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ABSTRACT

This article analyzes the marketing strategies employed by SIA «Semarah Hotel Management», a prominent hotel
management company in Latvia. It explores customer segmentation, competitor benchmarking, financial indicators,
and identifies strategic goals and intensive growth directions. The study integrates theoretical models and practical
recommendations tailored to the hospitality industry. The study provides recommendations for adapting and
developing an effective marketing strategy tailored to specific market segments and business objectives.

Keywords: Hotel Marketing, Financial Analysis, Economic Activities, Strategic Planning, Semarah Hotel
Management

ANOTACIJA

Saja raksta tiek analizétas marketinga stratégijas, ko izmanto SIA “Semarah Hotel Management” — viens no
nozimigakajiem viesnicu parvaldibas uznp€mumiem Latvija. Petfjuma aplikota klientu segmentacija, konkurentu
salidzino$a analize, finan$u raditaji, ka arT noteikti strat€giskie mérki un intensivas izaugsmes virzieni. Taja integréti
teoretiskie modeli un praktiski ieteikumi, kas pielagoti viesmilibas nozarei. Raksta sniegti ieteikumi efektivas
marketinga stratégijas pielagosanai un izstradei, nemot véra konkrétus tirgus segmentus un uzn€émuma biznesa mérkus.

Atslégvardi: Viesnicu marketings, Finan$u analize, Ekonomiska darbiba, Stratégiska planosana, Semarah Hotel
Management

INTRODUCTION

The dynamic nature of the Latvian and global hotel industry demands continuous adaptation
and strategic planning. Hotels face challenges such as high competition, seasonal demand
fluctuations, and evolving consumer preferences. Strategic marketing has become essential for
maintaining competitiveness and profitability in this context. This study examines the financial and
economic activities of SIA «Semarah Hotel Management», aiming to identify effective marketing
strategies and propose improvements based on empirical analysis. The study uses the following
methods: literature review, analytical methods including SWOT, PEST and Porter’s five forces to
assess the internal and external factors influencing the company’s strategic decisions.

BASIC THEORETICAL AND PRACTICAL PROVISION

The study presents a comprehensive examination of the theoretical foundations required to
formulate marketing strategies in the context of the hotel industry. The hotel industry is
characterized by unique features, including the inseparability of production and consumption of
services, high variability of demand, and intense competition. These factors require a strategic
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marketing approach that is both flexible and customer-oriented. Key theoretical models discussed
include Kotler's marketing mix framework[1] and Porter's competitive strategies[2], highlighting
the importance of segmentation, targeting, and positioning (STP) as fundamental to strategic
marketing. The study examines various marketing strategies applicable to the hotel sector, such as
differentiation, concentration, and digital marketing strategies. The research concluded that
effective hotel marketing strategies must integrate both traditional and digital methods, focusing
on personalized customer experiences and the utilization of modern digital tools for promotion and
customer engagement.

The practical part of the study is devoted to a comprehensive analysis of the market environment
and competitive positioning of SIA 'Semarah Hotel Management'. The analysis used a number of
strategic tools, including SWOT][3], PEST[4] and Porter's five forces[5], to assess both external
and internal factors affecting the company's performance.

To assess the competitive environment of the company SIA 'Semarah Hotel Management', which
includes the Hotels Lielupe, Metropole, Grand Poet, the Porter model is used.

The assessment results revealed that Hotel Lielupe: market penetration by newcomers is
average, the strength of rivalry between existing competitors in the market is high, bargaining
power of buyers in the local market is high, bargaining power of suppliers is average, the threat of
substitute products is high. The assessment results revealed that Hotel Metropole: market
penetration by newcomers is high, the strength of rivalry between existing competitors in the
market is high, bargaining power of buyers in the local market is average, bargaining power of
suppliers is average, the threat of substitute products is average. Based on the results of the
assessment, it was revealed that the Grand Poet Hotel: market penetration by newcomers is low,
the strength of rivalry between existing competitors in the market is average, bargaining power of
buyers in the local market is average, bargaining power of suppliers is high, the threat of substitute
products is low.

After evaluating the competitive victory, the company's main competition should be identified.
As aresult of the analysis, it was established in the hotel services market: competitors of the Lielupe
Hotel are Baltic Beach, Jurmala Spa; competitors of the Metropole Hotel are the Wellton hotel
chain, Avalon Hotel; competitors of the Grand Poet Hotel are Kempinski, Pullman.

The main categories of hotel services clients in the local market are: Lielupe Hotel - families
with children, middle-aged tourists (45-65 years), corporate clients (off-season); Metropole Hotel
- business tourists, individual tourists (solo travelers) and couples, senior tourists (55+), groups of
tourists through tour operators; Grand Poet Hotel - premium tourists (luxury segment), young
couples and individual travelers (experience seekers), business guests and event participants
(MICE segment).

As aresult of the study of the financial and economic indicators of the company "SIA 'Semarah
Hotel Management" the following were determined. According to financial and economic
indicators, the company's revenue increased from €12,712,772 in 2022 to €16,617,610 in 2023.
Such significant growth indicates positive dynamics of operating activities, stable demand and
competitiveness of the hotels managed by the company. Expenses were effective and controlled.
Despite the decrease in assets, financial stability does not raise concerns, as this may be the result
of management decisions aimed at optimization.

To identify the strengths and weaknesses of the company and explore opportunities for further
development, a microenvironment analysis (SWOT) was conducted for the hotels Lielupe,
Metropole, and Grand Poet, while a macroenvironment analysis (PEST) was carried out for the
company as a whole. According to the results of the PEST analysis, it was found that factors such
as stable political, government initiatives in tourism, growth of the latvian economy, growth of
domestic tourism, development of digital technologies, automation of processes, have a positive
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impact on the hotel services market. Currency fluctuations and changing traveler preferences have
a negative impact on the hotel services market.

The SWOT analysis revealed that Lielupe Hotel, Strengths indicate that the hotel benefits
significantly from its unique location next to the beach and pine forest, modern infrastructure,
family-oriented services and professional staff. Its most notable advantage is the largest conference
centre in Jurmala. Weaknesses show that the hotel faces challenges related to perceived value for
money, especially considering its 4-star status. Identified opportunities highlight areas for growth,
such as developing medical tourism to attract year-round clientele and improving digital services
to enhance guest convenience. The main threats, seasonality of demand and increasing competition,
personnel issues, including the difficulty of attracting and retaining qualified personnel.

SWOT analysis of Metropole Hotel shows that Strengths reflect the hotel's competitive
advantage in terms of location, the historical value of the building, positive reviews about
cleanliness and service, belonging to the Semarah Hotels chain, the presence of a restaurant and a
conference room. Weaknesses indicate that the hotel lacks some modern amenities such as a spa.
The historical status of the building limits renovation and expansion. Seasonality, the hotel
experiences lower occupancy outside the peak summer period. Opportunities for growth lie in
focusing on domestic tourism, focusing on attracting business tourists through partnerships with
local companies, increasing online presence. However, threats such as competition from
international chains (such as Radisson and Hilton) and problems with staffing may affect the
quality of service and guest satisfaction.

SWOT analysis of the Grand Poet Hotel, the hotel's main strengths are its exceptional location
in the historical center of Riga, the 5-star standard of hotel service, designer interiors and
comprehensive infrastructure (including a spa, fitness center and conference rooms), unique image,
high ratings on international platforms. The hotel's weaknesses are related to its relatively high cost
of accommodation, the hotel's dependence on international tourism and high-profile business
events, the limited number of rooms (168). There are opportunities to diversify the hotel's offering,
in particular by capitalizing on the growing demand for wellness and luxury tourism, strengthening
the brand by participating in international hotel exhibitions and forming partnerships with airlines,
implementing digital marketing strategies to reach wealthy guests from Europe and Asia. The most
alarming threats are the seasonality of demand, the growth of boutique apartments and Airbnb
offers, the problem of recruiting and retaining qualified staff.

