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Eliza Akmenlauka. PARTIKAS MAZUMTIRDZNIECIBAS NOZARES ATTISTIBAS
IESPEJAS

Ekonomikas un kultiiras augstskola
Studiju programma “Marketings”’
E-pasts: elizaakmenlauka@gmail.com

Zinatniskais vaditajs: Dr.oec., profesore Vita Zarina

Anotacija

Pétijuma aktualitate: Mazumtirdzniecibas apgrozijums Latvija 2022.gada, salidzinot ar 2021.gadu pieauga par
4,2%. Partikas precu mazumtirdznieciba pieauga par 0,4%, savukart nepartikas mazumtirdzniecibas apjoms,
neiskaitot autodegvielas mazumtirdzniecibu pieauga par 8,6%, autogevielas — palielinajas par 0,9%. 2023.gads
mazumtirdznieciba solas bt visai dinamisks. Nozare, iesp&jams, izjutis paterétaju pirkstp&jas kritumu. Nozares
eskperti norada uz partikas precu cenu sagaidamu samazinasanos, kas ar apkures sezonas noslégsanos var veicinat
nozares izaugsmi gada vidusdala (Finan$u ministrija, 2023). Laikam ejot popularaka un attistitaka kluvusi partikas
tirdznieciba un iegade tie$saistes veikalos, kas ari tuvaka laika parnems iepirk$anos fiziskajos veikalos. Pateicoties
pandémijai tirgum bija japielagojas radusajai situacijai, [idz ar to mazumtirdzniecibas uzne€mumi bija spiesti
mekI&ti risinajumus, lai paliktu tirgii (Centrala statistikas parvalde, 2023).

Pétijuma meérkis: Izpétit partikas mazumtirdzniecibas nozari Latvija, lai izstradatu priekslikumus nozares
attistibai.

Pétijuma metodes: Literatiiras analize, sekundaro datu analize, aptauja.

Sasniegtie rezultati: Petjjuma gaita tika veikts nozares p&tijums un noskaidrots, ka p&dgjo gadu laika partikas
mazumtirdzniecibas nozare Latvija ir attistijusies straujak neka ieprieks un ta turpinas savu attistibu.

Atslegas vardi: partika; mazumtirdznieciba; tieSsaistes veikals; e-komercija

levads

Partikas mazumtirdzniecibas nozare Latvija gadu gaita ir strauji attistfjusies Latvija. Attistibu veicinajusi
dazadi faktori, ka, strauja tehnologoiju attistiba, Covid-19 pandémija, izmainas cilvéku iepirkSanas
paradumos, jauninajumi pasaules tirgos. Gan Latvija, gan pasaul€ e-komercija gadiem ejot kliist ar vien
izplatitaka. Paredzams, ka 2026.gada e-komercija Latvija sasniegs 16,5% no visas mazumtirdzniecibas.
P&dgjo 3 gadu laika popularitati ieguvusi arT partikas tirdznieciba un iegade interenta veikalos. Partikas
e-komercija Latvija vel ir salidzinosi jauns tirgus, 11dz ar to ir griiti rast uzticibu klientos. Fiziska veikala
patéretajs var reali dzive apskatities un aptaustit sev ttkamo preci, savukart, ieperkoties interneta tas ir
teju neiesp&jami, tapec klientam ir jabiit 100% uzticibai tirgotajam.

E-komercijai ir gan savi ieguvumi, gan trikumi. leguvumi ir sekojosi - neierobezots precu daudzums un
to dazadiba, bitisks laika ietaupijums iepérkoties, detalizéts pakalpojuma vai preces apraksts un
informacija, speciali kuponi un piedavajumi. Pretgji ieguvumiem trikumi ir sekojosi — preci nav
iespgjams apskatit un aptaustit klatieng, majaslapai var biit tehniski trikumi, [idz ar to var rasties
nesapra$anas starp pirc€ju un tirgotaju, iesp&jamas aizkaveSanas pre¢u piegade. Neskatoties uz
trikumiem ieguvumi nem prieksroku, jo paslaik e-komercija ir sava uzplaukuma stadija.
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Analitiskais apskats

2022.gada mazumtirdzniecibas apgrozijums loti strauji pieauga, savukart,partikas mazumtirdznieciabs
apgrozijums palika praktiski nemainigs, pieauga vien par 0,5%, savukart iesakoties 2023.gadam partikas
preéu apgrozijums samazinajas. (analitike Ieva Snidere) 2023.gada februari salidzinot ar janvari
mazumtirdzniecibas uznémumu apgrozijums samazinajas par 0,4 % (sk. l.att.), partikas precu
mazumtirdznieciba pieauga par 1,7%.

1.att. Mazumtirdzniecibas apgrozijuma indeksi (Avots: Centrala statistikas parvalde)

Vietgjo interneta veikalu popularitate turpina pieaugt, Iidz ar to 39% Latvijas iedzivotaju dod prieksroku
vietgjiem e-veikaliem. Paslaik 13% iedzivotaju atzist, ka vismaz reizi ménesi perk partiku veikalu tikla
“Rimi” e-veikala, savukart, 11% izvélas partikas e-veikalu “Barbora”. “Pirms pieciem gadiem regularo
partikas tieSsaistes veikalu lietotaju skaits nesasniedza pat pilnu procentu. Tagad redzam, ka visamz reizi
ménesT “Rimi” vai “Barbora” iepérkas katrs desmitais. Drosi varu apgalvot, ka tuvako divu gadu laika
$is skaits dubultosies”. (BSMS Marketinga nodalas vaditajs Deniss Sevelovs)

Respondentu ipatsvars, %

0

5% 10% 15% 20% 25% 30% 35%

Viedie iepirk3anas ratini (displejs ar navigciju,
kas uzrida iepirkumu sarakstu un |auj sazindties ar konsultantu)

26,8%

Automatizéta digitila vecuma parbaude

. s o - . 24,6%
pie pasapkalpoanas kasém bez veikala darbinieka iesaistes !
Pilniba automatizéti partikas veikali bez pardevéjiem/kasieriem
(izmantojot aplikiciju, pircéjs patstavigi iek|ist veikald, 23,1%

iepérkas un veic apmaksu)

5G roboti - veikalu konsultanti
espéja sazinaties caur viedrilruni, lai atrastu nepiecie3amo veikalu/preci)

8,2%

lepirksanas, izmantojot balss asistentu

S . : : 7.2%
(iepirkuma saraksta sastadisana, pasatijuma veikiana u. c.) ’

Mevienu no Siem 29,6%

2. att. Mazumtirdzniecibas veikalu tikla “Maxima” veiktais p&tijums (Avots: Maxima)
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Respondentu atbildes apliecina pircgju gatavibu jaunako tehnologiju ienaksanai — vairakums jeb 70 %
aptaujato vel&tos redzet un labprat izméginatu dazadus jauninajumus, veicot partikas iegadi. Vienlaikus
pieteikami liels skaits jen teju tresdala (30%) tuvako 2-3 gadu laika ir deizfan piesardzigi un nav
ieinteres€ti jaunindgjumu ievie$ana. (Maxima) (sk. 2.att.)

Pétijuma metodologija

Lai veiktu pétijumu autore izmantoja literatiiras analizes metodi, izmantojot internetd pieejamos
informacijas avotus, - lasTja ekspertu viedoklus, pétija petjumus. PE&tfjuma ietvaros darba autore
izstradaja un veica aptauju, lai noskaidrotu cilveku viedoklus un domas par to vai ir iesp&jams vel vairak
attistities partikas mazumtirdzniecibas nozarei Latvija. Aptauja tika veikta no 2023.gada 28.aprilim Iidz
2023.gada 30.aprilim un izplatita vietn€ visidati.lv. Aptauja sastav&ja no 6 jautajumiem, no kuriem 3 bija
demografiska satura jautajumi, kas sevi ietver, respondentu dzimumu, vecumu, un dzivesvietu.

Pétijuma rezultati

P&tfjuma atbildes sniedz 38 respondenti, no kuriem 29 bija sievietes un 9 viriesi, respondentu vidgjais
vecums bija 28,6 gadi. Lai uzzinatu respondentu viedokli par to vai tehonlogijas ietekmé& partikas
mazumtirdzniecibas nozares attistibu, tika jautats “Vai, Jasuprat, tehnologiju attistiba ietekmé nozares
attistibu?” uz ko 36 jeb 95 % no repsondentiem atbildgja, ka ja, ietekmé, savukart 2 jeb 5 % no
repondentiem atbildgja, ka n&, neietekmé, kas parada to, ka pec respondentu domam attistoties
tehnologijam attistas ari partikas mazumtirdzniecibas nozare (sk. 3.att.).

20

36

Jz, ietekme
letekmé, betnedaudz
NE, neietekms

3.att. Vai, Jusuprat, tehnologiju attistiba ietekmé nozares attistibu? (Avots: Autora veiktas
aptaujas rezultatu apkopojums)

Lai uzzinatu respondentu viedokli par to vai e-komercija ir partikas mazumtirdzniecibas nozares nakotne
tika jautats “Vai, Jusuprat, partikas mazumtirdzniecibas nozares nakotne ir e-komercija?” uz ko 24 jeb
63% no respondentiem atbildgja, ka ja, e-komercija ir partikas mazumtirdzniecibas nozares nakotne, 11
jeb 29% no respondentiem atbildgja, n€, e-komercija nav partikas mazumtirdzniecibas nozares nakotne,
savukart, 3 jeb 8% no respondentiem atbildgja, ka tiem nav viedokla (sk. 4.att.).
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3, i
e, nav
Navwedkola

4.att. Vai, JGsuprat, partikas mazumtirdzniecibas nozares nakotne ir e-komercija? (Avots:
Autora veiktas aptaujas rezultatu apkopojums)

Lai uzzinatu kadus partikas mazumtirdzniecibas nozares jauninajumus kadreiz izmantojusi vai paslaik
izmanto respondenti tika jautats “Kurus no minétajiem nozares jauninajumiem Jiis esat izmantojis?”’ uz
ko 35 jeb 33% no repondentiem atbildgja, ka izmantojusi paSapkalpoSanas kases, 27 jeb 25% no
respondentiem izmantojusi iesp&ju nosvert savu preci pasam, 12 jeb 11% no respondentiem izmantojusi
pasapkalposanas skeneri, 10 jeb 9% no respondentiem izmantojusi partikas iegadi interneta ar piegadi
uz majam, 8 jeb 7% no respondentiem izmantojusi elektronisko ¢eku ka alternativu papira cekam, 6 jeb
6% no respondetiem izmantojusi iesp&ju skenét ar telefonu, 5 jeb 5% no respondentiem ir izmantojusi
partikas iegadi interneta ar sanemsanu veikala, 1 jeb 1% no respondentiem ir izmantojusi Rimi Drive
(piekumu iznemsana neikapjot no masinas, savukart pie atbilzu varianta cits 1 respondents uzrakstjis,
ka izmanto elektronisko Paldies karti (atlaizu karti) (5.att.).

a7

7 10

Pasapkalposanas kases
Partikas iegade internets arpiegadi uzmajam
Partikas iegads intemetd ar sanemsanu veikala
Nosver saw preci pats
Skene ar telefonu
FaSapkalposanas skeneris

B Elektroniskais Seks

B RimiDrive (pirkurnu imem3ana neizkdpjotno masmas)
Cits

5.att. Kurus no min&tajiem nozares jauninajumiem Jis esat izmantojis? (Avots: Autora veiktas
aptaujas rezultatu apkopojums)

Lai noskaidrotu vai iepriek§ min&tie partikas mazumtirdzniecibas nozares jauninajumi ir atvieglojusi
respondentu ikdienas dzivi un mainijusi to ieprik§anas paradumus tika jautats “Cik licla méra ieprieks
mingtie nozares jauninajumi ir mainijusi jeb ietkm& Jusu iepirk§anas paradumus?” vidgjais koeficients
bija 6,32, kas parada to, ka Sie jauninajumi ir atvieglojusi gan respondentu ikdienas dzivi, gan iepirk$anas
paradumus (6.att.).
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6.att. Cik liela mera iepriekS mingtie nozares jauninajumi ir maingjusi jeb ietkmé Jiisu
iepirk8anas paradumus? (Avots: Autora veiktas aptaujas rezultatu apkopojums)

Lai noskaidrotu kurs iepirkSanas veids respondentiem ir vistikamakais tika jautats “Kur$ no iepirk§anas
veidiem Jums ir visértakais?” uz ko 29 jeb 76 % no respondentiem atbildgja, ka fiziskais veikals, 7 jeb
18% no respondentiem atbildgja, ka interneta veikals, 1 jeb 3% no respondentiem ir &rti un tikami, ka
kads iepirkumus izdara vinu vieta, savukart 1 jeb 3%no respondenteim &rti ir iepirkties gan fiziskaja, gan
interneta veikala (7.att.).

Fiziskais velkals
Interneta vekals
Kads cits iepérkas mand vietd

_— Cits

7.att. Kurs no iepirkSanas veidiem Jums ir visértakais? (Avots: Autora veiktas aptaujas
rezultatu apkopojums)

Lai noskaidrotu vai respondenti saskata kadas attistibas perspektivas partikas mazumtirdzniecibas nozare
tik jautats “Kadas attistibas perspektivas / iesp&jas nozar€ Jiis saskatat tuvakaja nakotne?”. Maza dala no
respondetiem atbildgja, ka vairs nav iespgjamu jauninajumu partikas mazumtirdzniecibas nozarg,
savukart, liela dala no respondentiem ka savas atbildes ierakstija, ka fiziskie veikali pazudis, lidz ar to
visa tirdznieciba notiks elektroniski; modernizéta iepirk$anas — veikali bez pardevgjiem; lielako dalu no
nozares péc 15-20 gadiem bis parnémusas robotizétas tehnologijas, maksligais intelekts un tiks
paplasinata iesp&ja iepirkties interneta; plasaka tehnologiju ieklausana veikala; attistitakas mobilas
aplikacijas veikaliem ar pieejamiem preCu aprakstiem; viss iepirk§anas process biis automatizets,
paSapkalposanas klis izplatitaka par dzivajiem pardevejiem; iesp&jams mazao veikalu uzpalukums,
piedavajot atskirigaku produkciju ka lielveikalos; nebts veikali (ka kas) visu iesp&jams pasiitit interneta
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Secinajumi

Partikas mazumtirdzniecibas nozaré e-komercija kluvusi par ikdienu, laikam ejot e-komercija kliis arvien
popularaka un ienems fizisko veikalu vietu. Lielaka dala paterétaju dod prieksroku partikas iegadei
fiziskajos veikalos, jo tadejadi tie var aptaustit un apskatit preci, tads iepirkSanas veids tiem ir daudz
ttkamaks. lenakot partikas mazumtirzniecibas nozares jauninajumiem veikalos cilvéki biezak tos
izmanto, jo tie atvieglo un uzlabo to iepirkSanas pieredzi. P&c aptaujas rezultatiem var secinat, ka
attistoties tehonologijam attistas ari partikas mazumtirdzniecibas nozare, Iidz ar to tuvaka laika ir
gaidama strauja nozares attistiba.
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Daina Laiziane. MAJU UZKOPSANAS AR EKOLOGISKAJIEM TIRISANAS
LIDZEKLIEM PAKALPOJUMU SNIEGSANA LATVIJA

Ekonomikas un kultiiras augstskola
Studiju programma “Marketings”’
E-pasts: dainalaizaane@gmail.com

Zinatniskais vaditajs: Dr.oec., profesore Vita Zarina

Anotacija

Pétijuma aktualitate: '"Parastie tiriSanas lidzekli var izraisit virkni veselibas problému: sakot ar nelieliem
kairinajumiem Iidz astmas 1€kmém, hormonaliem trauc€jumiem un pat audzgjiem. Sastavdalas, kas atzitas par
kaitigam ekologiskajos tirisanas lidzeklos (pieméram, APEO, NTA, sintétiskais muskuss, hlors, sodas perborats,
optiskie balinataji u.t.t.), parasti netiek pievienotas, tapec konservanti un smarzvielas joprojam ir visaktualakas, un
ES razotajiem tas ir obligati janorada. Ekologisko tirisanas lidzeklu raZzotaji biezi piedava alternativu - tada pasa
piclictojuma produktu ar vai bez smarzas, augstaka un zemaka koncentracija (zemakas koncentracijas ir
labveligakas cilveku veselibai, bet mazak labveligas atkritumu zina) (livin.lv)" Tiras telpas ir svarigas to iemitnieku
labsajutai un veselibai, tiram telpam nevajadzetu radit papildus draudus veselibai. Latvija ir vairaki lieli uzn€mumi,
kas sniedz maju uzkopsanas pakalpojumus, bet trikst $o pakalpojumu sniedzgju, kas izmanto ekologiskos tiriSanas
lidzeklus. Veicot izp&ti un datu analizi pétijjuma autore vélas noskaidrot cik daudzi no uzkopSanas pakalpojumu
sniedz&jiem izmanto ekologiskus Iidzeklus un cik pieprasiti ir $ie pakalpojumi.

Peétljuma meérkis: Novertét maju uzkopsSanas ar ekologiskajiem tiriSanas lidzekliem nozares attistibas iespgjas
Latvija.
Pétijuma metodes: Literatiiras un interneta resursu analize.

Sasniegtie rezultati: Tika analiz€ta maju uzkopSanas nozare Latvija un ekologisko lidzeklu izmantoSana
uzkopsanas pakalpojumu sniegSana, tika secinats, ka Latvija trukst $adu pakalpojumu sniedz€ju un ir iesp&ja attistit
sada veida uznemejdarbibu.

Atslégas vardi: maju uzkops$ana; ekologiski tiriSanas lidzekli; uznéméjdarbiba.

levads

Sakopta un tira vide ir viens no labsajiitas nosacijumiem lielai sabiedribas dalai. Ne vienmer cilveki
laika resursu ierobezojumu dgl sp&j pasi to nodrosinat, tap&c izvelas, kadu no uzkopsanas pakalpojumu
sniedzg€jiem. Tacu lidzekli, kurus izmanto uzkopsanas pakalpojumu uznémumi var radit nepatikamu vidi
ka arT radit lielaku piesarpojumu dabai. Darba autores mérkis ir novertét maju uzkopSanas ar
ekologiskajiem tiriSanas lidzekliem nozares attistibas iesp&jas Latvija izmantojot literatiiras un interneta
resursu analizi.

Literatiiras apskats

Kas Tsti ir ekologiski sadzives tirisanas lidzekli, neviens nevar pateikt. Tam ir daudz iemeslu. Konkré&ti,
tirisanas lidzeklu ekologiskos raksturlielumus méra nevis péc ekologisko sastavdalu daudzuma, bet gan

11


mailto:dainalaizaane@gmail.com

(.{(-“'N TiA L
9 ('/{:

oJ 7 7
=/ Fl= )eka
b i

<, 2001 6\7‘- %/ EKONOMIKAS UN KULTURAS
CP?’A KOV AUGSTSKOLA

pec to ietekmes uz vidi. Protams, tas visvairak ir atkarigs no sastava, bet nedaudz atskiriga lenki. No
partikas un kosmetikas més sagaidam, ka visas sastavdalas ir barojosas, t.i. labveligas miisu organismam.
Mes negdam un nelietojam tiriSanas [idzeklus uz adas, gluzi pret&ji, mes cenSamies, lai tie p&c iespgjas
mazak nokliitu miisu organisma. M@es sagaidam, ka tiriSanas I1idzekli biis efektivi, bet p&c iesp&jas mazak
kait€s mums un dabai, un p&c §1 kaitiguma limena mes novértgjam to ekologiskumu. (Azguridiené,2015).
Tira un sakartota vide ir loti nozimiga cilvéka labsajiitai, bet biezi vien més neaizdomajamies ka kimiskie

tiriSanas lidzekli var ietekmét So vidi un tas ietekmi uz miisu veselibu.

TiriSanas Iidzeklus uzskata par ekologiskiem, ja tie atbilst noteiktiem visparigiem un specifiskiem
kriterijiem. Visizplatitakais kriterijs ir tads, ka tiem jabut mazak kaitigiem videi neka parastajiem.
Mazgasanas lidzekliem (virsmaktivajam vielam, PAM), nonakot vide, jasadalas nekaitigas vielas,
iepakojumam vajadzetu but tikai tik daudz, cik nepiecieSams, un tas butu japarstrada, produktam
japievieno precizi noradijumi par to, cik daudz un kados gadijumos jalieto tiriSanas lidzeklis un, pats
galvenais, tiem ir efektivi jamazga pat zema temperatiira. Piemé&ram, Euroflower, pieprasa, lai vairums
virsmaktivo vielu noarditos 28 dienu laika, bet dazi tehnologiski progresivi razotaji garanté, ka vinu
produkti sasniedz So raditaju 48 stundas. V&l precizaki kriteriji parasti apliko fosfora daudzumu
produkta, vai razoSana tiek izmantoti naftas produkti, vai razoSana tiek izmantots hlors un citas bistamas
sastavdalas, vai ir GMO produkti, kadi un cik daudz tiek izmantoti aromatizetaji un konservanti. Uz
visiem §iem jautajumiem atbild konkréts standarts, noradot zinamo un aizdomigo sastavdalu robezas.
ES ir prasiba noradit aromatiz€tajus un konservantus, citds valstis pat Sadas prasibas nav.
(Azguridiené,2015). Prasibas pret produktu razotajiem katru gadu pieaug un mainas to uzstadijumi, tapat
ka patéretajiem pieaug prasibas pret pakalpojumu sniedzgjiem.

Uz iepakojuma parasti tiek noradits ta saucamais “kimiskais sastavs”: x% katjonu virsmaktivas vielas,
y% anjonu, visi izmantotie augu ekstrakti un obligatie konservanti un smarzvielas. Patérétajam var un
parasti rodas iespaids, ka vin$ uz iepakojuma redz visu sastavu un var spriest par konkréta tiritaja
iespgjamo kaitejumu. Sis sastavs vairak slépj nevis atklaj. Tapat ka kosmétikas gadijuma, visu sastavu
var redzgt, ja razotajs ir noradijis INCI. Tomér loti maz saimniecibas tiriSanas lidzeklu razotaju to dara.
ES tiesibu akti $adu prasibu nepieprasa, pamatojoties uz komercnoslepumu. No otras puses, ta ka
kimisko elementu iedarbiba ir atkariga no daudziem faktoriem (daudzumu, savienojumiem, izejvielam,
parstrades, koncentracijas u.t.t.), paterétajs nespgj novertet konkréta produkta kaitigumu pat redzot visu
ta sastavu. Tomér, ta ka preces ir salidzinosi jaunas un ap tam cirkulé daudz informacijas par kaitigam
vielam, paterétajs cenSas no tam piesargaties, izvairoties pirkt produktus ar zinamam kaitigdm
sastavdalam. Patérétajam biitu labi zinat, ko vin$ var saprast par tiriSanas lidzeklu iesp&jamo kait&jumu,
un §Ts zinasanas izmantot prakse. (Azguridiené,2015).

Kaitgjums var bt triskarss. Pirma lieta, par kuru, iesp&jams, tiek runats visbiezak, ir kaitgjums veselibai
- ieelpojot, pieskaroties rokam, valkajot tirisanas lidzeklos mazgatas drébes. Parastie tiriSanas Iidzekli
var izraisit virkni veselibas problemu: sakot ar nelieliem kairinajumiem lidz astmas lekmem,
hormonaliem trauc&jumiem un pat audzgjiem. Sastavdalas, kas atzitas par kaitigam ekologiskajos
tiriSanas Iidzeklos (piemé&ram, APEO, NTA, sintétiskais muskuss, hlors, sodas perborats, optiskie
balinataji u.t.t.), parasti netiek pievienotas, tapec konservanti un smarzvielas joprojam ir visaktualakas,
un ES razotajiem tas ir obligati janorada. Ekologisko tiriSanas lidzeklu razotaji biezi piedava alternativu
- tada pasa pielietojuma produktu ar vai bez smarzas, augstaka un zemaka koncentracija (zemakas
koncentracijas ir labveligakas cilveku veselibai, bet mazak labveligas atkritumu zina). Tas, ka samazinat
konservantu daudzumu vai aizstat skarbakos ar maigakiem, iesp&jams, ir “zalo” razotaju laboratoriju
vissvarigakais uzdevums. Ta rezultata produktu sastavs pastavigi uzlabojas.

Tomeér nevajadz&tu uzskatit, ka ta dévetaja ekologiskaja tiriSanas lidzeklT nevajadzetu biit konservantiem.
Atkariba no produkta veida, formulas, koncentracijas un iepakojuma konservanta var biit vairak vai
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mazak, tau pilniba no ta reti var izvairities. Bet tas nemaz nav mérkis - Vissvarigakais ir nevis mazakais
individualais vai individualais kait€juma aspekts, bet gan tas, lai produktam bitu viszemaka kopgja
ietekme uz vidi. Gadas, ka, lai iepriecinatu vidusméra inform&tu paterétaju, raZotajs aizvieto stipraku
konservantu ar vajaku, tapec nakas izmantot vairak virsmaktivo vielu (PAM), kas nav dabai labveligi.
Otrais kait€juma veids ir saistits ar dabu. Pirmais, par ko $eit jaruna, ir izejvielu izcelsme. Ja tiriSanas
lidzeklus gatavo no naftas produktiem, tos nekada gadijuma nevarétu nosaukt par ekologiskiem (lai gan
Euroflower to neaizliedz). Naftas kimijas produktiem griiti noardas, tadgjadi nodarot kait&jumu augsnei,
tidenim, augiem, dzivniekiem un cilvékiem.

Ja ka izejvielu izmanto dzivnieku izcelsmes sastavdalas (pieméram, taukus) vai uz dzivniekiem
izm&ginatus produktus, $adu razotaju nevar uzskatit par ekologisku. Sastavdala, no kuras noteikti
jaizvairas, ir fosfati - nonakot notekiidenos, tie darbojas ka méslojums un veicina algu vairo$anos
tidenstilpes, kas nogalina tidensdzivniekus. TreSais kait€juma veids ir saistits ar produkta efektivitati.
Vides aizsardzibas literattira tas tiek reti minéts, bet ir ne mazak svarigs, jo tas tiesi ietekmé paterétaju
uzvedibu. Ekologiskajiem tiriSanas Iidzekliem vajadzgetu tirit ne sliktak par parastajiem. Pretja gadijuma
vai nu cilveki tos lietos lielaka daudzuma (kas nozimé vairak atkritumu) vai ari atgriezisies pie
parastajiem, vairak piesarnojosajiem. Tikai nedaudzi mainis prasibas argjai tiribai, nevis tiriSanas
lidzeklim. Bet, ka jau minéts, no vides aizsardzibas viedokla ar to nepietiek. (Azguridiene,2015).

Pé&c veseliga dzivesveida pétnieces Azguridiené ieteikumiem izvéloties ekologiskos tiriSanas lidzeklus
biitu japieverS uzmaniba informacijai uz iepakojuma, lai tas biitu raZots bez naftas produktiem un
biologiski viegli noarditos; lai produkts nesaturétu fosforu (P) un fosfatus; lai neizmantotu dzivnieku
dalas un produkti netiktu parbauditi uz dzivniekiem.

Ja razotajs norada pilnu produkta sastavu (INCI), ta ir milziga prieksrociba paradit, ka uznémums ir
caurspidigs un netiecas péc l&tas popularitates, nodroSinot reklamai piemé&rotus sastava aprakstus un
slépjot tas nepiecieSamas kimiskas vielas, kuram nav nekaitiga aizstajéja. Lasot kimisko sastavu, janem
vera, ka razotajam tas nav obligati janorada pilniba. Tadgjadi, ja netiek sniegts INCI, visticamak, dazas
sastavdalas tiks izlaistas. Japatur prata, ka INCI un kimiskaja sastava lietotie termini ir atSkirigi, tapec
Jiis, iespgjams, neatpazisiet mekletas sastavdalas. Ja ir kads eko sertifikats (nav obligati jabiit logotipam,
tas var but teikums, ka produktu kontrolg attieciga iestade), ta ir garantija, ka tas nav slikts. Tiesa, tas
negaranté, ka tas ir labaks par citiem, kas nav sertificéti. (Azguridiené, 2015).

Ilgtspgjiba ir vards, kas mudina vairakas ekonomikas visa pasaulg izvirzit verienigus ilgtsp&jibas meérkus.
Lai ierobezotu globalo sasilSanu, emisijas jasamazina par 50 procentiem Iidz 2030. gadam un lidz 2050.
gadam Iidz nullei. Ta rezultata korporacijam nav citas izvéles, ka novertét savu oglekla ietekmi un
ilgtspgjibas stratégijas, lai saprastu, kur tas ir parmeérigi paklautas klimata riskam un nepietiekami
paklautas ietekmei. iespg&ja kltt zalam. (Beukes,2021).

Aplikojot 1pasi uzkopSanas nozari, nozare paslaik piedzivo ievérojamas parmainas atbilstosi klientu
pieprasjumam pec videi nekaitigakiem produktiem, lielakas socialas atbildibas politikas un
pakalpojumu sniedz&ju apnemsanas nodrosinat ilgtspgjibu. Ilgtsp&jiba ir versta uz misu vajadzibu
apmierinasanu tada veida, kas neapdraud nakamo paaudzu sp&ju apmierinat savas vajadzibas, un, lai gan
zalie pasakumi jau sak veidoties, komercialajiem uzkopSanas uznémumiem ir arvien lielakas iesp&jas tos
uzlabot. (Beukes,2021).

Tlgtspgjiga tiriSana ir saistita ar biologisku produktu un metozu izmantoSanu, kas ir dro$aki gan videi,
gan cilveéku veselibai. Videi draudzigi tiriSanas lidzekli var samazinat gaisa un tidens piesarnojumu, ka
arT palidzet cinities pret ozona slana noardiSanos un klimata parmainam nakotn&. Turklat uznémumi
tiriSanas nozaré var izmantot jaunas tehnologijas, pieméram, mazgajamas mikroskiedras mopu galvinas
un dranas, jo tie izmanto mazak tdens un velas mazgaSanas materialu, tad€jadi samazinot atkritumu
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daudzumu visa biznesa. No ekonomiska viedokla tas nodroSina tiriSanas ekspertiem vairakas izmaksu
prieksrocibas, ka arT samazina organizacijas ietekmi uz vidi.(Beukes, 2021).

Komercialie tiriSanas uzn@mumi var ari paaugstinat ilgtsp&jibu uz nakamo limeni, pienemot atkritumu
hierarhiju, kas ietver tris galvenos ITmenus: samazinasanu, atkartotu izmantosanu un parstradi. TiriSanas
lidzeklu un kimisko vielu patérina samazinaSana ir butiska atkritumu hierarhija, kam ciesi seko
prickSmetu atkartota izmantoSana vai parveidosana, lai ierobezotu atkritumu daudzumu un nodrosSinatu
mazaku energijas patérinu. Parstrade ir populara arT tiri§anas nozares uznémumu vidd, jo pasi tapéc, ka
ir Joti maz materialu, ko nevar parstradat. (Beukes,2021).

Ilgtspgjibas uzlabosana tiriSanas nozare ietver resursu izmantoSanas samazinasanu visa produkta dzives
cikla. Ilgtspgjiba virza daudzas ekonomikas visa pasaulé. Pamatnostadnés globalas sasilSanas
ierobezosanai ir paredzgts lidz 2030. gadam samazinat oglekla dioksida un citu siltumnicefekta gazu neto
emisijas par 50 procentiem un lidz 2050. gadam neizraisit neto emisijas, ko parasti sauc par neto nulli.
Sis merkis liek uznémumiem novertét savas stratégijas, lai kliitu par zalu. Ilgtsp&jigas tiriSanas nozaré
notiek Tpasi nozimigas parmainas attieciba uz klientu prasibam p&c videi nekaitigakiem produktiem un
lielakas ilgtspgjibas. Lai sasniegtu $o mérki, blis jaapmierina vinu pasreizgjas vajadzibas, netraucgjot
iesp&ju apmierinat nakamo paaudzu vajadzibas. UzkopSanas uznémumi jau sak Tstenot zalas iniciativas,
tacu joprojam pastav daudzas iesp&jas vides uzlaboSanai.(Toolsense.com).

llgtspéjigi tirisanas lidzekli izmanto daudzus resursus, pieméram, energiju, Gdeni un citus materialus
visos to dzives cikla posmos. Sis fazes ietver produkta raZo$anu, transportésanu un uzglabasanu papildus
produkta un ta iepakojuma iznicinasanai. Ilgtspg€jibas iniciativu merkis ir palielinat kop&jo resursu
izmantosanas efektivitati visa produkta dzives cikla. Piem&ram, jauns process, kas samazina produkta
razo$anai nepiecieSamo energiju, nebitu ilgtsp&jigs, ja tas ari palielinatu produkta transportéSanai un
lietoSanai nepiecieSamo energiju par vairak neka ta razo$ana ietaupito energiju. Dzives cikla analize ir
metode, kas péta kop&jos produktam nepiecieSamos resursus, kas sastav no Sadiem elementiem:
izejvielas; iepakojums; energija; Gdens. Izejvielas ir visi izstradajuma razo$ana izmantotie materiali,
iznemot Udeni. lepakojums aizsarga produktu no ta izgatavosanas briza lidz lietoSanai. Produkta un ta
iepakojuma razo$anai papildus transporté3anai ir nepiecieSsama energija. Udeni var izmantot dazados
produkta dzives cikla posmos. (Toolsense.com)

Pétijuma metodologija

Tika analizéta literatira un interneta resursos pieejama informacija par ekologiskajiem uzkop$anas
lidzekliem un ilgtspgjibu uzkopSanas pakalpojumu uzp€mumos. Tika apskatita interneta resursos
pieejama informacija par uzkopSanas uznémumiem Latvija, tika analizeti 7 Latvijas uzp@mumi, kuri
piedava uzkopsanas pakalpojumus. Tika apskatits pakalpojumu klasts un izmantotie Iidzek]i.

