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Abstract

The structure of the thesis is determined by the goal, objectives and logic of the
research. The thesis includes: the list of tables, the list of figures (visual material of the
research), introduction, three chapters, conclusions, the list of references, appendices.

The introduction determines the relevance of the topic of research of the thesis.
The hypothesis, the goals and objectives of the research are determined, its subject and
object, the scientific novelty and practical significance, as well as the review of the
literature, examined sources and used scientific methods is given.

In the first chapter, the author analyzes the theoretical and the methodological
foundations and their peculiarities in the integration of foreign students in the country of
education, the marketing mix and their types, the marketing mixes in the field of education,
marketing in education.

In the second chapter the author represents the reasoned analysis of the functions
of education, has identified, legislative and legal basis in Latvia. According to the
developed “system” by the author, the author has identified the relationships and influence
between: - population and the market of education ;- the level of birth rate and the number
of students, who has enrolled in a higher education institutions (universities); - the
dynamics of the natural increase in Latvia and the number of enrolled in higher education
institutions (universities); - the number of universities and satisfaction of students with the
integration process in the system of education in Latvia. This system proves the necessity
and relevance of the research of the topic of integration of foreign students in the result of
international activity.

In the third chapter, the author represents the model of the marketing mix of
the 7 —elements of “C”, which were formed in steps on the basis of the “Scheme of order
and priorities”. The carried out marketing research has identified the first element
Customer. The occupancy of each, subsequent element in its formation occurred on the
basis of the solution of the set objectives at the previous stages that led to the formation of
the second “C” - a balanced Commodity, the definition of Commodity of consumption, as
the third “C” - Convenience , but the evaluation of its internal environment identified the
fourth “C” - Climate, the system of promotion of the model of integration is suggested,
as the fifth “C” - Communication; the competitors are analyzed, an estimate of
competitiveness of the model of integration is given, as the sixth “C” - Competitors; - the
costs for the development of the model of integration on the basis of introduction of the
student complex are calculated, as the seventh “C” - Cost. The new approach to the
marketing mix solves the issue of integration by the means of the marketing mix of 7- “C”.

Finally, the conclusions and suggestions are formulated.

The total volume of the promotional work is 223 pages without appendices, 86 tables,
76 figures and 10 appendices. In developing the present thesis, the author used 184
bibliographical sources.

Keywords: marketing, integration, marketing integration, marketing mix, foreign
students, education.
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Ievads

Temata aktualitate

Pasaulé ir vérojams butisks zinatniskas intereses pieaugums par starptautisko akadémisko
darbu, tacu ir nepietickami pétits pasSlaik aktualais jautajums par arvalstu studentu integréSanos
uznemosaja valsti.

Arvalstu studentu integraciju saistiba ar vinu akadémisko darbibu par vél lielaku aktualitati ir
versuSas pasaulé notiekoSas straujas parmainas migracijas procesos un to augoSie apjomi,
ietekmé&jot autores izveli par labu studentu integracijas tematam. Autores izvirzita nopietna
uzdevuma un mérka — rast risindjumu studentu integracijas problémai — sasniegSanu apgriitinaja
gan teorijas trikums par integracijas procesiem misdienu apstaklos, gan efektivu praktisku
risinajumu neesamiba problémai, kas skar arvalstu studentu integréSanos uznemosaja sabiedriba.

Migracijas intensitates pieaugums izraisija pasaules sabiedriba viedoklu dazadibu par
integraciju un sava zina pieversa tai pastiprinatu uzmanibu. Tadejadi migracijas un integracijas
procesi ta vai citadi noteikti ietekm@s §1pétijuma rezultatu izmantoSanu, kas izvéleto tematu padara
vel aktualaku.

Saja gadfjuma griitibas rast risinagjumu integracijas problémai izriet ari no apstakla, ka ta ir
saistita ar izglitibas jomu. Ka temats ta ir pétita, izmantojot modernus socialo un humanitaro
disciplinu panémienus, ka arT izverteta no starpkultiiru izglitibas un pasaules izglitibas studiju
skatupunkta. Autore pieddva arvalstu studentu integracijas problémas netradicionalu risinajumu,
izmantojot tirgzinibas. Ekonometrijas metozu izmantoSana lauj paplasinat marketinga biitibu ka
dalu no lietiskas ekonomikas, turklat §is aspekts uzsver starpnozaru saikni ar citam ekonomiskajam
disciplinam. Balstoties uz to, autore izstradda marketinga pasakumu kompleksa modeli arvalstu
studentu integracijas uzlabosanai, paredzot ta istenosanu studentu kompleksa organizacija.

Pétijuma temata izvérsuma pakape

Arvalstu studentu integracija galvenokart ir pétita ar sociali humanitaro disciplinu
modernajam metodikam, apliikojot tematu no starpkultiiru izglitibas un pasaules izglitibas studiju
skatupunkta. Saja pétfjuma tiek sniegta integracijas problému péto$o dazado zinatnieku viedoklu
salidzinosa analize un konstatéta saikne starp marketingu un integraciju.

Latvija izverstus petijumus marketinga joma ir veikusi tadi zinatnieki ka V. Praude, B. Rivza
un citi. Petfjuma autore uzskata, ka V. Praude ir vadosais p&tnieks marketinga zinatniskas izpétes
joma Latvija. Vins Sim tematam ir veltijis daudzas publikacijas, tostarp par marketingu izglitibas
joma. Tomeér vins nav pétijis studentu integracijas jautajumu. Latvija tam ir pieversusies B. Rivza,
kura ir veikusi pétijumu par studentu akadémisko mobilitati.

Marketingu izglitibas konteksta ir pétijusi arT A. Batraga, S. Buka, R. Garleja, B. Sloka un
J. Salkovska. Savos pétTjumos §ie autori ir apliecinajusi nepieciesamibu pilnveidot marketingu
izglitibas joma un §adu uzlabojumu veikSanas iesp&jamibu Latvija, kas ir vél viens apstiprinajums
Saja diplomdarba analiz&ta temata svarigumam.

legiitie rezultati atklaja, ka pastdv ar uznéméjdarbibu saistita integracijas marketinga
koncepcija. Problémas, kas saistitas ar uznéméjdarbibu, kuras pamata ir integracijas marketings,
savos darbos ir analiz&jusi Latvijas petnieki A. Batraga un K. Dmitrijeva, ka arT arzemju petnieki
Gerken G., Kopelman R., Rovenpor J., AllportR., Joyner M., Meffert H., Meyer A.,
Pankaj M. Madhani, Sinkovics, Rudolf R., Rouzies, Dominique, Carpano, Claudio, Wierenga,
Berend, Haney, Lewis H., James Randall E., H. G. Hamilton un vairaki citi.

Integracijas marketinga izglitibas pakalpojumi bitu javeért€ pec to bitibas, proti, ka
nematerials aktivs, un jaizstrada izglitibas iestadei diferencéti faktori. Tas rada nepiecieSamibu péc
izglitibas pakalpojumu marketinga. Izglitibas pakalpojumu marketinga jautajumus ir analiz&jusi
tadi petnieki ka Newman, Couturier un Scurry, Bok un Bartlett un citi. Gibbs un Knapp, vél citi,
ir noradijusi, ka izglitibu nevajadz&tu popularizét ka visiem pieejamu (Holbrook, Sharrock,
Pierre).

Péc autores domam, un ka noradits ieprieks, akadeémiskaja darbiba iesaistito arvalstu
studentu integracijas uzlaboSana uznemosaja valsti ir iesp&jama ar nosacijumu, ka tiek piemeroti
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dazadi marketinga instrumenti.

Daudzi pétnieki uzsver pozitivos aspektus, ko sniedz marketinga pasakumu kompleksa (no
anglu val. — marketing mix) lietoSana uzpéméjdarbiba, pieméram, ir padzilinati izanalizéta
tradicionalo ¢etru ”P” marketinga pasakumu izmantosana dazadu valstu tautsaimniecibas dazadas
nozares.

Latvija, pieméram, pétniece T.Golubkova veica verienigu pétjjumu par marketinga
pasakumu kompleksu dazadas jomas un vinas atklajumi ir aprakstiti vairakas zinatniskas
publikacijas. Vina izcel marketinga pasakumu kompleksa izmantoSanas nozimigumu daudzas
uznéméjdarbibas jomas, tacu vienlaikus norada, ka tradicionalo marketinga pasakumu kompleksu
nevar piemérot visas nozarés. So uzskatu atbalsta ne tikai §a diplomdarba autore, bet arT virkne
arvalstu petnieku, piemeram, Zeithaml, Bitner, Rafiq un Ahmed, Luan, Y. Jackie un Sudhir K.

Dazi pétnieki risinajusi uznémuma konkurétsp&jas novertéSanas vai uznémuma darbibas
visparéjas noverté€Sanas problému, piemerojot marketinga pasakumu kompleksa teoriju,
pieméram, Prasad A. Naik, Raman, Kalyan , Winer, Russell S., T. Golubkova.

Veicot terminologijas analizi, atklajas, ka trukst zinatnisku definiciju skaidrojumu tadiem
jédzieniem ka izglitibas eksports, akadémiska mobilitate, akadémiskas mobilitates iedalijuma
veidi u. c. Autore nak klaja ar savu so terminu formuléjumu redzéjumu, sniedzot katra termina
ipasibu stku aprakstu.

Hipotézes

Piemérojot marketinga pasakumu kompleksa izveides teoriju secigas pétiSanas metodi
apvienojuma ar akadémiska snieguma un ar studentu integraciju uznpemoSaja valsti saistito
problému analizi, autore izvirza hipotezes.

1. Ar integraciju, integracijas procesiem marketinga saistito teorétisko, metodologisko un
zinatnisko aspektu pétnieciba rada iesp&ju izveidot funkcion&joSu modeli marketinga pasakumu
kompleksa veida, tadgjadi veicinot arvalstu studentu integracijas uzlaboSanos valsti, kura tie studg,
arT Latvijas Republika.

2. Autores izveidotais arvalstu studentu integracijas modelis valsti, kura tie stud€, un kura
pamata ir septinu “C” marketinga pasakumu komplekss, ka ar7 ta praktiska istenoSana laus
aktiviz€t akadémiskas mobilitates procesu pasaules valstis un uzlabot arvalstu studentu integraciju
valsti, kura tie studg, tostarp Latvijas Republika.

3. Marketinga pasakumu kompleksa modela sastavdalu skaits var mainities, visdrizak tam
klastot lielakam, kas sekmés starptautiskas akadémiskas mobilitates pieaugumu.

Promocijas darba priek§mets ir marketinga pasakumu komplekss izglitibas joma.
Promocijas darba objekts — saikne starp marketingu un arvalstu studentu (uznemto studentu,
apmainas studentu un pilna macibu laika studentu) integracijas procesu valsti, kura tie studg.

Petijjuma merkis un uzdevumi

Promocijas darba mérkis ir izstradat marketinga pasakumu kompleksa modeli, kas sekmétu
arvalstu studentu integracijas uzlaboSanos valsti, kura tie studg.

No pétijuma mérka izriet $adu uzdevumu kopums:

1. analiz&t integracijas, integracijas procesu marketinga teorétiskos aspektus, marketinga un
marketinga pasakumu kompleksa lomu to studentu integracijas problémas risinaSana, kuri
iesaistas starptautiska akadémiska darbiba;

2. analizét Latvijas augstskolu izglitibas funkcijas un starptautisko akadémisko darbibu, lai
apzinatu problémas un iegiitu priekSstatu par integracijas procesu, balstoties uz marketinga
mehanismiem;

3. izstradat jaunu modeli, kas balstas uz marketinga kompleksu, lai uzlabotu arvalstu studentu
integraciju saistiba ar vinu starptautisko akadémisko darbibu;

4. izstradat uznémumu konkurétsp&jas novertésanas metodi, kas attiecinama uz vietgjiem un
arzemju studentiem;
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5. izstradat tradicionala marketinga kompleksa, kas sastav no ¢etriem "P" — produkts, cena,
vieta un veicinaSana, uznémumiem — konkurenti, elementu izmantoSanas efektivitates
noverteéSanas parametru matricas sist€mas analizi;

6. veikt PEST analizi, izmantojot ekspertu vert€jumu un sveértu aprékinu argjas vides
faktoriem, kuriem ir negativa ietekme uz starptautiskas akadeémiskas mobilitates studentu
integracijas modeli ka socialu un komercialu ideju;

7. izstradat pilna apjoma katra marketinga kompleksa septini "C" elementa veidoSanas
grafiskas modeléSanas metodes pakapeniskas veidoSanas savstarp€jo saistibu.

Promocijas darba pétijuma metodes
Pétniecibas metodologija tika balstita uz sistémiskam un dialektalam analizém. Dazadas
pétijuma stadijas un atkariba no uzdevumiem tika piemérotas dazadas petijumu metodes.
Lai izstradatu marketinga kompleksa modeli, kas palidz&tu uzlabot arvalstu studentu integraciju,
autore izmantoja:

statistiskas izp€tes metodesa: asimetrijas absoliitds vértibas un ekscesa parametri tika
salidzinati ar to standarta klidam; noveértéjuma metode ar Kolmogorova-Smirnova kriteriju
palidzibu Lilliefora modifikacija; novértéjuma metode balstas uz Sapiro-Vilka kritérijiem;
novértésanas metode; vid€jo lielumu salidzinosa metode; parametru statistikas metodes —
lineara Pirsona korelacijas koeficienta korelacijas noteikSanai; korelacijas vai korelacijas
attiecibas, atkariba no to speka, saskana ar divam korelacijas klasifikacijas sistemam.
Pétijuma analizes metodes: dazadu zinatnisko publikaciju un citu akadémisko avotu
teoretisko aspektu salidzinosa analize; SVID analize, lai identific€tu stipras un vajas puses,
iesp&jas un draudus; parametrisko koeficientu analize (autores izstradats); marketinga
parametru Cetru "P" sist€émas orientéta analize; PEST analize. P&tijuma novérojuma
metodes: pétljums, kas balstas uz aptauju, ir veikts, piemerojot autores izstradato
instrumentu — anketu; marketinga pétjjuma pamatmetode, izmantojot potencialo klientu
aptauju; salidzino$a analize teritoriala segmenta noteikSanai. PE&tijuma modeléSanas
metode: modeléSanas metode, kas tika izmantota marketinga kompleksa katra septinu "C"
elementa veido$anas vizualam att€lojumam.

Promocijas darba zinatniska novitate

1. Formulétas terminu definicijas, jédzienu sadalijums veidos un to 1pasibas: akadeémiska
mobilitate, starptautiska akadémiska mobilitate, ar argumentetu raksturojumu un iedaliSanu
veidos: starptautiska un iek§zemes akadémiska mobilitate, un apakSveidos: programmas, spontana
un planota.

2. lzstradata sist€éma, lai novertetu mijiedarbibu starp a) iedzivotaju skaitu un izglitibas tirgu;
b) dzimstibas raditajiem un studentu skaitu, kuri ir iestajusies Latvijas augstakas izglitibas iestadés
(augstskolas); c) iedzivotaju skaita dabiska pieauguma raditajiem Latvija un augstakas izglitibas
iestades (augstskolas) iestajusos studentu skaitu; d) starp Latvija stud&joso arvalstu studentu skaita
raditdjiem un So raditaju ietekmi uz valsts IKP; e) starp esoSo augstskolu skaitu un studentu
apmierinatibu ar integracijas procesu Latvijas izglitibas sisttma. Lidzigu sistému un izmantotas
metodes var individuali vai kompleksi izmantot arT citas nozargs.

3. Veiktais pétijums par integraciju izglitibas joma, arvalstu studentu integracijas procesu
saistiba ar starptautisko akadémisko darbibu ir prezent€ts marketinga kompleksa septinu "C"
modela forma — Customer, Commodity, Convenience, Climate, Communication, Competitors,
Cost (klients, prece, ertiba/izdevigums, gaisotne/klimats, sazina, konkurenti, cena), kas ir iedalita
posmos, saskana ar katra elementa piedavato principu.

4. Izveidots preces alternativu izstrades process, kur§ sastav no pieciem posmiem: iesp&ju
izmantoSanas alternativu izstrade; ar¢jas vides draudu noversanas alternativu izstrade; uznémuma
stipro pusu saglabaSanas un izmantoSanas alternativu izstrade; uzn€muma vajo pusu noveérSanas
alternativu izstrade; preces alternativu kvalitativa analize. Alternativu izstrades procesa shému var
izmantot arT citu nozaru uznémumi.
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5. Izstradata uzn@émumu konkur@tsp&jas izvertéSanas metode, proti, parametra koeficienta
izvertesana. So konkurétspgjas izvertésanas metodi var izmantot ar citds nozarés.

6. Veikta matricas parametru sist€mas analize, lai izveértetu, cik efektivi konkur&josSie
uznémumi izmanto tradicionala marketinga kompleksa elementus, proti, ¢etrus “P” (produkts,
cena, vieta un reklama jeb anglu val. — Product, Price, Place un Promotion). So metodi var
izmantot uznémumi, kuri veic uznémejdarbibu viena joma.

7. Pirmo reizi ka sociala un komerciala ideja tika veikta PEST analize, kuras ietvaros tika
sagatavots ekspertu noverte§jums un vid€jais svertais aprékins par aréjas vides faktoriem, kuri

turklat pirmo reizi kadas PEST analizes rezultati tika sagatavoti radara diagrammas veida. So
pieeju vides faktoru ietekmes noveértéSanai var izmantot un pielagot citos segmentos un citos
darbibas veidos.

Praktiska vertiba

Izstradatajam starptautiskaja akad@miskaja mobilitaté iesaistito studentu integracijas
modelim ka sociali nozimigam projektam, kas stenots studentu kompleksa organizacija un
izstradats, pamatojoties uz septinu “C” marketinga pasakumu kompleksu, ir praktiska nozime.
Pirmkart, tas uzlabo valsts telu, ja valsts sp&j ripé€ties par to starptautiskaja akad@miskaja

un, otrkart, Sis modelis palielina naudas lidzeklu ieplasanu valsts budzeta no nodokliem
komercdarbiba, kura §is integracijas modelis tiks Tstenots.

Pétijjuma ierobeZojumi

Petijuma apskatitais laikposms: petijuma teorétiska dala aptver laikposmu no 20. gadsimta
beigam Iidz misdienam. Pétijjuma praktiskaja dala izmantoti dati par laikposmu no 2000. lidz
2015. gadam, bet atseviSkos gadijumos (dzimstibas raditajs) — dati par laiku no 1995. lidz
2015. gadam. Analizei “a” grupa (dzimstibas raditaji un augstakas izglitibas iestad€s iestajusos
studentu skaits) tika izmantoti $adi dati: dzimstibas raditaji Latvija laikposma no 1986. lidz
1995. gadam; Latvijas augstskolas iestajusos studentu skaits laikposma no 2004. lidz
2013. gadam; saistibas atkaribas esamiba vai neesamiba starp dzimstibas raditajiem un 10 gadu
laika, proti, no 2004. Iidz 2013. gadam, Latvijas augstskolas iestajusos studentu skaitu; “b grupas
(iedzivotaju skaits un izglitibas tirgus) sakaribas sist€émas un ietekmes izpétei tika izmantoti dati
par laiku no 2006. Iidz 2015. gadam. Analizei “c” grupa (dzimstibas dabiga picauguma raditaji un
Latvijas augstakas izglitibas iestades iestajuSos studentu skaits) dati tika izmantoti, lai: analizétu
Latvijas iedzivotaju skaita dabiska pieauguma raditajus laikposma no 2005. [idz 2015. gadam;
aprékinatu Latvijas iedzivotaju skaita absoliito picaugumu laika no 2005. lidz 2015. gadam;
aprékinatu pieauguma koeficientu, Latvijas iedzivotaju skaita pieauguma raditaju laika no
2005. [idz 2015. gadam. Analizei “d” grupa (attiecibu sisteéma un savstarpgja ietekme starp Latvija
studgjoso arvalstu studentu skaitu un $1 raditaja ietekmi uz valsts IKP) tika izmantoti dati par
studentu skaitu Latvijas augstakas izglitibas iestadés no 2004./2005. Iidz 2016./2017. macibu
gadam, finans€juma apmeérs no Latvijas IKP 2002. — 2015. gada, arvalstu studentu pienesums
Latvijas IKP laikposma no 2004. Iidz 2015. gadam. Analizei “e” grupa (starptautisko studentu
valstspiederiba un So studentu izv€letas augstskolas) tika izmantoti dati par starptautisko studentu
skaitu un vinu valstspiederibu par laikposmu no 2012. lidz 2016. gadam.

P&tijuma norises laika katra statistikas datu salidzinasanas posma tika pamatota saikne starp
dzimstibas raditajiem 2013. gada un potencialo viet§jo paterétaju, proti, potencialo Latvijas
augstskolu studentu trikumu 2015. un 2017. gada. legiitie rezultati liecina par arvalstu studentu
skaita pieaugumu 2017. gada.

AizstaveSanai izvirzitas tezes:
1. Izanaliz&jot marketinga pasakumu kompleksu izstrades teorijas un So kompleksu
izmantoSanas meérkus, autore pieradija, ka ar septinu “C” marketinga pasakumu kompleksu
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(klients, prece, ertiba/izdevigums, klimats/gaisotne, sazina, konkurenti, izmaksas jeb anglu val. —
Customer, Commodity, Convinience, Climate, Communication, Competitors, Cost) iespéjams
uzlabot arvalstu studentu integraciju valsti, kura tie stude.

3. Izglitibas, tas rakstura, funkciju un sistémas analize, ka ar1 likumdoSanas un tiesibu bazes
Latvija analize nosaka piedavata integracijas produkta istenoSanas iesp&ju, balstoties uz sist€mas
mijiedarbibas p&tijumiem.

4. Vienota programma arvalstu studentu integracijai marketinga kompleksa septinu "C"
arvalstu studentu integracijas modela ietvaros veicinas arvalstu studentu skaita pieaugumu Latvija.

Pétijuma rezultatu izvertéjums

Promocijas darba teorétiskas un praktiskas dalas saturs ir izmantots zinatnisko rakstu
publikacijas, ka arT lastjumos starptautiskas konferences un praktiskos seminaros.

Disertacijas uzbtivi noteica pétijuma mérkis, uzdevumi un logika. Promocijas darba ietilpst:
tabulu saraksts, att€lu saraksts (p&tfjjuma uzskates materiali), ievads, tris nodalas, secinajumi un
priekSlikumi, izmantoto uzzinas avotu saraksts, pielikumi.

Promocijas darba uzbiave

levada ir sniegts pamatojums diplomdarba ietvaros veikta pétijuma temata aktualitatei.
Promocijas darba ir izvirzitas hipotézes un noteikts petijuma mérkis un uzdevumi, ta priekSmets
un objekts, zinatniskais jauninajums un praktiskd nozime, ka ar1 izmantotas literatliras, uzzinu
avotu un izmantoto zinatnisko metozu saraksti.

Pirmaja nodala autore analiz€ teorétiskos un metodiskos pamatus un to patnibas saistiba ar
arvalstu studentu integraciju valsti, kura tie stud€, marketinga pasakumu kompleksus un to veidus,
marketinga pasakumu kompleksus izglitibas nozarg, ka art marketingu izglitiba.

Otraja nodala autore sniedz izverstu analizi par izglitibas funkcijam, ka ar1 ir apzinajusi
Latvija speka esoso tiesisko un juridisko bazi. Saskana ar autores izstradato sistému autore ir
noteikusi attiecibas un ietekmi starp: dzimstibas raditajiem un studentu skaitu, kuri ir iestajusies
augstakas izglitibas iestades (augstskolas); iedzivotaju skaitu un izglitibas tirgu; iedzivotaju skaita
dabiska picauguma raditajiem Latvija un augstakas izglitibas iestades (augstskolas) iestajusos
studentu skaitu; augstskolu skaitu un studentu apmierinatibu ar integracijas procesu Latvijas
izglitibas sistéma. ST sistéma apstiprina diplomdarba temata, proti, starptautiskaja mobilitate
iesaistTto arvalstu studentu integracija, izp&tes nepiecieSamibu un aktualitati.

TreSaja nodald autore apraksta marketinga septinu “C” pasakumu kompleksa modeli, kura
elementi tika sakartoti saskana ar secibas un prioritasu sarakstu. Veiktajos marketinga petijjumos
pétnieki par galveno elementu ir noteikusi klientu (Customer). Katra nakama elementa apraksts
tika sagatavots, balstoties uz iepriek§€jo posmu meérku kopuma risinajumu, ka rezultata tika
izstradats otrais “C”, proti, lidzsvarota prece (Commodity), péc tam ka treSo “C” (Ertiba,
Convinience) autore defin€ja patérina preces jédzienu, savukart ta ieks$€jas vides novertejums
noteica ceturto “C”, proti, gaisotni/klimatu (Climate). Piekto “C” (sazina, Communication) autore
ierosindja ka integracijas modela veicinasanas sisteému; ka “sesto C” (konkurenti, Competitors)
autore veica konkurentu analizi, sagatavojot integracijas modela konkur&tspgjas aprékinu;
aprakstot “septito C” (izmaksas, Cost), autore aprékinaja integracijas modela izstrades izmaksas,
pamatojoties uz studentu integracijas kompleksa ievieSanu. Jauna pieeja marketinga pasakumu
kompleksam atrisina integracijas jautajumu, izmantojot septinu “C” marketinga pasakumu
kompleksu.

Disertacijas nobeiguma autore ir izklastfjusi savus secinajumus un priekSlikumu
Promocijas darba ir 223 lappuses, neskaitot pielikumus, 86 tabulas, 76 atteli un 10 pielikumi.
Diplomdarba sagatavoSana autore izmantoja 184 bibliografiskos avotus.
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1. Promocijas darba par marketingu integracija teoretiska dala

Nodala sastav no 4 apaksnodalam, 51 lappuses, 5 attéliem, 4 tabulam.

Promocijas darba pétita téma — arvalstu studentu integracija — ir jauna p&tjjumu téma. Tas ir
ass politisko debasu temats gan Latvija, gan citas Eiropas valstis, tas piesaista lielu mediju
uzmanibu, bet interese ir vairak vispariga neka zinatniska. Zinatniskaja literatiira §1téma joprojam
ir parstavéta diezgan reti.

Saskana ar Britu Padomes oficialo zinojumu par arvalstu studentu integraciju visu studentu
integracija ir elementars faktors, paplaSinot internacionalizacijas jédzienu, ne vien studentu tiliteju
rezultatu sasniegSana, vispar&ja izglitibas un kultiiras izpratn€, bet ar1 ilgtermina ieguvums
individiem un institficijam.!

Saskana ar avota Marriam Webster definiciju integracija ir darbiba vai process, vai posms,
kas koordiné mentala procesa ieklauSanos normala, efektiva personiba vai vidé.? Eso$a pétijuma
autore ir parliecinata, ka §1 — Marriam Webster piedavata — definicija var bit pielietojama
integracijas koncepcija izglitibas un marketinga joma.

Margaret Rouse salidzina integraciju ar darbibu, kura apvieno nelielus komponentus vienota
sistema, kas funkciong ka viens vesels®. Tomér §Tintegracijas definicija attieciba uz izglitibas jomu
nav viegli parbaudama, jo arvalstu studenti ir sabiedriba, kas sastav no dazadam nacionalitatém un
mentalitatém, un tas padara sarezgitu to integraciju vienota elementa.

Stig Thogersen un Bin Wu publikacija tiek izskatita arvalstu studentu integracijas probléma
vairak augstakas izglitibas globalizacijas konteksta neka marketinga konteksta.*

Dammian Gallaher un Audrey Gilmor zinatniskaja pétjuma tiek apliikoti integracijas
socialie aspekti — socialaja integracija ietvertas aktivitates un pieredzes, kas palidz studentiem
ieklauties un pielagoties augstskolu socialajai videi un veicina to psihosocialo attistibu un
integraciju augstakas izglitibas sisttma HEIL>

Rienties Bart, Luchoomun Dharma, Tempelaar Dirk pienem, ka arvalstu studenti
akadémiski un sociali integréjas magistrantiiras studiju programma. Vinu p&tijums demonstre, ka
akadémiskas un socialas integracijas reitingi rietumeiropieSu un viet§jo studentu starpa ir
salidzinami.®

Integracijas problémas aktualitate Sobrid varétu bt izskaidrojama ar migracijas procesu
saasinaSanos. Nekontrolgjama migrantu plisma no treSas pasaules valstim politiskas spriedzes,
ekonomisku un socialu apstaklu del — cilvéki mekle mierigakus dzives apstaklus nodrosinatajas
un ekonomiski attistitajas valstis. Tas rada dazadus spriedumus un pien€mumus gan kopuma, gan
atseviSkos gadijumos, ka, piemeram, starptautiskaja konferencé — Migracijas izaicinajumi
Centralaja un Austrumu, Dienvidaustrumu Eiropa: politiskie risindjumi, veidojot spécigu un brivu
Eiropu, kur tika minéts, ka migracijas process notiek un turpinasies vél ilgu laiku. Neskatoties uz
faktu, ka migracijas témai nav neka kopiga ar doto p&tijumu, autore ir parliecinata par to, ka

1Integration of international students, British Council, September 2014, URL:
https://www.britishcouncil.org/sites/default/files/oth-integration-report-september-14.pdf

2 Marriam Webster, encyclopaedia Britannica, URL: http://www.merriam-webster.com/dictionary/integration.

3 Techtarget, posted by Margaret Rouse, URL:
http://searchcrm.techtarget.com/definition/integrationhttp://searchcrm.techtarget.com/definition/integration [skatits:
12.01.2015.].

4 Stig Thegersen and Bin Wu, Chinese Overseas Students’ Integration and Engagement in Host Societies, Journal of
Chinese Overseas, Volume 12, Issue 1, pages 3 —13, 2016, ISSN: 1793-0391, URL:
http://booksandjournals.brillonline.com/content/journals/10.1163/17932548-12341314 [skatits: 12.01.2015.].

5 Damian Gallagher* and Audrey Gilmore, Social integration and the role of student societies in higher education:

an exploratory study in the UK, International Journal of Non profit and Voluntary Sector Marketing, Int. J.
Nonprofit Volunt. Sect. Mark. 18: 275-286 (2013), DOI: 10.1002/nvsm.1472.

¢ Rienties Bart, Luchoomun Dharma, Tempelaar Dirk, Academic and social integration of Master students: a cross-
institutional comparison between Dutch and international students, Innovations in Education & Teaching
International, Mar2014, Vol. 51 Issue 2, p130—141. 12p. 2 Charts.
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migracijas process ta vai citadi, iesp&jams, netiesi, varétu ietekm& dota petijjuma rezultatu
izmantoSanu.

Autore pétijuma priekSplana izvirza izaicinoSu uzdevumu — risinat studentu integracijas
problému, kura Iidz Sim ir skarta vairak teor@tiski neka praktiski, kas var€tu tikt skaidrots,
iesp€jams, ar nepiecieSamas pieredzes trilkumu pasaules sabiedriba kopuma.

Sarezgitiba ir arT tai fakta, ka integracijas t€ma pétnieciskaja darba ir saistita ar izglitibas
jomu, tacu autores parlieciba ir, ka risinajums mekl&jams marketinga joma. Tadejadi dota petijuma
pamatvirzieni ir: a) analizet arvalstu studentu integracijas teorétiskos aspektus un marketinga lomu
studentu integracijas starptautiskajos akadémiskajos pasakumos problémas risinasana; b) pétit
akadémiskas mobilitates fenomenu augstakas izglitibas sistéma Latvija; c¢) pamatot integracijas
procesu, balstoties uz marketinga mehanismiem; d) izteikt rekomendacijas integracijas procesa
uzlaboSanai, pamatojoties uz jaunu marketinga kompleksu, ar specifisku risinajumu katram
ievieSamajam elementam un specifiskiem piemériem to ievieSanai. Tas ir §1s problémas petijuma
pamatojums.

Arvalstu studentu integracija tiek pétita, galvenokart izmantojot miisdienu socialas un
humanitaras pétniecibas metodologiju un $o tému apliikojot no starpkultiiru izglitibas un pasaules
vispargjas izglitibas pétijumu perspektivas. Bet $aja integracijas problémas pétijuma dazadu
zinatnisko viedoklu salidzino$a analize tiek pamatota un prezentéta, saistot integraciju ar
marketingu. Petfjuma rezultatos tiek atklata marketinga klatbutne integracija saistiba ar
uznémeéjdarbibas aktivitatem.

Ar uznémgjdarbibas aktivitatem saistitas problémas, pamatojoties uz integracijas
marketingu, skatitas tadu Latvijas p&tnieku darbos ka Batraga A., Dmitrijeva K.7, un tadu arvalstu
pétnieku ka Gerken G.%, Kopelman R., Rovenpor J., Allport R.°, Joyner M.'°. Meffert, H.!!, Meyer,
A2, Pankaj M. Madhani’3, Sinkovics, Rudolf R.'¥, Rouziés, Dominique’’, Carpano, Claudio'’,
Wierenga, Berend!’, Haney, Lewis H.'®, James Randall, E.'°, H.G. Hamilton’’ u.c. pétnieku
veiktos pétijumos. So autoru veiktas izpétes par specifiskiem jautdjumiem tiesi vai netiesi saistitas
ar integracijas marketinga noteiktu elementu pielietoSanu uznéméjdarbiba. Augstakminétie autori

7 Batraga A., Dmitrijeva K., Non-Traditional Marketing Integration into Marketing Communications//International
Conference “Current Issues in Management of Business and Society Development — 2011°; Riga, Latvia, May 5-
7,2011. Conference Proceedings, University of Latvia, 2011, 90 p.pp.28-37.

8 Gerken, G. Die moderne Marke wird zum Fraktal, in: Horizont, Nr. 15, 1994; Gerken, G.: Abschied vom Marketing.
Diisseldorf, Wien, New York, 1990.

° Kopelman, R., Rovenpor J., Allport R., Study of values, New York, 2002.

10 Joyner M., Integration Marketing: How Small Businesses Become Big Businesses? and Big Businesses Become
Empires, John Willey&sons, inc., Hoboken, New Jersey, 2009.

1 Meffert, H.: Internationales Marketing-Management, 2. Aufl., Stuttgart, Bln, Kéln: Kohlhammer, 1994.

12 Meyer, A.: Integriertes Marketing: Abschied vom Marketing-Mix und Ressort- denken. in: absatzwirtschaft, Heft
9, 1994, S. 94-101 / Heft 10, 1994, S.102-106

13 Pankaj M. Madhani, Sales and Marketing: Integration, SCMS Journal of Indian Management. Apr-Jun2015, Vol.
12 Issue 2, p. 17-28. 12p.

14 Sinkovics, Rudolf R., Antecedents of marketing integration in cross-border mergers and acquisitions, International
Marketing Review. 2015, Vol. 32 Issue 1, p. 2-28. 28p.

15 Rouziés, Dominique. Does marketing and sales integration always pay off? Evidence from a social capital
perspective, Journal of the Academy of Marketing Science. Sep2014, Vol. 42 Issue 5, p. 511-527. 17p.; SALES AND
MARKETING INTEGRATION: A PROPOSED FRAMEWORK, Journal of Personal Selling & Sales Management.
Spring2005, Vol. 25 Issue 2, p. 113—122. 10 p. 2 Diagrams, 1 Chart.

16 Carpano, Claudio, Performance Implications of International Product Strategies and the Integration of Marketing
Activities, Journal of International Marketing. 1995, Vol. 3 Issue 1, p. 9-27. 19 p.

17 Wierenga, Berend, The Integration of Marketing Problem-Solving Modes and Marketing Management Support
Systems, Journal of Marketing. Jul97, Vol. 61 Issue 3, p. 21-37. 17p. 3 Diagrams, 1 Chart.

¥ Haney, Lewis H., INTEGRATION IN MARKETING, American Economic Review. Sep20, Vol. 10 Issue 3, p.
528-545. 18 p.

19 James Randall, E., A NEW WELTANSCHAUUNG: AN INTEGRATION OF MARKETING THEORY AND
PRACTICE, Journal of Marketing Theory & Practice. Fall92, Vol. 1 Issue 1, p1. 8 p. 1 Diagram, 1 Chart.

20 H. G. Hamilton, Integration of Marketing and Production Services by Florida Associations, Am. J. Agr. Econ., May
1947; 29: 495-505.
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petljumos pieversusi uzmanibu raksturigdm ipasibam un specifiskiem aspektiem personigaja
marketinga, uznéméjdarbibas vides aspektiem un, veidojot partnerattiecibas.

Tika pieSkirts arT pasaules patents Sheng Li No. 201210258646, CPC Klasifikatora kods:
Y04S 10/60 20130101 LA20140122BHEP; Y04S 10/54 20130101 LA20140703BHEP, on
Distribution production and marketing business integration system, Jul 25, 2012.2" Sis fakts ir
pieradijums, ka dazi no attistitakajiem jaunajiem modeliem marketinga ir konteksta ar integracijas
marketingu. Tomer, neskatoties uz Sheng Li modela dizaina atbilstibu, §1 p&tijuma autore to nevar
pielietot izglitibas joma.

IzverSot zinatniskaja darba pétamo jautajumu, driz vien kluva skaidrs, ka pasreiz€ja attistibas
stadija Latvijas marketinga zinatn€ nav p&tjjumu, kas tiesi petitu integracijas marketingu, kaut vai
dalgji atbilstu te izmantotam tehnologijam, un kura visi komponenti biitu cits ar citu saistiti.