Analysis of the marketing activities of SIA "Semarah Hotel Management" showed that the
company uses the following strategies: digital marketing and online promotion, revenue
management and dynamic pricing, positioning and brand management, partnerships and loyalty
programs.

The case study concluded that in order to maintain and strengthen its competitive position, SIA
'Semarah Hotel Management' should adopt a dynamic marketing strategy that leverages its
strengths, addresses market challenges and meets consumer preferences. Improving digital
marketing efforts, expanding loyalty programs and facilitating strategic partnerships are
recommended as vital measures to ensure sustainable growth and brand loyalty.

RESEARCH RESULTS AND THEIR EVALUATION

The case study showed that despite its strengths such as strong brand presence and high service
quality, the company must actively pursue a growth strategy to maintain its position in the market.
The main strategic direction was to define the diversification of the services offered, especially
in the healthcare and luxury segments. The importance of increasing customer engagement through
digital platforms and targeted marketing campaigns, especially during off-peak seasons, is
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emphasized. Using customer data and rewarding loyalty programs, the company can improve the
guest experience and build long-term relationships. In the hotel segment, there is an increasing
potential for increased international cooperation through global travel networks and participation
in international hospitality forums. Implementing these strategies not only improves brand
awareness but also attracts a more popular customer audience.

CONCLUSION

The strategic development of hotel marketing for SIA "Semarah Hotel Management" requires a
comprehensive and adaptive approach to maintain its competitive edge within the Latvian
hospitality sector. By leveraging its strong brand identity, premium service quality, and strategic
location of its properties, the company can capitalize on emerging market opportunities while
addressing existing challenges such as seasonality and increasing competition.

The analysis underscores the necessity of integrating both traditional and digital marketing
strategies to enhance customer engagement and brand loyalty. Specifically, focusing on service
diversification in the wellness and luxury segments, strengthening digital presence, and fostering
strategic partnerships are pivotal for sustaining growth. Additionally, implementing data-driven
decision-making and expanding loyalty programs will further align the company’s offerings with
evolving consumer preferences.

By adopting these strategic measures, SIA "Semarah Hotel Management" can reinforce its
market position, achieve sustainable development, and continue to deliver exceptional guest
experiences in the dynamic hotel industry landscape.

Based on the results of the study, the recommendations for the hospitality industry, especially in
the context of SIA 'Semarah Hotel Management', are as follows:

e Service Diversification: expand offerings in wellness and luxury to cater to
diverse customer segments;

e Digital Engagement: increase online presence through targeted social media
campaigns and interactive booking platforms;

e Loyalty Programs: develop and promote loyalty incentives to encourage
repeat visits and customer retention;

e  Strategic Partnerships: collaborate with international travel networks to
boost visibility and attract new market segments;

e Data-Driven Marketing: utilize guest feedback and market analytics to tailor
services and improve customer satisfaction.

By implementing these recommendations, the company can enhance its competitive edge,
increase customer satisfaction, and ensure sustainable growth in a dynamic market environment.

REFERENCES

Kotler, P., Bowen, T., Makens, J. (2017). Marketing for Hospitality and Tourism.

Porter, M. (2008). Competitive Strategy: Techniques for Analyzing Industries and Competitors.

Maysak, O. S. (2015). SWOT-analysis: Object, Factors, Strategies.

Rugman Alan M., Collinson Simon, Hodgetts Richard M. (2006) " International Business" Paperback
Cadiat Anne-Christine , Probert Carly (2015) "Porter's Five Forces. Stay Ahead of the Competition" Primento
Digital

DA

11



INNOVATIVE APPROACHES TO LEISURE SPACE DEVELOPMENT IN
REGIONAL CITIES: A CASE OF NAVOI, UZBEKISTAN

Sardor Islamov

Latvia, Riga

Baltic International Academy

Master in Business Administration and Management
Sardorlslamov95@gmail.com

Scientific supervisor:

Dr.sc. Viatcheslav Zhilinsky

ANOTACIJA

Sis petijums apliiko inovativas atpiitas vietas izveidi Navoi, Uzbekistana, kas apvieno kultiiras &dinasanas
pieredzi ar modernam tehnologijam. Atrodoties starp divam lielam ttrisma pilsétam, Samarkandu un Buharu, Navoi
ir stratégiski izvietota, lai giitu labumu gan no vietgja pieprasijuma, gan no tiristu plismas. Piedavatais projekts —
fusion virtuve, kas piedava starptautisko virtuvi, piemeéram, susi un rullus — kalpo ka modelis kultiras bagatinatam,
tehnologiski integrétam mazajiem uznémumiem regionos. PEtjjuma izmantotas kvalitativas un kvantitativas metodes,
tostarp biznesa model&Sana, tirgus analize un ievieSanas planosana, izmantojot Ganta diagrammas un WBS struktiiru.
Projekts saskan ar valsts MVU atbalsta programmu un demonstré, ka inovacijas un uznémégjdarbiba var veicinat
ekonomisko un socialo attistibu regionalajas pilsétas.

Atslégvardi: Inovacijas, atpiitas bizness, fusion virtuve, Navoi, MVU, tirisms, Uzbekistana, uznéméjdarbiba,
digitalais dizains

ABSTRACT

This study explores the development of an innovative leisure venue in Navoi, Uzbekistan, designed to merge
cultural dining experiences with modern technology. Positioned between two major tourist cities, Samarkand and
Bukhara, Navoi is strategically located to benefit from both local demand and tourism flow. The proposed project—a
fusion kitchen offering international cuisine such as sushi and rolls—serves as a model for culturally rich, tech-
integrated small business ventures in regional areas. The research combines qualitative and quantitative methods and
includes business modeling, market analysis, and implementation planning using Gantt chart and WBS structure. The
project aligns with the national agenda of SME support and demonstrates how innovation and entrepreneurship can
foster economic and social development in regional cities.

Keywords: Entrepreneurship, Fusion Cuisine, Innovation, Leisure Business, Navoi, SME, Tourism,
Uzbekistan

IEVADS. INTRODUCTION

Regional cities in Uzbekistan, such as Navoi, are increasingly recognized for their potential
to diversify the national economy through innovative leisure and tourism initiatives. Situated
between the historic cities of Samarkand and Bukhara, Navoi is strategically positioned to attract
both local residents and transit tourists. In 2024, the region welcomed over 420,000 foreign tourists,
doubling the previous year's figures, highlighting its growing appeal as a tourist destination.

Despite its rich cultural heritage and strategic location, Navoi's leisure infrastructure
remains underdeveloped. The city's unique position offers an opportunity to create innovative
leisure spaces that cater to both locals and tourists. This paper investigates the development of a
culturally enriched, technology-integrated leisure space in Navoi, focusing on a fusion cuisine
restaurant that combines traditional Uzbek hospitality with international culinary trends.

The research aims to address the following objectives:
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Assess the market demand for innovative leisure spaces in Navoi.

Develop a comprehensive business model incorporating digital technologies.

Align the project with national strategies for SME development and tourism enhancement.

The proposed establishment seeks to integrate advanced technologies such as 3D modeling and
artificial intelligence (Al) to enhance customer experience and operational efficiency. By
leveraging these innovations, the project aims to set a precedent for modern leisure spaces in
regional cities.

