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ANOTACIJA

Apstaklos, kad notiek pareja uz zinaSanu ekonomiku, kura svariga loma ir cilvékkapitalam,
kultdiras nozare iegiist arvien lielaku nozimi. Sodien kultiiras nozares attistiba liela méra ir atkariga
no pardomatas, zinasanas balstitas un zinatniski pamatotas pieejas tirgvedibas procesa
vide, kura darbojas kulturas iestades.

ST pétijuma mérkis ir noteikt un zinatniski pamatot argjo makrovides faktoru ietekmi uz
marketinga kompleksu kultiiras nozares organizacijas un izstradat universalu modeli §1s ietekmes
novertésanai gan atseviskas iestade€s, gan kultiiras jomas un kultiiras nozaré kopuma. Darbs sastav
no ievada, 3 nodalam un nobeiguma.

Darba pirma nodala ir veltita kultiiras nozares marketinga ka lietiSkas ekonomikas dalas
teorétisko pamatu analizei. Taja tiek pétita skatuves makslas joma darbojoSos valsts kulttiras
iestazu marketinga kompleksa specifika, nemot véra pétamas darbibas jomas nekomercialajam
raksturam piemitosas ipatnibas, un pieejas argjas vides analizei, ka ar piedavata jauna, autores
izstradata pieeja argjas vides novert§jumam — paplaSinats PESTDG analizes modelis.

Otraja nodala autore analizé€ kultliras nozares lomu Latvijas Republikas ekonomikas
attistiba, peta Latvijas kultiras iestazu marketinga kompleksu un katra ta elementa saturu. Tiek
atspogulota merktirgus analize un identificéti galvenie kultiiras produktu paterina skersli.

Darba tresaja nodala ir noverteta ar¢jas vides faktoru ietekme uz skatuves makslas joma
darbojosos Latvijas valsts kultiiras iestazu marketinga kompleksu, ka ar1 noskaidrots, cik liela méra
tie ietekmé katru marketinga kompleksa elementu. Tiek piedavats universals, autores izstradats
modelis argjas vides faktoru ietekmes uz marketingu novertésanai kultiiras nozaré€.

Darba nobeiguma ir atspoguloti pétijuma gaita izdaritie galvenie secinajumi un autores
1zstradatie ieteikumi.

Atslegvardi: marketings, kultiiras ekonomika, marketinga komplekss, kulttiras produkts.



ABSTRACT

The cultural sector is becoming increasingly important under the condition of transition to
the knowledge economy, where human capital plays a substantial role. The development of the
cultural sector today largely depends on the application of a competent, scientifically sound
approach to the organisation of the marketing process, the success of which depends on a thorough
analysis of the environment in which cultural institutions operate.

The aim of this study is to determine and scientifically substantiate the impact of external

factors of macro-environment on the development of marketing mix in cultural organisations and
the development of a universal model for the study of this impact for individual institutions,
industries and the cultural sphere as a whole. The work consists of Introduction, 3 Chapters and
Conclusion.
The first Chapter of the thesis is devoted to the analysis of the theoretical foundations of marketing
in the field of culture as part of the applied economics. The peculiarities of the marketing mix of
institutions of performing art is investigated. The features, inherent for a non-commercial nature
of this sector, are taken into account. The approaches to the analysis of the external environment
are studied. The author proposes a new approach to assessment of the external environment impact
—augmented model PESTDG.

In the second Chapter, the author analyses the role of culture in the economic development
of the Republic of Latvia, explores the marketing mix in Latvian cultural institutions and the
content of each of its elements. The analysis of the target market is presented, and the main barriers
to consumption of cultural products are determined.

The third Chapter is devoted to assessing the impact of external environment factors on the
marketing mix of state performing arts institutions of Latvia, estimation of the degree of their
impact on each of the elements of the marketing mix. The versatile model, generated by the author,
IS presented; it considers the influence of external factors of the marketing environment on a
marketing mix in the cultural sector.

The final part of the thesis reflects the main conclusions and recommendations obtained by
the author in the course of the study.

Keywords: marketing, economy of culture, marketing mix, cultural product.
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IEVADS

Promocijas darba aktualitate

Masdienu izpratne par kultiiras nozari prasa butiski parskatit tas vietu socialaja strukttra un
atzit arkartigi lielo sabiedrisko nozimi, kas piemit tas funkcijam. Kulttra tiek apliikota ka nozare,
kurai nepiecieSsams aktivs atbalsts un attistibas veicinaSana. Dokumenta ,Latvijas ilgtsp&jiga
attistiba 1idz 2030. gadam™? ir uzsvérta kultiiras Tpa3a loma valsts uzdevumu risinasana, veicinot
sabiedribas salied@tibu un tas rado$a potenciala izaugsmi, ka ar1 pozitiva ietekme uz saskarigajam
tautsaimniecibas nozarém.

Latvijas Republika funkcijas, kas saistitas ar augstas kvalitates kulttiras produktu pieejamibas
nodroS§inasanu plasam patérétaju lokam, pilda, pirmkart, valsts kultiiras iestades. Tacu, saasinoties
konkurencei, ko rada komerciali kultiras pakalpojumu sniedzgji, kas piedava masu kultiras
produktus un izmanto to virziSanai tirgii dazadus marketinga elementus, un rodoties jauniem briva
laika pavadiSanas veidiem, tradicionalajam, nekomercialajam kultiiras organizacijam ir jarisina
sarezgiti uzdevumi, kas saistiti ar sava patérétaju loka saglabasanu un kurus nav iesp&jams paveikt,
ja netiek pilnveidota So organizaciju tirgvedibas darbiba.

Marketings kulttiras nozar€, kas Iidz §im ir visai reti kalpojis ka ekonomisko pé&tijumu
objekts, pedgjos gados arvien biezak piesaista uzmanibu, tiek apspriests un pétits. Tirgvedibas
darbibas pilnveide kultiiras nozar€ prasa ieviest un izmantot miisdienigas metodes un panémienus,
kas lauj adekvati apmierinat individu, dazadu socialo grupu un visas sabiedribas vajadzibas péc
kultiiras produktiem un pakalpojumiem.

Pardomata un zinatniski pamatota pieeja marketinga kompleksa izstradei kltist par vienu no
svarigakajiem priekSnoteikumiem, lai varétu efektivi attistities organizacijas, kas piedava
produktus cilvéka garigo, it Tpasi estetisko vajadzibu apmierinaSanai. Lai Tstenotu $adu pieeju, ir
nepiecieSama riipiga un vispusiga politisko, tiesisko, ekonomisko, sociokulturalo un citu kultiiras
iestazu darbibas makrovidei raksturigo faktoru analize. Tadel arkartigi svarigs un obligats
priekSnoteikums marketinga kompleksa efektivai attistibai ir kultiiras iestazu darbibas ar€jas vides
1zpéete.

Pétijuma temata izvérsuma pakape

Marketinga kompleksa izmantoSana kulttiras nozar€ un arg€jo makrovides faktoru ietekme uz
to ir I1dz $im mazizpétita t€ma. Starp Latvijas autoru darbiem, kuros ir tiesa veida apliikoti Latvijas
kultoiras nozares marketinga aspekti, var minét pétijumus, ko veikusi tadi autori ka K. Freiberga,
L. Kestere, L. Grinberga, 1. Zemite, I. Asare, B. Tjarve, A. Hermane un E. Kalnina. Japiemin ari
marketinga pétfjumi, kas veltiti kulttiras produktu pat€rinam un Latvijas iedzivotaju dalibai
kultiiras notikumos (,,Kulttiras patérins” 2006, 2007, 2008, 2009, 2010, 2007-2014, 2016). Ir pétiti
arl kultiiras produktu patérina aspekti atsevisku pilsétu un regionu Iimeni (Riga®, Liepaja®,

! Sustainable Development Strategy of Latvia until 2030. Pieejams: http://www.pkc.gov.lv/sites/default/files/images-
legacy/LV2030/LIAS_2030_en.pdf [skatits: 02.04.2018]
2 Kultiiras pieejamibas un Iidzdalibas iesp&jas Rigas apkaimés. Latvijas Kultiiras akadémijas. Zinatniskas p&tniecibas
centrs, Riga, 2014. Pieejams: https://culturelablv.files.wordpress.com/2009/04/apkaimes_final web.pdf [skatits:
02.04.2018]
3 Kultiiras patérina un pieprasijuma tendences Liepajas pilséta. SIA ,,Analitisko p&tijumu un stratégiju laboratorija”
Riga, 2008. Pieejams: https://culturelablv.files.wordpress.com/2009/04/kulturaspaterinsliepaja2008.pdf [skatits:
02.04.2018]
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Vidzem&®*), ka ari atseviskas kultiiras un makslas jomas, tostarp skatuves maksla®® un biblioteku
darbiba’. Kultiiras un tiesi skatuves makslas jomas marketinga izpétei ir padzilinati pievérsusies
arvalstu pétnieki, starp kuriem jamin B. Geinere un P.Pedanija®, S.Boti °, K.A.Lai un
Dz.P.H. Pina'®, ka ari J. Sekova.l!

Lielu ieguldijumu nekomerciala sektora marketinga izp&tes ka 1paSa p€tnieciska virziena
attistiba ir devusi Latvijas zinatnieki V. Praude, B. Rivza, Z. Caurkubule, T. Golubkova un
J. Salkovska. P&dgjos gados ir nacis klaja liels skaits publikaciju un zinatnisko darbu, kas veltiti
nekomercialajam marketingam izglitibas joma, tostarp K. Kalininas? un M. Rapoporta®?
promocijas darbi, un kuros liela uzmaniba ir pievérsta marketinga kompleksa problematikai un ta
galveno elementu analizei.

Pievérsoties kultiiras nozares ekonomiskajiem aspektiem, tiek pétita tas loma Latvijas
tautsaimniecibas attstiba kopuma. Saja konteksta vispirms jamin darbi, ko izstradajusi R. Karnite,
M. Klava un M. Traubergs®*, R. Karnite un K. Karnitis'®, R.. Kilis u.c.16%/

Hipotezes:

1) argjas vides faktoru ietekmes uz marketinga kompleksu posmsecigas izpetes modela
izstrade veicina marketinga kompleksa objektivaku noveértgjumu;

4 Kultiiras paterin$ Vidzemé: kultiiras pieejamiba un iedzivotaju lidzdaliba kulttiras norisés. Biedriba “Haritas”
sadarbiba ar Latvijas Kulttras akadémiju, Valmiera 2014. Pieejams:
https://culturelablv.files.wordpress.com/2009/04/vidzemepetijums_26-11.pdf [skatits: 02.04.2018]
® Teatra apmekl&juma noteico$ie faktori un mérkauditorijas identifice$ana. Baltic Institute of Social Sciences, Riga,
2008 Sciences. Pieejams: http://www.km.gov.lv/lv/nozares_info/teatris.html [skatits: 02.04.2018]
® Latvijas Nacionala Simfoniska orkestra auditorijas p&tijums. Latvijas Kultiiras akadémijas Zinatniskas p&tniecibas
centrs Riga, 2015. Pieejams: https://academia.Indb.lv/ftp/66/Inso.auditorijas.petijums.pdf [skatits: 02.04.2018]
" Latvijas publisko biblioteku ekonomiska vértiba un ietekme: Novértgjuma zinojums. Tresais téva dels. 2012.
Pieejams:
http://www.Kis.gov.lv/download/Latvijas%20publisko%20bibliot%C4%93ku%20ekonomiska%20vertiba%20un%20
ietekme.pdf [skatits: 02.04.2018]
8 Gainer B., Padany P. Applying the marketing concept to cultural organisations: an empirical study of the
relationship between market orientation and performance. // International Journal of Nonprofit and VVoluntary Sector
Marketing Volume 7, Ne 2. 2002. P. 182-193
% Botti S. What role for marketing in the arts? An analysis of arts consumption and artistic value. // International
Journal of Arts Management. Vol. 2, No. 3. 2000. P. 14-27
10 Lai C. A., Poon J. P. H. Location, Marketing, and the Financial Flexibility of Nonprofit Performing Arts
Organizations in Second Tier Cities. Journal of Nonprofit & Public Sector Marketing. Vol. 21, Issue 2. 2009. P.160-
183
1 Tlekopa E.JI. OnpeeneHue MapkeTuHra B cepe KyibTypbl. MapketuHr B Poccuu u 3a pybexom. Ne2. 2010. C.
107-114
12 Kalinina K. “Marketing Approaches and Solutions for Improving Integration Opportunities of Foreign Students”
The Doctoral Thesis. Baltic International Academy 2017.
13 Rapoports M. Marketinga komunikacijas kompleksa izmanto$anas neformalas izglitibas joma (autoskolas
pakalpojumi) analize. Promocijas darbs. Baltijas Starptautiska akadémija, 2017
14 Karnite R., Klava M., Traubergs M. Kultiiras sektora tautsaimnieciskais nozimigums. Riga: BO SIA Zinatnu
akadémijas Ekonomikas institiits, 1999
15 Karnite R., Karnitis K. Kultiiras nozares ieguldijuma tautsaimnieciba aprékinasana (statistisko raditaju
pilnveidosana). Riga: BO SIA Zinatnu akadémijas Ekonomikas institiits, 2003
16 Kilis R., Evere E., Kazaks M., Kalnin$ E., Kale M., Selecka A. Kultiiras sektora ekonomiska nozime un ietekme
Latvija. Kvantitativs pétijums. Riga: Analitisko p&tTjumu un stratégiju laboratorija, 2007. Pieejams:
http://oldweb.km.Iv/lv/doc/starpnozares/radosa/Kulturas_ekonomiskas_ietekmes_izvertejums_Lavija_2007.doc
[skatits: 02.04.2018]
17 Kilis R., Evere E., Kazaks M., Kalnins E., Kale M., Selecka A. Kultiiras sektora ekonomiska nozime un ietekme
Latvija. Kvantitativs pétijums. Riga: Analitisko p&tjjumu un strat€giju laboratorija, 2007. Pieejams:
http://oldweb.km.Iv/lv/doc/starpnozares/radosa/Kulturas_ekonomiskas_ietekmes_izvertejums_Lavija_2007.doc
[skatits: 02.04.2018]
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2) marketinga kompleksa elementi var palidz&t parvarét argjo faktoru raditos kulttras
produktu patérina Skérslus.

Pétijuma objekts ir marketinga komplekss kultiiras nozaré, ka pieméru apliikojot Latvijas
galvenas valsts kulttiras iestades, kas darbojas skatuves makslas joma.

Pétijuma priekSmets ir argjo faktoru ietekme uz marketinga kompleksa elementu attistibu
kultiiras nozar@.

Promocijas darba mérkis ir noteikt un zinatniski pamatot aréjo makrovides faktoru ietekmi
uz marketinga kompleksa attistibu kultliras nozares organizacijas un izstradat universalu izpétes
modeli, kas lauj novertét So ietekmi uz atseviskam iestadém, jomam un kulttiras nozari kopuma.

Péetijuma uzdevumi:

- identificét marketinga specifiskas iezimes kultiiras nozar€, izanalizet ta teorijas attistibas
genézi arvalstu un vietgja ekonomikas zinatné un noformul&t §T marketinga virziena definiciju;

- pamatot marketinga kompleksa modela ,,4P” izveli kulttiras nozares iestadém un raksturot
§T modela elementus (produktu, cenu, vietu un virzisanu tirgi);

- izstradat kulttiras produkta ka marketinga kompleksa elementa klasifikaciju;

- noskaidrot skatuves makslas joma darbojosos Latvijas valsts kultiras iestazu marketinga
kompleksa elementu saturu un raksturojumu;

- veikt skatuves makslas joma darbojoSos Latvijas valsts kultiiras iestazu mérkauditorijas
analizi un identificét SkérSlus, kas kave kultiiras produktu patérinu;

- izanalizét makrovides PESTDG (politisko, ekonomisko, sociokulturalo, tehnologisko,
demografisko un geografisko) faktoru ietekmi uz skatuves makslas joma darbojosos Latvijas valsts
kulttras iestazu marketinga kompleksa elementiem,;

- izstradat argjas vides faktoru ietekmes uz marketinga kompleksu kultiras nozare
novertéjuma modeli;

- uz iegiito pétijuma rezultatu bazes sniegt praktiskus ieteikumus skatuves makslas joma
darbojosos Latvijas valsts kultiiras iestazu marketinga kompleksa pilnveidei.

Pétijuma metodes

Saja darba ir izmantotas gan visparzinatniskas, gan specialas pétijuma metodes. Zinatnisko
avotu sistematizacijai un pétijuma gaita iegiito datu apstradei izmantotas visparzinatniskas metodes
ir analize un sintéze, ka arT formali logiskas klasifikacijas metode.

Veicot SVID analizi un PESTDG analizi, tika izmantota kvalitativa pétijjuma metode —
ekspertu aptauja.

Kvantitativo datu ieguves noliika tika izmantota aptaujas metode, anket&jot skatuves makslas
joma darbojoSos valsts kultiiras iestazu apmekletajus. Aptaujas gaita iegito datu statistiska
apstrade tika veikta, izmantojot krusttabulas metodi un izveidojot binaras logistiskas regresijas
modeli.

Statistiskas pétijjuma metodes — korelacijas analize un regresijas analize — tika izmantotas
petamo procesu kopsakaribu kvantitativajam novertéjumam.

Strukturali logisko shému izveidei tika izmantota modelé$anas metode.

Petijuma ierobeZojumi

Autore péta metodologiskas pieejas marketinga kompleksa attistibai kultiras nozarg,
fokus€jot uzmanibu uz skatuves makslas jomu. P&tijuma praktiska dala balstas uz skatuves makslas
joma darbojoSos Latvijas valsts kultiiras iestazu marketinga kompleksa analizes. P&tijums ietver
galveno statistikas datu analizi par laikposmu no 2006. Iidz 2016. gadam. AtseviSkos gadijumos
augseja un apaksgja robeza var biit izmainita atbilstigi pétijuma logikai, ka arT datu pieejamibai.
Arg&jo makrovides faktoru ietekmi ierobezo regionalie ietvari.

Pétijuma periods: pétijums ir veikts laikposma no 2014. gada septembra lidz 2018. gada
septembrim.
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Darba teorétiskais un metodologiskais pamats: autore balstas uz kultiiras ekonomikas
teorgtiskajiem aspektiem, ko savos darbos apliko B.S. Freijs,'® Dz. Heilbruns un C.M. Grejs,*°
A.J. Rubinsteins,® V.Dz. Baumols un V.G. Bovens,?! ka pétijumiem, kas veltiti marketingam
kultiiras un makslas nozaré un ko veikusi dazadi autori (F. Kotlers un Dz. Berniteina??,2,
F. Kolbérs u.c.,?* T.E.Hilla u.c.”® M.P.Mokva u.c.,?® C.D.Trosbijs un G.A. Viterss,?’
S.Dz. Grovs u.c.?®, E. Vala-Cigere?® u.c.) pétijumiem. Darba tika izmantotas arl visparigas
ekonomikas teorijas, tostarp sabiedriski noderigo labumu koncepcija (R.A. Masgreivs®®), cenu
diskriminacijas teorija (A. Pigi®!), informacijas asimetrijas teorija (Dz.A. Akerlofs®?) un ,,tresas
vietas” koncepcija (R. Oldenburgs®?).

AizstaveSanai izvirzitas tezes

1) Sabiedriski noderigiem labumiem pieskaitamo kultiiras labumu raksturs nosaka
marketinga specifiku kultiras nozarg, kas saistita ar nepiecieSamibu piesaistit valsts un sabiedribas
finansialu atbalstu, ka arT visu to marketinga kompleksa elementu specifiku, kuri jaizstrada, nemot
vera sasniedzamo merki — kulttiras produktu maksimalas pieejamibas nodrosinasanu visplasakajam
patérétaju lokam.

2) PEST modela izmantoSana nav pietiekama, lai pilnvertigi noveértétu argjas vides faktoru
ietekmi uz marketinga kompleksu kultiiras nozare, jo lidztekus darbojas arl nozimigi papildu
faktori. Tadel lietderigak ir izmantot paplasSinatu modeli — PESTDG, kas Iidztekus politisko,
ekonomisko, sociokulturalo un tehnologisko faktoru analizei ietver ari demografisko un
geografisko faktoru noveértéjumu.

3) Apzinot un izpétot argjas vides faktoru izraisitos kultiiras produktu patérina Skérslus, ir
iesp&jams orientét visus marketinga kompleksa elementus uz to parvarésanu. legiito rezultatu
objektivs novert€jums veicinas plasas auditorijas kultiiras vajadzibu aktivaku apmierinasanu.

18 Frey B.S. A handbook of cultural economics. Ed. by Ruth Towse. UK: Edward Elgar Publishing, 2003. 494 p.
1 Heilbrun J., Gray C. M. The Economics of Art and Culture. 2 ed. Cambridge University Press. 2001. 403 p.
20 PyOunTeitn A.S. DxoHoMuKa KyabTyphl. M.: U3a-so « CJIOBO/SLOVO», 2005. 608 c.
21 Baumol W.J., Bowen W.G. Performing Arts: The Economic Dilemma. The Twentieth Century Fund. New York,
1966. 582 p.
22 Kotler P., Bernstein S. J. Standing Room Only: Strategies for Marketing the Performing Arts. Harvard Business
School Press, 1997. 576 p.
23 Bernstein J. S. Arts Marketing Insights: The Dynamics of Building and Retaining Performing Arts Audiences.
Jossey-Bass, 2006. 294 p.
24 Colbert F., Nantel J., Bilodeau S. J., Rich D., Poole W. Marketing Culture and the Arts. 2nd ed. Montreal: Presses
HEC, 2001. 262 p.
% Hill E., O'Sullivan T., O'Sullivan C. Creative arts marketing. 2nd edition. Oxford, UK: Butterworth-Heinemann,
2003. 360 p.
% Mokwa M. P., Dawson W. M., Prieve E. A, Marketing the Arts. New York: Praeger, 1980. 286 p.
2" Throsby C. D., Withers G. A. Economics of the Performing Arts, New York: St. Martin's Press, 1993. 348 p.
28 Grove S.J., Fisk R.P., John J. Service as Theater, Guidelines and Implications Handbook Services Marketing and
Management. Sage Publications Inc. 2000. P. 21-35
29 Wahl-Zieger E. The Performing Arts and the Market: Anglo-American and German Approaches to Theatre and
Orchestra in Market Economics. In Economic policy for the arts, ed. 81. William S. Hendon, James L. Shanahan, and
Alice J. MacDonald. Cambridge, MA: Abt Books, 1980. P. 224-234
30 Musgrave R. A. The theory of public finance: A study in public economy. McGraw-Hill, 1959. 628 p.
3! TIury A. DxoHoMuuecKas Teopus 6aarococtosuus. M.: ITporpece. T.1.1985. 512 c.
32 Akerlof G. A. The Market for «Lemons»: Quality Uncertainty and the Market Mechanism / / The Quarterly Journal
of Economics, Vol. 84, Issue 3. Aug 1970. P. 488-500
3 Onbpenbypr P. Tpetbe MecTo: Kade, KOelHH, KHUKHBIE MarasuHbl, 06apbl, CAIOHBI KPACOTBI U JIPYTHE MECTa
«TyCcOBOK» Kak (pyHmameHT coobiectBa. M.: HoBoe nuteparyproe o6o3penue, 2014. 456 c.
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4) Izstradatais modelis ar€jas vides faktoru ietekmes uz skatuves makslas joma darbojoSos
valsts kultiiras iestazu marketinga kompleksu posmsecigai novértéSanai laus precizak novertet
katra faktora ietekmi uz tadiem elementiem ka produkts, cena, vieta un virzisana tirgi.

Péetijuma zinatniska novitate:

- ir noskaidrota marketinga kompleksa veidoSanas specifika kultiras nozaré kopuma, ka ar1
skatuves makslas joma darbojoSos Latvijas valsts kultiiras iestazu darbiba, nemot véra kultiiras
produkta ieklauSanu sabiedriski noderigu labumu kategorija;

- ir ieviesta un pamatota kultliras nozares marketinga definicija, kura atspogulo $aja nozare
istenojamas tirgvedibas darbibas galvenos mérkus;

- ir izstradata un piedavata jauna kultiiras produktu ka marketinga kompleksa elementa
klasifikacija, nemot véra tieSos marketinga uzdevumus, kas japilda kultiiras iestadem;

- ir ierosinata jauna pieeja ar€jas vides faktoru ietekmes uz marketinga kompleksu kultiiras
nozarg izp&tei, izmantojot modeli PESTDG — politisko, ekonomisko, sociokulturalo, tehnologisko,
demografisko un geografisko faktoru analizi,

- ir izstradats modelis ar€jas vides faktoru ietekmes uz skatuves makslas joma darbojoSos
valsts kultiiras iestazu marketinga kompleksu posmsecigai novert€Sanai, turklat $is modelis ir
universals un var tikt izmantots izp&tes veikSanai kultiiras nozares dazadas jomas un limenos.

Petijuma rezultatu praktiska vertiba

Balstoties uz pétijuma rezultatiem, ir sniegti praktiski ieteikumi skatuves makslas joma
darbojosos Latvijas valsts kulttiras iestazu marketinga kompleksa pilnveidei. Izstradato argjas vides
faktoru ietekmes uz marketinga kompleksu kultiiras nozaré posmsecigas novértésanas modeli var
izmantot kultiras iestazu marketinga planu izstrad€ un TstenoSana.

Autores izstradato kulttiras nozares marketinga definiciju, kultiiras produktu klasifikaciju un
strukturali logiskas shémas var izmantot macibu procesa, apgustot kursu ,,Marketings kultiiras un
briva laika nozaré”, ka ar1 marketinga nodalu darbinieku kvalifikacijas limena paaugstinaSana.
Nemot vera nepieciesamibu p&c specialistiem, kuriem ir pietickamas zinasanas abas jomas (gan
kulturologija, gan marketinga), $o darbu var izmantot macibu kursos ,,Marketings kulttiras nozarg”,
,Nekomercialu organizaciju marketings” un ,,Integréta marketinga komunikacija”. Praktiskie
ieteikumi par marketinga kompleksa pilnveidi var bt interesanti valsts un pasvaldibu
darbiniekiem, uzne€mejiem un nekomercialu sabiedrisko organizaciju parstavjiem — ikvienam, kurs
ir ieintereséts teritorijas socialaja un kulttiras attistiba.

Pétijuma rezultatu aprobacija

Pétijuma rezultatus autore ir atspogulojusi priekSlasijumos starptautiskas un Latvija rikotas
zinatniskajas un zinatniski praktiskajas konferences. Darba rezultati ir prezentéti un sane€musi
pozitivu veértg§jumu kopuma 11 starptautiskas zinatniskas konferenc€s (tostarp seminaros). Ir
public@ti 12 raksti zinatniskos krajumos un zurnalos, ieskaitot datubazes Scopus un EBSCO, un
virkne rakstu patlaban vél tiek gatavota publicéSanai.

Petjuma gaita iegiitie materiali tiek izmantoti lekciju kursa ,Integréta marketinga
komunikacija” Baltijas Starptautiskas akadeémijas studiju programma. P&c Baltijas Starptautiskas
sabiedrisko attiecibu asociacijas (BPRA) pasiitjuma izstradatas kvalifikacijas Iimena
paaugstinaSanas programmas ietvaros ir izstradats un tiek lasits lekciju kurss ,,Marketings kultiiras
un briva laika nozare”.

Darba struktura

Darba logiku un struktiiru nosaka izvirzitie p&tijjuma mérki un uzdevumi. Darbs sastav no
ievada, 3 nodalam un nobeiguma.

Darba pirma nodala ir veltita kultiiras nozares marketinga ka lietiskas ekonomikas dalas
teoretisko pamatu analizei. Otraja nodala autore ir analiz&jusi Latvijas kultiiras nozares iestazu
marketinga kompleksu un meérkauditoriju. Darba treSaja dala ir aplikota argjas vides faktoru
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ietekme uz skatuves makslas joma darbojosos Latvijas valsts kultGras iestazu marketinga
kompleksu un novertéts, kada mera tie ietekmé katru no marketinga kompleksa elementiem, ka ar1
piedavats arg¢jas vides faktoru ietekmes uz marketinga kompleksu kultiiras nozaré posmsecigas

novértéSanas modelis.
Darba nobeiguma ir atspoguloti pétijuma gaita izdaritie galvenie secinajumi un iegitie

rezultati.
Darba kopgjais apjoms ir 219 Ipp. Darba ietvertas 34 tabulas, 89 attéli un 17 pielikumi.

Literatiiras saraksta ieklautas 422 vienibas.
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1. KULTURAS NOZARES MARKETINGA KOMPLEKSA UN AREJAS
MARKETINGA VIDES NOVERTEJUMA TEORETISKIE PAMATI

Nodala sastav no 5 apaksnodalam, 58 lappusém, 17 attéliem, 10 tabulam.
1.1. Kultiira ka ipasa ekonomiskas darbibas nozare

Jaunajos ekonomiskajos apstaklos, kuros svariga loma ir nozarém ar lielu nemateriala
kapitala un cilvékkapitala ipatsvaru, ieve€rojami pieaug interese par kultiru ka ekonomisko
attiectbu jomu. Attistitajas valstis, kur cilvéka materialas pamatvajadzibas jau ir apmierinatas,
prieksplana izvirzas nematerialo veértibu razosana, pakalpojumu joma un lidz ar t0 — arT visi tie
labumi, kuriem nav mantiskas izteiksmes, tacu ir arkartigi liela nozime miisdienu cilvéka dzive.
Kultiiras nozares piedavatos labumus var raksturot ka sabiedriski noderigus vai atbalstamus
labumus (angliski — merit goods — ,,labumi, ko sabiedriba ir ieintereséta nodro$inat lielakos
apjomos, neka patérétaji vélétos iegadaties par tirgus cenam”3*), kas nozimg, ka pieprasijums péc
tiem ir jaatbalsta valstij. Ka autorus, kuri savos pé€tijumos ir aplikojusi kultiiras produktu
ieklausanu sabiedriski noderigu labumu kategorija, var minét Heilbrunu un Greju®, Trosbiju un
Vitersu®®, Rubinsteinu un Muzi¢uku®’ u.c.

Vel kada svariga raksturiga iezime, kas palidz atklat kulttras ekonomisko butibu, ir
,produktivitates truokuma” (angliski — lack of Productivity) fenomens, ko aprakstijusi
V.Dz. Baumols un V.G. Bovens un kas iemantojis nosaukumu ,,Baumola izmaksu slimiba”
(angliski — Baumol’s Cost Disease).®® Produktivitates atpalikanu kultiras nozaré pétnieki
izskaidro tad&jadi, ka $o nozari nesp&j butiski ietekmét tadi galvenie produktivitates palielinasanas
faktori ka jaunu tehnologiju ievieSana, kapitalieguldijumu paliclinasanas, darbaspéka kvalifikacijas
limena paaugstinasana un taupibas ietekme uz razosanas apjomiem. Turklat izmaksu pieaugums
nevar tikt kompensgets uz cenu palielinasanas rékina, jo pieprasijuma elastiguma dgl tas novestu pie
patérina samazinaSanas.

Lidz ar to ir konstatgjams, ka kultiiras labumu ieklausana sabiedriski noderigo labumu
kategorija, ka arT kultiiras nozarei raksturiga ,,izmaksu slimiba” nosaka ekonomikas un marketinga
specifiku $aja nozar€, kur gatavos produktus apmaksa ne tikai pakalpojumu paterétaji (skatitaji,
apmekl@taji), bet ar1 valsts un citas ieinteresétas personas.

Dazadu finans€juma avotu esamiba vai neesamiba kulttras iestades ienakumu struktiira ir
atkariga no valsts kultiiras politikas Tpatnibam. Vairuma attistito Eiropas valstu viena no
galvenajam kultiiras un makslas atbalsta formam ir budZeta finans€jums.

Apkopojot pieredzi, kas balstita uz kultliras nozaré izmantojamo finanSu sist€emu
klasifikacijas p&tijumiem, izkristaliz&jas 4 galvenie modeli (1.1. tabula).

3 Musgrave R. A. The theory of public finance: A study in public economy. McGraw-Hill, 1959. p. 13.
% Heilbrun J., Gray C. M. The Economics of Art and Culture. 2 ed. Cambridge University Press, 2001. pp. 241-247
3% Throsby C. D., Withers G. Asropckuii moaxos k aHanu3y (GpakTopoB Makpocpeas B cdepe KyIbTypsl. EConomics
of the Performing Arts, New York: St. Martin's Press, 1993.pp. 192-193
37 Py6unreiin A. 5., Myswiuyk B. FO. Kynstypa u peiHok. Onekaemble 6nara. MuctutyT Dkonomuku PAH,
Anereiig, 2013. c.14
38 Baumol W.J., Bowen W.G. Performing Arts: The Economic Dilemma. New York: The Twentieth Century Fund,
1966. p. 582
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1.1. tabula
Kultiiras finanseéjuma modeli

Kultul:z.ls Galvenais kultiiras | Valsts lidzdaliba kultaras | Valstis, kuram modelis
finanséjuma finanséjuma avots finanseSana raksturigs
modelis 1 g
Italija, Francija, Spanija,
Romanu Valsts budzets Tiesais valsts finans&jums Latvija, Lietuva, lgaunija,
Krievija
NetieSais valsts
Amerikanu Privatic ziedojumi | Lnansjums ar nodoklu ASV
’ atlaizu un grantu
starpniecibu
Valsts lidzek]u pieskirSana Apvienota Karaliste
Anglosaksu Sabiedriskie fondi sabiedriskajiem fondiem, pvieno ’
. Australija
valsts granti
_ Federalo zemju un Tiesais finans€jums, valsts | Vacija, Sveice, Norveégija,
Germanu N - N . . _ ..
’ ’ pasvaldibu budzets | granti Somija, Danija

Avots: izveidojusi autore, pamatojoties uz: E. Wahl-Zieger,*® V. Muzychuk,*® N. Gasanova,*
Cowen T. and Mason G.*?

Ka redzams 1.1. tabula, kultiiras finanséSanai Latvija tiek izmantots romanu modelis, kas
nozimé, ka ieveérojams skaits kultiiras iestazu sanem finans€jumu tiesi no valsts budzeta, tacu —
lidzigi ka vairuma Eiropas Savienibas valstu — ir vérojama tendence samazinat valsts finanséjuma
Tpatsvaru un palielinat privato un piesaistito Iidzeklu dalu.*®

Kultiiras un makslas vajadzibam pieskiramo budzeta subsidiju samazinasana, kas Eiropas
valstis aizsakas jau 20.gadsimta 80. gados, kalpoja ka grudiens rapigai kultGras nozares
ekonomikas analizei (Cirihe, 1984)*, kuras uzmanibas centra bija kultiiras iestdizu ekonomiska
nozime un kura liecinaja, ka 26,2 % kultiiras nozarei pieskirto valsts subsidiju tie$a vai netie$a
veida atgriezas valstij. Turpmakie kultiras socialekonomiskas lomas pétijumi, kas tika veikti
ASV* un Eiropas valstis,* apstiprinaja kultiiras nozares svarigo nozimi tadu svarigu ekonomisko
jautajumu risinasana ka darbavietu izveide, investiciju piesaiste un saskarigo tautsaimniecibas
nozaru attistibas veicinaSana.

Kultiira ir uzlikojama ka svarigs teritorijas attistibas resurss. Ped€jo desmitgazu laika
daudzi p&tnieciskie projekti ir apliecinajusi, ka kultiira darbojas ka potencials teritorialas attistibas

39 Wahl-Zieger E. The Performing Arts and the Market: Anglo-American and German Approaches to Theatre and
Orchestra in Market Economics. In Economic policy for the arts, ed. William S. Hendon, James L. Shanahan, and
Alice J. MacDonald. Cambridge, MA: AbtBooks, 1980. pp. 224-234

40 Myspruyk B.JO. JJomkHO 11 rocyapcTBo (MHAHCUPOBATh KynbTypy? M.: MucTutyT skoHomuku PAH, 2012. ¢. 6
4 Tacanora H. K. MynbTUKYJIBTYpIU3M B KyJIbTYPHOM TIOJMTHKE. M. MexIyHapoAHbli U31aTelbCKuii IeHTp
«DtHOCOIIMYMY, 2014 C. 19

42 Cowen T., Mason G. How the United States Funds the Arts. National Endowment for the Arts. Pieejams:
https://www.americansforthearts.org/sites/default/files/how_0.pdf [skatits: 21.05.2018.]

43 Share of spending on culture by level of government (2000-2011). Council of Europe/ ERICarts, Compendium of
Cultural Policies and Trends in Europe, 14th edition. Pieejams:
http://www.culturalpolicies.net/web/statistics-funding.php?aid=118&cid=80&alid=en [skatits: 21.05.2018.]

4 Iurtpux Ban Bepunr K. DKoHOMHYECKOE 3HAYEHHUE KYJBTYphl U ucKyccTBa. C6. Hayu. Tpynos, Cankr-TletepOypr:
CII6GI'YKH, 2003. c. 99

% Throsby D. Culture, Economics and Sustainability. Journal of Cultural Economics. Vol. 19. N3, 1995. p. 201
46 Turrpux Ban Bepunr K. DxoHOMUYECKOE 3HAYEHME KYJILTYphI M HcKyccTBa. C6. Hayu. Tpynos, CankT-
[erep6ypr: CII6GI'YKH, 2003. c. 99
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dzingjspeks. Starp valstim, kuras $adi pétijumi tika veikti, ir Lielbritanija,*’ Belgija,*® Norvégija*®
un Vacija.>

Iepriek§ atspogulotais kultliras nozares raksturojums lauj secinat, ka ta ir specifiska
ekonomikas nozare, un tas savukart ietekme kulttiras iestazu marketinga specifiku.

1.2. Kultiiras marketinga 1patnibas un definicija

Marketings kultiras nozaré balstas uz klasiska marketinga principiem, kas tiek izmantoti,
nemot vera Sai nozarei piemitosas ipatnibas. Tradicionali kultiira tiek aplikota galvenokart ka
nekomerciala darbibas joma. Autori, kuri ir izsmelo$i apliikojusi un pamatojusi nekomercialas
jomas marketinga specifiku, ir F. Kotlers,>* R. Benets un A. Serzants,5 L. Gonsaless, M. Vihande
un R. Kasiljess,*® P. Pedanija® u.c.

Attieciba uz kultiiras nozares marketinga definiciju pétniekiem nav vienotas pieejas, un tadi
termini ka ,kultiras marketings”, ,,marketings kultliras nozarg”, ,,makslas marketings” un
,kultiiras un makslas marketings” principa ir sinonimi un tiek izmantoti galvenokart kultiiras ka
nekomercialas darbibas nozares marketinga apzimé&Sanai saistiba ar tadam jomam ka skatuves
maksla (teatriem, koncertzalém) un t€lotaja maksla (muzejiem, izstazu zalém). Kultiiras nozares
marketinga definicijas ir apkopotas 1.2. tabula.

1.2. tabula
Kultiiras un makslas marketinga definicijas
Autors Definicija
F. Kotlers Kultiras marketings ir marketings, ko Tsteno makslas organizacijas,
kas nodarbojas ar ,kultiiras precu” razoSanu un tas ietvaros sava
starpa konkuré par patérétaju uzmanibas un valsts resursu dalas
piesaisti.
E. Hilla, T. O'Salivans, Makslas marketings ir integréts parvaldibas process, kura ietvaros
K. O'Salivana savstarp€ja izdeviguma balstitas apmainas attiecibas ar klientiem tiek
aplikotas ka cel§ uz organizatorisko un maksliniecisko meérku
sasniegSanu.
F. Kolbérs, S. Bilodd, Kulttiras marketings ir sp€ja sasniegt tos tirgus segmentus, kuriem ar
Dz. Brung, Z. Nantels vislielako varbiitibu bis interese par attiecigo produktu, pielagojot

47 English Heritage Impact of Historic Environment Regeneration - Final Report. (2010) AMION Consulting &
Locum Consulting. Pieejams: https://content.historicengland.org.uk/content/heritage-counts/pub/Impact-HE-
Regeneration
4 De Baerdemaeker M., Vastmans F., Vandekerckhove B., Buyst E., Lievevrouw P. De sociaal-economische impact
van het onroerend erfgoed(beleid) in Vlaanderen. SumResearch: Brussel. 2011 p. 110
4% Nypan T. Effects of European Union legislation on the built cultural. Pieejams:
heritage.http://ehhf.cu/sites/default/files/EffectsofEULeg_2009.pdf [skatits: 21.05.2018.]
% From industrial region to cultural metropolis. Européische Kulturhauptstadt 2010. The Federal Government.
Pieejams: https://archiv.bundesregierung.de/ContentArchiv/EN/Archiv17/Artikel/2010/01/2010-01-08-
kulturhauptstadt-essen_en.html [skatits: 21.05.2018.]
51 Kotler P. Marketing for Nonprofit Organizations. Englewood Cliffs, NJ: Prentice Hall, 1975
52 Bennett R., Sargeant A. The nonprofit marketing landscape: guest editors' introduction to a special section. Journal
of Business Research 58 (6), 2005. pp. 705-862
% Gonzalez L., Vijande M., Casielles R. The Market Orientation concept in the private nonprofit organization
domain, Int. Journal of Nonprofit and VVoluntary Sector Marketing, 7, (1), 2002. pp. 55-67
54 padanyi P. Operationalizing the marketing concept: Achieving Market Orientation in the nonprofit context, in A
Sargeant and W Wymer, (eds) The Routledge Campanion to Nonprofit Marketing, Routledge, Abingdon, Oxford,
2008. pp. 11-27
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produktam komercialus mainigos faktorus — cenu, vietu un virzisanu
tirgd, lai izveidotu produkta saskari ar pietickamu patérétaju skaitu
un sasniegtu mérkus, kas ir saderigi ar kultiiras organizacijas misiju.

I. Asare, B. Tjarve, Kultiras marketings ir aktivitaSu kopums kultiras paterétaju
A. Hermane, E. Kalnina ieintereséSanai un piesaistei kultiiras produktam (precei vai
pakalpojumam; angliski — Product), vienlaikus pielagojot tam
komercialos mainigos faktorus — cenu (angliski — Price), vietu
(Place), virzisanu tirgti (Promotion).

Kulturas marketings biitiba nozZimé pastavigu attiecibu veidoSanu ar
misu auditoriju, lai nokomunic€tu misu Tstenoto kultiiras pasakumu
vertibu un auditorijas ieguvumus.

J. Platonova Kultiiras marketings ir sociokulturalo darbibu istenojosu organizaciju
veikta marketinga tehnologiju izmanto$ana, lai vispilnigak
apmierinatu patérétaju vajadzibas un sasniegtu maksimalu socialo
efektu visa sabiedriba un atseviskas iedzivotaju socialajas grupas.

Avots: izveidojusi autore, pamatojoties uz: Kotler P.>, Hill E. u.c.’®, Kolbérs F. u.c.®’, Asare I.
u.c.”8, Platonova Y.

Kulturas nozares ka nekomercialas jomas marketingam raksturigas iezimes, kas padara to
atSkirigu no klasiskas marketinga koncepcijas, ir atspogulotas 1.1. attela.

Klasiska marketinga koncepcija Nekomercialo kultiiras organizaciju
marketinga koncepcija

1.1. attéls. Klasiskas marketinga koncepcijas un nekomercialu kultiiras organizaciju
marketinga koncepcijas salidzinajums

%5 Kotler P. Marketing for nonprofit organizations. Prentice-Hall, 1975. P. 6
% Hill E., O'Sullivan T., O'Sullivan C. Creative arts marketing. 2nd edition. Oxford, UK: Butterworth-Heinemann,
2003.P.1
57 Kolbérs F., Nantels Z., Bilodi S., Ri¢s D. Kultiiras un makslas marketings. Izdevnieciba: Rigas Kongresu nams.
2007. 12. Ipp.
%8 Asare 1., Tjarve B., Hermane A., Kalnina E. Kultiiras organizacijas vadiba Kulttiras pasakumu un projektu
TstenoSana Lidzdaliba vietgjas kultiirvides veidosana. Riga: CultureLab, 2013. 66 Ipp.
% Tnaronosa FO. OcoGeHHOCTH MapKeTHHTa B cepe KyIbTypbl // [Ipo6aeMbl COBPEMEHHONH SKOHOMUKH:
marepuains || Mexxaynap. Hayd. koud. Yenstonnck, 2012 C. 142
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Avots: izveidojusi autore, pamatojoties uz: Shekova E.L.%°, Gainer B. and Padany P.%!