Marketinga saistiba ar arvalstu studentu integraciju un uzsvars uz integracijas marketingu
pamatoja nepieciesamibu veikt pétfjumu par marketinga un tirgus attistbu. Sis skatapunkts
pamatots ar faktu, ka arvalstu studentu integracijas process ir izglitibas pakalpojumu tirgus
attistibas un marketinga attiecibu rezultats. Lidz ar to tiek uzskatits, ka ir biitiski izp&tit marketinga
attistibu tirgus apstaklos.

Dazi pétnieki, tai skaita Kopelman R.?’, NICOLAU, Ana-Irina, Adina MUSETESCU?, A.
Coskun Samli, Wladyslaw Jermakowicz**, paplasina marketinga attistibas stadijas. ST ir piecja,
kuru atbalsta Gerken, kur§ apstrid to, ka marketinga attistiba var tikt sadalita tikai 4 posmos.
Vienlaikus Kotler P., Kartajaya, H., un Setiawn, I. skaidro nepiecieSamibu dalit marketinga
attisttbu posmos? %%, bet Wilkie, W., un Moore, E., apraksta katra posma prieksrocibas.

I. Atklaj macibu priekimetu:1900-1920 (pirmaja studiju kursa bija fraze "marketings"
nosaukuma, piem., ar uzsvaru uz marketingu ka izplatiSanu, un méginajumi definét marketinga
aktivitates no ekonomiska viedokla). 11. Apgiist macibu prieksmeta pamatus: 1920-1950 (nosaka
marketinga principus, pieméram, pamatojot marketinga infrastruktiras veidoSanu - AMA,
Zurnals par mazumtirdzniecibu un Marketinga Véstnesis). 1Il. Maina paradigmu: 1950-1980
(intensivs attistibas periods marketinga ASV — marketings tiek izvertéts un apvienots ar citam
disciplinam, pieméram, ekonomiku, vadibu. Marketings tiek pétits no divam perspektivam —
vadibas un patérétaju uzvedibas). IV. Marketinga pardefinésana:
no 1980. lidz Sim bridim (jaunas ekonomikas problémas, tieSi ietekm&jot marketingu:
globalizacija, parveide, u.c. Paradas akadémiskais spiediens, pieme&ram, "publicét vai mirt" —
specializacija sak specigi attistit jomu).?’

Ar1 Latvija vérSas plaSuma pétTjumi marketinga joma, kurus veic V. Praude?®, B. Rivza u.c.
Kopuma §1 pétijjuma autore secinajusi, ka Valerijs Praude ir vadoSais pétnieks marketinga
zinatnisko pétijjumu joma Latvija. Vinam ir daudz publikaciju par So t€mu, tai skaita marketinga
izglitiba. Tomér vin$ nav stradajis pie studentu integracijas t€mas. Latvija B. Rivza veikusi
petijumu par studentu akadémisko mobilitati.

2! World patent warehouse, KEEREFREN R F=AURERA TRZA W] 12209, URL:
http://pdf.patentwarehouse.com/Pdf.aspx?country=CN&number=102800033&kind=A [skatits: 19.01.2016]

22 Kopelman, R., Rovenpor J., Allport R., Study of values, New York, 2002.

2 NICOLAU, Ana-Irina, STAGES IN THE EVOLUTION OF MARKETING AS A DISCIPLINE, Knowledge
Horizons / Orizonturi ale Cunoasterii. 2014, Vol. 6 Issue 2, p.166—-169. 4 p.

2 turpat.

24 A. Coskun Samli, Wladyslaw Jermakowicz, The Stages of Marketing Evolution in East EURpean Countries,
EURpean Journal of Marketing, EURpean Journal of Marketing, Vol. 17 1Iss 2 pp. 26—
33, URL: http://www.emeraldinsight.com/doi/abs/10.1108/EUMO0000000004809 [skatits: 12.01.2016]

2 turpat.

26 Kotler, P., Kartajaya, H., & Setiawan, 1. (2010). Marketing 3.0. De la produs, la consumator si la spiritul uman.
Bucuresti: Editura Publica.

27 Wilkie, W., & Moore, E. (2006). Macromarketing as a Pillar of Marketing Thought. Journal of Macromarketing,
26/2,224-232.

28 Valérijs Praude, Marketings. Teorija un prakse I, Burtene SIA, 2011, p. 528.
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Dazadu mérku un tendencu padzilinata analize, pieredze un rezultatu apkopojums ir tiesi
laika, jo augstaka izglitiba ir strauji globaliz&josa joma..?’

Marketingu konteksta ar izglitibu p&tijusi arT A. Batraga,*® S. Buka,! R. Garleja*?, B. Sloka??
un J. Salkovska®. Savos pétijumos §ie autori norada uz nepiecieSamibu attistit marketingu
izglitibas joma ar1 Latvija, kas ir vél viens pieradijums $1 pétijuma t€mas nozimigumam un
noderigumam.

Marketinga attistibas pétijumi 1990. gadu beigas samazinas. Tolaik valdosa dinamika un
dabigas izmainas ietekmé galvenos nosacijumus marketinga aktivitaSu istenoSanai valstis ar
attistitam tirgus attiecibam, un, p&c autores domam, tas ir svarigi, lai noteiktu integrdcijas procesa
idejas izglitibas tirgii pamatu, t.i., p€tamas t€mas pamatu.

1.1. Marketinga kompleksa mainigie — stratégiskas marketinga plano$anas jautajums

Ja izskata visus aprakstitos modelus ka marketinga koncepcijas istenoSanas instrumentus,
tad ir nepiecieSams izsekot katra modela atbilstibu, kura tiek dévéta par marketinga koncepciju,
lai noteiktu, kada vizija ir raksturiga katram no modeliem?®. Turklat jauzsver, ka dazkart uz $o
jautajumu nav pilnigi skaidras atbildes; daudzi modeli parklajas vairakas marketinga koncepcijas,
kas apliecina to augstas universalas Ipasibas (1.1. tabula).

1.1. tabula
Attiecibu matrica “marketinga jédziens — marketinga modelis”>¢
Marketinga jedzieni
Modeli tradicionals prece produktivs i socialetisks | attiecibas
pardosSanas
4P + + + + +
7P + + + + +
SP + =+ + +
4C + + + + +
7C + + +
41 + +

¥ Rivza, B., Teichler, U. The changing role of student mobility Higher Education Policy 20 (4), 2007, pp.
457-475, indexed in the data-base SCOPUS.

30 Batraga Anda, Shalkovska Elena. The problem of Latvian interpretation of the term "marketing” in education and
globalization context. Bibliogr. / (Section "Market research and marketing in company and region stategic
development"). // International Conference "Current Issues in Management of Business and Society Development -
2009", May 7-9, 2009, Riga: conference proceedings / conference is organised by University of Latvia in cooperation
with Investment and Development Agency of Latvia ... [et al.]. Riga: University of Latvia, 2011. P. 253-261: diagr.,
tab.

31 Stanislavs Buka, The marketing strategy of export of higher education, ICEMB Conference, Procedia Economics
and Finace, Available online at www.conference-gate.com

32 Izglitibas produktu marketings = Education product marketing / Rasma Garleja. — Literatiira: 103 Ipp. — Kopsav.
anglu val.: 103.—104.1pp. // Ekonomika, 4 = Economics, 4 / Latvijas Universitate. — (Latvijas Universitates raksti =
Acta Universitatis Latviensis; 689. sg].). — Riga: Latvijas Universitates Akad@miskais apgads, 2005. — 94-104. lpp.:
att. — Pieejama arT elektroniska versija: URL: http://www.lu.lv/materiali/apgads/raksti/689.pdf#page=94

33 Sloka Biruta, Sarkane Glorija, Factors Influencing the Choice of Higher Education Establishment for Marketing
Strategies of Higher Education, Economics & Business. 2015, Vol. 27, p. 76-80.

3 Praude Valérijs, Shalkovska Elena. The marketing research in the conditions of economic globalization. Scientific
volume of the 9th International Scientific Conference “Management Horizons Visions and Challenges”. — Kaunas:
Vytautas Magnus University, 2007, p. 275-287.

3 Komispos M. JI. KoMIuiekc MapKETHHIra: MOMBITKA KPUTHYECKOro aHaiu3a. COBPEMEHHbBIE MCCIIEI0BAHMUS
COIIHAIBHBIX MTPOOJIEM (3JICKTPOHHBIN HAYYHBIH KypHa), Ned (12), 2012. http://www.sisp.nkras.ru/

36 JIpmmaun JI.U. OnTuMu3anus KOMMEPUYECKOU JeSTeNbHOCTH (PUPMBI TIOCPEICTBOM COBMELIEHHSI MAPKETHHIOBBIX
moneneit ynpasieaus. BECTHUK OI'Y Ne8 (127)/aBryct 201 1. http://vestnik.osu.ru/2011_8/10.pdf
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41* +
4S + + +
7S + +
4E + + +
5E + + +
2C + + +
4L + +

No tabulas 1.1. var saskatit divas pretgji virzitas tendences. No vienas puses, marketinga
attistiSana noved pie marketinga modelu universaluma reducéSanas. No otras puses, autore
nekludas uzsverot, ka gandriz visi modeli tiek izmantoti marketinga koncepciju ietvaros, kas
pierada pieaugo$o personibas lomas ietekmi marketinga®’.

1.2. Akadémiska mobilitate ka dala no izglitibas eksporta

Pastav vairakas akad@miskas mobilitates definicijas. Vairaki eksperti starptautiskas
izglitibas joma saprot akadémisko mobilitati ka laika periodu, kuru arvalstu students pavada,
studgjot valsti, kura vin$ nav rezidents. Sis periods ir ierobezots laika, un tas arl nozimée, ka
students atgriezas valsti, kura ir vina dzivesvieta vai pilsoniba, kad vina studijas vai p&tjjums
uznemos$aja valsti ir pabeigts. Termins "akadémiska mobilitate"® nav vienads ar migracijas
procesu no vienas valsts uz otru.

Saskana ar dazadiem avotiem akad@miska mobilitate ir nozimigs intelektuala potenciala
pastavéSanas veids, atspogulojot ieksS€jas vajadzibas un kustibu Saja vide, tas socialas,
ekonomiskas, kultiiras un politiskas attiecibas un mijiedarbibu. Akadémiska mobilitate ir iesp&ja
veidot paSam savu macibu trajektoriju®.

Citiem vardiem, akadémiska mobilitate nozimé, ka studentam vai personai, kura v€las klat
par studentu, ir iesp&ja izveleties izglitibas iestades, macibu kursus, akadémiskas disciplinas u.tml
.atbilstigi savam tieksmém un vélmeém, ka arT atbilstigi izglitibas standartiem.

Akadémiska mobilitate ir viens no svarigakajiem aspektiem integracijas procesa, kas
apvieno augstskolas, zinatnpu sistémas un starptautisko izglitibu. Augstskolu akadeémiskas
mobilitates starptautiska sadarbiba nevar tikt saSaurinata atkariba no darbibam, tehnologijam un
mehanismiem, kas saistiti tikai ar apmainas studentiem no dazadam valstim. Eksperti norada, ka
patiesiba akadémiska mobilitate ietver sarezgitus un daudzveidigus procesus, intelektualo
attistibu, apmainoties ar zinatnisko un kulttiras potencialu, resursiem, studgjoSajiem un macibu
tehnologijam.*°

Dosanas uz arzemém izglitibas noliika nav jauns fenomens. DaZas valstis tam ir vésturiskas
saknes. Vienlaikus Tpasa uzmaniba butu japievérs geopolitiskajiem faktoriem, kas ietekmé
akadeémiskas mobilitates attistibu dazadas valstis.

Akadémiska mobilitate studentiem ir arkartigi nozimiga personigaja un profesionalaja
attistiba, jo katrs dalibnieks saskaras ar nepiecieSamibu risinat dzives situacijas, analizét tas no
vinu pasu perspektivas un “sveSo” kulttiras. Tas attista noteiktas ipaSibas, pieméram, personas
sp&ju izveleties mijiedarbibu veidu ar apkarteéjo pasauli; domat salidzino$a perspektiva; attista
starpkultiru komunikacijas sp&jas; spéju atzit, ka trikst zinaSanu, kas nostiprina motivaciju
macities; sp&ja mainit pasuztveri, savas valsts uztveri ar starpkultiru perspektivu; attistit izpratni
par citam kultGram, to darot nepastarpinati.

37 Kamyxcknii M. Konnenmust «4P» 1 miiaHupoBaHue MApKETHHTA
http://www_.elitarium.ru/2012/05/24/koncepcija_4p planirovanie marketinga.html [skatits: 13.04.2015.].

38 Decce Welle (cm.1.04.2012) - http://www.dw.de/dw/article/0,,5127859,00.html [skatits: 01.04.2015.].

39 Sunkas A. A. IV MexyHapoaHas cTyjieHdecKas 3JIeKTpOHHas HaydHas KoHpepeHius, «CTyeHueCKnii HaydHbIi
hopym», AkageMudeckas MOOHIBHOCTh CTYICHTOB, P.2.

40 Kypryszosa E.J. Axanemuueckas MOOWIBHOCTh Ha pPbIHKE oOpasoBarenbHbIX yciuyr, Caukt-TleTepOyprekuii
TOCY/IapCTBEHHBIN YHUBEPCUTET HU3KOTEMITEPATYPHBIX M MTHUIIEBBIX TEXHOJIOTUH, p. 34.
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Misdienas migracija akadémiski orientétiem jaunieSiem ir kluvusi par centralo iezimi
globalas augstakas izglitibas sisttma. Akadémiskas mobilitates kvantitativie raditaji ir loti
iespaidigi: pedgjos Cetrdesmit gados studentu skaita pieaugums, kas macas arzemes, ir parsniedzis
augstakas izglitibas paplasinasanas kopgjo likmi !,

Pamatojoties uz visu iepriek§ min&to, autore uzskata par nepiecieSamu sniegt skaidrojumu
par terminu “akadémiska mobilitate’’, lai iepazistinatu ar ta saturu, piedavatu jaunus akadémiskas
mobilitates veidus un noteiktu to struktiiru (skat. 1.1. att.).

—_—
ieprogrammeta
akademiska
mobilitate

. —
Ieksgja
akadémiska
mobilitate

spontana
akadémiska
mobilitate

- planota
akadémiska
mobilitate

Akadémiska
mobilitate ' )
ieprogrammeta
akadémiska
mobilitate

——————— o
Starptautiska

akad@miska

mobilitate

spontana
akad@miska
mobilitate

planota
akadémiska
mobilitate

1.1. attels. Akademiskas mobilitates veidi un to iedarbiba (autora izveidots).

Akadeémiska mobilitate ir studentu un/vai pasniedz&ju un pé€tnieku kustiba, lai izpétitu,
macitu vai veiktu petijumus kada cita augstskola (valsti vai arzemés) par konkr&tu macibu periodu,
ar obligato iegiito kreditpunktu parnesi izglitibas programmam savas universitaté€s vai studiju
turpinasanai cita augstskola*?.

Starptautiskda akadémiska mobilitate ir studentu apmaciba un darbs akadémiskajam
personalam un citu augstakas izglitibas iestazu (AIl ) personalam.*

Neraugoties uz termina aréja akademiska mobilitate** pastavesanu, nav skaidri akademiskas
mobilitates iedalfjuma veidi. Saja sakara autore iesaka: pirmkart, paplasinat terminologiju un
ieklaut terminu starptautiska mobilitdte, ar kuru saprot starptautisko (arvalstu) studentu mobilitati
un macibspeku mobilitati; otrkart, akademiska mobilitate, ka ar1 starptautiska akadémiska
mobilitate un iekséja akadémiskda mobilitate ka akadémiskas mobilitates veidi; treSkart, lai
raksturotu starptautisko akadémisko mobilitati, tai jasakrit ar struktiiru un ieksejas akadémiskas
mobilitates veida iezim&m.

Tadgjadi starptautiskas akadémiskas mobilitates jédziens nozimé izglitot studentus, taja
skaita magistrantiiras studentus, arvalstu izglitibas iestadés, ka ari akadémiska personala

4! Golubkova T., Golubkova K. (Kalinina), ,,Marketing — Management as a solution of the problem of the integration
of the foreign students in Latvia” — 27 page, Modern Research of Social Problems, No 9 (29), 2013 (electronic
scientific journal) - DOI: 10.12731/2218-7405-2013-9-6, 2013.

42 Kazakh university of economy, finances and international trade, the article "Academic mobility", URL:
http://www.kuef.kz/ru/about/cooperation/mobility/ [skatits: 28.04.2015.].

+ turpat.

4 turpat.
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akadémisko un pétniecisko darbu arvalstu izglitibas un zinatniskajas iestades, arpus rezidences
valsts.

Starptautiska akadémiska mobilitate ir mobilitates veids, kas ir saistits ar planoto
akadeémisko mobilitati, spontano akadémisko mobilitati un akadémisko mobilitati akadémiskas
apmainas programmas studentiem un pasniedzgjiem (Erasmus Mundus, Erasmus + un citi).

Talak skaidrojums par katru starptautiskas akadémiskas mobilitates veidu.

Planota akadeémiska mobilitate ir pastavigas dzivesvietas valsts maina, lai studétu
augstskola, jo nav pieejama (vai citi iemesli) nepiecieSama All pastavigas dzivesvietas valsti.

Spontana mobilitate ir parvietoSanas uz citu valsti ar mérki studét augstskola, jo izvéletas
augstskolas valsti pastaviga dzivesvieta tika liegta, un / vai ir radusas citas negaiditas arkartas
situacijas.

Akadeémiska aktivitate studentu un pasniedz€ju apmainas programmas var tikt istenota tadas
programmas ka Erasmus Mundus, Erasmus + un citas. Jauzsver, ka akad@miska mobilitate ir
iesp€jama gan formalas, gan neformalas izglitibas jomas.

Ieksejas akadémiskas mobilitates koncepcija saistita ar studentu un absolventu apmacibu
pastavigas dzivesvietas valsts ietvaros — no vienas All kada cita, tapat akadeémiskie speki un
pétnieki 1steno mobilitati viet€jo izglitibas un zinatnisko institliciju robezas. Autore $aja sakara
uzskata par nepiecieSamu izstradat virkni jaunu zinatnisku koncepciju, pieméram, ieksg€jo
akadémisko mobilitati klasificét ka tipu péc analogijas ar starptautisko akadémisko mobilitati, péc
tam izdalot planoto akade@misko mobilitati, spontano akademisko mobilitati un akad@misko
mobilitati apmainas programmu ietvaros. leprogramméta akadémiska mobilitate nozime istenot
mobilitates aktivitates augstskolas programmas ietvaros taja pasa valsti.

Spontana akadémiska mobilitate rodas ka rezultats augstskolas slégSanai vai neparedz&tiem
arkartas gadijumiem taja pasa regiona / valsti.

Planota akadémiska mobilitate notiek, ja nepiecieSama All nepastav dzivesvietas valsti.

1.3. Marketinga kompleksa piemérosana arvalstu studentu integracijai izglitibas nozare

Pirms analiz&t marketinga kompleksa piemérosanu izglitibas nozarei, ir nepiecieSams veikt
retrospektivo analizi.

Marketinga komplekss ir célies no viena “P” (cena) mikroekonomikas teorija (Chong*®).
McCarthy*" piedavaja jédzienu "marketinga komplekss", ko biezi dévé par "4P", ka lidzekli,
piemérojot marketinga planoSanas praksi (Bennett *%). Marketinga komplekss nav zinatniska
teorija, bet gan tikai konceptuala sistéma, kas identificé galvenos elementus, kuri vaditajiem ir
janem veéra, konfigurgjot savu piedavajumu, lai tas atbilstu paterétaju vajadzibam. Lidzekli var tikt
izmantoti, lai izstradatu gan ilgtermina stratégijas, gan Tstermina taktiskas programmas (Palmer®’).
Marketinga kompleksa ideja lidzinas tortes miklas jaukSanai. Maiznieks mainis sastavdalu
proporciju atkariba no konditorejas izstradajuma veida. L1idzigi var mainit marketinga kompleksa
proporcijas un tadgjadi veidot atSkirtbas produkta (Hodder Izglitiba, n.d*°).

Marketinga kompleksa vadibas paradigma saka domin&t marketinga ideja, izp&te un prakse
(Gronroos '), un ta kluva "ka atskiriga veidotajs" (Van Waterschoot, n.d °?), kops tika ieviesta

45 Global education digest report, Comparing Education Statistics Across the World, UNESCO (2006). Global
Education Digest 2006. Paris: UNESCO. p. 34.

46 Chong, K. W. (2003). The Role of Pricing in Relationship Marketing - A Study of the Singapore Heavy Equipment
Spare Parts Industry, PhD Dissertation, International Graduate School of Management, University of South Australia.
47 McCarthy, E. J. (1964). Basic Marketing, IL: Richard D. Irwin.

48 Bennett, A. R. (1997). The Five Vs - A Buyer’s Perspective of the Marketing Mix. Marketing Intelligence &
Planning, 15 (3), 151-156.

4 Palmer, A. (2004). Introduction to Marketing - Theory and Practice, UK: Oxford University Press.

0 Hodder Education (n.d). Introduction to the Marketing Mix - Pricing. [Online] Available:
http://www.hoddersamplepages.co.uk/pdfs/cceabus6.pdf. [skatits: 28.04.2015.].

51 Gronroos, C. (1994). From Marketing Mix to Relationship Marketing: Towards A Paradigm Shift in Marketing.

52 Van Waterschoot, W. (n.d). Chapter 9: The Marketing Mix as a Creator of Differentiation, Blois: The Oxford
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1940. gada. Kent >3 deve “4P” marketinga kompleksu ka "svéto Cetrotni”,  tirdzniecibas ticibas
(..) rakstitu uz akmens platnes." Marketinga komplekss ir bijis loti ietekmigs, veidojot abus
aspektus — gan marketinga teoriju, gan praksi (Moller>#). Galvenie marketinga kompleksa spécigas
koncepcijas elementi ir: marketings kltst Skietami viegli parvaldams, kas lauj atdalit marketingu
no citam darbibam uzpémuma un delegét marketinga uzdevumus specialistiem; marketinga
kompleksa sastavdalas var mainit uznémuma konkurétspéjas poziciju (Gronroos>). Marketinga
kompleksa koncepcijai ir ar1 divas svarigas priekSrocibas. Pirmkart, tas ir svarigs instruments, lai
redzetu, ka notiek marketinga vaditaja darbs, lielakaja dala jautajumu par noieta priekSrocibam un
konkurences priekSrocibam marketinga komplekss tiek virzits pret konkurentu ieguvumiem.
Otrkart, marketinga komplekss palidz atklat vél vienu dimensiju marketinga vaditaja darba, proti,
visiem vaditajiem ir japieSkir pieejamos resursus starp dazadam, savastarp€ji konkur€joSam
iericém. Tas palidz iedvest marketinga filozofiju biznesa organizacija (Low un Tan>°).

Moller 37 uzsvera arT “4P” marketinga kompleksa struktiiras trikumus, jo tradicionala
marketinga vadibas pilari biezi ir kluvusi par intensivas kritikas mérki. Vairaki kritiki pat noraida
“4P” vispar un piedava alternativas sistémas.

Termins “4P” marketinga kluva plasi pazistams1960. gada. Moto, ka viss sakas ar paterétaja
vajadzibam un prasibam, kluva arvien popularaks. Marketinga zinasanu parvaldiba, svarigu tirgus
segmentu vadiba galvenais uzdevums bija cilvéku vajadzibu un v€lmju izpratne, lidz ar to
piesaistot resursus . Sodien vairak neka jebkad sabiedriba, ipasi lidz ar pieaugoso cilvéku un citu
resursu vaditaju trikumu, identific€ ierobezotos resursus, un ekonomikas zinatne palidz nozarei
noteikt optimalas darbibas jomas, prasmes un zinaSanas ierobezoto resursu efektivakai
izmantoSanai. Marketinga ar1 nepiecieSama resursu apmaina. Marketings ir socials un vadibas
process, kura mérkis ir apmierinat individu un grupu vajadzibas un vélmes, razojot, piegadajot un
apmainot lietderigas preces un veértibu, ko tas sniedz.

Marketings palidz sanemt labvéligas atbildes no lietotaju mérka tirgiem, un tiek izmantoti
dazadi instrumenti. Sis riku komplekts ietver arT marketinga pasakumus.McCarthy klasificgja $os
rikus cCetras lielas grupas, kuras sauc par “4P” marketingu: produktu, cenu, atrasanas vietu,
izplatiSanas, pardosanas veicinasanu. Lémumiem par tirdzniecibu biitu ar1 jaietekmé paterétaji un
gala tirdzniecibas kanali. Tadgjadi vairaki l@muma mainigie marketinga kompleksa prasa ilgu
laiku, un ir maz, ko var mainit istermina. Roberts Latrs izveidojis “4P”, “4C” modeli, kas redzams
1.2. tabula.

1.2. tabula
“4P” un “4C” modelu sastavdalas®®
“4C” klients “4P”
Klienta risinajums Klienta risinajums Produkts (Product) Produkts (Product)
(Customer solution) (Customer solution)
Klienta izmaksas Klienta izmaksas Cena (Price) Cena (Price)
(Customer costs) (Customer coast)

Textbook of Marketing, Instructor's Manual, Oxford University Press. [Online] Available:
http://www.oup.com/uk/orc/bin/9780198775768/freelecturer/manual/imchap09.pdf. [skatits: 29.04.2015.].

33 Kent, R. A. (1986). Faith in the four Ps: An alternative. Journal of Marketing Management, 2, 145-154.

34 Méller, K. (2006). The Marketing Mix Revisited: Towards the 21st Century Marketing by E. Constantinides. Journal
of Marketing Management, 22(3), 439-450.

35 Gronroos, C. (1994). From Marketing Mix to Relationship Marketing: Towards A Paradigm Shift in Marketing.

% Low, S. P. & Tan, M. C. S. (1995). A Convergence of Western Marketing Mix Concepts and Oriental Strategic
Thinking. Marketing Intelligence & Planning, 13(2), 36-46.

37 Méller, K. (2006). The Marketing Mix Revisited: Towards the 21st Century Marketing by E. Constantinides. Journal
of Marketing Management, 22(3), 439—450.

38 Chai Lee Goi, A Review of Marketing Mix: 4Ps or More? International Journal of Marketing studies, Vol. 1., No.
1., May 2009.
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Pelna un klienta Ertiba (Convenience) AtraSanas vietas Vieta (Place)
komforts (Profits and izplatiSana (Location

customer comfort) distribution)

Komunikacija Komunikacija PriekSpardosana Veicinasana
(Communications) (Communication) (Advance sales) (Promotion)

“4C” nem vera klienta vajadzibas un to, lai tas tiktu apmierinatas ar biznesa organizaciju
ekonomiska, erta un efektiva veida. Vienlaikus uznémums strada, nemot veéra arita intereses un
piedavajot konkurétsp&jigu cenu par pakalpojumu vai produktu. Klients sagaida, ka tiks piedavatas
produkta prieksrocibas. Cenai jabiit samérigai ar pirc€ja iespé&jam. Produktam ir jabiit klientiem
pieejamam, iegadajoties to, nevajadz€tu rasties problémam. Potencialajiem pat€rétajiem jabiit
pieejamiem ar1 1paSajiem piedavajumiem. Marketinga kompleksa koncepcija nosaka uznémeéju
organizaciju veiktsp&ju, izmantojot kontrol§jamo mainigo un nekontroléjamo mainigo faktoru
ietekmi uz vidi.

Marketinga kompleksa tradicionalie parvaldibas modeli un dinamiskais tirgus tika ieviests,
pateicoties Andersonam. Teor&tiskie sistémas parametri tika izstradati Kopenhagenas universitate
Eiropa. Sadas metodes tika piedavatas ka vizija par jauniem produktiem no funkcionala un
geografiska viedokla. Tomér tikai dazi no Siem modeliem var&ja saglabat savu izdzivosanu
attieciba pret “4P”.

Borden, N.H. 1950. gada naca klaja ar koncepciju par marketinga kompleksu, kas kluva
pazistama ka “”4P”” koncepcija. McCharty, J. agrinaja perioda 1960. gada>® apvienoja Cetrus
marketinga mainigos, kas kluva zinami ka produkts 60, cena 61, izplatiSana (vieta) un virzisana.

McCharty, J. radija bitiskas izmainas marketinga kompleksa. Tomér originala marketinga
kompleksa “4P” teorija ka pétijuma téma vél arvien saista uzmanibu zinatniskaja literatira. Cetri
marketinga kompleksa elementi atspoguloti 1.3. tabula.

1.3. tabula
Cetru marketinga kompleksa elementu definicija ¢
Produkts Produkts ir fiziskais objekts, kas tiek pardots, kam ir konkrétas 1pasibas,
prieksrocibu kopums, ko var izmantot, lai apmierinatu klientu vajadzibas.
Cena Ietver tadus komponentus ka atlaides, cenrazu cenas, krediti, atmaksas termini

un nosacijumi. Cenas jédziens ietver cenu, produktu vai pakalpojumu, ko
piedava pardoSanai, un nosaka priekSrocibu Iimeni. Cena ir vienigais
elements, kas neietver izmaksas, kas jamaksa klientiem, iegadajoties
produktus, ko tie vélas.

Veicinasana Ietver tadus komponentus ka reklama, personigd pardosSana, pardosanas
veicinaSana, sabiedriskas attiecibas un tiesa tirdznieciba. IzplatiSanas kanali
ir svarigaka probléma, ka organizacija var optimizet saikni starp iek$€jiem un
argjiem kanaliem.

IzplatiSana Ietver tadus komponentus ka izplatiSanas kanali, tirgus parklajums, produktu
inventars, transporta un izplatiSanas vietas.

Svarigakais marketinga kompleksa elements ir produkts, ka tas tiek veidots, lai biitu gatavs
tirgum. Cenas jutiba ka marketinga elements nozimé, ka klients ir gatavs samaksat par iegatato

produktu, jo tas vinu apmierina TreSais elements ir izplatiSana, ieskaitot visas darbibas, kuru

3 McCarthy, E. J. (1960). Basic Marketing, A ManagerialAapproach. IL: Richard D. Irwin.

60 Court, David (2007), “The Evolving Role of the CMO,” McKinsey Quarterly, (3), 29.

! Davenport, Thomas H. and Jeanne G. Harris (2007), Competing on Analytics: The New Science of Winning. Boston:
Harvard Business School Press.

62 Chai Lee Goi, A Review of Marketing Mix: 4Ps or More? International Journal of Marketing studies, Vol. 1., No.
1., May 2009.

23



mérkis ir piegadat produktu klientam. Marketinga kompleksa ceturtais elements ir reklama jeb
virziSana, kas nozimé komunikaciju ar klientiem. Tas ir darbibu kopums, kas veicina preces noietu
jeb iedrosina klientu iegadaties produktus. Borden® apgalvo, ka ir pirmais, kas izmantoja terminu
"marketinga komplekss", un ka ierosinajums nacis no Culliton ® un ta biznesa vadibas
salidzinajuma par "jauktajam sastavdalam". Biznesa vadiba "sastavdalas jaucot, reiz€m tiek sekots
receptei, un tas darbojas, dazkart recepte tiek pielagota uz vietas pieejamajam sastavdalam, un,
reizém eksperiment€jot vai izgudrojot sastavdalas, kuras neviens cits nav méginajis" (Culliton).
Jedziens “marketinga komplekss” sakuma bija marketinga koncepcija, kas tika balstita uz
ideju par darbibas parametru, kuru 1930. gada prezenté&ja Stackelberg. Rasmusens® velak attistija
So teoriju, un ta kluva pazistama ka parametru teorija. Vin$ ierosindja, ka cetri noteicoSie
konkurences un pardoSanas faktori ir — cena, kvalitate, serviss un reklama. Mickwitz % pieméro $o
teoriju produktu dzives cikla koncepcijai. Veikta pétjjuma teorétiskais un metodologiskais
pamatojums balstits uz marketinga izp€tes un marketinga kompleksa shému pieejamibas,
akadémiskas darbibas aktivitaSu analizi Latvijas Republika, identific§jot problému rasanas
iemeslus, kas traucé arvalstu studentu integraciju uzpemosas valsts sabiedriba. leteikumi §is
problémas risinajumam izteikti vairakos biitiskos secinajumos:
- analiz€jot teorétiskos, metodiskos un zinatniskos aspektus arvalstu studentu integracijas procesa,
esoSo marketinga kompleksa modelu analize atklaj, ka triikst p&tijumu, kura rezultati lautu uzlabot
arvalstu studentu integraciju;
- veicot terminologijas analizi, konstatéts skaidrojumu un zinatnisko definiciju trikums tadiem
jeédzieniem ka: izglitibas eksports, akadémiska mobilitate, dalijums akadémiskas mobilitates tipos
u.c. Saja sakara autore iesaka savus formul&jumus, detalizéti raksturojot katru no tiem;
- teorétiskie, metododologiskie un zinatniskie aspekti grafikos un diagrammas un marketinga
kompleksu koncepciju analize ir paradijusi marketinga kompleksa trikumu arvalstu studentu
integracijai uznemosaja valsti, tomér ir atklajusi marketinga kompleksa pieejamibu profesionala
magistra grada studijas augstakas izglitibas iestadés, mainigie, kas tika aprékinati, izmantojot
Kronbaha alfa metodi;
- nemot vera ieprickSminéto faktu, autore uzskatija par pamatotu §is metodes izmantoSanu
turpmakajos petijumos $aja promocijas darba, ekonomisko un statistikas raditaju analizei.

3 Borden, N. H. (1965). The concept of the marketing mix. In Schwartz, G. (Ed), Science in marketing. New Y ork:
John Wiley & Sons, 386-397.

% Culliton, J.W. (1948). The Management of Marketing Costs. Division of Research, Graduate School of Business
Administration, Boston, MA: Harvard University, p. 3-5.

95 Rasmussen, A. (1955). Pristeori Eller Parameterteori - Studier Omkring Virksomhedens Afsaetning (Price Theory
or Parameter Theory - Studies of the Sales of the Firm. Denmark: Erhvervsokonomisk Forlag, p.78-81.

% Mickwitz, G. (1959). Marketing and Competition. Finland: Societas Scientarium Fennica, Helsingfors, p. 93-94.
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2. Izglitibas, tas ipasibu, funkciju un vienojoso sistéemu attistibas un dazadu ietekmes
faktoru analize

Nodala sastav no 5 apaksnodalam, 62 lappusém, 35 attéliem, 55 tabulam.

Izglitibas, tas 1pasibu, funkciju un sisteému, likumdosanas un tiesiskas bazes Latvija
analize ]ava noteikt ieteikta integracijas produkta IstenoSanas iesp&ju.

Akadémiskaja mobilitateé esoSo studentu integracijas temata nepiecieSamibas un attistibas
iesp&ju novertesanai, pec autores domam, petijuma pamats ir integracijas vienojoso sistému izpéete.
Saiknes un mijiedarbibas sist€mas ietver:

a) saiknes un mijiedarbibas sist€éma: dzimstibas Iimenis un studentu skaits, kas uznemti
augstakas izglitibas iestades (augstskolas);

b) saiknes un mijiedarbibas sist€ma: iedzivotaju skaits un izglitibas tirgus;

¢) saiknes un mijiedarbibas sist€ma starp dabisko pieaugumu Latvija un augstakas izglitibas
iestad@s (augstskolas) uznemto skaita dinamiku;

d) saiknes un mijiedarbibas sisttma uz arvalstu studentu Latvija skaita dinamiku un §Ts
dinamikas ietekmi uz valsts IKP;

e) saiknes un mijiedarbibas sistéma starp starptautisko studentu pilsonibu un studentu
augstakas izglitibas institiicijas izveli.

Ieprieks minétais temats ir reprezentéts vizuali 2.1. attela.

a) Saiknes un b) Saiknes un ¢) Saiknes un d) Saiknes un e) Saiknes un
mijiedarbibas  mijiedarbibas  mijiedarbibas  mijiedarbibas  mijiedarbibas
sistéma sistema sistéma sistéma sistema

2.1. att€ls. Sakaru un iedarbibas sistema - izpétes posms
(autora veidots).

Attela 2.1. redzama sakaru un iedarbibas sistema, par kuru veikts pétijums. ST sistéma
apliecina pétijuma atbilstibu tematam par akadémiskaja mobilitaté esoSo studentu integraciju un
akadeémiskas aktivitates palielindasanas nepieciesamibu pasreizéja stadija.

2.1. Izpete par "a" grupas iedarbibas vienojoSo sistemu — dzimstiba un pieteikSanas
uz augstakas izglitibas iestadém

Autore veic pétljumu par dzimstibas raditaju saistibu un ietekmi un pieteikSanos uz
augstakas izglitibas iestadem izveletas sistemas ietvaros "a" grupa (skat. 2.1. att€lu). Analize tiek
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veikta, balstoties uz pieejamajiem statistikas datiem, ko sniegusi Latvijas Centrala statistikas
parvalde par dzimstibas raditajiem laika posma no 1986. lidz 1995. gadam, un par augstskolas
iestajusos raditajiem laika posma no 2004. lidz 2013. gadam.

Sis analizes mérkis ir noskaidrot: vai ir sakariba starp dzimstibas raditajiem un Latvijas
augstkolas uznemto skaitu un pieejamibas saistibu, ja ir Sada saistiba, vai Sis fakts ietekmé
pieprasijumu pec augstakas izglitibas perspektiva, un vai atbilst izpétitajam tematam.

Lai veiktu So izp@ti, autore ir izv€l&jusies veikt petijuma rezultatu kvantitativo analizi.

Lai Tstenotu izvirzito mérki Saja grupa ("a" grupa), izvéletie pétijuma empiriskie merki:
analizét dzimstibu Latvija laika perioda no 1986. lidz 1995. gadam; analizét uznemto studentu
skaitu Latvijas augstskolas laika posma no 2004. 1idz 2013. gadam; atklat korelacijas atkaribas
esamibu vai trikumu starp dzimstibas [imena parametriem un augstskolas uzpemto studentu
skaitu 10 gadu garuma, no 2004. lidz 2013. gadam.