TEORETISKAIS UN PRAKTISKAIS IETVARS. THEORETICAL AND PRACTICAL
FRAMEWORK

Gastronomic Tourism and Cultural Integration
Gastronomic tourism is emerging as a significant niche market in Uzbekistan, offering
opportunities to showcase the country's rich culinary heritage. Navoi's fusion cuisine restaurant
aims to blend traditional Uzbek dishes with international flavors, catering to diverse palates and
promoting cultural exchange. This approach aligns with global trends where unique food
experiences enhance tourist satisfaction and encourage longer stays.
Digital Innovations in Restaurant Design and Operations
The integration of digital technologies in restaurant design and operations has transformed
visitor experiences globally. 3D modeling enables precise visualization of restaurant layouts,
facilitating efficient space planning and ambiance creation. This technology allows for the
simulation of various design elements, ensuring that the final setup aligns with the intended
customer experience.
Artificial intelligence (Al) is also playing a pivotal role in modernizing restaurant operations.
Al applications range from personalized customer interactions to inventory management and
predictive analytics. For instance, Al-driven systems can analyze customer preferences to offer
tailored menu recommendations, enhancing customer satisfaction and loyalty.
SME Development and Economic Diversification
Supporting small and medium-sized enterprises (SMEs) is a cornerstone of Uzbekistan's
economic strategy. The establishment of innovative leisure businesses in regional cities like Navoi
contributes to job creation, skill development, and economic diversification. By aligning with
national policies, the proposed project seeks to access government incentives and support structures
aimed at fostering entrepreneurship. Notably, Uzbekistan has secured a €23.5 million loan and a
€3 million grant from the German Development Bank (KfW) to enhance SME development,
reflecting the country's commitment to this sector.

PETNIECIBAS METODOLOGIJA. RESEARCH METHODOLOGY

A mixed-methods approach was employed to gather comprehensive data for the project:

Market Analysis: Surveys and interviews were conducted with local residents and tourists
to assess demand for fusion cuisine and modern leisure spaces.

Business Modeling: The Business Model Canvas framework was utilized to outline key
components, including value propositions, customer segments, and revenue streams.

Implementation Planning: Project timelines and resource allocations were detailed using
Gantt charts and Work Breakdown Structures (WBS).
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PETNIECIBAS REZULTATI. RESEARCH FINDINGS

Market Demand and Customer Insights

The market analysis, based on surveys and interviews with 150 participants (including
residents of Navoi and transit tourists between Samarkand and Bukhara), revealed a strong and
growing demand for diversified leisure options in the city. Specifically:

68% of respondents expressed a desire for international cuisine options, citing limited variety in
current offerings.

72% of younger demographics (ages 18-35) indicated interest in tech-enhanced dining experiences
such as QR code menus, digital ordering, and themed interiors using immersive design elements.
Tourists valued experiential dining that combines culture with innovation, especially when
accompanied by storytelling, visual ambiance, and access to local customs.

This data confirms a clear market gap in Navoi’s leisure landscape—namely, the absence of spaces
that blend food, culture, and technology.

Business Model Insights
Using the Business Model Canvas framework, the research highlighted how strategic design and
partnerships can support a sustainable and innovative restaurant venture. Key findings include:

Value Proposition: The combination of cultural dining and international fusion cuisine with
immersive technology—such as 3D-modeled interior designs and Al-assisted menu
personalization—offers a distinct and modern experience that differentiates the venue in the local
market.

Customer Segments: The primary target audience includes young urban professionals,
students, families, and foreign tourists. These groups are more inclined to seek novelty, aesthetics,
and convenience in their leisure experiences.

Key Resources: Essential resources include trained culinary staff, digital platform
infrastructure, and interior space designed with 3D visualization software.

Revenue Streams: Multiple revenue streams are anticipated, including dine-in services,
takeout and delivery options, and hosting of cultural events or cooking workshops.

Implementation Strategy The implementation plan, structured through a Gantt chart and
Work Breakdown Structure (WBS), outlines a 12-month timeline encompassing the following
phases:

Concept Development (Months 1-2): Finalize the fusion cuisine menu, design themes, and
technological integrations.

Location Acquisition and Design (Months 3-4): Secure a suitable location in Navoi and
commence interior design using 3D modeling tools.

Staff Recruitment and Training (Months 5-6): Hire culinary and service staff, providing
training on both culinary techniques and the use of digital tools.

Technology Integration (Months 7-8): Implement Al-driven systems for customer
interaction, inventory management, and personalized services.

Marketing and Promotion (Months 9-10): Launch marketing campaigns targeting local
residents and tourists, highlighting the unique fusion of culture and technology.

Soft Opening and Feedback Collection (Month 11): Conduct a soft opening to gather
customer feedback and make necessary adjustments.

Grand Opening (Month 12): Officially launch the restaurant, positioning it as a flagship
model for innovative leisure spaces in regional cities.
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SECINAJUMI. CONCLUSIONS

The proposed fusion cuisine leisure space in Navoi represents a viable model for integrating

cultural heritage with modern technology to enhance regional tourism and economic development.
By addressing market demand, leveraging digital innovations, and aligning with national SME
strategies, the project has the potential to serve as a catalyst for similar initiatives in other regional
cities. The integration of Al and 3D modeling not only enhances customer experience but also
streamlines operations, setting a new standard for leisure spaces in Uzbekistan.

Future research could explore the long-term impacts of such ventures on local economies,

cultural preservation, and the scalability of tech-integrated leisure spaces in other regions.
Additionally, studies could assess customer satisfaction and engagement levels to further refine the
business model and service offerings.
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ISSUES OF USING ARTIFICIAL INTELLIGENCE IN DETECTING
NETWORK ATTACKS ON CRITICAL INFRASTRUCTURE OBJECTS

Ruslan Ivasenko,
Lecturer, State University of Intelligent Technologies and Telecommunications, Ukraine

Key Functions of Al in Cyber Defense

Al technologies allow solving many problems at all stages of preparation for attack repulsion,
as well as during detection, response, and liquidation of the consequences of an incident. Each
application can be attributed to one of three global tasks:

- Reducing the workload of cybersecurity specialists

- Detecting anomalies in the behavior of users, applications, and systems

- Advanced threat detection

- Automation of security systems

Reducing the workload and helping specialists

With the help of AI technologies in security solutions, it is possible to automate routine
processes of primary processing of security events and other information that specialists are
currently forced to analyze. In addition, chatbots based on LLM can provide operational support to
specialists in the decision-making process to counter cyber threats.

Large language models (LLM) are Al systems that can process and generate information in
natural language using artificial neural networks pre-trained on large volumes of data.

Anomaly detection and advanced threat detection

In information security, it is necessary to process many different data streams and arrays, in
which Al solutions that cope well with processing large volumes of information can look for
anomalies - signs of a cyberattack. Such anomalies can be deviations in user or system behavior,
atypical phenomena in network traffic and other suspicious events that may indicate, for example,
the activity of previously unknown malware.

Automation of security systems

Al-based solutions can automate not only attack detection processes, but also decision-making,
response, and incident prevention. The degree of automation can vary: from offering a security
specialist a ready-made incident response scenario to the role of a full-fledged autopilot.

Al at every stage of information security

Warning

With the help of artificial intelligence, the defense side can identify, predict and prevent current
cyber threats in advance, which means they can get more time to ensure protection and prepare to
repel attacks.

