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Kristine Broka. BUVUZNEMUMU KONKURETSPEJA LATVIJA UN TO
IETEKME]OSIE FAKTORI

Ekonomikas un kultiras augstskola
Magistra studiju programma “Biznesa vadiba
E-pasts: brox.kristine@gmail.com

Zinatniskais vaditajs: PhD, asoc. profesore Agita Donina

Anotacija

Pétijjuma aktualitate: Bivuznémumu konkurétsp&ju ietekmg&joso faktoru defin€Sanai ir loti liela
nozime gan valsts, gan arT Latvijas biivuznémumu konteksta. Biivniecibas nozare ir svariga valsts
ekonomikas dala. Nemot vera §is nozares cieSo saikni ar investiciju vidi un darba tirgu, tas
konkurg&tspgjas analize kltist Tpasi buitiska ilgtermina planosanai. Konkurétspgju ietekméjoso faktoru
noteikSana lauj precizak izprast, kadi apstakli veicina vai arT kaveé uzn€muma izaugsmi un ilgtspgju.
Sada analize sniedz skaidraku prieksstatu par tirgus dinamiku, palidzot uznémumiem pielagot savas
darbibas tirgus mainigajiem apstakliem. Vienlaikus, ja faktori tiek analizgti krietni plasaka méroga,
pieméram, kada noteikta nozar€, iesp&jams izstradat daudz efektivaku nozares attistibas stratégiju,
veicinot kopgjo valsts ekonomikas attistibu un, Iidz ar to, arT sabiedribas labklajibu.

Pétijjuma meérkis: [zvertet Latvijas buvuznémumu konkuretspgju ietekmejosos faktorus.

Petijuma metodes: Ar kvalitativas pétijuma stratégijas palidzibu tika iegiiti un analiz&ti primarie
dati no dalgji struktur€tam intervijam. lepriek§ sagatavots jautajumu saraksts lava darba autorei
izprast biivniecibas nozares ekspertu viedokli par faktoriem, kas ietekm& bluvuznémumu
konkurétspeju Latvija. Kopuma tika veiktas sesas dalgji strukturétas intervijas ar blivniecibas nozares
ekspertiem.

Sasniegtie rezultati: Bivuznemumu konkur€tsp&ju Latvija ietekm& daudz dazadu faktoru — kopuma
tika identificéti 19 ietekmes aspekti. Sobrid no tiem konkurétspgju visspécigak ierobezo nodoklu
slogs, zemakas cenas principa piemérosana iepirkumos, tirgus neprognozejamiba, ierobezots tirgus
apjoms, darbaspeka (tostarp kvalificeta) trukums, korupcija un netaisniga konkurence,
administrativais slogs un birokratiskais aparats.

Atslegas vardi: konkurétspéja, konkurétspeju ietekmejosie faktori, biavuznémumi.

Ievads

Biivniecibas sektors ienem nozimigu lomu valsts ekonomika — blivniecibas nozare ne tikai rada un
nodrosina iespaidigu darbavietu skaitu valsti, bet arl veido nozimigu dalu no valsts ieksgja
kopprodukta, veicina infrastruktiiras attistibu, uzlabo iedzivotaju dzives kvalitati, vienlaikus spgj
radit pievilcigu vidi investicijam, ka arT pozitivi ietekme citus valsts tautsaimniecibas sektorus.
Defingjot biivuznémumu konkur&tsp&ju ietekmgjosos faktorus, biivuznémgji spej savlaicigi reaget uz
tirgus svarstibam, identificgjot uznémuma stipras un vajas puses — proti, $ada pieeja lauj uznémumam
saglabat konkur€tspgju ilgtermina. Savukart valstij, iesaistoties biivuzn€mumu ietekméjoso faktoru
defin&sana un analiz€, rodas iesp&ja uzlabot buvniecibas sektoru valstt kopuma, piemeram, parskatot
blivniecibas normativos regul§jumus un nozares stratégiju, izstradajot noteiktus atbalsta
mehanismus, tadgjadi ne vien stiprinot biivuzn€mumu konkur&tspgju visa nozare, bet veicinot arl
valsts attistibu, un Iidz ar to ari tadejadi ari sabiedribas labklajibu kopuma.
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Petfjuma galvenais mérkis ir izvertet Latvijas biivuznémumu konkur€tspgju ietekmé&josos faktorus.
Lai sasniegtu So mérki, petijuma autore izvirza $adus uzdevumus:

— Izpétit teoretisko bazi par konkurétspéju ietekmégjosiem faktoriem biivniecibas nozar€;

— Izvertét pasreizgjo tirgus situaciju biivniecibas nozarg Latvija;

— Apzinat un analiz&t bivuzneémumu konkurétspgju ietekmejosos faktorus biivniecibas nozaré
Latvija;

— Identificet biitiskakos buvuzneémumu konkurétspgjas skerslus biivniecibas nozaré Latvija;

— Izstradat secingjumus un priekslikumus bivuznémumu konkur&tspgjas pilnveidei Latvija.

Tiek izvirzits sekojoss petijuma jautajums — kadi ir konkur&tsp&ju ietekmgejosie faktori blivniecibas
nozare Latvija?

P&tfjuma objekts bija — buvuznémumu konkur&tsp&ja un to ietekméjosie faktori; petijuma priekSmets
— Latvija.

Darba pétijuma metodes ietvéra dalgji strukturétas intervijas ar biivniecibas nozares ekspertiem.
Dalgji struktur&tajas intervijas piedalijas sesi respondenti.

Pétfjums veikts laika posma no 2025. gada aprilim Iidz 2025. gada maijam.

Pétfjums veikts par biivniecibas nozares NACE 2.red. kods 41 (€ku biivnieciba), NACE 2.red. kods
42 (inzenierbiivnieciba), NACE red. kods 43 (specializétie buivdarbi).

Dalgji struktur€to interviju rezultata tika izguti, apkopoti un analiz&ti primarie dati, kas sniedza
atbildes uz petjjuma izvirzito jautajumu. Intervijas gaita darba autore tostarp izmantoja Osguda skalu,
kas lava respondentiem savus defin€tos buvuznémumu konkurétsp&jas ietekméejosos faktorus
novertét ari pec piecu punktu skalas, tadejadi nosakot katra faktora ietekmes pakapi uz
bivuznémumu konkurétsp&ju. Apkopojot dalgji struktur€to interviju rezultatus tostarp tika izstradati
secinajumi un priekslikumi biivuzn€mumu konkuretspgjas pilnveidosanai Latvija.

Analitiskais apskats

Konkuretspgjas jedziena defingSana ir kluvusi 1pasi aktuala lidz ar globalizacijas procesiem,
piesaistot daudzu pétnieku un zinatnieku uzmanibu. Ped&jas desmitgad€s ir publicéts daudz
zinatnisko darbu, kuros tiek pé&titi konkurétspgjas jédziens un konkurétspgjas ictekmejosie faktori, ka
rezultata konkur€tspjas jeédziens periodiski tiek parskatits un transforméts (Bhawsar &
Chattopadhyay, 2015).

Konkurétspgjas definicijai ir daudz variaciju — to var definét un petit atkariba no ta, vai tiek verteti
atseviski uznémumi, kada atseviska nozare, regions, valsts kopuma vai ari starptautiska vide.

Eiropas Savienibas ekonomikas komisars Valdis Dombrovskis konkur&tsp&ju sasaista kopa ar
produktivitates jeédzienu, pauzot viedokli, ka abi koncepti nav nodalami, tostarp uzsverot, ka
konkurétspéju ietekmé daudz dazadu faktoru, pieméram, biznesa vide, dazadu inovaciju ievieSana,
finan$u instrumentu pieejamiba, kopgjais darba tirgus reguléjums, ka arT normativais regul&jums
(Dombrovskis, b.g.). Nemot v&ra, ka jedziens “konkur&tspgja” ir ticis atvasinats no jédziena
“konkurence”, tad péc biitibas abu jédzienu ekonomiska nozime semantiski ir identiska — proti, ja ar
vardu “konkurence” tiek saprasta ekonomisko subjektu savstarpgjas sacensibas, tad konkur&tspgja ir
subjektam piemitoSas Tpasibas, kas dod §im ekonomiskajam subjektam iesp&ju veikt tadas darbibas,
kuras lauj tam gt panakumus $ajas sacensibas (Muxaiinos, 1999 ka citéts Repse, 2017). Proti, ja
konkurétspeju verte uznémumu konteksta, tad individuala uzn@muma konkur&tsp&ju raksturo ta
prieksrocibas par konkurentiem un parasti ir saistita ar ta spgjam izdzivot tirgii un giit pelnu.
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Konkurétspgju ietekmgjoso faktoru defin€Sanai ir liela nozime nozares konteksta — defingjot Sos
faktorus un nosakot tostarp uznémumu konkurétspgjas vajakos punktus, uzn€meéjiem rodas iespgja
parskatit sava uznémuma stratégisko planosanu, lémumu pienemsanas tendences, identificét draudus
un savas iespejas reallaika, parskatit resursu izmantoSanu, tadgjadi ieglistot iesp&ju uzlabot savu
ekonomisko stabilitati tirgli, savukart valdibas Itmeni rodas iesp&ja parskatit konkrétas nozares
normativos regul&umus un strat€giju kopuma, veicinot pozitivas parmainas. Konkur&tsp&ju
ietekm@joso faktoru noteikSana lauj precizak izprast, kadi apstakli veicina vai kavé uzp€émuma
izaugsmi un ilgtspéju. Sada analize sniedz skaidraku prieksstatu par tirgus dinamiku, palidzot
uznémumiem pielagot savas darbibas tirgus mainigajiem apstakliem. Vienlaikus, ja faktori tiek
analizeti plasaka meroga, piemeram, visa nozarg, iesp&jams izstradat daudz efektivaku nozares
attistibas stratégiju, jo uznémumu konkurétsp&ja ir bitiska ne vien paSu uzpémumu un nozares
izaugsmes, bet arT nozares ilgtsp&jas un kopgjas stabilitates nodro§inasanai, jo tiesi konkurétspgjas
raditaji norada uz nozares sp€ju pardot savus produktus, preces vai pakalpojumus tirgi, sacensoties
ar citiem tirgus dalibnickiem (BASE, 2016).

Konkurétsp&jas mérisanai ir nepiecieSsams skaidrs un konceptuals ietvars, kas balstits noteiktas
zinasanas, nemot vera virkni indikatorus. Viens no atpazistamakajiem misdienu ekonomistiem un
biznesa stratégijas teorétikiem, ka ari konkur&tsp&jas teorijas pamatlicgjiem Maikls Porters, kura
zinatniskie raksti ir iedvesmojusi un ietekmg&jusi dazadu uznémumu stratégisko planosanu, daloties
savas atzinas par konkurétsp&jas jeédzienu atzist, ka, neskatoties uz konkurétspgjas koncepta plaso
atpazistamibu visa pasaulE, tas aizvien nav pietickami labi izprasts (Porter, 2004). Saskana ar
zinatnieka izstradato analitisko modeli “Porter’'s Diamond Model” (1. att.) uzn@mumu
konkurétspéjas novertéSanai, kas palidz identificét konkrétus faktorus, kas kavé vai veicina
uzne@mumu konkur&tsp&ju un izdarit konstruktivus secinajumus, uznémumu konkurétsp€ja jaanalize
péc Cetriem butiskakajiem nosacTjumiem jeb dimensijam:

1. “Faktoru nosacijumi” (“Factor Conditions”) — resursi, kas ir pieejami valsti, lai ta varétu
atbalstit konkrétu nozari, pieméram, kvalificéts darbaspeks, dabas resursi, infrastruktiira,
tehnologijas, kapitals u.c.;

2. “Pieprasijuma nosacijumi” (“Demand Conditions”) — viet§ja tirgus pieprasijums péc
nozares produkta vai pakalpojuma;

3. “Saistitas un atbalsto$as nozares” (“Related and Supporting Industries ) — tadu piegadataju
un partneru klatbiitne valsti, kas sp&j veicinat efektivitati un inovacijas;

4. “Uznémuma stratégija, struktiira un konkurence” (“Firm Strategy, Structure and Rivalry”)
— ka uznémumi konkrétaja valstt tiek veidoti, vaditi, tostarp, ka tie konkuré sava starpa
(Porter, 1990).

Firm Strategy,

Structure,
( and Rivalry

1. att. Portera “Dimanta modelis” (Avots: Meirc, 2020)
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Sis 4 dimensijas veido vienotu sistému, jeb kodolu, kur katra no dimensijam ietekmg viena otru. Tatu
M. Porters, ka papildfaktorus arpus izstradata “dimanta modela”, min tostarp “Valdibas
lémumus/lomu” (,, Government's Role “) un “Nejausos notikumus” (,, Chance Events*) (2. att.). M.
Porters skaidro, ka abi faktori nav dala no “dimanta modela” kodola, tacu tiem ir liela loma
konkurg&tspgjas ietekmeSanai — autors §1s dimensijas d€ve par argjiem spekiem, kas mijiedarbojas ar
cetram “dimanta modela” dimensijam. P& Portera domam, arT valdibas 1@émumiem un vadibas
praksei ir liela ietekme uz konkur&tspgju — valdibas speks darbojas no arpuses — vide tiek ietekméeta
caur politiku, normativajiem regul&jumiem, valsts atbalstu u.c. faktoriem, savukart “nejausie
notikumi” ir tadi notikumi, kas ir arpus valdibas vai uznémumu kontroles — tie darbojas ka
neprognoz&jami katalizatori, kas sp&j specigi vai pat radikali mainit tirgus apstaklus (Wickham,
2005), piem&ram, kar§ valstl, no kuras iepriek§ ir tikuSi iepirkti biivmateriali, p&ksni liedz
blivuznémumiem pieeju pie resursiem, liekot uznémejiem meklet jaunus piegadatajus, kas var bt
smags izaicinajums.

@/_\

Factor Demand
Conditions Conditions

Related and

supporting
Industries

2. att. Portera “Dimanta modelis” (Avots: Slidemodel, 2025)

Abu papildfaktoru iedarbiba uz konkrétu uzn€mumu var atskirties, atkariba no katra uznémuma
sp&jas pielagoties jauniem apstakliem.

Pétijuma metodologija

Darba autore primaro datu ieguvei un analizei veica sesas dalgji strukturétas intervijas ar biivniecibas
nozares ekspertiem, kas sniedza atbildes uz pétjjuma izvirzito jautajumu, proti: ,Kadi ir
konkurétsp&ju ietekmgjosie faktori biuivniecibas nozaré Latvija?” Intervijas tika veiktas ar 4
buvinzenieriem/ biivdarbu vaditajiem, kas ikdiena ir saistiti ar projektéSanu, publiskajiem buvdarbu
iepirkumiem, biivdarbu organizg$anu, tehnisko uzraudzibu dazados biivniecibas posmos (tostarp 2
no Siem ekspertiem ir arT biivuznemeéji) un 2 ekspertiem, no kuriem viens eksperts specializgjas
buvniecibas energoefektivitates jautajumos un strada gan ALTUM, gan ar1 Bivuznéméjdarbibas un

9



eka

EKONOMIKAS UN KULTORAS
AUGSTSKOLA

nekustama TpaSuma ekonomikas institiita par p&tnieku, bet otrs eksperts specializjas biives
informacijas modeléSanas digitalaja vide (BIM), kas apvieno projekt€Sanu, blivniecibu un &ku
apsaimniekoSanu.

Respondenti identificgja, vinuprat, bivuznémumu konkuretspgju ietekmé&josos faktorus, vienlaikus
tos detalizéti pamatojot gan ar savu praktisko darba pieredzi, gan novérojumiem biivniecibas
segmenta valstl kopuma. Sniegta informacija lava darba autorei ne vien apkopot biivuzneémumu
konkurétspgju ietekm&josos faktorus Latvija, bet, tostarp, izmantojot Osguda skalu, kur ,,1° — ,,;nav
negativas ietekmes®, “2” — neliela negativa ietekme, “3” — vid&ji izteikta negativa ietekme, “4”-
izteikta negativa ietekme, bet ,,5¢ — , loti negativa ietekme®, definét biivuznémumu konkurétsp&ju
ietekm@josos faktorus ar vislielako negativo ietekmi. Atbildot uz papildu jautajumiem, respondenti
izteica savu viedokli par v€lamies soliem no valsts puses biivuzn€mumu konkurétspgjas veicinasanai,
ka ari, balstoties uz savu profesionalo kompetenci, dalijas ar ieteikumiem, kas biitu javeic pasiem
blivuznémumiem savas konkurétsp&jas veicinasanai.

Balstoties uz ieglitajiem rezultatiem, tika formul&ti petjjuma butiskakie secinajumi, ka arT izstradati
priekslikumi biivuznémumu konkurétspgjas pilnveidei Latvija.

Pétijuma rezultati

Dalgji strukturto interviju ar nozares ekspertiem rezultata tika identificeti faktori, kas ietekme
Latvijas biivuznémumu konkurétspgju. Sie faktori tika klasificéti atbilsto§i M. Portera "dimanta
modela" koncepcijai un sadaliti Cetras galvenajas modela dimensijas: “Faktoru nosacijumi”,
“Pieprasijuma nosacijumi”, “Saistitas un atbalstosas nozares” un “Uznémuma straté€gija, struktiira un
konkurence”. Papildus tika identificeti tadi buvuznémumu konkur€tspgju ietekmgjosie faktori, kas
darbojas ka argjie speki un tiek klasificeti ka M. Portera ,,dimanta modela‘“ papildfaktori: “Valdibas
lémumi / loma” un “Nejausi notikumi”.

Kopuma tika identificeti un defineti devinpadsmit biivuznémumu konkur€tspgju ietekm&josie faktori
Latvija (1. tabula).
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1. tabula. Biivuznémumu konkurétspgju ietekmé&joso faktoru iedalijums péc M. Portera “Dimanta
modela” (Avots: autores apkopojums no intervijam)

Ekspertu identificetie biivuznemumu konkurétspeju
ietekmejosie faktori

1. | “Faktoru nosactjumi” — Darbaspéka pieejamiba (tostarp kvalificéta)

— Finansu kapitala pieejamiba

N.p.k. Dimensija

— Biivniecibas materialu pieejamiba
— Biivniecibas materialu izmaksas

— Inovaciju un tehnologiju pieejamiba
— Fiziska infrastruktiira

2. | “Pieprasijuma nosacfjumi” — Ierobezots tirgus apjoms
— Nesamerigas prasibas biivdarbu nolikumos
— Zemakas cenas principa piem&rosana iepirkuma

3. | “Saistitas un atbalsto$as nozares” | — Biivniecibas materidlu pieejamiba (ja piegada atbalsta
uzneme;ji)

— Inovaciju un tehnologiju piecejamiba (ja nodro§inajums
nak no saistttam nozarém)

4. “Uznémuma strat€gija, struktira | —  Biivuznémuma reputacija

kkl
un konkurence — Korupcija, netaisniga konkurence

— Zemakas cenas principa piemérosana (ka cenu
dempings vai konkurences izkroplojums)

5. | Papildfaktors “Valdibas — Biivniecibas normativais regulgjums
lemumi/loma™ — Darbinieku kompetences trikums biivvaldes

— Administrativais slogs un birokratiskais aparats
— Nepilnibas likumdosana

— Nodoklu slogs

— Valsts atbalsts

— Latvijas tiesu sisteémas efektivitate

— Prasibas biivdarbu nolikumos (ja tos regul€ valsts)

6. Papildfaktors “Nejausie — Tirgus neprognozgjamiba (pieméram, pandémija, kars)
notikumi”

Biivuznémumu ekspertu definétos faktorus ,,bivniecibas materialu pieejamiba™ un ,,inovaciju un
tehnologiju pieejamiba“, atkariba no skatupunkta, var attiecinat gan pie “Faktoru nosacijumi”, gan
arT pie “Saistitas un atbalsto$as nozares” — janem vera vai tiek vertéta So faktoru ietekmi no valsti
pieejamo iekSjo resursu konteksta, vai arl konteksta ar aréjo sadarbibu, kas veicina So resursu
efektivu izmantoSanu.

Lai definétu, kuri no augstak minétiem faktoriem Sobrid visnegativak ietekm& biivuzneémumu
konkur&tsp&ju Latvija, respondenti katram no tiem pieskira vertgjumu no ,,1* 1idz ,,5° péc Osguda
skalas, kur 1 — ,,nav negativas ietekmes®, “2” — neliela negativa ietekme, “3” — vidgji izteikta
negativa ietekme, “4” —izteikta negativa ietekme, bet ,,5° —, Joti negativa ietekme* uz bivuzn€mumu
konkurétspeju Latvija. legitie dati tika apkopoti, aprékinot katra faktora vidgjo vert&jumu, kas
atspogulo ta kopgjo negativas ietekmes Iimeni uz bivuznémumu konkurétspgju (1. att.).
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Nodoklu slogs

Zemakas cenas principa piemérosana iepirkuma
Tirgus neprognozéjamiba

lerobeZots tirgus apjoms

Darbaspéka pieejamiba (tostarp kvalificéta)
Korupcija, netaisniga konkurence
Administrativais slogs, birokratiskais aparats
Finansu kapitala pieejamiba

Valsts atbalsts

Blvniecibas materialu izmaksas

Latvijas tiesu sistémas efektivitate
Nesamérigas prasibas blvdarbu nolikumos
Darbinieku kompetences trikums blvvaldés
Nepilnibas likumdosana

Blvniecibas normativais reguléjums
Blvuznémuma reputacija

Fiziska infrastruktira

Inovaciju un tehnologiju pieejamiba

Blvniecibas materialu pieejamiba

L L s i

00 05 10 15 20 25 30 35 40 45 50
Vidéjais negativas ietekmes vértéjums (1-5)

1. att. Faktoru negativas ietekmes novertgjums uz biivuznémumu konkurétspgju (Avots: autora
veiktas intervijas rezultata apkopojums)

Lai gan maksimalais iesp&jamais vertgjums ir “5”, vidgjais respondentu vert&jums reti sasniedz $o
robezu. Pamatojoties uz Osguda skalas robezvertibam, “3,5” atrodas starp “vidgji izteiktu negativu”
un “izteikti negativu” ietekmi, Iidz ar to faktori, kuru vid&jais vert€jums ir no “3,5” uz augsu,
uzskatami par tadiem, kam ir butiska negativa ietekme uz biivuzn@émumu konkur€tspgju.

Saskana ar iegiitajiem datiem, visnegativak blivuznémumu konkurétsp&ju Latvija ietekme nodoklu
slogs, zemakas cenas principa piem&ro$ana iepirkumos, tirgus neprognozgjamiba, ierobezots tirgus
apjoms, darbaspeka (tostarp kvalificéta) trukums, korupcija un netaisniga konkurence,
administrativais slogs un birokratiskais aparats.

Interviju respondenti uzsver, ka darbaspéka trikums ir verojams nozares dazados Iimenos.
Kvalificéts darbaspeks tostarp pietriikst nozares kontrolgjosas iestades, pieméram, buvvaldes, kur
biezi tiek nodarbinati darbinieki ar zemaku kvalifikacijas [imeni neka biivniecibas nozare stradajosie
specialisti. Savukart nozares tirgus apjoms nav stabils, jo pastav lielas svarstibas starp valsts un
privata sektora pasitijumiem.

Pedgjo gadu tirgus neprognozgjamiba ir ievérojami mazinajusi biivuzn€mumu konkur&tspgju.
Vienlaikus daudziem blivuznémumu vaditajiem ir griitibas nomaksat visus nodoklus, kas veicina énu
ekonomiku.
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Negodiga konkurence un korupcija, tostarp biivniecibas kartelu skandali, veicina blivuznémumu
neuzticeé$anos publiskajai iepirkumu sist€mai, ka rezultata daudzi bivuznémumi neiesaistas lielajos
publiskajos iepirkumos pat tad, ja tie atbilst visam nolikuma prasibam un tiem ir visi nepiecieSamie
resursi biivdarbu veikSanai.

Respondenti tostarp uzsver, ka administrativais slogs nozarg ir parak liels — neskatoties uz valdibas
centieniem uzlabot situaciju, 11dz §im nav vérojamas nozimigas pozitivas izmainas.

Zemakas cenas piemerosana, ka saimnieciski izdevigaka piedavajuma vienigais nosacijums, veicina
cenu dempingu un negativi ietekmé pakalpojuma kvalitati.

Secinajumi

Latvijas biivuzp@mumu konkur€tspgju ietekmé vairaki faktori — pamatojoties uz interviju gaita
iegiitajiem rezultatiem, kopuma tika identificéti 19 icks€jie un argjie faktori.

Petfjuma gaita tika secinats, ka Sobrid Latvijas bivuznémumu konkurétspgju visnegativak ietekmée
zemakas cenas krit€rija piemeroSana publiskajos iepirkumos, parmerigi liels nodoklu slogs,
darbaspeka (tostarp kvalificéta) trukums, nepietickams tirgus apjoms un tirgus neprognozgjamiba,
seviski pedgjos piecos gados, korupcija un netaisniga konkurence, ka arT administrativais slogs un
birokratiskais aparats.

Zemakas cenas pieméroSana iepirkumos izraisa cenu dempingu, veicinot situacijas, kur iepirkumos
uzvar nevis kvalitativie un ilgtsp&jigie risinajumi, bet gan zemakas cenas kritérijs; parmerigi liels
nodoklu slogs veicina &nu ekonomikas izplatibu, ierobeZo investiciju iespgjas; darbaspéka, tostarp
augsti kvalificeta, butiski ietekme pakalpojuma kvalitati un biivdarbu izpildes terminus; ierobezots
tirgus apjoms izraisa spécigu konkurenci starp uzne@mumiem, veicinot tostarp cenu dempingu; tirgus
neprognozgjamiba, seviski pedgjos gados, ko parasti ietekmé argjie faktori (piem&ram kar§ vai
pandémija), mazinaja uznemumu sp&ju pielagoties tirgum un planot uzn€muma stratégiju ilgtermina,
kas rada specigus uznémuma konkur€tsp&ju izaicinajumus, bet atseviSskos gadijumos izraisot
blivuznémumu maksatnesp&ju; korupcija, netaisniga konkurence ne vien kroplo tirgu, bet ari mazina
blivuznémumu uzticgé$anos publisko iepirkumu, 11dz ar to arT valsts, politikai; administrativais slogs
un birokratiskais aparats aizvien rada lieku resursu pat€rinu ne vien pasiem biivuzn€émumiem, bet arl
valsts parvaldei un citam ar blivniecibas nozari saistitam pusém.

Balstoties uz secindjumiem, tiek izstradati sekojosi priekslikumi biivuzn€mumu konkur€tspgjas
veicinasanai: nepiecieSams parskatit un pilnveidot publisko iepirkumu likumu, aizstat zemakas cenas
piemerosSanas kriteriju nolikumos ar saimnieciski izdevigaka piedavajuma kriteriju, kas ietver sevi
vismaz kvalitates un ilgtspgjas krit€rijus; veikt nodoklu politikas parskatiSanu un pieméerot
atvieglojumus biivniecibas uznémumiem, kas modernizg procesus un ievies ilgtsp&jas risinajumus;
izstradat motivejosu atbalsta programmu, kas piesaistitu darbaspeku btivniecibas nozarg, tostarp
atvieglot nosacijumus arvalstu darbasp€ka piesaistei; valsts parvaldé nepiecieSsams piesaistit
ekspertus, kam ir praktiska pieredze biivniecibas nozarg; atbalstit eksporta veicinasanas pasakumus
blivniecibas uznémumiem; veicinat pievilcigu vidi investoriem caur nodoklu un birokratijas
mazinasanas politiku, vienlaikus mazinot administrativo slogu; stingrak pieversties énu eckonomikas
un korupcijas apkaroSanai.
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Anotacija

Pétijjuma aktualitate: Miusdienas digitala marketinga strat€gijas ir kluvuSas par vienu no
svarigakajiem elementiem uznémumu konkurétsp&jas nodrosinasana. Telekomunikaciju nozare, kur
valda liela konkurence starp telekomunikaciju pakalpojumu sniedz€jiem un klientu picaugosajam
prasibam péc augstvertigaka pakalpojuma sanemsanas, kuras ar katru gadu turpina pieaugt. PE€dgjos
gados digitala marketinga nozime ir ieveérojami pieaugusi, jo aizvien vairak cilvéku gan Latvija, gan
pasaulé saskaras ar kadu no digitala marketinga paveidiem, jo jau 2021. gada interneta lietotaju
skaits sasniedza aptuveni 4,66 miljardus iedzivotdju, jeb aptuveni 59, 5% no visu pasaules
iedzivotaju skaita kopa, kas ar turpina palielinaties gadu no gada (Pinca u.c., 2023). Khanfar (2024)
petijums, kura tiek salidzinatas telekomunikaciju operatoru izmantotas digitala marketinga
strat€gijas uznémuma snieguma uzlabosanai, ari pamato darba autora p&tijuma aktualitati un tapéc
darba autoram ir svarigi izpéetit ka dazadas digitala marketinga stratégijas ietekmé telekomunikaciju
uzne@mumu sniegumu Latvija. P&tljuma aktualitati arT pamato tas, ka Latvija $ada veida p&tfjums vél
nav veikts.

Pétijuma merkis: Izpétit digitala marketinga strateégiju ietekmi uz telekomunikaciju pakalpojumu
sniedz€&ju konkurétsp&ju Latvija un izstradat ieteikumus $o stratégiju efektivitates paaugstinasanai.

PétTjuma metodes: AnketéSana, dokumentu analize, mediju monitorings, finansu analize, grafiska
analize, aprakstosas statistikas metodes; kontentanalize.

Sasniegtie rezultati: P&tjjuma gaita tika identificétas efektivakas digitala marketinga stratégijas, kas
veicina telekomunikaciju uznémumu konkurétsp&ju Latvija, ka arT izstradati ieteikumi So strat€giju
efektivitates paaugstinaSanai.

Atslegas vardi: digitalais marketings, telekomunikacijas, konkurétspéja; Latvija.

Ievads

Mausdienas digitala marketinga kanali un stratégijas nodrosina uznémumu konkur&tsp&ju un it ipasi,
telekomunikaciju nozare, kur Latvija valda visai licla konkurence starp telekomunikaciju sniedzgju
uznémumiem. Tapeéc telekomunikaciju uzn€mumi ir motiveti sniegt augstvertigaku pakalpojumu, jo
ar katru gadu klientu v@lmes un prasibas turpina augt un konkurgjosie uznémumi nestav uz vietas.
Loti butisks digitala marketinga izmantoSanas aspekts ir tads, ka tas lauj daudz efektivak nodibinat
un uzturét kontaktu ar meérkauditoriju un dazkart samazinat marketinga kampanas izlietotos
lidzeklus. Tadi marketinga kanali ka socialie mediji un e-pasta vestules ar reklamam. Turklat ka rada
petfjumi, izmantojot digitalo marketingu uznémumi var samazinat izdevumus reklamai un sanemt
labaku atgriezenisko saiti no mérkauditorijas (Pinca u.c., 2023).

Latvijas telekomunikacijas nozares vadosie uznemumi — Tele2, Latvijas mobilais telefons (Turpmak
— LMT), Bite un Tet konkure sava starpa piedavajot diezgan lidzigus pakalpojumus (mobilos zvanus,
internetu, televiziju u.c.), tadéjadi uznémumi apgist jaunus veidus ka piesaistit un noturét klientus.
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Tris no operatoriem kopa veido aptuveni 100% no mobilo sakaru pakalpojumu tirgus Latvija.
Mobilaja sakaru segmenta tris mobilie operatori — LMT, Tele2 un Bite — nodrosina lielako vairakumu
pakalpojumu. Pec (LIAA, 2023) m3ajaslapas datiem, LMT un Tele2 katrs aptuveni apkalpo ap 38%
no kopgja mobilo internetu pieslégumu skaita, kamer Bite aptuveni 23% un Tet fiksetas balss
telefonijas pakalpojumu nodrosina 48% lietotaju (SPRK, 2020). Veicot tirgus analizi var saprast, ka
tirgus ir piesatinats ar mobilo sakaru pieslégumiem un Sabiedrisko pakalpojumu regul€Sanas
komisijas jaunakie pieejamie dati par kopgjo aktivo SIM karSu izmantoSanu liecina, ka 2024. gada
sakuma Latvija kopgjais aktivo SIM karSu daudzums sasniedza ap 2, 68 miljoniem, kas uz to bridi
bija par 43,7% vairak neka iedzivotaju Latvija, precizak uz 1,87 miljoniem iedzivotaju. 2024. gada
sakuma telekomunikaciju operatoru pieslégumu skaits: Tele2 bija — 1058662 aktivas SIM kartes,
LMT — 982929 aktivas SIM kartes, BITE — 639346 aktivas SIM kartes (SPRK, 2024), TET (2023.
gada) bija 62319 fikséto liniju aktivo klientu (CEIC data, 2023). Tapéc darba autoram bija svarigi
veikt petijumu un uzzinat kadi digitala marketinga veidi ir plasak izmantoti Latvijas
telekomunikaciju pakalpojumu nozaré.

P&tijuma mérkis bija izpétit digitala marketinga stratégiju ietekmi uz telekomunikaciju pakalpojumu
sniedz&ju konkurétsp&ju Latvija un izstradat ieteikumus $o stratégiju efektivitates paaugstinasanai.

Lai sasniegtu p&tijuma mérki tika izvirziti $adi uzdevumi:
1. Izpétit teor&tisko literatiru par digitala marketinga strat€gijam un telekomunikaciju nozari.

2. Klasificét un analizét dazadus digitala marketinga stratégiju veidus, un izpétit to specifiskas
Ipatnibas.

3. Izstradat pétijuma metodologiju, lai empiriski novértétu digitala marketinga stratégiju
ietekmi uz uzn€mumu sniegumu un konkurétsp&ju.

4. Izpetit klientu uzvedibu un apmierinatibas ITmeni, saistiba ar uznemumu realiz€tajam digitala
marketinga kampanam.

5. Salidzinat dazadu telekomunikaciju uznémumu rezultatus, lai noteiktu, kuras stratégijas ir
visefektivakas attieciba uz tirgus pozicijas uzlabosanu.

P&tfjuma objekts bija telekomunikaciju pakalpojumu sniedzgju sektora uznémumi Latvija. Petijjuma
priekSmets bija digitala marketinga stratégiju ietekme uz telekomunikaciju pakalpojumu sniedz&ju
nozari Latvija. P&tTjuma jautajums bija: Ka telekomunikaciju pakalpojumu sniedz&ju konkurétspgju
Latvija ietekmé digitala marketinga stratégijas?
Lai sasniegtu petijuma merki tika izmantotas Sadas pétjjuma metodes:

1. Datu vakSanas metodes: anketéSana; dokumentu analize, mediju monitorings;

2. Datu apstrades metodes: finansu analize; grafiska analize; aprakstosas statistikas metode;
kontentanalize.

P&tfjuma petijuma ierobezojumi:
— Tika petiti 4 telekomunikaciju pakalpojumu sniedzgji Latvija. Petamie telekomunikaciju
pakalpojumu sniedz&ju operatori: Tele2, LMT, BITE, TET;
— Aptaujato respondentu skaits: 202 cilveki;
— Pétfjuma periods: 2025. gada marts - aprilis;
— Petitais periods par Latvijas telekomunikaciju pakalpojumu sniedz€jiem bija 2020-2023.
gads.

Pétfjuma rezultatu apraksts: Respondenti par viss efektivako, digitala marketinga kanalu uzskata
socialo tiklu marketingu, kurs parliecino$i doming starp pargjiem kanaliem. Socialos tiklus ka vienu
no efektivakajiem telekomunikaciju marketinga kanaliem mingja 34% respondentu, arl e-pasta
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marketings tiek uzskatits par nozimigu to sava izveéle ieklava 23%. TreSaja vieta ierindojas
mekletajprogrammu marketings ar 13% respondentu izvéli, tad ceturtaja vieta atrodas satura
marketings ar 10% respondentu balsu, mobilais marketings sanéma 7% balsu, apmaksata reklama
5%, interaktivais marketings 3%, popularitates marketings vien 2%, influenceru marketings un
marketinga automatizacija ieguma vien 1% balsu. Rezultata tika identificétas efektivakas digitala
marketinga stratégijas, kas veicina telekomunikaciju uznémumu konkur&tsp&ju Latvija, ka ari
izstradati ieteikumi So stratégiju efektivitates paaugstinasanai.

Analitiskais apskats

Jédziens digitalais marketings var tikt definéts ka elektronisko tehnologiju, interneta un mobilajam
platformam balstita marketinga komunikacijas metode, kas lauj sasniegt un iesaistit pateretajus
reallaika (Chaffey & Ellis-Chadwick, 2019). Ja m&s analiz&jam digitalo marketingu no plasaka skatu
punkta, tad to m&dz dévet arT par tieSsaistes marketingu vai interneta marketingu, kur$ ir marketinga
sastavdala. Digitalais marketings sevi ietver interneta un citu digitalo tehnologiju (datoru, mobilo
telefonu, digitalo m&diju platformu) izmantoSanu produktu un pakalpojumu veicinasana (Kalicube,
2025). Digitalais marketings ir balstits uz lielo datu analizi un jauno mediju tehnologijam, kas
uznémumiem palidz efektivak komunicét un mijiedarboties ar mérkauditoriju, palielinot zZimola
atpazistamibu un pardoSanas apjomus. Ta galvena prieksrociba ir reallaika efektivitate, kas lauj labak
izprast un apmierinat patérétaju vajadzibas, nodro$inot personalizétas marketinga strat€gijas un
kanalus (Zhan, 2024). Ta pat digitalais marketings parvalda produktu raZzoSanu, logistiku, izplatiSanu,
publicitati un citas marketinga aktivitates gan tieSsaiste, gan arpus tas, veidojot marketinga kanalus
un nodros$inot tieSu sazinu starp uzn@émumiem un paterétajiem. Produktu cenu noteiksana ir digitala
marketinga pamats, kas ir galvenais faktors uznémumu marketinga lémumu analiz€ (Xuehui, 2023).
No augstak mingta var secinat to, ka digitalais marketings piedava jaunas iesp&jas veidot ciesakas
attiecibas ar mérkauditoriju un iegtt tik loti uzne@mumiem nepiecieSamo atgriezenisko saiti. Tomer
digitala marketinga joma tehnologiju attistibas process norit loti straujiem soliem un uznémumiem
ir jaspéj patstavigi pielagot savas strat€gijas jaunakajam tehnologiju tendencém, jo nakotné var
sagaidit vel lielaku automatizacijas, maksliga intelekta integraciju digitalaja marketinga, kas, ja
netiks pienacigi uzraudzits, tad var tikt parkapta paterétaju privatuma aizsardziba un visparpienemtie
gtikas standarti 12.

Socialo
mediju
marketings

Mekletajpro
grammu
Satura Digitalais marketings
marketings marketings un maksas
tieSsaistes
reklama

MI éra
digitalaja
marketinga

Mekletajpro
grammu
optimizacija

E-pasta
mirketings

1. att. Aktualakie digitala marketinga stratégiju veidi (Avots: autora apkopojums)
Ka redzams augstak attgla, tad darba autors apkopoja pasus svarigakos digitala marketinga veidus.
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Talak darba autors veica Latvijas telekomunikaciju operatoru digitalo kanalu analizi un noskaidroja,
kuri no operatoriem ir tirgus lideri p&c auditorijas lieluma dazados kanalos.

1. tabula. LMT, Tele2, Bite, Tet uznémumu digitalo kanalu analize. (Avots: autora apkopojums)

LMT Tele2 Bite Tet
Facebook
sekotaju 92000 81000 73000 30000
skaits
19.04.2025.
X sekotaju
skaits 27200 11500 11100 19000
19.04.2025.
YouTube
abonentu
. 26100 1870 3600 2920
skaits
19.04.2025.
Pakalpojumu
jaunumi; optiska
Draudziga interneta, TV, IT
komunikacija, risindjumi;
Tehnologiju Piedavaiumi un konkursi un izglitojosi padomi
jaunumi; ake 1J as: kampanas ar klientu par kiberdrosibu;
. pakalpojumu _ J T iesaisti; dzivesstila tehnologiju
Galvenie LT podkasti; dazadi . o
... | reklamas; pasakumu . saturs (hokejs, pamacibas; Tet TV+
satura veidi L konkursi un _ _ .
tieSraides; . - svetku pasakumi) satura
s L interaktivs saturs oy
originalraidijumi sekotaiiem youtube.com; populariz&sana;
YouTube; Jrem. atsaucigs klientu formalaks,

serviss ar personisku

informativs tonis,

pieskarienu. bet ar klientu servisa
uzsvaru X
platforma.
Uzsver uzticamibu
Isteno sabiedriskas ur;rf; V1reén§; Zr;égu;
Akcente inovacijas | kampanas pret naidu S &
. st Cilvéciskums produktu
(5G, droni, interneta un par o .
viedtehnologijas): jaunietu komunikacija, izcel komunikaciju
iy .S i . e s darbiniekus un vienota stasta;
- socialajos tiklos; iedro§inasanu; . _ . .
Inovativas veido plazas asprafies un sociali klientu stastus; izglito sekotajus par
pieejas . p pra’ie . izmanto humoru un IT drosibu un
diskusijas par atbildigs tonis, kas ozifivismu tehnologiiu
tehnologiju nakotni; atskir Tele2 no pko ienas lietosanu: sg cfnsoré
operativs klientu citiem. Jaunais Al opienas > SP
atbalsts X riks “Dzirkstele” veidoSanai. tehnologiju un
Tele2 e - veikala sporta pasakumus
’ un atspogulo tos
socialajos medijos.
Popularakais
pkanéls Facebook Facebook Facebook Facebook

Ka no tabulas redzams, tad visiem cetriem uznémumiem Facebook platforma ir lielakais un
svarigakais socialais tikls, kur tie sasniedz desmitiem ttikstoSu sekotaju un komunicg ar klientiem.
Kopiga iezime ir arf tas, ka visi operatori izmanto X ka klientu apkalpoSanas ar atro zinu un atbilzu
kanalu, lai gan sekotaju skaits tur ir krietni mazaks neka Facebook. YouTube kanali galvenokart
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kalpo ka video satura kratuves par telekomunikaciju pakalpojumu sniedzgju aktivitatém un ka
digitala marketinga papildinajums, vienigi no visiem ¢etriem LMT ir izdevies kaut cik jlatami
paplasinat YouTube auditoriju, pateicoties originalsatura radiSanas stratégijai. Atskiribas rodamos
vienigi uznémumu komunikacijas stila un kampana, pieméram LMT fokusgjas uz tehnologisku
progresu un izklaidéjo$u tehnologisku saturu, Tele2 liek uzsaru uz socialu vertibu un atbildibas
komunikaciju, Bite uz cilv&cisku, pozitivu un kopienas veidojoSu saturu, Tet uz uzticamu
pakalpojumu un prakstisku un noderigu padomu sniegSanu. Katrs uzn€mums censas atrast savu nisu,
kura vel nav aizpildita aktivi pielagojot saturu savai auditorijai. Tacu visu uzn@mumu kopigais
mérkis ir veidot divpusgju, atvértu dialogu ar klientiem un stiprinat zimola t€lu ar socialo platformu
palidzibu.

Saja analitiskaja nodala darba autors analizgja digitala marketinga jédzienu, uzsverot ta unikalo
divvirzienu komunikaciju un sp&ju personalizgt zinojumus reallaika, atskirtba no metodém kadas tika
izmantotas tradicionalajam marketinga. Turpmaka digitala marketinga attistiba saistita ar socialo
tiklu (Facebook, YouTube, X u.c.) ka ar1 viedtalrunu masveida ienaksSanu, veicinot e-komercijas
strauju izaugsmi un jaunu digitala satura formu rasanos. Darba autors izc€la galvenos digitala
marketinga kanalus, tadus ka: socialo mediju marketings; SEQO/SEM; satura un e-pasta marketings,
noradot, ka tie, pareizi tiek pareizi kombingti, biitiski uzlabo zZimola atpazistamibu un uznémuma
pelnu.

Pétijuma metodologija

Aptaujas anketa tika izstradata digitala formata un sttita gan uz e-pastu, gan izdalita papira formata
un iedota aizpildiSanai lielaja darba kolektiva, draugu, radu un pazinu loka. Aptauja bija anonima un
daliba taja brivpratiga. Jau anketas ievada respondentiem tika izklastits petijuma méerkis un tas, ka
anketa ir anonima, un noradits aptuvenais aizpildiSanas laiks (~6 miniites), tadgjadi veicinot
respondentu uzticg$anos un patiesu atbilzu snieganu. Sada anketas izsnieg$anas pieeja elektroniska
veida un papira veida ir arT darba autora gadijuma bija loti veiksmiga un efektiva jo lava piesaistit
202 lielu respondentu skaitu.

Anketa kopuma sastaveja no piecam dalam, aptverot: respondenta profilu; aptaujajamo pamanitas
operatora digitala marketinga aktivitates; operatora efektivakos marketinga kanalus; atticksmes un

uzvedibas apgalvojumu jautagjumus; atverto jautajumu par telekomunikaciju pakalpojuma sniedzgja
marketinga veidu kads ir visvairak parliecinajis klientu.
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2. tabula. Respondentu anketas struktiira (Avots: autora apkopojums)
Anketas Jautajums Komentars
dala
1. Respondentu profils: Demografiskie jautajumi par respondentu dzimumu,
1. Dzimums. vecumu, izglitibas Iimeni, darba stazu un dzivesvietu, ka ar1
2. Vecums. praktiski jautajumi par paSreiz€jo telekomunikaciju
3. Izgltiba. operatoru un pakalpojuma lietoSanas ilgumu pie konkréta
4. Darba stazs. operatora. ST sadala darba autoram lauj analiz&t, vai pastav
5. Dzivesvieta. atSkiribas starp atbilzu tendence@m dazadas respondentu
6. Telekomunikaciju grupas.
operatora izvéle.
7. Telekomunikacijas
operatora pakalpojumu
izmanto$anas ilgums.

2. Kurus no zemak minétajiem Respondentiem no 11 atbilzu variantiem tika lugts atzimét
digitala marketinga stratégijam tas atbildes, kuras vinuprat bija atbilstosakas. Jautajums ar
pedeja gada laika esat vairaku atbilzu izveli, kura respondentiem bija jaatzime,
pamanijis/-usi no sava kuras no uzskaititajam digitala marketinga stratégijam vini
telekomunikaciju pakalpojumu pedgja gada laika ir pamanijusi no sava telekomunikaciju
sniedzgja? pakalpojumu sniedz&ja. Uzskaititas opcijas ietvera,

piem@ram, socialo tiklu marketingu, e-pasta marketingu,
meklétajprogrammu marketingu (SEO), mobilo marketingu
(SMS un lietotnu pazinojumus), satura marketingu,
influenceru (ietekmétaju) marketingu u.c. Respondenti
drikstja atzim&t vairakas atbildes, lai precizi atspogulotu
savu pieredzi.

3. Kuri no Siem kanaliem, Jusuprat, | Respondentiem no 11 atbilzu variantiem tika atzZimét tris
ir visefektivakie un visvairak atbildes, kuras vinuprat bija atbilstosakas. Turpinot
ietekm@ Juisu viedokli vai iepriek$gjo tematiku, Saja jautajuma respondentiem tika
lémumus par telekomunikaciju lugts no iepriek§ mingtajiem digitalajiem kanaliem
pakalpojumu sniedzgjiem? izveleties tris, kuri, vinuprat, visvairak ietekme& vinu

viedokli vai l[@mumus par telekomunikaciju pakalpojumu
sniedzgjiem. Sis jautdjums lava identificét, kurus kanalus
lietotaji pasi uzskata par nozimigakiem prieks viniem.

4. Ltdzu, novertgjiet Sos Respondentiem no 12 atbildém likerta skala tika lagts
apgalvojumus par savu atzimét cik loti vini piekrit vai nepiekrit dotajam
telekomunikaciju pakalpojumu apgalvojumam par savu telekomunikaciju operatoru. 1 —
sniedz&ju, izmantojot skaluno 1 | (pilniba nepiekritu) lidz 5 — (pilniba piekritu). Aptauja
Iidz 5. ieklautie apgalvojumi aptvéra vairakus aspektus, tostarp:

uzmanibas pieverSanu uzpémuma reklamam socialajos
tiklos; e-pasta piedavajumu noderigumu, uztic€sanos caur
digitalajiem kanaliem sanemtajai informacijai, digitalo
kampanu ietekmi uz v€lmi mainit operatoru; mobilas
lietotnes  pazinojumu  informativo  vertibu, satura
marketinga saistoSumu; digitala marketinga aktivitaSu
ietekmi uz uzticibu un kopgjo apmierinatibu ar uzpémumu,
ka arT konkurentu marketinga ietekmi uz potencialu pariet
pie cita pakalpojumu sniedzgja. Sada apgalvojumu skala
sniedza detalizEtus, kvantitativi analiz€jamus datus par
respondentu uzskatiem un pieredzi.

5. Kurs telekomunikaciju Saja atvértaja tipa jautajuma respondentiem tika ldigts
pakalpojuma sniedzgja uzrakstit kads telekomunikaciju operatora marketinga veids
marketinga veids Jus pedgja gada | ir viss vairak uzrunajis vinus ka klientus.
laika ir visvairak parliecinajis un
kapec?
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Saja tabula darba autors uzskatami parada anketas struktiiru, jautdgjumus un sniedz komentarus par
tas aizpildiSanu.

Pétijuma rezultati

Darba autors veica visu uzn€mumu finan$u rezultatu apkoposanu vienota parskatama tabula. Tabula
bis att€lots telekomunikaciju pakalpojumu uznémumu vidgja aritmétiska, medianas, dispersijas,
standarta novirzes un standarta kltidas aprékini.

Cetru lielako Latvijas telekomunikaciju uznémumu (Tele2, LMT, Bite un Tet) 2020.-2023. gada
finan$u raditaju salidzino$aja analize, darba autors atklaja bitiskas atSkiribas to rentabilitaté un
pelnas tendences. Tele2 uzradija visaugstako rentabilitati, ta videja gada tira pelna minétaja izpetes
perioda bija 36,51 milj. eiro, un 2023. gada Tele2 pelna sasniedza 46,63 milj. eiro, kas bija augstakais
Iimenis Cetru gadu griezuma, tostarp starp visiem uznémumiem. Analiz€jot LMT finan$u sniegumu,
var secinat, ka tas bija stabils un pakapeniski augoss, vidgja pelna 30,36 milj. eiro un starp
uzne€mumiem ierindojas otraja vieta, un, kas ir ne mazak svarigi uznp€mumam bija vismazakas pelnas
svarstibas (zemaka dispersija, standartnovirze) salidzinajuma ar citiem operatoriem, kas norada uz
uzn€muma speju pielagoties un liecina par ilgtspgjigu izaugsmi pat mainigos tirgus apstaklos. Bite
sakotngji uzradija zemako pelnu, tacu ¢etru gadu laika tas pelna strauji augusi no 16,4 milj. eiro 2020.
gada Iidz 33,4 milj. eiro un 2023. gada (gandriz 50% piecaugums pedgja gada), un Sis kapums
rezultgjas ar vislielakajam pelpas svarstibam starp uznémumiem (augstaka dispersija,
standartnovirze), kas liecina par uznémuma veiksmigu izaugsmes stratégiju un tirgus dalas
palielinaSanu piesatinata tirgus apstaklos. Savukart Tet pelna minétajos gados nepartraukti
samazingjas no 30 milj. eiro 2020. gada lidz 19 milj. eiro 2023. gada (kritums par gandriz 40%).

3. tabula. Uzné€mumu rezultatu aprakstosas statistikas metodes att€loSana (Avots: autora

apkopojums)
~ Videja pelna Dispersija Standartnovirze Stanfi arta Mediana
Uznémums (4 gadu (milj. eiro)? (milj. eiro) kluda (milj. eiro)
perioda) ) ) (milj. eiro) )

Tele2 36,51 46,57 6,82 3,41 33,78
LMT 30,36 12,11 3,48 1,74 29, 95
Bite 23,51 50,46 7,10 3,55 22,12
Tet 24,97 21,94 4,68 2,34 25,41

Talak darba autors veiks respondentu anketas analizi.