Datu matematiska apstrade veikta, izmantojot datorprogrammu Microsoft Office Excel 2007
un SPSS 17. Lai izveletos statistikas krit€rijus, izlases dati tika parbauditi péc normala sadalijuma.
Sim noliikam tika izmantotas dazadas statistikas metodes, tai skaita: absoliitas vértibas raditaju
asimetrija un ekscesa koeficients tika salidzinats ar to standarta klidam; novert€juma metode,
izmantojot Kolmogorova-Smirnova kritérijus Lilliforas izveid€; novertéjuma metode, izmantojot
Sapiro-Vilka kritérijus; novértéjuma metode, izmantojot diagrammas ar normalu sadalfjuma Itkni
vizualo parbaudi; vidgjas vertibas salidzinosa metode; novertéjuma metode, izmantojot kastiSu
diagrammas izpéti: ekstremalo vertibu vai "netipisko datu kopu" esamiba vai trikums.

Peétjuma datu mainigo sadalijums neatSkiras no normala sadalijjuma. Tapéc, talakai
empirisko datu izpétei tika izmantota parametru statistikas metode — Pirsona linearas korelacijas
koeficienti p&tijumam par saistibu. Pamatojoties uz iepriek$€ju datu normalitates sadales izp@ti,
tika konstatéts, ka ir jaizmanto Pirsona korelacijas koeficienti. Ta rezultata iegiita korelacijas
matrica ir vizuali reprezentéta 2.1. tabula.

2.1. tabula
Korelacijas matrica (autores veidota)
Dzimstiba |Studenti

Dzimstiba  |Pirsona korelacija 1 ,988™

( 2 pusu) vertiba ,000

N 10 10
Studenti Pirsona korelacija ,988™ 1

( 2 pusu) vertiba ,000

N 10 10

** Korelacija limeni 0,01 (2- pusém) ir ievérojama.

Pamatojoties uz iegiito sakaribu, ir iesp&jams secinat, ka hipotéze Hi ir pieradita starp
mainigo pariem. Veikto pétljumu rezultata ir iesp&jams secinat, ka statistiskas hipotézes Hi
apstiprinajuma starp pétitajiem atribitiem tiek novérota korelacijas monotona (lineara) attieciba.
Piem@ram, tiek paradita dispersijas datu punktu diagramma 2.2. attéla.
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2.2. attels. Dzimstibas datu dispersijas punktu diagramma un studenti ar korelacijas
attiecibu Iiniju (autora veidots).

Interpret€jot veikto petijumu, ir iesp&jams uzsvert to, ka maksimalas nozimes dzimstibas
indikatori ar spécigu, cieSu saikni korele ar studentu indikatoriem. Tadgjadi, izmantojot
matematisko statistiku, ir pieradits, ka, jo augstaks ir dzimstibas Iimenis, jo vairak stud&joso ir
Latvijas augstskolas.
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2.3. att€ls. DzimSanas datu un studentu skaita mainigais ar normala sadalijjuma liknes
diagrammu (autora veidots).

Autores veikta kvantitativa "b" grupas analize izv€l&tajai vienojosajai sist€mai un integracija
nn

apstiprinaja grupai "a" veikto analizi iepriek$€ja nodala, apliecinot temata par arvalstu studentu
integraciju pamatotibu.

2.2. Vienojosas sistemas un ""b" grupas ietekmes izpete — iedzivotaju skaits
un izglitibas tirgus

Veikta analize par indikatoru "b", integracijas vienojosa sisttma — populacijas lielums un
izglitibas tirgus — liecina, kas iedzivotaju skaits Latvija samazinas, attiecigi samazinas skolu skaits
un potencialo studentu skaits tajas. Tas nosaka to, ka Latvijas iedzivotaju pieprasijums péc
augstakas izglitibas tuvakaja nakotné samazinasies. Nemot véra iedzivotaju skaitu, skolu un
studentu samazinajumu peéd€jos desmit gados, visvairak potencialo stud€joSo Sobrid ir tiesi
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pamatskolas. Sie dati dod ceribu, ka piecaugs studgjoso skaits nakotng, tomer paslaik augstskolas
uznemto pieeaugums nav Verojams, kas uzsver nepiecieSamibu aktivizét arzemju studentu
akamédisko mobilitati Latvijas augstskolas. Veikta analize par valsts kapitala dalu ieguldiSanu
izglitibas sist€éma, vai, precizak, kapitala neieguldiSanu, uzsver nepiecieSamibu izveidot modeli,
kas veicinatu arvalstu studentu akadémiskas mobilitates aktiviz€Sanu, Iidz ar to ar veiksmigas
integracijas nepiecieSamibu Latvijas sabiedriba. Tas savukart uzlabos demografisko situaciju
Latvija, darba tirgus kvalitati ar jaunu, kvalificEtu personalu, kas stud€jis Latvijas augstskolas,
tadgjadi palidzot stiprinat valsts ekonomiku.

Pirmais posms — "b" sist€ma pieradija temata noverteéSanas faktoru saistibu un ietekmi un
uzsvera ta nozimigumu. Lai apstiprinatu rezultatu, kas iegiits Saja sadala, autore veiks integracijas
sisttmas indikatora "b" analizi.

2.3. Pétijums par "c¢" grupas integracijas vienojoso sistemu — dzimstibas dabiska
pieauguma dinamika un Latvijas augskakas izglitibas iestades uznemto raditaji

Petijums par dzimstibas raditaju un augstakas izglitibas iestadeés uznemto studentu
indikatoru sakaribu un saistibu tika veikts izvéletas sist€mas "a" grupas ietvaros (skat. 2.1. att€lu),
2.1. apakSnodala ir paradits, ka dzimstibas raditaju indikators ar maksimalo nozimi ciesa saistiba
korele ar augstskolas uznemto studentu skaita indikatoriem. Tomer $1 analize neuzradija viet&jo
Jaunuznemto studentu nakotnes perspektivas Latvijas augstkolas un to pieejamibu studentiem, kas
uzsver nepiecieSamibu veikt lidzigus pétijumus turpmak, kas biitu autora izvélétas vienojosas
sisteémas ietvaros un saistiba ar "a" grupu (skat. 2.1. att€lu).

Sis analizes mérkis ir atrast saikni un mijiedarbibu noteiktajiem indikatoriem pieejamibas
perspektivu noteiksanai vietéjo Latvijas studentu nakotné un, vai pétniecibas temats par arvalstu
studentu integraciju ir biitisks.

Noraditie empiriskie mérki "c" grupas pétfjuma: analizét Latvijas iedzivotaju dabiska
picauguma raditaju dinamiku no 2005. lidz 2015. gadam; aprékinat absoliito iedzivotaju
pieaugumu Latvija no 2005. [idz 2015. gadam; aprékinat pieauguma koeficientu, iedzivotaju skaita
pieauguma tempu Latvija no 2005. Iidz 2015. gadam. Noteikto laika periodu raditaju dinamikas
dati vizuali att€loti diagrammas veida (skat. 2.4. att€lu).
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2.4. attels. Latvijas dzimstibas raditaju dinamikas diagramma noteiktos laika
periodos (autora veidots).

Grafiks rada, ka ar laika periodu pamatojuma metodi par vidéjo absoliito picaugumu no
2005. Iidz 2015. gadam ir identificéta dzimstibas samazinasanas tendence.

Pamatojoties uz iegiitajiem datiem izriet, ka Latvija vid€ja dzimstibas raditaja vidgjais
absolutais pieaugums ir lidz 10 cilvekiem gada. Tas nozimé, ka vid€ji pieauguma temps nav
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mainijies, 0%. Neskatoties uz to, dinamiskas analizes rezultats ir palidzgjis identificét dzimstibas
limena negativo tendenci Latvija. Saskana ar vienadojumu galvena tendence attieciba uz
dzimstibas raditaju mainu ir, ka katru gadu jaundzimuSie samazinas par 239,14 cilvékiem. Bet
kopuma tas nozimge, ka vidg€ji katru gadu dzimstiba samazinas par 1%. Tadgjadi, nemot vera visus
iegiitos datus ar varbiitibu, kas vienada ar 0,95, var noradit, ka Latvijas iedzivotaju dzimstibas
Iimenis 2016. gada nav mazaks par 21 989 cilvekiem, 2017. gada ne mezaks ka 21 999 cilveki,
bet 2018. gada dzimstibas Iimena apaksg€ja robeza ir Iidz 22 009 cilvékiem.

Lidz ar to var noradit, ka veiktais pétijjums par "b" grupas vienojoSo sist€mu un
miejiedarbibu rada bezcerigu studentu skaita pieaugumu nakotng, kas uzsver nepiecieSamibu
aktivizét akadémiskas mobilitates procesu tuvakaja nakotn€, un Iidz ar to ir pamats tematam par
arvalstu studentu integraciju.

2.4. Petijums par "'d" grupas attiecibu sistemu un mijiedarbibu — Latvijas arvalstu
studentu skaita dinamikas attiecibu sistéma un §i1s dinamikas ietekme uz valsts IKP

Kopgjais izglitojamo skaits augstskolas diemZel ir samazinajies. Vispirms autore parbauda

kopgjos studentu skaita datus normala sadalijuma. Talak veic prognozi no kopé&ja studentu skaita,
izmantojot linearas regresijas modeli (2.2. tabula).

2.2. tabula
Prognoze par kopéjo studentu skaitu (autora veidota)
R- Labots R-
Modelis R kvadrats kvadrats
1 975% | ,950 ,945

a. Predikators: (konstante), gads
b. Atkarigais mainigais: Studentu_daudzums

Ka redzams tabula, izstradatais regresijas modelis diezgan precizi apraksta dotos datus. R-
kvadrats ir daudz tuvak vienibai, kas nozimé, ka modelis ir kvalitativs. Turklat uz prognozes
kvalitati norada autokorelacijas atlikuma tritkums.

2.3. tabula
Dispersonala analize ANOVA (autora veidota)
Kvadratu Videjais
Modelis kopskaits df kvadrats F Vértiba
1 Regresija | 4299010203,434 | 1 4299010203,434 | 208,923 | ,000
r’;lasrpahk” 226346837,335 | 11 20576985,212
Kopa 4525357040,769 | 12
a.  Atkarigais mainigais: Studentu daudzums
b.  Predikators: (konstante), gads
2.4. tabula
Apréekinato koeficientu modelis (autora veidota)
Standartizeti
Nestandartizeti raditaji raditaji t Vertibas
Standarta
Modelis B kluda Beta

7 Promocijas darba rakstisanas laika, tika publicéti dzimstibas dati par 2016. gadu, kas paradija, ka 2016. gada
dzimstibas limenis veidoja —21763, tas liecina, ka autora izvirzita prognoze bija pamatota. Centrala statistikas
parvalde, URL:

http://data.csb.gov.lv/pxweb/lv/Sociala/Sociala__isterm _iedz/TE0020c¢.px/table/tableViewLayout2/?rxid=7eeSbb2b
-7¢93-4ccb-8a34-1aad4ade09cc3 [skatits: 20.04.2017.].
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1 Gads

-4860,137 | 336,244 ,000

14,454

(Konstante) | -
141271,269

a. Atkarigais mainigais: Studentu_daudzums

2668,857 -0,974 52,933 | ,000

Pamatojoties uz iegiitajiem t-statistikas datiem, ir iesp&jams secinat, ka katrs koeficients ar1
nav vienads ar nulli, un to var ieklaut vienadojuma. No Sapiro-Vilka testa ir redzams, ka atlikumi
atbilst regresijas para modela teor€tiskajiem nosacijumiem, proti, normalais sadalfjums un
matematiskais iznakums ir vienads ar nulli. Nulles hipot€ze tiek pienemta péc nozimiguma limena
a=0,05. (0,625> 0,05). Atlikumi ir normalais sadalfjums.

Dispersijas analize arT liecina, ka modelis ir nozimigs. Veértiba ir < 0,05, bet tas nozimég, ka
hipoteze HO, ka visi koeficienti vienadojuma ir vienadi ar nulli, nav attaisnojusies, vienadojumu
var izmantot ka modeli. Pamatojoties uz iegiitajiem datiem un modeli, autore var veikt prognozes.

2.5. tabula
Prognoze par kopéjo studentu skaitu tris gadu laika (autora veidota)
Gads Skaits
2017/2018 | 73229
2018/2019 68369
2019/2020 | 63509
o R Histogr am ma _ Normas
oo s VidEja =-1.11E-

11
Srandartnovirze =
434306763 N=13
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2.5. attels. Histogramma ar kopéja studentu skaita atlikumu (autora veidots).

Pamatojoties uz t-statistikas ieglitajiem datiem, ir iesp&jams secinat, ka katrs koeficients
ar1 nav vienads ar nulli, un to var ieklaut vienadojuma.
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Kopéja studentu skaita dinamika 13 gadu periodam, un prognozes par tris
gadu periodu
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2.6. att. Kopgja studentu skaita dinamika 13 gadu periodam un prognozes par tris gadu
periodu (autora veidots).

Talak autore aprékina arvalstu studentu skaita izmainas Latvijas augstskolas. Ka redzams
diagramma, arvalstu studentu skaitam ir pozitiva tendence. P&c aprakstosas statistikas datiem
redzams, ka zemakais arvalstu studentu skaits Latvija bija 2005./2006. studiju gada. Talak ar katru
gadu arsvalstu studentu skaits palielinas.
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o =] E‘_": =1 (=] = = = = = = =2 = = — i — — — — — =
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. Arvalstu studentu skaits = Arvalstu studentu ipatsvars (%) no kopéji studéjoto skaita
2.7 att. Arvalstu studentu skaita izmainas no 1995./1996. Iidz 2016./2017.
akademiskajam gadam.
Modela veidoSanai autore izmanto SPSS funkciju Iliknes®®,
2.6. tabula

Kopsavilkums modelim ar neatkarigo mainigo ''gads" (autora veidota)

R R-kvadrats Labots R-kvadrats

%8 Jzglitibas un zinatnes ministrija, Parskats par Latvijas augstako izglitibu 2016/2017. g., Arvalstu studentu skaita
izmainas Latvijas augstskolas un koledzas 1995./1996.— 2016./2017. akadémiskaja gada, lpp. 66, URL:
http://www.izm.gov.lv/lv/publikacijas-un-statistika/statistika-par-izglitibu/statistika-par-augstako-izglitibu [viewed:
27.03.2017.].
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,998
Neatkarigais mainigais ir “gads”.

,996 ,996

R- kvadrats liecina, ka modelis loti precizi apraksta datus. Dispersijas analize ANOVA ar1
liecina, ka modelis ir nozimigs, un to var izmantot, lai veiktu prognozi.

No t-statistikas var arT redzét, ka katrs vienadojuma koeficients ir nozimigs, Iidz ar to
vienadojums ieglis formunozei ir izmantota iebiivéta funkciju SPSS — Iiknes montaza, kas
atspogulo iepriek$ mingto informaciju par arvalstu studentu skaita pieauguma prognozi uz cetriem
gadiem (skat. 2.7. att€lu).
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2.8. attels. Liknes un kludu sadalijjums arvalstu studentu skaitam
(autora veidots)

No t-statistikas var arT redzet, ka katrs vienadojuma koeficients ir nozimigs, lidz ar to
veidosies vienadojums:

y = 75,183x% — 540,175x + 2262,860 (2.1.)
Viens Sapiro-Vilka testa paraugs liecina, ka atlikumu statistika atbilst regresijas modela

teorétiskajiem nosacijumiem. Atlikumi sadaliti normali ar vidgjo vértibu 0.
Pamatojoties uz iegiitajiem datiem un modeli, autore veic prognozi.

2.7. tabula
Arvalstu studentu skaita pieauguma prognoze uz tris gadiem (autora veidota)
Arvalstu studentu
Gads .
skaits

2017/2018 9436

2018/2019 11076
2019/2020 12866

Talak autore vizualiz€ raditajus diagrammas forma (skat. 2.8. attelu).
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Arvalstu studentu skaita pieauguma prognoze nakamajiem gadiem
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2.9. att€ls. Arvalstu studentu skaita pieauguma prognoze nakamajiem gadiem
(autora veidots).

Arvalstu studentu apmaciba tie§am ienes daudz naudas Latvijai ekonomika, ar darbavietam,
nodokliem budzeta. Nozares ietekme strauji pieaug, ka apliecina analitiskajaa centra Certus
veiktais pétijums. P&tijuma autori, Daunis Auers un Sergejs Gubins, dod iespaidigus skaitlus:
arzemju studentu skaits RTU 2016 studiju gada salidzinajuma ar ieprieks€jo ir pieaudzis par 45%,
Rigas Stradina universitaté — par 31%, privataja Biznesa augstskola “Turiba” — par 47%. Vidéji
valsts augstskolas Latvija pieaugums veido 26%, privataja sektora — 20%.

Saistiba ar iepriek§ min€to pétjjumu autore analiz€ arvalstu studentu ieguldijumu Latvijas
ekonomika. Ka rada pétijuma rezultati, ot vidgji viens arzemju students viena macibu gada izteré aptuveni
12264 eiro. No Siem lidzekliem 3432 eiro ir veltiti dazadiem maksajumiem, 3696 — partikai un 5136 —
studiju maksas segSanai. Turklat draugi un radinieki, kuri periodiski uzturas kopa ar arzemju studentiem
Latvija, izte€ré apméram 6,1 miljonu eiro gada. Summejot visus raditajus, iegiits aprekins, ka 2015./2016.
akadémiskaja gadas arzemju studenti iztérgja aptuveni 73 miljonus eiro. Lidz ar to augstakajai izglitibai ir
ar1 sviras efekts, jo arvalstu studenti rada un stimulé pieprasijumu pec izmitinasanas pakalpojumiem,
gdinasanas pakalpojumiem, izklaides, partikas un tirisma (kopa 75 miljoni). Nemot visus aprékinatos
raditajus, kop&ja augstakas izglitibas ietekme uz Latvijas tautsaimniecibu veido 148 miljonus eiro, un tas ir
0,61% no IKP. Vidgjais ienakums Latvija no nodokliem veido 28%, Iidz ar to arvalstu studenti gada ienes
20 miljonus eiro valsts budzeta.*’

Nemot veéra Sos pétijuma datus un iegiito prognozi par studentu skaitu, kas studés Latvija, ir
iesp&jams novertet arvalstu studentu ieguldijuma procentiles uz IKP 2016./2017. akadémiskaja
gada.

2.8. tabula
Arvalstu studentu ieguldijums Latvijas IKP (autora veidota)

Kopéjais Stsl:g:;:lstu Stus::;‘;s;(:lta Studentu
. stud?ltu 2015/2016 Vlde:u 2016/2017 ieguldijuma IKP
feguldijums akadémiskaja gada akadémiskajam prognoze

IKP, EUR SKa L 2016.gadam, EUR

gada gadam
148000000 6465 22892,498 8137 186276257

% 31. maijs, 2016, Domnicas Certus, Dr. Daunis Auers, Dr. Sergejs Gubins, Augstakas izglitibas eksporta
ekonomiska nozime un ietekme Latvija, URL: http://certusdomnica.lv/agenda/augstakas-izglitibas-eksporta-
ekonomiska-nozime-un-ietekme-latvija/ [skatits: 27.12.2016.].
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2.10. attels. Arvalstu studentu devums IKP Latvija no 2004. Iidz 2015. gadam’.

Likne, kas raksturo Latvijas IKP veértibas, ir diezgan neparedzama, lai prognozétu vertibas
turpmakajiem gadiem. Prognoze par valsts IKP tika modeléta, izmantojot /BM SPSS iebiivéto —
funkciju liknes montazu vairakiem regresijas modeliem. Starp visiem ieglitajiem modeliem tika
atlastti 4 modeli, ar augstako noteikSanas koeficientu (R”*2). NoteikSanas koeficients rada, cik
precizi iegiitais modelis apraksta datus. Jo tuvaka §1 vertiba ir vienibai, jo precizak izstradats
regresijas modelis. Autore salidzina noteikSanas koeficientu katram regresijas modelim.

2.9. tabula
Koeficients izstradato regresijas modelu noteikSanai
(autora veidota)

NoteikSanas
koeficients
Regresijas modelis (R?)
linearais 0,5769
kvadratiskais 0,6487
kubiskais 0,7954
speka 0,7552

Ka rada pétijumi, vislabak visus IKP datus apraksta kubiskas regresijas modelis. Bet, nemot
vera straujo liknes pieaugumu, veidota prognoze, pamatojoties uz $o modeli, bils iracionala.
Turklat, pamatojoties uz t-statistikas tabulas datiem, izriet, ka koeficienta nozimiguma kubiska
jauda 1r loti tuvu 0,05, tas nozimé, ka koeficients gandriz nav nozimigs, un, iesp&jams, ir vienads
ar 0. Tada pati situacija ir ar kvadratisko regresiju. Grafika redzams, ka, izmantojot kvadratisko
regresiju, prognoze&to datu vertibas strauji samazinas. Bet t-statistikas dati liecina, ka koeficienti ir
nenozimigi un ir vienadi ar 0, lidz ar to nav iesp€jams izmantot §o modeli prognozei.

Tadgjadi, veicot IKP prognozi valstij, $aja gadijuma ir labak izmantot linearo vai jaudas
modeli. Izv€loties kadu no diviem modeliem, biis racionalak izveidot modeli ar lielako noteikSanas
koeficientu, proti, jaudas modelis.

Iegiitie dati, izmantojot SPSS programmu, ir reprezentéti tabulas veida, jaudas regresijas t-
statistika.

2.10. tabula
Koeficients (autora veidota)
Standartizéts
Nestandartizéts koeficients koeficients
B Std. Error Beta t Sig.

70 Tbid.
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Ln (Gadijuma seciba)

,284
12053989,734

,051
1120652,914

,869 5,555

(Konstante) 10,756

,000

,000 ‘

Izveidotajai prognozei tika izmantota funkcijas SPSS — liknes montaza, kas atspogulo
iepriek§mingto informaciju par IKP prognozi tris gados (skat. 2.27. attelu).
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2.11. attels. Regresijas likne par iek§zemes kopprodukta prognozi (autora veidots).
Regresijas vienadojums, kas iegiits no t - statistikas rezultatiem
y = 12053989,73x0:284 (2.2)
Autore atspogulo iegiitos datus par IKP prognozi linearas regresijas tabula.
2.11. tabula

IKP prognoze par regresijas speku
(autora veidota)

2016 24998283,87
2017 25530702,5
2018 26036559,97
2019 26518827,31
2020 26979981,55

Autore vizualize iegutos datus par prognozi un primaros datus diagrammas veida, uzzimé
prognozes regresijas Iiniju, izmantojot iegiito t -statistikas modela vienadojumu.
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2.12. attels. Latvijas IKP sadalijjums no 2002. gada Iidz 2015. gadam, prognozes par jaudas
regresiju ( autora veidots).

Nemot véra lielo datu izlaiduma periodu 2007-2008 ("treknie" gadi), ir nepiecieSams
izveidot jaudas regresijas modeli, nenemot véra datus par attiecigo periodu.

2.12. tabula
Koeficienti (autora veidota)
Standartizets
Nestandartizets koeficients koeficients
Standarta
B kluda Beta t Sig.
SL;Tba) (Gadjuma | 3,3 018 989 19,018 | ,000
(Konstante) 11095501,329 332778,012 33,342 ,000
2.13. tabula
Normalas izplatibas Kkriterijs (autora veidota)
Sapiro-Vilka Kkriterijs
Statistisks Biezuma pakape. Attieciba
RES _ikp ,930 10 443
legtitie s dati prezenteti tabula par IKP prognozi ar vaju regresijas pakapi.
2.14. tabula
IKP prognoze ar regresijas pakapi (autora veidota)
Gads IKP
2016 25255857,61
2017 26021014,92
2018 26745345,85
2019 27433935,01
2020 28090922,05
2.15. tabula
Standarta vértéjuma kliida un tas vidéja vertiba (autora veidota)
Standarta v&rt€juma kltida
0,040
Vidgja vertiba
19136048,1000

V= 0%
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Ta ka V vertiba ir loti maza, var pienemt, ka modela prezicitate ir diezgan augsta.
Autore vizualizé prognoze iegiitos datus un primaros datus diagrammveida, uzzimé
regresijas prognozes liniju, izmantojot ieglito t-statistikas modela vienadojumu.

IKP, tiikstosi EUR
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2.13. attéls. Latvijas IKP sadalijums no 2004. lidz 2018. gadam un prognozes par jaudas
regresiju (autora veidots).

Veikta prognoze par IKP, balstoties uz jaudas funkcijas iegiito vienadojumu, tiks uzskatita
par patiesu, pamatojoties uz iegiitajiem datiem par noteikSanas koeficientu 0,978 un standarta
klidu aplesem 0%. Toméer ir nepiecieSams nemt vera vera to, ka valsts IKP ietekmé daudzus ar&jos
faktorus, Iidz ar to §1 prognoze var atSkirties no realitates, jo ta ir balstita tikai uz pagaidu izmainam
raditajos.

Veikta prognoze par IKP, pamatojoties uz jaudas funkcijas iegiito vienadojumu, tiks
uzskatita par patiesu. (Valsts IKP ietekmé lielu skaitu ar&jo faktoru, lidz ar to §1 prognoze var
atskirties no realitates, jo tas pamata ir tikai raditaju laika izmainas). Lai apstiprinatu patiesa
regresijas modela izvéli, autore salidzina prognozes raditajus par 2016. gadu ar jau pieejamo un
public€to raditaju (saskana ar oficialajiem Latvijas Republikas statistikas datiem) (2.16. tabula).

2.16. tabula.
2016. gada IKP prognozes raditaju salidzinajums (autora veidots)
Dati par IKP prognozi Latvijas IKP Atskiribas starp Procentu atSkiriba
ar regresijas speku 2016. statistikas dati par indikatoriem aprekins (%)
gada (EUR) 2016. (EUR) (EUR)
A B C=(B-4) D = (C/B*100%)
25255 857,61 25018 230" 237 627,61 0,009

Redzams, ka atSkiriba ar realo raditaju 2016. gada ir minimala. Tatad regresijas modela
prognozeésanas izvele, proti, jaudas modelis, ir pareiza. Nemot par pamatu iegiitos datus par IKP
prognozém Latvija, ir iesp&jams aprékinat arvalstu studentu vid&jo raditaju un procentualo dalu no
ieguldijuma IKP.

2.17. tabula
Arvalstu studentu devums IKP 2017. un 2018. gada (autora veidota)
Prognozets Prognozets IKP Studentu ieguldijums Procents
studentu skaits (EUR) (EUR)
2017/2018 9436 26021 014919 216 019 215 0,8%

"I Official Latvian statistics, URL:
http://data.csb.gov.lv/pxweb/lv/ekfin/ekfin__ikgad ikp/IK10 0010.px/table/tableViewLayout2/?rxid=cdcb978c-
22b0-416a-aacc-aa650d3e2ce0 [skatits: 22.01.2017]
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2018/2019 11076 26 745 345 854 253 565 816 0,9%

Pamatojoties uz aprékiniem, izriet, ka, lai arl kop@jais studentu skaits samazinasies
augstskolas Latvija, arvalstu studentu skaits nakamajos tris gados palielinasies. Izanalizgjot
kopgjo arvalstu studentu ieguldijjumu Latvijas ekonomika, var secinat, ka tuvako tris gadu laika
IKP bus pieaudzis I1dz 0,8% un 2018 par 0,9%, kas liecina par labu palielinaSanas dinamiku.

2.5. Petijums par grupas "e'" mijiedarbibas vienojoSo sistemu — starptautisko studentu
pilsoniba un augstakas izglitibas institiicijas izvele

leprieks veiktie pétijumi japapildina ar pétjumu par akadeémisko darbibu un studentu
mobilitati Latvija, darbojoties noteiktu kategoriju ietvaros, ko autore izveidojusi, pieméeram,

sistémas "'e" grupa.

Analize tiek veikta, balstoties uz pieejamajiem statistikas datiem, no Latvijas Centralas
statistikas parvaldes, Furostat un citiem avotiem.

Sis analizes mérkis ir atzinums par saistibu un mijiedarbibu starp starptautisko studentu
pilsonibu un augstakas izglitibas institicijas izveli, un Sis sakaribas ietekmi attiecibd uz
starptautisko akadéemisko darbibu.

Sis analizes uzdevumi ir: pétit integracijas procesu Latvija; analizét integracijas procesu
Latvija un rakstorot to; ieviest jaunus akadé€miskas mobilitates jédzienus, sadalit to veidus un
raksturot katru akadeémiskas mobilitates veidu; analizét starptautisko akadémisko mobilitati
Latvija un novertét tas darbibu; analizét studentu skaitu, petot augstskolas Baltijas valstis —
Lietuva, Igaunija; veikt aptauju arvalstu studentu vidii par apmierinatibu ar integracijas procesu
Latvijas izglitibas sistema.
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Studentu skaits un to pilsoniba 2012.-2016.
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2.14. attels. Studentu daudzums un to pilsoniba 2012-2016 (autora veidots).”>

Ka redzams 2.13. attCla, starp atspogulotajiem starptautiskajiem studentiem p&c valsts
piederibas, lielakais skaits, kas vélas studét Latvijas izglitibas iestad€s, ir no Vacijas. Dalgji tas
pamatojams ar to, ka cenas Latvija vacu studentiem ir pieejamakas neka dzimtené Vacija, vai
studenti par velu piesakas augstskolas Vacija, vai arT studiju vietas interes€josaja studiju joma jau
ir aiznemtas. Tacu Eiropas valstu jaunieSi ar studijam arzemés véelas ari iegiit jaunu pieredzi.
Saistiba ar Uzbekistanu, Krieviju, Kazahstanu un citam valstim pamatojums var but tads, ka
Latvija ir vieniga ES valsts, kas piedava studijas krievu valoda, un tas interesé bijusasPadomju
Savienibas teritorijas iedzivotajus, kam Latvija var piedavat iesp€ju iegiitu labu Eiropas lIimena
izglitibu.”

72 Izglitibas un zinatnes ministrija, Parskats par Latvijas augstako izglitibu 2012.-2016. g. (5.3. Latvijas augstskolu
studenti, kas apmainas veida studé arvalstu augstskolas), URL: http://www.izm.gov.lv/lv/publikacijas-un-
statistika/statistika-par-izglitibu/statistika-par-augstako-izglitibu

3 Golubkova K. (Kalinina K.), 2014.,«The creation of the international student's complex, as the way of improving
the integration of foreign students in Latvia, using the example of University of Latvia», Journal of Social Sciences
(COES&RI-JSS), Centre of Excellence for Scientific & Research Journalism, Volume 3, Number 4, October 2014,
URL: http://www.centreofexcellence.net/J/JSS/JISS Mainpage.htm, ISSN (E): 2305-9249 ISSN (P): 2305-9494.
SciVerse Scopus.
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Saskana ar analizi — studentu daudzums un pilsoniba 2012—2016, var secinat, ka visliclakais
arvalstu studentu skaits, kuri studé Latvija, ir no Vacijas, Uzbekistanas, Krievijas, Indijas,
Kazahstanas. Autore analiz€ augstakos rezultatus un Latvija stud€joso arvalstu studentu tautibu.

Starptautisko studentu skaits augstskolas 2016. gada

900
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X — N =l m_ .
Vacija Uzbekistana Krievija Indija Kazakstana
ERTU 97 225 82 385 67
mRSU 780 4 11 39 2
BSA 3 67 147 0 45
EBAT 20 214 16 118 11

2.15. attels. Starptautisko studentu daudzums augstskolas (RTU, RSU, BSA, BAT),
2016. gada (autora veidots).”

Ka redzams 2.15. att€la, katra augstskola ir koncentréts noteikts parsvara vienas tautibas
studentu skaits. lesp&jams, tas saistits ne tikai ar iesp&jam macities dazadas valodas, bet arT ar
katras augstskolas izglitibas eksporta popularitati konkréta valsti. Studenti no Vacijas parsvara
macas Rigas Stradina universitaté (780 studenti), savukart krieviski runajosie studenti izvélas
macibas Baltijas Starptautiskaja akadémija (147 studenti) u.tml. Tas ir secinats, azanaliz&jot
potencialo mérkauditoriju, kuri arvalstu studenti, ka arT studenti no Latvijas regioniem izvélas
studijas galvaspilséta Riga.”

74 using the data from Izglitibas un zinatnes ministrija, Parskats par Latvijas augstako izglitibu 2016. g. (5.6.2.
Apkopojums pa Latvijas augstskolam un koledzam), URL: http://www.izm.gov.lv/lv/publikacijas-un-
statistika/statistika-par-izglitibu/statistika-par-augstako-izglitibu

5 Golubkova K. (Kalinina K.), 2014.,«The creation of the international student's complex, as the way of improving
the integration of foreign students in Latvia, using the example of University of Latvia», Journal of Social Sciences
(COES&RI-JSS), Centre of Excellence for Scientific & Research Journalism, Volume 3, Number 4, October 2014,
URL: http://www.centreofexcellence.net/J/JSS/JSS Mainpage.htm, ISSN (E): 2305-9249 ISSN (P): 2305-9494.
SciVerse Scopus.
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3. Arzemju studentu integracijas modela izveide Latvija
Nodala sastav no 5 apaksnodalam, 70 lappusém, 36 attéliem, 27 tabulam.

Veikta analize 1. un 2. nodala paradija modela izveides nepiecieSamibu, kas palidzetu
starptautiskas akadémiskas mobilitates studentiem macities un péc iesp&jas 1saka laika integréties
uznéméjvalsti. Tadel sis nodalas mérkis ir: izstradat arvalstu studentu starptautiskas akadéemiskas
mobilitdates Latvija integracijas modela konkrétu pieméru, pamatojoties uz marketinga kompleksa
izveidi studentu kompleksd un balstoties uz marketinga kompleksa "7C" elementu principiem, un
pieradit konkréta modela ieviesanas nepieciesamibu.

Lai 1stenotu So mérki, ir nepiecieSams:
- izstradat marketinga kompleksu ar septiniem elementiem "C";
- analiz&t patérétaju / studentu vélmes un problémas, sniegt risinajuma redz&€jumu, ka pirmo
"C" — klients marketinga kompleksa;
- attistit piedavato produktu, ka otrais "C" — paterina priekSmets jeb prece;
- analiz€t produkta patérina izdevigumu un piedavat produkta integracijas isteno$anas
iespéjas un atrast vietu studentu kompleksa, ka treSais "C" — ertiba/izdevigums;
- analizeét produkta vides iek§€jo gaisotni, klimatu, ka ceturtais "C" — klimats;
- ieteikt sist€mas veicinasanas integracijas modeli, ka piektais "C" — sazina/komunikacija;
- analiz€t konkurentus un novertét konkurétsp&jas integracijas modeli, ka sestais "C" —
konkurenti;
- aprékinat integracijas modela izveides izmaksas, pamatojoties uz studentu kompleksa
ievieSanu, ka sestais "C" — izmaksas.
Tadeéjadi autore iesaka jaunu pieeju marketinga kompleksa lietoSanai un risina integracijas
problému ar marketinga kompleksa Iidzekliem — ar septinu "C" elementiem studentu kompleksa.
Vizuali marketinga kompleksa ar septiniem "C" ir atspogulots 3.1. attela

Marketinga
komplekss

1 L | . 1 . | . | . | . 1
Klients B
(Customer) (Convenience)

Prece
(Commodity)

Konkurenti
(Competitors)

Sazina
(Communication)'

Klimats (Climate)I

Cena (Cost)

3.1. attéls. Marketinga komplekss no septiniem elementiem (autora veidots)

Pat p€tijuma par integraciju sagavatoSanas stadija, profesionalas darbibas ietvaros, p&tot
patérétajus, t.i, arzemju studentus, kuri v€las studét vai jau studé Latvijas augstskolas, autore ir
dzirdgjusi vairakkart vienu jautajumu: kad kaut kas tiks darits arvalstu studentu integracijai
Latvijas sabiedriba? Vini dzivo tapat ka par€jie, vietgjie, studenti, bet integréties, izmantojot tos
pasus resursus, nav iesp&jams. Integracija ka divpusgja procesa nepiecieSama ari studentus
uznemosas valsts iesaiste ar IpaSiem pasakumiem.

Identificéta probléma lava formulét turpmakos pasakumus, lai istenotu izvirzito uzdevumu.

Tiek aplukotas Saja nodala izmantotas metodes un pané€mieni, ka ar1 izklastita tirdzniecibas
mehanismu un noveért§juma sist€mas attisttba katram elementam atseviski un marketinga
kompleksam kopuma. Autore sniedz 1su aprakstu par talakajam aktivitatem.

Marketinga komplekss "7C" tiek attistits pakapeniski, ievérojot elementu noteikto secibu
atbilstigi funkciju saturam. Prioritasu un kartibas shéma ir atspogulota attéla 3.1. att€la.

Katra elementa attistiba realiz€jas ar konkrétiem pasakumiem, lai ieviestu katru elementu
kop€ja kompleksa sisttma. Pareja uz katra nakama elementa izstradi nozimé€ jaunu attistibas
pakapi un iepriek$éja elementa Tstenoanas gatavibu. Saja procesa tiek obligati ievéroti elementu
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satura principu nosacijumi katrad posma. Attistibas stadijas pakape nozimé pareju uz nakamo
posmu. Lidz ar to visi posmi tiek Tstenoti ar secigiem risindjumiem, nemot véra ieprieksejos
posmus un visparéjo sisteému kopuma.