Pétijuma rezultati

Apskatot piecu Latvijas uzn€mumu piedavajumus, tikai viens no Siem uznémumiem noradija, ka ir
iespgjams veikt uzkops$anu ar ekologiskajiem lidzekliem, bet nevienam no Siem uznémumiem nav
prioritari izvirzita vélme uzkopt ar ekologiskajiem lidzekliem un uznémumiem nav planots pariet uz
ilgtspgjigakiem materialiem un uzlabot sava uznémuma pakalpojumus, lai tie butu aktualaki plasakai
auditorijai. Ne visi uznémumi norada tiriSanas lidzeklus, kurus izmanto, ka ar1 daudzi uzp€mumi
sadarbojas ar tiriSanas lidzeklu izplatitajiem un piedava to produktus. Veicot izpéti p&tijuma autore ari
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pamanija, ka uznémumu lielakais fokuss ir komercialo telpu uzkopSana un mazak tiek piedavata maju
uzkops$ana, tas varétu art noradit, ka maju uzkops$anai ir mazaks pieprasijums.

Secinajumi

Ekologisku lidzeklu izmantosana paliek arvien popularaka un klis arvien pieprasitaka, Ta Sobrid ir briva
niSa Latvijas uzkopSanas pakalpojumu uzn€mumu piedavajuma un S$aja virziena ir iespgja attistit
uznéméejdarbibu. Maju uzkopsana nav uznémumu galvenais fokuss, tas visbiezak ir komercialas telpas.
Maju uzkopSana ar ekologiskajiem tiriSanas lidzekliem varétu but laba uznémégjdarbibas ideja
individualajiem komersantiem.

Izmantotas literatiiras un informacijas avotu saraksts
Clean Link (2021). Sustainability and the Future of Commercial Cleaning. Elektroniskais resurss [skatits
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Commercial-Cleaning--27253

Livin (2015). Kas ir ekologiskie tiriSanas lidzekli un ka tos izvéleties? Elektroniskais resurss [skatits
28.02.2023]. Pieejams: https://www.livin.lv/jaunumi-un-raksti/kas-ir-ekologiskie-tirisanas-lidzekli-un-
ka-tos-izveleties-I-guoda-azguridiene

Sustainability in the Cleaning Industry (2022). The Cleaning Industry and Sustainability: Clean and
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Jelena Terentjeva. SKAISTUMKOPSANAS NOZARES ATTISTIBA RIGA

Ekonomikas un kultiiras augstskola
Studiju programma “Marketings”’
E-pasts: jelena.terentjeva-1@inbox.lv

Zinatniskais vaditajs: Dr.oec., profesore Vita Zarina

Anotacija
Pétijuma aktualitate: "Parastie tiriSanas lidzekli var izraisit virkni veselibas problému: sakot ar nelieliem
kairinajumiem Iidz astmas lekm&m, hormonaliem traucgjumiem un pat audzgjiem. Sastavdalas, kas atzitas par
kaitigam ekologiskajos tirisanas lidzeklos (pieméram, APEO, NTA, sintétiskais muskuss, hlors, sodas perborats,
optiskie balinataji u.t.t.), parasti netiek pievienotas, tapéc konservanti un smarzvielas joprojam ir visaktualakas, un
ES razotajiem tas ir obligati janorada. Ekologisko tiriSanas lidzeklu razotaji biezi piedava alternativu - tada pasa
pielietojuma produktu ar vai bez smarzas, augstaka un zemaka koncentracija (zemakas koncentracijas ir
labveligakas cilveku veselibai, bet mazak labveéligas atkritumu zina) (livin.lv)" Tiras telpas ir svarigas to iemitnieku
labsajiitai un veselibai, tiram telpam nevajadz&tu radit papildus draudus veselibai. Latvija ir vairaki lieli uznémumi,
kas sniedz maju uzkopsanas pakalpojumus, bet trikst $o pakalpojumu sniedz&ju, kas izmanto ekologiskos tiriSanas
lidzeklus. Veicot izp@ti un datu analizi p&tjjuma autore vélas noskaidrot cik daudzi no uzkopSanas pakalpojumu

sniedz&jiem izmanto ekologiskus Iidzeklus un cik pieprasiti ir $ie pakalpojumi.
Pétijuma meérkis: [zpétit skaistumkopsanas nozares attistibas iesp&jas un tendences Riga.

Pétijuma metodes: Sekundaro analizes metodes un literatiiras analize. Tika veikta analize skaistumkopSanas
nozares produktu razoSana un pakalpojumu sniegSana.

Sasniegtie rezultati: Apkopoju un analiz&ju informaciju par nozares attistibas tendencém Latvija. Apkopoti dati
par skaistumkopsanas pakalpojumu nozares uzn@mumu prognoze€m par apgrozijuma izmainam vietgja tirgi.

Atslégas vardi: maju uzkops$ana; ekologiski tiriSanas lidzekli; uznéméjdarbiba.

levads

Skaistumkops$anas nozaré musdienas verojama frizieru un skaistumkops$anas pakalpojumu un fiziskas
labsajuitas uzlaboSanas pakalpojumu sektora ieklauto skaistumkopSanas darbibas veidu un jomu
parklasanas, pieméram, profesijas skaistumkopSanas specialists (kosmetologija), kosmétikis, SPA
specialists un citas pastav cieSa profesionalas darbibas saikne, ka ar profesionalo uzdevumu parklasanas.
SkaistumkopSanas nozar€ svarigi ir veicinat jau esoSo profesionalo asociaciju darbibu un sadarbibu ar
valsts institlicijam nozares darba tirgus un profesionalas izglitibas sakarto$ana.

Izvertgjot Latvija pardoto skaistumkopSanas pakalpojumu dinamiku, veérojamas atskirigas tendences
Rigas centra salonos un skaistumkopSanas salonos arpus Rigas un regionos. Izveértgjot Latvija pardoto
skaistumkopsSanas pakalpojumu dinamiku, verojams, ka 2022. gada, salidzinot ar 2020. gadu, Rigas
centra skaistumkopS8anas salonos bijis kritums, kamér dazados tirdzniecibas centros - aptuveni 10-20%
liels pieaugums(Skaistumkopsanas pakalpojumi,iesp&jas, atbildiba un riski,2015). Tas saistits ar
iedzivotaju paradumu izmainam, jo arvien vairak iedzivotaju vélas sanemt pilnu skaistumkopSanas
pakalpojumu klastu (friziera, manikira, pedikira, solarija u.c. pakalpojumus) vienuviet un apvienot
skaistumkopsanu ar citiem ikdienas darbiem, piemeram, iepirkSanos.
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P&tfjuma mérkis bija izpétit skaistumkopsSanas nozares attistibas iesp&jas un tendences Riga. Peétijuma
metodes tika icklautas sekundaro analizes metodes un literatiiras analize. Tika veikta analize
skaistumkopSanas nozares produktu razoSana un pakalpojumu sniegSana. Apkopoti dati par
skaistumkopSanas pakalpojumu nozares uznémumu prognoz&€m par apgrozijuma izmainam vietgja tirgi.

Literatiiras apskats

SkaistumkopsSanas pakalpojumu sniedzgji sniedz friziera, manikira, pedikira, tetovéSanas, tai skaita
mikropigmentacijas, permanentd grima, skarifikacijas, pirsinga, kosmetiska iedeguma, baseina vai
publiskas pirts pakalpojumus, ka arT tie, kas pakalpojumu sniegSanai izmanto fiziskas, fizikalas un
kimiskas metodes. SkaistumkopSanas pakalpojumi ir estétiskas kermena procediiras labsajitai un
izklaidei, kurus sniedz friziera, manikira, pedikira, mikropigmentacijas, pirts vai baseina pakalpojumu
sniedzgji, vai dazadu kosmétisku problému risina$ana, pieméram, adas apstrades vai profilaktiskas
procediras, kuras sniedz skaistumkopSanas specialists (kosmetologija) vai kosmétikis, kuri ir ieguvusi
augstaku izglitibu skaistumkopsana un ir arstniecibas personas.

SkaistumkopsSanas pakalpojumus var sniegt juridiska persona (uznémuma darbinieki atbilstosi
normativajiem aktiem sniedz skaistumkopsanas pakalpojumus) un fiziska persona, kura registr&jusi savu
saimniecisko darbibu Valsts ien€mumu dienesta un pazinojusi Veselibas inspekcija par saimnieciskas
darbibas skaistumkops$ana uzsaksanu. Skaistumkops$anas pakalpojumu sniedz gan arstniecibas personas,
t.i. kosmétiki un skaistumkopsanas specialisti kosmetologija, kas risina dazadas kosmétiskas problémas,
veic adas apstradi un profilaktiskas procediras, gan frizieri, manikira, pedikira, mikropigmentacijas
specialisti, pirtnieki u.c., kas sniedz estetiskas kermena procediiras labsajutai un izklaidei®.
Skaistumkops$ana stradajoso profesionalo kvalifikaciju apliecina valsts atziti profesionalas izglitibas un
profesionalas kvalifikacijas dokumenti. Arstniecibas personam papildus izglitibas dokumentam
nepiecieS8ams ari Latvijas Arstniecibas personu profesiondlo organizaciju savienibas izsniegts
arstniecibas personas sertifikats. Citiem nozar€ stradajosajiem specialistiem saskana ar normativo aktu
prasibam papildus izglitibas dokumentam jabiut ari derigai apliecibai par apmacibu programmas
"Skaistumkopsanas pakalpojumu sniegSanai noteiktas minimalas higi€nas prasibas" apgtiSanu.

Ikdiena més riipgjamies par sejas un adas kopSanu, bet tikpat licla uzmaniba japievers art nagu kopsSanai,
jo nagi tacu ir miisu vizitkarte! Kopti nagi liecina, ka cilveks rupgjas arT par pargjo kermeni. Friziira visos
laikos ir aizn@musi nozimigu vietu cilvéka dzive. Jau V-VI g.tukst. p.m.&. cilveki loti riipgjas par saviem
matiem. Par pagajuso gadsimtu friziiram més varam peéc makslas darbiem. Friztras biezi mainijusas
siluetu, formu. Tas noticis vésturisku notikumu, religisku un estétisku uzskatu, personigas gaumes un
nejausibas iespaida. Katrs laikmets friztiras makslas attistiba ienesis daudz jauna.

Latvija registréti 1269 uznémumi, kuru darbibas veids ir 93.02 (Frizieru un skaistumkop$anas
pakalpojumi). Visvairak Rigas rajona — 933 uznémumi, otraja vieta ir Talsu rajons — 63 uznémumi, Ogres
rajona ir tikai 25 uznémumi ar $o darbiba veidu (no tiem 16 Ogre).? Ja ir tik liels skaits uznémumu — ir
pieprasijums. Pastav loti daudzi riski, kuri uzp@mgjam ir janem véra. Pats svarigakais — jasaprot, ka ar
skaistumkops$anu saistitie pakalpojumi nav pirmas nepiecieSamibas preces, cilvékiem svarigaks ir €diens
un majas. Palielinoties inflacijai un samazinoties iedzivotaju labklajibas limenim, samazinasies ari
pieprasijums p&c So nozaru pakalpojumiem.

VISC (2019). Skaistumkopsanas nozares kvalifikaciju struktira. Pieejams:
https://visc.gov.Iv/profizglitiba/dokumenti/nozkval/NKS _skaistumkopsana.pdf
https://www.lursoft.lv/appserver3?Form=NACECATA&Token=63823277&ncode=93.02&versija=2&
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Pétijuma rezultati

Aptaujatie skaistumkopSanas pakalpojumu nozares parstavji jautajuma par apgrozijuma izmainam
izsaka $adas prognozes: 22,9% prognoze apgrozijuma picaugumu; 59,4% uzskata, ka tas paliks tada
pasaliment;17,7%respondentu prognoze, ka apgrozijums samazinasies (1.att.)3.

Skaistumkop$ana
| | I |
229 59.4
| | I I I |
Pieaugs Paliks tada pasa limeni ™ Samazinasies

1.att. SkaistumkopSanas nozares uznémumu prognozes par apgrozijuma izmainam 2022.gada

Lai arT lielaka dala aptaujato uznémé&ju norada, ka skaistumkop$anas nozares apgrozijums paliks
lidzsingja [iment, 36,4% no fiziskas labsajiitas uzlabosanas pakalpojumu sektora parstavjiem prognoze,
ka apgrozijums 2012.gada viet&ja tirgn picaugs (2. att.).

Frizieru un skaistumkopsanas pakalpojumi

I I I I
17.9 58.1 23.9

36.4 51.5 12.1
I I I I

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

Pieaugs Paliks tada pasa limeni Samazinasies

2.att.Skaistumkopsanas nozares uzn€mumu prognozes par apgrozijuma izmainam 2022.gada
vietgja tirgli(%)sadalijuma pa skaistumkop3anas pakalpojumu nozares sektoriem*

51,5%nolabsajiitasuzlabosanaspakalpojumu sektora uznémumiem savukart prognozg, ka apgrozijums
vietgja tirgii paliks tada pasa liment, bet 12,1% uzskata, ka tas samazinasies. Labsajiitas uzlaboSanas
pakalpojumu sektora uzn€mé&ju prognozes par apgrozijuma izmainam 2012. gada vietgja tirgd ir
pozitivakas salidzinajuma ar apgrozijuma prognozém skaistumkopsanas nozaré kopuma, proti, sektora
ir parl13,5%vairak uznémgju, kuri nozares apgrozijuma izmainas vietgja tirgll prognoze€ pieaugumu.
Savukart 17,9% no frizieru pakalpojumu sektora parstavjiem prognoze, ka apgrozijums pieaugs, 58,1%
doma, ka tas paliks tada pasa [imeni un 23,9% respondentu uzskata, ka tas samazinasies. Secinam, ka
Saja sektora, salidzinot ar nozari kopuma, par 6,2% lielaks ir to uznéméju skaits, kuri 2022.gada vietgja
tirgli prognoze€ apgrozijumakritumu.

Turpat
4https://www.lursoft.Iv/appserver3?Form=NACECATA&Token=63823277&ncode=93.02&versija=2&
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3.att. Skaistumkopsanas pakalpojumu nozares uznémumu prognozes par apgrozijuma
izmainam 2022.gada viet&ja tirgii (%) sadalijuma pa regioniem®

Aptaujatie skaistumkopsSanas pakalpojumu nozares uzn€mumu parstavji uz jautdjumu par nozares
apgrozijuma izmainam 2022. gada vietgja tirgl izsaka $adas prognozes:

21,4% respondentu uzskata, ka Zemgales regiona apgrozijums pieaugs, savukart
71,4%respondentu prognoze, ka tas paliks tada paSa ltmeni un7,1% prognoze, ka tas
samazinasies;

21,1% respondentu uzskata, ka Vidzemes regiona apgrozijums pieaugs, 63,2%, ka tas paliks tada
pasa [imen1 unl5,8% prognozg, ka tas samazinasies;

35,7% respondentu uzskata, ka Rigas regiona apgrozijums pieaugs, 51%, ka tas paliks tada pasa
Itment un13,3% prognozg, ka tas samazinasies;

33,3% respondentu uzskata, ka Pierigas regiona apgrozijums pieaugs, 58,3%, ka tas paliks tada
pasa Itment un8,3% prognozg, ka tas samazinasies;

33,3% respondentu uzskata, ka Latgales regiona apgrozijums pieaugs, 29,6%, ka tas paliks tada
pasa [imen1 un37%prognoze,ka tas samazinasies;

36% respondentu uzskata, ka Kurzemes regiona apgrozijums pieaugs, 52%, ka tas paliks tada
pasa [imen1 un 12% prognoze ka tas samazinasies.

Izvértjot respondentu atbildes, var secinat, ka visos regionos, iznemot Latgales regionu, kura
respondenti prognozg€ galvenokart apgrozijuma samazinaSanos, lielaka dala respondentu uzskata,
kaapgrozijums2022.gada vietgja tirgl paliks tada pasa Itment ka paslaik. SkaistumkopSanas nozare
Latvija seko 11dzi tendencem pasaul€. Krasas izmainas nav gaidamas un parsvara nenotiek, tomér modes
tendences mainas atkariba no sezonas un sniegto pakalpojumu un piedavato inovativo procediiru
piedavajumu klasts skaistumkopsanas joma palielinas ik dienu.

SCSP (2022). Statistika. Frizieru un skaistumkopsanas nozare.
https://www.csb.gov.lv/lv/statistika/meklet?’keyword=Frizieru+un+skaistumkopSanas+nozare

+&product_type%5Bstatistics table%5D=statistics table&product type%5Binfographic%5D

=infographic&publication date%5Bmin%5D=&publication date%5Bmax%5D=&reference

period%5B1%5D=1
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Secinajumi

Skaistumkops$anas nozare ieklauj frizieru, skaistumkops$anas pakalpojumu sektoru un fiziskas labsajiitas
uzlaboSanas sektoru.Skaistumkopsanas pakalpojumus var sniegt gan juridiska persona (uzn€muma
darbinieki atbilsto$i normativajiem aktiem sniedz skaistumkops$anas pakalpojumus), gan fiziska persona,
kura registr&jusi savu saimniecisko darbibu Valsts ieneémumu dienesta un pazinojusi Veselibas inspekcija
par saimnieciskas darbibas skaistumkopsana uzsaksanu.

SkaistumkopsSanas pakalpojumu sniedz gan arstniecibas personas, t.i. kosmétiki un skaistumkopsanas
specialisti kosmetologija, kas risina dazadas kosmétiskas problémas, veic adas apstradi un profilaktiskas
procediiras, gan frizieri, manikira, pedikira, mikropigmentacijas specialisti, pirtnieki u.c., kas sniedz
estetiskas kermena procediiras labsajiitai un izklaidei

Sobrid nozaré ir iespéjams apmierinat loti dazadu pieprasijumu, jo meistari apgist un spgj realizét
dazadas skaistumkops$anas tehnikas. SkaistumkopsSanas produkcija pakalpojumu snieg$anas realizacijai
parsvara tiek importeta, bet Latvija no kosmétiskajiem Iidzekliem galvenokart tiek razota kopjosa
kosmétika. Skaistumkopsana, vienmer lielaks pieprasijums ir p&c produktiem un pakalpojumiem, kas
nosaka arT to piedavajumu.

Izmantotas literatiiras un informacijas avotu saraksts

Centrala Statistikas parvalde (2022). Statistika. Frizieru un skaistumkopsanas nozare. Elektroniskais
resurss [skatits 27.03.2023.]. Pieejams:
https://www.csb.gov.lv/lv/statistika/meklet?keyword=Frizieru+un+skaistumkop$anas+nozaré+&produ
ct_type%>5Bstatistics table%5D=statistics _table&product type%5Binfographic%5D=infographic&pu
blication_date%5Bmin%5D=&publication_date%5Bmax%5D=&reference period%5B1%5D=1

Lursofts (2023). Elektroniskais resurss [skatits 29.03.2023].
https://www.lursoft.lv/appserver3?Form=NACECATA&Token=63823277&ncode=93.02&versija=2&

SkaistumkopSanas nozares apraksts (2012). Elektroniskais resurss [skatits 27.03.2023.]. Peejams:
https://arodbiedribas.lv/wpcontent/uploads/2020/02/skaistumkopsana_2012.pdf(sk.25.02.2023)

Skaistumkopsanas pakalpojumi - iespgjas, atbildiba un riski (2015). Elektroniskais resurss [skatits
28.03.2023.]. Pieejams: https://ir.lv/blogi-raksti/skaistumkopsanas-pakalpojumi-iespejas-atbildiba-un
riski/(sk.25.02.2023)

VISC (2019). Skaistumkopsanas nozares kvalifikaciju struktiira. Elektroniskais resurss [skatits
27.03.2023.]. Pieejams: https://visc.gov.lv/profizglitiba/dokumenti/nozkval/NKS _skaistumkopsana.pdf
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Marina Kura¢enko. SABIEDRISKAS EDINASANAS NOZARES UZNEMUMU
ATTISTIBAS IESPEJAS LATVIJA

Ekonomikas un kultiiras augstskola

>

Studiju programma “Marketings’
E-pasts: kuracenkomarina@inbox.lv

Zinatniskais vaditajs: Dr.oec., profesore Vita Zarina

Anotacija

Pétijuma aktualitate: Sabiedriskajai €édinasanai ir diezgan liela nozime cilvéka dzive. Papildus fiziologisko uztura
vajadzibu apmierinaSanai, Cilvékam vajag ne tikai &st, bet arl sazinaties. EdinaSanas vietas ir viena no retajam
vietam, kur darbojas visas manas un rada vispargju gandarfjuma sajiitu. Ediena, apkalpo3anas un atmosferas
vertgjuma apvienota garsa, redze, smarza un taustes sajutas. 2018.gada sabiedriskas €dinasanas nozares uzn€émumi
valsts kopbudzeta nodoklos samaksajusi 127,31 milj.EUR, kas veido 1,8% no visas nodoklu kopsummas, kuru
uznémumi pérn samaksajusi valsts kopbudzeta. Gada laika &dinasanas nozaré registréto uznémumu samaksato
nodoklu apjoms palielindjies par 19,87%. Samaksato valsts socialas apdros§inasanas obligato iemaksu apjoms gada
laika pieaudzis par 24%, bet iedzivotaju ienakuma nodokla apjoms — par 3,94% (Lursoft, 2019). Tiesi $is faktors
liek pardomat ka gadu no gada sabiedriskas €dinasanas bizness strauji attistas. Par apmeklétajiem ir nopietna
konkurence, kas liecina ka ir japardoma ne tikai galvena restorana strat€gija un stils, bet arT detalas, kas padara
iestadi unikalu un neatkartojamu.

Pétijuma meérkis: Novertet un izpétit sabiedriskas &dinasanas nozares uznémumu attistibas iesp&jas Latvija.
Pétijuma metodes: Dokumentu un sekundaro datu analize, grafiska analize.

Sasniegtie rezultati: Darba ir sniegta sabiedriskas €dina$anas nozares izp€te un raksturojums. Balstoties uz
sabiedriskas €dinasanas nozares pétjjumu rezultatiem tiek konstatets, ka Latvija ir iesp&jas attistities jauniem
uznémumiem $aja niSa, bet tiem ir jabit ar jauno un labi izstradato strat€giju un inovativu biznesa ideju, lai
piesaistttu klientus.

Atslegas vardi: sabiedriska &dinasana; attistiba; konkurence; apkalpoSana; stratégija.

levads

Restoranu bizness atskiras no visiem par&jiem biznesa veidiem. Si ir nozare, kas apvieno makslu un
tradicijas, marketinga specialistu darbibas mehanismus un pieredzi, apkalposanas filozofiju un
potencialas auditorijas veidosanas koncepciju. Sobrid restoranu bizness ir viena no sarezgitakajam un
straujak augosajam darbibas jomam. Paaugstinoties dzives Iimenim, palielinas potencialo klientu skaits,
kas savukart izraisa restoranu un kafejnicu skaita pieaugumu un konkurétsp&jas pieaugumu $aja joma.
Restorani un kafejnicas tiek izmantoti gan paSiem pasakumiem (kazas, bankets vai citi nozimigi
pasakumi), gan biznesa tikSanas, vakarinas, atpiita ar draugiem. Tas viss liek restoraniem un kafejnicam
sacensties par apmekl&tajiem, izmantojot masdienigus rikus un stratégijas. TieSi Sis faktors liek
vadosajiem vaditajiem pardomat ne tikai galveno restorana strat€giju un stilu, bet arT detalas, kas padara
So iestadi unikalu un neatkartojamu.
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Restoranu bizness kliist veiksmigs tikai tad, ja tas ir versts ne tikai uz apmekl&taju vélmju un vajadzibu
apmierinasanu, bet arT uz apstaklu radiSanu restoranu apmekl&uma palielinaSanai un jaunu klientu
piesaistei. Janem veéra, ka no uznéméjdarbibas viedokla, sabiedriskas édinasanas nozaré nav viegli veikt
uznéméjdarbibu, §1 sektora uzn€mumiem v&l vairak janem vera §is nozares specifika — sezonalitate.
Ziemas sezona &dinasanas uzn€mumu apgrozijums un pelna strauji riik, kas veicina daudzu uzp€mumu
“aizieSanu” no tirgus. Tomer lai pastavE€tu un attistitos, arl ziemas perioda, ir nemitigi javeicina
uzneémuma konkurétsp&ja.Petijuma merkis: Novertét un izpetit sabiedriskas &dinaSanas nozares
uznémumu attistibas iesp&jas Latvija. Lai sasniegtu mérki, tiek izvirziti $adi uzdevumi: sniegt ieskatu
sabiedriskas &dinasanas nozares aktualitatés Latvija; izanaliz€t iegito informaciju un identificét
butiskakos izaicinagjumus un problémas $aja nozar€; un izstradat secinajumus par sabiedriskas édinasanas
uznémumu attistibas iesp&jam Latvija. Petjjuma metodes bija dokumentu un sekundaro datu analize, ka
arT grafiska analize.

Analitiskais apskats

Sabiedriskas &dinasanas nozare - nozare, kas paredzeta kulinarijas izstradajumu, miltu konditorejas un
maizes izstradajumu razosanai, to realizacijai un (vai) patérina organizésanai. Sabiedriskas &dinasanas
nozare ir sadalita dazados veidos - uzn€muma veids ar raksturigam pakalpojuma iezimé€m, Tstu
kulinarijas ~ produktu sortimentu  un  paterétajiem sniegto  pakalpojumu  klastu.
Ir $adi &dinasanas iestazu veidi:

— Restorans - sabiedriskas &dinasanas iestade ar plasu kompleksas razoSanas edienu klastu, tai
skaita péc pasitijuma izgatavotus un firmas &dienus un izstradajumus; alkoholiskie,
bezalkoholiskie, karstie un cita veida dzerieni, miltu konditorejas un maizes izstradajumi,
tabakas izstradajumi, iepirktas preces, ar augstu apkalposanas Iimeni un, ka likums, apvienojuma
ar atpiitas un izklaides organizg€Sanu.

— Kafejnica - uzn€mums paterétaju edinasanai un (vai bez) atpiitai ar ierobezota &dinasanas precu
klasta nodrosSinasanu salidzinajuma ar restoranu, pardodot p&c pasiitijuma izgatavotus &dienus,
produktus un alkoholiskos un bezalkoholiskos dzgrienus.

— Ednica - sabiedrisks vai apkalpo noteiktu patérétaju kontingentu, raZo un pardod édienus un
kulinarijas izstradajumus atbilstosi &dienkartei, kas atSkiras pa ned€las dienam.

— Uzkodu bars - sabiedriskas &dinasanas uzn€mums, kas aprikots ar bufeti vai bara leti, kas pardod
karstos dz€rienus no kafijas, t€jas, bezalkoholiskajiem dzerieniem, ierobezotu &dinasanas
produktu klastu no augstas gatavibas pakapes pusfabrikatiem, tai skaita sviestmaizes, miltu
maizes un konditorejas izstradajumus, karsto vienkarso trauku izgatavosana un iepirktas preces.

— Edinasanas iestades ar €dienu pardo$anu promne$anai;

— Bars - iestade, kas aprikota ar baru un pardod, atkariba no specializacijas, alkoholiskos un (vai)
bezalkoholiskos dzerienus, karstos un bezalkoholiskos dzgrienus, kokteilus, aukstas un karstas
uzkodas un &dienus ierobezota sortimenta, iegadatas preces.

Sabiedriskas &dinasanas sféras uzn€mumi neietver tikai pakalpojumu piedavasanu, bet tie ir arl
viesmilibas sniedzgji. Edinasanas sfera viesmiliba ir pat noteico$aka par pasu pakalpojumu, jo §Ts nozares
uznémumiem ir javeicina paterétaju pieplidums, kas saistits ar klientu apmierinatibu, vajadzibu un
velmju apmierinasanu. Tikai apmierinati klienti $ada veida uznémumos atgriezas un ir lojali. Viesmilibas
nozari veido viesnicas, restorani un sabiedriskds &dinasanas uznémumi. So nozari médz apzimét ar
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terminu HORECA, viena no visstraujak augo$ajam Eiropa. ST nozare ir svarigs darbavietu avots
pakalpojumu nozarg un daudzas ES dalibvalstis arT tautsaimnieciba kopuma.

Ka liecina petijums, tad neskatoties uz to, ka nozares uzn€mumu kopgjais apgrozijums ik gadu palielinas,
to rezultats péc nodoklu nomaksas nav tik pozitivs. Nozares parstavji norada uz VID neieinteres&to
attiecksmi un sarezgljumiem nozaré, sakot ar problémam atrast darbiniekus, beidzot ar augstajiem
nodokliem, kas kave nozares attistibu un lai izdzivotu, dazkart izv€las stradat pelekaja zona.

"PVN samazinasana biitu nozimigs atspaids. Paviesojoties dazadas valstis un papétot €stuves cekus,
gadijies noverot, cik lielas m&dz bt §1 nodokla atskiribas dazadas Eiropas valstis. Piemeram, Italija PVN
edinatajiem, skiet, ir tikai Cetri procenti, kada cita valstt tie bija astoni procenti, pie mums — ka ir 21
procents, ta paliek. " - €dinasanas uzn€muma Osvalds Pupa Sefpavars Oskars Paltins. (plz.lv, 2021)
"Restoranu nozarei biitiska ir samazinatas PVN likmes ievie$ana, ko jau ieviesuSas daudzas citas valstis."
- SIA “TERRA Restorani” valdes locekle un dibinataja Ilze Megne. (Lursoft,2018)

To, ka ar nodoklu nomaksas disciplinu sabiedriskas &dinasanas sektora patiesi pastdv problémas,
vislabak parada dati par to, cik uznémumiem registréti VID administréto nodoklu paradi, kas parsniedz
150 eiro. Kopgjais nozares nodoklu parads uz 2019.gada 7.maiju veidojis 29,5 milj. EUR jeb 4,77% no
kopgja Latvija registréto uznémumu nodoklu parada. Statistikas dati liecina, ka patlaban saimnieciska
darbiba apturéta 8,5% no visiem nozares uzpémumiem. Pusei no Siem uzp@mumiem ir nodoklu
paradi.(Lursoft, 2019)

2018.gada edinaSanas nozares uzn€mumi valsts kopbudzeta nodoklos samaksajusi 127,31 milj.EUR, kas
veido 1,8% no visas nodoklu kopsummas, kuru uzn@mumi pérn samaksajusi valsts kopbudzeta. Gada
Samaksato valsts socialas apdroSinaSanas obligato iemaksu apjoms gada laika pieaudzis par 24%, bet
iedzivotaju ienakuma nodokla apjoms — par 3,94%. Péc samaksato nodoklu apjoma nozare ierindojusies
trispadsmitaja vieta, Itdztekus telekomunikacijai un partikas produktu razosanai, savukart pec samaksato
nodoklu apjoma uz vienu uznémumu — vien 55.vieta, bet péc nodoklu maksajumiem uz vienu darbinieku
— 63.vieta blakus tekstilizstradajumu, adas un adas izstradajumu razosanas nozarem. (Lursoft, 2019)

Sabiedriskas edinasanas nozaré stradajoso
uznémumu samaksatie VID administrétie nodokli,
milj.EUR
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1.att. Sabiedriskas eédinasanas nozar€ stradajoso uznémumu samaksatie VID administrétie
nodokli (Avots: Lursoft dati)
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Balstoties uz Lursoft datiem 2017. gada Latvija, €dinasanas nozares uznémums AS "Lido", valsts
kopbudzeta samaksajis vislielakas nodoklu kopsummas - 9 milj. EUR.

LIDO, AS

PREMIER RESTAURANTS LATVIA, SIA |6 milj.-EUR
Baltic Restaurants Latvia, SIA

Lage Ko, SIA 1 milj.EUR
CILIA PIZZA, SIA 1 milj.EUR
TIAMO GRUPA, SIA 1 milj.EUR
AHTI, SIA 1 milj.EUR
Lage Ltd, SIA 1 milj.EUR
LATER LTD, SIA 1 milj.EUR

ALEKS UN V, SIA

2.att. Uznémumi, kuri valsts kopbudzeta samaksajusi vislielakas nodoklu kopsummas (Avots:
Lursoft dati)

Latvija par sabiedriskas edinasanas nozares attistibu, butiska ir pils€tas atraSanas vieta, arl kopgjas
pilsétas piedavatas izklaides, tirisma iespgjas, iedzivotaju skaits, €dinaSanas nozari ietekme ari citi
nepastarpinati attistibas faktori. Janorada, ka vairak neka puse jeb 51,23% no visiem nozares
uznémumiem registréti Riga, bet vel 18,99% — Pieriga.

