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Abstract. In the decades of transition from conscript to
professional armed forces, a number of unforeseen issues
arose for the armed forces. One of the unresolved, but the
most important and worrisome among them, is how the
armed forces can attract and retain motivated personnel
from the open labour market to fill the vacancy vacuum.
Based on conducted research on the motivation of military
personnel, the article examines a model for attracting them
in the armed forces, analysing each of the elements that
make it up and the interrelationships between them. This
will contribute to enriching existing knowledge about work
motivation and developing strategies for attracting and
retaining military personnel.
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l. INTRODUCTION

In recent decades, employee motivation has been an
issue of increasing importance. The military is no
exception to the problem, and in it, the issues related to
the shortage of qualified personnel are common to
organisations in the private sector.

A review of previous research [1], [2], [3] on the
issues of motivating military personnel showed that
problems with personnel motivation concern two main
areas: the attraction of military personnel and their
retention in military service. Each of these areas embodies
a component of the general motivation of military
personnel; thus, they should be considered interrelated.
The specificity of the activities and the complexity of the
factors in each of the components requires its separate
consideration for a more detailed and understandable
description of its constituents. Therefore, one of the
components will be proposed and described in the current
work — the model for attracting military personnel, and in
the next one, the model for retention in the armed forces.

Il. MATERIALS AND METHODS

Based on the analysis of the theoretical and practical
experience of the conducted researches [4], [7], [8], a
model for motivating candidates to join the armed forces
is proposed. The model is presented in Fig. 1 and
illustrates the factors influencing the behavioural choice to
enter the armed forces that can predict and influence the
behaviour of job seekers.

1l. RESULTS AND DISCUSSION

The model is borrowed from proposals in the NATO
study [13] and adapted to the specifics of the Bulgarian
Armed Forces. In this model of motivation to enlist, the
behavioural variable is called ‘job search’. Job searching
can take many forms (e.g. applying, accepting a job offer,
completing initial military training, etc.), depending on
the potential candidate’s stage of employment. According
to this model, a person’s intention to act is assumed to be
the immediate antecedent of his behaviour, and this
intention, in turn, is predicted by the degree to which a
person has a positive or negative attitude toward the
search. The model also accounts for various indicators
that are hypothesized to be determinants of candidate
attraction. These indicators refer to people’s personal
characteristics (beliefs, perceptions, expectations) and are
believed to influence behaviour and/or intention. The
model further relies on principles from information and
communication theory [9]. Applied in the context of
recruitment, communication can be represented as
conveying a message to a target group of (potential)
candidates through a specific source or medium [5]. The
content of the message refers to information about the
available jobs (e.g. type of work to be performed, level of
pay) and the seeking organisation (size, type, industry),
which may play a crucial role in the decision-making
process of the people. The message is usually conveyed
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and controlled by the organisation seeking to recruit and
attract new employees. In addition, people receive
information about the organisation from other sources

(e.g. word of mouth, general public), not all of which are
under the direct management of the organisation.

External factors at an
organisational level

I Fig. 1. Model for Recruiting Servicemen in the Armed Forces |
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The analysis of the results on this issue shows that the
motivation for choosing the military profession is a
complex composite of many and various interrelated
factors connected with the experience of the interviewees
and the specific situation in the armed forces of different
countries.

Ultimately, personal choice depends on the decisive
impact of the personal characteristics distinguishing
individuals (values, needs, education, goals, etc.) and
guiding their behaviour in the recruitment model. Each
factor or group of factors in the model is described and
supported by theoretical or empirical data from military or
civilian sources. When describing the model, we will
focus attention not only on the individual constituents, but
also on the connections between them.

Components of organisational attractiveness

In general, recruitment efforts influence people’s
behaviour by providing them with application
information, referrals to the organisation, visiting the
organisation’s website or on-site. In the current model,
'job search' is used to link to different possible behaviours.
Some of the application behaviours occur in the initial
stage of recruitment while others, such as accepting a job
offer, are typical of the later stages of recruitment. When
considering the military recruitment system, we identified
the following stages: attraction, application, individual
training, and acceptance into military service. Refracted
through the prism of the considered model, these stages
include: attempts to persuade potential candidates to visit
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military career centres (military districts, reception
centres) and to apply for military personnel (attraction);
attempts to retain interested candidates by encouraging
them to submit application documents, participate and win
a competition (application); and finally — persuading the
willing candidates to accept the offered position in the
military and report to work on the specified day of entry
(acceptance into service). Individual training is an element
that, according to the current legislation [14], is carried
out after signing the contract for military service, with a
clause for termination in case of unsuccessful training.

