making, humane paternalism.


	Synthesis: Theory "Z" is the most compatible with Chinese culture. It affirms the importance of long-term relationships, paternalism, and collective responsibility, which are central to Confucian ethics and the Guanxi system.


The Concept of Intrinsic and Extrinsic Motivation. This concept is key to the Self-Determination Theory (SDT) (R. Ryan, E. Deci, 2000) [61], a leading modern motivation theory. The theory focuses on the quality of motivation and posits that for optimal functioning, growth, and well-being, three innate psychological needs must be satisfied (SDT Basic Needs): 1) autonomy: the feeling of control over one's own actions and choices; 2) competence: the feeling of effectiveness and mastery; 3) relatedness: the feeling of caring for others and community. These needs are universal, and their satisfaction is the basis of intrinsic motivation.

Self-Determination Theory (SDT) distinguishes the driving forces of behavior. Extrinsic motivation is performing an action for the sake of receiving a tangible reward (money, title) or avoiding punishment. It is effective for simple, algorithmic tasks. Intrinsic motivation is performing an action due to the interest, satisfaction, and enjoyment that the activity itself brings. It is critically important for innovation, creativity, and the high quality of complex tasks (C. Sansone, J. Harackiewicz, 2000) [63].

A manager should understand that the overuse of extrinsic rewards for intrinsically interesting work can cause the over justification effect, thereby reducing intrinsic interest (W. Pierce et al., 2003) [58]. Optimal motivation is achieved by creating conditions that support autonomy, competence, and relatedness (the three innate needs according to Self-Determination Theory (SDT): Autonomy, Competence, Relatedness).

The concept of intrinsic motivation, which emphasizes the innate need for competence and autonomy, naturally leads us to the study of one of the most powerful and profound psychological forces: Achievement Motivation. Essentially, the drive for intrinsic mastery described in SDT closely correlates with the sustained striving for excellence that D. McClelland identified as a key factor for success [49].

This need for achievement is an individual psychological trait, but its manifestation, intensity, and direction are inextricably dependent on the organizational climate. This is where Leadership comes into play. The leader (according to J. Adair, 2006; D. McGregor, 1985) [1; 52] acts as the architect of the motivational environment, whose style and goal-setting either encourage or suppress this need, directing it toward personal gain or toward achieving shared team goals.

Leadership and Achievement Motivation. Achievement Motivation                                     (D. McClelland et al., 1953) [50] is an individual's sustained striving for excellence, the setting of challenging but realistic goals, and the desire for personal responsibility for the outcome. This need is a powerful driving force for entrepreneurship and innovation.

Research has shown that effective leaders often demonstrate not just a high need for achievement, but a specific leadership motivational pattern (D. McClelland, R. Boyatzis, 1982) [51], which combines a high need for power (socialized, not personal) with a high need for affiliation and a moderate need for achievement. Leadership is also associated with the "fifty-fifty rule" (J. Adair, 2006): the success of motivation depends 50% on the leader themselves and 50% on the followers' readiness [1].

Achievement Goal Theory (C. Ames, 1992) [6] emphasizes that motivation depends on whether the individual is oriented toward mastery (improving skills) or performance (outperforming others). The leader must create a mastery-oriented climate to stimulate learning.

The drive for achievement, and consequently intrinsic motivation, can only be realized when there is a clear path to mastery. This is where leadership, psychology, and organizational structure intersect.

A leader who seeks to maximize achievement motivation must create an environment that supports the individual's innate need for competence (R. White, 1959) [80]. This means ensuring adequate training, delegating authority corresponding to the skill level, and providing meaningful feedback.

These processes—how individual needs interact with managerial structures to shape behavior—are the central subject matter of the discipline of Organizational Behavior (OB). OB serves as a managerial framework for analyzing how motivational factors, such as the need for competence, are transformed into effective or ineffective workplace behavior.

Competence and Organizational Behavior (OB). In the context of the competence concept (R. White, 1959) [80], the idea is introduced that a person has an innate need to interact with the environment effectively and masterfully. This striving for mastery and effectiveness is an intrinsic motivational force.

Organizational Behavior (OB) studies the influence of individuals, groups, and structure on behavior within an organization with the aim of applying this knowledge to increase its effectiveness (A. Furham, 1997; S. Robbins et al., 2010) [27; 59]. This discipline integrates motivational theories to explain and predict work behavior.

Administrative Behavior (H. Simon, 1997) [68]: although this relates to decision-making, it is connected to OB because motivation influences the rationality (or its boundedness) in choice. Managing organizational behavior requires understanding how intrinsic needs and extrinsic incentives interact with the formal structure (B. Bass, G. Barret, 1981) [10].

The analysis within Organizational Behavior (OB) clearly shows that knowledge about motivation and competence has a single ultimate goal: increasing work effectiveness. It is not enough simply to provide the employee with skills (competence); it is necessary to instill in them the conviction in their ability to apply these skills.

This is where the concept of Self-Efficacy (D. Schunk, 1995) [64] comes to the fore. Self-efficacy, being a cognitive reflection of competence, is a critical mediating factor: it mediates how motivation is transformed into actual performance (I. Shahzadi et al., 2014) [65]. If an employee believes they can succeed, they will exert more effort, be more persistent, and consequently increase their effectiveness.

Therefore, motivation management in Organizational Behavior (OB) is essentially the management of employee self-efficacy to achieve desired organizational outcomes.

The Impact of Employee Motivation on Employee Performance. Self-Efficacy. There is a direct and positive relationship between motivation and job performance (O. Dobre, 2013; I. Shahzadi et al., 2014) [20; 65]. Motivated employees demonstrate higher productivity, better quality of work, and lower turnover rates.

Self-Efficacy (D. Schunk, 1995) [64]: This is a person's belief in their own capacity to successfully execute tasks. It is not merely a skill, but a belief in one's own capability.

High self-efficacy leads to the setting of more challenging goals, greater persistence in the face of setbacks, and better stress resilience.

Managers improve job performance by creating conditions to increase self-efficacy: through training, positive feedback, ensuring opportunities for success in the initial stages, and modeling successful behavior (E. Wang et al., 2011) [78].

High effectiveness, driven by self-efficacy and fair reward, ensures the organization achieves its goals and maintains stability. However, in the modern competitive and dynamic environment, it is not enough to be merely effective and reproduce existing processes; organizations require constant innovation.

Creativity is the highest form of productivity, and its driving force differs from that which stimulates routine efficiency. It requires not extrinsic control or monetary reward (which can suppress creativity), but deep intrinsic involvement (T. Amabile, 1997) [5]. Thus, the analysis of motivation logically concludes with the study of its critical impact on the organization's ability to generate new and useful ideas, which guarantees its long-term success and development.

Motivation and Creativity. Creativity is the creation of new and useful ideas or solutions. It is critically important for innovation and competitiveness.

Research (T. Amabile, 1997) has established that intrinsic motivation is the main and most reliable predictor of creativity [5]. People are most creative when they feel motivated by the interest, satisfaction, and challenge of the work itself.

Although intrinsic motivation dominates, extrinsic factors can support creativity if they are perceived not as control but as information about competence or as resources for further work.

The cross-level perspective suggests that creativity depends on the combination of an individual's goal orientation and a favorable team climate that supports learning and the exchange of ideas (G. Hirst et al., 2009) [31].

Thus, we synthesize these models into a single, cohesive managerial concept—the Integrated Model of Managerial Motivation of the 21st Century.

The synthesis of classic and contemporary motivation theories clearly shows that 21st-century management can no longer rely on universal incentives or a single model. Effective motivation is a complex, dynamic, and highly contextualized process.

1. From Hierarchy of Needs to Quality of Motivation (A. Maslow,                                    F. Herzberg, E. Deci, R. Ryan). We have moved from the simple question «What motivates?» (focus on need satisfaction, as in A. Maslow, 1967) to the question «In what way does it motivate?» (distinguishing hygiene and motivating factors,                            F. Herzberg, 1959) and, finally, to the question «Why does it motivate?» (the quality of motivation in SDT: E. Deci, R. Ryan, 1985).

Ensuring hygiene factors (salary, safety) is the foundation that prevents demotivation and satisfies lower needs.

True productivity, innovativeness, and high quality of work arise from intrinsic motivation, based on the satisfaction of three psychological needs: autonomy, competence, and relatedness.

2. Cognitive Process and Self-Perception (J. Adams, V. Vroom, D. Schunk). Motivation is a deeply cognitive process. People are not passive recipients of stimuli but active interpreters:

1) Fairness: Reward motivates only when it is perceived as fair compared to referent individuals and processes (J. Adams' Equity Theory, 1963).

2) Expectancy: The willingness to exert effort depends on the expectancy that effort will lead to performance, and performance will lead to the desired reward (V. Vroom's Expectancy Theory, 1994).

3) Self-Efficacy: The most powerful internal cognitive stimulus is the belief in one's own abilities (D. Schunk, 1995). A leader who increases employee self-efficacy automatically increases their persistence, resilience, and readiness to take on more complex tasks.

3. Culture and Leadership as Catalysts (D. McClelland, Confucianism).                                A holistic approach requires consideration of the organizational and cultural context:

Leadership is not universal. An effective leader must understand whether their team is motivated by individual achievement (West) or social harmony and paternalistic care (Confucian context). Leadership involves creating a climate oriented towards mastery (for creativity) or group achievement (for collectivism).

Stimulating creativity requires not bonuses, but creating conditions for intrinsic enjoyment of the work (T. Amabile, 1997) [5].

Thus, the modern motivation model is a flexible set of tools that requires the manager to conduct continuous diagnosis: «Which basic needs are satisfied? Which intrinsic needs (autonomy, competence, relatedness) are not satisfied? How do employees perceive the fairness of the reward? What cultural filter is influencing their expectations?»
1.3.  Tools and instruments for personnel motivation within Chinse                                                     corporate culture

The preceding subsections have laid the theoretical groundwork by examining the evolution of scholarly views on motivation and the key general management models. However, the effectiveness of any motivation system is culturally dependent and cannot be universally transferred from one economic system to another. The unique historical, philosophical, and social factors that have shaped Chinese corporate culture create a specific environment for the development and application of motivational tools.

The goal of this subsection is to systematize and analyze the specific tools and methods used in the Chinese business environment to stimulate employee productivity and loyalty. In contrast to Western approaches, which often focus on individual achievement and material reward, Chinese motivation systems are deeply rooted in the principles of collectivism, hierarchy, «face» (Mianzi), and relationships (Guanxi).

Therefore, this subsection will explore how traditional Confucian values and China's modern economic dynamics are transformed into practical motivation tools, including not only material incentives but also systems for evaluation, career development, non-material recognition, and the formation of a strong corporate identity. The findings will form the basis for the subsequent analysis of a specific example—Alibaba Group—in the following chapter.

We will begin the examination of these tools with the fundamental cultural factors that determine their effectiveness.

Philosophical and Cultural Foundations of Motivation. The effectiveness and uniqueness of the personnel motivation system in China are inextricably linked to its deep roots in traditional Chinese philosophy and social organization.

Research by a number of authors, including the classic work by G. Hofstede and M. Bond (1988) [33] on the connection between Confucius and economic growth, as well as contemporary works by V. Tian et al. (2022) [71], convincingly explains how traditional values serve as the foundation of Chinese corporate culture.

These cultural foundations are centered around three key axes that directly influence motivation systems, shaping employee expectations regarding their role, hierarchy, and reward:

Confucianism and Hierarchy promote respect for authority and stability, which makes motivation tools that emphasize status, belonging, and formal recognition (especially the preservation of «face» – Mianzi) particularly effective.

The high degree of Collectivism means that group incentives, an emphasis on teamwork, and Guanxi (networks of personal relationships and trust) are often stronger motivators than individual competition or purely material gain.

Long-Term Orientation makes education and career development vital motivational tools, as employees highly value opportunities for training, skill enhancement, and clear growth paths within the organization.

Thus, these cultural foundations directly shape employee expectations and determine the effectiveness of influence and motivation tools in China's managerial practice, and their analysis is a necessary introductory part for understanding the specifics of practical motivational tools.