Vel viena svariga atSkiriga iezime, kas piemit kultiiras nozares marketingam, ir tada, ka
galapaterétajs sedz produkta izmaksas tikai dal&ji, bet pargjo piemaksa sponsori, mecenati un
valsts, proti, marketings kultiiras nozar€ ir versts ne tikai uz pasakumu apmeklétajiem, bet ar1
personam, kuras sniedz kultiiras organizacijam dazadu veidu atbalstu.

Nemot véra tirgvedibas darbibas IstenoSanas ipatnibas kultiiras iestades, darba autore
piedava $adu marketinga definiciju: marketings kultiiras nozaré ir metoZu un principu
kopums, kas versts uz patérétaju vajadzibu péc Kultiiras produktiem apmierinasanu,
nepiecieSamo resursu sanemsanu no ,,donoriem” (valsts varas iestadém, sponsoriem u.c.) un
maksimala sociala efekta sasniegSanu visa sabiedriba.

Sai definicijai ir ne tikai teorgtiska, bet arf praktiska nozime, jo to var izmantot kultiiras
iestazu tirgvedibas darbibas 1stenoSana.

1.3. Latvijas pieredze kultiiras ekonomikas un marketinga pétijjumu joma

Kops 20. gadsimta 90. gadu beigam Latvija aktivu attistibu piedzivo kultiras ka
tautsaimniecibas nozares izp&te. Butisku ieguldijumu $aja zinatnes virziena ir devusi Raita Karntte
un vinas kolégi D. Abele, A. Kubulina, U. Po&s, L. Berzins, M. Teibe, M. Klava, M. Traubergs un
K. Karnitis.®?,%% % So autoru darbi ir ieliku$i pamatus turpmakajiem p&tijumiem, kuros kultiiras
sektors jau tiek uzlukots ka svarigs Latvijas sabiedribas ekonomiskas attistibas potencials.
2007. gada tika publicéti rezultati, kas iegiiti, darba grupai profesora R. Kila vadiba veicot
verienigu pétijumu ,,Kultiras sektora ekonomiska nozime un ietekme Latvija. Kvantitativs
pétijums”®®, kura tika izmantota starpnozaru bilances metode (angliski — input-output model jeb
ielaides—izlaides modelis), kas lauj novértét starpnozaru razo$anas kopsakaribas valsts ekonomika.
Veiktas analizes rezultati liecinaja, ka netieSais ieguvums no katra kultiiras nozaré ieguldita lata
2005. gada bija 1,49 Ls un 2006. gada — 1,41 Ls. Turklat svariga nozime bija secinajumam, ka
katra kulttiras nozares darbavieta rada papildu darbavietas citas nozarés (2005. gada — 0,62 vietas
un 2006. gada — 0,71 vietu).®

Kops 2006. gada tika sistematiski veikti marketinga petijumi, kas veltiti kultiiras produktu
patérinam un Latvijas iedzivotaju dalibai kultiras notikumos (,,Kultiiras patérins” 2006, 2007,
2008, 2009, 2010, 2007-2014, 2016). Ir petits arT kultiras produktu patrins atsevisku pils€tu un

% IIlexopa E.JI. OnpejeneHue MapkeTuHra B cepe KyJbTyphl. MapketuHr B Poccuu u 3a pybexom. Ne2. 2010. C.
107
61 Gainer B., Padany P. Applying the marketing concept to cultural organisations: an empirical study of the
relationship between market orientation and performance. // International Journal of Nonprofit and Voluntary Sector
Marketing Volume 7, Ne 2. 2002. P. 183
62 Karnite R. Abele D., Kubulina A., Po¢s U., Bérzing L., Teibe M. Kultiiras sektora tautsaimnieciska nozimiguma
novertéjums. Riga: BO SIA Zinatnu akadémijas Ekonomikas institiits, 1998
83 Karnite R. Klava M., Traubergs M. Kultiiras sektora tautsaimnieciskais nozimigums. Riga: BO SIA Zinatnu
akadémijas Ekonomikas institiits, 1999
84 Karnite R. Karnitis K. Kultiiras nozares ieguldijuma tautsaimnieciba aprekinasana (statistisko raditaju
pilnveidosana). Riga: BO SIA Zinatnu akadémijas Ekonomikas institiits, 2003
8 Kilis R., Evere E., Kazaks M., Kalnin$ E., Kale M., Selecka A. Kultiiras sektora ekonomiska nozime un ietekme
Latvija. Kvantitativs pétijums. Riga: Analitisko p&tTjumu un stratégiju laboratorija, 2007. Pieejams:
http://oldweb.km.Iv/Iv/doc/starpnozares/radosa/Kulturas_ekonomiskas_ietekmes_izvertejums_Lavija 2007.doc
[skatits: 21.05.2018]
8 Kilis R. Kultliras sektora ekonomiska nozime un ietekme Latvija. Kvantitativs p&tijums. Riga: Analitisko pétijumu
un stratégiju laboratorija, 2007. Pieejams: https://culturelablv.files.wordpress.com/2009/04/kulturas-ekonomiskas-
ietekmes-izvertejums-lavija-2007.pdf [skatits: 21.05.2018]

22


http://oldweb.km.lv/lv/doc/starpnozares/radosa/Kulturas_ekonomiskas_ietekmes_izvertejums_Lavija_2007.doc
https://culturelablv.files.wordpress.com/2009/04/kulturas-ekonomiskas-ietekmes-izvertejums-lavija-2007.pdf
https://culturelablv.files.wordpress.com/2009/04/kulturas-ekonomiskas-ietekmes-izvertejums-lavija-2007.pdf

regionu Itmeni (Riga®’, Liepaja®®, Vidzeme®®), ka ari sadalijuma pa kultiiras un makslas jomam,
tostarp skatuves makslas,’®,”* un biblioteku joma."?

Kultiras nozares marketinga pétijumu joma darbojas K. Freiberga, L. Kestere,
L. Grinberga, I. Zemite u.c. Tom&r nav daudz tadu pétijumu, kas veltiti tiesi kultliras nozares
marketinga kompleksam un ta atseviSkiem elementiem. Marketinga kompleksa elementu
padzilinata izp&te ir veikta A. Iljinas un T. Golubkovas darbos, kuros cita starpa ir pétita kulturas
produktu loma marketinga kompleksa’3,’4,’®, kompleksa elementa ,,cena” Ipatnibas un cenu
diskriminacijas izmanto$ana kultiiras nozarg,’® ka ari argjo faktoru ietekme uz marketinga

kompleksu.’’,®

1.4. Marketinga kompleksa specifiskas iezimes kultiiras nozare
1.4.1. Marketinga kompleksa modeli kultiiras nozare

Marketinga kompleksa attistiba kultiiras nozar€ balstas uz klasiskas marketinga kompleksa
koncepcijas, kuras ideju izstradi aizsaka N. H. Bordens™ un attistija talak E.Dz. Makartijs.®

67 Kultiiras pieejamibas un Iidzdalibas iesp&jas Rigas apkaimés. Latvijas Kultiiras akadémijas. Zinatniskas
pétniecibas centrs, Riga, 2014. Pieejams: https://culturelablv.files.wordpress.com/2009/04/apkaimes_final_web.pdf
[skatits: 21.05.2018]
68 Kultliras patérina un pieprasijuma tendences Liepajas pilséta. SIA ,,Analitisko p&tijumu un stratégiju laboratorija”
Riga, 2008. Pieejams: https://culturelablv.files.wordpress.com/2009/04/kulturaspaterinsliepaja2008.pdf
[skatits: 21.05.2018]
89 Kultiiras patéring Vidzemg: kultliras pieejamiba un iedzivotaju lidzdaliba kultiiras norisés. Biedriba “Haritas”
sadarbiba ar Latvijas Kulttras akadémiju, Valmiera 2014. Pieejams:
https://culturelablv.files.wordpress.com/2009/04/vidzemepetijums_26-11.pdf [skatits: 21.05.2018]
70 Teatra apmeklgjuma noteicosie faktori un mérkauditorijas identificesana. Baltic Institute of Social Sciences, Riga,
2008 Sciences. Pieejams: http://www.km.gov.Iv/lv/nozares_info/teatris.html
" Latvijas Nacionala Simfoniska orkestra auditorijas pétijums. Latvijas Kultiiras akadémijas Zinatniskas p&tniecibas
centrs Riga, 2015. Pieejams:h ttps://academia.lndb.lv/ftp/66/Inso.auditorijas.petijums.pdf [skatits: 21.05.2018]
72 atvijas publisko biblioteku ekonomiska vértiba un ietekme: Novértgjuma zinojums. Tresais téva déls. 2012
http://www.kis.gov.Iv/download/Latvijas%20publisko%20bibliot%C4%93ku%20ekonomiska%20vertiba%20un%20
ietekme.pdf [skatits: 21.05.2018]
" Iljina A. Posb IpoyKTa B KOMILIEKCE MAPKETHHIa B cepe KynbTypsl/ Zinatnisko rakstu krajums III starptautiska
zinatniski praktiska konference “Transformacijas process tiesibas, regionalaja ekonomika un ekonomiskaja politika:
ekonomiski - politisko un tiesisko attiecibu aktualas problémas”, Riga, Baltijas Starptautiska akadémija, 2015, Ipp.
56-61.
"4 Golubkova T., lljina A. The Role of the Product as an Element of Marketing Mix in the Field of Culture. // Economics
and Business. Horizon Research Publishing Corporation, ASV. Vol. 3(4). 2015. P. 119-123
® Tomy6kosa T., Unbuna A. 3HaueHWe ONpENENIEHUs TPOAYKTa B KOMIUIEKCE MapKeTHHTra B cepe KyJbTYpBI,
Marepuanst V. MexIyHapOIHOW HAYYHO-NPAKTHYECKOH KoH(pepeHimu “MixHapomHa crpaTeriss eKOHOMIYHOTO
po3BHUTKY periony” Ykpauna, r. Cymsr, 2014, c. 81-83.
" 1ljina A. TlpuMeHeHHEe NEHOBOW TMCKPUMHHALIMM B MAPKETHHTOBOM JIESTENEHOCTH OpraHu3aiuii cepsl KyJIbTyphl/
Zinatnisko rakstu krajums VI starptautiska jauno p&tnieku un studentu zinatniski praktiska konference “Izaicinajumu
un iespgju laiks: problémas, risinajumi, perspektivas”, Riga, Baltijas Starptautiska akadeémija, 2016, lpp. 207-210
" Golubkova T., lljina A. The Influence of macro-environment factors on the marketing M1X development in the field
of culture of the Baltic region. / ECONOMI ANNALS — XXI — 3-4(1), 2014. P. 78-81
8 Tljina A. Crioco6bl OLEHKU Makpocpe/bl kKak (pakTopa, BIMSIOIIEr0 Ha pa3BUTHE KOMILIEKCa MAPKETHHTa B 00JIaCTH
KynbTypsl bantmiickoro permona, Zinatnisko rakstu krajums II Starptautiska zinatniska praktiska konference
“Transformacijas process tiesibas, regionalaja ekonomika un ekonomiskaja politika: ekonomiski - politisko un tiesisko
attiecibu aktualas problémas”, Riga, Baltijas Starptautiska akadémija, 2014, Ipp. 266-271
9 Borden N.H. The concept of the marketing mix, Journal of Advertising Research. Vol.4. 1964. PP. 2-7
80 Mccarthy E. J. Basic marketing. A managerial approach. Rev. ed. Homewood, Ill., R. D. Irwin, 1964. P. 35
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Kultiiras nozaré izmantojama marketinga kompleksa modela izv€li nosaka specifika, kas
piemit $§1s jomas marketingam kopuma. 1.3. tabula ir atspoguloti galvenie marketinga kompleksa
modeli kultiiras un makslas nozare.

1.3. tabula
Marketinga kompleksa modeli kultiiras nozare
Modela autors Elemf_entu Galvenie elementi
’ skaits
E Kotlers un Dx.S. Berngteina 4 4P: produkts (P[9duct), cena (Price_), vieta (Place),
virzisana tirgii (Promotion)
F. Kolbars, Z. Nantels, 4 4P: produkts (Product), cena (Price), vieta (Place),
S. Biloda virzi$ana tirgii (Promotion)
D5.S. Berngteina 4 4P: .pr(_)vdukts'(P_roduct), cena (Price), vieta_(PIape),
virzi§ana tirgi (Promotion) (skatuves makslai)
I. Asare, B. Tjarve, 4 4P: produkts (Product), cena (Price), vieta (Place),
A. Hermane, E. Kalnina virzi$ana tirgii (Promotion)
A Sahoseini 4 4P: produkts (Pfi)duct), cena (Price_), vieta (Place),
virzi$ana tirgii (Promotion)
N.Dz. Kotlers, F. Kotlers, 5 5P: produkts (Product), cena (Price), vieta (Place),
V.1. Kotlere virzisana tirga (Promotion), cilvéki (People)
(muzejiem)
E. Hilla, T. O'Salivans, 7 7P: produkts (Product), cena (Price), vieta (Place),
K. O'Salivana virzisana tirga (Promotion), cilvéki (People), fiziska
vide (Physical evidence), process (Process)
S.Dz. Grovs, R.P. Fisks un 11 4P + dalibnieki (Participants), fiziska vide (Physical
Dz. DZons evidence), process (Process), skatuves makslinieki
(Actors), auditorija (Audience), uzdevums (Setting),
izrade (Performance) (skatuves makslai)

Avots: izveidojusi autore, pamatojoties uz: Kotler P. and Bernstein J.8!, Colbert F. et al.?,
Bernstein J.8, Asare I. u.c.®, Shahhosseini A.8° Kotler N.G. et al.?®, Hill E.etal.®’, GroveS.
et al.88

Ka redzams 1.3. tabula, vairakums autoru norada, ka kultiiras organizacijam ir aktuali
izmantot koncepciju ,,4P” ka modeli, kurs vispilnigak ietver marketinga ekonomiskos aspektus, un

81 Kotler P., Bernstein S. J. Standing Room Only: Strategies for Marketing the Performing Arts. Harvard Business
School Press, 1997. P. 47
8 Colbert F., Nantel J., Bilodeau S. J., Rich D., Poole W. Marketing Culture and the Arts. 2nd ed. Montreal: Presses
HEC, 2001. P. 262
8 Bernstein J. S. Arts Marketing Insights: The Dynamics of Building and Retaining Performing Arts Audiences.
Jossey-Bass. 2006. P.89
8 Asare I, Tjarve B., Hermane A., Kalnina E. Kultiiras organizacijas vadiba. Kultiiras pasakumu un projektu
IstenoSana. Lidzdaliba vietgjas kulttrvides veidosana. Riga: CultureLab. 2013. 72 Ipp.
8 Shahhosseini A. Marketing Mix Practices in the Cultural Industry. // International Journal of Business and
Management Vol. 6, No. 8; August 2011. P. 233
8 Kotler N. G., Kotler P., Kotler W. I. Museum Marketing and Strategy: Designing Missions, Building Audiences,
Generating Revenue and Resources. 2th ed. Jossey-Bass, 2008. P. 14
87 Hill E., O’Sullivan C., O’Sullivan T. Creative Arts Marketing. 2nd edition Butterworth-Heinemann. Oxford, 2003.
P. 113
8 Grove S.J., Fisk R.P., John J. Service as Theater, Guidelines and Implications Handbook Services Marketing and
Management. Sage Publications Inc, 2000.P. 25
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lidz ar to var uzskatit, ka tas ir visoptimalak piemé&rots marketinga uzdevumi risinasanai kultiiras
nozare.
1.4.2. Kultaras produktu definicija un klasifikacija

Sakara ar arkartigi lielo daudzveidibu, kada miisdienas piemit kulttiras produktiem, vienota
to definicija nepastav. Visparinataka veida par Sadiem produktiem var saukt preces un
pakalpojumus, kas veicina specifiskas cilvéka vajadzibu grupas — kultiiras vajadzibu — veido$anos
un apmierinasanu.%®

Anglosak3u literatiiras avotos, tostarp F. Kotlera,?® Dz.S. Bernsteinas,®® un S. Boti®? darbos,
galvena uzmaniba tiek veltita tddu nekomercialu (nepelnosu) kulttiras sektoru produktiem ka
skatuves maksla un vizuala maksla.®® Nemot véra jaunu kultiiras produktu veidu rasanos, autore
piedava turpmak att€loto kultiiras produktu klasifikaciju, kura galvenais akcents ir likts uz tam
kategorijam, kuram ir lielaka nozime no marketinga viedokla (skat. 1.2. att€lu).

Kulturas produkti

Piedavajuma Patérina laiks

merkis

Patérina
forma

Materialas
preces

Meérk-
auditorija

Originalitate

NeierobeZots

i | uniials [ Porecets
plasai
Nematerialas lerobezots auditorijai
preces Nekomercials patéring Tiraz&jams

Paredzéts
Pakalpojumi Vienreizéjs ierobezotai
patérins auditorijai

1.2. attels. Autores izstradata kultiiras produktu klasifikacija

Kultiiras produktu klasifikacija lauj kvalitativak veikt tadu marketinga kompleksa elementu
ka cena (Price), vieta (Place) un virzisana tirgti (Promotion) turpmako izpéti.

8 Vinpuna A. Posb mposyKTa B KOMIUIEKCE MapkeTHHTa B cepe KyabTypbl. Coopruk crarteii |11 MexynapoaHoit
Hay4HO-TIpakTH4YecKoi KoHpepeHumn «TpaHcdopManmoHHbIE MPOILIECCH B cepe NpaBa, PErHOHAIBHON 3KOHOMHKH
M SKOHOMMYECKOM IOIUTHKH: AKTYAJIbHBIC 3KOHOMHUKO-IIOJUTUYCCKUEC U MPaBOBLIC HpOGJIeMLI», Banruiickas
Mesxnaynaponnas Akanemus. Pura, 2015. C. 57
% Kotler P., Bernstein S. J. Standing Room Only: Strategies for Marketing the Performing Arts. Harvard Business
School Press. 1997
91 Bernstein J. S. Arts Marketing Insights: The Dynamics of Building and Retaining Performing Arts Audiences.
Jossey-Bass. 2006
92 Botti S. What role for marketing in the arts? An analysis of arts consumption and artistic value. // International
Journal of Arts Management. Vol. 2, No. 3. 2000. P.16
% Golubkova T., lljina A. The value of product definition in the marketing mix in the field of culture. Conference
Proceedings: Strategy of Region Economic Developmenty. Ukraine, Sumy, 2014. P. 82
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1.4.3. Cenu diskriminacijas izmantoSana kultuiras nozaré

Cena ir marketinga kompleksa svarigakais ekonomiskais instruments, kas tie$a veida
ietekmé organizacijas darbibas rentabilitati. Tacu kultiiras nozare cenu veidoSana vienlaikus palidz
risinat ar tadus butiskus socialos uzdevumus ka kulttiras pakalpojumu pieejamibas nodroSinasana
dazadam iedzivotaju socialajam grupam.

Nozimigs kulttiras iestazu marketinga nodalu darbibas virziens ir pamatota un efektiva cenu
stratégijas izvéle, kas vérsta uz diferencétas cenu politikas izstradi, kura savukart viscie$akaja veida
ir saistita ar cenu diskriminacijas® jeédzienu (pardevéja uzvedibu tirgii nepilnigas konkurences
apstaklos, nosakot atskirigas cenas vienadam precém®). Cenu diskriminacijas efektivitate kultiiras
nozaré ir aplikkota tadu autoru darbos ka S.Rosens un E.Rosenfilds,®® C.D. Trosbijs,
F.Dz. Leslijs® u.c.

Klasiskais cenu diskriminacijas iedalijums tris veidos, ko ieviesa anglu ekonomists
A. Pigi®, ir aktuals ari kultiiras nozaré. Tris cenu diskriminacijas pakapju raksturojums un
izmantoSanas piemeri ir atspoguloti 1.4. tabula.

1.4. tabula
Cenu diskriminacijas izmantoSana Kkultiiras nozaré
Cenu L L o _
C e e o e . Piemeri izmantosanai kultiiras
diskriminacijas Raksturojums —
! nozareé
veids
. _ Katras preces vienibas pardosanas cena | Makslas priekSmetu izsoles,
Pirmas pakapes - - ) i . S, O
cenu sakrit ar tas pieprasijjuma cenu, tiek | izpilditaju honorari, bilesu iegade par
T noteikta atSkiriga cena katrai piedavajamas | brivpratigiem ziedojumiem
diskriminacija N
preces vienibai
Atlaides noteikta bileSu skaita
_ _ _ . o iegadei, atlaides simeném,
Otras pakapes Pardevgjs gust labumu no noteiktajam & - gimenc!
e _ - L2 abonementu pardosana, atskiriga
cenu atSkirigajam cenam dazadiem iegades |, ., . _ . o
S S L .. _ | bileSu cena atkariba no vietas zale un
diskriminacija apjomiem, cenu diskriminacija laika, |, .7, . _
- . bilesu  iegades un  kultoras
kumulativas atlaides ’ . < .
pakalpojuma  sanemSanas laika
(dienas un vakara izrades)
Atskirigu cenu noteikSana dazadam | Atlaides kultliras produktu iegadei
Pirmas pakapes pircgju kategorijam (tirgus segmentiem), | tadam kategorijam ka pensionari,
cenu atlaizu piemerosSana patérétaju kategorijam | invalidi, bérni, studenti, skoléni,
diskriminacija ar elastigu pieprastjumu un augstaku cenu | daudzb&rnu gimenes, radoSo
noteikSana paterétajiem ar neelastigu | savienibu biedri utt.
pieprasijumu

% Tljina A. TIpuMeHeHNEe LEHOBOM IMCKPMMHUHAIIMU B MAPKETUHTOBOM JIEATENBHOCTH OPTraHu3aiuii chephl
KynsTyphl/ Zinatnisko rakstu krajums VI Starptautiska jauno petnieku un studentu zinatniski praktiska konference
“Izaicinajumu un iesp&ju laiks: problémas, risindjumi, perspektivas”, Riga, Baltijas Starptautiska akadémija, 2016,
207. Ipp.
% Shepard A. Price Discrimination and Retail Configuration. //Journal of Political Economy. Vol. 99. 1991. P. 30
% Rosen S., Rosenfield A. Ticket Pricing // Journal of Law and Economics, 40,1997. pp. 351-376.
% Throsby C.D. Perception of Quality in Demand for the Theatre // Journal of Cultural Economics, 14(1), 1990. pp.
65-82
% |eslie P. J. Price Discrimination in Broadway Theatre |// The RAND Journal of Economics 35(3) 2004. pp. 520-
541
% Tury A. DxoHoMuueckas Teopus 6narococtosuus. M.: ITporpecc. T.1. 1985. C. 128
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Avots: izveidojusi autore, pamatojoties uz: Shapiro C. and Varian H.R.,}®° Shiller B.R.,'%
Frank R.H.,'2 Chao Y. and Nahata B.,'® Phillips R.,*** Shiller B. and Waldfogel J.,}%®
Schwartz M.10¢

Cenu diskriminacijas izmantoSanai dazadas valstis un regionos piemit noteiktas Ipatnibas.
Argjo faktoru analize palidzEs konkréta regiona kultiiras iestadém precizak noteikt efektivakos
cenu diskriminacijas veidus, lai tadgjadi pilnveidotu cenu politiku un visu marketinga kompleksu
kopuma.

1.4.4. Marketinga kompleksa elementa ,,vieta” Ipatnibas kultiiras nozare

Atseviskam kultiiras jomam, tostarp skatuves makslai, ir raksturigi tas, ka kultiiras produktu
iegade laika un telpas zina ir norobeZota no to tiesa patérina. ST iemesla dél var uzskatit, ka
marketinga kompleksa elementu ,,vieta” veido divi komponenti: 1) izplatiSanas kanali (bileSu
tirdzniecibas organizacija); 2) pasa kultiiras pakalpojuma sniegSanas vieta.

Apkopojot zinatnieku viedoklus, var izskirt divus galvenos kultiras iestazu precu un
pakalpojumu izplatiSanas modelus, un tie ir: 1) izplatiSana, izmantojot pasu iestazu tieSos kanalus;
2) izplatiSana, izmantojot starpnieku kanalus.

1.5. tabula ir atspogulots So kultiiras produktu izplatiSanas modelu izmantoSanas
saltdzinajums.

1.5. tabula
Kultiiras produktu izplatiSanas veidu salidzinajums
Izlﬁlit;i?:as Izplati§ana, izmantojot tieSos IzplatiSana, izman_tojot starpnieku
B kanalus pakalpojumus
raksturojums
Pasas iestades kases un veikali, Specializetas bilesu tirdzniecibas
Tirdzniecibas persc.)n.Tgﬁ pﬁrdoégna_ar igstéc_ies agentiiras — ti_eésaiftes un bezsai‘stes
vietas darblnlqku starpn1ec1.bu, 1§stades kases,.personlga p.ar(.iosana ar agentu
timeklvietnes, sava tieSsaistes starpniecibu, specializéta profila
pardoSanas sisteéma timeklvietnes
Galvenas - Bez starpnieku komisijas maksas - Plasaka iegades vietu izvéle
prieksrocibas no - TieSa saikne ar kultiiras iestadi, kas - Laika ietaupijums
paterétaju piedava attiecigos kultiiras produktus | - Kvalificétu darbinieku atbalsts
viedokla - Pardevgja uzticamiba - Papildu precu un pakalpojumu
piedavajums

100 Shapiro C., Varian H. R. Information Rules: A Strategic Guide to the Network Economy. Harvard Business School

Press, 1998. P. 39

101 ghiller B. R. First-Degree Price Discrimination Using Big Data // Working Papers 58, Brandeis University,
Department of Economics and International Business School, 2014 https://ideas.repec.org/p/brd/wpaper/58.html

[skatits: 21.05.2018]

102 Erank R. H. Microeconomics and Behavior. 9th Ed. McGraw-Hill Irwin, 2015. P. 378

108 Chao Y., Nahata B. The degree of distortions under second-degree price discrimination// Economics Letters
Volume 137, 2015. pp. 208-213
104 Phillips R. Pricing and Revenue Optimization. Stanford University Press, 2005. P. 77

105 Shiller B., Waldfogel J. Music for a song: an empirical look at uniform pricing and its alternatives// The Journal
of Industrial Economics. 59(4), 2011. P. 630-660
106 Schwartz M. Third-Degree Price Discrimination and Output: Generalizing a Welfare Result. //The American
Economic Review. Vol. 80, No. 5. 1990. P.1259
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Galvenas
prieksSrocibas no
kultiiras iestades
viedokla

- Starpnieku pakalpojumu izmaksu
ietauptjums

- lespgja iegiit informaciju par
pateretajiem un veidot savu datubazi
- Personigu kontaktu uzturéSana ar
patérétajiem, tad€jadi veicinot
auditorijas izveidoSanos

- [zdevumu ietaupijums, jo nav
nepiecieSams algot savus pardoSanas
darbiniekus un uzturét ipasas telpas
- Augsts darbinieku un specializ&to
agentu profesionalisma limenis

- Papildu iespgjas auditorijas
paplasinasanai

Trikumi no

- lerobezots pardosanas vietu skaits

- Papildu komisijas maksa

paplasinasanu, piesaistot jaunus
apmekletajus

- Izdevumi par poligrafijas un dizaina
pakalpojumiem, kas saistiti ar bilesu
drukasanu

patérétaju - Vienlaikus nav pieejama lidzigu - Nepietickamas pardevéju zinasanas
viedokla kulttiras produktu izvele, ko piedava par piedavatajiem produktiem

citas iestades - Riski, kas saistiti ar agentiiru un

starpnieku negodpratibu

Triakumi no - Nepieciesamiba algot savu - Liela komisijas maksa par
kultiiras iestazu pardosanas personalu, uzturét Ipasas starpniecibu
viedokla telpas un aprikojumu - Nekontrolgjama mijiedarbiba ar

- Gritibas saistiba ar auditorijas pircgjiem

- Potencialo paterétaju iespgjas
izveleties konkurgjosu kultiiras
produktu piedavajumu

- Palielinats patérétaju
neapmierinatibas risks

Avots: izveidojusi autore, pamatojoties uz Hill E. etal.,}°” Colbert F. et al.,'%® Kotler P.,1%
Bernstein S.J. 10

Raksturojot marketinga kompleksa elementu ,,vieta” ka vietu, kura kultiiras iestades sniedz
pasu pakalpojumu, svariga ir gan &rta piekluve tas novietojumam, gan komfortabliem apstakliem,
kas taja tiek nodro$inati paterétajiem. Patlaban aktivu atbalstu un attistibu piedzivo koncepcija
»tresa vieta” (angliski — The third Place), kuru ir izstradajis amerikanu sociologs Rejs
Oldenburgs.*'! Ving norada, ka lidztekus ,,pirmajai vietai” jeb majam un ,,otrajai vietai” jeb darba
vietai cilvéka dzive 1pasa nozime ir ar1 kadai ,,treSajai vietai”, kura norisinas sabiedriska dzive. Par
sadam ,,draudzigam” vietam var klit dazadas misdienigi ierikotas kultiiras iestades. Muzejiem,
bibliotekam, izstazu zalém un koncertzalem, ka ar1 teatriem Saja zina ir liels potencials papildu
auditorijas piesaistiSanai.

1.4.5. Kultiiras produktu virziSanas instrumenti

Nemot véra to, cik svarigi ir iesaistit kultiras produktu patéréSana plasus iedzivotaju slanus,
marketinga kompleksa elementam ,,virziSana tirgi” kultliras joma ir TpaSa nozime. VirziSanas
instrumentus var iedalit 3 galvenajas grupas: tradicionalajos, inovativajos un specializétajos
instrumentos (skat. 1.3. att€lu).

107 Hill E., O’Sullivan C., O’Sullivan T. Creative Arts Marketing. 2nd edition Butterworth-Heinemann. Oxford,
2003. P. 265
108 Colbert F., Nantel J., Bilodeau S. J., Rich D., Poole W. Marketing Culture and the Arts. 2nd ed. Montreal: Presses
HEC, 2001. P. 60
109 Kotler N. G., Kotler P., Kotler W. I. Museum Marketing and Strategy: Designing Missions, Building Audiences,
2th ed. Jossey-Bass, 2008. P. 323
110 Kotler P., Bernstein S. J. Standing Room Only: Strategies for Marketing the Performing Arts. Harvard Business
School Press, 1997. P.97
111 Onbnentypr P. Tpetbe Mecto: Kade, KOPEHHH, KHUKHBIE MAra3uHbI, 6aphbl, CATOHBI KPACOTHI M IPYTHE MECTA
«TycOBOK» Kak (pyHmameHT coodmectsa. M.: Hooe murepatyproe o6o3penue, 2014. C. 256
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Kultiiras iestazu produktu
virziSanas komplekss

— s

Gadicionﬁlie virzi$anas /Inovativie Virzi§anas\ Specializétie \
instrumenti instrumenti virzisanas
- Reklama - E-tirgvediba instrumenti
- Pardosanas (marketings socialajos - Makslas kritiku
veicinasana tiklos, e-pastu atsauksmes
- Sabiedriskas izstitiSana, mobilais - Morisa reklamas
attiecibas marketings) stabi (cilindriski

K TieSais marketings / ! Reklama LED / Qeklﬁmas stendi uz /

1.3. attéls. Kultiiras produktu virziSanas veidi
Avots: izveidojusi autore, pamatojoties uz: Kotler N.G.,**? Hill E. et al.,!** Varbanova L.

Atskiriga iezime, kas janem véra kultiras produktu virzisana un ir raksturiga Sai jomai, ir
informacijas asimetrija, uz kuru savos darbos norada A. Zorloni,**® M. Bakaga-Bovalé, M. Buro un
F. Moro,''® F. Kodinjola,**” T. Temirova un I. Sevéenko.**® Kultiiras joma $o problému palidz
atrisinat profesionalu kritiku un makslas zinatnieku institiicija.

Plasa moderno tehnologiju izmantosana rada labvéligus apstaklus jauniem produktu
virziSanas veidiem, kas tiek aktivi izmantoti arT kultiras joma. Ka piemé&rus var minét mobilo
marketingu,t® kibermarketingu,'?° reklamu socialajos tiklos'?! u.c. Ipasi jauzsver socialo tiklu un
blogosferas loma kulttras produktu virzisana. Tehnologiju attistiba $aja komunikaciju joma lauj
aktivi izmantot ne tikai teksta zinojumus, bet art augSupieladetus audio un video materialus.

112 Kotler N. G. Museum marketing and strategy: designing missions, building audiences, generating revenue and
resources / Kotler N.G., Kotler P., Kotler W. I. 2-nd ed. Jossey-Bass, 2008. P. 398
113 Hill E., O'Sullivan T., O'Sullivan C. Creative arts marketing. 2nd edition. Oxford, UK: Butterworth-Heinemann,
2003. P.233
114 Varbanova L. Strategic management in the arts. NY. Routledge, 2013. P.293
115 Zorloni A. The Economics of Contemporary Art: Markets, Strategies and Stardom Springer Heidelberg. New York.
2013 P. 50
116 Bacache-Beauvallet M., Bourreau M., Moreau F. Information Asymmetry and Contracts in the Recorded Music
Industry.  Pieejams:  http://innovation-regulation2.telecom-paristech.fr/wp-content/uploads/2014/01/2b-Bacache-
Beauvallet-Bourreau-MOREAU .pdf [skatits: 21.05.2018]
117 Codignola F. The Art Market, Global Economy and Information Transparency. Symphonya. //Emerging Issues in
Management, Ne 2. 2003 P. 73
118 Temuposa T.A., lllepuenxo 1.B. Biusaue acuMMeTpun HHGOPMAIMH B COLMAIBHO-KYJILTYPHOI cdepe Ha
pa3BHUTHE PHIHOYHOM IKOHOMUKH. // COBpeMEHHbIE TeHACHIMN pa3BUTHs Hayku 1 TexHosoruid. Ne10-11. 2016. C.
115
119 Haig M. Mobile Marketing: The Message Revolution. Kogan Page Publishers, 2002. P.4
120 Bickerton P., Bickerton M., Pardesi U. Cybermarketing. Oxford: Butterworth—-Heinnemann, 2007. P. 161
121 Owsinsk B. Social Media Promotions for Musicians: A Manual for Marketing Yourself, Your Band, and Your
Music Online. Hal Leonard, 2014. P. 3
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1.5. Kultaras organizacijas aréja makrovide
1.5.1. Aréjas vides noveértéjuma modeli
Pétniekiem nav vienotas nostajas saistiba ar to, kads ar€jas makrovides faktoru skaits un

kopums biitu javerte no kulttiras nozares viedokla. 1.6. tabula ir atspogulotas dazadas pieejas argjas
vides noveért§jumam.

1.6. tabula
Pieeja aréjas makrovides faktoru novertéjumam kulturas nozare

Autori F;i(atﬁ;u Aréjas makrovides faktoru uzskaitljums
F. Kolbérs, Z. Nantels, 5 Demografiskie, kultiiras, ekonomiskie, politiskie,
S. Bilodu, D. Rics, V. Puls tiesiskie, tehnologiskie
N.Dz. Kotlers, F. Kotlers, 4 e L . oo
V. |. Kotlere Politiskie, ekonomiskie, socialie, tehnologiskie
E. Hilla, K. O'Salivans, 4 Sociokulturalie, tehnologiskie, ekonomiskie, tiesiski
T. O'Salivana politiskie
D. Lenglija, S. Roisa 4 Politiskie, ekonomiskie, socialie, tehnologiskie
I. Asare, B. Tjarve, 4 . . e e
A. Hermane, E. Kalnina Politiskie, ekonomiskie, socialie, tehnologiskie
G. Tulcinskis, 5 Ekonomiskie, politiskie, demografiskie,
J. Sekova sociokulturalie, tehnologiskie

Avots: izveidojusi autore, pamatojoties uz: F. Colbert et al.,*??> Kotler N.G. et al.,*?® Hill
E. et al.,'?* Langley D. and Royce S.,'% Asare I. u.c.,® Tulchinsky G. and Shekova E.!?’

Ka redzams 1.6. tabula, visas pieejas pamatu veido PEST faktoru analize. Lai var&tu
kompleksak novertet argjas vides ietekmi uz marketinga kompleksu kultiiras nozarg, tiek piedavats
paplasinat So modeli $adi: 1) iedalit socialos faktorus divas grupas — sociokulturalajos un
demografiskajos; 2) ieklaut arT geografiskos faktorus (skat. 1.4. attélu).

122 Colbert F., Nantel J., Bilodeau S. J., Rich D., Poole W. Marketing Culture and the Arts. 2nd ed. Montreal: Presses
HEC, 2001. P.145
123 Kotler N. G., Kotler P., Wendy I. Kotler W. I. Museum Marketing and Strategy: Designing Missions, Building
Audiences, Generating Revenue and Resources 2nd Edition. San Francisco: Jossey-Bass, 2008. P.49.
124 Hill E., O’Sullivan C., O’Sullivan T. Creative Arts Marketing. 2nd edition. Butterworth-Heinemann. Oxford,
2003. P. 282
125 angley D., Royce S. Business planning guidance for arts and cultural organisations. Arts Council England.
Pieejams: https://www.artscouncil.org.uk/sites/default/files/download-
file/Business%20Planning%20Guidance%20for%20arts%20and%20cultural [skatits: 21.05.2018]
126 Asare 1., Tjarve B., Hermane A., Kalnina E. Kultliras organizacijas vadiba Kultiiras pasakumu un projektu
steno$ana Lidzdaliba vietgjas kultarvides veidoSana. Riga: CultureLab, 2013. 6. Ipp.
127 Tynpuunckuii T'.JL. [llexosa E.JI. MeHemKMERT B cepe KyIbTypbl. 4-€ u3., ucnp. u jor. - CII6. : Jlans, 2009.
C.444 - 445
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1.4. attels. Autores pieeja makrovides faktoru analizei kultiiras nozare

Ka redzams 1.4. attela, ieklaujot papildu faktorus, PEST analizes metode parvérsas
PESTDG analizé. Socialo faktoru iedaliSana divas grupas — demografiskajos un sociokulturalajos
faktoros — ir saistita ar sociokulturalas vides specifisko nozimi no kultiiras nozares viedokla. ST
vide ne tikai iespaido kultliras nozari, bet ari pati veidojas tas produktu ietekmé. Turklat analize
tiek piedavats ieklaut ari geografiskos faktorus, kas, raugoties no kultiiras nozares marketinga
viedokla, ir saistiti galvenokart ar ietekmi, kada tiem ir uz marketinga kompleksa elementu ,,vieta”.
Veicot $adu paplasinatu politisko, ekonomisko, sociokulturalo, tehnologisko un geografisko
faktoru analizi un nosakot to ietekmi uz katru no cetriem kultiiras jomas marketinga kompleksa
elementiem, bis iesp&jams efektivak novertét ar¢jas vides ietekmi.

1.5.2. Makrovides PESTDG faktoru ietekme uz kultiiras iestaZu darbibu

P&tot teoretiskos avotus kultiiras nozares marketinga joma, tika konstatets, ka trikst
zinatnisku darbu, kas veltiti tieSi argjas vides ietekmei uz marketinga kompleksa elementiem.
Turklat izpetit argjas vides faktoru ietekmi uz kultiiras iestazu darbibu kopuma biis lietderigi
turpmakas analizes veikSanai.

Kultaras nozari ietekmgjoso argjas vides faktoru izpétes rezultati ir apkopoti shematiska

veida (skat. 1.5. att€lu).
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Politiskie faktori

- Valsts reguléjuma modeli
- LikumdosSana

- Valsts attistibas prioritates
- Valsts atbalsts nozarei

Ekonomiskie faktori

- Ekonomiskie raditaji
(inflacija, ienakumu
limenis, majsaimniecibu
izdevumu struktiira u.c.)
- Saskarigo nozaru
attistiba

Sociokulturalie faktori

- Sociala noslanosanas

- Dzivesveids

- Izglitiba

- Attieksme pret labdaribu
- Mode

P

— —

Marketinga aréjas vides faktori kultiiras nozaré

(PESTDG)

|

Tehnologiskie faktori

- Jauni produkti uz digitalo
tehnologiju bazes

- Jaunas produktu
izplatisanas formas

- Jaunas komunikaciju
tehnologijas (timeklis,
mobilas aplikacijas, SMM
marketings u.c.)

\

Demografiskie faktori

- ledzivotaju skaits

- ledzivotaju struktdira
sadalijuma péc vecuma,
dzimuma, dzivesvietas,
tautibas un gimenes sastava

Geografiskie faktori

- Apdzivoto vietu
geografiskais novietojums
- Kultiiras objektu karte

- Klimata un dabas apstakli

1.5. attels. Aréjas vides faktoru ietekmes uz kultiiras nozari modelis

Avots: izveidojusi autore

1.5. attéla redzamajiem makrovides faktoriem ir dazada ietekme uz kultiiras jomas iestazu
marketinga kompleksa elementiem. Sis ietekmes pakapes novért&jums biis atspogulots 3. nodala.

Apkopojot teorétisko avotu analizes rezultatus, var secinat, ka kultiiras jomas
ekonomikas un marketinga specifiku nosaka:
- kultiiras labumu raksturs — tas, ka tie ir sabiedriski noderigi (atbalstami) labumi;
- produktivitates atpalikSanas efekts (,,Baumola izmaksu slimiba”) — tas, ka kultras joma
razoSanas izmaksas pieaug straujak neka produkta cena;
- tas, ka produktu liela mera apmaksa nevis ta tieSais paterétajs, bet valsts iestades, sponsori un

mecenati.

Balstoties uz §m 1patnibam, tiek piedavata autores noformuléta kultiiras jomas marketinga
definicija. Autore ir izstradajusi ar1 kultiiras produktu klasifikaciju, kas atbilst marketinga

prasibam.

Lai noveértétu makrovides ietekmi uz marketinga kompleksa elementiem kultiiras joma,
tradicionala PEST analize nav pietiekama, jo neietver virkni svarigu faktoru. Tadel ir piedavata

jauna analizes metode — PESTDG, kuras ietvaros Iidztekus politisko, ekonomisko, sociokulturalo
un tehnologisko faktoru analizei ir nemta véra arT demografisko un geografisko aspektu ietekme.
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2. SKATUVES MAKSLAS JOMA DARBOJOSOS LATVIJAS VALSTS KULTURAS
IESTAZU MARKETINGA KOMPLEKSA UN MERKAUDITORIJAS ANALIZE

Nodala sastav no 4 apaksnodalam, 60 lappusém, 43 attéliem, 13 tabulam.
2.1. Kultiiras nozare ka viens no prioritariem Latvijas attistibas virzieniem

Misdienu ekonomikas attistibas apstaklos kultiiras nozare ir svarigs valsts politikas
stratégiskais virziens, kas vérsts uz tas socialo un ekonomisko izaugsmi.'?®'?® Sodien kultdiras
nozare Latvija ir jauzluko ka svarigs faktors, kas veicina valsts ekonomisko attistibu, bet kultiirai
atveletie budzeta izdevumi — ka investicijas tas attistiba.