Going through this recruitment cycle, candidates
acquire new information about the organisation through
various sources. This emphasizes the importance of
having a feedback element in the model to ensure that
information about the organisation is received and
updated in the recruitment process. The forms for
receiving feedback are different. An option is filling out a
survey in case an applicant renounces at any stage of the
application process. In addition, in order to obtain up-to-
date information about the entire recruitment system, a
survey of the opinions of everyone who has passed
through the system and entered the service is imperative.
The analysis of the information obtained could be used to
improve the system and maintain active feedback on the
overall recruitment process.

Factors affecting the search for a military
profession
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In the model, predictive factors are distinguished at the
organisational level and at the personal level.
Organisational-level factors refer to the real environment
in terms of organisational and work characteristics.
Personal-level factors refer to the perceived environment,
in terms of the individual’s subjective interpretation of
work and organisational characteristics. Most of the job
search factors can be classified according to ‘implicit
theories’ of job selection by Behling, Labovitz and Gainer
[10] as: objective factors, subjective factors, and critical
review of the organisation’s information sources. The
objective factors approach suggests that job search
decisions are based on an assessment of the advantages
and disadvantages of objective job indicators and
organisational attributes (e.g. salary, type of job, size of
organisation). Objective factors are related to the real
environment. The subjective factors approach suggests
that job search is based on the perceived confluence
between the individual (e.g. personality characteristics,
needs, values, education) and the image of the
organisation (professional and institutional). They refer to
the subjective interpretation of the organisation based on
available information. In considering the recruiting model,
objective factors will be taken as equivalent to
organisational-level factors, and subjective factors will be
treated as equivalent to personal-level factors. A critical
view of organisational information sources suggests that
potential candidates often have insufficient information to
make informed job choices, so they rely on early
recruitment  contacts to  discriminate  between
organisations.

In recruiting, the main role is played by the
characteristics of the organisation and vacant jobs. In
considering these types of characteristics, we will pay
particular attention to their impact on attracting
candidates. It should be noted, however, that individuals
make important distinctions between job attractiveness
and organisational characteristics. A leading role in the
candidate’s behavioural choice is given to the internal
personal characteristics (needs, values, abilities, qualities,
education, etc.), which will be considered subsequently.

Characteristics of the organisation and work

The analysis of the results of the conducted research
on the motivation for choosing a military profession
convincingly showed the importance of external factors in
the form of organisational characteristics, such as the
amount of remuneration, early retirement, security and
predictability of the workplace, etc. In addition, internal
factors related to patriotic motives, value system,
personality characteristics, and unsatisfied needs have a
significant influence on the choice of profession. It should
not be forgotten that external factors are the basis for the
emergence of internal ones. Therefore, without external
incentives, dissatisfaction would arise in the individual,
leading to an inability to generate genuine internal
motivation, which would make attracting and later
retaining personnel impossible.

Many organisational characteristics are visible and
discoverable to the majority of job seekers. At the
beginning of the job search process, in case organisational
characteristics are not visible, they can be found relatively

easily through recruitment advertisements and brochures
in electronic and print media as well as in the
Employment Agency. Therefore, job seekers use
organisational characteristics to screen their potential job
opportunities within the organisation before looking at
specific vacancy characteristics. This means that
candidates first choose from among possible fields of
activity depending on their abilities and attitudes to the
respective industries, and only after choosing some of
them, they start looking for vacancies in the chosen field.
In other words, organisational characteristics can act as
indicators of organisational values and culture and,
therefore, influence a job seeker’s decision by repelling or
attracting him.

The specified organisational characteristics were
considered in the analysis of the results of the conducted
researches [7], [4]. The summarised results of these
studies indicate the dominant importance of early
acquisition of the right to pension, the amount of
remuneration, security and predictability of the
workplace, opportunities for improvement and career
development, suitable (regulated) working hours,
obtaining free education for cadets, and the possibility to
work with armaments and military equipment. Each of the
mentioned factors has a different importance for potential
candidates, but their overall impact plays a significant role
in the attraction process, which is why it is necessary to
periodically review, improve and present them.