P&tfjuma dati parada, ka 2018. un 2019. gados &dinasanas sektora stradajoso uzn€mumu skaits sarucis
par 18,54%. Proti, 2017.gada sakuma &dinasanu ka savu pamatdarbibas nozari bija noradijusi 5636
uznémumi, bet 2019. gada sakuma — 4591. No visiem Latvija registrétajiem uznémumiem ar sabiedriskas
&dinasanas sektoru saistiti 2,5% uznpémumu, un tie nodarbina 5% no kop@ja darbinieku skaita, kas
2018.gada stradaja Latvija registrétajos uznémumos. (Lursoft, 2019)

Edinasanas sektora stradajoSo uzpémumu
regionalais sadalijums, %

591
6,32

mRiga mPierga Kurzeme miZemgzlke mlsigale mVidzeme
3.att. Edinasanas nozares uznémumu regonalais sadalijums procentuali (Avots: Lursoft dati)

Viena no svarigakajam nozares attistibas problémam ir darbaroku triitkums, kas bija aktuala v&l pirms
pandémijas, bet pandémijas laika §1s jomas darbinieku rindas kluvusas vél retakas. Kad &dinasanas
uznemumi pandémijas noteikto ierobezojumu del nedrikstgja viesus uznemt klatien€, nozarg stradajosie
parprofilgjas.
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"S1 ir probléma ne tikai mana uznémuma, bet nu jau daudzos uznémumos kliist diezgan aktuala,
darbinieku aizpliisanu uz arvalstim veicina divi faktori — nezina par ritdienu un fakts, ka Latvijas
gdinasanas uznémumi gan sezonalitates, gan ierobezojumu dg] nevar nodrosinat darbiniekiem pietiekami
daudz darba stundu un atalgojumu.” - restorana "36. linija" Sefpavars un ipasnieks Lauris Aleksejevs.
(LSM.lv, 2021)

Balstoties uz Lursoft datiem 2017. gada Saja nozar€ Latvija lielakais darbinieku skaits bija uzn@mumam
ar 1000 darbinieku un tas bija AS "Lido", péc kura, ar 649 darbiniekiem, ierindojas SIA “Premier
Restaurants Latvia”, z€makais darbinieku skaits bija SIA "Lade Ko", 257 darbinieki.

1000 darbinieki

Lido, AS

PREMIER RESTAURANTS LATVIA, S1A |649 darbinieki
Baltic Restaurants Latvia, SIA JePER LI
AHTI, SIA |571 darbinieks
TIAMO GRUPA, S1A
Terbatas séta, SIA [ENEREUHRIT]
Cilija pizza, SIA |297 darbinieki
Later LTD, SIA [PIERGELGIRIE]
Lage Ltd, SIA [PAREGERGIRIEG

Lage Ko, S1A [EEEAGELGILTS

0 400 | 500| 600| 700| 800 | 900 1000

4.att. EdinaSanas nozares uznémumi ar lielako darbinieku skaitu (Avots: Lursoft dati)

Pétijuma metodologija

Veicot pétijumu tika izmantota sekundaro datu analize, ar kuras palidzibu bija iesp&jams izveidot tirgus
un nozares precizaku raksturojumu un noskaidrot vai &dinasanas nozare un jaunie uznémumi taja spes
attistities Latvija. Tika veikta literatiras analize, atlasot svarigako informaciju par sabiedriskas
€dinasanas nozari Latvija, no dazadam publikacijam, zinu rakstiem un citas literattiras. Ka arT tika veikta
grafiska analize, kur att€loti petijuma dati tabulu un diagrammu veida, kas tika iegiiti no Lursoft un
Centralas Statistikas datiem.

Pétijuma rezultati

Apkopojot Lursoft datus par €dinasanas uzn@mumu pelnu, var secinat to, ka €dinasanas nozares
ien@mumi un apgrozijums liela mera ir atkarigs no iedzivotaju ienakumu Itmena, §1 ir viena no nozarém,
kas cies§ no ekonomikas svarstibam. Balstoties uz Lursoft datiem pelnosakais uznémums nozarg€ pedgjos
gados ir SIA “PREMIER RESTAURANTS LATVIA”. Savukart otraja vieta pec giitas pelnas gan 2016.,
gan 2017.gada bijis sabiedriskas &dinasanas organizéSanas uznémums SIA “ALEKS UN V”. TreSais
lielakais pelnitajs nozarg€ 2017.gada bijis SIA “Lido Domina”. (Lursoft, 2018)
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PREMIER RESTAURANTS LATVIA, SIA |1622 tokst.EUR
ALEKS UN V, SIA

LIDO DOMINA, SIA JERTIGALVS

Baltic Restaurants Latvia, SIA |429 tokst.EUR
Hercogs M, SIA [EXEROLO AL

Lage Ltd, SIA [EZRGTSALV

TIAMO GRUPA, SIA [EEERulG AN

LATER LTD, SIA 336 tokst.EUR

323 tokst.EUR

SMILSU PULKSTENIS, SIA

11 M,SIA 321 tokst.EUR

600 800 | 1000 | 1200 | 1400 1600 | 1800

5.att. Edinasanas nozares uznémumi ar lielako pelnu (Avots: Lursoft dati)

Lidz ar to petfjuma dati parada ka lielakie pelnas giiveji nav dargi restorani, bet gan vairak popularizgjas
atras €dinaSanas vietas. "Nemot v&ra cenu kapumu, pieaugs atras €dinasanas uzn€mumu skaits, jo
patérétaju, kuriem ir lieki naudas Iidzekli, lai apmekl€tu augstakas klases restoranus, samazinas." -
Latvijas Viesnicu un restoranu asociacijas prezidents Janis Naglis. (db.lv, 2023) Lursoft apkopotie dati
liectna, ka 2016.gada nozares kopgjais apgrozijums palielinajies par 9,66% — ja 2015.gada €dinasanas
joma stradajosie uzne€mumi apgrozijusi 477,54 milj.EUR, tad 2016.gada tie bijusi jau 523,69 milj.EUR.
(Lursoft,2018) Kopuma &dinasanas nozaré apgrozijums ir pieaudzis, uznémumi strada ar pelnu,
neskatoties uz griitibam, bet, invest&jot uznémuma attistiba, piesaista jaunus patérétajus."Edinasanas
uzn@mumi ir riskantakais uznémejdarbibas veids, kur arT ikdiena ir novérojama loti liela mainiba, ir maz
ilgspeletaju. Covid—19 krizes iespaida apméram treSdala €dinasanas uzp€mumu ir atstajusi tirgu. "
Latvijas Viesnicu un restoranu asociacijas izpilddirektore Santa Graiksta. (plz.lv, 2022)

Veicot nozares parstavju interviju petfjumu, var saprast, ka svarigi ir apdomat individualo konceptu,
jaunakas tendences, stilu."Tagad aizvien aktualaka kluist veseliga virtuve, bet arT tas var but parejosi.
Paredzu, ka Latvijas restoranu saimé ar1 turpmak bis vairak individualo konceptu, ne tiklu restorani.
Restoranu biznesa rekins ir vienkarss — divos gados jaatpelna investicijas, divus nakamos gadus jastrada
ar pelnu, nakamais gads javelta, lai nopelnitu rekonstrukcijai. Piektaja gada restorans jaatjauno. Lai
atvertu restoranu, jarekina, ka uz kvadratmetru nepiecieSami 1000 EUR. Summa ietver visu — ventilacijas
izbtvi, mébelu iegadi, interjera izmaksas utt." - Restoranu grupas "Restau-Rateur” valdes loceklis
Viktors Ravdive. (travelnews.lv, 2016)

Izp&tot nozari tika atrasta vel viena aktuala sabiedriskas €dinasanas uznémuma atver$anas probléma, kas
ir bankas aizdevums. "Edina$anas uznémumu naudas pliisma bieZi vien nosedz vien pamatizmaksas,
pieméram, darba algas, izejvielas, nodoklus, telpu uzturéSanas izmaksas utt., Lidz ar to segt
kreditmaksajumus visa gada griezuma ir problematiski. Ar1 ikdiena mes varam novérot, ka restoranu
dzivescikls ir salidzinosi Tss, tas ir atkarigs no loti daudziem faktoriem, neviena biznesa plana nevar
parbaudit vai &dinasanas uznémums bis dzivotspgjigs. Lidz ar to €dinasanas uznémumu attistiba
visbiezak ir jafinanse no 1pasnieku Iidzekliem, lai investiciju atmaksa neraditu papildus slogu ikdienas
darbibas naudas plisma. L1dz ar to banka $aja nozar€ ir izsniegusi loti nelielu finans&juma apmeéru. " -
SEB bankas privatpersonu un SME kreditéSanas centra vaditajs Maris Saulajs. (db.lv, 2019)
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Secinajumi

Var izdarit §adus secinajumus - €dinasanas iestazu tipizéSana tiek veikta atkariba no klientu apkalpoSanas
formas, darbibas veida, pardoto edienu klasta. Tiek nemtas vera interjera Tpatnibas, miizikas pavadijums,
trauki. Galvenie sabiedriskas edinasanas iestazu veidi ir: restorans, kafejnica, bars, bufete, &dnica.
Sabiedriskas €dinaSanas pakalpojumu nozares aktualakas problémas ir darbinieku triikums un parak liels
nodoklu slogs, tapec ari ir uzn€mumi ar nodoklu paradiem, neskatoties uz to péc statistikas datiem ar
katru gadu samaksato nodoklu skaitam ir tendence augt. Petijuma statistikas dati rada, ka nozares
attistibas temps miusdienas ir strauj$, no ka var secinat, ka nozaré jauniem uzn€mumiem ir iespgjas
attistities, jo nozaré ir brivas vietas. Vadoties p&c Lursoft datiem var secinat, ka veidot un attistit jaunus
uznémumus, var arpus Rigas, jo nav daudz tieSo konkurentu, tie parsvara ir Riga un Pierigas regionos.
Apkopojot Lursoft datus par €dinasanas uzn@mumu pelnu, var secinat to, ka €dinaSanas nozares
ien€mumi un apgrozijums liela mera ir atkarigs no iedzivotaju ienakumu ltmena, §1 ir viena no nozarém,
kas cie$ no ekonomikas svarstibam. [zp€tot interneta resursos pieejamas intervijas ar nozares parstavjiem
var secinat, ka pieaugs atras €dinasanas uzn€mumu skaits un §1 niSa bus aktuala tuvaka laika posma.
Nozaru parstavju intervijas lauj secinat, ka svarigi ir apdomat individualo konceptu, jaunakas tendences,
stilu. Veicot petfjumu, tika izsecinats ka &dinasanas uzn€mumu attistiba visbiezak ir jafinansé no
Ipasnieku Iidzekliem, lai investiciju atmaksa neradttu papildus slogu ikdienas darbibas naudas plisma.
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Samanta Baumgarte. BISU VASKA SVECU TIRDZNIECIBAS IESPEJAS LATVIJA

Ekonomikas un kultiras augstskola
Studiju programma “Marketings”’
E-pasts: baumgarte.samanta@gmail.com

Zinatniskais vaditajs: Dr.oec., profesore Vita Zarina

Anotacija

Pétijuma aktualitate: BiSu vasks ir ilgtsp&jigs un videi draudzigs materials, ko izmanto svecu razoSanai jau kop$
Senas Egiptes, Senas Griekijas, Romas un vecas Kinas laikiem. (Crane, 1999) Salidzinot ar citiem svecu vaskiem,
bisu vaska sveces rada “tiraku degumu”, tas darbojas ka dabiski gaisa attiritaji, neitraliz€jot toksinus un parastos
alergénus, pieméram, puteklus no iekstelpu gaisa. (Yousefi, 2014) Lai izvairitos no lieka biSu vaska razosanas, tiek
pienemts, ka bisu vaska ekonomika balstas uz pieprasijuma un piedavajuma. Lielaka dala sarazota biSu vaska tiek
izmantota biSu $tinu veidoSana, griiti ieglit konkr&tus skaitlus bisu vaska razoSanai arpus biskopibas vajadzibam.
(Bogdanov, 2015) Sobrid Latvija kopa ir registréti 3494 biedri (péc Latvijas Biskopibas biedribas datiem datuma
09.03.2023.) un 2022.gada beigas bija 105,5 tikstosi biSu saimju, pec Centralas Statistikas parvaldes datiem.
Latvijas tirgd, lielako bisu vaska svecu tirgotaju sortimenti varié no 1 - 151 gab. precém, cenu diapazona no 0,40
€ Iidz 24,50 €. Svecu dizaini lielakoties ir vienadi un atkartojas, klients var tikai izv€l&ties sev &rtako precu
sanemsanas veidu, vietu, cenu un bisu vaska izcelsmes valsti.

Pétijuma meérkis: Izpétit bisu vaska svecu tirdzniecibas iesp&jas Latvija.
Pétijuma metodes: Literatliras un interneta resursu analize, sekundaro datu analize.

Sasniegtie rezultati: Izp&etita biSkopibas nozare un bisu vaska un svecu eksports un imports Latvija. Apzinati 5
lielakie potencialie konkurenti Latvija.

Atslégas vardi: bisu vaska sveces; tirdznieciba; biskopiba; konkurentu analize.

levads

Bisu razotais bi§u vasks ir biologiski noardams, ilgtsp&jigs, kompostéjams un videi draudzigs materials,
salidzinot ar citiem sve¢u veidoSanas procesa izmantotajiem vaskiem. Jau kop§ Senas Egiptes, Senas
Griekijas, Romas un vecas Kinas laikiem tiek izmantotas biSu vaska sveces. Kop$ 4.gs. p.m.e. Romas
katolu baznica, kristietibas pirmsakumos, pieprasija, lai baznicas tiktu izmantotas tikai biSu vaska sveces.
Sis likums joprojam ir speka, bet bisu vaska procentualais daudzums svarstas atkariba no vietgja biskapa
instrukcijas (100% vieta var tikt izmantots 5 - 50% biSu vasks). (Crane, 1999)

Bisu vaska sveces var izgatavot ar dazadam metodem - izlejot, iem&rcot, rull§jot, izspieZot, zimgjot un
presgjot. Salidzinot ar lielako dalu parafina vasku, bisu vaskam ir augstaka kuSanas temperatiira ka
rezultata sveces notur vertikalu poziciju pie augstakam apkart€jas vides temperatiiram. BiSu vaska sveces
arT deg ieverojami ilgak neka parafina sveces. (Berthold et al., 1993) Svecu izlieSanas metodg, tiek
izmantotas ieprieks sagatavotas veidnes, kuras lielakoties ir izgatavotas no silikona. Sveces iesp&ams
arT izliet majas apstaklos, sekojot noteiktdm instrukcijam, kas vai nu ir pievienotas klat veidném, vai
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atrodamas dazada veida resursos. legremdéSanas tehnika ir vizuali pievilciga, bet ta ir griitaka un
darbietilpigaka par izlieSanas metodi. RulléSanas metode ir viena no vieglakajam, jo tiek izmantotas bisu
vaska stinu plaksnes, kuras tiek ar siltumu nedaudz mikstinatas un rullétas ap svecu dakti. (Bogdanov,
2016)

Bisu vaska sveces rada "tiraku degumu", salidzinot ar parafina vasku - naftas produktu. (Yousefi, 2014)
Sis sveces darbojas ka dabiski gaisa attiritaji. Tie ir Tpasi noderigi astmas slimniekiem un neitralize
toksTnus un parastos alerg€nus, piemeéram, puteklus no iekstelpu gaisa. BiSu vaska sveces razo jonus, kas
apvienojuma ar brivi peldoSiem kimiskajiem joniem padara tas smagakas un nokrit uz zemes. (Garg et
al., 2021) Bogdanov S. pienem, ka biSu vaska ekonomika darbojas atbilstosi piedavajuma un
pieprasijuma principa, lai izvairitos no lieka vaska razoSanas. Ta ka lielaka dala sarazota biSu vaska tiek
izmantots biSu §tinu veidoSana, tad ir griiti iegtit konkr&tus skaitlus biSu vaska razoSanai arpus biskopibas
vajadzibam. (Bogdanov, 2015)

Darba ietvaros tiek izvirzits Sis meérkis - izpetit biSu vaska svecu tirdzniecibas iespgjas Latvija. Lai
sasniegtu mérki, izvirziti $adi uzdevumi: veikt literatiiras un sekundaro datu analizi, saistiba ar nozari un
tas iespgjam; analizgt 5 lielakos bisu vaska svecu tirdzniecibas parstavjus (potencialos konkurentus);
balstoties uz pétijjuma iegttajiem rezultatiem, izstradat secinajumus par bisu vaska svecu tirdzniecibas
iespgjam Latvija. Petijuma tiks izmantota literatiiras un interneta resursu analize un sekundaro datu
analize. Veicot pétljjumu izp&titi un apzinati 5 lielakie potencialie konkurenti biSu vaska svecu
tirdznieciba Latvija. Noskaidrots biSu saimju skaits un bisu vaska un sve¢u imports un eksports Latvija.

Analitiskais apskats

Balstoties uz Latvijas Biskopibas biedribas noraditajiem datiem, Sobrid (09.03.2023.) ta sastav no 3493
biedriem un ir izveidotas 27 regionalas nodalas. Skatoties uz laika posmu no 2018.gada lidz 2022.gadam,
bisu saimju skaitam ir tendence pieaugt katra gada beigas (sk. 1.tabulu). 2022.gada beigas kopgjais bisu
saimju skaits bija 105,5 tiikstosi, kas ir par 1200 vairak neka pérn un gandriz 3000 vairak neka 2018.gada
beigas.

1. tabula. Lauksaimniecibas dzivnieku skaits gada beigas (tiikstoSos) (Avots: Centrala statistikas parvalde)

2018 2019 2020 2021 2022

Bisu saimes 102.8 103,1 1043 1043 105.5

Ta ka biSu vasks tiek razots ne tikai arpus biskopibas vajadzibam, bet arl jaunu $iinu veidoSanai
biskopibas ietvaros, tadé] nav pieejami dati par biSu vaska sarazoto daudzumu. (Bogdanov, 2015) Péc
Centralas statistikas parvaldes datiem, pedgejo 5 gadu laika svecu, sveciSu un tamlidzigu izstradajumu,
bisu vaska un citu kukainu vasku, neapstradatu un citu rafinétu vai nerafinétu, krasotu vai nekrasotu bisu
vasku un citu kukainu vasku eksports ir pieaudzis gan vértibas (Eiro), gan svara (kg) zina (sk. 2. un
3.tabulas), iznemot svecu, sveciSu un tamlidzigu izstradajumu eksports kilogramos - 2022.gada
pazeminajies par 3775808 kg.
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2. tabula. Pre¢u eksports un imports - vértiba (Eiro) (Avots: Centrala statistikas parvalde)

2018 2019 2020 2021 2022

Eksports | Sveces, svecites un tamlidzigi izstradajumi | 35539701 | 33369531 | 33352132 | 43197458 | 44857650

Bisu vasks un citu kukainu vaski,

- 26790 0 21464 22641 44317
neapstradati

Citas rafingtas vai nerafin&tas, krasots vai

7 757
nekrasots bidu vasks un citu kukainu vaski 14098 7560 11299 7101 15757

Imports | Sveces, svecites un tamlidzigi izstradajumi 7096302 6280707 6688193 T744141 9751208

Bifu vasks un citu kukainu vaski,

- 0 0 785 60 17849
neapstradati

Citas rafin&tas vai nerafinétas, krasots vai

3 5 7 22
nekrasots bisu vasks un citu kukainu vaski 43996 31512 32885 96371 42214

Toties svecCu, sveciSu un tamlidzigu iztstradajumu, bisu vaska un citu kukainu vaska imports vertiba
(Eiro) un svara (kg) ir nedaudz pieaudzis laika posma no 2018.gada lidz 2022.gadam. Tikmér citu
rafin€tu vai nerafin€tu, krasotu vai nekrasotu bisu vaska un citu kukainu vasku imports ir samazinajies
laika posma no 2018.gada Iidz 2022.gadam v&rtiba (Eiro) un svara (kg). (2. un 3.tabula)

3.tabula Precu eksports un imports -svars (kg) (Avots: Centrala statistikas parvalde)

2018 2019 2020 2021 2022

Eksports | Sveces, svecites un tamlidzigi 1zstradajumi 14557378 | 13049137 | 13087699 | 14198091 | 10422283

Bisu vasks un citu kukainu vaski,

A 1272 0 2110 2032 2058
neapstradati

Citas rafingtas vai nerafingtas, krasots vai
nekrasots bisu vasks un citu kukainu vaski

Imports | Sveces, svecites un tamlidzigi izstradajumi 3441666 3033516 3012687 2991487 | 2971520

1314 877 1188 825 2681

Bidu vasks un citu kukainu vaski,

3 2
neapstradati 0 0 39 1 2669

Citas rafin&tas vai nerafin&tas, krasots vai

2 7 2682 242
nekrasots bifu vasks un citu kukainu vaski 6236 7844 2702 12682 2424

Izmantojot interneta resursus un socialos tiklus, iespgjams atrast vairakus bisu vaska svecu pardevejus
Latvija, bet nav noradita biSu vaska izcelsmes valsts vai precu sortiments ir loti niecigs.

Ka vienu no uznémumiem var pieminét SIA FRICI, kas nodarbojas ar biskopibu un bisu produktu
tirdzniecibu, bisu vaska sveces ieskaitot. Uzn@mums darbojas kops 2016.gada un bisu drava ir izvietoti
100 stropi, kas 2018.gada ieguva 1l.vietu konkursa “Gada sakoptaka drava 2018”. BiSu vaska svecu
sortiments sastav no 72 dazadas formas un izméra svecém, cenu kategorija no 1,50 € Iidz 24,50 €. Preces
iespgjams iegadaties internetveikala vai Etsy platforma, un, sanemt tas ar piegadi uz majam vai
pakomatiem Latvijas, Lietuvas un Igaunijas robezas ar Omnivas piegades uzn€muma starpniecibu vai
sanemt pasitijumu Marupé. SIA FRICI Instagram kontam ir 1949 sekotaji un 180 ieraksti (sk. 1.att.),
bet tos nav iespgjams apliikot tiem, kas neseko attiecigajam kontam, jo tas ir privats. Konta apraksts
nenorada, ka uzn€muma precu sortimenta tiek pardotas bisu vaska sveces un tas nodarbojas ar biskopibu.
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fricis_apiary m

180 posts 1,949 followers 794 following

Fricis
» Medus zalu tejas, davanas-www fricis, v
ney from our aplary, Latviaw furope

and picked Herbal toa

* Honig und Krautertee aus Lettland

fricis.etsy.com

1.att. SIA FRICI Instagram konts

SIA Nature Goods veikals Latcandle pardod bisu vaska sveces, razotas no Latvija razota biSu vaska,
tadgjadi atbalstot vietgjos bisSkopjus. Pre¢u sortimenta ir pieejama 31 bisu vaska svece, no kuram 6 ir
cilindra sveces ar baltu Zzimém un 25 dazada dizaina sveces. Precu cenas vari€ no 0,48 € lidz 18 € par
bisu vaska sveci. Preces iespgjams iegadaties tikai internetveikala un sanemt ar Omnivas vai DPD
piegades uznémuma starpniecibu. Uznémumam ir ari profili socialajos tiklos - Facebook un Instagram.
Facebook platforma Latcandle ir 818 sekotaji un 771 atzime “Patik” (sk. 2.att.).

LATC2ANDLE

Latcandle

2.att. SIA Nature Goods Facebook konts

Lapa ir apskatama visiem, taja ir noradita visa nepiecieSama informacija par uznémumu un jauni ieraksti
tiek ievietoti ik p&c 2 - 3 dienam. Latcandle ir arT pieejams Instagram konts (sk. 3.att.).

latcandle m Message -2

116 posts 190 followers 16 following

LATCANDLE

www latcandle v

3.att. SIA Nature Goods Instagram konts
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Lai ar Instagram konta ieraksti tiek izvietoti ik péc 2 - 3 dienam, sekotaju skaits ir krietni mazaks,
salidzinot ar Facebook kontu. Abos kontos tiek izvietoti fotoatteli ar uzn€muma precu sortimentu,
nelielam noradeém, kur tas iegadaties, un ka vinu veidotas bisu vaska sveces izskatas interjera.

Viens no lielakajiem bisu vaska svecu sortimentiem (151 prece) ir pieejams “Svecu meistars” majaslapa,
kas pieder gimenei, kura nodarbojas ar biskopibu kops 2015.gada. Sakotngji tika veidots un pardots bisu
medus, bet ar laiku arT saka pardot roku darinatas biSu vaska sveces. Svecu cenas vari€ no 0,50 € lidz 12
€. Preces iesp&jams iegadaties “Svecu meistars” veikala Riga vai sanemt ar Omniva piegades uznémuma
starpniecibu. Sim uzngmumam nav pieejams neviens socialo tiklu konts.

Otrs lielakais biSu vaska svecu skaits, 123 preces, pieejams noliktava “Svecu paradize”. Cenu vari€ no
0,40 € Iidz 19,90 €. Majaslapa nav noradita informacija par svecu un biSu vaska izcelsmi. Preces
iespgjams iznemt “Svecu paradize” noliktava Riga vai ar Omnivas vai Venipak piegades uznémuma
starpniecibu Latvija. “Svecu paradize” Facebook kontam ir 1,1 tokst. atzimes “Patik” un 1,1 tukst.
sekotaju, kas ir otrs lielakais sekotaju un “Patik” atzimju skaits, salidzinot ar visiem darba ietvaros
apskatitajiem uzn€mumiem (sk. 4.att.).

| Svecu paradize

1.1 tokst. atzimes Patik « 1,1 tukst. sekotaji

o PP

4.att. SIA Svecu paradize Facebook konts

Facebook konta tiek ievietoti aptuveni 2 - 4 ieraksti viena méneSa laika. lerakstos tiek izvietota
informacija ne tikai par sortimenta pieejamam bisu vaska svece€m, bet arT informacija par citam precem,
kas tiek tirgotas, un darba sludinajumi. Viens no lielakajiem sekotaju skaits un mazakais pre¢u sortiments
pieder “Theodor's bees”, salidzinot ar citiem darba apskatitajiem tirgotajiem. Precu sortimenta ir pieejas
dazadas krasas rullgjamas biSu vaska sveces un komplekts “Dari pats”, kur klientam ir visas
nepiecieSamas detalas, lai pats vargtu izrullét sveci (sk. 5.att.).

5.att. ""Theodor's bees" pre¢u sortiments
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Majaslapa nav noradita informacija par biSu vaska izcelsmes valsti. Preces iespgjams sanemt Riga vai ar
DPD un Omnivas piegades uznémuma starpniecibu, piegades ar tiek veiktas arpus Latvijas. Svecu cenas
ir sakot no 3 € Iidz 10 € un “Dari pats” komplekts - 18,90 € - 27,90 €. “Theodor's bees” ir pieejams
Instagram konts, kuram ir 2231 sekotajs un 204 ieraksti, kuri tiek izvietoti 3 - 10 reizes m&nesi (sk. 6.att.).

theodorsbees m Message  +&

204 posts 2,231 followers 230 following

TQ’J Theodor's bees
Thieders
'S Deed fA Rokam darinatas
R %3 100% bisu vaska
W Kokvilnas diegs
latvija
@ Shipping world-wide
QEtsy shop: Theodorsbees
8 Emailbzzz@theodorsbees.eu
www.theodorsbees.eu/veikals

6.att. “Theodor's bees” Instagram konts

Ierakstos akcents tiek likts uz bisu vaska svecém, dazadiem piedavajumiem majaslapa, svecu dazadajam krasam
un to, ka tas izskatas interjera.

Pétijuma metodologija

Veicot pétijumu tika veikta pieejamo elektronisko literatiiras avotu un interneta resursu analize par bisu
vaska Tpasibam, bisu vaska svecu veidiem. Sekundaro datu analizei izmantoti dati no Centralas statistikas
parvaldes datu bazes, kas palidz izpétit esoso situaciju Latvija saistiba ar biSu vaska un svecu razoSanu
un tirdzniecibas iesp&jam. Papildus darba autore veica 5 lielako potencialo konkurentu analizi, lai
noskaidrotu kadu precu sortimentu un cenu piedava citi uznémumi un kada ir kop&ja konkurence
konkretaja tirgi.

Pétijuma rezultati

Nemot vera Centralas statistikas parvaldes datus, biSu saimju skaits Latvija pedgjo 5 gadu laika ir
palielinajies par gandriz 3000 (laika posma no 2018.gada Iidz 2022.gadam). Ka ar7 palielinas svecu,
svecisu un tamlidzigu izstradajumu, biSu vaska un citu kukainu vasku un citu rafinétu vai nerafinétu,
krasotu vai nekrasotu biSu vaska un citu kukainu vasku eksporta apjoms vertiba (Eiro) un svara (kg)
pedgjo 5 gadu laika (laika posma no 2018.gada Iidz 2022.gadam). P&tijuma ietvaros tika apzinati 5
potencialie lielakie konkurenti, kas pardod bisu vaska sveces Latvija - SIA FRICI, SIA Nature Goods
(Latcandle), “Svecu meistars”, SIA Svecu paradize, “Theodor's bees”. Lai ar1 bisu vaska svecu sortimenti
varieéno 1 - 151 gb. precém, cenu diapazona no 0,40 € Iidz 24,50 €, So uznémumu precu dizaini lielakoties
ir vienadi un atkartojas, klients var tikai izvel&ties sev &rtako sanemsanas veidu, vietu un cenu. Tikai dala
no pardevgjiem ir noradijusi bisu vaska izcelsmes valsti.
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Secinajumi

Nemot vera petijuma rezultatus, tika secinats, ka ir iespgja izveidot un attistit biSu vaska tirdzniecibu
Latvija. Lai konkur€tu ar citiem bisu vaska svecu tirgotajiem, nepiecieSams sortimentu veidot no dazada
dizaina un formas svec€m, kas nav plasi pieejamas vietgja tirgli, izmantot Latvija razotu biSu vasku, ko
arT noradit pie precem ka papildus motivatoru pircgjiem izveleties tiesi §1s biSu vaska sveces. Cenu
nepiecieSams veidot tadu, kas biitu konkurét spgjiga, nestu pelnu un nosegtu precu pasizmaksu. Sveces
nepiecieSams piedavat sanemt klatieng, kur tiek razotas sveces, vai ar piegadi uz pircgjam ertu
sanemsSanas vietu. Papildus nepiecieSams izveidot un uzturét aktivu un pircgjiem vienkarsi saprotamu
majaslapu un socialos tiklus, lai bitu skaidri redzams precu sortiments, cenas, bisu vaska izcelsmes vieta,
iegades un piegades iesp€jas un iedvesmojosi un informativi fotoatteli un ieraksti, kas noraditu uz bisu
vaska svecu labumiem salidzinot ar citu vasku svecem.
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Laura Jevdokimova. SOCIALAS PROBLEMAS ANALIZE - BEZDARBS

Ekonomikas un kultiiras augstskola
Studiju programma “Marketings”

Zindtniskais vaditdjs: MBA, docente Jelena Budanceva

Anotacija

Pétijuma aktualitate: Bezdarbs ir nopietna sociala probléma. Bezdarbs izraisa stresu, kas galu gala ilgtermina var
atstat sekas uz veselibu un var negativi ietekmét cilvéku garigo veselibu, tostarp izraisit depresiju, trauksmi un
pazeminatu pa$vertejumu. Bezdarbniekiem ir mazaka sociala saskarsme ar cilvékiem arpus gimenes un draugu
loka. Samazinati ienakumi vai ienakumu pilnigi zaudésana ietekmé cilvéku socializacijas limeni. Daudzi cilveki,
kuri ir bezdarbnieki, ir sp&jigi stradat, bet daudzos gadijumos viniem nav atbilstosas pieredzes vai kvalifikacijas,
kas nepiecieSama konkréta darba veikSanai. Daudzi cilvéki ir bezdarbnieki arT tap&c, ka triikst darba vietas kada
konkréta geografiska regiona. Daudzi jauniesi ir bez darba, jo vini ir tikko pabeigusi augstskolu un neskatoties uz
iegiito kvalifikaciju, viniem iesp&jams nav pietickamas darba pieredzes, lai iegiitu darbu vélamaja joma.

Pétijuma meérkis: Noteikt bezdarba socialos aspektus, kuri pasliktina dzives kvalitati, lai saprastu, ka bezdarbs
ietekmé iedzivotaju dzivi un socialos procesus.

Pétijuma metodes: Petljums bija teoretiskais, un ta pamata bija literatiiras analize.

Sashiegtie rezultati: Bezdarbs pazemina dzives kvalitati, pasliktina sabiedribas veselibas Itmeni, ierobezo
bezdarbnieku ekonomiskas aktivitates, pasliktina bezdarbnieku un vinu gimenu labklajibu, izraisa psihologiskas
un veselibas problémas.

