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Elina Ozola. DZIVNIEKU APGERBU TIRDZNIECIBAS IESPEJAS INTERNETA
VEIKALA LATVIJA

Ekonomikas un kultiiras augstskola, bakalaura programma “Vadibas zinibas”,
elinaozola5@gmail.com

Zindtniskais vaditajs: Dr.oec, profesore Vita Zarina

Anotacija

Pétijuma aktualitate: Sobrid popularitite dzivnieku apgérbiem Latvija pieaug. Nemot véra
laikapstaklus, kuri salidzinajuma ar citiem gadiem ir daudz sliktaki, rada nepiecieSamibu péc
dzivnieku apgérba. Lidz ar to téma ir aktuala visiem dzivnieku ipasniekiem, kuriem ir nepiecieSamiba
péc $1 apgérba, bet ari tiem cilvékiem, kuri seko lidzi jaunakajam tendencém. Tomér iespéjas
iegadaties preces, kuras nav pirmas nepiecieSamibas ir apgritinoS$i, nemot véra, ka liela dala cilveku
atrodas majas un ari strada no majam. Lielaka dala no cilvékiem ar1 iepérkas interneta veikalos, 11dz
ar to dzivnieku apgérbu tirdznieciba interneta veikalos klist daudz popularaka. Cilvékiem nav
japemt komforts savas majas, lai iepirktos, ka ari preces var iegadaties atrodoties ne tikai majas vai
darba, bet atrodoties jebkura vieta. Preces var tikt piegadatas izmantojot dazadus piegadataju
pakalpojumus, kuri cilvékiem ir daudz ertaki un atrodas tuvak majam.

Pétijuma merkis: Izpétit dzivnieku apgérba tirdzniecibas iespéjas Latvija izmantojot interneta
veikalu salidzinajuma pret $o apgérbu tirdzniecibas iesp&jam fiziska veikala.

Pétijuma metodes: Literatiiras analize, anketéSana, sekundaro datu apstrade.

Sasniegtie rezultati: legiita informacija par dzivnieku apgérbu popularitati Latvija un iesp&ju attistit
81 apgérba tirdzniecibu izmantojot interneta veikalu. Cik liels pieprasijums ir dzivnieku apgérbiem,
kuri tiek tirgoti interneta veikala salidzinajuma ar $o apgérbu tigoSanu fiziska veikala.

Atslégas vardi: Dzivnieku apgérbs; Latvija.
Ievads

Misdienas ar vien popularaka klist iepirksanas interneta veikalos, jebkada veida preces var
tikt atrastas ne tikai fiziskos veikalos, bet ar1 interneta vidé. Janem véra ari §1 briza situacija,
kad vieniga iespéja iepirkties neskaitot pirmas nepiecieSamibas preces ir interneta veikali.
Sis ir ari lielisks bridis, kad uzsakt jaunu interneta veikau saitiba ar dzivnieku apgébiem,
nemot véra, ka daudziem cilvekiem ir japaliek majas un tiek iegadati majdzivnieki, lai laika
pavadiSana majas butu daudz patikamaka gan cilvékiem kas dzivo vieni, gan gimeném ar
bérniem. Ari laikapstakli Sogad “parsteidza” nesagatavotus lidz ar to ari dzivniekiem ir
nepiecieSams siltaks apgérbs, tomér janem vérak, ka $o apgerbu iegada ir ierobeZzota, lidz
ar to jauna interneta veikala atvér$ana sniegtu iespé&ju érti un atri iegadaties $Is preces. SI
darba meérkis ir izétit iespéju atvert jaunu interneta veiklau specializétu uz dzinieku
apgérbu Latvija, ka arl izpétit cilvéku atvéribu sada veikala izveidei. Apskatit So apgérbu
popularitati arzemés un salidzinat ar dzivnieku apgérba popularitati Latvija. Pétijuma
ietvaros tika aptaujats 141 cilveks, dazadas vecuma grupas, lai noskaidrotu dzivnieku
apgérba popularitati Latvija, ka ari tika apstradata informacija par dzivieku apgérba
popularitati arzemés un to tirdzniecibas rezultatiem. Rezultata tiks apkopota informaciju
par iespéju atvértu dzivnieku apgérba interneta veikalu Latvija un izskatit ta popularitates
iespéjas.
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Analitiskais apskats

Dzivnieku apgeérbi ir viena no popularakajam precém arzemju tirgi, Sobrid $is preces gist
popularitati ar1 Latvija. L1dz ar to ir iesp€ja izveidot interneta veikalu, kurs specializéjas uz
dzivnieku apgérba tirgosanu. Lai $ada veida tirdzniecibai nepiecieSama ar1 pareiza reklama
un Sis reklamas izvietoSana. Filipa Kotlera reklamas definicija ir jebkada apmaksata
bezpersoniskas komunikacijas un ideju, precu vai pakalpojumu veicinasanas forma, ko ir
apmaksajis noteikts reklamdevéjs. (Kotlers, 2006, 33.pp) Svarigakais veiksmigam
biznesam ir marketinga stratégija, lai uznemums tiktu pareizi iepazistinats ar sabiedribu un
veiksmigi paradits uznémuma téls un ta merkis. Ka ari svarigi ir pievéerst uzmanibu
pareizajam meérkauditorijam, kuras ieklauj potencialos klientus. Komunikacija starp
uznémumu un ta klientu ir loti svariga veiksmiga uznémuma darbibai. Uznémumam
japariipéjas par ,klientu sasniegSanu”, ka ari par to, lai klients varétu ,sasniegt” uznémumu
un veidotos atgriezeniska saite. (Kotlers, 2006, 566.-567.Ipp)Uznémumi izmanto
visdazadakas metodes, lai klients pamanitu to konkurentu vidi. Pirms jauna produkta
izveides janosaka arl atbilstosa meérkauditorija, lai uznémumam bitu skaidrs ka sevi
pasniegt publikas prieksa. Tabula paraditas visas metodes, kuras tiek izmantotas, lai
pieveérstu klientu uzmanibu, primari ta ir reklama. Sakot ar reklamam dazados drukatajos
medijos, beidzot ar video reklamas rulliSiem televizija. PardoSanas veicinasanas spilgtakais
piemeérs ir loteriju izveide, lai ar iespéju laimét balvas klients pievérstu uzmanibu
uznémumam. Ka ari dazadi produkti, kurus var iegadaties komplekta ar kadu citu produktu,
pieméram, sulas paka kopa ar sulas glazi pardomata noforméjuma. Ari sabiedriskas
attiecibas ir svarigs marketinga aspekts, dazadu sporta veidu, pasakumu un citu lietu
sponsorésana parada klientiem uznémumu no cita skatupunkta. Personiska pardoSana,
kura nodroS$ina produkcijas testésanu klientu lok3, laba degustacija paliks klienta atmina un
vins velésies atgriezties pie uznémuma un iegadaties ta produkciju atkartoti. Uznémumiem
ir dazadas pieejas, lai piesaistitu klientus. Lidz ar to veicot analizi pasaulé pazistamam
uznémumam, tiek sniegts ieskats dazadas klientu piesaistes metodés. Neskatoties uz
uznémuma dazadajam pieejam klientu piesaistei, misdienu lielakais izaicinajums ir ne tika
pareizas reklamas izveide, bet arl uznémuma komunikacija ar saviem klientiem. Tikai ar
pareizi izstradatu un pardomatu komunikaciju uznémums var panakt vélamo rezultatu.
(Praude, 2005)

Pétijuma metodologija

Majdzivnieki tiek iegadati katru dienu, daZada vecuma cilvékiem, lidz ar to majdzivnieku
preces Klast ar vien popularakas, taja skaita ar dzivnieku apgerbs, kas Latvija vel nav tik
popukars ka daudz citas pasaules valstis. Lidz ar to Latcvijas tirgl ir plasas izaugsmes
iesp€jas saistiba ar So tirgus dalu.

Tika aptaujati 141 respondents, gan majdzivnieku IpaSnieki, gan cilveki, kuriem
majdzivnieku nav, ka ari cilvéku, kuri apsver iespéju majdzivniekus iegadaties. Kopuma tika
uzdoti 10 jautdjumi saistiba ar dzivnieku apgérbu iegadi interneta vidé. Aptauja tika
ievietota socialaja tikla Facebook, kur ta bija pieejama dazadam vecuma grupam no 16-19
gadu vecumam, no 20-24 gadu vecumam, no 25-30 gadu vecumam un no 31-35 gadu
vecumam. Aptauja tika izveidota izmantojot platformu google documents, kura tiek
apkopots respondentu skaits un aprekinatas atbildes procentuala forma uz katru
jautajumu, kas padara So rezultatu anazlizi un apkoposSanu vienkarsaku.Tika izvelétas Sadas
vecuma grupas nemot véra, ka no 16 gadu vecuma cilveks jau ir spéjigs pienemt savus
lemums un iegadaties preces interneta, ka ari $ada vecuma pirkumi veikala var tikt iegadati
ar1 kopa ar vecakiem. Ka ari cilveku, kuri ir sasniegusi pilngadibu un sanem patstavigus
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Aptauja piedalijas gan sievietes, gan virieSi. 37% no aptaujatajiem respondentiem bija
viriesi, savukart 63% bija sievietes. Lielakd dala no aptaujatajiem respondentiem ir
sievietes, kuras ari ir §1 mérkauditrija dzivnieku apgérbu iegadei. Nemot véra, ka apgérbu
iegade un iepirkSanas interneta parsvara tiek veikta no sievieSu puses ar1 petot dzivnieku
apgerbu iegadi vairakumu So pirkuku veic sievietes.

Dzimums

1.att. Dzimums (Avots: autora veiktas aptaujas rezultatu apkopojums)

Tika aptaujatas dazadas vecuma grupas. 40% no aptaujatajiem respondentiem bija vecuma
grupa 20-24 gadiem. 28% no aptaujatajiem respondentiem bija vecuma grupa no 25-30
gadu vecumam. 18% no aptaujatajiem respondentiem bija vecuma grupa no 16-19 gadu
vecumam. 14% no aptaujatajiem respondentiem bija vecuma grupa no 30-35 gadiem.
Lielaka dala no aptaujatajiem respondentiem ir vecuma no 20-24 gadu vecumam, kas ir
jauniesi, kuri aktivi izmanto gan socialos tiklus, gan interneta vidé esoSos veikalus.

Vecums

30-35
14%

2.att. Vecums (Avots: autora veiktas aptaujas rezultatu apkopojums)

Aptauja piedalijas dazada vecuma respondenti. 40% no aptaujatajiem respondentiem ir
vecuma grupa no 20-24 gadiem. 28% no aptaujatajiem respontendiem ir vecuma grupa no
24-30 gadiem. 18% no aptaujatajiem respondentiem ir vecuma grupa no 16-19 gadiem.
Savukart vismazaka grupa no aptaujatajiem respondentiem ir vecuma grupa no 30-35 gadu
vecumam.
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Vai esat majdzinieka ipasnieks?

Apsveru iespéju

iegadaties \

majdzivnieku
4%

3.att. Vai esat majdzivnieka Ipasnieks? (Avots: autora veiktas aptaujas rezultatu apkopojums)

Misdienas lielai dala iedzivotaju ir majdzinieki, tomeér Sie cilveki vel tikai iepazistas ar plaso
dzinieku preCu Kklastu, taja skaita ar dzivnieku apgérbu. 73,80% no aptaujatajiem
respondentiem ir majdzivnieku ipasnieki, l1dz ar to Sie cilveki ir toposie pircéji dzivnieku
apgérbam. 22% no aptaujatajiem respondentiem nav majdzivnieku ipasnieki, tomér ari $i
meérkauditorija var tikt piesaistita dzivnieku apgérbu iegadei, draugiem vai radiniekiem vai
vini biis infiméti par Sadu ieso€ju bridi, kad paSi iegadasies majdzivnieku.4,3% no
aptaujatiem respondentiem apsver iespéju par majdzinieku iegadi, savukart neviens no
aptaujatiem respondentiem nesniedza atbildi, ka viniem nepatik dzivnieki.

Vai iegadajaties apgérbu savam dzivniekam?

Esmu tikai
apskatijis
Neesmu dzivnieku
iegadajies / apgerbu
apgérbu savam interneta veikala
dzivniekam, bet 5%

esmu iegadajies
dzivnieku
apgérbu
5%

4.att. Vai iegadajaties apgérbu savam dzivniekam? (Avots: autora veiktas aptaujas rezultatu
apkopojums)

45% no aptaujatajiem respondentiem ir iegadajusies apgérbu savam majdzivniekam,
savukart 45% no aptaujatajiem respondentiem nav iegadajusies dzivnieku apgérbu, lidz ar
to var tik secinats, ka 1 prece vel nav iepazistinata Latvijas tirgl limeni kada tas ir arzemes.
Atlikusie 10% no aptaujatajiem respondentiem ir tikai apskatijusi dzivnieku apgérbu
interneta veikala vai iegadajusies to ka davanu kadam citam.
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Vai dzivnieku apgérbam nepiecieSams

) interneta veikals?
Sada prece
Latvija
japopularizée
vairak
10%

5.att. Vai dzivnieku apgérbam nepiecieSams interneta veikals? (Avots: autora veiktas aptaujas
rezultatu apkopojums)

72% no aptaujatajiem respondentiem uzskata, ka dzinieku apgérbam nepiecieSams
interneta veikals, kas padaritu §is preces iegadi daudz értaku, it ipasi nemot véra situaciju
kas Sobrid ir pasaulé. 18% no aptaujatajiem

respondentiem uzskata, ka $ada veida interneta veikals nav nepiecieSams, savukart 10% no
aptaujatajiem respondentiem uzskata, ka interneta veikals dzivnieku apgérbam butu
japopularizé.

Gan Amerika,gan Lielbritanija So apgérbu tirgus strauji pieaug un ienakumu $aja nozareé
parsniegs 35 miljonu robezu 2015.gada. Loti labi “redzams” cik Saja nozaré liels
pieprasijums ir dzivnieku apgérbam ne tikai skaistumam, bet ari to funkcionalitates
dazados laikapstaklos, ka ari, lai palidzetu dzivniekiem ar dazada veida traumam. Arl
zurnals “Forbes”, kas ir viens no pasaulé atpazistamakajiem finanSu Zurnaliem ir izveidojis
rakstu saistiba ar Sis industrijas popularitates un ienakumu straujo pieaugumu. (1.tab.)

1. tabula. Prognozéjamie ienakumi (Avots: autora apkopojums)

Prognozéjamie ienakumi dzivnieku precém ASV (EUR)
Dzivnieku karumi 39,4 mlj.
Medicinas preces dzivniekiem 19,8 mlj.
Veterinarasta pakalpojumi 30,2 mlj.
Apgérbs un citas preces 10,7 mlj.

Pétijuma rezultati

Latvija ir “pazistama” ar dzivieku apgerbu tirdzniecibu, tomér tiesi specializéSanas So
apgeérbu tirdzniecibai interneta ir vieta izaugsmei. Salidzinot Latvijas tirgu ar Ameriku vai
Lielbritaniju Latvijai vél $1 nozare jaatista. Izveidojot specializétu So dzivnieku apgérbu
veikalu un veicot pareizos marketinga solus, reklamu, produktu izvietoSanu, klientu serviss.
Visu $o funkciju apvienoSanu veiconatu $1interneta veikala popularitate, lidz ar to arT augtu
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pieprasijums péc sada apgerba, balstoties uz aptaujas rezultatiem cilvékiem ir interese par
$adu preci un ta jau tiek pamazam iegadata. Tomér $6 tirgu vél daudz var attistit. 74% no
aptaujatajiem respondentiem ir dzivnieku ipasnieki, kuri iegadajas dzivnieku apgérbu, 63%
no Siem dzivnieku ipas$niekiem ir sivietes, vecuma no 24 gadiem. Lidz ar to mérkauditorija
dzivnieku apgérbu paplasinasani Latvijas tirgi ir tiesi sievietes $aja vecuma grupa. Janem
véra ari, ka puse no aptaujatajiem respondentiem neiegadajas dzivnieku apgérbu.

Ievakto datu apkopojums

80%
70%
60%
50%
40%
30%
20%
10%
0%

Majdzivnieku Vecums Sievietes Nepieciecams Nieiegadajos legadajos

Ipasnieki dzivnieku dzivnieku dzivnieku

apgérbu veikals  apgérbu apgérbu

6.att. levakto datu apkopojums (Avots: autora veiktas aptaujas rezultatu apkopojums)
Secinajumi
Péc aptauju rezultatu un sekundaro datu analizes autore secina:

1. Latvija liela popularitate dzivnieku apgérbiem ir vecuma grupa no 20-24 gadu
vecumam, lidz ar to $adi apgérbi vairak jareklamé socialajos tiklos, kas $adai vecuma
grupai ir loti populari.

2. Latvija ir nepiecieSams izveidot tieSi interneta veikalu dzivnieku apgérbiem, lai
cilvekiem tie butu eértdk pieejami tieSi Latvija, lai $1 prece nebit japasita no
arzemem.

3. Lielulomu Sadas preces aktualizésanai tieSi interneta vidé spélé marketings, kuram
jabit attiecinatam uz pareizas méerkauditorijas.
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Matiss Kuéinsks, Evija Beidzale. EDIENU PIEGADES PAKALPOJUMA
ATTISTIBAS IESPEJAS TUKUMA

Ekonomikas un kultiiras augstskola, bakalaura programma ,Vadibas zinibas®,
matiss.kucinsks@gmail.com, evija.beidzale@gmail.com

Zindatniskais vaditdjs: Dr.oec, profesore, Vita Zarina

Anotacija

Pétijuma aktualitate: MaltiSu pasttiSana no kafejnicam ar piegadi klist arvien popularaka, it ipasi
ta tiek noveértéta Sobrid, arkartas situacijas laika. Riga eédienu piegades tikls ir labi attists un pieejams
teju ikvienam, tacu mazpilsétas Sis pakalpojums nav plasi pieejams. Interese par $adu piegades
pakalpojumu ir, un ari arpus Rigas dzivojosie labprat $adu pakalpojumu izmantotu. Edienu piegades
niSa mazpilsétas ir salidzinosi briva, jo piegades pakalpojuma nodros$inasana prasa papildu resursu
ieguldiSanu, kas attiecigi palielina uznémuma izmaksas, tapéc ne visi édinasanas pakalpojumu
sniedzéji to uznemas nodroSinat. Tomér édienu piegades pakalpojumam nav tikai Istermina
perspektiva krizes laika. Tie, kas $o pakalpojumu ir izméginajusi noveérté ta értumu, un to vélésies
izmantot sava ikdiena arl péc arkartas situacijas laika, jo édienu piegade ieveérojami palidz ietaupit
laiku miisdienu aiznemtaja dzives ritma, kura biezi neizdodas atrast laiku maltiSu gatavoSani vai
kafejnicu apmeklésanai. Edienu piegades pakalpojums ir abpuséjs ieguvumus, gan édina$anas
uzpémumam, gan ta klientiem - uznémumi iegust klientus, savukart, klienti iegiist gardu maltiti un
ietaupa laiku. (Li, Mirosa, & Bremer, 2020).

Peétijuma merkis: [zanalizét edienu piegades pakalpojuma attistibas iespéjas Tukuma.

Pétijuma metodes: Sekundaro datu analize - esoSo pétijumu un statistikas datu analize. Aptauja ar
mérki noskaidrot potencialo klientu viedokli par édienu piegades pakalpojuma izmantosanu ikdiena.

Sasniegtie rezultati: leguti dati par édienu piegades pakalpojuma attistibas iespéjam Tukuma.

Atslégas vardi: Edienu piegade; Tukums
Ievads

Edienu piegades pakalpojumam nav tikai krizes iespaida radusies Istermina perspektiva.
Jau pirms krizes pasaulé bija novérojama tendence, kura norada uz édienu piegades
pakalpojuma popularitates kapumu pédéjo gadu laika. Jaatzist, ka tieSi krizes apstaklu
mudinati daudzi $o pakalpojumu ir izméginajusi, tomér, noveértéjot $1 pakalpojuma értumu
un sniegtas iespéjas, to izmantos ikdiena arl péc arkartas situacijas laika. Edienu piegades
pakalpojums sniedz vairakus ieguvumus, kurus ipasSi noverté jaunie$i. Turklat, édienu
piegades pakalpojums ir ieguvums ne tikai pakalpojuma sanémeéjam, tas paver plasakas
attistibas iespéjas ari kafejnicam, kas So pakalpojumu izmanto ka arpakalpojumu un
tadejadi var apkalpot plasaku klientu loku. Veidojot un attistot biznesu, ir svarigi atrast ne
tikai aktualu darbibas niSu, svarigi ir atrast perspektivu vietu, kura péc uzpnémuma
sniegtajiem pakalpojumiem biitu pieprasijums ilgtermina. Tapéc pétijuma ietvaros tika
veikta potencialo klientu aptauja, ar mérki noskaidrot, kura Latvijas mazpilséta ir lielaka
interese izmantot $o pakalpojumu. Statistikas dati liecina, ka édienu piegades bizness ir
perspektivs un pédéjo gadu laika novérojama augSupejosa tendence visa Eiropa. Pieaug gan
pieprasijums, gan piedavajums, tomér Latvija édienu piegades niSa ir salidzinosi briva, un
parsvara bazéta Latvijas lielakajas pilsétas, kas paver lielas attistibas iespéjas biznesa
uzsakSanai tiesi Latvijas mazpilsétas. (Eurostat, 2021)

Pétijuma meérkis ir izanalizét édienu piegades pakalpojuma attistibas iespéjas Tukuma un
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ta apkartne.
Lai sasniegtu pétijuma meki, tika izvirziti $adi uzdevumi:
1. Izanalizét esoSu pétijumu rezultatus un veikt statistikas datu analizi.

2. Veikt potencialo édienu piegades pakalpojuma klientu aptauju, ar mérki noskaidrot
respondentu viedokli par édienu piegades pakalpojuma izmantoSanu ikdiena.

3. Aptaujat potencialos édienu piegades pakalpojuma sadarbibas partnerus -
kafejnicas un restoranus Tukuma un ta tuvakaja apkarte.

4. lzstradat secinajumus.

Lai iegiitu pétijuma izstradasanai nepiecieSamo teorétisko bazi, tika veikta literatiiras avotu
analize. Lai sasniegtu pétijuma mérki un gitu priekSstatu par édienu piegades pakalpojuma
butibu un popularitati, tika veikta sekundaro datu analize. Arvalstu pétijumu dati,
galvenokart, norada uz pieaugoSo interesi par édienu piegades pakalpojumu. Pedéjo tris
gadu laika noveérojama augSupejosa tendence - pakalpojums klist popularaks visa pasauleé.
Pieaugot interesei par So pakalpojumu, pieaug ar1 pakalpojumu sniedz€éju skaits. Lai giitu
priekSsatu par édienu piegades pakalpojuma attistibas iespéjam Tukuma, tika veikta
potencialo édienu piegades pakalpojuma klientu anketéSana, kuras laika aptaujati Tukuma
un tas tuvakas apkartnes iedzivotaji, noskaidrojot iedzivotaju viedokli par eédienu piegades
pakalpojuma izmantoSanas paradumiem ikdiena. Pétijjuma laika tika noskaidrots ari
potencialo sadarbibas partneru- sabiedriskas edinaSanas uznémumu viedoklis par
sadarbibu ar édiena piegades pakalpojumu sniedzejiem, kas apstiprinaja, ka Sis biznesa
virziens ir perspektivs.

Analitiskais apskats

Edienu piegades pakalpojuma procesa iesaistitajam pusém ir gan savi plusi, gan minusi.
Restoranam vai kafejnicai vislielakais ieguvums ir iesp€ja piesaistit plasaku klientu loku,
apverot ari tos klientus, kuri geografiski atrodas neizdeviga attiluma no édinasanas
pakalpojuma sniedzéja. Ne mazak svarigs ir ari finansialais ieguvums, ko kafejnicas un
restorani iegiist ietaupot uz piegades pakalpojuma veikSanai nepiecieSamajiem
tehniskajiem ieguldijiem, ka transports, degviela, logistikas procesu organizésana un citi
ieguldijumi. Tomeér, izmantojot arpakalpojuma piegades pakalpojumu sniedzéju, jarekinas,
ka, uznémuma reputacija var tikt grauta piegades pakalpojuma procesa laika - kurjera
attieksme var biit nelaipna un atstat negativu iespaidu, piegades procesa laika édiens var
tikt sabojats, piegade var ieilgt. Rezultata klients to asiocés ne tikai ar piegades veicéju, bet
arl ar restoranu vai kafejnicu, kas $o édienu gatavoja. Edienu piegades pakalpojuma
sniedz€jam, savukart, lielakais pluss ir uznémuma zimola varda cel$ana, sadarbojoties ar
augstas klases restoraniem un atzitam, iemilotam kafejnicam. Tomeér, janem vér3, ka efekts
var but arl pretéjs, kas var ietekmét edienu piegades pakalpojuma sniedzéja reputaciju,
pieméram, gadijumos, kad, sanemot pasiitijumu, gaiditais rezultats neatbilst realitatei. Ne
mazak svarigs pluss sadarbibas ligumam ar kafejnicam ir iespéja maksimai efektivi
izmantot resursus. Sadarbojoties ar plasaku kafejnicu loku, pieejamie resursi efektivak tiek
noslogoti un mazak atrodas gaidiSanas rezima. Ka lielakais minuss édienu piegades
pakalpojuma nodrosinasana edinasanas pakalpojuma sniedzéjam ir salidzino$i augstas
izmaksas, kas nepiecieSamas procesa nodrosinasana - transporta, logistikas un citas ne
mazak svarigas izmaksas. No édienu piegades pakalpojuma vislielakais ieguvéjs ir klients,
kurs sanem édienu piegades pakalpojumu, jo tas nodrosina klientam plasas izveles iespé€jas,
iespéju pasitit édienu no dazadam kafejnicam, art no tadam, kas lokali atrodas talak. Ne
mazak svarigs pluss klientam ir laika ietaupijums. (Hirschberg, Rajko, Schumacher &
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Wrulich, 2016)

Pieprasijums péc edienu piegades pakalpojumiem paver jaunas darba iespéjas dazadas
jomas- piegadatajiem, pavariem, piegazu platformu un aplikaciju programmeétajiem un
citiem. Kameér Latvija $1 biznesa nozare ir vél pasa sakuma faze, pasaulé edienu piegazu
uznémumos tiek nodarbinats ievérojams skaits cilveku. Pieméram, Kina, ka édienu
piegadataji strada aptuveni 1,17 miljoni iedzivotaju, savukart, Indijas piegades uznémums
Swiggy nodarbina 17 tukstoSus édienu piegadataju. ASV popularas éedienu piegades
pakalpojuma sniedzéjs “Uber Eats” - vairak neka 10 000 darbinieku. Lai ari edienu piegades
nozare nodarbina lielu skaitu darbinieku, $1 ir viena no nozarém, par kuru visbiezak tiek
izteiktas baZas par dazadiem nodarbinatibas parkapumiem, tapat daudzi Sos uznémumus
saista ar mazkvalificéto, “1éto”, darbaspéku, ko piesaista no arvalstim. Ir izteiktas baZas par
ne visai labajiem darba apstakliem, piesatinato darba grafiku, lielo slodzi un
nekonkurétspéjigi zemu attalgojumu. Edinasanas uznémumiem nacies pielagoties jaunajam
pieprasijumam un nodroSinat iespéju pasitit édienu ar piegadi, lai nezaudétu
konkurétspéju tirgi. Ja agrak édienu piegade tika asociéta ar atras édinasanas iestadém, tad
tagat $adu iespé€ju - pasitit édienu un nobaudit to arpus restorana, piedava arl daudzi
augstas klases restorani. Tadéjadi tiek veicinata uznémejdarbibas attistiba,izaugsme, ka ari
konkurence. Edienu piegades pakalpojums ir érts un ietaupa laiku, tomér, tas ietekmé ari
cilvéku savstarpéjo komunikaciju. Lai pasutitu edienu, cilvekam vairs nav nepiecieSams
socializeéties, doties uz kafejnicu, jo velama maltite ir paris klikSku attadluma. Pétnieki izsaka
bazas, ka pasiitot édienu, nevis to gatavojot, samazinas laiks, ko gimene pavada kopa,
iepérkoties un gatavojot édienu majas. Tomeér, ne visi piekrit Sim apgalvojumam - sakot, ka
efekts ir tieSi pretéjs. Pasttot édienu gimenei ir vairak laika, kuru kvalitativi pavadit kop3,
jo nav japavada laiks virtuve, sagatavojot édienu. Nav Saubu, ka édienu pasitiSana var
ietaupit gan laiku, gan lidzeklus, kas tiek teréts ikdienas iepirkumiem. Pétnieki norada, ka
édienu piegade rada problémas sabiedribas veselibai, veicinot mazkustigu un neveseligu
dzivesveidu. Biezi vien aplikacijas un platformas ar koSiem, aicinoSiem attéliem un
vilinoSiem piedavajumiem, veicina neveseliga uztura patérinu ikdiena. Viens no
bitiskakajiem negativajiem aspektiem édienu piegades pakalpojuma nodrosinasana ir
raditais vides piesarnojums. Edienu piegade butiski palielina radito atkritumu daudzumu -
plastmasas iepakojumi, vienreizlietojamie trauki un galda piederumi, iepakojumu maisini
un citi. Ne mazak bitisks ir ari iesaistito transportlidzeklu izmeSu daudzums. Aktuals
jautajums ir ari édiena parpalikumi, kuri tiek izmesti - nereti tiek pasttits vairak partikas
ka nepiecieSams, kas rada nevajadzigu resursu izniekosanu. Ediena parpalikumu rasanos
daléji veicina ar1 piegadataji, nosakot konkrétu minimalo pasttijuma summu, kura
jasasniedz, vai arl summu, kuru sasniedzot var sanemt atlaidi, bezmaksas piegadi vai kadu
citu bonusu. Rezultata klients pasiita vairak édiena, neka nepiecieS8ams. (Li, Mirosa, Bremer,
2020) (Raya, Dhirbc, Kumar, Balaa, & Kaurbc, 2019). (Chandrasekhar, Gupta, & Nanda,
2019)

Interesi par édienu piegades pakalpojumu veicina parmainas dzives ritma. Jau vairakus
gadus strauju popularitati gust dazadi édienu piegades pakalpojumu sniedzéji. Ar1 Latvija
pédeja laika edienu piegades servisi kliist arvien pieprasitaki. Vispopoularakais veids ka
pakalpojuma sniedzéji sasniedz savu klientu ir izmantojot aplikaciju, kura klientam atri un
érti sniedz informaciju par pieejamajiem restoraniem un kafejnicam, édienkarti, cenam,
piegades laiku un cenu. Augot pieprasijumam, pieaug arl piedavajums, un arvien vairak
uznémeéju piedava saviem klientiem $adu pakalpojumu. Turklat, pielagojoties tirgus
prasibam ari sabiedriskie €dinataji- kafejnicas un restorani ari pasi piedava édienu
piegadat. Tomeér, neskatoties uz pieprasijumu, ne visas Latvijas pilsétas Sis pakalpojums ir
pieejams. Péc Sobrid pieejamajiem datiem, Sobrid édienu piegades pakalpojums ir pieejams

12



()eka

—y(e 2001 0"\}- V EKONOMIKAS UN KULTORAS
Q’TA oW AUGSTSKOLA

Rig3, Jelgava, Jirmala ka ari citas lielakajas Latvijas pilsétas. Balstoties uz édienu piegades
pakalpojuma popularitates pieaugumu, vienots piegades serviss varétu but perspektivs
biznesa virziens ari arpus Latvijas lielakajam pilsétam.

Statistikas datu analize parada augSupejoSu tendenci par édienu piegades pakalpojuma
popularitati. Tiek prognozéts, ka izaugsme turpinasies ari nakotné. Dati norada, ka staujaka
attistiba noverojama édienu piegades modeli, kura kafejnicas vai restorani pasi veic édienu
piegadi, tomér, tas ta varétu bt skaidrojams ar eédienu piegades platformu un aplikaciju
ierobeZoto pieejamibu.
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=#= Restaurant-to-Consumer Delivery =#= Platform-to-Consumer Delivery

1l.att. Edienu piegades pakalpojuma attistibas prognozé Eiropa no 2017. lidz 2024. gadam (Avots:
Statista, 2020)

Latvija Sobrid nav daudz édienu piegades pakalpojuma sniedz&ju. Popularakais édienu
piegadatajs ir kompanija “Wolt”. Tomeér Eiropas méroga édienu piegades sniedz vairaki
globali atpazistami uzpnémumi. Apliikojot datus par édienu piegades uznémumu
ienémumiem (2.att.) redzams, ka Eiropa popularako piegadataju ienémumi 2018. gada ir
ievérojami, kas norada uz §1 pakalpojuma augsto pieprasijumu. (Statista, 2019) (Statista,
2021)

Just Eat 840
Delivery Hero 687
Deliveroo* 311
Takeaway.com 240
Glovo 81
Wolt 30

o 100 200 300 400 500 600 700 800 900 10
Revenue in million euros

2.att. VadoSo édienu piegades pakalpojuma sniedzéju Eiropa ienémumi 2018.gada, miljonos eiro
(Avots: Statista, 2019)
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Pétijuma metodologija

Datu iegiSanai tika izmantotas divas metodes - sekundaro datu analize un anketéSana.
Sekundaro datu analizei tika izmantoti dati no Eurostat un Statista datu bazém, ka ari
izmantoti arvalstu zinatnieku izstradatie pétijumi par édienu piegades biznesa attistibas
iespéjam. Lai gutu priekSstatu par edienu piegades pakalpojuma attistibas iesp&jam
Tukuma, tika veiktas divas aptaujas, izmantojot virtualo aptauju platformu “Google
veidlapas”.

Lai noskaidrotu édienu piegades pakalpojuma perspektivu Tukumj, tika izveidota aptauja
potencialajiem pakalpojuma izmantotdjiem. Anketa, kuru aizpildija potencialie édiena
piegades pakalpojuma Kklienti, sastavéja no 15 jautajumiem, no kuriem cetri bija
demografiskie jautajumi. Anketa bija daZada veida jautajumi, bet uz visiem jautajumiem bija
iespéjama tikai viena atbilde. Respondenti sniedza atbildes uz tadiem jautajumiem, ka vai
vini ir izmantojusi édienu piegades pakalpojumu, vai uzskata, ka tads pakalpojums Tukuma
un ta tuvakaja apkartné ir nepiecieSams un vai, ja tads biitu pieejams, respondenti to
izmantotu. Pétijuma periods bija no 2021. gada 1. februara lidz 2021. gada 20. martam.
Aptauja piedalijas 80 respondenti. Aptaujas respondenti bija vecuma no 15 lidz 53 gadiem.
55% jeb 44 respondenti bija sievietes, bet 45% jeb 36 bija virieSi. Visvairak respondentu
bija 28 gadus veci (8 respondenti), bet vecuma no 15 lidz 18 gadiem bija viens respondents.
Respondentu izglitibas limenis bija sakot no pamata izglitibas un beidzot ar augstako
izglitibu. 58,8% aptaujato bija ar augstako izglitibu, 20% bija ar profesionalo izglitibu, bet
videja izglitiba bija 17,5% no visiem aptaujatajiem. Respondenti parstavéja dazadas
nodarboSanas sféeras, bet lielaka dala jeb 11,2% no visiem respondentiem parstavéja
finanSu un gramatvedibas nozari. 10% jeb astoni respondenti bija bez darba, bet tikpat
procentus parstaveja valsts parvalde.

Lai noskaidrotu kada ir édinataju attieksme pret arpakalpojumu piegazu nodrosinataju, tika
aptaujati Tukuma restorani un Kkafejnicas, kas sniedza savu nostaju edienu piegazu
jautdjuma, atbildot uz jautdjumiem vai, vinuprat, Sis pakalpojums lautu uznémumam
palielinat ienakumus un vai vini veéletos, lai vinu uznémuma piegades pakalpojumu
nodro$ina arpaklapojumu sniedzéjs. Kopuma pétijuma piedalijas 16 sabiedriskas
édinasanas iestades. Anketa sastavéja no 7 jautajumiem. Viens no jautajumiem bija isas
atbildes teksts, kur bija jauzraksta uznémuma nosaukums, bet uz $o jautajumu uznémums
varéja neatbildét. Tapat aptauja bija garas atbildes jautajums, kura pétijuma autori vélejas
noskaidrot, kadus édiena veidus uznémumi piedava saviem klientiem. Pétijuma periods bija
no 2021. gada 1. februaralidz 2021. gada 20. martam. Aptauja piedalijas 16 respondenti jeb
16 Tukuma uznémumi.