Latvijas valsts budzeta un Kultliras ministrijas budzeta savstarpgja sakariba dazados
laikposmos ir atSkiriga (skat. 2.1. att€lu):

8.E+06 - - 2.E+05
8.E+06 - - 2.E+05
S 7.E+06 - - 2.E+05 B £
= 1 - 2E+05 3 =
& [.E+06 - 1.E+05 B O3
& 6.E+06 - \/ - LE+05 S5
+3 6.E+06 - - 1.E+05 -
S 5.E+06 - - 1LE+05 2 B
= 5 E+06 A - 1.LE+05 2.
o | - 9.E+04 = =
% 4.E+06 L 8. E+04 E§
2 4.E+06 - - 7.E+04 |— S
— 3.E+06 T T T T T T T T T T T 6.E+04
[Kp) [{e) ~ [ee) D o — [@N] on <t n o ~
o o o o o — — — — — -~ — —
o o o o o o o o o o o o
N N [qN] N N [q\] N N N N [q\] N N
Years

The state budget of Latvia
=&—The budget expenditures of the Ministry of Culture
2.1. attels. Latvijas valsts budZeta un Kultiiras ministrijas budZeta izdevumu izmainu
dinamika
Avots: izveidojusi autore, pamatojoties uz: Latvijas Republikas Finansu ministrija,** Latvijas
Republikas Kulttiras ministrija. Gada publiskie parskati (2006—2016).

Lai apstiprinatu vai noliegtu hipotézi par sakaribu starp Kultiiras ministrijas istenoto
kulttras nozares finans€Sanu un valsts budZeta izdevumiem, tika veikta korelacijas analize.
Korelacijas noteikSanai tika izmantots Pirsona vienadojums:

o TG = DG —P) (2.1)
NN C AT L WA CE=E Ok

128 National reform programme of Latvia for the implementation of the Europe 2020 Strategy. Pieejams:
https://ec.europa.eu/info/sites/info/files/2017-european-semester-national-reform-programme-latvia-en.pdf
[skatits: 17.09.2018]
129 gustainable Development Strategy of Latvia until 2030. Pieejams:
http://www.pke.gov.Iv/images/LVV2030/LIAS_2030_parluks_en.pdf [skatits: 17.09.2018]
130 Central Government Consolidated Budget, euro. Ministry of Finance of the Republic of Latvia. Piegjams:
http://www.fm.gov.lv/en/s/budget/ [skatits: 17.09.2018]
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Aprekini ir veikti, izmantojot StatSoft Inc. izstradato statistikas programmatiiras paketi
Statistica 8.0. Iegiitais korelacijas koeficients izradijas statistiski nenozimigs (p = 0,1), kas nozimé,
ka sakariba starp kulttiras nozares budzeta finans€jumu un Latvijas valsts budzeta izdevumiem
apliikojamaja laikposma no 2006. lidz 2016. gadam nav vérojama. Padzilinataka analize vienlaikus
lava konstatét, ka sakariba starp Siem raditdjiem ir pastav&jusi laikposma no 2008. lidz
2013. gadam. Analize tika veikta, izmantojot IBM SPSS Statistics V.21. Regresijas sakaribas
determinacijas koeficients R?tika aprékinats péc §adas formulas:

R2=1- 25, (2.2)
TSS
kur
RSS= X, el = X", (v, — ¥,)" —regresijas atlikumu kvadratu summa,
TSS= Xi-, (v, — ¥)* = nd] —kopgja izkliede,

¥., V. —noskaidrojama mainiga faktiskie un aprékinatie lielumi,

= _ Llvn

y= -, v, — paraugkopas vidgjais.
n

Korelacijas un regresijas analizes rezultati par laikposmu no 2008. lidz 2013. gadam ir
atspoguloti 2.1. tabula.

2.1. tabula
Daudzfaktoru regresijas rezultati (2008—-2013)
2008-2013
No. of cases 6
= 28,11
df 1,4
p 0,006
Multiple R 0,94
R? 0,88
Intercept -308066,31
Std.Error 84345,0
t(6) -3,65
B -308,1
b 0,07
beta (standardized) 0,94

Avots: izveidota ar datorprogrammas SPSS palidzibu

Analizes rezultati liecina, ka laikposma no 2008. Iidz 2013. gadam ir vérojama spéciga
korelativa sakariba (r = 0,94, p = 0,006); R? ir 0,88, kas nozimé, ka Saja regresijas modeli ir nemti
vera 88 % faktoru, no kuriem ir atkariga variabilitate'®® (skat. 2.2. attélu).

181 Cameron A. C., Windmeijer F. A. G. An R-squared measure of goodness of fit for some common nonlinear
regression models // Journal of econometrics. T. 77. Ne. 2. 1997. C. 329-342.
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— regresijas likne, - - - 95 % ticamibas intervals
2.2. attels. Kultiiras ministrijas budzZeta izdevumu dalas un Latvijas valsts budZeta
izdevumu dalas izmainu izkliedes diagramma (2008-2013)
Avots: izveidots ar datorprogrammas SPSS palidzibu

Saskana ar iegiitajiem datiem attiecibu starp Kultiiras ministrijas budzeta izdevumiem un
Latvijas valsts budzeta izdevumiem laikposma no 2008. lidz 2013. gadam var attélot ar Sada
regresijas vienadojuma palidzibu:

Y =-308,07 + 0,07xX, (2.3)

kur Y — Kulttiras ministrijas budzeta izdevumi, X — Latvijas valsts budzZets.

Tadgjadi var izdarit secinajumu, ka Kultiras ministrijas budzetu liela méra ietekmée
izmainas valsts budzeta, jo starp Siem mainigajiem pastav cieSa sakariba. Tacu atseviskos gados
palielinas citu faktoru ietekme. legiita rezultata izskaidroSana atrodas arpus §1 darba robezam, ta¢u
Sis jautajums var kliit par turpmako pétijumu priekSmetu.

Latvijas kultliras nozare aktivi piedalas darbavietu radiSana (skat. 2.3. attelu).

O P, N W B~ O

2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016
m Latvija 3 3,2 3,1 2,9 3 3,2 3,2 3,5 4,5
ES (28 valstis)| 2,4 2,5 2,5 2,8 2,8 2,9 2,9 3,2 3,7

2.3. attels. Nodarbinatiba kultiras nozaré Latvija un ES valstis (% no Kkopgjas

nodarbinatibas, 2008—-2016)
Avots: izveidojusi autore, pamatojoties uz: Eurostat'3?

132 Cultural employment. Statistics/ Eurostat/ European Commission. Piegjams:
http://ec.europa.eu/eurostat/statistics-explained/index.php/Employment_statistics [skatits: 17.09.2018]
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Ka redzams 2.3. att€la, visa aplikojama laikposma ietvaros kultiiras nozaré nodarbinato
skaits Latvija ir bijis lielaks neka Eiropas vidgjais raditajs, bet 2016. gada §1 starpiba ir sasniegusi
maksimalo Itmeni — 0,8 %. P&c 1 raditaja Latvija starp 28 ES valstim ierindojas 7. vieta.

Ievérojamu ieguldijumu Latvijas ekonomika veido majsaimniecibu izdevumi kultiiras
mérkiem, kuru Tpatsvars 2016. gada bija 7,6 %.1%

Eiropas Savienibas valstu eksporta un importa kopgja struktiira kultiras produkti to
specifiskuma dél bitisku patsvaru neveido, tomér 2016. gada Latvija lidzas Lielbritanijai un
Polijai iekluva to valstu trijnieka, kuras bija sasniegusas vislielakos kultiras produktu eksporta
apjoma raditajus 28 ES valstu kop&ja eksporta struktiira (attiecigi 1,54 %, 1,61 % un 1,62 %).134

Kopuma nemot, janorada, ka Latvija p&dgejas desmitgades laika bija v€rojams diezgan
noturigs pieprasijums péc kultiiras nozares pakalpojumiem, piecauga $aja nozaré nodarbinato
Ipatsvars un palielinajas kultiiras nozares kopgjais ieguldijums valsts ekonomiskaja attistiba.

2.2. Latvijas skatuves makslas jomas un taja darbojoSos valsts kultiiras iestazu SVID
analize

Svarigu Latvijas kulttiras dalu veido skatuves maksla, kuru tradicionali parstav teatru un
koncertu organizacijas. Sis makslas veids lidztekus t€lotajmakslai un literatiirai ienem galveno
vietu Latvijas kultiiras struktiira'®® (skat. 2.4. attglu).

2.4. attels. Skatuves makslas vieta starp kultiiras jomam un radoSajiem sektoriem

133 Central Statistical Bureau of the Republic of Latvia / LR Centrala statistikas parvalde. Piegjams:
http://data.csb.gov.lv/pxweb/Iv/Sociala/Sociala__ikgad _mb/MBO0010.px/table/tableViewLayoutl/?rxid=ce8aac91-
f2b0-4f13-a25d-29f57b1468fb [skatits: 17.09.2018]
134 Exports of cultural goods/ Eurostat // Intra and extra-EU trade in cultural goods by product. Pieejams:
http://ec.europa.eu/eurostat/statistics-explained/index.php/Culture_statistics_-_international_trade_in_cultural_goods
[skatits: 17.09.2018]
135 The economy of culture in Europe. KEA European Affairs, Department for Culture, Media and Sport. UK,
Brussels, 2006. Pieejams: http://ec.europa.eu/assets/eac/culture/library/studies/cultural-economy_en.pdf
[skatits: 17.09.2018]
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Avots: izveidojusi autore, pamatojoties uz: Latvijas Republikas Kultiiras ministrija,'%
D. Throsby,*3" Department for Culture, Media and Sport, UK,'*® KEA European Affairs!3®

Profesionalajai skatuves makslas jomai Latvija ir senas tradicijas, un ta ir viens no
popularakajiem kultiiras veidiem. Tas nozime cita starpa ir defin€ta tados dokumentos ka ,,Muzikas
nozares stratggija 2015.—2020. gadam”**® un ,,Tedtra nozares stratégija 2015.—-2020. gadam”.14!
Patlaban profesionalo skatuves makslu Latvija parstav: 1) teatru sektors: 41 teatris, no kuriem 7 ir
valsts teatru statuss, 2 pasvaldibu teatri, 32 privatie teatri; 2) miizikas sektors: 32 koncertu
organizacijas, no kuram 6 ir valsts iestades.

S1 darba ietvaros tiek apliikots skatuves makslas joma darbojosos valsts kultiiras iestazu
marketinga komplekss. Nemot véra specifiku, kada piemit pieejai §is kultiiras jomas izp&tei no
marketinga viedokla, ir lietderigi pieversties tadam kultiiras iestadém, kuram ir pastavigs repertuars
un pasam savas, nemainigas telpas. Lidz ar to par turpmakas izpétes objektu tika izraudziti Sadi
valsts tedtri: Latvijas Nacionlais teatris, Dailes teatris, Jaunais Rigas teatris, Mihaila Cehova Rigas
Krievu teatris, Valmieras Dramas teatris, Daugavpils teatris, Latvijas Lellu teatris un valsts kulttiras
institiicija ,,Latvijas Nacionala opera un balets” (LNOB).

P&dgjo gadu laika ir vérojama kulttras iestazu apmekl&taju skaita palielinasanas: valsts
teatrus 2016. gada apmekl&ja 738 074 cilveki,'*? un apmekl&taju skaita picaugums salidzinajuma
ar 2010. gadu bija 5,5 %. Vislielako skatitaju piepliduma paliclinaSanos — par 14,2 % — $aja
laikposma piedzivoja Nacionala opera un balets.

Vielaikus, neskatoties uz Latvijas valsts teatru apmeklétaju kopgja skaita palielinasanos,
var konstatét, ka atseviskam kulttiras iestadeém situacija ir veidojusies atskirigi. Piem&ram, valsts
teatru apmekl&jumu analize par laikposmu no 2013. lidz 2016. gadam liecina, ka tikai 3 teatru
auditorija $aja laika ir palielin3jusies (skat. 2.5. attelu).

136 Kultiiras un radoso industriju definicija. Latvijas Republikas Kultiiras ministrija. Pieejams:
https://www.km.gov.Iv/lv/kultura/radosas-industrijas/kulturas-un-radoso-industriju-definicija [skatits: 17.09.2018]
137 Throsby D. The concentric circles model of the cultural industries. Cultural Trends 17(3), 2008, Pp.147-164

138 Staying ahead: the economic performance of the UK’s creative industries. Department for Culture, Media and
Sport. UK. Pieejams: https://static.a-n.co.uk/wp-content/uploads/2013/11/4175593.pdf [skatits: 17.09.2018]

139 The economy of culture in Europe. KEA European Affairs, Department for Culture, Media and Sport. UK,
Brussels, 2006. http://ec.europa.eu/assets/eac/culture/library/studies/cultural-economy_en.pdf [skatits: 17.09.2018]

140 Mizikas nozares stratégija 2015.—2020. gadam. Kultiirpolitikas pamatnostadnes 2014.-2020. gadam «Radosa
Latvija». Pieejams: https://www.km.gov.lv/uploads/ckeditor/files/Nozares/Muzika/Strategija_muzika.pdf [skatits:
17.09.2018]

141 Teatra nozares stratégija 2015.-2020. gadam. Kultiirpolitikas pamatnostadnes 2014.-2020. gadam «Radosa
Latvija». Pieejams: https://www.km.gov.lv/uploads/ckeditor/files/Nozares/Teatris/Strategija_teatri_final.pdf [skatits:
17.09.2018]

142 Latvijas Republikas Kultliras ministrija. Gada publiskais parskats 2016. Pieejams:
https://lwww.km.gov.lv/uploads/ckeditor/files/parskati_filessfKM_publiskais_parskats_2016.pdf [skatits: 17.09.2018]
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2.5. att€ls. Valsts teatru apmeklétaju kopgjais skaits (tukst. cilv., 2013.-2016. g.)
Avots: izveidojusi autore, pamatojoties uz: LR Kultiiras ministrija. Gada publiskie parskati (2013—
2016)

Ka redzams 2.5. attéla, apmeklétaju skaita svarstibas, ko rada auditorijas samazinasanas un
palielinaSanas, ir raksturigas visiem teatriem. Visbutiskako auditorijas samazinaSanos — par 18,7
% — ir piedzivojis Latvijas Lellu teatris, savukart lielakais pieaugums ir bijis Daugavpils teatrim —
26,6 %.

Nemot véra to, ka viena un taja pasa laikposma situacija, kas saistita ar valsts teatru
apmekléSanu Latvija ir veidojusies atSkirigi, var secinat, ka apmekl&jumu dinamiku galvenokart
ietekmé nevis ar&jie makrovides faktori, bet gan ieksgjie faktori (piedavata kultiiras produkta
kvalitate, cenu politika un marketinga komunikacija).

Lai novertétu Latvijas valsts kultiiras iestazu aktualo stavokli un potencialu, var izmantot
SVID analizi. Ja argjai videi ir visai Iidziga ietekme uz visam kultiiras iestadém neatkarigi no to
statusa, tad ieks$€jiem faktoriem, kas saistiti tiesi ar valsts iestadém, piemit savas TIpatnibas.

Latvijas valsts kultiiras iestazu SVID analize tika veikta ar ekspertu noveértgjuma palidzibu
(skat. 2.2. tabulu).

2.2. tabula

Skatuves makslas joma darbojosos Latvijas valsts kultiiras iestazu SVID analize

e Kovalitativs un konkur€tspgjigs kulturas e Nepietieckams pavadprecu un papildu
produktu piedavajums pakalpojumu piedavajums

» Kultiiras produktu daudzveidiba, orientgjoties | * Zems kultiiras darbinieku darba samaksas
uz dazadiem pat€rétaju segmentiem limenis

* Pieprasijums pec kultiiras produktiem » Nepietickami attistita partneribas sisteéma

» Elastiga cenu veidoSanas politika sadarbibai ar komercialam un sabiedriskam

* Sazarots un stabils kultiiras iestazu tikls, erti organizacijam un privatiem ziedotajiem
sasniedzama to atraanas vieta * Vaja kultiiras produktu virzisana jaunos medijos

* Savu marketinga nodalu esamiba kultiiras * Orientésanas uz tradicionalo auditoriju, vaja
iestades jaunu segmentu piesaiste

* Jerobezota musdienu tehnologiju izmantoS$ana
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e Valsts kultiiras tradiciju un kulttiras e Valsts finansgjuma samazinasanas, nelabvéliga

daudzveidibas priekSrocibu izmantoSana nodokl]u politika
» Augsts iedzivotaju izglitibas Itmenis * ledzivotaju labklajibas Iimena pazeminasanas
» Kultiras tiirisma attistiba * Merkauditorijas sarukums iedzivotaju skaita
» Profesionalas izglitibas attistiba kultiiras samazinasanas rezultata
marketinga un menedZmenta joma » Konkurences pieaugums izklaides un briva laika
» Sponsoru un mecenatu atbalsta paplasinasana nozare
+ Liels jauno tehnologiju attistibas potencials + Skatuves makslas prestiza un intereses par to
samazinasanas

» Skatuves makslinieku un specialistu pareja
darba uz komercialam un arvalstu
organizacijam

Avots: izveidojusi autore, pamatojoties uz ekspertu novértéjuma

Identificétas stipras un vajas puses ir saistitas ar ieksgjiem faktoriem, kas aplukoti 2.3.1—
2.3.4. punkta. Ar€jas vides analizes un identificgto iesp&ju un draudu atspogulojums ir ietverts
3. nodala.

2.3. Skatuves makslas joma darbojoSos Latvijas valsts iestaZzu marketinga
kompleksa analize

Skatuves makslas joma galvenie produkti ir teatra un koncertu uzvedumi. Latvijas valsts
teatri piedava savai auditorijai lielu skaitu izrazu, kura izmainu dinamika ir redzama 2.6. attéla.
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2.6. attels. Kopéjais Latvijas teatru un Latvijas Nacionalas operas un baleta izrazu skaits,
2010.-2016. g.
Avots: izveidojusi autore, pamatojoties uz: Latvijas Republikas Kultiiras ministrija. Gada
publiskie parskati (2010-2016)

Laikposma no 2010. Iidz 2016. gadam kopgjais izrazu skaits ir palielinajies (+3,2 %), un
visvairak izrazu valsts teatri piedavaja 2012. gada, savukart péc tam bija vérojams neliels izrazu
skaita samazinajums (lidz 2016. gadam — par 1,14 %).

Saskana ar kultiiras produktu klasifikaciju, kas atspogulota 1. nodala, var konstatét, ka
patérina formas zina valsts kultliras iestades tas tiek piedavats galvenokart ka kulttiras
pakalpojums — teatra izrazu un koncertu veida.
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Latvijas valsts kultiiras iestazu galvenajiem produktiem ir nekomercials raksturs. Izradém
un koncertiem piemit specifiska vertiba, un to radiSanas mérkis ir panakt pozitivu atbildes reakciju
no skatitaju, sabiedribas, plassazinas lidzeklu un kritiku puses.

Attieciba uz kulttras produktu iedaltfjumu atkariba no patérina laika var noradit, ka lieclaka
dala kulttras produktu ir vienreizgji pakalpojumi (koncerti, teatra izrades). Teatru un koncertu joma
piedavajuma paketes lomu pilda abonementi vairaku pasakumu apmekléSanai sezonas ietvaros.

Satura originalitates zina vairakums valsts kulttiras iestazu piedava unikalus produktus —
skatuves makslas darbus. Tiraz€jamie produkti $aja joma ir piedavatie papildu produkti — izrazu un
koncertu video un audio ieraksti, ka art suveniru produkcija.

Latvijas teatru piedavatie kultiiras produkti ir paredze€ti visplasakajai auditorijai.
Ierobezojumi var biit saistiti ar vecuma cenzu, kas dazkart tiek noteikts bérniem. Valoda, kura
norisinas pasakums vai tiek sniegta informacija, striktus ierobezojumus nerada, tomér atseviskos
gadijumos var bt noradits, ka produkts ir paredz€ts noteiktai valodas videi.

Latvijas valsts kulttiras iestades ir orienttas uz to, lai to piedavatos produktus paterétu
maksimali plasa auditorija. Lai nodro$inatu §1 uzdevuma izpildi, tiek aktivi izmantoti dazadi cenu
diskriminacijas instrumenti, kas kultiiras produktu gadijuma veido marketinga kompleksa elementa
,»cena” pamatu.

2.3. tabula ir atspogulotas teatra vidgjas bileSu cenas izmainas Latvijas valsts teatros
laikposma no 2008. Iidz 2016. gadam.

2.3. tabula

Vidéjas bileSu cenas absoliitas un procentualas izmainas Latvijas valsts teatros, 2008—2016

Gads Vidéja cena (EUR) Absoluitas izmainas Izmainas procentos
2008 8,1

2009 8,15 + 0,05 +0,6%

2010 8,3 +0,15 +18%

2011 7,9 -0,40 -48%

2012 8,8 +0,9 +11,4%

2013 9,1 +0,3 +3.,4%

2014 9,4 +0,3 +3,3%

2015 10,41 +1,01 + 10,74 %
2016 10,97 + 0,56 +54%

Avots: izveidojusi autore, pamatojoties uz: Teatra nozares stratégija 2015.—2020. gadam)*43,
Latvijas Republikas Kultiiras ministrija. Gada publiskie parskati 2015, 2016

Janorada, ka dazados teatros situacija videjas bileSu cenas izmainu zina ir ievérojami
atSkiriga. Pieméram, 2015. un 2016. gada vidgja bilesu cena palielinajas par 5,5 %, tacu vienlaikus
Jaunaja Rigas teatr1 biletes pat kluva par 3 % letakas, savukart maksimalais bileSu cenas pieaugums
bija vérojams Latvijas Nacionalaja teatr1, kura apmekl&jums sadardzinajas par 20,6 %.

Vidgjas teatra bileSu cenas statistiska apstrade un korelacija ar iedzivotaju ienakumu Iimeni
ir atspogulota 3.2. sadala.

Teatri un koncertzales aktivi izmanto otras un tresas pakapes cenu diskriminaciju. Latvija
atlaides kultiras iestazu apmekléSanai tradicionali tiek pieSkirtas skoléniem, studentiem,
pedagogiem, pensionariem un invalidiem. Bitisks trikums, kas piemit cenu veidosanai kulttiras

143 Teatra nozares stratégija 2015.-2020. gadam. Kulttirpolitikas pamatnostadnes 2014.—2020. gadam «Rado3a
Latvija». Pieejams: https://www.km.gov.lv/uploads/ckeditor/files/Nozares/Teatris/Strategija_teatri_final.pdf [skatits:
29.010.2018]
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nozar€ Latvija, ir augsta cena, kas jamaksa par bileteém uz bérniem paredzetiem pasakumiem, un
mazais piedavajums ar atlaidém pirmsskolas un skolas vecuma bérniem.

Latvija vienigais bernu auditorijai paredzetais teatris ir Latvijas Lellu teatris. Laikposma no
2012. Iidz 2016. gadam vidgja bilesu cena ta apmekl&Sanai palielingjas par 59 % jeb no 5,14 eiro
l11dz 8,19 eiro. Fikseta cena, kas jamaksa par biletém bérnam un vinu pavadoSajam pieaugusajam,
Latvijas Lellu teatrT ir paaugstinajusies lidz tadam apméram, kas ir 2 reizes lielaks neka Vilnas lellu
teatr1,,Lele” un par 37,5 % lielaks neka Igaunijas Lellu nama NUKU. Vienlaikus arvalstu pieredze
rada, ka kulturas produktu maksimala pieejamiba bérnu un pusaudzu segmentam, kas, pirmkart,
tiek nodroSinata, pateicoties TpaSai cenu politikai, veicina skatitaju auditorijas veidoSanos
ilgtermina.

Latvija teatra un koncertu bileSu pardoSanas apjoma lielako ipatsvaru nodroSina 2 lieli
uzn@mumi — SIA , Bilesu Serviss”'* un SIA ,,Bilesu paradize”.!*® Vairums valsts teatru izmanto
biledu izplatisanas sistému ,,Bilesu paradize”. Mihaila Cehova Rigas Krievu teatra partneris ir
agentiira ,,BileSu Serviss”. Jaunajam Rigas teatrim ir savs tieSsaistes tirdzniecibas kanals.
Izmantojot paSu teatru bezsaistes tirdzniecibas bileSu kases, prieksrociba ir tada, ka par bileSu
iegadi netiek iekasSta papildu maksa. Savukart starpniecibas agentliru piedavatie tieSsaistes
tirdzniecibas pakalpojumi padara bileSu iegadi piecejamu ne tikai Rigas, bet ari regionu
iedzivotajiem.

Latvijas galvenas valsts kultiiras iestades ir sakoncentrétas Rigas centra — no 8 valsts
teatriem tikai divi — Daugavpils un Valmieras — atrodas citos regionos. Kopgjais zalu skaits $ajos
8 teatros ir 18, bet skatitaju vietu skaits — 6235. Balstoties uz datiem par iedzivotaju skaitu
2017. gada, ir aprekinats skatitaju vietu skaits valsts teatros uz vienu tukstoti iedzivotaju: Riga tas
ir 7,8, Daugavpili — 4,4 un Valmiera — 28 4.

Latvijas kultiras nozaré tiek izmantoti visi marketinga kompleksa elementa ,,virzisana
tirgii” galvenie veidi — reklama, pardoSanas veicinasana, sabiedriskas attiecibas un tieSais
marketings. Koncertu un tedtru produktu virzidana ipa$a loma ir sabiedriskajam attiecibam. Saja
joma tiek izmantoti §adi galvenie instrumenti:

- kritiku un kultiiras nozaré specializ€juSos Zurnalistu uzstaSanas televizijas un radio
raidijumos, interviju organizéSana, publikacijas zurnalos un laikrakstos, specializétie izdevumi un
raidijumi no6aBuTh auri (,,Latvijas Avizes” pielikums ,,Kultiirzimes”, Zurnali ,, Teatra Vestnesis”,
»lrraksts”, , Miizikas Saule”, televizijas raidijumi ,,KultirSoks”, , Teatris.zip”, ,,Nacionalie
dargumi. 100 g kulttiras” u.c.);

- tedtra izrazu demonstréSana televizija un koncertu translacija radio (Latvijas Radio 3
Klasika, LTV1 u.c.);

- miisdienu komunikacijas Iidzeklu izmantoSana, informacijas izplatiSana socialajos tiklos,
kas ietver attiecibu uzturéSanu ar autoritati baudosiem tendencu noteic€jiem un references grupu
lideriem;

- daliba festivalos, konkursos, pasos pasakumos (teatra balvu pasnieg$ana ,,Sp&lmanu
nakts”, Starptautiskaja Baltijas Baleta festivala, Radolfa Blaumana teatra festivala, Baltijas
misdienu dramas festivala ,,Skats”, Latvijas Televizijas un Latvijas Radio gada balvas pieskirSana
,Kilograms kultiiras”, akcija ,,Muzeju nakts” u.c.);

- parvaldes sadarbibas tehnologiju izmantoSana efektivai kontaktu uzturéSanai ar valsts
varas un pasvaldibas institiicijam, kas ir svarigas merkgrupas, jo Latvijas valsts kultiiras iestades ir
loti liela méra atkarigas no So institliciju pieskirta finans€juma un pienemtajiem l[émumiem;

144 Bilesu Serviss. Pieejams: www.bilesuserviss.lv

145 Box offices/Bilesu paradize. Pieejams: http://www.bilesuparadize.lv/stores [skatits: 29.10.2018]
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- attiecibu izveide un uzturéSana ar sponsoriem, ieskaitot informativos atbalstitajus, kas lauj
ievérojami samazinat reklamas izdevumus.

Nemot véra to, ka reklama ir viens no dargakajiem informacijas izplatiSanas lidzekliem,
Latvijas kultiiras nozar€ tas izmantoSana izpauzas ka aktiva sadarbiba ar dazadam organizacijam
un uznémumiem, kas darbojas ka sponsori un mecenati, laudami izmantot savus tehniskos un
informativos resursus.

Misdienu marketinga komunikacijas lidzeklu izmantoSana ir cie$i saistita ar 3. nodala
aplukotajam tehnologiskajam parmainam.

2.4. Skatuves makslas joma darbojosos Latvijas valsts kultiiras iestaZzu merktirgus analize

Lai iegiitu kompleksu informaciju, tika izmantota anketeSana, kuras mérkis bija noteikt
potencialas mérkauditorijas sociali demografiska un ekonomiska raksturojuma ietekmi uz skatuves
makslas joma darbojoSos Latvijas valsts kultiiras iestazu piedavato produktu patérinu un identificét
galvenos patérina SkérSlus. Sanemto un apstradato anketu skaits bija 400. Datu analizei tika
izmantota StatSoft Inc. izstradata programmatiiras pakete Statistica 8.0 un programma IBM SPSS
Statistics 21.

Anketa ietvéra 15 jautajumus, kas bija sagrupéti divos blokos: pirmaja bloka bija
7 jautajumi, kas veltiti galvenajam pétijuma priekSmetam, otraja bloka — 8 jautajumi, kas saistiti ar
respondentu sociali demografisko un ekonomisko raksturojumu.

Raditaju savstarp&jo sakaribu novert€§jumam tika izmantotas kontingences tabulas.
Salidzinot 1patsvaru grupas, lai parbauditu hipot€zi par sakaribu starp divam pazimeém, tika
izmantots Fisera divpusgjais statistiska nozimiguma tests'*® un Pirsona hi kvadrata kritérijs ar Jeitsa
korekciju. 4

Lai aprekinatu y? ar Jeitsa korekciju, tika izmantota $ada formulal*®:
a . (| Gs:— E;:|—0512
X = ::12;:1;;5?__—! (24)

J
kur i —rindas numurs (no 1 Iidz r), j — ailes numurs (no 1 1idz c), O;; — faktiskais novérojumu skaits
ratina ij, Eij — sagaidamais novérojumu skaits riitina ij.

Veicot ipatsvara salidzinasanu, lai reduc€tu kontingences tabulas uz tabulam 2x2,
homoggnie dati tika apvienoti viena grupa, izmantojot kritériju y2, kritériju y2 ar Jeitsa korekciju,
FiSera eksakto kritériju un ticamibas intervalu.

Fisera eksakta kritérija aprekinasanai tika izmantota $ada formula:'4°

p_ (A+B)N-(C+D)-(A+C)-(B+D)!
Al-B!-C!-D!-N! . (25)
kur A, B, C, D — lielumi tabulu 2x2 riitinas, N — p&tamo skaits divas grupas; ! — faktorials, kas
atbilst attieciga skaita reizinajumam ar virkni skaitlu, kura katrs skaitlis ir par 1 mazaks neka
ieprieksgjais.

146 Upton G. J. G. Fisher's exact test //Journal of the Royal Statistical Society: Series A (Statistics in Society). T.
155, Ne. 3,1992. C. 395-402.

147 Campbell 1. Chi-squared and Fisher—Irwin tests of two-by-two tables with small sample recommendations
//Statistics in medicine. T. 26. Ne. 19. 2007. pp. 3661-3675.

148 Haviland M. G. Yates's correction for continuity and the analysis of 2x 2 contingency tables //Statistics in
medicine. T.9., Ne. 4., 1990. C. 363-367.

149 Johnson E. M. The Fisher-Yates exact test and unequal sample sizes //Psychometrika. T. 37, Ne. 1,1972. C. 103-
106.
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Ticamibas intervals tika aprékinats ar Vilsona metodi.**

Ka faktoru ietekmes mérs tika izmantota varbiitibu attieciba®®!, kas aprékinata pec $adas
formulas:

_ A/E
OR = b (2.6.)
kur A, B, C, D — lielumi tabulu 2x2 riitinas.
(OP) augsgjas (a) un apaksgjas (b) robezas noteiksanai tika izmantota formula no IBM SPSS
Statistics Version 21:
2) loR)-16 ,J'lfh’flffr*lfr:*lfb 27)
b) E.'l n(GR}'+L96ﬂ|1;14+1;15.+1;rﬂ-+1;b (28)
Lai parbauditu dihotomiska faktoru mainiga un dihotomiska atsauces mainiga neatkaribas
nosactjumus pie uzdotajam kovariacijas struktiiram, tika veikts Mentela-Hensela tests ar IBM SPSS
Statistics Version 21 palidzibu.

Lai noteiktu sakaribas cieSumu starp pazimém, daZos gadijumos tika izmantots koeficients
v (Gudmena-Kruskala y), kas aprekinats péc §adas formulas!®2;
— Me-Ta (2 9)
LA v P '

kur varbutiba /7; un 1y tiek noteikta ka

(i — rindas numurs, j — ailes numurs).
Veicot multiplo salidzinasanu, tika izmantota Bonferroni korekcija.t®

2.7. attela ir redzams uz 1. jautajumu par kultiiras pasakumu apmekl&$anas bieZumu sniegto
atbilzu sadalijums.

Apmeklésanas biezums

30,00%
25,00% . L . -
B vienu vai vairakas reizes ménesi
20,00% M 3-5 reizes seSu ménesu laika
15,00% B 1-2 reizes seSu ménesu laika
10.00% M vienu reizi gada
, ()
M retak neka vienu reizi gada
5,00%
M griti atbildet
0,00%

150 Brown L. D., Cai T. T., DasGupta A. Interval estimation for a binomial proportion //Statistical science. 2001. P.
101

151 I'psxubosckuii A. M., Usanos C. B. Tlonepeunsie (0JHOMOMEHTHBIE) HCCIIEI0BAHMs B 3ApaBooxpaHenun //Hayka
u 3apaBooxpanenue. Ne. 2, 2015. C. 5-18.

152 Hryniewicz O. Goodman-Kruskal y measure of dependence for fuzzy ordered categorical data /Computational
Statistics & Data Analysis. T. 51, Ne. 1, 2006. C. 323-334.

153 Armstrong R. A. When to use the Bonferroni correction. / Ophthalmic and Physiological Optics., vol. 34, no. 5,
2014. P.502
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2.7. attels. Skatuves makslas joma darbojoSos Latvijas kultiiras iestazu apmeklésanas
bieZzums
Avots: izveidojusi autore, pamatojoties uz aptaujas rezultatiem

Ar krusttabulas metodi iegiitie rezultati liecina, ka vislielaka ietekme uz skatuves makslas
iestazu piedavato kultiras produktu patéréSanas biezumu ir $adiem faktoriem: respondentu
izglitibas [imenim, nodarbosanas veidam, vecumam un ienakumu Iimenim.

Sakariba starp kultiiras pasakumu apmekl&Sanas biezumu un respondentu izglitibas Iimeni
ir atspogulota 2.8. attela.

. 100% -

= 90% -

5 80% - 38,2% Reizi gada
s 70% - 61,8% un retak
o 60% -

£ 50% -

2 40% - .
g 30% - 61,5% Re_lz1vsesos
S ans s
& 0 7

0% \

Pamata - vidgja  Nepabeigta
izglitiba augstaka izglitiba
— doktora grads

Izglitiba

2.8. attels. Sakariba starp izglitibas [imeni un kultiiras pasakumu apmeklé$anas bieZumu
Avots: izveidots ar datorprogrammas SPSS palidzibu

Apvienotas respondentu grupas ar pamatizglitibu un vid€jo izglitibu un respondentu grupas
ar augstaku izglitibas Iimeni apmekléSanas bieZuma raditaju salidzinajums ir $ads: y2 = 20,05,
p = 0,0000; OR = 2,6 (95 % ClI: 1,68-3.91; Mentela-Hensela y2 = 19,07, p = 0,000), kas liecina, ka
izglitibas limenis, kas ir augstaks par vidgjo izglitibu, 2,6 reizes palielina kultliras pasakumu
apmekleSanas varbutibu.

Ja apmekléSanas biezumu apliiko, nemot véra multiplo salidzinajumu (Bonferroni
korekcija: nozimiguma Iimenis p = 0,017), var konstatét, ka personas vecuma no 15 Iidz 39 gadiem
kultoras pasakumus apmeklé biezak neka personas ar lielaku vecumu (y2 = 23,06, p = 0,0000).
Turklat personas vecuma no 40 lidz 54 gadiem dodas uz kultoras pasakumiem retak neka vecaka
gadagajuma respondenti (x2 = 19,84, p = 0,000).

2.9. attela ir redzama sakariba starp kultiiras pasakumu apmeklgSanas biezumu un ménesa
ienakumu Itmeni.

44



100% -

z
S 80%
= 55,1% Reizi gada un retak
= 60% - 81,7%
S 40% -
g Reizi se$os ménesos un
2 20% - 44,9% biezak
%]
[~ 18,3%
0% : ‘

<600 euro > 600 euro
IkmeéneSa ienakumi

2.9. attels. Sakariba starp kultiiras pasakumu apmeklésanas bieZumu
un ménesa ienakumu Iimeni
Avots: izveidots ar datorprogrammas SPSS palidzibu

Salidzinot kultiiras pasakumu apmekl&Sanas biezumu ar respondentu ienakumu Itmeni, tika
konstatéts, ka personas, kuru ienakumi ménesi parsniedz 600 eiro, apmeklé kultiiras pasakumus
biezak neka personas ar zemaku ienakumu Iimeni (¥2 = 27,74 un p =0,0000). Respondentu
grupam ar ienakumiem virs 600 eiro un grupam ar ienakumiem zem 600 eiro varbiitibas attieciba
OR = 3,64 (95 % CI: 2,24-5,90; Mentela-Hensela x2 = 27,67, p = 0,000), proti, piederiba grupai ar
ienakumiem virs 600 eiro ménesT palielina biezakas apmekl&sanas varbiitibu 3,64 reizes.

2.10. attela ir redzams Uz 4. jautajumu par kultiiras produktu cenas un kvalitates atbilstibu
sniegto atbilzu sadaltjums.

Cena atbilst kultiras produktu kvalitatei

B Piekritu

® NepiekrTtu, cena parasti ir
zemaka neka kvalitate

Nepiekritu, cena ir
augstaka neka kvalitate

m Nezinu

2.10. attels. Kultaras produktu cenas un kvalitates atbilstiba
Avots: izveidojusi autore, pamatojoties uz aptaujas rezultatiem

Pastav 10,14 reizes lielaka varbiitiba, ka personas ar ienakumiem virs 600 eiro sniegs atbildi
»cena parasti ir zemaka neka kvalitate”, nevis atbildi ,,cena ir augstaka neka kvalitate”, salidzinot
ar personam, kuru ienakumu limenis ir zemaks: OR = 10,14 (95 % CI: 3,23-26,91; Mentela-
Hensela y2 = 23,72, p = 0,000).

Interesi raisa respondentu segments (7 %), kuru ieskata bileSu cena Latvijas kultiiras
iestad@s ir parak zema. Sads rezultats rada pamatu pienémumam, ka §Ts patérétaju grupas attieksme
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pret papildu maksas (ziedojumu) iekas€Sanu, iegadajoties biletes uz kultiiras pasakumiem, varétu
bt pozitiva.

Sakara ar interneta tehnologiju attistibu un jaunu plassazinas lidzeklu paradiSanos pédgjo
gadu laika butiskas parmainas ir notikusas arT informacijas telpa. Tadi agrak populari informacijas
avoti ka drukatie izdevumi un televizija savu auditoriju sak zaudét, savukart sazina timekli arvien
versas plasuma. 2.11. attela ir atspoguloti dati par galvenajiem informacijas avotiem, ko
respondenti izmanto, lai iegiitu informaciju par kultiras pasakumiem (atbildes uz 6. jautajumu).

Galvenie avoti informacijas iegiiSanai par kultiiras pasakumiem

B Draugi / gimene

25.00% m Socialie tikli
20,00% B Zinu portali
15,00% B Kultiiras iestades majas lapas
10.00% H BileSu paradize, BileSu serviss
D =TV
5,00% Radio
0,00% Drukata prese
Plakati
Citi

2.11. attels. Galvenie avoti informacijas iegiSanai par kultiiras pasakumiem
Avots: izveidojusi autore, pamatojoties uz aptaujas rezultatiem

Ar krusttabulas metodi iegutie rezultati liecina, ka galvenie faktori, kas ietekmé
informacijas avotu izvéli, ir respondentu vecums, nodarboSanas veids un izglitibas limenis, turpreti
no tadu raditaju viedokla ka dzimums, dzivesvieta un sazinas valoda praktiski nekadas atskiribas
nav konstat&jamas.

Ir konstatéjama ieveérojama korelativa sakariba starp respondentu vecumu un atbilzu izveli
starp galvenajiem informacijas avotiem ,,socialie tikli”, ,,zinu portali”, ,,TV” un ,,afiSas”. Ta ka
datos ir daudz sakritoSu lielumu, saistibas analizei tika izmantota gamma korelacija (y):

korelacija starp respondentu vecumu un atbildes variantu ,,socialie tikli”: y = -0,59 (Z = -
9,63, p=0,000000). Turklat varbiitiba, ka informacija par kultiiras pasakumiem tiks mekléta
socialajos tiklos, 15-39 gadu vecumgrupai ir 4,52 reizes lieclaka neka grupai ar vecumu virs
39 gadiem: OR =4,52 (95 % CI: 2,70-7,56; Mentela-Hensela y2 = 34,55, p =0,000). Dati par
socialo tiklu izmantoSanas biezumu dazadas vecumgrupas ir atspoguloti 2.12. attéla.

60.0% -
= 50.0% -

s 45.1%
= 40.0% -

<

£30.0% - + 29.6%

£ 20.0% - + 20.9%
S

=1

10.0% -
0.0%

Socialo tiklu lietotaju

W 47%

15-24 25-39 40-54 55 or more
Vecums
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2.12. att€ls. Socialo tiklu izmantoSana informacijas par kultiras pasakumiem mekléSanai
dazadas vecumgrupas (ar ticamibas intervalu (CI) 95 %)
Avots: izveidots ar datorprogrammas SPSS palidzibu

Ipasi svarigi ir noskaidrot, kadam patérétaju grupam ir raksturigi noteiktu veidu skersli, kas

kav€ kultiiras produktu patérésanu (atbilde uz 7. jautajumu; skat. 2.13. attelu).

Galvenie skérsli, kas kave Kultiiras pasakumu apmekléSanu

m Augsta cena

30,00% - 28% B Intereses trukums
® Laika truikums
25,00% -
20,80% ® Informacijas trikums
20,00% B Zemas kvalitates kultiiras
. akalpojumi _
15,00% - H [erobezota kultiiras pasakumu
8,50% }\zlvs'?f eto
eérts novietojums
10,00% - 7,80% 7,50% !
5,30% Griitibas iegadaties biletes
. 3,30%
5,00% - 1, Kultiiras zinasanu trikums
0.00% Citi

2.13. attels. Galvenie $kersli, kas kave kulturas pasakumu apmekléSanu
Avots: izveidojusi autore, pamatojoties uz aptaujas rezultatiem

Ka galvenie skersli, kas kave kulttiras pasakumu apmeklésanu, tiek noradits laika trikums,
augsta cena un neesosa interese par kultiras produktiem. Rezultati, kas iegiti, apstradajot atbildes
uz jautajumiem par patérina $kersliem un respondentu sociali demografisko raksturojumu, liecina,
ka vislielaka ietekme ir tadiem faktoriem ka vecums, nodarbosanas veids un ienakumu lIimenis.

Respondenti 25-39 gadu vecuma laika trikumu ka skérsli noradija biezak neka respondenti
no citam vecumgrupam (x2 =9,75 un p =0,002). Turklat 25-39 gadu vecumgrupai pastav
2,20 reizes lielaka $1 skérsla esamibas varbiitiba neka citam vecumgrupam: OR = 2,20 (95 % CI:
1,36-3,57; Mentela-Hensela y2 = 9,73, p = 0,002).

Skersla ,laika trikums” un respondentu nodarbosanas veida salidzinajums ar krusttabulas
palidzibu lava konstatét, ka Sis Skerslis ir visvairak raksturigs grupai ar nodarbosanos ,,uznémgjs”,
jo tiesi §Ts grupas parstavji So Skérsli ir noradijusi biezak neka pargjie respondenti (y2 = 43,36 un
p =0,0000). Uznémégjiem un menedzeriem pastav 7,11 reizes lielaka $kér§la ,laika trukums”
varbiitiba neka pargjam grupam: OR = 7,11 (95 % CI: 3,81-13,25; Mentela-Hensela y2 = 43,25,
p = 0,000).