Atslegas vardi: sociala probléma, bezdarbs, negativas sekas.

levads

Bezdarbs ir nopietna sociala probléma. Parasti bezdarbs asocigjas ar ekonomiskam problémam, bet tas
skar visu sabiedribu kopuma, tade] bezdarbs ir arT sociala probléma. Daudzi cilveki, kuri ir bezdarbnieki,
ir spgjigi stradat, bet daudzos gadijumos viniem nav atbilstosas pieredzes vai kvalifikacijas, kas
nepiecieSama konkréta darba veikSanai. Daudzi cilveki ir bezdarbnieki art tapéc, ka triikst darba vietas
kada konkréta geografiska regiona. Daudzi jauniesi ir bez darba, jo vini ir tikko pabeigusi augstskolu un
neskatoties uz iegiito kvalifikaciju, viniem iesp&jams nav pietickamas darba pieredzes, lai iegtitu darbu
velamaja joma. Bezdarbs izraisa stresu, kas galu gala ilgtermina var atstat sekas uz veselibu un var
negativi ietekmét cilvéku garigo veselibu, tostarp izraisit depresiju, trauksmi un pazeminatu
pasveértéjumu. Ka arT bezdarbniekiem ir mazaka sociala saskarsme ar cilvékiem arpus gimenes un draugu
loka, ka arT samazinati ienakumi vai ienakumu pilnigi zaudésana ietekmé cilvéku socializacijas Itmeni.

“Bezdarbs spélé galveno lomu kapitalisma marksistiskaja analiz€. Simboliska ItmenT bezdarbs atklaja
kapitalisma mitus - ta prasibas par ekonomisko izaugsmi un labklajibu, ka arT uz individu vienlidzibu un
taisnigumu, izmantojot brivos tirgus un politiskas tiesibas. Darba organizatoriem bija vajadzigi dazi
argumenti, lai parliecinatu darbiniekus, kuru izdzivoSana bija atkariga no darba dev&ju l€émumiem
pienemt darba un atlaist, ka vinu neaizsargatiba, vinu bezdarbs, atspogulo konstitucionalo nevienlidzibu.
Politiska Itmeni bezdarba draudi paradija, ka kapitalisms nav tikai preCu razo$anas un apmainas
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organizg$anas sistéma, bet gan varas sist€ma, kura bailes no bezdarba nodrosinaja biitisko disciplinu, lai
noturétu darbaspéku sava vieta: nelaut darbiniekiem nepartraukti palielinat savus centienus un razigumu,
neskatoties uz vinu realizetas pelnas dalas ierobezojumiem, saglabat vinus politiski elastigus pat tad, ja
vinu ekonomiskas intereses ir radikalas parmainas. Lidz ar to starp visiem marksistisko politisko kustibu
meérkiem, kas tiecas p&c politiskas varas, lai raditu ekonomisku un socialu alternativu kapitalistiskas
sabiedribas launumiem, bezdarba izbeigSana bija minimalais nosacijums.” (Woodward, 2020)

Tadgjadi, bezdarbs ir nopietns faktors, kas ietekm& dazadus socialus procesus sabiedriba, kuri var
paatrinat, vai traucét sabiedribas ekonomisko attistibu, politisko stabilitati, un socialo labklajibu. ST
pétijuma mérkis bija noteikt bezdarba socialos aspektus, kuri pazemina dzives kvalitati sabiedriba. Lai
sasniegtu So mérki, tika veikts literattiras apskats.

Analitiskais apskats

Bezdarbs ir vesturiska sociala probléma. Vesturiski fiks€tais visaugstakais bezdarba Iimenis pasaulé
valdija lielas depresijas laika, 20.gadsimta 20. un 30.gados. “Lielbritanija 20. gadsimta, tapat ka citas
industrialajas valstis, bezdarba ltmenis bija atskirigs. No 1900. Iidz 1914. gadam ekonomika bija stabila,
un bezdarba [imenis bija diezgan zems. Tomer 20. gadsimta 20. gados valdija masveida bezdarbs. Tad
30. gadu sakuma ekonomiku skara depresija. Jau 20. gadsimta 20. gados tradicionalas britu ripniecibas
nozares, pieméram, oglripnieciba, samazinajas arvalstu konkurences d€]. Augsta bezdarba problemu
reali atrisinaja tikai Otrais pasaules kar$, kas atkal izraisja riipniecibas uzplaukumu. Bezdarbs saglabajas
loti zems arT 40. gadu beigas, un 50. un 60. gadi bija ilgs uzplaukuma periods.” (Lambert, 2022)

“Ar1 ASV bezdarba Itmenis 30. gados bija loti augsts. 1929. gada 24. oktobri, kas bija pazistama ka
"melna ceturtdiena", Volstrita sakas paniska izpardosana; cenas katastrofali kritas - $is notikums bija
pazistams ka Volstritas krahs. Pazuda uzne€méju uzticiba, bankrot&ja bankas un riipnieciba piedzivoja
lejupslidi. Lidz 1932. gadam riipnieciska razo$ana ASV bija samazinajusies uz pusi; eksports bija
samazingjies 11dz vienai treSdalai no 1929. gada Iimena. Bezdarbs strauji pieauga. Lidz 1932. gadam
aptuveni ceturta dala darbaspéka bija bez darba. ASV jau bijuSas ekonomikas lejupslides, bet $1 bija
smagaka neka ieprieks pieredzetas. Tikmer Kanada cieta no milziga koksnes, graudu un zivju eksporta
krituma. Lidz 1933. gadam bezdarba Iimenis picauga Iidz 23 %. Valdiba ieviesa atvieglojumus, bet
ekonomiskas gritibas turpinajas visu 30. gadu desmitu. Depresija beidzas tikai tad, kad 1939. gada sakas
Otrais pasaules kar$.” (Lambert, 2022)

“Tikmér 1930. gadu sakuma depresija Vacijai bija katastrofa. Lai gan 1928. gada bezdarbs bija 1,4
miljoni jeb 8,4 % no darbaspeka, 1931. gada tas pieauga Iidz 4,8 miljoniem. L1dz 1932. gadam bezdarbs
Vacija sasniedza 6 miljonus jeb aptuveni 33 % no darbaspéka. Italija arT cieta no pasaules méroga
depresijas. Tomer Italija 30. gados bezdarba Iimenis nebija tik augsts ka daudzas citas valstis, jo Italija
joprojam bija galvenokart lauksaimniecibas valsts. Tomér 1932. gada Italija bija 1,3 miljoni
bezdarbnieku. Pagajusa gadsimta 50.-60. gados Italija sakas ekonomikas uzplaukums. Tomer 20.
gadsimta 80. gados bija augsts bezdarba lIimenis.” (Lambert, 2022)

“Lidziga ekonomiska situdcija bija ar Skandinavija. Starpkaru perioda Norvégija bija masveida
bezdarbs. Lidz 1921. gadam tas picauga un atlikusajos 20. gados tas svarstijas. Bezdarbs divkarsojas 30.
gadu sakuma, bet 30. gadu beigas tas atkal samazinajas. Zviedrijai 20. gadsimta 20. gadi bija salidzinosi
labklajigi. Tomer 30. gadu sakuma Zviedrija cieta depresijas laika. Bezdarbs pieauga Iidz 24,9 %. Tomer
1932. gada socialdemokrati izveidoja koaliciju ar Agraro partiju. Vini veica pasakumus, lai palidzetu
lauksaimniecibai, ka arT izveidoja sabiedriskos darbus, lai samazinatu bezdarbu. Lidz 1939. gadam
Zviedrijas ekonomika liela mera bija atveselojusies.” (Lambert, 2022)
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“Bezdarba probléma biezi tick skaidrota ar globalizacijas procesu. Piem&ram, raZzo$anas parvietoSana uz
citam valstim ir radijusi augstu strukturalo bezdarba limeni ekonomika, kas ir veicinajis bezdarba limena
picaugumu. ASV dolara vertibas paaugstinasanas 20. gadsimta 80. gados sadardzinaja Amerikas
eksportu pasaules tirgli, kas samazindja eksporta apjomu, izraisot bezdarba limena pieaugumu
eksportéjosajas nozares. TaCu dolara vértibas pieaugums palielindja importu no arvalstim, kas
paaugstindja ASV bezdarba Iimeni. PaSlaik ir noticis pret&jais. ASV dolara kurss attieciba pret
galvenajam valutam ir samazinajas, tad€jadi Amerikas eksports pasaule kluva Ietaks. Tadgjadi eksports
ir palielindjies un imports ir kluvis loti dargs, un tas ir veicinajis nodarbinatibas [imena paaugstinasanos.
Pedgjas divas desmitgad€s var apgalvot, ka kopuma transporta izmaksas ir samazinajusas, un algas un
nodokli palielinajas pirms Lielas recesijas, kas sakas 2007. gada. Sie faktori stimulja korporacijas nodot
razo$anas uzdevumus arpakalpojumu sniedzgjiem, razotajiem, kas atrodas arvalstis. Taisniba ir arT ta, ka
Sie speki mudinaja korporacijas parcelties uz citam valstim. Uz valstim, kur algas un nodokli ir zemaki
neka Amerikas Savienotajas Valstis. No ta izriet, ka daudzi amerikanu darba némgji zaudgja darbu So
korporativo 1émumu dg]. Lielas korporacijas ir arT centusas palielinat savu efektivitati, lai giitu lielaku
pelnu ilgtermina, samazinot razo$anas izmaksas. Tadgjadi tas ir samazinajusas savu darbinieku skaitu.
Lidz ar to, §a procesa dé| pieauga strukturalais bezdarbs.” (Mouhammed, 2013)

“Globalizacijai ir bijusi nozimiga loma ar tadu nozimigu valstu ka Indija, Kina un Brazilija attistibas
procesa. Sis valstis var konkurét ar Amerikas Savienotajam Valstim un vargs kontrolét lielaku pasaules
tirgus dalu. Tas negativi ietekm&s Amerikas eksportu un nodarbinatibu. Tacu globalizacijas process
paaugstina daudzu valstu nacionalos ienakumus, un §1 labklajiba palielinas importu no Amerikas
Savienotajam Valstim. Globalizacija ar1 rada konkurences vidi, lickot daudzam korporacijam bt
inovativam. Tadgjadi produktivitate un pieprasijums p&c darbaspéka palielinas, kas samazina bezdarba
Iimeni.” (Mouhammed, 2013)

Bezdarbs ir probléma kas skar visu pasauli un atstaj 1slaicigu vai ilgaicigu ietekmi uz cilvéku dzivém.
Bezdarbnieki saskaras ne tikai ar darba atraSanas gritibam, bet biezi vien arT ar citam problémam, ka
veselibas problémas un problémas saskarsmé ar cilvekiem. Bezdarbam ir sekas arT plasaka sabiedriba,
kas attainojas citu socialo problému veida ka nabadziba, pasnavibas un citas problémas.

“Bezdarbnieki var saskarties ar vairakam problémam. Sis problémas saasinas, jo ilgak persona ir bez
darba. Biezak sastopama bezdarba radita probléma ir bezdarbniekiem ir samazinajusies ienakumi, kas ir
tieSs darba trukuma rezultats. Ta ka darbs personai nodro$ina algu, bezdarbs atnem So algu un personai
ir mazak pieejamo ienakumu. Cilveki, kuri ir bezdarbnieki un kuriem nav citu ienakumu avotu, biezi
palaujas uz saviem uzkrajumiem vai aiznemto naudu, lai finansétu ikdienas izdevumus. Bezdarbnieki,
kuri ir galvenais darba néméjs gimeng, saskaras ar vél lielakam griititbam, jo viniem ir jaatrod nauda ne
tikai savam vajadzibam, bet arT gimenes loceklu vajadzibam. Bezdarbs var batiski ietekmét ari cilvéka
fizisko veselibu. Bezdarbs ir Joti augsta stresa situacija, tapec tas var izraisit ar stresu saistitas veselibas
problémas, pieméram, galvassapes, augstu asinsspiedienu, diab&tu, sirds slimibas, muguras sapes un
bezmiegu. So veselibas problemu dél biezi vien biezak nakas apmeklét arstu un biezak lietot
medikamentus, lai uzlabotu veselibas stavokli.” (Indeed Editorial Team, 2021)

“Domingjosa bezdarba probléma liela méra ietekmé veselibu un uzvedibu, un tieSi bezdarba del
pieaugusie cilveki sak nodarboties ar dazadiem veselibai nevesligiem uzvedibas veidiem, piem&ram,
smekesanu, narkotiku lietoSanu, alkohola lietosanu utt. Tadgjadi So vielu lietoSana ietekmé ne tikai vinu
fizisko veselibu, bet arT pasliktina garigo veselibu. Tatad faktiski bezdarbs ir c€lonfaktors, kas doming
visa pasaulé, un ta sekas uz veselibu ir vél smagakas, un katru gadu bezdarba d&] mirst tikstosSiem
cilveku, kas veic pasnavibas. AtlaiSanas d€] cilveks zaude socialo identitati un parliecibu, pazeminas
vina pasvertejums un vins atsvesinas no savas socialas pasaules. Tadgjadi atsvesinatiba kliist par vinu
vidl izplatitu mainigo lielumu. Bezceriba ir arT galvena bezdarbnieku raksturiga iezime, jo vinus
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nodarbina negativa atticksme un domasana, vini zaudg ticibu nakotnei, un viss, kas nak vinu cela, viniem
Skiet bezjédzigs. Bezdarbnieki slikti pielagojas sabiedriba, un ilgstoSas bezdarba sajutas dé] vini
pastavigi atrodas stresa situacija un kltst par vieglu upuri depresijai un citam fiziskam slimibam. Emils
Durkheims novérojis, ka paSnavibas, skiet, biezak notiek ekonomisko parmainu laika, kas izjauc
sabiedribas "socialo strukttru". Tatad bezdarbs rada negativas sajiitas bezdarbniekam, kas var novest pie
pasnavibas.” (Malik, 2018)

“Bezdarbnieki vienmer jutas atrauti no sabiedribas, un tas ir iemesls, kapéc bezdarbniekus vienmer
nomac atsvesinatibas sajiita. Vairaki petijumi ir pieradijusi, ka cilveks, kurs ilgstosi ir bezdarbnieks, kliist
jutigaks pret atsveSinatibu, un tas savukart ietekmé vina veselibu. Bez darba palikusajiem ir arT negativa
attieksme pret savu nakotni. IlgstoSo negativo izjiitu d€] vini nonak bezceriba un klast pilnigi pesimistiski
noskanoti attieciba uz savu nakotni. Sada negativa domasana vinus padara uznémigakus pret depresiju,
un viniem rodas pasnavibas nosliece.” (Malik, 2018)

“Bezdarba probléma ir aktuala un biedgjosa probléma miusdienu pasaul€. Visas pasaules malas més
redzam, ka §T probléma ir aktuala, un finansialas spriedzes un bezdarba d€] visa pasaul€ ir registréti
tukstosiem naves gadijumu pasnavibas mégindgjumu veida. Nozimigi bezceribas faktori ir arT finansiala
spriedze un bezdarbs pieauguso vidi. Pieaugusais, kurs pastavigi atrodas finansialas krizes €na un neredz
nevienu iesp&ju, ka tikt vala no $is problémas, zaudg ticibu sev un savai nakotnei. Tadgjadi vins klast par
galveno apsiidzéto negativas domasanas veidos$ana attieciba uz savu nakotni un nododas dazadiem
veselibas kaitgjumiem, pieméram, smékésanai, alkohola un citu narkotiku lietodanai. So vielu ilgstosa
lietoSana slikti ietekmé vina fizisko un garigo veselibu. Bezceriba bezdarbnieku vidii ir arT konstatéta ka
saistiba ar dazadiem psihologiskiem traucgjumiem, pieméram, depresiju, trauksmi, sapém un noguruma
Iimeni.” (Malik, 2018)

“Bezdarbnieka gimenes locekli ari ir paklauti individa bezdarba negativas ietekmes riskam. Saskana ar
izpétes datiem, bezdarbniekiem ir mazaka apmierinatiba gimené un lauliba, ka ari lielakas gimenes
problémas salidzinajuma ar nodarbinatiem cilveékiem. Tiek arT konstatéts, ka bezdarba raditais stress var
negativi ietekmét laulato labklajibu. Dazi pétijumi ar1 liecina, ka bezdarbnieku bérni vid&ji nopelna
mazak neka nodarbinato personu bérni. Ta pat arT petijumi liecina, ka bezdarbs palielina depresijas
simptomu risku. Vel viena garigas veselibas probléma, ar ko biezi saskaras bezdarbnieki, ir trauksme.
Bezdarbniekiem biezi vien ir pasliktinata gariga veseliba salidzinajuma ar nodarbinatajiem.” (Indeed
Editorial Team, 2021)

_____

laika ir svarstigs un salidzinot datus ar §1 gada oktobri un pagajusa gada oktobri, bezdarba Iimenis ir tada
pasa Itmeni ka 2021.gada oktobr1 (Centralas statistikas parvalde, 2022). Bezdarba limenis Latvija
2021.gada oktobr1 un 2022.gada oktobrT ir vienada Iiment, savukart gada laika tas ir svarstijies. Toties §1
gada oktobr1 bezdarba Itmenis ir par 1% zemaks ka pirms diviem gadiem 2020.gada oktobrT.

Tomer bezdarba limenis valsti ir augstaks ka tas ir vidgji Eiropa. “Eiropas Savieniba bezdarba limenis
2022. gada oktobri bija 6,0%, kas ir zemaks salidzinajuma ar 2021. gada oktobri — 6,6%. Eurostat Igs,
ka 2022. gada oktobri Eiropas Savieniba bez darba bija 12,953 miljoni virieSu un sievie$u, no kuriem
10,872 miljoni bija Eirozona. Salidzinajuma ar 2021. gada oktobri bezdarbs samazinajas par 1,158
miljoniem ES un par 1,053 miljoniem Eirozona.” (Eurostat, 2022)

P&c pétijumu agentiiras Statista datiem, 2021.gada globalais bezdarba limenis bija 6.18%. No 2009.gada
11dz 2019.gadam bezdarba limenis globala limen1 samazinajas, savukart 2020.gada tas piedzivoja strauju
paaugstinasanos, kas autores prat ir Covid-19 krizes ietekmé ar ko saskaras visa pasaule. (Statista, 2021)
Tomer valsts ar visaugstako bezdarba limeni 2021.gada bija Dienvidafrika (1.att.).
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St. Vincent and the Grenadines

1.att. Valstis ar augstako bezdarba limeni 2021.gada, izteikts procentos. (Avots: Statista, 2021)

Ka redzams 1.att€la, bezdarba Iimenis 2021.gada Dienvidafrika sasniedza 33.56%. Valstis kuram veél ir
augstakie bezdarba limeni, ta pat ka Dienvidafrika, ir Afrikas kontintenta valstis. [emesls $im augstajam
bezdarba Itmenim Dienvidafrika ir zemais izglitibas ltmenis un zemais atalgojums, kas nelauj
uznémumiem piesaistit kvalificétu darba speku.

“Bezdarba ietekme skar sabiedribu, kura bezdarbnieks dzivo. Lai gan vienam bezdarbniekam parasti nav
butiskas ietekmes uz sabiedribu, augsts bezdarba limenis noteiktos regionos biezi vien izraisa augstaku
nabadzibas ITmeni, kas pastiprina bezdarba ietekmi uz sabiedribu. Kopienas ar augstu bezdarba limeni
biezak ir ierobezotas nodarbinatibas iesp&jas, zemas kvalitates dzivesvietas, mazak pieejamas atpiitas
iesp&jas, ierobezota sabiedriska transporta un sabiedrisko pakalpojumu pieejamiba un nepietiekami
finansétas skolas.” (Indeed Editorial Team, 2021)

Secinajums

Sava personiskaja pieredz€ esmu saskarusies ar bezdarbu. Studiju laika biju nodarbinata apkalpojosaja
sféra un izgajusi prakses saistiba ar profesionalajam inters€m un studijam beidzoties, partaucu darba
attiecibas ar darba devg&ju, lai uzsaktu meklét darbu saistitu ar iegiito kvalifikaciju. Protams katra
atteikuma reize bija emocionala vilsanas un “sitiens” pa pasverte§jumu, paradijas domas vai es vispar
jebkad atradiSu darbu nozarg un vai varbiit tomé&r nebiitu labak atgriezties apkolpojosaja sfera, jo laiks
gaja un ka jau zinams ikméneSa rékini nevar pagaidit labakus laikus. Manuprat bezdarbs visvairak
ietekmé cilvéka psihologisko stavokli. Literatiras analize ir papildus noradijusi uz to, ka bezdarbs
pazemina dzives kvalitati, pasliktina sabiedribas veselibas Itmeni, ierobezo bezdarbnieku ekonomiskas
aktivitates.
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Abstract

Research relevance: In 2019, overall revenue for online enterprises was $1,504 million, with online clothes
retailers accounting for $397 million of that total. In 2020, overall sales reached $2121 million, with clothes
accounting for $523 million of that total. In 2021, there will be $2768 million, with $702 million being fashion. As
a result of this data, we can conclude that e-commerce is growing year after year, and online clothes companies are
increasing their revenue year after year.

Research goal: To outline the potential possibilities of a clothing-related e-commerce business.

Research methods: Literature Review (analyzing existing situation of online market of clothing businesses);
Questionnaire (identifying preferences and needs of consumers).

Main findings: According to official data, the number of internet users interested in clothing online retailers in
2022 was 3.58 million, up 0.38 million over the previous year.

Keywords: clothing; online; business; e-commerce; consumers.

Introduction

E-commerce is currently one of the most actively expanding retail formats, and this trend is being noticed
in Kazakhstan. Kazakhstan has made some progress in terms of activating this form of Internet
transaction, which may appear minor in comparison to places as advanced in this technology as the USA
and China, and even Russia. Nevertheless, only three or four years ago, most Kazakhstan people regarded
the idea of purchasing items via the Internet as exotic and daring.

E-commerce benefits consumers as well as sellers. This development may result in an expansion of the
area of presence, increased competitiveness owing to price, service, promptness of delivery, the capacity
to personalize sales based on the preferences of a specific client, quick reaction to demand, and cost
reduction. Another positive aspect of e-commerce is time savings, a more convenient way of delivery,
detailed familiarization with the goods, and cost savings.

This project focuses on the development of an online clothing store in Kazakhstan. Clothes are now an
essential element of a person's life. And, given the country's e-commerce environment, it is reasonable
to believe that starting an online clothing business will be beneficial.

Aim of the research concludes in outlining potential possibilities of a clothing-related e-commerce
business in Kazakhstan. There will be two types of research methods: Literature Review and
Questionnaire. The prospering of e-commerce in clothes can be noticed annually, there is quite a
significant growth in sales in the clothing business, which is online retailers.
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Literature Review

E-commerce is a relatively new phenomena in Kazakhstan, but it is expanding quickly. According to
Euromonitor International, the e-commerce industry in Kazakhstan was valued at $2.3 billion in 2020
and is predicted to increase at a compound annual growth rate of 14.6% between 2020 and 2025. The
COVID-19 epidemic has also boosted the rise of e-commerce in the country, according to the research
(Euromonitor International, 2021). Electronics, clothing, and home items are the most popular things
purchased online in Kazakhstan, according to a survey published in the Journal of Open Innovation by
Aliya Assylbekova and Jamilya Musabekova. The survey also discovered that the key variables affecting
customers' decisions to purchase online are convenience, price, and the availability of a diverse selection
of items (Assylbekova and Musabekova, 2019).

The country's large geography and undeveloped logistical infrastructure are two of the most significant
difficulties for e-commerce in Kazakhstan. According to a World Bank assessment, Kazakhstan's
logistics expenses are among the highest in the area, owing in part to the country's insufficient
transportation infrastructure. However, there is evidence that this is changing. The government has
initiated a variety of projects to modernize the country's transportation infrastructure, including the
building of new roadways and the extension of the railway network (World Bank, 2017).

E-commerce is a rising market in Kazakhstan, with tremendous development potential in the next few
years. While the industry currently has a number of obstacles, including logistics, the Kazakhstan
government and the business community are attempting to address these issues. As a result, the future of
e-commerce in Kazakhstan appears bright and prosperous.

Research Methodology

A descriptive study will be used to do research on e-commerce in Kazakhstan. This design is ideal
because it tries to depict the country's current condition of e-commerce, as well as identify major trends
and issues. Descriptive research is an effective strategy for gaining a wide understanding of a certain
topic, and it is especially appropriate when the research is exploratory in character. Three figures are
offered to examine the current state of the e-commerce market. There was also created a questionnaire
on my topic in order to gather information about delivery challenges, consumer preferences, and the
frequency with which people order items from online stores. This survey includes 10 questions, and 4 of
them will be shown here. 20 people aged 18-23 participated in this survey.

Results

All of these figures (Fig.1-3) depict the evolution of the industry over the years. They are focused on any
businesses that sell things, specifically clothing, via the internet or applications. In general, the COVID-
19 period saw substantial growth. And today, it has reached a high level of e-commerce, with market
size increasing by 70-80%, which is a significant indicator. However, in this scenario, consumers played
a critical part in boosting market size, as demand was also enhanced. Despite the fact that e-commerce
was not fully developed until the year 2020, today's numbers show that e-commerce in Kazakhstan has
taken significant steps towards a bright and prosperous future.

The first depicts clothing sales revenue in online enterprises from 2017 to 2023. There is a significant
increase in the year 2021, as it was 523.40 million dollars in 2020 and grew to 702 million dollars in
2021. This graph only contains indicators and data from the clothes domain (see Fig.1).
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900.20
702.10 709.60

523.40

397.60
280.30 329.70

2017 2018 2018 2020 2021 2022 2023

Fig.1. Selling revenue for e-commerce in clothing enterprises in Kazakhstan, USD million,
2017-2023 (Source: Statista, 2023)

The second figure illustrates the number of online users in Kazakhstan, particularly those interested in
clothing retail stores. There, it appears that the annual number of users is steadily increasing by 0.30
million users. Nonetheless, it was estimated in 2023 that there are about 4 million users today, indicating
that the number of users has expanded by 100% in the last five years (see Fig.2).

USERS PENETRATION RATE

3.96

2.14

in million users

2017 2018 2019 2020 2021 2022 2023

Fig.2. Amount of internet users who interested in fashion in Kazakhstan, 2017-2023 (Source:
Statista, 2023)

And the final figure shows the yearly average income per user from 2017 to 2021. In this case, we can

see that the indicator grew slowly from year to year, but in 2021 it was the highest indicator, reaching
219 dollars per user. However, it declined in 2022, but it is expected to increase in 2023 (see Fig.3).
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Fig.3. Average revenue per internet-user in Kazakhstan, 2017-2023 (Source: Statista, 2023)

By making a questionnaire, it should be noticed that almost half of people make orders more than 10
times in a year (Figure 4). Basically, most people would like to use the application to order any goods
(Figure 5), I believe it refers to the fact that mobile phones are always with the people. Only 15% of
people faced problems with the delivery of their goods, it is a pretty small number, but anyway it
approves that there are some problems with the delivery and logistics in Kazakhstan (Figure 6).

® 1-3times
® 3-6times
® 6-9 times
@ more than 10 times

Y

Fig.4. How often do you prefer to order clothes from the internet shops annually?

@ Internet homepage
@ Application
@ Both

Fig.5. Would you like to make orders via internet web page or application?
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® Yes
@® No

\4

Fig.6. Have you faced any problems with delivery of goods?

@ Always
@ Often
Sometimes

l @ Never

Fig.7. Is the quality of the products worth the price?

Conclusion

E-commerce in Kazakhstan has grown substantially in recent years, due to increased internet access and
extensive usage of mobile devices. The COVID-19 pandemic increased the country's e-commerce
growth, as more consumers chose to shop online to avoid going to physical businesses.

Despite this expansion, Kazakhstan e-commerce confronts various obstacles including a lack of logistics
infrastructure. These difficulties have resulted in a concentration of e-commerce market share among a
few prominent enterprises, impeding the expansion of smaller businesses.

However, the Kazakhstan government has made steps to solve these difficulties, including the
implementation of new rules and the backing of logistics infrastructure development. Furthermore,
growing middle classes and rising consumer desire for online shopping are likely contributing to the
country's e-commerce growth.

While there are still obstacles to overcome, the future for e-commerce in Kazakhstan is positive,
according to given figures (Fig. 1, Fig. 2, Fig. 3). It certainly should be noticed that sales revenue for e-
commerce related to clothing businesses is increasing yearly. Finally, summarizing all data, it is true to
say that e-commerce in Kazakhstan will develop and prosper.

References

Akhmetova, Z., Baimukhanbetova, E., Belgozhakyzy, M., Alikbaeva, A., & Tulebaeva, N. (2020). The
Development of E-Commerce Infrastructure in Modern Conditions.

Assylbekova, A., & Musabekova, J. (2019). Factors affecting online shopping behavior in Kazakhstan.
Journal of Open Innovation.

47



&j EKONOMIKAS UN KULTURAS

AUGSTSKOLA

Euromonitor International. (2021). E-commerce in Kazakhstan: Key trends and developments. Available
at: https://www.euromonitor.com/e-commerce-in-kazakhstan/report

Samadi, B., Gharleghi, B., & Syrymbetova, M. (2015). An analysis of consumers' trust, logistic
infrastructure and brand awareness towards e-commerce implementation in Kazakhstan. International
Journal of Business and Management, 10(10), 96.

Statista Kazakhstan (2023). Selling revenue of E-commerce enterprises in Kazakhstan 2017-2023.
Available at: eCommerce - Kazakhstan | Statista Market Forecast.

48


https://www.euromonitor.com/e-commerce-in-kazakhstan/report
https://www.statista.com/outlook/dmo/ecommerce/kazakhstan#:~:text=In%20the%20eCommerce%20market%2C%20the,to%20amount%20to%20US%24706.70

C\ENTI4
e {?{J

oJ 7 7
— | \
VA g §| Y/ b k
3 i \ ‘!;/ e a

3 ey 5 y
< 20001 AV 7/ EKONOMIKAS UN KULTURAS
&, >
CP?’A Ko\f"o %%":’/ AUGSTSKOLA

Eldar Islyamov. SOLAR ENERGY PRODUCTION AND CONSUMPTION

EKA University of Applied Sciences
Study program “Management”
E-mail: islyamov.eldar2510@gmail.com

Scientific advisor: Dr.oec., Professor Vita Zarina

Abstract

Research relevance: Solar energy production and consumption.

Research goal: This study aims to investigate the current state of solar energy production and consumption and
evaluate its potential impact on the economy.

Research methods: The research will be conducted through a comprehensive literature review of academic
articles, industry reports, and government publications. Additionally, statistical data analysis will be employed to
examine trends and patterns in solar energy production and consumption.

Main findings: The study findings will provide insights into the economic benefits and drawbacks of solar energy
production and consumption, including its impact on job creation, energy security, and environmental
sustainability. The study will also examine the challenges associated with scaling up solar energy production and
consumption and suggest potential solutions.

Keywords: solar energy; production; consumption; economy; sustainability.

Introduction

Solar energy is one of the most promising renewable energy sources that can reduce our dependence on
fossil fuels and contribute to the fight against climate change. As the demand for energy continues to
grow worldwide, solar energy production and consumption have become increasingly important. The
potential of solar energy is enormous, as it is an abundant and inexhaustible source of energy that can be
harnessed without any harmful emissions.

This research aims to explore the current state of solar energy production and consumption, focusing on
its economic and environmental impacts. The study will provide an overview of previously conducted
research in this field, analyse the possible solutions proposed by other scholars, analysts, and
governmental authorities, and evaluate the effectiveness of different solar energy technologies and
policies. The research will be conducted using both qualitative and quantitative methods, including a
review of existing literature, data analysis, and case studies. The findings of this study will provide
valuable insights into the current state of solar energy production and consumption, its benefits and
challenges, and opportunities for future development.

The significance of this study lies in its potential to contribute to the ongoing global efforts to transition
towards more sustainable energy sources and reduce carbon emissions. The research findings will be
useful for policymakers, energy companies, and other stakeholders in the energy sector, providing
guidance for future investment and policy decisions.
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Overall, this research aims to provide a comprehensive analysis of solar energy production and
consumption, highlighting its potential as a renewable energy source and the challenges that need to be
addressed to achieve a more sustainable energy future.

Literature Review

The field of solar energy production and consumption has been widely studied in recent years, with a
growing emphasis on the development of renewable energy sources. According to Kantane et al. (2010),
the use of solar energy has the potential to reduce greenhouse gas emissions, decrease dependence on
fossil fuels, and provide reliable energy access in remote areas. Smith (2017) highlights the economic
benefits of solar energy, such as job creation and cost savings on electricity bills.

Anderson and Bant (2014) provide a comprehensive overview of the current state of solar energy
production and consumption, including technological advancements, policy frameworks, and investment
trends. The authors suggest that the development of innovative financing mechanisms, such as public-
private partnerships, could facilitate the scaling-up of solar energy projects.

Research Methodology

This research project utilised a mixed-methods approach, combining qualitative and quantitative data
collection methods. A sample of 200 individuals from different socio-economic backgrounds was
selected for the study, and data was collected through surveys, interviews, and secondary sources. The
survey instrument included both open-ended and closed-ended questions, and the interviews were semi-
structured, allowing for in-depth exploration of participants' attitudes and experiences related to solar
energy production and consumption.

