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Laura Strazdina. LATVIJAS NEBANKU KREDITESANAS SEKTORA UZNEMUMU
PELNITSPEJU IETEKME]JOSIE FAKTORI

Ekonomikas un kultiras augstskola
Magistra studiju programma “Biznesa vadiba”
E-pasts: laura.strazdina999@inbox.lv

Zinatniskais vaditajs: Dr. oec., profesore Jelena Titko

Anotacija

Pétijuma aktualitate: PEc Pateretaju tiesibu un aizsardzibu centra (turpmak teksta PTAC) jaunakajiem
datiem, kreditu apjoms arvien pieaug un uznem popularitati. Pieaug tiesi kredita apjoms, nevis skaits.
Kreditu skaitliskais daudzums ir samazinajies, salidzinajuma ar ieprieksgjiem gadiem, tacu izsniegtais
naudas apjoms ir lielaks, ka ieprieksgjos gados. (PTAC, 2023) Tas norada uz to, ka cilveki sakusi
kreditos nemt lielakas summas neka ieprieks, nemot patérina kredttus lielakiem mérkiem, tadiem ka
auto iegadei, remontam, celojumiem utt. Tadgjadi, izsniedzot kreditus, kreditiestade uznemas lielakus
riskus un potencialos zaudgjumus. Tapat arT p&c PTAC datiem, kreditdevéju skaits nebanku sektora
turpina samazinaties, 11dz ar ko esoSie uzn€mumi saskaras arvien pieaugusu pieprasijumu, 11dz ar ko ir
rupigak jaizverte kredttu izsniegSana.

Petijjuma merkis: Noteikt Latvijas nebanku kreditéSanas sektora uznémumu pelnitsp&ju ietekmejosus
faktorus.

Pétijuma metodes: Tika veikta literatiiras analize, ar mérki izprast pelnitsp&jas jédzienu. Potenciali
pelnu ietekmg&josus faktorus autore identifices ar sekundaro datu analizi, p&tot jau esoSus rakstus par
uznémumu pelnitsp&ju. Darba autore veiks dokumentu analizi ar mérki apskatities esoSos finansu
raditajus un veiks finansu koeficientu aprékinasanu. Datu apstradei tiks izmantotas sekojoSas metodes:
grafiska analize, finanSu koeficientu aprékinasana, korelacijas analize, daudzfaktoru linearas regresijas
analize

Sasniegtie rezultati: Darba gaita tika identificéti un galvenie Latvijas nebanku kreditéSanas sektora
uznémumu pelnitspgju ietekméjosie faktori un tika izpétita katra faktora ietekme uz uznémumu
darbibu.

Atslegas vardi: kredits; pelnitspeja; pelna; kreditiestades.

levads

Katra uzp@muma viens no prioritarakajiem merkiem ir naudas pelniSana. Bez naudas pelniSanas
uznemums nevares nodrosinat savu darbibu. Tacu, uzn@mgji vélas ne tikai nopelnit naudu lai nosegtu
visas darbibas izmaksas, bet arT giit pelnu uznémuma talakai attistibai. Pelnitsp&ja ir svarigs faktors,
kurs katram uzn€mumam ir strikti jauzrauga. Ir vairaki finanSu dokumenti, kuri norada uz uzn@muma
finansialo stavokli, tacu ne vienmer ir skaidra uznémuma darbibas efektivitate apskatot tikai bilanci
vai, pieméram, gada parskatu. Tadel ir izveidoti vairaki finansu koeficienti, ar kuru aprékinasanu ir
iespgjams uzzinat vai uznemums ir pelnitsp&jigs vai ne.

Ipasi svarigi ir pelnitsp&ju uzraudzit uznémumos, kur ienakumi tiek gati tikai péc pakalpojumu
sniegSanas. KrediteSanas uznémumi tiek pieskaititi pie §1s uzn€mumu grupas, jo sakotng&ji tiek izsniegts
kredits un tikai pec tam uzn€mums giis pelnu no procentu maksajumiem. Tiek 1&sts, ka kreditiestades

5
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21. gadsimta ir viens no galvenajiem finansu tirgus centriem, kas regulg, stimul€, apgriitina un piedava
dazadus pakalpojumus tautsaimniecibu tirgus starpniekiem majsaimniecibam, uzn@mumiem,
arzemniekiem. (Saksonova, 2006) Latvija pieprasijums péc kreditiem turpina augt. 2023.gada 1.
pusgads raksturojas ar rekordlielu jaunu aizdevumu izsniegS§anu ka méneSu griezuma, ta kopuma
pusgada. 2023.gada 1. pusgada mazaka kopgja izsniegta aizdevumu summa bija februari — 54,17 milj.
EUR, savukart aprili sasniedza 65,68 milj. EUR viena ménesi. (PTAC, 2023.) Ta ka pieprasijums péc
aizdevumiem bitiski pieaug, aizdev&jiem ir atbildigi jaizsniedz aizdevumi, lai nerastos situacijas, ka
izdevumi pieaug neproporcionali pelnai.

Petijuma objekts ir Latvijas nebanku kredit€Sanas sektora uznémumi. Petfjuma prickSmets ir Latvijas
nebanku kreditésanas sektora uznémumu pelnitsp&jas prognozésana. Zinatniska darba mérkis Identificét
Latvijas nebanku kreditéSanas sektora uzn€mumu pelnitsp&ju ietekméjosus faktorus. Lai sasniegtu
darba mérki ir izvirziti $adi uzdevumi:

— Teorgtiski izp&tit pelnitspgjas jédzienu un ar to saistitas koncepcijas.

— Veikt Latvijas nebanku kredit€Sanas sektora analizi.

— Noteikt finansu kreditéSanas sektora uznémumu pelnitsp&ju ietekmé&josus
faktorus. Veikt Latvijas nebanku krediteéSanas sektora uznémumu finansu analizi.

— Veikt korelacijas analizi, lai izprastu finansu koeficientu sakaribu ar uzne@muma pelnitspgjas
raditaju.
— Veikt regresijas analizi ar mérki izveidot pelnitsp&jas prognozésanas modeli.

Balstoties uz darba mérki un izvirzitajiem uzdevumiem, tiek izvirzits viens p&tjjuma jautajums: Kadi
faktori ietekmé pelnitsp&ju Latvijas nebanku kredit€Sanas sektora stradajosajiem uzn€mumiem? Datu
vaksSanas metodes aptvéra literatiiras analizi, mediju monitoringu, dokumentu analizi (finan$u parskatu
analizi), un statistikas analize. Datu apstrades metodes aptvéra grafisko analizi, finansu koeficientu
aprékinasanu, Korelacijas analize, ka arT daudzfaktoru linearas regresijas analizi.

Petijuma ietvaros tika identificéti $adi novitates elementi:

— Tika identificéti un aprakstiti finansu uznémumu pelnitsp&ju ietekméjosie ieksgjie faktori un
raditaji, ar kuru palidzibu butu iesp&jams novertet faktorus;

— Tika izstradats linearas regresijas modelis pelnitsp&jas prognozesanai vairakiem uznémumiem
atseviski un kopa pa visiem analiz&jamajiem uznémumiem.

Zinatniska darba pétijuma ierobezojumi ir:

— Lai analiz€tu uznémumu pelnitsp€jas dinamiku darba autore rékinaja tikai vienu koeficientu —
aktivu rentabilitate ROA.

— Saistiba ar darba apjoma un pétijjuma laika ierobeZojumu, tika apskatiti tikai iek$&jie finanSu
raditaji, netika nemti vera ieksgjie pelnitsp&ju ietekmejosie faktori.
— Korelacijas un daudzfaktoru linearas regresijas analize tika veikta 7 uzn€mumiem laika perioda

no 2014. gada Iidz 2022. gadam un daziem uznémumiem perioda no 2015. g. lidz 2022. g.

— P&tijuma periods: 2024. gada februaris — maijs.
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Analitiskais apskats

Katram uzn€mumam var bt dazadi merki, dazadas vizijas un misijas un tie var kardinali atSkirties
viens no otra. Tacu, katram uzn€mumam ir kopigs tas, ka lai tas varétu pastavet ilgtermina, tam ir
japelna nauda, jabiit pelnitspgjigam. Pelnitsp&ja ir uznémuma spgja gut ienakumus attieciba pret
izdevumiem. Ja uzn€muma ienémumu pieaugums parsniedz ta izdevumus un darbibas izmaksas, tas
tiek uzskatits par pelnitsp&jigu. Uzn@mumi, kas nepelna pietickami daudz naudas, tiek uzskatiti par
nerentabliem, un tiem ir javeic korekcijas, lai atkal klttu pelnitspgjigi. (Fredriksson, 2020)

Katram stradajosam uzn€muma ir liels faktoru skaits, kas var ietekmét pelnu. Faktorus var iedalit
divas grupas:

— leksgjie faktori — tie ir tie faktori, kurus uzn€mums var ietekmét, ka, piemeram, razoSanas
izmaksas, darbasp€ka izmaksas utt;

—  Argjie faktori — tie faktori, kas nak no uznémuma arpuses, kurus uznémums ietekmét nevar,
piemé&ram, nodoklu politikas izmainas, normativo aktu izmainas utt.

Lai noteiktu vai uzne@mums ir pelnitspgjigs, var izmantot vairakus raditajus. Viens no raditajiem, kas
parada vai uzp€mums giist pelnu, ir rentabilitate. Rentabilitates raditajus var iedalit tris grupas:
komerciala rentabilitate, ekonomiska (aktivu) rentabilita, un finansiala (paSu kapitala) rentabilitate.
(Saksonova, 2012)

Latvijas nebanku kreditéSanas sektors

Banku nozare ir viena no svarigakajam jebkuras ekonomikas sastavdalam un galvenais ekonomikas
izaugsmes virzitajspeks. Viena no galvenajam banku funkcijam ir kreditu izsniegSana uznémumiem un
paterétajiem, kas palidz finansét jaunas investicijas un stimul€ pieprasijumu ekonomika (CRIF Digital,
2022). Lai gan augstak minéts par banku nozaré pastavoSiem uznémumiem, banku un nebanku
kreditéSanas nozarei ir daudz kopigu iezimju, kas lauj tas salidzinat un attiecinat vienai uz otru. Galvena
atSkiriba ir tada, ka bankas piedava ne tikai kreditéSanas pakalpojumus, bet arT noguldijumu iespgjas,
debitkarSu un maksajuma kontu iegade, noguldijumus pensiju [imeni utt., bet nebanku patérétaju
krediteSanas nozaré galvenais pelnas giiSanas veids un lielakais uzsvars tiek likt uz patérétaju
kreditésanu (gan fiziskas, gan juridiskas personas).

Nebanku patérétaju kreditéSanas sektora darbojas galvenokart kreditiestades. “Kreditiestade - Latvijas
Republika, cita dalibvalsti vai tresaja valsti registréta kreditiestade vai dalibvalsts, treSas valsts
kreditiestades filiale vai parstavnieciba” (Latvijas Republikas Saeimas un Ministru Kabineta Zinotajs,
2008). Nebanku kreditésanas sektora, atskiriba no banku sektora, uznémumu galvenais pelnas giiSanas
veids ir kreditu izsniegSana un pelna no procentu maksajumiem. “Kredits - atlidzibas darijjums, kura
kreditiestade uz rakstveida Iiguma pamata nodod klientam naudu vai citas lietas TpaSuma un kurs
klientam uzliek pienakumu noteikta laika un kartiba atdot kreditiestadei naudu vai citas lietas”
(Kreditiestazu likums, 1995). “Nebanku pateérina kreditéSanas nozares pienesums valsts kopbudzeta
2022. gada bija vairak neka 26,89 milj. eiro, un Sobrid nozar€ kopa tiek nodarbinati vairak neka 1300
darbinieku” (Sauka, 2023).

Latvijas nebanku kredité€Sanas nozares uznémumu popularakie produkti ir patérina kredits, distances
kredits, auto Iizings vai auto kredits, hipotekarie krediti, kredits pret nekustama tpasuma kilu. Nebanku
kreditéSanas nozarei ir tendence augt. Art 2023. gada pirmaja pusgada bija ve€rojams pieaugums no
jauna izsniegto kreditu summas salidzinot ar 2022. gadu (sk. 1. tabulu). “2023. gads banku sektoram
viennozimigi bija rekordpelnas gads. 2023. gada kreditiestazu parskata gada pelna strauji pieauga un
sasniedza 607 milj. eiro — absoliita izteiksmé ta bija lielaka gada laika guta pelna” (Makroekonomika.lv
2024).
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1. tabula. No jauna izsniegto aizdevumu skaita un apjoma izmainas 2022-2023.gadu 1.pusgada (Avots:
PTAC, 2023)

Kredita veids 2022. gada pirmais 2023. gada pirmais 2023.gada 1.pusgada
pusgads pusgads salidzinajuma ar
2022.gada 1.pusgadu
Summa, Kreditu Summa, Kreditu Summas Kreditu
EUR skaits EUR skaits izmainas, skaita
% izmainas, %
Distances kredits 133344847 198645 166229920 203473 24,66 2,43
Pat@rina kredits 56438051 77610 59663637 69670 5,72 -10,23
Lizings, noma un citi 100679864 6065 105867501 5677 5,15 -6,40
ar TL nodrosinati
krediti
Hipotekarie krediti 4924966 296 6124480 314 24,36 6,08
Krediti pret kustamas 16390542 171489 20671438 192792 26,12 12,42
lietas kilu
Nebanku sektors kopa 311778270 454105 358556975 471926 15,00 3,92

Statistika rada, ka no jauna izsniegto kreditu sumarais skaits ir palielingjies. Kopuma tas pieauga par
15% jeb par 46 778 705 eur tika izsniegts vairak kreditos neka 2022. gada pirmaja pusgada. Tacu, kreditu
skaits nav tik daudz pieaudzis, kas norada uz tendenci, ka cilveki sakusi nemt kreditos lielakas summas
nevis vairak kreditus (sk. 1. tabulu).

Lielaka kredita summa norada uz to, ka kreditiestadém rodas lielaks risks saistits ar to, ka klients ar
laikuj mainis maksasanas paradumus un sliktak maksas kredttu, jo jo ilgaks ir kredita termins, jo grutak
prognozéjama nakotnes maksasanas spgja. Tacu ir arl pozitivas iezimes tam, ka palielinas kredita
summas — procentu maksajums ir lielaks, lidz ar ko, kreditiestades gist lielaku pelnu.

Analizgjot esoSo informaciju, darba autore secina, ka uz doto bridi Latvija nebanku kreditéSanas nozare
piedzivo uzplaukumu. Liels pieprasijums péc kreditiem no paterétaju puses, iesp€ja piedavat
aizdevumus uz augstakam procentu likmém un saistiba ar to, ka konkurentu paliek arvien mazak un
konkurenu, kuri piedava aizdevumus ar salidzino$i zemam procentu likmém ir vél mazak, uzn@émumi
saskaras ar lielu pieprasijumu, kura iespaida var izv€l&ties kadus patérétajus kreditet un kadus né.

Pé&tTjuma metodologija
Darba merkis ir identificét finanSu institiciju pelnu ietekmgjosus faktorus. Apkopojot vairakus

zinatniskos rakstus, darba autore veido raditaju grupu, kuri, iespgjams, ietekme& uzn€mumu pelnitspgju.
Raditaji ir apkopoti 2. tabula.
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2.tabula. Pelnitsp&ju ietekmg&joso raditaju apkopojums (Avots: autores apkopojums)

uznémums

Raditajs Formula Apziméjums Avots

Izmaksu un ienakumu CIR= (Darbibas CIR Azzabi & Lahrinchi

attiecibas koeficients izdevumi) / (2023); Dembel (2020); Wagdi &

(cost —to — income (Pamatdarbibas Salman (2022)

ratio - CIR) ienakumi)*100

Neto procentu marza NIM=(tiro procentu NIM Fibriyanti & Nurcholidah (2020);

(Net interest margin - ienakumi) / (kopgjie Wagdi & Salman (2022), Dembel

NIM) aktivi )*100 (2020); Tmava et al. (2019)

Neto procentu ienakumi Tirie procentu ienakumi NIl Dembel (2020); Wagdi & Salman

(Net interest income — (2022)

NII)

Pamatlidzeklu aprgrozi- FAT=Pamatlidzekli / FAT Dembel (2020); Wagdi & Salman

juma oeficients (Fixed (Kopgjie aktivi)*100 (2022)

asset turnover ratio -

FAT)

Bezprocentu izdevumu NEGRE=(bezprocentu Expenses Dembel (2020); Wagdi & Salman

attieciba pret bruto izdevumi) / (bruto (2022);

izdevumiem (Ratio of izdevumi)*100 Ngweshemi & Isiksal (2021)

non-interest expenses to

gross expenses -

NEGRE)

Uzkrajumi kredita PCLTL= (Uzkrajumi PCLTL Azzabi & Lahrinchi

zaud&jumiem kredita zaud&umiem) / (2023); Wagdi & Salman (2022)

Zaudg&jumiem / kopgjie (Kopgjie aizdevumi)*100

aizdevumi (Provisions

for credit losses / total

loans - PCLTL)

Aiznemtie lidzekli Debt=istermina Debt Hasna u.c. (2020);
kreditori+ilgtermina kreditori Ngweshemi & Isiksal (2021)

Parada attieciba pret DER= (Aiznemtais DER Kawshala &

pasu kapitalu (Debt to kapitals) /(Pasu kapitals)*100 Panditharathna (2017); Tmava et

equity ratio — DER) al. (2019);

Kopgjie aktivi Aktivi Asset Kawshala & Panditharathna (2017);

Wagdi & Salman (2022)
Darbinieku skaits Darbinieku skaits Staff Hasna u.c. (2020); Tmava et al.
(2019)

Pasu kapitala un aktivu EAR=(pasu kapitals) / EAR Kawshala &

attiecibas koeficients (kopgjie aktivi)*100 Panditharathna (2017); Dembel

(Equity to Assets Ratio (2020); Wagdi & Salman (2022)

- EAR)

Gadi, cik strada Uzpémuma vecums Age Dembel (2020); Tmava et al.

(2019)




(_K-\"N TiA L

o g 4
=l Fla )eka
'Y(é 2001 5\3- 4 EKONOMIKAS UN KULTURAS
&, Y
RTA KOV AUGSTSKOLA

Darba autore izvelgjas uzn€mumus, kuriem rékinat koeficientus un uzp€mumus izvElgjas péc
sekojosiem krit€rijiem:
— Pieejams periods gada parskatiem vismaz no 2015. gada;

— Galvenais pelnas gtiSanas veids — kreditu izsniegSana;

— No gada parskatos un to pielikumos eso$as informacijas ir iespgjams aprékinat izveletos
koeficientus.

Nemot vera Sos kriterijus, autore izvelgjas septinus uznémumus:
— SIA™OC Finance",
— SIA "Inbank Latvia;
— SIA"InCREDIT GROUP";
— AS "VIA SMS group";
— SIA"IPF Digital Latvia";
—  SIA “Aizdevums.lv”;
— AS "4finance".

Nosleédzosaja darba posma darba autore veica daudzfunckionalo regresijas analizi. Sakotngji autorei bija
nepiecieSams izveleties Y vertibas. Ka Y vertibas tiks izmantota aktivu rentabilitate (ROA). Aktivu
atdeve (ROA) jeb aktivu rentabilitate nav tiesi atrodama bilancg vai gada parskata, tacu to var aprekinat
(1. formula). Aktivu atdeves formula ir $ada:

- e, = Neto pelna vai pelna pirms procentu un nodoklu atskaitisanas+100
Aktivu rentabilitate, % = per penap P -

1)

Aktivu bilance

(Paupa & Sneidere, 2008, 12)

Darba autore, lai veiktu korelacijas analizi un linearas regresijas analizi, izmantos SPSS riku. Linearas
regresijas analize tiks veikta ar “Stepwise” funkciju, lai vairakkartigi neparbauditu X un Y korelaciju.

Visu modelu precizitate tiks parbaudita izmantojot Sadus testus:
— Koriggtais determinacijas koeficients (Adjusted R Square);
— F-testa statistiskais nozimigums (Sig).;
— Variances inflacijas faktora (Variance Inflation Factor VIF) analize;
— Durbina-Vatsona (DW) autokorelacijas tests.

Adjusted R Square jeb korigétais determinacijas koeficients raksturo, kadu dalu no kop&am Y
uz statistikas metozu izmantosanu, ko izmanto, lai noteiktu, vai izlase, kas nemta no kopas, patiesam
ir no kopas vai ar p&c nejausibas faktora. Parasti statistisko nozZimigumu nosaka iestatitais alfa Iimenis,
kas parasti tiek iestatits uz 0.05. Secinosa statistika nodroSina veiktas analizes testa statistiku un
nozimiguma Iimeni, un, ja saistita p vertiba (vai nozZimiguma) vertiba nokritas zem noteikta alfa I[imena,
tad analizi var uzskatit par statistiski nozimigu. (Statistics Solutions, n.d.).

10
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Variances inflacijas faktora (Variance Inflation Factor VIF) norada uz to, vai nepastav
multikolinearitates problema. “Multikolinearitates vai vienkarsi kolinearitates probléma var paradities
katra daudzfaktoru regresijas modeli, jo nosakot regresiju starp Y un dazadiem izskaidrojoSiem
mainigajiem, janem vera ar1 tas, vai nepastav kaut kadas sakaribas (attiecibas) starp paSiem
mainigajiem.” (Jansons & Kozlovskis, 2012, 211).

Ja starp mainigo xi un citiem mainigajiem nebititu kolinearitates, tad VIF biitu vienads ar 1. Bet tas ir
tikai ideals stavoklis. Parasti, starp daziem neatkarigiem mainigajiem vienmér pastav zinama
kolinearitates pakape. Palielinoties linearajai attiecibai starp mainigajiem, pakapeniski palielinas VIF.
Kas nozime to, ka jo lielaks ir VIF, jo nopietnaka ir mainigo multikolinearitates. Ja VIF ir lielaks par
10, pastav multikolinearitate. (Cheng et al., 2022) Darba autore regresijas analizé pielietoja Durbina
Vatsona (DW) autokorelacijas testu. Darba tika izmantota interneta vietné atrodama DW aug$gjo un
apaksgjo kritisko vertibu tabula.

Pétijuma rezultati

Zinatniska darba ietvaros, darba autore apskatija un finansu koeficientus rékinaja septiniem nebanku
kreditesanas sektora stradajosiem uznémumiem. Darba autore, ka y raditaju regresijas analizei izvelgjas
rékinat ROA (aktivu rentabilitate) raditaju (sk. 1. att).

- | | .|-Il|.| .II|II - ll ‘I||II --II‘ "““l‘ . l-I
T " - n T
& = - o ) z
& e af p I . ;

i » P & L i
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1. attels. Aktivu rentabilitates koeficienta izmainas kreditoriem 2014. — 2022. gads (Avots: autores
apkopojums)

Ir redzams, ka uznémumu ROA raditaji ir loti nepastavigi (Sk. 1.att.). Tadas aktivu rentabilitates
svarstibas norada uz to, ka uznémumam ir javeic finanSu analize, lai diagnosticétu potencialas
problémas. Svarstibas norada uz to, ka, iespgjams, japarskata uzn@muma esosie aktivi un vai tie visi
nes uznémuma pelnu, iespgjams nepiecieSams optimizet aktivu struktiiru. lespgams, uznémumam
rodas kadas neparedzetas izmaksas vai tas strauji tick palielinatas.

Aprekinot un analizgjot septinu uzn€mumu aktivu rentabilitates raditajus, darba autore secina, ka nozaré
nav kaut kadu kopigu tendencu, ka rezultata visiem uznémumiem palielinatos vai samazinatos ROA
koeficients. Atskirigs aktivu rentabilitates koeficients starp uznémumiem, kuri strada viena un taja pasa
nozaré, varétu noradit uz to, ka visi uzn@mumi izmanto dazadus uznémumu darbibas modelus pelnas
giiSana, pieméram, viens uznémums var izveleties kreditét vairak riskantus klientus ar augstakam
procentu likmém, savukart cits uznémums kredite€s ar zemakam procentu likm&m mazak riskantus
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klientus. Iesp&jams, uzn€mumi, kuri tirgd strada jau vairakus gadus, ir sapratusi ka efektivak izmantot
parvaldiba esoSos aktivus, neka uzn€mums, kas tikko vai nesen ir ienacis tirgii (ka, pieméram, SIA
“Inbank Latvia”, kur pirmos 3 gadus koeficients bija negativs).

Lai veidotu ar visu kreditoru finan$u datiem linearas regresijas modeli, tika veikta visu kreditoru datu
korelacijas analize (sk. 2.att)

ROA FAT EAR Stafl Age PCLTL CIR NIM Expenses Debt Agset DER NI
ROA Pearson Correlation 1 -0.101 -0.108 0.124 L5137 L516 -0.08% 0,068 0.030 " m* -0.102 08"
Sig (2-tailed) 0.445 0417 0.351 0.000 0.000 0.505 0.634 0.820 0.008 0.03%8 0.443 0.026
FAT Pearson Correlation -0.101 1 0,195 -0.034 -0.051 0.246 0.182 613" -0.081 -358" 364" 0070 -0.110
Sig (2-tailed) 0445 0.139 0.300 0699 0065 0168 0,000 0543 0.005 0.005 0554 0437
EAR Pearson Correlation -0.108 -0.195 1 s sy -0.221 0019 L3658 338" 0111 533" 0.022 "
Sig (2-tailed) 0417 0.139 0.000 0.000 0.098 0886 0.008 0.009 0.404 0.000 0870 0.007
Staff Pearson Correlation 0.124 -0.034 s 1 0.091 -0.187 0017 0231 -0.129 620" 749" 0.015 599
Sig (2-tailed) 0.351 0.300 0.000 0.495 0164 0896 0.099 0.328 0.000 0.000 0912 0.000
Age Pearson Correlation .513 -0.051 583 0.091 1 -0.051 -0.042 -0.065 295" -0.080 0.146 0135 0163
Sig (2-tailed) 0000 0699 0.000 0.495 0704 0752 0646 0023 0.545 0271 0309 0247
PCLTL Pearson Correlation s1e” 0246 0221 -0.187 0,051 1 -0.069 0122 0.054 T .3s0™ 0.015 LA™
Sig (2-tailed) 0.000 0.065 0.098 0.164 0.704 0610 0398 0.690 0.011 0.006 0.911 0.008
CIR Pearson Correlation -0.088 0.182 0.019 0.017 -0.042 -0.069 1 -0.154 0.092 - 415" 2357 0.024 - 406"
Sig (2-tailed) 0.505 0.168 0.886 0.39%6 0.752 0.610 0276 0.489 0.001 0.005 0.855 0.003
NIM Pearson Correlation -0.06% Tk -365™ -0.231 -0.065 0122 0154 1 0.221 s - 369" 0.005 0178
Sig (2-tailed) 0634 0.000 0.008 0.099 0.646 0398 0376 0116 0.049 0.007 0973 0207
Experses Pearson Correlation 0.030 -0.081 238 -0.129 .. 295" 0.054 0.092 01 1 -0.126 -0.237 0019 -0.142
Sig (2-tailed) 0.820 0.543 0.009 0.328 0.023 0.690 0489 0116 0.342 0.07T0 0388 0314
Deln Pearson Correlation 42 358" 0111 620" -0.080 3 415" TS -0.126 1 289" -0.069 764"
Sig (2-tailed) 0.008 0.005 0.404 0.000 0.545 o011 0.001 049 0.342 0.000 0.603 0.000
Asset Pearson Correlation a7’ 364" 520% 249" 0.146 .359" 357" 360" -0.237 889" 1 -0.066 768"
Sig (2-tailed) 0038 0.005 0.000 0.000 0271 0.006 0005 0007 0.070 0.000 0621 0000
DER Pearson Correlation -0.102 0.079 0.022 0.013 0.135 0.015 0.024 0.005 -0.019 -0.069 -0.066 1 -0.099
Sig, (2-tailed) 0443 0.554 0.870 0.912 0.30% 0911 0855 0973 0.888 0.603 0.621 0436
NI Pearson Correlation 308" -0.110 3™ 599" 0.163 3™ 406" 0178 -0.142 764" 768" 0059 1
Sig (2-tiled) 0026 0.437 0.007 0,000 0.247 0.008 0003 0.207 0.314 0,000 0,004 0486

** Karclicijn ir statistiski nozimign ar 99% varbiifiu

*. Korelicija ir statistiski nozimiga ar 95% varbitfibu

2. attéls. Korelacijas matrica (Avots: autores analizes rezultats SPSS vide)

P&c korelacijas analizes rezultatiem darba autore veido vairakus secinajumus:

— Uznémuma vecumam ir negativa korelacija ar ROA, kas nozimé to, ka jo jaunaks uznémums,
jo tam ir lielaks ROA un otradak.

— ROA ir negativa korelacija ar PCLTL koeficientu, kas norada uz to, ka jo lielaku kreditrisku
uznpemas kreditors, jo tam ir lielaks ROA.

— ROA ir pozitiva korelacija ar Debt (aiznemta kapitala normalizets raditajs). Jo lielaks
kreditoram ir aiznemtais kapitals, jo tam ir lielaks ROA. Sis norada uz to, ka uzne@mumi efektivi
izmanto aiznemtos Iidzeklus, lai gttu lielaku pelnu.

— ROA ir pozitiva korelacija ar Asset (kop&jo aktivu normalizets raditajs). Jo lielaks kreditoram
ir kopgjais aktivu skaits, jo tam ir lielaks ROA. Sis norada uz to, ka uzn@mumi efektivi izmanto
sev piederosos aktivus, lai gutu lielaku pelnu.

— ROA ir pozitiva korelacija ar NII (tiro procentu ienakumu normalizéts raditajs). Jo lielaki
kreditoram ir tiro procentu ienakumi, jo tam ir lielaks ROA.

Darba autore secina, ka starp x raditajiem ar1 pastav korelacija. Talak darba autore, izmantojot
pakapeniskas (stepwise) metodes daudzfaktoru linearas regresijas, izveidoja visiem pé&tfjuma
apskatitajiem kreditoriem divus regresijas modelus — ar brivo locekli un bez briva locekla, kur:

12
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— Bezbriva loceklal: y = ROA; x = NIL
— Bezbriva locekla2: y = ROA; x = NII; Age.
— Bezbriva locekla3: y = ROA; x = NII; Age, PCLTL.

Modeli 8b*, 8b% un 8b®raksturojosie raditaji ir apkopoti 3., 4. un 5. tabula.

3. tabula. Modela 8b*, 8b% un 8b3statistika (Avots: autores analizes rezultats no SPSS vides)

Model R R Square® Adjusted R Std. Error of the Durbin-Watson
Square Estimate
8b! 715 0.511 0.501 19.64083
8h? .834 0.695 0.682 15.66228
8b? .891 0.793 0.780 13.02935 1.583

Koriggtais determinacijas koeficients 8b* model ir 0.501, kas norada uz to, ka 50.1 % ROA variacijas
ir izskaidrojama ar NII normaliz&to raditaju.

Durbin Watson raditaji ir $adi: n=8; p = 1.

dL =0.497 ; dU = 1.003

DW = 1.583 > 1.003 - Nav pozitivas autokorelacijas

4 - DW =4-1.583=2.417 > 1.003 — Nav negativas autokorelacijas

Durbin — Watson koeficients 8b' modeli ir 1.583, kas ir lielaks par apakigjo kritisko vértibu un lielaks
par augsgjo kritisko vertibu, tatad autokorelacija atlikumos nepastav.

Koriggtais determinacijas koeficients 8b® modeli ir 0.682, kas norada uz to, ka 68.2% ROA variacijas
ir izskaidrojamas ar NII normaliz&to raditaju un uznémuma vecumu.

Durbin Watson raditaji ir $adi: n=8; p = 2.

dL =0.345; dU =1.489

DW = 1.583 > 1.489 - Nav pozitivas autokorelacijas

4—-DW =4-1583=2.417 > 1.489 — Nav negativas autokorelacijas

Durbin — Watson koeficients 8b? modeli ir 1.583, kas ir lielaks par apakigjo kritisko vértibu un lielaks
par augsgjo kritisko vertibu, tatad autokorelacija atlikumos nepastav.

Koriggtais determinacijas koeficients 8b° modeli ir 0.780, kas norada uz to, ka 78 % ROA variacijas ir
izskaidrojamas ar PCLTL, NII koeficientu un uzn€muma vecumu.

Durbin Watson raditaji ir $adi: n=8; p = 3.

dL =0.229 ; dU = 2.102

DW = 1.583 < 2.102 - Ir pozitiva autokorelacija

4 —-DW =4-1.583=2417 > 2.102 — Nav negativas autokorelacijas

13
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Durbin — Watson koeficients 8b* modeli ir 1.583, kas ir zemaks par augigjo kritisko vértibu, tatad ir
pozitiva autokorelacija atlikumos.

4. tabula. Modela 8b*, 8b?un 8b® ANOVA (dispersijas analizes rezultati) (Avots: autores analizes
rezultats no SPSS vides)

Model Sum of df Mean Square F Sig.
Squares
8bt Regression 19714.862 1 19714.862 51.106 <.001
Residual 18902.342 49 385.762
Total 38617.204 50
8b? Regression 26842.463 2 13421.232 54,712 <.001
Residual 11774.741 48 245.307
Total 38617.204 50
8b® Regression 30638.300 3 10212.767 60.159 <.001
Residual 7978.905 47 169.764
Total 38617.204 50

Modela 8b testa vértiba ir 0.001. Modulis nav statistiski nozimigs, jo Sig.= 0.001 <0.005, ar varbiitibu
95 %.

Modela 8b? testa vértiba ir 0.001. Modulis ir statistiski nozimigs, jo Sig.= 0.001 < 0.005, ar varbiitibu
95 %.

Modela 8b> testa vértiba ir 0.001. Modulis ir statistiski nozimigs, jo Sig.= 0.001 < 0.005, ar varbiitibu
95 %.

5.tabula. Modela 8b*, 8b? un 8b® koeficientu statistika (Avots: autores analizes rezultats no SPSS vides)

Model Unstandardized Standardized t Sig. Collinearity Statistics
Coefficients Coefficients

B Std. Error Beta Tolerance VIF
8b! NIl 1.303 0.182 0.0715 7.149 0.000 1.000 1.000
8b? NIl 2.982 0.344 1.636 8.674 0.000 0.179 5.598
Age -2.386 0.443 -1.016 -5.390 0.000 0.179 5.598
8b° NII 3.388 0.299 1.858 11.346 0.000 0.164 6.102
Age -2.322 0.368 -0.0989 -6.302 0.000 0.178 5.605
PCLTL -0.655 0.139 -0.0400 -4.729 0.000 0.616 1.624

14
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VIF raditajs 8b' modeli = 1 < 10, lidz ar to daudzkolinearitates probléma nepastav.

Koeficientu novertgjums ir pozitivs, noradot, ka NII pieaugums ir saistits ar ROA samazinajumu. NII
ir statistiski nozimigi, jo: Sig. = 0.000 < 0.05.

Parbaudot visas regresijas analizes koeficientus 8b* modeli, var tikt izveidots modelis:

ROA =0.0715 * NIl

VIF raditajs 8b? modeli = 11.196 > 10, lidz ar to pastav daudzkolinearitates probléma.

Koeficientu novertgjums ir pozitivs, noradot, ka uznémuma vecuma pieaugums un NII koeficients ir
saistits ar ROA izmainam. NII un Age ir statistiski nozimigi, jo:

Sig.(age = 0,000 < 0,05;
Sig.(pcm_)= 0,000 < 0,05.

Parbaudot visus regresijas analizes koeficientus, darba autore nolemj neveidot modeli, jo VIF = 11.196,
kas norada uz to, ka pastav daudzkolinearitates probléma.

VIF raditajs 8b®modeli = 13.331 > 10, lidz ar to pastav daudzkolinearitates probléma.

Koeficientu noveértejums ir pozitivs, uzn€muma vecuma picaugums, NII un PCLTL koeficienta
samazinasanas ir saistits ar ROA izmainam. NII, Age un PCLTL ir statistiski nozimigi, jo:

Sig.euin= 0,00 < 0,05;
Sig.(age) = 0,000 < 0,05;
Sig.pcLtr) = 0,000 < 0,05.

Parbaudot visus regresijas analizes koeficientus, darba autore nolemj neveidot modeli, jo VIF =
13.331, kas norada uz to, ka pastav daudzkolinearitates probléma.

Veicot linearas regresijas analizi visiem uznémumiem kopa, tika izveidoti viens modelis: ROA =
0.0715 * NII .

No vienadojuma var secinat, ka tirie procentu ienakumi ir tas mainigais, kas ietekm& uzn@émuma
pelnitspgju. Vienadojuma ir attélots, ka katrai 1 vienibas pieagumam tiro procentu ienakumu pozicija,
kreditoru aktivu rentabilitate palielinas 0.0715 vienibu reizes.

Secinajumi
Zinatniska darba izstrades laika darba autore izstradaja vairakus secinajumus:

— Darba meérkis “Identificét Latvijas nebanku krediteSanas sektora uznémumu pelnitspgju
ietekmgjosus faktorus” tika sasniegts.

— Balstoties uz modeli, kas izveidots ar linearas regresijas analizes palidzibu, kura aprékinos tika
izmantoti visu uznémumu raditaji, tika atklats, ka kopg&jais raditajs, kas varetu tikt piemerots
katram uznémumam ka pelnitsp&ju veidojoss ir tiro procentu ienakumi.

— Analizgjot Latvijas nebanku kredit€sanas sektoru, darba autore secina, ka ta turpina augt un
pienemt apgrozijumus. 2023. gada izsniegto kreditu apjoms ir biitiski pieaudzis neskatoties uz
to, ka kreditoru skaits ir samazindjies. Nozares attistiba nak par labu ne tikai paSiem
uzp€mumiem, jo tiem ir iespgja attistities, bet arT paterétajiem, jo tiem ir iespg&jamas
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salidzinasanas un izv€les iesp&jas uz sev izdevigakajiem un piemérotakajiem kredit€Sanas
nosacijumiem.
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Liga Prancane. AUTOMATIZACIJAS PROCESU IETEKME UZ GRAMATVEDIBAS
PROCESU KVALITATES UZLABOSANU LATVIJAS UZNEMUMOS

Ekonomikas un kultiras augstskola

Magistra studiju programma “Biznesa vadiba”
E-pasts:prancane8l@gmail.com

Zindtniskais vaditdjs: Dr.oec., profesore Jelena Titko

Anotacija

Pétijjuma aktualitate: Datorizéto finanSu sistému izsekoSanas iesp&jas lauj gramatveziem parraudzit
ien@mumu giisanas un terinu tendences, tadgjadi atvieglojot pardomatu biznesa l€mumu pienemsanu
(ACCA, 2020). Petijumi atklajusi, ka gramatvedibas procesu automatizacija ir palielinajusi gramatvezu
produktivitati un darba kvalitati. Automatizacija lauj ievadit un analizét dazadas datu kopas viena datu
baze, lai efektivi veiktu analizes. (Rkein, 2019). Balstoties uz ACCA aptaujas rezultatiem 85%
respondentu uzsver, ka procesu automatizacija parspéj nefinansioalos ieguvumus piemeram precizitati
un laika ietaupfjumu (ACCA, 2018a; Deloitte, 2018).

Pétijjuma merkis: Novertét automatizacijas procesu ietekmi uz gramatvedibas procesu kvalitates
uzlaboSanu Latvijas uzneémumos.

Pétijuma metodes tika veikta literatiras un dokumentu analize, lai identificEtu ieguvumus un
izaicinajumus no gramatvedibas procesu automatizacijas. Gramatvedibas un finansu jomas ekspertu
intervijas ar mérki lai ieglitu profesionalu skatijumu par ieguvumiem, trilkumiem. Latvijas gramatvezu
aptauja lai identificétu gramatvedibas procesus, kas ir potenciali automatizgjami, to lielakos ieguvumus
un izaicinajumus, ka arT saprastu gramatvezu nostaju un zinasanas saistiba ar automatiz&tu procesu
ievieSanu. Lai veidotu izpratni par gramatvedibas procesu automatizaciju koncepcijas Iiment tika veikta
bibliometriska analize. leglito rezultatu apstradei izmantotas tadas metodes, ka grafiska analize,
biezuma analize un intervijas rezultatu analize.