Pastav savstarpgja sakariba starp respondentu ienakumu Itmeni un SkérSla ,,augsta cena”
noradisanu (skat. 2.14. att€lu). Lai novertétu So sakaribu, tika izmantota gamma korelacijas analize:
korelacija starp ménesa ienakumiem un patérina Skérsli ,,augsta cena” ir $ada: y = -0,44 (Z = -6,28,
p = 0,000000).
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2.14. attels. Sakariba starp ménesa ienakumiem un patérina Skérsli ,,augsta cena”
Avots: izveidots ar datorprogrammas SPSS palidzibu

Personas, kuru ienakumi ménesi ir mazaki neka 300 eiro, biezak neka citi respondenti ka
galveno Skérsli ir noradijusas atbildes variantu ,,augsta cena” (Bonferroni korekcija p =0,017;
kriterijs ar Jeitsa korekciju ¥2 = 18,18 un p = 0,0000; divpusgjais Fisera kritérijs p = 0,0000).
Personam, kuru méneSa ienakumi neparsniedz 300 eiro, salidzinagjuma ar lielaku ienakumu
sanémgéjiem ir 3,14 reizes lielaka varbitiba, ka pastavés Skérslis ,,augsta cena” (OR = 3,14 (95 %
Cl: 1,96-5,61; Mentela-Hensela y2 = 19,86, p = 0,000).

Ipasi svarigi ir noskaidrot, kada ir kulttras produktu pieejamiba visu Latvijas regionu
iedzivotajiem. P&tot sakaribu starp respondentu dzivesvietu un paterina skérsli ,,ierobezota kultiiras
pasakumu izveéle”, tika konstatéts, ka Riga dzivojoSie respondenti So atbildes variantu ir
izvelgjusies ieveérojami retak neka citu regionu iedzivotaji: Bonferroni korekcija: p =0,017,
divpusgjais Fisera kriterijs p = 0,0000 (skat. 2.15. att€lu). Turklat personam, kuras nedzivo Riga,
varbiitiba, ka pastavés Skerslis ,,ierobezota kultiiras pasakumu izvele”, ir 10,62 reizes lielaka
salidzinajuma ar ridziniekiem: OR = 10,62 (95 % CI: 5,67-19,89; Mentela-Hensela 42 = 67,36,
p = 0,000).

., 100%
s
S 80%
E 0
S 0% 96,1% 87,2% .
g 40% ne
D
=
0,
= 12,8% =
g 0% 3,9% 1070
Riga Citas Latvijas Citas
pilsetas Dzivesvietas
Dzivesvieta Latvija

2.15. attels. Sakariba starp dzivesvietu un patérina Skérsli ,,ierobeZota kultiiras
pasakumu izvéle”
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Avots: izveidots ar datorprogrammas SPSS palidzibu

Rigas iedzivotdji ievérojami biezak neka respondenti no citiem regioniem ir noradijusi
skersli ,,neérts novietojums™: Bonferroni korekcija: p =0,017, divpus€jais Fisera Kkritérijs
p=0,0000 (skat. 2.16. attelu). Turklat personam, kuras nedzivo Riga, varbitiba, ka pastavés
Skerslis ,,neérts novietojums”, ir 15,33 reizes lielaka salidzinajuma ar ridziniekiem: OR = 15,33
(95 % CI: 5,702-41,21; Mentela-Hensela x2 = 43,58, p = 0,000).

. 100% -

5= 90% -

z 80% -

5 70% - 65,8%

=3 ,8%

S 60% - 84,6% Ne

£ 50% - 98,2%

2 40% -

S 30% -

g 200 342% =

™ 0% 1,8% I ‘

iga Citas Latvijas  Citas Dzivesvietas
pilsétas Latvija
Dzivesvieta

2.16. attels. Sakariba starp dzivesvietu un patérina Skersli ,,neérts novietojums”
Avots: izveidots ar datorprogrammas SPSS palidzibu

Lai noskaidrotu, kadu merkauditorijas segmentu piesaistiSana var palielinat skatuves
makslas iestazu apmekl&taju skaitu, tika pienemts 1emums noteikt nozimigo faktoru kopgjo ietekmi
uz kultiiras pasakumu apmekléSanas biezumu. Lai to veiktu, tika izveidots binaras logistiskas
regresijas modelis. Saja noliika tika ieviests atkarigais mainigais ,kultiras pasakumu apmeklgsanas
biezums”, kas tika parversts dihotomiskaja: ar ,,0” apzimétaja grupa tika ieklautas atbildes ,,1—
2 reizes seSu ménesu laika”, ,,vienu reizi gada” un ,,retak neka vienu reizi gada”; ar ,,1” apziméetaja
grupa tika ieklautas atbildes ,,vienu vai vairakas reizes ménes1” un ,,3-5 reizes seSu ménesu laika”.

Logistiskas binaras regresijas modelis tika izveidots ar IBM SPSS Statistics 21 palidzibu.
Modeli ieklaujamo parametru atlasei tika izmantota turpejosa atlase ar mainigo skaita izmainiSanu
(atkariba no varbiitibas limena). Izmantojot So atlases metodi, no visiem analizé ieklautajiem
mainigajiem tika atstati tikai 4 neatkarigi mainigie: nodarbosanas veids, izglitibas limenis, vecums
un ménesa ienakumi.

Modelim ¥ = 90,90, p = 0,000. Rezultati ir atspoguloti 2.4. tabula.

2.4. tabula

Logistiskas regresijas vienadojuma mainigie atkariga mainiga ,,kultiiras pasakumu

apmekleSanas bieZums” noteikSanai

Koda pieskir§ana - -
B Stan_d arta Wald anlbas Nozimigums | Exp(B)
07 G klada pakape
Nodarbosanas |- Uz0@meji un Citi 158 | 045 |1290| 1 0,000 4,88
(Occ) menedzeri
Izglitibas Pamatizglitiba —| Izglitiba virs
limenis (Edu) | videja izgliba | videjas | 270 | 046 26641 1 0,000 11,98
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\Vecums (Age) 40-54gadi |  Pargjie 1,24 0,38 10,54 1 0,001 3,46
Rangu skala:

1. rangs — <300 EUR,
2. rangs — 300-600 EUR, 0,45 0,17 7,08 1 0,008 1,57
3. rangs — 600-900 EUR,

4. rangs — >900 EUR
Constant | -5,15 0,70 54,07 1 0,000 0,006

Avots: izveidota ar datorprogrammas SPSS palidzibu

MeéneSa
ienakumi (MI)

Izmantojot iegiitos koeficientus, var aprékinat z un p, respektivi, noteikt varbiitibu, ka
dazadas personas, kas atSkiras peéc modelt ieklautajam pazimém, apmekles kultiiras pasakumus.
Tadgjadi:

z=-515+158-0cc +2,48-Edu+0,45-MI+4,46 - Age (2.10.)

1
p = 1 + e—(=515 + 1,58-0cc + 2,48-Edu + 0,45-MI +3,46-Age)

(2.11.)

Varbiitibas lieluma (Exp(B)) eksponé&sana lauj izdarit $adus secinajumus: tas, ka persona
nepieder uznémé&ju un menedzeru lokam, palielina kultiiras pasakumu apmekl&Sanas varbutibu
4,88 reizes; izglitiba, kas ir augstaka par vid&jo, palielina kultiiras pasakumu apmeklé$anas
varbiitibu 11,98 reizes; méneSa ienakumi, kas parsniedz 600 eiro, palielina kultiiras pasakumu
apmekl&sanas varbitibu 1,57 reizes; ja vecums neatrodas 40-54 gadu robezas, kultiras pasakumu
apmekl&Sanas varbiitiba palielinas 4,46 reizes.

So rezultatu nemsana véra var veicinat auditorijas papladinaanu un pasakumu
apmeklésanas biezuma palielinasanu, izstradajot ipasus cenu piedavajumus un izmantojot
komunikacijas instrumentus, kas versti uz konkrétiem auditorijas segmentiem.

Tadgjadi var secinat, ka galvenie SkérSli, kas biitiska méra kavé kultiiras produktu
patéréSanu, ir saistiti ar argjiem faktoriem (ienakumu Iimeni, izglitibas limeni, vecumu,
dzivesvietu), kas nav paklauti kultiras iestazu kontrolei. Vienlaikus marketinga instrumentu
izmantoSanai ir jabut verstai uz $adu SkérSlu parvaréSanu ar efektiva marketinga kompleksa
izstrades palidzibu.

Kopuma var secinat, ka kultiiras sektoram ir svariga loma Latvijas socialaja un
ekonomiskaja attistiba: palielinas nodarbinato Tpatsvars, pieaug majsaimniecibu izdevumi kultiiras
produktu iegadei, palielinas kultiiras produktu eksports, un tiek labvéligi ietekmétas saskarigas
nozares. Valsts kulttras iestadem, kuras darbojas skatuves makslas joma, Latvija ir raksturigs
kvalitativs un konkurétspéjigs kultiiras produktu piedavajums.

Skatuves makslas joma darbojoSos Latvijas valsts kulttiras iestazu marketinga kompleksu nosaka
So 1estazu darbibas nekomerciala ievirze:

- marketinga kompleksa elements ,,cena” ir saistits ar otras un tresas pakapes cenu diskriminacijas
izmantoSanu, kas veicina kultiras pasakumu lielaku pieejamibu dazadam socialajam grupam;

- prieksrociba, kas piemit kultiras produktu izplatiSanai ar agentiiru starpniecibu, ir plasais
bezsaistes tirdzniecibas vietu tikls un attistita tieSsaistes tirdzniecibas sist€ma, kas nodroSina visu
regionu iedzivotajiem vienlidzigu piekluvi bilesu iegadei;

- valsts un informativo sponsoru sniegtajam atbalstam ir svariga nozime kultiiras produktu
virzisana.

Skatuves makslas joma darbojoSos Latvijas valsts kultiiras iestaZzu mérktirgus analize apliecin3ja,
ka galvenie Skérsli, kas kavé kultiiras produktu patéréSanu, ir laika un intereses trikums, ka ari

- w1

galvenokart no ekonomiska, demografiska un geografiska raksturojuma.
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3. AREJAS VIDES FAKTORU IETEKMES UZ SKATUVES MAKSLAS JOMA
DARBOJOSOS LATVIJAS VALSTS KULTURAS IESTAZU MARKETINGA
KOMPLEKSU NOVERTEJUMS
Nodala sastav no 7 apaksnodalam, 48 lappusém, 29 attéliem, 11 tabulam.

3.1. Politisko faktoru ietekme

Saskana ar 1.5.2. punkta atspoguloto klasifikaciju Latvijas valsts parvaldes institiciju
savstarp€jas attiecibas ar kultiiras iestadém var raksturot ka The Architect: valsts varas institiiciju
pilnvaras ietver kultiras un makslas sektora politikas noteikSanu, nozaré veicamo reformu
prioritaSu izvirziSanu, nepiecieSamo valsts budzeta lidzeklu pieSkirSanu un valsts kultiiras iestazu
darbibas kontroli un finansésanu.™>*

Politiskajiem 1émumiem nav tieSas ietekmes uz kulturas produktu radiSanas procesu, jo par
repertuara veidosanu atbild kulttiras iestazu makslinieciskie vaditaji. Tacu Iidztekus tam Latvijas
Republikas Kultiras ministrija ir deleg€jusi valsts teatriem $adus uzdevumus:

- iestud@t latvieSu miisdienu dramaturgijas un literatiiras darbus;

- ar teatra makslas starpniecibu veicinat nacionalas identitates un latviesu valodas kultiiras
nostiprinasanu. !>

Teatra un muzikas kolektivu finanséSana no valsts budzeta Latvija joprojam ir viens no
galvenajiem kulttiras un makslas nozares atbalstiSanas veidiem. Kultiiras finans€Sanas principu,
kas tiek izmantots ne tikai Latvija, bet ari daudzas citas ES wvalstis, var raksturot ka
rezultatorientgtu.>®

Visizplatitakie nodoklu atvieglojumi, kas paredzeti kultiiras organizacijam un
uznémumiem, tiek pieskirti, atbrivojot §is jomas preces un pakalpojumus no nodokliem vai
samazinot pievienotas vertibas nodokli un ar pardosanu saistitos nodoklus. Piem&ram, pievienotas
vértibas nodokla likuma®®’ 52. pants nosaka, ka ar nodokli neapliek teatra izrades un koncertus.

Politisko faktoru ietekme uz tadu marketinga kompleksa elementu ka ,,vieta” ir saistita
galvenokart ar kultiiras pakalpojuma tieSas sniegSanas vietas izveli. Savukart marketinga
kompleksa elementu ,,virziSana tirgii” politiskie faktori ietekme lielakoties ar valsts finansiala
atbalsta un valsts un pasvaldibu Iimeni pienemto l@mumu starpniecibu, un visizteiktak §1 ietekme
1zpauzas, organiz€jot vai atbalstot verienigus kulttiras pasakumus, festivalus un projektus, kas lauj
maksimali paplasinat auditoriju un rosinat interesi par kultiiras projektiem.

3.2. Ekonomisko faktoru ietekme

Latvijas kop€jam ekonomiskajam stavoklim ir biitiska ietekme ne tikai uz kultiiras nozares
attistibu kopuma, bet ar1 uz atsevisku kulttiras iestazu darbibu tirgvedibas joma.

Svarigs ekonomiskais faktors ir bezdarba Iimenis, kas ietekmé gan kop€jo paterinu, gan
kultiiras produktu patérésanu. ST raditaja izmainu dinamika ir atspogulota 3.1. attéla.

1% Mnbuna A. CniocoObl OIEHKH Makpocpebl Kak (pakTopa, BIMSKOIIETO HA Pa3BUTHE KOMIUIEKCA MApKETHHIA B

obnactu KynbTypbl banruiickoro permona. C6opuuk MartepuanoB |l MexayHapogHOW HaydHOH KOH(eEpEeHIUH
«Transformational Processes in Law, Regional Economics and Economic Policies Topical Economic, Political and
Legal Issues», Pura. Bantuiickas Mexaynaponsas akagemus, 2013. C. 267
155 Teatra nozares stratégija 2015.—2020. gadam. Kultiirpolitikas pamatnostadnes 2014.—2020. gadam «Radosa
Latvija». Pieejams: https://www.km.gov.lv/uploads/ckeditor/files/Nozares/Teatris/Strategija_teatri_final.pdf [skatits:
17.11.2018]
1%6 Valsts budzeta dotacijas aprékinasanas kartiba valsts dibinatajiem teatriem. Kultiiras ministrija. Pieejams:
https://www.km.gov.lv/uploads/ckeditor/files/Nozares/Teatris/Dotacijas_sadales_Kkartiba.pdf [skatits: 17.11.2018]
157 Pievienotas vertibas nodokla likums/ LR likums. Pieejams: http://likumi.lv/doc.php?id=253451
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3.1. attéls. Bezdarba Iimenis Latvija 2006.—2016. gada (tikst. cilv.)
Avots: izveidojusi autore, pamatojoties uz: Centrala statistikas parvalde®®

Bezdarba Itmenis krasi pieauga ekonomiskas krizes laika un savu maksimumu sasniedza
2010. gada, kad bezdarbnieku skaits parsniedza 205 tiikstosus cilveéku jeb 19,5 % no darbspgjigo
iedzivotaju kopskaita.'®® Augsti bezdarba raditaji ietekmg ari kultiiras produktu patérinu. Ka liecina
aptaujas rezultati (skat. 2.4. sadalu), raditaji, kas saistiti ar sadu produktu paterésanas Skérsliem,
visaugstakie ir tiesi bezdarbnieku segmenta.

3.2. att€la ir redzama vid€jas neto darba algas izmainu dinamika Latvija laikposma no 2008.
lidz 2016. gadam salidzinajuma ar teatra bileSu cenam.
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Neto darba samaksa (kreisa ass) Vidgja pensija (kreisa ass)

==Vidgja biletes cena (laba ass)

3.2. attels. Videja neto darba alga, vidéja pensija un vidéja teatra bileSu cena,
2008.-2016. g. (eiro)

1%8 Socialie procesi / Nodarbinatiba un bezdarbs / Bezdarbs/Centrala statistikas parvalde. Pieejams:
http://datal.csh.gov.Iv/pxweb/Iv/sociala/sociala__nodarb__bezdarbs__ikgad/NBG250.px/table/tableViewLayoutl/?r
xid=a39c3f49-e95e-43e7-b4f0-dcelllb48bal [skatits: 17.11.2018]
159 Socialie procesi / Nodarbinatiba un bezdarbs / Bezdarbs/Centrala statistikas parvalde. Pieejams:
http://datal.csb.gov.Iv/pxweb/Iv/sociala/sociala__nodarb__bezdarbs__ikgad/NBG250.px/table/tableViewLayoutl/?r
xid=a39c3f49-e95e-43e7-b4f0-dcel11b48bal [skatits: 17.11.2018]
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Avots: izveidojusi autore, pamatojoties uz: Centrala statistikas parvalde,'®?,'®? Teatra nozares
stratégija 2015.-2020. gadam,'®? Latvijas Republikas kultiiras ministrija publiskotie gada parskati
(2015, 2016).

Latvijas pensionaru ienakumu Iimenis saglabajas visai zems, 2016. gada vid€ja pensija
joprojam sasniedza tikai 44,3 % no vidgjas darba algas.

Lai noskaidrotu sakaribu starp raditajiem ,,vidéja bileSu cena” (TickPrice), ,,vid€jais
pensijas apmérs” (PensPaid) un ,,vid&ja darba alga ménesi” (Wages), tika veikta korelacijas un
regresijas analize. Pirsona korelacijas koeficienta aprékinaSanai un novértéSanai, ka ar1 regresijas
analizei (grafika izveidei un modela noveért§jumam) tika izmantota StatSoft Inc. izstradata
programmatiiras pakete Statistica 8.0 (formulas un metodes atspogulotas 2.1. sadala).

Starp vidgjo bileSu cenu un vidgjo pensijas apméru, ka ar1 vid€jo neto menesalgu pastav
Sada sakariba:

- raditaju ,,vidgja bileSu cena” un ,,videja darba alga meénest” korelacijas koeficients (r) ir
0,95 (p =0,000), starp pétamajiem elementiem pastav tiesa sakariba; péc Cedoka sakaribas
cieuma skalas'® §1 sakariba ir vértéjama ka ciesa;

- raditaju ,,videja bileSu cena” un ,,vid€jais pensijas apmeérs” korelacijas koeficients (r) ir
0,74 (p = 0,02), starp pétamajiem elementiem pastav tiesa sakariba; peéc Cedoka skalas 3T sakariba
ir veért€jama ka tuva.

Linearas regresijas vienadojums ir $ads:

TickPrice =-1,24117 + 0,014 x Wages + 0,012 x PensPaid, (3.1)

kur TickPrice — vidgja bileSu cena, Wages — vidéja darba alga ménesi un PensPaid — vidgjais
pensijas apmers.

No vienadojuma izriet, ka, vid€jai darba algai palielinoties par vienu eiro, biletes cena var
palielinaties par vidgji 0,014 eiro, savukart, vidéjam pensijas apméram palielinoties par vienu eiro,
biletes cenas vidg&jais palielinajums ir 0,012 eiro.

Determinacijas koeficients R24qj ir 0,94, proti, faktoru Wages un PensPaid raksturojums
nosaka raditaja ,,vid€ja bilesu cena” izkliedi 89,3 % (F = 60,7, p = 0,0001). Tas nozimg, ka raditaja
,vid€ja bileSu cena” variacija tikai 10,7 % apmera ir atkariga no citiem faktoriem.

Izkliedes diagrammas ir redzamas 3.3. attéla:

160 Average monthly wages and salaries (in euro; as per cent of previous year)/ Annual statistical data/ Population
and Social Processes/ Centrala statistikas parvalde. Pieejams:
http://data.csb.gov.lv/pxweb/en/Sociala/Sociala__ikgad dsamaksa/DS0010_euro.px/table/tableViewLayoutl/?rxid
=89fa53c2-5ff7-456f-aae4-c4274cf3b2aa [skatits: 17.11.2018]
161 Sociala drosiba — Galvenie raditaji/ Iedzivotaji un socialie procesi/ Centrala statistikas parvalde. Pieejams:
http://www.csh.gov.Iv/statistikas-temas/sociala-drosiba-galvenie-raditaji-30402.html [skatits: 17.11.2018]
162 Teatra nozares stratégija 2015.-2020. gadam. Kultiirpolitikas pamatnostadnes 2014.—2020. gadam «Radosa
Latvija». Pieejams: https://www.km.gov.lv/uploads/ckeditor/files/Nozares/Teatris/Strategija_teatri_final.pdf [skatits:
17.11.2018]
163 Chaddock R. E. Principles and methods of statistics. Houghton Mifflin Company, 1925. P. 304
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3.3. attels. Raditaja ,,videja bileSu cena” sakaribas ar raditajiem ,,vidéja darba alga menes1”
() un ,,vid€éjas pensijas apmérs” (b) izkliedes diagramma
Avots: izveidots ar datorprogrammas SPSS palidzibu

Lai nodrosinatu pensionariem kultiiras iestazu apmekl&jumu pieejamibu, ir svarigi izmantot
dazadus cenu regul€Sanas instrumentus, kas, pirmkart, tiek veikts ar tresas pakapes cenu
diskriminacijas palidzibu — pieskirot Sai patérétaju grupai ipasas atlaides. Ka liecina aptaujas
rezultati, ievérojamai pensionaru dalai tiesi kultiras produktu augsta cena ir galvenais Skérslis, kas
kave to pateréSanu (skat. 2.4. sadalu).

Kulturas nozares attistibu biutiski ietekmé ekonomiskas attistibas procesi saskarigajas
nozargs, it 1pasi tiirisma joma. Nemot véra to, ka tiirisms ir viena no tam Latvijas ekonomikas
nozarém, kas piedzivo veiksmigu attistibu, kultiiras iestadém, izstradajot marketinga kompleksu,
IpaSa uzmaniba japievers patérétaju segmentam, kura var pastavet interese par kulttiras tirismu.

Argja ekonomikas vide visvairak ietekmé marketinga kompleksa elementu ,,cena”. Batiskas
ietekmes uz kultiiras produktu izplatiSanu ekonomiskajiem faktoriem nav, tacu sakara ar Latvijas
regionu nevienmérigo ekonomisko attistibu, tie ir janem véra marketinga kompleksa elementa
,vieta” izstrades ietvaros, izv€loties kultiiras pakalpojumu sniegSanas vietu.

3.3. Sociokulturalo faktoru ietekme

Sociokulturalajiem faktoriem var bt visnozimigaka ietekme uz kultiiras produktu patérinu.
Patérétaju izveli, no vienas puses, nosaka sabiedriba izveidojusas kultuiras tradicijas un uzvedibas
stereotipi, bet, no otras puses, to ietekme ar1 strauji mainigas modes tendences.

Péc FEiropas Komisijas iniciativas veiktas aptaujas'®® rezultati liecina, ka Latvijas
respondenti vert€ kultiiras nozimi tikpat augstu ka Eiropas iedzivotaji kopuma: 77 % aptaujato
Latvijas iedzivotaju atzist, ka kultiira viniem ir svariga (skat. 3.4. attelu).

164 European Cultural Values. European Commission. Special Eurobarometer 278 / Wave 67. — TNS Opinion &
Social. 2007. Pieejams: http://ec.europa.eu/commfrontoffice/publicopinion/archives/ebs/ebs_278 en.pdf [skatits:
22.02.2018]
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3.4. attels. AtbilZzu sadalijums, atbildot uz jautajumu ,,Cik svariga jums personigi ir
kultara?”

Avots: izveidojusi autore, pamatojoties uz: European Cultural Values. European Commission
165

Par 1pasi svarigu Latvijas iedzivotaji uzskata savas valsts nacionalo kulttiru un makslu.
78 % respondentu noradija, ka viniem ir ievérojama interese tieSi par nacionalo kultliru, un Sis
Ipatsvars ir par 9 % lielaks neka Eiropas vid&jie raditaji. Tas lauj secinat, ka Latvija pastav
prieksSnoteikumi aktivam kultiiras produktu paterinam, turklat Tpasu interesi potenciala auditorija
izrada tiesi par nacionalo kulttru.

Nozimigs sociokulturalais faktors ir iedzivotaju izglitibas limenis. P€d€jas desmitgades
laika Latvija ir ievérojami pieaudzis to iedzivotdju ipatsvars, kuriem ir augstaka izglitiba. Sim
faktoram ir pozitiva ietekme uz kultiiras produktu patérinu, jo, ka liecina aptaujas rezultati, tiesi
cilveki ar augstako izglitibu ir aktivakie skatuves makslas iestazu apmekletaji (skat. 2.4. sadalu).
Augstako izglitibu ieguvuso iedzivotaju Ipatsvara izmainu dinamika ir atspogulota 3.5. attéla.

Iedzivotaju ipatsvars ar augstako izglitibu
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3.5. attels. Augstako izglitibu ieguvuso iedzivotaju skaita izmainu dinamika (%, 2006-2016)
Avots: izveidojusi autore, pamatojoties uz: Centrala statistikas parvalde!®®

Vel viens svarigs sociokulturalais faktors ir sabiedriba valdosa attieksme pret labdaribu un
sponsoréSanu. Saskana ar datiem, ko publiskojis labdaribas veicinaSanas fonds Charities Aid

165 Eyropean Cultural Values. European Commission. Special Eurobarometer 278 / Wave 67. — TNS Opinion &
Social, 2007. Pieejams: http://ec.europa.eu/commfrontoffice/publicopinion/archives/ebs/ebs 278 en.pdf [skatits:
22.02.2018]
186 Tedzivotaji pec izglitibas limena un dzimuma /ledzivotaju izglitibas Iimenis / Socialie procesi/ Centrala statistikas
parvalde. Pieejams:
http://datal.csb.gov.Iv/pxweb/Iv/sociala/sociala__izgl ek aktivitate ikgad/NBG352.px/table/tableViewLayout1/?
rxid=a39c3f49-e95e-43e7-b4f0-dcel11b48bal [skatits: 22.02.2018]

55


https://ru.wikipedia.org/w/index.php?title=Charities_Aid_Foundation&action=edit&redlink=1
http://ec.europa.eu/commfrontoffice/publicopinion/archives/ebs/ebs_278_en.pdf
http://data1.csb.gov.lv/pxweb/lv/sociala/sociala__izgl__ek_aktivitate__ikgad/NBG352.px/table/tableViewLayout1/?rxid=a39c3f49-e95e-43e7-b4f0-dce111b48ba1
http://data1.csb.gov.lv/pxweb/lv/sociala/sociala__izgl__ek_aktivitate__ikgad/NBG352.px/table/tableViewLayout1/?rxid=a39c3f49-e95e-43e7-b4f0-dce111b48ba1

Foundation (CAF), kas ik gadu nosaka Pasaules ziedo$anas indeksu (World Giving Index (WGI))
140 pasaules valstim, 2016. gada Latvija $aja reitinga kategorija ierindojas 113. vieta.®’

Valstis ar spécigam labdaribas un ziedoSanas tradicijam, pieméram, ASV un Lielbritanija,
ievérojamu dalu kultiiras iestazu budzeta veido Iidzekli, ko saziedojusi visa sabiedriba, tostarp
atsaucoties uz aicinagjumu papildus apmekl€jama kulttiras pasakuma biletes cenai iemaksat ari
fikseéta apmeéra ziedojumu. Latvijas kultiras iestades Sadas masveida labdaribas formas nav
izplatitas. Veiktas aptaujas rezultati (skat. 2.4. sadalu) liecina, ka zinama dala kulttras produktu
patérétaju (7,3 %) uzskata Latvijas valsts kultiiras iestazu apmekl&juma cenu par parak zemu, un
tas rada pamatu uzskatit, ka gadijuma, ja tiktu nodroSinata €rtas ziedoSanas iesp€ja, dala auditorijas
to izmantotu.

Sociokulturalajiem faktoriem ir ietekme gan uz tradicionalo un jaunu kulttiras produktu
radiSanu un virzisanu tirgii, gan pieejama cenu lTmena uzturéSanu. Mazak tie ietekme& marketinga
kompleksa elementu ,,vieta”.

3.4. Tehnologisko faktoru ietekme

Neskatoties uz to, ka tehnologiskas parmainas miusdienas vistieSakaja veida ietekmé
elementu ,,produkts”, tradicionala kultiira ir viena no konservativakajam jomam, un tas galvenie
pakalpojumi nav butiski paklauti inovaciju ietekmei. Taja pasa laika kultiiras iestades gan savu
pamatproduktu izplatiSana un virzisana tirgd, gan papildu produktu radiSana intensivi izmanto
iesp&jas, ko Sodien paver interneta tehnologiju, un sazinas lidzeklu attistiba, inovacijas
informacijas izplatiSanas joma u.tml.

Svariga loma kultliras produktu virziSana ar interneta starpniecibu Latvija Sodien ir
socialajiem tikliem un blogosferai. Saskana ar izpétes uznémuma Kantar TNS Latvija datiem®®®
laikposma no 2017. lidz 2018. gadam vietnes Facebook vidgjais diennakts apmeklétaju skaits ir
palielingjies no 694 tiikst. Iidz 759 tukst. (+9,4 %), bet vietnes Youtube apmeklétaju skaits — no
706 tukst. Iidz 735 tukst. (+4,3 %). Socialie tikli ievérojamai iedzivotaju dalai, it Tpasi jaunieSiem,
ir kluvusi par galveno avotu, no kura tiek iegtita informacija, taja skaita par kultiiras notikumiem.
Visam Latvijas valsts kultiiras iestadem ir savi konti socialajos tiklos, tacu aktivitate, ar kadu tie
tiek izmantoti, ievérojami atSkiras. 3.1. tabula salidzinosa veida ir atspogulota atsevisku valsts
kultiiras iestazu aktivitate socialajos tiklos.

3.1. tabula
Latvijas valsts kulturas iestazu aktivitate socialajos tiklos
(dati par 2018. gada septembri)

Facebook Twitter Drau\glglem.l Youtube Instagram
Kultiiras iestade % g % % g
" = 8 = = = =
3 i} o S S i} g% o
= Ks) = © ° © 3 °
a s ~ e e s a s

Latvijas Nacionalais 17764 | 20796 | 10900 | 20300 2194 - 992 | 4515

teatris
Dailes teatris 11200 | 12506 | 14500 | 21800 - 594 226 1513

167 World Giving Index 2016. Charities Aid Foundation. Pieejams: https://www.cafonline.org/docs/default-
source/about-us-publications/1950a_wgi 2016 _report_web_v2 241016.pdf?sfvrsn=4 [skatits: 22.02.2018]

188 Interneta vietnu TOP 15/ Kantar TNS Latvija. Pieejams: http://www.kantartns.lv/petijumu-dati/internets/[skatits:
22.02.2018]
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Jaunais Rigas teatris 23252 | 24231 5032 50 500 -- - 58 1953
Mihaila Cehova Rigas | 5579 | 734 4517 1506 - 84 - -
Kkrievu teatris
Latvijas Lellu teatris 3636 4206 2116 3226 279 234 - -
Valmieras dramas teatris 4713 4012 3802 7774 -- 193 76 786
Daugavpils teatris 3074 3607 1523 579 224 42 97 532
Latvijas Nacionalais 12591 | 14178 4065 5449 - - 1351 | 10100
makslas muzejs
Latvijas Nacionala opera | 1,5 | 17545 3297 7387 - 547 221 | 1588
un balets
Latvijas Koncerti 20873 | 21104 511 6000 - - 611 6079
Latvijas Nacionalais 5689 6743 1415 1704 - 54 272 794
simfoniskais orkestris

Avots: izveidojusi autore

Popularakie socialie tikli, ko izmanto valsts kultiiras iestades, ir Facebook, Twitter un
Instagram, bet mazaku popularitati bauda paSmaju socialais tikls Draugiem.lv. Kultiiras iestazu
darbosSanas, publicgjot informaciju savas socialo tiklu lapas, var palidzeét papildus piesaistit
potencialas auditorijas uzmanibu. Lai parbauditu hipotézi par sakaribu starp socialajos tiklos
publiskoto zinu skaitu un sekotaju skaitu, tika veikta korelacijas analize.

Publikaciju un sekotaju skaits socialajos tiklos kopuma ir paklauts normala sadalijuma
likumam,®® 170 tadg] &1 skaita savstarp&jas sakaribas izp@tei tika izmantotas parametriskas metodes,
proti, Pirsona korelacijas koeficients un linearas regresijas vienadojumi (formulas un metodes ir
aprakstitas 2.1. sadala). Grafiku izveidei un modela novértéjumam tika izmantota StatSoft Inc.
izstradata programmatras pakete Statistica 8.0.

Starp sekotaju skaitu un publicéto zinu skaitu socialaja tikla Twitter pastav $ada sakariba:
korelacijas koeficients (r) ir 0,95 (p = 0,000), starp petamajiem elementiem pastav tiesa sakariba,
kuras ciesums péc Cedoka skalas ir vértgjams ka specigs. Par cie$u sakaribu liecina arf izkliedes
diagramma (skat. 3.6. attélu (a)).
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3.6. attels. Socialajos tiklos Twitter (a) un Instagram (b) publicéto zinu skaita un sekotaju
skaita sakaribas izkliedes diagramma

189 Manikonda L., Hu Y., Kambhampati S. Analyzing user activities, demographics, social network structure and
user-generated content on Instagram // arXiv preprint arXiv:1410.8099. 2014
170 Murthy D. Twitter. Polity Press, 2018. 220 p.
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Avots: izveidots ar datorprogrammas SPSS palidzibu
Paru linearas regresijas vienadojums ir $ads:
Followers =1017,9 + 1,4 x Tweets, (3.2.)

kur Followers — sekotaju skaits, Tweets — publicéto zinu skaits.

No vienadojuma izriet, ka, publikaciju skaitam palielinoties par vienu zinu, sekotaju skaits
palielinas vidg&ji par 1,4.

Tacu, ta ka sekotaju skaits var but atkarigs no daudziem faktoriem, lai noskaidrotu, cik liela
méra Twitter publicéto zinu skaits ietekmé sekotaju skaitu, ir aprekinats korigétais koeficients RZg;.
Determinacijas koeficients RZqj ir 0,892, kas nozimé, ka Twitter publicéto zinu skaits 89,2 %
apméra nosaka sekotaju skaita izkliedi (F = 261,3, p = 0,00008). Neizskaidroti paliek tikai 10,8 %
no kultiiras iestazu Twitter kontu sekotaju skaita variacijam, kuru iemesls ir citi faktori.

Art sekotaju skaits socialaja tikla Instagram ir atkarigs no public@to zinu skaita: korelacijas
koeficients (r) 0,92 (p = 0,000), sakariba starp petamajiem elementiem ir tieSa, un tas cieSums pec
Cedoka skalas ir vértéjams ka specigs. Izkliedes diagramma ir redzama 3.6. attéla (b).

Paru linearas regresijas vienadojums ir $ads:

Followers = -46,3 + 6,8 x Posts, (3.3)
kur Followers — sekotaju skaits, Posts — public&to zinu skaits.

No vienadojuma izriet, ka, socialaja tikla Instagram publikaciju skaitam palielinoties par
vienu zinu, sekotaju skaits palielinas vidgji par 6,8.

Saja gadijuma determinacijas koeficients R%q ir 0,825, un tas nozimé, ka socialaja tikla
Instagram publicéto zinu skaits 82,5 % apméra nosaka sekotaju skaita izkliedi (F = 8,82,
iemesls ir citi faktori.

Tadgjadi datu savstarp€jas sakaribas aprékini, kas veikti ar visam metodém, liecina par
cieSu savstarpgjo sakaribu. Ir konstat€jams, ka kultiiras iestazu kontu sekotaju skaits socialajos
tiklos Twitter un Instagram ir atkarigs no tajos public&to zinu skaita.

Patlaban kultiiras iestades neizmanto socialo tiklu potencialu pilna apméra. Nemot véra
tadas socialo tiklu priekSrocibas ka iesp€ja publicét audiovizualu saturu, informacijas strauja un
sazarota izplatiSanas un lietotaju skaita pastaviga palielinaSanas, Sie komunikacijas kanali ir
jauzliko ka efektivs instruments potencialas auditorijas piesaistiSanai un kultiiras produktu
virzisanai tirga.

Inovativie lidzekli, kas saistiti ar 3D tehnologijam, lauj kulttiras iestadém piedavat saviem
apmekletajiem jaunus pakalpojumu veidus, pieméram, panoramas ekskursijas pa teadtra vai
koncertzales telpam. Sadas virtualas apskates ir pieejamas Latvijas Nacionalas operas un baleta un
Rigas krievu teatra timek]vietnés.

Lidz ar to var secinat, ka, neskatoties uz miisdienu tehnologiju visai ierobezoto izmanto$anu
kultiras produktu radiSanas joma, jaunas tehnologiskas iespgjas tiek aktivi izmantotas kulttiras
pakalpojumu izplatiSanai un virziSanai tirgii. Saskana ar Baumola un Bovena cenu un izmaksu
likumu tehnologiskie faktori batiski neietekmé elementu ,,cena” skatuves makslas joma.
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3.5. Demografisko faktoru ietekme

Aplukojot kultiiras sektoru Latvija, janem véra, ka visai ierobezota patérina tirgus del
demografiskajam parmainam ir liela nozime. Tadi raditaji ka iedzivotaju skaits, migracija, etniskais
sastavs un gimenes struktiiras izmainas var vistie$akaja veida ietekmét auditorijas apmeéru,
gatavibu patéret kultiiras produktus, kultiras pasakumu apmekl&sanas biezumu utt.

Viena no galvenajam demografiskajam tendencém, kas Latvija ir vérojama péd&jos gados,
ir valsts iedzivotaju skaita biitiska samazinasanas. Laikposma no 2006. 1idz 2016. gadam Latvijas
iedzivotaju skaits ir sarucis par 259 tiikstosiem cilveku jeb 11,62 %. Sads samazinajums vargja
izraisit arT kulttiras produktu patérétaju skaita butisku samazinasanos, tacu, apliikojot valsts teatru
apmeklejumu dinamiku Saja laikposma, var konstatét, ka skatitaju skaits ir pat palielindjies par
27,4 % (skat. 3.7. att€lu).

ledzivotaju skaits Latvija un teatru apmeklétaju skaits, 2006-2016
2500 |
2000 1222812209 (2192|2163
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3.7. attels. Iedzivotaju skaits Latvija un teatra apmeklétaju skaits 2006.—2016. g. (tikst.
cilv.)
Avots: izveidojusi autore, pamatojoties uz: Centrala statistikas parvalde 11172

Ka noradits 2.3.1. punkta, auditorijas palielinasanos veicina izraZzu un koncertu skaita
pieaugums. Turklat pozitiva ietekme ir aktivai kultiiras produktu virziSanai tirgii. Tomér vienlaikus
iedzivotaju skaita turpmaka samazinaSanas rada nopietnu auditorijas sarukSanas risku.

Nozimiga demografiska tendence ir iedzivotaju vecuma struktiiras izmainas. Latvija ir
verojama biitiska iedzivotaju novecoSanas. Ja 1980. gada iedzivotaju vidgjais vecums valsti bija
35 gadi, tad 2015. gada tas jau bija palielingjies lidz 42,9 gadiem, bet 2030. gada saskana ar
prognozém sasniegs 44,7 gadus.”

Latvijas i1edzivotaju sadalijums péc dzimuma ir visdisproporcionalakais starp visam
Eiropas valstim — sievieSu skaits valstt ievérojami parsniedz virieSu skaitu (skat. 3.8. attelu).

111 pastavigo iedzivotaju skaits pec dzivesvietas gada sakuma/ ledzivotaji un socialie procesi/ Centrala statistikas
parvalde. Pieejams:
http://data.csb.gov.lv/pxweb/Iv/Sociala/Sociala__ikgad _iedz__iedzskaits/1S0020.px/table/tableViewLayoutl/?rxid=
cdch978¢c-22h0-416a-aacc-aa650d3e2ce0 [skatits: 11.03.2018]
172 Teatri/ Ikgadgjie statistikas dati/ IedzIvotdji un socialie procesi/ Centrala statistikas parvalde. Piegjams:
http://data.csb.gov.lv/pxweb/Iv/Sociala/Sociala__ikgad _ kultura/KUO060.px/table/tableViewLayout2/?rxid=cdch97
8c-22b0-416a-aacc-aa650d3e2ce0 [skatits: 11.03.2018]
173 World Population Prospects The 2015 Revision. United Nations New York, 2015. Piegjams:
http://esa.un.org/unpd/wpp/Publications/Files/Key_Findings_WPP_2015.pdf [skatits: 11.03.2018]
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3.8. attéls. SievieSu un virieSu skaita 1patsvars (%), 2008.-2016. g.
Avots: izveidojusi autore, pamatojoties uz: Centrala statistikas parvalde!’*

Saskana ar datiem, kas ieglti veiktas aptaujas rezultata, lielaka kultiras iestazu
apmeklésanas aktivitate ir tieSi sievieSu vidii: starp respondentiem, kas apmekl€ kultiiras
pasakumus 1 reizi ménesi vai biezak, sievie$u skaits par 10,6 % parsniedz viriesu skaitu. Sie dati
ir janem veéra ar1 kulttras iestazu tirgvedibas specialistiem, izv€loties komunikacijas kanalus
galveno kulttiras produktu virziSanai tirgi, ka arT izstradajot papildu produktus.

3.6. Geografisko faktoru ietekme

Analizgjot kultiiras jomu ietekm&josos geografiskos faktorus, vispirms japievers uzmaniba
apdzivoto vietu izvietojumam un Iidz ar to — kulttiras produktu patérina geografiskajiem aspektiem.

Lielakais projekts, kura ir atspogulots visu Latvijas nozimigako kultiiras objektu
geografiskais izvietojums, ir Latvijas digitalas kultiiras kartes izstrade.'”

Latvijai ir raksturiga galveno kultiiras iestaZu atraSanas galvaspilséta: Nacionala opera un
balets, Lellu teatris, ka arT Cetri no seSiem valsts dramatiskajiem teatriem darbojas Riga. Turklat
janorada, ka Riga dzivo mazak neka 1/3 no Latvijas kop&ja iedzivotaju skaita (skat. 3.2. tabulu).

3.2. tabula
Latvijas iedzivotaju sadalijjums péc dzivesvietas
Pilsetu iedzivotaji Kopéjais

Rigas iedzivotaji (iznemot Rigu) Lauku iedzivotaji iedzivotaju

Gads skaits
iedzivotaju o iedzivotaju 0 iedzivotaju o iedzivotaju |

skaits /o skaits o skaits o skaits /o
2010 673433 31,76 765164 36,08 681907 32,16 2120504 | 100
2011 659418 31,79 747334 36,02 667853 32,19 2074605 | 100
2012 649853 31,78 732252 35,81 662708 32,41 2044813 | 100
2013 643615 31,8 722710 35,71 657500 32,49 2023825 | 100

174 population of Latvia by sex/ Central Statistical Bureau. Pieejams:
http://datal.csb.gov.Iv/pxweb/en/iedz/iedz__iedzrakst/IRG120.px/table/tableViewLayoutl/?rxid=d8284c56-0641-
451c-8b70-b6297b58f464 [skatits: 11.03.2018]
175 Rultiiras karte.lv. Pieejams: http://www.kulturaskarte.lv/ [skatits: 22.02.2018]
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http://data1.csb.gov.lv/pxweb/en/iedz/iedz__iedzrakst/IRG120.px/table/tableViewLayout1/?rxid=d8284c56-0641-451c-8b70-b6297b58f464
http://data1.csb.gov.lv/pxweb/en/iedz/iedz__iedzrakst/IRG120.px/table/tableViewLayout1/?rxid=d8284c56-0641-451c-8b70-b6297b58f464
http://www.kulturaskarte.lv/

2014 643368 32,14 714314 35,69 643786 32,17 2001468 | 100

2015 641007 | 32,27 707848 35,64 637241 32,09 1986096 | 100

2016 639630 | 32,49 700097 35,56 629230 31,96 1968957 | 100

Avots: izveidojusi autore, pamatojoties uz: Centrala statistikas parvalde 1"

Ka liecina 3.2. tabula, laikposma no 2010. [idz 2016. gadam galvaspilsétas, citu pilsétu un
lauku apvidu iedzivotaju sadalfjums ir saglabajies visnotal stabils, un ta svarstibas neparsniedz 1 %.
Saskana ar veiktas aptaujas gaita iegiitajiem datiem, lauku apvidu iedzivotajiem tiesi geografiskais
Skerslis ir galvenais iemesls, kas kavé kultiras pasakumu apmekléSanu. Skérsli ,,neérts
novietojums” ka aktualu ir noradijusi 34,2 % aptaujato iedzivotaju no lauku apvidiem, turpreti
Rigas iedzivotaju vidi Sis raditajs bija tikai 1,8 % un citu Latvijas pils€tu iedzivotaju vida — 15,4 %.

