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Central banks around the world actively participate in the research, elaboration, and
introduction of central bank digital currency (CBDC). Mostly, the reasons relate to
expansion of parallel circulation of private digital currencies and necessary changes in
monetary policy framework. In the conditions of insufficient experience and empirical
data, scientists and practitioners intend to create guidelines and find solutions for
successful implementation of CBDC project. This article joins the debates in terms of
reasons and macroeconomic aspects of introduction of CBDC. The tasks are as follows:
to characterize peculiarities of CBDC in the context of private digital currencies; to
characterize peculiarities of the modern monetary policy realized by central banks; to
characterize the possible role of CBDC within the modern monetary policy; to make
conclusions on possible effects of introduction of CBDC. Monographic method, methods
of logical analysis and synthesis, deduction and induction are applied within the article.
The novelty of the present article appears as characteristics of introduction of CBDC in
the context of transition of monetary policy from quantitative easing to quantitative
tightening, and the circulation of private digital currencies. The project of CBDC is very
complicated and unknown for financial stability, personal data protection, and
cybersecurity. In parallel, central banks need to increase monetary policy effectiveness in
the conditions of high inflation, huge balance sheets, and circulation of private digital
currencies. Activities to develop core principles and guidance for introduction of CBDC
rely on possible positive effects for monetary policy effectiveness, financial inclusion,
and anti-money laundering. Technical, financial, political, legal, environmental, and
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educational factors are significant. Additional attention has to be paid to willingness and
readiness of end users for wide application of CBDC. In parallel with technical, financial,
and legal aspects, educational activities devoted to CBDC are recommended.

Keywords: central banks, digital currencies, monetary policy, central bank digital
currency, CBDC, macroeconomic aspects.

Centralo banku digitalas valiitas ievieSanas iemesli un makroekonomiskie
aspekti

Centralas bankas visa pasaulé aktivi piedalas digitalas valiitas (CBDC) izp&te,
izstrad@ un ievieSana. Galvenokart, iemesli ir saistiti ar privato digitalo valtitu paralélas
aprites paplasinasanos un nepiecieSamajam izmainam monetaras politikas ietvara.
Ieprieksgjas pieredzes un pietickamu empirisko datu trikuma apstaklos zinatnieki un
praktiki strada, lai izveidotu vadlinijas un rastu risinajumus veiksmigai CBDC projekta
istenosanai. Sis raksts pievienojas diskusijam par CBDC ievieSanas iemesliem un
makroekonomiskiem aspektiem. Rakstam ir izvirziti vairaki uzdevumi: raksturot CBDC
Tpatnibas privato digitalo valiitu konteksta; raksturot centralo banku miisdienu monetaras
politikas Tpatnibas; raksturot CBDC iesp€jamo lomu misdienu monetaraja politika;
izdarit secinajumus par iespgjamo CBDC ievieSanas ietekmi. Raksta tiek pielietotas
monografiska metode, logiskas analizes un sintézes metode, dedukcijas un indukcijas
metodes. ST raksta novitate paradas ka CBDC ievie$anas iezimju raksturojums konteksta
ar centralo banku pareju no monetaras mikstinaSanas uz monetaro stingribu un privato
digitalo valtitu apriti. Péc batibas CBDC projekts ir loti sarezgits ar vél nezinamu ietekmi
uz finanSu stabilitati, personas datu aizsardzibu, kiberdros$ibu. Vienlaicigi, centralas
bankas strada, lai paaugstinatu monetaras politikas efektivitati, augstas inflacijas, milzigu
bilancu un privato digitalo valiitu aprites apstaklos. Pamatprincipu un vadliniju izstrade
CBDC ieviesanai balstas iespgjama pozitiva ietekme uz monetaras politikas efektivitati,
finansialo ieklausanu un nelikumigi iegiitu Iidzeklu legalizacijas noveérsanu. Tapat, par
butiskiem tiek atziti ar1 tehniskie, finansialie, politiskie, tiesiskie, vides un izglitibas
faktori. Ipasa uzmaniba japiever§ galalietotaju vélmei un gatavibai plasai CBDC
pielietosanai. Paraléli tehniskajiem, finansialajiem un juridiskajiem aspektiem ir
ieteicamas CBDC veltitas izglitojoSas aktivitates.

Atslegvardi: centralas bankas, digitalas valtitas, monetara politika, centralas bankas
digitala valita, CBDC, makroekonomiskie aspekti.

Introduction

Nowadays, in the conditions of switching accents in monetary policy
frameworks, expansion of parallel circulation of private digital currencies,
and discussions on appropriate model for central banks digital currency
(CBDC), central banks pursue effectiveness of their monetary policy.

According to the United Nations (2022, p. 1) “105 countries,
representing over 95 per cent of global GDP, are exploring the possibility
of launching a CBDC.” Maintaining financial stability, improving
financial inclusion, modernizing payment systems, stimulating economic
development, and combating money laundering are among key reasons for
high interest in CBDC project. Additionally, central banks follow rapid
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expansion of private digital currencies and evaluate possible financial and
monetary risks (e.g., United Nations 2022). As a result of widespread
interest, scientists and practitioners assess new digital monetary
instruments and their possible effects on conventional monetary policy
(e.g., United Nations 2022).

During the last decades, for stimulating stagnant economies, central
banks of advanced economies realized unconventional monetary policy in
a form of quantitative easing (QE) (e.g., Kim 2023; Harimaya, Jinushi
2023). Scientists express different opinions on success and failure of the
approach, especially for emerging and small open economies (e.g., Kolasa,
Wesotowski 2020; Kim 2023; United Nations 2022). At the moment,
reduction of excess reserves from a monetary system through quantitative
tightening (QT) become actual (Febrero, Uxo 2023; Tanaka 2022). In the
context of CBDC, more tightly monetary policy is desirable for successful
process of introduction.

Despite different level of financial development, the overall
background for introduction of CBDC is similar across countries. The
reasons lie in technological changes in economic behavior, global
socioeconomic problems, increasing public debts, and expansion of
circulation of private digital currencies. The coronavirus crisis has
confirmed that the current system of regulation of international monetary
and financial relations with an unlimited supply of money does not lead to
a solution to the accumulated global socioeconomic problems. At the same
time, the market hype around crypto assets is helping to promote the idea
of launching sovereign digital currencies, which may bring some
adjustments to the growth model based on credit money.

Over the past ten years, the creation of mobile money through digital
platforms has enabled the integration big amount of new users into the
financial system who previously did not have access to bank accounts,
creating an inclusive financial system (inclusive economy). At the same
time, privately issued digital currencies pose a threat to the implementation
of monetary policy by central banks due to the emergence of parallel
money circulation. In addition, regulators cannot fully control exchange
rates and influence the money supply.

The development of digital currencies expands. In 2022, the most
widely used stablecoins as Tether and Circle being ahead of traditional
payment processors as Visa and Mastercard (e.g., Adejumo, Besabella
2023). Naturally, central banks and global financial institutions cannot
stand aside and not notice the growing popularity of digital currencies and
have joined this race (e.g., Atlantic Council. Geoeconomics Center. n/d).
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The United Nations (2022) in the Monthly Briefing on the world economic
situation and prospects indicate that in a two-tier banking system where
central bank interacts with commercial banks some forms of CBDCs
already exist. However, the new patch of possible CBDC widen a range of
users including individuals and business. A design of CBDC model is
crucial for avoiding unfavorable consequences for financial system and
monetary policy and getting benefits. In principle, in case of CBDC
circulation, core objectives of monetary policy remain the same.

The article aims to detect reasons and characterize macroeconomic
aspects of the introduction of CBDC. The tasks for the aim are: to
characterize peculiarities of CBDC in the context of private digital
currencies; to characterize peculiarities of modern monetary policy; to
indicate the possible role of CBDC within the modern monetary policy; to
make conclusions on possible effects of introduction of CBDC.

Analysis of the expected introduction of digital currency of central
banks is based on various sources of information. Some of the most
important sources that are relevant in conducting such an analysis are:

1. Official Statements from Central Banks, for example, the
European Central Bank: Central banks typically issue official
statements and reports about their intentions and plans regarding
digital currencies. These documents may contain information
about the development progress and timing of the introduction of
digital currencies.

2. International organizations: International organizations such as
the International Monetary Fund, the United Nations, and the
Bank for International Settlements can provide information on
trends and developments in digital currencies.

3. Financial news and analytical publications: A variety of financial
news and analytical sources follow developments in the world of
digital currencies and provide analysis and expert opinions.

4. Academic research: Academic research and articles can provide
in-depth analysis of the technological, economic, financial,
political, and educational aspects of digital currencies.

Using information from a variety of sources helps to better understand
how and when central banks might introduce digital currencies and the
implications of these decisions.

Primarily, general scientific methods were used in the article:

1) Monographic method — analysis of scientific literature;

2) Methods of logical analysis and synthesis;

3) Deduction and induction in system analysis of the research object.
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The novelty of the present article appears as characteristics of
introduction of CBDC in the context of transition of monetary policy from
quantitative easing (QE) to quantitative tightening (QT), and the
circulation of private digital currencies.

The article consists of four sections. The second section presents the
CBDC characteristics in the light of private digital currencies stablecoins.
The third section presents characteristics of the modern monetary policies
of central banks and possible role of CBDC. The fourth section concludes
the article.

Central bank digital currency (CBDC) in the light of private digital
currencies stablecoins: an overview

Private digital currencies stablecoins. Widely used private digital
currencies stablecoins as Tether and Circle demonstrate the biggest market
share. Resilience to fluctuations in the exchange rate of stablecoins is
achieved by linking stablecoins to various instruments, including fiat
currencies, precious metals, digital currencies, or by replicating on a
decentralized basis some elements of monetary policy used by central
banks. The most commonly used stablecoins are usually backed by such
currencies as US dollar, euro, pound sterling, etc. (GENIUSEE 2022).

The development of digital currencies expands. Tether USDT
processed $18.2 trillion in transactions in 2022, placing it ahead of
traditional payment processors like Visa and Mastercard. For comparison,
Mastercard and Visa processed transactions worth $14.1 trillion and $7.7
trillion, respectively (Adejumo, Besabella 2023). Tether has a 47% market
share and Circle has a market share of 31% (Young, Baird 2022). Both
reach almost 80% of stablecoin market (e.g., Young, Baird 2022).
However, there is a difference between credit card volumes and stablecoin
settlements. The difference is that credit card transactions usually indicate
on consumer spending, whereas fiat-pegged crypto assets are primarily
used for crypto trading and decentralized finance.

Given the ongoing trends in private digital currencies, elaboration and
introduction of digital currency issued by central banks is topical around
the world during the last decade (e.g., United Nations 2022).

CBDC and its peculiarities. Modern fiat (unsecured) money exists in
two forms: cash, issued and guaranteed by central banks, and non-cash,
issued and guaranteed by commercial banks at the expense of deposits of
depositors (Grym et al. 2017). Unlike the spontaneously formed value of
cryptocurrencies, the value is equal to the value of national currencies, the
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maintenance of which is guaranteed by the central bank of the relevant
jurisdiction.

“To the extent that money becomes digital, central bank money must
be made available in digital form in all part of the economy and society”
(Brunnermeier, Landau 2022, p. 11).

Christine Lagarde, President of the ECB, at the European Banking
Congress Frankfurt, 18 November 2022 said, what a central banks are
responding by advancing the development of central bank digital
currencies (CBDC) (European Central Bank 2022). These currencies could
give banks a tool to offer improved products and services, built on the
stable foundation of digital public money. Scientists and practitioners also
see that “CBDCs do have the potential to help defend or strengthen
monetary sovereignty” (Chia, Helleiner 2024, p. 44).

“An important element of this model is the opportunity at any time to
convert private money (provided by commercial banks) into public money
or the money of the central bank 1:1, as well as to use this public money
to make payments” (Vecbastiks, Darzin$ 2022).

The European Central Bank introduced digital currency project in
2021 with the aim to move to the development stage in 2023 (United
Nations 2022). At the same time, widespread use of the European CBDC
may be possible later (United Nations 2022).

When convertibility is guaranteed, it promotes and maintains the
reliability of both private and public money. Thus, functioning of the
currency as a unified payment system is ensured (e.g., The Baltic Times
2022). “Thus, the money of the central bank ... maintains a functioning
payment system and ensures the financial stability and trust in the
currency. Currently, the money of central banks is available to the public
in the form of cash. ... when the share of the digital money is on the rise,
cash becomes less relevant as a means of payment” (The Baltic Times
2022; Vecbastiks, Darzins 2022).

It is most likely that the suppression of CBDC volatility will be
regulated administratively, through a reduction in the circulation of cash
and possibly a ban on the circulation of private digital currencies. Only in
this case, by minimizing the influence of the market mechanism, it will be
possible to maintain the exchange rate between fiat and digital money 1:1.

Evaluation of possible risks of introduction of CBDC relate to changes
in retail, wholesale and cross border payments. The changes may provide
negative influence on monetary policy through effects on money velocity,
bank deposit disintermediation, volatility of bank reserves, currency
substitution, and capital flows (Lukonga 2023).
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Lukonga (2023) displays the difficulties of the transition to digital
currencies. There are still significant issues in the development of
international settlements through CBDC, investment processes. Additional
issue appear as a choice between a distributed ledger technology and a
centralized database model as well as between conventional two-tier
system or one-tier system for designing CBDC model (e.g., United Nations
2022). Each potential model demonstrates both positive and negative
peculiarities concerning such aspects as competitiveness of commercial
banks, data privacy, credit costs, international cooperation, and overall
financial stability. Particular attention has to be devoted to small countries,
which are not able to develop their own CBDC (e.g., United Nations 2022).

Positive aspects, which are expected as a result of introduction of
CBDC relate to improvements in functioning of the existing payment
systems and their modernization in developing economies, reduction of
shadow economy and money laundering, increasing financial inclusion,
improvement in regulating of money supply (e.g., United Nations 2022).

Overall, for well-designed functioning, any digital currency requires:
clear regulations and legislation that govern transactions and oblige
companies and users to comply with security and anti-money laundering
standards; monitoring and analysis systems that can identify potential
illegal transactions and financial risks; educational campaigns for the
public and bank employees about the risks and benefits of digital currency;
collaboration between banks, financial institutions, and cryptocurrency
and blockchain technology companies to develop innovative solutions and
ensure security.

The modern monetary policy peculiarities and the role of central
bank digital currency (CBDC): An overview of scientific and
practical experience

In the Monthly Briefing on the world economic situation and
prospects “Prospects and challenges of introducing a central bank digital
currency”’, the United Nations (2022, p. 2) mention that CBDC is expected
to improve precision of regulating money supply.

During the recent years, several shocks of financial and non-financial
nature decreased economic activity worldwide. In this context, central
banks met necessity to stimulate stagnating economies what mostly was
implemented through quantitative easing (QE), i.e., regulating money
supply through large-scale purchases of assets. This limited time solution
gained attention from both supporters and critics. At the moment,
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transition from QE to QT occurs. Thus, monetary policy become more
tightly. In this section, some characteristics of the modern monetary policy
is provided and possible role of CBDC in the future is described.

Peculiarities of the modern monetary policies. In their sense, QE
operations aim to stimulate stagnant economy, to reduce long-term interest
rates, and to overcome prolonged deflation (e.g., Harimaya, Jinushi 2023;
Kolasa, Wesotowski 2020). Such activities are significant for economy
recovery after crises, which slowed down economic activity. Large-scale
purchases of assets (e.g., Dhital et al. 2023; Kim 2023), also by applying
environmental criteria (e.g., Aloui et al. 2023) introduced new path of
monetary policy that previously was not experienced. Positive and
negative effects of this approach are studied in the context of
competitiveness, capital flows, employment, credit availability, risk-
taking behavior, and effects on other economies, which do not realize such
kind of monetary policy (e.g., Kim 2023; Kolasa, Wesotowski 2020).

Positive effects of QE are presented in studies. For example,
according to case studies provided by Harimaya, Jinushi (2023), Dhital,
Dixon, and Evanczyk (2023), effectiveness for promoting bank lending
and increase in loans are discovered. In the conditions of economy
stagnation and prolonged deflation, expansion of lending to private sector
is crucial (e.g., Harimaya, Jinushi 2023). However, Dhital, Dixon, and
Evanczyk (2023) indicate that risky loans also increase as a result of QE
activities. Nowadays, activities of private sector have to be in line with
sustainability principles. QE program is a possible tool for stimulating
green investments. For example, Green QE program of the European
Central Bank introduced new environmental criteria when purchasing
private assets (e.g., Aloui et al. 2023). Such approach is the step forward
for stimulating sustainable investments after Covid-19 pandemic (e.g.,
Aloui et al. 2023). Kolasa and Wesotowski (2020) in their study mention
positive effects of QE on global demand and financial markets.

Critics of QE indicate that this leads to unemployment growth and
outflow of depreciating capital to foreign markets (e.g., Doukas 2013).
Central banks, used QE operations and have inflated their balance sheets
with assets of questionable quality, putting themselves at risk. For
example, scientists indicate that G4 central banks significantly increased
their assets (e.g., Doukas 2013). QE programs were realized during the
crises. For example, Kim (2023) mentions that Fed implemented large QE
program between 2009 and 2014, and during the global Covid-19
pandemic. Reaction on economic shock during pandemic includes QE
programs realized, for example, by the world’s four leading central banks,
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which supported their own economies and international financial markets
with more than $9 trillion (Major 2021).

Theoretical frameworks explain the modern monetary policy in
different ways. Opinions differ in the light of Keynesian and Friedman
approaches. According to the Friedman thought, government’s role in
ensuring economic stability relates to controlling the supply of money and
allowing the rest of the market to find a balance with possibly less
government’s intervention. According to the Keynesian economists, lower
interest rates stimulates higher spending and thus decrease unemployment.
However, low interest rates realized during QE programs had an adverse
effect on productivity and stimulated capital outflows and higher-risk
investments abroad (e.g., Doukas 2013). As a result, excessive money
supply lowers the cost of capital and raises costs of labor (Doukas 2013).

For example, for the case of typical small open economy, which
follow independent monetary policy, the effects are positive for domestic
demand, but negative for international competitiveness at least in a short
period of time (e.g., Kolasa, Wesotowski 2020). Kim (2023) mentions
different effects of QE activities realized in highly developed economies
on other countries — overall, positive effects due to lowering of global
long-term interest rates and negative due to intensive capital inflows and
currency appreciations for emerging economies.

Doukas (2013) mentions such negative effects as higher
unemployment, capital outflow from advanced economies to economies
with lower labor costs. Thus, excessive money supply does not solve long-
term issues but contribute to overcoming short-term shocks.

Nowadays, the question on how to exit QE and effectively move to
QT become topical (e.g., Febrero, Uxo 2023). This means to make
monetary policy tightly through designing of appropriate strategies (e.g.,
Tanaka 2022).

CBDC and monetary policy. There are many reasons to explore digital
currencies, and the motivation of different countries to issue a CBDC
depends on their economic situation. Some common motivations are:
promoting financial inclusion by providing easy and secure access to
money for the unbanked or underbanked population; ensuring competition
and sustainability of the domestic payment market, which may require
incentives to provide cheaper and better access to money; but the main
thing that the creators of digital currencies of the central bank rely on,
affects such parties as increasing the efficiency of payments and reducing
transaction costs; creating programmable money and increasing the
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transparency of cash flows; and ensuring the smooth and easy
implementation of monetary and fiscal policy.

Within theoretical explanation of the recent monetary policy trends,
to some extent an attempt to move to CBDC talks about trying to get away
from Keynesian monetary policy to Friedman’s monetary policy.

In principle, stable and predictable relationship between money,
nominal GDP and inflation is necessary for realizing monetary policy
goals (Jahan, Papageorgiou 2014). As a result of QE operations, the link
between GDP and money supply growth was lost, the government was
unable to ensure GDP growth at the expense of real factors of production,
the initiative was taken over by central banks, with such stimulation as QE
operations. Public debt increased significantly. The statistical data
demonstrate high public debt in many advanced economies (e.g., Trading
economics n/d).

Monetary policy decisions transmit to the real economy through
financial market prices, quantities, balance sheets and expectations. Thus,
financial institutions ensures effects from monetary policy on the banking
sector (Lukonga 2023).

As a new payment instrument, the introduction of a CBDC can result
in some households and businesses exchanging some of their cash
holdings and deposits into CBDCs. The intensity of the process may
change money velocity, bank disintermediation and volatility of
commercial bank reserves (Lukonga 2023). As a result, effectiveness of
money regulation procedure may be disrupted in terms of lending, interest
rates, and central banks’ ability to forecast commercial banks’ reserves.
Additionally, targeting of monetary policy goal (inflation) may be
threatened (Lukonga 2023). According to Lukonga (2023), central banks
need to choose such CBDC model which will comprehensively identify
and mitigate macroeconomic risks.

To do this, it is necessary to move to a conservative monetary policy.
Therefore, along with QE, central banks have begun to use QT. Namely
the reduction of central bank balance sheets. This plays an active role along
with rising interest rates in tightening monetary policy (European
Parliament 2023). In other words, QT is aimed to reduce excess reserves
from a monetary system through the sale of central bank’s assets, to rise
interest rates and to control inflation (e.g., Febrero, Uxo 2023). However,
such operations may provide certain risks for financial stability if large
amount of reserves will be necessary for commercial banks when central
bank reduce them (e.g., Febrero, Uxo 2023). Overall, QT intends to undo

QE.
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These measures may be carried over to the issuance of CBDCs in the
future. European Central Bank is now, for the first time ever, implementing
quantitative tightening (QT). Between March and June 2023, the
Eurosystem reduced its asset holdings under the asset purchase programme
by EUR 15 billion per month (European Parliament 2023). QT, also known
as balance sheet normalization, is an unconventional contractionary
monetary policy through which central banks reduce their balance sheets.
QT does not simply mean the end of bond purchases. According to Gros
and Shamsfakhr (2023), QT means decline of bond holdings of central
banks achieving through halting the reinvestment of maturing bonds and
other assets on the balance sheet of the central bank, ‘passive tightening’,
or by selling the assets, which is called ‘active tightening’. The ECB is
trying to slow down the velocity, raise interest rates, turn the monetary
system into the mainstream of neoclassical theories.

According to the main idea, CBDC would be available as deposit
accounts at the central bank to all households and corporations. Practically,
the process of introduction of CBDC is technologically complicated and
requires increase in the number of accounts from around 10000 to number
between 300 and 500 million within the Eurosystem (Bindseil 2020).
According to the experts, deposit based CBDC may protect better against
money laundering through, for example, a high level of security and
control of the circulating amount of CBDC base money, legal status and/or
some minimum criteria on payment or economic activity (e.g., Bindseil
2020). For example, prevention of deposits’ outflow after the introduction
of digital euro may be reached through quantitative restrictions on
individual deposits (Vecbastiks, Darzins 2022). This will prevent a use of
digital euro for financial investments (VecbaStiks, Darzin§ 2022). In
addition, restrictive conditions for digital euro deposits if they exceed a
certain limit may also be applied (Vecbastiks, Darzins 2022). Client funds
may be subject to temporary restrictions on their use, audits and other, for
example, tax audits, as well as regular monitoring of the account.

The central bank could offer a digital token currency that would
circulate in a decentralized way without central ledger. This is often
associated with anonymity, i.e. meaning that the central bank would not
know who currently holds the issued tokens (like in the case of banknotes).

In the conditions, when previous experience and empirical data are not
available, it is hardly to predict precisely possible effects of the
introduction of CBDC. This is documented in scientific literature (e.g.,
Luu et al. 2023; Barrdear, Kumhof 2022). However, Luu, Nguyen, and
Nasir (2023) attempt to evaluate such effects. For example, Luu, Nguyen,
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and Nasir (2023) in their research conclude that CBDC contributes to
financial stability, demonstrates more positive effects for emerging than
advanced economies, and for large banks than small banks, although, does
not ensure bank stability. Among positive effects, Chen and Siklos (2022)
indicate that CBDC does not stimulate inflation. Although, Chen and
Siklos (2022) express opposite viewpoint concerning financial stability by
indicating that in case of introduction of CBDC it remains at risk.
Scientists suppose higher willingness to introduce CBDC in case of better
institutional regulations, young population, higher urbanization, and FDI
inflows (e.g., Alfar et al. 2023).

In their research Luu, Nguyen, and Nasir (2023) offer to include
CBDC adoption in stress testing. In the terms of monetary policy
implementation, the interest in CBDC increases, especially in terms of
instruments, which can contribute to digital transformation, crime
prevention, and cybersecurity (e.g., Cotugno et al. 2024).

Overall, foundational principles and essential features for any
CBDC — “Central bank digital currencies: foundational principles and core
features” — are elaborated by The Bank of Canada, European Central Bank,
Bank of Japan, Sveriges Riksbank, Swiss National Bank, Bank of England,
Board of Governors of the Federal Reserve and Bank for International
Settlements (BIS 2020). The principles are used as guidance in scientific
research as well and are as follows (e.g., Barrdear, Kumhof 2022, p. 3): (i)
“do no harm” to existing mandates for monetary and financial stability, (ii)
coexist with existing forms of money (cash, reserves and bank deposits),
and (ii1) promote innovation and efficiency within the payment system.

Conclusions

The article joins the debates on reasons and macroeconomic aspects
of introduction of CBDC. The authors analyze recent trends for
characterizing peculiarities of CBDC in the context of private digital
currencies, peculiarities of the modern monetary policy, possible role of
CBDC within the modern monetary policy. The project of CBDC is very
complicated and unknown for financial stability, personal data protection,
and cybersecurity.

In the article “Digital euro — how much have we achieved?”,
Vecbastiks and Darzin$ (2022) highlight that: “Global technological
companies are able to rely on their huge customer base to introduce stable
crypto coins that might theoretically destabilize the current financial
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system and increase the risk of the payment market being dominated by
third-country solutions and technologies.”

Christine Lagarde, President of the ECB, emphasizes the role of
central banks in the field of stabilizing financial markets and digital
currency and say the quote: “So, we need to be ready for the new reality
that may well lie ahead. The time to think about how to respond to
changing geopolitics is not when fragmentation is upon us, but before.
Because, if I may paraphrase Ernest Hemingway, fragmentation can
happen in two ways: gradually, and then suddenly. Central banks must
provide for stability in an age that is anything but stable” (European
Central Bank 2023).

For ensuring effectiveness of monetary policy, stability of financial
system and modernization of payments, digital money in a form of Central
Bank Digital Currency (CBDC) is discussed as possible solution. Thus, the
central bank will be the creator, operator, and custodian of the pool of
digital currencies.

Some time ago, the issue of parallel circulation of CBDC, cash and
private digital currency was discussed, now the models for introducing
CBDC reflect the priority of this currency, with the help of which central
banks plan to create a sustainable financial system.

The new CBDC will coexist with cash, reserves, and bank deposits
(e.g., United Nations 2022; Barrdear, Kumhof 2022; BIS 2020). In the case
of a successful introduction of CBDC, central banks, in addition to a stable
currency, can receive the following tools for realizing monetary policy:
creation of a stable inclusive economy; possibilities to ensure anti-money
laundering; fight inflation by putting money into circulation with
expiration dates; quickly and cheaply carry out monetary reforms; control
the payment and receipt of taxes using direct access to customer accounts;
carry out a direct audit on the instructions of tax and other supervisory
institutions.

Elaboration of CBDC has to avoid direct hidden support for loyal
businesses and restrictions for disloyal. Additional issues relate to the
international settlements in the terms of taxes and foreign digital
currencies. One more concern relate to environmental issues. This means
that CBDC has to be energy effective (e.g., United Nations 2022).

CBDC also raises questions and challenges such as data privacy,
security, cybersecurity threats and privacy concerns (e.g., Fanti et al.
2022). It is important to develop appropriate mechanisms and regulation
to ensure the effective and secure functioning of CBDC.
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Debates on a more appropriate model of CBDC continue to be topical.
After the introduction of CBDC into circulation, a gradual transition from
a two-tier banking system to a one-tier one, excluding intermediaries in the
form of commercial banks, may occur. Although, one-tier system is
considered as more risky (e.g., United Nations 2022).

In terms of monetary policy, transition of monetary regulation from
QE procedures to QT procedures should stabilize inflation and provide
opportunities for exchanging fiat money for digital money at the rate of
1:1 what is necessary for successful CBDC project implementation.

Overall, the material analyzed allows for conclusions about topicality
and at the same time diversity of the process of introduction of CBDC.
A lack of previous experience and empirical data makes the process very
complicated and unknown for financial stability, personal data protection,
cybersecurity. In parallel, central banks meet issues on necessity to
increase monetary policy effectiveness. Current economic situation with
high inflation, huge balance sheets, and circulation of private digital
currencies make the process difficult. Attempts to elaborate core principles
and guidance for introduction of CBDC rely on possible positive effects
on monetary policy effectiveness, financial inclusion, and anti-money
laundering. Technical, financial, political, and environmental factors will
affect the process of introduction of CBDC. Additional attention has to be
paid to willingness and readiness of end users for wide application of
CBDC. In parallel with technical, financial, and legal aspects, educational
activities devoted to CBDC are recommended.
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ST raksta mérkis ir analizét un salidzinat esoas ES valstu ekonomiskas attistibas
metrikas tas ilgtsp&jas novertéSanai, lai zinatniski pamatotu ekonomiskas attistibas
metriku nakotni Eiropa. Galvena empiriskas datu apstrades metode $1 petijuma ietvaros
ir ES valstu rangu (p&c jaunajam metrikam) salidzinosa analize attieciba pret to rangiem
péc tradicionalajam metrikam — IekSzemes kopprodukts (IKP) un Tautas attistibas
indekss (TAI). Empirisko datu avoti ir starptautisko organizaciju analitiskie parskati,
dazadu institiiciju starptautiska statistiska informacija, brivpieejas datu bazes, ka art
atseviSku pétnieku publikacijas. ES valstu rangu salidzinaSanas rezultati pec IKP, TAI,
Zalais IKP, llgtspgjigas attistibas mérku indeksa (IAMI), Zalas ekonomikas indeksa
(ZEI), Zalas izaugsmes indeksa (ZII), Ilgtsp€jigas attistibas zala indeksa (IAZI) liecina,
ka pamata katras konkretas valsts rangi visos $aja p&tijuma analiz&tajos reitingos ir lidzigi,
tacu ir dazi iznémumi (piemeram, Luksemburga). Nemot vera Sos rezultatus, vairaku
“zalo” indeksu izstrade viena tradicionala IKP vieta no praktiska viedokla skiet pilnigi
nepamatota un nevajadziga. Tomér autori uzskata, ka galvenais dzingjspeks atsevisku
petnieku un veselu organizaciju darbibai jaunu ekonomiskas attistibas metriku
mekl&jumos ir reala vajadziba p&c visaptvero$akam un daudzdimensionalakam pieejam
ekonomiska progresa un ilgtspgjigas attistibas mérisanai. Daudzas piedavatas metrikas
teritorialas ekonomiskas attistibas ilgtsp&jas novertésanai sniedz plasaku prieksstatu. Maz
ticams, ka viena metrika biitu vispiemé&rotaka ES valstu ekonomiskas attistibas ilgtsp€jas
novertésanai, jo katra no tam lauj analiz€t attistibas ilgtsp&ju (gan ekonomisko, gan
vispargjo) no sava unikala diskursa.

Atslegvardi: ekonomiskas attistibas ilgtsp&ja; teritorialas attistibas ilgtsp&ja;
mérisanas instrumenti; salidzinosa analize; zala ekonomika; aprites ekonomika; Eiropas
Savienibas valstis.

The future of territorial economic development metrics: evaluating
sustainability in the EU countries

This article is aimed at analyzing and comparing the existing metrics for evaluating
the sustainability of economic development in the EU countries to be able to scientifically
substantiate the future of territorial economic development metrics in Europe. The main
method of empirical data processing in the framework of this study is a comparative
analysis of the ranks of EU countries by new metrics in relation to the traditional ones —
Gross Domestic Product (GDP) and Human Development Index (HDI). Sources of
empirical data are analytical reports of international organizations, international statistical
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information from various institutions, open access databases, as well as publications by
individual researchers. The results of a comparison of the ranks of EU countries by GDP,
HDI, Green GDP, Sustainable Development Goals (SDG) Index, Green Economy Index
(GEI), Green Growth Index (GGI), Sustainable Development Green Index (SDGI) show
that basically the ranks of each specific country within all ratings analyzed in this study
are similar, but there are some exceptions (for example, Luxembourg). Given these
results, the development of multiple ‘green’ indices instead of one traditional GDP from
a practical point of view seems completely unjustified and unnecessary. However, the
authors believe that the main driving force behind the activity of individual researchers
and entire organizations in the search for new teconomic development metrics is the real
need for more comprehensive and multidimensional approaches to measuring economic
progress and sustainable development. The many proposed metrics for evaluating the
sustainability of territorial economic development provide a broader picture. It is unlikely
that one instrument is most suitable for evaluating the sustainability of economic
development of the EU countries, since each of them allows analyzing the sustainability
of development (both economic and general) from its own unique discourse.

Keywords: sustainability of economic development; sustainability of territorial
development; measurement tools; comparative analysis; green economy; circular
economy; the European Union countries.

Ievads

Jebkuras teritorijas ekonomiskas attistibas ilgtsp&ja balstas uz ta
saukto “Hartvika noteikumu” (anglu val.: Hartwick rule) (Hartwick 1990),
kas attiecas uz ilgtsp€jigu dabas resursu izmantoSanu ekonomika un ir
noteicoSais ilgtermina attistibas konteksta (Hamilton 1995). “Hartvika
noteikums” nosaka, ka, ja ekonomika kompensé dabas resursu (pieméram,
naftas, gazes, derigo izraktenu) izsikSanu ar atbilstoSiem ieguldijumiem
razoSanas kapitala (piem&ram, masinas, €kas, infrastruktiira, tehnologijas),
tad patérina Iimeni var uzturét nemainigd limeni gandriz bezgaligi
(Hartwick 1990). Tas liek domat, ka ienakumi no izsiksto$ajiem resursiem
ir atkartoti jaiegulda citos kapitala veidos (tostarp cilvékkapitala), lai
kompensétu dabas resursu krajumu samazinaSanos (Hartwick 1990;
Hamilton 1995). Tapéc ekonomiskas attistibas ilgtsp&jas merkis ir
nodros$inat, lai ekonomiskie ieguvumi no $o resursu izmantoSanas tiktu
sniegti arT nakamajam paaudzeém.