Sasniegtie rezultati: Petjjuma rezultata tika novert€ta automatizacijas procesu ietekme uz
gramatvedibas procesu kvalitates uzlaboSanu Latvijas uzn€mumos, ka art tik atrastas atbildes uz
pétljuma jautdjumiem par automatizacijas ieguvumiem un izaicinagjumiem un par automatizacijas
ietekme uz procesa kvalitati.

Atslegas vardi: digitalizacija, produktivitate, analize; procesu automatizacija.

levads

Nesenie petijumi atklaja, ka gramatvedibas automatizacija palielina uzn€muma gramatveza darba
produktivitati un kvalitati. Automatizacija lauj ievadit un analizét dazadas datu kopas viena datu baze
un produktivitati. (ACCA, 2018b, 2020). Vel viena butiska automatizacijas prieksrociba ir ta, ka ta
ietaupa laiku, salidzinot ar manualu darbibu veikSanu. Saskana ar neseno pétfjumu gramatvedibas
procesu automatizacija var palidzét samazinat pielauto klidu daudzumu un biezumu. Turklat
automatiz€ti procesi nerada kltidainus aprékinus, jo viss notiek kontroléta vidé. Tomér dala uznémumu
vaditaju ir vilcinajusies pienemt procesu automatizaciju augsto izmaksu del (Osborne, 2017). Balstoties
uz ACCA aptaujas rezultatiem 85% respondentu uzsver, ka procesu automatizacija parspgj nefinansialos
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ieguvumus piemeram precizitati un laika ietauptjumu (ACCA, 2018a; Deloitte, 2018). Ir prognozets, ka
paredzama automatizacijas iespgjama ekonomiska ietekme lidz 2025. gadam sasniegs 6.7 triljonus
dolaru (Doguc, 2020).

Petfjuma merkis bija novertet automatizacijas procesu ietekmi uz gramatvedibas procesu kvalitates
uzlaboSanu Latvijas uznémumos. Petfjuma rezultati raksturo automatizacijas Itmeni Latvijas
uznémumos un dod ieskatu taja, ka gramatvezi skatds uz automatizacijas procesu ietekmi uz
gramatvedibas procesu kvalitates uzlaboSanu, kadus izaicinajumus taja saskata un vai uzskata par
pamatotu ekonomisko ieguvumu, veicot §adas izmainas.

Analitiskais apskats
Gramatvedibas procesu iedala devinas darbibu sadalas, kas tiek atkartotas ikménesi parskata perioda.

Process sakas ar gramatvedibas ierakstu veikSanu katram darfjumam un tad seko ikm&nesa slégsanas
process. Sads process nodroSina finansu parskatu precizitati un atbilstibu (sk. 1. att.).

1. collecting &
analyzing
source
documents

9. Post Cloisng
Trial Balance

2. Journalizing
Transactions

8. Closing
Entries

3. Post to the

Ledgers

Accounting

Cycle

7. Financial
Statemtents

4. Unadjusted
Trial Balance

6. Adjusted Trial
Balance

5. Prepare
Adjustments

l.att. Gramatvedibas cikli (Avots: Richardson, 2011,13)

Pedgjo gadu laika gramatvedibas jomu Eiropa iezimé vairakas ievérojamas tendences, kas maina tas
ainavu. Vienas no visizplatitakajam tendencém Eiropas ka ar1 Latvijas gramatvediba ir:

— Digitalo tehnologiju un automatizacijas paatrinata ievie$ana,
— llgtspgjibas zinoSana un vides, socialo un parvaldibas;
— Maksligais intelekts;
— Darba vietas elastiba un attalinatas darba iespgjas;
— Kuvalificéta darbinieku trikums (Leinonen Group, 2023).
Digitalo tehnologiju un automatizacijas paatrinata ievieSana. Lidz ar maksliga intelekta paradiSanos

gramatvedibas procesi kliist efektivaki un precizaki. ST tendence ir acimredzama pieaugosaja
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gramatvedibas programmatiiras izmantoSana, pieméram, uznp€muma resursu planoSanas sist€mas
(Leinonen Group, 2023).

Digitalizacija un automatizacija parveido ikdienas uzdevumus, tostarp datu ievadi, saskanoSanu un
dartfjumu apstradi. Tas lauj gramatveziem novirzit uzmanibu no manualas datu ievades uz darbibam ar
pievienoto vértibu, pieméram, datu analizi, interpretaciju un stratégisko finansu planosanu. Lai gan §i
tendence uzlabo efektivitati un samazina kliidu skaitu, ta arT liek gramatveziem apgiit jaunas prasmes
datu analizg un tehnologijas, lai saglabatu konkur&tsp&ju Saja nozaré (Romashko et al., 2023).

Tuvakajos gados automatizacija turpinas mainit to, ka tiek veiktas "tradicionalas" gramatvedibas
procediiras. Datu ievades, saskanoSanas, finansu parskatu un ar atbilstibu saistitas darbibas
racionalizéSana bus loti svariga, lai gramatvezi un vinu uznémumi giitu panakumus. Ta ka tehnologija
uznemas lielaku dalu no ikdienas uzdevumiem, finansu ekspertiem tiks dota iesp&ja pagriezties un sniegt
lielaku ieguldfjumu uzn€muma meérku sasniegSana. Un, ta ka finanSu profesionala loma $ada veida
attistas, uz datiem balstita lEmumu pienemsana bus vel svarigaka.

Tika secinats ka gramatveza profesijas nakotni ietekmé $adas galvenas tendences:
— Uznémuma attistibas stratégija galveno vietu ienems automatizacija;

— Vislielakais uzsvars tiks likts uz profesionalo izaugsmi, kas balstita uz jaunakajam
tehnologijam;
— Darba vieta ir janodrosina lielaka elastiba;

— Gramatvedibas uznémumiem bus jamekl€ darbinieki darbibam, kas ieprieks nebija raksturigas
(WEF, 2023).

Tiek 1&sts, ka biznesa gramatvedibas programmatiiras tirgus apjoms pieaugs par 7.96% no 2023. lidz
2028. gadam. Tiek prognozets, ka tirgus apjoms palielinasies par 2.78 miljardiem eiro. Apkopojot
iepriek§ mingtu, saistiba ar gramatvedibas tendencém ir skaidri sagaidamas lielas izmainas
gramatvedibas industrija saistiba ar automatiz&tiem procesiem un gritibam ar ko var saskarsies jau
esoSie gramatvezi un toposSie gramatvezi ienakot miisdienu darba tirgii. Prasmes, kas biis nepiecieSamas
augs pieaugosajai tendencei automatizet procesus, lai palielinatu darba efektivitati. Gramatveza darba
iemanas prasis vairak zinasanu, lai varétu operet€é miisdienu darba vidg€, kas biis gan ka izaicinajums,
gan iespgja sevi pilnveidot. Tiek sagaiditas ar pozitivas izmainas, kas tiesa veida ir saistitas ar manualu
darbi veikSanu samazinasanu, kas rezultésies lielaka produktivitate un izmaksu samazinasana.

Pétijjuma metodologija

Lai sasniegtu darba izvirzito merki un noskaidrotu p&tijuma jautajumus autore veica sekojosSus petijuma
posmus (sk. 1. tabulu).

1.tabula. Pétijuma posmi un rezultati (Avots: autores apkopojums)

Nr. Pétijjuma posms Rezultats

1. Literatiira un dokumentu apskats - Tika veikts petijumu analitiskais apkopojums;
- Darba izmantoti un analiz&ti 89 literatiiras un informacijas avoti,

- Tika izcelti ieguvumi un $kersli, kas talak tiek izmantoti jautajumu
izstradg.
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- Tika veikta biblometriska datu analize kura autore apskatija literatiiru
saistiba ar automatiz&tiem procesiem gramatvediba.
2. Anketas izstrade gramatveziem - lzveidota aptaujas anketa Latvijas gramatveZiem;,
- Anketa ieveidota Google Forms aptaujas veidlapa.
1. Jautajumu izstrade ekspertu - Balstoties uz analitisko apskatu un literatiras analizi, izveidota
intervijam aptaujas anketa ekspertu aptaujai
4, Datu vaksana - Gramatvezu aptauja iegiitas 102 respondentu atbildes;
- Veiktas 5 ekspertu intervijas un aptaujas.
5. Datu apstrade - Sagatavots datu fails datu analizei;
- Sagatavots fails ekspertu aptaujas datiem;
- Veikta grafiska analize kura sagatavota datu vizualizacija un
detalizEts apraksts;
- Veikta biezuma analize;
- Analizgti ekspertu interviju un aptauju rezultati.
6. Galvenie posmi gramatvedibas - lzstradatas gramatvezu procesu automatizacijas vadlinijas Latvijas
procesu automatizacijas ievieSanai gramatveziem un uzn€muma vaditdjiem ar ieteikumiem, noradém uz
ieguvumiem un trikumiem.

Literatiras un dokumentu apskata mérkis bija detalizEti izpétit pieejamo literatiira saistiba ar
gramatvedibas procesu automatizaciju un sniegt ieskatu, cik detalizeti tiek pétits aktualais jautajumus,
ka arT izvertet ieguvumus un izaicinajumus, ar ko saskaras uzn€mumi, veicot §1s izmainas gramatvedibas
procesos. Tika veikta biblometriska datu analize, kura autore apskatija literatiru saistiba ar
automatiz€tiem procesiem gramatvediba. Gramatvezu aptaujas un ekspertu inetrviju mérkis bija iegat
nepiecieSamo informaciju petijjuma mérka ietvaros. Google Forms tika izstradati gramatvezu aptaujas
jautajumi, kas lava operativi izstradat un izsutit izstradato aptauju. Gramatvezu aptauja iegttas 102
respondentu atbildes. Ekspertu intervijas piedalijas 5 finansSu eksperti. Gramatvezu iegitie dati tiek
analizeti un vizualizeti, izmantojot Google Excel, lai operativak prezentetu iegtitos datus. Savukart
ekspertu intervijas tika analizetas, meklgjot kopsaucgjus katra no uzdotajiem jautajumiem. Darba autore
veica grafisko analizi kura sagatavota datu vizualizacija un detaliz&ts apraksts, veikta biezuma analize
un analizéti ekspertu iznetrviju un aptauju rezultati. Balstoties uz datiem un veikto analizi, p&tijuma
beidzamaja soli darba autore veica vadliniju izstradi ar rekomendacijam un ieteikumiem Latvijas
gramatveziem.

Lai izstradatu aptaujas anketu, kas atbilst izstradatajam pétijjuma mérkim, darba autore sakuma veica
interneta resursu izpéti, lai identific€tu gramatvedibas procesus, kas ir potenciali automatiz€jami, to
lielakos ieguvumus un izaicinajumus, ka arl saprastu gramatvezu nostaju un zinasanas saistiba ar
automatiz€tu procesu ievieSanu. legiita informacija tika izmantota ka pamats aptaujas instrumenta
(anketas) izstradei un jautajumu sagatavosanai. Kopa darba autore izstradaja 15 jautajumus, kas palidzes
labak izprasts situaciju Latvija (sk. 2.tabulu).

2. tabula. Aptaujas anketa ieklautie jautajumi un pamatojums to izmantoSana (Avots: autores
apkopojums)

Jautajums Pamatojumus
1. Jusu vecums Vecums ir biitisks demografisks raditajs, kas var dot ieskatu par to, kada ir mérka
- 18-25 auditorija, un palidz&t pielagot ieteikumus konkrétajai vecuma grupai. Aptaujas
anketa autore nav ieklavusi vecuma grupu no 1-17 gadiem, jo tas neatbilst Latvijas
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- 26-35 darbaspéka vecuma grupai. Vecuma grupa 65 + ir pielidzinama pensijas
- 36-45 vecumam. Ietverot atbilstoSus vecuma spektrus aptauja, autore var nodroSinat
45-65 plasaku un pardomataku datu kopumu, analiz&jot dazadus sabiedribas viedoklus.
- 65+
2. Ludzu, noradiet savu dzimumu. Sis jautajums ir svarigs, jo var paradit dzimuma at3kiribas attieciba uz viedokliem,

uzskatiem un ieradumiem.

Dzimuma faktors var ietekmét profesijas izvéli. Labas prakses palidz nodrosinat
taisnigu ieklauSanu darba vide, tad€] autore aptauja ka variantu ieklava ari
netradicionalo dzimumu. Dzimuma lidztiesiba balstita darba vid€, un darba deveji
ir tie, kuri var $o situaciju ietekmét pozitivi. (KANTAR, 2019)

uznémuma jau notiek
gramatvedibas procesu
automatizacija?

3. Kada Jums ir p&dgja pabeigta Izglitibas Iimenis ir butisks socialais un ekonomiskais raditajs, kas var ietekmét
izglitiba? respondentu uzskatus, sp&ju un vélmes. Sis jautdgjums var palidzét saprast
respondentu izglitibas ITmeni un identificét attiecibas starp izglitibu un citiem
faktoriem, pieméram, sp&ju un velmi ieviest automatiz&tus procesus. Izglitiba ir
galvenais sociala raditaja mainigais, uz kuru attiecas visi respondenti, ko izmanto

daudzas statistikas analiz&s (Schneider, 2021).

4. Cik gadus jau stradajat par Sis jautajums sniedz informaciju par respondentu profesionalo pieredzi un darba
gramatvedi? stazu. Tas ir noderigi, lai saprastu respondentu kompetenci un zinaSanas par

gramatvedibu. Tas var palidz&t noveértét respondentu viedoklus saistiba ar
pétijuma mérki (Stoop & Harrison, 2012).

5. Kuram no $iem statusiem atbilst Sis jautajums tika ieklauts, lai saprastu respondentu darba vidi un darba
uzne@mums, kura Jus stradajat? organizacijas Ipasibas. Tas var biit noderigs, lai novertétu uzn€mumu strukttru,
- Mikro kulttiru un darba apstaklus saistiba ar automatizetiem procesiem. Uzn€muma

. lieluma dalfjums tika nemts véra, jo automatizacijas procesa ievieSanai var biit
- Mazais vairakas priekSrocibas, kas var bt izdevigas dazadiem faktoriem neatkarigi no
- Vidgjais uznémuma lieluma. Uznémuma lieluma dalijums atbilsts Eiropas Komisijas (EK)
- Lielais regulas Nr.651/2014 1. pielikuma noteiktajai definicijai (LIAA, 2020).

6. Vai jus esat arpakalpojuma vai Darba autore ieklava So jautdjumu lai arpakalpojuma gramatvedis kas sniedz
uznémuma gramatvedis? Ja esat savus pakalpojumus vairakiem klientiem sp&tu saprast, ka turpmakie aptaujas
arpakalpojuma, tad turpinajuma jautajumi jaatbild par uznémumu kura strada.
ludzu sniegt atbildes par
uzn@mumu kura jiis stradajat.

7. Vai Jus ziniet, kas ir procesu Darba autore ieklava $o jautajumu, lai uzzinatu kadas ir respondentu zinasanas par
automatizacija? robotiskiem automatizacijas procesiem, kas lauj dzilak saprast respondentu

profilu un operativak veikt datu analizi saistiba ar pétijjuma mérki. Jautajums
palidz izprast un identificét §1 briza situaciju kopuma.

8. Jajusu uznémuma tika ieviesti Darba autore ieklava $o jautajumu, jo ir nepiecieSams saprast, kadi procesi
automatizeti procesi, tad kadus potenciali var€tu tikt automatiz&ti un cik loti uzneémuma gramatvezi saskata, kuros
labumus tie dod? procesos ir automatizacijas potencials. Potencialie procesi, kuri var€tu tikt

automatizeti, tika sagatavoti balsoties uz O.Doguc veikta pé&tfjumu, kur tika
izklastiti procesi ar vislielako potencialu. (Doguc, 2020, 18-20)

9. Pe&c Jusu domam, kads ir Jautajums aptauja izmantots ar mérki palidzet rast atbildes uz magistra darba
automatizacijas limenis Jisu pétijuma jautajumu: Kads ir gramatvedibas procesu automatizgjas limenis Sobrid
uznémuma gramatvedibas Latvija? Tas laus darba autore dzilak izprast esoSo situaciju starp Latvijas
procesiem? gramatveziem un automatizacijas limeni.

10. Cik augsta IimenT jlisu Jautajums aptauja izmantots ar mérki palidzet rast atbildes uz magistra darba

petijuma jautajumu: “Kads ir gramatvedibas procesu automatizgjas limenis Sobrid
Latvija?” Atbilzu varianti tika balstiti uz veikto p&tijumu, kur tika uzskaititi
procesi ar vislielako potencialu automatizacijai. (Hazar & Toplu 2023, 2)
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11. Ka jus uztverat automatizacijas Darba autore ieklava So jautdjumu, lai izprastu, ka gramatvezi uztver

ietekmi uz darba lomam un
pienakumiem gramatveza
profesija?

automatizacijas ietekmi uz savam darba lomam un pienakumiem ikdiena. Tas
palidz@s izprast, vai gramatvezi jiitas apdraudéti vai iesaistiti Saja procesa, un
kadas izmainas vini gaida vai véletos redz&t sava profesionalaja vidé, ka art vai
vini ir gatavi pielagoties un apgiit jaunas tehnologijas un vai tas varétu radit risku
vigu darbam un nodarbinatibai. Tas ir svarigi, lai planotu nakotnes izglitibas
programmas un pielagotu profesionalas attistibas iesp&jas (Adrianto, 2022).

12.

Kadas izmainas var sagaidit
gramatvedibas profesija,
paaugstinoties automatizacija?

Jautajums aptauja izmantots ar mérki palidzet rast atbildes uz magistra darba
pétijuma jautdjumu: “Kadas ir galvenas prieksrocibas un izaicinajumi, ar ko
sastopas, ievieSot automatizacijas risindjumus gramatvedibas procesos?”.
Pieaugosajai lomai automatizgtajos procesos tradicionalo gramatveza lomu
nakotng liela meéra vai pat pilniba nomainis automatizeti procesi. (Langmann &
Kokina, 2021, 7-9). Tadel ir svarigi saprast potencialas izmainas un gramatvezu
nostaju.

13.

Kadi, Jusuprat, ir galvenie
faktori, kas nosaka veiksmigu
automatiz&tu procesu ieviesanu
gramatvedibas prakse?

Darba autore ieklava So jautajumu, lai atklatu respondentu prioritates un uzskatus
attieciba uz automatizacijas procesu ieviesanu gramatvedibas joma. Tas var ietvert
to, ka respondentu viedokli par tehnologiskajiem risindgjumiem, cilvékresursiem
vai izmainu vadibu var ietekmét veiksmigu ievieSanu (Adrianto, 2022).

14.

Kada Itmena apmaciba vai
kvalifikacijas paaugstinasana,
jUsuprat, ir nepiecieSama
gramatveziem, lai efektivi
izmantotu automatizacijas
procesu tehnologiju?

Sis jautajums laus rast ieskatu apmacibas vai kvalifikacijas limeni, kas
nepiecieSams, lai veiksmigi parvalditu un izmantotu automatizacijas procesu
tehnologijas. Tas var atklat, vai gramatvezi pa$laik ir gatavi parpemt jaunas
prasmes, vai arl ir nepiecieSama papildu apmaciba, kas laus efektivi veikt
turpmako darbu vidg, kur liela dala no procesiem ir automatizeti (Ayinla, 2024).

15.

Cik liela méra var uzlaboties
gramatvedibas procesu kvalitate,
ievieSot automatizetus procesu?

Jautajums aptauja izmantots ar mérki palidzet rast atbildes uz magistra darba
petijuma jautajumu: “Kada ir automatizacijas procesu ietekme uz gramatvedibas
datu precizitati un ticamibu Latvija?”. Savukart darba autore balstija atbilzu
variantus uz nesen veikto petfjumu, kura tika uzskaititi procesi, kuros iegiis
vislielakos ieguvumus (Hazar & Toplu, 2023, 3).

Apkopojot min&to, darba autore var secinat, ka petjjuma instruments ir veidots, balstoties uz diviem
galvenajiem principiem, lai ar ta palidzibu tiktu izpilditi darba uzdevumi un rastas atbildes uz pétijjuma
jautajumiem, ka ari, lai tiktu iev€rota aptaujas anketas izveides korekta prakse. Aptaujas anketa ir
veidota, lai neaiznemtu vairak ka 10 minttes respondentu laika un parlieku to negarlaikotu, ka arT anketa
ieklauti paskaidrojosie teksti, lai izvairttos no skalu vai jautajumu tekstu interpretacijas.

Pétljuma rezultati

Apkopojot petijuma rezultatus tika definéti galvenie posmi gramatvedibas procesu automatizacijas
ievieSanai Sakot ar procesu auditu un beidzot darbinieku apmacibam. Darba meérkis bija novertét
automatizacijas procesu ietekmi uz gramatvedibas procesu kvalitates uzlaboSanu Latvijas uznémumos
ir sasniegts, ka arT tik atrastas atbildes uz 2 p&tijuma jautajumiem Par automatizacijas ieguvumiem un
izaicinagjumiem un par automatizacijas ietekme uz procesa kvalitati. Divi galvenie faktori sekmigas
automatizacijas ievieSanai ir tehnologiska infrastruktiira ka arf atbalsts personalam.
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1-Nevar 2-Daleji 5-levérojami
Nevar —pevar 3-Neitrali | 4-Dalgji Vel
uzlaboties Blabotias uzlabosies
Stat!stllias datu apkopoSana un 399% 127% 36.3% 46.1%
iesniegSana CSP
Datu apmaina ar banku sistémam 59% 20.6%
Noliktavas precu kustibas analize 39% 8.8% 31.4%
lwentgrlz?CIjas datu apkopoSana un 10.8% 24 5%
salidzinaSana
lzmaksu sadale pa budZetiem 6.9% 44 1%
Kases datu apmaina — e kasi 4.9% 451%
Debitoru , Kreditoru parvaldiba 4.9% 31.4%
I_<I|entu rékinu izrakstiS8ana un nosatiSana 30.4%
timeklt
Atslfalsiu izveidoSana un importéSana VID 20% 4.99% 16.7%
sistéma .
Starp uznémumu salidzinasanas 2.9% 7.8% 24 5%
Algu aprékins un izmaksas 2.9% 59% 39.2%
Finan3u raditaju analize 7.8% 37.3%
Pamatlidzeklu parvaldiSanai ' 29% 29% 3.9% 29.4%
ImportéSanas/EksportéSanas iespéjas no o ’
citam sistémam 4.9% ‘ 412%
Digitalu dokumentu augSuplade - 29% 373%
Revizijas proceduru racionalizé$ana 59% | 51.0%
Datu integritates un precizitates uzlaboSana 39%
Samaz_méts audita laiks un pales pie 29% 6.9%
procesiem A

1. attels. Cik liela mera var uzlaboties gramatvedibas procesu kvalitate, ievieSot automatizetus
procesus? (Avots: autores apkopojums)

W Visi procesi ir automatizéti
m Dala no procesiem ir automatizéti

 Procesu automatizacija ir planota tuvako 1-2
gadu laika

© Procesu automatizacija ir planota, bet termins
nav noteikts

W Procesu automatizaciju neplanojam

2. attéls. P&c jiisu domam, kads ir automatizacijas [imenis Jiisu uzn@muma gramatvedibas procesiem?
(Avots: autores apkopojums)

Petfjums atklaj, ka respondentiem atbildot uz jautajumu — par automatizacijas ietekmi uz kvalitati un
kada Itmeni ir automatizacijas procesi uznp€mumos visvairdk respondentu atzimgja ka , ievieSot
automatizaciju uzlabosies rékinu izrakstiSana un nosiitiSana timekli, atskaiSu izveidoSana un integracija.
Ka ar inventarizacijas datu apkoposana un noliktavas precu kustibas analizes. Bitiska loma tika
pieveérsta dokumentu digitalizacijai. Apkopojot datus par vispargjo automatizacijas [imeni uznémumos
redzam , ka lielaka dala procesu uzn€mumos ir automatizgti.
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Secinajumi

Gramatvezu aptaujas laika darba autore konstatgja, ka tehnologiska infrastruktiira, atbilstoSa personala
apmaciba un atbalsts ir divi galvenie faktori, kas ir visnozimigakie sekmigas automatizacijas ievie$ana.
Gramatvezi noradija uz to, ka manualo darba pienakumu samazinajums ir bijis viens no
vissvarigakajiem faktoriem kas vecinas gramatvedibas procesu automatizaciju. Lielaka dala
gramatvedibas procesu ir pilniba vai dal€ji automatiz&jami kas ietaupa laiku un darba resursus, ka ari
samazina kliidu risku un nodrosina precizakus un atrakus gramatvedibas procesus.
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Pielikumi

GramatveZu aptaujas anketa

Labdien!

Mani sauc Liga Prancane, esmu Biznesa vadibas 2. kursa studente Ekonomikas un kulttiras augstskola un magistra
darba ietvaros veicu gramatvezu aptaujas un intervijas par automatizacijas procesa ietekmi uz gramatvedibas
procesu kvalitates uzlaboSanu Latvijas uznémumos. Ludzu jus ka jomas ekspertus veltit IiJdz 10 mintitem laika, lai
atbildétu uz jautajumiem un dalitos sava pieredz€. Jusu sniegtas atbildes ir anonimas un tas tiks izmantotas
apkopota veida.

1. Jusu vecums?

a) 18-25

b) 26-35

c) 36-45

d) 45+65

e) 65+

2. Lidzu, noradiet savu dzimumu?

a) Sieviete

b) Virietis

¢) Cits

3. Kada Jums ir pedéja pabeigta izglitiba?
a) Vidgja izglitiba

b) Vidgja profesionala izglitiba

¢) Koledzas vai bakalaura izglitiba

d) Magistrs vai doktora grads
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4. Cik gadus jau stradajat par gramatvedi?
a) 1-5

b) 6-10

c) Virs10

5. Kuram no Siem statusiem atbilst uznemums, kura Jus stradajat?
a) Mikro uznémums

b) Mazais uzneémums

¢) Vidgjais uznémums

d) Lielais uznémumus

6. Jis esat?

a) Arpakalpojuma gramatvedis

b) Uzpnémuma gramatvedis

Ja jus esat arpakalpojuma gramatvedis tad turpinajuma , lidzu sniegt atbildes par uznémumu Kkura jiis
stradajat!

7. Vai Jus ziniet kas ir procesu automatizacija?

a) Ja, bet misu uznémuma netika ieviesta

b) Ja, dala misu procesu tiek veikti automatiski

¢) Esmu dzirdgjis, bet neizmantojam

d) Nezinu un neesmu dzirdgjis

e) Cits (ladzu, noradiet)

8. Ja juisu uznémuma tika ieviesti automatizeti procesi, tad kadus labumus tie dod?

Liidzu, vértéjumu sniedziet skala no 1 lidz 5, kur “1-pilniba nepiekritu” un “5-pilniba piekritu”!

1-pilniba 2- drizak 3-ne piekritu, 4- drizak 5 -Pilniba

nepiekritu nepiekritu ne nepiekritu piekritu piekritu
Uzlabota kvalitate/precizitate O O O O O
Spéja stradat 24/7 | | | O
Uzlabota produktivitate O O a | O
Izmaksu samazinasana | | a ad O
Tsaks datu apkoposanas laiks O O O O O
Manualo darbu samazinasanas O O | a O
Nodrosinata labaka vadibas | | ] a O
informacija
Mazaks pielauto kludu skaits O O
Optimala debitoru/kreditoru O O O O O
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parvaldiba

Datu integracija un atbilstiba

Atvieglots revizijas process

Optimiz&ti darba resursi

Oo|o|o|d
Oo|o|o|d
Oo|(o|o|d
Oo|(o|o|d
Oo(o|o|d

Lielaka drosiba

9. Péc Jiisu domam kads ir automatizacijas limenis Jiisu uznémuma gramatvedibas procesiem?
a) Visi procesi ir automatizeti

b) Dala no procesiem ir automatizgeti

€) Procesu automatizacija ir planota tuvako 1-2 gadu laika

d) Procesu automatizacija ir planota, bet termin$ nav noteikts

e) Procesu automatizaciju neplanojam

10. Cik augsta limeni, jisu uznémumam jau notiek gramatvedibas procesu automatizacija?

Liidzu, vértéjumu sniedziet skalda no 1 lidz 5, kur “1-Joti zema” un “5-Joti augsta”!

Gramatvedibas procesi 1-loti 2 zema | 3-vidgji | 4 augsta 5-loti Nezinu/griiti Procesu

zema augsta pateikt automatizacija
nenotiek

Statistikas datu apkoposana O O O O O O O

un iesniegSana CSP

Datu apmaina ar banku O O O a a O O

sisttmam

Noliktavas precu kustibas O O O O O O O

analize

Inventarizacijas datu O O O O O O O

apkoposSana un

salidzinasana

Izmaksu sadale pa O O O O O O a

budzetiem

Kases datu apmaina — e kasi O O | | O O a

Debitoru , Kreditoru O | O O d O

parvaldiba

Klientu rékinu izrakstiSana O O O O O O O

un nositisana timeklt

AtskaiSu izveidoSana un O O O O O O O

importésana VID sisteéma

Starp uznémumu a O | | | O a

salidzinasanas

Algu aprékins un izmaksas

Finansu raditaju analize
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Pamatlidzeklu parvaldiSanai O O O O O [} O
Importesanas/Eksportésanas O O O O O O O
iesp&jas no citam sistemam

Digitalu dokumentu ] O a a a O O
augSuplade

Audita datu uzraudziba un | O | O O O O
uznémgjdarbibas risku

izvertéSana

11. Ka jus uztverat automatizacijas ietekmi uz darba lomam un pienakumiem gramatveZa profesija?
a) Pozitiva ietekme, darba apjoms var butiski samazinaties

b) Neitrala ietekme, darba apjoms nevar bitiski samazinaties

€) Negativa ietekme, samazinasies pieprasijums péc gramatvedibas specialistiem

d) Nezinu

12. Kadas izmainas var sagaidit gramatvedibas profesija paaugstinoties automatizacijai?

Liidzu, vértejumu sniedziet skald no 1 lidz 5, kur “1-pilniba nepiekritu” un “5-pilniba piekritu”!

1-pilniba 2-drizak 3-ne piekritu, ne 4- drizak 5-pilniba
nepiekritu nepiekritu nepiekritu piekritu piekritu
Mazaks manualais darbs O O O O O
Pastiprinata uzmaniba O a O O O
strat€giskai analizei un
lémumu pienemsanai
Augstaks prasibu limenis O O O O O
Gramatvedis klts par O O O O O
uznémuma konsultantu ,
finan$u ekspertu
Palielinata sadarbiba ar IT O O O O O
specialistiem

13. Kadi, Jasuprat, ir galvenie faktori, kas nosaka veiksmigu automatizétu procesu ievieSanu
gramatvedibas prakse?

a) Tehnologiska infrastruktiira

b) Organizacijas kultiira un gataviba parmainam
) Skaidrs stratégiskais redz&jums un mérki

d) Atbilstosa personala apmaciba un atbalsts

e) Efektiva parvaldiba un uzraudziba

f) Cita (ladzu, noradiet)
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14. Kada limena apmaciba vai kvalifikacijas paaugstinasana, jusuprat, ir nepiecieSama gramatveZiem, lai
efektivi izmantotu automatizacijas procesu tehnologiju?

a) 2 méne$u kursi optimalaja liment
b) ME&rena apmaciba ar pastavigu atbalstu
c) Plasas apmacibas un sertifikacijas programmas

d) Man nav nepiecieSamas papildus apmacibas

15. Cik liela méra var uzlaboties gramatvedibas procesu kvalitate ievieSot automatizétus procesu?

Liidzu, vértéjumu sniedziet skald no 1 lidz 5, kur “I-nevar uzlaboties” un “5-ieverojami uzlabosies !

Gramatvedibas procesi 1 - nevar 2 - dal&ji nevar 3 - neitrali 4 - dalgji 5 - ievérojami

uzlaboties uzlaboties uzlabosies
Statistikas datu apkopoSana un O O O O O
iesniegSana CSP
Datu apmaina ar banku sistémam | | O a a
Noliktavas precu kustibas analize
Inventarizacijas datu apkoposana O O O O O
un salidzinasana
Izmaksu sadale pa budzetiem O O O O |
Kases datu apmaina — e kasi O | O | a
Debitoru , Kreditoru parvaldiba O O O O O
Klientu rekinu izrakstiSana un | O O a a
nosutiSana timekIt
AtskaiSu izveidoSana un | O O O O
importgsana VID sistema
Starp uzn@mumu salidzinasanas | O O O |
Algu aprekins un izmaksas O O O O O
Finan$u raditaju analize O O O O O
Pamatlidzeklu parvaldisanai O O O O O
Importesanas/Eksportésanas O O O O O
iespgjas no citam sisttmam
Digitalu dokumentu aug$uplade O O | d O
Revizijas procediiru
racionaliz&Sana
Datu integritates un precizitates | a a a |
uzlabo$ana
Samazinats audita laiks un piiles O O O O O
pie procesiem

PALDIES!
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Rita Vidze. KORPORATIVAS SOCIALAS ATBILDIBAS IETEKME UZ KLIENTU
LOJALITATI MAZUMTIRDZNIECIBAS UZNEMUMOS LATVIJA

Ekonomikas un kultiras augstskola

Magistra studiju programma “Biznesa vadiba”
E-pasts: ritavidze@gmail.com

Zinatniska vaditaja: Dr.phil., profesore Velga Vévere

Anotacija

Pétijjuma aktualitate: Korporativa sociala atbildiba (KSA) miisdienas ir kluvusi par loti nozimigu
biznesa sastavdalu. KSA tiek raksturota ka: “Brivpratiga ricibas filozofija un uznéméjdarbibas vertibu
apliecinaSana sabiedribai, veidojot attiecibas starp uzné€meéjiem, uzn€mumiem un ietekmes auditorijam,
kas ietver ilgtspgjigu attistibu un resursu saglabasanu nakamajam paaudzém” (Latvijas darba dev€ju
konfederacija, 2023), un péc Harvardas Biznesa skolas datiem, “77% paterétaju ir motivéti pirkt no
uzn@mumiem, kas ir apnémusies padarit pasauli labaku (Harvard Business School, 2021a). Dati norada
uz to, ka uznémumi, kas seko KSA principiem un ieklauj tos uznémuma stratégiskajos planos, var git
ievérojamas prieksrocibas klientu piesaistiSsana un lojalas klientu bazes izveidoSana, tacu dala no
lielakajiem mazumtirdzniecibas uznémumiem Latvija zinojumus par KSA aktivitatém sava uzn€muma
neveido. Tapéc ir butiski veikt p&tijumu par to kadas KSA aktivitates ietekm& klientu lojalitati
mazumtirdzniecibas uznémumos Latvija.

Pétijjuma mérkis: Identificét korporativas socialas atbildibas aktivitates, kas ietekmée klientu lojalitati
mazumtirdzniecibas uznémumos Latvija.

Pétijuma metodes: Petfjuma tika izmantotas §1s datu ieguves metodes: dokumentu analize, sekundaro
datu analize, mediju monitorings, anketéSana. Tika izmantotas §is datu apstrades metodes:
bibliometriska analize, dinamikas rindu analize, vid&jo lielumu aprékinasana, biezumu analize, grafiska
analize, ranz€Sana.

Sasniegtie rezultati: Izp&tita teorctiska baze par KSA nozimigumu un misdienu aktualitatém. Ar
anket€Sanas palidzibu noskaidrots kadas KSA aktivitates respondenti mazumtirdzniecibas uzn€mumos
Latvija verte visaugstak un ka tas ietekme klientu lojalitati. Rezultata tika izstradatas KSA aktivitasu
pilnveidosanas rekomendacijas mazumtirdzniecibas uznémumiem Latvija.

Atslégas vardi: korporativa sociala atbildiba; mazumtirdzniectbas uznémumi; klientu lojalitate; Latvija.

levads

Korporativa sociala atbildiba (KSA) misdienas ir kluvusi par loti nozimigu biznesa sastavdalu, un
petijuma autores veikta bibliometriska analize liecina, ka arT pétnieku interese par KSA ir ar tendenci
pieaugt (SCOPUS, 2023). Latvijas darba devgju konfederacija KSA raksturo ka: “Brivpratigu ricibas
filozofiju un uznéméejdarbibas vertibu apliecinasanu sabiedribai, veidojot attiecibas starp uznémgjiem,
uznémumiem un ietekmes auditorijam, kas ietver ilgtspgjigu attisttbu un resursu saglabasanu
nakamajam paaudzém” (Latvijas darba dev&ju konfederacija, 2023). Un p&c Harvardas Biznesa skolas
datiem, “77% pateretaju ir motiveti pirkt no uzn€mumiem, kas ir apnémusies padarit pasauli labaku”
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(Harvard Business School, 2021a). Dati norada uz to, ka uznémumi, kas seko KSA principiem un ieklauj
tos uznémuma stratégiskajos planos, var giit ievérojamas prieksrocibas klientu piesaistiSana un lojalas
klientu bazes izveidosana. Tacu dala no lielakajiem mazumtirdzniecibas uznémumiem Latvija KSA
zinojumus neveido. Turklat, Iidz ar Lidl veikalu tikla ienakSanu Latvijas tirgii 2021. gada 15. oktobr1
(Lidl, 2021), un konkurences pieaugumu nozaré, mazumtirdzniecibas uzn€mumiem Latvija ir svarigi
piesaistit klientus un veicinat to lojalitati uzn€mumiem, un KSA aktivitates ir viens no instrumentiem
ka to istenot. Tapec ir butiski veikt p&tijumu par to kadas KSA aktivitates ietekme klientu lojalitati
mazumtirdzniecibas uznémumos Latvija.

P&tijuma merkis bija identificét korporativas socialas atbildibas aktivitates, kas ietekmg klientu lojalitati
mazumtirdzniecibas uznémumos Latvija. Pétjjuma mérka sasniegSanai izvirziti $adi uzdevumi:

— Izpétit KSA teorétiskos aspektus;
— Izpétit mazumtirdzniecibas uzn€mumus Latvija un izvertet KSA aktivitates tajos;

— Izstradat anketu un ar tas palidzibu noskaidrot respondentu viedokli par KSA aktivitatem
mazumtirdzniecibas uznémumos Latvija un noteikt kuras KSA aktivitates ietekmé klientu
lojalitati;

— Identificet nozimigakas KSA aktivitates un izstradat KSA aktivitaSsu pilnveidoSanas
rekomendacijas mazumtirdzniecibas uzn@émumiem Latvija.

Pétijuma objekts bija mazumtirdzniecibas uznémumi Latvija. P&tjjuma priekSmets bija korporativas
socialas atbildibas ietekme uz klientu lojalitati. P&tfjuma jautajums bija $ads: Kadas korporativas
socialas atbildibas aktivitates mazumtirdzniecibas uznémumos Latvija ietekme klientu lojalitati?

P&tfjuma izmantotas $adas datu ieguves metodes:
— Dokumentu analize;
— Sekundaro datu analize;
— Mediju monitorings;
— AnketgSana.
Petijuma izmantotas $adas datu apstrades metodes:
— Bibliometriska analize;
— Dinamikas rindu analize;
— Vidgjo lielumu aprékinasana;
— Biezumu analize;
— Grafiska analize;
— Ranzgsana.
P&tfjuma ierobezojumi:
— Pe&tfjuma periods: pétijums veikts- 2024. gada februaris- aprilis;
— AnketgSana piedalijas 248 respondenti;

— Tika petiti tikai partikas mazumtirdzniecibas uzn€mumi Latvija;
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— Tika petiti lielakie péc apgrozijuma partikas mazumtirdzniecibas uznémumi Latvija - Rimi
Latvia, SIA, Maxima Latvija, SIA, MEGO, SIA, Firma Madara 89, SIA un Lidl Latvija, SIA;

—  Pétitais periods par mazumtirdzniecibas uznémumiem Latvija- 2016. — 2022. gads.

Pétfjuma rezultatu apraksts: AnekteSanas rezultati atklaja, ka respondenti visaugstak verte KSA &étiskas
atbildibas aktivitates, bet viszemak filantropiskas atbildibas aspektus. Turklat 50% no respondentiem
KSA aktivitates mazumtirdzniecibas uznémumos Latvija vert€é apmierinosi. 28% respondenti KSA
aktivitates verte labi un loti labi, bet 22% respondentu norada uz nopietniem trilkumiem KSA joma,
sniedzot veértgjumus slikti un loti slikti. Rezultata tika izstradatas KSA aktivitaSu pilnveidoSanas
rekomendacijas mazumtirdzniecibas uznémumiem Latvija.