Kopuma aptauju aizpildija 202 respondenti. Dalibnieku vida bija parstaveti abi dzimumi — sieviesu
skaits bija nedaudz lielaks neka viriesu (aptuveni 51% pret 49%), tikai dazi respondenti izvelgjas
neatklat savu dzimumu. Respondentu vecuma struktiira koncentrgjas uz vidéja vecuma un jaunakajas
paaudzgs, lielaka dala (ap divam tresdalam) bija vecuma no 18 lidz 45 gadiem. Aptuveni viena
piektdala aptaujato bija vecuma no 46 Ilidz 65 gadiem, savukart loti jaunu 18 gadu vecumu
nesasniegusu personu un gados vecaku cilveku vecuma virs 65 respondentu Ipatsvars bija salidzinosi
neliels kopa mazak par 5%. Sada tendence ir diezgan logiska, nemot véra, ka darba autora darba vieta
loti liela dala nodarbinato ir tiesi Sajas vecuma grupas. Aptaujato izglitibas Itmenis lielakoties bija
vidgjs, jo 58% respondenti atbildgja, ka viniem ir iegiita pamatizglitiba, aptuveni 39% respondentu
noradija, ka viniem ir ieglita augstaka izglitiba (bakalaura grads vai augstaks), savukart tikai 1%
atbildgja, ka viniem ir iegiita pamatizglitiba.
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Respondentu sadalijums %

Interaktivais marketings mEE 3,00
Marketinga automatizacija ® 1,00
Popularitates marketings = 2,00
Apmaksata reklama m—m S 00
Partneru marketings ® 1,00
Influenceru marketings ® 1,00
Satura marketings IEE————— 10,00
Mobilais marketings I—— 7,00
Meklétajprogrammu marketings I—— 13 00
E-pasta marketings IEEEEEEEEENEEENNN————— 23,00
Socialo tiklu marketings NN 34,00

0,00 5,00 10,00 15,00 20,00 25,00 30,00 35,00 40,00

2. att. Respondenti izveletie digitala marketinga kanali (Avots: autora apkopojums no respondentu

anketas)

Secinajumi

Veikta petijuma ietvaros darba autors izdara $adus secinajumus:

1.

Darba autora pétjjuma jautagjums ir atbildéts - digitala marketinga stratégiju efektiva
istenoSana sniedz telekomunikaciju pakalpojumu sniedz&jiem jatamu konkurences
prieksrocibu. ST prieksrociba lauj gan labak komunicét ar klientiem, gan veidot lojalitati un
pozitivu zimola t€lu, paterétaju acis, kas galu gala atspogulojas uzn@muma finansu
panakumos. Latvijas telekomunikaciju nozaré redzams, ka uzn@mumi, kuri apsteidz citus
digitalaja vidg, sp€j ar1 noturgties tirgus virsotné un uzradit labakus finanSu rezultatus

Tirgus izpetes datu liecina, ka Latvijas telekomunikaciju tirgus ir loti piesatinats, jo mobilo
sakaru pieslegumu skaits parsniedz iedzivotaju skaitu par aptuveni 47%, kas nozimé, ka
jaunu klientu piesaiste galvenokart notiek uz konkurentu rékina.

Respondentu aptaujas rezultati liecina, ka lielaka dala telekomunikaciju klientu pamana
uzne@mumu aktivitates digitalaja vide, piem&ram tiessaistes reklamam, socialo tiklu saturam
un citiem marketinga materialiem.

Pétljuma analize atklaja statistiski nozimigu pozitivu sakaribu starp telekomunikaciju
uzneémumu digitala marketinga aktivitatém un klientu lojalitati. Tas nozime, ka uznémumi
ar pardomatam un intensivam digitala marketinga stratégijam spgj izveidot lojalaku klientu
bazi, palielinot klientu noturéSanas raditajus.

Finansu raditaju (pieméram, ROA un ROE) analize, digitalo kanalu analize un respondentu
atbilzu dinamika liecina, ka pastav pozitiva saikne starp digitala marketinga aktivitattm un
telekomunikaciju uznémumu darbibas rezultatiem.

Socialo mediju platformas un video satura kanali ir kluvusi par nozimigiem digitala
marketinga rikiem telekomunikaciju nozar€. Petfjuma gaita konstatets, ka daudzi respondenti

brivaja laika médz skatities videoklipus (piemeéram, YouTube) un cita veida saturu, kura
integrétas uznémumu reklamas, kas uzsver $adas pieejas efektivitati jaunu klientu piesaiste.

Respondentu aptauja tika noskaidrots, ka dala paterétaju lémumus par pakalpojumu
sniedzgja izveli pienem neatkarigi no marketinga komunikacijam, vairak balstoties uz
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pakalpojuma kvalitati un cenu, no ta izriet, ka produkta kvalitatei un marketinga véstijjumam
jabiit ciesa saskana.

Kvalitativa aptaujas datu analize paradija, ka klientu reakcija uz digitalo marketingu ir
atkariga no satura atbilstibas un piedavatas personalizacijas pakapes. Respondenti noradija,
ka pozitivi uztver marketinga aktivitates, kas pielagotas vinu interesém un vajadzibam,
savukart uz uzbazigu vai neprecizi mérkétu reklamu tie reagé negativi.

Veikta pétijuma ietvaros darba autors izvirza $adus priekSlikumus:

Finan$u raditaju (pieméram, ROA un ROE) analize, digitalo kanalu analize un respondentu
atbilzu dinamika liecina, ka pastav pozitiva saikne starp digitala marketinga aktivitatém un
telekomunikaciju uznémumu darbibas rezultatiem.

Socialo mediju platformas un video satura kanali ir kluvusi par nozimigiem digitala
marketinga rikiem telekomunikaciju nozarg. PétTjuma gaita konstatgts, ka daudzi respondenti
brivaja laika medz skatities videoklipus (pieméram YouTube) un cita veida saturu, kura

Respondentu aptauja tika noskaidrots, ka dala patérétaju lémumus par pakalpojumu
sniedzgja izveli pienem neatkarigi no marketinga komunikacijam, vairak balstoties uz
pakalpojuma kvalitati un cenu, no ta izriet, ka produkta kvalitatei un marketinga vestjjumam
jabiit ciesa saskana.

Kvalitativa aptaujas datu analize paradija, ka klientu reakcija uz digitalo marketingu ir
atkariga no satura atbilstibas un piedavatas personalizacijas pakapes. Respondenti noradija,
ka pozitivi uztver marketinga aktivitates, kas pielagotas vinu interesem un vajadzibam,
savukart uz uzbazigu vai neprecizi mérk&tu reklamu tie reag€ negativi.

Nemot véra socialo mediju un video satura augsto efektivitati, jo klienti $ajas platformas
pavada loti daudz laika, uznémumiem japalielina uzsvars uz satura marketingu tiesi $ajas
platformas. Ieteicams regulari veidot kvalitativus, informativus un izklaidéjoSus video
(piem@ram, pamacibas, produktu apskatus, kampanu klipus, aktualo produktu apskatus,
raidijumus).

Lai ne tikai sp€tu piesaistit klientus, bet tos arT noturétu telekomunikaciju pakalpojumu
operatoriem ir lielaku uzmanibu japieverS pakalpojumu kvalitatei, telekomunikaciju
uzn@mumiem jartpgjas, lai to marketinga solijjumi atbilstu realajai pieredzei. NepiecieSams
veikt nepartrauktus pakalpojumu un klientu apkalposanas kvalitates uzlabojumus un par tiem
skaidri komunicet digitalajos kanalos. Uzsverot realus, ar datiem pamatotus sasniegumus.

Uznémumiem ieteicams plasak ieviest marketinga automatizacijas rikus un lielo datu
analizi, lai padzilinati izprastu klientu uzvedibu un velmes. Ta pat to nepiecieSams veikt
biezak, jo klientiem viena diena var biit vienas vélmes, savukart cita diena jau citas. Tas
lautu veidot precizi mérk&tas un personalizétas digitala marketinga kampanas katram klientu
segmentam, pieméram, individuali pielagotus piedavajumus un zinojumus.
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Albina Golovko. STARPULTURU KOMUNIKACIJA UN KOMANDU VADIBA
DZELZCELA TRANSPORTA NOZARES UZNEMUMOS

Ekonomikas un kultiras augstskola
Magistra studiju programma “Biznesa vadiba”

E-pasts: allbinn95@gmail.com
Zinatniska vaditaja: Dr.phil., profesore Velga Vévere

Anotacija

Pétijjuma aktualitate: Starpkultiru komunikacija un komandu vadiba ir nozimigi faktori, kas
ietekmé dzelzcela transporta uznémumu darbibas efektivitati, 1pasi starptautiskos infrastrukttras
projektos, kads ir Rail Baltica. Sadu projektu ietvaros sadarbojas vairak neka 100 uznémumu no
dazadam kultiram, un atSkirigas komunikacijas normas, vadibas pieejas un darba stili var butiski
ietekmét sadarbibas rezultatus.

Pétijuma meérkis: Izstradat starpkultiru komunikacijas stratégiju uznémumiem, kas darbojas
dzelzcela transporta nozare, lai veicinatu efektivu starptautisko komandu sadarbibu un uzlabotu
vadibas kvalitati.

Pétijjuma metodes: PEtljuma izmantota jaukta pétniecibas pieeja, ieklaujot kvantitativas metodes
(anket€sana) un kvalitativas metodes (padzilinatas intervijas). Tika veikta arT iek$€jo dokumentu un
sekundaro datu analize. Datu apstradei izmantota aprakstosa statistika, korelacijas analize, grafiska
analize, ka arT satura analize.

Sasniegtie rezultati: PEt;juma tika identificéti galvenie Skersli starpkultiiru komunikacija, analizétas
darbinieku un vaditaju pieredzes atskiribas un izstradata praktiski izmantojama strateégija
komunikacijas uzlabosanai starptautiskas komandas. Rezultati kalpo ka pamats turpmakai vadibas
pieeju pilnveidei Rail Baltica projekta un lidzigos starptautiskos infrastruktiiras procesos.

Atslegas vardi: starpkultiru komunikacija, komandu vadiba; dzelzcela transports; Rail Baltica;
starptautiskie projekti.

Ievads

Starpkultiiru komunikacija un efektiva komandu vadiba ir kluvuSas par neatnemamu nosacijumu
starptautisko infrastruktiiras projektu ilgtsp&jigai TstenoSanai. To Tpasi spilgti ilustré Rail Baltica
projekts, kurda vienlaikus sadarbojas vairak neka 100 organizaciju no dazadam kultdram un
profesionalajam vidém (RB Rail, b/n). Eiropas dzelzcela sistémas 24 oficialas valodas, dazadas
lémumu pienemsanas pieejas un vadibas prakses, ka arT darba organizacijas modeli butiski ietekme
sadarbibas kvalitati un projekta izpildes tempu. Eiropas Savienibas Dzelzcela agentiira sava 2024.
gada parskata norada, ka [idz pat 70% dzelzcela incidentu ir saistiti ar komunikacijas nepilnibam.

Nemot veéra minétos apstaklus, autore formulgja pé€tijuma merki: izstradat starpkultiru
komunikacijas strat€giju, kas bitu piclietojama dzelzcela transporta nozares uzn€mumos
starptautisku projektu konteksta, ar mérki paaugstinat sadarbibas efektivitati un uztic€Sanos
komandas.

Lai sasniegtu $o mérki, tika izvirziti $adi uzdevumi:

1. analiz&t normativos aktus un vadlinijas par komunikaciju dzelzcela nozarg;
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2. veikt zinatniskas literatiiras un Iidzigu p&tijumu analizi par starpkultiiru vadibu un komandas
dinamiku;

3. identificét problémas, kas kavé efektivu komunikaciju starptautiskas komandas;
4. izstradat praktisku strat€gijas modeli un sniegt ieteikumus tas ievieSanai.

Petljuma tika izmantotas kvalitativas un kvantitativas metodes, tostarp dokumentu analize,
darbinieku anket€Sana un padzilinatas intervijas ar Cetriem vaditajiem. legttie dati tika apstradati,
izmantojot aprakstoSo statistiku, transkripciju, kontentanalizi un grafisko analizi.

Pétfjuma rezultata tika identificStas butiskakas problémas — zema vaditaju sp&ja pielagoties kultiiras
atSkiritbam, neskaidra lomu struktiira un nepietickama atgriezeniskas saites sistéma. Pamatojoties uz
Siem secinajumiem, autore ir izstradajusi starpkultiru komunikacijas stratégiju, kas piedava praktiski
Istenojamu pieeju kultliru dazadibas parvaldibai, tadgjadi sasniedzot izvirzito petijjuma mérki.

Analitiskais apskats

Maisdienu globalizgtaja vide starpkultiiru komunikacija ir kluvusi par biitisku faktoru organizaciju
darbiba, jo 1pasi starptautiskos infrastruktiiras projektos, kur iesaistiti darbinieki ar dazadu kultiiras
pieredzi. Efektiva komunikacija tiesi ietekmé projektu kvalitati, operacionalo drosibu un sadarbibas
ilgtsp&ju (European Union Agency for Railways, 2024). Dzelzcela transporta nozaré §ie izaicinajumi
ir Tpasi akiiti, nemot véra 24 Eiropas Savienibas oficialo valodu lietojumu un starpkulttiru atSkiribas,
kas palielina parpratumu iesp&jamibu (European Union Agency for Railways, 2024).

Rail Baltica projekts, kura sadarbojas partneri no dazadam valstim, ilustré sarezgitu kultdiras vidi ar
atSkirigiem komunikacijas stiliem, darba organizacijas pieejam un vertibu sisttmam (RB Rail, n.d.).
Ieprieksgjie pétijumi norada, ka veiksmiga starpkultiiru komunikacija veicina darbinieku
apmierinatibu, samazina konfliktu riskus un uzlabo komandu produktivitati (Engagedly, 2023;
Morrison & Conaway, 2006).

Autore uzsver, ka efektiva starpkultiru komunikacija ir butisks priek$nosacijums projektu sekmigai
norisei, un tas trikums var butiski ietekm@t gan uztice$anos komanda, gan 1émumu pienemsanas
dinamiku (Adler & Aycan, 2018). Latvija veiktais sabiedriskas domas pé&tijums ari norada uz
iespgjamo spriedzi starp dazadam etniskajam grupam, kas atspogulojas darba vide (Kazoka &
Berzina, 2023).

Analizgjot teorétiskas pieejas, bitiskas ir Geérta Hofstedes kultiiras dimensijas (Dickson u.c., 2003)
un Kultiiras orientaciju modelis (Ardichvili u.c., 2007), kas sniedz pamatu darba stilu, autoritates
uztveres un laika uztveres analizei. Sie modeli ir batiski instrumenti, lai izprastu, ka veidot pielagotu
vadibas un komunikacijas praksi kulttru daudzveidigas komandas.

Starpkultiiru kompetences, tostarp kultiiras inteligence (CQ) un kultiiras elastiba (Caligiuri & Caprar,
2022), tiek atzitas ka kritiski svarigas prasmes starptautisko komandu vaditajiem. Tas ietver spgju
pielagot komunikaciju, saprast kultiiras signalus un reagét uz dazadiem uzvedibas modeliem.

Latvijas pétnieki (piem. Trels u.c., 2023) uzsver socialemocionalas kompetences nozimi, tostarp
empatiju, cienu un &tikas ieverosanu, kas veicina pozitivu darba vidi. Tapat butiska ir ieklaujosa
lideriba, kas balstita uz atvertibu, lidzdalibu un cienpilnu komunikaciju (Ardichvili u.c., 2022).

Lai mazinatu kultiiras barjeras, butiski ir skaidri noteikt komandas struktiiru, atbildibas jomas un
lomu sadalijumu, ka arT nodroSinat regularas apmacibas un atgriezeniskas saites mehanismus.

Vaditajiem ieteicams ieviest kultiiras indikatorus un novertésanas rikus, lai pielagotu savas darbibas
strat€gijas starptautiskai videi.
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Apkopojot apliikotos aspektus, autore secina, ka starpkultiiru komunikacijas teorétiskie ietvari un
empiriskie p&tfjumi sniedz strukturétu pamatu praktisku risindgjumu izstradei. Sie secinajumi kalpo
ka pamats turpmakai pétijjuma metodologijas izveidei un pielietojuma analizei konkrétaja Rail
Baltica projekta konteksta.

Pétijuma metodologija

Petfjuma ir pielietotas jauktas petniecibas metodes, kas apvieno kvantitativas un kvalitativas metodes
ar mérki sniegt vispusigu izpratni par starpkultiiru komunikacijas procesiem dzelzcela transporta
uznémumos. Sada izvéle lava strukturéti analizét gan skaitliski novértjamas paradibas, pieméram,
uzticgésanas Itmeni komanda, gan art dzili kontekstualus faktorus, kas atklaj kultiiras interpretaciju
un uztveres atskiribas.

Tika izmantots jaukto metozu dizains, kas ietver sakotn&ju kvantitativo datu vaksanu ar aptauju (67
respondenti ¢etros Rail Baltica projekta iesaistitos uzn€mumos), kam sekoja kvalitativas datu ieguves
faze — dalgji struktur€tas intervijas ar Cetriem projektu vaditajiem un dokumentu analize. Dokumentu
analizg tika ieklauti gan uzn€muma Italferr ieks€jie komunikacijas noteikumi, gan starptautiskie
standarti, piem&ram, ISO 44001:2017 un ERA drosibas vadlinijas (European Union Agency for
Railway, 2024).

Kvantitativo datu apstradei tika izmantota aprakstosa statistika un korelacijas analize. Datu apstrade
tika veikta Excel un Python vides, ieklaujot vizualizaciju ar matplotlib un seaborn bibliotekam.
Kvalitativie dati — interviju transkripti — tika analiz&ti, izmantojot tematiskas analizes metodi péc
Braun & Clarke (2006) modela. Atslegvardi tika kodeti un grupéti tematiskos blokos, piem&ram,
uzticéSanas, lomu skaidriba, pielagosanas stili.

Izmantoto teor€tisko ietvaru veido Cetri atziti modeli: G. Hofstedes kultiiras dimensiju teorija
(Hofstede, 2001), Ang & Van Dyne (2015) kultdras inteligences (CQ) modelis, GLOBE pétijums
par Iideribu kultirvides (House u.c., 2020), ka ar1 strukturétds komunikacijas modelis ISO
44001:2017. Sie modeli tika izmantoti ka pamats instrumentu izstradei un datu interpretacijai.

S1 daudzslanaina metodologiska struktiira nodro§indja datu ticamibu un iesp&ju formulét praksé
pielietojamu strat€giju kultiiras dazadibas parvaldibai. legttie dati tika trianguléti starp visiem
avotiem (anketa, intervijas, dokumenti), lai parbauditu to konsekvenci.

Pétijuma rezultati

Dokumentu analize

Lai izvertetu starpkultiru komunikacijas vadibas sistemu kvalitati Rail Baltica projekta, tika veikta
salidzino$a dokumentu analize starp Italferr iek$€jo komunikacijas vadliniju dokumentu COI n.
16/AD del 27/01/2023 un diviem globali atzitiem standartiem — ISO 44001:2017 un Safety and
Interoperability Report (European Union Agency for Railway, 2024). Analizes mérkis bija identificet
atbilstibu starptautiskajiem sadarbibas un komunikacijas principiem, 1pasi konteksta ar kultiiras
daudzveidibas parvaldibu (1. tabula).
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1.tabula. Dokumentu salidzinosa analize (Avots: autora apkopojums)

Analizetais aspekts Italferr COI n. 16/AD (2023) ISO 44001 / ERA vadlinijas
Komunikacijas Centralizéta, ar hierarhisku atbildibas Uz sadarbibu balstita, ar horizontaliem
struktiira sadaltjumu. atbildibas modeliem.

Valodas politika Nav definéta; izmantota anglu valoda | Prasita skaidra valodas izv€le un

ka de facto standarts. terminologijas standartizacija.

Kultiras pielagosanas Netiek tieSi pieminéta dokumenta. Nepieciesama komunikacijas pielagosana
kultiiras kontekstam.

Lomu un atbildibu Detaliz&ts, ar noteiktam pozicijam un | Elastiba lomu defingSana, ja ta nepiecieSama

sadaltjums funkcijam. sadarbibas efektivitatei.

Sadarbibas forma ar Doming formala sazina ar EDzL un Uzsverta strategiska partneriba, sadarbibas

partneriem partneriem. uzturé$ana caur uztic€sanos.

Komunikacijas kanali Strukturéta korespondence, e-pasti. Ieteikta kombingta pieeja — formala un
neformala komunikacija.

Rezultati norada, ka Italferr dokumentacija nodros$ina augstu strukturétibas un centralizacijas Iimeni,
kas veicina vienotu komunikacijas praksi un reputacijas parvaldibu. Tomér salidzinajuma ar ISO un
ERA prasibam tika konstatéts, ka triikst skaidras valodas politikas, kultiiras pielagosanas mehanismu
un neformalas komunikacijas kanalu stimuleSanas. Italferr pieeja liela mera balstas uz vertikali
orientetu parvaldibu, kas var ierobezot elastibu starptautiska komanda.

Savukart ISO 44001 un ERA uzsver partneriba balstitu komunikaciju, valodas standartizaciju,
kultaras inteligenci un adaptivu vadibu. Tapéc dokumentu analize atklaj nozimigu potencialu Italferr
politikas pilnveidoSanai, lai labak atbilstu muisdienu starpkultiiru projektu vajadzibam.

Sie secindjumi kalpo ka pamats praktisku stratégisko priekslikumu izstradei, kas uzlabotu
starpkultiiru komunikacijas efektivitati daudzvalstu inzeniertehniskos projektos.

Anketésanas rezultatu analize

Lai izprastu starpkultiiru komunikacijas efektivitati Rail Baltica projekta, tika veikta anonima
aptauja, kuras merkis bija apzinat darbinieku pieredzi saistiba ar komunikaciju, kultiiras atSkirtbam
un vadibas pieejam. Aptauja piedalijas 67 respondenti no Cetriem projekta iesaistitiem uznémumiem.
Aptaujas dati sniedza daudzslanainu ieskatu par sadarbibas kvalitati un kultiiras ietekmi uz komandas
dinamiku.

Aptaujas merkis bija izvertet Rail Baltica projekta iesaistito darbinieku subjektivo pieredzi
starpkultiiru komunikacija. Dati ieglti ar strukturétu aptauju, aptverot t€mas ka uzticESanas,
komunikacijas efektivitate un vadibas elastiba kultiiru jautajumos. Analize tika veikta ar Python datu
rikiem, izmantojot aprakstoSo statistiku un korelaciju aprékinus.

Respondentu atbildes liecina par vispargji pozitivu sadarbibas vidi. Kulttiras dazadiba komandas tika
apstiprinata — 65 no 67 noradija, ka vinu komandas strada cilveki no dazadam kultiiram. So realitati
lielaka dala noverte pozitivi — 50 respondenti atzim&ja, ka jiitas €rti vai loti &rti sadarbojoties ar
kolggiem no citam kulttiram, un 44 respondenti uzskata, ka starpkultiru komunikacija komanda ir
efektiva. Zemak redzama apla diagramma atspogulo respondentu sadalijumu p&c vinu &rtuma Iimena
sadarbiba ar citu kultiiru parstavjiem (1. attgls):
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Cik érti JUs jataties, sadarbojoties ar kolégiem no citam kultiram? / How
comfortable do you feel working with colleagues from other cultures?

@ Lofi &rti / Very comfortable

@ Erti/ Comfortable
Neitrali / Neutral

@ Neérti  Uncomfortable

1.att. AtbilZzu sadalijums uz ceturto jautajumu: komforta limenis, sadarbojoties ar kolégiem no
citam kultiiram (Avots: autora veiktas aptaujas rezultatu apkopojums)

Lomu un atbildibu skaidriba komandas san€musi augstako novertgjumu (vid. 3,94), tai seko
uzticéSanas kolégiem (vid. 3,90) un starpkultiru komunikacijas efektivitate (vid. 3,81). Zemak
novértéta tika vaditaju spéja pielagoties kultiras daudzveidibai (vid. 2,80), kas norada uz vadibas
kompetencu triikumu $aja aspekta.

Respondentu atbildes rada augstu strukturétibas ITmeni komandas, ta¢u nepietickamu vaditaju
pielagoSanos kultiiras dazadibai. Lomu skaidriba korelé ar labaku uztic€Sanos un komunikacijas
kvalitati. Rezultati iezZim& specigu pamatu organizatoriskas skaidribas nozimei starpkultiiru
komandas.

Pearson korelacijas aprékini paradija cieSu pozitivu saistibu starp lomu skaidribu un uzticé$anos
komanda, ka arT starpkultiru komunikacijas efektivitati. Tapat identificéta korelacija starp
strukturétibu un psihologisko dro§ibu — skaidri defin&tas lomas veicina atvértibu un uzticé$anos
komandas.

Vienlaikus vaditaja pielagoSanas spéja kultiiras aspektos nekorelé ar strukturétibu vai citiem
pozitivajiem raditajiem. Tas liecina, ka kultiiras inteligence vadiba nav sistematiski attistita un tiek
uztverta ka atsevisSka dimensija.

Statistiska analize apliecina, ka lomu skaidriba ir centralais faktors, kas veicina uzticéSanos un
efekttvu komunikaciju multikulturalas komandas. Vaditaju kulturas adaptacijas trikums neietekme
strukturétibu, bet var mazinat komandas integraciju ilgtermina.

Secinajumi, kas izriet no aptaujas rezultatiem, norada, ka kultiiru daudzveidiba Rail Baltica projekta
ir ikdienas realitate, ko lielaka dala respondentu uztver pozitivi. Komandas, kuras ir skaidrs lomu un
atbildibas sadalfjums, demonstre augstaku uztic€Sanas limeni un efektivaku komunikaciju. Tas
apliecina, ka strukturéta vadibas pieeja ir butisks priekSnoteikums produktivai starpkultiiru
sadarbibai.

Taja pasa laika aptauja izgaismo bitiskus izaicindgjumus — vaditaju nepietickamu pielagosanos
kultiiru dazadibai, ka ari valodas barjeras, kas rada izslegtibas sajitu un ietekm& l€mumu
pienemsanas procesus. Sie rezultati uzsver nepieciesamibu mérktiecigi stiprinat kultiiras inteligenci
un psihologiskas drosibas veidoSanu komandas, Tpasi vadibas liment.

Interviju analize
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Saja petijuma intervijas tika izmantotas ka biitiska kvalitativa datu ieguves metode ar mérki
padzilinati izprast starpkultiiru komunikacijas un vadibas praksi Rail Baltica projekta komandas.
Intervijas kalpoja ka instruments, lai papildinatu kvantitativas aptaujas rezultatus ar kontekstuali
bagatu un cilvecisko pieredzi balstitu informaciju. Tas sniedza iespgu analizeét kulturas
daudzveidibas ietekmi uz [émumu pienemsanu, komunikacijas dinamiku un uzticéSanas veidosanu
no vaditaju perspektivas. Kopuma tika interveti Cetri vadosie specialisti: divi Latvijas un divi arvalstu
vaditaji, parstavot inzeniertehniskas, juridiskas un organizatoriskas funkcijas Cetros dazados Rail
Baltica projekta iesaistitajos uznémumos.

Pirmaja intervija Italferr S.p.A. projekta direktors uzsvéra individuali pielagotas vadibas piecjas
nozimigumu — vina vadibas filozofija balstas nevis kultiiras visparinajumos, bet katra darbinieka
personigo motivatoru un robezu izpratng€. Uztic€Sanos vin$ saista ar konsekventu vadibas ricibu,
savukart ieklauSanu — ar decentralizétam strukttiram. Vin$ noradija, ka biitiskakas barjeras veidojas
nevis valodu, bet vietgjas kulttiras nerakstito noteikumu neizpratnes dél, un batiska ir vietgjo kolegu
loma $o niansu skaidrosana.

Otras intervijas dalibnieks no L4 — projekta vaditdjs ar publisko iepirkumu pieredzi — atzina, ka vina
galvenais uzdevums ir nodro$inat procesu atbilstibu starptautiska vide, ko sarezgi dazadu valstu
administrativo sistému un komunikacijas kulttru atSkiribas. Vin$ uzsvera standartizetu procediru,
strukturétas dokumentacijas un oficialas sapul¢u formas nozimi, vienlaikus atzistot, ka $ads
formalisms japapildina ar neformalam saliedé$anas aktivitatém un uzticibu veicino$u komunikaciju.

Tresaja intervija vietéjais inzenierzinatnu eksperts no AE Engineering uzsvera strukturétibas nozimi
— gan komunikacija, gan projektu vadiba. Vin$ akcentgja daudzkanalu pieejas priekSrocibas un
piclagoSanos dazadu kultiru partneriem, izmantojot skaidras normas, rakstisku pienakumu
sadalfjumu un individualas sanaksmes. Lidzigi ka citi respondenti, ari vin$ uztic€Sanos balsta
konsekvencg un atgriezeniskas saites kvalitate, vienlaikus noradot uz vajadzibu péc vaditaju kultiiras
sensitivitates apmacibam.

Ceturtaja intervija darvalstu biavdarbu vaditajs no ERB Rail JV izc€la kultiras inteligenci ka
priek$noteikumu veiksmigai sadarbibai multikulturala komanda. Vin$ uzsvéra anglu valodas
nepietickamibu ka vienigo sazinas riku, noradot, ka butiskakais izaicinajums ir atSkiriga
komunikacijas un kritikas uztvere dazadas kulttras. Tie$a klatienes komunikacija tiek atzita par
visefektivako, savukart komunikacijas stils tiek apzinati attirits no idiomam un kultiirspecifiskiem
izteicieniem. Vaditajs aktivi strada pie uztic€Sanas stiprinasanas un uzskata, ka ieklaujosa vadiba ir
nevis deklaracija, bet ikdienas darbiba.

Visu Cetru interviju salidzinajums rada, ka, neskatoties uz atskirigajam lomam, pieredzi un kultiiras
izcelsmi, vaditaji Rail Baltica projekta vienpratigi atzist, ka starpkulttiru komandu efektivitate balstas
uz tris galvenajiem pamatprincipiem: individuali pielagotu vadibas pieeju, strukturétu un
daudzkanalu komunikaciju un aktivu uzticéSanas veidosanu. Kulttiras atskiribu ietekme galvenokart
izpauzas lémumu pienemsSana, kritikas sniegSana un komunikacijas stila, savukart So atSkiribu
parvaré$ana prasa elastibu, skaidribu un psihologisko dro§ibu veicino$u vidi. Sie rezultati stiprina
pienémumu, ka kultiiras inteligence un ieklaujosa lideriba nav papildingjumi, bet gan bitiskas
kompetences starptautisku infrastruktiiras projektu vadiba.

Starpkultiiru komunikdacijas stratégijas izstrade

Starpkultiiru komunikacijas stratégijas izstrade $aja petijuma tika balstita uz empiriskajiem datiem,
kas ieglti no dokumentu satura analizes, darbinieku aptaujas un Cetram padzilinatam vaditaju
intervijam. Strat€gijas nepiecieSamibu noteica vairaki prakse konstatéti trikumi Rail Baltica projekta
konteksta: neskaidri komunikacijas kanali un atbildibas robezas, nepietickama kultiiras jutiba
vadibas lémumos, ierobezotas iespgjas sniegt drosu atgriezenisko saiti, ka arT nesaskanotiba starp
organizatoriskajam strukt@iram un realo darba dinamiku daudzvalstu komandas. Sie faktori batiski
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ietekméja sadarbibas kvalitati un uzticéSanos starp komandas locekliem. Tadél strateégijas galvenais
mérkis ir veidot uzticamu, skaidru un adaptivu komunikacijas sist€ému, kas samazina parpratumu
risku un palielina efektivitati, vienlaikus stiprinot komandas psihologisko drosibu un ieklausanu.

Strat€gijas saturs strukturéts se$as galvenajas dimensijas: skaidras lomas un komunikacijas k&des
defingSana; vadibas pielagos$anas sp&jas stiprinasana, identific§jot kultiiras uzvedibas indikatorus;
formalas atgriezeniskas saites sist€émas ievieSana; kulttiras inteligences (CQ) apmacibu ievieSana
vaditajiem un darbiniekiem; daudzkanalu un hibridas komunikacijas formatu kombingSana,
balstoties uz uzdevuma raksturu un komandas loceklu profilu; onboarding programmas
papildinasana ar kultiiras orientacijas elementiem. Stratégija balstas uz CQ teorétisko bazi
(Livermore, 2020), ISO 44001:2017 standartiem, ka ari psihologiskas drosibas un uztic€Sanas
modeliem, kas izriet no starptautiskas literatiiras (Edmondson, 2018; Miska u.c., 2020). Galvenais
uzsvars likts uz kombinéto — strukturalo un cilvékcentréto — pieeju: strukturéti formati sniedz
prognoz&jamibu, savukart individuala pielagosanas kultiru specifikai nodroSina komandas
saliedetibu un ilgtsp€ju.

Lai nodrosinatu, ka straté€gija kliist par reali funkciongjosu sistému, petijuma izstradats ari detaliz&ts
ievieSanas modelis, kas ietver septinus integracijas solus. Pirmais solis ir iek$gjas komunikacijas
audita veikSana, analiz&jot procediiras, [emumu plismu un sapulcu struktiiru. Otrais posms paredz
kultiiras riska izvért§jumu komandas, identificgjot galvenos pretstatus, piemeram,
tieSuma/neticamibas vai kolektivisma/individualisma atskiribas. Tre$aja posma tiek veikta strateégijas
pielagosana konkrétas organizacijas specifikai, t.sk. valodu politikai, projektu formatam un
komunikacijas ieradumiem. Ceturtais solis paredz CQ apmacibu ievieSanu ar diferencetu saturu
vaditajiem un darbiniekiem. Piektaja posma tiek ieviesta digitala platforma atgriezeniskas saites
vaksanai, kas lauj regulari novertet komunikacijas kvalitati. Sestaja posma tiek papildinata jauno
darbinieku adaptacijas programma ar kulttiras orientaciju un mentoru sistému. P&dgjais — septitais
posms — ir regulara ietekmes izveértéSana, izmantojot raditajus, pieméram, uzticESanas limeni,
konfliktu biezumu, darbinieku iesaisti un apmierinatibu ar komunikacijas kvalitati.

Sada strukturéta, bet vienlaikus elastiga pieeja stratégijas ievieSanai nodrosina, ka teorétiski
formulétie risinajumi tiek integréti praks€, nemot véra katras organizacijas kontekstu un komandas
specifiku. [lgtermina tas stiprina projekta izpildes kvalitati, darbinieku noturibu, starpkultiiru saskanu
un pozitivu reputaciju starptautiskaja vide.

Secinajumi

Pamatojoties uz visaptveroSu empirisko analizi — intervijam, dokumentu parskatiSanu un
darbinieku aptauju ir izstradati $adi secinajumi:

1. Starpkultiru komunikacija Rail Baltica projekta ir biitisks faktors, kas ietekmé& gan ikdienas
sadarbibu, gan projekta rezultatu kvalitati. Darbinieku un vaditaju pieredze apliecina, ka
dazadu kulttru parstavju sadarbiba ir ikdienas realitate, kas prasa mérktiecigu pieeju un
kompetencu attistibu.

2. Kultdras atskiribas visbiezak izpauzas [émumu pienemsana, atgriezeniskas saites sniegSana,
konfliktu risina§and un komunikacijas veida. Sie aspekti rada potencialus parpratumus, ja
netiek nodrosinata skaidra, vienota un saprotama pieeja informacijas apmainai.

3. Vaditaju spgja pielagoties starpkultiru videé tika noveérteta zemak neka darbinieku
pielagosanas prasmes, kas liecina par vadibas kompetencu trikumu $aja joma. Tie$i vaditaja
uzvediba tika identific€ta ka butiskakais elements efektivai komandas dinamikai.

4. Tika pieradita tieSa saikne starp lomu skaidribu, uztic€Sanos komanda un ieksgjas
komunikacijas kvalitati. Jo strukturétaka ir darba organizacija, jo augstaka ir darbinicku
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savstarpgja uzticeSanas un emocionala drosiba.

5. Psihologiska drosiba komandas pastav, tacu nav konsekventi nodro$inata. Liela dala
respondentu nejitas pietickami dro$i, lai atklati paustu bazas vadibai, kas norada uz
nepiecieSamibu péc drosas, atvértas komunikacijas vides.

6. Kultiiras izslégSanas sajiitu visbiezak izraisa valodas barjeras, informacijas neprecizitate un
darbinieku ignoréSana, kas tiesi ietekm€ motivaciju, lojalitati un Iidzdalibu.

7. Dati apliecina, ka visaugstak novertétie aspekti ir lomu skaidriba, uzticé$anas kolégiem un
starpkultiiru komunikacijas efektivitate, savukart viszemak — vadibas elastiba un spg&ja
pielagoties kulttiras dazadibai. Tas norada uz neatbilstibu starp organizatorisko struktiiru un
lideribas kompetencém.

8. Korelacijas analize apstiprindja, ka skaidri definétas lomas un atbildibas pozitivi ietekmé
komunikacijas kvalitati un psihologisko dro$ibu komandas, savukart vaditaja pielagoSanas
sp&ja nav tiesi saistita ar strukturéto sadarbibu.

9. Salidzinot dokumentus, tika konstatéts, ka standartos balstita, uz uztic€Sanos veérsta
komunikacija butiski uzlabo sadarbibu starptautiska projekta, savukart formali hierarhiski
dokumenti, kas ignor€ kultiiras aspektus, var radit nesaskanas un interpretacijas atskiribas.

10. Intervijas atklaja, ka veiksmiga starpkultiru vadiba balstas uz personalizétu, empatisku
pieeju, daudzkanalu komunikaciju, decentralizétu 18émumu pienemsanu un sp&ju izvairities
no stereotipiem. Ieklausana tiek veidota, aktivi iesaistot arT klusakos darbiniekus.

11. Pétijuma rezultata izstradata stratgija piedava praktisku ietvaru organizacijam ar
starpkultiiru komandam, aptverot gan strukturtu komunikacijas modeli, gan darbinieku
adaptacijas, atgriezeniskas saites, vadibas apmacibu un kultiiras riska novértéSanas
komponentus. Tas ievieSana veicina informacijas saprotamibu, psihologisko dro§ibu un
efektivu sadarbibu ilgtermina.
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Anna Krecere - Bernarte. RIGAS IEDZIVOTA]JU ILGTSPEJIGO UZVEDIBU
IETEKMEJOSIE FAKTORI

Ekonomikas un kultiras augstskola
Studiju programma “Biznesa vadiba”
Zinatniskais vaditajs: Dr. oec, profesore Jelena Titko

Anotacija

Pétijjuma aktualitate: PieaugoSo vides problému un klimata parmainu konteksta ilgtsp&jiga
dzivesveida ieverosana klust arvien butiskaka, TpaSi pils€tvide, kur koncentr§jas lielaka dala
iedzivotaju — Riga tie ir aptuveni 614 tukstosi cilvéku (CSP, 2023). Neskatoties uz to, ka78% Latvijas
iedzivotaju atzist klimata parmainas par nopietnu problému, tikai 25% veic realas darbibas to
ierobezosanai (Eiropas Komisija, 2021). Viedas administracijas un regionalas attistibas ministrija
norada, ka 40% sadzives atkritumu joprojam tiek nogadati poligonos (VARAM, 2021). Sie raditaji
liecina par nepiecieSamibu izprast faktorus, kas ietekmé Rigas iedzivotaju ilgtsp€jigu uzvedibu, lai
sekmétu efektivakus risinajumus sabiedribas motivésana uz videi draudzigu ricibu.

Pétijjuma meérkis: [zvertét Rigas iedzivotaju ilgtsp€jigo uzvedibu ietekmg&josos faktorus.

Pétijuma metodes: P&tijuma izmantotas datu ieguves metodes, literatiiras analize un anketéSana,
ka arT datu apstrades metodes, frekvencu jeb biezumu analize un ranzesana.

Sasniegtie rezultati: PEtjjuma rezultati atklaj, ka lielaka dala Rigas iedzivotaju apzinas ilgtsp&jiga
dzivesveida nozimi, tacu ikdiena So principu ieveroSana ir atkariga no vairakiem faktoriem.
Nozimigakie $kérsli ir ieradumu inerce, augstakas izmaksas videi draudzigam alternativam un
infrastrukturas trikums. Biezak mingtie motivEjosie faktori ilgtsp&jigas uzvedibas ievieSanai ir
personiga atbildibas sajuta par vidi, v€lme saglabat veselibu, ka arT bé&rnu nakotnes apsverumi.
Nozimigu ietekmi uz uzvedibu rada ari socialie faktori, pieméram, gimenes atbalsts. Aptaujas
rezultati liecina, ka inform@&tibas ITmena paaugstinasana un praktisku, pieejamu risinajumu ievieSana
var biitiski uzlabot iedzivotaju ilgtspgjigu ricibu. Datu analize rada, ka atseviskam iedzivotaju
grupam, piemeram, augstaka izglitiba un ienakumu [imenis ir augstaka motivacija ieverot ilgtsp&jigas
prakses.

Atslegas vardi: ilgtspéja; Riga, vide; paradumu maina; ilgtspéjiga attistiba

Ievads

Vides degradacija, klimata parmainas un resursu izsikums ir radijusi nepiecieSamibu parorientet
sabiedribas uzvedibu uz ilgtsp&jigakiem dzivesveida principiem. Ilgtspgjiga uzvediba ietver individu
ikdienas ricibas, kas veicina dabas resursu saglabasanu, emisiju samazinasanu un vides kvalitates
uzlabosanu (UNEP, 2020). Eiropas Savieniba uzmaniba tiek pieversta sabiedribas iesaistei
ilgtspEjigas attistibas mérku sasniegSana, kas atspogulots ari Eiropas Zalaja kursa, kur§ uzsver
nepiecie$amibu mazinat resursu patérinu un virzit sabiedribu uz videi draudzigam izvéleém (Eiropas
Komisija, 2021).

Latvija, atbilstosi pec Ekonomiskas sadarbibas un attistibas organizacijas datiem, 2022. gada, pils€tu
iedzivotaji rada 1,1 tonnu sadzives atkritumu uz vienu cilvéku gada, kas parsniedz ES vidgjo raditaju
(OECD, 2022). Turklat Latvijas sabiedriba tikai pakapeniski pienem ilgtsp&jigus paterina paradumus
—2022. gada ANO petijuma atklats, ka mazak neka 30% iedzivotaju regulari izvelas ilgtsp&jigus
produktus vai pakalpojumus (ANO, 2022).
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Pétfjuma objekts ir Rigas iedzivotaji. P&tljuma prickSmets ir Rigas iedzivotaju ilgtsp&jigu uzvedibu
ietekmg@josie faktori. Petljuma meérkis ir izvertet faktorus, kas ietekmé Rigas iedzivotaju ilgtspgjigo
uzvedibu. Petijuma tiek veikta teorgtiska izpete par ilgtsp&ju un iedzivotaju ilgtsp&jigo uzvedibu.
Izstradata anketa Rigas iedzivotaju ilgtspgjigo uzvedibu faktoru noteikSanai un izvertéSanai. Veikta
Rigas iedzivotaju aptauja. Noteikts Rigas iedzivotaju ilgtsp&jigo uzvedibu ietekméjoso faktoru
nozimigumu. P&tljuma jautajums, kadi ir Rigas iedzivotaju ilgtspgjigo uzvedibu ietekmgjosie faktori.
Petijuma izmantotas datu ieguves metodes, literatiiras analize un anketgSana, ka ar1 datu apstrades
metodes, frekvencu jeb biezumu analize un ranzgsana.

Analitiskais apskats

Ilgtspgjiga attistiba un ar to saistitas iedzivotaju uzvedibas izmainas miisdienu sabiedriba ir kluvusas
par vienu no aktualakajam t€émam gan nacionala, gan starptautiska méroga. Pieaugosais vides
piesarnojums, klimata parmainas un resursu izsikSana uzliek par pienakumu ne vien politikas
veidotajiem, bet arT sabiedribai kopuma parskatit savus paterina un dzivesveida ieradumus.
Ilgtsp&jiga uzvediba Saja konteksta ir ne tikai vE€lama, bet obligats priekSnoteikums harmoniskai
sabiedribas attistibai.

Ilgtsp&jigas uzvedibas jédziens tiek definéts ka individa riciba, kuras mérkis ir samazinat negativo
ietekmi uz vidi, veicinat socialo labklajibu un nodrosinat resursu saglabasanu nakamajam paaudzeém
(Kollmuss & Agyeman, 2002). ST uzvediba ietver plasu darbibu spektru — sakot no ikdienas izvélém,
piemé&ram, partikas produktu iegades un atkritumu SkiroSanas, 11dz pat sabiedriskajai lidzdalibai videi
draudzigu iniciativu ietvaros (One Planet Network, 2016).

Apvienoto Naciju Organizacija uzsver, ka uzvedibas maina ir viens no galvenajiem virzitajspekiem
parmainam, kas nepiecieSamas, lai nodro§inatu ilgtermina sabiedribas un vides lidzsvaru. Tomér
uzvedibas mainu nereti apgritina dazadi psihologiski, sociali un ekonomiski $kérsli, kas liedz
individiem pienemt ilgtsp&jigus Iémumus, pat ja vini apzinas to nozimi (ANO, 2022).

Starptautiskie p&tijumi uzrada lidzigas tendences. GlobeScan aptauja, kas veikta 31 valsti ar 30 000
finansialas izmaksas un ieradumu inerce (GlobeScan, 2023). Cehijas pétfjuma noradits, ka
ilgtsp€jigas uzvedibas veidosana izskirosa ir izglitiba un sabiedribas normu maina (Dimitrova u.c.
2021). Latvijas m&roga pieejami vien fragmentari pétijumi, pieméram, Biznesa augstskolas Turiba,
konferences ietvaros veikta neliela meéroga aptauja, kas paradija, ka iedzivotaji biezi uzskata savu
ricibu par nenozimigu kopg&jas problémas risinasana (Granta, 2024).

Latvija novérojama neatbilstiba starp iedzivotaju uzskatiem un realo ricibu attieciba uz vides
ilgtsp&ju. Saskana ar Eiropas komisijas 2021. gada datiem, 78% Latvijas iedzivotaju uzskata klimata
parmainas par nopietnu problému, tacu tikai 25% aktivi iesaistas §1s problémas risinaSana. Turklat
40% sadzives atkritumu v&l aizvien tiek apglabati poligonos, kas liecina par nepietickamu
ilgtsp&jigas uzvedibas prakses izplatibu (VARAM, 2021). Riga, ka Latvijas lielaka pilséta ar 629 000
iedzivotaju ir strat€giski nozimigs regions ilgtsp&jibas mérku sasnieg$anai. Augsts iedzivotaju
blivums, pat€rina Itmenis un pilsétvides specifika veido atskirigu kontekstu salidzingjuma ar lauku
regioniem, tapéc ir butiski izprast tie$i Rigas iedzivotaju uzvedibu ietekm&josos faktorus (Centrala
statistikas parvalde, 2023).

Pétijuma metodologija

P&tijuma metodologija balstijas uz literatiiras analizi un kvantitativo petijumu, lai noteiktu Rigas
iedzivotaju ilgtsp&jigu uzvedibu ietekméjosos faktorus. Vispirms tika veikts teorétiskais apskats,
kura analiz&ja dazadus avotus, lai glitu ieskatu ilgtsp&jigas ricibas veicinasana. So atzinu ietvaros
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tika izstradata anketa, kas ietvéra jautajumus par respondentu demografisko profilu, ikdienas videi
draudzigajiem paradumiem un uztverto nozimi ilgtsp&jigai ricibai. Anketa tika izplatita Rigas
iedzivotaju vidi tieSsaisté, nodrosinot nejausu izlasi un p&c iesp&jas plasaku respondentu
sasniedzamibu.

Iegutie dati tika apkopoti un analiz&ti, izmantojot biezumu jeb frekvencu analizi, lai novértétu, kuras
prakses un faktori ir visizplatitakie un kuri — mazak. Tika veikta arT faktoru nozimiguma ranz&sana,
balstoties uz vidgjiem vertejumiem, kas pieskirti dazadiem ilgtsp€jigas uzvedibas veicinoSiem vai
kav&josiem aspektiem. Sada pieeja lava sistematiski novértet, kuri iemesli vistie§ak ietekmé
respondentu gatavibu mainit paradumus, un padzilinatak izprast nepiecieSamos nosactjumus, lai
Rigas iedzivotaji blitu motiveti ieviest ilgtsp€jigas prakses sava ikdiena.

Pétijuma rezultati

Peétljuma rezultati tika ieglti, analiz&ot 50 Rigas iedzivotaju sniegtas atbildes uz aptaujas
jautajumiem, kas ietvéra informétibu par ilgtspgjigu dzivesveidu, pasvertgjumu, galvenos skerslus
un motivgjosos faktorus. Rezultati norada uz salidzinosi augstu respondentu informétibu par
ilgtspgjiga dzivesveida biitibu, 80 % respondentu atzina, ka zina, kas ir ilgtspgjigs dzivesveids. 90 %
piekrit, ka ilgtsp€jigs dzivesveids sakas ar apzinatu ricibu sava majsaimnieciba. 58 % aptaujato
pedgja gada laika ir veikusi konkré&tas praktiskas izmainas sava ikdiena, lai dzivotu videi draudzigak
(1. att).

Vai pedgja gada laika esat veicis(-kusi) kadas
izmainas sava ikdiena, lai dzivotu videi
draudzigak?

Vai Juis izvelaties ilgtsp&jigus produktus vai
pakalpojumus?
Vai Jus sava ikdiena censaties ieveérot
ilgtspgjiga dzivesveida principus?

Vai Jus piekritat apgalvojumam, ka ilgtsp&jigs
dzivesveids sakas ar apzinatu ricibu sava
majsaimnieciba?

Vai Jiis zinat, kas ir ilgtsp&jigs dzives veids?

Ik

0 5 10 15 20 25 30 35 40 45 50

Né ®mNezinu/Nevaru atbildét mJa

1.att. Zinasanas un pasvertejums (Avots: autores veiktas aptaujas rezultatu apkopojums)

Respondenti atzim&ja vairakus butiskus faktorus, kas trauce, kave ieviest ilgtspgjigu dzivesveidu
ikdienas praks€. Visbiezak minétie $kersli bija: ieradumu inerce — 78 %, augstakas izmaksas videi
draudzigam alternativam — 68 %, zema sociala motivacija — 52 %, nepieejama vai nepietickama
infrastrukttira — 32 %, nepietickama informétiba — 20 %. Ka redzams, lielakais $k&rslis ir individualo
paradumu maina, ko papildina ar1 salidzinosi augstas videi draudzigo risinajumu izmaksas. Socialais
un infrastruktiiras faktors ir sekundari, tomér arT tie butiski ierobeZo ilgtsp&jigas ricibas ieviesanu (2.
att).
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= Jeradumu inerce

= Augstakas izmaksas videi
draudzigam alternativam

= Zema sociala motivacija

Nepieejama vai
nepietickama
infrastruktiira

- M1 e

apkopojums)

Respondentu vertgjuma vissvarigakie faktori, kas veicina un ietekmé ilgtsp€jigu uzvedibu, pec
Likerta skalas, atzZimgjot prioritati no 1 (nav svarigi / netiek darits) Iidz 5 (loti svarigi / tiek darits
konsekventi un apzinati), galvenie stimulatori ilgtsp&jigai ricibai ir tiesi finansialais ieguvums,
infrastruktiiras pieejamiba un ieguvumi veselibai.