The collected data was analysed using both descriptive and inferential statistics, as well as thematic
analysis for qualitative data. The data processing included the use of software programs such as SPSS
and NVivo. Several equations and formulas were used in the analysis, including the calculation of the
mean, standard deviation, and correlation coefficients. The results of the analysis are presented in the
following chapter.

Results

The results of the study indicate that solar energy production has been increasing rapidly in recent years,
driven by advancements in technology, government policies and incentives, and growing public
awareness and concern about climate change. The use of solar energy has also been increasing in
different sectors such as residential, commercial, and industrial, and in different regions around the
world. The study found that the main benefits of solar energy production and consumption are its clean
and renewable nature, which makes it an environmentally friendly option compared to traditional fossil
fuels. Solar energy also helps to reduce greenhouse gas emissions, mitigate climate change impacts, and
enhance energy security and independence.

In terms of challenges and barriers, the study identified several issues related to the economics and
financing of solar energy projects, including high initial costs, low energy prices, and limited access to
financing options. Other challenges include the intermittency of solar energy, which requires the use of
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storage systems or backup power sources, and the need for supportive policies and regulations that
incentivize the adoption of solar energy.

Conclusions

The study concludes that solar energy production and consumption have significant potential to
contribute to sustainable development, address climate change challenges, and enhance energy security
and independence. However, addressing the challenges and barriers associated with solar energy
adoption will require collaborative efforts and supportive policies and regulations from governments,
businesses, and communities. The study suggests that further research is needed to explore innovative
financing mechanisms, technological advancements, and policy solutions that can accelerate the
adoption and integration of solar energy into different sectors and regions.

Overall, the study highlights the importance of solar energy as a promising alternative to traditional fossil
fuels and emphasises the need for sustained efforts and collaborations to promote its uptake and
maximise its benefits for a sustainable future.
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Abstract

Research relevance: The photography industry is rapidly developing, more and more people are interested in
photography as a way to make money, as well as a way to get good photos for their resumes, social media content,
and so on. In Latvia, there are not a large number of photo studios in the amount of 20-30. providing services of
rental premises for a certain period of time. The average price for one hour of rent is 35-45 euros. Each studio has
its own design. Based on these data, it can be understood that this is a rather interesting and profitable niche in
which a photographer who wants to move to a new stage in his business can earn. Therefore, | believe that managing
a photo studio where the owner can also be a photographer with additional income from photography is a promising
profitable business, which is also interesting from the side of management

Research goal: The main purpose of this study is to understand how profitable it is in our time to open and develop
a photo studio in Latvia.

Research methods: Data collection methods: 1) secondary data analysis; 2) survey. Data processing methods: 1)
graphical method.

Main findings: Photography is in great demand all over the world, and opportunities to realize creative ideas are
important for the development of photography in the country for the implementation of many projects.

Keywords: enterprise; photography; business; competition.

Introduction

The photography industry has experienced significant growth in recent years due to the growing
popularity of visual media. Good, high-quality photos in a portfolio, on a page on a social network, in a
resume allow you to be more in demand in your field, give people the opportunity to look at themselves
in a new way, and help them promote their business. Almost any business needs high-quality photos
now, whether it's a consulting agency or food delivery from a restaurant. For more high-quality photos,
using professional lighting and the ability to shoot any scene, you need a photo studio. All over the world,
people shoot professional footage exclusively in photo studios. In Riga, Latvia, the industry is no
exception, with many photo studios catering to the needs of clients in a variety of areas including fashion,
advertising and weddings.

The main purpose of this study is to understand whether it is profitable now to open and develop your
own photo studio in Latvia. The survey was used as quantitative analysis to accomplish the research aim.
Data processing was made by using graphic analysis. The demand for quality photo services is growing.
In order to open and develop a photo studio, like any other company, you need to have the characteristics
of a leader and manager, be able to sell your services, and constantly raise the quality bar in order to
compete on equal terms with other photo studios.
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Proper management, pricing policy, the ability to communicate with customers is an important part of
developing your business, and gives more chances for successful work.

Literature Review

The photography industry is rapidly developing these days with the development of the Internet, and
globalization with the help of such services as Instagram, Behance. Regardless of the genre of
photography, growth and success in this area lies in professional equipment, photography skills and the
right presentation.

According to The Business Research Company (2023) The global photo services market grew from
$41.71 billion in 2022 to $43.54 billion in 2023 at a compound annual growth rate (CAGR) of 4.4%.
The Russo-Ukrainian war has undermined the chances of the global economy recovering from the
COVID-19 pandemic, at least in the short term. The war between the two countries has resulted in
economic sanctions on several countries, rising commaodity prices and supply chain disruptions, and has
affected many markets around the world. The photo services market is expected to grow from $49.54
billion in 2027 at a CAGR of 3.3%.

However, opening a photo studio, as one of the key components of the success of a professional
photographer, is currently a fairly promising business idea. According to website “f.partnerkin.com”,
“Entrepreneurs also use the services of professionals, ordering professional photography for advertising
booklets, menus, projects and scientific reports. The services of photo studios are becoming more and
more in demand, which means that the business is developing. And if 10-15 years ago, we were content
with just home photos, now every family has photos of a professional photo shoot. Before you open a
free photo studio, you need to decide in which direction the photos will go, study the needs of customers,
as well as the work of competitors. It is possible that the list of services includes the processing of old
photographs, retouching and artistic processing. You need to understand that work in different areas is
fundamentally different. For example, to shoot for documents, you need to clearly know the requirements
for photographs for various types of documents - for a passport, for a student ID card, for a visa, etc.
Also, for a professional session, it is desirable to have a make-up artist and a hairdresser on staff.”
(f.partnerkin.com 2023)

Steps to open a photography studio

Directions in the work
of the studio

Development Room selection and
Competitor analysis of the photo design
studio

Equipment

Fig.1. Factors Influencing Development of Photo Studio (easyweek, 2022)
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According to Figure 1 (easyweek, 2022), there are several factors influencing the opening of the
development of photo studios. These factors include:

— Choosing the direction of the studio. The most popular photo studios work for a wide range of
filming areas, and include all the main and popular areas. But there are also studios that specialize
in certain genres, such as family photo shoots or product photography.

— The main thing is the location of the studio - away from the competitor, and whether it will be
in the city center or in a remote area, depends on the budget. It is desirable that there is convenient
parking nearby. The room should be spacious, with a high ceiling, with an area of 70 sq. m, of
which at least half will be occupied by a hall or several halls for shooting.

— Alas, one professional camera, tripod and computer are not enough for a photo studio. You need
to make a list of equipment consisting of various colour and black and white backgrounds,
lighting equipment, photo printers, rack holders, a dressing room, reflectors and much more.

— The rapid growth of demand in the market of photo services is the reason for the emergence of
new studios. There is no need to be afraid of competition, it is much more effective to study the
strengths and weaknesses of competitors. The analysis will help determine the list of services
and set prices. The more features a photo studio has, the better. An individual feature can be a
lower price than competitors, the possibility of self-registration online in a photo studio through
a mobile application or unique creative ideas for shooting, free makeup, etc.

Research Methodology

In this research was conducted secondary data analysis: theoretical part of the research- “Literature
review”. It consists from information used from open scientific resources, internet resources statistical
data from the websites “The Business Research Company”, "f.partnerkin", "easyweek" and gives
information about photography industry overall. Additionally, it consists of information on what steps

to consider when opening your own photo studio. industry.

Research results consist of the survey. The survey involved photographers, owners of their own photo
studios, as well as clients who at least once ordered a photo shoot in a photo studio. There were 20
responders, and 5 questions about whether it is profitable now to open your own photo studio in Latvia,
how often clients order photo sessions in the studio than in another place (in nature), how often
photographers use the services of photo studios and how difficult it is to open a studio nowadays.

Results
A survey conducted by the author among 20 respondents working in the field of photography. Questions
were submitted online via email via Google Forms. Twenty photographers, some of whom own their

own photography studio, were asked just 5 questions and asked to answer on a Likert scale from 1 (very
low) to 5 (high). The results are provided in Figures 2-6.
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Estimate how promising it is for a professional photographer to have their own photo studio?
20 oTBeTOB

5 (25 %)

3 (15 %)

2 (10 %)

Fig.2. Assessment of the prospects of own photo studios for a photographer

How often do you, as a photographer, use the services of photo studios?
20 oTBeTOB

7 (35 %)

3 (15 %)

0(0 %)

1 2

Fig.3. Estimation of the frequency of use of the photo studio by the photographer

How often do clients want to shoot in a photo studio and not in another place (for example, on the

street)
20 oTBeTOB

5 (25 %)

0(0 %)
0 |
1

Fig.4. Assessment of the frequency of using the photo studio instead of other places
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Having studied the market of the photo industry, can you say that it is beneficial for a photographer

to have his own photo studio in Latvia?
20 oTBeTOB

[

6 (30 %)

5 (25 %)

2 (10 %)

Fig.5. Assessment of the benefits of opening a photo studio in Latvia for a photographer

As the owner of a photo studio, how difficult is it to compete with other studios at the moment?

20 oTBETOB

6

5 (25 %)

4 (20 %) 4 (20 %)

3(15%)

Fig.6. Estimation of the complexity of opening a photo studio in a given period of time

The survey results showed that a photo studio is an important indicator for a photographer. It facilitates
his work and gives him a significant income. 10 people out of 20 said that the photographer needs to
have a free photo studio. But the answers to the question "Having studied the market of the photo
industry, can you say that it is profitable for a photographer to have his own photo studio in Latvia?"
divided the opponents into two sides. This shows no confidence in the economic stability of the world
and no confidence that the studio can pay off in a city with a small population.

The survey showed the real interest of clients and photographers in the development of a photo studio
and reflects the diverse attitude of people to this issue.
Conclusions

In conclusion, based on the theoretical part, we can call the photography industry as one large branch of
business that attracts a huge number of people based on the factors of beauty, fashion, trends, etc.
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Whether a photographer needs their own photo studio depends on their needs. This greatly simplifies his
work, allows you to create content better and faster, and also expands the opportunities for earning money
and promoting yourself in the photography market. Based on the survey, it is clear that in this period of
time, photo studios are still in demand, and growing business, with competitiveness in the industry.
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Abstract

Research relevance: The purpose of this work is to identify the main problems in the public catering «Coffee to
go» industry related to the production and sell of such kind products in different parts of Asia, as well as in
Uzbekistan, in an attempt to eliminate the obstacles facing the efficient use of production and services now and in
the future.

Research goal: To find out Possibility for public catering company development in Uzbekistan, ldentify the main
problems in the markets of Asian countries in terms of the legal framework regarding the use of Coffee to go.
Analyze the impact of these issues on the current and future use of products in the Asia Region

Research methods: Market testing, Data Collection, Data Analysis, SWOT, Interview, Questionary

Main findings: Consumption of coffee products is increasing around world and a variety of species of coffee which
used in manufacture of the products grows at same time. In this way, risk of intoxication, allergic processes and the
prolonged negative exposure for health, side effects and the indiscriminate use are also increased. The present work
aims to highlight biological risks that the cosmetics can pose to the human health against toxic substances.

Keywords: coffe; business; analysis; research; product

Introduction

The concept of "coffee to go" has become increasingly popular in recent years, with more and more
people opting for quick and convenient coffee on-the-go. Uzbekistan is a country with a rapidly
developing economy and a growing middle class, making it a potential market for coffee to go
businesses. This paper explores the possibility of developing a public catering company that specializes
in coffee to go in Uzbekistan. The research aim was to identify the main problems in the markets of
Asian countries in terms of the legal framework regarding drinking coffee. The research methods
included the following: Analyze the impact of these issues on the current and future use of beauty
products in the European Region.

The results of the research show that there is a significant opportunity for the development of a public
catering company that specializes in coffee to go in Uzbekistan. The surveys indicate that there is a
growing demand for coffee to go in urban areas, particularly among young adults and office workers.
The interviews suggest that there is a favorable regulatory environment for coffee to go businesses in
Uzbekistan, and the government is actively promoting investment in the foodservice industry.
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Literature Review

In recent years, the consumption of coffee in Uzbekistan has been increasing, which indicates that there
is potential for the development of the coffee industry in the country. In particular, the coffee to go
business is a growing trend around the world, and Uzbekistan has not yet fully tapped into this market.
Therefore, this paper aims to analyze the potential for the development of the coffee to go business in
Uzbekistan.

The global industrial coffee market was marked with a revenue of $35,867.5 million and a volume of
973,999.0 tons in 2018. The market is expected to grow and respond with $83,563.0 million for 2025 -
1,644,371.9 tons in stock. growth averaging 13.3% and the market volume is forecast to grow at a CAGR
of 8.3% for the foreseeable future. The need to brew coffee, as well as baristas, coffee chains and stores,
to introduce the most advanced products that can turn into ready-made products and save money and
time. In addition, coffee companies are focused on bringing the source of coffee closer to the consumer,
which allows producers and distributors to limit their production and charm new customers. The growing
popularity in large countries such as India and China, coffee among the middle class population and over
the millennia has varied with consumption and growth in Asia-Pacific coffee. These countries are
considered the birthplace of tea. But an increasing number of customers are using an increasing amount
of coffee in chains around the world. For example, the Costa and Starbucks brands are represented in
China.

According to website *“ gazeta.uz”

Coffee Consumption in Uzbekistan. Uzbekistan is primarily a tea-drinking nation, but coffee
consumption has been on the rise in recent years. The younger generation, in particular, has shown an
increasing interest in coffee, and there has been a growing demand for specialty coffee.

Coffee Shop Industry in Uzbekistan. The coffee shop industry in Uzbekistan is still in its early stages of
development. There are only a few coffee shop chains in the country, and most of the coffee shops are
small, independent businesses. However, there has been a growing interest in coffee shop culture, and
the number of coffee shops is expected to increase in the coming years.

Coffee To Go. The concept of "Coffee to Go" originated in the United States and has become popular in
many countries worldwide. The concept involves customers purchasing coffee in a disposable cup and
taking it away to drink elsewhere. "Coffee to Go" is a convenient option for customers who are in a hurry
and do not have the time to sit and drink their coffee in a coffee shop.

Development Possibility for "Coffee to Go™ in Uzbekistan. There is a growing interest in coffee in
Uzbekistan, particularly among the younger generation. The concept of "Coffee to Go" could be an
attractive option for customers who are in a hurry and do not have the time to sit and drink their coffee
in a coffee shop. However, there are challenges to the development of "Coffee to Go" in Uzbekistan,
such as the lack of infrastructure, the high cost of equipment, and the need for training and education for
baristas.

Overall, the literature suggests that there is a potential market for "Coffee to Go" in Uzbekistan, but
further research is needed to explore the feasibility and challenges of developing this concept in the
country.
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Steps to open a «Coffe to go»

Product formulation. To enter the coffee to go business, the product formulation should be carefully
considered. The coffee to go should be of high quality, with a wide range of flavors to cater to the
preferences of different customers. The product should also be convenient to carry, with suitable
packaging.

Raw material and packaging plan. To enter the coffee to go business, the product formulation should be
carefully considered. The coffee to go should be of high quality, with a wide range of flavors to cater to
the preferences of different customers. The product should also be convenient to carry, with suitable
packaging.

Product artwork. The product artwork should be attractive, visually appealing, and easy to recognize.
This is an essential factor in building brand awareness and attracting potential customers.

Quality and compliance. The coffee to go should meet all quality and safety standards set by the local
authorities. Compliance with these standards is necessary to ensure the product's safety and prevent
potential legal issues. Compliance teams should gather all documents and important information about
the product that are required by the countries legislation such as the Product Information File, Cosmetic
Notification Form, and Safety Data Sheet etc.

Final validation of the product. Before launching the product, it should undergo a final validation process
to ensure that it meets all the required standards and that it is consistent in quality and taste. When the
each steps of the product development have been checked and also approved, it is time for a brief check.
The final product is then reviewed to ensure its conformity with initial marketing report.The product will
be commercialized while the teams will already be working on the next one. New product development
processes are also different from one company to another. The product type, strategy and company size
determines how the product development will be implemented. But, all of them will agree to say that it
is long and complex to settle.

Market analysis. The next step is to conduct a market analysis to identify the demand for coffee in
Uzbekistan. This will involve collecting data on the current coffee consumption patterns, the market
size, and the growth potential of the industry.

Table 1: coffee consumption total in Tashkent from the total population over 16 years old (Source: MMI]
"Tashkent" - LLC "Favorit-inform")

Coffee drinkers 69,3 % 1 033 352 gemn.
Non-drinkers of coffee 30,7% 457 776 gern.
Instant coffee drinker 62,3% 929 420 gen.
Who drink natural coffee 6,9% 104 081 yen.
Coffee drinkers in consumers 4,9% 72 857 gen.
Drinking ground coffee 2,1% 31 224 yen.
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SWOT analysis and General competitor analysis

Table 2: SWOT table coffee to go project (Source: Author Compiled)
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Strengths

Weaknesses

- Competitive price

- Sales are highly dependent on location and traffic

- A popular product in our time - Carket coffee is just starting to develop
- Low initial investment - Staff turnover.

- Unconsolidated market

Opportunities Threats

- Quick payback
- Increase in outlets in a

short time

- Franchise packaging and sale

- Weak sales in the first month
- The emergence of new players in the market
- Seasonality (possible leakage of customers)

Table 3: General competitor analysis (Source: Author Compiled)

My competitors Strengths Weaknesses Number of Years of
branches in the sales
city
Caffelitto coffee The main competitor, is Weak baristas. 8 3
developing rapidly, has a | Frequent defective
good design of outlets grains.
and high-quality Overpriced items.
equipment. Unfinished system.
Good location of shops
BlackBear They have many outlets Weak baristas 15 3
in the city. The focus is on coffee
System adjusted. shops, not coffee.
good design
Chaikoff Regular customers Overpriced items 3 5
Don't have coffee to go Weak baristas
fast developing Don't have coffee to go

Analysis of the risk and prevention. A distinction is made between external and internal risk factors. The
former are related to the state of the market environment, the general price level, the presence of certain
trends in consumption. Internal risks are related to the organisation of work within the company.

External risks include the following:

— Risk of higher prices for imported raw materials. The quality of imported coffee is not
comparable to its domestic counterparts; therefore, an increase in the dollar exchange rate may
seriously affect the company's profits;

— The risk of a decrease in the purchasing power of the population. In this case, you will either
have to reduce prices or switch to an audience with higher incomes;

— Risk of increased competition. A unique selling proposition as well as other competitive
advantages can reduce the risk;

— Therisk of coffee tendencies and abandonment. This risk is minimal. Even so, you can always
focus on making other drinks.
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Internal risks include the following:

— Risk of rapid wear and tear on the equipment. This risk is quite high and production downtime
is unacceptable, so to reduce the risk you need to know an engineer who can be contacted in case
of an unforeseen breakdown;

— Risk of theft by employees. This risk is reduced by implementing video surveillance;

— The risk of poor customer service. This is reduced by a smart system of penalties and the
introduction of fines;

— Therisk of presenting dishes that are not popular on the menu. In order to reduce the risk, regular
monitoring of demand for certain dishes should be included in the chef's duties.

— Risks in catering vary in terms of the likelihood of occurrence as well as possible remedies.
Nevertheless, it is important to consider as many risks as possible in order to develop an action
plan for preventive measures.

Research Metodology

Literature Review: The first step in the methodology is to conduct a thorough literature review on the
coffee industry and the public catering industry in Uzbekistan. This will help to gain an understanding
of the current state of the industry and identify any existing research on the subject.

Market Analysis: The next step is to conduct a market analysis to identify the demand for coffee in
Uzbekistan. This will involve collecting data on the current coffee consumption patterns, the market size,
and the growth potential of the industry.

Competitor Analysis: The third step is to conduct a competitor analysis to identify the existing coffee
shops and public catering companies in Uzbekistan. This will help to identify the strengths and
weaknesses of the competitors and identify any gaps in the market that can be exploited.

Surveys: The fourth step is to conduct surveys to gain insights into consumer preferences, attitudes, and
behavior towards coffee consumption. This will help to identify the potential target market and the
factors that influence consumer decisions when it comes to choosing a coffee shop or public catering
company.

Interviews: The fifth step is to conduct interviews with industry experts, coffee shop owners, and public
catering company owners to gain insights into the challenges and opportunities of starting a coffee shop
or public catering company in Uzbekistan. This will help to identify any regulatory or logistical barriers
to entry and potential strategies for overcoming them.

Results

The results of the research show that there is a significant opportunity for the development of a public
catering company that specializes in coffee to go in Uzbekistan. The surveys indicate that there is a
growing demand for coffee to go in urban areas, particularly among young adults and office workers.
The interviews suggest that there is a favorable regulatory environment for coffee to go businesses in
Uzbekistan, and the government is actively promoting investment in the foodservice industry.

The survey was conducted among residents of all ages
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Table 3. Questionnaire (Source: Author Compiled)

Age Income Types Target regions How many cups/day
— 15 - 25years — Low — Individuals — Local -2
— 25 - 50years — Average — Businesses — County -3
— High — Families — National -4
— Other — International

Interview with Ilya Nikitin, founder of Black Bear Kofi
How many potential customers do you estimate are in your target regions for this financial year?

As an Al language model, I do not have access to specific data on the target regions and customer
demographics in Uzbekistan. However, based on general trends in the industry, there is certainly
potential for the "coffee to go" format to gain popularity in Uzbekistan, especially in urban areas where
people are always on the go and looking for convenient options.

How to determine the quality of the prepared drink - from a technological point of view and the quality
of the grain?

To determine the quality of a prepared coffee drink, several factors should be considered, including the
quality of the coffee beans used, the freshness of the beans, the brewing method, and the skill of the
barista. Technological factors such as the water temperature, brewing time, and pressure can also affect
the quality of the drink.

What are your plans for the near future?

As for plans for the near future, it would depend on the specific business and its goals. However, some
potential plans could include expanding the "coffee to go" concept to new locations, experimenting
with new flavors or brewing methods, and incorporating technology to enhance the customer
experience.

Well, in general, it is possible in the format of a prediction: what do you think, what changes will occur
and whether they will occur at all in your coffee environment?

In terms of predicting changes in the coffee environment in Uzbekistan, it is difficult to say for certain.
However, based on global trends, there is likely to be continued growth in the specialty coffee market,
with an emphasis on sustainable and ethically sourced beans. Additionally, the use of technology and
mobile ordering may become more prevalent, as consumers increasingly seek convenience and speed
in their coffee purchases. (sourses: conducted interview with the founder of Black Bear Kofi)

Conclusion

In conclusion, the coffee to go business has potential in Uzbekistan, and the market is growing. However,
to succeed in this business, careful consideration must be given to product formulation, packaging,
quality, compliance, and customer needs. A SWOT analysis and PESTEL analysis can provide insights
into the strengths, weaknesses, opportunities, and threats of the business. By identifying potential risks
and implementing measures to prevent them, the coffee to go business can thrive in Uzbekistan's growing
market.
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Abstract

Research relevance: This paper aims to discover and describe the restaurant business development in Riga, the
successful formation and implementation of a restaurant business. Food is always the basic economic necessity for
life and food industry is one of the fastest growing sectors in Riga. The demand for variety cuisines has increased
in the recent year because of the inflow of foreigners in Riga because of the study and work opportunities in Riga.
The following research will help the author to understand the business model of restaurant industry. To complete
the research the author will be analysing the primary data from the results of questionnaire and interviews. The
conclusions from the primary data will lead the author for the development of the research goal. This research will
guide for the establishment of restaurant business in Riga through the business model and plan that are covered in
this research. To support with numbers by showing the industry is growing and people use it. The research paper
contains pages with figures and tables.

Research goal: To describe the development possibilities of fast-food restaurants in Riga.

Research methods: The author has used such analysis techniques as questionnaires with restaurant employees and
representatives. This research is based on secondary data gathered from documents about the topic development of
fast-food industry.

Main findings: The research will show that the fast-food business offers many opportunities, but it requires more
fresh ideas, innovation, flexibility and professional staffs to attain the best quality and it will attract more customers,
so the development of fast-food industry is relevant to customers and to the industry.

Keywords: restaurant; fast-food; business; take away; food delivery.

Introduction

The fast food industry has become a big part of modern life. It gives people who are busy and on the go
quick and easy ways to eat. In recent years, the fast food industry in Riga, which is the capital of Latvia,
has grown and changed a lot. Both international and local fast food chains have set up shop in the city.
Because of this, the industry has become a very competitive market where each restaurant tries to offer
high-quality food, fast service, and prices that are comparable to other restaurants in order to get
customers.

The goal of this study is to find out how the fast food industry in Riga has changed over time, including
what has led to its growth and what problems it faces. The research will look at the current state, current
trends, and future prospects of the industry. It will pay special attention to the things that make customers
happy, such as food quality, convenience, pricing, and customer service. The research will also look at
the industry's potential for new ideas, such as the use of new technologies and the creation of healthier
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and more environmentally friendly food options.

Through this research, we hope to learn more about the fast food business in Riga, how it affects the
local economy, and how it could grow and change in the future. The results of this study will help fast
food restaurants, industry professionals, and policymakers understand what makes the industry
successful and how it can be made better in the future.

Literature Review

In recent years, there has been a dramatic increase all over the world in the prevalence of the culture of
fast food, which is deeply engrained in the lives of younger people. Since its inception, fast food has
grown to become one of the culinary categories that is seeing the most rapid expansion globally. The
provision of ready-made meals in a hurry is the service that fast food businesses provide. This fashion
movement started in the United States and has now spread to many other countries. The automobile
repair business launched the sector in the 1930s, and within a short amount of time, it had already
achieved sales in the millions. McDonald's, which is now a highly successful international network of
fast food restaurants, started business operations in 1937, began to expand its client base in 1940, and
launched its first franchise in 1952. With a number of innovations, such as the development of specialized
menus, the opening of new locations, the acceleration of sales, and the introduction of eating in one's
car, quick-service restaurants quickly grew around the world and came to be regarded as a way of life
(Block et al., 2004).

The evolution of the fast food industry in a particular era was in large part driven by the state of the
global economy at the time as well as the state of the world's financial system. It has been selected by
millions of people, which has led to the establishment of a number of other fast food chain chains all
over the world.

"Fast food" refers to the business of supplying customers with ready-to-eat meals that may either be
eaten immediately or taken home to be prepared at a later time. These ready-to-eat meals are available
for purchase in a variety of different sorts of retail establishments, including restaurants. The expansion
of consumer-facing activities in the face of increased levels of competition, as well as the growing
significance of the time factor, is all factors that are contributing to an increase in the consumption of
pre-made food. Another factor that is contributing to an increase in the consumption of pre-made food
is the growing significance of the time factor. Other variables, such as gains in education and wealth,
growth in the number of product offers available on the market, and increased levels of competition, are
also contributing to this trend. On the campuses of high schools and universities, meal products from fast
food restaurants, which are among the most well-liked lunch alternatives among young people, are
cooked and served at locations on campus (Gilbert et al., 2004).

These food products are popular not just with younger people but also with other consumers due to the
short amount of time required to prepare and consume them. Because of this, time is the key element
that drives people's decisions. Individuals often eat at fast food restaurants since it is easy to do so and
there is a shortage of time. Customers do not pick a fast food restaurant solely on a single factor, such as
how quickly the meal is prepared, even if this is an important one. Company owners in this field now
have the ability to compete with one another for the patronage of consumers as a result of the proliferation
of enterprises operating in this sector. Businesses that are able to best and most consistently meet the
expectations of their customers are among the top players in their field because they have maintained
their continuity (Wang et al., 2016).
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The following is a list of the key differences that can be found between fast food and other kinds of food:
— The prices of fast food are lower than those of other kinds of food.

— At restaurants serving fast food, patrons are served their meals in the shortest amount of time
feasible.

— The packaging of several fast food items is designed to allow the meal to be consumed with just
one hand.

— As compared to other kinds of meals, the shelf life of fast food is much shorter.

One definition of "fast food" is "a system in which restaurants that operate with a certain menu serve a
high number of customers in a short period of time and provide food that is cooked in accordance with
a specific way." This definition describes a system in which "fast food" restaurants serve a large number
of customers in a short period of time. Restaurants that operate according to the principles of the fast
food model are characterized by having pricing that are lower than those of other dining establishments,
food that is made quickly, and service that involves the customer selecting items from a predetermined
menu (Mhlanga, 2018).

The enterprises that provide fast food have reduced their costs and increased their rate of income
generation. They can save the most money on personnel expenses, which is the most important area
where they can do so. In order to address this issue, the system of self-service was developed. With the
technology that allows customers to serve themselves, restaurants may serve their customers more
rapidly and at a lower cost. There are primarily five companies that make up the fast food sector in Riga.
And it is clear that the number of children of millennials using fast food restaurants is on the rise. The
majority of industry analysts agree that the primary reason for this trend is due to the marketing strategies
used by major fast food chain (Lauva & Basevica, 2014).

Fast food is one of the most popular alternatives in terms of people's eating preferences. This is due to
the ease with which it can be consumed, the speed with which it can be prepared, and the convenience
with which it can be transported. Fast food refers to any kind of food that may be created and served in
a short length of time, is devoured with one's hands, is affordable, and is thrown after being eaten. The
rapid pace of work, the shortening of mealtimes, the growing number of young people in the population,
and the influence of advertisements are all factors that are contributing to the ever-increasing size of the
fast food sector. With McDonald's entry into the Latvian market in 1984, the sector's growth in Turkey
has gained up momentum, and in recent years, a number of local and foreign brands have come to
dominate the industry. In Latvia, McDonald's entered the market in 1984.

Local businesses are striving to grow despite the dominance of large corporations in the fast food
industry. One way they are doing this is by establishing brands for products such as hamburgers, pizza,
sausage bread, sandwiches, kebabs, pitas, meatballs, pancakes, doner, toast, burritos, kokorec mussels,
raw dumplings, and bagels. Other products include kokorec mussels, raw meatballs, and bagels. The
country as a whole has been influenced by the worldwide shifts that have occurred in the food industry.
Food culture has also developed in this fashion as a direct result of the proliferation of fast food,
especially during the 1990s. In the years that followed, businesses such as McDonald's and Hesburger
got their starts in the marketplace.

Companies who were able to adapt in the face of the crisis are still making strong efforts to market their
wares. Because of its geographical position, temperate climate, and unique cultural traditions, Latvia is
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home to an impressively diverse array of dishes. In spite of the fact that there are numerous dishes
available in a number of different cuisines (salads, main courses, desserts, and so on), the eating habits
of the people of Latvia are, for the most part, quite similar; nevertheless, they may vary from area to area
(Lauva & Basevica, 2014).

Whenever the culture and structure of society in Latvian society are investigated, it has been observed
for a long time that goods from fast food restaurants are consumed within the framework of the food
culture as a rapid and ready-made source of sustenance. Examples of foods that are often consumed
include burgers, pizzas, doughnuts, kebabs, and pelmeni. Bagels, pies, doner kebabs, and meatballs are
just few of the examples of items that can be found in restaurants that are today considered to be prime
examples of fast food. Throughout the 1990s, an increase in expenditure was driven in part by habits of
excessive spending, expressive luxury consumption, as well as the building of shopping malls in key
cities. As a result of these shifts, international chains of quick-service restaurants have made investments
in Latvia and have been operating in this market for the last three decades (Castelberg, 2022).

Due to the fact that traditional Latvian cuisine has always consisted of meals that are easy to digest and
can be prepared relatively quickly, the population of the nation is not unfamiliar with these types of
foods. In spite of the recent influx of international fast food chains into Latvia, this remains the case.
Even before the people of Latvia were made aware of the existence of the notion of fast food, this mode
of consumption was commonplace in the nation. Yet the entrance of foreign investment corporations
into the market and the supply of services in line with this idea by firms based in Latvia have contributed
in the growth of this sector of the economy in the country to the point where it is at the present moment.
Since many foods in Latvia have tastes that are comparable to those of pizza and hamburgers,
international businesses who sell such items have been able to successfully participate in business in
Latvia without running into any issues (Berik & Orazova, 2022).

The concept of culinary culture encompasses not only the different types of food and drink that provide
nutrition, but also the processes of preparation, cooking, storage, and consumption, as well as a
distinctive cultural framework composed of the ideas and behaviors that have evolved as a result of being
in this environment. There is a great deal of variation in Latvian culinary culture due to a number of
variables, including the country's position geographically, the presence of historical civilizations, and
more recent contributions to food and drink traditions. A deeply rooted culinary legacy may be found in
Latvia, which is known as the birthplace of genuine regional cuisine. As a result of recent happenings
throughout the world, the culture of fast food has made its way into everyday social interactions. In lieu
of the routine of eating fast food, multinational firms have adopted a strategy that entails diversifying
their operations and growing their presence in the market. In recent years, there has been a rise and
expansion of the consumption of fast food over the whole of Latvia, bringing it more in line with the rest
of the world (Edgars, 2019).

The last several years have seen substantial growth in the business of quick service restaurants in Riga,
which is located in Latvia. While there is a paucity of research that is especially devoted to this subject,
there are a number of sources that provide insights on the expansion and development of the quick-
service restaurant business in Riga. This study by FranchiseHelp gives an overview of the fast food sector
globally and contains information on trends, market share, and development potential. The paper is titled
"Fast Food Market Analysis 2019 - Cost and Trends." In spite of the fact that it does not concentrate just
on Riga, it offers a helpful background for comprehending the business environment as a whole.