Analitiskais apskats

Korporativajai socialajai atbildibai (KSA) ir liels daudzums definiciju un skaidrojumu. Latvijas darba
devgju konfederacija korporativo socialo atbildibu raksturo ka: “Brivpratigu ricibas filozofiju un
uznémejdarbibas vertibu apliecinasanai sabiedribai, veidojot attiecibas starp uzn€meéjiem, uznémumiem
un ietekmes auditorijam, kas ietver ilgtsp&jigu attistibu un resursu saglabasanu nakamajam paaudzem”
(Latvijas darba dev€ju konfederacija, 2023). Petnieki par KSA raksta, ka: “Labi izverstas korporativas
socialas atbildibas aktivitates rada labu reputaciju un veiksmigu socialo un videi draudzigu zZimola telu,
uzlabo darbinieku darba veiktsp&ju, veido labakas attiecibas ar galvenajam ieinteres€tajam personam,
samazina izmaksas un izvairas no reglament&jo$am sankcijam, kas kopuma var nodro$inat uznpémumam
konkurences priekSrocibas un nodro$inat augstaku rentabilitati” (Nechaev & Hain, 2023, 3).

Savukart gramatu autori pauz viedokli ka KSA misdienas ir kluvusi par neatnpemamu uzpémuma
strat€gijas un ikdienas darbibu sastavdalu (Chandler, 2022) un piedévé KSA holistisku pieeju, kas var
atsaukties gan uz uzn@muma mérku izpildi, gan attistibas rezultatiem (Vevere & Svirina, 2020). P&c
petijuma autores domam visi Sie skaidrojumi ietver loti butiskus atslégas vardus, kas ir saistiti ar
uzn@muma attistiSanu tada virziena, lai ilgtermina sniegtu labumu visam iesaistitajam pusém, veicinatu
ilgtsp&ju un vides saglabasanas funkciju un kopvertgjuma raditu pozitivu uznémuma telu ilgtermina.

Korporativa sociala atbildiba ka jédzienu sevi pieteica 1950. gados saistiba ar socialo un vides
aizsardzibas jautajumu aktualiz€Sanos sabiedriba (Latapi-Agudelo, 2019). KSA tiek iedalita Cetras
kategorijas, kas kalpo ka vadlinijas uznémumu darbibas nodrosinasanai saskana ar KSA (sk. 1. tabulu).

1.tabula. KSA ¢etras kategorijas (Avots: autores apkopojums no Harvard Business School, 2021b)

N.p.k. Kategorija Iespéjamas darbibas

- Kaitigas prakses samazinasana;
1. Atbildiba pret vidi - Energijas resursu patérina regulé$ana;

- Negativas ietekmes kompenséSana.

- Etiskas un godigas uzvedibas praktizé$ana pret visam iesaistitajam pusém;

2 Ftiska atbildiba - Godiga atalgf)]uma ievieSana uznémuma, . . ‘

- legadato / piedavato produktu, sastavdalu, materialu vai komponentu atbilstiba
brivas tirdzniecibas standartiem.

. o - lesaiste labdaribas vai bezpelnas projektos;
3. Filantropiska atbildiba B .
- Labdaribas fondu izveide.
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- Godiga nodoklu politika uznémuma;
4. Ekonomiska atbildiba | - Par mérki izvirzit ne tikai palielinat pelnu, bet ari parliecinaties, ka uznémgjdarbiba
pozitivi ietekmé vidi, cilvékus un sabiedribu.

P&c petijuma autores domam Sie punkti raksturo galvenos aspektus pie kuru izpildes uzn€mumam biitu
jastrada, lai sp&tu sevi dévet par korporativi sociali atbildigu uznémumu.

Veicot bibliometrisko analizi, iesp&jams novérot to, ka petnieku interese par KSA t€mam ir ar tendenci
pieaugt, par ko liecina zinatnisko rakstu mekl&jumu rezultatu apjoms Scopus datu baze laika posma no
1957. gada lidz 2023. gadam (sk. l.att.).

2977
3882
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O
ol — [}
— — -~ - v

1957 1970 1980 1990 2000 2010 2020 2023

=o=SCOPUS

1.att. SCOPUS meklgjumu un dinamika par KSA témam (Avots: autores apkopojums no SCOPUS,
2023)

Iegiitie dati norada uz t€mas aktualitati cauri vairakam gadu dekad&m un apstiprina t€mas nozimigumu
un aktualitati musdienas. Veikto petijumu rezultati atspogulo to, ka korporativas socialas atbildibas
iniciativas pozitivi ietekmé dazadus ekonomiskos pasakumus, pieméram uznémumu konkurences
prieksrocibas, reputaciju, finansu raditajus un pateérétaju lojalitati un apmierinatibu (Nguyen u. c., 2023),
turklat ilgtsp€jiga attistiba ir viens no galvenajiem KSA principu ievéroSanas apnemsanas punktiem
(Gonzalez-Morales u. c., 2023). Harvardas Biznesa skola norada, ka “77% patérétaju ir motivéti pirkt
no uznémumiem, kas ir apnémusies padarit pasauli labaku, bet 73% investoru uzskata, ka centieni
uzlabot vidi un sabiedribu veicina vinu investiciju lémumus” (Harvard Business School, 2021a). Péc
pétijuma autores domam, $ie dati liecina par to, ka uznémums, kas seko KSA principiem un ieklauj tos
uznémuma stratégiskajos planos, var git ieveérojamus ieguvumus veidojot lojalu klientu bazi un
piesaistot investorus.

P&c Forbes datiem var secinat, ka, ja sociali atbildigs uznémums saskano savas vertibas ar savu klientu
vertibam, tas paver durvis klientu lojalitatei, tapec paterétaji visdrizak sniegs atbalstu izdarot izveli par
labu konkrétajam uznémumam, Iidz ar ko uznémums paaugstina konkurétsp&ju nozaré (Forbes, 2022)
un $is jautajums starp lielakajiem mazumtirdzniecibas uzn€mumiem Latvija ir aktualizgjies 1idz ar lidz
ar Lidl veikalu tikla ienakSanu Latvijas tirgi 2021. gada 15. oktobrT (Lidl, 2021). Tapéc pétijuma autore
petijuma izvelas analiz&t piecus lielakos (pec uzneémumu apgrozijuma) partikas mazumtirdzniecibas
nozares uznémumus Latvija laika posma no 2016. 1idz 2022. gadam (sk. 2.att.).
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2.att. Lielako mazumtirdzniecibas uznémumu Latvija apgrozijums laika posma 2016-2022. gads (milj.
EUR) (Avots: autores apkopojums no Lursoft, 2023a; Lursoft, 2023b; Lursoft, 2023c; Lursoft, 2023d,;
Lursoft, 2023e)

P&c petfjuma autores domam mazumtirdzniecibas uzn€mumiem Latvija, jo Tpasi tiem uznémumiem, kas
parstav vienu pamatdarbibas veidu, kas ir saistits ar partikas tirdzniecibu, lidz ar Lidl veikalu tikla
ienakSanu Latvijas tirgli 2021. gada 15. oktobrT (Lidl, 2021) ir japieliek papildu piiles, lai piesaistitu
klientus izv€leties vinu parstaveto uzn€émumu un izveidotu lojalu klientu bazi. Tapec petijuma autore
veic padzilinatu izp&ti uzn€mumu majaslapas, lai noskaidrotu to vai p&€tamie mazumtirdzniecibas
uzn@mumi Latvija ir ieviesusi un defingjusi KSA politiku sava uznémuma, apraksta to majaslapa un
sniedz zinojumus par KSA izpildi (sk. 2.tabulu).

2.tabula. KSA politikas atspogulojums lielako mazumtirdzniecibas uznémumu Latvija (p&c uznémumu
apgrozijuma) majaslapas (Avots: autores apkopojums no Rimi, 2023; Maxima, 2023; Mego, 2023; Top,
2023; Lidl, 2023)

KSA politika majaslapa
Uznémums
Ir definéta Nav definéta

Rimi Latvia, SIA X
Maxima Latvija, SIA X

MEGO, SIA X

Firma Madara 89, SIA (Top) X
Lidl Latvija X

Petijuma autores uzskati sakrit ar teor€tiskaja baze izskatitajiem aspektiem, ka KSA aktivitates,
iespgjami, ir viens no instrumentiem, kas var radit pozitivas sekas uz dazadiem uzn€méjdarbibas
aspektiem, taja skaita klientu lojalitates raditajiem. Tac¢u iegiitie dati norada uz to, ka ne visi lielakie
mazumtirdzniecibas uzn€mumi Latvija ir defingjusi KSA politiku un strada pie tas izpildes saskana ar
Apvienoto Naciju Organizacijas Globalo Iigumu, kas “aicina uznémumus attistit labas parvaldibas
praksi un sociali atbildigu ricibu sava uznémuma” (Labklajibas ministrija, 2020), tap&c ir butiski veikt
petijumu lai noskaidrotu vai pastav sakariba starp KSA pasakumu TstenoSanu uznémuma un klientu
lojalitati tam.

Pétijuma metodologija
Petfjuma ietvaros tika izstradata anketa, kas lautu noteikt respondentu viedokli par KSA aktivitatém

mazumtirdzniecibas uzn€mumos Latvija ar mérki identificet kadas KSA aktivitates ietekme klientu
lojalitati. Izstradataja anketa tika uzdoti 22 jautajumi, kas sadaliti blokos p&c to satura un formas. Anketa
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tika uzdoti jautajumi kas lautu respondentus sadalit starp dzimumiem un noteikt respondentu vidgjo
vecumu un tika izveidots respondentu profils. Tika uzdoti jautajumi, kas lautu noteikt veikalu
apmeklgjumu biezumu. Un tika izveidots jautagjumu bloks, kas lautu noteikt KSA kategorijas
nozimigumu péc respondentu domam (atbildiba pret vidi, &tiska atbildiba, filantropiska atbildiba,
ekonomiska atbildiba). Anketa tika ieklauts arT atvertais jautdjums, laujot respondentiem paust savu
viedokli par to kadas KSA aktivitates biitu javeic mazumtirdzniecibas uznémumos Latvija. Apkopojot
rezultatus tika ranzeti KSA kategoriju bloki pec to nozimibas, kas ]ava noteikt tas KSA aktivitates, kas
visvairak ietekme klientu lojalitati.

Aptauja piedalijas 248 respondenti no kuriem 203 respondenti bija sievietes un 45 respondenti bija
viriesi. Un tika noteikts respondentu vidgjais vecums, kas sasniedza 33,2 gadus. Anketa tika izstradata
elektroniska formata un bija publiski pieejama datu vakSanas un apkoposanas portala VisiDati.lv. Uz
iegiito anket€Sanas rezultatu bazes tika izstradatas KSA aktivitaSu pilnveidoSanas rekomendacijas
mazumtirdzniecibas uznémumiem Latvija.

Pétijjuma rezultati

Anket@Sanas pirmaja posma tika noskaidrota mazumtirdzniecibas uznémumu Latvija apmekl&tibas
raditaji. legiitie rezultati norada uz to, ka respondenti visbiezak apmekl€tais mazumtirdzniecibas
uzneémums Latvija ir Rimi (Rimi Latvia, SIA) uz ko norada 52% respondentu. Savukart visretak
apmekl&to veikalu saraksta ierindojas Top (Firma Madara 89, SIA), ko loti reti apmekle vai nekad
neapmeklé 20% respondentu (sk. 3.att.).
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3.att. Respondentu vertgjumi par mazumtirdzniecibas uznémumu apmekl&jumu biezumu (Avots:
autores veiktas anketesanas rezultatu apkopojums)

Petijuma iegitie dati par mazumtirdzniecibas uzn@mumu apmeklI&tibu, summgjot “biezu’ un “loti biezu”
apmekletibu, norada, ka, Rimi (Rimi Latvia, SIA) izvelas 77%, Lidl (Lidl Latvija, SIA) izv&las 65%,
Maxima (Maxima Latvija, SIA) izvélas 63%, Mego (MEGO, SIA) izvélas 32%, bet Top (Firma Madara
89, SIA) izvelas 26% respondentu. No ta iespgjams secinat, ka Rimi, Lidl un Maxima uzrada vismaz
divreiz lielaku apmekletibas raditaju neka to konkurenti Mego un Top.

Veicot anket€Sanas otro posmu, petjjuma autore noskaidroja to, ka respondenti vert€ korporativas
socialas atbildibas pasakumus, kas tiek veikti mazumtirdzniecibas uznémumos Latvija (sk. 3.tabulu).
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3.tabula. KSA aktivitaSu ranz&ums péc pozitivo vert€§jumu Tpatsvara (Avots: autores veiktas
anket€Sanas rezultatu apkopojums)

Vertejumi
Loti Pozitivo
KSA L NP Ne svarigi, | Qyarioi (4 ; vertéjumu
kategorija KSA aktivitate “es(‘]’s‘Flgl ne : g (_) . ipatsvars
. nesvarigi Loti svarigi C-A-B
S | e | OO
2) (A
Etiska Godiga cenu . . . ]
atbildiba politika 0% 2% 98% 96%
Etiska Etiskas un godigas uzvedibas 0 0 0 0
atbildiba praktizgsana pret klientiem 0% 4% 9% 92%
Etiska Etiskas un godigas uzvedibas
atbildiba praktizéSana pret darbiniekiem un citam 0% 8% 92% 84%
iesaistitajam pusém
- Godiga nodoklu politika uznémuma 2% 10% 88% 76%
Etiska Godiga atalgojuma sist€éma
. 2% 12% 86% 2%
atbildiba uznémuma
Etiska Piedavato produktu atbilstiba brivas o o 0 0
atbildiba tirdzniecibas standartiem 5% 12% 83% 66%
Atbll\(lliigia pret Uznémults:)z;eegnast;\gisl ;etekmes 206 16% 82% 64%
- Godpratiga Iilszlzéll)liﬁlgll;)u ieveéroSana 3% 15% 82% 64%
Atbllsiﬂéia pret Kaitigas plrlilr(]sé?rs1 l?re;rzr?llazmz'lsana 9% 20% 71% 42%
. Klientiem sniegta iesp&ja nodot baterijas
Atbﬂ\‘fgia PIEL | ai citas tehniskas iekartas tirdzniecibas 9% 22% 69% 38%
vieta
Atbllsiigia pret Energijas resirzsrlllé;r;alfrrl;ga regulésana 11% 25% 64% 28%
Filantropiska Uznémuma iesaiste labdaribas vai o o o o
atbildiba bezpelnas projektos 5% 32% 63% 26%
Filantropiska _ f s o o o 0
atbildiba Uzn&muma labdaribas fondu izveide 5% 38% 57% 14%
Et.lskﬁ, San.kcuénvl paklauto Va.lstu precu 24% 23% 53% 6%
atbildiba iznemsanas no sortimenta
Filantropiska Beztermina labdaribas pasakumi o o o o
atbildiba tirdzniecibas vieta 14% 33% 53% 6%

Ranzgjot KSA veidus péc to nozimibas tika iegiiti rezultati, kas norada uz to, ka respondenti
kopvertgjuma noverte etisko atbildibu ka nozimigako KSA kategoriju, savukart filantropisko atbildibu
ka vismaznozimigako KSA kategoriju. Bet respondentu veértg§jumi par KSA pasakumiem un to
ievéroSanu mazumtirdzniecibas uzp€mumos liecina par neviennozimigiem rezultatiem. 50%

37



-%é 2001 6\‘}- V} EKONOMIKAS UN KULTURAS

RrA KOV AUGSTSKOLA

respondentu KSA pasakumus vérte ka apmierinosus, 28% ka labus vai loti labus un 22% ka vajus vai
loti vajus (sk. 4.att.).

5% 4%

230 VI 13%

50%
® Loti vaji » Vaji = Apmierino$i = Labi = Loti labi

4 att. Respondentu vertgjums par KSA pasakumiem mazumtirdzniecibas uznémumos Latvija (Avots:
autores veiktas anketesanas rezultatu apkopojums)

Dati norada uz to, ka mazumtirdzniecibas uznémumiem Latvija ir vieta izaugsmei KSA principu
ievérosana un praktiz€$ana uznémuma. So uzskatu pastiprina respondentu paustais viedoklis par to
kadus KSA pasakumus biitu jaievie§ mazumtirdzniecibas uznémumos Latvija (sk. 5.att.).

Nav viedokla 36%
KSA pasakumi mazumtirdzniecibas vietas mazpilsétas IEE————————— 249,
Ziedojumus veic uzné@mumi ne tikai klienti 20%
Godpratiga KSA izpilde, kas nav tikai "uz papira" 12%
Klientu informésana par veiktajiem KSA pasakumiem 5%

Atkritumu $kirosana = 3%

5.att. Respondentu uzskati par to kadi korporativas socialas atbildibas pasakumi biitu jaievies
mazumtirdzniecibas uznémumos Latvija (Avots: autores veiktas anketeéSanas rezultatu apkopojums)

24% respondenti brivaja jautajuma norada, ka vini vel&tos, lai arT mazpilsetu tirdzniecibas vietas biitu
iesp&ja veikt ziedojumus naudas izteiksme, nodot laba stavoklT eso$as nevajadzigas mantas labdaribai
vai nodot bistamos atkritumus (pieméram, baterijas). 20% respondenti uzsver, ka vEl&tos, lai
mazumtirdzniecibas uzn€mumi veiktu lielakus ziedojumus no savas puses, ne vien lidzot to darit saviem
klientiem, jo uzskata, ka nereti pérkot preces konkrétaja uzn€muma un p&cak tas ievietojot ziedoSanas
kast@s, klienti veicina uzn€muma pelnas raditajus, turklat respondentiem biezi vien nav parliecibas par
to, kas ir ziedoto mantu mérkauditorija. 12% respondentu uzskata, ka uzp@mumiem biitu jabut
caurspidigakai KSA politikai, jo viniem trukst uzticamibas tam, ka visas aprakstitas darbibas tiek
godpratigi veiktas. 5% respondentu véletos redzamakas atskaites par KSA aktivitateém un veiktajiem
pasakumiem. 3% respondentu uzskata, ka japastiprina un jauzrauga atkritumu SkiroSanas politika
mazumtirdzniecibas uznémumos Latvija. Uz iegiitajiem rezultatiem pétijuma autore ir izstradajusi KSA
aktivitasu pilnveidoSanas rekomendacijas mazumtirdzniecibas uznémumiem Latvija (sk. 4.tabulu).
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4.tabula. KSA aktivitaSu pilnveidoSanas rekomendacijas mazumtirdzniecibas uznémumiem Latvija
(Avots: autores izstradatas rekomendacijas)

KSA kategorija Veicamas darbibas

- Sniegt publisku darbibu atskaiti un parskatu, par uznémuma &tiskas atbildibas aspektiem un
Etiska atbildiba veiktajam; darbibam ar mérki paradit, ka veiktas KSA aktivitates nav tikai formalitate, bet tiek
realiz&ta praksg.

- Sniegt publisku darbibu atskaiti un parskatu, par uznemuma atbildibas pret vidi aspektiem un
veiktajam darbibam, sasniegumiem un ieguvumiem;

Atbildiba pret vidi - Nodrosinat bistamo atkritumu nodosanas punktus klientiem (baterijas u.c.);
- Nodrosinat KSA pasakumus mazpilsétu tirdzniecibas vietas (atbildiba pret vidi).
Ekonomiska - Par mérki izvirzit ne tikai palielinat pelnu, bet arT parliecinaties, ka uznéméjdarbiba pozitivi
atbildiba atsaucas uz vidi un sabiedribu.
- Sniegt publisku darbibu atskaiti un parskatu, par klientu sniegto filantropisko atbalstu;
- Sniegt publisku darbibu atskaiti un parskatu, par uznemuma sniegto filantropisko atbalstu;
Filantropiska - Iflesl,(l.rt atlald.es_ (kuponu, punktu, virtualas naudas u.c.) veida ziedoto precu iegadei
. tirdzniecibas vieta;
atbildiba

- Nodrosinat ziedoSanas kastes ar iesp&ju klientiem nodot apgérbu un citus sadzives priek§metus
otrreizgjai lietoSanai;

- Nodrosinat KSA pasakumus mazpilsétu tirdzniecibas vietas (filantropiska atbildiba).

P&c petijuma autores domam iegitie rezultati liecina par to, ka atseviskas KSA darbibas spgj veicinat
klientu lojalitati uzn@mumam. KSA ietekme uz klientu lojalitati ir neparprotama, jo ir vérojama sakariba
starp apmekl&tibu tajos mazumtirdzniecibas uznémumiem Latvija, kas skaidri ir defingjusi KSA politiku
sava uznémuma un strada pie tas izpildes, un tiem uzn@mumiem kuros KSA politika pastav dalgji vai
nav definéta vispar. Veicot petijumu autore secina, ka korporativas socialas atbildibas loma un ietekme
uz uznémuma darbibas rezultativajiem raditajiem ir loti liela un ir svariga teju jebkuram uzn€mumam,
kurs strada visciesakaja saskarsmé ar klientiem un vélas gan iegit priekSrocibu par konkurentiem, gan
veicinat klientu lojalitati, gan sniegt pienesumu pasaulei un sabiedribai kopuma.

Secinajumi
Izpetot KSA aktivitates mazumtirdzniecibas uznémumos Latvija, tiek izstradati $adi secinajumi:

— Petfjuma jautajums ir atbildéts — anketeSanas rezultati norada, ka respondenti visaugstak verté
KSA &tiskas atbildibas aktivitates, bet viszemak filantropiskas atbildibas aspektus, kas ietekm&
ar vinu lojalitati uzn@émumam.

— Balstoties uz sekundaro datu analizi un mediju monitoringu secinats, ka vairaki no lielakajiem
mazumtirdzniecibas uznémumiem Latvija nav defingjusi KSA politiku un uznémegjdarbibu
nebalsta uz KSA vertibam.

— Balstoties uz anket€Sanas rezultatiem secinats, ka KSA aktivitates spgj veicinat un ietekmét
klientu lojalitati uzn@mumam. Ir vérojama sakariba starp apmekl&tibu tajos mazumtirdzniecibas
uzp@mumiem Latvija, kas skaidri ir defingjusi KSA politiku sava uznémuma un strada pie tas
izpildes un tiem uzn€mumiem kuros KSA politika nav definéta vispar.

— Balstoties uz anketéSanas rezultatiem secinats, ka respondenti ne vienmér uzticas tam, ka
mazumtirdzniecibas uznémumi Latvija veic godpratigu KSA izpildi.
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— Balstoties uz anketéSanas rezultatiem secinats, ka 24% respondentu norada, ka
mazumtirdzniecibas uzn€mumiem biitu jaievieS vai japilnveido KSA aktivitates Latvijas
mazpilsetas, kas, iesp&jami, sekmétu klientu lojalitati.

Balstoties uz secinajumiem tiek izvirziti $adi priekslikumi:

— Mazumtirdzniecibas uznémumu, kas savu darbibu balsta uz KSA praksi, vadibai biitu jaizstrada
informativi materiali, lai iepazistinatu un izglitotu klientus par KSA aktivitaSu nozimigumu, lai,
iesp&jami, ieviestu balansu veiktajas KSA darbibas un veicinatu klientu lojalitati.

— Mazumtirdzniecibas uzn€mumu vadibai, kas [1dz §im sava uznémgjdarbiba nav ieviesusi KSA
praksi, sadarbiba ar uznémuma juridisko departamentu bitu jaiepazistas ar Apvienoto Naciju
Organizacijas Globalo Iigumu, un jaizverte iespgja sava uznémuma ieviest un istenot KSA labas
parvaldibas principus, kas, iespgjami, ietekmetu gan klientu lojalitates raditajus, gan pozitivi
atsauktos uz vidi kopuma.

— Mazumtirdzniecibas uzn€mumu vadibai ir jaizstrada publiski pieejami veikto KSA pasakumu
aktivitasu parskati vai zinojumi, un, ja tadi tiek sniegti, tiem ir jabit uzskatamakiem neka tie ir
1idz $im, ar mérki informét sabiedribu par veiktajam KSA darbibam un ieguvumiem, kas
ilgtermina, iesp&jami, veicinatu klientu uzticamibu un lojalitati konkrétajam
uznémumanm.

— Mazumtirdzniecibas uznémumu vadibai un marketinga departamentam ir jastiprina KSA
aktivitates mazumtirdzniecibas vietas mazpilsetas, riipgjoties par klientu ertibu, veicinot
filantropisko atbildibu un atbildibu pret vidi, kas, iespgami, veicinatu klientu lojalitati
uzpémumanm.
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Zita Draveniece. DARBINIEKU APMIERINATIBU IETEKMEJOSIE FAKTORI
PAKU SUTIJUMU NOZARE LATVIJA

Ekonomikas un kultiras augstskola

Magistra studiju programma “Biznesa vadiba”
E-pasts: zita.draveniece@inbox.lv

Zinatniskais vaditajs: Dr.phil., profesore Velga Vévere

Anotacija

Pétijuma aktualitate: Zinatniska raksta t€ma: “Darbinieku apmierinatibu ietekmgjosie faktori paku stitijumu
nozaré Latvija” ir Joti aktuala. Darbinieku apmierinatiba nosaka to snieguma rezultatu un darba razigumu, kam ir
nozimiga ietekme uz uznémeéjdarbibas rezultatiem, uznémumu konkurétsp&ju pasaules tirgli un pelnu, kas ietekmé
tautsaimniecibas attistibu kopuma. (Zand & Chang, 2020). Lidz §im nav veikti specifiski p&tijumi, lai noskaidrotu
galvenos faktorus, kas ietekmé darbinieku apmierinatibu paku stitfjumu nozar€ Latvija. Darbinieku apmierinatibu
ietekm&joso faktoru paku siitijumu nozaré Latvija identificESana sniegtu iesp&ju nozares uznémumiem veikt
mérktiecigas darbibas, lai paaugstinatu darbinieku apmierinatibu, ta saglabajot darbiniekus, mazinot darbinieku
rotaciju un kopuma nodrosinot nepiecieSama darbaspéka apjomu.

Pétijuma meérkis: Apzinat darbinieku apmierinatibu ietekmgjosos faktorus paku siitijumu nozaré Latvija.

Pétijjuma metodes: P&tljuma veikSanai izmantotas gan kvantitativa metode (aptauja, ar mérki izzinat darbinieku
paku sttfjumu nozaré Latvija viedokli par to apmierinatibu ietekm&josiem faktoriem), gan kvalitativas petijumu
metode (dalgji strukturétas ekspertu intervijas, ar mérki novertét aptauja ievakto datu praktisko pielietojumuy).

Sasniegtie rezultati: Paku siitjumu nozaré Latvija pec darbinieku vert€juma nozimigaka loma darbinieku
apmierinatibas veidoSana ir atalgojuma faktoru kopai, kam seko personigas attistibas iesp&ju faktoru kopa, darba
apstaklu faktoru kopa, komunikacijas faktoru kopa, ar kolégiem saistiti faktoru kopa un uzraudzibas faktoru kopa.

Atslégas vardi: darbinieku apmierinatiba; darbinieku apmierinatibu ietekméjosie faktori; paku sitijumu nozare.

levads

Lai arT transporta un uzglabasanas nozare Latvija ir viena no piecam lielakajam nozarém p&c nodarbinato
skaita, taja ietilpstos$a paku sttfjumu nozare saskaras ar nozimigiem izaicinajumiem, lai nodroSinatu
nepiecieSama darbaspeka apjomu. Nemot veéra nozares ietvaros nodro$inato pakalpojumu apjoma
pieauguma tendenci, neraugoties uz tehnologisko un automatizacijas risinajumu attistibu,
prognozéjams, ka jau tuvakaja nakotné paku siitjumu nozare saskarsies ar aizvien lielakiem
izaicinajumiem attieciba uz nepiecieSama darbasp&ka apjoma nodrosinasanu.

Darbaspeka trikums paku sttfjumu nozar€ rada ieverojamus izaicinajumus uznpémumiem, ietekméjot to
sp&ju apmierinat pieprasijumu un saglabat konkurétsp&ju. Tomér ir vairakas stratégijas, kuras uznémumi
var izmantot, lai risinatu §is problémas. Viena no galvenajam stratégijam ir ieguldit darbinieku apmacibu
un kvalifikacijas paaugstinaSanas programmas. Uzlabojot sava darbaspeka prasmes, uznémumi var
uzlabot produktivitati, pielagoties izmainam tehnologija un automatizacija, paaugstinat darbinieku
apmierinatibu un saglabat darbiniekus ilgaku laiku, un ta saglabat konkur&tsp&ju un apmierinat augosas
nozares prasibas.
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Lai nodrosinatu gan paku stitijumu nozaré kopuma, gan katra komersanta, kur§ paku siitfjumu nozaré
darbojas darbinieku skaita pietickamibu, svarigi nodrosinat nozaré€ stradajoso darbinieku apmierinatibu.
Pétfjuma merkis bija apzinat darbinieku apmierinatibu ietekm&josos faktorus paku sitijumu nozaré
Latvija. Petijuma tika izvirziti $adi pétijuma uzdevumi:
— Apkopot un teorétiski analizet zinatnisko literatiru par darbinieku apmierinatibu ietekmgjosiem
faktoriem;

— Veikt paku sutiju nozares Latvija izpéti;
— Veikt pétijumu par darbinieku apmierinatibu ietekmgjoSiem faktoriem paku sttijumu nozaré
Latvija.
— Petfjuma jautajums: Kadi ir darbinieku apmierinatibu ietekmgjosie faktori paku stitijumu nozaré
Latvija?
Datu vaksanas metodes bija Sadas:

— Kvantitativa p&tijumu metode, proti, aptauja, ar merki izzinat darbinieku paku siitijumu nozaré
Latvija viedokli par to apmierinatibu ietekmgjosiem faktoriem.

Datu apstrades metode bija $ada:
— Aptauja ievakto datu analize Microsoft Excel, vidgjais aritm&tiskais, moda, mediana ;
— Aptauja ievakto datu grafiska analize ;

— Aptauja ievakto datu analize SPSS, Kronbaha alfa, darbinieku apmierinatibas un augsti
novertéto apmierinatibu ietekmejoso faktoru korelacija.

P&tfjuma rezultati: Paku siittjumu nozaré Latvija p&c darbinieku vertgjuma nozimigaka loma darbinieku
apmierinatibas veidos$ana ir atalgojuma faktoru kopai, kam seko personigas attistibas iespgju faktoru
kopa, darba apstaklu faktoru kopa, komunikacijas faktoru kopa, ar kolégiem saistiti faktoru kopa un
uzraudzibas faktoru kopa.

Analitiskais apskats

Visparpienemta darbinieku apmierinatibas definicija nepastav, tomer literatlira ir daudz apmierinatibas
ar darbu definiciju, kam par iemeslu ir tas, ka apmierinatiba ar darbu dazadiem cilvékiem nozimé
dazadas lietas, jo darbiniekus ietekmé& dazadi faktori, tostarp personiskas Tpasibas, vajadzibas, vertibas,
jiitas un ceribas. Tapat tas atSkiras dazadas organizacijas, jo apmierinatibu ar darbu ietekméjosie faktori,
pieméram, darba vide, darba raksturojums, darbinieku iespgjas un darba vide atSkiras atkariba no
organizacijas (Harputlu, 2014).

Apmierinatiba ar darbu tiek definéta ka cilvéka passajiita vai garastavoklis saistiba ar darbu (Chughati
& Perveen, 2013) ka ari darbinieka pozitiva attieksme pret uznémumu, kolégiem un, visbeidzot, darbu

pozitivas emocijas, un §Ts pozitivas emocijas liecina par apmierinatibu ar darbu (Green, 2000).

Apmierinatibas ar darbu teoriju aizsakums ir Frederika V. Teilora ideja par “zinatnisko vadibu” vai
“teilorismu” 1911. gada. Frederiks V. Teilors, Frenks Gilbrets un Henrijs L. Gants ierosinaja algu
stimuléSanas modelus, lai motivetu cilveékus darba. Saskana ar So ideju cilvékus varétu motivet tikai
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nauda (Luthans, 1995). Literattra ir vairakas atskirigas teorijas, kas mégina izskaidrot apmierinatibu ar
darbu, no kuram ievérojamakas ir sadalitas divas kategorijas - satura teorijas un procesu teorijas.

Nozimigakas satura teorijas ir:

— Maslova vajadzibu hierarhijas teorija;

— Aldefera - ERG;

— Hercberga divu faktoru teorija;

— Makklelanda vajadzibu teorija.
Nozimigakas procesa teorijas ir:

— Gaidu teorija;

— Lidztiesibas teorija;

— Neatbilstibas teorija;

— Darba raksturojuma teorija;

— Meérku noteiksanas teorija, u.c. (Zand & Chang, 2020).
Izstradajot darbinieku apmierinatibas teorijas, to ietvaros pé€tnieki defingjusi dazadus faktorus, kas
ietekmé darbinieku apmierinatibu. Darbinieku apmierinatibu ietekmé&josie faktori ir iedaliti divas
galvenajas grupas - vides faktori un personiskie faktori. Personiskie faktori ietver demografiskos
mainigos, kas ir dzimumu, vecumu, izglitibas Iimeni, darba stazu. Vides faktori ietver darba apstaklus,
personigas attistibas iesp&jam, atalgojumu, uzraudzibu, kolégus, un komunikaciju (Spector, 1997).
Darbinieku apmierinatibu nosaka darbinieka raksturlielumi, kas veido darbinieka pasa uztveri un virkne

argji apstakli, un, nemot véra Sos darbinieka raksturlielumus, darbinieku apmierinatibu ietekmejoSiem
faktoriem var bt dazada nozZim€ un ietekme un darbinieku apmierinatibu.

Termins CEP ir saisinajums no “kurjerpasta, eksprespasta un paku pakalpojumi” (Courier, Express and
Parcel Services, Eng.). Tas attiecas uz pasta un logistikas uznémumiem, kas galvenokart parvada
sttijumus ar salidzino$i mazu svaru un tilpumu, pieméram, vestules, sikpakas, dokumentus vai sikas
sttfjumus, turpmak darba — paku sttijumu nozare (Skupell & Wodnicka, 2023). Latvija paku sttjjumu
nozare ir ietverta Pasta nozar€ un to regulé Sabiedrisko Pakalpojumu Regulésana Komisija (SPRK).
2023. gada Latvija pasta nozaré kopgjie ienémumi bez Pievienotas Vertibas nodokla veidojusi 173.7
miljonus eiro (sk. 1.att.).

9, 5%

u Paka = Vestule m Abonfta prese

1.att. leneémumi pasta nozarg€ pa siitijumu veidiem 2023. gada Latvija milj. eiro (Avots:
autores veidots peéc SPRK, 2024)
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Parrobezu nosiitito vestulu skaits perioda no 2019. Iidz 2023. gadam samazinajies par 50%, savukart
parrobezu nosiitito paku skaits taja pasa perioda pieaudzis par vairak ka 100%.

Pasta nozare iek§zeme nosutitas abongtas preses skaitam ik gadu ir tendence samazinaties, no 2019. Iidz
2023. gadam samazinajums veido 30%, tapat tendence samazinaties ir ar1 iek§zeme nositito vestulu
skaitam, no 2019. lidz 2023. gadam samazinajums veido 49%. Savukart nosutito paku skaits no 2019.
lidz 2021. gadam palielinajies vairak ka par 100%, 2022. gada saglabajies teju nemainigs un 2023.
nedaudz samazinajies. Secinams, ka apjomam paku siitfjumu nozare Latvija tapat ka pasaulg ir tendence
palielinaties. Autore apkopojusi datus par pasta sttljumu nozar€ Latvija komersantiem, kuri 2023. gada
izpildijusi lielako stitijumu skaitu (sk. 2.att.).

AN

= SIA "Omniva" = SIA "DPD Latvija"
SIA "VENIPAK LATVIJA" SIA "Ttella Logistics"
= VAS "Latvijas Pasts" = Pargjie

2. att. Sutijumu skaits pa komersantiem 2023. gada Latvija (Avots: autores veidots peéc SPRK, 2024)

32% no visiem nosititajiem siitijumiem izpildijusi SIA “Omniva”, kam seko SIA “DPD Latvija”, kas
izpildijusi 23% no visiem sutfjumiem, ar 16% seko SIA “VENIPAK LATVIJA”, 9% SIA “Itella
Logistics” un 6% VAS “Latvijas pasts”. No ka secinams, 5 uzskaititie, jeb 8% komersanti, izpilda 86%
no visiem siitijumiem pasta nozaré Latvija un 55, jeb 92% komersanti izpilda vien 14% no visiem
sttfjumiem pasta nozar€ Latvija.

P&c Centralas Statistikas Parvaldes (CSP) datiem, pasta nozaré nodarbinato skaits ir ietverts transporta
un uzglabasanas nozares nodarbinato skaita, kas ir viena no piecam lielakajam nozar€m Latvija péc
nodarbinato skaita. Nozaré nodarbinato skaits no 2019. [idz 2022. gadam ir samazinajies, savukart 2023.
gada atkal palielinajies Iidz 2019. gada Itmenis, turklat palielinajumu veidojis tieSi nozare stradajoso
viriesu skaita palielinajums. 2023. gada no visiem transporta un uzglabasanas nozaré stradajosajiem
30% bijusas sievietes un 70% viriesi.

Deloitte zinojuma par paku stitijumu nozares tendencém, uzskaititi biitiskakie izaicinajumi, ar kuriem
saskaras paku siitijumu nozare, ikviens no uzskaititajiem izaicinajumiem ir pieaugoss darbaspeka
trikums.

Paku sttfjumu nozaré darbaspéka triikums ir biitisks izaicinajums, ierobezota darbinieku pieejamiba
apgritina pieprasijjuma apmierinasanu, ka rezultata rodas kavéSanas un klienti ir neapmierinati.
Darbinieku trikums var palielinat darbaspéka izmaksas, jo uzpn@mumi piedava labakas algas un
pabalstus, lai noturétu un piesaistitu darbiniekus. Sie faktori var negativi ietekmét nozares uznémumu
pelnu un konkurgtspgju.
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Paku stitijumu nozare, visticamak, turpinas attistities arT turpmakajos gados, ko veicinas e -komercijas
pieaugums. Iesp&jams, ka pieaugumu pavadis ari izmainas tehnologijas un automatizacija, kas var
ietekmet darbaspeka pieprasijumu. Uzpemumiem ir svarigi saglabat elastibu un pielagoties STm
parmainam, ieguldot apmacibas un kvalifikacijas paaugstinaSanas programmas, lai vinu darbinieki
saglabatu konkurétsp&ju un to apmierinatiba ar darbu biitu augsta, ta samazinot darbaspéka rotaciju un
nodrosinot darbaspéka pietieckamibu (Maniam et al., 2022).

Pétijjuma metodologija

Petfjuma veiksanai darba autore izstradajusi struktur&tu aptaujas anketu ar slégtiem pantiem, kura sastav
no 3 dalam. Aptaujas anketas pirma dala sastav no 4 pantiem, kuri izzina respondentus, to dzimumu,
vecumu, izglitibas Iimeni un darba stazu uznémuma. Aptaujas anketas otra dala sastav no 7 pantiem,
kuri veidoti katra no vides faktoru kopam, kas veido darbinieku apmierinatibu, darba apstakli,
personigas attistibas iespg&jas, atalgojums, uzraudziba, kolg€gi un komunikacija un katru no visas faktoru
kopas kopa, un aicina darbiniekus sarindot faktorus péc to nozimiguma no 1 Iidz 5. Anketas tresa dala
sastav no 31 panta, kur darbinieki aicinati novertet savu apmierinatibu visas faktoru kopas ar katru no
identificetajiem faktoriem.

TreSaja dala atbildes uz jautajumiem veidotas p&c Likerta skalas, noteiktas veértibas no 1 - pilniba
nepiekritu, [idz 4 - pilniba piekritu, kas sniedz iesp&ju aptauja neievakt neitralus vertgjumus. Lai ieglitu
iespgjami pilnigus datus par darbinieku apmierinatibu, pamatojoties uz veikto paku siitfjumu nozares
Latvija izp€ti, par petjjuma izlasi noteikti 5 lielako uzn@émumu, kas kopuma nodroSina 86% no
pakalpojumu izpildes darbinieki, SIA “Omniva”, SIA “DPD Latvija”, SIA “VENIPAK LATVIJA”, SIA
“Itella Logistics” un VAS “Latvijas Pasts” darbinieki (sk. 3.att.).