Starptautiskaja zinatnes telpa ir panakta pilniga vienpratiba par to, ka
valsts sasniegta ekonomiskas attistibas limena tradicionalas metrikas,
pieméram, lekSzemes kopprodukts (IKP) (anglu val.: Gross Domestic
Product, GDP) vai Neto kopprodukts (NKP) (anglu val.: Net Domestic
Product, NDP), nesp&j nemt véra vides problémas un nevar izmérit, vai
ekonomika attistas ilgtsp€jas virziena (Hartwick 1990; Hamilton 1994,
1995; Costanza et al. 2014a, 2014b; Pokharel, Bhandari 2017; Stjepanovié¢
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et al. 2019; Ma et al. 2020; Wang J. et al. 2021 un daudzi citi). To vieta
tiek piedavatas un izmantotas citas metrikas, lai noverté€tu pasaules valstu
un to ieksgjo regionu ekonomiskas attistibas ilgtspgju — piemeéram, Zalais
iek§zemes kopprodukts (IKP) (anglu val.: Green Gross Domestic
Product (GDP)), Ekosistémas kopprodukts, EKP (anglu val.: Gross
Ecosystem Product, GEP), Ekonomiski ekologiskais kopprodukts, EEKP
(anglu val.: Gross Economic-Ecological Product, GEEP), llgtspgjigas
attistibas mérku indekss, IAMI (anglu val.: Sustainable Development
Goals (SDG) Index), Zalas ekonomikas indekss, ZEI (anglu val.: Green
Economy Index, GEI), Zalas izaugsmes indekss, ZII (anglu val.: Green
Growth Index, GGI), Globalais zalas ekonomikas indekss, GZEI (anglu
val.: Global Green Economy Index, GGEI), llgtsp€jigas attistibas zalais
indekss, IAZI (anglu val.: Sustainable Development Green Index, SDGI),
Vides un ekonomikas kontu sisteéma — ekosistemu konti, VEKS-EK (anglu
val.: System of Environmental-Economic Accounts — Ecosystem Accounts,
SEEA-EA) (Hamilton 1994; Li, Lang 2010; Rauch, Chi 2010; Ryszawska
2013, 2015; Pokharel, Bhandari 2017; Vimochana 2017; Stjepanovic et al.
2019, 2022; Ouyang et al. 2020; Ma et al. 2020; Niu et al. 2021; Wang J.
et al. 2021; Wang L. et al. 2022; Lange et al. 2022; Sustainable
Development Solutions Network 2022; Zhao et al. 2023; Rybalkin 2022,
2023; Global Green Growth Institute 2023; Dual Citizen 2023; United
Nations 2023a, 2023b).

Ekonomiskas attistibas ilgtsp&jas novertéSanai, nemot véra
ekonomikas ietekmi uz vidi, ir izSkiroSa nozime ar1 Eiropas Savienibas
(ES) valstim, jo, pirmkart, tas tiecas uz “oglekla pedas” mazinasanu un
klimata parmainu apkaroSanu (Rybalkin 2020; Cifuentes-Faura 2022;
European Commission 2023a). Saja gadijuma ekonomiskas attistibas
ilgtsp€jas noverte€sana palidz saprast, ka ekonomiska darbiba ietekme vidi,
un izstradat stratégijas ekologiska lidzsvara sasniegSanai. Otrkart, ES
aktivi ievie§ vides standartus un tiesibu aktus (pieméram, Parizes
noligumu (anglu val.: Paris Agreement), Eiropas zalo kursu (anglu val.:
European Green Deal)). Saja gadijuma izpratne par kopsakaribam starp
ekonomiku un ekologiju lauj veidot efektivu politiku un regul&jumus.
Treskart, ES uzsver socialas atbildibas un taisniguma nozimi ekonomiskas
izaugsmé (European Committee for Social Cohesion 2004; MikuSova
2017; Gkorezis, Petridou 2017; MacGregor, Pelikanova 2019). Saja
gadijuma ckologisko faktoru uzskaite ekonomiskaja attistiba palidz
aizsargat iedzivotaju veselibu un labklajibu, novérsot ekologiskas krizes,
kas var negativi ietekmé&t sabiedribu. Ceturtkart, ES tiecas biit pasaules
lidere ilgtsp&jigas attistibas joma (Sustainable Development Solutions
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Network 2022; European Parliament 2023; Mentes 2023), un tad
ekonomikas ietekmes uz vidi novértéSana uzsver tas lomu globalo vides
standartu virziSana un sadarbiba ar citam valstim un regioniem. Tadgjadi
vides aspektu integracija ilgtsp€jigas ekonomiskas attistibas novértesana
ir butiska sabiedribas, ekonomikas un vides ilgtsp&jai un veselibai ES
valstis.

Raksta merkis ir analizet un salidzinat esosas ES valstu ekonomiskas
attistibas metrikas tas ilgtsp&jas novertéSanai, lai zinatniski pamatotu
ekonomiskas attistibas metriku nakotni Eiropa. Sada salidzinajuma
rezultatam vajadzetu biit secinajumam par to, kura no esoSajam metrikam
ir piemérotaka ES valstu ekonomiskas attistibas ilgtsp&jas novertésanai, ka
ar1 atbildei uz jautajumu, kap&c un prieks ka viena IKP vieta paradijas tik
daudz jaunu metriku. Nakamaja raksta sadala autori analiz€s literattiru par
teritoriju ekonomiskas attistibas ilgtsp&ju, ka arT par eksist€josam teritoriju
ekonomiskas attistibas ilgtsp&jas metrikam. P&c tam tiks prezentéta
pétijuma metodologija, kam sekos pétijuma rezultati un diskusija. Raksta
pedgja sadala autori izcels galvenas pétijjuma atzinas, ka ari ta
ierobezojumus un iesp&jamos turpmako pétijjumu virzienus attiecigaja
joma.

Literattiras analize

Pareja no kvantitativas ekonomiskas izaugsmes koncepcijas (Kuznets
1949) uz ilgtspejigas ekonomiskas attistibas ideju ((balstita uz zalas
ekonomikas un aprites ekonomikas koncepcijam — Ryszawska 2013;
Kasztelan 2017; Razminiené et al. 2021; Rybalkin 2023) sakas 20.
gadsimta otraja pusé (Barbier 1987; Wang 1996) galvenokart attistitajas
valstis, tostarp Rietumeiropa, Ziemelamerika un dazas Azijas valstis,
pieméram, Japana. So procesu noteica vairaki galvenie faktori: 1)
Rietumeiropas un Ziemelamerikas valstis, kur industrializacija sakas
agrak, 1970. gados kluva acimredzamas tadas vides problémas ka gaisa un
tdens piesarnojums, kas izraisija sabiedribas un politiku uzmanibas
pastiprinasanos vides jautajumiem; 2) Sajos regionos tika panakta
ievérojama ekonomiska attistiba, kas lava pieverst uzmanibu problémam,
kas saistitas ar §1s izaugsmes ilgtsp&ju, ieskaitot dabas resursu izsmelSanu
un ekonomisko nevienlidzibu; 3) attistitajam valstim ir bijusi galvena loma
starptautiskajos centienos ilgtsp&jigas attistibas veicinaSana, ieskaitot
starptautisko Iigumu parakstiSanu un dalibu globalas konferences; 4) Sajas
valstis ir bijusi ievérojama akadeémiska un zinatniski p€tnieciska interese
par ekonomiskas attistibas ekologiskajiem un socialajiem aspektiem, kas
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veicindjis ilgtsp&jigas attistibas koncepcijas veidoSanos un izplatiSanu; 5)
nevalstisko organizaciju, vides kustibu un sabiedribas aktiva lidzdaliba
Sajas valstls arT veicindjusi tradicionalo ekonomiskas attistibas pieeju
pardomasanu. Ve€lak ideja par ekonomisko attistibu, kas orientéta uz
ilgtsp&ju, socialo taisnigumu un ekologisko atbildibu, nevis tikai uz
tradicionalo ekonomisko izaugsmi, guva plasSu atzinibu un saka ieklat
teritoriju ekonomiskas attistibas politika un praks€ visa pasaulé, ieskaitot
jaunattistibas valstis, kur ta pielagojas vietgjiem apstakliem un
izaicinajumiem (Huambachano 2011; Markard et al. 2012; Boronenko,
Drezgic 2014; Boronenko et al. 2015; Lonska, Boronenko 2015;
Komarova 2016; Komarova, Drezgic 2016; Carbonnier et al. 2017;
Kasztelan 2017; Sanchez Garcia, Diez Sanz 2018; Beirne, Fernandez
2022; Focardi, Fabozzi 2023).

1970. gados paradijas petijumi — tadi ka Romas kluba publicétais
zinojums “Izaugsmes ierobezojumi”,(anglu val.: The Limits to Growth),
kas uzsvera, ka neierobezota ekonomiska izaugsme nav iesp&jama dabas
resursu ierobezotibas un cilvéku razoSanas aktivitates ietekmes uz vidi dél
(Meadows et al. 1972). Sis véstTjums tika atzits ka priekstecis konceptam
“pecizaugsmes ekonomika” — ekonomikas sisteéma, kura uzsvars tiek likts
ne tik uz kvantitativo ekonomisko izaugsmi, ko meéra ar tadam
tradicionalajam metrikam ka IKP, bet gan uz ilgtsp€jigu kvalitativu
attistibu un socialo labklajibu, ekologisko ilgtsp&u un resursu taisnigu
sadali (D'Allessandro et al. 2018), ka ar1 “anti-izaugsmes” (anglu val.:
degrowth) kustibai — 1970. gados izveidotajai radikalai ekonomikas
teorijai, kas kopuma nozimé ekonomikas samazinaSanos, nevis augsanu,
mazaku pasaules sartiko$o resursu izmanto$anu vai planoto energijas un
resursu izmantoSanas samazinasanu, kas paredz€ta, lai ekonomiku
atgrieztu lidzsvara ar vidi ta, lai samazinatos nevienlidziba un palielinatos
cilvéku labklajiba (Hickel 2019, 2021).

1972. gada Stokholma notika pirma Apvienoto Naciju Organizacijas
(ANO) konference par cilveku vidi, kas kluva par pagrieziena punktu
globalo ekologijas problemu apsprieSana. Viens no Stokholmas
konferences galvenajiem rezultatiem bija ANO Vides programmas (anglu
val.: United Nations Environment Programme, UNEP) izveide (United
Nations 2023c). 1987. gada tika publicéts zinojums “Misu kopiga
nakotne” (anglu val.: Our Common Future) (pazistams ar1 ka Brundtlanda
zinojums), kas ieviesa ilgtsp€jigas attistibas jédzienu ka tadu attistibu, kas
atbilst tagadnes vajadzibam, neapdraudot nakamo paaudzu sp€ju
apmierinat savas vajadzibas (United Nations 1987). Pieaugosa globala
savienojamiba un valstu savstarp&ja atkariba (ipaSi kops socialistiska
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bloka sabrukuma 1990. gados) ir paradijusi, ka daudzas vides un socialas
problémas ir starptautiskas un prasa saskanotus centienus (Wu et al. 2022;
Xia et al. 2022; Zhang et al. 2022). Turklat izpratnes pieaugums par
globalo nevienlidzibu un socialajam problémam ir novedis pie atzinas, ka
ekonomiskajai attistibai jabut ieklaujosai (Rauniyar, Kanbur 2010; Zhu
2022) un tai jaietver savstarp€ji pastiprinoSu pasakumu kombinacija,
tostarp (Rauniyar, Kanbur 2010): 1) efektivas un ilgtsp&jigas ekonomiskas
izaugsmes veicinaSana; 2) lidzvertigu politisko apstaklu nodrosinasana; 3)
kapacitates stiprinaSana un socialas droSibas tiklu izveide. Tadgjadi
ilgtspejigas ekonomiskas attistibas jédziens ir radies, pamatigi parskatot
tradicionalas ekonomiskas izaugsmes pieejas, tostarp vides un socialo
faktoru integraciju attistibas politikas planoSana un istenoSana (Pearce,
Atkinson 1993).

Atzistot ekonomiskas attistibas ilgtsp€jas vitalo nepiecieSamibu,
tomer paliek neskaidrs jautajums, ka meérit dazadu pasaules valstu
sasniegumus situacija, kad tradicionalo IKP vienpratigi noraida
starptautiska zinatnieku kopiena. Kas ta vieta tiek piedavats ka
ekonomiskas attistibas ilgtsp&jas metrikas? Starptautiskaja zinatniskaja
literatiira autoriem izdevies atrast daudzas akrualas metrikas — pieméram,
Zalais IKP, Ekosistémas kopprodukts (EKP), Ekonomiski ekologiskais
kopprodukts (EEKP), Ilgtsp&jigas attistibas meérku indekss (IAMI), Zalas
ekonomikas indekss (ZEI), Zalas izaugsmes indekss (ZII), Globalais zalas
ekonomikas indekss (GZEI), Ilgtsp&jigas attistibas zalais indekss (IAZI),
Vides un ekonomikas kontu sistéma — ekosisttmu konti (VEKS-EK)
(Hamilton 1994; Li, Lang 2010; Rauch, Chi 2010; Ryszawska 2013, 2015;
Pokharel, Bhandari 2017; Vimochana 2017; Stjepanovic et al. 2019, 2022;
Ouyang et al. 2020; Ma et al. 2020; Niu et al. 2021; Wang J. et al. 2021;
Wang L. et al. 2022; Lange et al. 2022; Sustainable Development Solutions
Network 2022; Zhao et al. 2023; Rybalkin 2022, 2023; Global Green
Growth Institute 2023; Dual Citizen 2023; United Nations 2023a, 2023b).

Pirmkart, Zalais IKP (vai videi pielagotais IKP), kas iegiits no NKP,
ir alternativs ekonomiskas aktivitates raditajs, kas nem véra tas ietekmi uz
vidi un resursiem (Hamilton 1994; Jiang 2007; Rauch, Chi 2010; Pokharel,
Bhandari 2017; Vimochana 2017; Stjepanovic et al. 2019, 2022). Zala IKP
koncepcija paradijas 1980. gadu beigas ka atbilde pieaugosajam bazam par
ekologisko ilgtsp&ju un tradicionala IKP nepilnibam ekonomiskas
attistibas mérisana (Hamilton 1994). So koncepciju ir atbalstijusas un
izmantojusas tadas starptautiskas organizacijas ka ANO un Pasaules banka
(United Nations 2023b). Atskiriba no tradicionala IKP, Zalais IKP ietver
korekcijas attieciba uz zaud€umiem no piesarnojuma, dabas resursu
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izsikSanas un citiem ekologiskajiem raditajiem. Neskatoties uz
ievérojamiem centieniem, Zala IKP koncepcijas pieméroSana praksé ir
saskarusies ar vairakiem izaicinajumiem, kas saistiti ar metodologiju, datu
precizitati un politisko gribu (Jiang 2007; Rauch, Chi 2010; Vimochana
2017). Tas ir novedis pie ta, ka Zalais IKP nav plasi pienemts ka
ekonomiskas attistibas standarta metrika, bet veicinaja citu ilgtsp&jigas
ekonomiskas attistibas metriku izstradi. Tomer ir atvertas piekluves datu
baze, kas satur Zalo IKP salidzinajuma ar tradicionalo IKP 160 valstis no
1970. gada 1idz 2019. gadam (Skare et al. 2021).

2000. gados Kina saka izstradat Ekosistémas kopprodukta (EKP)
koncepciju, kas, tapat ka Zalais IKP, bija atbilde uz pieaugoSo izpratni, ka
ekonomikas attistibas tradicionalas metrikas (pieméram, IKP) nenem véra
visas ekosist€mu un izmantoto dabas resursu nolietojuma izmaksas. Viens
no pionieriem $aja joma ir kinieSu ekologs Ouyangs (Ouyang), kuram bija
galvena loma EKP izstrade un ievieSana Kina. “IKP nespgj pilniba aptvert
dabas devumu ekonomiskaja attistiba un cilvéku labklajiba. Lai noverstu
So kritisko nepilnibu, més izstradajam EKP, kas apkopo ekosistemu
pakalpojumu veértibu viena monetaraja metrika” (Ouyang et al. 2020).
Kina kluvusi par vienu no pirmajam valstim, kas sakusi (un turpina
joprojam) aktivi izmantot EKP ka metriku ekologisko sasniegumu un
vides politikas ietekmes novertésanai nacionalaja un regionalaja Iiment,
pasi regionos, kas bagati ar dabas resursiem (Ouyang et al. 2020; Wang
L. et al. 2022; Zhao et al. 2023). Tome&r Kinas pé&tnieki neapgalvo, ka EKP
var pilniba aizstat IKP, novertgjot teritorijas ekonomisko attistibu. Vini
drizak uzsver, ka EKP ir svarigs papildindjums tradicionalajam
ekonomiskas attistibas metrikam (Wang L. et al. 2022; Zhao et al. 2023).

Nakama  koncepcija  ekonomiskas  attistibas  noveérteSanai,
pamatojoties uz tas ietekmi uz vidi, ir Ekonomiski ekologiskais
kopprodukts (EEKP), ko izstradajusi un parbaudijusi Kinas Vides
planoSanas akadeémijas (anglu val.: Chinese Academy of Environmental
Planning) zinatnieki, lai ieglitu pilnigaku priekSstatu par Kinas
ekonomisko attistibu, tostarp tas ietekmi uz vidi un ilgtsp&u (Ma et al.
2020; Niu et al. 2021; Wang J. et al. 2021). Pé&c EEKP veidotaju domam,
§1 metrika var palidzeét valdibam un organizacijam pienemt pardomatakus
lémumus, cenSoties panakt [idzsvaru starp ekonomisko izaugsmi un vides
saglabasanu. “STs jaunas uzskaites sistémas izstrade ir svarigs solis cela uz
ekosisteému pakalpojumu izmainu precizaku mérisanu nacionalajos kontos
un politikas instrumenta izveidi ekologiski jutigai ekonomikas attistibai”
(Wang J. et al. 2021). EEKP veidotaji uzskata, ka §1a metrikas galvenais
meérkis ir klGt par nacionalo satelitkontu paraleli IKP, lai novértetu
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ilgtsp&jigu ekonomikas attistibu. “Lai sasniegtu So mérki, ir nepiecieSami
daudzi wuzlabojumi. Jaatzimeé, ka EEKP uzskaiteé pastav biitiskas
nesaskanas, jo 1pasi dazados ekosisttmu pakalpojumu un vides
degradacijas noverteésanas aspektos” (Wang J. et al. 2021).

1. attéls
Ekonomiski ekologiska kopprodukta (EEKP) konceptualais ietvars

Enwironmental
Degradation Cost; .E-I:_u:y.r:tl:m Ecosystem
Ecological Deterication Provisioning Vabie: Regilating Valse
Coxt Ecasvetam Cultural Valus ¥ "9

Avots: Wang J. et al. 2021.

Atskiriba no Zala IKP, kas vienmér korigg teritorijas IKP lielumu uz
samazinajuma pusi (Skare et al. 2021), EEKP vértiba parsniedz teritorijas
IKP, jo ietver sevi arT ekosist€ému sniegto pakalpojumu vertibu. Pieméram,
2016. gada Kinas EEKP bija 126,6 triljoni RMB, kas ir 1,6 reizes no IKP
(Ma et al. 2020). Paslaik Kina EKP un EEKP koncepcijas ir zinama méra
konkuré valsts regionu ekonomiskas attistibas ilgtsp&jas mérisana un tiek
izmantotas paraléli (Ma et al. 2020; Ouyang et al. 2020; Niu et al. 2021;
Wang J. et al. 2021; Wang L. et al. 2022; Zhao et al. 2023). Lai gan EKP
un EEKP ir kopigi meérki vides aspektu integracijai ekonomiskaja uzskait€,
tie pilda dazadas funkcijas un nav savstarpgji aizstajami. EKP koncentrgjas
uz ekosistemu pakalpojumu vertibas uzskaiti, savukart EEKP ir plasaks
uzskaites riks, kas ietver un korigé tradicionalo IKP, pievienojot tam
ekologisko dimensiju.

Kina izstradatic EKP un EEKP ir rezultats ekologisko faktoru
integracijai tradicionalajos ekonomiskajos novértéjumos un ticksmei pec
ilgtspejigakas attistibas. Tie netiek izmantoti citas pasaules valstis un
regionos, lai novertétu teritoriju ekonomiskas attistibas ilgtsp&ju. Tomér
pasaulé pastav ievérojama interese par ekologisko raditaju integraciju un
ekosist€mas pakalpojumu uzskaiti ekonomiskas attistibas planosana un
attiecigaja politika (Sustainable Development Solutions Network 2022).
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Tas izpauzas dazadu metriku un pieeju izstradé un izmantoSana, kuru
meérkis ir noverteét ekonomiskas attistibas ilgtsp€ju un tas ietekmi uz
ekologiju. ES centieni izstradat un izmantot dazadas ekonomiskas
attistibas ilgtsp&jas metrikas bieZi tiek Tstenoti plasu stratégiju (pieméram,
Eiropas Zala kursa) ietvaros (Mentes 2023), kuru meérkis ir veicinat
ilgtsp€jigu attistibu un zalas ekonomikas virzibu (Ryszawska 2013, 2015).

Viena no jaunakajam teritorialas ekonomiskas attistibas metrikam tas
ilgtsp&jas noverteSanai ir llgtspejigas attistibas merku indekss (IAMI), kas
pirmo reizi tika prezentets 2016. gada. Tas ir ANO Ilgtsp€jigas attistibas
risingjumu tikla (IART) (anglu val.: UN Sustainable Development
Solutions Network, SDSN) iniciativa sadarbiba ar Eiropas IART (anglu
val.: SDSN Europe) un Bertelsmann Stiftung. Ta mérkis ir izmérit cilvéku
labklajibu arpus tradicionala IKP, ieklaujot 110 raditajus, kas aptver
socialo un ekonomisko labklajibu, ka arf ekologisko ilgtspgju. Sis indekss
arT “soda” valstis par negativus socialos un ekologiskos efektus, ko izraisa
neilgtsp€jigas piegades k&des, paterins, pelnas novirziSana un izvairisanas
no nodoklu maksasanas (Sustainable Development Solutions Network
2022). IAMI atskiras no tradicionala IKP vairakos veidos. Kamér IKP
koncentrgjas uz ekonomisko aktivitati, ITAMI sniedz visaptverosaku
novertéjumu par valsts sniegumu ilgtsp€jigas attistibas sasniegSana. Tas
ietver socialos un ekologiskos faktorus, tadgjadi piedavajot plasaku
skatijumu uz valsts labklajibu un progresu (Our World in Data team 2023).

Nakama teritorialas ekonomiskas attistibas metrika tas ilgtsp&jas
novértésanai — Zalas ekonomikas indekss (ZEI), ko izveidoja B. Rizavska
(B. Ryszawska), — tika izstradata iterativa procesa gaita. Tas sakas ar
parskatu par zalas ekonomikas definicijam, kas sniegtas atseviskos
strategiskajos dokumentos. Metodologiska pieeja ietvéra zalas
ekonomikas jomu un mérku ieziméSanu un precizésanu, izdalot konkrétus
mérkus un mainigos lielumus $o individualo mérku IstenoSanas mérisanai
(Ryszawska 2013). ZEI tika icrosinats, reaggjot uz picaugoSo vajadzibu
novertet zalas ekonomikas politikas faktisko 1stenoSanu. To izstradaja,
balstoties uz dazadam pieejam, kas tika pielietotas starptautiskajas
organizacijas, pieméram, FEkonomiskas sadarbibas un attistibas
organizacija (ESAO) (anglu val.: Organisation for Economic Co-
operation and Development, OECD), Apvienoto Naciju Organizacijas
Vides programma (ANOVP) (anglu val.: United Nations Environment
Programme, UNEP), Pasaules banka (anglu val.: World Bank) un Pasaules
Zalas izaugsmes instituta (PZIl) (anglu val.: Global Green Growth
Institute, GGGI), ka arT konsult&joties ar uzn€mumiem, pieméram, Dual
Citizen (Ryszawska 2015). P&c ta veidotajas domam, ZEI ir lietderigs, lai
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izprastu un noveértétu zalas ekonomikas prakses ievieSanu visa pasaulg,
sniedzot ieskatu par to, ka valstis pariet uz ilgtsp€jigaku ekonomisko
praksi. Tas ietver tadu aspektu analizi ka zalas ekonomikas vadiba,
iek$politika, investicijas zalajas tehnologijas un zalais tlirisms (Ryszawska
2013, 2015; Rybalkin 2023).

Vel viena metrika — Zalas izaugsmes indekss (ZII) — tika izstradata,
sadarbojoties vairakam starptautiskajam organizacijam, proti, Pasaules
Zalas izaugsmes instititam (PZII), Ekonomiskas sadarbibas un attistibas
organizacijai (ESAO), Apvienoto Naciju Organizacijas Vides programmai
(ANOVP) un Pasaules Bankai. Sis iniciativas mérkis bija standartizet un
integrét zalas ekonomikas un zalas izaugsmes mérijumus, atspogulojot
kolektivos centienus izstradat visaptveroSu sistému zalas politikas un
prakses noveértéSanai (Global Green Growth Institute 2023). ZII ietver
Cetras dimensijas, no kuram viena ir tiesi saistita ar ekonomisko attistibu,
bet pargjas — ar teritorialo attistibu plasaka nozimé: 1) efektiva un
ilgtsp€jiga resursu izmantoSana; 2) dabas kapitala aiz-sardziba; 3) zalas
ekonomikas iesp€jas; 4) sociala ieklausana. ZII un iepriek§ parskatitais
Zalas ekonomikas indekss (ZEI) fokusg&jas uz ilgtsp&jigu attistibu un zalo
ekonomiku, tacu tos neatkarigi izstradajusi dazadi autori un organizacijas
(Ryszawska 2013, 2015; Global Green Growth Institute 2023), ar savam
unika-lajam metodologijam un mérkiem. Turklat ir arT Globalais zalas
ekonomikas indekss (GZEI) (anglu val.: Global Green Economy Index,
GGEI), ko izstradajusi konsultaciju firma Dual Citizen LLC. Tas ir
analitiskais riks, kas noverte zalas ekonomikas veiktsp&ju, koncentrgjoties
uz tadiem aspektiem ka vadiba un klima-ta parmainas, ekologiskas nozares
un zalais tiirisms. Sis indekss pirmo reizi tika aprekinats 2010. gada un ir
paredzéts, lai novertétu dazadu valstu zalas ekono-mikas veiktsp&ju (lai
gan tas nav atveértas piekluves riks) (Dual Citizen 2023).

Inovativu metriku teritorialas ekonomiskas attistibas un attistibas
ilgtsp&jas (plasaka nozim€) novertéSanai — llgtsp€jigas attistibas zalo
indeksu (IAZI) — izstradaja O. Ribalkins (O. Rybalkin) Daugavpils
Universitaté (Latvija) promocijas darba ietvaros (Rybalkin 2023). IAZI
pamata ir pieckarSu spirales modelis (anglu val.: Quintuple Helix Model),
kas sastav no piecam apaksSsistémam: izglitibas, ekonomikas, politiskas,
sabiedribas un ekologijas. IpaSa uzmaniba tiek pievérsta izglitibas
apakssistémai, jo tas ieklauSana ir metodologiski inovativa salidzinajuma
ar citiem lidzigiem indeksiem un lauj veikt starpdisciplinaru zalas
ekonomikas analizi ilgtsp€jigas attistibas konteksta (Rybalkin 2022,
2023). Pamatojoties uz veikto ES valstu analizi, O. Ribalkins secinaja, ka
IAZI ekonomiskajai apakssist€émai nav lielas diferenc€josas nozimes, kas
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ES valstis sadalitu péc zalas ekonomikas veiktsp€jas ilgtsp€jigas attistibas
konteksta. Sis secindgjums dazam valstim liedz apelét pie ta devétas
saSkeltibas starp Centralaustrumeiropu un Rietumeiropu, ka ari pie
izteiktas ziemelu-dienvidu plaisas, saskana ar kuru jaunajam ES
dalibvalstim it ka nav nepiecieSamo resursu zalas ekonomikas attistibai
zemaka ekonomiskas attistibas Iimena del. Tiesi otradi: analizes rezultati
ar IAZI palidzibu liecina, ka valstis var uzlabot ekonomiskas attistibas
ilgtsp&ju, koncentr&joties uz izglitibas (galvenokart), socialajiem un
politiskajiem faktoriem (Rybalkin 2023).

Pedgja analiz€jama teritorialas ekonomiskas attistibas metrika tas
ilgtspgjas novertéSanai ir Vides un ekonomikas kontu sistéma —
ekosistemu konti (VEKS-EK) (Lange et al. 2022; United Nations 2023b),
kas ir starptautiskais statistiskais standarts dabas kapitala uzskaitei, vides
datu sakartoSanai un sasaistei ar ekono-miskajiem datiem. VEKS-EK
nodroSina statistikas sisttmu, no kuras var apréki-nat apkopotus zalos
ekonomiskos raditajus (United Nations, 2023b). 2021. gada ANO
Statistikas komisija pienéma parskatito VEKS-EK (United Nations
2023b). S1 jauna sistéma balstas uz agrak pienemtu eksperimentalo pieeju
un veido pamatu izmaindm nacionalaja uzskaiteé un ekonomiskajos
parskatos, kuru mérkis ir atzit un noveértét dabas kapitalu (Lange et al.
2022). Lidztekus pieaugosajai izpratnei par ekosisteému uzskaiti politikas
un lémumu pienemsanas joma valstis un tadas parvalstiskas struktiiras ka
ANO un ES paredzams, ka parskatama nakotn€ ievérojami palielinasies
ekosistemu kontu skaits (Lange et al. 2022).

Zinatniskaja literatira sastopami diezgan reti méginajumi salidzinat
daudzas aktualas teritorialas ekonomiskas attistibas un tas ilgtsp&jas
metrikas — piem@ram, S. Stjepanovics (S. Stjepanovic¢) ar saviem kolégiem
salidzinaja alternativus sociali ekonomiskas labklajibas metrikas (kopa 20,
ieskaitot tadas ka Ilgtsp&jigas ekonomiskas labklajibas indekss (anglu val.:
Index of Sustainable Economic Welfare), Istais progresa raditajs (anglu
val.: Genuine Progress Indicator), Videi pielagots neto iekSzemes
produkts (anglu val.: Environmentally-Adjusted Net Domestic Product) un
daudzi citi) saistiba ar tradicionalo IKP un izdarija secinajumus par katru
no tiem attieciba uz to, vai konkréta alternativa metrika papildina, aizstaj
vai korigé tradicionalo IKP (Stjepanovic et al. 2022). Savukart O.
Ribalkins sava promocijas darba “Zala ekonomika Eiropas Savienibas
ilgtsp&jigas attistibas konteksta 2017.—2020. gada” (aizstavéts Daugavpils
Universitaté 2023. gada) salidzinaja attistibas ilgtsp&jas (plasaka nozimée
neka tikai ekonomiska) metrikas un nonaca pie nepiecieSamibas izveidot
jaunu indeksu, kas sastav no piecam apakssistémam (izglitiba, ekonomika,
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politiska, sabiedriba un ekologija) un v&l vairak paplasina teritoriju
ilgtsp€jigas attistibas nozimi (Rybalkin 2023). Tom@r neviens no
ieprieckSminétajiem un citiem pé&tniekiem, kas salidzinaja teritoriju
ekonomiskas attistibas ilgtsp€jas metrikas, nesalidzinaja valstu rangus
visos $ajos indeksos un neizdarija secinajumus par realo nepiecieSamibu
izveidot tik daudzas teritorialas ekonomiskas attistibas un tas ilgtsp&jas
metrikas viena tradicionala IKP vieta. Ar §1 raksta ietvaros veikto
empirisko analizi autori cer aizpildit augstakmin&to pé€tniecisko robu.

Pétijuma metodologija

Lai sasniegtu §1 petijuma mérki analizet un salidzinat esosas ES valstu
ekonomiskas attistibas metrikas tas ilgtsp&jas novertéSanai, autori izmanto
dazadu avotu datus, lai novértétu un salidzinatu ES valstu rangus péc
dazadam teritorialas ekonomiskas attistibas metrikam. Neskatoties uz to,
ka §1 pétijuma t€ma ir tieSi ekonomiskas attistibas un tas ilgtspgjas
noveértéSana, autori pieskaras arl teritorialas attistibas ilgtsp€jas
novertéSanas t€mai plasaka nozimé (tradicio-nali te izmanto Tautas
attistibas indeksu (TAI), kas noverté cilvékkapitala kvalitati noteiktaja
teritorija). Tas lauj izveidot plaSaku un realistiskaku kontekstu esoSo
metriku salidzinosSai analizei, kas [metrikas] dazkart ir piemérotakas tiesi
ekonomiskas attistibas ilgtsp&jas novertésanai, bet dazkart — teritorialas
attistibas ilgtsp&jas novertéSanai plaSaka nozimé. Nakamaja attela ir
apkopotas tas specifiskas teritorialas attistibas (gan ekonomiskas, gan
visparigakas) ilgtspgjas mmetrikas, kuras autori analiz€ja raksta
iepriek$¢ja sadala un par kuram ir pieejami ES valstu reitingi.