External factors at the personal level

Perceptions of organisational characteristics are
influenced by personal and social understandings of the
particular organisation. Speaking of the military
organisation, the attitude of the person is tied to the level
of development of civil-military relations. It is impossible
that the personal image of the organisation does not have
a historical institutional encumbrance related to the
traditions of honouring the military in the country. The
stronger the ‘society-armed forces’ relationship at a given
moment, the better individual attitudes toward the armed
forces organisation.

Organisational image comprises two main subgroups
of factors: professional and institutional. The institutional
ones describe the organisation itself and include service
prestige, innovation, historical traditions, honour, respect,
professional values, discipline, etc. The professional ones
are primarily focused on the specific occupation and
contain pay and security, career development
opportunities, benefits and compensation upon leaving,
retirement opportunities, professional training,
opportunities  for attractive personality expression,
adventure and travel, benefits, etc. The information about
the listed subgroups of factors builds the candidate’s
perception of the organisational image. Therefore, the
more accessible and adequate it is in society, the more
likely it is that more people will build an accurate image
of organisational opportunities and at a certain point be
motivated to apply to the organisation, in case their image
coincides with the understanding of desired job.

Family and family traditions in the pursuit of a
profession often occupy an important, if not leading,
position among the factors determining the choice of a
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profession. No one would be surprised by the news that
the doctor’s son is a doctor, the lawyer’s son is a lawyer,
or the engineer’s son is an engineer. For many people, the
opinion of the family is decisive in forming a decision.
Affiliation with an organisation is in many cases
determined through our friends and relatives working in
that organisation. People feel much more empathetic and
interested when they are connected to the organisation
through family, relatives or friends. Practice shows that
not a small part of active military personnel in Bulgaria
have family burdens and, in one form or another, family
members, relatives and friends connected with the
military have an influence on the choice of profession.

Public attitudes towards a certain profession in many
cases play a significant role in its choice. These attitudes
are usually the embodiment of the organisational image in
society and the organisational reputation. Image does not
include an evaluative component from society and refers
to a person’s own beliefs about the organisation, while
reputation refers to people’s (general public’s) evaluation
of the organisation in comparison with other
organisations. Therefore, reputation focuses on aspects of
an organisation refracted through the prism of the social
subjective component and can be both positive and
negative.

Personal perceptions of organisational image are based
on the experience and background an individual has in
relation to the particular organisation. They represent his
personal judgment about it and whether the particular
organisation is famous or infamous. Public reputation of
an organisation encompasses the opinion of a wide group
of people about an institution, and often individual
judgments are influenced by those of the general public.

Organisational reputation is built over a long period of
time and should be an obligation for everyone directly
involved in the organisation. Often, single actions of
individual members of the organisation discredit the
public trust and image of the entire organisation.

In different historical periods, the image of the
organisation may be different under the influence of a
number of factors. The summarised results of the
conducted research indicate that the respondents consider
the military profession to be prestigious in society.
However, the majority of them are of the opinion that
nowadays the prestige of the military profession is much
lower, and not enough is being done to promote it. This
brings the need for action by all involved in the
organisation to reverse the trend of organisational prestige
from decline to growth.

Education invariably  accompanies individual
development. Two main factors influence the process of
personality building: individual aptitudes and surrounding
environment. The first component includes the set of
potential opportunities for the development of a person
and mainly affects the type of temperament (related to the
type of higher nervous activity) and the capacity for
physical and mental development. These components of
individual development are the preparation for modelling
the future personality, but the tools for this modelling

include the set of factors under the influence of external
environment. The main place among them is family
education and depending on its positive or negative
direction, the other constituents of the surrounding
environment can act as catalysts or inhibitors. Children
are plasticine modelled in the hands of parents; therefore,
the responsibility for their upbringing is huge. Some
parents try to attribute some of their irresponsibility to
educational institutions and the outside environment, but
the truth is that without family support, certain actions or
inactions have no future.

Educational institutions are a significant factor in the
surrounding environment, especially in the early years of
a person, and have a significant contribution to individual
development. Expanding personal ideas, enriching
knowledge, and education in social values are one of the
main tasks of schools.