Pétijuma rezultati

Pirmaja jautdjuma respondentiem tika uzdots jautdjums par to, vai respondenti ir
izmantojusi édiena piegades pakalpojumus, uz ko 81,3% atbildéja ar atbildi “Ja”. Pétijjuma
autori secina, ka lielaka dala respondentu ir informeéti, kas ir édiena piegades pakalpojumi,
ka arl saprot tas aktualitati misdienas. Otraja jautdjjuma respondentiem tika vaicats, cik
biezi tie izmanto sabiedriskas édinasanas pakalpojumus uz ko 32,5% atbildéja, ka izmanto
Sos pakalpojumus ne vairak ka vienu reizi nedéla, bet 22,5% atbildéja, ka izmanto Sos
pakalpojumus paris reizes nedéla. Pétijuma autori secina, ka sabiedriskas ediena
pieprasijums ir pietiekami liels un cilveki biezi éd arpus majam.

Tresaja jautajuma respondentiem tika vaicats, vai tie biezi strada vai macas attalinati, uz ko
32,5% atbildéja ar atbildi “Né, tikai klatiené”, savukart 28,7% atbildeja, ka dara to

14



>

)eka

%, 2001 5\3- V EKONOMIKAS UN KULTORAS
Q"TA oW AUGSTSKOLA

neregulari. Tomeér salidzinosi liels skaits respondentu jeb 21,3% atzina, ka visu laiku strada
vai macas attalinati. Autori secina, ka édiena piegades pakalpojumi ir aktuali lielakajai dalai
aptaujato.

Nemot véra, ka aptaujati tika Tukuma un ta apkartnée dzivojoSie, respondentiem tika vaicats,
vai no visam Tukuma esoSajam sabiedriskas édinasanas iestadém ir iespéja pasiitit édienu
jeb veikt piegadi, uz ko 58,8% atbild€ja noraidosi, bet 35% atbild€ja, ka nav par to informeéti.
Nemot vera, ka tikai 6,3% atbildéja, ka $ada iespéja ir visam edinasanas iestadém Tukuma,
pétijuma autori secina, ka Tukuma ir problematiski pasutit édienu no visam édinasanas
iestadém. Péc $1 jautdjuma respondentiem tika lugts, lai tie novérté édiena piegades
pakalpojumu noderigumu skala no 1-5, kur 1 apzimé noderigi, bet 5 - loti noderigi. Vairak
ka puse jeb 60% respondentu atzina, ka $ads pakalpojums ir Loti noderigs, bet neviens no
aptaujatajiem neatbild€ja, ka pakalpojums nav noderigs. Secinam, ka édiena piegades
pakalpojums butu aktuals Tukuma iedzivotajiem, jo tie novertés sadu pakalpojumu.

Ja

Nezinu

3.att. Atbilde uz jautajumu, vai visam Tukuma esoSajam edinasanas iestadém ir pieejama piegade uz
majam (Avots: aptaujas rezultatu apkopjums)

Lai precizétu, vai respondenti izmantotu €diena piegades pakalpojumus Tukuma3, tika
uzdots jautajums, vai respondenti izmantotu $adu pakalpojumu, uz ko 70% jeb lielaka dala
atbildéja ar “Ja”, bet 27,5% atbildéja ar “Varbut”. Tikai divi respondenti jeb 2,5% atbildéja,
ka neizmantotu $adu pakalpojumu. Atbildes uz So jautdjumu precizi parada, ka Sada
pakalpojuma izveide Tukuma butu aktuala, un patérétaji noteikti izmantotu sadu iespéju.
Respondentiem ari tika jautats, cik vini butu gatavi maksat par édiena piegades
pakalpojumu Tukuma un ta tuvuma, uz ko lielaka dala jeb 52,5% atbild€ja “1-3 euro”, bet
27,5% atbild€ja “3-5 euro”, savukart 20% respondentu atzina, ka $1 summa biitu adekvata,
ja neparsniegtu 7 euro. Tika uzdots jautajums ari par édiena veidiem jeb kadus édienus
respondenti sttitu visbiezak, uz kuru vispopularaka atbilde bija “tradicionalie majas
édieni”, bet 35% respondentu atbildéja, ka tie bitu “Fast food” édieni. Péc $im atbildém
pétijuma autori secina, ka sadarbiba lielakoties bitu javeido ar uznémumiem, kas piedava
tieSi Sos divus édienu veidus, jo tada gadijuma varétu sasniegt vislielako pieprasijumu un
giit vislielako pelnu.

Nosléguma aptaujatajiem tika vaicats par to, cik ilgi tie bitu gatavi gaidit piegadi. 43,8%
atbildéja, ka butu gatavi gaidit ne ilgak par 60 miniutém, bet 35% atbildéja, ka ne ilgak par
30 minutém. Péc $1 var secinat, ka, veidojot édiena piegades uznémumu Tukuma3, liela
uzmaniba butu japievers logistikai, lai édiens patérétdjiem tiktu piegadats maksimali
izdeviga laika.

Kopuma uz pirmo jautajumu, kura tika jautats par édienu veidiem, bija daudz atbilZu, bet

15



N Y
' ' )eka
7( 2001 "\3- EKONOMIKAS UN KULTORAS
S Q

RTA Ko\,“v AUGSTSKOLA

visbiezak tika minéti tadi edieni ka picas, burgeri, atras uzkodas un kebabi. Nemot vér3, ka
pirmaja aptauja lielako popularitati ieguva tiesi “Fast Food” édiena, tad pétijuma autori
uzskata, ka piegades pakalpojumu pieprasijums varétu bt pietiekami liels, lai Tukuma
ieviestu piegades pakalpojumus.

Uznémumiem tika jautats, vai Covid-19 krizes laika tie saviem klientiem piedava édiena
piegades pakalpojumus. Uz $o jautajumu 81,3% jeb 13 uznémumi atbildéja noraidosi, bet
tikai 18,8% jeb 3 uznémumi piedava édiena piegades. Sie tris uznémumi piegadi veic pasi,
un tas nozimé¢, ka Tukuma piegades pakalpojumus Sobrid neveic neviens arpakalpojuma
uznémums, tadéjadi augsne Sada uznémuma dibinasanai Tukuma ir loti pateiciga.

Tapat aptauja pétijuma autori véléjas noskaidrot, vai €dinaSanas uznémumi Tukuma
uzskata, ka édiena piegades pakalpojumi palielinatu uznémuma ienakumus. 50% no
uznémumiem atbild€ja ar “Ja”, bet 43,8% atzina, ka nav par to domajusi, bet tikai 6,3% jeb
viens uznémums uzskata, ka “Né”, Sada veida pakalpojums uznémuma pelnu neuzlabotu.

Svarigakais jautajums bija par to, vai uznémumi vélétos, lai piegades pakalpojumu veiktu
arpakalpojumu sniedzéjs un 50% no uzpémumiem atzina, ja labprat izmantotu Sadu
iespéju, savukart 37,5% atbildéja, ka nav par to domajusi. Nosléguma jautajuma pétijuma
autori velejas noskaidrot, vai édinasanas uznémumi Tukuma atbalstitu ideju par ediena
piegades uznémuma izveidi pilséta. Uz So jautajumu 93,8% atbild€ja ar “Ja”. Pétijjuma autori
secina, ka édiena piegades pakalpojuma izveide Tukuma tiktu atbalstita, un uznémumi
labprat sadarbotos ar $adu uznémumu.

Ja

4.att. Atbilde uz jautajumu, vai édinasanas uznémumi atbalstitu ideju par édiena piegades
pakalpojuma izveidi Tukuma (Avots: aptaujas rezultatu apkopjums)

Apkopojot pétijuma rezultatus, secinam, ka Tukums bitu perspektiva vieta, kura attistit
édienu piegades uznémumu. Edienu piegades pakalpojumu $obrid piedava neliela dala no
sabiedriskas édinasanas uznémumiem Tukuma, tomer, lielaka dala uznémumu, uzskata, ka
sads pakalpojums lautu vairak nopelnit un sasniegt plasaku klientu loku. Lielaka dala
aptaujatie uznémumu noradijusi, ka biitu gatavi sadarboties ar arpakalpojuma piegazu
nodrosinataju. Potencialo édienu piegades pakalpojuma klientu sniegtas atbildes lauj
secinat, ka $ads pakalpojums Tukuma bitu aktuals, un ja tas biitu peejams, tas tiktu
izmantots.

Secinajumi
1. Pédeéjo gadulaika novérojama augSupejosa tendence, kas norada uz édienu piegades

pakalpojuma popularitates kapumu. Edienu piegade klist arvien popularaka visa
pasaulé.
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2. Tukums ir perspektiva vieta édienu piegades pakalpojuma biznesa uzsaksanai, jo
gan potencialo klientu, gan sadarbibas partneru attieksme ir pozitiva un vérsta uz
sadarbibu.

3. Sadarbibu visefektivak veidot ar uznémumiem, kas piedava tradicionalos edienus,
ka ari atras uzkodas, jo pétijuma rezultati liecina, ka vislielakais pieprasijums ir tiesi
péc Sim édienu kategorijam.

4. Lai gan vairakums potencialo klientu noradija, ka izmantotu édienu piegades
pakalpojumu, $is pakalpojums Sobrid nav plasi pieejams, un lielakoties to nodosina
pasSi edinataji. Tas lauj secinat, ka Saja nozaré ir augsts potencials biznesa
uzsaksSanai.

5. Sabiedriskas édinasanas pakalpojuma sniedzéji ir atverti sadarbibai ar
arpakalpojuma piegazu veicéju, un uzskata, ka tas pozitivi ietekmétu vinu biznesa
attistibu.

6. Edinasanas uznémumi nebija gatavi Covid-19 raditajai krizei, tapéc ne visi
uznémumi Tukuma bija gatavi veikt édiena piegades.
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Ksenija Garbuza, Julija Kravcova, Jekaterina Baimuhametova, Lana Oskirko. COVID-
19 PANDEMIJAS IETEKME UZ DABAS PIESARNOJUMU AR PLASTMASAS
IZSTRADAJUMIEM

Ekonomikas un kultiiras augstskola, bakalaura programma ,,Vadibas zinibas®,

Zinatniskais vaditajs: MBA, docente Jelena Budanceva

Anotacija

Pétijuma aktualitate: Globala COVID-19 pandémija un tas radita krize uz kadu laiku ir apstadinajusi
visu pasauli, radot dzilas izmainas cilveku ikdiena, ekonomiskajos un socialajos procesos. Pirmam
kartam $i ir cilveciska krize, kas apdraud dzivibas, parbauda miusu sabiedribas solidaritati un
izturibu, spéju pielagoties izmaipam. Sakoties pandémijai, ievérojami pieaudzis izmantotas
plastmasas un lidz ar to ari plastmasas atkritumu daudzums. Savu lomu spéléja milzigs individualo
aizsardzibas lidzeklu daudzums, pieméram, maskas un cimdi, ka ari precu un partikas piegades no
restoraniem izplatiba un islaiciga atteik§anas no cinas pret vienreiz lietojamo plastmasu.

Pétijuma meérkis: Noskaidrot COVID-19 ietekmi uz dabas piesarnojumu un iespéjamas tendences.

Pétijuma metodes: Aptauja, apkopojot 73 respondenta atbildes, ka ari literatiras un informacijas
avotu analize, aréja novérosana, grafiska metode.

Sasniegtie rezultati: Péc aptaujas rezultatu apkoposanas ir redzams, ka gandriz puse, kas ir 35
(47,9%) no 73 respondentiem izmanto vienreizejas maskas ikdiena, ka ar1 lielaka dala respondentu
- 55 (75,3%) - nepievérs nekadas uzmanibas produktu individualam iepakojumam, kurs paradijas
COVID-19 pandémijas laika un pat labprat izvélas Sos produktus.

Atslégas vardi: COVID-19; pandémija; dabas piesarnojums; plastmasa; ekologija.
Ievads

Misu strauja zinatnes progresa laikmeta, kad cilvéka ietekme uz vidi ir sasniegusi kolosalas
robezas, jaatceras, ka egoistiska attieksme pret dabu nav pielaujama, jo katrs cilveka
izdaritais trieciens dabai ir, varétu teikt, trieciens vinam pasam. Cilvéks nav atdalams no
dabas, un maz ticams, ka var apSaubit apgalvojumu, ka daba ir galvenais miisu veselibas un
dzives komforta avots. Apzinasanas un izpratne par to ir nepiecieSama visiem cilvékiem, kas
dzivo uz Zemes.

Koronavirusu slimibas-2019 (COVID-19) uzliesmojums pirmo reizi paradijas 2019. gada
decembra beigas no Hunanas jiiras velSu tirgus Kinas Uhanas pilséta, un Pasaules Veselibas
organizacija to paris nedélu laikd pasludindja par starptautisku arkartas situaciju
sabiedribas veselibas joma. (WHO, 2020). COVID-19 pandémijas laika pasaule koncentréjas
uz virusa izplatibas kontroli, kas ietver individualo aizsardzibas lidzeklu izmantoSanu
(vienreiz lietojamas sejas maskas un cimdi). Péc aplésém visa pasaulé meénesi tiek izlietoti
apmeéram 129 miljardu sejas maskas un 65 miljardi gumijas cimdu. Lielaka dala no ta nonak
ka nepareizi apsaimniekoti atkritumi, ka rezultata veidojas vides piesarnojums un ir kJuvusi
par nopietnu draudu ekosistémai un cilveku veselibai. Prognozes paredz, ka lidz 2030.
gadam plastmasas atkritumu skaits biis divkarsojies. Sis prognozes pasliktina COVID-19
pandémijas laika izraisitu parmerigu vienreiz lietojamo plastmasu (ieskaitot individualos
aizsardzibas lidzeklus) pateérins.

18



M EKONOMIKAS UN KULTURAS
- AUGSTSKOLA

Analitiskais apskats

COVID-19 izraisitajiem globalajiem satricinajumiem ir bijusi liela ietekme uz vidi un
klimatu. Lai gan no pirma acu skatiena $kiet, ka pandémijas laika strauji ir uzlabojusies gaisa
piesarnojuma kvalitate, samazinajies vides piesarnojums un siltumnicas efekts ( kas saistits
ar transporta lietoSanas samazindjumu) , tacu strauji ir palielinajies vienreiz lietojamo
plastmasu un individualo aizsardzibas lidzekla patérins. Ka rezultata COVID-19 pandémijas
laiks ir atstajis gan pozitivu gan negativu ietekmi. To var apskatit 1.attela.

E " Samazinas fossilas degvielas Samazinas siltumnicefekta gazu
5 QO paterin§ emisijas
o8
78“5 =8 __ Samazin@s resursu patérins un Samazinds piesdrnojums un
< y g % g atrkitumu apjoms uzlabojas idens kvalitate
Ry 2 o s . . :
r 28&.8 o Samazinas troksna piesarnojums
S82 5 B Samazinas transporta un
1 -ég e E= riipnieciska darbiba . ) L
- =82 a Uzlabojas gaisa kvalitate
vl
s | E £ s miesamol
3 e © Samazinas piesarnojums
(@ '— Samazinas tiristu piepladums {
N Ekologiska atjauno$ana
) Palielinas medicinisko atkritumu
— gr— w— - - -
I o 2 daudzums Bistamie atkritumi
9 =2k Plastmasas atkritumi
= g - astmasas atkritumi
> )g E .§ g | Nejaus$a individualo aizsarglidzeklu
L 2B el — (IAL) iznicinasana _ o
O 288 z Augznes un tidens piesarnojums
B E X~ o . .
U < = ‘g Palielinds sadzives atkritums Gaisa, Tidens un augsnes
<y = daudzums piesarnojums
(=%
—  Samazinas parstrades darblba ——— Palielinas vides piesarnojums

1.att. COVID-19 pandémijas pozitivas un negativas sekas uz vidi (Avots: Autoru apkopots)

Lai pasargatu no virusu infekcijas, cilveki tagad izmanto sejas maskas, cimdus un citus
aizsarglidzeklus, kas palielina medicinisko atkritumu daudzumu. Tiek zinots, ka atkritumu
daudzums ASV palielinas, jo palielinas IAL izmantoSana majsaimniecibu limeni (Calma,
2020). Péc COVID-19 uzliesmojuma visa pasaulé pieauga IAL raZoSana un izmantoSana
(Singh et al,, 2020). Pieméram, kops 2020. gada februara Kina ir palielinajusi ikdienas
medicinisko masku razosanu lidz 14,8 miljoniem, kas ir daudz vairak neka ieprieks. (Fadare
and Okoffo, 2020). Tomeér, ta ka triukst zinaSanu par infekciozo atkritumu apstradi, lielaka
dala cilveku tos (pieméram, sejas masku, cimdus utt.) izmet atklatas vietas un daZos
gadijumos kopa ar sadzives atkritumiem. SI bezriipiga atkritumu izga$ana aizsprosto
udenscelus un pastiprina vides piesarnojumu. Tiek zinots, ka sejas maskas un citi
aizsarglidzekli, kuru pamata ir plastmasa, ir potencials mikroplastisko Skiedru avots vide
(Fadare un Okoffo, 2020). Parasti polipropilénu izmanto N-95 masku izgatavo$anai, un
Tyvek lieto aizsargtérpiem, cimdiem un mediciniskam sejas maskam, kas var saglabaties
ilgu laiku un izdalit vide dioksinus un toksiskus elementus (Singh et al., 2020).
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2. att. Grafiskais kopsavilkums (Avots: Fadare 0.0.)

Ta ka lielaka dala restoranu Eiropa bija slégti, lai ieturétu maltites uz vietas, daudzi pargaja
uz lidznemsSanas un piegades pakalpojumiem, izmantojot vienreizéjas lietoSanas
plastmasas traukus. Vairaki lielie kafijas mazumtirgotaji aizliedza klientiem atvest atkartoti
lietojamus traukus, to vieta izmantojot vienreizéjas lietoSanas traukus. Tikmér interneta
veikalos ir vérojams pieprasijuma pieaugums, daudzi produkti ir iepakoti vienreizlietojama
plastmasa.

Kaut ari vienreiz lietojamiem plastmasas izstradajumiem ir bijusi nozimiga loma COVID-19
izplatibas novérsana, istermina pieaugosais pieprasijums péc Siem izstradajumiem varétu
likt Saubities par ES pieptilém ierobeZot plastmasas piesarnojumu un virzities uz elastigaku
un aplveida plastmasas sistému. Papildu vienreizéjas lietoSanas plastmasas razosanai,
patérinam un iznicinasanai bis lielaka ietekme uz vidi un klimatu, pieméram, palielinasies
gaisa piesarnojums un siltumnicefekta gazu emisijas, radisies atkritumi un aizséréSanas
risks.

Papildus tiesa pieaugosa pieprasijuma péc vienreiz lietojamam plastmasam tiesajam sekam
jaatzimé arl citi ar pandémiju saistiti faktori. Ekonomiskas aktivitates samazinaSanas
izraisija strauju naftas cenu kritumu pasaulé. Savukart razotajiem ir ievérojami letak razot
plastmasas izstraddjjumus no neapstradatiem fosilajiem materidliem, nevis no
parstradatiem plastmasas materialiem. Eiropas un pasaules plastmasas apstrades tirgus
ekonomiska dzivotspéja paslaik ir paklauta ievérojamam spiedienam. Tirgus kritums péc
otrreizéjas parstrades plastmasas ir sarezgijis ari daudzu Eiropas vietéjo pasSvaldibu
centienus ilgtspéjigi apsaimniekot atkritumus, jo tagad ievérojamam daudzumam
plastmasas atkritumu ir vajadzigas mazak vélamas apglabasanas metodes (EEA, 2020).

Pétijuma metodologija

Lai uzzinatu sabiedrisko attieksmi pret vienreizéjo aizsardzibas lidzekliem, darba autores
izmantoja aptaujas metodi. Tika izveidota anonima aptauja ar mérki noskaidrot cik daudzi
cilveki izmanto vienreizejos aizsardzibas lidzeklus, dezinfekcijas lidzeklus plastmasas
iepakojumos un ka ari cik bieZi pasuta édienus lidznemsanai no restoraniem un kafejnicam.

Ka informacijas iegiiSanas metode tika izveléta elektroniska aptauja, kura tika veidota
vietné docs.google.com. Anketa sastav no desmit jautajumiem, tas aizpildiSana aiznéma
apméram tris miniites. Aptauja piedalijas 73 respondenti - dazada vecuma (15 - 53 gadi),
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nodarbinatibas parstavji. Aptauja tika veikta nedélas laika no 2020. gada 30.decembra lidz
2021. gada 8. janvarim, saiti uz to izplatot lietotnés Whatsapp, Facebook un Instagram, lai
sasniegtu péc iespéjas dazadaku vecuma grupu parstavjus, kas $aja gadijuma bija pétijuma
meérkauditorija.

Pirmie tris jautajumi bija primitivi, lai iegiitu pamatinformaciju par respondentiem, tacu
paréjie septini bija ar mérki saprast, cik daudzi cilvéki izmanto vienreizéjos aizsardzibas
lidzeklus, dezinfekcijas lidzek]us plastmasas iepakojumos, ka ari cik bieZi pasuta édienus
lidznemsSanai no restoraniem un kafejnicam.

Péc datu iegliSanas, tie tika apkopoti ar grafiskas metodes palidzibu un analizéti, nosleguma
izdarot secindajumus par izvirzito petijuma tematu.

Pétijuma rezultati

Datu apstradei autores izveéléjas svarigakus jautdjumus analizéSanai. No visiem 73
aptaujatiem, 33 (45,2 %), kas ir gandriz puse, ir vecuma no 18 lidz 24 gadiem,

30 (41,1%) - no 25 lidz 35, 4 (5,5 %) - no 36 1idz 48, 3 (4,1%) - no 15 1idz 18, 3 (4,1 %) - no
49 lidz 53. Kopuma lielaka dala respondentu ir jaunie cilveki.

Lielaka dala aptaujato, kas ir 29 (39,7 %) macas un strada, 27 (37 %) - tikai strada, 13
(17,8%) - macas un 4 (5,5 %) nestrada un nemacas.

No sakuma autores izpétija to, kadas sejas masku veidus izmanto aptaujatie ikdiena (Skat.
3.att.). Galvenokart respondenti izvélas daudzreizéjas auduma maskas (53). Gandriz puse
no aptaujatiem izmanto vienreiz€jas medicinas maskas (35). Dazi cilveki izvelas arl sejas
vairogus (2) un respiratorus (3). Svarigi pieminét, ka cilveki kombiné masku tipus, t3,
pieméram, 17 respondenti atziméja, ka izmanto gan vienreiz€jas, gan daudzreizéjas sejas
maskas.

Vienreizéja medicinas

0,
maska/ OfHopa3sogBa. .. 35 (47.9 %)

Auduma maska/ TkaHeBas

53 (72,6 %)
Macka

Sejas vairogs/ LLut ana

0
227 %)

Respirators/ Pecnupatop 3(4.1%)

0 20 40 60

3. att. Kadu sejas maskas tipu Jiis izmantojat? (Avots: Autoru veidots)

Autorém ka viens no mérkiem bija izpétit cik daudz tiek izmantotas vienreizéjas maskas,
tapéc respondentiem tika uzdots jautdjums, cik biezi tiek nomainitas (izmestas)
vienreiz€jas maskas (Skat. 4. att.). Ta tika uzzinats, ka galvenokart cilveki vispar nemaina
vienreizejas maskas (11), vai nomaina to reizi nedéla (11). 10 cilveki maina maskas katru
dienu, 10 - reizi 2-3 dienas. 7 cilvéki maina vienreizéjas maskas vairakas reizes diena.
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@ Neizmantoju vienreizgjas
maskas / He ncnone3yio ogHo...

@ Crupaio kaxaplii AeHb

@ Lietoju auduma masku

4. att. Cik biezi nomainat vienreizéjo masku? (Avots: Autoru veidots)

Autorém Skita interesanti noskaidrot, kd COVID-19 pandémija ietekmé&ja €dienu un
dzérienu pasiitiSanas lidznemsSanai un piegadei apjomu (Skat. 5.att.). No aptaujas var
secinat, ka pirms pandémijas So iespéju neizmantoja 23 respondenti, bet pandémijas laika
- 14. Ari svarigi piemineét, ka pirms COVID-19 pandémijas tikai 1 cilvéks izmantoja “take
away” vai piegades funkcija katru dienu, pandémijas laika - 6. Kopuma péc grafika var
noteikt ka cilveku skaits, kuri izmanto édienu un dzérienu “take away” un piegades funkciju
regulari COVID-19 pandémijas laika ir palielinajies.

I J3, katru dienu... [ J&, katru nedél... Ja, dazreiz/[... [ Né/Het 112 p
40
20
0 ] -. l
Pirms COVID-12/ Jo COVID-19 COVID-19 laika / Bo Bpemst COVID-19

5. att. Vai Jis izmantojat "take away" vai édiena piegades iesp&ju no kafejnicam, restoraniem?
(Avots: Autoru veidots)

Apkopojot nakama jautajuma rezultatus par produktu individualo iepakojumu veikalos,
kurs ir paradijies COVID-19 pandémijas laika (Skat. 6. att.) var secinat, ka 18 (24,7%)
respondenti pievérS uzmanibu liekai plastmasai un centas no tas izvairities. 28 aptaujatie
(38,4%) labprat izvelas produktus papildus iepakojuma, jo $adi jutas drosak. 27 cilveki
(37%) nepievers papildus iepakojumam nekadas uzmanibas un tas neka neietekmé vinu
izveli.
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@ J3, jutos drodak / [a, yycBTCBYIO
cebsa GesonacHee

@ J3, centos mazak pirkt produktus
papildus iepakojuma/ [a,
cTapalocb MeHbLUe NoKynaTb
NPoAyKTbl B AONOMHUTENBHON
ynakoBke

Né / Her

6. att. Vai produkti individualaja iepakojuma, kuri paradijas COVID-19 pandémijas laika, ietekmée
Jusu izveli? (Avots: Autoru veidots)

No anketéSanas bija svarigi uzzinat, cik bieZi respondenti pérk dezinfekcijas l1dzeklus
plastmasa iepakojumos (Skat. 7. att). No rezultitiem var secinat, ka lielaka dala
respondentu - 34 (46,6%) perk dezinfekcijas lidzekli reizi pusgada. Reizi gada ar
dezinfekcijas lidzekli iepérkas 16 cilvéki (21,9%), 18 (24,7%) - reizi meénesi, 1 (1,4) - reizi
nedela. Paréjie 4 cilveki neizmanto dezinfekcijas lidzek]us plastmasas iepakojumos.

@ Katru dienu / Kaxablit aeHs
@ Reizi nedé|a / Paa B Hegenio
Reizi ménesi / Pa3 B mecsy
@ Reizi pusgada / Paa B nonroga
%_ @ Reizi gada/ Pas B ron
o @ He nokynaio
@ He ucnonbayio

@ Péc vajadzibas
@ Hukorna

7. att. Cik bieZi Jus pérkat dezinfekcijas lidzeklus plastmasas iepakojumos? (Avots: Autoru veidots)

Secinajumi
1. Gandriz puse (35) no respondentiem izmanto vienreizéjas maskas.

2. 27 respondenti izmanto vairakas maskas 3 dienu intervala.

3. Edienu un dzeérienu pasitiSanas lidznems$anai vai piegadei apjoms vidéji
paaugstinajies uz 25%.

4. 75% no respondentiem labprat pérk produktus papildus iepakojuma, vai nepieveérs
tai uzmanibu.

5. Lielaka dala no respondentiem (68,5%) pérk dezinfekcijas lidzeklus plastmasas
iepakojumos salidzinosi reti.

6. Par dabas piesarnojumu ar plastmasas izstradajumiem COVID-19 laika ir atrodami
daudz un dazadi informacijas avoti anglu valoda, bet loti maz latvieSu un krievu
valodas.
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Priekslikumi

1. Lai cilveki saprastu, cik liela béda ir dabas piesarnojums ar plastmasas
izstradajumiem, valstl jaorganizé informativus pasakumus, ka ari janodroSina
iesp€ju pareizi utilizét un Skirot atkritumus.

2. Edienu un dzérienu piegadei jaizmanto papira iepakojumus. Lai panemtu dzérienu
lidzi - izmantot savu krazi.

Izmantotas literatiiras un informacijas avotu saraksts

Calma ]. The COVID-19 pandemic is generating tons of medical waste. The Verge, Mar.
2020;26:2020. https://www.theverge.com/2020/3/26/21194647 /the-covid-19-pandemic-is-
generating-tons-of-medical-waste

EEA. European Environment Agency; Copenhagen: 2020. COVID-19 and the environment:
explore what we know. https://www.eea.europa.eu/post-corona-planet/explore/#search-the-
database

Fadare 0.0., Okoffo E.D. Covid-19 face masks: a potential source of microplastic fibers in the
environment. Sci. Total Environ. 2020;737:140279.
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC7297173/

Increased plastic pollution due to COVID-19 pandemic: Challenges and recommendations
https://www.sciencedirect.com/science/article/abs/pii/S1385894720328114

Singh N., Tang Y., Ogunseitan 0.A. Environmentally sustainable management of used personal
protective equipment. Environ. Sci. Technol. 2020
https://pubmed.ncbi.nlm.nih.gov/32597663/

WHO . World Health Organization; Geneva: 2020. Coronavirus disease (COVID-19)
pandemic.https://www.who.int/emergencies/diseases/novel-coronavirus-2019 [Google
Scholar]
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Kristiana Kupe, Justine Vecvagare. BAKTERICIDO GAISA RECIRKULATORU
IZMANTOSANA SKAISTUM KOPSANA LATVIJA

Ekonomikas kultiiras augstskola, bakalaura programma “Vadibas zinibas”,
kristianakupe@gmail.com, vecvagarejustine@gmail.com

Zindtniskais vaditajs: Dr.oec., profesore Vita Zarina

Anotacija

Pieaudzis cilveks vidéji veic apméram 20 tiikstosSus ieelpas un izelpas diennakti, bet caur misu
plausam izplast apmeéram 10 000 litru gaisa. Turklat gandriz 90% no sava laika cilveks pavada
iekstelpas. Virusi, baktérijas, mikroorganismi gaisa var dzivot no dazam stundam lidz vairakam
diennaktim, netraucéti migréjot pa telpam lidz ar gaisa plasmam. Tapéc ir diezgan butiski nodrosinat
labu gaisa kvalitati, tadejadi mazinot iespéjamibu saslimt. It ipasi $aja COVID laika, kad straujas
virusa izplatibas dél, cilvéku veseliba tiek paklauta lielakam saslim$anas riskam. Protams, nevar
aizmirst ari par cita veida gaisa sastopamajiem mikroorganismiem, baktérijam un virusiem, kas var
izraisit veselibas problémas. Lidz ar to ir svarigi, lai tiktu nodroSinata veselibai drosa vide, kur
cilvekam uzturéties. Miisdienas ar telpu védniasanu un regularu uzkopsanu var nepietik, it ipasi
sabiedriskas vietas, kuras apmeklé un uzturas daudz cilveku, ka ar1 vietas, kur cilveki uzturas ilgstosi.
L1dz ar to telpam ir jabut pietiekami labai gaisa kvalitatei, lai mazinatu saslim$anas risku. Miisdienas,
attistoties tenologijam, to ir iespéjams panakt arl ar dazadam telpas dezinficéSanas iericém, kas veic
efektivu un dro$u gaisa dezinfekciju. Sis papildus iekartas, kas tiek uzstaditas telpa, neapdraudot
cilveka veselibu, palidz dezinficet gaisu. Ari skaistumkopsanas sféra ir viena no jomam, kur cilveku
plisma ir mainiga, un parasti, cilveki tur uzturas ilgaku laiku, tapec ari Seit gaisa kvalitatei jabut
atbilstosai.

Pétijuma aktualitate: Nemot vera to, ka cilveka organisms nav pasargats no virusu, baktériju un
mikroorganismu uzbrukumiem, kas izplatas pa gaisu, ir bitiski nodrosinat péc iespéjas tiraku un
drosaku vidi, kur cilvekam uzturéties, lidz ar to samazinot risku saslimt.

Peéetijuma merkis: Noskaidrot, cik aktuala ir baktericido gaisa recirkulatoru lietoSana skaistum
kopsSanas joma Latvija.

Pétijuma metodes: Datu vaksanai pielietotas metodes, intervija.

Atslégas vardi: Gaisa kvalitate.
Ievads

Paslaik visa pasaule tiek pievérsta loti liela uzmaniba dazadu dezinfekcijas ieri¢u veidiem,
kas palidzétu cinities ar tagadéjo pasaules aktualitati COVID un citam bakteérijam, lai
neveicinatu cilvéku saslimstibu ar Siem virusiem un lautu samazinat to izplatibu. Darba
merkis ir izpétit, cik aktuala ir baktericido gaisa recirkulatoru lietoSana, popularitate
skaistum kops$anas joma Latvija. Sis gaisa dezinfekcijas ierices tiek izmantotas ne tikai
skaistum kopSanas telpu gaisa dezinfekcijai, bet ari tiek izmantotas slimnicas, biroju telpas,
sporta klubos, veikalos u.t.t. vietas, kur cilveku plisma ir mainiga, jo ar telpu védinasanu var
nepietikt. Latvija vairaki atpazistami, populari uznémumi izvelas $ada veida dezinfekcijas
ierices saviem darbiniekiem vai klientiem, ka, pieméram, $adi uznémumi: “Food union”, “Air
baltic”, “Baltijas apdro$inasanas nams”, “Dinamo Riga”, “Rézeknes slimnica”, “EKO getlini”
un daudzi citi uznémumi. Uznémumos, kuri izmanto $is gaisa dezinfekcijas ierices ir
noveérots, ka darbinieki daudz mazak slimo un nem slimibas lapas un jitas drosaki par savu
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veselibu. Ta ka ne pie viena no uznémuma nepieder uznémums, kurs ir saistits ar skaistum
kopsanu, kaut miisdienas skaistum kopSanas nozare ir viena no izplatitakajam nozarém, kur
cilveku plisma ir mainiga un, kur skaistum kops$anas specialista ar klientu atrodas slégta,
védinama telpa vidéji vienas stundas ietvaros.

Analitiskais apskats

Gadu gaita visa pasaulé ir veikti pétijumi par baktericido gaisa recirkulatoru dezinfekcijas
iericém, par to efektivitati uz telpas lielumu m2 un gaisa tilpumu m3, cik atri gaiss tiek
attirits péc telpas lieluma.

Ka arf jaunakais pétijums 2020.03.17. par covid baktérijas 99% iznicinaSanu gaisa noteikta
telpas platiba. Ir pétijumi, kuros tiek pieradita gaisa dezinfekcijas efektivitate un
nepiecieSamibu iekStelpas.

Baktericidais gaisa recirkulators

Baktericidais gaisa recirkulators paredzéts iekStelpu gaisa attiriSanai un dezinficéSanai,
stradajot cilveka klatbutne. Tas dezinficé gaisu un iznicina 99,8% kaitigo mikroorganismu
un virusu. Recirkulatora darbibas princips ir gaisa uztverSana ventilatoru iekSpusé, kur to
dezinficé ar baktericidu lampu starojumu; péc tam iznak tirs gaiss, un cikls atkartojas
vélreiz. To izmanto ka vienu no lidzekliem infekcijas slimibu, gripas un SARS izplatibas
samazinaSanai. Pateicoties UV starojumam, recirkulatori, dezinficéjot gaisu, efektivi
iznicina slimibu izraisitajus - virusus un mikroorganismus. Recirkulatori ir lieliski
pieméroti gaisa dezinfekcijai slimnicas, pétijumu laboratorijas, veterinarajas klinikas,
bérnudarzos, skolas, birojos, ka ar1 skaistum kopSanas salonos. (0.I. Kiselev (2007) Russian
academy of medical sciences )

Baktericida caurpludes gaisa recirkulatora darbiba

Baktericida caurpliudes gaisa recirkulatora darbibas princips ir balstits uz pastavigu,
aktivu gaisa cirkulaciju caur recirkulatora kameru UV lampu tieSa tuvuma, nodroSinot
maksimalu dezinfekcijas efektivitati. Pateicoties tam ka recirkulacijas kamera ir
atstarojosa iek$éja virsma, atkartoti tiek atstaroti ultravioletie stari, palielinot UV
starojuma blivumu un tadejadi pastiprinot dezinfekcijas efektu (1.att.).