Continuing the analysis of the cultural basis, it is important to consider the specific dimensions of Chinese organizational culture that substantially distinguish it from Western models. The research by A. Tsui et al. (2006) [73], which focused on analyzing cultural dimensions and types, as well as the empirical work by Y. Pan et al. (2012) [57] on the structure of Chinese cultural traditions, highlight key differences. These works describe that Chinese organizational culture is characterized by deep respect for authority and hierarchical position, a direct consequence of Confucian values. This, in turn, influences communication, decision-making processes, and employee expectations regarding vertical careers and attitudes toward management. Therefore, understanding these unique dimensions of organizational culture is critically important for the correct selection and adaptation of motivational tools that must correlate with the employees' intrinsic values.

Particular attention should be paid to how these cultural foundations are transformed into the work values of Chinese employees themselves. The study by A. Jaw et al. (2007) [36], dedicated to the influence of culture on the work values of Chinese employees, demonstrates that in this environment, not only direct material rewards are highly valued, but also factors such as stability, belonging, and career growth within the company. The striving for stability reflects the long-term orientation and the collectivistic need for security, while the high value placed on internal career growth is closely linked to the hierarchical Confucian approach, where promotion is a key indicator of success and the preservation of «face» (Mianzi). Therefore, these culturally conditioned work values directly dictate which motivational tools (e.g., clear development paths, loyalty programs, group bonuses) will be perceived by employees as the most significant and effective.

In addition to formal hierarchical structures, Chinese corporate culture utilizes such a powerful non-material motivational tool as Guanxi — a complex system of informal, personal connections and mutual obligations. As research by V. Yan et al. (2018) [81] demonstrates, using the electric motor sector as an example, Guanxi is a much deeper and more demanding system of social obligations than mere professional «networking». Guanxi, as a motivational tool, becomes a critical factor influencing innovative leadership and managerial decisions.

The concept of Guanxi encompasses trust, mutual support, and informal connections that management can utilize to enhance employee loyalty and dedication. Employees who feel they are part of a strong network of mutual «relationships» with management often demonstrate higher motivation, as their reward and promotion depend not only on formal metrics but also on their ability to maintain and develop these social connections. Thus, Guanxi is not just a social phenomenon, but a key non-material tool in the arsenal of Chinese leadership, ensuring social integration and emotional attachment to the organization.

Therefore, the cultural foundations shaped by Confucianism, collectivism, and the concept of Guanxi create a unique motivational environment. Understanding these deep-seated values is critically important for analyzing how Chinese companies transform them into practical managerial solutions.

Specific HR Tools and Practices in China. The next step is to examine the direct HR tools and High-Performance Work Practices (HPWP) that Chinese firms use to convert cultural values into tangible work effectiveness.

The analysis of cultural foundations logically leads to the consideration of practical HR tools that have proven effective in the Chinese context. The study by S. Kim et al. (2010) [37] is dedicated to human resource management and firm performance in China, while the work by E. Wang et al. (2011) [78] directly examines the effectiveness of High-Performance Work Practices (HPWP) or High-Performance Work Systems (HPWS) in Chinese companies.

In the article by E. Wang et al., it is emphasized that despite the general difficulties Chinese firms face in gaining a competitive advantage beyond low labor costs, the application of High-Performance Work Systems (HPWS) is a timely and important tool for enhancing competitiveness. Based on data from over 630 employees, the study showed that HPWS, which includes practices such as training, participation in decision-making, and empowerment, increased employee organizational commitment and reduced withdrawal behavior and turnover intentions. Importantly, the authors found significant differences in the pathways of these relationships between state-owned enterprises (SOEs) and private firms, indicating that HPWS tools must be adapted depending on the company's ownership type [78]. Overall, these studies confirm that carefully designed HR practices that align with cultural specifics (e.g., emphasis on group achievement and long-term stability through training) are a key leverage point for increasing effectiveness and motivation in China.

Understanding HR practices in large corporations must be complemented by an analysis of the situation in Small and Medium-sized Private Enterprises (SMEs) in China, where motivation problems are particularly acute. The study by J. Tong (2013), «Employee Motivation Problems and Countermeasures in Chinese Small and Medium-sized Private Enterprises» [72], notes that the lack of a scientifically grounded motivation system is one of the key reasons why SMEs are being squeezed out of the market in the face of rising competition. The ineffective implementation of motivational systems in these companies is exacerbated by a range of issues, including deficiencies in the professional quality of managers, problems with forming an organizational culture, and imperfections in compensation and performance evaluation systems. These negative consequences, such as high staff turnover, especially the loss of talent, and low labor productivity, critically harm enterprise development.

To overcome these challenges, SME managers must focus on creating a strong organizational culture, applying diversified motivation methods (not solely material), paying attention to training and career management, utilizing a full set of social benefits, and implementing a fair system of compensation and performance evaluation. The necessity of these countermeasures is empirically confirmed by the work of C. Bao and I. Nizam (2015) [8], dedicated to the impact of motivation on productivity in China's electronics industry. The authors established that key motivational factors, such as training and development, reward and recognition, and delegation of authority, have a significant positive impact on employee productivity. Thus, a holistic approach to HR, including investment in staff development and fair recognition systems, is universally significant for increasing effectiveness in both large corporations and the private sector in China.

Strategic Human Resource Management (HRM) approaches in China today face challenges related to the need for continuous optimization and quality enhancement of services in response to the rapid development of modern science and technology. As B. Liu (2021) [41] notes in his strategic analysis, which, while focusing on university libraries in the PRC, highlights general managerial trends, the current state of HRM requires a constant increase in the quality of staff training and qualification. The strategy for optimizing operations in response to these challenges includes not only updating the content and quality of services but also a comprehensive evaluation of personnel performance. This indicates a shift in focus from traditional hierarchical methods to an orientation toward quality, development, and the strategic effectiveness of human resources. Modern strategic HRM in China, even in state and educational institutions, synthesizes the necessity for continuous professional growth of employees to better meet the increasing demands of economic and higher education development, and requires a revision of strategies for optimizing personnel activity management.
The analysis has shown that effective HR practices and High-Performance Work Systems (HPWS) in China must be tightly integrated with national cultural values, especially in the areas of training, recognition, and career growth. However, to gain a comprehensive understanding of the Chinese motivation model, it is necessary to place these internal mechanisms in a broader global context.

This global context becomes most apparent when studying the interaction of Chinese employees with international management.

The impact on foreign companies and the adaptation of motivational systems demonstrate how cultural challenges are transformed into managerial strategies and what changes are necessary for the effective operation of international corporations in the PRC market. The simple transfer of Western, individualistic motivation systems often proves ineffective, as they conflict with the dominant collectivistic and hierarchical values rooted in Confucianism and Guanxi.

Challenges and Strategies for Foreign Firms. Research indicates that the simple transfer of Western, individualistic motivation systems to China often leads to ineffectiveness and staff demotivation, as they contradict basic cultural values (collectivism, Guanxi, hierarchy) (T. Jackson, M. Bak, 1998; C. Yu, 2024) [35; 82].

T. Jackson and M. Bak (1998) [36], in their study of the interaction between foreign companies and Chinese employees, emphasize the necessity of shifting from purely individual to group and team motivation. Foreign companies that succeed integrate elements of collective responsibility and group approval alongside individual bonuses.

The Role of Non-Material Incentives: C. Yu (2024) [82], analyzing cultural differences (particularly between China and Belarus), emphasizes that Chinese employees highly value non-material incentives related to social status and recognition (Mianzi) more than their Western counterparts. For foreign companies, this means that the role of the leader and their personal relationships (Guanxi) with employees are often more important than formalized HR procedures.

Management systems in China require foreign firms not just to translate documents but to undertake a deep cultural enculturation of managers. Motivational programs that offer opportunities for professional growth and training (tools that enhance future social status and «face») are particularly effective. Successfully overcoming these cultural challenges related to HR practice adaptation directly leads to increased managerial effectiveness and financial results.

Next, it is necessary to examine the empirical relationship between the unique Chinese corporate culture, leadership, and its impact on measurable business outcomes.

Culture, Leadership, and Firm Performance. Empirical data indicate a direct link between the type of corporate culture and the financial performance of a company, especially in the context of the PRC (N. Liu et al., 2016; H. Zhao et al., 2018) [42; 84].

H. Zhao et al. (2018) [84], in their research, found that corporate culture has a significant positive effect on firm performance in China. This confirms that investments in forming a healthy and adaptive culture that supports collectivistic values and loyalty convert into higher financial indicators.

Culture influences performance not only through direct motivation but also by reducing transaction costs, increasing loyalty, and lowering staff turnover. A culture based on trust and harmony reduces the need for excessive control and formal mechanisms.

In Chinese corporate culture, leadership is a key leverage point for motivation, closely tied to the hierarchical values of Confucianism.

N. Liu et al. (2016) [42] analyze the relationship between corporate governance and leadership and underscore the central role of the leader. They argue that in the Chinese model, the leader is not just a functional manager but an authoritative figure who embodies moral values and hierarchical power.

Effective leadership in the PRC is realized through transformational and paternalistic styles that support Guanxi and ensure stability. A leader who demonstrates care (paternalistic style) while simultaneously demanding high standards (transformational style) becomes a powerful source of motivation, as personnel work not only for reward but also out of respect and a sense of personal obligation toward the supervisor.

In China, corporate culture is not just a background but a strategic asset that has a direct positive impact on the firm's financial performance. This influence is realized through the formation of a healthy and adaptive culture that supports collectivistic values and loyalty. Such a culture reduces the need for expensive control, lowers transaction costs, and reduces staff turnover, thereby indirectly increasing productivity.

Leadership occupies a central place in supporting this culture. Given the hierarchical values of Confucianism, the Chinese leader is an authoritative figure who embodies morality and power. Effective leaders combine the Paternalistic style (demonstrating care and building Guanxi) with the Transformational style (demanding high standards). Such hybrid leadership creates a powerful source of non-monetary motivation, where personnel work not only for reward but also out of a sense of respect and personal obligation toward the supervisor. Successful motivation in Chinese corporations is the result of a deep integration of cultural norms, ethical leadership, and strategic management.

Thus, the analysis of the tools and methods of personnel motivation within Chinese corporate culture has proven that effective personnel management in the PRC is based on a hybrid model deeply rooted in national cultural values. Unlike Western approaches, the Chinese system is defined by the philosophy of Confucianism (hierarchy and respect) and the concept of Guanxi (personal connections), which makes collective incentives and social approval (Mianzi) more powerful than individual material rewards. The managerial toolkit reflects these norms: effective leadership combines Paternalistic and Transformational styles, where the leader is an authoritative figure, and the fear of «losing face» (Diu Mianzi) serves as a mechanism of indirect control. This cultural determinism requires foreign companies to undertake deep enculturation of HR practices, specifically transitioning to group motivation and prioritizing non-material incentives. Studies empirically confirm that a culture based on collective loyalty and hierarchical trust has a positive impact on the financial results of firms. In summary, the Chinese motivation model demonstrates that social capital and cultural integration are critically important factors of productivity.

Conclusion to chapter one
The comprehensive analysis of the theoretical foundations of personnel motivation research conducted in this chapter allowed for the formation of a holistic conceptual framework, covering the evolution of scientific thought and underscoring the critical role of cultural context. The studies demonstrated a consistent transition from classical content theories (A. Maslow, F. Herzberg) to process models           (V. Vroom) and contemporary concepts, such as the Self-Determination Theory (E. Deci, R. Ryan), which established the dominance of intrinsic motivation over extrinsic incentives for ensuring long-term productivity. A key conclusion thus follows: an effective motivation system must be contextually sensitive and culturally integrated, rather than universal.

This premise was thoroughly confirmed by the analysis of Chinese corporate culture, where personnel management is based on a hybrid model deeply rooted in the principles of Confucianism and Guanxi. Collective incentives and social approval (Mianzi) are established as more powerful factors than individual material rewards. Leadership is realized through Paternalistic and Transformational styles, which build personal obligations and serve as a source of motivation, and foreign companies require deep enculturation of HR practices to succeed. Empirical data confirm that a culture based on collective loyalty has a positive impact on firm performance and financial results.