In order to familiarise the public with the activities of
the armed forces and improve the public’s awareness of
national defence activities, with the adoption of the Law
on the Reserve in 2013, the preparation of secondary
school students for the defence of the country was
regulated: "Citizens of the Republic of Bulgaria in the two
stages for acquiring secondary education are trained to
acquire knowledge and skills related to the defence of the
homeland, survival actions in crises of a military nature,
as well as the missions and tasks of the armed forces [15].
The training takes place within 5 study hours for the tenth
grade and 5 study hours for the eleventh grade, in the
classes of the class teacher, on the specific topics set by a
regulation of the Council of Ministers [16]. The classes
provide general information to the students about the
activities of the armed forces and the other departments
with regard to the defence of the fatherland, while at the
same time providing a good opportunity to improve
patriotic education. The limited time does not provide an
opportunity to give comprehensive information, but it
gives a good basis for initiating motivation to search for
further information and a possible choice of the military
profession.

The remaining factors forming personality upbringing
depend on the specifics of the environment surrounding
the particular person. Depending on their combination, the
personality builds a certain affinity for the military
profession and an overall image for the military
institution. Subsequently, if the military itself provides
sufficient up-to-date and accessible information to the
individuals, it will influence to a certain extent their
attitudes towards seeking employment in the military
organisation.

Internal factors at the personal level

The leading personal characteristics are a set of the
formed value system, active needs, qualities and abilities
of the person, their education and goals. Depending on the
development of these variables, the individual becomes a
person with a unique individuality. On the basis of
previous experience and individual development, the
person builds a system of personal decision-making
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criteria, which is why the importance of each of the listed
variables can prevail at a certain point in time.

The development of an individual value system is
directly related to family upbringing and traditions, the
folk psychology of society, school education, the
environment in which a person grows up, and the
dominant social values of the specific historical period.
Subsequently, the developed value system, in combination
with the level of education and other leading factors, plays
a significant role in the decision to support the intention
and later — in the job search behaviour.

It is necessary to know that the degree of education
possessed by the individual is of essential importance in
the further development of the value system. In the
evolution of motivation, there is a direct relationship
between the three variables: behaviour — value system —
education. The strength of the wvolitional response
prohibits or permits a certain behaviour, but the choice of
a certain behaviour is directly dependent on the previously
developed value system of the individual. The value
system itself is formed both by family upbringing and the
surrounding environment and by the education of an
individual. Therefore, the higher education an individual
gets, the more his value system changes and develops,
shifting the values of the different value levels.

This leads to the conclusion that the motivation for
choosing a certain behaviour is directly related to the
degree of education of the person.

Candidate preparedness is an important aspect of
making the decision to look for a job and choosing a
certain behaviour when applying. Based on the
assessment of own abilities and available information
about the organisation, the individual evaluates the
correspondence between individual characteristics and
organisational requirements and those of the specific job.
The correspondence assessment includes two components
— correspondence  with  the organisation  and
correspondence with the specific position. Depending on
the result of the assessment, the possible options are:

- compliance with the organisation and position;

- compliance with the organisation, but non-
compliance with the position;

- non-compliance with the
compliance with the position;

- non-compliance with the organisation and position.

The specified options are not unique and a
combination of each of them is possible.

Seen through the interpretation of Maslow’s theory of
hierarchy of needs, it would be more acceptable to
consider a certain percentage correspondence between
personal characteristics and organisational-job
requirements. When the percentage correspondence is in
favour of individual characteristics, the likely personal
decision is to proceed with applying for the desired
position. Otherwise, with an increased percentage
discrepancy, the likelihood of application intention and
behaviour occurring is low, but not impossible. Rather,
the desire to try a new venture or the impact of other
subjective factors would tip the scales towards the choice
to apply. In this case, however, the possibility of later

organisation, but

voluntary refusal is high, due to a possible discrepancy
with the expectations upon entry into service.

Candidates’ preparedness may be enhanced as a result
of individual efforts to effect change. When it comes to
improving certain physical abilities and mastering certain
knowledge by a physically fit person, achieving this is a
matter of personal desire and attitude. When there are
inconsistencies in the requirements for physical and
mental fitness and insufficient mental capacity, then
achieving organisational-job requirements is almost
impossible.