Process notiek Iidz ta pilnigai pabeigSanai, t.i., lidz marketinga kompleksa p&dgja elementa
izstradei.

Sistémas principu ieveéroSanas orientieri lauj koncentréties uz katru no elementiem, noteikt
to vertibu marketinga kompleksa un ta visparéjo vertibu, ka individualu elementu, lai istenotu
izvirzito mérki — uzlabot arvalstu studentu integraciju pétijjuma valsti.

3.1. “Customer” (klientu) virziba ka pirmais un butiskakais marketinga kompleksa elements

Si ir pirma pakape visparéja iedzivotaju marketinga kompleksa "7C" elementu attistibas
veidoS$ana un eviesana.

Autore secina, ka, nenoskaidrojot problémas dzilak, tas nevar atrisinat pat §1 pe€tijjuma
ietvaros. Lai identificEtu problémas dzilak, tika veikts marketinga pé€tijums, izmantojot lauka
metodi un autora speciali izstradatu riku anketes$anai.

Anketa tika ieklauts 1paSs jautajumu komplekss par bitiskakajiem jautajumiem, kuri lava
saprast, cik dzilas ir arvalstu studentu integracijas problémas, stud€jot Latvijas Universitate; vai
arvalstu studenti pa$i risina integracijas jautajumus, socializ€jas ar viet&jiem studentiem; ka vini
redz integracijas problémas risinajumu ka starptautiskas akadeémiskas darbibas rezultatu — ka
saskata klienta vertibu piedavataja risinajuma, u.tml.

Aptauja tika veikta péc studentu dzivesvietas (kopmitn€, viesnica), tieSi augstskolas, un ar
interneta starpniecibu, socialajos tiklos. Anketa sastav no 20 jautajumiem, pievienota pielikuma.
Kopgjo izlasi, kas apkopota parauga, veido 136 cilveki no 13 arvalstim, tai skaita Cehijas
Republikas, Vacijas, Nigérijas, Egiptes, Kazahstanas, AzerbaidZanas, Polijas, Turcijas, Krievijas,
Ukrainas, Baltkrievijas, Gruzijas,Uzbekistanas.

Aptaujas mérkis bija paradit, cik svarigs ir jautajums par arvalstu studentu integraciju
Latvija. Lidz ar to pastav iesp€ja noteikt "pareizas" atbildes, p&c integracijas nozimiguma
indikatora, kur§ bus augsts. Pamatojoties uz respondentu atbildém, ir izveidota tabula, kura
atspogulotas katra respondenta atbildes. Ar numuru 1 ir atziméta "pareiza" atbilde, ar numuru 2,
attiecigi, "nepareiza". Lai iegiitu ticamibas koeficientu, tika izmantots Kronbaha alfa tests (ar
vertibu, kuras modulis ir no 0 lidz 1, kas tiek aprékinats, izmantojot SPSS programmu).

Ticamibas koeficients ir svarigs kriterijs, lai novertétu testa rezultatus. Tas nosaka funkciju
precizitati, ar kadu tiek veikta testéSana. Aprékina tika izmantota SPSS programma, Kronbaha alfa
testa modulis, kura vertiba ir starp O un 1.

Standartizéts Kronbaha alfa koeficients s , kas aprékinats péc formulas:
N-r
¥ =
T (WN-1)-F
(3.1,
kur N ir pétamo komponentu skaits, kas noteikts ar vidéjo korelacijas koeficientuT starp
komponentiem.

Rezultati tiek atspoguloti kopsavilkuma tabula 3.1., kur Kronbaha alfa koeficients ir
pietickams (> 0,7), kas norada uz saméra augstu test€Sanas precizitati.
3.1. tabula
Statistiska ticamiba (autora aprekins)

Kronbaha | Kronbaha alfa bazes N
alfa standarta elements | elements

,763 , 746 13

Aprékina izmantotas metodes — Kronbaha alfa tests (dihotomas punkti tiek noteikti ar
Kudera-Ricardsona formulu 20 (KR20).
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Saskana ar 3.2. tabulu ir iesp&jams secinat, ka tiek mainita test€Sanas precizitate, izsledzot

atbilstoso elementu (p&d€ja kolonna).

3.2. tabula
Elementu statistika attieciba uz rezultatiem (autora veidota)
Izskaitlot Izskaitlot Kronbaha
vidgjo, dispersiju, Labota korelacija alfa,

Jautajuma izsledzot izsledzot starp elementu un | izsledzot
numurs elementu elementu rezultatu elementu
nl 17,6222 7,222 470 ,739
n2 17,6222 7,222 ,470 ,739
n3 17,8519 7,575 ,378 ,749
n4 17,8519 7,575 ,378 ,749
n5 17,6889 7,231 ,468 ,739
n6 17,6889 7,231 ,468 ,739
n7 17,6741 7,162 ,494 ,736
ng 17,6741 7,162 ,494 ,736
n9 17,2074 8,598 ,061 71
nl0 17,2074 8,598 ,061 771
nll 18,0222 7,873 ,404 ,749
nl2 17,8000 7,609 ,342 754
nl3 17,8667 7,654 ,353 752

Ir iesp&jams, pieméram, palielinat indikatoru, izslédzot 9. un 10. jautajumu. PriekSpedeja
kolonna ir koeficienta selektivitate, kas ir svarigs kritérijs, lai novertétu jautajuma piemerojamibu.
Seit arf var izslégt 9. un 10. punktu, kas pasi izcelas, jo ir pretruna ar paréjo skalu. Turklat tiek
noteikts arT sarezgitibas indekss. Pareizas atbildes procentuala biezuma raditajs (kodésana 1) ir
atbilstosa punkta sarezgitibas indekss. Visi sarezgitibas indeksi ir paraditi 3.3. tabula.

3.3. tabula
Katra jautajuma sareZgitibas indeksa aprékinasana (autora veidota)

Jautajuma Sarezgitibas
numurs indekss

47,1
47,1
69,9
69,9
53,7
53,7
52,2
52,2

5,9

5,9
87,5
65,4
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13 72,1

Saskana ar iegiitajiem rezultatiem 9. un 10. jautajumu var izslégt, ja to procentiles vértiba ir
mazaka par 20. Sim noliikam autore aprékina raditajus, nenemot vera Sos jautajumus.
3.4. tabula

Uzticamibas statistika
(autora veidota)

Kronbaha alfaa N elements
,783 11

Ka redzams no 3.4. tabulas, ja izsledz 9. un 10. jautajumu, koeficients palielinas. Lai
apstiprinatu $o rezultatu, autore veido elementu statistiku saistiba ar rezultatiem (skatit. 3.5.
tabulu).

3.5. tabula
Elementu statistika attieciba uz rezultatiem (autora veidota)
Labota
Izskaitlot korelacija Kronbaha
Izskaitlot dispersiju, starp alfa,

Jautajuma | vidéjo, izsledzot izsledzot elementu un izsledzot
numurs elementu elementu rezultatu elementu
nl 13,7407 7,059 473 ,762
n2 13,7407 7,059 473 ,762
n3 13,9704 7,387 ,391 L7171
n4 13,9704 7,387 ,391 171
n5 13,8074 7,022 ,489 ,760
n6 13,8074 7,022 ,489 ,760
n7 13,7926 6,957 ,515 , 157
ng 13,7926 6,957 515 , 157
nll 14,1407 7,734 ,392 172
nl2 13,9185 7,493 ,324 7179
nl3 13,9852 7,522 ,341 77

Saskana ar ieglitajiem rezultatiem var secinat, ka aptauja tika veikta kvalitativi. To apliecina
fakts, ka Kronbaha alfa koeficients ir vairak neka 0,7. Lidz ar to Kronbaha alfa koeficients rada,
ka visi jautajumi vienoti peta vienu funkciju un tests ir diezgan uzticams aprakstam par arvalstu
studentu integraciju.

Spirmena-Brauna uzticamibas sadalijjuma attiecibas

Spirmena-Brauna uzticamibas sadalfjuma attiecibas sauc ari par prognozeésanas koeficientu,
tas ir veids, ka aprékinat uzticamibas sadalijuma attiecibas. Spirmena-Brauna prognozéSanas
koeficients tiek izmantots, lai veiktu uzticamibas pilnu parbaudi, pamatojoties uz korelaciju starp
dalam. Vispar€ja vadlinija — vertiba 80 un augstak tiek uzskatita par apmierinoSu uzticamibu, 90
un lielaka nozime labu uzticamibu, ja p€tijumi netiek uzskatiti par kaut ko 1paSu — uzticamiba pie
60. Pirsona sadalfjuma formu korelacija noveért€ uzticamibu pusei no instrumenta vai skalas.
Spirmena-Brauna "prognozes formula" paredz, ka uzticamibas pilna parbaude biis balstita uz
korelaciju tas dalas. Sads koeficients biis augstaks neka koeficients uzticamibas testa pusg. Sis
koeficients viegli aprékinams manuali ka divkarSa korelacija starp divam testa pusém, dalot ar 1,
plus puses testa uzticamiba.
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L kr;
T r (k- Dn,

r; — uzticamibas koeficients uzticamibas algoritma testa puse;

(3.2)

r,’ — Korigétais uzticamibas koeficients ;
k — kopejais izlases lielums, dalits ar katra veida parauga izmeéru.
3.6. tabula

Kopsavilkuma tabula visu jautajumu statistikas ticamibai (autora aprekins)

Statistiska ticamiba
Kronbaha alfa | 1. dala Vertiba , 746
N elements 72
2. dala Vertiba ,580
N elements 6P
Kopa N elements 13
Korelacija starp formam ,409
Spirmana- Vienlidzigs garums ,580
Brauna
koeficients Nevienlidzigs garums 0,581207132
Uzticamibas analizes algoritma mainigais 534
koeficients (puse no Gutmana skalas) ’
a. Elements - : nl, n2, n3, n4, n5, n6, n7.
b. Elements - : n7, n8, n9, n10, n11, n12, n13.

Ka redzams atbilzu apkopojuma, Spirmena-Brauna koeficientu sadalijums uzticamibai ir
nepietiekams, lai apgalvotu, ka tests veidots kvalitativi. Sim nolikam autore Spirmena-Brauna
koeficienta aprékinasanai izmanto sadalfjumu bez stridigajiem jautajumiem, kas tika atklati,
aprékinot Kronbaha alfa koeficientus 9 un 10.

3.7. tabula
Kopsavilkuma tabula statistikas uzticamibai ar izslegtajiem jautajumiem
(autora aprekins)

Uzticamibas statistika
Kronbaha alfa 1. dala Veértiba ,721
N elementi 62
g 2. dala Vertiba ,663
N elementi 5b
Kopa N elementi 11
Korelacija starp formam ,494
Spirmena-Brauna Vienads garums ,662
koeficients Nevienads garums ,663
Gitmana koeficients ,650
a. Elementi - : nl, n2, n3, n4, n5, no6.
b. Elementi - : n6, n7, n8, nl1, n12, n13.

Novertgjot testéSanu ar Kronbaha alfa un izslédzot skaitliem 9 un 10 atbilstigos jautajumus,
Spirmena-Brauna prognozu koeficients ir pieaudzis Iidz apmierinoSam Iimenim. Tapeéc,

45



pamatojoties uz divu parbauzu rezultatu uzticamibu, ir pamats uzskatit, ka veiktaja aptauja ir
diezgan kvalitativs novért€§jums pétijuma problémai.
Uzticamiba apliecina veikto p&tijumu rezultatu patiesumu (tuvu patiesibai), bet validate rada,
ka rezultati patiesam ir saistiti ar petijumu par arvalstu studentu apmierinatibu ar integracijas
procesiem Latvija marketinga kompleksa “7C” koncepcijas ievieSanas laika studentu vide.
Iegtitie p&tijumu rezultati lavusi objektivi izvertét:
- arvalstu studentu, kas stud€ Latvijas augstskolas, esoSo integracijas problému dzilumu;
- studentu sp&ju neatkarigi risinat problémas ar integraciju, bet drizak — tas trikumu;
-vizija problémas ar integraciju risinajumam, ka rezultats starptautiskajai akadémiskajai
darbibai;
- klientu vertibas balstito problémas risinajumu;
- mérka pateérétaja nakotnes modeli;
- integracijas produkta saturu.

Kopuma veikta analize, kura tika izmantoti aptaujas dati, ir identific€jusi mérkauditoriju,
pateérétaju, proti, pirmo elementu — “Customer” (klients) marketinga kompleksa “7C".

Veiktais pétijums atspogulo “7C”attistibu, identific€jot Saja posma attistibas marketinga
kompleksa attistibas pakapi (skat. 3.2. att€lu).

Lai atvieglotu uztveri, marketinga kompleksa attistibas shémas izstradi autore sadala
vairakos posmos, att€lojot 3.2. att€la attistibas shé€mas pirmo posmu. Attistibas pakapes
identifikacija rada veiktos p&tijumus $aja marketinga kompleksa attistibas posma (skat. 3.2.
att€lu), kas atspogulojas virs parstavéta skaitla péc aptaujas (skat. bloku 1). Patiesiba logiski un
objektivi iegiitie rezultati Saja posma vél ir elementa veidosanas stadija, ir noteikts nakama posma
mérkis un otra elementa veidosanas —‘Commodity” (prece). Mérka sasniegSanas kodols, veidojot
“Commodity” (preces) elementa saturu, atspogulojas sadi: "Ko ieteikt paterétajam paterinam, lai
vin$ biitu apmierinats?" (skat. bloku 2 attéla 3.2.).

CUSTOMER
COMMODITY 2
M
| CLIMATE 1
X

COMMUNKCATI

# COMPETITORS

COSET

3.2. att€ls. Marketinga kompleksa izstrades shéma tas pirmaja posma
(autora veidots).

Veikta analize identificgja mérkauditoriju, t.i., klientu un jaunas preces saturu. Aptauja, 128
no 136 respondentiem, studenti noradija, ka labprat izmantotu So produktu un uzskata — tas kaut

46

3.2. “Commodity” (preces) izveide integracijas marketinga kompleksa ka galvenais
risinajums arvalstu studentu integracijai un ka starptautiskas

akadémiskas mobilitates rezultats

Péc marketinga kompleksa "7C" otra posma veidoSanas tika izstradats marketinga
kompleksa otrais elements — “Commodity” (prece),

Marketinga kompleksa elementa “prece” izveidei, péc autores domam, janodroSina
lidzsvarota struktura. To var panakt, apvienojot izcelsmes definiciju lidzsvaru, ka korelacija starp
pieprasfjumu un piegadi, ar misdienu koncepciju realizaciju. Saja gadijuma lidzsvarota preces
struktiira nodro$inas ne tikai atbilstibu produkta piedavajuma-pieprasijjuma modelim tagadné, bet
arT atbildis priekSnoteikumiem piedavajuma-pieprasijuma noskaidro$anai un veido$anai nakotng,
aktivi ietekmgjot patérétaju turpmako pieprasijumu ar marketinga kompleksa lidzekliem, kas nav
pretruna ar likumiem, kuri nosaka izglitibas sist€émas tirgu.

Preces struktur&Sanai ir nepiecieSami lidzekli, aptverot dazadas kop€ja struktiira ietilpstosas
grupas, kas ir butiski Saja lidzsvarotas preces izveides procesa. Ir nepiecieSams, no vienas puses,
pareiza informacija par piedavajamas preces struktiiru, lai nodroSinatu, ka akadémiskas mobilitates
pakalpojuma piedavajums un ta rezultata veikta integracija netiktu sajaukta ar citiem lidzigiem
pakalpojumiem, bet, no otras puses, parak dzila strukturéSana var biit nozimigs Skérslis nakotné.
Tapéc ir javeic pietiekami daudz petijumu, lai iegtitu optimali sabalansétu produktu.

P&c analizes veikSanas tiek pienemti lémumi par precu struktiiras veidosanu. Pilniba jaievéro
organizacijas sniegtie principi, lai istenotu mérka stratégijas sasniegSanu. Veicot preces
noveéro$anas principa nodroSinasanu, svarigi ir finanSu resursi, citadi nav iesp&jams planot
marketinga kompleksa ievieSanas sakumposmu studentu vide.

Veikta pétijuma otrais posms ir identific€jis otru elementu — prece — marketinga kompleksa
“7C". Attela 3.3. ir vizuali paradita marketinga kompleksa attistibas shéma tas otraja posma.
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3.3. att€ls. Marketinga kompleksa attistibas shémas otrais posms (autora veidots).

Preces sabalanséts piedavajums ir izveidojis marketinga kompleksa otro elementu (skatit
bloku3). Izvirzita mérka pirma posma stenosanu nosaka: ko piedavat paterétajam paterinam?

Ir ieteikti 5 alternativu posmi:

- alternativas izmantoSanas iesp&ju veidoSanas (skat. bloku 4);

- alternativu veidoSana, novérsot draudus no argjas vides (skat. bloku 5);
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- alternativu veidoSana, apzinoties un izmantojot uznémuma stipras puses (skatit bloku 6);

- alternativu veidoSana, ka noverst uznémuma nepilnibas (skat. bloku 7);

- alternativu kvalitativa analize, nosakot problémas risindjumu un patérétaja apmierinatibu

ar izveidoto preci (skat. bloku 8).

Preces izstrades alternativas. Kompleksam, kas piedava lidzigu preci, ir noteikts nevis viens,
bet vairaki mérki, kas izvirziti, balstoties uz daudzpusigi veikto analizi, kuras uzdevums ir pétit
gan argjas, gan iek$gjas vides organizacijas. Viens no visparatzitajiem rikiem marketinga
kompleksa ir analize, izmantojot SVID matricu (skatit bloku 9).

Tadgjadi integracijas produkts veidojas, pamatojoties uz studentu vélmeém, kas identificétas
aptaujas rezultata 3.1. sadala. Integracijas produkts ir konkurétspgjigs un rezultats palidzes radit
nepiecieSamo klimatu, kas savukart veicinas arvalstu studentu integracijas procesa uzlabosanos
starptautiskas akadémiskas mobilitates rezultata. Pirms formulét elementu “Climate” (klimats), ir
vajadzigs formulét elementu “ertiba” (izdevigums), Convenience.

3.3. Marketinga kompleksa elements “Convenience” — izstradata produkta
patérina értiba

Marketinga kompleksa “7C" veidoSanas procesa tika radits lidzsvarots “Commodity”
(prece). Lai istenotu izstradata produkta integraciju (3.2.), ir nepiecieSama vieta, kas teritoriali un
geografiski atrodas netalu no augstakas izglitibas iestadém.

Péc teritoriala segmenta ertaka vieta, kur istenot integracijas preces izplatiSanu arvalstu
studentiem Latvija, iesp&jams, ir Kengaraga zona Riga, tuvu iepriekSminéto augstskolu (BSA, TTI
u.c.) atrasanas vietai Bultu iela 2, studentu komplekss ietver: kopmitnes un dazadus citus
pakalpojumus arzemju studentu integracijai vietéja sabiedriba.

Marketinga kompleksa attistibas shémas tresais posms vizuali tiek att€lota 3.4. attela.
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3.4. attels. Marketinga kompleksa izstrades shéma tre§aja posma
( autora veidots).

TreSaja posma veikta teritoriali geografiska analize noteica treso elementu — “Convenience”
(ertiba), (skat. bloku 12 attéla 3.4.) marketinga kompleksa “7 C” un atrisinaja izvirzito uzdevumu,
noradot konkrétu preces realizacijas adresi.

Vel preces veidoSanas posma — ”7C” radiSanas otraja posma (skat bloku 11 attéla 3.4. ) un
“Convenience” (€rtibas) veidoSanas Saja treSaja posma (skat. bloku 13 attéla 3.4. ) tika formuléti
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mérki marketinga kompleksa “7C” 4. elementa — “Climate” (gaisotne/klimats) veidosana. ST
elementa veidoSanu nosaka vispirms tas, ka tamlidziga produkta — integracijas produkta —
realizacijai nepiecieSami 1pasi apstakli labveliga videé un 1pasa gaisotné.

Sabalansétas preces piedavajums izveidoja marketinga kompleksa otro elementu — (skat.
bloku 3 att€la 3.3.). Tas deva atbildi uz pirmaja posma uzstadito jautajumu: kadu piedavajumu dot
patérétajam paterinam?

3.4. Laba “Climate” (klimata) radiSana marketinga kompleksa — tieSs cel§ uz panakumiem
starptautiskas akadeémiskas mobilitates studentu integracijas modela ievieSana

Labveliga klimata radiSana laus veiksmigi realizét starptautiskaja un iekseja akadeémiskaja
mobilitaté nonakuSu studentu integracijas ideju. Téma ir attiecinama uz menedZmentu, bet
pétijuma ietvaros apliikojamais materials tiks saukts par elementu — klimatu. Tas ir pareizi dazadu
iemeslu del. Vispirms pareiza organizatoriska struktiira laus efektivi realizeét integracijas ideju;
otrkart, pareizi atlasits personals, ta kvalifikacija laus sekmigi realizét arvalstu studentu
integracijas ideju.

Studentu kompleksa uzdevums: “Apmierinat pateérétaju vajadzibas, pateicoties augstakas
kvalitates integracijas pakalpojumu sniegSanai, un ar So darbibu radit ietekmi Eiropas sabiedribas
tautsaimnieciba”.

Organizacijas, kura darbosies studentu kompleksa, merkis: “Ekonomiskas un socialas
ietekmes maksimiz€Sana organizacijas pastavéSanas un darbibas rezultata”.

Paredzeta misija ir loti vertiga tadai organizacijai, kura ne tikai parstav komercialu virzienu,
bet kurai ir arT socialas funkcijas. Tapéc vaditdjam un visiem darbiniekiem japiemit izcilam
ipasibam, kas balstitas plasa darba pieredze un c€la cilvéciskuma. Lai cilvéki tam atbilstu, autore
ir izstradajusi un defingjusi seSas vertibu orientacijas, kuras ietekm& parvaldes l€mumu
pienemsSanu, menedzera darba raditajus, jo 1pasi saistiba ar marketinga kompleksu. P&c autores
domam, tie$i Sie kritériji palidzes cilvékam/vaditajam atbilst sp&jai rast izeju sarezgitas un kritiskas
situacijas, kadas var rasties darba ar neviendabigu mérkauditoriju, dazadu tautibu, kultiiru, religiju
cilvekiem. Autore ir izstradajusi un defingjusi sesas vertibu orientacijas (skat. 3.8. tabulu).

3.8. tabula
Vaditaja vertibu orientacijas (autora veidota)
Vertibu kategorija Veélamo mérku veidi
Teoretiska Patiesiba. ZinaSanas. Racionala | Ilgtermina p&tijumi un attistiba
domasana
Ekonomiska Praktiskums. Derigums Izaugsme. Rentabilitate. Rezultati.
Bagatibas uzkrasanas
Politiska Speks. Atzisana Kopgjais  kapitala, pardosanas
apjoms, darbinieku skaits
Sociala Labas attiecibas. Simpatijas. | Sociala atbildiba attieciba pret
Konflikta trikums rentabilitati. Netiesa konkurence
Estetiska Harmonija. Sastavs. Forma un | Produkta dizains. Kvalitate.
simetrija Pievilciba
Religiska Pasaules pienemsana Etika. Moralas problémas

Tadgjadi izstradatie pasakumi studentu kompleksa darbibas, organizatoriskas struktiiras,
amata pienakumu, vaditaja vértibu orientaciju organizéSana laus radit vajadzigo klimatu studentu
kompleksa marketinga kompleksa apstaklos, veicinot iesp&jamo konflikta situaciju minimiz&sanu
un starptautiskas akadémiskas mobilitates studentu integracijas procesa laika samazinaSanu.

Sabalansétas preces veidoSanas posma (skat. bloku10 attéla 3.3.) Iidz ar mérki — kur piedavat
vai realizét preci (skat. bloku 13 attéla 3.4.), tomér bija probléma: kada klimata un kurs realizés
preci (skat. bloku 10 att€la 3.3.), kas noteica 4. elementa — klimata — saturu (skat. 3.5. attelu).
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Marketinga kompleksa attistibas shéma ceturtaja posma vizuali paradita 3.5. attela.
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3.5. attels. Marketinga kompleksa attistibas shema ceturtaja posma
(autora veidots).

Ceturtaja posma sniegtie pasakumi noteica ceturto elementu — “Climate” (klimats) (skat.
blokus 14 un 15 attela 3.5.) “7C” marketinga struktiira, tadéjadi atrisinot otraja un treSaja
marketinga kompleksa izstrades posma izvirzitos uzdevumus, turklat noradot konkrétu
“Commodity” (preces) realizacijas adresi.

3.5. «Communication» (sazina) ka starptautiskas akadémiskas mobilitates arvalstu
studentu integracijas modela virziSana

Marketinga kompleksa “7C” veidoSanas piektais posms risina iepriekseja sadala izvirzitos
uzdevumus: otrais, treSais un ceturtais posms — kur tiks realizéts elements “Communication”
(sazina). ST posma galvenajam nosacijumam jabiat: informacijas izplati§anas princips par jau
marketinga kompleksa izveidojusos elementu priekSrocibam (Customer (prece), Convinience
(ertiba), Climate (klimats)) tiesi pasiititajam.

P&dgjos gados zimolvediba un marketings augstakaja izglitiba ir ievérojami mainijies online
telpa, ar pastiprinatu akcentu uz jaunam platformam ar€jai mijiedarbibai un saskarsmei. Termini
“socials” un “digitals” attiecas gan uz socialo tiklu un digitala marketinga kopuma izmantoSanu,
gan ietver efektivu un intuitivi saprotamu timekla vietnu un mobilas optimizacijas lomu.
Organizacijas turpina izmantot socialos tiklus un digitalas platformas, tadas ka Twitter, Facebook,
YouTube, un aplades datnes savu programmu virzi$anai, tostarp timekla vietnu dizains ir vél viens
svarigs komponents taja, ka koledzas un citas dazada tipa augstskolas prezent€ sevi potencialajiem
studentiem. 7

76 Smith, J. “Fix Your College Website to Increase Yields.” LinkedIn, April 14, 2015.
https://www.linkedin.com/pulse/5-ways-website-personalization-can-impact-your-colleges-jason-smith
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3.6. attels. Marketinga kompleksa attistibas shema piektaja posma
(autora veidots).

Marketinga kompleksa piekta elementa — “Communication” (sazina) — veidoSana (skat.
bloku 17 attela 3.6.) notika, pamatojoties uz pieteiktajiem mérkiem informacijas izplatiSana
patérétajam (skat. bloku 18 att€la 3.6.) par preces priekSrocibam (skat. bloku 19 attéla 3.6.),
“Convenience” (€rtibu) (skat. bloku 20 attela 3.6.), “Climate” (klimatu) (skat. bloku 21 attgla 3.6.),
kura realizéta “Commodity” (prece), t.i., visi ieprieksgjie marketinga kompleksa shémas elementi,
3.6. att.

3.6. “Competitors” (konkurenti) ka marketinga kompleksa elements un marketinga kompleksa
studentu kompleksa prognozejama konkuretspeja ka
arvalstu studentu integracijas modelis

Marketinga kompleksa septinu “C” sestaja veidoSanas posma tiek realiz€ts elements —
konkurenti (“Competitors”).

Viens no piedavata produkta kvalitates mérkiem ir tirgus izvirzito prasibu atbilstibas
nodrosinasana. Kad ir daudz prasibu, un tas ir pretrunigas, organizacijas var neatkarigi novertét
tadu parametru relativo svarigumu ka kvalitate, cena, pakalpojumu sniegSanas atrums, un tas ir
spiestas mekl&t risinajumus, kas atbilst ne tikai patérétaju prasibam, bet ar tirgum kopuma. Saja
gadfjuma tirgum un patérétajam ir savas ipatnibas. Patérétajs — tas ir arvalstu students, proti,
izglitibas jomas paterétajs, bet paterina produkts ir tirgus, kas sniedz konkrétu produktu, kur§
neattiecas uz izglitibas pakalpojumu jomu, toties attiecas uz pakalpojumu sniegSanas jomu, un tam
ir noteikta forma, tada ka, pieméram, viesnicu pakalpojumu sniegSana.

Marketinga kompleksa studentu kompleksa konkurétsp&jiga strateégija pétijuma temas
ietvaros ir daudz plasaka par jebkura uznémuma produkta kvalitates vadibas stratégiju. Tapéc, ka
lidzas pakalpojumu sniegSanas augsta tehniska limena izveidoSanai un ta kvalitates nodroSinasanai
nepiecieSams risinat arT noteiktu marketinga mérku kompleksu, kas orientéts uz tirgus un to tirgus
segmentu izpé&ti, kuros paredzéts Tstenot biznesu ar skaidri izteiktu socidlo aspektu. Ipasi nemot
vera faktu, ka $is studentu komplekss, ka tika noteikts ieprieks, ir komerciala struktiira, kurai ir
sociala ievirze. Neviennozimiga izpratne par konkurétsp&jas strat€giju starp integracijas produktu,
kas arvalstu studentiem piedava akadémisko darbibu, un studentu kompleksu, kur§ piedava
integracijas produktu, prasa ieviest skaidribu un objektivu izpratni.

P&c autores domam, objekts, kas veido kapitalu, spgj radit nepiecieSamo produktu, kur$
veicinas arvalstu studentu integraciju Latvijas sabiedriba. Tads objekts ir marketinga komplekss
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studentu kompleksa ka objekts, kas veido savstarp&ji saistitu elementu triadi: piedavata
integracijas produkta kvalitate, “razotaja”’’, kur$ piedava integracijas produktu, raksturlielumi, un
izglitibas un viesnicu pakalpojumu tirgus raksturlielumi.

Lai veidotu studentu kompleksa konkur&tsp&ju, pozitivo un negativo pusu noskaidrosana
lauj analizét konkurentus, izmantojot “Parametru koeficienta” metodi, kuru izstradajusi autore un
aprékina konkurétsp&jas vertejumu ar studentu kompleksa “Parametru koeficienta” analizes
metodi. Sim noliikam izmantota formula:

F=(B/y*6)y*e (3.3)
kur g — pozitivi parametri;

y— negativi parametri;

O_ analizéto parametru skaits;

= — Sarpa koeficients pétniecibas joma’®.

Aprekinu rezultati parada, ka konkurétsp€jas koeficienti ir $adi: Hotel Apalenis — 2,7,
PRIMA —1.37; SALA APARTMENTS — 0,6.; DODO Hotel — 0,67; Prisu Nams — 0,9.

Sniegts konkurétsp€jas vertejums, izmantojot ‘“Parametru koeficienta” metodi, ka studentu
kompleksa organizacija vienada ar 6,3, kas divreiz parsniedz tirgus lideri Hotel Apalenis.

Veikta analize paradija, ka integracijas modelis — studentu komplekss (MISC) tradicionala
marketinga kompleksa “4P” ietvaros atrodas augstaka Iimeni, salidzinot ar tuvakajiem
konkurentiem viesnicu pakalpojumu sniegSanas joma. NeapSaubami, So raditaju dal€ji nosaka tas,
ka tas iegust visaugstako punktu skaitu péc visiem krit€rijiem, iznemot cenu tipa un pakalpojumu
piegades tipa.

=0 Studentu kompleks  =®=PRIMA SALA APARTMENTS PraSu Nams

Racionalas vertibas

TieSais marketings 3 Ekonomiskas vértibas

Marketinga komunikacij Produkta emocionalas vértibas

1.5 \ / Preces sortiments

< ; Lietderibas koeficients
0

< >

/ Cenas veids

Preces/pakalpojumu h Cenas funkcija

sniegSanas veids

Marketinga sist€ma . ... .
. e . Cenas veida strategijas merkis
izplatiSanas veids ’

Segmentacijas pazime lasa cenu segments

3.7. att€ls. Marketinga kompleksa matricas parametru salidzino$as analizes rezultati
(autora veidots).

Personiga pardoSana

PR

Reklama

78 a coefficient of Sharpe is this relation medium-sized of transaction (in to standard deviation of all transactions (in
in the field of or industries.
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Tomer augstakais punktu skaits pec precu skiroSanas krit€rijiem, ka arT pec pakalpojumu
sadales tipiem tiek nomainits ar zemaku vertéjumu péc citiem punktiem. Saskana ar marketinga
kompleksa “4P” salidzinos$as analizes rezultatiem integracijas modelis — studentu komplekss ir
lideris starp organizacijam, kas piedava viesnicu pakalpojumus, t€laini sakot, starp konkurentiem.
Tacu, nemot véra to, ka MISC nav komercials projekts, bet lielaka méra socials, tam nav lidzigu,
un tatad nav arT konkurentu.

Marketinga kompleksa attistibas shéma sestaja posma vizuali paradita 3.8. attela.
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3.8. att€ls. Marketinga kompleksa attistibas shéma sestaja posma (autora veidots).

Sestaja posma veikta analize noteica treSo elementu — “Competitors” (konkurenti) (skat.
bloku 23 attela 3.8.) marketinga kompleksa “7C” un atrisinaja izvirzito uzdevumu — piedavatas
“Commodity” (preces) (skat. bloku 24 att€la 3.8.) konkurétsp&jas noteikSana. Savukart Sis
elements pieradija nepiecieSamibu izveidot marketinga kompleksa p&déjo elementu “Cost”
(izmaksas) (skat. bloku 2 att€la 3.8.), kura veidoSana tiks paradita ped€ja septitaja posma péec
arvalstu studentu integracijas modela novertgjuma.

Lai novertétu studentu kompleksu un prognozétu tirgus aktivitati dotaja posma,
nepiecieSams analiz€t un novertét izstradata modela potencialu sakara ar tirgus tendencu
izmainam, ka art faktoru, kuri atrodas arpus vadibas pastavigas kontroles zonas, un var ietekmét
attistibu perspektiva. So novértejumu var veikt, izmantojot analizi ar SVID matricu.

Pamatojoties uz SVID analizi, var uzsvert: arvalstu studentu integracijas modelim,
pateicoties studentu kompleksam, ir absoliits potencials tirgus iekaroSanai Vidzemes regiona.
Kompleksa piedavatais sabalansétais produkts lauj pretendét uz monopolistisku konkurenci $aja
joma. TieSo konkurentu neesamibu nosaka tas, ka, analiz€jot tikai vienu produktu paketi
(dzivojamo telpu noma), komplekss ienem liderpozicijas, salidzinot ar konkurentiem. Galvenas
ipatnibas atrodas tieSi proporcionali vidgjai tirgus cenai, nodroSinot augsti profesionalus
pakalpojumus.

Lai aplukotu argjas vides ietekmi uz arvalstu studentu integracijas modeli un studentu
kompleksa aktivitati, autore veic PEST analizi.
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PEST analizes rezultati
POLITISKIE FAKTORI (P)

5

TEHNOLOGISKIE EKONOMISKIE FAKTORI
FAKTORI (T) (E)

SOCIALI KULTURALIE FAKTORI (S)

3.9. att€ls. PEST analizes rezultati (autora veidots).

Veicot PEST analizi, autore noskaidro ar&jas vides faktorus, kuri lielaka méra ietekmé
integracijas modeli. Vispirms jauzsver, ka, neskatoties uz ierobeZojumu neesamibu, Latvijas
nodokl]u politika neveicina biznesa veikSanu, bet diskusija, kas turpinas MIL par nodoklu likmju
paaugstinaSanu, rada papildu risku, t.i, ir nestabilitates elements — Seit var attiecinat eso§o nodoklu
palielinajumu un jaunu ievieSanu. Starp politiskajam partijam, kuras darbojas Latvija, vérojama
intensiva konkurence, kas izraisa politisku nestabilitati un provoce nevis ekonomisku, bet politiski
nepopularu lémumu pienemsanu.

3.7. Integracijas modela finanSu plans ka marketinga kompleksa “7C”
elements — “Cost” (izmaksas)

Marketinga kompleksa “7C” veidoSanas sestaja posma tiek realiz€ts septitais elements
“Cost” (izmaksas).

Bez §1elementa veidoSanas jau raditie elementi un marketinga komplekss kopuma izskatitos
bezjédzigs, jo netiktu realizéts un paliktu tikai teorija.

Sniegtas t€mas ietvaros veiktais pétijums paradija, ka integracijas modela ka studentu
kompleksa organizacijas ievieSana Latvijas Vidzemes regiona tirgl ir pamatota un nepiecieSama.
Integracijas modela — studentu kompleksa organizacijas — ievieSanai nepiecieSams izstradat
finansu prognozi un investiciju planus ar prognozi 10 gadiem.

NepiecieSamo investiciju apjomu nosaka integracijas modela ka studentu kompleksa
organizacijas ievieSanas iek$€ja sp&ja, lai veidotu pozitivas finansu plismas, un laiks, kas
vajadzigs parejai uz pasatmaksasanos (paSfinans€Sanos) un ienakumu giiSanas no iegulditajam
investicijam reZimu.

Tadam sarezgitam investiciju projektam, kads ir studentu komplekss, Sie faktori atkarigi gan
no argjiem apstakliem (vispirms jau no tirgus apstakliem), gan ar1 no izveletas projekta realizacijas
strat€gijas esoSo alternativu ietvaros.

Optimalas stratégijas izvele ir vadibas ieksgjais faktors un tam ir ipasa loma modela
realizacijas sakuma posmos, nosakot izmantojamo finansu resursu efektivitati, un, visbeidzot,
nosakot investiciju atmaksaSanas nosacijumus.

Lai izstradatu organizacijas finansu planu, nepiecieSams izstradat prognozes bilanci
turpmakam galveno finanSu raditaju aprékinam. Bilances izstrades posmi ietverti organizacijas
prognoz€jama finanSu stavokla analizé péc S$adiem raditajiem: debets, kredits, ienémumi,
izdevumi.