Galvena empiriskas datu apstrades metode §1 pétijuma ietvaros ir ES
valstu rangu salidzino$a analize esoSo jauno metriku (ekonomiskas
attistibas ilgtsp&jas un teritorialas attistibas ilgtsp&jas) reitingos attieciba
pret tradicionalajam metrikam (IKP un TAI). Empirisko datu avoti ir
starptautisko organizaciju analitiskie parskati (pieméram, Tautas attistibas
parskats 2021.g./2022.g. (Human Development Report Office 2022)),
starptautiska statistika no dazadam institiicijam (pieméram, Eiropas
Komisija (anglu val.: European Commission), Eurostat, Apvienoto Naciju
Organizacijas Ekonomikas komisija Eiropai (ANO EKE) (anglu val.:
United Nations Economic Commission for Europe, UNECE)), atvértas
piekluves datubazes (piemeram, Starptautiska datubaze par Zalo IKP
(anglu val.: International Database on Green GDP) 1970.g.-2019.g.
(Skare et al. 2021)), ka arT atsevisku pétnieku publikacijas (piem&ram,
Ryszawska 2015; Stjepanovic et al. 2019; Rybalkin 2023).


https://w3.unece.org/PXWeb/Static/Copyright_notice.html

36 Z. Vitola, E. Cizo, A. Kokarévica. Teritorialas ekonomiskds attistibas metriku ...

2. attels
ES valstim pieejamas teritorialas attistibas metrikas tas ilgtspéjas
novertesanai

Teritorialas attistibas metrikas tas
ilgtsp&jas novertesanai

Metrikas ekonomiskas
attistibas ilgtsp€jas
novertésanai

Metrikas teritorialas attistibas
ilgtsp&jas novertesanai plasaka
nozimeé

Tradicionala metrika:
Iek$zemes kopprodukts
(IKP)

Jaunas metrikas:
Zalais IKP
Zalas ekonomikas indekss
(ZEI)

Tradicionala metrika:
Tautas attistibas indekss (TAI)

Jaunas metrikas:
Ilgtspgjigas attistibas mérku
indekss (IAMI)

Zalas izaugsmes indekss (ZII)
Ilgtsp&jigas attistibas zalais

Zalas ekonomiskas iesp€jas indekss (IAZI)
(ZElesp) — Zalas izaugsmes
indeksa (ZII) apakSindekss

Avots: autoru izveidots, pamatojoties uz literatiiras analizi.
Pétijjuma rezultati un to apsprieSana

S pétijuma galvenais rezultats ir starptautiskaja zinatniskaja literatiira
pieda-vato ekonomiskas attistibas (ka ari attistibas plasaka nozime)
ilgtspgjas metriku salidzinagjums un to samérs ar tadu tradicionalu
teritorialas ekonomiskas attistibas metriku ka IKP (un dazos gadijumos —
ar TAI). Pétfjuma rezultatu prezentaciju autori saks ar ES valstu Zala IKP
un tradicionala IKP salidzinoSu analizi.
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1. tabula

ES valstu reitings péc Zala IKP salidzinajuma ar tradicionalo IKP,

n = 26 valstis,* 2019.g.

Starpiba starp | IKP uz 1 iedz. Rangs Zalais IKP Rangs péc

ES valstis** | IKP un Zalo |[(ASV dolaros)| péc IKP uz 1 iedz. Zala IKP

IKP, % uz 1 iedz. |[(ASV dolaros)| uz 1 iedz.
Luksemburga 0,2 115826 1. 115631 1.
Irija 0,2 79258 2. 79111 2.
Danija 0,5 59951 3. 59622 3.
Niderlande 0,5 52602 4. 52335 4.
Zviedrija 0,2 51889 5. 51761 5.
Austrija 0,3 50381 6. 50252 6.
Somija 0,4 48707 7. 48529 7.
Vicija 0,2 46322 8. 46213 8.
Belgija 0,2 46232 9. 46125 9.
Apvienota 0,6 42419 10. 4215 10.

Karaliste

Francija 0,2 40355 11. 40290 11.
Italija 0,3 33456 12. 33370 12.
Spanija 0,3 29702 13. 29621 13.
Kipra 0,4 28045 14. 27940 14.
Sloveénija 0,3 25826 15. 25746 15.
Igaunija 0,9 23691 16. 23485 16.
Portugale 0,4 23129 18. 23040 17.
Cehija 0,6 23145 17. 22996 18.
Griekija 0,4 19567 19. 19484 19.
Lietuva 0,4 19404 20. 19335 20.
Slovakija 0,4 19342 21. 19263 21.
Ungarija 0,5 16471 22. 16388 22.
Polija 1,0 15594 23. 15441 23.
Horvatija 0,8 14821 24. 14702 24.
Rumanija 0,7 12881 25. 12788 25.
Bulgarija 1,4 9704 26. 9565 26.

* Latvija un Malta nav icklautas Zala IKP datubaze (Skare et al. 2021).
** ES valstis ir ranz&tas péc Zala IKP.
Avots: autoru aprekinats un apkopots, pamatojoties uz datiem no Skare et al. 2021;
European Commission 2023b.
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2. tabula

ES valstu reitings pec Ilgtspéjigas attistibas mérku indeksa (IAMI)
salidzinajuma ar tradicionalo IKP un TAI, n =27 valstis, 2022.g.

IKPuz 1 Rangs TAL** Rangs | IAMI, | Rangs
ES valstis* | iedz., %, péc IKP balles pec TAI | balles | pec IAMI

ES=100 uz 1 iedz. 0-1 0-100
Somija 109 9. 0,940 6. 81,7 1.
Zviedrija 120 6.-7. 0,947 . 80,6 2.
Danija 137 3. 0,948 1. 79,2 3.
Austrija 125 4. 0,916 11. 78,2 4.
Vacija 117 8. 0,942 4. 74,8 5.
Cehija 91 15. 0,889 17. 74,2 6.
Slovénija 92 13.-14. 0,918 9.-10. 74,0 7.
Igaunija 87 17. 0,890 16. 73,2 8.
Francija 102 10.-11. 0,903 13. 73,1 9.
Polija 80 19. 0,876 19. 72,4 10.
Irija 233 2. 0,945 3. 72,2 11.
Belgija 120 6.-7. 0,937 7. 71,7 12.
Niderlande 129 4, 0,941 5. 71,6 13.
Horvatija 73 24. 0,858 23. 70,7 14.
Portugale 77 20.-22. 0,866 21. 70,6 15.-16.
Italija 96 12. 0,895 15. 70,6 15.-16.
Slovakija 68 25.-26. 0,848 24. 70,2 17.
Spanija 85 18. 0,905 12. 70,1 18.
Ungarija 77 20.-22. 0,846 25. 69,9 19.
Latvija 74 23. 0,863 22. 69,5 20.
Luksemburga 261 1. 0,930 8. 68,7 21.
Lietuva 89 16. 0,875 20. 66,1 22.
Griekija 68 25.-26. 0,887 18. 65,7 23.
Malta 102 10.-11. 0,918 9.-10. 64,9 24.
Rumanija 77 20.-22 . 0,821 26. 63,4 25.
Kipra 92 13.-14. 0,896 14. 60,7 26.-27.
Bulgarija 59 217. 0,795 27. 60,7 26.-27.

* ES valstis ir ranz&tas pec [AMI.
** Tautas attistibas indeksa (TAI) vertibas ir par 2021. gadu (Human Development
Report Office 2022).
Avots: autoru apkopots, pamatojoties uz datiem no Sustainable Development Solutions
Network 2022; Human Development Report Office 2022; Eurostat Statistics Explained

2023.

Ka liecina 1. tabulas dati, lielakaja dala ES valstu Zala IKP vértibas
atSkiras tikai par procenta desmitdalam no tradicionala IKP, un ES valstu
reitingi pec tradicionala IKP un péc Zala IKP praktiski pilniba sakrit. Lai
gan Zalais IKP ir uzlabota modificéta tradicionala IKP versija, tam
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valstim, kuram ir salidzinos$i augsts IKP, ir ar1 salidzinosi augsts Zalais
IKP, un otradi. Lidz ar to ES valstu ekonomiskas attistibas ilgtsp&jas
noveértéSanas empiriskaja prakse papildu centieni Zala IKP aprékinaSana ir
metodologiski pamatoti un atbilst laika prasibam, ta¢u maz ko jaunu
pasaka par valstu ekonomisko attistibu (iznemot, iesp&jams, tikai to, ka
Bulgarijas ekonomika ir nedraudzigaka attieciba uz vidi).

Ka liecina 2. tabulas dati, ES valstu augsSgala péc 2022. gada IAMI
atrodas Ziemeleiropas valstis. Pirmaja vieta ir Somija, kam seko Zviedrija
un Danija, kuru rezultati ir tuvu vai virs 80 ballém (no 100). Tomér IAMI
detalizetaki dati parada, ka pat §1s valstis saskaras ar lielam problémam, lai
sasniegtu vismaz divus indeksa ieklautos mérkus (Sustainable
Development Solutions Network 2022): 1) neilgtsp&jigas di€tas un uztura
sistémas (piemé&ram, tipiskas ditas liela mera sastav no galas, zivis vai
piena produktiem ar zemu darzenu patérinu); 2) nevienlidziba valstu
iekSien€ (pastav pastavigas atSkiribas pakalpojumu un iesp&ju pieejamibas
un kvalitates zina dazadas iedzivotaju grupas). Pedgjas vietas [AMI
reitingd jau ierasti ienem Rumanija un Bulgarija (kuras ienem p&dgjas
vietas gandriz visos ES valstu reitingos), ta¢u Saja gadijuma starp tam ir
“iespiedusies” ar1 Kipra. Runajot par tradicionala IKP reitingu, péc 2.
tabulas datiem var redzet, ka tas nesakrit ar IAMI reitingu, ka tas bija Zala
IKP gadijuma, lai gan ar1 te Bulgarija ienem peéd€jo vietu, bet
Ziemeleiropas un Rietumeiropas valstis ierasti ierindojas pirmaja
desmitnieka.

Ta ka IAMI noverte ilgtspejigu attistibu plasaka nozimé, nevis tikai
ekonomiskas attistibas ilgtsp&ju, tad sagaidams, ka ta reitings vairak
lidzinasies valstu reitingam péc tradicionalas metrikas teritorialas attistibas
ilgtspgjas novertésanai plasaka nozimé, proti, Tautas attistibas indeksa
(TAI). Korelacijas analizes rezultati, izmantojot Spirmena rangu
korelacijas koeficientu, liecina, ka sakariba starp ES valstu rangiem péc
IAMI un IKP ir diezgan stipra un statistiski nozimiga (p = 0,532, r= 0,004,
varbiitiba 99%), tacu ir nedaudz vajaka neka sakariba starp ES valstu
rangiem péc IAMI un TAI (p = 0,603, r < 0,001, varbiitiba 99%) (autoru
aprékini ar /BM SPSS Statistics datorprogrammu, pamatojoties uz 2.
tabulas datiem), lai gan So atSkiribu (0,532/0,603) sakaribas stipruma starp
ES valstu rangiem péc IAMI un IKP un starp ES valstu rangiem péc [AMI
un TAI nevar uzskatit par biitisku. Interesanti, ka ES wvalstu reitingi
tradicionalajas ekonomiskas attistibas (IKP) un attistibas plasaka nozimé
(TAI) metrikas ir loti cie$i savstarpgji saistiti (p = 0,899, r < 0,001,
varbiitiba 99%) (autoru aprékini ar IBM SPSS Statistics datorprogrammu,
pamatojoties uz 2. tabulas datiem). Tad€jadi var apgalvot, ka ES valstu
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reitings pec IAMI daudz vairak neka pec Zala IKP atskiras no reitinga p&c
tradicionalajam teritorialas attistibas metrikam — IKP un TAI. Piemé&ram,
Latvija ienem augstaku vietu péc IAMI neka péc IKP un TAI bet
Lietuva — gluzi pret&ji (skat. 2. tabulu).

3. tabula
ES valstu reitings péc Zalas ekonomikas indeksa (ZEI)
salidzinajuma ar tradicionalo IKP un TAI, n =27 valstis,* 2013.g.

IKP uz 1 iedz. (ASV | Rangs |[Standartizéts
ES valstis** dolaros, péc péc IKP ZEl, ZEl, Rangs
pirktsp&jas paritates) | uz 1 iedz. | balles 0—1 |balles 0-1| péc ZEI

Zviedrija 46312,4 6. 1,00 0,66 1.
Niderlande 492425 2. 1,00 0,66 2.
Danija 467429 5. 0,96 0,65 3.
Austrija 47936,8 3. 0,96 0,65 4.
Vacija 44993,9 7. 0,88 0,62 5.
Apvienota 39989,2 10. 0,81 0,60 6.
Karaliste

Belgija 43670,9 8. 0,69 0,56 7.
Irija 47836,1 4. 0,68 0,56 8.
Francija 39528,6 11. 0,66 0,55 9.
Somija 41492,8 9. 0,66 0,55 10.
Sloveénija 29979,4 17. 0,53 0,52 11.
Luksemburga 100927,3 1. 0,52 0,51 12.
Latvija 22637,3 25. 0,52 0,51 13.
Malta 322973 14. 0,50 0,51 14.
Italija 36267.,9 12. 0,48 0,50 15.
Lietuva 267214 21. 0,43 0,48 16.
Ungarija 24548,0 23. 0,40 0,48 17.
Igaunija 27418,9 20. 0,40 0,47 18.
Cehija 30828,5 15. 0,37 0,47 19.
Polija 24028,1 24. 0,36 0,47 20.
Slovakija 28021,3 18. 0,34 0,46 21.
Spanija 32463,1 13. 0,34 0,46 22.
Rumanija 19678,0 26. 0,21 0,42 23.
Kipra 30460,7 16. 020 0,41 24.
Portugale 279359 19. 0,16 0,40 25.
Bulgarija 16654,2 27. 0,03 0,36 26.
Griekija 25986,5 22. 0,00 0,36 27.

* Horvatija nav ieklauta valstu saraksta par 2013. gadu, jo iestajas ES gada vida, t.i.,
2013.g. 1. jalija.

** ES valstis ir ranzétas p&c ZEI.

Avots: autoru apkopots, pamatojoties uz datiem no Ryszawska 2015; United Nations
Economic Commission for Europe (UNECE) 2023.
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Ka liecina 3. tabulas dati, ES valstu reitinga péc Zalas ekonomikas
indeksa (ZEI) Iiderpozicijas joprojam atrodas Ziemeleiropas un
Rietumeiropas valstis, bet reitingu noslédz ta pati Bulgarija, tacu Soreiz
kopa ar Griekiju un Portugali, t.i., Dienvideiropas valstis. Korelacijas
analizes rezultati, izmantojot Spirmena rangu korelacijas koeficientu,
liecina, ka sakariba starp ES valstu rangiem p&c ZEI un IKP ir stipra un
statistiski nozimiga (p = 0,785, r < 0,001, varbutiba 99%) (autoru aprékini
ar IBM SPSS Statistics datorprogrammu, pamatojoties uz 3. tabulas
datiem). Taja paSa laika ES valstu reitinga péc ZEI pirmaja trijnieka ir
Ziemeleiropas valstis, bet reitingd péc tradicionala IKP — Rietumeiropas
valstis. Savukart ES valstu reitinga pec ZEI péd&ja trijnieka ir tikai
Dienvideiropas valstis (Portugale, Bulgarija un Griekija), bet ES valstu
reitinga péc tradicionala IKP p&dgjas tris ir Dienvideiropas valstis (Ruma-
nija un Bulgarija), ka ar1 Latvija. Kopuma dazu ES valstu rangi $ajos divos
reitingos ir loti atSkirigi — pieméram, Luksemburga un Latvija ienem
attiecigi 12. un 13. vietu ES valstu reitinga péc ZEI, lai gan pé&c tradicionala
IKP Luksemburga ir retinga Iidere, bet Latvija atrodas valstu pedgja
trijnieka. Tadgjadi, neskatoties uz stipro un statistiski nozimigo korelaciju
starp ES valstu reitingiem péc ZEI un IKP, dazu valstu rangi $ajos reitingos
loti atSkiras viens no otra un prasa papildu izpeti (nemot véra, piemeram,
to, ka Luksemburga atSkiriba starp tradicionalo IKP un Zalo IKP ir
minimala, un ta ir [idere ES valstu reitinga péc Zala IKP — skat. 1. tabulu).

Ka liecina 4. tabulas dati, ES valstu rangi péc Zalas izaugsmes indeksa
(ZII) un ta ekonomiska apakSindeksa — Zalas ekonomiskas iesp€jas
(ZElesp) — jau krietni atSkiras no to rangiem p&c tradicionalajam terito-
rialas attistibas metrikam (IKP un TAI), lai gan opozicija starp lider&joSo
Ziemelu un atpalicigo Dienvidu saglabajas ar1 te. Korelacijas analizes
rezultati, izmantojot Spirmena rangu korelacijas koeficientu, liecina, ka
nav statistiski nozimigas sakaribas starp ES valstu rangiem p&c ZII/ZElesp
un IKP (p =0,263/0,205, r = 0,194/0,315), ka ar1 nav statistiski nozimigas
sakaribas starp ES valstu rindam péc ZII/ZElIesp un TAI (p = 0,288/0,243,
r=0,154/0,231) (autoru aprekini ar /IBM SPSS Statistics datorprogrammu,
pamatojoties uz 4. tabulas datiem). Uz Latvijas piemé€ra: atSkiriba no
salidzinoS$i zema ekonomiskas attistibas un attistibas limena plasaka
nozime (22. vieta péc IKP un 21. vieta péc TAI), Latvija ienem salidzino$i
augsto 9. vietu péc ZII un 13. vietu péc ta ekonomiska apaksSindeksa
(ZElesp), kas parada zalas ekonomiskas iesp&jas. Savukart Luksemburga,
kas ienem liderpozicijas ekonomiskas attistibas un attistibas zina plasaka
nozimé (1. Vieta pe&c IKP un 8. Vieta péc TAI), ienem loti zemu 23. vietu
péc ZII un 24. vietu péc ta ekonomiska apaksindeksa (ZElesp).
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4. tabula
ES valstu reitings péc Zalas izaugsmes indeksa (ZII) un ta
ekonomiska apakSindeksa*
salidzinajuma ar tradicionalo IKP un TAI, n = 26 valstis,** 2022.g.

IKP uz | Rangs |TAL****| Rangs |ZElesp,| Rangs Z11, Rangs

ES liedz., | péc balles pec | balles | péc balles péc

valstis*** %, IKPuz| 0-1 TAI | 0-100 | ZEIesp| 0-100 Z11
ES=100 | 1 iedz.

Danija 137 3. 0,948 1. 63,84 1. 75,32 1.
Zviedrija 120 6-7. | 0,947 2. 57,96 6. 75,09 2.
Austrija 125 4. 0,916 11. 52,27 11. 72,32 3.
Somija 109 9. 0,940 6. 58,86 5. 71,69 4.
Cehija 91 14. 0,889 16. | 61,85 2. 71,29 5.
Italija 96 12. 0,895 14. 57,63 7. 70,22 6.
Vacija 117 8. 0,942 4. 60,55 3. 70,04 7.
Igaunija 87 16. 0,890 15. 59,12 4. 68,50 8.
Latvija 74 22. 0,863 21. | 49440 13. 68,24 9.
Slovakija 68 24.-25.| 0,848 23. | 49,51 12. 67,60 10.
Portugale 77 19.-21.| 0,866 20. | 47,25 15. 66,32 11.
Belgija 120 6-7. | 0,937 7. 55,88 8. 64,94 12.
Ungarija 77 19.-21.] 0,846 24. 55,10 9. 64,82 13.
Francija 102 [10-11.] 0,903 13. | 45,39 18. 64,66 14.
Horvatija 73 23. 0,858 22. 144,29 | 20. 64,49 15.
Slovénija 92 13. 0,918 |19.-10. | 41,78 | 21. 64,00 16.
Spanija 85 17. 0,905 12. | 47,61 14. 63,67 17.
Lietuva 89 15. 0,875 19. | 46,47 17. 63,65 18.
Niderlande| 129 4. 0,941 5. 46,76 16. 63,38 19.
Polija 80 18. 0,876 18. 52,48 10. 62,00 20.
Rumanija 77 19.-21.] 0,821 25. | 44,56 19. 59,00 21.
Irija 233 2. 0,945 3. 38,15 | 23. 59,00 22.
Luksem- 261 1. 0,930 8. 33,19 | 24. 59,00 23.
burga
Griekija 68 24.-25.| 0,887 17. | 30,95 | 25. 57,00 24.
Bulgarija 59 26. 0,795 26. | 40,67 | 22. 57,00 25.
Malta 102 |10-11.] 0918 |9.-10.| 245 26. 28,00 26.

* Zalas izaugsmes indeksa (ZII) ekonomiskais apakSindekss ir Zalas ekonomiskas
iespgjas (ZElesp) (Global Green Growth Institute 2023).

** Kipra nav ieklauta ZII datubazg (Global Green Growth Institute 2023).

*** ES valstis ir ranz€tas pec ZII.

*#%* Tautas attistibas indeksa (TAI) vertibas ir par 2021. gadu (Human Development
Report Office 2022).

Avots: autoru apkopots, pamatojoties uz datiem no Global Green Growth Institute 2023;
Human Development Report Office 2022; Eurostat Statistics Explained 2023.
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5. tabula

ES valstu reitings péc Ilgtspejigas attistibas zala indeksa (IAZI)
salidzinajuma ar tradicionalo IKP un TAI, n =27 valstis, 2020.g.

IKP uz 1 iedz. Rangs IAZI, |Rangs péc
ES valstis* | (ASV dolaros, | Rangs péc TAI, péc balles IAZI
péc pirktspgjas| IKPuz 1 | balles 0-1 TAI 0-100
paritates) iedz.
Zviedrija 55631,0 6. 0,942 4. 58,97 1.
Danija 60020,7 3. 0,947 1. 57,75 2.
Vicija 55433,6 7. 0,944 2. 56,42 3.
Somija 50935,4 9. 0,938 6. 56,02 4.
Francija 46864,1 10. 0,898 13. 54,69 5.
Niderlande 59001,0 4. 0,939 5. 54,38 6.
Austrija 55916,3 5. 0,913 9.-10. 52,22 7.
Luksemburga 118401,8 1. 0,924 8. 52,14 8.
Spanija 37663,8 19. 0,899 12. 51,37 9.
Igaunija 38497,7 18. 0,892 15-16. | 51,07 10.
Italija 42103,5 12. 0,889 17. 50,82 11.
Belgija 53536,2 8. 0,928 7. 50,55 12.
Irija 94046,5 2. 0,943 3. 50,08 13.
Sloveénija 39825,7 15. 0,913 9.-10. 48,59 14.-15.
Cehija 41706,8 13. 0,892 15-16. | 48,59 14.-15.
Portugale 34250,9 20. 0,863 22. 48,47 16.
Latvija 32114,1 24. 0,871 21. 48,29 17.
Lietuva 39167,7 16. 0,879 19. 47,82 18.
Griekija 27901,2 26. 0,886 18. 47,60 19.
Slovakija 31811,6 25. 0,857 23. 45,95 20.
Horvitija 38720,6 17. 0,855 24. 45,53 21.
Malta 44600,1 11. 0,911 11. 45,46 22.
Rumanija 32628,7 23. 0,824 26. 45,25 23.
Ungarija 33377,1 22. 0,849 25. 44,95 24.
Kipra 40967,5 14. 0,894 14. 43,50 25.
Bulgaria 24786,4 217. 0,802 27. 43,46 26.
Polija 34040,7 21. 0,876 20. 43,21 217.

* ES valstis ir ranzZ€tas pec [AZI.
Avots: autoru apkopots, pamatojoties uz datiem no Rybalkin 2023; Human
Development Report Office 2022; United Nations Economic Commission for Europe
(UNECE) 2023.

Ka liecina 5. tabulas dati, kopuma Ilgtsp&jigas attistibas zala indeksa
(IAZI) reitinga Ziemeleiropas un Rietumeiropas valstis gaidami ienem
liderpozicijas, bet Bulgarija ka parasti atrodas ES valstu saraksta beigas.
Tacu ir IAZI reitinga ar1 parsteigumi — pieméram, ped€jo vietu ienem
Polija, kas tai nav gadijies neviena cita reitinga. Saskana ar IAZI veidotaja
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aprékiniem zemako poziciju reitinga Polija ieguvusi galvenokart uz IAZI
politiskas apaksSsistemas salidzino$i zema attistibas Itmena rékina (37,50
punkti pretstata pat to apsteiguSajai Bulgarijai ar 42,14 punktiem péc
politiskas apaksSsisteémas) (Rybalkin 2023). Korelacijas analizes rezultati,
izmantojot Spirmena rangu korelacijas koeficientu, liecina, ka sakariba
starp ES valstu rangiem p&c IAZI un IKP ir stipra un statistiski nozimiga
(p=0,726, r < 0,001, varbiitiba 99%), tacu ir nedaudz vajaka par sakaribu
starp ES valstu rangiem péc IAZI un TAI (p = 0,795, r < 0,001, varbiitiba
99%) (autoru aprékini ar [BM SPSS Statistics datorprogrammu,
pamatojoties uz 5. tabulas datiem), lai gan So atSkiribu (0,726/0,795)
sakaribas stipruma starp ES valstu rangiem péc IAZI un IKP un starp ES
valstu rangiem péc IAZI un TAI nevar uzskatit par biitisku.

6. tabula
Jauno méretriku (ekonomiskas attistibas ilgtspéjas noverteSanai un
teritorialas attistibas ilgtspéjas novertésanai plasaka nozimg)
salidzinajums ar tradicionalajam —
Iek$zemes kopproduktu (IKP) un Tautas attistibas indeksu (TAI)

mérku indekss
(IAMI)

un statistiski nozimiga (p = 0,532, r
= 0,004, varbiitiba 99%), nedaudz
vajaka neka sakariba starp ES
valstu rangiem p&c IAMI un TAI
(autoru aprekini ar /BM SPSS
Statistics datorprogrammu,
pamatojoties uz 2. tabulas datiem).

Metrikas Ekonomiskas attistibas ilgtsp&ja Teritorialas attistibas ilgtspgja
plasaka nozimé
Tradicionalas Iek$zemes kopprodukts (IKP) Tautas attistibas indekss (TAI)
metrikas
Jaunas metrikas salidzindjuma ar tradicionalajam

Zalais IKP ES valstu reitingi p&c tradicionala |-

IKP un Zala IKP ir gandriz pilnigi

identiski (ar vienu nelielu

iznémumu) (skat. 1. tabulu).
Tlgtsp&jigas Sakariba starp ES valstu rangiem |Sakariba starp ES valstu rangiem
attistibas péc IAMI un IKP ir diezgan stipra |p&c IAMI un TAI ir diezgan stipra

un statistiski nozimiga (p = 0,603, r
< 0,001, varbiitiba 99%), nedaudz
stipraka neka sakariba starp ES
valstu rangiem p&c IAMI un IKP
(autoru aprékini ar /BM SPSS
Statistics datorprogrammu,
pamatojoties uz 2. tabulas datiem).

Atskirtbu (0,532/0.603) starp ES valstu rangu sakaribas stiprumu péc
IAMI un IKP un starp ES valstu rangu sakaribu pgc IAMI un TAI nevar
uzskatit par butisku; ES valstu rangi pec tradicionalajam metrikam
ekonomikas attistibas novertésanai (IKP) un teritorialas attistibas
noverteSanai plasaka nozime (TAI) ir loti cieSi savstarpgji saistiti (p =
0,899, r <0,001, varbiitiba 99%) (autoru aprekini ar IBM SPSS
Statistics datorprogrammu, pamatojoties uz 2. tabulas datiem).
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Zalas Sakariba starp ES valstu rangiem |-
ekonomikas  [p&c ZEI un IKP ir stipra un
indekss (ZEI) |statistiski nozimiga (p = 0,785, r <
0,001, varbiitiba 99%) (autoru
aprekini ar IBM SPSS Statistics
datorprogrammu, pamatojoties uz
3. tabulas datiem). Taja pasa laika
dazu ES valstu (piem&ram,
Luksemburgas un Latvijas) rangs
Sajos divos reitingos ir krasi
atSkirigs, kas prasa papildu izp@ti.
Zalas Nav statistiski nozimigas sakaribas |Nav statistiski nozimigas sakaribas
izaugsmes starp ES valstu rangiem péc starp ES valstu rangiem péc
indekssun ta |ZII/ZElesp un IKP (p = ZIl/ZElesp un TAI (p =
apaksindekss —|0,263/0,205, r = 0,194/0,315) 0,288/0,243, r = 0,154/0,231)
Zalas (autoru aprekini ar IBM SPSS (autoru aprekini ar IBM SPSS
ekonomiskas |Statistics datorprogrammu, Statistics datorprogrammu,
iespgjas pamatojoties uz 4. tabulas |pamatojoties uz 4. tabulas
(ZElesp) datiem). datiem).
Ilgtspgjigas Sakariba starp ES valstu rangiem |Sakariba starp ES valstu rangiem
attistibas zalais péc IAZI un IKP ir diezgan stipra |[p&c IAZI un TAI ir diezgan stipra
indekss (IAZI) |un statistiski nozimiga (p = 0,726, r|un statistiski nozimiga (p = 0,795, r
< 0,001, varbiitiba 99%), nedaudz |< 0,001, varbitiba 99%), nedaudz
vajaka neka sakariba starp ES stipraka neka sakariba starp ES
valstu rangiem péc IAZI un TAI  |valstu rangiem p&c IAZI un IKP
(autoru aprekini ar IBM SPSS (autoru aprekini ar IBM SPSS
Statistics datorprogrammu, Statistics datorprogrammu,
pamatojoties uz 5.tabulas |pamatojoties uz 5. tabulas datiem).
datiem).
Atskiribu (0,726/0,795) starp ES valstu rangu sakaribas stiprumu p&c
IAZI un IKP un starp ES valstu rangu sakaribu péc IAZI un TAI nevar
uzskatit par butisku.

Avots: autoru apkopots, pamatojoties uz 1.—5. tabulas datiem.

Ka liecina 6. koptabulas dati, ES wvalstu rangi péc pastavigi

izstradatajam jaunam metrikam ekonomiskas

attistibas  ilgtspgjas

novertésanai (ka ar1 péc jaunam metrikam teritorialas attistibas ilgtsp&jas
novértéSanai plasaka nozime) lielakoties pietiekami stipri korelé ar So
valstu rangiem péc tradicionalajam metrikam — IKP un TAI, kas savukart
stipri korele sava starpa. Tacu autoriem izdevas atrast ar1 tadas teritorialas
ekonomiskas attistibas ilgtsp&jas metrikas (ka, pieméram, Zalas izaugsmes
indekss (ZII) un ta apakSindekss — Zalas ekonomiskas iesp&jas (ZElesp)),
péc kuram ES valstu rangi ir pilnigi atSkirigi no to rangiem péc
tradicionalajam teritorialas ekonomiskas attistibas un tas ilgtspgjas
metrikam. Pieméram, Luksemburga tradicionali ienem liderpoziciju starp
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ES valstim IKP un Zala IKP zina, ir atrodas Iideru desmitnieka péc TAI
un llgtsp€jigas attistibas zala indeksa (IAZI), bet péc Zalas izaugsmes
indeksa (ZII) un ta apaksindeksu — Zalas ekonomiskas iesp&jas (ZElesp)
Luksemburga atrodas reitinga lejasdala (skat. 7. tabulu). Péc O. Ribalkina
domam, indeksu pieejas galvenie izaicinajumi, kas ietver arl datu
pieejamibu, lidzsvaru starp dazadiem indeksa raditaju atlases krit€rijiem,
raditaju savstarp&jas saistibas sist€émisku izpratni un to [raditaju]
izmantoSanas kontekstu, varétu novest pie dazadiem rezultatiem (Rybalkin
2023).

7. tabula
Dazu ES valstu rangu salidzinajums (ka piemérs) péc jaunajam un
tradicionalajam metrikam ekonomiskas attistibas ilgtspejas
noveértesanai un teritorialas attistibas ilgtsp€jas novertesanai plasaka

nozime
Metrikas Somija | Austrija | Bulga- |Latvija |Lietuva| Polija |Luksem-
rija burga
Iek§zemes kopprodukts (IKP)
-2013.g. 9. 3 27. 25. 21. 23. 1.
-2019.g. 7. 6. 26. - 20. 23. 1.
-2020.g. 9. 5. 27. 24. 16. 21. 1.
-2022.g. 9. 4 27. 23. 16. 19. 1.
Taitas attistibas indekss (TAI)
-2020.g. 6. 9-10. 27. 21. 19. 20. 8.
-2021.g. 6. 11. 27. 22. 20. 19. 8.
Zalais IKP, 2019.g. 7. 6. 26. - 20. 23. 1.
Ilgtspe&jigas
attistibas mérku I. 4. 26-27. | 2I1. 22. 10. 21.
indekss (IAMI),
2022.g.
Zalas ekonomikas 10. 4. 26. 13. 16. 20. 12.
indekss (ZEI),
2013.g.
Zalas izaugsmes
indekss (ZII) / ta 4./5. | 3./11. |25./22.19./13.| 18./ [20./10.|23./24.
apaksindekss — 17.
Zalas ekonomiskas
iespg€jas (ZElesp),
2022.g.
Ilgtspejigas
attistibas zalais 4. 7. 26. 17. 18. 27. 8.
indekss (IAZI),
2020.g.