Skatuves makslas joma darbojoSos kultiiras iestazu piedavato produktu pieejamibu veicina
So iestazu istenota viesizrazu un vieskoncertu darbiba. Laikposma no 2013. lidz 2016. gadam
dramatisko teatru viesizrazu skaits regionos samazinajas (-28 %), savukart Latvijas Nacionalajai
operai tas palielinajas par 50 %.

Nozimigs geografiskas vides analizes elements ir klimata un laikapstaklu ietekme. Sis
aspekts ir janem v&ra, planojot brivdabas pasakumus. Rudens un dienas sezona diennakts gaiSas
laiks ir loti 1ss, tadel, lai piesaistitu uzmanibu kultiras objektiem un reklamas materialiem
(izkartneém, afis$am u.tml.) ir jaizmanto Ipass izgaismojums.

Lidz ar to var secinat, ka skatuves makslas joma darbojoSos Latvijas valsts kultiiras iestazu
marketinga kompleksa izstrad€ svarigi ir nemt véra ari geografiskos faktorus. Vislielaka ietekme
Siem faktoriem ir uz elementu ,,vieta” gan ka uz kultiiras pakalpojuma tie$as sniegSanas vietu, gan
kultoiras produktu izplatiSanas sistémas dalu. Art elementa ,,virziSana tirgll” izstradge, kas versta uz
maksimalu potencialas auditorijas aptvérumu, nedrikst ignorét geografisko apstaklu ipatnibas.
Savukart elementus ,,produkts” un ,,cena” Sie faktori ietekm& mazak butiski.

3.7. Argjas vides faktoru ietekmes uz Kultiiras iestaZzu marketinga kompleksu
novertejuma modelis

Lai kopuma novertetu argjas vides PESTDG faktoru ietekmi uz skatuves makslas joma
darbojosos kultiiras iestazu marketinga kompleksu, par pamatu ir izmantota klasiska PEST faktoru
ietekmes novértéjuma matrica — shéma ,,factor-enterprise”’’ 178 179,

letekmes novertejuma pirmais solis ietver konkrétu faktoru izveli. Uz veikta pétijjuma

3.3. tabula
Ietekmes noveértéjuma ieklaujamo aréjas vides faktoru uzskaitijjums

176 Platiba, iedzivotaju blivums un pastavigo iedzivotaju skaits regionos, republikas pilsétas un novados gada
sakuma/ ledzivotaji un socialie procesi/ Centrala statistikas parvalde. Pieejams:
http://data.csb.gov.lv/pxweb/Iv/Sociala/Sociala__ikgad__iedz__iedzskaits/1IS0010.px/table/tableViewLayout2/?rxid=
cd [skatits: 11.03.2018]

17 Ellis J. Using qualitative methods to assess impact. Charities Evaluation Services, 2015. Pieejams:
https://blogs.ncvo.org.uk/wp-content/uploads/sally-cupitt/qualitative-methods-of-assessing-impact.pdf [skatits:
22.11.2018]

178 prowse M. Aid effectiveness: the role of qualitative research in impact evaluation. Background note. Overseas
Development Institute. London, 2007. Pieejams: http://portal.research.lu.se/portal/files/5749936/5425778.pdf
[skatits: 22.02.2018]

178 Garbarino S., Holland J. Quantitative and Qualitative Methods in Impact Evaluation and Measuring Results.
Governance and Social Development Resource Centre (GSDRC), UK, 2009 P. 41
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Politiskie:

1. valdibas atticksme pret nozari

2. nozarei pieskirtais valsts finans&jums

3. valsts likumdosana (nozaré un saskarigajas
nozar€s speka esosais tiesiskais regul&jums)

Tehnologiskie:

11. inovaciju limenis un tehnologiska attistiba
12. jaunu tehnologiju izmantosanas aktivitate
iedzivotaju vidi

Ekonomiskie:

4. valsts un nozares ekonomiskas attistibas [Tmenis
5. iedzivotaju ienakumu Itmenis

6. saskarigo nozaru (tirisma nozares) attistiba

Demografiskie:

13. iedzivotaju skaits izmainu dinamika

14. tadu demografisko raditaju ka dzimumu
sadalfjums, vecums un gimenes sastav izmainas
15. iedzivotaju etniskais sastavs

Sociokulturalie:

7. sabiedribas attieksme pret kultiiru un makslu
8. iedzivotaju izglitibas [Tmenis

9. sabiedribas attieksme pret labdaribu

10. kultiiras produktu patérina mode

Geografiskie:
16. sabiedribas teritorialais sadalijums
17. klimatiskie apstakli

Avots: izveidojusi autore

Ta ka ietekmes novertejums tiek veikts katram marketinga kompleksa elementam atseviski,
faktoru kopums var samazinaties, ja izradisies, ka attieciga ietekme nepastav. Sis novértgjums tika
veikts, balstoties uz ¢etru ekspertu viedokliem. Ekspertu grupas iesaistiSana svéruma koeficientu
noteikSana ranzéSanas procesa lauj samazinat ietekmes novert€juma subjektivo komponenti.
Novertgjums ar svéruma korekciju aprékinats, izmantojot $adu formulu:

vidéjais noveértéjums x faktora ietekme

Novert&jums ar svéruma korekciju = (3.4)

faktoru ietekmes kopsumma

Argjas vides PESTDG faktoru ietekmes uz skatuves makslas joma darbojosos Latvijas
kultoras iestazu marketinga kompleksu noveértéjuma datu apkopojums, nemot véra faktoru realo
nozimigumu, ir atspogulots 3.4. tabula. Jo augstaks ir novertéjums ar svéruma korekciju, jo lielaka

uzmaniba japievers attiecigajam faktoram.
3.4. tabula

Argjas vides faktoru ietekmes uz marketinga kompleksu novértéjums ballés
(ar svéruma korekciju)

Nr. MARKETINGA KOMPLEKSS
PESTDG faktori Produkts Cena Vieta Virzisana tirgi Kopa

1 Politiskie 0,45 0,74 0,51 0,69 2,39
2 Ekonomiskie 0,27 0,71 0,54 0,37 1,89
3 Sociokulturalie 0,52 0,57 0,38 0,84 2,31
4 Tehnologiskie 0,26 0,36 0,78 0,7 1,91
5 Demografiskie 0,53 0,49 0,26 0,63 1,91
6 Geografiskie 0,14 0,35 0,72 0,41 1,62
7 Kopa 2,17 3,22 3,19 3,63
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Ka redzams 3.4.tabula, aréja vide ievérojami ietekm& visus marketinga kompleksa
elementus. Vislielakajai ietekmei ir paklauts elements ,,virzisana tirgi” ka dinamiskakais elements,
kas operativi reag€ uz aréjam parmainam. Savukart vismazaka ietekme ar&jai videi ir uz marketinga
kompleksa elementu ,,produkts”, kas saskan ar kultiiras produkta marketinga koncepciju, kuras
ietvaros tas tiek uzliikots galvenokart ka radoSa makslinieciska ideja.

Aplikojot atseviSku faktoru ietekmes uz visu marketinga kompleksu nozimigumu, var
konstatet ka vislielaka ietekme piemit politiskajiem un sociokulturalajiem faktoriem. Politisko
faktoru ietekmes augsto Itmeni liela méra var izskaidrot ar to, ka par petijjuma objektu tika
izraudzitas valsts kultiiras iestades. Vienlaikus var apgalvot, ka ievérojama ietekme ir visiem
PESTDG faktoriem.

legiitos rezultatus iesp&jams attélot ar1 radardiagrammas veida (skat. 3.9. att€lu).

Politiskie

Geografiskie Ekonomiskie

——Produkts
——~Cena

Vieta

——Virzisana tirgl

Demografiskie Sociokulturalie

Tehnologiskie

3.9. attéls. PESTDG faktoru ietekmes uz skatuves makslas joma darbojoSos Latvijas valsts
kultiiras iestazu marketinga kompleksu radardiagramma
Avots: izveidojusi autore

Ka uzskatami parada 3.9. attéls, elements ,,cena” aiznem vismazako lauku, kas nozimée, ka
tas ir paklauts minimalai ar&jo faktoru ietekmei. Savukart elements ,,virziSana tirgt” veido figiiru
ar vislielako laukumu, kas liecina par vislielako atkaribu no makrovides faktoriem.

Balstoties uz veikta pétijuma, kas ietver 5 galvenos posmus, ir izstradats modelis ar€jas
vides faktoru ietekmes uz kultiiras iestazu marketinga kompleksu posmsecigai novértéSanai (skat.
3.10. attelu).
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3.10. attels. Aréjas vides faktoru ietekmes uz Kultiiras iestaZu marketinga kompleksu
posmseciga novertéjuma modelis
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Avots: izveidojusi autore
Paskaidrojumi par shému
Tumszilas bultinas norada izpétes veikSanas posmu secibu.

Zalas bultinas norada uz sakaribu starp atsevisku elementu izp&tes analizes elementiem.

r—
Sarkana bultina norada izp&tes galveno (kop€jo) secibu.

Argjas vides faktoru ietekmes uz marketinga kompleksu novértéjums ietver 5 secigus
posmus (skat. 3.10. att€lu):
1) SVID analizi, ar kuras palidzibu var apzinat ar marketinga kompleksa elementiem saistitas
stipras un vajas puses, ka art argjas vides raditos draudus un iespgjas;
2) marketinga kompleksa elementu analizi, kas balstas uz autores izstradatas kulttiras produktu
klasifikacijas (1.4.2. punkts);
3) mérktirgus izpéti un kultiiras produktu patérésanu kavéjoso skerslu identificésanu;
4) argjo faktoru analizi uz autores izstradata PESTDG modela bazes (1.5.2. punkts);
5) argjo faktoru ietekmes uz marketinga kompleksu novertgjumu.

Katrs no pirmajiem cetriem posmiem ietver analizi, kuras rezultati lauj kompleksi un
efektivi veikt izpétes noslédzoso posmu. Sis modelis tika izmantots, lai novértetu argjas vides
faktoru ietekmi uz skatuves makslas joma darbojosSos Latvijas valsts kultiras iestazu marketinga
kompleksu, tacu vienlaikus janorada, ka tam piemit universals raksturs un to var izmantot gan
atseviskas kulttras iestad@s, gan kultiras jomas, gan visa kultiiras nozaré€.
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SECINAJUMI UN REKOMENDACIJAS

Veikta pétijuma gaita tika apstiprinatas autores izvirzitas hipotézes: 1) piedavatais ar¢jas
vides faktoru ietekmes uz marketinga kompleksu posmsecigas izp&tes modelis lava novertét katra
faktora ietekmi uz atseviSskiem marketinga kompleksa elementiem; 2) veikta marketinga
kompleksa un argjas vides izpéte apstiprinaja, ka argjas vides faktoru nemsana véra marketinga
kompleksa izstrade palidz parvarét kulturas produktu patérina Skérslus.

Ir sasniegts izvirzitais darba mérkis — noteikt un zinatniski pamatot aréjo makrovides
faktoru ietekmi uz marketinga kompleksa attistibu kultiiras nozar¢ un izstradat universalu modeli
§ts ietekmes novérteésanai.

Galvenie secinajumi

1) Marketinga kompleksa izveidi kultliras nozaré ietekmé S$aja nozaré pastavosas
marketinga organizatoriski ekonomiskas Tpatnibas:

- kultiiras produkti ir sabiedriski noderigi labumi, respektivi, individualu paterétaju
pieprasijums péc tiem atpaliek no sabiedribas vajadzibam un tiek veicinats no valsts puses, [idz ar
ko rodas nepiecieSamiba p&c valsts un sabiedribas finansiala atbalsta;

- razoSanas izmaksas $aja ekonomikas sektora aug atrak neka galaprodukta cenas
(Baumola-Bovena efekts).

Tadgjadi par kultiiras iestazu svarigu mérkauditoriju lidztekus galapaterétajiem klist ari
valsts institlicijas, privatie ziedotaji un sponsori.

2) Sodien pastavosas kultiiras nozares marketinga definicijas neatspogulo tam piemito$o
specifiku, tadel autore piedava jaunu definiciju: marketings kultiiras nozar€ ir metozu un principu
kopums, kas versts uz patérétaju vajadzibu pec kultiiras produktiem apmierinasanu, nepiecieSsamo
resursu sanemsanu no ,,donoriem” (valsts varas iestadém, sponsoriem u.c.) un maksimala sociala
efekta sasniegianu visa sabiedriba. ST definicija atklaj kultiiras iestazu marketinga darbibas
galvenos virzienus.

3) Kulttiras nozaré izmantojamo marketinga kompleksa modelu salidzinajums paradija, ka
par optimalako ir uzskatams klasiskais cetru ,,P” modelis, kuru veido elementi ,,produkts”
(product), ,.cena” (price), ,,vieta” (place) un ,,virzisana tirgi” (promotion). ST modela prieksrocibas
ir ta lakoniskums, universalums un ekonomiskais raksturs. ST modela izmantoSanas specifiku
kultiiras nozaré nosaka tas, ka kultiras produkta radiSanas pamata ir radoSa ideja, nevis tirgus
vajadzibas. Lidz ar to tirgvedibas process nebalstas uz tirgus vajadzibu izpétes, bet gan uz
auditorijas piesaistiSanas gatavo maksliniecisko produktu patéréSanai.

4) Pastavosas kulturas produktu klasifikacijas neatbilst marketinga prasibam, tade] tiek
piedavata autores izveidota klasifikacija, kuras pamata ir piecas galvenas pazimes: patérina forma
(materialas preces, nematerialas preces, pakalpojumi); piedavajuma merkis (komerciali un
nekomerciali produkti); patérina laiks (neierobeZoti patéréjami produkti, ierobeZoti patérgjami
produkti, vienreiz€ji paté€réjami produkti); satura originalitate (unikali produkti un tiraz&jami
produkti); mérkauditorija (plasai auditorijai paredzeti produkti un ierobeZotai auditorijai paredzeti
produkti). Sada klasifikacija lauj kvalitativak veikt paréjo marketinga kompleksa elementu izpéti,
pateicoties tam, ka katra iedalijuma grupa ieklauto produktu Ipatnibas biitiski ietekme to cenas
noteikSanu, ka art veidus, kada tie tiek piegadati patérétajiem un virziti tirgd.

5) Plasi izplatita un tradicionali izmantota ar&jo makrovides faktoru PEST analize nav
pietickama novertejuma veikSanai kultiiras nozaré. Autores piedavatais paplasinatais modelis
PESTDG, kas papildus politisko, ekonomisko, sociokulturalo un tehnologisko faktoru analizei
ietver ari demografisko un geografisko faktorus analizi, nodroSina kompleksaku makrovides
ietekmes noveértgjumu.

66



6) Kulturas nozarei ir svariga loma Latvijas ekonomiskaja un socialaja attistiba: laikposma
no 2008. lidz 2016. gadam kulttiras nozaré nodarbinato patsvars ir palielinajies no 3 % lidz 4,5 %
no kopé&ja nodarbinato skaita, bet kultiiras produktu eksporta ipatsvars — no 0,45 % lidz 1,54%,
turklat ir pieaudzis iek$€jais pieprasijums pec kultiras produktiem (teatru auditorija ir
palielinajusies par 19,3 %), un tas pozitivi ietekmé ari saskarigas nozares, tostarp tiirismu, tadel
kultiiras finans€Sana ir jauzliko ka investicijas cilvékkapitala un ekonomikas attistiba.

7) Kultiiras ministrijas budzets liela méra ir atkarigs no valsts budzeta, un starp Siem
budzetiem pastav cieSa korelativa sakariba (r =0,94, p =0,006 (laikposma no 2008. lidz
2013. gadam)). Vienlaikus atseviSkos posmos, taja skaita no 2014. Iidz 2016. gadam, palielinas ar1
citu faktoru ietekme, kas var kliit par turpmako pétijumu priekSmetu.

8) Lidztekus kopg€jai valsts teatru apmeklétaju skaita pieauguma tendencei (laikposma no
2010. Iidz 2016. gadam — par 5,5 %), katrs teatris atseviski ir piedzivojis ikgad&jas auditorijas
apmeéra svarstibas palielinaSanas un samazinasanas virziena, un tikai ¢etriem no kopuma septiniem
teatriem auditorija ir paliekosi palielin3jusies. Tas nozimé&, ka apmekl&jumu izmainu dinamiku
ietekme galvenokart nevis argjie makrovides faktori, bet gan ieksgjie faktori (kultiras produktu
kvalitate, cenu politika, marketinga komunikacija).

9) Ir vérojama ciesa korelativa sakariba starp vid€jo bileSu cenu valsts teatros un iedzivotaju
ienakumu Iimeni (vidgjo darba algu — r=0,95, p = 0,000, vid&jo pensiju — r =0,74, p = 0,02).
Turklat vidgjais pensijas apmérs ir ieveérojami mazaks par vid€jo darba algu (2016. gada tas
sasniedza 44,3 % no vidgjas darba algas), un tas pamato nepiecieSamibu izmantot tresas pakapes
cenu diskriminaciju patérétaju segmentam ,,pensionari”’. Balstoties uz aptaujas rezultatiem, ir
identificetas papildu grupas ar elastigu pieprasijumu: bezdarbnieki un maznodroS$inatie, kuru
piesaistiSanai ari ir ieteicams izmantot cenu diskriminacijas instrumentus. PlaSaka cenu
diskriminacijas izmantoSana veicinas kultiiras produktu pieejamibu dazadiem iedzivotaju slaniem.

10) Balstoties uz autores piedavatas kultiiras nozares produktu virziSanas instrumentu
klasifikacijas, kas ietver tris instrumentu grupas: tradicionalos, inovativos un specializétos, un
aptaujas rezultatiem, tika identificeti popularakie informacijas avoti. JaunieSiem un vidgja vecuma
cilvekiem tie ir socialie tikli. Korelacijas analize lava konstatét cieSu sakaribu starp valsts kultiiras
iestazu kontos public€tajam zinadm un sekotdju skaitu tadas socialajas vietnés ka Instagram
(r=0,92, p=0,000) un Twitter (r=0,95, p=0,000), kas norada uz nepiecieSamibu aktivak
izmantot $o instrumentu produktu virziSanai tirga.

11) Veiktas aptaujas rezultata ir noskaidrots, ka galvenie Skérsli, kas kave skatuves makslas
joma darbojoSos iestazu piedavato kultiiras produktu patéréSanu, ir produktu cena, ka art paterétaju
un ekonomiska raksturojuma:

- Skérsli ,,augsta cena” visbiezak norada personas, kuru ménesa ienakumi ir mazaki neka
300 eiro (varbitibas attieciba OR = 3,14);

- Skérsli ,laika trukums” visvairak ietekmé nodarboSanas veids (uzpémegjiem un
menedzeriem §1 $kérSla varbitiba ir 7,11 reizes lielaka) un respondentu vecums (25-39 gadu
vecumgrupa §1 $kérsla varbiitiba ir lielaka salidzinajuma ar pargjam vecumgrupam (OR = 2,2)).

Mingtos patérina SkérSlus nosaka galvenokart ar€ji faktori, tau vienlaikus to parvaréSanu
var veicinat kontrol&jami iek$€jie faktori — marketinga kompleksa elementi ,,cena” un ,,virziSana
tirgd”.

12) Vislielaka ietekme uz valsts kultiiras iestazu marketinga kompleksu ir politiskajiem
faktoriem, un tas ir izskaidrojams ar nozar€ pastavoso likumdosSanas reguléjumu un finansgjuma
sistému. Valsts dotacijas un kultiiras produktu atbrivosana no PVN labvéligi ietekmé kultiiras
galaprodukta cenu (marketinga kompleksa elementu ,,cena”).
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13) Latvijas sociokulturalajai videi ir raksturigi tas, ka palielinas augstako izglitibu
ieguvuso iedzivotaju Ipatsvars. Nemot vera noskaidrotas likumsakaribas starp kultiiras pasakumu
apmekl&sanas biezumu un izglitibas limeni (skat. 2.4. sadalu), $ai tendencei ir labvéliga ietekme
arl uz pieprasijjumu péc skatuves makslas joma darbojoSos iestazu piedavatajiem kulttiras
produktiem.

14) Tehnologiskie faktori visvairak ietekmé tadus marketinga kompleksa elementus ka
»vieta” un ,,virziSana tirgii”. Pateicoties inovativu lidzeklu izmantoSanai, tiek atvieglots produktu
izplatiSanas process: misdienigu tieSsaistes kanalu izmantoSana veicina to kultiiras produktu
paterina Sk&rslu parvaréSanu, kas ir saistiti ar lielo attalumu starp kulttiras iestadém un potencialo
patérétaju dzivesvietu.

15) Latvijas demografiskajai videi ir raksturiga iedzivotaju skaita iev€rojama
samazinasanas (laika no 2006. Iidz 2016. gadam — par 11,62 %), tacu teatru apmekl&taju skaits $aja
pasa laikposma ir pieaudzis par 27,5 %. Auditorijas saglabasanos un palielinaSanos ir veicinajis
piedavato kultiras produktu skaita pieaugums un aktiva virziSana tirgii. Tomér turpmakas
parmainas, kas saistitas ar Latvijas iedzivotaju skaita samazinaSanos, rada auditorijas sarukuma
risku.

Tadiem Latvijas sabiedribas demografiska raksturojuma aspektiem ka tautiba, vecums un
dzimums ir biitiska loma, izveloties marketinga kompleksa elementu ,,virzisana tirgii”.

16) Ipatniba, kas saistita ar Latvijas kultliras nozari ietekmégjoSajiem geografiskajiem
faktoriem, ir vado$o kultiiras iestaZzu atrasanas galvaspilséta. Kultiras produktu pieejamiba regionu
iedzivotajiem, salidzinot ar ridziniekiem, iev€rojami atSkiras: pirmajai minétajai grupai ir
raksturigaki $kersli ,,ierobezota kultiiras pasakumu izvéle” (OR = 10,62) un ,,ne€rts novietojums”
(OR =15,33). So $kérslu parvaréianu veicina &rti izplatiSanas veidi un viesizrazu darbibas
organizacija, proti, efektiva marketinga kompleksa elementa ,,vieta” izstrade.

17) Argjas vides faktoru ietekmes uz skatuves makslas joma darbojosos Latvijas valsts
kultiiras iestazu marketinga kompleksu apkopots noveértéjums liecina, ka vismazakajai ietekmei ir
paklauts elements ,,produkts”, un tas atbilst marketinga Ipatnibam kultiiras nozaré, savukart
elements ,,virziSana tirgd” ka kustigaks elements ir paklauts vislielakajai ietekmei.

18) Veiktais argjo faktoru ietekmes uz marketinga kompleksu posmsecigais novertéjums
lava izstradat universalu noveértéSanas modeli, kas ietver: SVID analizi, ar kuras palidzibu var
apzinat ar marketinga kompleksa elementiem saistitas stipras un vajas puses, ka ar1 argjas vides
raditos draudus un iesp€jas; marketinga kompleksa elementu analizi; merktirgus izp€ti un patérina
SkerSlu identificéSanu; argjo faktoru analizi uz PESTDG modela bazes; aréjo faktoru ietekmes uz
marketinga kompleksu novértgjumu, piesaistot ekspertus. Sads modelis lauj kompleksi un objektivi
analizet argjas vides ietekmi un var tikt izmantots gan atseviskas kultiiras nozares iestades, gan
veselas §1s nozares jomas.

Balstoties uz veikta pétijjuma rezultatiem un izdaritajiem secinajumiem, autore ir
izstradajusi virkni turpmak izklastito ieteikumu.

1) Latvijas Republikas Kultairas ministrijai:

- noteikt minimalo sarakstu ar tam iedzivotaju kategorijam, kam ir tiesibas sanemt atlaides
valsts kultiras iestades, ka ari atlaizu minimalo apméru, lai nodroSinatu kultiras produktu
maksimalu pieejamibu; ka papildu kategorijas, kuram ir pieSkiramas atlaides, vélams ieklaut
bezdarbniekus un maznodroS$inatos.

2) Latvijas Republikas Izglitibas un zinatnes ministrijai sadarbiba ar Kultiiras ministriju:

- lai paaugstinatu skolénu kultiirizglitibas [tmeni un veidotu kultiiras iestazu turpmako
auditoriju, izstradat programmu, kas paredz valsts teatru un koncertzalu apmeklgjumu minimalo
skaitu, nemot véra to piedavato kultiiras pakalpojumu augsto kvalitati un darbibas profesionalitati.
ST programma var tikt Tstenota projekta ,,Latvijas skolas soma” ietvaros.
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3) Turisma nozares organizacijam:

- sadarbiba ar valsts kulttiras iestadém izstradat turisma pakalpojumu paketes, kas ietver
kulttras pasakumu apmekléSanu.

4) Kulturas iestazu marketinga nodalam:

- sastadot marketinga planu, ieteicams izmantot modeli ,,4P” un balstities uz PESTDG
analizes, kas lauj vispilnigak noveértet galvenos argjas vides faktorus, kuri ietekm& marketinga
kompleksa elementus;

- nemot véra to, ka marketinga iesp&jas ietekmét galveno kulttiras produktu izstradi ir loti
ierobezotas, pieverst uzmanibu papildu precu un pakalpojumu radiSanai un izplatiSanai,

- paplaSinat cenu diskriminacijas izmantoSanu, paredzot atlaides par iegades apjomu,
veicinat abonementu, ka ar1 precu un pakalpojumu pakesu pardosanu;

- izstradat ertas formas, lai privatpersonas varétu piedalities kultiiras iestazu atbalstiSana ar
labdaribas ziedojumiem,;

- lai palielinatu kulttiras produktu pieejamibu regionu iedzivotajiem, apsvert iesp&ju veidot
elastigaku izrazu un koncertu norises laiku grafiku un pasakumu rikosanu dienas laika brivdienas
un svétku dienas;

- kultiiras produktu virzisanai tirgii maksimali izmantot tehnologiskas inovacijas, tostarp
mobilas aplikacijas un socialos tiklus.

Principialas problemas un to iesp&jamie risinajumi

1. probléma: nepastav kultiras nozares marketinga preciza teorétiska definicija, kas
atspogulo marketinga specifiku $aja nozarg.

lespejamais risinajums: autore piedava savu definiciju, kura atspogulo marketinga
galvenos mérkus kultiiras nozaré. Si definicija var tikt izmantota gan $ai tematikai veltitos
teoretiskajos darbos, gan kultiiras iestazu tirgvedibas darbiba.

2. problema: Latvijas kultiiras iestaZzu marketinga nodalas nevelta pietieckamu uzmanibu
makrovides ietekmes uz marketinga kompleksu izpétei.

Problemas risinagjums: lai noverteétu argjas vides faktoru ietekmi uz atsevisku kulttras
iestazu marketinga kompleksa galvenajiem elementiem, tiek piedavats izmantot autores izstradato
modeli, kas ietver piecus galvenos analizes posmus. Sim modelim piemit universals raksturs, un to
var izmantot gan valsts un sabiedriskas, gan komercialas kulturas iestades.

3. probléma. Latvijas Republika nav attistita kultiiras atbalstiSanai paredzetu ziedojumu
vakSanas sistema.

Problemas risinajums: kultiiras iestaZzu marketinga nodalam ir jaizstrada erti instrumenti
ziedojumu vaksanai (tostarp elektroniskie), nemot véra Latvijas labdaribas organizaciju un arvalstu
kultiiras iestazu veiksmigo pieredzi.

4. problema: galvenie skersli, kas nelauj Latvijas iedzivotajiem patérét kultiiras produktus,
ir augstas cenas, laika trikums un nesos$a interese.

Problémas risindjums: ja $ie $kersli tiks nemti vera, izstradajot marketinga kompleksu, tas
palidzes dal&ji nivelét to nelabveligo ietekmi. Elastigaka pieeja cenu diferenciacijai un kultiiras
pakalpojumu sniegsanas laika noteik$anai, ka arT aktivas darbibas, kas vérstas uz kultiiras produktu
virzisanu tirgt, var palidzet parvarét kulttiras produktu patérina Skérslus.
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INTRODUCTION

Topicality

The contemporary concept of the sphere of culture implies a significant revision of its place

in the social structure and the recognition of the utmost social significance of its functions. In the
Republic of Latvia, the sphere of culture is considered as an industry that needs to be actively
supported and promoted. The document “Sustainable Development Strategy of Latvia until
203018 notes the special importance of the cultural sector for the solution of the state tasks
oriented on the cohesion of the society, the growth of its creative potential, as well as a positive
impact on related sectors of the national economy.
In the Republic of Latvia, the function of accessibility of a high-quality cultural product for a wide
range of consumers is provided, first of all, by the state cultural institutions. Nevertheless, under
the circumstances of increasing competition from the part of commercial cultural organisations,
offering mass culture products and using a variety of elements of their marketing promotion, as
well as the emergence of new forms of leisure, traditional non-profit cultural organisations face
serious challenges to preserve their consumers, which is impossible without improving their
marketing activities.

Marketing in the field of culture, previously relatively infrequently acting as an object of
economic research, in recent years has increasingly become the object of its attention, discussion
and study. Improving marketing in the field of culture requires the introduction of modern methods
and techniques; these methods and techniques could allow ensuring the adequate satisfaction of the
individual, social groups and society as a whole in their needs for these services.

A competent, science-based approach to the development of a marketing mix becomes one of the
most important conditions for the efficient development of organizations offering products that
meet the spiritual and, above all, aesthetic needs of a person. This approach requires a thorough
comprehensive analysis of the political, legal, economic, demographic, socio-cultural and other
factors of the macro environment in which cultural institutions operate.
Therefore, the study of the external environment within the frameworks of which the cultural
institutions operate is an extremely important and necessary condition for the effective
development of the marketing mix.

Degree of Development of the Research Topic

The researches, conducted by Freiberga K., Kestere L., Grinberga L., Zemite 1., Asare 1.,
Tjarve B., Hermane A., Kalnina E., are among the most interesting researches of Latvian authors,
considering directly the marketing aspects in the field of culture of Latvia. There should also be
noted the marketing researches on the consumption of cultural products and participation of
residents of Latvia in cultural events (“Kultiiras patérins” 2006, 2007, 2008, 2009, 2010, 2007-
2014, 2016). Aspects of consumption of cultural product were also studied at the level of individual

180 Systainable Development Strategy of Latvia until 2030. Available at:
http://www.pke.gov.Iv/sites/default/files/images-legacy/LVV2030/LIAS_2030_en.pdf [viewed: 02.04.2018]
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cities and regions (Riga,*8! Liepaja,'®? Vidzeme!®®) and by the specific fields of culture and art, for
instance, in the field of performing arts,'8418° library sphere.!8 Marketing in the sphere of culture
and particularly in the sphere of performing arts is actively developed by foreign researchers, for
example, Gainer B. and Padany P.,'®" Botti S.,'®8 Lai C. A. and Poon J. P. H.® Shekova E. 1%
Latvian scientists Praude V., Rivzha B., Tsaurkubule Zh., Golubkova T., Salkovska J. made a great
contribution to the development of marketing of the non-profit sphere as a special scientific
direction. In recent years, a large number of publications and scientific works devoted to non-profit
marketing in the field of education have been published; the promotional works by Kalinina K.
and Rappoport M.*%? are among them; the authors of these papers pay great attention to the range
of problems of the marketing mix and the analysis of its main elements.

The economic aspects of the study of culture are related to the research of role of culture in
the development of Latvian economy as a whole; the first researchers whose work should be

181 Kultiiras pieejamibas un lidzdalibas iesp&jas Rigas apkaimes. Latvijas Kultiiras akademijas. Zinatniskas
pétniecibas centrs, Riga, 2014. Available at:
https://culturelablv.files.wordpress.com/2009/04/apkaimes_final_web.pdf [viewed: 02.04.2018]
182 Kultiiras patérina un pieprasijuma tendences Liepajas pilséta. SIA ,,Analitisko p&tijumu un stratégiju laboratorija”
Riga, 2008. Available at: https://culturelablv.files.wordpress.com/2009/04/kulturaspaterinsliepaja2008.pdf[viewed:
02.04.2018]
183 Kultiiras patéring Vidzems: kultiiras pieejamiba un iedzivotaju lidzdaliba kultiiras norisés. Biedriba “Haritas”
sadarbiba ar Latvijas Kulttras akadémiju, Valmiera 2014. Available at:
https://culturelablv.files.wordpress.com/2009/04/vidzemepetijums_26-11.pdf [viewed: 02.04.2018]
184 Teatra apmeklgjuma noteicosie faktori un mérkauditorijas identifice$ana. Baltic Institute of Social Sciences, Riga,
2008 Sciences. Available at: http://www.km.gov.Iv/lv/nozares_info/teatris.html [viewed: 02.04.2018]
185 Latvijas Nacionala Simfoniska orkestra auditorijas p&tijums. Latvijas Kultiiras akadémijas Zinatniskas p&tniecibas
centrs Riga, 2015. Available at: https://academia.lndb.lv/ftp/66/Inso.auditorijas.petijums.pdf [viewed: 02.04.2018]
186 Latvijas publisko biblioteku ekonomiska vértiba un ietekme: Novértéjuma zinojums. TreSais téva dels. 2012.
Auvailable at:
http://www.kis.gov.lv/download/Latvijas%20publisko%20bibliot%C4%93ku%20ekonomiska%20vertiba%20un%20
ietekme.pdf [viewed: 02.04.2018]
187 Gainer B., Padany P. Applying the marketing concept to cultural organisations: an empirical study of the
relationship between market orientation and performance. // International Journal of Nonprofit and Voluntary Sector
Marketing Volume 7, Ne 2. 2002. P. 182-193
188 Botti S. What role for marketing in the arts? An analysis of arts consumption and artistic value. // International
Journal of Arts Management. Vol. 2, No. 3. 2000. P. 14-27
189 Lai C. A., Poon J. P. H. Location, Marketing, and the Financial Flexibility of Nonprofit Performing Arts
Organizations in Second Tier Cities. Journal of Nonprofit & Public Sector Marketing. Vol. 21, Issue 2. 2009. P.160-
183
190 IMlekora E.JI. Onpenesenre MapkeTuHra B cepe KyabTypsl. Mapketunr B Poccuu 1 3a py6exom. Ne2. 2010. C.
107-114
191 Kalinina K. “Marketing Approaches and Solutions for Improving Integration Opportunities of Foreign Students”
The Doctoral Thesis. Baltic International Academy 2017.
192 Rapoports M. Marketinga komunikacijas kompleksa izmantoSanas neformalas izglitibas joma (autoskolas
pakalpojumi) analyze. Promocijas darbs. Baltijas Straptautiska Akadémija, 2017
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mentioned are R. Karnite, Klava M. and Traubergs M.,'*® R. Karnite and Karnitis K., R. Kilis et
a|.195,196

Hypotheses:

1) the development of model for a phased study of the influence of factors of the external
marketing environment on the marketing mix contributes to its more objective assessment;

2) elements of the marketing mix can facilitate overcoming the barriers restricting the
consumption of cultural product, caused by external factors.

The object of the research is a marketing mix in the sphere of culture represented by the
main state organisations of performing arts in Latvia.

The subject of the research is the influence of external factors on the development of
elements of the marketing mix in the cultural sector.

The goal of the research: to determine and to substantiate scientifically the influence of the
external factors of macro-environment on the development of marketing mix in cultural
organisations and to develop a universal model for the study of this impact for specific institutions,
industries and the entire cultural sector.

Objectives of the research:

- to determine the peculiarities of marketing in the cultural sector, to analyse the genesis of
its theory in foreign and domestic economic science and to give the own definition for this
marketing direction;

- to justify the choice of the model of the marketing mix 4P for cultural institutions and to
identify the peculiarities of the elements Product, Price, Place and Promotion;

- to develop a classification of cultural product as an element of the marketing mix;

- to reveal the content and characteristics of the elements of the marketing mix in the state
institutions of performing arts in Latvia;

- to analyse the target audience of state institutions of performing arts in Latvia and to identify
the barriers to consumption of cultural product;

- to analyse the impact of PESTDG-factors of macro environment (political, economic, socio-
cultural, technological, demographic and geographical) on the elements of the marketing mix of
Latvian performing arts institutions;

- to develop a model for assessing the impact of external factors of the marketing environment
on the marketing mix in the cultural sector;

- basing of the obtained results of the research, to offer practical recommendations for
improving the marketing mix of performing arts institutions in Latvia.

Research Methods

The author has employed both general scientific and special research methods in this
research. Such general scientific methods as analysis and synthesis, as well as logical-formal

193 Karnite R. Abele D., Kubulina A., Po&s U., Bérzins L., Teibe M. Kultiiras sektora tautsaimnieciska nozimiguma
novertéjums. Riga: BO SIA Zinatnu akadémijas Ekonomikas institiits, 1998
194 Karnite R. Karnitis K. Kultiiras nozares ieguldijuma tautsaimnieciba aprekinasSana (statistisko raditaju
pilnveidosana). Riga: BO SIA Zinatnu akadémijas Ekonomikas institiits, 2003
1% Kilis R., Evere E., Kazaks M., Kalnin§ E., Kale M., Selecka A. Kultiiras sektora ekonomiska nozime un ietekme
Latvija. Kvantitativs p&tjjums. Riga: Analitisko pétijumu un stratégiju laboratorija, 2007. Available at:
http://oldweb.km.Iv/Iv/doc/starpnozares/radosa/Kulturas_ekonomiskas_ietekmes_izvertejums_Lavija 2007.doc
[viewed: 02.04.2018]
1% Kilis R., Evere E., Kazaks M., Kalnin§ E., Kale M., Selecka A. Kultiiras sektora ekonomiska nozime un ietekme
Latvija. Kvantitativs p&tjjums. Riga: Analitisko p&tTjumu un stratégiju laboratorija, 2007. Available at:
http://oldweb.km.Iv/Iv/doc/starpnozares/radosa/Kulturas_ekonomiskas_ietekmes_izvertejums_Lavija_2007.doc
[viewed: 02.04.2018]
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method of classification, have been used for systematisation of scientific sources and processing
the data, obtained in the course of the research.

The method of qualitative research — expert survey — has been used for the SWOT-analysis
and PESTDG- analysis performance.

To collect quantitative data, the survey method has been used; the visitors of public
institutions of performing arts have been questioned via questionnaire survey. Statistical processing
of data obtained during the survey has been carried out through cross-tabulation, and building a
binary logical regression model.

The statistical method of data processing — correlation analysis, regression analysis — has
been applied for quantitative estimation of factors interdependence.

The method of modelling has been applied for the construction of structural and logical
schemes.

Restrictions and Limitations of the Research:

The author studies the methodological approaches to the development of the marketing mix
in the cultural sector, with specific focusing on the sphere of performing arts. The empirical part
of the study is based on the analysis of the marketing mix of Latvian state performing arts
institutions. The research includes an analysis of the main statistical data for the period from 2006
to 2016. In some cases, according to the logic of the study, as well as accessibility to data, the lower
and upper limit have been changed. The regional framework limits the influence of external factors
of macro environment.

Research period: the research was conducted between September 2014 and September
2018.

The scientific researches in the field of Economics and Marketing in the field of culture
served as a Theoretical and methodological basis of the research: the author relies on the
theoretical aspects of the economy of culture presented in the papers by Frey B.S.**7, Heilbrun J.
and Gray C.M.,'*® Rubinshteyn A. Y, Baumol W. J. and Bowen W. G.,2%° works devoted to the
use of marketing in the field of culture and art (Kotler Ph. and Bernstein J.,2°2%2 Colbert F. et

197 Frey B.S. A handbook of cultural economics. Ed. by Ruth Towse. UK: Edward Elgar Publishing, 2003. 494 p.
1% Heilbrun J., Gray C. M. The Economics of Art and Culture. 2 ed. Cambridge University Press. 2001. 403 p.
199 Py6unmreitn A.5. Dxonomuka KynsTypsl. M.: U3a-so «CJIOBO/SLOVO», 2005. 608 c.
200 Baumol W.J., Bowen W.G. Performing Arts: The Economic Dilemma. The Twentieth Century Fund. New York,
1966. 582 p.
201 Kotler P., Bernstein S. J. Standing Room Only: Strategies for Marketing the Performing Arts. Harvard Business
School Press, 1997. 576 p.
202 Bernstein J. S. Arts Marketing Insights: The Dynamics of Building and Retaining Performing Arts Audiences.
Jossey-Bass, 2006. 294 p.
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al.,>® Hill T. E. at al.,?®* M. P. Mokwa et al.,?®Throsby C.D. and Withers G.A.m?% Grove S.J. et
al. 2% Wahl-Zieger E.?% and others.

The research also employs the general economic theories, such as theories by
Musgrave R.A.2% (Concept of Merit Goods), Pigou A.?% (Theory of Price Discrimination),
Akerlof G.A.2t (Asymmetry of Information), and Oldenburg R.?'? (Concept of “Third Place”).

Propositions for the Defence

1) The nature of cultural goods, defined as merit goods, determines the peculiarities of
marketing in the cultural sphere, connected with the necessity to attract the state and public
financial support. It also determines the profile of all elements of the marketing mix, which should
be developed basing on the objectives of maximum availability of cultural product consumption
for a wide range of consumers.

2) The use of the PEST model to assess the impact of environmental factors on the marketing
mix in the field of culture is insufficient due to the importance of additional factors; it is advisable
to use the expanded model of PESTGD, including the analysis of political, economic, socio-
cultural, technological, demographic and geographical factors.

3) The determination and study of barriers restricting the consumption of cultural product
caused by environmental factors, allows focusing all the elements of the marketing mix on
overcoming these barriers. An objective assessment of the obtained results could facilitate the
active satisfaction of the cultural needs of a wide audience.

4) The developed model of phased research of the influence of the external marketing
environment on the marketing mix of public institutions of performing arts permits to estimate
more accurately the impact of each factor on the elements Product, Price, Place and Promotion.

Scientific Novelty of the Research:

- there specified the peculiarities of the formation of the marketing mix in the sphere of
culture in general and in the activities of state institutions of performing arts of Latvia in particular,
taking into account the fact that the cultural product is included in the category of merit goods;

- there introduced and justified the definition of marketing in the field of culture, which fixed
the main objectives of the marketing activities in this area;

203 Colbert F., Nantel J., Bilodeau S. J., Rich D., Poole W. Marketing Culture and the Arts. 2nd ed. Montreal: Presses
HEC, 2001. 262 p.

204 Hijll E., O'Sullivan T., O'Sullivan C. Creative arts marketing. 2nd edition. Oxford, UK: Butterworth-Heinemann,
2003. 360 p.

205 Mokwa M. P., Dawson W. M., Prieve E. A, Marketing the Arts. New York: Praeger, 1980. 286 p.

206 Throsby C. D., Withers G. A. Economics of the Performing Arts, New York: St. Martin's Press, 1993. 348 p.

78. Varbanova L. Strategic management in the arts. NY. Routledge, 2013. 376 p.

79. Vestheim G. Cultural Policy and Democracy. N.Y.: RoutledgePub, 2015. 128 p.

80.