219

157
87

= SIA "Omniva" = SIA "DPD Latvija"
SIA "VENIPAK LATVIJA" SIA "Itella Logistics"
= VAS "Latvijas Pasts"

3. att. P&tijuma izlase (Avots: autores veidots péc Firmas.lv, 2024)

3.att€la redzams, ka VAS “Latvijas pasts” darbinieku skaits parsniedz citu p&tjjuma izlas€ ieklauto
uzneémumu darbinieku skaitu pat 25 reizes, tapec, lai nodrosinatu, ka petijuma rezultati sniedz ieskatu
par visu pétjjuma izlas€ ietverto uzp@émumu darbinieku apmierinatibu ietekm&joSiem faktoriem un
izvairoties no augsta VAS “Latvijas pasts” respondentu skaita Tpatsvara, par pétijjuma izlasi noteikti 87
(zemakais darbinieku skaits petijuma izlas€ ieklautajos uzn€mumos) darbinieki no katra petjjuma izlasé
ieklauta uznémuma, kopuma 435 darbinieki.
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Aptaujas anketa sagatavota elektroniski un izvietota datu vakSanas un uzglabasanas vietngé Google
aptaujas, kas nodroSina ievaktos datus apkopta veida. Aicinajums piedalities aptauja nositits e-pasta 5
lielako uznémumu paku sttijumu nozaré kontaktpersonam, kas aicinajumu piedalities aptauja
nosiitjusas visiem uznémumu darbiniekiem. Aptauja norisinajusies 3 ned€las no 2024. gada 4. marta
l1dz 24. martam, pétijuma piedalijusies visi, 326 paku sttljumu nozares Latvija darbinieki, jeb 75% no
pétijuma izlases, kas uzskatams par izcilu raditaju. Aptauja ievaktie dati analizéti veicot grafisko analizi
un SPSS, nosakot Kronbaha alfa, un darbinieku apmierinatibas un augsti noveértéto apmierinatibu
ietekméjoso faktoru korelaciju.

Petijuma rezultati

Pamatojoties uz aptauja ievaktajiem datiem, autore veikusi visu darbinieku apmierinatibu ietekmgjoso
faktoru kopu nozimibas grafisko analizi (sk. 4.att.).

Komunikacijas faktori

Ar kolégiem saistiti faktori
Uzraudzibas faktori
Atalgojuma faktori

Personigas attistibas iesp&ju faktori

Darba apstaklu faktori
0

©

1,0 20 30 40 50

4. att. Visu faktoru kopu nozimiba darbinieku apmierinatibas veidoSana paku siittjumu
nozar€ Latvija (Avots: autores veidots péc aptaujas datiem)

4.attela uzskatami atainots, ka darbinieku apmierinatibas veidosana péc darbinieku vert§juma

apstaklu faktori. Salidzinosi ar zemaku nozimibu novértéti komunikacijas faktori, ar kolégiem saistiti
faktori un uzraudzibas faktori.

Darba autore veikusi vidgja aritmétiska aprékinu, ta noskaidrojot darbinieku apmierinatibu ar katru no
darbinieku apmierinatibu ietekmé&josam faktoru kopam (sk. 5.att.).

Komunikacijas faktori

Ar kol&giem saistiti faktori
Uzraudzibas faktori
Atalgojuma faktori

Personigas attistibas iesp&ju faktori

Darba apstaklu faktori
0,00 0,50 1,00 1,50 2,00 2,50 3,00 3,50

5. att. Darbinieku apmierinatiba ar apmierinatibu ietekméjosiem faktoriem paku siitijumu nozarg
Latvija (Avots: autores veidots pec aptaujas datiem)
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S.att€la atainots, ka kopuma darbinieki ir gandriz vienlidz apmierinati ar visam apmierinatibu
ietekm&joso faktoru kopam, tomér uzskatami atainots, ka apmierinatiba ir zemaka ar personigas
attistibas iesp&ju faktoriem.

Veicot Kolmogorova — Smirnova testu katra aptaujas anketas skala atseviski, novérot, ka ir atbilstiba
normalsadalijumam ka ar7 ]oti butiskas un maksimali butiskas atskiribas no normalsadalijuma.

Vairakas aptaujas anketas skalas datu sadalijums neuzrada atbilstibu normalsadalijumam, tap&c turpmak
pétijuma veikSanai izmantotas neparametriskas statistiskas analizes metodes. Veikta Pirsona paru
korelacijas analize un noteikts vai pastdv biitiska sakariba starp petijuma gaita identific€tajiem
darbinieku apmierinatibu ietekmg&josiem faktoriem un darbinieku apmierinatibu (sk. 1. tabulu).

1.tabula. Pirsona paru korelacijas analize (Avots: autores aprékini péc aptauja ievaktajiem datiem)

Kopéja apmierinatiba
- . Statistiska
Pirsona korelacijas - Korelacijas veids nozimiba
L p vertiba N
koeficients (r)
Starp pazimém ir AT
Darba apstak]u faktori 0,404 0,008 326 viduvgja pozitiva ffg;iﬂ; kal
korelacija &
o Starp pazimém ir AT
Personigas atfistibas 0.403 0,008 326 viduvaja pozitiva statistiski
iespgju faktori o nozimiga
korelacija
Starp pazimém ir T
Atalgojuma faktori 0,429 0,005 326 viduvaja pozitiva staistisid
korelacija &
Starp pazimém ir T
Uzraudzibas faktori 0,355 0,021 326 viduvaja pozitiva fg;'jﬂf";
korelacija &
. o Starp pazimém ir s
Ar kolegiem saisfiti 0,355 0,021 326 viduvgja pozitiva statistiski
faktori — nozimiga
korelacija
Starp pazimém ir AT
Komunikacijas faktori 0,365 0,017 326 viduvaja pozitiva fg;'jﬂf";
korelacija &

Analizgjot sakaribas starp kop&jo darbinieku apmierinatibu un apmierinatibu ar dazadam apmierinatibu
ietekmé&josam faktoru kopam, darba apstaklu faktori, personigas attistibas iesp&ju faktori, atalgojuma
faktori, uzraudzibas faktori, ar kolégiem saistiti faktoru un komunikacijas faktori, konstatéta pozitiva,
vidg&ji cieSa, statistiski nozimiga sakariba starp raditajiem, kas liecina, ka atSkirigi raditaji dal&ji parklajas
un ir savstarpgji saistiti. Analiz€jot datus par sakaribam, noskaidrots, ka matematiski statistiski
visciesaka sakariba ir starp darbinieku apmierinatibu un atalgojuma faktoriem, r=0,429, kam seko darba
apstaklu faktori un personigas attistibas iesp&ju faktori.

Secinajumi

Petfjuma merkis: Apzinat darbinieku apmierinatibu ietekmgjosos faktorus paku siitijumu nozar€ Latvija,
ir sasniegts. P&tjjuma uzdevumi ir izpilditi. P&tfjuma jautajums: “Kadi ir darbinieku apmierinatibu
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ietekméjosie faktori paku sttfjumu nozare Latvija?” ir atbildets.

Paku siitjumu nozaré Latvija péc darbinieku veértgjuma nozimigaka loma darbinieku apmierinatibas
veidoSana ir atalgojuma faktoru kopai, kam seko personigas attistibas iespgju faktoru kopa un darba
apstaklu faktoru kopa. Salidzino$i ar zemaku nozimibu noveértéta komunikacijas faktoru kopa, ar
kolggiem saistiti faktoru kopa un uzraudzibas faktoru kopa.

Darbinieki paku siitjumu nozar€ Latvija kopuma ar darbu ir apmierinati un ir gandriz vienlidz
apmierinati ar visam darbinieku apmierinatibu ietekmé&josam faktoru kopam.

Korelacijas koeficienta aprékina rezultati sakrit ar aptaujas otraja dala ievaktajiem datiem un
liecina, ka darbinieku apmierinatibu visnozimigak ietekmé&josas faktoru kopas ir atalgojuma
faktori, personigas attistibas iesp&ju faktori un darba apstaklu faktori.
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Nauris Sedlers. INTEGRETAS VADIBAS SISTEMAS PAPLASINASANAS
IESPEJAS NODROSINOT ATBILSTIBU JAUNAM STANDARTAM UZNEMUMA
“INTERLUX”

Ekonomikas un kul/tiras augstskola

Magistra studiju programma “Biznesa vadiba”
E-pasts: nauris.sedlers@gmail.com
Zinatniskais vaditajs: Mg. oec. Janis Pildavs

Anotacija
Pétijuma aktualitate: Integrétas vadibas sisteémas (IVS) ir kluvusas par biitisku sastavdalu miisdienigu
uznémumu darbiba, palidzot uzlabot to darbibas raditajus un sasniegt augstaku darba efektivitati. Saja
konteksta petijums fokus€jas uz uzn€muma esosas IVS paplasinasanas iesp&jam, ievieSot atbilstibu
jaunam standartam I1SO 13485, lai saglabatu un uzlabotu uzpnémuma konkurétsp&ju dinamiskas
konkurences apstak]os.

Pétijjuma meérkis: PEtijuma galvenais mérkis ir identificét un izvertet iespgjas integret jaunu ISO 13485
standartu uzn@muma eso$aja integrétaja vadibas sisteéma, saglabajot tas atbilstibu uznémuma vizijai,
meérkiem un starptautiskiem normativiem. Tadgjadi petijums sniegs ieteikumus uznémumam, ka
sekmigi paplasinat VS, integr&jot taja ISO 13485 standarta prasibas un elementus.

Pétiljuma metodes: Petjjuma metozu pamata ir literatiras parskats par integréto kvalitates vadibas
sistemu, ISO 9001 un ISO 13485 standartiem un to savstarp&jo mijiedarbibu. Papildus tam, tiks veikta
uznémuma vadibas sistémas dokumentu analize un padzilinatas intervijas ar uzn€muma vadibu un
kvalitates vadibas specialistu, lai ar transkripcijas palidzibu iegiitu praktisku izpratni par pasreizgjo IVS,
tas ieguvumiem, problémam un iesp&jamajam paplasinasanas iesp&jam. P&tijuma rezultatu apkoposanai
tiks izmantota grafiska analize.

Sasniegtie rezultati: PEtijuma gaita tiks identificétas un analizétas iespgjas integrét 1SO 13485
standartu esoSaja IVS, piedavati praktiski ieteikumi uzp€mumam, ka sasniegt maksimalo labumu no
$adas paplasinasanas un tiks izvertéta §is integracijas ietekme uz uznémuma darbibu. Tadgjadi petijums
palidz8s uznémumam pielagoties mainigajiem uznéméjdarbibas vides apstakliem un stiprinat ta
konkuretspgju tirgti, nodrosinot augstaku darbibas efektivitati un piedavato produktu kvalitati, tadejadi
uzlabojot uzne@muma ilgtsp&ju un sniedzot labumu vispargjai sabiedribas veselibai un vides kvalitatei.

Atslegas vardi: kvalitate; sistéema; vadiba; integrdcija,; konkurétspéja.

levads

Misdienigos uzne@mumos par biitisku to darbibas sastavdalu ir kluvusas Integrétas vadibas sist€mas
(IVS), 1pasi joprojam augosaja medicinas iekartu razosanas, izplatiSanas un ar to saistito pakalpojumu
snieg8anas sfera, palidzot uzlabot to darbibas raditajus un sasniegt augstaku darba efektivitati. Globalie
tirgi liecina gan par strauju konkurences pieaugumu , gan par pieaugos$am regulativajam prasibam S$aja
sektora. Piemeéram, “Fortune Business Insights” sava pétijjuma, globalo medicinas ieri¢u tirgu
2023. gada ir novertgjis 536.12 miljardu ASV dolaru apméra, paredzot tam 5,9 % ikgadgjo izaugsmi,
2030. gada tirgus apmé&ram sasniedzot 799.67 miljardus ASV dolaru (1. att.). To veicinas picaugosie
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attistito valstu veselibas apriipes sistému térini un jauni sasniegumu medicinisko tehnologiju joma
(Fortune Business Insights, 2024) (sk. 1. att.). Lidzigu izaugsmi nozarei paredz arT jaunakais ‘“Market
Data Forecast” petfjums, uzsverot nozimigo COVID-19 ietekmi uz industriju, seviski maksligas
elpinasanas un telemedicinas jomas (Market Data Forecast, 2024).

800 -~
700"

600 [

Miljardi

500"

400

2023 2024 2025 2026 2027 2028 2029 2030

1.attels. Globala medicinas tehnologiju tirgus izaugsmes prognoze (Avots: autora veidots péc Fortune
Business Insights, 2024)

Sados dinamiska vidé stradajo$u medicinas tehnologiju uznémumos standarta ISO 13485 “Mediciniskas
ierices. Kvalitates parvaldibas sist€émas. Reglament&josas prasibas” ievieSana, paplasinot esosas IVS,
var uzlabot darba kvalitati, nodroSinot, ka vinu produkti un pakalpojumi atbilst visaugstakajiem
kvalitates un drosibas prasibam.

Turklat, pieaugosa uzmaniba un riipes veselibas apriipes nozar€ par produktu dro§ibu, efektivitati un
pacientu labklajibu prasa, lai uznémumi, kas darbojas $aja joma, demonstrétu pilnigu atbilstibu
standartiem un regulativajiem noteikumiem. Tad&jadi pétijums par IVS paplasinaSanas iesp&jam,
ievieSot jauno ISO 13485 standartu, ir loti aktuals un nozimigs, nodro$inot, ka uznémumi spgj saglabat
un uzlabot savu konkurétsp&ju dinamiskaja un prasigaja medicinas nozares vide.

Galvenais pétijuma mérkis ir identificét un izvertét iesp&jas integrét jaunu ISO 13485 standartu (LVS
EN ISO 13485:2016, 19.05.2016) uznémuma "Interlux" esosaja integrétaja vadibas sistéma. Petijuma
uzdevumi ietver:

— Literatiiras apskats par ISO 9001 un I1SO 13485 standartiem un to savstarp&jo mijiedarbibu;

— Analizét uzn@muma vadibas sisteémas dokumentus un identificét nepiecieSamas izmainas ISO
13485 standarta ievieSanai;

— Veikt padzilinatas intervijas ar uzn@muma vadibu un kvalitates vadibas specialistiem, lai
izprastu eso$as IVS specifiku un papildinasanas ieviestos ieguvumus un izaicinajumus;

— Sagatavot ieteikumus 1ISO 13485 integracijai, pamatojoties uz iegiitajiem datiem.

Petfjuma izvirzita hipotéze ir $ada: integréjot ISO 13485 standartu "Interlux" uznémuma vadibas
sistéma, tiks uzlabota produktu atbilstiba regulativajam prasibam un paaugstinata to droSiba un
efektivitate, kas veicinas uzn@muma konkuré&tspgjas un tirgus pozicijas uzlabosanos.
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Petfjuma tiek izmantotas vairakas datu ieguves un apstrades metodes:

— Literatiiras parskats, lai izprastu standartu teorétisko pamatojumu un ietekmi uz integréto
vadibas sisteému izveides praksém;

— Dokumentu analize, lai saprastu uznémuma esosas sist€mas konfiguraciju un nepiecieSamas
modifikacijas;

— Padzilinatas intervijas, izmantojot transkripciju analizi, lai gttu dzilaku izpratni par vadibas un
darbinieku skatfjumu uz uzn€muma IVS un tas attistibas perspektivam;

— Qrafiska analize datu un rezultatu vizualizacijai un interpretacijai.

P&tijuma rezultata tika sagatavoti praktiski ieteikumi 1ISO 13485 efektivai integracijai "Interlux" vadibas
sistéma, tostarp vispargjs plans nepiecieSamajam izmainam dokumentacija un procesos. Tika izverteta
§Ts integracijas potenciala ietekme uz uzn€muma konkur€tsp&ju un sp&ju atbilst augstakiem drosibas un
kvalitates standartiem, nodroSinot uzn@muma ilgtsp€jigu attistibu un labaku atbilstibu tirgus un
regulativajam prasibam.

Analitiskais apskats

ISO 13485 ietverSana integréetajas vadibas sistemas (IVS) medicinas iericu nozare kliist arvien svarigaka
un nozimigaka, jo gan pasaulé, gan Eiropas Savieniba pieaug regulativas un tirgus prasibas péc
kvalitates un drogibas. ST standarta integracija ir svariga arT konteksta ar Eiropas Savienibas jaunajam
regulam par medicmas iericem (MD) un in vitro diagnostikas medicinas iericem (IVD), kas paredz
detalizétakas prasibas kvalitates vadibas sisttmam un produkta dzives cikla parvaldibai. Eiropas
Savienibas regula par medicinas iericém (Eiropas parlamenta un padomes regula (ES) 2017/745,
05.04.2017) un regula par in vitro diagnostikas medicinas iericém (Eiropas parlamenta un padomes
regula (ES) 2017/746, 05.04.2017) ietver pastiprinatas prasibas attieciba uz produkta drosibu,
efektivitati un kvalitates parvaldibu. Sis regulas prasa, lai medicinas ieri¢u razotaji ieviestu sistematiskus
riska vadibas pasakumus visa produkta dzives cikla, kas ir atbilstigi arT ISO 13485 standarta prasibam
par riska parvaldibu (Davar et al., 2024). Lai Sis standarts ir harmonizg&ts ar aktualo likumdosanu, ta
prasibas pilniba nenosedz visas aktualas atbilstoSo regulu prasibas un pilnai atbilstibai uzn€mumiem
savas IVS ir nepiecieSams papildinat ar papildus procediram (Brkic, 2023), atbilstibu kuram
uzne€mumiem naksies apliecinat ar papildus specialam sertifikacijam. ISO 13485 sertificétiem
uznémumiem S$aja aspekta biis priekSrocibas, tiem biis jau izstradats IVS ietvars un So papildus
procediiru ievieSana pilnai atbilstibai likumdo$anai biis daudz vienkarsaka un atraka (Kheir et al., 2021).

Turklat, gaidamas izmainas ASV FDA kvalitates vadibas sistemu regulgjuma (QMSR, 2024), kas stajas
speka 2026. gada, prasa, lai uzneémumi saskanotu savas kvalitates sistémas ar ISO 13485 standarta
plasakajam un elastigakajam prasibam (QMSR, 2024). Tomér FDA arT atzist, ka ISO 13485 standarts
paslaik neatbilst visam FDA izvirzitajam specifiskajam prasibam, pieméram, stidzibu registracijas un
ieri¢u markesanas prasibam, un ir izdevusi papildus noteikumus, lai nodrosinatu nepartrauktu atbilstibu
Sajas jomas sava jaunaja regulgjuma (Oyster & Laroche, 2024). Pastav arvien pieaugosa vienpratiba par
medicinas iericu raZotaju un izplatitaju nepiecieSamibu pielagot savas kvalitates vadibas sist€mas,
ieklaujot standartus, pieméram, ISO 13485, lai apmierinatu atbilstibu gan regulativajam prasibam, gan
arf tirgus izmainu tendencém. Sis standarts uzsver spécigu klientu orientaciju, riipigu dokumentaciju un
sisteémisku vadibas parskatu procesu, kas ir butiski, lai uzturétu augstu produkta kvalitati un drosibu
(Dhilawala, 2022).
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Kopuma nepieciesamibu veikt p&tijumus $aja joma pastiprina globalas notiekosas regulativas izmainas
un sarezZgita starptautisko standartu, pieméram, ISO 13485, integréSana esoSajas kvalitates parvaldibas
sisttmas. Kopuma $ada integracijas procesu izp&te un ievieSana medicinas iericu nozare palidz labak
orient€ties mainigaja regulativaja vide un uzlabot uzn€mumu darbibas efektivitati.

Analizgjot kopigo un atSkirigo starp ISO 9001 un ISO 13485 standartiem un to prasibam, autors
konstate, ka batiski ir nemt véra ne tikai standartus, bet ari to versijas. ISO 9001:2015 standarts ir
visparigaks un universalaks, piemé&rojams praktiski jebkadam industrijam un nozarém to
organizatoriskas efektivitates un klientu pieredzes uzlaboSanai (Drinke, 2019), savukart
ISO 13485:2016 standarts ir atvasinats no ISO 9001:2008 standarta, talak ir specifiski pielagots
medicinas tehnologiju industrijai un ir papildinats ar prasibam, kas nodro§ina augstaku medicinisko
ieri¢u droS§ibu un harmonizaciju ar likumdoSanas prasibam (sk. 2.att). Tomér tas neietver
ISO 9001:2015 standarta ieviestas augstaka Itmena strukturalas izmainas, tapec atSkiribas starp
standartiem tomer pastav. ISO 13485 standarts daudz lielaku uzsvaru liek risku vadibai un drosibai
kritisku procesu uzraudzibai (Kheir et al., 2021).

3

ISO 13485:2003

Produkta drosTha

1SO 9001:2008

Klientu apmierinatiba

ISO 13485:2016

Pradukta drosTha

1SO 9001:2015

Klientu apmierinatiba

2. att.: ISO 9001 un ISO 13485 standartu korelacija (Avots: autora veidots)

Uznémumiem, kas darbojas medicinas tehnologiju industrija un vélas ieviest kvalitates parvaldibas
sistému, pirms standarta izv€les, jaapsver savas 1pasas regulativas prasibas un riski, kas saistiti ar to
piedavatajiem produktiem. ISO 13485 prasibas butiba paplasinata forma ietver arT ISO 9001 standarta
prasibas, pielagotas medicinas tehnologiju industrijai. Lidz ar to TVS sertificéSana atbilstibai abiem
standartiem var biit neefektiva un var izraisit neefektivu uznémuma resursu izlietoSanu. No otras puses,
Latvijas Republikas publiskajos iepirkumos ar vien biezak paradas prasibas piegadatajam bt
sertificEtam atbilstosi ISO 9001 standarta prasibam ar augstu risku tikai péc ISO 13485 sertificétiem
uzneémumiem tikt diskvalific€tiem no talakas dalibas publiskajos iepirkumos dg] §1s neatbilstibas, lai ar
vinu IVS pamata pilniba atbilst arT augstak mingtajam ISO 9001 standartam.

Pétijuma metodologija
Petljuma izmantotas metodes un process tika veidoti, lai sniegtu detaliztu ieskatu par integrétas
kvalitates vadibas sist€mas mijiedarbibu ar ISO 9001 un ISO 13485 standartiem. P&tjjums tika balstits

uz literattiras parskatu un papildinats ar empiriskiem datiem, kas iegtti caur uzne@muma IVS dokumentu
analizi un atbildigo amatpersonu padzilinatam intervijam.
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Literatiiras parskats tika veikts, lai saprastu un izanaliz&tu esosos petijumus un publikacijas, kas saistitas
ar kvalitates vadibas sistémam, Ipasi koncentrgjoties uz ISO 9001 un ISO 13485 standartiem. ST analize
lava identificet butiskus teor&tiskos aspektus un praks€ izmantotas pieejas kvalitates vadibas joma, ka
arT to, ka Sie standarti mijiedarbojas un papildina viens otru.

Datu vaksana notika divas galvenajas fazgs — dokumentu analizg un intervijas. Dokumentu analize tika
veikta uznémuma IVS dokumentacijas analize. Sis process ietvéra detalizétu eso$o vadibas sistému
dokumentu, procediiru, politiku un ieks€jo auditu zinojumu izpéti, lai izprastu, ka tiek ieveroti ISO
standarti un kadas ir esosas IVS stipras un vajas puses. Tika izmantoti pieejamie dati, piemeram,
kvalitates rokasgramata, stidzibu registrs, iek§€jo un argjo auditu zinojumi. Padzilinatas intervijas tika
organizgtas ar vaditaju un kvalitates vadibas specialistu. Katra intervija tika transkribgéta, lai nodroSinatu
precizu un detaliz&tu informacijas fiksaciju. Intervijas tika izvirziti jautajumi par to, ka tiek uzturéta un
pilnveidota IVS, merktiecigi fokusgjoties uz jaunu prasibu ievieSanu un esoSo procesu uzlabosanu
saskana ar ISO 13485 standarta prasibam.

Pétijjuma rezultati

P&tfjuma rezultati par IVS atbilstibas ietverSanu ISO 13485 standarta prasibam medicinas ieri¢u nozarg
rada, ka, nemot veéra pieaugosas regulativas un tirgus prasibas péc augstas kvalitates un droSibas, §1
standarta integracija kliist aizvien svarigaka. Ari Eiropas Savienibas jaunas regulas par medicinas
iericeém un in-vitro diagnostikas medicinas iericém nosaka detalizetakas prasibas kvalitates vadibas
sisttmam un produkta dzives cikla parvaldibai, kas pilniba saskan ar ISO 13485 standarta prasibam par
risku parvaldibu. Tomér S$is standarts neaptver visas aktualas regulu prasibas, kas nozimé, ka
uzn€mumiem bils japapildina savas IVS ar 1pasam papildus procediiram un speciala atbilstibas
sertifikacija.

Rezultati arT izgaismoja, ka ISO 9001 vai I1SO 13485 sertificétiem uznémumiem regulatoras atbilstibas
nodros$inasanai ir prieksrocibas, jo tiem jau ir izstradats IVS ietvars un papildus procediiru ievieSana
pilnai atbilstibai ir daudz vienkarsaka un atraka.

Literatiira tiek atzZiméta arT arvien pieaugosa vienpratiba par nepiecieSamibu medicinas iericu raZzotajiem
un izplatitajiem pielagot savas kvalitates vadibas sisteémas, ieklaujot atbilstibu vispargjiem,
starptautiskiem standartus, pieméram, ISO 13485. Sis standarts uzsver ripigu risku analizi, spécigu
Klientu orientaciju, rapigu dokumentaciju, produktu izsekojamibu un sisteémisku vadibas parskatu
procesu, kas ir bitiski, lai uztur€tu augstu produkta kvalitati un drosibu.

Visbeidzot, analizgjot kopigo un atskirigo starp ISO 9001 un I1SO 13485 standartiem (sk. 1. tabulu),
pétijums atklaj, ka organizacijam, kas darbojas medicinas tehnologiju industrija, butu jaapsver
specifiskas regulativas prasibas un riski pirms izvelas atbilstosu standartu. ISO 13485 ieklauj batiskas
ISO 9001 prasibas, kas ir pielagotas medicinas tehnologiju industrijai un tas sertificéSana var but
ekonomiski efektivaka, salidzinot ar abu standartu paral€lu ievieSanu un sertific€sanu.

1. tabula. ISO 9001 un ISO 13485 standartu kopgjas un atskirigas prasibas (Avots: autora apkopojums)

Joma 1SO 9001 1SO 13485 Atsauce standarta
Darbibas joma Vispariga, piemérojama Specifiska medicinas 1ISO 9001: Sadala 1,
jebkuram uznémumam tehnologiju jomai un ar to ISO 13485: Sadala 1

saistitiem pakalpojumiem
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Dokumentacija Dokumentgta informacija IVS | Paplasinata dokumentacija arT 1ISO 9001: Sadala 4.4,
vajadzibam regulativiem mérkiem ISO 13485: Sadala 4.2
Risku parvaldiba Uzsvars uz vispargjiem IVS Uzsvars uz produkta un 1ISO 9001: Sadala 6,

riskiem

procesa riskiem

I1SO 13485: Sadala 7.1

Normativa atbilstiba

Vispariga prasiba atbilstibai
regulam un likumdo$anai

Specifiskas procediiras
atbilstibai regulam un vietg&jai
likumdosanai

1ISO 9001: Sadala 6,
ISO 13485: Sadala 7.2.1

Produkta realizacija

Planosana un kontrole produktu
un pakalpojumu nodro§inasanai

Liela uzmaniba produkta
drosibai un izsekojamibai

1ISO 9001: Sadala 8,
ISO 13485: Sadala 7.5

Uzraudziba un
uzlaboSana

Uzsvars uz klientu
apmierinatibu un nepartrauktu
tas uzlabosanu

Liels fokuss uz koriggjosam
un preventivam darbibam, kas
specifiskas medicinas

1SO 9001: Sadalas 9 & 10,
1SO 13485: Sadalas
82&8.3

iekartam

Petijuma ietvaros tika izpetita uzneémuma integréta vadibas sistema (IVS), kas paslaik atbilst ISO 9001
standartam, ar mérki novertét, kadi biitu nepiecieSamie uzlabojumi un papildinajumi, lai panaktu
atbilstibu arT ISO 13485 standartam. Analize paradija, ka uzn€mumam ir javeic bitiski uzlabojumi un
papildinajumi, lai sasniegtu pilnigu atbilstibu ISO 13485 prasibam. Lai gan eso$a dokumentacija un
procediiras nodrosina labu pamatu, tas nepiecieSams specifiski paplasinat, ieklaujot detalizétakus
medicinisko iericu specifiskus riska parvaldibas protokolus un produktu dzives cikla parvaldibas
procediiras. Personala apmacibas programmas biis japaplaSina ar medicinas iericu kvalitates parvaldibas
un riska novértéjuma aspektiem, lai atbilstu jauno standartu prasibam. Tapat biis nepiecieSams palielinat
ieks€jo auditu biezumu un detalizétibu, lai nodrosinatu efektivaku uzraudzibu par identificgtajam
kritiskajam darbibas jomam. Sie uzlabojumi laus uznémumam ne tikai atbilst 1SO 13485 standarta
prasibam, bet arT paaugstinat vispargjo produktu kvalitati un drosibu, kas ir kritiski svarigi stradajot
medicinas iericu nozare. Veiktas intervijas ar uznémuma vaditaju un kvalitates vaditaju, sniedz svarigus
ieskatu uzn€muma integrétas vadibas sist€mas pasreizgja stavokli un talakajiem planiem attieciba uz
ISO 13485 standarta ievieSanu. No interviju transkripcijam autors izveidoja svarigako jautajumu
saisinatu apkopojumu ar vadoSo amatpersonu ieskatu uznémuma vadibas sistema un tas attistibas
perspektivas (sk. 2. tabulu).

2. tabula. Galveno specialistu interviju transkripciju kopsavilkums (Avots: autora apkopojums)

Jautajums Uzpémuma vaditaja atbildes Kvalitates vaditaja atbildes

Tiek veikti regulari ieksgjie un
argjie auditi, notiek darbinieku
apmacibas un iesaiste kvalitates
sistémas uzturésanas un
uzlabo$ana.

Notiek regularas procesu un procediiru aktualizacijas
un pilnveides, tiek veiktas apmacibas, tiek veikta
1ISO 9001 atbilstibas regulara parskati$ana un,
nepieciesamibas gadijuma, procediiru un dokumentu
aktualizéSana.

1. Ka jus uzturat un
pilnveidojat sava
uznémuma IVS?

Ka lielakais iztrikums ir
identificéta nepiecieSsamiba izveidot
detaliz€tu riska analizes un
parvaldibas procesu un pilnveidot
produktu regulativas atbilstibas
dokumentgsanu.

2. Vai esat iepazinies ar
1SO 13485 prasibam un ka
jis planojat tas integrét
esosaja IVS?

Izstradats plans jaunu procediiru ievie$anai un eso$o
procesu uzlabosanai, ieplanotas nepieciesamas
darbinieku apmacibas. Ir biitiski japarstrada un
japaplasina stidzibu izskati$anas process ieviesot
problému pamatc€lonu analizi un atbilstosu korektivo
vai preventivo darbibu veikSanu un to rezultatu

55



(_K-\"N TiA L

{_:

&) g 7
A TN \
7(&( 2001 6\7‘- W EKONOMIKAS UN KULTURAS
R7A KOV AUGSTSKOLA
verificéSanu.
3. Kadas izmainas vai Papildinata produktu kvalitates Ieviesti papildu kvalitates kontroles un uzraudzibas
uzlabojumi jau ir veikti? kontrole, uzlabojot tiesi regulativas | punkti, uzlabota dokumentacija, pastiprinata materialu
dokumentacijas parvaldibu. izsekojamiba. leviesta méraparatiiras regulara
kalibrésana un uzraudziba, izveidota noliktavas telpu
temperatliras un mitruma uzraudzibas sistéma.
4. Kadi ir galvenie NepiecieSamo finansu resursu Izdalito resursu sadali$ana un novirziSana, darbinieku
sastaptie izaicinajumi $aja | plano$ana un novirziSana. Nakas apmaciba, piegadataju un partneru atbilstibas
integracijas procesa? saskarties ar daudziem tehniskiem izveértesana un nodrosinasana.
un organizatoriskiem jautajumiem
5. Kadi ir turpmakie Pilnveidot IT infrastruktiiru, un tad | Integrét ISO 13485 prasibas visas vadibas sist€émas
paredz&ti ievieSanas soli? | veikt pilnigu sisteémas auditu. procediiras un dokumentos, veikt personala apmacibu
ciklu un ieksgjos auditus un sagatavoties aréjam [VS
sertifikacijas auditam.

Uzne@muma vaditajs noradija, ka sisteéma ir labi uzturéta saskana ar ISO 9001 prasibam, kas ietver
regularus iek$gjos un argjas uzraudzibas auditus, ka arT aktivu darbinieku iesaistiSanu kvalitates sisteémas
uzturéSana un uzlabosana. Tomér vaditajs uzsvera, ka ir identificéta nepiecieSamiba ieviest specifiskas
izmainas, lai atbilstu ISO 13485 standartam, kas prasa detalizétaku pieeju riska parvaldibai un produkta
drosibai.

Kvalitates vaditajs apstipringja, ka ISO 9001 nodrosina stabilu pamatu, tacu izteica vajadzibu paplasinat
procediiras, lai integrétu ISO 13485 specifiskas prasibas. Tika atziméts, ka jau ir veikti pieméroti
uzlabojumi, pieméram, paplasinatas kvalitates kontroles uzraudzibas metodes un uzlabota
dokumentacijas parvaldiba, tomér vél joprojam pastav nepiecieSamiba peéc papildu procediiram saistiba
ar riska noveértésanu un kontroli.

Abu interviju rezultati liecina, ka, lai gan uznémums ir veiksmigi ieviesis ISO 9001 prasibas un to
uzturéSanai tiek pielietotas efektivas metodes, gaidama ISO 13485 ievieSana prasis bitiskus
uzlabojumus un papildinajumus. Sie uzlabojumi ietver padzilinataku darbu ar riska parvaldibas
sisttmam, produktu izsekojamibu un darbinieku apmacibu attieciba uz jaunajiem standartiem. Tas
nodrosinas ne tikai atbilstibu jaunajam regulativajam prasibam, bet arT uzlabos kopgjo produkta kvalitati
un drosibu, kas ir izskirosi svarigi medicinas iericu nozare.

Secinajumi

Apkopojot pétijuma kopgjos rezultatus autors konstate, ka integrétas vadibas sisteémas izvéle var biitiski
ietekmet medicinisko iericu droSumu un efektivitati un nozares uzn€mumiem par prioritati galvenokart
jaizvirza pacientu dro§iba un atbilstiba regulativajam prasibam. Gan ISO 9001:2015, gan
ISO 13485:2016 ir vertigi kvalitates vadibas sist€émas standarti, kas katrs sava veida var sniegt
pienesumu uznémuma darbibas efektivitates veicinaSanai. Tomer, lai demonstrétu pilnu atbilstibu
Eiropas Savienibas aktualajai likumdoSanai, uznémumiem ir jaizstrada un sava IVS jaintegré vel arl
papildus procediiras. Galvenie autora secindjumi par uznp€mumam veicamajiem darbiem ir sekojosi:

NepiecieSamiba p&c korektivo un preventivo darbibu procediiras. Lai uzneémums nodroSinatu pilnigu
atbilstibu ISO 13485 standarta prasibam, ir bitiski izstradat un ieviest arT korektivo un preventivo
darbibu (Corrective and Preventive Actions - CAPA) procediru. ISO 13485 uzsver nepiecieSamibu ar1
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péc efektivas kvalitates vadibas sistémas, kur CAPA procediira spélé centralu lomu. ST procediira ir
butiska, lai identificétu, analiz€tu un noverstu problémas un potencialos riskus, kas var ietekmét
medicinas ieri¢u dro§ibu un kvalitati.

NepiecieSamiba pec detaliz€tas risku analizes un parvaldibas procediiras. Uznémuma pasreizgja
integréta vadibas sist€ma, kas atbilst ISO 9001 standartam, nodroSina stabilu pamatu kvalitates vadibai,
tomer pétijums noradija uz biitisku nepiecieSamibu izstradat un ieviest specifiskaku un detalizétaku
risku izverteSanas un parvaldibas procediiru, kas atbilstu ISO 13485 prasibam.

Uzlabojumu nepieciesamiba dokumentacijas parvaldibas proces0s. Lai gan dokumentacijas sistéma ir
labi strukturéta un atbilst ISO 9001 prasibam, ir nepiecieSams ieviest papildus procediiras un
kontrolmehanismus, kas nodrosinatu atbilstibu ISO 13485 standarta prasibam. Tas ietver detalizétakas
produkta izsekojamibas, kvalitates kontroles un dokumentacijas parbaudes procediiras.

Darbinieku papildus apmacibas un zina$anu uzlabosana. Lai veiksmigi ieviestu ISO 13485 standartu, ir
butiski nepiecieSams uzlabot darbinieku apmacibu programmas, pieversot lielaku uzmanibu specifiskam
prasibam un procediram, kas nepiecieSamas tiesi medicinas iericu nozare. Tas palidzgs nodrosinat, ka
visi darbinieki ir pilniba inform&ti un spgj efektivi piemerot jaunas zinasanas prakse.

Integracijas un atbilstibas uzlaboSana starptautiska méroga. Nemot véra globalas regulativas izmainas
un tendences, uzn@muma integrétajai vadibas sisteémai ir jabut gatavai ne tikai atbilst vietgjas
likumdosanas prasibam, bet arT efektivi integrét starptautisko reguléjumu. ISO 13485 ievieSana palidzes
uznémumam uzlabot produktu atbilstibu regulativajam prasibam un paaugstinat to drosibu un
efektivitati, paaugstinat savu konkur€tsp&ju un reputaciju starptautiskaja tirgii, vienlaikus nodrosSinot
visa pasaulé pienemtus un izprotamus, augstakus drosibas un kvalitates standartus, kas novedis pie
uzn@muma konkur€tsp&jas un tirgus poziciju uzlabosanas, tadgjadi apstiprinot autora petijjuma sakuma
izvirzito hipotezi.
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Abstract

Research relevance: There are 71 000 university students in Latvia who receive different study
programs, of whom almost 10 000 are international students, representing more than 60 countries from
all over the world. To make it more exciting for local and foreign students to study, universities and
corporations offer a variety of events, and among the most popular are expedition events in which not
only career-friendly but also personally satisfying and evolving experiences. The author wants to
commemorate the world-famous event “Adventure racing World series,” a sports expedition that brings
together the world's greatest endurance athletes and students who can overcome 3-10-day expeditions
that took place everywhere - North America, South America, Europe, Africa, Asia, etc. up to 59 groups
participated in 2023. (WITH worldseries).

Research goal: To evaluate international students' experiences with risk management processes during
project expeditions.

Research method: Questionnaire (visitors to expeditions), expert interviews (5 experts from various
student authorities of Latvian universities), analysis of documents (scientific articles).

Main findings: In the context of international student expedition projects, effective risk management is
crucial to mitigate potential risks and ensure the success of events organized on a global scale. The
results of the study will be useful to expedition organisers who wants to organise an event in an
international environment.

Keywords: risk management; students; expeditions; projects; Forest expedition.

Introduction

Expeditions enable people to discover various novelties, such as Ferdinand Magellan circumnavigating
the globe and discovering that the Pacific Ocean separates the Asian continent, Christopher Columbus
discovering America, and Vikings discovering new lands and riches. Each event has been a kind of
project in its own right, aimed at discovering something new. A project is a time-bound event carried
out to create or develop a unique product, service, or result. Projects come in different sizes and require
varying levels of formality and management. (Harvard University, n.d.). Risk management processes
are a key component of projects, especially playing a significant role in international expeditions
involving people from countries worldwide. The aim of the project is to develop a risk management
guideline structure for the international student "Forest Expedition™ project.
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Literature Review

Risks are an inherent part of any process of change. Risk management involves managing existing
project uncertainties. It shows the way to reduce risks, the mitigation of which could cost huge sums,
and to avoid them (Jangs, 2009). Project managers or risk experts need strong analytical and problem-
solving skills to identify multiple risk factors. Risks are complex and multifaceted, and to track them
effectively, a great tool is SWOT analysis, which identifies internal and external, existing, and potential
risks. Jangs summarized in his book the main elements because risk analysis is crucial:

— Enables the prediction of serious threats to the project before they occur;

— Helps to immediately implement risk reduction actions;

— Provides the opportunity to pre-establish an emergency action plan;

— Improves the decision-making process;

— Provides valuable information for negotiations with suppliers;

— Allows for clear accountability for various risks and accordingly their monitoring;
— Helps to create a project environment where unpleasant surprises do not occur;

— Promotes a creative approach to the project and idea generation;

— Allows the project manager to be an effective leader rather than constantly dealing with crisis
resolution. (Jangs, 2006)

The relevance of risk management increases every year due to new technologies, unforeseen pandemics,
and other circumstances, which not only require more frequent reassessment of existing risks but also
caution against new risks, resulting in the revision of risk management strategies and institutional action
plans (Finans$u ministrija, 2021). Business management experts need to keep abreast of developments
in technologies (artificial intelligence), biotechnology (gene editing, e-health), e-commerce (digitized
services), climate change (improving environmental diversity). This is the foundation of organizational
competitiveness and development.