Avots: autoru izvedots, pamatojoties uz 1.—5. tabulas datiem.
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Ka liecina pieméram izveléto septinu ES valstu, kas parstav
Ziemeleiropu, Austrumeiropu, Centraleiropu, Rietumeiropu un
Dienvideiropu, rangu salidzinajuma rezultati, lielakoties katras konkrétas
valsts rangi p€c visam §1 pétljuma ietvaros analiz€tajam metrikam ir
lidzigi. Pieméram, Somija atbilsto§i jebkurai metrikai ir pirmaja
desmitnieka ES valstu vidi, bet Bulgarija ienem pe&d€jo vietu ari péc
jebkuras metrikas (skat. 7. tabulu). Nemot véra Sos rezultatus, vairaku zalo
indeksu izstrade viena tradicionala IKP vieta (ko nosaka vairaki svarigi
faktori, kas atspogulo mainigas prioritates un izpratni par teritorialo
ekonomisko attistibu) no praktiska viedokla Skiet pilnigi nepamatota un
nevajadziga. Tome@r autori uzskata, ka galvenais dzingjspeks atsevisku
petnieku un veselu organizaciju darbibai jaunu metriku mekl&umos ir
reala vajadziba péc visaptverosakam un daudzdimensionalakam pieejam
teritorialas ekonomiskas attistibas un tas ilgtsp€jas novertesanai. Daudzas
piedavatas metrikas sniedz plasaku prieksstatu par novertéjamo, palidzot
veidot teritorialas ekonomiskas attistibas un tas ilgtsp€jas politiku un
strat€gijas, kuru mérkis ir gan atsevisku valstu, gan to ieksgjo regionu, gan
pasaules regionu (pieméram, ES) ilgtermina labklajiba. Autori piekrit
D. Pirsam (D. Pearce) un G. Atkinsonam (G. Atkinson), ka “teritorialas
ekonomiskas attistibas un tas ilgtsp&jas noveértésana saskaras ar biitiskam
gritibam, tomér tam nevajadz€tu mazinat visu to konstruktivo, ko var
panakt Saja virziena” (Pearce, Atkinson 1993). Tadgjadi diez vai varétu
tikt atrasta viena metrika, kas butu piemérotaka ES valstu ekonomiskas
attistibas un tas ilgtsp&jas novertesanai, jo katra no tam lauj novertet to no
sava unikala rakursa.

Secinajumi

Sobrid lielaka dala zinatnieku ir vienispratis, ka tradicionalas metrikas
ekonomiskas attistibas noveérteSanai, ka ar1 teritorialas attistibas
noveértéSanai plasaka “cilvéciskd” izpratn€ (proti, IKP un TAI) nav
piem&rotas pasaules valstu un regionu attistibas (ekonomiskas un
visparigas) ilgtsp&jas novertésanai. To vieta tiek izstradatas un aprobétas
daudzas citas metrikas teritorialas attistibas ilgtsp&jas novertéSanai, kas
ietver vides komponentus, ka ari politiskas, izglitibas, kultiiras
komponentus. Jaunu metriku izstradataji apgalvo, ka tas atbilst miisdienu
nepiecieSamibai novertét teritorialo attistibu ne tikai no kvantitativas
ekonomiskas izaugsmes, bet arT no ilgtermina kvalitativas attistibas jeb ta
sauktas “ieklaujosas izaugsmes” viedokla.
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Veicot ES wvalstu rangu salidzinoSo analizi atbilsto$i gan
tradicionalajam, gan dazam jaunajam teritorialas attistibas ilgtsp&jas
metrikam, autori nonaca pie secinajuma, ka, neskatoties uz jaunizveidoto
indeksu daudzpusibu un viedako struktiiru, ES valstu rangi $ajos reitingos
lielakoties ir lidzigi. Tadgjadi Ziemeleiropas un Rietumeiropas valstis
ienem liderpozicijas gan péc tradicionala IKP un TAI, gan péc jaunajam
teritorialas attistibas ilgtsp&jas metrikam — pieméram, Zalais IKP,
Ilgtspejigas attistibas mérku indekss (IAMI), Zalas ekonomikas indekss
(ZEI), Zalas izaugsmes indekss (ZII), llgtsp€jigas attistibas zalais indekss
(IAZI). Savukart Dienvideiropas valstis (ipasi Bulgarija) atrodas reitingu
beigas praktiski péc visam ES valstu attistibas ilgtsp€jas metrikam. Tacu
ir arl izp€mumi, no kuriem spilgtakd ir Luksemburga, kas ienem
liderpozicijas péc tradicionalajam teritorialas attistibas metrikam (IKP un
TAI) un atrodas tuvu pedg&jam vietam “zalajos” reitingos.

Galvenais §1 pétijuma ierobezojums ir ierobezots analiz€jamo metriku
saraksts ekonomiskas attistibas ilgtsp€jas noveért€Sanai un teritorialas
attistibas ilgtsp€jas novertésanai plasaka nozimé. Turklat dazam metrikam
nav pieejami dati (piemeram, Globalais zalas ekonomikas indekss (GZEI),
Vides un ekonomikas kontu sistéma — ekosisteému konti (VEKS-EK)), vai
ar1 tas netiek izmantotas Eiropa (pieméram, Ekosist€émas kopprodukts
(EKP) un Ekonomiski ekologiskais kopprodukts (EEKP)). P&dgjais
apstaklis var€tu biit virziens talakiem pétijumiem S$aja joma, proti, Kinas
zinatnieku izstradato EKP un EEKP aprobacija ka metrikas ES valstu un
to iek$&jo regionu ekonomiskas attistibas un tas ilgtsp&jas novertésanai.
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Raksta meérkis ir analiz€t Latvijas digitala marketinga internettirgus attistibu
digitalas nevienlidzibas konteksta iedzivotaju un uznémumu vidi. ST pétijuma empiriska
baze ir Latvijas Centralas statistikas parvaldes (CSP) 10-11 gadu statistikas dati par
iedzivotaju un uznémumu ieklausanos digitala marketinga internettirg atkariba no to
sociali demografiskajam un geografiskajam pazimém. P&tjjuma konceptudlo pamatu un
metodologiju veido tehnologijas pienemsanas modelis, digitalas plaisas teorija un socialo
lauku teorija balstita resursu pieeja stratifikacijas izpétei. Statistisko datu dinamiskai
analizei tiek novertéta dazadu Latvijas iedzIvotaju un uzn@mumu sociali demografisko un
geografisko grupu icklausanas digitala marketinga internettirgd raditaju kon(di)vergence
laika posma no 2013. gada lidz 2022. (2023.) gadam, pielietojot salidzinos$o datu analizi
un variacijas koeficienta aprékinasanu. P&tljuma rezultati rada, ka digitala marketinga
attisttba Latvija norit loti strauji, tom&r potencials attistibai joprojam ir loti liels, jo
situacija, kad 90% Latvijas iedzivotaju regulari (vismaz reizi nedéla) izmanto internetu,
vairak neka 30% Latvijas iedzivotdaju pagaidam ne reizi nav veiku$i pirkumu vai
pasttijumu interneta. Digitala marketinga attistiba Latvija samazina sociali demografisko
un geografisko nevienlidzibu iedzivotaju un uznémumu vida internettirgli saistiba ar
“iecjas digitalo nevienlidzibu” (piekluvi internettirgum), bet attieciba uz “izejas digitalo
nevienlidzibu” (atdevi no §Ts piekluves) digitala marketinga izlidzinosas iesp&jas Latvija
(ipasi tas regionos) ierobeZo uz socialo kapitalu balstitas ekonomikas funkcioné$anas
specifika, kura [ekonomika] praktiski nedarbojas inovaciju ekonomikai izstradatie modeli
un teorijas. ST pétijuma novitati veido Latvijas digitala marketinga internettirgus kop&ja
fona un attistibas dinamikas kompleksa analize digitalas nevienlidzibas konteksta
iedzivotaju un uznémumu vid.

Atslegvardi: digitala marketinga internettirgus, digitala nevienlidziba, digitala
plaisa, kon(di)vergence, variacijas koeficients, Latvija.

Development of the Latvian internet market of digital marketing in the context
of digital inequality among residents and enterprises

The purpose of this article is to analyze the development of the Latvian internet
market of digital marketing in the context of the digital inequality among residents
and enterprises. The empirical basis of this study is statistical data from the Latvian
Central Statistical Bureau (CSB) over the past 10-11 years on the involvement of
residents and enterprises in the internet market of digital marketing, depending on their
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socio-demographic and geographical characteristics. The conceptual basis and research
methodology are the technology acceptance model, the theory of the digital divide and
the resource approach to stratification research based on the theory of social fields. For
dynamic analysis of statistical data, the con(di)vergence of indicators of the inclusion of
various socio-demographic and geographical groups of residents and enterprises of Latvia
in the internet market of digital marketing for the period from 2013 to 2022 (2023) Is
assessed using comparative data analysis and the coefficient of variation. The results of
the study show that the development of digital marketing in Latvia is happening very
quickly, but the potential for development still remains very large, since with 90% of
Latvian residents regularly (at least once a week) using the Internet, more than 30% of
Latvians have never made a purchase or order in the internet. The development of digital
marketing in Latvia reduces socio-demographic and geographical inequalities among
residents and enterprises in the internet market in relation to the “digital gap at the
entrance” (access to the internet market), but in relation to the “digital gap at the exit”
(returns from this access) the equalizing opportunities of digital marketing in Latvia
(especially in its regions) are limited by the specifics of the functioning of the economy
based on social capital, in which [economy] models and theories developed for the
economy of innovation practically do not work. The novelty of this study is a
comprehensive analysis of the general background and dynamics of the development of
the Latvian internet market of digital marketing in the context of digital inequality among
residents and enterprises.

Keywords: internet market of digital marketing, digital inequality, digital divide,
con(di)vergence, coefficient of variation, Latvia.

Ievads

Digitalais marketings Latvija vairs nav jaunums un ir augoss un aktivi
pétits tirgus ne tikai miisu valsti, bet arT daudzas citas pasaules valstis visos
tas kontinentos (Korostelev 2019; IT & Digital Marketing Experts India
2020; Stytsiuk 2020; Naglis 2021; Davidaviciené et al. 2021; Abdullahi et
al. 2021; Ali et al. 2022; Masrianto et al. 2022; Singhania 2023; Expert
Market Research 2023; Weng 2023). Latvija digitalais marketings tiek
aktivi izmantots jau vairak neka 15 gadus (pasaulé — vairak neka 30 gadus
(Weng 2023)) un bitiba ir pasakumu kopums, kas lauj tirgot un pardot
preces un pakalpojumus, izmantojot elektroniskos medijus. Lauvas tiesu
$aja procesa aiznem aktivitates interneta, ! tacu digitalais marketings aptver
arT aktivitates radio un televizija (ne tikai atklata reklama, bet ar1 paterétaju
ideju, dzivesveida populariz€Sana — ta saukta “slépta darba kartiba”)
(Draudzigs Internets 2023; Expert Market Research 2023). Misdienas
digitala marketinga internettirgus ir atverts, tapat ka fondu tirgus, un, ta ka

! Digitala marketinga internettirgus ir joma interneta tikla, kur uznémumi un zimoli
izmanto dazadus digitalos rikus un platformas, lai reklam&tu savus produktus,
pakalpojumus un stiprinatu savu zimolu mérkauditorijas vidi (Expert Market Research
2023).
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katra digitalo mediju platforma cinas par klientiem, par uzvarétajiem kliist
tie, kas nonak mérkauditorijas uzmanibas fokusa (Naglis 2021).

Neskatoties uz to, ka Sobrid Latvija registréti vairaki desmiti ttkstosi
uzpémumu timekla vietnu, tikai neliela dala no tam spg piesaistit
apmekl&tajus no pasaulg lielakas mekletajprogrammas Google (Draudzigs
Internets 2023). Nepietieckams saturs, nepareizi tehniskie iestatijumi vai
popularitates nepietickamiba nozimé, ka par $adu timekla vietnu esamibu
zina tikai to Tpasnieki (Draudzigs Internets 2023). Lai timekla vietne biitu
veiksmiga un piesaistitu klientus, potencialajiem klientiem par to ir jazina.
Digitala marketinga riki var palidz&t Saja jautajuma, ja tiek izmantoti
pareizi risindjumi un vietne ir pielagota labakajai pardoSanas praksei
(Davidavicien¢ et al. 2021; Draudzigs Internets 2023). Un te vérojama ta
saucama “digitala nevienlidziba” (anglu val.: digital inequality) vai
“digitala plaisa” (anglu val.: digital divide) (Compaine 2001; Buhtz et al.
2014; Dobrinskaia, Martynenko 2019; Varlamova 2022; Arbelaez-Rendon
et al. 2023) uznémumu vidd, kas izpauzas tehnisko, profesionalo, kulttras
un citu sp€ju nevienlidziba veiksmigi funkcionét digitala marketinga
internettirgi (Rupeika-Apoga, Bule 2021).

Runajot par potencialajiem digitala marketinga internettirgus
klientiem Latvija, uz 2022. gadu 10% valsts iedzivotaju (Latgale — 16,3%)
internetu neizmanto regulari (vismaz reizi nedéla) (Latvijas Republikas
Centrala statistikas parvalde LR CSP) 2023a), kas nozimg, ka tie praktiski
nav pieejami digitala marketinga rikiem. Savukart 2019. gada — pirms
Covid-19 pandémijas, kas kluva par stimulu daudzu darbibas jomu
digitalizacijas palielinaSanai lielakaja dala pasaules valstu, — to Latvijas
iedzivotaju Ipatsvars, kuri internetu nelieto vismaz reizi nedgla, bija 16,3%
(Latgale — 23,5%) (Latvijas Republikas Centrala statistikas parvalde (LR
CSP) 2023a). Turklat miisu veiktas statistikas datu (Latvijas Re-publikas
centrala statistikas parvalde (LR CSP) 2023a, 2023b, 2023c, 2023d)
analizes rezultati liecina, ka Latvija pastav digitala nevienlidziba
iedzivotaju un uznémumu vidi péc dazam sociali demografiskam un
geografiskam pazimém, kas noved pie atskiribam to aktivitates liment
digitala marketinga internettirga.

Zinatniskaja / analitiskaja literatiira (Compaine 2001; Umit Kucuk
2009; Gegenhuber et al. 2020; Ali et al. 2022; Expert Market Research
2023; Weng 2023) un uznéméjdarbibas praksé (Zwilling 2014; IT &
Digital Marketing Experts India 2020; Chigane 2023; Das 2023; Pellicelli
2023; Singhania 2023) atzist, ka digitala marketinga internettirgum ir
potencials samazinat digitalo nevienlidzibu iedzivotaju un uznémumu
vidii. Piemé&ram, ka stasta 32 gadus vecais veiksmiga maza uznémuma (kas
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razo mébeles majdzivniekiem) no attala maza Latgales ciemata vaditajs
I. Mortulevs, “ne attalums Iidz galvaspilsétai, ne atrasanas pierobeZas zona
nav Skérslis §is idejas TstenoSanai. Mums ir sava timekla vietne, un
kurjeram, kur§ panem no mums paku un nosiita to klientam, ir pilnigi
vienalga, kur més atrodamies” (Chigane 2023). No otras puses, dazu
petijumu rezultati liecina, ka iesp€ju izlidzinaSana vienlidzigas piekluves
internetam izpratn€ noved pie vé&l lielakas sociali ekonomiskas
stratifikacijas uz tehnologiska pamata (Larina 2017), jo individi ar
sakotngji augstaku sociali ekonomisko statusu daudz veiksmigak izmanto
iespéjas, kas paveras interneta kopuma un jo ipasi digitala marketinga
internettirgi (Buhtz et al. 2014).

Raksta meérkis ir analizeét Latvijas digitala marketinga internettirgus
attistibu digitalas nevienlidzibas konteksta iedzivotaju un uzn€mumu vidd.
Mes pienemam, ka digitala marketinga internettirgus attistiba Latvija
notiek loti strauji un samazina digitalo nevienlidzibu iedzivotaju un
uznémumu vidii péc dazam sociali demografiskajam un geografiskajam
pazimém. ST pétijuma empiriska baze ir Latvijas Centralas statistikas
parvaldes (CSP) statistikas dati par pédéjiem 10-11 gadiem (no 2013. gada
lidz 2022. gadam (p&c daziem raditdjiem — Iidz 2023. gadam)) par
iedzivotaju un uznémumu ieklausanu digitala marketinga internettirgii
atkariba no to sociali demografiskajiem un geografiskajiem raditajiem:
iedzivotajiem — dzimums, vecums, izglitiba, ekonomiska aktivitate un
dzivesvietas regions; uznémumiem — nodarbinato skaits un ekonomikas
nozare.

Nakama raksta sadala ir veltita neliela daudzuma milzigas publikaciju
plismas apskatam un isai analizei par digitala marketinga internettirgus
attistibu dazadas pasaules valstis un regionos, t.sk. arT Latvija. Turklat mes
parskatijam un 1si analiz€jam publikacijas par digitalo nevienlidzibu
iedzivotaju un uzp@mumu vida. Talak mes iepazistinam ar pétijuma
konceptualo ietvaru un metodologiju, tostarp izmantotajam
pernieciskajam metodém. P&c tam seko pétijuma rezultatu analize un to
apsprieSana, un nosléguma izdarisim galvenos §1 pétijuma secinajumus,
aprakstisim ta ierobeZojumus un ieteiksim virzienus turpmakiem
petijumiem par Latvijas digitala marketinga internettirgus attistibu
iedzivotaju un uzn€mumu digitalas nevienlidzibas konteksta.

Literatiiras apskats un 1sa analize

Termins “digitalais marketings” paradijas 1990. gados, informacijas
un komunikacijas tehnologiju (IKT) straujas attistibas perioda (Zhixian
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2018; Stytsiuk 2020; Expert Market Research 2023). Sobrid digitalais
marketings tiek uzskatits par vienu no Cetram uznémuma kompleksas
digitalizacijas sastavdalam, un visi Cetri savstarpgji saistitie elementi —
IKT attistiba (infrastruktiiras modernizacija), operaciju digitalizacija,
digitalais marketings un digitalais bizness — “ir lielakas dalas uznémumu
digitala celojuma posmi” (Pellicelli 2023). “Digitala celojuma” konceptu
ka ilgstoSu procesu (un té€zi “transforméjies vai mirsti”) izmanto ari
“Parskata par Latvijas MVU digitalo celojumu 2021. gada: Digitalas
transformacijas mehanisms (anglu val.: SMEs Digital Journey Report
Latvia 2021: Mechanism of the Digital Transformation) autori, lai
analizétu Latvijas mazo un vidgjo uzpémumu (MVU) digitalas
transformacijas procesu. Ka liecina analizes rezultati, Latvijas MVU
parasti savu “digitalo celojumu” uzsak ar vispargjas administréSanas un
marketinga operaciju digitalizaciju (Rupeika-Apoga, Bule 2021).
Globalais digitala marketinga tirgus 2023. gada sasniedza gandriz
363,05 miljardu dolaru vértibu, ko noteica pieaugosais digitalo kanalu
lietotaju skaits. Pateicoties atrai interneta reklamas izplatibai un investiciju
palielinaSanai IKT un digitalajas platformas, paredzams, ka digitala
marketinga tirgus turpinas pieaugt prognozetaja 2024.g.—2032.g. perioda
ar salikto gada pieauguma tempu (anglu val.: Compound Annual Growth
Rate, CAGR) 13,1% (Expert Market Research 2023). Ziemelamerikas liela
mérkauditorija mudina galvenos sp€létajus un zZimolus no §1 regiona tirgot
un reklamé&t savu saturu, produktus un pakalpojumus interneta, kas
savukart sekmé digitala marketinga internettirgus izaugsmi (Expert
Market Research 2023). Sagaidams, ka tuvakajos gados notiks ievérojams
digitala marketinga tirgus pieaugums ari Azijas-Klusa okeana regiona —
augsta regiona iedzivotaju blivuma, interneta izplatibas un picaugosas
viedtalrunu popularitates del. Azijas-Klusa okeana regiona dzivo
vislielakais viedtalrunu lietotaju skaits, salidzinot ar citiem regioniem.
Tadgjadi tieSi $aja regiona ir izveidojusies prieksSnoteikumi interneta
reklamas segmenta straujai izaugsmei (Expert Market Research 2023).
Savukart Latvija saskana ar Digitalas ekonomikas un sabiedribas
indeksu (DESI) (anglu val.: Digital Economy and Society Index, DESI)
(European Commission 2020) par 2021. gadu labi tika gala ar interneta
pakalpojumu pieslégSanu, izmantoSanu un publisko pakalpojumu digita-
lizaciju, tacu biznesa digitalizacijas pakape MVU vidi un e-komercija
butiski atpaliek no Eiropas Savienibas (ES) vidgja Iimena. Tas padara
Latviju par vienu no vismazak attistitajam ES valstim Saja aspekta, ar
viszemako interneta pardoSanas Iimeni uznémumiem un parvaldes
iestadem (Eiropas Komisija 2021). MVU Latvija iet zinamu digitalas
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adaptacijas celu, tacu tie atpaliek no lielajiem uzpémumiem visas IKT
jomas. Pe&c vispargjas administréSanas un marketinga operaciju
digitalizacijas nakamais solis ir socialo tiklu izmantoSana vai daliba e-
komercija. Tacu, tirgii nonakot sarezgitakam tehnologijam, piemé&ram,
lielajiem datiem un maksligajam intelektam, MVU spgja tas ieviest,
salidzinot ar lielajiem uzp€mumiem, ieveérojami samazinas (Rupeika-
Apoga, Bule 2021). Un, lai gan dazi eksperti apgalvo, ka digitalais
marketings sniedz vienadas izaugsmes iesp&jas ikvienam uzp€mumam
(Umit Kucuk 2009; Zwilling 2014; Gegenhuber et al. 2020; IT & Digital
Marketing Experts India 2020), uzpémumu kompetence digitala
marketinga joma biezi vien atstdj vélmi péc labaka, jo “digitalais
marketings ir vairak neka tikai tehnologiju ievieSana, tas ir ari stratégijas
tehnologiju integré$anai biznesa procesos” (Masrianto et al. 2022).

Runajot par uzp€mumu potencialo klientu uzvedibu digitala
marketinga internettirgli, pieméram, Lietuva veiktd pétjjuma rezultati
liecina, ka Lietuvas klienti dod priekSroku tradicionalajiem pirkumiem
veikalos, nevis interneta iepirkSanai (Davidavicien¢ et al. 2021). Ta, 44%
pircgju fiziskos veikalus apmekle biezak neka tris reizes nedgla.
Neskatoties uz tradicionalo iepirkSanos, Lietuva veikta pétijuma autori
norada, ka interneta pirkumu tirgus vnu valsti joprojam aug. Lietuva veikta
pétijuma ietvaros ir noteiktas ar1 internetveikalu 1pasibas, kas visvairak
ietekmé pirc€ju uzvedibu ieperkoties interneta. Tas ir majas lapas dizains,
tas [majas lapas] informativais saturs, €rtiba, droSiba un internetveikala
popularitate (Davidaviciené et al. 2021). Kopuma Lietuvas pétnieki
uzsver, cik svarigi ir pielagot digitala marketinga un tieSsaistes pardoSanas
stratégijas vietgjo patérétaju velmém un uzvedibai, ka arT nepiecieSamibu
veikt turpmakus pétljumus S$aja joma, 1paSi regionos ar lidzigiem
ekonomiskajiem un kultiiras apstakliem (Davidaviciené et al. 2021) —
piem&ram, Latvija.

Zinatniskaja literatira jaunieSi ir atziti par perspektivako
mérkauditoriju digitala marketinga internettirgi (Dunlop et al. 2016;
Abdullahi et al. 2021; Ali et al. 2022; Varlamova 2022). Piem&ram,
Pakistana veikta pétijuma rezultati liecina, ka jaunie pakistaniesi pre¢u un
pakalpojumu iegadei dod priekSroku pievilcigam un labi izstradatam
timekla vietném vai socialajiem tikliem ar daudzam unikalam funkcijam —
tadgjadi majas lapas labs dizains un efektivas funkcijas palielina pirkuma
ieceri par 55,2% (Ali et al. 2022). Faktoranalizes rezultati liecina, ka
kopuma socialo mediju marketings Pakistanas jaunieSu pirkSanas
paradumus nosaka par 53,5%, bet atlikusSie 46,5% ir saistiti ar citiem
argjiem un iekSgjiem faktoriem, piemé&ram, personigajiem, socialajiem,
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psihologiskajiem, kulttiras atskiribam vai ekologiskajiem faktoriem (Ali et
al. 2022).

Strauji augoSaja digitala marketinga internettirgli visa pasaul€ ir
paradijusies sava stratifikacija, kas zinatniskaja literatiira visbiezak
apziméta ar terminiem “digitala nevienlidziba” vai “digitala plaisa”
(Compaine 2001; Buhtz et al. 2014; Dobrinskaia, Martynenko 2019;
Varlamova 2022; Arbeldez-Rendon et al 2023). P€tnieki identificé
vairakus digitalas nevienlidzibas limenus, pieméram, “pirmas un otras
kartas efektu” (anglu val.: a first- and a second-order effect): pirmas kartas
efektu rada nevienlidziga piekluve IKT, bet otras kartas efektu —
nevienlidziga IKT izmantoSana (Buhtz et al. 2014). Neskatoties uz dazu
pétnieku apgalvojumiem, ka digitala plaisa laika gaita izzudis, jo palielinas
piekluve internetam (Compaine 2001), 2819 e-komercijas lietotaju
interneta uzvedibas izp&tes rezultati ASV seSu ménesu laika rada citu ainu:
pat salidzinama interneta piekluves liment lietotdji ar salidzinos$i augstu
sociali ekonomisko statusu gtst lielaku labumu no e-komercijas
izmantoSanas neka lietotaji ar salidzinos$i zemu sociali ekonomisko statusu
(Buhtz et al. 2014). Jo 1pasi lietotaji ar augstakiem ienakumiem iep&rkas
lielaka skaita timekla vietnu noteiktas digitalo platformu kategorijas
ietvaros; lietotaji ar augstakiem ienakumiem ari ar lielaku varbiitibu
iepirksies uz vairakas digitalajas platformas; konstatéta tieSa, pietiekosi
stipra un statistiski nozimiga (p < 0,01) ienakumu ietekme uz alternativo
e-komercijas platformu izmantoSanu; TieSa sakariba ir ari starp
ienakumiem un cenu salidzinaSanas timekla vietnu izmantoSanu; lietotaji
ar augstakiem ienakumiem ar lielaku varbiitibu izmanto e-kuponus vai
vienlaikus izmanto cenu salidzinaSanas timekla vietnes un e-kuponus.
Tadgjadi otras kartas digitala plaisa raksturo to, ka dazi individi giist mazak
labumu no digitalajam iesp&jam ne tik daudz ierobeZotas piekluves dél, bet
gan ierobezotas kapacitates izmantot IKT (Buhtz et al. 2014).

Dazi pétnieki identificé tris iedzivotaju digitalas plaisas Itmenus
(Dob-rinskaia, Martynenko 2019; Varlamova 2022): 1) piekluve
internetam — atskiribas pieeja jaunakajam IKT (materialo resursu esamiba
vai neesamiba), kas ietver ne tikai IpaSu iericu (viedtalruni, datori utt.)
ipaSuma, bet ar1 piekluves internetam pieejamiba, ka art ta kvalitates
raksturlielumi (atrums, izmaksas utt.); 2) interneta izmantoSana —
atSkiribas prasmes, kas nepiecieSamas IKT efektivai izmantoSanai (sp&ja
ne tikai patérét saturu, bet ari to veidot, biit aktivam mijiedarbibas
dalibniekam interneta); 3) ieguvumi no interneta izmantoSanas — atskiribas
dzives izredz€s un iespgjas, kas izriet no IKT lietoSanas (Sis limenis ir
visgriitak izm@rams un balstits uz informaciju par atseviSsku sabiedribas
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dzives jomu digitalizacijas Iimeni). Krievija veikta pétijjuma rezultati
(Varlamova 2022) lauj konsekventi noteikt interneta piekluves un
lietoSanas atskiribas starp paaudzeém gan digitalo iericu lietoSanas prasmju,
gan interneta izmantoSanas mérku zina. Vienlaikus noveérota pozitiva
dinamika visu paaudzu parstavju vidi interneta apguveé. Tresa limena
digitalas plaisas novertejums lava secinat, ka visam paaudzém Krievija ir
ieguvumi no interneta lietosanas (Varlamova 2022).

Latvija dazadus digitala marketinga internettirgus aspektus un digitalo
nevienlidzibu iedzivotaju, uzn@mumu un pat paSvaldibu vidi aktivi péta
Latvijas Universitates Biznesa, vadibas un ekonomikas fakultate,
galvenokart profesores B. Slokas vadiba. P&tijumu rezultati liecina, ka
pastav digitala nevienlidziba Latvijas pasvaldibu vida (Sloka et al. 2021).
No 119 Latvijas paSvaldibam 13 neizmanto socialos tiklus. Dazas
pasvaldibas izmanto lidz 4 dazadiem socialajiem tikliem, bet citas
aprobezojas ar vienu vai diviem. Konkréti, 37 paSvaldibas izmanto 4
dazadus socialos tiklus (Sloka et al. 2021). Sie dati liecina par bitiskam
atSkiribam IKT ievieSana un izmantoSana starp Latvijas pasvaldibam, kas
var padzilinat digitalo plaisu iedzivotaju un uznémumu vidi treSaja limeni
(kas balstas uz vietgjo administrativo un publisko pakalpojumu
digitalizacijas Itmeni) (Dobrinskaia, Martynenko 2019; Varlamova 2022).

Turklat Latvija péta ar1 digitalas nevienlidzibas problému
majsaimniecibas atkariba no tadam pazimém ka dzivesvieta (regions,
pilséta vai lauki), ienakumu limenis un izglitibas Iimenis (Lase, Sloka
2021). Pamatojoties uz Latvijas Centralas statistikas parvaldes 2019. gada
datiem, K. Lase un B. Sloka konstatéja atSkiribas starp interneta
pieejamibu pilsétas un laukos, sociali ekonomiskas atSkiribas starp
iedzivotajiem ar dazadiem ienakumiem un izglitibu, kas ietekmé vinu
interneta piekluves iesp€jas un digitalas prasmes. P&tnieces secinaja, ka
Latvijas sabiedribai ir jastiprina motivacija miizizglitibai, jaiegulda IKT
un japalielina iedzivotaju izpratne par digitalizacijas nozimi (Lase, Sloka
2021).

Neskatoties uz diezgan lielu pétijumu skaitu gan zinatniskaja telpa,
gan masu medijos par digitala marketinga internettirgu un digitalo
nevienlidzibu Latvija, mums nav izdevies atrast ilgstoSu dinamisku analizi
par izmainam, kas notiek Latvijas digitala marketinga internettirgl
iedzivotaju un uznémumu digitalas nevienlidzibas konteksta. Lidz ar to
Latvijas pétnieku riciba pagaidam nav precizu kvantitativu datu, kas
apstiprinatu vai noraiditu misu hipotézi, ka digitala marketinga
internettirgus attistiba Latvija notiek loti strauji un samazina digitalo
nevienlidzibu iedzivotagju un uzpémumu vidi péc daZiem sociali
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demografiskajiem un geografiskajiem raditajiem. Turklat nav ari pétijumu,
kas analiz&tu Latvijas digitala marketinga internettirgus attistibas vispargjo
fonu un dinamiku iedzivotdju un uznémumu digitalas nevienlidzibas
konteksta.

Pétijuma konceptualais ietvars un metodologija

Ta ka digitala marketinga interneta tirgus pamata ir tehnologija, ta
potencialo un realo dalibnieku konceptuala izpratne un uzvedibas apraksts
ir balstits uz tehnologijas pienemsanas modeli (anglu val.: Technology
Acceptance Model, TAM), ko izstradajis F. Deiviss (F. Davis) un kas
skaidro, ka lietotaji pienem un lieto datorizetas informacijas sist€mas
(Davis 1986, 1989). Pirmkart, svariga ir jaunas tehnologijas uztverama
lietderiba (anglu val.: perceived usefulness) — pakape, kura individs
uzskata, ka noteiktas datoriz€tas informacijas sist€mas izmantoSana
uzlabos ta darbibu (ja tehnologija tiek uztverta ka lietderiga, ta, visticamak,
tiks pienemta un izmantota). Otrkart, svariga ir ari jaunas tehnologijas
uztverama lietoSanas vienkar§iba (anglu val.: perceived ease of use) —
pakape, kura individs uzskata, ka tehno-logijas izmantoSana neprasis
parmérigas piles. Ja tehnologija tiek uztverta ka viegli lietojama,
potencialie lietotaji, visticamak, to pienems (Davis 1986, 1989).

ST pétijuma metodologisko pieeju, kuras pamata ir tehnologijas
pienemsSanas modelis, m&s aizguvam no pétjjuma “Otras kartas digitala
nevienlidziba uz e-komercijas pieméra” (anglu val.: Second-Order Digital
Inequality: The Case of E-Commerce) autoriem (Buhtz et al. 2014), kuri
izmantoja tehnologijas pienemsanas modeli, lai izskaidrotu individu
sociali ekonomiska statusa ietekmi wuz e-komercijas platformu
izmanto$anu. Tad $T pétfjuma konceptualais pamats bus metodologiskais
uzstadijums, ka lietotaju sociali ekonomiskais statuss nosaka atskiribas, ka
vini izmanto digitala marketinga rikus, t.i., determings stratifikaciju
digitala marketinga internettirgl. Sekojot augstak minéta pétijjuma
autoriem, var sagaidit, ka Latvijas iedzivotajiem ar salidzino$i zemu
sociali ekonomisko statusu aktivitates internettirgli Skitls sarezgitas un
riskantas un vinus mazak motivés So aktivitaSu utilitarie ieguvumi. Tas
novedis pie mazak efektivas digitala marketinga riku izmantoSanas
salidzinajuma ar vinu lidzpilsoniem ar salidzino§i augstu sociali
ekonomisko stavokli.