In summary, the theoretical analysis proved that social capital and cultural integration are critically important factors of productivity in modern conditions. These conclusions serve as the conceptual basis for the further analysis of managerial practices, namely the analytical study of personnel motivation systems within Alibaba Group.
CHAPTER 2. ANALYTICAL STUDY OF THE PERSONNEL                          MOTIVATION SYSTEM AT ALIBABA GROUP
2.1. Overview of Alibaba Group: technical and economic characteristics
The previous section established the fundamental theoretical framework by exploring the evolution of personnel motivation concepts and identifying the specific tools shaped by Chinese corporate culture (particularly, the influence of Guanxi — personal connections, and Mianzi — reputation and «face»). The transition to the analytical study of the personnel motivation system at Alibaba Group requires a detailed examination of the object of research — Alibaba Group Holding Limited — to create the empirical basis necessary for well-founded conclusions regarding its HR strategy.

Alibaba Group is one of the leading global technology corporations, integrating digital infrastructure for e-commerce, cloud computing, logistics, financial services, digital media, and local online services. Founded in 1999 by Jack Ma, the company has transformed into a multi-segment ecosystem encompassing business-to-consumer (B2C) and business-to-business (B2B) marketplaces, platforms for entrepreneurs, and innovative technologies.

The structure of Alibaba Group includes the following main lines of business: e-commerce (Alibaba.com, Taobao, Tmall, AliExpress); cloud technologies (Alibaba Cloud) — one of the world leaders in cloud solutions; logistics (Cainiao Network); local services (Ele.me, Amap); digital media and intellectual technologies (Youku, Alibaba Pictures).

The company demonstrates a large-scale presence in global markets, a multi-tiered business model, and significant economic indicators, which define its key role in the development of the digital economy in China and worldwide. The following Table 2.1 presents the main business groups, technical and economic characteristics, and structural parameters of Alibaba Group's operations.

Table 2.1

Technical and Economic Characteristics and Structural Parameters                    of Alibaba Group’s Operations

	Group
	Core Segments / Business Units
	Notes

	1.  Cloud Intelligence Group
	Cloud Services (Alibaba Cloud), Artificial Intelligence (AI), DingTalk
	Focus on technology and innovation; autonomous management

	2.  Taobao & Tmall Commerce Group
	Taobao, Tmall, Taobao Deals, Taocaicai, 1688.com
	Primary domestic e-commerce segment; wholly owned by Alibaba

	3.  Local Services Group
	Ele.me, Amap, and other local services
	"On-demand" services: logistics, delivery, car sharing

	4.  Global Digital Commerce Group
	AliExpress, Lazada, Trendyol, Daraz, Alibaba.com
	International e-commerce trade; global markets

	5.  Cainiao Smart Logistics Network
	Logistics and supply chain solutions
	Delivery and logistics across China and internationally

	6. Digital Media & Entertainment Group
	Youku, Alibaba Pictures, and other media / entertainment divisions

	Content, video, and entertainment — a distinct business line


From Table 2.1, it is evident that the new corporate architecture of Alibaba Group encompasses six key business groups: Taobao & Tmall Group (core                      e-commerce), Cloud Intelligence Group (cloud technologies and artificial intelligence), Local Services Group (local services), Cainiao Smart Logistics Network (logistics), Global Digital Commerce Group (international                                    e-commerce), and Digital Media and Entertainment Group (digital media and entertainment). 
Each of these groups operates with a high degree of operational autonomy, while maintaining strategic coordination, a shared mission, and the corporate values of Alibaba Group. This model allows the company to combine the flexibility and speed of decision-making within individual business lines with the preservation of an integrated management platform and a unified strategic vision.

Following the 2023 restructuring, Alibaba Group adopted the «1+6+N» model, where «1» represents the Alibaba holding company, «6» represents the six key business groups, and «N» represents numerous other divisions and subsidiaries, such as Alibaba Health, Freshippo, Sun Art, and others.

This model allows each of the six business groups to function more autonomously, with its own CEO, board of directors, and financial independence, including the possibility of raising external capital or conducting a separate IPO (although Taobao & Tmall Commerce Group remains under the control of the holding company). For HR management, this presents new challenges and opportunities: motivational systems must be adapted to the specific needs of each group. For instance, the Cloud Intelligence Group, focused on technology and innovation, may utilize agile incentives, while the Taobao and Tmall commerce platforms require stable motivation programs that align with high operational demands and a large workforce (HKExNews, 2023; Los Angeles Times, 2023; TechCrunch, 2023) [32; 45; 70].

The key technical, economic, and human resources indicators of Alibaba Group (2022–2024) are presented in Table 2.2.

Table 2.2

Key Technical, Economic, and HR Indicators of Alibaba Group (2022–2024)
	No.
	Indicator
	Unit of Measure
	2022
	2023
	2024

	I. Economic Indicators
	
	
	
	
	

	1
	Total Revenue
	bln CNY
	853.1
	946.8
	1024.8

	2
	Operating Income
	bln CNY
	71.1
	89.3
	95.7

	3
	Net Income
	bln CNY
	61.9
	74.4
	81.2

	4
	Return on Sales (ROS)
	%
	7.2%
	8.4%
	7.9%

	II. Human Resources (HR) Indicators
	
	
	
	
	

	5
	Average Annual Headcount
	thousand people
	254
	235
	220

	6
	Staff Turnover (General)
	%
	18.5%
	15.2%
	12.9%

	7
	Employee Satisfaction Index (ESI)
	scores (out of 100)
	68
	75
	78

	8
	Labor Productivity (Revenue per Employee)
	mln CNY/person
	3.36
	4.03
	4.66

	9
	Share of Motivation Program Costs in Operating Expenses
	%
	4.1%
	4.5%
	4.8%


Note: Data is summarized, based on Alibaba Group's public reports and analytical estimates.
The data in Table 2.2 confirms Alibaba Group's stable economic growth, with Total Revenue increasing to 1024.8 bln CNY by 2024. Despite this revenue growth, the Return on Sales (ROS) saw a slight dip in 2024 (7.9%), potentially due to rising operational costs.

Crucially, the Group is actively implementing a strategy of personnel optimization: the Average Annual Headcount fell from 254k to 220k, leading to a significant jump in Labor Productivity (up to 4.66 mln CNY/person). Simultaneously, Staff Turnover decreased to 12.9%, and the Employee Satisfaction Index (ESI) improved to 78, demonstrating that the reduction in workforce is being managed effectively alongside enhanced motivation programs. This indicates a successful transition toward a more efficient and high-productivity operating model.

Within the comprehensive characterization of Alibaba Group's operations, the assessment of the company's geographical presence and its human capital potential is also of significant importance, as the scale of operations and the headcount determine organizational complexity, the need for managerial solutions, and the specifics of the motivational system. 
Geographic Presence and Workforce Size. The study of Alibaba Group's geographic presence and workforce structure is crucial for evaluating the company's organizational complexity and the nature of the challenges facing its HR management system. 
The scale of international operations, combined with a high concentration of key business processes in China, creates specific requirements for human resource policy and motivational tools.
Despite its status as a global corporation, the main operational and talent hub of Alibaba Group is concentrated in China, particularly in Hangzhou, where the company's headquarters and the core divisions of the Taobao & Tmall and Cloud Intelligence groups are located. The Chinese segment of the business generates the largest share of revenue and remains the nucleus of strategic initiatives. Simultaneously, Alibaba's international presence is expanding through the activities of the Global Digital Commerce Group (AliExpress, Lazada, Trendyol), Cainiao, and a number of logistics and local services oriented towards the markets of Southeast Asia, Europe, and the Middle East. This two-component format - «China ↔ Global Markets» - necessitates heightened demands for the adaptation of HR policies, considering the differences in cultural norms, legal regulation, and labor market conditions.
Alibaba Group's headcount stood at over 124,000 employees at the end of the 2024 financial year, which reflects the significant organizational scale and its capacity to support a wide range of technological and service operations (HKExNews, 2023) [32]. This number is dynamic and changes depending on strategic decisions, business optimization, and investments in new directions.

A high proportion of employees is concentrated in the fields of IT, R&D, and high-tech services, which necessitates the need for specialized, costly, and personalized employee motivation programs. Key instruments prevalent within the company's technology sector include: flexible work arrangements and enhanced employment conditions for IT specialists; comprehensive compensation packages for employees in innovation divisions; long-term competency development programs, training, and professional growth; stock participation programs (RSUs, options) that contribute to the retention of highly qualified specialists.

The growth and diversification of the workforce under the «1+6+N» model create additional managerial challenges: each of the six business groups implements its own HR policy, while Alibaba's central HR department ensures strategic coordination and the unification of key principles of personnel management. This combination of autonomy and centralization requires a high level of organizational flexibility and ensures the adaptability of the HR system to the conditions of various markets.

The massive headcount means that even minor changes in the motivation system can have significant financial and social consequences for the company. The «1+6+N» organizational structure further complicates the picture, as each of the six key business groups has its own human resource policy, requiring the central HR department to develop clear yet adaptive strategic HR standards (Los Angeles Times, 2023; TechCrunch, 2023) [45; 70].  In summary, the generalization of the technical and economic characteristics, organizational structure, and human capital potential of Alibaba Group allows for an assessment of the scale of its operations, its multi-level governance model, and its key strategic development directions. It has been established that Alibaba Group combines centralized corporate principles with a high level of autonomy for individual business groups, which enables an effective blend of a global presence with a concentrated operational base in China. This organizational model ensures the corporation's strategic unity while simultaneously allowing business groups to flexibly respond to the specifics of local markets, innovative challenges, and the needs of core business segments. The workforce structure and geography of operations create complex requirements for the HR management system. Under these conditions, a high level of adaptability in personnel policies is necessary, along with the ability to swiftly implement innovative approaches to motivation, and to maintain consistency in personnel management principles across diverse market contexts. This implies a balance between centralized standards of corporate culture and the autonomy of business groups in developing programs for employee stimulation, training, and development. The massive headcount and the diversity of business lines mean that even minor changes in the motivation system can have substantial financial and social consequences for the company. Therefore, Alibaba Group's central HR department focuses on developing clear strategic standards that simultaneously ensure the unification of approaches to personnel management and the flexibility needed to adapt to the peculiarities of each business group.These conclusions establish the foundation for the subsequent economic and managerial analysis of Alibaba Group's activities, including the assessment of financial results, revenue dynamics, and the efficiency of key business segments, which will be presented in the next section.  
2.. 2.   Economic and managerial analysis of Alibaba Group's activities 
Following the review of the organizational structure, geographic presence, and workforce size of Alibaba Group, an analysis of its financial and economic results is  appropriate. This analysis allows for the assessment of the corporation’s scale of operations, the efficiency of key business segments, and the determination of financial capacity for utilizing employee motivation systems.

For a comprehensive understanding of the company's current status for the 2025 financial year, data on revenue, operational efficiency (Adjusted EBITA—Adjusted Earnings Before Interest, Taxes, and Amortization, which excludes one-off or non-standard expenses), and year-over-year changes are presented within the main business segments: e-commerce, cloud technologies, logistics, local services, and digital media.

The presented indicators enable the assessment of the company's strategic priorities, the scale of its activities, and the development trends of individual business lines. Alibaba Group's significant financial resources create the prerequisites for the broad application of powerful and long-term motivational instruments, such as stock participation programs (options and RSUs), which are critically important for the retention of highly qualified IT specialists and the formation of long-term employee loyalty.

Table 2.3 presents the key financial and economic indicators of Alibaba Group for the 2025 financial year, detailed by main business segments, along with brief comments on dynamics and development trends.
The data in Table 2.3 indicates Alibaba Group's stable financial position in the 2025 financial year and demonstrates divergent dynamics across its main business segments. Core Commerce (Taobao & Tmall) shows stable revenue growth through effective customer base management and marketing tools. The International Digital Commerce segment (AliExpress, Trendyol) demonstrates the largest growth, underscoring successful expansion into global markets. 

Table 2.3 
Key Financial and Economic Indicators of Alibaba Group                                            for the 2025 Financial Year
	Segment
	Revenue (FY 2025)
	Change YoY
	Adjusted EBITA (FY 2025)

	Comments / Trends

	Core Commerce (China — Taobao & Tmall)
	~95,581 million RMB (Q4)
	+8%
	~196,232 million RMB   Full Year
	Growth driven by customer-management services, marketing tools, and an increase in the «take rate» (Business Wire, 2025) [11].