The expectation of appointment is a function of the
personal  judgment made for organisational-job
compliance. According to Vroom’s expectancy theory,
people choose among a set of job options based on the
motivational strength of each alternative. Motivational
strength is a function of the product of expectancy (the
individual’s beliefs that he or she will be successful in
obtaining the job), instrumentality (appraisal that the
effort will lead to the specified reward/goal), and valence
(the personal value of the reward/outcome). That is, a
person is motivated to apply to the extent that he/she
believes that their efforts will lead to passing the
application exams (expectancy), this will lead to a reward
— accepting a job (instrumentality), and the value of the
job is strongly positive (valence). Therefore, according to
the expectancy theory, it can be argued that positive job
expectations are predicted to lead to more effort being put
into finding a job.

A number of studies have been done to support the
above statement. Collins and Stevens found that ‘hire
expectations are strongly related to applicant attraction
and application intentions’ [11]. Another study in 2005
found that ‘hire expectations can predict job choice and
are linearly related to job search attitudes.” [12] The
results of these studies confirm the importance of realistic
expectations and the importance from having up-to-date
and accurate information about the application process
and job expectations with their advantages and
disadvantages.

Sources of information

A critical view of organisational information sources
suggests that applicants’ job pursuit decisions are based
on their interpretation of various aspects of the
recruitment and selection process (e.g. characteristics of
the recruiting organisation, understanding of selection
practices). In the absence of other information about the
organisation, applicants interpret the information they
receive in the application process to gain insight into the
work in the organisation.

The recruitment process is a series of logically related
steps of attraction, application and acceptance. Each of
them has its importance, but all of them are related to the
individual’s decision of intention and job search. Sources
of information are at the heart of informed choice and can
influence candidates’ job search decisions. Through
information, the organisation can influence the general
public, attracting or repelling job seekers. This gives
reason to consider information about the organisation as
one of the main tools for influencing behavioural choice.
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Depending on the place relative to the organisation,
we can classify information sources as internal and
external. Internal sources include: recruitment advertising
(general and specific advertising), organisation website,
conduct and training of recruiters, military career
centres/military  districts, application and selection
methods, site visit, reliability of job information, classes
with military training in schools. External sources include:
information in the media, the Internet and the public;
attendance and coverage of military rituals; word-of-
mouth information.

Internal sources of information are largely under the
control of the organisation and are used to disseminate
official recruitment information to potential candidates.
External sources of information are difficult to control by
the organisation and generate information available to the
general public. We will briefly review some of the most
important information sources.

Advertising refers to general and specific advertising.
General advertising aims to create a positive attitude
towards the organisation, while specific advertising is
related to the specifics of the given job. Given the
capabilities of the Bulgarian Armed Forces to conduct
expensive information campaigns for recruitment in the
media, advertising decisions come down to conducting
advertising with one’s own forces and means. The ‘Be a
soldier’ campaign is traditionally carried out by the
Bulgarian Armed Forces. It combines both general and
specific advertising as much as possible, providing
positive signals to the general public and specific
information about job vacancies. This campaign takes
place in the regional towns, but the study of the
motivation for choosing a military profession indicates
that a significant number of candidates join the army to
escape unemployment in the small town. In large cities,
the chances of attracting more potential candidates are
greater, but there the average level of remuneration is
higher, which creates conditions for increased competition
from private organisations looking for personnel. This
reduces the chances of campaign success, especially in
large cities, where realisation in the private sector offers
much better prospects.

An option to attract the young generation is the use of
social networks, advertising videos on YouTube, Vbox
and elsewhere. The clip produced by private Stanislav
Yotovski with the name BULGARIAN ARMED
FORCES 2017 — GLORY LASTS FOREVER! [17], after
the NATO exercise ‘Saber Guardian — 2017’ in Bulgaria,
gained wide popularity. There is a need to create and use
more such videos and promote the activities of the armed
forces to the general public.

To recruit cadets, annual candidate cadet campaigns
are held in many schools in towns across the country.
They confirm the authority of the Bulgarian Armed
Forces as a desirable employer, but they are mainly aimed
at officer candidates. It is possible to run such campaigns
for soldiers outside of the ‘Be a Soldier’ campaign. With a
little resource and greater desire, any formation

commander can implement activities to promote the
military profession and fill their vacant positions.

