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Ekonomikas un kultiiras augstskola
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Anotacija

Pétijuma aktualitate: Misdienas spgja attistities ilgtsp&jigi parada to, vai uznémums ir ilgtermina
speletajs, kas orientéts uz nakotni. Arvien vairak uznémumu skatas uz ilgtemina attistibu nakotng, lai
palielinatu uzn@muma vertibas un biit stabilam spelétajam tirgl. Tadgjadi biznesa ilgtspgjas koncepciju var
vienkarsi sasaistit ar uznemuma vertibas koncepciju.llgtermina vertiba tiek radita, koncentr&joties uz plasu
ieinteres€to personu loku, paturot prata noteiktu merki, lai uzturétu uznémeéjdarbibu ilgtermina.
Organizacijas, kas piestiprina savas strat€égijas jégpilnam mérkim, koncentréjoties uz ilgtermina,
ilgtsp@jigas ietekmes radiSanu starp ieinteres€tajam personam, ir vislabakaja stavokli, lai gitu labumu no
raditas vertibas, demonstrétu un novertétu to (Ernst & Young, 2022).

Pétijuma merkis: ldentificét Latvijas mazumtirdzniecibas uznémumu ilgtsp&jas ietekmgjosSus faktorus.

Pétijuma metodes: Lai sasniegtu izvirzito mérki un darba uzdevumus, izmantotas $adas datu vaksanas
metodes: statistikas datu apkopojums, mediju monitorings, ekspertu untervijas analize, un $adas datu
apstrades metodes: ekspertu intervijas rezultatu apstrade, korelacijas analize, daudzfaktoru linearas
regresijas analize, ranz€sana.

Sasniegtie rezultati: No teoretiska apskata un ekspertu intervijas rezultatiem tika identificéti ilgtsp&ju
ietekméjosie faktori, ka arT nozimigakie faktori, kas ietekm& Latvijas mazumtirdzniecibas uznémumu
ilgtspgju.

Atslegas vardi: ilgtspgja, ietekmgjosie faktori, mazumtirdzniecibas uznémumi, Latvija.

levads

Pedgja laika ir potencials biitiski mainit uzn@mumu darbibu un investoru domasanu, parversot
uzmanibu no stermina finansu mérku sasniegSanas uz ilgtermina biznesa stratégijas izstradi, kas
ne tikai apnemas ievérot uznémuma socialo atbildibu, bet ari ilgtsp€jigu sabiedribu (Eccles &
Krzus, 2010).

Misdienas spgja attistities ilgtsp&jigi parada to, vai uznemums ir ilgtermina spélétajs, kas
orientéts uz nakotni. Arvien vairak uznémumu skatas uz ilgtemina attistibu nakotng, lai palielinatu
uznémuma vertibas un biit stabilam spélétajam tirgii. Tadgjadi biznesa ilgtsp&jas koncepciju var
vienkarsi sasaistit ar uzn€muma vertibas koncepciju.

llgtermina vertiba tiek radita, koncentrgjoties uz plasu ieintereséto personu loku, paturot prata
noteiktu mérki, lai uzturétu uznéméjdarbibu ilgtermina. Organizacijas, kas piestiprina savas
stratégijas jégpilnam mérkim, koncentrgjoties uz ilgtermina, ilgtsp&jigas ietekmes radiSanu starp
ieinteres€tajam personam, ir vislabakaja stavokli, lai giitu labumu no raditas vertibas, demonstrétu
un novertetu to (Ernst & Young, 2022).

Savukart, uznémuma ilgtermina vértibas sasnieg$ana ir jebkura uznémuma galvenais mérkis. Lai
maksimize€tu mazumtirdzniecibas uznémuma ilgtspgju, jaizpeta dazadu faktoru ietekmi uz
uznémuma vertibu. Pat Latvijas vertigako uznémumu TOP 101, kas ir sabiedriski nozimiga
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iniciativas mérkis ir, skaidrojot uznémumu pirkSanas, pardosanas, apvienoSanas motivaciju un
korporativas parvaldibas lomu uznémumu konkurétspgjas pilnveidoSana gan Latvijas, gan
Baltijas meroga, nostiprinat izpratni par uznémumu vertibu ka nozimigu atskaites punktu talakai
attistibai. Tas parada uz to, ka Latvijas vertigakie uznémumi ir Latvijas ekonomikas dzingjspeks,
un tie ir Latvijas valsts labklajibas un drosibas méraukla. (TOP101, 2022).

Veicot pétijumus mazumtirdzniecibas uznémumu parvaldiSanas joma, uzmaniba tika koncentréta
tie$i uz uznémuma vertibu.

Zinatniska darba meérkis ir identificét Latvijas mazumtirdzniecibas uzpémumu ilgtsp&jas
ietekm&josus faktorus.

Lai sasniegtu petijuma mérki ir izvirziti sekojosie uzdevumi:

—  Izp@tit mazumtirdzniecibas uzn€mumu ilgtsp&jas koncepciju;

— Izanalizet Latvijas mazumtirdzniecibas sektoru;

— Identificet mazumtirdzniecibas uzn€mumu darbibas raksturojusos raditajus;

— Veikt ekspertu interviju ar mérki izvertét mazumtirdzniecibas uznémumu ietekmgjosus
faktorus;

— Noteikt savstarpgju sakaribu starp mazumtirdzniecibas uzp@muma ilgtspgju un
mazumtirdzniecibas uznémumu darbibas raksturojosiem raditajiem.

Balstoties uz magistra darba mérki un izvirzitajiem uzdevumiem magistra darba ietvaros tika
izvitziti divi pétijjuma jautajumi:
— Kadi faktori ietekmé mazumtirdzniecibas uznémumu ilgtspgju?
— Kadi no Latvijas mazumtirdzniecibas uznémumu ilgtspgju ietekm&josiem faktoriem ir
nozimigakie?
Lai sasniegtu mérkus, kas noteikti zinatniska darba un atbildétu uz petijuma jautajumiem, tika
izmantotas $adas pétijuma metodes:

Datu vakSanas metodes:
— Statistikas datu analize;
— Mediju monitorings;
— Ekspertu intervija ar aptaujas jautajumiem.

Datu apstrades metodes:

— Ekspertu intervijas rezultatu apstrade;
Korelacijas analize;
— Daudzfaktoru linearas regresijas analize;
— Faktoru ranzg$ana.

Zinatniska darba teorétiska un praktiska vertiba:

— Zinasanu bazes papildina$ana par mazumtirdzniecibas uznémumu ilgtsp&ju ir apkopoti
zinatniska literatiiras avoti par mazumtirdzniecibas uznémuma ilgtsp&jas butibu un
novertésanas raditajiem. Apkopojumu var izmantotturpmakiem petijumiem, papildinot to
ar jauniem zinatniskiem zinatniskas literatliras avotiem,;

— Pétjuma ir izstradati divi linearasregresijas modeli, ar kuru palidzibu
mazumtirdzniecibas uzn€muma ir noteikti izveleti neatkarigie mainigie, kas ietekme uz
uznémuma raksturoto raditaju — uznémuma vertibu.

Analitiskais apskats
Zinatniska darba analitiska apskata dala tiek sadalita apakSnodalas, kur izpétitas ilgtspgjas

koncepcija, uznémuma jeb biznesa ilgtsp&jas elementi, dzingjspeki un barjeras, ilgtsp&jigi
uznémuma modeli, ka arT Latvijas mazumtirdzniecibas uzn€mumu nozares analize.
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Uznémuma ilgspgja miisdienas ir svarigs elements, lai biitu konkurentspg&jigiem, ka art investoru
piesaistiSana varétu pastiprinat uzn@muma attistiSanu, finansialo stabilitati un dzivotspé&ju tirgt ar
pargjiem uzn€mumiem, kas strada taja pasa nozaré. Svaribas pieskirSana ilgtsp&jibai ir butiska,
lai apmierinatu investoru spiedienu, patérétaju pieprasijumu, normativas prasibas, iegiitu talantus
un nodros§inatu paaugstinatu produktivitati (World Economic Forum, 2022).

Gramatas, pétijumos un zinatniskajos darbos aprakstita ilgtspgjas no dazadiem aspektiem. Darba
autors izskatls ilgtsp&jas nozimi no ekonomika aspekta, kas strada, lai sasniegtu ilgtermina
ekonomiskos rezultatus (Moskovich, 2022) un saglabat vai turpinat eso$aja posma ar1 turpmak
(Maude, 2014).

Uznémegjdarbibas izcilibas ietvarstruktiram parasti ir trTs savstarpgji saistiti elementi:
— Iidzeklis organizacijas pamatvertibu vai pamatprincipu kart€Sanai, salidzinot ar
vienpratigu uzn€mejdarbibas izcilibas principu sarakstu;
— zinaSanu jomu (vai krit€riju) kopums, ko izmanto, lai vaditu pastavigus uzlabojumus
organizacija;
— uz rezultatiem orientta metodologija, ko izmanto, lai planotu, ieviestu, novertétu un
nepartraukti uzlabotu organizacijas programmu.

Sie elementi, kas paredz&ti darbibam, produktiem un pakalpojumiem) var palidz&t organizacijai
palielinat izredzes sasniegt veiksmigus un ilgtsp&jigus biznesa rezultatus (Pojasek, 2007).

Lai kliitu par veiksmigu un ilgtspgjigu biznesu, ir nepiecieSami jauni noturibas un veiklibas
Itmeni, kas saknojas atbildigd praksg, kas saglaba misu plangtu (IBM, 2022). ligtsp&ja ir
uznémuma obligata prasiba, un tai jabut katra uznémuma strat€gijas un darbibas pamata. Iemesli
tam ir gan &tiski, gan finansiali:

— Darbinieki arvien vairak mekl€ uz misiju orient&tus, mérktiecigus darba dev&jus, kuriem
rup planéta, pienemot Iemumu, kur stradat. 71% darbinieku un darba mekl&taju atzist, ka
videi ilgtsp€jigi uzne€mumi ir pievilcigaki darba deveji.

— Paterétaji ir gatavi maksat piemaksu par videi draudzigu zimolu prec€m. 80% paterétaju
norada, ka viniem ir svariga ilgtspgja.

— Valdibas, investori, darbinieki un klienti pieprasa jaunus uzn€mumu atbildibas limenus,
tostarp pasakumus klimata parmainu novérsanai.

— Vides, socialo un parvaldibas (ESG) investiciju kriteriju un ilgtsp€jigu ieguldijumu
pieaugums nozimé, ka ilgtsp€jigs bizness peéc butibas ir pievilcigaks pieaugoSajam
atbildigo investoru skaitam. Investicijas ESG aktivos lidz 2025. gadam var sasniegt 53
triljonus USD, kas veido vairak neka treSdalu no pasaules aktiviem.

Ilgtspgjigs bizness attiecas uz uznpémumu lomu miisu pasaulé. Dazos gadijumos tiek izmantoti
tadi termini ka korporativa sociala atbildiba. Citi izmanto tadus izteicienus ka korporativa
pilsoniba vai kopiga vertiba. Tie visi attiecas uz uznémejdarbibas ietekmi uz sabiedribu un vidi,
ka ar uz sabiedribas un vides ietekmi uz uzné€meéjdarbibu (Bursamalaysia, 2018). [lgtsp&ja aptver:
socialos jautajumus (pieméram, darba attiecibas vai cilvéktiesibas); ietekme uz vidi (piem&ram,
klimata parmainas vai atkritumi); ekonomiskie aspekti (pieméram, darbavietas vai nodokli); un
parvaldibas apsveérumi (sk. 1. attelu.)



4 ;
EKONOMIKAS UN KULTURAS
AUGSTSKOLA

' ENVIRONMENTAL

] GOVERNANCE 7
\ J,//
1.att. Ilgtsp&jas modulis (Avots: Bursamalaysia, 2018)

Apkopojot iegtitos datus 2022. gada astonos meénesos mazumtirdzniecibas apgrozijums bija par
5,3% augstaks neka 2021. gada janvari-augusta. Nepartikas preCu mazumtirdznieciba pieauga par
10,4%, ko noteica zema baze 2021. gada sakuma, kad 1idz 6.aprilim bija speka arkartgja situacija
un bija slegti veikali un mazumtirdzniecibas apgrozijums ieverojami kritas. Partikas precu
tirdznieciba pieauga par 2,5%, savukart degvielas mazumtirdznieciba samazinajas par 1,1%.

ArT turpmakajos ménesos mazumtirdzniecibu turpinas ietekmet augstais cenu Iimenis. ledzivota;ji
vairak terés pirmas nepiecieSamibas prec€m (partikai un maksajumiem par majokli), tadejadi
atlieckot nepartikas prec¢u, tai skaita, lielaku pirkumu iegadi. Negativo ietekmi uz
mazumtirdzniecibas apgrozijumu mazinas valsts atbalsts iedzivotajiem siltumenergijas izmaksu
segsanai apkures sezona, septembr1 veikta pensiju indeksacija, ka art cita veida planotie pabalsti
iedzivotaju pirktspé&jas palielinasanai (Ekonomikas ministrija, 2022).

Pétijjuma metodologija

Zinatniska darba ta ir sadalita vairakos posmos. Sakotngji tika veikts mediju monitorings, kur ir
pieversta uzmanibu igtsp&jas jautajumam tieSi no mazumtirdzniecibas uzn@mumiem, kas tik
analizeti pec eksperta intervijas (SIA “RIMI Latvia”, A/S “Cesu Alus”, SIA “MAXIMA Latvija”
SIA, “Narvesen Baltija”, A/S “Balticovo”;, ka ar1 Korporativas ilgtsp&jas un atbildibas institiits
(InCSR)). Katra no uznémuma majas lapa tiek veikti ieskati uz ilgsp&ju. No iepriek§ min&tiem
uzn€mumiem, kuriem bija veikta uzn€mumu mediju apskats, 2022. gada ilgtspgjas indeksa
apbalvojuma sanéma apliecinajumus par atbilstibu kopa ar citiem mazumtirdzniecibas
uzneémumiem sekojosas kategotijas (Korporativas ilgtsp&jas un atbildibas institiits, 2022):

— DIMANTA kategorija — SIA “RIMI Latvia”;

— PLATINA kategorija — A/S “Césu Alus”, SIA “Coca-Cola HBC Latvia®, SIA
“MAXIMA Latvija”;

— ZELTA kategorija — SIA “Narvesen Baltija”, SIA “ORKLA Latvija”;

— SUDRABA kategorija — A/S “Balticovo”;

— BRONZAS kategorija — A/S“Aldaris”, kas ir dala no Carlsberg Grupas un ietver sevi
tadus zimolus ka Aldaris, Mezpils, Zelta un Carlsberg, ka arT Somersby un Vichy.

Nakosaja soli tika analizx&ti un izvirziti uznémuma ilgtspgjas vertibas faktori. Uzn€muma vertibu
ietekm@joso faktoru spektrs ir loti pla§s — jebkur§ darbibas virziens, tirgus, struktiirvieniba,
operacija var radit papildu vertibu akcionariem, bet var arT to samazinat. Uznémuma vadibai ir
javeic detaliz€ta kompanijas saimnieciskas, investicijas un finans€Sanas darbibas analize, lai
identificEtu tas stipras un vajas puses. Vertibu ietekmé&joso faktoru noteikSanas pamata ir
kompleksa uznémuma darbibas izp&te, novertgjot esosas stratégijas un politikas atbilstibu esosajai
tirgus situacijai, elastibu vides parmainam, ka arTnakotnes dzivotsp&ju. Savukart analizes rezultati
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kalpo par bazi turpmakas attistibas stratégijas izstradei un vadibas Iémumu pienemsanai (Averina,
2009). Saimnieciskas darbibas naudas plisma paliclina kompanijas apgrozijums un citi ar
pamatdarbibu saistitie ien€mumi, bet to samazina razosanas, administracijas, pardosanas un citas
saimnieciskas darbibas izmaksas. Uzskaitito ien€mumu un izmaksu starpiba ir uzneémuma pelna
pirms amortizacijas atskaitfjumiem, procentu maksajumiem un nodokliem (EBITDA). Jo lielaka
EBITDA tiek iegiita, jo lielaku naudas pliismu no saimnieciskas darbibas iegiist uznemums. So
raditaju tiesi ietekm@ kompanijas apgrozijums un izmaksas. Attistot rentablus produktus un vadot
izmaksas, uznémums palielina naudas plismu no EBITDA.

Procentu maksajumi par izmantotiem aizdevumiem ar1 ietekme naudas plismu no saimnieciskas
darbibas. No finansu riska parvaldiSanas viedokla kompanijas procentu maksajumu apjomu var
novertét ar seguma raditaju, analiz§jot, vai uznémums generé pietickamu pelpas apjomu
kreditprocentu segSanai. Nodoklu maksajumi samazina kompanijas plismu no saimnieciskas
darbibas. Uznémuma ienakuma nodokla apmeérs ir noteikts likumdosSanas aktos, kas 2022. gada
sastada 20 procenti no aprekinatas ar nodokli apliekamas bazes (Likumi, 2022). Nodoklu
planosana lauj samazinat nodoklu slogu, $adi palielinot uzn@muma vertibu (Averina, 2009).

Vel viens faktors, kas ietekme uz uzn@muma vertibu ir investiciju naudas pliisma, kas atspogolo
kompanijas ilgtermina aktivu vadiSanas politiku. Planojot jaunas investicijas, janosaka naudas
pliismas no projekta pasreiz€jo neto vertibu, iek$gjo rentabilitates normu, atmaksaSanas laiku un
citus investiciju efektivitati raksturojosos raditajus. Investicijas raksturojoSie raditaji ir aktivu
atdeve, pamatlidzeklu atdeve (Averina, 2009).

Nav jaaizmirst par kopropativo parvaldibu. Flemming Lindelov, kas savu karjeru ir pavadijis,
vadot vairakus starptautiskus uznémumus, tostarp Carlsberg Group un biidams lektors Baltijas
Korporativas parvaldibas institiita 2015. gada oktobr1 rikotaja Izglitibas programma uzn€mumu
vaditajiem, uznémumu Ipasniekiem, padomes un valdes locekliem parliecina, ka korporativajai
parvaldibai ir butiska ietekme uz uznémuma konkurétsp&jas, biznesa rezultatu un efektivitates
paaugstinasanu. Tas nodroSina atbilsto$u lomu un korporativas pilnvaras sadali, efekttvu lémumu
pienemsanas, uzskaites un kontroles sisteémas, ka arT iespgjamo stridu risinasanu.

Ilgtermina kapitala un citi biznesa riski tiek labi parvalditi, nodroSinata saimnieciskas darbibas un
rezultatu atklatiba un atklatiba. Efektiva parvaldiba pozitivi ietekmé korporativo reputaciju un
veicina atbildigas uzn€meéjdarbibas praksi (Top101, 2015). Ieprieks apkopotus faktorus, kas
ietekmé uznémuma ilgtsp&jas vertibu var apvienot zemak redzama tabula (sk. 1.tabulu).

1. tabula. Uzneémuma ilgtspgjas vertibas ietekmgjosie faktori (Avots: autora apkopojums)

Uznémuma ilgtspéjas veértibas ietekmeéjoSie faktori

% maksajumi (kapitalcena un

Uzp€muma apgrozijums EBITDA finansesanas avots)
Nodoklu samaksa Apgrozama kapitala finans€Sana Investicijas
Finans€sana Ien€mumu stabilitate Kapitalieguldijumu plans

Diskonta likme (risku

Tenémumu picaugumu temps oy
; p g P novertésana)

Uznémuma darbibas laiks

Ieintereséto pusu

apmierinatiba Korporativa parvaldiba

Pec tam tika veikts ekspertu intervijas veikSanas apraksts, kur tika intervéti 6 eksperti no
uznemumiem, kas ir ieklauti 2022. gada ilgtspgjas indeksa rezultatu topa un ir sanémusi augstakus
rezultatus apliecingjuma par atbildibu. Jautajumi par definicijam un elementiem tika nemti no
analitiskas dalas literatiiras apkopojuma.
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Péc ekspertu atbildeém pétijuma turpindjuma autors izmantoja AS ,,Prudentia” un Birza Nasdaq
Riga veiktos pétfjumus — Latvijas vertigako uzn@mumu saraksts — TOP 101, un padzilinatai
analizei izvelgjas Cetrus Latvijas mazumtiedzniecibas uzn€mumus: SIA “RIMI Latvia”, A/S
“Cesu Alus”, SIA “MAXIMA Latvija” un A/S “Balticovo”. Tika veikta Latvijas 4 uzn€muma
rezultatu izpete ar mérki noteikt savstarp€jo attiecibu starp mazumtirdzniecibas uzpémumu
apgrozijuma raditaju un mazumtirdzniecibas ietekmg&josiem faktoriem, izmantojot: 1) korelacijas
analizi, 2) regresijas analizi. Korelacijas koeficienti starp ilgtspgas raditaju un
mazumtirdzniecibas uznémumu ilgtsp&jas ietekmejosiem faktoriem tika aprékinata, balstoties uz
uznémumu datiem par periodu no 2011. — 2021. gadam. Aprékini tika veikti ar Statistikas
apstrades programma SPSS programmas datu analizes riku Correlation palidzibu.

Pirmaja posma prognozesanas metodei vispirms ir jasavac attiecigus datus. T.i. noteikts atkarigais
mainigais y — analizes raditajs, misu gadijuma, ta ir ilgtsp&jas vertiba no literatiiras analizes,
uznémuma datiem un izskaidrojoSais mainigais x — ir faktori, kas ietekmé to ilgtsp&jas vertibu,
kas ir balstoties uz uznémumu datiem par periodu no 2011. — 2021. gadam. Analizgjot literatiiras
avotus 3 uznemuma ietekméjosie faktori: apgrozijums, EBITDA un korporativas parvaldibas
koeficienti tika nemti no Latvijas vértigako uznémumu TOP101 sabiedriski nozimigas iniciativas,
kuru kops 2005. gada 1steno korporativo finansu uznémums Baltija AS ,,Prudentia” un vieniga
reguléta birza Latvija — Nasdaq Riga (Top 101, 2022).

Otraja posma datu baze tika transforméta un uznémumu ietekmgjosie faktori ( mainigie x), kas
ietekme@ to ilgtspgjas vertibu tika papildinata ar kopg€jie maksajumi valsts kopbudzeta un pelnu.
Datu trikumu d€] analizes periods ir samazinajies Iidz 7 gadiem no 2015. — 2021. gadam. Faktors,
kopgjie maksajumi valsts kopbudzeta un pelna, kas ietekm& uz uzn@muma vertibu tika atrasti
katramm uznémumam firmas.lv majas lapa (Firmas.lv, 2022).

Pétijjuma rezultati

Petfjuma rezultatu dala tiek analiz&ti intervijas iegiito atbilzu rezultati un ar daudzfaktoru linearas
regresijas analizes palidzibu, izveidoti 2 modeli. Tiek identificéti mazumtirdzniecibas uznémumu
ilgtsp&ju ietekméjosie faktori. Novertgjot ekspertu atbildétiem jautagjumiem par ietekméjoSiem
faktoriem autors ir secin@jis, ka literatiiras avotos, kas bija apkopoti metodologijas dala,
uzn@muma ilgtspejas vertibas faktori atSkiras no ekspertu atbildém. Ekspertu ietekmgjosie faktori
ir pieejami 2. tabula.

2. tabula. Ekspertu ilgtstp&ju ietekmgjosie faktori

Ekspertu ilgtstpéju ietekmgéjosie faktori

Lietu izpratne caur

Caur velésanos, velmi

Spéja sadarboties ar

Spéja atrast veltitos

iedzilinaSanos un izpratn ieinteres€tajiem pusém resursus
. . _ . Uzn€muma, piegades Uzn€muma
Izmainas patérétaju Uznémuma patérini un ~ . i -
: ; VN kédes un partneru investicijas inovativos
paradumos to samazinasana ’ o N
atbildiba risinajumos
Likumdosana, Resursu Kopégjas piegades kédes
noteikumi un ieviestas sadardzinajums — izmaksas un uzn€muma Piegades kédes
Eiropas Savienibas elektriba, darbaspeks, darbibas izmaksas planosana

vadlinijas produktu cenas u.c. planosana
S Sp&ja novirzit lidzeklus .
o Darbinieki, tas Pe] “ ’ Uzpémuma vaditaja
Energoefektivitate un D (finansu, . .
_ .. | komanda un zinasanas o . velme nodarboties ar
energo resursu paterini cilveékresursus, laika . .
’ kopums ilgtsp&ju
resursus)

P&c identificEtiem literatliras mazumtirdzniecibas ilgtsp&ju ietekméjosiem faktoriem un ekspértu
faktoriem kopgjie faktori ir zinaSanas jomu kopums, darbibas veiktsp&jas uzlaboSana,
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sadarbosanas ar ietekm&joSiem un ar&jiem ieinteresétam personam, informacijas un zinasanas
veiktsp&jas uzlabo$ana, veértibu kédes darbibu uzlabosana, organizacijas atklatiba, strateégijas
virziena noteikSana un inovacijas.

Daudzfaktoru linearas regresijas analizes iegitam rezultaiem autors izmantoja datorprogrammas
SPSS Regression palidzibu, kura tika ievadits raksturojosais raditajs — uznémumu vertiba
regresijas analize tika veidota 2 posmos:
— 3 neatkarigie mainigie par 4 mazumtirdzniecibas uznémumiem, ko katru gadu aprékina
NASDAQ pétijuma TOP101 vertigakie uznémumi par apkopotiem 11 gadiem perioda no
2011. gada lidz 2021. gadam;
— 5 neatkarigie mainigie par 4 mazumtirdzniecibas uznémumiem, ko katru gadu aprékina
NASDAQ pétijuma TOP101 vertigakie uzn€mumi par apkopotiem 7 gadiem perioda no
2015. gada Iidz 2021. gadam.
Abos posmos darba autors izmantojis pakapenisko (stepwise) metodesdaudzfaktoru linearo

regressiju un izveidojis 2 modelus. Pirma modelu statikas raditaji ir atspoguloti 3. tabula, kas
sastav no 3 nelielam tabulam.

3. tabula. Modela statistikas raditaji un koeficienti ar atkarigo mainigo uznémuma vértiba un
analiz€jamiem faktoriem (apgr. — uznémuma apgrozijums, EBITDA un KPC — korporativas parvaldibas
koeficients) un ar logisko mainigo Constant, kura vértiba ir ,,0” (Avots: autores apkopojums).

Model Summary®

Adjusted R Std. Error of Durhin-
Model R R Square Square the Estimate Watson
1 9562 913 911 53,09396 1,309
ANOVA*®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 1130691,424 1 | 1130691424 401,101 ,000"
Residual 107120,789 38 2818,968
Total 1237812213 39
Coefficients®
Standardized
Unstandardized Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) 17,229 13,091 1,316 196
EBITDA (milj. €) 7,955 397 956 20,028 ,000 1,000 1,000

a. Dependent Variahle: VErtiha (milj. €)

Modelis ir statistiski nozimigs (Sig. = 0,000 < 0,05) ar varbatibu 95 %. Korigétais determinacijas
koeficients (Adjusted R Square) ir 0,911, radgjadi 91,1 % no vertibas izmainam var izskaidrot ar
linearas regresijas modeli, kura ta faktors ir nozimigs ar vienu neatkarigo mainigo EBITDA.

VIF raditajs = 1 < 10, I1dz ar to daudzkolinearitates probléma nepastav.

Apskatot Durbina Vatsona (DW) autokorelacijas testa rezultatus, secinats, ka koeficients = 1,309,
kas ir lielaks par koeficienta zemako kritisko robezu (DL = 1,200 ) un zemaks par augsgjo kritisko
robezu ( DU = 1,344), tatad autokorelacija atlikumos nepastav.

Balstoties uz modela variantu, darba autors izstradaja linearas regresijas vienadojumu:
Vertiba = 17,229 + 7,955 x EBITDA
No vienadojuma var secinat, ka EBITDA ir vienigais mainigais, kas ietekme uznémuma ilgtspgju,

ko atspogulo uznémuma vertibu.
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Ja kopégjais klientu skaita mainigais ir fikséts, tad katrai 1 vienibas izmainai EBITDA pozicija
mainas, uzn€muma vertiba palielinas 7,955 vienibu reizes (2. att.).

56

49.049

a8

41094~ 17229 + 7.955 x

a0

Vértiba, EUR

32 —
184

2 -
17.p29 _+~

16 ¢

2
EBITDA
—&—Vértiba

2.att. Uznémuma vertibas palielinasanas atspogulojums attieciba pret EBITDA (Avots: Autora
apkopojums balstoties uz modela linearas regresijas vienadojumu).

Darba nosléguma apkopoti teorétiska aspekta aktuali jautdjumi un petijuma secinajumi par
mazumtirdzniecibas uznémuma ilgtsp&jas intervijas vertgjumus izveletiem ietekm&josSiem
faktoriem, ka arT nozimigakajiem faktoriem.

Otra modelu statikas raditaji ir atspoguloti 4. tabula.

4. tabula. Modela statistikas raditaji un koeficienti ar atkarigo mainigo uznémuma vertiba un
analiz€jamiem faktoriem (apgr. — uznémuma apgrozijums, EBITDA un KPC — korporativas parvaldibas
koeficients, nodokli — kopé&jie maksajumi valsts kopbudZeta un pelna) un ar logisko mainigo Constant, kura
vertiba ir ,,0” (Avots: autores apkopojums).

Model Summary®
Adjusted R Std. Error of Durhin-
Model R R Square Square the Estimate Watson
1 ,968° 937 933 5578044
2 ,975" 951 945 50,61666 1,125
ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 784752,678 1 784752,678 | 252214 ,000°
Residual 52894773 17 3111,457
Total 837647452 18
2 Regression 796654,712 2 398327,356 | 155472 ,000°
Residual 40992,740 16 2562,046
Total 837647452 18
Coefficients®
Standardized
Unstandardized Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) 17,024 21,287 800 435
EBITDA (milj. €) 8,183 515 968 15,881 ,000 1,000 1,000
2 (Constant) 15,312 19,333 792 440
EBITDA (milj. €) 4,935 1,578 584 3127 ,006 088 11,389
Apar. (milj. €) ,210 097 402 2,155 ,047 ,088 11,389

a. Dependent Variable: Vertiba (milj. €)

Modelis ir statistiski nozimigs (Sig. = 0,000 < 0,05) ar varbiitibu 95 %. Korigétais determinacijas
koeficients (Adjusted R Square) ir 0,911, radgjadi 91,1 % no veértibas izmainam var izskaidrot ar
linearas regresijas modeli, kura ta faktors ir nozimigs ar vienu neatkarigo mainigo EBITDA.

VIF raditajs = 11,389 < 10, [idz ar to neliela daudzkolinearitates probléma pastav, kas nozimg, ka
starp EBITDA un apgrozijumu ir korelacija sava starpa.. Tomer, neskatoties uz to, apgrozijumam
ir butiska ietekme uz uzn@muma vertibu, tadel $is mainigais nedrikst bt izsvitrots no modela uz
stav kopa ar EBITDA.

Apskatot Durbina Vatsona (DW) autokorelacijas testa rezultatus, secinats, ka koeficients = 1,125,
kas ir lielaks par koeficienta zemako kritisko robezu (DL = 0,974 ) un zemaks par augsgjo kritisko
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robezu ( DU = 1,325), tatad autokorelacija atlikumos nepastav.

4. tabula redzams, ka abi modela koeficienti ir statistiski nozimigi ( Sig.= 0,006 < 0,05; Sig.=
0,047 < 0,05). Balstoties uz modela variantu, darba autors izstradaja linearas regresijas
vienadojumu:

Vertiba = 15,312 + 4,935 x EBITDA +0,210 X Apgr.

No vienadojuma var secinat, ka EBITDA un apgrozijums ir mainigie, kas ietekm& uznémuma
ilgtsp€ju, ko atspogulo uznémuma vertibu.

Ja EBITDA mainigais ir fiks€ts, tad katrai 1 vienibas izmainai EBITDA pozicija mainas,
uzn€muma vertiba palielinas 4,935 vienibu reizes (3. att.).

|
. | 3?,.}352

30.117
30 | =

25182 _— y=15.312 + 4.935 x
25

Vértiba, EUR

20.047 _
20 |
15.812_~
15 ¥

10
0 1 2 3 4
EBITDA
—@—Vértiba

3.att. Uznémuma vertibas palielinasanas atspogulojums attieciba pret EBITDA (Avots: autora
apkopojums balstoties uz modela linearas regresijas vienadojumu)

Tacu, ja apgrozijuma neatkarigais mainigais ir fiksets, tad katrai 1 vienibas izmainai EBITDA
pozicija mainas, uznémuma vertiba palielinas 0,210 vienibu reizes (4. att.).

16.5

16.152
16.2
15.842

.K ~ y=15.312 + 0.210 x
A

5732 _— d

15.522 /r//

812 "

—

=

Vértiba, EUR
= P
7] i)
W oo
o

=
@
o

1 2 3 4
Apgrozijums
—&—Vértiba

4.att. Uznémuma vertibas palielinaSanas atspogulojums attieciba pret apgrozijumu (Avots: autora
apkopojums balstoties uz modela linearas regresijas vienadojumu)

Apkopojot iepriekSmin€tos datus, var izdarit secinajumu, ka Latvijas mazumtirdzniecibas
uznémumu ilgtspgju ietekme daudzi novertetie faktori, un ka pieaugosas izmainas tadu ilgtsp€jas
faktoru, ka EBITDA un apgrozijums vienlaicigi ar pieaugo$am izmainam proporcionali regresijas
koeficienta lielumam.

Secinajumi

Pamatojoties uz darba viekto pé&tjjumu, autors ir secindjis pie sekojoSiem galveniem
secinajumiem:

— Pé&tot zinatnisko literatiru un vairaku autoru viedoklus, autors secina, ka ir loti plass
mazumtirdzniecibas uzne€mumu ilgtsp&ju novertesans raditaju klasts. Tacu tikai neliels
skaits petfjumu no mazumtirdzniecibas uznémumu ilgtsp&ju publikaciju pieveérSas pie
jautajumiem ka ietekméjosie faktori un to vadiSana. Patérétaji un mazumtirdzniecibas
nozares ir saskarusas ar ievérojamiem izaicindjumiem, pieméram, digitalizaciju,
demografiskam parmainam, ka ar1 stabilu ekonomiku konkurenci, ka arT paterina precu
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uzn@mumi saskaras ar strauji mainigu patérétaju pieprasijumu, vienlaikus nepiecieSamibu
risinat problémas un izmantot iespgjas, ko tirgii rada jaunas tendences.

— Panakumi mazumtirdzniecibas uznémumu darbiba ir atkarigi no vadibas véleéSanas
nodarboties ar uznémuma ilgtspgjas jautdjumiem un efektigas lemumu pienemsanas, kas
balstits uz tirgus segmenta analizi, gan ilgtspgjas izp&ti, ganm arl uz inovaciju
pieprasijuma izpéti. Tas viss lauj uznémumiem apzinat savas veértibas prieksrocibas,
resursus, kas dod iesp&ju paaugstinat uzneémuma vertibu un ienemt stabilu vietu tirgt.

— Petfjuma tika veidots uzn€mumu mediju monitorings uzn€émumu majas lapas, kur tika
apjautati un interveti ekspertu mazumtiedzniecibas uznémumu ilgtsp&ju jautajuma — kas
tika paveikt ilgtsp&ju stratégijas attistibas plana un ka izvirziti mérki tika istenoti
uznémuma, ka art cik augsta ITmenT ir uzn€mumu sasniegumi ilgtspgjas indeksa un vai ir
parakstits ilgtspgjas indeksu kodeks.

— Ekspertu aptauju rezultata tika identificeti tadi faktori, ka zinaSanas jomu kopums,
darbibas veiktspgjas uzlabosana, sadarbosanas ar ietekméjosiem un argjiem ieinteresétam
personam, uznémejdarbibas atbildiba, veértibu k&des darbibu uzlabosana, organizacijas
atklatiba, strat€gijas virziena noteik$ana, inovacijas.

— Ekspertu intervijas rezultata identificeti un izvirziti ilgtsp&ju ietekméjosie faktori, tadi ka
lietu izpratne caur iedzilinasanos, caur vélé$anos, vélmi un izpratni, Sp&ja sadarboties ar
ieinteresétajiem pusém, spgja atrast veltitos resursus; izmainas patérétaju paradumos,
uzn@muma paterini un to samazinasana, tostarp energoefektivitate un energo resursu
patérini, likumdoSana, noteikumi un ieviestas ES vadliijas, uzn€muma, piegades kedes
planoSana un partneru atbildiba, kop&jas piegades kédes izmaksas un uznémuma darbibas
izmaksas planosana, resursu sadardzinajums — elektriba, darbasp€ks, produktu cenas,
darbinieki — tas komanda un zinaSanas kopums, uznémuma investicijas inovativos
risinajumos, ka art sp&ja novirzit lidzeklus (finansu, cilvékresursus, laika resursus).

— Kopigie nozimigakie faktori ir zinaSanas jomu kopums, darbibas veiktspgjas uzlabosana,
sadarbosanas ar ietekm&joSiem un ar&jiem ieinteres€tam personam, vertibu k&€des darbibu
uzlabosana, strat€gijas virziena noteiks$ana, inovacijas.

— Veicot regresijas analiti tika parbaudita 4 uzn€mumu korelacija, kur ietekméjosie faktori
korelg ar uznémuma vertibu, kas nozZime, ka pieaugosas izmainas tadu ilgtsp&jas faktoru,
ka EBITDA un apgrozijums vienlaicigi ar pieaugo$am izmainam proporcionali
uznémuma vertibas raditaja.

— Balstoties uz regresijas analizes rezultatiem, kur tika izveidots pirmais modelis ar 3
neatkarigiem mainigiem, kur informacijas tika apkopota par periodu no 2011. — 2021.
gadiem un otrais modelis, kur datu baze tika transformeta — neatkarigo mainigo skaits ir
palielinajis 11dz 5 mainigiem, bet datu trikuma dgl analizes periods samazinajies lidz 7
gadiem par periodu no 2015. — 2021. gadiem, darba autors var secinat, ka pirmaja modeli
EBITDA biitiski ietekm€ uz uznémuma vertibu, bet otraja EBITDA un apgrozijums.

— Petfjuma rezultati ir pilnigi atbilstosi atbild uz pé&tifjuma izvirzitiem jautajumiem, kur
atbildes var vrezét ieprieks secinajumos.
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Anotacija

Pétijuma aktualitate: 21.gadsimta arvien plasaka interese ir par uzpémumu darbibu, un tapec uznémumu
publiskie parskati ir kluvusi par normu. Valsts parvaldes institlicijas sagatavo ikgad&jus publiskos
parskatus, savukart kapitalsabiedribas rikojas dazadi $aja zina. Lai paaugstinatu gada parskatu
caurspidigumu, arvien biezak ir izmantots integrétais zinojums, jo §is zinojuma veids apvieno finansu
parskatu ar ilgtsp&jas attistibas rezultatiem. Latvija integréta parskata pazimes ir saskatamas Rigas lidostas
brivas pieejas parskatos. Tautsaimniecibas attistiba svariga loma ir telekomunikacijam, un tapec ir svarigi
izpéetit, vai integrétie zinojumi ir sagatavoti arT Latvijas telekomunikacijas uzn€émumos.

Pétijuma merkis: Noteikt telekomunikacijas uznémumu brivas piekluves parskatu statusu un integracijas
zinojuma pazimju esamibu tajos.

Pétijuma metodes: P&tijuma tika veikta salidzinosa datu analize, ka ar1 vardu biezuma, vardu savienojumu
un atslégas-vardu-konteksta analize digitalaja platforma ,,Voyant Tools”. Tika izpétiti brivas piekluves
gada parskati par laika periodu 2019.9.-2021.9.

Sasniegtie rezultati: 1. Brivas piekluves parskati telekomunikaciju nozaré nav pieejami visos uznémumos.
2. Sabiedribas informésanai tick izmantoti ilgtsp&jas attistibas apraksti un finansu parskati, kuri ne vienmér
ir savstarpéji sasaistiti. 3. SIA ,,LMT” parskatiem piemit dazas integréta zinojuma pazimes, taéu vélamie
sasniegumi netiek atspoguloti skaitliski, un tapéc integréta zinojuma metode nav pilniba pielietota. 4.
Iegttie rezultati liecina, ka Latvijas telekomunikacijas nozaré nav pielietots integréta zinojuma formats
sabiedribas informeéSanai par uzn€muma attistibu. Bet ja tas biitu pielietots, butu vieglak saprast, kada veida
ilgtspgjas attistibas plani istenojas konkréto uzpémumu finansu vide, ka ar1 palidz&tu precizak planot
uzn€mumu darbibu.

Atslégas vardi: parskati; integrétais zinojums; atskaites caurspidigums.

levads

Integréta zinojuma veida pazimes ir sastopamas jau 20. gadsimta beigas, kad lidziga veida
atskaites dokumentus saka veidot pieméram, uznémums “PricewaterhouseCoopers”, kas tiek
uzskatits par vienu no “liela Cetrinieka” gramatvedibas uzp€mumiem, jau 1999. gada
PricewaterhouseCoopers (PwC) izveidoja Value Reporting Framework (tagad zinams ka
korporativo parskatu ietvars), kurd tiek noradita informacija, kas ir kopiga visam nozarém un
uznémumiem: tirgus parskats, stratégija un struktiira, vertibas un veiktsp&jas parvaldiba, un tas
viss ir balstits uz attiecigiem darbibas raditajiem. (PWC, 2009) Tacu tikai 2010. gada tika
izveidota Starptautiska integréta zinojuma padome (IIRC), kas notieka tiesi p&c saskarsmes ar
globalo finansu kr1zi, jo tika saprasts, ka ir nepiecieSams precizak izvertet uzn€muma darbibu un
veikt pilnvertigaku to analizi, lai p&c iesp&jas ilgak nesaskaroties ar krizes situacijam atkartoti.
Kad integrétais zinojuma veids saka paradities, uzskatija, ka §1ideja biis veids, kas palidzes risinat
nepareizu resursu un kapitala sadali. (Integrated reporting, 2017)
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Ar katru gadu arvien lielaka interese ir par uzpémumu darbibu, finanSu parskatiem un
sasniegtajiem rezultatiem. Ta ka ST interese ir pieaugusi, pieaug ari vélme iegiit uzn€émumu
parskatus brivi pieejama vid€. (Afzali, 2023) Tacu pieaugot interesei par parskatu pieejamibu,
palielinas ar1 ve€lme ieglt precizaku informaciju, miisdienu sabiedriba ve€las, lai uznémuma
veidotie parskati biitu caurspidigaki, tadgjadi uzn@mumiem ir lielaka iesp&ja iegtt sabiedribas
uzticibu, jo netiek apsléptas uznemuma darbibas. Rodas vajadziba, lai uzn@mumu ik gadu veiktie
parskati nav tikai finanSu raditaju tira atspoguloSana, bet ari, lai rezultativie raditaji tiktu
paskaidroti, atspogulojot gan ar skaitliem, to analizi, gan aprakstiti atbilsto§i uznémumu
stratégijam. Sadam parskatu prasibam pieejamakais un visvieglak uznémumiem izmantojamais
parskatu veids bitu integréto zinojumu pielietojums.(Cortesi, 2019).

Misdienas integréta zinojuma koncepciju ir iestradajusi vairak neka 2500 uzn@mumu, vairak neka
70 valstis, lai gan tas liekas daudz, tacu, ja nemam véra kop€jo uzn€mumu skaitu pasaule tas ne
tuvu nesniedz pusi. Nemot véra plassazinas telpa lasamos komentarus par dazadu uznémumu
darbibu, autore uzskata, ka integrétiem zinojumiem bitu ieteicams klut par plasi pielietotu
atskaiSu veidu, jo sabiedribas lidzdaliba valsts ekonomiskajos procesos pieaug un brivaja piekluve
pieejamajiem parskatiem tiek izvirzitas arvien augstakas prasibas. (Integrated reporting, 2017)
Savukart, uzneémumiem, kuri mekl€ risinajumus attistiba, nevis izdzivosana, biis iesp€ja saprast,
ka izmantojot integrétd zinojuma pielietojumu uzn@émumu darbibas izvertéSana, plusus un
minusus iesp&jams saskattt un izanalizét daudz vieglak un atrak. (Deloitte, 2021).

Pétijjuma meérkis: Noteikt telekomunikacijas uzn@mumu brivas piekluves parskatu statusu un
integracijas zinojuma pazimju esamibu tajos.

Meérka sasnieg8anai izvirzitie uzdevumi:
— Atlasit telekomunikacijas uzn€mumu brivas piekluves parskatus.
— Izpetit, vai finanSu un nefinansu parskati ir integréti viena parskata.

Pétijjuma jautajums: Vai Latvijas telekomunikacijas uznémumu gada parskatos un finansu
parskatos ir pamanamas integréta zinojuma pazimes?

Pétijuma metodes: Petijuma ir izmantotas teksta analizes metodes, tadas ka vardu biezums,
vardu savienojumu analize un atslégas vardu konteksta analize. Analize tika veikta digitalaja
platforma Voyant Tools. Tika veikta finanSu informacijas analize. P&tijuma tika izmantoti
sekundarie finanSu un teksta dati, kuri iegiti brivas piekluves gada parskatos, finansu parskatu un
socialas atbildibas atskaites 3 gadu griezuma no 2019. g. Iidz 2021.g.

Sasniegtie rezultati: 1. Brivas piekluves parskati telekomunikaciju nozaré nav pieejami visos
uzn€mumos. 2. Sabiedribas informe$anai tiek izmantoti ilgtspgjas attistibas apraksti un finansu
parskati, kuri ne vienmer ir savstarpgji sasaistiti. 3. SIA ,,LMT” parskatiem piemit dazas integréta
zinojuma pazimes, tacu v€lamie sasniegumi netiek atspoguloti skaitliski, un tapec integréta
zinojuma metode nav pilniba pielietota. 4. legiitie rezultati liecina, ka Latvijas telekomunikacijas
nozare nav pielietots integréta zinojuma formats sabiedribas informe&Sanai. Uzn€muma attistibu,
vai tiesi pretgji, ta lejupslidi butu vieglak pamanit un saprast, pielietojot atskaiSu un parskatu
izstradasana integrétos zinojumus, kuros parskatamak sasaistitos ilgtsp€jas attistibas planos
izvirzitie mérki un uzdevumi ar istenotiem procesiem un konkrétiem uzpémumu finansu
raditajiem, ka ar1 buitu efektivs instruments precizakai uzn@mumu darbibas planoSanai.

Analitiskais apskats

Ar 21. gadsimtu arvien plasaka kliist interese par uznémumu darbibas analizi. Pieaugot veélmém
analiz€t un parraudzit uznémumu finanSu parskatus un strat€gijas turpmakajiem gadiem,
palielinas uzn@mumu nepiecieSamiba spét pec iespgjas precizak un kvalitativak izanalizét savu
darbibu, lai sniegtu precizaku informaciju pakalpojuma sanémégjiem, tadejadi nodroSinot savu
vietu tirgl. Uzp@mumu attistibu iesp&ams panakt, iespgjami pilnvertigak analiz€jot visus
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aspektus, ar kuriem nakas saskarties uzn€mumiem sava darbiba, jamekle arvien jaunas izp&tes un
analizeé$anas formas, no kuram viena no efektivakajam, ko izmanto miisdienas, ir integrétais
zinojums, jo taja tiek apvienota gan finanSu analize, gan stratégijas plans. Lai izprastu, cik
veiksmigs ir bijis kalendarais gads, planotais tiek sasaistits kopa ar realizéto. (Report YAK, 2022).

Kaut arT skiet, ka integrétais zinojums ir jauna parskata veidoSanas metode, patiesiba lidzigas
parskata analiz€Sanas metodes tika pielietotas arT agrak, pieméram, uzn€mums
“PricewaterhouseCoopers”, kas tiek uzskatits par vienu no “liela Cetrinicka” gramatvedibas
uznémumiem, jau 1999. gada PricewaterhouseCoopers (PwC) izveidoja Value Reporting
Framework (tagad zinams ka korporativo parskatu ietvars), kura tiek noradita informacija, kas ir
kopiga visam nozarém un uznémumiem: tirgus parskats, strat€gija un struktiira, veértibas un
veiktsp&jas parvaldiba, un tas viss ir balstits uz attiecigiem darbibas raditajiem. ( PWC, 2009)
Ar katru gadu tiek izveidoti ar vien daudzveidigaki uznemumu analizes parskati. Sakotngji IR
satvaru public€ja Starptautiska integréta zinoSanas padome ( turpmak teksta IIRC) (ieprieks
Starptautiska integréta zinoSanas komiteja). [IRC tika izveidots 2010. gada augusta, un tas mérkis
bija izveidot globali pienemtu ietvaru procesam, kura rezultata organizacijas laika gaita sazinas
savas darbibas un veértibu radiSanas jautajumos. (Dumay, 2016) Starptautiska integréto zinojumu
sistéma tiek izmantota, lai paatrinatu integréto parskatu ievieSanu visa pasaul€, un sasniegtu
izvirzitos mérkus: Uzlabot finanSu kapitala nodro$inatajiem pieejamas informacijas kvalitati, lai
nodrosinatu efektivaku un produktivaku kapitala sadali. Veicinat saskanotaku un efektivaku
pieeju korporativajiem zinojumiem, kuri balstas uz dazadiem zinoSanas virzieniem. Pazinot visu
faktoru klastu, kuri bitiski ietekme organizacijas sp&ju radit vertibu laika gaita. Atbalstit integrétu
domasanu, [émumu pienemsanu un darbibas, kas vérstas uz vertibu radiSanu istermina, vidgja
termina un ilgtermina. [IRC moto: “Uzlabojiet atbildibu un parvaldibu attieciba uz plaso kapitalu
(finan8u, rupniecisko, intelektualo, cilvéku, socialo un attiecibu un dabas kapitalu) un veiciniet
izpratni par to neatkaribu”. (Integrated reporting, 2017).

Saskana ar Starptautisko integréto zinojumu padomes, (turpmak teksta IIRC ) definiciju:
“Integréts zinojums ir iss pazinojums par to, ka organizacijas stratégija, parvaldiba, darbiba un
perspektivas tas argjas vides konteksta noved pie vertibas radiSanas, saglabasanas vai sadaliSanas
Istermina, vidgja termina un ilgtermina. (Report YAK, 2022).

Saprotot to, ka integréta zinojuma pielietojums kliist ar vien svarigaks un aktualaks daudzas
nozares, darba autore velgjas izanalizet Latvijas telekomunikaciju uznémumu brivi pieejamos
gada parskatus. DiemZgl, tikai diviem Latvijas telekomunikacijas uzngmumiem Uznémuma gada
parskati ir brivi pieejami, interesanti, ka Tele2 tie ir pieejami par darbibu Zviedrija, “Bite” tie
agrak bija brivi pieejami, bet vairs nav. Rodas jautajumi, kap&c publiskaja vidé nav pieejami $o
uznémumu parskati, vai tie tiek slépti, vai tiek ignor€tas patérétaja intereses, vai vienkarsi
neiegulda resursus publiskajos parskatos, Sie un citi jautajumi liek analizet, kapec Sie uzn€mumi
censas noslépt uzn€muma parskatus un nenodrosina darbibas analiz€$anas caurspidigumu. Darba
gaita analiz&ti brivi pieejamie SIA “LMT” un SIA “TET” (agrakaja SIA “Lattelecom”) gada
pasaules epidémija Covid-19, un izmantoti parskati par periodu pirms Covid-19, 2019.gada
parskats, ka arT epidemijas perioda Covid-19 laika jeb 2020. un 2021. gada parskati. (TET,
2021;2020;2019; LMT, 2021;2020;2019).

Telekomunikacijas nozares miisdienas kliist arvien aktualakas un svarigakas, reti kurs cilveks spgj
iedomaties savu ikdienu bez telefonu sakariem vai interneta parklajuma pieejamibas. Sabiedriba
izmanto uzn@muma pakalpojumus dazadas dzives sféras un dazados [imenos, un informacija par
izmantoto pakalpojumu sniedzgjiem $Tm grupam izradijas loti at3kiriga. Sie dazadie informativie
Iimeni pamudinaja autori izvEleties analizet tiesi telekomunikacijas uzneémumus Latvija, jo
velgjas saprast vai vinu finansu raditaji veido kopsaucgju ar planotajiem darbiem un pazinotajiem
solfjumiem. Autore izvel&jas analizet uzngmumus, kuru gada parskati ir brivi pieejami, tapec tika
veikta SIA “ LMT” un SIA “TET” parskatu izp&te, izv&loties analizét laika posmu no 2019. gada
lidz 2021. gadam.
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Integrétais zinojums ir labaks un pilnvertigaks atspogulo$anas riks neka, pieméram, finansu gada
parskati vai ilgtsp€jas parskati. Integrétais zinojums ir uzn€muma apkopojuma dokuments, kura
iegulditajiem un ieinteres€tajam personam tiek zinots par ta gada rezultatiem. Taja ir ieklauts
uzn€muma visaptverosais vertibas radiSanas stasts, kas ietver ne tikai ta finansu rezultatus, bet art
nefinansu rezultatus, nakotnes perspektivas un centienus uzlabot uznémuma veértibu. Integrétais
zinojums ir lielisks paligs uzn€muma vertibu atspogulojumam, apliecinajums uzn€muma spgjam
radit nakotnes vertibu, cenSoties saistit parvaldibu, stratégiju, uznémejdarbibas modeli, finansu
raditajus un nefinansialos rezultatus. Galu gala integrétais zinojums kalpo ka dialoga platforma,
kas veicina korporativas vértibas uzlabo$anos. (Salvi, 2020)
Integrétais zinojums sevi ieklauj:

— Finansu parskatu;

— Vadibas komentarus;

— Parvaldibas zinojumus;

— letekmi uz vidi un socialo jomu;

— Korporativo komunikaciju (Integrated reporting, 2017).

Pieméram, Dienvidkorejas telekomunikacijas uzn€mums SK “Telecom” integréto zinojumu
izmantosanu defin€ divas dalas: 1) atbilstibas analize no uznémegjdarbibas un ieintereséto pusu
ietekmes perspektivas, 2) ikgadgjs butisko jautajumu novertejums, izmantojot procesu, kura tiek
novertets faktiskas ietekmes Iimenis uz uznémuma sp&ju radit ilgtsp&jigu vertibu. (Integrated
reporting, 2017).

Ta ka integréta zinojuma pielietojumu sava uzn€muma ir novertgjusas ari citas starptautiskas
nozares, tiek uzskatits, ka Latvijas telekomunikacijas uzn€mumiem ar blitu nepiecieSamiba
apsvert iespgjamibu uzn€émumu darbibas analiz€Sana izmantot integréta zinojuma modeli.
Protams, sakuma §is analizes ievie$ana un izmantoSana varétu likties sarezgita, tacu ar laiku, kad
tiek izprasta visa informacija, kura tiek ieklauta, kliits vieglak. Pielietojot integrétos zinojumus
uzn@mumiem izdosies pilnvertigak parskatit savu darbibu, ka arT ar $o zinojumu izmantoSanas
palidzibu bis iesp&jams sekmigak piesaistit investorus dazadiem projektiem.

Pétijjuma metodologija

Petijuma tika izmantota satura analizes metode, ka ar1 varda biezuma un vardu savienojumu teksta
analizes metode, lai identificétu zinojuma pazimes uzn@muma parskatos. Tika iegiiti un
izanalizeti sekundari dati un informacija no TET konsolidetajiem gada parskatiem, un LMT gada
parskatiem un ilgtsp&jas attistibas gada parskatiem, jo tie bija brivas piekluves dokumenti. Tika
analizeti dati un informacija 3 gadu griezuma no 2019.g. Iidz 2021.g., jo dati par 2022. gadu vél
nebija pieejami. P&tljuma tika izmantoti dati tris gadu griezuma, jo tie biitu nepieciesami, lai
noteiktu, vai pastav tendence ieklaut integréta zinojuma pazimes cita veida parskatos. Informacija
tika analiz&ta brivas piekluves teksta analizes platforma Voyant Tools.

Izanalizgjot telekomunikaciju uzp@muma parskatus, tika noteiktas Sadas integréta zinojuma
pazimes: 1) finanSu un nefinans$u informacijas prezentacija viena dokumenta; 2) nefinansu
informacijas izklajuma ieklautas korporativas socialas atbildibas t€mas.

Pétijuma rezultati

Latvijas telekomunikacijas uzne@muma darbiba tika analizgta apskatot SIA “TET” un SIA “LMT”
finansu parskatos par laika posmu no 2019. gada Iidz 2021. gadam.

Uznémuma “TET” darbibas analizei tika izmantoti briva piekluvé pieejamie gada parskati par
2019., 2020. un 2021. gadu. (skatit 1.attelu) Attela tiek paradits, ka finansu parskatos vidgji tiek
izmantots ap 22 tiikstoSiem vardu, vismazakais vardu apjoms bija 2020. gada finanSu parskata.
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Parskata analize tika apskatits vardu biezums, kas att€lots Itniju diagramma, skatit 2.attgls.

B2 Summary EE Phrases

Title Words | Types
1 gada-parskats-2019-lv pdf 23034 5217
2 gada-parskats-2020-Iv pdf 21,713 6,053
3 gada-parskats-2021-lv.pdf 23084 5229
1.att. SIA “TET” gada parskatu vardu apjoms (Avots: Autora apkopojums)
®gada | ®eur @finaniu  @gada @ koncema ®@nomas @ koncems O izmaksas = @ parskata | @ saistibas | @ klientiem | @ vérfibas | @ parskats @ ienémumi | @ pakalpojumu = @ vériiba | @ pelnas @ figumiem
oome G N o - T T - — _—
0.0095- ,_,77;7 E— _
o00ss e
0.0085- 7_777_\—\_,,
0.0080- 7_77¥77_‘-.
Foons .
lErncmsu
2.att. SIA “TET” gada parskatu vardu biezuma analize (Avots: Autora apkopojums)
® finan* | @ tet @ pakalpojum™ | @ sabiedrib™ | @ darbiniek™ | @ komercdarbTb™ | @ inovaci @& &tik™ @ vide
0.0124
0.011] -— - *—_
0.010+ \l
0.009+
0.008+4
% 0.007+
I%0.005- //
2
15 0.005-
& - -°
0.004+
0.003+4
0.002+4
0.001+4 @- — N— S P B S— Q@
0.000 =

2)gada-parsk
Corpus (Documents)

1)gada-parsk 3)gada-parsk

3.att. SIA “TET” gada parskatu vardu bieZuma analize (Avots: Autora apkopojums)

P&c parskata analizes, visbiezak sastopamie vardi taja ir gads/-a, EUR; finansu, koncerna un
noma. Protams, saprotams, ka finansu parskata biezi sastopamiem vardiem ir jabiit finanSu, EUR
un gads, tacu vajadz&tu arT apskatit uzn€muma darbibu, pieminét uznémuma nosaukumu un
aprakstit svarigakos aspektus, kur tiek iegulditas uznémuma finanses.
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®gada | ®eur | @finanu | @ gada | ® koncema | @ nomas | @ koncems | O izmaksas | ® parskata | @ saistibas @ Klientiem | @ vértibas | @ parskats | @ ienémumi | @ pakalpojumu | @ vértiba | @ pelnas | ® figumiem

LLLLL

o.0070

0055.

0050.

0.0020.
00015
o.0010
0,000
o

Tigads parsk ET— FI—
Corpus (Documents)

ve Frequendes

4.att. SIA “TET” gada parskatu vardu biezuma analize katra gada (Avots: Autora apkopojums)

4.attela, kura ir paradita vardu izmantojums stabinu diagramma var apskatit, ka visbiezak
pieejamos vardus, sadalot katru gadu atseviski. Saja gadfjuma var redzet, ka vardu izmantojums
un to izmantojuma biezums daudz neatskiras, tacu 2021. gada finansu parskata vards “finanses”
tiek izmantots mazak ka citus gadus, savukart naudas vienibas apzim&jums EUR tiek pielietots
daudz biezak ka ieprieksgjos gados.

Visbeidzot darba autore att€loja visbiezak pieejamo vardu leksikas koka diagrammas veida,
apskatot 3. attelu var redzgt, ka visbiezak sastopamie vardi finanSu parskatos ir: TET, finansu,
izmaksas un gada.

= izmaks*
saistibas
tiek ne kas izmaksas
parskata
N " gada
finan
parskats
koncerna
parskata
tet
konsolidétais

5.att. SIA “TET” leksikas koka diagramma (Avots: Autora apkopojums)
Analizgjot SIA “LMT” 2019. — 2021. gada finanSu parskatus, tiek secinats, ka visbiezak

izmantoto vardi parskatos ir: darbinieki, ekonomiska, ietekme, piegadataji un pakalpojumi. Skatit
6.attelu.
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® darbinieki | @ ekonomiskd | @ietekme | @ piegadataji @ pakalpojumi | @ vide | @ godiga @ sabiedribd | @ éfiska | @ ieguldijums | @ komercdarbiba | @ilgtspéjas | © darbinieku | @kKlientu @ pakalpojumu | @ sabiedribas

T igsp im_gtsp. m_lgss
Gorpus (Documents)

6.att. SIA “LMT” finan$u parskatu vardu bieZuma analize katra gada (Avots: Autores apkopojums)

Lai gan uzné€mums sniedz informaciju par darbiniekiem un to darba vides uzlabosanu, produktivitati darba
un ieguldijumu gan finansu parskata, gan ilgtsp&jibas parskatos, ar finansu raditajiem Sie dati
netiek pieraditi.

Uzneémumam SIA “LMT” papildus finanSu parskatu analizei, izdevas izanalizet ar1 2019., 2021.
un 2022. gada ilgtsp&jibas parskatus. Sajos parskatos tika pétita visbiezak izmantotie vardi, kuri
noradija uz konceptiem un ir svarigi darbibas atainoana. Sie vardi tika apkopoti diagrammas
(skat. 7., 8. att€lu).