The most widespread types of risk in the project process are the following:
— Economic risk - financial losses, the possibility of losing sponsors;

— Performance risk - the possibility that equipment will not work during a performance, or that
one of the event participants will not show up;

— Psychological risk - location, or a similar event with a bad reputation has previously taken place;
— Mental risk - health and safety issues (Shone & Perry, 2013).

Summing up several terms, an expedition is a journey undertaken by a group of people for a specific
purpose (such as exploring a remote location or conducting research). (Britannica Dictionary, 2024)
Therefore, expeditions help to organize various scientific research, excursions to unknown places,
cohesive and sporty time spent in the great outdoors. In Latvia, various types of expeditions are taking
place, targeting different audiences such as the forest expedition, which helps 6th-grade students learn
about nature in the forest together, the green forest expedition, which takes place every summer to
measure the entire Latvian coast, and the Latvian expedition organization, which conducts photo
orientation throughout Latvia. The author wants to mention that Latvian universities also organize
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expeditions for first-year or foreign students, allowing them to explore Latvian nature and enjoy
additional adventures. It must be said that such events are organized on a smaller scale or rarely, as the
biggest obstacle is finances, low participation, weather conditions, illness, or other reasons.

Reviewing on a large scale - annually, National Geographic organizes international student expeditions,
regardless of which journey you choose, you will travel with a purpose. Interactive projects, such as
knowledge about the latest technology used in combating climate change, research on wildlife threats
with scientists, or creating a photography portfolio, learning to capture images that tell a story, will
deepen your understanding of the communities and landscapes you visit; all of this helps to build your
portfolio of experiences and share your experiences (National Geographic, n.d.).

Such a project allows students annually to choose to travel to all continents of the world, such as the
Arctic Canada, Norway, Japan, Ecuador, Italy, Thailand, etc. National Geographic organizers offer a
specific range of programs that can be mastered:

— Anthropology, culture, and traditions;
— Climate and geology;

— Innovation and technology;

— Photography;

— Wildlife conservation.

National Geographic's student expedition is very extensive and multifaceted, but at the same time, the
project organizers adhere to specific goals. The project team had to work very hard on such a project -
planning expedition programs, inviting industry experts, and mentors who study at the world's most
prestigious universities to help event participants, who are senior high school students.

Organizing international expeditions is a huge challenge for project organizers and, consequently, a risk.
Initially, the location of the event must be explored, potential risks identified (river, cliff, animals,
educational or military territory), it must be clarified whether signs need to be marked, a map created,
or instructions followed. Industry experts need to be involved who offer an objective view of the
situation, predict and manage risks. Therefore, the participation of mentors must be evaluated, who listen
and help support the young person in the way he needs, because expeditions are of different levels, and
each participant is different - what may seem like an easy event to one may be overcoming various
emotional and physical barriers to another. Mainly, the marketing of international expeditions needs to
be planned because it allows companies to reach a larger potential customer base. Social networking has
developed the human need to create connections and relationships with others, as well as provides
interaction, overcoming barriers between the public and private communication spheres (Viola, 2022).

Research Methodology

Within the scope of the study, the author developed a survey on risk management processes in
international student project expeditions, aiming to ascertain the opinions of foreign students on risk
processes during expeditions. The survey's target audience was divided into two parts: one consisting of
participants in expeditions who could provide an assessment of risk processes at the event, and the other
consisting of those who could not provide a broader perspective as they had not participated in
expeditions. Quantitative online survey methods were used to collect research data. The survey was
prepared in the format of a Google Forms questionnaire and was published from January 2, 2024, to
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January 19, 2024. It was distributed on the social platform network site "Facebook.com” in several
groups of foreign students to more precisely reach the research objective, thus employing the "snowball
sampling” method. The results were compiled and analyzed using the Google Forms application. In the
graphs, the research author used a percentage breakdown across the total number of respondents. The
survey questionnaire is attached as Appendix 2. The questionnaire consists of 3 blocks, totaling 13
guestions, which were completed by 307 respondents aged 17-60+ years, in an online environment. The
survey questionnaire was completely anonymous, in compliance with data protection laws.

Within the scope of the study, the author conducted a practical investigation, namely interviews, as one
of the data collection methods, with representatives of the student self-government boards of Latvian
universities to ascertain how expeditions for foreign students are organized and whether event organizers
assess risks. One of the survey methods used in the study was a semi-structured interview. The interview
comprised ten open-ended questions, conducted online via email and the "WhatsApp" messaging
platform, with 5 industry representatives:

— Andis Polaks - Head of the International Department of the Student Council of the University
of Latvia

— Renate Silakalne - Head of the Student Self-Government of the University of Latvia, Faculty of
Life Sciences and Technologies

— Renate Kacerovska - Coordinator of the International Direction of the Student Self-Government
of RISEBA University

— leva Stallite - Head of the International Cooperation Department at Turiba University

— Toms Fridrihsons - Head of the External Communications Department of the Student Self-
Government at Riga Technical University.

Results

Participated in the questionnaire 184 (65.5%) women, 93 (34.5%) men and 30 respondents were
unwilling to express their gender thus following and following gender equality laws. To participate in
the survey, respondents were free to choose from a dropdown menu, which helped to precisely determine
the nationality of the person filling out the questionnaire. The majority (81.3%) of respondents were in
the age group of 30 to 40 years, while (31.3%) of respondents were in the age group of 23 to 30 years,
and (12%) of those surveyed were in the age group of 17 to 22 years. The author mentioned that statistics
show that 61.4% of the world's population, or 4.95 billion people, use social networks, of which the
majority are 68.5 million Y or millennial generation (born between 1981 and 1996) and 56.4 million
users are from the Z generation (born between 2001 and 2012).

The author aimed to understand why respondents attended expedition events. The majority indicated
that 66.7% attended to support friends, 55.6% participated in expeditions to seek new adventures, and
44.4% to learn and experience new emotions, knowledge, and skills. Additionally, many expressed that
they participated in expeditions to test their skills, enjoy the sense of community, and attempt to motivate
themselves to step out of their comfort zone or overcome their fears (see Fig.1).
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Why did you attend this type of event? (multiple answers possible)
207atbildes

Getnew adventures 112(55,6%)

Explore and discover 89(44.4%)

Wanted to try my abilities and... 67(33,3%)

Support friends 34(66,7%)
| wanted to have a fun time 45(22,2%)
I wanted o enjoya sense of t... 67(33,3%)
Meet new people and expand... —22(11,1%)
Try to motivate myself 67(33,3%)
Participate in workshops and I... 45(22,2%)

0 1 2 3 4 5 6

Fig. 1. Find out why respondents took part in expeditions (Source: Created by the author)

Respondents to the next question had to assess whether event organisers cared enough about the risks
of events, 178 respondents said they agreed with 89 of whom expressed their opinion that organisers
were thinking about the risks very much, while 22 assessed that they disagreed with the claim. The
author concludes that most respondents faced some measure risks that have affected their assessment.

The author wanted to determine how satisfied respondents were with the expedition event on a scale
from 1 to 10 (1 being poor, 10 being excellent). 22 respondents expressed their opinion that the event
was rated a 6 on the scale, meaning fairly good, and 22 respondents rated the event at 7 points, indicating
good. 45 respondents indicated that the event was rated at 8 points, meaning very good, 67 respondents
chose a score of 9 - excellent, while it should be noted that 45 respondents liked the event to the fullest
extent, giving it a perfect score of 10.

What risks do you anticipate at event? (multiple answers possible)
201 atbildes

Crowded event
Changing weather
Falling, Tripping, and Slipping

156 (77,8%)
112(55,6%)

45(22,2%)
There wasn't enough food ser...
Theft

Dehydrating people

No ambulance available atve...

89 (44,4%)
45(22,2%)

2(11,1%)
22(11,1%)
No evacuation plans hanging...

Rescuers

89(44,4%)

22(11,1%)
Substance abuse and Out-of-... 45(22,2%)

45(22,2%)
0 2 4 6 8

Drinks and Food Poisoning

Fig. 2. Expedition risk process (Source: Created bu the author)

The author wanted to know what risk factors respondents have faced so far at valuable events. Many
respondents faced a crowded event at 77.8 %, with 55.6 % saying there was a change in weather during
the events, which certainly had an impact on enjoying the event. By contrast, the majority of 44.4%
indicated that the measure did not provide sufficient food services, no evacuation instructions were
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provided. While 22.2 % say the measure had risks such as slipping, falling off, which could be affected
by inappropriate cover, theft, controlled drinking of alcohol, poisoning of drinks or food. As a result,
11.1 % said there was dehydration at the event, there was no ambulance service or rescuers as police
officers or firefighters who can quickly and effectively address risks.

Please rate the event risk processes
201atbildes

N Veryfrustrated M Rather frustrated More satisfied [l Satisfied M Verypleased

LIJAJLUJ

Event infor smnuu First aid support Technical support Safetym
drink (water, small s

Fig. 3. Expedition risk process (Source: Created by the author)

The majority of 117 respondents were satisfied with the organization of the expedition (level 4), 22 were
very satisfied (level 5), while 67 felt rather satisfied (level 3). The most common rating was 4, both in
mode and median, indicating that the overall evaluation of the event organization from 201 respondents
on a scale of 5 was 3.9. Respondents' responses regarding satisfaction with event organization.

In the next section, the author wanted to determine respondents' assessment of event informativeness -
90 acknowledged being satisfied, choosing level 3, 90 respondents expressed that they were rather
dissatisfied (level 5), and 22 consecutively chose level 5. The most common rating was 3 and 4, both in
mode and median, with an average rating of 3.7 out of 5. Respondents' responses regarding satisfaction
with the provided and available event information. The selection of food and drinks (water, light snacks)
was rated as satisfactory by 67 respondents (level 4), 45 indicated they were very satisfied - choosing
level 5, 45 rated it as rather satisfying (level 3), while the remaining 44 respondents rated it as
dissatisfactory (levels 2 and 1). The most common rating was 4, both in mode and median, with an
average rating of 3.4 out of 5. Regarding first aid support during the event, the majority of 66 respondents
noted that they were rather satisfied (level 3), 68 were satisfied (level 4), while the remaining 22
respondents were very satisfied. Conversely, 44 respondents were dissatisfied or rather dissatisfied with
the first aid support. The most common rating was 3 and 4, both in mode and median, with an average
rating of 3.2 out of 5. Respondents' responses regarding satisfaction with the provided and available first
aid support quality.

The assistance or mentoring during the event was satisfactory for the majority of respondents; 157 out
of 201 chose level 4, while the remaining 22 considered themselves very satisfied, but 22 were
dissatisfied with the location chosen by the organizers. The most common rating was 3, both in mode
and median, with an average rating of 3.4 out of 5. Respondents' responses regarding satisfaction with
the event location. As for the suitability of the event location. it was satisfactory for the majority of
respondents; 117 out of 201 chose levels 3 and 4, while the remaining 22 considered themselves very
satisfied, and 67 were satisfied with the technical support during the event. The most common rating
was 4, both in mode and median, with an average rating of 4.1 out of 5. Respondents' responses regarding
satisfaction with the provided and available mentoring support. Technical support (tents, microphone,
speaker) was rated as dissatisfactory (levels 2 and 3) by 135 respondents, 22 rated it as dissatisfactory
(level 1), while the remaining 67 respondents rated it as very satisfactory (level 5). The most common
rating was 4, both in mode and median, with an average rating of 3.0 out of 5. Respondents' responses
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regarding satisfaction with event technical support. Safety measures, or whether safety regulations were
followed during the event, were rated as satisfactory (levels 4 and 5) by 135 out of 201 respondents,
while the remaining 67 expressed dissatisfaction with the safety of the event. The most common rating
was 4, both in mode and median, with an average rating of 3.7 out of 5. Respondents' responses regarding
satisfaction with event safety.

Summarizing interview responses, the main gquestion "Have you organized collaboration events such as
expeditions, photo orienteering, educational walks for international students?" all Students' council
representatives unanimously have organized small events for international students - photo orienteering,
dinners with Latvian themes, boat trips on the Gauja River, etc., which helped them to adapt more easily
to the new country and its culture. However, most university Students' councils cooperate with ESN -
Erasmus Student Network, where all Erasmus students from different countries are involved; thanks to
the ESN organization, universities can interact more effectively with international students. Adding to
the next question about student response, the majority emphasized that it is unbalanced. 10 to 20 students
may attend events because many students lack time due to study assignments or part-time jobs, and
many international students have prejudices and fears, so the same students attend events. Therefore,
the cooperation offered by ESN improves the attendance of international students.

Next, the author wanted to find out "What problems did you encounter in these events organized for
international students?" The interviewees emphasized that language barriers are one of the problems -
accents make it difficult to understand and engage in discussions. Another problem is the time interval
- many students do not arrive on time, which affects the event itself and its schedule. The third problem
is cultural diversity - many international students do not want to or are even afraid to participate in
events because they will have to communicate and collaborate with other foreign students to avoid
crossing cultural and communication boundaries - students do not participate in events.

The interview author wanted to know: “What do you think are the risks of events for a foreign student
event?” Opinions were many and varied: conflict situations - if alcohol, state of health is still involved
- allergies, communication and failure to meet a visit plan. The author agrees because these are the most
significant risks that can occur at any of the foreign student events, but they can be prevented in time if
event organizers have developed good communication skills with participants and are already informing
them in time - what problems can be if the rules are not followed.

In conclusion, the author asked a general question: “What would be the 3 rd main risks - on international
student project expeditions where European and Baltic universities participate?” The responses varied:
attendance at events - whether information from event organizers comes down to the right recipient,
which further promotes building an internal university team. Student relationships - cultural differences.
Visitor diseases and phobias - which can lead to accidents or poor health conditions. National legislation
and policies, insurance opportunities and planned programmes so that participants have spent their time
fully. Respect for neutrality on political, religious issues when planning an expedition programme so
that each gender can overcome the obstacles of the event in accordance with its own efforts.

Conclusions

During the research, the authors made the following conclusions:

— Survey statistics indicate that the majority of respondents have encountered risk processes in
various expeditions.
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— The survey results show that 50% of respondents attend student expeditions based on
recommendations from friends or professors, aiming to spend quality time and make new
friends.

— Interview results indicate low interest from international students in participating in
collaboration events or local student activities organized by Latvian university Student
Councils, due to cultural and time barriers.

— According to the survey results, the majority of respondents expressed that the biggest risks in
expeditions are illness, event non-attendance, communication barriers, time mismanagement,
and inefficient event planning.
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Abstract

Research relevance: According to the Annual Report on European SMEs 2021/2022 “SMEs are critical
to the success of the sustainability transition in the EU”. According to the Institute of Chartered
Accountants in England and Wales “Just 8% of SMEs reporting on sustainability issues”.

Research goal: The goal is to identify challenges and solutions for Latvian small and medium
enterprises in sustainability reporting.

Research methods: To achieve the goal of the research the analysis of publicly available documents of
Latvian SMEs was performed (sustainability reports, non-financial reports, ESG reports). Besides the
interview with top managers of Latvian SMEs we’re contacted.

Main findings: In the result of the author’s conducted research challenges in sustainable reporting for
Latvian SMEs will be found.

Keywords: sustainability reporting SME; sustainability transition; sustainable development.

Introduction

The relevance of sustainability reporting among small and medium-sized enterprises (SMES) in Latvia
is a crucial topic in today's global business landscape. With an increasing emphasis on corporate social
responsibility (CSR) and the potential benefits it offers to SMEs, it is important to explore the current
state of sustainability reporting practices and identify the challenges faced by Latvian SMEs in this
regard. As per research findings, a significant portion of Latvian SMEs do not engage in sustainability
reporting, which is concerning given the potential advantages associated with it (Nikadimovs, 2023).
One pressing issue in the sector of SMEs in Latvia is the lack of trust and modernity, which has resulted
in missed opportunities and unsuccessful deals with stakeholders (Nikadimovs, 2023).

Moreover, there are expected changes regarding legislation and national strategic objectives related to
sustainability and corporate responsibility in Latvia. This highlights the increasing importance of
sustainability reporting for SMEs at the national level, as they will need to adapt to these changes and
improve the practice of making annual sustainability reports. (European Commission, 2023;
Impoleviciené et al., 2024).

One more reason to improve the sustainability reporting among Latvian SMEs is the opportunity to
highlight their sustainable practices. For instance, according to Eurostat data, Latvia generates relatively
low levels of industrial waste compared to other EU countries. In 2020, Latvia produced around 1.3
million tonnes of industrial waste, significantly lower than larger economies like Germany (53.6 million
tonnes) or France (27.2 million tonnes). (European Commission, 2022; Lee et al., 2017).
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The aim of the paper is to identify the challenges and opportunities in the field of sustainability reporting
for Latvian SMEs. Regarding the investigation of sustainability reporting among Latvian SMEs,
considering the data from World Bank, the following hypothesis was formulated: Latvian SMEs that
actively engage in sustainability reporting experience improved stakeholder trust, competitiveness, and
business opportunities (Gorgels et al., 2022; World Bank, 2019), therefore, environmental
consciousness and green initiatives provide a competitive advantage for Latvian SMESs in attracting
global business partners and customers (Litvaj et al., 2023). On the other hand, SMEs, that do not
actively pursue sustainability reporting miss out on a lot of development opportunities and are not as
successful as their competitors that prepare sustainability reports. The reasoning for such hypothesis are
benefits of sustainability reporting for businesses, mentioned in the reviewed sources, and projecting
these factors onto Latvian business landscape.

In this research, the methodology involved conducting a survey among employees of 30 Latvian SMEs
to gather insights into sustainability reporting practices. Data collection involved distributing the survey
and gathering responses from the employees. Data processing was performed, applying such methods
as graphical analysis, ranking method, frequency analysis, content analysis, classification analysis.

The challenges and opportunities in the field of sustainability reporting for Latvian SMES were
identified. Recommendations for Promoting Sustainability Reporting Among SMEs were suggested by
the research author as a response to the research findings.

Literature Review

Sustainability is not a recent idea. Communities of our ancestors have practiced sustainable living for
generations by staying in sync with the natural environment, being aware of its boundaries, cycles, and
fluctuations (Hayward, 2023; Imolore, 2023; Salah, 2023), however, as the society evolved and technical
progress occurred, more the environment is faced with new factors that affect sustainable lifestyle. To
examine how the understanding of the term "sustainability” has changed over time, multiple sources
were studied.

After throughout result evaluation, it was concluded that the majority of sources, regardless of their
publishing year, interpreted sustainability as a strategy for preserving the resource availability both in
the present and the future. The earliest published definition examined was from 1987, and the newest-
from 2023, however they both focused on preserving the environment for survival. The key terms from
the gathered sources feature: future (mentioned in 5 sources), “environmental” (mentioned in 7 sources)
and “life/living” (mentioned in 5 sources). All the definitions directly or indirectly mentioned the
implementation of strategies, policies and following certain plans. That emphasizes that sustainability
is not an abstract concept, but rather a structured one, with a sequence of certain actions.

Sustainability reporting is crucial for businesses, especially for small and medium-sized enterprises. It
allows businesses to transparently communicate their environmental, social, and governance (ESG)
performance to stakeholders, taking into the account investors, customers, employees, and the broader
community. Sustainability reporting allows SMEs to transparently communicate their environmental
and social performance, fostering trust among customers and investors (Ali et al., 2023; Setyaningsih et
al., 2024). Sustainability reporting helps SMEs meet the evolving expectations of various stakeholders,
since stakeholders are increasingly concerned about sustainability. Transparency through reporting can
enhance an SME's reputation and brand value, while failure to address ESG risks could lead to
reputational damage (Sage.com, 2023), (Castilla-Polo & Guerrero-Baena, 2023; Estner, 2022).
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By openly disclosing their environmental impacts, social initiatives, and governance practices, SMEs
can address stakeholder concerns and align their business operations with sustainable development
objectives (Appiah-Kubi, 2024; Kujala et al., 2022; Setyaningsih et al., 2024). Findings show that SMEs
that engage in sustainability reporting and comply with the environmentally oriented goals are perceived
as more responsible and ethical, contributing to an improved brand image and corporate reputation
(Castilla-Polo & Guerrero-Baena, 2023; Permatasar & Gunawan, 2023). Other findings state that also
customers increasingly would rather support businesses that prioritize sustainability, and SMEs that
demonstrate their commitment through reporting can benefit from increased customer loyalty (Appiah-
Kubi, 2024; Chen et al., 2021).

Research Methodology

In this research, the methodology involved conducting a survey among employees of 30 Latvian SMEs
to gather insights into sustainability reporting practices. Data collection involved distributing the survey
and gathering responses from the employees. Data processing was performed, applying such methods
as graphical analysis, ranking method, frequency analysis, content analysis, classification analysis.

In order to provide a theoretical justification for the research, it is vital to discuss the existing literature
and how it is relevant to sustainability reporting of Latvian SMEs. Throughout time, the researchers
analyzed the landscape of sustainability reporting practices by surveying.

Several surveys have been conducted to assess the state of sustainability reporting in SMEs. These
surveys provide insights into the challenges faced by SMEs, the drivers for reporting, and the potential
benefits of adopting sustainability reporting practices.

The European Commission's SME Performance Review states that the share of innovating SMEs in
Latvia is one of the lowest in the OECD (European Commission, 2023b). This might potentially impact
their ability to adopt sustainable practices and report on them. Moreover, a study on Corporate Social
Responsibility (CSR) in Latvia found that while CSR awareness is increasing, the implementation of
CSR practices, including sustainability reporting, by SMEs does not progress at such rate and remains
limited (Nikadimovs, 2023; Petersons & King, 2009). To address this data gap and gain a comprehensive
understanding of sustainability reporting practices among Latvian SMEs as well as propose possible
solutions and customized strategies to support and encourage sustainability reporting in Latvia, it is
crucial to conduct a dedicated survey or study (Nikadimovs, 2023; OECD, 2022b).

Before conducting customized survey, several other reports were analyzed. To create a survey that
would gather the data for this master thesis, general survey conducting principles were also explored.
For the purpose of the research, the survey for Latvian SMEs was created. It covers a wide range of
topics related to sustainability reporting, including company profiles, reporting practices, challenges,
and stakeholder engagement. The survey was created, taking into consideration the general principles,
as well as the benefits and drawbacks of the analyzed surveys.
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Fig. 1. Structure of the survey (Source: Created by the authors)

The general structure of the survey along with the covered aspects are presented in the chart above.

Results

To evaluate the landscape of sustainability reporting among Latvian SMEs, 5 SMEs that practice
sustainability reporting and publish the reports on their websites, were selected and their most recent
reports analyzed. The SMEs were selected based on the report availability.

Overall, the sustainability reports of all analyzed companies demonstrate high quality across all defined
principles, ensuring a comprehensive, accurate, and clear presentation of the companys’ sustainability
performance. However, it is important to take into the account that some of these SMEs, such as Rigas
dzirnavnieks and Orkla Foods Latvija, exist within a concern of a larger enterprise, therefore they have
access to more workforce and financial resources when conducting a sustainability report, as well as the
sustainability action of Rigas dzirnavnieks comprises a part of a whole Baltic Mill enterprise.

On the other hand, most enterprises reviewed within the research, did not have a publicly available
sustainability report, that leads to a conclusion that only few of the Latvian SMEs have successfully
acquired the practice of sustainability reporting.

The conducted survey assisted in identifying the reasons for a relatively poor sustainability reporting
rate among Latvian SMEs. Next, consider the survey results. The purpose of the survey was to gather
information from various stakeholder groups to better understand their views and experiences in this
rapidly evolving area.

30 responces were provided. The target audience was achieved via sending personal e-mails to a variety
of SMEs and publishing the survey on the research author’s social media profiles asking for participation
in the questionnaire. The survey was opened for 2 weeks. Afterwards, the gathered data was interpreted
and analyzed.

The answers for parts A and B of the Survey gave us the picture about profiles of respondents and SMEs
they are working in. But the most important question is "For how long has your company been reporting
on sustainability?" with the 93,3% answered "My company doesn't report on sustainability” (see the
figure below).
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Fig. 2. Time of sustainability reporting in the survey (Source: Created by the authors)

The data in Part C provides insights into how the respondents view the relevance of the United Nations
Sustainable Development Goals (SDGS) to their business, as well as various aspects of their company's
sustainability reporting practices.

The data in Part D provides insights into the sustainability-related practices and challenges faced by the
respondents’ companies. The most commonly reported practice is the implementation of "green office
initiatives”, such as smart lighting, energy meters, waste sorting, and promoting resource efficiency
within the workplace. A smaller number of respondents also indicated that their companies collaborate
with sustainable suppliers and business partners.

Conclusions

As the goal of the Paper, the challenges and opportunities in the field of sustainability reporting for
Latvian SMEs were identified.
The main challenges are the following:
— Lack of Sustainability Reporting Maturity
— Limited Adoption of Sustainability Reporting Standards
The main opportunities are the following:

— Raising the awareness about sustainability reporting importance among employees through
educational activities.

— Chieving a greater stakeholder engagement through conducting improved quality sustainability
reports.

— Gaining an access to funding and support programs.

— Increased business performance and financial growth as a result of adjusted sustainability
reporting practices.

Recommendations for Promoting Sustainability Reporting Among SMEs were suggested by the
research author as a response to the research findings:

— Offer training and guidance to develop expertise in sustainability reporting (for SME
Management).

— Focus on resource allocation and offer incentives to encourage SMEs to invest in sustainability
reporting (for Governments and organizations).
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— Concentrate on stakeholder engagement by developing online platforms for SMEs to share best
practices (for SME Management).

— Collaborate with other SMEs by forming industry (for SME Management).

— Raise awareness about the issue of sustainability among employees and stakeholders, and
demonstrate the implementation of best practices by organizing sustainability-targeted
exhibitions (for SME Management).
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Abstract

Research relevance: In the Indian society, there has been prevalence of the practice of female foeticide
and female infanticide. There are various viewpoints regarding the birth of female child and their desire
for the male child. In the cases of all the families belonging to rural or urban areas, high status or affluent
families or the poverty-stricken families belonging to socio-economic backward sections of the society,
all the elderly people possess this viewpoint that male children would effectively contribute in bringing
wealth, fame and reputation to the families and female children are considered to be the liabilities. Rural
communities believe in marrying off their girls at an early age so that they are able to have more children
and the children desired are males. Regarding female children, it is important that every means should
be adopted by the parents and other family members to nurture them in a good manner and make
provision of all the adequate necessities that are required to live an efficient life. Gender selection and
its subsequent female infanticide (FI) remains a big problem for many countries, including India.

Research goal: To study the social aspects of female feticide in community of India and in addition of
that the psychological effects of it on people especially on women.

Research methods: A questionnaire was framed to have a in depth interaction with the respondents,
data analysis with chart reflecting the stats of states wise.

Main findings: Sex ratio declines very drastically in India from last few area, but not in entire country
but only in some of less educated states , but efforts and prevention is took place with very hard rules
and regulations by Indian government.

Keywords: feticide; infanticide; children; gender; women.

Introduction

Topicality of the research lies in the fact that sex selective abortions cases have become a significant
social phenomenon in several parts of India. It transcends all castes, class and communities and even
the North South dichotomy. The girl children become target of attack even before they are born.
(Foeticide Research, 2018) According to Srivastava (2014), in a well-known Abortion Centre in
Mumbai, after undertaking the sex determination tests, out of the 15,914 abortions performed during
1984-85 almost 100 per cent were those of girl foetuses. Similarly, a survey report of women’s centre
in Mumbai found that out of 8,000 foetuses aborted in six city hospitals 7,999 foetuses were of girls. It
is reported that about 4,000 female babies are aborted in Tamil Nadu (Southern India) every year. Sex
determination tests are widely resorted to even in the remotest rural areas. Since most deliveries in rural
areas take place at home there is no record of the exact number of births/deaths that take place.
Therefore, it is difficult to assess the magnitude of the problem. However, the fact remains that the right
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to be born are being denied to the female child. Since all religions treated abortion as immoral, and
contrary to divine law, this blanket ban on abortion, resulted in illegal abortions and risking the life of
the woman (Srivastava, 2014).

The aim is to study the social aspects of female feticide in community of India and in addition of that
the psychological effects of it on people especially on women. Main method is a questionnaire framed
to have a in depth interaction with the respondents, data analysis with chart reflecting the stats of states
wise. The hypothesis is important decisions in the family are taken by male members of family that also
is in regard to the abortion and other decisions in regard to the children. Results prove the hypothesis as
about decision power in family 60% women have said that the important decisions in the family are
taken by male members of family, 28% women told that in family decisions are taken by females while
12 % women informed that decisions in family are taken by both male and female members. This shows
the male dominating nature of society.

Literature Review

In India female foeticide is taking place for various factors viz. economic, socio-ritual, and technological
(see Fig. 1).
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Fig. 1. Trends in the absolute number of missing female births in India, 1987-96, 1997-2006, 2007—
16 (Source: Sakia et al., 2021)

Economic Factors: the female Foeticide in the 21st century have a great deal to do with capitalist
modernity. There are aspects of it lying behind these phenomena. For rural households with landed
property there is a clear inverse correlation between the income level and child sex ratio. It is especially
evident in south India. Again there is gender based wage level. For the same work females are paid less
remuneration. In most cases women enter in the domestic non-paid services which a patriarchal society
gives little or no value at all, so they are regarded as liability than assets. (Sharma et al., 2014) Cultural
politics of dowry in the Indian society have a lot of answer for this pernicious phenomenon. Since the
turn of century the recorded dowry deaths are increasing. Nearly 7- 8000 per year brides are murdered
for the lack of full payment of dowry. Nearly 3-5000 brides are committing suicides for dowry. Brides
are thought as commodities and the pre marriage and marriage have been described as ‘consumption
oriented reproductive journey’. When the reproductive practices make daughters into such economic
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burden, the threat of having to amass dowry is motive enough to dispose female commodities. (Sharma
etal., 2014) The female foeticide has been commaodified. It has started to become a field of accumulation
in its own right. Malini Bhattachgarya, the member of the national commission for women, admitted
that in the era of liberalisation “one has to allow freedom of choice to the service seeker and the freedom
to sell by the service provider”. Foeticide may cost one or two month’s earnings, while dowry requires
mobilisation of several years’ income. Hence there appears equilibrium between service seeker and
provider. UNICEF estimates that the turnover of foeticide industry has now reached 244 million dollar
from 77 million dollar in 2006. Those who disapproved of the practice of sex selective abortions but
engaged in it against their principles expressed their compulsions and helplessness due to pressures
arising out of unhealthy competition in the health care service sector. It was said that if they did not
provide abortion care services, some others would have provided them. For these economic reasons
females are not desired. (Sharma et al., 2014)

Socio-ritual factors: females are vulnerable to brutalities of the male in the forms of physical, mental
and sexual assaults and traumas in the patriarchal societal structure of India. Females are subjugated,
condemned, and deprived in sphere of life. Every parent of a girl child is at risk for their daughter in this
patriarchal society for the mentioned causes. (Kumar, 2016) Again for the funeral ceremonies of the
parents, presence of a son is a must. A man cannot attain moksha (redemption) unless he has a son to
light his funeral pyre. In old age the sons will care for them believably. (Kavilpuraidom, 2019) These
socio-rituals factors including illiteracy and orthodox society norms lead to crave for a male baby,
discarding the females one after another. Female foeticide is a latest trend of long-established gender
bias. We are civilized with time and our killing female babes have also been civilized. (Pathak, 2016)
The presence of low-cost technologies like ultrasound, have led to sex-based abortion of female fetuses,
and an increasingly smaller percentage of girls born each year. (Kavilpuraidom, 2019) Population
Policy: Indian family planning policies promote a two-child family and health workers say this often
leads to abortion of female foetuses in efforts to have a "complete family" with at least one son. (Sharma
etal., 2014)

The immediate impacts of female foeticides the unbalanced sex ratio. The child sex ratio for the age
group of 0-6 years has currently 927 per 1000 boys. Punjab has 798 girls, Haryana 819, Delhi 868 and
Gujurat 883 per 1000 boys. It is found that there is a gradual decline in the sex ratio from 1901 to 1941
due to infanticides and foeticides and there is a fluctuation in the sex ratio between 1941 and 2001. Here
one thing is attracting our attention that though there is substantial increase in the overall sex ratio in
India from 1991-2001, there is drastic decline in the child sex ratio (CSR). (MuslimMirror, 2019)

Falling number of girls aged 0-6 years in India since 1961
MNumber of girls aged 0-6 years for every 1,000 boys

1,000
— Owerall female to

male ratio (all ages)

900 —

19617 1971 1987 1991 2001 2011
Source: Census of India

Fig. 2. Failing number of girls since 1961 (Source: BBC, 2011)
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Female foeticides (see Fig. 2) are common in all states of India irrespective of caste, class, religion, or
north south divide. About 5-7 lakh girls a year or 2000 girls a day go missing in India due to female
foeticide. During 2000, the highest occurances of female foeticides are concentrated in Maharashtra
(45.1% of India’s total foeticides), followed by the states of Madhya Pradesh, Haryana, Rajasthan,
Andhra Pradesh (F The overall sex ratio increased from 929 to 933 during 1991 and 2001, but the CSR
fall from 945 to 927 during that period (Financialexpress, 2015).

Research Methodology

Data was collected by survey of women belonging to 1000 families by N.S.S. students for the project
“Beti Bachav, save girl child” (Naikwade & Phatak, 2013). A survey with the help of structured
guestionnaires was also carried out of female students of college for study of effects of female foeticide
problem. Interviews with doctors, nurses, dais, government hospitals, political people etc. provide
significant information about the problem. Secondary data was collected by referring books,
Government records, official websites, etc. Help of community leaders, social activists, religious
leaders, village 'dais’ and traditional healers was sought to make the sampling more realistic and
purposeful. During data collection all the possible painstaking efforts were undertaken to take the
women activists and respondents in to confidence to win their confidence by ensuring them that the
information they provide will be kept secret at every cost and remain confined to the study purpose.
(University Hamirpur, 2021)

Results

Women having both boy and girl as child were 59 %, 28% women were with only boys, 11% women
were with only girls. However, 2% women were not having any child. (Naikwade & Phatak, 2013)
About decision power in family 60% women have said that the important decisions in the family are
taken by male members of family, 28% women told that in family decisions are taken by females while
12 % women informed that decisions in family are taken by both male and female members. This shows
the male dominating nature of society. Concerning the issue of sex determination before birth, 96% of
women responded that they do not feel that sex determination is vital, whereas 4% of women responded
that they feel that sex determination is essential. Only 20% of women are aware of the facility or hospital
where pre birth sex determination is performed, whereas 80% of women denied having any knowledge
of facilities where such practises are widespread. Regarding the origin of the information 35 percent of
women learned about the problem of female foeticide from various forms of media such as television,
radio, newspapers, and the internet. All of the women interviewed said that they had not participated in
pre-sex determination or female foeticide, although 53% of the women stated that they knew other
women who had. This demonstrates that even while respondent women are denying that they have
participated in female foeticide, they are aware that this kind of problem exists in this location. Even in
the most distant parts of the country, people frequently use tests to determine a person's sexual
orientation.

In the instance of investigating the factors that lead to female foeticide, numerous facets were looked at.
The misconception that the race being passed down from father to son, often known as patrilinealism,
is the primary factor. This was cited as the primary reason by 42% of women, followed by the
precedence given to son in religious rituals (23%), insecurity of female in society (13%), and dowry
(8%). Many parents, if their first kid was a girl, desire their second child to be a boy to ensure the
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continuation of their race. As a result, they undergo prenatal testing to determine the baby's gender and
choose to terminate the pregnancy if the results indicate that the foetus is female. 4 percent of women
had the belief that female foeticide is practised because of the concern that an adult female child may
one day be entitled to property rights, and as a result, the practise is carried out. According to the data,
another reason for female foeticide is because women are physically weak. This accounts for 2% of all
cases. The general population has a poor understanding of the many programmes run by the government
for women. A third of women do not have any awareness of these types of initiatives. Respondents are
aware that if the problem of female foeticide continues, it would result in a wide variety of societal
difficulties as well as insecurity for women. (Naikwade & Phatak, 2013)

Conclusions

The ineffective implementation of the legislation is evident in India's skewed gender ratio. If it is
possible to stop abortion and foeticide of female by legal enforcements on the demand and supply sides,
female infants will see the light and breathe the air of the earth. Even if there is no direct female
infanticides, indirect infanticides must occur until and unless our conceptions regarding various
economic, social, and ritual reasons about the girls are changed.
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Abstract

Research relevance: The Sri Lankan apparel sector has a major difficulty in the form of excessive
workforce turnover, especially in the operational workers category. The current research investigates
the critical factors that influence employee turnover among operational employees in this industry,
providing insights into challenges crucial to its long-term development and competitiveness.

Research goal: This study aims to thoroughly assess the factors that lead to workforce turnover in
operational-level categories in the Sri Lankan apparel industry. The research attempts to give significant
insights into the fundamental causes of turnover by analysing workplace stress, work-life balance,
working conditions, job satisfaction, pay and benefits, cost of living, management support, and career
progression possibilities.

Research methods: To achieve the research goal, a survey research strategy was employed, involving
the distribution of carefully developed structured questionnaires to operational-level workers in major
apparel chains in Sri Lanka using stratified sampling technique. The collected data were processed using
SPSS software, incorporating descriptive statistics, correlation analysis, and multiple regression analysis
to derive meaningful and statistically significant conclusions for the study.

Main findings: The research reveals that unsatisfactory compensation and benefits, job dissatisfaction,
and workplace stress were the main factors leading to turnover intentions among operational workers in
the apparel sector in Sri Lanka. While these variables have a considerable effect, poor working
conditions and limited career progression possibilities, cost of living and limited work-life balance also
indicated a significant effect on employee turnover. These results emphasize the need for industry
participants to adopt a holistic strategy for dealing with these difficulties to enhance employee retention
in the industry.

Keywords: employee turnover; pay & benefits; workplace stress; job dissatisfaction; work-life balance.

Introduction

As discussed deeply discussed in the above background information relating to this study, The turnover
of personnel in the global as well as Sri Lankan the garment industry in is impacted by a multitude of
interrelated variables, including workplace stress, work-life balance, working conditions, job
satisfaction, compensation and benefits, cost of living, management support, and career advancement
opportunities. However, there is a lack of exact knowledge relating to what are the exact impact of these
variables on the determination of employee turnover levels as well as which factors may influence more
and which factors have fever influence on the determination of employee turnover levels in the apparel
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industry in Sri Lanka. Thus, it is essential to thoroughly analyse these factors in order to develop
comprehensive plans that will improve staff retention and promote the long-term viability of the
organization. Organizations may develop a resilient workforce that can adapt to changing market
dynamics and industry problems by addressing the underlying reasons for employee turnover and
executing specific interventions.

The Obiject of this research is employees representing the private companies in the apparel industry in
Sri Lanka. The Subject of this research is factors affecting employee turnover intention in apparel
industry in Sri Lanka. Aim of the research is to identify the factors affect staff turnover in apparel
industry of Sri Lanka.For the investigation of the reserch data collection method used was online survey.
For analyzing the result SPSS was used in the quantitative part of research.

the results of this research have important consequences for organizations that work in the garment
sector in Sri Lanka. Organizations may proactively address turnover by identifying the main
Implementing strategies focused on boosting work-life balance, increasing job satisfaction, and offering
sufficient support and resources may assist organizations in cultivating a favorable work environment
that promotes employee retention.