[T
I|I||| III 5 L J r .

1.att. Baktericida caurpludes gaisa recirkulators (Avots: Biosan, parbaudes protokols)

Katra apstarotaja-recirkulatora ir ultravioletais starojums. Baktericids sastav no slégta
korpusa, ventilatora un UV lampam. Sis dizains lauj tam iztirit telpu, un tam nav kaitigas
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ietekmes uz cilvéku.

To darbina caur slégts ventilators, kura tiek stknéts gaiss, kas pliust caur baktericidam
lampam un tiek dezinficéts, tadejadi lielaka dala mikroorganismu gaisa iet boja. Péc tam tas
tiek izlaists caur specialam atverém atpakal telpa. Lai nodroSinatu gaisa kvalitati telpas, kur
cilveki uzturas pastavigi, $adai lampai vajadzetu darboties nepartraukti. ( Biosan (2008).
UV air recirculation.)

Lai apstiprinatu recirkulatora darbibu un nepiecieSamibu, uznémums Biosan, kurs izplata
81s ierices, sava laboratorija veica pétijumu. Pétijuma, baktericida iebuvétajam
ultravioletajam lampam, tika parbaudits raditais ultravioletais starojums, ka ari tika pétita
gaisa recirkulatora efektivitate. Ka raksta paSi specialisti UV starojums ietekme
mikroorganismu dzivotspéju, jo UV starojuma absorbcija molekulas izraisa fotokimiskas
reakcijas DNS/RNS struktiiras, starojuma ietekmé blakus esoSajas pirimidina molekulas
DNS/RNS kédés veidojas diméri. Pirimidina dimérs bloké baktériju vairoSanos. Ja bakteérijas
nevairojas, tas mirst. Zinot ierices izstaroto energiju un salidzinot to ar energiju, kas
nepiecieSama, lai deaktivizétu mikroorganismus, ir iesp€jams noteikt UV gaismas gaisa
recirkulatoru efektivitati. Pétijuma rezultata tika pieradits, ka péc recirkulatora darbibas
iekstelpu piesarnojums ir ievérojami mazinajies. Tas apstiprina to, ka gaisa ir atrodami
virusi un mikroorganismi, un ka péc gaisa recirkulatora darbibas, gaisa kvalitate telpa
uzlabojas. (Biosan (2011). Baktericido caurpliides gaisa recirkulatoru parbaudes protokols)

Baktericida gaisa recirkulatora prieksrocibas

- Baktericidie gaisa recirkulatori ir lieliski piemeéroti gaisa dezinfekcijai slimnicas
(Ipasi uznemsanas telpas, operaciju zalés, dzemdibu telpas u.c.), pétniecibas
laboratorijas, veterinarajas klinikas, bérnudarzos, skolas, birojos u.c.;

- UV starojums iznicina patogénos virusus, baktérijas un sénites, kas atrodas
gaisa, kas padara recirkulatorus par Joti efektiviem cina pret slimibam kas
izplatas gaisa pilienu veida;

- Nodrosina pilnigu aizsardzibu no tieSa ultravioleta starojuma;
- Neveido ozonu, jo tiek izmantotas ozonu neveidojosas UV lampas. (O.1. Kiselev
(2007) Russian academy of medical sciences )

Pétijuma metodologija

Tika izmantota strukturéta intervija - TieSa intervija. Intervéjamas personas bija cilveki,
kuri ir saistiti ar skaistum kopSanas pakalpojumu sniegSanu Latvija, kuru darbavietas ir
skaistum kopSanas saloni, kuros dienas laika ir liela cilvéku plisma. Ar intervijas palidzibu
tika noskaidrots, cik zinamas un nepiecieSamas skaistum kopsanas nozareé stradajosajam
personam ir gaisa dezinfekcijas ierices. Intervija tikai veikta platformas “Zoom, whatsapp”
un vid€jais intervijas laiks aptuveni desmit minites.

Intervija tika uzdoti 8 jautajumi:

1. Kada skaistumkops$anas nozaré Jis stradajat?

2. Cik ilgi jau stradajat Saja nozare?

3. Kadas dezinfekcijas iekartas, materialus izmantojat sava darba?
4. Kada veida tiek nodroSinata gaisa apmaina, dezinfekcija telpas?

5.Cik loti un kapéc Jums ir svariga gaisa dezinfekcija stradajot sava darba vieta?
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6. Vai esat dzirdeéjusi/jis par Baktericidisko gaisa recirkulatoru, ka gaisa dezinfekcijas
ierici?
7. Kapéc Jus velétos izmantot Baktericidisko gaisa recirkulatoru ierici?

8. Kadel nevéléetos izmantot Baktericidisko gaisa recirkulatoru ierici?

Interviju atbildes tika apkopotas un tika izdariti secinajumi.
Pétijuma rezultati

Pétijuma meérkis bija noskaidrot cik aktuala ir baktericido gaisa recirkulatoru lietoSana
skaistum kopSanas joma Latvija. Tika noskaidrots, ka intervétas personas, strada dazadas
skaistum kopSanas nozareés - frizieris, masieris, manikirs. Intervétas personas ir ar dazadu
darba pieredzi sava joma, sakot ar 2 gadu pieredzi, I1dz pat 10 gadu pieredzei. Lielaka Dala
no intervétajiem, atzina, ka sava darba dezinfekcija tiek pielietota tikai darba
instrumentiem un virsmu dezinfekcijai. Atseviskas ierices, gaisa dezinfekcijai telpa, netiek
izmantotas. Vienigais veids, ka telpas notiek gaisa apmaina ir telpu védinasana atverot logu
vai caur izbuivéto ventilaciju telpa.

Lielaka dala no interveétajiem specialistiem, nebija dzirdéjusi par gaisa dezinfekcijas ierici,
baktericido gaisa recirkulatoru. Visi intervétie specialisti biitu gatavi lietot So ierici, lai
nodrosinatu gaisa kvalitati sava darba vieta. Iemesls, kas attur no ierices iegades ir tas
izmaksas.

Secinajumi
1. Baktericido gaisa recirkulatoru pielietosana skaistum kopSanas nozare Latvija ir

maza.

2. Skaistum kopsSanas specialistiem ir svariga ne tikai darbariku un virsmu
dezinfekcija, bet ar1 gaisa kvalitate.

3. Informacija par baktericido gaisa recirkulatoru, skaistum kopS$anas nozaré, nav
plasi izplatita.
Izmantotas literatiiras un informacijas avotu saraksts
Biosan (2011). Baktericido caurpliides gaisa recirkulatoru parbaudes protokols [skatits:
22.03.2021.]. https://biosan.lv/media/products/files/uvr-m-test-report-lv.pdf

Biosan (2008). 2.att. Baktericida caurplides gaisa recirkulators. Elektroniskais resurss [skatits
22.03.2021]. https://biosan.lv/media/products/files/uv-cabinet-evaluation-en.pdf

Biosan parbaudes protokols(2008). UV air recirculation.. Elektroniskais resurss [skatits
24.03.2021] https://biosan.lv/media/products/files/uv-cabinet-evaluation-en.pdf

0.1 Kiselev (2007). Russian academy of medical sciences
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Kristina Samardina. MAJDZIVNIEKU VIESNICAS UN PIESKATISANAS
PAKALPOJUMU ATTISTIBAS IESPEJAS RIGAS REGIONA

Ekonomikas un kultiiras augstskola, bakalaura programma “Vadibas zinibas”,
krystyna.inbox@gmail.com

Zinatniskais vaditajs: Dr. oec. Vita Zarina

Anotacija
Pétijuma aktualitate: [zvéletas témas aktualitate ir saistita ar to, ka miisdienas cilvéeki bieZi atsakas
no celojumiem vai saisina celojuma terminu un iemesls tam ir majdzivnieki, kurus nav kur atstat vai
to pieskatiSana radiniekiem sagada neértibas. Péc Lauksaimniecibas datu centra datiem registréto
majas (istabas) dzivnieku skaits Rigas regiona uz 2021. gada 23. februari ir 44288, un visi dzivnieku
ipasnieki agrak vai vélak saskaras ar situaciju, kad savam majdzivniekam jaatrod pieskatitajs. Pedéjo
gadu laika majdzivnieku viesnicas pakalpojumi sak attistities Latvija, paradas jauni uznémumi, kuri
piedava sadus pakalpojumus, tomeér ne visi majdzivnieku ipasSnieki tiem uzticas un izmanto tos.
Iespéjams iemesls tam ir Latvija aktuala probléma - cietsirdiga izturéSanas pret dzivniekiem un
majdzivnieku Ipasnieki neuztic savus milulus, kuri ir kluvu$i par gimenes locekliem, sveSiem
cilvekiem, baidoties par dzivnieku veselibu un dzivibu.

Pétijuma mérkis: Izvértét majdzivnieku viesnicu attistibu iespéjas Rigas regiona.
Pétijuma metodes: AnketéSana, grafiska analize.

Sasniegtie rezultati: Petljuma ietvaros tiks analizéts majdzivnieku viesnicu pakalpojumu klasts un
piedavatais pakalpojumu limenis Rigas regiona. Tiks apkopoti un analizéti kritériji péc kuriem
majdzivnieku Ipasnieki izvélas atstat savus majdzivniekus pieskatiSanai. Pétijuma rezultati laus
izprast vai majdzivnieku viesnicas un pieskatiSanas pakalpojumi ir nepiecieSami Rigas regiona.

Atslégas vardi: Majdzivnieki; viesnica; Rigas regions.
Ievads

[zvelétas témas aktualitate ir saistita ar to, ka miisdienas cilveki biezi atsakas no celojumiem
vai saisina celojuma terminu un iemesls tam ir majdzivnieki, kurus nav kur atstat vai to
pieskatiSana radiniekiem sagada neértibas. Péc Lauksaimniecibas datu centra datiem
registréto majas (istabas) dzivnieku skaits Rigas regiona uz 2021. gada 23. februari ir
44288, un visi dzivnieku ipasSnieki agrak vai velak saskaras ar situaciju, kad savam
majdzivniekam jaatrod pieskatitajs. Pédejo gadu laika majdzivnieku viesnicas pakalpojumi
sak attistities Latvija, paradas jauni uznémumi, kuri piedava sadus pakalpojumus, tomér ne
visi majdzivnieku ipasnieki tiem uzticas un izmanto tos. lespéjams iemesls tam ir Latvija
aktuala probléma - cietsirdiga izturésanas pret dzivniekiem un majdzivnieku ipasnieki
neuztic savus milulus, kuri ir kluvusi par gimenes locekliem, sveSiem cilvékiem, baidoties
par dzivnieku veselibu un dzivibu.

Neatkarigi no ta, vai planots doties atvalindjumu, arpus pilsétas vai valsts, vai arl
nepiecieSams doties komandéjuma - nedrikst aizmirst par saviem miluliem un vinu
labklajibu saimnieka prombiitnes laika. Ir nepiecieSams cilvéks, kas pariipésies ka par
milu]a pieskatiSanu, ta ari par saimnieka sirdsmieru. Steidzigaja 21. gadsimta més visi esam
aiznemti, tapéc ta vairs nav ekstra, bet gan nepiecieSamiba - prombitnes laika atrast
majdzivnieku pieskatiSanas servisu, kuram uzticét savu majdzivnieku, jo ne visiem tuvuma
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ir cilveks, kam atradisies laiks miluli pieskatit un kuram var uzticéties (Whisker).
Pétijuma merkis: [zvértét majdzivnieku viesnicu attistibu iespéjas Rigas regiona.
Darba uzdevumi:

1. Izpétit majdzivnieku viesnicas pakalpojuma klastu Rigas regiona;

2. Veikt patérétaju vajadzibu pétijumu;

3. Balstoties wuz anketéSanas rezultatiem izvértét majdzivnieku viesnicu
nepiecieSamibu Rigas regiona.

Darba pétnieciskaja dala tiks izmantotas pétniecibas metodes ka anketésana un grafiska
analize.

Analitiskais apskats

Majdzivnieku 1pasSnieki labi apzinas, ka kada bridi no “vienkarsi miliem dzivniekiem” un “tie
kurus meés pieradinajam” majdzivnieki parvérsas par istiem gimenes locekliem. Un ka
gimenes locekli vini ietekmé cilveku garigo un fizisko veselibu. Ar1 pétijumos ir pieradita
majdzivnieku nozimiba cilveka dzive. Apzinoties So nozimibu cilveks vélas maksimali
labiekartot majdzivnieka vidi un dzivi. BieZi gadas situacijas, kad cilveki ir zaudéjusi savus
radiniekus un vieniga uzticiga dziva buitne tuvuma paliek majdzivnieks - suns vai kakis.

Suni biitu velams vest pastaiga vismaz divas reizes diena, tad kaku pieskatiSana neprasa tik
lielu atbildibu, jo tie ir neatkarigaki - tos var atstat vienus lidz pat trim diennaktim, ja tiek
nodrosinats pietiekams daudzums baribas un Gdens. Ja sunu pastaigas ir izplatitas un tie
viegli pierod gan pie teritorijas, gan pie jauna pieskatitaja, tad kaki nav tie dzivnieki, kas
pierod pie teritorijas - ja tie tiek parvesti no vienas vietas uz otru bez tiem ierastiem
cilvekiem - tas tiem ir neticams stress. Ne velti majdzivnieku pieskatiSanas servisa
pakalpojums, kas ir populars, ir kaku vai citu mazo dzivnieku vienas stundas apmekléjums
vienu reizi diena vai ik pardienas un to pieskatiSana notiek saimnieka majas, kur tie jau ir
pieradusi un jutas erti. Kaut ari kaki ir neatkarigaki — ari tiem ir nepiecieSama sabiedriba -
un tapat ir japarbauda, vai ar dzivnieku viss ir kartiba. Majdzivnieku pieskatiSanas servisi
nodrosina visu nepiecieSamo to ikdienas gaitam. Suns tiek pabarots, izvests pastaiga, péc
sastadita pastaigu grafika, ar vinu tiek veltits laiks rotalam, un tiek remdéta ikvienam
majdzivniekam nepiecieS$ama uzmaniba. Kaki, savukart, tiek pabaroti, to kastites - iztiritas
un, vadoties péc dzivnieka rakstura, tam tiek atveltits laiks vai nu rotalam, vai sarunam vai
jebkurai citai uzmanibas izpausmei, pie kuras kakis radis ikdiena - pat ja ta ir tikai klusa
lidzas biisana un cilvéka klatbiitne (Whisker).

Saskana ar zinatni, galvenais iemesls majdzivnieka iegadei ir stresa samazinaSana. Ir
diezgan parliecinoS$i pieradijumi, ka suni un kaki uzlabo sirds darbibu stresa situacijas,
pazeminot asinsspiedienu un sirdsdarbibas atrumu. Tas savukart samazina stresa negativo
ietekmi. Ka viens no pétijumiem, kura tika pétita majdzivnieku ietekme uz cilvéku veselibu
ir Karen Allen, Jim Blascovich & Wendy B Mendes pétijums “Cardiovascular reactivity and
the presence of pets, friends, and spouses: the truth about cats and dogs” (Nujorkas
zobarstniecibas universitate, septembris - oktobris, 2002). Si pétijuma mérkis bija izpétit
draugu, laulato un majdzivnieku klatbitnes ietekmi uz sirds un asinsvadu reakciju uz
psihologisku un fizisku stresu. Metodes, kas tika izmantotas pétijuma: sirds un asinsvadu
reakcija tika pétita 240 laulatiem pariem un pusei no pariem bija majdzivnieki. Mentala
aritmeétika un augstuma spiediens tika pielietots viend no Cetriem nejausi pieskirtajiem
sociala atbalsta nosacijumiem: vienatné, kopa ar majdzivnieku vai draugu, ar dzivesbiedru,
ar dzivesbiedru un majdzivnieku. Rezultati paradija, ka salidzinot ar cilvékiem bez
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majdzivniekiem, cilvékiem ar majdzivniekiem sirdsdarbibas atrums un asinsspiediena
limenis miera stavokli bija ievérojami zemaks, ievérojami mazaks pieaugums (reaktivitate)
salidzinajuma ar sakotné€jo limeni mentalas aritmétikas un augstuma spiediena laika un
atraka atjaunoS$anas. Majdzivnieku ipaSnieku vidi vismazaka reaktivitate un atraka
atjaunosanas tika novérota majdzivnieku klatbiitné (Allen u.c.,, 2002). Darba autore var
izdarit secinajumus, ka cilvéki uztver majdzivniekus ka svarigu dzives atbalsta daJu un ar So
uztveri ir saistitas bitiskas priekSrocibas attieciba uz sirds un asinsvadu sistemu un
uzvedibu.

Vél viens pétijums “Associations Between Pet Ownership and Attitudes Toward Pets with
Youth Socioemotional Outcomes” (Cikagas universitate, novembris, 2018), kura tika pétita
majdzivnieku IpaSumtiesibu ietekme un attieksme pret tiem uz cetriem jaunieSu sociali
emocionalo rezultatu raditajiem: likumparkapums, nomakts garastavoklis, empatija un
prosociala uzvediba. Linearas jauktas iedarbibas regresijas analize tika veikta 342
jaunieSiem vecuma no 9 - 19 gadiem no rases, etniska un sociali ekonomiski daudzveidiga
parauga. Lielaka dala (59,1%) jaunieSu dzivoja kopa ar savu suni vai kaki, un visi dalibnieki
pabeidza modificeto dzivnieku attieksmes skalu. Majdzivnieku 1pasnieki uzradija zemaku
likumparkapumu skaitu un lielaku empatiju neka jauniesi bez majdzivniekiem; tomeér, kad
tika kontroléti demografiskie faktori, grupu atSkiribas kluva nenozimigas. Attieksme pret
majdzivniekiem bija butiski saistita ar viesiem cetriem rezultatiem (Jacobson Kristen C.,
Chang Laura. 2018).

Darba autore secina, ka Sie pétijumi zinatniski pamato majdzivnieku svarigo ietekmi un
cilveku dzivi un veselibu. Cilveki vélas, lai viniem blakus ir uzticams draugs un atbalsts
majdzivnieka veidola, kur§ nekad nemelos, visas savas dzives laika bis 1idzas un skatisies
uz savu saimnieku ar milestibas pilnam acim. Attistoties misdienu pasaulei dzivnieku
ipasnieks meklé labakos risindjumus majdzivnieku apriipei, to majokla iekartosanai un
dzives kvalitates uzlaboSanai netaupot finansialos lidzeklus. Tapéc arvien svarigaks un
aktualaks ir jautdjums par majdzivnieku viesnicu vai pieskatiSanas pakalpojumu
izmantoSanu, kameér saimnieks atrodas celojuma, komandéjuma vai medicinas stacionara
veicot planotas medicinas manipulacijas. Saimniekam jabiit droSam, ka par vina miluli
pariipésies un vina prom biiSana dzivniekam sagadas péc iespéjas mazak stresa.

[zpétot interneta resursos pieejamo informaciju darba autore secina, ka Latvijas tirgi
visbiezak tiek piedavati divi pakalpojuma veidi - majdzivnieku viesnicas un aukles jeb
pieskatiSanas pakalpojumi. Darba autore vélas salidzinat Sos pakalpojumus un paradit
atskirigo tajos.

Dzivnieku viesnicas izmitina daudz dzivniekus un parasti tie lielako dalu laika pavada
nelielas noslegtas telpas, buros vai voljéros, ir opcijas, kad voljéri atrodas ara. Dzivnieki, péc
ipasnieku vélmém, tiek vesti 1sakas un garakas pastaigas. Viesnicas piedava dzivnieku
izmitinaSanu gan istermina - dazas stundas, un ilgtermina - 11dz 4 nedélam vai vairak péc
nepiecieSamibas. Saimnieki, péc viesnicas nosacijumiem, nogada savu miluli viesnica kopa
ar dzivnieka baribu, traukiem, milakam rotallietam, ar pavadu, gulvietu un medikamentiem,
ja tadi nepiecieSami. Tas tiek darits finansialu iemeslu dé] un, lai dzivniekam sagadatu péc
iespéjas mazak stresa, jo vides maina ietekmé dzivnieka stresa limeni. Ja tuvuma bis
zinamas lietas ar pazistamam smarzam, tas labveligi ietekmés dzivnieka paSsajitu.
NepiecieSamibas gadijuma viesnicas ir pieejami veterinararsta un transporta pakalpojumi.
[zveloties So variantu ir jarékinas ar lielu dzivnieku skaitu, kurs vienlaicigi atrodas viesnica.
Attiecigi katram dzivniekam atseviski tiek veltits mazak laika.

Otrs pakalpojuma veids ir pieskatiSanas pakalpojums. Ja ipaSnieki nevélas dzivnieku
paklaut papildus stresam ir iesp€jams dzivnieka pieskatiSana un apciemoSana dzivnieka
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majvieta. Ir bitisks minuss Sim pakalpojumam, pieskatitaju bis jaielaiz sava dzives viet3,
kad tur atrodas tikai majdzivnieks. Tapéc izvéloties So variantu ir japarliecinas par iestades
oficialo darbibu, registraciju un reputaciju, noteikti jasadarbojas tikai ar to pieskatisanas
firmu, kura slédz ligumu ar klientu. Domstarpibu un nepatikamu situaciju laika
majdzivnieka IpasSnieks varés risinat problémas oficiali un vinam bis pieradijumu par
pakalpojuma sanemsanu. PieskatiSanas serviss jeb dzivnieku auklites pieskata dzivniekus
ari savas majas un parasti ta ir viena vai neliela skaita dzivnieku pieskatiSana komfortablos
majas apstaklos. Klientiem ir iesp€&jams iepazities ar auklites dzives vietu apskatot bildes,
video un apmekléjot auklites dzives vietu personigi. Saja gadijuma dzivniekam tiek veltits
individuals laiks un uzmaniba.

[zdarot secinajumus, var minét, ka katra no pakalpojuma veidiem ir savi plusi un minusi.
[zvéloties kadu no pakalpojumiem noteikti janem véra dzivnieka raksturs un socializacijas
limenis. Noteikti ir japarbauda pakalpojuma iestades oficialie registracijas dati, ir jaslédz
ligums ar pakalpojuma iestadi un pirms liguma sleégSanas ir vérts iepazities ar personalu un
apmeklét viesnicu personigi.

Pétijuma metodologija

Pétijums tika veikts laika posma no 2021.gada 20.februara lidz 2021.gada 16.martam. Lai
noskaidrotu kadi pakalpojumi ir pieejami Rigas regiona un ar Ko tie atSkiras viens no otra,
darba autore izmantoja tadas pétijuma metodes ka elektronisko resursu analizi, patérétaju
anketéSanu un grafisko analizi balstoties uz anketéSanas rezultatiem.

Ar interneta resursu palidzibu darba autore analiz€ja jau veiktos pétijumus, kuri pamato
dzivnieku lielo ietekmi uz cilvéku veselibu un dzives kvalitati.

Lai sasniegtu mérki darba autore izveidoja anketu ar 6 jautajumiem. AnketéSanas metodi
darba autore izveléjas, lai no dzivnieku ipasniekiem - patérétajiem, uzzinatu to attieksmi
par tirgl pieejamiem pakalpojumiem dzivnieku viesnicu joma. Lai saprastu pakalpojuma
nepiecieSamibu un uzzinatu patérétaju ricibu sastopoties ar majdzivnieku pieskatiSanas
probléemam.

Pétijuma rezultati

[zpétot interneta pieejamo informaciju par dzivnieku viesnicu un pieskatiSanas
pakalpojumiem darba autore var secinat, ka prieks Rigas regiona ir pieejams diezgan liels
skaits dzivnieku viesnicu. Pakalpojumu klasts tajas ir ]oti lidzigs, var atskirties nianses ka3,
pieméram, dzivnieku maksimals skaits viesnica vai vieta, kur dzivnieki tiek izmitinati. Ta
var but dzivnieku aukles (pieskatitaja) majvieta vai ar1 ta var biit speciala €ka ar noZogotiem
voljériem un atseviSkiem biiriem, kuros dzivnieki atrodas pa vienam un tados var izmitinat
agresivus dzivniekus, tadus, kuriem kontakts ar citiem dzivniekiem nav vélams. Péc
popularitates vairak ir pieejamas dzivnieku viesnicas nevis personigie pieskatitaji - aukles.
Rigas regiona ir aptuveni 6 viesnicas/dzivnieku pieskatiSanas servisi, kas ir pietiekams
skaits, jo ne visi IpasSnieki vel ir gatavi savus dzivniekus uzticét viesnicam. Cenu limenis
svarstas no 11 - 20 EUR un augstak par diennakti, kas nav maz, ja dzivnieku nepiecieSams
atstat uz nedélu vai divam.

Pétljuma ietvaros tika izsutita interneta anketa majdzivnieku ipaSniekiem, kuri ir
potencialie majdzivnieku viesnicas pakalpojumu patérétaji, ar mérki noskaidrot vinu ricibu
situacijas, kad jadodas prom no sava majdzivnieka un vai viniem ir bijusi saskarsme ar $ada
veida pakalpojumiem. Ka ari, lai izprastu majdzivnieku viesnicas un pieskatiSanas
pakalpojuma nepiecieSamibu Rigas regiona. Tika aptaujati 23 respondenti - 13 sievietes un
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10 viriesi (1.att).

Jisu dzimums?

N Sieviete
® \fTrietis

1.att. Dzimums (Avots: autores veiktas aptaujas rezultatu apkopojums)

Nakamais jautajums tika uzdots par majdzivnieku viesnicam, vai respondentiem ir nacies
dzirdet par sada veida pakalpojumu. Lielaka dala respondentu (18) atbild€ja apstiprinosi,
pieci no respondentiem nebija dzirdéjusi par $adu pakalpojumu (2.att.). Péc autores domam
rezultats ir loti labs un pakalpojums ir visnotal populars.

Vai esat dzird&jis/usi par dzivniekn
viesnicas pakalpojumiem?
5

18

2.att. Viesnicu popularitate (Avots: autores veiktas aptaujas rezultatu apkopojums)

Ar treSo jautajumu tika noskaidrots vai respondenti ir saskaruSies ar situaciju, kad
majdzivniekam nepiecieSams pieskatitajs un visi respondenti apstiprinaja, ka $ada situacija
ir bijusi (3.att.). Attiecigi darba autore secina, ka $is ir labs raditajs un $i jautajuma rezultati
pamato pétijuma aktualitati. Cilvekiem rodas nepiecieSamiba risinat majdzivnieka
pieskatiSanas problému. Agrak vai velak majdzivnieku ipaSnieki saskaras ar $o problému.
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Wai esat saskanies/usies ar situdciju, kad
m3jdzivniekam nepieciefams pieskatitdjs?

25
20
15
10
5
o
Ja Né

3.att. Saskarsme ar situaciju (Avots: autores veiktas aptaujas rezultatu apkopojums)

Ceturtaja jautajuma tika noskaidrots, ko, situacija, kad jadodas celojuma, komandéjuma vai
lidzigas situacijas dara respondenti. Tika piedavati tris atbilZu varianti: pirmais - griezos pie
radiniekiem, draugiem, otrais - izmantoju viesnicas pakalpojumus, treSais - atcélu
braucienu. Un vairums, 25 respondenti, griezas pie radiniekiem vai draugiem, 8 respondenti
izmantoja dzivnieku viesnicas pakalpojumus un neviens no respondentiem neatbildéja, ka
atcel braucienu (4.att.). Apkopotie rezultati parada, ka pietiekami liels skaits cilveku ir
izmantojusSi dzivnieku viesnicas pakalpojumus, un cilvéki ir gatavi pie Sada veida
pakalpojumiem.

K& rikojaties situacija, kad
majdzivniekam bija nepiecieSams pieskatitajs?

B Griezos pie radi-
niekiem, draugiem
B [zmantoju vies-
nicas pakalpo-
jumus
Atcélu braucienu

4.att. Situacijas risinajums (Avots: autores veiktas aptaujas rezultatu apkopojums)

Nakamaja jautajuma tika noskaidrots, ka 17 respondenti ir ieintereséti izmantot viesnicas
pakalpojumus nakotné un tikai 5 atbildéja noraidosi, kas parada, ka patérétajs ir visnotal
ieintereséts pakalpojuma un ar laiku pieprasijums varétu augt.
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Kas Jis attur izmantot viesnicu pakalpojumus biez3k?

16 15
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0
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5.att. Viesnicu popularitate (Avots: autores veiktas aptaujas rezultatu apkopojums)

Uz 6. jautajumu - Kas Jis attur izmantot viesnicu pakalpojumus biezak? 15 respondentiem
tie ir finansialie iemesli, 5 respondentiem - neuzticéSanas iemesls un 3 respondentiem nav
tadu iemeslu (5.att). No ka var secinat, ka finansiali iemesli, viesnicas pakalpojumu
neizmantos$anai, ir visbiezak sastopamie. Piedavajuma sniedz€jiem So faktoru ietekmeét ir
gandriz neiespé€jami, jo butiski pazeminat cenas nav iespéjams, jo uznémejdarbibai ir jagist
pelna. Neuzticibas faktoru var gan ietekmeét, vairak neka finansialo, biezak publicgjot
informaciju par viesnicam un apstakliem tajas. Vairak stastit un radit majdzivnieku
ipasniekiem informaciju ar bilzu un video palidzibuy, lai iespaids biitu pozitivaks.

Majdzivnieku viesnicu serviss Rigas regiona ir labi attistits. Patérétajam ir iespéja izvéléties
starp dazadam viesnicam, ar dazadu atrasanas vietu - pilséta vai arpus tas, ar dazadu cenu
limeni un nelielu atSkirtbu pakalpojumu klasta. Izskatot viesnicu bildes, kuras pieejamas
interneta resursos iespaids rodas labs un raisa uzticibu. Cenu limenis ir tas faktors, kas attur
dalu no patérétajiem izmantot So pakalpojumu lidz $im vai tuvakaja nakotné.

Secinajumi

1. Péc anketéSanas rezultatiem var secinat, ka majdzivnieku 1pasnieki ir pazistami ar
viesnicas un pieskatiSanas pakalpojumiem Rigas regiona. Dala no respondentiem ir
jau izmantojusi So pakalpojumu un iespaids ir palicis pozitivs.

2. Péc anketésanas rezultatiem darba autore secina, ka populars iemesls, lai atteiktos
no viesnicu pakalpojumiem ir patérétaju finansialie apstakli. ST iemesla dél
pakalpojums veél joprojam ir pieejams ne visiem.

3. lIzpetot jau veiktos pétijumus autore secina, ka saikne starp dzivnieku un cilvéku ir
milziga. Cilveks bieZi vien neapzinas cik liela méra majdzivnieks ietekmeé cilveku un
otradi. Si ietekme atspogulojas uz cilvéka veselibas stavokli.

4. Izpeétot piedavato pakalpojumu Kklastu Rigas regiona autore secina, ka piedavajuma
klasts ir diezgan plass un patérétajam ir iespéja izvéleties sev pieméroto
majdzivnieku viesnicas pakalpojumu. Viesnicas ir attistitas, oficiali registrétas un ar
klientu tiek sastadits ligums pirms dzivnieka nodoSanas.

5. Péc interneta resursu izpétes un veiktas anketéSanas rezultatiem, darba autore
secina, ka jaunas majdzivnieku viesnicas Rigas regiona Sobrid nav nepiecieSamas.
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Pakalpojums Kliist popularaks, tomér ir japaiet laiks, lai patérétaji pilniba varétu
uzticéties un atlauties So pakalpojumu.

Izmantotas literatiiras un informacijas avotu saraksts
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and spouses: the truth about cats and dogs. Psychosom Med. Elektroniskais resurss. [skatits
20.03.2021.] Pieejams: https://pubmed.ncbi.nlm.nih.gov/12271103/

Jacobson Kristen C., Chang Laura. (2018). Associations Between Pet Ownership and Attitudes
Toward Pets with Youth Socioemotional Outcomes. Frontiers in Psychology. Elektroniskais resurss.
[skatits 23.03.2021.] Pieejams: https://www.frontiersin.org/article/10.3389/fpsyg.2018.02304

Whisker. Majdzivnieku pieskatiSana saimnieka prombitnes laika. Elektroniskais resurss. [skatits
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Kitija Danilina. KA SVETKU UN ATPUTAS SIMBOLA TIRDZNIECIBAS
TENDENCES LATVIJA

Ekonomikas un kultiiras augstskola, bakalaura programma ,Vadibas zinibas”,
rudzite.kitija@gmail.com

Zinatniskais vaditajs: Dr.oec., profesore Vita Zarina

Anotacija

Pétijuma aktualitate: Pédejo gadu laika svecu pateérin$ Eiropa ir strauji audzis, tacu 2018. gada tas
samazinajas par gandriz septiniem procentiem, lidz 740 000 tonnam jeb 1.44 kilogramiem uz vienu
iedzivotaju. Zemais pardoSanas apjoms nodroSinaja svecu uzkrajumu veidoSanos 2019. gadj,
savukart 2020. gada tas veicinaja jaunas svecu tirdzniecibas tendences mazumtirgotaju vidi. Eiropa
lielu popularitati saka iegiit ekologiskas izejvielas un produkcija, ka rezultata liela dala patérétaju
atteicas no parafina un izvélgjas sertificétu 100% augu izcelsmes vasku. Ipasu popularitati sveces
ieguva Covid - 19 laika, kad atputas un izklaides industrijas iespéjas tika stingri ierobeZotas, tapec
sveces kalpoja ka miera, atputas un relaksacijas simbols vai skaists dizaina elements jebkura
majsaimnieciba ka lidz §im. Mainoties pieprasijumam un patérétaju interesém, mazumtirgotajiem,
misdienu konkurences apstaklos, jasp€j radit jaunas un nebijusas produkta variacijas.

Pétijuma merkis: [zpétit ka Covid - 19 noteiktie izklaides un atpiitas ierobezojumi ir mainijusi svecu
tirdzniecibas tendences Latvija.

Pétijuma metodes: Sekundara datu analize, statistiska datu apstrade, iedzivotaju aptauja, grafiska
analize un mediju monitorings.

Sasniegtie rezultati: Petijuma rezultatd noskaidrotas svecu tirdzniecibas tendences Latvija.
Apkopoti sekundarie un anketésana iegitie dati par patérétaju pieprasijuma izmainam pirms un péc
Covid - 19 noteiktajiem ierobezojumiem. Secinajumi norada, ka Saja nozareé ir liela konkurence, tacu
augsta kvalitate un interesants dizains nodrosinas pieprasijumu.

Atslegas vardi: Sveces; eko sveces; tirdznieciba; tendences; svetki un atpiita.
Ievads

Pédéjo gadu laika svecu patérins Eiropa ir strauji audzis, tacu 2018. gada tas samazinajas
par gandriz septiniem procentiem, lidz 740 000 tonnam jeb 1.44 kilogramiem uz vienu
iedzivotaju. Galvenais iemesls bija gara un karsta vasara, kas liedza cilvékiem sasniegt
pareizo noskanojumu svecu dedzinasanai lidz pat 2018. gada beigam. Svecu pieprasijumu
veicinaja vésie rudens un ziemas vakari, tacu ar tiem nepietika, lai kompensétu zemo
pardos$anas apjomu. Zemais pardoSanas apjoms nodrosinaja svecu uzkrajumu veidoSanos
2019. gada, savukart 2020. gada tas veicinaja jaunas svecu tirdzniecibas tendences
mazumtirgotaju vida. Eiropa lielu popularitati saka iegit produkti, kas tiek razoti,
neizmantojot kimiskas izejvielas, piedevas un metodes, kas ir kaitigas ekosistémai un
cilvéku veselibai visos razosanas posmos, ka rezultata liela dala patérétaju atteicas no
parafina un izvelgjas sertificetu 100% augu izcelsmes vasku. Nozimigs ir arl aromatisko
sveCu pieprasijuma pieaugums, tas tiek plasi izmantotas aromterapija. Aromterapijas
pielietojums ietver sapju mazinaSanu un sirds un asinsvadu slimibu, bezmiega,
saaukstéSanas un klepus arstéSanu. Papildus popularitati sveces ieguva Covid - 19 laika,
kad atputas un izklaides industrijas iespéjas tika stingri ierobeZotas, tapéc sveces kalpoja
ka miera, atpiitas un relaksacijas simbols vai skaists dizaina elements jebkura
majsaimnieciba ka lidz Sim. Mainoties patérétaju interesém un pieprasijumam,

37



f)eka

EKONOMIKAS UN KULTURAS
AUGSTSKOLA

mazumtirgotajiem misdienu konkurences apstaklos jaspéj radit jaunas un nebijusSas
produkta variacijas. (European Candle Association ASBL, 2019)

Pétijuma meérkis ir izpétit ka Covid - 19 noteiktie izklaides un atpiitas ierobeZojumi ir
mainijusi sveCu tirdzniecibas tendences Latvija. Lai sasniegtu merki, tika izvirziti Sadi
uzdevumi:

1. Raksturot svecu tirdzniecibas tendences Eiropa pédéjo gadu laik3,
2. Veikt mediju monitoringu par ierobezojumiem Covid - 19 laika,

3. Veikt Latvijas iedzivotaju aptauju pircéju paradumu izpétei,

4. Identificét svecu tirdzniecibas tendences Latvija,

5. Izteikt secinajumus un priekslikumus.

Lai veiktu izvirzitos uzdevumus, autore izmantoja $adas pétijuma metodes: sekundara
datu analize, statistiska datu apstrade, mediju monitorings, iedzivotaju aptauja un grafiska
analize.