Fr— smbiedrbas
Cepellifme ieinteresétajam
_ . pusém
etiska
sabiedrib®
. . ekonomiska
pakalpojum
komercdarbiba
lmt apbalvojumi
godiga
darbiniek*
darbinieki  stwpas organizacijas
komercdarbib®

darba vide i

piegadataji

7.att. SIA “LMT” leksikas koka diagramma (Avots: Autores apkopota informacija, Voyant Tools riks)

Apskatot 1.1.diagrammu, var secinat, ka “LMT” savos ilgtsp&jibas gada parskatos, to izp&t€ un
analizg ieklauj vardus: “LMT, darbinieki, pakalpojumi, sabiedriba, komercdarbiba, vide un citus”.
Par to, ka tiek regulari piemin€ts uznémuma nosaukums ir skaidrs, tacu interesanti ir, ka LMT
Sajos parskatos biezi norada uz ieguldijumu savos darbiniekos, ka arT uz vides un sabiedribas
uzlabojumiem un projektiem, tacu apskatot LMT finansu parskatus, neizdodas atrast nevienu
punktu, kura tiek finansiali pamatots kads no Siem ieguldijumiem.
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Sis ir viens no galvenajiem iemesliem, kapéc uzndmumiem biitu nepiecie$ams izvélaties integréto
zinojumu, jo taja visa tekstuala informacija tiktu pieradita gan finansiali, gan aprakstosi, jo tas ir
loti svarigi. Uzn@mums var teikt un solit sabiedribai daudz, un, ja tas tiek paradits skaitliski ir
skaidrs, ka uzn€mums tiesam to ieveéro un pilda.

@ Imt* @ darbiniek™ @ pakalpojum® @ sabiedrib* @ godig® | @ vide | @ &tisk® | @ komercdarbib® | @ vides™ | T vides | @ inovac® @ &tk* @ finans®

00244

0.018+4
0.018.
50,014
0.0084
e HI “| ‘”I
0.000 i ns ! I- ! '™

1)imt_ilgtsp Zjimt_igtsp 3)mt_igtsp.
Corpus (Documents)

Relative Frequencies
S -

8.att. SIA “LMT” ilgtspgjibas parskatu vardu biezuma analize katra gada (Avots: Autores apkopota
informacija izmantojot Voyant Tools riku)

Apskatot 8.attélu, var secinat, ka visu tris gadu ilgtsp&jibas parskatos tiek izmantoti parsvara vieni
un tie pasi vardi, ka ar1 to vardu izmantoSanas biezums krasi neatskiras no citiem gadiem, kas liek
domat, ka SIA “LMT” nepieiet Siem parskatiem nopietni, izvertjot ieprieks sasniegto un saprotot
kadas izmainas ve€létos veikt nakamajos gados, bet uznémums liela méra sniedz vienveidigu
informaciju gadu no gada. Lai gan ilgtsp€jibas gada parskatu izkartojums un teikumu uzbuve ir
atSkiriga, galvena doma un atzinas, kas taja tiek sniegtas ir nemainigas. Interesanti, ka Sajos
parskatos LMT sniedz informaciju par darbiniekiem, pakalpojumiem, sabiedribu, godigumu un
vidi, tomer §1s uzn@muma darbibas finansiali atspogulotas loti maz, jo ka redzams diagramma,
roza finanSu stabins, kur§ ataino So poziciju, ir tikai mazliet saredzams.

Secinajumi

Lai gan SIA “TET” un SIA “LMT” finansu parskati ir brivi pieejami jebkuram, to informacija
nav pietiekami plasi aprakstita, lai varétu teikt, ka uzn€muma darbibas analize ir pietickami
caurspidiga. Latvijas telekomunikaciju uzp@mumi pagaidam neintegré integréta zinojuma
pazimes, jo ka teksta analizes rezultati liecina, finanSu atskaites tiek prezent€tas atrautiba no
nefinansu jeb parskata informacijas. Koncepti, kuri visbiezak tika izmantoti LMT un TET
parskata atSkiras. Latvijas uzn€mumi neizmanto savos parskatos integréta zinojuma pazimes vai
neveido parskata apkopojumus p&c integréta zinojuma veida. Ta ka §is parskata veids vel nav Joti
sens, Latvijas uzn@mumi ta nozZimigumu vel nav izpratusi.

Priekslikumi

Izmantot integréta zinojuma modeli veidojot ik gada parskatus, uzn@mumam vieglak bis parraudzit savu
darbibu un saprast vai v€lama, sasniedzama informacija sakrit ar finansu datiem. Izmantojot esosas
iestrades un starptautisko organizaciju izstradatas metodologijas, ieviest integréta zinojuma parskatus
uznémuma darbibas prezent€Sanai priekS sabiedribas, tadg€jadi nodroSinot savas darbibas
caurspidigumu un veicinot klientu uzticibu.
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Liva Cimmermane. ORGANIZACIJAS KULTURAS IZPRATNE SABIEDRIBA

Ekonomikas un kultiras augstskola
Magistra studiju programma “Biznesa vadiba”
E-pasts: liva.cimmermane@gmail.com

Zindtniskais vaditdjs: Dr.oec., profesore Jelena Titko

Anotacija

Pétijuma aktualitate: Lai runatu par organizacijas kulttiru, lai to veidoti un uzturétu, ir jabtt izpratnei par
to, ko Sis jedziens nozime&. Svarigi, protams, lai $ada izpratne ir uzn€muma vadibai, jo, ja $adas izpratnes
nebiis, nebiis iesp&jams to realizet sava uznémuma. Ir jaizprot, ka veidojot organizacijas kultliru un to
uzturot, pieaugs uzneémuma vertiba un pelna, radisies iesp&jas saskanot uznémuma mérkus starp vadibu un
darbiniekiem, palielinot izaugsmi, lai sasniegtu uznp€muma potencialu. Savukart, ja sabiedribai nebiis
izpratnes par $o jédzienu, tad ta nepratis sadarboties un sniegt savu artavu organizacijas attistiba. Ja nav
izpratnes par organizacijas kultiiru, tas ne vien kait€ uzn€mumam, bet arT veicina ne€tiskas uzvedibas
izplatibu ka darba vieta ta arpus tas, savukart nectiska uzvediba grauj reputaciju un uzticibu, lidz ar to —
sadi darbinieki nopietni apdraud uzneémumu. Tas nozimg, ka ir nepiecieSams pétit to, kada ir organizacijas
kulttiras izpratne sabiedriba, lai saprastu, vai un kadi uzlabojumi biitu nepieciesami.

Pétijuma meérkis: Noskaidrot organizacijas kultiiras jédziena izpratni sabiedriba.

Pétijuma metodes: Zinatniska raksta tapSana izmantotas vairakas metodes — literatliras analize, lai p&titu
dazadus literatiras avotus par organizacijas kultiiru, noskaidrojot, ka §is jédziens tiek definéts dazadu
autoru skatfjuma; anketéSana — izmantojot tas pétjjuma instrumentu, anketu, kura ietverti gan slégtie, gan
atvertie jautajumi, lai respondenti varétu sniegt atbildes par organizacijas kultiiru un ar to saistitiem
jautajumiem; grafiska analize — lai apkopotu anketéS$anas rezultatus grafiski, veicot biezuma analizi.

Sasniegtie rezultati: P&c aptaujas rezultatu apkoposanas ir redzams, ka 70,6% respondentu par jédzienu
“organizacijas kultlira” ir dzird&jusi, bet 29,4% par to neko nezindja. Aptaujas rezultatu analize pierada ari
to, ka, lai gan kopuma sabiedriba izprot jédziena “organizacijas kultiira biittba” un spgj to isi definét viena
vai dazos vardos, tomgr izpratne nav viennozimiga, jo atbildes uz jautajumiem — definiciju, apgalvojumu
novert§jums medz krasi atskirties.

Atslégas vardi: organizacijas kultlira; organizacija; kultiira; Latvija; vadiba.

levads

Organizacijas kultiira ir viens iemesliem, ka cilveéki pienem lémumu, sadarboties ar konkréto
organizaciju. Nereti, iesp&jams, neapzinati, tacu redzams, ka liela nozime ir vispar&jam zimola
telam, veértibam un misijas formul&jumam, kam ir jaatbilst gan kandidata, gan potenciala klienta
vajadzibam. ST pastaviga saskanosana ir ka sava veida veiksmes atsléga ienesigam biznesam, tatu
kultura piedava daudz vairak neka tikai organizacijas t€lu. Ar veiksmigu organizacijas kulttiru ir
iesp&jams vieglak pienemt darba cilvekus, tos noturét sava uznémuma, darbinieki labpratak
iesaistas organizacijas norises, savos pienakumos, tadgjadi veicinot produktivitati un palidzot
veidot zZimola kopgjo identitati. Piem@ram, izp€tot interneta personala atlases uznémuma CV-
Online veikto pétijumu “Top darba devgjs 20217, ir redzams, ka 23% respondentu savu
motivaciju stradat konkrétaja uznémuma skaidro ar ta atpazistamibu un reputaciju, 14% ar vadibu
un komandu, 8% ar kultiiru, 6% ar atbildibas sajiitu pret darbiniekiem (CV-Online Top darba
devgjs, 2021), kas liecina par to, ka organizacijas kultiira ir nozimiga.

Zinatniska pétijjuma mérkis ir: Noskaidrot organizacijas kultiiras jédziena izpratni sabiedriba. Lai
sasniegtu mérki, izvirziti $adi uzdevumi:
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— Veikt jedziena “organizacijas kulttra” teoretisko analizi;

— Izpétit organizacijas kultiiras attistibu — tas parmainas gadu gaita;

— Veikt anket€Sanu, lai noskaidrotu sabiedribas izpratni par “organizacijas kulttru”;
— Veikt biezuma analizi, apkopojot anketeSana iegtitos rezultatus.

Lai sasniegtu izvirzito merki un uzdevumus, ir izmantotas $adas p&tijuma metodes:
— Datu vaksanas metodes: specialas literatiiras, interneta resursu analize, ka arT anket€Sana;
— Datu apstrades metodes: aptaujas datu statistiska analize, grafiska analize.

Analitiskais apskats

Organizacijas kultora tiek aizvien plasak apspriesta, verteta un to censas pielietot, izprast, tacu tas
nebiit nav viegli. Jédzienam “organizacijas kultiira” ir Joti daudz dazadu definiciju, tap&c ar vienu
un vienotu definiciju to paskaidrot ir diezgan griiti, l11dz ar to dazada ir arT sabiedribas izpratne par
to, ko §is jedziens nozZime€. Vienotas definicijas tritkums ir probléma, kas nozimg, ka jau sakotngji
tiek lauts par So jédzienu domat loti plasa meroga un ta, ka katram Skiet pienemamak. Tas nozZimé,
ka svarigi ir noskaidrot, kadas ir dazadas definicijas par $o jédzienu, ko tas sevi ietver, ka ari to,
kada ir sabiedribas izpratne par organizacijas kultiiras jédziena biitibu. Lai izveidotu kultiiru, kas
der uzn@mumam, vispirms ir jasaprot, kas ir tas, kas dabiski $aja termina ieklaujas, jo tikai ta biis
iesp&jams noteikt visus trikumus, ka ar1 stipras puses, lai izveidotu un nostiprinatu tadu
organizacijas kultiiru, kas vislabak atbilst uznémumam un ta strat€gijai. Turklat termins
“organizacijas kultira” ir salidzinosi jauns, jo “literatiira anglu valoda jédziens “kultiira” attieciba
uz organizaciju pirmo reizi paradas 20. gadsimta seSdesmitajos gados. Tas kluva par sinonimu
jédzienam “organizacijas klimats” (Dubkgvics, 2019, 17.Ipp.). Par Skietami visisako, popularako
un visbiezak citéto definiciju tiek saukta Marvina Bovera 1966. gada izveidota, ka organizacijas
kulttira ir “tas, ka més Seit daram lietas” (Specialist dissertation services, 2019) un, iesp&jams, ta
kops seSdesmitajiem gadiem aizvien ir tik populara, jo “definicija ir vienkarsa un preciza. Varbit
ta ir populara, jo organizacijas kultiira ir sarezgits jédziens, to ir griiti aprakstit un nav iesp&ams
izmeérit.” (Specialist dissertation services, 2019)

Lai var@tu sasniegt zinatniska raksta merki, nepiecieSams paraudzities uz organizacijas kulttiras
dazadajam definicijam un to, ka tas mainijusas, paplaSinajusas vai tiesi pret&ji — saSaurinajusas
laika gaita. Lai to paveiktu, raksta autore atlasijusi divdesmit dazadas definicijas un apkopojusi
tas hronologiska seciba (1. tabula).

1. tabula. Tabulas nosaukums (Avots: autores apkopojums)

Gads Autors Definicija

1989 Ott J. Steven “Saistiba ar pretrunu esamibu uznémuma kultiiras biitiba kopuma, ir
T griiti sniegt skaidru §i jédziena definiciju.” (Ott, 1989, 33.-34.Ipp.)

“Katrai organizacijai ir sava kultura, kas apraksta, ka ta dara to, ko ta
dara. Seit svariga ir specifiskaka kultdira, bagatigi attistitu un dzili
iestradatu verttbu un uzskatu sistéma, kas palidz atSkirt vienu
organizaciju no citam.” (Mintzberg, 1989, 221.1pp.)

Deshpande, R. ‘.‘Or.gan.izﬁcijas. k.ultﬁra. ir kopigu \./érﬁ.t.)u un uzskatu kopums, kas
Webster JI’] = ' %nd%vidlem lauj V1§glék izprast organizacijas darbibu un arT rada normas
T individa uzvedibai organizacija.” (Deshpande & Webster, 1989, 5.Ipp.)
“Organizacijas kultlira ir organizacija pastavoso pamatvertibu, uzskatu
1990 Denison. D. R un piep€mumu un no §Tm kopigajam Vérﬁbém izrietoSo uzyedipas
T modelu reprezentacija, kas parada saikni starp organizacijas
pienémumiem un tas veértibam un uzvedibu.” (Denison, 1990, 196.lpp.)
1991 Harris, P. R., “Organizacijas kultiira ietver darbinieka apzinu par sevi un savu vietu
Moran, R. T. organizacija; komunikacijas sisttmas un sazinas valodas klatbitni;

1989 Mintzberg, H.

1989
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paradumi un tradicijas un laika apzina, atticksme pret to un ta
izmanto$anu.” (Harris & Moran, 1991)

“Organizaciju kultiira ir vértibas un uzskati, kas nosaka darbinicku
uzvedibu un tas vertgjumu.” (Schein, 1992)

“Organizacijas kulttira ir kolektiva mentala programmésana, kas atskir
vienas organizacijas dalibniekus no citas.” (Hofstede, 1997, 47.1pp.)

“Organizaciju kultiras raksturo kolektiva uzvediba, tas ir
diagnostic€jamas, tas veido objektivi fakti, kultiras nosaka
organizacijas rezultatus.” (Cameron & Quinn, 1999, 36. Ipp.)

“Organizacijas kultiira ir dazadu parliecibu, nostaju, pien€émumu un
atzinu kopums organizacija, kur§ nosaka ka darbinieku uzvedibu, ta ar1
darba izpildes pan€mienus.” (Volkova u.c., 2001, 17. Ipp.)

“Noteikts vertibu un normu kopums, kuru parstav organizacija esosie
cilveki un grupas, kas nosaka to, ka cilveki mijiedarbojas savstarpgji un
ar cilvékiem arpus tas.” (Illeitn, 2002, 13. Ipp.)

“Organizacijas loceklu izveidoto un attistito pamatpienémumu kopums,
kas iemacits un apgiits, risinot argjas adaptacijas un ieks€jas integracijas
problémas, kas nostipringjies un sevi apliecingjis praks¢ un tapéc tiek
uzskatits par pareizu, Sie pamatpienémumi tiek nodoti jaunajiem
organizacijas locekliem ka pareizas uztveres, domasanas, jutu veids
argjas adaptacijas un iek$€jas integracijas problému risinasanai.”
(Ieiin, 2002, 13. Ipp.)

“Organizacijas kultlira ir organizacijas stratégijai un mérkim atbilstoss,
ar individualajiem komandas loceklu merkiem saskanots filozofisks,
psihologisks, ideologisks prieksstats par veértibam, parliecibu, nostadni,
ticibu, attieksmi, socialajam normam. Ta ir stratégija, kas vieno, adaptg,
virza organizaciju sociala videé, nosaka tas uzvedibu. Organizacijas
kultora ir organizacija valdo$a parlieciba, pamatpien€émums socialaja
sisttma, vid€, vertibu un socialo normu kopums, kas izveidojies un
nostabiliz€jies argja adaptacija un ick$§ja integracija, darbojoties
saisto§iem pienémumiem.”(Garleja, 2003, 109. Ipp.)

“Organizacijas kultiira attiecas uz kopigu pienémumu, vertibu un
uzskatu sistému, kas darbiniekiem parada, kada ir piemérota un
nepiemérota uzvediba.” (Chatman & Eunyoung, 2003, 45. Ipp.)

“Organizacijas kultiira ir organizacijas ieksgjas vides pamata sadala.
Veértibas, uzskati, uzvediba, parazas un atticksme ir loti svarigas
organizacijas kultiras dalas un palidz organizacijas darbiniekiem
saprast, par ko vini iestajas, ka vini veic lietas un kas viniem ir svarigi.”
(Griffin, Moorhead, 2007, 457. Ipp.)

“Organizacijas kulttirai neko ne no viena nevajag, tai tapat ir labi, vadiba
bez atbalsta organizacijas kultiiras ir bezsp&ciga, neefektiva un nespgj
ieviest nekadus jaunindjumus.” (ESenvalde, 2007)

“Speciga organizacijas kultiira strada vadibas interes€s un dara vaditaja
darbus, tas ir, motive, kontrol€, organizé un iedvesmo, darbinieki strada,
jo viniem patik tas, ko vini dara.” (ESenvalde, 2007)

“Organizacijas kulttira ir kopigu uzskatu un vertibu sisteéma attieciba uz
organizacijas struktiiru, procesiem un kontroles sist€tmam, lai raditu
uzvedibas normas.” (Locke, 2009, 392. Ipp.)

“Organizacijas kultlira ir gan dinamiska paradiba, kas mis ieskauj
vienmér, to pastavigi ievie§ un rada miisu mijiedarbiba ar citiem un ko
veido lideru uzvediba, gan struktiiru, rutinu, noteikumu un normu
kopums, kas virza un ierobezo uzvedibu.” (Schein, 2010)

“Organizacijas kulttru var skaidrot ka normas un vertibas, kas virza
individu uzvedibu.” (Luthans, 2011, 72. lpp.)

<. 2001 AV
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1997 Hofstede, G.
Cameron, K.S,,
1999 Quinn, R. E.
Volkova, T.,
2001 Verdina, G.,
Pildavs, J.
2002 Ieiin, D.
2002 Ieiin, D.
2003 Garleja, R.
Chatman, J. A.,
2003 Eunyoung Cha, S.
Griffin, R. W.,
2007 Moorhead, G.
2007 ESenvalde, 1.
2007 ESenvalde, 1.
2009 Locke, E. A.
2010 Schein, E. H.
2011 Luthans, F.
2012 Nisanci Z. N.

“Organizacijas kultlra, kas ir organizétas kopienas produkts, vada
individus par to, kas viniem jadara un ka viniem vajadz&tu uzvesties
organizacija.” (Nisanci, 2012, 1284. Ipp.)
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Definicijas autore mekl&jusi gan arzemju, gan latvieSu autoru darbos — rakstos un gramatas.
Izvéletas definicijas autore apkopojusi hronologiska seciba, lai varétu apskatit vai un ka tas ir
maintjusas laika gaita. Interesants ir fakts, ka 1989. gada tiek piedavata definicija, kura tiek
pateikts, ka skaidri defin€t jédzienu “organizacijas kultiira” nav iesp&jams. Taja pasa gada divi
citi autori tomeér ir sp&jusi jédzienu definét, turklat viena no tam ir visai konkréta un p&c autores
domam |oti labi paskaidro organizacijas kultiiras buittbu. Redzams, ka vélakos gados organizacijas
kultiira definéta gan Tsakas, gan garakas definicijas, gan arT veikts esoSo definiciju apskats un no
to labakajiem atslégas vardiem un frazé€m veidotas plaSakas, skaidrojosakas, pamatigakas
definicijas, ta, pieméram, ASV organizatoriskais psihologs Edgars Seins 2002. gada izstradajis
garu un plagu definiciju par jédzienu “organizacijas kultiira”. Par to, ka Seins ir riipigi pétijis $o
jédzienu, cenSoties piedavat dazadus ieskatus taja, izdalot detalizéti dazadas ta nianses, pierada
ari tas, ka autores veidotaja divdesmit definiciju sarakstd ¢etru no tam autors ir Edgars Seins.
Tabula ievietotas vina 1992., divas 2002. un 2010. gada izveidotas definicijas.

Pétijuma metodologija

Lai veiktu petfjumu un sasniegtu izvirzito merki — noskaidrotu sabiedribas izpratni par jédzienu
“organizacijas kultira”, autore datu vakSanai izmantoja literatiiras analizi, lai p&titu dazadus
literatliras avotus par organizacijas kulttiru, noskaidrojot, ka §is jedziens tiek defingts dazadu
autoru skatfjuma, ka arT anket€Sanas metodi. Autore izstradaja anketu, kas tika veidota Cetros
blokos — A bloks, lai iegiitu pamatinformaciju par respondentiem, B bloks, lai noskaidrotu
respondentiem piedavato organizacijas kultiiras definiciju izpratni un novert&jumu, C bloks, lai
uzzinatu, cik loti respondenti piekrit vai nepiekrit dazadiem apgalvojumiem par organizacijas
kultiiru un D bloks, lai redz&tu, ka 1si organizacijas kulttiru respondenti defing pasi ar saviem
vardiem. Kopuma aptauja tika izveidoti 40 jautajumi. Lai apkopotu anketeSanas rezultatus, tika
izmantota grafiska analize, analizg&jot respondentu sniegto atbilzu biezumu.

Aptauja kopuma piedalijas 51 respondents, katram atbildot uz visiem jautajumiem. Aptauja tika
sagatavota platforma “Google Dokumenti” un publicéta respondentiem socialaja tikla
“Facebook”. Par respondenta minimalo vecumu autore izvelgjas 18 gadus, pamatojot to ar cilvéka
pilngadibas sasniegSanu un pielaujot, ka $aja vecuma respondents varétu jau but ieguvis savu
pirmo darba pieredzi, iesp&jams, redzot praksé art to, ka izpauzas organizacijas kulttira. Aptauja
piedalijas gan virieSi gan sievietes, tacu sievieSu Ipatsvars ir lielaks — 70,6% sieviesu un 29,4%
virieSu. Lielaka dala respondentu (43,1%) ir vecuma grupa no 36 — 45 gadiem, savukart aptauja
nav piedalijies neviens respondents, kur§ biitu vecaks par 65 gadiem. Parliecinosi lielaka dala
respondentu (68,6%) ir cilveki, kuri ieguvusi augstako izglitibu, 25,5% ieguvusi vidgjo, 5,9%
vidgjo profesionalo, bet neviens no respondentiem nav aprobeZojies tikai ar pamatizglitibas
iegiisanu. Noskaidrojot respondentu nodarbosanos, autore secina, ka lielaka dala (66,7%) strada
algoti darbu, 17,7% ir uzneméji, 5,9% ir studenti, 3,9% - majsaimniecu/-ku, 2% pensionaru, 2%
strada algotu darbu un arT stud@ un 2% ir bezdarbnieki. Noskaidrots, ka lielaka dala respondentu
(41,2%) dzivo Pierigas regiona, 25,5% Riga, 23,5% cita Latvijas pilséta, bet 9,8% mazpilséta vai
laukos. A bloka respondentiem tika uzdots jautajums ar1 par to, vai vini ir iepriek$ dzirdgjusi
jédzienu “organizacijas kulttira”. 70,6% respondentu uz $o jautajumu atbildgjusi apstiprinosi, bet
29,4% aptaujato par organizacijas kultiiru iepriek§ nebija dzirdgjusi. Uz jautajumu par to, vai,
zinot, ka tiek skaidrots jédziens “organizacijas kulttira”, respondenti ir vai ir bijusi apmierinati ar
to arT sava darba vieta, ieglitas atbildes — 37,3% atbild apstiprinosi, 29,4% ieprieks $ajas norises
nav iedzilinajusies, 19,6% nav dzirdjusi un/vai nav bijusi ar to apmierinati, bet 13,7%
uzskatijusi, ka uz viniem organizacijas kultiira neattiecas.

27



C,\i NTI4 f/

(eka

EKONOMIKAS UN KULTURAS
€‘??’A KO\T" AUGSTSKOLA

Pétijuma rezultati

Lai noskaidrotu, kada ir jédziena “organizacijas kultiira” izpratne sabiedriba, respondentiem tika
piedavats novertet dazadu autoru definicijas par organizacijas kultiiru. Kopuma respondentiem
piedavatas 20 definicijas un katru no tam liigts novertet skala no viens Iidz pieci, kur 1 — pilnigi
neatbilsto$a/nesaprotama un 5 — skaidra, saprotama, loti piemérota jédziena definicija. Par
vissaprotamako un piemé&rotako jédziena “organizacijas kultiira” definiciju respondenti atzinusi
1989. gada izveidoto “Organizacijas kultiira ir kopigu vertibu un uzskatu kopums, kas individiem
lauj vieglak izprast organizacijas darbibu un ari rada normas individa uzvedibai organizacija.”
(Deshpande & Webster, 1989, 5.1pp.) (1.att.).

Organizacijas kultura ir kopigu vertibu un uzskatu kopums, kas individiem |auj vieglak izprast

organizacijas darbibu un arl rada normas individa uzvedibai organizacija.
51 atbilde

@1
®:2

@4
@5

1.att. Respondentiem vissaprotamaka un jédzienam “organizacijas kulttira” piemé&rotaka definicija
(Avots: Autora veiktas aptaujas rezultatu apkopojums)

Redzams, ka 54,9% respondentu novertgjusi So definiciju ar 5, kas nozimé, ka vini uzskata, ka $1
ir skaidrs, saprotama un loti piemérota jédziena “organizacijas kulttira” definicija. Neviens no
respondentiem to nav atziméjis, ka pilnigi neatbilstoSu/nesaprotamu, tomer 3,9% respondentu
bijusi loti tuvu pilnigai neizpratnei, novertgjot So definiciju ar divi. 11,8% respondentu $o
definiciju noverté diezgan neitrali, bet 29,4% atzist, ka ta ir diezgan skaidra un piemerota.

Par visneatbilstosako un nesaprotamako definiciju respondenti atzinusi Ineses ESenvaldes 2007.
gada izveidoto “Organizacijas kultiirai neko ne no viena nevajag, tai tapat ir labi, vadiba bez
atbalsta organizacijas kulturas ir bezspéciga, neefektiva un nespgj ieviest nekadus jauninajumus”
(Esenvalde, 2007) (2. attgls).

Organizacijas kultdrai neko ne no viena nevajag, tai tapat ir labi, vadiba bez atbalsta organizacijas

kultdras ir bezspéciga, neefektiva un nespégj ieviest nekadus jauninajumus.
51 atbilde

[ B
[ ]

@4
®5

2.att. Respondentiem visnesaprotamaka un jédzienam “organizacijas kultra” neatbilsto$aka definicija
(Avots: Autora veiktas aptaujas rezultatu apkopojums)
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To par pilnigi neatbilstoSu un nesaprotamu atzinusi 39,2% respondentu. V&l 21,6% respondenti
to novertgjusi ka drizak nesaprotamu un neatbilstosu, 17,6% novertjusi to ka neitralu, tacu 17,6%
atzinusi par drizak saprotamu un piemérotu, bet 3,9% par pilnigi saprotamu un jédzienam
“organizacijas kulttra” atbilstoSu definiciju.

Aptaujas C bloka respondentiem tika ltigts noveértét divpadsmit apgalvojumus par organizacijas
kultiiru, kas atrasti dazados avotos gan latvieSu, gan arzemju literatlira — rakstos un gramatas.
Respondentiem tika lugts novertet, kuriem “organizacijas kultiiras” apgalvojumiem vini piekrit,
bet kuriem né. Tika doti pieci atbilzu varianti — pilnigi piekritu, drizak piekritu, drizak nepiekritu,
pilnigi nepiekritu un griti pateikt.

Apgalvojums, kam pilniba piekritusi vairakums respondentu (33,3%), ir 1998. gada fiks&tais
“Organizacijas kultarai ir biitiska ietekme uz sniegumu, izaugsmi un panakumiem” (Brown, 1998,
221.1pp.) (3.att.).

Organizacijas kultdrai ir batiska ietekme uz sniegumu, izaugsmi un panakumiem.
51 atbilde

@ Pilnigi piekritu
@ Drizak piekritu
Drizak neplekritu

/ @ Pilnigi nepiekritu
@ Griti pateikt

54,9%

3.att. Apgalvojums par jédzienu “organizacijas kultiira”, kam piekrit visvairak respondentu (Avots:
Autora veiktas aptaujas rezultatu apkopojums)

Redzams, ka lidzigi doma veél 54,9% respondentu, kuri atzimgjusi, ka $im apgalvojumam drizak
piekrit. 3,9% respondentu atzist, ka drizak piekrit, bet 2% pilnigi nepiekrit, savukart 5,9%
respondentu atturjuSies no konkrétas atbildes, sakot, ka ir gruti pateikt piekrist $im
apgalvojumam vai ng.

Analizgjot iegiitos rezultatus, redzams ari apgalvojums, kam ir lielakais “pilnigi nepiekritu”
atbilzu skaits — “Organizacijas kultiira ir atkariga no ta, pie kadas cilvéku grupas, nacijas pieder
taja stradajosie darbinieki, kurd valsti organizacija ir izveidota un kas ir $is organizacijas
pakalpojumu pieprasitaji, cik &tiski daudzveidiga ir vide” (Garleja, 2003, 116.1pp.) (4.att.).

Organizacijas kultura ir atkariga no ta, pie kadas cilveku grupas, nacijas pieder taja stradajosie
darbinieki, kura valstT organizacija ir izveidota un ka...ojumu pieprasitaji, cik étiski daudzveidiga ir vide.
51 atbilde

@ Pilnigi piekritu
@ Drizak piekritu

Drizak nepiekritu
@ PilnTgi nepiekrtu
@ Griti pateikt

A
v

4.att. Apgalvojums par jédzienu “organizacijas kultiira”, kam nepiekrit visvairak respondentu (Avots:
Autora veiktas aptaujas rezultatu apkopojums)
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Rezultatos redzams, ka 5,9% respondentu 8im apgalvojumam pilnigi nepiekrit. Sim
apgalvojumam ir art vislielakais “drizak nepiekritu” (27,5%) atbilzu skaits, salidzinot visus
divpadsmit apgalvojumus. Tomér 45,1% respondentu atzZim&jusi, ka drizak piekrit Sim
apgalvojumam, 13,7% pilnigi piekrit, bet 7,8% atzinusi, ka griiti pateikt.

Anketas D bloka respondentiem tika liigts uzrakstit tris vardus vai vardu salikumus, kas, vinuprat,
vislabak raksturotu jédzienu “organizacijas kulttira”. Rezultatus iesp&ams aplikot attela (5.att.).

attieksme .. ciena

darbinieku komanda
komunikacija
motivacija
sadarbiba
sapratne

uznemuma ., uzskati ., uzticiba . uzvediba

vadiba. Vertibas . vide

5.att. Respondentu sniegto atslégas vardu apkopojums. (Avots: Autora veiktas aptaujas rezultatu
apkopojums)

Ka redzams, respondenti visvairak “organizacijas kulttiru” defingjusi ar vardu “vertibas” — tas
atbildes rakstits 23 reizes. Otrs biezak izmantotais vards $1 jédziena defin€Sanai ir “atticksme” —
izmantos 10 reizu, bet treSais — “komunikacija”, kas rakstits astonas reizes. Kopuma katrs
respondents anketa ierakstija tris vardus vai vardu savienojumus kas, vinuprat, vislabak raksturotu
jédzienu “organizacijas kultira”. Tadgjadi kopa tika iegiitas 153 atbildes uz So jautajumu, no ka
tika veidots vardu makonis.

Secinajumi

P&c aptaujas rezultatu apkoposanas autore secina, ka:

— Lielaka dala sabiedribas ir dzirdg&jusi un zina, kas ir jeédziens “organizacijas kultiira”.

— Sabiedribas izpratne par jédzienu “organizacijas kultiira” nav viennozimiga, jo atbildes
uz jautajumiem — definiciju, apgalvojumu novertgjums medz krasi atskirties.

— Sabiedriba kopuma izprot jédzienu “organizacijas kultiira” un sp€j to definét viena vai
dazos vardos.

— Peétjjumu biitu interesanti un vertigi verst plaSuma, aptaujajot vairak respondentu, lai
iegltu plasaku sabiedribas izpratnes par organizacijas kultiru atspogulojumu.
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Zanda Gobniece. PERSONALA VADISANAS PROCESU AUTOMATIZACIJA LATVIJAS
UZNEMUMOS

Ekonomikas un kultiiras augstskola
Magistra studiju programma “Biznesa vadiba”
E-pasts: zandagobniece@inbox.lv

Zindtniskais vaditdjs: profesore, Dr.oec. Jelena Titko

Anotacija

Pétijuma aktualitate: musdienas, digitalo tehnologiju attistibas laikmeta, procesu automatizacija,
neizbégami,  klUst nepiecieSama darba optimizacijai, efektivitates uzlaboSanai un uzp€mumu
konkurétsp€jas paaugstinasanai. Bez tam viena no personala vadibas nesenam tendencém Covid-19
konteksta ir attalinats darbs un hibriddarba modelis, kas prasa no uzn€mumiem pielagoSanos un procesu
adaptaciju. Rezultata darba tirgus ir piedzivojis biitiskas parmainas, vél salidzinosi nesen attalinato darbu
var€ja noverot vien atseviskas nozares, ka piemeram, finanses vai IT, bet paslaik attalinatais darbs ir kluvis
par ikdienas realitati jau vairak neka piektajai dalai Latvijas iedzivotaju, kuri savus tieSos pienakumus
lielakoties veic, atrodoties majas (Gulane, 2022).

Pétijuma meérkis: Ir identificet personala vadiSanas procesu automatizacijas iesp&jas un barjeras Latvijas
uzpémumos.

Pétijuma metodes: Lai sasniegtu izvirzito pétijuma méerki un uzdevumus darba izmantotas sekojosas datu
ieguves metodes, literatiiras un dokumentu analize, kur tiek veikts eso$o pétfjumu analitisks apkopojums
un definéti personala vadibas procesi, ieguvumi un barjeras, kas talak tiek izmantoti pétijuma instrumenta
izstradé un veikta nodarbinato iedzivotaju aptauja, lai noskaidrotu personala vadibas procesu
automatizacijas ItTmeni Latvija, to izmantoSanas apmérus, efektivitati un barjeras no darba némeéju skatu
punkta. Savukart, iegiito rezultatu apstradei izmantotas tadas metodes, ka grafiska analize — datu
vizualizacijai un frekvencu biezuma analize.

Sasniegtie rezultati: P&tjjumu rezultata tika noskaidrots, kads personala vadibas procesu automatizacijas
Itmenis ir Latvijas uzn@mumos, un vai §ie ieviestie risinajumi ir efektivi un ka tie ietekmé darba ikdienu.

Atslegas vardi: personala vadiba; procesi; procesu automatizacija; digitalizacija; Latvija.

levads

Misdienas, digitalo tehnologiju attistibas laikmeta, procesu automatizacija, neizbégami, klust
nepiecieSama darba optimizacijai, efektivitates uzlaboSanai un uzp€mumu konkur&tspgjas
paaugstinasanai. Bez tam viena no personala vadibas nesenam tendencém Covid-19 konteksta ir
attalinats darbs un hibriddarba modelis, kas prasa no uzn€mumiem pielago$anoS un procesu
adaptaciju. Rezultata darba tirgus ir piedzivojis butiskas parmainas, vél salidzinoSi nesen
attalinato darbu vargja noverot vien atseviskas nozargs, ka pieméram, finanses vai IT, bet paslaik
attalinatais darbs ir kluvis par ikdienas realitati jau vairak neka piektajai dalai Latvijas iedzivotaju,
kuri savus tieSos pienakumus lielakoties veic, atrodoties majas (Gulane, 2022).

Ka liecina pétijumu kompanijas “Kantar” 2022. gada veikta darba némé&ju aptauja, lielaka dala
darbinieku (68%) strada tikai sava darbavieta, bet gandriz treSdala ( 32%) strada attalinata darba
rezZima vai hidriddarba rezima (Kangjeva, 2022). Lidz ar to, personala vadibas procesu
automatizacija un digitalizacija ir loti aktuala, jo ta lauj procesus padarit atrakus un efektivakus.

Pétijjuma merkis: Identificeét personala vadiSanas procesu automatizacijas iesp&jas un barjeras
Latvijas uzn@mumos.
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P&tijuma mérka sasniegSanai tika izvirziti $adi uzdevumi:
— Veikt literaturas un dokumentu izpeti par personala vadiSanas procesu automatizaciju
un nosakot So procesu digitalizacijas un automatizacijas iespgjas;
— Veikt nodarbinato iedzivotaju aptauju, lai noskaidrotu kads ir personala vadiSanas
procesu automatizacija Itmenis Latvijas uzn€mumos un kadi ir biitiskakie ieguvumi un
biezak sastopamas barjeras automatizgjot $os procesus.

Pamatojoties uz pétijuma darba meérki un izvirzitajiem darba uzdevumiem, tika definéti sekojosi
pEtjjuma jautajumi:
— Kads ir personala vadiSanas procesu automatizacijas Iimenis Latvijas uzn€mumos?
— Kadas ir personala vadiSanas procesu automatizacijas veicinaSanas iesp&jas Latvijas
uznémumos?

Pétijuma rezultati: balstas autores veiktaja teor€tiskaja analiz€, kas lauj definét potencialos
ieguvumus un barjeras, kas talak izmantotas p&tjjuma instrumenta izstrad€. P&tjumu rezultata
tika noskaidrots, kads personala vadibas procesu automatizacijas l[imenis ir Latvijas uzn€mumos,
vai Sie ieviestie risinajumi ir efektivi un kadas ir galvenas barjeras procesu ievieSana. Jaatzime,
ka autores izstradata anketu ir iespgjams izmantot turpmako salidzinoSo pétijumu veikSanai, lai
noskaidrotu kads personala vadibas procesu automatizacijas [imenis ir Latvijas uzn€mumos, vai
Sie ieviestie risinajumi ir efektivi un kadas ir galvenas barjeras procesu ievieSana.

Analitiskais apskats

Pasaules ekonomika konkurence starp dazadiem uznémumiem ir kluvusi arvien acimredzamaka.
Realaja uznémejdarbibas procesa pakapeniski ir arT pieaugusi atkaribas pakape no personala
vadibas procesiem (Yan, u.c., 2020). Personala vadibas efektivitates izverteSana vienmer ir bijusi
aktuala un svariga téma cilvékresursu vadibas joma. Personala vadibas efektivitate attiecas uz
proporcionalu attiecibu starp cilvekresursu vadibas ieguldijumu attiecigd uznémuma laba (Xu,
u.c., 2019). Tatad, jasecina, ka personala vadibas panakumi ir tieSi saistiti ar to, vai uznémumi
var izturét siva tirgus konkurenci. Faktiskaja uzn€mumu darbiba personala vadiba saskaras ar
dazadiem miisdienu riskiem, kas Tpasi saistas ar jaunakajam izmainam darba vid€ un pieaugoso
hibriddarba genézi (Wei, & Jin, 2021). Tapéc ir biutiski aplikot un analizét procesu
automatizacijas tendences un to efektivitati tiesi personala vadiba.

Personala vadiba ir termins, kas vairs netiek lietots, un tas tiek aizstats ar frazi “cilvékresursu
vadiba” (vai tiek lietots aizvietojami ar to). Lai tos parvalditu, daudzos uznémumos misdienas
vairs nav personala departamentu, bet gan cilvekresursu nodalas (Yan, u.c., 2020). P&c autores
viedokla, personala vadiba ir cilvéku planoSana, organizéSana, kompenséSana, integracija un
uzturéSana, lai veicinatu organizacijas, individualo un sabiedrisko mérku sasniegSanu.

Personala vadiba nodarbojas ar cilvékresursu funkcijam, lai novértétu un klasificétu to prasibas,
lai sasniegtu organizacijas mérkus, izmantojot cilvékus darba un vinu savstarpgjas attiecibas. Tas
ietver stratégijas, kas nodro$ina pareizo darbinieku skaitu, pareizu talantu, apmacibu un darba
izpildes kombinaciju (Gherman u.c. 2016). Personala vadiba ietver arl procesu izstradi un
ievieSanu, lai izveidotu labi parvalditu un darbiniekiem atbalstoSu darba vidi (Astudillo-Rodas &
Riccucci, 2021).

Meklgjot izpratni par personala vadibas lomu, darba autore ir apkopoja definicijas. Talak, 1.
tabula tiek atainotas musdienu jaunakas literatiiras personala vadibas definicijas koncepcijas.
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1. tabula. Personala vadibas koncepcijas definiciju apkopojums (Avots: Autores apkopojums)

ey

Autors/i, gads Definicija (latvie$u valoda — tulkojums)
(Hampel & Hajduova, | “Personala vadibas koncepcija cilvékus uztver ka galveno organizacijas
2023, 31) veiksmes vai neveiksmes avotu. Katra organizacija tiesi vadibas procesi ir
atbildigi par cilvékkapitala veido$anu un ta efektivu parvaldibu”
(Kokenova u.c., 2021, | “Personala vadiba ir vadibas funkcija, kas nodarbojas ar darba efektivitates
98-99) un cilvékresursu attistibas veicinaSanu un uzlaboSanu organizacija, pareizi

planojot, organizgjot, vadot, koordingjot ar iepirkumu saistitds darbibas,
darbinieku attisttba, motivéSana un atalgojums uzp@muma mérku
sasniegSanai.”

(Akther u.c. 2022, 176) | “...process, ko organizacijas izmanto, lai parvalditu savus darbiniekus. Tas ir
veids, ka nodrosinat, ka organizacijas cilvékresursi tick izmantoti ta, lai
atbalstttu organizacijas merkus”

(Vuong & Suntrayuth, | “...ir politika un procedira, kas ietver cilvékresursu parvaldibas aspektus

2020, 1634) attieciba uz parvaldibu, planosanu, pienemsanu darba, atlasi, apmacibu un
parvaldibu, snieguma noveért€$anu un darba attiecibam”.

(Pham, 2022, 721) “...ir organizacijas darbiba, kas tie$i parvalda cilvékkapitalu un nodro$ina ta

izmantoSanu, lai sasniegtu tas mérki. Tomer atSkiriba no citiem resursiem
uzn@muma (fiziska un organizatoriska kapitala) cilvékkapitals ir vertigs, rets
un neaizvietojami.”

Pamatojoties uz iepriek§ minétajam misdienu personala vadibas definicijam, var identificét dazas
izplatitas t€mas. Tas ietver darbinieku pienemsanu darba, atlasi, apbalvoSanu, attistiSanu un
virzisanu ta, lai sasniegtu gandarjjumu par darbu, dodot darba labako, lai organizacija vai
uzn€mums vargtu sasniegt savus mérkus. Personala vadiSana ir visu vaditaju, ne tikai personala
specialistu, uzdevums.

Procesu digitalizacija un automatizacija ietaupa laiku, samazina kltidu Ipatsvaru un nodrosSina
profesionalus procesus un komunikaciju ar pretendentiem, esoSajiem un aizejoSajiem
darbiniekiem. Turklat procesu automatizacija atbrivo vietu personala nodala ar1 citiem,
radosakiem uzdevumiem un galvenais, nodroSina lielaku darbinieku apmierinatibu. Tomér
daudzos uznémumos joprojam pastav kavesanas, attieciba uz procesu digitalizaciju. Kapec? Jo
runa ir par cilvékiem (uznémuma darbiniekiem), un biezi tiek uzskatits, ka ar tiem saistitie
uzdevumi prasa arT atbilstosas zinaSanas (Casey, 2020).

Pirms procesus automatizgt, tie vispirms ir jaidentific€ un jadokumentg. Dokumentacija parasti
notiek procesa diagrammas veida. Tas ir visu darbibu, kas saistitas ar noteikta procesa pabeigSanu,
vizualais attélojums. Sadas diagrammas izveide lauj identificét jomas, kuras var optimizét, un
nodro$inat, ka neviens procesa posms netiek izlaists. Uzn@mumiem tad ir parskats, kas parada,
kam un kad ir kas jadara. Tas arT optimiz€ to riku izmantoSanu, kas nepiecieSami, lai procesi
darbotos nevainojami, un nodros§ina informacijas tverSanu atbilstibas noliikos. Tatad, runa ir par
optimaliem, labi funkciongjoSiem procesiem personala nodalas. Biznesa procesu vadibas
programmatiiras izmantoSana Seit var but loti svariga, jo ta palidz dokument&t uzdevumus un
darbibas, kas nodro§ina personala uzdevumu nevainojamu darbibu. Tatad, kad procesi ir
dokument@ti un optimizeti, var sakties digitalizacija un automatizacija. BPM programmatira,
piemeram, otrs, ir atbalsts, un uzn€mumi ietaupa laiku un naudu, vienlaikus samazinot kluidu
skaitu. Turklat automatizétie procesi ieveérojami atvieglo darbu. Jauni darbinieki var ari
nekavgjoties sakt darbu bez plasas apmacibas (Rehman u.c., 2021).

Paslaik tirgii ir pieejams liels programmatiiras daudzums, loti dazadas cenu kategorijas, lai ikviens
varétu pieklit Siem resursiem, kuru meérkis ir mehanizét visvairak atkartotds darbibas un
ievérojami atvieglot dzivi. Pateicoties Siem risingjumiem, profesionaliem izdodas samazinat
darba slodzi, un iegtito laiku var veltit citam aktivitatém, kas prasa lielaku uzmanibu, riipes un
lielaku atbildibu.
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Tomér uznémumu vidd joprojam ir ievérojams zinasanu trikums par Siem rikiem. Saskana ar
petijumu, ko vél 2020.gada publicgja “Future For Work Institute” Sadarbiba ar Meta4d, 46%
personala vaditaju nezina nevienu procesu automatizacijas riku, un 37% uzskata, ka vinu
zinasanas par $o t€mu ir Joti minimalas vai $o zinaSanu, vispar nav:

— Procesu automatizacija cilvéku vadiba sniedz uzn@mumiem daudz prieksrocibu:

— Lielaka izpildes veikliba

— Lielaka uzticamiba

— Izmaksu un laika ietaupijums

— Lielaka drosiba personas datu apstradg.

— Lielaka m@rogojamiba un pielagosanas augstam darba prasibam.

Turklat uzdevumu automatizacija, kuriem ir mazaka pievienota vertiba, var palidzet personala
vadibas funkciju parcelt ka stratégisku biznesa partneri (Memon & Ooi, 2022).

Turpinajuma noradttas svarigakas funkcijas un uzdevumi, kuras iespgjams automatizget:

— Talantu piesaiste;

— Darbibas novertgjums;

— Algu parvaldiba;

— AdministréSana, piem&ram, dokumenti un standartiz&tas veidlapas;

— Algu saraksts, algas, algu izmainas un ar darbinieku atalgojumu saistiti uzdevumi;

— Dazadu pabalstu parvaldiba, tai skaita priekSrocibas, kuram darbinieki var pieklut ar
pasSapkalposanas rikiem;

— E-pasta atgadinajumi, tostarp visi pazinojumi un piezimes, kas janosiita darbiniekiem,;

— Jaunu darbinieku pienemsana darba, kas ietver kandidatu piesaisti, pienemsanu darba;

— leksgja darbinieku atlase - darbinieku prasmju uzlabosana un paaugstinasana amata

— Darbinieku atlaiSana, tostarp, piekluves atcelSana, organizatoriska parstrukturé€Sana un
interviju planosana;

— Apmaciba un attistiba, pieméram, darbinieku apmacibas un prasmju parvaldibas
izsekoSana;

— Laika uzskaite, ieskaitot nostradatas stundas, slimibas dienas, atvalinajumu, brivo laiku;

— Vadibas noteikumi, nodrosinot, ka darbinieki ir informéti par vadlinijam, kas ietekme
vinu darbu, un nodrosinot, ka tos ievéro;

— Darbinieku snieguma izsekoSana, ieskaitot prémijas, piemaksas, bonusus un atlai§anu
(Fitzgibbons, 2021).

Tatad, automatizacija palidz uznémumiem nodros$inat atbilstibu uzneémumu iek$gjam prasibam un
standartiem, piem&ram, darba audita, darbinieku drosibas un veselibas aizsardzibas noteikumiem,
kas ietekmé konkrétu nozari.

Metodologija

Autore, lai sasniegtu darba izvirzito mérki un noskaidrotu pétijuma jautajumus, veica vairakus
solus. Petfjuma galvenie soli att€loti 2. tabula.

35



(_.(.-\\-'N T4 i(

J e &
=) fle Jeka
./ T 4

< 2001 AV J EKONOMIKAS UN KULTURAS
<9€ Q
RTA KO\:" AUGSTSKOLA

2. tabula. P&tijuma posmi un rezultati (Avots: Autores veidota)

Pétijuma posms Rezultats
Literattras un dokumentu — Veikts eso$o pétijumu analitisks apkopojums;
analize — Definéti ieguvumi un barjeras, kas talak tiek izmantoti p&tijjuma
instrumenta izstradg.
P&tfjuma instrumenta (anketas) — Balstoties uz analitisko apskatu un literatiiras analizi, izveidota
izstrade iedzivotaju aptaujai aptaujas anketa iedzivotaju aptaujai;
— Izveidota anketa ievietota Google Forms aptaujas veidlapa.
Datu vaksana — ledzivotaju aptauja iegiitas 456 respondentu atbildes
Datu apstrade — Datu analizei sagatavots datu fails (veikta datu kodesana);
— Veikta grafiska analize, sagatavotas datu vizualizacijas un tas
aprakstitas;

— Veikta frekven¢u un krostabulu analize.

Uzsakot pétijumu, autore iesakuma veica literatiiras un dokumentu analizi, kur tika veikts esoSo
pétijumu analitisks apkopojums un definéti personala vadibas procesi, ieguvumi, barjeras u.c.,
kas talak tiek izmantots pétljuma instrumenta izstrad€. Nakamaja soll autore veica pétljuma
instrumenta (anketas) izstradi iedzivotaju aptaujai, balstoties uz analitisko apskatu un literatura
analizi. Darba turpin3juma, tika veikta datu vaksana, anketa tika ledzivotaju interneta aptauja
iegiitas 456 respondentu atbildes. Savukart iegiito datu apstrade iesakuma sagatavots datu fails
(veikta datu kod€sana), un iegiitie dati tick apstradati pielietojot sekojosas datu apstrades metodes
- Grafiska analize, tiek izmantota datu vizualizacijai, savukart datu apstradei izmantota frekvencu
un Skersgriezuma tabulu analize.

Nemot vera §1 petijuma darba teémas specifiku, autore aptauja ieklauj skaidrojumu tam, kas tiek
saprasts ar personala vadibas automatizacijas procesiem un aptaujas izstrades procesa balstas uz
labas prakses principiem. Aptaujas ievada tekstd noradits, ka aptaujas merka grupa ir tikai
nodarbinatie iedzivotaji. Aptaujas anketa ieklautie jautajumi ar metodologisko pamatojumu to
ieklausanai ir apkopoti autores izveidotaja 3. tabula. P&tjjuma instruments — anketa, pilna apjoma
apskatams 1. pielikuma.

3. tabula. Aptaujas anketa ieklautie jautajumi un pamatojums (Avots: Autores veidota)

Nr. Jautajums Pamatojums
DI. Kada ir Jusu nodarboSanas? Jis | Aptauja ieklauti demografiskie jautajumi par respondentu
esat... profilu, lai pétjjuma darba ietvaros analiz&tu to, vai un ka Sie
kriteriji ietekme iedzivotaju pieredzi un uztveri attieciba uz
D2. | Jusu vecums: personala vadibas automatizacijas uzn€mumiem. Izstradajot
D3. | Ludzu, noradiet savu dzimumu: | demografijas sadalu, autore nem véra sekojosus
D4. Kada ir Jusu izglitiba? apsvérumus:

— Petijumos, kas skar mérka grupu — nodarbinatie, svarigi
noskaidrot respondentu nodarbinatibas statusu, ka
piemé&ram, amatu, nozari, darba laiku (slodzes apjomu),
sektoru (privatais vai publiskais) (Hughes u.c., 2016).

— Izdalot vecuma grupas aptaujas anketa, izmantota
paaudzu;

— Dzimuma jautajuma laba prakse ir ieklaut atbilstosu
variantu arT netradicionalajiem dzimumiem;

— Izglitiba ierasti ir standarta demografijas jautajums un
to pielago konkrétas valsts izglitibas sistemai (Hughes
u.c., 2016)
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D5. | Kura regiona atrodas uznémums, | Autore aptauja ieklauj ari uznémuma profila jautajumus,
kura stradajat? nemot vera, ka aptaujati tiek nodarbinatie Latvijas

De6. Kada nozaré darbojas iedzivotaji un darba analitiskaja dala tiks apskatits, kadas
uznémums/ iestade, kura Jis atSkiribas personala vadibas automatizacijas procesu
stradajat? ievieSanas un TstenoSanas joma ir dazada profila Latvijas

D7. | Kuram no Siem statusiem atbilst | uzn€mumos. Jautajumu ieklauSana S$aja sadala ir balstita
uznémums/iestade, kura Jis sekojoSos apsveérumos:
stradajat? — Uzpémuma regiona jautdjums izmantots aptauja, lai

D8. | Kur Jis veicat savus darba noskaidrotu, cik liela méra respondentu parstavéto
pienakumus? uznémumu parklajums saskan ar Centralas statistikas

D9. | Kurs$ ir galvenais atbildigais par parvaldes datiem par uznémumu dalijumu regionos.
personala vadibas procesu — Izmantoti standartizStie saimnieciskas darbibas
parvaldibu uznémuma/iestade, statistiskas klasifikacijas NACE2 kodi, lai identificgtu
kura stradajat? uznémuma darbibas profile.

Q1. | Cik augsta ltment, Jisuprat, Jautajumu autore sagatavojusi ar merki rast atbildes uz
uznemuma, kura stradajat ir darba pétijuma jautajumu “Kads ir personala vadiSanas
automatiz&ti sekojosie procesu automatizacijas ltmenis Latvijas uznémumos?”.
procesi...? Jautajuma atbilzu variantu formulé$ana izmantoti mediju

monitoringd, ka ari analitiskaja apskata un literatiras
apskata identific€tie automatizacijas procesi.

Q2. | Kuri no sekojosajiem Jautajums aptauja izmantots ar meérki palidzet rast atbildes
digitalajiem risinajumiem tiek uz darba pétijuma jautajumu “Kadas ir personala vadiSanas
izmantoti uznémuma, kura procesu automatizacijas veicinaSanas iesp&jas Latvijas
stradajat? uznémumos?”. Jautajums palidz identificét §1 briza aktualo

situaciju attieciba uz izmantotajiem rikiem persondla
procesu vadibas automatizacija. Jautajuma atbilzu variantu
formuléSana izmantoti mediju monitoringd, ka arl
analitiskaja apskata un literatiiras apskata identificetie
automatizacijas procesi.

Q3. | Cik biezi Jiis personigi Jautajums aptauja izmantots ar meérki palidzet rast atbildes
izmantojat sekojoSos personala | uz darba pétfjuma jautajumu “Kadas ir personala vadisanas
vadiSanas procesu procesu automatizacijas veicinaSanas iespgjas Latvijas
automatizacijas digitalos uzn€mumos?”. Jautajums atklaj to, cik plasi Sobrid tiek
risinajumus uznémuma, kura izmantoti  dazadi  personala  vadiSanas  procesu
stradajat? automatizacijas risindjumi un attiecigi kads ir neizmantotais

potencials un iespéjas.

Q4 Cik efektivi kopuma, Jusuprat, ir | Jautajums aptauja izmantots ar merki palidzet rast atbildes
personala vadibas procesi uz darba pétfjjuma jautajumu “Kadas ir personala vadiSanas
uznémuma, kura stradajat? procesu automatizacijas veicinaSanas iesp&jas Latvijas

uznémumos?”. Sis jautdjums norada uz iesp&amos
efektivizacijas potencialu.

Q5 Vai personala vadibas procesu Jautajums palidz realiz€t vienu no darba uzdevumiem —
automatizacija ir kada veida Izstradat anketu un veikt Latvijas uznémumu darbinieku
ietekm@&jusi Jusu darba ikdienu? | aptauju, lai noteiktu vai personala vadibas procesi ir

efektivi.

Q6 Cik liela mera Jus piekritat Jautajums palidz realiz€t vienu no darba uzdevumiem —
sekojoSiem apgalvojumiem par saprast kada ir attieksme pret procesu automatizaciju un
personala vadibas procesu identificét barjeras un $kérslus personala vadibas procesu
automatizaciju...? automatizacijai. Jautajuma atbilzu variantu formuléSana

izmantoti analitiskaja apskata un literattras apskata
identificetie skersli un barjeras.

Rezuméjot autore uzsver, ka pétijuma instruments veidots balstoties uz diviem galvenajiem
principiem — lai ar ta palidzibu tiktu izpilditi p&tijuma uzdevumi un rastas atbildes uz pétijuma
jautajumiem, ka ar7, lai tiktu iev@rota aptaujas anketas izveides laba prakse. Aptaujas anketa art
veidota, lai neaiznemtu vairak ka 15 minites respondentu laika un parlieku to nenogurdinatu, ka
arT anketa ieklauti paskaidrojosSie teksti, lai izvairtos no skalu vai jautajumu tekstu interpretacijas.
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Iedzivotaju aptaujas ietvaros autore izmanto divu veidu profilus — iedzivotaju sociodemografisko
profile un uzn@muma saimnieciskas darbibas profile. Nodarbinato iedzivotaju aptauja piedalijas
456 respondenti, vecuma no 15 gadiem. Vairak ka puse respondentu (52,4 %) ir specialisti, kas
strada algotu, garigu darbu un kuriem nav neviena padota, 18,9% respondentu ir vaditaji ar vismaz
vienu padoto, savukart 15,4% - stradnieki, kas strada fizisku darbu. 7,9% respondentu ir
uznémuma vaditaji, pasnieki vai valdes loceklis, savukart 5,5% neietilpst neviena no ieprieks
noraditajam grupam. Analiz€jot respondentu profilu p&c vecuma, dzimuma un izglitibas
parametriem, redzams, ka aptuveni puse respondentu ir vecuma 43-64 gadi (50,4%), vecuma
grupu 23-42 gadi parstav 42,5% respondentu; jaunakaja vecuma grupa (15-22 gadi) ietilpst 2,4%,
bet vecakaja 65+ - 4,6%. P&c autores domam, analiz&jot datus, jaievéro piesardziba izdarot
secinajumus par vecako un jaunako vecuma grupu, jo respondentu skaits $ajas grupas ir neliels.

Apkopojot dzimuma jautdgjumu, redzams, ka lielaka dala respondentu ir sievietes (77,9%),
savukart aptuveni piekta dala (21,7%) respondentu ir viriesi, Al izglitibas jautajuma redzams
vienas grupas — augstaka izglitiba tpatsvars (70,4%), nedaudz vairak ka ceturta dala respondentu
ir ar vidgjo vai vidgjo specialo izglitibu (27%), bet 2,7% respondentu ir pamatizglitiba vai izglitiba
nav iegiita. Savukart vairak ka puse respondentu (52,4 %) ir specialisti, kas strada algotu, garigu
darbu un kuriem nav neviena padota, 18,9% respondentu ir vaditaji ar vismaz vienu padoto,
savukart 15,4% - stradnieki, kas strada fizisku darbu. 7,9% respondentu ir uzn€muma vai iestades
vaditaji , IpaSnieki vai valdes loceklis, savukart 5,5% neietilpst neviena no iepriek$ noraditajam
grupam. Rezultatu analizes dala autore apskatis vai un kadas atskiribas pastav So grupu ietvaros.
Autore verte respondentu profilu ka pietiekami diversific€tu, lai analizeétu dazadas grupas, aptauja
ir parstaveti dazadi dzimumi, dazadas vecuma grupas, respondenti ar dazadiem izglitibas
limeniem, ka arT respondentu parstavétie uznémumi parklaj visus Latvijas regionus, reprezenté
dazadas nozares un dazada lieluma uznémumus.

Pétljuma rezultati

Aptaujas rezultati atklaj to, kada Itment Latvijas uzn@mumos ir automatizeti personala vadibas
procesi, kadi digitalie risinajumi tiek izmantoti uznémumos, cik biezi darbinieki izmanto
automatiz€tos procesus, ka kopuma tiek verteéta personala vadibas procesu efektivitate
uzn€mumos un kadas ir barjeras jeb $kersli automatizacijas procesu ievie$ana un izmantosana.

Q1. Cik augsta Ilmen1 , Jusuprat, uznémuma, kura stradajat ir
automatizéti sekojoSie procesi...?