Company security analysis
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One of the main requirements in the field of ensuring information security of a company is
understanding its own infrastructure and the cyber threats that are relevant to it. Solutions with
artificial intelligence can help automate the analysis of a company's security. Generative Al
assistants allow security specialists to analyze threats and risks for the organization by asking
questions in natural language. For example, the Charlotte AI module, developed by CrowdStrike,
answers questions, including about the presence of vulnerabilities in the infrastructure, their risk
level, optimal actions to improve the organization's protection and cybercriminals potentially
targeting the company.

Pentests and attack simulation

Al technologies are already used today to automate individual steps in penetration tests,
primarily to find and exploit vulnerabilities. In the study on the use of Al in cyberattacks, we
already talked about how Al can provide significant assistance to a pen tester in finding and
exploiting vulnerabilities. This thesis is confirmed by both scientific research at various universities
and the results of experiments, for example, a specialist managed to detect an XXE vulnerability
in a browser using ChatGPT, and in November 2024, he found a zero-day vulnerability in SQLite
using an Al solution.

In addition to research, tools with artificial intelligence technologies for automating pentests are
being developed or are already in the public domain. Among them are both extensions for the
popular BurpSuit tool and separate programs, for example, the XBOW startup appeared in 2024.
Its developers have already reported that the effectiveness of their penetration testing tool is
comparable to that of a professional pen tester, and during the testing stage, XBOW managed to
detect several critical CVE vulnerabilities in real applications. There will gradually be more and
more such solutions, which will speed up pentesting, allowing experienced specialists to automate
routine actions and manually perform more complex tasks. It is important to note that automated
testing tools will not only help white hat hackers, but can also allow cybercriminals to speed up
simple attacks. It is necessary today, without waiting for the development of attackers' tools, to
proactively protect against attacks that can be automated in the near future. I recommend paying
special attention to the vulnerability management process.

Another option for testing the security of companies is to use solutions like BAS (breach and
attack simulation). BAS tools and auto-pentests simulate attacks and can potentially use Al
technologies for many different subtasks. For example, generative Al can be used to create
selections of the most likely passwords for a specific target, analyze text files of the system being
tested, and generate a clear report on the results of attack simulations.

OSINT of Current Cyber Threats

Al in OSINT allows you to effectively search, collect and analyze data to predict threats. With
the help of Al you can solve specific problems in identifying current threats, for example,
identifying trending vulnerabilities that are the most dangerous and actively exploited by
cybercriminals. According to available data, on average, about 24 hours pass from the moment an
exploit appears until it is actively exploited, so it is important to identify current vulnerabilities as
early as possible and start closing them. By analyzing the activity of vulnerability discussions in
open sources, for example, in cybersecurity communities on social networks, you can identify
trending vulnerabilities - both new and long-known. Based on the activity of the discussion, you
can determine in advance the vulnerabilities that cybercriminals will target in the near future.

In the future, artificial intelligence technologies will allow you to solve more global problems
related to collecting information and predictively identifying threats. By collecting data from
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various open sources, you can form a potential threat profile of a company, taking into account its
infrastructure and suppliers, current motives and capabilities of cybercriminal groups potentially
targeting the organization. Automated predictive analysis is not only faster than manual data
collection and processing, it can be performed continuously, which means it can quickly provide
the company's security service with data on current cyber threats to build an effective plan,
prioritize actions, and implement steps in advance to ensure effective cybersecurity.

Code Checking

Al technologies can speed up code checking, vulnerability search, detection of potentially
malicious fragments and generation of verification tests. In addition, AI can be used for code
reverse engineering, searching for hidden malicious features, for example, in repositories
connected to the project. Al can be implemented in both static and dynamic methods of code
analysis.

Static analysis is aimed at finding potential problems in program code without executing it,
during the development process. With the help of static analysis, vulnerabilities and bugs can be
identified at an early stage, which means they can be fixed easier and cheaper. Static analysis tools
with Al technologies, such as Snyk, are trained on large volumes of program code and can detect
potential problems such as the possibility of SQL injection, XSS vulnerabilities or keys and
passwords forgotten in the code. A significant advantage of using Al is that models not only detect
vulnerabilities, but also immediately offer the developer options for solving the problem, acting as
a second pilot. Dynamic analysis, unlike static analysis, checks code during execution and is used
to detect vulnerabilities that can only be identified after the program is launched. The most striking
example of the introduction of Al technologies into dynamic analysis is fuzz testing, in which
random or incorrect data is fed to the program to check whether the application will fail under such
conditions. With the help of Al technologies, it is possible not only to generate input data, but also
to expand the code coverage with tests. For example, researchers from Google reported that LLMs
built into fuzzing have already allowed them to detect new vulnerabilities. Potentially, Al
technologies will automate more and more processes in code testing, which means finding and
closing vulnerabilities faster before cybercriminals have time to exploit them. At the same time, it
1s important to consider the possible negative consequences if developers begin to rely entirely on
Al code checking. Gradually, the qualifications of specialists in the field of secure development
and code verification will decrease, which may lead to problems in the future: for example, a
vulnerability missed by a co-pilot will lead to the release of a vulnerable application. For the
greatest efficiency, a tandem of an Al assistant and a specialist is needed; such a scheme will
combine the advantages of automated code verification and expert analysis.

Control of confidential data

The ability of artificial intelligence to analyze large volumes of data helps in processing not only
technical information, but also company documentation. Documents may contain various types of
confidential data, including data distributed across different unstructured fields. Tracking such
inclusions of sensitive information by conventional means without Al is very difficult and time-
consuming, especially considering the volume of documentation. Al can effectively solve this
problem: recognize confidential data in documents regardless of their field, and flexibly adjust the
document depending on the access level of the employee opening it and the task. For example,
retouch part of the personal data of a company employee when the document is opened by an
accountant, or replace it with anonymized information that retains all the properties of the original
if the document needs to be processed by an external service or used to train another model.
Filtering and modifying the information provided can potentially help protect against confidential
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data leakage, the most common (54%) consequence of cyberattacks on organizations in 2024. It is
important to consider that if documents are uniform and confidential data is always contained in
one specific field, artificial intelligence will only slow down and complicate the process, which
can be organized much more simply. But such an ideal picture is far from always encountered, so
the best results can only be achieved by combining classical approaches to data processing (for
solving standard situations) with an Al solution (for non-standard cases).

Detection

The most common application of Al in security is the detection of malicious and abnormal
activity. Using artificial intelligence technologies, it is possible to effectively analyze large volumes
of data; in terms of threat detection, this allows detecting malware in the traffic flow, detecting
deviations in user behavior, filtering security events, identifying phishing emails and Al-generated
content.

Security event processing

According to Microsoft, Security Operations Center (SOC) teams receive an average of 4,484
alarms per day and spend about 3 hours manually separating real threats from noise. At the same
time, it takes about 10 minutes for a SOC employee to process and analyze each event. In such
conditions, false positives become a significant problem, which inefficiently spend the efforts and
time of specialists, as a result of which they can miss a real attack. False positives occur because
some actions by attackers can be disguised as legitimate user activity, especially when
cybercriminals use the principle of living off the land, that is, they use only legal tools already
installed on the victim's device. Because of this, normal user actions can be identified by the SIEM
system's correlation rules as potentially dangerous, and therefore lead to the generation of a false
positive. According to the SANS Survey 2024 Incident Response report, 64% of surveyed
companies named false positives as the main problem of SOC. The problem of SOC overload can
potentially be solved by using artificial intelligence. An Al solution will perform primary sorting
of security events, remove likely false positives and highlight incidents that really require attention
for a specialist. For example, one of the functions of the BAD (behavioral anomaly detection) ML
module is to assess the risk of each security event on a 100-point scale and enrich alerts with
additional context, which allows for faster response. A specialist can sort alerts by decreasing risk
assessment and immediately start processing the most dangerous events that require immediate
attention. The use of Al technologies will significantly, according to IBM, speed up the sorting and
processing of security events by two times, which means increasing the overall efficiency of the
SOC.