	Commerce — Wholesale (China)
	~5,788 million RMB (Q4)
	+17%
	—
	Growth due to more valuable services for member merchants (Business Wire, 2025) [11].



	Alibaba International Digital 
Commerce (AIDC)
	108,465 million RMB 
(Full Year)
	+33%
	—
	Significant growth in international e-commerce (AliExpress, Trendyol) (Business Wire, 2025; Gurufocus, 2025) [11; 29].



	Cloud Intelligence Group
	118,028 million RMB 
(Full Year)
	+11%
	10,556 million RMB +72% YoY
	Rapid growth in cloud services, significant investments in AI products (Business Wire, 2025) [11].



	Cainiao (Logistics)
	101,272 million RMB (Full Year)
	+2%
	302 million RMB 
–78% YoY
	Revenue growth from cross-border solutions, high competition, and integration with e-commerce (Gurufocus, 2025) [29].



	Local Services Group
	67,076 million RMB 
(Full Year)
	+12%
	–3,689 million RMB
	Development of Ele.me, Amap, and marketing services, but remains unprofitable (Gurufocus, 2025) [29].



	Digital Media & Entertainment
	22,267 million RMB  

(Full Year)
	+5%
	–554 million RMB
	Revenue growth from Youku, Alibaba Pictures, and advertising, but financial losses persist (Gurufocus, 2025) [29].



	Commerce — Wholesale (China)
	~5,788 million RMB (Q4)
	+17%
	—
	Growth due to more valuable services for member merchants (Business Wire, 2025) [11].




The Cloud Intelligence Group continues its rapid growth in revenue and profitability, reflecting the high returns on innovative technologies and investments in Artificial Intelligence. Conversely, the Local Services Group and Digital Media & Entertainment segments remain unprofitable, although their revenues are growing, indicating a strategic investment phase focused on future prospects. Cainiao Logistics shows modest revenue growth, but a significant drop in operating profit points to high competition and the need for cost optimization. 

The revenue growth and profitability of Alibaba Group's key business segments provide the company with the necessary financial resources to implement comprehensive motivational programs, including cash bonuses, stock programs (Restricted Stock Units: RSU), corporate training initiatives, and career development opportunities. These programs are aimed at attracting and retaining highly qualified specialists, stimulating their productivity, and supporting long-term loyalty.

However, the varying efficiency of the company's individual segments necessitates a differentiated approach to HR strategy. High-tech and International Divisions (e.g., Cloud Intelligence Group or Alibaba International Digital Commerce) are characterized by significant potential for innovation and intense competition in the labor market. This requires the application of more flexible and stimulating reward models, including targeted bonuses for achieving Key Performance Indicators (KPIs), equity awards, and additional non-material incentives aimed at fostering creativity and professional competencies.

Less Profitable Segments (e.g., Local Services Group or Digital Media & Entertainment) require a careful balance between expenditure on material incentives and the development of non-material motivation mechanisms, such as training, corporate culture, and participation in socially significant projects. In such segments, forming a sense of organizational belonging, supporting morale, and building trust in corporate leadership are highly important, as financial incentives may be limited due to lower profitability.
The dynamics of the financial indicators confirm that the strategic planning of rewards and employee stimulation is critically important for ensuring stable company productivity and supporting long-term loyalty, especially in segments with high work intensity, technological complexity, and competitive pressure. Such an approach allows for the achievement of a synthesis of material and non-material motivational factors, where financial compensation is combined with corporate values, the «Spirit of Ali» culture, and professional growth opportunities, which collectively creates a stable platform for the development of both the company and its personnel.

The influence of financial indicators on Alibaba Group's HR strategy manifests in two key aspects: stimulation of innovation and reward volatility.

The stimulation of innovation is ensured by significant investments in research and development (R&D), particularly in the development of Artificial Intelligence and cloud services. Such substantial financial commitments, evidenced by continuous high expenditure in core technological segments, directly impact the level of salaries, bonuses, and options packages for highly qualified specialists, confirming the company's strategy of applying high material incentives in key innovative segments. This targeted financial resource allocation is crucial for securing top global talent in competitive technology fields.

At the same time, reward volatility is driven by the decrease in the rate of net profit growth due to substantial, often aggressive, investments in new ventures and imposed regulatory fines. This economic context creates additional challenges for maintaining the stability of the bonus pool and directly affects the company's market capitalization, thereby impacting the value of equity-based rewards like RSUs.

The complex interplay between robust investment in strategic growth areas and external financial pressures necessitates an agile and well-calibrated Total Rewards strategy to ensure talent retention and sustained operational excellence despite market fluctuations.

To visually represent the economic power and dynamics of Alibaba Group's activities, the key financial indicators for recent financial years are presented (Table 2.4). Please note that the company's financial year ends on March 31.

The data presented in Table 2.4 confirms that Alibaba Group is in a state of strategic optimization. 
Despite the growth in total revenue (from RMB 868.7 billion to RMB 941.1 billion), Net Income remains relatively stable, indicating high operating costs and large-scale reinvestments.
Table 2.4 
Dynamics of Key Financial Indicators of Alibaba Group                                                      for the 2022–2024 Financial Years

	Indicator
	Unit of Measurement
	FY 2022 (ended 03.31.22)
	FY 2023 (ended 03.31.23)
	FY 2024 (ended 03.31.24)
	Dynamics (2024/2023)

	Total Revenue
	Billion RMB
	853.1
	868.7
	941.1
	+8.3%

	Revenue
	Billion USD
	129.4
	126.8
	130.3
	+2.7%

	Net Income
	Billion RMB
	61.9
	72.5
	71.4
	-1.5%

	Headcount
	Thousands                       of Employees
	254.9
	235.2
	220.5
	-6.2%

	Market Capitalization                     (at end of FY)
	Billion USD
	~290
	~240
	~190
	-20.8%


Source: Compiled based on the official financial reports of Alibaba Group (Form 20-F) [4] for the corresponding periods.

Of particular note in the context of HR analysis is the trend of workforce reduction from 254,900 to 220,500 employees over two years. This signals the company's shift towards a more efficient, yet potentially stricter model of human resource management, where the focus moves from extensive growth to intensive efficiency. While staff reduction positively impacts financial margins, it can negatively affect employee morale and the sense of long-term security, thereby necessitating the reinforcement of non-material and qualitative aspects of motivation.
Alibaba Group is a financially powerful corporation undergoing continuous transformation. The dynamics of its financial indicators create the resource base for implementing large-scale motivation programs, but simultaneously present the HR department with the task of ensuring reward stability amidst high market volatility and structural changes. The volatility of Net Income and the reduction in headcount point to a transition to an intensive efficiency model, which creates risks for long-term loyalty and the employees' sense of security.

The company operates at the intersection of traditional Chinese cultural values and the demands of the global technology market, which is reflected in both its financial policy and its approaches to personnel motivation. Understanding this dichotomy - ranging from the philosophy of the «Spirit of Ali» to the volatility of equity-based compensation - is a crucial prerequisite for conducting a comprehensive economic and managerial assessment of the company's activities.

Thus, the financial and economic analysis demonstrates that Alibaba Group possesses sufficient resource potential to support large-scale HR initiatives. At the same time, the effectiveness of such programs largely depends on the specific nature of each business segment and its profitability level.

It is precisely based on this data that it is appropriate to proceed to an analysis of the effectiveness of Alibaba Group's personnel motivation system, examining how financial and organizational factors influence the choice of material and non-material incentives and motivational strategies, as well as the formation of corporate culture and strategic employee loyalty in the following Section 2.3.
2.3. Analysis of the effectiveness of Alibaba Group’s personnel                          motivation system

The effectiveness of the personnel motivation system at Alibaba Group is determined by a combination of material and non-material incentives, which are integrated into the corporate culture and management practices. Key factors influencing the motivational strategies include the company's financial resources, the structure of its business segments, the technological complexity of its divisions, and the historically established values and principles of the founder, Jack Ma.

Stimulating innovation in high-technology segments is ensured through significant investments in R&D, the development of cloud services, and artificial intelligence, which is reflected in the level of salaries, bonuses, and stock option packages (Restricted Stock Units - RSU). At the same time, the volatility of remuneration associated with changes in net profit and regulatory factors creates challenges for maintaining the stability of the bonus fund and employees' long-term loyalty.

A detailed analysis of the material and non-material incentives, as well as their correspondence to the company's financial potential and organizational structure, allows for an assessment of the adaptability of the HR system and the identification of key directions for increasing the effectiveness of motivational programs across different business segments. 

Given the company's strategic optimization of its operations, an analysis of the interrelationship between financial results, corporate values, and the employee motivation system is crucial. These three elements form a cyclical system where corporate values define the behavioral guidelines for employees, the motivation system contributes to increased productivity, and the financial results reflect the effectiveness of this interaction.

To demonstrate how corporate values, motivational tools, and financial results form a unified organizational model, a visualization of the link between financial results, corporate values, and the motivation system is presented in Figure 2.1.




Fig. 2.1. Visualization of the relationship between financial results, corporate values, and the motivation system
Figure 2.1 illustrates the cyclical interrelationship between corporate values, the personnel motivation system, and the financial performance of Alibaba Group. Corporate values shape behavioral standards and benchmarks for employees, defining the expected models of professional conduct and interaction. The motivation system contributes to increasing employee engagement, productivity, and willingness to support the company’s strategic initiatives, transforming value-based orientations into concrete performance outcomes. Financial results, in turn, serve as an indicator of the effectiveness of these approaches and demonstrate the degree to which HR incentives influence economic performance. Such an integrated relationship strengthens organizational outcomes, supports competitive advantages, and reinforces the corporate culture.
Further analysis makes it possible to assess how the integration of corporate values into the motivation system contributes to achieving the company’s strategic objectives and ensures a balance between material and non-material factors of employee engagement.

The analysis of the personnel motivation system at Alibaba Group is based on a comprehensive combination of financial and economic indicators, organizational structure, and corporate culture, which together form the strategic foundations of HR management.

The «1+6+N» model, introduced after the 2023 restructuring, provides for centralized coordination from the Alibaba holding while granting a high degree of autonomy to the six key business groups. Each of these groups has its own CEO, board of directors, and financial independence, allowing for the implementation of specific HR policies adapted to operational and technological specialization.

Such a structure creates additional managerial challenges: the large scale of the workforce and varying profitability across segments require the central HR department to develop adaptive strategic standards that combine unified corporate principles with the autonomy of business groups (Los Angeles Times, 2023; TechCrunch, 2023) [45; 70].

Corporate values and the mission of Alibaba Group, integrated into management processes, play a key role in the system of non-material motivation. The company’s core values, «Customer First» and «Change is the only constant», represent primary tools of intangible motivation. Rooted in Chinese managerial traditions—particularly their focus on community and long-term orientation—these values create the ideological framework within which material incentives operate. Understanding this framework is essential for an accurate assessment of the effectiveness of intangible rewards and their alignment with cultural expectations.

A comprehensive analysis of Alibaba Group is impossible without considering its origins and the philosophy of the founder, as these elements form the basis of its unique corporate culture, which directly shapes its motivation system.

Alibaba Group was founded in 1999 in Hangzhou (China) by Jack Ma (Ma Yun) and a team of 17 co-founders. The core idea behind the creation of Alibaba.com was to enable small and medium-sized Chinese enterprises (SMEs) to enter global markets, fully consistent with the company’s mission: «To make it easy to do business anywhere». This focus on supporting small business became a key value that enhances the social significance of work for employees.

The personality and philosophy of founder Jack Ma (Ma Yun), known for his strong charisma, philosophical approach to business, and persistent determination, laid the foundation for the company’s corporate culture. His principle, «Customer First, Employee Second, Shareholder Third», became a guiding orientation for HR policy, in which employee development, professional growth, and a sense of belonging to a meaningful mission represent central elements of motivation. Placing employees above shareholders is rare for a publicly traded company and serves as a powerful signal of trust and investment in human capital. This increases loyalty and dedication (a high level of Guanxi), as employees feel that the company is investing in their long-term future.