% 30,5% 19,1% [78.1% 0%l 8.3%
4% 31,1% 23,5% [78.:8% W6% 7.5%
S B5% 29,2% 18,4% [T11,0%  INOB%M 7.7%
S B2% 27,4% 19,3% [T114%  INIGHYEM 6.6%
2% 27,4% 21,3% [T125%  OHT 7.7%
o 178% 28,9% 27,2% [7136%  INmSYH5.0%
- 156% 30,9% 22,1% [a56% Sl 7.5%
0,0% 20,0% 40,0% 60,0% 80,0% 100,0%
H 5-]oti augsta 4-augsta 3-ne augsta, ne zema ®2-zema M 1-|oti zema nezinu/griiti pateikt
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1. att. Automatizacijas procesu limenis (Avots: Autores veidots)

Karedzams 1. attéla, kopuma no aptauja ieklautajiem automatiz€jamajiem procesiem tikai cetrus
respondenti biezak noveérté ka augsta vai loti augsta Iimeni automatizetus. Visbiezak ka augsta
vai loti augsta Ilimenl automatiz€tu procesu sava uzpémuma respondenti nosauc
atvalinajuma/prombiitnes pieteiksanu (57,5 %), kam seko darba laika uzskaite (55,7%), dazadu
iesniegumu nosiitisana elektroniska forma personala dalai (52,7%) un €rta un brivi pieejama
informacija par pienakoSajam atvalinajuma dienam (52,6%). Autores skatijuma janem véra, ka
Sos procesus ka loti augsta [TmenT automatiz€tus verte aptuveni ceturta dala respondentu (23,5%-
27,0%), tapec kopuma nevar secinat, ka kadi personala vadibas procesi lielakaja dala Latvijas
uzn@mumu biitu automatizeti loti augsta Iiment.

Vidgjais aprékins personila vadiSanas procesu automatizacijas
Iimenim Latvijas uznémumeos.

0,0% 20,0% 40,0% 60,0% 80,0% 100,0%

B 5-Joti augsta ®4-augsta © 3-ne augsta, ne zema M2-zema M 1-lotizema M nezinu/griti pateikt
2. att. Automatizacijas limenis - vid&jais aprékins (Avots: Autores veidots)

Savuka, lai izdarttu secinajumus par personala vadibas procesu automatizacijas Itmeni Latvijas
uzn@mumos, un sniegtu atbildi uz petijjuma jautajumu, autore veica ar1 vid€jo (average) vertibu
aprekinu (2. attéla). Autore ir aprékinajusi vid€jo automatizacijas Itmena vert€§jumu visiem
procesiem, 17% tas novertets ka loti augsts, 27% ka augsts, 24% - ne augsts, ne zems, 14% -
zems, bet 10% - loti zems. Vidgji 8% respondentu nezina vai tiem ir griiti novertet automatizacijas
limeni. Ka redzams 2. attela, tad vidgji automatizacijas limenis tiek novertéts ar 3.3, kas bitu
vertéjams ka vidgjs raditajs (ne augsta, ne zema liment). Attiecigi autore secina, ka Sie dati norada
uz vidgju automatizacijas Itmeni, jo vairakums respondentu (virs 50%) neveérte automatizacijas
Iimeni ka augstu vai ka zemu, bet atbildes sadalas, atkariba no respondentu profila.

Petfjums atklaj situaciju, ka respondentu vidi biezak izmantotie personala vadiSanas procesu
automatizacijas digitalie risinajumi ir saistiti ar atvalinagjumu (3. att.) — prombiitnes vai
atvalinajuma pieteikSana (34,2% izmanto regulari, bet 22,4% - reizi pa reizei); informacijas
ieglisana par atalgojumu, pieejamajam atvalinajuma dienam (32,2% -regulari, 23,9% - reizi pa
reizei). Kopuma dazadus digitalos risinajumus respondenti izmanto regulari vai reizi pa reizei
aptuvenu 40-50% gadijumu, visretak respondenti apskata informaciju par veselibas parbaudi
(15,8% regulari un 19,5% reizi pa reizei) , iepazistas ar sava darba novertejumu (18,2% regulari
un 20,4% reizi pa reizei), ka arT izsaka savu viedokli darbinieku apmierinatibas aptaujas ( 17,3%
regulari un 23% reizi pa reizei).
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Q3. Cik biezi Jiis personigi izmantojat sekojoSos personala vadiSanas procesu
automatizacijas digitalos risinajumus uznémuma, kura stradajat?
Piesaku prombiitnes vai atvalindgjumu [INNINSZR  22,4% 16,2% 469620 15,4%

Iepazistos ar informaciju par atalgojumu, pieejamajam.. IIIINNSZIZYN"""23/9% 15,4% 5,396M6I8%4.6,4%
Apskatu informaciju par man pieejamajam atvalingjuma. . [INIIN2ORYGIN " 23,7% 15,8% 5,9%0M0% 18,4%
Nosiitu iesniegumus elektroniska formata personala dalai [ININ2GISY0NIN  22,8% 19,3% 4,4%I900% 18,0%
Izmantoju pielagoto dokumentu saskanosanas -.. IIIN2GISVGIN ~ 21,9% 16,2% 55908168 21,5%
Piesaku komand&juma, avansa un/vai saimnieciskos. . |20 22,6% 18,6% 5, 700NAS, 17,3%
Parskatu instrukcijas un darba kartibas noteikumus  [IEISHA%6N 32,0% 30,7%  5,5% 608 12,3%
Apgistu zinaSanas speciala tam izveidota macibu platforma [INZINIOGEN  21,5% 18,2% 5,5%36,0% 28,7%
Iegiistu informaciju par riskiem, dro$ibas jautajumiem vai.. | EEIHSYGNN 23,9% 241%  GAYEIE% 19,7%
Izsaku savu viedokli darbinieku apmierinatibas aptauja  |IEINSYEIE" ""23,0% 19,5% 4;6%6MM0% 28,5%

Iepazistos ar sava darba novértgjumu  [INISI2ZYIN"""20/4% 19,5% 4;8%68% 29,2%

Apskatu informaciju par obligato veselibas parbaudi  [IEISIBYM""19,5% 250%  T2%Me%  24,6%
0,0% 20,0% 40,0% 60,0% 80,0% 100,0%
H Regulari Reizi pa reizei
Reti ® Neizmantoju, jo neesmu apmacits/-ta
B Neizmantoju citu iemeslu dé] Neizmantoju, jo $ada iesp&ja uznémuma nav pieejama

3. att. Uznémumos izmantotie digitalie risindgjumi (Avots: Autores veidots)

Kopuma dazadus digitalos risinajumus respondenti izmanto regulari vai reizi pa reizei. Autore
secina, ka kopuma biezak izmantotie personala procesu vadiSanas digitalie risinajumi ir saistiti ar
atvalinagjumu un prombiitnu pieteikSanu, ka arT informacijas iegliSanu par atvalinagjumu un
atalgojumu, bet retadk — ar sava darba novert§jumu, apmierinatibas izteikSanu par darbu un
informacijas iegisanu par veselibas parbaudém. Autores skatfjuma Sie dati norada uz vienu no
Skérsliem veiksmigai digitalo risinajumu ievie$anai un izmantoSanai - nepietiekamu darbinieku
apmacibu. Uz to norada Iidz pat 7,2% respondentu, tacu kopuma Sie dati parada, ka daudz biezak
digitalie risinajumi vienkarsi nav pieejami (12,3% - 29,2%, atkariba no konkréta risinajuma).

Noveértgjot personala vadibas procesu efektivitati uznemuma kopuma (4. att.), aptuveni piekta
dala respondentu uzskata tos par efektiviem (18,4%), aptuveni treSdala par drizak efektiviem
(33,6%), aptuveni ceturtajai dalai nav skaidras pozicijas un procesus verté ne ka efektivus, ne
neefektivus (23%), bet aptuveni katrs desmitais (13,8%) uzskata, ka uzn@muma, kura vins$ strada
personala vadibas procesi ir drizak neefektivi, savukart 5,3% respondentu norada, ka procesi ir
neefektivi, bet 5,9% nav viedokla $aja jautajuma.

Q4. Cik efektivi kopuma, Jiisuprat, ir personala vadibas procesi uznémuma,
kura stradajat?

18,4% 33,6% 23,0% 13,8% 5,3% 5,9%
0,0% 20,0% 40,0% 60,0% 80,0% 100,0%
mefektivi = drizak efektivi = ne efektivi, ne neefektivi M drizak neefektivi M neefektivi ™ nezinu/griti pateikt
4. att. Personala vadibas procesu efektivitate (Avots: Autores veidots)

Vertgjot personala vadibas procesu efektivitati demografiskajos griezumos nav redzamas biitiskas
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tendences péc respondentu ienemama amata, vecuma, dzimuma, izglitibas vai regiona, kura
atrodas uznémums. Savukart nozaru griezuma biivniecibas nozares uzn@mumos stradajosie
respondenti retak vert€ procesus ka efektivos (28%), salidzinajuma ar tirdzniecibas (39,1%),
razoSanas (52,2%) un pakalpojumu profila uznémumiem (56,4%). Autore secina, ka Sie dati
iezime problematiku biivniecibas uznémumos, jo tajos personala vadibas procesu efektivitate tiek
vertéta viszemak un ka atklaj iepriek$gjais jautajums, kopuma retak tiek izmantoti automatizeti
personala vadibas procesi.

Uznémuma lielums velreiz paradas ka noteicos$s faktors, lielajos uzn@mumos stradajosie
respondenti vért€ personala vadibas procesus ka efektivus 61,4% gadijumu, raditajs ir lidzigs
vidgjos uzn€mumos (56,8%), bet biitiski zemaks mazos (32,7%) un mikro uzn€mumos (38,6%).
Savukart attieciba uz darba modeli, nedaudz biezak procesus ka efektivus verte attalinati
stradajosie (59,6%), kam seko uz vietas stradajosie (52,9%) un hibrida modeli stradajosie (48 %).
Autores skatTjuma §ie dati norada uz problematiku hibrida modela darba, kas dalgji varétu but
saistita ar atbilstoSu digitalo risinajumu trikumu.

Vel viens butisks parametrs, kas apskatits p&tfjuma, ir personala procesu automatizacijas ietekme
uz darba ikdienu. (5. att.) Aptuveni katrs desmitais respondents (11,2%) noradijis, ka procesu
automatizacija darba ikdienu ietekm&jusi pozitivi, vairak ka ceturta dala (28,1%) — drizak
pozitivi.14,7% respondentu sava pieredz€ izjutusi gan pozitivu, gan negativu ietekmi. Savukart
3,5% izjutusi negativu ietekmi no automatizacijas procesiem uz savu darba ikdienu. Gandriz katrs
piektais respondents (19,1%) nav izjutis procesu automatizacijas ietekmi.

Q5. Vai personala vadibas procesu automatizacija ir kada veida
ietekmejusi Jusu darba ikdienu?

40,0%
20,0%
’ 14,7% 2,0% 1,5% 19,1%
R e
® Ja, pozitivi Ja, drizak pozitivi
Ja, gan pozitivi, gan negativi m Ja, drizak negativi
B Ja, negativi NE, nav ietekmgjusi

B Mana uznémuma procesu automatizacija nav notikusi

5.att. Procesu automatizacijas ietekme uz darba ikdienu (Avots: Autores veidots)

Personala vadibas procesu automatizacija darba ikdienu biezak ietekmgjusi vaditajiem (48.8%)
un specialistiem (44,8%), savukart retak pozitivo ietekmi izjutusi stradnieki, kas strada fizisku
darbu (17,1%) un uznémuma vaditaji/tpasnieki/valdes locekli (16,7%). Tapat personala vadibas
procesu automatizacija biezak pozitivi ietekmejusi respondentus ar augstako izglitibu (46,1%),
salidzingjuma ar vid&jo izglitibu ieguvuSajiem respondentiem (22,8%). Tapat uz procesu
automatizacijas pozitivo ietekmi biezak norada Riga esoSo uznémumu darbinieki (46,3%), kamér
pargjos regionos $is raditajs svarstas 37,3%-27,9% (zemakais raditajs ir Latgalg).

Secinajumi
Personala vadibas Itmeni nevar novertet vienoti, jo automatizacijas [imenis ir augstaks lielajos,

vidgjos un starptautiskos uznémumos, savukart mazajos uznémumos nereti automatizacija nav
notikusi, vai arT ir automatizets neliels skaits procesu.

Biezak procesu automatizacijas Itmenis ka zems tiek noradits uzn@mumos, kuros nav noziméeta

41



(_.(.-\\-'N T4 i(

J e &
2 E= )eka

< 2001 AV J EKONOMIKAS UN KULTURAS
<9€ Q
RTA KO\:" AUGSTSKOLA

par personalu atbildiga persona.

Personala vadiSanas specialistu kompetencei, esamibai un iniciativai uznémuma ir arkartigi liela
nozime personala vadibas procesu automatizacija.

No majam stradajosie respondenti biezak norada, ka sajutusi pozitivu efektu uz savu darba
ikdienu no personala vadibas procesu automatizacijas. Tas var€tu bt saistits ar to, ka dala
uzn@mumu automatizacija tika veikta ar mérki atvieglot attalinati stradajoSo darbu.
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Pielikumi

1. pielikums. Iedzivotaju aptaujas anketa

Labdien! Mani sauc Zanda Gobniece, esmu Biznesa vadibas 2. kursa studente Ekonomikas un kultiiras augstskola un
magistra darba ietvaros veicu pétijumu par personala vadiSanas procesu automatizaciju Latvijas uznémumos. Ja,
Sobrid esat nodarbinata persona, lidzu Jis veltit l[idz 10 minGitém laika, lai atbildétu uz jautajumiem un dalitos sava
pieredzg. Visas Jiisu sniegtas atbildes ir anonimas un tiks izmantotas tikai apkopota veida. Jautajumu gadijuma lidzu
rakstiet zandagobniece@inbox.lv

D1. Kada ir Jasu nodarboSanas? Jis esat...

1. Uznémuma vai iestades vaditajs/-a /ipasnieks/-ce/valdes loceklis/-e o
2. Vaditajs/-a (strada algotu darbu, ir vismaz viens padotais) o
3. Specialists/-e (strada algotu, garigu darbu, nav neviena padota) o
4.  Stradnieks/-ce (strada algotu, fizisku darbu) o
5. Cits o

D2. Jisu vecums:

1. 15-22 o
2. 23-42 o
3. 43-64 o
4. 65+ o

D3. Lidzu, noradiet savu dzimumu:

1. Sieviete o
2. Virietis o
3. Cits o

D4. Kada ir Jasu izglitiba?

1. Nav iegita izglitiba o
2. Pamatizglitiba o
3. Vidgja/ vidgja speciala izglitiba o
4.  Augstaka izglitiba o

D5. Aptaujas turpindjuma lidzu atbildét uz daziem jautajumiem par Jusu darba vietu. Kura regiona atrodas
uznémums, kura stradajat?
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Statistiskais regions / ——_ Valsts robeza /
VIDZEME  5i,iisiical region National boundary
. Republikas pilséta / Statistisko regionu robeZza /
%99 City under state jurisdiction Boundary of statistical regions
Tokunov. Novads / County Novadu un republikas
pilsétu robeza /
* Lidz / until 14.02.2010. Boundary of cities
No / since 15.02.2010. - Koc&nu novads under state jurisdiction and counties grupa93
1. Riga o
2. Pieriga o
3. Kurzeme o
4. Latgale o
5.  Vidzeme o
6. Zemgale o

D6. Kada nozaré darbojas uznémums/ iestade, kura Jus stradajat?

. Lauksaimnieciba, meZsaimnieciba un zivsaimnieciba

. leguves riipnieciba un karjeru izstrade

. Apstrades riipnieciba

. Elektroenergija, gazes apgade, siltumapgade un gaisa kondicion&Sana

. Udens apgade; notekiidenu, atkritumu apsaimnicko$ana un sanacija

. Buivnieciba

. Vairumtirdznieciba un mazumtirdznieciba; automobilu un motociklu remonts
. IzmitinaSana un &dinaSanas pakalpojumi

. Transports un uzglabasana

10. Informacijas un komunikacijas pakalpojumi

11. Finan§u un apdro§inasanas darbibas

12. Operacijas ar nekustamo TpaSumu

13. Profesionalie, zinatniskie un tehniskie pakalpojumi

14. Administrativo un apkalpojoSo dienestu darbiba, tiirisma biroju pakalpojumi
15. Valsts parvalde un aizsardziba; obligata sociala apdroSinaSana

16. Izglitiba

17. Veseliba un sociala apripe

18. Maksla, izklaide un atpiita

19. Cita nozaré

20. Griiti pateikt/ Nezinu

XL (NN | ([WIN|—

Nel

oO|0o|O0O|O|O|O|O|O|O|O|O|O|O|O|O|O|O|O|O|O

D7. Kuram no Siem statusiem atbilst uznémums/iestade, kura Jus stradajat?

— Mikro uznémums ir uznémums, kura nodarbinatas mazak neka 10 personas un kura gada apgrozijums un/vai
gada bilance kopa neparsniedz 2 miljonus euro;

— Mazais uznémums ir uznémums, kura nodarbinatas mazak neka 50 personas un kura gada apgrozijums un/vai
gada bilance kopa neparsniedz 10 miljonus euro;

— Vidgjais uzp@mums ir uznémums, kura nodarbinatas mazak neka 250 personas un kura gada apgrozijums
neparsniedz 50 miljonus euro / kura gada bilance kopa neparsniedz 43 miljonus euro;

— Lielais uznemums ir uznémums, kura nodarbinatas vairak ka 250 personas un kura gada apgrozijums parsniedz
50 miljonus euro.

1. Mikro uznémums

2. Mazais uznémums
3. Vidg&jais uznémums
4. Lielais uzn€mums

OO0 |0 |0
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Nezinu/griiti pateikt | o |

D8. Kur Jus veicat savus darba pienakumus?

1. Uz vietas — biroja vai cita darba dev€ja noteikta vieta o
2. Attalinati - stradaju no majam o
3. Hibrida modeli — gan uz vietas, gan attalinati o

Personala vadibas specialists

Uznémuma vaditajs

Uznémuma lietvedis / administrators vai gramatvedis

Cits

Neviens

ISl ISl Bl Kol N

Nezinu

olojJojlo]o|o
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D9. Kurs ir galvenais atbildigais par personala vadibas procesu parvaldibu uznémuma/iestade, kura stradajat?

Q1. Ladzu novertgjiet personala vadisanas procesu automatizacijas limeni uznémuma, kura Jas stradajat! Ar procesu
automatizaciju tiek saprasta uzdevumu vai darbibu optimizacijas caur programmatiiru, vai citiem digitaliem rikiem,

kas padara kadu procesu efektivaku, samazina izmaksas un izpildes laiku.

Cik augsta limeni , Jisuprat, uznémuma, kura stradajat ir automatizéti sekojoSie procesi...?
Lidzu, vertejumu sniedziet skalda no 1 lidz 5, kur “1-loti zema” un “5-Joti augsta”!

1-loti 2- 3-ne 4- 5-loti | nezinu/
zema zema augsta, | augsta | augsta griiti
ne zema pateikt

Kandidatu meklg$ana un piesaiste konkrétam o o o o ° °
vakancém
Kandidatu kompetences novertesana o o o o o o
Iepazistinasana ar instrukcijam un darba kartibas o o o o ° °
noteikumiem
Darbinieku snieguma izverteésana

O O O O o o
Darbinieku apmaciba un izaugsmes veicinasana o o o o ° °
(piem. macibu platforma)
Darbinieku apmierinatibas noteik$ana un o o o o ° °
uzlabojumu veikSana
Darbinieku atalgojuma un pabalstu parskatamibas o o o o ° °
nodro§inaSana un izmaksu veikSana
Komandgjuma, avansa un/vai saimniecisko o o o o ° °
izdevumu elektroniska pieteik§ana un saskanosana
Darba laika uzskaite

o o o o o o
Erta un brivi pieejama informacija par pienako$am
atvalindjuma dienam ° ° ° ° ° °
Atvalinajumu/prombiitnes pieteikSana

o o o o o o
Komunikacija par riskiem, drosibas jautajumiem
vai kadam bitiskam izmainam darba ° ° ° ° ° °
Informacijas pieejamiba par obligato veselibas
parbaudi ka arT sist€mas bridinajumi, ka javeic o o o o o o
kartgja OVP
Dazadu iesniegumu nosiitisana elektroniska
formata personala dalai (piem&ram par bankas o o o o o o
konta maina u.c.)
Pielagots dokumentu saskanosanas -apstiprinasanas
process o o o o o o

Q2. Kuri no sekojosajiem digitalajiem risinajumiem tiek izmantoti uznémuma, kura stradajat?

Speciala mobila aplikacija darbiniekiem o
E-macibu vide o
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Intranets (uznémuma ieks¢jais datortikls ar ierobezotu piekluvi no arpuses)

Makonpakalpojumi

eParaksts

Virtualie asistenti

TieSsaistes spéles

Talitéja zinojumapmaina (Whats App, Skype, Messenger U.C.)

Video un balss zvanu programmas (MS Teams, Google meet, Zoom u.c.)

Aptauju platforma

Speciali riki attalinatai stradasanai

Personala atlases programmatiira

Neviens no mingtajiem

Nezinu/griiti pateikt

o|o|o|Oo|O|O|O|O|O|O|O]|O

Q3. Cik biezi Jus personigi izmantojat sekojoSos personala vadiSanas procesu automatizacijas digitalos risinajumus

uznémuma, kura stradajat?

. .| Neizmant | Neizmantoju,
Reizi pa Neizmantoj oju citu jo $ada ies Jé'a
Regulari zp Reti | u,joneesmu | & JO sada 1espey
reizei ADMACHS/-2 iemeslu uznémuma
P del nav pieejama
Parskatu instrukcijas un darba
- . o o o o o o
kartibas noteikumus
Iepazistos ar sava darba
g o o o o o o
novertéjumu
Apg}lstu_zm_as_anas spemala} tam o o o o o o
izveidota macibu platforma
I1zsaku savu viedokli darbinieku
¢ e i . o [¢] [¢] o o o
apmierinatibas aptauja
Iepazistos ar informaciju par
atalgojumu, pieejamajam o o o o o o
atvalinajuma dienam
Piesaku komandgjuma, avansa
un/vai saimnieciskos o o o o o o
izdevumus.
Apskatu informaciju par man
pieejamajam atvalinajuma o o o o o o
dienam
Piesaku prombiitnes vai
.. o O O o o o
atvalinajumu
Iegtistu informaciju par riskiem,
drosibas jautajumiem vai kadam o o o o o o
biitiskam izmainam darba
Apskatu informaciju par
obligato veselibas parbaudi o o o o o o
Nosttu iesniegumus e-formata
— . [0} [©] [¢] o o o
personala dalai
[zmantoju pielagoto dokumentu
saskanoS$anas-apstiprinasanas o o o o o o
procesu
Q4. Cik efektivi kopuma, Jasuprat, ir personala vadibas procesi uznémuma, kura stradajat?
Ladzu, novertéjiet skala no 1 lidz 5, kur “1 -neefektivi” un “5-efektivi”’!
1-neefektivi 2-drizak 3-ne efektivi, ne 4-drizak 5 -efektivi nezinu/griti
neefektivi neefektivi efektivi pateikt
o 0] o o 0] O

Q5. Vai personala vadibas procesu automatizacija ir kada veida ietekmgjusi Jsu darba ikdienu?

1. Ja, pozitivi o
2. Ja, drizak pozitivi o
3. Ja, gan pozitivi, gan negativi o
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4. Ja, drizak negativi o
5. Ja, negativi o
6. NEg, nav ietekmgjusi o
7. Mana uznémuma procesu automatizacija nav notikusi o
Q6. Cik liela meéra Jus piekritat apgalvojumiem par personala vadibas procesu automatizaciju ...?
Lidzu, novértéjiet skald no 1-5, kur “1-pilntba nepiekritu” un “5-pilniba piekritu”!
1-pilniba 2-drizak 3-ne 4-drizak 5- nezinu/
nepiekritu | nepiekritu | piekritu, ne piekritu pilniba griti
nepiekritu piekritu | pateikt
Procesu automatizacija ir darga o o o o o o
Procesu automatizacija ir
e el — o [¢] ) o [e] o
laikietilpiga
Darbiniekiem triikst informaci-
cijas par personala vadibas o o o o o o
procesu automatizaciju
Cilveciskais faktors (darbinieku
nevélésanos pienemt parmainas,
. . _ ’ o o ) o o o
bailes no nezinama) kavé
procesu automatizaciju.
Specialistu trikums uznémuma
— P O O O O O o
kave procesu automatizaciju.
Uzne@mumam trakst
tehnologisko risinajumu un
. - - _ o o o) o o o
resursu, lai attistitu personala
automatizacijas procesus.
PALDIES!
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Kristians Punculs. DIGITALIZACIJA KA KONKURETSPEJAS VEICINOSS
FAKTORS LATVIJAS MAZUMTIRDZNIECIBAS NOZARES UZNEMUMOS

Ekonomokas un kutriitas augstskola
Magistra studiju programma “Biznesa vadiba”
E-pasts: k.punculs99@gmail.com

Zinatniskais vaditajs: Mr.sc.soc. Kaspars Karasevskis

Anotacija

Pétijuma aktualitate: Digitalizacija mazumtirdzniecibas uznémumos jau labu laiku ir aktuala tema, tacu
Ipasu ietekmi ir sniegusi pandémija, piespiezot mazumtirdzniecibas nozarei parveidot savus modelus
digitali (LeewayHertz, 2022). Kad ierasta bezsaites mazumtirdznieciba bija jadigitaliz€ un japarcie$
konkurences spiediens (Forbs.2022). Pandémija ir atklajusi mazumtirdzniecibas uzn€émumiem jaunu nozari
kura attistities un konkurgt, lai piesaistitu vairak klientu. Digitala transformacija mazumtirdzniecibas
uznémumos attiecas ne tikai uz datu analitiku, veiktsp&ju, sp&ju pielagoties tirgus izmainam, jaunu vertibu
piedavajumiem un inovacijam, bet arT par izmaksu samazinasanu, efektivitates uzlaboSanu un procesu
racionalizaciju. Digitalizacija mazumtirdznieciba var orientéties uz klientu saglabasanu un apmierinatibu,
piedavajot klientiem nepiecie$samos pakalpojumus un produktus. (LeewayHertz. 2022).

Pétijuma mérkis: Noskaidrot vai mazumtirdzniecibas uznp€mums investgjot digitalizacija var iegit
konkur&tspgjas prieksrocibas pret citiem uzpémumiem.

Pétijuma metodes: Tika izmantotas §is datu ieguves metodes: uznémumu salidzinosa analize, dokumentu
analize, anket€Sana un datu apstradei tiks izmantota transkripcija, grafiska analize un faktoru analize.

Sasniegtie rezultati: Tika izpétits galveno Latvijas partikas mazumtirdzniecibas nozares uzn€mumu
digitalizacijas attistibas stavoklis, digitalizacijas iesp&jas konkurences veicinasanai, ar klientu aptaujas
palidzibu noskaidrots viedoklis par digitalizaciju ievieSananu mazumtirdzniecibas nozares uznp€mumos.

Atslégas vardi: konkurétsp&ja; mazumtirdznieciba; digitalizacija; klienti.

levads

Strauja  digitalizacijas attisttba un pandémijas ierobezojumi ir bitiski ietekm&jusi
mazumtirdzniecibas nozares uznémumus un radijusi uznémumu darbibas sarezgijumus. Toties
digitalizacija spelé lielu mazumtirdzniecibas uznp€mumu attistiba, konkurétspgja un klientu
piesaiste. Tapat ka visa pasaulg, digitalizacija skar visus mazumtirdzniecibas aspektus.
Tradicionalie veikali strada, lai integrétu digitalas tehnologijas, lai palidz&tu racionalizgt pieredzi
veikala (Forbes, 2022). Inga Sina sava pétfjuma norada, ka 48% mazo un vidgjo uznémumu
pandémijas iespaida savu biznesu ir pielagojusi un dalgji vai pilniba parc€lusi uz digitalo vidi
(IR.lIv, 2022). Digitalizacija mazumtirdzniecibas nozares uzneémumos saistita ar klientu pieredzes
uzlaboSanu, izaugsmes veicinaSanu un klientu piesaisti, izmantojot tehnologijas.
Mazumtirdzniecibas uznémumu vaditaji jau tagad rada konkurenci, izmantojot digitalo
transformaciju (whatfix. 2023). Mazumtirdzniecibas nozare tiek uzskatita par vienu no
butiskakajam nozarém Latvija. Latvija mazumtirdznieciba veido 40% no kopgjas tirdzniecibas
nozares (mk.gov.lv, 2022). Eiropas Savieniba (turpmak ES) mazumtirdznieciba ir galvena
ekonomiska nozare ar gandriz piecu miljonu uznémumu, kas ir aptuveni 1/5 dala no visiem ES
registrétiem uznémumie (McKinsey & Company, 2022). Mazumtirdzniecibas uznémumiem ir
nepiecieSams nepartraukti attistities un mainit savu pieeju, lai biit konkur€tspgjigiem. Viens no
konkurgtspgjas faktoriem var biit digizalizacijas attistiba uzn€émuma.
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Zinatniska p&tijuma mérka sasnieg$anai izvirziti $adi uzdevumi:

— lIzpétit jedzienu “digitala transformacija”;

— Raksturot Latvijas partikas mazumtirdzniecibas nozares uzn€mumu digitalizacijas
attistibas stavokli un ietekmi;

— lzpetit un analizét digitalizacijas ietekmi uz konkurétspgjas veicinaSanu partikas
mazumtirdzniecibas nozares uzn€mumos;

— Veikt partikas mazumtirdzniecibas uznémumu klientu aptauju par digitalizacijas
ievieSanu mazumtirdzniecibas uznémumos;

— Formulét secinajumus un izstradat priekslikumus par digitalizaciju ka konkur€tspgjas
veicinasanas faktoru.

Lai sasniegtu izvirzito mérki un darba uzdevumus, izmantotas §adas pétijjuma metodes:
—  Uznémumu salidzinosa analize, dokumentu analize, statistikas analize.
— Datu apstrades metodes: grafiska analize.

Petfjumu rezultata autors guva secinajumus un izstradaja priekslikumus par digitalizaciju ka
konkurgtspgjas veicinasanu Latvijas mazumtirdzniecibas nozares uznémumos.

Analitiskais apskats

Saja sadala ir izpétits jedziens “digitala transformacija”, “digitalizacija”, mazumtirdzniecibas
uzn@mumu ieviestas digitalitalas inovacijas, digitalizacijas attistibas stavoklis un to ietekme uz
uzn@muma attistibu, ka arT sniegts raksturojums par digitalizacijas ietekmi uz uznémumu
konkur&tsp&ju. Par pétijuma metodologisko un teorétisko pamatu kalpo mazumtirdzniecibas
digizalizacijas teorijas, Latvijas un arvalstu zinatnieku un p&tnieku darbi par mazumtirdzniecibas
nozares uznémumu digitalizaciju. Digitalas transformacijas definicijas ir apkopotas 1. tabula.

1. tabula. Digitalas transformacijas definicijas (Avots: Autora apkopojums)

Avots Definicija

Whatfix (2022) Digitala transformacija mazumtirdzniecibas nozaré ir jauna inovacija, kas
populara palika tikai pandémijas laika un aktivi saka attistities ne tikai Latvija,
bet arT visa pasaulé. Mazumtirdzniecibas digitala transformacija dévé par
tehnologiju ievieSanu mazumtirdzniecibas nozar€, lai uzlabotu darbibas
efektivitati, uzlabotu klientu pieredzi un veicinatu izaugsmi. Mazumtirdzniecibas
digitala transformacija ietver tadas darbibas ka bezkontakta pasiitiSana,
sanemsana pie ieejas, paSapkalpoSanas norékinu sist€mas, izmaksu optimizacija
un ar maksligo intelektu darbinamu produktu ietekme

Microsoft (2022) Jaunu tehnologiju, biznesa modelu un procesu parkarto§anu vai ieguldijumu
tajos, lai raditu vertibu klientiem un darbiniekiem un efektivak konkuret
nepartraukti mainiga digitalaja ekonomika

IBM (2020) Digitala transformacija ir izmantota uz klientu orient&ta un digitala pieeja visiem
uzn@mejdarbibas aspektiem, sakot no biznesa modeliem Iidz klientu pieredzei un
beidzot ar procesiem un darbibam.

OrgMapper Digitala transformacija ir process, kura tiek izmantotas digitalas tehnologijas, lai
raditu jaunus vai parveidotus biznesa procesus, kultiiru un klientu pieredzi, kas
atbilst mainigajam biznesa un tirgus prasibam.

Hitachi Solutions, Deba Maroto sniegtais skaidrojums par digitalo transformaciju “ta ir ideja, ka
(2022) uznémumiem ir jaizmanto jaunas tehnologijas un uznéméjdarbibas modeli, lai
motivetu savus darbiniekus biit produktivakiem un sniegt klientu vertibu.”
Varam.gov.lv Digitala trransformacija — digitalos risinajumos balstitas parmainas gan valsts
(2022) parvalde un biznesa vide, gan sabiedribas ikdienas paradumos. Ta ietver ne tikai

prasmes vai digitalus risinajumus — tas ir konceptualas izmainas cilvéku
domasanas kopuma.
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Autors, veicor definiciju vertéjumu, piekrit Deba Maroto sniegtajam skaidrojumam par digitalo
transformaciju. Apkopojot “digitalas transformacijas” minétas jédziena definicijas un autoru
viedoklus par jédzienu, secinats, ka katra nozare digitala transformacija var tikt skaidrota savadak,
bet tas butiba un nozime paliek nemainiga. Secinats a1 tas, ka digitala transformacija ir ciesi
saistita ar jeédzienu “digitalizacija”.

Microsoft sava majaslapa jeédzienu digitalizacija defin€ ka “biznesa procesu automatizacija
efektivitates un jiisu pelpas palielinaSanas varda. Projektu parvaldibas rika pienemsana, lai
uzlabotu radoSo projektu izsekoSanu, sazinu un versiju kontroli”. Tiek sniegts arT otrs jédziena
skaidrojums “fizisku vai analogu datu parvérSana ciparu datos, lai likvidétu papira lapu, viegli
uzglabatu informaciju un samazinatu cilvéku kliidas” (Microsoft, 2022).

Izp&tot abu jédzienu definicijas un to nozimi, secinats, ka digitala transformacija un ar to saistita
digitalizacija, ir kopgji saistitas ar sava biznesa vadiSanas veida pardomasanu un atjauno$anu no
pasa sakuma. Tacu preciza jédziena nozime dazkart pazid, jo vaditaji strada, lai atrastu labakos
risinajumus biznesa problému risinasanai.

Latvijas mazumtirdzniecibas nozari var uzskatit par vienu no butiskakajam Latvijas ekonomikas
vadosam pozicijam. Saskana ar Grant Thormton pétijuma datiem, mazumtirdznieciba ir viena no
visstraujak augo$sam nozaré€m, kas veicina ieguldijumus Latvijas tautsaimnieciba (sk. 1. att€lu).

TOP 10 strulktira TOP 20 struktira TOP 50 strulktira
1 1
1 2 -
4 i |
1
4
= Bivnieciba

= Varumtirdznieciba un mazumbrdznieciba; automobilu un motocikiu remonts
Operacias ar nekustamo fpasumu
= Lauksaimmeciba, meZsammieciba un zvsamnieciba
= Transports un uzglabaiana
] Fmangﬁ un apdrofinasanas darbibas
1 Profesionalie, zinatniskie un tehnskie pakalpojum
= Apsirades mpnieciba
Elekiroenergia, gazes apgade, silumapgade un gaisa kondiciong3ana
® Informacias un komumkacias pakalopojumi

1.att. Latvijas staujak augoSie uzn€mumi. (Avots: Grant Thornton, 2016)

Izpetot Latvijas Ekonomikas ministrijas sagatavoto parskatu par Latvijas ekonomikas attistibu,
autors secina, ka mazumtirdzniecibas nozares attistibas tendences joprojam ir saglabajusas, kas
liecina par to, ka nozare ir stabila neskatoties uz izaicinagjumiem un ierobezojumiem p&d€jo gadu
laika. Ar1 Centralas statistikas parvaldes dati liecina, ka mazumtirdzniecibas apgrozijumi Latvija
2023.gada pieauga. Ka norada Ekonomikas ministrija kopgjais apgrozijums salidzinajuma ar
2022.gadu sastada 20,4%, bet nemot véra straujo cenu kapumu, tas pieauga par 3,7%.
(Ekonomikas ministrija, 2023) (sk. 2. attelu).
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MAZUMTIRDZNIECIBAS UZNEMUMU APGROZIJUMS,

Izmainas % pret iepriek3€ja gada atbilstoSo meénesi, salidzinamas cenas, sezonali neizlidzinati dati

14.7
12.4

4 =13 16
I I i v v Vi Vil Vil IX X Xl Xl I

2022 2023

2.att. 2023.gads iesakas ar mazumtirdzniecibas pieaugumu (Avots: Ekonomikas ministrija, 2023)

Analizgjot mazumtirdzniecibas uznémumu ieviestas digitalalas inovacijas Latvija, secinats, ka
mazumtirdzniecibas nozare ir piedzivojusi strauju digitalizaciju. Mazumtirdzniecibas uzn€mumi
ir integr&jusi tadas digitalas opcijas ka:

— Pasapkalposanas kases un skeneri;

— Bezkontaktu autentifikacija un norékini;

— Mobilas lietotnes un maksligais intelekts;

— Elektorniskas ieejas kartes.

Uzsakoties digitalizacijai mazumtirdzniecibas nozar€ tika izveidotas tieSsaistes tirdzniecibas
platformas un attistiti jauni mazumtirdzniecibas parstavji. Izvert§jot iepriekS mingtos faktus,
secinats, ka mazumtirdzniecibas nozares vadoSajos uzn€mumos ir aktivi pielietotas jaunas
digitalas tehnologijas, kas Tpasi apveltiti ar uzmanibu no klientu puses. Pieméram, “Maxima”
veikalos uzstaditas pasapkalopsanas kases diena izmantoja 100 000 cilvéku, veicot maksajumus
ar bezkontakta tehnologijam (nra.lv, 2021). Toties, Rimi norada, ka 40% pirc&ju Latvija sagaida
dazadus jaunus digitalos risinajumus, kas atvieglo iepirk$anas procesus (Rimi, 2019).

Autors izdarot vertgjumu piekrit Martas Subko teiktajam, ka: Raugoties uz mazumtirdzniecibu
no e-komercijas perspektivas, miisdienas lielaka tendence ir atra iepirksanas tieSsaiste” (Forbes,
2022). Tas apliecina, ka mazumtirdznieciba ir iestdjies jauns attistibas posms un digitalas
inovacijas sak uznemt lielaku popularitati misdienu sabiedriba. Tapéc bitisks izaicinajums ir
identificét galvenos faktorus, kas ietekm& digitalizacijas konkur@tsp&ju Latvijas
mazumtirdzniecibas nozarg.

Pétijuma metodologija

Darba autors pétijuma datu iegliSanai izmantoja kvalitativa datu vakSanas metode literattiras
analize. Petjjuma datu ieglSanai digitalizacijas ka konkurtspgjas veicinaSanai
mazumtirdzniecibas nozares uzn€mumos Latvija, lai noskaidrotu partikas mazumtirdzniecibas
uzn€mumu paterétaju jeb klientu viedokli par digitalizaciju tika izstradata un veikta anketéSana,
kas izstradata péc literatiiras, kas apraksta digitalizaciju faktorus partikas mazumtirdzniecibas
uznémumos (Rimi, 2020). Veikta anketeSana tika balstita arT uz Likerta skalas principa. Lai
noskaidrotu paterétaju jeb klientu viedokli, tika ltgts sniegt 1sas atbildes uz jautajumiem un
novertét vinu pieredzi no 1 (loti slikti) Iidz 5 (loti labi). Datu apstradei tika pielietotas sekojosSas
metodes, faktoranalize, transkripcija, grafiska analize. Anketa tika izstradata un izsttita privati
respondentiem. Visi iegiitic dati tika apkopoti un uzskaititi automatiski. Respondenti aizpildot
anketu palika anonimi, netika ievakta atseviska informacija par respondentiem. Anketa piedalijas
60 respondenti (sk. 2.tabulu).
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2.tabula. Anketas respondentu profils (Avots: Autora veiktas anketas rezultatu apkopojums)

Mainigie Respondentu skaits %
Dzimums
Sieviete 44 73,3
Virietis 16 26,7
Vecums
17 0 0
18-25 35 58,3
26 - 40 14 23,3
41-50 6 10
51 - 60 5 8,3
61 un vairak 0 0
Regions kura dzivo
Vidzeme 2 3,3
Kurzeme 0 0
Latgale 29 48,3
Zemgale 0 0
Riga un Pieriga 29 48,3

Petijuma rezultati

Tika sanemtas 60 atbildes no Latvijas mazumtirdzniecibas uznémumu klientiem. Anketas mérkis
bija noskaidrot respondentu viedokli par digitalizacijas pieejamibu un pielietojuma efektivitati
partikas mazumtirdzniecibas uznémumos, un noskaidrot veért€jumu par mazumtirdzniecibas
uznémumu pielietotam digitalam tehnologijam. Tika konstat&ts, ka respondentiem iecienitakie
veikali ir “Maxima” 68.3%, “Rimi” 40% un “Lidl” 26.7%. Respondentu atbildes apliecina, ka
lideru pozicijas saglaba partikas mazumtirdznieciba uzp€mumi “Maxima”, “Rimi” un
jaunpienakoSais uzp€mums Latvijas tirg “Lidl”. Secinats, ka 11,7% respondentu veikala
apmeklésanas izveles kritérijs ir digitalas tehnologijas (mobila skenéSana, individualie pre¢u

skeneri). Par prioritati liekot cenu 61,7% un produkcijas kvalitati 51,7%.

3A. Kadi ir kriteriji veikala apmeklésanas izvélei?
60 atbildes

Cena

Produkcijas pieejamiba 28 (46,7%)
31 (51,7%)

29 (48,3%)

Produkcijas kvalitate

Tuvakais veikals dzlvesvietai
Apkalposanas servisa kvalitate 9 (15%)
Digitalas tehnologijas (MobTla s...
Akcijas iemilotajiem produktiem 22 (36,7%)
Erta pieejamiba ar auto

Nav rindas - ja par Sky, atri un f...

3.att. Kriteriji veikala apmeklesanas izvelei. (Avots: P&tijuma ietvaros veikta aptauja)

37 (61,7%)
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Autora skatfjuma respondentu zemais digitalo tehnologiju krit€rija novertéjums ir saistits ar to
pieejamibas trilkumu. Par pieradijumu autors izvirza respondentu sniegto atbilzu rezultatu par
pasapkalposanas kasu pieejamibu tuvakaja veikala dzivesvieta, kur 60% respondentu ir sniegusi
negativu atbildi. Analiz&jot respondentu sniegtas atbildes par iepirkSanos e-komercijas veikalos
58,3% nav izmantojusi $adu iepirkSanas veidu, bet gan izvélas iepirkties klatiené. Analiz€jot
sniegtos vertg§jumus par partikas veikalu attistibu un nodroSindgjumu dazados tehnologiskos
risingjumos, autors secina, ka lielakoties klientiem ir dalgji svariga tehnologisko risinajumu
attistiba, $adi uzskata 53,3% no aptaujatiem respondentiem. Respondentiem tika sniegta iespgja
novertét pieredzei iepé€rkoties Rimi e-komercijas veikala un Maxima e-komercijas veikala.
AnketgSanas rezultata tika noskaidrots, ka lielaka dala respondentu nelieto min&to veikalu e-
komercijas pakalpojumus. Uz giitiem datiem autors konstate, ka pieredze iepérkoties maxima e-
komercijas veikalos ir augstak novertéta, neka Rimi e-komercijas veikalos.

1C. Novertgjiet pieredzi ieperkoties Rimi e-komercijas veikala
60 atbildes

@1
9?2
@3
[
@5
@ Nelietoju

4.att. Klientu pieredzes vertgjums ieperkoties Rimi e-komercijas veikala. (Avots: P&tfjuma ietvaros
veikta aptauja)

Janorada, ka 21,7% anket&to respondentu sniegusi atbildi 3 (apmierino$a), savukart Maxima e-
komercijas veikala lielakais procentualais raditajs ir 21,7 atbildei 4 (laba). Autors secina, ka
respondentiem ir bijusi labaka pieredze Maxima e-komercijas veikala, kam par iemeslu ir lielaks
apmekletaju skaits.

2C. Noveértégjiet pieredzi iepérkoties Maxima e-komercijas veikala
60 atbildes

o1

@2
) 3

@4

®5

@ Nelietoju

5.att. Klietnu pieredzes vertejums ieperkoties Maxima e-komercijas veikala (Avots: Perijuma
ietvaros veikta aptauja)

Darba autors, izvert€jot respondentu sniegto vertejumu par veikalu lojalitates programmu, nonaca
pie secindjuma, ka to nozimigums ir svarigs klientu piesaistei. Maxima un Rimi lojalitates
programmas ir novertétas samerigi vienlidzigi, atSkirigi ir maximalie raditaji, kas Maxima
lojalitates programmas novertgjuma ir 17,2%, bet Rimi lojalitates programma ir 3,4%. Saskana

53



d EKONOMIKAS UN KULTURAS

AUGSTSKOLA

ar aptaujas vert€§jumiem Lidl lojalitates programma ir noverteéta ar zemakiem raditajiem.
Respondentiem tika liigts novertét cik nozimigs prieks viniem ir pasapkalposanas kases veikalos,
kur 33,3% sniedza maksimalo vert&jumu, bet 35% sniedza apmierinosu atbildi. VErtgjot sniegtas
atbildes par uzneémumu investicijam digitalo risinajumos ka konkur&tspé&jas veicinasanas faktoru,
tika identificéts, ka respondentu viedoklis dalas, bet 59,3% ir novertgjusi, ka digitalie risinajumi
var kalpot ka konkur&tsp€jas veicinoss faktors.

9C. Vai JUsuprat uznemumu investicijas digitalo risinajumu attistiba kalpo ka konkurétspéju
veicinoss faktors?
59 atbildes

[ WE
[ BVG
Dalgji

6.att. Vertejums par investicijam digitalo risinajumu attistiba ka konkur&tsp&u veicinoss faktors
(Avots: Petfjuma ietvaros veikta aptauja)

Secinajumi

Dara autors izstradaja savus secinajumus par digitalizaciju ka konkur&tsp&jas veicinosu faktoru
mazumtirdzniecibas nozares uznémumos:

— Digitala transformacija un digitalizacija mazumtirdzniecibas nozaré ir sameérigi jauna
inovacija, kas tikai atfistas un ienak Latvijas tirgli. Toties, plasi pieradot tas
nepiecieSamibu;

— Mazumtirdzniecibas nozares uznémumu integrétas digitalas opcijas piesaista klientu
uzmanibu un veicina to pieaugumu. Investicijas dazadas digitalas tehnologijas ir
apliecinajusas to nepiecieSamibu klientu apmierinatibai;

— Latvija liela dala cilveku izmanto ierasto iepirkSanas veidu, atsakoties no iepirksanas e-
komercijas veikalos;

— Apkopojot aptaujas datu rezultatus, tika identificéts, ka mazumtirdzniecibas nozares
uznémumu klietniem ir svariga veikala digitalo tehnologiju attistiba. Klientiem ir svarigas
veikalu lojalitates programmas un iesp&jas izmantot pasapkalposanas kases un citas
digitalas tehnologijas.
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Vivita Leismane. LATVIJAS ORGANIZATORU IESPEJAS PASAKUMU ORGANIZESANAI
ITALIJA

Ekonomikas un kultiras augstskola
Magistra studiju programma “Starptautisko kultiras projektu vadiba”
E-pasts: leismanevivita@gmail.com

Zinatniskais vaditajs: Dr.sc.pol., docente, Inese Abolina

Anotacija

Pétijuma aktualitate: Cilvéku ambicijam augot veidojas pieprasijums péc pasakumiem arpus Latvijas un
ta ka celosana misdienas ir tik pieejama, klientam tikai atliek izv€leties valsti. Tas viss liek arT pasakumu
organizatoriem mekl&t sadarbibas partnerus visas top pasakumu organizg$anas vietas uznemoties risku, ka
katra valsti ir sava kultiira, tradicijas un savi noteikumi pasakumu organizésanai.

Pétijuma meérkis: Balstoties uz augoso pieprasjjumu organizét pasakumus arpus Latvijas, izpé&tit no
pasakumu organizésanas un kultiiras viedokla vienu no top pasakumu vietam Eiropa — Italiju. Salidzinat
Italijas un Latvijas kultiiras segmentus.

Pétijuma metodes: Latvijas pasakumu nozares eksperta intervija ar mérki noskaidrot vina pieredzes stastu
darba arpus Latvijas, padzilinati uzzinot Italijas pieredzi. Veikta arT SVID analize, lai uzskaititu stipras un
vajas puses, iespejas un draudus.

Sasniegtie rezultati: Sapratne par Italijas kultiras dzives uzblivi un iespgjam Latvijas organizatoram
organizgt pasakumus Italija.

Atslégas vardi: kultura; pasakumu organizg€$ana; starptautisks pasakums; Latvija; Italija.

levads

Cilveku ambicijam augot veidojas pieprasijums péc pasakumiem arpus Latvijas un ta ka celoSana
miusdienas ir tik pieejama, klientam tikai atliek izv€leties valsti. Tas viss liek arT pasakumu
organizatoriem mekl&t sadarbibas partnerus visas top pasakumu organizgSanas vietas uznemoties
risku, ka katra valst1 ir sava kultiira, tradicijas un savi noteikumi pasakumu organizesanai.

Balstoties uz augoSo pieprasijumu organiz&t pasakumus arpus Latvijas, izp&tit no pasakumu
organizéSanas un kulttras viedokla vienu no top pasakumu vietam Eiropa — Italiju. Salidzinat
Italijas un Latvijas kulttiras segmentus.

Latvijas pasakumu nozares eksperta intervija ar mérki noskaidrot vina pieredzes stastu darba
arpus Latvijas, padzilinati uzzinot Italijas pieredzi. Veikta art SVID analize, lai uzskaititu stipras
un vajas puses, iesp&jas un draudus. Sapratne par Italijas kultliras dzives uzbtivi un iesp&jam
Latvijas organizatoram organizet pasakumus Italija.

Analttiskais apskats
1996. gada 23. oktobrT tika noslégts Latvijas Republikas valdibas un Italijas Republikas valdibas
ligums par sadarbibu kulttira, zinatn€ un tehnologija.

Kulturizglitiba. Notiek aktiva sadarbiba kultirizglitibas joma, ir noslégti vairaki augstskolu
sadarbibas Iigumi ar Italijas augstakas izglitibas iestadem Eiropas Savienibas programmu
ietvaros. Vienlaikus Italijas valdiba nodrosina stipendijas Latvijas studentiem studijam Italija.
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Aktiva sadarbiba ar Italijas izglitibas iestadeém ir Latvijas Kultiiras akadémijai (LKA) invierno
Latvijas Makslas akadeémijai (LMA) un Jazepa Vitola Latvijas Miizikas akadémijai (JVLMA).
Latvijas Kulttiras akadémija (LKA) kops 2005. gada ir atvérta studiju programmas Starptautiskie
kultiiras sakari apak$programma Starpkultiiru sakari Latvija - Italija.

Kino. Latvijas filmas tiek regulari picteiktas nozimigakajos festivalos Italija: Venice IFF, Rome
IFF, Trento IFF, Trieste IFF, Torino IFF.

Literatuira. Starptautiskajai rakstnieku un tulkotaju majai Ventspili ar Italiju ir neliela, bet loti
produktiva sadarbiba. Kops 2016. gada rakstnieku un tulkotaju maja viesojas Silvija Pozi (Silvia
Pozzi), Margarita Karbonaro (Margherita Carbonaro), DZiovanna Karideja (Giovanna Caridei),
Klaudio Pozani (Claudio Pozzani).

Latvijas un Italijas divpusgjas attiecibas ir labas, politiskais dialogs notiek dazados Itmenos. 2021.
gada Latvija un Italija atzZimé nozimigas gadadienas — simtgadi kop$ diplomatisko attiecibu
nodibinasanas un 30 gadus kop$ atbalsta Latvijas neatkaribas atjaunoSanai un diplomatisko
attiecibu atjaunosanas.

Italija nav oficialas "kultiiras" definicijas, ka arT nav noteiktas kultiiras, tomér Italija vienmer ir
aktivi iesaistTjusies teorctiskaja darba, ko veic starptautiskas organizacijas, lai izveidotu kopgju
kulturas definiciju, ka priekSnosacijums statistikas saskanosSanai un salidzinamibai starp valstim.
Sakotngja Eurostat kultiras nozares definicija, par kuru vienojusies Italijas valdiba un pargjas ES
valdibas aptveéra $adas jomas: mantojums, arhivi, bibliotekas, vizuala maksla un arhitektiira,
skatuves maksla, gramatas un prese, kino un audiovizualaja sektora. ESSnet 2013. gada
pievienoja arT makslas amatniecibu un reklamu. Italijas kulttrpolitika, kuras pamata ir Italijas
konstitiicija (1947) un tas pamatprincipi, skaidri atsaucas uz cilvektiesibam, cilvéka attistibu,
kultiiras mantojuma saglabasanu un kolektivas izpausmes.

Latvijas kultiras definicija — Kultiiras aktivitates, kas balstas uz individualo vai kolektivo
radosumu, prasmé&m un talantu un kuras, izveidojot un izmantojot intelektualo Ipasumu, spgj celt
labklajibu un radit darba vietas. Radosas industrijas rada, attista, razo, izmanto, izrada, izplata,
saglaba produktus, kam piemit ekonomiska, kultiiras un/vai izklaides vertiba.

Kulttras un radosas industrijas ietver $adas nozares: arhitektiira, dizains, kino, izpilditajmaksla,
vizuala maksla, mizika, izdevgjdarbiba, televizija, radio un interaktivie mediji, reklama,
datorspéles un interaktivas programmatiiras, kultiiras mantojums, kultiiras izglitiba, atputa,
izklaide un citas kultiiras darbibas.

Pé&tTjuma metodologija

Autors sava darba péeta Italijas un Latvijas sadarbibu, jédzienu “kulttra”, katras valsts
kulttrpolitikas mérkus un prioritates, kultiiras parvaldes modelus, kultiiras patérina tendences,
nozimigakas institiicijas, ka tas savstarpgji sadalijjuSas ietekmes sferas, pieeja kulttras
finans€Sanai, likumdoSanu, kas reglamentg kultiiras jomu un datus par Covid pand€mijas ietekmi
uz kultiiras jomu.

Petijuma metodes: Latvijas pasakumu nozares eksperta intervija ar merki noskaidrot vina
pieredzes stastu darba arpus Latvijas, padzilinati uzzinot Italijas pieredzi. Veikta ar1 SVID analize,
lai uzskaitttu stipras un vajas puses, iesp&jas un draudus.

Pétljuma ierobezojumi: Autors vé€las izcelt 2 lietas - jaunako datu skopo pieeju (Italijas
vestniecibas majas lapa jau nestrada vairakas nedglas, arT komunikacija ar vEstniecibu notiek loti
gausi); Latvija ir vél parak maz pasakumu organizatori, kas organiz&jusi pasakumus tiesi Italija.

Pie sasniegtajiem rezultatiem autors min lielaku sapratne par Italijas kultiiras dzives uzbiivi un
iesp&jam Latvijas organizatoram organizét pasakumus Italija.
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Pétijuma rezultati

Projekts tika planots veselu gadu pirms ta realizacijas. Planosana notika gan klatiené Latvija un
Italija, gan attalinati caur e-pastiem, Whatsapp un Telegram aplikacijam. Pasakuma organizatore
visu projekta darbu sadala septinos posmos — no lokaciju rezervacijas lidz pasakuma norises
koordingsanas klatieng, Italija (1.att.).

Laika plans
4,5

3,5
2,5
15
0,5

Lokacijas Nepieciesamo  leligumiun Programmas un Viesu Komandas Pasakuma
rezervacija treSo pusu dizaina norises s€dinasnanas briefings norises
rezervacija koncepta sastadiSana  plana izveide koordinésana
izstrade

e [ aika plans

1.att. Pasakuma laika plans pa soliem (Avots: Autores veidots)

Ja runa par iesp€jamajiem riskiem $ada veida (arpus Latvijas) organizetajiem pasakumiem, ka
vietu izv€loties Italiju, pasakuma organizatore min 3 galvenos riskus:

— Italija ir pilnigi citas valsts likumdoSana, attiecigi ir iespgjas, ka kaut ko palaizam garam
vai neesam 100% kompetenti. Organizatore piebilsts, ka vinas lielaja pasakumu
organizg€Sanas prakse vinai gan ta nav gadijies.

— Neesot sava ierastaja vide jarekinas ar to, ka nav "savgjo" sakaru visas iestades, ka tas
ierasts Latvija, tapec ir jarekinas, ka daudzu jautdjumu risinasana aiznems vairak laika,
neka tas biitu organizgjot pasakumu Latvija, sava vide.

— Organizgjot pasakumu cita valst ir jarekinas ar valodas barjeru. Organizatore gan
nomierinot informe, ka lielaka dala top lokaciju un sagadnieku runa angliski. Bet
jarekinas arf ar to, ka vinu anglu valoda nav izcila un rada parpratumus komunikacija.

Autors papildinot pasakuma organizatores teikto ir veicis SWID analizi, kura apskatijis ieksgjo
un argjo vidi, stipras un vajas puses, iespgjas un draudus.

1. tabula. SWID analize (Avots: Autores apkopojums)

Iekseja vide

Stipras puses Vajas puses
— Italijas atrodas Eiropa, kas nozimé, ka — Itali vairak ciena tos, kas prot komunicét vinu
nokl@iSana uz to nav apgriitinosa; valoda, tatad, dazas situacijas naktos
— Ttali ir prasigi, tap&c pakalpojumu kvalitate saskarties ar valodas barjeru;
bis Itment, — Ta ka Italija ir top pasakumu valsts, tad
— Salidzinot ar citam Eiropas valstim Italija ir pieejamiba pasakuma vieta ierobezota;
vidgja cenu Itment;
— [talija ir daudz skaistu arhitektiiras lokacijas
dazadam gaum@m un “macinam”;

58



4 ;
EKONOMIKAS UN KULTURAS
AUGSTSKOLA

— [Italija lielakoties ir siltaki laikapstakli neka — Mits, ka itali var neatbildét nedélam nav mits,
Latvija, kas nozimée, ka pasakumus var ne visi itali pieiet darbam profesionali, atbildi
organizet visa gada griezuma. var nakties gaidit vairakas dienas.

Argja vide
Iespéjas Draudi

— Klientu augsta pirktsp&ja; — Konkurences palielinasanas;

— Jaunu klientu piesaistiSana ar efektivu — Profesionala darbaspéka trukums;

— Reklamu; — Ekonomiskie apstakli;

— lespgja izveidot jaunus, nebijusus — Starpvalstu ierobeZojumi.

— sadarbibas modelus;

— lespéja iekarot jaunus tirgus.

Secinajumi

Izstradajot projekta darbu, darba autors nonaca pie sekojosiem secinajumiem:

Italija ir valsts, kura piedava loti daudz iespgjas organiz&t pasakumus tiesi pie viniem, bet
ir jarekinas ar valodas barjeram, citu mentalitati, citu kultiiru, tradicijam, problémas
risinaSanas metode€m un atSkirigu kultiras segmentu ka tadu.

Veicot SVID analizi, tika noskaidrots, ka klientu pirktsp&jai augot var palielinaties
konkurence, tapec ir svarigi padomat par efektivu jaunu klientu piesaisti, iesp&ju izveidot
jaunas, nebijusas sadarbibas vai iesp&ju iekarot jaunus tirgus. Protams, ir jarékinas arf ar
profesionala darba speka triku un ekonomiskiem apstakliem.

Nemot vera intervijas rezultatu Latvijas pasakumu organizatoriem visvieglak biitu stradat
ar augsta Itmena Italijas sadarbibas partneriem, kas savu darbu izdara Iimeni un ar augstu
atbildibas sajitu.

Pamatojoties uz izstradato projekta darbu un izvirzitajiem secinajumiem, darba autors ir
izstradajusi sekojosus priekslikumus:

Lai uzsaktu darbu cita valst, ir svarigi iepazities ar vinu kultiiru, v€sturi, tradicijam un,
protams, idealaja varianta — iemactties art vinu valodu.

Nemot vera interviju autors iesaka sakuma nekoncentréties tikai uz vienu valsti. Ir svarigi
iepazities ar vairakam, lai saprastu kura no visam ir ta, kas uzruna visvairak un tad tur ari
“nobazeties” un koncentrét visu savu uzmanibu, un darbus.

Pazisanas jebkuros laikos bijusi zelta vertg, tapec ir svarigi meklet draugus valsti, kura
velies organizet pasakumus. Tie var bt draugi, kas parc€lusies uz konkréto valsti un, kas
var padalities ar savu pieredzi un atklajumiem. Ta var bt konkr&tas valsts vEstnieciba ar
kuru draudzgjoties pastav iespgja tikt pie tieSiem kontaktiem kultiiras nozarg.