Behavioral analysis

With the help of machine learning technologies, it is possible to create a profile of the normal
operation of an object, such as a user, system or network. In this case, a wide variety of parameters
can be taken into account depending on the task at hand: traffic generated by the node, a standard
set of applications of employees in one position, the energy consumption of the system. Using ML
models, it is possible to conduct a constant analysis of behavior, comparing it with the normal
operating mode, deviation from which (anomaly) may indicate the actions of a cybercriminal.

Detecting threats in network traffic

With the help of artificial intelligence, network traffic can be analyzed not only to detect
behavioral anomalies, but also to detect malware activity and malicious activity in HTTP sessions.
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Using HTTP traffic as an example, a machine learning model can be trained on a number of
features characteristic of various dangerous content of this traffic. The trained model will analyze
these features of HTTP sessions and look for suspicious values in them that may indicate a potential
threat. Such an ML solution allows detecting new malware that cannot be determined using expert
rules. For example, the model detected several unknown threats even at the testing stage. It is
important to note that ML solutions will not replace expert rules in the foreseeable future; models
will complement and strengthen network rules, allowing for more efficient detection of even new
potential threats.

Another specific example of detecting threats in HTTP traffic is detecting web shells. Web shells
are malicious command shells for remote control of a web server that need to be separated from
legitimate traffic, and for complete detection, the task must be solved both at the request and at the
response. In the first case, you can prevent the web shell from loading, and in the second, detect its
activity. ML models that detect web shells are trained on data from open sources and on examples
encountered at Standoff cyber battles, which allows not only to increase the completeness of
detection (according to our data, by 30% relative to the rule-based approach), but also to detect
new web shells. Using machine learning methods, you can detect encrypted communications of
malware with the C&C server in network traffic. Malware can encrypt its communication sessions
to hide from security tools; some legal applications can use a similar principle to bypass blocking,
including the Telegram messenger. Having learned to classify sessions in traffic by an indirect
feature, such as statistics of TCP packet lengths in a session, it is possible to accurately separate
traffic into malicious and legitimate. This method can be especially effective, since it is difficult
for an attacker to change the principles and mechanisms of hiding malware. Therefore, a
cybercriminal will have to spend a lot of time and effort on changing the attack tool before the next
hacking attempt.

Detection of unknown threats

One of the main advantages of artificial intelligence in cybersecurity is the ability to detect
previously unknown threats. Thus, the Al module can identify attacks that are not covered by
existing correlation rules. With the help of Al technologies, it is possible to detect the exploitation
of zero-day vulnerabilities and the operation of unknown malware by analyzing the emergence of
anomalies and potentially dangerous patterns of action.

For example, the behavioral ML module has already demonstrated the ability to detect unknown
threats several times; in one of the Standoff cyber battles, the attackers launched malware that
created a chain of 100 subprocesses before starting its activity. The ML model noticed this anomaly,
while there was no classic signature for its detection in the product. New malware that is still
unknown to security systems is almost impossible to detect using static analysis methods,
especially since cybercriminals are constantly changing and disguising attacks using, for example,
obfuscation of malicious files or sending malware from hacked trusted email addresses. A
behavioral analysis solution will still recognize a threat, regardless of its novelty or disguise, and
will ensure the company's protection.

Recognition of phishing and unwanted content

Social engineering remains one of the main methods of cybercriminals in 2024; it was used in
every second attack on organizations. Moreover, 42% of malware attacks were delivered via
phishing emails. Cybercriminals masterfully manipulate victims' emotions to achieve their goals,
so employee training alone is not enough to protect against phishing: anyone can make a mistake
and not check a malicious email.
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One of the potential software methods for protecting against phishing is the use of Al
technologies; its potential effectiveness has already been demonstrated by researchers. With the
help of Al, it is possible to analyze not only the content, but also a number of contextual features
of an email, such as the length or properties of attachments. Potentially, such a system will be able
to detect suspicious emails and warn the user at the early stages of implementation, and
immediately block dangerous messages when the accuracy threshold required by the company is
reached. Artificial intelligence is not only emerging on the defense side; cybercriminals are also
seeking to use new technologies in attacks. In our research, we already reported that attackers have
achieved the greatest success in implementing Al in social engineering. With the help of generative
Al, cybercriminals automate the creation of phishing, content for bots, and actively supplement
classic social engineering attacks with deepfakes. Generated content is constantly evolving, and it
is becoming increasingly difficult to recognize it with the naked eye. Al recognition of generated
content can help, researchers have already demonstrated the potential effectiveness of these
technologies, and such solutions are starting to appear on the market. The consent of legal and
responsible developers of generative models to embed watermarks into the generated graphic and
audio content could potentially facilitate the recognition of generated content, but the problem still
remains the text, which cannot be reliably marked yet, and this does not take into account the
potential ability of cybercriminals to independently create generative tools aimed at fraud without
any frameworks and restrictions. Another potential area of application of Al in content recognition
is the detection of dangerous sites. With the help of Al technologies, it is possible to quickly analyze
the content of a site page at the moment the user decides to visit it. [f unwanted content is detected,
access to the site is blocked even before the user finds himself on the page. Based on such a system,
it is possible to build protection against phishing, potentially dangerous or undesirable sites for
visiting from a corporate device.

Response

Decision support

Al solutions can significantly speed up response by providing context for a detected attack,
explaining security system triggers, and advising on priority actions. Such support allows
specialists to obtain the necessary data about a security incident much faster, which means they can
make a decision more quickly. Solutions that perform this co-pilot function are being developed by
both large companies, such as Microsoft, and individual developers.

Today, another promising development path can be identified - training companies' own LLM
cybersecurity assistants. Of course, developing an LLM from scratch is a very expensive process
that requires the work of highly qualified Al specialists. Instead, organizations can take ready-made
open LLMs and conduct fine-tuning (additional training) on their data. An additional significant
advantage of such a solution is that all sensitive data remains within the company and is not sent
to the LLM developer for processing. If cybercriminals have managed to achieve their cyberattack
goals, assistants can potentially help deal with the aftermath of the incident and suggest the best
actions to eliminate the damage caused.

Automatic response

Al technologies can be used to build a process for automatic response to incidents. The degree
of automation can vary. Automatic response can be trained on specific actions of the defense team
during certain types of incidents and then repeat the actions only in a similar, typical situation. For
more complex incidents, an Al system can generate a recommended playbook of actions depending
on the context of the cybercriminal's actions, the attacked and already captured resources.
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The generated playbook will either be adjusted, verified and launched by a specialist, or, at the
maximum level of automation and trust in the system, executed without human approval.

Problems of Al in protection

High expectations for the use of artificial intelligence in information security face a number of
problems. Al technologies combine enormous potential and significant requirements for the
creation of the final solution: scarce and high-quality training data is required, and only highly
qualified specialists with certain skills and competencies can create such a product.