Literature Review

Staff turnover is a key notion that refers to the rate at which employees leave an organization and are
therefore replaced by new recruits (Codling et al., 2023). This rate is referred to as the turnover rate
within the field of human resource management. There may have a number of factors that contribute to
the formation of the level of employee turnover in a specific organizational context, and thus, this issue
is regarded as being complicated. These factors include workplace contentment, organizational culture,
compensation and perks, opportunities for professional advancement, and external market conditions.
In the process of analyzing employee turnover, it is possible to take into account a variety of distinct
theoretical orientations (Kanchana & Jayathilaka, 2023; Mamun & Hasan, 2017). Employee turnover is
regarded as a regular aspect or issue of the dynamics of an organization, representing the ebb and flow
of workers within a workforce (Vasantham & Aithal, 2022). This is the first point to consider.
Aspirations for professional progress, relocation, retirement, or discontent with their existing
responsibilities are some of the reasons why employees may decide to quit their jobs. When seen from
this angle, employee turnover is unavoidable and may even be advantageous for businesses since it
enables the introduction of new individuals with fresh ideas and new skills (Nguyen & Shao, 2019).

Additionally, the rate of staff turnover may be seen as an indication that there are underlying issues to
be found inside a business. There are a number of structural concerns that may be suggested by high
turnover rates. Some examples of these issues include inadequate management approaches, poor
employee morale, inadequate compensation, and a lack of opportunities for professional progress
(Taborosi et al., 2023). When seen in this context, staff turnover serves as a warning sign that requires
attention and action in order to eradicate the underlying causes of the problem and improve the
effectiveness of the company.

The garment export business in Sri Lanka has emerged as one of the most important areas of the
country's economy as a result of the enormous increase that it has seen over the course of the last four
decades. After a year-on-year rise in exports of 22.93 percent over the previous year, the value of the
sector reached $5.42 billion in 2021. This was the result of the industry's continued growth (SilkPorts,
2022). It is the goal of the garment industry to attain exports worth $8 billion by the year 2025. This is
due to the fact that the present economic crisis has made it more difficult for the business to get inputs.
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Increasing investments in local supply chains will be the means by which this objective will be achieved.
As an additional point of interest, the clothing industry is now the most significant export sector in the
country. In addition to being responsible for around 33 percent of the manufacturing employment in the
nation, it is responsible for approximately 44 percent of the total exports (SilkPorts, 2022).

Sri Lanka’s annual textile and apparel exports

Value (| Top destinations t
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u.s.
U.K.
Italy

4
2 Germany
Netherlands

Other

0

2019 21 ‘23

Fig. 1. Statistics of apparel industry in Sri Lanka (Source: JAAFS, 2023)

The graph that provided above demonstrates that the value of Sri Lanka's annual textile and garment
exports has been on an increasing trend since 2019. This pattern has been seen since 2019. During the
year 2019, the total value of exports was exceeded five billion dollars. By the time the year 2023, the
exporting valued have indicated some declining trend indicating the value approximately $4.86 billion
in Export Revenue in 2023 (Marwaan, 2024).

When it comes to assessing the share of exports the major clients associated with Sri Lankan apparel
industry are displayed in the above figure, in the year 2021, the United States of America accounted for
38 percent of Sri Lanka's total textile and garment exports, making it the most significant destination for
these products in the country. Additionally, the United Kingdom (12.4%), Italy (7.79%), Germany
(6.05%), and the Netherlands (4.54%) are among the most popular destinations.

According to the Sri Lanka Export Development Board (EDB), the textile and clothing industry is the
most significant export sector in the country. In the year 2023, the textile and clothing industry was
responsible for 41.82 percent of the entire money that the country got from exports. The Export
Development Board (EDB) has set a target of attaining a total of eight billion dollars in revenue from
exports from the industry by the year 2025. As discussed by Sri Lanka Economic Growth (2024), there
could identified some emerging positive trends aligned with the workforce of the apparel workers in the
industry in Sri Lanka.

Research Methodology

The research method was a survey. A structured questionnaire was distributed among operational-level
workers employed in selected major apparel chains in Sri Lanka. Five major apparel manufacturing
firms were selected for the study collectively employed approximately 6000 employees. These firms
were included Mas Intimates Pvt Ltd, Omega Line Ltd, Brandix Apparel Pvt Ltd, Hirdaramani
International Exports Pvt Ltd and Jay Jay Mills Lanka Pvt Ltd The sample size of 361 was chosen based
on the guidance provided through the use of Morgan table from a population of approximately 6000
operational-level workers employed across five major apparel manufacturing firms in Sri Lanka.The
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sample profile of 361 operational-level workers were developed as the following tabled presented using
stratified sampling technique.

Table 1. Sample Profile (Source: Created by the authors)

Firm Operational Worker Population Stratified Random Sampling Sample Size
Firm A 1900 Sample 115 individuals
Firm B 1300 Sample 78 individuals
Firm C 1000 Sample 60 individuals
Firm D 1200 Sample 72 individuals
Firm E 600 Sample 36 individuals

Total 6000 361

Data collection of this study was conducted based on two categories. The secondary data was assessed
in order to conduct the literature review part and identifying an assessing the marker dynamics relating
to the garment industry in Sri Lanka based on the published data in websites, industry reports and journal
articles. However, the major contribution was done by the primary data which were collected by
distributing a structured survey within the sample population chosen for this study.

Results

The reliability of the study instrument was tested by the Cronbachs Alpha test (see Table 2).

Table 2. Cronbach’s Alpha test results (Source: Created by the authors)

Variable Dimension Cr:::gﬁ;h’s Reliability
Workplace stress 0.847 Reliable
Low work-life balance 0.888 Reliable
Job dissatisfaction 0.792 Reliable
| ) Factors Affecting Staff Poor working conditions 0.764 Reliable
ndependent variables Turnover Pay & Benefits 0.800 Reliable
y
Poor management support 0.836 Reliable
Low career growth 0.815 Reliable
High cost of living 0.851 Reliable
Dependent variables Employee Turnover Intention 0.835 Reliable

All of variables surpass the commonly accepted threshold of 0.7 for reliability. This indicates that the
independent variables are reliable. Based on this, it seems that the questions of the questionnaire within
each dimension assess the target construct in a consistent manner, which indicates that the questionnaire
is reliable and consistent internally According to the findings, factors such as high cost of living, low
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career growth, low work-life balance, job dissatisfaction, poor working conditions, pay and benefits,
poor management support, and high levels of stress in the workplace all have a significant impact on
employee turnover. This is demonstrated by standardized coefficients and p-values that are lower than
0.05. As aresult, all hypotheses are accepted, which indicates that these variables play significant roles
in determining the turnover rates that occur within the business. The significance of tackling these
challenges in order to promote staff retention and organizational stability is shown by these results.

Table 3. Hypothesis Testing Summary (Source: Created by the authors)

Simple Lenier Regression Multiple Lenier Regression Decision
Result Results (p <0.05)

Hypothesis
Standardized
Coefficients

Standardized Sig.

Sig. (2Taied) Coefficients (2Taied)

Ha1

Workplace stress has
significantly impact on
employee turnover in apparel
industry in Sri Lanka.

Hal 0.736 .000 0.233 .000 Accepted

Low work-life balance has
significantly impact on
employee turnover in apparel
industry in Sri Lanka

Ha2 0.477 .000 .103 .000 Accepted

Job Dissatisfaction has a
significant impact on
employee turnover in apparel
industry in Sri Lanka.

Ha3 .753 .000 184 .000 Accepted

Poor Working Conditions
has a significant impact on
employee turnover in apparel
industry in Sri Lanka.

Had .668 .000 .065 .026 Accepted

Pay & Benefits has a
significant impact on
employee turnover in apparel
industry in Sri Lanka.

Ha5 776 .000 247 .000 Accepted

Poor Management Support
has a significant impact on
employee turnover in apparel
industry in Sri Lanka.

HAG .684 .000 105 .000 Accepted

Low Career Growth has a
significant impact on
employee turnover in apparel
industry in Sri Lanka.

HA7 201 .000 .061 .005 Accepted

High Cost of Living has a
significant impact on
employee turnover in apparel
industry in Sri Lanka.

Ha8 744 .000 233 .000 Accepted

According to the findings, factors such as high cost of living, low career growth, low work-life balance,
job dissatisfaction, poor working conditions, pay and benefits, poor management support, and high
levels of stress in the workplace all have a significant impact on employee turnover. This is demonstrated
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by standardized coefficients and p-values that are lower than 0.05. As a result, all hypotheses are
accepted, which indicates that these variables play significant roles in determining the turnover rates
that occur within the business. The significance of tackling these challenges in order to promote staff
retention and organizational stability is shown by these results.

Conclusions
Based on the extensive literature review, survey and research work done, the authors of this paper made
the following conclusions:

— The goal of the research to identify factors affect staff turnover has been achieved as it shows
on the table 56. Eight factors have been tested. Four of them turned out to be highly significant.

— Poor Pay & Benefits has a significant positive impact on employee turnover in apparel industry
in Sri Lanka and this was the most influential one in this study.

According to the statistical analyses conducted in the study poor levels of pay and benefits shown the
most influential aspect compared with other variables.

— Workplace stress has a significant impact on employee turnover in apparel industry in Sri Lanka.

According to the statistical analyses conducted in the study and literature review conducted this
finding was true and significant.

— Low Work-life Balance has a significant positive impact on employee turnover in apparel
industry in Sri Lanka.

According to the statistical analyses conducted in the study and literature review conducted this
finding was true and significant.

— Job Dissatisfaction has a significant positive impact on employee turnover in apparel industry
in Sri Lanka.

According to the statistical analyses conducted in the study and literature review conducted this
finding was true and significant.

— Poor Working Conditions has a significant positive impact on employee turnover in apparel
industry in Sri Lanka.

According to the statistical analyses conducted in the study and literature review conducted this
finding was true and significant.

— Poor Management Support has a significant positive impact on employee turnover in apparel
industry in Sri Lanka.

According to the statistical analyses conducted in the study and literature review conducted this
finding was true and significant.

— Low Career Growth has a significant positive impact on employee turnover in apparel industry
in Sri Lanka.

According to the statistical analyses conducted in the study and literature review conducted this finding
was true and significant.
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— High Cost of Living has a significant positive impact on employee turnover in apparel industry
in Sri Lanka.

— Employees in the garment industry in Sri Lanka with a high intention of leaving.

According to the findings of the survey, a significant number of workers in the garment sector
in Sri Lanka had the aim of quitting their employment. This conclusion is derived from the
significant correlations that were discovered between a variety of factors, including but not
limited to: workplace stress, low work-life balance, job dissatisfaction, poor working
conditions, inadequate pay and benefits, insufficient management support, limited career
growth opportunities, and the high cost of living. All of these factors contribute to employees'
intentions to leave their current position. This suggests that there is a serious problem within
the sector that has to be addressed in order to get higher rates of employee retention and to
promote organizational stability.
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Abstract

Research relevance: As per Statista (2024) consumption value of cosmetics and personal care in Latvia
was 168 million Euros (as of 2021). Based on Lursoft data, there are 164 cosmetic companies in Latvia
as of 2024.

Research goal: Research goal is to create Guidelines For Development Of Strategy For Global
Competitive Advantage Of Latvian Cosmetic Companies.

Research methods: To achieve the research goal survey among Latvian citizens (consumers of Latvian
cosmetic brands) was conducted. Besides, analysis of development strategies of Latvian and other
European cosmetic companies was studied. Also, media monitoring was also done by investigating web
pages on Instagram of some local consumers.

Main findings: Based on research results quality of a product is the main factor to be taken into notice
by cosmetic company with reasonable pricing. Quality cannot be compromised in order to have
competitive pricing in market. Maintaining online platform is very crucial for cosmetic industry,
continuous updates of their new products line and live reviews is very important. Any local born
company intending to go global should launch their global market within first 6 months and based on
analysis guidelines was created.

Keywords: global competitive advantage; brand value; sustainable brand development.

Introduction

In the past decade or two, global presence and branding has become a very important factor for any
company in the market. With the advancement of technology, internet access and transportation, the
world has become even more connected than it has ever been.

The rise of social media and the influence of celebrity culture have undeniably propelled the cosmetic
industry into the spotlight. With platforms like Instagram and YouTube showcasing the latest beauty
trends and products, consumers are more exposed and aware of cosmetic options than ever before. This
heightened visibility has led to the industry's expansion and prominence in the market. As per the data
published by (Statista, 2024) cosmetic market is constantly growing, and consumption value is 185
million Euros for Latvia. The forecast for the cosmetic consumption industry in 2028 is expected to be
128 billion US dollars.
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The aim of the study was to identify competitive advantage factors and create guidelines for
development of strategy for global competitive advantage of Latvian cosmetic market from the survey.

Research tasks that will be carried out for this study are:
— Explore the concept of global competitive advantage by means of bibliometric analysis.
— Analyse the development trends in Latvian cosmetic markets.
— Analyse the development strategy of Latvian cosmetic brands.
— Create a questionnaire to evaluate perception of Latvian cosmetic brands.
— Conduct survey among Latvian citizens.
— Describe elements of strategy for global competitive advantage for Latvian cosmetic companies.

Data collection methods used in the research paper are literature analysis, survey, media monitoring.
Data were analysed using processing methods such as bibliometric analysis, frequency analysis,
graphical analysis.

In the part “Results”, the author of the research paper analysed the data received from the survey, using
frequency analysis, graphical analysis, and media monitoring. Finally, the guidelines were formulated
which was the practical importance of this study will help the practical business world of cosmetic
industries to follow a few guidelines to remain in the global competitiveness of the sector.

Literature Review

Core of Business Competitiveness

Competitiveness is a widespread and globally accepted term, yet there is no single accepted definition
for it. Definitions have been tailored based on the context and level it is been used in. According to the
European Community (Bizottsag, 1999), the concept of competitiveness is linked to the ability of
businesses, industries, regions, nations and transnational regions to generate, while being exposed to
international competition, relatively high income and employment levels. The European Management
Forum defines competitiveness as the immediate and future ability of, and opportunity for, businessmen
to design, produce and market goods worldwide whose price and non-price qualities form a more
attractive pack than those of foreign and domestic competitors (Buckley et al., 1988).

Porter (1985) defined as competitiveness is a function of dynamic progressiveness, innovation and a
capability to change and improve. The EY-Parthenon comparative leadership methodology assesses a
value chain by global market leadership, business leadership and innovation leadership, with scores
based on current strength and the potential for future strength in these areas. Bodies governing industrial
policy and competition may consider focusing their agendas on businesses value chains that are
competitive or not to address global competitiveness in any industry of interest. (Reasons et al., 2022).
Summary of definitions are available in Siudek and Zawojska (2014, 94), where “competitiveness is a
set of characteristics of one object with respect to comparable objects (benchmarks) on the market”.

Cosmetic Market Overview in Europe

The cosmetic market in Europe is one of the largest and very diverse in the world. Europe shares a
significant share of global cosmetic market with major countries like Germany, France, Italy, UK as

89



V) EKONOMIKAS UN KULTURAS
AUGSTSKOLA

their top consumers (see Fig.1). With the rising incomes and lifestyle changes, there has been a
significant increase in wellbeing and grooming.
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Fig 1. Consumption value of cosmetics and personal care in Europe as of 2021 in million Euros
(Source: Adapted from Statista, 2024)

Cosmetic Market Overview in Latvia

The total cosmetic consumption of Latvia is 185 billion Euros as of 2021 (Statista, 2024) which is
approximately 0.5085% of Latvia’s GDP. The annual turnover of Douglas Group is 33.7 billion Euros
as per (Lursoft annual reports, 2024). Douglas is in the top 100 company list which had huge turnover
in the year 2023. The Douglas Group is not a Latvian manufacturer but is currently Europe's largest
lifestyle retailer with more than 1800 specialty stores across Europe. Douglas store is a sophisticated
retail chain for all reputed cosmetic brands like Chanel, Dior, etc. which are global brands and also has
local Latvian brand products Madara Cosmetics. This proves that with proper strategy, vision and
mission, demand for cosmetic products can be increased globally. Proper terms of partnership and
distribution can increase the sales of the products.

As per the Lursoft data there are 164 cosmetic companies recorded in Latvia. But out of which 77
companies are still present in records, 47 are liquidated, 40 are closed. Out of 77 present records only
45 of them have Lursoft ratings, which means they have active records which their financial data and
other set of data updated.

As per author’s view companies globally adopt few different strategies for maintaining competitive
advantages, but few important strategies are as listed below:

— Leadership and Cost strategy: A company which aims to become the lowest-cost producer in
the industry by leveraging economies of scale. This allows the company to have a competitive
advantage by offering lower prices or higher quality products while maintaining profitability,
this strategy favors companies with larger market share.

— Product differentiation strategy: Firms which focus to serve particular needs of consumers
follow this strategy. For example, needs like comfort, aesthetics and performance.
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— Niche strategy: Few companies especially smaller ones focus on specializing in niche market to
capture and make their strong mark in those markets (Kotabe & Helsen, 2011).

Research Methodology

Cosmetic Companies have potential for Global Competitiveness

With the advancement of technology, internet access and transportation, the world has become more
connected. The rise in usage of social media platforms and the rising social media influencers across the
world has given a golden opportunity for cosmetic industry to spread globally.

Consistent with LLP (2016), cosmetic industry market is segmented and it will be an useful factor for a
cosmetic company to understand this segmentation for their sales strategy. Study shows that the global
cosmetics market is a significant segment, driven by the widespread use of skin care and hair care
products across men and women. The market is further segmented by distribution channels, including
retail and online sales, with retail mode encompassing various outlets such as supermarkets, general
department stores, drugstores, pharmacies, and others. Additionally, the market is also categorized by
geography, covering regions like North America, Europe, Asia-Pacific, Latin America, Middle East,

and Africa (see Table 1).

Table 1: Factors affecting Business competitiveness in cosmetic industry across countries (Source:

Created by the author)

(2019)

Behavior to Purchase Sustainable
Cosmetic Products in a German
Context

Source Title Country Strategy Factors
Kumudhini, N. & Kumaran, Factors Influencing on Purchase Sri Lanka Creating a positive attitude
S. S. (2020) Intention towards Organic and toward buying organic
Natural cosmetics products attracts
Cosmetics more consumers
Zhang, J., & Zhou, M. Factors influencing consumer Sweden Perceived behavioral control,
(2019) purchasing behavior of natural attitude and subjective norms.
cosmetics: A qualitative study in
Uppsala, Sweden
Briickel, S., & Schneider, S. Factors Influencing Consumer Germany Sustainable consumption

often results from planned
decisions rather than hedonic
reasons

Kumar, S., Massie, C., &
Dumonceaux, M. D. (2006).

Comparative innovative business
strategies of major players in
cosmetic industry

United States
of America

Unique Product line and
selling methods captures the
market well.

An extensive study by (Feng, 2017), illustrate how some Latvian brands successfully enter to Chinese
market. The study shows that top few Latvian brands consumed in China are STENDERS with 46.12
million Euro turnover as of 2016, followed by Amber jewellery, Riga Black Balsams, Laima chocolates.
A few suggested strategies by author to enter Chinese market are Branding, Discount season sales, Fancy
packaging, Adaption with the local culture.
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Strategy of MADARA cosmetics — as illustrated by its CEO
— The first step towards entering global markets: Choosing the right distributor
— The second step: Absolute control over quality
— The third step: Acquiring and utilizing money
— Other steps: Ambition, common aims and clearly defined targets

“Ambitious and clearly defined targets are further keys to our success in global markets,” says Lotte. In
this regard the CEO of MADARA Cosmetics emphasizes the importance of aiming high from the very
beginning. “In our case the big target was a global orientation; it would not be hard to set and achieve
the target of being the best in Latvia, but would we be satisfied once this aim is achieved? I don’t think
s0.” (Sauka, 2015).

Springboard Expansion Strategy for Born Global Firms

An extensive study by Sauka (2015) suggests that a company should not operate in a domestic market
longer than for six month.

Springboard Expansion Strategy for Born Global Firms

Market 1

t »
Stage 1 Stage 2 Stage3 Time

Fig. 2. Springboard Expansion Strategy for Born Global Firms (Source: Sauka, 2015)

Meanwhile, suggests to start selecting the first strategic foreign market that would allow it to meet
economies of scale and to acquire the needed experience for further successful growth. It is also
important to consider that, especially with limited resources that can be invested in international
expansion, entering global markets can take time - that is another reason to start working on this from
the first day of operations. The first market could thus act as a “spring board” as in Fig. 2 that allows to
achieve more rapid growth and accumulate needed financial resources in order to continue the growth
in several host markets simultaneously.

Development of Research Instrument

The questionnaire was used as a tool for this study, a questionnaire was formulated and distributed
among Latvian customers, both men and women. The questionnaire has been developed into two
sections: Section A - Respondent profile, Section B - Factors for Global Competitive advantage of
Cosmetic companies. Section A has 08 questions [Gender, Age, Education level, Occupation status,
Average income per month, Family status, Where do you usually purchase your cosmetics?, What is
your average expenditure on cosmetic products per month?]. Section B has Factors that are important
for global competitive advantage of cosmetic company. Here 19 statements are included in one question
and they are given Likert scales.
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Gender of the respondent was asked to understand if men also invested more in cosmetics as much as
women does. The age was a consideration to see if the cosmetics are used more by middle age, adults,
or teenagers. The questionnaire was designed to mark 18 to 25 years of age and 26 to 45 years of age
and 45 to 64 years of age and above 64. Educational level was included in the questions with options
Up to Ordinary Level Education, Up to Advanced Level Education, Degree/ Diploma Level Education,
Post Graduate Level Education.

The question of average salary was important to understand if the salary earned was directly
proportionate to the money spent on cosmetics every month. The basic salary as per government
regulations for a professional job and for foreigners is 1250 gross as of year 2024, few jobs might differ
between 1250 to 2000 Euros based on type of industry or skill. Few skilled labor jobs have salary range
of 800 to 1250 Euros, individuals with more experience or experts earn more than 2000 Euros in Latvian
market, hence, the range were as above in the gquestionnaire. A guestion on family status was asked in
section A of the questionnaire to understand if singles spent more on cosmetics compared to married
individuals.

Finally, a question about personal monthly expenditure on cosmetics was asked in the personal profile
section of questionnaire to understand how much an individual spent monthly on their cosmetic
products. As per Latvian market and pricing 50 Euro was determined to be the minimum expenditure
on cosmetics on a monthly basis, even if an individual spent only basic products 50 Euro was a good
amount to cover those products. Middle range of expenditure was found to be 50 to 100 Euros and higher
up from 100 to 150 Euros to buy high end products and also a expenditure category for those who spend
a lot and experiment with their products as more than 200 Euros.

Testing of Research Instrument

A total of 101 responses were collected at the end of the survey, out of which female respondent’s
percentage is 68.3% and male respondent’s percentage is 31.7%.

To test the quality of the questionnaire, a reliability analysis was used, specifically the Test for internal
consistency with calculation of Cronbach’s alpha. The value of Cronbach alpha for the whole
measurement scale (19 factors) = 0.894 points to the excellent internal consistency. To analyse the
instrument in details, the Item-total correlation analysis was performed (see Table 2). The 19 factors of
of the section B questionnaire are shown in Table 2.

Table 2. Test for internal consistency: Item-total correlation analysis (Source: Author’s calculation in
SPSS)

Corrected Item- Cronbach’s Alpha if
Factor Factor Code Total Correlation Item Deleted

Branding 9.1 .575 .887
Marketing and advertising strategies 9.2 .630 .885
Geographical diversification of production and 9.3 .568 .887
distribution

Research and development (R&D) 9.4 .705 .883
Sustainable and environmentally friendly practice 9.5 513 .889
Loyalty and brand recognition 9.6 .584 .887
Quality of ingredients and product formulation 9.7 495 .890
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Pricing 9.8 115 .897
Ability to adapt to cultural differences 9.9 .580 .887
Design of the package as an important factor 9.10 .605 .886
Online availability of products as an important 9.11 .605 .886
factor
Cruelty free product 9.12 .333 .894
Vegan product 9.13 475 .890
Good reviews 9.14 576 .887
Recommendations by current customer 9.15 .584 .887
Brand created by a celebrity 9.16 443 .892
Brand used by a celebrity 9.17 415 .892
Having wide variety of options (like shades, 9.18 444 .891
texture, etc.) in single brand
Advice from instore consultant 9.19 .645 ,885

There are no items (factors) that should be removed from the scale according to the results summarized
in the last column of Table 2 “Cronbach's Alpha if Item Deleted”. Therefore, all the factors evaluated

by respondents will be analysed.

Results

Results of the study were achieved based on three different steps, survey questionnaire, analysis of data
using frequency analysis and media monitoring. Finally, a step by step guidelines was created based on
analysis. Survey data revealed that majority of respondents (40) earned more than 2000 Euros and 31 of
them earned between 1250 to 2000 Euros per month as in Fig. 3. Based on analysis of data it was found
that consumers’ expenditure is very strongly correlated with monthly earnings.

10 }
N I._ m [ =

Less than €50 €50-$100 €100-$200 More than €200

m Less than 800 EUR m 800 - 1250 EUR 1250 - 2000 EUR More than 2000 EUR

Less than €50 €50-S100 €100-$200 More than €20

Less than 800 EUR 9 2 0 0
800 - 1250 EUR 13 3 1 0
1250 - 2000 EUR 21 8 2 0
More than 2000 EUR 24 13 2 1

Fig. 3. Frequency of expenditure on cosmetics based on average monthly income (in numbers)
(Source: Created by the author)
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The top 5 important factors which mattered to customer as per survey results were Quality of ingredients
with 70 responses, Pricing with 59 responses, Good reviews with 54 responses, Sustainable and
environmental friendly with 51 responses, Cruelty free with 49 responses.

Latvian Cosmetic Company Media Monitoring
The cosmetic company ranking is available in Table 3.

Table 3. Cosmetic Company Rankings by famous Websites (Source: Created by the author)

Company Ranking Source Webpage Year of
Establishment

Madara 47 Topl101 https://top101.lv/en/company/237/?ref=top 2006
Madara 2 Latvia travel https://www.latvia.travel/en/latvian-products-online- 2006

cosmetics stores-feel-vibe-latvia
Douglas 98 Baltic brands https://balticbrands.eu/en/rankings/mostloved/baltic/4 2009
Douglas 72 Topl101 https://top101.lv/en/company/296/?ref=top 2009
Douglas 10 Top darbavejs https://www.topdarbadevejs.lv/en/year/2022/ 2009
Stenders 9 Latvia travel https://www.latvia.travel/en/latvian-products-online- 2001

cosmetics stores-feel-vibe-latvia

Madara cosmetics and Stenders has maintained a good social media presence along with updated data
of their financial status on database websites, hence they have a good ranking by other social media
websites which is important for a cosmetic company.

Strategic Guidelines for Competitive Advantage of Latvian Cosmetic Market

After literature review and data analysis, the author determined a few steps for the guidelines, which
will serve a pivotal purpose for cosmetic company to enter global market and sustain the global
competition (see Fig.4).

. . «Choose Market and understand existing product trends.
Step 1. Anal f Entry Market . . . .
°p 1aysts of Bniry Marke - Market share of existing companies, size of market

Step 2. Numerical Evaluation of the »Population growth
chosen country’s market »Human resource, GDP

Step 3. Analysis of other industry in

« Any raw materials available

try that would i t t L .
country that wou € 1mpact cosmetic «Distribution and marketing channels

business

Step 4. Choose the Market Entry »Direct or Indirect export, Franchise or local license
Mode » Acquisition or Alliance mode, wholly owned subsidiary

»Record keeping of every details

glzeRilnpkneniation = Unique Product Line, product life cycle

Fig. 4. Strategic Guidelines for Competitive Advantage for the Latvian Cosmetic Market (Source:
Created by the author)
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There are 5 main steps developed by author, which has few sub steps involved. Step 1 is to analyse the
entry market or country, to understand fully what exists there already. Step 2 is evaluation of the chosen
market, analyse their GDP growth, population growth and forecast opportunities. Step 3 is to analyse if
any other market would impact the cosmetic business in that country. Step 4 is to choose the entry mode
of market, if the company want to invest directly or not, if they want to have a franchise or local license,
if they want wholly owned subsidiaries. The last step is implementing itself, maintain their records
correctly, research on new product lines, etc.

Conclusions
Based on the study and analysis of data, the following conclusions were drawn by the author and a few
recommendations were made:

— Quality is the most important factor to be maintained by cosmetic industry with reasonable
pricing.

— Good reviews is the 2nd most important factor which means an online presence of the product
plays an important role where customers can see it at any given time.

— Due to rising consciousness about global warming, a product being sustainable and eco friendly
plays major role in keeping up their sales.

Few recommendations were made for researchers and cosmetic companies:
— Researchers should include multiple options while asking customers any questions.
— Maintain all track records online.

— Cosmetic companies should strongly consider developing e-commerce stores in all export
countries.

— Latvia has very less local manufacturing industries in multiple sectors, it needs a framework to
make its own local companies competitive.
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Abstract

Research relevance: Based on results on the research Ensuring customer experience and satisfaction is
a necessity for any successful business, Measurement in customer satisfaction is important to analyse
the business, Customer satisfaction is a crucial factor in determining the success and the long-term
viability of an organization.

Research goal: To identify the factors affecting customer satisfaction in the Latvian hotel industry

Research methods: To achieve the research goals, survey among customer and employees of Latvian
hotels were surveyed. Data processing is done by frequency analysis and correlation analysis.

Main findings: As the result of analysis the elements influencing customer satisfaction within the
Latvian hospitality sector.

Keywords: customer; satisfaction; service quality; amenities; location; cleanliness; factors affecting
customer satisfaction.

Introduction

Customer plays the key role in any business; the success of the business cannot be imagined without the
customer. It is important to work intimately with one’s customer. Customer is an important part of the
business and the market. To ensure organizations, need to deliver items and administration of generally
excellent quality that yield exceptionally satisfied and loyal customer (Fecikova, 2004). For humerous
years customer loyalty has been a significant objective of business organizations since it has been
esteemed to influence customer maintenance and organizations’” market share (Hansemark & Albinsson
2004). Yet, satisfaction is an individual perception of pleasure or the disappointment. If people’s desire
level meets their degree of satisfaction additionally expands but if in that point frustration comes.

Customer satisfaction is significant if people’s desire level meets their degree of satisfaction additionally
expands but if not in that point frustration comes. Customer satisfaction is significant for every
organization, whether they are in service sector or in the private sector. It’s not possible to satisfy each
and every customer. If the customer likes the item, then they express satisfaction for the item after use
(Yao et al, 2019). Customer satisfaction is called customer feedback as assessment after buying goods
or services compared as their expectations. According to Razak et al. (2016), customer satisfaction is
estimated by utilizing the customer expectations with the presentation of the goods or services that can
address the needs and expectations of the customer. A satisfied customer indicated that there is a
similarity between the performance of the product and service with the expectation of the customer,
where it will attract them to repurchase the items. Simultaneously, a disappointed customer would
persuade different customers to not re-buy and subsequently they will move to another service provider.
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Initially, customer satisfaction is a significant segment of a business procedure, just as customer
maintenance and item repurchase. Customer satisfaction is an indicator that predicts the future customers
loyalty (Hill et al., 2007). Disappointed customer would persuade different customers to not re-buy and
subsequently they will move to another service provider. Initially, customer satisfaction is a significant
segment of a business procedure, just as customer maintenance and item repurchase. Customer
satisfaction is an indicator that predicts the future customers loyalty (Hill et al., 2007).

Hospitality is a vast sector, and many people think of the kind of organizations which consider
hospitality brands, and a much more modest number can explain what is and is the company fairly and
correctly. This implies the essence and style of the changes in the organization as do the kinds of food
and celebration and the levels of knowledge and expertise used at all levels of the company. The
hospitality industry refers to a variety of organizations and administrations connected to recreation and
customer satisfaction. The characteristics aspect of hospitality was also pointed out by Hallak et al.
(2019), who focuses instead of providing food for necessities and fundamental values on the thinking of
luxury, pleasure and experience.

Literature Review

Models of Service Quality

According to Gupta (2017), service quality is divided into two: first is tangible services (furniture,
building, rooms, décor etc) and second is intangible service (personal touch, surprise, felling special)
Gupta further argues that in today’s world all hotels are almost same in their tangible factor. However,
the thing which impress the consumers are the intangible services which attract them. Applying to the
hospitality industry, there have been numerous studies that examine attributes that travellers may find
important regarding customer satisfaction (Nomnga, 2015). Among all three most popular models to
measure customer satisfaction and service quality in the hotel industry are SERVEQUAL, HOLSERVE.
Lodging quality index (LQI) and DINESERVE. Each model has its strength and has been used flexibly
in hotel industry to present literatures relevant to this research and to provide a theoretical framework.

SERVQUAL Model

According to Abuuukhalifeh (2012) SERVQUAL model allows customers to evaluate quality of a
service based on five distinct dimensions namely tangibles, reliability, responsiveness, assurance and
empathy on which service quality and customer satisfaction can be judged. The model was developed
by Parasuraman, Zeithaml and Berry in 1988 as a tool of identifying service quality shortfall and is
based on the premise that customers can evaluate a firm’s service quality by comparing their perception
of its service quality with their own expectations (Waitiki, 2014). Esshetie et al. (2016) argue that
commitment towards quality improves the guest’s level of satisfaction and increases profits as well as
consequently the benefits gained by the guest and the employee. Further highlighted that on the opposite
mistakes in service provision cost the hotel money and its reputation many suffer. This is the non- quality
cost concept.

Assurance

This refers to the knowledge and courtesy of employees and their ability to inspire, convey trust and
confidence in hotel quests. The assurance dimension may be measured using elements of (Awara &
Anyadighibe, 2014).
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Reliability

This consists of four items such as my reservation was handled efficiently. Reliability is defined as the
dependability, consistency and accuracy with which the service is performed by the provider as well as
hotel’s ability to perform services on time right at the first time. Dependability is defined as the service
provider is able to provide what is needed and to be trusted while accurately is defined as service
provider is able to achieve the outputs and that are correct. High service reliability refers to the error
free performance provided by the service provider. Reliability of service included complaint handling,
pricing and promises delivery. Besides, customers compare the expectation and the perception of the
company’s delivery performance in order to evaluate their acceptability (Demoulin & Djelassi, 2013).

Responsiveness

This refers to hotel’s willingness and flexibility to serve and help customer Minh et al. (2017) in a timely,
efficient manner and includes items such as helpfulness, friendliness and warmth of the service staff

Empathy

This is related to the caring personal attention extended to customer, as well as the level of understanding
personnel demonstrate relative to customer needs and the consideration, individualized attention the
hotel provides to its guests (Eshetie et al., 2016).

Tangibles

This refers to the appearance of the hotel and staff, equipment personnel, physical facilities at hotel and
rooms, communication materials and visual materials for customer (Minh et al., 2017). Elements within
the tangibles dimension are cleanliness, space, atmosphere, appearance of server and location.
SERQUAL model further, the model measures customer expectations and perceptions of service quality.

Research Methodology

The impact of leadership on employee performance, the research methodology plays a fundamental role
in providing a structured framework for data collection, analysis, and drawing meaningful conclusions.
This section presents a detailed account of the research methodology employed in this study, elucidating
the approach, data sources, data collection instruments, sampling techniques, and data analysis methods,
all of which collectively contribute to the robustness of the research design. To identify the factors
affecting customer satisfaction in the Latvian hotel industry, there was adopted a conceptual framework
taken for the research study to understand CRM dimensions leading to hotel performance in terms of
developing customer loyalty (see Fig.3).

Retention and
Productivity
* Customer ¢ Customer

Relationship * Employee/Customer Loyalty

Management Satisfaction

Internal service Profitability and
Quality Revenue growth

Fig.3. Adopted conceptual framework
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Results

This section provides information on the obtained results.
Gender of Respondents

Female

Fig. 4. Gender of respondents (Source: Created by the author)

In the sample of 230 respondents, 63% were male and 37% were female. This distribution indicates a
higher representation of males compared to females in the study population.

Age of Respondents

20-30
years
17%

30-40years
21%
40-50
years
. 21% '

Fig.5. Age of respondents (Source: Created by the author)

The distribution of respondents by age shows that the majority are between 30 and 60 years old, with
each age group comprising around 17-22% of the total sample. The 20-30 years age group is the smallest,
while those above 60 years constitute 19% of the sample.

Educational Qualification of Respondents

Above Others Up to High
post School

Graduate

1%

Fig.6. Educational qualification of respondents (Source: Created by the author)
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The majority of respondents, 62%, hold a graduate degree, while 32% have completed post-graduate
studies. Only 6% have an educational qualification up to high school, and a negligible percentage, 1%,
have qualifications above post-graduate level.

Purpose of Travel of Respondents

e

Seminar/
Conference
23%
Personal
8%

Fig.7. Purpose of Travel of of respondents (Source: Created by the author)
Respondents' purpose of travel varies, with the largest proportion, 29%, traveling for marriage or parties,
followed by medical reasons at 25%. Additionally, 23% travel for seminars or conferences, while work-
related travel and personal reasons represent 15% and 7% respectively.

Occupation of Respondents

Business Govt. Pvt. Service  Student Housewife Professional
Service

Fig.8. Occupation of respondents (Source: Created by the author)
The occupation breakdown indicates that 48% of respondents are engaged in business, while 27% work

in private services and 10% are housewives. Government service and professional occupations represent
smaller proportions, at 7% and 3% respectively, with students comprising 5% of the sample.
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Average Number of Days Spend in the Hotel by Respondents

More than
2 weeks 2 weeks
5% 1%

Less than 3

days
S50%

Fig.9. Average number of days you spend in the hotel of of respondents (Source: Created by the
author)

The majority of respondents, 50%, spend less than 3 days in the hotel, while 29% stay for 3 to 6 days.
Additionally, 15% stay for one week, while smaller proportions, 5% and 1%, stay for 2 weeks or more
than 2 weeks, respectively.

The identified factors that were considered improtant by respondents in relation to providing customers
satisfaction towards hotel services are available in Table 1.

Table 1. Important factors for customers satisfaction for hotel services (Source: Created by the author)

Strongly . Strongly
No. Parameters/Factors Agree Agree Neutral | Disagree Disagree Total
1 | Location of Hotel 15% 67% 18% 0% 0% 100%
2 | Parking facilities 48% 36% 11% 3% 2% 100%
3 | Cleanliness in Hotel 78% 6% 10% 0% 6% 100%
4 | Quality of food 44% 40% 8% 6% 1% 100%
5 | Washroom Facilities 52% 41% 2% 3% 3% 100%
6 | Timeliness of room service 52% 43% 0% 3% 2% 100%
7 | Pricing of Food 50% 39% 9% 2% 0% 100%
8 | Appearance of the staff 1 56% 30% 9% 3% 1% 100%
9 | Behaviour of employees 57% 33% 8% 2% 0% 100%
10 | Pick and Drop Facility 58% 33% 7% 1% 0% 100%
11 | Understanding guest specific needs 57% 35% 3% 5% 0% 100%
12 mz;g:ﬁ:e’;'s”gattgeb‘;‘s’gf'de""a"ty of 60% 37% 0% 2% 1% 100%
13 | Trust on the employees of the hotel 56% 30% 9% 3% 1% 100%
14 Clean_llness of this hotel needs 579 33% 7% 204 0% 100%
attention of the management
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Notably, cleanliness in the hotel emerges as the most significant factor, with 78% of respondents
strongly agreeing on its importance. This is closely followed by trust in hotel employees and maintaining
confidentiality, both scoring high at 60%. Other factors such as the behavior of employees,
understanding guest-specific needs, and appearance of the staff are also highly valued, with over 50%
of respondents strongly agreeing on their importance. Parking facilities, washroom facilities, and
timeliness of room service are also deemed important, although to a slightly lesser extent, with around
50% strongly agreeing on their significance. Pricing of food and pick and drop facility are also
considered important by roughly half of the respondents. These findings highlight the critical role of
cleanliness, staff behavior, and guest-centric services in ensuring customer satisfaction in hotel services.

The results on the levels of satisfaction in terms of services provided during stay at the hotel are
summarized in Table 2.

Table 2. Satisfaction levels for the experiences hotel services (Source: Created by the author)

Strongly
Agree

Strongly

Disagree Total

No. Parameters Agree Neutral | Disagree

| am satisfied with the behavior of 0 0 0 0 0 0
! employees of this hotel. 60% 31% 8% 1% 0% 100%

| am satisfied with the physical

0, 0, 0, 0, 0, 0,
facilities available in this hotel. 57% 31% 5% 0% % 100%

I am overall satisfied in dealing with
3 | this hotel 33 | would recommend this 48% 38% 2% 3% 9% 100%
hotel to other people.