A crucial component of Alibaba's motivation is the "Ali Spirit," which serves as the primary non-material contract. This incorporates core values like Passion, Commitment, Integrity, and the principle that "Change is the only constant." These values are directly integrated into the performance evaluation, career advancement, and stock-based incentive programs (RSU), translating intangible adherence into material rewards. Furthermore, the corporate culture and internal social capital (leveraging concepts like Mianzi—personal honor) enhance employees' social status and loyalty, making employment at the company a powerful symbolic and external motivator.
At the early stage of its development, Alibaba Group resembled a startup with a «militant» corporate culture focused on survival and outperforming competitors. It was during this period that several key cultural elements were established, including: «Six Vein Spirit Sword»: an early set of corporate values emphasizing teamwork, passion, and commitment; the intensive «996 Work Culture» (working from 9 a.m. to 9 p.m., six days a week), which demonstrated high expectations of intensity and dedication as part of the corporate contract.

These instruments formed high standards of commitment and teamwork that continue to influence modern HR policies, although they have since been adapted to new economic and technological conditions.

Alibaba Group's personnel motivation system is dual-natured: it extends beyond material incentives (like stock options/bonuses) and is deeply rooted in a culture of mission, long-term belonging, and social contribution. This synergy of strong corporate ideology and tangible financial reward is a particularly powerful factor in the Chinese business environment, leveraging concepts like personal honor (Mianzi) and social relationships (Guanxi). Consequently, for Alibaba, the motivation system functions not only as a management tool but also as a mechanism of cultural engineering.
Thus, Alibaba Group’s employee motivation system is complex and multi-layered, combining both tangible and intangible incentives. It integrates the company’s financial capabilities, cultural values, and the founder’s legacy to ensure comprehensive employee engagement, retention, and development. The effectiveness of the system depends on segment profitability, the organizational autonomy of business groups, and the ability of the HR department to balance the centralization of shared values ​​with the flexibility of localized policies.
Conclusion to the second chapter
The analysis of Alibaba Group confirms that its personnel motivation system is strategically rooted in the intersection of financial capabilities, the decentralized "1+6+N" organizational model, and a distinct, founder-established corporate culture.

Key findings demonstrate: 

- System Complexity: The motivation system is multi-layered, combining material incentives (integrated into performance evaluation and RSU programs) with strong non-material mechanisms based on corporate values ("Customer First," "Employee Second"); 

- Strategic Adaptation: The shift to the "1+6+N" model necessitates a differentiated approach, adapting incentives to varying segment profitability and complexity. This ensures high-profit segments receive intensive incentives while others maintain engagement through non-material drivers; 

- Efficiency Focus: Financial analysis shows stable revenues but also a trend toward a more efficient utilization of labor resources (workforce reduction), amplifying the importance of non-material mechanisms for maintaining morale and trust; 

- Cultural Engineering: The system is not merely compensatory; it acts as an instrument of cultural engineering, shaping loyalty, professional behavior, and long-term engagement via strong philosophical and value-based foundations.

In summary, Alibaba Group’s HR system is effective because it is strategically aligned, culturally integrated, and organizationally flexible, ensuring competitiveness by balancing economic rewards with cultural and social factors.
CHAPTER 3. ІMPROVEMENT THE PERSONNEL MOTIVATION                         SYSTEM IN ALIBABA GROUP WITHIN THE CONTEXT                                                        OF CHINESE CORPORATE CULTURE
3.1.  Developing an algorithm for designing an effective personnel                           motivation program
For the personnel motivation system at Alibaba Group to remain competitive and aligned with cultural and market requirements, it is necessary to develop a clear algorithm for designing a motivation program that incorporates the following components: 

- the strategic goals of the corporation and its business groups; 

- the characteristics of Chinese business culture; 

- varying profitability and operational specificity of business segments; 

- market demand for highly qualified personnel in the technology sector; 

- the growing importance of non-material incentives.

Effective design of the motivation system at Alibaba Group requires a clear definition of strategic and corporate objectives aligned with the company’s financial capacity, the features of its organizational «1+6+N» model, global development dynamics, and the expectations of Chinese corporate culture. Under these conditions, the motivation program is viewed not only as a tool for increasing productivity, but also as a mechanism for supporting the company’s strategic competitiveness, building loyalty, and creating a positive cultural environment.

The strategic objectives of the motivation program are shaped by three key groups of factors: 

- the operational characteristics of business groups functioning in different competitive environments (e-commerce, cloud intelligence, logistics, local services, and digital media); 

- the financial and economic condition of the corporation, associated with the transition toward an intensive model of efficiency improvement and workforce optimization; 

- cultural standards inherent in the Chinese management model, which have a strong influence on motivation through such phenomena as Guanxi (social relationship networks), Mianzi (reputation and preservation of «face»), collectivism, and the prioritization of long-term relationships.

The overall strategic objective of Alibaba Group’s motivation program is to create a stable, balanced, and culturally relevant personnel incentive system that ensures high employee productivity, loyalty, engagement, and the company’s competitiveness in domestic and global labor markets.

The key strategic objectives of Alibaba Group's incentive program include:
1. Increasing employee productivity and performance by aligning material and non-material incentives with efficiency indicators (KPIs) of individual business groups. 

2. Retaining highly qualified specialists, particularly in areas where competition for talent is strongest (artificial intelligence, cloud technologies, software development, R&D).  

3. Integrating corporate values into the motivation system, especially the principle «Customer First, Employee Second, Shareholder Third», which reinforces the company’s social mission and corresponds to the characteristics of Chinese management. 

4. Supporting employees’ innovativeness and creative activity, contributing to the development of new technological solutions and strengthening Alibaba Group’s position as a global technological leader. 

5. Optimizing personnel costs, which is especially important given workforce reduction and increased operational efficiency across the corporation. 

6. Supporting social stability and trust, which is particularly significant in the Chinese cultural context, where professional activity represents an essential component of social status.

The philosophy established by founder Jack Ma—prioritizing the customer and employee above short-term shareholder interests—plays a fundamental role in shaping strategic goals. Within Chinese corporate culture, such a model strengthens organizational trust, fosters emotional commitment to the company, lowers staff turnover, and reinforces organizational identity. Thus, the strategic and corporate objectives of Alibaba Group’s motivation program aim to achieve a balance between economic performance, market requirements, and the cultural expectations of employees. 
This creates a foundation for further development of a motivation program algorithm adapted to the conditions of a multi-level organizational model and the specifics of the Chinese business environment.

Figure 3.1 below presents the strategic and corporate goals of the personnel motivation system at Alibaba Group.





Figure 3.1. Strategic and Corporate Goals                                                                         of the Personnel Motivation System at Alibaba Group

The strategic and corporate goals shown in the figure reflect Alibaba Group's comprehensive approach to shaping its personnel motivation system. The model integrates three key dimensions—financial, organizational, and cultural—which is consistent with the specifics of the corporation's restructuring according to the «1+6+N» model and the modern trends in Chinese business development.

The financial goals of the motivation system are aimed at ensuring the company's stable development, optimizing personnel costs, and aligning rewards with Key Performance Indicators (KPIs). Given the complex competitive conditions of the global e-commerce market, this orientation allows for increased efficiency of HR solutions and ensures the company's economic sustainability (H. Zhao etc., 2018) [84].

The organizational goals are related to increasing labor productivity, employee engagement, and supporting innovative development. Studies emphasize that motivational tools aimed at developing competencies and involving employees in decision-making have a direct positive impact on organizational performance                                (M. Ibrahim, V. Brobbey, 2015) [34]. This is particularly important for Alibaba Group, for which technological dynamism and the speed of managerial decision-making are critical success factors.

Alibaba Group's cultural goals are based on the Chinese management tradition, where collectivism, the network of relationships (Guanxi), and the preservation of image (Mianzi) are important, directly influencing employee motivation (B. Jaw etc., 2007) [36]. These principles are reinforced by Jack Ma's philosophy, which is customer-centric and focused on long-term development, contributing to the formation of trust, organizational identity, and personnel cohesion (A. Tsui etc., 2006) [73]. Thus, Alibaba Group's motivation system combines economic objectives with the cultural specifics of the business environment, providing a foundation for the further refinement of motivational mechanisms.
Analysis of personnel profile and motivational needs. Effective design of the motivation program at Alibaba Group requires an analysis of the workforce composition, which is characterized by its large size, professional diversity, and involvement in innovative technological projects. Personnel is the company’s key resource, thus the incentive system must reflect the real needs and value orientations of the employees.
Alibaba Group Personnel Profile. The main categories of employees within the corporation include: 

- Top Management and Business Group Leaders, responsible for implementing strategic and operational decisions; 
- Engineering and Technical Specialists (R&D, AI, big data, cloud), constituting one of the most numerous and critically important groups; 

- Analytical, Marketing, and Product-Operational Teams, involved in managing the company's services; 

- Logistics, Platform Support, and Service Operations Personnel; 

- Specialists in Digital Content and Creative Industries.

Studies of the Chinese corporate model suggest that professional roles in Chinese companies are connected not only to the position itself but also to status, social image, and expectations of group loyalty (B. Jaw etc., 2007) [36].

Personnel Needs in Motivational Support. Based on the analysis of literature and the specifics of Alibaba Group, the key groups of personnel needs are identified:

1. Material Incentives. For a significant portion of the personnel, material reward remains the foundation of job satisfaction and an indicator of social status within Chinese society (N. Zhao etc., 2018) [84].

2. Professional Development and Career Growth. For engineering and technical employees, the dominant needs are: access to new technologies, participation in significant projects, career advancement, and continuous learning. In the Chinese management model, career symbolizes social success and recognition (A. Tsui etc., 2006) [73].

3. Psychological Safety and Support for Group Cohesion. Guanxi – interpersonal connections that form collective trust, mutual support, and stability of employment relationships – play a crucial role (B. Jaw etc., 2007) [36].

4. Need for Maintaining Social Status and Image (Mianzi). Recognition of achievements and public acknowledgment of professional results support the employee's social self-esteem and strengthen their corporate identity.

5. Fairness and Transparency of Motivational Procedures. The reward system must be understandable, have clear rules, be aligned with KPIs, and prevent internal conflicts and loss of trust. Insufficient transparency can reduce employee engagement and productivity (M. Ibrahim, V. Brobbey, 2015) [34].



Fig. 3.2. Alibaba Group personnel profile
Figure 3.2 visualizes the Alibaba Group personnel profile, outlining five key employee categories—from top management to logistics and creative staff. Accordingly, the motivation system must be differentiated to address the specific needs of each group. For instance, while financial rewards are universally important, for technical specialists, professional development and access to innovation are critical intrinsic drivers of performance, demanding significant R&D investment. Meanwhile, for Chinese personnel overall, the high significance of culturally-oriented incentives remains, particularly the support of social status (Mianzi) and the development of interpersonal networks (Guanxi), which require non-material recognition and a strong corporate culture. This comprehensive, multi-layered approach forms the basis for ensuring high engagement, stability, and loyalty amid rapid technological and organizational growth, directly contributing to Alibaba’s strategic objectives and competitive advantage.
Table 3.1
Employee Categories – Key Motivational Needs
	Employee Category
	Description of Activity
	Key Motivational Needs

	Top Management and Business Group Leaders
	Strategic management, responsibility for financial results
	Status, recognition, influence on corporate decisions, reputation (Mianzi)

	Engineering and Technical Specialists
	Technology development, cloud services, AI, R&D
	Professional development, complex projects, access to innovation, career advancement

	Marketing, Analytics, and Product Teams
	Platform management, UX, service development
	Material incentives, participation in product development, recognition

	Logistics and Operational Personnel
	Customer service, ensuring delivery and service functionality
	Stability, material bonuses, social guarantees

	Creative and Media Specialists
	Content, design, creative products
	Recognition, creative freedom, support for social status (Mianzi)




As evident from Table 3.1, the Alibaba Group personnel profile is differentiated, and employee needs vary significantly depending on the functional role, level of responsibility, and professional specialization. This suggests that implementing a single, universal motivation system is insufficient for a company of this scale.

According to researchers, motivational tools in Chinese corporations must: 

- consider the social aspects of labor behavior (A. Tsui etc., 2006) [73]; 

- be based on supporting collectivism, the Guanxi system (network of relationships), and the preservation of Mianzi (social status/image) (B. Jaw etc., 2007) [84]; 

- combine material incentives with opportunities for developing competencies and recognizing professional results (M. Ibrahim, V. Brobbey, 2015; N. Zhao etc., 2018) [34; 84].