Svecu ka svétku un atpiitas simbola tirdzniecibas tendences

Svecu ka svétku un atpiitas simbola tirdzniecibas nozare tiek pétita pasaules un Eiropas
meéroga. Latvija §1 nozare tiek pétita kopa ar citiem Latvijas un pasaules valstu savstarpéjas
tirdzniecibas precu indeksu grupas izstradajumiem, tapéc literatiira nav pieejama atseviska
informacija par sveCu tirdzniecibas tendencém Latvija. Tikmeér pasaules un Eiropas méroga
tiek veikti pétljumi par sveCu pieprasijumu un piedavajumu péc daZadiem izstradajuma
parametriem, iedalot tos dazadas grupas péc pielietojuma (svecturu sveces, téjas sveces,
figiirsveces, darza sveces un peldoS$as sveces) un apaksgrupas (péc vaska veida, izmeéra,
krasas un aromata). (Candle Market Size, Share & Growth, Industry Trends Report, 2019)

Laika posma no 2015. gada lidz 2019. gadam Eiropas svecu imports pieauga no 1,5
miljardiem eiro lidz 1,6 miljardiem eiro, vidéji gada pieaugot par 1,6% (1.att.). Lidzigi svecu
imports visa pasaulé pieauga no 1,8 miljardiem eiro lidz 2,5 miljardiem eiro. Tas nozime, ka
Eiropas tirgus veido apméram divas tresdalas no kopéja svecu importa. (Centralas
statistikas parvaldes datubazes, 2021)

Vacija Apvienota Niderlande Francija Belgija Austrija
Karaliste

400
350
300

miljoni, €

_ R, NN

ul o ul o ul
o o o o o

o

m2015 m2016 m2017 ®m2018 m2019

1.att. Vado$as sveCu importa valstis, miljoni € (Avots: autora apkopotie dati, 2021)
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2019. gada Vacija joprojam bija galvena valsts Eiropas svecu tirgi, kas veidoja 23% no
importa, kam sekoja Lielbritanija ar 16% un Niderlande ar 11%. Kopa tas veidoja vairak
neka pusi no visa Eiropas sveCu importa, tomér javéerte fakts, ka Eiropas tirgii valstim ir
atSkiriga loma. Lielaka dala Rietumeiropas importétaju savus produktus pardod ne tikai
sava valsti, bet visa Eiropa. (Globally Cool B.V., 2020)

2017. gada Pasaules svecu tirgn lielako pieprasijumu, 48% no kop€ja pieprasijuma, guva
parafins un parafina sveces. Tam par iemeslu var minét parafina zemas izmaksas un spéju
ienemt daZadas formas. Sis naftas blakusprodukts ir piemérots peldo$u svecu
izgatavoSanai, jo vasks ir izturigs pret iideni. Turklat Sie gandriz bezkrasainie produkti viegli
paklaus kraso$anai un sp€j iegiit nepiecieSamo nokrasu atbilsto$i patérétaja majokla
interjeram (2.att.).

20%

48%

32%

= Parafins = Augu izcelsmes vasks = Cits

2.att. Kada vaska sveces izvelas patéretaji, % (Avots: autora apkopotie dati, 2021)

Taja pasa laika, no kopéja pieprasijuma, augu izcelsmes vasks guva 32%, kas skaidrojams
ar augstakam izmaksam neka parafinam. Tac¢u jau 2017. gada tika prognozéts, ka
pieprasijums péc augu izcelsmes vaska augs ta pozitivo ipasibu dél. Augu izcelsmes vasks ir
atjaunojams dabas resurss, tas nav kaitigs cilvékam un videi. Salidzinajuma ar parafinu augu
izcelsmes vaskam ir zemaka kuSanas temperatiira, tapéc tas nav tik bistams lietoSana.

Nesenais korona virusa uzliesmojums un pret to visa pasaulé veiktie pasakumi ir
ietekméjusi starptautisko tirdzniecibu. Paredzams, ka pandémija ietekmés pieprasijumu
péc sada veida produktiem. lerobeZojumu laikd samazinasies aromatisko svecu
tirdznieciba, ta ka aromterapija netiks nodrosinata klatiené. Sobrid ir vérojamas agrinas
svecu tirdzniecibas tendences: patérétdji aktivak iepérkas internet3, izjiit nepiecieSamibu
uzturét labu fizisko un garigo formu, pavada vairak laika majas un mekle izklaidi sava
majsaimnieciba, ka ari tiek atsvaidzinati majvietu un darzu interjeri. Tomeér nav iespéjams
paredzét ka mainisies pieprasijums, jo tas biis tiesi atkarigs no patérétaju ienakumiem,
kurus tie var zaudét pandémijas rezultata. (Ekonomikas ministrijas Sabiedrisko attiecibu
nodala, 2020)

Pétijuma metodologija
Pétijjuma par Svecu ka svetku un atputas simbola tirdzniecibas tendencém Latvija autore
izmantoja kvantitativas un kvalitativas datu vakS$anas metodes. No kvantitativo datu

vakSanas metodeém autore izvéléjas sekundaro datu analizi un dokumentu analizi. Tada
veida tika apkoptas svecu tirdzniecibas tendences pasaulé un Eiropa péc importa raditajiem
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un péc dazadu vaska izstradajumu parametriem, iedalot tos dazadas grupas péc
pielietojuma un apakSgrupas péc vaska veida. Savukart no kvalitativo datu vaksanas
metodém autore izveléjas aptaujas anketu par svecu tirdzniecibas tendencém Latvija un
mediju monitoringu 2021. gada janvari, februarl un marta par pandémijas laika noteikto
ierobezojumu ietekmi uz sabiedribu. Sagatavotie anketas jautajumi tika ievietoti interneta
vietné www.visidati.lv un bija publiski pieejami laika posma no 2021. gada 22. marta lidz
29. martam. Uzskatamai datu atspogulo$anai tikai izveléta grafiska metode.

Pétijuma rezultati

Pétijuma ietvaros tika veikta aptauja, kuras mérkis bija izpétit ka Covid - 19 noteiktie
izklaides un atpitas ierobeZojumi ir mainijuSi svecu tirdzniecibas tendences Latvija.
Aptauja sastavéja no 9 dazada veida jautajumiem, pirmie jautajumi bija vispariga rakstura
jautajumi, lai nepiecieSamibas gadijuma raksturotu respondenta profilu. Derigas anketas
aizpildija 83 respondenti, 66 sievietes un 17 virieSi. Vidéjais respondentu vecums 34 gadi.

Raksturojot patérétaju pieprasijuma tendences, lielaka dala respondentu, 42 no 83
respondentiem, norada, ka tie visbiezak iegadajas figiirsveces un tiem nozimiga ir sveces
forma un dizains, tikmér 27 respondenti izvélas svecturu sveces, 12 téjas sveces un 2 t€jas
sveces, kameér peldosas sveces aptaujato respondentu vidil netiek izmantotas (3.att.).
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Visbiezak iegadajos..
m peldosas sveces 0
darza sveces 2
figlirsvecém 42
tejas sveces 12
H svecturu sveces 27

Respondentu skaits

3.att. Respondentu visbieZak iegadato svecu veids, skaits (Avots: autores anketas rezultatu
apkopojums, 2021)

Savukart izvéloties svecu razoSanas izejvielas, parafina un augu izcelsmes vasku izvélas loti
lidzigs respondentu skaits, 48% un 46%, tikmér 6% no respondentiem izvelas cita veida
vasku (4.att.).
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4.att. Kada vaska sveces izvélas respondenti, % (Avots: autores anketas rezultatu apkopojums,
2021)

Apvienojot anketas jautajumus, vai pandémijas ierobeZojumu laika ir mainijuSies svecu
lietoSanas paradumi un vai pandémijas laika ir mainijusas svecu pieprasijuma tendences,
vairak neka puse no respondentiem noradija, ka pandémijas ierobeZojumu laika to
paradumi un pieprasijums ir mainijies (5.att.).

D
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Respondentu skaits
= N w B (%)
o o

o

Vai pandémijas ierobezojumu laika ir mainijusies svecu lietoSanas paradumi un svecu
pieprasijuma tendences?

mJa mNe

5.att. Vai pandémijas ierobezojumu laika ir mainijusies respondentu svecu lietoSanas paradumi un
sveCu pieprasijuma tendences, skaits (Avots: autores anketas rezultatu apkopojums, 2021)

Secinajumi
1. Covid - 19 noteikto ierobeZojumu laika Latvija ir audzis sveCu pieprasijums un
mainijusas patérétaju pieprasijuma tendences.

2. Latvija patérétaji priekSroku dod figlirsvecém, interesanta dizaina svecém (50 % no
respondentiem) un tikai péc tam svecturu svecém (33 % no respondentiem).

3. 2021. gada patéretaji pieskir lielaku uzmanibu svecu izejvielam un to pieprasijums péc
augu izcelsmes produkta ir lielaks neka 2017. gada.
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4. Lidzigs respondentu skaits izvélas parafina un augu izcelsmes vaska sveces, 48 % un 46
% respondentu.

5. BieZak patéeretaji sveces iegadajas klatieng€, kas skaidrojams ar iespéju parliecinaties par
kvalitati, pareizas krasas tona un aromata izveéli.

6. Pétljums sniedz priekSstatu vaska izstradajumu razotajiem par patérétaju pieprasijuma
tendencém pandémijas laika.

7. Pétijumu iespéjams turpinat, noskaidrojot, kapec patérétajs veic konkretu izvéli, vai 1
izvele ir preces cenas vai patérétaja finansiala stavokla vadita.
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Veronika Kozlova. NEKUSTAMO IPASUMU AGENTURU KONKURENCE RIGA

Ekonomikas un kultiiras augstskola, bakalaura programma “Vadibas zinibas’,
veronikakozlova98@gmail.com

Zinatniskais vaditajs: Dr.oec., profesore Vita Zarina

Anotacija

Pétijuma aktualitate: Riga ir liels skaits ar nekustamo Ipasumu agentiiram un agentiem kopumaj,
tapéc konkurétspéja $aja nozare ir augsta, un katrs no $is nozares uznémumiem censas piesaistit
klientu uzmanibu ar visdazadakajam metodém. Arkartas situacijas ievieSana radija korekcijas
nekustama ipasumu sféra, kad darijjumu skaits sérijveida dzivokliem Rigas centra 2020. gada
pirmaja pusé saruka par 37,5%, savukart Rigas mikrorajonos par 69%. Neatkarigi no t3, ka darijjumu
skaits samazinajas, vidéjas cenas Rigas centra 2020. gada pirmaja pusgada strauji pieauga par 7,6%.
Saja nozaré tikai neilgu laiku bija salidzino$i zemaks pieprasijums, ta¢u péc ta, kad situacija
nostabilizéjas un raditaji kluva labveéligaki, eso$as nekustamo Ipasumu agentiras aktivi turpina savu
darbibu. Izzinot konkurenci un esoSo konkurentu specifiku Saja nekustamo Ipasumu nozare, ir
iespéjams novertet svarigakos kritérijus, faktorus, attistibas iespéjas un pamatnosacijumus pirms
iestaSanas Saja tirgu.

Pétijuma mérkis: Izpétit nekustamo ipasumu agentiiru konkurenci Riga.

Pétijuma metodes: Datu ieguves metodes- mediju monitorings, intervija. Datu apstrades metodes-
statistiska analize.

Sasniegtie rezultati: Tika veikta intervéSana ar merki uzzinat esoSo situaciju nekustamo 1pasumu
agentiiru nozaré Rigas pilséta ka arl definéjumu miisdienigam un konkurétspéjigam uznémumam
Saja sféra. Tika veikts mediju monitorings ar merki izzinat konkurences vidi, un izpétiti statistiskie
dati par noslégtajiem darijjumiem nekustamo ipasumu sféra Rigas pilsétas teritorija.

Atslégas vardi: Nekustamo IpaSumu agentiiras; nekustamo ipaSumu agenti; konkurence.
Ievads

Riga ir saméra daudz registrétu uznémumu, kas nodarbojas ar starpniecibu nekustama
ipaSuma pirkSana, pardosana vai iziréSana, tapéc ari izveidojas attieciga konkurences vide
nekustamo IpaSumu tirgl. Katra nekustamo ipasumu agentira piedava lidzigus
pakalpojumus, kas arl nedaudz sarezgi jaunizveidotam uznémumam $aja sfera straujak,
efektivak attistities. Tomér katra agentiira censas piesaistit klientu loku ar sava uznémuma
ipaSajiem papildus pakalpojumiem, bonusiem, kas ari lauj izcelties konkurentu vidia. Kads
uznémums piesaista ar plasajam datu bazém, kura ir ka esoSie, ta ari potencialie klienti,
kads ar saviem agentiem, Kuri ir profesionali sava joma, un kads iegiist lidera pozicijas
pateicoties socialajiem medijiem.

Darba merkis: Izpétit nekustamo Ipasumu agentiiru konkurenci Riga.
Darba uzdevumi:
1. Veikt konkurences vides izpéti nekustamo Iipasumu sfera Rig3;

2. Izpetit statistikas datus par veiktajiem darljjumiem Rigas pilsétas teritorija
nekustamo ipaSumu tirg(;

3. Izstradatjautajumus un veikt interviju ar nekustamo ipaSuma agentu;
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Darba izmantotas pétnieciskas metodes: Datu ieguves metodes- mediju monitorings ar
meérki uzzinat nekustamo Ipasumu jomas Kkonkurences vides ipasibas, intervija ar
nekustamo ipaSumu agentu. Datu apstrades metodes- statistiska analize ar mérki uzzinat
noslégtos darijumus saistiba ar nekustamo ipaSumu sféru Riga, un transkripcija.

Analitiskais apskats

Konkurence, viennozimigi, ir neatnemams tirgus ekonomikas veidojoss faktors, kas ir
virzitajspéks uznémumiem darboties uz pilnu jaudu. Ta motivé tos pilnveidoties, lauties
jauniem izaicinajumiem un meklét jaunas iespéjas attistities. Bez konkurences nebiitu
iedomajama miisdienu uznémeéjdarbibas vide, un, protams, nekustamo ipaSumu nozare Saja
gadijuma nav iznémums.

Nekustama 1paSuma tirgus Sobrid ir 1pasi aktivs - cilvéki meklé sev piemérotus dzivoklus,
majas un zemesgabalus, lai pieejamos lidzeklus investétu nekustama ipaSuma iegade, kas
paslaik tiek uzskatits par vienu no drosakajiem investiciju veidiem. Interese atspogulojas
lielaja sludinajumu skatijumu skaita, kas péc City24.lv datiem, salidzinot ar pérna gadu
periodu, ir butiski audzis. Savukart nekustamo IpaSumu pardeveéji un attistitaji secinajusi,
ka esosie klienti ir nopietnaki, motivetaki un zino$aki ka jebkad. Ipasi liela interese $obrid
ir par iesp€ju iegadaties privatmaju un/vai zemi. Tas ir vérojams jau no pérna gada
pavasara, kad pandémija tikai uznéma apgriezienus.(City24.lv, 2021)

Konkurencei nekustamo ipaSumu tirgt tiek pievérsta uzmaniba jau vairakus gadus, jo $1
tirgus nozare ir loti mainiga, atkariga no pieprasijuma, ekonomiskas situacijas valsti, no $is
nozares parstavjiem, likumdoSanas un citiem faktoriem. Tadéjadi ari laika gaita ir
izveidojusas sava veida gritibas, problémas ar kuram saskaras ka agentiiras, ta ari toposie
klienti. Gritibas ar ko saskaras $aja joma ir ciesi saistitas ar nozares parstavju kvalifikaciju
un uzticamibu, kas ari strikti ietekmé Saja nozaré godigas konkurences veidoSanos un
veiksmigu $1 tirgus attistibu.

“Latvijas nekustamo IpaSumu tirgi ir vairakas pamatproblémas, kas nesekmé ta veseligu
izaugsmi, un, kameér tas netiks apzinatas un novérstas, nevarés runat par esoSajiem
apstakliem atbilstoSu nekustamo ipaSumu tirgus attistibu.” uzskata Latvijas Nekustamo
ipaSumu darijumu asociacijas (LANIDA) biedrs, SIA "Real Estate Jurmala" valdes loceklis
Igors Danilevics. Péc vina teikta, Latvijas nekustamo 1paSumu tirgi ir novérojamas vairakas
pamatproblémas. Viena no problémam, ar kuru jau daudzu gadu garuma cinas ari LANIDA,
ir ipaSumu tirgus nesakartotiba no likumiska viedokla, lai So jomu sertificétu, lai taja
stradajosajiem biitu likumiski noteikta atbildiba, lai tirgus batu legals utt. "Sobrid sanak, ka
jebkurs, kas iedomajas, var nodarboties ar IpaSumu tirgoSanu un nosaukt sevi par
specialistu. Potencialos klientus uzruna cilveki bez kompetences, pieredzes, un, ja vien 20%
tirgus darbojas profesionali un godpratigi, ievérojot étikas kodeksu, bet 80% tirgus valda
pilnigs haoss, tad ir neiespéjama godiga konkurence.” sacija Danilevi¢s. Ka vél vienu
veseligas tirgus attiecibas bremze&joSu faktoru eksperts minéja to, ka biezi vien trikst
normalu partnerattiecibu starp agentiem - nenotiek informacijas apmaina ar kolégiem,
iztrikst savstarpéjas uzticibas. "Ir neliela grupa agentu, kas godpratigi un profesionali veic
savu darbu: pareizi izprot tirgu, mégina sniegt péc iesp&jas kvalitativaku pakalpojumu un
sadarbojas ari sava starpa. Redzam, ka tirgl ir kompanijas un starpnieki, kuru meérkis ir
nevis kvalitativs pakalpojums, bet gan - "ietirgosana". “Konkurence ir nepiecieSama, bet tai
ir jabut veseligai,"” uzsvera Danilévics. (Danilévics, 2016)

Minétas pamatproblémas visvairak piemit un raksturo nekustamo ipaSumu jomu Rig3, jo
Riga bazejas visvairak $is nozares uznémumu, un veikti darijumi. Problémam, kuras tika
pieminétas augstakminétaja intervija tiek pievérsts ar vien vairak uzmanibas, jo situacija uz
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doto bridi pakapeniski uzlabojas, pateicoties 2020. gada ieviestajam “Nekustama ipasuma
darfjjumu starpnieku darbibas likumam” un Latvijas nekustamo IpaSumu darijjumu
asociacijai. S1 asociacija ir brivpratiga, sabiedriska organizacija, kura nodarbojas ar
setificeétu nekustamo IpaSumu agentu un to asistentu apvienoSanu. Pateicoties Siem
labveligajiem faktoriem nekustamo ipaSumu joma arl turpmak sekos kvalitativas
parmainas, kuras sekmés godpratigu un veseligu konkurenci.

Kops 2016. gada Latvija norisinas konkurss “Gada agents”, kura ietvaros izvélas nekustamo
ipasSumu nozares profesionalus, $is pasakums pédéjo reizi norisinajas 2019. gada. Konkursa
devize ir "Mans ipasumu agents, kuram uzticos!", ar ko cie$i saistits ari pasakuma mérkis
- paaugstinat nekustamo IpaSumu agenta profesijas reitingu un prestizu, pievéerst
sabiedribas uzmanibu augstu kvalitates standartu veidosanai nekustamo ipasumu tirgus
joma, veicinat agentu pasizglitoSanos un tirgus dalibnieku kvalifikacijas celSanu.
Nekustamo Ipasumu Kompaniju agenti veseligd un draudzigd sacensibu gara meérojas
spekos atjautiba, veikliba un erudicija. Péc pirmo parbaudijumu veikSanas, no kopuma 13
komandam konkursa finalam kvalificéjas un par labako nekustamo ipaSumu agentu godu
sacentas seSu kompaniju komandas: "Elitestate", "Vestabalt", "Tribus Realty"”, "Latio", "Codo
Real”. Konkursa organizatori pauz lielu gandarijumu par iepriekséjos gados sanemto lielo
interesi un iesaisti no dalibnieku puses, tapéc nav Saubu, ka konkurss ir biitisks un vajadzigs
notikums nekustamo ipasumu tirgi. (City24.lv, 2019) Var secinat, ka piedaloties Saja
konkursa, nekustamo ipaSumu agentiiras- konkursanti, viennozimigi, ce] sava uznémuma
statusu, un klist konkurétspéjigaki saja tirgus vide, ka ari parada cik profesionali, zinosi un
uzticami ir vinu agenti, kas noteikti imponétu toposajiem klientiem.

Pétijuma metodologija

Pétljuma ietvaros tika veikta intervija ar nekustamo ipaSumu agentu, kurs sava darbosanas
laika Saja konkreétaja sféra ir iepazinies ar darbibas specifiku, ipasibam un konkurentiem, ar
meérki uzzinat kada Sobrid ir situacija ar konkurenci starp Rigas nekustamo IpaSumu
agentiiram, un vai pastav savstarpéja sadarbiba starp tam. Ka arl uzzinat respondenta
viedokli par to, kadas 1pasibas piemit musdienigai un konkurétspéjigai nekustamo ipaSumu
agentiirai, kas spétu izcelties citu, Saja sféra darbojoSos uznémumu, vidi. Tika izpétiti
statistikas dati par veiktajiem darijumiem nekustamo IpaSumu nozaré un darbibas
specifiku, kuru ietekméja arkartas situacija.

Pétijuma rezultati

Statistikas datu analize

Aktualos datus saistiba ar nekustamo IpaSumu nozari sniedz “Valsts zemes dienests”, kas
publicé informaciju par veikto darljjumu skaitu, cenu limeniem, to izmainam un citus ar
nekustamo ipaSumu objetkiem saistitos raditajus.

Tika izpeétiti dati par veikto darljumu skaitu nekustamo 1paSumu tirgia Riga par 2019. un
2020. gadu, tadas kategorijas ka dzivokli, €kas, telpu grupas, zeme, zeme ar ékam, kuras bija
vislielakais darijumu skaits abos gados. Saistiba ar izsludinato arkartas situaciju valsti 2020.
gada kritas darljumu skaits salidzinot ar 2019. gadu. Vismazaka starpiba darijumu skaita
starp abiem gadiem bija darijumos ar ékam, savukart vislielaka starpiba- dzivokliem. (1.
tabula)
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1.tabula. Veikto darijumu skaits vispieprasitakajos nekustama ipasuma veidos Rigas teritorija 2019.
- 2020. gads (Avots: Valsts zemes dienests, 2021)

Darfjumu skaits
Gads

Dzivokli Ekas Telpu grupas Zeme Zeme ar gkam
2019. 9916 468 2055 2597 1202
2020. 8953 338 1827 2439 995

Tika izpetiti dati, kur noraditas serijveida dzivoklu vidéjas cenas par kvadratmetru un
darjjumu skaits laika posma no 2015. gada lidz 2020. gada pirmajam pusgadam.
Salidzinajuma var secinat, ka gan Rigas centra, gan Rigas mikrorajonu cenu pakapenisku
pieaugumu lidz pat 2020. gadam. Sakara ar ieviesto arkartas situaciju valsti 2020. gada 1.
pusgada Rigas centra darijumu skaits samazinajas, bet dzivokla vidéjas cenas paaugstinajas.
Savukart mikrorajonos 2020. gada pirmaja pusé gan vid€ja cena, gan darijumu skaits
samazinajas salidzinot ar 2019. gadu. (2. tabula)

2.tabula. Serijveida dzivoklu vidéjas cenas un darijumu skaits no 2015. gada pirmajam pusgadam lidz
2020. gada pirmajam pusgadam (Avots: Valsts zemes dienesta dati)

Pusgads Rigas centrs Rigas mikrorajoni
Videja cena | Darljjumu skaits | Vidéja cena | Darijumu skaits
EUR/m? EUR/m?
2015-1 961 128 626 1751
2015-2 1047 207 633 2106
2016-1 1019 215 687 2142
2016-2 1075 187 715 2285
2017-1 1145 168 768 2270
2017-2 1094 224 788 2314
2018-1 1166 191 829 2180
2018-2 1200 244 844 2395
2019-1 1256 200 864 2307
2019-2 1263 232 853 2352
2020-1 1361 87 829 1614

Intervijas analize
Veicot pétijumu par nekustamo ipasumu agentiru konkurenci Rig3, tika veikta intervija ar

nekustamo IpaSumu agentiiras “Imperio Estate Latvia” parstavi. Agentiira nodarbojas ar
starpniecibu nekustama ipasuma pirkSana, pardoSana un iziréSana par atlidzibu vai uz
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liguma pamata, ka ari sniedz konsultacijas jautajumos, kas saistiti ar nekustamo ipaSumu
sféru. Intervija tika izskatiti jautajumi par konkurenci starp nekustamo ipasumu
uznémumiem, konkreéti Rigas pilséta, kopuma par to kads musdienas ir konkurétspéjigs un
veiksmigs uzpnémums Saja sféra, par sadarbibas iespéjam starp tiem un attistibas
galvenajiem faktoriem péc respondenta domam.

Pirmaja jautajuma tika apskatits, kadiem faktoriem japievers uzmaniba, lai toposais Klients,
kur$ veélas iegadaties vai pardot nekustamo ipaSumu, pareizi izvelas sev piemeérotu
agentiiru, uz ko tika sniegta atbilde, ka pirmais, ko vajadzétu izdarit ir izpétit atsauksmes
interneta par kompaniju vai atseviSkiem tas darbiniekiem, jo uznémuma imidZzs ir loti
svarigs faktors musdienu darba tirgus vide. Péc ta izveloties vairakus agentus, uzdot tiem
intereséjoSos jautajumus, jo péc atbildém var spriest, kur§ varétu bus klientam
vispiemeérotakais. Konkretizéjot, vai ir bijusi lidziga tipa darijumi, vai, pieméram, darbinieks
var ieteikt kolégi kurs strada attiecigaja privataja vai komercsektora.

Sekojosais jautajums tika uzdots ar mérki, lai uzzinatu ka “Imperio Estate Latvia” parstavis
raksturotu uz So bridi esoSo konkurences vidi starp uznémumiem S$aja nekustamo ipaSumu
nozareé konkreéti Rigas pilséta? Respondenta viedoklis $aja jautajuma ir tads, ka uznémumu
nekustamo ipasumu sféra ir salidzinosi daudz, bet konkurenci péc agenta darbibas
pieredzes var vairak vértét ka sapratigu un veseligu. Vel respondents pieminéja, ka ar kaut
kadiem butiskiem parkapumiem vai negodpratigu ricibu $aja nozaré vin$ nav saskaries, jo
péc vina domam agentiiram noteikti ir saprasana par to, ka Sis varétu tikai kavét
uznémeéjdarbibas sekmigu turpmaku attistibu.

Nakamaja jautajuma bija prasits nosaukt, péc respondenta domam, konkurétspéjigakas
nekustamo IpaSumu agentiiras Riga, un isuma paskaidrot kapéc konkreéti $is? Parstavis
nosauca sekojoSos uznémumus- Imperio Estate, AVER Brokerage, Tribus Realty, Latio,
Dream Property, Oberhaus Real Estate, ARCO Real Estate, KIVI Real Estate. Sie nosauktie
uznémumi, péc respondenta domam, strauji attistas, iegulda daudz darbaspéka, zinasanas
un citus resursus, it ipasi Sobrid, kad ir daudz dazadu uznémeéjdarbibu ietekméjosu arejo
faktoru. Ka arl viniem ir kompetenti, ambiciozi, stradigi darbinieki, kas darbojas
viennozimigi klientu laba un vélas iegiit papildus jaunas zinasanas un pieredzi.

Ceturtaja jautajuma tika vaicats par to, vai vispar pastav savstarpéja sadarbiba starp
nekustamo ipaSumu agentiiram un ka ta izpauzas? Péc respondenta atbildes var spriest, ka
noteikti ir, jo ka zinams uznémumi pasi veido konkurences vidi sev apkart un visi vélas tikai
labvéligus apstaklus, protams, nekustamo 1paSumu sféra nav iznémums. Ir gadijumi, kad
vienas agentiiras Klienta vélme sakrit ar otras agentiiras piedavato objektu, tad uznémumi
sava starpa sazinas un sadarbojas, tadéjadi abpuséji tiekot pie darijuma, pie konkrétiem
noteikumiem, ka, pieméram, komisijas maksas daliSana uz pusém.

Intervijas turpinajuma tika jautats par to ka respondenta parstavétais uznémums izmanto
galvenas metodes, lai uzturetu, virzitu un attistitu uznémuma imidZu/telu? Respondents
deva skaidru atbildi par to, ka galvenais ir profesionali izveidota, parskatama majaslapa, kas
noteikti darbojas ari ka reklama priekS Kklientiem. Liels virzitajspéks ir parstavéeta
uznémuma plasajai datubazei, kas lauj potencialiem klientiem veiksmigi atrast piemérotu
objektu, péc vinu izvélétajam prasibam. Protams, liela nozime ir ar1 socialiem medijiem, jo
ar1 konkeérti $i respondenta parstavétais uznémums "Imperio Estate Latvia” attistas, un
Sobrid socialaja tikla “Facebook” vinu lapai sekotaju skaits ir viens no lielakajiem Latvija
starp nekustamo ipaSumu agentiiram, kas, viennozimigi, ir svarigs raditajs.

Nosléguma tika uzdots jautajums ar merki uzzinat ka parstavéta uznémuma respondents
noraksturotu musdienigu, veiksmigu un konkurétspéjigu nekustamo ipasumu agentiiru,
kura varét konkurét saja tirgii? Péc respondenta domam agentiirai, kas atbilstu Siem visiem
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kritérijiem noteikti piemit viss augstakminétais iepriekSejas atbildeés, un, protams, viena no
svarigakajam sastavdalam ir laba komanda, jo darbinieki ir tie, kuri sniedz pakalpojumu.
Darbiniekam ir jabut zinatkaram, tadam, kurs veélas visu laiku attistities, pilnveidoties un
jabut gatavam uz jauniem izaicinajumiem. Ka arl japiemit stresa izturibai un
psihoemocionalai stabilitatei, kas lautu pielagoties situacijam, jo darijumi un klienti ir loti
dazadi, un vienmeér ir kaut kadas nianses ar kuram jasaskaras. Kopa Sie faktori ari veido
konkurentspéjigu uznémumu, kurs spé€j pieradit un darit vairak. Péc parstavéta uznémuma
“Imperio Estate Latvia” intervijas respondenta domam S$ie ir galvenie faktori, kuriem biitu
japiemit miusdienigai nekustamo Ipasumu agentiirai, ka arl tas, ka parstavéetajam
uznémumam arl piemit Sie nosauktie elementi.

Secinajumi

1. Nekustamo ipaSumu nozaré laika gaita ir izveidojusas vairakas pamatproblémas,
kas kave pilnigu un veseligu $is nozares attistibu;

2. Savstarpéjas sadarbibas, partnerattiecibu un uzticamibu neesamiba starp
agentiiram ietekmeé $is sferas konkurences vidi.

3. Konkurss “Gada agents” labveligi ietekmé un sniedz uzticamibu potencialajiem
klientiem par agenttram, kuras piedalas un izrada savu darbinieku profesionalitati.

4. Arkartas situacijas ievieSana 2020. gada pirmaja pusé radija korekcijas nekustama
ipaSuma tirgh, konkréti cenu limena un darijumu skaita izmainas, kas kopuma
nebija kritiskas;

5. Sobrid situdcija nekustama Ipa$uma konkurences vidé pakapeniski uzlabojas un
konkurences vidé ir manamas kvalitativas parmainas pateicoties sakartotai
likumdos$anai, un “Latvijas Nekustamo ipaSumu darijumu asociacijai”
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Liga Kristovska. CILVEKRESURSU TRUKUMS MEDICINAS NOZARE

Ekonomikas un kultiiras augstskola, bakalaura programma “Vadibas zinibas”,
liga.kristovska @icloud.com

Zinatniskais vaditajs: Dr.oec. profesore Vita Zarina

Anotacija

Pétijuma aktualitate: Veselibas apripes sistémas funkcionéSanas svarigs pamatnoteikums ir
optimals medicinas personala skaits. Sobrid veselibas apriipes sistéma Latvija ir nonakusi lidz
situacijai, kad medicinas personals trikst gan prestizas universitates slimnicas galvaspilséta, gan
regionalajas slimnicas visa valsti. Slimnicas ir nonakusas 1idz solim, kad nakas pievilinat medicinas
personalu motivéjot ar modernu darba vidi, finansialu atbalstu un pat nodrosinot dzivesvietu. Péc
Veselibas ministrijas Revizijas komisijas 2019.gada datiem nozaré trikst vismaz 3598 medicinas
masu un 295 vecmasu. 55% arstniecibas un atbalsta personu ir vecuma virs 50 gadiem. Vairakas
arstu specialitates situaciju var saukt par kritisku, jo, pieméram, 65% no valstl praktizejoSiem
arstiem ar kirurga specialitati ir vecaki par 50 gadiem, tai skaita 21% specialistu ir sasniegusi 65
gadus. Tikai 52% masu un 54% vecmasu péc studiju pabeigSanas uzsak darba gaitas Latvija. Un
kopuma tikai 65% no jauniem specialistiem, kuri ieguvusi kvalifikaciju, pec diploma sanemsSanas
paliek Latvijas darba tirgi. [“Cilvekresursi veselibas apriipe” 2019].

Pétijuma merkis: izvértet faktorus kapéc kvalificets medicinas personals izveélas nestradat
medicinas nozare.

Pétijuma metodes: literatiiras analize, aprakstosas statistikas metode, grafiska anketéSanas analize.

Sasniegtie rezultati: Petijjuma ietvaros tiks analizéts stud€joSo skaits medicinas nozaré un kriteriji
ka studenti péc kvalifikacijas iegiiSanas izvelas darba vietu. Tiks arl analizéti faktori kapéc dala no
medicinas studiju absolventiem izvélas nestradat medicinas nozare.

Atslegas vardi: Veseliba; apripe; cilvékresursi; medicina.
Ievads

Medicinas tehnologijas, arstniecibas metodes un medikamentu efektivitate Sobrid ir strauji
attistijusas, lai sniegtu aizvien kvalitativakus veselibas apriipes pakalpojumus, tacu
neizpaliek cilvékresursu klatbiitne Sajos procesos. Veselibas apriipes specialistiem ir Joti
nozimiga loma sabiedribas veselibas uzturé$ana un saglabasana. Lai veselibas apriipes
specialisti So lomu spétu pildit kvalitativi, tiem ir nepiecieSama atbilstoSa izglitiba,
sertifikacija, kvalifikacijas uzturéSana un pilnveide. Starpiba starp veselibas apriipes
specialistu pieprasijumu un piedavajumu gadiem ejot kliist aizvien ievérojamaka, lidz ar to
cilvekresursu triikkums ir viena no galvenajam problémam veselibas apripes sistéma.