I would encourage friends &

0, 0, 0, 0, 0, 0,
4 relatives to visit this hotel. 50% 38% 2% 4% 5% 100%
I would consider this hotel as my
5 | first choice when | need a hotel 49% 35% 9% 3% 4% 100%

service.

The positive level of satisfaction with the services provided during the stay at the hotel. Sixty percent of
respondents strongly agree that they are satisfied with the behavior of hotel employees, indicating a high
level of approval in this aspect. Similarly, 57% express satisfaction with the physical facilities available
at the hotel. In terms of overall satisfaction, 48% strongly agree and 38% agree, while only a small
percentage express disagreement or strong disagreement. Additionally, half of the respondents indicate
that they would encourage friends and relatives to visit the hotel, and nearly half consider it as their first
choice for hotel services. These findings suggest that the majority of guests are content with the services
offered and are likely to recommend the hotel to others, reflecting positively on its reputation and
potential for repeat business

The results on the overall services experienced during the last hotel stay are available in Table 3.
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Table 3. Overall services during the last hotel stay (Source: Created by the author)

Strongly . Strongly
No. | Parameters Agree Agree Neutral Disagree Disagree Total
1 ;err:]\?i rhoor::eriepr)]rtowded a safe 41% 36% 10% 5% 8% L00%
2| Garyexlained aw% | 3w | 1% | 5% | 10% | 100%
3 ;S:I irlgtel meals were of high 45% 47% 8% 0% 0% 100%
R B O R R R
5 iF;a;:Jr:Ee%ft iréotel on booking sites 50% 350 7% 3% 50 100%
6 hO(;/tgall Satisfaction towards the 48% 36% 9% 3% 5% 100%

The positive perceptions of the overall services offered by the last visited hotel. Forty-eight percent of
respondents strongly agree with their overall satisfaction towards the hotel, while an additional 36%
agree, reflecting a majority of guests expressing contentment. Furthermore, a significant proportion of
respondents strongly agree (41%) or agree (36%) that the hotel provided a safe environment, indicating
a high level of satisfaction with safety measures. Similarly, respondents express satisfaction with the
quality of meals, with 45% strongly agreeing and 47% agreeing that the hotel meals were of high quality.
Additionally, the majority of respondents (44% strongly agree, 36% agree) perceive that the actual
services of the hotel match with the promised services, suggesting consistency in service delivery.
However, there are areas for improvement, as indicated by some respondents expressing neutrality or
disagreement regarding the clarity of charges on their account (12% neutral, 5% disagree) and the
authenticity of the hotel's rating on booking sites (10% neutral, 8% disagree). Overall, while the hotel
garners positive feedback in several aspects, attention to transparent communication about charges and
ensuring authentic ratings on booking sites could enhance guest satisfaction further.

The results on the impact of implementing customer relationship management on customer satisfaction
are provided in Table 4.

Table 4. Impact of implementing customer relationship management on customer satisfaction (Source:
Created by the author)

Nos | Parameters/Factors Strongly Agree Neutral Disagree St_rongly Total
Agree Disagree
1 The hotels management gives 42% 350 11% 4% 8% 100%

importance to our feedback.

Any problem when informed to
2 the manager was given proper 57% 23% 11% 3% 4% 100%
attention by the staff & manager
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Accepting cancellation through
3 online is one of the important 48% 35% 10% 1% 6% 100%
considerations for me

Availability of loyalty cards to
potential customers is one

4 ' 50% 32% 6% 7% 6% 100%
important factor for hotel
selection

5 This hotel alwa_ys tries to build up 5206 37% 0% 3% 8% 100%
very close relationship

6 This hotel provides needed 42% 36% 10% 4% 8% 100%

information in the specified time

A positive impact of implementing customer relationship management (CRM) on customer satisfaction
in various aspects. Firstly, 42% of respondents strongly agree and 35% agree that hotel management
gives importance to their feedback, indicating responsiveness to guest input. Additionally, a majority of
respondents (57%) strongly agree that any problem reported to the manager receives proper attention
from staff and management, highlighting effective issue resolution. Moreover, factors such as accepting
cancellations online (48% strongly agree, 35% agree) and availability of loyalty cards (50% strongly
agree, 32% agree) are deemed important considerations for hotel selection, suggesting that CRM
practices contribute to customer satisfaction and loyalty. Furthermore, a significant proportion of
respondents (52% strongly agree, 37% agree) perceive that the hotel always tries to build a close
relationship with guests, emphasizing the importance of relationship-building efforts in enhancing
satisfaction. Lastly, providing needed information in a timely manner is valued by respondents, with
42% strongly agreeing and 36% agreeing, indicating the effectiveness of communication strategies in
CRM implementation. Overall, the findings underscore the positive impact of CRM initiatives on
enhancing customer satisfaction by fostering responsiveness, loyalty programs, relationship-building
efforts, and effective communication practices.

Conclusions

The analysis of development trends in the Latvian hotel industry reveals shifts in customer preferences,
technology integration, and sustainability initiatives. the significance of customer relationship
management (CRM) practices in enhancing customer satisfaction within the hotel industry. Results
indicate that CRM initiatives such as feedback responsiveness, issue resolution, loyalty programs, and
effective communication contribute positively to guest satisfaction, emphasizing the importance of
CRM strategies in fostering guest loyalty and satisfaction. that customer relationship management
(CRM) practices significantly influence customer satisfaction in the hotel industry. Key findings reveal
that hotels prioritizing guest feedback, promptly addressing issues, offering loyalty programs, and
fostering close relationships with guests yield higher satisfaction levels. Notably, aspects such as
problem resolution, online cancellations, availability of loyalty cards, and timely information provision
significantly impact customer perceptions. These results underscore the importance of CRM in
enhancing guest experiences and loyalty. Hotel management can leverage these findings to implement
effective CRM strategies, thereby fostering stronger relationships with guests and ultimately improving
overall satisfaction and loyalty in the hospitality sector. In conclusion, these comprehensive approaches
shed light on current industry dynamics and provide actionable insights to enhance customer satisfaction
and drive sustainable growth in the Latvian hotel sector.
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Abstract

Research relevance: Research relevance is established due to the fact that effective advertising
influences attitudes toward brands and ultimately leads to purchase intentions. Additionally, TV
advertising not only changes emotions but also delivers significant messages exerting a far-reaching
influence on people's daily lives. Furthermore, consumers may experience an urge to buy impulsively
when visually encountering cues such as promotional incentives. Store environments influence
consumers' emotional states; which may further lead to impulse buying inside the store.

Research goal: To examine the impact of advertising appeals on consumer impulsive buying behaviour
towards consumer durable products in the Western Province of Sri Lanka in order to provide
recommendations on the application of advertising appeals.

Research methods: A quantitative study was conducted under this research using a survey method; and
convenient sampling methods was employed. To test the hypothesis; the researcher used regression
analysis techniques; identifying the impact of advertising appeals on impulsive purchasing for consumer
durables in the Western Province of Sri Lanka; addressing the significance of each independent variable.

Main findings: Advertising appeals exert a significantly positive influence on impulsive buying
behaviour for consumer durables. Moral appeal demonstrates greater significance compared to rational
and emotional appeals.

Keywords: advertising appeals; impulsive buying; consumer durables; buying behaviour.

Introduction

Consumer buying patterns have evolved significantly in recent decades, notably with the surge of online
shopping following the industrial revolution and the COVID-19 pandemic. This shift is particularly
pronounced in the consumer durables sector, encompassing items such as refrigerators, TVs, and mobile
phones, reflecting substantial changes in spending behaviour and disposable income utilization.

The topicality of research is justified by the situation in Western Province in Sri Lanka, where the
consumer durables market is expanding rapidly due to heightened demand and a burgeoning population.
With both local and multinational competitors vying for market share, consumers face a plethora of
choices. Statista Market Insights reports that consumer spending on durables in Sri Lanka has been on
the rise, increasing from USD 1,044 million in 2018 to USD 1,306 million in 2023. Similarly,
advertising expenditures surged from EUR 94 million in 2018 to EUR 196 million in 2023. The data
from the Central Bank of Sri Lanka reveals a significant increase in expenditures on furnishings and
household maintenance, climbing from LKR 154,932 million in 2018 to LKR 228,692 million in 2022.

108



~)eka

,,‘
\&o.s,v,/ EKONOMIKAS UN KULTORAS
@ AUGSTSKOLA

This study aims to address the research gap by investigating how advertising appeals influence impulsive
buying behaviour among consumers in the Western Province in Sri lanka. The objective is to provide
marketers and policymakers with insights to develop effective and culturally appropriate advertising
strategies. Understanding the role of advertising in impulsive buying can ensure ethical consumer
persuasion and targeted marketing approaches, as emphasized by previous research.

The aim of this study is to critically analyse the impact of different advertising appeals on impulsive
buying behaviour toward consumer durables in Western Province in Sri Lanka. This objective arises
from the need to fill a significant research gap identified through literature review and consideration of
the unique socio-economic context.

Historical and contemporary marketing theories, such as the AIDA and DAGMAR models, suggest that
advertising exerts significant persuasive power over consumer behaviour. However, these models lack
specificity regarding impulsive buying triggers, particularly in emerging economies like Sri Lanka.
Dholakia (2000) highlights the influence of immediate environmental and emotional appeals on
impulsive buying decisions, indicating that specific advertising appeals may evoke varying levels of
impulsivity.

Despite numerous studies on the consumer durables industry, there is a notable absence of research
specific to the Sri Lankan consumer durable market. Therefore, there is a significant opportunity to
identify gaps in this area and address the rising demand for consumer durables. Furthermore it is
important to explore how different types of advertising appeals impact impulsive buying behaviour in
specific contexts.

Despite the acknowledged influence of advertising on buying behaviour globally, there remains a
considerable gap in empirical research focused on the specific impacts of advertising appeals on
consumer durables in Sri Lanka.

The study tests the following hypotheses:

— H21: There is a positive significant relationship between rational advertising appeal and the
impulsive buying behavior.

— H2: There is a positive significant relationship between emotional advertising appeal and the
impulsive buying behavior.

— H3: There is a positive significant relationship between moral advertising appeal and the
impulsive buying behavior.

The study employs a combination of primary and secondary data collection methods. Primary data was
gathered through surveys involving 146 respondents from the Western Province in Sri Lanka, focusing
on their reactions to different advertising appeals in consumer durables commercials. Secondary data
analysis involved reviewing existing literature and market studies to contextualize consumer behavior
within the region. The data collected were processed using statistical tools such as SPSS and Microsoft
Excel, employing techniques like frequency analysis, mean rating, and weighted mean rating to derive
conclusive insights.

Different advertising appeals have varying levels of impact on impulsive buying behavior among
consumers in Western Province, Sri Lanka. Initial findings suggest that moral appeals tend to have a
stronger influence on impulsive purchases compared to emotional and rational appeals. These insights
are critical for companies operating in the competitive market of consumer durables, as understanding
these dynamics can significantly enhance the effectiveness of their advertising campaigns.
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Literature Review

Advertising plays a pivotal role in modern marketing strategies, aiming to communicate with consumers
and influence their purchasing decisions. To understand the dynamics of advertising effectiveness and
consumer behavior, various models and appeals have been explored in academic literature. Advertising
is broadly defined as a means of communication, paid for by identified sponsors, to inform or influence
people about products or services (Advertising Association of UK, 2011). It involves presenting a
controllable message through paid media, aiming to inform, persuade, and remind consumers of a
brand's value proposition (Kotler, 1991).

The AIDA model, developed by Strong in 1925, outlines a behavioral sequence in advertising, aiming
to raise awareness, stimulate interest, create desire, and prompt action (Hackley, 2005). This model
emphasizes the importance of guiding consumers through a structured process to achieve advertising
objectives effectively.

The DAGMAR model, introduced by Russell Colley, focuses on setting measurable objectives for each
stage of communication in advertising campaigns (Smith & Taylor, 2002). It emphasizes understanding
customer comprehension levels and measuring advertising results to ensure effectiveness.

Lavidge & Steiner's Hierarchy-of-Effects Model, illustrates the stages consumers go through during the
buying process, emphasizing the sequential nature of consumer decision-making (Miller & Jones, 2015).
While designed to be followed linearly, consumers may sometimes skip ahead in the process, making it
crucial for advertisers to adapt strategies accordingly.

Advertising appeals serve as creative tools to capture audience attention and influence their buying
behavior. Emotional appeals target consumers' feelings and perceptions, while rational appeals focus on
practicality and functionality (Kotler, 1991). Moral appeals, on the other hand, aim to evoke consumers'
senses of right and wrong, often associated with social or ethical causes (Foley & Pastore, 2020).

Understanding consumer behavior is essential for developing effective marketing strategies. It involves
studying the processes consumers use to make purchase decisions, as well as factors influencing their
choices. Impulse buying behavior, characterized by sudden, unplanned purchases driven by strong
emotional or hedonic motives, has garnered significant attention in consumer behavior research.

Advertising appeals and consumer behavior are intricately linked, shaping the effectiveness of
marketing efforts. By employing various appeals and understanding consumer decision-making
processes, marketers can create impactful advertising campaigns that resonate with target audiences and
drive desired actions. The link between advertising appeals and impulsive buying behavior is profound.
Emotional appeals, such as those evoking joy or excitement, often play a significant role in triggering
impulsive purchases (Middleton, 2017). Similarly, moral appeals that resonate with consumers' sense of
social responsibility can spur impulsive buying, particularly for products associated with ethical causes
(Patidar, 2019). On the other hand, rational appeals, focusing on practical benefits and features, may
mitigate impulsive buying tendencies by encouraging consumers to make informed decisions based on
product utility. However, studies suggest that emotional appeals tend to have a stronger impact on
impulsive buying behavior compared to rational appeals (Smith & Johnson, 2020).

In essence, advertising appeals wield considerable influence over consumer behavior, including
impulsive buying tendencies. By understanding the interplay between different appeals and consumer
psychology, marketers can craft more effective advertising strategies that resonate with target audiences
and drive desired actions, whether it be planned or impulsive purchases.
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Research Methodology

In this research, author aim to establish relationship between advertising appeals and impulsive buying
behavior. This involves breaking down the concepts into measurable variables and forming hypotheses
based on existing literature.

H1: There is a positive significant relationship between rational advertising appeal and the impulsive
buying behavior.

Rational appeals in advertising focus on logical details and practical benefits of products. Research
suggests that such appeals provide comprehensive product information, potentially enhancing consumer
interest and purchase intentions (Smith & Lee, 2015). Therefore, author hypothesize There is a positive
significant relationship between rational advertising appeal and the impulsive buying behavior.

H2: There is a positive significant relationship between emotional advertising appeal and the impulsive
buying behavior.

Emotional appeals in advertising evoke feelings such as warmth, affection, and excitement. Studies have
shown that positive emotional responses to advertisements can influence brand attitudes and purchase
intentions (Aaker & Norris, 2013). Therefore, author hypothesize There is a positive significant
relationship between emotional advertising appeal and the impulsive buying behavior.

H3: There is a positive significant relationship between moral advertising appeal and the impulsive
buying behavior.

Moral appeals in advertising often emphasize social responsibility and ethical values associated with
products or services. While research in this area is limited, it is argued that emphasizing ethical aspects
can enhance persuasiveness and influence purchase decisions (Darley & Smith, 2013). Thus, author
hypothesize There is a positive significant relationship between moral advertising appeal and the
impulsive buying behavior.

Fig.1. Conceptualization framework (Source: Created by the author)

To operationalize the concepts, author identify specific variables and indicators for each advertising
appeal and impulsive buying behavior. For example, rational appeal variables include product features
and cost-benefit arguments. Emotional appeal variables include music, love, and humor in
advertisements. Moral appeal variables include social responsibility and citizenship. Impulsive buying
behavior is assessed through indicators such as spontaneity and immediacy.

This study adopts a positivist quantitative approach, utilizing both primary and secondary data.
Secondary data is gathered from various sources including online journals, textbooks, and previous
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research. Primary data is collected through surveys distributed via online platforms such as Google
Forms. The research design is cross-sectional, focusing on individual responses from the Western
Province in Sri Lanka. The questionnaire consists of three sections: general questions, advertising appeal
assessment, and impulsive buying behavior evaluation. Respondents use Likert scales to indicate their
agreement with statements. The questionnaire underwent testing to ensure clarity and comprehension
among participants. A sample of respondents from the Western Province in Sri Lanka was selected via
online platforms. Out of over 200 distributed questionnaires, 146 responses were received, forming the
basis for analysis.

Descriptive statistics, including frequencies, percentages, and Pearson’s correlation analysis, are
employed for data analysis. Central tendency and measures of dispersion are calculated using software
such as SPSS and Excel. Inferential statistical tools, such as Pearson Correlation Technique, are utilized
to test hypotheses and evaluate relationships between advertising appeals and impulsive buying
behavior. Demographic data is presented descriptively to provide context for the study.

Results

Firstly, considering the demographic analysis, the sample composition analysis reveals a slight female
dominance, with 51% females and 49% males, indicating near gender balance. Among 146 respondents,
51% are aged 31 to 40, and 30% are aged 21 to 30, demonstrating a higher propensity for consumer
durable purchases within these age brackets. Those above 40 represent 14% of shoppers, while those
below 20 are negligible due to lower purchasing power. Education-wise, 33% are Bachelor level, 32%
have passed GCE A/L, and 16% are professionally qualified, suggesting a preference for shopping at
consumer durable retail outlets across education levels. Income distribution shows 36% earning between
Rs.50,001 and 100,000, with 27% in the Rs.100,001 to 200,000 bracket, and 16% earning less than
Rs.50,000. Only 5% earn above Rs.300,000, and 5% preferred not to disclose. Regarding employment,
64% are in the private sector, while government occupations account for 19%. Students comprise 8%,
self-employed individuals 6%, unemployed 2%, and retirees 1%. This data provides insights for
consumer durable retail outlets, especially given the dominance of middle-income private sector
employees among respondents.

The analysis indicates high internal consistency of the questionnaire with Cronbach’s alpha values of
0.768 for rational appeal, 0.853 for emotional appeal, 0.765 for moral appeal, and 0.717 for impulsive
buying. Despite this, only 38% of the 146 respondents shop once a year, suggesting infrequent visits to
consumer durable showrooms. Singer emerges as the most preferred retail channel with 43% of the
votes, likely due to its widespread showroom network across Sri Lanka. Damro follows with 31% of the
votes, while Sinhagiri is the least preferred. Among Singer customers, 28% prioritize product quality,
while 38% of Damro customers value product quality, and 35% prioritize after-sales service.
Interestingly, 57% of instant buyers of consumer durables are women, indicating a tendency for
spontaneous purchases, while 50% of respondents aged 31-40 constitute the majority of instant buyers,
likely due to higher disposable income. These findings offer valuable insights for marketers into
consumer showroom visit frequency, brand preferences, and purchasing behaviour across different
demographics.

The Descriptive Statistics reveal a mean value of 4.44 for Rational Appeal, indicating high agreement
among respondents. Emotional Appeal scores a mean of 3.21, suggesting respondents were mostly
neutral. Moral Appeal records a mean of 3.97, indicating agreement among respondents. Impulsive
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Buying averages 2.899, suggesting respondents were mostly neutral. These findings provide insights
into the levels of agreement among respondents regarding different independent variables.

The correlation analysis reveals a significant relationship between Rational Appeal and Impulsive
Buying, with a coefficient of 0.200, indicating a weak positive linear relationship. Emotional Appeal
also shows a significant relationship with Impulsive Buying, with a coefficient of 0.322, indicating a
moderate positive linear relationship. Similarly, Moral Appeal demonstrates a significant relationship
with Impulsive Buying, with a coefficient of 0.379, representing a moderate positive correlation. These
findings provide insights into the relationships between different advertising appeals and impulsive
buying behaviour in consumer durables.

The regression analysis indicates that Rational Advertising Appeal explains 4% (R square = 0.040) of
the variation in impulsive buying behaviour, while Emotional Advertising Appeal explains 10% (R
square = 0.109), and Moral Advertising Appeal explains 14% (R square = 0.140). The higher R square
value for Moral Appeal suggests it has a stronger influence on impulsive buying behaviour compared to
Rational and Emotional Appeals. However, the majority of the variation in impulsive buying behaviour
is attributed to other factors not accounted for in the analysis.

Table 1. Regression of independent and dependent variable (Source: Created by the author)

Variable R R Square Adsj;j;er(: R Std'EES f[:rr?];g the
Rational Appeal .2002 .040 .035 713
Emotional Appeal .3228 109 .105 .687
Moral Appeal 3792 144 139 .673

The summary of hypothesis testing indicates acceptance of all three hypotheses. H1 confirms a weak
positive relationship (R = 0.2) between Rational Appeal and Impulsive Buying. H2 supports a moderate
positive relationship (R = 0.32) between Emotional Advertising Appeal and Impulsive Buying. H3
confirms a moderate positive relationship (R = 0.2) between Moral Appeal and Impulsive Buying. The
significance level (P < 0.005) validates these relationships, providing insights into the impact of different
advertising appeals on impulsive buying behavior.

Conclusions

This research explores the impact of advertising appeals on impulsive buying behaviour for consumer
durables in the Western Province of Sri Lanka. The consumer durable industry is expanding rapidly,
both in local and international markets. Major companies in this sector invest heavily in advertising
through TV, radio, and newspapers to attract new customers and retain existing ones.

In Sri Lanka, consumer spending on durables has been increasing yearly, from USD 1,044 million in
2018 to USD 1,306 million in 2023 according to Statista Market Insights. Advertising expenditures have
also grown, from EUR 94 million in 2018 to EUR 196 million in 2023. Furthermore, expenditure on
furnishings and household maintenance reported by the Central Bank of Sri Lanka saw a significant
increase from LKR 154,932 million in 2018 to LKR 228,692 million in 2022.
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The competition in Sri Lanka's consumer durables market is intense. Companies must achieve top-of-
mind awareness to survive. This necessitates an evaluation of the returns on advertising spending to
ensure that the advertisements not only remind and persuade but also effectively drive sales.

This study aims to determine if advertising appeals (rational, emotional, moral) can trigger impulsive
purchases among consumers in this region. The author used both primary and secondary data sources.
Secondary data came from previous research, while primary data was collected through a survey with
146 respondents from the Western Province in Sri Lanka.

The relationship between advertising appeals and impulsive buying behaviour was analysed using a
conceptual framework presented in figure 01. Data was analysed with descriptive statistics and summary
of the findings have been mentioned in the above result section.

Overall, the study examines how different types of advertising appeals influence consumer behaviour
in the context of Western Province in Sri Lanka, providing insights that are crucial for companies to
refine their marketing strategies effectively.
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Abstract

Research relevance: In recent years; people have been paying more attention to taking care of the environment.
Companies are trying new ways to reduce their impact on the environment; and one popular idea is using green
packaging. Green packaging means using materials and designs that don't harm the environment much; from when
the product is made until it's thrown away. It's supposed to save resources; produce less waste; and create fewer
greenhouse gases. But whether it works depends a lot on what people think about it. If consumers like the idea of
green packaging; it can help businesses make products that people want; while also being better for the
environment. So; it's important for companies to know what consumers think about green packaging.

Research goal: To evaluate factors that affect consumers’ attitude towards green packaging in the food and
beverage industry in Sri Lanka in an order to achieve sustainable packaging solutions.

Research methods: The data collection method encompassed a survey for primary data collection, and literature
review for secondary data. The data processing and interpretation methods included regression analysis,
correlation analysis, thematic analysis, and descriptive analysis.

Main findings: The findings of this study have been shown that environmental protection; types of packaging;
behaving economically and knowledge have significant and positive relationship and impact with consumers’
attitude towards green packaging.

Keywords: green packaging,; consumers’ attitude; environmental protection; packaging machinery market.

Introduction

In recent years, the global focus on environmental sustainability has intensified, prompting industries to
seek innovative solutions to reduce their ecological footprint. One such solution is the adoption of green
packaging, aimed at minimizing environmental degradation throughout the product lifecycle. While the
adoption of green packaging presents numerous benefits, its success hinges largely on consumer
behavior and acceptance.Green packaging, also known as sustainable packaging or eco-friendly
packaging, refers to the use of materials and design strategies that minimize environmental impact
throughout the product lifecycle. It aims to reduce resource consumption, waste generation, and
greenhouse gas emissions associated with packaging production, distribution, use, and disposal. Green
packaging represents a holistic approach to packaging design and management, balancing
environmental considerations with functional requirements and economic viability. By embracing green
packaging principles, businesses can contribute to a more sustainable future while meeting consumer
expectations for eco-friendly products and packaging solutions.

However, as a company, it matters how the consumer will behave towards the green packaging concepts
of the company. It is important to understand that packaging often represents the only product exposure
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consumers experience before purchase (Jestratijevic et al., 2022). Therefore, green packaging should be
appealing to consumers. The problem at hand is the lack of comprehensive understanding regarding the
influence of customer behavior on the widespread adoption of green packaging practices by businesses.
Despite growing awareness of environmental issues, consumers' attitudes, preferences, and purchasing
decisions regarding green packaging remain complex and multifaceted. The researcher has selected
three major production companies which are involved in production of food and beverages identified
that, the major concerns of the particular companies were understanding how consumers perceive green
packaging in terms of its environmental benefits, product attractiveness, and perceived value compared
to traditional packaging alternatives, the level of awareness among consumers regarding the
environmental impact of packaging materials, as well as their knowledge of sustainable packaging
options available in the market, the factors that influence consumer behavior towards green packaging,
including individual values, socio-cultural norms, pricing sensitivity, and convenience considerations,
the barriers hindering the widespread adoption of green packaging by consumers, such as
misconceptions, lack of trust in eco-labeling, perceived inconvenience, and resistance to change,
effective communication strategies to educate and motivate consumers to embrace green packaging,
including the role of advertising, labeling, and social influence were the major concerns of the
companies and this is the reason to conduct the particular study.

Addressing these challenges requires interdisciplinary research efforts that integrate insights from
consumer psychology, marketing, environmental science, and sustainability studies. By gaining a deeper
understanding of consumer behavior towards green packaging, businesses can tailor their strategies to
effectively promote sustainable practices while meeting consumer preferences and market demands.
This study aims to fill the existing gap in literature by examining the intricate relationship between
customer behavior and the adoption of green packaging, providing valuable insights for businesses,
policymakers, and environmental advocates alike. Through empirical research and data-driven analysis,
the researcher seeks to unravel the complexities surrounding consumer attitudes and behaviors towards
sustainable packaging, ultimately contributing to the advancement of eco-friendly practices and the
preservation of our planet's ecosystems.

The research object related to the food and beverages industry in Sri Lanka and subject related to
consumer behavior towards green packaging. The aim of the research is to evaluate factors that affect
consumers’ attitude towards green packaging in the food and beverage industry in Sri Lanka and the
research question have developed accordingly. Major identified data collection methods are surveys and
secondary data analysis and data processing methods identified were descriptive, correlation and
regression analysis and graphical interpretations. Novelty of the research was about Sri Lankan green
packaging though the green packaging is popular in other countries. This research could use by the
academics as literature and companies to improve their performances through improved green packaging
systems and finally limitations have been discussed and major barrier identified for the limitation is
given timeframe for the research.

Literature Review

Packaging plays a crucial role in consumer goods by preserving quality, preventing loss, aiding
transport, and enhancing market appeal, yet it often outlasts its contents and becomes waste post-use
(Steenis et al., 2017). The findings suggest that companies should design packaging that decomposes
easily to reduce its environmental impact (Igbomor, 2024). There are also major barriers to adopting
these practices, including limited availability and high costs of sustainable materials, low demand,
regulatory challenges, and quality control issues in production (Lekesiztiirk & Oflag, 2022). The food
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and beverage industry in Sri Lanka is a significant contributor to the country's economy, with a growing
focus on the importance of efficient and sustainable food packaging systems. This literature review aims
to explore existing research and developments consumer attitudes towards green packaging within the
Sri Lankan food and beverages context. Consumer attitudes toward green packaging have become
increasingly important in recent years due to growing environmental awareness and concerns about the
ecological impact of packaging materials.

Understanding Green Packaging

Green packaging, also known as sustainable packaging, has gained significant attention in recent years
due to growing environmental concerns and increased consumer awareness. Green packaging
encompasses packaging materials and practices designed to minimize environmental impact throughout
the product lifecycle. It includes attributes such as recyclability, biodegradability, use of renewable
resources, and reduced carbon footprint. The scope of green packaging extends beyond material choices
to encompass design, production, transportation, and end-of-life disposal.

Green packaging represents a critical aspect of sustainable development, offering environmental
benefits, addressing consumer preferences, and driving innovation in the packaging industry. However,
challenges such as cost constraints, regulatory hurdles, and infrastructure limitations need to be
addressed to realize the full potential of green packaging. Businesses, policymakers, and consumers
must collaborate to promote the adoption of sustainable packaging practices and accelerate the transition
towards a circular economy.

Consumer perception plays a crucial role in driving the adoption of green packaging. Studies have shown
that consumers are increasingly concerned about the environmental impact of packaging materials and
prefer products with eco-friendly packaging. Green packaging can influence consumer purchasing
decisions, brand loyalty, and willingness to pay a premium for sustainable products.

Despite its potential benefits, green packaging faces several challenges and limitations. These include
higher production costs, limited availability of sustainable materials, regulatory barriers, and conflicting
priorities between environmental goals and business objectives. Additionally, challenges related to
recycling infrastructure and consumer education remain significant barriers to widespread adoption.

Businesses are increasingly adopting green packaging strategies to address consumer demand for
sustainable products and reduce their environmental footprint. These strategies include eco-design,
lightweighting, material substitution, and collaboration across the supply chain. Innovations such as bio-
based plastics, compostable packaging, and reusable containers are driving advancements in sustainable
packaging solutions.

Consumer Attitudes towards Green Packaging

Understanding the factors that influence consumers' attitudes toward green packaging is crucial for
businesses aiming to meet sustainability goals and cater to environmentally conscious consumers. One
of the primary factors influencing consumers' attitudes toward green packaging is their level of
environmental awareness and concerns. Research suggests that consumers who are more
environmentally conscious are likely to have more positive attitudes toward green packaging.
Environmental education and campaigns highlighting the environmental impact of traditional packaging
materials can increase consumers' awareness and drive positive attitudes toward sustainable alternatives.

Consumers' perceptions of the environmental benefits associated with green packaging play a significant
role in shaping their attitudes. Green packaging materials such as recyclable or biodegradable materials
are often perceived as less harmful to the environment compared to traditional plastics. Communicating
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the environmental benefits of green packaging through labeling and marketing strategies can enhance
consumers' positive perceptions and attitudes toward sustainable packaging options.

Consumer perceptions of product quality and performance are critical factors influencing their attitudes
toward green packaging. Research suggests that consumers may perceive products packaged in eco-
friendly materials as being of lower quality or less durable compared to conventional packaging
(Wandosell et al., 2021). Therefore, ensuring that green packaging maintains product integrity and meets
consumers' performance expectations is essential for fostering positive attitudes toward sustainable
packaging options. Price sensitivity and the perceived value of products packaged in green materials
also influence consumers' attitudes toward green packaging. Studies have shown that consumers may
be willing to pay a premium for products packaged in environmentally friendly materials if they perceive
them as offering additional value or aligning with their sustainability values. However, the perceived
affordability of green packaging options relative to traditional alternatives can impact consumers'
willingness to choose sustainable packaging options.

The convenience and practicality of green packaging solutions also affect consumers' attitudes toward
sustainability. Consumers may be reluctant to adopt green packaging options if they perceive them as
less convenient or practical compared to traditional packaging formats (Sinha et al., 2020). Therefore,
the development of innovative green packaging solutions that offer both environmental benefits and
convenience is essential for enhancing consumer acceptance and attitudes toward sustainable packaging
options (Wandosell et al., 2021).

Consumers' attitudes toward green packaging are influenced by various factors, including their level of
environmental awareness, perceptions of environmental benefits, product quality and performance, price
sensitivity, and convenience. Businesses can leverage these insights to develop effective marketing
strategies, enhance product offerings, and address consumer concerns to promote the adoption of
sustainable packaging options.

Research Methodology

Research methodology introduces a framework through which knowledge is acquired, tested, and
refined. It acts as the guide, which researchers use for going through the complicated path of research,
which guarantees validity, clarity, and consistency of discovered results. In general, research
methodology refers to the systemic approach used to investigate research questions, gather data, analyze
information, and finally draw meaningful conclusions.

The particular research includes the convergent mixed methodology, employing both guantitative and
qualitative research approaches. The research question for the particular research is as follows: What
are the factors that effect on consumer’s attitude towards green packaging in food and beverage industry
in Sri Lanka? The deductive approach uses quantitative measurements to produce hypotheses about
independent and dependent variables. The eight generated hypotheses in this study were measured using
regression analysis, correlation analysis, and descriptive analysis.

To survey a pre-selected sample, the researcher used an efficient questionnaire in survey methodology.
In a quantitative study, surveys of a representative sample of the public were utilized to characterize the
attitudes, opinions, behaviors, and other characteristics of the population concerning the Consumer
behavior on green packaging. Regression, correlation, and descriptive analytic approaches are used to
investigate an online questionnaire with twenty five closed-ended items in the study's second,
quantitative component.
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The researcher evaluated the collected data using SPSS Version 25. The goal of the descriptive analysis
is to provide insight into the degree to which each variable is involved. The degree of involvement was
ascertained by calculating the mean value that resulted from the data analysis using SPSS.

A reliability test was carried out to ensure that the criteria under consideration were internally consistent.
Values more than 0.9 in Cronbach's alpha imply good consistency, more than 0.7 reliable variables, and
more than 0.6 acceptable variables. The correlation analysis is then used to determine the link between
the independent and dependent variables. In order to ascertain the impact of the independent factors on
the dependent variable, regression analysis will be conducted.

To gather primary data, the researcher conducted structured interviews with the selected respondents.
By using a likert-scale questionnaire, the researcher was able to collect data from the sample in a
prepared manner and explore the diverse perspectives and experiences of users regarding the connection
between social media marketing and customer loyalty. Apart from collecting primary data, the
researcher meticulously perused scholarly articles and studies that were made available online. By
situating our study within the body of recent literature and providing a framework for comparison with
the ideas gleaned from the interviews, this secondary data offers a more thorough contextual perspective.

The well-crafted questionnaire for this study was designed to elicit detailed and incisive feedback from
a selection of telecommunications firm customers. Carefully developed questions investigated customer
attitudes regarding green packaging. Using this hybrid research approach, the researcher can discover
not just quantitative data but also underlying qualitative information that influences their thoughts,
allowing them to capture the depth of customer insights. Understanding the crucial role that consumers
play in formulating and implementing organizational plans, this study intentionally focuses on
customers who visit the main customer service offices of three large food and beverage companies in
Sri Lanka during a day. Accordingly, the identified number of population is 95.

The study sample for the quantitative component of this research project is made up of existing clients
from three large food and beverage firms. A random sampling technique was utilized to choose these
specific respondents, ensuring a diverse representation of the important players in the food and beverage
business. The justification for this decision arises from the realization of the critical influence of top
industry players that are heavily involved in the competition are fast adopting innovative green concepts
to attract new clients.

The quantitative part of the research has been carried out with the expert interviews and the sample size
was 05. The sample has been selected upon the recommendations of the officials of selected companies.
The company employees have offered great insights about the consumer behavior towards green
packaging. Select experts with diverse backgrounds relevant to consumer behavior and green packaging
from the selected three food and beverages companies. This included marketing professionals,
sustainability consultants, and representatives from packaging industry associations. Then the following
questions were developed for interviews:

— Perceptions of consumer attitudes towards green packaging.

— Factors influencing consumer choices related to green packaging.

— Emerging trends in consumer behavior and green packaging preferences.
— Strategies for businesses to design and market green packaging effectively.

Then a pilot interview has been conducted and the results was obtained as expected and the thematic
analysis were conducted finally. Thematic analysis provides a flexible framework for exploring complex
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phenomena. By systematically examining interview transcripts, researcher identified patterns in experts'
perspectives. These patterns represent recurring themes, conceptual categories that capture the essence
of experts' discussions.

Thematic analysis involves several key steps. Coding is the initial stage, where the researcher assigns
codes to segments of text in the transcripts. These codes capture key concepts mentioned by the experts.
Following this, the researcher groups similar codes into emerging themes. Thematic analysis can be
inductive, where themes emerge organically from the data, or deductive, where the researcher has a pre-
existing set of themes to explore.

Results

This research investigated consumer behavior towards green packaging, employing a mixed-methods
approach that combined qualitative and quantitative analyses. The qualitative phase, involving
interviews with five experts, aimed to identify key influencing factors. Product value perception,
consumer awareness, eco-friendly production process, and packaging functionality emerged as the four
main themes. The researcher constructed a conceptual framework and conducted a quantitative analysis
to explore the statistical relationships between the identified factors and consumer behavior towards
green packaging. A five-point Likert scale questionnaire was distributed to a sample of 78 customers
from selected supermarket outlets. The quantitative analysis yielded significant findings, revealing
statistically positive relationships between all four independent variables (product value perception,
consumer awareness, eco-friendly production process, and packaging functionality) and the dependent
variable (consumer preference for green packaging).

However, a closer look at the results suggests varying degrees of influence. The analysis using SPSS
software revealed that "eco-friendly production process" had the strongest positive correlation
(coefficient of 0.637) with consumer preference for green packaging. This suggests that consumers are
increasingly prioritizing a company's commitment to environmental responsibility throughout the entire
product lifecycle, including packaging production. Companies can leverage this insight by investing in
sustainable production practices and transparently communicating these efforts to environmentally
conscious consumers.

Following closely behind was "product value perception™ with a coefficient of 0.583. This indicates that
consumers' overall perception of the value proposition of green packaging, encompassing its
environmental benefits and potential impact on product quality, plays a significant role in their
purchasing decisions. Companies can address this by ensuring clear communication about the benefits
of green packaging materials and dispelling any concerns about their effectiveness.

"Consumer awareness" obtained a coefficient of 0.549, highlighting its positive influence. Informed
consumers who understand the environmental benefits of green packaging are more likely to choose it.
Companies can prioritize educational initiatives to raise awareness about the environmental impact of
traditional packaging and the advantages of green alternatives.

"Packaging functionality” had the lowest coefficient (0.546) but still demonstrated a statistically
significant positive relationship. While core functionalities like protection and freshness preservation
remain important, consumers are increasingly open to green packaging options that deliver on these
essential aspects. Companies can prioritize research and development of innovative, eco-friendly
materials with superior performance and functionality, ensuring green packaging remains competitive
in the marketplace.
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Conclusions

This research investigated consumer behavior towards green packaging, employing a mixed-methods
approach that yielded valuable insights. The qualitative analysis identified four key influencing factors:
product value perception, consumer awareness, eco-friendly production process, and packaging
functionality. The subsequent quantitative analysis confirmed statistically significant positive
relationships between all four factors and consumer preference for green packaging. The analysis
revealed varying degrees of influence, with eco-friendly production processes emerging as the most
impactful factor.

These findings suggest that a multi-faceted approach is crucial for companies seeking to promote green
packaging adoption. By prioritizing sustainable production practices throughout the lifecycle and
communicating these efforts transparently, companies can address the growing consumer demand for
environmental responsibility. Furthermore, ensuring clear communication about the value proposition
of green packaging materials, including their environmental benefits and impact on product quality, can
positively influence consumer perception. Additionally, educational initiatives can raise consumer
awareness about the environmental impact of traditional packaging and the advantages of green
alternatives.

While core functionalities like protection and freshness preservation remain essential, consumers are
increasingly open to green packaging options that deliver on these aspects. Companies can address this
by investing in research and development of innovative, eco-friendly materials with superior
performance and functionality. By considering this combination of factors — environmental
responsibility, product value perception, consumer awareness, and core functionalities — companies can
develop green packaging solutions that resonate with a wider range of consumers and contribute to a
more sustainable future.
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Abstract

Research relevance: In the today's digital age; e-commerce is becoming increasingly essential for
business growth and competitiveness. Sri Lankan SMEs play a crucial role in the country's economy but
face challenges in adopting effective e-commerce strategies. This research aims to address these
challenges by providing tailored guidelines to help SMEs in Sri Lanka harness the power of e-commerce
for sustainable growth and success.

Research goal: Is to provide guidelines for e-commerce strategies for Sri Lanka SMEs thus creating
practical recommendations for its development.