207 Grove S.J., Fisk R.P., John J. Service as Theater, Guidelines and Implications Handbook Services Marketing and
Management. Sage Publications Inc. 2000. P. 21-35

208 \Wahl-Zieger E. The Performing Arts and the Market: Anglo-American and German Approaches to Theatre and
Orchestra in Market Economics. In Economic policy for the arts, ed. 81. William S. Hendon, James L. Shanahan, and
Alice J. MacDonald. Cambridge, MA: Abt Books, 1980. P. 224-234
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- there developed and proposed a new classification of cultural product as an element of the
marketing mix, taking into account the direct marketing challenges facing cultural institutions;

- there offered a new approach to the study of the influence of external factors of the
marketing environment on the marketing mix in the field of culture — the model of PESTDG,
comprising the analysis of political, economic, socio-cultural, technological, demographic and
geographical factors;

- there developed a model of phased study of the influence of external factors of the marketing
environment on the marketing mix in the sphere of state institutions of performing arts in Latvia;
this model is universal and can be used for research in various fields and levels in the cultural
sector.

Practical Value of the Research Results

According to the results obtained in the process of the research, the specific practical
recommendations for improving the marketing mix in public cultural institutions of Latvia are
proposed. The developed model of the influence of external environmental factors on the marketing
mix in the cultural sector can be used in the process of development and implementation of
marketing plans of cultural institutions.

The definition of marketing in the field of culture, classification of cultural product and
structural and logical schemes, developed by the author, can be used in the educational process for
the study course “Marketing in the Field of Culture and Leisure” and professional development of
employees of marketing departments. Considering the necessity to train specialists with relevant
knowledge in both areas (“Cultural Studies” and “Marketing”), this work can be applied in the
training course ‘“Marketing in the Field of Culture”, “Marketing of Non-Profit Organisations”,
“Integrated Marketing Communications”. Practical recommendations for improving the marketing
mix may be of interest to the state and municipal employees, representatives of business and non-
profit public organisations, all those who are engaged in the socio-cultural development of the
territory.

Approbation of the Research Results

The results of the research were presented by the author at international and Latvian scientific
and practical conferences. In general, the results of the research were reported and received a
positive assessment at 11 International Scientific Conferences (including seminars). 12 articles in
scientific journals and proceedings of conferences, including those indexed in the citation database
Scopus and EBSCO were published; a number of articles are currently being prepared for
publication.

The material obtained in the process of the research is used in the course of lectures
“Integrated Marketing Communications” at the Baltic International Academy.

The course “Marketing in the Field of Culture and Leisure” has been developed and is
delivered currently as part of the training programme, prepared by the order of the Baltic
Association of Public Relations (BPRA).

Research Structure The logic and structure of the research are determined by the goals and
objectives. The work consists of an introduction, three parts and conclusion.

The first part of the research is devoted to the analysis of the theoretical foundations of
marketing in the field of culture as part of the applied economics. In the second chapter the author
presents an analysis of the marketing mix and the target audience of the Latvian cultural sector.
The third chapter is devoted to assessing the impact of external environment factors on the
marketing mix of Latvian state performing arts institutions, the degree of their impact on each of
the elements of the marketing mix is estimated. The model of influence of external factors of the
marketing environment on a marketing mix in the cultural sector is presented.
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The concluding part of the research reflects the main findings and recommendations obtained
by the author in the course of the study.
The total volume of the thesis, excluding Appendices, is pages. The paper includes 34 tables, 89

figures and 17 Appendices. The bibliography comprises 422 sources.
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1. THEORETICAL FOUNDATIONS OF MARKETING MIX AND THE
EXTERNAL MARKETING ENVIRONMENT IN CULTURAL SECTOR

Chapter 1 consist of 5 subsections, 58 pages, 17 figures, 10 tables.

1.1 Cultural Sector as a Special Area of Economic Activity

Under the conditions of new economy, presupposing the especially important role of
industries with a high proportion of intangible and human capital, the interest to culture as an
economic sector increases significantly. The well-developed countries, where the basic material
needs of people have already been satisfied, have possibility to give primary importance to non-
material production, the service sector and all the benefits presenting no material value, but very
significant for balanced full-fledged contemporary life. The nature of the benefits provided by the
cultural sector can be defined as “merit goods” (“goods that society has decided it would be
desirable to provide in quantities greater than consumers would wish to purchase at market
prices”?3); consequently, the demand for them should be supported and stimulated by the state).
The inclusion of cultural products in the category of merit goods is considered, in particular, in the
studies of J. Heibrun and C. M. Grey?'*, C. D. Throsby and G. A. Withers?'® , A. Rubinstein and
V. Muzychuk?®, etc.

Another important distinctive feature revealing the economic essence of the cultural sector

is the phenomenon of “lack of productivity”, described by W.J. Baumol and W.G. Bowen and called
“Baumol’s Cost Disease”.?!” They concluded that the cost of production in the field of culture is
growing faster than the price of the finished product. The researchers explain the productivity gap
in cultural sector by the fact that the main factors of productivity improvement, such as the
emergence of new technologies, increased investment, advanced training of the labour force, the
effect of economies of scale in production, do not have a significant impact in this area. At the same
time, the increase in costs cannot be compensated at the expense of increased prices, since due to the
elasticity of demand this will lead to a decrease in consumption.
Therefore, the attribution of cultural goods to the category of merit good, as well as the growth of
costs, inherent in this area, determine the peculiarities of the economy and marketing in the field of
culture, where not only the final users (viewers, visitors) pay for the product, but also the state and
other interested stakeholders.

The existence of different sources of funding in the structure of income of cultural institutions
is determined by the national peculiarities of cultural policy. Study of the researches devoted to the
classifications of financial systems in the field of culture allow identifying 4 main models of funding
(Table 1.1).

213 Musgrave R. A. The theory of public finance: A study in public economy. McGraw-Hill, 1959. p. 13.
214 Heilbrun J., Gray C. M. The Economics of Art and Culture. 2 ed. Cambridge University Press, 2001. pp. 241-247
215 Throshy C. D., Withers G. A. Economics of the Performing Arts, New York: St. Martin's Press, 1993. pp. 192-
193
216 pyGunmTeiin A. 5., Mysbiuyk B. IO. KynsTypa u peiHok. Onekaembie 6i1ara. MHcTutyT DxoHOMuKkH PAH,
Anereiig, 2013. c.14
217 Baumol W.J., Bowen W.G. Performing Arts: The Economic Dilemma. New York: The Twentieth Century Fund,
1966. p. 582
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Culture Financing Models

Table 1.1.

Culture Main Source of Participation of the State Countries, which are
Financing Model | Culture Financing in Culture Financing | Characterised by the Model
Roman State Budget Direct State Financing Italy, France, Spain,

Latvia, Lithuania, Estonia,
Russia,
American Private Indirect state funding The USA
donations via the tax allowances,
grants
Anglo-Saxon Public funds State funds are The UK, Australia
transferred to public
fund; state grants
German Budget of federal Direct financing, state Denmark, Finland,
lands and grants Germany, Sweden, Norway
municipalities

Source: created by the author based on: E. Wahl-Zieger,?® V. Muzychuk,?*® N. Gasanova,?®
Cowen T. and Mason G.?%

As can be seenin table 1.1., Latvia employs the Roman model of financing the cultural sector;
a significant number of cultural institutions are financed directly from the state budget, however,
as for the majority of the European Union countries, there is a tendency to reduce public funding
and to increase the share of own and borrowed funds.??2

The reduction of budget subsidies for culture and art, which began in the European countries
in the 1980s, gave rise to a thorough analysis of the economy of the cultural sector. The first large-
scale European study on the economic importance of cultural institutions (Zurich, 1984)?2 revealed
that 26.2% of state subsidies used for funding the cultural sector, returned directly or indirectly to
the state. Subsequent researches of the socio-economic role of cultural sector, conducted in the
United States??* and European countries?® showed that the sphere of culture plays an important

218 \Wahl-Zieger E. The Performing Arts and the Market: Anglo-American and German Approaches to Theatre and
Orchestra in Market Economics. In Economic policy for the arts, ed. William S. Hendon, James L. Shanahan, and
Alice J. MacDonald. Cambridge, MA: AbtBooks, 1980. pp. 224-234

219 Myspruyk B.JO. J[0JDKHO JIM TOCYapCTBO (PUHAHCHPOBaTh KyabTypy? M.: MucTuTyT 3konomMuku PAH, 2012. c.
6

220 "'acanopa H. K. My/IbTHKYILTYpaIu3M B KyJIbTYpHOM Hoautuke. M.: MexkayHapoHbIi H31aTelbCKUil LeHTp
«OTHOCOIIYMY, 2014. . 19

221 Cowen T., Mason G. How the United States. Funds the Arts. National Endowment for the Arts. 2014. Available:
https://www.americansforthearts.org/sites/default/files/how_0.pdf [viewed: 21.05.2018]

222Ghare of spending on culture by level of government (2000-2011). Council of Europe/ ERICarts, Compendium of
Cultural Policies and Trends in Europe, 14th edition, 2013. Available at:
http://www.culturalpolicies.net/web/statistics-funding.php?aid=118&cid=80&lid=en [viewed: 21.05.2018]

223 NTuttpux Ban Bepunr K. DxoHOMHUYecKoe 3HAUeHHE KyIbTYphl M uckycctsa. C6. Hayu. Tpynos, Cankr-TletepOypr
: CII6GI'YKH, 2003. C. 99

224Throsby D. Culture, Economics and Sustainability. Journal of Cultural Economics. 1995. Vol. 19. N3. P. 201

25 Turtpux Ban Bepunr K. DkoHOMUYECKOE 3HAUEHUE KYJIBTYPhI U McKyccTBa. C6. Hayd. Tpymos, Cankt-Tletep6ypr:
CII6I'YKU, 2003. C. 99
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role in solving such important economic problems as creating jobs, attracting investment,
stimulating the development of other sectors of the economy.

Culture should be considered as an important resource for the development of territories.
Numerous research projects have demonstrated the role of culture as a potential engine of territorial
development in recent decade. In particular, similar studies have been conducted in the United
Kingdom??, in Belgium,??” in Norway,??8), in Germany.??®

All the above-mentioned characteristics indicate the cultural sector as a specific area of
the economy, which in its turn affects the peculiarities of the marketing of cultural institutions.

1.2. Peculiarities and Marketing Definition in Cultural Sector

Marketing in the sphere of culture is based on the principles of classical marketing, taking
into account the peculiarities of this sphere. Traditionally, the cultural sector is considered mainly
as a sphere of non-commercial activities. The substantiation of marketing specificity in the non-
profit sphere is considered in detail in the studies of such scholars as P Kotler*° R. Bennett and A.
Sargeant,! L. Gonzalez, M. Vijande and R. Casielles,??, P. Padanyi,?®, etc.

The researchers do not have common approach towards the definition of marketing in the

P13

sphere of culture. The terms “marketing in culture” and “arts marketing”, “marketing of art and
culture”, “arts and culture marketing” are synonymous and are used mainly for the determination
of non-profit marketing in the sphere of culture in such areas as performing arts (theatres, concert
halls) and visual arts (museums, exhibition halls). Definitions of marketing in the cultural sector

are presented in Table 1.2.

Table 1.2.
Definitions of marketing in culture and arts sector
Author Definition
Kotler P. Marketing in the field of cultural sector is the marketing in art organizations

producing “cultural goods™ and at the same time competing with each other
for the attention of consumers and for the share of national resources.

226 English Heritage Impact of Historic Environment Regeneration - Final Report. AMION Consulting & Locum
Consulting, 2010. Available at: https://content.historicengland.org.uk/content/heritage-counts/pub/Impact-HE-
Regeneration [viewed: 21.05.2018]
227 De Baerdemaeker M., Vastmans F., Vandekerckhove B., Buyst E., Lievevrouw P. De sociaal-economische
impact van het onroerend erfgoed(beleid) in Vlaanderen. SumResearch: Brussel. 2011, 110 p.
228 Nypan T. Effects of European Union legislation on the built cultural. 2009 heritage. Available at:
http://ehhf.eu/sites/default/files/EffectsofEULeg_2009.pdf [viewed: 21.05.2018]
229 From industrial region to cultural metropolis. Europiische Kulturhauptstadt 2010. The Federal Government.
Available at: https://archiv.bundesregierung.de/ContentArchiv/EN/Archiv17/Artikel/2010/01/2010-01-08-
kulturhauptstadt-essen_en.html [viewed: 21.05.2018]
230 Kotler P. Marketing for Nonprofit Organizations. Englewood Cliffs, NJ: Prentice Hall, 1975
231 Bennett R., Sargeant A. The nonprofit marketing landscape: guest editors' introduction to a special section.
Journal of Business Research 58 (6), 2005. pp. 705-862
232 Gonzalez L., Vijande M., Casielles R. The Market Orientation concept in the private nonprofit organization
domain, Int. Journal of Nonprofit and VVoluntary Sector Marketing, 7, (1), 2002. pp. 55-67
233 padanyi P. Operationalizing the marketing concept: Achieving Market Orientation in the nonprofit context, in A
Sargeant and W Wymer, (eds) The Routledge Campanion to Nonprofit Marketing, Routledge, Abingdon, Oxford,
2008. pp. 11-27
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Hill E., O'Sullivan T., Arts marketing is an integrated management process which sees mutually

O'Sullivan C. satisfying exchange relationships with customers as the route to achieving
organizational and artistic objectives.

Colbert F, Bilodeau S., Marketing in cultural sector is the art of reaching those segments of the

Brunet J, Nantel J. market, which are most likely interested in a given product by adapting

commercial variables — price, location and promotion — in order to establish
the contact of the product and a sufficient number of consumers and to
achieve goals consistent with the mission of the cultural organization.

Asare |., Tjarve B., Hermane | Cultural marketing is the set of activities for attraction of the cultural
A., Kalnina E. consumer and getting them interested in cultural product (goods or
service, in English — product), while adapting it to the commercial
variables — price, place, promotion.

Cultural marketing essentially means a permanent relationship with the
audience, in order to clarify and interpret the real cultural values and the
audience benefits

Platonova Y. Marketing in the sphere of culture is the use of marketing technologies by
organisations engaged in socio-cultural activities for the most complete
satisfaction of the needs of the consumer and for obtaining the maximum
social effect for society as a whole and individual group of the population.

Source: created by the author based on: Kotler P.,?34 Hill E. et al., *°, Colbert F. et al.,?® Asare I.
et al.%%3" Platonova Y.2%

Distinctive features of non-profit marketing in the sphere of culture in comparison with
classical marketing concept is shown in Fig. 1.1:

The classical marketing concept The marketing concept for nonprofit cultural
organizations
Market Analysis Creative Idea Generation
Product Development Demand Making
Product Distribution and

; Creative Idea Promotion
Promotion

Figure 1.1. The classical marketing concept and the marketing concept for nonprofit
cultural organizations

234 Kotler P. Marketing for nonprofit organizations. Prentice-Hall, 1975. P. 6

25H;ill E., O'Sullivan T., O'Sullivan C. Creative arts marketing. 2nd edition. Oxford, UK: Butterworth-Heinemann,
2003.P.1

23 K olbérs F., Nantels Z., Bilodi S., Ri¢sD. Kultiiras un makslas marketings. Izdevnieciba: Rigas Kongresu nams.
2007. 12.Ipp.

237 Asare ., Tjarve B., Hermane A., Kalnina E. Kultliras organizacijas vadiba Kulttiras pasakumu un projektu
steno$ana Lidzdaliba vietgjas kultarvides veidoSana. Riga: CultureLab, 2013. 66 Ipp.

238 [InaTonoa 0. OcoGeHHOCTH MapKeTHHTa B cdepe KyabTyphl // IIpoOieMbl COBpeMEHHOM SKOHOMHUKH:
marepuainsl || Mexxnynap. Hayd. kon¢. Yenssounck, 2012 C. 142
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Source: created by author based on: Shekova Y. 2*°, Gainer B. and Padany P. 24°

Another important feature of marketing in the sphere of culture is that the final consumer
pays for the product only partially, while sponsors, philanthropists, the state pay extra for it, i.e.
marketing in the field of culture is focused not only on visitors, but also on persons who provide
cultural institutions with various types of support.

Taking into account the peculiarities of marketing activities in cultural institutions, the
author proposes the following definition of marketing in the field of culture: A set of methods and
principles aimed at satisfying the consumer needs in products of the cultural sphere,
obtaining the necessary resources from donors (public authorities, sponsors, etc.) and
achieving the maximum social effect for society as a whole.

This definition is not only theoretical, but also practical, as it can be used to implement
the marketing activities of cultural institutions.

1.3. Latvian Experience of Economic and Marketing Researches in the Field of
Culture

The study of culture as a branch of the national economy has been actively
developing in Latvia since the end of the 1990s. Raita Karnite and her colleagues Abele D.,
Kubulina A., Po¢s U., Bérzins L., Teibe M., Klava M., Traubergs M., Karnitis K. made a significant
contribution to this research area.?*!,24? 243 These researches formed the foundation for the further
study, in which the cultural sector was considered as an important potential for the economic
development of Latvian society. In 2007 there were published the results of extensive research of
working group under the leadership of Professor R. Kilis: “The Economic role and impact of the
cultural sector in Latvia. Quantitative research”.?** The method of inter-industry balance was
applied; it allows assessing the inter-sectoral production relationships in the country economy. The
results of the analysis showed that the indirect effect of each 1 Ls invested in the cultural sector in
2005 amounted to 1.49 Ls, and in 2006 this effect amounted to 1.41 Ls. It is also important to
conclude that one job in the cultural sector creates additional jobs in other industries (in 2005 0.62
jobs and in 2006 0.71 jobs).2*®
The marketing research on the consumption of cultural products and the participation of
residents of Latvia in cultural events has been systematically carried out since 2006 (“Kultiiras

239 [1lexosa E.JI. Onpenenenue MapkeTHHra B chepe KynbTyphl. Mapketunr B Poccun 1 3a py6esxom. Ne2. 2010. C.
107
240 Gainer B., Padany P. Applying the marketing concept to cultural organisations: an empirical study of the
relationship between market orientation and performance. // International Journal of Nonprofit and Voluntary Sector
Marketing Volume 7, Ne 2. 2002. P. 183
241 Karnite R. Abele D., Kubulina A., Po&s U., Bérzins L., Teibe M. Kultiiras sektora tautsaimnieciska nozimiguma
novertéjums. Riga: BO SIA Zinatnu akadémijas Ekonomikas institiits, 1998
242 Karnite R. Klava M., Traubergs M. Kultiiras sektora tautsaimnieciskais nozimigums. Riga: BO SIA Zinatnu
akad@mijas Ekonomikas institiits,1999
243 Karnite R. Karnitis K. Kultiiras nozares ieguldijuma tautsaimnieciba aprekinasSana (statistisko raditaju
pilnveidosana). Riga: BO SIA Zinatnu akadémijas Ekonomikas institiits, 2003
24 Kilis R., Evere E., Kazaks M., Kalnin$ E., Kale M., Selecka A. Kultiiras sektora ekonomiska nozime un ietekme
Latvija. Kvantitativs p&tjjums. Riga: Analitisko pétfjumu un stratégiju laboratorija, 2007. Available at:
http://oldweb.km.Iv/Iv/doc/starpnozares/radosa/Kulturas_ekonomiskas_ietekmes_izvertejums_Lavija 2007.doc
[viewed: 21.05.2018]
245 Kilis R. Kultiiras sektora ekonomiska nozime un ietekme Latvija. Kvantitativs p&tijums. Riga: Analitisko
pétijumu un strat€giju laboratorija, 2007. Available at: https://culturelablv.files.wordpress.com/2009/04/kulturas-
ekonomiskas-ietekmes-izvertejums-lavija-2007.pdf [viewed: 21.05.2018]
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patérins” 2006, 2007, 2008, 2009, 2010, 2007-2014, 2016. Aspects of consumption of cultural
products investigated at the level of individual regions (Riga®* , Liepaja®"’, Vidzeme?*®). They
have also been and in branches of culture and art, in particular in the field of performing arts,?4°,2>0
in the library field.?!

Freiberga K., Kestere L., Grinberga L., Zemite 1. and others are engaged in research
in the field of culture marketing. The studies directly devoted to the marketing mix and its specific
elements in the field of culture are not numerous. The elements of the marketing mix are studied
in details in the researches by Iljina A. and Golubkova T.; the studies comprised such issues as the
role of cultural product in the marketing mix,?®>2532% features of the Price element and the use of
price2 5(gl_’i32<5:7rimination in the cultural sector?®, the influence of external factors on the marketing
mix.=>*

1.4. Specificity of Marketing Mix in the Cultural Sector

1.4.1. Models of Marketing Mix in the Cultural Sector

246 Kultiras pieejamibas un lidzdalibas iesp&jas Rigas apkaimé&s. Latvijas Kultliras akadeémijas. Zinatniskas
petniecibas centrs, Riga, 2014. Available at:
https://culturelablv.files.wordpress.com/2009/04/apkaimes_final_web.pdf2014)
247 Kultiiras patérina un pieprasijuma tendences Liepajas pilséta. SIA ,,Analitisko p&tijumu un stratégiju laboratorija”
Riga, 2008. Available at: https://culturelablv.files.wordpress.com/2009/04/kulturaspaterinsliepaja2008.pdf
248 Kultiiras patérind Vidzemé: kultiiras pieejamiba un iedzivotaju lidzdaliba kulttiras noris€s. Biedriba “Haritas”
sadarbiba ar Latvijas Kultaras akadémiju, Valmiera, 2014. Available at:
https://culturelablv.files.wordpress.com/2009/04/vidzemepetijums_26-11.pdf
249 Teatra apmeklgjuma noteicosie faktori un mérkauditorijas identificeSana. Baltic Institute of Social Sciences, Riga,
2008. Available at: Scienceshttp://www.km.gov.Iv/lv/nozares_info/teatris.html
20 |_atvijas Nacionala Simfoniska orkestra auditorijas p&tfjums. Latvijas Kultiiras akadémijas Zinatniskas p&tniecibas
centrs Riga, 2015. Available at: https://academia.Indb.lv/ftp/66/Inso.auditorijas.petijums.pdf
251 Latvijas publisko biblioteku ekonomiska vértiba un ietekme: Novértgjuma zinojums. Tredais téva déls. 2012.
Auvailable at:
http://www.kis.gov.Iv/download/Latvijas%20publisko%20bibliot%C4%93ku%20ekonomiska%?20vertiba%20un%20
ietekme.pdf
252 [ljina A. PoJib NpojiyKTa B KOMILIEKCE MapKETHHTa B cepe KyibTyphl/ Zinatnisko rakstu krajums 11 starptautiska
zinatniska praktiska konference “Transformacijas process tiesibas, regionalaja ekonomika un ekonomiskaja politika:
ekonomiski - politisko un tiesisko attiecibu aktualas problémas”, Riga, Baltijas Starptautiska akadémija, 2015, Ipp.
56-61.
23 Golubkova T., Iljina A.The Role of the Product as an Element of Marketing Mix in the Field of Culture. //
Economics and Business. Horizon Research Publishing Corporation, ASV. Vol. 3(4). 2015. P. 119-123
2% Tony6kosa T., Uibuna A. 3HaueHue ompeseseHHs MPOAYKTa B KOMIUIEKCE MApKETHHra B cepe KyIbTyphl,
Marepuansl V. MexIyHapoIHOH Hay4dHO-TIPaKTHYeCKOW KoH(epeHunu “MixHapoaHa cTparerisi eKOHOMIYHOTO
po3BUTKY periony” Ykpauna, r. Cymsr, 2014, c. 81-83.
25 |ljina A. TIpuMeHeHHEe IEHOBOM JMCKPUMHHAIIMHM B MAPKETUHIOBOM JIEATENLHOCTH OPTaHU3aliii cepbl KYJIbTypbl/
Zinatnisko rakstu krajums VI Starptautiska jauno pétnieku un studentu zinatniski praktiska konference “lzaicinajumu
un iespgju laiks: problemas, risinajumi, perspektivas”, Riga, Baltijas Starptautiska akademija, 2016, Ipp. 207-210
2%6Golubkova T., Iljina A. The Influence of macro-environment factors on the marketing MIX development in the field
of culture of the Baltic region. / ECONOMI ANNALS — XXI — 3-4(1), 2014. P. 78-81
27 Tljina A. CriocoObl OLIEHKH MaKpoCpe bl Kak (hJakTopa, BAUSIONIEr0 Ha Pa3BUTHE KOMILIEKCA MaPKETUHIa B 00JIACTH
KynbTypsl bantuiickoro permona, Zinatnisko rakstu krajums II Starptautiska zinatniska praktiska konference
“Transformacijas process tiesibas, regionalaja ekonomika un ekonomiskaja politika: ekonomiski - politisko un tiesisko
attiecibu aktualas problémas”, Riga, Baltijas Starptautiska akadémija, 2014, Ipp. 266-271
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The development of the marketing mix in the cultural sphere is based on the classical
concept of the marketing mix, the ideas of which were formed by Neil Hopper Borden?® and
developed by Jerry McCarthy.?°

The choice of the marketing mix model in cultural sector is determined by the peculiarities
of marketing in this sphere as a whole. The main models of marketing complex in the sphere of
culture and art are presented in Table 1.3.

Table 1.3.
Models of Marketing Mix in the Cultural Sector
Author of the model Number of | Basic elements
elements
Kotler P.and 4 (4P): Product, Price, Place, Promotion
Bernstein J. S.
Colbert F., Nantel J., 4 (4P): Product, Price, Place, Promotion
Bilodeau S. ,Rich D., Poole W.
Bernstein J. S. 4 (4P): Product, Price, Place, Promotion (for the
performing arts)
Asare |., Tjarve B., Hermane A., 4 (4P): Product, Price, Place, Promotion
Kalnina E.
Shahhosseini A. 4 (4P): Product, Price, Place, Promotion
Kotler N. G., Kotler P., 5 (5P): Product, Price, Place, Promotion, People (for
Kotler W. I. museums)
Hill E., O’Sullivan C., 7 (7P): Product, Price, Place, Promotion, People,
O’Sullivan T. Physical evidence, Process
Grove S.J., Fisk R.P. and John J. 11 4P + Participants, Physical Evidence, Process, Actors,
Audience, Setting, Performance (for the performing
arts)

Source: created by the author based on: Kotler P. and Bernstein J.2%°, Colbert F. et al.?!, Bernstein
J.282 Asare 1. et al.?%%, Shahhosseini A.2%4, Kotler N. G. et al.2%, Hill E. et al.?®®, Grove S. et al.?’

28 BordenN.H. The concept of the marketing mix. // Journal of Advertising Research. Vol.4. 1964. pp. 2-7
259 Mccarthy E. J. Basic marketing. A managerial approach. Rev. ed. Homewood, Ill., R. D. Irwin, 1964. P. 35
260 Kotler P., Bernstein S. J. Standing Room Only: Strategies for Marketing the Performing Arts. Harvard Business
School Press, 1997. P.47
261 Colbert F., Nantel J., Bilodeau S. J., Rich D., Poole W. Marketing Culture and the Arts. 2nd ed. Montreal: Presses
HEC, 2001. P. 262
262 Bernstein J. S. Arts Marketing Insights: The Dynamics of Building and Retaining Performing Arts
Audiences.Jossey-Bass. 2006. P.89
23Agsare 1., Tjarve B., Hermane A., Kalnina E. KultiirasorganizacijasvadibaKultiiraspasakumu un
projektuistenoSanal.idzdalibavietgjaskultlirvidesveidosana. Riga: CultureLab. 2013. 72. Ipp.
264Shahhosseini A. Marketing Mix Practices in the Cultural Industry. // International Journal of Business and
Management Vol. 6, No. 8; August 2011. P. 233
265 Kotler N. G., Kotler P., Kotler W. I. Museum Marketing and Strategy: Designing Missions, Building Audiences,
Generating Revenue and Resources.2th ed. Jossey-Bass, 2008. P.14
266 Hill E., O’Sullivan C., O’Sullivan T. Creative Arts Marketing.2nd edition Butterworth-Heinemann. Oxford, 2003.
P. 113
%7Grove S.J., Fisk R.P., John J. Service as Theater, Guidelines and Implications Handbook Services Marketing and
Management. Sage Publica
tions Inc, 2000. P. 25
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Table. 1.3. demonstrates that majority of the authors note the relevance of using the concept of 4P
for cultural organisations as the most fully revealing the economic aspects of marketing and
It can be considered as optimal for solving marketing problems in the sphere of culture.

1.4.2. Cultural Product Definition and Classification

There is no unambiguous contemporary definition of cultural product due to its extreme
diversity. In the most general form, it is possible to determine the cultural product as goods and
services that contribute to the formation and satisfaction of a specific group of human needs —
cultural needs.®

In the English-language literature, in particular, researches by Kotler P.,?%° Bernstein J.,2"
Botti S.,2"* the scholars focus on the products of non-profit sectors of culture, such as performing
arts and visual arts®’?. Taking into account the emergence of new types of cultural product, the
author proposes the following classification, which focuses on the most important categories from
the point of view of marketing (see Fig. 1.2.).

Cultural Product

The Form of
Consumption

The Goal of
Offer

The Time of
Consumption

consumption

Replicated

The Target
Audience

Originality

For the
wide

Tangible
goods

Commercial
audience
Non- . Restricted
commercial

consumption

Intangible
goods

For The

restricted

One-time audience

consumption

Figure 1.2. Author’s classification of cultural product

268 Mnbuna A. Posib mposiyKTa B KOMIUIEKCE MapkeTHHTa B cdepe KynbTypbl. C6opHuk crareii 111 MesxaynapoaHoii
Hay4HO-TIpakTH4YecKoi KoHpepeHumn «TpaHcdopManmoHHbIE POILIECCH B cepe NpaBa, PErHOHAIBHON 3KOHOMHKH
M SKOHOMMYECKOH ITOJIUTHKH: AKTyaJIbHbIC SKOHOMHKO-TIOJIMTUYCCKUE W TIPABOBLIC HpOGJIeMLI», Banruiickas
Mexnynapoanast Akagemus. Pura, 2015. C. 57
269 Kotler P., Bernstein S. J. Standing Room Only: Strategies for Marketing the Performing Arts. Harvard Business
School Press. 1997
270 Bernstein J. S. Arts Marketing Insights: The Dynamics of Building and Retaining Performing Arts Audiences.
Jossey-Bass. 2006.
271 Botti S. What role for marketing in the arts? An analysis of arts consumption and artistic value. //International
Journal of Arts Management. Vol. 2, No. 3. 2000. P.16
272 Golubkova T., Iljina A. The value of product definition in the marketing mix in the field of culture. Conference
Proceedings: Strategy of Region Economic Development». Ukraine, Sumy, 2014. P. 82
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Source: created by the author

The classification of a cultural product allows researching such elements of the marketing
mix as Price, Place and Promotion at higher level of quality.

1.4.3. The use of price discrimination in cultural sector

The price is the most powerful economic tool of the marketing mix, having a direct impact
on the nature of the profitability of the organization. However, with respect to the cultural sector,
pricing also solves an important social problem of accessibility of cultural services for different
social groups.

An important activity of the marketing departments of cultural institutions is a reasonable
choice of an effective pricing strategy aimed at developing a differentiated pricing policy, which
is closely related to the concept of price discrimination.?”® Price discrimination refers to the
behaviour of the seller in the market in imperfect competition, when it sets different prices for the
same product. 2”4 Rosen S. and Rosenfield A.,2”® Throsby C.,2’® Leslie P. 2" and others consider in
their studies the efficiency of implementing the price discrimination in the field of culture.

The classic distinction between three main types of price discrimination, presented by the
English economist Pigou A.,>"® is also relevant for the sphere of culture. Characteristics and
examples of the use of three degrees of price discrimination are given in Table. 1.4,

Table 1.4.
The use of price discrimination in the field of culture
Type of Price Features Examples of employment in cultural
Discrimination sector
First-Degree Selling each unit of the good according to | Auctions of art objects, the fees of
Price its specific demand price, setting the | performers, purchasing tickets for
Discrimination different rates for each single unit of the | donations

proposed product
Second-Degree The seller benefits from setting different | Discounts on a certain number of

Price prices for different purchase volumes, | tickets, family discounts, sale of season
Discrimination price discrimination in time (inter- | tickets, differences in ticket prices
temporal price discrimination), | depending on the location of the seat in
cumulative discounts the hall and the time of purchase and

time of consumption of cultural
services (day and evening

performances)
Third-Degree Setting different prices for different | Discounts on cultural products for such
Price categories of buyers (market segments), | categories as pensioners, disabled
Discrimination using price discounts for the category of | people, children, students,

213 [ljina A. TTpuMeHEHME IEHOBOM IMCKPUMUHALMY B MAPKETHHTOBOM JIESTENLHOCTH OpraHu3alyii cepbl
KynbTyphl/ Zinatnisko rakstu krajums VI Starptautiska jauno petnieku un studentu zinatniski praktiska konference
“Izaicinajumu un iesp&ju laiks: problémas, risinajumi, perspektivas”, Riga, BSA, 2016, 207. Ipp.
24 Shepard A. Price Discrimination and Retail Configuration. // Journal of Political Economy.Vol. 99. 1991. P. 30
275 Rosen S., Rosenfield A. Ticket Pricing // Journal of Law and Economics, 40,1997. pp. 351-376.
276 Throshy C.D. Perception of Quality in Demand for the Theatre // Journal of Cultural Economics, 14(1), 1990. pp.
65-82
277 eslie P. J. Price Discrimination in Broadway Theatre |// The RAND Journal of Economics 35(3) 2004. pp. 520-
541
218 [Tury A. DxoHOMHUYECKas Teopus Gnarococrosaus. M.: Tlporpecc. T.1.1985. C.128
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consumers with elastic demand and
setting higher prices for consumers with
inelastic demand

Source: created by the author based on: Shapiro C. and Varian H. R.,”® Shiller B. R.,%° Frank R.
H.,28! Chao Y. and Nahata B.,?® Phillips R.,? Shiller B.and Waldfogel J.,8* Schwartz M.

schoolchildren, large families,
members of creative unions, and so on.

The application of price discrimination in different countries and regions has its own
peculiarities. The analysis of external factors can allow defining more precisely the efficient ways
of price discrimination for institutions of culture of the specified region and, thus, promoting the
improvement of policy of pricing and a marketing set in general.

1.4.4. Peculiarities of the Place Element in Cultural Sector

The spatial and temporal distinction between the purchase and direct consumption of
cultural product is natural for certain branches of the cultural sphere, in particular, for performing
arts. In this regard, the element “Place” should be considered as an integrity of two components:
1) distribution channels (sales of tickets); 2) the place of direct provision of cultural services.

Summarizing the views of scientists, we can distinguish two main models of distribution of
goods and services of cultural institutions: 1) using its own direct channels, 2) distribution by means
of intermediaries’ channels. A comparison of the use of these approaches to the distribution of
cultural products is presented in Table 1.5.

Table 1.5.
Comparison of distribution models of cultural products

Characteristics of
distribution
model

Distribution through direct
channels

Distribution with the use of
intermediaries’ services

Place of trade

Organisation ticket offices and
specialty shops, personal selling by

Specialised ticket agencies — online
and offline ticket offices, personal sales

employees, organisations websites, | through agents, profile sites
their online sales system
The main | ¢ no commission to the | ¢ awider choice of places of sales,
advantages for the intermediaries; e saving time,
consumer e direct connection with the cultural | e qualified employees,
institution offering the cultural | ¢ offer of additional goods and
product; services.

o reliability of the seller.

279 Shapiro C., Varian H. R. Information Rules: A Strategic Guide to the Network Economy. Harvard Business School

Press, 1998. P. 39

280 ghiller B. R. First-Degree Price Discrimination Using Big Data // Working Papers 58, Brandeis University,

Department  of

Economics

and International

https://ideas.repec.org/p/brd/wpaper/58.html
281 Frank R. H. Microeconomics and Behavior. 9th Ed. McGraw-Hill Irwin, 2015. P. 378.

282 Chao Y., Nahata B. The degree of distortions under second-degree price discrimination// Economics Letters
Volume 137, 2015. P. 208-213
283 phillips R. Pricing and Revenue Optimization. Stanford University Press, 2005. P. 77

284 Shiller B., Waldfogel J. Music for a song: an empirical look at uniform pricing and its alternatives// The Journal
of Industrial Economics. 59(4), 2011. P. 630-660
285 Schwartz M. Third-Degree Price Discrimination and Output: Generalizing a Welfare Result. //The American
Economic Review. Vol. 80, No. 5. 1990. P. 1259
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The main
advantages  for
cultural
institution

no costs associated with the
payment of intermediaries;
opportunity of collecting
information about consumers and
creating own database;

establishing close relationships with
consumers, which contributes to the
formation of the audience.

reduction of expenses  for
maintenance of own sales staff and
special premises;

high professionalism of employees
of specialised agencies,

additional opportunities to expand
the audience.

Disadvantages for
consumers

a limited number of points of sale;

lack of choice of similar cultural
products  offered by  other
institutions;

additional commission fees
insufficient knowledge of sellers
about the offered products;

risks associated with the dishonesty
of intermediary agencies.

Disadvantages for
cultural
institutions

the necessity to maintain the own
staff of employees and distributors,
special facilities and necessary
equipment;

difficulties in expanding the
audience by attracting new visitors
the cost of printing and design

high payments to intermediaries,
lack of control over the process of
interaction with customers,

offer of competing cultural
products to potential customers
increased  risk of  customer
dissatisfaction,

services related to printing tickets.

Source: created by the author based on: Hill E. et al.,?®® Colbert et al.,?®” Kotler P.,?% Bernstein S.
J_289

Such an element of the marketing mix “Place” as a direct place of service provision by
cultural institutions is associated with the convenience of their location and comfortable conditions
for consumers. The concept of “Third place”, developed by the American sociologist Ray
Oldenburg,?? is actively progressing today. Along with the “first place” — home and the “second
place” — work, Oldenburg notes the special importance of the “third place” — a place for public life.

Modern-equipped institutions of culture can serve as such “friendly” places. Museums,
libraries, exhibition and concert halls and theatre spaces have great potential in attracting more
audience.

1.4.5. Promotion Tools of Cultural Product

Considering the importance of involving population in the consumption of cultural product,
the element of the marketing mix “Promotion” in the cultural sphere has a particularly prominent
significance. Promotion tools can be divided into 3 main groups: traditional, modern, and specific
(see Fig. 1.3.).

286 Hill E., O’Sullivan C., O’Sullivan T. Creative Arts Marketing. 2nd edition Butterworth-Heinemann. Oxford,
2003. P. 265
287 Colbert F., Nantel J., Bilodeau S. J., Rich D., Poole W. Marketing Culture and the Arts. 2nd ed. Montreal: Presses
HEC, 2001. P. 60
28 Kotler N. G., Kotler P., Kotler W. I. Museum Marketing and Strategy: Designing Missions, Building Audiences,
2th ed. Jossey-Bass, 2008. P. 323
289 Kotler P., Bernstein S. J. Standing Room Only: Strategies for Marketing the Performing Arts. Harvard Business
School Press, 1997. P.97
29 Onbnentypr P. TpeTbe Mecto: Kade, KOPEHHH, KHMKHBIE MAra3uHbI, 6aphbl, CATOHBI KPACOTHI M IPYTHE MECTA
«TycOBOK» Kak (pyHmameHT coodmectBa. M.: HoBoe nureparyproe o6o3penue, 2014, 256 c.
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Promotion Mix in Cultural
Organizations

—

/ Traditional \ / Innovative \ /Speciﬁf Pmmutiﬂn\
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- Advertising - Internet marketing - Art critics’ reviews
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- Personal Selling -LED display
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Figure 1.3. Types of cultural product promotion
Source: created by the author based on: Kotler N. G., 2! Hill E. Et al., 22 Varbanova L. 2%

A distinctive feature that must be taken into account when promoting cultural product is
information asymmetry natural for this sphere; this fact is indicated in works by Zorloni A.2%,
Bacache-Beauvallet M., Bourreau M. and Moreau F.?®, Codignola F.?%, Temirova T. and I.
Shevchenko?®’. The institute of professional critics and art historians is the solution to this problem
in the sphere of culture.

The widespread use of modern technologies creates favourable conditions for the
emergence of new forms of promotion, which are actively used in the field of culture: Mobile
marketing?®®, Cybermarketing?®®, Social media promotion3®. There should be noted the important
role of social networks and the blogosphere for the promotion of cultural products. The
development of technologies in this field of communication allows active use of not only the text
messages, but also downloading the audio and video content.

291 Kotler N. G. Museum marketing and strategy: designing missions, building audiences, generating revenue and
resources / Kotler N.G, Kotler P., Kotler W. I. 2-nd ed. Jossey-Bass, 2008. P. 398
292 Hill E., O'Sullivan T., O'Sullivan C. Creative arts marketing. 2nd edition. Oxford, UK: Butterworth-Heinemann,
2003. P.233
2% Varbanova L. Strategic management in the arts. NY. Routledge, 2013. P.293
29 Zorloni A. The Economics of Contemporary Art: Markets, Strategies and Stardom Springer Heidelberg. New York.
2013 P. 50
2% Bacache-Beauvallet M., Bourreau M., Moreau F. Information Asymmetry and Contracts in the Recorded Music
Industry. Awvailable at: http://innovation-regulation2.telecom-paristech.fr/wp-content/uploads/2014/01/2b-Bacache-
Beauvallet-Bourreau-MOREAU.pdf
2% Codignola F. The Art Market, Global Economy and Information Transparency. Symphonya. //Emerging Issues in
Management, Ne 2. 2003 P. 73
297 Temuposa T.A., lllesuenxo 1.B. Biusuue acuMmeTpun HHGOPMAIMH B COLUANBLHO-KYJILTYPHOI cdepe Ha
pa3BHUTHE PHIHOYHOM IKOHOMUKH. // COBpeMEHHbIE TeHACHIMN pa3BUTHs Hayku 1 TexHosoruid. Ne10-11. 2016. C.
115
2% Haig M. Mobile Marketing: The Message Revolution. Kogan Page Publishers, 2002. P.4
29 Bickerton P., Bickerton M., Pardesi U.Cybermarketing. Oxford: Butterworth—Heinnemann, 2007. P. 161
300 Owsinsk B. Social Media Promotions for Musicians: A Manual for Marketing Yourself, Your Band, and Your
Music Online. Hal Leonard, 2014. P. 3
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1.5. External Macro Environment of Organisations of Culture
1.5.1. External Environmental Assessment Models

Regarding the sphere of culture, researchers have no consensus on the number of external
macro-environment factors for assessment. Various approaches to the assessment of the external
environment are presented in Table 1.6.

Table 1.6.
Comparison of approaches to assessing the impact of external macro-environment
factors in cultural sector

Authors Number of List of factors of the external macro environment
factors
Colbert F., Nantel J., Bilodeau 5 Demographic, Cultural, Economic, Political, Legal,
S., Rich D., Poole W. Technological
Kotler N. G., Kotler P, 4 Political, Economic, Social, Technological
Kotler W. I.
Hill E., O’Sullivan C., 4 Socio-cultural, Technological, Economic and Politico-
O’Sullivan T. legal
Langley D., Royce S. 4 Political, Economic, Social, Technological
Asare 1., Tjarve B., Hermane A., 4 Political, Economic, Social, Technological
Kalnina E.
Tulchinsky G., 5 Economic, Political, Demographic, Socio-Cultural,
Shekova E. Technological

Source: created by the author based on: F. Colbert et al.,*** N. G. Kotler et al.,%% E. Hill et al.,3%®
D. Langley and S. Royce,3** I. Asare et al.,**> G. Tulchinsky and E. Shekova®®

As Table 1.6. demonstrates, the analysis of PEST factors serves as a basis of all
approaches. For a more comprehensive assessment of the external influence on the marketing mix
in the field of culture, it is proposed to expand this model by 1) dividing social factors into two
groups: socio-cultural and demographic; 2) adding geographical factors (see Figure 1.4.).