Sniegtas fiks€to un mainigo izmaksu, ienesiguma postenu, bilances, parskata par naudas
lidzeklu kustibu, parskata par pamatkapitalu un parskata par pelnu un zaud€jumiem prognozes
paradija, ka integracijas modela gada apgrozijums bus 506 005,00 eiro, savukart pelna biis
111087,73 eiro gada péc visu nodoklu, tostarp ienakumu nodokla, nomaksas. Sie raditaji liecina
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par organizacijas absoliitu ienesigumu. Aprékinatie finansu raditaji: atro ien€mumu koeficients

(QIR), naudas plisma investiciju perioda un diskontéta naudas plisma demonstré komercialu

izdevigumu no integracijas modela — marketinga kompleksa studentu kompleksa ievieSanas.
Marketinga kompleksa attistibas shéma septitaja posma vizuali att€lota 3.10. attela.

CUSTOMER,
27
*  OoMMODITY
#  CONVENIENCE —
M
I ol CLIMATE - o 26
X
DOMMUNICATT |
N
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COST

3.10. attels. Marketinga kompleksa attistibas shéma septitaja posma
(autora veidots).

Marketinga kompleksa septita elementa — “Cost” (izmaksas) veidoSana (skat. bloku 26
attela 3.10.) notika, pamatojoties uz visu elementu finansu atbalstu, kas attiecas tie$i uz marketinga
kompleksu, tostarp Commodity, Convenience, Climate (prece, €rtiba, klimats) (skat. bloku 27
attela 3.10.).

Sniegtas fiks€to un mainigo izmaksu, ienesiguma postenu, bilances, parskata par naudas
lidzeklu kustibu, parskata par pamatkapitalu un parskata par pelnu un zaud&jumiem prognozes
paradija, ka absoliita rentabilitate no komerciala viedokla ir studentu kompleksa organizacijas
izveide. Aprékinatie finansu raditaji: atro ien€mumu koeficients (QIR), naudas pliisma investiciju
perioda un diskontéta naudas plisma demonstréja komercialu izdevigumu no integracijas modela
— marketinga kompleksa studentu kompleksa ievieSanas.Veikta analize lava formulét pedejo 7.
elementu “C” marketinga kompleksa.

Ieprieks teiktais apstiprina, ka §1s nodalas un darba kopuma izvirzitais merkis ir aktuals.

Starptautiskas akadémiskas mobilitates studentu integracijas modelim ka sociali nozimigam
projektam, kas iemiesots studentu kompleksa organizacijas un izveidots, pamatojoties uz
marketinga kompleksu “7 C”, ir praktiska nozime:

- valsts t€la uzlaboSana, pateicoties starptautiskas akadeémiskas mobilitates studentu integracijai,
un [idz ar to aktivaka jaunu studentu piesaiste Latvijas augstskolam;
- lidzeklu piepliudes valsts budzeta palielinajums komercdarbibas, kas realizé integracijas modeli,
nodoklu veida.

Tadgjadi var beigt marketinga kompleksa veidoSanu, kas sniegta 3.11. attéla.
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3.11. attels. Marketinga kompleksa izveide.

Lai pieraditu zinatnisko pétfjumu originalitati un to lidzibu ar jau adapttu marketinga
kompleksu, autore sniedz salidzinoSu tabulu, kura ietverti autores izveidota marketinga
kompleksa, klasiska marketinga kompleksa “7P” un Dzonatana Aivi (Jonathan Ivy) marketinga

kompleksa elementi (skat. 3.9. tabulu).

Tabula redzams, ka marketinga kompleksam “7C” ir individuala struktiira un tas ietver svarigakos
elementus, péc autores domam, arvalstu studentiem un citam Latvijas tirgus jomam.
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3.9. tabula
Marketinga kompleksa salidzino$a tabula (autora veidota)
“7C” (autora Klasiskais ”7P” DZonatana Aivi
veidots) komplekss
Pasiititajs Cilveki Cilveki
Prece Produkts Programma
Ertiba Vieta
Klimats Publicitate
Sazina Veicinasana Veicinasana
Konkurenti
Izmaksas Cena Cena
Process Prémijas
Prospekti
Atziniba

Secinajumi un ieteikumi

Veiktais marketinga teorétisko un metodologisko pamatu, marketinga kompleksu shému
péttjums, Latvijas Republika veiktas akadémiskas darbibas analize, arvalstu studentu integracijas
uznemosaja sabiedriba problému c€lonu noteikSana un priekslikumi §o problému risinaSanai lava
autorei formulét secinajumus.

1) Teoréetiski metodisko un zinatnisko integracijas aspektu izglitibas joma analize, starptautiskas
darbibas ietvaros arvalstu studentu integracijas procesa analize un esoSo marketinga kompleksa
modelu analize atklaja tadu pé€tijjumu rezultatu trikumu, kuri palidzétu uzlabot arvalstu studentu
integraciju. NepiecieSamais pétijums ir veikts un pétjjuma autore to prezenté ka marketinga
kompleksa modeli, kas sastav no “7C”: Customer, Commodity, Convenience, Climate,
Communications, Competitors, Cost (klients, prece, €rtiba, klimats, sazina, konkurenti, cena).
Katrs no marketinga kompleksa elementiem tika sagatavots IstenoSanai konteksta ar visu modeli
un demonstréts konkréta pieméra — studentu kompleksa.

2) Autora izstradata komunikacijas un ricibas sist€éma palidz€ja noteikt studentu integracijas
akadeémiskas mobilitates ietvaros te€mas atbilstibu un akadémiskas darbibas intensitates
paaugstinaSanas nepiecieSamibu pasreiz€ja posma. Katra grupa sist€tma paradija parametru
saistibu un to tieSo ietekmi uz p&tamo tému.

3) Komunikacijas sist€émas un grupas "a" ietekmes (dzimstibas limenis un uznemsana augstakas
izglitibas iestades) izpete ir balstita uz empirisko problému risindjumiem, izmantojot dazadas
statistiskas un matematiskas metodes. Tie paradija, ka pastav korelacija starp dzimstibas limena
parametriem laika perioda no 1986. Iidz 1996. gadam un imatrikul&to studentu skaitu laika posma
no 2004. Iidz 2013. gadam, proti, 18 gadus velak. Tas ir jauno studentu izaugSanai lidz iestajai
augstakas izglitibas iestadés nepiecieSamais laiks. Citiem vardiem, "dzimstibas limena" raditaji
korele ar maksimalo nozimi un spécigu korelacijas koeficientu ar raditaju "studenti”.

4) Pamatojoties uz ieprick§gja petijjuma datiem par parametru normalo sadalfjumu -
"Dzimstiba" un "Studenti", tika noteikta nepiecieSamiba piemérot Pirsona korelacijas koeficientus.
Ta rezultata tika iegiita korelacijas matrica, kuras saturs pierada vienu no divam autores izvirzitam
statistikas hipotézeém.

5) Komunikacijas sistémas un grupas "b" ietekmes (iedzivotaju skaits un izglitibas tirgus
stavoklis) izpéte, piemerojot kvalitativo un kvantitativo metodi, paradija, ka Latvijas iedzivotaju
skaits samazinas, kas tie$i ietekm@s augstakas izglitibas pakalpojumu pieprasijuma samazinasanos
Latvijas iedzivotaju vidi tuvakaja nakotne. Pat neliels dzimstibas [imena pieaugums pedéjo 10
gadu laika neuzlabo uzradito tendenci un nepadara to optimistiskaku, tas nosaka nepiecieSamibu
attistit akadémisko mobilitati arzemju studentiem Latvijas augstskolas. Izglitibas sisteéma valsts
ieguldito finanSu lidzeklu analize uzsver nepiecieSamibu izveidot modeli, kas palielinatu arvalstu
studentu akadémisko darbibu lidz ar to veiksmigu integraciju Latvijas sabiedriba, un tas uzlabos
demografisko situaciju Latvija. Uzlabojot Latvijas darba tirgus kvalitati, pateicoties jauniem,
kvalificétiem profesionaliem specialistiem, kuri ieguvusi izglitibu vietéjas augstakas izglitibas
iestades, tiks veicinata tautsaimniecibas attistiba.

6) Komunikacijas sist€mas mijiedarbibas grupa "c" izpéte, piemerojot statistikas metodes par
dzimstibas limena dabiska pieauguma un uznpemSanu augstakas izglitibas iestadés dinamiku
Latvija, liecina, ka vid&jais dzimstibas koeficients Latvija saskana ar vid€jo absoliito pieaugumu,
palielinas par 10 cilvékiem gada. Tas nozimg, ka vid€jais pieauguma temps saglabasies nemainigs
un paliks uz atzimes 0%, kas izskaidro perspektivas trikumu ceribam uz vietéjo studentu pliismas
pieaugumu nakotné, kas savukart uzsver nepiecieSamibu intensificét starptautiskas akademiskas
mobilitates procesu tuvakaja nakotne un pierada pétijuma t€mas nozimigumu un atbilstibu.

7) Komunikacijas sistémas mijiedarbibas grupa "d" izpéete, attiecibu sist€ma un arvalstu studentu
skaita dinamikas Latvija ietekme uz valsts IKP liecina, ka, neskatoties uz kop€ja studentu skaita
samazinajumu Latvijas augstskolas, arvalstu studentu skaits nakamo tris gadu laika palielinasies
vid€ji par 4% gada. Izanaliz€jot kop€jo arzemju studentu ieguldijumu Latvijas ekonomika, var
secinat, ka uz ta reékina 2017/2018 un 2018/2019 IKP katru gadu pieaugs par 0,1%.
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8) Komunikacijas sistémas mijiedarbibas grupa "e" izp&te, starp starptautisko studentu pilsonibu
un studentu augstako izglitibas iestazu izvéli, ir pieradijusi akadémiskas mobilitates rezultata
arvalstu studentu integracijas modela izstradasanas un ta aktiviz€Sanas nepiecieSamibu.

9) Petijuma gaita, katra statistikas datu salidzinaSanas posma, ir atrasta saikne starp 2013. gada
dzimstibas Iimena raditajiem un vietgjo patéretaju, kuri dodas uz Latvijas augstskolam 2015. un
2017. gada, perspektivas trukumu. legiitie rezultati liecina par arvalstu studentu piesaistes
nepieciesamibu 2017. gada.

10) Marketinga kompleksa modelu teoriju analize kopa ar sistemas komunikacijas un
mijiedarbibas analizi lava noteikt marketinga kompleksa modeli ka socialo un komercialo ideju ar
mérki uzlabot arvalstu studentu integraciju starptautiskas akademiskas darbibas rezultata. Sis
modelis sastav no septiniem netradicionaliem elementiem "C", kas ieklauj: Customer, Commodity,
Convenience, Climate, Communications, Competitors, Cost (klients, prece, ertiba, klimats, sazina,
konkurenti, cena).

11) Izstradata " kartibas un prioritasu shéma" vienkarsoja katra marketinga kompleksa elementa
veidoSanas mérki, savukart sist€émas noveérosanas princips ir lavis uzmanigak koncentréties uz
katru elementu ta veidoSanas laika.

12) Veiktais marketinga petijums, izmantojot potencialo patérétaju (arzemju studentu) aptauju,
lava noteikt starptautiskds mobilitates studentu integracijas modela mérka auditoriju, jo
marketinga kompleksa pirmais elements ir — klients; jauna produkta vai priekSlikuma saturu ka
otro marketinga kompleksa elementu — preci; un apstiprinat, ka ir ve€lme paterét integracijas
produktu. Turklat analize deva ceribu, ka Sis produkts sp€s viena vai otra veida risinat integracijas
problému, bet augsts patérétaju pieprasijums veicinas turpmaku marketinga kompleksa attistibu
visos ta elementos.

13) Uz lidzsvarotas preces veidosanas shémas pamata tika piedavata multiprofila lidzsvarota
integracijas prece, un vélama klimata radiSanas rezultata (ceturtais izstradatais marketinga
kompleksa elements) arvalstu studentu integracijas process uzlabosies. Paraléli ar viesnicas
pakalpojumiem integracijas produkts ietvers dazadus citus specializ€tos pakalpojumus (valodu
kursi, biznesa kursi u.c.), kultiiras, atpiitas un sporta aktivitates.

14) Veikta sistémas orienteta analize lava noteikt vietas, kur tiks Istenoti integracijas modeli un
studentu komplekss viet€jiem un starptautiskas akadeémiskas mobilitates studentiem, teritorialo
segmentu, proti, teritorijas iesp&jami tuvu augstakas izglitibas iestadem. Ertiba paatrinas arvalstu
studentu integracijas procesu, samazinot cela pateréto laiku un nodro$inot dzivoSanas drosibu
nepazistama valsti, kas palidze formulét tresa marketinga kompleksa elementa értiba saturu.

15) Piedavata struktira un tehniski pareizs profesionals vaditaju darbs, organizatoriska
struktiira, detaliz€ts darba apraksts un integracijas modela direktora vertibu orientaciju sist€éma
(studentu komplekss) laus noveérst standarta formas vadibu un izveidos nepiecieSamo klimatu
arvalstu studentu integracijas procesu uzlaboSanai, kas veidos ceturto marketinga kompleksa
elementu — klimatu.

16) Potencialo patérétaju novertejums lavis noteikt arvalstu studentu integracijas modela
veicinasanas metodes, kas sniegs ieguldijumu efektiva informacijas izplatiSana. Nemot véra to, ka
meérka paterétajs ir starptautiskas akadeémiskas mobilitates students, proti, arzemju students, par
visletakajiem informacijas izplatiSanas veidiem ir uzskatami interneta socialie tikli, bet modela
sejai ir jabiit tas timekla vietnei. STs veicina$anas metodes veidos piekto marketinga kompleksa
elementu — sazinu.

17) Veikta analize lava noteikt tieSo konkurentu trikumu, jo nepastav integracija studentu
kompleksa forma. Tomér marketinga kompleksa matricas parametru analize saskana ar
tradicionalajiem "4P" elementiem atklaja noteiktus netieSos konkurentus viena no formulétas
sabalansétas preces parametriem, t.i., viesnicu pakalpojumu sniegSana noraditaja teritorialaja
segmenta. Noveért€jums ar autores izstradato "parametrisko koeficientu" metodi noteica, ka
studentu komplekss, saskana ar §o parametru (viesnicu pakalpojumu sniegSana), ir lideris starp
konkurentiem, kas kluva par pamatu sesta marketinga kompleksa elementa noteikSanai —
konkurenti.
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18) Veikta PEST analize atklaja ar&jos vides faktorus, kas var nelabveligi ietekmét studentu
akadeémiskas mobilitates integracijas modeli ka socialo un biznesa ideju.

19) Veiktaja SVID analiz€ ir konstatéts, ka izstradata integracijas modela galvenais spéks ir
arvalstu studentu integracijas daudzfunkcionalais Iidzsvarotais produkts, un S§is produkts ir
komercialais projekts, kam piemit arT socials raksturs. Tomeér projekta potencialajiem patérétajiem
tas vel nav zinams projekts, kas uzsver ta nepilnibas. Pastav finansu resursu un lidzeklu trikums
arvalstu studentu integracijas modela 1stenoSanas atbalstam, ka arT intereses Latvijas augstakas
izglitibas iestadés kritums, jo pétijuma valsts ir lielakais drauds piedavatajam integracijas
modelim. Tomer iesp&ju var saskatit starptautiskas akadémiskas mobilitates studentu interes€ par
integracijas modela stenosanu.

20) Prezentetas fikséto un mainigo izmaksu prognozes, ien€émumu vienibas, bilances, naudas
plismas parskati par aktivu, kapitala un pelpas un zaud€jumu aprékini apliecina starptautiskas
akadémiskas integracijas modela mobilitates studentu kompleksa forma parliecinosu rentabilitati
no komerciala viedokla. Aprékinatie finanSu raditaji (pelnas naudas seguma koeficients (QIR),
naudas plisma investiciju periodam un diskontétas naudas pliisma) ari paradija komercialas
prieksrocibas, Tstenojot integracijas modeli studentu kompleksa veida. Veikta analize lava
formulét marketinga kompleksa péd€jo septito elementu — cenu.

21) Izstradatajam starptautiskas akad@miskas mobilitates studentu integracijas modelim ka
sociali nozimigam projektam, kas ietilpst studentu kompleksa organizacija un ir izveidots uz
marketinga kompleksa septinu "C" pamata, ir praktiska nozime: pirmkart, tas uzlabo valsts imidZu,
kad ir redzams, ka valsts riip€jas par starptautiskas akadeémiskas mobilitates studentu, kuriem
interes€ studijas Latvijas augstskolas, integraciju; un, otrkart, tas palielina finansu lidzeklu plismu
valsts budzeta, saistiba ar nodokliem komercdarbiba, kuras forma tiks ieviests integracijas
modelis.

Jauzsver, ka veikta Rigas Latgales rajona tirgus analize paradija iesp&amibu ieviest
starptautiskas akadémiskas mobilitates studentu integracijas modeli studentu kompleksa veida Saja
teritorialaja segmenta ar ta turpmako attistibu.

Bitiski, ka $o modeli var pielagot un stenot citas valstis Baltijas regiona, kur, saskana ar veikta
petljuma rezultatiem, pastav nosacijumi ta TstenoSanai. Piedavata modela TstenoSanas
priekslikumus var izmantot $ajos regionos, ja tick veikta lidziga uz sistému orientéta analize, ka ir
paradits $aja petijjuma.

Priekslikumi

Pamatojoties uz veiktajiem secinajumiem darba gaita, autore formul&ja priekslikumus Latvijas
valsts strukturam, valsts izglitibas institlicijam, uznémumiem, kas sniedz pakalpojumus
augstskolam un arvalstu studentiem.

Latvijas Republikas Arlietu ministrijai: zinatniskaja un teorétiskaja aspekta, nemot véra veikto
pétijumu, tiek piedavats virzit ieklausanai dokumenta "Eiropas Padomes Visparéja konvencija par
nacionalo minoritaSu aizsardzibu" $adas normas:

- atzit arvalstu studentu integracijas problémas risinaSanas iesp&ju caur marketinga zinatnes
prizmu;

- atzit par zinatnisku faktu arvalstu studentu integracijas problémas risinadjumu, ievieSot autores
izstradato marketinga kompleksa “7C" modeli: klients, prece, ertiba, klimats, sazina, konkurenti,
cena.

Latvijas Republikas Izglitibas ministrijai: 1zstradat vienotu arvalstu studentu integracijas
programmu arvalstu studentu integracijas marketinga kompleksa "7C" modela ietvaros.

Latvijas Republikas Ekonomikas ministrijai: ieteicams pozicion&t arvalstu studentu integracijas
problémas risinasanas prioritati par strateégiski svarigu valsts ekonomiskas stabilitates uzlabosanas
aspekta, jo arvalstu studenti ietekmé Latvijas IKP.

Latvijas Republikas Centralas statistikas parvaldei: noteikt reguléjumu integracijas procesiem,
kas notiek misdienu apstaklos, un precizét arvalstu studentu integracijas definiciju, ieklaujot
mijiedarbibas verteSanas sist€ému starp: a) dzimstibas lIimeni un studentu skaitu, kuri ir uznemti
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augstakas izglitibas iestad€s Latvija; b) iedzivotaju skaitu un izglitibas tirgu; ¢) dabiska pieauguma
Latvija un cilvéku skaitu, kas uznemti augstakas izglitibas iestad@s (augstskolas) dinamiku; d)
starp arvalstu studentu skaita pieauguma Latvija dinamiku un §1s dinamikas ietekmi uz valsts IKP;
e) starp esoso augstskolu skaitu un studentu apmierinatibas dinamiku ar integracijas procesu
izglitibas sistéma Latvija.

Latvijas Republikas augstakas izglitibas institicijam: ieklaut autores izstradatas izpétes
metodes, kas ietver uznémumu iek$€jo un argjo faktoru novert€Sanas metodes, studentu skaita
dinamikas prognozésanas instrumentu klasta.

Uznémumiem, kas piedava izmitinasanas pakalpojumus Rigas Latgales priekspilséta (Latvija):
piedavat teritoriala segmenta augstskolam (Latgales priekspilséta) sadarbibu, lai ieklautu arzemju
studentus piedavataja integracijas modeli ilgtermina.

Svarigakas problémas un to risinajumu veidi

Pirma probléma

Veikta terminologijas analize liecina par zinatnisko definiciju un terminu skaidrojuma trikumu,
tadiem terminiem ka: izglitibas eksports, akadémiska mobilitate, sadalijums pa akadémiskas
mobilitates veidiem u.c.

Risinajums

Ieklaut termina definiciju: akadémiska mobilitate, jédzienu sadalijumu veidos saskana ar to
raksturojumu, "starptautiskas akadémiskas mobilitates" jeédziens, ar argumentetu raksturojumu un
to sadaliSanu veidos: starptautiska un iek§zemes akadémiska mobilitate un apaksveidos attiecigi —
ieprogramméta, spontana un planota.

Otra probléma

Arvalstu studentu integracijas sistémas kopa ar ekonomiskajiem aspektiem pétfjuma valst
analizes trikums.

Risinajums

Ieklaut mijiedarbibas novértéSanas sist€mu starp: a) dzimstibas [imeni un studentu skaitu, kuri
ir uznemti augstakas izglitibas iestadés Latvija; b) iedzivotaju skaitu un izglitibas tirgu; c) dabiska
pieauguma Latvija un cilveéku skaitu, kas uznemti augstakas izglitibas iestadés (augstskolas)
dinamiku; d) starp arvalstu studentu skaita pieauguma Latvija dinamiku un §1s dinamikas ietekmi
uz valsts IKP; e) starp esoSo augstskolu skaitu un studentu apmierinatibas dinamiku ar integracijas
procesu izglitibas sistéema Latvija. Lidziga sist€ma un izmantotas metodes, gan atseviski, gan
kompleksa, var tikt izmantotas arT citas jomas.

Tresd probléma

Strukturéta, praktiski pa posmiem istenota pétfjuma valsti, arvalstu studentu integracijas
marketinga kompleksa trikums.

Risinajums

Ieklaut "7C" marketinga kompleksu — klients, prece, €rtiba, klimats, sazina, konkurenti, cena.
Katra marketinga kompleksa elementa ievieSana, kopuma vai atseviski, veicinas starptautiskas
mobilitates darbibas pieaugumu un uzlabos akadémiskas mobilitates procesu izglitibas konteksta,
ipasi Latvijas Republika.
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Introduction
Topicality

Nowadays the scientific interest to international academic activity has markedly increased
all over the world, but the actual topic of integration of foreign students in a host country has not
been sufficiently studied.

With the acceleration of integration processes in the global space, the problem of integration
of foreign students as a result of academic activity identified. Ongoing changes in the migration
process taking place globally have affected the results of the conducted research and determined
the topicality of the theme chosen by the author. The achievement of the author’s goal was
complicated by the lack of the theory of integration processes in modern conditions and by the
absence of a practical solution to the problem of integration of foreign students into a host society.
An increase in activity of migration processes predetermined a diversity of opinions on the issue
of integration in the global space, and presumably, this process is going to be continued. Thus, the
processes of migration and integration will definitely affect the results of the present research in
one way or another. In this regard the author undertakes a serious task to solve the problem of
integration of students. As a problem it has been solved yet neither in theory nor in practice, which
emphasizes the topicality of the chosen theme. The difficulty of solving the problem lies not only
in the lack of experience as such in the whole global community, but also in the fact that it is
connected with the sphere of education. It is studied as a topic in modern techniques of socio-
humanitarian disciplines and considered from the perspective of cross-cultural education and
global educational studies. The solution of the problem of integration of foreign students is
suggested by the author, using the marketing, as the main science of research and application of
econometric methods allows expanding the essence of marketing as a part of applied economics.
In addition, this aspect emphasizes the interdisciplinary connection with the other economic
disciplines.

The degree of development of the topic of research

The integration of foreign students as a topic is studied in modern methodologies of socio-
humanitarian disciplines where it is considered from the perspective of cross cultural education
and global educational studies. Now the comparative analysis of the opinions of various scientists
studying the problem of integration will be presented and the connection between marketing and
integration will be found.

Extensive research in the field of marketing in Latvia was conducted by such scientists as
V. Praude, B. Rivza and others. In general, as estimated by the author of this research, Valery
Praude is a main mastermind of scientific research in the field of marketing in Latvia. He has many
publications on this subject, including marketing in education. However, he did not work on the
subject of integration of students. In Latvia it was B. Rivza who conducted research on academic
mobility of students.

Marketing in the context of education was also researched by, A. Batraga, S. Buka, R.
Garleja, B. Sloka and J. Salkovska. In their studies, these authors have shown the need to develop
marketing in the sphere of education and the possibility of such development in Latvia, which is
another proof of the pertinence of the researched topic of this thesis work.

The results revealed the presence of the concept of integration marketing, linked to business
activity. The problems associated with business activity based on the integration marketing were
considered in the works of such Latvian researchers as Batraga A., Dmitrijeva K., foreign
researchers as Gerken G., Kopelman R., Rovenpor J., Allport R., Joyner M. Meffert, H., Meyer,
A., Pankaj M. Madhani, Sinkovics, Rudolf R., Rouzi¢s, Dominique, Carpano, Claudio, Wierenga,
Berend, Haney, Lewis H., James Randall, E., H.G. Hamilton and a number of other researchers.

Such marketing activities should consider education services as they are as intangible and
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build differentiating factors for the institution. This raises the question of marketing education
services. Newman, Couturier and Scurry, Bok and Bartlett et al. have all debated on the issue of
marketing education services. Gibbs and Knapp and others have opined that education should not
be marketed so as to make it available for all (Holbrook; Sharrock; Pierre).

In the author’s opinion and as it was noted above, the improvement in integration of foreign
students of academic activity in a host country is possible on condition of application of a
marketing mix.

Many researchers mark positive features of the application of a marketing mix in business
activity, e.g. a traditional marketing mix of four Ps in various sectors of national economy of
various countries has been thoroughly considered.

Our Latvian researchers, e.g. Golubkova T., conducted a large-scale research of the
marketing mix in various spheres and described her findings in a number of scientific publications.
This writer notes the importance of marketing mix in all areas of business activity, but at the same
time points out that not to all fields the traditional model of marketing mix can be applied. This
point of view is shared not only by the author of the present thesis, but also by a number of foreign
researchers, e.g. Zeithaml, Bitner, Rafiq & Ahmed, Luan, Y. Jackie and Sudhir, Ket al.

Certain researchers solved the problem of evaluation of the competitiveness of a company
or overall evaluation of the company’s performance by way of application of the theory of
marketing mix, e.g. Prasad A. Naik, Raman, Kalyan, Winer, Russell S., Golubkova T. and others.

The carried out analysis of the terminology has shown the lack of explanations of the
scientific definitions of such concepts as: export of education, academic mobility, division into
types of academic mobility, etc. In this connection, the author suggests her vision of the
formulation of these terms with the detailed characteristics of each of them.

Hypotheses

By applying the method of sequential study of theories of building marketing mix in
combination with the analysis of academic performance and problems related to students’
integration in a host society, the author puts forward the following hypotheses:

1. The research of the theoretical and methodological and scientific aspects, related to the
integration, integration processes in the marketing allows building the effective model in the form
of marketing mix, contributing to the improvement of integration of foreign students in the country
of study, including the Latvian Republic;

2. The suggested model of integration of foreign students by the author in the country of
study based on the marketing mix of 7 “C” and its practical introduction will allow activating the
process of academic mobility in the foreign countries of the world community and to improve the
integration of foreign students in the country of study, including the Latvian Republic.

3. The model of the marketing mix may vary on the number of elements to the higher side
that will contribute to the increase of the international academic mobility.

The object of the thesis is the marketing mix in the field of education.

As the subject of the research act — the interrelation of marketing and the process of
integration of foreign students (enrollees, exchange students, students for the full period of
training) in the country of study.

The goal and objectives of the Research

The goal of the thesis is to develop the model of the marketing mix, contributing to the
improvement of integration of foreign students in the country of study.

The stated goal of the research has predetermined the set of the following objectives:

1. To analyze the theoretical aspects of integration, integration processes in the
marketing, the role of marketing and the marketing mix in the solution of the problem
of integration of students of the international academic activity;

2. To analyze the functions of education and the international academic activity in the
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universities of Latvia, to identify the issues and to represent the integration process
on the basis of the marketing mechanisms;

3. To develop a new model based on the marketing mix to improve the integration of
foreign students as a result of international academic activity.

4. To develop the method of assessment of competitiveness of the enterprises;

To develop the system analysis of the matrix parameters for the assessment of the

efficiency of use of the elements of the traditional marketing mix, four “P” — Product,

Price, Place, and Promotion, to the enterprises — competitors.

6. To carry out the PEST-analysis, using the expert evaluation and weighted estimate
of the factors of the external environment, which have the negative impact on the
model of integration of students of the international academic mobility, as the social
and commercial idea.

7. To develop the gradual formation interrelations of the method of the graphic
modeling of the formation of each element of the marketing mix of 7 “C” in the full
volume

9]

Methods of the thesis research

As the theoretical, methodological and information basis of the research serves the works of
the leading Latvian and foreign scientists, as well as the integration of students among which
should be highlighted the works:

Methods of the thesis research — the research methodology was based on the systemic and
dialectical analyses. At different stages of the research and depending on the nature of the tasks
different research methods were applied.

For the development of the model of marketing mix which will assist a better integration of
foreign students, the author conducted:

The statistical research method: absolute values of the asymmetry and excess kurtosis parameters
were compared with their standard errors; the assessment method with the aid of the Kolmogorov
- Smirnov criterion in Lilliefor’s modification; the estimation method based on Shapiro — Wilk’s
criterion; - the evaluation method; - the comparative method of mean values; methods of
parametric statistics - linear Pearson correlation coefficients for the investigation of correlations;
correlation or correlation relationships according to two systems of classification of correlations
according to their power.

The research method of analysis: the comparative analysis of theoretical aspects of various theories
presented in scientific publications and other academic sources; SWOT analysis to identify
strengths and weaknesses, threats and opportunities; The analysis of parametric coefficients
(developed by the author); The system-oriented analysis of marketing parameters of the 4 “P”;
PEST-analysis.

The Observation research method: the research, based on survey is conducted by the means of
application of the instrument developed by the author — questionnaire; The field method of
marketing research, by means of a survey of potential customer. Comparative analysis to
determine the territorial segment.

The Modeling research method: The method of the modeling is used for the visual representation
of the formation of the each element of the marketing mix of 7 ”C”;

The scientific novelty

1. Included the definition of a term: academic mobility, a division of the concept into the
types and their characteristics, the concept of the “international academic mobility”, with the
reasoned characteristics and its division into types: international and internal academic mobility
and subtypes into the program, spontaneous and planned consequently.
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2. The system of evaluation of interaction is developed, between: a). population and the
market of education. b). the level of birth rate and the number of students, who has enrolled in a
higher education institutions of Latvia (universities). c). the dynamics of the natural increase in
Latvia and the number of enrolled in higher education institutions (university) d.) between the
dynamics of the number of foreign students in Latvia and influence of this dynamics of the GDP
of the country. g). Between the existing number of universities and the satisfaction of students with
the integration process in the system of education in Latvia. The similar system and used methods
both individually and in the complex can be used in the other fields as well;

3. The carried out research of integration in the field of education, integration processes of
foreign students as a result of international activity is represented in the form of the model of
marketing mix of 7 “C”: Customer, Commodity, Convenience, Climate, Communication,
Competitors, Cost, which has been formed in stages, according to the principle of occupancy of
each element by suggestions;

4. The process of formation of alternatives of Commodity is developed, including five
stages: - the formation of alternatives of use of possibilities; - the formation of alternatives of
elimination of threats of the external environment; - the formation of alternatives of keeping and
use the strengths of the enterprise; - the formation of alternatives of elimination of weaknesses of
the enterprise; - the qualitative analysis of alternatives of Commodity. The scheme of formation
of the process of alternatives can be used by the other enterprises of different fields;

5. The method of assessment of competitiveness of the enterprises is developed— “the
assessment of the parametric coefficient”. This method of assessment of competitiveness can be
used in the other fields;

6. The system analysis of the matrix parameters is developed for the assessment of the
assessment of efficiency of use of the elements of the traditional marketing mix, four “P” —
Product, Price, Place, and Promotion by the enterprises — competitors. This method can be used
by the other enterprises of the same type, implementing their activity in one field;

7. For the first time is carried out the PEST-analysis, using the expert evaluation and
weighted estimate of the factors of the external environment, which have the negative impact on
the model of integration of students of the international academic mobility, as the social and
commercial idea, as well as, for the first time the results of the PEST-analysis have been visualized
in the form of the radar chart. This approach to the assessment of the impact of the factors of the
environment can be used and adapted in the other segment and in the other fields of activity;

Practical value
The understanding is introduced in the scientific terminology of such definitions as: “the
international academic mobility” with the determination of their types and characteristics.
The following methods are developed and tested:

“The system of assessment of interaction of connection” for the assessment of economic
parameters; This system, using the different statistical and economic methods will allow revealing
the topicality of the topic of integration of foreign students as a result of the international academic
mobility and the need of activation of the academic activity at the present stage. In addition, it also
can be used in other fields as well.

- “The process of formation of alternatives of “Commodity”, including the formation of the
alternatives of use of possibilities, the elimination of weaknesses and threats; Moreover, the
balanced Commodity, will actively influence on the formation of the structure of the future
demand in the interests of the consumer and can be used by the other enterprises of the different
fields;

- “The assessment of the parametric coefficient” for the assessment of the competitiveness can be
used and adapted in another segment and other fields of activity;

- “The system analysis of the parameters of the matrix of the marketing mix” for the assessment
of effectiveness of use of the elements of the marketing mix at the enterprises — competitors by the
means of the formation of the table of the system analysis of the parameters of the matrix can be
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used both in the theory for the development of projects and scientific studies, as well as in practice
by the different organizations in different economic sectors, both in the Republic of Latvia and in
other countries.

The developed model of integration of students of international academic mobility as a
socially significant project, embodied in the organization of a student complex and created on the
basis of the marketing mix of 7 “C” is of practical importance: firstly, it improves the image of the
state, when it is seen that the state takes care of the integration of students of international academic
mobility, coming to study in Latvian higher education institutions; and secondly, it increases the
flow of financial means to the state budget in the form of taxes on commercial activity, through
which the model of integration will be implemented.

The methods developed by the author can help entrepreneurs to implement effectively the business
projects not only within the frameworks of education sector in the Latvian Republic and other
countries of the European Union.

Limitations of the research

The period of carrying out the research. The theoretical part of the research covers the period
from the end of the 20™ century to the present day. In the practical part of the research the data
was used from 2000 to 2015, but in some sections (birth rate) was used the data from 1995 to 2015.
For the implementation in the group “a” (the birth rate and enrollment to the higher educational
institutions), was used data: - the birth rate in Latvia during the period from 1986 to 1995; - the
enrolled students in the universities of Latvia during the period from 2004 to 2013; - the
availability or lack of correlation dependence between the parameters of birth rate and the number
of enrolled students in the universities for 10 years from 2004 to 2013. The research of the
connection system and influence of the group “b” — population size and education market, was
used the data from 2006 to 2015 years; For the implementation in the group “c” (the dynamics of
the natural increase of birth rate and enrollment in the higher educational institutions in Latvia),
was used data: - to analyze the indicators of the dynamics of the natural increase of the population
in Latvia from 2005 to 2015; - to calculate the absolute population increase in Latvia from 2005
to 2015; - to calculate the growth coefficient, the growth rate of the population in Latvia from 2005
to 2015. For the implementation in the group “d” (the relationship system and influence between
the dynamics of the number of foreign students in Latvia and influence of this dynamics on the
GDP of the country), was used data were collected in terms of students in higher educational
institutions of Latvia from 2004/2005 to 2016/2017 academic year, the contribution of GDP of
Latvia from 2002 to 2015, the contribution of foreign students to GDP of Latvia from 2004 to
2015. For the implementation in the group “g” (international student’s citizenship and students
choose of higher institution), was used data about number of the international students and them
citizenship 2012-2016.

During the research at each stage of comparison of statistical data, the foundation of
connection of indicators of birth rate in 2013 and the lack of the prospect of local consumers, i.e.,
whose, who go to the universities of Latvia in 2015 and 2017. The obtained results suggest the
attraction of the foreign students in 2017.

The theses put forward for the defense:

1. The analysis of the theories of building of the marketing complexes and the goals of their
use have allowed the author to prove that the improvement of the integration of the foreign students
in the country of their study will contribute the model of the marketing mix of the 7 - “C” -
Customer, Commodity, Convince, Climate, Communication, Competitors, Cost.
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2. The analysis of the education, its characteristics, functions and the system, legislative and
law bases in Latvia determine the possibility of implementation of the suggested product of
integration on the basis of research of the system of interaction.

3. The single program on the integration of foreign students within the frameworks of the
model of integration of foreign students of marketing mix 7 ”C”, will contribute to the increase of
the number of foreign students in Latvia.

The evaluation of the results of the research.

Theoretical and practical provisions of the thesis have found the reflection in the publication
of scientific articles, speaking notes at the international practical conferences and seminars.

The structure of the thesis is determined by the goal, objectives and logic of the research.
The thesis includes: the list of tables, the list of figures (visual material of the research),
introduction, three chapters, conclusions, the list of references, appendices.

Structure of thesis

The introduction proves the relevance of the topic of research of the thesis. The hypothesis,
the goals and objectives of the research are determined, its subject and object, the scientific novelty
and practical significance, as well as the review of the literature, examined sources and used
scientific methods is given.

In the first chapter, the author analyzes the theoretical and the methodological foundations
and their peculiarities in the integration of foreign students in the country of education, the
marketing mix and their types, the marketing mixes in the field of education, marketing in
education.