Nevienlidziba digitala marketinga internettirgli ir konceptualizéta
J. van Deika (J. van Dijk) izstradatas digitalas plaisas teorijas (angl.:
Digital Divide Theory) (van Dijk 2006, 2017). ST teorija tiek izmantota
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tajos pétijumos, kuri izcel vairakus digitalas nevienlidzibas (Buhtz et al.
2014; Arbelédez-Rendon et al. 2023) vai digitalas plaisas (Dobrinskaia,
Martynenko 2019; Varlamova 2022) Iimenus. Pats J. van Deiks identificé
cetrus piekluves IKT veidus (van Dijk 2017):

1) motivacijas piekluve — interese, vélme un vajadziba izmantot
IKT; attieciba uz potencialo lietotaju parliecibu un attieksmi pret
tehnologiju, ieskaitot vinu interesi par IKT un to lietderibas
uztveri;

2) materiala piekluve — datora, viedtalruna un interneta savienojuma
fiziska esamiba; ietver arT iekartu un pakalpojumu pieejamibu un
izmaksas, kas var bt ieverojama barjera dazam potencialo
lietotaju grupam,;

3) piekluves prasmes — sp&jas un prasmes, kas nepiecieSamas IKT
efektivai izmantoSanai: sp€ja izmantot programmatiiru un
aparatiiru, sp&ja mekl&t, atrast un apstradat informaciju;

4) piekluves izmantoSana — faktiska IKT izmantoSana un lietoSana
ikdiena, darba un apmaciba; cik biezi un cik efektivi lietotaji
izmanto tehnologijas savu mérku sasniegSanai.

J. van Deiks uzsver, ka visi Sie piekluves IKT veidi ir savstarp&ji
saistiti un svarigi digitalas plaisas izpratnei — nepietickamiba jebkura no
tiem var klit par Skérsli pilnvertigai iesaistei digitalaja sabiedriba (van
Dijk 2006, 2017).

Vel vienu paradigmu digitala marketinga internettirgus potencialo un
faktisko dalibnieku konceptualai izpratnei un uzvedibas aprakstam
piedava uz P. Burdjé (P. Bourdieu) izstradato socialo lauku teoriju (anglu
val.: Theory of Social Fields) (Bourdieu 2005) balstita resursu pieeja
(Tikhonova 2006), kas aktivi tiek izmantota Daugavpils Universitates
pétijumos, lai analiz€tu “resursu portfela” apjomu un struktiru, ka ari
dazadu socialo klasu kopgjo kapitalu (Mensikovs 2009; Mensikovs et al.
2020; Komarova et al. 2022). Resursu pieeja jeb resursu-aktivu-kapitala
pieeja, ko N. Tihonova (H. Tuxonosa) izstradajusi ka jaunu teor&tisku
paradigmu stratifikacijas pétijumos (Tikhonova 2006), balstita uz sadu
metodologisko priek$nosacijumu: individa / uzn€muma riciba esosie
resursi to iedarbinaSanas (aktiviz€Sanas) rezultata var tikt parversti par ta
aktiviem, kas savukart var dot sociali ekonomisko atdevi to kapitalizacijas
rezultata, t.i., klat par individa / uzp€muma kapitalu. Saskana ar
V. Mensikova izstradato (MenSikovs 2009) un talak modificéto
(Komarova et al. 2022) metodologiju devinas resursu grupas —
ekonomiskie, kultiiras, profesionalie, socialie, administrativie, politiskie,
simboliskie, fiziskie un geografiskie — veido Eiropas sabiedribai
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raksturigo? “resursu portfela” struktiiru. Uz Latvijas stradnieku klases un
vidusskiras piemeéru tika konstateta statistiski nozimiga “resursu portfela”
apjoma starpiba §tm socialajam klasém, ka arT tas, ka stradnieku klase ne
tik veiksmigi ka vidusskira kapitaliz€ tas riciba esoSos resursus, t.i., mazak
spgj tos parverst sava kapitala (Komarova et al. 2022). Tadgjadi socialas
klases sava starpa atSkiras ne tik daudz ar resursu specifiku, cik no tam
iegiita kapitala specifiku (Komarova et al. 2022). Mes piedavajam
devinam resursu grupam (Mensikovs 2009) pievienot desmito, kas kliist
arvien aktualaka un nosaka sociali ekonomisko stratifikaciju, —
tehnologisko resursu grupu (Larina 2017). Sis resurss individam /
uznémumam var biit ne tikai ka piekluve IKT, bet arT kapacitate aktivizet
(efektivi izmantot) tehnologiskos resursus, v&lak parvérSot tos sava
kapitala.

Kopuma mums $kiet, ka tehnologiju pienemsanas modelis, digitalas
plaisas teorija un uz socialo jomu teoriju balstita resursu pieeja
stratifikacijas petijumos piedava biitiba vienotu konceptualu izpratni, ka
digitala nevienlidziba (tapat ka jebkura cita nevienlidziba) ietver divus
galvenos aspektus: iesp&ju (ieejas) nevienlidziba un sasniegumu (izejas)
nevienlidziba. Katra no augstak min€tajam $aja pétijuma izmantotajam
teorétiski metodologiskajam pieejam skaidro digitalas nevienlidzibas
mehanismu dazadas koordinatu sisteémas un terminos, tacu tas visas atzist
faktu, ka vienlidziga piekluve IKT vél nenozimé rezultatu vienlidzibu
(“datora iesp€jas ir loti atkarigas no ta cilvéka sp€jam, kurs ar to strada”).
Piemé@rojot $1 petijuma hipotezi, ka digitala marketinga attistiba Latvija
samazina digitalo nevienlidzibu iedzivotaju un uzn€mumu vidi péc dazam
sociali demografiskajam un geografiskajam pazimém, tas nozimé, ka ta
[hipot€ze] var izradities patiesa saistiba ar “ieejas digitalo nevienlidzibu”
un ne visai atbilst “izejas digitalajai nevienlidzibai”.

S1 pétijuma ietvaros digitala marketinga internettirgus attistiba
konceptuali tiks saprasta vispirms kvantitativaja aspekta — ka potencialo
un faktisko ta [digitala marketinga internettirgus] dalibnieku relativa skaita
pieaugums Latvija, t.i., to Latvijas iedzivotaju Ipatsvara pieaugums, kuri
regulari (vismaz reizi nedéla) lieto internetu un tur veic pirkumus vai

2 Citas sabiedribas “resursu portfela” struktiira var bit atSkiriga. Piemé&ram, divas
Dienvidaustrumazijas valstis — Indongzija un Taizemé — nesen veikta petjjuma (Seda et
al. 2020) rezultati liecina, ka $ajas sabiedribas religiskajiem resursiem-aktivam-kapitalam
ir svariga loma socialaja stratifikacija, jo to izmanto piekluvei citiem resursiem un to
aktivizeSanai-kapitalizacijai. Ta¢u musdienu Latvija cilvéku religiska piederiba viniem
nedod nekadas pricksrocibas (Mensikovs, Lavrinoviéa 2011), t.i., nav socialas
stratifikacijas faktors (kas, visticamak, attiecas uz visu Eiropu).
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pasutijumus, ka arT to Latvijas uzneémumu 1patsvara pieaugums, kuriem ir
timekla vietne un kuri izmanto socialos medijus interneta. Nakamaja attela
shematiski paradita potencialo un faktisko digitala marketinga
internettirgus dalibnieku strukttra Latvija, kas veidota, pamatojoties uz
pieejamiem statistikas datiem (Latvijas Republikas Centrala statistikas
parvalde (LR CSP) 2023a, 2023b, 2023c, 2023d).

Lai pétitu potencialo un faktisko digitala marketinga internettirgus
dalibnieku relativa skaita dinamiku Latvija, izmantojam dazadu
iedzivotaju un uznémumu sociali demografisko un geografisko grupu
ieklauSanas digitala marketinga internettirgii (laika perioda no 2013. gada
lidz 2022. (2023.) gadam) raditaju kon(di)vergences noveértésanas metodi
(Barro, Sala-i-Martin 1991, 1992, 1997), kas balstas uz datu salidzinoSo
analizi (anglu val.: comparative analysis) un variacijas koeficienta (anglu
val.: coefficient of variation) (Marques, Soukiazis 1998) aprekinu.

1. attéls
Potencialo un faktisko digitala marketinga internettirgus dalibnieku
struktiira Latvija

Latvijas iedzivotaji, kuri regulari Latvijas uznémumi, kuriem ir
(vismaz reizi nedéla) lieto internetu timekla vietne

~ ~

Digitala marketinga internettirgus

Latvija
Latvijas iedzivotaji, kuri veic pirkumus Latvijas uznemumi, kuri izmanto
vai pasttijumus interneta: socialos medijus interneta:
- vispar ir veikts pirkums vai - socialie tikli
pasitijums - blogi un mikroblogosSanas vietnes
- p&dgjo 12 menesu laika - multivides satura koplietoSanas
- pedgjo 3 meénesu laika vietnes

Avots: izveidots, pamatojoties uz datiem no Latvijas Republikas Centralas statistikas
parvalde (LR CSP) 2023a, 2023b, 2023c, 2023d.
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Zinatniskaja (galvenokart ekonometriskaja) literatiira (Barro, Sala-i-
Martin 1991, 1992, 1997) izskir divus galvenos kon(di)vergences veidus:
B(beta)-kon(di)vergence (anglu val.: f(beta)-con(di)vergence) un
o(sigma)-kon(di)vergence (anglu val.: o(sigma)-con(di)vergence). Tie ir
divi dazadi jédzieni, ko galvenokart izmanto ekonomisti, lai pétitu
starpteritorialo konvergenci vai divergenci péc dazadiem raditajiem
(Lavrinenko 2010; Lavrinenko et al. 2012; Boronenko et al. 2014).
Tadgjadi pB-kon(di)vergence tiek izmantota, lai aprakstitu procesu, kura
salidzinoSi nabadzigas ekonomikas aug straujak neka salidzinoSi bagatas,
kas noved pie meéramo raditaju plaisas samazinasanas starp tam
(Lavrinenko 2010). To var saukt par kon(di)vergenci (raditaju vertibu
tuvinasanos vai atskiribu palielinaSanos) laika un attiecinat uz jebkuriem
raditajiem un grupam, t.sk. arT dazadu Latvijas iedzivotaju un uzn€émumu
socialdemografisko un geografisko grupu ieklausanas digitala marketinga
internettirgti raditajiem pétamaja laika perioda.

Savukart o-kon(di)vergence raksturo raditaju variacijas (izkliedes)
samazinasanos vai palielinaSanos starp — $aja pétijjuma — dazadam
iedzivotaju un uzpémumu sociali demografiskajam un geografiskajam
grupam. To var saukt par kon(di)vergenci (raditaju veértibu tuvinasanos vai
atSkiribu palielinasanos) telpa (anglu val.: space) — ne tikai fiziskaja, bet
ar1 sociali ekonomiskaja, — kas noved pie nevienlidzibas samazinasanas
vai palielinasanas starp pétamajam grupam. Raditaju vertibu o-
kon(di)vergenci méra ar variacijas koeficientu, kas lauj noveértét pazimes
variativitati (izkliedi) normalizétas robezas (Krastins, Ciemina 2003).
Variacijas koeficientu aprékina ka standarta novirzes attiecibu pret izlases
vidgjo aritmétisko (Marques, Soukiazis 1998); ja ta vertiba ir mazaka par
10%, tad izkliede attieciba pret vid€jo aritmé&tisko uzskatama par vaju, pie
10-30% — par vidgju, 30-60% — par stipru, 60-100% — par loti stipru
(Krastins, Ciemina 2003), tau par informativaku uzskatams variacijas
koeficienta salidzinajums dinamika (Lavrinenko 2010).

Pétijjuma rezultati un to apsprieSana

Ka jau noradits raksta ievada, §1 petijuma empiriska baze ir Latvijas
Centralas statistikas parvaldes (LR CSP) dati par iedzivotaju un
uznémumu ieklauSanos digitala marketinga internettirgli atkariba no to
sociali demografiskajam un geografiskajam pazimém (iedzivotajiem —
dzimums, vecums, izglitiba, ekonomiska aktivitate un dzivesvietas
regions; uznémumiem — nodarbinato skaits un ekonomikas nozare) pedgjo
10-11 gadu (no 2013. gada lidz 2022. (2023.) gadam) laika perioda.
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Saskana ar §1 pétijuma metodologiju Latvijas digitala marketinga
internettirgus attistibas statistiskd analize iedzivotaju un uzne€méju
digitalas nevienlidzibas konteksta ietver potencialo un faktisko §1 tirgus
dalibnieku relativa skaita dinamikas izp&ti Latvija.

Ka liecina 1. tabulas dati, Latvijas iedzivotaju 1patsvars, kuri regulari
(vismaz reizi nedéla) lieto internetu, t.i., potencialo dalibnieku skaits
digitala marketinga internettirgii, ped€jo 10 gadu laika Latvija kopuma ir
palielinajies par 18,8 procentpunktiem. Savukart vismazakais pieaugums
(16,8—17,2 procentpunkti) bija Riga un Pieriga, kur 2013. gada bija
lielakais regulari internetu lietojoSo iedzivotaju ipatsvars (attiecigi 74,9%
un 75,0%). Savukart vislielakais digitala marketinga internettirgus
potencialo dalibnieku pieaugums bija veérojams Latvijas periferajos
regionos, lai gan nevarétu teikt, ka Latgale, kur uz 2013. gadu bija
vismazakais to iedzivotaju ipatsvars, kuri regulari lieto internetu (64,9%),
pieaugums bija lielakais (kas ir raksturigs p-konvergencei, pie kuras
atpalikusaku grupu raditaji pieaug straujak).

1. tabula
Latvijas iedzivotaju 1patsvars, kuri regulari (vismaz reizi nedéla)
lieto internetu, % no Latvijas un tas regiona iedzivotaju kopskaita,
2013.g.-2022.g.

Starpiba
Regioni | 2013 | 2014 | 2015 | 2016 | 2017 | 2018 | 2019 | 2020 | 2021 | 2022 | 2022.g./
2013.g.,
procent-
punkti

LATVIJA| 71,2 | 71,8 | 74,9 | 77,0 | 78,5 | 81,2 | 83,7 | 86,9 | 89,7 | 90,0 | +18,8

Riga 74,9 | 76,8 | 81,7 | 82,1 | 83,4 | 84,9 | 87,3 [ 90,0 | 92,8 | 92,1 | +17,2

Pieriga 75,0 | 76,0 | 78,3 | 78,9 | 78,9 | 83,0 | 83,4 | 87,6 | 89,6 | 91,8 | +16,8

Vidzeme | 67,6 | 61,3 | 68,3 | 73,4 | 75,2 | 78,9 | 80,5 | 85,5 | 88,3 | 87,9 | +20,3

Kurzeme | 67,7 | 68,1 | 70,6 | 74,6 | 77,0 | 80,5 | 82,4 | 86,1 | 88,4 | 89,6 | +21,9

Zemgale | 70,1 | 70,9 | 69,7 | 74,7 | 79,3 | 81,3 | 86,7 | 88,3 | 89,4 | 89,9 | +19,8

Latgale | 64,9 | 66,0 | 68,3 | 69,5 | 69,2 | 71,8 | 76,5 | 78,7 | 84,5 | 83,7 | +18,8

'Variaci- 54 | 7.8 | 72 | 53 | 56 | 52 | 44 | 42 | 28 | 3,2 2,2
jas koefi-
cients, %

Avots: apkopots un aprekinats péc datiem no Latvijas Republikas Centralas statistikas
parvaldes (LR CSP) 2023a.
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Runajot par c-konvergenci, interneta lietoSanas regularitates raditaja
izkliede pa Latvijas regioniem gan 2013. gada (5,4%), gan 2022. gada
(3,2%) bija vaja, bet 10 gadu laika samazinajas par 2,2 procentpunktiem
(skat. 1. tabulu). Tas liecina, ka piekluves IKT zina atskiriba no vairuma
citu sociali ekonomisko raditaju Latvija praktiski nav regionalas
nevienlidzibas (turklat IKT piekluves regionala variativitate turpina
samazinaties, un lielakais samazinajums bija nov€rojams COVID-19
pandémijas laika — no 4,2% 2020. gada lidz 2,8% 2021. gada (skat. 1.
tabulu)). Tas liecina ari par labu §1 pétijuma hipotézei par geografiskas
nevienlidzibas samazinaSanos iedzivotaju vidu digitala marketinga
internettirgli — vismaz attieciba uz piekluvi $im tirgum.

ST pétijuma ietvaros més neanalizéjam Latvijas iedzivotaju interneta
lietoSanas regularitati atkariba no vinpu dzimuma, vecuma, izglitibas,
ekonomiskas aktivitates, bet pargajam uzreiz pie Latvijas iedzivotaju
faktiskas ieklauSanas digitala marketinga internettirgii analizes atkariba no
visiem Siem raditajiem.

2. tabula
Latvijas iedzivotaju 1patsvars, kuri veic pirkumus vai pasiitijumus
interneta (péc pirkumu vai pasiitijumu bieZuma),
% no iedzivotaju kopskaita, 2013.g.-2022.g.

Pirkumu Starpiba
vai 2013 [ 2014 | 2015 | 2016 | 2017 | 2018 | 2019 | 2020 | 2021 | 2022 | 2022.g./
pasutiju- 2013.g.,
mu procent-
biezums punkti
Vispar ir

veikts 42,4 | 43,2 | 44,9 | 54,4 | 549 | 55,1 | 57,4 | 65,9 | 68,5 | 68,6 | +26,2
pirkums
vai

pasttijums

Pedgjo
12 ménesu| 31,7 | 33,5 | 38,0 | 44,4 | 45,6 | 44,9 | 46,6 | 56,2 | 61,6 | 61,7 | +30,0
laika

Pedgjo
3 ménesu | 21,3 | 23,7 | 27,3 | 31,1 | 33,1 | 32,8 | 33,9 | 38,3 | 50,3 | 42,0 | +20,7
laika

Avots: apkopots un aprekinats p&c datiem no Latvijas Republikas Centralas statistikas
parvaldes (LR CSP) 2023b.
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Ka liecina 2. tabulas dati, Latvijas iedzivotaju ipatsvars, kuri veic
pirkumus vai pasiitijumus interneta, t.i. digitala marketinga internettirgus
faktisko dalibnieku relativais skaits, ped€jo 10 gadu laika Latvija kopuma
ir pieaudzis par 20,7-30,0 procentpunktiem. Vienlaikus lielakais digitala
marketinga internettirgus dalibnieku patsvara picaugums bija grupa, kas
peédgjo 12 meénesu laika veica pirkumu vai pasiitijumu interneta, kas liecina
par loti strauju Latvijas digitala marketinga internettirgus attistibas tempu.
Taja pasa laika ta [internettirgus] attistibas potencials joprojam ir loti liels,
jo 2022. gada, 90% Latvijas iedzivotaju regulari (vismaz reizi nedgla)
izmantojot internetu (skat. 1. tabulu), vairak neka 30% Latvijas iedzivotaju
vel nav veikusi pirkums vai pasiitijums interneta (aprékinats saskana ar 2.
tabulas datiem).

Ka liecina 3. tabulas dati, Latvijas iedzivotaju ipatsvars, kuri veic
pirkumus vai pasitijumus interneta, strauji tuvinas geografiski
(regionali) — gan B-konvergences, gan c-konvergences zina. Lidz ar to,
pilniba atbilstosi B-konvergences pazimei tajos Latvijas regionos, kuros
2013.gada bija vérojama vismazaka digitalo pirc&ju aktivitate, Sis raditajs
kopuma picauga atrak neka “progresivajos” regionos, ievérojami
samazinot digitalo plaisu starp Latvijas iedzivotajiem p&c geografiskas
(regionalas) pazimes. Pieméram, Latgales iedzivotaju ipatsvars, kuri
ped&jo 12 ménesu laika veica pirkumu vai pasttijumu interneta, pieauga
no 16,3% 2013. gada Iidz 49,8% 2022. gada, ti., par 33,5
procentpunktiem, savukart Riga §is pieaugums bijis mazakais starp
Latvijas regioniem — par 27,1 procentpunktiem (no 41,0% ridzinieku 2013.
gada lidz 68,1% 2022. gada). Tomér ta nenotiek visos raditdjos —
pieméram, to iedzivotaju Ipatsvars, kas kaut reizi veiku$i pirkumu vai
pastutijumu interneta, Saja raditaja atpalickoSaja Latgalé nepieaug
visstraujak, pec digitalo pirc€ju ipatsvara pieauguma tempiem piekapjoties
praktiski visiem pargjiem Latvijas regioniem (skat. 3. tabulu), t.i., p&c §1
raditaja B-konvergence nenotiek.

Kas attiecas uz o-konvergenci, te veérojami izteikti raditaju vertibu
tuvinasanas procesi péc geografiskas (regionalas) pazimes (t.i.,
geografiskaja telpa). Tadgjadi regionalas atskiribas Latvijas iedzivotaju
aktivitates, veicot pirkumus vai pasiitijumus interneta, pédéjo 10 gadu
laika ir samazinajusas par 10,5-17,2 procentpunktiem, tacu Riga joprojam
ir Iidere, un Latgale joprojam atpaliek, bet ar mazaku starpibu (skat.
3. tabulu).
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3.

tabula

Latvijas iedzivotaju 1patsvars, kuri veic pirkumus vai pasutijumus
interneta (péc pirkumu vai pasiitijumu bieZuma),
% no iedzivotaju kopskaita pa regioniem, 2013.g.-2022.g.

Starpiba
Regioni [2013| 2014 | 2015 | 2016 | 2017 | 2018 | 2019 | 2020 | 2021 | 2022 [2022.g./
2013.g.,
procent-
punkti
Vispar ir veikts pirkums vai pasttijums interneta
Riga 53,0] 50,7 | 53,8 | 61,5 | 61,3 | 62,4 | 60,9 | 71,2 | 74,4 | 73,8 | +20,8
Pieriga 45,0] 47,8 | 48,8 | 59,0 | 56,4 | 59,2 | 60,0 | 684 | 70,6 | 72,5 | +27,5
Vidzeme |34,2| 35,5 | 38,7 | 50,2 | 53,7 | 49,0 | 55,9 | 63,1 | 70,1 | 64,3 | +30,1
Kurzeme [35,6]| 40,8 | 41,3 | 51,7 | 55,6 | 49,9 | 53,5 | 62,0 | 64,7 | 63,2 | +27,6
Zemgale |40,4| 38,6 | 36,3 | 47,5 | 51,8 | 52,7 | 58,9 | 67,7 | 64,0 | 69,9 | +29,5
Latgale 29,51 31,3 | 349 | 43,2 | 41,0 | 43,3 | 48,6 | 53,7 | 57,8 | 56,4 | +26,9
Variacijas | 19,5 16,5 16,1| 12,1} 11,7 12,2 7,6/ 8,9 §&,1 9,0 -10,5
koeficients,
%
Pedgjo 12 meénesu laika
Riga 41,0] 41,1 | 44,7 | 52,6 | 53,0 | 50,8 | 51,4 | 61,1 | 69,6 | 68,1 | +27,1
Pieriga 37,21 36,9 | 41,6 | 51,1 | 45,7 | 48,5 | 4944 | 57,6 | 62,2 | 66,1 | +28,9
Vidzeme [27,7] 29,6 | 33,1 | 43,5 | 40,9 | 38,4 | 40,1 | 55,0 | 61,7 | 57,6 | +29.9
Kurzeme [26,6] 31,2 | 349 | 40,4 | 45,4 | 39,5 | 40,7 | 53,5 | 54,2 | 56,1 | +29,5
Zemgale |26,1] 30,3 | 30,6 | 349 | 41,4 | 42,2 | 453 | 57,6 | 57,6 | 58,4 | +323
Latgale 16,3 18,8 | 30,8 | 29,2 | 35,0 | 37,2 | 42,3 | 44,6 | 51,7 | 49,8 | +33,5
Variacijas |27,6| 22,1 | 14,9 | 19,8 | 12,6 | 12,0 | 9,5 | 94 | 99 | 104 | -17,2
koeficients,
%
Pedgjo 3 menesu laika
Riga 30,2 28,7 | 31,4 | 38,5 | 38,8 | 38,5 | 37,6 | 43,8 | 61,8 | 52,9 | +22,7
Pieriga 22,11 26,9 | 30,0 | 353 | 33,6 | 33,8 | 34,7 | 38,8 | 52,0 | 39,7 | +17,6
Vidzeme [16,7| 23,1 | 23,9 | 29,9 | 29,9 | 259 | 27,1 | 38,4 | 47,2 | 342 | +17.5
Kurzeme [19,2] 21,9 | 25,0 | 27,5 | 32,9 | 29,4 | 30,3 | 31,5 | 40,2 | 34,8 | +15,6
Zemgale 16,5] 20,4 | 22,7 | 24,7 | 30,8 | 30,9 | 34,1 | 38,7 | 43,1 | 36,5 | +20,0
Latgale 9,6 1123 229 | 18,1 | 23,5 | 27,3 | 31,5 | 29,7 | 37,9 | 343 | +24,7
Variacijas |32,9| 23,7 | 13,2 | 23,1 | 14,5 | 13,6 | 10,4 | 13,0 | 17,1 | 17,1 | -15,8
koeficients,

%

Avots: apkopots un aprekinats p&c datiem no Latvijas Republikas Centralas statistikas
parvaldes (LR CSP) 2023b.
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4. tabula
Latvijas iedzivotaju 1patsvars, kuri veic pirkumus vai pasiitijumus
interneta (péc pirkumu vai pasttijumu bieZuma),
% grupas pec dzimuma, 2013.g.-2022.g.

Iedzivotaju Starpiba
grupas |2013|2014|2015|2016|2017|2018|2019|2020|2021 {2022 2022.g./
2013.g.,

procent-

punkti

Vispar ir veikts pirkums vai pasttijums interneta

Viriesi 41,3 42,1 | 42,7 | 54,1 | 53,8 | 54,0 | 57,3 | 65,3 | 67,6 | 67,9 | +26,6

Sievietes | 43,4 | 44,1 | 46,8 | 54,6 | 55,9 | 56,1 | 57,5 | 66,5 | 69,4 | 69,2 | +25,8

Variacijas | 2,5 | 23 |46 |05 (191902109 |13 ]09 -1,6
koeficients,
%

P&dgjo 12 menesu laika

Viriesi 30,6 | 31,6 | 35,2 43,8 | 44,3 | 43,6 | 45,5 55,2 59,8 | 60,4 | +29,8

Sievietes | 32,6 | 35,1 | 40,3 | 44,9 | 46,7 | 46,0 | 47,6 | 57,1 | 63,3 | 62,9 | +30,3

Variacijas | 3,2 | 52 | 6,8 | 1,2 | 2,6 | 2,7 | 2,3 | 1,7 | 2,8 | 2,0 -1,2
koeficients,
%

P&dgjo 3 ménesu laika

Viriesi 20,4 |22,7124,5129,4 31,1 31,4|33,8|354(47,3[39,1| +18,7

Sievietes | 22,0 | 24,5 29,7 | 32,5 | 34,9 | 34,1 | 33,9 | 40,8 | 53,0 | 44,6 | +22,6

Variacijas | 3,8 | 3,8 | 9,6 | 50 | 58 | 41 | 0,1 | 7,1 | 57 | 6,6 +2,8
koeficients,
%

Avots: apkopots un aprékinats péc datiem no Latvijas Republikas Centralas statistikas
parvaldes (LR CSP) 2023b.

Ka liecina 4. tabulas dati, digitala marketinga internettirgus
dalibnieku — digitalo pircgju — aktivitates Itmena izkliede Latvija pec
dzimuma pazimes pedgjo 10 gadu laika bijusi loti vaja, ar nelielu sievieSu
dominanti digitala marketinga internettirgli. Tom&r sievieSu salidzinosa
aktivitate Saja tirgl palielinas, un pirc€ju aktivitates izkliede interneta
(konkreti, pec pirkumu vai pasttijumu interneta veikuso raditaja pedgjo 3
méneSu laikd) péc dzimuma pazimes palielindjusies par 2,8
procentpunktiem pe&d&jo 10 gadu laika (vienigais o-divergences gadijums,
t.1., variativitates palielinasanas, §1 pétijuma ietvaros). Tas liecina par
zinamu Latvijas digitala marketinga internettirgus “feminizaciju” (ipasi
nemot veéra pirkSanas aktivitates pieauguma tempu internettirgl, kas ari
kopuma ir augstaks sievieteém neka virieSiem).
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5. tabula

Latvijas iedzivotaju 1patsvars, kuri veic pirkumus vai pasutijumus
interneta (péc pirkumu vai pasiitijumu bieZuma),
% grupas péc vecuma, 2013.g.-2022.g.

ledzivotaju Starpiba
grupas |2013]2014|2015|2016|2017|2018|2019|2020|2021 {2022 2022.g./
2013.¢g.,
procent-
punkti
Vispar ir veikts pirkums vai pasiitijums interneta
1624 gadi | 57,9 | 60,8 | 58,9 | 75,0 | 78,9 | 74,6 | 79,3 | 87,1 | 90,3 | 90,9 | +33,0
25-34 gadi | 71,8 | 74,6 | 77,7 | 82,6 | 84,0 | 84,2 | 86,4 [ 90,1 | 92,9 94,2 | +22.4
3544 gadi | 57,0 | 57,7 | 58,9 | 72,8 | 71,1 | 72,7 | 73,5 | 85,2 | 87,0 | 87,5 | +30,5
45-54 gadi | 39,0 | 37,2 | 42,1 | 49,0 | 51,2 | 51,7 | 56,6 | 67,7 | 67,9 | 72,0 | +33,0
55-64 gadi| 19,7 | 20,9 | 22,1 [ 29,9 | 30,0 | 31,6 | 33,4 | 42,1 | 46,9 | 46,6 | +26,9
65-74gadi| 58 | 82 | 80 | 11,8 |11,3]12,9[14,2[24,3]29,3|23,8| +18,0
Variacijas | 55,0 | 53,9 | 53,0 | 48,2 | 48,7 | 46,6 | 45,2 | 37,6 | 34,6 | 37,4 | -17,6
koeficients,
%
Pedgjo 12 ménesu laika
16-24 gadi | 44,1 | 52,1 | 53,0 | 63,4 | 65,4 | 63,7 | 66,0 | 78,4 | 85,6 | 85,5 | +414
25-34 gadi | 54,8 |1 60,2 | 68,7 | 71,3 73,7 | 72,5]|72,1 | 80,4 | 87,1 | 89,8 | +35,0
3544 gadi | 43,8 | 43,0 | 50,6 | 59,7 [ 59,8 | 59,2 [ 61,9 | 75,4 | 81,1 | 81,8 | +38,0
45-54 gadi | 28,0 | 28,1 | 33,2 | 38,2 40,1 | 40,8 | 44,5 | 54,2 59,9 | 62,0 | +34,0
5564 gadi| 13,1 | 13,8 | 16,0 [ 21,6 | 23,1 | 22,2 | 24,9 | 32,9 | 38,1 | 37,7 | +24,6
65-74gadi| 38 | 55 |60 |82 |83 |91 |98 180]220]17,8| +14,0
Variacijas | 58,0 | 58,6 | 57,5 | 52,7 | 52,1 | 51,3 | 48,8 | 42,4 | 40,0 | 42,7 | -15,3
koeficients,
%
Pedgjo 3 meénesu laika
1624 gadi | 29,3 | 36,5 | 40,1 | 44,8 | 46,7 | 45,3 | 47,2 | 52,7 70,3 | 61,3 | +32,0
25-34 gadi | 40,7 | 45,9 | 50,9 | 53,1 | 56,5 | 57,8 | 56,9 | 56,8 | 76,2 | 66,3 | +25.,6
35-44 gadi | 28,8 | 30,6 | 37,2 | 43,6 | 46,8 | 45,0 | 46,6 | 54,2 | 68,2 | 57,7 | +28,9
45-54 gadi | 17,6 | 18,2 | 23,3 | 24,2 | 26,5 | 27,4 | 30,1 | 34,5 | 46,0 | 37,7 | +20,1
55-64gadi| 74 | 84 | 9,1 | 13,6 |14,6 | 13,8 |159|20,6 | 28,9 | 22,9 | +15,5
65-74gadi| 2,1 | 36 | 36 | 40 | 48 | 53 | 59 |12,0 158|104 | +83
Variacijas | 63,7 | 63,4 | 62,0 | 58,5 | 57,4 | 57,3 | 53,9 | 45,3 | 44,3 | 48,6 | -15,1
koeficients,

%

Avots: apkopots un aprekinats p&c datiem no Latvijas Republikas Centralas statistikas
parvaldes (LR CSP) 2023b.
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Ka liecina 5. tabulas dati, to Latvijas iedzivotaju ipatsvars, kuri veic
pirkumus vai pasiitijumus interneta, péc vecuma pazimes tuvinas tikpat
strauji ka péc geografiskas (regionalas) pazimes, vismaz c-konvergences
zina. Tadgjadi vecuma atSkiribas Latvijas iedzivotaju aktivitates, veicot
pirkumus vai pasiitijumus interneta, pedgjo 10 gadu laika ir samazinajusas
par 15,1-17,6 procentpunktiem, bet taja paSa laika lidere joprojam ir
vecuma grupa 25-34 gadi, un vecuma grupa 55+ joprojam atpaliek, lai gan
ar mazaku starpibu.

B-konvergence (raditaju vértibu tuvinasanas laika) p&c vecuma
pazimes nenotiek, jo atpaliekoSas vecuma grupas nepiecaudzé savu
aktivitati digitala marketinga internettirgi atrak neka “progresivas”
vecuma grupas. Interesanti, ka lielakais pirkSanas aktivitates pieauguma
temps internettirgii vérojams 16-24 gadu vecuma grupa (lai gan 2013. gada
§1 grupa jau ien€ma 2. vietu péc vecuma grupas 25-34 gadi). Netiesi tas
var liecinat, ka jaunaka vecuma grupa ne tik daudz paaugstina savu
vecuma grupai 55 +, kura ar1 palielinas interese par internettirgu (skat. 5.
tabulu), bet, visticamak, nepietiek zinasanu un prasmju ar to rikoties.

Ka liecina 6. tabulas dati, Latvijas iedzivotaju ipatsvars, kuri veic
pirkumus vai pasiitijumus interneta, péc izglitibas limena tuvinas straujak
neka peéc vecuma un regiona gan o-konvergences, gan parsvara (bet ne
pilniba) B-konvergences zina. Lidz ar to Latvijas iedzivotaju, kuri veic
pirkumus vai pasttijumus interneta, izglitibas limena variativitate pedgjo
10 gadu laika ir samazinajusies par 18,9-25,2 procentpunktiem, tacu
joprojam lidere ir grupa ar augstako izglitibu, bet grupa ar viszemako
izglitibas Itmeni joprojam atpaliek, lai gan ar mazaku starpibu (ipasi
attieciba uz tiem, kuri kaut reizi ir veikuSi pirkumu vai pasitijumu
interneta).