The next major source for advertising is the
organisation’s website. In today’s digital society, almost
everyone has access to a computer, smartphone, and the
Internet. For the youth, it is a way of life with which they
are inextricably linked. Searching for work on the Internet
has been popular for a long time. Traditional print job ads
have been supplanted for years by job posting sites. The
favourites among them in Bulgaria are jobs.bg, zaplata.bg,
rabota.bg, and the Employment Agency of the Ministry of
Labour and Social Policy (az.government.bg). The
Ministry of Defence maintains up-to-date information for
job seekers, and each competition is published not only on
the website of the Ministry, but also on the website of the
Employment Agency. Potential candidates can get an idea
of the job requirements, but not the specifics of the job.
This necessitates providing a contact for feedback and
questions in order to provide quick and accurate
information to potential candidates.

Another recommended requirement is that the
information on the websites of the military formations be
up-to-date and accessible from a smartphone. They have
established themselves as the new information medium,
so sites need to match their support requirements. The rest
of the organisational information also needs to be up-to-
date, in case the candidate wants to become familiar with
the functions and structure of the future workplace. It is
not an isolated case that a person comes across a non-
existent organisational structure or that it is impossible to
find information about employees, procedures and up-to-
date regulatory documents. The organisation’s website is
the main source of information, which is why the
application information there needs to be up-to-date and
easily accessible.

The next unit of the military information system is the
military districts. They serve to establish the first contact
with potential candidates. Their goal is to consult and
attract the required number of candidates for military
service. Military districts exist in every regional city, and
in the municipal centres, subordinate sectors to the
regional military districts exist, usually located in the
buildings of the municipal administration. The main
function of military districts is to organise the keeping of
the military record in peacetime and wartime as well as
the distribution and assignment of mobilisation tasks. In
addition, military districts carry out tasks related to
popularisation of the military profession, training in
higher military educational institutions, training of
Bulgarian citizens in courses, and training of civilians and
those serving in the reserve. The network of military
districts was built at the time of the operation of the
conscript army, and after its replacement by a professional
one, they continued their activity. Military districts are
places where interested candidates can get the necessary
information about the military profession, vacancies and
how to apply. In addition, at these places, assistance is
provided in completing the necessary documents and
sending them in due order.
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Field visits are an excellent way to get a first-hand
look at military discipline and to gain a general
understanding of specific military formations and the
military as a whole. Visits to military formations are
organised on open days of military holidays, organised
visits for familiarisation purposes and during military
rituals of the troops. The specificity there is that only
positive information is presented and what is planned to
be seen. With them, it is difficult to notice some negatives
of the service, unknown to the civilian citizen. For this
reason, they should not be taken as the sole source of
information on the basis of which a decision to enter the
service is made. They are an excellent way to improve the
patriotic education of the young generation. Therefore, it
iS necessary to promote the possibilities of visiting
military formations as much as possible in order to attract
many people, especially from schools and youth forums.

Military training classes in schools began after the
adoption of the Law on the Reserve in 2013. The order
and ways of conducting it were already considered in the
analysis of upbringing as an external personal factor. As
an upgrade to the lessons in the schools, practical lesson
hours or showing formations should be added. This would
enable students to experience first-hand the equipment
and armament and combine theory and practice.

The credibility of the information offered in each of
the mentioned ways is critical to the military recruitment
process. Providing only positive information and saving
the negative one results in an unrealistic view of the job,
which seems to increase the rate of voluntary resignation
due to discrepancy with expectations.

By providing up-to-date and timely information about
the entire application and selection process, the future
military personnel will get the complete picture of how to
prepare the necessary documents and the abilities they
need for the competition. This will lead to relief for
applicants and a decrease in the percentage of voluntary
refusals due to the inability to prepare personally and
submit documents.

External sources of information

External sources of information are not under direct
organisational control, which is why they are increasingly
taken into account by job seekers.

Word-of-mouth sharing is in most cases more highly
valued than reviewing organisational features on the
organisation’s page or through other official sources.
Information provided through social contacts (friends,
relatives, acquaintances) is perceived as positive and more
reliable than the rest, and in addition, the influence of live
contact on behaviour is unequivocally more influential.
Driven by these findings, military leaders are increasingly
using military personnel for word-of-mouth outreach. By
sending military personnel to their hometowns to
participate in recruitment campaigns for soldiers and
candidate cadets, the effect of this approach is quite good.
Getting first-hand information through a respectable-
looking military person is more powerful than any other
ad. When applying this method in combination with an
attractive display, the effect of informing is even stronger.
This requires using this approach more extensively in
order to win the hearts and minds of potential candidates.