In the second chapter the author represents the reasoned analysis of the functions of
education, has identified, legislative and legal basis in Latvia. According to the developed
“system” by the author, the author has identified the relationships and influence between: - the
level of birth rate and the number of students, who has enrolled in a higher education institutions
(universities); - population and the market of education; - the dynamics of the natural increase in
Latvia and the number of enrolled in higher education institutions (universities); - the number of
universities and satisfaction of students with the integration process in the system of education in
Latvia. This system proves the necessity and relevance of the research of the topic of integration
of foreign students in the result of international activity.

In the third chapter, the author represents the model of the marketing mix of the 7 —elements
of “C”, which were formed in steps on the basis of the “Scheme of order and priorities”. The
carried out marketing researchers have identified the marketing studies have identified the first
element Customer. The occupancy of each, subsequent element in its formation occurred on the
basis of the solution of the set objectives at the previous stages that led to the formation of the
second “C” - a balanced Commodity, the definition of Commodity of consumption, as the third
“C” - Convince , but the evaluation of its internal environment identified the fourth “C” - Climate,
the system of promotion of the model of integration is suggested, as the fifth “C” - Communication;
the competitors are analyzed, an estimate of competitiveness of the model of integration is given,
as the sixth “C” - Competitors; - the costs for the development of the model of integration on the
basis of introduction of the student complex are calculated, as the seventh “C” - Cost. The new
approach to the marketing mix solves the issue of integration by the means of the marketing mix
of 7- “C”.

Finally, the conclusions and suggestions are formulated.

The total volume of the promotional work is 223 pages without appendices, 86 tables, 76
figures and 10 appendices. In developing the present thesis, the author used 184 bibliographical
sources.
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1.Theory thesis of marketing in integration
Chapter 1 consist of 4 subsections, 51 pages, 5 figures, 4 tables

The researched theme of the thesis - the integration of foreign students — is a novel theme
for research. It is the subject of heated political debate both in Latvia and in other European
countries and attracts much media attention, but the interest is more general than scientific. In the
current scientific literature, this theme still remains rather underrepresented.

According to the official report of the British Council on the integration of foreign students
the integration of all students is an elemental factor in the expanding concept of internationalisation
not only due to immediate student outcomes of comprehensive learning and cultural awareness
but also due to long term benefits for the individual and the institutions.

According to the author Marriam Webster integration is the act or process or an instance of
integrating, as coordination of mental processes into a normal effective personality or with the
environment.? The author of the present research believes that the definition presented by Marriam
Webster can be applied to the concept of integration in the spheres of education and marketing.

At the same time, the author Margaret Rouse considers integration as the act of bringing
together smaller components into a single system that functions as one?. However, this definition
of integration in relation to the sphere of education is not easily tested, which is because of the fact
that foreign students are people of different nationalities and mentalities, and this makes it difficult
to integrate them socially into a uniform component.

In their article Stig Thegersen and Bin Wu consider the problem of foreign students’
integration more in terms of the globalization of higher education then in terms of marketing.*

In their scientific work Damian Gallagher and Audrey Gilmore consider integration in its
social aspect - social integration encompasses activities and experiences that help students to
connect or adjust to the social fabric of higher education and aid their psychosocial development
and integration into a HEI environment?

Rienties Bart, Luchoomun Dharma, Tempelaar Dirk speculate on the opportunity of
academic and social integration of foreign students within master's study programs. Their research
showed that academic and social integration scores of Western European and domestic students
were comparable.®

The topicality of the issue of integration at the present stage may be explained by aggravation
of migration processes. Uncontrolled migration of people from the third countries, troubled
politically, economically and socially, makes people seek more peaceful life conditions in more
affluent and economically developed countries. This gave rise to various judgments and
speculations in general and in particular, e.g. at the International Conference: Migration
Challenges in Central, East and Southeast Europe: Policy Solutions for Building a Strong and Free

1Integration of international students, British Council, September 2014, URL:
https://www.britishcouncil.org/sites/default/files/oth-integration-report-september-14.pdf

2 Marriam Webster, encyclopaedia Britannica, URL: http://www.merriam-webster.com/dictionary/integration
3Techtarget, posted by Margaret Rouse, URL:
http://searchcrm.techtarget.com/definition/integrationhttp://searchcrm.techtarget.com/definition/integration
integration [viewed: 12.01.2015]

* Stig Thegersen and Bin Wu, Chinese Overseas Students’ Integration and Engagement in Host Societies, Journal of
Chinese Overseas, Volume 12, Issue 1, pages 3 - 13, 2016, ISSN: 1793-0391, URL:
http://booksandjournals.brillonline.com/content/journals/10.1163/17932548-12341314 integration [viewed:
12.01.2015]

3 Damian Gallagher* and Audrey Gilmore, Social integration and the role of student societies in higher education:

an exploratory study in the UK, International Journal of Non profit and Voluntary Sector Marketing, Int. J.
Nonprofit Volunt. Sect. Mark. 18: 275-286 (2013), DOI: 10.1002/nvsm.1472

6 Rienties Bart, Luchoomun Dharma, Tempelaar Dirk, Academic and social integration of Master students: a cross-
institutional comparison between Dutch and international students, Innovations in Education & Teaching
International, Mar2014, Vol. 51 Issue 2, p130-141. 12p. 2 Charts.
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Europe it was said that the migration process had set and would continue for a long time. Despite
the fact that the topic of migration has nothing to do with the topic under the present research, the
author believes that the migration processes in one way or another, perhaps indirectly, may affect
the outcome of the present research.

The author of the present thesis sets up a challenging task to solve the problem of integration
of students, which as a problem has been solved yet neither in theory nor in practice, which
possibly may be explained by the lack of necessary experience in all global community. The
difficulty also lies in the fact that the theme of integration here is connected with the sphere of
education, but the author believes that the solution should be sought in the sphere of marketing.
Thus, basic directions of the present research are: a) to analyze the theoretical aspects of integration
of foreign students and the role of marketing in solving the problem of integration of students into
international academic activity; b) to research the phenomenon of academic mobility in HEIs of
Latvia; c¢) to present the integration process on the basis of marketing mechanisms; d) to develop
recommendations for the improvement of the process of integration, based on a new marketing
mix with specific proposals for the implementation of each element and specific examples for their
implementation. This is the basis on which the research of the given problem is grounded.

The integration of foreign students as a topic is studied in modern methodologies of socio-
humanitarian disciplines where it is considered from the perspective of cross cultural education
and global educational studies. Now the comparative analysis of the opinions of various scientists
studying the problem of integration will be presented and the connection between marketing and
integration will be found.

The results revealed the presence of the concept of integration marketing, linked to business
activity. The problems associated with business activity based on the integration marketing were
considered in the works of such Latvian researchers as Batraga A., Dmitrijeva K. 7, foreign
researchers as Gerken G.%, Kopelman R., Rovenpor J., Allport R.%, Joyner M.!°, Meffert, H.!!,
Meyer, A.'?, Pankaj M. Madhani'3, Sinkovics, Rudolf R.'%, Rouzi¢s, Dominique'®, Carpano,
Claudio'®, Wierenga, Berend'”, Haney, Lewis H.!3, James Randall, E.”°, H.G. Hamilton?® and a

" Batraga A., Dmitrijeva K., Non-Traditional Marketing Integration into Marketing Communications//International
Conference “Current Issues in Management of Business and Society Development — 2011°; Riga, Latvia, May 5-
7,2011. Conference Proceedings, University of Latvia, 2011, 90 p.pp.28-37

8 Gerken, G. Die moderne Marke wird zum Fraktal, in: Horizont, Nr. 15, 1994; Gerken, G.: Abschied vom Marketing.
Diisseldorf, Wien, New York, 1990, p. 67-78.

% Kopelman, R., Rovenpor J., Allport R., Study of values, New York, 2002

10 Joyner M., Integration Marketing: How Small Businesses Become Big Businesses? and Big Businesses Become
Empires, John Willey&sons, inc., Hoboken, New Jersey, 2009, p. 43-46

' Meffert, H.: Internationales Marketing-Management, 2. Aufl., Stuttgart, Bln, Kéln: Kohlhammer, 1994.

12 Meyer, A.: Integriertes Marketing: Abschied vom Marketing-Mix und Ressort- denken. in: absatzwirtschaft, Heft
9, 1994, S. 94-101 / Heft 10, 1994, p.102-106

13 Pankaj M. Madhani, Sales and Marketing: Integration, SCMS Journal of Indian Management. Apr-Jun2015, Vol.
12 Issue 2, p17-28. 12p.

14 Sinkovics, Rudolf R., Antecedents of marketing integration in cross-border mergers and acquisitions, International
Marketing Review. 2015, Vol. 32 Issue 1, p2-28. 28p.

15 Rouziés, Dominique. Does marketing and sales integration always pay off? Evidence from a social capital
perspective, Journal of the Academy of Marketing Science. Sep2014, Vol. 42 Issue 5, p511-527. 17p.; SALES AND
MARKETING INTEGRATION: A PROPOSED FRAMEWORK, Journal of Personal Selling & Sales Management.
Spring2005, Vol. 25 Issue 2, p113-122. 10p. 2 Diagrams, 1 Chart.

16 Carpano, Claudio, Performance Implications of International Product Strategies and the Integration of Marketing
Activities, Journal of International Marketing. 1995, Vol. 3 Issue 1, p. 9-27.

17 Wierenga, Berend, The Integration of Marketing Problem-Solving Modes and Marketing Management Support
Systems, Journal of Marketing. Jul97, Vol. 61 Issue 3, p21-37. 17p. 3 Diagrams, 1 Chart.

8 Haney, Lewis H., INTEGRATION IN MARKETING, American Economic Review. Sep20, Vol. 10 Issue 3, p528-
545. 18p.

19 James Randall, E., A NEW WELTANSCHAUUNG: AN INTEGRATION OF MARKETING THEORY AND
PRACTICE, Journal of Marketing Theory & Practice. Fall92, Vol. 1 Issue 1, pl. 8p. 1 Diagram, 1 Chart

20 H.G. Hamilton, Integration of Marketing and Production Services by Florida Associations, Am. J. Agr. Econ., May
1947; 29: 495 - 505.
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number of other researchers. These authors carried out research on specific issues one way or
another related to the use of certain elements of the integration marketing in business. In their
research, the above cited authors paid attention to the peculiarities and specific aspects of personnel
marketing, environmental aspects of economic activity, and building partner relationships.

Also a global patent was awarded to Sheng Li No. 201210258646, CPC Classification Code:
Y04S 10/60 20130101 LA20140122BHEP; Y04S 10/54 20130101 LA20140703BHEP, on
Distribution production and marketing business integration system, Jul 25, 2012. 2!

This fact is the evidence of some advancement in the development of new models in the
context of integration marketing. However, despite the relevance of the model designed by Sheng
Li, the author of the present work cannot apply it to the field of education.

While expanding the search of scientific works on the researched subject, it soon became
clear that at the present stage of the development of the Latvian marketing science there is no
research dedicated directly to integration marketing, a kind of research, which would consider
separate moments as a part of a single technology, and where all components would be coordinated
with one another.

In the author’s opinion, this stance does not reflect the pertinence of the topic. The
connection of marketing with integration of foreign students and the attention to integration
marketing justified the need to conduct a study on the development of marketing and market. This
view is substantiated by the fact that the integration process of foreign students comes as a result
of the development of market relations in the market of educational services. Consequently, it is
deemed important to study the development of marketing in market conditions.

A number of researchers including Kopelman R.??, NICOLAU, Ana-Irina, Adina
MUSETESCU?, A. Coskun Samli, Wladyslaw Jermakowicz?*, divide marketing into
developmental stages. This view is supported by Gerken, who argues that the development of
marketing can be divided into 4 stages?>. At the same time Kotler, P., Kartajaya, H., & Setiawan,
I. explained the necessity to divide the development of marketing into stages.?®, but Wilkie, W., &
Moore, E., described the features of every stage: - I. Discovering the discipline - 1900-1920 (first
study courses had the phrase "marketing" in the title, e.g. Emphasis on Marketing to distribution
and show the attempts to define marketing activities from an economic point of view). II.
Grounding the discipline - 1920-1950 (defining the principles of marketing, e.g. the foundations
of marketing infrastructure - creating AMA, Journal of Retailing and Journal of Marketing). III.
Changing the paradigm - 1950-1980 (period of intensive development of the marketing thought in
the U.S. - reassessment of marketing, in conjunction with other disciplines such as economics,
management or other. Marketing is studied from two perspectives: a managerial one and a
behavioural one). IV. Reconceptualization of Marketing - 1980 — present time (new challenges are
arising in the economies with direct impact on marketing: globalization, reengineering etc.
Academic pressures appear like "publish or die" - specializations start increasingly developing in
the field and more is going on).?’

2 World patent warehouse, K{EREELENH = BUCELA FRZAF] 12209, URL:
http://pdf.patentwarehouse.com/Pdf.aspx?country=CN&number=102800033&kind=A, [viewed: 19.01.2016]

22 Kopelman, R., Rovenpor J., Allport R., Study of values, New York, 2002, p. 13

2 NICOLAU, Ana-Irina, STAGES IN THE EVOLUTION OF MARKETING AS A DISCIPLINE, Knowledge
Horizons / Orizonturi ale Cunoasterii. 2014, Vol. 6 Issue 2, p. 166-169. 4p.

2 Ibid.

24 A. Coskun Samli, Wladyslaw Jermakowicz, The Stages of Marketing Evolution in East EURpean Countries,
European Journal of Marketing, European Journal of Marketing, Vol. 17 Iss 2 pp. 26 — 33, URL:
http://www.emeraldinsight.com/doi/abs/10.1108/EUM0000000004809 [viewed: 12.01.2016]

% Ibid.

26 Kotler, P., Kartajaya, H., & Setiawan, I. (2010). Marketing 3.0. De la produs, la consumator si la spiritul uman.
Bucuresti: Editura Publica, p.345-351.

27 Wilkie, W., & Moore, E. (2006). Macromarketing as a Pillar of Marketing Thought. Journal of Macromarketing,
26/2,224-232.

70

Also in Latvia extensive research in the field of marketing was conducted by such scientists
as V. Praude?®, B. Rivza and others. In general, as estimated by the author of this research, Valery
Praude is a main mastermind of scientific research in the field of marketing in Latvia. He has many
publications on this subject, including marketing in education. However, he did not work on the
subject of integration of students. In Latvia it was B. Rivza who conducted research on academic
mobility of students. An in-depth analysis of various objectives, trends, experiences and outcomes
is timely when higher education is viewed as rapidly globalizing and when programmes of higher
education in Europe are becoming so popular.?’

Marketing in the context of education was also researched by, A. Batraga®’, S. Buka?!
R.Garleja3? B. Sloka® and J. Salkovska*. In their studies, these authors have shown the need to
develop marketing in the sphere of education and the possibility of such development in Latvia,
which is another proof of the pertinence of the researched topic of this thesis work.

Basically, all research on the topic of marketing development falls on late 1990s. At that
time the dynamics and nature of changes affected major conditions for the implementation of
marketing activities in countries with developed market relations, and in the author’s opinion, it is
important for determining the basis of the idea of the integration process in the market of
education, i.e. the basis of the researched topic.

1.2.Marketing mix variables - the crux of strategic marketing planning

However, if to consider all the described models as the tools of implementation of the concepts
of marketing, then, it is necessary to trace the correspondence of the each of the models, which are
called the concepts of the marketing, to identify what vision is inherent in the formation of each
of the models®. At that, it should be noted that sometimes the answer to this question is not
unambiguous; many models are at the intersection of several marketing concepts that proves their
high universal qualities. (Table 1.1.)

Table 1.1.
The matrix of correspondence “the concept of marketing — marketing model”°

Conceptions of marketing

socially-

sale ethic relations

Models | traditional | commodity productive

28 Valerijs Praude, Marketings. Teorija un prakse I, Burtene SIA, 2011, p. 528

» Rivza, B., Teichler, U. The changing role of student mobility Higher Education Policy 20 (4), 2007, pp. 457-475,
indexed in the data-base SCOPUS.

30 Batraga Anda, Shalkovska Elena. The problem of Latvian interpretation of the term "marketing" in education and
globalization context. Bibliogr. / (Section "Market research and marketing in company and region stategic
development"). // International Conference "Current Issues in Management of Business and Society Development -
2009", May 7-9, 2009, Riga: conference proceedings / conference is organised by University of Latvia in
cooperation with Investment and Development Agency of Latvia ... [et al.]. Riga: University of Latvia, 2011. P.253-
261: diagr., tab.

31 Stanislavs Buka, The marketing strategy of export of higher education, ICEMB Conference, Procedia Economics
and Finace, Available online at www.conference-gate.com

32 Izglitibas produktu marketings = Education product marketing / Rasma Garleja. - Literatiira: 103.Ipp. - Kopsav.
anglu val.: 103.-104.1pp. // Ekonomika, 4 = Economics, 4 / Latvijas Universitate. - (Latvijas Universitates raksti =
Acta Universitatis Latviensis; 689.s&j.). - Riga: Latvijas Universitates Akadeémiskais apgads, 2005. - 94.-104.1pp.:
att. — Pieejama arT elektroniska versija: URL: http://www.lu.lv/materiali/apgads/raksti/689.pdf#page=94

33 Sloka Biruta, Sarkane, Glorija, Factors Influencing the Choice of Higher Education Establishment for Marketing
Strategies of Higher Education, Economics & Business. 2015, Vol. 27, p. 76-80.

34 Praude Valérijs, Shalkovska Elena. The marketing research in the conditions of economic globalization. Scientific
volume of the 9th International Scientific Conference “Management Horizons Visions and Challenges”. - Kaunas:
Vytautas Magnus University, 2007, p. 275-287.

35 Kornsipos U. JI. KoMiuieke MapKeTHHTa: TIOMNBITKA KPUTHIECKOTO aHam3a. COBPEMEHHbIE UCCIIEN0BAHNUS
COLIMAJIBHBIX IPOOJIEM (3JIeKTPOHHBIN Hay4uHbIH xypHai), Ned (12), 2012. http://www.sisp.nkras.ru/

3¢ JTpinaun .. ONTuMHU3a1us KOMMEPYECKOH EeITENbHOCTH (PUPMBI TOCPEICTBOM COBMEIIEHNS MAPKETHHT OBBIX
mopeneit yrpasienus. BECTHUK OI'Y Ne8 (127)/aBryct 201 1. http://vestnik.osu.ru/2011_8/10.pdf

71



4P + + + + +
7P + + + + +

5P + + + +
4C + + + + +
7C + + +
41 + +
41* +
4S + + +
7S + +
4E + + +
5E + + +
2C + + +
4L + +

From the table 1.2 can be traced two opposite directional trends. On the one hand, the
development of the marketing leads to the reduction of the universality of the marketing models.
On the other hand, you can’t fail to notice that almost all models are used within the frameworks
of the concept of marketing relationships that proves the increasing role of importance of
personality in the marketing?’.

1.2.1 Academic mobility like part of export of education.

There are several definitions of academic mobility. A number of experts in the field of
international education understand academic mobility as a period of time which a foreign student
spends studying in the country where he is not a resident. This period is limited in time; and also
means that a student returns to the country of his residency or citizenship when his study in the
host country is finished. The term “academic mobility”*® does not equal to the process of migration
from one country to another.

According to various sources, academic mobility is an essential form of existence of
intellectual potential, reflecting the implementation of its internal needs in motion in the space of
social, economic, cultural and political relationships and interactions. Academic mobility is the
opportunity to shape one’s own educational trajectory>’.

In other words, academic mobility means that a student or a person who intends to become
a student has an opportunity to choose educational institutions, study courses, academic
disciplines, etc. according to their own inclinations and aspirations but within the framework of
educational standards.

Academic mobility is one of the most important aspects of the process of integration of
universities and sciences in the international educational space. Academic mobility in the
international cooperation of universities cannot be reduced to a range of actions, technologies and
mechanisms relating only to the exchange of students from different countries. Experts point out
that in reality academic mobility involves complex and multifaceted processes of intellectual
advancement, exchange of scientific and cultural potential, resources, learning and teaching
technologies.*

Going abroad for the purpose of education is not a new phenomenon. In some countries it
has historical roots. At the same time special attention should be paid to the geopolitical factors,
which make a certain impact on the development of academic mobility in various countries.

37 Kamyxcknit M. Konnenmus «4P» 1 miiaHupoBaHUe MApKETHHTA
http://www.elitarium.ru/2012/05/24/koncepcija_4p_planirovanie marketinga.html [viewed: 13.04.2015]

3 Decce Welle, URL: http://www.dw.de/dw/article/0,,5127859,00.html [viewed: 01.04.2015]

¥ Slunkas A. A. IV MexayHapoaHas CTyieHuecKas 2JIeKTpOHHAs HaydHas KoHpepeHnus, «CTyIeHYeCKnii HaydHbIi
bopym», AkageMudeckas MOOMILHOCTh CTYICHTOB, P.2

40 Kyprysosa E.J. AkanemMuueckas MOOWIBHOCTh Ha pPbIHKE oOpasoBarenbHbIX ycinyr, Caukr-TlerepOyprekuii
TOCYIapCTBEHHBIH YHUBEPCUTET HU3KOTEMIIEPAaTypPHBIX U MUIIEBBIX TEXHOIOTHH, p.34
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Academic mobility of students is an extremely important process for personal and
professional development, as each participant is faced with the need to solve life situations and to
analyze them from the perspective of their own and “alien” cultures. It automatically and often
subconsciously develops certain qualities in a person, such as the ability to choose the way of
interaction with the outside world; to think in a comparative perspective; the ability to cross-
cultural communication; to recognize the lack of knowledge, i.e., to be aware of the lack of
knowledge, which strengthens the motivation to learn; the ability to change self-perception; to
view one’s own country in a cross cultural perspective; to develop awareness of other cultures
learned from the inside.

Nowadays the migration of academically oriented young people has become a central feature
of the global system of tertiary education. Quantitative indicators of academic mobility are very
impressive: over the last forty years the growth in the number of students learning abroad has
exceeded the overall rate of expansion of tertiary education*!.

Based on all the presented above, the author considers it necessary to give explanation of the
term academic mobility, to introduce its content, to suggest the emergence of new types of
academic mobility and to define their structures. (See Fig. 1.1).
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Fig. 1.1. Types of academic mobility and its proactivity (made by the author)

Academic mobility is a movement of students and/or faculty and researchers to study, to
teach or to conduct research in another HEI (within the country or abroad) for a specific academic
period, with obligatory credit transfer for the acquired educational programs in their own
university or for continuation of their studies at another university*2.

Internal academic mobility is the teaching of students and the work of the academic staff
and other HEI staff.*,

Despite the existence of the term “external academic mobility”#4, there is no clear separation
and division into the types of academic mobility. In this regard, the author suggests: firstly, to

4l Golubkova T., Golubkova K. (Kalinina), ,,Marketing — Management as a solution of the problem of the integration
of the foreign students in Latvia” — 27 page, Modern Research of Social Problems, No 9(29), 2013 (electronic
scientific journal) - DOI: 10.12731/2218-7405-2013-9-6, 2013.

4 Kazakh university of economy, finances and international trade, the article "Academic mobility", URL:
http://www.kuef.kz/ru/about/cooperation/mobility/ [viewed: 28.04.2015]

4 Ibid.

4 Ibid.
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expand the terminology and to include the term of “international mobility”, under which term
exclusively international (foreign) mobility of students and faculty will be meant; secondly, to
present academic mobility as including international academic mobility and internal academic
mobility as types of academic mobility; thirdly, to characterize international academic mobility as
congruent with the structure of the type itself and features of internal academic mobility.

Thus, the concept of international academic mobility means educating students and master’s
students in foreign educational institutions, as well as academic and research work of the academic
personnel in foreign educational or scientific institutions, i.e., beyond the borders of the country
of permanent residence.

International academic mobility, as type, involves planned academic mobility, spontaneous
academic mobility and academic mobility within the academic exchange programs of students and
teachers (Erasmus Mudus, Erasmus + and others).

Now explanations will be presented for each of the types of international academic mobility.

Planned academic mobility 1s a change of the country of permanent residence in order to
study at a university because there is no necessary HEI in the country of permanent residence.

Spontaneous mobility is moving to another country with an aim to study at the university,
because the chosen university in the country of permanent residence was closed and / or other
unexpected emergencies.®

Academic activity in student and faculty exchange programs can be carried out within such
programs as Erasmus Mudus, Erasmus + and others. It should be noted that this type of academic
mobility can be carried out, both in formal and non-formal spheres of education.

In turn, the concept of internal academic mobility involves teaching students and graduates
from one domestic HEI in another one within the boundaries of one and the same country, as well
as the academic work of teachers and researchers in local educational or scientific institutions, i.e.,
within the country of permanent residence.

In this regard, the author considers it necessary to develop a range of new scientific concepts,
such as internal academic mobility as type by analogy with international academic mobility, and
then divide it into planned academic mobility, spontaneous academic mobility and academic
mobility within the student and faculty exchange programs. In this regard,

Programmed academic mobility is the implementation of mobility activities within the
programs of HEI of the same country;

Spontaneous academic mobility occurs as a result of the closure of a university or unexpected
emergencies, within the same region / country.

Planned academic mobility occurs when the country of residence has to be changed in view
of the absence of the required university within the same region / country.

1.4.Marketing mix in integration of foreign students in the sphere of education

Before analyzing the marketing mix in the sphere of education, it is necessary to conduct its
retrospective analysis.

Marketing mix has originated from the single P (price) of microeconomic theory (Chong?).
McCarthy*’ offered the “marketing mix”, often referred to as the “4Ps”, as a means of translating
marketing planning into practice (Bennett*®). Marketing mix is not a scientific theory, but merely
a conceptual framework that identifies a principal decision that managers have to take in
configuring their offerings to suit consumers’ needs. The tools can be used to develop both long-

45 Global education digest report, Comparing Education Statistics Across the World, UNESCO (2006). Global
Education Digest 2006. Paris: UNESCO. p. 34

46 Chong, K. W. (2003). The Role of Pricing in Relationship Marketing - A Study of the Singapore Heavy Equipment
Spare Parts Industry, PhD Dissertation, International Graduate School of Management, University of South Australia.
47 McCarthy, E. J. (1964). Basic Marketing, IL: Richard D. Irwin.

48 Bennett, A. R. (1997). The Five Vs - A Buyer’s Perspective of the Marketing Mix. Marketing Intelligence &
Planning, 15(3), 151-156.
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term strategies and short-term tactical programmes (Palmer*®). The idea of the marketing mix is
the same idea as when mixing a cake. A baker will alter the proportions of ingredients in a cake
depending on the type of cake he wishes to bake. The proportions in the marketing mix can be
altered in the same way and differ from product to product (Hodder Education, n.d>°). The
marketing mix management paradigm started to dominate marketing thought, research and
practice (Gronroos>!), and “as a creator of differentiation” (Van Waterschoot, n.d>?) since it was
introduced in 1940s. Kent>? refers to the 4Ps of the marketing mix as “the holy quadruple...of the
marketing faith...written in tablets of stone”. Marketing mix has been extremely influential in
informing the development of both marketing theory and practise (Moller3*). The main reasons for
the marketing mix to be a powerful concept are these: it makes marketing seemingly easy to
handle, it allows separating marketing from other activities of the firm and delegating marketing
tasks to specialists; and the components of the marketing mix can change the firm’s competitive
position (Gronroos>). The marketing mix concept also has two important benefits. Firstly, it is an
important tool to enable one to see that the marketing manager’s job is, in a large part, a matter of
trading off the benefits of one’s competitive strengths in the marketing mix against the benefits of
others. Secondly, the marketing mix helps to reveal another dimension of the marketing manager’s
job, i.e. all managers have to allocate available resources among various demands, and the
marketing manager will in turn allocate these available resources among the various competitive
devices of the marketing mix. In doing so, it will help to instil the marketing philosophy in a
business organisation (Low and Tan>°).

However, Moller®” highlighted that the shortcomings of the 4Ps marketing mix framework,
as the pillars of the traditional marketing management have frequently become the target of intense
criticism. A number of critics even go as far as rejecting the 4Ps altogether, proposing alternative
frameworks.

In the 1960s, the term became widespread in marketing. The motto that everything starts
with consumer’s needs and demands became increasingly popular. Marketing and market
management of important branches of knowledge management became the main task of
understanding human needs and desires and, helping them through the process, resources were
exchanged. Today more than ever the society, especially with a growing shortage of human and
other resource managers, faces limited resources to meet the emerging needs, and the science of
management is here to help the economic science and to set the scope of skills and knowledge for
the optimal use of limited resources. Marketing also needs to recognize the efforts put up by the
exchange of resources. Marketing is a social and managerial process aiming to satisfy the needs
and desires of individuals and groups through the production, supply and exchange of useful goods
and the value they provide to others.

Marketers want to receive favourable responses from their target markets users and for that
they use many different tools. These tools comprise also the marketing mix. In fact, a set of tools
that business organizations pose as their marketing mix are tools intended to achieve marketing
goals of their target market users. McCarthy classified these tools into four major groups which

4 Palmer, A. (2004). Introduction to Marketing - Theory and Practice, UK: Oxford University Press.

50 Hodder Education (n.d). Introduction to the Marketing Mix - Pricing. [Online] Available:
http://www.hoddersamplepages.co.uk/pdfs/cceabus6.pdf, [viewed: 28.04.2015]

31 Grénroos, C. (1994). From Marketing Mix to Relationship Marketing: Towards A Paradigm Shift in Marketing.

52 Van Waterschoot, W. (n.d). Chapter 9: The Marketing Mix as a Creator of Differentiation, Blois: The Oxford
Textbook of Marketing, Instructor's Manual, Oxford University Press. [Online] Available:
http://www.oup.com/uk/orc/bin/9780198775768/freelecturer/manual/imchap09.pdf. [viewed: 29.04.2015]

33 Kent, R. A. (1986). Faith in the four Ps: An alternative. Journal of Marketing Management, 2, 145-154.

54 Méller, K. (2006). The Marketing Mix Revisited: Towards the 21st Century Marketing by E. Constantinides. Journal
of Marketing Management, 22(3), 439-450.

55 Grénroos, C. (1994). From Marketing Mix to Relationship Marketing: Towards A Paradigm Shift in Marketing.

5 Low, S. P. & Tan, M. C. S. (1995). A Convergence of Western Marketing Mix Concepts and Oriental Strategic
Thinking. Marketing Intelligence & Planning, 13(2), p. 36-46.

57 Méller, K. (2006). The Marketing Mix Revisited: Towards the 21st Century Marketing by E. Constantinides. Journal
of Marketing Management, 22(3), p. 439-450.
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are called the 4Ps of marketing: product, price, location, distribution, sales promotion. Decisions
about future marketing by marketers, should also affect the final consumer and commercial
channels. Thus, a number of decision variables of the marketing mix require a long time, and there
is little that can be changed in the short term. Robert Latr illustrates this in his 4P 4C customer
component model as shown in Table 1.3.
Table 1.3.
Component Model 4P and 4C>8

4C 4P
Customer solution Customer solution Product Product
Customer costs Customer coast Price Price
Profits and customer | Convenience Location distribution | Place
comfort
Communications Communication Advance sales Promotion

4C takes into account the customer, whose needs should be satisfied by a business
organization in an economical, comfortable and effective way. A company works to meet the needs
of the consumer through satisfaction, convenience, comfort, taking their interests into account and
trying to charge less, i.e. offering a competitive price for the services or a product. The customer
expects to be offered the product benefits. The price should be commensurate with the capabilities
of a buyer. The product should be available to customers, purchasing should not be a problem.
Finally, the promotions should be made to potential consumers on already available products. The
concept of marketing mix defines the business organization’s performance using a set of
controllable variables and uncontrollable factors of the environment.

Marketing mix of traditional management models and dynamic market was considered by
Anderson. The theoretical parameters of the system were developed by the University of
Copenhagen in Europe. Such methods are offered as a new product vision, functional vision, and
a geographical perspective. However, only some of these models were able to maintain their
survival against 4P. The concept of marketing mix was offered and introduced for the first time in
1950 by Borden and became known as the 4P. McCarthy in the early 1960s°°, blends marketing
with four variables known as the 4P classification that included: product 60, price 61, distribution
(place) and promotion.

McCarthy has since created dramatic changes in the marketing mix. However, the original
marketing mix of 4Ps still attracts a lot of attention in scientific literature on the subject. The four
elements of marketing mix are defined in Table 1.4.

Table 1.4.
Definitions of the four elements of marketing mix®
Product Product is a physical object that is sold and has tangible characteristics, a
complex set of benefits that can be used to meet customer needs.
Price Includes issues such as discounts, list prices, credit, repayment term and

conditions. The notion of price includes the price, product or service offered
for sale and determines the level of benefits. Price is the only element that
does not include costs charged to the customers to buy products they want.

Promotion Includes issues such as advertising, personal selling, sales promotion, public
relations and direct marketing. Distribution channels are the most important

38 Chai Lee Goi, A Review of Marketing Mix: 4Ps or More? International Journal of Marketing studies, Vol. 1., No.
1., May 2009

39 McCarthy, E. J. (1960). Basic Marketing, A Managerial Aapproach. IL: Richard D. Irwin, p. 151-156

60 Court, David (2007), “The Evolving Role of the CMO,” McKinsey Quarterly, (3), p. 29.

! Davenport, Thomas H. and Jeanne G. Harris (2007), Competing on Analytics: The New Science of Winning.
Boston: Harvard Business School Press.

2 Chai Lee Goi, A Review of Marketing Mix: 4Ps or More? International Journal of Marketing studies, Vol. 1., No.
1., May 2009
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problem in how an organization can optimize a connection between inner and
outer channels.

Distribution Includes issues such as distribution channels, market coverage, product
inventory, transportation and distribution sites.

The most important element in the marketing mix is product. It is what makes our product
to be ready for market. Price-sensitive element of the marketing mix means that a customer is
liable for the amounts that are paid to deliver the product. The third element is distribution
including all the activities that aim to deliver the product to the customer. The fourth element of
the marketing mix is promotion, which means communication with customers. This is a set of
actions that will encourage customers to buy products.

Borden® claims to be the first to have used the term “marketing mix” and that it was
suggested to him by Culliton® in his comparison of a business executive to “a mixer of
ingredients”. An executive is “a mixer of ingredients, who sometimes follows a recipe as he goes
along, sometimes adapts a recipe to the ingredients immediately available, and sometimes
experiments with or invents ingredients no one else has tried” (Culliton).

In a similar way to the notion of the marketing mix the early marketing concept was based
on the idea of action parameters presented in 1930s by Stackelberg. Rasmussen® then developed
what became known as parameter theory.

He proposed that the four determinants of competition and sales are price, quality, service
and advertising. Mickwitz%® applies this theory to the Product Life Cycle Concept.

|Conclusions:

The carried out research of the theoretical and methodological foundations of the marketing
and the availability of schemes of marketing complexes, the analysis of the academic activity in
the Latvian Republic and identification of the reasons of emergence of the problems in the way of
integration of foreign students into the society of the country of study and the suggestions for the
solution of these problems has allowed making a number of fundamental conclusions:

- The analysis of the theoretical and methodological and scientific aspects of the integration
in the field of education, integration processes of foreign students as a result of the international
activity, existing models of the marketing mix has revealed the lack of researches, the results of
which will allow improving the integration of foreign students.

- The carried out analysis of the terminology has shown the lack of explanations of the
scientific definitions of such concepts as: export of education, academic mobility, division into
types of academic mobility, etc. In this connection, the author suggests her vision of the
formulation of these terms with the detailed characteristics of each of them.

- The analysis of the theoretical and methodological and scientific aspects of the schemes
and concepts of the marketing complexes has shown the lack of the marketing mix for the
integration of foreign students in the country of education, however, has revealed the availability
of the marketing mix for the programme of the professional master’s degree of higher educational
institution, variability of which is calculated, using the method of Cronbach’s alpha. Taking into
consideration the above — mentioned fact, the author considered that it is reasonable to use this
method in the subsequent researches within the frameworks of this paper, for the analysis of the
economical and statistical indicators.

b

% Borden, N. H. (1965). The concept of the marketing mix. In Schwartz, G. (Ed), Science in marketing. New Y ork:
John Wiley & Sons, 386-397.

64 Culliton, J.W. (1948). The Management of Marketing Costs. Division of Research, Graduate School of Business
Administration, Boston, MA: Harvard University, p. 3-5.

65 Rasmussen, A. (1955). Pristeori Eller Parameterteori - Studier Omkring Virksomhedens Afsaetning (Price Theory
or Parameter Theory - Studies of the Sales of the Firm. Denmark: Erhvervsokonomisk Forlag, p.78-81

% Mickwitz, G.. (1959). Marketing and Competition. Finland: Societas Scientarium Fennica, Helsingfors, p. 93-94.
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2. Analysis of education, its characteristics, functions and development of the
connection system and impact of the various factors of influence

Chapter 2 consist of 5 subsections, 62 pages, 35 figures, 55 tables

The represented analysis of education, its characteristics, functions and system, legislative
and legal base in Latvia allowed determining the possibility of implementation of the suggested
product of integration.

For the assessment of necessity and possibility of the development of the topic of integration
of students in the result of academic mobility and its further activity, according to the opinion of
the author, the basis for the research is the analysis of connection systems of interaction.
Connection and interaction systems include:

a) Connection and interaction system: birth rate and the number of students, enrolled in higher
education institutions (universities);

b) Connection and influence system: population size and education market;

¢) Connection and influence system between the dynamics of natural increase in Latvia and the
number of enrolled in the higher educational institution (university);

d) The relationship system and influence between the dynamics of the number of foreign students in
Latvia and influence of this dynamics on the GDP of the country.

e) Connection and influence system between international students citizenship and students choose
of higher institution.