Izmantotas literatiiras un informacijas avotu saraksts

“Analitisko pétTijumu un stratégiju laboratorija” un SIA ,,SKDS” (2020). Kultiras patérina un
lidzatbildibas ietekmes pétijums. Elektroniskais resurss [skatits 5.01.2023]. Pieejams:
https://www.km.gov.Iv/Iv/media/11801/download

Cultural

Policies (2023). Italy. Elektroniskais resurss [skatits 20.11.2022]. Pieejams:

https://www.culturalpolicies.net/database/search-by-country/country-profile/?id=20Latvijas
Véstnesis https://www.vestnesis.lv

59


https://www.km.gov.lv/lv/media/11801/download
https://www.vestnesis.lv/

V} EKONOMIKAS UN KULTURAS
AUGSTSKOLA

Dianel (2017). Italian Cultural and Creative Industries by Fulvia Santovito. Elektroniskais
resurss [skatits 29.11.2022]. Pieejams: https://dialnet.unirioja.es

Italia (2022). Documentation. Elektroniskais resurss [skatits 09.12.2022]. Pieejams:
https://www.italia.it/en/practical-information/documentation

Italijas véstnieciba / Ambasciata d'Italia Riga (2022). [talija un Latvija. Elektroniskais resurss
[skatits 20.11.2022]. Pieejams: https://ambriga.esteri.it/ambasciata_riga/lv/i_rapporti_bilaterali/

Kolosova, A. (2022a). Ligavam. Elektroniskais resurss [skatits 09.12.2022]. Pieejams:
https://ligavam.lv/idejas-padomi/kazu-rikotaja-alise-kolosova-mans-draivs-ir-nevis-nopelnit-
bet-piedzivot

Kolosova, A. (2022b). Weddings. Elektroniskais resurss [skatits 09.12.2022]. Pieejams:
https://www.alisekolosova.com/

Kulttras ministrija (2020). Kultiiras un radoso industriju definicija. Elektroniskais resurss [skatits
09.11.2022]. Pieejams: https://www.km.gov.Iv/lv/kulturas-un-radoso-industriju-definicija

Latvijas kultoiras akadémija (2020). Veikts pétijums par Covid-19 pandemijas ietekmi uz kultiiras
nozari. Elektroniskais resurss [skatits 5.01.2023]. Pieejams:
https://Ika.edu.lv/lv/aktuali/jaunumi/veikts-petijums-par-covid-19-pandemijas-ietekmi-uz-
kulturas-nozari/

Latvijas vestnesis (2020). Par Latvijas valsts kultirpolitiku. Elektroniskais resurss [skatits
5.01.2023]. Pieejams: https://www.vestnesis.lv/ta/id/36347

Likumi (2022). Par Latvijas Republikas starptautiskajiem ligumiem. Elektroniskais resurss
[skatits 27.11.2022]. Pieejams: https://likumi.lv/ta/id/57840-par-latvijas-republikas-
starptautiskajiem-ligumiem

Live Science (2022). Italian Culture: Facts, Customs & Traditions. Elektroniskais resurs [skatits
13.11.2022]. Pieejams: https://www.livescience.com/44376-italian-culture.html

Statista (2022). Year-over-year change in revenue of companies in the cultural and creative
industries during the coronavirus (COVID-19) pandemic in Italy in 2020, by segment.
Elektroniskais resurss [skatits 14.12.2022]. Pieejams:
https://www.statista.com/statistics/1241655/cultural-and-creative-companies-revenue-change-
during-covid-19-italy/

Unesco (2016). Italy 2016 Report. Elektroniskais resurss [skatits 09.11.2022]. Pieejams:
https://en.unesco.org/creativity/monitoring-reporting/periodic-reports/available-reports-31/

60


https://dialnet.unirioja.es/
https://www.italia.it/en/practical-information/documentation
https://ambriga.esteri.it/ambasciata_riga/lv/i_rapporti_bilaterali/
https://ligavam.lv/idejas-padomi/kazu-rikotaja-alise-kolosova-mans-draivs-ir-nevis-nopelnit-bet-piedzivot
https://ligavam.lv/idejas-padomi/kazu-rikotaja-alise-kolosova-mans-draivs-ir-nevis-nopelnit-bet-piedzivot
https://www.alisekolosova.com/
https://www.km.gov.lv/lv/kulturas-un-radoso-industriju-definicija
https://lka.edu.lv/lv/aktuali/jaunumi/veikts-petijums-par-covid-19-pandemijas-ietekmi-uz-kulturas-nozari/
https://lka.edu.lv/lv/aktuali/jaunumi/veikts-petijums-par-covid-19-pandemijas-ietekmi-uz-kulturas-nozari/
https://www.vestnesis.lv/ta/id/36347
https://likumi.lv/ta/id/57840-par-latvijas-republikas-starptautiskajiem-ligumiem
https://likumi.lv/ta/id/57840-par-latvijas-republikas-starptautiskajiem-ligumiem
https://www.livescience.com/44376-italian-culture.html
https://www.statista.com/statistics/1241655/cultural-and-creative-companies-revenue-change-during-covid-19-italy/
https://www.statista.com/statistics/1241655/cultural-and-creative-companies-revenue-change-during-covid-19-italy/

(_.(.-\\-'N T4 i(

J e &
2 E= )eka

< 2001 AV J EKONOMIKAS UN KULTURAS
<9€ Q
RTA KO\:" AUGSTSKOLA

Andrei Rodionov. MUZIKALAS STRAUMESANAS PLATFORMAS SPOTIFY SKANDARBU
IERINDOSANAS KORELACIJA BALSTOTIES UZ SKANDARBU TEMPU

Ekonomikas un kultiiras augstskola
Magistra studiju programma “Starptautisko kultiras projektu vadiba”
E-pasts: andrejs@parit.lv

Zinatniskais vaditajs: MBA, docente, Jelena Budanceva

Anotacija

Pétijuma aktualitate: 2008. gada par miizikas produktu izmantoSanu izmaksata autoratlidzibas summa
sasniedza USD 5 000 000 000 un 1idz 2017. gadam ta parsniedza USD 8 000 000 000 (Wood, 2022). 2021.
gada atlidzibas apmers sasniedza USD 16 800 000 000. Paredzams, ka 1idz 2027. gadam atlidzibas apjoms
tiesibu Tpasniekiem no straumé$anas pakalpojumiem bas USD 18 600 000 000. (Wood, 2022). Pirma
digitalas mizikas platformu kapitalizacija sakas 2005. gada ar iTunes veikala atvérSanu. Taja bridi
autortiesibu IpasSniekiem izmaksata atlidziba bija USD 15 000 000 000 gada. Visa atlidziba lidz tam tika
maksata no fizisko datu nes€ju pardosanas un izmantosanas.

Pétijuma merkis: Projekta darba mérkis ir analizét konkréto muzikalo darbu komponentu ietekmi uz
straumesanas skaitu un popularitati digitalas miizikas platforma.

Pétijuma metodes: dokumentu analize; sekundarie dati.

Sasniegtie rezultati: ir izanalizéta konkréto muzikalo darbu komponentu ietekme uz atskano$anas skaitu
un popularitati digitalas mizikas platforma.

Atslegas vardi: strauméSana; skandarbs; Spotify; rindoSana.

levads

Digitalas miizikas straumésanas platformas ir interneta resurss, kur lietotajam ir iesp€ja klaustties
sev vélamu vai Sobrid pasu popularako jeb klausitako maziku. Spotify ir viena no vadosakajam
strauméSanas platformam, kuras biblioteka ir vairak neka 80 miljoni ierakstu un 4 miljoni
augsSupielades nosaukumu. Spotify ir vairak neka 400 miljoni klausitaju, no kuriem 188 miljoni
ir premium klases abonenti. Sie pakalpojuma abonétaji ir izvél&jusies maksat par premium klases
pakalpojumiem. (Alexis, 2022) Ari makslinieku un dziesmu skaits, kas platformas ievieto
produktus, nepartraukti pieaug. Katru dienu strauméSanas platforma tiek ievietoti vairak neka 100
000 jaunu muzikas produktu. (Ingham, 2022)

Visi maksas strauméSanas pakalpojumi, sarindojot muzikas darbus, balstds uz organiskiem
raditajiem: ieraksta klausiSanas dzilumu, atkartotu klausiSanas reizu skaitu, klausiSanas reizu
skaita stabilitati laika gaita, lietotaju reakciju uz darbu strauméSanas pakalpojuma ( pievieno$ana
sarakstiem, atziméSana ka patika utt.)). lesp&as komerciali reklamét darbus lielakajas
straum@Sanas platformas ir ievérojami ierobezotas. (Wood, 2022) Tadgjadi galvenais faktors, kas
sekmé darba popularize$anu straumésanas platformas, ir nevis argjie marketinga faktori, bet gan
pasa darba komponenti un pasibas.

Darba projekta meérkis: izpetit muzikalas straumé&Sanas platformas Spotify skandarbu
ierindosanas korelaciju balstoties uz skandarbu tempu.
Darba mérka sasniegSanai tika izvirziti §adi uzdevumi:

— Izpétit un analizét skandarbu tempa biitibu;

— Izpétit straumesanas platformas Spotify skandarbu ierindo$anas noteikumus;
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— Izpetit 100 noklausttakus straumésanas platforma Spotify skandarbus skandarbu tempu;
— Izstradat secinajumus un priekslikumus.

Pétijuma aktualitate: Pirma digitalas muzikas platformu kapitalizacija sakas 2005. g. ar iTunes
veikala atvérSanu. Toreiz autortiesibu ipasniekiem izmaksata atlidziba bija USD 15 000 000 000
gada. Visa atlidziba Iidz tam tika maksata no fizisko datu nes€ju pardoSanas un izmantosanas.
Kops 2005. gada tirgus ir uzradijis gandriz eksponencialu izaugsmi. 2008. gada par miizikas
produktu izmantoSanu izmaksata autoratlidzibas summa sasniedza USD 5 000 000 000 un Iidz
2017. gadam ta parsniedza USD 8 000 000 000. (Wood, 2022) 2021. gada atlidzibas apmers
sasniedza USD 16 800 000 000. Paredzams, ka Iidz 2027. gadam atlidzibas apjoms tiesibu
IpaSniekiem no strauméSanas pakalpojumiem biis USD 18 600 000 000. (Wood, 2022)

Pétijuma objekts: muzikas strauméSanas platformas Spotify pasaules klausitako kompoziciju
saraksts laika posma no 2006. gada lidz 2022. gadam.

Pétijuma priekSmets: kompoziciju tempa ietekme uz strauméSanas skaitu digitalas muzikas
platforma Spotify.

Pétijuma datu ieguves metodes:
— Dokumentu analize;
— Sekundarie dati.
Pétijuma datu apstrades metodes:
— Aprakstosa statistika,
— Transkripcija.

Pétijuma veikSanas periods: Petijums tika veikts no 15.12.2022.-25.01.2023.

Analitiskais apskats

Digitalas miizikas straumesanas platformas ir interneta resurss, kur lietotajam ir iespgja klaustties
sev velamu vai Sobrid paSu popularako jeb klausitako miiziku. Spotify ir viena no vadosakajam
strauméSanas platformam, kuras biblioteka ir vairak neka 80 miljoni ierakstu un 4 miljoni
augSupielades nosaukumu. Spotify ir vairak neka 400 miljoni klausttaju, no kuriem 188 miljoni
ir premium klases abonenti. Sie pakalpojuma abon&taji ir izvélgjusies maksat par premium klases
pakalpojumiem. (Alexis, 2022) Ari makslinieku un dziesmu skaits, kas platformas ievieto
produktus, nepartraukti pieaug. Katru dienu straum&sanas platforma tiek ievietoti vairak neka 100
000 jaunu muzikas produktu. (Ingham, 2022)

Visi maksas strauméSanas pakalpojumi, sarindojot muzikas darbus, balstds uz organiskiem
raditajiem: ieraksta klausiSanas dzilumu, atkartotu klausiSanas reizu skaitu, klausiSanas reizu
skaita stabilitati laika gaita, lietotaju reakciju uz darbu straumésanas pakalpojuma (pievienosana
sarakstiem, atzZiméSana ka patika, utt.). lespgas komerciali reklamet darbus lielakajas
strauméSanas platformas ir ieveérojami ierobezotas (Wood, 2022). Tapéc galvenais faktors, kas
sekmé darba populariz€Sanu straum&Sanas platformas, ir paSa darba 1pasibas.

BPM jeb pilnaja nosaukuma beat per minute ( no anglu val. sitiens miniites laika) ir muzikas
raksturojums, kas apzimé tempu. Katra sitiena ilgums ir atkarigs no skandarba laika signala.
Laika zZimé, kuras apaksdala ir Cetrinieks (pieméram, 2/4, 3/4, 4/4, 5/4 utt.), katrs sitiens atbilst
ceturtdalas notij. Tatad 4/4 laika ik p&c Cetriem sitieniem var izjust pilnu mérjjumu. (Storey, 2017)

Ir pienemti sekojosie tempu iedalijumi atkariba no sitienu skaita mindite:
— Larghissimo: Joti, loti Ieni, praktiski velko$i (20 BPM un zemak);
— Grave: loti 1eni (20-40 BPM);
— Lento: loti 1&ni, tom&r nedaudz atrak par grave (40—60 BPM);
— Largo: vissizplatitakais 1€nais temps (40—60 BPM);
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— Larghetto: saméra 1€nais temps (60-66 BPM);

— Adagio: lénais temps, kura nosaukums var noziméet “pastaiga’’ (66—76 BPM);

— Adagietto: dalgji 1&ns (70-80 BPM);

— Andante: popularais temps, kura nosaukumu var iztulkot ka “ejoss” (76—-108 BPM);

— Moderato: méréns temps (108-120 BPM);

— Allegro moderato: saméra atrs (112-124 BPM);

—  Allegro: uzskatams par vispopularako, saucamais par sirds tempu, kaut gan sirds temps
ir ievérojami lenakais (120-168 BPM);

— Vivace: dzivs, atrs (168-176 BPM);

— Presto: loti atrs; izplatits klasiska muzikas simfonijas atras dalas (168-200 BPM);

— Prestissimo: arkartigi atrs (vairak neka 200 BPM) (Storey, 2017).

Pétijuma metodologija

Izmantojot literatiiras analizi, tika noskaidrots, kadi faktori ietekmé& skandarbu ranzé$anu Spotify
muzikala platforma, kadas kategorijas tiek sadaliti skandarbi pé&c tempa. Tika izanalizeti 100
popularakie skandarbi spotify platforma (sk. 1. tabulu). Tika nemts véra temps un noklausisanas
kopgjais skaits. Turpmak skaitlu analize tika veidota, sadalot skandarbus p&c tempa kategorijam,
summgéjot popularako skandarba skaitu katra kategorija, ka art kopgjo noklausisanu skaitu katra
tempa kategorija. Pamatojoties uz datu analizi, tika izsecinats, kadas tempa kategorijas izmantot
vissracionalak veiksmigai straumé&Sanai platforma Spotify, savukart kadas — vissneracionalak.

Pétijjuma rezultati
Analizgjot Spotify oficialo informaciju, tika izsecinats, ka, faktiski vienigais stauméSanas
palielinasanu ietekméjoSs faktors ir iepriek§€jo noklausiSanu skaits, ka ar1 tika izsecinats, ka ir

ievérojama korelacija starp skandarba tempu un ta noklausisanas popularitati.

1. tabula. BPM kategoriju pielietojuma skaits un noklausi$anas skaits (Avots: Autora apkopojums)

Tempa kategorija Skandarbu skaits | NoklausiSanu skaits
Larghissimo (20 BPM un zemak) 0 0
Grave (20-39 BPM) 0 0
Lento (40-59 BPM) 0 0
Larghetto (60-65 BPM) 1 1,498
Adagio (66—69 BPM) 0 0
Adagietto (70-75 BPM) 2 3,734
Andante (76-108 BPM) 39 74,462
Moderato (109-119 BPM) 11 19,977
Allegro moderato (120-124 BPM) 12 21,138
Allegro (124-168 BPM) 23 42,049
Vivace (169-176 BPM) 7 14,06
Presto (176-199BPM) 5 8,53
Prestissimo (vairak neka 200 BPM) 0 0

Visspopularakais temps popularos skandarbos ir Andante (76-108 BPM), ka art Allegro (124-168
BPM). Tempa kategorijas, kuras atrodas pa vidu starp divam aug§minetam, jeb Moderato (109-
119 BPM) un Alegro Moderato (120-124 BPM) ari diezgan popularas. Atrakie un 1enakie tempi
ir izmantojami popularos skandarbos ievérojami rétak. Savukart radikali atrie vai radikali 1€nie
tempi netika pamaniti.
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Secinajumi

Izpetot teorijas literatiiru un zinatniskos rakstus par muzikalas strauméSanas platformas Spotify
skandarbu ierindoSanas korelaciju balstoties uz to tempu, ka arT analiz&jot apkopoto datu un
interveto respondentu atbildes, kuriem ir bijusi pieredze skandarbu izveidé un straum&Sana
Spotify tika secinats, ka:
— Pamatfaktors, kur§ nosaka skandarba straumés$anas biezumu platforma, ir klausitaju
interese par $o skandarbu vai to izveidotaju;
— Korelacija starp skandarba tempu un atskanoSanas biezumu ir konkréta un ievérojama.

Balstoties uz veikta pétijuma rezultatiem, darba autors izvirza $adus priekslikumus:
— Pamat faktors, kuram ir japieverS uzmaniba promocija, ir noklausiSanas skaitu
palielinajums;
— Skandarbam ir vélams biit tempa diapazona 76-168 BPM. Nav ieteikts izmantot radikali
lenus vai radikali atrus tempus.
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Pielikumi

. pielikums. Informacija par Spotify Top-100 (sk. 1. tabulu)

. tabula. Spotify Top-100 ar noklausi$anas reizu skaitu un tempu (Avots: Autora apkopojums)

Nr. | Nosaukums N'O.k|aL'JS., Izpilditajs BPM
milj.reizes
1 "Blinding Lights" 3.363 The Weekend 171
2 ""Shape of You" 3.348 Ed Sheeran 96
3 "Dance Monkey" 2.737 Tones And | 98
4 "Someone You Loved" 2.616 Lewis Capaldi 110
5 "Rockstar" 2.585 Post Malone featuring 21 Savage 160
6 "Sunflower" 2.525 Post Malone and Swae Lee 90
7 "One Dance" 2.510 Drake featuring Wizkid and Kyla 104
8 "Closer" 2.446 The Chainsmokers featuring Halsey 95
9 "Believer" 2.353 Imagine Dragons 125
10 | "Stay" 2.340 The Kid Laroi and Justin Bieber 170
11 | "Seifiorita" 2.324 Shawn Mendes and Camila Cabello 117
12 | "Perfect" 2.295 Ed Sheeran 95
13 | "Heat Waves" 2.237 Glass Animals 81
14 | "Say You Won't Let Go" 2.216 James Arthur 85
15 | "Bad Guy" 2.195 Billie Eilish 135
16 | "Starboy" 2.154 The Weeknd featuring Daft Punk 186
17 | "Thinking Out Loud" 2.145 Ed Sheeran 79
18 | "Lucid Dreams" 2.137 Juice WRLD 84
19 | "Don't Start Now" 2.123 Dua Lipa 124
20 | "God's Plan" 2.094 Drake 77
21 | "Lovely" 2.091 Billie Eilish and Khalid 115
22 | "Watermelon Sugar" 2.080 Harry Styles 95
23 | "Photograph" 2.055 Ed Sheeran 108
24 | "Bohemian Rhapsody" 2.027 Queen 144
25 | "Something Just Like This" 2.019 The Chainsmokers and Coldplay 103
26 | "Shallow" 1.991 Lady Gaga and Bradley Cooper 96
27 | "Love Yourself" 1.965 Justin Bieber 100
28 | "Sad!" 1.960 XXXTentacion 75
29 | "Circles" 1.947 Post Malone 120
30 | "Sweater Weather" 1.947 The Neighbourhood 124
31 | "Take Me to Church" 1.937 Hozier 129
32 | "All of Me" 1.933 John Legend 120
33 | "Thunder" 1.890 Imagine Dragons 168
34 | "7 Rings" 1.885 Ariana Grande 140
35 | "Goosebumps" 1.879 Travis Scott featuring Kendrick Lamar 130
36 | "Jocelyn Flores" 1.875 XXXTentacion 134
37 | "Havana" 1.843 Camila Cabello featuring Young Thug 105
38 | "Stressed Out" 1.824 Twenty One Pilots 170
39 "XO Tour LIif3" 1.820 Lil Uzi Vert 155
40 | "As It Was" 1.811 Harry Styles 174
41 | "New Rules" 1.800 Dua Lipa 116
42 | "Counting Stars" 1.791 OneRepublic 122
43 | "Happier" 1.791 Marshmello and Bastille 81
44 "Wake Me Up" 1.778 Avicii 124
45 | "Humble" 1.777 Kendrick Lamar 150
46 | "Let Her Go" 1.774 Passenger 75
47 | "Sicko Mode" 1.768 Travis Scott featuring Drake 155
48 | "Riptide" 1.762 Vance Joy 102
49 | "The Hills" 1.747 The Weeknd 113
50 | "Sorry" 1.733 Justin Bieber 100
51 | "Can't Hold Us" 1727 II\D/I;(t:Ig:]emore & Ryan Lewis featuring Ray 146
52 | "Good 4 U" 1.721 Olivia Rodrigo 167
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53 | "Let Me Love You" 1.716 DJ Snake featuring Justin Bieber 100
54 | "Lean On" 1.707 Major Lazer and DJ Snake featuring M@ 98
55 | "One Kiss" 1.705 Calvin Harris and Dua Lipa 124
56 | "Roses (Imanbek Remix)" 1.702 Saint Jhn with Imanbek 122
57 | "Drivers License" 1.690 Olivia Rodrigo 144
58 | "Better Now" 1.688 Post Malone 145
59 | "Treat You Better" 1.686 Shawn Mendes 83
60 | "Congratulations" 1.678 Post Malone featuring Quavo 123
61 | "Faded" 1.677 Alan Walker 180
62 | "Stay with Me" 1.671 Sam Smith 84
63 | "Without Me" 1.657 Halsey 136
64 | "Uptown Funk" 1.646 Mark Ronson featuring Bruno Mars 160
65 | "Don't Let Me Down" 1.644 The Chainsmokers featuring Daya 115
66 | "Industry Baby" 1.643 Lil Nas X featuring Jack Harlow 150
67 | "I Took aPill - Ibiza (Seeb Remix)" 1.643 Mike Posner and Seeb 102
68 | "Memories" 1.640 Maroon 5 91
69 | "Too Good at Goodbyes" 1.636 Sam Smith 92
70 | "Mr. Brightside" 1.635 The Killers 148
71 | "Demons" 1.629 Imagine Dragons 90
72 | "Lose Yourself" 1.628 Eminem 171
73 | "I Don't Care" 1.628 Ed Sheeran and Justin Bieber 94
74 | "Thank U, Next" 1.627 Ariana Grande 107
75 | "Levitating" 1.620 Dua Lipa featuring DaBaby 103
76 | "Dakiti" 1.610 Bad Bunny and Jhay Cortez 110
77 "Monte'z'ro (Call Me by Your 1,609 Lil Nas X 179
Name)
78 | "Mood" 1.603 24kGoldn and lann Dior 91
79 | "Despacito (remix)" 1590 | LuisFonsiand Daddy 178
' Yankee featuring Justin Bieber
80 | "Unforgettable" 1.588 French Montana featuring Swae Lee 98
81 | "Do | Wanna Know?" 1.573 Arctic Monkeys 85
82 | "Dynamite" 1.573 BTS 114
83 | "Moonlight" 1.573 XXXTentacion 128
84 | "The Box" 1.561 Roddy Ricch 117
85 | "Wonderwall" 1.558 Oasis 174
86 | "That's What I Like" 1.553 Bruno Mars 134
87 | "Till I Collapse" 1.536 Eminem featuring Nate Dogg 171
88 | "There's Nothing Holdin' Me Back" 1.535 Shawn Mendes 122
89 | "Cheap Thrills" 1.532 Sia 90
90 | "No Role Modelz" 1.528 J. Cole 100
91 | "Stitches" 1.525 Shawn Mendes 150
92 | "See You Again" 1.513 Wiz Khalifa featuring Charlie Puth 90
93 | "Smells Like Teen Spirit" 1.508 Nirvana 117
94 | "I Like Me Better" 1.507 Lauv 92
95 | "7 Years" 1.505 Lukas Graham 120
96 | "I'm Yours" 1.503 Jason Mraz 111
97 | "Despacito” 1.500 Luis Fonsi feat Daddy Yankee 178
98 | "Girls Like You" 1.498 Maroon 5 featuring Cardi B 60
99 | "Sugar" 1.494 Maroon 5 120

100 | "Rockstar" 1.486 DaBaby feat. Roddy Ricch 90
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Elina Grantina. DZIESMU UN DEJU SVETKU TRADICIJA BALTIJAS VALSTIS:
KOMANDAS ORGANIZATORISKAS STRUKTURAS SALIDZINAJUMS

Ekonomikas un kultiiras augstskola

Magistra studiju programma “Starptautisko kultiiras projektu vadiba”

Anotacija

Pétijjuma aktualitate: Dziesmu un deju svétki Baltijas valstis notiek reizi Cetros/piecos gados.
Pamatojoties uz to, ka visas Baltijas valstis uzsver $o svétku nozimi savas valsts kultiira, jégpilni ir noteikt
svetku kopigo un atskirigo, analizgt pieeju sveétku organiz€taju sastava izveidg, lai noteiktu veiksmes un
neveiksmes, un ieglitos datus varétu izmantot svetku organizg€Sanas uzlaboSana visas Baltijas valstis.
Pétijuma mérkis: Salidzinat pieeju Dziesmu un deju sveétku orgkomiteju izveide, apskatot kadi principi
tiek izmantoti So orgkomiteju izveid€ Baltijas valstis, cik liela loma ir lideriem tas sastava un ka (vai) tiek
nodrosinats saliedets komandas darbs, jo §1 ir ta reize, kad kopa satieckas dazadi nozares eksperti un lideri.

Pétijuma metodes: Nozares ekspertu intervijas, dokumentu analize, literatiiras analize.

Sashiegtie rezultati: Salidzinata Dziesmu un deju svétku tradicija Baltijas valstis, izanalizéta Latvijas,
Lietuvas un lgaunijas organizatoru komandu sastavi un izveides principi, nosakot kopigo un atskirigo,
izstradati priek§likumi — bazes modelis.

Atslégas vardi: Latvija; Lietuva; Igaunija; Dziesmu un deju svétki; komanda.

levads

Valstisko piederibu, piederibu nacijai katrs no sabiedribas locekliem iegtst citos celos un veidos,
tomer viens no valsts uzdevumiem nemainigi ir veicinat nacionalo piederibu, kas ietver ar1 apzinu,
ka kultiiras vertibas, tradicijas ir jakopj un, ka Sobrid tiesi $T paaudze ir tie, kuri to var izdarit, un
tas, ka $is pienakums tiks pildits, atspogulosies nakosajas dekades.

Nereti var dzirdet, ka latviesi ir dziedataju un dejotaju tauta, un Iidzigas atzinas var dzirdet ar
viesojoties Latvijas kaiminzemes - Lietuva un Igaunija. Viennozimigi dziedaSanas un dejoSanas
kults visas Sajas valstis ir augstu vertéts un sargats, un ka loti gaidita kulminacija ir Dziesmu un
deju svetki. Lai reizi Cetros/piecos gados Dziesmu svétku estrade pulcétos lielais makslinieku
skaits, tiek ieguldits liels darbs gan starp sveétkiem, nodrosSinot repertuara apgiiSanu, tradiciju
saglabasanu un popularizé$anu, gan tuvojoties svétkiem planojot svétku norisi.

DziedaSanas un dejosanas prieks un btiSana piederigam kadam kolektivam ir nozimigs faktors,
tomer visvairak par visu tiek gaiditi grandiozie Dziesmu un deju svétku pasakumi. Lai Sie svetki
izdotos, jau ieprieks tiek veidots Dziesmu un deju svétku organizatoru komandas sastavs. ST
petijuma mérkis ir salidzinat pieeju Dziesmu un deju svétku organizatoru komandu izveide,
apskatot kadi principi tiek izmantoti o komandu izveid€ Baltijas valstis, cik licla loma ir [ideriem
tas sastava un ka (vai) tiek nodroSinats saliedets komandas darbs, jo kopa satiekas dazadi nozares
eksperti un Iideri. Dziesmu un deju sv&tku kustiba ir populara ne tikai Latvija, bet arT Lietuva un
Igaunija. Saja darba Autors apskatis kaiminvalstu pieredzi Dziesmu un deju svétku organizésanas
procesa, ipasu uzsvaru veltot organizatoru komandam.

Lai sasniegtu mérki, Autors apskatis Dziesmu un deju svétku teoretisko pamatojumu jeb tradicijas
veidoSanos, ka ari komandas veidoSanas teorétiskos aspektus. Tiks salidzinatas Lietuvas,
Igaunijas un Latvijas Dziesmu un deju svétku organizatoru komandas sastavi, un to veidoSanas
principi.
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Analitiskais apskats

Lai 1stenotu liela méroga projektus, pie ka noteikti var pieskaitit arT Dziesmu un deju svétkus, ir
nepiecieSama komanda jeb sakotngji izveidota efektiva organizatoriska struktiira. lerasti Dziesmu
un deju svetku organizatoru komiteja tiek piesaistiti jomas profesionali, bet to, cik orgkomiteja
saskanigi spes darboties, nosaka dazadi aspekti.

Komandu veidoSanas posmi ir apskatiti dazadas teorijas. Viena no senakajam komandu
veidoSanas teorijam ir Tukmana teorija, kas runa par pieciem etapiem kadiem jaiziet komandai
cauri, lai ta klaitu par vienotu veselumu — veidos$anas etaps, konfliktu etaps, vienosanas etaps,
sadarbibas etaps un parkarto$anas etaps (Tuckmann, 1965). Beidzamais teorijai tika pievienots
velak, bet ir logisks solis, jo iezZIm& parmainas pec secigi izietajiem soliem. Proti, parkarto$anas
posma notiek komandas loceklu maina, kas saistits gan ar kada iesaistita darba uzdevumu
pabeigSanu, gan ar paSu komandas loceklu vélmi partraukt dalibu komanda, jo ir mainijusas
prioritates vai nevar notikt saskaniga darboSanas.

Savukart, Belbina teorija jau apskata konkrétas komandas loceklu lomas, kas ietekme komandas
struktiru un spgju sastradaties. Belbins izdala sekojoSas lomas — izpilditajs, koordinators,
veidotajs, radosais, resursu pé&tnieks, uzraudzitajs, komandas cilveks, pabeidzgjs un specialists
(Career Guide, 2022). Tiesi komandas lidera, vaditaja uzdevumos ir sp&t §is lomas katra no
komandas dalibniekiem atpazit un spet katru no specialistiem ievirzit tam vispiemerotakaja vieta.
Tomeér tas nenozimé, ka vienas komandas ietvaros biitu jabiit pilnigi katrai loma, Belbins uzsver,
ka viens cilvéks var pildit vairakas no augstak minétajam lomam.

Pétfjuma ietvaros tiek apskatits komandas jedziens vienam konkrétam, liela méroga pasakumam
jeb projektam. Projekta formats misdienas ir loti populara vadibas forma. Proti, projekti var bt
viena uzn€muma ietvaros, bet var biit arT atseviski no kada uznp€muma neatkarigi projekti. Pie
sadiem veidiem, var pieskaitit ari Dziesmu un deju svétkus. Lai armT Dziesmu un deju svétku
komanda tiek veidota un baz&ta zem kadas organizacijas, vai ta biitu Kultiiras ministrija vai
nacionalas kultiiras centrs, $im liela méroga pasakumam tiek veidota jauna komanda, kura
dalibnieki tiek pieaicinati vai konkursa atlases kartiba atlasiti, no dazadam jomam un ar dazadu
ieprieks$gjo pieredzi. Tade] ir vel biitiskak kads ir konkreta projekta vaditajs, kuram jaspgj sasniegt
komandai uzliktie uzdevumi un mérki.

Teorija nereti tick uzsverts, ka projekta vaditaja viens no centralajiem uzdevumiem ir naviget
starp konfliktgjosSiem lielumiem — laiks, izmaksas, izpildijums (Career Guide, 2022). Projektu
vadiSana projekta vaditaja acim ir risku un ieguvumu izsvérSana starp iepriekS nosauktajiem
lielumiem. Pieméram, ja notiks laika nobide tad visticamak palielinasies projekta izmaksas.

Autoru kolektivs Mikkelsens un Risa, izdala Cetras bitiskas projekta vaditaja kvalitates un
darbibas virzienus, kuri ir janem véra projekta vadisana — projekta gala rezultata veidoSana,
ieksgja vadiba, argja vadiba un kontrole par projektu kopuma. Lai arT projekta vaditajs ne vienmer
ir lideris ta plasakaja izpratng, bet tick uzskatits, ka projekta vaditajam japiemit sekojosam
1pasibam (kvalitatém) — autoritate, atbildiba, pienakuma apzina, informacijas vara, ietekmes vara,
kontakti un personiga harizma (Mikelssen & Riis, 2017).

Dziesmu un deju svétku komanda un tas vaditajam, klasiski ir jaiziet visi augstak min&tie posmi,
tomer komandas formesanas posms ir saméra Tss, ka arT pieejamie un nepieciesamo ekspertu un
specialistu loks ir ierobezots, kas padara So komandas veidoSanas un sadarbibas formatu
komplicétaku.

Pamatojoties uz to, ka apskatitais projekts ir loti specifisks, bet visam tris Baltijas valstim I1dzigs,
autore apskatija un analiz&ja dziesmu un deju svetku aizsakumu, katra no valstim, ka arT apskatija
katras valsts organizatoru komandas veidoS$anas principus. Var identificet, ka ir loti daudz kopigu
iezimju — aptuvenais Dziesmu svétku kustibas sakuma laiks ir loti tuvu viens otram, ari svétku
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nozime nacionalisma un valstiskas piederibas konteksta Iidzvertigi svariga. Visas tris valstis,
neskatoties uz padomju okupaciju, tika saglabata sv&tku tradicija, spit€jot pastavosajai cenziirai.

Dziesmu un deju svetki visas Baltijas valstis ir nozZimiga kultiras dzives sastavdala nevien
nosléguma pasakumu del, bet ar1 plasas amatiermakslas kustibas, kas nodroSina svetku norisi reizi
uz reizes. Visas Baltijas valstis svetkos tiek apvienota gan dziesma, gan deja. Ja atzZimé atskirigo,
tad jamin sveétku grandiozums un svetku makslinieciska kvalitate. Visaugstaka kvalitates latina
tiek turéta Latvija, aiz sevis atstajot Igauniju un Lietuvu.

Svetki un to marginalie uzstadijumi ir loti [1dzigi, ka rezultata var secinat, ka svétku organizésanas
principi var€tu but lidzvertigi, tomer atseviskas nianses, ka piemeéram, makslinieciskais
uzstadijums un kvalitates latina, var ieviest Latvijas gadijuma nedaudz atskirigu, paplasinatu
pieeju — paplasinatu maksliniecisko pusu parstavniecibu un iesaisti procesos.

Analizgjot Baltijas valstu komandu sastavus, biitu precizi izdalit divas atskirigas dalas. Ir Dziesmu
un deju svetku padome, kuru, pamatojoties uz pirmaja nodala apskatito var dévet par grupu, jo
kopa vienkopus tiek saaicinati dazadi jomu profesionali un amatpersonas, galvenokart ar mérki,
lai svétkos nodrosinatu daudzpusigumu un Ilémumu pienemsana varétu piedalities plass iesaistito
loks. Tomer $aja gadijuma nevar bt runa par komandas garu, saliedetu darbibu u.c. faktoriem,
kas raksturo komandas darbu. Sis aspekts var tikt attiecinams uz administrativo organizatoru
komandu — izpilddirektors, projektu vaditaji, marketinga specialisti vai Igaunijas gadijjuma -
radosais kodols ar administrativu izpilddirektoru.

Pétijjuma metodologija

Dziesmu un deju svetki ir nozimigs notikums Baltijas konteksta, kas nodrosina plasi pieejamu
informaciju par So UNESCO mantojumu, tomer tads rakurss ka organizatoriska komanda $aja
tema nav plasi pétits. P&tjjuma tika izmantota literattiras un dokumentu analize, ka ar1 ekspertu
intervijas datu vakSanas metodes. Intervijas tika apstradatas, izmantojot transkripcijas metodi.

Autore, lai iegiitu datus, veica dokumentu un literatiiras analizi, izmantojot valstu publiski
pieejamos informacijas resursus, kur publiskota informacija par svétku norisi — ve&sturi,
tradicijam, komandu un finans€Sanas kartibu. Visu tris Baltijas valstu informacijas telpa $adas
vietnes ir pieejamas. Igaunija — www. laulupidu.ee, Lietuva — www.Inkc.lt un Latvija —
www.Inkc.lv, ka arT citi resursi, pieméram, valstu KultGras ministriju un ar dziesmu svétkiem
saistitu biedribu majaslapas. Tika aplikoti Dziesmu svétku padomes protokoli, ka ar1 atskaites
par veiktajam darbibam un [émumu pienemsanu. Kvalitativi un brivi pieejami dati bija Igaunijai
un Latvijai, Lietuvai publiski pieejas informacijas bija loti maz.

Komandu veidosSanas principus Autore pétija, veicot intervijas ar katras valsts orgkomiteju
iesaistitajiem dalibniekiem. Tika veiktas tris intervijas, kuras iztaujati tika Latvijas Dziesmu un
deju svetku izpilddirektore no 2016. gada 1idz 2019. gadam Eva Juhnévica, Igaunijas Dziesmu un
deju svetku izpilddirektors Margus Toomla un Lietuvas LNKC Regionu kultiras vaditaja Ieva
Krivickaite.

Jautajumi tika veidoti ar merki uzzinat principus ka tiek veidotas organizatoru komandas, ka tiek
atlasiti komandas locekli un cik vienkarSas vai sarezgitas ir sadarbibas formas. Lietuvas un
Igaunijas Dziesmu un deju svétku organizatori atbildes sniedza elektroniski, atbildot uz
vienadiem jautajumiem. Latvijas parstave Eva Juhnévica tika intervéta izmantojot MS Teams
videozvana funkciju.
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Pétijuma rezultati

Igaunija Dziesmu un deju svétku procesa organizéSanai ir izveidota Dziesmu un deju svétku
padome, bet svétku administrativajam procesam — svétku organizatoru komanda. Dziesmu un
deju svetku padomes sastava galvenokart ir ministriju un saistito lielo institliciju parstavji.
Padomes sastava ir devini dalibnieki, no kuriem viens ienem prieks$sédétaja amatu, bet vél viens
— priekssédetaja vietnieka amatu. Padomes parzina ir pienemt stratégiskus lémumus — sastadit
svetku procesa un centralo notikumu budzetu, parskatit un apstiprinat gada parskatus, pienemt
lémumus par svetku norises laiku un preciziem datumiem. Ta, pieméram, par 2021. gadu padome
ir aizvadijusi 8 tikSanas reizes gan klatien€, gan attalinati, kuros spriests par augstak minétajiem
jautajumiem. Dziesmu un deju svetku praktisko jautajumu realiz€$anai ir izveidota administrativa
komanda. Igaunijas Dziesmu un deju svétku majaslapa administrativais sastavs noradits
saltdzinosi neliels 7 darbinieki, no kuriem divi specializgjas tiesi jaunieSu svetkos (Eesti Laulu —
ja Tantsupeo SA, 2023).

Tika secinats, ka kultliras procesu organizéSana tiek deleggta, uzticéta nevalstiskajam sektoram
vai privatajam sektoram, sev paturot parraudzibas funkciju. Ari Dziesmu un deju svétku
organizatoru komandas sastavs lauj secinat, ka administrativas un tehniskas detalas tiek uzticetas
argjiem spélétajiem, bet sev tiek paturéts radosais koncepts. Intervija Igaunijas Dziesmu un deju
svetku vaditajs Margus Toomla norada, ka svétku realiz€Sana notiek sadarbiba ar 45 sadarbibas
komandam, starp kuram ir jau komandu Iideri, ar kuriem Dziesmu své&tku birojs jau ir sadarbojies
ieprieks, bet ir arT jauni sadarbibas partneri. Ieprieks paustais liek secinat, ka ar jau zinamiem
sadarbibas partneriem ir vieglaka sadarbiba, jo ir zinamas gan stipras, gan vajas puses, ko
apstiprinaja M.Toomla intervija.

Igaunijas Dziesmu un deju svétku izpilddirektors Margus Toomla norada, ka savu komandu vins
atlasa pats. Pec teikta, ka kopuma ir iesaistitas 45 dazadas komandas, tad varam secinat, liclaka
dala procesu tiek iepirkti ka arpakalpojums, Iidz ar to vina komanda ir salidzinos$i neliela. M.
Toomla uzsver, ka ne vien lidera dotibas komandas dalibniekiem ir japiemit, bet jabut ari
iepriek$gjai pieredzei. Svariga loma ir stresa noturibai. Jautats, vai nozimiga ir arl spgja
sastradaties un biit vienotiem, M. Toomla skaidro, ka Tpasi svarigi tas ir radoSajai grupai, jo kopa
tiek aktivi stradats trs gadus.

Par Lietuvas Dziesmu un deju svétkiem ir pieejama ierobezota apjoma informacija. Diemzgl
neviena no Autora apskatitajiem resursiem komandas sastavs nebija atrodams. Autoram izdevas
sazinaties ar Lietuvas Nacionala kultliras centra Regionalas kultiiras vaditaju un iegut dazas
atbildes uz jautajumiem, kuru parzina ir svetku organizéSana. Var secinat, ka Lietuva pieeja
svetku organizgSanai ir lidziga ka Latvijai. Organizatoru komanda tiek veidota zem Lietuvas
Nacionala kultiiras centra, kura darbinieki ikdiena strada, lai nodroSinatu amatiermakslas kustibu.
Dziesmu svetku organizg$anai tiek pienemt Stata darbinieki, tomér vini pilda ne tikai pienakumus
saistttus ar Dziesmu un deju svétkiem, bet arT rutinas pienakumus.

Lietuvas Nacionala kultiras centra parstave leva Krivickaite norada, ka vinu sv&tku
organizg€$anas procesa organizatoru komandu veido tiesi centra darbinieki gan jau ilggadgjie, gan
tuvojoties svétkiem tiek pienemti darba jauni. Sada veida viniem komanda veidojas jau laika
gaita, un iztrukst komandas veidoSanas posms, jo Sie darbinieki kopa jau ikdiena strada art pie
citiem jautajumiem. Papildus komandas dalibnieki tiek izvel&ti atklata konkursa, tomér netiek
pienemti darbinieki tikai Dziesmu un deju svétku nodroSinasanai, jo ka norada l.Krivickaite —
lielakais izaicinajums ir tieSi mazais darbinieku skaits, kas nodarbojas ar So svétku organizesanu.
Autors secina, ka $ads modelis Lietuva ir tamdel, ka no visam Baltijas valstim, tieSi Lietuva
svetku veriens ir vismazakais, tamdg] netiek piesaistti lieli resursi. Papildspekus Lietuva piesaista
apméram gadu pirms svetkiem.

Latvijas Dziesmu un deju svétku organizéSanas vadiba iedalama divos virzienos — ir Dziesmu un
deju svetku Padome un ir Dziesmu un deju svétku birojs. Sobrid speka ir esoss vel 2019. gada
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izdotais dokuments ar Padomes sastavu. Sobrid, kad jau notiek aktivs nosléguma fazes darbs pie
§T gada svétkiem, var redzet, ka Padome parstavéto pusu loks ir plasaks. Tas redzams publiski
Sobrid redzamaja Padomes protokola.

Padomes uzdevumus defin€ nolikums. Tomér, ja tiek apskatits ikdienas organizatoriskais darbs,
tad to nodrosina Latvijas Nacionalaja kulttiras centra izveidota nodala - XXVII Vispargjo latviesu
Dziesmu un XVII Deju svétku nodala, kura ir 7 darbinieki: izpilddirektore Daina Markova, divas
kultiras projektu vaditajas DZoanna Kota un Santa Pétersone, producents Janis Zagaring,
marketinga vaditdja Anna Blaua, vecaka gramatvede Baiba Gribuste un eksperts Normunds
Krapsis. Neformala vide $o profesionalu kopumu médz dévet par Dziesmu svetku biroju.

Ieprieks no 2016. gada Iidz 2018. gadam Dziesmu un deju svétku izpilddirektore bija Eva
Juhpévica, kura Sobrid ir Rigas mera Martina Staka padomniece Dziesmu un deju svétku
jautajumos. E. Juhnévicas vadibas prasmes novert&ja arl valdibas parstavji, Covid 19 laika
uzaicinot vadit Vakcinacijas biroju. Tiesi §1 iemesla del Autors uzrunaja tiesi E.Juhnévicu 1sai
intervijai, daloties par organizatorisko sastavu organiz€jot Dziesmu un deju svétkus.

E. Juhnévica intervija min, ka gadu gaita svétku organizatoru sastavs un pieeja svétku
organiz€$anai ir mainijusies. Ta, piem&ram, 2008. gada svétkus pilniba organizgja neatkariga
producentu apvieniba “BDG”, panemot uz sevi visu administrativo procesu. Laika, kad
D.Melbarde bija Kulttiras ministre, svetku administrativa procesa vadibu organiz&ja pati ministre.
Pedgjos gados, Dziesmu un deju svétku organizéSanai tiek izveidota speciala nodala (turpmak -
Dziesmu svétku birojs), kur papildus projektu vaditajiem, producentiem tiek piesaistiti ari
Latvijas Nacionala kultiras centra administrativie resursi — gramatvezi, juristi u.c. Jautata, kas
biitu saucama par svétku komanda, E. Juhnévica, ka klasiskaja komandas izpratné tas noteikti var
but Dziesmu svétku birojs. Kura skatoties ped&jo gadu sastavus, varam redzet arT darbiniekus,
kuri paliek nemainigi, bet klat nak ari jauni darbinieki, kas nozimé, ka neizpaliek forming posms
— laiks, kura komanda veidojas ka arT vélak norming jeb pielagosanas posms.

Ka redzams, sv@tku organizéSanas principi mainas gadu no gada, lidz péd&jos gados tas ir
nostabilizgjies 11dz vienai salidzinosi Iidzigai formai. Aktuals jautajums p&c iepaziSanas ar visu
Baltijas valstu piemeriem, vai var teikt, ka var tikt Tstenots viens organizatoriskais modelis?
Autora ieskata var bt §ads modelis. Autors ir izveidojos shému, ka Sis vienotais modelis varétu
darboties (sk. 1. attelu).

LNKC*

Dz_iesmu un deju atbildigais par
svétku padome amatiermakslas
kustibu

Kultdras ministrija

Sadarbibas partneri

Vienojosais, kuriem jastrada ka vienotai komandai gan
tehniski, gan emocionali

l.att. Dziesmu un deju svétku organizé$anas modelis (Avots: Autora apkopojums)
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Autora ieskata ir jabit skaidrai savstarpgjo sadarbibu veidojosai shémai. Kultiiras ministrija ir
jumta organizacija, tas ir vistieSakais §Is ministrijas atbildibas loks, tomé&r ministrija nevar bt
reala darba daritaja. Lai nodrosinatu visu pusu parstavniecibu, pastav Dziesmu un deju svétku
Padome, kuras uzdevums ir savas jomas robezas aizstavét savas intereses, bet nejaukties un
neméginat ietekmét tehniskus procesus. Sim noliikam, zem organizacijas, kura ikdiena strada ar
amatiermakslas kustibu, tiek izveidots t.s. Dziesmu svétku birojs — komanda, kura nodrosina visu
iesaistito pusu koordingSanu. Un tiesi Sis birojs ir ta komanda, kurai jaatbilst visam klasiski
komandam piemitoSajam 1pasibam — vienotiba, darbs kopiga mérka laba, kopiga maciSanas,
zina$anas. Sads modelis jau tiek Tstenots Lietuva un Latvija, bet biitu iesakams arT Igaunijai.

Ka noradija Riga 800 Dziesmu un deju svétku izpilddirektore E. Juhpévica — tieSi Dziesmu un
deju svetku birojs ir dev&jams ka komanda, jo tur katrs no komandas locekliem zina savas stipras
un vajas puses, un to zina ar1 izpilddirektors, jau paredzot kadus vajos punktus. Ja komandas
dalibnieki ir stradajusi kopa jau ieprieks, tad arT komandas veidoSanas un pieslipg€Sanas posmi ir
1saki un darbs var sakties raiti jau no pasa sakuma.

Dziesmu svétku birojs iziet Tukmana noraditos posmus — forming, storming un norming. Sie
posmi saisinas vai izziid gadijumos, kad komandas ir lielaks skaits dalibnieku jau ar pieredzi.
Tapat varam piem&rot Belbina dalijumus, jo ka noradija E.Juhnévic¢a — komandas dalibniekiem ir
loti plasas atbildibas jomas, ka rezultata var tikt “sp€l&tas” vairakas lomas vienlaicigi.

Apskatot Baltijas Dziesmu un deju svétku vaditaju teikto, lai arT salidzinosi lidzigi p&c butibas ir
svetki, organiz&sanas principos ir daudz niansu, ko dod katras valsts individuala situacija.

Secinajumi

Petijuma tika apskatitas visu tris Baltijas valstu Dziesmu un deju svetku tradicijas un to pieeja
svetku pasakumu organizésana. Tika izdariti sekojosi secinajumi. Visas Baltijas valstis aktiva
Dziesmu svetku kustiba ir aizsakusies aptuveni viena laika, un iesakuma dziedataju rindas bija
parsvara virie$i, un laika gaita tradicija tika attistita un paplaSinata un tika parskatits dalibnieku
skaits, vecumus, dzimums. Nozimiga loma visas Baltijas valstis Dziesmu un deju svétkiem ir ne
tikai makslinieciskas vertibas zina, bet arT tiem ir emocionala nozime tautas nacionalas apzinas
veidoSana, kas ir véra nemams un izmantojams riks.

Dziesmu un deju svétku padomes (dibinata Latvija un Igaunija) konstrukcija ir vértgjama ka
grupai atbilstoSa, bet administrativas komandas sastavs — atbilstoss komandas konstrukcijai, kur
katra no $1m strukttiram ir identificgjami teoretiskaja dala apskatitie modeli un fazes.

Informacija par Latvijas un Igaunijas Dziesmu un deju svetkiem ir plasi atrodama, savukart
informacija par Lietuvas Dziesmu un deju svétkiem ir griti atrodama un ta ir maz pieejama anglu
vai kada cita svesvaloda.

Dziesmu un deju svétku kustibas uzturésana liela loma ir amatiermakslas kolekttvu vaditajiem,
tadel svetku organizatoriem jauztur un javeido pozitivi veidotas attiecibas un sadarbiba, §1 aspekta
del logiski izriet, ka Dziesmu svétku organizatoru komanda ir izvietota zem organizacijas, kura
ikdiena sadarbojas ar amatiermakslas kolektiviem, lai nodroSinatu ciesu savstarpgjo sadarbibu un
vienotu redz&jumu.

Nozimiga loma svétku organizatoru komanda ir Iiderim jeb izpilddirektoram. Dziesmu un deju
svetku izpilddirektora amats ir ne tikai administrativs amats, bet arT reprezentativs amats tas ir ar
Dziesmu un deju svetku idejas un kustibas vEstnesis. Dziesmu un deju svetku izpilddirektoram ir
japiemit izteiktam lidera dotibam, ka ar1 japiemit empatijas sp&jam sajust savas komandas
dalibniekus, lai paredz&tu iesp&jamas krizes darbinieka vai darbinieku riciba.

Var secinat, ka Lietuvas stipra puse ir fakta, ka svétku organizatoru komanda ikdiena strada kopa,
l1dz ar to tiek saisinats vai pilniba izslégts adapteéSanas posms. Latvijas Dziesmu un deju svétku
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organizatoru sastavs ir vispla$akais un ka norada organizatori — p&c savas biitibas loti smagngjs,
savukart Igaunija ir loti plass arpakalpojumu sniedz&ju skaits, tomér secinats, ka sadarbiba ar tiem
ir veidota un attistita gadu no gada.

Secinats, ka biitu pilnveidojama ciesaka sadarbiba starp Baltijas valstim, lai nodroSinatu labas
prakses piemérus, un padaritu svétku organizé€Sanu par kvalitativu, caurskatamu procesu.
Balstoties uz pétijuma rezultatiem, Autors piedava universalu modeli, kuru var piemérot un
izmantot visas tris Baltijas valstis.
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Magistra studiju programma “Starptautisko kultiras projektu vadiba”
E-pasts: darjasemjonova@inbox.lv

Zinatniskais vaditajs: Dr.oec., docents, Kaspars Steinbergs

Anotacija

Pétijuma aktualitate: Latvija nometnes b&rniem ir loti popularas par to liecina dati, ka 2017. gada vasara
b&rniem un jaunieSiem tika organiz€tas 1763 nometnes, 2018. gada 1924 nometnes, 2019.gada 1957
nometnes un 2020. gada organiz&to nometnu skaits bija 1522 nometnes. Ar katru gadu pieaug art piedavato
nometnu skaits, kas nozime, ka pieaug ar1 konkurence, ko veiksmigi varétu parvarét ar kvalitates vadibas
esamibu, jo kamer kvalitates Itmeni Latvijas nometn€m nosaka Ministru kabineta likumi, kas paredz
vairakas prasibas nometnu organizg$anai un to ievéroSanai. Nometném ir nepiecieSamas kvalitates
vadlinijas to veiksmigai pastavésanai.

Projekta darba mérkis: Izstradat un pamatot kvalitates vadibas vadliniju nepiecieSamibu bérnu nometngs.

Pétijuma metode: Gadijuma analize, kuras uzdevums ir iegiit iesp&jami pilnigu izpratni par notikumu vai
situaciju, strukturétas intervijas ar SIA “Tava nometne” darbiniekiem, izmantojot precizi formul&tus
jautajumus, dokumentu analize, kas ir datu ieguves un analizes metode, kas tiek veikta rakstiskiem,
vizualiem vai kultiiras artefaktiem. leglito rezultatu apstradei izmantos tadas metodes transkripcija, grafiska
analize, SVID analizes metode.

Sasniegtie rezultati: Tika izstradati kvalitates vadibas vadlinijas bernu nometngs.

Atslégas vardi: kvalitate; kvalitates vadiba; bernu nometnes.

levads

Nometnes jau no 18. gadsimta bija neatnemami sabiedribas pasakumi, kuri, laikam ejot, palika
tikai popularaki (Gershon, 2016). V&stures dati liecina, ka 1861. gada notika pirma vasaras
nometne, kuru organizgja pedagogs Frederiks Gunns, kur$ savaca nelielu zénu grupu un devas ar
tiem pargajiena, kura laika zeni ieguva jaunu pieredzi, gan uzlaboja popularas tam laikam prasmes
ka makskergSana un mediSana, ka arT neizpalika bez izklaidém - spoku stastiem visas nakts
garuma. Sakotnéja doma $§Tm nometném nebija gluzi izklaidgjosa rakstura, bet tiesi otradi. Ta ka
pirma nometne tika organizgta uzreiz pec Pilsona kara sakuma Amerikas Savienotajas Valstis,
tad $1s nometnes merkis bija likt z&€niem sajust tas sajiitas, ko jut karaviri kara laika. To sanaca
panakt, z&ni izjuta karaviru sajiitas, tomér citadaka veida - no pozitivas puses, jo visas §1s nedelas
bija piedzivojumiem un pozitivu emociju pilnas, kas ari [idz pat miisdienam ir viens no raditajiem,
veiksmigai un kvalitativai nometnei. Ta nu gadu no gada §1s un velak arf citas nometnes piedavaja
dazadas tematikas izklaides un izglitibas programmas b&rniem, kuras popularas kluva ne tikai
puisu vidi, bet arm meitenu (Cohen, 2022). Autoresprat, arT miisdienas ar katru gadu bérnu
nometném arvien vairak pieaug popularitate, it 1paSi gada siltakajos méneSos, kad skola ir
noslégusies un vecakiem ir jadoma par bérna briva laika pavadiSanas iespg&jam. B&rnu vasaras
nometnes ir labs variants, kur bérni var€s ne tikai kvalitativi un saturigi pavadit savu laiku, bet ari
atpusties, iegit jaunus draugus un uzlabot savas socializé$anas un komunikacijas prasmes. Ka
noradits Ministru kabineta noteikumos ‘“nometne ir mérktiecigi organizets pasakums, kura vairak
neka puse dalibnieku ir be&mi un kas paredzets, lai saskana ar nometnes programmu nodrosinatu
dalibnieku saturigu un lietderigu briva laika pavadiSanu un sekmétu vispusigu attistibu” (MK
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noteikumi Nr. 981, 01.09.2009.); (Komerclikums speka esosa redakcija, 05.09.2009.). Vel kada
arzemju pétjuma ir noradits, ka bérnu nometnes ir efektiva vieta, kur attistit svarigas iemanas,
kuras turpmak noder€s gan akad@miskaja, gan darba vide (Wilson & Sibthorp, 2018). ArT pasi
bérni norada to, ka nometnu pievienota vertiba nav tikai jauni draugi, bet arT iepazit bernus, kas
ir atSkirigi, kliit paSparliecinatakam un drosakam par sevi (American Camp Association, 2022).

Par nometnu popularitati liecina ari Valsts izglitibas satura centra dati (turpmak - VISC), kuros
var redz&t, ka ar katru gadu bérnu nometnes paliek arvien pieprasitakas bérnu vid, arT registréto
nometnu skaits ik gadu pieaug par ko liecina VISC majas lapa www.nometnes.gov.lv. Ka liecina
b&rnu nometnu dati, tad 2017. gada vasara bérniem un jaunieSiem tika organizetas 1763 nometnes,
2018. gada 1924 nometnes, 2019.gada 1957 nometnes (Valsts izglitibas satura centrs, 2017, 2018,
2019). 2020. gada organiz€to nometnu skaits ieveérojami saruka, salidzinot ar ieprieks€jiem
gadiem 1522 nometnes, kas, autoresprat, ir tieSi tapéc ka Saja gada bija daudz ierobezojumu
COVID-19 pandemijas dgl, kas ietekméja visu jomu darbibu. Tomér jau 2021. gada nometnu
darbiba atjaunojas un tika piedavatas 1965 nometnes. Nometnu registra majaslapa ir pieejami ari
dati par registrétam nometném 2022.gada ir 2009 nometnu, kas uz doto momentu ir rekords starp
pedgjiem pieciem gadiem (Valsts izglitibas satura centrs, 2022).

Popularaki paliek arT nometnu vaditaju sagatavoSanas kursi. 2017. gada sagatavosanas kursus
apmeklgja 515 dalibnieki, tad no 2018. gada [idz 2021. gadam Sis skaits svarstijas no 400 lidz 550
dalibniekiem un 2022. gada 352 cilveki. Tiesi $ajos kursos iegiita aplieciba — nometnu vaditajs
ir viens no vairakiem kvalitates raditajiem nometnés, jo ka norada Ministru kabineta noteikumi
“par nometnes vaditadju var biit persona, kura apguvusi Izglitibas un zinatnes ministrijas
apstiprinato nometnu vaditaju kursu programmu un sanémusi Valsts izglitibas satura centra
apliecibu par programmas apguvi. Valsts izglitibas satura centrs zinas par apliecibas iegiiSanu
registré valsts informacijas sistéma ,,Bérnu un jaunieSu nometnu vaditajiem izsniegto apliecibu
datubaze”. (MK noteikumi Nr. 981, 01.09.2009.); (Komerclikums sp€ka esosa redakcija,
05.09.2009.).

Lielakoties kvalitates lITmeni Latvijas nometném nosaka Ministru kabineta likumi, kas paredz
vairakas prasibas nometnu organiz€Sanai un to ieveroSanai, pretgja gadijuma nometnes netiek
pielautas. Sis prasibas ir saistitas ar nometnu vaditajiem, darbiniekiem, dalibnieku tiestbam un
pienakumiem, droSibas jautajumiem un veselibas jautajumiem, kuri nodrosina kvalitativu un
drosu nometnes darbibu. Valsts uzraudzibas iestades ka Valsts bernu tiesibu aizsardzibas
inspekcija, Partikas un veterinarais dienests, Veselibas inspekcija, ka arT Valsts ugunsdzgsibas un
glabsanas dienests veic parbaudes gan starp darbiniekiem, gan vidi, kura uzturas bérni, lai viss
atbilst normativajiem aktiem (Valsts izglitibas satura centrs, 2022). Autoresprat, visi regul&josie
likumi nosaka pamata droSibas vadlinijas, kas ir loti nozZimigs punkts, lai nometne varétu but
kvalitativa, bet neviens no likumiem neparedz kvalitates vadibu nometnes organizé€Sana ka,
pieméram, nometnu komandas izveide vai piedavatas aktivitates. lesp&jams tas ir tapec ka katrai
nometnei ir sava tematika uz ko koncentrgjas un nav iesp&jams izveidot vienotu kvalitates moduli,
lai tas efektivi darbotos ikviena nometné€. Ka norada Valsts kanceleja “kvalitates vadibas biitiba
ir sp&ja pastavigi uzlabot organizacijas procesus, padarot tos pec iespgjas efektivakus (Ietakus,
atrakus u.tml.) un noveérsot kltidu jeb neatbilstibu rasanos * (Valsts kanceleja, 2022).

Tapeéc ir svarigi, lai nometn&s tiktu izstradatas kvalitates vadibas vadlinijas, kuras palidz&tu
uzturét nometnes kvalitati ik gadu un palielinatu to konkur&tspgju.

Projekta darba mérkis: 1zstradat un pamatot kvalitates vadibas vadliniju nepiecieSamibu b&rnu
nometnes.

Darba meérka sasniegsanai tika izvirziti sekojosi uzdevumi:
— Izpetit un analizet kvalitates vadibu un tas nozimi miisdienu uzn€mumos;
— Izvertet kvalitates vadibas nepiecieSsamibu beérnu nometnes;
— Izpétit aktualas bernu nometnes Latvija;
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— Veikt intervijas ar SIA “Tava nometne” 5 darbiniekiem;
— Izstradat kvalitates vadibas vadlinijas bernu nometnei,
— Izstradat secinajumus un priekslikumus.

Pétijjuma metodologija:

— Gadijuma analize, lai iegiitu iesp&jami pilnigu izpratni par notikumu vai situaciju;

— Strukturétas intervijas, kas ir intervijas formas, kur intervetajs iztauja interv&jamo,
izmantojot precizi formul€tus jautajumus;

— Dokumentu analize, kas ir datu ieguves un analizes metode, veikta rakstiskiem, vizualiem
vai kultiiras artefaktiem (personigiem dokumentiem un fiziskiem materialiem).

Datu apstrades metodes:
— Transkripcija;
— QGrafiska analize;
— SVID analizes metode.

Analitiskais apskats

Kvalitates vadibas nepiecieSamiba ir svariga visos uznémumos, kuri v&las saglabat savu
konkuretspgju, izn€mumi nav ari beérnu nometnes. PEc autores pieredzes, miisdienas nometnes ir
loti pieprasitas, bet arT piedavajums ir loti plass. Miisdienas nometnu izvele ir tik paplasinajusies,
ka nometnu vaditdjiem un organizatoriem ir nepiecieSams arvien vairak koncentréties uz
dalibnieku piesaistit tieSi vinu nometnei, jo strauji aug konkurence. Tiesi Seit izstradat ilgtspgjigu
attistibas planu nometnes pastavésanai un popularizacijai palidz&t var€tu kvalitates vadibas
sistema.