Thus, the further development of the motivation program must rely on a multi-component approach that integrates: 

- economic incentives, 

- opportunities for professional growth, 

- socio-psychological mechanisms for personnel support, 

- cultural specifics of the Chinese management model.

Such a system enables Alibaba Group to ensure high loyalty, engagement, and employee effectiveness, which is a critical factor in maintaining competitive positions in the global market.

Formulation of the System of Key Criteria and Performance Indicators (KPIs). One of the primary tools for managing personnel performance is the system of Key Performance Indicators (KPIs). KPIs allow for the assessment of the effectiveness of both employees and the organization as a whole, providing a transparent system for measuring achievements within the context of the company's strategic goals.

Key Principles for KPI Formulation: 

1. Alignment with Organizational Strategic Goals: KPIs must be directly linked to the company's business objectives and reflect priority areas of development. 

2. Specificity and Measurability: Indicators must be clearly defined and quantitatively evaluated.
3. Achievability: KPIs must be realistic, taking into account the resources and capabilities of the employees. 

4. Relevance: Each indicator must have a direct impact on the performance of a specific employee or unit. 

5. Timeliness of Evaluation: Indicators must reflect results within appropriate management timeframes (monthly, quarterly, annually).

KPI Classification: 

- Financial KPIs: Reflect financial results of activity, such as profit, profitability, and cost levels; 

- Operational KPIs: Evaluate productivity and quality of workflow execution, such as the number of tasks completed, project deadlines, and error rates; 

- HR-KPIs: Related to human resources management, specifically the level of engagement, employee turnover, training effectiveness, and achievement of individual goals; 

- Customer KPIs: Measure customer satisfaction and loyalty, such as NPS (Net Promoter Score), complaint levels, and frequency of repeat orders.   
Stages of KPI System Formulation in the Company: 

1. Defining the strategic and operational goals of the organization. 

2. Identifying key roles and functions of personnel that influence the achievement of goals. 

3. Establishing quantitative and qualitative indicators for each key role. 

4. Aligning KPIs with employees and management to ensure transparency and motivation. 

5. Implementing a monitoring system and conducting regular analysis of results.
6. Adjusting indicators in case of changes in strategic priorities or market conditions.

Table 3.2
Example of the KPI System for Different Personnel Categories

	Employee Category
	Examples of KPIs
	Evaluation Frequency
	Data Source

	Middle Management
	Sales plan execution, cost control, project implementation on schedule
	Monthly
	Sales reports, budget data

	Specialists
	Quality of tasks performed, adherence to standards, participation in training/development
	Quarterly
	Task audits, internal assessments

	Top Management
	Achievement of strategic goals, profitability (ROE/ROA), company expansion and development
	Annually
	Financial and operational reports

	Support Staff
	Accuracy of task completion, process efficiency, internal client satisfaction


	Monthly
	Internal surveys, process KPIs


The implementation of the KPI system serves as a vital management tool that extends far beyond mere performance measurement. It allows not only for the objective evaluation of employee effectiveness against predefined, measurable targets but also dramatically increases personnel motivation due to two critical factors: the transparency of requirements and the clarity of the opportunity for career development. By explicitly linking individual contributions to organizational success, KPIs demystify the process of advancement and reward, fostering a sense of procedural fairness.

Development of the Motivation Program Content: Material and Non-Material Components. An effective personnel motivation system is based on a comprehensive combination of material and non-material incentives that take into account both the individual needs of employees and the organization's strategic goals (F. Herzberg etc., 1959; A. Maslow, 1987) [30; 46]. Contemporary research confirms that a balanced motivational program increases productivity, engagement, and job satisfaction.

1. Material Components of Motivation. Material incentives involve direct and indirect financial encouragement, including: fixed salaries; bonuses and premiums for achieving KPIs; social packages (insurance, compensation, training); and material rewards for project results (gifts, certificates, participation in corporate events).

2. Intangible components of motivation. Intangible incentives are aimed at supporting internal motivation and satisfying the psychological needs of Alibaba Group employees: recognition and praise; career development and training of personnel; flexibility of working conditions and behavior; participation in decision-making; and support for corporate culture.
3. Integration of tangible and intangible components. To achieve optimal effectiveness of the personnel motivation program at Alibaba Group, it is necessary to systematically combine tangible and intangible incentives, creating a comprehensive impact on the productivity and engagement of the company's personnel.
Table 3.3
Material and Non-Material Components of Motivation                                                     by Personnel Categories
	Employee Category
	Material Incentives
	Non-Material Incentives



	Top Management
	Bonuses for strategic results, coverage of profile conference attendance, corporate privileges
	Participation in strategic decisions, career development, corporate recognition (Mianzi)

	Middle Management
	Premiums for KPI achievement, training compensation, social benefits
	Mentorship, involvement in project teams, praise for results

	Specialists
	Bonuses for high-quality task completion, payment for supplementary courses
	Professional development, participation in training, recognition of achievements

	Support Staff
	Material incentives for process efficiency
	Praise, inclusion in team activities (Guanxi), flexible working hours




Integration of corporate culture principles and the «Spirit of Ali» philosophy. An effective personnel motivation system cannot be isolated from the company’s corporate culture. The experience of leading international corporations, particularly Alibaba Group, demonstrates that the successful combination of strategic goals, motivational programs, and company values ensures long-term effectiveness and employee engagement. One of the key components of Alibaba’s culture is the philosophy known as the «Alibaba Spirit», which defines the behavioral guidelines for employees and directs corporate activities (N. Liu etc., 2016) [42].
Core Principles of the «Alibaba Spirit»: 
- Mission and Pursuit of High Results: Every employee understands the importance of their role in achieving the company's strategic goals and strives to exceed expectations. 
- Customer-Centricity: The principle of «Customer First» fosters responsibility for service quality and an innovative approach to problem-solving. 

- Innovation and Drive for Change: The system encourages the search for new solutions, technology development, and process improvement. 

- Team Interaction and Solidarity: Mutual support, trust, and cooperation among departments create a unified corporate environment. 

- Ethics and Social Responsibility: Adherence to ethical standards, transparency in relationships, and contribution to social development.

The integration of these principles into the personnel motivation and management system provides several key advantages:

1. Strengthening Corporate Identity: Employees understand the company's values and feel a sense of belonging to the common mission.

2. Increased Engagement and Intrinsic Motivation: The transparent reflection of corporate values in KPIs and the incentive system stimulates self-realization and employee development.

3. Unification of Behavioral Standards: The «Alibaba Spirit» principles establish shared expectations regarding conduct, interaction, and decision-making.

4. Support for an Innovative Environment: The culture encourages the active implementation of new ideas and technologies, which enhances the company's competitiveness.

For the practical application of the «Alibaba Spirit» principles in the company’s motivation program, it is appropriate to:

1. Incorporate company values into KPIs and effectiveness evaluation criteria. For example, assessing initiative, teamwork, and an innovative approach.

2. Create an internal recognition and reward system that reflects the values of the corporate culture.

3. Develop mentorship and training programs that emphasize the company’s mission, values, and ethical standards.

4. Establish communication channels for sharing experience and supporting corporate values.

Thus, the integration of corporate culture principles and the "Alibaba Spirit" philosophy ensures a harmonious combination of motivational tools, KPIs, and corporate values, creating the conditions for the company's sustainable development and increased personnel engagement.
Determining Mechanisms for Feedback, Control, and Results Monitoring. One of the key conditions for the effectiveness of the motivation and personnel management system is the implementation of effective mechanisms for feedback, control, and results monitoring, which ensure the timely evaluation of achievements and the adjustment of management decisions.








Figure 3.3. Mechanism for Feedback, Control, and Results Monitoring

Feedback serves not only as a tool for control but also as a powerful motivational factor, as it allows employees to recognize their results, receive recommendations for improving performance, and feel the impact of their own work on the organization's strategic goals.

In modern approaches to personnel management, several levels of feedback are distinguished: individual, team, and corporate, each of which contributes to the formation of a transparent performance evaluation system.

At the individual level, it is crucial to conduct regular performance evaluations against established KPIs, discuss the results with the manager, and provide recommendations for competency development.

At the team level, feedback manifests in joint project analysis, assessment of team achievements, and alignment of collective goals, fostering a culture of mutual support and accountability.

At the corporate level, monitoring systems allow management to track overall productivity indicators, financial results, and the effectiveness of strategic initiatives, enabling the timely adjustment of managerial decisions and the adaptation of motivational programs to changing market conditions.

Control in this process acts as a stabilizing element, ensuring that personnel activities align with established company standards and goals. However, it must be combined with the development and support of employees, rather than just formal supervision.

Modern organizations increasingly use digital platforms for KPI monitoring, automated data collection systems, and analytical tools, which enhances the objectivity of evaluation and allows for a rapid response to deviations from planned results.

The comprehensive application of feedback, control, and monitoring mechanisms creates a closed loop of managerial influence, where the data obtained is used to correct motivational incentives, refine KPIs, and develop personnel competencies. This ensures the continuous improvement of the company's performance and contributes to the formation of a long-term corporate culture focused on results and employee engagement in all production processes.

Expected Results of Algorithm Implementation. The implementation of the proposed algorithm for forming and evaluating the personnel motivation system is expected to lead to a comprehensive improvement in management effectiveness and demonstrably increased employee productivity. This enhancement is achieved through the systematic integration of several core elements: corporate values, established corporate culture principles (like the "Alibaba Spirit"), and robust feedback mechanisms. By merging these components, the company will gain a clear, reliable, and transparent tool for assessing the performance of every individual employee and team as a whole, moving beyond subjective evaluations.










Fig. 3.4. Expected results of implementing 

the personnel motivation algorithm
After implementing the personnel motivation algorithm shown in Figure 3.4,                  a comprehensive positive impact is expected at both the individual and organizational levels. On the individual level, employee motivation, engagement, and job satisfaction increase. At the organizational level, productivity rises, business processes are optimized, and financial performance improves. Additionally, greater transparency in performance evaluation is achieved, problem areas are identified, and a development-oriented corporate culture is strengthened. Altogether, these effects contribute to reinforcing corporate culture and creating a solid foundation for the company’s sustainable development (Appendix А1).

Thus, the proposed motivation algorithm functions not only as an instrument of operational personnel management but also as a strategic mechanism for the development of Alibaba Group. Its implementation ensures alignment between the corporate philosophy, the KPI system, and the actual needs of employees, which contributes to increased productivity, strengthened loyalty, and the formation of long-term psychological and professional bonds between staff and the company.

Moreover, the application of the algorithm enhances procedures of control, monitoring, and feedback, making them more transparent and substantiated. This enables the organization to respond promptly to changes in the external environment, adjust motivational programs in a timely manner, and maintain flexibility in human resource management under dynamic and highly competitive conditions.

3.2. Strategic support for the personnel motivation system                                                        at Alibaba Group 
An effective HR system cannot operate without strategic support at the level of corporate governance. The multi-tiered structure of Alibaba Group and its restructuring into the «1+6+N» model require alignment of local HR policies with core corporate values and strategic development objectives. Strategic support ensures the sustainability of motivational programs, their financial balance, and their compliance with the cultural and organizational norms of Chinese management.

The role of the corporate center and business groups in supporting the motivation system.

Within Alibaba Group, strategic support for employee motivation is based on a combination of centralized corporate governance and the autonomy of business groups. The corporate center performs a system-forming function by establishing common value orientations, HR standards, reward principles, and mechanisms for control and performance assessment. At this level, motivational programs are aligned with the corporation’s strategic goals, the philosophy of «Customer First, Employee Second, Shareholder Third», and key components of Chinese corporate culture such as Guanxi, Mianzi, trust, and long-term relationships.

However, the «1+6+N» model provides significant autonomy to business groups, allowing motivational mechanisms to be adapted to the industry-specific characteristics of each area of activity—e-commerce, cloud technologies, logistics, local services, digital media, etc. Within business groups, HR divisions further detail corporate standards, define relevant KPIs, and develop incentives corresponding to the specifics of employee work and competitive market conditions.