The above - mentioned topic is represented visually in the Figure 2.1.

a). Connection b). Connection c¢). Connection d). Connection g). Connection
and influence and influence and influence and influence and influence
system system system system system

Figure 2.1. The relationship and influence system — the stage of research (made by the
author)
The Figure 2.1 represents the connection and influence system on which will be carried out
the research. This system will allow revealing the relevance of the research topic of integration of

students in the result of academic mobility and the necessity of activation of academic activity at
the present stage.
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2.1 The research of the connection system of influence of the “a” group — the birth
rate and enrollment to the higher educational institutions.

The researches of connection and influence of birth rate and enrollment to the higher
educational institutions are carried out by the author within the frameworks of selected system in
the “a” group (See. Figure 2.1). The analysis is carried out on the basis of available statistical data,
provided by the Bureau of the Latvian Republic on the indicators of birth for the period from 1986
to 1995 and on the indicators of entered to the universities in the period from 2004 to 2013.

The goal of this analysis is: whether there is a connection of birth rate with the indicators of
enrollment in the universities in Latvia and in the availability of the connection, if there is such
connection, whether this fact influence on the demand for higher education in the perspective and
on the relevance of the examined topic.

For carrying out this analysis, the quantitative analysis of the results of research has been
chosen by the author.

For the implementation of the stated goal in this group (the “a” group), the stated empirical
objectives of the research: - to analyze the birth rate in Latvia during the period from 1986 to 1995;
- to analyze the enrolled students in the universities of Latvia during the period from 2004 to 2013;
- to reveal the availability or lack of correlation dependence between the parameters of birth rate
and the number of enrolled students in the universities for 10 years from 2004 to 2013.

The mathematical processing of data was carried out by the means of computer programs
Microsoft Office Excel 2007 and SPSS 17. For the selection of statistical criterion the sample data
were tested for normality of distribution. For this purpose were used the different statistical
methods, including: - the absolute values of indicators of asymmetry and kurtosis were compared
with their standard errors; - the assessment method, using the Kolmogorov — Smirnov criterion in
the modification of Lillifora; - the assessment method, using the criterion of Shapiro - Wilks; - the
assessment method, using the visual examination of diagrams with the normal distribution curve;
- comparative method of the average values; - the assessment method, using the research of box
plots: availability or lack of extremal values or “outliers”.

The distribution of the data of research variables is no different from the normal distribution.
Therefore, for the further research of empirical data were used the methods of parametric statistics
— the coefficients of linear correlation of Pearson for the research of the connection.

On the basis of preliminary research of data for normality of distribution was determined
that it should be used the correlation coefficients of Pearson. As a result, the obtained correlation
matrix is visually represented in the table 2.1.

Table 2.1
Correlation matrix (made by the author)
Birth Students

Birth The Pearson correlation 1 ,988™

The value (of 2-parties) ,000

N 10 10
Students The Pearson correlation ,988" |1

The value (of 2-parties) ,000

N 10 10

*% The correlation is significant at the level of 0.01 (2- parties).

On the basis of obtained correlations it is possible to conclude that the hypothesis Hy is
proved between the pairs of variables. As aresult of carried out research, it is possible to conclude
that in the confirmation of statistical hypothesis H; between the researched attributes is observed
the correlation monotonic (linear) relationship.

For the illustration is shown the diagram of points of dispersion of data in the figure 2.2.
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Figure 2.2. The diagram of points of dispersion of data of Birth and Students with the

line of correlation relationship (made by the author).

Interpreting the carried out research, it is possible to emphasize the following, that the
indicators of Birth with the maximum significance with a strong close relationship correlate with
the indicators of Students. Thus, using the mathematical statistics is proved that the more is the
birth rate, the more enrollees to the universities in Latvia.
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Figure 2.3. The diagram of the variable Birth and Students with the normal
distribution curve (made by the author)

Consequently, the quantitative analysis of the group “a” of the selected connection system
by the author and interaction confirmed the carried out qualitative analysis of the group “a” in the
previous section, proving the relevance of the research topic of integration of foreign students.

2.2. The research of the connection system and influence of the group “b” — population size
and education market

The carried out analysis of the indicator “b”, the connection system of interaction — the
population size and education market has shown that the number of residents in Latvia is reduced,
respectively, the number of schools is reduced and students in them that is directly associated with
the demand for higher education of Latvians, in the near future will be decreased. Against the
background of number of residents, the reductions of schools and students over the last 10 years
suddenly looks optimistic the increase of primary school — aged children. These data seriously
embrace hope on the availability of ones, who wish to study in high schools in the future;
nevertheless, the increase is not significant that emphasize the need to activate the academic
mobility of foreign students in the Latvian higher schools (universities). The carried out analysis
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of investment of capital in the educational system on the part of the state or, more precisely not
the investment of capital emphasizes the need of creation of the model which will contribute to the
activation of academic activity of foreign students due to their successful integration into the
Latvian society. This in its turn will improve the demographic situation in Latvia; will improve the
quality of the labor market at the expense of young qualified staff prepared by the Latvian
universities that will contribute to the strengthening of the country’s economy.

Therefore, the first stage — of “b” system has shown the connection and influence of
evaluation factors with the topic of research and has emphasized its topicality.

For the confirmation of results, obtained in this section, let’s carry out the analysis of the
indicator “b” of the interaction system.

2.3. The research of the connection system of interaction of the group “c” — the
dynamics of the natural increase of birth rate and enrollment in the higher educational
institutions in Latvia.

The researches of connection and interaction of indicators of birth rate and enrollment in the
higher educational institutions, carried out within the frameworks of the selected system in the
group “a” (See. Figure 2.1), in the section 2.1 has shown that the indicator of birth rate with the
maximum significance with a strong close connection correlate with the indicators of enrollees in
the universities. Nevertheless, this analysis didn’t show the perspectives of a number of enrollees
in the Latvian universities of the local students in the future and their availability that emphasizes
the need of carrying out the similar research, which is carried out within the frameworks of the
selected connection system by the author and interaction in the group “a” (See. Figure 2.1).

The goal of this analysis is to find the relationship and interaction of specified indicators for
the determination of perspective of availability of local Latvian students in the future and whether
the research topic of integration of foreign students is relevant.

For the implementation of the stated goal in this group (the “c” group the empirical
objectives of the research are stated: - to analyze the indicators of the dynamics of the natural
increase of the population in Latvia from 2005 to 2015; - to calculate the absolute population
increase in Latvia from 2005 to 2015; - to calculate the growth coefficient, the growth rate of the
population in Latvia from 2005 to 2015.

The data of alignment of time of series of dynamics, let’s visually represent in the form of a
diagram (See. Figure 2.4)
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Figure 2.4 The diagram of alignment of time series of birth dynamics in Latvia (made
by the author).

The graph show that by the justification method of time series on the average absolute
increase from 2005 to 2015 a trend of decrease of number of birth rate is identified.

On the basis of obtained data follows that on average the birth rate in Latvia at the average
absolute increase is increasing by 10 people per year. This means that on the average the growth
rate wasn’t changed 0%. In spite of the fact that in the result of dynamic analysis has been able to
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identify the negative trend of the birth rate in Latvia. According to the equation the main trend of
change of the birth rate of number of born is reduced by 239.14 people per year. But that means
that on the average every year, the birth rate is reduced by 1%. Thus, taking into the consideration
all the obtained data with a probability equals to 0.95, one may state that the birth rate of the
population of Latvia in 2016 will not be less than 21 989%7 average absolute increase, in 2017 not
less than 21 999 average absolute increase, but in 2018 the lower bound of the birth rate will fall
up to 22 009.

Thus, one may state that the carried out research of connection system and interaction in the
group “B” has shown the hopelessness of increase of students in the future that underlines the need
to activate the process of academic mobility in the near future and the relevance of the topic of
integration of foreign students.

2.4. The research of the relationship system of interaction of the group “d” - The
relationship system and influence between the dynamics of the number of foreign students
in Latvia and influence of this dynamics on the GDP of the country.

The total number of educates of higher schools, unfortunately, is reduced. For the beginning, let’s
check the data on the total amount of students on normal distribution.

Now, let’s make the forecast of the total number of students, using the linear regression model
(table 2.2.).

Table 2.2
The forecast of the total number of students (made by the author)
Corrected R-
Model | R R-square square
1 975 |,950 ,945

a. Predicators: (constant), Year
b. Dependent variable: Student quant

As the table shows, the developed model of the regression are quite precisely describes our
data. R-square is much closer to the unit that means that the model is qualitative. In addition, the
lack of residual autocorrelation indicates us to the quality of the forecast.

Table 2.3.
The dispersion analysis ANOVA (made by the author)
Model Sum of squares | df Mean square F Value
1 Eegress“’ 4299010203434 | 1 4299010203,434 | 208,923 | ,000
Residue 226346837,335 | 11 20576985,212
Total 4525357040,769 | 12
a. Variable dependent: Student quant
b.  Predicators: (constant), Year
Table 2.4.
The model of the calculated coefficients (made by the author)
Standardized
Unstandardized rates rates t Values.
Standard
Model B error Beta

67 At the time of writing this paper, was published the data for birth rate of 2016, which showed that in the 2016
birth rate was — 21763, so forecast, which author was made, was justified. Centrala statistikas parvalde, URL:
http://data.csb.gov.lv/pxweb/lv/Sociala/Sociala __isterm _iedz/IE0020c.px/table/tableViewLayout2/?rxid=7eeSbb2b
-7¢93-4ccb-8a34-1aadade09cc3 [viewed: 20.04.2017]
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1 Year

-4860,137 | 336,244 ,000

14,454

(Constant) - 2668,857 | -0,974 52,933 1,000

141271,269
a. Dependent variable: Student quant

On the basis of the obtained data of t-statistics, it is possible to conclude that each coefficient is
also not equals to zero and it can be included in equation.

From the table of the test of Shapiro-Wilk it is seen that the residues meet the theoretical conditions
for the model of the paired regression, i.e., have the normal distribution and mathematical
expectation equals to zero. The null hypothesis is adopted at the significance level o = 0.05.
(0.625> 0.05). The residues have a normal distribution.

The dispersion analysis has also shown that model is significant. The value <0,05, but that
means that the hypothesis HO that all coefficients the equation are equal to zero is deviated, the
equation can be used as a model.

On the basis of the obtained data, we can make a forecast on the basis of obtained model.

Table 2.5
The forecast of the total number of students for three years (made by the author)

year quantity
2017/2018 73229
2018/2019 68369
2019/2020 63509
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Fig.2.5 Histogram of balances by total number of students (made by the the author)

On the basis of the obtained data of t-statistics, it is possible to conclude that each coefficient is
also not equals to zero and it can be included in equation.
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The dynamics of the total number of students and forecast for three years
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Figure 2.6 The dynamics of the total number of students for 13 years and forecast for three
years (made by the author)

Now, let’s estimate the changes in the number of foreign students in the higher schools of
Latvia. As we can see in the diagram, the number of foreign students has a positive trend. Let’s
consider the descriptive statistics of data.

As we can see, the smallest number of foreign students in Latvia was in 2005/2006 academic year.
In its turn, subsequently, year by year the number of students is gradually increased.
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Figure 2.7 The change of the number of foreign students from 1995/1996 to 2016/2017
academic year.%®
Therefore, for the model development we will use the SPSS function of curve fitting.

%8 Jzglitibas un zinatnes ministrija, Parskats par Latvijas augstako izglitibu 2016/2017.g., Arvalstu studentu skaita
izmainas Latvijas augstskolas un koledzas 1995./1996. — 2016./2017. akadémiskaja gada, Ipp. 66, URL:
http://www.izm.gov.lv/lv/publikacijas-un-statistika/statistika-par-izglitibu/statistika-par-augstako-izglitibu [viewed:
27.03.2017]
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Table 2.6
The summary for the model with the independent variable “year” (made by the author)

R R-square Corrected R-square
,998 ,996 ,996
The independent variable it is a Year.

The R- square shows that the model is very accurately describes the data. The dispersion analysis
ANOVA also shows that the model is significant and it can be used for the forecast.

For the forecast has been used the built — in function of SPSS — curve fitting, which reflects the
above - mentioned data on the forecast of the growth of foreign students for four years. See.
Figure 2.8.

Farelgn stadent Histogram —  Narmal
Desanved -
& b — Average = -4.01E13
/ ™ Stand devintian =
g 133.52344 K=13

[ .-"I M
F i _I.I' b "
r
&

0 q
u
e
o

#¥¥r| :
¥

1 ——
2001 (=]
a 2 K
o ::‘. ‘.:‘:l ?I‘_ " IE'E u;:c-l!nm - 2003003 10020008 NN IGO0 20003000
Res_foreign
Serial number =

Figure 2.8. Curve fitting and the distribution of errors on foreign students (made by the
author)

From t-statistics can also be seen that each coefficient of the equation is significant, consequently,
the obtained equation will take the form:
y = 75,183x% — 540,175x + 2262,860 (2.1.)

One sample test of Shapiro-Wilks shows that the statistics of residues meets the theoretical
conditions for the model of regression. The residues are distributed normally with the mean value
of 0.

On the basis of the obtained data, we can make a forecast on the basis of the obtained model.
Table 2.7
The forecast of the growth of foreign students for three years (made by the author)

Year The number of
foreign students
2017/2018 9436
2018/2019 11076
2019/2020 12866

Let’s visualize these indicators and represent in the form of a diagram (See. Figure 2.8.).
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The forecast of the growth of foreign students for next years

16000
14000 y=75.183x% - 540.17x + 2262

Figure 2.9. The forecast of the growth of foreign students for next years (made by the
author)

The training of foreign students in Latvia really brings a lot of money to the economy,
working places, but budget — taxes. The influence of the industry is growing rapidly — in the
research of analytical center Certus is said about it.

The authors of the research, Daunis Auers and Sergey Gubin, gives impressive figures: the
number of foreign students in Riga Technical University in this academic year in comparison with
the previous one has increased by 45%, in Riga Stradina University — by 31%, in private Turiba —
by 47%. On average, in the state universities of Latvia the growth has made up 26%, in private —
20%.

In connection with the above mentioned results of the research, let’s analyze the contribution
of foreign students in the Latvian economy. As the analysis we will use a recent research in which
has been found that on average, one foreign student per one academic year spends about 12264
EUR. From this means 3432 EUR spends for the payment, 3696 EUR for food and 5136 EUR
one foreign student spends for the tuition fee. In addition, during the research it has been found
that friends and relatives, who stay with foreign students in Latvia spend all together about 6,1
million Euro per year. Having calculated all indicators together, it turned out that for the last
academic year (2015/2016) the foreign students spent about 73 million Euro. In addition, the
higher education also has the multiplier effect because foreign students beget and stimulates the
demand for the accommodation services, food services, entertainments, food and tourism (total 75
million). Having calculated all the indicators, the overall influence of higher education on the
Latvian industry makes up 148 million EUR and it is 0,61% of GDP. The mean income of Latvia
from taxes makes up 28%, consequently, the foreign students per year directly contribute 20
million Euro to the budget of the country.®’

If to take the data of the research and obtained forecast of the number of students for the next
academic year, it is possible to estimate the percentile contribution of foreign students to the GDP
in 2016/2017 academic year.

Table 2.8
The contribution of foreign students to the GDP of Latvia (made by the author)
The total The number The forecasting The forecasting
contribution | of students in Average number of contribution of
of students 2015/2016 students in . .
0GDP, | academic | PSTY¥ | 201gpo17 | Students inGDPin
EUR year academic year 2016, EUR

9 31 Maijs, 2016, Domnicas Certus, Dr. Daunis Auers, Dr. Sergejs Gubins, Augstakas izglitibas eksporta
ekonomiska nozime un ietekme Latvija, URL: http://certusdomnica.lv/agenda/augstakas-izglitibas-eksporta-
ekonomiska-nozime-un-ietekme-latvija/ [viewed: 27.12.2016]
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Figure 2.10 The contribution of foreign students to the GDP of Latvia from 2004 to 20157°

As the curve, which describes the values of the Latvian GDP behaves quite unpredictably; to
predict values for the subsequent years is quite difficult. For the forecast of GDP of the country,
using the IBM SPSS of the built — in function of the curve fitting the several models of regression
were modeled. Among all the obtained models 4 models were selected, with the highest coefficient
of determination (R”2). The coefficient of determination shows, how accurately the obtained
model describes the data. The closer this value to unit, the more accurately the developed model
of regression.

Let’s compare the coefficient of determination of each of the models of regression (See. Table 2.9)

Table 2.9.
The coefficient of the determination of the developed models of the regression
(made by the author)
The
coefficient of
The model of the determination
regression (R?)
linear 0,5769
quadratic 0,6487
cubic 0,7954
power 0,7552

As the research has shown best of all the data of GDP describes the model of the cubic
regression. But, taking into the consideration the rapid growth of the curve, to build the forecast
on the basis of this model will be irrational. Moreover, based on the data of the table of t —statistics,
it follows that the significance of the coefficient in the cubic power is very close to 0.05, that means
that the coefficient is practically not significant and possibly equals to 0. The same situation is
with the quadratic regression. In the graph it is seen that, using the quadratic regression, the values
of the forecasted data are rapidly decreasing. But the data of t —statistics show that the coefficients
are insignificant and equal to 0, consequently, it is impossible to use this model for the forecast.

7031 Maijs, 2016, Domnicas Certus, Dr. Daunis Auers, Dr. Sergejs Gubins, Augstakas izglitibas eksporta
ckonomiska nozime un ietekme Latvija, URL: http://certusdomnica.lv/agenda/augstakas-izglitibas-eksporta-
ekonomiska-nozime-un-ietekme-latvija/ [viewed: 27.12.2016]
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Thus, for the forecast of the GDP of the country, in this case, it is better to use either linear
or power model. Choosing from two models, it will be more rational to take the model with the
largest coefficient of determination, namely, the power model.

The obtained data, using the SPSS program are represented in the form of tables, t-statistics
of the power regression.

Table 2.10.
Coefficients (made by the author)
Standardized
Unstandardized Coefficients Coefficients
B Std. Error Beta t Sig.
In(Case Sequence) ,284 ,051 ,869 5,555 ,000
(Constant) 12053989,734 | 1120652,914 10,756 ,000

For the forecast the built — in function of SPSS has been used — curve fitting, which reflects the
above — mentioned data on the forecast of the GDP for three years See. Figure 2.27.
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fig.2.11. Curve fitting of the regression on the forecast of GDP (made by the author)

The equation of regression, obtained from the results of t — statistics

y = 12053989,73x%284 (2.2)

Let’s represent the obtained data on the forecast of GDP with the linear regression in the table.
Table 2.11.
The forecast on GDP on the power
regression (made by the author)

2016 24998283,87
2017 25530702,5
2018 26036559,97
2019 26518827,31
2020 26979981,55

Let’s visualize the obtained data of the forecast and primary data in the form of diagram, let’s draw
the regression line of the forecast, using the obtained equation of the model of t —statistics.
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fig. 2.12. The contribution of GDP of Latvia from 2002 to 2015 2015 and the forecast on the
power regression (made by the author)

Given the large data release for the period 2007-2008 ("fat" years), it is necessary to
construct a power-law regression model without taking into account the data for a given period.

Table 2.12.
Coefficients (made by the author)
Standardized
Unstandardized Coefficients Coefficients
B Std. Error Beta t Sig.
Ln (Case Sequence) | ;343 018 ,989 19,018 | ,000
(Constant) 11095501,329 332778,012 33,342 | ,000
Table 2.13.
The criteria for the normal distribution (made by the author)
Shapiro-Wilk crieteria
Statistic degree of fr. Relevance
RES_ikp ,930 10 443
Let's present the obtained data on the GDP forecast with power-law regression in the table.
Table 2.14.
The forecast on GDP on the power regression (made by the author)
year GDP
2016 25255857,61
2017 26021014.,92
2018 26745345,85
2019 27433935,01
2020 28090922,05
Table 2.15.
The standard error of estimate and its mean value (made by the author)
The standard error of estimate
0,040
Mean value
19136048,1000

V= 0%
Since the value of V is extremely small, we can assume that the predictive quality of the
model is quite high.
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We visualize the obtained data of the forecast and the primary data in the form of a diagram,
we draw the regression forecast line using the obtained equation of the t-statistic model.

GDP, thousand EUR

y = 1E+07x0343

30000000.00 R>=0.9784

25000000.00 e

20000000.00

15000000.00

10000000.00
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fig. 2.13. The contribution of GDP of Latvia from 2004 to and the forecast on the power
regression (made by the author)

The made forecast of GDP based on the obtained equation of the power function will be
considered true, based on the obtained data of the coefficient of determination of 0,978 and
standard error of estimate of 0%. However, it is necessary to take into the consideration the fact
that the GDP of the country influence on a large number of external factors, consequently, this
forecast may differ from reality since it is based only on temporary changes of indicators.

The made forecast of the GDP on the basis of the obtained equation of the power function
will be considered true. (On the GDP of the country influence a large number of external factors,
consequently, this forecast may differ from reality, as it is based only on the time changes of
indicators). For the confirmation of the choice of the true regression model, let’s compare the
indicators of the forecast for 2016, with the already available and published indicators (according
to the official statistics of the LR) (Table 2.16.).

Table 2.16.
Comparing the indicators of the forecast GDP for 2016 (made by the author)

The obtained data on the | The offical data of the The calculated Percentage
forecast of GDP of the statistics of the GDP of | difference betweeen difference (%)
power regression for Latvia for 2016 (EUR) | the indicators (EUR)

2016 (EUR)
4 B C=(B-4) D = (C/B*100%)
25255 857,61 25018 2307 237 627,61 0,009

Thus, it is seen that the discrepancy with the real indicators for 2016 are minimal.
Consequently, the choice of the regression model in forecasting, namely, the power model is true.
Taking as a basis the obtained data of the forecast of the GDP in Latvia, it is possible to calculate
the average indicator and percentage of the contribution to the GDP of foreign students.

" Official Latvian statistics, URL:
http://data.csb.gov.lv/pxweb/lv/ekfin/ekfin__ikgad ikp/IK10 0010.px/table/tableViewLayout2/?rxid=cdcb978c-
22b0-416a-aacc-aa650d3e2ce0 [viewed: 22.01.2017]
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Table 2.17.

Contribution of foreign students in GDP in 2017, 2018 (made by the author)

Thsulersgfzt;ng The forecasting The contribution of Percent
GDP (EUR) students (EUR)
students
2017/2018 9436 26 021 014919 216 019 215 0,8%
2018/2019 11076 26 745 345 854 253 565 816 0,9%

On the basis of calculations, it follows that, despite the decrease of the total number of
students in higher schools of Latvia, the number of foreign students in the next three year will be
increased. Having analyzed the total contribution of foreign students in the economy of Latvia, it
may be concluded that for the next three years the GDP will be increased to 0,8% and next year to
0,9% what shows good dynamic for increasing.

2.5. The research of connection system of interaction of the group “g” — international
students citizenship and students choose of higher institution

The previously carried out researches should be supplemented by the study of the academic
activity and mobility of students in Latvia and finding between the specified categories within the
frameworks, developed by the author, the systems in the group “g”.

The analysis is carried out on the basis of available statistical data, provided by the Bureau

of the Republic of Latvia, the data of Eurostat and other sources.

The goal of this analysis is the finding of connection and interaction between the
international students citizenship and students choose of higher institution and the influence of
this connection on the activity of the international academic activity.

The objectives of this analysis are: the research of the integration process in Latvia; to
analyze the integration process in Latvia and to give a characteristic to it; - to introduce new
concepts the academic mobility, to divide it by types and characterize each type of academic
mobility; - to analyze the international academic mobility in Latvia and to evaluate its activity; -
to analyze the number of students, studying at the universities in the Baltic States — Lithuania,
Estonia; to conduct the survey among the foreign students, concerning the satisfaction with the
integration process in the system of education in Latvia.
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Fig. 2.14. Number of the students and them citizenship 2012-2016 (made by the
author)”?

As we see on fig. 2.14. here are reflected international students by country. As reflected on
the graphic can be noted that Germany is the most leading nation who is going to study in Latvian
educational institutions. It can be soundly or justified as the pricing in Latvia is more available for
German students, than in Germany, or sometimes they were late for university election in Germany
or places in specific study area was already full. Regarding Uzbekistan, Russia, Kazakhstan and
other countries, can be concluded that Latvia is only one European Union country, which offers to
study in Russian as well. As named countries were earlier in post soviet union and there are a lot
of Russian speakers. Also Latvia is a good opportunity for this countries to get a good European
education.”

2 Izglitibas un zinatnes ministrija, Parskats par Latvijas augstako izglitibu 2012-2016.g. (5.3. Latvijas augstskolu
studenti, kas apmainas veida stud@ arvalstu augstskolas), URL: http://www.izm.gov.lv/lv/publikacijas-un-
statistika/statistika-par-izglitibu/statistika-par-augstako-izglitibu

73 Golubkova K. (Kalinina K.), 2014.,«The creation of the international student's complex, as the way of improving
the integration of foreign students in Latvia, using the example of University of Latvia», Journal of Social Sciences
(COES&RI-JSS), Centre of Excellence for Scientific & Research Journalism, Volume 3, Number 4, October 2014,
URL: http://www.centreofexcellence.net/J/JSS/JISS Mainpage.htm, ISSN (E): 2305-9249 ISSN (P): 2305-9494.
SciVerse Scopus
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According to the analysis - Quantity of the students and them citizenship 2012-2016, it can
be concluded that the greatest number of foreign students who study in Latvia from Germany,
Uzbekistan, Russia, India, Kazakhstan. In this regard, we will analyze the leaders and nationalities
of foreign students studying there in higher schools.
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fig.2.15. International studnets quantity in the higher schools (RTU, RSU, BSA, BAT)

in 2016 (made by the author)’*

As can be seen from this diagram, in each higher school a certain number of students of
predominantly one nationality is concentrated. Probably this applies not only to the opportunities
for learning in different languages, but also the process of exporting the education of each of the
higher educational institutions in a particular country. For example, students from Germany
predominantly study in RIGAS STRADINA UNIVERSITATE (780 students), in turn, Russians
choose training in BALTIJAS STARPTAUTISKA AKADEMIJA (147 students) and so on.

After analyzing the potential target audience, which are foreign students, as well as students
from other cities of Latvia, who come to study in the capital of the Republic of Latvia.”

Students quantity

74 using the data from Izglitibas un zinatnes ministrija, Parskats par Latvijas augstako izglitibu 2016.g. (5.6.2.
Apkopojums pa Latvijas augstskolam un koledzam), URL: http://www.izm.gov.lv/lv/publikacijas-un-
statistika/statistika-par-izglitibu/statistika-par-augstako-izglitibu

5 Golubkova K. (Kalinina K.), 2014.,«The creation of the international student's complex, as the way of improving
the integration of foreign students in Latvia, using the example of University of Latvia», Journal of Social Sciences
(COES&RI-JSS), Centre of Excellence for Scientific & Research Journalism, Volume 3, Number 4, October 2014,
URL: http://www.centreofexcellence.net/J/JSS/JSS Mainpage.htm, ISSN (E): 2305-9249 ISSN (P): 2305-9494.
SciVerse Scopus
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3. The development of the model of integration of foreign students in Latvia
Chapter 3 consist of 4 subsections, 70 pages, 36 figures, 27 tables

The carried out analysis in the 1% and 2™ chapter showed the need of creation of model,
allowing foreign student came as a result of the international academic mobility to study to
integrate in the shortest time possible.

Therefore, the goal of this chapter will be: the development of model of integration of foreign
students of the international academic mobility in Latvia with the reference to a specific example
on the basis of creation of marketing mix in student complex on the principle and on the basis of
the marketing mix of the 7 elements “C” and proves the relevance of the introduction of the
specified model.

For the implementation of this goal it is necessary:

- to develop the marketing mix in seven elements “C”;

- to analyze the consumer/student for wishes and vision of solution of a problem, as the first

“C” — customer in the marketing mix

- to develop the offered product, as the second “C” - Commodity;

- to analyze the convenience of consumption of the product and to offer a place of

implementation of the product of integration and finding a place of the student complex, as

the third “C” - Convenience, in the marketing mix;

- to analyze the internal environment for the climate of the product, as the fourth “C” -

Climate;

- to suggest the system of promotion of the integration model, as the fifth “C” -

Communication;

- to analyze the competitors and to assess the competitiveness of the integration model, as

the fifth “C” — Competitors;

- to calculate the costs for the development of the integration model on the basis of the

introduction of the student complex, as the sixth “C” — Cost.

Thus, the author suggests the new approach to marketing mix and solves a problem of
integration by the means of marketing mix of the 7 “C” — elements in the student complex.
Visually, the marketing mix of the 7 “C” is reflected in the Figure 3.1.

Marketing mix

Climate Communication

[
Customer ‘ | Commodity ‘ | Convenience

| Competitors

| Cost ‘

Figure 3.1. The marketing mix of the 7 elements (made by the author)

Even at the stage of preparation to the research of the topic of integration within the
frameworks of her professional activity, studying the consumer, i.e., directly those foreign
students, who are coming to study or already studying in the Latvian universities, the author has
heard one and the same question: when something will be done with their integration into the
Latvian society? “We — they said, are studying in Latvia, but we are sharing the same desks, spend
time after studying, we live in dormitory with our compatriots and speak in our language, but to
integrate, using our own resources is not possible”.

The identified problem, allowed formulating the further actions on the implementation of
the stated objective and suggesting the research part of the paper on the development of the
marketing mix, which will contribute to the improvement of integration of foreign students, who
have appeared as the result of the international academic activity in the other country of study.
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In this chapter the techniques and methods will be represented, the marketing mechanisms
and systems of evaluation for the development of each element separately and marketing mix as a
whole. For the clarification, let’s give a brief description of upcoming actions.

The marketing mix of “7C” will be developed in stages, with the observance of order on
priority features — their content. The scheme of order and priorities is reflected in the figure (See.
Figure 3.1).

The development of each element is represented in the form of specific, definite stage,
including the measures for the introduction of each element in the system of the common mix.

Transition to the next stage — the development of a subsequent element will mean the degree
of development and readiness of the previous element to its implementation. This process is
implemented with the obligatory condition of observance of the principle of occupancy of each
element in content at each stage. The degree of development of the stage will mean a transition to
the next stage.

Along with this, all stages will be implemented on the principle of sequence of solutions of
the objective, stated in the period of development and occupancy of the previous stage in the
general system as a whole.

The process occurs until its full completion, i.e., the stage of development of the last element
in the marketing mix.

The principle of observation of the landmark of the system will allow more carefully
focusing on each of the elements, determining its value in the general population of the marketing
mix and its value, as an individual element for the implementation of the stated goal — to improve
the integration of foreign students in the country of study.

3.1. The evaluation of Customer, as the first and the main element of the marketing mix
This section is denoted by the first stage of development and formation of the first element for
its introduction into the general population of the marketing mix of “7C.”

Having found out a number of reasons, the author has come to the conclusion that without
clarifying the deeper issues can’t be solved a problem even within the frameworks of this research.
For the identification of the reason, was carried out the marketing research, using field method, a
tool, which was a specifically developed questionnaire by the author. In this questionnaire there is
a set of essential issues that would allow finding out: - how deep is the issue of integration of
foreign students, studying at the universities of Latvia; - whether the foreign students can
independently solve the issue of integration, communicating with the local students; - how they
see the solution of the problem of integration as a result of the international academic activity; - in
what they see the customer value of the proposed solution of the issue, etc. The survey was carried
out among the students at their place of residence (in dormitory, in hotels), at the place of studying,
directly in the universities and by the means of internet, in the social networks. The questionnaire
consists of 20 questions and visually represented in the appendix. The total number of enrolled of
the sample made up 136 people from 13 foreign countries, including the Czech Republic,
Germany, Nigeria, Egypt, Kazakhstan, Azerbaijan, Poland, Turkey, Russia, Ukraine, Belarus,
Georgia, Uzbekistan.

The goal of the survey was to show how important the issue of integration of foreign students
in Latvia. Consequently, there is an opportunity to identify the "correct" answers that the indicator
of importance of integration will be high. On the basis of the answers of respondents has been
made the table, in which the answers of each respondent are reflected. By the number 1 is marked
the "correct" answer, by the number 2, respectively, "incorrect". For obtaining the coefficient of
reliability was used the Cronbach’s alpha test (with the value, the module of which is between 0
and 1, which is carried out, using the SPSS programs.

The coefficient of reliability is an important criterion for the evaluation of test results. It is a
measure of accuracy with which is carried out the testing of some feature. In calculation was used
the SPSS program, the Cronbach's Alpha with the value, the module of which is between 0 and 1.

gr

The standardized Cronbach's alpha coefficient is calculated by formula:
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N.7

1+ (N-1)-7 G.1)

Where N is the number of the researched components, but determi7 :s the average coefficient of
the correlation between the components.

The results are represented in the summary table 3.1., the Cronbach's alpha coefficient is
sufficient (>0,7), that points us to the reasonably good accuracy of testing.

gt

Table.3.1.
Statistics of reliability (made by the author)
the Cronbach's alpha on
Cronbach's the basis of the N
alpha standardized elements | elements
,763 ,746 13

In calculation were used the following methods - Alpha: Cronbach's alpha (in dichotomous
points is used Kuder-Richardson - Formula 20.

According to the table 3.2, it is possible to conclude how is changed the accuracy of testing
in excluding the corresponding element (the last column).

Table 3.2
The statistics of the element in relation to the results (made by the
author)
Cronbach's
To scale the To scale the The corrected alpha in

Number mean in dispersion in | correlation between | excluding
of excluding the | excludingthe | the element and the the
question element element result element
nl 17,6222 7,222 ,470 ,739
n2 17,6222 7,222 470 ,739
n3 17,8519 7,575 ,378 ,749
n4 17,8519 7,575 ,378 ,749
ns 17,6889 7,231 468 ,739
n6 17,6889 7,231 468 739
n7 17,6741 7,162 ,494 736
ng 17,6741 7,162 ,494 736
n9 17,2074 8,598 ,061 171
nl0 17,2074 8,598 ,061 771
nll 18,0222 7,873 404 749
nl2 17,8000 7,609 342 754
nl3 17,8667 7,654 ,353 752

For example, it is possible to increase the indicator, by excluding the 9" and 10" questions.
The penultimate column is the coefficient of selectivity, which is the important criterion for the
assessment of applicability of the question. Here also can exclude the 9" and 10% points, which
are stand out sharply because they are not consistent with the rest part of the scale. Further, the
index of complexity is determined. The percentage frequency indicator of occurrence of the
correct answer (coding 1) is the index of complexity of the corresponding point. All the indices of
the complexity are represented in the table 3.3.
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Table 3.3.
The calculation of the index of complexity of each of the question (made by the author)

Number of The index of
question complexity

47,1
47,1
69,9
69,9
53,7
53,7
52,2
52,2

5,9

5,9
87,5
65,4
72,1

O |0 (I[N | N[ |W N =

p—
—

[y
[

o
(]

p—
W

According to the obtained results, the 9™ and 10" questions can be excluded, as their
percentile value is less than 20. For this purpose let’s calculate the indicators without taking into
the consideration these questions.

Table 3.4.

The statistics of reliability (made by
the author)

Cronbach's alpha N elements
,783 11
As is seen from the summary table 3.4., excluding the questions under the number 9 and 10, the

coefficient is increased. For the confirmation of these results, let’s carry out the statistics of the
element in relation to the results (See.Table.3.5.).

Table .3.5.
The statistics of the element in relation to the results (made by the
author)
The
corrected
To scale the To scale the correlation | Cronbach's
Number mean in dispersion in | between the alpha in
of excluding the excluding the | element and | excluding
question element element the result the element
nl 13,7407 7,059 AT3 ,762
n2 13,7407 7,059 ,473 , 762
n3 13,9704 7,387 ,391 771
n4 13,9704 7,387 ,391 ,771
n5 13,8074 7,022 ,489 ,760
n6 13,8074 7,022 ,489 ,760
n7 13,7926 6,957 515 , 7157
ng 13,7926 6,957 515 , 757
nll 14,1407 7,734 ,392 172
nl2 13,9185 7,493 ,324 ,779
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| n13 | 13,9852 7,522 | 341 | 777 |

According to the carried out research, it may be concluded that the survey was made up
qualitatively. This is evidenced by the fact that the coefficient of Cronbach's alpha is more than
0,7. Consequently, the coefficient of Cronbach's alpha shows that all questions as a whole measure
one feature and the test is quite reliable for the description of the issue of integration of foreign
students.

The split ratio of reliability of Spearman-Brown

The split ratio of reliability of Spearman-Brown is also called the coefficient of forecasting of
Spearman-Brown), is the form of measurement of split of reliability. The coefficient of forecasting
of Spearman-Brown is used for the assessment of reliability of the full test, based on the
correlations between its halves. The general “rule of thumb”: the value of 80 and higher is
considered to be the satisfactory reliability and 90 and higher is good reliability. However, for the
exploratory researches is not considered something unusual the cut — off of 60. The Pearson
correlation of split forms evaluates the reliability of the half of the tool or scale. “The prediction
formula” of Spearman-Brown forecasts that the reliability of the full test will be based on the
correlation of its halves. Such coefficient will be higher, than the coefficient of reliability of the
half of the test. This coefficient is easily calculated manually as the twice correlation between two
halves of the test divided by 1 plus the reliability of the half of the test.

_ kr,
1+ (k- Dr,
r; — the coeefficient of reliability in halves of the split of the test

'

(3.2)

ri’ — the corrected coefficient of reliability

k — the overall sample size divided by the size of the sample for each form

Table 3.6.