Computing power

Working with Al solutions requires significant computing power, which may be unavailable to
small and medium-sized businesses for various reasons. In the future, this problem can be solved
through technological progress in the field of computing optimization and the creation of
specialized hardware solutions designed specifically for running AI models. Today, one of the
possible ways to solve the problem is to use cloud technologies for artificial intelligence-based
solutions. Such a system has a number of advantages and disadvantages. The main advantage is
that the organization's infrastructure contains low-loading agents, and the main burden of
computing for Al modules goes to the cloud infrastructure. The disadvantages directly follow from
the properties of cloud solutions: some confidential data will have to be transferred to third-party
servers for processing, and the performance of such a system will depend on the stability of the
Internet connection between the company and the cloud. Al researchers are working on the problem
of increasing not only the size of models, but also the requirements for their operation. One of the
solutions, already being implemented in practice, is the compression of neural networks, that is,
simplifying models while maintaining performance. Various methods are used for this, such as
quantization and distillation of knowledge. In the future, model compression should increase the
efficiency of calculations, and therefore reduce the requirements for the computing power of the
device on which the model is running. In the field of security, this may mean the applicability of
solutions with an Al module on personal computers, smartphones and other devices with low
performance.

Training data

Al work in any area (not only in information security) is one of the most striking examples of
the garbage in - garbage out principle. The result of an Al solution directly depends on the quality
of training datasets. Collecting and labeling such training data is a serious problem for the entire
field of AL Special platforms are created to attract people to label data, such as Toloka. In the field
of information security, the problem of training data is especially acute due to the specifics of
network data - oversaturation with false positives with a small number of attacks. In real traffic,
protection systems are rarely triggered, moreover, not all of them are true positives: information
security solutions can react to suspicious, but not malicious activity as an attack. Because of this,
training an Al model on such data can be ineffective.

Network data saturated with attacks can be collected either based on the results of cyber
exercises, such as Standoff. An alternative way to obtain such data is to turn to Al again and
generate a synthetic dataset. Synthetic training data has a number of potential advantages over real
data: it is cheaper to collect, does not require anonymization and masking of data to maintain
confidentiality, synthetic data can be modified and changed depending on the needs of a specific
task. A synthetic training dataset can be used both separately and to enrich real data with specific
attack features. However, it should be taken into account that the generation of high-quality
synthetic training datasets today remains one of the urgent tasks that has yet to be fully resolved.
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Lack of experts

The lack of specialists in the field of information security is one of the problems that can
potentially be solved by the implementation of Al technologies. It is important to consider that in
the foreseeable future, Al will reduce the workload of information security specialists, automate
routine tasks, but at the same time, highly qualified specialists and experts with knowledge in the
field of information security and artificial intelligence are needed to develop and integrate such
solutions. The problem also occurs when implementing Al in other professional fields, that is,
experts at the intersection of two industries are needed.

A possible solution to this problem could be hackathons, where teams consisting of information
security and Al specialists will work. Solving interesting information security problems can help
attract more Al experts to the industry.

The black box problem

One of the obstacles to the large-scale implementation of Al in information security is the black
box problem of complex models. The problems of interpretability (how such an answer was
obtained) and explainability (why such an answer was obtained) of the models' work go beyond
information security and remain relevant for the entire field of Al technologies. However, in the
field of information security, understanding the reasons for the results of the work is especially
important for trust in the system. In addition, the transparency of models affects not only the ability
to explain the answer, but also the speed and reliability of error correction. Interpretability and
explainability of models can become key factors in the large-scale implementation of Al solutions
in security, especially in autopilot mode. Artificial intelligence technologies will need to not only
prove their reliability, but also confirm this by the predictability of the answer. The first step
towards this has already been taken in models with reasoning technology, which allows them to
“think™ before responding and reproduce the chain of reasoning.

Al as a target for attacks and a source of threats

Artificial intelligence security is a developing field in which researchers still have a lot of work
to do. It is important to understand that each implemented AI module not only allows you to expand
or automate the capabilities of the solution, but also represents a potential target for attacks by
intruders.

We expect that in the future, cybercriminals will gradually begin to attack embedded Al,
including in security systems. The mass implementation of Al, for example, in website verification
tools, can lead to attackers introducing exploit traps into the content or code of phishing sites.
Developers of Al solutions need to analyze in advance what attacks their products may face in real
conditions and implement protection as early as possible.

Models embedded in security processes can not only become targets for attacks themselves, but
also be a source of threats. The introduction of generative Al to automate and accelerate the
development and design of IT products, solutions and modules at all levels of production, starting
from hardware, may lead in the foreseeable future to an increase in the number of both known and
new vulnerabilities in information systems specific to Al-generated developments. Despite
impressive capabilities, generative Al is not ideal and at the current stage of technology
development requires control and verification of the results of work. Separately, cybersecurity
specialists need to consider the threats that open-source models may carry. Cybercriminals can
distribute models retrained for malicious activity, for example, embedding backdoors in the
generated code.
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CONCLUSION

Artificial intelligence technologies are firmly established in many professional fields, and
information security is no exception. Al can perform various tasks at all stages of information
security, assisting a specialist, taking on routine tasks, expanding the capabilities for detecting
threats. Gradually, the role of artificial intelligence technologies in protection will become wider
and larger: Al will fully take the place of the second pilot, and in the future, it can completely
automate the solution of some tasks in the field of information security.

Despite the wide range of possible tasks for Al, a person in the field of cybersecurity is still
irreplaceable. Even with a level of technology significantly superior to today's, there will remain
many tasks for a specialist, such as the formation of a general protection strategy, control and
management of Al tools, solving complex and non-standard issues. It is important to note that in
the future, the ability to effectively work with Al tools will be an important component of the
necessary competencies of an information security specialist. Thus, the technology will not lead to
the exclusion of a person, but will entail a reduction in the number of staff due to increased labor
productivity. Implementing artificial intelligence technologies in defense is a logical
countermeasure taken in response to attempts by attackers to exploit new technologies for attacks.
The defense side must win this race in order to prepare in advance for the expansion of
cybercriminals' tools. However, it is necessary to take a responsible approach to the development
and implementation of new technologies, take into account risks and threats, reasonably assess new
opportunities, use their strengths in appropriate tasks and apply them where they will be truly
effective. We recommend not to forget to adhere to general recommendations for ensuring personal
and corporate cybersecurity: they remain relevant and important even during the rapid development
of new technologies.
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Saja pétijuma tiek pétits, ka digitala marketinga prakses trilkums privatajas medicinas klinikas Ferganas regiona
ietekmé to spg€ju iesaistit un noturét pacientus. Sekundara datu izp&te kopa ar vietgjo kliiku uzvedibas noveroSanu
liecina, ka privatas klinikas neizmanto miisdienigus rikus, pieméram, timekla vietnes, tie$saistes planosanu un aktivas
socidlo mediju platformas. Sis veselibas apriipes iestades téré savus resursus tradiciondlajam reklamas metodem,
kuram ir vaja ietekme. P&tijums parada, ka privataja veselibas apriipes sektora regionala teritorija ir nekavéjoties
jaievie$ digitalas transformacijas risinajumi, un pamata digitala marketinga riku ievie$ana var radit bitiskas iesp&jas
labakai pacientu lojalitatei, ka arT uzlabot privato veselibas aprupes pakalpojumu efektivitati visa regiona.

Atslégvardi: Klientu iesaiste, Digitalais marketings, Veselibas apriipes marketings, Pacientu lojalitate, Privatas
medicinas klinikas

ABSTRACT

This study investigates how the lack of digital marketing practices in private medical clinics in the Fergana
Region impacts their ability to engage and retain patients. A secondary data investigation along with observation of
local clinic behavior shows that private clinics do not utilize contemporary tools such as websites along with online
scheduling and active social media platforms. These healthcare facilities waste their resources on traditional advertising
methods which show weak impact. The research demonstrates that the private healthcare sector in the regional area
requires immediate adoption of digital transformation solutions and implementing basic digital marketing tools can
create essential opportunities for better patient loyalty along with enhanced effectiveness of private healthcare services
throughout the region.