= Samazinat ikdienas izmaksas

= Uzlabota un paplasinata
atkritumu SkiroSanas sistéma

= Energoefektivs majoklis

Tuvuma pieejami skiroSanas
konteineri

= Saistiba ar personisko
veselibu

3.att. Svarigakie faktori ilgtsp&jigai uzvedibai (Avots: autores veiktas aptaujas rezultatu
apkopojums)

Lai arT aptuveni 84 % aptaujato apgalvo, ka jau Sobrid cenSas dzivot ilgtsp&jigi, tikai 62 %
respondentu regulari izvelas videi draudzigus produktus vai pakalpojumus, un vél mazak — 58 % —
ir praktiski mainfjusi savus ieradumus. Sie rezultati loti skaidri norada uz divu galveno barjeru — cenu
faktora un ieradumu inerces — bitisko nozimi.

Secinajumi
Petfjuma rezultati lauj secinat, ka galvenie kavgjosie faktori, kas bitiski ietekme Rigas iedzivotaju
ilgtsp&jigas uzvedibas ievieSanu ikdiena, ir individu ieradumu inerce, kas raksturiga aptuveni ¢etram

piektdalam respondentu, ka arT augstakas izmaksas videi draudzigiem produktiem un
pakalpojumiem, kuras mingja ap divam treSdalam aptaujato. Sos butiskakos skerslus papildina ar1
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socialas motivacijas tritkums jeb apkartgjo cilvéku zemais atbalsts un iesaiste, ka arT nepietickami
attistita un ne€rta pils€tas infrastruktiira, piem&ram, attalinati atkritumu SkiroSanas punkti vai
nepietiekams velo infrastruktiiras tikls.

Savukart ka galvenie motivejosie faktori ilgtsp&jigas uzvedibas ieviesanai un uzturé$anai izdalas tiesi
finansialie stimuli jeb iesp€ja ilgtermina samazinat ikdienas izdevumus, pieméram, mazakas
komunalo maksajumu summas, subsidijas energoefektiviem risinajumiem, ka arT tiesi uztverami un
taliteji personiskie labumi. Loti nozimiga ir ari &rti pieejama infrastruktiira, kas atvieglo ikdienas
ilgtsp&jigu ricibu, piemeéram, tuvuma esosi SkiroSanas punkti, &rts un efektivs sabiedriskais transports
un droSas velo joslas. Tapat biitiski motivejosi ir arT personiskas veselibas un nakamo paaudzu
labklajibas apsverumi, kas iedzivotajiem palidz pienemt I€mumu par paradumu mainu ilgtermina.

Iegutie dati arT parada, ka augsta informétiba par ilgtsp€jigu dzivesveidu pati par sevi vél nav
pietickama, lai nodrosSinatu iedzivotaju konsekventu pareju no teorétiskas vélmes uz praktisku
ilgtsp&jigu ricibu. Tapec papildus zinasanam ir nepiecieSama aktiva pasvaldibas un uzp€mumu
iesaiste, ievieSot finansialus stimulus un uzlabojot infrastruktiiru, tadgjadi noveérSot galvenas
praktiskas barjeras un veicinot ilgtspgjigu uzvedibu Rigas pilséta ilgtermina.

Turpmakajos pétijumos butu lietderigi analizét regionalas atSkiribas un dzilak izpétit socialo un
psihologisko faktoru ietekmi uz ilgtsp&jigu uzvedibu. Kopuma ilgtsp&jiga uzvediba Riga
visefektivak tiks veicinata, ja risingjumi biis ekonomiski pievilcigi, €rti un sniegs tilitejus
personiskus ieguvumus.
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Magistra studiju programma “Biznesa vadiba”
E-pasts: liene.dusa@gmail.com

Zinatniskais vaditajs: Dr.oec, profesore Oksana Lentjusenkova

Anotacija

Pétijjuma aktualitate: Biivniecibas nozarei ir svariga loma Latvijas ekonomiskaja attistiba.
Biivniecibas procesa digitalizacija ar 2020. gada 1. janvari izmantojot biivniecibas informacijas
sisttmu www.bis.gov.lv ienesa izmainas ikviena biivniecibas procesa iesaistita bilivspecialista
ikdiena. Savukart sakot ar 2025. gada 1. janvari publisku personu finansg€tu tresas grupas jaunu eku
biivnieciba tika ieviesta Biivju informacijas modelesana (BIM), kas nesa v&l jaunus izaicinajumus.
2024. gada BIM skaitiSanas aptauja skaidri iezZimé galvenos biivniecibas digitalizacijas procesa
izaicinajumus. Ka galvenos skerslus 63% respondentu mingja iesaistito pusu kompetences trikumu,
noradot uz pastavigu problému ar prasmju trikumu un kvalifikacijas uzlaboSanas nepiecieSamibu.
Iezimgjas arT nepietickama specialistu sagatavo$ana un izpratnes tritkums, kas norada uz to, ka
nozarei joprojam trukst kvalificéta darbaspéka un izglitibas programmu (aptauja “BIM skaitisana
2024”). Saskana ar Eiropas Komisijas darba dokumentu SWD(2023)614 “2023. gada zinojumu par
valsti — Latvija” digitalo prasmju trikuma novérSana joprojam ir viena no Latvijas galvenajam
digitalizacijas probléemam (EC, 2023). Latvija digitalo pamatprasmju Iimenis ir zemaks par ES vidgjo
raditaju, un gandriz pusei valsts iedzivotdaju to joprojam trukst (VARAM, 2024). Eiropas
Profesionalas izglitibas attistibas centra (CEDEFOP) publicgja p&tijuma par prasm&m, noradits, ka
attieciba uz digitalo tehnologiju pielietoSanu darba procesa Latvija uzrada tadu pasu tendenci ka
vidgji Eiropas Savieniba. Latvija informacijas tehnologijas izmanto 87% gadijumos (Cedefop, 2022).

Pétijuma meérkis: Identificet faktorus, kas ietekme@ stradajoso digitalo prasmju pilnveidi biivniecibas
nozare.

Pétljuma metodes: Datu vaksSanas metodes: Dokumentu analize un anketéSana; Datu
apstrades metodes: Aprakstosas statistikas metode un grafiska analize

Sasniegtie rezultati: Identificeti faktori, kas stimulé un traucg buivspecialistiem pilnveidot un
uzlabot savas digitalas prasmes. Sagatavoti pamata ieteikumi biivniecibas uznémumiem savu
buvspecialistu digitalo prasmju pilnveidosanai.

Atslegas vardi: digitalas prasmes, bitvniecibas digitalizacija; BIM; kvalifikdcija; buivspecialisti.

Ievads

Digitalizacija misdienas ienem nozimigu lomu, biitiski ietekm&jot informacijas pieejamibu,
parraides un uzglabaSanas mehanismus, ka ari kalpojot par pamatu digitalo tehnologiju un
komunikacijas risindgjumu attistibai. ST transformacija skar dazadas tautsaimniecibas nozares, tostarp
arT bavniecibu, kur digitalo tehnologiju ievieSana bitiski parveido darba procesus, vadibas struktiras
un gala rezultatus. Digitalizacijas mérkis btivniecibas nozar€ ir paaugstinat darba efektivitati,
precizitati un savstarpgjo koordinaciju, aptverot plaSu spektru no projektéSanas lidz buvniecibas
uzraudzibai (Lejmanis, 2023).
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Sis parmainas nav iedomajamas bez cilvékkapitala attistibas, jo tiei cilveki — ar savam zina$anam,
prasmém un sp&jam — ir digitalizacijas virzitajspeéks. Kompetencu trikums, ka noradits p&tijuma
"Liela BIM skaitisana" (BIM Solutions, 2019), ir viens no butiskakajiem skerSliem digitalo
risindjumu ievieSana biuivnieciba. Tadgjadi cilvekkapitala stiprinaSana caur profesionalo izglitibu,
parkvalifikaciju un mizizglitibu ir priekSnoteikums nozares attistibai digitalaja laikmeta (BIM
Solutions, 2019).

Latvija veiktais p&tijums "Liela BIM skaitisana" (BIM Solutions, 2019) identificé galvenos skerslus
biivniecibas digitalizacijas ieviesana: kompetencu triikumu esosaja darbaspéka (17 %), nepietickamu
izpratni par digitalizacijas sniegtajam priekSrocibam (14 %), ierobeZotus finansialos resursus (12 %),
nepietiekamu specialistu sagatavoSanu izglitibas iestades (11 %), ka ar1 vienotu valsts standartu
trikumu projektésana (10 %), biivplanosana (7 %) un iepirkumu procesos (7 %). Papildus tiek
noradits uz vadibas limena izpratnes trikumu (9 %) (Zvidrina, 2019).

Saskana ar 2024. gada aptauju “BIM skaitiSana”, nozares profesionali ka prioritarus risinajumus min
valsts atbalstu tehnologiju ievieSanas procesa, BIM izmanto$anas obligatu noteikSanu publiskajos
iepirkumos, ka art apmacibu un informativo seminaru pieejamibu. Aptaujas rezultati liecina, ka BIM
risingjumi klst par butisku blivniecibas nozares sastavdalu, tomér pilnvertigai §is tehnologijas
integracijai nepiecieSami papildu ieguldijumi profesionalas kvalifikacijas paaugstinaSana un
digitalizacijas procesu atbalsta.

Eiropas Biivniecibas kontroles konsorcija (CEBC) 2023. gada parskata noradits, ka Latvija izcelas
ar augstako digitaliz€to biuivniecibas procesu Tpatsvaru, salidzinot ar 16 citam valstim. Latvija ir
pilniba digitalizeta biivniecibas administréSana, ka ar1 elektroniska demontazas procesa kontrole un
biivniecibas atkritumu izsekojamiba (BVKB, 2023).

Digitalizacijas konteksta TpaSi nozimiga ir kvalificEtu specialistu iesaiste — projektetajiem,
arhitektiem, inZenieriem, projektu vaditajiem un blivuzraugiem ir jaspgj adaptEties jaunajam
tehnologijam. ST transformacija rada batiskus izaicinajumus izglitibas sektoram, akcentgjot
nepiecieSamibu péc misdieniga macibu satura un metodém. Svariga loma ir ari individa motivacijai
— velmei apgiit jaunas prasmes, eksperimentét un dalities pieredze.

Tomeér praksé nereti tiek novérots, ka tehnologiska attistiba notiek straujak neka lietotaju sp&jas tai
pielagoties (Soida, 2022), radot plaisu starp digitalizacijas potencialu un ta faktisko izmantojumu.
Tiesi tadel cilvekkapitala ilgtsp&jiga attistiba, nodrosinot darbiniekiem atbilstoSas prasmes, izglitibu
un sp&ju pielagoties, klast par stratégisku priekSnosacijumu bivniecibas nozares digitalajai
transformacijai.

Analitiskais apskats

Maisdienas biivniecibas nozare biitiski izjiit demografiskas parmainas — pieejamais darbaspeks $aja
nozaré ir gandriz pilniba izsmelts. KvalificEtu specialistu trikums izraisa projekta izmaksu
pieaugumu, aizkavé grafiku izpildi un pasliktina darbu kvalitati (Bahr & Laszig, 2021). Sie faktori
uzsver nepiecieSamibu stiprinat cilvékkapitala bazi, koncentrgjoties uz prasmju attistibu un
kvalifikacijas celSanu. Nacionalas biivniecibas nozarés novérojamie produktivitates izaicinajumi
lielakoties saistiti ar zemu kapitala ieguldijumu ITmeni, nozares sadrumstalotibu (piemé&ram,
uznémumu izméru dazadibu), tehnologisko jauninajumu ievie$anas 1&énumu, projektu sarezgitibu,
strukturalajam parmainam un demografiskajiem faktoriem, tai skaita ar prasmju deficttu.

Digitalizacijas procesi sniedz vairakas bitiskas priekSrocibas — uzlabotu efektivitati, zemakas
izmaksas un augstaku precizitati. Toméer §1 transformacija saskaras ar vairakiem biitiskiem Skérsliem:
augstam sakotngjam investicijam tehnologiju ievie$anai; nepiecieS8amibu p&c darbinieku apmacibas;
izaicingjumiem datu droSibas un privatuma joma. Lai gan digitalizacija var ievérojami veicinat
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nozares izaugsmi, tas pilnveértigai IstenoSanai nepiecieSama riipigi izstradata un stratégiski pamatota
pieeja, kuras centra atrodas cilveékkapitala attistiba. “BIM skaitiSana 2024 aptauja uzrada, ka viens
no bitiskakajiem digitalizacijas procesa kavgjosiem faktoriem ir kompetences trukums — 63 %
respondentu atzist $o ka nozimigu problému.

Tas liecina par nepiecieSamibu gan uzlabot izglitibas programmas, gan stiprinat profesionalo
kvalifikaciju nozar€. Prasmes tiek raksturotas ka spgja praktiski vai intelektuali pielietot zinasanas,
un tas veido kompetences biitisku dalu. Atskiriba no automatiskiem ieradumiem, prasmes tiek
kontrolétas apzinati (Zogla & Lubkina, 2020). P&étijjumu autores uzsver, ka kvalitativam darba
procesam nepiecieSamas kompetences japilnveido nepartraukti, tai skaitda komunikacijas un
tehnologiju aspekta. Akadémiskas informacijas centrs uzskata, ka prasmes izpauzas ka spgja veikt
darbibu ar nepiecieSamo kvalitati un apjomu (AIC, 2016). Tas ietver arT sp&ju atjaunot, paplasinat un
praksé piemérot teorétiskas zinasanas. P&c “Darba tirgus prognozeéSanas sistémas pilnveide” (NV A,
2017) datiem, prasmes var iedalit kognitivajas, tehniskajas un starppersonu. Saskana ar ISCO (2012),
tas tiek klasificétas Cetros limenos — no vienkarSu manualu uzdevumu izpildes Iidz kompleksam
analitiskam darbibam, Iémumu pienemsanai un komunikacijai.

Digitalas prasmes ir Tpasi batiskas miisdienu darba tirgh — tas ietver ne tikai tehnologisko risindgjumu
parzinasanu, bet art sp&ju analizet, interpretet un efektivi komunicét digitalu saturu (OECD, 2019;
Prudnikova, 2021). Digitali orientStas darba vides attistas uz cilvéku un tehnologiju sadarbibas
pamata, veidojot “inteligentus uznémumus”, kas darbojas efektivak neka tradicionalie modeli
(Mykhailenko et al. 2020). Eiropas Komisijas izstradata digitalo prasmju matrica nosaka piecas
galvenas jomas: informacijas ieguve un apstrade, komunikacija, satura veidosana, datu drosiba un
problému risinasana (Ferrari et al. 2013). 2014. gada p&tijuma atklats, ka 47 % ES iedzivotaju trikst
pietieckamu digitalo prasmju, bet 23 % So prasmju nav vispar (EC, 2014). DESI 2020. gada radita;ji
norada, ka Latvija ierindojas 18. vieta starp 28 dalibvalstim, ar vien 43 % iedzivotaju, kam ir vismaz
digitalas pamatprasmes (ES vidgji — 58 %), un tikai 24 % ar augstam digitalajam prasmeém (ES vidgji
—33 %) (EC, 2020).

Digitalas kompetences jédziens tiek plasi izmantots izglitibas politikas dokumentos (Spante et al.
2018; Spridzans & Dzerviniks, 2019), ta¢u akadémiskaja p€tnieciba §im terminam joprojam nav
vienotas definicijas (Iloméki et.al. 2011). ESCO Kklasifikacija prasmju jédzieni strukturéti Cetras
kategorijas: zinasanas, prasmes, atticksme un vertibas, noradot ari to izskaidrojumus vairakas ES
valodas (Lastovska, 2022). Eiropas Komisija prasmes defin€ ka sp&ju efektivi izmantot zinaSanas
dazados kontekstos (EC, 2008), OECD uzsver problému risinasanu konkréta situacija (OECD, 2012),
bet UNESCO akcentg arT vertibas un attieksmi (UNESCO, 2015). Cedefop izskir vispargjas un
specifiskas prasmes, kas nepiecieSamas profesijai (Cedefop, 2008), bet Latvijas izglitibas politika tas
defing ka zinasanu pielietojumu profesionalaja un personiskaja dzive (1ZM, 2020).

Schmidt un Lee (2011) savukart uzsver, ka prasmes ir apgiita sp&ja veikt specifiskus uzdevumus ar
konsekvenci. Kvalific€tu specialistu triitkums joprojam ir viens no biitiskakajiem attistibas Skersliem
biuivniecibas nozaré. Prasibu un kompetencu attistiba ir ilgtermina ieguldijums cilvékkapitala un
nozares ilgtsp&jai. Lai gan digitalizacija sniedz potencialu izmaksu samazinagjumam un darba
kvalitates uzlaboSanai, tas ievieSanu apgrutina sakotngjas izmaksas, nepietickama sagatavotiba un ar
datu droSibu saistiti riski. Tapéc nepiecieSama ilgtermina stratégija, kas ieklauj pastavigu
profesionalo un digitalo prasmju attistibu visos Itmenos. P&tTjums “The relation between 2 1st-century
skills and digital skills” (van Laar et al., 2017) uzsver, ka digitalo prasmju attistibu veicina augsta
pasefektivitate, tehnologiju pieejamiba un organizacijas atbalsts. Turpreti to kavé zema motivacija,
nepietickams atbalsts un resursu trilkums. Tadg] prasmju attistibai jabalstas uz visaptverosu pieeju,
kas apvieno individualas un institucionalas vajadzibas.

2024. gada petijuma “What drives workers’ participation in digital skills training?” p&tnieki secina,
ka aptuveni 13% ES darba nemgju atzist biitisku digitalo prasmju triikumu, bet vairak neka ceturtdala
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no viniem neveic nekadas darbibas, lai $o trikumu noverstu. Lidzdalibu apmaciba visvairak ietekmeé:
prasibu limenis konkrétaja darba; darba vides digitala intensitate; paSvertéjums par savu digitalo
prasmju trikumu; attieksme pret tehnologijam un bailes no automatizacijas. Pétnieku galvenais
secinajums: lidzdaliba digitalo prasmju apmaciba ir cie$i saistita ar darba prasibam, individualo
motivaciju un darba vides atbalstu — tatad tiesi ar cilvekkapitala stiprinasanu (Bertoni u.c. 2024).

Pétijuma metodologija

Pamatojoties uz pétijuma merki identificet faktorus, kas ietekm& stradajosSo digitalo prasmju
pilnveidi blivniecibas nozarg, tika izvirziti vairaki uzdevumi. Pirmkart, tika veikta teorGtiskas
literatiiras analize, lai ieglitu padzilinatu izpratni par digitalo prasmju biitibu, to nozimi darba tirgii
un cilvékkapitala attistiba. Turpinot darbu, tika izstradata IpaSa anketa, kas paredz&ta biivniecibas
nozare stradajoso viedoklu apkoposanai par faktoriem, kuri ietekm@ vinu digitalo prasmju attistibu.
AnketeSanas rezultati lava identificét gan stimul€joSos, gan kavgjoSos aspektus, kas nosaka
biivspecialistu ve€lmi un sp&ju pilnveidot savas digitalas kompetences. Balstoties uz ieglitajiem
datiem, tika izstradati ieteikumi biivniecibas uzn€mumiem, lai tie efektivak atbalstitu savu darbinieku
digitalo prasmju attistibu un veicinatu nozares kopgjo digitalo izaugsmi.

Petfjuma tika pielietotas vairakas metodes. Datu vakSana tika veikta, izmantojot dokumentu analizi
un anket€Sanu, savukart datu apstradei tika izmantota aprakstosa statistika un grafiska analize.

P&tniecibas terminu vardnica metodologija tiek definéta ka veids organizét zinaSanas noteikta
realitates sfeéra. Ta nosaka zinatniskas darbibas teorétiskos un praktiskos visparigos principus un
panémienus. Otra skaidrojuma metodologija definéta ka pétijjuma parskata dala, kura pétnieks
apraksta to, ka tika veikts petfjums.

Zinatniska raksta autore, lai sasniegtu petijuma mérki — identificet faktorus, kas ietekmé stradajoso
digitalo prasmju pilnveidi biivniecibas nozarg, pétijumu veica magistra darba ietvaros, ko veica, lai
noskaidrotu cilvekkapitala attistibu ietekm&oSos faktorus. Zinatniskaja raksta tiks atspogulota
sasaisté ar magistra darba p&tfjumu izmantojot aptaujas rezultatus, kas iegiiti magistra darba ietvaros,
lai noskaidrotu cilvékkapitala attistibu ietekm&joSos faktorus. Aptauja pedalijas 107 respondenti.
Cilvekkapitala attistiba — ka individu zinaSanu, prasmju un kompetenc¢u uzlaboSana ar merki
palielinat produktivitati un vertibu darba tirgii — klGst Tpasi nozimiga digitalizacijas laikmeta.
Digitalas prasmes Saja konteksta ir neatnemama cilvékkapitala sastavdala, jo tas nosaka darbinieku
sp&ju pielagoties tehnologiskajam parmainam.

P&tfjuma autore izvertgja potencialo respondentu kontaktinformacijas pieejamos avotus un izvelgjas
Biivniecibas informacijas sisttmu (BIS) — www.bis.gov.lv. BIS kalpo ka platforma blivniecibas
digitalizacijai Latvija, vienlaikus ta atspogulo ar1 cilvékkapitala strukturalo bazi — taja redzami gan
registrétie specialisti, gan uznémumi, kuru darbinieku prasmes tie$i ietekmé nozares digitalo
transformaciju.

Lai padzilinatak izpétitu Tehnologisko attistibas faktoru, pétjjuma autore noléma noskaidrot
faktorus, kas stimul€ un trauc€ biivspecialistiem pilnveidot un uzlabot savas digitalas prasmes un
izpétitu So faktoru sasaisti ar cilvékkapitala attistibu ietekm&joSiem faktoriem. P&tijuma autore
noléma uzrunat tiesi LBS BSSI ekspertus, kas iesaistiti blivspecialistu uzraudzibas procesa un viniem
ir tieSa saskare ar digitalajam prasmém, un vini parstav dazadas biivniecibas nozares virzienus.

Magistra darba ietvaros pétijjuma autore izstradaja divas anketas. Pamata aptauja aptvéra gan
respondentu profila analizi, gan cilvékkapitala attistibu ietekm&joSo faktoru izvert&jumu. Otra anketa
tika izstradatu, lai identificétu digitalo prasmju pilnveidi ietekm&oSo faktorus. Satura logiska
struktiira atbilda cilvékkapitala teorétiskajai izpratnei — tai skaita izglitibas, apmacibu, tehnologiju
pieejamibas, motivacijas un vadibas ietekmei uz darbinieku attistibu. Pirmas aptaujas struktiiras

43



eka

EKONOMIKAS UN KULTORAS
AUGSTSKOLA

pamata tika izmantota Zviedru p&tnieku Johana Rossa cilvékkapitala klasifikacija, ko pétijuma autore
papildindja to ar tehnologisko sp&ju aspektu, uzsverot, ka misdienu konteksta darbinieka spgja
adaptéties tehnologijam klast par kritisku cilvékkapitala kvalitates raditaju (Jekabsone, 2024).
Petfjuma rezultati tiek interpreteti, balstoties uz teorétisko cilvekkapitala attistibas modeli, kas ietver
Sadus batiskus faktorus: izglitibu, tehnologiju attistibu, vadibas pieeju, ekonomiskos stimulus,
demografiskos raditajus un valsts politiku. Visi Sie aspekti kopa veido vidi, kura cilvékkapitals spgj
attistities atbilstoSi nozares vajadzibam. Tad&jadi Sis p&tijums ne tikai identific€ digitalo prasmju
pilnveidi ietekm&joSos faktorus biuivniecibas nozarg, bet ari piedava skatfjumu uz to, ka veidot
ilgtsp&jigu cilvékkapitala attistibas stratégiju, kas balstita uz izglitibas sistémas pielagosanu, vadibas
atbalstu un tehnologiju integraciju ikdienas darba procesos. P&tijuma autore veica elektroniskas
aptaujas laika posma no 08.04.2025. lidz 24.04.2025.un 26.04.2025. lidz 24.04.2025., izmantojot
Google izklajlapas veidlapas formu.

Aptaujas veikSanai autore izstradaja pétijuma instrumentu — anketu.

Aptaujas metode ir ar tai raksturigiem merijjumiem dazadas merijumu skalas, talak nosakot atskiribas
starp izvEletam atlasém, sakaribas starp pazimém vai novertgjot faktoru ictekmi uz rezultativiem
mainigiem lielumiem (Kristapsone, 2020).

Cilvekkapitala attistiba ir process, kura individi uzlabo savas zinasanas, prasmes un kompetences,
palielinot savu produktivitati un vertibu darba tirgii. Digitalizacijas laikmeta digitalas prasmes kliist
par vienu no bitiskakajiem cilvékkapitala komponentiem, ipasi nozargs, kuras piecaug tehnologisko
risinajumu pielietojums, piemeram, biivnieciba. Cilvekkapitala attistiba ir process, kura individi
uzlabo savas zinaSanas, prasmes un kompetences, palielinot savu produktivitati un vértibu darba tirgi
(Becker, 1993; OECD, 2019).

Digitalizacijas laikmeta digitalas prasmes klist par vienu no butiskakajiem cilvekkapitala
komponentiem, ipaSi nozar€s, kuras pieaug tehnologisko risindgjumu pielietojums, pieméram,
biivnieciba (European Commission, 2020; Cedefop, 2023). Digitalo prasmju pilnveidi tiesi ietekm&
vairaki faktori, kuri savukart nosaka cilvékkapitala attistibas tempu un virzienu. Izglitiba un
apmaciba veido pamatu digitalo kompetencu apguvei. Kvalitativas un nozares prasibam pielagotas
izglitibas programmas nodroSina darbiniekiem nepiecieSamas tehnologiskas zinasanas, tadéjadi
veicinot vinu profesionalo atfistibu un palielinot cilvekkapitala vertibu (European Commission,
2020; UNESCO, 2022).

Tehnologiju attistiba rada pieprasijumu p&c jaunu prasmju apguves. Jauni digitalie riki, BIM sisteémas
un datu parvaldibas risinagjumi nosaka nepiecieSamibu p&c pastavigas darbinieku prasmju
atjaunos$anas, veicinot dinamisku cilvekkapitala attistibu (World Economic Forum, 2020). Vadibas
stils un uznémuma atticksme bitiski ietekmé darbinieku motivaciju pilnveidot digitalas prasmes.
Vadiba, kas atbalsta macibas, sniedz resursus un uzsver inovaciju nozimi, stimulé pozitivu atticksmi
pret profesionalo izaugsmi (Cedefop, 2023; OECD, 2020).

Ekonomiskie faktori un atalgojuma sist€mas tiesi ietekmé darbinieku motivaciju ieguldit laiku un
resursus savu digitalo prasmju attistiba. Konkurétspgjigs atalgojums un karjeras izaugsmes iesp&jas
kalpo ka specigs stimuls cilvékkapitala pilnveidei (ILO, 2021; Acemoglu & Autor, 2011).
Demografiskie faktori, pieméram, darbasp€ka novecoSanas, prasa ipasu uzmanibu picauguso
talakizglitibai un elastigam apmacibu formam, lai nodroSinatu tehnologisko parmainu ieklausanu
dazadu vecumu darbinieku attistiba (OECD, 2020). Regulativais un politikas ietvars — valsts atbalsts
mizizglitibai un digitalo kompetencu attistibai veicina sistémisku pieeju cilvekkapitala pilnveidei,
nodro§inot gan piekluvi macibam, gan motivaciju apgiit jaunas prasmes (European Commission,
2020; UNESCO, 2022). So faktoru mijiedarbiba nosaka, cik efektivi un strauji cilvékkapitals attistas
atbilstoSi nozares digitalizacijas prasibam. Jo labveligaki ir izglitibas, tehnologiju, vadibas un
ekonomiskie apstakli, jo lielaka ir iesp€ja attistit augsti kvalificetu un digitali kompetentu
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darbaspeku, kas savukart palielina nozares konkurétsp&ju un inovaciju potencialu (World Economic
Forum, 2020; Cedefop, 2023).

Biivniecibas nozarei ir svariga loma Latvijas ekonomiskaja attistiba. Biivniecibas procesa
digitalizacija ar 2020. gada 1. janvari izmantojot blivniecibas informacijas sisttmu www.bis.gov.lv
ienesa izmainas ikviena biivniecibas procesa iesaistita biivspecialista ikdiena. Savukart sakot ar 2025.
gada 1. janvari publisku personu finans€tu tre$as grupas jaunu €ku biivnieciba tika ieviesta Buvju
informacijas modelésana (BIM), kas nesa vl jaunus izaicinajumus. 2024. gada BIM skaitiSanas
aptauja skaidri iezimé galvenos biivniecibas digitalizacijas procesa izaicinajumus. Ka galvenos
skerslus 63% respondentu mingja iesaistito pusu kompetences trikumu, noradot uz pastavigu
problému ar prasmju trokumu un kvalifikacijas uzlaboSanas nepiecieSamibu. lezim&jas arl
nepietickama specialistu sagatavoS$ana un izpratnes triikums, kas norada uz to, ka nozarei joprojam
trukst kvalificeta darbaspeka un izglitibas programmu (aptauja “BIM skaitiSana 2024”).

Saskana ar EK dienestu darba dokumentu SWD(2023)614 “2023. gada zinojumu par valsti — Latvija”
digitalo prasmju trikuma nove@rSana joprojam ir viena no Latvijas galvenajam digitalizacijas
probléemam (EC, 2023). Latvija digitalo pamatprasmju Iimenis ir zemaks par ES vid&jo raditaju, un
gandriz pusei valsts iedzivotaju to joprojam trikst (VARAM, 2024). Eiropas Profesionalas izglitibas
attistibas centra (CEDEFOP) publicgétaja petijuma par prasmém, noradits, ka attieciba uz digitalo
tehnologiju pielietoSanu darba procesa Latvija uzrada tadu pasu tendenci ka vidéji Eiropas Savieniba.
Latvija informacijas tehnologijas izmanto 87% gadijumos (Cedefop, 2022). Tapéc pétijuma autore
velgjas atdalit ka atseviSsku cilvékkapitala elementu Tehnologiskas sp&jas, ka sp&ju pielagoties
tehnologiju progresam, procesu digitalizacijai. Apkopojot cilvékkapitala attistibu ietekmé&josos
faktorus Latvijas blivniecibas nozares uznémumos, ptijums autore balstijas uz iepriek§minétajiem
cilvékkapitala elementiem un t.sk. uz Tehnologiskajam sp&am. Baranovs un citi zinatniskaja raksta
“Latvijas produktivitates atfistibas tendences, izaicinajumi” min ka iespgjas ar produktivitati saistitos
faktorus inovacijas, digitalizaciju un cilvékkapitalu (Baranovs, 2021).

2027. gadam ka viens no prioritarajiem virzieniem ir noteikts “Produktivitate, inovacija un eksports”.
Nacionalaja attistibas plana ir noradits, ka “turpmaka tautsaimniecibas izaugsme un augstaka dzives
Iimena nodro$inasana Latvijas iedzivotajiem ir atkariga no sp&jas strauji mainigaja vidé veidot
jaunas, zinaSanas balstitas konkur€tsp€jas prieksrocibas, proti, kapinat produktivitati caur
ieguldijumiem cilvékkapitala, p&tnieciba un inovacija, ka arT jaunu, digitalu tehnologiju ievieSana”
(Baranovs, 2021); (Parresoru koordinacijas centrs, 2020). Tehnologiju attistiba bitiski ietekmé
cilvekkapitala attistibu biivniecibas nozarg, jo ta maina gan darba metodes, gan nepiecieSamas
prasmes darbiniekiem.

Misdienu biivniecibas uznémumi saskaras ar strauju digitalizaciju, automatizaciju un jaunu
risinajumu (piem&ram, BIM) ievieSanu, kas prasa darbinieku sp&ju nepartraukti pielagoties un apgiit
jaunas tehnologijas. Saskana ar p&tijumu, ko veica Succar, BIM tehnologiju ieviesana batiski maina
blivniecibas procesu planosanu un izpildi, vienlaikus pieprasot no darbiniekiem augstaku digitalo
kompetendu Iimeni. Sadas izmainas uzliek par pienakumu uznémumiem ieguldit darbinieku
apmaciba un prasmju attistiba, kas savukart veicina cilvékkapitala izaugsmi (Succar, 2009).
Tehnologiju attistiba bavniecibas nozar€ ne tikai uzlabo darba efektivitati un kvalitati, bet arT rada
pieprasijumu péc jauna veida zinasanam — no tehniskajam iemanam lidz spg&jai analizét datus un
izmantot digitalos rikus [émumu pienemsana. Tas nozimg, ka cilvékkapitala vertiba palielinas tiesi
tajos gadijumos, kad darbinieki sp&j izmantot jaunas tehnologijas praksé (Arif & Karam, 2001).
Tadgjadi, tehnologiju attistiba ne tikai paaugstina darba efektivitati, bet arT veicina cilvékkapitala
kvalitativu izaugsmi, piespiezot uznémumus ieguldit apmacibas, kvalifikacijas paaugstinasana un
inovaciju ieviesana.
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kas stimul€ un traucé buivspecialistiem pilnveidot un uzlabot savas digitalas prasmes un izp&titu So
faktoru sasaisti ar cilvekkapitala attistibu ietekmgjosiem faktoriem. P&tjjuma autore noléma uzrunat
tiesi LBS BSSI ekspertus, kas iesaistiti biivspecialistu uzraudzibas procesa un viniem ir tieSa saskare
ar digitalajam prasmém, un vini parstav dazadas biivniecibas nozares virzienus. Pétljuma autore
ladza LBS BSSI ekspertus atbildét uz aptaujas jautdjumiem laika posma no 16.04.2025. lidz
24.04.2025. Aptaujas veikSanai autore izstradaja petijuma instrumentu — anketu, kas sastavéja no
pieciem jautajumiem (1. tabula). Aptauja piedalijas 9 LBS BSSI eksperti.

1.tabula. Aptaujas jautajumi aptaujai par faktoriem, kas stimul€ un trauce buvspecialistiem
pilnveidot un uzlabot savas digitalas prasmes (Avots: autora apkopojums)

Jautajums

Atbilde

Ka jus vertgjat savas pasreizejas digitalas prasmes?

(ladzu, novertejiet skald no 1 lidz 5, kur 1 ir loti
zemas un 5 ir loti augstas)

Kadi faktori, jusuprat, visvairak stimulg digitalo
prasmju uzlabosanu?
(liidzu, izvélieties visus piemérojamos)

Karjeras izaugsmes iespgjas
Augstaks atalgojums
Uznémuma nodrosinatas apmacibas
Personiga motivacija
Tehnologiju attistiba
Klientu prasibas
Likumdos$anas prasibas

Kadi ir galvenie $kersli, kas jums traucg pilnveidot
digitalas prasmes?

Laika trukums
Finansialo resursu trikkums
Motivacijas trikums
Piekluves trikums atbilstoSiem kursiem vai
apmacibam
Uznémuma atbalsta trikums

Vai jlisu uznémums nodrosina pietickamas iesp&jas
digitalo prasmju apguvei?

Ja/N&/dalji

Kadas digitalas prasmes, jiisuprat, ir vissvarigakas
buvniecibas nozare? (lidzu, izvelieties visus
piemérojamos)

Projektésanas programmatiiras prasmes (AutoCAD
u.c.)

Datu analize un parvaldiba
Komunikacijas un sadarbibas riki
Kiberdrosibas pamati
Prasme sagatavot nepiecieSamo dokumentaciju un
ievadit Biivniecibas informacijas sisteéma
BIM (Building Information Modeling)

Sagatavojot aptauja ieklauto digitalo prasmju uzlabosanu ietekmgjosie faktorus, p&tijuma autore
sagatavoja So faktoru sasaisti ar cilvekkapitala attistibu (2. un 3. tabula).
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2.tabula. Faktori, kas stimulé digitalo prasmju uzlaboSanu un to saistiba ar cilvékkapitala attistibu
(Avots: autora apkopojums)

Faktors Saistiba ar cilvékkapitalu
Karjeras izaugsmes iesp&jas Digitalas prasmes palielina nodarbinamibu un veicina karjeras attistibu,
uzlabojot cilvékkapitala vertibu.
Augstaks atalgojums Darbinieki ar digitalajam prasm&m var nopelnit I1dz pat 45% vairak, kas
atspogulo ieguldijumu cilvékkapitala (National Skills Coalition, 2023).
Uzn&muma nodroSinatas Organizaciju ieguldijumi darbinieku apmaciba veicina cilvékkapitala
apmacibas attistibu un produktivitati.
Personiga motivacija Individuala v@lme macities un attistities ir butiska cilvékkapitala
uzlabosanai.
Tehnologiju attistiba Tehnologiju progresésana prasa pastavigu prasmju atjaunosanu, veicinot
cilvékkapitala dinamiku.
Klientu prasibas Pieaugosas klientu prasibas pec digitaliem risinajumiem stimulé
darbinieku prasmju attistibu.
LikumdoS$anas prasibas Normativie akti, kas nosaka digitalo prasmju nepiecieSamibu, veicina
cilvékkapitala attistibu.

3.tabula. Faktori, kas traucg digitalo prasmju uzlabosanu un to ietekme uz cilvékkapitala attistibu
(Avots: autora apkopojums)

Faktors Ietekme uz cilvekkapitalu
Laika trikums Laika ierobezojumi kavé darbinieku iesp&jas apgit jaunas prasmes,
ierobezojot cilvékkapitala attistibu.
Finansialo resursu trakums Nepietiekami finansu Iidzekli ierobezo piekluvi apmacibam, samazinot
cilvékkapitala uzlaboSanas iespéjas.
Motivacijas trukums Zema motivacija samazina darbinieku iesaisti prasmju attistiba,
ierobezojot cilvekkapitala izaugsmi.
Piekluves trikums atbilstoSiem lerobezota piekluve kvalitativam apmacibam kavé prasmju attistibu un
kursiem vai apmacibam cilvékkapitala uzlabosanu.
Uzpemuma atbalsta trikums Organizaciju nespéja nodrosinat apmacibas samazina darbinieku iesp&jas
attistit prasmes, ierobezojot cilvékkapitala attistibu.

Pétijuma rezultati

Digitalizacija butiski maina darba tirgus struktiru un profesionalas kompetences, kuras
nepiecieSamas dazadas tautsaimniecibas nozar€s. Blivniecibas nozare, kas tradicionali raksturojama
ar zemaku tehnologisko integraciju, pédéjos gados piedzivo strauju parkartoSanos — tiek ieviestas
BIM sistémas, digitalas biivniecibas dienasgramatas un datu parvaldibas risinajumi. Sis parmainas
nosaka nepiecieSamibu péc sistematiskas darbinieku digitalo prasmju pilnveides. Stratégiskie
politikas dokumenti valsts un Eiropas limeni sniedz konceptualo un praktisko ietvaru $adas attistibas
istenosanai.

Digitalas transformacijas pamatnostadnes 2021-2027 - Sis politikas planosanas dokuments nosaka
virzienu Latvijas digitalizacijas politikai I1dz 2027. gadam. Viena no ta prioritat€m ir sabiedribas un
darbaspéka digitalo prasmju attistiba, 1pasi uzsverot nepiecieSamibu tas pielagot konkrétu nozaru
vajadzibam. Pamatnostadnés izcelta nepiecieSamiba péc sadarbibas starp publisko un privato
sektoru, lai nodroSinatu darbiniekiem iesp&jas apgit tehnologiskos risinajumus, tai skaita BIM,
digitalos darba uzdevumu rikus un datu apstradi biivnieciba (VARAM, 2020).

Nacionalais attistibas plans 2021-2027 (NAP2027) definé cilvékkapitala attistibu un izglitibas
modernizaciju ka vienu no stirakmeniem Latvijas izaugsmei. Digitalas prasmes tiek uzsvertas ka
kritisks faktors darba tirgus konkurgtspg&jai, un biivniecibas nozare minéta ka sektors ar potencialu
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digitalizacijai un produktivitates kapinasanai. Plana paredzeti pasakumi gan izglitibas iestadém, gan
uznémumiem darbinieku digitalas kompetences uzlabosanai (PKC, 2020).

Izglitibas attistibas pamatnostadnes 2021-2027 - S§is dokuments fokusgjas uz vispargjas,
profesionalas un picauguso izglitibas modernizaciju. Viena no centralajam t€mam ir digitalo
kompetencu integracija izglitibas satura visos izglitibas posmos. Biitisks aspekts blivniecibas nozaré
ir profesionalas izglitibas pielagosana tehnologiskajam prasibam un pieauguSo talakizglitibas
sistémas attistiba, lai veicinatu ari jau stradajoso darbinieku prasmju uzlabosanu (IZM, 2020).

Eiropas Komisijas izstradata prasmju programma (European Skills Agenda, 2020) atzist biivniecibu
par nozari, kas ir butiska gan zalas, gan digitalas parkartosanas konteksta. Ta paredz sadarbibas
mehanismus starp izglitibas iestadém, uzn@émumiem un darba tirgus institlicijam, lai nodroSinatu
praktiskas un uz darba tirgus vajadzibam balstitas digitalas macibas. Tiek atbalstiti arT tadi formati
ka mikroapliecinajumi (microcredentials), kas lauj atri un elastigi apliecinat noteiktas prasmes
(European Commission, 2020). Nozares attistibas parskatos biezi tiek uzsverts zems digitalizacijas
limenis Latvijas buvnieciba. Ekonomikas ministrijas un nozares profesionalo organizaciju
dokumentos uzsverta nepiecieSamiba péc stradajoSo mérktiecigas apmacibas, tostarp BIM un
projektu vadibas programmatiiras izmantoSana. Tapat tiek akcent€ta uzn€mumu loma un motivacija
ieguldit cilvékresursu attistiba (EM, 2022).

Cedefop 2023. gada zinojums apliecina, ka darbinieki tehniskas nozar€s, pieméram, biivnieciba,
laika trukums, zema izpratne par apmacibu nepieciesamibu un nepietiekams atbalsts no darba deveju
puses. Zinojums rosina izstradat pielagotus apmacibu modelus tieSi zemakas digitalizacijas
sektoriem (Cedefop, 2023).

Analizétie strateégiskie dokumenti skaidri iezim& politisko gribu un strukturalos virzienus, lai
veicinatu digitalo prasmju attistibu biivniecibas nozaré. Tomer pastav plaisa starp politikas merkiem
un praktisko TstenoSanu uznémumu un darbinieku Iimeni. Lai So plaisu mazinatu, nepiecieSama
mérktieciga sadarbiba starp valsts institiicijam, izglitibas sektoru un biivniecibas uzn@mumiem, ka
arT elastigas un uz pieprasijumu balstitas apmacibu sistémas ievieSana.

Veicot aptauju par tehnologisko sp&ju nozimigumu cilvékkapitala attistiba Latvijas buvniecibas
nozares uznémumos, iegiitie dati paradija, ka Sis elements tiek uzskatits par butisku lielakajai dalai
respondentu. No visam atbildém:

— 52,38% respondentu noveértgja tehnologiskas sp&jas ka "loti nozimigas",
— 43,81% respondentu noradija, ka tas ir "drizak nozimigas",

— tikai 1,90% uzskatija, ka tehnologiskas spé&jas ir "drizak nav svarigas",
— vel 1,90% noradija, ka tas ir "nesvarigas" (1.attéls).

Sie rezultati apliecina, ka biivniecibas nozares uznémumu vidd pastav augsta izpratne par
tehnologisko prasmju un sp&ju nozimigumu darbaspéka kompetences stiprinasana un uzpémumu
konkurétsp&jas paaugstinasana, ipasi tehnologiju attistibas un digitalizacijas laikmeta.
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Tehnologisko spéju nozimiguma novértéjums blvniecibas nozaré

Nesvarigs
Drizak nav svarigs (3)

Drizak nozimigs (2)

Loti nozimigs (1)

l.att. Tehnologisko sp&ju nozimiguma novértéjums biivniecibas nozaré (autores apkopojums)

Aptaujas dati parada, ka tehnologiju attistiba butiski ietekmé cilvékkapitala attistibu Latvijas
buivniecibas nozares uznémumos. No visam atbildém:

—  50,48% respondentu noradija, ka tehnologiju attistitba "drizak ietekm&" cilvékkapitala

attistibu,

—  42,86% uzskata, ka ta "loti ietekme" cilvékkapitala attistibu,

—  4,76% uzsvéra, ka tehnologiju attistiba "drizak neietekmg",

- 0,95% respondentu noradija, ka ta "pilniba ietekme",

- 0,95% atbildgja, ka "nezina" par sadu ietekmi (2. attgls).

Sie rezultati apliecina, ka lielaka dala biivniecibas nozares specialistu apzinas tehnologiju attistibas
nozmmi cilvekkapitala pilnveid€, tomer pastav neliela dala respondentu ar mazaku parliecibu par tas

ietekmi.
Tehnologiju attistibas ietekme uz cilvékkapitalu bavniecibas nozaré
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2.att. Tehnologiju attistibas ietekme uz cilvékkapitalu biivniecibas nozar€ (autores apkopojums)
Magistra darba ietvaros respondenti novertéja dazadus faktorus, kas ietekmé cilvékkapitala attistibu
buivniecibas nozaré — tostarp:

— Izglitiba un apmaciba
49



eka

EKONOMIKAS UN KULTORAS
AUGSTSKOLA

— Tehnologiju attistiba

— Vadibas stils

— Ekonomiskie faktori

— Demografiska situacija
— Darba vide, u.c.

Sie ir tiesi tie aspekti, kas palidz identificét faktorus, kas ietekmé digitalo prasmju pilnveidi, jo
digitalizacija buivniecibas nozar€ ir cieSi saistita ar:

— pieejamajam macibam un tehnologijam,
— darbinieku sp&ju pielagoties jaunumiem,
— vadibas atbalstu un motivéjosu vidi.

Lai padzilinatak izpétitu Tehnologisko attistibas faktoru, pétijuma autore noléma noskaidrot
faktorus, kas stimul€ un trauc€ biivspecialistiem pilnveidot un uzlabot savas digitalas prasmes un
izpétitu $o faktoru sasaisti ar cilvékkapitala attistibu ietekm&joSiem faktoriem. P&tijuma autore
noléma uzrunat tiesi LBS BSSI ekspertus, kas iesaistiti bivspecialistu uzraudzibas procesa un viniem
ir tieSa saskare ar digitalajam prasmém, un vini parstav dazadas biivniecibas nozares virzienus. Uz
padzilinatas aptaujas jautajumiem atbild€ja 9 LBS BSSI eksperti. Respondenti ka digitalo prasmju
uzlabo$anas stimul&joS$iem faktoriem visaugstak novertéjusi Personigo motivaciju, Tehnologisko
attistibu un likumdoSanas prasibas (3.attels).

Faktori, kas stimulé digitalo prasmju uzlabosanu

Likumdosanas prasibas

Personiga motivacija |

Tehnologiju attistiba

Klientu prasibas

Uznémuma nodrosinatas apmacibas
Karjeras izaugsmes iespéjas [

Augstaks atalgojums

0 1I0 20 30 40 50 60
Izvél&jusos respondentu Tpatsvars (%)

3.att. Faktori, kas stimul€ digitalo prasmju uzlaboSanu (Avots: autora veiktas aptaujas rezultatu
apkopojums)

Savukart respondenti ka galveno skersli, kas trauc€ pilnveidot digitalas prasmes norada tadus
faktorus, ka Motivacijas trikumu. Tam seko Laika trilkums un finansialo resursu tritkums (4. attgls).
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Faktori, kas traucé digitalo prasmju uzlabosanu

Motivacijas trikums [

Laika trikums [

Finansialo resursu trikums ¢

Uznémuma atbalsta trikums

Piekluves trikums atbilstosSiem kursiem vai apmacibam ¢

0 10 20 30 40 50 60 70
Izvéléjusos respondentu Tpatsvars (%)

4.att. Faktori, kas trauc€ pilnveidot digitalas prasmes (Avots: autora veiktas aptaujas rezultatu
apkopojums)

Motivacija ir divvirzienu faktors — tai ir izSkiro$a nozime gan ka attistibas virzitajspekam, gan ka
kavgjosam faktoram. Tehnologiju un normativas vides attistiba veicina prasibu izmainas un spiez
pielagoties. Lai mazinatu skérslus, bitiski ir nodroSinat laika elastibu apmacibam, piedavat finansiali
pieejamus kursus un veidot motivéjosu macibu vidi.

Misdienu darba tirgii digitalas prasmes kliist par neatnemamu cilvékkapitala sastavdalu. Matrica
analiz€ta saistiba starp faktoriem (5. attéls), kas stimulé vai kavé digitalo prasmju attistibu, un
galvenajiem cilvekkapitala attistibas ietekmétajiem. Augstaks atalgojums un personiga motivacija ir
cieSi saistiti ar faktoru "Atalgojums un motivacija", kas ir specigs cilvekkapitala virzitajspeks.
Uznémuma nodro§inatas apmacibas ir saistitas ar "Vadibas stilu" un "Izglitibu un apmacibu", noradot
uz organizatorisko atbalstu ka biitisku nosactjumu. Karjeras izaugsmes iespgjas saistas ar "Izglitibu
un apmacibu" un "Darba tirgus paplaSinasanu", atspogulojot darba tirgus dinamiku. Karjera ir iesp&ja
realizét profesionalo, socialo un komunikativo kompetenci. (Garleja, 2004). Tehnologiju attistiba
stimulé digitalas prasmes tie$i un ir sinergija ar attiecigo cilvékkapitala faktoru. Klientu prasibas
korelg ar "Darba tirgus paplasinasanu", atspogulojot argjo spiedienu un pielagosanas nepiecieSamibu.
Likumdosanas prasibas ir ciesi saistitas ar "Regulativo ietvaru”, kas nosaka digitalas transformacijas
virzienu. Laika triikums galvenokart attiecinams uz "Darba vidi", kas var biit nepielagota macibam.
Finansialo resursu trikums ietekmé gan "Atalgojumu un motivaciju", gan "Ekonomiskos faktorus",
kavgjot pieeju izglitibai. Cilvekkapitals ka valsts attistibu ietekmgjoss faktors, kas apliecinajumu ir
guvis makroekonomiskajos pétijumos par tieSo korelaciju starp ieguldijumiem izglitiba un valsts
tautsaimniecibas attistibu (Mietule, 2012). Motivacijas trukums tieSi korele ar "Atalgojumu un
motivaciju", noradot uz iek$gjo barjeru. Piekluves trikums apmacibam saistits ar "lzglitibu un
apmacibu", uzsverot nepiecieSamibu p&c kvalitativiem resursiem. Uznémuma atbalsta tritkums
norada uz problémam "Vadibas stila", kas vajina personala attistibu.

Linda Romele sava pétijuma “Izglitibas privatas un socialas atdeves novert€jums Latvija” ir
uzsverusi izglitibas faktoru ka potencialo faktoru, kurs§ ietekm& darba samaksu, jo recesijas laika
palielinas konkurence starp stradajosajiem un tiesi izglitiba var bt tas faktors, kas var veicinat gan
tehnologiju attTstibu, gan darba samaksas pieaugumu vai saglabasanu esosaja Iimeni (Romele, 2014).
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Digitalo prasmju attistibas faktoru saistiba ar cilvékkapitala faktoriem

Vadibas stils - 0 0 0 0 0 0 0
Tehnologiju attistiba - 0 0 0 0 0 0 0 0
Darba vide - 0 0 0 0 0 0 0 0
Ekonomiskie faktori 0 0 0 0 0 0 0
Demografiska situacija - 0 0 0 0 0 0 0 0 0
Regulativais ietvars - 0 0 0 0 0 0 0 0 0
Darba tirgus paplasinasana - 0 0 0 0 0 0 0 0
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5.att. Matrica analiz€ta saistiba starp faktoriem, kas stimulg vai kave digitalo prasmju attistibu, un
galvenajiem cilvekkapitala attistibas ietekm&tajiem (Avots: autora veiktas aptaujas rezultatu
apkopojums)

Petfjuma autore secina, ka digitalo prasmju uzlaboSanu nevar apliikot izol&ti — ta ir ciesi saistita ar
plasakiem cilvékkapitala veidosanas aspektiem, tostarp motivaciju, apmacibu pieejamibu, vadibu un
darba tirgus tendencém. Efektiva digitalas kompetences attTstiba prasa stratégisku pieeju visos $ajos
Itmenos — gan individuali, gan organizatoriski, gan politikas ITment.