Public advertising and publications in public
electronic and print media help build the organisational
image, but they can also have a negative impact. The
media is not under organisational control, so it needs to be
approached carefully. The Bulgarian armed forces
traditionally present their capabilities and participate in
solemn celebrations of holidays with military rituals. In
such a case, informing the media in advance of the
expected actions by public relations officers is a good
approach to minimise incompetent statements and
comments.

The presented model for motivating applicants to join
the armed forces reflects the factors affecting the process
of recruiting military personnel. There are many job
seekers, but each of them has individual requirements,
abilities and ambitions. The armed forces’ activity in the
overall process is, through its tools of information and
influencing human behaviour, to attract the maximum
number of candidates with the necessary abilities to fill
the large number of vacancies. The motivation of these
candidates needs to be sustained from the time of first
contact until entry into military service, with the
motivation activity subsequently being taken over by the
retention model.

The analysis of the various motivational models
showed that the economic condition of the country is
directly related to the demand for work. In days of
pandemics and crises, armed forces have a real
opportunity to attract more applicants, while in days of
economic growth, it is very difficult. A nationwide
approach is needed to promote the armed forces’
reputation as a desirable employer.

CONCLUSIONS

Motivation is a voluntary mental state of the person,
consciously directing individual behaviour to certain
actions to achieve set goals. It is intrinsic but influenced
by external influences, which must be used by military
organisations to attract potential candidates to fill the
growing personnel vacuum in the armed forces.

The new realities of the modern world provide
immense opportunities to the new °Z’ and ‘Alpha’
generations; therefore, in order to attract and retain job
candidates from these generations in the hectic everyday
life, companies and enterprises must be aware of and
adapt to the changing workforce needs [6]. This requires
the Bulgarian Armed Forces to develop models for
attracting and retaining military personnel that are up-to-
date with the current reality and the requirements of the
labour market and to update them periodically in order to
maintain their relevance.

The proposed model for recruiting military personnel
does not claim to be exhaustive and comprehensive but
takes into account the most important factors shaping the
motivational behaviour of job seekers. It should be
integrated with the military retention model to maintain
the motivation of already recruited candidates.

The positive experience from the considered models
and approaches indicates that the motivation of military
personnel is not a given. It requires investment in time,
resources, and will to be achieved. The key to achieving
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and maintaining military motivation is persistence in
seeking and refining approaches to managing human
behaviour, an activity that must be of paramount
importance not only to military commanders and chiefs,
but to all government leadership.

ACKNOWLEDGMENTS

The publication of the article was financed with funds

provided by the National Security and Defence Science
Program.

(1]

(2]

31

(4]

(5]
(6]
(71

REFERENCES

Grigorov, G., Models and approaches for motivation, recruitment
and retention of military personnel in the British armed forces,
International Scientific Journal: Security & Future, Vol. 4 (2020),
Issue 1, pg(s) 27-30, Publisher: SCIENTIFIC TECHNICAL
UNION OF MECHANICAL ENGINEERING INDUSTRY-4.0,
2020.

I'puropos, I'., ,Moaenu u nMoxxoau 3a NPUBIMYAHE U 3abp)KaHE
Ha BOeHHOCTyxemu B benruiickata apmus™, M3nanue: CO0pHHK
JoKIaaM ot ['ouiHa yHUBEpCUTETCKAa Hay4HA KOH(pepeHus 28-
29 mait 2020, c. 1423-1434, U3patencro: M3narencku KoMILIEKC
na HBY ,.Bacun JIecku”, 2020.

I'puropos, I'., ,Monenu u moxxoau 3a NPUBIMYAHE U 3aIbpPIKaHE
Ha BoeHHocnyxeuu B Kanaackara apmus®, Mznanue: COOpHUK
JIOKJIaau OT ['oiMIIHa YHUBEPCUTETCKA Hay4HA KOH(pepeHus 28-
29 wmait 2020, c. 1435-1447, UznatencrBo: M3marencku KOMILIEKC
na HBY ,,.Bacwu Jlercku”, 2020.