B-konvergence (raditaju veértibu tuvinasanas laika) péc izglitibas
limena — tapat ka péc vecuma pazimes — nenotiek, jo grupas ar zemu
izglitibas Itmeni (ISCED 0-2 un ISCED 3) savu pirkSanas aktivitati
digitala marketinga internettirgi palielina straujak neka grupa ar augstako
izglitibu tikai §1s aktivitates aprobacijas zina (p&c raditajiem par tiem, kas
kaut reizi veikusi pirkumu vai pasiitijumu interneta vai izdarijusi to pédg€jo
12 ménesu laika). Savukart pirkSanas aktivitate internettirgdi pirkumu vai
pasttijumu zina pedejo 3 meénesu laika pieaug straujak grupa ar augstako
izglitibu, kas jau ta bijusi lidere Saja aspekta. Tadgjadi var apgalvot, ka
Latvijas iedzivotaji ar zemu izglitibas limeni aktivak mégina iciet digitala
marketinga internettirgli, tacu, visticamak, tur saskaras ar lielakam
griittbam neka lietotaji ar augstako izglitibu.
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6. tabula

Latvijas iedzivotaju 1patsvars, kuri veic pirkumus vai pasutijumus
interneta (péc pirkumu vai pasiitijumu bieZuma),
% grupas péc izglitibas Iimena, 2013.g.-2022.g.

ledzivotaju Starpiba
grupas |2013(2014{2015|2016(2017|2018|2019{2020|2021|2022 | 2022.g./
2013.¢g.,
procent-
punkti
Vispar ir veikts pirkums vai pasiitijums interneta
ISCED 0-2%|19,4 22,2 |20,5]36,3]40,1 |41,0]39,6[54,8|54,4|51,7| +323
ISCED 3 37,5135,4[39,6 46,6 | 46,8 | 47,4|50,5|56,4(59,6]60,6| +23,1
ISCED 5-8 | 66,4 (70,3 |66,6|76,1|764|76,0|754]82,8]|86,2|86,4| +20,1
Variacijas | 47,1 | 47,6 | 44,8 |31,8 29,0 27,8 |27,2]|19,9(20,9|22,2| -249
koeficients,
%
Pedgjo 12 ménesu laika
ISCED0-2 |14,9(17,3|17,5]29,0|33,1]32,7/30,4|47,9]|50,1 45,8 +30,9
ISCED 3 26,5126,5]|32,8]36,5[36,8|37,4[39,645,8]|51,4[53,1| +26,6
ISCED 5-8 |52,3]56,4|57,5]65,1|66,7]|64,2|64,2|73,7]|80,6|80,2| +27,9
Variacijas | 50,0 | 50,0 | 45,9 | 35,7 33,0 (31,0|31,9|22,7|23,2|24,8| -25,2
koeficients,
%
P&dgjo 3 ménesu laika
ISCED 0-2 9,9 [11,1 |12,1 [194 |22,9 |21,4 [22,8 |27.4 |38,6 [29,1 | +19,2
ISCED 3 16,9 18,0 |23,3 |23,8 |25.4 |26,8 |27,6 29,2 |38,7 |32,4 | +15)5
ISCED 5-8 [37,2 |41,8 |42,1 |49,1 |51,2 |49,1 |48,3 |54,3 |71,5 |61,4 | +24)2
Variacijas | 54,3 | 55,6 47,9 |42,5|38,6(37,0|33,6|33,2(31,2|354| -189
koeficients,
%

* ISCED 0-2 — nav sakumizglitibas, zemaka par sakumizglitibu, sakumizglitiba vai
pamatizglitiba;
ISCED 3 — vispargja vidgja izglitiba;
ISCED 5-8 — augstaka izglitiba;
Statistikas avota nav datu par ISCED 4 izglitibas ltmeni.
Avots: apkopots un aprékinats péc datiem no Latvijas Republikas Centralas statistikas
parvaldes (LR CSP) 2023b.
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7. tabula
Latvijas iedzivotaju 1ipatsvars, kuri veic pirkumus vai pasiitijumus
interneta (péc pirkumu vai pasttijumu bieZuma),
% grupas pec ekonomiskas aktivitates, 2013.g.-2022.g.

ledzivotaju Starpiba
grupas  [2013]2014{2015(2016{2017|2018|2019{2020|2021|2022| 2022.g./
2013.¢g.,
procent-

punkti

Vispar ir veikts pirkums vai pasiitijums interneta
Nodarbinatie | 55,3 | 55,5|57,4|66,5| 66,5 | 66,9 | 68,1 |75,2|77,4|80,5| +25,2
Bezdarbnieki| 34,4 | 40,1 | 34,5|46,3 46,4|48,2]49,4|66,8|59,5/53,4| +19,0
Skolnieki, 53,9154,1(51,0|70,9|76,6| - |73,2{79,9(89,3|86,2| +32,3
studenti
Citi
ekonomiski |11,7]13,2|14,5|19,0|19,8(19,5(22,0(29,2|40,6|34,5| +22,8
neaktivie
Variacijas | 45,6|41,7|42,2|40,5|41,5(43,4(37,7|31,8|27,6(32,8| -12,8
koeficients,
%

Ped&jo 12 menesu laika
Nodarbinatie | 42,1 | 43,4 |48,9|55,2|56,1|54,8|56,2|64,6|70,2|73,2| +31,1
Bezdarbnieki| 22,5|28,6|26,4|33,9|34,8(37,3|36,0|55,6(52,5|44,6| +22,1
Skolnieki, 43,0146,2|45,7|59,4(64,2(61,1|59,9|72,8|86,6(81,5| +38,5
studenti
Citi
ekonomiski | 7,5 | 9,3 |11,6]14,1]15,0(13,9|16,3{22,3|33,4(28,4| +20,9
neaktivie
Variacijas 51,3146,0(45,6|44,6|45,1|43,8|41,4(35,7(32,7|37,6| -13,7
koeficients,
%

P&dgjo 3 ménesu laika
Nodarbinatie | 28,5|30,935,2139,141,7[40,9[41,6|44,8]|58,4|50,3| +21.,8
Bezdarbnieki| 14,4 19,1]18,9(21,6|22,5|23,9[24,8|35,5140,5/29,0| +14,6
Skolnicki, |9 ¢133.0133.4(42.3 /464|433 |40.5|49.1|68.4|56.1| +26.5
studenti
Citi
ekonomiski | 4,5 631821939596 [11,1|13,6|25,5/18,1| +13,6
neaktivie
Variacijas
koeficients, |54,1(47,7|46,2|47,7(49,5|46,5|42,5(38,3|34,2|40,3| -13,8
%
Avots: apkopots un aprékinats pec datiem no Latvijas Republikas Centralas statistikas
parvaldes (LR CSP) 2023b.
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Ka liecina 7. tabulas dati, Latvijas iedzivotaju ipatsvars, kuri veic
pirkumus vai pasiitijumus interneta, strauji tuvinas ari ekonomiskas
aktivitates griezuma o-konvergences (raditaju vértibu tuvinasanas
socialaja telpa) konteksta, bet f-konvergence (raditaju vertibu pieauguma
tempu tuvinaSanas) péc $is pazimes nenotiek. Tas nozimé, ka pirkSanas
aktivitate internettirgii straujak pieaug tajas grupas, kuras $aja aspekta jau
bija Iideres, t.i., nodarbinato un stud€joSo jaunieSu vidd, savukart
bezdarbnieki un citas ekonomiski neaktivo Latvijas iedzivotaju grupas
savu pirkSanas aktivitati internettirgii paaugstina 1énak. Taja pasa laika
pirkSanas aktivitates raditaja izkliede internettirgi starp grupam ar
atSkirigu ekonomisko aktivitati pe€dejo 10 gadu laika joprojam samazinajas
par 12,8-13,8 procentpunktiem, t.i., o-konvergence notika, kaut ari
mazaka méra neka péc vecuma, izglitibas un geografiskas (regionalas)
pazimes.

Tadejadi 2013. gada Latvijas iedzivotaju pirkSanas aktivitates
internettirgii augstakais variacijas koeficients (55,0-63,7%) bija vérojams
pec vecuma (skat. 5. tabulu), péc izglitibas (47,1-54,3%) (skat. 6. tabulu)
un pec ekonomiskas aktivitates (45,6-54,1%) (skat. 7. tabulu); variacijas
koeficients bija diezgan zems (19,5-32,9%) péc geografiskas (regionalas)
pazimes (skat. 3. tabulu), un péc dzimuma tas bija minimals (2,5-3,8%)
(skat. 4. tabulu). 10 gadu laika Latvijas iedzivotaju pirkSanas aktivitates
izkliede internettirgt ir biitiski samazinajusies, tacu 2022. gada joprojam
augstakais variacijas koeficients (37,4-48,6%) bija pec vecuma pazimes
(skat. 5. tabulu), péc tam — atSkiriba no 2013. gada — seko variacijas
koeficients péc ekonomiskas aktivitates (32,8-40,3%) (skat. 7. tabulu), péc
tam — péc izglitibas ltmena (22,2-35,4%) (skat. 6. tabulu); variacijas
koeficients péc geografiskas (regionalas) pazimes samazinajies lidz 9,0-
17,1% (skat. 3. tabulu), bet péc dzimuma pazimes notikusi pat zinama
divergence (pirkSanas aktivitates limena atSkiribu, t.i., variativitates,
internettirgdl starp virieSiem un sievietém palielinaSanas), lai gan joprojam
variacijas koeficients péc §1s pazimes ir palicis minimals — 0,9-6,6% (skat.
4. tabulu).

Tik ievérojama digitalas nevienlidzibas samazinaSanas Latvijas
iedzivotaju vida attieciba uz piekluvi digitala marketinga internettirgum
un faktisku ieklauSanos S$aja tirgii laika posma no 2013. gada lidz
2022. gadam ir notikusi, galvenokart pateicoties Latvijas iedzivotaju
pirksanas aktivitates internettirgii raditaju o-konvergencei (raditaju vertibu
tuvinasanai socialaja telpa) gandriz péc visam analiz€tajam pazim&m.
Savukart f-konvergence (picauguma tempu tuvinasanas starp atpalicgjiem
un lideriem) tika noverota tikai atseviSkos gadijumos, kas joprojam
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neliedza samazinaties digitalajai nevienlidzibai Latvijas iedzivotaju vidi
(kas gan joprojam pastav). Kopuma statistikas datu analizes rezultati
liecina, ka digitala marketinga internettirgus attistiba Latvija notiek loti
strauji un samazina digitalo nevienlidzibu iedzivotaju vidu péc dazam
sociali demografiskajam un geografiskajam pazimém.

Talak me&s parejam pie analizes par Latvijas uznémumu ieklausanos
digitala marketinga internettirgti, sakot ar to uznémumu ipatsvara analizi,
kuriem ir timekla vietne. Saskana ar pé&tijuma metodologiju tiesi $adi
uznémumi ir potencialie digitala marketinga internettirgus dalibnieki, jo,
ka jau minéts ievada, milzigs skaits Latvijas uznémumu timekla vietnu
praktiski nepiesaista digitalo pirc&ju uzmanibu, un par $adu timekla vietnu
esamibu zina tikai pasi to 1paSnieki (Draudzigs Internets 2023).

8. tabula
Latvijas uznémumu ipatsvars, kuriem ir timekla vietne,

% no visiem uznémumiem un péc nodarbinato skaita,*
2013.g.-2023.g.%*

Uznémumu Starpiba

grupas 20132014{2015|2016{2017|2018|2019(2020|2021 {2023 | 2023.g./

2013.g.,

procent-

punkti

Visi 55,7155,9159,0|63,5[62,9|63,0|64,8|62,6|67,8|67,3| +11,6
uznemumi

P&c nodarbinato skaita

10-49 51,6 | 50,8 | 53,3 | 58,8 | 58,3 | 58,5|59,7 584 (63,5634 +11,8
nodarbinato

50-249 74,578,4|83,8 84,2 (82,5|82,8|86,4|81,0|87,3[86,0| +11,5
nodarbinato

250+ 92,1 194,8194,6 | 96,3 | 96,2 | 95,0 | 95,0 | 94,1 | 95,5 | 98,1 +6,0
nodarbinato

Variacijas 22,8 24,3 22,6/ 19,6 19,8| 19,3| 18,7| 18,9| 16,5 17.4| -54
koeficients,
%

* Statistikas avots satur datus tikai par uzn€mumiem ar 10+ nodarbinato.

** Statistikas avota nav ieklauti dati par 2022. gadu.

Avots: apkopots un aprekinats péc datiem no Latvijas Republikas Centralas statistikas
parvaldes (LR CSP) 2023c.

Ka liecina 8. tabulas dati, Latvijas uznémumu, kuriem ir timekla
vietne, Tpatsvars pastavigi pieaug. Ipasi liels picaugums — vairak neka
5 procentpunktu gada — notika Covid-19 pandémijas laika. V&rojama
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B-konvergence (raditaju vértibu pieauguma tempu tuvinasanas) starp
mazajiem / vid€jiem un lielajiem uzpémumiem, ka rezultata mazie un
vidgjie uzn€mumi palielina savu potencialo klatbtitni digitala marketinga
internettirgii atrak neka lielie uzpe€mumi.

Attieciba uz o-konvergenci Latvijas uznémumu viddi, nemot véra
nodarbinato skaitu, vérojams arT raditaju vertibu tuvinasanas process pec
timekla vietnes esamibas interneta — no 22,8% variacijas 2013. gada lidz
17,4% 2022. gada (t.i. -5,4 procentpunkti 11 gadu laika) (skat. 8. tabulu).

Ka liecina 9. tabulas dati, attieciba pret timekla vietnes esamibu
nenotiek B-konvergence (raditaju vertibu picauguma tempu tuvinasanas)
Latvijas uznémumam ekonomikas nozares griezuma, t.i., nozarés ar
praktiski vienu un to pasu uznémumu Ipatsvaru, kuriem bija timekla vietne
2013. gada (pieméram, apstrades riipniecibas nozare (57,6%) un
elektribas, gazes apgades, apkures un gaisa kondicionéSanas,
tidensapgades, notekiidenu, atkritumu izveSanas un rekultivacijas nozaré
(57,0%)), pieauguma tempi ped€jo 11 gadu laika var€ja but pilnigi
atSkirigi (Saja gadijuma — attiecigi 14,9% un 25,0%). Dazas ekonomikas
nozares, kuram 2013. gada bija salidzinoS$i augsti raditaji, vérojams pat ne
pieaugums, bet samazinajums 11 gadu laika: viesnicas un naktsmitnes (-
1,1%), informacijas un komunikacijas pakalpojumi (-4,1%),
administrativo iestazu un apkalpoSanas uznémumu darbiba (-3,9%).

Attieciba uz c-konvergenci Latvijas uznémumu vidi péc ekonomikas
nozares, te vérojams timekla vietnes esamibas raditaju tuvinaSanas process
starp uznémumu grupam — no 28,7% variacijas 2013. gada lidz 19,7%
2023. gada (t.1. -9,0 procentpunkti 11 gadu laika) (skat. 9. tabulu). Tadgjadi
digitala nevienlidziba Latvijas uzpémumu vidi péc to lieluma un
ekonomikas nozares (vismaz attieciba uz potencialo ieklausanos digitala
marketinga internettirgll) samazinas, un 1pasi izteikts $is samazinajums
bija Covid-19 pandémijas laika: par 2,4 procentpunktiem viena pandémijas
gada pec nodarbinato skaita pazimes (aprékinats péc 8. tabulas datiem) un
par 2,2 procentpunktiem — péc ekonomikas nozares pazimes (aprékinats
péc 9. tabulas datiem).
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9. tabula
Latvijas uznémumu ipatsvars, kuriem ir timekla vietne, % no
uznémumu kopskaita* pa ekonomikas nozaréem
(NACE 2. Klasifikacija), 2013.g.-2023.g.**

Uznémumu Starpiba

grupas  [2013(2014|2015{2016|2017|2018|2019(2020{2021{2023| 2023.g./

2013.¢g.,

procent-

punkti

C 57,6160,0 64,3 |67,8|69,3|71,2]172,5|72,2|73,9|72,5| +14,9
D E 57,0 159,3159,2|60,6|65,1]65,5)|69,5|70,0|79,7]82,0| +25,0
F 43,4142,9|44,7|51,1|55,1]53,2|56,5]49,2|56,8|53,3 +9.,9
G 55,5]56,1159,2|653|64,4|655]|643|61,7|74,1|739| +184
G45 66,5167,91650]64,0| - [73,3]|69,5]|66,9|77,7|74,7 +8,2
G46 76,8 | 72,8 1 79,4 | 86,7 | 83,6 | 81,1 | 78,7 | 77,5 | 84,5[86,9 | +10,1
G47 36,9139,8 41,9 |48,4|45,3|48,9]47,8|44,3|61,7|58,9| +22,0
H 41,0 /39,5|47,9 49,8 48,1 |48,2]48,5]49,4|48,7|51,6| +10,6
I55 93,6193,388,3|95,6|91,6|83,1]84,2|90,9]88,2]|92,5 -1,1
156 52,9 156,4]52,5]62,6|56,5]52,0]53,5]|52,5|47,2|53,5 +0,6
J 94,3 193,61 95,5193,693,6]93,8]|92,0|88,7|92,7|90,2 -4,1
L 46,3 |52,3150,8 | 49,8 | 45,6 | 48,9 | 54,7 52,8 | 56,4 | 58,6 | +123
M 79,4178,1183,1|838| - |752]79,5|81,0]82,6]83,8 +4.,4
N 67,1 61,5|167,3|64,5|63,5|70,3|64,9]|75,1]63,2 -3,9

Variacijas 28,7127,8(25,4(23,2(24,7(21,2(19,6 22,0 19,8 |19,7 -9,0
koeficients,
%

* Statistikas avots satur datus tikai par uzn€mumiem ar 10+ nodarbinato.

** Statistikas avota nav ieklauti dati par 2022. gadu.

Ekonomikas nozares (NACE 2. klasifikacija):

C — apstrades riipnieciba;

D E - elektriba, gazes apgade, apkure un gaisa kondiciongSana, tdens apgade,
notekiideni, atkritumu izveSana un rekultivacija;

F — buivnieciba;

G — vairumtirdznieciba un mazumtirdznieciba, automasinu un motociklu remonts;

G45 — automa$inu un motociklu vairumtirdznieciba, mazumtirdznieciba un remonts;
G46 — vairumtirdznieciba, iznemot automasinu un motociklu tirdzniecibu;

G47 — mazumtirdznieciba, iznemot automasinu un motociklu tirdzniecibu;

H — transportg€Sana un uzglabasana;

I55 — viesnicas un naks$nosana;

I56 — &dinasanas pakalpojumi;

J — informacijas un komunikacijas pakalpojumi;

L — darfjumi ar nekustamo Tpasumu;

M — profesionalie, zinatniskie un tehniskie pakalpojumi;

N — parvaldes iestazu un apkalposanas uzn@mumu darbiba.

Avots: apkopots un aprékinats péc datiem no Latvijas Republikas Centralas statistikas
parvaldes (LR CSP) 2023c.
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10. tabula
Latvijas uznémumu ipatsvars, kuri izmanto socialos medijus
interneta (pa socialo mediju veidiem), % no uznémumu* kopskaita,
2013.g.-2023.g.**

Socialie mediji Starpiba
interneta 2013(2014|2015|2016(2017|2019 (2021|2023 (2023.g./2013.g.,
procentpunkti

Socialie tikli 12,9116,9 | 24,8 24,9 29,2 39,7 55,9 | 54,1 +41,2

Blogi un mikro- 74179191 |881931]103]|11,4]13,8

blogo$anas vietnes +6,4
Multivides satura
koplietoSanas 5456|711 77195 ]164|23,2|24,6 +19,2

vietnes

* Statistikas avots satur datus tikai par uzn€mumiem ar 10+ nodarbinato.

** Statistikas avota nav ieklauti dati par 2022. gadu.

Avots: apkopots un aprékinats péc datiem no Latvijas Republikas Centralas statistikas
parvaldes (LR CSP) 2023d.

Talak m@s parejam pie analizes par Latvijas uzn€mumu socialo
mediju izmantoSanu interneta, t.i., uznémumu faktiskas ieklauSanas analizi
digitala marketinga internettirgi. Saskana ar Latvijas oficialaja statistika
pienemto klasifikaciju socialie mediji interneta ietver socialos tiklus,
blogus un mikroblogosanas vietnes, multivides satura koplietoSanas
vietnes (Latvijas Republikas Centrala statistikas parvalde (LR CSP)
2023d).

Ka liecina 10. tabulas dati, starp Latvijas uznémumiem, kas izmanto
socialos medijus interneta, lielakais pieaugums (41,2 procentpunkti)
peédgjo 11 gadu laika vérojams socialo tiklu izmantoSana (kas visnotal
saskan ar stratégiju “ja bizness nav socialaja tikla — ta nav tirgi”), bet
vismazakais (6,4 procentpunkti) — blogu un mikroblogoSanas vietnu
izmantosSana.

Ka liecina 11. tabulas dati, Latvijas mazo, vid€jo un lielo uznémumu,
kas izmanto socialos medijus interneta (t.i., digitala marketinga
internettirgus faktisko dalibnieku) Ipatsvars nemitigi pieaug, un S$is
pieaugums dazkart parsniedz 50 procentpunktus 11 gadu laika, ka socialo
mediju izmantoSanas gadijuma vid€jiem un lieliem uzpémumiem (lai gan
tie ar1 2013. gada socialos tiklus izmantoja biezak neka mazie uzn€mumi).
Vispar socidlo mediju (visu analiz€jamo veidu) izmantoSanas zina
interneta pieauguma tempi lielajiem uzpnémumiem ir straujaki neka
vid€jiem un vél jo mazak mazajiem uznémumiem, lai gan sakotngji lielie
uzn€mumi jau ta bija Iideri attieciba pret vidgjiem, bet vid€jie — attieciba
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pret mazajiem (t.i., B-konvergence — raditaju veértibu pieauguma tempu
tuvinasanas — te nenotiek).

11. tabula
Latvijas uznémumu ipatsvars, kuri izmanto socialos medijus
interneta, % pa uznémumu grupam péc nodarbinato skaita,*
2013.g.-2023.g.**

Uzpémumu Starpiba
grupas 2013|2014 {2015]2016|2017 2019|2021 | 2023 [2023.g./2013.g.,
procentpunkti
Socialie tikli
10-49 11,3 14,7 | 23,0 | 22,2 | 26,3 | 37,3 | 53,2 | 50,5 +39,2
nodarbinato
50-249 18,9 | 24,6 | 29,6 | 34,3 | 40,0 | 47,5 | 65,7 | 69,9 +51,0
nodarbinato
250+ nodarbinato| 36,5 | 51,0 | 59,5 | 61,0 | 63,2 | 72,7 | 88,6 | 93,7 +57,2
Variacijas 47,5150,9 42,5414 (353|283 (21,2248 -22.7

koeficients, %

Blogi un mikroblogoSanas vietnes

10-49 63163174701 7793198 |118 +5,5
nodarbinato

50-249 11,3 (12,5139 | 15,1 | 14,0 | 12,5 | 16,3 | 20,3 +9,0
nodarbinato

250+ nodarbinato | 29,1 | 35,5 | 37,8 | 31,5 | 33,5 | 27,7 | 36,6 | 47,8 +18,7
Variacijas 62,8 1 69,4 | 66,3 | 57,0 | 59,7 | 48,7 | 54,6 | 57,7 -5,1

koeficients, %

Multivides satura koplietoSanas vietnes

10-49 44 | 44 | 52 | 57 | 79 |151|21,0]|2L,6 +17,2
nodarbinato
50-249 9,1 | 99 | 14,0 15,9 | 14,5 20,0 | 30,0 | 36,6 +27,5
nodarbinato
250+ nodarbinato | 21,2 | 21,6 | 31,8 | 29,7 | 33,0 | 39,1 | 55,0 | 66,2 +45,0
Variacijas 61,2 1599|651 |575|57,6 41,8 40,7 | 44,7 -16,5

koeficients, %

* Statistikas avots satur datus tikai par uzn€mumiem ar 10+ nodarbinato.

** Statistikas avota nav ieklauti dati par 2018., 2020. un 2022. gadu.

Avots: apkopots un aprekinats péc datiem no Latvijas Republikas Centralas statistikas
parvaldes (LR CSP) 2023d.

Attieciba uz o-konvergenci Latvijas uznémumu vidd, nemot véra
nodarbinato skaitu, ari te ve€rojams diezgan straujS socialo mediju
izmantoSanas raditaju vertibu tuvinaSanas (t.i., variacijas samazinasanas)
process: 11 gadu laika — par 22,7 procentpunktiem socialajos tiklos, par
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5,1 procentpunktiem blogos un mikroblogoSanas vietn€s un par 16,5
procentpunktiem multivides satura koplietoSanas vietnés (skat. 11. tabulu).
Neskatoties uz tik visai straujo konvergences procesu péc socialo mediju
izmantoSanas raditajiem, Latvijas lielie uznémumi $aja aspekta joprojam
stipri — par desmitiem procentpunktu — apsteidz vid€jos un vél jo vairak
mazos uznpémumus.

12. tabula
Latvijas uznémumu* Ipatsvars, kuri izmanto socialos tiklus,
% pa ekonomikas nozarém (NACE 2. klasifikacija),
2013.g.-2023.g.%*

Uznémumu Starpiba
grupas 2013 {2014 | 2015|2016 | 2017|2019 | 2021 | 2023 |2023.g./2013.g.,
procentpunkti
C 8,0 | 10,4 | 18,8 | 17,5 24,1 | 349 | 55,7 | 55,9 +47.,9
D E 54 | 56 [11,5] 9,7 [ 21,3 ]32,7]|44,8 54,6 +49,2
F 34 | 58 [ 13,0 11,0 11,8 ]19,9]404 |31,9 +28.,5
G 12,7 | 18,8 | 28,3 | 28,6 | 37,0 | 47,5 | 66,8 | 63,7 +51,0
G45 13,7 117,4129,2 | 27,1 | 39,8 | 48,8 | 71,8 | 65,7 +52,0
G46 15,5120,4 | 28,5 | 31,8 | 47,5 | 49,5 | 65,7 | 65,6 +50,1
G47 10,51 17,9 [ 27,9 | 26,4 | 27,1 | 45,2 | 66,2 | 60,8 +50,3
H 9,8 | 11,1 [ 12,8 | 16,3 | 14,0 | 22,1 | 33,7 | 33,2 +23.,4
155 54,1 | 49,7 | 58,9 | 57,51 69,2 | 76,3 | 84,8 | 89,4 +35.3
156 24,9 | 36,3 | 44,7 | 44,2 | 45,3 | 60,1 | 70,6 | 67,4 +42.,5
J 47,5 1539 | 61,7 | 66,7 | 70,7 | 72,7 | 82,4 | 79,7 +32,2
L 82 | 11,4 158 | 14,2 | 144 | 33,4 | 42,5 | 46,8 +38,6
M 23,9 1 26,0 | 38,8 | 38,8 | 34,7 | 48,9 | 61,7 | 67,3 +43.,4
N 17,8 1 24,2 [ 32,5 | 31,1 | 33,8 | 41,1 | 56,4 | 52,2 +34.,4
Variacijas 80,3 | 68,8 | 51,7 | 54,6 | 55,7 | 35,4 | 24,8 | 25,5 -54.8
koeficients, %

* Statistikas avots satur datus tikai par uzn@mumiem ar 10+ nodarbinato.

** Statistikas avota nav ieklauti dati par 2022. gadu.

Ekonomikas nozares (NACE 2. klasifikacija):

C — apstrades riipnieciba;

D E - clektriba, gazes apgade, apkure un gaisa kondiciongSana, udens apgade,
notekitideni, atkritumu izveSana un rekultivacija;

F — blivnieciba;

G — vairumtirdznieciba un mazumtirdznieciba, automasinu un motociklu remonts;
G45 — automa$inu un motociklu vairumtirdznieciba, mazumtirdznieciba un remonts;
G46 — vairumtirdznieciba, iznemot automasinu un motociklu tirdzniecibu;

G47 — mazumtirdznieciba, iznemot automasinu un motociklu tirdzniecibu;

H — transportgsana un uzglabasana;

I55 — viesnicas un naks$nosana;

156 — &dinasanas pakalpojumi;
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J — informacijas un komunikacijas pakalpojumi;

L — darfjumi ar nekustamo Tpasumu;

M - profesionalie, zinatniskie un tehniskie pakalpojumi;

N — parvaldes iestazu un apkalpoSanas uzn€mumu darbiba.

Avots: apkopots un aprékinats pec datiem no Latvijas Republikas Centralas statistikas
parvaldes (LR CSP) 2023d.

Ka liecina 12. tabulas dati, socialo tiklu izmantojuma raditaja vertibu
izkliede pa ekonomikas nozarém 2013. gada bija loti stipra (80,3%), un 11
gadu laika ta samazinajas par 54,8 procentpunktiem, pazeminoties lidz
25,5%, t.i., notika strauja o-konvergence socialo tiklu izmantoSana
Latvijas uznémumu vidii pec ekonomikas nozares (tas ir lielakais digitalas
nevienlidzibas samazinajums §1 p&tjjuma ietvaros).

Attieciba uz P-konvergenci (raditaju vértibu pieauguma tempu
tuvinasanos) Latvijas uzn€mumu vidii péc ekonomikas nozares, te var
teikt, ka atpaliekoSas nozares aug straujak (pilnigi saskana ar -
konvergences biitibu) — piem&ram, vairumtirdznieciba un mazumtirdz-
nieciba, automasinu un motociklu remonts ar 12,7% socialo tiklu
izmantoSanu 2013. gada un pieaugumu par 51,0 procentpunktiem 11 gadu
laika (skat. 12. tabulu).

Ka liecina 13. tabulas dati, Latvijas uzp€mumu blogu un
mikroblogo$anas vietnu izmantoSanas raditaja vertibu izkliede pa
ekonomikas nozarém 2013. gada bija gandriz tikpat stipra ka socialo tiklu
gadijuma (attiecigi 78,3% un 80,3%), tacu 11 gadu laika §1 izkliede ir
samazinajusies daudz mazak neka socialo tiklu gadijuma — par 16,2
procentpunktiem, pazeminoties lidz 62,1%, t.i., c-konvergence blogu un
mikroblogoSanas vietnu izmantoSana Latvijas uznémumu vidi nav tik
bitiska, ka socialo tiklu gadijuma, ka rezultata blogu un mikroblogosanas
vietnu izmantoSanas variacija pa ekonomikas nozarém, lai arT ir
samazinajusies, tomér joprojam ir loti stipra (Iidere — ar lielu starpibu — te
ir informacijas un komunikacijas pakalpojumu nozare).



86 N. Bogdanova, J. Kudins, A. Sannikova, B. Heimanis. Digitala marketinga ...

13. tabula

Latvijas uznémumu* ipatsvars, kuri izmanto blogus un
mikroblogoSanas vietnes, % pa ekonomikas nozarem

(NACE 2. Klasifikacija), 2013.g.-2023.g.**

Uzpémum Starpiba
u grupas | 2013 | 2014 | 2015 | 2016 | 2017 | 2019 | 2021 | 2023 |2023.2./2013.g.,
procentpunkti

C 35 | 39 | 47 | 47 | 50 | 7,7 | 94 | 113 +7,8
D E 6,1 | 52 | 73 | 56 | 95 | 84 | 12,0 | 14,7 +8,6
F 10119121 |31 ] 08 | 33| 41 | 49 +3,9
G 74 179 1104199 | 11,2 11,0 ] &1 | 11,3 +3,9
G45 93 | 69 | 108 | 7,7 | 12,1 | 7,1 | 7,0 | 7,6 -1,7
G46 86 | 85 193 10,1 | 143 | 158 | 74 | 124 +3,8
G47 59 | 76 | 11,1 | 103 | 83 | 7,7 | 92 | 114 +5,5
H 49 | 48 | 43 | 51 | 44 | 3,6 | 86 | 12,1 +7,2
155 252 12791252 | 18,5 16,5 ] 20,5202 | 16,6 -8,6
156 19,5 | 17,5 16,4 | 13,7 | 11,3 | 139 | 16,7 | 194 -0,1
J 31,9 1 342 [ 37,8 | 404 | 414 - 44,0 | 46,5 +14,6
L 57 |75 | 84 | 61 | 7,1 | 95 |10,5 | 129 +7,2
M 14,6 | 13,8 | 16,2 | 15,1 | 19,5 | 19,8 | 19,8 | 25,2 +10,6
N 9,0 {104 ] 140109 | 12,6 | 14,9 | 14,8 | 13,5 +4,5
Variacijas | 78,3 | 82,3 | 70,7 | 78,5 | 83,1 | 48,8 | 70,1 | 62,1 -16,2
koeficients,
%

* Statistikas avots satur datus tikai par uzn€mumiem ar 10+ nodarbinato.
** Statistikas avota nav ieklauti dati par 2022. gadu.
Ekonomikas nozares (NACE 2. klasifikacija):
C — apstrades riipnieciba;
D E — elektriba, gazes apgade, apkure un gaisa kondiciongSana, Gdens apgade,

notekiideni, atkritumu izvesana un rekultivacija;

F — biivnieciba;

G — vairumtirdznieciba un mazumtirdznieciba, automasinu un motociklu remonts;
G45 — automasinu un motociklu vairumtirdznieciba, mazumtirdznieciba un remonts;
G46 — vairumtirdznieciba, iznemot automasinu un motociklu tirdzniecibu;

G47 — mazumtirdznieciba, iznemot automasinu un motociklu tirdzniecibu;

H — transportésana un uzglabasana;

I55 — viesnicas un naks$nosana;
156 — &dinasanas pakalpojumi;

J — informacijas un komunikacijas pakalpojumi;

L — darTjumi ar nekustamo pasumu;

M - profesionalie, zinatniskie un tehniskie pakalpojumi;

N — parvaldes iestazu un apkalposanas uznémumu darbiba.
Avots: apkopots un aprekinats péc datiem no Latvijas Republikas Centralas statistikas

parvaldes (LR CSP) 2023d.
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Kas attiecas uz B-konvergenci (raditaju veértibu picauguma tempu
tuvina-Sanos) starp Latvijas uznémumiem pa ekonomikas nozarém, ta
nenotiek attieciba uz blogu un mikroblogoSanas vietnu izmantoSanu, t.i.,
nozares, kas $aja zina atpaliek, neaug straujak, un dazkart (piemeram,
vairumtirdzniecibas, mazum-tirdzniecibas un automasinu un motociklu
remonta gadijuma) pat uzrada ne pieaugumu, bet samazinajumu. Lielakais
picaugums (14,6 procentpunkti) blogu un mikroblogosanas vietnu
izmantoSana ve&rojams informacijas un komunikacijas pakalpojumu
nozaré€, kas jau ta bija Iidere 2013. gada (skat. 13. tabulu).