Pasaules Veselibas organizacija uzskata, ka veselibas apripes darbinieku pietiekamibai un
kvalifikacijai ir izSkiro$a nozime veselibas apripes uzlaboSana. Lai ikviena valsti izveidotu
efektivuy, iedarbigu, stabilu un ilgtspéjigu veselibas apriipes sistému, ir nepiecieSams ne tikai
apzinat sabiedribas vajadzibas, bet ari iegit padzilinatu izpratni par cilvékresursiem
veselibas apripé un nepiecieSamajiem ieguldijumiem taja. [“Cilveékresursi veselibas
aprupe” 2019]

Lai gan arstu skaits pret iedzivotaju skaitu Latvija ieklaujas vidéja limeni starpvalstu
salidzinajuma, tomeér ir vérojams atsevisku specialitasu arstu trilkums, savukart regionos ir
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veérojams arstu specialistu trikums gandriz visas specialitatés. Kritiski nozaré trikst
Cilvekresursu planosanas metodika ir balstita starptautiskaja prakse, bet ta neaptver
Latvijas veselibas apriipes sistemu kopuma Nozare trikst vismaz 3598 medicinas masu un
295 vecmasu. medicinas masu un vecmasu - péc revidentu aplésém nozaré papildus
nepiecieSamas vismaz 3598 medicinas masas un 295 vecmates. [“Cilvékresursi veselibas
apripe” 2019]

Uz kopeja Eiropas Savienibas (ES) valstu fona, Latvija veselibas nozares cilvékresursu
nodroS$inajuma problémas ir daudz izteiktakas, jo Latvija veselibas un socialas apripes
nozare ir to nozaru vidg, kur lielakais nodarbinato ipatsvars ir vecuma virs 50 gadiem,
joprojam vairak ka pusei no kop€ja arstu skaita pamata darba vieta ir Riga. Latvija masu
nodroS$inajums ir Kkritiski zema limen1 un bitiski, ka slimnicas, kur tiek nodroSinata
neatliekama mediciniska palidziba, sekundara un terciara limena veselibas apripe,
nodarbinato arstu skaits Latvija ir uz pusi mazaks ka vidéji Ekonomiskas sadarbibas un
attistibas organizacijas (OECD) valstis. [“Cilvékresursi veselibas apripé” 2019]

Pétijuma meérkis ir izvertet faktorus kapéc kvalificeéts medicinas personals izvélas nestradat
medicinas nozare.

Lai sasniegtu pétija merki tiek izvirziti sekojosi uzdevumi:
1. Izpetit cilvekresursu buitibu no teorétiskas puses.

2. lzstradat pétijuma metodologiju un veikt cilvékresursu trikuma medicinas nozaré
analizi.

3. lzstradat secinajumus par cilvékresursu triikuma faktoriem medicinas nozareé.

Pétijuma ietvaros datu ieguvei izmantotas metodes ir literatiiras analize un nozares
eksperta intervija, ka ari datu apstradei izmantotas metodes ir aprakstosas statistikas
analize un sekundaro datu analize.

Analitiskais apskats

Cilvekresursi un to nozimigums uznémuma pastavésand un attistiba ne vienmér tiek
saprasts un novertéets. Runajot par cilvékresursu nozimigumu noteikti japiemin ievérojama
miusdienu biznesa elites parstavja Ricarda Brensona (Richard Branson) citats: “Klienti nav
galvenais, darbinieki ir galvenais. Ja riipésies par saviem darbiniekiem, tad vini pariipésies
par taviem klientiem.”. Ir loti daudzi uznémumi un cilveki kas nesaprot So filozofiju, tacu
gandriz ik vien kaut reizi dzivé ir dzirdgjis teicieni: “Ka maks3, ta strada.”, un zemteksts jau
abam $im domam ir stipri vien lidzigs. Ar1 profesors Ilgvars Forands sava gramata “Paligs
personala specialistiem” akcenté to, ka: “jédziens cilvékresursu parvaldiba ir, kad cilvéku
grupa tiek uzskatita par resursu un uznémuma panakumu sasniegSanas faktoru, kas
nodrosina kopéjas sistémas funkcionésanu.”.[Forands, 2007, 34.1pp.]

Ar1 veselibas apriipes nozare, kad tiem iegadatas jaunas iekartas, remontétas modernas
telpas un veikti nozimigi pétijumi, nereti péc Siem ieguldijumiem vadoSie personazi saprot,
ka nav jau kam stradat Sajas modernajas telpas ar jaunajam iekartam. Tapéc loti svarigi ir
saprast cilvékresursu nozimigumu.

Cilvekresursu triikuma medicinas nozaré analizei tika veikta Latvijas Republikas Valsts
kontroles Revizijas komisijas 2019.gada zinojuma izpéte. Saja dokumenta ir Joti detalizéti
pétita veselibas apripes nozare tiesi no cilvékresursu viedokla. Valsts kontroles uzdevums
veicot So reviziju, bija noskaidrot vai Veselibas ministrijas istenota nozares cilvékresursu
attistibas politika ir devusi gaidito rezultatu.
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OECD 2016.gada pétijuma secinats, ka nekad ieprieks pasaulé nav bijis tik liels daudzums
arstniecibas personu uz iedzivotaju skaitu, tapéc valstim papildus pietiekamibas
nodros$inasanai prioritari ir jadoma par arstniecibas personu izglitibu un specializaciju, lai
“pareizas kvalifikacijas arsts vai masa arstétu un apriipétu pacientu pareizaja vieta un laika”.
[“Health Workforce Policies in OECD Countries: Right jobs, right skills, right places” 2016]

Latvija saskaras ar darbaspéka trikumu veselibas apriipes nozaré, ko atspogulo viens no
zemakajiem medmasu skaita raditajiem ES valstis (46 uz 10 000 iedzivotaju, salidzinot ar
84 ES vidéji) un par ES vidéjo raditdju nedaudz zemaks arstu skaits (32 uz 10 000
iedzivotaju, salidzinot ar 36 ES vidéji). Arstniecibas iestades norada, ka ir gruti pienemt
darba un saglabat pietiekamu skaitu kvalificétu darbinieku, galvenokart, zema atalgojuma
dél. [“Cilvekresursi veselibas apriipe” 2019]

Valsts kontroles revizija tika secinats, ka Veselibas ministrijas istenotd nozares
cilvekresursu attistibas politika nav devusi gaidito rezultatu un ka galvenie iemesli minéti
nepietiekama politiska griba, finanséjuma un kapacitates nepietiekamiba.

Pétijuma metodologija

Pétijjuma gaita tika izmantota literatiiras analize, kuras laika tika definéta cilvekresursu
butiba un nozimigums. Tika izstradata aptaujas anketa, ar kuru tika ievakti dati no vienas
medicinas koledZas pédéjo tris gadu absolventiem divas studiju programmas, kuri ieguvusi
kvalifikacijas masa un arsta paligs.

Petijuma rezultati

No 333 nosutitam aptaujas anketam 47 netika piegadatas adresatiem tehnisku iemeslu dél,
kas var but kliidaini noradits e-pasts vai vairs neeksistéjoss e-pasts, lidz ar to par veiksmigi
nosutitam uzskatamas 286 anketas (1.tabula). No Sim 286 anketam, atbilde tika sanemta
tikai uz 71 anketa, kas sastada 21,3% no tris gadu absolventiem. Atsauciba, iesp€jams,
skaidrojama ar situaciju valsti un 81 briZa noslodzi medicinas iestadés.

1.tabula. Absolventu skaits 2017./2018. studiju gads lidz 2019./2020. studiju gads (Avots: autora
apkopojums)

Studiju gads _Kvalifivkéciiu: arsta paligs, Kvalifikaciju: masa, i?guvuéo Kopa
ieguvuso absolventu skaits absolventu skaits
2019./2020. 30 69 99
2018./20109. 52 65 117
2017./2018. 58 59 117
Kopa: 140 193 333

No aptaujatajiem absolventiem 92% bija sievietes. Visvairak respondentu bija vecuma
grupas 20 lidz 29 gadi un 30 lidz 39 gadi, katra grupa pa 21 respondentam, tikai par 1
respondentu mazak bija vecuma grupa 40 lidz 49 gadi. Dzivesvietas teritorijas zina
visvairak respondentu parstavétas bija Riga, Pieriga un Liepaja.

No anketas iesnieguSajiem respondentiem 66% ir ar kvalifikaciju masa, bet 34% ar
kvalifikaciju arsta paligs. Sobrid medicinas nozaré strada 75% no kvalifikiciju ieguvusajiem
respondentiem, 15% stradaja vairak ka gadu péc kvalifikacijas iegiSanas un tad to
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partrauca, tacu 3% respondentu nozaré stradaja mazak ka gadu péc kvalifikacijas iegiiSanas.
7% nav stradajusi nozareé.

Tie, 25% kuri nav stradajusi un Sobrid nestrada nozaré tika parvirziti uz nakamo jautajumu,
vai nakotné plano atgriezties Saja nozaré. No 25% respondentu 7% plano atgriezties
medicinas nozar€, 15% nav parliecinati, tacu 3% ir parliecinati, ka noteikti neatgriezisies
medicinas nozare (1.att.).

noteikti né
11%

ja, noteikti
28%

1.att. Vai nakotne planojat stradat medicinas nozaré. (Avots: autora veiktas aptaujas rezultatu
apkopojums)

Tiem 25% respondentu, kuri nav stradajusi vai Sobrid nestrada medicinas nozareé tika jautat
par faktoriem, kas ietekméja So lemumu. Ka nozimigakie faktori tika atziméti atalgojums
(18%), slodze (13,7%) un gimene (12,5%). Vismazsvarigakais faktors ir profesijas prestizs,
to netika atzimeéjis neviens respondents (2.att.).

gimene | INSHEN 6 |

psihologiska atmosféra darba S 4 [ —
slodze |G 6 [ ¢ B

atalgojums NN

N
o

profesijas prestizs

o

5 10 15 20

m 1 (neietekméja) 2 (ietekméja, bet nebija noteicosais) ™ 3 (Joti ietekméja)

2.att. Galvenie faktori, kas ietekméja Jusu izvéli nestradat medicinas nozaré. (Avots: autora veiktas
aptaujas rezultatu apkopojums)

Secinajumi

Sis aptaujas rezultatus ir diezgan griiti interpretét ka objektivus nozares radijumus,
galvenokart, absolventu zemas atsaucibas dél, kas savukart skaidrojama ar Sobrid
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palielinato slodzi nozare, ka arl to, ka tika aptaujati tikai vienas izglitibas iestades
absolventi.

Tacu loti nozimiga ir tieSi faktoru, ka dé] absolventi ir izvél€juSies atteikties no darba
medicinas nozar€, analize. Ka redzams 2.attéla, tad profesijas prestiZs ir faktors kas
neietekmeé So izvéli, tacu visvairak ir noradits uz atalgojuma faktoru un slodzi, kura savukart
sasaucas ar treso novertetako faktoru: gimene. Jo lielaka ir slodze veselibas apriipes
specialistam, jo mazak laika tam atliek gimenei, un nav jau noslépums, ka bieZi veselibas
aprupes darbinieki strada pat vairakas slodzes, dazadas veselibas apriipes iestadés, tadel
faktors: gimene, nereti uzvar $aja cina.

Galvenais secinajums, no 31 pétijuma kurs sasaucas ar1 ar Valsts kontroles revizijas zinojuma
minéto, ir sistémas nepilnibas. Sistémas valstiska limeni. Ja tiktu sakartots veselibas
aprupes darbinieku atalgojuma jautajums, tad darbinieki nebiitu spiesti stradat vairakas
iestades, vairakas slodzes, lai sanemtu adekvatu atalgojumu, kas savukart nenovestu pie
izvéles starp darbu un gimeni.

Izmantotas literatiiras un informacijas avotu saraksts

Forands, I. (2007). Paligs personala specialistam. Riga: Latvijas Izglitibas fonds.

LR Valsts kontrole (2019) Cilveékresursi veselibas apripé. Elektroniskais resurss [skatits
23.03.2021.]. Pieejams: https://static.lsm.lv/documents/oy.pdf

OECD (2016) Health Workforce Policies in OECD Countries: Right jobs, right skills, right places.
Elektroniskais resurss [skatits 23.03.2021.]. Pieejams: https://read.oecd-ilibrary.org/social-issues-
migration-health/health-workforce-policies-in-oecd-countries_9789264239517-en#page4
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Matiss Kucinsks, Ivars Stepanovs, Evija Beidzale. COVID - 19 PANDEMIJAS
IETEKME UZ PASNAVIBU SKAITA PIEAUGUMU

Ekonomikas un kultiiras augstskola, bakalaura programma , Vadibas zinibas”,
matiss.kucinsks@gmail.com, fenix816th@gmail.com, evija.beidzale@gmail.com

Zinatniskais vaditajs: MBA, docente Jelena Budanceva

Anotacija
Pétijuma aktualitate: Covid -19 ir kluvis par miusdienu realitati, ar kuru sadzivojam un kurai
pielagojamies ik dienas. Nezina par nakotni, finansiala krize, bezdarbs, sociala izolacija ir tikai dazas
no pandémijas raditajam problémam, ar kuram sabiedriba sadzivo ik dienas. Jo ilgak nakas dzivot
pandémijas apstaklos, jo spécigakas sekas ta rada sabiedriba. Pandémija spécigi ietekmeé ne tikai uz
fizisko veselibu, bet arl uz sabiedribas psihisko veselibu. Krizes sekas ir smags emocionals
pardzivojums lielai dalai sabiedribas.

Pétijumi un statistikas dati parada negativu tendenci - Covid-19 pandémijas ietekmé gan Latvija, gan
pasaulé pieaudzis gan depresiju , gan pasnavibu skaits. Latvijas Psihologu biedribas padomes
priekSsédetaja Edite Kalnina norada, ka pasnavibu skaits Latvija pieaudzis par 5-7%, savukart, Rigas
Stradina universitates veiktaja aptauja teju 20% Latvijas iedzivotaju apstiprinajusi, ka pandémijas
laika ir piedzivojusi negativo stresu vai pat depresiju. Tas ir nopietns signals, kas norada, ka Sai
problémai japievérS pastiprinata uzmaniba. Turklat, krizes raditas sabiedriba visticamak bus
jutamas arl péc pandémijas beigam. (Ambote, 2020)

Pétijuma meérkis: Izanalizét ka Covid-19 pandémija ietekmé mainas izdarito pasnavibu skaits.
Pétijuma metodes: Sekundaro datu analize - esoSo pétijumu un statistikas datu analize.

Sasniegtie rezultati: Noskaidrotas tendences, ka Covid-19 pandémija ietekmeé sabiedibas interesi
par pasnavibu.

Atslégas vardi: COVID-19; pandémija; paSnaviba
Ievads

Globala Covid-19 pandémija ieilgst, atstajot spécigas sekas sabiedriba. AugSupejoSie
saslimSanas un mirstibas raditdji neliecina par tuvojosam pandémijas beigam.
lerobeZojumu apmeérs slimibas izplatibas mazinasanai tiek palielinats, socialo kontaktu
skaits tiek samazinats. Jo ilgak dzivojam pandémijas apstaklos, jo smagakas sekas izjitam
sabiedriba. Lielai sabiedribas dalai $is laiks ir ]oti sarezgits - nomoka nezina par nakotni,
finansiala krize turpina pienemties spéka, ierobezojumi, noskirtiba no draugiem, kolégiem
un gimenes, finansialais nedroSums ir smags emocionals pardzivojums.

Vairaki nesen veikti pétijumi liecina, ka Covid-19 pandémija ietekmé ne tikai fizisko
veselibu, bet ari psihisko veselibu. Galvenie faktori, kas ietekmé psihisko veselibu, ir
neskaidriba, apdraudétibas sajiita, trauksme, Saubas, bailes par ekonomisko situaciju, bailes
no saslimsanas. Tapat valda satraukums vai vajadzigaja bridi bis iespéjams sanemt
nepiecieSamo medicinisko palidzibu. Visi Sie apstakli spécigi ietekmé sabiedribas psihisko
veselibu un labsajitu, un var veicinat pasnavniecisku uzvedibu.

Pétijumi liecina, ka gan Latvija, gan pasaulé Covid-19 pandémijas laika pieaudzis depresiju
un art pas$navibu skaits. Latvijas Psihologu biedribas padomes priekSsédetaja Edite Kalnina
norada, ka pasSnavibu skaits Latvija pieaudzis par 5-7%, savukart, Rigas Stradina
universitates veiktaja aptauja teju 20% Latvijas iedzivotaju apstiprinajusi, ka pandémijas

54



\ENTI4
& <3

& g %
=LE= ()eka
7( 2001 "\(I( 3 / EKONOMIKAS UN KULTORAS
6‘(¢ (5)
RTA OV = AUGSTSKOLA

laika ir piedzivojusi negativo stresu vai pat depresiju. Tas ir nopietns signals, kas norada, ka
Sai problémai japievéerS pastiprinataka uzmaniba. Turklat, krizes raditas sabiedriba
visticamak biis jutamas arl péc pandémijas beigam, jo krizei ir ilgtermina ietekme. Tas
nozime, ka realas sekas izjutisim péc pandémijas beigam. (Ambote, 2020)

Pétijuma meérkis ir izanalizét ka COVID-19 pandémija ietekmé izdarito pasnavibu skaitu.
Lai sasniegtu pétijuma meki, tika izvirziti sadi uzdevumi:

1. Izpétit un izanalizét esoSu pétijumu rezultatos atklatas sakaribas par Covid-19
ietekmi uz izdarito paSnavibu skaitu.

2. Veikt statistikas datu analizi, lai secinatu ka Covid pandémijas laika statistiski
pieaug sabiedribas interese par pasSnavibu.

3. lIzstradat secinajumus.

Lai sasniegtu pétijuma meérki, tika veikta sekundaro datu analize - jau esoSu arvalstu
pétijumu un zinatnisko rakstu analize, ka ari apliikotas tendences, kuras parada apkopotie
statistikas dati.

Arvalstu pétljumu rezultati galvenokart norada uz pandémijas spécigo ietekmi uz
sabiedribas emocionalo veselibu, kas ir viens no galvenajiem pasSnavniecisko domu
izraisitajiem. Petnieki norada, ka pandémijai ir ilgtermina ietekme, kas nozimeé, ka sekas
sabiedriba biis jiitamas péc pandémijas beigam.

Statistikas dati norada, ka pandémijas ietekmé sabiedriba jiitas emocionali nestabilak ka
pirms pandémijas. Saasinoties Covid-19 pandémijas apmeériem, interesei par pasnavibu ir
tendence pieaugt, ipasi pandémijas vilnu vidd, kad sabiedriba jutas emocionali visgriitak,
pieaug saslimu$o un miruSo skaits, palielinas bezdarba limenis un ekonomiska krize
pienemas speka.

Analitiskais apskats

Covid pandémija un tas raditie apstakli ir nopietns izaicinajums sabiedribas psihiskajai
veselibai, un vairaki specialisti to norada ka vienu no butiskakajam probléemam, kurai
japievérs pastiprinata uzmaniba. PaSnavibu skaita pieaugums pandémijas dé] nav
neizbégams. Specialisti apgalvo, ka pasnavibu riska mazinasana ir atkariga no proaktivas
efektivas un koordinétas valsts vadibas, pasvaldibu un paSas sabiedribas ricibas. Valstis
dazadi reagé un vada pandémiju, tomér $ada veida krizes vadiba ir jauns, lidz $§im nebijis
izaicindjums visam pasaules valstim. Ir regioni, kurus pandémija skara vélak, lidz ar to, tas
varéja nemt piemeéru no valstim, kuras pandémija skara veél tas agrinaja faze. Lai gan
pandémijas laika visas valstis saskaras ar vienadiem izaicinajumiem, reakcijas. izvirzitas
prioritates un riciba pret pandémiju dazadas valstis ir atSkirigas.

Pandémijai ir stipra ietekme uz cilvéku psihisko veselibu. Ta emocionali izsme] un
nogurdina sabiedribu. Daudziem Sis pandémijas laiks ir nopietns parbaudijums. Jo ilgak
Covid pandémija turpinas, jo smagak ta skar sabiedribu.

Ipasi smagas sekas novérojamas sociali mazak aizsargatajas sabiedribas grupas.
Pandémijas seku ietekmé, samazinas ienakumi, ir nezina par nakotni. Visbiezak Saja
sabiedribas slani esoSajiem nav iekrdjumu vai pietiekami nodroSinata sociala droSibas
spilvena, kas palidzétu $aja situacija. Lidz ar to, rodas grutibas iegadaties ikdienai
nepiecieSamo sev un gimenei. Tas viss negativi ietekmé cilvéka psihisko veselibu, rada
bezspécibas sajutu un var but iemesls, kura dél cilveks izvelas veikt radikalu soli -
pasnavibu.
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Tomeér 31 probléma nepastav tikai sociali mazak nodrosinataja slani. Sis posms sagada
gritibas arl augstos amatos stradajoSajiem, kuriem nakas saskarties ar pastiprinatu stresu
un slodzi, risinot dazadas lidz $im nebijusas problémas. Tapat Sis periods ir ipasi sarezgits
tajas nozareés stradajoSajiem, kuriem nacies apturét savu saimniecisko darbibu. Daudzas
nozarés stradajosie piespiedu karta kluvusi par bezdarbniekiem. Arl uznéméjiem nakas
cinities ar jaunajiem apstakliem. Ir maz iedzivotaju, kuru dzivi nav ietekméjusi pandémija
un tas apturéSanai istenotie ierobeZojumi.

Strauja Covid izplatiba ir 11dz Sim nepieredzéta pandémija. Pétnieki Covid-19 veésturiski
salidzina ar Spanu gripas epidémiju 1918. gada. Jau Spanu gripas epidémijas laika tika
noverots, ka pieaugot epidémijas apmériem, pieaug izdarito pasnavibu skaits. Sociala
izolacija un bailes, stress, nedroSums lidzigi ka Covid-19 pandémijas laika, ir viens no
galvenajiem paSnavniecisko domu izraisitajiem.

Pasaules medijos atrodami vairaki raksti par Covid-19 izraisitiem pasnavibu gadijumiem
visa pasaulé. Tomeér, nemot véra pétijuma objekta specifiku, jarekinas, ka iegiitie dati ir
aptuveni, un patiesiba Covid-19 pandémijas ietekmé izdarito pasnavibu skaits varétu but
augstaks. (Sher, 2020)

Péc Kantar veiktas aptaujas datiem, 41% stradajoSo atzina, ka Covid-19 pandémijas apstakli
ir ietekmejusi vinu emocionalo labsajitu. No tiem 81%, jeb absoliitais vairakums atzina, ka
pandémijas ietekme ir bijusi negativa. Balstoties uz pétijuma rezultatiem, aptaujatie par
butiskakajam problémam noradijusi darba un privatas dzives salagosanu, ka ari riipes par
gimeni, attalinato darbu un ripém par bérniem sabalansésanu, bérnu audzinasanu. Tapat
liela ietekme ir ari bérnu attalinata macibu procesa un ikdienas kartibas izmainam.

Sociala izolacija vislielakas griitibas sagadaja gados jaunakajiem stradajoSiem (18-24 gadi),
kas skaidrojams ar jaunieSu aktivaku sabiedrisko dzivi pirms Covid-19 ierobeZojumiem un
socializeSanas iespéju trikumu Covid pandémijas laika. Savukart vieglak socialas izolacijas
posmu pirma vilna laika izturét bija lauksaimnieciba un mezsaimnieciba stradajosajiem. Tas
potenciali saistams ar vinu darba specifiku - ikdiena $aja joma stradajosajiem nav raksturigi
intensivi socialie kontakti. (41% stradajoSo atzist, ka Covid-19 pandémijas apstakli ir
ietekméjusi vinu emocionalo labsajiitu, 2020)

Covid-19 ierobezojumu un ar to saistito notikumu ilgstoSa esamiba dienas kartiba un
medijos ir piespiedusi sabiedribu domat par lietam, par kuram iepriekS nedomaja: par
stingru noteikumu ievéroSanu sabiedrib3, par to, ka situacija attistisies talak, par spéju
mobilizéties ilgstoSas krizes apstaklos, u.c. Kopuma Latvija iedzivotaji jitas emocionali
nosverti (66%). Lielaku vai mazaku emocionalu satraukumu izjit 19% Latvijas iedzivotaju.
Biezak arkartas situacija emocionali satraukusi jaunieSus vecuma no 18 lidz 24 gadiem
(34%). (Priedola, 2020)

Situacijai ir tendence strauji mainities. Sabiedribas emocionalais lidzsvars stauji mainas.
Arvien vairak Latvijas iedzivotaju (46%) izjit Covid pandémijas raditas situacijas ietekmi
uz ikdienas dzivi. Péc Kantar aptaujas datiem - koronavirusa Covid-19 izraisita arkartas
situacija ietekmé gandriz pusi (46%) Latvijas iedzivotaju ikdienas dzivi (jiunija: 38%;
augusta: 31%). Vislielaka ietekme vérojama tiesi jaunieSu vecuma grupa (18-24). Pieaudzis
to jauniesu skaits, kuri uzskata, ka esos$as situacija atstaj negativu ietekmi uz vinu garigo
veselibu (no 34% augusta uz 51% novembri). Valsti kopuma 30% iedzivotaju uzskata, ka
pasreizéja situacija spécigi ietekmé vinu garigo veselibu (ieprieks 19%).

Arvien lielaka dala sabiedribas ir nobijusies, ka var saslimt, neatkarigi no t3, cik loti vini par
sevi rupéjas un ievero piesardzibas pasakumus (45%, ieprieks augusta tie bija 28%). 49%
Latvijas iedzivotaju atklaj, ka ir satraukuSies par S$i briza situaciju. Vasaras perioda
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uztraukums sabiedriba turpinaja samazinaties, bet, rudeni, aktivizéjoties virusa izplatibai,
tas ir pieaudzis (marta: 66%; maija: 43%; junija: 29%; augusta: 28%). Situacijas
saasinaSanas radijusi lielaku neticibu veselibas sistémai - tikai 29% doma3, ka ar virusa
uzliesmojumu tiekam gala labi (augusta tie bija 37%).

Bitiski, ka satraukums pieaudzis visu iedzivotaju vidid, gan jaunieSos, gan vecaka
gadagajuma cilvekos. (Arvien vairak Latvijas iedzivotaju (46%) izjut koronavirusa raditas
situacijas ietekmi uz ikdienas dzivi, 2020)

Covid-19 pandémija ir radijusi daudz jaunu, intensivu stresa faktoru, vienlaikus samazinot
iespéjas ka So stresu mazinat. Liela dala sabiedribas stresa mazinaSanai apmekléja sporta
zales, veikalus, publiskus pasakumus un citas aktivitates, kas Sobrid ir aizliegtas vai
ierobeZotas. Tas viss pamatoti ietekmé sabiedribas emocionalo stavokli. Miljoniem cilvéku
ir zaudejusi darbu, daudzi ir zaudéjusi savas majas vai uznémumus. Pieaug vardarbibas
risks, jo cilveki kliist emocionalaki, nestabilaki, ka ar1 daudz vairak laika pavada kopa. (Clay,
2020)

PaSnaviba ir ekstrémalakais garigas veselibas krizes rezultats, tapéc tai vajadzetu bt vienai
no primarajam valsts prioritatém cina ar pandémijas sekam. Pandémijas dazadas fazeés riski
var biit dazadi. Janem veér3, ka jo ilgsto$ak sabiedriba dzivo pandémijas apstaklos, jo tai ir
spécigaka ietekme uz sabiedribu, kas atstaj spécigakas sekas.

Agrinos pétijumos, kas saistiti ar Covid ietekmi uz izdarito paSnavibu skaitu, lielakoties
izmantoti literatiiras avoti, kuros aprakstits ka ieprieksSéjas epidémijas ietekméjusas So
raditaju. Prognozejot pandémijas ietekmi uz pasnavibu skaitu, biezi tiek minéti divi
butiskakie aspekti - pirmkart, karantinas un pasizolacijas ietekme, kas rada vientulibas,
noskirtibas sajutu (1pasi augsta riska grupas - vecaku gada gajuma cilvéku, pensionaru
vidil), otrkart, finansialas krizes ietekme - dikstave, darba zaudéSana ir faktors, kas rada
izmisuma sajutu. Tapat daZado stresa faktoru ietekmé pieaug vardarbibas un daZadu
atkaribu riski.

Specialisti, runajot par pasnavibu riskiem ilgtermina, norada, ka tomeér visaugstakais risks
saistams ar pandémijas ekonomiskajam sekam, tostarp finansialo spriedzi un bezdarbu.
Pétijuma par ekonomiskas krizes saistibu ar pasnavibu skaita pieaugumu 2008. krizes laika,
kura tika apkopoti dati par 54 valstim, tika novérots, ka krizes laika un péc tas, pasnavibu
skaits pieauga par 3,3%. (Niederkrotenthaler, Gunnell, Arensman, Pirkis, Appleby, Hawton,
2020)

Pétijuma metodologija

Lai sasniegtu pétijuma meérki tika veikta sekundaro datu analize, kuras laika analizeti gan
jau esoSi pétijumi, gan pieejamie statistikas dati. Pétijuma terorétiska baze tika iegita
analizéjot un apskatot vairakus arvalstu zinatniskos rakstus un pétijumus par Covid-19
iespéjamo ietekmi uz pasnavniecisku uzvedibu. Situacija Latvija attieciba uz emocionalo
veselibu, kas var biit paSnavniecisko domu izraisitdjs, tika analizéta izmantojot "Kantar"
2019. gada veikto aptauju datus. Peétijumam nepiecieSamie statistikas dati tika iegiti
analizéjot statistiskas tendences pasaulé, izmantojot riku "Google Trends", kas parada
konkrétu vardu vai frazu mekléSanas biezumu un popularitati konkréta laika posma, skala
no 1 lidz 100, kura 1 apzimé zemu popularitati, savukart, 100 Joti augstu konkréta varda
popularitati un augstu meklésanas biezumu. Pétijuma tika salidzinati dati par 2019. un
2020. gadu. Salidzinot gadu pirms pandémijas un pandémijas laika, var spriest ka Sis
mainijies Covid pandémijas ietekmé. Tendencu analizei tika izmantoti dati par varda
"suicide" meklésanas biezumu visas pasaules valstis. "Google Trends" analizé iegiitie dati
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tika apstradati izmantojot grafisko analizi.
Pétijuma rezultati

[zmantojot vietni "Google Trends", darba autori veica analizi par to, cik bieZi vards "suicide"
(pasnaviba) tiek mekléts "Google" meklétaja. Lai noskaidrotu, ka Covid-19 ir ietekméjis S1
varda mekléSanu un interesi par to, autori veica 2019. un 2020. gada salidzinajumu.
Vertikala ass grafika norada uz to, cik populars meklétais vards bija. Skaitlis 100 nozime, ka
taja laika posma ir bijusi vislielaka interese par So vardu "Google" meklétaja. Horizontala
ass norada laika posmu.

® suicide
Mekl€sanas vienums

+ Salidzinat

Visa pasaule 2019 Visas kategorijas ¥ Meklésana timekli ~

|4

<> <

,w_/\—f\_\,\__

Interese noteikta laika perioda

1l.att. Varda "suicide” mekléjumu biezums "Google" meklétaja 2019. gada (Avots: Google Trends)

Ka redzams 2019. gada grafika (1. att.), tad visvairak vards "suicide" pasaulé tika mekléts
septembri, kad $is raditais bija 100. Otrs lielakais raditajs bija ta pasa gada august3, kad tas
sasniedza skaitli 88. Kopuma redzams, ka grafiks ir salidzinosi vienmérigs un ir $1 tendence
visa 2019. gada garuma ir bijusi lidziga - bez ievérojamiem uzplaiksnijumiem. Raditajs ne
reizi nav bijis zemak par 50, bet lielas izmainas varda popularitaté ari nav novérojamas visa
gada griezuma. 2019. gada kopuma nebija globalu notikumu, kas cilvékiem liktu vairak
domat par radikaliem risinajumiem, par dzivibas atnemsSanu paSam sev un uz to norada ar1
augstak minétais grafiks.

Pétot 2020. gadu, kad visu pasauli parnéma Covic-19 pandémija, var secinat, ka tiesi Covid-
19 lielakajos uzliesmojuma periodos varda "suicide" interese "Google" meklétaja ir bijusi
vislielaka.
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2.att. Varda "suicide"” mekléjumu biezums "Google" mekletaja 2020. gada (Avots: Google Trends)

Grafika redzams, ka 2020. gada jinija vards "suicide" ir mekléts daudz, bet visbiezak $o
vardu pasaulé "Google" meklétaja rakstija 2020. gada 6.-12. septembr1 (2. att.) . Ka zinams,
tad Sie bija laiki posmi, kad pandémija daudzas pasaules valstis bija vai nu augstakaja
posma, vai ar1 sakas otrais Covid-19 vilnis (2020. gada rudens). Pieaugot ierobezojumiem,
kuri savukart noved pie bezdarba, nabadzibas, depresijas un nolemtibas, pieaugusi arl
veélme intereséties par paSnavibu. Tomeér atSkiriba no 2019. gada, 2020. gada bija posmi,
kad So vardu mekléja ar1 zem raditaja 50.

Jaatzist, ka ir valstis, kuras vards "Pasnaviba" tiek rakstits citadak, tapéc loti iespéjams, ka
raditaji nedaudz varétu atskirties.

Secinajumi

1. Covid-19 pandémijai ir biitiska ietekme uz sabiedribas emocionalo veselibu. Jo ilgak
sabiedriba dzivo pandémijas apstaklos, jo spécigak izjit tas radito ietekmi.

2. Pastiprinoties ierobeZojumiem, kuri var novest pie bezdarba, nabadzibas,
depresijas un nolemtibas, interesei par pasnavibu ir tendence pieaugt.

3. Covid-19 pandémijas laika, salidzinot ar ieprieks€jo gadu, palielinajusies pasaules
iedzivotaju interese par pasnavibu. Ipasi augsts intereses pieaugums par pasnavibu
veikSanu novérojams pandémijas augstakaja posma, kura strauji pieauga saslimuso
un miruso skaits pasaulé.

4. Pandémijas sekam ir ilgtermina efekts, kas nozimé, ka sekas, ko radijusi esosa
pandémija, vislabak biis jitamas un redzamas nakotné, péc pandémijas beigam.

5. Visaugstakie paSnavibu riski ilgtermina saistami, galvenokart, ar pandémijas
ekonomiskajam sekam, tostarp finansialo spriedzi un bezdarbu.

6. Lai iegiitu pilnveértigaku prieksstatu par Covid-19 pandémijas ietekmi uz izdarito
pasSnavibu skaitu, pétijumu vajadzétu turpinat, papildinot to ar raditajiem péc
pandémijas faktiskajam beigam, Sobrid iegiitie dati tikai iezimé aptuvenas
tendences.
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Mara Gasparenoka. CELOSANAS UN TURISMA ATTISTISANAS IESPEJAS
LATVIJA

Ekonomikas un kultiiras augstskola, bakalaura programma “Vadibas zinibas”,
maragasparenokaa@gmail.com

Zindtniskais vaditajs: Dr.oec., profesore Vita Zarina

Anotacija

Pétijuma aktualitate: CeloSana ir izpaltits atpitas, izklaides un pasaules izzinaSanas veids ikvienam
cilvekam. BieZi cilveki, dodoties celojuma, izvélas savu galamérki arpus Latvijas robezam. Lai ar1
Sobrid tirisms ir ierobeZots, tomeér liela dalas Latvijas iedzivotaju vienalga vélas doties kada drosa
pastaiga vai izbrauciena briva daba. Tomér nereti Sada vélmes izraisa nezinu, jo cilvéki nav
pietiekami informéti par to, kur vini var doties un ko apskatit savas valsts robezas. Izveidojot un
attistot pievilcigu vietéjo turismu vispirms Latvijas iedzivotajiem, vélakos laika posmos sekmeés ari
arvalstu viesu interesi par Latviju ka pievilcigu celojumu galamerki.

Peétijuma merkis: [zpétit iespéjas attistit vietéjo tarismu Latvija

Pétijuma metodes: Intervija ar cilvékiem, kuri nodarbojas tirisma nozaré€, rakstu un literatiras
analize celotaju paradumu izpétei. legiito datu apstradei izmantota transkripcija un statistikas datu
apstrade

Sasniegtie rezultati: Izpétiti statistiskie dati par Latvijas iedzivotaju celoSanas aktivitati Latvijas
teritorija, ka ar1 izpétitas iesp€jas attistit tirismu Latvija. Veikta anektéSana ar specialistiem par
iespéju attistit turismu Latvijas teritorija.