Thus, the corporate center ensures a unified strategic platform and consistent personnel management standards, while business groups provide flexibility, responsiveness, and adaptation of motivational solutions to the real needs of employees. It is this balance between centralization and decentralization that maintains the competitiveness of Alibaba Group’s motivation system, ensuring its alignment with strategic priorities and the dynamics of the company’s global development.

Financial support of motivational programs and their linkage to performance.

Financial provision for the motivation system within Alibaba Group is a key factor of its stability and effectiveness. In the context of intense competition in the digital technology market, the need to retain talent, and the strategic «1+6+N» model, budgeting for employee incentives must be carefully planned, taking into account productivity levels, revenue dynamics across business areas, and relevant cultural factors.
Key principles of financial support: 

1. Alignment with the corporation’s strategic objectives. Funding for motivational programs is determined by strategic development priorities, such as technological innovation, market share growth, operational efficiency, and customer-orientation. 

2. Flexible budgeting at the business-group level. Each business structure (or “chamber” within the 1+6+N model) independently forms its reward budget depending on profitability, competitive environment, and personnel needs. 

3. Linking personnel costs to performance. The level of financing for bonuses and rewards depends on the achievement of KPIs, and on the contribution of the division and individual employees to financial results. 

4. Balance between material and non-material incentives. Part of the financial burden is compensated through the development of corporate culture, social support, Guanxi, and recognition (Mianzi), which reduces the risk of excessive economic dependency within the motivation system.

Table 3.4

Relationship between financial support and performance
	Management Level
	Budgeting/Planning Tools
	Funding Criteria
	Examples of Performance

	Corporate Center
	Annual budget for personnel
	Strategic goals, Corporate KPIs
	Profit growth, international expansion

	Business Groups
	Local reward funds
	Business line profitability, Staff turnover
	Market share gain, Project success

	Teams and Departments
	Sub-unit motivation budgets
	Achievement of Team KPIs
	Service quality, Growth in Customer LTV (Lifetime Value)

	Employees
	Individual incentives
	Personal performance indicators
	Achievement of planned targets, Contribution to innovation


The structure presented in Table 3.4 demonstrates how the logic of financial provision for motivation is built across different management levels within the Alibaba Group. At the Corporate Level (Group Center), a total budget for personnel is formulated and directly linked to the company's strategic development goals and the enhancement of global competitiveness. At the Business Group Level (the «Chambers» in the «1+6+N» model), budgets are adjusted, taking into account the profitability of individual business segments, the human capital situation (e.g., staff turnover), and market conditions.
Within Sub-units and Teams, the allocation of funds for rewards depends on the achievement of functional KPIs, the dynamics of operational metrics, and the contribution to collective results. At the Individual Level, the funding of rewards is based on personal performance indicators, goal attainment, and participation in projects and innovative initiatives.
This model reflects the principle of «Productivity Determines Reward», ensuring a clear rationale for budget allocation, transparency of the motivational system, and the strengthening of trust between employees and company management.
The advantages of this approach lie in enhancing employee motivation, as staff can clearly trace the causal link between their individual contributions and the rewards received. By linking labor costs to the actual performance of business units, the financial sustainability of the system is ensured, reducing the risk of overspending and increasing the economic justification of motivational decisions. Decentralized budgeting allows incentives to be adapted to the specific characteristics of each business group, maintaining flexibility in personnel management under varying market conditions. Moreover, the transparency of fund allocation criteria contributes to strengthening trust between employees and management, fostering a corporate culture of openness and fairness.
Thus, the financial support of Alibaba Group’s motivation system is based on a rational combination of centralized standards and local adaptation, enabling the company to maintain employee competitiveness and ensure sustainable development in a dynamic market environment.
Support of Corporate Values and Cultural Mechanisms (Employer Brand, Guanxi, Mianzi). In Chinese corporate culture, the effectiveness of a motivation system directly depends on the alignment of management practices with traditional social norms and values. For Alibaba Group, this entails the integration of cultural elements such as the employer brand, Guanxi, and Mianzi into the HR system, which shape the nature of interactions, employee loyalty, and work behavior. Research indicates that corporate culture in China significantly influences professional motivation and organizational effectiveness (O. Hofstede, M. Bond, 1988) [33].

Alibaba Group actively cultivates a positive employer image, offering broad opportunities for professional development, career growth, and participation in innovative processes. A strong employer brand enhances the company’s attractiveness in the labor market and strengthens the emotional connection of employees with the organization (L. McGregor, N. Doshi, 2015) [53].

In the Chinese context, the employer brand is directly linked to societal evaluation of the company, its authority, and its contribution to socio-economic development. This underscores the importance of corporate reputation as a motivational factor (H. Zhao, H. Teng, Q. Wu, 2018) [84].

Guanxi (interpersonal and professional relationships) is one of the key traditional mechanisms of Chinese management, emphasizing the development of relationships based on trust, mutual support, and moral obligation. In Alibaba Group’s corporate practice, this mechanism is implemented through mentorship, knowledge sharing, enhanced team interaction, and inclusive communication between managers and subordinates.

Empirical studies demonstrate that Guanxi significantly improves workforce cohesion and employees’ willingness to contribute to the company’s strategic objectives (Y. Pan, J. Rowney, M. Peterson, 2012) [57]. It has also been shown that Guanxi fosters trust and promotes innovative initiatives within teams (X. Yan et al., 2018) [81].

Mianzi (social image and reputation) is a socially significant category in Chinese culture, reflecting employees’ aspirations for prestige, positive social evaluation, and maintenance of authority. For Alibaba Group, this is manifested through public recognition of achievements, acknowledgment of contributions to key projects, and the assignment of status-enhancing professional roles.

Supporting Mianzi within the organization strengthens intrinsic motivation, engagement, and positive professional self-esteem among employees (A. Tsui,                            H. Wang, K. Xin, 2006) [73].
The combination of the employer brand, Guanxi, and Mianzi forms a unique corporate motivation model at Alibaba Group, in which corporate culture serves as a strategic development resource. This model ensures a blend of material and non-material incentives, strengthens trust and loyalty, establishes a “psychological contract” between employees and the company, and promotes long-term improvements in productivity and organizational effectiveness, as confirmed by contemporary research on the Chinese corporate environment (V. Tian, F. Tang,                        A. Tse, 2022) [71].

Thus, Alibaba Group’s motivation system is rooted in deep socio-cultural values, is resilient, aligned with national norms, and effective over the long term.

Use of Digital Solutions and HR Analytics for Monitoring and Enhancing Motivation. In the current era of digital transformation, leading global corporations, including Alibaba Group, actively implement technological solutions and HR analytics to ensure systematic monitoring of employee motivation and to improve the quality of managerial decision-making. The shift toward digital personnel management models reflects the broader development logic of 21st-century management, where objectivity and data have become key sources for optimizing organizational processes (P. Drucker, 2001) [22], and HR decision-making increasingly relies on empirical indicators and statistical models (H. Simon, 1997) [68].

At Alibaba Group, digital platforms enable tracking of key performance indicators (KPIs), employee engagement levels, team psychological climate, alignment with corporate values, and employee responses to incentive measures. This approach meets contemporary requirements for managing organizational behavior, where data forms the basis for analyzing work activity, employees’ professional orientations, and overall performance (J. Wagner, J. Hollenbeck, 1992) [76]. HR analytics also allows for the personalization of motivation programs, adapting them to the actual needs of different employee groups, which aligns with modern theories of work motivation and goal achievement (G. Latham, E. Locke, 2008) [39].
The use of such tools also facilitates the timely identification of risks related to declining engagement or professional burnout, which is particularly important for large corporations with multi-layered management systems and complex communication flows. In addition, digital solutions expand and strengthen feedback mechanisms between management and employees, creating conditions for psychological safety, openness, and support in the corporate environment, as confirmed by contemporary research on organizational culture (M. Frazier, C. Tupper, 2016) [25].

Within Alibaba Group’s HR system, accumulated digital data integrate the results of KPI assessments, productivity metrics, engagement dynamics, participation in development programs, survey outcomes, and other information. This forms an objective picture of the alignment of the motivation system with employee expectations, reducing the risk of imbalance between employee effort and reward, in accordance with the principles of equity and fairness theories (J. Adams, 1963) [2]. Empirical studies confirm that the use of analytical methods in HR enhances work performance, enables timely detection of issues, and strengthens the connection between incentives and actual performance metrics (M. Ibrahim, V. Brobbey, 2015) [34].

Thus, digital solutions and HR analytics transform Alibaba Group’s motivation system into an adaptive and flexible model, oriented toward the current needs of employees and grounded in objective data. This enhances the accuracy of managerial decisions, reduces the risk of declining employee engagement, and ensures organizational competitiveness amid rapid technological and market changes, as supported by contemporary research in strategic human resource management                              (S. Kim, P. Wright, Z. Su, 2010) [37].
3.3. Improving methodological approaches to personnel motivation                             initiatives at Alibaba Group

Building an effective employee motivation system at Alibaba Group requires consideration of the specific characteristics of the Chinese corporate environment, where cultural mechanisms of mutual trust, social responsibility, and prestige within professional teams predominate. Under such conditions, motivational initiatives must combine economic efficiency with cultural relevance, ensuring a sustainable positive impact on employee productivity. Based on the conducted analysis, a set of methodological recommendations is proposed to enhance Alibaba Group’s motivational initiatives, taking into account contemporary corporate development realities, market requirements, and Chinese management traditions.

The first recommendation is the development and implementation of motivational solutions that leverage the cultural mechanisms of Guanxi and Mianzi as a source of increased corporate engagement and employee loyalty. In Chinese business culture, these factors form the foundation of social interaction, influencing the stability of labor relations, retention of work teams, and reduction of staff turnover. The application of mechanisms such as social recognition, mentorship, interpersonal communication, group-based acknowledgments, and public emphasis on employee contributions creates conditions in which employees perceive the significance of their work and feel personally involved in the company’s success. This yields a direct economic effect, as retaining employees and developing internal talent reserves is always more cost-effective than recruiting new specialists in a competitive market.

The second key recommendation is the implementation of digital HR analytics systems, which ensure objectivity in managerial decision-making and allow for the economic evaluation of motivational program effectiveness. Data on productivity, participation in development programs, validated KPIs, employee engagement levels, team psychological climate, and responses to incentives should form the basis for calculating the ROI of motivational initiatives. This approach enables comparison of incentive expenditures with actual results and the discontinuation of less effective measures in favor of tools that deliver measurable benefits. In large-scale corporations, including Alibaba Group, analytics becomes a strategic resource that provides high controllability, minimizes the risk of managerial errors, and fosters a culture of data-driven HR.

The third recommendation is the creation of an adaptive motivation model that combines material incentives with culturally embedded non-material levers of influence. Such a model should not be static: it requires continuous updating based on data analysis, internal feedback, and Alibaba Group’s strategic priorities. Optimality is determined by balancing incentive costs, motivational impact, and alignment with employee expectations. Within the context of Chinese corporate culture, a strategically justified approach combines monetary bonuses with opportunities for professional self-affirmation, social status, recognition, participation in significant projects, and responsible roles. This creates the effect of an internal “psychological contract” between the company and the employee, which significantly influences productivity and internal organizational stability.

A summary of the methodological recommendations is presented in Table 3.5.

Table 3.5

Methodological Recommendations for Enhancing Alibaba Group’s                      Employee Motivation System
	Recommendation
	Key Measures
	Expected Effect
	Sources



	1. Utilization of Cultural Mechanisms: Guanxi and Mianzi
	- Social recognition of employees. - Mentoring and supporting team cohesion. - Group forms of appreciation and public highlighting of contributions.
	- Increased staff loyalty. - Reduction in employee turnover. - Savings on recruitment costs.
	X. Yan etc., 2018 [81].

	2. Implementation of Digital HR Analytics
	- Monitoring productivity and KPIs. - Assessment of engagement and psychological climate. - Calculation of ROI for motivational programs.
	- Objectivity of management decisions. - Economic efficiency of motivational measures. - Development of a data-driven HR culture.
	J. Gruman, M. Budworth, 2022 [28].

	3. Creation of an Adaptive Motivation Model
	- Balance of material (extrinsic) and non-material (intrinsic) incentives. - Regular updates based on feedback and strategic priorities.