Grigorov, G. Motivation for Choosing and Practicing the Military
Profession, The 26th International Conference The Knowledge-
Based Organization 2020, conference proceedings: 2 , pp. 162 —
169, Nicolae Balcescu Land Forces Academy, Sibiu, Romania,
2020, Available: http://dx.doi.org/10.2478/kbo-2020-0070

Barber, A., Recruiting employees: Individual and organizational
perspectives. Thousand Oaks, CA: Sage, 1998.

McCrindle, M. The ABC of X, Y, Z — Understanding the Global
Generations, UNSW PRESS, 2009, pp. 143 -176

Grigorov, G., Spirdonov, S., Research on the Motivation for
Choosing the Military Career, The 24th International Conference
The Knowledge-Based Organization 2018, conference

(8]

(9
[10]

[11]

[12]

(13]

(14]

[15]

(16]

(17]

108

proceedings 1 , p. 302 — 307, Nicolae Balcescu Land Forces
Academy, Sibiu, Romania, 2018. Available:
http://dx.doi.org/10.1515/kbo-2018-0048

Grigorov, G. Lilov, L., Structure of Motivation for Training in
Engineering Specialties, ENTerprise REsearch InNOVAtion
Conference SPLIT, CROATIA, IRENET, Society for Advancing
Innovation and Research in Economy, Vol. 4, No. 1, pp. 388 —

396, Zagreb, Croatia, 2018, Available:
http://dx.doi.org/10.2139/ssrn.3283730
Shannon, C., Weaver, W., The mathematical theory of

communication. Urbana, IL: University of Illinois Press, 1949.

Behling, O., Labovitz, G., Gainer, M., College recruiting: A
theoretical basis. Personnel Journal, 47, 1968.

Collins, C., Stevens, C., Initial organizational images and
recruitment: A within-subjects investigation of the factors
affecting job choices. Paper presented at the 14th Annual
Conference of the Society for Industrial and Organizational
Psychology, Atlanta, Georgia, 1999.

Chapman, D., Uggerslev, K., Carroll, S., Piasentin, K., Jones, D.,
Applicant attraction to organizations and job choice: A meta-
analytical review of the correlates of recruiting outcomes. Journal
of Applied Psychology, 2005, pp. 928-944.

Recruiting and Retention of Military Personnel, Final Report of
Research Task Group HFM-107, Research and Technology
Organisation (RTO) of NATO, Oct 2007.

[lpaBuIHMK 3a TpWIaraHe Ha 3aKOHa 3a oOTOpaHaTta W
BBHOPHKEHHTE cuni Ha Pemy6nuka benrapus, npuer ¢ [IMC Ne 46
ot 22 mapt 2010, 0o6H. IB. 6p.25 ot 30 Mapt 2010r, u3m. u gor.
JIB. 6p.76 ot 5 Centemspu 2023r.

3akoH 3a pe3epBa Ha BBOPEKEHHTE CHIM Ha PemyOmnka
Bwarapus, MO, C., o6H., IB, 6p. 20 or 9.03.2012 r., B cuna or
10.06.2012 r., u3m. u jgorm., 6p. 109 or 22.12.2020 r., B cuna or
22.12.2020 1., 9. 56

Hapen0a 3a ycrnoBusTa U pena 3a OpraHu3MpaHe, MPOBEXKIaHE U
ocurypsiBaHe 00y9YeHHETO Ha OBJITApCKUTE TPAKIAHM 3a 3alIUTa
Ha OteuectBoTo, [Ipuera ¢ IIMC Ne 66/03.05.2023 r. o6H. [IB.
0p.41 ot 9 Maii 2023r., B cuina ot yuebHara 2023/2024 r., ui. 5

BULGARIAN ARMED FORCES 2017 - GLORY LASTS
FOREVER! [Online]. Available:

https://www.youtube.com/watch?v=7pJSg8gd-eU&t=4s
[Accessed: Feb. 28, 2024].



http://dx.doi.org/10.2478/kbo-2020-0070
http://dx.doi.org/10.1515/kbo-2018-0048
http://dx.doi.org/10.2139/ssrn.3283730
https://www.youtube.com/watch?v=7pJSg8gd-eU&t=4s