Atslégas vardi: Turisms; celoSana; tiirisma attistiba; tirisma marsruti
Ievads

Miudienas celoSana ir veids ka cilvéki lielakoties izvélas atpusties. Pavadit brivo laiku bieZi
gribas interesanti, ar jégu, maksimali glistot pozitivas emocijas un atpisties no ikdienas
dzives ritma. Dazkart gribas aizbraukt kaut kur talu prom, tacu nereti ari ir vélme pacelot
un izzinat savu dzimetni un atklat jaunas, lidz $im neredzétas, vietas. Tomér nereti rodas
jautajums par to, kurp doties, ko apskatit, ka saplanot savu brivo laiku. Meklét un planot
marsrutu nevienmer ir vieglakais un patikamakais darbs. Tas bieZi var novest ari pie t3, ka
domu par celoSanu gribas atmest, jo marSutu un objektu pétiSana ir nogurdinajusi vél lidz
ce]oSanas sakumam. Tapéc ieprieks izveidoti tiirisma marsuti lautu loti viegli un bez raizém
doties izbraukumos pa Latvijas teritoriju. Sobrid, pandémijas laika, kad parvieto$anas arpus
valsts robezas ir ierobeZota, bet cilvéki velas drosi pavadit laiku, pieméram, kopa ar savu
gimeni, nedriizmeéjoties viena, visiem zinama viet, ir iespéja to panakt, dodoties izzinat
visdazadakos Latvijas klusos nostiirus. Dazado pieejamo marsrutu klasts pa visu Latviju
varétu nodroSinat cilveku tieksmi pavadit laiku briva daba, sanemot no ta daudz pozitivu
emociju, drosu celoSanu, labi un ar jégu pavaditu laiku.

Sis pétijums ir aktuals, jo tada veida tiks izpétita Latvijas iedzivotaju celo$anas aktivitate
Latvijas teritorija, kas laus noteikt iespéjas un perspektivas attistit vietéjo tlrismu.

Darba merkis: Izanalizét iespéjas attistit vietéjo tiirismu Latvija

Darba uzdevumi:
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2. Teorétiski izpétit Latvijas iedzivotaju celoSanas aktivitati Latvijas teritorija

3. Izanalizét vietéja tlirisma attistiSana perspektivas Latvija

4. Izpétit Latvijas iedzivotaju vietéja tiirisma aktivitati
Darba izmantotas pétnieciskas metodes: Rakstu un literatiiras analize ar mérki izpétit
Latvijas iedzivotaju celoSanas aktivitati Latvijas teritorija, intervija ar nodarbinatiem

cilvekiem tiirisma nozaré. legiito datu apstradei izmantota transkripcija un statistikas datu
apstrade.

Analitiskais apskats

CeloSana Klust arvien izplatitaks veids ka cilveki izvélas pavadit savu brivo laiku. Misdienas
ir daudz un daZzadu tirisma veidu, piedavajumu, tirisma galameérku, ko péc katra cilveka
individualajam vélmém piedavas un organizes tirisma operatori. Nereti, véloties pavadit
laiku bez liekam raizém, cilvéki uztic savas atpiitas planosanu specialistiem un izvélas savu
galameérki arpus Latvijas robezam, uzskatot, ka viss jau ir izpétits un izzinats.

Maldigs ir uzskats, ka brivo laiku vislabak pavadit ir arpus savas valsts robezam, jo tikai ta
var pilniba relakséties un aizmirst par ikdienas problmam. Liela dala nemaz nav
aizdomajusies par to, ka nenemot véra Latvijas nelielo teritorialo platibu, tomer, cik daudz
un dazadu, neatklatu, neizpétitu, skaistu vietu Seit ir atrodams.

Sobrid, iestajoties pandémijai, tiirisma nozare ir loti cietusi, jo salidzinot ar 2019. gada
raditajiem, 2020. gada apkalpoto viesu skaits tirisma mitneés ir krities uz pusi (Centralas
statistikas parvalde. 2020. gada tiristu mitnés uz pusi mazak viesu). Tagad celoSana ir
ierobezota, sakara ar COVID 19 izplatibu, tapéc planot savu brivo laiku pavadit arpus
Latvijas robezam nav iespéjams. Japiebilst, ka Sobrid cilveki loti bieZi vélas izrauties briva
daba, pastaiga vienam vai ari ar savas gimenes locekliem. Tomér biezi pat nav isti
saprasanas, kurp varétu doties, jo publiskas vietas ir slégtas, brivdaba zinamas atpitas vai
pastaigas vietas loti bieZi jau ta ir aizpilditas ar cilvekiem, kuri tieSi ta pat grib izrauties no
majam un doties drosa pastaiga svaiga gaisa, bet nekadas citas vietas isti nav zinamas.

Marsrutu planoSana, pétiSana, informacijas mekléSana ir loti laikietpiligs un ne visiem
patikamu emociju izraisoSs process. Tas ir pilnigi normali, jo celoSana ir sava veida
relaksacija, atputa un iespéja laicigi atbrivot sevi no darbiem un riipém, tapéc pavadit laiku
mekléjumos bieZi var izraisit pilnigu nevéléSanos kaut kur doties. Parsvara tiek dota
priekSroka jau ieprieks izvedoties tiirismas marSrutiem vai arl tiek izvéléts kads
specializéts tiirisma agents, savu vélmju apmierinasanai, nepieliekot piiles un maksimali
izbaudot ce]ojumu.

Tomer jaatzist, ka Latvija nav ipasi izplatits ce]loSanas galamérkis citiem arvalstu viesiem,
salidzinot ar citam pasaules lielvalstim, pieméram, Italiju, Franciju vai Spaniju un dazadiem
kirortiem. Ar1 pasi Latvijas iedzivotaji ar lielako prieku dodas izbraucienos uz arvalstim,
pavadot tur atvalnajumus un brivdienas, kas, péc autores domam, varétu bit saistits ar to,
ka Latvijas iedzivotajiem nav saprasanas un nojausmas par to, ko varétu Latvija apskatit
tadu, kas bitu jauns, interesants un vel neatklats 1idz Sim. Balstoties uz Centralas statistikas
parvaldes datiem 2019. gada Latvijas iedzivotaji kopuma devas 10,4 miljonos celojumu pa
Latviju un vidéji viens iedzivotajs vecuma no 15 gadiem devas 6,6 celojumos (Centralas
statistikas parvalde.Turisms. Latvijas iedzivotaji 2019. gada devas 10,4 miljonos braucienu
pa Latviju).

Parsvara, iedomajoties par celojumiem un tiirisma marSrutiem uzreiz asociativi veidojas
prieksstats, ka tas ir vietas, kas ir guvu$as daudzu citu cilvéku atzinibu vai tas vietas, kuras
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ir atzimétas bukletos par vietam, kuras var apmeklét Latvija, vai ari tas, kuras pirmas parada
ierakstot interneta par Latvijas apskates objektiem. Viennozimigi, ari tas vietas ir jaapskata
un javelta laiks, tomeér cilveki, kuri jau tur ir bijusi, iesp€jams pat vairakkart, bieZi atmet ar
roku un meklé iespéjas aizcelot uz neizzinatu vietu, kas biezi nozimeé aizcelot arpus Latvija
robezam. Tomeér, cik daudzi cilvéki nemaz nezina par to, ka sava dzimtené var vél daudz ko
apskatit, izpétit, uzzinat un bt patikami parsteigtam par to. Tapéc, veicinot vietéjo tirismu,
péc autores domam, ir vérts padomat ari1 par Latvijas iedzivotajiem, kuriem ir vélme izzinat
savu valsti, izveidojot, atbalstot un virzot projektus, nodarbojoSos ar tiirisma attistiSanas
iesp€jam Latvija.

Mekléjot tiirisma apskates objektus, interneta var atrasts vietnes, kas piedava konkréetas
apskates vietas ar apraktiem, noradot konkrétu atrasanas vietu ka vizuali karte, ta ari
noradot adresi. Tur paSi interesenti var izvéléties un izveidot marSrutu péc saviem
ieskatiem. Ta ari, Sobrid ir pieejams nesen veiksmigi izveidots projekts “Mana Karte”, kas
specializéjas interesantu marSruru veido$ana pa visu Latviju, piedavajot cilvekiem iespéju
bez liekam raizém izveléties galameérki un tikai doties aizraujosa ce]ojuma aizrautigi petot

.....

piedavajumu nav daudz vai ari cilveki nezina par to eksistenci.

Attistit tirismu Latvija ir noderigi ka valsts ekonomikai, ta ari padomajot par iedzivotajiem,
kuriem nav iespé€jas (dazadu iemeslu de]) celot uz arvalstim vai ari pretéji varbit ir
pastiprinata veléSanas apcelot tieSi Latvijas plaSumus. Saskana ar Eiropas Savienibas
zinojuma projekta “Europe the best destination for seniors”datiem 7 no 10 senioriem
Eiropa celoSanai izvélas vietéjo tiirismu (Latvijas tirisma nozares analize, 42.lpp.). Latvija
katru gadu arvien procentuali pieaug vecaka gadagajuma cilvéku skaits vecuma 65 gadi un
vairak, kas uz 2017. gada sakumu bija 19,9% (Centralas statistikas parvalde. ledzivotajus
raksturojosie raditaji. Pieaug senioru ipatsvars, vecaka gadagdjuma viriesu divreiz mazak
neka sieviesu.). Tas biitu viens no iemesliem attistit viet€jo trismu. Latvija tikai 50 % no
visiem tiirisma izdevumiem sastada vietéjo celotaju izdevumiem, par€jo ienes arvalstu viesi
(saskana ar CSP datiem. 2017. gada tie bija 692 miljoni eiro). (Latvijas tirisma nozares
analize, 42.1pp.)

Pétijuma metodologija

Pétijuma ietvaros tika veikta anketéSana ar cilvékiem, kuri specializ€jas tiirisma nozaré,
veidojot marSrutus, ar mérki noskaidrot vinu prognozes Latvijas tiirisma attistibai, ar
tirismu saistitu projektu attistibu Latvija. Uzzinat vinu domas par to, cik svarigi ir attistit
tirismu Latvijas teritorija starp Latvijas iedzivot3djiem, veicinot viet€jo tirismu. Ka ar1 tika
izpetiti Centralas statistikas parvaldes dati par tirismu Latvija, kads ir Ipatsvars starp
celotdjiem tieSi Latvijas iedzivotajiem, uzzinat, ko cilveki izvélas labpratak - vietéjo vai
izejoSos tlrismu

Pétijuma rezultati

Statistikas datu analize

Katru gadu Centrala statistikas parvalde (turpmak - CSP) apkopo datus dazadas nozareés,
taja skaita ar1 par tarismu aizvaditajos gada, izpetot kads ir Ipatsvars Latvijas iedzivotaju
starp kopé€jo celotaju skaitu Latvijas teritorija, ka ari arvalstu viesu 1patsvaru. Ta ari tiek
veikti salidzinajumi ar iepriekséjiem gadiem gan skaitliskas, gan procentualas izteiksmeés.

Tika izpeétiti dati par tirismu Latvija starp Latvijas iedzivotajiem 2019. gada. Izanalizéjot
pieejamos datus, tika novérota mazliet svarstigs Latvijas iedzivotaju skaits, kas devas
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izbraucienos pa Latvijas teritoriju, salidznot 2016. un 2017. gada datus. Tomeér kops 2017.
gada ir vérojams iedzivotaju skaita pieagumus katru gadu. Tacu iedzivotaju skaits, kas ka
brauciena galamerki izvelas arzemes ir biitiski mazak. (1. tabula).

1.tabula Latvijas iedzivotaju skaits, kas devas vienas dienas vai vairakdienu atpiitas un citos
personiskajos braucienos pa Latviju vai uz arvalstim; 2016 - 2019 (Avots: CSP dati, 2020)

Latvijas iedzivotaju skaits, celojoso | Latvijas iedzivotaju skaits, celojoSo tikai
Gads o . o 2 -
tikai pa Latviju uz arvalstim
2016 670 295 46 623
2017 624 775 45039
2018 636 127 62127
2019 672 226 31807

Ta ar1 tika apskatita vietéja un izejosa tirisma izpéte celojumiem ar nakSnoSanu perioda no
2015. - 2018. gadam, ka rezultata tika izsecinats, ka 4 gadu laika tendence doties vietéja
tirisma procentuala izteiksmé pieauga gandriz par 3 vienibam, lai ari tendence doties
izejoSos tirisma braucienos ari mazliet pieauga, tacu tas pieagums nav tik butisks, peédéjo 2
gadu laika pat nemainigs. No ta var secinat, ka iedzivotaju interese izzinat un celot pa Latviju
ir vairak izteikta, kas norada uz to, ka ir perspektivas attistit tirisma iesp€jas Latvija, ka ar1
turpinat vairotiedzivotaju interesi plasak un dzilak izzinat savu dzimteni, celojot pa Latvijas
teritoriju (2. tabula).

2. tabula Latvijas iedzivotaju skaits, kas devuSies vismaz viena vai vairakdienu brauciena ar
naksnoSanu vietéja un izejosa tiirisma (%) (Avots: CSP dati, 2017 - 2020)

Gads Iedziv_otéji, kas devas tikai vieteja Iedziv?téii, kas devas tikai izejosa
tarisma braucienos (%) tarisma braucienos (%)

2015 23,64 8,49

2016 25,3 10,6

2017 24,1 10,7

2018 26,2 10,7

Tika izpeétiti dati par to, kados nolikos Latvijas iedzivotaji dodas vairakdienu braucienos
par Latvijas teritoriju. Apskatot datus, tika izsecinats, ka mazliet vairak ka puse gadijumu
cilveki dodas apciemot draugus un radus, taCu otrais nozimigakais un aktualakais braucienu
iemesls ir atpiita, kas, izpétot doto grafiku, kops 2014. gada bija novérojama pieaugSanas
tendence. Savukart 2017. gada ir novéerojams biutisks kritums, tomer 2018. gada tas atkal
pieauga. (1. att).
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1.att. Latvijas iedzivotaju celoSanas noluki vairakdienu braucienos pa Latviju 2013. - 2018. gada
(%) (Avots: CSP, 2018)

Ta ar1 tika apskatiti tirisma operatoru apkalpoto cilveku skaits, kas celoja par Latvijas
robeZas un izbraukuso cilvéku skaitu. No pieejamajiem datiem var noveérot, ka apkalpoto
Latvijas iedzivotaju skaits ir Joti svarstigs. Tacu pievérSo uzmanibu péd€jo 2 gadu raditajiem
no 2018.- 2019. gadam var noverot, ka ir palielinajies Latvijas iedzivotaju skaits celojoSo
tikai Latvijas robeZas, ari izbrauku$o skaits ir pieaudzis, bet ]Joti nebitiski. Un kop$ 2015.
gada ir novérojama tendence samazinaties izbraukuso cilvéku skaitam izmantojot tiirisma
operatorus (3. tabula).

3. tabula. Apkalpoto cilveku skaits, kas iegadajas komplekso tirisma pakalpojumu. (Avots: CSP dati,
2020)

2005. gads 2010. gads 2015. gads 2018.gads | 2019.gads
Izbraukusi 272914 298 645 348159 335279 335651

Celojusi Latvijas

- 32587 21934 36 887 14 867 17 637
robezas

Nemazak svarigs aspekts tiirisma attistiSanai Latvijas teritorija ir tas visvairak un vismazak
apmeklétako regionu noteiksana, kas lautu saprast, kur uzsakt tirisma attistibu. Tapéc tika
izpétita ari Latvijas galveno galamérku regioni vairakdienu braucieniem 2017. - 2019. gada,
ka rezultata izsecinats, ka vismazak aktualakais tirisma galamérkis starp Latvijas
iedzivotajiem ir Riga, ka ar1 Zemgales novads. Peédéjos gados ir arl novérojama Pierigas ka
tirismu galamérka aktualitates samazinaSanas. Tacu taja pasa laika ir novérojama
pieaugosa Latvijas iedzivotaju interese pret Latgales un Kurzemes regionu, kuru vini izvélas
ka savu galamerki. Péc ta var secinat, ka sakot attistit tirismu lielaku uzmanibu butu
nepiecieSams pieveérst nevis centralajai Latvijas dalai, bet gan Latvija austrumu un rietumu
nostiriem (4. tabula)
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4. tabula Vairakdienu braucienu skaits pa Latviju péc galameérka regiona 2017. - 2019. (Avots: CSP
dati)

7(6;( 2001 &6\?
RTA kOVv

2017.gads 2018. gads 2019. gads
Riga 10 13 13
Pieriga 24 22 20
Kurzeme 23 17 20
Latgale 15 20 19
Zemgale 17 9 11

Tika izpétiti dati par COVID ietekmi uz tiirisma nozari Latvija kopuma, novértéjot kadas ir
notikusas izmainas tiristu mitnés apkalpoto Latvijas un arvalstu iedzivotaju skaita péc
pandémijas izplatibas Latvijas teritorija. Rezultata tika noskaidrots, ka COVID izplatibas
rezultata tika piedzivots viesu skaita kritums, ta¢u tas nav biitisks. Sis kritums varétu biit
saistits ar to, ka ievieSot arkartas sitaciju, tika ieviesti dazadi noteikumi, kas ierobeZoja
celoSanu pa Latvijas teritoriju. Ka ar1 2020. gada turistu mitnés tika apkalpoti vairak Latvijas
iedzivotaji neka arvalstu viesu. (5. tabula)

5. tabula Turistu mitnés apkalpoto viesu skaits 2018. - 2020. (Avots: CSP, 2020)

2020. gads 2019.gads 2018.gads
Latvijas iedzivotaji 747 990 907 414 883411
arvalstu iedzivotaji 714975 1945919 1925397

Intervijas analize

Pétot tlirisma attistiSanas iesp€jas Latvija, tika veikta intervija ar “Mana Karte” dalibnieci,
kas aktivi nodarbojas ar tiirisma attistibu Latvijas teriorija, izstrada marsrutus, aprakstus
un pasniedz cilvekiem gatavu, apkopotu infomaciju. Intervijas gaita tika uzzinats cilvéka
viedoklis, kurs specializ€jas tlirisma nozaré par to, cik svarigi ir attistit tirismu Latvija,
kapéc cilveki izvelas izejoSo tirismu, kada ir situacija uz doto bridi Latvija $aja jautajuma
no vinas skatu punkta.

Pirmais jautajums tika uzdots par to, ka kopuma3, vinasprat, tiek vértéta tiirisma nozare
Latvija un, cik attistita ta ir. Péc “Mana Karte” dalibnieces uzskata, Latvija ir diezgan labi
attistits naktsmitnu jautajums, kas ir visdazadakie kempingi, viesnicas un to meklésanai
nebis japieliek lielas piles. Tacu piepilda, ka grutak ar So jautdjumu Kklajas, protams,
austrumu pierobezas zona, kura nav apdzivota un nav cilvéku, kad varétu uzturét Sis
naktsmitnes. Bet kopuma uzsveéra, ka Latvija ir loti daudz, ko redzét, tacu probléma ir tada,
ka cilvéki nezina ka var noklit kadas viniem interes€josas vietas, tapéc, ka nav pieejamas
koordinates. Ir pieejamas dazadas majaslapas, kuras var bit aprakstit kadi objekti un
ievietotas bildes, bet atraSanas vieta nav zinama.

Nakamais jautajums tika uzdots par to, kadas ir iesp€jas attistit tirismu Latvija un plasak
attistit projektu “Mana Karte”. Uz So jautdjumu dalibniece atbildéja pozitivi, noradot, ka
iespéjas ir. Par projektu pebilda, ka vinu projekta ieguvums ir iespéja cilvekiem sanemt
koordinates par objektiem, apkopotu informaciju par to, ka ari ar ieteikumiem, ko vajadzétu
nemt lidzi dodoties kada no vinu piedavatajiem marsrutiem. Pastastija ari to, ka vinu
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projekts Sovasar plano istenot marsrutus piemérotus ari cilvékiem ar ipasam vajadzibam,
kas 1sti Latvija nav izplatits.

Interviju turpinajam, runajot par jautajumu - kapéc Latvijas iedzivotaji izvélas savus
tiirisma galameérkus arpus Latvijas robeZam un vai tas nevarétu bit saistits ar to, ka tiirisms
nav pietiekami attistits un cilvéki vienkarsi nav informéti par briva laika pavadiSanas
iespéjam miusu valsts robezu ietvaros. Uz So jautajumu “Mana Karte” dalibniece izteicas, ka
viens no iemesliem, ka iedzivotaji nezina, cika Latvija var biit skaisti, piebilstot, ka vieglak
vienmer ir izvéleties kadu popularu galamérki, pieméram, Alpu kalnus nevis Tatru kalnus,
pat nezinot, ka tie ir tik pat skaisti ka Alpi, tikai nav tik izslavéti. Bet, otrs iemesls ir tas, ka
gribas piedzivot kaut ko eksotiskaku, citas ainavas, citu klimatu, bet noteikti tic, ka tik pat
liels iemesls tam visam, ka cilvéki zina par populariem Latvijas tiirisma objektiem, kuros ir
bijusi, bet Latvija ir daudz apslépta skaistuma, par kuru vienkarsi nezina. Svarigi piebilda
ari to, ka pati ne tik sen saka iepazit paslépto Latviju un nezinaja, ka tik daudz par ko
neraksta un nerada, ko nekad nav dzirdéjusi un nav stastijusi geografijas stundas. “Mana
Karte” dalibniece uzskata, ka cilvékam, kuram nav pieredzes celojot pa Latviju, kuram nav
draugu, kas var ieteikt ir Joti gruti kaut ko atrast.

Turpinajam interviju ar jautajumu par to, cik kopuma ir dzirdéts vai zinams par lidzigiem
projektiem, kas nodarbojas tiirisma attistiSanu Latvija. “Mana Karte” dalibiniece atziméja,
ka ir arl redzéjusi un pétijusi dazadu piedavajums, ka, pieméram, celosanas iespéjas
cilvekiem pa bezcelu marSrutiem, kas vairak ir ekstremala atptta, ka ari dazada veida
marsrutveidigas orientéSanas spéles, taCu piebilda, ka vinu piedavatie marsruti ir loti
vienkarsi, merketi uz atpitu briva daba un Latvijas izzinaSanu un pat, ja liekas, ka iebakstot
kada Latvijas sturi, tur neka nav, tad mums tur bis interesants marsruts ar interesantajam
un pasléptajam vietam.

Turpinot interviju, tika uzdots jautajums par to, vai pirms tika uzsakts darbs pie projekta,
ieprieks ir bijusi nepiecieSamiba, pieredze sastadit marSrutus, meklét vietas un informaciju
personigajam vajadzibam, un, ja bija, tad kddas emocijas tas izraisija. “Mana Karte”
dalibniece atceréjas un padalijas ar savu pirmo pieredzi saplanot marsrutu braucienam
kopa ar draugiem uz kadu Latvijas pilsétu, pastastot, ka, butiba, saskaras ar jau ieprieks
minétu problému, ka bieZi vien pieejama informacija ir nepilniga, nav atrodamas
koordinates un ir pilniga nezina kurp doties kadas vietas mekléjumos. S1 vieniga reize bija
nevisai veiksmiga, jo marsSrutu nesanaca salikt kopa un tas tika atmests mala. Celojuma vini
devas bez noteikta plana, apmeklgjot vietas péc noradém uz zimém cela mala. Tacu atzina
ari to, ka vinas darba specifika ir aprakstit un veidot marsrutus, apkopot informaciju, bet
dazreiz ir vélme dienu vai divas atpisties, nedomat neko lieku un saprast, ka Sodien vina
nebiis jadoma par to, ko daris rit, jo tas vinas vieta bitu izdarits, un t3, vinasprat, ir loti forsa
iespéja.

Ka pédéjais jautajums tika pajautats viedoklis par to, cik svarigi ir attistit viet€jo tlrismu
Latvija. “Mana Karte” dalibniece uzsveéra, ka, noteikti ir svarigi un, ka tam ir ]oti liela nozime.
Protams, liekot akcentu uz projektu, kura pati darbojas, piebilda, ka doSanas daba ir kustiba,
kas ir loti veseligi, Ipasi Sobrid, kad lielu dalu laika, cilveki ir spiesti pavadit pie datoriem. Ka
ari pieminéja par ekonomisko labumu valstij, kad nauda cirkulé te pat Latvija.

Intervijas beigas “Mana Karte” dalibniece piebilda, ka sakuma ir savarigi attistit vietejo
tarismu tada lIimen;, lai péc tam, kad Latvija klas interesants un pieprastits galameérkis ari
arzemju viesiem. Veidojot pievilcigu tirismu gan paSiem Latvijas iedzivotajiem, gan
arzemju viesiem, tas veicinas vélmi arl atpiisties Latvija, kas savukart sekmes Latvijas
ekonomiku.
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Secinajumi
Veicot pétljumu par iespéjam attistit vietéjo tlirismu Latvija, tika izsecinats:

1. Latvijas iedzivotdji nav pietiekami informéti par to, kadas iesp€jas viniem vel
paveras, cik daudz vietu Latvija vél nav atklats un izpétits, ka ari, cik daudz vietu,
par kuram, iesp€jams, zina, taCu nav iespé€jas uzzinat, kuras tas atrodas, ka turp
noKJit un kas $1ir par vietu.

2. Izpetot datus pieejamos Centralas statistikas parvaldé, nav novérota izteikti
pieaugo$a tendence starp Latvijas iedzivotajiem doties izejoSaja tirisma

3. Izpetot Latvijas iedzivotaju celojumu galamérku izveli pédejo 3 gadu laika var
secinat, ka centralais Latvijas rajons - Riga un Pieriga klist mazak aktuali, tacu
vairak izveleti klust - Kurzemes un Latgales apgabali

4. Veicot pétijumu tika secinats, ka starp Latvijas iedzivotajiem ir tomér aktuals
vietéjais turisms. Izpétitajos datos ir noveérojams loti léns iedzivotaju skaits, kas
katru gadu dodas celojumos pa Latviju, kas visdrizak ir saistits ar to, ka cilvekiem
nav pieejama informacija par jauniem, neatklatiem lidz Sim objektiem.

5. Joprojam vairakus gadus, Latvija vairakdienu celojumu galvenais mérkis nemainigi
otraja vieta, ar tendenci pakapeniski pieaugt ir atpiitas braucieni, kas nozime to, ka
cilvekiem ir interese un nepiecieSamiba péc tiirisma attistibas Latvija

6. Tirisma attistiba Latvija ir nozimiga, jo sekméjot pievilcigu tiirisma attistibu vietéja
meéroga, tas veicinas ari arzemju viesu vélmi atpusties Latvija un, protams, sekmés
Latvijas ekonomiku
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Abstract

Research relevance: This scientific paper is devoted to the problem of identifying the urban
environment as a comprehensive mechanism of cultural and socio-psychological communication and
interaction with an individual. The research relevance lies in the influence of urban identity both on
the integral city image and individual participant perception level in the complex of interactions
within the urban space.

Research goal: The research purpose is to identify the integration of the psycho-emotional
component within the holistic formation of urban identity.

Research methods: The research is theoretical, interdisciplinary, integrative, including the practical
application field of obtained results. The methodological basis includes the main general scientific
methods: analytical, structural, and functional. There are such social and cultural methods as a
genetic approach, presented in the form of a historical-comparative analysis of the urban space
organization. The practical research part includes methods of axiological observation.

Main findings: The urban continuum identity study is considered by an example of the main
sociocultural perceptual approaches to interactive communication during the second half of the XXt
century: mental mapping and psychogeography. In particular, special attention is paid to the drift
theory, dualism of urban perception and tendency to mental segmentation and zoning of the urban
environment. The scientific paper confirms the importance of urban identity in the construction of
the city image and the process of interpersonal interaction.

Keywords: Psychogeography; mental spatial identity; city image; drift theory; mental mapping.
Introduction

According to the urbanism concept in the context of social psychology, urban space is
considered as a multifunctional integrative socio-cultural environment that organizes a
global communicative system of interactions with society. At a more local level, the urban
space acts as a coded information field that builds a dialogical projection with an individual.
The nature of the conducted interactive communication is reciprocal: the urban space is a
producer and carrier of a coded system of socio-cultural coordinates, while the individual
appears as an agent-consumer of the socio-cultural code within a specific urban context.

By producing and updating the interactive dialogue mechanisms, the city becomes an
instrument of identity formation, as well as an integrative continuum of existing socio-
psychological, cultural and philosophical components of society and, in particular, of the
individual existence (for example, everyday rituals, a set of psychoemotional conditions,
moral ideas, ethical norms, customs and traditions). The urban identity phenomenon is
defined as a socio-cultural construct formed in a result of long-term interaction between an
individual, a specific territorial context and its characteristic urban community. The urban
identity code promotes the emotional self-determination of the individual in relation to that

69



\ENTI4
& k

& g %
miEe C)eka
7(& 2001 Q"\? Q"—ff EKONOMIKAS UN KULTORAS
< TA KOV¥ ¥ AUGSTSKOLA

urban community. In addition, it consciously separates concepts of "our' and "alien", and it
is also accompanied by the consumption of symbolic capital and the cultural city code,
collective values, social norms, behavioral patterns inherent in this urban space.

This article reveals the problem of determining the urban identity with the help of socio-
psychological practices inside the urban space under the condition of direct individual
participation. The author considers the city as an institutional, social, and communicative
space that subjects to the constant formation and dynamic contextual deformation. The
article considers socio-psychological perceptual (observational) mechanisms as tools for
identifying and decoding urban space nature. In addition to the theoretical issue
component, the article is practice-oriented and presents the study results of urban space
made by an individual in the course of a conceptual drift walk developed by the author of
the article.

Literature Review

In this article, the problem of identifying the urban environment as a complex mechanism
of socio-psychological communication interaction with an individual is considered due to a
complex of factors that are reflected in theoretical sources within history, semiotics, cultural
and urban studies. First of all, it is worth to notice that, in the semantic content, the urban
identity concept, as a synthesis product of collective and individual experience, is associated
with an emotional attitude to the urban mentality definition. From the social psychology
and urbanism point of view, there is a "place mentality" concept which is produced and
described by Kevin Lynch, a specialist in the urban planning field, in his book "The Image of
the City" (1960). The ideological construction of the city image acts as a psychosymbolic
factor in urban identity formation. The city image establishes spatial representations of the
urban continuum as a system of interconnected and interacting semantic signs, symbols,
archetypes, cultural paradigms and encoded information units, emotionally and mentally
fixed in the citizen's subconscious.

Expressing the idea that there is a "mental image" of urban space, Lynch argues that its
"readability” depends on the "imaginability” of elementary objects that may or may not
become part of the city image identity (Lynch, 1960). Lynch introduces the concept of
"imageability" to refer to finding the people's orientation in the city space, which is
interpreted by him as a system object that is constantly changing and carries the continuity
of cultural traditions, ideas of the socio-psychological and spiritual life of citizens. In other
words, from Lynch's point of view "imaginability" is the unity of emotions experienced
during the perception of the subject-spatial environment of "their" urban area, the city as a
whole, the specifics of communication, interpersonal relations, the organization of the
emotional sphere between interacting groups of people whose psychological well-being is
associated with their environment perception. Thus, the imaginativeness of each urban
structure (whether it is a business center, a municipal park, or a significant cultural
monument) is one of the key operants that allows us to identify "our" image of the city on a
practical level.

The main method within Lynch's urban studies is mental mapping - the creation of "a
generalized mental picture which describes the surrounding material world in the person's
mind" (Lynch, 1960). The mental map is built on the segmented zoning principle, that is, it
is divided into areas and sectors that are figuratively significant for the individual. Drawing
up a mental map is an interview aimed at subjectively recreating a sketch of the city plan,
the individual's memories of his or her city routes, providing a detailed description of them
and reflecting the emotional background of events and sensations that are most clearly fixed
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in memory. Using such a mechanism of urban space research, Lynch made mental urban
routes and integrated the mental experience of informants into practical developments for
urban planning formation.

Decoding the socio-cultural identity of the urban environment through psychological
experience was formed in the concept of psychogeography, which emerged in France in the
late 1950s. The phenomenon of psychogeography as a social psychology and philosophy
direction reveals the impact of the urban environment organization on the psychoemotional
and socio-cultural individual's (citizen's) behavior (Mikhalenko, 2010). A significant figure
in the psychogeography formation was the French philosopher Guy Debord, the founder
and theorist of Situationist International, who rebelled against the use of common daily
routes and the usual utilitarian ways of interacting with the urban environment.
Situationists reideologized the urban perception established methods by reconstructing
routine cyclical routes developed by temporal-spatial connections and integrating game
scenarios into them, which both contribute to the interactive practice of the individual's
urban landscape awareness (Mikhalenko, 2009).

One of such significant psychographic situationist practices was drift (dérive) - a conscious
technique of spontaneous movement around the city. During the drift, the individual
captures his or her own emotions and ideas, chooses which urban pattern to pass through
and which to avoid, psychologically analyzes the urban space "aura”, forming his or her own
sensory representation of the landscape (Guy Debord and the Situationist International,
1958). Itis fundamentally important to note that in drift theory, besides creating conditions
for active citizen interaction with the urban environment, the dominant component is the
individual irrational reflection of a citizen on the urban route and not collective
participation in the applied (unitary) distances construction. At the same time, the
distinctive feature of the drift practice is the element of game beginnings: meaningfully
including landscape barriers and challenges, elements of the fantastic and imaginary, the
drift resembles the modern urban quests scenario. For example, one of the famous
situationist drifts was a walk through Rome with a map of Paris, which caused a great public
response (McDonough, 2004).

The protest based on Guy Debord's drift theory continues to be relevant in our time. Modern
drift activists postulate against unitary urbanism and call for a revolutionary psychographic
approach to urban planning and architectural ensembling. For instance, since 2004, the
annual psychogeography festival "Psy-Geo-Conflux" has been held in New York. For several
days, artists, theater actors, visual performers, journalists, urban activists and researchers
have taken an immersive part in the study of the social and psychological microclimate of a
particular area's urban landscape. So, the followers of drift practices suggest exploring the
urban planning features in close connection with the feelings and psycho-emotional state
that they cause in an individual, paying attention to the surrounding landscape features, but
giving them a new meaning and a non-trivial solution to use. In addition, the drift concept
is based on individual and collective reflection on the symbolic presence of architecture in
the city context, not as a utilitarian and commercialized unit, but as a way to articulate the
urban identity of the individual through temporal and spatial connections with his or her
past and present.

Methodology
The study of the identity of urban space as a platform within semiotic and cultural

coordinates has a theoretical, integrative nature. The article includes the main general
scientific methods: analytical, which reveals the specific aspects and historical line of "city-

71



\ENTI4
& <3

& g %
=LE= ()eka
7( 2001 "\(I( 3 / EKONOMIKAS UN KULTORAS
6‘(¢ (5)
RTA OV = AUGSTSKOLA

individual" interactions in the urban space socio-psychological nature; structural and
functional, which allows us to consider the space of the city as a special integrative cultural
code and social institution. To achieve the research goal, there are modeled and considered
practical conditions for the implementation of socio-psychological drift practice in the
Kaliningrad urban space, and there is made interpretation of the expected "city-individual"
interaction results in the conceptually selected city space areas.

Based on the thematic literary sources analysis, it was revealed that the urban space socio-
cultural content, in general as an object of research, is reflected mainly in works on
semiotics, urban studies and social psychology. The theoretical material processing is
carried out by means of culture studies methods of scientific research. In particular, a
genetic approach was applied, which was used to conduct a comparative historical review
and analysis of socio-psychological practices in urban identity research. Also, the study is
dominated by the axiological analysis method, within which the city is considered as an
institutional socio-cultural form, the semiotic code of the value individual's orientation.

The main article scientific approaches are social and cultural. With their integration, the
author considers the practices and mechanisms of the urban identity study, in particular the
ongoing "city-individual" interaction, as acts of a kind of semiotic communication.
Individual messages within such a communicative contact acquire their semantic meaning
in accordance with the decoding of a certain information element - the code. The modeling
of an individual's spatial and temporal representations takes place in the course of socio-
psychological drift practice (Osipova, 2011). It develops from this the practice of "city-
individual" communication, the selection of perfectly communicating cultural elements and
their further processing until synthesis and integration into sign systems are designated by
the urban space information identification and decoding processes.

The research's practical part is an artistic projection of the collected theoretical information
regarding the socio-psychological mechanisms determining urban identity, implemented in
an art object. Conceptually, the art object is a cartographic representation of the Konigsberg
and Kaliningrad urban objects’ coordinates, which are united by the theme "knowledge of
urban ignorance” and are connected by two author's drift routes. The drift route idea is
regulated by a number of conditions:

- follow the route that you want to go;
- you can go back and pass some sections again;

- fix the color of the doors and other color episodes in the gray architectural
ensemble.