	- Growth in staff productivity. - Formation of a psychological contract. - Increased organizational stability.
	Alibaba Group Reports, 2025 [4]; H. Zhao etc., 2018 [84].


Table 3.5 summarizes the key methodological recommendations for enhancing Alibaba Group’s motivational initiatives. The first set of recommendations emphasizes the integration of the cultural factors Guanxi and Mianzi into the motivation system, which strengthens corporate loyalty and reduces staff turnover. The second set proposes the implementation of digital HR analytics as a tool for evaluating the effectiveness of incentives and making objective managerial decisions, ensuring the economic feasibility of motivational initiatives. The third recommendation focuses on the creation of an adaptive motivation model that combines material and non-material incentives while taking into account employee expectations and the company’s strategic objectives, thereby fostering a “psychological contract” effect and enhancing work productivity.

Thus, the improvement of methodological approaches to employee motivation at Alibaba Group should be based on a combination of economic efficiency and cultural relevance. The integration of cultural factors, the use of HR analytics, and an adaptive approach to incentives create a comprehensive motivation system that promotes increased productivity, the development of internal talent reserves, and organizational stability. The proposed recommendations enable the company to effectively combine the traditions of the Chinese corporate environment with modern management practices, enhancing both the economic rationale and the social significance of its motivational initiatives.
Conclusions to the third chapter
The improvement of Alibaba Group’s employee motivation system within the context of Chinese corporate culture encompasses key provisions and recommendations developed based on the conducted analysis.

Alibaba Group’s motivation system has a strategic orientation determined by three key factors: the specific activities of different business groups, the corporation’s financial and economic condition, and the cultural standards of the Chinese management model. The overarching strategic goal is to create a stable, balanced, and culturally relevant incentive system that ensures high productivity, employee loyalty, and corporate competitiveness.
Key objectives include enhancing productivity through the alignment of incentives with KPIs, retaining highly qualified specialists (particularly in AI and cloud technology sectors), integrating corporate values (notably «Customer First, Employee Second, Shareholder Third»), and fostering innovation. The philosophy of Jack Ma, emphasizing the primacy of the customer and the employee, plays a pivotal role, reinforcing trust and emotional commitment within the Chinese cultural context.

The system integrates financial, organizational, and cultural dimensions, consistent with the «1+6+N» restructuring model. The effectiveness of the motivation program depends on accounting for the differentiated profile of Alibaba Group personnel, which includes top management, engineering and technical specialists, as well as marketing, logistics, and creative teams.

Employee needs extend beyond material incentives and include professional development/career growth, psychological safety, support for team cohesion (Guanxi), and the preservation of social status and image (Mianzi). For a company of this scale, a single universal motivation system is insufficient; a multi-component approach is required, integrating economic incentives, professional growth opportunities, socio-psychological mechanisms, and cultural characteristics.

The proposed algorithm for improving the motivation system is based on a comprehensive combination of the following components: 

1. KPI Formation: Indicators should be clearly linked to strategic goals, specific, measurable, achievable, relevant, and encompassing financial, operational, HR, and customer-related metrics. 

2. Program Content Development: A balanced combination of material (fixed salary, bonuses, benefits) and non-material incentives (recognition, career development, flexibility, involvement in decision-making), individually adapted for different employee categories. 

3. Integration of the «Alibaba Spirit»: Corporate cultural values («Alibaba Spirit») such as customer orientation, innovation, and teamwork should be incorporated into KPIs, recognition systems, and training programs to strengthen corporate identity and intrinsic motivation. 

4. Feedback and Control Mechanisms: The implementation of regular individual, team, and corporate feedback, control, and KPI monitoring, including via digital platforms, ensures transparency, objectivity in evaluation, and timely adjustment of decisions. 

5. Strategic Support: Financial support and management must be flexible: the corporate center establishes general standards (value alignment), while business groups adapt them to their specifics and profitability (balancing centralization and decentralization). Personnel expenses are strictly tied to performance (KPI).

The proposed methodological recommendations aim to enhance both the cultural and economic effectiveness of the motivation system: 

1. Use of Guanxi and Mianzi: Active application of social recognition, mentorship, and public acknowledgment to increase loyalty, reduce turnover, and save recruitment costs. 

2. Implementation of Digital HR Analytics: Monitoring KPIs, assessing engagement, psychological climate, and calculating the ROI of motivational programs to ensure objectivity in decision-making and economic efficiency. 

3. Creation of an Adaptive Model: Continuous adjustment of the balance between material and non-material incentives based on feedback, forming an internal «psychological contract» and enhancing productivity.

The expected outcome of implementing this algorithm is a comprehensive effect, including increased productivity, enhanced employee motivation, optimized internal processes, and strengthened trust and culture of accountability, creating a sustainable foundation for the long-term development of Alibaba Group.

Alibaba Group’s motivation system should become adaptive and flexible, grounded in objective data, and deeply integrated into the socio-cultural values of the Chinese business environment.

CONCLUSIONS
A comprehensive study of employee motivation in the context of Chinese corporate culture, using the example of Alibaba Group, allowed us to obtain the following results. 

1. A comprehensive analysis of the theoretical foundations of employee motivation enabled the development of an integrated framework that reflects the evolution of scientific thought and emphasizes the key role of cultural context.

The study revealed a shift from classical content theories (A. Maslow,                                    F. Herzberg) to process models and modern approaches, such as Self-Determination Theory (E. Deci, R. Ryan), which stress the primacy of intrinsic motivation for long-term productivity.
It was shown that an effective motivation system is not universal but must be contextually sensitive and culturally integrated. It was determined that effective human resource management in Chinese companies is based on a hybrid model deeply rooted in national cultural values. Unlike Western approaches, the Chinese system is characterized by Confucian philosophy (hierarchy and respect) and the concept of Guanxi - a network of personal relationships. Unlike Western approaches, the Chinese system is characterized by Confucian philosophy (hierarchy and respect) and the concept of Guanxi—a network of personal relationships.
Specifically, Chinese employees highly value non-material incentives related to social status and recognition (Mianzi, the preservation of «face»), which are often more significant to them than to their Western counterparts. The role of the leader and their personal relationships (Guanxi) with employees frequently carry more weight than formalized HR procedures. 

2. As a result of the analytical study of Alibaba Group, a leading representative of Chinese business in the fields of e-commerce and technology, it was found that the company combines centralized corporate principles with a high degree of autonomy among individual business groups, which enables it to effectively integrate its global presence with a concentrated operational base in China. This organizational model ensures the corporation’s strategic unity while allowing business groups to respond flexibly to the specifics of local markets, innovation challenges, and the needs of key business segments.
The financial, economic, and managerial analysis demonstrated that Alibaba Group possesses sufficient resource potential to support large-scale HR initiatives. The effectiveness of this system depends on segment profitability, the organizational autonomy of business groups, and the HR department’s ability to balance centralized values with flexible local policies.
3. The assessment of the current employee motivation system at Alibaba Group showed that its strengths are rooted in its reliance on collectivism, relationship networks (Guanxi), and reputation preservation (Mianzi), which align with Chinese managerial tradition. Significant weaknesses were identified, in particular those related to the influence of the «996» culture (working from 9 a.m. to 9 p.m., 6 days a week), which may lead to professional burnout, reduced intrinsic motivation, and high employee turnover.
It was established that a single universal motivation system is insufficient for such a company; instead, a multi-component approach is required, integrating economic incentives, opportunities for professional growth, socio-psychological mechanisms, and cultural specificities.

Начало формы

Конец формы

4. An algorithm for developing an effective motivation program was designed, based on a comprehensive combination of different approaches. 

A key element of the algorithm is the formation of KPIs, which should be clearly linked to strategic goals, be specific, measurable, achievable, and cover financial, operational, HR, and customer-related metrics.

Strategic approaches to system support were defined. Developing the program content requires a balanced combination of material incentives (fixed salary, bonuses, benefits) and non-material incentives (recognition, career development, flexibility, involvement in decision-making), with individual adaptation for different employee categories.
Strategic support for the motivation system involves the integration of the «Alibaba Spirit» - key corporate cultural values (customer orientation, innovation, and teamwork) - into daily HR practices and motivation programs.
5. To improve Alibaba Group’s motivational initiatives, methodological recommendations were developed, focusing on cultural adaptation, management objectivity, and economic efficiency:

a) Implementation of solutions leveraging Guanxi (network of relationships) and Mianzi (social recognition) to enhance employee loyalty. This is achieved through public acknowledgment of contributions and mentorship, which directly reduces turnover and generates economic benefits from retaining specialists.

b) Establishing data-driven HR systems for objective assessment of the effectiveness of motivational programs. This enables the calculation of ROI (Return on Investment) and the elimination of low-efficiency measures in favor of interventions that provide measurable benefits.

c) Development of a dynamic hybrid model that balances material incentives (bonuses) with non-material levers (status, professional self-actualization). The model must be continuously updated to ensure alignment with employee expectations and maintain internal organizational stability.

The proposed recommendations ensure the enhancement of Alibaba Group’s motivational initiatives while considering its economic objectives and China’s unique cultural characteristics.

Future research could involve a deeper analysis of mechanisms for the formation and development of employee motivation within the context of Chinese corporate culture, particularly through examining the influence of Confucian values on work ethic and employee loyalty, the role of Guanxi in reward and promotion systems, and the specific application of Western motivational theories within a collectivist society and hierarchical management structure in China.
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APPENDICES

Appendix А
Algorithm for Designing an Effective Employee Motivation Program within the Context of Chinese Corporate Culture
The algorithm is developed based on theoretical analysis and considers the necessity of integrating Western management practices with Chinese cultural factors (Confucianism, Guanxi, and Mianzi), as substantiated in Chapter 3.
Table А1
	Stage
	Content and Key Actions
	Expected Outcome                   (Impact on Motivation)


	Stage 1. Diagnosis and Audit
	
	

	1.1.
	Assessment of the current HR system: Collection and analysis of quantitative (turnover, productivity) and qualitative (surveys, interviews) data. Analysis of Guanxi and Mianzi: Evaluation of informal networks of influence and the significance of social status within the organization.

	Objective identification of weaknesses, determination of unsatisfied cultural needs (Mianzi), and detection of potential conflict zones (e.g., the "996" work culture).

	1.2.
	Identification of key groups: Segmentation of personnel by needs (technical, management, line staff) to adapt incentives (e.g., engineers value competence and autonomy, managers value power and status).

	Clear understanding of which instruments will have the highest valence for specific groups (Vroom's Expectancy Theory).

	Stage 2. Motivation Program Design (Hybrid Model)
	
	

	2.1.
	Development of a material reward system: Transition to a "Total Rewards" model, including competitive salary, team-based performance bonuses, and Restricted Stock Units (RSUs). Adjustment for Guanxi: Using bonuses to strengthen team cohesion and the sense of collective belonging.

	Formation of a sense of equity (proportional reward for effort) and enhancement of company loyalty.


Continuation of Table А1
	Stage
	Content and Key Actions
	Expected Outcome (Impact on Motivation)

	2.2.
	Implementation of non-financial, culture-oriented incentives: Reinforcement of Mianzi through public recognition, "Employee of the Year" awards, and status elevation (granting positions that emphasize hierarchy). Building Guanxi: Sponsoring informal events, forming communities, and implementing mentorship programs.

	Strengthening internal motivation and social identity, which is critical in a collectivist culture.

	2.3.
	Development and career growth programs: Creation of clear, transparent paths for vertical and horizontal advancement. Emphasis on training that increases professional competence and future status.

	Satisfaction of the need for long-term orientation and self-actualization (Maslow, Herzberg).

	Stage 3. Implementation and Control
	
	

	3.1.
	Implementation of digital HR Analytics: Systematic measurement of program effectiveness (ROI) to identify and eliminate ineffective measures.

	Ensuring economic feasibility and objectivity of managerial decisions.

	3.2.
	Formation of a "Psychological Contract": Support for open dialogue, providing feedback, and ensuring psychological safety.
	Creation of an adaptive motivation model that is continuously adjusted according to employee expectations and company goals.



Source: Author's development based on the analysis of theoretical foundations and the specifics of Chinese corporate culture.
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