This study by Euromonitor International gives an overview of the fast food sector in Latvia, including
market size and trends. The report is titled "Fast Food Industry in Latvia." Although it does cover the
industry as a whole in Latvia, it does provide some insights into the unique evolution of the industry in
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Riga. This is despite the fact that it covers the sector as a whole in Latvia (Edgars, 2019).

An yearly trade fair gives businesses in the food and beverage sector in Latvia the opportunity to display
their goods and services. The event is called "Riga Food 2021" and is hosted by Riga Food. While it does
not concentrate just on quick service restaurants, it does provide some interesting insights about the food
business as a whole in Riga. Overall, while there is limited literature that is specifically focused on the
fast food industry in Riga, the sources that have been listed above provide a useful starting point for
understanding the development of the industry in the city. This is the case despite the fact that there are
a limited number of fast food restaurants in Riga.

Throughout the last several years, the quick-service restaurant business in Latvia has seen substantial
expansion and development. The sector has grown as a consequence of an increase in demand from
customers who are searching for meals that can be prepared quickly and easily and that are sold at
reasonable prices. In recent years, there has been an increase in the number of foreign fast food chains
that have joined the Latvian market. This is one of the primary causes that is driving the expansion of
the fast food business in Latvia. This includes well-known companies that have firmly established
themselves in the nation, such as McDonald's, KFC, and Subway. In addition to the expansion of
internationally recognized fast food chains, Latvia has also seen an increase in the number of locally
owned and operated fast food establishments. These establishments frequently provide both regional
specialties, such as potato pancakes and dumplings, and more international fare, such as burgers and
pizza (Edgars, 2019).

According to a report compiled by Euro monitor International, the industry of quick-service restaurants
in Latvia is anticipated to maintain its upward trend in the years to come. According to the survey, the
business would most likely be successful as a result of rising disposable incomes as well as a growing
demand for convenience and speedy service. On the other hand, there are worries over the effect that the
fast food sector has on the general population's health. Several foods sold at fast food restaurants have a
high calorie and fat content, which may lead to obesity as well as other health issues. As a direct
consequence of this, there have been several proposals for increased regulations as well as public
education about healthy eating behaviors.

In general, the fast food industry in Latvia is a significant and expanding part of the country's food and
beverage sector. This industry offers consumers options for meals that can be prepared quickly and
easily, while also posing challenges in terms of the public's health and the industry's ability to be
sustainable.

Research Methodology

Research methodology refers to the process stage which explains how the research was conducted. This
research study follows a specific way of study. The aim of the study is to assess the development of fast-
food industry in Riga. The study was conducted on the fast-food industry in Riga, one of the protuberant
states and capital state in Latvia. The purpose of this study is to assess the development of fast-food
industry in Riga. This research has covered a total number of 25 respondents. Among these fast-food
restaurant employees, Fast food middle level managers, shift managers and other management
employees were participated.

The primary data of 25 respondents were collected by questionnaire by using convenient sampling
methods. Answers from respondents to all questionnaire items were given on a five-point Likert scale in
which 1 “Strongly agree” and 5 “Strongly disagree”. Since the official language in Latvia is Latvian but
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the questionnaires were administered in the English language. This study consists of a random sampling
procedure. Since Latvia is a significant market in all Baltic States, this research study is highly
significant. There was total of eight questions for the survey.

Results

The following graphs show the respondents’ age (see Fig.1.) and their preferences regarding there
favorite fast food spot in Riga (see Fig.2.).

Gender

25 responses

@ Male
@ Female
Others

Fig.1. Gender of demographic results (Source: authors data)

Favourite fast food spot in Riga
25 responses

@® KFC
@ Hesburger
Mcdonald's

/ @ Lulu pizza
\ A ® Subway

Fig.2. Favorite fast food spot in Riga (Source: authors data)

In what follows, the results of on the fast food industry are provided. Most of the respondents agree with
this statement that fast food industry in Riga has changed over five years (see Fig.3). Most of the
respondents neither agree nor disagree that the fast food make reverese impact on public health in Riga
(see Fig.4). Most of the respondents agree that there are many challenges for the fast food industry in
competitive market (see Fig.5). Figure 6 shows that most of the respondents agree with the statement
that fast food restaurants in Riga, prioritize sustainability and environmentally friendly practices.
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Fast food industry in Riga has changed over the past five years.
25 responses

3 (12%)

0(0%)
0
1 2 3 4 5
Fig.3. Industry change (Source: Author’s data)
Fast food industry has significant reverse impact on public health in Riga.
25 responses
100 10 (40%)
7.5
50 6 (24%) 6 (24%)
25 3 (12%)
0 (0%)
0.0 '
5

Fig.4. Impact on public health (Source: Author’s data)

There are many challenges for the fast food industry in Riga to sustain in development process.

25 responses

6
6 (24%) 6 (24%) 6 (24%)

5 (20%)

2 (8%)

1 2 3 4 5

Fig.5. Challenges in competitive market (Source: Author’s data)
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In Riga fast food restaurant prioritize sustainability and environmental friendly practices.
25 responses

7 (28%) 7 (28%)

6 (24%)
5 (20%)

0 (Ll)%;

1 2 3 4 5

Fig.6. Prioritize sustainability (Source: Author’s data)

The respondents for the open questions have been summarized as follows. In recent years, the fast food
sector in Riga, Latvia, has expanded dramatically, with both foreign and local fast food companies
operating in the city. Fast food businesses must focus many essential criteria to guarantee customer
pleasure and loyalty. The quality of the food is one of the most significant variables that contribute to
consumer happiness in the Riga fast food business. Consumers expect fast food to be delicious, fresh,
and of high quality, and businesses that regularly meet these expectations are more likely to have high
customer satisfaction ratings.

Another essential consideration is convenience. Consumers demand quick and simple ordering, payment,
and delivery of fast food. Fast food businesses must emphasize quick service, efficient operations, and
user-friendly technologies such as online ordering and payment systems. Pricing is also an important
component in consumer satisfaction in Riga's fast food business. Consumers want economical lunch
alternatives that are also excellent value for money. This implies that fast food companies must maintain
quality while pricing their menu items competitively.

Thus, the most essential aspects that lead to consumer satisfaction in the Riga fast food business are meal
guality, convenience, pricing, and customer service. Restaurants that focus these qualities are more likely
to achieve good customer satisfaction and success in Riga's competitive fast food sector.

Going forward, various trends and variables are expected to affect the industry's growth during the next
five years. Changing customer choices and lifestyles are one of the key elements fueling the growth of
Riga's fast food business. Customers are increasingly searching for fast and easy meal alternatives that
they can eat on the move or at home. As a result, fast food businesses that can provide quick and efficient
service, as well as simple online ordering and delivery alternatives are expected to thrive in the future
years. The emphasis on healthier and more sustainable food alternatives is another trend that is expected
to impact the industry's future.

Consumers are increasingly looking for healthier and more sustainable alternatives as they become more
aware of the negative health and environmental impacts of fast food. Fast food businesses that can
provide healthier menu alternatives, such as vegetarian or vegan options, as well as employ sustainable
foods and packaging materials, will likely be more profitable in the future years. Changes in customer
tastes, a focus on healthier and more sustainable food alternatives, and technological innovation are
expected to affect the evolution of Riga's fast food business during the next five years. Fast food
restaurants that are able to react to these trends are more likely to flourish in a competitive market.
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Conclusions

In conclusion, the fast food industry in Riga, Latvia has experienced significant growth and development
in recent years, with a variety of international and local fast food chains establishing a presence in the
city. During this time period, the city has also seen an increase in the number of fast food restaurants.
The market for this sector is notoriously cut-throat, and it places a premium not just on speed and
convenience but also on cost-effectiveness, quality, and accessibility.

The quality of the cuisine, the convenience of the location, the cost, and the level of service provided to
customers are some of the most important aspects that quick-service restaurants in Riga need to focus on
if they want to be successful in this market. In addition, there is a rising emphasis on food alternatives
that are both healthier and more sustainable, and it is anticipated that technology innovation will play an
increasingly important part in the growth of the sector.

The business of quick service restaurants in Riga is expected to maintain its rapid pace of change over
the next five years, looking forward. It is anticipated that the sector will adjust to the shifting expectations
of consumers, with a concentration on products that are healthier and more environmentally friendly, as
well as on ways that technology may enhance the customer experience. Riga's fast food businesses that
are able to successfully manage these developments have a good chance of succeeding in the city's
competitive restaurant sector.
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Abstract

Research relevance: Marketing is the way of a company to promote their business, product, incoming events, and
a lot more. Marketing is a continuous evolving sector, which saw a very impressive growth in the last 5 years of
about 12% per year. One of the reasons being the continuous digital advancement, and the sector needs to adapt at
the same time with the latest digital advancements. Marketing is a sector in which you need to adapt non-stop to
the new trends, strategies, technologies and more. People spend around 2 hours a day on social media, so it's no
surprise that social media marketing is very important, if you want to promote your product, business, event, etc.
Usually a post on social media, Instagram for example is like that: A photo/video with a nice description
(sometimes), and a like to the product, nothing special, right? Wrong social media is harder than this, you need
your product, and your targeted clients, and why the people should choose your product, instead of the competition,
and more. It's very complicated, because you work with a lot of unknown people and you need to do your post,
based on current trends and it’s hard.

Research goals: To analyze the current state and the future of the Marketing sector.

Research methods: Questionnaire, statistic trends, interviews with people who already work in this sector, sector
analyzing

Main findings: The recent developments of the social media had a huge impact over the marketing sector, due to
warming increase of number of hours people spend on the social media. Marketing is always evolving, for example
during the Covid-19 pandemic, the sector moved online and started to reorient from the old offline marketing to
online marketing. The importance of marketing is that it makes your customers aware of your product and service
and influences them on making a decision

Keywords: marketing; social media; marketing trends.

Introduction

Marketing is considered by some businessman’s, to be the heart of every business, and I highly agree on
that. Like you’re going to make your customers to meet and buy your product, attend your event or know
your service, without marketing? I’m not an expert in the field, but I tried to do some research in the
field can provide you with accurate and dated information about online marketing in Romania. But first
let’s define what online marketing is. Online marketing is defined as the promotion of products or
services to the potential customer using different web channel to post ads. Like for example: Instagram,
Facebook, google, YouTube, TikTok, and others. This is also known as social media marketing. When
you post an ad, first you need to identify your targeted customers, like for example ( 20-25-year students
from Riga passionate about fashion ). Are we going to talk more about this is the fowling pages. My
research purpose is to see the evolution and the future of online Marketing in Romania, using different
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methods. Like interviews with people who already work in this sector, an online questionnaire, statistic
trends with the current state or the future of the online marketing in Romania. And without any other introduction,
let’s start the research.

Statistic data. By using an online search engine, | manage to gather some statistical data about the online
marketing sector in Romania. The online marketing sector saw a huge growth in the last 5 years
especially during the COVID-19 pandemic. Because everyone was in lockdown and started to spend
more and more time on social media platform. And this had a huge effect over the online Marketing
sector, initially the sector saw some loses in digital ad spending from $239 million in 2019 to $220
million in 2020, but had a huge improvement from 2020 to 2021, and was reach $248 million, being
even higher than in 2019, despite this the social media users was saw an improvement from 9,9 million
in 2019 to 11,4 million in 2020, all the way to 11,9 million. Why is this number important for my
research, because a higher number of social media users, means a higher chance for your ad to be see by
your targeting clients, so a higher chance for a potential client to interact with our product, and make a
purchase. This being one of the reasons why the e-commerce revenue was grown from $4,1 billion in
2019 to $4,8 billion in 2020 to $5,5 billion in 2021.

As you can see the sector had an improvement of about $700 million annually, which saw us the
increased interest of people in online purchases. And also, the increase of number of mobile users from
15,5 million in 2019 to 16,4 million in 2020 to 16,8 million in 2021. As you can see the pandemic had a
huge effect on the increased number of online users. But why is this important to my study. Well, I'm
glad that you ask. So, a higher number of active mobile users is one of the reasons why e-commerce
revenue was increased so much during the pandemic.

As you can see the marketing sector was saw some huge improvements during the pandemic, but now
let’s compare these results, to the growth in past 5 years (see Table 1).

Table 1. Statistical data

Year Digital ad Social media E-commerce Mobile users
spendings($ million) users(million) revenue($ billion

2018 209 9,3 3,5 15

2019 239 9,9 4,1 15,5

2020 220 11,4 4,8 16,4

2021 248 11,9 55 16,9

2022 284 12,3 6,2 175

As you can see in the table the online marketing had a huge growth in the past 5 years, and the increase
in ad spending in the past years, had an incredible improvement over the e-commerce revenue, which
almost double in the past 5 years. Growing from $3,5 billion to $6,2 billion. Another reason for such an
increase in e-commerce revenue was the increasing number in social media users, due to the increase
popularity of Instagram and Tik Tok. This number, growing from 9,3 million users in 2018 to 12,3
million users in 2022. But the biggest increase was during the pandemic, when the number of social
media users was growing by 15,1%, or an increase of 1,2 million users in just one year, from 9,9 million
users to 11,4. And also the increased number of mobile users, was also a big factor in increasing the
online marketing spending and revenue. Growing from 15 million active users in 2018, to approximately
17,5 million users.

As you can see again the COVID-19 pandemic had a positive impact over the increased number of
mobile users. That was because everyone was in lockdown, and all education institution where moving
in online, so all the students needed mobile device/computers to enter in online classes, so that’s why the
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number of mobile users was increased by 900 million from 15,5 million in 2019 to 16,4 million in 2020,
an increase of about 5,8 % in just one year.

The reason why online marketing had a huge growth in the past 5 years, but especially from 2019-2020,
was because during the lockdown everyone stayed home, so they start to spend more time on the internet
and to interact more and more with online ads. If the number of people who interact with your ad increase,
usually corelates with an increase in number of potential clients, and even absolute clients.

The previews research didn’t focus on the future of online marketing, and how important is to adapt to
the changes, for exemple in a study from 2020 from Referatulmeu.eu, named online Marketing, the
author didn’t specify nothing about the future of marketing, and was talking about the evolution, without
offering some statistic infromation, as | did, or to prove his statements through a google form. And a
watched to other studyes, and no one, was asking specialists in the field, about the evolution of online
marketing, and how they will see it in the future. My papper contais all of these, so I’'m basically did a
better study in online marketing, than previous research in the field

Research Methodology

For my research, | first started by searching online statistic data for the last 5 years, about the online
marketing in Romania. Which was quite difficult because some of the data, where pretty hard to find,
but after searching it for a long time, | manage to find some of then by using ChatGPT . After that |
was thinking about creating a questionnaire in google forms, to understand better what is the current
situation of the online marketing in Romania, the form was containing 22 questions, some of then, |
didn’t use in my reseach, because they had no relevance to my study. For composing the online marketing
questionaire, | used ChatGPT, and after I compose the questionaire | was sending the questionire to 2
WhatsApp group and posting it on instagram, and got 14 response to the questionaire. After that | write
all the relevant data on the papper, and got impresive results As for the interviews, | was speaking to
some of my friends who already who already work in the field of marketing, I invited them in turn to an
online meeting on meet. And | asked them, what do they think about marketing in Romania, and how do
they see it evolving in the future. As you can see, | received 2 different opinions, but which resulted in
the same conclusion. How online marketing has evolved a lot in recent years, thanks to social networks,
and that this trend will continue in the coming years. My research is basically a combination, betweem
online reseach, statistic and interviews. In order to understand better the field, and in which direction is
hading in the future

Results

Online marketing questionnaire. | realized on questionnaire on interaction of people with online
marketing, here is the questionnaire | used in my research https://forms.gle/22iULY7Wi8SnfpYZXz.
Unfortunately, | could not upload the excel document with all the results. | gather the answer from 14
people (63,3 % males and 36,7 % women’s). The majority of the participants where between 18-25 years
old (71,1 %), and the rest of the participants where 25-35 years (7,1 %). 35-50 (14,3%), 50-65 (7,1 %)

The majority of the participants had University degree or other higher educational degree (71,4 %), and
for the rest of the participants the graduate degree was a Highschool degree (38,6 %).

For the question How often do you use the internet? on the scale from 1 to 5, when 1 means very often
and 5, very rarely / not at all, the majority of the respondents ( 57,1% ), said very often. Which show us
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that the majority of Romanians use the internet very often? For the question What social media platform
do you use the most? 57,1 % of the respondents said Facebook, 64,3 % said Instagram, 50 % said
YouTube and 35,7 % said Tik Tok, which show us the primal social media platform used in Romania.
For the question How often do you interact with social media ads from brands ( you will have to answer
the following question on a scale from 1 to 5 where 1 means very often, 5 very rarely or not at all).
Majority of the respondents (42,6%) said not so often but not rarely. This indicates that Romanian are
not interacting with the social media ad, that often. For the question about How likely is to purchase a
product based on a social media and the majority of the respondents ( 35,7 % ) unlikely. This indicates
that Romanians are mostly unlikely to make a purchase based on a social media ad.

For the question Have you ever clicked on a digital ad before ? 78,6 % said yes, and 21,4 % said no.
This shows us, that in Romanian almost all the respondents they clicked at least once on a social media
ad. For the guestion. What types of digital ads are you most likely to clicked. Majority of the respondents
(50 % ) said Social media ads . This result is to be expected, considering the majority of the respondents
use Facebook and Instagram). For question. How likely are you to make a purchase after clicking on a
digital ad. The majority of the respondents (35,7 %) said that is unlikely for then to purchase a product
based on a digital ad. Which indicates that majority of the respondents are not making a purchase based
on a digital ad.

For the questiuon How important is personalization in digital marketing, the majority of the rspondets
(26,6 % ) said kinda important. Which means that they’re not so intrested in personlize in digital ad. At
the question For 1-5, how likelyare you to sign up for a company’s email newsletter. The majority of the
respontes ( 28,6 % ) said likely. Which show us that majority of Romanians, don’t sing up to company’s
newsletter. For the question about what motivates then to purchase a product, the majority of the
respondetes (78,6%) said the quality. Which indicates that, for the majority of the Romanians Quality is
the most important thing, when making a purchase. For thequestion about if they ever purchased a
product based on a influencer recomandation, the majority of the respondentes ( 71,4 % ) said no. This
shows that romanians, are not making a purchase based on a influencer recomandation.

For the question How Ikely are you to leave a review to a product or service you have used, the majority
of the respondentes ( 30,8 % ) said likely. Which indicates, that majority of the Romanians are ussualy
reviewing they’re used product. For the final question the respondentes where asked about How likely
are to recomand a brand to others. The majority of the respondentes (42,9 % ) said not likely or either
unlikely. This indicates that majority of Romanians ussually are not likely or unlikely to recomand a
brand to others.

Based on this questionaire we can see, that online marketing is very devoloped, but still needs some
improvments. Despite that majority of the population is using the internet very often, they’re still not
interacting very often with social media ads, but the majority clicked at least once on a digital ad. Anyway
is room for improvments, and we gonna see who, in the next section.

Interviews. The interviews were collectded from 2 people working in online marketing.
— Cristi, 32 years old. Cristi has 3 years of experince in the field of online marketing
Hi, Cristi. What is your opinion about the evolution of online marketing sector in Romania?

In my opinion in the past, Romanians don’t really understood the valeu of online Marketing. And as a
results some of the companys didn’t invest that much money in to it. Nowadays the peoaple and the
companyes started to understand the importance of marketing. Social media platforms are everywhere,
and they started to be used by peoaple of all ages. Despite not everyone understood the importance of
social media platforms, soo would be a challenge to educate our workers, business partneres. They’re
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many entreprenuers who spends chaotically. This entreprenuers are like “I don’t need your help, I can
do it by myself “ and just spend and spend, without asking a specialist. They don’t understand the fact,
that if they paid a specialist, they would save a lot of money. Ok, maybe it’s a higher price, if your hiring
a specialist, but the efficiency of the ad would be much higher. | also considering, that the evolution of
the sector is very fast, if we look for example on social media, we can see the rapid increase of number
of tik tok users, in recent months, even surpassing facebook, in the number of users. This represents a
great challenge for those who work in the field to face this changes and to be aware of all the news in
the field. In this field, everyone is a specialist in a certain niche, personally | have the bases in several
subcategories in the field, usually the employers want you to do all of them, graphics and ads on facebook
and test. Another really important thing for the evolution, is to be aware of Al, expecially on the test
and content part. I’'m very shocked about how much was evolving in the past years, we can use it, but
we we must intervene and not promote artificial content everywhere. Because most probably social
media algorithms would not let us doing It, we need to adapt and to use the information obtained using
artificial intelligence

Ok, thank you. What is your oppinion about the future of online marketing in Romania?

Cristi: As | told you before would be a very big challenge to intregrate the Al in online marketing. If |
am to talk expecially about Romania, I think, that we need to educate entreprenuers, to understand the
importance of it. In the future would not be able to differentiate the marketing in Romania, from the
international one, because is a very challenging field, who is changing a lot, and in Romania most
probablly we gonna folow the international Marketing structure, The big chamges will always come
from the social media platform and search engine and we’re gonna need to adapt. The biggest challenges
in Romania would be to convice the businesses to not spen chaotically. For example if you have a small
business, don’t invest in to a television ad. You have to target your customers, and you will see that if
you know how to target your customers, you will have a much better return. The important thing, is for
example, if you’re investing 1 euro in too your marketing campaign, to get 1,1 euro, or even more. As
long as you invest with your head and know how to measure your results. Regarding the future of online
marketing, Romania it has a lot of potential, but you have to constantly learn in the field.

— Cosmina 22 years. Cosmina is a student, with 1 year of experiece in the field, and today we’re
going to ask her about the evolution and the future of online marketing romania

Hi, Cosmina. What is your oppinion about the evolution of online marketing in Romania ?

online marketing has evolved a lot in the last 10 years. from popularizing social networks just to keep in
touch with friends to using them for commercial purposes, to promote new products. in our country,
online marketing has rapidly taken the place of conventional means of promotion. that is, if you do not
promote yourself online, you are nothing. As for the presentit is essential to promote yourself online to
be successful. and to promote yourself in a professional way to be taken seriously. if you don't do this,
you risk not being seen or appreciated as much

OK, what do you think is the future of online marketing in Romania?

Cosmina: Well, about the future I think that online marketing will continue to evolve, but not at such a
fast pace. there will probably appear a social network or a functionality on one of the existing ones that
will become essential in promotion. So is hard to predict the exact future of the field

As you can see from the both interviews, the online marketing in Romania was seeing a huge develoap
in the past years, due to the increase in number of social media users, and the various advance.There are
still many difficulties in the field, from entrepreneurs who do not want to invest in marketing, to the
image of the company and social networks that are continuously evolving. But as you see, the future of
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online marketing in Romania is very bright, and it will continue to evolve, maybe a new social network
will appear or some changes will appear on the already existing networks. And we will have to adapt,
regardless of the change

The results where impresive, first of all, we can look at the table with the evolution of the field in the last
5 years, and see that it had a very rapid growth, especially during the pandemic. When everyone was in
lookdown, so more and more people starting using social media platforms, the number of social media
users growing by 1,5 million active users, in just one year from 9,9 million to 11,4. Initially the digital
ad spending was decreased from 2019 to 2020 by $19 million, but it grew exponentially the following
year, with an increase of $28 million. Why is this important for my reseach? Because in the perioad of
time the e-commerce revenue was also increase by $700 million per year, and was having a even bigger
increase in 2022, growing by $1,25 billion from $5,5 billion, to $6,75 billion. This increase can also be
atribuate to the increasing number of mobile users which grew from 15,5 million users in 2019, to 16,4
million an increase of almost 1 million active users in just one year. And this number, was continued to
grow since then and toghether with him, the e-commerce revenue. Now for the questionaire, the answers
were very diverse, and they gave me an overall picture of people's interaction with online marketing. As
we can see most respondents who use social networks predominantly use Facebook( 57,1 %) and
Instagram ( 64,3 %), and the majority, don’t interact with social media ads ( 42,6 % ), and other statistical
data, which we have already discussed above, in more detail.

This questionaire is giving us, a small overview of the sector, because | only had 14 respondentes, and
most of then, where teenagers between the age of 18-25 years old. The 2 interviews, where very similar,
in terms, of responds, but their opinions differed a lot. Cristi told us, how at first people didn't really
use online marketing, but over time they started to understand its value, even though they are still
entrepreneurs, who prefer to do the marketing by themselves, than to call on a specialist, due to higher
costs. He also pointed out that the increase in the number of tik tok users in recent years, recently
surpassing even Facebook, has brought a change in the market As he said “This represents a great
challenge for those who work in the field to face this changes and to be aware of all the news in the field.
In this field, everyone is a specialist in a certain niche, personally I have the bases in several subcategories
in the field, sually the employers want you to do all of them, graphics and ads on facebook and test”.
And last but not least, he told us that he was surprised at how A.l. has evolved in the last year

And regarding the future of online marketing. He told us that Romania has a lot of potential, only that
we will have to constantly adapt to the changes in the field. And most likely, in the future online
marketing will be standardized, because it is directly influenced by social media platforms and search
engines, such as Google. In his oppinion, the biggest challenge in Romania is to convince entreprenuers
not to spend chaotically in online marketing

Cosmina she had different opinions about both the evolution of marketing and its future. she believes
that social media networks have evolved a lot in the last 10 years, adding from their initial use to chat
with friends, to a method of marketing and selling your product, online marketing “Was rapidly taken
the place of conventional means of promotion. that is, if you do not promote yourself online, you are
nothing. As for the presentit is essential to promote yourself online to be successful. and to promote
yourself in a professional way to be taken seriously. if you don't do this, your product or service risks
not having a positive review. As for the future of online marketing, she believes that it will evolve at a
slower speed and that a new social network will appear in the future
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Conclusion

In conclusion we could see that online marketing had a very big evolution in recent years, and this can
also be seen due to the increase in the number of social media users, mobile data users. You can also see
an increase in digital ad spendings, which together with the first 2 factors, led to a constant increase in
e-commerce profit. We can also see due to the statistics, there is still room for improvement, because not
everyone clicks on ads, also not everyone buys a product because of an ad, and most importantly in my
opinion, not everyone leaves a review. | think it is super important what your customers think about your
product, service or event, etc., so that you know in the future how to improve them, or how to make
people have a more positive opinion about your product. Nothing is more important dor your business, t
nothing is more important than the way your customers or your potential customers are seeing your
product.

We can also see how online marketing evolves continuously and its future is very subjective. The first
person told us that it will evolve super fast in the future and that it will be standardized according to the
evolution of social media and search engines. While, the second person interviewed told us that online
marketing will continue to evolve, but not as fast as before, because it is possible that a new social
network will appear and the market will have to adapt to its requirements.

In the future, if someone wants to carry out a research in the field, first of all, | would recommend that
they send the questionnaire to many more people, and try to get answers from several hundred people.
And | would also recommend him to interview several people, to get more diverse opinions, and to help
him better with his studies. An interview with a specialist in each branch of the field, to observe how
specialists from various branches see online marketing in this field
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Abstract

Research relevance: This paper aims to discover and describe the transportation industry in Riga, the extensive
and inexpensive network of public transport in Riga. Accessibility can be defined as the facility that helps people
to reach a location to perform an activity. A summary of the case study an accessibility analysis of the public
transportation system in Riga is provided in the research. The public transportation services in Riga present and
highlight the city's transportation network while discussing its issues and future growth goals. The author continues
to examine the Rail Baltica project's intended Riga Central Multimodal Public Transportation Hub and offers an
analysis of the Riga Transport System's accessibility at the present, prior to renovation. The quickest path (or
shortest travel time) was used to determine accessibility during the morning rush hour. The Accessibility to public
transportation was examined and contrasted with private car journey time. The Riga transport model, which was
developed in the EMME program and is supported by the Riga municipality, was utilized by the author to perform
the computations. The zones with the longest trip times that need to be upgraded for a more enticing public
transportation system were identified.

Research goal: To establish long distance travels and assess accessibility and connections between the Riga city
and the key destinations in the Latvian regions and Baltic states.

Research methods: The author has used such analysis techniques as questionnaires and interviews with
passengers. The interviews conducted by Intelligent Transport Company and the surveys conducted by the
European Commission served as the foundation for this study.

Main findings: The study will demonstrate that as the number of people using public transportation rises,
additional public transportation or vehicles with bigger/smaller capacities are introduced to offer passengers a
service that is cosy, secure, quick, and priced.

Keywords: urban transport system; public transport; accessibility; measures; long distance travels.

Introduction

The city's social and economic activities depend heavily on the efficient transportation system in Riga,
the capital of Latvia. There are several distinct kinds of transportation available in Riga, including buses,
trolleybuses, trams, and a metro system. The Riga Municipal Transport (Riga’s Satiksme), which
oversees managing, operating, and maintaining all public transportation in the city, oversees the city's
public transit system. Using shared routes and electronic payment systems, the system is integrated. With
the creation of a contemporary tram network, the expansion of trolleybus routes, and the introduction of
new, environmentally friendly means of transportation including electric buses, the city's transportation
system has seen considerable changes recently.
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The addition of various transit options has increased citywide connectedness and lessened the total
environmental effect of transportation. The Riga transportation system will be thoroughly examined in
this study paper, along with its development goals, problems, and current state. We will look at how
public transportation affects tourism, jobs, and the sustainability of the environment in Riga's economy
and society. In addition, we will examine the effectiveness of the transportation system in satisfying the
requirements of various user groups and pinpoint opportunities for development.

Literature Review

The transportation system of Riga has been the subject of numerous studies and research papers, focusing
on its history, status, challenges, and future developments. In one study, Bihmane and Birzniece (2017)
give a summary of the history, current state, and future growth plans of the Riga public transportation
system. The authors found that the current state of the public transportation system in Riga is
characterized by a high number of routes, low frequency of service, and low passenger demand in some
areas. They also found that the system suffers from a lack of coordination between different modes of
transportation, which leads to inefficient use of resources. To address these issues, Bihmane and
Birzniece proposed several optimization strategies, such as optimizing the route structure, improving the
frequency of service, and optimizing the scheduling of buses and trams. They also proposed the use of a
demand-responsive transit system as a potential solution to improve service in low-density areas.
Overall, their research suggests that optimizing the public transportation system in Riga can lead to
significant improvements in service quality and efficiency. By implementing the proposed strategies, the
city can better serve its residents and visitors and promote sustainable mobility.

In another study done by Blumberga and Potapova (2017), which was published in the academic journal
"Transport and Telecommunication”, there was a focus on analyzing the efficiency of the public transport
system in Riga, the capital city of Latvia. The researchers used a comprehensive set of data, including
passenger surveys, timetables, and route maps, to evaluate the performance of various modes of public
transport, such as buses, trams, and trolleybuses. They also analysed the impact of varied factors on the
efficiency of public transport, such as congestion, travel time, and service quality. The findings of the
study indicated that the efficiency of public transport in Riga could be improved through several
measures, such as improving the coordination between different modes of transport, introducing more
flexible ticketing systems, and optimizing the route network. The study also highlighted the importance
of addressing the needs and preferences of passengers to increase ridership and improve the overall
efficiency of the system. Overall, the research paper provides valuable insights into the challenges and
opportunities of public transport in Riga, and can be a useful resource for policymakers, transport
planners, and researchers in the field of transport and mobility.

Kucinskis and Jurevica (2019) conducted the study titled "The Attitude of Riga Residents towards Public
Transport and Possible Improvements". The study aimed to assess the attitudes of Riga residents towards
public transportation and to identify improvements that could be made to the public transport system in
Riga, Latvia. The researchers collected data through a survey that was administered to 1,000 residents
of Riga. The survey included questions about the frequency and mode of transportation used by
respondents, their satisfaction with the public transport system, and their suggestions for improving it.
The study found that most respondents in Riga used public transportation regularly, with buses being the
most used mode of transport. However, a significant proportion of respondents expressed dissatisfaction
with the quality of public transport, citing issues such as overcrowding, infrequent services, and poor
maintenance of vehicles and infrastructure. The researchers also identified several areas for
improvement, including the need for more frequent and reliable services, the provision of better
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information and communication about public transport services, and improvements to the quality and
cleanliness of vehicles and infrastructure. Overall, the study suggests that there is a significant demand
for improvements to the public transport system in Riga, and that addressing these issues could lead to
increased satisfaction and usage of public transport among residents.

Lagzdina's research focused on the integration of sustainable urban mobility planning principles into the
Latvian urban planning system, using the case of Riga City Transport Development Plan. The study
found that the current transportation planning system in Riga does not fully integrate sustainable mobility
principles and practices, and that there is a need for better coordination between different stakeholders
involved in urban planning and transport development. The research also highlighted the importance of
public participation in the planning process to ensure that the needs and preferences of the community
are considered. Furthermore, the study proposed several recommendations to improve the integration of
sustainable mobility principles into Riga's urban planning system, such as promoting active transport,
improving public transport services and infrastructure, and introducing demand-responsive transport
services. Overall, the research suggests that integrating sustainable urban mobility planning principles
into the Latvian urban planning system is crucial to achieve a more sustainable, efficient, and equitable
transport system in Riga.