301 Colbert F., Nantel J., Bilodeau S. J., Rich D., Poole W. Marketing Culture and the Arts. 2nd ed. Montreal: Presses
HEC, 2001. P.145
302 Kotler N. G., Kotler P., Wendy I. Kotler W. I. Museum Marketing and Strategy: Designing Missions, Building
Audiences, Generating Revenue and Resources 2nd Edition. San Francisco: Jossey-Bass, 2008. P.49.
303 Hill E., O’Sullivan C., O’Sullivan T. Creative Arts Marketing. 2nd edition. Butterworth-Heinemann. Oxford,
2003. P. 282
304 _angley D., Royce S. Business planning guidance for arts and cultural organisations. Arts Council England.
Auvailable at: https://www.artscouncil.org.uk/sites/default/files/download-
file/Business%20Planning%20Guidance%20for%20arts%20and%20cultural [viewed: 21.05.2018]
35 Asare 1., Tjarve B., Hermane A., Kalnina E. Kultliras organizacijas vadiba Kultiiras pasakumu un projektu
stenoSana Lidzdaliba vietgjas kultarvides veidoSana. Riga: CultureLab, 2013. 6. Ipp.
396 Tynpunnckuit T'.JI. [llexosa E.JI. MeHemkMeRT B cepe KybTypsbl. 4-€ uza., ucnp. u jgor. CI16.: Jlans, 2009.
C.444 - 445
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Figure 1.4. Author’s approach to the analysis of macro-environment factors in cultural
sector
Source: created by the author

The PEST analysis method is transformed into the PESTDG analysis method by adding
additional factors (see Fig.1.4). Since Socio-cultural environment for the sphere of culture has its
own peculiarities, the social factors have been divided into two groups — demographic factors and
socio-cultural ones. This environment not only has an impact on the products of the cultural sector,
but these products also shape it. It is also proposed to add geographical factors to the analysis; they
are mainly related to the influence, which they have on the element “Place” of the marketing mix
in the cultural sphere. Such an extended analysis of Political, Economic, Socio-Cultural,
Technological, Demographic and Geographical factors and determination of the degree of their
impact on each of the four elements of the cultural marketing mix can help to assess better the
impact of the external environment.

1.5.2. Influence of PESTDG factors of macro environment on the institutions in
cultural sector

The study of theoretical sources on marketing in the field of culture revealed the lack of
scientific researches devoted to the direct impact of the environment on the elements of the
marketing mix. Nevertheless, the study of the impact of environmental factors on cultural
institutions as a whole contributes to the further analysis.

The generalised results of the study of environmental factors influencing the sphere of
culture are presented in the form of a scheme (see Fig. 1.5.).
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- Models of state regulation - Economic indicators - Social stratification
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- State support of the - Development of areas - Fashion
industry related to the cultural one

External factors of the marketing environment
in the cultural sector (PESTDG)
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technologies (Internet, mobile
applications, SMM marketing,
etc.)

Figure 1.5. Author’s model of the influence of environmental factors on cultural sector
Source: created by the author

Macro environment factors presented in fig. 1.5., have a different impact on each of the
elements of the marketing mix of cultural institutions. An assessment of the extent of this effect is
given in Chapter 3.

Summarizing the results of the analysis of theoretical sources, it can be concluded that the specifics
of the economy and marketing of cultural sector is determined by:

- the nature of the provided goods — merit goods;

- lack of productivity (Baumol’s Cost Disease) — the cost of production in the field of culture is
growing faster than the price of the finished product;

- the product is largely paid not by its direct consumer, but by government agencies, sponsors and
patrons. On the basis of these features the author’s definition of marketing in the cultural sector is
presented. Also, the author developed a classification of a cultural product that meets marketing
requirements.

To assess the impact of the environment, traditional PEST analysis is insufficient, since it
does not take into account a number of important factors. A new method of PESTDG analysis is
proposed; it includes, along with the analysis of political, economic, socio-cultural and
technological factors, consideration of the impact of demographic and geographical aspects.
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2. ANALYSIS OF THE MARKETING MIX AND TARGET AUDIENCE OF LATVIAN
STATE PERFORMING ARTS INSTITUTIONS

Chapter 2 consist of 4 subsections, 60 pages, 43 figures, 13 tables.

2.1. Cultural Sector as One of the Priority Directions of Development of Latvia

Cultural sector is an important strategic direction of the state policy focused on social and
economic growth under the conditions of entering the new post-industrial economy.®%’ 3% The
sphere of culture of Latvia should be considered as an important contemporary factor contributing
to its economic development; therefore, the budget expenditures on culture can be supposed to be

an investment in this development.

The type of the interrelationship between the State Budget of Latvia and the expenditures of
Budget of the Ministry of Culture varies in different periods (see Fig. 2.1).
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Figure 2.1. Dynamics of changes in the state budget of Latvia and the Budget expenditures

of the Ministry of Culture

The budget expenditures
of the Ministry of Culture

Source: created by the author, based on: Ministry of Finance of the Republic of Latvia, 3%
Ministry of Culture of the Republic of Latvia Public Annual Report (2006 -2016)

The correlation analysis has been conducted for proving or rejecting the hypothesis about the
dependence of financing the cultural sector by Ministry of Culture and state budget expenditures.
First, it was decided to determine the measure of the relationship between the budget financing of
the sphere of culture and budget expenditures of Latvia as a whole.

There has been used the general Pearson’ equation for obtaining the correlations:
(2.1)

D Y Y C TRt 1€ )
N N CFESED VAN (AL

Tx

307National reform programme of Latvia for the implementation of the Europe 2020 strategy. Available at:
https://ec.europa.eu/info/sites/info/files/2017-european-semester-national-reform-programme-latvia-en.pdf

308 gystainable Development Strategy of Latvia until 2030. Available at:

http://www.pkc.gov.lv/images/LV2030/LIAS_2030_parluks_en.pdf [viewed: 17.09.2018]
309 Central Government Consolidated Budget, euro. Ministry of Finance of the Republic of Latvia. Available at:

http://www.fm.gov.lv/en/s/budget/ [viewed: 17.09.2018]
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Where x is a sample mean of X, y is a sample mean of Y, sx is a sample standard deviation of
X, sy is a sample standard deviation of Y.

The calculations have been carried out using Statistica 8.0 statistical package, StatSoft. The
obtained correlation coefficient was not statistically significant (p=0,1), which means that the
relationship between the budget financing of the sphere of culture and budget expenses of Latvia
as a whole is not observed in the studied time interval, from 2006 to 2016.

At the same time, a more detailed analysis allowed establishing the relation between these
indicators for period 2008-2013 years. The analysis has been conducted using IBM SPSS Statistics
V. 21. The coefficient of determination of the regression dependence R? calculated according to
the formula 2.2.:

R2=1- 25 (2.2)
TSS
where
RSS = Y1 el = Y 1(y: — y:)? is the sum of squares of regression residuals,

TSS = ¥i-1(y: — ¥)* = ndy is total variance,
Y, ¥ are accordingly, the actual and calculated values of the explained variable,
y= %Z?:lyt is the sample mean.

The results of correlation and regression for the period for years 2008 - 2013 are presented
in Table 2.1.

Table 2.1.
Multiple Regression Results (2008-2013)
2008-2013
No. of cases 6
F 28,11
df 1,4
p 0,006
Multiple R 0,94
R? 0,88
Intercept -308066,31
Std.Error 84345,0
t(6) -3,65
B -308,1
b 0,07
beta (standardized) 0,94

Source: calculated using SPSS computer program

The elimination of data for years 2006-2007 and 2014-2016 changed the results of the
analysis. The strength of the relationship between Budget expenditures of the Ministry of Culture
and State budget of Latvia has increased to r = 0.94, p = 0.006. The coefficient of determination of
the regression dependence R? for years 2008 - 2013 is 0.88, which means that in this regression
model considers 88% of the factors that determine the variability of budget expenditures of the
Ministry of Culture.31° It means that the budget expenditures of the Ministry of Culture in 2008 -
2013 was mainly determined by the State Budget of Latvia, and then changed in accordance with
it (see Fig. 2.2).

310 Cameron A. C., Windmeijer F. A. G. An R-squared measure of goodness of fit for some common nonlinear
regression models // Journal of econometrics. T. 77, Ne. 2, 1997. C. 329-342.
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Figure 2.2. Scatterplot of Budget expenditures of the Ministry of Culture against State
budget of Latvia (2008-2013)
Source: created by the author

According to the obtained data, the relationship between Budget expenditures of the
Ministry of Culture and State Budget of Latvia for period 2008 — 2013 can be described by the
regression equation of the following type:

Y =-308,07 + 0,07*X  (2.3)

where Y is Budget expenditures of the Ministry of Culture and X is the State Budget of Latvia.

According to the obtained regression equation for the data for years 2008 - 2013, when the
changes in Budget expenditures of the Ministry of Culture are explained by the changes in the
Budget of Latvia for 88%, it is possible to predict that changes to increase State Budget of Latvia
by one unit causes the increase in Budget expenditures of the Ministry of Culture by 0.07 units
from the State budget of Latvia.

Therefore, it is possible to conclude that the budget of the Ministry of culture is largely
determined by the changes in the State Budget; there is a close correlation between these variables.
However, in some years the influence of other factors increases. The explanation of the obtained
result is beyond the scope of this thesis, but this issue can be the subject of further research.

Cultural sector Latvia is actively involved in job creation (see Figure 2.3.).

O P N W b~ O

2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016
= Latvia 3 3,2 3,1 2,9 3 3,2 3,2 3,5 4,5
EU (28 countries) | 2,4 2,5 2,5 2,8 2,8 2,9 2,9 3,2 3,7

Figure 2.3. Cultural employment in Latvia and EU countries
(% of total employment, 2008-2016)
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Source: created by the author based on: Eurostat®'*

The number of people employed in the cultural sector of Latvia was higher than the average
in Europe during the whole period, and in 2016 this difference reached a maximum of 0.8 %. Latvia
ranks 7" of 28 EU countries in this indicator.

Householstilzexpenditure on culture makes a significant contribution to the Latvian economy (7.6%
in 2016).

The share of cultural product in the general structure of exports and imports in the European
Union is insignificant due to its specificity; however, in 2016 Latvia, along with the UK and Poland,
was among three countries that showed the highest values in terms of exports of cultural product
in the total structure of exports of 28 EU countries (1.54%, 1.61 % and 1.62 %, respectively).3!3

In general, it can be noted that there is a stable demand in the field of cultural services, the
share of employment is growing, and therefore, the contribution of culture to the economic
development of the country is increasing in the recent decade.

2.2. Latvian Performing Arts Sector and SWOT-Analysis of State Performing Arts
Institutions

The performing arts is an important part of the Latvian cultural sphere; they are traditionally
represented by theatres and concert organisations. This type of art, along with fine art and literature,
occupies a central place in the structure of culture®!* (see Fig.2.4.).

$11Cultural employment. Statistics/ Eurostat/ European Commission. Available at:
http://ec.europa.eu/eurostat/statistics-explained/index.php/Employment_statistics [viewed: 17.09.2018]
812 Average monthly wages and salaries by kind of activity / Central Statistical Bureau of the Republic of Latvia //
LR Centrala statistikas parvalde. Available at:
http://data.csb.gov.lv/pxweb/Iv/Sociala/Sociala__ikgad _mb/MBO0010.px/table/tableViewLayoutl/?rxid=ce8aac91-
f2b0-4f13-a25d-29f57b1468fh [viewed: 17.09.2018]
313 Exports of cultural goods/ Eurostat // Intra and extra-EU trade in cultural goods by product. Available at:
http://ec.europa.eu/eurostat/statistics-explained/index.php/Culture_statistics_-_international_trade_in_cultural_goods
[viewed: 17.09.2018]
314 The economy of culture in Europe. KEA European Affairs, Department for Culture, Media and Sport. UK,
Brussels, 2006. Available at: http://ec.europa.eu/assets/eac/culture/library/studies/cultural-economy_en.pdf [viewed:
17.09.2018]
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Figure 2.4. Performing arts in the cultural and creative sectors
Source: created by the author based on: Latvijas Republikas Kultiiras ministrija,**® D. Throsby®!¢,
Department for Culture, Media and Sport, UK3!’, KEA European Affairs3®

The sphere of professional performing arts in Latvia has a long tradition and is one of the
most popular types of culture. Its value is defined in particular in such documents as “Music
Industry Strategy 2015 — 2020”%!° and “Industry Strategy for Performing Arts 2015 — 20207 3%
Currently, the sphere of professional performing arts in Latvia is represented by 1)the theatre
sector: 41 theatres, of which 7 theatres have the status of state theatre, 2 municipal theatres and 32
private theatre institutions; 2) music sector: 32 concert organisations, including 6 state ones.

The marketing complex of state institutions of performing arts is considered within the
framework of this paper. Based on the specificity of the marketing approach to the study of this
cultural sector, it seems appropriate to distinguish those cultural institutions that have a permanent
repertoire and their own premises. Thus, the objects of further research are the following state
theatres: Latvian National Theatre, Dailes Theatre, New Riga Theatre,Mikhail Chekhov Riga
Russian Theatre, Valmiera Drama Theatre, Daugavpils Theatre, Latvia Puppet Theatre and Latvian
National Opera and Ballet (LNOB).

In recent years cultural institutions demonstrate a growing number of spectators: 738 074
people visited the public theaters in 2016,%2! (iin 2010 the number of spectators was 699 303), i.e.
an increase of 5.5 % occurres. The Latvian National Opera and Ballet has the greatest influx of
spectators during this period — plus 14.2 %.

However, against the background of the increase in the total number of visitors to the state
theaters of Latvia, it can be noted that the situation for individual cultural institutions is different.
So, the analysis of visits to the state theatres for the period from 2013 to 2016 shows that the
audience of only 3 theatres has increased during this period (See Fig. 2.5.).

315 Kultiiras un rado$o industriju definicija. Latvijas Republikas Kultiiras ministrija Available at:

https://www.km.gov.Iv/Iv/kultura/radosas-industrijas/kulturas-un-radoso-industriju-definicija [viewed: 17.09.2018]

316 Throshy D. The concentric circles model of the cultural industries. Cultural Trends 17(3), 2008. pp.147-164

817 Staying ahead: the economic performance of the UK’s creative industries. Department for Culture, Media and

Sport. UK. Available at: https://static.a-n.co.uk/wp-content/uploads/2013/11/4175593.pdf [viewed: 17.09.2018]

318 The economy of culture in Europe. KEA European Affairs, Department for Culture, Media and Sport. UK,

Brussels, 2006. Available at:h ttp://ec.europa.eu/assets/eac/culture/library/studies/cultural-economy_en.pdf [viewed:

17.09.2018]

319 Miizikas nozares stratégija 2015.-2020. gadam. Kultiirpolitikas pamatnostadnes 2014. — 2020. gadam «Radosa

Latvija». Available at: https://www.km.gov.lv/uploads/ckeditor/files/Nozares/Muzika/Strategija_muzika.pdf

[viewed: 17.09.2018]

320 Teatra nozares stratggija 2015.-2020.gadam. Kultiirpolitikas pamatnostadnes 2014. — 2020. gadam «Radosa

Latvija». Available at: https://www.km.gov.Iv/uploads/ckeditor/files/Nozares/Teatris/Strategija_teatri_final.pdf

[viewed: 17.09.2018]

321 Latvijas Republikas Kultliras ministrija. Gada publiskais parskats 2016. Available at:

https://www.km.gov.lv/uploads/ckeditor/files/parskati_files/KM_publiskais_parskats 2016.pdf [viewed: 17.09.2018]
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Figure 2.5. Total Number of Spectators in State Theatres (thousands) (2013-2016 years)
Source: created by the author based on: Ministry of Culture of the Republic of Latvia Public
Annual Reports (2013-2016)

As Fig. 2.5. demonstrates, the fluctuations in the direction of decrease and increase in the
audience number are typical for all theatres. The most significant decrease in the audience occurred
for the Latvia Puppet Theatre — minus 18.7 %, while the largest increase was for Daugavpils
Theatre — 26.6%.

Basing on the fact that during the same period the situation with visits to Latvian state
theatres developed in different ways, it can be concluded that the dynamics of visits are mainly
influenced by not the external factors of macro environment, but by the internal factors (quality of
cultural product, pricing policy, marketing communications).

The current state and potential of public cultural institutions in Latvia can be assessed by
employment of SWOT analysis. While the external environment has a fairly similar impact on all
cultural institutions, regardless of their status, the internal factors inherent for public institutions
have their own peculiarities.

SWOT-analysis of public institutions in the sphere of culture of Latvia was carried out in the form
of expert evaluation (the author has invited 8 experts who are specialists in the field of culture: 4
employees of marketing departments of state theatres and concert organisations, 2 theatre critics,
2 scientists, professors in the field of management of culture) (see Table. 2.2.).
Table 2.2
SWOT-analysis of state institutions of performing arts in Latvia

. Quality and competitive offer of cultural . Insufficient supply of complementary

product goods and services

. Variety of product focused on different . Low level of income of employees in

consumer segments cultural sector

. Demand on cultural product . Insufficient system of partnership with

. Flexible pricing policy commercial and public organisations and private

. Extensive and stable network of cultural donors

institutions, their convenient location . Weak promotion of cultural products in

. Availability of marketing departments in | new media

cultural organizations . Focus on the traditional audience, weak
attraction of new segments
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. Limited use of modern technoloii

» Taking the advantage of the country’s » Reduction of public financing,
cultural traditions and cultural diversity unfavourable tax policy

» High level of education of the population » Decline in the population welfare

» Development of cultural tourism » The reduction of the target audience as a

» Development of the system of result of decreasing population
professional education in the field of » Increased competition in the field of
marketing and management of culture entertainment and leisure

* Increased of sponsors’ and patrons’ » The decline in the prestige of the
support » performing arts and interest in it

» Great potential for the development of » Transition of artists and specialists to
new technologies commercial cultural institutions and

foreign organisations

Source: created by the author based on: Expert evaluation

The identified Strengths and Weaknesses related to internal factors will be further
discussed in sections 2.3.1 — 2.3.4. Environmental analysis and identified Opportunities and
Threats will be presented in Chapter 3.

2.3. Analysis of the Marketing Mix of Latvian State Performing Arts Institutions
Theatrical and concert performances are the main product of performing arts institutions.

The state theaters of Latvia offer a large number of performances to their audience; the dynamics
of these events is shown in Fig. 2.6.
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Figure 2.6. Total Number of Performances of State Theatres and Latvian National Opera
and Ballet, 2010-2016
Source: created by the author based on: Ministry of Culture of the Republic of Latvia Public
Annual Reports (2010-2016)

The total number of performances increased by 3.2% over the period from 2010 to 2016,
but the largest number of performances in state theaters was in 2012, after which there was a slight
decrease (by 1.14% by year 2016).

In accordance with author’s classification (1. Chapter), it can be stated that the product of
the public cultural institutions by the form of consumption is mainly a cultural service — theatre
and concert performances.
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The main product of the state cultural institutions of Latvia is non-commercial.
Performances and concerts have a specific artistic value and, to a certain extent, are created to
achieve a positive response from the audience, the public, the media and art critics.

To the time of consumption: the principal part of the cultural product consists of one-time
services (concerts, theatrical performances).

If to refer to the differentiation in the originality of the content, it can be noted that the
main part of the state cultural institutions offers unique products — works of performing art.

The cultural product of Latvian theatres is intended for the widest possible audience. Age
limits for children may be a restriction. The language of the event or the language of the information
Is not a strict limitation, but in certain cases the focus on a specific language environment may be
indicated.

State cultural institutions of Latvia are oriented on the aim of ensuring the consumption of
their products by the widest possible audience. The solution of this problem is associated with the
active use of tools of price discrimination, which is the basis of the Price element of the marketing
complex for cultural products.

The changes in the average price of theatre tickets of the state theatres of Latvia for
the period from 2008 to 2016 are presented in Table 2.3.
Table 2.3.
Absolute and percentage change in the average price of tickets in the state theaters of
Latvia, 2008-2016

Year Average price (EUR) Absolute Change | Percentage Change
2008 8,1

2009 8,15 +0,05 +0,6 %

2010 8,3 +0,15 +1,8%

2011 7,9 -0,40 -4,8%

2012 8,8 +0,9 +11,4%

2013 9,1 +0,3 +3 ,4%

2014 9,4 +0,3 +3,3%

2015 10,41 +1,01 +10,74 %

2016 10,97 +0,56 +5,4%

Source: created by the author based on: Teatra nozares stratégija 2015.—2020.gadam,*?? Ministry
of Culture of the Republic of Latvia Public Annual Reports 2015, 2016

It should be noted that the situation with the change in the average price of the ticket is
significantly different in different theatres. For example, on average the ticket price increased by
5.5% from 2015 to 2016; nevertheless, there was a decrease of 3% for the ticket prices in the New
Riga Theatre, and the maximum increase of 20.6%.was observed in the Latvian National Theatre.

Statistical data processing and results of correlation of the average price of theatre tickets
and the income of the population are presented in section 3.2.

Theatres and concert halls use actively the second-degree and the third-degree
discrimination — the discounts depending on the volume and time of purchase. Traditionally,
schoolchildren, students, teachers, pensioners and disabled people in Latvia have allowances for
visiting cultural institutions.

322 Teatra nozares stratégija 2015.—2020.gadam. Kultiirpolitikas pamatnostadnes 2014. — 2020. gadam «Radosa
Latvija». Available at: https://www.km.gov.Iv/uploads/ckeditor/files/Nozares/Teatris/Strategija_teatri_final.pdf
[viewed: 29.10.2018]
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A significant disadvantage of pricing in the field of culture of Latvia is the high price for
tickets for children’s events and a small offer of discounts for children of pre-school and school
age. The only Latvian theatre for kids is the Latvia Puppet Theatre. The average ticket price for the
performances in this theatre increased by 59% from 5.14 euros to 8.19 euros for the period from
2012 to 2016. The fixed price of tickets for a child and accompanying adult in the Latvia Puppet
Theatre is 2 times higher than in the Vilnius Puppet Theatre ,,Lele”, and 37.5% higher than in the
Estonian Puppet Theatre “NUKU”. At the same time, foreign experience shows that the maximum
availability of cultural products for children and adolescents, primarily obtained due to a special
pricing policy, contributes to the formation of the future audience.

The main share of sales of theatre and concert tickets in Latvia is distributed between two
large companies — “Bilesu Serviss” Ltd.3?® and “Bilesu paradise” Ltd. 3** The majority of state
theatres use a distribution system “BileSu paradise”. Agency “Bilesu Serviss” is a partner of
Mikhail Chekhov Riga Russian Theatre. New Riga Theatre has its own online ticket-trading
channel. The main advantage of using the services of the theaters” own ticket offices is the absence
of additional fees for the purchase of a ticket. The services of distributor’s ticket offices are more
accessible not only for Riga residents, but also for the residents of the regions.

The main Latvian cultural institutions are concentrated in the centre of Riga, and only two of
the 8 state theatres — Daugavpils Theatre and Valmiera Drama Theatre — are located in other
regions. The total number of halls in eight theatres is 18, and the number of seats is 6235. There
are 14 halls with a total number of seats of 5035 in Riga, where all the main state theatres are
concentrated (six theatres). The data on Riga, Daugavpils and Valmiera regarding the seats in the
state theatres show the following ratio per thousand inhabitants of the city: 7.8 seats, 4.4 seats and
28.4 seats respectively (for year 2017).

All the main elements of the product promotion mix — Advertising, Sales Promotion, Public
Relations, Direct Marketing — are used in the Latvian cultural sphere. Public Relations have a
special role for the promotion of concert and theatre. The main tools in this area are as follows:

Public speeches of critics and journalists specialising in culture, television and radio broadcasts,
organisation of interviews, publication of printed materials in magazines and newspapers
(“Latvijas Avizes” appendix “Kultlrzimes”, magazines “Teatra Vestnesis”, “Tirraksts”,
“Mizikas Saule”, TV programs “KultirSoks”, “Teatris.zip”, ‘“Nacionalie dargumi. 100g
kultiiras”, etc.)

Demonstration of performances of Latvian theatres on TV and broadcasting of concerts
(Latvijas Radio 3 Klasika, LTV1, etc.)

The use of modern means of communication, the dissemination of information in social
networks, which includes the establishment of relations with trend-setters and leaders of
reference groups;

Participation in festivals, competitions, special events (Spelmanu nakts Theatre Festival, Baltic
International Ballet Festival, Theatre Festival after Rudolf Blaumanis, Festival of Modern Baltic
Drama “Skats”, Riga Opera festival, Latvijas Televizijas un Latvijas Radio gada balva
“Kilograms kultiiras”, action “Night of Museums”, etc.

The use of Government Relations technologies for building effective relations with state and
local authorities, which are important target groups, due to the significant financial dependence
of the Latvian state cultural organisations on these institutions, as well as on the decisions taken
by them.

Establishing relationships with sponsors, including information sponsors, which can
significantly reduce the cost of advertising.

323 Bileu Serviss. Available at: www.bilesuserviss.lv [viewed: 29.10.2018]
324 Box offices/Bilesu paradize. Available at: http://www.bilesuparadize.lv/stores [viewed: 29.10.2018]
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Due to the fact that advertising is one of the most expensive means of dissemination of
information, its use in the Latvian cultural sphere is associated with active cooperation with
sponsoring organisations and patrons providing their technical and information resources. All
Latvian state theatres cooperate with commercial and state organisations providing information
support.

The use of modern means of marketing communications is closely related to technological
changes, which will be discussed in Chapter 3.

2.4. Marketing analysis of the target audience of state performing arts
institutions of Latvia

This study has been conducted in order to obtain comprehensive information, the purpose of
which is to determine the impact of socio-demographic and economic characteristics of the
potential target audience on the consumption of products, produced by the public institutions of
performing arts, and to identify the main barriers to consumption. 400 questionnaires were
collected and processed. The Statistica® 8.0 software and IBM SPSS Statistics 21 software were
used for data analysis.

The questionnaire consists of 15 questions grouped into two blocks; in the first block
comprises 7 questions on the main subject of the study, the second block consists of 8 questions
related to the socio-demographic characteristics of the respondents.

The contingency tables were used to assess the relationships between the indicators. An
accurate two-sided Fisher test3?® and Pearson Chi-square agreement criterion with the Yates®?
correction are used for comparing the shares in the groups to test the hypothesis of the existence of
a link between the two properties. The formula to calculate the criterion 2 with Yates correction
is as follows®?':

(10— Ej|-0,5)?

Eyj

X2 = Xiz 25=1 (2.4)

where i is a number of line (from 1 to r), j is a number of column (from 1 to ¢), Oij is actual
number of cases in the cell ij, Eij is expected number of cases in the cell ij.

When comparing shares for bringing the conjugation tables to 2x2 tables, the homogeneous
data were integrated into one group using Chi-square y2, Yates correction Chi-square 2, Fisher
exact two tailed and confidence intervals.

The formula for calculating the exact Fisher criterion is as follows32:

__ (A+B)!:(C+D)!"(A+C)!-(B+D)!

P
Al'BI-CI-D!

(2.5)

where A, B, C, D are the values in table cells 2x2, N is the total number of study subjects in
two groups; ! is factorial, which is the multiplication of a number by a sequence of numbers, each
of which is less than the previous one by 1.

325 Upton G. J. G. Fisher's exact test //Journal of the Royal Statistical Society: Series A (Statistics in Society). V. 155,

Ne. 3,1992. P. 395

326 Campbell 1. Chi-squared and Fisher—Irwin tests of two-by-two tables with small sample recommendations

//Statistics in medicine. V. 26, Ne. 19, 2007. P 3661

327 Haviland M. G. Yates's correction for continuity and the analysis of 2x 2 contingency tables //Statistics in

medicine. V. 9. Ne. 4, 1990, P. 363

328 Johnson E. M. The Fisher-Yates exact test and unequal sample sizes // Psychometrika. V. 37, Ne. 1, 1972. P. 103
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Confidence intervals for frequencies were determined using the Wilson method.3?
OR = used as a measure of the factor effect.®*° OR = determined by the formula in the
programme IBM SPSS Statistics Version 21.:

__A/B

OR_C/_D

(2.6)

where A, B, C, D are values in table cells 2x2.
Upper (a) and lower (b) boundaries for odds ratio (OR) were defined by the formula in IBM
SPSS Statistics Version 21.:

) eln(OR)—1'96\/1/A+1/B+1/C+1/D (2.7)

1/ 41/ 417 41
b) eln(OR)+1,96J lat*/p+*/ct'/p (2.8)

To test the conditional independence of a dichotomous factor variable and a dichotomous
response variable for the given covariance structures, there was used the test of homogeneity of the
odds ratio by Mantel-Haenszel statistics in IBM SPSS Statistics Version 21.

In some cases, the Goodman-Kruskal y—coefficient is used to measure the strength of the
bond between the properties by the following formula®3!:

__lc-Tld
y = Torlla (2.9)

where the probability I1c and I1q are given by

JESIDR IR

where i is a number of line, j is a number of column.
In multiple comparisons, the Bonferroni correction was used.*?

The distribution of answers to the 1% question concerning the frequency of visits to cultural
events is presented in Figure 2.7.

329 Brown L. D., Cai T. T., DasGupta A. Interval estimation for a binomial proportion //Statistical science. 2001. P.
101
330 'pxubosckuii A. M., MBanos C. B. Ilonepeunsie (0JHOMOMEHTHBIE) HCCIIE0BAHNs B 3ApaBooxpanenun //Hayka
u 3npaBooxpanenue. No. 2, 2015. C. 5
331 Hryniewicz O. Goodman—Kruskal y measure of dependence for fuzzy ordered categorical data /Computational
Statistics & Data Analysis. T. 51. Ne. 1. 2006. P. 323
332 Armstrong R. A. When to use the Bonferroni correction. / Ophthalmic and Physiological Optics., vol. 34, no. 5,
2014. P. 502
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Frequency of Attendance

28,50%
22,00%

30,00% H Monthly or often
M 3-5 times in six months

20,00%
m 1-2 times in six months
10,00% B Once a year

0,00% H Less than once a year

 Hard to say

Figure 2.7. The frequency of visiting the institutions of performing arts in Latvia
Source: created by the author based on survey

The results of the cross-tabulation revealed the factors, which have the most significant
impact on the frequency of consumption of cultural products of performing arts institutions, they
are: the level of education of respondents, occupation, age and income. The relationship between
the frequency of visiting the cultural events depending on the level of education is shown in Fig.2.8.

100% -
§ 80% - 38,2% From once a year
S 61,8% to less than once
S 60% - a year
&
L 40% - From monthly or often
S 61,5% to 1-2 times
L 20% - 38,5% in six months
0%
From basic to From Incomplete
secondary higher education to
Education PhD degree
Figure 2.8. The relationship between the frequency of cultural events and the level of
education

Source: created by the author based on survey results and calculated using SPSS

The indicators were calculated to study the impact of the level of education on the frequency
of visiting the cultural events using IBM SPSS Statistics 21. These indicators are as follows: Yates
correction Chi-square and significance level y2 = 20.05 and p = 0.0000; OR = 2.6 (95% CI: 1.68-
3.91; Mantel-Haenszel 2 = 19.07, p=0.000), i.e. higher level of education increases the probability
of more frequent visits to cultural events by 2.6 times.

The interrelation of frequency of visiting the cultural events depending on monthly income is
presented in Fig. 2.9.
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100% -

E 80% - 55 1% From 1-2 times in six
% ! months to less than once
S 60% - | 81,7% ayear
o
S 40% -
4 From monthl_y or often
o\o 20% - 44.9% :;)03nt5':1;|mes in six
18,3%
0% ‘ ‘

<600 euro > 600 euro

Monthly Income
Figure 2.9. The interrelation of frequency of visiting the cultural events depending on
monthly income
Source: created by the author based on survey results and calculated using SPSS

Comparison of the frequency of visiting the cultural events with the income level of
respondents revealed that persons with monthly income of more than 600 euros are more likely to
visit cultural events than persons with lower monthly income (Yates correction Chi-square and
significance level was ¥2 = 27.74 and p = 0.0000). For groups with monthly more than 600 euro
and groups with incomes less than 600 Euro OR = 3.64 (95% CI: 2.24-5.90; Mantel-Haenszel x2
= 27.67, p=0.000), that is, for persons with income more than 600 euro the probability of more
frequent visiting the cultural events increases by 3.64 times.

The distribution of answers to the 4™ question concerning the conformity of price and
quality of cultural products is presented in Fig. 2.10.

Price matches the quality of cultural products offered
by cultural institutions in Latvia

m Agree

m Disagree, price is usually
lower than quality

Disagree, price is usually
higher than quality

® Don't know

Figure 2.10. Compliance of price and quality of cultural products
Source: created by the author based on survey results

It can be noted that for persons with income less than 600 euro probability to answer “price
is usually higher than quality” is 10.14 times higher than the answer “price is usually lower than
quality” in comparison with persons with lower incomes: OR = 10.14 (95% CI: 3.23-26.91;
Mantel-Haenszel y2 = 23.72, p=0.000). The segment (7%), according to representatives of which
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the price of tickets to Latvian cultural institutions is understated, is of interest. This result suggests
that the consumers of this group would evaluate positively the introduction of additional voluntary
fees (donations) when buying tickets.

In recent years due to the development of the Internet technologies and the emergence of new
media, significant changes have taken place in the information environment. Previously popular
sources of information, such as print media and television, have been losing their audience, while
communication via the Internet has been expanding its presence. The data characterising the main

information sources on the cultural activities used by the respondents (question 6) are presented in
Fig.2.11.

The main information source on cultural
events ® Friends / Family

m Social Networks
News websites
m Cultural institutions' websites

30,00% 22,80%

19,80%

20,00% . 13.30% m BileSu paradize, BileSu serviss
% G0z 10% Y
10,00% 3,80% 8% Radio
Newspapres, magazines
0,00% p P J
Playbills
Other

Figure 2.11. The main information sources on the cultural activities
Source: created by the author based

The results of the cross-tabulation show that the main factors influencing the choice of
sources of information, are age, occupation and level of education, while such characteristics such
as gender, place of residence and language of communication show little difference.

When used as the primary source of information, “Social Networks”, “News websites”, “TV”
or “Playbills”, the noticeable correlation with the age of respondents is marked (see Appendix 12.
Table 8.). Due to the fact that there are many coinciding values in the data, gamma and gamma
Correlations (y) statistics were used to analyse the relationship: correlation Age and Social
Networks (Twitter, Facebook, etc.): y = -0,59 (Z=-9,63, p=0,000000). At the same time,
representatives of the age group of 15-39 are 4.52 times more likely to use social networks to search
for information about cultural events than in the group older than 39 years: OR = 4.52 (95% CI:
2.70-7.56; Mantel-Haenszel y2 = 34.55, p=0.000). The confidence intervals for using the social
networks to find information about cultural events in different age groups is presented in Fig.2.12
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60.0% -
50.0% -
40.0% -

30.0% - + 29.6%

20.0% - + 20.9%
10.0% -
0.0%

45.1%

% of using social
networks

W 47%

15-24 25-39 40-54 55 or more
Age
Figure 2.12. Frequencies of using social networks to find information about cultural events
in different age groups with 95% confidence interval (Cl)
Source: created by the author based on survey results and calculated using SPSS

It is particularly important to find out which type of barriers to the consumption is specific
for certain consumer groups (question 7) (see Fig. 2.13.).

Which of the following are the main barriers for you to access cultural
I)
events: m High price
m Lack of interest
28%
30,00% - 2 ® Lack of time
of - m Lack of information
25,00% 20,80%
20.00% - u Poor quality of cultural events
; m Limited choice of cultural events in
15,00% - our area
0 8,50% %/nconvinient location
7,50%
10,00% - 7,80% 1/ — o
0 530% " Difficulties of buying tickets
5,00% - 1&%‘
0,00%

Figure 2.13. The main barriers towards attending cultural events
Source: created by the author based on survey results and calculated using SPSS

The main barriers to the consumption of cultural product are the lack of time, high price
and lack of interest in the cultural product. The results of cross-tabulation of answers to the question
about barriers and socio-demographic characteristics of respondents showed that the greatest
influence is exerted by such characteristics as age, occupation and income level.

Respondents, who are 25-39 years old pointed to the barrier “Lack of time” more often than
respondents of other age groups (¥2 = 9.75 and p = 0.002). At the same time, for the age group of
25-39 years, the probability of having barrier “Lack of time” is 2.20 times higher compared to other
age groups: OR =2.20 (95% CI:1,36-3,57; Mantel-Haenszel 2 = 9,73 p=0,002).

The “Lack of time” barrier is the most typical for the “Business person” group, its
representatives indicated this barrier much more often than other respondents (Yates correction
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Chi-square y2 = 43.25, p = 0.0000). For “Business persons” and ‘“Managers” the probability of
having barriers “Lack of time” is 7.11 times higher in comparison with other “Occupation” groups:
OR =7.11 (95% ClI:3,81-13,25; Mantel-Haenszel 2 = 43,25 p=0,000).

The income level of respondents is closely related to the choice of the “High price” barrier
(see Fig. 2.14). Due to the fact that there are many matching values in the data, gamma statistics
was applied: correlation “Monthly income” and “High price” barrier selection were used for the
relationship analysis: y = -0.44 (Z=-6.28, p=0.000000).

+,100%
g 80% 61,1%

o)

£ 60% = 83,2% 0000 N
2 40% !

-

= 20% 38,9%

) ; Yes
S 0% Lo 0,0%

< 300 euro 300 - 900 euro > 900 euro
Monthly income

Figure 2.14. The relationship between monthly income and “High price” as the main barrier
to attend the cultural events
Source: created by the author based on survey results and calculated using SPSS

Persons with monthly income less than 300 Euro most often compared to other respondents
indicated the barrier “High price” (Bonferroni correction: significance level p=0,017; Yates
correction Chi-square and significance level was y2 = 18,18 and p = 0,0000; Fisher exact two tailed
p = 0,0000). For persons with Monthly income below 300 euro, the probability of having barriers
“High price” is 3.14 times higher than for persons with higher incomes: OR = 3.14 (95% CI:1.96-
5.61; Mantel-Haenszel x2 = 19.86 p=0.000).

Of particular importance is the study of the availability of cultural products for residents of
all regions of Latvia. The study of the relationship of respondents’ place of residence with the
choice of barriers “Limited choice of cultural events in your area” has shown that respondents
living in Riga, much less than residents of other regions indicated the barrier “Limited choice of
cultural events in your area”: Bonferroni correction p=0.017, Fisher exact two tailed p = 0.0000
(see Fig. 2.15).

At the same time for persons living outside Riga, the probability of having barriers “Limited
choice of cultural events in your area” is 10.62 times higher compared to Riga: OR = 10,62 (95%
Cl:5,67-19,89; Mantel-Haenszel 42 = 67,36 p=0,000).
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S 40%
S 20%
o 26,3% Yes
> 0% 3.9% 12,8%

Riga Other city in Other place

in Latvia

Place of residence Latvia
Figure 2.15. Relationship between Place of residence and barrier selection “Limited choice
of cultural events in your area”
Source: created by the author based on survey results and calculated using SPSS

Residents of Riga are much less likely than residents of other regions indicated the barrier
“Inconvenient location”: (Bonferroni correction p=0.017, Fisher exact two tailed p = 0.0000) (see
Fig. 2.16). For people living outside of Riga, the probability of having barriers “Inconvenient
location” is 15.33 times higher compared to the Riga residents: OR = 15.33 (95% CI.5,702-of
41.21; Mantel-Haenszel 2 = 43,58, p=0,000).

100%
2]
S 80%
2 65,8%
S 60% 0 '
§ 98,2% 84,6% No
o 40%
o 20% 342% = Yes
0,
Z 0% 1,8% 15:4%
Riga Other city in Other place
Place of residence Latvia in Latvia

Figure 2.16. The relationship of Place of residence and choice of the barrier “Inconvenient
location”
Source: created by the author based on survey results and calculated using SPSS

In order to determine which segments of the target audience can increase the number of
visits to performing arts institutions, it was decided to identify the cumulative effect of significant
factors on the frequency of visiting the cultural events. To this end, a model of binary logistic
regression was constructed. To do this, a dependent variable “Frequency of visits to cultural events”
was introduced; it was turned into a dichotomous one: the group marked “0” included answers “1-
2 times in six months”, “Once a year” and “Less than once a year”, the group marked “1” included
answers “Monthly or often”, “3-5 times in six months”.

The binary logistic regression model is derived from IBM SPSS Statistics 21. To select the
parameters included in the model, the Forward Selection method (Likelihood Ratio), Forward LR
was applied. To select the parameters included in the model, the Forward Selection method
(Likelihood Ratio), Forward LR was applied. Only 4 variables of all the variables included in the
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analysis were left after using the Forward LR selection method: occupation, level of education, age
and monthly income. For obtained model 2 = 90,90, p = 0,000. The results are presented in Table
2.4.
Table 2.4.
Variables of logistic regression equation for the dependent variable “Frequency of
attending cultural events”

Encodin Degrees
° B Standard Wald %f Significance | Exp(B)
“0” “17 Error freedom
Occupation  Businessperson 0o | 158 | 045 |1200| 1 0,000 4,88
(Occ) and Manager
From
. From basic to | Incomplete
(EEd(;'S)""“O” secondary higher | 2,48 | 046 |26,64| 1 0,000 11,98
education | education to
PhD degree
Age 40-54 years all others | 1,24 0,38 |10,54 1 0,001 3,46
Panrosas mxkana: 1 rank —
Monthly <300 euro, 2 rank — 300-600
Income (MI) euro, 3 rank — >600-900 euro, 0451 017 ) 7,08 1 0,008 1,57
4 rank — > 900 euro
Constant | -5,15| 0,70 |54,07 1 0,000 0,006

Source: created by the author based on survey results and calculated using SPSS

Using the obtained coefficients, it is possible to calculate z and p, that is, to determine the
probability of visiting for different people, differing in the parameters included in the model. In

this way:
z=-5,15+1,58-0Occ +2,48-Edu + 0,45-MI + 4,46-Age (2.10)
_ 1
p = 1 4 e—(=515+1,58:0cc + 2,48-Edu + 0,45-MI +3,46-Age) (2-11)

The exposed chance value (Exp(B)) allows to draw the following conclusions: lack of
membership in the groups “Businessperson” and “Manager” increases the chance of visiting
cultural events by 4.88 times; the presence of a level of education from incomplete higher education
to PhD degree increases the chance of attending cultural events by 11.98 times; monthly income
exceeding 600-euro increases the chance of attending cultural events by 1.57 times; if the age is
not within 40-54 years, the chance of visiting cultural events increases by 4.46 times.

As a result, it can be asserted that the main barriers to the consumption of cultural product
are largely related to external factors (income level, level of education, age, place of residence),
which are outside the zone of control of cultural institutions. At the same time, the use of marketing
tools should be aimed at overcoming these consumption barriers by developing an effective
marketing mix.

In general, it can be concluded that the cultural sector plays an important role in the
economic and social development of Latvia. The share of the employed in it increases, expenditures
of household on cultural products grow. The state sphere of performing arts in Latvia is
characterised by a high-quality and competitive offer of cultural product.

The Price element in public institutions of performing arts is associated with the application of
the second and third degree of price discrimination, which contributes to the greater availability of
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cultural products for certain social categories. The advantage of distribution of cultural products of
public institutions through the intermediary agencies is occurrence of a wide network of places of
offline sales and established online trading systems, which provides equal access to the purchase
of tickets for residents of all regions. Support from the state and information sponsors plays an
important role in Promotion of the products of Latvian state cultural institutions.