Ka liecina 14. tabulas dati, multivides satura koplietoSanas vietnu
izmanto-Sanas raditaja izkliede uznémumiem pa ekonomikas nozarém
2013. gada bija vél lielaka (variacijas koeficients — 83,6%) neka socialo
tiklu un blogu un mikro-blogosanas vietnu gadijuma, un 11 gadu laika §1
starpiba samazinajas gandriz uz pusi — par 41,4 procentpunktiem,
pazeminoties lidz 42,2%, t.i., o-konvergence multivides satura
koplietoSanas vietnu izmantoSana Latvijas uznémumu vidi bija gandriz
tikpat nozimiga ka socialo tiklu gadijuma, ka rezultata biutiski sama-
zinajas multivides satura koplietoSanas vietnu izmantoSanas variacija pa
ekonomikas nozarém.

Kas attiecas uz B-konvergenci (raditaju vertibu picauguma tempu
tuvina-Sanos) starp Latvijas uznémumiem pa ekonomikas nozarém, ta
nenotiek attieciba uz multivides satura koplietoSanas vietnu izmantoSanu
(ka tas ir blogu un mikro-blogoSanas vietnu gadijuma), t.i., atpalikusas
(2013. gada) Saja zina nozares var demonstrét gan strauju pieauguma
tempu (pieméram — mazumtirdznieciba, izne-mot automasinu un
motociklu tirdzniecibu, ar 23,4 procentpunktu pieaugumu), gan ari
visnotal mérenu (pieméram, transportéSana un uzglabasana ar 14,2 pro-
centpunktu pieaugumu), savukart multivides satura koplietoSanas vietnu
izman-toSanas Iidere 2013. gada - informacijas un komunikacijas
pakalpojumu nozare — uzrada salidzino$i lielu 23,8 procentpunktu
picaugumu (skat. 14. tabulu).
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14. tabula

Latvijas uznémumu* ipatsvars, kuri izmanto multivides satura
koplietoSanas vietnes, % pa ekonomikas nozarem

(NACE 2. Klasifikacija), 2013.g.-2023.g.**

Uzpémumu Starpiba
grupas 2013 | 2014 | 2015 | 2016 | 2017 | 2019 | 2021 | 2023 |2023.g./ 2013.g.,
procentpunkti
C 42 | 41 | 62 | 64 | 6,6 | 16,2 | 24,1 | 24,9 +20,7
D E 30 1 28 | 41 | 44 | 73 | 57 | 140 | 183 +15,3
F 0,8 | 19 | 24 | 31 |22 ] 66 | 93 | 92 +8,4
G 50 ] 6,0 | 74 | 90 | 12,6 | 20,0 | 28,3 | 25,5 +20,5
G45 6,6 | 53 | 80 | 63 | 12,0 17,8 | 25,1 | 20,6 +14,0
G46 62 | 82 | 9,6 | 10,6 | 20,0 | 254 | 31,6 | 25,8 +19,6
G47 37 145 |55 | 85 | 64 |155]259 271 +23,4
H 41 [ 39 | 53 ]6,1 |44 ] 54 148183 +14,2
155 19,1 | 16,3 | 14,8 | 14,7 | 23,0 | 27,4 | 46,2 | 52,2 +33,1
156 85 163 | 63 | 64 |13,0]255]27,0] 389 +30,4
J 254 1269 | 27,2 | 31,9 | 30,1 | 39,6 | 48,9 | 49,2 +23,8
L 49 1 23 | 44 | 2,1 | 50 [ 13,1 ]154]208 +15,9
M 10,3 | 12,5 [ 13,0 | 14,0 | 144 | 22,5 | 28,4 | 35,6 +25,3
N 6,2 | 48 | 11,71 62 | 11,6 | 142|244 | 22,1 +15,9
Variacijas 83,6 | 87,5679 | 77,6 | 68,9 | 43,8 | 41,8 | 42,2 -41,4

koeficients, %

* Statistikas avots satur datus tikai par uzn€mumiem ar 10+ nodarbinato.
** Statistikas avota nav ieklauti dati par 2022. gadu.
Ekonomikas nozares (NACE 2. klasifikacija):
C — apstrades riipnieciba;
D_E — elektriba, gazes apgade, apkure un gaisa kondiciongSana, idens apgade,
notekiideni, atkritumu izvesana un rekultivacija;
F — biivnieciba;
G — vairumtirdznieciba un mazumtirdznieciba, automasinu un motociklu remonts;
G45 — automasinu un motociklu vairumtirdznieciba, mazumtirdznieciba un remonts;
G46 — vairumtirdznieciba, iznemot automasinu un motociklu tirdzniecibu;

G47 — mazumtirdznieciba, iznemot automasinu un motociklu tirdzniecibu;

H — transportésana un uzglabasana;

I55 — viesnicas un naks$nosana;
156 — &dinasanas pakalpojumi;
J — informacijas un komunikacijas pakalpojumi;

L — darTjumi ar nekustamo pasumu;
M - profesionalie, zinatniskie un tehniskie pakalpojumi;

N — parvaldes iestazu un apkalposanas uznémumu darbiba.
Avots: apkopots un aprekinats p&c datiem no Latvijas Republikas Centralas statistikas
parvaldes (LR CSP) 2023d.
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Tadgjadi 2013. gada lielaka digitala nevienlidziba Latvijas uznémumu
vidii bija veérojama ne tik daudz potencialas ieklauSanas zina digitala
marketinga internettirgi (timekla vietnes esamibas variacijas koeficients
bija 22,8% pec nodarbinato skaita uzn€muma (skat. 8. tabulu) un 28,7%
péc ekonomikas nozares (skat. 9. tabulu)), bet gan faktiskas ieklausanas
zind digitala marketinga internettirgi (pieméram, socialo tiklu
izmantoSanas variacijas koeficients bija 47,5% péc nodarbinato skaita
uznémuma (skat. 11. tabulu) un 80,3% péc ekonomikas nozares (skat.
12. tabulu). 11 gadu laika digitala nevienlidziba Latvijas uznémumu vidi
ir butiski samazinajusies, un 2022. gada vairs nav tik butiskas atSkiribas
starp uznémumiem potencialas un faktiskas ieklauSanas digitala
marketinga internettirg zina. Ta, timekla vietnes esamibas variacijas
koeficients péc nodarbinato skaita uznémuma uz 2022. gadu samazinajas
lidz 17,4%, t.i., par 5,4 procentpunktiem (skat. 8. tabulu), un péc
ekonomikas nozares — 1idz 19,7%, t.i., par 9,0 procentpunktiem (skat. 9.
tabulu). Savukart socialo tiklu izmantoSanas variacijas koeficients péc
nodarbinato skaita uznémuma uz 2022. gadu samazinajas 1idz 24,8%, t.i.,
par 22,7 procentpunktiem (skat. 11. tabulu), un péc ekonomikas nozares —
11dz 25,5%, t.i., par 54,8 procentpunktiem (skat. 12. tabulu).

Tik ieverojamu digitalas plaisas samazinaSanos starp Latvijas
uznémumiem attieciba uz to potencialo un faktisko ieklausanos digitala
marketinga internettirgti laika posma no 2013. gada lidz 2023. gadam ir
notikusi, galvenokart pateicoties timekla vietnes esamibas un socialo tiklu
izmantoSanas o-konvergencei (raditaju veértibu tuvinasanai ekonomiskaja
telpa). Savukart B-konvergence (pieauguma tempu tuvinasanas starp
atpalikusajiem un lideriem) bija novérojama tikai dazos gadijumos, kas tik
un ta netrauc€ja digitalas nevienlidzibas samazinasanos Latvijas
uznémumu vidi (kas tomer joprojam ir pietiekami stipra).

ST pétijuma hipotézi, ka digitala marketinga internettirgus attistiba
Latvija notiek loti strauji un samazina digitalo nevienlidzibu iedzivotaju
un uznémumu vidi péc dazam sociali demografiskajam un geografiskajam
pazimém, var uzskatit par pieraditu, taCu nobeiguma ir nepiecieSams
ieklaut digitalas nevienlidzibas samazinasanos kontekstu, kas ir saistits ar
vispargjas ienakumu nevienlidzibas samazinajumu Latvijas iedzivotaju
vidd, cerot uz nevienlidzibas samazinasanos ar1 Dzini koeficienta zina —
ka pozitivo seku digitala marketinga straujajai attistibai Latvija. Statistikas
dati liecina, ka 10 gadu laika Dzini koeficienta samazinajums Latvija ir 1,5
procentpunkti. Turklat Covid-19 pandémijas sakuma bridi Dzini koefi-
cients bija augstaks neka 2013. gada un divu pandémijas gadu laika
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samazinajas vairak neka visos 10 gados — par 1,7 procentpunktiem (skat.
2. att€lu).

2. attels
Ienakumu nevienlidziba Latvijas iedzivotaju vidi, DZini koeficients,
%, 2013.g.-2022.g.

357
355 358
' 35.4

3.2

343 34.5 34.5 34.5
Ja=3

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

MRS Uil 2L

Avots: izveidots, pamatojoties uz datiem no Latvijas Republikas Centralas statistikas
parvaldes (LR CSP) 2023e.

Paatrinatu nevienlidzibas samazinasanos COVID-19 pandémijas laika
var skaidrot ar digitalas plaisas teorijas pozicijam, kas sniegtas $1 petijuma
metodologiskaja sadala (van Dijk 2006, 2017), proti, ceturto piekluves
veidu IKT (to faktisko izmantoSanu un pielietojumu ikdiena, darba un
apmaciba), kas kluvusi par neatvairamu nepiecieSamibu tikai Covid-19
pandémijas laika.

Tomér, ka liecina miisu analizétie statistikas dati, digitala
nevienlidziba Latvijas iedzivotaju un uzpémumu vida (Iidzigi ka
visparigaka sociali ekonomiska nevienlidziba) joprojam pastav lielos
apmeros, un tas iesp&jamos c€lonus varam sakt skaidrot ar gadijuma izpéti,
kas izklastita nakamaja tabula.
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15. tabula

Gadijuma izpéte: partikas un pirmas nepiecieSamibas precu
piegades Latvijas internettirga divu stradajoSu uznémumu

salidzinajums
Salidzinamie Internetveikals “BARBORA” Internetveikals “Vietgjais top!”
raditaji*
Piegades Tikai Rigas un Pierigas regions Visa Latvija, ieskaitot lauku
teritorija teritorijas regionos
Konkurenti Ir Nav
piegades
teritorija
Piegades laiks |Piegades dienu un laiku klients Timekla vietn€ nav iesp&jas

izvelas pasiitijuma samaksas stadija
no timekla vietné piedavatajam
iespgjam

izveleties piegades dienu un laiku,
bet piegades informacija noradits,
ka ta notiek taja pasa diena, ja
samaksa sanemta l1dz plkst.13.00-
15.00

Timekla vietnes
dizains

Timekla vietne ir

skaisti noforméta

Timekla vietnes
informativitate

Laba — preces ir sagrupétas (kas padara tas vieglak atrodamas), ir visas
nepiecieSamas informacijas sadalas

Timekla vietnes
ertiba

Timekla vietne ir diezgan &rti
lietojama — precu sadalas atveras
atri (bet pareja starp tam nav 1pasi
erta), piegades laiku izv€les tabula
paradas divas reizes, pasitijums
vienmer tika pabeigts t.i.,
“neuzkaras”

Timekla vietne ir loti ne€rta
lietoSana — precu sadalas atveras
1ni, biezi notiek liekas parslegsanas
no vienas precu grupas uz citu,
gatavs pasttijums var iestrégt
samaksas stadija (tad nacas izveidot
jaunu profilu un pasitit velreiz)

Papildus Turpat timekla vietng ir sadala Nav
iesp&jas edienu recepteém, kuru produktus

var uzreiz pasitit groza, sadalas

jaunajiem produktiem un “Vina

pasaule”, tiek piedavatas grozu

veidnes atkartotajiem pasiitijumiem

utt.
Bonusi Kuponi un atlaides tiek piedavatas, izmantojot specialu kodu
Atbalsts Tiek piedavati trTs sazinas kanali — |Tiek piedavati divi sazinas kanali —
problému talrunis, e-pasts un internetcats; talrunis un e-pasts; pa talruni nevar
gadfjuma reage un sniedz palidzibu pa visiem |sazvanit (abonents nav pieejams),

kanaliem; ja nevar uzreiz atbildet uz
talruna zvaniem, vienme@r atzvana

uz e-pastiem neatbild, piezvanot uz
konkréto fizisko veikalu, kur butu
japienak pasiitijumam, atbild, ka
visu saprot un jut lidzi, bet nevar
palidzet, kameér pasitijums
“karajas” gaidiSanas reZima un

“saimnieks ir atvalinajuma”
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Pirksanas Atkartota veiksmiga pieredze, bet |Negativa pieredze (pastutijums
pieredze tikai atrodoties Rigas vai Pierigas  |netika pabeigts) — laika zudums
regiona, kur $is pakalpojums ir pasiitijuma veikSanai (tas iestrédzas
pieejams samaksas stadija, un pagaja ilgs
laiks, lai atkal veiktu pastitijumu, jo
precu grupas atveras 1&ni, uz raksta
tapSanas bridi noforméts un
samaksats pasttijums gandriz
ned€lu “karajas” gaidiSanas reZima
un jau ir zaudgjis aktualitati
pircgjam
Biznesa SIA “Patrika” SIA “MADARA 89”
Tpasnieki
Uzpé€muma Maskavas iela 257, Riga, LV-1019 |Baznicas laukums 2, Smiltene,

juridiska adrese

Smiltenes nov., LV-4729

* Formul@ti, dal&ji pamatojoties uz Davidaviciené et al. 2021.
Avots: izveidots, pamatojoties gan uz musu pasu pieredzi, gan uz informaciju uznpémumu
timekla vietn@s.

ST pétijuma koncepcijas un metodologijas ietvaros, balstoties uz
tehnologiju pienemsanas modeli, digitalas plaisas teoriju un resursu pieeju
stratifikacijas petijumos, ir izskaidrojami 15. tabula sniegtie partikas un
pirmas nepiecieSamibas preCu piegades Latvijas internettirgi divu
stradajosu uznémumu gadijuma izpétes rezultati.

Ar tehnologijas pienemsanas modela palidzibu, kas strada ar lietotaja
subjektivi uztveramo datoriz€to informacijas sistému lietderibu un
lietoSanas vienkarSibu (Davis 1986, 1989), lietotaja pirkSanas pieredzi
digitala marketinga internettirgli iesp&jams izskaidrot sekojosi: partikas
produktu un pirmas nepiecieSamibas preCu pasiitiSanas un piegades
pakalpojum lietotajs subjektivi uztver ka noderigu un viegli lietojamu.
Tacu iemeslus veiksmigai pirkSanas pieredzei pirmaja gadijuma un pilnigi
neveiksmigajai otraja gadijuma nevar izskaidrot, izmantojot So modeli. Te
neder ari metodologiskais pienémums, ka lietotaju sociali ekonomiska
statusa atSkiribas nosaka vinu nevienlidzibu digitala marketinga riku
izmantosana (Buhtz et al. 2014), jo gan veiksmiga, gan pilnigi
neveiksmiga pirkSanas pieredze pieder vienam un tam paSam lietotajam.

Digitalas plaisas teorija un tas Cetri piekluves IKT veidi — motivacijas
piekluve, materiala piekluve, piekluves prasmes un piekluves izmantoSana
(van Dijk 2006, 2017) — var izskaidrot gadijuma izp€tes rezultatus ar
nepilnibam ceturtaja piekluves veida, kas kluvusas par Skérsli veiksmigai
pieredzei digitala marketinga internettirgt internetveikala “Vietgjais top!”
gadijuma (skat. 15.tabulu). Konkréti $aja gadijuma var konstatet
nepilnibas piekluves izmantoSanas zina, t.i., faktiskas IKT izmantoSanas
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un piemé&roSanas efektivitateé pasttijuma veikSanai interneta. Digitala
parravuma konteksta péc geografiskas (regionalas) pazimes, ko skar $is
pétijums, zimigs ir fakts, ka veiksmiga pirkSanas pieredze konstatéta,
sadarbojoties ar galvaspils€tas digitalo pardevéju, bet neveiksmiga — ar
regionalo, kas var labi ilustré faktu, ka Latvijas galvaspilsétas regions,
atSkiriba no visas pargjas tas teritorijas, atrodas augstaka (un, galvenais,
kvalitativi atSkiriga — p&c attistibas virzitajspekiem, biznesa kulttras u.c. —
ekonomiskas attistibas stadija). Sis fakts ir padzilinati pétits Daugavpils
Universitates pétnieku darbos (Boronenko 2009; Stankevi¢s 2014;
Selivanova-Fjodorova 2020), tau parasti netieck nemts veérda gan
ekonomiskajos pétijumos, gan ekonomiskaja politika.

Visticamak, §1 petijuma rezultati ir skaidrojami resursu pieejas vai
resursa-aktivu-kapitala pieejas (Tikhonova 2006) konceptualaja
paradigma, kas balstita uz socialo jomu teoriju (Bourdieu 2005) un paredz,
ka individa / uzn@muma riciba esoSie resursi (t.sk. ari tehnologiskie, t.i.,
motivacijas un materiala piekluve internettirgum un pat prasmes
funkcionét taja) var tikt parversti par ta aktiviem, kas savukart var klat par
individa / uznémuma kapitalu. Tad&jadi tehnologiskie (tapat ka jebkuri
citi) resursi ne vienmer kliist par aktiviem, vél jo vairak par kapitalu (kas
ar1 notika otraja 15. tabula paraditaja gadijuma). Uz socialo kapitalu
balstitaja ekonomika (un tada ir Latvijas perifero regionu ekonomika —
pretstata galvaspilsétas regionam) licla loma ir socialajam attiecibam,
tikliem un normam, kas veicina sadarbibu starp individiem un grupam, un
sada ekonomika vairak izteikta sociala un administrativa kapitala
konvertacija ekonomiskaja kapitala (MenSikovs 2009). Digitala
marketinga internettirgus funkcionéSanas praktiskaja aspekta ekonomikas
apstaklos, kas atrodas taja attistibas stadija, kur dzingjspeks ir nevis
inovacijas, bet darba produktivitate (Selivanova-Fjodorova 2020), tas
nozimé, ka digitalajiem pardevEjiem nepietick ar timekla vietnes
esamibu — vel jaspgj ar §1s timek]a vietnes palidzibu pilniba izpildit pircgja
pastutijumu (pieméram, palidzét vinam tikt skaidriba, ja noformé&ts un
samaksats partikas piegades pasitijums gandriz ned€lu ‘“karajas”
gaidiSanas rezima). Savukart digitalajiem pircgjiem nepietiek ar piekluvi
pardev€ja timekla vietnei un prasmém ar to rikoties — vél javeido socialais
tikls (ja nav administrativa kapitala), sazinoties ar fiziskajiem piegades
kédes dalibniekiem un noskaidrojot, kad saimnieks atgriezisies no
atvalinajuma, lai pieverstos timekla vietn€ “iestrégusajam” pasiitijumam.
Sados apstaklos praktiski nedarbojas modeli un teorijas, kas izstradatas
inovativa attistibas stadija esosajai ekonomikai (Latvija tuvu Sai stadijai ir
tikai Riga (Selivanova-Fjodorova 2020)).
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ST pétijuma rezultati saskan ar citu p&tijumu rezultatiem, ka digitalais
marketings ir spécigs iedzivotaju un uzpémumu nevienlidzibu
samazinoSais faktors, ja to [digitalo marketingu] efektivi izmanto, lai
sasniegtu mérkauditoriju, piesaistitu klientus un novértétu rezultatus
(Zwilling 2014).

Secinajumi

P&c §1 petijuma rezultatiem var izdarit Sadus galvenos secinajumus par
digitala marketinga internettirgus attistibu Latvija iedzivotaju un
uznémumu digitalas nevienlidzibas konteksta:

1) digitala marketinga internettirgus attistiba Latvija notiek loti
strauji, un griidiens Sai attistibai bija Covid-19 pandémija, kuras
laika piespiedu karta palielinajas faktiska IKT izmantoSana
ikdiena, darba un apmaciba; tomeér attistibas potencials joprojam
ir loti liels, jo, 90% Latvijas iedzivotaju regulari (vismaz reizi
nedéla) izmantojot internetu, vairak neka 30% Latvijas
iedzivotaju nekad nav veikusi pirkumu vai pasttijumu interneta;

2) no 2013. gada Iidz 2022. gadam bija vérojama bitiska digitalas
nevienlidzibas samazinasanas Latvijas iedzivotaju piekluves
internettirgum un faktiskas ieklauSanas Saja tirgll zina (notiek
strauja pirkSanas aktivitates raditaju veértibu konvergence
(tuvinaSanas) gandriz péc visam analiz§jamam pazimém, Ipasi
vecuma, ekonomiskas aktivitates un izglitibas limena, ka ari
dzivesvietas regiona);

3) neskatoties uz ievérojamo digitalas nevienlidzibas samazina-
Sanos, ta joprojam pastav lielos apméros Latvijas iedzivotaju un
uznémumu vidi (joprojam ar lielu starpibu — par desmitiem
procentpunktu — uzn€mumu vidi lideri ir lielie uznémumi un
informacijas un komunikacijas pakalpojumu nozares uznémumi,
bet iedzivotaju vidi — ekonomiski aktivie 25-34 gadus veci
ridzinieki ar augstako izglitibu);

Tadgjadi digitalais marketings ir spécigs iedzivotaju un uznémumu
nevienlidzibu samazinoS$ais faktors, ja tas tiek izmantots efektivi, nevis
tikai nodrosinot vienlidzigu fizisku piekluvi IKT. Pret&ja gadijuma digitala
plaisa starp iedzivotajiem un uzpémumiem, kas veiksmigak (dazadu
iemeslu del) kapitalizé savus tehnologiskos un citus resursus digitala
marketinga internettirgii, un tiem, kam tas neizdodas, var kliit vél lielaka,
neka tas bija nedigitalaja tirgii. Sobrid digitala marketinga internettirgus
attistiba Latvija samazina digitalo nevienlidzibu iedzivotaju un uzn€mumu
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vidi p&c dazam sociali demografiskajam un geografiskajam pazimeém
attieciba uz “ieejas digitalo nevienlidzibu” (piekluvi internettirgum), bet
attieciba uz “izejas digitalo nevienlidzibu” (atdevi no §is piekluves)
digitala marketinga izlidzino$as iesp€jas Latvija (ipaSi tas regionos)
ierobezo uz socialo kapitalu balstitas ekonomikas funkciong€Sanas
specifika.

Galvenais §1 pétfjuma ierobezojums ir neizsmeloSs analiz&amo
statistisko raditaju kopums, kas sniedz priekSstatu par Latvijas digitala
marketinga internettirgus attistibas kop&jo fonu un dinamiku iedzivotaju
un uznémumu digitalas nevienlidzibas konteksta, bet neaptver daudzus
detalizétakus ar dazadu digitala marketinga riku izmantoSanu saistitos
aspektus. Runajot par Latvijas digitala marketinga internettirgus attistibas
talako petijumu virzieniem, par izejas punktu var€tu klit misu veikta
gadfjuma izpete (partikas un pirmas nepiecieSamibas precu piegades
Latvijas internettirgi divu stradajoSu uzn@mumu salidzinajums), no kuras
atsperoties var detaliz€tak un kompleksak pétit digitala marketinga
internettirgus tehnologiskos, organizatoriskos, ekonomiskos, socialos
aspektus un tos ierobezojumus, kas liedz digitalajam marketingam
efektivak samazinat digitalo (un lidz ar to — sociali ekonomisko)
nevienlidzibu Latvija.
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Advertising both serves as a mirror of existing values in the society and makes an
impact on them. By using stereotypes adverts can perpetuate them. This research explores
the use of gender stereotypes in Latvian advertising from 2010 to 2023, with a particular
focus on content in the men's magazine K/ubs and the women's magazine leva. Through
a qualitative and multimodal discourse analysis, the study examines how advertising
reflects and perpetuates societal values through the use of gender stereotypes. To provide
a broader view of the discussed issues the authors also consider adverts in other media
and give a wider context of the gender stereotype discussion in Latvia. A brief insight
into advertising in Latvia in 1920s and 1930s shows the existence of gender stereotypes,
some of which are still present today. Modern stereotypes about women and men as
depicted in adverts are analysed, along with non-stereotypical adverts that are becoming
more numerous. The research finds that while a shift toward fewer gender stereotypes is
visible in Latvian advertising, this change is not significant or widespread. In contrast,
regions (for example, R€zekne and Ogre still) exhibit more traditional and objectifying
portrayals of gender roles. Results suggest that the translation of advertisements plays a
crucial role in either reinforcing or breaking stereotypes, with recent examples showing
both tendencies. Despite a gradual shift towards non-stereotypical portrayals, gender
stereotypes in advertising remain deeply rooted in Latvian society, particularly in certain
regions. The novelty of this research lies in its comparison of gender stereotypes across
different time periods and media, particularly highlighting the evolving portrayal of
women and men in advertising. Furthemore, the study pays specific attention to translated
advertisements, revealing both the persistence of stereotypes and cases where they are
being gradually challenged.
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Uz dzimumu orientéta reklama un tas tulkoSanas ipatnibas Latvija

Reklama ir gan sabiedriba pastavoso veértibu spogulis, gan arT ietekm& tas.
Izmantojot stereotipus, reklamas var tos nostiprinat. Saja pétijuma analizéta dzimumu
stereotipu izmanto$ana Latvijas reklama no 2010. gada Iidz 2023. gadam, TpaSu uzmanibu
pieversot viriesu zurnala “Klubs” un sieviesu zurnala “Ieva” saturam. Veicot kvalitativu
un multimodalu diskursa analizi, pétfjuma tiek noskaidrots, ka reklama atspogulo un
saglaba sabiedribas vertibas, izmantojot dzimumu stereotipus. Lai sniegtu plasaku
skatfjumu uz apspriestajiem jautajumiem, autores apliko arT reklamas citos medijos un
sniedz plasaku kontekstu dzimumu stereotipu diskusijai Latvija. Iss ieskats reklama
Latvija 1920. gados un 1930. gados liecina par dzimumu stereotipu pastavésanu, dazi no
kuriem saglabajusies ari miisdienas. Tiek analizéti reklamas att€lotic miisdienu stereotipi
par sievietém un virieSiem, ka arT nestereotipiskas reklamas, kuru skaits kltst arvien
lielaks. P&tfjuma konstatgts, ka, lai gan Latvijas reklama ir vérojama pareja uz dzimumu
stereotipu samazinasanos, §Is izmainas nav bitiskas vai plasi izplatitas. Turpretim
regionos (pieméram, R&zekné un Ogré€) joprojam ir tradicionalaks un objektivizétaks
dzimumu lomu att€lojums. P&étfjuma rezultati liecina, ka reklamu tulkoSanai ir izSkirosa
nozime stereotipu nostiprinasana vai lausana, un nesenie pieméri parada abas tendences.
Neskatoties uz pakapenisku pareju uz nestereotipiskiem att€lojumiem, dzimumu
stereotipi reklama joprojam ir dzili iesaknojusies Latvijas sabiedriba, 1pasi atseviskos
regionos. ST pétTjuma novitate ir dzimumu stereotipu salidzina$ana dazados laika periodos
un dazados medijos, Tpasi izcelot mainijusos sievieSu un virieSu att€lojumu reklama.
Turklat p&tijuma 1pasa uzmaniba pieversta tulkotajam reklamam, atklajot gan stereotipu
saglabasanos, gan gadijumus, kad tie pakapeniski tiek atspekoti.

Atslegvardi: reklama, dzimumu stereotipi, tulkoSana, dzimumu reprezentacija,
reklamas vesture, Latvijas mediji.

Introduction

Advertising sells not only products, but also values, it is both
influenced by the values of the society, serves as a projection of them (Liu
2022), and makes an impact on them (Zitmane 2021). The great potential
of advertising in influencing the society is underscored by advertising
psychologist Lebedev-Lubimov: “Advertising as a social mass
phenomenon contains enormous cultural potential, which in certain
circumstances can have a positive impact on both the individual and
society as a whole. It plays an important role not only in the development
of the so-called mass culture, but also in the development of traditional,
classical culture” (Lebedev-Lubimov 2002, p. 14). Relations between
adverts and cultural concepts are viewed in opposite ways by those who
adhere to the ‘mirror’ argument stating that advertising only reflects
existing values (e.g., Eisend 2010) and those who believe in “mold”
argument and posit that advertising exercises cultural impact on values
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(e.g., Pollay 1987). The authors of the present article, similarly to Liu
(2022), consider both arguments valid. However, besides exercising a
positive impact indicated by Lebedev-Lubimov advertising can have a
negative one as well: if adverts contain stereotypes, they can influence the
society and be perpetuated. This assumption corresponds to the findings
that stereotypes are self-perpetuating in the minds of the people growing
stronger with use (Barncard 2022).

Vinacke speaks about stereotypes as views about a social category
(Vinacke 1957), and Ashmore and Del Boca add that they are especially
such views that separate genders (Ashmore, Del Boca 1981). A similar
view is expressed by Zitmane who states that “stereotypes are specific
qualities, characteristics or roles that are assigned to a woman or a man,
based on his or her belonging to the social group of women or men”
(Zitmane 2021). A summary of these views can be found in the definition
of gender stereotypes by the Council of Europe that holds that “gender
stereotypes are preconceived social and cultural patterns or ideas whereby
women and men are assigned characteristics and roles determined and
limited by their sex” (Council of Europe Gender Equality Strategy 2018-
2023, Strategic objective 1) (Council of Europe 2018). From a practical
side, Zitmane describes stereotype as a short story, a concentrated message
used due to the short time given to attract attention. Stereotype is a
mechanism of compression of information and a short-cut to a larger
information (Zitmane 2021). A similar view about the ability of
stereotypes to deliver a message in a very short time due to their clarity
and conciseness (Pollay 1986) is expressed by Patterson, O’Malley and
Story (2009) who refer to stereotypes as simplistic and reductive. Adhering
to stereotypes can result in sexism defined by the Council of Europe as
“any act, gesture, visual representation, spoken or written words, practice
or behaviour based upon the idea that a person or a group of persons is
inferior because of their sex, which occurs in the public or private sphere,
whether online or offline” (Committee of Ministers, Council of Europe
2019). Among purposes of such negative acts the Council of Europe
includes maintaining and reinforcing gender stereotypes.

A survey of 3,352 residents aged 18 to 65 conducted in 2022 in the
Baltic countries by the research agency Forta Research, Norstat and
Novatore found that stereotypes about men’s and women’s roles are quite
strong in the Baltics: 20% believe men are better suited for leadership
roles, especially in big companies, 40% of Latvian respondents consider
that women's primary role is home and family, and 38% believe men
should be paid more (Novatore 2023). However, psychologist Zakrizevska
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argues that a business woman is among new stereotypes that are created in
Latvia (Zakrizevska 2011).

The present article aims at establishing what stereotype about
woman’s role in society is developed by Latvian men’s magazine Klubs
(2010-2023), what stereotypes about men are developed by women’s
magazine leva (2010-2023) and identifying who and what kind of
advertisements translates in the Latvian market and thus deals with
stereotypical content of advertising. To provide a broader view of the
analysed issues the adverts in other mass media and outdoor posters are
analysed as well. The topicality of the research is underscored by the recent
developments in the society of Latvia when after a revealing broadcast of
the Latvian Television (LTV) show Kultirsoks (LTV 18.03.2024) the
discussion about topics of sexual harassment similar to the ones dealt with
by the #MeToo movement across the world (metoomvmt.org) started in
the Latvian mass media (Sprudzane, Rozukalne 2024) thus bringing to the
fore the issue of objectification of women. Qualitative analysis of
advertisements and multimodal discourse analysis are used as methods for
the research. In order to set the background for the current research, the
evolution of stereotypes as depicted in advertisements in Latvia is
considered.

Stereotypes in the interwar period Latvia

Stereotypes have a long history. A stereotype of a woman in the
interwar period Latvia (1918-1939) was that of a beautiful housewife and
a care-giving mother who also remembered to take care of her beauty.
Although according to Balandina advertising of the 1930s also presented
a modern woman who spent her time idly (Balandina 2010).

Men were depicted as elegant, smoking cigarettes, also shown as
sportsmen engaged in outdoor activities, and, occasionally, as a bachelor
looking for a wife who, for instance, would make an advertised coffee for
breakfast: “Man japrecas bet tikai tadu sievu, kura ritos vara reform-
kafeju VEGA (bez kofeina)”’!' [I have to marry, but only such a wife who
makes the reform-coffee VEGA (without caffeine) in the mornings].

There are also non-stereotypical ads such as an advert for asenization
services addressed to houseowners. The ad pictures both a woman and a
man as addressed houseowners, as a woman was taking care of the order
in the house (Figure 1).