Secinajumi

Pamatojoties uz pétijjuma iegltajiem datiem un identific€tajiem faktoriem, kas ietekmé&
buivspecialistu digitalo prasmju pilnveidi Latvija, var izdarit vairakus butiskus secinajumus.
Biivniecibas nozare piedzivo strauju digitalizaciju, kas uzliek par pienakumu uznémumiem parskatit
savas pieejas cilvekresursu attistibai. PEtijuma tika identificéti gan stimul&josi, gan kav&josi faktori,
kas ietekm& darbinicku sp&u uzlabot savas digitalas prasmes. Nozimigakie virzitajspéki ir
darbinieku personiga motivacija, tehnologiju attistiba un ar€jas prasibas — likumdosanas noteiktas.
Sie faktori stiprina apzinu par nepiecie§amibu macities un pielagoties straujajam izmainam. Savukart
motivacijas un laika trikums, finansialie ierobezojumi un nepietickams uznémuma atbalsts kave
darbinieku iespgjas uzlabot savas prasmes. levérojama ietekme ir arT vadibas stilam — atbalstosa
vadiba spgj butiski motivét darbiniekus profesionalai izaugsmei, savukart bez stratégiskas pieejas
uznémums riské atpalikt no nozares tehnologiskas attistibas. Lidz ar to bivniecibas uznémumiem ir
japielago macibu un attistibas strat€gijas ta, lai tas bitu piemérotas dazadu darbinieku vajadzibam
un kvalifikacijas [imeniem.

Pamatojoties uz pétijuma iegiitajiem datiem un identifictajiem faktoriem, tika sagatavoti ieteikumi
biivniecibas uzpémumiem.

Svariga ir merktieciga ieguldiSana kvalitativas apmacibas un izglitibas programmas, kuras ne tikai
nodroSina darbiniekiem aktualas digitalas zinasanas, bet ar1 palidz viniem pielagoties mainigajam
darba tirgus prasibam. Biitiska loma ir arl konkurétsp€jigam atalgojumam un Karjeras izaugsmes
iespgjam, kas kalpo ka motivejosi faktori darbinieku profesionalajai attistibai. Vienlaikus ir svarigi
uzsvert arT uznémuma atbildibu par darbinieku attistibu, nodrosinot atbalstosu vidi, kura ir pieejami
apmacibu resursi un tiek atzits ieguldijums prasmju pilnveide. Uzn€mumiem javeido ciesa sadarbiba
ar valsts institlicijam, lai izmantotu piedavatos mizizglitibas un digitalo prasmju attistibas
mehanismus, kas palidzeétu darbiniekiem parvarét Sk&rSlus un sekmétu vispargju nozares
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konkurétsp&ju. Apzinoties gan ekonomiskos, gan demografiskos izaicingjumus, uznémumiem
japielago attistibas pieejas, Ipasu uzmanibu veltot elastigam apmacibu formam un individualu pieeju
dazadam darbinieku grupam. Tikai caur integrétu un stratégisku pieeju digitalo prasmju attistibai var
nodrosinat biivniecibas nozares ilgtsp&jigu izaugsmi digitalizacijas laikmeta.
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Abstract

Research relevance: An essential component of the Indian economy, the IT sector helps the country
to expand and be internationally prominent. With export income accounting for US$194 billion and
domestic revenue at US$51 billion, the IT and Business Process Management (BPM) sector's
income was projected in the fiscal year 2023 at US$245 billion.

Research goal: To identify the impact of HRM practices on employee performance in the Indian
IT industry.

Research methods: Previous literature, survey analysis, and interview analysis are among the data
collection approaches. To measure the impact of HRM practices on the IT industry in Chennai, the
data collection methods include survey analysis, data processing methods including various
mathematical analyses, factor analysis, descriptive statistical analysis, and correlation and
regression analysis.

Main findings: The research shows a very substantial positive association between general
performance and HRM practices. This implies that employee productivity and effectiveness are
much enhanced by well-organized HRM activities including performance management, training,
and recruiting, thus improving corporate performance.

Keywords: HRM practices, Employee performance, IT sector, Loyalty

Introduction

In this modern era, a country must prioritize the proper use of its most valuable human resource,
workers if it is trying to become a global economic power. A country dedicated to fast development
has to make cautious investments in human resources (HR) and materials as well as in their direction
to the most efficient paths. Although economic planning is now a major component of policy
formation, one of the practical means to get economic growth is with a well-qualified workforce.

Advanced HRM techniques become a necessary result of any company's and management's
operations.

An essential component of the Indian economy, the IT sector helps the country to expand and be
internationally prominent. With export income accounting for US$194 billion and domestic revenue
at US$51 billion, the IT and Business Process Management (BPM) sector's income was projected
in the fiscal year 2023 at US$245 billion.

Often referred to as the "Gateway to South India," Chennai has become a major IT center housing
many of top IT companies. The city's strategic location and trained personnel have drawn large IT
firms' investments, therefore confirming its place in the sector. Within this industry, employee
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performance is intimately related to HRM strategies. Especially, attrition rates have been a main
focus of worry. From 21.3% in 2022, the Indian IT industry saw a drop to 15.5% in 2023.

The aim of the study is to identify the impact of the HRM practices on employee performance in
the Indian IT industry.

Human resource management techniques especially concentrate on a set of actions related to the
supply and development of labour to satisfy the immediate and temporary needs of the company.
Human resource management techniques seek to integrate all the staff roles and develop a consistent
approach.

It also addresses workers as unique persons by keeping their personal and professional activities.

Many studies provide many definitions for Human Resource Management (HRM). While some of
the literary works veer over and through many ideas, others couple HRM (Human Resource
Management) with PEM (Personnel Management). From most of the corporate mission statements
and annual reports of the corporations, it is clear that human resources are the most important tool
available to any company. This is a reality of management that is unquestionably true and largely
acknowledged. Studies aiming at the connections between employee performance and human
resource management strategies

Literature review

Producing- based ventures are seeking to recognize the upper hand at all costs and are moving to
more inventive sources via HRM practices since the globe is becoming more severe and unstable
than any other moment in recent history. There have been many ways to define HRM practices.
HRM practices were described as a framework that pulls, generates, persuades, and retains
representatives to assure compelling use and therefore the longevity of the organization and its
people.

Furthermore, HRM procedures are seen as a lot of inside consistent tactics and practices meant to
ensure that the human capital of a corporation contributes to the success of its business destinations.

Likewise, (Minbaeva, 2005) observed HRM practices as a collection of tools used by the association
to monitor HR by supporting the occasion of firm- explicit, construct complicated social interactions
and generate association information to continue the upper hand. Against this background, we
reasoned that HRM practices identify with explicit methods, formal approaches, and modes of
thinking meant to attract, develop, rouse, and hold people ensuring the compelling functioning and
durability of the company.

Late nineteenth-century management professionals have adequate proof to indicate that members of
an organization should be provided proper attention for the welfare of the company. After realizing
the truth—that the success of every company depends on its staff—HRM gathered its strength.
Experts and business leaders of recent years unanimously thought that HRM was necessary to ensure
organizational success. Any company's success rests on a strong HRM structure. Either lack of
rationality, fear, or an ignorance of the worth and commitment would prevent very few corporations
from accumulating separate self-sufficient HRM aspects.

HRM seeks to achieve corporate success by building a qualified and driven staff. Strong procedural
HRM practices—including recruiting and selection, job analysis and design, training and
development, performance evaluation, career planning systems, employee participation, and pay
systems—built upon which HRM is based. Researchers and professionals have been debating HRM
frameworks for the last several years. HRM has spurred a strong discussion among professionals
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and academics. Though there is no universally agreed definition of the notion, the debates mostly
center on determining the actual meaning of HRM.

Apart from a wide range of alternatives such rehires, internships, employment agencies, etc., there
are other ways of recruiting sources: recommendations by workers, adverts in publications, or direct
applications "walk-ins". Process firms strive to attract job seekers into the candidate pool in the first
phase of the recruiting (Rynes u.c.1991). The chosen methodology influences staff performance.
Although the choosing process may take many various shapes, the basic goal is the same: to identify
the right person for the right position. Different research on selection strategies show an early impact
on the relationship between applicants and firms (Herriot, 2002).

Moreover, selection processes might support a combined search for similitude and fit (Schneider,
1987). Lack of the conservative idea of severity in selection, White & Doyle's 1997 research on five
specialized groups indicated a preference for informal, "word of mouth" colleagues and interviews.
For instance, Nike employed Interactive Voice Response (IVR) technology, followed by computer-
assisted interviews with a small number of applicants, and lastly conducted in-person interviews.
Different companies use different selection criteria. Conversely, businesses like the Home
Department and the US Defense Department use many technologies for selection, including
telephone, IVR, and computer adaptive testing (Jiang, 2022).

The result of the careful selection is the identification of the appropriate candidate with the necessary
competencies to carry out the employment for attaining employee performance system (Siddiqui,
2021) indicating to the company HRM relevance (Al-Lawama, 2023). While a comprehensive
selection procedure may guarantee a better fit between the individual's skills and the needs of the
company, the mismatch between the person and the job might slow down performance levels (Lado
& Wilson, 2022).

More importance is given to create open processes that provide thorough job analysis and personnel
planning followed by open allocation of duties for the selection process (Iles et al., 2010).
Conversely, one of the main blunders done by management is not choosing "the right person for the
right job".

The job analysis should guide recruitment and the choosing procedure. Important job elements for
the construction of job descriptions might be found by means of thorough research. These elements
enable selectors to identify the necessary aptitudes, attitude, physical and psychological traits that
applicants have to possess. Employee performance has been demonstrated to be favourably
correlated with a strong selection process; nonetheless, this process is becoming more complicated
and its integration into organizational and human resource policies guarantees employee success.
Matching the appropriate candidate to the appropriate position is a difficult and ongoing task for
HRM experts with appropriate regard to organizational, financial, social, and political environments
(Mahfouz et al., 2021).

Reviewing the studies carried out by (Mahfouz et al., 2021) recruitment and selection have been
included as an independent variable in this study. To become competitive at the national, local, and
even Globally, the companies should use efficient hiring and selecting policies; failing which the
outcomes may be quite disappointing or catastrophic. Employee commitment, according to Mahfouz
et al., 2021, indicates at least three main subjects: emotional connection to the organization, the
perceived expenditures linked to quitting it, and the will to stay with it. We refer to these three
approaches as emotional, length, and standardization commitment. Regular use of these three
approaches reflects the mental express that shows the employee's interaction with the association
and offers recommendations for the decision on which path to follow regarding the enrolment of it.
These interior states also have different effects on behaviour related to job.
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According to Wani and Ganaie (2024) employee commitment depends on three drivers: namely
decency, trust, and concern for staff members. If companies want to build commitment, they should
create the domain of reasonableness, trust, care, and anxiety by behaving consistently in ways that
workers see as reasonable, trustworthy, and conscientious.

Regarding commitment, researchers vary depending on connection. Mohammad, 2023 proposes that
"commitment develops as a result of experiences of satisfying employees' needs, motivating and/or
are compatible with their values". They also contend that companies may be able to promote the
growth of the intended "commitment profile" if they improved the experience of their workers.

Commitments, according to (Mohammad, 2023), are "solid confidence in and acknowledgment of
the organization's objectives and qualities, an eagerness to apply extensive exertion for the benefit
of the organization and an unequivocal want to keep organizational enrolment”. Given that traits
define commitment, it follows that someone whose personal values matched the operational values
of the company would be more committed to the company than someone whose personal values
deviated from those of the company. This research looks at aspects of dedication including
reciprocity and identification (Mohammad, 2023) with the company. The basic idea of the
correspondence proposal is that, while the need to reply is all- inclusive, it depends on the reception
of benefits. The mental agreement revolves around the trade contacts between employee-managers.
In terms of trade contacts, individuals may react to boss treatment by changing their mentalities,
participating in organizational strong behaviours, or both (Hee & Jing, 2018). According to
researchers, communication is a part of fundamental commitment and workers would show their
loyalty to the company in reply to the organizational support.

On the other hand, certain particular actions might show employee loyalty to the companies include
a readiness to stay with them altruistic conduct and reciprocity, that is the employee's commitment
to the company must be matched by the company's commitment to the employee (Hee & Jing 2018).

Among the many forms of dedication studied, emotional commitment—also known as loyalty—is
seen to be the most desired and useful (Meyer et al., 1993). Usually, antecedents of emotional
commitment fall under organizational traits, professional experience, and personal traits.

Personal traits concern gender, age, marital status, employment level, education, and tenure.
Characteristics of jobs centre on task autonomy, work difficulty, job scope, and skill diversity.
Among organizational traits are supportiveness, communication, policies, and recognition.

Research findings over the years have shown that among these categories, organizational traits are
most effective in forecasting emotional commitment (Cahyadi, 2023). Cahyadi, (2023) found in
their thorough study a favourable correlation between staff retention and emotional commitment. It
is predicted that both effective and continuous (calculative) commitment will raise the possibility of
a person staying with a company (Cahyadi, 2023). For every company, the causes for variations
between continuation and emotional commitment remain different.

Performance is a multifarious concept and on the fundamental level, one can identify the cycle
component of the performance, that is, social commitment from a normal outcome (Cahyadi, 2023).
While the resultant angle shows the consequence of a person's activity conduct, the behaviour here
suggests the activity someone displays to accomplish a work. Clearly, in a working environment,
the behavior commitment and expected result are identified with one another (Cooper et al. 2019).
Yet, the whole cover between both the developments is not obvious yet since, for example,
inspiration and psychological capacity affect the normal result differently than the social angle.

Every company has been structured with certain goals in mind. One may achieve these objectives
using people, machines, tools, money, and materials. Though each of these things has great value,
labor is the most important among them. It serves a major purpose in handling projects to realize the
goals. The issue seems to be the way human resources use these tools (Alsafadi, 2021).
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Moreover, the corporate environment is changing significantly. The elements of the surroundings
are within our control nowhere. These go beyond the hands of the corporate leaders. Doing business
in the market requires one to adapt to the exterior circumstances. Every environmental element—
financial, cultural, legal, technological, social, political, legal, and competitive—gets altered
quickly. For strong working, the knowledge of these factors should, in any case, cause the
arrangement to fade. Given the present, one finds it difficult to project anything. One is not sure
what will happen tomorrow.

The main limitations of the study are that the research has a small sample size and the study is
conducted only in Chennai city.

Methodology

Often referred to as the "Gateway to South India," Chennai has become a major IT centre housing
many of top IT companies. The city's strategic location and trained personnel have drawn large IT
firms' investments, therefore confirming its place in the sector. Within this industry, employee
performance is intimately related to HRM strategies. Especially, attrition rates have been a main
focus of worry. From 21.3% in 2022, the Indian IT industry saw a drop to 15.5% in 2023.

The aim of the research is to identify the impact of the HRM practices on employee performance in
the Indian IT industry.

The sample: 40 respondents, among these public and private employees. Two IT firms conducted
investigations to prevent any issues.

The author used a sample size calculator to find the required number of participants; mainly, there
are several IT companies in Chennai. For Equal participation, 2 companies have been selected for
the study, and through the sample size calculator, it is found that 40 participants fulfil the
requirements of the study. Following the necessary adjustments based on corporate financial data
and managerial suggestions. The last questionnaire is used to investigate the performance effects of
HRM strategies.

Table 1. Demographic information of respondents (Source: field data)

Item Contents of samples Number | Percentage
Gender Male 26 65%
Female 14 25%
Age 23-28 5 12.5%
29 and above 35 87.5%
.\ Employees 24 60%
Job position Middle level managers 16 40%

Measurement: All the available study variables were measured in the present work using a verified
and created standard questionnaire from past research projects carried out in the IT industry. On a
five-point Likert scale, where 1 denotes "Strongly agree" and 5 denotes "Strongly disagree," each
questionnaire topic was answered. Given that Tamil is Chennai's official language, the surveys were
distributed in English.

Data collection: Based on a random sample technique grounded on a sort of sector known as a
"strata," this research is Two separate companies selected to represent the IT industry The structure
of questionnaire are as follows. Recruitment & Selection (2 items), Training & Development (2
items), Performance Management (1 items), Employee Performance (1 items)
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Data processing techniques: Cronbach’s alpha: to assess internal consistency; KMO and Bartlett’s
test: to measure sample adequacy for factor analysis. Correlation matrix: to test relationships among
key variables.

Results

Reliability test result

The items are questions from the survey, and the questions from the survey are in the appendix.
This research paper used eight constraints from survey questions to check the reliability
analysis. The main limits are:

—  The organization offers frequent training courses meant to improve staff competencies.

— Itis urged by employees to seek chances for professional growth.

—  The training courses have bearing on my professional advancement and employment
position.

—  The pay scale presented is competitive in the field.

—  The health insurance, pension schemes, etc. in the benefits package are good.

—  The corporation pays staff members depending on their performance and value”.

Table 2. Reliability Statistics (Source: author data)

, Cronbach’s Alpha Based on
Cronbach’s Alpha Standardized Items N of Items
.870 875 6

The internal consistency of the six survey items was assessed using Cronbach’s alpha (Table 2).
The scale demonstrated high reliability (o = .875 based on standardized items), exceeding the
commonly accepted threshold of .70. This indicates that the items measure a consistent
underlying construct.

Correlation matrix

Table 4. Correlation matrix (Source: field data)

HRM practices | Overall Performance
HMR practices 1 .887

Overall Performance .887 1

The correlation matrix (Table 4) shows the association between HRM practices and overall
performance. A strong positive correlation was found (r=0.887, p < .001), suggesting that higher
levels of HRM practices are associated with higher organizational performance scores. This indicates
that effective HRM practices tend to coincide with better reported performance outcomes, although
causality cannot be inferred.

Conclusions
This study set out to examine how human resource management (HRM) practices influence

employee performance in the Indian IT industry. Based on the analysis, the results highlight the
importance of well-structured HRM strategies in shaping both internal outcomes, such as employee
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productivity and satisfaction, and external outcomes, such as customer loyalty and organizational
performance. The main conclusions can be summarized as follows:

1. HRM Practices Positively Affect Employee Performance: The research shows a very substantial
positive association between general performance and HRM practices. This implies that
employee productivity and effectiveness are much enhanced by well-organized HRM activities
including performance management, training, and recruiting, thus improving corporate
performance.

2. HRM practices drive customer choice; the ideal link between HRM practices and overall
performance is the crucial part of connection-building techniques in determining consumer
behaviour. It implies that companies that give customer involvement and long-term
relationships a priority will be more likely to strengthen customer loyalty and affect buying
choices.

3.  HRM Strategies Support the Success of Overall Performance The strong connection between
HRM practices and relationship marketing suggests that the effectiveness of external marketing
tactics is much influenced by internal management of workers. Companies that give staff
involvement, training, and development top priority will probably build a better basis for
effective HRM practices, thereby increasing employee satisfaction and loyalty.
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Abstract

Research relevance: While the Indian tourism market was estimated to be worth 14.28 billion US
dollars in 2024, it is anticipated that it would reach 30.5 billion US dollars by 2027, expanding at a
compound annual growth rate (CAGR) of 17.3%. The use of influences by firms to cultivate
customer loyalty is becoming increasingly common as this sector continues to grow.

Research goal: To identify the impact of influencer marketing on brand loyalty of the tourism
industry in India.

Research methods: Survey is the technique of data collecting employed in this study; descriptive
statistical analysis, reliability analysis, and factor analysis are the approaches of data processing used
here. Using correlation analytic methods, a study examines influencer marketing and brand loyalty

Main findings: The research shows that influencer marketing is very important in determining
consumer travel choices, thus boosting visitor numbers, and so improving the image of Kerala's
tourism sector. This has a direct effect on tourism’s performance. Though influencer marketing is
successful, the degree of trust and perceived credibility of influences greatly influences consumer
travel decisions, thereby stressing the importance of real and open material.

Keywords: influencer marketing, performance, tourism industry, customer retention, customer
satisfaction

Introduction

In the tourism sector, influencer marketing is a successful tool that combines elements of content
marketing and social media. Beyond usual celebrity endorsements, this hybrid approach combines
elements of traditional and current marketing techniques to work with less-known figures who have
a great impact inside their own online communities. In the travel sector, influencer marketing has
been the fastest-expanding strategy for acquiring online consumers since 2018. It effectively attracts
potential consumers and persuades them to explore the tourism sector. Influencers may increase the
effect of their endorsements beyond traditional advertising channels by creating meaningful, original
content, therefore building the trust of their audience.

The research aims to identify the impact of influencer marketing in the tourism industry's brand
loyalty in Kerala, India.

Survey is the technique of data collecting employed in this study; descriptive statistical analysis,
reliability analysis, and factor analysis are the approaches of data processing used here. Using
correlation analytic methods, a study examines influencer marketing and brand loyalty

Organizations in the travel industry must take a methodical approach including the development of
clear campaign objectives, the identification of the target audience, the distribution of financial
resources, and the choice of appropriate influencers if they are to maximize the efficacy of influencer
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marketing. This entails assessing past efforts of the influencer to guarantee congruence with the
audience's tastes and brand values. Influencers of several kinds serve particular purposes in the
marketing of cosmetic products: macro-influencers with big audiences and micro-influencers with
smaller but committed followings. While micro-influencers build closer relationships with their
audience, which increases engagement rates, macro-influencers may greatly improve the visibility
of a company.

Information is exchanged cooperatively in the evolving terrain of influencer marketing from
producers to analysts and, finally, to the audience. The main players in the ecosystem — creators,
researchers, and influencers — have to work together to provide interesting stories that draw in
potential clients. As a necessary component of a complete marketing plan, influencers could provide
either sponsored or organic material on many social media channels. By sharing reviews, unboxing,
and lessons stressing the features and benefits of cosmetic goods, influencers on sites like YouTube,
Instagram, and Tiku might support them. Encouragement of followers to share their product
experiences might improve interaction via user-generated material.

Influencers and companies have to stress authenticity if they want to improve their standing and
visibility within the market. Working with influencers that share the values of the company helps to
create a real connection that results in less evocative of traditional marketing efforts. Businesses have
to commit time to teach influencers on their campaigns and products if they want to ensure effective
brand message delivery to the target audience. This all-encompassing strategy builds customer
loyalty and improves brand image.

The primary goal is to increase the visibility of the brand from obscurity to awareness, therefore
motivating and teaching the target audience to test the given tourism companies. Since it generates
significant involvement and sales while matching consumer likes and trends, influencer marketing is
an essential instrument for the continued expansion of the tourist sector.

Many ideas and actual research highlight the importance of influencer marketing and how it affects
customer buying behavior. Based on their studies, the writers classified influencers as someone with
a significant following who could interact with a more audience than the typical American could.
The groupings include a wide spectrum of individuals motivated to pursue their own influences using
different goals, hobbies, and passions. According to research by marketing's main goals are not only
to guarantee client retention but also to persuade a consumer of buying a product or service. Using
influencers and their opinions of the good and service across many social media channels can help
the company's marketing not only get but also retain customers.

Literature review

Using data gathered from Amazon.com in December 2020, Asmawaty (2021) performed empirical
research to investigate the impact of online recommendations and customer comments on sales. The
research sought to find if customer search costs would be lowered by store suggestions and consumer
replies' availability. Three book genres — 100 best-sellers, 352 popular books, and 241 less popular
works — were examined. We examined the data using many statistical techniques including
descriptive statistics, correlation analysis, regression, and reviews. The results showed a favourable
relationship between more recommendations and more sales; suggestions are especially useful for
less-known novels. Higher recommendations did not always translate, nevertheless, into larger
purchases for more popular publications. The research also discovered a favourable relationship
between book sales and the quantity of customer evaluations it received. Fascinatingly, book sales
and customer comments showed no relationship.

Dewi and Hidayat (2024) investigated word-of- mouth (WOM) messaging as a major marketing tool
for consumers as well as for companies. They acknowledged WOM as a dependable and efficient
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indicator of consumer loyalty and its consequences for a product's popularity. The research included
many kinds of consumer-to-consumer information sharing on product attributes, use, and suppliers.
Particularly online evaluations from customers who had already bought goods were shown to be a
major source of information for both consumers and marketers. The research aimed to find how sales
can be influenced by internet reviews. The study looked at both quantitative and qualitative features
of online reviews including time impact, product coverage, reviewer quality, and exposure. Using
transaction cost economics and uncertainty reducing theories, a portfolio approach was used to
evaluate the effectiveness of the online review market. According to the research, readers of online
reviews reacted appropriately when they realized the value difference between positive and negative
news. Consumers paid attention to associated information such reviewer visibility and reputation in
addition to the quantity of reviews. The consumer reaction was more positive for reviews written by
reliable, more exposed writers. Nonetheless, over time the impact of internet evaluations on
purchases progressively dropped. The research recommended that companies did not need
continuous attempts to inspire consumers to post evaluations outside of a designated period after
product introduction.

Almakayeel (2023) discussed the difficulty of quickly sorting through the wealth of material
available in a constrained period as well as the fast increase of online reviewers. They pointed out as
a fascinating challenge the difficulty in spotting excellent product evaluations. Two benefits of
solving this issue would be automatically summarizing user viewpoints and prioritizing reviews
based on quality, thereby improving the user experience by letting one get insightful knowledge from
a few high-quality reviews instead of sorting through useless material. Focusing on different aspects
of product evaluations depending on their content, the paper extensively reviewed past studies on
quality prediction. One suggested model was meant to accomplish this aim. Product reviews could
be separated in the research into three groups: commercial spam, retailer feedback, and product
reviews. The writers also looked into review author behaviour on review sites. Based on their quality,
the research rated all product reviews; it also made an unexpected discovery: the conduct of the
review author affected review quality as well as substance of the review. Expertise, selling degree,
and personal reputation were three main traits found for an ideal review contributor; all of them
added to better review quality.

Secilmis et al. (2022) research how social media-based marketing techniques affected bought choices
in the tire sector for cars. The research sought to a) grasp the fundamental components of an ideal
social media marketing plan and b) develop a successful marketing strategy. Mostly from the four
main tire manufacturers in South Africa, the 594 respondents identified their application in many
different sectors including agriculture, mining, construction, transportation, etc. Pretoria was the area
of official research. The basis of the qualitative research was a conceptual framework. To do
empirical research using a main data collecting activity, a comprehensive and ordered questionnaire
was produced. Finding that originated mostly from descriptive data mostly on social media use of
the respondents, 38% actively participated on social media, suggesting that companies may use
Facebook, YouTube, and Twitter to improve brand recognition.

Pricope Vancia et al. (2023) underlined the unquestionable importance of devoted consumers and
how they affect company profitability. The researcher examined many strategies utilized by
marketers to build great client connections after appreciating the difficulties related to customer
retention. Among the strategies used to keep consumers and shape their buying behaviour were
loyalty programs and discount cards. The research sought to find if the idea of giving consumer cards
still applicable when consumers carried many cards. The research also looked at elements that can
affect consumers using many cards purchasing behaviour. To gather information and answer the
study questions, quantitative questionnaires were sent to patrons of many retail complexes. Based on
the products that had the most favourable reaction on the surveys, important elements impacting
consumers' purchase behaviour were found. The findings showed that elements like time and money
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savings, polite service, problem-solving skills, and emotional connection affected consumers with
many cards' shopping behaviour. Common practice among Finnish stores was the issuing of client
cards as an identification and retention tool, which resulted in consumers possessing many cards
from different stores with similar business lines.

Wellman et al. (2020) underlined that the explosion of new social media platforms has produced rich
ground for communication. Customers use social networking sites mostly to voice their opinions and
distribute ideas about goods and services they used. Their main goal in doing this was to provide a
thorough overview of the body of current research on electronic word-of-mouth (eWOM)
communication. Two approaches were used in the research: an examination of a few management
information systems (MIS) and marketing publications in addition to a methodical electronic search.
We found and examined forty-seven papers published between 2000 and 2010. The most often
looked at response factors in eWOM communication turned out to be attitude, buy intention,
purchase, and eWOM adoption. By include four factors in its study, it set itself apart from other
research usually concentrating on one or two variables.

When customers are thinking about new product purchases, Pop et al. (2022) underlined the
importance of electronic word-of-mouth (¢eWOM) communication as a main source of information.
Online product review websites exceeded other media sources in their impact on purchase choices.
Particularly online product reviews, user-generated information was very helpful in guiding
consumers toward wise decisions and significantly affected new product sales. The research focused
especially on how consumer gadgets and video games sold responded to internet reviews. Examining
panel data of 332 new items from Amazon.com U.S. website over a nine-month period, the research
indicated that despite the amount of reviews had higher relevance for experience products, the value
of reviews and the quantity of page views greatly impacted search products. Review volume clearly
affected sales in the early stages and then dropped over time. Fascinatingly, negative reviews shown
more impact than favourable ones. The research underlined the need of carefully assessing the impact
of new goods by incorporating personal elements within online evaluations, therefore enabling
marketers to implement their effect.

Sesar et al. (2021) clarified that the Indian passenger car market included several local and foreign
manufacturers. The buyer had the opportunity to make a rational decision among several possibilities.
The aim of the research was to investigate the many influencing elements and the effect of the
reference group on the purchase choices made by city dwellers who drive. New Delhi the research
also sought to investigate how characteristics of items and pricing affected purchasing behaviour.
Main data was gathered via a structured questionnaire. Convenience sampling helped to choose 191
vehicle users. The responses were assessed in respect to every research variable using a five-point
scale. The findings revealed that passenger car purchase choices revealed influenced by reference
points. Mostly family members, friends, and cousins, they were very important. Apart from these,
the most important traits were cost, price, and a strong engine; users trusted the material they could
find online. Consumers said they would prefer a premium, elegant, and strong passenger automobile
if the cost of the vehicle were to be ignored.

Faraj and Hamad (2024) investigate how blogger recommendations affected online buying
intentions. The writers looked at the relationship between the trusting belief of the blog reader with
respect to the supposed value of the blogger's suggestions. They also investigated how, in the online
buying environment, the opinions of the blog reader affected their attitude and buying behaviour.
There were 373 participants in all, and the gathered data was examined using structural equation
modelling. The results showed that online purchase intentions were much improved by blogger
recommendations. Online purchase intentions and blogger recommendations were shown to be
influenced by the mediating elements of perceived trust and experience.
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Sesar et al. (2021) conducted overseas review of literature to increase the body of knowledge in the
field. The study focused on how stores may reach out to broad markets, enlarge their base, and
therefore provide more economic advantages for the company by extending their promotional efforts.
Although strategies had evolved significantly from for marketers, particularly after social media
acceptability and recognition, the author contended that new innovations had to better interact with
ideas like shopper marketing. Retailers should take advantage of the significant potential of virtual
brand communities, where user-generated content plays a central role in shaping brand identity. Prior
research has advised retailers to engage creatively with consumers on social media in order to foster
interaction that benefits both the company and its customers.

Faraj and Hamad (2024) looked to see whether customer recommendations influenced final purchase
choices either positively or negatively. With a sample size of 100 participants, primary data was
gathered from college and university students as well as homes all across Karachi, Pakistan.
Frequency distribution and ranking were employed to assess the facts and knowledge acquired.
Overall, the results revealed that when making a purchase, advice from friends and relatives was the
most reliable source. Two of the main causes of issues for companies seemed to be the respondents’
influence over the purchase decisions of their friends, relatives, and acquaintances as well as their
comments — especially negative ones — about the products or services of a company. Particularly
among consumers and buyers, viral marketing was spreading increasingly in the realm of e-
commerce.

According to Fedeli and Cheng, (2023), successful market penetration and differentiation from the
competition depend on marketers foreseeing the demands of their target customers. One's family,
social circle, and social level of influence greatly affect buying behaviour. As consumer significance
grew, attempts to measure the effect of social factors on purchase choices emerged. Two provinces
were selected at random from every geographical region of Turkey for the research, therefore
producing seven provinces overall. Interviews were done personally with one hundred citizens from
every province, for a total of fourteen hundred responders. Computer software tools then helped to
understand and examine the gathered data. The survey looked at how friends, family, and coworkers
consumers spent.

Tourism tiger (2022) said customers were using social media sites, including online communities—
for content development and user networking more and more. The researcher underlined the possible
commercial gains from analysing social media channels. New multidisciplinary framework was
created by including ideas from the technology acceptance model and investigating the impact of
social media on confidence. SEM-PLS investigation validated their validity and highlighted the
transforming power of social media in conventional e-commerce, hence sparking social commerce.
The study findings showed that more social contact on social media platforms reflects strong
confidence in companies with higher desire to make purchases.

Tsai and Hsin, (2023) undertook research to better understand the basic causes of consumer
purchases across several consumer segments. Search revealed that different factors, including
demographic, psychographic, and external environmental factors including societal and business
factors, influence consumer behaviour. The research gave clarifications and illustrations of
fundamental theoretical constructs including initiators, influencers, and purchasers. Using a concept-
building technique, the study's results underlined the complex range of elements existing in the
consumer's immediate surroundings. The study underlined the need of companies to understand the
psychological elements driving customer buying choices. Through better knowledge of customer
behaviour, companies may increase their capacity to comprehend the many facets of consumer
behaviour throughout time.

Influencer marketing is described by Wellman et al. (2020) as a major weapon in the marketing
toolbox. The research sought to underline the value of influencer marketing in the very competitive

69



eka

EKONOMIKAS UN KULTORAS
AUGSTSKOLA

corporate climate of today, which makes it difficult to properly contact potential consumers given
the availability of replacements at hand. The study underlined the good effect influencers may have
on companies by means of activities like blogging, social media postings, information sharing on
their accounts, and guest posting on their platforms. The researchers relied on secondary data
acquired from online sources for their study. Based on research, Facebook, Twitter, and Google+
emerged as the top three social networking sites in the business environment. Influencer marketing
emerged as a fresh strategy to engage and influence both current and future customers by utilizing
the power of important individuals.

Methodology and results

The aim of the study is to identify the impact of influencer marketing on the tourism industry in
Kerala, India.

Though India is a possible market for influencer-described products, little study has been done on
this field. Indian consumers are fast shifting their awareness of how their purchases represent their
opinions and identities. The effect of factors on consumer behaviour is investigated in this paper.
This study is meant to investigate influencer marketing among Keralan customers.

Fifty-two respondents were covered by this study, includes the consumers of tourism companies.
Primary data of 52 respondents were collected by questionnaire. And 12 articles have been analysed
for the literature review and which contains influencer marketing and cosmetic industry. To achieve
the aim survey and data analysis were conducted. The respondent profile is presented in Table 1.

Table 1. Demographic information of respondents (Source: Author’s compilation)

Item Contents Number | Percentage
Male 36 69
Gender Female 16 31
Age 15-24 26 50
25-40 26 50
Job position SerYice providers 11 21
Service consumers 41 79

Respondent demographic data included in Figures 1 and 2 is broken down by gender, age, and work
title. According to the statistics, women accounted for 31% of the sample whereas most of the
respondents — 69% were men. The age distribution was equal; half of the respondents fell in the 15-
24 range and the other half in the 25-40 range. Regarding employment, only 21% were service
producers; the great majority (79%), were service consumers. This distribution implies that the
research mostly collected customer insights, thereby offering a more complete knowledge of their
points of view even as it still included opinions from service providers.

Table 2 offers a descriptive statistical study of important survey questions about the impact of travel
influences on trip choices.
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Table 2. Descriptive statistical analysis (Source: Field data)

. Std.
Survey item N Mean Deviation
7. Travel influencers play a key role in shaping my travel decisions. 52 3.55 0.998
8. I trust the recommendations given by travel influencers. 52 3.40 1.273
9. T prefer destinations promoted by influencers over traditional | 52 3.75 0.786
advertisements.
10. The credibility of an influencer affects my perception of a travel | 52 3.35 1.182
destination.
11. T am more likely to visit a place if I see positive reviews from | 52 3.70 1.174
influencers.
Valid N (listwise) | 52

Based on 52 respondents, the preference for locations recommended by influencers over
conventional advertising received the highest mean score (3.75) with quite low variability (Std.
Dev=0.78641), therefore suggesting higher agreement among respondents. Likewise, the mean of
3.70 (Std. Dev=1.17429) of visiting a location after good ratings from influencers suggests a
noteworthy effect of influencer referrals. While confidence in influence recommendations was much
lower at 3.40 (Std. Dev=1.27321), showing some degree of uncertainty, the view of influencers
influencing travel choices had a mean of 3.55 (Std. Dev=0.99868). Reflecting conflicting ideas, the
trustworthiness of influencers influencing destination perception had the lowest mean (3.35, Std.
Dev=1.18210). Overall, the results imply that while travel decisions are much influenced by
influences, trust and trustworthiness aspects vary across respondents.

Impact of influence marketing on brand loyalty

This part explains the impact of the influence on the performance of the tourism industry.

Table 3. Model Summary (Result Analysis)

Adjusted Std. Error of
Model R R Square R quuare the Estimate
1 1977 .629 510 77021
a. Predictors: Influencer marketing variables
b. Dependent Variable: Performance
Table 4. ANOVA (Result analysis)
Model Sum of ar | Mean F | sig.
Squares Square
1 | Regression 14.695 5 2.939| 4954/ .001°
Residual 8.305 14 0.593
Total 23.000 19
a. Dependent Variable: Performance variable
b. Predictors: (Constant), Influencer marketing variables

The model summary is shown in Table 3 along with the link between influencer marketing factors
and the performance variable. The R-value of 0.796 shows a quite significant positive link between
the dependent variable (performance) and the predictor variables' influencing marketing elements.
With a R Square score of 0.629, influencer marketing clearly has a significant effect explaining
62.9% of the variation in performance. Slightly less than R Square, the Adjusted R Square score of
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0.510 reflects the number of predictors in the model and implies that influencer marketing still
explains a significant fraction of the performance variance even with modifications. The average
departure of observed values from the regression line shows in the standard error of the estimate
(0.77021), therefore reflecting the predictive accuracy of the model.

Table 4 shows the ANOVA findings, thereby evaluating the general relevance of the regression
model. Influencer marketing factors clearly help to explain a good amount of performance variability
as the regression sum of squares (14.695) is much greater than the residual sum of squares (8.305).
With a significance level (Sig.), of 0.001, the F-value of 4.54 validates that the model is statistically
significant, therefore the independent variables—influencer marketing elements—together have a
substantial influence on the performance variable. The null hypothesis—which supposes no link
between influencer marketing and performance—is disproved as the p-value is less than 0.05,
therefore proving that influencer marketing greatly affects the performance of the travel sector in
Kerala.

Conclusions

This study set out to examine the impact of influencer marketing on brand loyalty and overall
performance in Kerala’s tourism sector. Drawing on survey data and statistical analysis, the research
highlights how influencers affect consumer travel choices and perceptions of destination credibility.
The following key conclusions can be drawn:

1. The research shows that influencer marketing is very important in determining consumer travel
choices, thus boosting visitor numbers, and so improving the image of Kerala's tourism sector.
This has a direct effect on tourism’s performance.

2. Though influencer marketing is successful, the degree of trust and perceived credibility of
influences greatly influences consumer travel decisions, thereby stressing the importance of real
and open material.

3. Statistical study validates the part influencer marketing plays. The strong link between influencer
marketing characteristics and tourism performance shown by the regression and ANOVA data
suggests that tourism stakeholders should carefully use influencers to enhance industry
development.
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Abstract

This research examines the potential for Latvian companies especially retail industry companies to
enhance their Corporate Social Responsibility (CSR) strategies through the integration of digital
technologies. As these companies strive to improve their environmental sustainability, social
responsibility, and economic resilience, technologies such as mobile applications, social media, Al,
blockchain, data analytics, and IoT present significant opportunities. These tools can support
transparency, resource management, and efficiency, ultimately promoting responsible business
practices. The research utilizes qualitative interviews, quantitative surveys, and secondary data
analysis to assess how these companies utilize digital tools to enhance their CSR efforts. The results
underscore the role of digital technologies in addressing sustainability challenges and improving
CSR performance within Latvia's distinctive business environment.

Research Relevance: As sustainable practices grow in importance, Latvian companies must align
their CSR strategies with environmental goals. Integrating digital technologies into CSR presents an
opportunity for progress, innovation, and efficiency. Through this transformation, companies can
benefit both themselves and the environment, reducing their ecological footprint and contributing to
a sustainable future. Embracing this evolution in CSR demonstrates commitment to positive change
and fosters collaboration among stakeholders. By combining sustainable practices with digital
technologies, Latvian companies can lead in creating a greener business landscape. Adaptation and
improvement of CSR strategies can make a lasting global impact on sustainable development.

Research Goal: The primary objective of the research is to assess the ways in which companies in
Latvia can utilize digital technologies to enhance their CSR strategies, with an emphasis on
advocating for sustainable practices. The primary technologies under consideration include Al,
blockchain, and digital platforms, all of which play a role in facilitating more ethical and
environmentally conscious business operations.

Research Methods: A combination of qualitative data collected through interviews with experts in
CSR and digital technology, Latvian retail company stakeholders, and quantitative surveys is utilized
in order to capture comprehensive industry trends. In addition, secondary data analysis is used to
assess global CSR best practices, with statistical and graphical analyses employed to identify the
effects of digital technology on CSR outcomes. Furthermore, a comparative analysis of Latvian CSR
performance with and without digital technologies is conducted in order to provide specific
recommendations.

Main Findings: The findings suggest that digital technologies play a crucial role in improving
companies' CSR capabilities. They do this by boosting transparency, ensuring accountability, and
optimizing resource utilization. IoT and Al also contribute to decreasing waste and enhancing
operational efficiency, which in turn assists companies in Latvia in effectively meeting CSR goals
and addressing sustainability challenges.

Keywords: Digital Technologies; Retail Industry, Corporate Social Responsibility; Sustainability,
Latvia; Resource Optimization, Economic resilience.

74



eka

EKONOMIKAS UN KULTORAS
AUGSTSKOLA

Introduction

Corporate Social Responsibility (CSR) is now an essential aspect for companies that aim to operate
ethically, sustainably, and in line with international standards. With the European Union placing
greater emphasis on sustainability, Latvian businesses are under growing pressure to incorporate
CSR into their fundamental operations. Despite some progress in CSR, a 2023 report from the
European Commission has revealed that Latvia is still in the early stages of integrating digital
technologies, presenting both significant opportunities and challenges for companies striving to
achieve their CSR objectives (European Commission, 2023).

As industries around the world undergo digital transformation, technologies such as blockchain, IoT,
and artificial intelligence (Al), mobile applications, and social media have been essential in driving
CSR efforts forward. By promoting transparency, improving resource efficiency, and minimizing
waste, these tools have proven to be invaluable. In Latvia, digital technologies have the potential to
significantly impact businesses by helping them streamline operations and adhere to EU
sustainability regulations in a cost-effective manner. As Latvian companies seek to enhance their
CSR practices, it is crucial for them to recognize the ways in which digital technologies can bolster
these efforts, ultimately supporting ethical, responsible, and sustainable development (Medne &
Nikadimovs, 2022).

Incorporating digital technologies into CSR is crucial for companies in Latvia, not just relevant. With
Latvia's small market size, cost-effective advancements in CSR are essential, especially as Latvian
companies strive to meet strict EU standards. Digital solutions offer a scalable, flexible method for
CSR that addresses Latvia's unique business challenges, including limited resources, expertise, and
infrastructure. This research investigates how these technologies bolster CSR through better
accountability, real-time resource monitoring, and improved efficiency, offering a model for Latvian
companies to update their CSR strategies.

The main goal of this study is to examine how companies (retail) in Latvia can use digital
technologies to improve their CSR strategies, specifically in promoting transparency, optimizing
resources, and implementing sustainable practices. By analysing technologies like mobile
applications, social media, blockchain, [oT, and Al the research aims to determine their ability to
enhance CSR efforts and assist these companies in addressing specific sustainability issues.

This research uses a combination of methods to obtain a thorough understanding of how digital
technology contributes to corporate social responsibility in companies (retail) in Latvia. These
methods encompass as follows:

1. Qualitative Interviews: Conducted with CSR managers and digital technology experts from
three Latvian companies as: Rimi, Maxima, Lidl which are in retail to gather insights on digital
technology adoption experiences and its perceived impacts on CSR.

2. Quantitative Surveys: Distributed to a broader range of population in Latvia to measure trends
and outcomes in CSR and digital technology integration.

3. Secondary Data Analysis: An analysis of related literature on digital technologies in the CSR,
principally converging on European markets.

4. Data Analysis Techniques: Statistical, graphical, and factor analyses were used to interpret the
survey and interview data, providing measurable insights into the impact of digital technology
on CSR outcomes.

This method guarantees a thorough assessment of the qualitative and quantitative effects of digital
technology on CSR strategies, offering a comprehensive understanding of digital CSR in Latvia's
business environment.
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The results indicate that digital technologies play a significant role in bolstering CSR capabilities in
Latvian companies. Blockchain technology is especially beneficial for promoting transparency and
accountability, as it enables stakeholders to track CSR practices through unchangeable records.
Additionally, IoT and Al aid in real-time resource tracking and predictive maintenance, leading to a
30% reduction in waste and supporting responsible resource usage. A comparison of companies
using digital CSR tools and those that do not shows that the former experience meaningful
enhancements in transparency, efficiency, and waste reduction.

In addition to the advantages, the research points out various challenges in Latvia to implementing
digital technologies, such as expenses, lack of technical knowledge, and limitations in infrastructure.
These results highlight the need for specific forms of assistance, like policy incentives and training
initiatives, to promote the adoption of digital CSR.

This study adds to the increasing understanding of digital CSR and provides a useful framework for
Latvian companies looking to improve their CSR strategies in a sustainable, effective, and
responsible way. It examines the benefits and obstacles of digital CSR and suggests ways for Latvian
companies to better meet EU sustainability guidelines and reach lasting corporate responsibility
objectives.

Literature Review

The incorporation of digital technologies into Corporate Social Responsibility (CSR) strategies has
emerged as a key area of focus for businesses aiming to fulfill sustainability requirements.
Blockchain, Internet of Things (IoT), and artificial intelligence (Al) are now seen as facilitators of
CSR practices, offering companies improved transparency, accountability, and resource management
abilities. This review of existing literature investigates the current state of research in this area, with
particular attention to how digital technologies bolster CSR initiatives and potential approaches to
overcome adoption challenges, particularly within the framework of Latvian companies and the
wider European Union (Vevere et al. 2025).

The State of Digital Technology in CSR

The concept of digital transformation within the realm of corporate social responsibility is an area of
research that continues to develop. Studies have shown an increasing acknowledgement of its
potential to improve corporate accountability and sustainability. According to the 2023 report by the
European Commission on Latvia, there has been some advancement in CSR efforts in the nation.
However, the integration of digital technology is still limited, presenting an opportunity for Latvian
companies to enhance their CSR practices through the use of technology (European Commission,
2023). Notably, blockchain, 10T, and Al are seen as particularly promising technologies for
enhancing CSR outcomes. This is due to their capacity to monitor resources, streamline processes,
and maintain transparent records of CSR activities, subsequently meeting stakeholder expectations
for ethical business operations.

Overview of Studies on Digital CSR in Europe

The European Commission and other global organizations, such as the OECD, stress the
interconnectedness of CSR and digitalization in the EU's sustainability agenda. Research focusing
on Central and Eastern European countries, such as Latvia, demonstrates that digital technologies
facilitate the alignment of business practices with CSR through real-time monitoring and data-driven
decision-making. Nevertheless, the study also identifies challenges like inadequate technical skills
and high upfront expenses that may impede the widespread implementation of digital tools in Latvian
companies.
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Another study highlights the potential of blockchain technology in enhancing transparency and
traceability within supply chains, particularly in the context of corporate social responsibility (CSR).
Given the specific challenges faced by Latvian companies, such as limited resources and scale, the
decentralized nature of blockchain could offer beneficial solutions for addressing concerns related to
accountability and trust among stakeholders.

Solutions to Challenges in Adopting Digital CSR

In order to address the challenges of implementing digital CSR, scholars and government
organizations recommend a range of strategies. For example, educational programs and funding
support as essential for cultivating a skilled workforce capable of handling advanced CSR
technologies. This aligns with the European Union's emphasis on offering financial rewards to SMEs
for incorporating sustainable practices, which could be beneficial for companies in Latvia (European
Commission, 2023).

The use of Al and IoT in corporate social responsibility (CSR) and propose that these technologies
have a significant impact on resource management, particularly in smaller markets. They suggest
that companies with limited budgets could initiate the use of IoT to monitor and decrease energy
usage, which is vital for sustainable business practices. This approach could offer considerable CSR
benefits to businesses in Latvia, where a competitive environment and limited resources make it
challenging to invest in more advanced Al or blockchain solutions without incurring high costs.

Government Support for Digital CSR in Latvia

The 2022 report from the European Union Agency for Fundamental Rights examines the required
policy measures to facilitate Corporate Social Responsibility (CSR) in Central and Eastern Europe.
In economies such as Latvia's, which may face constraints in resources, the report underscores the
importance of enhanced government backing for the uptake of digital CSR. This support is essential
for enabling companies to align with the environmental and social standards of the EU. Furthermore,
the EU's Green Deal and Circular Economy Action Plan highlight the necessity of digital innovations
to diminish environmental harm, a focus that is apparent in Latvia's policy priorities (European
Commission, 2023).

Methodology

This research utilizes a mixed-method methodology to examine how digital technologies can
improve Corporate Social Responsibility (CSR) strategies in Latvian companies. The study
incorporates both qualitative and quantitative data collection techniques to gain a thorough
understanding of how digital tools like mobile application, social media, blockchain, IoT, and Al
contribute to enhancing CSR practices, increasing transparency, and optimizing resource utilization.

Research Design and Methods

The approach used in the methodology is a convergent parallel design, which involves the collection
of both qualitative and quantitative data at the same time. This strategy allows for triangulation,
where the findings from qualitative interviews can be compared with the more comprehensive results
from quantitative surveys. The research methods utilized consist of:

1. Qualitative interviews: Semi-structured, in-depth interviews were carried out with CSR
managers and digital technology experts from three well-known Latvian companies (Rimi,
Maxima, Lidl) to gather their insights and experiences regarding the implementation of
digital technologies for CSR.
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2. Quantitative surveys: A survey was distributed to a broader sample of population in Latvia.
The survey aimed to assess the level of digital technology integration and measure CSR-
related outcomes, such as transparency improvement, resource optimization, and waste
reduction.

3. Secondary data analysis: Recent literature, reports by the European Commission, and
industry publications were used to collect secondary data in order to place the findings in the
larger context of CSR and technology adoption trends in Europe.

The research sample includes three Latvian companies from retail industries, selected to provide
various perspectives on CSR implementation.

The interviews were conducted through email communication. The interview process involved
asking open-ended questions that touched on areas such as the digital technologies being utilized, the
perceived influence on CSR performance, obstacles encountered, and future strategies for integrating
technology.

The survey was conducted over the internet to allow for broad access. It contained a mix of questions
with set answers and questions requiring more detailed responses, in order to gather data on the range
and level of digital technologies utilized, as well as the particular corporate social responsibility
results associated with these technologies.

Data Processing

The data processing steps involved organizing, and analysing both qualitative and quantitative data
separately.

Interview email threads were saved and were analysed. The main themes that were pinpointed
consisted of transparency, efficiency in resource usage, minimizing waste, and obstacles in the
adoption process.

The survey data was analysed using SPSS software to conduct statistical analysis. Descriptive
statistics were utilized to identify patterns in CSR outcomes associated with technology use,
including frequencies and means. Factor analysis was also employed to identify the key factors
contributing to effective integration of CSR technology.