Uz doto momentu nav vienotas kvalitates vadibas sistémas, ko varétu ievérot katras nometnes
organizatori, autoresprat, iesp&jams tas ir tapec ka nometnes pec tas tipa ir loti dazadas un nav
iesp&jams izstradat vienu kvalitates vadibas sistemu, kas derétu katrai. Tomér Latvija nometnes
parrauga un koording to darbibu Valsts izglitibas satura centrs. Kop$ 2009. gada 5. septembra ar1
stajas speka Ministru kabinet noteikumi Nr. 981 , Bérnu nometnu organizé$anas un darbibas
kartibas” noteikumi, kuros ir atrunatas prasibas nometnu organiz€Sanai. No 2010. gada (MK
noteikumi Nr. 981, 01.09.2009.); (Komerclikums speka esosa redakcija, 05.09.2009.). No 2010.
gada Valsts izglitibas satura centrs realiz€ja ESF projektu ,,Kvalitativas metodiskas vadibas
sisteémas nodroSinasana be&rnu nometnu organizéSanai”, kura ietvaros tika izveidots vienots, legalo
b&rnu nometnu registrs Latvija. Nometnes.gov.lv dod iespgju atrast svarigako informaciju par
nometnu saskanosanu, planosanu un uzraudzibu nometnu organizgtajiem, savukart vecakiem ir
iespgja iepazities ar visam Latvijas nometn€m un nometnu vaditajiem (Valsts izglitibas satura
centrs, 2020). Saja majaslapa ir apkopoti arT visi nometnu vaditaji, kuriem ir deriga nometnu
vaditaja aplieciba, jo Ministru kabineta likumos ir atrunats, ka nometni var vadit tikai persona,
kas ir izgajis 72 stundu apmacibu kursu un ieguvusi apliecibu, kas deriga piecus gadus, péc
pieciem gadiem ir nepiecieSams iziet 36 stundu kursus, lai atjaunotu sertifikatu (MK noteikumi
Nr. 981, 01.09.2009.); (Komerclikums spéka eso$a redakcija, 05.09.2009.).

Un dalgji §T projekta merkis ir ieviest kopigas vadlinijas kvalitates vadibai nometnés, jo ka
galvenie uzdevumi ESF projektam ,Kvalitativas metodiskas vadibas sistémas nodroSinasana
b&rnu nometnu organizeésana” ir :
“lzstradat un ieviest vienotas vadlinijas b&mu nometnu saskanoSanai un parbauzu
veikSanai saistitas valsts parvaldes iestadgs;
— lzveidot vienotu informacijas sist€mu saistito iestazu majaslapas, lai vienkarSotu
nometnu saskanosanas un parraudzibas procesu un veicinatu vienotu informacijas apriti
starp saistitajam iestadem;
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— Pilnveidot un papildinat metodisko materialu bernu nometnu vaditaju apmacibai; izveidot
VISC majaslapas pielikumu (vietni), kas veicinatu saistito iestazu, nometnu vaditaju,
vecaku sadarbibu, ka ar1 vienkarSotu nometnu organizéSanas, saskanoSanas un
uzraudzibas procesu;

— Organizeét apmacibas seminarus par vienotas informacijas apriti nometnu saskanosSanas
un uzraudzibas procesa ~350 dalibniekiem Latvija valsts tiesas parvaldes iestad€s un to
strukturvienibas (Valsts ugunsdrosibas un glabsanas dienests, Veselibas inspekcija,
Partikas un veterinarais dienests, valsts bérnu tiesibu aizsardzibas inspekcija, novadu un
pilsétu pasvaldibas)” (Zel¢a, u.c., 2011). Sada veida projekti, kuros tick atrunatas
vadlinijas viennozimigi atvieglo gan organiz€Sanas procesu, gan vadiSanas, jo visa
svarigaka informacija ir apkopota vienuviet. Autoresprat, sis ir loti liels sniegums Latvijas
nometnu attistibai Latvija kopuma, jo arvien vairak lietas tiek noraditas un atrunatas, lai
pakalpojums kliitu arvien kvalitativaks.

o

Sim projektam tika izstradata ari beérnu nometnu vaditdju rokasgramata, kura ir atrunatas visas
lietas, kuras ir nepiecieSams nemt veéra organiz&jot nometni - sakot ar nometnes mérka izvirzisanu
lidz pat komandas izveidei, tap€c viennozimigi $§1 rokasgramata ir liels paligs nometnu
organiz€Sana. Tomer ar1 $aja rokasgramata ir ieteikumi, efektivakai nometnei nevis izstradatas
vadlinijas jau kvalitates vadibai, tapec autore uzskata, ka kvalitates vadiba ir nepiecieSama katra
nometn&. leprieks tika mingéts, ka vienotas kvalitates vadibas neesamiba nometné€s iespg&jams ir
tapéc, ka nometnes ir loti dazadas pé&c to satura, tapec zemak apskatisim, kadas tad ir nometnes
Latvija.

Balstoties uz Ministru kabineta speka esosajiem datiem, tad nometnes tiek iedalitas trijos veidos:

— P&c diennakts laika, kura dalibnieks uzturas nometng;

— P@&c izmitinaSanas nometné;

— P&c dalibnieku sastava (MK noteikumi Nr. 981, 01.09.2009.; Komerclikums spgka esosa
redakcija, 05.09.2009.).

Péc diennakts laika

— Dienas nometnes - nozimé, ka visas aktivitates nometnes programma tiek realizétas
dienas laika un vakara nometnes dalibnieki dodas uz majam Iidz nakamajai dienai,

— Diennakts nometne - nozimé, ka nometnes dalibnieki visu nometnes norises laiku paliek
pa nakti, noteikta naktsmitn€ un uz majam dodas nometnes noslédzosa diena.
Autoresprat, diennakts nometn€s ir vairak dazadu aktivitasu, kas iesp&ams dienas
nometn€s nemaz nenotiek, jo ir ierobezots laiks, tapec diennakts nometnes ir popularakas.

Péc dalibnieku izmitinasanas veida

— Nometne telpas;
— Nometne arpus telpam;
— Nometne telpas un arpus telpam (Zel¢a, u.c., 2011).

Péc dalibnieku sastava:
— Atvérta nometne, kura ir piemérota ikvienam interesantam;
— Slégta nometne, kura ir paredzgta konkrétai mérkauditorijai, pieméram, tagad popularas
ir nometnes Ukrainas bérniem ai nometnes maznodro§inatajam gimengm.

Péc nometnes programmas un mérka, kurai ta ir paredzeta:
— Izglitojosas nometnes ir dazada veida nometnes, kas verstas uz jaunu zinaSanu ieguvi;
— Makslinieciskas jaunrades nometnes dod iesp&ju bé€rniem un jaunieSiem izpausties radosi,
kada no makslas jomam;
— Ara dzives apmacibas nometne ir veidotas ar mérki dalibniekiem iemacit visdazadakas
ara dzives iemanas caur aktivitatem;
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— Sporta nometnes uzsvars tiek likts uz aktiva briva laika pavadiSanas iesp&jam,
nodarbojoties ar dazadiem sporta veidiem;

— Atputas un piedzivojumu nometnes, autoresprat, ir vispopularakais veids starp
dalibniekiem, jo §is nometnes mérkis ir nodroSinat dalibniekiem saturigu laika
pavadisanu;

— Gimenes nometnes, kuru pamata ir gimenisko vértibu izkopsana, jo ir paredz&ta gimenes
locekliem;

— “Atveselosanas nometnes tiek organiz€tas bérniem ar veselibas trauc€jumiem un ar
Ipasam vajadzibam* (Zel¢a, u.c., 2011).

— Religiskas nometnes ir uz ticibu balstitas nometnes, ka veicina garigo attistibu un ticibu
religiskajai piederibai (Our Kids, 2022).

— Celojosas nometnes parasti ir ekspedicijas veida;

— Darba nometnes, kuras dalibnieki veic darbu par ko sanem atalgojumu

Apskatot visa veida nometnes un to kvalifikaciju autores secina, ka nometnu iesp&jas Latvija ir
loti daudzveidigas un nometnu piedavajumu klasts ir loti plass. Tapec katrai nometnei ir svarigi
noturét savu konkurgtsp&ju sava nometnes veida un tiesi Seit lielu lomu spele kvalitates vadibas
esamiba vai neesamiba.

Pétijuma metodologija

Autore izvelgjas analizét tieSi SIA “Tava nometne” kvalitates vadibas nepiecieSamibu, tapec
autore apliikoja tikai $o gadijumu un par projekta darba p&tifjuma metodologiju izvél§jas gadijuma
izpeti. Tie$i gadijuma analize spgj sniegt padzilinatu informaciju par SIA “Tava nometne”
kvalitates vadibas nepieciesamibu. Ka datu iegtiSanas metodi autore izv€lgjas dalgji strukturéto
interviju, lai noskaidrotu darbinieku domas par kvalitates vadibas ievie$anu vai tas uzlabosanu.
Dalgji strukturgtaja intervija piedalijas pieci respondenti, kas ir “Tava nometne” pedagogi.
Intervijas laika respondentiem tika uzdoti 10 jautajumi par kvalitates vadibu un tas
nepiecieSsamibu beérnu nometnges.

Pétijjuma rezultati

Ta ka darba mérkis ir izprast kvalitates vadibas nepiecieSamibu bé&rnu nometnés, tad ka pirmais
jautajums tika uzdots par to, ko respondenti saprot ar vardu kvalitate un kvalitates vadiba, tad
lielakoties atbildes bija lidzigas, jo visi respondenti atbildgja, ka uzskata, ka kvalitate ir atbilstiba
prasibam Liene: “Ar vardu kvalitate saprotu produkta vai pakalpojuma atbilstosu piedavajumu.
Kvalitate prezenté uznémuma ilgtspéju un attistibu. Kvalitates vadiba uznémumos nodrosina
kvalitativa produkta vai pakalpojuma istenoSanu”. Ar1 Dace noradija, ka “Kvalitate ir
apliecinajums tam, ka piedavatais pakalpojums vai produkts atbilst tavam velmem . Savukart, ar
kvalitates vadibu respondenti saprot Silva: “kvalitates vadiba ir vadlinijas uznémumu procesu
vadibai, lai attistitos”. A1l pargjo respondentu atbildes bija Iidzigas, iznemot Svetlanas, kura
noradija, ka “kvalitates vadiba - vadiba, kurd ir labi, zinosi specialisti.” Tatad, lai uznémuma
biitu kvalitates vadiba ir nepiecieSami kvalificéti darbinieki, kas parzina darba jomu vai kuriem
jau ir ieprieksgja darba pieredze. Sis varétu biit viens no svarigajiem punktiem, ko ieklaut
kvalitates vadibas izstradeé nometném. Arl nometnes rokasgramata ir atrunats, ka veidojot
komandas sastavu ir nepiecieSams nemt veéra ne tikai radoSumu un sp&ju stradat komanda, bet ar1
pieredzi un atbilsto$as iemanas (Zelca, u.c., 2011).

Jautajuma par uznp€muma produktu un pakalpojumu kvalitates noteikSanu visi respondenti
lielakoties atbild&ja, ka to nosaka fakts, kad klients ir apmierinats un vélas iegadaties to atkartoti,
iznemot vienu respondentu. Ka norada Silva “klientu atsauksmes un patérésana un sanemtie
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sertifikati, apliecindjumi par preces vai pakalpojuma kvalitati”. Viens respondents, tomer
noradija, ka svarigi ir iegiit sertifikatu. STs atbildes, autoresprat, norada to, ka iesp&jams lielakoties
cilveki ar kvalitati saprot preci vai pakalpojumu, kas atbilst vinu v€lmém, sagaidamajam
ekspektacijam un ir pieprasijums, §Ts atbildes pamato, to, ka reti kuram kvalitates saistas ar iegiitu
sertifikatu vai apliecibu. Tap&c kvalitates vadiba vajadzétu koncentréties nevis uz sertifikatu
iegiiSanu, bet uz attistibu un spgju piedavat paterétajiem tadu pakalpojumu, kadu to sagaida lielaka
dala. Par to liecina ar1 respondentu atbildes jautajuma par to, ka tiek saprasta kvalitates vadiba
b&rnu nometnés “kvalitates vadiba bérnu nometnés ir svariga, lai klienti velétos sanemt
pakalpojumu atkartoti un biitu par to pateicigi. Kvalitates vadiba ir svariga, jo vienmér td tiek
uzlabota, lai ikviens ir apmierinats ar pakalpojumu’” vai “visi darbinieki tiek iesaistiti pastavigas
pilnveides procesa, organizéjot bérniem jégpilnu un saturigi pavaditu brivo laiku. Pandkot
bérnu, vinu vecaku un citu ieintereséto pusu pilnigu apmierindatibu”.

Identisku atbildi respondenti sniedza jautagjuma par to, cik svariga ir nometné kvalitates vadiba,
tad Seit visi atbildgja, ka loti svariga Dace: “kvalitativas bernu nometnes ir [oti svarigas, jo tikai
uz tadam nometném vecaki var drosi vest savus bérnus, kur ir ieviesti visaugstakie standarti gan
briva laika pavadisana, gan apgiistot jaunas prasmes , gan sadzives apstaklos, gan drosas vides
radisana” ar1 Svetlana atbildgja I1dzigi “berniem ir loti svariga kvalitativa nometné, ta ka ta nav
skola, kas ir obligata, tas ir vinu brivais laiks, viniem ir svarigi, lai patéretais laiks biitu ta verts
- gittas lieliskas atminas un pozitivas emocijas”.

Ka nakamo autore respondentiem uzdeva jautajumu par normativajiem dokumentiem un vai tur
ir pietiekami atrunatas nometnes organizgSanas lietas. Tad visi respondenti piekrit tam, ka Sajos
normativajos dokumentos ir atrunatas pamatlietas. Liene norada, ka balstoties uz Siem likumiem
un ieverojot tos, tiek sastaditas savas prasibas “katra nometnu organizacija, izpildot
pamatprasibas, izveido art savas kvalitates zimes, pieméram, naksnosanu skaistas istabinas ar
tualetem, gultasvelu, norobezotu teritoriju, idens atrakcijam un ar daudz ko vél savu, kas padara
nometni interesantu un piepilditu”, kuras ieverojot tiek uzturéta nometnes kvalitate. P&c
respondentu atbildem noskaidrojas, ka reti kur§ zina vai ir iepazinies ar normativajiem
dokumentiem, tapec ieteikumu nebija. Ari tie, kuri bija inform&ti par normativajiem
dokumentiem, izteikt ieteikumus nevargja.

Svarigs jautajums aptauja bija par to, kas liecina, ka tiesi “Tava nometne” ir kvalitativa, tad visiem
atbilde bija, ka galvenais raditas ir pieprasijums un ka beérns vélas atgriezties uz nometni ari
nakoSajos gados. Autore uzskata, ka tas ir viens no nozimigakajiem punktiem b&rnu nometnes
kvalitate, bet ne vienigais, jo nedrikst aizmirst ar1 papildus lietas, kas nosaka, kada tad ir nometne.
Kadas ir $is lietas Liene uzskaitija: “Misu uznémuma bérnu nometnu veidosand ir svarigas
sekojosas lietas, kas padara pakalpojumu par kvalitativu: naktsmitne — istabas ar tualetém, gultas
un gultasvelas; teritorija — slégta, norvobezota, ar iidensobjektu, sakopta, ar vietu sporta spélém;
édinasana — garsigs, bagatigs édiens Cetras reizes diend; aktivitdates — dazadiba, interesantas,
pamdcosas un aktivas”.

Sie papildus raditaji ir loti svarigi, jo bérns varbiit tos pat nepiefikses, bet, kad atbrauks majas un
vecaki saks jautat, ka gaja, kur gulgjat, kadi bija dzivosanas apstakli, ko €dat vai bija pietickams,
tad noteikti nems véra visu iepriek§ uzskaitito, kas savukart vecakiem liks izvertét vai nometne
bija piemérota vinu berniem kvalitates zina vai n€. Tap&c ir svarigi, ka kads uztur un kontrole §is
kvalitates vadlinijas un ta ir nometnes vaditaja, kura, ka mingja Liene “nometnu kvalitates vadibu
isteno nometnu vaditdja. Ir noteiktas prasibas, kas jaievéro - noteikta darba kartiba, iekséjie
drosibas noteikumi. Ideju vetras palidz nonakt pie labakas idejas, kad tiek veidotas programmas.
Vienmer tiek izveleti labakie varianti bérnu aktivitasu veidosana”. Art Larisa atbild Iidzigi “ja,
miisu nometném ir kvalitdates vadiba. Nometnes organizétajs plano, izvirza merkus ar skatu uz
nakotni, uztur jau iegitos augstos darba rezultatus, elastigi vada darbinieku kolektivu, tiek
izmantotas inovacijas ,atbalstits darbinieku radosums un jaunu zinasanu apguve”. Pec darbinieku
atbildem var secinat, ka oficialas kvalitates vadibas nav ir tikai nometnes vaditajas/organizétajas
noteiktie punkti, ko jauztur un kuriem jaseko nometnes laika, to pamato ari Silvas atbilde
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“oficialas kvalitates vadibas laikam nav. Ir vadlinijas kuram sekojam nometnes ikdiena, ko
nosaka nometnes vaditdja”. Tas liecina par to, ka tomé&r vadlinijas ir nepiecieSamas nometnes
kvalitates vadibai, ka nevar bt nometne bez vadlinijam vai vismaz atrunatiem punktiem
kvalitates uzturéSanai.

Lielakoties negativu atbildi respondenti sniedza jautajuma par vienotas kvalitates vadibas
ievieSanu visam nometn€. Ka viens no galvenajiem pamatojumiem bija, ka tad visas nometnes
bus vienadas un pazudis konkurence “es uzskatu, ka ta butu slikta doma, jo jabut dazadibai 5t
pakalpojuma piedavajumda, lai katram bérnam varétu piemeklét atbilstosako nometni, kur pavadit
laiku vasara. Ka art katram uznémumam ir savas stipras puses, tas tiek istenotas nometnés. Jabiit
atskirigam piedavajumam, lai ir no ka izveleties” vai art “...manuprat, tas dod iespeju vecakiem
un atvasém vairak koncentréties uz nometnes saturu un tadejadi atrast sev piemérotako, nevis likt
pirmaja vietd nometnes kvalitati un tikai otraja tas saturu”. Tatad ir svarigi piedavat tadas
kvalitates vadibas vadlinijas, kuras neliktu mainit nometnes saturu, programmu un mérki, bet
kuras palidzetu realizet tas vel labaka Itmeni. Autoresprat, iesp&jams nometnes darbiniekiem ir
izveidojusies nekorekta izpratne par kvalitates vadibu, jo kvalitates vadiba nepiedava un neuzliek
vajadzibu vienadot pakalpojumu vai preci ta piedava to uzlabot, piedavajot konkrétas vadlinijas,
tas ir vel viens fakts, kvalitates vadibas nepiecieSamibai.

Secinajumi

Pétfjuma rezultata iegtti $adi secinajumi:

— Literatiiras analize parada, ka kvalitates jédzienam un kvalitates vadibai miisdienas ir
vairakas definicijas, bet musdienas biezak izmantotas ir ka kvalitate ir atbilstiba prasibam
un kvalitates vadiba ir darbibu un procesu kopums uznémuma, lai nodro$inatu stabilu
darbibu un ilgtspgjigo attistibu.

— Apkopojot literatiras datus, kvalitates vadibas esamiba galvenais uzdevums ir padarit
uzn€mumu un tas produktu/pakalpojumu ilgtsp&jigu.

— Literatiiras analize parada, ka miisdienas ir pieejamas vairakas iespgjas kvalitates vadibas
ievieSanai uzn€muma, jo to uznémums var izstradats pats, balstoties uz sava uzn@muma
uzstaditajiem kvalitates merkiem, bet var izmantot, kadu no pasaul€ pieejamam kvalitates
vadibas sistémam.

— Literatiiras dati liecina, ka p&€dgjo gadu laika kvalitates vadibas izmanto$ana uzn@mumos
saka pieaugt arvien straujak un straujak, jo laika, kad paterétajiem ir pieejamas tik daudz
izveles iespgjams, ir nepiecieSamas saglabat savu konkurgtsp&ju tirgd un tiesi kvalitates
vadibas esamiba ir viens no veidiem tas uzturé$ana.

— Apkopojot iegiitos datus, miisdienas nometnu izvéle ir tik paplasinajusies, ka nometnu
vaditajiem un organizatoriem ir nepiecieSams arvien vairak koncentréties uz dalibnieku
piesaistit tiesi vinu nometnei, jo strauji aug konkurence.

— Apkopojot datus, autore secina, ka uz doto momentu nav vienotas kvalitates vadibas
vadliniju, ko var€tu ievérot katras nometnes organizatori savas nometn€s ir Ministru
kabineta noteiktie likumi un normativie dokumenti, kurus janem vera.

— Intervijas dati liecina, ka nometnés, ko piedava SIA ‘Tava nometne” nav kvalitates
vadibas ir tikai nometnes vaditajas noteiktas vadlinijas, kuras jasasniedz, kuri mainas
katru gadu, kas nav efektivi.

— P&c respondentu atbildém var secinat, ka uznémuma darbiniekiem ir vienads viedoklis
par kvalitates vadibu nometn€s un tas nozimi nometngés.

— P&c respondentu atbildém var secinat arl ka vienads viedoklis ir par raditajiem, kas
liecina, ka SIA “Tava nometne” nometnes ir kvalitativas un galvenais raditajs ir
pieprasijums.
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Kitija Vindele. VIDEI DRAUDZIGU ROTALLIETU NOZARES UZNEMUMU
ATTISTIBAS IESPE]JAS

Ekonomikas un Kultiras augstskola

’

Studiju programma “Biznesa Ekonomika
E-pasts: Kitijavin@gmail.com

Zinatniskais vaditajs: Dr. oec., profesore, Vita Zarina

Anotacija

Pétijuma aktualitate: Miisdienas rotallietu nozarei ir svariga loma cilvéku dzives, kam tas jebkadi ir
saistitas ar berniem, tacu 90% no kop@ja pardoSanas apjoma ir plastmasas rotallietas, kur atkritumu
daudzums rada aptuveni | miljonu tonnu plastmasas ik gadu. Turpretim attistoSo rotallietu esamiba apkalpo
nozares patérétajus ar konkrétu problémas piedavajumu un véstijumu, vérSot uzmanibu uz dabisko un
saudzigo. Lai apvienotu §is abas Ipa$ibas, ir nepiecieSams izprast nozares Ipatnibas un ka tas izmantot
kontakta ar individiem. ST sféra bitiski ietekmé dzives aspektus, jo palidz un aktualizé eko attisto$o
rotallietu vertibas un nepiecieSamibu.

Pétijuma meérkis: Novertet nozares ilgtspgjibu un potencialu, nemot véra, ka nozares tirgus ir veidots
samgra nelielam patérétaju lokam ar noteiktam vajadzibam.

Pétijuma metodes: Lai sasniegtu izvirzito mérki un darba uzdevumus, izmantotas $adas datu vakSanas
metodes: dokumentu un sekundaro datu analize, lai skaidri definétu ekologisko un attistoSo rotallietu
nepiecieSamibu un faktorus, kas to ietekme. Analizeti p&tijumi par $o rotallietu nozares ilgtspgjibu un
perspektivu. legiitie dati att€loti grafikos.

Sasniegtie rezultati: Apkopota informacija par nozares segmentESanu, iesp&jam, priekSrocibam un
mobilitati. leghta informacija lauj novertét nozares potencialu ilgtermina. Izstradati secindjumi un
priekslikumi nozares “dzivotsp&jai’’.

Atslegas vardi: attistibas iespgjas; rotallieta; ietekm&josie faktori; videi dabisks un saudzigs.

levads

Sobrid viens no lielakajiem izaicinajumiem rotallietu nozaré ir esosais plastmasas daudzums, ta
nelabveéliga ietekme uz vidi, it Tpasi uz vidi, kura atrodas bérni. Ka ikviens vecaks vai cilveks,
kuram ikdiena ir saskare ar berniem, zina, ka rotallietas parasti nekalpo miiZigi un tiek atri
salauztas. Ka liecina petijums par ’llgtsp&jigu rotallietu tirgu p&c produkta veida, vecuma grupas
un izplatiSanas kanala’’ vairak neka 70% pasaules rotallietu tiek razotas Kina, kur ekologiskums
piesarnojumu ar kimiskajiem atkritumiem. Plastmasas rotallietas ne tikai rada globalo
piesarnojumu, bet arT ietekmé€ vidi, kura bérns uzturas.

Nemot véra plastmasas ietekmi uz beérniem un vidi, ir pienacis tads bridis, kad inovacijas rotallietu
nozar€ spgj radit ilgtsp€jigas, drosas un modernas rotallietas, ar kuram bérni var spéléties bez it
nekada riska. Rotallietu nozare ir atri augosa sfeéra, kur katru dienu paradas jauni produkti. Lielais
rotallietu razotajs LEGO ir sacis izmantot materialus ka pieméram, cukurniedres plastmasu, kas
ir biologiski ieglits materials un kas neatstaj ietekmi uz misu plan&tu. Uznémumi no visas
pasaules ir sakusi sekot LEGO pieméram, izgatavojot rotallietas no cukurniedrém, bambusa,
kokvilnas un citiem biologiski ieglitiem materialiem, kas nav toksiski b&rniem. Sekojot §im
pieméram, arvien vairak rotallietu razotaji ir sakusi arl ieguldit resursu rotallietu drosibas
parbaudgs, lai nodroSinatu to dro§ibu, veiktu uzlabojumus un attistitu inovacijas $aja joma.
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Pétfjuma meérkis ir noveértét nozares ilgtsp&€jibu un potencialu, nemot véra, ka nozares tirgus ir
veidots saméra nelielam paterétaju lokam ar noteiktam vajadzibam.

Lai sasniegtu mérki tiek izvirziti $adi uzdevumi:
— Raksturot videi draudzigu rotallietu nozares uznémumu bitibu un stratégiju.
— Apkopot ekologisko rotallietu attistibas ietekmgjosos faktorus, analiz§jot pieejamos
materialus un petijumus.
— Balstoties uz iegiitajiem rezultatiem, izstradat secinajumus un priekslikumus par
rotallietu veidoSanu un izplatiSanu.

Petfjuma tiks izmantotas dokumentu un sekundaro datu analize. Analiz€ti p&tijumi par So
rotallietu nozares ilgtsp&jibu un perspektivu. legitie dati atteloti grafikos. Petfjuma rezultata tiks
noskaidroti dabai draudzigo rotallietu nozares darbibu ictekm&joSie faktori, ka ari izstradati
secinajumi un priekslikumi nozares “dzivotspgjai’’.

Analitiskais apskats

Plastmasas nozare strauji virzas uz priekSu, virzoties uz ilgtsp&jibu. Un ta ka biologiskie,
atjaunojamie materiali kliist arvien pieejamaki, tirgi nonak ilgtspgjigakas rotallietas. Inovacijas
rotallietu nozar€ nodrosina b&rniem dro$akas un zalakas rotallietas, kas ne tikai pasarga vinus no
kaitigajam vielam, bet arT nodrogina ekologiskaku nakotni. Sis parmainas ir notikusas tikai pedgjo
gadu laika un par to ir japateicas jaunakai paterétaju paaudzei, jo gadiem ilgi rotallietu nozare
liela dala uzn@mumu koncentrgjas galvenokart uz pelnas giiSanu. Miisdienas rotallietu paterétaji,
galvenokart jau vecaki, ir kluvusi apzinigako par pirkuma lémumiem, jo censas biit &tiskaki un
izvairities no tradicionalas pardosanas prakses. Vecaku pieaugosa interese par biologiski razotam
rotallietam ir viens no galvenajiem faktoriem, kas mudina raZotajus ieviest jauninajumus savas
produkcijas. Macot maziem b&rniem jau no agra vecuma par dabu un vidi, vini var labak izprast
plaso pasauli un to, ka par to ripéties.

Produktu videi draudzigu padara fakts, ka tas ir izstradats un razots ar minimalu ietekmi uz vidi.
Dabai draudzigu rotallietu razo$anas nozaré galvenokart tiek izmantotas kokvilnas, vilnas,
bambusa un cukurniedres materiali un krasas. Sadu rotallietu izgatavo3ana prasa ari detalizétakus
drosibas parbaudijumus, lai tas butu drosas pat vismazakajiem. Nozares specialisti piebilst, ka
izgatavosana prasa papildu ptles un daudz radoSuma, jo dabai draudzigu rotallietu izgatavosana
ir stingri aizliegts izmantot toksiskas vielas, Iimi un parastas krasas. Razotajiem ir jaaizstaj
plastmasa ar otrreizgji parstradatu materialu. Neskatoties uz visiem Siem ierobeZojumiem un
problémam, ekologisko rotallietu nozares temps ir ievérojami pieaudzis pédgjo gadu laika, jo Iidz
ar to pieaug ari izpratne par ietekmi uz vidi un klimata parmainam. Varétu drosi apgalvot, ka
pandémijas uzliesmojums ir pozitivi ietekmgjis nozari un rotallietu tirgu. Tiek 1&st, ka lidz
2030.gadam videi draudzigu rotallietu nozares tirgus palielinasies triskart.

Nozare ir daudz materialu, kas ir labveligi pret planétu neka plastmasa. Dabiskie materiali,
pieméram, bambuss, organiska kokvilna, kanepes vai korka materials ir lieliskas ilgtsp&jigas
alternativas. Labs piemers pargjiem rotallietu nozares uzn€mumiem ir Green Toys uzn€mums,
kur§ bazgjas Amerika un razo pilnigi visu savu produkciju no 100% parstradatam piena
iepakojumiem.
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Plastmasas materiali, ko izmanto rotallietu nozare
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= Polietiléns Polistirols

Polipropiléns Akrilnitrila butadiéna stirols

= Polivinilhlorids = Citas plastmasas

1.att. Plastmasas materiali, ko izmanto rotallietu nozarg (Avots: “Biologiski noardami poliméri rotallietu
nozaré 2021.9°)

Dabai draudzigo rotallietu nozaré pastav vairaki materiali, kurus drosi izmantojot, tiks razotas
100% videi draudzigas rotallietas, piemeéram ka koks. Koka rotallietas ir stipri draudzigakas neka
plastmasa, jo tas ir biologiski noardamas un var tikt parstradatas un kalpo ilgak. Turpretim,
silikons nav ilgtsp&jigs materials, tacu ir daudz draudzigaks neka plastmasa. Silikona rotallietas
ir netoksiskas un nesatur kimiskas vielas. Silikons nesadalas, tad€] neveido mikro plastmasas
dalinas, kas piesarno okeanus. Sadas rotallietas ir spécigakas un izturigakas un tam ir ilgaks
kalpoSanas laiks neka plastmasai. Turklat silikona rotallietas ir draudzigak koslat ar zobiniem,
neka plastmasu.

Paredzams, ka ilgtsp€jigu rotallietu tirgus apjoms pieaugs par 11.00 % gada prognozg&taja perioda
no 2021. gada Iidz 2028.gadam, un visticamak I1dz 2028.gadam tas sasniegs 57613.4 miljonus
dolaru. Pieejamie datu tirgus zinojumi par ilgtsp€jigu rotallietu nozari sniedz ieskatu par dazadiem
faktoriem, kas var buit domingjosi visa prognozgjosaja perioda, vienlaikus nodro$inot to ietekmi
uz tirgus izaugsmi. Nozare rada rotallietas, kas raZotas nekaitjot videi, ilgtsp€jiga un
nepiesarnojosa veida, neizlaizot siltumnicefekta gazes, oglekli vai kimiskos tokstnus. Diemzgl
nemot vera vairakus faktorus, ka darba spéks, algas, resursu pieejamiba un citi, tiek prognozets,
ka augstas razoSanas izmaksas kav€s nozares tirgus izaugsmi.

1.tabula. Pasaules ilgtspgjigo rotallietu tirgus lielums (Avots: Eurostat data base)

;aiaulgis 2021 pret | lzaugsmes
: (ﬁ;ll’gt g0 2016 | 2017 | 2018 | 2019 | 2020 | 2021 | 2020 % raditajs

orazlictu pieaugums | kop$ 2016
tirgus lielums

E‘;ﬁ’%USD 854 | 87.8% | 90% | 9245 | 96 | 1042% | +8.5% +4.1%

Rotallietu nozares uzn€mumi, kuri balstds uz videi draudzigam rotallietam, galvenokart, par
prioritati izvirza vides, sabiedribas un sava biznesa labklajibu ilgtermina. Par galvenajam
vertibam nozares eksperti uzskata: atbildibu, jo ilgtspgjigs uzn€mums uznemas atbildibu par savu
ricibu un ietekmi uz vidi un sabiedribu. Ka arT parredzamibu, jo ilgtsp€jigs uzp€mums ir
parredzams uz savu darbibu, tostarp piegades kedém, produktiem un vidi. Ka arT inovacijas,
sadarbibu, sabiedribas un darbinieku iesaistiSanu.

Pircgju vides apzinas pieaugums un mazumtirdzniecibas nozares strauja paplasinasanas,
visticamak, veicinas ilgtsp&jigu rotallietu tirgus izaugsmi. Ir zinams, ka plastmasa ir viena no
visvairak nenoardamakajam vielam, ko izmanto rotallietu razoSana. Lai noverstu vides problému,
picaugusas bazas par globalo sasilSanu un valdibas noteikumi attieciba uz plastmasas
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izmantoSanu ir veicingjusi ilgtspgjigu rotallietu tirgus izaugsmi. Turklat valdibas noteikumi par
kimisko vielu izmanto$anu rotallietas, veicina o ekologisko rotallietu razo$anas izaugsmi.

Nozares attistibu un dzivotspgju ietekmé ar1 tas raditie produkti, jo tie kalpo ka v&stfjums
patérétajiem. Ka redzams attela, popularakie produkti, kas ir raditi no ilgtsp&jigiem materialie ir
. figiirinas, lelles, puzles, ara rotallietas un buivesanas komplekti. Ir svarigi izprast savas
auditorijas veélmes, lai padaritu nozari dzivotsp&jigu un lautu tai attistities.

Kops 2019. gada datiem pieprasijums p&c noteiktiem produktiem ir pieaudzis. Nozares potencialu
nosaka tas, cik labi uznémums mak stradat ar savu mérkauditoriju, izprast vélmes un pretenzijai,
lai sp&tu piedavat produktu plasakam tirgus sektoram.

oo [ 2027

&
4
&

Q,
%

2 att. Produkta tips. (Avots: “Toys market by Priduct type 2021-2027”)

Saskana ar ilgtsp&jigu rotallietu tirgus analizi, ilgtsp&jigo rotallietu tirgus ir segment&ts péc veida,
produkta veida, izplatiSanas kanala, vecuma grupas un regiona. Pamatojoties uz produkta veidu,
tirgus tiek klasificets ka darbibas figiirinas, buvkomplekti, lelles, sp€les/puzles, sporta un ara
rotallietas un citas. Pamatojoties uz vecuma grupu, tirgus ir segmentets lidz 5 gadiem, 5 lidz 10
gadiem un virs 10 gadiem. Saskana ar ilgtsp&jigu rotallietu tirgus prognozi, pamatojoties uz
vecuma grupu 5-10 gadiem, 2021. gada no visas kopgjas rotallietu nozares, 39.70% veidoja tiesi
ekologiskas rotallietas, kas razotas no dabai draudzigiem materialiem.

Rotallietu segmenti pamatojoties uz vecuma
grupu 5-10gadi

60,30%

= Ekologiski ilgtsp&jigas rotallietas Pargjas rotallietas

3. att. Rotallietu segmenti (Avots: “Sustainable Toys Market by Product Type, Age Group and
Distribution Channel, 2021”)
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Lai dabai draudzigo rotallietu nozare turpinatu augt ir jaapzinas, ka $ada veida rotallietas biis
dargakas un iesp&jams ne tik pieejamas ka rotallietas, kas razotas no plastmasa lielos daudzumos.
Sai nozarei ir sava specifika, sakot jau ar materialiem, kas prasa gan laika, gan resursu patérinu,
lai tos iegiitu un beidzot ar pieeju ka produktu pasniegt, lai tas sasniegtu nepiecieSamo auditoriju.
Jaatceras, ka §1 nozare nav veidota, lai giitu pelnu vai popularitati, bet lai samazinatu toksinus un
piesarnojumu vid€ un lai veicinatu aizvien vairak paterétajus piedomat pie ta, ko dodam savam
b&rnam, lai vins sp&l&tos. Runajot par nozares ilgtsp&jibu, ta ir un bus ejosa lielakoties ASV un
Eiropas lielakajas pilsétas, kur apzina par vidi ir iespgjams savadaka. Lai gan nevar skaidri
nodefingt, kuras valstis nozarei biis dzivotspgja, jo viss ir atkarigs no pircgju skattfjuma uz vidi.

Pétijjuma metodologija

Petfjuma tika izmantota dokumentu un sekundaro datu analize par situaciju ilgtsp&jigu un dabai
draudzigu rotallietu nozari. Tika izmantoti interneta resursi, pétijumi, raksti un nozares ekspertu
publikacijas. Sekundaro datu analizei izmantoti OECD un Eurostat datu bazes pieejami dati un
dati, kas pieejami interneta resursos, lietojot atbilstoSos atslégas vardus, kas atspogulo nozares
tirgus ilgtsp&jibu un esosas tendences. Lai sasniegtu izvirzitos mérkus, autore izvelgjas analizet
pieejamos statistikas datus pat nozari, lai gitu priekSstatu par procesiem un tendencém

Pétijjuma rezultati

P&tijuma galvenajs jautajums bija identificét nozares prieksrocibas un dzivotsp&ju ietekmé&joSos
faktorus. Ekologiski ilgtsp&jigo rotallietu nozare pédgjos gados ir ieguvusi savu atpazistamibu un
laikam ejot, cilveki vairak pieversas dabai draudzigam prec€m un aktivam dzivesveidam. Nemot
vera to, ka gan esoSie, gan iesp&jamie patérétaji ir sakusi vairak raudzities uz to, kas tiek davats
b&rnam un cik misu plangta jau ir piesarnota, nozare turpinas augt straujos tempos.

Faktori, kas ietekmé nozares atfistibu galvenokart ir laiks, resursi un v€lme. Lai $ada tipa
rotallietas razotu ir jabiit pieejai pie biologiskiem un parstradajamiem resursiem, kas savukart ari
maksa vairak neka plastmasa. Lai Sos materialus iegiitu ir nepiecieSams arT laiks un nauda. Kas
savukart automatiski jau liek nozarei produkciju pardot dargak, neka eso$as plastmasa rotallietas.

Petijuma gaita tika defingti ar1 vairaki priekslikumi, kas nozarei sniedz iesp&ju attistities:

— Lielaka dala ilgtspg&jigo rotallietu uznémumi nedzenas p&c pelnas, bet gan pec ta, ko var
ar savu produktu sniegt. Nozares uzn€mumi maina $o perspektivu visa rotallietu nozarg,
liekot pargjiem zimoliem sevi novertet augstak par pelnu;

— Veidot ilgtermina vertibas. Razojot un pardodot produktu, nozare ar to dod ar1 vEstijumu
par plangtas un bérna vides saudzgésanu,

— Sekojot [idzi saviem paterétajiem un vinu velme&m, nozarei ir biitiskas iesp€jas attistities.

Veiktais pétijums autorei sniedza iesp&ju identificét nozari no dazadiem rakursiem, lai izprastu
galvenas vertibas un iespgjas dabai draudzigu rotallietu nozar€. Pieejamie literatiiras avoti
noradija uz to, ka nozarei ir potencials, nemot véra ne tikai jauniesu, bet ar1 vecaka gajuma cilveku
attieksmi pret vidi, kura dzivojam. Ar katru dienu piesarnojums paliek ar vien lielaks un esosais
plastmasas daudzums rotallietds nekur nepazudis. M@s varam cerét, ka tas ar katru dienu paliks
mazaks, bet rotallietu izstrade ir milziga nozare, kura ik gadu apgrozijums parsniedz vairakus
miljonus eiro, ka arT ta rada tikstosiem jaunas darbavietas, bet liela dala neizdomajas cik daudz
no So rotallietu razosanas tiek nodarits pari videi, kura aug miisu bérni.

Plastmasas nozare strauji virzas uz prieksu, virzoties uz ilgtsp&jibu, un ta ka bioplastmasa un
atjaunojamie materiali klUst arvien pieejamaki, tirgli nonaks ilgtsp&jigakas rotallietas. Inovacijas
rotallietu nozar€ nodrosina miisu bérniem drosakas, zalakas rotallietas, kas ne tikai pasarga vinus
no kaitigam kimiskam vielam, bet arT nodro$ina viniem zalu nakotni.
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Secinajumi

Veiktais pétijums autorei sniedza iesp€ju aplitkot nozares efektivitati un nakotni. Aplikotie
faktori, priekslikumi un novertgjums, skaidri nosaka nozares stavokli jau esosaja rotallietu tirga.
Un dod iesp€ju definét nozares faktoru, mérkus un attistibas iespéjas.

Autore balstoties uz darba veikto analizi un iegiito datu rezultatiem ir izdarijusi sekojosus
secinajumus:

— Nozare rada rotallietas, kas razotas nekait&jot videi, ilgtsp&jiga un nepiesarnojosa veida,
neizlaizot siltumnicefekta gazes, oglekli vai kimiskos toksinus.

— Rotallietu nozares uznémumi, kuri balstas uz videi draudzigam rotallietam, galvenokart,
par prioritati izvirza vides, sabiedribas un sava biznesa labklajibu ilgtermina.

— llgtspgjigam rotallietam ir stingras kvalitates kontroles procediras, tas ir parredzamas par
to procesu un izmanto tikai kvalitativus otrreizgji parstradatus materialus, lai nodro§inatu
rotal]lietu droSumu pat mazajiem. Tas izgatavoSana prasa papildu piiles un daudz
radoSuma.

— Rotallietam ir iz8kiroSa nozime bérnu izaugsme un attistiba. Rotallietam ir Joti liela
nozime smadzenu attistiba, jo rotallietas palidz apgut logiskas un sprieSanas prasmes,
palidz iegut telpisko sprieSanu un logiskas prasmes. SpéléSana ar rotallietam un galda
spelém arT palidz beérniem macities, ka arT attistit socialas un komunikacijas prasmes.

Veiktas pétijums dod ieskatu ekologiski ilgtsp&jigu rotallictu nozares griezuma, procesu iesp&jam,
ka arT noverte nozares gatavibu kapumam vai kritumam.
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Anotacija

Pétijuma aktualitate: Miisdienas ritenbrauksana ir ne tikai sporta veids, bet arT parvietoSanas lidzeklis. Ar
velosipédiem tiek planoti gan grupu, gan individualie velo braucieni talu pludmales zonas vai fiksétu
punktu apskates pilsétas un mezos. Velo noma ir laba alternativa — brauc, kad vélies un nedoma par velo
uzturé$anu un glabasanu. Turklat nomas velosipéds sniedz lieclaku brivibu. Ar velosipédu var baudi saulainu
rita braucienu, savukart lietainaka vakara atstaj velosipédu nomas novietné un majup dodies ar citu
transportu. Velosipeds nenoliedzami ir viens no visertakajiem transportlidzekliem pilséta. Ar katru gadu
pieprasijums péc nomas velosipédiem pieaug aptuveni par 20%. Uz doto bridi Ogré ir tikai viena velo
noma, kura atrodas 5 km attaluma no Ogres centra. Lai ikdiena ar velosipédu varétu parvietoties p&c
iesp€jas vairak Ogres iedzivotaju un viesu, ir nepiecieSama vél viena velo noma Ogres centra.

Pétijuma meérkis: Izanalizet Ogré velo nomas nozares pieprasjjumu un to riskus.

Pétijjuma metodes: Literatiiras analize, sekundaro datu analize, grafiska metode, aprakstosa statistikas
metode, padzilinata intervija, padzilinatas intervijas transkripcija.
Sasniegtie rezultati: Tika veikta statistiska datu analize, kura tika apkopota ar aprakstoSo statistikas

metodi. Izanaliz&ta nozare un to riski, izveidota SVID analize, intervéts nozares parstavis un apkopots ta
rezultats.

Atslégas vardi: velo noma; viesi; velosipéds; Ogre.

levads

Misdienas ritenbrauksana ir ne tikai sporta veids, bet arT parvietosanas lidzeklis. Ar velosipediem
tiek planoti gan grupu, gan individualie velo braucieni talu pludmales zonas vai fiksétu punktu
apskates pils€tas un mezos. Velo noma ir laba alternativa — brauc, kad velies un nedoma par velo
uzturéSanu un glabasanu. Turklat nomas velosipeds sniedz lielaku brivibu. Ar velosipedu var
baudi saulainu rita braucienu, savukart lietainaka vakara atstaj velosipeédu nomas novietné un
majup dodies ar citu transportu. Velosipeds nenoliedzami ir viens no vis€rtakajiem
transportlidzekliem pilséta. Ar katru gadu pieprasijums péc nomas velosipediem pieaug aptuveni
par 20%. Uz doto bridi Ogr€ ir tikai viena velo noma, kura atrodas 3 km attaluma no Ogres centra.
Lai ikdiena ar velosipedu var€tu parvietoties pec iespgjas vairak Ogres iedzivotaju un viesu, ir
nepiecieSama vél viena velo noma Ogres centra.

Petfjuma meérkis bija izanalizét Ogré velo nomas nozares pieprasijumu un to riskus. Mérka
sasnieg8anai izvirzitie uzdevumi:

— Apkopot statistikas datus un veikt to aprakstoSo analizi;

— Veikt statistikas datu analizi, ar mérki noteikt iespgjamas attistibas tendences;

— Noteikt un pamatot nozares pieprasijumu vai nozares iesp&jamo attistibu Ogre.

Petfjuma analitiskaja apskata dala autore veic teor€tisko apskati par nozari. Petjjuma dala autore
veic statistikas datu analizi, rezultatus att€lo izmantojot grafisko metodi. Tiek noteiktas
iesp&jamas attistibas tendences, tieck pamatotas nozares attistibas iesp€jas. P&tijuma beigas ir
apkopoti secinajumi.
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Analitiskais apskats

Velosipédu nomas vai velosipe€du nomas uznémums iznoma velosipedus uz 1su laiku, parasti uz
dazam stundam. Lielako dalu nomas pakalpojumu sniedz velosipeédu veikali ka blakus
pakalpojumu galvenajam tirdzniecibas un servisa biznesam, tacu dazi veikali specializgjas noma.
Tapat ka ar automa$inu nomu, velosip€du nomas veikali galvenokart apkalpo cilvekus, kuriem
nav pieejams transportlidzeklis, parasti celotajus un jo Ipasi turistus. Tap&c specializetie
velosipedu nomas veikali parasti darbojas pludmal@s, parkos vai citas vietas, ko biezi apmekle
tiiristi. Saja gadijuma maksas tiek noteiktas ta, lai veicinatu velosipeédu nomu uz dazam stundam
vienlaikus, reti vairak par dienu. Citos velosip&du nomas veikalos tiek iznomata gan pa dienam
vai nedélam, gan pa stundam, un ta ir lieliska iespg€ja tiem, kas velas izvairities no sava velosipedu
piegades, bet velas veikt vairaku dienu velotari noteikta apvida (Definitions, n.d.). Ilgtermina
velosipeédu noma kopa ar vai neatkarigi no esosas velosipeédu koplietosanas sistémas sniedz daudz
prieksrocibu pilsétai un tas iedzivotajiem.

Mg@s visi zinam par ritenbraukSanas priekSrocibam: samazinatu sastrégumu un troksSna
piesarnojumu, mazaku oglekla emisiju un uzlabotu iedzivotaju laimi un veselibu (Fifteen.eu,
2022). Velosipedu koplietoSana ir tuvu tam, lai kliitu par sabiedriska transporta neatnemamu
sastavdalu visas pasaules pilsétas. Velosipeédu nomas sist€ma palidz pils€tu teritorijam samazinat
automasinu satiksmi un piesarnojumu, vienlaikus nodrosinot vietgjos iedzivotajus un viesus ar
€rtu, 18tu un veseligu transporta lidzekli (Sood, 2011).

Ka liecina statistika, ka 70% no visiem braucieniem izmanto vietgjie iedzivotaji. Vid&jais nomas
velosipéda lietoSanas ilgums ir 3,2 stundas - vietgjie iedzivotaji parasti nomajusi velosipedu
1sakam laika posmam, kamér arvalstu viesi biezi vien médz iznomat velosip&du Iidz pat nedelu
ilgam periodam, aktivi iepazistot Rigu, Jirmalu un pils€tu tuvako apkartni. Vairak neka 200
velobraucgji Sovasar izmantojusi ari iesp&ju iegadaties velo nomas abonementus, lai visu sezonu
regulari parvietotos ar velosipédu (Dienas Business, 2014).

Pieredze rada, ka ar velosipedu, atbilstoSos laika apstaklos, labprat brauktu daudzi, bet ikdiena no
§adas transporta izv€les attur dazadi praktiski apsvérumi - velosip&€du nav kur turét, vai arf tas ir
janes uz daudzstavu nama aug$gjo stavu, mainigi laikapstakli, ka ari, protams, bailes no velo
zadzibam. Sixt velo nomas aptauja vairak neka treSdala aptaujato velobraucgju norada, ka tiem ir
nozagts vismaz viens velosipeds (sk. 1. att€lu).

(1o

4

) Y
braucéju ir nozagts velosipéds

1.att. Velosipeédu zadzibas statistika (Avots: Six velo nomas aptauja)

Ka art aptaujas dati rada, ka lielaka dala jeb 63% aptaujato velobraucgju savus velosipedus
uzglaba majokli, savukart 21% izv€las tos turét garaza, pagraba vai kada cita sledzama telpa
savas dzivesvietas tuvuma. Savukart desmita dala velobraucgju velosipedu atstat koplietosanas
telpas — pagalma vai ar1 kapnutelpa, jo nav citas iespgjas, kur tos novietot.
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Velo noma ir laba alternativa - brauc kad vélies un nedoma par velo uzturéSanu un glabasanu.
Turklat nomas velosipeds sniedz lielaku brivibu. Baudi saulainu rita braucienu, savukart
lietainaka vakara atstaj velosipeédu nomas novietn€ un majup dodies ar citu transportu.

Pétijjuma metodologija

Pétfjuma tika izmantotas $adas datu vakSanas metodes — literatiiras analize, grafiska metode,
sekundaro datu analize, aprakstosa statistikas metode, padzilinata intervija, padzilinatas intervijas
transkripcija.

P&tfjuma ierobezojumi:
— Datu vaksanas periods no 20.03.2023. Iidz 02.04.2023;
— lerobezota dokumentu piekluve;
— Izmantoto informaciju avotu skaits 9.

Pétijuma rezultati

Velosipédu noma ir ne tikai geografisks ierobezojums, bet ari sezonas. Galvenais §1 biznesa
virziens ir divritenu transportlidzeklu noma. Bet, lai palielinatu rentabilitati, varat parsniegt So
nelielo pakalpojumu. Lai nostiprinatu savas pozicijas tirgli un piesaistitu vairak klientu, varat
piedavat saistitos pakalpojumus un produktus.

Iestajoties vasarai, aizvien biezak no automasinam un sabiedriska transporta parsézamies uz videi
draudzigaku un @&rtaku transportlidzekli — velosipédu. Lai ikdiena ar velosipédu varétu
parvietoties pec iesp&jas vairak Ogres iedzivotaju un arT viesu, jau piekto gadu ir iespgja
velosipgdu iznomat OZK e-VELO NOMA.

Slepju un velo nomas punkts atrodas lidzas Starta laukumam, no kura sakas slépoSanas trases gan
Ogres, gan Ikskiles virziena, ka ari &rtakai piekluvei izveidota auto stavvieta (Zilie Kalni, 2019).
Velosip&ds nenoliedzami ir viens no &rtakajiem transportlidzekliem pilsétai. To apliecinaja arl
nupat veiktais petjjums, kura tika noskaidrots, ka 85% velobraucgju ar velosipeédu parvietojas
gandriz katru dienu - galvenokart, lai dotos uz darbu vai macibam. (Latvijas Zinas, n.d.). Turklat
pasi velosipedisti argumentg, ka galapunkta nonak atrak un bez liekas "kars€Sanas", s€Zot auto
vai sabiedriskaja transporta. Vienlaikus tas nodrosina art labu ikdienas fizisko aktivitasu devu un
lauj taupit Iidzeklus par degvielu vai brauksanas bileti sabiedriskaja transporta.

Ogres pilséta velosipédistiem ir pieejami tris dazadi marsruti: "Ogres Zilie kalni" -8,3
km garuma, "Ogres upes Itkumi" - 8,2 km un 11,6 km garais marsruts uz Spakovska parku un
Daugavas promenadi. MarSrutus iespgjams kombinét, iepazistot Ogres skaistakas dabas un
pilsétvides ainavas, kas pilséta mijas viena ar otru (Visit Ogre, 2021) Diemzgl daba marsruti nav
mark@ti, bet ir izveidota lieliska karte visiem velo cienitajiem, kuri v€las iepazities ar Ogres
pilsétas izveidotajiem velosipedu marsrutiem (skat. 2. attelu.).
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VELOMARSRUTI OGRE

_____________ Ogres Zilie kalni 83 km
Ogres upes likumi 8,2 km
_____________ Spakovska parks un Daugavas promenade 11,6 km
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2. att. Velosipeédu marsruts Ogré (Avots: Visit Ogre, 2022)

Ka arf ir izveidots 98 km garais zalais cel§ “Riga-Ergli”, kurs ved pa kadreizgjo dzelzcela Iiiju,
kas ir pieme&rota velobraucgjiem. Marsruta segums lielakoties ir grants vai meza cel$ un daba ir
markets ar kilometru atzZimém un norades zZimém uz tuvakajiem objektiem. Jauno marsSrutu
visertak sasniegt no Ogres dzelzcela stacijas, dodoties pa 160. velo marsrutu, kas kalpo ka
savienojosais posms. MarSruts markets ar zilajam velo marSruta zimém. Tas ved cauri Ogres
Zilajiem kalniem un Ttniiziem [idz nonak bijusaja Kangaru dzelzcela stacija. No Sejienes jaturpina
cels Erglu virziena, "piestajot" bijusajas dzelzcela stacijas un citos apskates objektos.

Sie ir tikai dazi no Ogré pieejamiem velo marsrutiem. Ir vél loti daudz citi velo marsruti, kurus
Ogres tiiristiem ir iesp&jams apskatit. Sobrid Ogré darbojas 1 velosipédu noma, kura ir 5 km
attaluma no Ogres centra Zilo kalnu dabas parka zona, kas kopskaita piedava 25 — 30 velosip&dus.
Ka Ogres velo nomas 1paSniecks mingja, ka spriezot pec ieprieksgjo gadu pieredzes, nomas
velosipedu skaits ir stipri par maz vasaras sezona un nespgj apmierinat tiiristu pieprasijumu pec
1res velosipédiem. No ta var secinat, ka Ogré ir pieaudzis gan arvalstu celotaju skaits, kuri ikdiena
pieradusi kopa ar draugiem vai gimeni parvietoties ar velosipédiem, gan mainijusies pasmaju
celotaju un vietgjo iedzivotaju attieksme pret vidi un velobrauksanu. Pedgjo gadu laika strauji ir
arT audzis pieprasijums un nepiecieSamiba péc dazada papildus aprikojuma velosipediem, un
tagad velosipedu noma piedavas gan b&érnu sédeklisus, gan dazadus aksesuarus velosipedistiem
ka pieméram tdens pudeles.

Ogres velo nomas acimredzamakie iespgjamie riski ir: Salidzinosi neliels velosipeédu aprikojuma
parks, kas negativi ietekme pardosanas apjomu. Cenu piecaugums. Pakalpojuma pardosanas plana
neizpilde. Velosipedu ltizumi. Nelabveligi laikapstakli. Lidzigu biznesa objektu paradiSanas
velosipe€du nomas punkta tiesa tuvuma. Pamatojoties uz projekta parametru analizi, kop&jo risku
Iimeni var novertets ka vidgu. Jaatzist, ka $T nomas galvenas priekSrocibas: Nenozimigs
investiciju Iimenis. Erta vieta velosipedu nomas punktam. Jauns modernu velosipedu modelu
parks. Savas vietnes izveide pakalpojumu reklam&Sanai interneta. lesp&ja nodroSinat augstu
klientu lojalitati, izmantojot noma jaunu velosipe&du aprikojumu. Iesp&ja turpinat uzp@muma
paplasinasanos (sk. 1. tabulu).
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1. tabula. SVID analize

Stipras puses: Vajas puses:
— Pieprasijums péc nomas velosipediem ne — Salidzinosi neliels velosipedu
tikai vasaras ménesos, bet ar1 ziemas aprikojumu parks;
meénesos; — Velosipedu lizumi;
— Moderni velosipédu modeli; — lesp@jama pieaugosa konkurence;
— Erta atrafanas vieta “Zilo kalnu” dabas — Nelabveligi laika apstakli;
parka cienttajiem; — Noma atrodas 5 km attaluma no Ogres
— Jauni apskates objekti un papildus velo centra.

celinu izveide Ogres novada;
— Tdristu pieaugums.

Iespé€jas: Draudi:
— Iespgja turpinat uznémuma — Pakalpojuma pardosanas plana
paplasinasanos; neizpilde;
— lespgja piedavat papildus aksesuarus — Cenu pieaugums valsti.
velosipedistiem.

Ogres novada domes priekssédetaja vietnieks Gints Stvin$ pateicas eskpertam no Danijas par
ieguldito darbu un piedavatajam idejam, uzsverot, ka izklastitie risinajumi Ogres pilsétas un
novada velosatiksmes atfistibai ir loti noderigi. Ogres novada pasSvaldiba veloinfrastruktiiras
attistibu ir izvirzijusi ka vienu no prioritatem. Merktiecigi tiek stradats pie ta, lai novads biitu
velobraucgjiem draudzigs, tada veida veicinot iedzivotaju mobilitati, aktiva dzivesveida iespgjas,
ka arT velotiirisma attistibu, kas ilgtermina var dot pozitivu pienesumu ar1 vietgjiem uznémumiem.
Velonomas joprojam piedzivo strauju izaugsmi, dati liecina, ka velotarists diena iztere tris reizes
vairak naudas neka autotiirists, kur§ parvietojas tikai no viena objekta uz otru, pa celam
neapstajoties (Ogres novads, 2021).

Velotiristu ekonomiskais pienesums ir diezgan iespaidigs gan no vietgjiem, gan no arvalsts
taristiem (sk. 3. attelu).

Veloturisma ekonomiskais
pienesums - EiroVelo 13

EiroVelo 13 piekrastes marsruts

Arvalstu taristi diena ~53 EUR
Vietéjie turisti diena ~16 EUR

3.att. Velotirisma ekonomiskais pienesums (Avots: Vidzemes Tirisma asociacija, n.d.)

Ogres novada pasvaldibas Infrastruktiiras veicinaSanas nodalas vaditaja Aija Romanovska
informgja, ka eksperta izstradatas rekomendacijas tiks ieklautas pasvaldibas attistibas planosanas
dokumentos. Vina pastastija, ka nakamgad budZeta ietvaros paredzeta esosas veloinfrastruktiiras
sakartoSana un uzlabo$ana, ievérojot eksperta sniegtas rekomendacijas. Tapat planots piedalities
dazada veida projektos ar mérki piesaistit finans€jumu velotikla izbtivei posma no Ikskiles lidz
pat Jumpravai. Viens no eksperta piedavatajiem risinajumiem bija arT velobraucgju uzskaitiSanas
iekarta, kas sniegtu noderigus datus par velobraucgju pliismu. Sada veida ickartas jau ir uzstaditas
dabas parka “Ogres Zilie kalni”. Iegtie rezultati ir ne tikai informativi, bet arT loti noderigi
darbam. Tas lauj saprast objekta noslogojumu, ka arT izdarit secinajumus par to, cik lieli finansu

93



;eka

EKONOMIKAS UN KULTURAS
AUGSTSKOLA

lidzekli nepieciesami objekta uzturésana. legiitie dati tiek izmantoti arT jaunu projektu izstrade.
Planots, ka nakotné arT citviet Ogres novada varétu tikt uzstaditas $adas velobraucgju skaititaju
iekartas.

Ka dati liecina, vasaras méneSos velosipedistu skaits ir pielidzinams gaj&ju skaitam (skat. 4.
attelu).

Popularakais ménesis
o

“In
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Lietotaju skaits ménesi

NEFRESH

4. att. Lietotaju skaits menest (Avots: VEF mobilitates punktu dati)

Velosipedistu un viesu skaitu pieaugumam Ogré, arl pieaugs pieprasijums pec nomas
velosipeédiem. Ziemas ménesos pieaug un pieaugs pieprasijums péc elektro velosipédiem, ar
kuriem ir viegli izbraukt sniegotas takas mezos un baudit ziemas burvibu. Vasaras meéneSos
pieaug pieprasijumus pec pils€tas velosipédiem ar kuriem ir &rti parvietoties pa pilsétas ielam un
promenadém, ka arT kalna velosipediem, ar kuriem ir erti parvietoties pa Ogres dabas takam.

Secinajumi

Uz doto bridi Ogres pilséta ir tikai viena Velo noma, kas atrodas 5 km attaluma no Ogres centra
parka zona, Iidz ar to, Ogres apmekletajiem vai patstavigajiem iedzivotdjiem, lai iznomatu
velosipedu ir jadodas 5 km ar kajam vai jabrauc ar automasinu, jo sabiedriskais transportlidzeklis
uz velosipedu nomas punktu nekurse.