Marketing analysis of the target market of visitors of Latvian performing arts institutions has
demonstrated that the main barriers to the consumption of cultural products are the lack of time
and interest, as well as the high price. The use of cross-tabulation has made it possible to determine
that economic, demographic and geographical characteristics have a primary impact on the
consumption barriers.
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3. ASSESSMENT OF THE INFLUENCE OF EXTERNAL ENVIRONMENT
FACTORS ON THE MARKETING MIX OF LATVIAN STATE PERFORMING
ARTS INSTITUTIONS

Chapter 3 consist of 7 subsections, 48 pages, 29 figures, 11 tables.

3.1. Influence of Political Factors

According to the classification presented in section 1.5.2, the type of relationship of Latvian
public authorities to the regulation of cultural institutions could be described as “the Architect”:
the powers of public authorities include the definition of policy in the field of culture and art, the
priorities of reforming the industry, the definition in the state budget of the necessary funds, control
and financing of public institutions of culture.3%

Political decisions do not have a direct impact on the process of creating cultural product,
as the Artistic Directors of cultural institutions are responsible for the formation of the repertoire.
At the same time, the Ministry of culture of Latvia delegates the following tasks to the state
theatres:

- to stage works of Latvian contemporary drama and literature;

- to promote national identities and Latvian languages through theatrical art

- to strengthen culture. 33

State funding of theatre and concert groups remains one of the main forms of support for the
sphere of culture and art in Latvia. The principle of culture financing applied in Latvia, as in many
other EU countries, can be characterised as a result-oriented one.3%®

The most common tax benefit for cultural organisations and enterprises is exemption from
taxes on goods and services produced in this area, or reduction of value added tax and sales taxes.
According to article 52 of the law “Value Added Tax Act” 3368 the theatrical performances and
concerts are not taxed.

The influence of political factors on such an element of the marketing mix as Place is mainly
associated with the definition of direct places of cultural services. The influence of political factors,
regarding such element of the marketing mix as Promotion, mainly occurred through state financial
support and decision-making at the level of state and local authorities; it is most evident in the
organisation and promotion of major cultural festivals, events and projects that maximize the
audience and generate interest in the cultural product.

3.2. Influence of Economic Factors

The general state of the Latvian economy has a significant impact on the development of
culture in total and on the marketing activities of individual cultural institutions in particular.

333 Ynbuna A. CriocoObl OIEHKHM MakpoCpebl Kak (pakTopa, BJIMAKOIIETO Ha Pa3sBUTHE KOMILIEKCA MapKETHHTA B
obmactu KynbTypbl banrtmiickoro pernona.CoopHuk MmatepuanoB II MexayHaponHOH Hay4HOW KOH(EpEeHINH
«Transformational Processes in Law, Regional Economics and Economic Policies Topical Economic, Political and
Legal Issues», Pura. Bantuiickas Mexaynapoasas akanemus, 2013. C. 267
334 Teatra nozares stratégija 2015.-2020.gadam. Kultiirpolitikas pamatnostadnes 2014. — 2020. gadam «Radoga
Latvija». Available at: https://www.km.gov.lv/uploads/ckeditor/files/Nozares/Teatris/Strategija_teatri_final.pdf
[viewed: 17.11.2018]
335 Valsts budZeta dotacijas aprékinasanas kartiba valsts dibinatajiem teatriem . Kultiiras ministrija. Available at:
https://www.km.gov.lv/uploads/ckeditor/files/Nozares/Teatris/Dotacijas_sadales_kartiba.pdf [viewed: 17.11.2018]
336 pievienotas vertibas nodokla likums/ LR likums. Available at: http:/likumi.lv/doc.php?id=253451 [viewed:
17.11.2018]
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The unemployment rate is an important economic factor affecting both the overall
consumption and the consumption of the cultural product. The dynamics of this indicator is shown
in Fig. 3.1.

300 Unemployment Rate 2006-2016, thsd
200 S 166,6 155-1
120,4
28 88,/7 1076 982 953
100 .\68.1/, . —
O T T T T T T T T T T 1
2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Figure 3.1. Unemployment Rent, 2006-2016 (in thsd)
Source: created by the author based on: Central Statistical Bureau3*’

The sharp increase in unemployment rate occurred during the economic crisis and reached
a peak in 2010, when the number of unemployed was more than 205 thousand people, or 19.5% of
the working-age population.®® A gradual decline in unemployment level has begun since 2011;
however, the pre-crisis level was not reached in 2016. High unemployment rates affect the
consumption of the cultural product. As shown by the survey results (section 2.4), namely the
segment of the unemployed is characterized by very high rates of barriers to consumption.
The dynamics of average wage growth, average size of pensions paid and levels of
average ticket price for the period from 2008 to 2016 is presented in Fig. 3.2.

700 o 107 12
600 g9+ 94 10
8.1 8.15 8.3 7.90/—/
500 + — 8
W 400 6
631
. o o
300 +498 486 450 470 488 4
2007 s 250 254 257 259 266 273 280 2
200
100 : : : : : : : : 0

2008 2009 2010

2011 2012 2013 2014 2015 2016
the years

Average monthly net wages and salaries (left axis)

Average size of pensions paid (left axis)

== Average ticket price (right axis)

337 Socialie procesi / Nodarbinatiba un bezdarbs / Bezdarbs/Centrala statistikas parvalde. Available at:
http://datal.csb.gov.Iv/pxweb/Iv/sociala/sociala__nodarb_ bezdarbs__ikgad/NBG250.px/table/tableViewLayout1/?r

xid=a39c3f49-e95e-43e7-b4f0-dcell1b48bal [viewed: 17.11.2018]
338 |bid.
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Fig.3.2. Levels of average ticket price, average size of pensions paid and average
monthly net wages and salaries over the years 2008-2016
Source: created by the author based on: Central Statistical Bureau,3*° 3% Teatra nozares stratégija
2015.-2020.gadam,**! Ministry of Culture of the Republic of Latvia Public Annual Reports 2015,
2016

The income level of Latvian pensioners remains rather low, in 2016 the average pension
was 44.3% of the average salary.

The correlation and regression analysis were performed for studying the relationship
between average ticket price and average size of pensions paid and average monthly net wages and
salaries (see Figure 3.14.). Statistica 8.0 package, StatSoft. Inc. has been used for calculation and
evaluation of the Pearson correlation coefficient, as well as for regression analysis (charting and
model estimation), (formulas and methods of calculations of these coefficients are given in section
2.1).

Average ticket price is interconnected with average size of pensions paid and average monthly
net wages and salaries as follows:

— the correlation coefficient (r) for “Average ticket price” and “Average monthly net wages and
salaries” is 0,95 (p=0,000), the connection between the investigated elements is direct; the
binding density (force) under the Chaddock scale*? is strong;

— the correlation coefficient (r) for “Average ticket price” and “Average size of pensions paid” is
0,74 (p=0,02), the connection between the investigated elements is direct; the binding density
(force) under the Chaddock scale is close.

The equation of the pair linear regression is as TickPrice:

TickPrice =-1,24117 + 0,014 - Wages + 0,012 - PensPaid (3.2)

where “TickPrice” is Average ticket price, “Wages’ is “Average monthly net wages and salaries”
and “PensPaid” is “Average size of pensions paid”.

It follows from the equation that the increase in average monthly wages and salaries by one
euro corresponds to an average increase in the ticket price by 0.014 euros, and the increase by one
euro in average size of pensions paid corresponds to an average increase in the ticket price by 0.012
euros.

In this case the determination coefficient R%g makes up to 0.94, that is, the factorial
characteristic Wages & PensPaid defines 89,3% of the dispersion of the “Average ticket price”
(F=60,7, p=0.0001). That is, only 10.7% of the variation of “Average ticket price” due to other
various factors.

Scatterplot diagrams of regression “Average ticket price” and “Average size of pensions
paid” and “Average monthly net wages and salaries” are presented in Figure 3.3:

339 Average monthly wages and salaries (in euro; as per cent of previous year)/ Annual statistical data/ Population
and Social Processes/ Centrala statistikas parvalde. Available at:
http://data.csb.gov.lv/pxweb/en/Sociala/Sociala__ikgad dsamaksa/DS0010_euro.px/table/tableViewLayoutl/?rxid
=89fa53c2-5ff7-456f-aae4-c4274cf3b2aa [viewed: 17.11.2018]
340 Sociala drosiba — Galvenie raditaji/ Iedzivotdji un socialie procesi/ Centrala statistikas parvalde. Available at:
http://www.csb.gov.Iv/statistikas-temas/sociala-drosiba-galvenie-raditaji-30402.html [viewed: 17.11.2018]
341 Teatra nozares stratégija 2015.-2020.gadam. Kultiirpolitikas pamatnostadnes 2014. — 2020. gadam «Radosa
Latvija». Available at: https://www.km.gov.Iv/uploads/ckeditor/files/Nozares/Teatris/Strategija_teatri_final.pdf
342 Chaddock R. E. Principles and methods of statistics. Houghton Mifflin Company, 1925 P 304
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Figure 3.3. Scatter plot: the ,,Average ticket price” depending on the ,,Average monthly net
wages and salaries” (a) and “Average size of pensions paid” (b)
Source: created by the author using SPSS computer program

In order to ensure the accessibility of visits to cultural institutions by pensioners, it is
important to use various instruments of price regulation, which, first of all, is carried out through
the use of the third degree price discrimination — the establishment of special discounts for this
consumer group. The results of the survey showed that the high price of cultural product is the
main barrier to its consumption for a significant part of pensioners (See Section 2.4.).

The development of the cultural sphere is significantly influenced by the economic
development of related areas and, first of all, the tourist sector.

Given the fact that one of the successfully developing sectors of the Latvian economy is
the tourism sector, in the process of developing their marketing mix, the cultural organisations
should focus special attention on the consumer segment, which may be interested in cultural
tourism.

The external economic environment affects primarily the element of the Price marketing
mix. Economic factors do not have a significant impact on the distribution of the cultural product,
but due to the heterogeneity of the economic development of the regions of Latvia, they should be
considered in the development of the Place element when choosing the direct place of cultural
services.

3.3. Influence of Socio-Cultural Factors

Sociocultural factors can have a primary impact on the consumption of cultural products.
The consumers make their choice, on the one hand, in accordance with the prevailing cultural
traditions in society, stereotypes of behaviour, and on the other hand, under the influence of rapidly
changing fashion trends.
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The results of the survey of the European Commission®*® showed that the Latvian

respondents estimate the value of culture at the same level as in general the Europeans do: 77% of
the surveyed Latvians think that the culture is important (See Fig. 3.4.).

60%
50%
40%
30%
20%
10%

0%

m EU (27 countries)
m | atvia

Very Fairly Not very Notatall ~ Don't know
important important important important

Figure 3.4. Distribution of responses to the question «<How important is culture to you
personally?»
Source: created by the author based on: European Cultural Values. European Commission3#4

The attitude towards the national culture and art of their country is especially important for
the inhabitants of Latvia, 78% of respondents indicated that the national culture is of significant
interest to them, which is 9% higher than the European indicators. Therefore, it can be concluded
that there are prerequisites for the active consumption of cultural product in Latvia; moreover, the
potential audience is particularly interested in the national culture.

An important socio-cultural factor is the level of education of the population. The
proportion of the population with higher education in Latvia has increased significantly over the
past decade. This factor plays a positive role in the consumption of the cultural product; as the
results of the survey showed, the persons with higher education are the most active visitors of
performing arts institutions (see section 2.4.). The dynamics of changes in the share of the
population with higher education is shown in Fig. 3.5.

343 European Cultural Values. European Commission. Special Eurobarometer 278 / Wave 67. — TNS Opinion &
Social. 2007. Available at: http://ec.europa.eu/commfrontoffice/publicopinion/archives/ebs/ebs 278 en.pdf
[viewed: 22.02.2018]
344 European Cultural Values. European Commission. Special Eurobarometer 278 / Wave 67. — TNS Opinion &
Social, 2007. Available at: http://ec.europa.eu/commfrontoffice/publicopinion/archives/ebs/ebs_278 en.pdf [viewed:
22.02.2018]
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Figure 3.5. Percentage of population with completed higher education, 2006-2016
Source: created by the author based on: Centrala statistikas parvalde3*

Another important socio-cultural factor is the attitude of society to charity and sponsorship.
According to data of Charities Aid Foundation (CAF), which annually determines the World
Giving Index (WGI) for 140 countries, Latvia is ranked 113 in this ranking in 2016.34

In countries where the tradition of charity is fixed, for example, in the United States and the

United Kingdom, a significant share of the budget of cultural organisations are mass donations, in
particular, visitors are invited to make an additional fixed voluntary contribution when selling
tickets. In Latvian cultural institutions such mass forms of charity are not common. The results of
the survey (see section 2.4) show that some of the consumers of the cultural product (7.3 %)
consider the prices in the state cultural institutions of Latvia to be underestimated, which suggests
that the part of the audience could use the opportunity to donate the cultural institutions.

The socio-cultural factors have an impact on the creation and promotion of traditional and
new cultural product, maintaining affordable prices. The Place element is less susceptible to them.

3.4. Influence of Technological Factors

Despite the fact that technological changes today have the most direct impact on the
Product, the traditional culture is one of the most conservative areas, and its main services are just
slightly affected by innovations. At the same time, the new contemporary opportunities that have
emerged due to the development of the Internet technologies, modern communications, innovations
in the field of information transfer, etc., are actively used by cultural institutions in the distribution
and promotion of the main product, as well as for the production of an additional product.

Social networks and the blogosphere play an important role in promoting the cultural
product via the mobile Internet in Latvia. According to the data of the research company Kantar
TNS Latvija**, the average daily audience of Facebook increased from 694 thousand to 759
thousand (+ 9.4%), Youtube audience — from 706 thousand to 735 thousand (+ 4.3 %) from 2017
to 2018. For a large part of the population, especially young people, social networks are becoming

345 Tedzivotaji pec izglitibas limena un dzimuma /ledzivotaju izglitibas Iimenis / Socialie procesi/ Centrala statistikas
parvalde. Available at:
http://datal.csb.gov.Iv/pxweb/Iv/sociala/sociala__izgl ek aktivitate ikgad/NBG352.px/table/tableViewLayoutl/?
rxid=a39c3f49-e95e-43e7-b4f0-dcel11b48bal [viewed: 22.02.2018]
346 World Giving Index 2016. Charities Aid Foundation. https://www.cafonline.org/docs/default-source/about-us-
publications/1950a_wgi 2016 _report web v2 241016.pdf?sfvrsn=4 [viewed: 22.02.2018]
347 Interneta vietnu TOP 15/ Kantar TNS Latvija. Available at: http://www.kantartns.lv/petijumu-dati/internets/
[viewed: 22.02.2018]
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the main source of information, including cultural events information. All Latvian state cultural
institutions have their own pages in social networks, but the degree of their activity is substantially
different. There is a comparison of the activity of the use of social networks of individual state
cultural institutions (data for June 2018). (See Table 3.1.)

Table 3.1.

Comparison of activity indicators of Latvian culture institutions
in social networks (September 2018)

Cultural organisation Facebook Twitter Draugiem | Youtube | Instagram
o o o o s
@ 3 g 3 3 3 2! 3
< = = S = S 8 S
- L ol L L L o L
Latvian National Theatre | 1776, | 50796 | 10900 | 20300 | 2194 - 992 | 4515
Daile Theatre
11200 | 12506 | 14500 |,  go0 - 594 226 1513
New Riga Theatre 23252 | 24231 | 5032 | 50500 - - 58 1953
M. Checkhov Riga Russian 5379 6734 4517 1506 _ 84 _ _
Theatre
Latvian Puppet Theatre 3636 4 206 2116 3226 279 234 - -
Valmiera Drama Theatre 4713 4012 3802 7774 - 193 76 786
Daugavpils Theatre 3074 3607 1523 579 224 42 97 532
Latvian N‘;‘;'Zﬁ' Museum | 15501 | 14178 | 4065 | 5449 - - 1351 | 10 100
Latvian National Opera 16 110 17545 | 3297 7 387 - 547 221 1588
Latvijas Koncerti 20873 | 21104 511 6 000 - - 611 | 6079
Latvian National 5689 | 6743 | 1415 | 1704 - 54 272 | 794
Symphony Orchestra

Source: created by the author

The most popular social networks, used by state cultural institutions are Facebook, Twitter
and Instagram, the least popular is the Latvian social network Draugiem. The activity of
organisations in posting content on their social media pages can help to attract additional attention
of potential audience. To test the hypothesis of the relationship between the number of posts in the
networks and the number of subscribers, a correlation analysis has been carried out.

The distribution of the number of publications and followers in social media as a whole is
subject to the law of normal distribution,3#8 349 therefore, to study the relationship of the number of
publications in Cultural organisation accounts with the number of their followers, the range of
parametric research methods have been used. They are the Pearson correlation coefficient and the
linear regression equation (formulae and methods of calculations of these coefficients are given in

section 2.1).
Statistica 8.0 package, StatSoft. Inc. has been used for calculation and evaluation of the

348 Manikonda L., Hu Y., Kambhampati S. Analyzing user activities, demographics, social network structure and
user-generated content on Instagram // arXiv preprint arXiv:1410.8099. 2014.
349 Murthy D. Twitter. — Polity Press, 2018. 220 p.
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Pearson correlation coefficient, as well as for regression analysis (charting and model estimation).
The number of followers depends on the number of publications (Tweets) in the social
network Twitter: the correlation coefficient (r) is 0,95 (p=0,000), the connection between the
investigated elements is direct; the binding density (force) under the Chaddock scale is strong.
The scatter plot diagram has been constructed with the help of the SPSS package also
displays a significantly close connection (see Fig. 3.6. ().
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Figure 3.6. Scatter plot chart of the number of Twitter followers (a) and Instagram
followers (b) depending on the number of posts
Source: created by the author using SPSS computer program

The equation of the pair linear regression is as follows:

Twet.Followers = 1017,9 + 1,4xTweets (3.2)

It follows from the equation that an increase in publications by one Tweets corresponds to an
average increase in the number of followers by 1.4.

The number of followers can depend on many factors in order to understand how much the
posts in Twitter determine the number of followers, calculated by coefficient of determination,
denoted adjusted R2.

The determination coefficient R%q makes up 0,892, i.e. the factorial characteristic Tweets
defines 89,2% of the dispersion of the Followers (F=261,3, p= 0,00008). Only 10.8% of the
variation in the number of Followers in Tweeter of Cultural organization accounts is not explained;
this 10.8% of variation is determined by other factors.

The results of the correlation analysis for the social network Instagram has shown a close
relationship between the number of subscribers and the number of posts too. The correlation
coefficient (r) is 0,92 (p=0,000), the connection between the investigated elements is direct; the
binding density (force) under the Chaddock scale is strong. The scatter plot diagram constructed
with the help of the SPSS package also displays a significantly close connection (see Fig. 3.6 (b)).

The equation of the pair linear regression is as follows:
Inst. Followers = -46,3 + 6,8-Posts (3.3)

Therefore, as follows from the equation, an increase in publications per post in Instagram
corresponds to an average increase in the number of followers by 6.8.
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In this case, the determination coefficient R%gq makes up 0.825, that is, the factorial
characteristics of Posts defines 82.5% of the dispersion of the Followers (F=8.82, p=0.0004). Only
17.5% of variation in the number of Followers in Instagram accounts of Cultural organization is
not explained; it is determined by other factors.

Thus, all methods of calculating relationships between available data indicate a strong
relationship. It can be stated that the number of subscribers depends on the number of posts
published in Social networking (Twitter and Instagram).

The potential of social networks has not been fully exploited by cultural institutions.
Considering the advantages of social networks such as the ability to transmit audio-visual content,
the viral nature of the dissemination of information and the growth of the number of users, these
communication channels should be considered as an effective tool of attracting the potential
audience and promoting cultural product.

Innovative 3D technologies allow providing new types of services to the visitors of cultural
institutions: panoramic tours around the theatre and concert halls. Such virtual tours are performed
on the websites of the Latvian National Opera and Ballet and Mikhail Chekhov Riga Russian
Theatre.

Thus, we can conclude that, despite the rather limited use of modern technologies in the
production of cultural products, new technological opportunities are actively used in the
distribution and promotion of cultural services. Technological factors, according to the Baumol -
Bowen Cost Disease Effect, have no significant impact on Price element in the performing arts.

3.5. Influence of Demographic Factors

The study of demographic changes is essential for the cultural sphere of Latvia due to the
fact that the consumer market is rather limited. Indicators related to the population characteristics,
such as population size, migration, ethnic composition, changes in family structure, could have a
direct impact on the size of the audience, willingness to consume cultural product, frequency of
consumption, etc.

One of the leading demographic trends in recent years is a significant reduction in the
population of Latvia. During the period from 2006 to 2016 the number of inhabitants of Latvia
decreased by 259 thousand people, which is 11.62 %. Such reduction could lead to a significant
decrease in the share of consumers of cultural products; nevertheless, if to follow the dynamics of
visits to theatres during this period, there is an increase in the number of viewers by 27, 4% (see
Fig. 3.7.)
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Population of Latvia and number of theatre
visitors, 2006-2016
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Figure 3.7. Population of Latvia and number of theater visitors, 2006-2016 (in thous.)
Source: created by the author based on: Central Statistical Bureau3°%-%!

The growth of the audience contributes to the increase in the number of performances and
concerts, as it was noted in section 2.3.1. Active promotion of the cultural product also has a
positive impact. However, further population decline threatens to reduce the audience

An important demographic trend is the changing age structure of the population. There
Is a significant aging of the population in Latvia. For example, in 1980 the average age of the
population was 35 years, and by 2015 it had risen to 42.9 years; it is forecasted that by 2030 it
would rise to 44.7 years.3>
The gender distribution in Latvia is the most disproportional among European countries; the
number of women is much higher than the number of men (see Fig. 3.8).

Gender Disbalance in Latvia
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Figure 3.8. Difference in the ratio of female to male (%), 2008 — 2016

350 pastavigo iedzivotaju skaits pec dzivesvietas gada sakuma/ Iedzivotaji un socialie procesi/ Centrala statistikas
parvalde. Available at:

http://data.csb.gov.lv/pxweb/Iv/Sociala/Sociala__ikgad _iedz__iedzskaits/1IS0020.px/table/tableViewLayoutl/?rxid=
cdch978¢c-22b0-416a-aacc-aa650d3e2ce0 [viewed: 11.03.2018]

351 Teatri/ Tkgadgjie statistikas dati/ Iedzivotaji un socidlie procesi/ Centrala statistikas parvalde. Available at:
http://data.csb.gov.lv/pxweb/Iv/Sociala/Sociala__ikgad _kultura/KUO0O060.px/table/tableViewLayout2/?rxid=cdcb97
8c-22b0-416a-aacc-aa650d3e2ce0 [viewed: 11.03.2018]

352 World Population Prospects The 2015 Revision. United Nations New York, 2015. Available at:
http://esa.un.org/unpd/wpp/Publications/Files/Key_Findings_ WPP_2015.pdf [viewed: 11.03.2018]
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Source: created by the author based on: Central Statistical Bureau **3

According to the survey, the female segment is characterised by the highest activity of
visiting cultural institutions; the proportion of women is 10.6% higher than men among those who
visit these institutions once a month and more often. These data should be taken into account by
specialists of marketing services of cultural institutions in the selection of communication channels
in the promotion of the main cultural product, as well as the development of additional products.

3.6. Influence of Geographical Factors

The geographical location of human settlements and, accordingly, to the geographical aspects
of consumption of cultural products deserves great attention while analysing the geographical
factors in relation to the sphere of culture.

The creation of a digital cultural map of Latvia, which reflects the geospatial location of all
major cultural sites in country, has become the largest project.>*

Latvia is characterised by the location of the main cultural organisations in the
capital: the Latvia Puppet Theatre, the Latvian National Opera and Ballet and four of six state
drama theatres are located in Riga. The number of residents in Riga is less than 1/3 of Latvian
population (see Table 3.2.).

Table 3.2.
Population distribution by place of residence in Latvia
Year Riga Population Urban Population Rural Population Total
Number of % Number of % Number of % Number
people people people of people

2010 | 673433 31,76 765164 36,08 681907 32,16 | 2120504 | 100
2011 | 659418 31,79 747334 36,02 667853 32,19 | 2074605 | 100
2012 | 649853 31,78 732252 35,81 662708 32,41 | 2044813 | 100
2013 | 643615 31,8 722710 35,71 657500 32,49 | 2023825 | 100
2014 | 643368 32,14 714314 35,69 643786 32,17 | 2001468 | 100
2015 | 641007 32,27 707848 35,64 637241 32,09 | 1986096 | 100
2016 | 639630 32,49 700097 35,56 629230 31,96 | 1968957 | 100
Source: created by the author based on: Central Statistical Bureau®>®

As it can be seen from Table 3.2., the distribution of the capital, urban and rural population
remained fairly stable during the period from 2010 to 2016; the distribution fluctuations were less
than 1 %.

According to the data obtained in the survey (see section 2.4), it is the geographical barrier
that is the main obstacle for rural residents to attend cultural events. The “Inconvenient location”

353 population of Latvia by sex/ Central Statistical Bureau. Available at:
http://datal.csb.gov.Iv/pxweb/en/iedz/iedz__iedzrakst/IRG120.px/table/tableViewLayoutl/?rxid=d8284c56-0641-
451c-8b70-b6297b58f464 [viewed: 11.03.2018]

34 Kultiras karte.lv. Available at: http://www.kulturaskarte.lv/ [viewed: 11.03.2018]

3% Platiba, iedzivotaju blivums un pastavigo iedzivotaju skaits regionos, republikas pilsétas un novados gada
sakuma/ Iedzivotaji un socialie procesi/ Centrala statistikas parvalde Available at:.
http://data.csb.gov.lv/pxweb/Iv/Sociala/Sociala__ikgad _iedz__iedzskaits/1IS0010.px/table/tableViewLayout2/?rxid=
cd [viewed: 11.03.2018]
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barrier was indicated by 34.2 % of the respondents in rural areas, while among the residents of
Riga this figure was only 1.8 %; for people living in other Latvian cities, this number was 15.4 %.

The availability of the products of performing arts institutions is facilitated by the touring
activities of theatres and concert organisations. There was a decrease in the number of touring
performances of drama theatres (-28%) from 2013 to 2016; at the same time, the Latvian National
Opera and Ballet demonstrates that this figure is + 50%.

The influence of climate and weather conditions is an important element of the analysis
of the geographical environment. The autumn-winter season is characterised by a short light day,
and the use of special lighting is relevant to attract attention to cultural objects and promotional
materials (signs, posters, etc.).

Therefore, the consideration of geographical factors is an important component in the
development of the marketing mix of the public sphere of Latvian performing arts. They have the
greatest impact on the Place element, both on the direct place of cultural services and on the
distribution system. The development of the Promotion element also should take into account the
geographical characteristics to maximize the potential audience. The impact on Product and Price
Is less noticeable.

3.7. Model of Influence of External Environment Factors on the Marketing Mix of
Cultural Institutions

The classical matrix to assess the impact of external factors PEST — scheme “factor-
enterprise”3*®*°":3% _is ysed as a basis for the final assessment of the impact of external factors of
the marketing environment PESTDG on the marketing mix in performing arts institutions.

The first step in impact assessing is the selection of specific factors. The following factors
have been chosen on the basis of the conducted research (see Table 3.3.):

Table 3.3.
List of external factors to assess the impact
Technological:

Political:

1. Government position in relation to the industry
2. Public financing of the industry

3. State legislation (regulation of the industry and
related industries)

11. Level of innovation and
development
12. Active use of new technologies among the

population

technological

Economic:

4. Level of economic development of the country
and industry

5. Level of income of the population

6. Development of related areas (tourism industry)

Demographic:

13. Population dynamics

14. Changes in such demographic indicators as
gender, age, family composition

15. Ethnic composition of the population

Social-cultural:
7. Attitude to culture and art in society
8. Level of education

Geographical
16. Territorial organisation of the society
17. Climatic characteristic

3% Ellis J. Using qualitative methods to assess impact. Charities Evaluation Services, 2015. Available at:
https://blogs.ncvo.org.uk/wp-content/uploads/sally-cupitt/qualitative-methods-of-assessing-impact.pdf [viewed:

11.03.2018]

357 Prowse M. Aid effectiveness: the role of qualitative research in impact evaluation. Background note. Overseas
Development Institute. London, 2007. Available at: http://portal.research.lu.se/portal/files/5749936/5425778.pdf
3% Garbarino S., Holland J. Quantitative and Qualitative Methods in Impact Evaluation and Measuring Results.
Governance and Social Development Resource Centre (GSDRC), UK, 2009 P. 41
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9. Attitude of the society to charity
10. Fashion in relation to consumption of cultural
products

Source: created by the author

Since the impact assessment is carried out separately for each element of the marketing
mix, the set of factors can be reduced at the expense of ones having no impact. The assessment is
based on the views of four experts. The specialists in the field of Economics and Marketing in the
field of culture have become the experts for the purposes of this study. The involvement of a group
of experts to determine the weight coefficients in the ranking process reduces the subjective
component of the impact assessment.

The next step is assessment of the real significance of the factors. The real significance
allows estimating the degree of attention, which the company should pay and the degree of control
of the factor of changes in the external environment, and it is calculated as the probability of
changing the factor, weighted by the force of the influence of this factor on each element of the
marketing mix. The weight-adjusted estimate is calculated using the formula below:

Factor Impact (34)

Estimation with correction = Average rating X _
Total sum of factors influence

The higher the weight-adjusted score, the more attention should be paid to this factor.

The data assessing the influence of the external factors on PESTDG marketing mix of
institutions of performing arts of Latvia with the employment of the estimates of the factors real
significance are summarised and presented in Table 3.4.

Table 3.4.
Point assessment of the impact of external factors of the marketing environment
on the marketing mix (Weigh- corrected score)

Ne PESTDG factors MARKETING MIX
Product Price Place Promotion To_tal
point
1 | Political 0,45 0,74 0,51 0,69 2,39
2 | Economic 0,27 0,71 0,54 0,37 1,89
3 | Social-cultural 0,52 0,57 0,38 0,84 2,31
4 | Technological 0,26 0,36 0,78 0,7 1,91
5 | Demographic 0,53 0,49 0,26 0,63 1,91
6 | Geographical 0,14 0,35 0,72 0,41 1,62
7 | Total point 2,17 3,22 3,19 3,63

Source: calculated by the author based on expert opinion

As can be seen from Table 3.4., the external marketing environment has a significant
impact on all elements of the marketing mix. The element Promotion is subject to the maximum
influence, since it is the most mobile element that reacts quickly to the external changes. The
external environment has the least influence on the element Product of the marketing mix, which
Is consistent with the marketing concept of cultural product, considering it primarily as a creative
artistic idea.
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From the point of importance of the influence of individual factors on the marketing mix
as a whole, it is possible to note the greatest influence of political and socio-cultural factors. The
high degree of influence of political factors is largely determined by the fact that the object of the
study are the public cultural institutions. At the same time, it can be argued that the impact of all
PESTDG factors is significant.

The obtained results can also be represented as a radar chart (see Fig. 3.9).

Political

Geographical Economic

——Product
Price
Place

——Promotion

Demographic Social-cultural

Technological

Figure 3.9. Radar diagram of the influence of PESTDG factors on the marketing mix of
state institutions of performing arts of Latvia
Source: created by the author using computer program

As it can be seen in Fig. 3.9., the smallest area is occupied by the Product element, i.e. it
experiences the minimum influence of external factors. In turn, the Promotion element is the figure
that occupies the largest area, which emphasizes its maximum dependence on macro environment
factors.

According to the conducted research, which includes 5 main stages, there has been designed a
model for a phased study of the influence of factors of the external marketing environment on the
marketing mix of cultural institutions (see figure 3.10.).
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Figure 3.10. Author’s model for a phased study of the influence of factors of the external
marketing environment on the marketing mix of cultural institutions
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Explanation of the scheme :
q ] )

Blue arrows indicate the sequence of stages of the study
q

Green arrows indicate the relationship between the elements of the analysis of the individual
research elements

1

The red arrow indicates the main (final) direction of the study

The study of the influence of environmental factors on the marketing mix includes 5
successive stages (see Fig. 3.10):

1) SWOT-analysis, allowing assessing the strengths and weaknesses associated with the elements
of the marketing mix, and threats and opportunities from the external environment;

2) analysis of the elements of the marketing mix, based on the author’s classification of cultural
product (section 1.4.2.);

3) study of the target market and the detection of the barriers to consumption of cultural product;
4) analysis of external factors based on the author’s model PESTDG (section 1.5.2.);

5) determining the influence of external factors on the elements of the marketing mix.

The content of each of the first four stages is an analysis, the results of which allow a
comprehensive and effective performing the final stage of the research. This model has been used
to assess the impact of environmental factors on the marketing mix in public institutions of
performing arts in Latvia; however, it seems that it can be universal and used by both individual
cultural institutions and entire industries.
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CONCLUSION AND RECOMMENDATIONS

The hypotheses put forward by the author have been confirmed in the process of the
research: Hypothesis 1: the presented model of a phased study of the influence of the external
environment allowed assessing the impact of each factor on individual element of the marketing
mix;

Hypothesis 2: the study of the marketing mix and the external environment have confirmed that
the consideration of external environmental factors in the development of elements of the
marketing mix helps to overcome barriers to consumption of cultural product.

The aim of the research - to determine and scientifically substantiate the impact of external
factors of macro environment on the development of marketing mix in the field of culture and the
development of a universal model for the study of this influence, has been achieved.

Key findings of the research are as follows:

1) Marketing mix in the sphere of culture is formed under the influence of organisational and
economic features of marketing in this sphere:

- cultural products are merit goods, i.e. the demand for them from individual consumers lags
behind the needs of the society and is stimulated by the state, which implies the necessity of
state and public financial support;

- production costs in this sector of the economy are growing faster than the price of the final
product (Baumol-Bowen effect).

Thus, in addition to the final users, the important target audiences of cultural institutions are
authorities, private donors, and sponsors.
2) The existing definitions of marketing in the cultural sphere do not reflect its specificity. It is the
reason why the author proposes a new definition: a set of methods and principles aimed at meeting
the needs of consumers in the products of the cultural sphere, obtaining the necessary resources
from donors (public authorities, sponsors, etc.) and achieving the maximum social effect for society
as a whole. This definition reveals the main directions of marketing activities of cultural
institutions.

3) Comparison of marketing mix models in the field of culture has shown that the classical model

4P, which is a set of such elements as Product, Price, Place and Promotion, should be considered

optimal. The advantages of this model are its laconism, versatility and economic nature. The
specificity of the application of this model in the field of culture is determined by the fact that the
cultural product is created on the basis of Creative Idea, but not on the basis of market demand.

Thus, the marketing process is based not on the study of market needs, but on attracting the

audience to the consumption of the finished art product.

4) Existing classifications of cultural product do not meet the marketing requirements, and

therefore there proposed the author’s classification based on five principal grounds: by the form of

consumption (tangible goods, intangible goods, services); by the purpose of the offer (commercial
and non-commercial products); by the time of use (unlimited consumption products, limited
consumption products, one-time services); by the originality of the content (unique and replicated

products); by determining the target audience (intended for a wide audience and intended for a

limited audience).

This classification allows a qualitative study of the remaining elements of the marketing mix
due to the fact that the features of the product in each of the selected groups have a significant
impact on determining its price, methods of delivery to the consumers and forms of promotion.

5) Widespread and traditionally used PEST-analysis of external factors of macro environment is

insufficient for the sphere of culture. The extended model of PESTDG proposed by the author,
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including the analysis of political, economic, socio-cultural, technological, demographic and
geographical factors, suggests a more comprehensive assessment of the impact of macro
environment.

6) The cultural sector plays an important role in the economic and social development of Latvia.
From 2008 to 2016, the share of employment in the cultural sector increased from 3% to 4.5 % of
the total number of employees, the share of exports of cultural products increased from 0.45% to
1.54%, domestic demand for cultural products increased (the growth of the theatre audience was
19.3%). There is a positive impact on the related industries, in particular tourism. On the basis of
these factors, the financing of culture should be considered as an investment in human capital and
economic development

7) The budget of the Ministry of Culture is largely determined by the size of the state budget,
between which there is a strong correlation (r = 0.94, p = 0.006, for the period from 2008 to 2013).
However, in some periods, in particular, from 2014 to 2016, the role of other factors increases,
which may be the subject of further research.

8) Along with the general trend of increasing the number of spectators of state theatres (for the
period 2010 - 2016 by 5.5%), there were annual fluctuations in the size of the audience for each
individual theatre, and the audience as a whole grew only for four of the seven theatres. Thus, the
dynamics of visits is mainly influenced not by external factors of macro environment, but by
internal factors (quality of cultural product, price policy, marketing communications).

9) There is a close correlation between the average price of tickets in state theatres and the level of
income (with the average salary: r = 0.95, p = 0.000 and with the average pension: r = 0.74, p =
0.02). At the same time, the average size of pensions is significantly lower than the average wage
(in 2016 it was 44.3% of the average wage), this justifies the need to apply third degree price
discrimination in relation to the consumer segment “pensioners”. The survey identified additional
groups with elastic demand: the unemployed and the poor, for which it is recommended to use the
tools of price discrimination. Increasing the use of price discrimination will make cultural products
more accessible to different segments of the population.

10) The author’s classification of promotion tools in the field of culture, distinguishes three groups:
traditional, innovative and specialised. On the basis of the proposed classification and the results
of the survey there have been identified the most popular sources of information. For young and
middle-aged people, these sources are social networks. The correlation analysis revealed a close
relationship between the number of posts on the pages of state cultural institutions and the number
of subscribers for the social network (Instagram: r = 0.92, p = 0.000 and Twitter: r = 0.95, p =
0.000), which indicates the need for active use of this promotion tool.

11) According to the results of the survey, the main barriers to the consumption of the cultural
product of performing arts institutions are the price of the product and the lack of interest and time
of Latvian visitors. Consumption barriers are determined by demographic, socio-cultural and
economic characteristics:

- The “High price” barrier is the most typical for people with an income of less than 300 euros per
month (odds ratio OR = 3.14);

- The presence of the barrier “Lack of time” is mostly affected by occupation (for businessmen and
managers, the probability of having this barrier is 7.11 times higher) and the age of respondents
(for the age group of 25-39 years, the probability of having this barrier compared to other age
groups is higher (OR = 2.2)).

These barriers of consumption are determined by the environmental factors; however, the
controlled internal factors — elements of the marketing mix Price and Promotion — can facilitate the
process of overcoming these barriers.
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12) Political factors have the most significant impact on the marketing mix of public cultural
institutions, due to the legislative regulation of the industry and the system of funding. State
subsidies and exemption of the cultural product from VAT have a positive impact on the final price
of the cultural product (element Price).
13) The social and cultural environment in Latvia is characterised by an increase in the percentage
of residents with higher education. This trend, taking into account the revealed regularity between
the frequency of visits to cultural events and the level of education (section 2.4), has a positive
impact on the demand for the cultural product of performing art institutions.
14) Technological factors have the greatest impact on such elements of the marketing mix as Place
and Promotion. The distribution process is simplified due to the employment of innovations: the
use of modern online channels helps to overcome the barriers to consumption of cultural product
associated with the remoteness of cultural institutions from the places of residence of potential
consumers
15) The demographic environment of Latvia is characterised by a significant decrease in the
number of population (from 2006 to 2016 — minus 11.62%), while the number of theatre visitors
during this period increased by 27.5%. The increase in the number of cultural products and its
active promotion contributed to the preservation and increase of the audience. At the same time,
further changes associated with the decrease in the population of Latvia are threatening to reduce
the audience
Taking into account such demographic characteristics of Latvian society as ethnic, age and gender
composition plays the most prominent role in the development of the Promotion element.
16) The specificity of geographical factors in relation to the cultural sector in Latvia is the location
of the leading cultural institutions in the country capital. The availability of cultural product
consumption for the residents of the regions differs significantly compared to the residents of Riga;
the first group is more characterised by the barrier “Limited choice of cultural events” (OR = 10,62)
and the barrier “Inconvenient location” (OR = 15,33). Overcoming these barriers is facilitated by
convenient distribution and organisation of tour activities, i.e. effective development of such
element of the marketing mix as Place.
17) The generalised assessment of the influence of external environment factors on the marketing
mix of public institutions of performing arts in Latvia has shown the following situation. The
Product is least affected element, which corresponds to the peculiarities of marketing in the field
of culture, while the strongest impact is on Promotion as the most mobile element of the marketing
mix.
18) The conducted phased study of the influence of external factors on the marketing mix has
allowed developing a universal model. The model includes the following components:
- SWOT-analysis that permits to assess the strengths and weaknesses associated with the
elements of the marketing mix, and threats and opportunities from the external environment;
- analysis of the marketing mix elements;
- study of the target market and the definition of consumption barriers;
- analysis of external factors based on the PESTDG model;
- experts’ assessment of the impact of external factors on the elements of the marketing mix
This model allows a comprehensive objective analysis of the external environment impact and it
can be applied to individual institutions and cultural sectors.
Based on the results of the study and the conclusions, the author makes a number of
recommendations to:
1) Ministry of Culture of the Republic of Latvia: to set the recommended minimum list of
categories of citizens eligible for discount in public institutions of culture, as well as the minimum
size of the discount to ensure maximum availability of consumption of cultural product;
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additionally, it is desirable that such categories, as the low-income citizens would also receive

discounts for cultural product.

2) Ministry of Education of the Republic of Latvia together with the Ministry of Culture: in order

to improve the level of cultural education of schoolchildren and the formation of a future audience

of performing art institutions, to develop a programme that provides a mandatory minimum number
of visits to state theatres and concert halls, taking into account the high quality of their cultural
services and professionalism. This programme can be implemented within the project “Latvian

School Bag” (“Latvijas skolas soma”).

3) Organisations representing the tourism sector: in cooperation with state cultural institutions, to

develop packages of tourist services, including visits to cultural events.

4) Marketing departments of cultural institutions:

- it is recommended to use the 4P model and rely on the PESTDG analysis in the process of
drawing up a marketing plan, as they allow most full identification of the main external
environment factors affecting the elements of the marketing mix;

- due to the fact that the possibilities of marketing influence on the development of the main
cultural product are significantly limited, to focus on the creation and distribution of additional
goods and services;

- to expand the use of price discrimination by including the discounts for the volume of
purchases, to stimulate the sale of season tickets and packages of goods and services;

- to develop the convenient formats for participation in donation support of cultural institutions
by individuals;

- inorder to increase the availability of cultural products for residents of the regions, to consider
the possibility of a more flexible schedule of performances and concerts, and daytime events
on weekends and holidays;

- to make maximum use of technological innovations to promote cultural products, in particular,
mobile applications, social networks.

Principal problems and possible solutions:

Problem 1. There is no precise theoretical definition of marketing in the cultural sector,
characterising the peculiarities of marketing in this area.

Problem solution:

The author offers his own definition, which reflects the main goals of marketing in the field of
culture. This definition can be used both in theoretical researches on this subject, and in the direct
implementation of marketing activities of cultural institutions.

Problem 2. The marketing departments of the cultural institutions of Latvia do not pay sufficient
attention to the study of the influence of macro environment on marketing mix.

Problem solution:

To assess the impact of external environment factors on the main elements of the marketing mix
of individual institutions and cultural industries, it is proposed to use the model developed by the
author, which includes five main stages of analysis. This model is universal and can be used by
state, public and commercial cultural institutions.

Problem 3. The Republic of Latvia does not have a developed system of private donations to

culture.
Problem solution:
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Marketing services of cultural institutions need to develop convenient tools for collecting donations
(including electronic one), based on the successful experience of charitable organisations of Latvia
and foreign cultural institutions.

Problem 4. The main barriers to the consumption of cultural products by residents of Latvia are
high prices, lack of time and lack of interest.

Problem solution

Considering these barriers in the process of developing the marketing mix is able to neutralise
partially their negative character. A more flexible approach to price and time differentiation in the
provision of cultural services, as well as active promotion of cultural products, can help to
overcome consumption barriers to the consumption.
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