Keywords: Customer engagement, Digital marketing, Healthcare marketing, Patient loyalty, Private medical
clinics

IEVADS. INTRODUCTION

Major healthcare providers today need digital communication capabilities as an essential
requirement to reach patients through digital platforms. Private medical clinics throughout Fergana
along with other regions of Uzbekistan primarily depends on traditional rather than digital methods
although global healthcare entities use digital tools for service quality enhancement and patient
retention efforts. Research about digital marketing strategies in private healthcare settings becomes
necessary because patient expectations have changed and people now use internet-based service
consumption.

Recent global healthcare developments reveal the rising importance of digital presence that
advanced after the pandemic affected digital behavioral patterns. Private clinics throughout
Fergana behind other world healthcare institutions in adopting social media outreach together with
online booking and virtual consultations along with content-driven educational programs. Local
clinics face lowered customer satisfaction and competitive prospects because they fall short of
meeting digital expectations patients have in their healthcare services delivery.
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Digital marketing is widely recognized as a key driver of both customer engagement and
brand recognition in the healthcare industry. According to McKinsey's 2022 report healthcare
organizations that implement social media engagement combined with personalized email
marketing and content marketing reach patient engagement levels that are 30-50% higher than
other organizations while winning greater brand loyalty.[1] Top hospitals and private healthcare
facilities like Cleveland Clinic and Apollo Hospitals employ digital marketing techniques to reach
patients through education and interaction activities that strengthen their brand position in both
U.S. and Indian health markets. The findings of Deloitte (2023) indicate that 72% of patients tend
to select healthcare providers who actively engage with patients online through informative
content.[2]

The digital healthcare sector of Uzbekistan shows slow development which continues to
expand. Public hospitals in Uzbekistan have started using e-health tools from the Ministry of Health
while selected Tashkent private medical clinics employ Instagram and Telegram bots alongside
YouTube health promotion tools to enhance their communication with patients. Local assessments
indicate that private medical facilities in the Fergana region and other regional locations have only
a 25% rate of maintaining digital platforms which highlights a major space for potential patient-
focused digital engagement.[3]

The problem of this research is that the Fergana region faces a problem due to the limited
implementation of websites and structured digital marketing strategies along with patient online
engagement by many private medical clinics in the region. Words-of-mouth recommendations and
traditional promotion methods form the basis of most private medical operations in the Fergana
region. This raises a critical question:

To what extent can digital marketing be used as a tool to enhance customer engagement in
private medical clinics in the Fergana region of Uzbekistan?

The object of the research is the digital marketing activities of private medical clinics. The
subject of the research is the relationship between digital marketing strategies and customer loyalty
in the context of the Fergana region.

The aim of this research is to assess the current use of digital marketing by private medical
clinics in Fergana and to propose practical recommendations for improving customer engagement
through the implementation of digital strategies.

To achieve this aim, the following research tasks are set:

1. To define and analyze the concept, tools, and theoretical foundations of digital marketing and
customer engagement;
2. To examine the level of digitalization and current online practices among private medical
clinics in Fergana;
3. To evaluate customer behavior and preferences related to digital communication in healthcare;
4. To develop strategic recommendations for enhancing digital engagement in the private
healthcare sector.
The study incorporates both qualitative case study analysis and secondary data collection
as research methods.
It is hypothesized that the use of digital marketing strategies positively influences customer
engagement in private medical clinics in the Fergana region.
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SVARIGAKAS ATZINAS TEORIJA UN PRAKSE. BASIC THEORETICAL AND
PRACTICAL PROVISION

The framework of digital marketing gives clinics multiple internet-based resources including
social media platforms alongside email strategies blog content distribution together with paid
promotional avenues to sustain active patient communication. Such communication resources in
healthcare provide facilities with a way to maintain sustained interpersonal connections with their
patients. Modern clinics throughout the world operate CRM systems together with automatic
appointment reminders and conduct online consultations and maintain patient relationships through
routine social media posts.[4]

Digital marketing in healthcare refers to the use of digital communication technologies and
platforms to promote health services, engage with patients, and improve overall service delivery.
It includes a broad range of tools such as websites, social media, mobile apps, online reviews, email
newsletters, SEO, and CRM systems. These tools allow healthcare providers not only to promote
services, but also to educate patients, provide convenient access to care, and build long-term
relationships.[5]

Customer engagement is considered one of the key concepts in modern marketing, especially
in-service industries like healthcare. Brodie, Hollebeek, Juric and Ilic define it as “a psychological
state that occurs by virtue of interactive, co-creative customer experiences with a focal agent/object
(e.g., a brand)” in a service relationship context. It is multidimensional, involving cognitive,
emotional, and behavioral components that lead to higher loyalty and advocacy.[6] Numerous
studies have found that sustained engagement leads to increased loyalty, as engaged patients are
more likely to return, recommend, and trust their healthcare provider.

In healthcare, patient engagement can include a variety of behaviors such as reading health
content shared by a clinic, following its social media updates, booking online, giving feedback, and
sharing their experiences with others. These engagement behaviors are strengthened by continuous,
transparent, and valuable digital interactions. Hollebeek and Macky emphasize that customer
engagement is positively influenced by the perceived value, trust, and interactivity offered by the
service provider’s digital communication.|[7]

Digital marketing tools in healthcare support both functional and relational engagement.
Websites and mobile apps offer functionality and convenience, while blogs, personalized emails,
and social media provide emotional and educational value. Effective digital strategies increase not
only visibility but also the credibility and perceived professionalism of private clinics.

Another important component is brand awareness. In healthcare, patients often make
decisions based on familiarity and trust. Brand awareness is the first step in building that trust.
Clinics with strong digital presence—appearing in search results, having a clear brand image on
social media, and collecting positive online reviews—are more likely to be perceived as credible
and attract new patients.[8]

Moreover, the integration of digital platforms improves continuity of care. By offering
features such as appointment reminders, follow-up emails, and feedback forms, private clinics can
stay in touch with patients, reduce no-show rates, and gather important service insights.[9] In the
context of Uzbekistan, where digital health tools are increasingly available, clinics that adopt
digital marketing gain a competitive advantage.
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PETIJUMA REZULTATI UN TO IZVERTEJUMS. RESEARCH RESULTS AND THEIR
EVALUATION

Overview of Private healthcare sector in Fergana region. In Fergana Region, there are a
large number of services offered by 31 private hospitals and 44 private outpatient clinics in the
private healthcare sector.[10] Such service diversity is an indicator of both the changing health
demands of the population and a new tendency towards specialization and patient-oriented medical
care in the private medical sphere of the region.

Of the 31 privately run hospitals, 10 hospitals provide general internal medicine and surgical
services and are multi-specialty centers who offer a comprehensive inpatient service. There are 5
hospitals which are women’s hospitals dealing with maternity and gynecology, and they provide
obstetric care to women. Inpatient cardiovascular and chronic disease management is met in 4
hospitals that provide cardiology and therapeutic care. Moreover, 3 hospitals are concentrated on
the care of children and adolescents. There are lesser numbers of facilities committed for
orthopedics and rehabilitation (2 hospitals) as well as diagnostic and day surgical service (3
hospitals) which include minor procedures and imaging. Another 4 hospitals serve specific niches
e.g. ENT, urology and other niche areas if you will, and therefore provide gaps in advanced or
rarely provided services gaps.