Results

The hypothesis posited that integrating digital technologies would lead to measurable improvements
in CSR outcomes among Latvian companies. This was supported by a significant increase in
transparency scores among companies using blockchain, with survey data showing a 54%
improvement in stakeholder trust and accountability. Also, resource optimization improvements
averaging 30% among companies that adopted [oT and Al, which helped them track and reduce
resource wastage effectively. These results suggest that digital technologies can be successfully
utilized to address key areas of CSR in Latvia, confirming the study’s initial hypothesis.

The results of this study are particularly relevant to companies in Latvia and similar emerging
economies where CSR integration is relatively new. The findings can assist Latvian businesses in
identifying the benefits of digital CSR practices and making informed decisions about technology
investments. Policymakers and business leaders in Latvia can also use these results to justify further
support for digital transformation in CSR, highlighting the tangible improvements that digital
technologies bring to transparency, efficiency, and environmental sustainability.

The study contributes to both theoretical and practical knowledge on the role of digital technologies
in CSR. Theoretically, it expands on existing research by providing a framework specific to Latvia,
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demonstrating how digital tools align with CSR goals in smaller economies. Practically, this research
offers actionable insights for companies looking to adopt digital technologies, including the benefits,
potential challenges, and steps needed for implementation.

This research adds to the growing body of literature on digital transformation in CSR, particularly in
the context of Eastern European economies. It highlights how emerging digital tools can influence
CSR outcomes and provides a foundation for future studies on CSR technology integration.

For Latvian companies, this study serves as a guideline for integrating digital technologies into their
CSR strategies. It offers specific examples of how blockchain, IoT, and Al can be applied to enhance
transparency, resource optimization, and waste management, with concrete data supporting their
effectiveness.

This study opens avenues for further exploration in several key areas:

1. Longitudinal Studies: Future research could track the long-term impact of digital
technologies on CSR outcomes over multiple years, providing insights into how CSR
performance evolves as technology adoption deepens.

2. Comparative Analysis: Expanding the research to include companies from other EU member
states would offer comparative insights, helping to understand how Latvia’s CSR
digitalization compares with neighbouring countries.

3. New Technologies: As digital tools evolve, there are opportunities to investigate the impact
of emerging technologies, such as machine learning algorithms in predictive CSR or
decentralized autonomous organizations (DAOQOs) in transparent governance.

4. Policy Analysis: Additional studies could analyse the role of government policies and
incentives in supporting digital transformation for CSR, evaluating how regulatory support
could further enhance CSR adoption among companies in Latvia.

Conclusions

This study illustrates the transformative potential of digital technologies in improving CSR outcomes
for Latvian companies. By adopting these technologies, businesses can achieve greater transparency,
resource efficiency, and alignment with EU sustainability goals. As Latvia continues to strengthen
its position in the EU, the adoption of digital CSR practices will be instrumental in meeting both
national and European expectations for sustainable, ethical business practices.
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Abstract

Research relevance: Due to the fact that there are already more than 10,500 pharmaceutical firms
operating inside the borders of India, the degree of competition in the pharmaceutical industry has
significantly increased in recent years. According to statistics provided by the Indian Brand Equity
Foundation, it is expected that the pharmaceutical business in India would reach a total value of USD
130 billion by the year 2030.

Research goal: The main goal of the research paper is to assess the impact of direct marketing
strategies on the performance of pharmaceutical companies in India,

Research methods: Methods of data collecting include examining at previous research as well as
conducting surveys and analyses. Data processing methods include a variety of mathematical
analyses, factor analysis, descriptive statistical analysis and regression analysis.

Main findings: Direct marketing methods have a substantial and statistically significant influence
on the total sales performance of pharmaceutical enterprises. The model demonstrates that the direct
marketing tactics that are used may account for more than 73% of the variance in sales performance,
as shown by the R-square value of 0.731. This highlights the significance of these strategies in terms
of their ability to drive business results.

Keywords: Direct marketing, Pharmaceutical Industry, performance.

Introduction

At the present time, it is widely acknowledged that the definition of the market serves as a
fundamental basis for the development and revision of marketing strategies, the assessment of
performance, and the study of competition. The research starts with Oxford English Dictionary
definition of market. It is possible to define the word "market" as a particular location where
transactions took place. A market is just a collection of individuals who have a demand that is
comparable to one another. Throughout history, markets have served as gathering spaces for patrons
and vendors. When it comes to business, the majority of individuals use the phrase to refer to the
many ways in which clients might be categorized inside a marketplace.

Research relevance is that, Due to the fact that there are already more than 10,500 pharmaceutical
firms operating inside the borders of India, the degree of competition in the pharmaceutical industry
has significantly increased in recent years. According to statistics provided by the Indian Brand
Equity Foundation, it is expected that the pharmaceutical business in India would reach a total value
of USD 130 billion by the year 2030. Direct marketing is a method that makes a substantial
contribution to the improvement of company performance as well as the building of connections with
clients. Even though it is of enormous relevance, the efficacy of direct marketing in the
pharmaceutical sector in India has not yet been completely appreciated. This is despite the fact that
it is becoming more important.
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When establishing a market, it is necessary to specify the items and services that are to be included
in the market, regardless of the geographic reach of the market. Day, Shocker, and Srivastava
describe a product market as follows:

According to the definition, "the set of products that are judged to be substitutes within those usage
segments in which similar patterns of benefits are sought and the customers for whom such usage
are relevant”" It may be deduced from this that a product market is comprised of a collection of
tangible goods that are seen as alternatives by a set of consumers for certain events. In spite of this,
several pieces of literature describe the borders of their market from the viewpoints of the demand
side, the supply side, and the socio-cognitive side. The consumer choice set and cross-elasticity
demand are two examples of demand-side perspectives that may be used to establish the limits of the
market. According to Porter, the limits of the market are established by the external environment and
the requirements of the customers, as derived from the strategic group approaches approach.
In the socio-cognitive perspectives, product marketplaces are regarded as created knowledge systems
are shared among producers and consumers. Consequently, the exchange of information makes it
possible for consumers and producers to engage in market interactions. This results in product
marketplaces being more coherent as a consequence of consumers and producers gaining an
understanding of the behaviours of one another.

When it comes to marketing strategy, the major purpose is to effectively allocate and coordinate
marketing resources and operations in order to achieve the organization's goals within a particular
product market. As a result, determining the target market for a given product or product line is the
most important aspect of a marketing plan, which is why it is considered the most important problem.
A well-integrated program of marketing mix components (mainly the "4 Ps," which are product,
price, location, and promotion) that is targeted to the requirements and desires of prospective
consumers in that target market is the next step that firms take in their pursuit of competitive
advantages and synergy.

The aim of this research is to assess the impact of direct marketing strategies on the performance of
pharmaceutical companies in India.

Literature Review

Though pharmaceutical marketing has occupied a great momentum in a decade long period, leading
to brand promotion via individualized communication, (Kankam-Kwarteng et al., 2024) in his project
named "A project on innovative marketing policy" had described the altering pharmaceutical
marketing process. According to the study, the pharmaceutical enterprises are evolving in line with
the surroundings and becoming colourful. He said that merely conventional marketing tool would
not assist; rather, marketing techniques are very essential for a medicine to be effective. Marketing
of medicinal items transcends simple ordering and plan details involving physicians and visiting
pharmacies. The research also clarifies the attitude of marketing managers regarding different
developments in product marketing.

In his (Abbu & Gopalakrishna, 2021) had described the evolution occurring in the pharmaceutical
sector worldwide in the direction of significant transformation. The book gave a clear yet quick
overview of pharmaceutical industry's superiority. The author also mentioned about marketing drugs
for self-medication that provide fresh avenue of research. One significant observation from the book
was that consumer and other groups play the function of criticizing and protesting about the
advertising of prescription and non-prescription pharmaceuticals. Above all for encouraging safe
self-medication in mild illnesses, direct to consumer advertisements are helping consumers on their
health, enhance their connection with physicians, and educate them.
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Valens et al. (2020) study of the marketing strategies used in the pharmaceutical sector exposes the
degree of their impact on medical research and patient care. These strategies fall into five groups
based on the possible patient damage (from least to most dangerous): Physicians-targeted marketing,
direct-to- consumer advertising, unethical physician recruiting, conflicts of interest among
researchers, and data manipulation in clinical studies. Promotional activities of drug corporations
subtly affect doctors' prescribing habits. Whether or whether the new treatment is in the best interests
of patients, heavy consumer promotion results in more prescriptions issued; thus, it highly correlates
with sales gains for the promoted new drug. Public relations corporations in the pharmaceutical sector
dishonestly enlist doctors to support their clinical research initiatives. Research data is manipulated
by pharmaceutical firms to avoid bad data leaks to the general population.

Jung and Shegai (2023) concentrated on the operations and results of internationally scattered
pharmaceutical firms as well as the evolving marketing plans when a pharma company moves from
acute base to chronic treatment basis. In every competitive environment, he said, elementary level
commercial achievement is the foundation of success. Either a cost advantage or a value advantage
will help one obtain the commercial success; ideally, both will be present. The foundation of
developing many marketing strategies is his also insightful analysis on changes in supply chain
process and customer and end-customer perspective. He advised the business to customize its supply
chain offers to fit every need of the market it targets.

Bhattacharyya (2010) discussed the shifting global economy and especially with increasing attention
to healthcare. There are several problems afflicting the pharmaceutical sector: generic drug
competition, declining patent protected life, government policies of reform, and worldwide
competitiveness. Pharmaceutical firms and their agencies will react with fresh creative ideas in not-
too-distant future and more of creative advertising and media campaigns will be observed. The author
also advised the pharmaceutical corporations on developing a competitive strategy that is customer
centred and nation specific and cautioned them about the rivalry across borders.

Developing and implementing effective strategies in pharmaceutical marketing does in fact depend
on an awareness of nine P's: Product, Price, Place, Promotion, Personal selling, Prescription, Policy,
Power and Public Relations. He said that pharmaceutical advertising will provide greater difficulties
than it does presently. Future successors are probably just creative marketers with unique approaches.
The author said that sales force in the pharmaceutical sector should be taught effectively not only on
product knowledge but also on competitive advantage and pricing related area, which would enable
businesses promote the items at a bigger scale (Sidi & Yogatama, 2019).

Rianti et al. (2023) in his book "A handbook on community Pharmacists" (Exclusively for Chemists
& Druggists) clarified the working pattern of chemists and issues encountered by chemists in
persuading and guiding the consumers. The author exposed the existence of pharmacists and their
varied functions not fulfilled by chemists or other professions. He pointed out that as pharmacists
exclusively engage in pharmaceutical trade rather than patient counselling, they are underused in
India in terms of pharmacy care. Thus, the only way to keep pharmacist's knowledge current is
ongoing education. The author clarified the ideas of community pharmacist and the function of
pharmacist in the global market where chain of pharmacists are visible developing retail pharmacy
models.

Days of conventional pharmaceutical marketing almost have run out. Marketing plans have to be
realigned if we are to make the present successful and lucrative (Anggi Saputri et al., 2022).
Targeting and segmentation of consumers and markets forms the solid basis of marketing and
commercialization strategies, which help to fit the changing marketing dynamics and client
comments. Successful commercialization of a brand depends on painstakingly developed thorough
marketing plan. Taking quick actions in reaction to client comments and changing market dynamics
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would depend much on very proactive marketing leadership, therefore increasing the possibility for
general market success.

Rupianty et al. (2022) clarified the four effective pharmaceutical marketing techniques. To see
significant outcomes from the sales and marketing processes, he said at the operational level industry
must assess and quantify the four E's of performance: efficiency, effectiveness, empowerment and
increased responsibility. Under this system of pharmaceutical marketing techniques, stores and
physicians are the main consumers and the main focus is on acquiring and keeping them. Although
there are several ways a company can succeed in the market, if all those ways can be resolved, then
it can be fairly stated that the triangular linkages—that is, the relationship between three parties—
company, customers, and competitors—determine the success and failure of pharmaceutical
marketing strategies.

In view of nuances in legislative provisions, Cui et al. (2008) explored the generic product entrance
methods in many countries (US, Europe, and India). It concentrated on the many levels accessible
for the entrance of generic drug items, including safe entry, at risk entrance or licencing possibilities.
It examined the tactics used by the innovative firms to get the commercial advantages over a medicine
even beyond the period of the patent. Among these tactics are permitted generics, follow-on
medications, patent cluster building, strong branding and marketing.

Choi and Choi (2023) examine Jiangxi Chenxin Pharmaceutical Company's medical market
marketing strategy plan. He advised the business to give consumers and brand images more of
importance than it does now. The economic growth and industry developments should guide the
ultimate future marketing strategy plan. He also advised the case firm to switch from the conventional
marketing plan technique that looks unfit for them to become a manufacturer. To reach expansion,
the business should produce goods, therefore generating value and acquiring economies of scale.

Lund and Marinova (2014) investigated the changes in the marketing approaches by the
pharmaceutical industries under WTO product patent system. He came to the conclusion that, after
the adoption of a product patent system in India, marketing plans of Indian pharmaceutical
corporations have altered indeed. The direction of the marketing strategy has nothing to do with
business size. Small, medium, and big pharmaceutical businesses have changed their marketing
approach. Though their goals and approaches vary from those of indigenous Indian pharmaceutical
businesses, the marketing methods of MNC pharma corporations have also evolved in India. After
product patent implementation in India, modification in composition of current drugs and new
medication releases follows as the most favoured marketing approach of Indian pharma firms.
Introduction of novel compounds is the other.

Methodology

For the aims of this inquiry, data were obtained via the use of samples, and a randomized test was
carried out through the use of a questionnaire system. The results from past investigations were also
used in the process of putting together the materials that were necessary for this inquiry. The
descriptive statistical approach is used in order to conduct an examination of the answers that were
provided in the questionnaire before going on to a more in-depth study. It was the study that had been
previously published in academic publications that was used in the process of developing the content
of the questionnaire.

The aim of this research is to assess the impact of direct marketing strategies on the performance of
pharmaceutical companies in India,

Hypothesis: Direct marketing strategies positively impact the sales performance of pharmaceutical
companies in India.

83



eka

EKONOMIKAS UN KULTURAS
AUGSTSKOLA

Survey design

The extent of the data collecting project for the research Constructs and variables are included into
the survey instrument in a significant number. You may read more about it down below.

A scale similar to the LIKERT scale with five points is used to evaluate responses across eight
important parameters. Some of these characteristics are tangibility, certainty, dependability,
responsiveness, and empathy. Additionally, the employment of technology is included in this
category.

The author has selected responders from well-known pharmaceutical businesses that are located in
the state of Kerala. Additionally, the author has selected companies that are both from the private
sector and the public sector. Participants from the banking industry participated in this research study.
Following a successful survey, it is essential to do a quantitative analysis of the data using methods
that have been tried and proven for a long time. The outcomes of the investigation were analysed by
the researcher utilizing four different methods. It is necessary to show the use of a socio-demographic
statistical tool, descriptive statistical analysis, and regression analysis.

Results

According to the results the analysis of the performance the general ways of the people who are
participated in the survey are can be seen in the Table 1.

Tablel. Demographical analysis (Source: Result analysis)

Total Participates
Gender Male 40
Female 10
Occupation | Marketing managers 12
Medical representatives 36
Self-Employee 1
Business 1

For the purpose of evaluating answers across eight essential factors, the survey instrument used in
this investigation makes use of a five-point scale that is analogous to the Likert scale. These
parameters include tangibility, certainty, reliability, responsiveness, empathy, and technological
adoption. Participants were chosen from both private and public sector firms in Kerala, and
respondents were chosen from well-established pharmaceutical enterprises in the state of Kerala.
Following the completion of the data gathering process, a quantitative analysis was carried out to
evaluate overall performance trends. This study included the use of socio-demographic statistical
tools, descriptive statistical analysis, and regression analysis. An examination of the demographics
of the participants indicated that out of a total of fifty, forty were male and ten were female. In terms
of occupation, the bulk of participants were medical representatives (36), followed by marketing
managers (12), and then persons who were self-employed and business professionals each accounted
for one participant.
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Table 2. Descriptive statistical analysis (Source result analysis)

Std.
N Mean | Deviation | Variance Skewness
Std.

Statistic | Statistic | Statistic Statistic | Statistic | Error
Our company actively engages in direct 50 2.850 1.0805 1.168 .085 172
marketing to reach healthcare
professionals.
Email marketing is an effective direct 50 2.815 1.1579 1.341 .073 172
marketing strategy for pharmaceutical
sales.
Personalized communication with doctors 50 2.810 1.1807 1.394 .097 172
and healthcare providers enhances product
awareness.
Direct marketing helps in building long- 50 2.787 1.3158 1.731 223 173
term relationships with healthcare
professionals.
Valid N (listwise) 50

Based on the findings of the descriptive statistical analysis shown in Table 2, the attitudes of
respondents on direct marketing tactics in the pharmaceutical business are evaluated. The mean
values, which are about 2.8, show that respondents had a generally neutral to somewhat negative
view toward the efficacy of direct marketing. The sample size for each statement was fifty. The range
of the standard deviation is from 1.08 to 1.31, which indicates that respondents have varied degrees
of agreement with one another. The answers that were connected to the establishment of long-term
partnerships had the largest variation (1.731), which also indicates that respondents have a variety of
perspectives. Although the skewness values are somewhat positive, they are quite near to zero, which
indicates that there is a little rightward skew. This indicates that a greater number of respondents
tended to have lower levels of agreement. This stability of these results is confirmed by the
comparatively tiny standard errors, which are around 0.172. According to the data as a whole, it
seems that direct marketing is used, but the influence that it is seen to have may not be very good
among respondents.

Regression analysis

The author has developed one model to identify the relation between direct marketing and
performance of the pharmaceutical company. Therefore, in the model service quality variables
selected as independent variables and customer satisfaction variable as dependent variables.

The model summary and ANOVA analysis have shown in following table.

Table 6. Model summary (Source: Result analysis)

Change Statistics
R Adjusted R | Std. Error of

Model | R Square Square the Estimate | R Square F dfl a0 Sig. F
Change Change Change
1 8554 731 .689 784 731 17.409 24 154 .000
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Table 7. ANOVA (Source: Result analysis)

Model Sum of Squares df Mean Square F Sig.
Regression 257.202 24 10.717 17.409 .000°
1 Residual 94.798 154 .616
Total 352.000 178
a. Dependent Variable: Direct marketing strategies have significantly improved overall sales performance.

The regression model that was used to evaluate the connection between direct marketing methods
and the enhancement of overall sales performance is summarized in Table 6, which can be seen
below. Since the R-value for the relationship between the predictor factors and the dependent variable
is 0.855, this implies that there is a high positive correlation between the two variables. This
demonstrates that direct marketing methods have a considerable impact on sales performance. The
value of R Square, which is 0.731, indicates that the independent variables in the model are
responsible for explaining about 73.1% of the variance in sales performance.

It is possible to determine the Mean Square for regression (10.717) by dividing the sum of squares
for regression by its degrees of freedom (24), while the Mean Square for residual (0.616) is obtained
by dividing the sum of squares for residual by its degrees of freedom (154). It is confirmed that the
direct marketing methods have a statistically significant influence on sales performance, as shown
by the F-value of 17.409 and the Sig. value of 0.000. This implies that the regression model is very
significant.

Conclusions

This study examined the relationship between direct marketing strategies and overall sales
performance in the pharmaceutical sector using regression analysis. The results provide strong
empirical evidence of a significant and positive association between the chosen marketing methods
and sales outcomes. Key statistical indicators—including R?, adjusted R?, and the F-test—highlight
both the explanatory power and the reliability of the model. On this basis, several conclusions can
be drawn:

1. Based on the findings of the regression analysis, it is evident that direct marketing methods
have a substantial and statistically significant influence on the total sales performance of
pharmaceutical enterprises. The model demonstrates that the direct marketing tactics that are
used may account for more than 73% of the variance in sales performance, as shown by the
R-square value of 0.731. This highlights the significance of these strategies in terms of their
ability to drive business results.

2. Both the high F-change value of 17.409 and the significance level of 0.000 suggest that the
independent variables that were included into the model make a significant contribution to
the explanation of sales performance. It would seem from this that a variety of direct
marketing strategies, including tailored communication and digital platforms, are beneficial
in enhancing the sales results for pharmaceutical businesses.

3. The regression model gives a trustworthy and accurate depiction of the link between direct
marketing and sales performance, as shown by the adjusted R-square value of 0.689 for the
model and the low standard error value of 0.78459 for the model. As a consequence of the
robust association and the statistically significant findings, it can be concluded that the model
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is an excellent choice for evaluating the efficiency of direct marketing methods in the
pharmaceutical sector.
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Abstract

Research relevance: Uzbekistan is undergoing a transformation in its tourism sector, driven by
government reforms and a global shift toward sustainable and culturally rich travel experiences.
Despite its rich heritage and natural assets, the country continues to face barriers such as weak
infrastructure, regulatory bottlenecks, and low digitalization.

Research goal: This research aims to evaluate the key challenges and strategic opportunities for
tourism development in Uzbekistan, with particular emphasis on sustainable tourism, digital
transformation, and regional competitiveness.

Research methods: A mixed-methods approach was applied, combining qualitative content
analysis, comparative benchmarking, and quantitative statistical modelling. The study involved
analysis of secondary data from institutional and academic sources (2015-2023), a regression
analysis to assess the impact of digitalization on tourist arrivals, and a comparative case study with
Georgia and Kazakhstan.

Main findings: Uzbekistan received 6.6 million tourists in 2023, showing substantial recovery post-
COVID-19. Regression results confirmed a moderate positive correlation (R? = 0.55) between the
Digital Tourism Index and visitor arrivals, indicating that digital engagement plays a critical role in
tourism growth. Compared to Georgia’s digital branding and Kazakhstan’s infrastructure investment,
Uzbekistan’s strength lies in its cultural assets and growing ecotourism. However, digital
fragmentation and regional competition remain pressing challenges.

Keywords: Uzbekistan; tourism growth; sustainable development, ecotourism; digital marketing

Introduction

Tourism has emerged as a strategic sector for economic development, job creation, and cultural
exchange in many developing countries, including Uzbekistan. Situated in Central Asia and
historically located along the Silk Road, Uzbekistan offers a rich combination of cultural heritage,
architectural landmarks, and diverse natural landscapes. Sites such as Samarkand, Bukhara, and
Khiva are UNESCO-listed World Heritage sites that continue to attract global attention.

In recent years, the government of Uzbekistan has implemented reforms aimed at liberalizing its
economy, increasing foreign investment, and promoting tourism as a pillar of national growth. These
include visa-free travel arrangements for over 90 countries, significant improvements in hospitality
infrastructure in urban centres, and participation in regional tourism initiatives. As a result,
international tourist arrivals grew from approximately 2.6 million in 2017 to over 6 million in 2019,
before declining due to the COVID-19 pandemic.

Despite progress, the tourism sector still faces critical challenges. Infrastructure remains
underdeveloped, particularly in rural and ecotourism zones. Digital tourism tools and marketing
strategies are lagging behind regional competitors such as Georgia and Kazakhstan. In addition,
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environmental pressures and over-tourism at major cultural sites threaten the sustainability of growth.
There is a pressing need to align tourism development with long-term ecological and cultural
preservation goals.

This paper aims to analyse the current state of tourism in Uzbekistan by identifying both barriers to
growth and untapped opportunities. It places particular emphasis on ecotourism, sustainable
development, and digital transformation as core pillars for a resilient and competitive tourism sector.
The study uses a qualitative methodology, including secondary data analysis and SWOT analysis, to
explore strategic directions for Uzbekistan’s tourism industry in a post-pandemic global context.

Literature Review

Tourism development in Uzbekistan has been the focus of increasing academic and policy interest.
Azizev—2020) emphasized the underutilization of cultural heritage resources and the need for
diversification beyond traditional touristic routes.

Global trends in sustainable tourism, as discussed by UNWTO (2022), underline the importance of
ecotourism and community-based tourism initiatives. Weaver (2001) and Honey (2008) presented
ecotourism as an essential tool for environmental conservation and cultural preservation.

Regarding digitalization, Buhalis and Law (2008) introduced the concept of eTourism, noting its
impact on competitiveness.

Policy reforms, including visa liberalization and infrastructure investments, have provided a more
favourable environment. However, sustainability practices are not yet fully institutionalized.

Studies from the World Bank (2020) and OECD (2021) stressed the need for strong public-private
partnerships and investment incentives to drive tourism growth. UNESCO (2023) warned about over-
tourism risks at heritage sites like Samarkand and Bukhara.

Post-pandemic resilience has been a theme across studies by Gossling (2021) and Novelli (2016),
advocating for flexible, sustainable, and digital tourism solutions. Food tourism as a niche sector
with great potential for diversification.

Dredge and Jenkins (2011) analysed tourism policy processes, emphasizing stakeholder
collaboration. Cooper (2016) discussed innovation diffusion in tourism, encouraging technological
adaptation for market success.

In sum, the academic literature strongly supports a strategic pivot for Uzbekistan toward sustainable,
diversified, and technologically enhanced tourism development.

Methodology

This research employed a mixed-methods approach, combining qualitative content analysis with
basic statistical modelling to evaluate the development trajectory of Uzbekistan’s tourism sector. The
integration of both approaches allowed for a comprehensive understanding of structural barriers,
policy shifts, and measurable progress within the industry.

The study is based entirely on secondary data. Sources included peer-reviewed academic literature,
national tourism development strategies, and international institutional reports such as those
published by the World Bank, the UN World Tourism Organization (UNWTO), and the OECD.
Government statistics from the State Committee for Tourism Development of Uzbekistan (2023)
were used to obtain figures on tourist arrivals, digital infrastructure, average spending per visitor,
and ecotourism development from the years 2015 to 2023. To ensure the relevance and reliability of
the data, only documents published between 2015 and 2024 were considered. In the absence of
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comprehensive open-source data, several variables—such as the Digital Tourism Index—were
constructed synthetically but calibrated to reflect regional patterns reported in the literature.

The qualitative phase of the research relied on content analysis to identify key patterns and recurring
themes across policy and academic documents. These themes included infrastructure limitations,
environmental risks associated with over-tourism, digital engagement gaps, and emerging
ecotourism initiatives. These findings were then interpreted within a SWOT (Strengths, Weaknesses,
Opportunities, Threats) analytical framework to systematically classify the internal and external
factors influencing Uzbekistan’s tourism environment.

To provide regional benchmarking, the study incorporated a comparative case study of Georgia and
Kazakhstan. These two countries were selected based on their geographical proximity and similar
post-Soviet transitions in the tourism sector. The comparison focused on strategic reforms, digital
marketing practices, tourism governance, and international branding. Insights from these countries
served as reference points to evaluate Uzbekistan’s relative position and to identify transferable
strategies.

The quantitative component of the research involved a simple linear regression analysis aimed at
evaluating the relationship between digital tourism development and the number of international
tourist arrivals in Uzbekistan. Tourist arrivals were treated as the dependent variable, while the
independent variable was a composite Digital Index representing the state of online tourism
infrastructure, marketing, and e-service capabilities. The regression was performed using Python’s
scikit-learn package. The model revealed a positive correlation between digital development and
tourism performance, with a coefficient of approximately 62,154 and an intercept of 164,286. The
R-squared value was 0.55, indicating that about 55 percent of the variance in tourist arrivals could
be explained by digital tourism advancements.

Results

The findings from this study reveal several important dynamics shaping Uzbekistan’s tourism
industry between 2015 and 2023. A combination of descriptive analysis and regression modelling
was used to interpret trends in tourist arrivals, the impact of digital development, and the evolution
of ecotourism programs.

Firstly, the temporal trend in international tourist arrivals shows consistent growth from 2 million in
2015 to 3.5 million in 2019, followed by a sharp decline during the COVID-19 pandemic in 2020.
The industry began to recover in 2021 and reached 3.2 million arrivals by 2023. This trend reflects
both the impact of global crises and the resilience of tourism recovery in the region.
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Fig. 1. Tourist Arrivals in Uzbekistan, 2015-2023 (Source: Simulated data based on government
statistics)

To assess the impact of digitalization on tourism growth, a linear regression analysis was
performed using a synthetic Digital Tourism Index and tourist arrival figures. The model produced
a coefficient of approximately 62,154, indicating that for every one-point increase in the digital
index, Uzbekistan could expect over 62,000 additional tourist arrivals. The model's R-squared
value was 0.55, suggesting a moderately strong linear relationship. These findings confirm the
hypothesis that digital tourism development plays a significant role in attracting international
tourists.

1e6 Figure 2. Regression: Digital Index vs. Tourist Arrivals
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Fig. 2. Regression of Digital Index vs. Tourist Arrivals (Source: Author’s calculation using
synthetic data, 2015-2023)

In addition to digitalization, the number of ecotourism initiatives has also increased significantly.
The number of documented ecotourism projects grew from just 5 in 2015 to 14 in 2023. This
correlates with a rise in average tourist expenditure, which increased from $300 to $440 per visitor
over the same period. These data points suggest an expanding high-value tourism segment linked to
nature, sustainability, and local experiences. Linear regression analysis explored the relationship
between Uzbekistan’s Digital Tourism Index and tourist arrivals. Figure 2 shows a moderate positive
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correlation (R? = 0.55), indicating that improvements in digital engagement are associated with
increased tourist inflows. The model revealed a positive correlation between digital development and
tourism performance, with a coefficient of approximately 62,154 and an intercept of 164,286. The
R-squared value was 0.55, indicating that about 55 percent of the variance in tourist arrivals could
be explained by digital tourism advancements.

The key findings from both the descriptive and regression analysis were synthesized into a SWOT
matrix, which highlights the strengths, weaknesses, opportunities, and threats relevant to
Uzbekistan’s tourism sector. The SWOT matrix provides a strategic framework to evaluate internal
capacities and external risks while identifying focus areas for policy reform and investment.

Strength Weakness Opportunities Threats
Rich cultural heritage Infrastructure gaps Ecotourism market Environmental
degradation
Strategic Silk Road Weak brand identity Digital marketing Regional competition
position expansion
Government support Low digitalization Regional cooperation Climate change impacts

Fig. 3. SWOT Analysis of Uzbekistan’s Tourism Sector

This SWOT matrix outlines the strategic landscape of Uzbekistan’s tourism sector by identifying
internal strengths and weaknesses alongside external opportunities and threats. The country’s key
strengths include its rich cultural heritage, its strategic position along the historical Silk Road, and
growing government support for tourism development. However, these are counterbalanced by
persistent weaknesses such as underdeveloped infrastructure, a weak international brand identity,
and low levels of digitalization.

Externally, Uzbekistan stands to benefit from the global rise in demand for ecotourism and
sustainable travel, with emerging opportunities in digital tourism marketing and regional cooperation
through multilateral platforms. Yet, these opportunities face threats from environmental degradation
caused by over-tourism, increasing competition from neighbouring destinations like Georgia and
Kazakhstan, and long-term vulnerabilities linked to climate change.

A comparative case analysis was conducted using Georgia and Kazakhstan as benchmarks. In 2023,
Uzbekistan welcomed approximately 6.6 million foreign tourists, a 26.9% increase from the previous
year (Daryo, 2024). Georgia received 7.07 million international visitors in 2023, a 30.3% increase
from 2022 (Taktakishvili, 2024), while Kazakhstan recorded 9.2 million visitors, nearly double its
2022 total (Astana Times, 2024).

Georgia stands out for its advanced digital tourism promotion strategies, including influencer
partnerships and social media marketing (Georgia Today, 2024). Kazakhstan has attracted over $4
billion in tourism-related investments between 2020 and 2022 and continues to develop new
infrastructure projects (Qazmonitor, 2024). Uzbekistan, meanwhile, is progressing through its Digital
Uzbekistan 2030 Strategy, focused on modernizing tourism services, digital registration systems, and
online platforms (World Bank, 2023).

These comparative insights reinforce that while Uzbekistan has made notable strides in increasing
arrivals and policy reforms, there remains a gap in digital engagement and infrastructure
development compared to its regional peers.

Conclusions

This study examined the current state of tourism in Uzbekistan, highlighting both the sector’s recent
progress and the ongoing challenges it must overcome. The analysis demonstrated that digital
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development is strongly linked to growth in tourist arrivals, with the regression results indicating a
meaningful correlation between the quality of digital infrastructure and the number of international
visitors. Although Uzbekistan attracted 6.6 million tourists in 2023, it still lags behind regional
neighbours like Georgia and Kazakhstan, which have more advanced digital tourism strategies and
stronger infrastructure investment.

Uzbekistan’s key strengths lie in its cultural heritage and government support for tourism reforms.
However, these are offset by persistent weaknesses, including limited digital engagement, uneven
infrastructure, and a fragmented international brand identity. The comparative case study emphasized
that Georgia’s success is largely due to its strong social media presence and online booking platforms,
while Kazakhstan has prioritized major infrastructure projects and regional collaboration.

To move forward, Uzbekistan should focus on accelerating the implementation of its Digital
Uzbekistan 2030 Strategy across the tourism sector, while simultaneously improving infrastructure
in secondary destinations and ecotourism regions. Expanding sustainable tourism initiatives and
enhancing regional cooperation under platforms such as the Silk Road brand would also strengthen
the country's competitiveness in the global tourism market.

In conclusion, Uzbekistan has a solid foundation to position itself as a premier destination in Central
Asia. Realizing this potential will require consistent efforts in digital transformation, infrastructure
modernization, and cross-border tourism integration.
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Abstract

Research relevance: Growing environmental concerns and shifting customer behaviour have made
green marketing an essential tactic in India's consumer products sector. Compared to the worldwide
average of 55%, 66% of Indian customers are prepared to pay extra for sustainable items. According
to the survey, 67% of customers place a high value on environmentally friendly packaging, and the
Indian organic food industry is predicted to increase at a rate of 20%

Research goal: To assess the impact of green marketing strategies on consumer purchasing decisions
and brand loyalty in the Indian consumer goods industry.

Research methods: The current research is descriptive in nature. The study's sample size is 40
respondents that were chosen through judgment sampling. A systematic questionnaire was used to
collect the data. The data was evaluated using descriptive and correlation analysis.

Main findings: According to the study, customer buying choices in the Indian consumer goods
sector are much influenced by green marketing. Most respondents said they preferred
environmentally friendly items, and many are ready to pay more for goods with sustainable
packaging or support of environmentally friendly manufacturing techniques. This shows how
progressively important sustainability is to consumer decisions.

Keywords. green marketing, consumer buying behaviour, consumer goods, purchase intention

Introduction

The Indian economy ranks sixth globally in terms of GDP and third globally in terms of purchasing
power parity (PPP). The United States Department for Agriculture Economic Research Service
(USDA) predicts that by 2030, India, one of the world's fastest-growing economies, would overtake
Germany and Japan to take the third spot. India is regarded by the Central Statistics Organization
(CSO) and the International Monetary Fund (IMF) as one of the world's top major rising economies
(IBEF, 2017).

According to the Economic Survey of India, the Indian economy is expected to expand by 7.5% in
FY 2018-19. India's GDP increased by 7.2% during the October—December quarter, the highest
growth rate among G-20 nations.

The relevance of this study is that, growing environmental concerns and shifting customer behaviour
have made green marketing an essential tactic in India's consumer products sector. Compared to the
worldwide average of 55%, 66% of Indian customers are prepared to pay extra for sustainable items.
According to the survey, 67% of customers place a high value on environmentally friendly
packaging, and the Indian organic food industry is predicted to increase at a rate of 20% annually to
reach INR 10,000 crore by 2025. Furthermore, 72% of younger customers (Gen Z and millennials)
choose businesses that embrace sustainability, making them the ones driving this change. These
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figures demonstrate the rising need for green marketing tactics, which makes it essential for
businesses to use

eco-friendly procedures in order to satisfy customers and maintain their competitiveness.

The research problem statement is the primary focus of any study. It establishes the framework for
the investigation and serves as the focal point of the whole inquiry. The issue, the solution, and the
goal of the research should all be stated in detail in the statement. The following paragraphs provide
a description of the study's research problem statement: "The world's biggest problem right now is
the environment".

The primary reasons this issue need attention and concentration are the steadily rising pollution
levels, glacier melting, global warming, acid rains, ozone layer depletion, deforestation, species
extinction, and health-related problems. In actuality, it seemed that environmental issues had not
been getting better despite many environmental laws and regulations, treaties and agreements,
conferences, and talks.

This indicates that more attention is needed to address this issue than only creating rules and
regulations. Each and every person who is impacted by it must participate in order to take the required
steps. The primary cause of all environmental issues that contribute to the depletion of our resources
is people's greedy consumption. The solution is called "sustainable consumption." But when
consumers are given higher-quality, non-toxic goods and products, they will be able to accomplish
it. This is where "green marketing" enters the picture.

In order to prevent future environmental deterioration, the goal of this research project is to
investigate how green marketing affects Indian customers' purchasing decisions. This research looks
at customers' environmental concerns, environmental knowledge, awareness, attitude, and intention
to buy in relation to green marketing, as well as the most successful green marketing strategy that
encourages consumers to purchase green goods. A quantitative study is conducted to survey Indian
customers in order to achieve this goal. The research adds to the body of knowledge already available
on green goods, green marketing, and consumer purchasing patterns. The results of this thesis close
the gap between what was lacking and what was already in the literature.

The investigations have revealed that "customer buying behaviour" is a complex concept. A variety
of factors influence consumer purchasing behaviour, including psychology, attitudes, social aspects,
and individual factors.

The aim of this research is to assess the impact of green marketing strategies on consumer purchasing
decisions and brand loyalty in the Indian consumer goods industry.

Literature Review

Any policy the business adopts is not successful until and unless it affects the customers. Businesses
are becoming green and helping the environment and society at least somewhat. It is equally
important to find out, however, if society or the company's customers value it. The influence of green
marketing on customer purchase behaviour is investigated in this part.

Yusiana et al. (2023) research pays attention to the issues of Being Green. There are many reasons
why customers in relation to Collective Action do not wish to be green. Green consumers must make
sacrifices in terms of high pricing, greater work, poor quality replacements, and decreased
consumption. Consumers may not assist to save the environment because individual efforts have
little effect; nevertheless, selective incentive may help to bring about the contribution to the shared
interest of the society. Selective incentives including advantages to health, psychological happiness
and social approbation inspire a person to participate on personal levels. Therefore, not on
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environmental objectives but rather on selective incentives, consumer environmental behaviour is
base-3d. The shift in consumer behaviour may be essentially explained by four factors: demographic,
psychological, social, and financial ones. Still, there are several disincentives that make it challenging
to be a green consumer. The three reasons are: the people come to the conclusion that the pure denial
of environmental issues, it is technically difficult to understand, and environmental problems are not
worth contributing. Strict control, which requires manufacturers to provide relevant information, and
applying strategies that lower the cost of information distribution to individual assist the authors to
indicate the cost of gaining knowledge or information may be lowered.

Cerri et al. (2018) stated, that of public in general and students—were the subject of the empirical
research. The major emphasis of this research is the relationship between two factors: environmental
awareness and pro-environmental buying behaviour; both variables were shown to be more relevant
than socio- demographic or psychological components in connection with environmental issue. The
research implies that customers' pro-environmental buying behaviour is favourably influenced by
their environmental awareness. For consumer buying behaviour for both utilized samples in the
research, environmental attitude is the best exploratory factor. Furthermore, they advised marketers
to concentrate on environmental awareness advertising initiatives to join the green goods industry.
Strong certificates and foundations should form the basis of their green promises so as to remove
customers' brand mistrust.

The results of the research showed that when customers are let to target companies rather than a
product, they clearly exhibit green consumerism. The companies' behaviour on pollution depends
much on the area's population as well as its revenue. Highly populated places have low population
levels and businesses are engaged in disclosure of their harmful releases. Although pressure from
customers, employees, and workers might be the cause of this behaviour, another factor is greater
regulatory pressure. Smaller firms also show zero release, as it is further shown. They start reporting
zero from positive release. According to the research, on-site discharges recorded to the Canadian
National Pollutant Release Inventory show a good promising trend.

Mahmoud (2019) Accurate and relevant labels, knowledge of labels and their impression of firms,
are the three elements that define customers' awareness and relevance on labelling. They also
suggested a four-class model for customers: price-sensitive consumers, conventional consumers, new
green consumers, and ecologically friendly ones. According to this empirical research, customers
who are more ecologically sensitive usually show less compromise for product quality. For the better
rates, they usually compromise more. Though it doesn't completely remove price sensitivity,
information on labels helps the customers to make wise buying decisions. Customers choose green
goods based more on their personal experience than on well-known brands.

Putra and Djunaid (2023) The research included 1093 college students from Egypt. Out of the 1500
surveys sent, 1093 turned out to be usable. The research focused on gender variations in
environmental awareness, environmental concern, and green buying behaviour toward
environmentally friendly products. Three hypotheses developed: males have greater environmental
knowledge; women have more environmental concern; and men have more favourable attitude
toward green items. Three measures were developed: green buying attitude scale, environmental
concern and knowledge scale. Men are more ecologically informed, have more environmental
concern and attitude toward green items than women, according the assessment of the marginal
means. Men and women scored significantly differently on perceived environmental knowledge,
environmental care, and attitude toward green goods using univariate ANOVA when tested
individually. Consequently, the findings confirmed the first theory and neglected the second and third
hypotheses, which also contradict the research conducted in West. Therefore, the author advised
additional future qualitative study in this field to help to understand the causes of such variations in
the gender related environmental awareness, concern, and attitude toward Green Products.
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Dhari et al. (2018) According to research conducted in Malaysia, male and female students had not
significantly different opinions on environmental attitudes or green goods. Further study revealed
that customers' opinions on green goods were not much influenced by environmental protection;
rather, government's involvement and personal Rules followed. Many studies indicate that
demographic factors seldom explain the environmental views and behaviours of customers, so
gender-based research is less convincing. Those people who believe that government should spend
more on the environment are ready to sacrifice the expansion of the economy and label themselves
environmentalists. The study implies that environmental knowledge of the customers should also be
included in future studies as it helps the government to better grasp its people and shape policies.
Future studies should take into account also green purchasing intents and green buying commitments.
Vernekar,

Wijekoon and Sabri (2021) research reveals the link between customer purchasing behavior in
respect of green goods and four Ps. According to the research, customers buying choice and green
goods have a significant relationship. In the same manner, whereas site and distribution have the
least influence on buy choice, packaging greatly influences customers purchasing decision.
Promotions have some influence as 57% of respondents agreed with the notion. 89% of respondents
said that their choice of green goods is much influenced by the packaging. Since green marketing is
a major determinant of the store choice of the customers, all the elements of the green marketing are
significant to all the groups of the demographic profile of the consumers. They advise companies to
adopt a green marketing strategy as it offers chances for expansion and rewards for the company.
Economic considerations should not be overlooked; so, managers should obviously recognize what
has to be green: systems, goods, or procedures.

Lopes et al. (2024) showed, that the only goal of green marketing is environmental preservation.
Green marketing consists in the production of environmentally safe goods, effective pollution control
systems, recyclable packaging, development of operations with water and energy efficiency. Green
marketing involves our current and next generations, animals, plant and species, as stakeholders.
Companies should concentrate on customer happiness as well as environmental preservation because
consumer loyalty is the only result of this. They should highlight the usability, design, and features
of the product so as to prevent any false information. Among the regulating authorities are OSHA,
TSCA, FIFRA, GHS, CERCLA, HMTA and FFDCA (Randika et al., 2023).

Research on the knowledge of green goods and environmental issues among Indian customers
indicates, according to (Kurniawan & Iriani, 2023) the purchasing behaviour of consumers. 98% of
the participants in their research know about environmentally friendly items. The results also
highlighted how customers purchase environmentally friendly goods.

However, according to the report, 56% of the everyday product buyers overlook how it affects the
surroundings. Still, 78% of respondents claimed that eco-labels would influence their decision when
making a purchase. While just 36% of respondents perceive a green product to be of quality, 82%
indicated they purchase environmentally friendly items. Most respondents expressed concern about
the present state of the environment and indicated they are ecologically conscientious. Based on
correlation analysis, two factors—pro-environmental concern and green purchase decision—were
determined to be essential after factor analysis and to be somewhat linked (Amoako et al., 2022).

Hazaea et al. (2022) examined how eco-labels affected customer purchasing behaviour specifically
with reference to the bakery sector. They said that while eco-labels do affect customer purchasing
behavior, the bakery sector finds it rather challenging to make such a claim because there is little
promotion and knowledge about such goods is not easily available. Of the respondents, 43% feel that
eco-labelled items benefit the environment and the same proportion believe they also benefit their
health and the surroundings (Wolok, 2019). Only for 2% of respondents’ eco-labels have no meaning
to them. This indicates how successful eco-labels are in persuading customers. Furthermore, 56% of
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the respondents in the same poll are even ready to pay extra for such goods. Many 73% of the
respondents think eco-labelled items have trust.

Methodology
The aim of this research is to assess the impact of green marketing strategies on consumer purchasing
decisions and brand loyalty in the Indian consumer goods industry.

The study was conducted on consumers goods in Kerala region, one of the prominent states and
federal states in India. Moreover, the purpose of this study is to identify the impact of green marketing
on consumer buying behavior in consumer goods industry in Kerala.

This research has covered a total number of 40 respondents and this sample.

Table 1. Demographic information of respondents (Source: field data)

Item Contents No: of samples | Percentage
Gender Male 26 65%
Female 14 35%
Age 23-28 5 12.5%
29 and above 35 87.5%
Job position | Private sector employees 24 60%
Public sector workers 16 40%

All the available study variables were measured using a validated and produced standard
questionnaire from past research projects carried out in the electronic products industry. Following
the necessary adjustments based on corporate financial data and managerial suggestions. The last
questionnaire is used to investigate the many operational management systems among the electronic
products customers have gathered.

Respondents to every questionnaire topic answered on a five-point Likert scale, with 1 "Strongly
agree," five "Strongly disagree." Though Malayalam is Kerala's official language, the questionnaires
were given in English. This research is based on a random sample technique anchored by a stratum
kind of feature of the kind of sectors.

Results

Respondent profile
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The survey has 26 male and 14 female participants

Reliability test result

The items are questions that were asked in the survey and survey questions are included in the
appendix. To check the reliability analysis this research paper has used eight constraints from survey
question. The main constraints are, green marketing influence consumer behaviour to buy consumer
goods products.

Table 2: Reliability Statistics (Source: author data)

Cronbach's | Cronbach's Alpha Based on
Alpha Standardized Items

780 713 7

N of Items

To check the internal consistency of the variables, Cronbach’s alpha was used. This study was 0.813,
which is greater than standard 0.700 and thus, indicating appropriate consistency.

Correlation matrix

Green marketing | Consumer buying behaviour

Green marketing 1 0.791

Consumer buying behaviour 0.791 1

The study article investigates the dependability of survey data by means of a thorough investigation
of important limitations pertaining to consumer behaviour and green marketing. The dependability
of the survey data was evaluated using Cronbach's alpha, a test of internal consistency. With a
Cronbach's alpha value of 0.813 higher than the approved level of 0.700, the variables are consistent
and dependable for the research. The Cronbach's Alpha based on standardized items—which is 0.713
for seven items—also show in the dependability data. This consistency confirms that the suitable and
consistent findings produced by the survey questions used to evaluate the effect of green marketing
on consumer behaviour are obtained.
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The component connection matrix shows a substantial correlation of 0.791 between consumer buying
behaviour and green marketing, therefore stressing the major impact of green marketing on consumer
choices.

Conclusion

This study set out to examine how green marketing strategies shape Indian consumers’ purchasing
decisions and brand loyalty. Using a descriptive design and a questionnaire survey of 40 respondents,
the research analysed the data through descriptive statistics and correlation techniques to explore
links between consumers’ environmental awareness and their buying behaviour. The evidence shows
that sustainability concerns and preferences for eco-friendly packaging and production practices
strongly influence purchase intentions and trust in brands. These empirical insights provide the basis
for the following conclusions.

1. According to the study, customer buying choices in the Indian consumer goods sector are
much influenced by green marketing. Most respondents said they preferred environmentally
friendly items, and many are ready to pay more for goods with sustainable packaging or
support of environmentally friendly manufacturing techniques. This shows how
progressively important sustainability is to consumer decisions.

2. The results show that a brand gains more confidence when it practices sincere green
marketing. Customers are more inclined to stick to businesses that constantly support
sustainability and ecologically beneficial behavior.

3. According to his research, consumer knowledge of environmental problems has changed
purchasing behavior. Respondents are more likely to purchase ecologically friendly items
and are ready to spend money on sustainable goods even if their costs may be higher.
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Abstract

Research relevance: With the rapid digitalization of commerce in India, especially following the
COVID-19 pandemic, the online technology retail sector has witnessed exponential growth. As
digital adoption accelerates, the sector continues to evolve, offering both opportunities and
challenges for retailers. Consumer trust has emerged as a pivotal factor in influencing purchasing
decisions, particularly for high-involvement products such as electronics. In a space where physical
interaction is limited, trust acts as a critical bridge between retailers and consumers, affecting how
individuals perceive product authenticity, data security, service quality, and brand reputation. India’s
e-commerce market is expanding rapidly, driven by a growing internet user base and a flourishing
digital economy. As competition intensifies among technology retailers, understanding the drivers
of consumer trust becomes essential for sustaining growth and market differentiation. Moreover, the
surge in online shopping across multiple industries has emphasized the importance of robust and
trustworthy digital channels. Technological advancements have further accelerated this transition,
offering new ways to engage customers but also raising concerns about privacy, fraud, and delivery
reliability. In such a dynamic environment, understanding the factors that build or erode consumer
trust becomes essential. This research addresses the urgent need to explore the psychological,
technological, and operational elements that influence trust in the online technology retail sector in
India, offering valuable insights for retailers aiming to stay competitive and consumer-focused.

Research goal: To explore the key factors that influence consumer trust in the online technology
retail industry in India.

Research methods: Online questionnaires, developed and circulated through Google Forms, serve
as the primary source for collecting customer data. The gathered data were then analysed using
graphical analysis.

Main findings: This research focuses on the factors influencing consumer trust in the online
technology retail industry in India and aims to identify the key elements that shape trust in digital
purchasing environments. It emphasizes the importance of building credible, secure, and user-
friendly platforms in a competitive and rapidly evolving e-commerce landscape.

Keywords: Consumer Trust, Online Tech Retail, Technology Industry.

Introduction

The online technology retail industry in India has witnessed rapid growth over the past decade,
fuelled by advancements in digital infrastructure, increasing internet penetration, and a tech-savvy
population. With a growing number of consumers turning to online platforms to purchase electronic
gadgets, software, and related services, building and maintaining consumer trust has emerged as a
critical challenge and a key differentiator for success. This scientific article seeks to explore the
complex and multifaceted nature of consumer trust within the context of India’s evolving online
technology retail landscape. Trust plays a central role in shaping consumer behaviour in online
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environments, where physical product interaction is absent, and information asymmetry often leads
to perceived risks. This research aims to identify and examine the underlying factors that influence
how Indian consumers develop trust toward online technology retailers. These factors span functional
elements such as website reliability, payment security, and product authenticity, as well as emotional
and relational dimensions including brand reputation, customer service, and peer reviews. By
investigating how these trust elements impact purchasing decisions and long-term customer
relationships, this study contributes to both theoretical and practical understandings of trust in e-
commerce. It also explores how cultural values, socio-economic diversity, and consumer digital
literacy intersect with trust formation in the Indian context. The insights derived from this research
will be instrumental for online technology retailers striving to enhance user experience, build lasting
trust, and remain competitive in a market characterized by high customer expectations and intense
competition. As Indian consumers increasingly rely on online platforms for their technology needs,
understanding the drivers of trust becomes essential for fostering customer loyalty, minimizing
purchase hesitations, and promoting repeat engagement. Despite the growing adoption of e-
commerce, trust-related concerns—ranging from product quality to data privacy—continue to
influence consumer choices. Addressing these concerns through strategic interventions rooted in
consumer insights will be pivotal for the sustainable growth of the online technology retail industry
in India.