- go into the Khrushchyovka yards and take notes of the emotional feeling of visiting
the yard. Mark what characterizes the yard;

- for each house/car/bus with a number “31”, write down the impression of the area
and indicate three colors that are nearby;

- markthe houses that are in a state of repair, give an emotional assessment - whether
this transformation is constructive, whether it is necessary.

In the study, the geographically applied area of the mechanisms of the socio-psychological
and psychographic drift practice is chronologized and zoned. The drifting practice was
carried out in Kaliningrad, particularly, on the territory of the former German Amalienau
and Hufen districts, and in the Soviet heritage area. In addition to following the concept of
drift, the practical part methodology is also characterized by the axiological observation
inclusion (dichotomy of “German heritage " and "Soviet heritage" assessment), a detailed
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description and analysis of which is given in the results section.
Results

Considering the urban environment in the socio-psychological aspect as a comprehensive
sign system, it is necessary to note its constant social and communicative movement and
contextual formation. In view of this, urban space is able to encode, synthesize and
accumulate socio-cultural and personal oriented elements, giving them not only cultural
and semiotic semantics but also psycho-emotional attachment. From the point of view of
the communicative "city-individual” model, the city image is identified with the historical
"portal”, the medium of statements preservation and transmission, (not)visual symbols and
signs. At the same time, the dynamic sign-symbolic system formed by the city has
accumulating mnemonic connections. The actualization of such cultural-mnemonic
relations occurs during the transitive periods of the urban identity code life cycle (for
example, when the cultural paradigm and semantic dominants change, the new ideologies
generation enters, etc.). This urban identity process is reflected in the nature of the
interaction mechanisms between the individual and the city, for example, in the form of
captured monumentality: architectural ensembles, memorials, personal associative rows
formation, city space mental mapping.

The socio-psychological consideration aspect of the urban space-time environment
psychological representation suggests that the city image perception is constructed due to
the directindividual's involvement. In this case, the socio-psychological practices' role is the
perceptual reinterpretation of the individual's identity regarding the place, district, city, as
well as the usual interactions complex within the urban system. The drift practice, carried
out in the study, was based on the idea of the individual's transition from the position of the
consumer of urban coordinates (the practical use of the city as a tool for personal and social
needs) to the position of the individual as an observer-interlocutor and actor in the city
space. To solve this problem, two drift routes were performed: “Dérive K31” and
“SovietDérive”. The territorial choice of conducted routes is justified by their landscape
attractiveness and axiological fullness. Thus, the " Dérive K31” was implemented in the
Kaliningrad Central District (former Amalienau + Hufen scopes), due to the fact that this
area has been filled with small intersections, diagonals, micro-turns, green areas, and
references to historical textures. The route lines are shown in Fig. 1 and Fig. 2.

K31

Altitude: 4m ~ 60m, 1984m, 1962m

2020-10-31 Duration Distance Avg/Max
13:31:14 01:31:27 5.17km 3.4/48.2 km/h

\.
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Fig. 1. Dérive K31 Route
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Soviet

Altitude: -8m ~ 56m, 1371m, 1370m
2020-11-06 Duration Distance Avg/Max
16:33:02 01:21:40 2.66km  2.0/6.5km/h

SUUlIapR

@

£ \itsa Go%,
: Ulits: %,

Prag vl
by ’
AL PARK
HISTORICAL
Park Pobedy
Mapk MoGeab! o /CENTER
Konigsberg Cathedral
yaheapansHbii cO60p
Gorgle " o3 River

Fig. 2. SovietDérive Route

Route information:

Drift start: October 31, Saturday, 13: 31

Address: Kommunalnaya 113

Drift duration: 1 hour 31 minutes

Drift end: Saturday, October 31, 15: 02

Mediums of fixation: photo, text, and mental notes.

The second route "SovietDérive" took place at the intersection of the Moscow and Leningrad
districts - among the locations within the multiple presences of Soviet heritage, markers of
Soviet thinking, Khrushchevki and gray-concrete buildings.

Route information:

Drift start: Friday, November 6, 16: 33

Address: the intersection of Mira Avenue 13 and Donskoy Street
Drift duration: 1 hour 21 minutes

Drift end: Friday, November 6, 17: 54

Mediums of fixation: photo, text, and mental notes.

Performed drift practice had an activity-based nature of constructing a stratified urban
identity. The actor's issue was to build an individual route, the content and formation of
which could be regulated only by his or her unconscious and emotional desire to pass or not
pass through a certain area. This decision was based both on the visual component of the
district part image, the architectural ensemble, the color psychology, existing smells and
sounds, and with the addition of the individual's own space perception, his or her past urban
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interaction experience, social and psychological behavior features. The actor could move in
any direction, return, intuitively turn, wander, stop or not make any movements - his or her
main purposes were to rethink the city image, decode the coordinates of the two drift route
areas, observe the city and his or her personal behavior in the city, discover "knowledge
about ignorance".

During both drift routes, documentary photographs were taken and a chronological
summary of psychoemotional notes (text) describing the drift actor on certain route
sections was compiled. In the future, the passed route coordinates were mapped and
transferred to a three-layer map made artistically of plexiglass with a size of 1m x 1m (Fig.
3). The map construction represented 3 layers: a Konigsberg-layer, a Kaliningrad-layer, and
a drift-layer, ideologically connecting the spaces of two different cities in one time. The map
as an art object became a full-fledged part of the installation "Distorted Perspectives", which
was presented by three artists (Denis Esakov, Yulia Skorykh and Arina Sherstyuk) at the
International Contemporary Art Festival RAUM SPACE in Kaliningrad in December 2020.

Fig. 3 The art map

Conclusions

Summarizing the conducted research, it should be noted that the research discourse of
urban identity acts as a cultural code of the communicative and institutional urban
environment structure, due to that it becomes an actual subject of epoch-making and
modern scientific research. According to the socio-cultural perspective, the urban identity
conceptis considered as a polysemantic complex structure and involves an interdisciplinary
study. The formation of complex trends and methods of the urban identity structural
analysis problem was especially marked by the second half of the XXt century. During this
period, independent scientific branches of the revolutionary urban studies approaches
began to appear.

For the new urbanists generation, the object of scientific interest has changed first of all. In
this case, the contextual city content, its structural indicators, local social processes and
cultural phenomena relative to the individual became important rather than the external
and functional aspects of urban planning and their visual identity based on the prevailing
architectural style. After the axiological revolution in the perception of the socio-cultural
city position, a number of combinative scientific ideas about the urban environment
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appeared from the position of innovative research socio-psychological and
psychogeographic perspectives.

The study confirms the multicomplex nature of the urban space identity definition due to
the interactions of the epochal components acquired, continuously formed and integrated
into the existing continuum of new cultural and information realities. Urban space as a
holistic ideological integrative platform of subject-object relations is also studied in the
system of interactions between the city, the carrier of the socio-cultural code, and the
individual as a consumer of encoded cultural units. At this level, a special vector of
communication is formed, in which the cultural context plays the role of a conductor
between the individual and the cultural-semiotic code, the carrier of the identity which the
actor becomes.

The conglomerate nature of the interaction between urban space and the individual, as the
recipient of an urban unit, forms a continuous process of forming a "collective" and
"individual” urban coordinates perception. The collective perception vector is aimed at
contextual "reading” of the city through its structural stratification, epochal and existing
social and interethnic conflicts, cultural and symbolic context, stereotypes, urban folklore -
the collective unconscious that dominates the reflection of the particular city identity.
Criteria for assessing the individual level of the urban continuum perception are identified
when referring to individual individuals as agents involved in local urban processes. While
studying agent's behavior in the urban context, the selection and evaluation of subjective
ideas about the aesthetic, symbolic and moral were made. Furthermore, the level of
integration into the urban psychological environment, personal existential experience in a
particular city area was taken into account. Despite the possible multi-level contrasts in the
perception indicators, it is important to trace the relative interaction of both components.
Especially, the synthesis of two axiological approaches in a single urban space forms an
urban identity - a set of possible combinations and constructions of the socio-cultural and
psycho-emotional city climate.

Thus, the urban identity study is ideologically characterized as a dynamic interactive
temporal-spatial process that promotes the awareness of collective and individual
psychoemotional belonging to a certain urban space and its constituent institutional
components. The article considers the main socio-psychological mechanisms, formation
factors and urban identity translation methods that emerged in the second half of the XXt
century, and are relevant in the modern urban methodology. It is worth noting the practical
significance of the study in educational and applied specifics.

The materials and theses provided in the article are able to be applied in various fields, for
instance: 1) in the development of targeted programs in cultural tourism; 2) for conducting
socio-psychological practices and training in the urban space; 3) in the organization of the
activities within ethnocultural centers and urbanists associations; 4) in the research
activities of higher and professional education institutions. In addition, the findings of the
study are able to be served as a basis for further scientific research in the development of
the socio-psychological urban studies theory and practice in the socio-cultural activities
context.

In addition, the article's content is part of the research and practical activities devoted to a
model design of directed intercultural communication practice in the city space with the
inclusion of socio-psychological interactive urban environment mechanisms. Specifically,
the results of this article are included in the theoretical part of the conceptual exchange
project aimed at studying the semiotic city space of Riga and Kaliningrad. In the forecast,
the concept of an intercultural exchange project with a full programme application claims
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to become a potential non-commercial product in the market of international relations,
particularly in the culture relations field between Kaliningrad and Riga.
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Abstract

Research relevance: Fitness industry development possibilities in China. According to the China
market research report released by IBISWorld on Gym, Health and fitness clubs, this industry is set
to generate US$ 6.91 billion in 2018. It has been growing by 10.4% from 2013 to 2018, with very rosy
prospects for the coming years. Due to statistics, China could become the biggest fitness market in
the world within the next 20 years. If only 4 percent of Chinese people join gyms, the country will
need to build 30,000 new clubs over the next two decades.

Research goal: to find out the development possibilities and opening gym in Chinese. Citizens are
becoming health-conscious day by day and are investing quite a lot of money in the fitness industry.
Demand for gym is still high in China because of very crowded gyms. For this reason, Chinese
government supports investors to run this industry.

Research methods: Case Studies and Quality and Quantity methods are needed to achieve the
purpose.

Main Findings: To describe fitness industry in the world. The global fitness and health club
industry generates more than 80 billion U.S. dollars in revenue per year. The North American
market had an estimated size of more than 32 billion U.S. dollars in 2017, of which around 90 percent,
around 30 billion U.S. dollars, was attributable to the United States. The United States is the single
biggest market worldwide not only in terms of revenue but in regards to the number of members in
health & fitness clubs as well.

Keywords: Fitness industry; health club; fitness market
Introduction

The fitness market in China has been developing rapidly for more than 20 years, going
through various phases of development in the past two decades. In the past few years, the
fitness industry has once again witnessed accelerated growth. In 2019, the top 18 cities we
analysed, had an estimated total market size of RMB 34 billion, 27,600 stores and 8.79
million members. The industry is becoming more diversified, with personal training studios,
boutique studios and new-model gyms contributing to its rapid growth.

Research aim: The research aim is to identify the historical development of modern gym
and Fitness culture and to present an analytically developed approach to understanding the
emergence of this global multi-billion-dollar phenomenon in contemporary society in China.

Research hypothesis: What fitness trends are specific to China?

Methodology: Data collection methods: Secondary data analysis of surveys. Data processing
methods: Graphical analysis.

Research results: During the 30-day survey, 6,952 participants visited the online survey,
and 1,827 of them spent an average of 8.4 minutes to complete. The survey, with a response
rate of 26.3%. Although the survey period for this year was approximately half of the past 2
years (14,15), the number of respondents (1,827 in 2020 vs. 1,459 in 2019vs. 1,042 in 2018)
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and the response rate (26.3% in 2020 vs. 17.9%in 2019 vs. 21.0% in 2018) were both
increased. This increment might result from the contribution of the collaborative partners
as well as the increased popularity of the survey in China. The respondents were
characterized as 66.6% male and 33.4%female; 61.8% between the ages of 22 and 34 years
32.7% were from Shanghai, Beijing, and Guangdong provinces (Figure 2); 51.8% with less
than 3 years professional experience; 16.1% with annual salary more than 100,000 RMB or
U.S. $14,530; 38.3% working in commercial fitness centres; and 47.3% with national
certification (National Vocational Qualification for Personal Trainer and Fitness Instructor).
Also, 66.3% of the survey respondents were personal trainers or strength and conditioning
coaches, either full-time or part-time

The research is based on a rich variety of studies describing and analysing gym and fitness
culture, but there is also an ambition to analyse these historical transformations and to
develop a theoretical understanding of this phenomenon. Mainly the article will argue that
the development of contemporary gym and fitness culture can be analysed and understood
through three important and decisive phases of globalization. Different approaches to
fitness and to muscle-building techniques will be explored and situated in a global,
historical, and socio-cultural framework. In order to understand certain of the trends and
tendencies in fitness, the research will focus on the trends arising with globalization

Literature review

The Fitness Revolution

Since the 1970s we have been witnessing a global transformation and massive expansion of
the Fitness industry. According to the International Health, Racquet & Sports Club
Association (IHRSA), which is the trade association serving the health and fitness club
industry, this global “movement” generated an estimated $75.7 billion in revenue in 2012,
from more than 153,000 health clubs serving 131.7 million members (IHRSA, 2013). In
Great Britain, subscriptions to private fitness clubs have risen steadily during recent
decades, and a public survey shows that at the beginning of 2000, 14 percent of the
population attended a gym (Crossley, 2006). These figures are well in line with studies of
the health club population in the United States as well (Sassatelli, 2010), and seem to be
increasing continuously across the globe, spurred not the least by strong commercializing
forces (Smith Maguire 2008). Consequently, the Bureau of Labor Statistics describes
employment in the service-producing industries which focus on the general state of clients’
bodies as one of the fastest-growing industries in the sector of US labor market (George,
2008). The fitness industry and the idea of muscular bodies can be traced to what used to
be called physical culture in the late-19th century and to the teachings of the forefathers of
bodybuilding such as, for example, Eugene Sandow (1867-1925) and Charles Atlas (1892-
1972) (Budd, 1997; Author, 2013). Originally, this body subculture was viewed almost
exclusively and understood as a male preserve. Another landmark for bodybuilding as a
phenomenon can be found in the movie and book Pumping Iron from the late 1970s, where
several popular bodybuilders, such as Arnold Schwarzenegger and Lou Ferrigno, are
portrayed, while they work out at the famous Gold’s Gym in Venice Beach, California (Gaines
& Butler, 1974; Klein, 1993). The movie Pumping Iron II (1985), portraying four women
preparing for the Caesars Palace World Cup Championship, it can be a breakthrough for
female participation within this subcultural sphere (Author, 2013). This change could be
viewed as a starting point for the development of a new, Fitness culture, where the notion
of the gym gradually came to transform and shift from a typically masculine activity into a
mass leisure activity. Obviously, gyms reserved solely for hard-core bodybuilding still did
and do exist, but they are becoming increasingly marginalized by the large number of
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premises that find a minimum common denominator in the idea of Fitness (Sassatelli,
2010).

The Prehistory of gym

The history of gym culture is a global story of the development of an extensive,
international, and commercial business sector. As earlier stated, we are witnessing, during
a quite short historical period from the 1970s until today, a rather drastic rise in the
numbers of commercial fitness gyms, private fitness clubs, franchised chains, international
fitness magazines, professional trainers, and so forth (Stern, 2011). In the late-19th century
the development of physical culture and especially of new techniques used to develop and
form a strong, muscular, and masculine body gradually was in the United States. But this
was also an international and especially Western phenomenon, where scientists from
different countries turned their attention towards physical culture and physical education.
Using influences from the German, Swedish, and Danish gymnastic movement, for example,
scientists developed techniques and methods for improving health and strength. The
general concern with health and bodies was connected at this time to industrialization and
the need for physically capable male bodies. At the beginning of the 1900s, sport and
physical culture thereby gradually became a preoccupation for not only the aristocracy, but
also workers. This was especially obvious in the totalitarian states of Germany, Italy, and
the Soviet Union (Grant, 2013). One of the central and perhaps most influential
professionals in physical culture in the beginning of 20thcentury was Eugene Sandow. He
was born in 1867 in Koénigsberg, Germany. Sandow started his career as a strongman,
working his way through several circuses and vaudeville shows. For a long time, he toured
together with Professor Attila, a physical education teacher. Together they changed the way
of looking at weight training and muscles.

he rapid growth of physical culture and the interest in shaping and sculpting the body must
be understood in relation to drastic changes in capitalist societies and the millennium shift.
Class roles were changing, and there was a promise of subsuming class differences and
transgressing traditional positions. During this changing social and cultural landscape,
urban turmoil, and vibrant commercial culture, the promise of changing one’s body and
becoming a different and maybe ‘better’ person attracted both men and women. Physical
culture welded together elements of commercial culture and nationalist and imperial
ideologies. Social Darwinism and racism melted unproblematic together with promises of
individual happiness and possibilities of looking young and fit. At this time physical culture
was strongly connected to religion. Training and exercising the body was a way of taking
care of God’s gift. Within the movement called Muscular Christianity, physical culture was
a way to develop a healthy, religious, and morally righteous lifestyle (Green, 1986; Putney,
2001).

Fitness as a global business and lifestyle

The development of the contemporary fitness culture and industry is the aftermath of
complex historical processes. In this article we have pointed towards some of the most
central aspects of the transformation of this phenomenon. The main argument put forward
in the article is that the transformation and globalization of gym and Fitness culture is
structured in three different but partly overlapping phases of development. This global
enterprise transforms mainly through the structural transformations of society and the
cultural and social processes of mediatization, and individualization. It started primarily in
the beginning of the twentieth century with entrepreneurs such as Eugene Sandow and
Charles Atlas, and later with businessmen such as Bob Hoffman and Joe Weider. Although
Bob Hoffman, who built a successful business around barbells and weight training (Fair,
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1999), put up a good fight, everything changed when Joe Weider and his brother Ben formed
The International Federation of Bodybuilders (IFBB). The membership grew steadily in the
1950s and 1960s, and by the late 1970s there were more than 100 member associations
worldwide. In the late 1960s the title Mr. Olympia had been created to bring together the
world’s top bodybuilders, and bodybuilding thereby became a global business (Dutton,
2012).In 1995 the IFBB boasted 134 affiliated national bodybuilding associations, and it is
a member of the General Association of International Sports Federations (GAISF). In many
countries there has been a struggle among certain practitioners to prevent a heavy
commercialization of these forms of exercise and the development of whole commercialized
lifestyle concepts. In the United States, for ex-ample, the YMCA tried for a long time to keep
outside the commercial aspects of the business and to make it possible for young people to
exercise for free (Miller & Fielding, 1995). But eventually many organizations have been
forced to become regular businesses. Today, fitness gyms and private health clubs are a
huge global business. Fitness has become the overall concept used when referring to health
clubs, fitness franchises, and fitness gyms. Fitness thereby has turned into a folk movement,
but not one comparable to the old 20th-century movements, often connected to national
sentiments, but instead a highly individualized and personal task. The blurring of the
relation between health and beauty, although manifested in slightly different ways
nationally, is a central part of this transformation. The face of fitness gyms has changed,
and it is possible to talk about a fitness revolution. One of the most fascinating parts of this
history is the strained but also independent relation developed between bodybuilding and
fitness. Whereas bodybuilding often is connoted by things such as drugs, steroids, hyper-
masculinity, vanity, hustling, the postmodern self, pastiche, and violence, fitness has come
to be connected to health, beauty and youth. This distinction between healthy and unhealthy
lifestyles is only a part of the truth about the fitness business. Instead, these two
phenomena are interconnected and highly dependent on each other.

The development of the gym and fitness industry is to a great extent an international and
global history. The techniques, tools, and physical exercises used today in gyms all over the
world are the results of a physical culture developed and redefined during the 20th century.
This culture also has roots stretching back to ancient Greece and Rome. In the same way as
the development of fashion, for example, was tied to specific times, spaces, and places—
Paris, New York, Milan—gym culture travelled in time and space from the Nordic countries
and Europe to the United States, and in the 1970s, Gold’s Gym and California became the
melting pot of bodybuilding and fitness. Another center appeared simultaneously in
Montreal, Canada, where Joe and Ben Weider built their glob-al empire of bodybuilding.
Through magazines, arrangements of bodybuilding contests, and not least the foundation of
the IFBB, the Weider brothers contributed to the globalization of fitness and gym culture.
Although certain places and even specific gyms have played a central role in the history of
gym culture, the body ideals, exercises, techniques, and the pedagogy of fitness have become
an increasingly international enterprise. Thus, it is not possible to refer to bodybuilding and
fitness as a specific American or Canadian phenomenon. But this does not mean that it is
impossible to trace tendencies to standardize techniques and exercises used in the global
arena of gym culture, which, in a certain sense, can take the form of a McDonaldization of
gym culture (Ritzer, 2011). With respect to calculability, for example, fitness activities have
resemblances to McDonald’s model for success, where it is easy to calculate the time it takes
to perform certain activities. Furthermore, the prod-ucts and services of fitness are more or
less identical everywhere, and to some extent predictability rules, when for example looking
the franchising systems of group fitness activities developed by Les Mills. During the third
phase of the globalization of gym and fitness culture global chains such as Les Mills Inter-
national points heavily towards a standardization and homogenization of this global
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culture. The tendency towards homogenization and predictability is also, to some extent
apparent when looking at the body ideals that effectively is produced within contemporary
gym and fitness culture. It is possible to talk about the construction of a global body ideal,
since the ‘hard’ body, the well-trained, fat-free, clearly defined, and slimmed body seems to
be hegemonic in advertising and consumer culture (Dworkin & Wachs, 2009). However, at
the same time it is possible to find case studies from different countries throughout the
literature, pointing towards both similarities and differences in the way the fitness industry
gained its specific national or local form and expression. Spielvogel’s (2003) study of fitness
in Japan stands out as an example of how the training philosophy and the whole fitness
concept are adapted to a specific national culture and specific values. Consequently, there
are important differences between gyms in different places and nations. The aura of
exclusivity varies between different gyms. They also promulgate different philosophies,
from the working-class gym attending mostly by men, too expensive and luxurious facilities
for upper-class men and women (Sassatelli, 2010; Smith Maguire, 2008)

Results

The China Survey of Fitness Trends 2020 was conducted between April 1 and 30, 2019 (Li
et al. 2020) Health/fitness professionals working in China were asked to predict the
popularity of 50 potential trends by completing an online questionnaire (www.wjx.cn).
Consistent with the worldwide survey, the China survey was constructed using a Likert-
type scale ranging from a low score of1 (least likely to be a trend) to a high score of 10 (most
likely to be a trend) (1-13). The potential trends were a combination of 38 potential trends
listed in the worldwide survey for 2020 in addition to 12 potential trends proposed by 20
independent health/fitness experts in China. The 12 China trends were added among the 38
worldwide trends in random order. Eleven academic, industrial, and corporate
organizations in the field of health and fitness volunteered as survey partners to assist with
the recruitment of respondents. During the 30-day survey, 6,952 participants visited the
online survey, and 1,827 of them spent an average of 8.4 minutes to complete. The survey,
with a response rate of 26.3%. Although the survey period for this year was approximately
half of the past 2 years (14,15), the number of respondents (1,827 in 2020 vs. 1,459 in
2019vs. 1,042 in 2018) and the response rate (26.3% in 2020 vs. 17.9%in 2019 vs. 21.0%
in 2018) were both increased. This increment might result from the contribution of the
collaborative partners as well as the increased popularity of the survey in China. The
respondents were characterized as 66.6% male and 33.4%female; 61.8% between the ages
of 22 and 34 years 32.7% were from Shanghai, Beijing, and Guangdong provinces (Figure
2); 51.8% with less than 3 years professional experience; 16.1% with annual salary more
than 100,000 RMB or U.S. $14,530; 38.3% working in commercial fitness centers; and
47.3% with national certification (National Vocational Qualification for Personal Trainer
and Fitness Instructor). Also, 66.3% of the survey respondents were personal trainers or
strength and conditioning coaches, either full-time or part-time.

Table 1. Survey Respondents Occupation (source: China Fitness Trends 2020, Li et al.)

Respondents Occupation Total respondents
Personal Trainer (full time) 26.2

Personal Trainer (part- time) 18.0

Strength and conditioning coach (full time) 7.4
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Strength and conditioning coach (part time) 14.7
Health Fitness specialist (or equivalent) 10.0
Group exercise Leader 8.9
Program Manager 5.0
Health/wellness coach 7.2
Health/Fitness Director 6.2
Owner/Operator 7.3
Registered Dietician 5.0
Medical Professional 4.4
Clinical exercise specialist (or equivalent) 3.8
Clinical exercise physiologist 2.7
College teacher 9.7
School teacher 5.9
Graduate student 17.9
Undergraduate student 22.6
Other 8.2
The age demographics

70

60

50

40

30

20

18 I I l ] —

2l and under  22-34 35-44 45-54 55-65 65 and above

Fig. 1. Percentage of age groups of survey respondents. (source: Chinas Health and Fitness report
2020)

Table2. China’s Fitness trends for 2020 (source: Health and Fitness China, 2020)

1. Exercise for weight loss

Exercise and sport for children and adolescents

Exercise in Medicine

2
3
4. Strength Training
5

Fitness and Dietary
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6. Square Dance

7. Group training

8. Personal training

9. Outdoor activities

10. Walking/Running/Jogging/Cycling clubs

11. Mobile exercise apps

12. Boutique Fitness Studios

13. Wearable Technology

14. Intervention for overweight and obese children and adolescents

15. Yoga

16. Training and free weights

17. Core training

18. Body weight training
19. Brisk Walking

20. Pregnancy/postnatal classes.

Table 3. Same Fitness Trends and their rankings in China in the last three years. (source: Health and
Fitness report 2020)

Trends 2020 2019 2018
Exercise for weight | 1 2 19
loss

Exercise and sport for | 2 6 3
children and

adolescents

Strength training 4 1 1
Group training 7 4 7
Personal Training 8 3 17
Outdoor activities 9 20 5
Boutique fitness | 12 5 11
studios

Yoga 15 7 15
Core Training 17 8 6
Body weight training 18 14 4

Compared with the 14th year of ACSM’s Worldwide Survey of Fitness Trends, the China
Survey of Fitness Trends is still in its initial stages of development. The respondents varied
in the three surveys for 2018, 2019, and 2020. Nevertheless, results of the China survey still
provide a brief picture of the stable fitness trends in China. Although there were some
variations in the rankings, 10 fitness trends were ranked in the top 20 trends for 2018 (14),
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2019 (15), and 2020 (Table 3). These 10 trends can be recognized as the current stable
trends within the health/fitness industry in China.

Conclusions

1. Results from the China fitness survey for 2020, together with those for 2018 (14)
and 2019 (15), supported the necessity of a nationwide survey of fitness when the
higher accuracy of prediction was pursued. There were six China-specific trends
ranked. in the top 20 for 2020 (Table 2), which were picked up from the 12 potential
trends nominated by Chinese health and fitness experts. In addition, it is worth
noting that some worldwide trends (e.g., high-intensity interval training) listed in
previous years were not identified as the top 20 trends in China this time. Therefore,
the nation specificity of fitness trends should be considered by international fitness
organizations or companies when making strategic plans in other countries.

2. It is a good time for the domestic fitness industry to accelerate development.
Compared with the penetration rate of 6.5% in the leading market, the national
fitness penetration rate has gradually increased to nearly 4% but still relatively low.
There is currently a gap compared with the international market and significant
space for demand in the domestic industry to grow. The development stage of the
industry is an optimal time to expand the number of offline gyms.
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Abstract

Research relevance: In the United States, the travel agency industry is forecast to generate $17.3
billion in revenue by 2020, up from around $15 billion in 2015 and about $12.2 billion in 2010. The
industry has not only grown in terms of revenue, but in recent years, profits from travel agencies in
the United States have also increased annually. A decade ago, the average profit-to-revenue ratio in
the industry reached six percent. By 2015, this figure is estimated to have doubled to 12%. Travel
management is becoming increasingly web-based, like many things. Digital travel sales amounted to
180.6 billion U.S. dollars in the United States in 2016. By 2020, this figure is projected to exceed 213
billion US dollars.

Research goal: To analyse the market, for future possibility to establish the Online Travel Agency.
Citizens of US in recent years has become the most popular consumers of flying tickets and services
provided by the travel agencies. Demand for the flights and services provided by travel agencies is
still on the high level and demand on after-pandemic situation will only significantly grow.

Research methods: Quantitative method such as descriptive research and data collection from
statistical resources on the internet and data analysis and secondary data analysis has been used in
this research paper.

Main findings: Traditional travel agencies are brick and mortar stores where trained professionals
deal with customers one by one, and online travel agencies (OTAs) are e-commerce sites that bypass
the need to use global distribution systems such as Amadeus for a personal travel agent and search
travel providers. As of 2019, Amadeus' revenue has reached approximately US$ 6.25 billion
worldwide. More than half of Amadeus' revenue came from the business segment of distribution
systems that year. Although OTAs lack the help of a trained professional, they allow customers to
compare their own travel options.

Keywords: Travel agencies; e-commerce; travel industry.
Introduction

The role of an online travel agency (OTA) in the accommodation industry is growing in
importance as they provide a convenient way for travellers to plan their stay. Travelers may
compare hotel prices and book them online from the comfort of their own homes. Over the
last decade, most businesses have been largely digitized (Camm, F. et al 2013). The travel
industry, in particular, has invested heavily in its online presence. Travel e-commerce sites
and review sites make up the majority of the online travel industry. Travel e-commerce sites
are dedicated to the sale of travel goods such as flights, lodging, and rental cars. These can
be bought directly from the website of a travel company or from an online travel agency
(OTA). Consumers are increasingly booking trips on their own, especially through online
travel agencies (Paulin, G. 2015). These online businesses have the convenience of booking
from the comfort of their own homes, and they also entice customers with package deals
and cost-cutting options. As a result, many travellers have abandoned conventional brick-
and-mortar travel agencies in favour of booking their trips via online platforms. In 2020, the
global travel agency industry (both brick-and-mortar and online) will be worth 315 billion
dollars (Seth, B. 2020). According to the research which is made by “Statista research
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department, December 9, 2020” Booking Holdings and the Expedia Group are two of the
most well-known online travel agencies. These two companies ranked first and second in a
global list of the largest online travel agencies (OTAs) by revenue in 2019, with revenues of
15.07 billion and 12.07 billion U.S. dollars, respectively. Airbnb is another online travel
business that has expanded rapidly in recent years. The company operates an online
vacation rental marketplace that specializes in homestays. Airbnb's market capitalization
hit $35 billion in 2019 (Statistia, 2021). The coronavirus (COVID-19) pandemic is one aspect
that is expected to have an effect on the online travel industry in the future. Global and
international tourism came to a halt as countries-imposed travel restrictions to combat the
disease's spread. The travel and tourism industry's global revenue are expected to decrease
by 17% in 2020, according to estimates (S. Lock, 2020). Meanwhile, the Pandemic had a
negative impact on companies in the online travel industry. Bookings on Airbnb fell globally
in 2020, as did the number of active Airbnb properties in a few countries. Bookings for
short-term rentals on Expedia, Booking, and Airbnb have decreased year over year.

US Digital Travel Sales, by Device, 2016-2021 (in billions)

$219.69
$213.29
$198.15 $206.08

$189.62

2016 2017 2018 2019 2020 2021
M Desktop/laptop W Mobhile

Fig. 1. US Digital Travel Sales ,by Device 2016-2021 (Source: eMarketer 2020)

According to the report made in the last few years, mobile has gradually taken over a large
portion of the desktop/laptop market in every online sector, including the online travel
booking industry. The graph above reflects the fact that we are increasingly relying on our
smartphones and tablets for various online tasks. Despite the fact that the statistics are only
for the United States, it is safe to assume that the growth of mobile share in online travel
bookings is comparable, if not greater, in other markets. On a more informed note, the
mobile share growth rate will undoubtedly be higher in emerging markets such as India and
China, where internet penetration is largely driven by mobile internet.
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Fig. 2. US national monthly travel spending, for 2020 (Source: US travel.org)

In 2020, the travel industry would have lost $492 billion in comparison to the previous year,
a staggering 42 percent annual decline.

During the last three weeks of the year, travel spending improved slightly. The week leading
up to the new year saw $14.6 billion in travel expenses, which was second only to the week
of Labour Day Weekend since March 14t (Seth, B. 2020). While still far below normal levels,
the industry has made progress since April's low of just $17 billion in travel spending. Many
of the lockdown measures were lifted in late May, and the summer travel season began.
However, as the peak leisure travel season came to a close, travel spending remained stable
in September and October before declining in the final two months of the year. According to
the research which is made by Seth, B. (2020), in 2020, all travel segments suffered a sharp
decline. International travel and business trips, on the other hand, have seen significant
declines. International travel expenses decreased by 76% compared to 34% for domestic
travel. Similarly, business travel dropped by more than twice as much as leisure travel (-
70%). (-27 percent) (Curley et al., 2020)

National Travel Spending by Segment
2020, year-over-year % change

0%

-20%
-40% ~34x

-60%
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-100%
International ~ Domestic Business Leisure

Fig. 3. US national travel spending by segment, for 2020 (Source: US travel.org)
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Literature review

This section focuses on the theoretical and empirical findings of the COVID-19 outbreak and
the impact towards the United States OTA industry. Tourism is one of the most important
sectors in the economy, based on the report about worlds GDP (Gamage et al., 2020) A
literature review of the COVID-19 literature on tourism in 2020 was held. A total of 15
articles from 19 journals were analysed from four databases to see how current scholars
view COVID-19 and tourism from a sustainability perspective. As a result of this, this study's
content analysis identified major downfall of industry due to COVID-19, and descriptive
statistical analysis of its distributions by theory provided useful information. methodology,
as well as the research area. Then, in 2020, the tourism literature abruptly shifted its focus
to the global panic of the century—COVID-19 and its consequences. “The decline in the first
ten months of 2020 represents 900 million fewer international tourist arrivals compared to
the same period in 2019, and translates into a loss of US $935 billion in export revenues
from international tourism, more than ten times the loss in 2009 under the impact of the
global economic crisis,” according to the latest update from the World Tourism Organization
(UNWTO 2020) in December 2020. (UNWTO, 2020) As well few scientific researches were
analysed and studied, one of those is “Online travel purchasing: A literature review” , this
research is based on what drives consumers behaviour towards purchasing from the online
travel agencies (Suzanne A., & Paulo D. 2013), rather than to purchase travelling tickets, car
rental and hotel booking services from traditional offices of travel agencies. Tourism largely
ceased in March2020, as international travel prohibitions affect more than 90% of the
world's population, and extensive limitations to public gatherings and community mobility.
There has been devastating early evidence of impacts on air, cruises and lodging. While
extremely uncertain, UNWTO's early projections for 2020 suggest that international
arrivals can drop by 20-30% compared to 2019 (Stefan, G., 2020). “Online travel has been
the subject of two previous recessions - the tech bubble crash and the global financial crisis”
Booking Holdings - CEO Glenn Fogel warned that the current crisis is worse than all previous
"big" disturbances combined in the past. the next section outlines the methodology used to
conduct the literature review, the results from the analysing literature review and the
conclusion for current situation around U.S. online travelling industry

Methodology

This research wants to explore the current situation around the Online Travel Agency
industry in United States, when analysing the accommodation component, we will
investigate how much of an impact has brought the covid-19 towards the industry and sales
of travel flights. According to the statistical resources, we gathered statistical data for this
research for future analysis of the market itself. Information which is collected and shown
in figures (Fig 1, Fig 2, Fig 3) we use to analyse and to calculate the downfall of the industry
towards the previous years. All data gathered for these calculations are provided by United
States Travel Association which is national non-profit organization which represents all
components of the travel industry in US.

Results

To capture the effects of COVID-19 on U.S. air travel industry, the analysis first looks at
trends in monthly operations and service. Fig. 4 provides the total monthly scheduled
departures and performed departures from January 2019 to May 2020. Viewed another
way, Table 1 provides a summary of these metrics for March-May in both 2019 and 2020,
and the year-over-year percentage change is also included for each month.
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Fig. 4. Departures scheduled and performed from January 2019 to May 2020.

Table 1. U.S. Air Travel Summary, March-May 2019 and 2020.