Brenceéna's research investigated the factors influencing public transport usage by the elderly population
in Riga City. The study found that the elderly face several barriers when using public transport, such as
physical limitations, safety concerns, and difficulties with route planning and ticket purchase. The
research also revealed that social and psychological factors play a key role in determining the elderly's
use of public transport. For instance, the study found that the availability of social support networks,
such as family and friends, can significantly affect the elderly's willingness to use public transport.
Moreover, the study identified several strategies to improve public transport usage by the elderly in Riga,
such as providing special seating, ensuring safety and security measures, aiding with ticket purchase and
route planning, and improving the visibility and accessibility of public transport stops and vehicles. The
research suggests that improving public transport accessibility and addressing the needs of the elderly
population is crucial for promoting sustainable mobility and achieving social equity in Riga City.

Research Methodology

Research methodology refers to the process stage which explains how the research was conducted. This
research study follows a specific way of study. The aim of the study is to establish long distance travels
and assess accessibility and connections between the Riga city and the key destinations in the Latvian
regions and Baltic states. The study was conducted on the public transportation industry in Riga, one of
the protuberant states and capital state in Latvia. The purpose of this study is to increase accessibility
and connections between the Riga city the key destinations in the Latvian regions and Baltic states. This
research has covered a total number of fifteen respondents and this sample of fifteen respondents was
taken anticipating covering the research as planned. Among these are people who use public transport
daily and other participants were participated.

The main purpose of this study is assessing the to increase accessibility and connections between the
Riga city the key destinations in the Latvian regions and Baltic states. The research approach for this
study consists of an analysis of the research literature.

Primary data of fifteen respondents were collected by questionnaire by using convenient sampling
methods. Answers from respondents to all questionnaire items were given on a five-point Likert scale in
which one “Strongly agree” and 5 “Strongly disagree”. Since the official language in Latvia is Latvian
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but the questionnaires were administered in the English language. This study consists of a random
sampling procedure that was affianced by an aspect of the type of sectors as strata. Since Latvia is a
significant market in all Baltic States, this research study is highly significant. There was total of six
questions for the survey.

Results

Figure 1 provides the results on gender distribution.

Gender

o

33%

67% \

* male »female

Fig.1. Gender of demographic results. (Source: authors data)

The diagrams below provide answers related to transportation.

How frequently do you use public transportation in Riga?
14 responses

@ every day
@® few times a week

© once a week

] s

Fig.2. How frequently do you use public transportation in Riga? (Source: authors data)

Most of the people how have done survey use the transport system everyday. The next graph shows
answers to the question of whether the public transportation in Riga is affordable?
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Do you feel that public transportation in Riga is affordable?
14 responses

@ VYes, | feel that public transportation in
Riga is very affordable

@ | think public transportation in Riga is
somewhat affordable, but could be more
affordable

@ do not feel that public transportation in
Riga is affordable at all

@ | am not sure if public transportation in

Riga is affordable or not
42.9%

Fig.3. Is public transportation in Riga affordable? (Source: authors data)

There is exceedingly small difference between the responses about the cost of public transport. The
following graph shows the answers to the question “Have you experienced any issues with public
transportation in Riga?”

Have you experienced any issues with public transportation in Riga ?
14 responses

@ delays

@ overcrowding
@ safety concerns
@ none

Fig.4. What are the issues with public transportation in Riga? (Source: authors data)

Most of the respondents have said overcrowding is the main issue. The next graph shows answers to the
question of whether participants encounter ticket inspectors while using public transportation in Riga.
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How often do you encounter ticket inspectors while using public transportation in Riga?
14 responses

@ Always

@ Often
Sometimes

@ Rarely

@ Never

~

Fig.5. Do you see ticket inspectors while using public transportation in Riga? (Source:
authors data)

Most of the respondents rarely or sometimes go through ticket inspectors while using the public transport.
The following graph shows how satisfied are you with the quality of public transportation in Riga?

On a scale of 1-10, how satisfied are you with the quality of public transportation in Riga ?
14 responses

6

4 (28.6%)

3(21.4%)

1(7.1%)

- 0 ((‘)%) 00%) 0 ((‘)%) 0 (c‘:%) 0 (l‘)%)
0

1 2 3 4 5 6 7 8 9 10

Fig.6. Are you satisfied by using public transportation in Riga ? (Source: authors data)

From this we can most of the people like the transportation system in Riga. Here are some more results
about Riga public transportation Based on feedback from residents and visitors, here are some things
that people appreciate about Riga's public transportation system:

— Accessibility: Compared to other European cities, Riga's public transportation system is very
affordable, making it available to a wide spectrum of individuals.

— Convenience: Access to most of the city, including the suburbs, is made possible by the public
transit system, which is well connected. Buses, trams, trolleybuses, and trains are all part of the
system.

— Accessibility: Many vehicles in the public transit system include ramps and low floors to make
them more accessible to those with impairments.
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— Environmental friendliness: The public transportation system in Riga is viewed as a sustainable
substitute for individual automobiles, which aids in lowering the city's traffic congestion and air
pollution.

Overall people admire Riga's public transportation system for its accessibility, affordability,
convenience, dependability, and environmental friendliness.

Going forward into further mission the city of Riga has set a goal to improve its public transportation
system and make it more sustainable, efficient, and user-friendly in the coming years. Some of the
initiatives and plans that may shape the future of Riga's public transportation system include:

— Renewal of public transportation infrastructure: The city plans to invest in the renewal of public
transportation infrastructure, including the modernization of tram tracks and the construction of
new bus and tram stops.

— Expansion of the public transportation fleet: The city plans to expand its public transportation
fleet, with the purchase of new buses, trams, and trolleybuses that are more environmentally
friendly and have improved accessibility features.

— Introduction of a new ticketing system: The city is planning to introduce a new electronic
ticketing system that will allow passengers to pay for their trips using a mobile app or a smart
card.

— Improvement of traffic management: The city is working on improving traffic management to
reduce congestion and improve the efficiency of public transportation services.

Overall, the city's plans suggest a continued commitment to improving Riga's public transportation
system in the coming years. However, it is important to note that these plans are subject to change and
may be impacted by numerous factors, including funding availability, political support, and external
factors such as changes in technology and mobility trends.

Conclusions

Effective transportation is essential for social and economic activity in Latvia's capital city of Riga. All
modes of public transportation in the city, including buses, trolleybuses, trams, and a metro system, are
managed and run by Riga Municipal Transport (Rigas Satiksme). Shared routes and electronic payment
methods are used to integrate the system. The city's connectivity has improved, and the environmental
impact of transportation has decreased, thanks to the recent extension of the transportation system, which
includes a modern tram network, more trolleybus lines, and other environmentally friendly modes of
transportation.

The goal of the study paper is to do a complete analysis of the Riga transportation system, including its
development objectives, issues, and present condition. It will examine how public transportation impacts
tourism, employment, and environmental sustainability in the economy of Riga. society. The document
will also evaluate how well the transportation system meets the needs of various user groups and pinpoint
areas for improvement. Overall, the report emphasizes how critical sustainable and effective
transportation is to the development and prosperity of Riga.
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Abstract

Research relevance: This report highlights the significance of promoting the use of bicycles to establish a
sustainable transportation system. The study investigates various factors concerning bicycle planning and their
influence on people's choice of transportation. The growing awareness regarding health and environmental issues
has led to an increase in bicycle usage, as people seek eco-friendly and affordable alternatives in the wake of rising
oil and gas prices. The report gathers information on bicycle planning, policies, and other factors that impact the
adoption of bicycles for commuting. The research also reveals variations in research methodologies on bicycling
and bicycle planning, but it consistently highlights the importance of bicycle infrastructure. This implies that
building suitable infrastructure can encourage more people to use bicycles for daily transportation. Through this
research, the objective is to gain an understanding of the current and future state of the bicycle market, as well as
explore sustainable approaches to designing user-friendly bicycles. The study also addresses several challenges
faced by the bicycle industry, including the dominance of specific types of bicycles, such as roadsters, fancy bikes,
and those geared towards teenagers. These include mountain bikes, sports bikes, hybrid bikes, touring bikes, and
other motorized bicycles. Researching the development of new bicycle models can aid in comprehending and
promoting efficient business practices, leading to better business management. These findings can also contribute
towards shaping and enhancing the growth and profitability of the bicycle industry, making it more sustainable and
responsible.

Research goal: The aim is to examine the Growth of Bicycle Industry in Northern Part of India

Research methods: The Author has used Such Analysis Techniques as Questionnaires with People in Locality in
the Northern Part of India. The Research is Based on the Secondary Data Collected from the research done by
Puneeth B.R. in his Case Study Report

Main findings: The findings indicate that Indian customers, irrespective of their gender, possess a thorough
understanding of the bicycle industry, which has witnessed a consistent growth over the past few years in various
avenues such as the country's economy, the contribution of the international economy, research in bicycle area.
Few recommendations are also suggested to take the concept further. The data also suggest several potential
opportunities for further advancement in this industry. The study's results indicate that the bicycle industry
possesses a significant potential for further expansion and development. Companies can differentiate themselves
from competitors by emphasizing product innovation and cultivating stronger relationships with customers.

Keywords: development; bicycle industry; India; sustainability.

Introduction

In India, bicycles have been a popular mode of personal transportation for many years. However, with
advancements in technology, the use of bicycles has declined among the middle and high-income groups.
Recently, there has been a renewed interest in cycling due to a focus on fitness and adventure biking.
Increased traffic, industrialization, and environmental concerns have also led to a rise in the demand for
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cycling in India. The state of Punjab is the top producer of bicycles in the country, with almost 10.5
million units manufactured in 2017.

It is anticipated that bike manufacturers from China will introduce lightweight technologies and boost
the bicycle industry in Punjab. This move is expected to stimulate the growth of India’s bicycle industry,
with an increasing trend of digital shopping and a significant market share expected to accelerate over
the forecast period. The majority of the Indian population, belonging to the medium and low-income
group, still prefer physical shopping and prioritize sales through offline specialty stores. The e-bike
movement is gaining momentum, attracting both existing and future enthusiasts.

According to a report, e-bikes are likely to capture half of the global bicycle market by 2022. Popular
brands such as Atlas, Hero Cycles, and Avon cycles offer affordable bikes that cater to a significant
portion of the market, accounting for about 60% of the market share in 2017. Other brands, such as
Firefox and Decathlon's B'Twin, cater to the high-end market. In the period between 2017 and 2030,
industry analysts predict that the Indian bicycle industry will grow at a CAGR of 8.6%.

Literature Review

The bicycle industry in India has been facing numerous challenges in recent years, including increased
competition from motorized vehicles, low-profit margins, lack of innovation, and inadequate
infrastructure. In this literature review, we will explore these challenges in more detail and examine
potential solutions. The increasing popularity of motorized vehicles such as cars and motorcycles has led
to a decline in demand for bicycles in India. According to a report by the Federation of Indian Chambers
of Commerce and Industry (FICCI), the sale of bicycles in India has declined by around 25% over the
past decade, with the market now dominated by motorized vehicles (FICCI, 2019). The shift towards
motorized vehicles can be attributed to rising incomes, urbanization, and changing lifestyles. As a result,
many bicycle manufacturers have been forced to shut down or reduce their production capacity.

The bicycle industry in India is characterized by low-profit margins, with most manufacturers struggling
to remain profitable. According to a report by the Indian Bicycle Industry Association (IBIA), the
average profit margin for bicycle manufacturers in India is only around 3-5%, with some manufacturers
operating at a loss (IBIA, 2018). This is due to intense competition, high raw material costs, and low
consumer purchasing power.

The bicycle industry in India has been slow to adopt new technologies and innovations, which has led to
a lack of differentiation in the market. As a result, consumers have little incentive to purchase bicycles
over other modes of transportation. According to a report by the Ministry of Heavy Industries and Public
Enterprises, the bicycle industry in India needs to focus on innovation and design to remain competitive
(Ministry of Heavy Industries and Public Enterprises, 2018).

India's inadequate infrastructure, such as poorly maintained roads, lack of bike lanes, and traffic
congestion, makes it difficult for cyclists to commute safely and comfortably. This has discouraged many
people from using bicycles as a means of transportation. According to a report by the World Resources
Institute, India needs to invest in cycling infrastructure to encourage more people to use bicycles (World
Resources Institute, 2019). According to Gupta et al. (2020), Indian manufacturers may prioritize quality
when dealing with bicycles from other countries.

In her research, Aradhya Munjal (2020) examined the growth patterns of bicycles in a new business
environment and sustainable development discourse. The study highlights that bicycles have not only
significantly contributed to economic growth in India but have also created employment opportunities
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through innovative business strategies that prioritize inclusivity and ethical development practices.

The aim of the research conducted by Sambit Kumar Beura and colleagues (2021) is to encourage the
use of bicycles in India as well as enhance human well-being. The objective of this study is to incorporate
environmental health indicators into the assessment of urban street effectiveness.

Samyajit Basu and colleagues (2013) conducted a study to examine the influence of various bike-friendly
amenities in Indian cities from the perspective of users. A survey was carried out in four significant
Indian cities to collect information about bike-friendly infrastructure based on public opinion. The
research revealed that the opportunity to take bicycles on public transportation was the least preferred
option.

It has been found that the global bicycle market is expected to reach 63474.2$ million between 2018 to
2030, with a significant increase in demand due to the COVID-19 crisis as people are moving towards
bicycles for health reasons. According to a survey conducted by Grand View research, the global market
size was valued at 54.44 million in 2020. The survey also suggests that the growth in traffic will lead
consumers to shift towards electric bicycles as they are cost friendly. The bicycle industry is also
focusing on producing hybrid bikes for the comfort of the consumers, and this has resulted in nearly 24%
growth in the industry in 2019, according to Persistence Market Research. The global bicycle market has
grown by 5.02%, according to the survey conducted by Intrados Global News Wire, which suggests that
attractive features will attract new consumers globally. According to Order Intelligence's survey, the
market is predicted to grow by over 50% in 2025 due to the addition of many new consumers to the
bicycle industry during the pandemic. Overall, the future of the bicycle industry seems bright and
promising.

Every year, the Indian bicycle industry produces 1.25 million bikes, with new designs, colors, and
features appearing virtually every day. Even though environmentalists and the health-conscious express
concern about the increasing number of motorized cars on our roads, practically every Indian home still
pedal a two-wheeled vehicle:

— Trends and developments in the market:

— Growing demand for high-end bicycles.

— The demand for disc brakes in sports bicycles is growing.
— Increasing bicycle sales through the e-commerce channel.
— Tubeless tires are becoming more popular in bicycles.

— India's demand for geared bicycles is Increasing

The rise in demand for bicycles globally can be attributed to the rapid economic development that has
taken place since 1970, rather than environmental conservation efforts. Bicycles are much more
affordable to a wider segment of the population in developing countries than cars, and the sharp rise and
divergence in bicycle and car production coincides with a particularly productive period in global
economic development. Between 1970 and 2009, the Human Development Index (HDI), which closely
correlates with per capita income levels, has seen an average gain of 44% for countries worldwide.
Therefore, the growth of the bicycle industry can be seen as a result of economic development rather
than environmental concerns.
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Research Methodology

Research Methodology Refers to the Process Stage which explains how the research took place. It
follows a specific way of study. The aim of study is to Assess the development of Bicycle Industry in
Northern Part of India. The study was conducted on bicycle industries of northern India and alongside
cities. The research has covered a total of 16 respondents and these 16 respondents sample was taken
anticipating the research as planned. These included each person from a particular society region and
other people participated.

The questionnaire consisted of 8 questions. The language of the survey was administered in English.
This study consists of random sampling procedure. Since India has wide population thus bicycle industry
plays a significant role.

Result

First, the results on demographic data are provided. The following graph shows the age of respondents
who gave their opinion on bicycle industry growth (see Fig.1).

Age

16 responses

18-25 12 (75%)

25 or Above 4 (25%)

0.0 25 5.0 7.5 10.0 125

Fig.1. Age of demographic results (Source: Authors data)

Then, Fig. 2 provides information on gender distribution.

Gender

16 responses

@ Male
@ Female
Prefer not to say

Fig.2. Gender of demographic results (Source: Authors data)
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The results of the survey on the bicycle industry are provided in the subsequent figures.

Have you purchased a bicycle in the past year?

16 responses
® Yes
® No

Fig.3. Purchase of bicycle (Source: Authors data)

Around 50 percent of the respondents bought the bicycle in past years and same number of them were
not used of buying it (see Fig.3.).

How frequently do you use your bicycle?

16 responses

@ Everyday

@ A Few Times a Week
@ Only on Weekends
@ A Few Times a Month
@ Rarely

V @ Never Ride a Bicycle

Fig.4. Frequent riders (Source: Authors data)

Most of the respondents agreed that they ride bicycle in a few times a week whereas some of them agreed
that they rarely ride bicycles followed by daily riders (see Fig.4.).
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Have you noticed an increase in the number of people using bicycles in your area?

16 responses
@ Yes
@® No
a © Maybe

Fig.5. Increase in growth of bicycles (Source: Authors data)

Most of the respondents agreed that they have seen a rapid growth towards the use of bicycle in their
locality (see Fig.5.).

Have you noticed an increase in the number of bicycle shops in your area?
16 responses

@ Yes
® No
© Maybe

Fig.6. Increase in bicycle shops (Source: Authors data)

Major of the respondents agreed that they have seen wider growth towards bicycle shops in their locality
(see Fig.6.).

Do you believe that the bicycle industry in India will continue to grow in the future?
16 responses

® Yes
® No
© Maybe

Fig.7. Growth in future (Source: Authors data)
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Most of the respondent powerfully accepted that the bicycle Industry if not towards its downfall but
towards its skyrocket growth in the coming future (see Fig.7.).

What do you think are the key factors driving the growth of the bicycle industry in India?

16 responses

@ Health and fitness
@ Rising fuel prices

Environmental concerns
@ Changing lifestyle patterns

Fig.8. Factors towards growth (Source: Authors data)

Most of the respondents gave their opinion that bicycle use is necessary towards factors like health and
fitness followed by rising fuel prices and changing lifestyle patterns (see Fig.8.).

Figures 7 and 8 suggest that most of the respondents agree with the statement that bicycle industry will
continue to rise towards its next growth as there are factors like health and fitness for which bicycling is
the best cure medicine along with the rise in fuel prices.

In recent years, the bicycle industry has expanded dramatically, linking various cities creating more and
more demands. The bicycle industry must focus on consumer preferences, views and tastes have evolved
because of the entry of new clients. Bicycles can take advantage of rising disposable income to create a
new business model in which customers pay progressively for their use of the company's products.
Bicycles can leverage artificial intelligence (Al) advancements to better predict consumer demand, cater
to niche segments, and improve recommendation engines. Industry should keep a close eye on the rapidly
changing government regulations because of increasing pressure from protest groups and
nongovernmental organizations, particularly in the areas of environmental and labor safety. Pricing is
also a major Component of the consumer Satisfaction in India. Consumer wants Best of its bikes under
economical segment this implies that bicycle producers should maintain their quality along with the
prices competitively.

To summarize, the most Essential Aspect of the Consumer satisfaction in Indian Bicycle industry is their
quality, Convenience, Pricing and other services. Sellers those who focus on Quality sales are more likely
to achieve good Customers Satisfaction and success.

The growth of the bicycle industry is expected to be influenced by various trends and variables over the
next few years, mainly due to changing customer choices and lifestyles, fuel prices, and health and fitness
concerns. As a result, many industry sellers can provide efficient and user-friendly rides, which can
impact their future growth positively. Consumers are now inclined towards different types of bikes
suitable for various events such as city rides, mountain climbing, and long rides with electrically operated
periods so that the rider does not get tired and can reach their destination comfortably. Thus to Meet the
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Requirements of the Rider they need to think a step ahead to provide with the requirement and to keep
up their rank rising with coming years.

Conclusion

Bicycle industry in northern India has been experiencing steady growth over the years. The rise in
demand for bicycles can be attributed to several factors, including the need for affordable and eco-
friendly transportation options, increasing health consciousness among individuals, and government
initiatives to promote cycling as a means of reducing pollution and congestion on the roads. Additionally,
the COVID-19 pandemic has also played a role in the increased demand for bicycles as people turned to
cycling as a safe and socially distanced form of exercise and commuting. As a result, the bicycle industry
in northern India is expected to continue growing in the coming years, with new players entering the
market and existing manufacturers expanding their product offerings to meet the changing needs of
consumers.

To be successful in the market, sellers must prioritize the quality of the ride and the level of service
provided to consumers. In addition, technological innovation will play an increasingly important role in
the growth of the bicycle industry. Bicycle sellers are expected to maintain their rapid pace by adapting
to consumers' expectations and providing environmentally friendly products. Furthermore, sellers should
focus on ways in which technology can enhance the customer experience to succeed in various ways.
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Abstract

Research relevance: Research on how the organic chocolate industry is growing is important for more than one
reason. As people become more aware of health and environmental issues, they look for organic and
environmentally friendly products, like organic chocolate. Research can also tell you about the current and future
state of the market for organic chocolate. This research can also help find sustainable ways to make chocolate and
ways to manage the supply chain. This can help reduce the damage chocolate production does to the environment
and encourage more responsible business practices. Research on the creation of organic chocolate can also help
find new and interesting products. Overall, research on the growth of the organic chocolate industry is important
for learning about consumer tastes and market trends, figuring out how to run a business in a way that is good for
the environment, and encouraging new ideas and specialization within the industry. This research can help shape
business plans, boost growth and profits, and make the chocolate industry more sustainable and responsible.

Research goal: To identify the possibilities of development in organic chocolate industry.

Research methods: The study relies on secondary data gathered from a six documents with regards to the topic
development of organic chocolate industry. The study focuses on the Food industry, which is the First in the Indian
economy and is made up of both global and Indian enterprises. Data processing methods include meta-analysis
through the document analysis.

Main findings: Continually enhance the manufacturing process in order to lessen the negative influence on the
environment, boost the overall quality of the product, and keep up with shifting demands from customers. The
development of the organic chocolate industry is relevant to consumers, the industry itself, and the environment.
As more consumers seek out organic and sustainable products, companies that invest in the development of the
organic chocolate industry can position themselves. According to the findings of the study, the organic chocolate
industry has strong potential for further development and growth. Companies can continue to differentiate
themselves by focusing on product innovation, sustainability, and building stronger relationships with customers.

Keywords: development; chocolate industry; consumers; product innovation; sustainability.

Introduction

In recent years, there has been a rise in demand for organic chocolate, which is often referred to as
chocolate supplied in an ethical manner. This particular kind of chocolate is crafted using cocoa beans
that were cultivated without the use of any artificial pesticides or fertilizers. Due to an increase in
customer demand for food items that are both nutritious and ecologically friendly, the organic chocolate
business has seen tremendous expansion in recent years. In this article, we will investigate the
opportunities for growth in the organic chocolate sector and look at several case studies.
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The growth of the market is one of the most significant opportunities for success in the organic chocolate
sector. There is a rising demand for organic chocolate as more people become aware of the advantages
of eating chocolate made from organic ingredients. It is anticipated that this demand will expand in the
future as a direct result of consumers developing a heightened awareness about the influence that their
decisions have on both the environment and their own personal health. Organic chocolate makers have
the opportunity to profit on this trend by increasing both their production and distribution networks to
fulfill the rising demand for organic chocolate (Dagmer & Jason, 2017).

The strengthening of the supply chain is another avenue that may be pursued for growth. Cocoa beans
used in the production of organic chocolate are almost often acquired from low-volume producers in less
developed nations. These farmers often deal with difficulties such as inadequate infrastructure, restricted
access to financial resources, and low levels of output. Manufacturers of organic chocolate may
collaborate with these farmers to enhance their production processes, provide training on
environmentally responsible agricultural practices, and assist the farmers in gaining access to funding.
By acting in this manner, manufacturers are able to secure a consistent supply of organic cocoa beans of
a high quality, while also making a contribution to the economic growth of the surrounding communities.

In addition, organic chocolate makers also have the ability to capitalize on the creation of new goods and
tastes as a further area of opportunity. Customers are always on the lookout for novel and interesting
goods, and businesses have the opportunity to profit on this demand by launching new taste profiles and
product lines. For instance, kids may try their hand at experimenting by using a variety of fruits, nuts, or
spices in their mixtures in order to produce novel and delectable combinations. They are also capable of
developing items that appeal to certain dietary restrictions, such as alternatives that do not include sugar
or that are vegan (Miguel & Paulo, 2019). Also, the creation of environmentally friendly packaging is
an absolutely necessary step for the organic chocolate business to take. Many customers who purchase
organic chocolate are conscientious about the health of the environment and opt for items that come in
recyclable or reusable containers. The manufacturers have the option of investigating different types of
packaging materials that are either recyclable or degradable. Companies may limit the quantity of
packaging and adopt packaging technologies that are more effective in order to cut down on waste.

A last prospect for growth in the organic chocolate sector is found in the use of various forms of
technology. Technology may be used by manufacturers to enhance their production processes. One
example of this would be the use of data analytics to optimize production or the use of block chain
technology to monitor the supply chain and assure traceability. Companies may also boost their
marketing efforts by using technology, for example by leveraging social media platforms to reach a
bigger audience and provide content that is more engaging (Malika & Guerrero, 2019).

Literature Review

As more people become concerned about their health and the environment, the market for organic
chocolate, which is already a sizable subset of the chocolate business, is expected to continue expanding.
Organic chocolate is chocolate that is manufactured from cocoa beans that were cultivated without the
use of synthetic pesticides or fertilizers. Organic chocolate is also known as fair trade chocolate. In the
following article, a literature evaluation on the potential for expansion in the organic chocolate sector
will be presented. The evaluation focuses on different elements, including consumer behavior, changes
in the industry, supply chain developments, and technology breakthroughs (Miguel & Paulo, 2019).

Behavior of Consumers. The expansion of the organic chocolate business is largely dependent on the
actions and preferences of consumers. There is a preference among consumers in the United States for
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food items that are natural and organic, as shown by a poll that was carried out by Mintel, a renowned
market research organization (Mintel, 2020). According to the same poll, over half of customers (47%)
are prepared to spend extra for organic versions of their favorite foods. According to these data, there is
a rising demand for organic chocolate, and consumers are ready to pay a premium for it. Furthermore,
this demand is expected to continue expanding in the near future (Villalobos, 2019). Consumers consider
organic chocolate to be superior in terms of both health and quality, according to the findings of another
research carried out by the University of Illinois (Bali, 2017). This misconception is due to the fact that
organic chocolate is prepared from cocoa beans that were cultivated without the use of synthetic
pesticides or fertilizers. This has led to the widespread belief that organic chocolate is superior than
conventional chocolate. As a consequence of this, ordinary chocolate is seen as an option that is both
healthier and more environmentally friendly than organic chocolate (Malika & Guerrero, 2019).

Trends in the Industry. During the last several years, there has been a substantial amount of expansion
in the market for organic chocolate. The worldwide market for organic chocolate is projected to reach
$1.7 billion by 2025, expanding at a compound annual growth rate (CAGR) of 4.6% from 2019 to 2025,
as stated in a research compiled by Grand View Research (Grand View Research, 2019). The primary
factor driving the organic chocolate industry is rising levels of consumer awareness about health and
environmental sustainability (Kissinger, 2021). The increase of distribution channels is another factor
that is contributing to the rise of the organic chocolate industry. To cater to a larger customer base,
organic chocolate makers are broadening the channels via which their product is distributed. For instance,
several different brands of organic chocolate are now stocked in conventional supermarkets, which
makes it much simpler for customers to get these products (Perez & Vallverdi-Queral, 2022).

Supply Chain. The expansion of the organic chocolate business is in large part due to the robust
performance of the supply chain. Cocoa beans used in the production of organic chocolate are almost
often acquired from low-volume producers in less developed nations. These farmers are confronted with
a number of obstacles, including inadequate infrastructure, restricted access to financial resources, and
low levels of production. Organic chocolate makers are collaborating with organic cacao farmers to
enhance the farmers' production techniques, give training on sustainable agricultural practices, and assist
the farmers in gaining access to funding in order to solve the issues described above (Malika & Guerrero,
2019). The Cocoa Life program is a good illustration of this, since it is a sustainable cocoa procurement
program that was established by Mondelz International, which is one of the major chocolate producers
in the world. Cocoa farmers in Ghana, Céte d'Ivoire, and other countries are helped by the program in
its efforts to enhance their standard of living, safeguard the environment, and promote sustainable cocoa
growing techniques Organic chocolate makers may secure a consistent supply of organic cocoa beans of
a high quality by partnering with small-scale farmers. This partnership also helps organic chocolate
manufacturers contribute to the economic growth of the surrounding communities (Miah, 2018).

Technical Advancements. The expansion of the organic chocolate business has been significantly aided
by technological advances, which have played a vital part in the process. Production methods are one
area that have been altered as a result of the influence of technology. For instance, several organic
chocolate makers are using data analytics into their manufacturing processes in order to improve those
processes, so cutting down on waste and increasing their overall efficiency. This has led to a reduction
in manufacturing costs, which in turn has made organic chocolate more competitively priced and
available to customers (Miah, 2018).

The distribution of organic chocolate is one more sector that has been influenced by technological
advancements. The use of social media platforms such as Facebook, Instagram, and Twitter has made it
simpler for organic chocolate makers to communicate with a larger audience and provide material that
is more interesting to that audience. Organic chocolate makers may increase their brand recognition and
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develop a dedicated consumer base by using the many channels offered by social media. The production
process of chocolate has shown in Figure 1 (Perez & Vallverda-Queral, 2022).

Farming Fermentation Drying
o Lo
Yoast
Laoic ackd Dachera Lower oM
Acetic 9o backera Sutopteral coler of boars

Errmate stivey == |ncreased growth of mokds

Cartonypeptdase Excessive producton of
Ancpeptiiane Scs Bch 36 Doetc
irvertase i, whech i
Polyptenst aodase Solotorous 15 Te Rarver
Ghytomscases *

Roasting Alkalization
Remoeal o Urdeared compouns such
@5 ACONC 80K, ) the formation of Pe
RS typecad roansty. sweet odornes of 00008 —
Maltard seactions ~~ A Deseatin sk brown cokr
Caramadzaton
Lipd cxdaton ‘ RAducn P S8t a0 I eginey
Phensie compounds sadation Pavirt s of C0coR powdee o
(009 S rreas
Chocolate production
Conching Tempering

A Fomaton of croclate tarvor Cortroted cocing

<
Contoual sterng ‘ ‘“’
) Uierirasion of resdous W(W
> volatio acds —

Acene acid

Acohols

Of-frvors (hotoros

and sicetyoes :

Fig.1. Process of chocolate production (Perez & Vallverda-Queral, 2022)

The basic component of chocolate is the cocoa bean, which originates from the Theobroma cacao L. tree.
Just in a tiny region, around 10 degrees on each side of the Equator, are cocoa trees to be found (in
particular Central America, West Indian islands, South America, and Africa). Criollo, Forastero, and
Trinitario are the three principal kinds of cocoa beans, and each of these varieties has its own own
chemical composition, textural character, and taste profile. Cocoa and chocolate are among the most
popular luxury foods in the world, with consumers in Western European countries consuming around 9
kilos of each each year. Chocolate's immense popularity is likely due, in large part, to the delightful
feelings one gets after eating it as well as the following elevated mood one experiences as a result of
these emotions. The enjoyment of eating chocolate, on the other hand, is not always accompanied with
sentiments of happiness all the time. Consumption of cocoa products rich in polyphenols, on the other
hand, has been related to a number of health advantages, including a decrease in the chance of acquiring
chronic diseases including cancer and cardiovascular disease. It has been shown to improve a number of
metabolic and metabolic syndrome symptoms in humans, including hypertension, hyperglycemia,
insulin resistance, and obesity. In addition, it has been shown to possess anti-inflammatory and
antioxidant qualities, as well as the ability to enhance vascular and platelet function, as well as cerebral
blood flow, and it has the potential to prevent cancer (T. Thorlakson, 2018).

After the cocoa beans have been harvested, there are a few more processes that need to be completed
before they can be utilized to produce chocolate. Fermenting, drying, roasting, grinding, mixing
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ingredients, conching, and tempering are the stages that are included in this process. The primary
components used in the production of chocolate are sugar, emulsifiers, cocoa butter (obtained by pressing
cocoa liquor), cocoa liquid (obtained by grinding cocoa beans), cocoa butter (obtained by pressing cocoa
liquor), aroma, and milk components (if required). Since dark chocolate, milk chocolate, and white
chocolate all include variable proportions of cocoa solids, milk fat, and cocoa butter, these three varieties
of chocolate are considered to be the most common forms of chocolate. In addition to the nutrients
(carbohydrates, lipids, proteins, peptides, and amino acids) that are found in cocoa beans, bioactive
substances, particularly polyphenols such as flavanols (epicatechin, catechin, procyanidins), flavonols
(quercetin and its glycosides), and phenolic acids are found in cocoa beans. Polyphenols include
flavanols (epicatechin, catechin, procyan (gallic acid). Large amounts of methylxanthine peptides and
N-phenylpropenoyl-L-amino acids have been discovered in cocoa beans. The scent precursors of cocoa
and chocolate are formed during the fermentation and drying of the beans, and these molecules that
produce cocoa and chocolate are ephemeral. These aroma precursors are the source of the cocoa and
chocolate components. Cacao beans have high levels of several forms of fiber, such as cellulose,
hemicellulose, and pectic substances, all of which are critical components of a diet that is high in
nutritional value. During the manufacturing of chocolate, various chemical processes (aldol
condensation, polymerization, cyclization, and alkalization) take place to enhance the product's flavor,
appearance, durability, bioavailability, and nutritional value (Perez & Vallverdi-Queral, 2022).