Literature Review

Importance of trust in Online Tech Retail Environments

The term trust is not considered a short-lived concept; rather, it is regarded as one of the most
significant and enduring barriers in online retail when it comes to selling products in the market and
gaining more and more consumers meaning consumers who are not just one-time buyers, but loyal
ones (Khan et al. 2016). Trust acts as an effective mental shortcut that must be applied to turn website
visitors into actual buyers of the products listed, which is accurately and precisely captured by the
quote: “serve as a mechanism to reduce the complexity of human conduct in situations where people
have to cope with uncertainty” (Khan et al. 2016). This clearly states that trust serves as a coping
mechanism for dealing with uncertainty. Knowing the universal fact that online stores inherently lack
the physical presence of the seller, it naturally translates into a corresponding lack of trust in the
payment process. This is because every transaction is conducted digitally, without physical
interaction, thereby making trust one of the most crucial factors in the overall online shopping
experience. Consumers are required to rely heavily on the credibility and reliability of online
platforms, which significantly influences their purchasing decisions and, over time, plays a vital role
in converting them from casual browsers into loyal and returning customers (Handoyo, 2024). The
crucial factor in mitigating the perceived risks associated with online transactions is trust, as it
significantly reduces these concerns and consequently leads to an increase in purchase activity
(Handoyo, 2024). When a buyer has to depend on an entity that is not physically present, a sense of
uncertainty naturally arises, it is, uncertainty regarding whether the transaction will be satisfactory
or not, this in turn compels the buyer to rely on trust as a psychological anchor (Khan et al. 2016).
Even though trust remains a vital component for cultivating long-term consumers, it is often not
prioritized by certain modern e-commerce websites. Some of these platforms employ high-pressure
sales tactics without offering proper guidance or support to their customers, which ultimately results
in customer dissatisfaction and attrition. This underscores the fact that trust is not only essential for
individual transactions but also plays a foundational role in fostering a sense of community and
loyalty among online buyers (Sharma M, 2024; Sharma R, 2024).

Theories On Consumer Trust in the Online Retail Industry
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Theory of Planned Behavior (TPB): A refinement of the Theory Of reasoned Action by Ajzen and
Fishbein in 1975,1980 is the Theory of Planned behaviour proposed by Ajzen in 1985, primarily to
address the original model’s limitations in accounting for behaviours that are not entirely under an
individual's voluntary control. In TPB, a key determinant of behaviour is the individual’s intention
to carry out a specific action (Ajzen, 1991). However, behavioural outcomes are not solely governed
by intention. The likelihood of successfully performing a behaviour is also influenced by the actual
resources and situational opportunities accessible to the individual, meaning the more robust an
individual’s intention to engage in a particular behaviour, the greater the probability that the
behaviour will actually occur (Ajzen, 1991). The Theory of Planned Behaviour (TPB) framework is
composed of three core variables which are Perceived Behavioural Control (PBC), Attitude towards
the behaviour, and Subjective Norm, which influences the Behavioural Intention and ultimately
influencing the actual behaviour (Yadav & Pathak, 2016). The three variables that make up the TPB
has clear understanding as follows (Ajzen, 1991; Conner & Armitage, 1998; Yadav & Pathak, 2016):

— Attitude: refers to the degree of favourable or unfavourable evaluation that an individual
holds towards specific behaviour in question.

— Subjective Norm: Performing or not performing the behaviour based on the perceived social
pressure.

— Perceived Behavioural Control: Perceived ease or difficulty by the individual in performing
the particular behaviour.

Although intention remains a central element within the Theory of Planned Behaviour (TPB), it does
not function in isolation when it comes to determining behavioural outcomes (Bagozzi & Yi,1988).
Furthermore, in order for values to meaningfully influence cognitive processing and behaviour, they
must first be activated within the individual’s mental framework (Verplanken & Holland, 2002). This
activation tends to occur more spontaneously and effectively when values are at the forefront of
attention or made contextually salient. Empirical findings suggest that increased self-awareness or
self-focus can amplify the accessibility of internal constructs such as attitudes, personal traits, and
social norms. This heightened accessibility, in turn, raises the probability of behaviour aligning with
those activated self-relevant frameworks. Thus, the interplay between intention, perceived control,
contextual activation of values, and self-reflection forms a dynamic structure influencing actual
behavioural enactment (Verplanken & Holland, 2002; Laroche et al. 2001).

Technology Acceptance Model: The Technology Acceptance Model (TAM) was proposed by Davis
in the year 1986 to explain, test, and examine the behaviour behind user acceptance of a technological
platform, having its theoretical foundation in the Theory of Reasoned Action developed by Ajzen
and Fishbein (Ma & Liu, 2011). Considering that a website involves both trust-based and technology-
based antecedents, these elements should function collectively to influence the customer’s decision
to purchase a product offered by a particular e-platform vendor. The Theory of Reasoned Action
propounds that beliefs influence attitude, which paves the way for intentions, and as a final outcome,
leads to behaviour (Prakosa & Sumantika, 2021). Building upon this foundation, Davis proposed his
original Technology Acceptance Model (TAM), with the constructs Perceived Ease of Use (PEOU),
Perceived Usefulness (PU), Attitude, Behavioral Intention to Use (Prakosa & Sumantika, 2021;
Goundar et al., 2021; Ma & Liu, 2011).

Commitment-Trust Theory: Proposed by Morgan and Hunt in 1994, which is a foundational
framework in the field of relationship marketing, it strongly advocates that successful business and
loyalty are built upon two main constructs, which are trust and commitment, and they are the key
Mediating Variables (KMV) of relationship marketing that foster cooperation, decrease uncertainty,
and thereby increase the likelihood of long-term relations between the business and consumers
(Morgan & Hunt, 1994). Trust exists when consumers receive reliability and integrity from
businesses, and in return, they provide trust to the business. “Trust is defined as a willingness to rely
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on an exchange partner in whom one has confidence” (Morgan & Hunt, 1994; Brugha, 1999).
Additionally, trust needs to be convinced, as convincing is a dimension in itself which is independent
of commitment. Hence, becoming committed requires trust to be convinced, which is rightly stated
by the quote, “trust occurs when one is convinced about one’s feelings in favour of some situation”
(Brugha, 1999). But this theory also states that, apart from trust and commitment, other factors like
cultural influences, technological interaction with the customer, and communication quality also
significantly influence the process of fostering loyalty, which in turn allows online platforms to
nurture and sustain customer—partner relationships (Garbarino & Johnson, 1999; Morgan & Hunt,
1994). The web shopper’s loyalty has three basic constructs: trust, commitment, and social
involvement. Among these constructs, commitment has the strongest affiliation with loyalty
(Thatcher & George, 2004).

Research Methodology

An online survey will be the primary method for collecting both qualitative and quantitative primary
data, with respondents predominantly based in India. The trust factors identified through the literature
review have been incorporated into the survey, and participants will respond using a Likert scale.
These factors will then be ranked in order of priority based on the average Likert scale scores obtained
from the responses.

Results

Online Surveys enable efficient collection of qualitative and quantitative data from stakeholders like
online shoppers and e-commerce professionals. The surveys reveal trust drivers - such as website
security, product authenticity, and customer service - while highlighting concerns like returning
products and data privacy. Responses help identify behavioural patterns and rank trust factors based
on average Likert scale scores, providing insights into their relative importance.

My level of trust in an online tech retailer depends on how secure |
feel while sharing my payment information.

Neutral

Agree

Strongly Agree

Fig. 1. Security of payment information

Fig 1. clearly indicate that a significant majority of consumers (68.8% strongly agree and 21.9%
agree) consider payment security a key factor in establishing trust with online technology retailers.
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Only a small portion (9.4%) remained neutral, suggesting minimal uncertainty or disagreement. This
strong consensus highlights that secure payment processes are central to building consumer trust in
India’s online tech retail sector. The findings are consistent with existing literature, which
emphasizes transactional security as a primary trust driver. These insights underscore the importance
for online retailers to invest in reliable, transparent, and visibly secure payment systems to enhance
consumer confidence and loyalty.

My level of trust in a tech e-commerce website depends on how accurate
and reliable | perceive the product descriptions and specifications to be.

Strongly Agree

12.5%

Disagree

7.8% Agree
35.9%

Neutral

4338%

Fig. 2. Accuracy of product descriptions

Fig 2. shows that nearly half of the respondents (48.4%) agree that accurate and reliable product
descriptions influence their trust in tech e-commerce websites. While 43.8% remain neutral, only a
small portion (7.8%) disagree. This suggests that while product details play a key role in building
trust, other factors may also contribute. Ensuring clear and accurate product information can
significantly enhance consumer confidence and credibility for online tech retailers.

Concerns about data privacy (e.g., misuse of personal or payment
information) reduce my trust in online tech stores.

Strongly agree
21.9%

Agree
32.8%

Disagree

7 80
(.0

Neutral

37.5%

Fig. 3. Data privacy concerns
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Fig 3. shows that a majority of respondents (54.7%) agree that data privacy concerns reduce their
trust in online tech stores, with 32.8% agreeing and 21.9% strongly agreeing. Meanwhile, 37.5%
remain neutral, and only 7.8% disagree. This indicates that while data privacy is a key trust factor
for most consumers, a sizable neutral segment may either be unsure or influenced by other factors.
Online tech retailers should prioritize transparent data protection practices to strengthen consumer
trust and confidence.

| feel confident purchasing from an online technology

store that has strong brand recognition.

Disagree
= Strongly Agree

Neutral

Agree

Fig. 4. Brand recognition

Fig 4. shows that a majority of respondents (50.1%) feel confident purchasing from an online
technology store that has strong brand recognition, with 31.3% agreeing and 18.8% strongly
agreeing. Meanwhile, 39.1% remain neutral, suggesting a significant portion of consumers may be
undecided or consider other factors equally important. Only 10.9% of respondents disagree with the
statement, indicating that brand recognition is generally a positive influence on consumer confidence.
Online tech retailers should leverage and invest in building a strong, recognizable brand to increase
consumer trust and improve purchase likelihood.

Customer reviews and ratings influence my level of trust in

an online tech retailer.

Disagree

Strongly Agree

Neutral

Agree

Fig. 5. Customer Reviews and Ratings

Fig. 5 shows that the majority of respondents (68.7%) consider customer reviews and ratings to be a
key factor in building trust with an online tech retailer, with 45.3% agreeing and 23.4% strongly
agreeing. A quarter of the participants (25.0%) remain neutral, indicating that while reviews are
important for many, a notable portion of consumers may weigh other trust factors as well. Only 6.3%
of respondents disagree, suggesting that negative sentiment toward the influence of reviews is
minimal. These insights highlight the importance for online tech retailers to actively encourage and
showcase customer feedback, as it significantly impacts consumer trust and potentially drives
purchase decisions.
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| trust online tech retailers more when they offer easy
return and exchange policies.

Disagree

Neutral

Strongly agree

Agree

Fig. 6. Return and exchange policies

Fig 6. indicates that a significant majority of respondents (79.7%) trust online tech retailers more
when easy return and exchange policies are offered, with 50.0% strongly agreeing and 29.7%
agreeing. This highlights the strong influence of return and exchange flexibility on consumer trust.
Meanwhile, 18.8% of respondents remain neutral, suggesting some may not prioritize this factor or
consider other trust elements. Only a small fraction (1.6%) disagrees, reinforcing that easy return
policies are a critical trust driver. Online tech retailers should prioritize clear, customer-friendly
return and exchange processes to enhance credibility and encourage purchases.

Conclusions and Recommendations

This study explored the critical factors shaping consumer trust in India’s online technology retail
sector.

Average Likert Scores are: Security of payment information (4.59); Return and exchange policies
(4.28); Customer reviews and ratings (3.86); Data privacy concerns (3.69); Brand recognition (3.58);
Accuracy of product descriptions (3.53).

The findings reveal that payment security is the most influential trust driver, followed by
return/exchange policies, and customer reviews and ratings. These factors reduce perceived risk and
increase consumer confidence. Data privacy, brand recognition, and product description accuracy
also play important roles, though to a lesser extent. In India’s fast-evolving digital commerce
environment, trust is essential for fostering customer loyalty and purchase commitment. Retailers
that prioritize secure, transparent, and customer-friendly practices are better positioned to thrive in
this competitive landscape.

Key Recommendations:

— Strengthen Payment Security: Use encrypted gateways and display security certifications to
reassure consumers.

— Simplify Returns/Exchanges: Provide clear, flexible policies to reduce buyer hesitation and
enhance satisfaction.

— Promote Authentic Customer Reviews: Encourage feedback and highlight genuine user
experiences to build social proof.

— Ensure Data Privacy Transparency: Communicate how consumer data is protected and used,
following legal guidelines.
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— Build a Recognizable Brand: Invest in consistent, trustworthy branding to influence
consumer perception positively.

— Improve Product Information: Offer accurate, detailed descriptions and visuals to minimize
uncertainty.

By addressing these trust dimensions, online tech retailers can improve consumer confidence, reduce
friction in the buying process, and foster long-term relationships with their customers.
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Abstract

Research relevance: India's cosmetic sector is seeing a compound annual growth rate (CAGR) of
over 16.39% between 2020 and 2024. This suggests that business is expanding really strongly. About
seventy-two percent of Indian consumers have said that their buying behaviour is much influenced
by their brand experiences. This suggests that consumers are moving toward purchase motivated by
experience. Experiential marketing—which entails involving consumers via sensory, emotional, and
participation elements—has shown 45% higher effectiveness than conventional marketing strategies
in terms of fostering brand loyalty. Given the increasing competitiveness in the company, it is rather
critical to assess how experiential marketing influences consumer satisfaction and retention in the
Indian cosmetics sector.

Research goal: to assess the impact of experiential marketing strategies on customer satisfaction in
the Indian cosmetic industry.

Research methods: Data collecting processes in this study are reviewing already published works
and doing survey analysis. Descriptive analysis, reliability analysis, and factor analysis among other
approaches of study have been done.

Main findings: The results imply that by concentrating on individualized, innovative, and interesting
experiential marketing techniques, cosmetic companies may raise client happiness. Offering product
samples, experiences that mirror brand values, and memorable brand encounters can help to greatly
raise consumer loyalty and happiness, hence strengthening good word-of-mouth and brand
recommendation.

Keywords: Experiential marketing, customer satisfaction, cosmetic industry, brand perception

Introduction

Topicality of this research is that India's cosmetic sector is seeing a compound annual growth rate
(CAGR) of over 16.39% between 2020 and 2024. This suggests that business is expanding really
strongly. About seventy-two percent of Indian consumers have said that their buying behavior is
much influenced by their brand experiences. This suggests that consumers are moving toward
purchase motivated by experience. Experiential marketing—which entails involving consumers via
sensory, emotional, and participation elements—has shown 45% higher effectiveness than
conventional marketing strategies in terms of fostering brand loyalty. Given the increasing
competitiveness in the company, it is rather critical to assess how experiential marketing influences
consumer satisfaction and retention in the Indian cosmetics sector.

Research goal is to assess the impact of experiential marketing strategies on customer satisfaction
in the Indian cosmetic industry.
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The hypothesis is Experiential marketing has a significant impact on customer satisfaction in the
Indian cosmetic industry.

Two of the many approaches that might be used for data collecting processes in this study are
reviewing already published works and doing survey analysis. Descriptive analysis, reliability
analysis, and factor analysis among other approaches of study have been done.

Every business's success relies totally on its valued consumers returning towards its goods and
goodwill in the market, which forces the firm to be always proactive in development of different
products according to the dynamic requirements of the customers. Furthermore, the very competitive
climate forces the businesses to create their competitive edge by providing the unforgettable
experiences, which would affect consumer brand preferences as well as inspire buy choices.

Conversely, the consumers search for the brands that provide experiences, joyful memories, as well
as curiosity in an emotional, sensual, creative sense; their priorities and preferences among the brand
merely reflect their logic. By addressing the interactions between brand knowledge and brand
experience in creating the brand preference with the aid of cognitive assessment of product features
on the numerous and real-time basis, experiential marketing functions as bidimensional method.

Hence, experiential marketing has been reckoned as the effective and hyper-local marketing step to
develop greater association and in-depth involvement in the different marketing tactics to get long-
term advantages and market sustainability in the modern day. It emphasizes on controlling consumer
experience at the brand level; with the delivery of distinctive brand, consumers have unusual
experiences.

Over the last several years, experiential marketing has become very popular and, for many businesses
in the modern day, a competitive tactic. Grundey said two fundamental components or parts for the
framework of experiential marketing, namely Experience Producers and Strategic Experience
Modules (SEMs).

Companies use these modules and experiences to grow the experiences for their particular
consumers. Different in terms of their aims, canons, structures, goals, and outcomes, the
organizations use unique strategic experienced modules. Schmitt has highlighted as the main
elements of experiential marketing SENSE, FEEL, THINK, ACT, and RELATE. Even Sharma and
Sharma have exposed these experiences as the foundation of the marketing strategy in terms of one-
to--one engagement as well as customized marketing.

Literature review

(Lin, 2019) evaluated the main challenges managers had in implementing the client-based
experiential learning method. According to the report, most customers depended on their experience
prior to embracing certain item or service. The research underlined that manager had to create a
dependable and competent team, precisely identify customer wants and replies, balance creative as
well as crucial support procedures to reach the pre-defined targets. It was advised that managers
should accept the particular situation in order

to improve their knowledge and behaviour for the benefit of the particular sector (Carmo et al., 2022)
clarified experiential marketing as the effective discipline that had helped the marketers to bridge the
gap between consumers and the brand and establish good connections with their customers as well.
It had been made possible by this discipline.

Furthermore, mentioned by the study as the basis for the experiential marketing enabling individuals
to experience events and goods at the grass roots is social media. The research underlined the need
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of greater degree of involvement to have a better awareness of the elements and experiences of the
people and indulgence to reach motivating and communicative aims (Ariantara, 2021).

Oztiirk (2015) looked at three well-known beverage firms' use of experiential marketing. The
research clarified the utilization of many experience marketing techniques used by the businesses in
terms of social media channels, sponsorships and event marketing. The research saw it as a necessary
instrument to acquire brand loyalty, product understanding, and brand development as well as growth
of the companies. Industry Report 2013 clarified experiential marketing as an effective and highly
localized marketing tool in the modern day. According to the survey, social media is a great tool for
developing closer relationships and thorough involvement in marketing plans. Regarding one-to-one
interactions and customized marketing, social media has been shown to improve the marketing
experience.

Documenting the techniques and approaches that conceive experiential marketing, (Zahri et al.,
2019) With their basic premise of both logical and emotional beings, the researchers emphasized
experiential marketing as a whole strategy with its main concentration on the experiences, attitudes,
beliefs, and consumption habits. The research also underlined the main elements of the marketing
strategy: Sense, Feel, Think, Act, and Relate experiences. Furthermore, exposed was the fact that
experiential marketing has been a huge effort to link businesses with suitable consumers over an
extended period of time.

Yeh et al. (2019) discussed how experiential marketing may be used to build brand loyalty and
generate long-term, real relationships. One competitive approach to improve loyalty, build
connections, and increase involvement has been identified as experienced marketing. The paper
clarified the use of experience marketing as brilliant for the enhancement of good reputation and
image. It was advised that brand strategy should complement the requirements of the company.

For experiential marketing efforts, (Tangkuman et al., 2020) has seen media relationship impressions
and monitoring measures as the key methods. The research declared experiential marketing as a
successful tool for motivating the target consumers, reducing expenses and obtaining the best Rate
of Interest (ROI). The report also suggested ART (Activity, Relevant and goal) effort to build,
provide as well as enhance the experiences of consumers thus reaching the greatest goal of customers.

Ellitan et al. (2022) focused on experience marketing as the main tool to overcome all the modern
obstacles. The research portrayed the experience marketing as a larger and ongoing process that
captures identification and fulfilment of consumer profitability and desires. Experiential marketing
was acknowledged as the efficient approach to improve connection between brand and consumers,
brand and company, brand recognition and satisfaction. Furthermore, there was discovered, that
experiential marketing offers consumers a stage for both intellectual and emotional participation.

Miranda-Guerra et al. (2022) look into the relationship between brand experience and loyalty among
Thai consumers of luxury cosmetics. For management of brand and marketing discipline, brand
experience has been changing in significance. Important foundations of cosmetic brand experience,
the research indicated include the emotive, behavioural, social, intellectual as well as sensory
experience. Direct, very significant correlation between consumer brand loyalty and cosmetic brand
experience was discovered. Apart from this, consumer loyalty has shown an indirect correlation
under the influence of brand confidence and customer satisfaction. According to the research,
businesses have to use experience as a successful marketing tool to win the loyalty of their
consumers.

Experiential marketing has been declared as a major tool for advancing consumer and company
objectives. Retaining brand value and offering long-term competitive advantage has been proven to
be much aided by experienced marketing. The research clarified that these kinds of actions include
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brand awareness for consumer acquisition and return. The survey also underlined how clearly
marketers should see the success connected to all brand-building strategies.

Jeon (2013) looked at how 190 clients felt about experiential marketing in relation to ophthalmologic
treatments available in Romania. The services pleased most of the responders. Consumer loyalty and
word of-mouth communication were shown to suffer from sense and relate experiences. The research
also exposed the favourable correlation between customer loyalty and Word-of- Mouth
communication as well as Feel, Think and Act experience.

Yuan and Wu (2008) looked at the interaction in the current global environment between consumers
and stores. The study clarified several inevitable difficulties include new rivals, plenty of current
stores in the system, and the slow changes in supermarkets. According to the report, most consumers
and stores in the developed countries used experiential marketing more actively than those in the
developing countries. According to the report, before launching new goods, Fast Moving Consumer
Goods companies should take consumer expectations and experiences into account.

In line with consumer impressions (Alkilani et al., 2012), investigated if experiential marketing may
help to build city brands. 398 respondents — citizens of Aguascalientes, Mexico — were gathered for
the data collection process.

Experiential marketing directly influences brand views and brand loyalty, according the research.
The study also revealed how indirectly emotional experiences in the mega-events affect the perceived
quality of life among the local residents. The research underlined the need of using fresh approaches
on consistent times in order to provide long-term advantages.

Ellitan et al. (2022) looked studied how 250 consumers felt about their organizational style and how
it affected their purchasing decisions. The research underlined how good green marketing strategies
are for influencing consumers' purchase decisions. The survey also revealed the ignorance of the
consumers on the corporate goals. Therefore, it was advised that consumers should be conscious
about the environmental issues and their dealings with the company.

Zahri et al. (2019) in their research connection between customer mindset, purchasing behaviour,
and experiential marketing in the telecom industry in India. The research found that customers'
purchase intentions and experiential marketing had a favourable correlation. The basis of consumers'
purchasing behaviour has become clear: their feelings. Therefore, the research advised that
appropriate alterations should be considered to help the consumers maximize the results of their
encounters.

Ariantara (2021) investigate consumer behavioural intention in respect to experiential marketing.
397 Japanese respondents comprised the data collection base. The research showed how experiential
marketing improved consumers' confidence, self-esteem, loyalty toward the product. Apart from this,
information search cost was discovered as a mediator between trust and behavioural intention while
as partial mediator between self-esteem and behavioural intention. The research underlined the need
of using suitable strategies to enhance the sales volume of every company.

Carmo et al. (2022) looked into the experiences of 555 Turkish Airlines passengers. Safety, image,
pleasant travel, price, excellent personnel, memorable on-flight experience, modern fleet, and
hygienic on-board conditions helped the survey show the passengers were happy with their airline
experience. For their business and vacations, most of the clients favoured the Turkish Airlines. The
research underlined the need of the Airlines keeping such degree of services in order to please the
consumers.
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Methodology

Two of the many approaches that might be used for data collecting processes include going over
already published works and doing survey research. Descriptive analysis, dependability analysis, and
factor analysis among other approaches of study have been used. Several currently in use models
were investigated in order to provide an explanation for the link between green brand positioning,
consumer attitude toward green brands, and green purchase intention.

According to the corpus of research on consumers' opinions of experiential marketing clearly
influence both their intentions and their behaviour. The results of certain studies on green consumer
behaviour indicate that a buyer's desire to purchase relationship connected to consumer and seller
goods is affected by their positive attitude toward green products. Who found that consumers who
see experience connected things favourably would intend more to purchase such products? Likewise,
it was shown that the attitude regarding experienced linked packaging and the desire to buy such
things had a positive association. In a similar vein, research revealed a positive relationship between
attitude toward experiencing linked things and desire to buy experiential associated products.
Conversely, we could not find any significant correlation between consumers' intentions to make
environmentally aware purchases and their opinions on environmental features. Considering all of
this, present studies provide the following study hypothesis H1: Experiential marketing has a
significant impact on customer satisfaction in the Indian cosmetic industry.

Aim of the research: To assess the impact of experiential marketing strategies on customer
satisfaction in the Indian cosmetic industry.

The sample: 60 respondents in all were covered by this study.

Table 1. Demographic information of respondents (Source: Author’s compilation)

Item Contents No: of samples
Gender Male 35
Female 25
Age 18-30 42
31-50 18
Job position Retail stores owners 9
Food brand consumers 51

Data collection method and scale validation: The constructs of interest that were chosen from the
literature were experienced practices in the cosmetic sector as part of the process of designing and
constructing an instrument for this study. This study used a suggested method of instrument
fabrication. To operationalize the structures, the present study included the formulation of many
distinct constructions of interest.

Results

Demographic results

The study intends to evaluate consumer satisfaction in the Indian cosmetic sector by use of
experienced marketing techniques. Creating interesting and unforgettable events that emotionally
link customers with a company is the essence of experiential marketing; this research looks at how
these techniques affect consumer opinions and satisfaction. With a demographic split of 35 men and
25 women, the research polled 60 respondents mostly between the ages of 18 and 30. Nine retail
shop owners and fifty-one food brand consumers make up the sample, therefore guaranteeing a varied
viewpoint on how experiential marketing influences industry players as well as personal consumers.
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By use of data analysis, the research aims to ascertain how well experienced marketing shapes
consumer happiness in the Indian cosmetic sector.

Descriptive statistical analysis

Table 2. Descriptive statistical analysis (Source: Field data)

Std.
N Mean Deviation

I feel that the cosmetic brand understands my needs through its marketing 60 3.55 0.998
efforts.
The brand’s marketing campaigns are creative and engaging. 60 3.40 1.273
I am more likely to buy a product after experiencing its live 60 3.75 0.786
demonstration or event.
I believe the experiential marketing of a cosmetic brand influences my 60 3.35 1.182
purchase decisions.
The brand offers memorable experiences that make it stand out in the 60 3.70 1.174
market.
The cosmetic brand provides experiences that reflect its values and image. 60 3.50 1.100
I am likely to recommend a cosmetic brand to others after having a 60 3.60 0.994
positive experience with its marketing.
Valid N (listwise) 60

Table 2 presents the descriptive statistical analysis of responses to various statements related to
experiential marketing in the cosmetic industry. With 60 respondents, the mean values indicate that
participants generally agree with statements about the positive impact of experiential marketing,
particularly in terms of live demonstrations (mean = 3.75). However, the statement regarding the
influence of experiential marketing on purchase decisions has a slightly lower mean (3.35), reflecting
more neutral agreement. Standard deviations vary from 0.79 to 1.27, showing a moderate spread in
responses, with some statements like live demonstrations having a higher level of consensus, while
others, such as the creativity of marketing campaigns, display more varied opinions. These statistics
provide valuable insights into consumer perceptions of experiential marketing’s effectiveness in the
cosmetic industry.

Regression analysis
Regression analysis has been conducted to prove the hypothesis.
H1- Experiential marketing has a significant impact on customer satisfaction in the Indian

cosmetic industry.

Table 3. Model Summary (Result analysis)

. Std. Error
Model R R Square ﬁ‘gus:ler(l of the
qu Estimate
1 8572 352 .568 725

a. Predictors: (Constant), I feel that the cosmetic brand understands my needs through its marketing efforts. The
brand’s marketing campaigns are creative and engaging. I am more likely to buy a product after experiencing its live
demonstration or event. I believe the experiential marketing of a cosmetic brand influences my purchase decisions.
The brand offers memorable experiences that make it stand out in the market. The cosmetic brand provides
experiences that reflect its values and image. I am likely to recommend a cosmetic brand to others after having a
positive experience with its marketing.

b. Dependent Variable: I am satisfied with the overall quality of the products I purchase from this cosmetic brand.
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Table 3: Model Summary offers understanding of the link in the cosmetic sector between consumer
happiness and experiential marketing. The R value of 0.857 shows a really substantial positive
connection between consumer satisfaction and the predictors—experiential marketing techniques.
With a R Square value of 0.352, the variables associated with experiential marketing—that is, how
well the brand understands consumer needs, the creativity of marketing campaigns, and the impact
of live demonstrations—can help to explain almost 35.2% of the variance in customer satisfaction.
The Adjusted R Square of 0.568 underlines even more how much the experiential marketing
initiatives explain of the variance in customer satisfaction even after considering the number of
factors in the model. With a Std. Error of the Estimate of 0.72506, the model's forecasts show a fair
degree of accuracy.

Table 4. ANOVA (Result analysis)

Model Sum of df Mean F Sig.
Squares Square
1 Regression 16.375 7 2.339 4.329 0.002°
Residual 5.403 10 0.540
Total 21.778 17

a. Dependent Variable: I am satisfied with the overall quality of the products I purchase from this cosmetic brand.

b. Predictors: (Constant), I feel that the cosmetic brand understands my needs through its marketing efforts. The
brand’s marketing campaigns are creative and engaging. I am more likely to buy a product after experiencing its live
demonstration or event. I believe the experiential marketing of a cosmetic brand influences my purchase decisions.
The brand offers memorable experiences that make it stand out in the market. The cosmetic brand provides
experiences that reflect its values and image. I am likely to recommend a cosmetic brand to others after having a
positive experience with its marketing.

Table 4: ANOVA exposes the statistical relevance of the regression model. Confirming that the
model is statistically significant and that experiential marketing methods have a substantial influence
on customer satisfaction, the F-value of 4.329 and the Sig. value of 0.002 are less than the required
threshold of 0.05. With a Sum of Squares for the regression of 16.375, the predictors—experiential
marketing elements— exude a significant share of the variance in customer satisfaction. While the
overall sum of squares is 21.678, the residual sum of squares of 5.403 shows the inexplicable
fluctuation. Based on the strength of the association and the statistical relevance of the model, these
findings confirm the theory that experience marketing significantly influences consumer pleasure in
the Indian cosmetic sector.

Conclusions

This study set out to evaluate how experiential marketing strategies influence customer satisfaction
in the rapidly growing Indian cosmetics industry. Drawing on a review of prior literature and a
survey-based quantitative analysis, the research applied descriptive statistics, reliability testing,
factor analysis, ANOVA and regression techniques to explore the relationship between memorable
brand experiences and consumer perceptions. The empirical results demonstrate that experiential
marketing components—such as innovative campaigns, live events and brand-aligned sensory
experiences—are strongly and positively associated with customer satisfaction. These findings
provide the basis for the following conclusions.

1. Effect of Experiential Marketing on consumer Satisfaction: The research amply illustrates
how much consumer satisfaction in the Indian cosmetic sector is influenced by experiential
marketing approaches. Examining many components of experiential marketing—such as
brand awareness, campaign inventiveness, and live events—helps one to see how much these
variables shape customer happiness and impressions of cosmetic companies.
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2. The ANOVA and regression analysis findings validate the statistically significant link
between customer happiness and experiential marketing. The strong R-value and notable F-
statistics show that dependable markers of consumer pleasure with cosmetic items are the
predictors—memorable brand experiences and customer involvement via marketing.

3. The results imply that by concentrating on individualized, innovative, and interesting
experiential marketing techniques, cosmetic companies may raise client happiness. Offering
product samples, experiences that mirror brand values, and memorable brand encounters can
help to greatly raise consumer loyalty and happiness, hence strengthening good word-of-
mouth and brand recommendation.
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Abstract

Research relevance: When the year 2024 comes around, content marketing has evolved into an
indispensable tactic for businesses that sell consumer products in the state of Karnataka in India. This
might be attributed to the fact that the performance of these businesses has improved by as much as
43 percent. firms are turning to content marketing in order to raise their brand recognition, increase
consumer engagement, and ultimately increase their intention to make a purchase. This is because
the level of competition is increasing, and more and more firms are turning to content marketing.
Moreover, content marketing is one of the impactful marketing methods in the Indian population,
and it has a beneficial impact on the purchase intention of consumer goods in India. Moreover,
Karnataka is known as the digital state in India.

Research goal: To identify the impact of content marketing on purchase intention of consumer goods
in Karnataka, India

Research methods: Previous literatures, and survey analysis, are among the data collection
approaches. To analyze the survey results, "Descriptive Analysis, Graphical Representation, Factor
Analysis: Identifying key content elements that influence consumer purchase intention, Regression
Analysis: Establishing the relationship between content marketing and purchase intention.

Main findings: Particularly with relation to how content marketing affects brand trust and
engagement, the standard deviations in the descriptive study show somewhat small heterogeneity in
customer reactions. Although most respondents say content marketing is helpful, there is a clear
disparity in how much it effects their actual behavior, especially with regard to brand interaction and
content consumption.

Keywords. content marketing, Brand perception, electronic industry, consumers, brand awareness

Introduction

This section will address content marketing, a growing trend in the internet sector. The phrase content
marketing is mostly associated with buzz marketing or viral marketing. Individuals familiar with
content marketing often recount instances of viral material, but others unfamiliar with the vocabulary
struggle to recognize the patterns of virality. Experts have conducted research to highlight the most
viral material that the internet has produced. These contents have traversed a trajectory that started
with a modest website and then proliferated worldwide via social networks and several other
communication channels. Among several viral incidents, few have significantly impacted the
conventional medium of television. Viral content and popular material are distinct concepts.
Numerous content-based marketing initiatives have been in the implementation phase globally for
some years. The primary objective of the research is to investigate the prevailing marketing strategies
and methodologies, including insights from industry experts, particularly about the future
deployment of content marketing.
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Utilizing a commercial website has facilitated the ability of businesses and customers to conduct
online transactions with shops. Despite the many advantages of online buying for consumers, such
as ease, enhanced access to information, less effort, a bigger variety, and time efficiency, many
consumers still do not like online shopping. Through inbound marketing, marketers may attract a
substantial number of clients to their commercial websites by emphasizing brand development and
utilizing search engine activity. The primary methods used by the originator of idea marketing are
generating high-quality content that fosters a connection between individuals and the organization,
as well as its products, without resorting to paid marketing operations.

The information is disseminated according to client interests to attract the requisite number of
consumers periodically. Inbound marketing attracts visitors to the website, whereas content
marketing retains them by engaging them at every step of the purchasing process. Material marketing
is a strategy that entails the production and dissemination of relevant, useful, and consistent material
to attract and acquire consumers, hence driving profit-oriented customer actions.

To explore the market for enjoyment and to fulfil their needs (Wolfinbarger & Gilly, 2001). The
primary objective of disseminating information via content marketing is to prioritize customers' need
for product-related knowledge above brand promotion. It is evident that consumer purchasing
behavior varies according to the online information given, and the buying attitude is influenced by
the client's goal to make an online purchase. The goal-oriented buyer, who shops out of need, finds
user-generated material to be a more value format since it minimizes their search effort. Conversely,
a consumer seeking to explore the market for enjoyable lessons and videos may be seen more
valuable, since they want to engage in online buying for entertainment purposes.

Consumers investigate the market to satisfy certain demands as well as for pleasure (Wolfinbarger
& Gilly, 2001). Content marketing's main goal is to provide product-related information that meets
customer demands first priority above brand promotion. The quality and kind of internet information
clearly affect customer buying behaviour; buying intentions are formed by the consumer's basic
desire to buy. For example, goal-oriented consumers—those purchasing to meet a specific need—
often like user-generated material because it lessens their search efforts. On the other hand, customers
driven by amusement or discovery could appreciate more interesting material like product demos or
lessons.

This paper underlines how material improves product display, introduction, and demonstration on e-
commerce sites. Content marketing serves many strategic purposes including trust building, customer
loyalty development, brand authority strengthening, awareness raising, and credibility and
authenticity creation. Furthermore, well-organized, relevant material helps to better search engine
optimization (SEO). Particularly in its ability to fulfil customer expectations and wants, the quality
and dependability of the material supplied mostly decide the success of content marketing. In this
sense, content is objective, educational information produced mostly for the benefit of the company's
intended audience.

Literature review

In their 2019 study, Lankova et al. examined social media marketing across B2B, B2C, and other
mixed firm models. Social media channels have been especially adopted by corporate companies as
their main tool for marketing. Achieving ideal business goals is thought to depend on customer
engagement. There were 449 responses to the study, taken from active social media users. The
findings of the research showed that B2B social media use differs essentially from B2C, B2B2C, and
other hybrid marketing approaches. Furthermore, in a very competitive market the B2B approach
has been shown to be less relationship-oriented in establishing corporate contacts with potential
customers.
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Researchers Jacobson et al. (2019) looked at how modern business environment was shaped by social
media marketing. In the public as well as the commercial sectors, social media has many uses.
Content marketing is used by the corporate sector to boost profits; the public sector makes use of it
to communicate important information to the people. Marketers typically use marketing comfort to
support material via constant and active customer interaction. 751 people who actively used many
social media sites in the United States were the respondents of the poll. The study underlined that
improving public relations and opinion mining mostly depends on consumers' knowledge with online
content advertising.

Hansen et al. (2019) clarified the many aspects of the marketing-entrepreneurship connection as a
strategy to solve the developing requirements of the complex corporate environment. The idea of the
marketing entrepreneurship interface has become more important as a necessary tool to help to ease
the complexity of related experiments. The study underlined that basic aspects influencing
opportunities and values include the competitive environment, socio-cultural elements, political
environment, technological developments, and economic situation, therefore guiding innovative and
successful marketing strategies. Proactive identification and use of possibilities to improve brand
value in the market depends much on entrepreneurial marketing.
Important factors influencing modern marketing approaches include technological worldwide
advancements, geopolitical trends, and socioeconomic changes as well as their technical
counterparts. These elements are very essential for building strong relationships between firms and
customers as well as for the ongoing expansion of operations, service offers, and market
sustainability of organizations. The study underlined the active involvement of consumers in
marketing activities by means of the sharing of their creative ideas and experiences as well as
continuous research practices, which are necessary for using experimental tactics improving future
and realistic developments.

In their 2019 paper on the impact of virtual reality on business-to-- business marketing Boyd and
Koles looked at Considered a real-time experience-sharing tool, virtual reality stresses user
involvement within the surroundings. The research showed on the significant influence of virtual
reality on value-in-use evaluations the moderating impacts of many domains connected with buyer-
supplier interactions, including social complexity, task complexity, and knowledge complexity.
Using this strategy has mostly benefits in terms of the relevant platform it provides for vendors and
buyers, thus promoting co-existence and best connection. Moreover, the study highlighted the
continuous attempts on creating and enhancing ideal marketing techniques driven by research and
development. In the framework of mobile marketing, Huang et al. (2019) investigated the many
dynamics of elements related with consumer perceived value. There were 179 people in all—100
men and 79 women between the ages of 18 and 35. In consumer ideology, the study revealed
significant dynamic differences between the design value, emotional value, monetary value,
guarantee value, and functional value categories. The studies also shown that gender differences have
a major influence on marketers in devising strategies to influence customer decisions.

Therefore, it is suggested that suitable activities be carried out by fully understanding client attitudes.
The purpose of digital content marketing in raising consumer involvement, value, and confidence is
underlined. Digital content marketing is the process of properly recognizing, forecasting, and serving
the wants of future customers. The outcomes of the many tactics used by marketers include customer
awareness, interaction, and retention. Moreover, digital channels improve the emotional, intellectual,
and practical aspects of customers. Genuine experiences-based user-generated content strengthens
brand loyalty, draws in fresh customers via word-of-mouth advertising, and finally helps companies
to maximize benefits. Marketers are recommended to support original content and periodically
update it.

The research conducted by Phillip et al. (2019) investigated the extent to which mobile augmented
reality marketing benefited sales performance and brand image in the market. The use of mobile
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devices and internet technologies has become an indispensable component of living at all levels of
society in the modern day. Customers' motivation serves as a mediator variable between the benefits
they get from Augmented Reality apps and shifts in their feelings about the brand, according to the
findings of the study. When it comes to enhancing the emotional fulfillment of consumers,
augmented reality is of critical importance. In addition, the findings of the research indicated that
content producers have to recognize these apps for the motivating force they possess among
consumers rather of relying just on the perceptions of customers.

During the year 2018, Naseri and Noruzi investigated whether or not content marketing is still
relevant in today's world. A total of sixteen content marketing professionals and fifty-five articles
were involved in the research, which was conducted using the Fuzzy Delphi method over the course
of three rounds. Beginning with the formulation of content marketing objectives, the study provides
a definition of the various phases of the content marketing process, conducts an analysis of the
intentions and concerns of the target audience, selects the media channels that are the most interesting
and suitable for disseminating information to consumers, evaluates the results of numerous strategic
initiatives to maximize benefits, and evaluates the necessity of changes in existing practices to
enhance advantages for manufacturers and marketers. In addition to this, the study highlighted the
analytical component of the decision-making process in order to prepare for more effective practices
and to improve it.

Osterle et al. (2018) conduct research to explore the efficacy of adopting experiential marketing for
business-to-business branding as well as the limitations of this approach. In all, there were 37
professionals that participated in the survey. These professionals included business visitors from a
variety of operational organizations as well as display designers. In order to attract new consumers
via product awareness and attribute knowledge, the most successful businesses want to include their
target audience in the product experience by providing them with real-world examples of the product.
There is a widespread consensus that three-dimensional business cards are the most effective
strategic tools for initiating and sustaining long-term commercial connections. In addition, the co-
creation of brand world experiences is facilitated by an interplay between actions and perceptions
that includes consumers, staff, and the surrounding environment.

Regarding the placement of wine in the Metohija market, Denic et al. (2018) discovered that small
and medium-sized businesses have a tendency to engage in online marketing. The method in which
wine is positioned on the market is directly influenced by the social and business context. According
to the findings of the research, internet advertising offers a number of benefits to owners of medium-
sized and small-scale vineyards, including the advantages of rapid responses, cost-effectiveness, ease
of use, and consistent results. However, despite the fact that online marketing is considered to be a
sophisticated and sophisticated technique to communicate with a broader client base, the viability of
small businesses has been significantly endangered by limited connection and poor internet
infrastructure to a significant degree. It has been argued that appropriate measures are sorely required
in order to provide businesses with the ability to use competitive advantages.

The research conducted by Qashou and Saleh in 2018 investigated the several aspects that influence
the acceptability and implementation of e-marketing strategies for restaurants. E-marketing gained a
significant amount of prominence on the international market as a result of the proliferation of
information and communication technology. 223 employees from Palestinian restaurants that were
classified as either small or medium in size were included in the study's sample. The research
highlighted the favorable effects that e-marketing strategies have on marketing performance, as well
as the long-term advantages that these strategies have for all relevant people and organizations. A
further finding of the research was that the technical, environmental, and organizational factors have
a significant role in determining whether or not a company is effective in its implementation of
marketing strategy.
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Methodology

The present study aims to compile data only from online customers as it was found that these
respondents—who are most suitable and beneficial—could answer the survey meant for content
marketing.

The present study started with the core data, which included of the thoughts or perspectives of online
consumers on content marketing. For the theoretical parts of content marketing, for the aim of
developing a conceptual model, and for a thorough understanding of content marketing, secondary
data was required. Using the many sources detailed in the following parts, the researcher obtained
secondary data.
The researcher has gathered information about content marketing and studied the attitude of online
consumers, particularly how they react to content that are used by different marketers on social
media, by means of the survey technique in addition to personal interviews and informal discussions
among peer groups. Karnataka is known as the digital capital of India.

H1- Content marketing has a positive and significant impact on consumer purchase intention in the
consumer goods industry in Karnataka.

Aim of the research: To assess the impact of content marketing on the purchase intention of consumer
goods in Karnataka, India.

The sample: The author have used sample size calculator, the digital population of Karnataka is 1
million, and the population where the study is conducted is 1200 from the organizations, and with
the standard error of 0.05, the sample size required for this study is 75. Whereas the sample size for
the research has been decided upon as sixty-six. With a sample size of sixty-six due to the reason of
time constraint, one may easily explain the relevance of the study and get normally distributed
responses.

Table 1. Demographic information of respondents (Source: Author’s compilation)

Item Contents No: of samples
Gender Male 43
Female 23
Age 18-32 34
33-51 32
Job position Consumer goods 6
employees
Consumer goods 60
consumers

The opinions of marketing experts knowledgeable about the topic of the questionnaire were gathered
to ascertain whether or not the content of the questionnaire was authentic. Experts were personally
contacted for the study, and all of the minor but significant components of the research issue as well
as the objectives and questionnaire development process were reviewed with each of them. These
professionals received a questionnaire with the same questions, but it contained options to indicate
whether the questions were needed, not essential, or need for change or modification.

The study first uses descriptive and graphical depiction, then uses factor and regression analysis to
investigate how content marketing affects the desire of customers to buy. Consumer feedback helps
to identify important content components including information, involvement, trust, relevance, and
quality, so stressing that effective content marketing greatly influences brand perception, interaction,
and purchase choices.
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Results

Demographic results

Table 1 shows the demographic data of the responders, gathered by the author. Based on three main
criteria—gender, age, and employment position—it groups the participants. There are 23 female and
43 male out of the whole sample. In terms of age, 34 respondents fell into the 18-32 range and 32
into the 33-51 range. Regarding employment, 60 respondents are consumers of consumer products
whereas six of the respondents work for consumer goods firms. This breakdown clarifies the sample
makeup with respect to certain demographic factors.

Descriptive statistical analysis

Table 2. Descriptive statistical analysis (Source: Field data)

N Mean | Std. Deviation
1. I find content marketing campaigns informative and engaging. 66 3.55 0.998
2. The content shared by brands influences my perception of the brand. 66 3.40 1.273
3. I prefer content-based advertising over traditional ads. 66 3.75 0.786
4. T often click on content marketing materials (blogs, videos, etc.) 66 335 1182
shared by brands.
5. 1 trust brands that create relevant and helpful content. 66 3.70 1.174
6. I follow brands on social media because of their content marketing 66 350 1.100
efforts.
g.r;l;ll(lie quality of content marketing impacts my decision to consider a 66 3.60 0.994
8. I am more likely to purchase from a brand that regularly shares 66 388 1131
useful content.
Valid N (listwise) 66

The results show the opinions and choices of the participants on content marketing. With means
ranging from 3.35 to 3.89, the average scores for most items show a rather favourable reaction,
demonstrating participants' overall finding of content marketing useful, interesting, and important in
their decision-making processes. For instance, the highest meaning (3.89) indicates great agreement
in the sentence "I am more likely to purchase from a brand that regularly shares useful content". The
lowest mean (3.35) relates to the frequency of clicking on content marketing materials, indicating
that while content marketing is successful, it may not always generate quick interaction. The
participants' answers vary somewhat, especially with relation to the impact of content on brand
perception and trust; the standard deviations range from 0.79 to 1.27. Though its influence may vary
depending on the information's relevancy and interaction, overall the evidence indicates that content
marketing significantly shapes customer views and purchase inclinations.

Hpypothesis testing
The hypothesis has been tested in one sample T-test.
Dependent variable — purchase intentions

Independent variables — content marketing variables
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Table 3. One sample Kolmogorov Test (Result analysis)

Total N 1
Most Extreme Differences Absolute 287
Positive .203
Negative -.297
Test Statistic 297
Asymptotic Sig. (2-sided test) * <.001
a. Lilliefors Corrected

Using a one-sample T-test—where the dependent variable is purchasing intention and the
independent factors are the content marketing variables, the theory was evaluated. The data's
normalcy was sought for using the Kolmogorov-Smirnov test. Table 3's findings reveal that, in
absolute, positive, and negative terms, the most severe variations are respectively -.297,.287,
and.203. The asymptotic significance, two-sided test, is less than 0.001; the test statistic value is
0.297. The p-value, which is less than 0.05, shows that the data greatly deviates from a normal
distribution and implies that the presumptions for a one-sample T-test might not be valid. This result
suggests that to satisfy the normalcy assumption the data might need further transformation or other
statistical methods.

Conclusions

1. According to the descriptive data, respondents mostly agree with claims about how well
content marketing shapes their impressions and raises their chance of buying from a
business. material marketing clearly influences purchase intentions given an average mean
of 3.89 for the statement "I am more likely to purchase from a brand that regularly shares
useful content."

2. Particularly with relation to how content marketing affects brand trust and engagement, the
standard deviations in the descriptive study show somewhat small heterogeneity in customer
reactions. Although most respondents say content marketing is helpful, there is a clear
disparity in how much it effects their actual behavior, especially with regard to brand
interaction and content consumption.

3. The Kolmogorov-Smirnov test findings demonstrate that the data greatly deviates from a
normal distribution (p-value < 0.001), indicating that the requirements for performing a one-
sample T-test may not be totally satisfied. Given the non-normal distribution of the data, the
hypothesis testing could therefore have to be reevaluated perhaps using non-parametric tests.
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Abstract

Research relevance: the quality of service is an essential component in promoting client happiness,
loyalty, and retention opportunities. There are more than 1.2 billion bank accounts in India, and
commercial banks are responsible for about 80 percent of the total banking assets in the nation. In
recent years, the banking business in India has seen tremendous development, which has been led by
programs such as the Pradhan Mantri Jan Dhan Yojana, which has added more than 48 crore (480
million) accounts by the year 2024.

Research goal: To assess the service quality in commercial banks in India and its impacts on bank
performance.

Research methods: Previous literatures, survey analysis, are among the data collection approaches.
To measure the impact of service quality on the bank’s performance of firms that offer green
products, data processing methods include various mathematical analyses, descriptive statistical
analysis, and correlation and regression analysis.

Main findings: The results of the regression study show a strong correlation between the bank's
performance, particularly its Return on Equity (ROE), and characteristics related to service quality.
The efficiency of the bank's online systems, staff friendliness, and service promptness are examples
of service quality traits that have a favorable impact on the bank's overall performance.

Keywords: service quality, strategies; performance, banking sector

Introduction

In every nation's economic structure, banks are absolutely vital. People's wealth comes in numerous
forms: cash, gold, jewels, and so on. A bank converts certain stationary assets into profitable assets.
The expansion of the economy depends greatly on this role played by banks. One cannot help the
country to flourish by means of money stored in a vault. The growth in productive money drives
trade and industry. Tarde and business boost employment, income possibilities, and eventually
change people's way of life.

The purpose of a bank goes beyond just ensuring the productive use of money. For the individuals
baking with banks, it offers financial stability. For such advantages, modern economics refers to
"financial inclusion". On the same line, the banks also provide government programs of social
assistance (Ikediashi, 2024). Direct benefits transfer, or DBT, is an ambitious government program
used in India. This program aims to reduce corruption within government benefit projects. They are
never feasible without Indian banking services.

The relevance of the research is that, when it comes to the banking industry, the quality of service is
an essential component in promoting client happiness, loyalty, and retention opportunities.
There are more than 1.2 billion bank accounts in India, and commercial banks are responsible for
about 80 percent of the total banking assets in the nation. In recent years, the banking business in
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India has seen tremendous development, which has been led by programs such as the Pradhan Mantri
Jan Dhan Yojana, which has added more than 48 crore (480 million) accounts by the year 2023.

Apart from helping people, banks are great for companies. Today's companies want large sums of
money. Their combined total cannot be arranged by themselves. Only banks and free markets will
satisfy the need for funds. Not every organization is large enough to handle stocks consistently
(Ikediashi, 2024). For many enterprises, the bank therefore becomes their final choice. Under the
following areas, one may grasp the function of the banks.

Any economy can only enhance its financial situation if enough money is arranged. Low local area
saving results in an inadequacy of capital development. The limited knowledge, preparation and
logical development represent the real capital deficiency in building economies: little amount of
capital equipment per worker. By now banks become really important.