Ogres velo nomas pieprasijums ir lielaks par piedavato velosip&du skaitu. Velosipedus Ogre var
izmantot tikai vasaras sezona. Ziema sezona tiek piedavati tikai elektro velosipeédi. Ogre
velosipedus var iznomat tikai e- vide. Klatieng velosipédus iznomat nav iesp&jams, kas apgriitina
tiristiem velo nomas pieejamibu.
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Amanda Stelce. SKAISTUMKOPSANAS NOZARES ATTISTIBAS IESPEJA
JELGAVA

Ekonomikas un Kultiras augstskola
Studiju programma “Gramatvediba un audits”
E-pasts:amanda.stelce@icloud.com

Zinatniskais vaditajs: Dr.oec., profesore, Vita Zarina

Anotacija

Pétijuma aktualitate: Ar katru gadu argjais izskats ienem ar vien butiskaku vietu cilvéka dzive, ka sieviesu
dzive ta ar1 virieSu. Cilveks ar vien vairak naudas un laika terg, lai izskatitos nevainojami. Analizgjot
skaistumkopsSanas pakalpojumu pieprasijumu Jelgavas novada, var secinat, ka piedavajums nespgj
apmierinat pieprastjumu. CSP majaslapa pieejama statistika par paterina izdevumu struktiiru vid€ji uz vienu
majsaimniecibas locekli ménest (%) — piecu gadu laika (2015.9.-2019.g.) izdevumi, kas attiecinami par
dazadam precém un pakalpojumiem ir picaugusi par 1.3%. Pasreiz Jelgavas un Jelgavas novada iedzivotaji
ir spiesti braukt pat uz galvaspilsétu skaistumkops$anas salonu piedavato pakalpojumu meklgjumos, kur
bieZi vien ir sastopamas augstakas cenas. Turklat, ne vienmér $ie saloni var garantét cenas un pakalpojuma
kvalitates atbilstibu. Ir svarigi iekartot tikai virieSiem paredz&tu frizétavu un bardas salonu. VirieSiem ir
jabit atseviskai vietai, kur var atpiisties, neskanot fona sieviesu ¢alo$anai. VirieSiem patik runat par biznesu,
sportu, masStnam. Latvija virieSu un sievieSu frizétavas bieZi vien ir samiksétas kopa. Jelgava ir 2 tikai
virieSiem paredzetas frize€tavas. Lidz ar to virieSu friz€tavas atverSana samazinatu virieSiem laiku cela vai
ar1 gaidiSanu garas rindas citos salonos.

Pétijuma meérkis: Novertet sabiedribas skaistumkopsanas nozares attistibas iesp&ju Jelgava.

Pétijuma metodes: Aptauja — aptaujamo cilvéku viedoklu izzinasana ar aptaujas anketas palidzibu;
literatiiras un interneta resursu analize; Grafiska metode — statistisko datu apkoposSanai grafikos un att€los.

Sasniegtie rezultati: Tika veikts sabiedriskas skaistumkop$anas nozares noveért€&jums un balstoties uz
petijumu rezultatiem tiek konstatéts, ka Jelgava ir iesp&ja attistities jaunam uznémumam sabiedriskas
skaistumkopsanas nozarg, bet jaunajam uznémumam ir jabut ar inovativu biznesa ideju un aizraujoSu
dizainu, lai piesaistitu klientus.

Atslegas vardi: frizétava; skaistumkopSana; virieSu; matu grieSana.

levads

Misdienu sabiedriba cilvéks vElas apmierinat ne tikai savas primaras vajadzibas, bet ari
vajadzibas, bez kuram vin§ var dzivot. Viens no tiem ir uzlabot savu izskatu. Tapec
skaistumkopSanas nozari ir nenoliedzama praktiska interese. Uz doto bridi skaistumkop$anas
industrija ciesi ienaca cilvéku dzive. Daudzi dazadu vecumu sievieSu un virieSu pieskir lielu
nozimi savam izskatam. Tom&r daudzi no cilveékiem izv€las sanemt kvalitativus personigas
apriipes pakalpojumus arpus majas. Tapéc tika izveidoti specializeti skaistumkopsanas saloni.
Sievietes un viriesi jau sen saka ripeties par sevi un padarit savu skaistumu arvien pilnigaku. Tas
attiecas ne tikai uz pakalpojumiem, kas saistiti ar sejas un kermena kopSanu, bet ar1 uz frizieru
pakalpojumiem.

Pirmie, kas saka uzsveért savu izskatu, péc veésturniecku domam, bija &giptiesi senaja pasaulé.
Egiptiesu dzivé aromats, kas radija patikamu un jautru noskanu, ari bija ne pedgja vieta. Egiptiesi
tika uzskatiti par lielakajiem viraka pazingjiem. Vini tos iegadajas tropiskos Afrikas regionos.
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Salonu biznesa uznémumu pakalpojumi ir kluvusi pieprasitaki un aktivi attistas jauni virzieni, bet
katram skaistumkops$anas nozares uznémuma vaditajam ir janem veéra skaistumkopSanas salonu

kvalitati. SkaistumkopSanas salona $adas pazimes var buit: draugu atsauksmes, aprikojums,
pakalpojumu izmaksas, salona atrasanas vieta, interjers, , personals, sniegtas informacijas
daudzums un kvalitate utt.

Izskatisim vienu nozari no skaistumkopSanas — virieSa friz€tavu. Friz€tava - uznémums, kas
nodro$ina matu un bardas kopSanas pakalpojumus iedzivotajiem speciali aprikota telpa. Autore
aplikoja vienigos divus Jelgavas viriesa frizétavas: knockout un Vinyl Barber Shop. Apskatot
friz€tavu cenu politiku, var secinat ka abam friz€tavam cena virieSu griezumam ir vid&ji 20.00
eiro, bet friz€tavai Knockout matu griezums virieSiem biis 23.00 eiro. Abas friz€tavas neatrodas
diez ko tuvu viena pie otras, Knockout atrodas centra, bet Vinyl Barber Shop atrodas 35 mintisu
gajiena. Skatoties un analizgjot interneta vietni var secinat, ka paterétaji izvelas abas frizétavas,
tas izpauzas interneta reitingd un péc ta cik tuvu ir dzives vietai.

Literaturas apskats

Sabiedribai tick piedavats tads pakalpojums ka friziera pakalpojumi. Tatad cilvekam, kuri nav
Spejigi pats sev uztaisit frizliru ir iesp&a doties pie profesionala un to veikt, par atbilstosu
samaksu. Saja nozaré ir tikai daZi uzlaboti skaistumkopsanas saloni ir pargajusi uz aparatiiras
metodem, roku darbu aizstajot ar mehaniskiem aprikojuma iespg&jam. Tas paatrina procediiras,
samazina cilvéku kltidu risku, un pats galvenais, tas biezi dod lielaku efektu neka manualas
procediiras. Sadi saloni téré mazak laika katram klientam.

Nozares jaunpienac€jam ir jacinas par vienlidzigu piekluvi izplatiSanas kanaliem, jamekl€ vinu
klienti, kas var radit papildu izmaksas. Jo stiprakas ir to salonu saites, kas darbojas Jelgavas
skaistumkopsanas tirgd, jo griitak iesac&jiem ienakt tirgdi. Saja gadijuma jaunajiem konkurentiem
- saloniem bus griiti iek]it nozare.

Pakalpojumu pircgju skaits katra skaistumkopSanas salona ir, tacu katrs no viniem darbojas liela
méra neatkarigi viens no otra un p&rk nelielu pakalpojumu apjomu. No vienas puses, $aja nozare
pircgjiem ir maza ietekme uz uznémumu, jo klienti nav lieli patérétaji, bet gan individuali klienti,
kuriem nav iesp&ju savstarpgji mijiedarboties un pastavigi ietekmét cenas, kvalitati un citus
pardoSanas nosacijumus.

Nozares saloni konkuré sava starpa gan par cenu, gan bez cenas. SkaistumkopSanas nozares
uznémumu lielums ir mazs, kas nosaka neelastigu iekl@iSanas barjeru klatbiitni. Pateretaji paliek
uzticigi zimolam, kas salonam atvieglo konkurenci bez cenu konkurences. Pircgji ir aktivi, un ir
pieejami tieSie un netieSie aizstajéj pakalpojumi, tapéc konkurentu konkurences pakape ir
augstaka. . Neatkarigi no konkurences Iimena, katram uznémumam ir jaizstrada veiksmiga
straté€gija, kas nodrosinas parakumu par konkurentiem un nostiprinas ta pozicijas klientu prieksa.

Pasreizgja tirgus attistibas posma skaistumkopsSanas uznémumiem ir jabiit konkurétspgjigiem, lai
izdzivotu un saglabatu savas pozicijas - tas nozZime zinat ne tikai vinu stipras un vajas puses, bet
arT konkurentu vajas puses. Pakalpojuma konkurgtsp&ju galvenokart nosaka ta kvalitate un cena.
Konkurétspgjigaks pakalpojums ir tas, kura kvalitate ir augstaka, salidzinot ar citiem Iidzigiem
pakalpojumiem par zemaku cenu. ST kombinacija ir vispievilcigaka klientiem.

Atseviskos gadijumos paterétaji noteiktos apstaklos var izdarit konkurences spiedienu uz
skaistumkopS$anas salonu: ja salona pakalpojumi ir pietickami 11dzigi konkurentu pakalpojumiem,
vai ari atrodas daudz tuvak savai dzives vietai, tad patérétajs var pariet no viena salona uz citu
bez 1pasam izmaksam. Tad pakalpojumu sniedzgji, Saja gadijuma skaistumkopsanas saloni, ir
spiesti veikt papildu akcijas vai pakalpojuma izmainas, véloties noturét klientus.
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Pétijuma metodologija

Tika izveidota aptauja Jelgavas novada ar meérki noskaidrot, péc kadam kritérijam paterétaji
izvelas friz€tavu un vai butu nepiecieSama vel viena tikai virieSiem paredzeta frizetava.
Informacijas iegu$anai tika izvEléta elektroniska aptauja, kura tika veidota vietng
docs.google.com. Anketa sastav no septiniem jautajumiem , tas aizpildiSana aizn€ma apmeram
tris mintites. Aptauja piedalijas 37 respondentu — dazada vecuma grupas (18 un vairak gadu). No
18. gadiem lidz 28. gadiem bija 11 cilvéku (29.7%), no 29. gadiem Iidz 39. gadiem 15 cilveku
(29.4%), no 31. gadiem lidz 40. gadiem 17 cilveku (46%), no 40. gada 1idz 50. gadiem 6 cilveku
(16.2%), no 51. gada un vairak gadu- 3 cilvéks (8.1%). Respondentu dzimums: viriesu skaits 29.
cilveku (78.4%), sieviesu skaits 8. (21.6%).

Aptauja tika veikta piecu dienu laika, laika no 2023. gada 10. marta lidz 2021. gadam 15. martam,
saiti uz to izplatot lietotn€s Whatsapp un Messenger, lai sasniegtu pec iesp€jas dazadaku vecumu
grupu parstavjus kuri bija $aja gadijuma mérkauditorija. Bija primitivi jautajumi, bet parsvara Visi
jautajumi bija ar merki uzzinat péc kadiem parametriem paterétajs izvelas friz€tavu un vai bitu
nepiecieSama ve€l viena friz€tava Jelgava. Pec datu iegiiSanas, tie tika apkopoti ar grafiskas
metodes palidzibu un analizéti, nosléguma izdarot secinajumus par izvirzito pétijjuma tematu.

Pétijuma rezultati

Datu apstradei autore izvel&jas svarigakus jautajumus analiz€Sanai. No visiem 37 aptaujatiem, 29
virie$u (78.4%) un 8 sievieSu (21.6%) (sk. 1. attélu).

29; 78,38%

H sievietes
' viriesi
B 38:21,62%

1.att. Respondentu dzimums

Vecuma no 18. gadiem Iidz 28. gadiem bija 11 cilveéku (29.7%), no 29. gadiem Iidz 39. gadiem
15 cilveku (29.4%), no 31. gadiem lidz 40. gadiem 17 cilvéku (46%), no 40. gada Iidz 50. gadiem
6 cilveku (16.2%), no 51. gada un vairak gadu- 3 cilvéks (8.1%) (sk. 2. att€lu).

3;8,11%

m 18-28

6; 16,22% m 11;29,73%
m29-39
40-50
m 17; 45,95%
51+

2.att.Respondentu vecums (gados)
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Bija interesanti uzzinat péc kadam krit€rijam patérétaji izve€las frizé€tavu, neviens paterétajs
neizvelgjas kritériju cits (sk. 3. attelu).

"5/ 1351% = 3:811% m interjers

‘ m cenas
= 10; 27,03% o
9; 24,32% ® kvalitate
interjers+cenas+
kvalitate

= 10 27 03% B friz€tavas attalums
b il 0

3.att. Respondentu svarigakais faktors apmeklgjot frizieru salonu
Noskaidrojot cik biezi paterétaji izmanto matu kopSanas procediiras. Redzams kad vienads atbilzu

skaits ir pie vienu reizi divos méneSos un neizmanto nemaz uz kuru atbildgja katra Cetri
respondenti (sk. 4. attelu).

m 20; 54,05% m 4;10,81%
M 2 reizes ménesl
4 10.81% B | reizi ménesi
M | reizi divos ménesos
neizmantoju vispar
B 9; 24,32%

4.att. Respondentu friziera salona apmekl&juma biezums

VEelgjos noskaidrot ko cilveki doma par ideju atvért RAF rajona virieSa frizétavu. Lielaka dala
atbildgja kad vajadz&tu 31 (83.78%) (sk. 5. attélu).

B 6;16,22%

W vajadzetu
H nevajadzStu
m 31;83,78%

5.att. Respondentu atsauciba uz jaunu frizétavas salonu izveidi

Ar papildus jautajumu pie jautajuma, vai vajadz&tu atvert jaunu salonu bija interesanti uzzinat no
respondentiem kads ir galvenais iemesls kapéc vajadzgtu vai nevajadz&tu atvert jaunu salonu,
RAF rajona. Gandriz puse respondentu atbildgja kad vajag, jo butu tuvak dzives vietai, 17
(45.95%), bet 6 (16.22%) atbild¢ja kad nevajadzetu, jo pietiek ar tik cik ir (sk. 6. attélu).
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1;2,70% W vajadz&tu jo tuvak dzives
vietai

H nevajadzetu, jo pietiek ar tik

m 13: 35,14% m 17: 45,95% cik ir

m vajadz@tu, jo tad citos
salonos neveidotos
m?ne§iem garas rindas
Cits

B 6;16,22%

6.att. Respondentu pamatojums, pamatoties uz ieprieksgjo jautajumu
Velgjos uzzinat kadas procediiras patérétajs izmantotu jaunaja frizieru salona. Bija piedavatas

dazadas atbildes: neizmantotu vispar 4 cilveki (10.5%), matu grieSanu 13 cilveki (34.2%), bardas
korekciju 6 cilveki (15.8%), matu grieSanu + bardas korekciju 15 cilveki (39.5%) (sk. 7. attélu).

B neizmantotu vispar

] 1 15; 39,47%
H 6;15,79% B matu grieSanu

H bardas korekciju

® 4;10,53% B matu grieSanu + bardas
® 13;34,21% korekciju

7.att. Respondentu izmantojamas procediiras frizétavas salona

Secinajumi

Apkopojot pétijuma rezultatus, tika veikti $adi secinajumi:

— Respondentiem ir svariga pakalpojuma cena un kvalitate, tas liecina lielakais procentu
skaits atbildes (54,06%).

— Lielaka dala respondenti uzskata, kad Jelgava vajag vel vienu virieSu friz€tavu, par to
liecina atbildes uz jautajumiem vai vajadz€tu atvert jaunu friz€tavu kur (83.78%)
atbildgja kad vajag.

— Respondentu iemesls kapéc vajadzetu atvert jaunu friz€tavu bija: jo ta biitu tuvak dzives
vietai (45.95%) un tad nebitu citos salonos ménesiem ilgas rindas (35.14%).

— No 37 respondentiem 20 izmanto friziera pakalpojumus reizi meénesi, bet tikai 4
neizmanto nemaz.

— Analizgjot datus 15 (39.5%) respondentu jaunaja frizé€tava izmantotu pakalpojumu matu
grieSana + bardas korekcija.

— Jelgava ir iesp&ja atvert jaunu viriesu salonu, neskatoties uz pakalpojuma summam un
konkurenci, jo saloni neatrastos viens otram tuvuma un cilveki baitu priecigi, ja salons
butu tuvak dzives vietai.
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Svetlana Ivanenko. SKAISTUMKOPSANAS NOZARES ATTISTIBAS TENDENCES
LATVIJA

Ekonomikas un kultiiras augstkola
Studiju programma “Gramatvediba un audits”
E-pasts: ivanenko.svetlana@inbox.lv

Zinatniskais vaditajs: Dr.oec., profesore, Vita Zarina

Anotacija

Pétijjuma aktualitate: Tiek prognozéts, ka globalais skaistumkopsanas pakalpojumu tirgus pieaugs no
215,65 miljardiem ASV dolaru 2022. gada Iidz 355,45 miljardiem ASV dolaru lidz 2029. gadam . Nozares
picaugumu tempus paléninaja COVID-19 pandémijas raditi ierobezojumi. Pilniga atkopSanas
skaistumkopsanas nozaré prognozéta ap 2023. gadu. Galvenie faktori, kas veicina skaistumkopSanas un
personigas apripes tirgus izaugsmi Eiropa, ir augoSais pieprasijums péc veganu skaistumkopSanas
produktiem. Arvien lielaku popularitati iegiis iesp&ja sanemt pakalpojumus maksimali tuvu klienta dzives
vietai. Latvija skaistumkopsanas nozarg€ nodarbinato skaits sastada ap 9000 darbinieku. Pilniba parvarot
COVD-19 izraisito krizi, ap 2024./2025. gadu, var€tu biit verojama neliela darbaspéka nepietickamiba.

Pétijuma merkis: lzvertet skaistumkops$anas nozares attistibas tendences Latvija, salidzinat Pasaules,
Eiropas un Latvijas nakotnes iesp&jas skaistuma industrijas tirgu pieaugumam.

Pétijuma metodes: P&tijuma tika izmantotas datu iegiSanas metodes, publikaciju analize, ekspertu
intervijas, statistikas dati, tirgu prognozu, piedavajumu salidzindgjums. Datu apstrades metod&s ietilpa
apraksto$a statistikas metode, finan$u analize, grafiska analize, logiski konstruktiva p&tijumametode.

Sashiegtie rezultati: Veikta izpéte par skaistumkopSanas nozares attistibas tendencém Latvija salidzinot
tas ar Pasaules un Eiropas tendencém, iegiiti prognozgetie dati par nozares attistibas scenarijiem. Sagatavotas
rekomendacijas nozares uznémeéju veiksmigai darbibai jaunos apstaklos.

Atslegas vardi: skaistumkop$ana, nozare, pakalpojums, tendences, Latvija.

levads

Arvien vairak cilvéku pasaulé pieverSas skaistuma un labsajiitas uzlaboSanai. P&c specialistu
prognozeém globalais skaistumkopsanas pakalpojumu tirgus pieaugs no 215,65 miljardiem ASV
dolaru 2022. gada Iidz 355,45 miljardiem ASV dolaru Iidz 2029. gadam. (Cosmetics Market.
Global Industry Analysis, Size, Share, Growth, Trends, Regional Outlook, and Forecast 2021 —
2030). Galvenie faktori, kas veicina skaistumkopSanas un personigas apripes tirgus izaugsmi
Eiropa, ir augosais pieprasijums p&c veganu skaistumkopsanas produktiem, picaugosa vajadziba
p&c tira skaistuma un pieaugos$a uzmaniba veselibai. RobeZas starp veselibu un skaistumu izpliist,
daudzi pateretaji skaistumu saista ar veseligu izskatu. Par vienu no skaistumkop$anas
pakalpojumu tirgu izaugsmes veicinoSiem faktoriem klust patérétaju velme sanemt pakalpojumu
klienta atrasanas vieta vai tuvuma. L1dz ar to plasi tiek piedavata iesp&ja izmantot mobilo salonu.
Mobilie saloni var darboties transportlidzeklt , parasti furgona vai piekabg sniedzot pakalpojumu
klienta velamaja vieta. Arvien vairak tiek izmantoti ari digitalie riki, tieSsaistes pakalpojuma
rezervéSanas platformas. Shedul, Rosy un Mindbody ir vadoSas platformas pasaulé kas
specializgjas salonu pakalpojuma tieSsaistes rezervéSana. Tadi digitalie riki ari palidz saloniem
izsekot klientu apkalposanas velmes , lai personaliz&tu piedavatas procediiras (Beauty&Personal
care , salon service market).

Latvija kosmgtikai un skaistumkopsanas pakalpojumiem cilvéki nevar atvélet tik daudz lidzeklu,
cik varbiit veletos, tade] ar tirgus atfistiba ir lénaka. Paaugstinoties labklajibas Itmenim, §1
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situacija noteikti mainisies ar1 pie mums. Bet kopuma tendenci var raksturot pozitivi. Saskana ar
Centralas statistikas parvaldes datiem 2023. gads iesacies ar pozitivu mazumtirdzniecibas
apgrozijuma pieaugumu kosmétikas piederumu tirdznieciba, par 2 % (Ekonomikas ministrija.
“2023. gads iesakas ar mazumtirdzniecibas pieaugumu”). Pilniga atkopSanas skaistumkopSanas
nozar€ varétu biit vérojama ap 2023. gadu. Latvija skaistumkopSanas nozaré nodarbinato skaits
sastada ap 9000 darbinieku . Pilniba parvarot COVD-19 izraisito krizi, ap 2024./2025. gadu,
varétu bt vérojama neliela darbaspéka nepietiekamiba.

Pétijuma mérkis bija izvertét skaistumkopsanas nozares attistibas tendences Latvija, salidzinat
Pasaules, Eiropas un Latvijas nakotnes iesp&jas skaistuma industrijas tirgu pieaugumam. Lai tiktu
izpildits pétjjuma mérkis, autore mérka sasniegSanai izvirza sekojoSus uzdevumus:

— Izprast un salidzinat skaistumkopS$anas nozares tendences pasaulé un Latvija,

— legiit prognoz&tus datus par nozares attistibas scenarijiem,

— Sagatavot rekomendacijas tirgus dalibniekiem.

Analitiskais apskats
Analitiki paredz labas izaugsmes iespgjas globalajam skaistumkopsanas pakalpojumu un precu

tirgum. Izaugsme notiks katru gadu, dazos avotos prognozets ka 2030.gada tiks sasniegts Itmenis
ap 560,50 miljardiem ASV dolaru (sk. 1.attelu).

$ 560.50
§532.19

$ 505.56
$480.49

§ 456.89
§$434.66

$413.70

$393.94

$375.30
$357.11

$341.10

2022 W 2023 W 2024 [ 2025 W 2026 W 2027 2028 Q2029 Q2030 |

1.att. Prognoze globalajam skaistumkopSanas pakalpojumu un precu tirgum (Avots: Cosmetics Market,
2023)

Strauji mainigais dzivesveids visa pasaulg ir galvenais faktors, kas veicina pasaules kosmgtikas
tirgu. Turklat mainigie klimatiskie apstakli dazados regionos, pieméram ir ietekm&jusi vajadzibu
pec kosmetikas un adas kopSanas Iidzekliem. Turklat globalais ienakums uz vienu iedzivotaju
pedgjos gados ir noverojis ieveérojamu pieaugumu, Ipasi jaunattistibas valstis. Urbanizacijas
pieaugums un vidusskiras patérétaju pieaugums attistitajos un jaunattistibas regionos ir veicinajis
uz ertibam orientéta dzivesveida pienemsanu un padarot kosmétiku vélamaku visu vecuma grupu
klientiem, 1pasi jaunieSu vidi.

Stabila izaugsme prognozgta ari Eiropas apgabalam (sk. 2. attélu). Nozare nodrosina vairak neka
2 miljonus darbavietu. 2021. gada vairak neka 255 111 cilvéku bija tie$i nodarbinati, bet vél 1,71
miljons netiesi (Cosmetics and personal care industry overview, 2021).
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Europe Salon Services Market Size, 2018-2029 (USD Billion)

63.61
56.95 I I

2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029

2.att. Eiropas kosmétikas salonu tirgus prognoze (Avots: Fortune Business Insider, 2023a)

Arvien lielako popularitati iegtst kosmétikas produkti no dabigam augu valsts izcelsmes
izejvielam (Beauty&Personal care ,vegan cosmetics market, 2023). Tiek prognozeéts ka veganu
izcelsmes skaistumkopSanas produktu tirgus 2021. gada tika novértéts 16,6 miljardu dolaru
apméra, un tiek prognozets, ka 1idz 203 1. gadam tas sasniegs 28,5 miljardus ASV dolaru, pieaugot
par 5,9% no 2022. gada lidz 203 1. gadam (sk. 3.attelu).

Europe Vegan Cosmetics Market Size, 2017-2028 (USD Billion)

2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028

3.att.Veganu izcelsmes skaistumkopsanas produktu tirgus prognoze (Avots: Fortune Business
Insider, 2023b)

Pec Centralas statistikas parvaldes datiem 2022. gada Latvijas skaistumkopSanas lidzeklu

eksports pret 2021.gadu audzis par 4%, bet pret 2020.gadu par 28%. Kopgjais eksporta apjoms
2022.gada bijis 158,85 miljoni eiro (Centrala statistikas parvalde, 2023).
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4.att. Latvijas uznpémumu skaistumkopsanas Iidzeklu eksporta raditaji no 2005.g. lidz 2022.gadam.
(Avots: Centrala statistikas parvalde, 2023)

Lielu popularitati ieguva Latvijas dabiskie (no dabigam augu valsts izcelsmes izejvielam)
kosmeétiskie izstradajumi. Tadi pazistamie Latvijas zimoli ka “Madara Cosmetics”, “Stenders “
veiksmigi darbojas ar€jos tirgos. 2021.gada “Madara Cosmetics" koncerna ien€mumi no
produkcijas pardoSanas Latvijas tirgii pieaugusi par 13,9% salidzinajuma ar 2020.gadu,
sasniedzot 4,83 miljonus eiro, kam&r pargjas Eiropas Savienibas valstis produkcija realiz&ta
12,552 miljonu eiro apméra, kas ir par 17,7% vairak (Dienas Bizness, 2022).

Saskana ar Veselibas inspekcijas datiem uz 22.03.2023. Latvija bija registréti 2366
skaitumkopS$anas pakalpojumu sniedzgji juridiskas personas un 10309 fiziskas personas.

P&étljuma metodologija
S pétijuma datu ieguvei tika veikta publikaciju analize, apliikoti statistikas dati, tirgu prognozes,
piedavajumu salidzinajums. Datu apstradei tika izmantota apraksto$a statistikas metode. Tika

apmekletas oficialas interneta vietnes informacijas ieguvei, petiti dazadi statistikas avoti, veikta
finansu analize, grafiska analize.

Pétijuma rezultati

Izmantojot Centralas statistikas parvaldes datu bazi tika iegiti dati par skaistumkop$anas nozares
uznémumu skaitu par laika periodu 2017.9.-2021g. (sk. 1.tabulu).

1.tabula.Ekonomiski aktivi uznémumi sadalfjuma pa galvenajiem darbibas veidiem (Avots: Autora
apkopojums no Centrala statistikas parvaldes datu bazes)

2017 2018 2019 2020 2021

C2041 Ziepju, mazgasanas, tiriSanas un
spodrinasanas lidzeklu razo$ana 22 28 31 29 31
C2042 Smarzu un kosmétisko Iidzeklu razoSana 60 67 81 78 88
S9602 Frizieru un skaistumkop$anas pakalpojumi 6428 6399 6490 6635 6645

Redzams ka uznémumu skaitam $aja nozar€ ir tendence augt kas liecina par nozares pozitivo
attistibas scenariju. Papildus tika iegiiti dati par kosmétisko lidzeklu razoSanas uzpémumu
apgrozijumu un nodarbinato skaitu par laika periodu 2017.g.-2021g. (sk. 2.tabulu).
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2.tabula. Uznpémumu galvenie uznémgjdarbibas raditaji (Avots: Autora apkopojums no Centrala
statistikas parvaldes datu bazes)

2017 2018 2019 2020 2021

C204 Ziepju, mazgasanas,
tirisanas un spodrinasanas
lidzeklu, smarzu un
kosmeétisko Iidzeklu
razoSana

Apgrozijums

~ . 53137 66309 70843 81185 85803
(takst. eiro)

Nodarbinato
personu skaits 1194 1201 1191 1012 1176

C2042 Smarzu un

kosmétisko Iidzeklu Apgrozijums

razo$ana (tukst. eiro) 47707 60770 65231 69789 -
Nodarbinato
personu skaits 1057 1058 1057 860 -

legiitie raditaji apstiprina nozares picaugumu apgrozijuma skaitlos neskatoties uz COVID-19
pandémijas izraisitam sekam. Nemot veéra ka Latvijas iek$gjais tirgus nav salidzinosi liels tika
veikta Latvijas uznp@émumu skaistumkopsSanas Iidzeklu eksporta datu analizeé izmantojot Centralas
statistikas parvaldes datu bazi. No iegttiem datiem redzams ka eksporta apjoms stabili aug katru
gadu (sk. 6.attelu).

2018.¢.
2019.¢.
2020.¢.

2021.8.

2022.g.

o

50000000 100000000 150000000 200000000

Eksporta apjoms parfimérijas un kosmetiskie lidzek]i (euro)

6.att. Eksporta apjoms parfimérijas un kosmétisko lidzeklu precém 2018.g.-2022.g. (Avots: autora
veiktas rezultatu apkopojums no Centrala statistikas parvaldes datu bazes)

Tika veikta ari eksporta sadalfjuma pa precu veidiem analize laika periodam no 2018. gada lidz
2022. gadam (sk. 3.tabulu). Lielaku dalu no eksporta precém veido kosmétikas vai dekorativas
kosmeétikas Iidzekli un adas kopsanas I1dzekli, 2022. gada tie veidoja 38% , 2021. gada 42,5% no
kopgja kosmétikas precu eksporta apjoma.
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3.tabula. Eksporta apjoms parfimérijas un kosmétisko lidzeklu precém 2018g-2022.g. un sadalijums pa
precu veidiem. (Avots: autora veiktas rezultatu apkopojums no Centrala statistikas parvaldes datu bazes)

2022.8. 2021.g | 2020.g 2019.. 2018.g.

Eksports sadalijuma pa precu veidiem (eiro)

KOPA 158 854 904 152 587 703 {114 347913| 109893330 |103 887112
Kosmétikas vai dekorativas kosmétikas lidzekli un adas
kopsanas lidzek|i

60820717 64992884 | 54150532 | 53938531 | 48649984

Smarzvielu maisijumi 29134 600 31433852 | 13443570 | 7238869 7002 649
TrikstoSo datu novértéjums 33. nodalai 19530 345 10452431 | 7876575 5491127 4 854 630
Smarzas (parfimi) un tualetes Gdeni 15376 089 8980918 | 4640119 9906 123 10142 208
Matu kopsanas lidzek|i 14 388 371 13805686 | 12722128 | 11082933 9787019
Mutes dobuma vai zobu higiénas lidzekli 10323275 12786079 | 11050567 | 13322304 | 14170988
Pirms, péc vai skiiSanas laika izmantojamie lidzekli,

) . 8963 864 9847853 | 10037174 | 8603463 8848 827
kermena dezodoranti, vanno$anas lidzekli
Eteriskas ellas, rezinoidi, ekstrahéti oleosveki, &terisko

t ' 317 643 288000 427248 309 980 430807
ellu koncentrati taukos,
Secinajumi

Ievérojot pasaules tendences arvien vairak paterét dabigas izcelsmes kosmétikas produktus un
nemot vera Latvijas parfimerijas uzn€mumu kapacitati un produkcijas kvalitati miisu razotajiem
ir visas iespgjas kapinat pardosanas apjomus un eksportu. [esp&jams palielinat dabigas izcelsmes
produktu pieejamibu un apjomus ieksgja tirgh, jo pieaugot Latvijas iedzivotaju pirktspgjai
palielinasies ari iekS€jas tirgus apjoms augstas kvalitates produktiem. SkaistumkopSanas
pakalpojumu sniedzgjiem jaseko globalajam tendencém un jaklust tuvak klientiem izmantojot
tieSsaistes rezervé$anas iespgjas un arvien vairak japiedava augtas kvalitates kosmetologijas
lidzeklus stiprinot nozares saistibu ar labsajiitu un veselibu.
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Zinatniskais vaditdjs: Dr.oec, profesore, Vita Zarina

Anotacija

Pétijuma aktualitate: Skaistumkopsanas nozares uzn@mumi Latvija ir izplatiti. To apliecina Lursoft datu
baze, kur 2022. gada no 573 aktivo uzn@mumu darbibas veidiem 17. vietu ienéma “Frizieru un
skaistumkopsanas pakalpojumi”, sastadot 2,88% no kopgja aktivo uzpému skaita. Veselibas inspekcijas
dati 1idz 2023. gada 3. martam ir registréjusi 1268 juridiskas personas un 4147 fiziskas personas, kas
darbojas skaistumkopsanas un tetovésanas pakalpojumu sniegSana Riga.

Pétijuma meérkis: Galvenais darba mérkis ir novertét skaistumkopsanas nozares attistibas iesp&jas Riga.

Pétijuma metodes: Lai sasniegtu p&tijuma mérki tiek izmantotas vairakas petjjuma metodes - anket€Sana,
dokumentu analize, sekundaro datu analize un grafiska analize.

Sasniegtie rezultati: Analitiskaja apskata apkopotie rezultati liecina, ka skaistumkop$anas nozare ir augosa
un ta ir plaSi parstavéta. Peétijuma tika apkopoti dati par Riga un Pieriga dzivojoSo paradumiem
skaistumkopsanas pakalpojumu izmanto$ana. Aplikojot iegiitos rezultatus tika secinats, ka virieSu un
sievieSu paradumi skaistumkopsanas pakalpojumu izmanto$ana atSkiras, un sievietes tos izmanto un ir
gatavas maksat vairak. Petfjuma rezultati liecina, ka Riga un Pieriga esoSie iedzivotaji uzskata, ka
skaistumkopsanas pakalpojumu klasts ir pietiekoss.

Atslégas vardi: skaistumkopS$ana; pakalpojumi; attistibas Riga; iesp€jas.

levads

SkaistumkopSanas nozare pirmo reizi sastopama jau senaja Egipte, kur tika gatavoti dazadi
lidzekli adai, nagiem un matiem. Senajos laikos kosmetikas lidzekli tika ciesi saistiti ar medicinu
un veidoti no dabas veltém. Sakotngji kosmétikas produkti galvenokart bija pieejami tikai augstas
klases cilveékiem, tomer sasniegumi kimija un medicina ar laiku tos padarija pieejamus plasai
sabiedribai. 20gs skaistumkopSanas nozar€ tika ieviesti arvien jauni produkti - liipu krasas, acu
ztmuli, skropstu tusas u.c.

Skaistumkop8anas nozare galvenokart iedalas 3 sektoros, viens no tiem ietver frizieru
pakalpojumus - matu veidoSana, grieSana, krasoSana, mazgasana ka ari virieSiem pieejamas
procediiras bardas kopsanai. Otrs sektors ietver dazadas darbibas ar uzacim, acim, grimu, dazadas
sejas procediiras ka arT nagu kopSanu gan rokam, gan kajam, $aja sektora ieklaujas arT tetovésana,
epilacijas un depilacijas pakalpojumi. Tresais sektors ir saistits ar fizisko labsajutu, dazadas SPA
procediiras, masazas, saunas, pirtis, sals istaba. Sobrid ir pieejami daudz un dazadi
skaistumkopSanas produkti un pakalpojumi un tiek izgudroti arvien jauni skaistumkopSanas
produkti un uzlaboti esoSie pakalpojumi.

Pétijuma meérkis bija novertét skaistumkopSanas nozares attistibas iesp&jas Riga. Darba
uzdevumi bija $adi:

— Apkopot informaciju par skaistumkopSanas nozares uzn€mumiem Riga;

— levakt datus par esoSajiem skaistumkopsanas pakalpojumiem Riga;

109



V} EKONOMIKAS UN KULTURAS
AUGSTSKOLA

— Izveidot anketu par skaistumkopsanas nozares aktualitati;
— Salidzinat iegiitos datus un veidot secinajumus.

Analitiskais apskats

Skaistumkopsanas pakalpojuma specialisti sniedz friziera, manikira, pedikira, kosmetologijas,
masazas, mikropigmentacijas, solarija, tetovésanas, pirsinga caurdursanas, pirts, baseina un citus
pakalpojumus. Skaistumkopsanas pakalpojumus var uzsakt fiziska vai juridiska persona, ja ta ir
registréjusies Valsts ienémumu dienesta un pazinojusi Veselibas inspekcija, ka uzsak
savu saimnieciskas skaistumkopsSanas darbibu. (Valsts parvaldes pakalpojumu portals, 2023).

Pedgjo sesu gadu laika ir noveérojams aktivo uznémumu skaita samazinajums, kopuma
samazinoties par 300 uzn€mumiem. (Lursoft statistika, 2023). No 2018. gada lidz 2022. gadam
no kopgja aktivo uzn€mumu skaita frizieru un skaistumkopsSanas pakalpojumi ienem 16. vietu,
bet 2023. gada no kopgja uznémumu skaita Riga ienem 17. vietu (sk. 1. tabulu).

1. tabula. Frizieru un skaistumkopsanas aktivie uznémumi Riga (Avots: autora apkopojums)

Gads 2018 2019 2020 2021 2022 2023
Uzn@mumu skaits 1245 1142 1044 1026 1008 945

Uz 01.03.2023. registréjusas 5415 nodarbinatas personas Riga, stradajot 14 dazados pakalpojumu
veidos -  friziera, manikira, pedikira, kosmetologijas/skaistumkopS$anas/masazas,
biorevitalizacijas, mezoterapijas, citds kosmétiskajas injekcijas, solarija, tetov&Sanas,
skarifikacijas, mikropigmentacijas, pirsinga t.sk. ausu caurdurSanas, publiskas lietoSanas pirtis un
publiskas liectosanas peldbaseinos (Veselibas inspekcija, 2023). No kopgja skaistumkopsanas
pakalpojumu daudzuma 77% sniedz fiziskas personas, 23% - juridiskas personas. Liela dala
personu sniedza vairakus pakalpojumus viena uzpnémuma vai strada vairakos uznémumos
vienlaicigi. No kopgja profesiju skaita visizplatitaka ir frizieri ar 27%, otra izplatitaka ir manikirs
ar 22%, nakama - kosmetologija, skaistumkopSana, masaza ar 20%, ped&ja plasi izplatita -
pedikirs ar 18%. Tikai 1 fiziska persona sniedza skarifikacijas pakalpojumu (sk. 1. attélu).
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Juridiskas personas  m Fiziskas personas
1.att. Profesiju sadalijums pa darbibas veidiem (Avots: Autora apkopojums)
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No visiem registrétajiem skaistumkopsanas un tetové$anas pakalpojumu sniedzg&jiem 6 fiziskas
personas ir tikai registr&jusas, neveicot nekadus skaistumkopsSanas pakalpojumus. 3469 jeb 64%
fiziskas un juridiskas personas no kopgja skaistumkopsanas pakalpojumu sniedzgju skaita piedava
tikai vienu pakalpojumu, 1170 personas - 2 pakalpojumus, 416 personas - 3 pakalpojumus, 232
personas - 4 pakalpojumus, 88 personas - 5 pakalpojumus. Ir novérojams, ka fiziska persona
nesniedz vairak ka 5 pakalpojumus, tomér 1 juridiska persona piedava pat 8 pakalpojumus:
friziera, manikira, pedikira, kosmetologijas, biorevitalizacijas, mezoterapijas, solarija un
mikropigmetacijas pakalpojumus (sk. 2. tabulu).

2. tabula. Vienas personas profesiju klasta piedavajums (Avots: Autora apkopojums)

Profesijas klasts 0 1 2 3 4 5 6 7 8
Juridiskas personas 0 504 207 256 189 78 18 15
Fiziskas personas 6 2965 963 160 43 10 0 0 0

Nodarbinatibas valsts agenttiras dati liecina, ka Sobrid frizieru, skaistumkopSanas un tai
radniecigu profesiju pieprasijums Sobrid ir augoSs visa Latvijas teritorija, tom&r profesijas
piedavajums atskiras. (Nodarbinatibas valsts agenttra, 2023). NVA dati par aktualo registréto
bezdarbnieku skaitu regionalajos novados parada to, ka gan frizieru, gan skaistumkops$anas un tai
radniecigo profesiju piedavajums Riga Sobrid ir vislielakais. Frizieru piedavajums Latvija Sobrid
sasniedz 46 registrétos bezdarbniekus, no kuriem 59% sastopami tie$i Riga. Skaistumkopsanas
un tai radniecigu profesiju piedavajums Sobrid kopuma sasniedz 67 bezdarbniekus, no kuriem
61% sastopams Riga (sk. 3. tabulu).

3. tabula. Profesijas piedavajums (Avots: Autora apkopojums)

Novads Kurzeme | Pieriga Zemgale Riga Vidzeme Latgale
Bezdarbnieku skaits 5 2 1 27 3 8
Bezdarbnieku skaits 5 6 3 41 4 8

Pétijjuma metodologija

Petfjums par skaistumkopSanas nozares attistibas iesp&jam Riga tika veikts laika posma no O1.
marta Iidz 31. martam. P&tfjuma tika izmantotas 4 p&tjjuma metodes - anketéSana, dokumentu
analize, sekundaro datu analize un grafiska analize. Aptauja piedalijas 81 Rigas un Pierigas
iedzivotajs, no tiem 39 viriesi un 42 sievietes un tas merkis bija noskaidrot iedzivotaju attieksmi
pret skaistumkopsanas nozari.

Analitiska darba izzinaSanai tika izmantota dokumentu analize. AnketéSana iegiito datu
apkopSanai tika izmantota grafiska analize. legiitie dati att€loti kolonnu un sektoru diagrammas,
tas analiz€tas un koment&tas p&tijuma rezultatos. Aptauja tika izveidota 2 dalas - informacija par
respondentu un attieksme pret skaistumkopsSanas nozari. Aptauja tika ieklauti slégta un pusslégta
tipa jautajumi. Tika salidzinati iegttie rezultati un izdariti secinajumi.
Pétijuma rezultati

Kopuma tika aptaujats 81 respondents, no kuriem 42 bija sievietes un 39 viriesi. Respondentus
tika sadaliti 2 grupas - Riga un Pieriga esoSie iedzivotaji. Tika uzdoti 2 jautajumi par respondentu
un 10 jautajumi, par attieksmi pret skaistumkopsanas pakalpojumiem, no kuriem 6 bija slegta tipa

un 5 pusslégta tipa jautajumi.
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Visbiezak tiek izmantoti friziera, tetoveSanas, baseina vai publiskas pirts un pirsinga
caurumdur$anas pakalpojumi. Kopuma 85% no aptaujatajiem respondentiem ikdiena izmanto vai
ir izmantojusi friziera pakalpojumus, sieviesu un virieSu vélme apmeklet friziera pakalpojumus ir
lidziga, toties manikira pakalpojumus izmanto tikai sievietes, kopa sastadot 69%. A1 tetovéSanas
salonu apmekl&Sanas vElme sievietém no virieSiem daudz neatSkiras kopuma sastadot 46%. Tikai
6% no aptaujatajiem respondentiem nav izmantojusi nevienu no skaistumkopsanas pakalpojumu.
(sk. 2. attélu).
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2.att. Apmeklgtie skaistumkopsanas pakalpojumi (Avots: Autora apkopojums)

46% aptaujato respondentu skaistumkopsanas pakalpojumus izmanto retak ka reizi meénesi. Tikai
27% no Riga eso$ajam sievietém skaistumkopsanas pakalpojumus apmeklé vismaz 3-4 reizes
meénesT, toties neviens virietis vai Pieriga esosas sievietes Sos pakalpojumus neizmanto vairak ka
2 reizes menes1. Neviens no aptaujatajiem respondentiem skaistumkopsanas salonus neapmekle
vairak ka 4 reizes ménesi un 10% no respondentu skaita ikdiena neizmanto skaistumkopsSanas
pakalpojumus (sk. 3. attélu).

10%
8%
\ 46%

36%

Retak ka 1 reizi ménesi
1-2 reizes ménesi

® 3-4 reizes ménesi

m Vairak ka 4 reizes ménesi

3.att. Skaistumkopsanas pakalpojumu apmekl&Sanas biezums (Avots: Autora apkopojums)

40% no kopgja respondentu skaita vid€i menesi izteré lidz 20 eiro skaistumkopSanas
pakalpojumiem. Liela atskiriba ir noverojama starp virieSiem un sievietém, toties starp Rigu un
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Pierigu novérojama maza atskiriba. 24% sievieSu ménesi vidgji izteré 41-60 eiro un tiesi tads pats
daudzums ir gatavs maksat vairak par 60 eiro ménesi. 10% no aptaujatajiem respondentiem
neapmekl€ maksas skaistumkopsanas pakalpojumus (sk. 4. attelu).

60

51
50
40
29
30 28 24 24
20 14
) 10 10
10 3
. — ] I
Lidz 20 Eur ménesi  No 21-40 Eur ménesi No 41-60 Eur ménesi ~ Vairak ka 60 Eur ~ Neapmekl&ju maksas
ménesT pakalpojumus

Sievietes W Viriesi
4.att. Vidgji izt€réta nauda ménesi (Avots: Autora apkopojums)

49% aptaujato respondentu uzskata, ka skaistumkopsanas pakalpojumi ir parcenoti, 51% uzskata,
ka Sie pakalpojumi nav parcenoti. Lielaka dala aptaujato sievieSu uzskata, ka pakalpojumi ir
parcenoti, bet vairakums virieSu uzskata, ka tie nav parcenoti (Sk. 5. attélu).

Né Ja
51% 49%

5.att. Vai pakalpojumi ir parcenoti? (Avots: Autora apkopojums)

80% respondentu uzskata, ka Riga ir pietickami plass skaistumkopsanas salonu klasts, bet 20%
ta neuzskata. Riga esosas sievietes un viriesi doma, ka skaistumkop$anas salonu klasts ir plasaks
neka to uzskata Pieriga esoSie iedzivotaji (k. 6. attélu).

Ne
20%

Ja
80%

6.att. Vai pakalpojumu klasts ir pla$s? (Avots: Autora apkopojums)

Visbiezak apmeklét skaistumkopSanas salonus attur augstas cenas, neizdeviga lokacija, laika
trikums vai nezina, kur atrast labus un profesionalus pakalpojuma sniedzgjus. 68% sievieSu Riga
augstas pakalpojumu cenas neattur. 53% Pieriga esoSos virieSus attur apmeklet slikta lokacija.
11% no aptaujatajiem respondentiem nekas neattur un 9% vienkar$i nevélas apmekl&t
skaistumkopsanas pakalpojumus (sk. 7 attelu).
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7.att. Temesli neapmeklét salonus (Avots: Autora apkopojums)

Apkopojot rezultatus ir noverojams, ka pieteikties skaistumkopSanas pakalpojumiem visertak
biitu rakstot Tszinu, zvanot vai piesakoties majaslapa. Mazak cilvéku piesaista pieteikSanas
klatien€ vai kada no socialajiem tikliem (Sk. 8. att€lu).
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8.att. Pieteiksanas veidi (Avots: Autora apkopojums)

Vairak ka pusei aptaujato respondentu vieni no svarigakajiem krit€rijiem izv€loties
skaistumkopsanas pakalpojumus ir profesionali darbinieki, laba lokacija un draudzigas cenas.
Mazak svarigaka ir atmosfera un interjers, ka arT 26% no aptaujatajiem respondentiem labpratak
izvélas iet pie saviem draugiem vai pazinam (sk. 9 attélu).

80

70 69 67 o 64

60 56 51

50

40 31 33

30

1
20 13 o c
10 5
0 - |

Profesionali Atrodas laba ~ Draudzigas cenas Atmosféra/interjers Eju pie Cits
darbinieki lokacija pazinas/drauga

Sievietes ™ Viriesi
9 att. Galvenie kritériji izv€loties pakalpojumu (Avots: Autora apkopojums)
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74% no aptaujatajiem respondentiem neuzticétos nekvalificetam specialistam. Ir novérojams, ka
virieSiem kvalificéti darbinieki ir mazak svarigi ka sievietem. Tikai 14% sievietes uztic€tos
nekvalificétiem darbiniekiem (sk. 10. attelu).

Ja
26%

Ne
74%

10.att. Vai uzticétos nekvalificétam specialistam? (Avots: Autora apkopojums)

Var noverot, ka sievietes sev vai citiem lielakoties veic divas vai vairak procediiras, kamér viriesi
lielakoties veic matu vai bardas veidoSanu un grieSanu. 17% sievietes un 31% virieSu nav veikusi
skaistumkops$anas procediiras sev vai citiem (sk. 11 att€lu).
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11.att. Skaistumkop$anas procediiras majas apstaklos(Avots: Autora apkopojums)

Secinajumi

SkaistumkopSanas pakalpojumus ir izmantojusi 94% respondentu. Lielakoties tiek izmantoti
friziera un tetovéSanas pakalpojumi, sievietém populari arT manikira un pirsinga caurdurSanas
pakalpojumi. Tiesi friziera, manikira un pedikira pakalpojumu klasts ir plasi pieejams un p&tijjuma
rezultati norada, ka respondenti uzskata, ka viniem vélamie skaistumkopSanas pakalpojumi ir
pieejami. Sievietes tos izmanto biezak un ir gatavas par tiem maksat vairak. Viens no desmit
aptaujatajiem respondentiem nelieto un nemaksa par skaistumkopSanas pakalpojumiem. 51%
viriesu lielakoties skaistumkopSanas salonus apmeklé mazak ka vienu reizi ménest, pargjie 38%
tos apmekle 1-2 reizes ménesi, tomer 17% sievieSu tos apmeklé vismaz 3-4 reizes ménesl.
Vairakums virieSu par skaistumkops$anas pakalpojumiem maksa Iidz 20 eiro ménesi, bet sievieSu
vairakums vid&ji ménesi maksa virs 41 eiro.

Veikto pétijjumu rezultata konstatéts, ka svarigakie faktori péc ka iedzivotaji izvé€las
skaistumkopSanas salonus ir profesionali darbinieki, laba lokacija un draudzigas cenas.
Visbiezakie iemesli, kas attur doties uz kadu no saloniem ir augstas cenas, neizdeviga lokacija un
laika trikums. No rezultatiem redzams, ka pieteikt skaistumkopSanas salona apmekl&jumu
visertak biitu majaslapa, zvanot vai rakstot 1szinu.
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P&tfjuma rezultati norada, ka 74% no aptaujatajiem respondentiem neuzticetos specialistam bez
nepiecieSamas izglitibas, tomér liela dala respondentu skaistumkops$anas procediiras veic majas
apstaklos. P&tfjuma rezultatu analize liecina, ka skaistumkopSanas pakalpojumu klasts ir plasi
parstavets, tacu neskatoties uz augoSo pieprasijumu frizieru un skaistumkopSanas aktivo
uznémumu skaits Riga sariik.
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Veronika Sevéuka. SKAISTUMKOPSANAS NOZARES ATTISTIBAS IESPEJAS
RIGA

Ekonomikas un kultiras augstskola
Studiju programma “Gramatvediba un audits”
E-pasts: veronika34965@inbox.Iv

Zinatniskais vaditajs: Dr.oec., profesore, Vita Zarina

Anotacija

Pétijuma aktualitate: SkaistumkopSanas salonu darbibas izp€tes aktualitati raksturo noteikta S§Ts
pakalpojumu nozares attistiba. Saja joma ir vérojams nodarbinatibas pieaugums, darbaspeka tehniska
aprikojuma pieaugums, arvien progresivaku tehnologiju ievieSana,par to liecina ari CSP majaslapa
pieejama statistika par ekonomiski aktivajiem uzn€mumiem Latvija,par periodu 5 gada laika uzpémuma
palielinajums skaistumkopSanas sfera sastav 3,70%,p€c Sim datiem,var secinat,ka skaistumkopSana
industrija nestav uz vietas un vienm@r attistastapéc,picaugot pieprasijumam,palielinas ari
piedavajums.Sobrid pakalpojumu ka vienas no svarigakajam tautsaimniecibas nozarém loma ir loti liela un
aktuala. L1dzas dinamismam, mobilitatei, v€lmei bit veiksmigam cilvékam ir jaizskatas reprezentabli.
Nepieciesamiba atri sanemt profesionalus pakalpojumus kliist par prioritati un svarigu. Ir milzigs skaits
dazadu skaistumkopsanas salonu, frizieru utt. Tapéc skaistumkopSanas salons ar pirmas klases
specialistiem atvérSana biis aktuala pilsétam ar mazu iedzivotaju skaitu un lielam metropoles teritorijam.

Pétijuma merkis: Novertét skaistumkopsanas nozares attistibas iesp&jas Riga.

Pétijuma metodes: Informacijas iegiiSana, apkoposana un grup@Sana, lai ieglitu informaciju par nozares
attistibas tendencém Riga.

Sasniegtie rezultati: Tika veikts sabiedriskas skaistumkop$anas nozares novert€jums un balstoties uz
petijumu rezultatiem tiek konstatets,ka ir milzigs skaits dazadu skaistumkopsSanas salonu,tapéc
skaistumkop$anas salons ar pirmas klases specialistiem atvérSana bus aktuala ideja. Tika apkopota un
analizéta informacija par nozares attistibas tendencém Riga.

Atslegas vardi: frizétava; skaistumkop$ana; salons.

levads

SkaistumkopSanas nozare ir strauji augoSa nozare, kura darbojas dazadi uzp€mumi (frizieri,
skaistumkopSanas saloni, imidza studijas, nagu dizaina studijas, saulo$anas studijas,
skaistumkopsSanas centri, estétiskas medicinas klikas u.c.). Uz So apgabalu var vérsties dazados
sporta un atpiitas uzn€mumos, t.sk. un fitnesa centri, ka art dazadi skaistumkopsSanas centri un
centri rasgjumu laboSana. Pateicoties notieko$ajam globalizacijas parmainam, §1 joma kltist arvien
plasaka gadu gaita giistot popularitati. Ar ko tas ir saistits?Ja runajam par skaistumu, tad ar senos
laikos cilveks bija noraizgjies par savu argjo skatu.

Katra laikmeta dazadu laika intervalu skaistuma t€ma ienem nebit ne pedgjo vietu. Nav nejausiba,
ka psihologi uzskata, ka cilvéka izskats atspogulo vina iek$€jo pasauli, ta saukto ieksgjo "es".
Mainiet savu izskats ir viena no galvenajam pasizpausmes vajadzibam. Sobrid skaistumkopganas
industrija ir gan bizness, gan atpiitas vieta, gan visaptveroSs lidzeklis gan izskata kopSanai, gan
kermena mediciniska apriipe.

Uznémgjdarbibas struktiira ped€jos gados ir bitiski mainijusies. Saloni pieaug. Arvien vairak
paradas pakalpojumu veidi, arT mediciniskie, kas lauj ne tikai sakartot izskatu, bet arT radikali
risinat klientu galvenas problémas - adas novecosanos, ar vecumu saistitas figliras izmainas, matu
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izkri$anu, celulitu, un pat nogurums un stress.Sada procediiru dazadiba ir saistita ne tikai ar dzelzs
priekskara kriSanu. Pirmkart, tas ir saistits ar to, ka sievietes ir sapratusas, ka riipes par sevi majas
nav tik efektivas, ka to daritu profesionali. lerodoties salona, klients ne tikai pariipgjas par sevi,
bet arT ietaupa laiku un piles. Proceduras laika klients var atpiisties un aizmirst par visu. P&c
salona apmekl&juma uzlabojas klientu garastavoklis, pievienojas pozitivas emocijas.

Tatad, apméram pirms 15-20 gadiem skaistumkopsanas industrija piedavaja galvenokart frizieru
pakalpojumus, manikiru, pedikiru un dazas vieglas sejas manipulacijas. Sodien tirgus ir parpildits
ar jauniem piedavajumiem: visa veida kosmetiskas procediras, kuru mérkis ir sejas atjaunosSana,
kermena veidoSana.Pieaugot pieprasijumam péc skaistumkopsSanas pakalpojumiem, pieaug ari
konkurence. Salonu biznesa tirgu parstav liels dalibnieku skaits, tapec tirgli vérojama tendence
palielinaties skaistumkops$anas salonu konkurencei un rezultata pieaug cina par klientu, ieviesot
jaunus pakalpojumus un veidus, ka tos nodrosinat.

Tirgus piedavajumu izp&te skaistumkopsanas nozaré lauj iedalit skaistumkopsanas pakalpojumus
sadas grupas: t€ls,medicinas un relaksacijas pakalpojumi. Sadalfjums $ajas grupas diezgan
nosaciti, jo uz daudziem skaistumkopsSanas pakalpojumiem var attiecinat vairak neka vienai
grupai, un biezi tiek piedavati dazadu grupu pakalpojumi kompleksa.

Attelu pakalpojumi parasti ietver friziera pakalpojumus,kosmetologijas pakalpojumi,
manikirs/pedikirs, solarijs, tetovejums, grims.So pakalpojumu galvenais mérkis ir radit pievilcigs
izskats, t€la veidoSana, bet var ietver arT labsajitu, korig€joso un arstniecisko procediras.

Izskatisim vienu bloku no skaistumkopsanas — frizetavu. Tatad frizieru pakalpojumiem papildus
tradicionalajiem matu griezumiem matu krasoSana un ilgvilni, ietver matu pieaudzgSanu,
korekciju un novajinatu matu arstéSana.Kosmétikas pakalpojumi ir loti dazadi, tostarp grims,
maskas, adas tirisana, pilings, puléSana, masaza un suku tiriSana,gaismas un elektroterapija,
darsonvalizacija, jonoforéze,ultraskanas terapija, limfodrenaza, mioliftings un daudzi citi
procediiras.

Analitiskais apskats

Par skaistumkopSanas nozares nozimigumu Latvijas ekonomika liecina nozares uzpémumu un
nodarbinato skaits. Saskana ar Centralas statistikas parvaldes datiem par 5 gadiem frizieru un
skaistumkops$anas pakalpojumos uznémumu skaits paaugstinas no 6428 (2017 gada) lidz 6645
(2021. gada) (sk. 1. attelu).
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1 att. Uznémumu skaita dinamika no 2017. gada lidz 2021.gadam (Centralas statistikas parvalde, 2022)
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Dati rada ka 2017 gada uzn€mumu skaits bija daudz mazak neka jau 2021 gada,un tas nozime ka
skaistumkopSana industrija nestav uz vietas un vienmer attistas,pastav lielas konkurences iespgjas
un notiek dinamisks attistibas process.Savukart uznéméju aptaujas dati liecina par labakam
nakotnes perspektivam fiziskas labsajutas uzlaboSanas pakalpojumu sektora, kur ir salidzinosi
mazs uznémumu skaits, bet pieprasijums péc sektora pakalpojumiem pakapeniski pieaug. S
nozare jau ir diezgan attistita un apzinata, tapec ar1 ir daudz konkurentu.

Pie potencialiem konkurentiem pieskirtam pasnodarbinatas personas. Ne visi cilveki, kuri beigusi
dazadas apmacibas kursus skaistumkopsSanas nozarg uzreiz sak stradat salona. Dazi no tiem strada
pie sevis majas. Ta arT ir konkurence, jo meistaram, kas strada patstavigi majas visticamak cenas
bus letakas.

Konkurenti atSkiras ar savam stratégijam, izcelsmi, personibam, attiecibam ar
matesuznémumiem, viniem ir atSkirigi mérki, konkuréSanas metodes, un vini var pastavigi
sadurties procesa.Stratégija, péc Portera domam, ir atrast un attistit individualu, unikalu
konkurgsanas veidu, kas laus uznémumam veidot savas cenu (razo$anas) k&des aktivitates
individuala, unikala veida. Stratégija ir noteikta veida vértibas (produkta) attistiSana, nevis
meginajums razot vienu un to pasu produktu vienkarsi labak neka konkurenti.("Konkur&tspgjiga
stratégija").Profesors Porters pirmo reizi atklaja, ka konkurence sniedzas daudz talak par
attiectbam starp tirgl eso$ajiem spél&tajiem, un, lai izdzivotu konkurencg, ir janoverte ne tikai
sevi un savus konkurentus. Porters apgalvo, ka uznémuma rentabilitati nosaka pieci konkurences
faktori: 1) pircgju un 2) piegadataju sp&ja ietekmét darfjjumu nosacijumus; 3) jaunu konkurentu
ienakSanas nozaré vieglums vai griitibas un to ietekme tirgii; 4) aizstajéjprecu pieejamiba; 5)
esoSo konkurentu sancensibas pakape.("Konkurétspgjiga stratégija").

Sie faktori visa pasaul@ ir pazistami ka Maikla Portera pieci konkurétspgjigie speki. Profesors
sava bestsellera "Konkurétspgjas stratégija" piedava metodiku to novértésanai, ar kuras palidzibu
vaditajs vares atbildét uz jautajumu, kads ir jauna biznesa virziena rentabilitates potencials un vai
to ir verts apgt.

Konkurences stratégijas raksturo noteiktus veidus, ka piesaistit, sadalit un izmantot uznémuma
resursus, lai sasniegtu piedavato produktu konkurences prieksrocibas.
Misdienu frizieru tirgus ir loti dinamisks, to pastavigi ietekmeé dazadi faktori, pieméram, mode,
maksla, socialas normas. Lai attistit savus iesp&jas un paaugstinat savu profesionalizmu,vajag
apgit vairak zinaSanas kuri paaustina iesp&jas skaistumkopsanas iespgjas.