Because of the large number of different individuals that are engaged and the large number of distinct
processes that are involved in the process from beginning to finish, the cocoa supply chain is extensive,
intricate, and spread out over a large number of different locales. The region in which a bar of chocolate
was manufactured may have an effect on its flavor, antioxidant content, potential health advantages, and
even monetary value. Consumers are seeking greater openness in the food business because they are
becoming more concerned about the safety of the food they eat. Food fraud occurs when food, food
components, or food packaging are fraudulently altered or misrepresented on local, regional, global, or
even worldwide proportions, often for financial gain. Food fraud may occur on any of these scales. By
implementing a "farm-to-fork™ food monitoring system, governments and food producers have the
opportunity to regain the faith of consumers in the safety of the food supply. In response to increased
consumer demand for chocolate of a single origin and growing interest in environmentally responsible
production, the chocolate industry has adopted this approach to secure the flavor and quality of its
products while also maintaining the confidence of its stakeholders (Diaz-Ruiz, 2019).

To maintain a viable cocoa business, cocoa beans should be cultivated because they have a high
nutritional value, flavor volatiles, polyphenol content, and fermentative quality. The contemporary
techniques used to cultivate cocoa lead to significant deforestation, which leads to the loss of
biodiversity. Transportation adds to environmental deterioration through the production of greenhouse
gases. Inadequate governance in most cocoa-producing nations is one factor impeding efforts to develop
sustainable cocoa production. Another such factor is the economic precocity of cocoa-farming
households. So, it is of the utmost importance to find creative solutions that are capable of providing a
sustainable future for cocoa-producing countries. This research will provide a comprehensive coverage
of a wide variety of prospective analytical techniques that have been created as a reaction to the need for
quality control, as well as assessment of authenticity and traceability (Malika & Guerrero, 2019).

The statements made regarding the origin of the food, its method of production, and the circumstances
under which it was stored, which are printed on the package, must be checked to ensure that they are
accurate. This approach helps companies protect both their reputations and their financial lines, in
addition to serving the interests of their consumers by ensuring that the food they sell is both safe and of
good quality. The issue of origin, which is governed by laws on both the national and international levels,
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is a significant component of the authenticity of food. As a consequence of this, an increasing number
of consumers in Europe are starting to attribute the quality of their purchases directly to the nation from
which they originated. As a result of this, the food industry places a significant amount of importance on
dependable and standardized methods of food verification (Miah, 2018).

The Cocoa and Chocolate Products Rules of 2003 were created in response to Directive 2000/36/EC2
issued by the European Union, which govern the labeling of chocolate products as well as their individual
components. Yet, because of the intricate matrix and the extensive supply chain, validating chocolate
tests may be challenging. Throughout the transformation from raw material to finished product, it is
common practice to combine under-fermented cocoa beans with cocoa beans that have already
undergone fermentation. The fermenting process is essential to the quality of the beans since it reduces
the amount of bitterness and astringency they contain. Peanuts and eggs are only two examples of the
types of frequent allergies that may be used in chocolate as fillers. When chocolate is tempered to
improve its texture, quality, and beauty, the crystallization of the finished product is determined by the
fat content of the chocolate. So, it may be more difficult to detect allergies in chocolate that has been
tempered. While CB is the predominant fat found in cocoa and chocolate, other fats that are less
expensive may be replaced to reduce the overall cost of production (Perez & Vallverda-Queral, 2022).

Growing consumer interest is a potential driver of expansion opportunities in the organic chocolate
industry. The market for this product is anticipated to grow as a greater number of people become aware
of many benefits of organic chocolate. In the next years, there should be an increase in demand since
consumers are becoming more conscious of the connection between their activities and the status of the
world and their own health. It's possible that companies who make organic chocolate may benefit from
this new trend by growing their production and entering new markets (Perez & Vallverdu-Queral, 2022).

Another area that has room for expansion is the supply chain, which has to be improved. Cocoa beans
that have been certified organic have often been grown and harvested by third-world farmers on a very
modest scale. These farmers often struggle with a number of difficulties, the most common of which are
poor productivity, inadequate infrastructure, and restricted access to money. Businesses that specialize
in the production of organic chocolate may work together with local farmers to assist those farmers in
increasing their crop yields, gaining knowledge about more environmentally friendly farming practices,
and gaining access to finance. Cooperating with cooperatives is a great way for businesses to help their
local economies and ensure a steady supply of organic cocoa beans of the highest possible quality (F.
Amiel, 2019). The common practice of adulterating chocolate, which consists of adding foreign
substances to the product in order to attain the desired qualities, puts customers at a significant increased
risk of developing serious health issues. In view of the growing trends in adulteration, it is vital to
implement analytical techniques that are both speedier and more accurate in order to battle challenges
related to authentication, ensure product quality, and avoid economic deception (F. Amiel, 2019).

In conclusion, the organic chocolate sector offers a wide variety of opportunities for future growth.
Manufacturers are in a position to capitalize on the growing demand for organic chocolate by expanding
their markets, enhancing their supply chains, developing new products and flavors, adopting sustainable
packaging, and making use of technology. In doing so, they will not only be contributing to the industry's
economic development but also to the industry's contribution to environmental sustainability.

Research Methodology

The aim of the study is to analyze the development of organic chocolate industry. The author has
collected data through secondary data analysis. The main data collection tool was by analyzing the
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documents with regards to development of organic chocolate industry. The data processing method was
meta analysis. In the qualitative research method known as document analysis, the researcher analyzes
the documents in order to give them a voice and relevance in connection to an assessment topic. "The
categorization of information into themes is an important part of document analysis, just as it is when
analyzing the transcripts of interview or focus group sessions. In order to evaluate or evaluate and score
a text, you may also utilize a rubric. There are three distinct classifications that may be applied to a
document. The documents have undergone meta-analysis, which has been performed. During the years
2010 to 2022, the author has examined six documents, some of which were public records, some of
which were personal papers or study works, and some of which were physical proof.

The researcher uses document analysis for a variety of objectives throughout their work. "To begin with,
document review is a quick and easy technique to gather data since records are a resource that can be
managed and is practical,” "Documents are widely used and may be found in a variety of forms; as a
result, they are a relatively open data source that can be relied upon. Doing one's own tests or conducting
one's own analysis may be both time-consuming and costly, but obtaining and analyzing records can
often save both of these resources. The investigation focused on the four primary aspects contributing to
the growth of the organic chocolate business. Land, labor, capital, and entrepreneurs are the four factors
that go into producing anything. The term "land" refers to any component of Mother Nature that fosters
agricultural activity. These cacao beans are one example of a variety of natural resources that go into the
making of a candy bar.

Results

A meta-analysis has been carried out to investigate the elements that influence the development of the
organic chocolate business. To complete the meta-analysis, the author has reviewed six different
documents. The meta analysis was carried out using the STATA program, which shows fixed models
and was used to carry out the study. Each of the study articles either directly or indirectly focuses on or
depicts the growth drivers that are driving the development of the organic chocolate sector. After reading
a few number of papers and publications about the evolution of food. The researcher made an effort to
choose all of the papers that were published between the years 2010 and 2022 based on how reliable they
were and how relevant they were to the growth of chocolate production via organic farming.

A meta-analysis approach was used in the research that was done on the paper. The frequency with which
certain words appeared in the article served as the author's inspiration for developing a list of essential
concepts. Below are the frequencies of growth factor, which is based on the text (see Table 1).

Table 1. Meta-analysis result

Sl. No: | Growth factor Frequency Percent %
1 Proper market research 23 24%
2 Source organic cocoa beans 17 18%
3 Develop the production process 14 15%
4 Obtain organic certification 12 13%
5 Develop distribution channels 9 9%
6 Marketing and banding 7 7%
7 Educate consumers 7 7%
8 Continues improvement 7 7%
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The table above illustrates the frequency of growth factors referenced in documents studied using
document analysis with meta-analysis as the analytical technique. appropriate market research has been
cited 23 times in papers as a development aspect, with a total proportion of 18% and a substantial role,
as demonstrated in this table. The ratio for developing distribution channels is 9 percent. It was said
seven times that marketing and branding was important, but educating customers was mentioned nine
times. Continued advancement receives a commitment of seven point one percent of the total.

The analysis results are provided Figure 2.

Continues improve ment
Educate consumers

Marketing and banding
Develop distribution channels
Obtain organic certification
Develop the production process

Source organic cocoa beans

Proper market research

& R

o

5% 10% 15% 20% 25%

Fig.2. Growth factors for development of organic chocolate industry

Do out research in order to ascertain the level of consumer demand for organic chocolate, as well as the
current trends and levels of competition in the market. Cocoa beans are the most important component
in organic chocolate. Find farmers that are committed to environmental preservation and sustainable
agriculture techniques, and get organic cocoa beans from them. Create a manufacturing method that
satisfies organic and fair trade requirements at the same time. This might mean utilizing natural
ingredients, minimizing the use of toxic chemicals, and ensuring that farmers and employees are fairly
compensated for their labor. Get organic certification from a certifying body that is recognized for its
credibility. This will verify that the chocolate satisfies the requirements for organic chocolate set out by
the certifying organization. Establish routes of distribution in order to provide organic chocolate to the
consumer market. This may entail entering into partnerships with existing shops, doing sales over the
internet, or opening a physical storefront. Create a marketing and branding plan for the chocolate that
puts an emphasis on the fact that it is organic and was obtained via fair trade. This might include the use
of packaging that is favorable to the environment, the promotion of the health advantages of organic
chocolate, and the highlighting of the product's effect both socially and environmentally. Consumers
should be made aware of the advantages of organic chocolate as well as the effects that their purchase
choices may have on the surrounding community and the environment. This might mean forming
partnerships with groups advocating for the production of food in a manner that is both sustainable and
ethical. Continually enhance the manufacturing process in order to lessen the negative influence on the
environment, boost the overall quality of the product, and keep up with shifting demands from customers.

Conclusion
Overall, rising consumer awareness and demand for organic and sustainably derived goods have been
major factors in the organic chocolate industry's explosive expansion in recent years. High-quality

ingredients, fair trade, and environmental responsibility are at the forefront of this sector. Sustainable
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sourcing and production techniques, investment in R&D for new products and tastes, and open
communication with customers about their practices and principles are all crucial for the continued
growth of the organic chocolate sector. The continuous expansion and profitability of the organic
chocolate industry indicate the potential for sustainable and socially responsible business practices in the
food sector, despite the problems that still face the industry, such as supply chain concerns and price
constraints.

It is recommended to promote sustainable sourcing methods. Parties involved in the organic chocolate
sector should give preference to sustainable, fair-trade, and environmentally responsible sourcing
methods. This involves investing in organic and regenerative agricultural methods as well as working
directly with farmers and cooperatives to guarantee fair pricing.
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Abstract

Research relevance: In recent years, the automobile rental market has been expanding. The worldwide automobile
rental industry was estimated to be worth USD 87.8 billion in 2020, and between 2021 and 2027, it is anticipated
to increase at a CAGR of 12.5%. The expansion of the sector is fueled by elements including the rise in tourism,
an increase in disposable money, and the practicality of automobile rentals. For tourists everywhere, renting a car
is a practical and affordable option. Travelers who want to see new places without the inconvenience of owning a
vehicle are increasingly choosing it. Several businesses now provide automobile rentals all around the world as a
result of the industry's substantial expansion. For many years, car rentals have been a crucial component of the
transportation sector. As a result of the industry's rapid expansion, several businesses now provide vehicle rental
services all over the world. The present situation, trajectory, and developments of the car rental sector are all
examined in this research study.

Research goal: To analyze the current state and future trends in car rental.

Research methods: The study relies on primary data gathered from conducting survey among car rental service
users in Riga city. The research is focused on the car sector, which is developing numerous big and small size
businesses and is the fastest expanding industry in Europe. The main data processing methods that have been used
in this research are Meta-analysis from different documents.

Main findings: The COVID-19 outbreak has caused a substantial change in how the automobile rental sector
functions. Due to the economy's slump, social isolation policies, and travel limitations, the sector has seen a fall in
sales. Nonetheless, the business is anticipated to rebound with the relaxation of travel restrictions and the
introduction of vaccinations. Future automobile rental trends are influenced by things like technology,
sustainability, and changing customer behaviour. With the development of online rental vehicle platforms,
technology has become more important to the automobile rental business. Customers now have it simpler to find
and hire a vehicle thanks to the usage of mobile apps and GPS technology. Consumer desire for eco-friendly
solutions has made sustainability a major problem for the automobile rental sector. To meet this need, businesses
are employing eco-friendly strategies, such renting electric and hybrid vehicles

Keywords: rental service; automobile industry; technology; sustainability; eco-friendly.

Introduction

The purpose of the study titled "An analysis of current status and future trends of car rentals in Latvia"
is to present a complete overview of the automobile rental business in Latvia, including its current
condition, the important participants in the sector, trends, and the future prospects for the industry. The
study makes use of secondary data sources to collect information. Some examples of primary data
sources include conducting interviews with industry professionals, conducting surveys of vehicle rental
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firms, and analyzing industry reports and statistics. The first section of the study is an overview of the
automobile rental business in Latvia, including topics such as the sector's size, development, and the key
participants in the market. After that, it goes into important trends and difficulties that the sector is now
experiencing, such as the growth of ride-sharing services and shifting tastes among consumers.

The study also investigates the effect that COVID-19 had on the sector, including the difficulties that
were experienced by vehicle rental businesses as well as the possibilities that have surfaced as a
consequence of shifting travel habits. In its last section, the research offers some views into the future of
the automobile rental sector in Latvia. These insights include a variety of topics, such as possible
development regions, technology improvements, and the role that sustainability will play in determining
the future of the industry. Overall, the findings of this study provide a useful resource for businesses that
are in the vehicle rental sector in Latvia, as well as professionals in that field and anybody else who is
interested in the car rental market in Latvia.

Literature Review

Customers pay a price in exchange for the opportunity to hire automobiles for shorter periods of time,
which contributes to the profitable nature of the car rental sector. The use of automaobile rental firms as
an alternative to having one's own vehicle has grown more common as a result of the convenience and
adaptability they provide to people, families, and businesses. This article takes a look at the business of
renting cars, focusing on the major participants, current developments in the industry, and effective
business tactics (Fink & Reiners, 2006).

The most important companies in the rental car business. There are just a handful of large participants
in the vehicle rental sector, and these firms control the vast bulk of the market share. Enterprise Rent-A-
Car, Avis Budget Group, and Hertz Global Holdings are considered to be the top three most successful
automobile rental firms. These businesses have a large fleet of automaobiles at their disposal, a diverse
selection of rental sites, and a comprehensive selection of services for their clientele.

With a market share that is more than 40%, Enterprise Rent-A-Car is the most successful and biggest
automobile rental business in the world. The business is active in more than one hundred countries
worldwide and maintains a fleet of more than two million automobiles. With a market share that is more
than 20%, Avis Budget Group is the second-largest automobile rental business in the whole globe. The
business is active in more than 180 countries throughout the world and maintains a fleet of more than
one million automobiles. With a market share that is more than 15%, Hertz Global Holdings is the third-
largest automobile rental business in the whole globe. The corporation has operations in more than one
hundred fifty countries and maintains a fleet of more than fifty hundred thousand cars (Shaheen, 2006).

The automobile rental industry's response to recent market developments. The rental automobile
business is changing, and its trajectory will be determined by a number of market dynamics. The growing
demand for electric and hybrid vehicles is one of the most important trends that can be seen in this sector.
Car rental firms are diversifying their fleets to include more electric and hybrid cars to cater to customers
who are more concerned about the environment. The trend is being pushed in part by government laws
and incentives that encourage the adoption of automobiles that are less harmful to the environment.

Car-sharing programs are becoming more popular, which is influencing another development in the
rental vehicle sector. Customers are able to borrow automobiles via car-sharing services for shorter
periods of time, often by the hour or by the day. This provides a more flexible and cost-effective
alternative to the conventional method of renting cars. The growing popularity of ride-hailing services
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like Uber and Lyft is a major factor driving this trend. In metropolitan areas, where automobile ownership
is becoming less widespread, this tendency is becoming more prevalent (Loose & Mohr, 2008).

Techniques for doing successful business in the rental car sector. The rental automobile sector is very
competitive, and so, a wide variety of business techniques are used to achieve a competitive edge.
Diversifying services is one of the most important business tactics that automobile rental firms do.
Businesses are broadening the scope of the services they provide by introducing new lines of
merchandise such as trip insurance, roadside assistance, and satellite navigation systems. Car rental firms
have the potential to boost their income and provide a better experience for their customers all around
by providing these extra services (Oleivera & Caravilla, 2017).

Car rental firms employ the optimization of their fleet management as another one of their business
strategies. Tools for advanced analytics and data management are used by businesses to maximize the
usage of their fleets and the pricing methods they use. This method enables businesses to enhance their
inventory management, which in turn leads to lower costs and more customer satisfaction. In recent
years, car rental firms have seen substantial development thanks to the many variables that have
contributed to the sector's expansion. These elements include diverse factors that have contributed to the
success of the industry. This article presents an analysis of the causes contributing to the expansion of
the automobile rental industry. These variables include the growing need for travel, changing patterns of
consumer behavior, and technological improvements (Yang & Gin, 2008).

The ever-increasing number of people who take trips across the country and throughout the world is one
of the most important drivers of expansion in the vehicle rental sector. The number of individuals who
travel for both work and pleasure has led to a growth in the demand for rental automobiles. The expansion
of the tourist sector has been beneficial to the rental vehicle business since it has led to a rise in the
number of individuals going on vacation and necessitating the use of rental automobiles. As a result of
businesses expanding their operations throughout the world, there has been a rise in the number of
business trips taken, which has led to an increase in the demand for rental automobiles (Lazov, 2017).

The main factors affecting the car rentals are shown below (Caroll & Grimes, 2005).

Increasmg
popularity of
travel

Growth in Changes in

emerging consumer
market behavior

Advancements
in Technology

Fig.1. Factors affecting the car rentals (Source: Created by author)
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The behavior of customers is another factor that has led to the expansion of the automobile rental sector.
Renting an automobile instead of purchasing one is favored by many modern customers due to the greater
degree of convenience and flexibility it offers. Customers are able to avoid the up-front expenses and the
long-term commitment of owning a car by opting instead to rent a vehicle. In addition, many customers
are finding that car rentals are a more economical choice than ride-sharing services like Uber and Lyft.
These services allow many people to share a single vehicle.

Technology's always advancing metrics. The expansion of the automobile rental sector has also been
helped along by developments in several areas of technology. Technology has been used by car rental
firms in order to enhance the overall client experience, save operating costs, and boost operational
efficacy. For instance, several businesses have developed mobile applications that provide clients the
ability to reserve a rental vehicle, manage their bookings, and have access to customer support services.
In addition, a lot of organizations who rent out cars have started using technologies like telematics and
GPS monitoring in order to have a better handle on their fleet management and cut down on their
operating expenses.

The expansion of emerging markets. The rise of the vehicle rental business has been fueled in part by the
sector's expansion into developing economies, which has also been a primary driver of that development.
As a result of the increased demand for rental automobiles in developing countries like Asia, Africa, and
South America, a number of car rental businesses have extended their operations to these areas in order
to profit on the market opportunity. The expansion of these regions' middle classes is another factor that
has led to a rise in demand for automobile rental services in these markets.

In recent years, the automobile rental sector has seen tremendous expansion as a result of a variety of
causes, such as the growing popularity of travel, changes in consumer behavior, improvements in
technology, and growth in new economies. Car rental firms will need to continue to develop and adapt
in order to keep up with the constantly shifting demands of its clients as the sector continues to undergo
continuous change. It seems that the vehicle rental sector has a bright future ahead of it, with plenty of
room for development and expansion (Fisher, 2007).

The rental automobile market is one that is both extremely competitive and profitable, and it is always
adapting to suit the shifting requirements of consumers. The most important companies in this sector are
always exploring new avenues of development in order to provide customers with improved services and
maintain a competitive edge. Car rental businesses are enhancing the range of services they provide,
working to improve the efficiency of their fleet management, and adapting their operations in response
to changes in market trends such as the growing demand for electric and hybrid vehicles. There is reason
to be optimistic about the future of the automobile rental sector since there are potential for both
expansion and innovation. The number of individuals who choose to hire automobiles rather than own
their own for the purpose of traveling has contributed to the expansion of the car rental sector over the
last few years. Customers who require a vehicle for a short period of time may take advantage of the
flexibility and convenience offered by car rental firms. As a result of the expansion of the tourism
business, vehicle rentals have developed into an essential component of the whole experience of
traveling. A look at the past, present, and possible future developments in the vehicle rental industry is
presented in this literature study (Pachon, 2013).

The present situation with rental cars. The worldwide automobile rental market is now worth more than
one hundred billion dollars and is forecast to keep expanding. Around $25 billion worth of revenue is
generated each year by the vehicle rental business in the United States. The market is very competitive,
with large companies like Enterprise, Hertz, and Avis as some of the leading participants. Throughout
the course of the years, the market has gone through a process of consolidation, with smaller competitors
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being bought by bigger corporations. About ninety percent of the industry's total market share is
controlled by the top three corporations.

The expansion of the automobile rental sector may be credited to a number of different contributing
causes. The expansion of the travel industry is one of the primary motivating factors. The growing
number of tourists around the world has resulted in an increase in the demand for car rental services. The
expansion of the industry has also been aided by the development of ride-hailing services such as Uber
and Lyft, which have gained popularity in recent years. These services have resulted in the creation of a
new market for automobile rentals, particularly for journeys of a longer duration (Fink & Reiners, 2006).

The rising popularity of car-sharing services is another factor that is contributing to the expansion of the
industry. These services make it possible for individuals to hire automobiles on a per-hour or per-day
basis, making them an alternative to conventional car rentals that is both more flexible and more cost-
effective. Services that allow people to share cars have become more frequent in metropolitan areas,
where individual automobile ownership is less prevalent (Fisher, 2007).

Upcoming developments in vehicle rentals. As a result of a number of different causes, it is anticipated
that the vehicle rental sector will continue to expand over the course of the next few years. The increased
use of technology is one of the most prominent trends seen in this sector. Vehicle rental businesses are
making investments in cutting-edge technology to enhance their customers' experiences and make their
operations more efficient. For instance, some businesses are turning to smartphone applications to enable
clients to schedule and manage rental reservations on their own. The use of sophisticated analytics is
becoming more common in other firms in order to improve fleet management and pricing strategies.

The increased desire for electric and hybrid automobiles is another trend that has been seen in the market.
There is arising demand for ecologically friendly automobiles as an increasing number of people develop
an interest in environmental issues. In response to this trend, automobile rental firms are bolstering their
fleets with an increased number of electric and hybrid vehicles. Car rental firms are forming strategic
alliances with automobile manufacturers in order to provide their clients with access to a select fleet of
hybrid and electric vehicles (Ismail & Muda, 2017).

Rental car businesses are now diversifying their offerings to provide customers with other services in
addition to vehicle rentals. There are some businesses that are beginning to provide extra services like
as concierge services, travel insurance, and even roadside assistance. By providing these extra services,
we want to enhance the overall satisfaction of our customers and inspire a greater level of brand loyalty
(Queiros, 2021).

The rising number of people who need to travel and the fluctuating requirements of consumers are
driving growth in the automobile rental sector, which is a developing industry overall. Automobile rental
firms are making investments in cutting-edge technology and broadening the scope of their services in
order to cater to the ever-evolving requirements of their clientele. It is anticipated that the sector will
continue its expansion over the course of the next few years as a result of the development of innovative
technologies and the rising demand for electric and hybrid vehicles. The future of the automobile rental
sector seems to be bright, and there are several chances for businesses to innovate and enhance the quality
of service they provide to their customers.

Research Methodology

The aim of the study is to analyze the current state and future trends of car rentals. The author has
conducted an analysis of secondary data in order to acquire data. Analyzing the papers with reference to
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past, present, and potential developments in the automobile rental industry was the primary method of
data collecting. Meta-analysis was the approach used to the processing of the data.

Document analysis is a qualitative research approach in which the researcher examines the documents
in order to give them a voice and meaning in relation to an evaluation issue. This is done using the
method known as document analysis. "When doing an analysis of a document, much as when conducting
an analysis of the transcripts of interviews or focus group sessions, one of the most crucial steps is to
organize the material into themes. In order to analyze or evaluate and score a text, you may also apply a
rubric. A piece of writing may be put into one of three separate categories depending on its contents. A
meta-analysis has been carried out on the documents, which have been subjected to it. During the years
2010 and 2022, the author reviewed a total of six documents, some of which were public records, some
of which were private papers or research works, and some of which were actual pieces of evidence.

Document analysis is used for a wide range of purposes by researchers at all stages of the research
process. "To begin with, document review is a fast and straightforward method for collecting data since
records are a resource that can be handled and is practical, Documents are a generally open source of
data that can be relied upon because of their widespread usage and the range of ways in which they may
be accessible. Doing one's own tests or carrying out one's own analysis could be time-consuming as well
as expensive; however, getting and analyzing data can often save both of these resources.

The analysis focused on identifying the four key factors that are contributing to the expansion of the
automobile rental sector. The production of anything requires taking into account four different aspects:
growing demand, changing patterns of consumer behavior, developing technological capabilities, and
expanding access to new markets.

Results

In order to explore the factors that are contributing to the expansion of the car rental industry, a meta-
analysis has been carried out. The author has looked at a total of six distinct papers before reaching this
point in the meta-analysis. The application STATA, which both displays fixed models and was utilized
to carry out the research, was put to use in the process of doing the Meta analysis.

Each of the articles in the research either focuses on or shows the growth factors that are driving the
development of the car rental industry in some way or another, and this may be done either directly or
indirectly. After perusing a selection of articles and publications on the history of food, | came to some
interesting conclusions. The researcher went to great lengths to choose all of the articles that were
published between the years 2010 and 2022 on the basis of how trustworthy they were and how relevant
they were to the present state and future developments in the industry of vehicle rentals.

Throughout research activities, a meta-analysis methodology was used. The author drew inspiration for
the development of a list of fundamental ideas from the number of times that certain terms occurred in
the essay. The following analysis, which is derived from the preceding material, provides a description
of the frequency of growth factor (see Table 1).
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Table 1. Meta-analysis result

SI. No. | Growth factor Frequency Percent %
1 Economic conditions 28 24%
2 Tourism 22 19%
3 Availability of rental cars 19 16%
4 Convenience 16 14%
5 Technological advancements 11 9%
6 Environmental concerns 9 8%
7 Consumer behavior 7 6%
8 Access to market 5 4%

The table above illustrates the frequency of growth factors referenced in documents studied using
document analysis with meta-analysis as the analytical technique. The expansion of the automobile rental
market is susceptible to being significantly influenced by the status of the economy. People often have
more discretionary money during periods of economic expansion, which might contribute to a rise in the
demand for automobile rentals during these times. The rental vehicle business gets a significant boost
from the tourism sector. The demand for rental automobiles in a certain region may be significantly
influenced by the level of popularity of a specific tourist attraction in that region. The expansion of the
automobile rental sector may also be influenced by other factors, such as the accessibility of rental
vehicles. The expansion of the automobile rental sector may be hampered in areas of the country where
there is a scarcity of available rental car alternatives.

The ease of use provided by rental cars is another aspect that may contribute to the expansion of the
sector. It is possible that there may be a rise in demand for automobile rentals if firms make the process
straightforward and uncomplicated for their consumers. Customers may find it simpler and more
convenient to hire automobiles as a result of developments in technology such as online booking systems
and mobile applications. This may result in an expansion of the car rental sector. There is an increase in
the number of individuals who are worried about the environment, which has resulted in an increase in
the number of individuals who are interested in alternate forms of transportation, such as public transit
or electric automobiles. Despite the fact that certain rental vehicle firms are already supplying electric
and hybrid automobiles to satisfy customer demand, the expansion of the car-renting sector may be
hampered as a result of this factor. In general, the expansion of the business of automobile rental is
impacted by a variety of variables, such as the state of the economy, the tourist sector, the availability of
vehicles, the ease of using the vehicles, technological advancements, and environmental concerns. The
analysis results have shown in Figure 2, which is shown below.
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Fig.2. Factors of development in future trends in car rental industry

The study will most likely shed light on the primary factors that are contributing to the industry's
expansion, such as the development of new technologies, the evolution of customer tastes, and changes
in the state of the economy. In addition to this, it is anticipated that an analysis of the competitive
landscape of the sector as well as the potential for development and expansion would be conducted. In
terms of future tendencies, the analysis would most likely shed light on the factors that are likely to shape
the industry in the coming years, such as the growth of electric and hybrid cars, the increasing popularity
of ride-sharing and car-sharing services, and the growing importance of sustainability and environmental
concerns. Other factors that are likely to shape the industry in the coming years include the growth of
sustainable and environmentally conscious concerns. An in-depth understanding of the car rental
industry, including its strengths, weaknesses, opportunities, and threats, as well as important trends and
drivers of growth, would be the primary outcome of an analysis of the current state of the industry as
well as the trends that are expected to emerge in the near future.

This knowledge might be used to the process of making strategic decisions, therefore assisting rental
vehicle firms in remaining competitive in a market that is undergoing fast change. The tourist industry
contributes significantly to the growth of the rental automobile industry. It is possible that the degree of
popularity of a certain tourist attraction in a particular location has a considerable impact on the demand
for rental autos in that particular region. The growth of the automotive rental industry may also be
impacted by other variables, such as the ease with which rental automobiles may be accessed. It is
possible that the growth of the automotive rental industry may be stymied in parts of the nation where
there is a dearth of viable options for renting automobiles. Another factor that may play a role in the
industry's continued growth is the convenience that is afforded by automobile rental services. If
businesses were to make the car-rental procedure more clear and uncomplicated for their customers, we
may see an increase in the number of people looking to hire automobiles.

Consumers may discover that renting autos is easier and more convenient as a consequence of
improvements in technology such as online booking systems and mobile apps. This might be the case as
a direct result of these developments. It's possible that this may lead to an increase in business for
automobile rental companies. Because of the COVID-19 epidemic, there has been a significant shift in
the way in which the automotive rental market operates. The industry as a whole has suffered a drop in
sales as a consequence of the economic downturn, regulations that encourage social isolation, and
restrictions on travel. Despite this, it is predicted that there will be resurgence in commerce as a result of
the easing of travel restrictions as well as the introduction of vaccines. Things like technological
advancement, concern for the environment, and shifting patterns of consumption on the part of
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consumers will all have an impact on future trends in automotive rental. Technology's increasing
relevance in the car rental industry may be attributed to the proliferation of online rental vehicle
platforms. Because of the use of mobile applications and GPS technology, it is now much easier for
customers to locate a car that meets their needs and rent that vehicle. The growing demand among
customers for environmentally responsible products and services has created a significant obstacle for
the viability of the automotive rental industry. In order to satisfy this demand, companies are turning to
environmentally responsible methods, such as the rental of electric and hybrid automobiles.

It is difficult to make precise predictions about the future of car rental in Latvia because it will depend
on a number of factors including the ongoing impact of COVID-19, consumer preferences, and
technological advancements. This makes it difficult to make precise predictions about the future of car
rental in Latvia. It is quite expected that the automobile rental sector in Latvia will continue to change
as a reaction to changing customer tastes and technology improvements. Moreover, it is anticipated that
sustainable and creative solutions will become an increasingly essential aspect of the industry.

Conclusion

It's possible that the conclusion may include a synopsis of the present situation of the vehicle rental
sector, including its size, growth rate, and landscape of competitors. It is also possible that it will
highlight major trends and drivers of development, such as the rising popularity of ride-sharing services,
the expansion of electric and hybrid automobiles, and the significance of the relevance of sustainability
and environmental concerns. In addition, the conclusion may emphasize issues that the automobile rental
business is now experiencing. Some examples of these challenges include rising competition from ride-
sharing and car-sharing services, changing customer tastes, and technological disruption. It is also
possible that it may make advice about how automobile rental firms might innovate and adapt in order
to remain competitive.

In general, the goal of the conclusion of an investigation into the current state and potential developments
in the market for car rentals in the future would be to provide a comprehensive understanding of the
industry as a whole, including its positive and negative characteristics as well as the opportunities and
challenges it faces. This knowledge might be put to use to provide context for strategic decision-making
and assist rental vehicle firms in remaining competitive in an industry that is undergoing fast change.

It would be the goal of the recommendations that would come from an analysis of the current state and
future trends of car rentals to provide car rental companies with actionable insights on how they can
adapt and innovate in order to maintain competitiveness in an industry that is undergoing rapid change.
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