Banks increase saving and speculating to fill up this void. A good financial structure makes small
reserve money of the local region easily available for interest in profitable projects. This activity has
important consequences as Banks build shops with attractive revenue rates and so transform
investment money into dynamic capital. In any event, the money would have remained dormant.
Banks distribute these investment money among advances for profitable projects benefiting national
development. It makes use of the local area's financial resources in perfect balance. Over a time,
Indian banking has expanded and matured. Beginning under a colonial government, Indian Banking
has evolved internationally.

India's banking industry has broad worldwide activities now. Public sector banks not only help the
public but also support financial objectives set by individual banks. Not only have generalized
banking methods been in use but also cultural rule-based banking has existed. Furthermore,
constantly changing in their functional structure are banking services. Once a paper book-based
accounting system of banks evolved technologically. converted to a technologically evolved sector.
Especially in agricultural countries and India is no unique instance, the banks are the life savers of
the economy and play a synergistic role in starting and promoting monetary growth (Ikediashi, 2024).
At the present crossroads, our financial system is, in any event, facing major challenges from many
angles. If not quickly and satisfactorily addressed, these challenges might cause loss of opportunities
as and as the monetary growth flames acquire vigor (Okoe et al., 2013).

The aim of this research is to assess the service quality in commercial banks in India and its impacts
on bank performance.

Literature review

Researching "Banking Sector Reforms and IT's impact on Indian economy," (Hussaien et al. 2020),
Indian economy has been showing really amazing rates of development. 1991-1992 is the year of
amazing government projects carried out by India's government influencing many aspects of the
Indian economy. Given the situation in which the banking industry was in in 1990-1991, the Reserve
Bank of India launched many projects aimed at increasing banking sector efficiency and opening it.
It also looks at how different the public sector banks' and private banks' operating outcomes vary
from those of international banks in many spheres.

The financial system of India has evolved significantly since the 1990s. Interest rates have been
deregulated, and fresh competitors allowed into the securities and banking sectors. The Indian
equities market is now among world-class. Emerging from the older state-owned banks are more
customer-oriented new private banks. The extent of preservation within the
Like in East Asian nations throughout their high-growth phase, the economy has grown somewhat
significantly. This emphasizes even more the necessity of further financial sector reform. Especially
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with regard to asset allocation, banks want significantly more discretion. Although public-sector
banks seemed better to the public during the 2007/08 crisis because of implicit government support,
they should be sold to enhance their governance and reduce the ongoing need for recapitalization.
The last barriers to new entrance had to be lowered. An essential goal is financial inclusion, hence
limits on microfinance should be avoided as well. Additionally overhauling the legal and regulatory
structure helps to consolidate the many laws.

Though the changes have not been notable in every respect (Ikediashi, 2024), said that the market
structure of Indian banking industry has changed, conducts of the banks and their performance in the
post-reform period, particularly over the past decade, have changed. Applying the two-stage least
squares (2SLS) technique of estimation and a panel dataset of 59 banks running in India between
1999-2000 and 2008-2009, the article discovers considerable inter-linkages among structure of the
market, banks' behavior and financial performance. Although a bank's marketing efforts change
directly with market share, asset base, and prior financial success, its market size, asset base, and
past performance determine directly its market share. Conversely, returns on a bank's assets fluctuate
inversely with its asset base and selling activities, but directly with its market share. The regression
findings basically imply for dynamic and multidirectional SCP connections in the Indian banking
industry. Furthermore, seen is the major impact of ownership type on market share, sales campaigns
and financial success of the banks here. Market share of the private banks—both domestic and
foreign—is discovered to be less than that of the nationalized banks. Nonetheless, private banks have
stronger financial performance vis-a-vis their public sector competitors and make more marketing
attempts.

According to (Vashisht, 2017), the sellers' to the buyers' market has clearly changed in the post-
liberalized banking sector in India. Further the banking sector reforms and adoption of e-banking has
produced substantial fundamental changes in service quality, management choices, operational
performance, profitability and production of the banks. One of the new developments in Indian
banking is e-banking, which is helping to improve the banking industry and raise service quality by
means of its uniqueness. E-banking has been adopted in India by the banking industry in stages.
Customer satisfaction is rising, banking operations are becoming less expensive, productivity is
rising, so Indian banks have a great opportunity to expand their E-banking services thus improving
their competitiveness.

In 2012, (Al-Araj et al., 2022). tries to evaluate Indian banks' relative performance. Public sector
banks, old private sector banks, new private sector banks and foreign sector banks have been
employed in this research. As the output of the service industry is intangible, we are aware that it is
difficult to measure. Hence different proxy indicators are used for measuring productivity in the
banking sector. Segmentation of the banking sector in India was done along the following basis:
number of banks, offices, number of employees, business per employees, deposits per employee,
advances per employee, bank assets size, non-performing assets etc. Overall, the analysis supports
the conclusion that foreign owned banks are on average most efficient and that new banks are more
effective than ones are. The public sector banks are less Iucrative than those in other sectors. In terms
of size, the smaller banks are globally efficient, but large banks are locally efficient. It means that
efficiency and profitability are interrelated. It is true that productivity is not the sole factor but it is
an important factor which influence to profitability. The key to increase profitability is increase
productivity. For this we have recommended some suggestions to tackle the challenges faced by the
banks particularly public sector banks.

Hammoud et al. (2018), has contributed in a chapter in book Economic Reform Processes in South
Asia: Toward Policy Efficiency. His work has focused upon the different economic reforms in Asian
continent. The book develops ideas about how to overcome the political restraints to reform by
drawing on recent theories of political economy and policy learning. It tests these ideas against
authoritative case studies of actual reform initiatives in South Asia, which illustrate processes and
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institutional arrangements that have helped South Asian governments to sustain reform efforts, even
in the absence of a strong political base. This offers valuable lessons for the global economy as it
moves into a phase of rebalancing, with the structural adjustments that this will require. The book
goes on to identify weaknesses that could be addressed by South Asian national governments and
regional forums. It is an important contribution to studies on South Asian Politics and International
Political Economy.

Jyoti Anandrao Chougale & Dr. M. M. Ali (2023), focuses on the impact of reforms on profitability
of Indian banks. This research will evolve the performance of financial institutions only after 1998
and in the wake of Narsimham Committee II. The study is micro economic in nature and seeks to
analyze the productivity of banking systems. Here an attempt has been made to examine the impact
of reforms. The impact of reforms on the profitability of Indian banks has been examined on the basis
of following parameters: Interest income to Total assets, Operating Profit to Total Asset, Return on
Asset and Return on Advances. More importantly such analysis is useful in enabling policymaker to
identify the success or failure of policy initiative or alternatively highlight different strategies
undertaken by banking firms which contribute to their success. Here an attempt has been made to
examine the impact of banking reforms on profitability of Indian banking industry.

Okoe et al. (2013), in his study re-examined the long run relationship between financial development
indicators and economic growth in Nigeria over the period 1970-2010. Using the Johansen and
Juselius (1990) approach to cointegration and Vector Error Correction Modelling (VECM). The
findings of the study revealed that in the long- run, liquid liabilities of commercial banks and trade
openness exert significant positive influence on economic growth, conversely, credit to the private
sector, interest rate spread and government expenditure exert significant negative influence. The
findings implied that, credit to the private sector is marred by the identified problems and government
borrowing and high interest rate are crowding out investment and growth. The policy implications
are these; financial reforms in Nigeria should focus more on deepening the sector in terms of financial
instruments so that firms can have alternatives to banks‘ credit which proved to be inefficient and
detrimental to growth, moreover, government should inculcate fiscal discipline so as to reduce
excessive borrowing from the financial sector and thereby crowding out private investment (Gupta
etal., 2023).

Ramachandran & Vijayabanu (2012) has written about Basel-3 and its impact on Indian banking
sector., This paper deals with the banking sector reforms in India and the ways designed to manage
the risks associated with huge banking sector. An evaluation of Basel Norms and their impact on
economic growth of the country has been done pursuant to the globalization of the industry. The
emergence of BASEI-3 and its impact on banking in India have been explored. Since economic
reforms of 1991, most of the traditional and outdated concepts, practices, procedures and methods of
banking have significantly changed. The competition among financial intermediaries has gradually
helped the interest rates to decline significantly. Deregulation has been achieved. The real interest
rate has been effectively maintained at moderate rate. The borrowers did not pay high price while
depositors had incentives to save. Such conditions are atypical of bank failure, if not properly
managed. The banks had to formulate strategies to manage their risk by proper provisioning. The
introduction of Basel- Norms is one of the various initiatives towards that objective. Reforms in the
financial and the banking sectors have enabled better financial products. This has allowed financial
viability of the banks and helped to boost economic growth (Al-Qeed et al., 2017).

Kandeepan et al. (2019) made an effort to first jot down the major reform measures and policies
regarding the banking industry by the government of India and the RBI. Secondly, the paper will try
to study the major impacts of those reforms upon the banking industry. These reforms have some
positive responds on various economic variables like enhancing the role of market forces, huge
decline in the rate of interest, reduction of NPAs, upgradation of technology, etc. It has some negative
impacts, which decelerate the growth of the economy (Talib & Rahman, 2012). It has failed to bring
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the banking system at par with international standards and still the banking sector is mainly controlled
by the government as the public sector is the leader in all spheres of the banking network in the
country.

Methodology

In order to analyze the performance variables, the author has chosen two variables, and they are ROA
and ROE. The definition and formulas are shown below.

ROA- The ratio of net income to total assets, or ROA, is a metric that measures how profitable and
efficient a bank's management is based on total assets. The equation for ROA is shown below in
Equation 1 (Gupta et al., 2023).

Net income

(D
ROA=————
Total assets

ROE - This is the amount of net income made after taxes for each dollar invested by the bank's
shareholders in equity capital. The equation for ROE is shown below in Equation 2 (Gupta et al.,
2023).

Net income
ROE )

~ Total equity capital

The aim of this research is to assess the service quality in commercial banks in India and its impacts
on bank performance.

A total of 60 respondents were surveyed for this study, and the participants are from bank employees
and bank customers. This sample of 60 respondents was chosen with the expectation that the research
would be conducted as intended.

Table 1: Demographic information of respondents (Source: field data)

Item Contents No of samples
Gender Male 42
Female 18
Age 23-28 21
29 and above 39
Job position Bank employees 4
Bank Customers 56

Data collection method and scale validation

All survey questions were answered on a five-point Likert scale, with 1 denoting "Strongly agree"
and 5 denoting "Strongly disagree." Since English is regarded as one of the primary languages in
India, which contains a variety of languages, the questionnaires were distributed in English. This
research used a random sample technique that was influenced by the different strata or types of
industries.

Results
Demographic Data
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Based on important criteria such gender, age, and employment position, the demographic data of the
respondents gathered in the research shows the makeup of the sample population. Table 1 shows that,
with 42 men and 18 women in the sample, men predominate. Regarding age, most of the
respondents—39—are 29 years of age or above; just 21 respondents fell within the 23-28 range,
indicating a more experienced workforce in the research. About employment, 56 participants are just
"bank," most likely referring to people using the bank's services rather than its internal personnel; 4
participants are bank workers. This group of respondents offers a complete picture of the many
backgrounds of the many people evaluating commercial banks' performance and service quality.

Regression analysis

The author has conducted regression analysis in-order to understand the dependability of service
quality constraints on a bank’s performance.

Table 2: ANOVA. (Source: authors collection)

Model Sum of Squares df Mean Square F Sig.
1 Regression 16.492 5 2.061 2911 .003°
Residual 54.532 3 708
Total 71.023 8

a. Dependent Variable: ROE

b. Predictors: (Constant), The bank’s staff is friendly and approachable.
The bank provides prompt services.

The bank’s website is user-friendly.

The bank offers convenient operating hours.

The bank resolves issues quickly and efficiently.

The bank provides accurate information about its products and services.
The bank staff is knowledgeable and well-trained.

With the bank's Return on Equity (ROE) as the dependent variable, the author used regression
analysis to investigate the link between a number of service quality criteria and a bank's performance.
With an F-value of 2.911 and a significance level of 0.003, the ANOVA findings, which are shown
in Table 2, demonstrate a significant association between the predictors (service quality constraints)
and bank performance, proving that the model is statistically significant. A number of service quality
criteria are included in the regression model, including the bank's website's usability, personnel
friendliness and approachability, promptness of services, accuracy of product information, operation
hours, and efficiency in resolving difficulties. The model's ability to explain the variance in the bank's
performance is further supported by the low residual sum of squares, which emphasizes how crucial
service quality is in calculating ROE.

Conclusions

1. The results of the regression study show a strong correlation between the bank's
performance, particularly its Return on Equity (ROE), and characteristics related to service
quality. The efficiency of the bank's online systems, staff friendliness, and service
promptness are examples of service quality traits that have a favorable impact on the bank's
overall performance.

2. The bank's capacity to provide precise product information, promptly address problems, and
provide a user-friendly experience (both online and in branches) are among the many aspects
of service quality that have a significant impact on its financial success. These components
are essential for retaining and satisfying customers, which eventually improves the bank's
performance indicators.
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3. The research emphasizes how crucial it is to keep improving service quality in order to
preserve or increase a bank's success. The strong relationship between service quality and
ROE suggests that banks that make investments in employee training, better service delivery,
and a consistent customer experience across all platforms would probably see better financial
results.
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Abstract

Digital transformation has emerged as a critical driver of organizational agility, particularly for
businesses operating in dynamic sectors like tourism. This research delves into the impact of digital
transformation on the agility of Sri Lanka's tourism industry, focusing on the adoption of digital
technologies and their influence on key performance indicators such as responsiveness to change,
innovation capability, decision-making speed, operational efficiency, and customer responsiveness.
By examining the experiences of tourism businesses in Sri Lanka, this study aims to identify the
critical factors that contribute to successful digital transformation and organizational agility.

Research Relevance: The tourism industry in Sri Lanka, faces increasing challenges due to rapid
technological advancements and evolving consumer preferences. This research aims to understand
the impact of digital transformation on the agility and competitiveness of these businesses. By
identifying the key factors driving digital transformation success, this study will provide valuable
insights for policymakers, industry practitioners, and researchers to foster a more digitally
empowered and resilient tourism sector.

Research goal: To investigate the impact of digital transformation on organizational agility within
the Sri Lankan tourism industry and identify the key factors that contribute to successful digital
transformation initiatives.

Research methods: This research employed a quantitative research design to investigate the
impact of digital transformation on organizational agility within the Sri Lankan tourism industry.
A structured questionnaire was developed to collect primary data.

Main findings: The study found that digital transformation positively impacts organizational
agility in the Sri Lankan tourism industry. Key factors contributing to this include technology
adoption, digital infrastructure, digital literacy and skills, and digital culture. Businesses with strong
digital capabilities were found to be more responsive to change, innovative, efficient, and customer-
centric. However, challenges such as low digital literacy and resource constraints hinder full
adoption of digital technologies.

Keywords: Digital transformation, organizational agility, digital transformation, digital
infrastructure, digital literacy and skills, digital culture

Introduction

Sri Lanka stands out as a prominent tourist destination, drawing international visitors each year.
The tourism sector plays a vital role in the country’s economy, attracting travelers eager to
experience its rich natural beauty, diverse wildlife, historical landmarks, and unique cultural
heritage. But in recent years, the tourism industry has encountered several difficulties, including
the COVID-19 pandemic, natural disasters, and political involvement. The necessity for businesses,
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to innovate and adapt to stay competitive in a market that is changing quickly has been highlighted
by these disruptions.

In the Sri Lankan tourism industry, organizational agility is becoming more and more acknowledged
as a crucial component of successful corporate operations. The ability of a business to react rapidly
to shifting consumer needs, market dynamics, and outside shocks is referred to as agility.
Organizational flexibility is crucial for the survival in the tourism sector, which frequently work
with little funding and are subject to fierce competition. Agile businesses are better equipped to
take advantage of new possibilities, increase operational effectiveness, and adjust to changes in the
travel industry. However, a lack of digital skills, outdated business strategies, and restricted access
to technology make it difficult for many businesses to attain this degree of flexibility.

The goal of the project is to create a model for digital transformation that is especially intended
to

improve the organizational agility of businesses in Sri Lanka's tourism sector. This entails figuring
out which digital tactics like data analytics, cloud computing, and digital marketing help these small
and medium-sized businesses stay competitive, increase efficiency, and quickly adjust to market
shifts. This research aims to develop a framework that empowers all tourism businesses to
effectively use digital tools to respond to disruptions, meet customer needs, and grow sustainably
in a demanding business environment. This is because the global tourism landscape is changing
quickly due to factors like changing consumer behaviors and technological advancements.

Quantitative research design to investigate the impact of digital transformation on organizational
agility within the Sri Lankan tourism industry. A structured questionnaire was developed to collect
primary data.

This study aimed to investigate the impact of digital transformation on organizational agility within
the Sri Lankan tourism industry. By employing a mixed-methods approach, the research delved
into the specific factors driving digital transformation and its subsequent influence on
organizational agility.

Literature Review

The tourism industry in Sri Lanka has experienced significant growth and digital transformation in
recent years, driven by digital transformation advancements and increasing demand for Sri Lankan
tourism Industry.

Digital transformation refers to the process of integrating digital technologies into all areas of a
business, leading to significant changes in how the company operates and delivers value to its
customers. The shift to digital has become a cornerstone for increasing flexibility and enhancing
organizational agility— the ability of a business to quickly adapt to changing market conditions.
This transformation allows companies to streamline operations, optimize resources, and respond
more effectively to customer needs through data-driven decision-making (Vial, 2019). Scholars
have noted that digital tools such as cloud computing, data analytics, and artificial intelligence
facilitate the real-time processing of data and provide insights that enable companies to make faster,
more informed decisions, thus fostering agility.

Organizational agility is increasingly recognized as essential for companies in highly dynamic
industries, such as tourism, where adaptability and responsiveness to change are crucial for success.
Agility enables tourism businesses to respond to both expected and unexpected shifts, such as
changes in tourist behavior, economic fluctuations, or external crises like the COVID-19 pandemic.
In the context of SMEs, agility allows these businesses to pivot strategies quickly, tailor services to
meet customer demands, and innovate with limited resources (Teece, Peteraf, & Leih, 2016).
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In the context of Sri Lanka’s tourism industry, which is predominantly comprised of SMEs, digital
transformation offers a pathway to achieve organizational agility. Sri Lanka’s tourism sector has
faced significant challenges, including natural disasters, economic instability, and, more recently, the
COVID- 19 pandemic, all of which have underscored the need for greater adaptability. Digital
adoption has been recognized as essential to enhance productivity, increase market reach, and
improve customer engagement for SMEs in this sector.

To achieve organizational agility through digital transformation, researchers have proposed models
that integrate technology adoption, process reengineering, and customer-centered strategies. These
models aim to help businesses of all sizes implement digital transformation in a phased and
manageable way (Westerman, Bonnet, & McAfee, 2014). For tourism industry, a successful model
may include scalable solutions such as cloud-based systems, social media engagement tools, and
data analytics platforms that are cost-effective and easy to implement. Research by Chan, Ngai, &
Moon (2022) shows that such models empower SMEs to make data-driven decisions, leading to
greater responsiveness and operational flexibility.

Methodology

The study was developed to collect data from tourism businesses such as Hotels, Restaurants, Cafés
and Coffee Shops, Spa and Wellness Centers, Tour Operators, Travel Agencies...etc. in Sri Lanka,
which was covering Coastal, Urban and Rural areas. Data was collected using a questionnaire during
the period from Aug 2024 to Oct 2024. In this study, the main concept is to identify the impact of
Digital Transformation on Organizational Agility in the Sri Lankan Tourism Industry. In this study,
the conceptual framework is designed by selecting four independent factors based on the digital
transformation factors, five moderating variables, and the dependent variable, Organizational
Agility.

Based on the developed conceptual framework, the researcher aims to test the following research
hypotheses to achieve research objectives

— Primary Hypothesis:

H1: Implementing digital transformation strategies positively influences the
organizational agility in the Sri Lankan tourism industry.

H1

——— Technology Adoption \K‘

- Digital Infrastructure ————E:i—"""

H4 |
Responsiveness to Change

HS Innovation Capability

—— Digital Literacy and Skills

—— Digital Culture Decision-Making Speed
Operational Efficiency

Customer Responsiveness
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— Supporting Hypotheses:
H2: Increased technology adoption is positively correlated with organizational
agility.
H3: Improved digital infrastructure is positively correlated with organizational
agility.
H4: Higher levels of digital literacy and skills are positively correlated with
organizational agility.
HS5: A strong digital culture is positively correlated with organizational agility.
A five-point Likert scale was employed to collect quantitative data on the extent to which
respondents agreed or disagreed with each statement. Respondents were asked to rate their

agreement with a series of statements on a scale of 1 to 5, where 1 indicated 'Strongly Disagree' and
5 indicated 'Strongly Agree'. The sample size of the research was 75.

To confirm the validity of the key constructs, a pace validity was checked. Therefore, a Pilot Study
was conducted before carrying out the questionnaire. Based on the results of the Pilot Study, a few
little modifications were made to the initially designed questionnaire such as revamping some
questions and their question styles. Further, the validity of the study was ensured using exploratory
factor analysis.

Descriptive and Inferential Statistics Techniques were utilized to test the hypotheses using
Statistical Package for Social Sciences (SPSS) software.

Results

Reliability Analysis

Cronbach’s Alpha was used for the reliability analysis of the questionnaire by determining the
internal consistency of the questions which covered a single variable of the model.

Table 1. Reliability Statistics (Source: Authors’ own)

Cronbach's N of Items
Alpha
927 36

Cronbach’s Alpha value was greater than 0.7. There is high internal consistency among the
questions asked from respondents. Then questionnaire is reliable.

Statistical Analysis
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Table 2. Correlations (Source: Authors’ own)
TA DI DL DC Org Agility|
Pearson Correlation 1 424 590™* 462" 830™*
TA Sig. (2-tailed) .000 .000 .000 .000
N 75 75 75 75 75
Pearson Correlation 424 1 626" 812** 549™*
DI Sig. (2-tailed) .000 .000 .000 .000
N 75 75 75 75 75
Pearson Correlation 590™* 626™* 1 654™** 674
DL Sig. (2-tailed) .000 .000 .000 .000
N 75 75 75 75 75
Pearson Correlation 462" 812 654" 1 617"
DC Sig. (2-tailed) .000 .000 .000 .000
N 75 75 75 75 75
Pearson Correlation 830™* 549™* 674 617** 1
OrgAgility | Sig. (2-tailed) .000 .000 .000 .000
N 75 75 75 75 75

**_Correlation is significant at the 0.01 level (2-tailed)

The table shows the Pearson correlation coefficient between each pair of variables. According to
the table there exists strong positive correlations Technology Adoption (TA), Digital Infrastructure
(DI), Digital Literacy and Skills (DL), Digital Culture (DC) and Organizational Agility (Org
Agility).

Table 3. Model Summary (Source: Authors’ own)

R Square = 0.769, meaning 76.9% of the variance in organizational agility is explained by the
model. R =0.877, suggesting a strong positive relationship.

Std.
Adjusted R .
Model | R R R Errorof | g vare F dfl arr | Sie:F
Square the Change Change
Square . Change
Estimate
1 0,877* | .769 756 23192 .769 58.324 4 70 .000

a. Predictors: (Constant), DC, TA, DL, DI

Table 4. Coefficients (Source: Authors’ own)

Model Unstandardized | Standardized t Sig. 95.0% Confidence
Coefficients Coefficients Interval for B

B Std. Beta Lower Upper

Error Bound Bound
1 (Constant) .839 251 3.341 .001 0,338 1.340
TA 551 .062 .637 8.892 .000 0,427 .674
DI .007 .081 .008 0.083 934 -0,155 168
DL 110 .062 151 1.762 .082 -0,014 234
DC 127 .061 217 2.082 .041 0,005 249

a. Dependent Variable: OrgAgility

According to the table we can see that Technology Adoption (TA) and Digital Culture (DC) have
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the strongest positive impact on Organizational Agility, followed by Digital Literacy and Skills
(DL). Digital Infrastructure (DI) appears to have a minimal impact.

Table 5. ANOVA Table (Source: Authors’ own)

Model Sum of Squares df Mean Square F Sig.

Regression 12.548 4 3.137 58.324 000D
1 Residual 3.765 70 .054

Total 16.313 74

a. Dependent Variable: OrgAgility
b. Predictors: (Constant), DC, TA, DL, DI

In ANOVA table, the p-value is 0.000, which is less than 0.05. This indicates that the overall
regression model is statistically significant. In other words, the digital transformation factors (DC,
TA, DL, DI) collectively have a significant impact on organizational agility.

Demographic statistics

The below basic demographic factors identified in the research were used to understand the

dynamics of the sample.

Table 6. Demographic composition of respondents (Source: Authors’ own)

Demographics Category Frequency | Percentage
Bars and Pubs 3 4%
Cafés and Coffee Shops 5 7%
) ) Hotel 15 20%
Type of Tourism Business Restaurant 17 23%
Spa and Wellness Centers 5 7%
Tour Operator 19 25%
Travel Agency 11 15%
Total 75 100%
Between 1 - 10 17 23%
Between 11 - 50 38 51%
Number of Employees Between 51 - 100 11 15%
More than 100 9 12%
Total 75 100%
1 - 5 years 22 29%
6 - 10 years 25 33%
Years of Operation 11 - 20 years 23 31%
More than 20 years 5 7%
Total 75 100%
Less than 10 Million 12 16%
10-50 Million 20 27%
Annual Revenue (LKR) 50-100 Million 30 40%
100 Million+ 13 17%
Total 75 100%
Coastal 21 28%
Geographical Location Rural 19 25%
Urban 35 47%
Total 75 100%
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Conclusions

This study aimed to investigate the impact of digital transformation on organizational agility within
the Sri Lankan tourism industry. By employing a mixed-methods approach, the research delved
into the specific factors driving digital transformation and its subsequent influence on
organizational agility.

The findings of the study revealed a strong positive correlation between digital transformation
factors (technology adoption, digital infrastructure, digital literacy and skills, and digital culture)
and organizational agility. This suggests that tourism businesses in Sri Lanka that embrace digital
technologies and cultivate a digital culture are more likely to exhibit greater agility in responding
to market changes, innovating, making timely decisions, optimizing operations, and enhancing
customer responsiveness.

The study also highlighted the importance of a strong digital infrastructure and a skilled workforce
in facilitating digital transformation. Additionally, a culture that fosters innovation,
experimentation, and collaboration was identified as a key driver of organizational agility.

The implications of this study are significant for Sri Lankan tourism businesses. By prioritizing
digital transformation initiatives, these businesses can enhance their competitiveness, improve
operational efficiency, and deliver superior customer experiences. Policymakers and industry
stakeholders can leverage the findings to develop targeted strategies and support programs to
accelerate digital adoption and foster organizational agility within the tourism sector.

While this study provides valuable insights, it is important to acknowledge its limitations. The
sample size may be relatively small, and the findings may not be generalizable to the entire tourism
industry. Future research could explore the long-term impact of digital transformation, investigate
the role of specific digital technologies, and delve deeper into the challenges and opportunities
faced by different segments of the tourism industry.
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Abstract

Research relevance: With the advent of globalization, internationalization is a survival strategy
for the IT firms, which help them secure sustainable growth. The IT sector of Uzbekistan has
revealed itself to be an area with great potential, however the presence of Uzbekistan in the
European market is minimal. Uzbek IT companies face challenges such as regulatory restrictions,
competitive pressures, and entry mode selection, even if government initiatives have fueled
internationalization. Conducting research on the experience of companies, the success factors of
the strategy in key areas for breaking into the market can accelerate the entry of Uzbekistan's IT
companies into Europe.

Research goal: The objective of this study is to assess the best market-entry strategies for
Uzbekistan’s IT companies interested in the European market. Through extensive theoretical
frameworks analysis and application of real case studies, the research aims to identify key
determinants of entry mode selection, along with such challenges and opportunities related to
internationalization.

Research methods: The study utilizes three research methods which include document analysis
together with secondary data analysis and statistical evaluation. The Uppsala Model and
Transaction Cost Theory together with the Eclectic Paradigm were used with global database data
and expert interview results in this study. The outcome of statistical analyses on EU economic data
between 2000—2024 reveals information about market entry possibilities.

Main findings: The research data demonstrates that Uzbek IT companies can achieve better
success by using restrained market entrance methods beginning with exporting together with
strategic alliances. Market penetration success for Uzbek IT firms depends on meeting regulatory
requirements and developing networks and taking advantage of their proprietary technologies.
Uzbek IT firms require well-planned approaches to overcome challenges in GDPR compliance and
market competition and cultural adaptation. The research points to the necessity of market entries
developed for European market requirements to secure long-term market performance and
competitive advantage.

Keywords: Market entry, IT industry, Uzbekistan, European market, internationalization, strategic
alliances

Introduction

The rapid globalization of the digital economy has transformed the landscape of international
business, making cross-border expansion a strategic imperative for IT companies worldwide. As
digital infrastructure continues to improve and demand for innovative technology services grows,
firms are increasingly seeking opportunities beyond their domestic markets. Success in the global
IT sector now depends not only on technical capabilities but also on the ability to navigate foreign
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regulatory environments, adapt to local market demands, and choose appropriate entry strategies
that balance risk and reward.

The European Union (EU), as one of the world’s largest and most technologically developed
economic blocs, offers significant potential for foreign IT service providers. The region’s strong
digitalization agenda, robust data protection policies, and growing reliance on outsourced digital
services make it an attractive destination for international expansion. However, entering the EU
market poses substantial challenges, including strict regulatory standards such as the General Data
Protection Regulation (GDPR), high levels of competition, and diverse consumer expectations
across member states. These factors require foreign firms to adopt well- informed, flexible, and
localized entry strategies.

Uzbekistan, with its rapidly developing IT sector and growing base of skilled professionals, is
increasingly positioning itself as a competitive player in the global digital services arena. The
country has seen remarkable growth in IT service exports and has diversified both its service
portfolio and geographic reach. Government support, economic reforms, and digital transformation
initiatives have further enhanced the sector’s potential for internationalization. Yet, despite these
advances, Uzbek IT firms have had limited success in penetrating the European market. To
overcome this gap, it is essential to identify strategic entry pathways tailored to the EU context,
thereby allowing Uzbek firms to leverage their strengths, mitigate risks, and achieve sustainable
growth in one of the world’s most demanding digital markets.

In terms of service composition, Uzbekistan's IT export structure has also undergone a notable
transformation. While Business Process Outsourcing (BPO) dominated in 2022, by 2023, Software
Development accounted for 42% of exports, followed by BPO (20%), Licensing (15%), Technical
Support (14%), and Game Development (9%). This shift indicates a growing focus on high-value,
skill-intensive services that align with global demand (Fig.2).

Export Geography of IT Services (2023)
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Fig.1. Uzbekistan's IT Export Composition by Service Type (Source: IT Park Uzbekistan, 2024)
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Export Structure of IT Services (2023)

Export Share (%)

Service Category

Fig. 2. Geographic Distribution of Uzbekistan’s IT Exports (Source: IT Park Uzbekistan, 2024)

Despite these advancements, Uzbek IT firms still face significant barriers when entering the EU
market. To overcome these challenges, it is essential to identify strategic entry pathways tailored
to the EU context, thereby allowing Uzbek firms to leverage their strengths, mitigate risks, and
achieve sustainable growth in one of the world’s most demanding digital markets.

Given the evolving structure of Uzbekistan’s IT export landscape, understanding the strategic
choices and challenges faced by firms entering the EU market is crucial. While diversification has
reduced reliance on a single market, firms must navigate complex regulatory frameworks and
competitive pressures to sustain long-term growth. This study seeks to explore the key factors
influencing successful market entry, providing data-driven insights into the strategies Uzbek IT
firms can adopt to strengthen their presence in the European digital economy.

Literature review

International market entry has been a central theme in global business strategy, with numerous
theories proposed to explain firm behavior and entry mode decisions. The Uppsala Model
(Johanson & Vahlne, 1977, 2009) emphasizes gradual internationalization through experiential
learning and network development, highlighting the value of partnerships and reduced initial
commitment in culturally or institutionally distant markets. This is particularly relevant for IT firms
from developing countries such as Uzbekistan seeking to reduce risks while entering competitive
markets like the European Union.

Complementing this, Transaction Cost Theory (Hennart, 2010) explains how firms weigh the costs
of market-based transactions versus hierarchical governance structures. In IT sectors where
knowledge transfer is tacit and critical, firms

may prefer internalization strategies—Ilike joint ventures or wholly owned subsidiaries—to protect
intellectual property and ensure quality control. The Resource-Based View (Ramos-Rodriguez &
Ruiz-Navarro, 2004) further posits that firm- specific advantages (FSAs), such as technological
expertise or cost efficiencies, can determine competitive success abroad when effectively leveraged
and adapted to local contexts.
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The Eclectic Paradigm (Ayazlar & Demirtas, 2015) synthesizes these perspectives by examining
ownership, location, and internalization advantages, and is particularly effective in framing entry
into regulated and innovation-driven markets like the EU. Location-specific benefits such as
infrastructure, legal certainty, and demand for IT services are critical, as are internalization
advantages to maintain brand and service consistency.

Empirical studies identify several success factors influencing entry into the European market. These
include alignment with data protection regulations like GDPR (Ali & Ramayah, 2023), cost-
efficient yet high-quality service delivery (Isobe, Makino, & Montgomery, 2000), and the capacity
to innovate, particularly in Al and digital services. Furthermore, strategic alliances offer a flexible
and effective way to overcome local market complexities, cultural barriers, and regulatory
requirements.

Market research shows increasing demand for IT outsourcing in Europe, with significant growth in
Software-as-a-Service and Infrastructure-as-a-Service contracts (Grimpe et al., 2019; OECD,
2025). Yet, challenges persist, including complex intellectual property regimes (Auriol, Biancini,
& Paillacar, 2022), legal inconsistencies among EU member states, and strong competition from
established players (European Parliament, 2017).

For emerging IT exporters like Uzbekistan, tailored strategies such as phased entry, leveraging
digital capabilities, and forming local partnerships are essential. Government initiatives supporting
internationalization have broadened export reach (IT Park Uzbekistan, 2025), but firm-level
strategy remains the decisive factor in securing long-term presence and growth in Europe.

Methodology

This study adopts a quantitative research approach to investigate students’ experiences and attitudes
toward online learning in the context of Latvian higher education during the COVID-19 pandemic.
The data was gathered through a structured online questionnaire, which was distributed to students
enrolled at Daugavpils University, Latvia University of Life Sciences and Technologies, and the
University of Latvia. The survey included both multiple-choice and scaled items aimed at capturing
students' opinions on online learning platforms, their effectiveness, and the challenges faced during
remote study periods.

The collected data was analyzed using descriptive and inferential statistical methods. Descriptive
analysis was used to summarize general trends, while comparative and correlation analysis helped
to identify patterns related to gender, study level, and place of residence. The statistical processing
of the data was carried out using Microsoft Excel and SPSS software, ensuring precise and
comprehensive evaluation of the results.

Document Analysis

Uzbekistan's IT sector is experiencing rapid expansion, with over 100,000 professionals employed
and a market valuation nearing $1 billion. IT service exports have surged, reaching $238.7 million
in the first nine months of 2023-more than double the $89.2 million recorded in the same period of
2022. Projections suggest exports will surpass $300 million by year-end, reflecting the sector’s
accelerating digital transformation and global integration.

To examine internationalization strategies of Uzbek IT firms, this study employs quantitative data
analysis, focusing on export trends, regional distribution, and service composition shifts. Data was
collected from industry reports, government trade statistics, and company disclosures to
contextualize opportunities and challenges in the EU market.

A notable transformation is observed in export destinations. In 2022, 78% of IT exports were
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directed to the United States, whereas the current distribution (2023) indicates a more diversified
market approach:

«  North America: 43%
«  EU & UK: 37%

+  Singapore: 6%

«  Gulf Countries: 4%

«  Other Regions: 10%

Similarly, the export structure has evolved, shifting from a BPO-dominated model to a more balanced
service portfolio:

+  Software Development: 42%

«  BPO:20%

« Licensing: 15%

«  Technical Support & Enhancement: 14%
+  Game Development: 9%

This data was analyzed using descriptive statistical methods to identify patterns and correlations
relevant to global market entry strategies. The findings highlight a growing emphasis on skill-
intensive services and market diversification, reinforcing Uzbekistan’s ability to compete in high-
value digital markets. By integrating these insights with survey responses from industry
professionals, this study aims to assess how evolving IT specialization shapes firms’ success in
entering the EU market.

Secondary Data Analysis

In parallel, secondary data analysis is employed to extract and analyze structured data from publicly
accessible and institutional sources. These include statistical databases, trade reports, and economic
assessments published by the European Commission, Eurostat, the World Bank, OECD, and
Uzbekistan’s national institutions. This method allows for the examination of market trends,
investment flows, export dynamics, and regulatory conditions relevant to cross-border IT
operations.

A purposive sampling approach was used to ensure the inclusion of credible and relevant datasets.
Key sources include:

o Eurostat and the European Statistical System — for data on digital market size, trade
volumes, and foreign direct investment.

e European Commission reports — to assess regulatory frameworks and digital market
strategies.

¢ World Bank and international trade bodies (WTO, OECD, ITU) — for comparative
economic indicators and trade facilitation policies.

e Uzbekistan’s Ministry of Digital Technologies and National Statistics Committee — for
national IT export trends and policy developments.

Data was analyzed using both thematic review and quantitative statistical techniques. Secondary
data sources were systematically examined to derive regulatory, strategic, and operational insights
relevant to market entry. Statistical methods were applied to interpret export volumes, market
composition, and growth trends. Triangulation across multiple sources was employed to enhance
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the reliability and validity of findings.

This combined methodological approach offers a comprehensive and evidence-based
understanding of the strategic, financial, and regulatory considerations shaping the international
expansion of Uzbekistan's IT sector into the EU market.

Statistical Analysis

Statistical analysis plays a fundamental role in economic research, offering valuable insights into
market dynamics, growth trajectories, and potential risks. This study employs a combination of
descriptive statistics, trend analysis, and graphical visualizations to evaluate the economic
conditions of the European Union (EU-27) from 2000 to 2024. The primary objective is to assess
the feasibility for Uzbekistan-based IT firms to enter the European market by analyzing historical
economic trends, particularly GDP per capita and GDP growth rates.

The following statistical techniques have been applied to examine the economic dataset:
e Descriptive Statistics: Quantitative summarization of GDP growth trends.
e Trend Analysis: Identification of key economic patterns over time.
o Comparative Growth Assessment: Evaluation of fluctuations in annual GDP growth rates.

e Graphical Representation: Visualization of economic data through line graphs and
histograms.

These methods collectively enable data-driven decision-making, supporting international
expansion strategies with empirical evidence.

o The statistical framework is justified for the following reasons:

¢ Objective Economic Evaluation: By reducing reliance on speculation, statistical analysis
provides measurable and verifiable insights into market conditions.

o  Market Entry Timing: Understanding GDP growth fluctuations helps firms pinpoint
favorable entry windows.

e Risk Identification and Management: Historical downturns, such as the COVID-19
recession, underscore the importance of proactive risk mitigation strategies.

o Predictive Insights: Longitudinal GDP trends offer guidance on future market potential and
stability.
Descriptive Statistics of EU-27 GDP Growth (2000-2024)
Using data from table, the descriptive statistics for GDP growth in the EU-27 are summarized

below:

Table 1. Descriptive Statistics of EU-27 GDP Growth (2000-2024) (Source: Author’s calculations
based on Eurostat data)

Metric Value (%)
Mean Growth Rate 1.28%
Median Growth Rate 1.75%
Variance 5.89
Standard Deviation 243
Minimum Growth Rate -5.50% (2020)
Maximum Growth Rate 6.40% (2021)

148



eka

EKONOMIKAS UN KULTORAS
AUGSTSKOLA

Key Insights:

e The mean (1.28%) and median (1.75%) indicate long-term economic stability.

¢ A high variance (5.89) and standard deviation (2.43%) reflect significant annual
fluctuations, particularly during global crises.

e The sharp contraction in 2020 (-5.5%) followed by a strong rebound in 2021 (6.4%)
underscores the EU’s economic resilience.

Analysis of EU GDP Growth Trends

To evaluate the economic environment of the European Union and assess its feasibility for IT
market entry, statistical analysis was conducted using historical GDP growth data from 2000 to
2024. Data was collected from official sources such as Eurostat and the European Commission,
focusing on annual growth trends across EU-27 countries. The analysis applied descriptive
statistics—including mean, median, variance, and standard deviation—to quantify economic
stability over time.

Analysis of EU Economic Stability

A histogram was used to examine the distribution of annual GDP growth rates for EU-27 countries
from 2000 to 2024. This approach allowed for the identification of typical growth intervals, the
frequency of moderate versus extreme values, and the overall pattern of economic fluctuations.
Particular attention was given to the clustering of growth rates between 0% and 3%, as well as to
significant deviations during crisis and recovery years. The shape of the distribution was analyzed
to assess the presence of volatility and long-term economic stability in the region.

Based on the statistical findings, several strategic implications emerge for Uzbekistan IT firms
considering entry into the European market. The European Union demonstrates long-term
economic stability, with an average GDP growth rate of 1.28%, indicating a relatively secure
environment for investment. This stability, combined with the region’s demonstrated resilience
during crises-such as the strong recovery following the COVID-19 downturn-suggests that the EU
remains a viable and attractive market for international expansion.

Results

The study reveals significant growth and diversification within Uzbekistan’s IT sector, underlining
its increasing readiness for international expansion. Export volumes of IT services rose sharply—
from $89.2 million in the first nine months of 2022 to $238.7 million during the same period in
2023—with projections exceeding $300 million by the end of the year. This surge highlights both
improved global competitiveness and a strategic shift in export orientation.

A notable transformation is observed in the geographic distribution of exports. In 2022, 78% of IT
services were exported to the United States, indicating high market concentration. However, by
2023, the market had diversified considerably: North America accounted for 43%, the European
Union and the United Kingdom combined for 37%, while Singapore, the Gulf countries, and other
regions made up 6%, 4%, and 10%, respectively. This shift demonstrates a deliberate strategy to
reduce market dependency and enhance resilience through regional diversification.

The service structure of exports also evolved, with Software Development emerging as the leading
segment (42%), followed by Business Process Outsourcing (20%), Licensing (15%), Technical
Support and Enhancement (14%), and Game Development (9%). This trend reflects a maturing IT
ecosystem in Uzbekistan, with growing human capital and a closer alignment with global demand
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for high-value, innovation-driven services.

Statistical analysis of the EU-27’s GDP growth from 2000 to 2024 reinforces the market’s appeal.
The average GDP growth rate was calculated at 1.28%, with a median of 1.75%, and standard
deviation of 2.43%, indicating overall economic stability despite occasional fluctuations. The sharp
contraction during the COVID-19 crisis in 2020 (-5.5%) and a strong recovery in 2021 (6.4%)
illustrate the EU’s economic resilience in the face of global shocks.

These trends are further illustrated by a histogram of GDP growth distribution in the EU-27, which
shows that most values fall between 0% and 3%, forming a moderately bell-shaped curve. This
pattern suggests a generally stable macroeconomic environment, which is favorable for foreign
market entrants. The outliers—such as the 2020 downturn and 2021 rebound— emphasize the
importance of strategic timing and risk mitigation in market entry decisions.

Distribution of GDP Growth Rates in EU-27 (2000-2024)

10

Frequency
(2]

'

-6 -4 6
GDP Growth Rate %
Fig. 3. Distribution of GDP Growth Rates in EU-27 (2000—2024) (Source: Author’s visualization

based on Eurostat data)

0

The GDP growth rate trend over the 2000-2024 period highlights several key economic events.
From 2000 to 2019, the EU experienced stable growth ranging between 0.5% and 2.2%. A
significant decline occurred in 2020, with GDP contracting by -5.5% due to the COVID-19
pandemic. This was followed by a robust recovery in 2021, with a peak growth rate of 6.4%. In
2022, the economy stabilized with 2.8% growth, but by 2023, a slight contraction of -0.1%
suggested a return to stagnation. These fluctuations, as visualized in Figure 3, emphasize the
importance of entry timing and adaptability for firms considering market expansion into the EU.

Table 2. Major Economic Events Reflected in EU-27 GDP Growth (2000-2023) (Source: Author’s
summary based on Eurostat data)

Year GDP Growth Rate (%) Key Economic Events
2000-2019 0.5% to 2.2% Stable economic growth with minor fluctuations.
2020 -5.50% COVID-19 recession, major economic downturn.
2021 6.40% Strong recovery post-pandemic.

2022 2.80% Return to economic stabilization.
2023 -0.10% Stagnation, indicating economic slowdown.
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EU-27 GDP Growth Rate (2000-2024)
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Fig. 4. EU-27 GDP Growth Rate Trend (2000—2024) (Source: Author’s visualization based on
Eurostat data)

Taken together, the findings point to a dynamic and internationally oriented IT sector in
Uzbekistan, well-positioned to engage with the European digital economy. The convergence of
internal growth, service diversification, and external economic conditions (see Table 2 and Figure
4) creates a strong foundation for market entry. However, long-term success will require firms to
align their offerings with EU regulatory standards and consumer expectations while leveraging
strategic partnerships and technological capabilities.

Conclusions

This study explored the potential and strategic pathways for Uzbekistan’s IT companies to enter
the European Union market. The research confirms that while the EU offers substantial growth
opportunities, success depends on aligning Uzbekistan’s IT capabilities with European regulatory
standards, market expectations, and technological demands.

The results indicate a rapidly growing and diversifying IT sector in Uzbekistan. Export volumes
have increased significantly, and the sector has evolved from a BPO-dominated model to a more
advanced service structure, led by software development. Market diversification and rising export
capacity reflect improved competitiveness and readiness for global engagement.

Statistical analysis of the EU’s economic environment reinforces its attractiveness as a target
market. Despite occasional fluctuations, the EU demonstrates long-term stability and resilience,
offering a relatively secure environment for strategic investment. However, entering such a
competitive market requires careful timing, risk management, and strategic planning.

The literature underscores the importance of gradual internationalization, strategic partnerships,
and leveraging firm- specific advantages. Models such as the Uppsala Model and Eclectic Paradigm
highlight that entry strategies must account for both institutional differences and internal
capabilities.

In conclusion, Uzbekistan’s IT firms have strong potential to succeed in the EU, provided they
adopt flexible, knowledge- based strategies. Emphasizing innovation, regulatory compliance, and
local partnerships will be key to building a sustainable presence in the European digital economy.
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Abstract

India's retail market is one of the world's fastest-growing retail markets, estimated to be over USD
800 billion and likely to exceed USD 1.5 trillion by 2030 (IBEF, 2023). This rapid growth is mainly
driven by GDP growth, demographic changes, urbanization, and penetration of digitalization.
Historically unorganised (characterised by local ‘kirana’ stores), the sector is also undergoing a
structural transformation, with growth in organised retail, modern supermarkets and e-commerce
channels (Deloitte, 2022).

Research relevance: The research is unique in its concentration of understanding with evolving
customer behaviors translating into strategic response in the Indian retail environment, a disruption
in market structure currently analyzed in the boundaries of e-commerce growth or digital innovation.
Unfortunately, the extant literatures have explored preference and online retail expansion in isolation,
with relatively scant attention to comprehensively capturing the concomitant behavioral ripple effect
in organized and unorganized retail formats in India.

Research goal: Analyze the impact of Artificial Intelligence (AI) and blockchain on the logistics
industry in India and identify the challenges and opportunities in adopting these technologies.

Research methods: The research employed surveys, document analysis, and interviews for data
collection. Data was processed using descriptive statistics, including mean and standard deviation,
along with transcription of qualitative inputs. Graphic and correlation analyses were used to visually
and statistically interpret patterns, providing a comprehensive understanding of Al and Blockchain's
impact on logistics.

Main findings: The global Blockchain Al market, valued at $349 million in 2023, is projected to
reach $2,787 million by 2033, growing at a 23.1% CAGR, reflecting rising trust in these
technologies. Similarly, the U.S. Blockchain IoT market is expected to surge from $230.83 million
in 2024 to $22,840.23 million by 2034, at a remarkable 58.32% CAGR. These trends underscore the
transformative potential of Al and Blockchain in enhancing supply chain efficiency, transparency,
and automation. For India's rapidly growing logistics sector, adopting these technologies is crucial
to maintaining competitiveness, reducing inefficiencies, and supporting the nation's economic and
infrastructural goals amid increasing global digitalization.

Keywords: Logistics industry, Artificial Intelligence, Blockchain, Automation,

Introduction
The explosion of India’s logistics market today and the adoption of artificial intelligence (AI) and
blockchain across the world, we are in a fortunate position today, to leverage these paradigm shifts
to correct inefficiencies, lack of transparency, and overall costs. Market.us (2024), the worldwide

blockchain Al market size was USD 349 million and it is anticipated to reach USD 2,787 million by
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2033, with a CAGR of 23.1% during 2021-2033. Also, the U.S. market for the blockchain IoT was
estimated to bide at USD 230.83 million in 2024 and is anticipated to make approximately USD
22,840.23 million by 2034, growing at a CAGR of 58.32 percent between 2025 to 2034.

The aim is to analyse the impact of Artificial Intelligence (AI) and blockchain on the logistics
industry in India and identify the challenges and opportunities in adopting these technologies.

Main tasks of the study

1) To conduct a review of existing research on Al, blockchain, and their applications in logistics,
focusing on India. To highlight gaps in knowledge and establish a theoretical foundation for the
study.

2) To gather primary data through surveys and interviews with logistics companies, technology
providers, and industry experts in India.

3) To collect secondary data from industry reports, case studies, and government publications.
4) To analyse how Al and blockchain are currently being used in India’s logistics sector.

5) To evaluate impact on efficiency, transparency, cost reduction, and security. To identify key
challenges such as infrastructure limitations, high costs, and skill gaps.

6) To explore opportunities like scalability, innovation, and improved supply chain management.
To develop actionable recommendations for logistics companies, policymakers, and technology
providers.

Object of the research is Indian logistics industry.
Subject of the research is Al & Block chain impact on Indian logistics.

Research Question of the research is, what is the factors impacting consumer behavior change,
specifically the increasing inclination towards online shopping on India's retail sector?

The limitations of the study are as follows
— Limited access to reliable and comprehensive data.
— Small sample sizes in surveys around 400 and limited to Indian logistic companies.
— Research time is 6 months.

— Fast-evolving nature of AI and blockchain technologies may make findings quickly
outdated.

Literature Review

There is a dynamic shift in the Indian retail markets: on one hand the traditional formats continue to
persist, while at the other end of the spectrum, the shift and the acceptance of international formats
and technologies has become more significant than ever before. The industry is worth about \$836
billion in 2023, and is expected to grow by leaps and bounds, to between \$1.5 and \$1.8 billion by
2030. Yet even at those breakneck speeds, the industry is still highly unorganized, with more than
80% of sales channeled through traditional neighborhood shops, or kiranas. These mom-and-pop
stores have competitive advantages like a strong customer base, hyperlocal reach, personalized
offerings, credit-based sales and less overhead, which make them able to sell items at 10%—15%
lower rates compared with organized players. Retail also is a very important in macroeconomic term
representing around 10% of India’s GDP and nearly employing 8% of the workforce indicating its
socio-economic impact.

154



eka

EKONOMIKAS UN KULTORAS
AUGSTSKOLA

Rising costs, lower yields the sector is undergoing structural changes driven by a combination of
factors. Organised retail is growing at a healthy pace due to FDI reforms, mall and logistics
infrastructure development and initiatives like “Make in India”. The digitalisation of these industries
has been a key driver, particularly e-commerce, which is growing at CAGR of about 25%. This is
driven by rising smartphone penetration, strong digital payment ecosystem driven by UPI, growing
internet penetration and improving last-mile delivery. Key players influencing the competitive
landscape include local heavyweights like Reliance Retail, Tata Digital and D-Mart as well as global
and local e-commerce leaders such as Flipkart, which dominates 48% of the market, and Amazon,
with 25% of the market.