' Atpita, 1924. No. 4, 28.11.: 22.
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However, ads featuring men and women in stereotypical roles were
more numerous reflecting the values of the society and thus providing the
basis for the ‘mirror’ argument. Yet the ‘mold’ argument can also be
applied, as Balandina states, “advertising during this period in time began
to dictate the social order, representing the ideal social role and ideological
values of the 1920s and 1930s” (Balandina 2010, p. 154). Some
stereotypes of the time continue to exist today. Moreover, there is a
discussion of the emergence of retro-sexism as a global problem (Bordo
1995; Williamson 2003).

Figure 1
An advert for asenization services addressed to houseowners

Asenzacijas darbus izpilda ar speciali #m nolikam ierikotu
aulomobili, Darbus piepem

P. GROBIN,

Dzirnavu ield Nr. 67, dz. 8.
Alri? Lén!

Source: Atpiita, 1924. No. 5, 05.12.: 2.

Modern stereotypes

According to Williamson sexism in advertising can broadly be divided
into social and sexual, however, these categories overlap (Williamson
2003). Both social and sexual in the form of glorification of masculinity
by depicting a man as a macho and reducing a woman’s role to serving as
a beautiful decoration are found in contemporary Latvian adverts. An
advert for the grocery store 7Top (Figure 2) drew attention of and earned
criticism in the broadcast Aizliegtais panémiens (Forbidden Method)
(LTV1 24.02.2020) for depiction of a man as a macho and a woman as
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beautiful, but not clever. In the advert, a man did donuts with his car while
a woman, a shop-assistant of the grocery store 7op, asked her colleague
what the man was doing. The colleague answered using a zeugma: the
man, as she said, was either looking for trouble or a wife (LTV1
10.06.2020). Notably, the advert received 2020 ADwards MM XX golden
award in the category TV and Radio (Priedite 2020) thus, in a way,
reflecting the attitudes of the society towards genders. The same role
division was used in another advertisement for the same grocery store 7op
even in a more pronounced way. In the advert, a muscular man drove to
the store in his tractor, parked it and while going to the shop pointed two
V-sign fingers first at his own eyes, then at the girls sitting nearby. The
girl looked at him with admiration.

Figure 2
An advert for the grocery store Top

Vietéjais top! 10.11.2016.-23.11.2016.

> » ) 070/025

Vietéjais top! 10.11.2016.-23.11.2016.

> » ) 005/025

Source: https://www.youtube.com/watch?v=6S6wUKCul7A.
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It seems that Latvian advertisers were still guided by the idea that
‘ideal masculinity’ sells. However, the research by Otnes and Zayer in the
USA shows that men react typically negatively to depicting them as
‘macho men’ in advertising (Otnes, Zayer 2012).

Figure 3
The advertisement for a lawnmower

OUALITY FOR LIFE &m
5 e =2 IS 0 S N3 § B 14 4]

VERTIBAS PAR KO CITI TIKAI SAPNO!

Source: Klubs, 2013, No. 4: 107.

In the analysed men’s magazine K/ubs, there are advertisements that
show a woman as a commodity and are instances of the sexual form of
sexism. For example, in the advertisement for a lawnmower, stereotype is
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created by the picture and the text: a woman plays a decorative role in the
picture that is accompanied by the text “Values that others only dream of!”
(Figure 3). This corresponds to the findings by Uray and Burnaz about
women playing a decorative role in advertisements (Uray, Burnaz 2003).
Objectification — seeing a woman as an object occurs (Aizliegtais
panémiens 2020).

Such attitude if frequently expressed by ads may become a norm in

the process of normalization of values and attitudes in society (Zitmane
2021).

Discussions in the society

The society shows difference of opinion about stereotypical ads as
reflected in various discussions or the absence of them that provide some
insights for the current research.

In 2015, the associate professor of the University of Latvia Zitmane
filed a complaint about the telephone company Tele2 new tariff plan advert
“Trisreiz vairak labu lietu” [ Three times more of good things] where good
things were symbolized by three women craving attention of one man
(Figure 4), but the Ethics Council of the Latvian Advertising Association
did not consider that the advert violated ethical norms. The advertisers
explained that the advertising message was about the new tariffs that
included tripled amount of data. In order to convey the message the
multiplication of characters was used. The main characters wife was
multiplied to reflect the human desire for the increased presence of the
loved ones, and it was intended in a figurative sense (Latvijas Reklamas
asociacijas Etikas padome 2015), however the advert did not convey the
message convincingly. The case was brought to the audience’s attention in
the Latvian TV broadcast Aizliegtais panemiens (LTV1 24.02.2020).

Thus, there was no significant change in the public opinion since
2012, as another advertisement, by the internet and television service
provider ‘Baltcom’, that made use of a similar multimodal reference and
objectified women in the picture by posing a question “Vai ar vienu tieSam
pietiek?” [Is one really enough?] (Figure 5) while offering the internet and
TV bundle, did not initiate public discussions in 2012-2013.
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Figure 4
The telephone company Tele2 new tariff plan advert

Trisreiz vairak
labu lietu

The advert for a tire shop (Figure 6) caused discussions in the mass
media in 2016: head of the MARTA Resource Centre for Women saw a
discrimination against women there and filed a complaint with the
Consumer Right Protection Centre, which did not find a serious breach of
ethics in the advert. No elements of sexism were found in the ad by the
chair person of the Latvian Advertising Association. And the manager of
the tire shop argued that this advert was targeted to both men and women,
who liked it as well, as women and cars were a sexy combination (Dzgrve
2016). The advert is retro-sexist as it ties in with “the traditional trope of
sexy-woman-and-a car” (Williamson 2003) employed globally by the car-
makers of the 1960 / 1970, however the arguments reveal how deeply
embedded this stereotype is in the Latvian society. In 1960 / 1970, Latvia
was part of the Soviet Union where cars were a rare commodity, thus some
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adverts that were made were targeted for the export markets. Latvia was
producing mopeds, and the advert made for the foreign, Eastern Block,
market for moped Riga-12 produced in the late 1970s / beginning of 1980s
featured this cliché combination (Figure 7). The psychologists’
explanation of the longevity of the stereotype’s use in the car adverts is sex
appeal that is effective in making impact on men’s purchasing decisions
(Lapina 2024). Thus, not only women are objectified in such adverts, but
men are manipulated by them as well.

Figure 5
Use of a similar multimodal reference and objectified women
while offering the internet and TV bundle

Vai ar vienu

tie$am pietiek?

Izvelies - nem vienu pakalpojumu vai divus pakalpojumus komplekta!

" Internets / Internets +TV

lidz 100 Mbit/s . Fidz 100 Mbit/s + lidz 87

Source: Advert for the internet and TV bundle by the company “Baltcom” in 2012-2013.
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Figure 6
The advert for a tire shop

© Cosuaus-beer, lght konaiic . x | @ x| @ x'c x v s e x|+ o - o x

<« C @ twitter.com/seksisms/status/789482779692011521/photo/1 T »T@:

69 Seksisms
@seksisms

Riopu Garsta Par #seksismu reklama jazino
P e oo @PTACgovLV un kompanijai,
100 EUR no www riepugaraza.iv kas savu preci reklame. Pardot
Panem savus 100 EUR zemas repuval auo 0sks prec var art bez seksisma.
legadel no hitp /i riepugaraza. v 1

12pil divas vienk=arSas darbibas marta.lv/docs/1283/2016...

1. Dales ar S0 2iu, dales - (Share)

2. Uzllec emociju Sai zinai, pleméram, paffk - (Like)  6:05 PM - Oct 21, 2016 - Twitter Web Client
Laimigo 100 EUR davanu kartes leguveju
pazinosim 31.10.2016.

Q u Q &

e ke Comment A Share -

©0%0 1%

- o PE—— soso
["100% ) T0°F Raincoming A @ 9 w00 B ‘

Source: https://twitter.com/seksisms/status/789482779692011521/photo/1

Figure 7

Moped Riga

Source: Gludins 1983.
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Using of female sexuality in advertisements by automotive industry
to capture the attention of a male audience continues in the contemporary
Baltic market. An example is adverts for the car audio equipment sellers
Alphard Group Baltics (Figure 8). The company uses a less provocative
picture of a female model on its home page (Figure 9), perhaps to deflect
accusations of sexism in the virtual landscape. However, its website
banner still plays with the dreams of the male audience triggered by the
picture, the technique in advertising that is increasingly used for luxury
products today (Amatulli et al. 2018).

Figure 8
Adverts for the car audio equipment sellers Alphard Group Baltics

WWW.ALPHARD.LV

Source: Alphard Group Baltics advert 2024.
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Figure 9
A female model on the home page of Alphard Group Baltics

ALPHARD GROUP BALTICS [

Pastiprinataji  Skalruni  Sabviferi  Pikstuli  Piederumi

Source: https://www.alphard.lv/.

However, there are adverts that were condemned for sexism after the
complaints by the society and withdrawn. Among them is an ad for the
energy drink XL with a title “Lideris Rigas naktsdzive” [A leader of Riga
night life] from 2015 that featured on the city buses a woman dressed in a
corset kneeling in an erotic pose. The advert was considered by the
Ombudsman office (Pakarkle 2021) and the Latvian Advertising
Association (Aizliegtais panémiens 2020). The Ombudsman office found
a non-compliance with the Article 5 (a) of the UN Convention on the
Elimination of All Forms of Discrimination against Women and the
section 3, paragraph (2) of the Advertising Law that states that “Only such
announcements or visual representations as do not breach generally
accepted ethical, humanitarian, morality, decency and propriety norms,
shall be permitted to be included in advertising” (Saeima 2000; Pakarkle
2021). The advert was taken out.

The advertisement for C&su Light Lime beer “Jaunais Céesu Light un
Light Lime. Ir varianti! ” [The new Césu Light and Light Lime. You got
a choice!] and the advertisement for Césu Light beer featured sexist caps
of the bottles. The featured caps had two types of images: of woman’s
belly and of woman’s buttocks on them. In 2017, the MARTA Resource
Centre for Women filed a complaint with the Ethics Council of the Latvian
Advertising Association (Latvijas Reklamas asociacijas Etikas padome
2017), and after a while, the brewery Césu alus changed the sexist caps.

Another case caused a wide resonance in the society in summer 2019:
the MARTA Centre and its Forum Celies found a promotion of violence
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and sexist behaviour in the Ghetto Games (sports events as street
basketball, street gymnastics a.o. for young people) adverts with English
slogans containing rude language “Some bitches are always ready for
opportunities” and “A real woman never let her man go to Ghetto Games
hungry or horny”. The slogans were translated into Latvian with
omissions, they did not have the rude references: “DaZas ir vienmér
gatavas jaunam iespéjam’’ [ Some are always ready for new opportunities]
and “Istas sievietes nekad nepalaidis savus virieSus izsalkusus uz Ghetto
Games” [Real women will never let their men go hungry to Ghetto
Games]. The posters also contained rather violent scenes (Jauns.lv/LETA
2019). The Ombudsman of Latvia considered the case and found that the
adverts did not comply with the section 3, paragraph (2) of the Advertising
Law (Saeima 2000). They were also considered not in line with the section
50, paragraph lof the Law on the Protection of the Children’s Rights as
well as the UN Convention on the Elimination of All Forms of
Discrimination against Women (Pakarkle 2021). The organizers of Ghetto
Games withdrew the offensive adverts. Thus, the discussions in the society
may have a positive impact on advertising trends.

Non-streotypical adverts

The analysed advertisements show the change of the attitude towards
women. A non-stereotypical ad of the LMT home internet with a leading
female scientist physicist Dunce was aired in 2020.> Such non-
stereotypical ads help to reconsider the stereotypical view on labour
division. Construction of the images of successful women in non-
stereotypical roles in adverts is based on a ‘femvertising/ appeal, a global
trend demonstrated by brands marketing empowerment to women
(Kapoor, Munjal 2019; Tsichla 2020).

The company Dove continues to showcase a more inclusive look upon
beauty (see Locmele 2021 about Dove’s campaign in 2020). Its 2022 Body
Wash advert (TV3, 23.06.2022, 20:57) shows women of different ages and
colour, also ones with a scarred skin, underscoring that every skin is
beautiful and gracefully reflects the woman’s life experience. A positive
influence of the Dove advertisements is also noted by psychologist
Zakrizevska: “Dove adverts break stereotypes entrenched in society by
showing that women need not necessarily have a perfect body, but men —
be superheroes” (Zakrizevska 2011, p. 78).

2 https://www.youtube.com/watch?v=8gF4fL._2CHE
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The fashion company’s Lindex underwear advertising campaign
“Your invisible support” (TV3, 16.05.2022, 21:46) features women of
different ages, sizes and race. It shows respect to women at different stages
and moments of their life.

A fight against stereotypes and an example of another modern brand
responsibility (Champlin et al. 2019) trend, ‘dadvertising’ (Tsichla 2020),
is demonstrated by diaper producer Pampers. An advertising text in the
Latvian portal Delfi reads: “Now it will be much easier for the dads to
change diapers for their children, as it is very easy, besides, they know that
they will not interfere with a child’s play. ... Diapers will suit any dad’s
skills. ... No way to make a mistake. And nothing will disturb the
important moments that parents spend with their child” (Delfi Life 2016).
Such advertisements correspond to the view expressed by Otnes that men
in adverts need to be shown in the roles of a husband, a dad and a
handyman, as these are responsibilities they have in real life (Otnes, Zayer
2012).

Thus, advertising plays an important part not only in the reproduction,
but also in the change of stereotypes. Gender role stereotypes can be
changed by a non-stereotypical gender role advertising (Chu et al. 2016).
It refers to car manufacturers as well. They try to introduce a different take
on women in their adverts, as the analysed material shows. Kia uses female
athlete, 2022 Latvian Tennis Champion Semenistaja’s endorsement “Lai
giitu panakumus, jabit kustiba” [To be successful, you have to be on the
move] as the headline for Kia advert adaptation for the Latvian market
(Santa, 2023, No. 7: 5) which echoes Kia's slogan: "Movement that
inspires”. Thus, femvertising evolves diffusing criticism that it fails to
highlight women’s athletic or career success (Tsichla 2020).

The fact that male models endorse traditionally female-oriented
products also indicates to gradual social changes in gender role
stereotypes. A woman and a man promote the washing detergent Persil
Expert Duo-Caps in the analysed women’s magazine /leva (Ieva 2012, No.
36: 41). Beko home appliances are advertised by and for men and the
whole family both on the Internet and TV?. Washing powder Vanish* and
Colour Catcher sheets® are endorsed by male experts.

The change of gender roles is mainly observed in the translated
advertisements, however, some local advertisements also show this trend:

3 https://beko.lv/lv/company/who-we-are; TV3, 03.08.2021, 12:35

4TV3, 23.07.2021, 8:52; TV3, 28.03.2021, 21:07; TV3, 15.05.2021, 21:18; TV3,
18.02.2021, 21:27

3TV3,23.07.2021, 9:16
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the advertisements produced in Latvia for the supermarket Rimi advertise
Cleaning Day products by both a man and a woman cleaning a house
(Figure 10). Dadvertisements by local producers (e.g., pharmaceutical
company Grindex) featuring men in a father’s role appear in the magazine
for women leva as well (Ieva 2019, No. 46: 33)

Men appear in non-stereotypical ads in a humorous way as in the
advert for Somat 4inl dishwasher detergent (Figure 11). In more
stereotypical ads, men are shown as less competent in home chores, with
a woman providing advice like in a Beko dishwasher commercial where a
woman shows that a dishwasher uses water more economically compared
to hand washing dishes that is done by a man (Figure 12). These social
images (Williamson 2003) of the male gender are still slightly
unconvincing, and the Beko advert depicts some tension of change by the
woman taking an expert role and the man looking mildly offended.

Figure 10
The supermarket Rimi advertises Cleaning Day products

Visu tiram un sakoptam majoklim meklé Rimi Tiribas Dienas!

Source: https://www.youtube.com/watch?v=tPA1cm9ES7Q
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Figure 11
the advert for Somat 4in1 dishwasher detergent

O somat excellence kepsulu rekiar X | G Brand Mascots: And Other Marke X e Somat Excellence 4inT augstale X © - o0 X

« C @ somativ/iv/sakums/j u ionalas-trauk inu-tabletes/somat-excelle 1-kapsulas html ® x *# @

SAKUMS SANEMT PADOMU PRODUKTI VISS PAR SOMAT KONTAKTI #ENJOYTOGETHER TRAUKU IEGI\DA]IETIES
MAZGASANAAR  MUSU PRODUKTUS
ROKAM

Somat Jauna Revolicija

Jaunis paaudzes Somat 4in1 kapsulas nodrosina izcilu tiribu un
mirdzumu

Somat Excellence 4in1 ir augstakas klases daudzfunkcionalas trauku
mazgaanas kapsulas, kas sastav no spéciga pulvera un 3 unikaliem
géllem, kurus leklau) Gdent SKistoss apvalks. 4 darbibas viena kapsula:

1. Dzlla tirigana pret piekaltusiem netirumiem
2. Izcils mirdzums.

3. Smalku trauku aizsardziba

4. Rapes par trauku mazgajamo masinu

M 2 08 n ©C @B EC & I - ToF sy A G0 w O B

Source: https://www.somat.lv/lv/sakums/produkti/multifunkcionalas-trauku-
mazgajamo-masinu-tabletes/somat-excellence-4in1-kapsulas.html

Figure 12
Beko dishwasher advertisement

Peérkot trauku mazgajamo masinu Beko, sanem 160 Finish kapsulas davana.

beko
— -
- . /
= |
-

i

&2 UDENS PATERINS!
=\ ra) ’ Vai zini, ka mazgajot ar rokam, tu patérée 90 litrus,
® = el ; X
P . L bet ar/tfauku mazgajamo masinu tikai 9 litrus Gdens?
1 P E /

—Saskaia s iuieise

> » ) —@001/0:30

Source: https://www.youtube.com/watch?v=2pU5cjxbrns
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The analysed men’s magazine K/ubs also shows a change in the
attitude towards women in advertisements. A woman is shown as a
businesswoman, for example, a manager of a growing company in the
advertisement under the headline “Piendcis laiks paplasinat jisu
uznémuma darbibu?” [Is it time to increase your business?].® Several
months earlier magazine K/ubs published a similar advertisement with a
picture of a man.” The fact that the two adverts have appeared in the same
men’s magazine shows increasing social status of a woman, men and
women are more equal in these adverts. The image of a business woman
is gaining ground. Intertextuality with the above adverts demonstrates the
advert under the headline “Drizumd biznesam atkal klis par sauru” [It
will soon be too little space for your business again] in 2020 (Klubs 2020,
No.7: 5) with a picture of a woman in a bright colour business suit in an
uncomfortable pose due to too little space in the room. Thus, in line with
the view by Zakrizevska, the stereotype of a business woman was forming
(Zakrizevska 2011).

An effort to overcome more rigid stereotypes is also made by Baltic
Pride 2021 advertisements: “Vienam Marténi, otram Labuténi, un miers
virs zemes” [Dr. Martens for one, Louboutin’s for another, and peace on
earth] is a reference to very different boots and shoes and their different
wearers as well as a biblical allusion. The language that is used is also very
important, as here the two trade marks are made to rhyme. The Latvian
version, Marténi, is less known, as usually these boots are called docs, and
also Martini or Doki Martini among their wearers. The slogan of the Pride
“Nac, ka esi!” is a translation of the English “Come as You Are!”
(https://balticpride.org) that is an allusion to Nirvana’s song with the same
title encouraging people to be themselves (Huber 2021). As Western
society becomes more inclusive on gender identity (Liu 2022) Latvia
demonstrates the same trend, however not always consistently. And even
if the change is present in the society it has not fully found its way into the
mainstream advertising yet. Positive shifts are mainly observed in
reducing what Williamson calls social sexism in advertising (in work and
home environment) (Williamson 2003).

Depiction of men in adverts

Idealization and erotization of men’s bodies exist as well, but the
intensity is different and the control and perception of oneself as an

¢ Klubs 2018, No.11: 21
7 Klubs 2018, No.6: 39
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individuality in men’s portrayal is more present than in the sexualised
images of women (Zitmane 2021). However, according to MARTA Centre
public relations specialist Tentere, men are represented 4 times less than
women in sexist adverts (Tentere 2021).

Figure 13
An advert for the magazine leva

bez viriesa tu
f\ml‘l iztikt, bet

Source: Ieva 2015, Nr. 10: 64.

The analysed women’s magazine /eva includes very few examples of
objectification of men in the adverts. One of them is an advert for the
magazine /eva saying that you can probably manage without a man on
Wednesdays, but not without the advertised magazine (Figure 13). The
advert pictures a naked male body and can serve as an illustration of
reverse sexism and can feed the argument of sex wars in advertising
posited by Williamson (Williamson 2003).

Adverts in men’s magazine K/ubs show men as very masculine more
frequently, relating masculinity to dangerous activities that produce
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adrenaline, thus the advert for the telephone company LMT (Figure 14) is
made to break stereotypes of male clerks as men in business suits rather
picturing a clerk as pursuing his dream, being passionate. The ad
encourages to trust your business to passionate people like Gvido, a
business client manager at the LMT.

Figure 14
The advert for the telephone company LMT

yido, LMT biznesa
ientu vaditajs

Uztici savu biznesu
aizrautigiem cilvekiem!

Personigi risinajumi biznesam:
bizness.Imt.lv

Iml. % Tavam

biznesam

Source: Klubs 2021, No.8: 21.

However, there are adverts in the men’s magazine K/ubs depicting
men engaged in activities traditionally considered as female, for example,
knitting (Klubs 2019, No.11: 9).
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The depiction of men is changing due to the changes in gender
stereotypes: they are decreasing in Western society (Liu 2022), Latvia is
starting to show a similar trend.

Stereotypes in the regions of Latvia

The change of stereotypes is rather slow in the regions where one can
find examples of cultivation of stereotypes. For example, billboards from
Ré&zekne in the Eastern part of Latvia, one for a beauty parlor (Figure 15),
the other two for a lingerie store at the entrance of a shopping mall with a
note on the door “Laipni lidzam!” [Welcome] (Figure 16) demonstrate
still existing objectification of women. A rather low standard of the first
billboard is also demonstrated by a grammar error in its text, “Individuala
pieeja pie katra klienta”, translated literally [Individual approach at every
client] (Figure 15).

Figure 15
Billboard for a beauty parlor from Reézekne in the Eastern part of
Latvia

4 28135808 ) Alin

Source: Rézekne 2021.
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Figure 16
Billboard for a lingerie store from Rézekne in the Eastern part of
Latvia

efcousma, hgrr/m’x w,

Janny mode

Source: Rézekne 2021.

Another example of the objectification of women found in the regions
is a billboard advertising a timber shop in Ogre (Figure 17).
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Figure 17
Billboard advertising a timber shop in Ogre

Rigasiela 98
$.28382264
www.rinogrupa.lv

Source: Ogre 2022.

The more stereotypical picturing of women in the regions was noted
also in the discussion about gender stereotypes and sexism in
advertisements organised by the Ombudsman office in the summer of 2021
(Facebook 2021). The situation slowly improves, for example, the
billboard for the timber shop (Figure 15) was removed in 2023.

On the existence of good stereotypes

The question arises if there are good stereotypes. The UK ban on
Harmful Gender Stereotypes allows ads that satirize gender stereotypes,
ads with innocent depictions, for example, of men repairing home or
women engaged in shopping if there are no value judgements (Perrigo
2019). The chairperson of the Latvian Advertising Association Liepina
refers to the UK experience in the attitude that some stereotypes do not
bring harm: if the men are traditionally depicted as the ones doing some
specific crafts, not forbidding the women to do the same, and women
sewing, decorating home, gardening (Facebook 2021). On the contrary,
the MARTA Centre considers that there are no good stereotypes, they do
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harm and can provoke violence (Tentere 2021). One may say that
stereotypes in advertising are unavoidable, but should be used with
caution. As Burkeman reports, stereotypes are “bad even when — perhaps
especially when — they're "good"” (Burkeman 2012). Research by Kay et
al. (2013) demonstrates that “positive stereotypes — though often treated as
harmless, flattering and innocuous — may represent an especially insidious
means of promoting antiquated beliefs about social groups” (Kay et al.
2013).

Media literacy and stereotypes

In general, there are issues with media literacy in Latvia — the ability
of people to recognize stereotypical content and its potential negative
impact. In October 2020, the Ministry of Culture carried out a media
literacy research. It contained a question how often a person has
recognized stereotypes in the advertisements: age, nationality, and also
gender stereotypes. From 1001 respondents in the age group from 15 to 74
only 17% answered that they had never noticed any gender related
stereotypes, and 15% answered that they notice gender stereotypes very
often in media content (not only in advertisements). There was no
difference between male and female respondents in the answers about
noticing the content (Latvijas Fakti 2020). This reveals the facts about how
much society notices it, not the fact how much stereotypes are present in
the media. There is a vicious circle — the presence of stereotypical ads
strengthens such stereotypes, and the tolerance of the society towards
stereotypical ads fosters their production. The relative majority of the
society, according to Feldmane (2021), tolerates such advertisements.

There is a question of how much such advertisements are really
present. The Consumer Rights Protection Centre considers that there is no
avalanche of such advertisements (Facebook 2021), but the MARTA
Centre — that there are many of them (Tentere 2021). In our material we
found that 7% out of 462 analysed adverts in the women’s magazine leva
use stereotypes and 6% out of 379 analysed adverts use stereotypes in the
men’s magazine Klubs.

Translated adverts

In the majority of the analysed cases when the source advert contained
a stereotype it was retained in translation.
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Figure 18
The advert for the Riga Black Balsam Cherry in the women’s
magazine leva

ALKOHOLA LIETOSANAI IR NEGATIVA IETEKME, TA PARDOSANA,
EGADASANAS UN NODOSANA NEPILNGADIGAM PERSONAM IR AZLIEGTA

Source: Ieva 2018, No. 14: 15.

To gain the insight into how translations are made we carried out
several surveys of translators working with marketing texts in 2020-2022.
The surveys revealed that there are instances when the client requires the
usage of gender-neutral language. In one case, the requirement to address
both genders in translation was explained: advertisements for dolls, cars,
robots should be translated as produced for children, not for girls or boys,
avoiding the view that girls play only with dolls or boys — with cars or
robots. And the addressees for Barbie doll adverts need to be addressed
either as children or all admirers of Barbie as the dolls are collected by
adults as well. As Latvian has two grammatical genders, masculine and
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feminine, such instructions by the client are welcome though provided
rarely. Lack of instructions, as revealed the surveys, can be a source of
confusion for a translator: should a cosmetic product be addressed to
women only or to men as well, because men also use such products, as, for
example, a tonal cream. Translators also noted gradual improvement in
advertising as regards gender stereotypes answering that “Earlier there
were advertisements with slogans addressed to one gender only, but today
there are fewer of such” and “It seems that situation is better today, a
specific gender is not highlighted in marketing texts”.

In the actual translations of the advertisements with stereotypes in the
analysed magazines the strategies as equivalence, modulation, word-for-
word translation, adaptation, transcreation and non-translation were used.

For example, in the advert for the Riga Black Balsam Cherry in the
women’s magazine leva a play on words “Ar odzinu” is used (Figure 18).
It means, literally, “with a berry”, and is used as an idiomatic expression
in Latvian that embodies taking something that exists and making it
greater. Equivalence is used in the English translation of the advertisement
because it makes use of the idiom With a cherry on top (Figure 19) with a
similar meaning thus retaining the play on words as the balsam has cherry
flavour. The language helps to create the stereotype as the woman can be
identified with the promissed cherry on top.

Figure 19
The English translation of the previous advertisement

Source: https://www.youtube.com/watch?v=-eLiGqYQUhc
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In another example, the advertisement for Innex washing machine, a
promise is given in Latvian: revoliicija velas mazgasanda [a revolution in

laundry] (Figure 20).

The advertisement for Innex washing machine

w7

REVOLUCIJA VELAS

2 SEKUNDES
1 PIESKARIENS
(0 PROBLEMU! J

msTernoLano [BEEER

indesitiy OLLESY

Source: Ieva 2014, No. 14: 2.

The same headline in German contains a different statement: Innex,
die Revolution ‘ehemanntauglich’! [A revolution in what a husband can

do] (Figure 21).
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Figure 21
The same headline in German
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Source: Indesit XWA 71483X W EU Autonome Charge avant 7kg 1400tr/min

The German headline breaks away from stereotypes and chimes in
with what the producer’s Indesit UK homepage stated: “Despite great
strides in gender equality, most of the housework is still being done by
women. Both men and women tend to stick to the jobs they know — often
for fear of getting things wrong. But what if housework was so simple that
anyone could take on a task and be confident of great results? That’s what
Indesit is ensuring with its brilliantly reliable appliances!”.® All of the UK
webpage content was based on the man taking more active part in
housework. In the Latvian advertisement this connection is lost with the
man’s arm in the picture remaining the only link with the washing done by
men. The text in Latvian, German and English reads “2 seconds, 1 press,
0 problems” and is translated word-for-word.

An untranslated Ray-Ban advertisement from Never Hide campaign
is targeted at a younger Latvian generation. It plays on the thought that the
most fashionable thing is you. The sunglasses make one stand out from the
crowd and be at the centre of attention, be attractive. Applying a
multimodal discourse analysis, we can see that for those who do not know
English, the words play a decorative role accompanying the picture in

8 https://www.indesit.co.uk/Landings/Do-it-together-3 Accessed 10.01.2020
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which a woman leans towards a man with admiration (Figure 22) and
embodies a stereotypical role of a beautiful decoration.

Figure 22
An untranslated Ray-Ban advertisement from Never Hide campaign

NEVER HIDE

BANT/CSPICEVEIKALA  OPTIKA

OPTIKA ITALIANA

Source: Ieva 2015, No. 51-52: 49.
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However, breaking away from stereotypes in translated adverts was
observed in more recent cases. A feminized translation of the narrator’s
voice is used in the advert for Volkswagen ID.5 in 2022. A male voice is
used as a presenter in the original advert.” The shortened adaptation in
Latvian uses a female voice as a presenter.'® The choice of the male voice
in the source text is probably motivated by the opinion that male voices
are more authoritative and both men and women looking for cars tend to
trust a male voice more than a female voice (ESB Advertising 2018).
Speaking about gender stereotypes, it is considered that they play a role in
the decisions about using a male or a female voice as a presenter as people
have a nearly instinctual response to masculine or feminine voices (ibid.).
The choice of the female presenter in the Latvian translation is more
logical because a woman is driving the advertised car in the commercial
and the viewer can relate to the driving experience as presented by a female
voice more naturally.

The translators working with marketing material rely on their
professional skills, specialised knowledge and wit and usually translate
texts irrespective of the gender of the target audience. However, some
respondents also mentioned that it was still easier to understand one’s own
gender and it would be more difficult for a woman to understand some
specific products for men, for example, hygiene products, specific men’s
work footwear and clothing. Similar views were expressed about
translation of adverts for specific women’s beauty and hygiene products.
In all mentioned cases the concern was the specific language that would
express exact feelings, emotions, mood of the target audience. However,
the prevailing view was that the translators who are masters of their trade
can deal with these issues irrespective of the products’ target consumers.

Conclusions

A change towards a decreasing use of gender stereotypes is observed
in advertising in Latvia, however the decrease is not sharp. On the one
hand, this might be explained by the observations that advertising is rather
slow to adjust its communication practices and tends to use some
stereotypes that seem to be overcome by the society thus lagging the
societal norms (Plakoyiannaki, Zotos 2009). On the other hand, examples
of a woman playing a decorative role both in the men’s magazine Klubs
and in the women’s magazine /leva, indicate to still relatively strong roots

? https://www.youtube.com/watch?v=uTNxbjazqkl
19 https://www.youtube.com/watch?v=T6eGWABCK x4
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of this stereotype. And, with some noteworthy exceptions, stereotypical
ads glorifying a beautiful body still feed a beauty industry, particularly in
the regions. The study has revealed some differences in the portrayal of
genders in the men’s magazine K/ubs and the women’s magazine leva with
both magazines showing some pronounced examples of objectification of
the opposite gender, and the men’s magazine picturing men as athletes
pursuing traditionally masculine sports. However, the women’s magazine
contained adverts portraying women stereotypically as beautiful
decorations as well thus indicating to acquiescence of stereotypical roles
at least by part of the target audience.

However, the way how advertisements are created has changed in the
business environment of today’s Latvia. The advertising industry has also
developed and the sexism in the ads is not tolerated by the members of the
Latvian Advertising Association according to its chairperson Liepina
(Facebook 2021). But there is a need for more pressure and non-tolerance
of the society (Zitmane 2021), as Lebedev-Lubimov has stated,
“Everything depends on the society’s position towards advertising”
(Lebedev-Lubimov 2002, p. 14).

The impact of the advertising relates to the ‘mold’ argument: creating
the values in the society. The society needs to be educated about the issues.
The education of the young people would be the way how to overcome the
problem of stereotypes (Facebook 2021), social media play a role, there
are groups that share their views about stereotypical ads, but the role of
such groups need to increase even more so that they convincingly push
advertisers into withdrawing the problematic ads. Gender stereotypes
impact negatively both genders, because they result not only in negative
outcomes for women but they provide unrealistic expectations for men as
well (Moss-Racusin, Good 2015).

Advertising language plays a role in creating stereotypes along with
the images used. There is a trend to use a more inclusive language as
demonstrated by the answers to the questionnaire by translators working
in the field of advertising, however instances of gender biased language
have been revealed. The issue of gender biases in advertising language —
written or spoken — deserves further investigation.

Living in stereotypes also refers to the clients ordering translation of
advertisements, and even to translators themselves. The society has
produced stereotypes and the society has the ability to change them
(Pakarkle 2021). The war in Ukraine has partly taken the focus away from
stereotypes in advertising in Latvia. But the topical question for today
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remains, as the Baltic Pride advertisement put it in 2021: “Choose, what
we are — discrimination or love nation?”
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