Friziermaksla teorija un prakse ir vienlidz svarigas: bez sapratigam zinaSanam nevar izveidot labu
matu griezumu vai krasosanu, un bez apmacibas zinasanas ir bezjédzigas. Tapéc vissvarigakais
bridis ar stingru nodomu klit par frizieri ir izveléties skolu, kura varat izm&ginat sevi
biznesa.Laba apmaciba ir svarigs solis, lai klGtu par frizieri. Jasak ar spécigu pamatskolu, kur
iemacts pamatus un iedzilinas profesija.

Lai butiski palielinatu savas izredzes §Ts jomas attistiba, ik pa laikam jauzlabo savas prasmes,
jaapgist kaut kas jauns.Riga ir diezgan daudz esoSo padzilinato apmacibu kursu.
Apskatisim dazas iespgjas, kuras varat papildinat savas zinasanas $aja joma:

— Rigas Stila un modes tehnikums. Profesionalas izglitibas platforma,kur var apgiit dazas
profesijas skaistumkops$anas nozaré.Riga tiek dibinata jauna izglitibas iestade kops 1964
gada— 34. pilsétas profesionali tehniska skola.

— Skaistumkopsanas profesionala vidusskola "Beauty School”. Akreditéta profesionala
vidusskola.

— Starptautiska CIDESCO Rigas Kosmétikas skola. Rigas Kosmétikas skola ir 1996. gada
dibinata privatskola, kas piedava personam ar visparéjo vidgjo izglitibu apgit
profesionalo vidgjas izglitibas programmu kosmetologija un personam ar profesionalo
vidgjo vai augstako izglitibu medicinas nozar€ - profesionalo talakizglitibas programmu
kosmetologija.

119


https://niid.lv/niid_search/provider/R%C4%ABgas%20Stila%20un%20modes%20tehnikums?qy=skaistumkop%C5%A1ana%2A&ct=los&tg=&level_2=502&subject_2=815&language=lv
https://niid.lv/niid_search/provider/Skaistumkop%C5%A1anas%20profesion%C4%81l%C4%81%20vidusskola%20%22BEAUTY%20SCHOOL%22?qy=skaistumkop%C5%A1ana%2A&ct=los&tg=&level_2=502&subject_2=815&language=lv

&j EKONOMIKAS UN KULTURAS

AUGSTSKOLA

— Profesionala Skaistuma skola., 2019. Macibu programmas, kuras ir valsts atzitas. Tiek
piedavatas profesionalas talakizglitibas programmas un profesionalas pilnveides
programmas. P&c So programmu apgiiSanas tiek izsniegta valsts atzita aplieciba.

— Rigas Starptautiskais macibu centrs ir akreditéta izglitibas iestade, kas dibinata 1996.
gada. Rigas Starptautiskais macibu centrs ir akreditéta izglitibas iestade, kas dibinata
1996. gada.

— Macibu centrs "ELISANDA" ir akreditéta izglitibas iestade (akreditacijas lapa Nr. Al
7577), kas piedava apmacibas visiem interesentiem, kas velas klit par plaSa profila
skaistumkopSanas specialistiem.

Friziera diploms sniedz pamatzinaSanas un tiesibas stradat profesija, tacu apmacibas kursa
programma nav viss, kas jazina, lai klutu par frizieri. Saja darba vienmer ir jauzlabo savas
prasmes. Un Seit, starp citu, bus dazadi papildus kursi, kuru tagad ir loti daudz.

Konkurence ir dazadu firmu un uzn€mumu cina tirgl par klientu. SkaistumkopSanas salonu
konkurentu pieméri: skaistumkopSanas studijas, kosmetologijas centri, frizieri. Tomér
sancensibas veids ir atkarigs no vairakiem faktoriem, pieméram, uznémuma veikto uzdevumu
apjoma, orientacijas uz Klientu, cenu politikas.

Konkurencei ir pozitiva loma jebkura biznesa, jo ta liek konkurentiem stradat intensivak un
racionalak, lai neatpaliktu attisttba un nezaudétu klientus.SkaistumkopsSanas saloniem ir specifika,
kas saistita ar uznémuma limeni vai klasi: "ekonomika", "bizness", "premium", "luksuss".
Konkurence jaapsver taja pasa vai blakus klases Itmeni, piemé&ram, tikai starp biznesa klases
kajitém vai starp biznesa un premium klases kajit€m. Nereti uz vienas ielas vai pat viena eka
atrodas pilnigi dazadu klasu skaistumkopsanas saloni: “ekonomika” un “grezniba”. Sie saloni
nekonkurg, jo neatnem klientus viens otram.Tac¢u sp&ciga konkurence sak traucet salona attistibai,
klienti aiziet un darbinieki tiek maldinati. Tap€c ir nepiecieSams ieprieks identificét konkurentus
un noteikt to ietekmes pakapi. Katram konkurentam ir savas vajas puses, kuras btu jaizpéta un
janem vera jusu salona.Lai atpazitu konkurentus, izp&tiet vinu iezZimes. Ka informacijas avots tiek
izmantota reklama, socialo mediju konti (Instagram, VK, TikTok), ttimekla vietnes, ekspertu
raksti, klientu viedokli un tematiskie pasakumi.ST informacija palidzés saprast, kada varétu biit
toposas institlicijas unikalitate, kadas jomas niSas vél nav aiznemtas prieksgajejiem un ka to
izmantot. Ir arT vieglak noteikt, kuri galamérki ir apdraud@ti. Varat ari, pamatojoties uz sanemto
informaciju, mainit dazus raditajus: samazinat izmaksas, izvéléties atbilstoSu produktu liniju,
ieklaut saraksta jaunas kopSanas un korekcijas metodes, izstradat atlaides vai svetku akcijas.

Pétijuma metodologija

Veicot pétijumu tika veikta literatiiras analize,un tika veikta analize par attisibas iesp&jas $aja
nozar€.Sekundaro datu analizei izmantoti Centralas statistikas parvaldes dati.

Pétijuma rezultati

Tika veikts sabiedriskas skaistumkopSanas nozares novért€jums un balstoties uz pétijumu
rezultatiem tiek konstatets,ka ir milzigs skaits dazadu skaistumkopsanas salonu,tapéc
skaistumkopsanas salons ar pirmas klases specialistiem atvérSana bus aktuala ideja. Tika
apkopota un analizéta informacija par nozares attistibas tendencém Riga.Tagad tie$am ir griti
klat slavenam un pamanamam, konkurence ir diezgan liela. Meistaru un informacijas ir daudz,
tap&c nepietiek tikai but labam profesionalim, svarigi ir prast sevi izpausties, pareizi reklaméties,
lai piesaistitu arvien vairak klientu.Kvalitativie pakalpojumi ietver sevi jaunas tehnologijas
izmantoS$anu. Ka jau minéts ieprieks, skaistumkopS$anas salonu ir milzigu skaits un tas nozimé, ka
diezgan liela konkurence. Tomér ir lielas perspektivas atfistities, jo jaunu tehnologiju paradisanas
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strauji aug un attistas. Loti atri izgudro jaunus materialus, kosmétiku, lidzeklus matiem un
nagiem, ka arT jaunas metodes un tehnikas, ka piepildit klienta vélmes un vajadzibas.

Secinajumi

Tiek konstatéts, ka ir milzigs skaits dazadu skaistumkop$anas salonu. Konkurence ir diezgan
liela.vKvalitativie pakalpojumi ietver sevi jaunas tehnologijas izmanto$anu. Latvija, par periodu
5 gada laika, uznémuma palielinajums skaistumkopsanas sfera sastav 3,70%,p&c §Tm datiem,var
secinat,ka skaistumkopsana industrija nestav uz vietas un vienmér attistas. Konkurentu izp&te ir
svariga.Kontrole par konkurentiem pircgja un patérétaja specifiskas vajadzibas apmierinas agrak
un labak neka citas firmas.Zinot konkurentu stipras un vajas puses, var novertét vinu potencialu
un mérkus.
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Madara Kaufmane. INTERESU IZGLITIBAS ATTISTIBAS IESPEJAS RIGA

Ekonomikas un Kultiras augstskola
Studiju programma “Gramatvediba un audits”
E-pasts: madarakaufmane@inbox.lv

Zinatniskais vaditdjs: D. oec., profesore, Vita Zarina

Anotacija

Pétijuma aktualitate: IntereSu izglitibas nozare ir svariga bérnu un jaunie$u intereSu un prasmju attistibai
arpus skolas. Ta nereti palidz ievirzit jaunatni vinu nakotnes profesijas un attista radoso domasanu. Riga
esoSais bérnu un jaunie$u skaits 2021.gada vecuma no 7 Iidz 25 gadiem veido nedaudz vairak ka vienu
ceturto dalu no visiem §Ts vecuma grupas iedzivotajiem Latvija, kas ir diezgan liels Tpatsvars, lidz ar to
svarigi ir saprast, vai piedavatais interesu izglitibas klasts apmierina Rigas iedzivotajus. Savukart, Riga no
visa bérnu un jauniesu skaita 50,3% nodarbojas ar interesu izglitibu.

Pétijuma mérkis: Noskaidrot, vai Riga ir pietickami plass nodarbibu klasts un pietiekami liels programmu
skaits. Noskaidrot, kadas programmas ir vispieprasitakas vai kadas triikst. Noskaidrot galvenos faktorus,
kade] cilveki nenodarbojas ar interesu izglitibu, izstradat ietiekumus intere$u izglitibas attistibai Riga.

Pétijuma metodes: P&tjjuma tika izmantota kvalitativa metode (aptauja), aprakstosas statistikas datu
metode, sekundaro datu analize un grafiska att€losana.

Sasniegtie rezultati: Noskaidrots, ka vairums jeb tris ceturtdalas aptaujato ir apmierinati ar pieejamo
programmu klastu, bet ceturtdala uzskata, ka tritkst mazak populari piedavajumi un klasts ir vienveidigs.
Galvenie faktori, kadgl cilveéki nenodarbojas ar interesu izglitibu, ir laika trikuma vai finans€juma triikuma
dg&l, un ir dala, kam neinteresg $1 briza nodarbibu piedavajums. Secinats, ka ir nepiecie§samas vairak iesacgju
programmas ar1 vecakam vecuma grupam.

Atslégas vardi: intereses; interesu izglitiba; nodarbibas.

levads

Interesu izglitiba sniedz iesp&ju be&rniem un jaunieSiem parasti vecuma no 7 Iidz 25 gadiem attistit
savas prasmes, intereses un talantus arpus skolas, ka arT produktivi pavadit brivo laiku. Pie
intereSu izglitibas tiek pieskaititas arT nodarbibas pirmsskolas vecuma grupas berniem. Ta nav
obligata un nav nepiecieSamas nekadas iepriek§€jas prasmes, lai ar to saktu nodarboties. Interesu
izglitibas programmas tiek nodrosinatas tadas nodarbes ka sports, dejas, maksla, miizika, tehniska
jaunrade u.c. (Kalnina D. 2023)

IntereSu izglitiba tiek ieklauti pulcini un nodarbibas, ko nodroSina pasas izglitibas iestades, kas
ir pirmsskolas, sakumskolas, pamatskolas, vidusskolas, un augstskolas, ka arT pils€tu pasvaldibas
organiz€ bérnu un jaunieSu centrus ar plasu nodarbibu spektru. Tacu interesu izglitibas
programmas drikst Tstenot arf citas privatpersonas, kuras nav registrétas izglitibas iestazu registra,
tacu tam jaiegilist pasvaldibas izsniegta licence, kas lauj organizgt nodarbibas. Licencé jabut
noradttai pulcina mérkauditorijai un nodarbibu veidam. Ir loti butiska nozime, ka programma ir
licencéta, jo tad nodarbibu apmekletaji var sanemt atpakal parmaksato iedzivotaju nodokli.
Nozares programmas tiek dalgji finansétas no valsts budZeta dalas, kas domatas pedagogu algam,
pasu dibinataju, ka ar1 pasu nodarbibu apmeklétaju lidzekliem. (Izglitibas kvalitates valsts
dienests 2021.)

Pétijuma meérkis ir izpetit esoso situaciju intereSu izglitibas nozaré konkréti Riga un izpétit
pieprasijumu p&c $adiem pakalpojumiem. Konkréti tiks apskatitas tieSi miizikas, deju, makslas,
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un sporta nodarbibu piedavajums. P&tijuma tiek izmantota kvalitativa metode, izstitot anketas, lai
iegiitu viedoklus pa $1 briza esoso situaciju nozaré un noskaidrotu, vai ir pieprasijums.

Tika izvirziti §adi uzdevumi mérka sasniegSanai:
— Izpetit esoSos datus, par §1 briza esoSajam interesu izglitibas programmam;
— Izveidot grafiskos attelus un veikt secinajumus;
— Noskaidrot cilvéku skaitu Riga, kas ir intereSu izglitibas mérkauditorija.

Analitiskais apskats

P&c apkaimes.lv datiem 2021. gada Riga tika registréti 614 618 iedzivotaji. (apkaimes.lv 2022.)
No tiem, balstoties uz oficialas statistikas majas lapas kar$u parvaldes datiem, 7,9% jeb 48 555 ir
b&rni no 7 Iidz 14 gadiem, bet 8,6% jeb 52 857 ir jauniesi no 15 I1dz 24 gadu vecumam. (Oficialas
statistikas portals 2021.) Kopa tie ir 101 412 b&rni un jaunies$i, kuriem ir domatas interesu
izglitibas nodarbibu programmas. Savukart, Latvija kopuma bé&rni un jauniesi ir 378 242. Tatad
Riga esosais b&rnu un jaunieSu daudzums veido 26,8% no visa kopgja skaita Latvija, kas ir
nedaudz vairak ka ceturtdala. (Centrala statistikas parvalde 2021.)

Valsts izglitibas informacijas sistéma registrétas Riga esoSas 75 iestades, kas isteno intereSu
izglitibas programmas. (Valsts izglitibas informacijas sist€éma 2023.) No tam vairakums jeb 20%
ir sporta nodarbibas, 14% ir makslas nodarbibas, 13% ir deju nodarbibas, 13% miuzikas
nodarbibas, 10% tehniska jaunrade, 9% ir valodu apgiiSana, 7% ir intelektuali izglitojoSas
programmas, 4% ir Informaciju un tehnologiju nodarbibas, 4% logopédija, 3% vides zinibas, 49%
ir dazadas neklasific&tas nodarbibas ar mazaku ipatsvaru (sk. 1. attélu).

A

I\

= Sports Dejas
Miizika Vizuala maksla
= Vides zinibas = Valodas
= Intelektuali izglitojosi = Dazadi
= Tehniska jaunrade =T

1.att. Registréto iestazu programmu sadalijums péc jomam (Avots: Autora veidots datu apkopojums)

Rigas Domes Izglitibas, Kultiras un Sporta departaments publicgja datus par 2022. gada
izsniegtajam vai pagarinatajam licenc€m programam, kas ir gan pasvaldibas iestadém, gan citam
juridiskam un fiziskam personam. Kopuma registrétas 352 jaunas vai pagarinatas licences. ( Rigas
Domes Izglitibas, Kultliras un Sporta departaments 2023.) Muzikalas programmas bija 26 jeb
7,3% no visa klasta, deju programmas bija 61 jeb 17%, sporta programmas veidoja vislielako
Ipatsvaru ar 89 licencém jeb 24,9%, makslas programmas bija 15 jeb 4,2 %, valodu apguves
programmas bija 66 jeb 8,4 %, pargjas neklasificetas programmas vai ar Joti mazu Ipatsvaru
kopuma bija 101 jeb 28,2% (sk. 2.attelu).
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= Mazika = Dejas = Sports = Maksla = Valodas = Dazadi

2.att. Licencéto programmu sadalijums pa grupam (Avots: Autora veidots datu apkopojums)

Valsts izglitibas informacijas sistéma esoS$ie dati norada, ka Riga 2021./2022. macibu gada interesu izglitiba
tika nodarbinati 51 006 audz&kni, kas ir 50,3% no kopgja bérnu un jaunie$u skaita Riga. (Valsts izglitibas
informacijas sisttéma 2022.) P&c Siem datiem vairakums, kas ir 29 975 audzekni jeb 58,8% ir nodarbinati
kulttirizglitibas joma, vides joma ir 1096 jeb 2,15%, tehniskaja jaunradg ir 2141 jeb 4,2%, sporta ir 13 142
jeb 25,8% un pargjie 4652 jeb 9,1% ir nodarbinati dazadas jomas ar mazaku Tpatsvaru. (3.att.)

4

= Kulttrizglitiba = Vides interesu izglitiba

Tehniska jaunrade Sporta interesu izglititba

= Citas izglitojoSas programmas

3.att. Interesu izglitiba nodarbinato sadalijums Riga p&c jomam (Avots: Autora veidots datu apkopojums)

Pétijuma metodologija

Pétjjuma veikSanai tika izmantota kvantitativa metode — aptaujas, lai noskaidrotu, cik liels
procents ir aptaujato, kuri nodarbojas vai nenodarbojas ar interesu izglitibu, un noskaidrotu, kapéc
cilveki to nedara, un iegiit viedoklus, par to vai §1 briza piedavatais programmu klasts ir pietiekosi
plass, un saprastu, kas pietriikst, ka arT tika izmantota grafiska analize, att€lojot iegiitos datus
diagrammas, lai vizualizétu dazado viedoklu Ipatsvaru. Anketas tika izveidotas vietné “Google
Forms” un izsttitas Rigas iedzivotajiem vecuma grupas no 14-17 gadiem un no 18-25 gadiem.

Pétijuma rezultati
Rezultata respondenti vecuma no 18 1idz 25 gadiem bija vairakums, kas ir 74,3% jeb 52 cilveki,
bet vecuma no 14 11dz 17 bija 25,7% jeb 18 cilveki. No visiem respondentiem ar interesu izglitibu

nodarbojas 61,4% jeb 43 cilveki, bet nenodarbojas 38,6% jeb 27 cilveki. (6.att) Sadalot Sos
rezultatus p€c vecuma grupam, jaunieSi vecuma no 14 lidz 17 gadiem ar intereSu izglitibu
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nodarbojas 66, 67%, bet nepiedalas 33,22%.(4.att.) Savukart, vecuma grupa no 18 lidz 25 gadiem
28,85% piedalas, bet 71,15% nepiedalas (sk. 5.attelu).

= piedalas = nepiedalas

4.att. Daliba intere$u izglitiba no 14 lidz 17 gadiem (Avots: Autora apkopojums)

= piedalas = nepiedalas

5.att. Daliba intereSu izglitiba no 18 lidz 25 gadiem (Avots: Autora apkopojums)

= Piedalas = Nepiedalas
6.att. Daliba interesu izglitiba abas vecuma grupas kopa (Avots: Autora apkopojums)
No 43 cilvekiem, kuri atbild&ja, ka nodarbojas ar interesu izglitibu 63% nodarbojas ar sportu,

25,9% nodarbojas ar dejam, 11,1 % nodarbojas ar makslu, 29,6% nodarbojas ar miziku, 3,7%
nodarbojas ar peldésanu un 3,7% nodarbojas ar jogu (sk. 7.attelu).

20
15

10

5|| I
0 . | |

Sports Dejas  Maksla Miizika Peldé$ana Joga

7.att. Daliba intere$u izglitiba no 18 lidz 25 gadiem. (Avots: Autora apkopojums)
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No 27 respondentiem, kuri atbildgja, ka nenodarbojas ar interesu izglitibu 62,8% to nedara laika
trikuma deél, 18,6% finansu trikuma dgl, bet pargjie 18,6% nav ieintereseti §1 briza piedavajuma
(sk. 8.attelu).

= Laika trikums = FinanSu trikums = Nesaista eso$ais piedavajums
8.att. Faktori, kadel nepiedalas interesu izglitiba. (Avots: Autora apkopojums)

Uz jautajumu, vai Jus v€l&tos piedalities interesu izglitiba, kopuma 82,9% atbildgja, ka vel&tos,
bet 17,1% nevelas. (11.att.) Sadalot Sos rezultatus vecumu grupas iegiits, ka no 14 lidz 17 gadiem
66,7% vélas nodarboties ar interesu izglitibu, bet 33,3% nevélas (sk. 9.attélu). Savukart, vecuma
no 18 lidz 25 gadiem 86,5% vélas piedalities, bet 13,55 nevélas (sk. 10.attelu).

= VElas = Nevélas

9.att. Velme piedalities interesu izglitiba no 14 lidz 17 gadiem (Avots: Autora apkopojums)

= VElas = Nevélas

10.att. Velme piedalities intere$u izglitiba no 18 lidz 25 gadiem (Avots: Autora apkopojums)
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= Velas = Nevélas

11.att. Vélme piedalities interesu izglitiba abas vecuma grupas (Avots: Autora apkopojums)

Rezultatos iegiits, ka no tiem, kuri v€l&tos piedalities intereSu izglitiba vairakums, kas ir 12 cilveki
jeb 33,3% gribétu nodarboties ar sportu un tik pat daudz izvelas dejas. 9 Cilveki jeb 25% izvel&jas
makslu, 6 cilveki jeb 16,7% izvelgjas muziku, un 1 cilveks jeb 2,8% izvelgjas valodas un tikpat
daudz arT izvel&jas jogu (Sk. 12.attelu).

14

12
| I I
I I | |

Dejas Mizika Maksla Sports Valodas Joga

o N b OO

12.att. Ar kuram programmam cilvéki vélétos nodarboties (Avots: Autora apkopojums)

Uz jautajumu, vai Riga ir pietieckami plass intereSu izglitibas programmu klasts, 65,7% jeb 46
respondenti atbildgja, ka ir pietickami plass, bet 34,3% jeb 24 respondenti atbildgja, ka vajadzetu
uzlabot (sk. 13.attelu).

= Pietickami plass = Vajadz&tu uzlabot

13.att. Vai interesu izglitibas klasts ir pietickami plass. (Avots: Autora apkopojums)

Jautajums: “Kas, jusuprat, pietriikst intereSu izglitibas klasta Sobrid?” bija atverta forma. Tika
iegiitas 24 atbildes Popularakas atbildes bija, ka pietriikst nodarbibas par zemakam cenam,
pieméeri: “Letaki piedavajumi”, “L&takas opcijas”. legits, ka pietrakst mazak populari nodarbibu veidi,
pieméri: “Trikst izv€les iespgjas, Ipasi, ja izveleta interese nav tik populara”, “Plasaks klasts ar mazak
popularam ni$am”, “Pietriikst modernakas nodarbibas, kuras Sobrid Latvija nav pieejamas”. Nakamais
trikums ir parsvara pieejamas programmas ir domatas jaunakam vecuma grupam, dazi pieméri: “Dazadiba
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nodarbju, vecuma kategoriju un sagatavotibas limena zina”, “Parsvara nodarbibas ir domatas jaunakam
vecuma grupam”, “Daudzas iesac€ju grupinas ir domatas tikai jaunaka vecuma b&rniem”. V&l viena atbilde,
kura tika noraksturoti vairaki §1 briza klasta trikumi: “Novitates, biezi piedavatais Tpasi neatSkiras viens no
otra. Ja nodarbibu piedavajumu klasta paradas kaut kas jauns un nedzirdéts, parasti nodarbibu cenas médz
noSaut jebkuru interesi. Triikst finansiala atbalsta nodarbibu pieejamibai maznodro$inatam gimeném”.

Secinajumi

P&c iegttajiem rezultatiem var secinat, ka Riga ir iespgjas attistit jaunas intereSu izglitibas programmas,
nemot vera, ka puse no Riga dzivojosajiem berniem un jaunieSiem taja nav iesaistiti. Lielakais ipatsvars
nodarbojas ar sportu, otrs lielakais Ipatsvars nodarbojas ar miiziku, tresais lielakais ipatsvars nodarbojas ar
dejam, ceturtais lielakais Ipatsvars nodarbojas ar makslu. Savukart, to bérnu un jaunie$u vida, kuri véletos
piedalities interesu izglitiba, bet Sobrid to nedara, lielakais Tpatsvars izvel&tos tiesi sporta nodarbibas, otrs
liclakais pieprasijums ir dejoSanas nodarbibam, treSais popularakais pieprasijums ir makslas nodarbibam,
ceturtais lielakais pieprasijums ir miizikas nodarbibam.

Ieteikumi turpmako programmu veidotajiem ir veidot inovativas, originalas nodarbibu programmas un to
variacijas dazados stilos, piem&ram, veidojot deju studiju, nodro§inat mazak popularu deju stilu nodarbibas.
Ir nepiecieSamas vairak programmas, kuras domatas iesacgjiem velakos vecuma posmos, jo vairums
iesacgju programmas ir domatas jaunaka vecuma bérniem. Ipasi Sie ieteikumi attiecas uz pasvaldibu
iestadem, kuras nodro$ina interesu izglitibas programmas, jo tam ir pieeja pasvaldibu Iidzfinansgjumam,
lidz ar to programmu cenas, kuras tas nodroSina, ir 18takas neka tam programmam, kuras nodroSina
privatpersonas, 11dz ar to vairak cilveki tas var finansiali atlauties.
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Abstract

Research purpose. Differences in the background form differences in the availability of funding of
different types and different amounts and, as a result, form differences in approaches to finding such
funding. Commercial cultural projects are an important part of the Latvian economy. Before the COVID-
19 pandemic, one household member in Latvia accounted for 34.32 euros, or 8.1% of cultural and
recreational spending.

The article considers three groups of cultural projects: cultural projects with a zero or initial background,
cultural projects with an average background, and cultural projects with a significant background. There
are significant differences in attracting funding to cultural projects with a large, medium, and small
background, which is why there are differences in ways of attracting funding. The aim of the article was to
examines the differences in funding opportunities for various international cultural commercial projects in
Latvia, depending on their background in the past.

Design / Methodology / Approach. There were used indepth interviews, documents analysis, secondary
data analysis; describing statistics, transcriptions, and correlation analysis.

Findings. There were defined differences in fundrising approaches for small background, medium
background and big background international cultural projects.

Originality / Value / Practical implications. The research helps to define the most productive way of
fundrising for projects with a big background, medium background or a small background. The obtained
results of the study will help organizers of international commercial cultural projects in Latvia to better
choose the method and way of attracting funding for the implementation of projects, based on the
background of the entity organizing the project. The scientific novelty and value of the study is determined
by the identification of the most rational way to find a way to attract funding to a commercial cultural
project and a possibility of more productive fundrising in the field of international commercial cultural
project management.

Keywords: fundrising; culture; project management.

Introduction

A project is a planned activity designed to find information about something, or create something
new, or improve something (Oxford Dictionary, 2021). A cultural project is a project of the
cultural sector carried out by a cultural worker or a public institution that helps the development
of cultural sectors (Law Insider, 2022).

A commercial project is any project, including but not limited to one or more buildings and other
structures, improvements, machinery, and equipment, whether or not located on the same site or
sites now existing or subsequently acquired, and suitable for use for any retail or wholesale
company, distributor. or agency, any for-profit or non-profit cultural institution, including but not
limited to educational, theatrical, recreational and entertainment, sporting facilities, racetracks,
stadiums, convention centers, exhibition halls, arenas, opera houses and theaters, waterfront
improvements, swimming pools, boathouses, piers, wharves, restaurants, velodromes, coliseums,
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sports training facilities, parking lots, terminals, hotels and motels, gyms, medical facilities and
port facilities (Law Insider, 2022).

Cultural sector projects regularly use multiple, complex funding sources. Admissions,
scholarships, grants, subsidies, and patronage are just a few of the many sources. Funding
processes do not follow a regular schedule and are often delayed. Even spending can be erratic
due to common events like last-minute programming changes. Subsidies sometimes come after
the event is over, and festivals often have lineup changes.

Together, these issues create a lot of uncertainty in the financial management of projects in the
cultural sector. Project managers must be adept at budgeting and financial management. The
monetary considerations of cultural sector projects will require greater and more frequent
attention due to the continuous changes and adjustments experienced.

The aim of the article was to examines differences in funding opportunities for various
international cultural commercial projects in Latvia, depending on their background in the past.
The obtained results will help organizers of international commercial cultural projects in Latvia
to better choose a method of attracting funding for the implementation of projects, based on the
background of the project organizer. The scientific novelty of the study is determined by the
identification of the most rational way to find a way to attract funding to a commercial cultural
project and a possibility of more productive fundrising in the field of international commercial
cultural project management. To achieve the aim, various research methods were deployed.

Research methodology

There was used a questionnaire. The format of the questions included the closed questions. The
experience of the research participants in the organization of commercial international cultural
projects is clarified and considered. The questionnaire was based on theory analysis and experts
responds given during the in-depth interview. 54 respondents with different levels of experience
in organizing international cultural projects participated in the survey. The information was
obtained with the agreement not to reveal the respondents' personal data. During the research, the
survey "Finance attraction of international commercial cultural projects” was used, the questions
were created based on the examined theoretical base.

Participants of the research got two different types of questionnaires about the way they organize
international commercial cultural projects. There is a questionary for the group who made a
project for their own funds and a questionary for those who take an extra or fully side financing.

This survey makes it possible to find out the possibilities of attracting finance, based on the base
of resources (material, management, etc.) available to cultural managers of international
commercial projects. The respondents filled out the questionnaire electronically, sending the
answers to the author. The survey was used to find out the most rational source of funding, based
on the resources available to the project managers. Next, the survey results were processed.

37% of the participants financed international commercial cultural projects entirely with their
own funds, while the second 63% used the raised capital in one way or another. 3,7% of those
who raised the funds organize international commercial cultural projects as their main activity.
46,3% of the participants organized 2-5 international commercial cultural projects, while 37%
organized 5-20 projects. Only one project has been organized by 13% of respondents. Among
those who attracted side funds for international commercial cultural projects in Latvia, 58,8%
raised less than half of the funds needed to implement the project; 26,5% attracted 60-75% of the
necessary funding; 8,8% attracted 75-89% of the required funding; 5,9% attracted 90-95% of the
required funding. For 17,6% of the respondents attracted side funds, the largest project budget
was less than 1000 EUR; 47,1% of respondents - from 1000 to 4999 EUR; 35,3% of respondents
- 5000-19999 EUR.
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The research assessed factors such as:
— Availability of a venue for the project;
— Availability of advertising resources;
— Availability of technical equipment;
— The managers have experience in similar projects;
— Having a team to carry out the project;
— Availability of own financial resources;
— Availability of special conditions for the project.

They were assessed by the organizers of international commercial cultural projects, as well as the
degree of their importance for international commercial cultural projects.

Research results

Among those who raised funding for the project, 58,8% raised less than 50% of the total funding;
26,5% attracted 60-75%, 8,8% attracted 85-95%; 5,9% raised more than 95% of the required
funds. Among them, the total amount of project financing for 17,6% of respondents was up to
1000 EUR; 35,3% - 1000-5000 EUR; 47,1% - 5000-19999 EUR. 5,9% called commercially
successful 50-70% of completed projects, 29,4% - 70-85%, 47,1% called commercially
successful 85-95%, 17,6% called successful 95% or more of completed projects. 85,3% of those
who raised funds in an international commercial cultural project received a result in the form of
50-90% of the total amount invested in the project. 5,9% received a result in the amount of 90-
100% of the invested funds, 5,9% received a result in the amount of 101-300%. 2,9% of
respondents got 10-25%.

Among the self-financed projects, 20% of the projects had a total budget of less than 1000 EUR,
80% of the projects had a total budget 1000-4999 EUR. 60% of respondents noted that the
financial result of the project was 50-90% in relation to the invested funds after deduction of
expenses. 15% indicated a result of 25-50%, 15% of respondents noted a result of 101-300% and
10% of respondents noted a result of 10%. The results on the maximum amount of financial
attraction in relation to available funds are shown in Figure 1.

The maximum amount of financial attraction as a percentage in
relation to available funds
m [ ess 50%
60-75%
75-89%
90-95%

Fig. 1. Financial attraction in relation to available funds (Source: Questionnaire “Finan§u piesaiste

starptautiskajos komercialajos projektos Latvija”)

5% of respondents who conducted international commercial cultural projects with their own funds
indicated that 50-70% of their projects were commercially successful; another 20% indicated that
70-85% were successful; 35% indicated that 85-95% were succesful, while 40% considered more
than 95% of their international commercial cultural projects were successful.

When assessing the resources that affect the failure of financing of commercial cultural projects
in Latvia, the importance of such resources as the availability of a venue for the event, that of a
team, equipment, own funds, advertising resources, experience in similar projects and the
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presence of special agreements. No significant differences were found either in terms of assessing
the significance of resources, or in terms of their availability before the project.

Among those who attracted additional funding to the project, most of participants received it (in
whole or in part) as a result of interaction with the sponsor on the basis of actions presented in
return related to the marketing promotion of the sponsor or received funding, in part or in full, as
a result of interacting with a sponsor on other terms. Another popular way to receive funds is
support from state funds or local government funds. Also, such ways, as business loan, venture
and crowd-finding were used. All sources of financial attraction are shown in Figure 2.

Sources of financial attration used

Venture
Business loan . :
Crowdfinding m Sources of financial
State or municipal support attration used

Sponsor's funds (other conditions)
Sponsor's funds in exchange or..

0 5 10 15 20 25 30 35

Fig. 2. Sources of financial attraction (Source: Questionnaire “Finansu piesaiste starptautiskajos
komercialajos projektos Latvija)

A correlation analysis was carried out between a group of respondents who financed international
commercial cultural projects in Latvia at their own expense and those who attracted funding. The
correlation analysis showed no significant difference in any of the parameters, except for the
maximum budget of the projects. The correlation analysis revealed that there are no significant
differences between those who attracted funding to the project and those who conducted the
project at their own expense, neither in terms of the financial results of the project (ROI, the
probability of project success), nor in terms of the availability of resources. No differences were
found in the availability of resources between those who attracted funding and those who used
their own funds. When assessing the importance of these resources, no significant differences
were found between them either. The overall results of analyses are shown in Table 1.

Table 1. Overall results of analyses for each factor.

Factor Result

Maximum project budget A significant difference
Proportion of successful projects No significant difference
Venue availability No significant difference
Availability of advertising space No significant difference
Auvailability of technical equipment No significant difference
Experience in similar projects No significant difference
Team availability No significant difference
Special conditions for creating a project No significant difference
Percental average return on investment from a No significant difference
successfully organized project

Clearly, the starting parameters of projects that were funded by the project managers themselves
do not differ from the starting parameters of projects that received funding. The results of the
projects also do not differ, with the exception of significantly larger budgets in the projects that
attracted funding.
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Conclusions

The following conclusions were drawn as a result of this research:

Financial engagement in international commercial cultural projects does not increase the
chances of creating a commercially successful project, nor does it increase returns.
Projects that attract funding have a larger budget. A correlation was found between the
fact of financial attraction and the budget of an international commercial cultural project.
The most important resources that affect the successful attraction of funds for
international commercial cultural projects are previous experience in organizing similar
projects and previous experience in organizing similar projects, as well as the availability
of advertising spaces.

The least significant factors affecting successful fundraising are the venue and the
availability of technical equipment.

Funding for commercial projects in Latvia is possible both from private sources and from
state or local government funding.

The most common types of funding used are sponsorship in exchange for marketing
activities or sponsorship in exchange for other resources.

The most accessible resources necessary for successful financial attraction in
international commercial cultural projects are the project manager's experience in similar
projects and special conditions.

The amount of finance that would most realistically be obtained is up to 15,000 EUR.
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Abstract

Topicality of research: Customers are more likely to remain loyal to a company in the future when they
have positive and memorable encounters with it thanks to experience marketing. Customers are encouraged
to develop long-lasting relationships with brands with this technique, which offers additional chances for
engagement. If the textile companies in the EU can implement Experience marketing in their marketing
strategy, the customer loyalty in EU textile industry can be enhanced. But such a strategy has not been
completely implemented in the sector. In light of the current situation, the research that attempts to evaluate
the effects of experience marketing in the EU textile sector is pertinent.

Research goal: The goal of this research is to assess the impacts of experience marketing as a tool for
improving brand image in EU textile sector.

Research method: This research employs a qualitative approoach, which utilizes the literature review for
gathering the conclusions. The impacts of experience marketing as a tool for improving brand image in
EU textile sector has been identified by reviewing the literatures. The research papers were downloaded
from the scientific data bases such as Google Scholar, Researchgate, ScienceDirect etc.

Research findings: The main findings of the research are, identification of the impacts of experience
marketing as a tool for improving brand image in EU textile sector and conclusions are gathered from this.

Introduction

The clothes we wear may help us make a statement or help us blend in with the crowd. If we take
care of ourselves and look well, we're more likely to have a positive self-image. Fashion firms in
EU that want to stand out from the crowd require marketing methods that appeal to consumers'
psyches and help them feel more connected to the brands they're buying (Kim & Chao, 2019). It's
no wonder that firms in the fashion industry in EU might find success by adopting a high-touch
marketing strategy, given the importance that clothes have in shaping our identities. The internet
market is so flooded with items that it might be difficult to find what is looking for. With less
face-to-face interaction with consumers in brick-and-mortar locations, the brand will have to work
harder to stand out.

Customers nowadays are pickier than ever, always on the hunt for something better. The Textile
business is another that stands to benefit greatly from the use of experiential marketing strategies.
Experts in the marketing industry agree, to the tune of 77%, that experiential marketing is crucial
to the success of any brand's advertising strategy (Chen & Wu, 2022). The textile sector in the
EU has already adapted this marketing approach into their own, but for various reasons, it has not
been fully implemented. Thus, it is important to study the impact of experience marketing on the
European Union's textile industry.

Consumers in conventional/traditional marketing theories are seen to be reasoned decision-
makers who care largely about the items' objective merits. All non-digital promotional efforts are
included under the umbrella term "traditional marketing (Kant Hvass & Pedersen, 2019). Outdoor
advertisements such as billboards are included. This kind of marketing may be used in both print
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and television advertisements (Ta, Aarikka-Stenroos, & Litovuo, 2022). In contrast, experiential
marketers see their consumers as intelligent, emotional individuals who value fun. Many
companies are moving away from traditional "features and advantages" marketing in favour of
creating unique, impactful experiences for their customers. All throughout the world, companies
are accepting the truth that customers' gut reactions, rather than their heads, determine which
products they ultimately buy. The focus of many experience marketing methods is on the buyer
(Arya, Sethi, & Paul, 2019). The success of the European Union's textile sector depends on giving
them something they won't get anywhere else. Paying heed to their advice and making the
necessary adjustments will make finishing the assignment much simpler. Experience marketing
has an effect on the textile sector. In light of this, the paper titled "Evaluating the Effects of
Experience Marketing on the European Union Textile Industry™ is timely. The purpose is helped
along by this void in the existing literature.

The goal of this research is to assess the impacts of experience marketing as a tool for improving
brand image in EU textile sector. This research employs a qualitative approoach, which utilizes
the literature review for gathering the conclusions. The impacts of experience marketing as a tool
for improving brand image in EU textile sector has been identified by reviewing the literatures.
The research papers were downloaded from the scientific data bases such as Google Scholar,
Researchgate, ScienceDirect etc. The main findings of the research are, identification of the
impacts of experience marketing as a tool for improving brand image in EU textile sector and
conclusions are gathered from this.

Literature review

The manufacturing business in Europe is vitally dependent on the textile and garment industries.
The European Union's (EU) policy on fibre naming and labelling seeks to guarantee consumer
protection and provide accurate information to relevant parties. The European Commission is
holding talks with nations outside the European Union about textile and garment sector policy
and regulation (Zollo, Filieri, Rialti, & Yoon, 2020). Europe is home to one of the most significant
worldwide industries: the textile and garment sector. There have been several relocations
(production capacity shifted to other production sites) during the last 15 years or more. The
agreement between the European Union and third countries based on technical and environmental
norms and guidelines governs the trade of textile goods inside the European Union (Joshi & Garg,
2021). The Agreement on Textiles and Clothing within the framework of the World Trade
Organisation regulates the internal trade of textile and clothing goods inside the European Union
(EU), which necessitates adherence to the regulations of the Agreement. The European Apparel
and Textile Organisation (Euratex) in Brussels abides by these rules. When it comes to textiles
and clothes, the European Union is the biggest market in the world. Due to the severity with which
the recession hit this industry, the appropriate reaction was implemented with the intention of
preserving the gains made (Chen & Wu, 2022). Maintaining or developing more complex
machinery and equipment, sewing automata, and functional units in moderately developed
industrial areas is one of this paper's suggested directives, and the authors also highlight the
significance and application of intelligent systems as the basis for enhancing Europe's position in
the global textile market (Ta, Aarikka-Stenroos, & Litovuo, 2022).

"Experiential marketing,” sometimes known as "experience marketing," is a strategy used to
promote a brand or product via real-world events. The goal of experience marketing is to increase
customer happiness and retention rates in order to increase profits from current consumers (Kim
& Chao, 2019). The focus of marketing and business has shifted from "product marketing" to
"experience marketing." It's a new spin on traditional advertising that's sure to take up in the near
future (Joshi & Garg, 2021). Definitions on experience marketing are provided in Table 1.
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Table 1. Definitions of Experience Marketing (Source: Created by the author).

Definition Authors

Marketing strategy that creates memorable brand experiences for (Joshi & Garg, 2021)
consumers. The goal of a "event marketing experience” or "live
marketing" is to have a significant impact on the consumer.
Experiential marketing is a kind of advertising that encourages (Ta, Aarikka-Stenroos, &
direct engagement between a brand and its consumers. Its goal is to Litovuo, 2022)
strengthen the connection between the brand and its target audience
on an emotional level.

Experience Marketing (also known as Experiential Marketing) (Chen & Wu, 2022)
employs strategies that immerse consumers in the company's image
via the stimulation of their senses.

Experiential marketing, often called "engagement marketing," is a (Zollo, Filieri, Rialti, & Yoon,
kind of advertising that encourages consumers to take part in a 2020)

branded activity.

Simply said, experiential marketing is a style of advertising that (Arya, Sethi, & Paul, 2019)

strives to strengthen brand loyalty by giving consumers unique and
enjoyable experiences with the product.

There is general agreement that "experiences" are key concepts in contemporary marketing, but
there is less agreement on what such terms really imply. There is a wide range of possible
interpretations and responses to events because of the availability of different views and
methodologies (Huang, Gao, & Hsu, 2019). The following section describe the various impacts
of experience marketing on the brand image of EU Textile industry.

The impacts of experience marketing on brand image can be discussed based on the components
of brand image as follows:

— Brand Loyalty. Customers exhibit brand loyalty when they repeatedly buy the same
brand's goods or services despite the availability of substitutes from other companies.
Customers who have had a great experience with a brand are more likely to continue
interacting with and buying from that brand (Dash, Kiefer, & Paul, 2021);

— Brand Trust. Customers' trust in a brand indicates how seriously they take the company's
claims about its products or services. The public's opinion is formed not just by individual
experiences but also through corporate communications, of which marketing is an
integral part (Foroudi, Yu, Gupta, & Foroudi, 2019);

— Brand Awareness. The term "brand awareness"” pertains to the level of recognition that
consumers have towards a specific product or service. The objective of a brand awareness
campaign is to acquaint the general public with a novel or modified product and establish
its distinctiveness from rival offerings (Jamshidi & Rousta, 2021).

Impacts of experience marketing on brand loyalty of EU textile industry

Experience marketing is a cutting-edge strategy for attracting and retaining customers by means
of exciting and original branded events. These exchanges make customers feel more connected
to brands than just the products they buy. Customers are loyal to a company not just because they
like using the items but also because they feel a connection to the company's values (Djasurovna,
Ahmadovich, & Nishonovich, 2020). The following are the impacts of experience marketing on
brand loyalty:

— Creation of an Authentic Experience- Brands that really connect with their target
audiences leave an indelible mark. Being true to one's character, soul, or personality is
what Merriam-Webster calls "authenticity.” When crafting its brand, a company
considers every part of the company's "personality.” Each of us has several facets, and
the same should be true with a brand (Chen C. L., 2019). Keeping true to one's brand's
goal, attitude, and personality in business is essential to maintaining credibility. It's the
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technique of putting one's beliefs and ideals into action, or "walking the talk." Brand
loyalty is boosted when customers feel they can trust the company. Brand loyalty is
boosted when customers feel they can trust the company. Furthermore, trust forges an
emotional connection between customers and products. Experiential marketing is a
method of connecting with consumers that relies on meaningful encounters (Kaur, 2021).

— Creation of unforgettable memories. Memories are not triggered by exposure to digital
marketing or social media. Signs, banners, and other forms of mass marketing seldom
lead to something unique or memorable. They are fleeting thoughts that don't deserve
more than a second of our time before we click or tap (Santos & Castanho,
2022). Creating lasting impressions is a key goal of experience marketing. An in-person
experience, or a series of such encounters, designed to shake up customers as part of a
larger experiential marketing strategy. They're inviting the client to take part in something
that's never been done before. They will participate enthusiastically, have a good time,
eat and drink, make new friends, take pictures that they will later post online, and
generally have a great time. There is no other kind of advertising that can compare to the
impact that experience marketing has on a customer's daily life (Skandalis, Byrom, &
Banister, 2019).

Impacts of experience marketing on brand awareness of EUtextile industry

The Internet has made it easier than ever to network with potential customers, colleagues, and
neighbours. Creating a memorable and engaging event is essential for fostering brand loyalty.
The act of socially sharing material builds trust between the sharer and the receiver. It multiplies
the impact of the original event far into the future (Larocca, Ladeira, SILVA, & Mello, 2020). A
hashtag campaign, photo booth, or contest are all great ways to make the event more shareable.
The impacts of Experience Marketing on Brand Awareness are as follows:

— Letting customers try out the brand/product. Interaction with a brand can only teach you
so much. Customers may have an interactive and personal encounter with a brand via
experience marketing. It's effective because it touches people on so many levels (Jamshidi
& Rousta, 2021). It's a novel approach to learning about a company that can't be replicated
by digital advertising. Trying a product out for yourself is a crucial step in the purchasing
process. It's the most reliable technique for customers to determine whether or not a
product is right for them (Kaur, 2021).

— Decoupling advertising from the brand. An estimated 4,000 to 10,000 advertisements per
day are shown to the ordinary European. Consumers have learned to unconsciously filter
out these adverts, and as a result, they are more likely to overlook these promos in favour
of continuous social media reading (Skandalis, Byrom, & Banister, 2019). Experiential
marketing goes beyond the limitations of traditional advertising methods in order to make
a lasting impact on the target audience and encourage repeat brand exposure. Instead, it
aims to leave prospective clients speechless and persuaded that this company is the best
option by providing them with an unforgettable, immersive experience and full-sensory
events (Chen & Wu, 2022).

Impacts of experience marketing on brand trust of EU textile industry

In business transactions, trust is particularly important when one party is dependent on another
and has little to no control over the transaction. The notion of trust has several facets. It's a social
complexity-reducing technique that makes people more likely to rely on a provider because of
their confidence in that company's honesty and goodwill (Djasurovna, Ahmadovich, &
Nishonovich, 2020). Customers are more inclined to express preference for a brand they trust.
The impacts of experience marketing on the brand trust is as follows:
— Enhancement of brand reputation. The success of every company venture depends on its
reputation, as it attracts clients, retains top talent, and attracts investors. Customers of
higher quality are attracted to brands with solid reputations, and this benefits the business
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in two ways. Customers are more willing to shell out cash and return for more purchases
from companies with solid corporate reputations (Dash, Kiefer, & Paul, 2021). However,
organisations with a stellar reputation as terrific places to work may choose from a more
competitive pool of applicants. A superior team would set the company apart from rivals
and bring in even more customers (Djasurovna, Ahmadovich, & Nishonovich, 2020);

— Enhancement of brand credibility. The reliability of a brand's information in the
marketplace to deliver on claims or expectations is its credibility. Companies need to
build trust in their brands in order to earn client loyalty. Further, trust in a brand is
correlated with genuine devotion to that brand. If they want to build trust and innovate,
businesses must understand when their customers' expectations for simplicity of purchase
rise (Chen C. L., 2019). Furthermore, there is a clear correlation between brand trust and
customer choice, thus it is important to take this into account. When consumers have faith
in a brand, they are showing a high level of brand loyalty. But costs and services provided
are important considerations for consumers (Skandalis, Byrom, & Banister, 2019).

Gap identified from the literature review

Research literature often has what are called "gaps," or areas where further information is needed.
These are mostly uncharted, understudied, or outmoded regions where new discoveries are
possible. The author through this research identifies the potential impacts of experience marketing
in the enhancement of brand image in the EU textile industry. The author identified three main
impacts as follows:

— Impact on brand loyalty;

— Impact on brand trust;

— Impact on brand awareness.

This finding makes the research unique since this finding has been neglected by the other
researches. The following section describes the methodological part of this research.

Research methodology

The research procedures used in this work are outlined in the methodology section. Readers may
use this data to verify how credible and reliable the method is. The reader's confidence in the
results may be boosted by a well-executed approach (Newman & Gough, 2020). The following
figure 1 outlines the overall methodological approach of this research.

Formulationof

: Research Data Research
Re;ﬁzrge?iﬁ?ﬁuon Design- Collection- Philosophy-
objectivesg Qualitative Inductive Interpretivism
Identification of the
Development of impacts of Experience Review of
Conclusions and marketing in the brand Relevant
recommendations image enhancement of EU Literatures

Textile industry

Fig. 1. Methodology overview (Source: Created by the author)
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Research design. The research approach includes the procedures for gathering data, processing
the data, and drawing conclusions from the results. Quantitative, qualitative, or a hybrid research
strategy may be used. From the development of the research question and objectives through the
reporting of the study's findings, a qualitative methodology has been used throughout. The major
purpose of this study was to evaluate the efficacy of experience marketing in raising consumer
perceptions of textile products made in the European Union. To this end, the qualitative research
method provided a framework for coordinating and carrying out several activities so that we can
gain insight into the multiplicity of impacts of experience marketing for the promotion of the EU
textile industry's brand image (Tomaszewski, Zarestky, & Gonzalez, 2020).

Research philosophy. The purpose of this study is to identify and assess the effects of experience
marketing on the improvement of Brand image in the European Union textile sector. Because of
its belief that reality is a consequence of cultural settings and social interactions, this study makes
use of interpretivism as its guiding research philosophy. That is to say, the things that shape one
person's view of the world may not have the same effect on another. Interpretive approaches are
based on questions and careful observation, and their goal is to either discover or construct a
complete understanding of the phenomenon being studied. This is often associated with more in-
depth methods of research (Muzari, Shava, & Shonhiwa, 2022).

Trustworthiness of research. The chosen research articles were taken from reputable digital
publishing-focused web domains. The data was also gathered from secondary printed sources that
were cited by several other scholars. All papers were reviewed by experts in the field, and only
accepted research techniques were used.

Research results

From the literature review the author identified three main impacts of Experience marketing on
the brand image improvement of EU textile Industry. The three main impacts and the sub impacts
are as follows:

Impact 1. Impacts of Experience Marketing on Brand Loyalty of EU Textile Industry (BL):
— Creation of an authentic experience (BL1);
— Creation of Unforgettable memories (BL2).

Impact 2. Impacts of Experience Marketing on Brand Awareness of EU Textile Industry (BA):
— Letting Customers Try out the Brand/Product (BAL);
— Decoupling Advertising from the Brand (BA2).

Impact 3. Impacts of Experience Marketing on Brand Trust of EU Textile Industry (BT):
— Enhancement of Brand Reputation (BT1);
— Enhancement of Brand credibility (BT2).

The following figure 2 outlines the conceptual framework obtained from the research. By
analysing the figure above, we can conclude that the experience marketing has a positive impact
on the brand image enhancement in the EU textile industry. The brand image of a company can
be enhanced by gaining loyalty, trust and awareness among customers to that particula brand.
According to the hypothesised relationship between experimental experience and brand loyalty,
the researchers' hypotheses were confirmed. Experiential advertising has been shown to boost
brand recognition and consumer loyalty. Customers are more likely to remember the feelings they
had when interacting with a company than they are to remember specifics about the items or
services they purchased.
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BT

BL
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Enhances

N

Brand Image of EU Textile Industry

Fig. 2. Conceptual framework of the research (Source: Created by the author).

Marketers have always targeted the intellectual side of their clients by emphasising the goods' and
services' practical uses in advertising. However, the notion of experiential marketing extends
beyond appealing to clients' reason alone and instead seeks to stimulate all of their senses.
Because of this, the consumer is immersed in the experience and can recall how it made them feel
at the time they were using the product.This new kind of advertising aims to connect with
consumers on a more individual level. The availability of vast volumes of information online is
another factor contributing to customer experience's expanded significance in marketing. Now
more than ever, brands need to set themselves apart from the competition in order to remain
prominent in the minds of their target audiences.

Conclusions

More and more businesses are ditching the tried-and-true "features and advantages" approach in
favour of providing clients with memorable, one-of-a-kind experiences. Businesses across the
globe are now acknowledging the obvious: consumers' purchasing decisions are made based on
their emotions rather than their rationale. Many customer-centric strategies for selling experiences
centre on the consumer. Based on the gap identified from the literature review, the aim of this
research was to assess the impacts of experience marketing as a tool for improving brand image
in EU textile sector.

Based on the aim, the author developed the hypothesis as: The brand image of EU Textile industry
can be improved by using Experience Marketing. For the purpose of solving the hypothesis, the
aquthor conducted a thorough analysis of the relevant literatures and obtained the following:
— Experience marketing strategies in EU textile industries positively impact brand loyalty.
— Experience marketing strategies of EU textile industry positively impact brand trust.
— Experinece marketing strategies of EU textile industry positively impact brand
awareness.
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By proving the aforementioned hypotheses based on theoretical framework,the author proved that
the brand image of the EU textile industry can be enhanced by using the experience marketing
strategies.

Based on the findings, the recommendations for future research can be identified as:

— To guarantee a large data sample for quantitative research, future efforts should think
about combining alternative approaches for the data collecting, including structured
questionnaires or in-person interviews.

— Researchers may use the results of this study as a starting point for further investigation.
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Abstract

Research relevance: The study contributes to the existing literature on relationship marketing in the
telecommunications industry, providing new insights into the specific drivers of customer loyalty in the
Latvian market. The study's findings have practical implications for telecom companies in Latvia and other
emerging markets, providing insights into effective relationship marketing strategies to build customer
loyalty and drive business growth. The study's focus on an emerging market context is particularly relevant,
as many emerging markets are experiencing rapid growth in the telecommunications sector, and there is a
need for research that is specific to these markets. Overall, the study's relevance lies in its contribution to
both academic research and practical industry insights in the telecommunications industry in Latvia and
other emerging markets.

Research goal: To identify the role of relationship marketing in telecom industry in Latvia.

Research methods: Previous literatures, survey analysis, and interview analysis are among the data
collection approaches. To measure the impact of relationship marketing strategies on the telecom industry
in Latvia, the data collection methods include the survey analysis data processing methods include various
mathematical analyses, factor analysis, descriptive statistical analysis, and correlation and regression
analysis.

Main findings: This research investigates the function of relationship marketing in Latvia's telecom sector.
Relationship marketing has emerged as a crucial strategy for telecom businesses to cultivate client loyalty
and hold on to market share in the fiercely competitive and customer-focused telecoms sector. In order to
examine the key factors influencing customer loyalty in the telecom sector and the function of relationship
marketing in fostering long-lasting customer relationships, this study employs a mixed-methods approach
that includes a survey of telecom customers in Latvia and interviews with industry experts. According to
the results, relationship marketing is crucial for customer satisfaction and retention in Latvia's telecom
sector. Personalized communication, high-quality services, and trust are the main factors that influence
customer loyalty. The survey also emphasizes how crucial it is to use technology and data analytics to tailor
marketing campaigns and enhance consumer experiences. The findings of this research have significant
ramifications for telecom firms in Latvia and other developing countries, offering insights into successful
relationship marketing tactics to foster client loyalty and promote firm expansion.

Keywords: relationship marketing; Telecom industry; loyalty; customer satisfaction.

Introduction

The field of telecommunications is one of the most quickly expanding and competitive industries
in the world, and Latvia is no exception to this rule. Since the sector continues to undergo change,
businesses are always looking for innovative approaches to maintain their consumer base while
also gaining a competitive edge. One such tactic is known as relationship marketing, and it has
garnered a lot of attention over the last few years owing to the fact that it has the potential to
improve client happiness and loyalty, and eventually, profitability.

This study's objective is to investigate the function of relationship marketing in the Latvian
telecoms sector so as to better understand its importance there. Specifically, the purpose of this
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study is to investigate the factors that contribute to customer satisfaction and loyalty in the Latvian
telecom industry, as well as the strategies and practices that companies use to build and maintain
relationships with their customers. In addition, the study will look at the factors that contribute to
customer satisfaction and loyalty in the international telecom industry.

The investigation will be carried out using a strategy known as mixed methods, which will use
both qualitative and quantitative approaches to the collecting of data. The first step in the research
project will be a comprehensive analysis of the existing research on relationship marketing,
customer happiness, and loyalty in the telecommunications sector. After this, we will go on to the
next step, which is the collecting of primary data. This step will consist of conducting surveys
and interviews with consumers and businesses that are active in the Latvian telecom market.

It is anticipated that the outcomes of this research will add to the current body of knowledge on
relationship marketing in the telecommunications sector, especially with regard to Latvia. Also,
the research may give insights and suggestions for telecom firms in Latvia and other comparable
settings to strengthen their relationship marketing tactics, which will eventually boost customer
happiness and loyalty.

Literature review

In this chapter, the researcher has attempted to investigate and grasp the complex concepts
involved in marketing strategies for the telecoms business. This endeavour entails learning the
fundamentals of strategy, conducting an analysis of previous researchers' research studies on
customer preferences in the telecommunications industry, and investigating a variety of models
and methods for evaluating marketing strategies in terms of price, services, a fast network,
complaint handling, customer satisfaction, and so on. The researcher used a number of materials,
including books, research journals, and online, to do this.

The Bibliography has a more detailed description of the full list. The goal of this Literature
Review is for the researcher to establish which marketing strategy criteria are most important in
the telecom business. In this chapter, will attempt to present a concise review of the most
important findings from prior research and surveys on marketing methods relevant to the telecoms
business. Prior research analysis may give light on the pattern that emerges from the research, and
in the end, it has indicated the areas that need more examination. In many cases, the methodology,
goals, contents, and conclusions of previous studies are all equivalent. Since the same findings
were discovered in this research again, the chapter provides no basis for classifying the works that
came before it. This chapter summarizes and highlights prior findings, and the presentation is
done in decreasing chronological order.

An extensive search was conducted to identify any previously published publications relating to
the study topic. The researcher conducted a thorough examination of previous studies on topics
such as the expansion, development, and introduction of new innovations in the field of
telecommunication services; the application of marketing management in the field of
telecommunication services; and various marketing strategies and their applications by
telecommunication service providers. The relevant literature reviews offered a theoretical
underpinning for the study, clarified, and emphasized the research issue, and supported the
researcher in finding where there was a gap in the research.

Customers are critical to a company's success and have a big effect on the marketing plan
development process. Customer loyalty and catering to their preferences are critical to success in
the telecommunications industry. Consumers assess the worth of the items and services they buy
based on how pleased they are in relation to the money they spend on those goods and services.
Market research is an important technique for assessing the needs and expectations of target
audiences, which is useful to decision-makers when developing corporate strategy. The market is
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today more adaptable and competitive than it was before. The markets in which telecom carriers
operate are highly dynamic. The hardest challenge for telecommunications companies is not only
growing their subscriber base, but also retaining their present customers by inventing useful
strategies for them to employ. The competitors are fighting tooth and nail for a piece of the
customer's money. Customers judge their degree of satisfaction not just by the price of the item
they buy, but also by the quality of the associated customer service. Several researchers have
reached varied findings about the most essential components of the variables that influence
company development in the telecom sector. The primary goal of the research is to identify
marketing methods that can be used in the telecommunications industry to improve the level of
service provided to consumers, meet their needs, keep them as clients, and earn their loyalty in
return. This study contributes to the investigation of similarities and differences in the perception
of marketing techniques used to meet the needs and expectations of consumers and to expand the
company (Feng & Zang, 2009).

Marketing strategy includes the process of selecting and assessing the target market or markets,
as well as developing and implementing a suitable marketing mix that meets the needs of both the
business and the target market. The marketing strategy outlines how the company will use its
resources and approach to achieve its objectives. An organization must avoid following
techniques that are either incompatible with its defined aims or would impose a significant burden
on their available resources.

The marketing strategies adopted by the corporations are the key variables responsible for the
companies' market performance. The marketing strategy includes the activities of developing a
vision for the market(s) of interest to the organization, selecting market target strategies, setting
objectives, and developing, implementing, and managing the marketing program designed to meet
the value requirements of customers in each market target. These tasks are covered in the stages
of marketing strategy analysis, strategy creation, and execution. The marketing strategy's purpose
is to give an outstanding degree of value to consumers by merging the company's many ways to
influencing customers into a coherent plan of market-driven actions. Strategic marketing may
provide the expertise needed for environmental monitoring, determining which customer groups
to serve, guiding product specifications, and determining which competitors to position against.
The demands and expectations of the target market must be included into product development
and production procedures. The choice of market targeting and positioning strategies for both new
and existing items guides the selection of strategies for the different components of marketing
campaigns (Abdulla, Putita, & Teo, 2014).

Effective marketing strategies may be produced when the proper components of the services
marketing mix, often known as the seven Ps, are integrated in the appropriate quantities. Product,
price, location, marketing, people, physical evidence, and procedure are some of these
components. To plan, create, differentiate, and execute their marketing campaigns, telecom
service providers heavily rely on product strategy, pricing strategy, distribution (location)
strategy, promotion strategy, people strategy, physical evidence strategy, and process strategy. In
going through the process of creating value and delivering it to clients in a sequential manner, it
is critical to consider Michael Porter's three basic marketing method categories. These three
tactics are known as the Low-Cost Strategy, the Differentiation Strategy, and the Focus Strategy
(Peter, Muhammed, & Rew, 2013).