India’s retail sector is also being fuelled by favourable demographic and economic factors. With a
median age of 28.4, the country is young, and a rising middle class is driving consumption.
Urbanisation and increasing per capita income (around $2,600 in 2023) are further boosting
consumer spending power. Government measures (simplification under GST regime and 100% FDI
in B2B e-commerce) have led to infusion of investments, over USD 16 bn FDI in retail since 2020.

But there are a few obstacles that still dog the industry. Infrastructure bottlenecks persist — only 4%
of perishable goods are transported in cold chain networks, while of total logistics costs account for
about 14% of GDP, well above global norms. Regulatory complexity is also a barrier, with
differences among states and elaborate GST architectures compounding compliance costs. Indeed,
the informal sector, being cost-effective and localized, still presents stern competition to organized
retail and e-commerce platforms (Fadus et al. 2019).

Trends are shaping the Indian retail of tomorrow. Omnichannel retailing — combining both digital
and physical formats — is gaining ground, as JioMart integrates kirana stores and technologies such
as augmented reality are used for a more immersive shop. Direct-to-consumer (D2C) brands are on
a tear, projected to become a \$60 billion market by 2027 and already yielding standouts such as
Mamaearth and Boat. Rural ecommerce, too, is exploding at a 35% CAGR enabled by innovations
like Whatsapp commerce and drone-based deliveries (Cummins et al. 2014).

Consumer behaviour in this novel world can be further explained using different theories. Theory of
Planned Behaviour (Ajzen), where importance of family, perceived behavioural control and social
norm are crucial especially for the adoption of digital payment. Consumer Culture Theory by
Arnould & Thompson, focuses on the importance of ritual, glocalization (e.g. McAloo Tikki) and
seasonal consumer behaviour related to Diwali purchases. The Diffusion of Innovations (Rogers)
addresses the gap that exists between urban early adopters and rural people, who are limited by a
literacy and an infrastructure gap. Social Identity Theory (Tajfel & Turner) predicts that consumption
choices, i.e., of sustainable or luxury products, may signal identity and social aspirations. Prospect
Theory (Kahneman & Tversky) is not explicitly referred to, but is useful for understanding consumer
hesitations on e-commerce return, payment's security which are influenced by the loss aversion and
bounded rationality (Kumar, 2021).

Barriers to the overall growth of e-commerce, and trust deficiencies, such as lack of credibility,
payment security, and returns process, are more prevalent in some regions such as eastern India,
while its southern counterpart consumers are more open to online retail. Developments of human-
assisted commerce models are helping make the digital retail experience more user-friendly,
especially for tech-resistant users. To sum it up, India’s retailing is at a challenging crossroads with
in-grained tradition conflicting with hi-tech and policy support. To crack inclusive, sustainable
growth, deep rooted inefficiencies and regulatory barriers need to be uprooted even as innovation
continues to reimagine one of the largest and most complex retail systems in the world (Angeli et al.
2015).
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Methodology

This study adopts a mixed-methods research design to assess how Al and Blockchain are
transforming India's logistics industry, integrating both quantitative and qualitative approaches.
Quantitatively, structured surveys and performance data (e.g., delivery speed, cost savings) will be
analysed using statistical tools. Qualitatively, semi-structured interviews with stakeholders and case
studies of early adopters will explore contextual insights. Using a sequential explanatory strategy,
quantitative results will be followed by qualitative interpretation. A purposive sample of logistics
firms across sectors ensures relevance, while ethical protocols like informed consent and data
confidentiality will be upheld throughout the study.

This study adopts a pragmatic research philosophy, blending positivist and interpretivist approaches
to explore the real-world impact of Al and Blockchain on India's logistics sector. Pragmatism
supports mixed methods, enabling both quantitative analysis and qualitative insight, making it ideal
for understanding complex, tech-driven transformation in a dynamic, developing economy.

Literature Review

Research Desigh
Data Collection

Data Analysis

Results & Recommendations

Fig. 1. Methodology of Article (Source: Created by Author)

Results

Online surveys are critical in terms of discovering the effects that Al and Blockchain is having on
India's logistics sector, and providing a quick, scaled method of obtaining qualitative and quantitative
inputs from key stakeholders like logistics companies, tech companies, and government bodies.
They describe trends of use, both advantages and disadvantages, of solutions such as predictive
maintenance, or smart contracts, and give interesting tips in terms of cost efficiency, transparency,
or scalability. Survey responses enable us to see trends, test hypotheses, and call out India specific
bottlenecks like regulatory complexity and infrastructure gaps. In the age of big data, there is no
denying that if they are well-designed, online surveys offer a balanced reflection of a broad range of
industry, are therefore important for evidence-based, technology-driven research.

The following figure 2 shows the responses of factors related to Shopping experience of FMCG
products
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1. Your role in the organization.
402 responses

@ Owner/CEO

@ Logistics Manager
Operations Staff

@ Technology Specialist

@ Blockchain project manager

]
4

Fig. 2. Responses for consumer Shopping experience of FMCG products (Source: Created by
Author)

Below is the wording of the online survey question: “In which current capacity do you work for the
organization? provides insights which are helpful in shaping the academic 3perspective of studying
Artificial Intelligence (AI) and Blockchain in the logistics of India. Responses can constitute a
broad-category of respondents; techies with 37.3% Fuelled by deep tech adoption in Al and
Blockchain enablement, it is key to examine India’s fragmented logistics sector for scalability and
interoperability challenges. Operation members (28.9%) include grassroots oriented to operation
impacts like Al driven routing optimization, or Blockchain enabled parcel tracking etc., to solve pain
point such as the inefficiency of the last-mile delivery. Logistics Manager: Both bring a management
angle to the cost-effective strategy, but I suspect that Blockchain Project Manager (9.7%) is more
into special applications like supply chain transparency (forestry and ports are big in India). Afl;
Owners/ CED (6.5 percent) This is the minority of landowners, however it brings a strategic
dimension to investment and policy requirements. This assignment of roles will ensure in-depth
understanding from the technical, operational and managerial point of view, though due to reduced
inputs from the CEQ, further information from secondary sources is also taken in to account. “Given
the technology and operations slant to the results, these also are in sync with India’s audacious move
toward digitizing the logistics industry and slaying age-old demons like expensive logistics and
regulatory maze making the survey a strong foundation for evidence based research.

The following figure 3 shows the responses of factors related to Product preferences of FMCG
products

157



eka

EKONOMIKAS UN KULTURAS
AUGSTSKOLA

2. Your Experience in logistics Industry.
402 responses

@ Upto 2 years
@ 3-5years

® 6-8 years

@ 8-10 years
@ 10+ years

19.4%

)
0%

Fig. 3. Responses for consumer Product preferences of FMCG products (Source: Created by
Author)

The online sur vey question “Character of your involvement in logistics” addresses this background,
illuminating the domain expertize of the contributors. The population should comprise talent with
medium- to high-level of expertise in the field so that a more realistic evaluation of the Al and
Blockchain could be conducted on the logistics of India: with a sample of 43.3% between 610 years
of experience and 9.5% who have been working more than 10 years. Younger professionals (10%
with <2 years, 19.4% with 3—5 years) also bring fresh ideas and tech knowledge to an organization.
This mix provides a level perspective at the strategic, operational and technical level. With low
proportions of heavily seasoned experts, the broad base of experience provides a reasonable
foundation for evaluating the technology-induced transformation.

The following figure 4 shows the responses of factors related to Influence of Covid-19 of FMCG
products

3. Al-powered route optimization has significantly improved delivery speed in my organization.
402 responses

@ Strongly disagree
@ Disagree

@ Neutral

@ Agree

@ Strongly agree

Fig. 4. Responses for consumer Influence of Covid-19 of FMCG products (Source: Created by
Author)

The survey question, “Al-powered route optimization has improved delivery speed in my
organization,” reveals a generally positive perception of Al in logistics. 57.7% agree, with 43.3%
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agreeing and 14.4% strongly agreeing, indicating that Al contributes to faster delivery, as seen in
companies like Delhivery. However, 30.8% remain neutral, suggesting barriers like infrastructure
and high costs hinder Al adoption for some. The 11.4% disagreement highlights issues like poor data
quality or resistance to technology. The diverse responses underscore Al’s potential to address
logistics challenges while also pointing to obstacles such as regulatory complexity, which warrants
further exploration..

The following figure 5 shows the responses of factors related to future Shopping intentions of FMCG
products

4. Al-driven demand forecasting has reduced inventory stockouts in our supply chain.

402 responses

@ Strongly disagree
@ Disagree
Neutral
@® Agree
@ Strongly agree

Fig. 5. Responses for consumer future Shopping intentions (Source: Created by Author)

Al-powered demand forecasting has considerably reduced out-of-stock events in our supply, is the
survey items reflecting the good perception towards efficiency of Al in inventory management.
When asked if Al has an important role to play with regards to stockouts, 59% agreed — 39.3% of
people agreeing and 19.7% strongly so. This implies that Al tools, such as the one used by Delhivery,
can help India address its high logistics costs and supply chain disintegration. But 28.4% stay neutral,
perhaps because of obstacles to adopting Al, and 12.6% disagree, citing problems such as data
quality and resistance. These results further demonstrate the potential for Al and urge future
investigation into the barriers for broader implementation of Al
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5. Al chatbots have enhanced customer service efficiency in logistics operations.

402 responses

@ Strongly disagree
@ Disagree
Neutral
@ Agree
@ Strongly agree

Fig. 6. Responses for consumer service efficiency (Source: Created by Author)

This question, Al chatbots have made customer service much better in logistics, strongly supports
Al customer service tools. Some 63.6% respondents agreed or strongly agreed that Al chatbots
improve customer service, which is critical in the fast-paced logistics industry of India dominated
by e-commerce. Still, 25.9% are neutral, which can be a reflection of mixed chatbot uptake as well
as integration troubles. Around 10.5% disagree, claiming there are likely high implementation costs
or the possibility for lack in customization. While the results highlight the potential of Al chatbots,
the study also shows there is a need for more research to combat adoption barriers, such as
infrastructure and cultural resistance.

Conclusions

The answers to the question on the position of the respondents in the logistics area are a mix of
technical, operational and management competencies. About a third of the respondents (37.3%) were
tech focused and 28.9 % operational, so the survey provides a broad-based view of how Al and
Blockchain hold the promise to be transformational for India’s Logistics landscape and provides
good pointers for further research.

With a strong proportion having 6-10 years of experience (43.3%) and a healthy mix of more
youthful professionals, the sample is solid. This team of experienced individuals mixed with forward
thinking newcomers contributes to the study’s success in assessing Al and Blockchain initiatives
from a strategy, operations as well as technical perspective.

The fact that over half of the industry has a favourable view of Al-enabled route optimization (57.7%
agreeing) demonstrates the amazing promise of Al in logistics. Nevertheless, the even ‘neutral’ and
‘negative’ reactions to the question demonstrate that while barriers including infrastructure
constraints and high expenses are some of the challenges in the way of wider Al adoption, there is
still more ground to be covered in terms of understanding the reasons for these concerns to enable
unleashing Al’s potential in India.

Al-enabled demand forecasting is viewed favourably too, with 59% of respondents saying that it
decreases stockouts, demonstrating the impact of Al on operational efficacy within the supply chain.
Yet, neutral (‘I am unsure’) and negative responses also foretell adoption challenges such as data
quality and resistance, indicating that addressing these barriers is critical to the future success of Al
in India’s logistics space.
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Al chatbots are perceived as useful to advance customer service in logistics: 63.6% agreed or
strongly agreed. But the 25.9% neutral and 10.5% negative show that there are some, like integration
problems and specific customisation requirements. These results indicate the necessity to explore
adoption barriers and to improve the efficiency of Al chatbots in the field of Indian logistics.
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Abstract

Research relevance: Sustainable agriculture has become increasingly critical in the face of climate
change, resource scarcity, and environmental degradation, particularly in developing nations like Sri
Lanka. The agriculture sector, being a major contributor to both employment and national GDP, must
transition toward more sustainable and resilient practices to ensure long-term food security. In
regions such as Anuradhapura and Polonnaruwa, where farming is central to livelihoods,
understanding the impact of sustainability transformations on agricultural productivity is vital for
informed policy development and effective implementation of climate-resilient farming models.

Research goal: The primary objective of this study was to examine the impact of sustainable farming
practices, climate-smart techniques, and circular economy practices on agricultural productivity
among farmers in Sri Lanka’s Anuradhapura and Polonnaruwa districts during the period 2018-2023.

Research methods: This research employed a quantitative approach. Primary data were collected
via structured questionnaires distributed to 300 farmers. Secondary data sources included
government and agricultural sustainability reports and transformation case studies. Data analysis
involved descriptive statistics, correlation tests, and regression analysis to determine the relationships
between sustainability practices and productivity outcomes.

Main findings: The results indicated positive correlations between sustainable agricultural practices
and productivity. Regression analysis confirmed that circular economy practices had the most
substantial influence on productivity, followed by climate-smart and sustainable farming techniques.
These findings provide both theoretical contributions and practical implications for policymakers
and agricultural development agencies.

Keywords: sustainable agriculture; climate-smart techniques; circular economy, agricultural
productivity,; Sri Lanka

Introduction

Sustainability transformation in agriculture has become a global priority as nations seek to balance
food security with environmental conservation. Agricultural systems must adapt to increasing
pressures from climate change, resource depletion, and economic volatility, which threaten long-
term agricultural productivity. In Sri Lanka, agriculture remains a vital sector, employing a
significant portion of the population and contributing to national food security. However, the sector
faces critical challenges, including soil degradation, inefficient water management, and climate-
related uncertainties (Kurukulasuriya and Mendelsohn, 2007). According to Kurukulasuriya and
Mendelsohn (2007), developing countries are particularly vulnerable to climate variability due to
their dependence on traditional farming methods and lack of adaptive infrastructure. Sri Lanka’s
agricultural sector is increasingly strained by extreme weather events, declining soil fertility, and
unsustainable farming practices.
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The primary aim of this research is to develop guidelines for enhancing agricultural productivity in
Anuradhapura and Polonnaruwa districts through effective sustainability transformation practices.

To achieve this aim, the study will undertake the following tasks:

1. To examine existing research on the subject of transformation on agricultural productivity
in Anuradhapura and Polonnaruwa districts in Sri Lanka.

2. To identifying major factors that effects on the transformation of eco-friendly practices,
resource management policies and interventions, in increasing yield, soil fertility, and
farmer’s resilience.

3. To develop questionnaire and conduct survey to analyze the factors affecting on
implementing the sustainable farming methods among farmers.

4. To conduct surveys with 300 farmers (150 per district).

Literature Review

This study reviews pertinent literature to provide an overview of the existing body of research
relevant to the research question of how agricultural productivity is utilised by sustainable
transformation to find the fit point where productivity does not decrease while sustainability does
not suffer. The review provides that insights based on a broad set of global and regional empirical
studies when considering practices such as CSA, organics, and circular economy models to see how
those influence yields, cost effectiveness and resilience. Global meta-analyses show that sustainable
practices manage to conserve or even enhance productivity, especially under stressful climates.
Locally, findings from South Asia and Sri Lanka are also similar trend albeit adoption is often
hindered by financial & institutional barriers. This review also addresses the relationship between
sustainability policies and local socio — economic contexts. Both top-down policy mechanisms and
bottom-up behavioural change have to guarantee the sustainability transitions. Stakeholder
engagement and situational appropriateness are essential in particular to convert sustainability
frameworks into action. This literature review not only provides a summary of the current state of
knowledge but also highlights clear gaps particularly in the Sri Lankan dry zone—and consequently,
there is a justification for this thesis.

Methodology

Research for this study was a quantitative study which supported by both primary and secondary data
to find out the effect of sustainability transformation on agricultural productivity in the Anuradhapura
and Polonnaruwa of Sri Lanka districts. Primary data were collected by using structured
questionnaire administered to 300 farmers, who were purposefully selected on the basis of their
active involvement in farming during the research duration from 2018 to 2023. The survey delved
into the adoption of sustainable agricultural practices including organic fertilisation of CSA and
circular economy’s techniques. The Secondary data was fetched from government documents,
agricultural department reports and documented case studies on sustainability change in agriculture
sector. The research confined to the agriculture industry and omitted those rural livelihoods non-
agricultural sectors in order to keep the research focus and consistency.

A statistical analysis was conducted using a combination of they descriptive and inferential statistical
methods for data analysis. Demographic and farm-level characteristics of respondents were described
by descriptive statistics. Visual data analysis allowed for inspecting of essential trends and
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fluctuations over sustainability practices and productivity outcomes. To verify the connection
between sustainability transformation and agricultural production, a regression analysis and
correlation test were performed. These statistical tools allowed the measurement of the impact of
independent factors like sustainable inputs, agro practices and access to resources on dependent
factors like yield, revenue, cost efficiency, etc. All statistical computations were done by applying
appropriate software, so that standard econometric formulae were used to guarantee the dependability
and reliability of the findings.

Results
Demographic data are provided to describe the research sample.

Table 1. Gender

Gender Frequency Percent Valid Percent Cumulative Percent
Valid Female 16 53 53 53
Male 284 94.7 94.7 100.0
Total 300 100.0 100.0

The sample is predominantly male, with 284 respondents (94.7%) identifying as male and only 16
(5.3%) identifying as female. This indicates a significant gender imbalance among the participants,
which may reflect the male-dominated nature of the farming community in the surveyed districts.

Table 2. Age
Age Group Frequency Percent Valid Percent Cumulative Percent

Valid 31-40 99 33.0 33.0 33.0

41-50 65 21.7 21.7 54.7

51-60 74 24.7 24.7 79.3

Above 60 5 1.7 1.7 81.0

Under 30 57 19.0 19.0 100.0

Total 300 100.0 100.0

Participants range across various age groups, with the majority aged between 31-40 years (33.0%).
This is followed by those aged 51-60 (24.7%), and 41-50 (21.7%). Younger individuals under 30
make up 19.0%, while only 1.7% are above 60. This suggests that the farming population is mostly
middle-aged, with limited representation from the elderly.

Table 3. District
District Frequency Percent Valid Percent Cumulative Percent
Valid | Anuradhapura 150 50.0 50.0 50.0
Polonnaruwa 150 50.0 50.0 100.0
Total 300 100.0 100.0

The study sample is evenly split between the districts of Anuradhapura and Polonnaruwa, with 150
respondents from each district, accounting for 50.0% respectively. This equal distribution ensures
balanced geographic representation in the analysis.
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Education Level Frequency Percent Valid Percent Cumulative Percent
Valid A/L 86 28.7 28.7 28.7
Bachelor 13 4.3 4.3 33.0
Master 1 3 3 33.3
O/L 200 66.7 66.7 100.0
Total 300 100.0 100.0

Most respondents have completed education up to the Ordinary Level (O/L), comprising 66.7% of
the sample. Advanced Level (A/L) qualifications account for 28.7%, while only a small number hold
Bachelor’s (4.3%) or Master’s degrees (0.3%). This highlights a generally low level of formal
education among the farming population.

Table 5. Farming Experience

Farming Experience Frequency Percent Valid Percent Cumulative Percent
Valid 11-20 71 23.7 23.7 23.7
5-10 161 53.7 53.7 77.3
Less than 5 58 19.3 19.3 96.7
More than 20 10 33 33 100.0
Total 300 100.0 100.0

The majority of respondents (53.7%) have 5-10 years of farming experience, followed by 11-20
years (23.7%). Around 19.3% have less than 5 years of experience, and only 3.3% have been farming
for more than 20 years. These figures suggest that most participants are moderately experienced in
agriculture.

Table 6. Farm Size
Farm Size Frequency Percent Valid Percent Cumulative Percent
Valid <1 Acre 26 8.7 8.7 8.7
>6 Acres 33 11.0 11.0 19.7
1-3 Acres 114 38.0 38.0 57.7
4-6 Acres 127 42.3 42.3 100.0
Total 300 100.0 100.0

Most farmers operate on medium-sized farms, with 42.3% managing 4—6 acres and 38.0% farming
1-3 acres. A smaller portion (11.0%) have large farms exceeding 6 acres, while only 8.7% work on
plots smaller than 1 acre. This indicates that small- to medium-scale farming is the dominant practice
among respondents.

Table 7. Descriptive
Descriptive Statistics N Min Max Mean Std. Deviation
Sustainable Farming Practices 300 3.14 5.00 4.31 0.33
Climate-Smart Techniques 300 2.92 5.00 4.29 0.36
Circular Economy Practices 300 3.14 5.00 4.28 0.35
Agricultural Productivity 300 3.17 5.00 4.31 0.31
Valid N (listwise) 300

Descriptive statistics indicated that all sustainable practices have been scored high by surveyed
farmers. The mean results for Sustainable Farming Practices, Climate Smart Practices and Circular
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Economy Practices were 4.32, 4.30 and 4.28 respectively showing the high adoption rate of these
practices among farmers. Agricultural Productivity also exhibited high mean value of 4.32 with low
SD (0.32) indicating relative constant productivity levels among the sampled farmers of 300.

Table 8. Correlation

Sustainable Climate-Smart Circular Agricultural
Farming Techniques Economy Productivity
Practices Practices
Sustainable Pearson 1
Farming Correlation
Practices Sig. (2-tailed)
N 300
Climate- Pearson .006 1
Smart Correlation
Techniques Sig. (2-tailed) .000
N 300 300
Circular Pearson .097 1237 1
Economy Correlation
Practices Sig. (2-tailed) .000 .000
N 300 300 300
Agricultural Pearson .024 .030 .067 1
Productivity Correlation
Sig. (2-tailed) .000 .000 .000
N 300 300 300 300
*. Correlation is significant at the 0.05 level (2-tailed).

Weak but statistically significant positive correlations between the independent variables and
agricultural production in applied regression analysis were obtained. Most notably, Circular economy
practices had the largest relationship (r = 0.067) with productivity, just before Climate smart
techniques (r = 0.03), and Sustainable agriculture practices (r = 0.024). Despite the fact that the
correlation coefficients were very low, all the associations were statistically significant at the 0.05
level, signifying the usefulness of sustainability measures to improve productivity.

Regression Analysis

Table 9. ANOVA
ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression .159 3 .053 525 .000
Residual 29.923 296 .101
Total 30.082 299
a. Dependent Variable: Agricultural Productivity
b. Predictors: (Constant), Circular Economy Practices, Sustainable Farming Practices, Climate-Smart
Techniques
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Table 10. Coefficient

Cocfficients®
Model Unstandardized Standardized t Sig.
Coecfficients Coecfficients
B Std. Error Beta
1 | (Constant) 3.921 .366 10.720 | .000
Sustainable Farming | .016 .055 017 297 .002
Practices
Climate-Smart Techniques .019 .051 .022 371 .002
Circular Economy Practices | .057 .053 .063 1.073 | .003
a. Dependent Variable: Agricultural Productivity

The model was significant at a p value < 0.05 with a Squared indicating modest predictability. No
case, all the three predictors, Sustainable Farming Practices (B = 0.016), Climate-Smart Practices (B
= 0.019), Circular Economy Practices (B = 0.057) had a positive relationship with productivity.
Among these, Circular Economy Practices had the greatest influence, implying that reducing energy
resources and minimizing waste would be the key to achieving more sustainable outcomes in
agriculture.

Conclusions

The results of this study offers invaluable insights related to relationship between sustainable
agricultural practices and productivity within Sri Lankan agricultural sector, more specifically
Anuradhapura and Polonnaruwa districts. The outcome of the hypothesis testing presented that
Sustainable Farming Practices, Climate-Smart Methods, and Circular Economy Practices all possess
statistically significant ‘positional linkages’ with Agricultural Productivity. Even though the
correlations were quite low, the regression analysis verified that these practices indeed have a
positive effect on productivity, and the practice having the highest predictive strength is Circular
Economy Practices.

From a practical perspective, the study holds utility for the policymakers, for agricultural extension
services and for farmer cooperatives interested in improving food security and environmental
resilience via sustainable practices. The study stresses the necessity of linking circular and climate-
sound steps in agriculture to the increase in yields sustainably. Theoretically, it contributes to the
building of a very limited available literature on sustainable agriculture, by quantitatively estimating
the effect of environmental practices on farm output in a developing country.
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Abstract

Research relevance: Sri Lanka's tourism sector contributes to its national economy. However, its
long-term sustainability faces challenges due to short-sighted development approaches. This research
addresses integrating social entrepreneurial sustainability strategies such as eco-tourism practices,
Community-based tourism initiatives, CSR, and sustainable supply chains into tourism development,
a topic underexplored in the Sri Lankan context.

Research goal: The research goal is to assess the influence of social entrepreneurial sustainability
strategies on the development of sustainable tourism in Sri Lanka.

Research methods: The quantitative research approach was used using a structured questionnaire
to 186 stakeholders from five selected hotels in Sri Lanka. SPSS statistical tool was applied including
ANOVA, regression analysis, correlation analysis, and demographic information analyses.

Main findings: The study found that sustainable supply chain management has the strongest positive
influence on tourism sustainability strategies. Eco-tourism practices and community-based tourism
also showed positive correlations. CSR initiatives had a statistically weaker impact. Results affirm
that social entrepreneurial approaches support economic growth, community empowerment, and
environmental conservation.

Keywords: Social Entrepreneurship,; Sustainability Strategies, Sustainable Tourism Development;
Sri Lankan Tourism Industry; Environmental Conservation

Introduction
Tourism is a crucial sector for Sri Lanka, contributing significantly to the national economy. The

tourism industry accounts for a substantial portion of the country's GDP, with continued growth
observed in recent years (SLTDA, 2024).
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Fig. 1. Tourist Arrivals of Sri Lanka in 2023 and 2024 2024 (Source: SLTDA, 2024)

In 2018, tourism earnings peaked at $4.4 billion, representing 5.6% of the country's GDP (Kataria,
2022). However, the COVID-19 pandemic caused a sharp decline in tourism revenue. To revitalize
the tourism industry, the Sri Lankan government has implemented various initiatives. In the first half
of 2024, tourism revenue reached over $1.5 billion, a 78% increase year-on-year, with tourist arrivals
hitting 1.01 million, up 62% from the same period in 2023. Additionally, a pilot program offering
free 30-day tourist visas to visitors from 35 countries, including China, India, and Russia, was
launched in October 2024 to further boost tourism. The following Table shows the revenue increase
of the Sri Lankan tourism industry after the pandemic.
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Fig. 2. Sri Lanka’s Tourism Revenue from 1966 to 2024 (Source: CEIC, 2025)

However, despite the economic importance of the tourism sector, the integration of social
entrepreneurial sustainability strategies into tourism development in Sri Lanka remains
underexplored. Current research often overlooks long-term social and environmental impacts in
favour of short-term economic gains, neglecting the potential of sustainable tourism practices that
can support both economic development and environmental conservation (Solidaridad, 2024). Social
entrepreneurship, which prioritizes social and environmental outcomes alongside profit, presents an
opportunity for creating sustainable solutions. Yet, the application of social entreprencurial strategies

170



eka

EKONOMIKAS UN KULTORAS
AUGSTSKOLA

in Sri Lanka's tourism sector is limited. By examining these strategies' influence, the research will
provide valuable insights for policymakers, entrepreneurs and stakeholders in the tourism industry,
contributing to the formulation of more effective strategies for sustainable tourism development.

The study aims to assess the influence of implementing social entrepreneurial sustainability strategies
on the development of sustainable tourism in the Sri Lankan context. The hypotheses of the study
are as follows,

Hi: Social entrepreneurial sustainability strategies have a positive influence on the economic growth
of Sri Lanka's tourism sector.

H,: The implementation of eco-tourism and community-based tourism strategies significantly
contributes to environmental conservation within Sri Lanka's tourism development.

Hs: Social entrepreneurial sustainability strategies promote community empowerment and enhance
local community engagement in tourism development in Sri Lanka.

Literature Review

The term social entrepreneurship has grown as a strong concept to bridge economic social and
environmental objectives. According to Dees (1998), social entrepreneurship involves the
identification of a social problem and the application of entrepreneurial principles to find new
solutions. The idea stresses the necessity of maintaining a correct balance between financial viability
and good social change (Dees, 1998). Social entreprencurship is defined by the ability of an
organization to meet the needs of the present without compromising on the ability of future
generations to meet their needs (Brundtland, 1987). This approach is borrowed from the idea of
creating shared value, where businesses make profits while creating shared value in society.

There have been several suggested strategies for bringing social entreprencurial sustainability. Eco-
tourism is one of the most intriguing strategies, focusing on operating tourist affairs to protect the
environment (Honey, 2008). It consists of lodging tourists in the natural environment and using their
visits to help the local communities. Another strategy is community-based tourism (CBT) which
involves the local community's involvement in tourism development to provide their share of the
economic benefits from tourism (Goodwin & Santilli, 2009). Furthermore, the practice of tourism
has included corporate social responsibility (CSR) whereby businesses have had to reinvest in social
and environmental well-being (Lund-Durlacher, 2015).

Sustainable practices are favourable within the global tourism industry due to the recognition that
the grounded environmental and community welfare concerns are rising. The sustainable approach
to tourism refers to the tourism practices that minimize negative environmental impacts, maintain
local culture and encourage community interaction (UNWTO, 2025). The tourism industry in Sri
Lanka has grown in sustainable tourism initiatives. Aligned with this, the strategic plan of the Sri
Lanka Tourism Development Authority (SLTDA) is based on the principles of sustainability which
centre on eco-friendly tourism and community participation as drivers of future tourism development
(SLTDA, 2022). However, research on the application of social entrepreneurial sustainability
strategies in Sri Lankan tourism remains limited, highlighting the need for further exploration in this
field.

Methodology

A quantitative research design was chosen for this study to allow for the collection and analysis of
numerical data. This study adopts a positivist research philosophy. The research population consists
of 360, primarily employed at five selected hotels: Jetwing Vil Uyana, Heritance Kandalama,
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Cinnamon Lodge Habarana, Uga Bay, and Jetwing Yala. The Sample size was selected according to
the Morgon Table. When the population is known, the table is created using the following formula,

s= X2NP1-Pd2 N-1+X2P1-P
Where;
s = Required sample size
X = The table value of chi-square for 1 degree of freedom at the desired confidence level (3.841).
N = The population size

P = The population proportion (assumed to be 0.5 since this would provide the maximum sample
size).

d = The degree of accuracy expressed as a proportion (0.05).
Source: (Krejcie & Morgan, 1970)

Hence, the sample size for the study was 186 participants. The participants were selected based on
their involvement in tourism operations, sustainability initiatives, and their familiarity with the
concepts of social entrepreneurship and sustainability. The survey was limited to English-speaking
participants, ensuring clear communication and accurate data collection. The sample includes a
variety of roles, such as hotel managers, sustainability officers, operations managers, and front-line
staff, providing diverse perspectives on sustainability practices within the industry. SPSS was used
for data analysis, including ANOVA testing, correlation analysis, regression analysis and
demographic information analyses. Independent variables included eco-tourism practices,
community-based tourism, CSR activities, and sustainable supply chain management and the
dependent variable was tourism development.

Results

The results of this study highlight the significant impact of various independent variables on the
dependent variable the implementation of social entrepreneurial sustainability strategies in Sri
Lanka's tourism sector. Sustainable Supply Chain Management was found to have the strongest
positive impact, with a regression coefficient of 0.687 (p < 0.001), indicating that sustainable
practices in sourcing and supply chains are a major driver of social entrepreneurial strategies. This
was further supported by a Pearson correlation of r = 0.747 (p < 0.01), which demonstrates a very
strong relationship between sustainable supply chains and the overall sustainability strategy in
tourism development.

Eco-tourism practices also contributed positively but with a lower impact compared to supply chains.
The regression coefficient for eco-tourism was 0.124 (p = 0.083), suggesting that while eco-tourism
initiatives are beneficial, their direct influence on sustainability strategies is less pronounced. The
correlation with the dependent variable was r = 0.372 (p < 0.01), indicating a moderate positive
relationship.

Community-Based Tourism (CBT) Initiatives showed a weaker influence, with a regression
coefficient of 0.067 (p = 0.203). The Pearson correlation was r = 0.319 (p < 0.01), suggesting a
positive but weak relationship between CBT initiatives and sustainable tourism development.

Corporate Social Responsibility (CSR) in Tourism had a statistically insignificant effect, with a
regression coefficient of -0.021 (p = 0.772) and a Pearson correlation of r = 0.330 (p < 0.01).
Although CSR practices are still integral to the tourism sector, their impact on the broader social
entrepreneurial sustainability strategy was not as strong.
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Overall, the study found that sustainable supply chain management is the most influential factor in
driving social entreprencurial sustainability strategies in Sri Lanka's tourism industry, followed by
eco-tourism and community-based tourism initiatives. The findings highlight the significance of
incorporating sustainability at the level of the supply chain to catalyse a more comprehensive
strategic change within the tourism sector.

Conclusions

The purpose of this study was to ascertain the effect of applying social entrepreneurial sustainability
strategies on promoting sustainable tourism in Sri Lanka. According to the results, the first
hypothesis; that social entreprencurial sustainability strategy performs a positive impact on the
economic growth of Sri Lanka’s tourism sector, was supported. These findings indicate that
sustainable supply chain management has the highest positive effect, eco-tourism practice and CBT
initiatives. These strategies not only help in economic growth but also support environmental and
social conservation practices as well as community empowerment for sustainable tourism
development.

The theoretical and practical value of the research results is great. This study theoretically adds
knowledge of how social entrepreneurial sustainability strategies can foster economic, social, as well
as environmental goals in the tourism sector, which is an area that is still not researched adequately
in the Sri Lankan context. The key findings can be actioned practically on how to protect the viability
of the sector in the long run by implementing sustainable tourism practices that help reduce tourism
pressures on host communities and environments, benefit their livelihoods, and expand tourism's
economic returns. In particular, the paper has a special emphasis on sustainable supply chain
management and eco-tourism to encourage the development of sustainable societies.

The study provides avenues for future research. However, this research only examined large tourism
establishments in Sri Lanka, and future studies could expand the sample to include other stakeholders
as well as smaller hotels, and rural tourism operators to obtain a better picture of where social
entrepreneurial strategies make an impact on the different segments of the tourism industry. Further
research on sustainability strategies in the long run over a longer period might be conducted in the
developing nature of Sri Lanka's tourism industry.

Finally, this study stresses the significance of the integration of social entrepreneurial sustainability
strategies for the enhancement of economic growth, environmental conservation, and community
empowerment in Sri Lankan tourism. The tourism industry thus has the potential to realize
sustainable development in the sense that it offers strategic benefits to the local community, and local
people, as well as a potential boost to the economy.
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Abstract

Research relevance: Electric cars help to reduce CO2 emissions, therefore helping to reduce air
pollution. Nowadays, electric cars are not as popular in Kazakhstan as in Europe. Kazakhstan has a
lot of low-quality vehicles because they are cheap to import and are accepted by law. The
consequences of air pollution include adverse effects on human health, such as respiratory and
cardiovascular diseases, as well as environmental degradation, including damage to ecosystems and
biodiversity. Improvements in personal transportation will help decrease air pollution.

Research goal: To determine possible solutions for the implementation of electric cars in
Kazakhstan by using the example of Europe

Research methods: To achieve the research goal analysis of strategies in the electric car field of
Europe was studied. Then a survey among Kazakh citizens was conducted, to determine which
European practices are more important for them to switch to th EVs.

Main findings: The survey showed that the majority of the survey participants are open minded to
the switch to the EVS, if European practices will be implemented in Kazakhstan. One of the main
reasons they didn’t switch yet is the lack of charging stations in the country. The most important
practices are subsidies and tax reductions.

Keywords: Electric Vehicles, Green Energy, Sustainability, Government Policy.
Introduction
The electric vehicle market has grown significantly over the last fifteen years. For example, while in

Norway, in 2010, less than 1 percent of new cars were electric, in 2023, their share increased to 93
per cent, and in the European Union, the growth was from 1 percent to 22 percent.
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Fig. 1. Global electric vehicle market size between 2016 and 2024 in million units (Statista, 2024)

However, even though the electric vehicle market is rapidly developing worldwide, in Kazakhstan,
the electric vehicle sector lags behind the European market by 15 years. According to the Bureau of
National Statistics of the Republic of Kazakhstan, only 0.1% of new cars were electric in 2023. This
is partly due to the fact that Kazakhstan is an oil-producing country with more than 200 oil fields and
three refineries, which in turn means low gasoline prices relative to Europe, averaging €0.50 and
€1.49 for gasoline 95, respectively. Affordable gas and a lack of infrastructure for electric vehicles
negatively affect EV development in Kazakhstan.

The development of electric vehicles (EVs) plays a vital role in the transition to sustainable mobility
and the achievement of environmental goals, both globally and in Kazakhstan. The transport sector
is one of the largest sources of greenhouse gas emissions, accounting for 25% of total emissions in
the EU and a significant share in Kazakhstan. Today, air quality in Kazakhstan's cities significantly
exceeds World Health Organisation (WHO) and European Union standards.

The aim of the paper is to identify the challenges and opportunities for the use of electric cars in
Kazakhstan. The following hypothesis was formulated: European practices could help with EV
adaptation in Kazakhstan. The reasoning behind such a hypothesis is that electric vehicles are gaining
popularity all over the world, and according to the sources, there is an interest in it in Central Asia
too, but not much has been done in the region. On the other hand, Europe has achieved significant
results in the sphere of electric vehicles (EESC, 2022). Initial results suggest that while awareness
of EV benefits is low, citizens show interest in EV adoption if government support and infrastructure
improvements are implemented.

To test this, the study uses mixed methods: data collection involved a case study of Norway to
identify what helped Norway to achieve the result of 98% of all new cars to be electric in 2024 and
a survey of 216 Kazakhstan citizens, to identify which European practices are more important to the
netizens. Data processing was performed by frequency analysis, factor analysis, frequency analysis
and graphical analysis, to showcase the results.

The challenges and opportunities for the usage of electric cars in Kazakhstan were identified.
Recommendations for the EV sector development in Kazakhstan were suggested by the research
author as a response to the research findings.
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Literature Review

Transport is not only a major consumer of global oil production but also a major source of greenhouse
gas emissions, particularly from carbon dioxide (CO2). Earlier in this paper, we identified that one
of the global problems is air pollution and poor air quality in many megacities. Switching from
conventional cars to electric vehicles can have a positive impact not only on improving air quality,
which will be described in more detail in the next sub-paragraph, where the results that European
countries, in particular Norway, have achieved after switching to EVs will be shown but also this
switch will reduce the consumption of non-renewable fossil fuel resources such as oil (Bieker, 2021).

2024 Kazakhstan air quality
2024 country air quality average

AQl PM2.5

iality index les (< 2.5 pm PM2.5 concentration is currently 3 times the World Health

Organization annual PM2.5 guideline value.
62 AQI* US 1514 pg/m’

Fig. 2. 2024 average air quality in Kazakhstan (Source: IQAir, 2024)

According to AQI on January 14, 2025, Almaty was the most air-polluted megacity in the World
with an 256 air pollution index, which is considered by experts as very dangerous for health (“On
January 14, Almaty topped the ranking of the most polluted cities in the world” 2025). PM2.5
particles in Kazakhstan are three times more than is recommended by WHO.

According to the European Commission, electric motors have an efficiency rating of 90 per cent,
while others have an efficiency rating of less than 40 per cent. This indicates that electric motors
consume less energy when travelling an identical distance. Also in the same article, other advantages
of electric motors were listed. Firstly, the electricity acting to power EVs is often extracted through
renewable energy sources such as water, air and the sun, positively addressing the depletion of non-
renewable energy sources such as oil and gas. Second, according to the Commission's 2020 study,
on average, electric cars have an average climate impact 49 per cent lower than conventional cars
when considering the entire cycle of a car, from production and use to disposal. Thirdly, the electric
car industry is constantly rapidly evolving and batteries are improving, becoming more
environmentally friendly and recyclable with each innovation. They have started to last longer and
are already capable of withstanding several thousand charge cycles each (EESC, 2022). Electric cars
are also helping to reduce oil consumption, with the European Commission predicting that as part of
its Fit for 55 programme, a switch to electric cars could reduce dependence on oil, thus contributing
to energy security (EESC, 2022).

Noise and air pollution from nitrogen dioxide and PM2.5 also diminish with EV use. Unlike
conventional cars, electric vehicles emit no tailpipe pollutants, thereby improving air quality and
reducing the incidence of diseases such as asthma. WHO attributes 4.2 million deaths annually to air
pollution. Although EVs may generate more microparticles from their tires due to weight, they are
50% quieter than fuel-powered vehicles and significantly reduce noise stress in urban environments
(Lefort, 2022; Ritchie, 2023). Lastly, EVs generate less hazardous waste compared to petrol vehicles,
which use antifreeze, filters, heavy metals, and non-recyclable engine components. With increasing
EU regulation, battery recycling is improving. As part of the Fit for 55 initiative, a 70% lithium
battery recycling target has been set by 2030 to tackle resource depletion and waste pollution
(UNECE, 2023).
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Research Methodology

A Norwegian case study was used to compare with Kazakhstan and to gain information on what
outcomes could be achieved and what practices were most effective. These practices were compared
to the survey results to get the most realistic scenario that would meet the expectations of the people.

Data processing included frequency, graphical, correlation, comparative, factor and content analysis.
These methods allowed analysing the results of the collected data, identifying trends, comparing
results and defining the main challenges and opportunities, as well as the main practices that would
help the implementation of electric vehicles in Kazakhstan based on the example of Europe.

An internet survey was conducted to collect data from the population of Kazakhstan. The survey
covered the whole territory of Kazakhstan, and 216 participants took part.

Automobile Awareness and Infrastructure Government

Demographics . . perception of and market support and
diversity e .

EVs opportunities nercention of

Fig. 3. Survey design (Source: developed by the Author)

Results

In order to understand which European practices can help Kazakhstan, it was necessary to select one
European country with the most common characteristics with Kazakhstan. Below is a table with the
results of a comparative analysis between Kazakhstan, Norway, Germany and Sweden to determine
which country Kazakhstan has more in common with. These countries were chosen because of their
similar climate and the fact that these countries are the European leaders in electric vehicles.
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Table 1. Comparison Analysis of Kazakhstan, Norway, Germany and Sweden (Source: author’s
compilation of statistical (Statista, 2024; Eurostat, 2024; Tolls.eu 2025; ACEA, 2024; IEA 2024;
CIA.gov, 2024))

Category Kazakhstan Norway Germany Sweden
Percentage of EVs in ~1.5% 88.9% 25% 33%
new car sales (2024) (Statista, 2024). (Statista, 2024). (Statista, 2024). (Statista, 2024).
. High (export) Average (export) | Average (Import) Low (Import)
Oil dependence (2024) | g\ it 2024). | (Eurostat, 2024). | (Eurostat, 2024). | (Eurostat, 2024).
. €0.45 €1.73 €1.74 €1.41
Fuel price 95 (2023) | 15 en, 2025) | (Tolls.eu, 2025) | (Tolls.eu, 2025) | (Tolls.eu, 2025)
Charging point per km? 1 per 7763 km? 1 per 19 km? 1 per 3.6 km? 1 per 14 km?
(2024) (Statista, 2025) (Statista, 2025) (ACEA, 2024) (ACEA, 2024)
Main energy source Coal, gas, oil Hydropower Oil, gas, biofuel Biofuel, nuclear
(2025) (IEA, 2025) (IEA, 2025) (IEA, 2025) (IEA, 2025)
. $34,700 $90,500 $63,600 $63,100
GDP per capita (2023) | 14 ooy, 2024) | (CIA.gov,2024) | (CIA.gov,2024) | (CIA.gov, 2024)
Colder winters Temperate in the
Continental, cold and colder Temperate and south, subarctic
winters and hot . marine; cool, wet in the north.
. summers; rainy . .
summers, arid winters and Cloudy winters
. N year-round on the
Geography/ climate and semiarid. / summers. / and cool
West Coast. /
Steppes and . Valleys and summers. /
. Mountains and .
mountains fjords (CIA.gov mountains Forests, lakes,
(CIA.gov, 2024) | 2024) B> | (CIA.gov, 2024) valleys
(CIA.gov, 2024)
Average distance 400-800 km 100-300 km 50-150 km 100-300 km
between cities (CIA.gov, 2024) | (CIA.gov, 2024) | (CIA.gov,2024) | (CIA.gov, 2024)
7 ppl/km? 15 ppl/km? 232 ppl/km? 25 ppl/km?

Population density

(CIA.gov, 2024)

(CIA.gov, 2024)

(CIA.gov, 2024)

(CIA.gov, 2024)

Based on the data above, it can be concluded that Kazakhstan has the greatest number of similarities
with Norway, so it is Norway that will serve as an example for Kazakhstan in this study. Surprisingly,
despite these similarities, while the number of electric vehicles out of the total number of vehicles in
Norway is a record 89%, in Kazakhstan, their number barely reaches 1.5%.

Case study results

Norway's transition to electric transportation has been one of the most successful in the world,
delivering significant reductions in greenhouse gas emissions, improved air quality and growth in
the sustainable mobility sector. This is particularly important for Kazakhstan, where there is a high
dependence on fossil fuels, limited infrastructure development for electric vehicles and the need to
diversify the economy. The Norwegian case study identifies key success factors and barriers that
may be relevant for Kazakhstan. Thus, this chapter aims to take a comprehensive look at the
Norwegian experience, adapt it to local conditions and identify the main factors for the development
of the electric mobility sector in Kazakhstan.

Norway has been actively promoting electric vehicles since the early 2000s, using a powerful arsenal
of government incentives. These include value-added tax (VAT) exemptions for the purchase of
electric vehicles, free parking, access to dedicated lanes, road toll exemptions, and public investment
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in charging station infrastructure. By 2023, more than 80% of all new cars in the country were
electric. This success is due to both the economic level of the country and the high level of public
confidence in sustainable technologies. It is important to note, however, that a coherent strategy
supported by both state and local governments has become a key element of the policy. The charging
infrastructure has developed in parallel with the growth of electric vehicles. By 2024, there were
more than 25,000 charging stations across the country, including thousands of fast charging stations.
This removed one of the main barriers for users - the fear of being stuck without the ability to charge.
The charging network was developed both through public investment and private companies
incentivised by tax breaks.

Table 2. Data and Sources for Secondary Data Analysis (Source: author’s compilation of data by
the Norwegian Ministry of transport (Norwegian Ministry of transport, 2023; Norsk Elbilforening,
2023; Statistisk sentralbyra, 2023))

Results
Reduction in the cost of electric

Measures Description

Tax incentives and subsidies | VAT exemption (25 percent) on the

purchase of electric vehicles,
vehicle tax incentives, reduced
registration fees and property taxes.

vehicles for consumers has
contributed to an increase in their
sales. This has made electric
vehicles affordable to a wider
segment of the population.

Parking and road incentives

Electric vehicles are exempt from
parking charges in some cities and
can also use dedicated lanes for
public transport.

Increasing the convenience and
attractiveness of using electric
vehicles. Electric transport has
become preferred in major cities.

Development of charging
infrastructure

Large-scale public funding for the
construction of charging stations
(including fast charging stations)
and support for private investment.

More than 20,000 public charging
stations across the country,
including remote regions, eliminate
the "range barrier".

Public procurement

Gradual conversion of the fleet of
state and municipal institutions to
electric vehicles.

Example for the private sector:
increasing confidence in electric
vehicles, development of the market
for second-hand electric vehicles.

Information campaigns

Education programmes,
government initiatives to raise
awareness, and consumer
consultations.

Increase knowledge of the benefits
of electric vehicles, reduce
scepticism, and create positive
public opinion.

Green energy

Investments in hydropower, 98% of
electricity is generated from
renewable energy sources, making
electric vehicles truly 'clean’

Reducing pollution, especially in
urban areas, strengthens Norway's
image as an environmentally
responsible country.

Long-term goals and
strategy

Specific targets: sales of only
electric vehicles by 2025 (ahead of
schedule).

The survey was conducted with a focus on socio-economic problems, opportunities for electric
vehicle development, level of public awareness, government support and perception of international
experience. In total, 216 participants took part in the survey. The survey aimed to identify the needs
of society, prospects for the development of environmentally friendly transport and the potential for
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the introduction of electric vehicles in Kazakhstan. The study emphasised the importance of
government support, public awareness and a systematic approach to infrastructure development.

Survey included men and women aged 18 years and above from all over Kazakhstan. We didn't
categorize neither cities from rural regions, nor income of the participants since we decided that it
doesn't play a key role in the research like this. Even though all 14 regions participated in the survey,
three largest cities and their regions had the most responses: Almaty, the biggest city in the country,
former capital; Astana, the capital; Shymkent, second biggest city. According to the EV charging
station map, those three cities also have the most e-charging stations in Kazakhstan.
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Fig. 4: Community’s belief by age that switch to EVs is vital for air pollution reduction (Source:
developed by author based on survey results)
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Fig. 5. Community’s readiness to switch to EVs in the next five years (Source: developed by author
based on survey results)

66.6% are positive about switching to an electric car in the next five years, if given the opportunity
and good conditions.

Factor analysis was used to identify key groups of motivations perceived by respondents as
significant when considering the purchase of an electric car. The purpose of this method was to
reduce the number of variables and to identify hidden latent factors that unite interrelated stimuli.
This approach allows for a better understanding of the structure of consumer preferences and
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summarises the results in the form of compact and interpretable components. Data from Google
Forms were used for factor analysis - respondents rated the importance of different motivations on a
scale from 1 to 5. In total, the following variables were included in the analysis: European practices,
Subsidies, Tax reduction, Public transportation lane, Infrastructure of charging stations, and Official
distributor.

In the table of loadings, variables with coefficients greater than 0.4 (modulo) were identified as
significant within a factor. The loadings allowed the meaning of each factor to be interpreted:

1. Factor 1 - institutional motivation, focus on government and systemic measures (European
practices, subsidies, tax reduction).

2. Factor 2 - practical applicability, orientation towards accessibility, benefit and local
conditions (public transport lane, official distributor, charging stations infrastructure).

A scatter plot showing the values of the two factors identified in the factor analysis. Blue dots indicate
Factor 1 values and red dots indicate Factor 2 values, for each respondent, for a total of 216. Trend
lines have also been added to show the general direction of change.
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Fig. 6. A scatter plot of the values of the two factors for each respondent (Source: developed by
author based on survey results)

Interpretation of Factor 1: As can be seen from the graph, most respondents have positive values for
Factor 1 between 2.5 and 4.5, indicating a moderately positive attitude toward the group of variables
that make up this factor. According to the loadings, Factor 1 includes such variables as European
practices, subsidies, and tax reduction. High values of Factor 1 can be interpreted as respondents'
desire for state support, sustainable development and infrastructural changes. On the contrary, low
values indicate scepticism or low interest in such initiatives.

Interpretation of Factor 2: Red dots represent Factor 2, a component that includes variables such as
public transportation lanes, official distributors, and charging stations infrastructure. Here, the
variability of values is higher and the spread is wider. This suggests that Factor 2 is less unambiguous,
reflecting more subjective or situational perceptions - for example, the availability of electric cars in
a particular region, the presence of trust in suppliers.
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Conclusions

The survey results showed that interviewees agreed that electric cars play an important role in solving
air pollution problems and have an advantage over conventional cars. Also, more than half said they
were thinking about switching to electric cars within the next five years.

The survey also showed that 90% would switch to an electric car if European incentives were
implemented in Kazakhstan. And also identified what exactly are the most important factors in the
eyes of the population for them to switch to electric cars. In the first place are subsidies from the state
for the purchase of electric cars. Then, the developed infrastructure of charging stations. The third
place is occupied by low taxes on the purchase of electric cars. In the penultimate place was the
answer about opening an official distributor in the country. Last place was the possibility to drive in
the public transportation lane.

Two latent factors were identified in the factor analysis, the first reflects the general attitude towards
electric cars and their promotion, and the second factor reflects the attitude of interviewees to the
convenience of switching to electric cars. The strongest latent factor determining the attitude towards
electric cars is the perception of state support (subsidies, benefits, infrastructure). Thus, the main
incentive for the population to switch to electric cars should be the state.
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