The summary table of statistics of reliability in all questions (made by the author)

The statistics of reliability

Cronbach's alpha | Part 1 Value ,746
N elements 72

Part 2 Value ,580

N elements 6°

Total N elements 13

The correlation between the forms ,409
The coefficient of | Equal length ,580
Spearman-Brown | ;1 length 0,581207132
The coefficient of the half split of Guttmann ,534

a. Elements - : nl, n2, n3, n4, n5, n6, n7.
b. Elements - : n7, n8, n9, n10, n11, n12, n13.

As we can see with the full set of questions, the coefficient of split of reliability of Spearman-
Brown is insufficient to argue that the test is made up qualitatively. For this purpose, let’s calculate
the coefficient of split of reliability of Spearman-Brown without taking into the consideration the
controversial questions, which has revealed the calculation of the coefficient of Cronbach's alpha
Ne 9 and 10.
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Table 3.7.
The summary table of statistics of reliability with the excluded questions (made by the
author)
The statistics of reliability
Cronbach's alpha Part 1 Value ,721
N elements 6
Part 2 Value ,663
N elements 5b
Total N elements 11
The correlation between the forms ,494
The coefficient of Equal length ,662
Spearman-Brown Unequal length 663
The coefficient of the half split of Guttmann ,650
a.Elements - : nl, n2, n3, n4, n5, n6.
b. Elements - : n6, n7, n8, n11, n12, n13.

In estimating the testing, using the Cronbach's alpha, in excluding questions under the
numbers 9 and 10, the coefficient of the forecast of Spearman-Brown has increased up to the
satisfactory mark. Consequently, based on the results of two tests on the reliability of tools, it is
possible to consider that the made up survey is quite qualitative evaluation of the research problem.

In this regard, it may be concluded that the reliability shows that the results of the carried
out research are close to the truth, but the validity shows that the results are really related to the
study of the problem of satisfaction of foreign students with the processes of integration in Latvia
by the means of introduction of the marketing mix of 7C within the frameworks of the student
campus.

As the result the obtained results of the carried out research allowed evaluating objectively:

- the depth of the existing problem of the integration of foreign students, studying in the
universities of Latvia;

- the ability of students to solve independently the problem of integration, but rather its lack;

- the vision of the solution of the problem of integration as the result of the international
academic activity;

- the customer value of the suggested solution of the problem;

- target consumer of the future model;

- the content of the product of integration.:

In general, the carried out analysis, by the means of survey has identified the target audience, its
consumer, namely the first element — Customer in the marketing mix of 7 “C”.

For the simplification of the perception of the said, let’s represent the scheme of degree of
development of the marketing mix in stages, in the visual form. In figure 3.2 the scheme of
development of the marketing mix at its first stage is represented. The identification of the degree
of development reflects the carried out research in this section, at this stage of development of the
marketing mix. (See. Figure 3.2.)

The identification of the degree of development has shown the carried out research at this stage,
that finds its reflection in the above represented figure due to the survey (See. Block (1)).
Moreover, in fact of logic and objectively obtained results, at this stage the element is still at the
stage of its formation has identified the objectives of the next stage for the formation of the second
element - Commodity. The content of fulfillment of objective of the formation of the element
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Commodity, reflects the following: - “What suggest to the consumer for the consumption that he
will be satisfied?”— (See. (2) in the figure 3.2.)

CUSTOMER
oMM ,
M
| CLIMATE 1
X

DOMMUNKCATI
—| i

# COMPETITORS

COET

Figure 3.2 The scheme of development of the marketing mix at its first stage (made by the
author).

Thus, the carried out analysis identified the target audience, i.e., its Customer and aimed the
content of new Commodity. At that, 128 out of 136 respondent students stated that gladly would
use the consumption of this product and consider that this product solves the issue of integration
in one or another way.

3.2. The formation of Commodity of integration in the marketing mix, as the main solution
of integration solution of foreign students as a result of the international academic mobility

At the second stage of formation of the marketing mix of “7 C” was developed the second
element of the marketing mix - “Commodity”. According to the opinion of the author, it should
be provided with the balanced structure.

The development of element of marketing mix Commodity, according to the author’s
opinion should be provided by a balanced structure. This aspect is achieved by combining the
origin definition of balance, as the correlation between demand and supply of each other with the
modern concept of marketing. In this case, the balanced will such structure of commodity, which
will provide not only the correspondence of product offering of complex of pattern of demand in
the present, but also the prerequisites of the similar correspondence in the future and moreover,
will actively influence on the formation of the structure of the future demand in the interests of the
consumer/foreign student and the goals of the marketing mix in student complex that doesn’t
contradict the laws of the market in the educational system.

The need of justified structuring of Commodity is neither more nor less than allocations in
its composition of individual units and groups, which are fundamental in the process of formation
of a balanced commodity. In the course of structuring, it is necessary, on the one hand, for the
correct statement of a problem of the optimization of the composition and structure of the
commodity, to provide a sufficient degree of separation of different services, but on the other hand
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to consider that too deep structuring may be in a future a significant obstacle. That is, the degree
of structuring of commodity in the process of research of a balanced structure should be optimal.

After carrying out the analysis, the decisions are made on the formation of the structure of
Commodity. The principles of provision of achievement of objectives of the investment strategy
of the organization are fully observed. The observation of the principle of the provision of
Commodity by the necessary financial resources, it has no probability of planning on the basis of
the initial stage of the introduction of the marketing mix in student complex.

Thus, the integration product is formed on the basis of the wishes of students identified as
the result of the survey carried out in the section 3.1. The product of integration is competitive and
as a result of created, needed climate in the mix will contribute to the improvement of the
integration process of foreign students as the result of the international academic mobility. Before
determining the element Climate, let’s form the element Convenience.

In general, the carried out research at the second stage has identified the second element —
Commodity in the marketing mix of 7 “C”. In figure 3.3., is visually represented the scheme of
development of the marketing mix at its second stage.

CUSTOMER

i

COMMODITY

" OOMYEMNIENCE [+

CLIMATE |4 3

10

CORBALHICAT] T
- [ -

-z

—+ COMFETITORS

COST

The figure 3.3 The scheme of development of the marketing mix at the second stage
(made by the author).

The offer of the balanced Commodity- has formed the second element of the marketing mix
— (See. Block — (3)). What determined the implementation of the stated objective at the first stage:
What offer to the consumer for the consumption?
But, suggested 5 stages of alternatives:
- the formation of alternatives of the use of possibilities (See. Block — (4));
- the formation of alternatives of eliminating of threats of the external environment (See.
Block — (5));
- the formation of alternatives of keeping and use of strengths of the enterprise (See. Block
—(6));
- the formation of alternatives of eliminating of weaknesses of the enterprise (See. Block —
(7);
- the qualitative analysis of alternatives, has predetermined the solution of the problem of
satisfaction of the consumer with the formed Commodity (See. Block — (8)).
The alternatives of development of Commodity. For complex, offering the similar
Commodity is set not one, but several goals, which are established on the basis of carried out
comprehensive analysis, aimed at studying of both external and internal environment of the
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organization. One of the generally recognized tools of the marketing mix is the analysis, using the
SWOT matrix. (See. Block 9).

The element, which has taken the shape, at this stage, is still at the stage of its formation has
identified the objectives of the next stage, the main objective of which has become the
determination, “where will be offered the “Commodity?””.

Thus, the Commodity of integration is formed on the basis of the wishes of the students,
identified as a result of carried out survey at the first stage of the research (section 3.1.) The product
of integration is competitive and as a result of the created climate in the mix will contribute to the
improvement of the integration process of foreign students as a result of the international academic
mobility. Before identifying the element climate, let’s form the element Convenience, in
accordance with the stated objective: Where will be implemented Commodity.

3.3. The element of the marketing mix Convenience, as the convenience of consumption of
the developed product

The stage of the formation of the marketing mix of 7 ”C”, solves the objectives, stated at the
previous stage - where will be implemented the balanced Commodity.

For the implementation of the developed product of integration (Section 3.2), the place
geographically and territorially located near your higher educational institutions is required. It is
no mere chance the given element in content includes convenience. The identification of the target
consumer and carried out survey of students, studying at the universities, which are geographically
located near each other and practically nearby that has predetermined the territorial segment,
consequently, the place of the suggested Commodity of integration should be in this segment or at
least near it. Earlier, the author noted the practical reference of the developed model of integration,
this fact and the fact of the territorial segment have determined the most convenient location of the
implementation of Commodity of integration near the indicated territorial segment. The place of
implementation of the model of integration of foreign students in Latvia in the marketing mix of
the 6 elements, it is possible in the Kengarags area, near the location of the above — mentioned
universities (BIA, TTI and others) on the Bultu Street 2, the student complex includes: dormitory
building and various services for the integration of foreign student into the Latvian society.

The scheme of development of the marketing mix at its third stage is visually represented in
figure 3.4.
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Figure 3.4. The scheme of development of the marketing mix at the third stage (made
by the author).

The territorial and geographical analysis, carried out at this, third stage has identified the
third element — “Convenience” (See. Block — (12) in figure 3.4, in the marketing mix of 7 “C”
and has solved the stated objective, specifying a particular address of implementation of
Commodity.

Still at the stage of formation of Commodity — at the second stage (See. (11) in figure 3.4)
and stage of formation of Convenience at this, third stage (See. (13) in figure 3.4), were formed
the objectives on the formation of the 4" element of the marketing mix of 7 “C” — Climate. The
formation of this element is determined, first of all, by the fact that for the implementation of the
similar product — the product of integration are required the special conditions in the favorable
environment and special climate.

The offer of the balanced Commodity- has formed the second element of the marketing mix
— (See. Block — (3) in figure 3.3.). What has determined the answer to the raised question, at the
first stage: What offer to the consumer for the consumption?

3.4. The creation of a good climate in the mix — in the marketing mix, as an element of
Climate - ticket to success of implementation of model of integration of students of the
international academic mobility

The fourth stage of formation of the marketing mix of 7 ”’C”, solves the objectives, stated at
the previous: second and third stages - where will be implemented the element — Climate.

The creation of good, favorable climate in the mix, will allow successfully implementing the
idea of integration of foreign students as the result of international and internal academic mobility.
In the content of this section, this topic can be referred to the management, but within the
frameworks of our research, the considered material we will refer to the element — climate. This is
justified for various reasons. First of all, the correctly re-created the organizational structure will
allow effectively implementing the idea of integration; secondly, a properly selected staff, its
qualification will allow successfully implementing the idea of integration of foreign students.

The mission of the student complex will be: “To satisfy the needs of consumers at the
expense of providing the highest quality services in the industry of accommodation and integration
into the European society”.

The goal of the organization is “the maximization of the economic and social effect as a
result of the activity of the functioning organization”.

The designated mission represents an extraordinary value for such organization, which has
not only commercial direction, but also bears social functions. Therefore, both leader and all staff
should have special valuable qualities, based and confirmed by the vast of experience of work and
noble human qualities. To comply with the specified peculiarities, the author has developed and
identified six value orientations, which have an influence on the management decision making,
related to the orientation to the specific types of target value orientations of the manager,
specifically to the mix. According to the opinion of the author, namely, these criteria will help to
correspond to the person/leader, who is able in difficult and critical situations, may, arising in the
similar mix, with unusual consumers of different orientation, including gender, cultural and
religious orientations. The author has developed and identified six value orientations (See. Table
3.9).

Table 3.9
The value orientations of the leader (made by the author)
The category of values Types of preferred goals
Theoretical The truth. Knowledge. Rational | Long — term researches and
thinking. developments.

103



Economic Practicality. Utility. Growth. Profitability. Results. Wealth

accumulation.

Political Power. Recognition. The total volume of capital, sales, the

number of employees.

Social Good human relationships. | Social responsibility relatively to
Affection. The absence of | profitability. Indirect competition.
conflict.

Aesthetic Art  harmony. Composition. | The design of the product. Quality.
Form and symmetry. Attractiveness.

Religious Acceptance of the universe. Ethics. Moral issues.

Thus, the developed measures on the organization of activity of the mix, the organizational
structure, job descriptions, value orientations of the leader will allow creating the climate inside
marketing mix in student complex, contributing to minimize the possible conflict situations and
reduce the term of the integration process of foreign student of the international academic mobility.

Still, at the second stage of formation of the element — the balanced Commodity (See. (10)
in figure 3.3, along with the objective - where to offer or implement the Commodity (See. (13) in
figure 3.4), the problem was set in what climate and who will be realized Commodity? (See. (10)
in figure 3.3), — what has determined the content of the 4™ element — Climate (See. Figure 3.5).

The scheme of development of the marketing mix at its fourth stage is visually represented
in figure 3.5.
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The figure. 3.5 The scheme of development of the marketing mix at the fourth stage
(made by the author).
The represented measures at this, fourth stage has identified the fourth element — Climate
(See. Block — (14 and 15)) in figure 3.5, in the marketing mix of 7 “C”, thus, has solved the stated
objectives at the second and third stage of development of the marketing mix, specifying a
particular address of implementation of Commodity.

3.5. Communication, as the promotion of the model of integration of foreign students of the
international academic mobility

The fifth stage of formation of the marketing mix of 7 ”C”, solves the objectives, stated in
the previous: second, third, fourth stages, - where will be implemented the element —
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Communication. The main condition of this stage should be: the principle of dissemination of
information about the advantages of already formed elements in marketing mix (Commodity,
Convenience, Climate), directly to the Customer.

In recent years, branding and marketing in higher education have significantly changed in
the online space, with an increased focus on new platforms for external engagement and
communication. The terms “social” and “digital” refer to the use of both social media and digital
marketing more generally, and include the roles of effective and intuitive websites and mobile
optimization. Institutions continue to take advantage of social media and digital platforms like
Twitter, Facebook, YouTube, and podcasts to market their programs, while website design has
been an additional crucial component in how colleges and universities present themselves to
prospective students.’®
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Figure 3.6 The scheme of development of marketing mix at the fifth stage (made by
the author).

The formation of the fifth element - the marketing mix — Communications (See. Block —
(17) in figure 3.6., has occurred on the basis of the stated objectives on the dissemination of
information to the target consumer (See. (18) in figure 3.6) of advantages of Commodity (See.
(19) in figure 3.6), Convenience (See. (20) in figure 3.6) its implementation, Climate (See. (21) in
figure 3.6), in which is implemented the Commodity, i.e., - all the previous elements of the scheme
of the marketing mix in figure 3.6.

3.6. Competitors, as an element of the marketing mix and projected competitiveness of the
marketing mix in student complex as the model of integration of foreign students

At the sixth stage of formation of the marketing mix of 7 ”C”, - where will be implemented
the element — Competitors.

One of the objectives of the quality of the provided product is the assurance of compliance
with the requirements, imposed by the market. When there are many requirements and they are
contradictory, the organizations are able independently to assess the relative importance of such
parameters, as quality, price, the speed of provision of services and forced to look for solutions to
meet the requirements of not only consumers, but the market as a whole. In our case, both market
and consumer have its own peculiarities. The consumer is a foreign student, i.e., the consumer of
the field of education, but the product of consumption is the market, providing a specific product

76 Smith, J. “Fix Your College Website to Increase Yields.” LinkedIn, April 14, 2015. URL:
https://www .linkedin.com/pulse/5-ways-website-personalization-can-impact-your-colleges-jason-smith [viewed:
14.07.2016]

105



which doesn’t relate to the field of educational services, but refers to the field of provision of
services and has a specific form, such as the provision of hotel services.

The competitive strategy of the marketing mix in student complex within the frameworks of
the research topic, is much wider than the management strategies of the product quality of any
enterprise because they require, besides the solution of a problem of creation of a high technical
level of provision of services and providing of its quality, but the solutions of a certain complex
of marketing objectives by the purposefully oriented to the research of markets and those market
segments in which is suggested to implement doing business with a pronounced social aspect.
Especially that this student complex, as defined above is a commercial structure that bears a social
orientation. Ambiguous understanding of the competitive strategy between the product of
integration, offering the foreign students of the academic activity and the student complex, which
offers the product of integration, requires the introduction of clarity and objective understanding.

According to the author’s opinion, the object, forming the capital, simply put, earning money
is able to form the necessary product that will contribute to the integration of foreign student into
the Latvian society. Such object is a marketing mix in student complex, as an object, forming the
triad of interrelated elements: quality of the suggested product of integration, characteristics of the
“manufacturer””’, offering the product of integration and characteristics of the market of
educational and hotel services.

For the formation of competitiveness of the student complex, identifying the positive and
negative sides, let’s analyze the competitors, using the method of “Parametric coefficient”,
developed by the author. Let’s calculate the assessment of competitiveness, by the method of
analysis of the “Parametric coefficient” of the student complex. For this purpose, let’s use the
formula:

F=(B/y*d)*e (3.3
where p - are positive parameters;

y- are negative parameters;

O_ the number of analyzed parameters;

¢ — Sharpe ratio, in the research field’®.

Having made the calculation, the result has shown that the coefficient of competitiveness: -
Hotel Apalenis got - 2,7.; PRIMA — 1.37; SALA APARTMENTS - 0,6.; DODO Hotel - 0,67;
PrtiSu Nams - 0,9.

The estimation of competitiveness, using the method of the ,,Coefficient parameter” is given,
the organization of the student complex equals to 6.3 that exceeds the leader of the market Hotel
Apalenis, twice .

The carried out analysis has shown that the model of integration — student complex (MISC)
within the frameworks of the traditional marketing mix of the “4P” is at a higher level in
comparison with the nearest competitors in the provision of the hotel services. Undoubtedly, this
indicator is partially determined by the fact that it gets the highest score in all criteria, except the
type of prices and type of delivery and services.

78 a coefficient of Sharpe is this relation medium-sized of transaction (in to standard deviation of all transactions (in
in the field of or industries
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Figure 3.7 The results of the comparative analysis of the parameters of the matrix of
the marketing mix (made by the author).

However, the highest score in the criteria of assortment of goods, as well as the types of
distribution of services are replaced by the lower assessment of criteria in other points. According
to the results of the comparative analysis of the parameters of matrix of the marketing mix of the
“4P”, the model of integration — student complex is a leader among organizations, providing hotel
services, figuratively speaking —competitors. But, taking into the consideration that MISC is not a
commercial project, but bears social character to a greater extent, it has no equal and consequently,
also has no competitors.

The scheme of development of marketing mix at its sixth stage is visually represented in
figure 3.8.
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The Figure 3.8 The scheme of development of marketing mix at the sixth stage (made
by the author).
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The carried out analysis at this, sixth stage, has identified the third element — Competitors,
(See. Block — (23) in figure 3.8, in the marketing mix of 7 “C” and has solved the stated objective,
definitions of competitiveness of the suggested Commodity (See. (24) in figure 3.8). In its turn,
this element has proved the necessity of creation of the last element of the marketing mix Cost
(See. (25) in figure 3.8), the formation of which will be represented at the last stage, at the seventh
stage after carrying out the evaluations of the model of integration of foreign students.

For the purpose of assessment of the student complex and forecasting of the market activity
at the present stage, it is necessary to analyze and to evaluate the potential of the developed model
in relation to the change of trends of the market, as well as the factors, which are outside the field
of constant control of the management and can influence on its development in perspective. This
assessment can be carried out, using the analysis by the means of SWOT matrix.

From the SWOT analysis can be noted the following: The model of integration of foreign
students due to the student complex, has an absolute potential for gaining market of the Vidzeme
region. The balanced product, provided by the complex allows pretending to the monopolistic
competition in this field. The lack of direct competitors, is determined by the fact that, analyzing
only one product package (the rent of living accommodations), the mix occupies the leading
position in comparison with the competitors. The main peculiarities lie directly in proportion to
the average market price, provided by the high — end services.

In order to consider the influence of the external environment on the model of integration of
foreign students and activity of the student complex, let’s carry out — PEST — analysis.

PEST analysis results
POLITICAL FACTORS

(P)

TECHNOLOGICAL ECONOMIC FACTORS
FACTORS (T) (E)

SOCIO — CULTURAL
FACTORS (S)

Figure 3.9. PEST analysis results (made by the author)

After carrying out the PEST — analysis, let’s reveal the factors of the external environment,
which have the greatest impact on the model of integration. First of all, it should be noted that,
despite the lack of restrictions, the tax policy in Latvia doesn’t contribute to conduct business for
entrepreneurs, but the ongoing discussion in the mass media, regarding the increase of tax rates
gives this topic the color of risk, i.e., there is an element of instability — here can refer the increase
of the existing taxes and introduction of new ones. Between the political parties, operating in
Latvia is observed the intense competition that leads to the political instability and provokes the
decision making not economical, but political unpopular decisions.
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3.7. The financial plan of the integration model, as an element of the marketing mix 7 “C”
— Cost

At the sixth stage of formation of the marketing mix of 7”°C”, will be implemented the
seventh element Cost.

Without the formation of this element, the already formed elements will look meaningless
and the marketing mix as a whole, as the provision of the financing of the developed model of the
marketing mix won’t be implemented and will remain only in theory.

The research carried out within the frameworks of the represented topic has shown that the
introduction of the model of integration, as the organization of the student complex in the market
of the Vidzeme region in Latvia is justified and necessary. For the implementation of the
introduction of the integration model — the organization of the student complex it is necessary to
develop the forecast financial and investment plans with a forecast for 10 years.

The required volume of investments is determined by the internal capability of introduction
of the integration model, as the organization of the student complex, to generate the positive
financial flows and time required for entering the self — repayment mode (self — financing) and
gaining income on the invested investments.

For such a complex investment project, which is the student complex, these factors depend
on both external conditions (first of all, on market conditions) and on the chosen strategy of the
implementation of the project within the available alternatives.

The choice of the optimal strategy is the internal factor of the management and plays a
special role at the initial stages of implementation of the model, determining the efficiency of the
used financial resources and finally, determining the terms of return on investments.

For the development of a financial plan of the organization, it is necessary to develop the
forecast balance for the subsequent calculation of the key financial indicators. The stages of
development of the balance consist of the analysis of the forecast financial status of the
organization on the following indicators: debit, credit, income, expenses.

The represented forecasts of the fixed and variable costs, profitability items, balance, the
report of cash flow, the report of the equity capital, the report of profit and losses have shown that
the annual turnover of the model of integration will make up 506 005,00 EUR, in its turn, the profit
will make up 111087,73 EUR per year, after the payment of all tax levies, including income tax.
These indicators speak of the absolute profitability of the organization. The calculated financial
indicators: quick income ratio (QIR), cash flow on the investment period and discount cash flow
have shown the commercial benefit of the introduction of introduction of the model of integration
— the marketing mix in the student complex.

The scheme of development of the marketing mix at its seventh stage is visually represented
in figure 3.10.
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Figure 3.10 The scheme of development of the marketing mix at the seventh stage
(made by the author).

The formation of the seventh element - the marketing mix — Cost (See. Block — (26) in
figure 3.10., has occurred on the basis of the financial support of all elements, which are directly
relevant to the marketing mix, including the Commodity, Convenience, Climate (See. (27) in
figure 3.10).

The represented forecasts of fixed and variable costs, profitability items, balance, the report
of cash flow, the report of the equity capital, the report of profit and losses have shown that the
absolute profitability, from the commercial point of view of the model of integration of foreign
students of the international academic mobility, as the creation of the student complex of the
organization . The calculated financial indicators: quick income ratio (QIR), cash flow for the
investment period and discount cash flow have shown the commercial benefit of the introduction
of the model of integration — marketing mix in student complex. The carried out analysis has
allowed to formulate the last " element of “C” in the marketing mix.

The above — mentioned confirms that the stated objective of this chapter and the paper as a
whole is relevant.

The model of integration of students of the international academic mobility, as the socially
significant project, embodied in the organizations of the student complex; created on the basis of
the marketing mix of the 7 “C” is of practical importance:

- The improvement of the image of the state, carrying about the integration of students of
the international academic activity, i.e., about students, coming to study in the Latvian
universities;

- The increase of flow of funds to the state budget in the form of taxes of commercial activity,
which embodies a model of integration.

Thus, it is possible to note the completion of the formation of the marketing mix, which in general,
is represented in the figure 3.11.
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Figure nr. 3.11 The scheme of the marketing mix

To prove the originality of scientific research and its similarity to the already adapted
marketing mix author cleated the comparative table which includes the elements of the author’s
created marketing mix, classic marketing 7P mix and Jonathan Ivy’s marketing mix (table 3.26).

Table 3.26
The comparative table of the marketing mix (made by the author

7 «C»  (Author | 7P Classical Jonathan Ivy’s 7P

created)

Customer People People

Commmodity Product Programe

Convenience Place

Climate Publicity

Communication Promotion Promotion

Competitors

Cost Price Price

Process Premiums

Prospectus
Prominence

From table you can see, that the marketing mix 7 C has individual structure and includes the best
importants (in author opinion) elements for the foreign students and other field of Latvian market.
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Conclusions and suggestions

The conducted research of the theoretical and methodological foundations of marketing,
schemes of marketing mixes, the analysis of academic activity in the Republic of Latvia, the
identification of roots of problems of integration of foreign students into the host society and
suggestions for solving these problems, allowed the author to make a number of conclusions:

1) The analysis of theoretical-methodological and scientific aspects of integration in the field
of education, integration process of foreign students as a result of international activity, and
existing models of the marketing mix revealed the lack of research findings, which will assist in
improving the integration of foreign students. The necessary research was conducted and presented
by the author as a model of the marketing mix consisting of 7C: Customer, Commodity,
Convenience, Climate, Communications, Competitors, and Cost. Each element of the marketing
mix was developed for implementation together with a complete model, and demonstrated on a
specific example — a student complex.

2) The system of communication and action developed by the author helped to identify the
relevance of the topic of integration of students as a result of academic mobility and the need to
intensify the academic activity at the present stage. Each group in the system showed the
connection of parameters and their direct impact on the researched topic.

3) The investigation of the system of communication and of the effect of group “a” - the birth
rate and admission to higher education institutions - was based on the solution of empirical
problems through application of various statistical and mathematical methods. These showed the
presence of a correlation between the parameters of the birth rate in the period from 1986 to 1996
and matriculated students in the period from 2004 to 2013, i.e., 18 years later. Which is the age of
entrance to higher educational institutions. In other words, the indicators of the “birth rate”
correlate with maximum significance and a strong correlation ratio with the indicator “students”.

4) Based on the data of the preliminary research for the normal distribution of parameters —
“Birth rate” and “Students”, the need to apply the Pearson correlation coefficients was determined.
As a result, a correlation matrix was obtained, which content proves one of the two statistical
hypotheses that were put forward by the author.

5) The investigation of the system of communication and effect of group “b” - the size of the
population and the state of the market of education - by way of application of qualitative and
quantitative methods showed that the population of Latvia diminishes, which will directly result
in the decrease in the demand for higher education services among Latvians in the near future.
Even a slight increase of the birth rate for the last 10 years does not improve the described trend
and does not make one optimistic, which emphasizes the need to develop the academic mobility
of foreign students to the higher educational institutions of Latvia. The analysis of financial means
invested in the system of education by the state underlines the need to create a model that will
boost academic activity of foreign students due to their successful integration in the Latvian
society, and this will improve the demographic situation in Latvia. The quality of its labor market
at the expense of young qualified professional specialists educated in Latvian higher educational
institutions and ultimately will contribute to the strengthening of the national economy.

6) The conducted investigation of the system of communication and interaction in group “c”
through the application of statistical methods for the dynamic ranges of the natural growth of the
birth rate in Latvia and admission to higher educational institutions showed that the average birth
rate in Latvia according to the average absolute growth increases by 10 people per year. This
means that the average growth rate will remain unchanged and will remain to be 0%, which
explains the lack of prospects in terms of expectations for an increase of the flow of students in
the future, which in turn emphasizes the need to intensify the process of academic mobility in the
near future and the pertinence of the research topic.

7) The conducted investigation of the system of communication and interaction in group “d”
The relationship system and influence between the dynamics of the number of foreign students in
Latvia and the influence of this dynamics on the GDP of the country, show that, despite the
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decrease of the total number of students in higher schools of Latvia, the number of foreign students
in the next three year will be increased by an average of 4% per year. Having analyzed the total
contribution of foreign students in the economy of Latvia, it may be concluded that for 2017/2018
and 2018/2019 the GDP will be increased by 0,1% each year.

8) The conducted research of the system of communication and interaction in group “g”
between international students citizenship and students choose of higher institution, has proved
the need to develop a model of integration of foreign students as a result of academic mobility and
its activation.

9) During the research at each stage of comparison of statistical data, was determined of
connection of indicators of birth rate in 2013 and the lack of the prospect of local consumers, i.e.,
whose, who go to the universities of Latvia in 2015 and 2017. The obtained results suggest the
attraction of the foreign students in 2017.

10) The analysis of theories of models of marketing mix together with the analysis of the system
of communication and interaction allowed determining the model of marketing mix as a social and
commercial idea aimed to improve the integration of foreign students as a result of international
academic activity. This model consists of unconventional seven elements of “C” including:
Customer, Commodity;, Convenience, Climate;, Communication, Competitors and Cost.

11) Developed “scheme of order and priorities” has simplified the objective of the formation of
each element in the marketing mix, but the principle of observation of the landmark system has
allowed more carefully focusing on each element during its formation;

12) The conducted marketing research by means of the survey of potential consumers - foreign
students - allowed determining the target audience of the model of integration of students of
international mobility as the first element of the marketing mix - Customer; the content of the new
product or proposal as the second element of the marketing mix - Commodity; and to confirm that
there is a wish to consume the product of integration. In addition, the analysis gave hope that this
product will solve the problem of integration in one way or another, but a high consumer demand
will encourage a further development of the marketing mix in all its elements.

13) On the basis of the scheme of formation of a balanced Commodity, a multi-profiled
balanced Commodity of integration was proposed, and as a result of creating a desired Climate
(the fourth element of the marketing mix, also developed) the process of integration of foreign
students will improve. Alongside with the hotel services, the integration product will include
various other specialized services (language courses, business courses, etc.), cultural, leisure and
sport activities.

14) The conducted system-oriented analysis allowed determining the territorial segment of the
place where the integration model and the student complex will be implemented conveniently for
students of domestic and international academic mobility, i.e., territorially close to the higher
educational institutions of possible study. This convenience will accelerate the process of
integration of foreign students by reducing commuting time and ensuring the safety of living in an
unfamiliar country, which will also help to formulate the content of the third element of the
marketing mix as Convenience to use the product as the third “C”.

15) The proposed structured and technically correct professional work of managers,
organizational structure, detailed job descriptions and the system of value orientations of the
director of the integration model - student complex — will allow eliminating the standard forms of
management and to create the necessary climate for improving the integration process of foreign
students, which will form the fourth element of the marketing mix — Climate.

16) The evaluation of a potential consumer allowed to determine the methods of promotion of
the integration model of foreign students, which will contribute to the effective dissemination of
information. Taking into account that the target consumer is a student of international academic
mobility, i.e. a foreign student, the most affordable ways of information dissemination are deemed
to be the Internet social networks, but the face of the model should be its website. These methods
of promotion will form the fifth element of the marketing mix — Communication.
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17) The conducted analysis allowed determining the lack of direct competitors due to the
absence of integration as it is in the form of a student complex. However, the analysis of the matrix
of marketing mix parameters according to traditional elements of the 4 “P” defined certain indirect
competitors in one of the formulated balanced Commodity parameters, i.e. the provision of hotel
services in the designated territorial segment. The evaluation by the method of “parametric
coefficient” developed by the author determined that the student complex, according to this
parameter - provision of hotel services - is the leader among the competitors, which was the basis
for defining the sixth element of the marketing mix — Competitors.

18) The conducted PEST-analysis revealed the external environmental factors that have an
adverse impact on the model of integration of academic mobility of students, as a social and a
business idea.

19) The conducted SWOT analysis has identified that the main strength of the developed model
of integration is a balanced multi-functional product of integration of foreign students, and this
product being a commercial project, is also of social nature. However, it is not a known project to
potential consumers yet, which underscores its weaknesses. The lack of financial resources and
funds to support the implementation of the model of integration of foreign students, as well as a
reduction of interest to the Latvian higher educational institutions as the country of study is the
greatest threat posed to the proposed model of integration. However, the opportunity is seen in the
emergence of interest to the idea of integration from the part of the students of international
academic mobility.

20) Presented forecasts of fixed and variable costs, items of revenue, balance sheets, cash flow
statements of assets, equity and statements of profit and loss have shown a definitive profitability
from the commercial point of view of the model of integration of students of international
academic mobility, in the form of the student complex. The calculated financial indicators - profit
cash cover ratio (QIR), cash flow for the investment period and discounted cash flow — also showed
commercial benefits of implementation of integration model in the form of a student complex. The
conducted analysis allowed to formulate the last 7th element “C” in the marketing mix — Cost.

21) The developed model of integration of students of international academic mobility as a
socially significant project, embodied in the organization of a student complex and created on the
basis of the marketing mix of 7 “C” is of practical importance: firstly, it improves the image of the
state, when it is seen that the state takes care of the integration of students of international academic
mobility, coming to study in Latvian higher educational institutions; and secondly, it increases the
flow of financial means to the state budget in the form of taxes on commercial activity, through
which the model of integration will be implemented.

It should be noted that the conducted market analysis of Latgale district of Riga showed the
feasibility of introducing the model of integration of students of international academic mobility
in the form of a student complex in this territorial segment with its further development.

Furthermore, this model can be adapted and implemented in other countries of the Baltic region,
where, according to the results of the conducted analysis, there are conditions for the
implementation of this model. The proposals for the implementation of the presented model can
be used in these regions if a similar system-oriented analysis is conducted as shown in this
research.

Recommendations

Based on the conclusions made during the work the following suggestions were formulated by
the author for the State structures of Latvia, state bodies of education of Latvia, universities of
Latvia; enterprises, which serving the universities and foreign students.
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To Ministry of Foreign Affairs of the Republic of Latvia: In the scientific and theoretical aspect,
taking into the consideration the carried out research is suggested to including to the document
“Council of Europe Framework Convention for the Protection of National Minorities*”°.

- To recognize the possibility of solution of a problem of integration of foreign students through
the prism of marketing science;

- To recognize as the scientific fact the solution of the problem of integration of foreign students
by the means of introduction of the model of the marketing mix of the 7 “C”: Customer,
Commodity, Convince, Climate, Communication, Competitors, and Cost, developed by the
author;

To the Ministry of Education of the Republic of Latvia: to develop the single program on the
integration of foreign students within the frameworks of the model of integration of foreign
students of marketing mix 7 ”C”.

To the Ministry of Economy of Republic of Latvia: it is suggested to designate the priority of
the solution of the problem of integration of foreign students as the strategically important aspect
in improving the economic stability of the country, within the framework of influence of foreign
students to the Latvian GPD;

To the Central Statistical Bureau of Republic of Latvia: To identify the regulation of integration
processes, occurring in the modern conditions and to specify the definition of integration of foreign
students, by the including of the system of evaluation of the interaction between: a). the level of
birth rate and the number of students, who has enrolled in a higher educational institution of Latvia.
b). population and the market of education. ¢). the dynamics of the natural increase in Latvia and
the number of enrolled in higher education institutions (university) d.) between the dynamics of
the number of foreign students in Latvia and the influence of this dynamics of the GDP of the
country. g). Between the existing number of universities and the satisfaction of students with the
integration process in the system of education in Latvia.

To the High institutions of Republic of Latvia: to recommend the inclusion of the research
methods developed by the author, which includes the methods of assessment of internal and
external factors of the enterprises in the field of forecasting dynamics of the number of students;

To the enterprises, which offer the accommodation services in the Latgale suburb (Latvia): To
offer the cooperation with the universities of the territorial segment (Latgale suburb), for the
inclusion of foreign students in the suggested model of integration on a long — term basis;

Important problems and ways of solutions:

The first problem:

The carried out analysis of the terminology has shown the lack of explanations of the scientific
definitions of such concepts as: export of education, academic mobility, division into types of
academic mobility, etc.

Solution:

To Include the definition of a term: academic mobility, a division of the concept into the types
and their characteristics, the concept of the “international academic mobility”, with the reasoned
characteristics and its division into types: international and internal academic mobility and
subtypes into the program, spontaneous and planned consequently.

The second problem:

The lack of a system of analysis of the integration of foreign students in conjunction with the
economic aspects in the country of study.

Solution:

To Include the system of evaluation of the interaction between: a). the level of birth rate and
the number of students, who has enrolled in a higher education institutions of Latvia (universities).

79 2005. gada 26. maija Saeima ratificgja Eiropas Padomes (EP) Vispargjo konvenciju par nacionalo minoritasu
aizsardzibu, Ministry of foreign Affairs of Latvian Republic, URL: http://www.mfa.gov.lv/arpolitika/sabiedribas-
integracija-latvija/integracijas-politika-latvija-daudzpusiga-pieeja/eiropas-padomes-visparejas-konvencijas-par-
nacionalo-minoritasu-aizsardzibu-ratifikacija, Availible date: 19/04/2017
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b). population and the market of education. c). the dynamics of the natural increase in Latvia and
the number of enrolled in higher education institutions (university) d.) between the dynamics of
the number of foreign students in Latvia and the influence of this dynamics of the GDP of the
country. g). Between the existing number of universities and the satisfaction of students with the
integration process in the system of education in Latvia. The similar system and used methods,
both individually and in the complex can be used in the other fields as well;

The third problem:

The lack of the structured, practically implemented marketing mix in stages for the integration
of foreign students in the country of study.

Solution:

To Include the marketing mix of 7 “C” - Customer, Commodity, Convince, Climate,
Communication, Competitors, Cost. The introduction of each element of the marketing mix as a
whole or separately will contribute to the increase of activity of the international mobility and the
improvement of the process of academic mobility in the key of education in a particular in the
Republic of Latvia.
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