According to the summary of a study effort that analysed the marketing tactics utilized by the
Chinese and Indian telecoms businesses. Since the telecommunications industry is so vital to
overall economic growth, the purpose of this research is to compare and contrast the marketing
strategies used by China and India's various telecoms corporations. Everything begins with an
examination and comparison of their respective marketing environments. After that, it compares
two separate marketing strategy methods, namely the basic strategy and the corporate strategy of
the telecoms industry. The contrast shows that the telecoms sector in India takes the niche market
extremely seriously, as indicated by the fact that they are focussing more and more on it, but the
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telecommunications industry in China does not give it nearly as much thought. The thesis
investigates corporate marketing strategy from the following angles, using Porter's Five Force
Theory: customer bargaining power; risks presented by new entrants; supplier bargaining power;
threats posed by alternative goods; and internal competition within telecommunications
businesses. It reveals that two nations' marketing strategies differ from one another, the
fundamental cause being that the two countries' government policies differ (Gupta & Sahu, 2015).

The customer is the ultimate consumer of the services that a company provides, according to the
findings of the research project titled "The Impact of Telecom Marketing Strategies on Customer
Satisfaction," and it is this customer that the company works hardest to please in order to keep its
operations running smoothly. The fundamental reason why a customer is linked with a certain
brand is critical to companies because it addresses the question of his or her pleasure and
happiness with the brand. This research attempts to explore the numerous elements and marketing
methods used by several telecommunications firms in India, including Airtel, Vodafone, BSNL,
and ldea, among others, to affect the degree to which their consumers are happy with their
services. A sample of 170 consumers who utilize various brands of telecommunications services
is explored in this research. As possible predictors of consumer happiness, the research considers
aspects such as service quality, pricing, brand image, value supplied, trust switching costs, and
customer loyalty. To accomplish the study's objectives, the researchers will use a survey approach
known as cross-sectional surveying in combination with a questionnaire. The purpose of this
study is to see whether there is a link between marketing strategies for telecoms businesses, and
more particularly, between key marketing strategy components and levels of customer
satisfaction. The study's results indicate that marketing methods have a positive and significant
impact on the degree of satisfaction experienced by customers. Not only would favorable
marketing methods aid the telecom industry in pleasing and gaining customers, but they will also
support the firm in acquiring strong rivals in the present competitive atmosphere. This is due to
the fact that effective marketing methods will benefit the industry (Gaurav, 2016).

In a study on marketing communication planning, it was discovered that there was a requirement
to apply an extra value of employing an absolute plan to assess the strategic roles performed by
distinct instruments in the communication discipline. When all of the techniques are utilized in
tandem, they provide clarity and consistency while also increasing the effectiveness of
communication. Moreover, it has been proposed that IMC is the final product of a natural process
that started with mass-market advertising and proceeded toward more targeted message strategies.
A major element of proponents of IMC's thesis is that interactive marketing communications
(IMC) constitute a natural first step in the shift from outbound product-driven communication to
the more interactive, consumer- and behaviour-oriented methods of the twenty-first century. In
today's environment, the majority of businesses are coming around to the notion of IMC as a way
to make a greater impact on customers. In recent years, the advertising business and
communication mix design have undergone a paradigm shift. This transformation is being driven
by the advancement of electronic media. Despite the fact that the list of new electronic media is
growing, the interactive component of the World Wide Web, email, interactive television,
portable wireless communication devices, and similar systems are among the most often
mentioned. Although some may see these new media as nothing more than tools for more direct
marketing, the great majority of marketing experts feel that these media have the potential to
revolutionize the way marketers approach marketing and marketing communication. The
challenge provided by new electronic media is for marketers to explore ways to make better use
of these new tools in order to become more effective and efficient marketing communicators
(Mishra & Saurikha, 2010).

In addition, it has been claimed that the notion of blue ocean strategy may be employed in the
context of the Indian telecoms sector. The clear and uninterrupted network, quality of service,
network coverage in the most remote regions, value for money, and economic value-added
services (VAS) are all important factors in telecom service providers' success. Along with
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metropolitan and semi-urban areas, a significant portion of the rural market remains untapped.
This strategy may be used to boost one's competitiveness while entering new or existing markets
(Gaur & Bathula, 2017).

An empirical examination of the Indian telecom sector with an emphasis on the importance of
service quality in customer relationship management. The advancement of technology and the
economy have driven enterprises operating in highly competitive markets to adjust their strategic
focus. The popularity of customer-centric organizations may be regarded as a direct result of this
transition. Businesses are increasingly turning to their customers to secure their future competitive
advantage in order to stay at the top of their industry and stay ahead of the competition. Customer
relationship management (CRM) has emerged as the key to success in today's world of harsh
competition and discriminating customers, and building a close relationship with current and
future clients is more important than ever. Even if the telecom industry as a whole is transitioning
from a monopolistic to a competitive market, conditions remain challenging for telecoms network
service providers. The landscape in the Indian telecom company has altered as a consequence of
privatization, liberalization, and subsequent de monopolization, and the individuals most excited
about this development are the customers, who are now emerging as market monarchs. In
response to the major growth in the degree of competitive pressure, the players in the telecom
sector are being compelled to create and execute customer-centric strategies in order to not only
gain market share but also to sustain it over the course of the long term. The participants agreed
that maintaining a high level of service quality for the benefit of customers is critical for long-
term viability. The goal of this study is to look into the role of high-quality service in the
development of long-term client relationships (Naidu, 2015).

Furthermore, Strategic Priorities for the Indian Telecom Industry in the Next Decade stated that
the proliferation of services, devices, telecom towers, and the use of diesel have all brought with
them some issues. Nevertheless, most of the criticism has been washed away by the cheap cost of
voice services, which are believed to be the lowest in the world. The author of this study traces
the growth of India's telecommunications industry from its inception. He created a PESTEL
framework, a framework for studying Porter's Five Forces Field, conducted a SWOT analysis,
and used the BCG Matrix to examine and highlight the many aspects of this booming industry.
These analyses shed light on the sector's inner workings and provide some important insights.
The author concluded that the way forward will include a greater emphasis on value-added
services (VAS) products, a greater emphasis on the development of 3G and 4G applications, a
greater emphasis on the development of new products appropriate for the B to C market, and in
inter-industry domains where B to B applications will have to propel growth in a world of
increasing automation and mobile phone usage in day-to-day life activities (Muhammed, 2013).

With reference to the Indian Telecommunications Industry, Business Process Reengineering and
Customer Satisfaction. Reengineering telecom service providers' business processes may have a
significant impact on the level of customer satisfaction experienced by those organizations'
respective clients. To boost their competitiveness in the present market climate, strategic leaders
should concentrate their efforts on enhancing the dimensions of customisation, working
environment improvement, time compression, and technical advancement. BPM supports the
interaction between the activities of a broad range of human actors and the OSS/BSS systems
with easily available data. BPM systems may offer the infrastructure required for process
execution for process flows specified in an executable process language. A process stack may be
used to maintain pre-defined process flows for typical operations such as provisioning, order
entry, rating, invoicing, payment processing, customer inquiry, problem management. In addition
to the existing business process layers, an efficient and effective process performance layer may
be included as part of the overall architecture of the business process. It has the ability to open up
new avenues for the creation of more appropriate process management solutions (Gaurav, 2016).

According to the study on customer loyalty to telecom firms' mobile telecoms services, telecom
marketers should prioritize and concentrate on the quality of network coverage and internet
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services. We will develop web-based loyalty programs as well as other promotional strategies to
increase customer loyalty. Marketers must prioritize improving customer service, value-added
services, and the addition of promotional offers for SMS, MMS, and other mediums. Marketers
are increasingly aware that younger people, particularly adolescents, are the most frequent users
of SMS and MMS services in many countries. Young people-targeted mobile marketing strategies
will be developed for a variety of purposes, ranging from the introduction of new products and
mobile discounts to participation in wireless communities and mobile auctions. It is possible to
assess client loyalty by participating in joint promotional activities. This study is one such attempt
to focus more attention on customer loyalty. It is also expected to aid marketers in setting critical
operational criteria for the aim of developing retention strategies and improving Customer
Experience management (Popli & Madan, 2013).

Research methodology

The aim of the research was to identify the role of relationship marketing in telecom industry in
Latvia. The study was conducted on telecom industry in Riga. The author has selected two
telecom companies and those are BITE and LMT. The respondents have been chosen from
customers of this telecom companies. Moreover, the purpose of this study is to investigate the
relationship between customer satisfaction and influence of relationship marketing. Forty
respondents participated in the study - public and private employees.

Table 1. Demographic information of respondents (Source: Field data)

Item Contents No: of samples Percentage
Gender Male 26 65%
Female 14 25%
Age 23-28 5 12.5%
29 and above 35 87.5%
Job position Private-sector employees 24 60%
Public sector employees 16 40%

To test the validity of the research question, it is argued that the constructs under study should be
measured. The current study studied a validated and developed standard questionnaire from
previous research studies conducted in the telecom sector was used to measure all the study
variables that are possible (Hasdhim, 2010). To avoid possible problems, the studies were carried
out in two telecom companies. After the required corrections according to the recommendations
from managers and the company's financial data. The final questionnaire is conducted to study
the impact of relationship marketing on customer satisfaction.

All questionnaire questions were answered on a five-point Likert scale, where 1 means Strongly
agree” and 5 means "Strongly disagree." As Latvian is the country's official language, the
questionnaires were given out in English. This study is based on a random sampling method that
was based on a type of sector called a "strata.” Two different organizations were chosen to
represent the telecom sector. Latvia's internet service is one of the ten fastest in the world, and
this fact is taken into account in this research study.

Research results
This research paper used eight constraints from survey questions to check the reliability analysis.

The main limits are your overall satisfaction with your current telecom service provider, how
important it is to you to have a personal relationship with your telecom service provider, and how
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much you agree with the statement: "My phone company cares about me as a customer, How
much do you agree with the following: "My phone service provider sends me offers and deals
that are just for me, How much do you agree with the statement, "I'm likely to tell others about
my phone service provider"? And how important are the following reasons for you to stay with
your current telecom service provider?

Table 2. Reliability Statistics (Source: Author's data)

Cronbach's Alpha Cronbach's Alpha Based on Standardized Items N of Items
.880 .876 8

Cronbach's alpha was used in order to evaluate the degree to which the variables exhibited internal
consistency. This research had an adequate level of consistency since it had a value of 0.880,
which is higher than the normal value of 0.700.

Intercorrelation coefficient. In order to assess the intercorrelation of constraints, a KMO test
has been carried out between the data and the measurement of the appropriateness of the data.

Table 3. KMO and Bartlett's Test (Source: Field data)

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .867

Bartlett's Test of Sphericity Approx. Chi-Square 188.122
df 14
Sig. .000

Since the value of KMO in this investigation is 0.867, which is higher than the number that was
given, it is clear that more research may be carried out. This is of the utmost importance, and the
degree of freedom here is 14.

Component relation matrix result.

Table 4. Component relation matrix (Source: Field data)

Relationship marketing Customer choice
Relationship marketing 1 0.886
Customer choice 0.887 1

In this study, the component correlation coefficient demonstrates that the evidence of the measure
of two variables of constructs—relationship marketing and customer choice—is related to each
other theoretically, as demonstrated by earlier research studies, and practically, as demonstrated
by this study by displaying a strong correlation coefficient that is close to the value 1, as stated in
the previous sentence. In light of this, the conclusions of this research paper contain a discussion
of the connection between the use of relationship marketing and the selections made by customers.

Conclusion

This study's objective was to investigate the use of relationship marketing strategies in the Latvian
telecoms sector as part of its overall business strategy. This study studied the elements that lead
to customer satisfaction and loyalty, as well as the tactics and practices that organizations employ
to create and sustain connections with their consumers. The research used a mixed-methods
approach to its investigation of these topics.

The study reveals that relationship marketing plays an important part in the telecommunications
sector in Latvia. According to the research outcomes, there are important aspects that contribute
to consumer happiness and loyalty. They include pricing, quality of service, and customer service.
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Individualized communication and offers were beneficial in the process of constructing and
sustaining connections with clients. There were uncovered a number of relationship marketing
techniques and methods that are put into effect by firms operating in the Latvian telecom sector.
They included leveraging social media to communicate with consumers, giving loyalty programs
to customers, providing customized offers and promotions, and delivering personalized offers and
promotions. These research findings point to a potential for development in these tactics,
especially with regard to personalization and involvement of the client.

This study provides important new perspectives on the function of relationship marketing within
the telecommunications sector in Latvia. The conclusions of this study may be valuable for
telecommunications firms in Latvia and other simlar environments, as well as for scholars and
practitioners interested in relationship marketing and client loyalty. The efficiency of certain
relationship marketing methods and practices in the Latvian telecom business should be
investigated in further study, as could the role that technology plays in relationship marketing.
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Abstract

Research relevance: Since March 2020, global huge changes have taken place around the world. Not only
in our personal life but also in the world of work. A pandemic that has not only changed everyone's life,
but every organization is still suffering from a great threat. Many large enterprises have gone bankrupt,
strong companies are still suffering huge losses, and enterprises and organizations have to change the
management model of work, making work hybrid or working from home. Covid-19 showed that working
from home is not only necessary but can have a positive impact on company management and profitability.

Research goal: To define the main management aspect and principles concerning employees working
remotely and overload on employees and their psychological situation which is affecting badly on the
organization.

Research methods: Questionnaire to different employees who are working from home, over time,
revealing the true impact and issues they are facing to the organization.

Main findings: The future threat or opportunity and the risk or a positive return in business and managerial
process to proceed further.

Keywords: threat; business; management; impact on employees, telework.

Introduction

The COVID-19 pandemic has fundamentally altered how organizations operate, requiring many
of them to implement laws governing remote work. As a result, discussing remote work in the
business sector is becoming more and more common. This master's thesis examines the
connection between remote work and organizational effectiveness, taking into account both the
effects of the coronavirus epidemic and the causes and trends related to remote work.

34.3%

24.5%

Percentage of Respondents per Area

16.0% 15.5% 17.6% 16.8% Ipeonts
14.5%
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10.6%
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GDA ®Non-GDA

Fig. 1. Preferred frequencies of work from home in post-pandemic — Greater Dublin Area vs National
Results (Source: Irish Government Economic and Evaluation Service, 2021)
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Figure 1 indicates that the most prevalent expected blended working approach post-pandemic is
to work onsite at least 2 days a week (36% responded this). Just 2% of managers said they
expected workers to be in the office at least 4 days a week, indicating remote working is going to
become a permanent feature of the workplace for most firms.

The research suggests that remote labor boosts organizational effectiveness, but this link depends
on a number of variables, including the type of job performed, the degree of communication, and
the technology employed. Also, the relationship between remote work and corporate productivity
has been significantly impacted by the COVID-19 epidemic.

A questionnaire was employed to gather information from workers who have been working
remotely due to the pandemic in order to test this hypothesis. The questionnaire asked questions
regarding communication and technology, the pandemic's effects on company productivity, and
variables and trends related to remote work. The study's findings suggest that working remotely
can increase corporate productivity, but there are a number of variables that can affect this
relationship. Technology use and communication are crucial elements that can have a big impact
on how effective remote work is. Also, the COVID-19 epidemic has had a big impact on remote
work, both positively and negatively affecting corporate productivity.

Literature review

The questions listed below address each aspect of the problem's brief description and resolution
as well as the article's larger and deeper themes. Below will be presented partial words from the
authors of the study, as well as the personal opinion of the authors who analyze this and the study.
Issues and ways to solve problems:

Calculations cost of teleworks and savings. Commuting costs and telework savings
calculators. More than 6,000 Federal employees have registered at www.teleworkexchange.com
to understand the cost of their commute, the amount of pollution they put into the environment,
and the percentage of their after-tax income spent getting to and from work. Telework value
calculators tally Federal telework potential cost savings and environmental dividends across
Telework Exchange's 6,000 plus registrants to show the impact and benefits of widespread
government telework adoption. The calculators are available to registrants and can be used to
present a business case for telework to management. (United States Congress, 2008). Committee
on Oversight and Government Reform. Subcommittee on Federal Workforce, Postal Service, and
the District of Columbia. Telework: Breaking New Ground? Hearing Before the Subcommittee
on Federal Workforce, Postal Service, and the District of Columbia of the Committee on
Oversight and Government Reform. U.S. Government Printing Office)

One of the main issues companies face between choosing to have employees in the office and
working remotely is the cost per employee (cost of electricity, water, snacks, business travel, etc.).
With small calculations and interviewing government employees, we understand that from a
financial point of view it will be more profitable to keep employees working remotely. If we take
the average position of an employee in an office with a pre-tax salary of 2500 euros in a support
position, the cost for it is on average 1.2 - 1.4 of the salary. Accordingly, 1.3 * 2500 = 3500 euros
per month for the costs of an employee with a salary, without salary 1000 * 12 = 12000 euros per
year only for extra expenses that were described above.

Online telework eligibility. Telework Exchange conducted an analysis of Federal agencies
telework eligibility policies and found that no consistent framework or eligibility criteria exist
among agencies. The Office of Personnel Management (OPM) reports 70 percent of the Federal
workforce is eligible for telework, but 90 percent are not doing so. On the contrary, a recent survey
by CDW-G reveals that 79 percent of Federal employees would telework if given the option. We
thus created an Online Eligibility Gizmo, a quiz-based calculator that helps employees cut through
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the double-speak and ambiguity surrounding their eligibility to telework. Used in tandem with the
Telework Exchange Commuting Costs and Telework Savings Calculators, the Online Telework
Eligibility Gizmo empowers employees to make an integrated business case for telework to
management. (United States. Congress (2008). Committee on Oversight and Government
Reform. Subcommittee on Federal Workforce, Postal Service, and the District of Columbia.
Telework: Breaking New Ground?: Hearing Before the Subcommittee on Federal Workforce,
Postal Service, and the District of Columbia of the Committee on Oversight and Government
Reform. U.S. Government Printing Office)

In this problem, we immediately see the solution proposed by the automaker of work, the creation
of a help site for employees in order to analyze the costs of work, the legality and right to remote
work, overcoming and understanding the barriers of what remote work is and how to adapt to it,
as well as its pros.

Reducing office space requirements. Telework is a viable solution to reduce physical office
space. At least 320 Patent examiners have relinquished their office space to work from home four
days per Environmental Benefits week. (Does telework work, 2021). As we can see, it is quite
logical that when expanding the staff at remote work, there is no need to rent office space and,
accordingly, the money that should have been used to rent the same offices can be used to develop
the company and encourage young employees (described above).

Relationship between superiors and subordinates. In this article, the pros and cons of the
relationship between different steps of companies were given. One of the main disadvantages is
a misunderstanding of tasks and goals, as well as long answers between superiors and
subordinates. Of the pluses, there is the absence of bullying or discrimination among superiors
and subordinates, because far from people who can use moral violence, it is completely absent,
since there is no one-on-one intersection in person. (Kistner & Zbar, 2003).

Research methodology

The main tools for analyzing the study will be surveys, anonymous interviews, research by
authors on similar jobs among workers of different companies, positions and occupations,
different age categories, and the most important criterion for candidates is remote work, mixed
type, and those who have already returned to the office after work at home. Questions in this
survey were compiled with the help of a study of previous ones on this topic, surveys on the topic
of remote work, as well as their results, were reviewed and analyzed. Qualitative and quantitative
data processing was used.

Research results

After reviewing the answer, we have found the majority of the people from this group work and
prefer to work on hybrid, most of their company supports full remote work, are happy to work
from home and spend time with family also, they are devoted to working 100% of their work time
or more, prefer to have meetings online and also prefer to work like this and carry on. There were
some cons like they miss the office environment which creates loneliness, lack of social
interaction. Research results are provided in Fig. 1-9.

154



(Jeka

EKONOMIKAS UN KULTURAS

Do you work remotely?
18 oTBETOB

® Yes
® No
© Part-time

' - @ Other

Fig. 1. Response results whether respondents work remotely

|

What is your company's stance on remote work?
18 oTBETOB

@ Part of the team is full time remote and a
part of the team works out of the same
office

@ Everyone works remotely

A @ We can form from home as needed

@ We can work remotely a certain number
of days per week/month

@ | am solo bussiness or freelancer and
work remotely

® Other

Fig. 2. The results on what type of work their company offers

What do you miss most about your office? (choose one or more)
17 otBETOB

Morning chit-chat 6 (35,3 %)

Meetings 4 (23,5 %)
Lunch with co-wokers 4 (23,5 %)
Communications 13 (76,5 %)
| dont miss it at all 1(5,9 %)
Other 3(17,6 %)

0 5 10 15

Fig. 3. The result on what is most lacking for respondents about the office
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What is the biggest benefit of working remotely? (choose one or more)
17 oTeeTOB

Flexible schedule 5(29,4 %)

Spend time with family
Ability to travel 6 (35,3 %)

Work environment
Work from home 10 (58,8 %)
Avoid office politics
Excercise regulary

Other

Fig. 4. Results on what is the biggest benefit on telework

What's your biggest struggle with working remotely? (choose one or more)
17 oTBeTOB

Loneliness
Upluging after work 3 (17,6 %)
Colaborating and communication 6 (35,3 %)
Distraction at Home 6 (35,3 %)

Staying motivated

Other

Fig. 5. Results on what is the biggest struggle on telework

What percentage of your work time do you spend working remotely?
17 oTBETOB

@ 75-100%
® 55-75%
® 25-55%
® 1-25%
‘ @ Other
® 75-99%
® 100%

Fig. 6. Results on which percentage of their work they spend working remotely
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How often do you travel and work outside your home city (including work retreats and

conferences)?
17 oTBETOB

@ Sometimes (one week to one month per
year)

@ Frequently (one to six month per year)

@ Infrequently (less than a week per year)

® Always

@ Never

@ Almost all the time

@ Other

Fig. 7. Results on how often they travel and work outside

Would you like to work remotely, at least some of the time, for the rest of your career?
17 oTBeTOB

@ Yes
® No
@ Other

Fig. 8. Results on whether they would the like work remotely for the rest of career

What communication channels work best for you?
17 oTBETOB

Video meetings 13 (76,5 %)

Phone calls 10 (58,8 %)

Email 11 (64,7 %)

Not currently telecommuting

Other

Fig. 9. Results on communication channel preferences
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Conclusions

Businesses are not facing that mass amount of risk or managerial problems now due to the
flexibility of the communication system. So, very slowly they can introduce training, and
psychological therapies, which is very necessary at this stage for everybody including the top
management to go back intone track, flexible office days, and casual meetings should be/ can be
introduced for a better outcome. As for the problems with the misunderstanding of the tasks set
and a long delay in response from one side or another, | propose to introduce courses to increase
mutual relations and understanding. Also introduce more stable tools for maintaining
communication. Which can create better outcomes than before.
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Abstract

Research relevance: Green marketing and green consumption evolved as a result of business leaders'
recognition of the need of adopting green initiatives and tactics into their business practices in the twenty-
first century. Due to challenges that are sometimes beyond the control of firms, standard marketing and
green marketing methods fail to integrate the environmental repercussions of activities into the marketing
process in a sustainable way, resulting in complications. Another major issue with green marketing is that
there has been little effort to investigate it academically or theoretically.

Research goal: To identify the green marketing strategies and their impact on consumer purchase intention
in Latvia.

Research methods: Previous literatures, survey analysis, and interview analysis are among the data
collection approaches. To measure the impact of green marketing strategies on the organizational
performance of firms that offer green products, data processing methods include various mathematical
analyses, factor analysis, descriptive statistical analysis, and correlation and regression analysis.

Main findings: Though it makes business sense to adopt green contextually throughout the marketing
process in translational phases, a larger industry analysis, which was beyond the scope of this study, would
suggest that starting Green Marketing Processes with a complete value chain orientation would be more
beneficial in the long run.

Keywords: green marketing; strategies; consumer purchase intention; environment.

Introduction

The notion of green marketing has its roots in evolution; therefore it is sense to consider how it
has developed through time. The focus on environmental concerns has drawn attention to the
anthropocentric roots and terrifying scope of environmental problems that result from commercial
and industrial activity. Ecological green marketing has been thriving since the 1970s, especially
in industrialized nations. During this early stage, emphasis was focused on certain environmental
issues, and solutions were looked for individually. This is the precise reason why this new trend
only had an impact on a small number of goods, sectors, and businesses. At that time, the main
goals of green marketing were to increase public knowledge of green product categories and to
lessen consumer addiction to certain product groupings responsible for environmental harm.

The field of green marketing remained unexplored by business and academic experts until the late
1980s and early 1990s. The number of multinational corporations has contributed to the growth
of globalization and international commerce during the last ten years. As a result, competition has
increased. The global marketplace experienced instability throughout the 1970s. Professionals in
marketing were significantly impacted by enormous changes in the social, economic, and political
environment. Significant concerns were made about the marketing strategies used during this
time, particularly those that had an adverse effect on the natural ecology. Green marketing is the
practice of developing products and services, then promoting them to customers in a manner that
meets their needs and wants without having a detrimental impact on the environment. Since there
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are a finite number of resources and an infinite number of human needs, it is essential for
marketers to utilize resources efficiently and without waste in order to achieve organizational
objectives. So it makes sense to anticipate green marketing. At this time, it was recognized that
"environmental worry" would pose a danger to ongoing commercial success and that more
instructions addressing ecological concern may emerge. However, marketers suggested that via
green/ecological marketing, the danger of the environment to marketing might be turned into an
opportunity.

The environment has benefited from all technologies and breakthroughs that have created new
goods and services. This situation is reflected in an innovative new product that helps the
environment. These advantages may be summed up as energy savings, a decline in CO2
emissions, water savings, advancements in recycling, a rise in biodiversity, and a decrease in
environmental contamination. Innovation may boost a company's production, competitiveness,
and financial well-being. Additionally, it may lessen environmental harm and waste generation,
provide better products and services for less money, and generate employment for people.

Green marketing is the process of creating goods and services, then marketing them to consumers
in a way that satisfies their needs and desires while having no negative environmental effect.
Because human demands are limitless and resources are few, it is crucial for marketers to make
effective, waste-free use of resources in order to meet organizational goals. So, it is reasonable to
expect green marketing.

The purpose of this research is to determine how each element of a green marketing strategy
affects overall marketing performance. This information will assist the researcher identify the key
marketing areas where successful green marketing strategies should be developed. The aim of
this research is to identify the green marketing strategies and their impact on consumer purchase
intention in Latvia.

Literature review

Businesses started to act in reaction to the major problem of ozone layer depletion, which led to
a worldwide surge of environmental concern, much as they did in the late 1980s and early 1990s.
As a result, it encourages companies to support green marketing and develop green products that
have a positive impact on the environment. According to the American Marketing Association,
the first workshop on ecological marketing was conducted in Austin, Texas, in 1975. (AMA). The
first wave of green marketing emerged in the 1980s. (Ambrocino, 2008).

Ecological marketing covers a wide range of actions, such as product modification, process
variation and change, packaging modification, as well as alterations to external communication
like promotion. It is challenging to define ecological marketing since it is a more broad concept.
Green marketing is a strategy for interacting with companies in a sustainable way. It immediately
precedes prodding and marketing. Changing a company's product, manufacture, or technique
might be the first step in this strategy for becoming a green business. (Carlos, 2005).

The author states in the book Green marketing that "marketing to today's clientele is much
different than it was 20 years ago." In the present day, conventional or traditional marketing is
seen to be useless. Businesses must represent both themselves and their products and services as
environmentally friendly in order to enhance the likelihood that customers will make purchases.
This is largely because customers now place a high priority on environmental protection. If
marketing campaigns are to be successful, they must target these consumers. Therefore, green
marketing should be used by all businesses. Green marketing is recognized as the most important
and innovative approach to promoting the product in the eyes of customers. (Chen H. , 2010).

According to that group, "holistic management activities are accountable for identifying,
addressing & anticipating the demands of the customers in particular and society at large, in a
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lucrative and ecological way" constitutes "green marketing." The example shows that ecological
marketing is a holistic management strategy that provides customers with satisfaction in a
sustainable way. Even still, much of the literature that is presently out there provides a
fragmented, inadequately thorough picture of how Green Marketing works (focused on minor
issues like Green advertising, Green customers, environmental claims, etc.). "Marketing actions
that differentiate environmental stewardship as connected to industrial growth & responsibility"
is how green marketing is defined. (Chen et al., 2017).

According to green, sustainability is seen as a management trend that is concentrated on
developing strategies that extend the environment while generating profits for the company. It is
a significant but difficult social goal, and many businesses are taking at least some measures in
accordance with their ability to secure and protect the environment. strengthens the strategic
element of the green marketing concept. The Charter defines greener marketing as "a thorough
and responsible strategic management strategy that identifies, forecasts, fulfills and satisfies
stakeholder needs for an appropriate reward that does not adversely influence human or natural
environmental well-being." In order to win the war of ecological marketing, this argument
emphasizes the value of a long-term view and the vital role that stakeholders other than ordinary
customers play. (Chomearo & Benegali, 2006).

Environmental marketing should go beyond using eco-friendly tactics or promoting purportedly
eco-friendly products. The production process and the end product must both be described in
ecological terms. The idea of ecological marketing should be carefully investigated since it
requires an in-depth study. Winning the Green Marketing competition will provide consumers an
important chance to change even more and get an edge in markets that are competitive. According
to Christopher, the goals of green marketing should include (Christopher, 2019):

Even though it was introduced early on, the idea of green marketing didn't really take off until the
late 1980s, when consumer interest in eco-friendly products, ecological awareness, and
willingness to pay extra for green features all started to rise. The process of planning, carrying
out, and managing the creation, assessment, pricing, promotion, and distribution of commodities
in a manner that complies with the three criteria given below is one of the more modern definitions
of "green marketing" (Conraud & Rivas, 2018):

—  Customer requirements;

— Achieving both long-term and short-term organizational objectives;

— Consideration of ecosystem compatibility when designing organizational processes.

Ecological marketing is the practice of promoting products and services that have favorable
impact on the environment. Such a product or service might be inherently eco-friendly or it could
have been produced or packaged in an eco-friendly manner. The definition has been improved
and three significant categories have been added: The concept of retailing the marketing of
products and services that customers perceive as being safe for the environment (D souza, 2014).

Pricing has long been considered to be a key element in creating a market-related strategy. In the
1960s, pricing was not given much importance, which kept the economy stable. Pricing is based
on the basic principle of getting a decent return on investment. Therefore, the most easy method
for determining prices for products and services has traditionally been “cost plus pricing." The
variety of situations, however, gave making pricing judgements a fresh spin throughout time. Due
to reasons including double-digit inflation, resource scarcity, the high cost of money,
consumerism, environmental consciousness, and post-price control behavior, pricing has become
a significant business choice from the standpoint of the organization (controlling the price of the
product after it has been fixed) (Fuller, 2009).

A promotional strategy includes the planning, execution, and management of effective customer
communication. These strategies might focus on advertising, personal selling, sales promotion,
or any combination of these. An effective marketing effort needs clearly defined objectives and a
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laser-like focus on the target market. Or, to put it another way, just paying a few salespeople to
visit customers or executing a marketing campaign may not be enough. Polonsky defines "green
promotion” as the process of marketing products that have no negative environmental effects. It
must fulfill at least one of the conditions below (Polonsky, 2008):
— The relationship between a product or service and the ecological environment should be
addressed in the promotional message simply or flawlessly;
— The emphasis of the message should be on sustainable living, whether or whether it also
emphasizes green goods or services;
— Promotional materials should portray businesses as environmentally conscious.

There isn't a single green marketing strategy that is effective for all companies, according to
research by Kinnear et al. The authors have developed four green marketing strategies based on
the level of a company's greenness and the viability of the green market sector. The plans make
use of shaded green, lean green, extreme green, and protecting green. (Kinnear et al., 2004).

High I |
DEFENSIVE EXTREME
GREEN 'GREEN
SUBSTANTIALITY OF
GREEN MARKET
SEGMENTS
LEAN SHADED
GREEN GREEN

Low

low  DjpperenTIABILITY  High
ON GREENNESS

Fig.1. Green marketing matrixes (Source: Bloom & Ginsberg, 2012)

Figure 1 shows that the company's ability to distinguish its products based on luxury and the size
of the ecological market are the causes of these green marketing strategies. The explanation of
each variable is as follow. If one wants to apply elements of the Lean Green methodology, they
should not focus on marketing or promoting green projects. Instead, one should strive to increase
productivity and reduce costs by taking environmentally friendly measures, since this would
provide them a competitive advantage at a lower cost. (Zhang, 2012). The companies worry that
they won't be able to keep their word or distinguish themselves from competitors. Businesses that
are "lean green" may not want to quickly associate their environmental efforts with their whole
brand since it is possible that all of their products might then be classified as green. Thus, because
doing so is safer, lean green enterprises should associate their environmental friendliness with
only one brand. (Alfred, 2018).

The 10 stages that were taken to integrate green marketing into a marketing plan are listed below.
(Hair & Selvin, 2009):

— As afirst step, develop an environmental business policy. The company's environmental
objectives and purposes should be outlined in this policy, which should also make it
possible to consider environmental issues when making all business decisions.

— The second phase is to establish environmental leadership at the top of the company,
which should signify a long-term commitment to environmental action.

— Create or find environmental activists: These people might concentrate on environmental
concerns and provide the group a trustworthy environmental voice. Some companies may
even create a brand-new department dedicated just to environmental planning.

— Promote environmental awareness among all employees. Every area of the organization,
from the boardroom to the mailroom, has to be environmentally responsible.
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— Stay in frequent communication with outside governmental and environmental groups —
It's critical to stay up to date on requests and concerns from outside sources.

— Step six is to create a strong environmental action plan. Every phase of the strategic
planning process must take this program into account.

— Bring all divisions together to provide everyone the freedom to respond to environmental
needs. This stage could include bridging opposing organizational goals.

— Set aside sufficient finances to show your commitment - To carry out the environmental
action program effectively, both financial and human resources must be made accessible.

— Educate customers on what your company is doing via effective marketing and
advertising. This will inspire customers to protect the environment in addition to
increasing their loyalty to your company.

— Monitor client comments with an ongoing marketing research program: Dynamic
environmental needs and requirements call for constant monitoring and flexibility.

— According to studies, more eco-labels were seen during the 1990s, which were meant to
help environmentally aware consumers make purchasing decisions. Additionally, it has
been shown that consumers carefully consider these eco-labels when making product
choices. Since consumers' worries about environmental protection and safety have
increased, the use of environmental labels on products is seen to have the potential to
influence customer purchases of environmentally friendly goods. (James, 2007).

Wight further stated that eco-tourism might be used as a marketing strategy to promote eco-
friendly products and pull in consumers. The study noted that if ecotourism and conservation are
handled appropriately, they can coexist sustainably. The study also indicated that ecotourism
might profit from product and performance standards as well as companies that promote ethics
since customers are becoming more conscious of environmental problems. (Jay, 1980).

According to Kumar (2007), a customer's gender affects their level of concern for the
environment, their knowledge and skills. There is a favorable correlation between consumer
sentiments and environmental commitment. It was discovered that the connection was frail. After
analyzing the impact of socio-demographic traits including age, gender, education, and others on
environmental knowledge and commitment, it was found that the respondents performed badly
on the measures of environmental commitment and knowledge. (Kumar, 2007).

Research methodology

The aim of this research is to identify the green marketing strategies and their impact on consumer
purchase intention in Latvia. The study was conducted among IT employees in Latvia, one of the
protuberant industries in Latvia. The purpose of this study is to identify the green marketing
strategies and their impact on consumer purchase intention in Latvia. A total of 30 respondents
were surveyed for this study, and this sample of 30 respondents was chosen with the expectation
that the research would be conducted as intended. The author makes sure that these IT workers
often make purchases from retail stores.

Table 1. Demographic information of respondents (Source: Field data)

Item Contents No of samples Percentage
Gender Male 19 64%

Female 11 36%
Age 23-28 18 60%

29 and above 12 40%
Job position IT part time employees 8 26%

IT full time employees 22 74%

163



4 ;
EKONOMIKAS UN KULTURAS
AUGSTSKOLA

There were collected both secondary and primary data. As for secondary data, the main purpose
was to identify the green marketing strategies and their impact on consumer purchase intention in
Latvia considering the allocation of retail shops. The research approach for this study consists of
an analysis of the research literature. As for primary data, the data of 30 respondents were
collected via a survey, conducted through a quesionnaire, by using convenient sampling methods.

All survey questions were answered on a five-point Likert scale, with 1 denoting "Strongly agree”
and 5 denoting "Strongly disagree." Since English is regarded as one of the primary languages in
India, which contains a variety of languages, the questionnaires were distributed in English. This
research used a random sample technique that was influenced by the different strata or types of
industries. The size of the goods and services' market in Latvia makes this research important.

Research results

The outcomes of demongraphic analysis are provided in Figure 2.

Gender
m Male Female

36%

Fig.2. Gender of demographic results. (Source: Author’s result analysis)

As for reliability analysis, the questions on the items are those from the survey. This research
work employed 8 constructions from the survey question to assess the reliability analysis. The
main constraints are, green marketing motivates me when designed with the environmental
concern, | feel Green Products is using ecofriendly technology, | think Biodegradable packaging
is an important consideration for me, | don't concern higher price if the eco-friendly gives more
health benefits when compared to normal products, | am aware Eco-labels are eye catching on
green products, eco-labels are easy to read and influence my purchase decision, It is good to buy
products with recycled and usable packaging on the product, | prefer to purchase this product
because of its environmental concern.

Table 2. Reliability analysis of constraints of green marketing strategy (Source: Authors data)

Cronbach's Alpha Cronbach's Alpha Based on Standardized ltems N of Items
811 817 8

Cronbach's alpha was used to examine the variables' internal consistency. This study's reliability
score was 0.811, which is higher than the benchmark of 0.700 and indicates adequate
dependability.

As for KMO and Bartlett’s test, the KMO test has been used to examine the inter-correlation of
constraints between the data and the assessment of the appropriateness of the data.
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Kaiser-Meyer-Olkin Measure of Sampling Adequacy .699

Bartlett's Test of Sphericity /Approx. Chi-Square 211.13
df 21
Sig. .000

The KMO value in this research is 0.699, which is higher than the recommended threshold and
suggests that further analysis may be done. The degree of freedom is 21, and it has a great deal
of significance. This survey's results may thus be used to do a factor analysis.

As for the factor analysis, it was conducted in in SPSS software and it was esed to develop
necessary factors. The factors have been examined using the rotation factor matrix, and the total
variance's explanation is provided below.

Table 4. Total variance explained (Source: Field data)

Compo Initial Eigenvalue Rotation Sums of Squared Loadings
nent
Total % of Cumulative Total % of Cumulative
variance % variance %
1 3.450 22.33 12.320 3.450 22.33 12.320
2 2.184 14.13 36.46 2.184 14.13 36.46
3 2.019 13.52 49.98 2.019 13.52 49.98
4 1.926 12.43 62.41
5 1.615 9.33 71.74
6 1.442 9.31 81.05
7 1.319 8.8 89.85
8 1.318 8.3 100.00

Thus, three factors have been created from ten constraints used in the survey and four factors
analyzed through rotation factor matrix. Table 10 is significant because it explains the relationship
between the question or component with any factor. The rotated component matrix, occasionally
mentioned as the loadings, is the key output of principal components analysis. It comprises
estimations of the correlations between each of the variables and the estimated components. There
are three factors loaded with components. According to this factor, factor 1 is environmental
awareness factor components are strongly related, factor 2 is eco-friendly activity factor , factor
3 is the reduction factor and which is because of reduction in negative impact of waste material.
Factors have critical loadings from more than one item it is necessary to analyze the rotated
component matrix in multiple items. Thus, four factors have been created through the rotation
factor matrix.

Table 5. Loaded factors (Source: Author's collection)

Loaded constraint factors Factors

Q1,0Q2,Q3 Environment awareness factor
Q4, Q5,Q6 Eco-friendly activity factor
Q7,Q8 Reduction factor

The author also conducted a regression analysis to understand the dependability of green
marketing constraints on purchase intention.
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Table 6. ANOVA results (Source: Author's collection)
Model Sum of Squares df Mean Square F Sig.
1 | Regression 16.492 5 2.061 2911 .007°
Residual 54.532 3 .708
Total 71.023 8

a. Dependent Variable: | prefer to purchase this product because of its environmental concern.

b. Predictors: (Constant), green marketing motivates me when designed with the environmental concern, | feel Green
Products is using ecofriendly technology, | think Biodegradable packaging is an important consideration for me, | don't
concern higher price if the eco-friendly gives more health benefits when compared to normal products, | am aware
Eco-labels are eye catching on green products, eco-labels are easy to read and influence my purchase decision, It is
good to buy products with recycled and usable packaging on the product

Table 6 indicates that green marketing constraints have significant impact on the consumer
purchase intention.

Conclusion

There is a global awareness of green resources and their effects on the environment. Utilizing
natural resources is the only viable solution for saving our world. We must immediately acquire
an ecological mindset, thus many businesses are doing the same by incorporating ecological
practices into their everyday operations and embracing ecological procedures, processes, and
technology. Green marketing is one of the strategies used by ethical businesses to promote their
social responsibility while also taking action to protect the environment. Green marketing is a
relatively recent idea that has emerged as a consequence of the government's growing awareness
of the need to create economic policies that are heavily influenced by ecological concerns.

The main elements of green marketing that influence Latvian retail customers' desire to make
purchases have been identified by this study. Environmental awareness, environmentally friendly
behavior, and reduction are the aspects that have been discovered. The limitations of green
marketing have also been found as having a substantial influence on customer purchasing
intentions.

This study adds to the body of knowledge demonstrating how consumer attitudes may
significantly affect consumers' intentions to make green purchases via the use of green marketing
qualities (green innovation, green packaging, green pricing, eco labeling, and green pricing).

Although green business is still in its infancy in India, it is possible for the green marketing
campaign to succeed in positively influencing consumer attitudes and purchase intentions.
Marketing managers should specifically anticipate a synergistic impact of the green marketing
tactics on fostering a favorable customer attitude that can encourage green consumption. To
evaluate the model's applicability in various settings, it might also be tested in various market
contexts with various market segments.
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Abstract

Research relevance: Studies Shows that the satisfaction of consumers doing business with many of banks
is significantly positively related with the Service quality dimensions. Furthermore, the level of satisfaction
experienced by customers has a direct bearing on both the quality of the services provided and their
continued patronage. This research was carried out by the Indian Institute of management in the Indian
commercial bank sector.

Research goal: The main goal of the research paper is to identify the factors affecting customer satisfaction
of service quality in Indian banking industry.

Research methods: Methods of data collecting include examining at previous research as well as
conducting surveys and analyses. Data processing methods include a variety of mathematical analyses,
factor analysis, descriptive statistical analysis and regression analysis, and so on, in order to measure the
impact of service quality variables on the level of customer satisfaction experienced by banks and especially
public banks that provide quality services.

Main findings: The study's principal results reveal that the majority of participants had a good
understanding of the services offered by banks in India. The purpose of this study was to examine the
service quality and customer satisfaction levels of Public Sector Banks in India from their customers'
perspectives, and to analyze, measure, and comprehend their current levels of customer satisfaction as well
as their evolving requirements, preferences, demands, expectations, and experiences in order to maintain a
competitive edge.

Keywords: customer satisfaction; banking industry; service quality.

Introduction

Over the course of the last several decades, the Indian financial services industry has matured and
gone through some important adjustments in the core structure of its operations, just like any other
sector that is experiencing considerable driven structural development and reformation. This
should not come as a surprise to anybody. The good news is that reforms to policies governing
the financial sector, and by extension, reforms to the banking sector, have resulted in a positive,
catalytic, and significant turnaround in the overall banking ecosystem in terms of competitiveness,
efficiency, productivity, improvement, and performance. The bad news is that these reforms were
not successful. In addition to this, globalization and the liberalization of market fundamentals,
dynamics, and participants have already played a substantial role in the economies at both the
local and international levels. This is the case for both economies. The Indian banking sector has
made significant headway toward complying with international best practices and standards, and
it is also performing very well on a global scale in terms of macro and micro prudential
requirements, financial regulation, supervision, and capitalization. These are all areas in which
the country is competing with other countries around the world.
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A further contentious issue that is of great relevance is the fact that customers are allowed to share
some of their views and points of view about the current status of the banking industry. They need
to be permitted to raise their voices in the event that there are any problems encountered along
the way in the process of providing the service. It may be argued that the virtues of the banking
policy changes, measures, and frameworks that back the underlying development trajectory in the
sector are lost in the shuffle when we talk at length about the quality of bank service delivery,
customer happiness, and customer loyalty in the context of service marketing in a highly
competitive and rapidly changing business environment.

This is due to the fact that there is no discussion of the benefits associated with the banking policy
changes, policies, and frameworks that are the foundation of the underlying development
trajectory in the industry. Experts agree that the reforms undertaken by the RBI and adhered to
systematically by the banking sector in particular have laid the groundwork for the essential
success factor of the financial services industry, in which the banking sector plays a central role.
This viewpoint receives support from a variety of distinct points of view. The term "service
quality” refers to the extent to which the quality of the service supplied by organizations that
provide services either fulfills or surpasses the needs or expectations of the consumers who use
such services. But in the banking sector, service quality features like tangibles, responsiveness,
dependability, empathy, assurance, use of technology, service costs, and service convenience are
viewed as vital to the preservation and sustaining of long-term, mutually beneficial relationships
between consumers and corporate organizations in order to establish a strong customer base and
acquire a competitive advantage and edge over other rivals in the sector.

The goal of this study is to ascertain how the many aspects of a service's quality contribute to the
overall level of satisfaction experienced by customers. With the use of this information, the
researcher will be able to determine the primary elements from which effective service quality
should be produced. The aim of this research is to identify the factors affecting customer
satisfaction of service quality in Indian banking industry.

Literature review

Maintaining a close contact and having great customer relations has been shown to considerably
boost service performance and profitability. It is commonly understood in the service marketing
and business worlds that the higher the level of satisfaction, the higher the level of service
delivered in the marketplace. It is critical to monitor and measure customer satisfaction levels in
relation to the services and items offered on a regular basis in order to efficiently detect service
complaints and execute timely remedial action when required. (Abrol, 2013).

Furthermore, the use of technology and the rise of fierce competition have simplified and
facilitated the process of offering services to customers in the market today. Customers would be
motivated to see improved and updated services and items, adopting new and innovative
marketing and commercial tactics and practices, rather of frequently confronting service failures,
inefficiencies, and breakdowns. As a result, it is critical for service providers to understand and
adapt to their customers' evolving needs, who have the potential to make or break a firm if
sufficient care is not provided throughout the service experience (Bashiru & Adams, 2016).

Despite these sector-wide gains throughout time, many challenges remain, notably in the way
services are developed and provided. With the onset of globalization, nationalization, financial
liberalization, and deregulation, the banking sector, which is a reform-oriented and market-driven
industry, has seen its fair share of wonderful and true opportunities, positives, and challenges.
The RBI's deliberate policy actions, measures, and frameworks are seen as success stories and a
positive development in changing public opinion of the banking industry. Despite slowing
domestic GDP, the entire Indian financial system is stable, according to the RBI research titled
"The Financial Stability Report for 2019." Despite the fact that the Government of India
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recapitalized Public Industry Banks, the banking sector shown signs of development and
resilience throughout the review period (Kwarteng, 2012).

Given the intensely competitive, market-driven environment, the purpose of this study is to
determine the effect of service quality indicators on customer satisfaction in the banking business.
A substantial quantity of empirical study and literature on the influence of service quality on
customer satisfaction and loyalty has been produced by service researchers in both developed and
developing countries. However, all of these studies have shown that customer satisfaction and
service quality seem to be tightly associated (Adhikari & Nath, 2015).

The study emphasized the importance of service providers continuously evaluating and updating
customer experience measurement by conducting customer satisfaction surveys through service
gap analysis (perception and expectation of services and products offered) to identify competing
issues that needed to be discussed in order to ensure the banking industry is much more
competitive, service quality-driven, and customer-focused. But the main question here is whether
service providers, such as banks, can perform this difficult responsibility in the current
competitive environment. The good news is that, because to technological and financial
innovation, Indian banks are now giving quality and great value. Banking transactions are
increasingly faster and simpler because to advances in information, communication, and
technology (ICT). Thus, it has been shown that perceived service quality has a beneficial
influence on customer satisfaction (Harshal, 2015).

It should be mentioned that India, one of Asia's most powerful economic giants, is witnessing
exceptional growth and a significant increase in the service sectors, which, it should be noted,
account for a larger share of the GDP (GDP). Previous study has shown a strong and positive
relationship between India's GDP per capita and the services sector. According to further study,
the services sector is India's primary source of economic growth. This sector, however, is critical
for both economic development and poverty alleviation (Agbor, 2017).

The most effective way for service organizations to maintain success and continuous growth in
the face of today's strong competition, technological breakthroughs, and flexible workforces in
the financial services sector is to supply customers with high-quality services at low pricing. A
service organization, on the other hand, should be able to focus all service employees on the things
that needed to change and bring about true culture change by defining the right and proper
behaviors and attitudes it expected and by providing employees with the necessary skills, training,
direction, and guidance on how to change their behaviors and attitudes and then determining what
changes are needed to meet the expectations of the customers. Because management's ability to
execute performance management initiatives demonstrates its ability to offer supportive behaviors
for higher employee productivity and company profitability, these efforts are seen as critical in
bringing about service improvement and transformation (Faghani, 2012).

In a period of substantial changes in digital transformation, business organizations must embrace
and exploit digital technology to improve operational efficiency and customer experience. Given
the enormous pressures on service providers to overcome the constant service failures,
complaints, dissatisfactions, and grievances caused by poor service delivery and performance,
financial and economic reforms in India in the early 1990s took over to restore, improve, and
revitalize bank efficiency and effectiveness. According to research, the new era's technology
revolution has affected how service delivery is seen and how successful it is. The ideal scenario
involves increasing and unprecedented competition in the national and international banking
landscapes, as well as fundamental structural changes and reforms in the financial services
industry, where customers are viewed as important and major players in enhancing and improving
profitability, revenue, business operations, and financial performance. Adopting a new way of
doing business that provides a great customer experience is one of the major marketing and
commercial tactics in an increasingly competitive world (Ajayi, 2017).
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It is critical to remember that in order to flourish, be financially sustainable, and deliver excellent
services, each service organization must have a service quality management plan in place.
However, offering excellent service is critical for both satisfying customers and assessing the
performance of service businesses, both of which are critical for increasing and retaining customer
pleasure and loyalty. Banks, on the other hand, may gain a competitive advantage and create long-
term connections with their customers by delivering better and superior services and commaodities.
Customer satisfaction is believed to be the core and sticking point of all organizations since it is
crucial for the existence, survival, and longevity of many service firms. As a result, the focus is
now on offering better, higher-quality services in order to sustainably boost business profitability.
(Chowdhary, 2014)

Furthermore, noted that in a highly competitive market, most financial institutions' vision and
objective is to prioritize client pleasure. Because the customer is seen as the "monarch™ and the
most essential asset to preserve and sustain in any corporate organization, service providers
should go out of their way to enhance how their consumers view the services and items they
supply. The findings of this study also indicate that, rather than using service quality dimensions
as direct mediating factors, customer satisfaction has shown to be a viable approach for
SERVQUAL dimension to enhance customer loyalty (Chowdhary, 2014).

To ensure a high degree of customer satisfaction and delight, service quality dimensions/factors
should be developed and standardized to discover service gaps and make suggestions for
improvement. The only way to do this is via the financial institutions' marketing strategy of giving
greater quality in order to retain their consumers. Furthermore, when a consumer perceives that a
service or product performs better than expected, this leads in customer satisfaction or positive
confirmation. As a consequence, the customer is pleased and satisfied. Rather, the service or
product fails to meet the customer's expectations (negative confirmation) and thus dissatisfaction
grows. (Allen & Charletti, 2015).

Customers, particularly in the banking business, believe that the advantages and value they gained
from utilizing their products and services had a substantial influence on their level of satisfaction.
As a result, it is critical that the service provider completely understands and analyses the
customer's expectations about the quality of the services offered. This is because high levels of
customer satisfaction result when the consumer's impression surpasses their expectations.
Customers, on the other hand, are dissatisfied when their expectations exceed reality. As a result,
client complaints may assist you in determining whether or not your firm is meeting the needs of
its customers. As a result, in this case, it is always practicable to tailor service quality delivery to
the needs of the customer. However, all service providers must emphasize meeting their
customers' needs (Almurshidee, 2018).

Remarkably, new breakthroughs and innovations in the use of technology have changed and
boosted operational efficiency in the banking business via the use of mobile banking, internet
banking, and other expansions of amenities at ATM stations. With commercial banks playing a
critical role in the credit intermediation process, which involves mobilizing and channeling
finances from the surplus sector (net savers) to the deficit sector (borrowers) for productive uses,
India's dynamic banking industry has laid a strong foundation and provided impetus for the long-
term growth of businesses in particular and the economy as a whole (Bach, 2016).

Indian banks are among the most carefully regulated and sufficiently supported organizations in
the entire world, which is a consequence of the critical role and significance of banks in both the
financial system and the economy as a whole. The Reserve Bank of India, the country's central
bank, was nationalized in 1949 and is currently the major bank regulator. The RBI Act of 1934
and the Banking Regulation Act of 1949 provided its statutory power and legislative framework,
respectively (Raza, 2017).

As part of its core function, the RBI was responsible for exercising direct and indirect control,
monitoring, and supervision over banks' operations and activities in order to meet global banking

171



7 )eka

..... 7 EKONOMIKAS UN KULTURAS
W AUGSTSKOLA

standards, guidelines, norms, and best practices on the one hand, and to protect depositors and
stabilize the overall banking system on the other. The RBI was the only banking regulatory
organization with both constitutional and legislative jurisdiction (Jain, 2012).

Furthermore, when banks as a whole are focused and determined to understand the increasing
demands, options, and preferences of the customer by improving service quality features, this will
ultimately lead to a good development in terms of greater and improved earnings, market share,
and clientele. Failure on the side of the service provider, on the other hand, is a recipe for
complaints and discontent, which is terrible for the service organization's development, survival,
and success. Every customer has an ideal expectation of the service or product they hope to
acquire when visiting a bank for a transaction. In today's highly competitive market, offering
high-quality services to meet customers' escalating expectations is critical for long-term success,
profitability, and sustainability. As a result, enhancing consumer satisfaction and loyalty
necessitates providing high-quality service. Service quality measures how well a service or
product satisfies consumer expectations. As a consequence, firms that deliver services that meet
or exceed expectations are associated with high service quality (Daniel, 2017)

Research methodology

The aim of this research is to identify the factors affecting customer satisfaction of service quality
in Indian banking industry. Data were collected for this investigation's purposes using samples,
and a randomized test was conducted using a questionnaire system. The materials required for
this investigation were also put together using data from earlier studies. Before moving on to a
more in-depth analysis, the descriptive statistical method is used to analyze the responses given
in the questionnaire. The research that had previously been published in scholarly journals was
used to develop the questionnaire's content.

The survey instrument was made up of many constructs and variables. Table 1 in the result section
shows the measuring scale for the respondents' demographic profile. Gender was determined
using male and female replies, which were coded as 0 and 1. To assess occupation type, four
distinct ordinal categories were employed. The responders were given with four options. There
were three categories of education assessed: Student, Employee, Self-Employed, and
Entrepreneur.

Customer expectations are examined across eight critical criteria using a 5-point LIKERT-type
scale. Tangibility, certainty, reliability, responsiveness, and empathy are among these traits, as
are the utilization of technology, convenience of use, and affordability of the service. Strongly
disagreeing for number one, disagreeing for number two, unsure about number three, agreeing for
number four, and strongly agreeing for number five. Each dimension is assessed using six separate
statements. A range of elements, including physical surrounds, communication tools such as
pamphlets, and modern infrastructural facilities in banks, were used to determine the degree of
tangibleness.

The author chose respondents from prominent private and public banks in India, located in the
state of Kerala. Respondents to this research study are from the banks.

Following a successful survey, it was critical to quantitatively analyze the data using time-tested
procedures. The researcher evaluated the study's results using four ways. A socio-demographic
statistical tool, descriptive statistical analysis, factor analysis to pinpoint components, and
regression analysis to demonstrate that factors relating to service quality are independent variables
while those relating to customer satisfaction are dependent variables are among them.
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Research results

According to the results the analysis of the customer satisfaction the general ways of the people
who are participated in the survey are can be seen in Table 1.

Tablel. Demographical analysis (Source: Result analysis)

Total Participates Percentage
Gender Male 8 20 40
Female 12 20 60
Occupation Student 8 20 40
Employee 10 20 50
Self-Employee 1 20 5
Business 1 20 5

The outcomes of the descriptive statistics analysis on variables of tangibility are seen in Table 2.

Table 2. Descriptive statistical analysis (Source: Result analysis)

N Mean Std. Deviation | Variance Skewness

Statistic | Statistic Statistic Statistic | Statistic | Std. Error

Modern-looking 201 2.8507 1.08056 1.168 .085 A72
apparatus

Employees doing 201 2.8159 1.15799 1.341 073 172
services correctly the

first time

Customers are informed 201 2.8109 1.18071 1.394 .097 172

by staff of the precise
time services will be
provided

Staff that is 198 2.7879 1.31584 1.731 223 173
knowledgeable and
qualified to respond to
inquiries

Valid N (listwise) 198

In Table 2, the first variable modern looking apparatus has mean value 2.8507 and skewness value
0.085 and it denotes fair symmetrical. Second variable Employees doing services correctly the
first time has mean value 2.8159 and which denotes neutral response from respondents. Third
variable Customers are informed by staff of the precise time services will be provided has mean
value 2.8109 denotes neutral response from respondents and standard deviation is 1.1871. Last
and Fourth variable Staff that is knowledgeable and qualified to respond to inquiries has mean
value 2.7879 and it denotes neutral response from respondents from survey response.

As for the factor analysis, it was performed in the IBM SPSS program, in which first the reliability
test was conducted. Cronbach's alpha was calculated.

Table 3. Reliability analysis (Source: Result analysis)

Cronbach's Alpha N of Items
972 7
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The accepted range of value is 0.700 and here the value is .972 and therefore it has proven the
reliability. The factor analysis was conducted to identify the factors. The KMO and Bartlett’s tests
were used to determine the adequacy of factor analysis (see Table 4).

Table 4. KMO Bartlett’s test (Source: Result analysis)

Kaiser-Meyer-Olkin Measure of Sampling Adequacy 961

Bartlett's Test of Sphericity Approx. Chi-Square 3366.727
df 276
Sig. .000

The Kaiser-Meyer-Olkin Measure of Sampling Adequacy is a statistic that measures how much
of the variation in a variable may be attributed to underlying variables. High scores (around 1.0)
indicate that factor analysis might be beneficial for this data. The value is 0.961 in this case, which
is quite high.

By conducting factor analysis, the author has reduced the number of variables from seven to two.
The seven variables are related to service quality which provided banks. The total variance is
explained below

Table 5. Total variance explained (Source: Result analysis)

Initial Eigenvalues Extraction Sums of Squared Loadings
Compo % of % of
nent Total Variance | Cumulative % Total Variance | Cumulative %
1 13.902 57.926 77.926 13.902 57.926 77.926
2 1.158 4.824 88.750 1.158 4.824 88.750
3 .816 3.399 97.134
4 765 3.186 97.943
5 706 2.942 98.723
6 .637 2.652 99.413
7 .584 2.434 100.000

The usage of online banking is quite efficient. Employees always keep the customer's best
interests in mind. There is never a period when employees are too occupied to assist consumers.
Customers feel confidence in their capacity to transact since the personnel is there to assist them.
The personnel's approach instills trust in the consumers, and the crew keeps the customers
informed of the exact moment when the services would be available. As a result, the devotion of
bank employees to their consumers is regarded as the most important factor.

The second factor to consider is how clean the employees are, how appealing the materials
associated with the services are, and so on. Infrastructure that is both aesthetically pleasing and
functional, a genuine interest in addressing customer concerns, and They keep their word and
provide the services on time. Modern-looking equipment, professionals who are both
knowledgeable and competent to respond to queries and concerns, employees who provide
services correctly on the first try Employees who maintain their promises, which is why this
component is referred to as the "progressive strategy to improve the customer's experience.” In
summation, the second factor is referred to as "bank workers' commitment to clients." Whereas,
the second factor is named as, progressive technique to increase the customer's experience.

The author also conducted the regression analysis. One model was developed to identify the
relation between service quality and customer satisfaction. Therefore, in the model service quality
variables selected as independent variables and customer satisfaction variable as dependent
variable. The result are provided in Table 6.
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Table 6. Model summary (Source: Result analysis)

Std. Error Change Statistics
R Adjusted R of the R Square F Sig. F
Model R Square Square Estimate Change | Change | dfl df2 Change
1 .855% | .731 .689 .78459 731 17.409 24 154 .000

Table 7. ANOVA (Source: Result analysis)

Model Sum of Squares df Mean Square F Sig.
1 | Regression 257.202 24 10.717 17.409 .000P
Residual 94.798 154 .616
Total 352.000 178
a. Dependent Variable: Satisfied with services provided by bank

Tables 6-7 indicate that from the probability value is less than .05 there, service quality has
significant impact on the customer satisfaction.

Conclusion

Based on the research outcomes, the following conclusions were drawn:

— Most impacting factor of service quality on customer satisfaction is commitment towards
customers from bank employees.

— The least impacting factor of service quality on customer satisfaction is named as
progressive technique to increase the customer's experience.

— This study aimed to examine the service quality and customer satisfaction levels of Public
Sector Banks in India from the perspective of their customers, and to analyze, measure,
and comprehend their current levels of customer satisfaction as well as their evolving
requirements, preferences, demands, expectations, and experiences in order to maintain a
competitive edge.

— In order to promote consumer loyalty, it is necessary to establish stronger ties based on
client pleasure. Businesses that prioritize their consumers' needs may grow and expand
more sustainably.

— The study's results indicate that service quality characteristics have a substantial influence
on the variable that analyzes customer satisfaction in relation to banks

As for recommendations, they are as follows:
— Bank management must listen to client calls and respond to them as quickly as possible.
— Toimprove user friendliness, banks should perform user experience surveys or polls.
— Bank management should establish a channel of contact with clients in order to listen to
their recommendations.
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