2019 2020 Percent change 2019 to 2020
March | April | May March | April May March April May
Passengers 70.7 67.4 71.9 34.6 29 8.3 -51.0% |-95.7% |-88.4%
(million)
Performed 716 694 725 608 211 207 -15.0% |-69.6% |-71.5%
Departures
(thousand)
Scheduled 719 697 727 712 335 212 -1.0% -52.0% |-70.8%
Departures
(thousand)
Load Factor 0.84 0.83 0.85 0.48 0.12 0.37 -42.9% |-853% |-56.4%
Markets Served 6262 | 6141 |6199 |[6192 |4505 |4211 |-1.1% -26.6% |-32.1%

On January 20, 2020, the first case of COVID-19 in the United States was confirmed in
Washington state (CDC, 2020). Domestic travel in the United States was not severely
affected until March. In fact, compared to January 2019, there was a 5.1 percent increase in
conducted departures in January 2020. In March 2020, however, there was a 15.0 percent
decrease in performed departures when compared to March 2019, which was the first
significant drop. The number of performed departures had decreased by 69.6% year over
year by April 2020. The disconnect between planned and performed departures from March
to April 2020, as shown in Fig. 4, where the trend lines diverge, demonstrates the rapid
effect of this unexpected event. In March and April 2020, there is a significant difference
between scheduled and performed departures, but by May 2020, the trend lines are more
in line. Following the outbreak of the pandemic, it appears that airlines took a few months
to adjust their schedules. Table 1 also shows that after the pandemic began, demand for air
travel fell dramatically. The total number of passengers carried decreased by 51.0 percent
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in March 2020, 95.7 percent in April 2020, and 88.4 percent in May 2020, compared to the
previous year. Passenger traffic has dropped dramatically, as has been widely reported in
the media. Finally, as shown in Table 1, airline networks changed dramatically after the
pandemic began. In April 2019, for example, 6,141 different domestic U.S. markets were
served. However, in April 2020, the number of markets served fell to 4,505, a decrease of
26.6 percent. Furthermore, the decrease in the number of markets served was even greater
in May 2020, representing a 32.1 percent year-over-year decrease. The pandemic had a
major effect on the nation's air transportation system, as evidenced by the substantial
decreases in the number of markets served.

Conclusions

Travelers are also looking for genuine experiences. Because of technological advancements,
the tools they use to study and book these experiences are constantly changing. Destinations
are also hampered by a lack of financial resources and fierce competition for tourism dollars
from other well-known and lesser-known destinations (Vidal, B. 2019). The personalization
of travel implies that independent travel will outnumber group travel, but we must still
consider the type of traveller. The travel services industry is being pushed to innovate at a
breakneck speed. In the past, it was crucial for both leisure and business travel to book
consultations with a travel agent. Tourism and travel services have been put under pressure
by technology and global events such as pandemics, financial collapses, and terrorism. The
travel services landscape is constantly changing as OTAs and emerging and disruptive
technologies emerge. In the end after internationally lifting travel restrictions (Wescott &
Anderson, 2021), an analysis could be carried out to determine which markets recover first
and how U.S. carriers' international travel was affected by COVID-19. It should also evaluate,
given that foreign carriers receive subsidies from their government, the U.S. carriers do not
receive consistently a benefit compared to their international competitors on the
international markets (Partnership for Open & Fair, 2017). Future research pathways will
likewise explore airline crisis management (Kao et al, 2020) and policy issues
related (Abateetal., 2020, Forsyth etal., 2020, Gossling, 2020, Macilree and Duval, 2020).to
government allocation of resources and financial support.
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Abstract

Relevance: When considering Uzbekistan's exports, it can be seen that 58.1 percent of products are
transported by road haulage, as Uzbekistan is a landlocked Central Asian country with no direct
access to open sea ports.

Research Goal: The research objectives of this paper will be to determine the feasibility of
establishing a warehouse and transport hub for European Union member states in order to
increase the export potential of Uzbek truck logistics.

Research Methodology: Based on the major methodological problems associated with previous
research, data will be majorly collected through three major sources, namely:

» Literature review - to support this bachelor thesis background;

» self survey questions - to explore the possible versions in the system of logistic
transformation through Uzbekistan and European member countries; and

» Interaction that is semi-structured

Main Findings: The questionnaire method revealed a high level of interest in bulk transportation of
palletized goods with partial or full load fall. Furthermore, single- and inter large quantities and bulk-
liquid road deliveries showed deep interest, with an instantaneous demand to deliver national fuel
oil to Greece. Another significant area of interest was for speedier and more accessible courier-style
services to multiple manufacturer points, as well as multi-point door-to-door European address
deliveries. There were discussions, and research shows that Uzbek logistical services are good and
profitable, but there is space for interpretation and possibilities for better or more committed
services, particularly contract services tailored to individual companies. More research is needed to
determine the actual credibility of new and innovative logistics service, including a thorough market,
logistical, and corporate finance of specific and tangible situations that can be applied and decided to
offer to real clients in Uzbekistan and co - operation partners in Europe.

Keywords: Uzbek Logistics; Uzbek Trucks; Uzbek Distribution Networks; Asia Warehouse Logistics;
Asia Demand Locations; Uzbek Export Logistic support; Uzbek Exports; New Distribution Networks

Introduction

The purpose of this study is to determine the feasibility of establishing a warehouse and
transportation hub for Member States of the european in effort to expand the export
markets of Uzbek truck logistics. According to REF, Uzbek logistics businesses and services
contribute 11.2 percent of national GDP, generating $23.1 billion in revenue from 39,344
commercial vehicles (DATE). This is a good national foundation for capitalizing on the new
political friendships forming between Uzbekistan's president elect and the European Union,
that are expected to provide new investment options and thus increased costs for Uzbek
logistics.

Company Karavan logistic group, which is interested in expanding their operations from
Russia and Azerbaijan to include the Baltic States (Lithuania, Latvia, and Estonia) and other
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European transport hubs and parts, is a good example of an Uzbek logistics business.
Karavan logistic group kindly offered their clients as participants in the self-completion
survey described in the research methodology and provided much assistance in the creation
of the questions and analysis of the results. However, it is clear that the passions identified
by Company Karavan logistic group are only a snapshot of the Europe-wide opportunities
that are emerging for several Uzbek logistics firms as a result of those new and exciting
connections.

Exports are likely to be the most critical part of Uzbek trade and logistics, but with trucks
already transported goods to European destinations, the most profitable companies would
be those who can fill their returning empty trucks with full payloads for import. Thus,
logistics companies must connect with European importers who want to send goods into
Uzbekistan.

Literature Review

[t is critical to address the government's impact on major logistics systems in Uzbekistan.
Recently, there has been a notable trend toward expanding the scope of government
involvement and strengthening the administration's position in the economic sphere
(Meier, 1988). to adapt and requires conditions for free functioning Underestimation of the
state's economic position has detrimental implications. State management of the economy
- a series of steps and acts used by the government to correct and develop specific economic
processes (Mama et al.,, 2018). In other words, state control is a mechanism that aims to
improve a country's economy and society.

When it comes to the Republic of Uzbekistan, there are three big activities that must be
accomplished as part of the state's economic control. According to Makyuna (2017), these
are: ensuring steady economic development with the goal of improving population welfare;
improving the country's economic structure in order to improve efficiency; and
international defense of national interests.

Many large investment projects are currently underway in the Republic of Uzbekistan to
build and reconstruct railways and roads, upgrade the fleet and modernize locomotives and
rolling stock, construct airports, develop the infrastructure of the Republic of Uzbekistan's
free industrial zones, and develop a system of multimodal transport and logistics centers
for the development of the transport network. Shermukhamedov and Abirova (2015) This
leads to resolving the substantial "economic gap" that distinguishes Uzbekistan from the
international markets for products and services, since the "economic distance" is the
amount of all time and resource costs incurred in the process of supplying commodities to
international markets, optimization and cost control problems in the movement of
materials, as well as the creation of a skilled supply chain, for Uzbekista
(Shermukhamedov& Abirova, 2015a).

According to the decision of the Government of the Republic of Uzbekistan, the joint venture
UzVneshTrans LLC and the Ministry of Foreign Economic Affairs, Finances, and Trade of the
Republic of Uzbekistan are establishing the establishment of an international logistics
center in the Surkhandarya region using European and international norms and know-how
(Shermukhamedov& Abirova, 2010).

The scheme, which will cost $ 10.4 million in total, will be funded by a grant from the
European Union Commission in the amount of $ 2.6 million and funding from the Uzbek side
in the amount of $ 7.8 million (Shermukhamedov& Abirova, 2015b). According to the paper,
EU funds will be used to boost transportation and logistics infrastructure tours, as well as
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to organize training workshops in European countries and to provide materials and
equipment for the building of storage facilities and a car repair store, freezers, and storage
equipment (Shermukhamedov et al., 2014). The Uzbek side will fund renovation and
installation work, the procurement of supplies and machinery for a car repair shop's
workshop, freezers, storage equipment, and trained technician preparation and retraining.
The establishment of an international logistics center in the Surkhandarya area leads to a
rise in Uzbek-Afghan trade volume (epmyamenos, 2017). The international logistics hub in
Tashkent offers a wide range of services for collection, storage, customs clearance, and
merchandise transportation, including door-to-door service (epmyameos, 2017).

[t is possible to believe that the government of the Republic of Uzbekistan is interested in
establishing a European logistics center in the region, and that incentives are available for
interested parties, which increases the feasibility of the proposed business plan.

Research Methodology

Exploring the potential logistical options and considerations associated with road
transportation from Uzbekistan to European member states, as well as possible return
journeys, using self-completion questionnaires and semi-structured interviews.

Self-completion questionnaires were sent to 38 customers of logistics firm Company X, with
each questionnaire containing six questions that could be answered ‘Yes, No, or Maybe," as
well as multi-choice responses. The following is the questions:

Q.1 - Will you use luxury logistics providers if they were geared directly to your needs?
Respond with yes, no, or maybe.

Q.2 - Will you use modern logistics services with lower-than-average costs but longer, more
comfortable shipping times? Respond with yes, no, or maybe.

Q.3 - Will you use modern logistics services with higher-than-average costs but shorter, less-
flexible turnaround times? Respond with yes, no, or maybe.

Q.4 - Will you use new single-point bulk distribution systems to/from Europe for palletised,
bulk-dry, bulk-liquid, small-packets, large/heavy products, no bulk single-point now but
theoretically, or no bulk single-point at all?

Q.5 - Will you use new multi-point bulk distribution systems to/from Europe for lockable
storage, bulk-dry, bulk-liquid, small/heavy products, or none of the above?

Q.6 - Can you use modern multi-point courier van services to/from Europe on a daily basis
for small/light packages? Answer with yes, no, or maybe.

Interviews with the managers of two foreign Uzbek firms who currently trade with Europe
(Company A and Company B) to determine if they are going to use new advanced Uzbek
logistics services.

Results

Questionnaires for Self-Completion

To begin, the findings of the 38 self-completion questionnaires showed that 36% of those
answering Q.1 would use premium logistics services if such a service was tailored
specifically to their needs.

In Q.2, a sizable 71 percent of consumers said they would accept new logistics services with
lower costs but longer, more comfortable delivery times.
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When asked Q.3 if they would pay more than normal for logistics providers that were
quicker and provided more precise delivery times, 47 percent said yes.

According to Q.4, 29 percent of clients would be interested in palletised goods delivery
to/from Europe, 13 percent would be interested in long-haul bulk-dry transport, 7 percent
preferred bulk-liquid movements, 9 percent preferred small-packet delivery in bulk, 1
percent preferred large/heavy item delivery, and 19 percent said they had no bulk delivery
need.

The problem of multi-point bulk deliveries to/from Europe was posed in Q.5. 17 percent
were interested in palletised products, 3 percent thought bulk-dry multi-point delivery
would be useful, 2 percent liked the concept of bulk-liquid multi-point, 5 percent might use
bulk small-packet multi-point, and 73 percent said none of the above.

In response to Q.6, a resounding 64 percent said they could use multi-point courier services
to/from Europe on a daily basis.

No yas
37% 36%

Fig. 1. Q.1 - Will you use luxury logistics providers if they were tailored specifically to your needs?

As seen in Fig. 1, 36 percent of those who responded to Q.1 would use premium logistics
services if such a service was tailored specifically to their needs. 27 percent said they would
think about it, while 37 percent said they would not need such a program.

HYas ®Maybe = No

Fig. 2. Q.2 - Will you use modern logistics services with lower-than-average costs but longer, more
comfortable shipping times?

As seenin Fig. 2, 71 percent of those who replied to Q.2 will use lower-cost logistics systems,
even though they were slower and more comfortable in terms of execution. 15 percent said
they would worry about it, while 14 percent said they would not need such a program.
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21%

Maybe
16%

Fig. 3. Q.3 - Will you use new logistics providers with higher-than-average costs but shorter, less-
flexible turnaround times? Respond with yes, no, or maybe.

As seen in Fig. 3, 47 percent of customers who responded to Q.3 said they would pay more
than average for logistics facilities that were quicker and had more precise delivery times,
with 17 percent saying they would, and 36 percent saying they would not.

H Pallets ® Bulk-liquid
B Heavy = Will never use
® Bulk -dry B Small-packet

= Will not use at themoment

9%

7%

Figure 4 Q.4 - Will you use new single-point bulk shipping systems to/from Europe for palletised,
bulk-dry, bulk-liquid, small/heavy goods, no bulk single-point now but feasible, or no bulk single-
point now or ever?

As shown in Fig. 4, responses to Q.4 indicate that 29 percent of consumers will accept
palletised goods delivery to/from Europe, with 13 percent involved in long-haul bulk-dry
vehicles, 7 percent in bulk-liquid tankers, and 9 percent in bulk small-packet deliveries. Just
1% were interested in large /heavy item deliveries, 19% had no bulk shipping requirements
at the moment but could have later, and 22 percent said they have no bulk needs now and
would never have.
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73%

Fig. 5. Q.5 - Will you use new multi-point bulk distribution systems to/from Europe for palletised,
bulk-dry, bulk-liquid, small/heavy products, or none of the above?

As shown in Fig. 5, Q.5 responses to the issue of multi-point bulk deliveries to/from Europe
attracted 17 percent of respondents who said palletised products were of interest, 3 percent
thought bulk-dry multi-point deliveries could be useful, 2 percent were interested in the
concept of bulk-liquid multi-point deliveries, 5 percent might use bulk small-packet multi-
point, and nobody wanted large /heavy multi-point deliveries.

18% ;ﬁ%//
>

Figure 6 Q.6 - Will you be using new multi-point delivery van services to/from Europe on a daily
basis for small/light packages? Respond with yes, no, or maybe.

N

As seen in Fig. 6, when asked whether they could use multi-point courier services to/from
Europe on a daily basis, a good 64 percent said they could. Eighteen percent said they would
accept such a facility, while the remaining eighteen percent said they would not.

Interviews of Administrators

Boss interviews at Companies A and B offered valuable insight into the needs of Uzbek
companies who already trade with Europe:

» Both Company A and B stated that many Uzbek haulers transported to specific hubs and
charged much more for unusual situations or unused locations;

e Both companies stated that some haulers were unreliable, too slow, made promises they
did not keep, and some trucks were very old;

e They both stated that they tended to use the better, more reliable Uzbek haulers to avoid
these problems, unreliability, and unreliability.

e Company A claimed that bulk single- and multi-point systems with complete or partial
palletised drop-offs, with a single to five pallet minimum distribution, would be useful.
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e Company A also stated that direct door-to-door delivery services, using courier vans for
small packets and trucks with bulk-dry or -liquid, could be useful, but that full loads to
single locations would be more appealing; « Company B stated that a specialized service
designed only for them, with specific vehicles and under contract, would be very useful,
since two of their clients need reg The company specifically asked if Company X or another
logistics firm could supply six full-size tankers immediately to transport domestic fuel oil to
one to five drop points in Greece on a regular basis.

Conclusions

This was a very insightful analysis into Uzbek logistics resources, and new possibilities for
expanded trade to and from Europe, as well as creative services to fulfill these needs,
became apparent. The survey questionnaires showed a high level of concern in bulk
shipment of palletized goods with partial or absolute load drop-offs. Furthermore, single-
and multi-point bulk-dry and bulk-liquid road deliveries demonstrated high interest, with
an immediate demand to supply domestic fuel oil to Greece.

Another important area of focus was for quicker and more accessible courier-style services
to various dealer sites, as well as multi-point door-to-door European address deliveries.

There were discussions, and research indicates that Uzbek logistical services are good and
profitable, but there is space for development and potential for better or more dedicated
services, especially contract services tailored for individual businesses.

More study is needed to assess the exact validity of current creative logistical services,
including a comprehensive business, logistical, and financial review of realistic and tangible
scenarios that can be implemented and delivered to real clients in Uzbekistan and
cooperative partners in Europe.
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Abstract

The world market for the catering industry began to develop actively in the United States at the
beginning of the 20th century, during the large-scale construction of skyscrapers, to provide catering
for numerous workers. At the same time, the idea quickly spread as a way to provide food for
employees of large industrial enterprises and office workers in business centers in the United States
and Europe in order to more efficiently organize the working day.

Catering is an industry related to the provision of services at remote points, which includes all
enterprises and services that provide contracting services for the organization of catering for
employees of companies and individuals in the premises and in the field service, as well as service
events for various purposes and retail sale of ready-made products.

In practice, catering means not only food preparation and delivery, but also service, table setting,
table setting, pouring and serving drinks to guests, and similar services.

There are 5,297 companies registered in Latvia’s catering services sector. 65.37% of them work in
restaurant and mobile catering service field, 17.41% provide food delivery services, and 17.22% are
associated with bar business. Of all the interviewed businesses that have said their activities are
associated with catering services, 12.54% have attracted foreign capital

Research relevance: Catering is important as a large part of any event or party revolves around
food. The food you present to your guests can either make or break your event, hence investing in a
catering company is the best way out. Hiring an experienced catering company will not only save
your time but also take off a huge burden from your shoulders by providing delicious food and quality
service.

Research goal: To collect data on catering market trends in Latvia.

Research tasks:

1. To define the essence of catering and its types

2. To determine the share of catering in the Latvian market

3. To identify the main market trends of catering

Research methods: operation data analysis, Case studies, Document analysis, screening and survey.
Study period: 20.02.2021-31.03.2021. This topic was researched according to the data of 2020

Keywords: Market trends; catering; food industry; pandemic
Introduction

The beginning of 2020 witnessed an outbreak of the COVID-19 pandemic. In the first
months, the virus was confined to China, but later it spread to all continents, and the CIS
countries were no exception. (Ryazantsev, S.V., et all., 2020)

With the onset of coronavirus in the country in 2020, it cannot be ruled out that it has had
a very strong impact on the country's economy. During the pandemic, more than 70% of
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enterprises were affected, and where most of it is the trade and food industry, which
includes shops, restaurants, bars and so on.

The Covid-19 pandemic and its related emergency situation have influenced the eating and
grocery purchase habits of the people of Latvia, with 74% telling researchers organised by
AS “Putnu fabrika Kekava” that they have changed their habits in this regard. The pandemic
has influenced shopping habits and strategies, and it has also changed what people put into
their shopping baskets. Nearly one-fifth of respondents (24%) also said that they plan to
maintain the new shopping habits in the long term. (AS Putnu fabrika Kekava, 2020)

The research aim: To collect data on catering market trends in Latvia and using the collected
results to find out what is the trend in the use of catering services

This research covered 2020 and was carried out from 02/20/2021 to 03/31/2021. The
main research resources are electronic databases, documents and their analysis, and survey
of respondents. The author used resources in English and Russian.

This research is based on data collected by the author and shows how the trend of using
catering services has changed. Such a category as food delivery was taken as a basis, since
during the pandemic, any other activity was prohibited by law.

Literature review

Considering the main research topic, the author needs to complete the tasks indicated above
in order to determine the trends in the use of catering services in the period of 2020.

Catering is an industry related to the provision of services at remote points, which includes
all enterprises and services that provide contracting services for the organization of
catering for employees of companies and individuals in the premises and in the field service,
as well as service events for various purposes and retail sale of ready-made products.

The advantages of catering include the following provisions:
- mobility;

- confidentiality;

- complexity;

- provision of additional services.

Along with its advantages, catering also has a number of disadvantages. There are no
specific drawbacks characteristic of catering, all of the above nuances can be encountered
in any area of business: unprofessionalism, discrepancy between promises and reality, high
cost of services. The main disadvantage of catering for a service provider is the need for a
utility room. It not only stores everything you need for the event (linen, dishes, decorations),
but also prepares most of the food. In addition, this room is necessary for the preparation
of personnel for work.

Companies operating in the catering market are most often understood as companies
specializing in:
- On-premise catering is one of the most popular types of catering and has a lot in
common with traditional catering.

In addition to organizing the table, the client is offered a suitably equipped room that can
be used for various events. Usually, the halls are designed to receive from two hundred to
several thousand people. Premises for this type of catering are called banquet rooms, and
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one of its advantages is that all the necessary catering equipment is located in the building
where the receptions take place. There is a kitchen for preparing and preparing meals, a
refrigeration room for storing food, and a place and equipment for sanitizing. Another
advantage is the availability of storage facilities for drinks, crockery and cutlery, tablecloths
and decoration elements. The ability to use the company's inventory allows you to save time
for the preparation of the event associated with the delivery, installation and configuration
of the necessary equipment.

- Off-premise catering provides on-site catering.

The peculiarity of this type of catering is due to the fact that most restaurants have small
halls and cannot serve a large number of guests. Meals are prepared in the restaurant, after
which the order is delivered to the venue of the event. The restaurant is responsible for the
quality of preparation and delivery of dishes, serving, professional service, cleaning of the
premises and full settlement with the customer at the end of the event.

- Supply contract.

Many companies, taking care of the nutrition of their employees, turn to the services of
catering companies. In this type of catering, three areas can also be distinguished: cooking
meals in the client's office, delivery of semi-finished products followed by bringing dishes
to readiness and distribution, delivery of ready-made meals in disposable dishes.

- Social catering is the provision of services by a restaurant at the customer's site
using its

equipment for cooking. The customer and the restaurant providing the social catering
service agree in advance on the date, menu, serving and service features. The restaurant is
also responsible for cleaning the premises after the event. The customer uses social catering
services when organizing a family celebration. At the same time, the restaurant can provide
the customer, according to the contract, with individual items for table setting and
accessories.

Retail sale of finished culinary products is trade in food products (sandwiches, flour
confectionery products packed in cellophane film), as well as soft drinks during sports
competitions, festivals, carnivals.

- VIP-catering - provides for off-site catering with the involvement of highly qualified
chefs, waiters and the use of the most modern catering technologies.

- Catering of drinks and cocktails (exit bar) - the service of an exit bar is an active
independent link in holding festive and other events or fully accompanies catering.

The Central Statistical Bureau announced that more than 70% of the Latvian population
uses the internet to purchase goods and services and that the percentage is slowly
increasing, with the biggest e-commerce users between the ages of 16-34, according to
Latvian Radio's “Eiro Fokusa” (“Euro in Focus”) broadcast on January 20, 2021. (Public
broadcasting of Latvia, 2020)

During the pandemic, the demand increased not only for food, but also for ready-made
meals that can be ordered in Riga and the surrounding area, as well as in other cities of
Latvia through the Wolt and Bolt Food mobile apps. Liis Ristal, head of Wolt in the Baltics,
said (2020 interview) that demand was the same as before at the beginning of the year until
mid-March, but after that people ordered more than usual: “especially at lunchtime, because
people stayed at home and could not visit cafes and other catering establishments. "

In the summer, infection rates decreased and the volume of virtual purchases decreased.
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They were almost the same as before the pandemic. Companies used this time to increase
the number of their employees. The more employees there are, the faster orders will be
delivered to customers. (Public broadcasting of Latvia, 2020)

There are 5,297 companies registered in Latvia’s catering services sector for the beginning
of 2020.

Bar Business;

17,22%
Food delivery
SErvices ; Restaurant. and mobile
17,410/0 catering service field ;

65,37%

Fig.1. Companies which are registered in Latvia’s catering services sector (Source: Baltic News
Network, 2018)

One of the main areas of catering has been able to withstand the pandemic is online food
delivery from restaurants and shops.

Online Food Delivery comprises services which deliver prepared meals and food that was
ordered online for direct consumption. The Restaurant-to-Consumer Delivery segment
includes the delivery of meals carried out directly by the restaurants. The order may be
made via platforms (e.g. Wolt, Bolt Food) or directly through a restaurant website

The Platform-to-Consumer Delivery market segment focuses on online delivery services
that provide customers with meals from partner restaurants that do not necessarily have to
offer food delivery themselves. In this case, the platform handles the delivery process.

According to the reports of the world statistical agency, they made several predictions for
2021:

- Revenue in the Online Food Delivery segment is projected to reach €14m in 2021.

- Revenue is expected to show an annual growth rate (CAGR 2021-2024) of 11.41%,
resulting in a projected market volume of €20m by 2024.

- The market's largest segment is Restaurant-to-Consumer Delivery with a projected
market volume of €12m in 2021. (Statista, 2021)
Methodology
The methodology of this study is to review the database and official resources on the
Internet. Also methods for research are document analysis, screening and survey.

For this research was necessary to conduct a survey of local residents. In this survey, the
target audience is Latvian citizens aged 18 to 30 years, in the amount of 70 respondents.
The essence of the survey was to determine:
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- What type of catering is the most common to use before the onset of the pandemic

- How many respondents used an online food delivery service before and during a
pandemicto

- Does the respondent consider online food delivery more convenient than picking up the
order on their own.

Results

In the research results, the author demonstrates the results of a survey of 70 respondents.

Figure 1 shows the results of the survey in the question: What type of catering is the most
common to use before the onset of the pandemic. Respondents rated each item in
descending order.
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Fig.2. Types of catering is the most common to use (Source: summary of survey results carried out
by the author).

This diagram shows that the most common type of catering in Latvia is the organization of
buffets, followed by street food catering (2nd place). From this it should be noted that the
inhabitants of Latvia, as a catering service, prefer that the services are provided in a classical
form, serving traditional and delicious food.

Difference in the number of respondents using online delivery (among 70
people)

= Before Pandemic = During a pandemic

Fig. 3. Difference in the number of respondents using online delivery. (Source: summary of survey
results carried out by the author)
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Chart 3 shows that 65 out of 70 people used online food delivery services during the
pandemic and 29 respondents used before the pandemic. This difference shows that the use
of online shopping has become more frequent by 44 %

The next figure 4 shows the answers of 70 respondents about whether they would prefer:
food delivery services or pick up the order on their own.

Respondent's choice

= Food delivery = pick up yourself

Fig. 4. Respondent's choice (Source: summary of survey results carried out by the author)

This chart showed that 95 percent of people prefer food delivery services and the remaining
5 are ready to pick up the order on their own. Also the results of this chart show that
customers have a positive attitude towards catering for food delivery. From this it follows
that there are many advantages to food delivery.

- promptness and mobility
- delivery speed to the destination

- ease of use of the application
Conclusions

The coronavirus pandemic has played a decisive role in the economies of countries around
the world. Taking into account this factor in the study of the tendency to change the use of
catering services, it can be concluded that catering services were suspended for the
quarantine period and significantly reduced their income for 2020 by more than 70%. But
here it should be noted that online food delivery companies have significantly increased
(about 1.7 times more) their turnover during this period, which is a great indicator.

Having studied the survey data of respondents, it should be noted that among the trends in
Latvia, the classic catering option is much more popular. Every business focuses on
increasing profits and market share. Your catering can be best if you provide top-notch
services to the customers.

Producers and market representatives predicted that remote shopping would also remain
topical after the end of the Covid-19 pandemic, especially among younger people.

Catering offers every business to discover new opportunities and benefit from them.
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Keeping a check on the latest trends and following them is the key to successful catering
services at any event. Moreover, you can show some creativity in the latest trends and come
up with something unique that becomes the center of attraction for everyone.
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Abstract

Research relevance: Eco-friendly and sustainable products are getting more attention. Customers
define their decisions to buy goods on recent important arguments - eco-friendly ideas and theories
influence this decision today more than in the past. The importance will rise as the global players
(politicians and companies) are taking the earth more into consideration (for example the agreement
to reduce the climate change, Paris).

Research goal: The goal of the research is to compare the main players in the industry of eco-friendly
selling, small companies selling clothes. The comparison shows development possibilities of and
within this industry. The development possibilities are a reflection of the importance of the industry
and are linked to the acceptance and recognition by the median customer.

Research methods: Literature research, graphical research, content analysis

Main findings: In the research paper the main players in Germany in this specific industry will be
determined and the history analysed. Based on these findings and the worldwide relevance of the
industry the development possibilities will be explained.

Keywords: Eco-friendly; clothes; Germany; distribution companies
Introduction

Clothes have a very important role in our lives. They give an impression who we are, what
mood we are in and they can reflect what is important to us. The fashion industry is a fast-
changing industry with a high reaction on trends set by famous people or designers. This
phenomenon is called fast-fashion. Consumers buy new clothes on a high frequency to stay
up to date and to follow the newest fashion trends. This consumer behavior is not
compatible with the topic of sustainable and eco-friendly consumption which take an
important role all over the world. Organizations like Fridays-for-Future or Fairtrade are
bringing the discussion about climate change, processes of animals and plants and rights of
people to the next level and elevate them to an important factor to influence buying
decisions of costumers.

The market for eco-friendly clothes is growing. This paper focusses on the German market
and small to medium sized companies and brands. Change in existing markets is initiated
and developed by these companies and new standards are set by them. It is more likely for
big players to stay on their focused consumer range and adapt to changes later.

The market share for organic textiles in Germany increased from 0,01% in 2011 to 0,87%
in 2018 (Fig. 1). It shows a fast development in this industry and leaves room for
speculations about possibilities for new companies and existing ones.

The industry of eco-friendly and sustainable clothes does not have the same labels and
standards as for example the food industry has on vegan or organic products. To understand
the development of companies and brands we must look at the labels first.
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GOTS - Global Organic Textile Standard: This certification implicates that requirements
throughout the supply chain for organic production and fair labor conditions are met. It is
an organization that is accepted and trusted worldwide and is used to label products as
sustainably and organically produced. (Global Standard GmbH, 2020)

Fairtrade: This organization stands for transparency and fair trade in many industries.
Fairtrade cotton is the most important one regarding the fashion industry. Fair treatment
of workers and wages, transparency of prizes and markets are key factors. (Fairtrade
International, 2021)

FWF - Fair Wear Foundation: The goal for workers in the garment industry to have proper
rights for payments and safety defines this non-profit organization. The shared
responsibility of brands, oversight organizations and production owners is the reason that
this organization requires improvement of internal processes and purchasing processes of
its members and requires annual reports about the development of these improvements.
(FWF, 2021)

PETA-Approved Vegan: This label of the PETA organization helps consumers to identify
vegan products easily and surely. The PETA organization is globally known and trusted for
its work against mistreatment of animals for corporate goals. (PETA, 2021)

Three brands are selected to specify the situation in the industry. Armedangels and Iriedaily
are companies founded in Germany, Griine-Erde-Mode is a company founded in Austria but
established in the German market. The research of these three brands will be further
detailed in the following chapters of this paper.

Eco-friendly and sustainable clothes deal with the topic of organic materials and the use of
recycled products. Additionally, the topics of sustainable conditions for workers and
employees and the whole processes of a brand are picked up by these companies as well.
The supply chain and internal processes are hold to sustainable standards just as much as
the products. Wages that improve the living standards, safety and healthy measures at the
production sites or offices or the reduced use of hazardous chemicals are some examples
for what most of these brands decided to apply to.

Literature Review

The Fair Wear Foundation mandates members to publish an annual Social Report to reflect
the goals, achievements, and overall, the situation regarding their involvement to be
sustainable and fair in all processes. For this paper the Social Reports 2019 from the brand
Iriedaily and from the brand Armedangles were analysed.

The Social Report from Iriedaily shows the focus on fair wages for employees of the third-
party production locations and on the sustainability of the office and storage facilities in
Berlin. The report reflects the industry development by Fridays-For-Future and shows
achievements and goals for the future regarding the production locations. The
uncomplicated and modern structure of the report allows every person to understand the
specific situation in its industry. (Iriedaily Social Report, 2019)

The Social Report from Armedangels shows the recent focus on sustainable Monitoring and
successful Sourcing. The report includes a lot of graphs and technical references to give the
audience a plain report of the situation of the brand. The report focuses on the relationships
with suppliers and factories and how they impact the brand. (Armedangels Social Report,
2019)
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Methodology

In order to analyse the German market two figures are considered. The first one shows the
revenue of textiles marked with Fairtrade labels in Germany. The data is published by an
established data collection company based in Hamburg, Germany. The company operates
global and provides data collection and analysis about industries, markets and consumer
behaviours.

The revenue increased from €16,3 million in 2011 more than 1100% to €194,18 million in
2019. The biggest increases happened from 2016 to 2019. (Fig. 1)
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Fig. 1. Revenue of Fairtrade-textiles in Germany, 2011-2019 (Source: Statista, 2020)

The second figure shows the revenue and the market share of organic textiles of private
household in Germany. The data is published by the department for environment of the
German administration. The market share is considered to expenses for clothes and shoes.
The organic textiles considered were labelled by the GOTS for data until 2017, after that
more labels that ensure the authentication of organic products were considered. Due to this
change the market share and revenue increases significant from 2016 to 2017. The market
share increased from 0,01% in 2011 to 0,19% in 2016, to 2018 up to 0,87%. The revenue
increased from €0,001 billion in 2009 to €0,095 billion in 2016, to €0,425 billion in 2018.

(Fig. 2)
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Fig. 2. Revenue and market share of organic textiles (Source: Umweltbundesamt, 2019)
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To specify the current situation of companies in the industry, three brands were selected
and the content of websites compared.

Iriedaily is the brand for streetwear of the company W.A.R.D. GmbH, Berlin. It was founded
in 1990 and sold merchandise until 1994. After 1994, Iriedaily as a brand was developed as
an eco-friendly and sustainable brand. In 2021, production is located in Portugal and China,
the main market is in Germany. The key aspect of the brand are eco-friendly products based
on organic and vegan materials, recycled materials and bags, a sustainable office and
storage facility in Berlin and the Corporate Social Responsibility (CSR). The brand has PETA-
Approved Vegan products and is deeply involved in the Fair Wear Foundation. (W.A.R.D.,
2021)

Armedangels is a brand owned by the company Social Fashion Company GmbH. The brand
is known for the focus on sustainable alternative fibres and materials and the strict ban of
hazardous chemicals in the production process. The production locations are in Turkey,
China and India. 90% of Armedangels’ clothes are vegan. The brand is approved by label
such as Fairtrade cotton since 2007, PETA-Approved Vegan, GOTS and is a member of the
Fair Wear Foundation. The philosophy of slow-fashion and fashionable design is reflected
in all of their products.

Griine-Erde-Mode is a brand developed by the company Griine-Erde from Austria. The
company has a history of producing many different things such as mattresses, cosmetic or
fashion. Since it has been founded in 1983 it expanded into the German market and offers
organic and sustainable clothes which are GOTS certified. The brand believes in local
networks and has its supply chain mainly in Europe, certified by Fairtrade.

Results

The two figures show the development of the industry over the past years. They are not
centred on small companies but give an impression of the German market. The market share
is small but increasing heavily in the last years. As we compare the revenues of Figure 1 and
Figure 2 it is conclusive that the label Fairtrade has a great influence on the brands and the
market. In 2018 the revenue of Fairtrade-textile was €0,146 billion (Fig. 1), the revenue of
organic textiles was €0,425 billion.

The numbers of Figure 1 and Figure 2 show that the growing of the market for eco-friendly
textiles is increasing exponential and reflect the demand for more sustainable clothes than
in the past.

Conclusions

The industry of eco-friendly selling, small companies selling clothes has a lot of potential for
the future. The demand for alternative clothes that are produced from organic materials and
have a certain standard in its processes is increasing in Germany. In the last eight years the
revenue of organic textiles went from €0,009 billion to €0,425 billion in 2018 (Fig. 2). The
brands who are involved in the German market focus on sustainability throughout all
processes in the company and develop eco-friendly products, most of them vegan.

Labels to ensure the quality and sincerity of brands are getting recognised. The problem is
the awareness of the average consumer which labels are independent and as important as
necessary to maintain quality. Some labels will get the attention and power to stand out in
the future and will be considered more important. Examples are GOTS or the Fair Wear
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Foundation.

New brands and companies can enter the market without high entry costs due to the early
stage. Especially small brands could have the advantage to stay more sustainable easier in
comparison to bigger ones. Factors are CO2 neutrality, a fair supply chain and sustainable
processes.
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