Research methods: surveys and interviews were conducted to gather data on the effectiveness of e-
commerce strategies implemented by SMEs. A random sampling method was employed to select 187
customers in Colombo; Kurunegala; and Kandy areas in Sri Lanka to ensure diverse perspectives. Data
were collected through structured questionnaires and interviews with five SME entrepreneurs. Data
processing involved Reliability Analysis; Regression Analysis; Correlation analysis; Content Analysis;
hypotheses testing

Main findings: the study reveals that effective e-commerce strategies can significantly enhance online
visibility; boost sales revenue for SMEs; and improve competitiveness in the market. Implementing
these strategies is crucial for the sustainable growth and success of Sri Lankan SMEs in the digital era.

Keywords: e-commerce; small and medium enterprises (SMES); strategy; digital sales.

Introduction

The topicality of research is today's digital age, e-commerce is becoming increasingly essential for
business growth and competitiveness. Sri Lankan SMEs play a crucial role in the country's economy but
face challenges in adopting effective e-commerce strategies. This study aims to address these challenges
by providing tailored guidelines to help SMEs in Sri Lanka harness the power of e-commerce for
sustainable growth and success. In Sri Lanka, Small and Medium Enterprises (SMESs) play a vital role
in the economy, contributing significantly to employment, innovation, and economic growth. However,
many SMEs face challenges in reaching wider markets and maximizing their potential due to limited
resources and traditional business practices. Embracing e-commerce strategies presents a promising
opportunity for SMEs to overcome these obstacles and thrive in the digital age.

The aim of this reseach is to provide guidelines for e-commerce strategies for Sri Lanka SMEs thus
creating practical recommendations for its development. Major identified data collection methods are
Survey and interviews. Data Processing and Interpretation Methods: Reliability Analysis, Regression
Analysis, Correlation analysis, Content Analysis, hypotheses testing. The Novelty of this study is There
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is a novel approach with the introduction of hyper personalization which is known to be latest E-
commerce strategy for Small and Medium Level Enterprises as they are newly moving to a digital path
in order to keep the business sustainable in the industry and The Strategies which are related to user-
generated content (UGC) are new in their environment and do have to adapt for both e-commerce and
e-commerce strategies.

The developed hypotheses will be testing and how the particular research will positively influence on
the target aim will be described briefly through the hypothesis.

H1: Establishment of strong website has an impact on the successful e- commerce operation in SMEs

H2: Developing effective e-commerce strategies has an impact on the successful e-commerce operation
in SMEs

H3: Strategy which increases consumer service has an impact on the successful e-commerce operation
in SMEs

H4: Proper implementation effective e-commerce strategy has an impact on the successful e-commerce
operation in SMEs.

From this research, the researcher identified that in order to develop impactful guideline for the e-
commerce strategy implementation, Strong web site, Effective strategy, Online customer service, and
Proper implementation of E-commerce strategy are important and they do have positive impact and
relationship on the successful e-commerce platform implementation

As a summary, the major problem identified was, many of the SMEs in Sri Lanka is unaware about the
e-commerce strategies which could be utilized in order to enhance their performance level among the
target market. As per ADB Asia SME Monitor 2023 Database, the active SMEs are falling under three
categories, Industry and Construction, Trade and Services. In the industry and constructions field,
number of persons engaged in small enterprises are 5-24 people and medium enterprise do have 25-199.
Out of these, 78.32% are not practically getting the use of e-commerce platforms and strategies
(Kumarasinghe, 2021). They have no idea how they could improve their business through e-commerce
strategies. Compared to industry and construction SMEs, other two categories are using the e-commerce
platforms actively. This study is expecting to provide impactful insight about the e-commerce strategies
that could be utilized by the SME persons, in order to improve their business in many aspects while
minimizing the cost levels.

Literature Review

E-commerce has witnessed significant growth worldwide, transforming the way businesses operate and
consumers engage in transactions. Sri Lanka, with its expanding digital infrastructure and increasing
internet penetration, is no exception to this trend. This literature review provides an overview of the e-
commerce landscape in Sri Lanka, highlighting key trends, challenges, and opportunities for businesses
operating in this emerging market.

Sri Lanka's e-commerce infrastructure has undergone notable development in recent years, driven by
advancements in technology and increasing internet accessibility. According to the Central Bank of Sri
Lanka (CBSL), the country's internet penetration rate stood at 35.7% in 2020, indicating a significant
portion of the population with access to online platforms (CBSL, 2021).
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E-commerce offers numerous benefits for SMEs, enabling them to overcome traditional barriers to
market entry and expansion. One of the key advantages is the ability to reach a broader customer base
beyond geographical boundaries. By establishing an online presence, SMEs can access national and
international markets, reaching customers who may not be reachable through traditional brick-and-
mortar stores (Perez & Rodrigo, 2020). Technological advancements and innovations have
revolutionized e-commerce, making it easier for businesses to set up online stores, process transactions,
and engage with customers. Features such as mobile shopping apps, Al-driven recommendation engines,
and secure payment gateways enhance the user experience and drive adoption by providing seamless
and efficient shopping experiences (Chaffey & Ellis-Chadwick, 2019). From the emergence of new
platforms to the integration of artificial intelligence (Al) and augmented reality (AR), these innovations
have revolutionized how businesses engage with customers and conduct transactions online.

The proliferation of smartphones and mobile devices has fueled the growth of mobile commerce (m-
commerce), enabling consumers to shop anytime, anywhere using their mobile devices. Mobile apps
and optimized websites offer a seamless shopping experience, allowing users to browse products, make
purchases, and track orders on the go. M-commerce has become a significant driver of e-commerce
growth, with a growing share of online transactions originating from mobile devices (GSMA, 2021).

A strong e-commerce platform serves as the backbone of online operations. Businesses need to consider
factors like scalability, security, and integration capabilities when selecting a platform (Anderson,
2017). Popular platforms like Shopify, Magento, and WooCommerce offer diverse features and
functionalities. Choosing a platform that aligns with the business's needs and technical expertise is
crucial. Additionally, ensuring secure payment processing and implementing trust signals like security
badges and customer testimonials foster customer confidence (Carter & Wright, 2015). The e-commerce
website serves as the virtual storefront. User-friendliness reigns supreme, with intuitive navigation, clear
product categories, and a well-functioning search bar being essential. High-quality product images,
detailed descriptions, and customer reviews provide transparency and build trust (Zhang et al., 2014). A
responsive design ensures optimal viewing and functionality across various devices, catering for the
mobile-first browsing habits of consumers.

Reaching the target audience and driving sales require effective marketing strategies. Search engine
optimization (SEQ) and content marketing are crucial for attracting organic traffic (Chaffey & Ellis-
Chadwick, 2019). Utilizing relevant keywords, optimizing website content, and building backlinks
improve search engine ranking, making the website more discoverable. Social media marketing, email
marketing, and influencer marketing can further amplify a brand's reach and connect with potential
customers (Huang et al., 2014). Efficient logistics and fulfillment operations are paramount for
delivering products promptly and cost-effectively (Stock et al., 2013). Businesses must consider
shipping options, inventory management strategies, and potential partnerships with fulfillment service
providers. Exceptional customer service is essential for building customer loyalty and repeat business.
Providing multiple communication channels, responsive support systems, and fostering positive online
reviews contribute to a positive customer experience.

Further, Sri Lanka's e-commerce landscape has been steadily growing, driven by increasing internet
penetration and smartphone usage. The COVID-19 pandemic further accelerated the shift towards online
shopping, highlighting the importance of digital platforms for businesses. Despite this growth, SMEs in
Sri Lanka have been slow to adopt e-commerce due to various barriers, including limited digital literacy,
inadequate infrastructure, and concerns about online security. To capitalize on the benefits of e-
commerce, SMEs in Sri Lanka can implement several strategies tailored to their specific needs and
capabilities (Kumarasinghe, 2021).
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While e-commerce presents significant opportunities for SMEs in Sri Lanka, several challenges need to
be addressed to facilitate broader adoption. These include improving digital infrastructure, addressing
cybersecurity concerns, and providing adequate training and support for SMEs to navigate the digital
landscape. Government initiatives, private sector partnerships, and educational programs can play a
crucial role in overcoming these challenges and empowering SMEs to thrive in the digital economy.

E-commerce offers immense potential for Small and Medium Enterprises in Sri Lanka to expand their
reach, increase competitiveness, and drive economic growth. By embracing e-commerce strategies
tailored to their needs and capabilities, SMEs can overcome traditional barriers and seize new
opportunities in the digital age. With the right support and investment, SMEs can play a pivotal role in
shaping Sri Lanka's digital future and contributing to sustainable development. In this backdrop, the
identified most potential research work is topical as “E-Commerce Strategies for Small and Medium
Enterprises in Sri Lanka” and expecting to develop practical guidelines for enhancing e-commerce
strategies tailored to SMEs in Sri Lanka.

Research Methodology

The research approach adopted for this study will be a multifaceted approach, combining both
guantitative and qualitative methods to gain a comprehensive understanding of e-commerce strategies
for SMEs in Sri Lanka.This approach acknowledges the complexity of the topic and the importance of
considering both the statistical trends and the lived experiences of stakeholders within the Sri Lankan e-
commerce ecosystem.

Semi-structured interviews will be conducted with SME customers in Sri Lanka. This method allows
for flexibility and probing into specific aspects of their e-commerce journeys, including challenges
faced, decisions made, and strategies implemented. Interviews with e-commerce specialists, marketing
professionals, and representatives from government agencies and logistics providers will provide
valuable insights from different perspectives within the e-commerce ecosystem. Facilitating focus
groups with Sri Lankan consumers who actively engage in online will shed light on their preferences,
motivations, and pain points when purchasing from SMEs online. This will inform the development of
e-commerce strategies that cater to customer expectations and enhance the online experience.

The deductive technique use quantitative measurements to generate hypotheses regarding independent
and dependent variables. The eight hypotheses generated in this study were tested using regression,
correlation, and descriptive analysis. This analysis method will also be applied in the current
investigation. To survey a pre-selected sample, the researcher employed an effective questionnaire in
survey methodology. A quantitative study used surveys of a representative sample of the public to
characterize the population's views, opinions, actions, and other features about consumer behavior on
green packaging. The second quantitative component of the study employs regression, correlation, and
descriptive analytic tools to explore an online questionnaire with twenty-four closed-ended questions.

The researcher used SPSS Version 25 to assess the acquired data. The descriptive analysis seeks to
provide insight into the extent to which each variable is involved. The degree of engagement was
determined by computing the mean value obtained from the data analysis using SPSS. A reliability test
was conducted to confirm that the criteria being considered were internally consistent. Cronbach's alpha
values greater than 0.9 indicate strong consistency, more than 0.7 dependable variables, and more than
0.6 acceptable variables. Correlation analysis is then utilized to establish the relationship between the
independent and dependent variables. To determine the impact of the independent factors on the
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dependent variable, regression analysis will be used. Further 05 expert interviews have been conducted
to improve the insights of the research qualitatively.

In a mixed-methodology research approach, data analysis involves integrating and analyzing both
quantitative and qualitative data to gain a comprehensive understanding of the research topic or question.
For the particular research, the analysis of data on the E-commerce strategies of SMEs in Sri Lanka have
been carried out. The quantitative data and qualitative data has been gathered for research and
quantitative data is analyzing with the reliability analysis, descriptive analysis, regression analysis and
correlation analysis. This shows the relationship and impact between independent and dependent
variables. The qualitative data will be analyzed thematically. It starts the coding process by
systematically identifying and labeling meaningful segments of the data. These codes capture key ideas,
concepts, or topics present in the data. Codes can be descriptive or interpretive, capturing both surface-
level content and underlying meanings. Once initial coding is complete, organize related codes into
potential themes. Look for patterns, similarities, or connections among codes that suggest broader
concepts or topics. Themes should represent significant aspects of the data that are relevant to the
research question or objectives. Review the identified themes in relation to the coded data. Ensure that
each theme is coherent, internally consistent, and distinct from other themes. Refine and adjust the
themes as needed, merging or splitting them to accurately capture the richness of the data. Write a
narrative or report that presents the findings of the thematic analysis which describes each theme in
detail, providing illustrative examples from the data to support the interpretations.

Results

Thematic analysis of expert interviews yielded a conceptual framework that highlights the key factors
influencing the successful implementation of e-commerce strategies for Sri Lankan SMEs. This
framework positions four independent variables, Strong Website, Effective Strategy, Online Customer
Service, and Proper Implementation, as critical elements contributing to the dependent variable:
successful e-commerce implementation.

Strong Website represents a user-friendly and informative online platform that showcases products
effectively, streamlines the checkout process, and maintains a consistent and professional design. A
well-designed website fosters trust and creates a positive first impression, encouraging customer
engagement and ultimately driving sales. Effective Strategy signifies a well-defined roadmap for the e-
commerce venture. This encompasses having a clear understanding of target markets and sales goals,
prioritizing customer needs and adapting to industry trends, and ensuring user-friendly platform
operation for both customers and staff. A well-defined strategy allows Sri Lankan SMEs to operate with
a purpose, navigate the dynamic e-commerce landscape, and remain competitive in the online
marketplace. Online Customer Service emphasizes the importance of prioritizing customer experience
throughout the online shopping journey. This involves providing readily accessible support channels,
employing well-trained representatives with a focus on customer satisfaction, offering comprehensive
resources, and ensuring a user-friendly platform for both customers and staff. A robust online customer
service system fosters trust, builds customer loyalty, and encourages repeat business, ultimately
contributing to the success of the e-commerce venture.

Proper Implementation signifies a well-executed launch phase. This involves having a reliable technical
support team in place, ensuring a well-trained workforce can manage the platform and interact with
customers effectively, implementing strategies to build customer awareness about the new online store,
and selecting an e-commerce platform that is compatible with the Sri Lankan technological landscape.
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A smooth and well-planned implementation lays the foundation for a successful e-commerce venture
and minimizes potential disruptions during the launch phase.

This research delved into the critical factors influencing the successful implementation and operation of
e-commerce ventures for Sri Lankan SMEs. Employing a mixed-methods approach, the study combined
qualitative and quantitative analyses to gain comprehensive insights into this dynamic landscape. The
qualitative phase, consisting of five expert interviews, identified four primary factors that emerged as
crucial for e-commerce success: strong website, effective strategy, online customer service, and proper
implementation. These factors formed the foundation for the subsequent quantitative analysis.

The quantitative analysis, utilizing a five-point Likert scale questionnaire administered to 187 e-
commerce customers, examined the statistical relationships between the identified factors and successful
e-commerce operation. The results provided compelling evidence, with all four factors exhibiting
statistically significant positive correlations with successful e-commerce implementation. Among these
factors, "effective strategy" emerged as the most impactful, demonstrating the strongest correlation with
successful e-commerce operation. This highlights the vital role of a well-defined, adaptable, and data-
driven strategy in navigating the complexities of the online marketplace. A robust strategy provides a
clear roadmap for business goals, target audience identification, marketing initiatives, and operational
procedures, ultimately contributing to a higher likelihood of success. Following closely behind was
"strong website," emphasizing the importance of a user-friendly, informative, and visually appealing
online storefront. A well-designed website fosters trust, facilitates product discovery and navigation,
and streamlines the customer journey, leading to higher conversion rates and customer satisfaction.

"Online customer service" secured the third strongest positive correlation, underlining the critical role
of providing efficient and positive customer service experiences. Offering multiple contact channels,
employing knowledgeable representatives, and prioritizing prompt issue resolution are crucial for
building customer trust, loyalty, and repeat business. "proper implementation” demonstrated a
statistically significant, albeit slightly lower, correlation with successful e-commerce operation. This
signifies the importance of a well-executed launch phase, encompassing factors like technical support,
team training, and effective marketing strategies. Ensuring a seamless transition to online operations
minimizes disruptions, builds customer confidence, and lays the groundwork for long-term success.

The research identified four key factors, effective strategy, strong website, online customer service, and
proper implementation, that hold significant influence on the successful operation of e-commerce
ventures for Sri Lankan SMEs. The researcher used SPSS Version 25 to assess the acquired data. The
descriptive analysis seeks to provide insight into the extent to which each variable is involved. The
degree of engagement was determined by computing the mean value obtained from the data analysis
using SPSS. A reliability test was conducted to confirm that the criteria being considered were internally
consistent. Cronbach's alpha values greater than 0.9 indicate strong consistency, more than 0.7
dependable variables, and more than 0.6 acceptable variables. Correlation analysis is then utilized to
establish the relationship between the independent and dependent variables. To determine the impact of
the independent factors on the dependent variable, regression analysis will be used. Further 05 expert
interviews have been conducted to improve the insights of the research qualitatively.

Conclusions
This research delves into the multi-faceted approach necessary for successful e-commerce operation
within Sri Lankan SMEs. By employing a mixed-methods approach, the study sheds light on the crucial

factors that contribute to a thriving online presence. The findings highlight the interconnectedness of
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four key elements: strong website, effective strategy, online customer service, and proper
implementation. While each factor plays a distinct role, the research emphasizes the importance of a
well-defined and adaptable e-commerce strategy. This acts as the guiding force, shaping target audience
identification, marketing initiatives, and operational procedures, ultimately leading to a higher
likelihood of success. A user-friendly and visually appealing website is paramount in fostering trust,
facilitating product discovery, and streamlining the customer journey. This translates to higher
conversion rates and customer satisfaction, solidifying the online presence of the SME. Prioritizing
efficient and positive online customer service emerges as another critical factor. Providing multiple
contact channels, employing knowledgeable representatives, and prioritizing prompt issue resolution
fosters trust and loyalty, ultimately contributing to repeat business and a sustainable customer base. The
research further underscores the significance of proper implementation. A smooth and well-executed
launch phase, encompassing technical support, team training, and effective marketing strategies,
minimizes disruptions, builds customer confidence, and lays the groundwork for long-term success in
the dynamic e-commerce landscape.

In conclusion, this research presents a multi-faceted framework for Sri Lankan SMESs to navigate the e-
commerce landscape successfully. By prioritizing and strategically integrating these four key factors —
strong website, effective strategy, online customer service, and proper implementation — Sri Lankan
SMEs can maximize their potential to thrive in the competitive world of online commerce while
contributing to a more sustainable future.

References

Anderson, D. (2017). E-commerce strategy: Break through the noise and build a digital business that
scales. Palgrave Macmillan

Carter, L., & Wright, M. (2015). Omnichannel retailing. Kogan Page Publishers
Chaffey, D., & Ellis-Chadwick, F. (2019). Digital marketing & e-commerce strategy. Pearson

Chaffey, D., & Ellis-Chadwick, F. (2019). Digital marketing: Strategy, implementation and practice.
Pearson

Huang, Z., & Benyoucef, M. (2015). From e-commerce to social commerce: A close look at design
features. Electronic  Commerce  Research ~ and  Applications, 14(4), 214-230.
http://dx.doi.org/10.1016/j.elerap.2012.12.003

GSMA. (2021). The mobile economy. https://www.gsma.com/solutions-and-impact/connectivity-for-
good/mobile-economy/wp-content/uploads/2021/07/GSMA_MobileEconomy2021_3.pdf

Novak, T. P., Hoffman, D. L., & Yung, Y.-F. (2020). Measuring the customer experience in online
environments: A structural modeling approach. Marketing Science, 19(1), 22-42.
https://doi.org/10.1287/mksc.19.1.22.15184

Perez, M., & Rodrigo, P. (2020). The effects of e-commerce on SMEs performance. Journal of Small
Business Strategy, 30(1), 15-26.

Zhang, W., Zhang, F., Zhang, J., Zhang, J., & Zhang, J. (2018). Research and analysis on the
identification model of multivariate economic system. IOP Conference Series: Materials Science and
Engineering, 452, 022061. https://doi.org/10.1088/1757-899x/452/2/022061

128


http://dx.doi.org/10.1016/j.elerap.2012.12.003
https://www.gsma.com/solutions-and-impact/connectivity-for-good/mobile-economy/wp-content/uploads/2021/07/GSMA_MobileEconomy2021_3.pdf
https://www.gsma.com/solutions-and-impact/connectivity-for-good/mobile-economy/wp-content/uploads/2021/07/GSMA_MobileEconomy2021_3.pdf
https://doi.org/10.1287/mksc.19.1.22.15184
https://doi.org/10.1088/1757-899x/452/2/022061

~)eka

,,‘
\&o.s,v,/ EKONOMIKAS UN KULTORAS
@ AUGSTSKOLA

Aswathy Levan. ASSESSMENT OF RELATIONSHIP MARKETING AS A TOOL TO
IMPROVE THE COMPETITIVENESS OF LATVIAN WOOD SELLING COMPANIES

EKA University of Applied Sciences

Master’s Study Program “Business Administration”

E-mail: levanaswathy@gmail.com

Scientific Advisor: Dr.oec., Assistant Professor Jevgenija Dehtjare

Abstract

Research relevance: Particularly in exports of wood and wood products; Latvia has a considerable
position in the wooden sector. The competitiveness of this industry can be considerably impacted by the
application of cutting-edge technologies and successful relationship marketing. Innovative technology
and relationship marketing play a critical role in Latvia's wooden sector; which contributed about 7% of
the nation's GDP in 2020. Understanding how technology and customer relationships promote growth
is essential for maintaining Latvia's wooden company success as global competition heats up.

Research goal: To assess the relationship marketing as a tool to improve competitiveness of Latvian
wood selling companies.

Research methods: Previous literatures; and survey analysis; are among the data collection approaches.
To measure the impact of relationship marketing on the competitiveness of wood selling companies;
data processing methods include various mathematical analyses; factor analysis; descriptive statistical
analysis; and correlation.

Main findings: The competitiveness of businesses in Latvia that deal in selling wood is significantly
improved by the use of relationship marketing tactics. This might result in enhanced brand impression;
increased consumer loyalty; and higher rates of client retention. The relationship marketing efforts made
by Latvian wood selling enterprises are perceived by their consumers. This might involve gaining
insights on what customer’s value most in their encounters with these firms and how it effects the
purchase decisions they make.

Keywords: relationship marketing; competitiveness; wood selling companies; customer loyalty.

Introduction

The global marketplace is becoming an increasingly competitive environment, and organizations
operating in a wide range of sectors are consistently looking for new methods to obtain a competitive
advantage. In this context, the function of relationship marketing has gained substantial attention as a
strategic tool to increase the competitiveness of organizations, particularly those operating in specialized
niches like as the Latvian wood-selling sector. Specifically, this emphasis has been focused on the role
of relationship marketing as a strategic tool to improve customer satisfaction and retention. Given that
Latvia is a nation that is abundant in forest resources and has a long-standing heritage of wood
processing and trading, the performance of the country's firms that deal in the sale of wood is an essential
component in determining the country's economic growth and its level of global competitiveness.
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Establishing and maintaining long-term connections with consumers, suppliers, and other stakeholders
may lead to sustained success is at the core of the concept of relationship marketing. As for gaining a
competitive edge, relationship marketing places a strong emphasis on retaining customers, rewarding
their loyalty, and ensuring their happiness. The strategic approach is based on the concept that in an era
in which many products and services are comparable to one another, the quality of the connections a
firm develops and maintains is what separates it from other businesses in the same industry.

On the international market, possibilities and problems that are exclusive to Latvian wood-selling
businesses stand out like a sore thumb. Raw material availability is one area in which Latvia has a
competitive edge thanks to the country's abundant and environmentally friendly forestry resources. On
the other hand, these businesses have to deal with the dynamics of the global market, as well as worries
about the environment, changing quality standards, and shifting customer tastes, all of which may put a
tremendous amount of pressure on their ability to compete. Relationship marketing has the potential to
be an effective strategy in the context of the wood-selling sector in Latvia for a number of reasons. To
begin, the market for wood is extremely specialized and frequently determined by the existence of long-
term business ties. This is because consumers are constantly searching for dependable suppliers of high-
quality wood goods. Second, the sector is susceptible to a wide variety of legal, environmental, and
ethical constraints, all of which call for a more sophisticated and environmentally responsible approach
to conducting business. Third, the movement toward environmentally friendly and sustainable goods
that has taken place all over the world has presented wood merchants in Latvia with a big chance to
rebrand themselves as dependable and responsible providers.

The purpose of this study is to evaluate the contribution that relationship marketing may make to
increase the competitiveness of wood-selling businesses in Latvia. This study will investigate how these
businesses might make use of relationship marketing tactics in order to create and sustain good
connections with a variety of stakeholders, such as consumers, suppliers, and industry partners. The
influence that relationship marketing has on key performance measures like as customer loyalty, market
share, and profitability will also be investigated as part of this study project. In addition, this study will
investigate the obstacles and prospects that Latvian wood-selling businesses encounter while attempting
to effectively apply relationship marketing tactics. This study will investigate the degree to which
relationship marketing may provide solutions to these problems and make a contribution to the further
expansion and viability of the business.

Literature Review

A research that have three parts and centered on the strategic ramifications of the variety and
unpredictability of consumers' needs and wants. In order to meet the needs of customers who have
varying tastes and to offer a level of vertical differentiation, a company's primary objective is to develop
add-on policies. This hypothesis not only explains the seemingly counterintuitive occurrence in which
higher-end hotels are more likely to charge for Internet connection than lower-end hotels, but it also
makes the prediction that selling an add-on as an optional service enhances competition. This hypothesis
was developed to explain the situation in which higher-end hotels are more likely to charge for Internet
access than lower-end hotels (Balocco et al., 2010). This discovery runs counter to the prevalent thinking
that can be gleaned from the study done on this subject.

In a study, one of the goals of the research is to take a more in-depth look at the role that B2B e-
Marketplaces play in supporting B2B relationships, as well as to identify successful business models
and the critical success factors (CSFs) related to those models, and then to propose a new classification
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framework for e-Marketplace business models (Karavidic & Gregory, 2005). The foundation of this
research was a case study that looked at 30 online marketplaces located all over the world. The findings
of the article indicate that there are nine distinct business models that have been found. Each of these
business models may fall into a distinct category depending on the service delivery model that it employs
as well as the associated procedures that it implements within businesses (Moorman et al., 2019).

The authors researched the history of the interpersonal connection metaphor in marketing, analyzed the
rhetorical uses of the metaphor, and proved that the marketing as connections frame has been lexicalized
in order to carry out the research for the study (Biswas, 2014). When the frame was investigated in both
the theoretical and practical contexts of this study, the findings indicated that it was regarded as being
unsuitable and meaningless in both of these settings (Smith, 2011). The authors revealed that there are
considerable disparities between the exchanges that take place on a mass scale and those that take place
between two individuals in a one-on-one setting. The investigation of RM cannot be carried out via the
prism of conceptual metaphor. In spite of this, they devised creative answers to the issues that needed
to be addressed (Tooranalo & Saghafi, 2019).

The number of academics as well as industry professionals interested in the connections that exist
between customers and the brands that they use has been increasing. The perspectives vary on this
matter. In addition to structural equation modeling, exploratory research and a cross-regional survey are
carried out in order to evaluate the overall model structure and the causal path pattern that is given by
the model for the Strategic Management of Service Brand Relationships. This is done so that the model
may be used to better manage the relationships between service brands. In addition, each of the eight
connection components has a direct influence on the degree of brand loyalty exhibited by the client in
response to the service.

According to other research findings, the purpose of the article is to provide a model that is intended to
merge pre-existing concepts on export marketing with e-commerce. To be more specific, the objective
is to develop a theory that accomplishes the following: (a) incorporates e-commerce strategy into
previously established export marketing theories; (b) proposes a contingency approach to compare and
contrast the relationship between environmental variables, export market strategy, and export
performance; and (c) provides a clear direction for future research by making research propositions
about the role that e-commerce strategy plays in the process of exporting (Agarwal et al., 2010).

In addition, another study delves quite deeply into a variety of customer relationship management
(CRM)-related topics, including the concept and context of CRM, various types of customers and the
values that they place importance on, customer relationship management technology, the management
of customer relationships, consumer research, strategy, measurement, and human resource management
in CRM. This publication presents a number of different case studies and examples that are taken from
a diverse assortment of business fields. There are several distinct service verticals that are included in
this coverage, including as banking, retail, telecommunications, aviation, and electronic media, among
others. Reading this book may be beneficial for a number of different people, including students,
practitioners, and managers, because it provides information on how important it is to connect with
consumers (Christopher et al., 2013).

In order for businesses to maintain their advantage in a market that is extremely competitive, they need
to consistently focus their attention on identifying differentiated product strategies, building or
reorganizing core competencies, and gaining skills in human resources and technology that are unique
to them. These are all things that may be used to one's advantage in order to advance one's business. In
addition, a rise in customer value can be done by delivering a lower price or by supplying extra goods
and services that justify equivalent, or possibly even larger, expenditures (Porter, 2015). Both of these
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strategies have the ability to raise the value of the customer to the business. One school of thought
maintains that a competitive advantage can be considered long-term if it can continue to enjoy that
advantage regardless of what its competitors do (Amain, 2020).

In a separate piece of research, the authors found that when a company's service or product provides
clients with the same or higher advantages at a reduced cost, or when the company's product exceeds
the benefits, this may be a substantial source of competitive advantage for the firm in issue. Business
schools such as the Wharton School and the Harvard Business School have an inherent advantage over
other business schools owing to the fact that they are rated in the top three among all business schools,
they have large endowments, and their names are well-known in the business world. This gives these
institutions a competitive edge that is not easily replicated by other business schools. There are a lot of
schools that teach small business, but most of them don't have their own endowments, so it might be
difficult for them to get appropriate finance and other resources (Boateng, 2019).

As for the majority of marketing decisions that have a substantial impact on the market, they are subject
to relative and absolute considerations. For example, the prices that are set by rivals in the market are
what determine whether or not a certain pricing structure is desirable to buyers. When making an effort
to gain a more favorable position in the market, one of the obstacles that comes together with marketing
is the fact that it is not unusual for a competitor to quickly reply with some type of countermove. This
is one of the challenges that comes along with marketing (Kanagal & Kanagal, 2009). With the possible
exception of an increase in primary demand, the countermove totally nullifies the effects of the prior
move. If one had been made aware of the immediate countermoves, it is quite likely that they would not
have carried out many of the actions that were planned to increase market share as well as sales and
earnings. As a consequence of this, it is very necessary to have an awareness of the competitive
marketing behavior of one's rivals in order to forecast the sort of a competitive reaction to one's
marketing efforts as well as the chance of such a reaction occurring (Wang et al., 2011).

The competitive strategy of a firm is a comprehensive and long-term plan that enables a company to
gain a competitive advantage on the market. This is a direct result of the decisions that were taken by
corporate executives, marketing managers, and a great number of other decision makers. According to
the study that has been done, strategy, marketing strategy, and competitive marketing strategy are the
primary factors that lead to the creation of specific distinctive propositions that may be utilized to gain
a competitive advantage in the market space. The factors acknowledged for competitive marketing
strategy include the product, pricing, promotion, technical services, accounting technique, and credit
policy. The companies are responsible for delivering these aspects (Wu et al., 2010).

One of the most important advantages of Latvia is enormous forested regions, which cover more than
half of the nation's surface. Latvia is the fourth most wooded country in Europe, behind countries such
as Finland, Sweden, and Slovenia. This is one of the most significant benefits that Latvia possesses. The
composition of Latvia's forests is predominantly made up of deciduous trees, namely birch, which has
seen a substantial growth over the entirety of the nation over the course of the last few years. The
ownership of forested land in Latvia is significantly fragmented, with many levels of government,
including the state and local governments, as well as a large number of private landowners holding a
part in the business. Due to the fact that forest land is so widely dispersed, the typical size of a forest
property is around 10.6 hectares (Karro et al., 2017). The wood sector in Latvia is up against a number
of challenges as well as opportunities. Currency fluctuations have an effect on the fluctuation of imports
from the United States, which in turn has an effect on the decisions that Latvia takes on its imports,
which are heavily influenced not just by currency concerns but also by the logistical costs involved. In
recent years, there has been an increase in the amount of hardwood timber that has been imported into
Europe from the USA. On the other hand, there has been a drop in the amount of panel products that
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have been imported from the United States as a consequence of increased competition from other
suppliers in the European market (Mira, 2016).

Since the beginning of the economic downturn in the years leading up to 2010, the wood and wood
products industry in Latvia has seen a meteoric rise in terms of both its recovery and its development
trajectory. This rebound may be ascribed, at least in significant part, to a number of different causes,
including enhanced competitiveness, the possibility for export, and diversification into a number of other
product categories. Yet, Latvia has established itself as a leading player in the woodworking industry
across Europe. This is largely attributable to the country's wide forestland and diverse woodworking
sector. Throughout the entirety of the process of economic growth, the European Union (EU) has served
as the most important trading partner (Bardule, et al., 2020). The expansion of international trade, and
notably exports, has been one of the most important drivers of economic growth. Although challenges
such as currency instability and competitive pressures continue to exist, the wood industry in Latvia
continues to expand and adapt to changing market dynamics (Bamwesigiye et al., 2023). Therefore, the
wood industry continues to be a vital component of the economy of the nation.

Research Methodology

Research methodology refers to the process stage which explains how the research was conducted. This
research study follows a specific way of study. The research aims to identify the impact of relationship
marketing on key performance indicators, such as customer loyalty, market share, and profitability,
within the Latvian wood selling sector. This study is being carried out in the context of the wood-selling
business in Latvia, which is an important part of the country's overall economy. The geographical scope
of the study expands to include Latvia, a nation that is well-known for the extensive forest resources it
possesses as well as a long-standing legacy of wood processing and commerce.

This research covered a total number of 15 respondents and this sample of 15 respondents was taken
anticipating covering the research as planned. Among these wood selling company managers, industry
experts and consultants were participated.

Table 1. Demographic information of respondents (Source: Created by the author)

Item Contents No: of samples Percentage
Gender Male 10 64%
Female 5 36%
Age 28-40 11 76%
41 and above 4 24%
Job position Wood selling company managers 9 92%
Industry experts 6 8%

The primary data was collected from 15 respondents by a questionnaire via convenient sampling
methods. As for the data collection and scale validation, all questionnaire items were given on a five-
point Likert scale, in which 1 “Strongly agree” and 5 “Strongly disagree”. Since Latvia is national
language, But most of the people speak English as well therefore the questionnaires were administered
in the English language. A random sampling procedure was used. Since Latvia is a big market for any
products and services, this research study is highly significant.
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The secondary data was obtained from reports on many different industries, including the wood and
forestry industries. These reports tend to be produced by commercial market research agencies. These
studies often include information on market size, trends, and a study of the competition. Academic
sources are able to provide in-depth study and academic insights on the influence of relationship
marketing on competitiveness. Conduct research using academic resources such as PubMed and Google
Scholar, as well as databases that are specialized to the subject you are studying.

Results

There were more females (64%) than males (36%) participating in the research.
Reliability Analysis

This research employed 8 variants from the survey question to assess the reliability analysis. The main
constraints are, Latvian wood selling companies actively engages in building long-term relationships
with customers, Companies’ customer feedback to tailor products/services to customer needs, Company
regularly measure customer satisfaction and act on the results, Company invests in personalized
marketing campaigns to cater to individual customer preferences, | Company effectively communicates
the company's values and mission to the customers, Company's marketing materials are designed to
educate and inform customers, Wood selling company is highly competitive in terms of product quality,
company's innovation efforts contribute to our competitiveness.

Table 2. Reliability of constraints of relationship marketing strategy (Source: Created by the author)

Cronbach’s Alpha Cronbach’s Alpha Based on N of Items
Standardized Items
754 792 8

Cronbach's alpha was utilized so that we could determine the extent to which the variables have their
own internal consistency. The reliability score for this investigation was 0.754, which is higher than the
benchmark of 0.700 and reflects strong dependability as a result of exceeding the threshold.

KMO and Bartlett’s Test
The KMO test has been applied in order to investigate the interrelationship of the restrictions between
the data as well as the evaluation of the suitability of the data.

Table 3. KMO and Bartlett's Test (Source: Created by the author)

Indicator Value
Kaiser-Meyer-Olkin Measure of Sampling Adequacy .613
Approx. Chi-Square 207.13
df 21
Sig. .000

The KMO value found in this investigation is 0.613, which is greater than the threshold that is advised,
indicating that additional study may be carried out if necessary. The degree of freedom is 21, and there
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is a significant amount of weight attached to that number. The findings of this survey can thus be utilized
in the process of factor analysis.

Factor Analysis

The essential elements were developed through the use of factor analysis within the SPSS program. The
rotation factor matrix was utilized to conduct an analysis of the factors, and the results are presented
below along with an explanation of the overall variance. Furthermore, creating strong, long-lasting ties
with customers is very important in Latvia's wood-selling business, which is very competitive.
Businesses in this field know that building trust, loyalty, and dependability is key to long-term success.
Companies that sell wood can build a strong base for return business and word-of-mouth advertising by
keeping in touch with customers over a long period of time.

Companies in Latvia that sell wood regularly check to see how satisfied their customers are and act on
the information they get in order to stay competitive. This factor shows that the business is dedicated to
always getting better. Companies that ask for and act on customer comments can improve their business,
meet changing customer wants, and fix any problems that may come up. To be competitive in the wood-
selling business, you need to do more than just follow the rules. You also need to be open to new ideas.
Companies in Latvia that sell wood know how important it is to stay ahead of the game by coming up
with new products, tools, and ways of doing things. These businesses can stand out in a crowded market
by putting money into research and development and keeping up with changes in their fields.

Table 4. Loaded factors (Source: Created by the author)

Loaded Constraint Factors | Factors

Q1,Q2,Q3 Latvian Wood Selling Companies Actively Engage in Building Long-Term Relationships
with Customers
Q4, Q5,Q6 Companies Regularly Measure Customer Satisfaction and Act on the Results
Q7,Q8 Wood Selling Company's Innovation Efforts Contribute to Competitiveness

Regression Analysis

The outcomes of regression analysis are provided in Table 5.

Table 5 ANOVA. (Source: author’s collection)

Model Sum of Squares df Mean Square F Sig.
1 Regression 16.481 5 2.051 2.711 .004b
Residual 54.522 3 707
Total 71.013 8

a. Dependent Variable: company's innovation efforts contribute to our competitiveness.

b. Predictors: (Constant), Latvian wood selling companies actively engages in building long-term relationships with customers,

Companies’ customer feedback to tailor products/services to customer needs, Company regularly measure customer
satisfaction and act on the results, Company invests in personalized marketing campaigns to cater to individual customer
preferences, | Company effectively communicates the company's values and mission to the customers, Company's marketing
materials are designed to educate and inform customers, Wood selling company is highly competitive in terms of product
quality
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Table 5 shows that relationship marketing practices like long-term customer engagement, listening to
customer feedback, measuring customer satisfaction, personalized marketing, communicating values,
and product quality have a big and statistically significant effect on wood-selling companies' efforts to
come up with new ideas that make them more competitive. These results show how important
relationship marketing tactics are for making these businesses more competitive in the market.

Conclusions

This study set out to conduct an in-depth investigation of the role that relationship marketing strategies
have in determining how competitive Latvian wood selling businesses are in the global marketplace.
The research was conducted in accordance with a particular research methodology, and the primary
focus was placed on important aspects related to relationship marketing. These aspects included long-
term customer engagement, utilization of customer feedback, satisfaction measurement, personalized
marketing, value communication, and product quality competitiveness. The investigation of the
information obtained from the 15 responders produced a number of significant discoveries.

According to the findings of the demographic research, the vast majority of respondents were male
(64%), aged between 28 and 40 years old (76%), and held crucial positions as managers of wood selling
companies (92%). These demographics shed light on the profiles of the people who are taking part in
the survey. In order to evaluate the many aspects of relationship marketing, the research made use of a
Likert scale. The reliability study revealed that the items in the survey had a high degree of dependability
(Cronbach's Alpha = 0.754), which indicates that they are internally consistent. Both the KMO test
(0.613) and Bartlett's test (p .001) indicated that the data were suitable for factor analysis.

Through the use of factor analysis, we were able to identify three major elements that play an important
part in increasing competitiveness among enterprises selling wood in Latvia. These aspects included the
active participation in creating long-term customer connections, the practice of routinely monitoring
customer satisfaction and responding on feedback, and the dedication to innovation activities
contributing to competitiveness. All of these factors contributed to the company's ability to remain
competitive. The relevance of these relationship marketing components taken as a whole was validated
by the findings of a regression analysis, which is an extremely important finding. The F-statistic (F =
2.711, p =.004) revealed that there was a strong and statistically significant influence on the innovation
efforts of wood-selling enterprises, which contribute to the companies' levels of competitiveness.
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