The private outpatient clinics which offer a wide range of services as well but with a slightly
more diverse distribution: 10 clinics implement generalized or family medicine and therefore act
as a first stage of contact for many people who seek non-emergency care, and 8 clinics discharge
dental services, which do indicate increasing demand for dental and orthodontic treatment. 6 clinics
provide diagnostic service, including labs and imaging centers that will ensure early detection and
routine screening. Other specialties are gynecology and women’s health (5 clinics), pediatrics (4
clinics), and dermatology or cosmetology (4 clinics) which provide services, which are particularly
attractive for urban population. Last but not the least there are 3 clinics dedicated to ENT; 2 clinics
whose main practice is ophthalmology and 2 clinics which focus on mental health or
neurology.[11]

This distribution shows that private outpatient clinics are mainly used in providing day to day
medical needs, preventive checks, and non-urgent outpatient specialist services in settings where
public supply of services may be under pressure or inadequate.

Combined these private hospitals and clinics show a well thought out healthcare landscape
with generalists and specialists. Clinics focus on providing convenient, outpatient, and preventive
healthcare, while hospitals focus more on complex and inpatient services. Such role division
supports complementary yet patient-centered system worthy of a market demand as well as a
constant healthcare modernization process in the region.[12]

The increasing numbers of healthcare providers in Fergana Region is sub-service of the
overall strategic course of the Government of Uzbekistan to reform and modernize the national
healthcare system. For the past few years, the Uzbek government has made private sector
development the heart of its agenda for healthcare reforms, in the hope of relieving pressure on
public infrastructure and promoting innovation with the goal of bettering national service delivery
standards.[13]

This movement gained momentum in 2022 when the President of Uzbekistan signed a decree
on priority expansion of private medical services and ensuring an attractive environment for private
investors in this sphere.[14] Government vision is to increase the role of private sector in healthcare
delivery to 50% especially outpatient and diagnostic services. This is supposed to encourage
healthy competition amongst providers, increase the availability of specialized care and give
patients room to make better informed decisions concerning their medical treatment.[15]
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In addition, the government has passed changes in the form of tax incentives, streamlined
licensing process and the adoption of new forms of public-private partnerships in order to attract
domestic and international investments in the healthcare industry. One of the stand-out samples of
Fergana Region is the proposed construction of a first-class multidisciplinary hospital, aimed to
become a regional center for high-class treatment and medical training. The project is a PPP type
project and is expected to involve the private sector in management and provision of the
service.[16]

Anlysis of digital presence and tools used by Private clinics. In the current state of the
healthcare systems, digital presence and communication tools are not simply some form of a
marketing tool — they are critical for making access, trust and long-term engagement between
patients and medical professionals possible. As expected from the theoretical framework, digital
marketing in healthcare consists of such tools as websites, online platforms, messengers, and online
directories interested in influencing the perceptions and behavior of the patients.

However, in the Fergana Region the use of digital tools for private medical facilities is
extremely underdeveloped. Most clinics still use old method word of mouth and printed
advertisements with little attempts to develop online credentials. This subchapter is focused on
current state of digital presence of private clinics in the region and, specifically, on the presence or
lack thereof on such platforms as websites, Instagram, Telegram, and Facebook. It also assesses
how these tools are (as well as are not) used to communicate with patients, to attract new visitors,
to improve the overall service experience.

Through a study of available public data and social media profiles and online business
directories, this analysis indicates massive digital strategy voids on the part of most private
healthcare providers in Fergana. These findings form a base for understanding the limits of what is
currently being practiced and highlights the necessity for more digital integration in order to
enhance patient engagement.

Digital Invisibility and Its Impact on Patient Loyalty. In a digital era, the success of the
healthcare institutions in keeping an active and informative presence on the Internet is becoming
more and more a prerequisite of quality and accessibility of service. Using digital tools clinics are
not only able to contact new patients, but also to keep up with existing communication, to build a
trust and to provide a smooth process during the journey of patients. Notwithstanding this global
trend, private medical clinics in the Fergana Region are very slow in implementing digital channels
for outreach and interaction with customers. This digital inertia manifests in several key areas, each
contributing to weakened patient engagement and reduced loyalty.

1. Lack of Official Websites: An overall analysis of various public online directories, including
GoldenPages.uz, YellowPages.uz and, Google Maps, shows a definite and uniform pattern:
private clinics in Fergana Region lack professional, individual websites. Some clinics are
mentioned in online directories; but they hardly ever offer choice of services, staff portraits or
online booking. The lack of official websites dramatically reduces their chances of being found
online and damages patient trust too.[16] Without a structured digital platform, clinics lose
credentials of communication, service provision capabilities and new customers, digitally
literate. This gap also stops clinics from ranking in search engines or being found using targeted
local searching. Consequently, most potential patients have to use offline references, word-of-
mouth or printed material and this diminishes the transparency and accessibility of healthcare
services by the private firm.

2. Dependence on Social Media (and Its Limitations): Social media has replaced official websites
as the biggest digital tool that some private clinics are using in the region without these official
websites. However, tools such as Instagram, Telegram, and Facebook are not widely utilized;
principally they remain active to post a holiday calendar, or an announcement, or even some
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Digital Tool

occasional visuals. Only a small percentage, however, whose addresses are listed in regional
directories, refer to active social media accounts, and in the majority of cases, such clinics post
only irregularly, and do not have a content strategy, or follow branding consistency. These
platforms experience minimal engagements. Comments rarely receive a response and posts are
devoid of interactive elements, polls, Q&A or patient testimonials. To this end, social media
presence in this context acts more as a virtual notice board than an interactive marketing or
communication avenue. Many pages also do not have links to booking systems, service menus
as well as contact forms thus reducing their usability for potential patients.

No Use of Advanced Digital Tools: Much of the communication with patients takes place in
the form of manual messaging using Telegram or WhatsApp but there is no system for
scheduling, automation or recording of the communication. This lack of structure in turn can
result in miscommunication, lost inquiries and inconsistent follow-up — all of it having a
negative impact on the outcome of the patient experience and long-term engagement. As shown
in the Figure 1 below, tools such as CRM systems, email communication platforms, and
structured online booking systems are hardly used by clinics in the region, highlighting a major
gap in digital infrastructure and patient management.

Official Website
Instagram (active)
Telegram (active)

Online Booking
CRM / Email Tools [

Google Maps / Yandex Pages (unclaimed) |

0 20 40 60 80 100
Usage Rate (%)

Figure 1: Diagram illustrating digital tool usage among private clinics in Fergana Region

(the data was prepared by the author)

Unmonitored Online Listings and Reputation: There are many clinics listed on GoldenPages.uz
and even Yandex, yet most of them don’t claim or manage those listings. Contact data can be
outdated, clinic hours may not be listed, as well as reviews if they exist, often go unanswered.
The lack of reputation management on such sites as Google Business or Yandex Maps proves
that clinics fail to use patient reviews in improving the quality of the services or creating
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credibility. During a time when the online review has an enormous impact on decision making,
this lapse reflects a major missed opportunity.

5. Overall Observations: Taken together, these findings suggest that digital engagement among
private clinics in Fergana is sporadic, informal, and underdeveloped. In this case, all of these
tools which are common in private healthcare settings anywhere else don’t even exist here.
Rather, clinics almost entirely fall back on traditional means of communication, informal
referrals, and unstructured Telegram or telephone conversations. The nature of digital
marketing and communication in the private healthcare realm of Fergana represents a serious
gap and a big opportunity. Clinics opting to spend money even on basic digital infrastructure
can greatly increase visibility, service efficiency and patient satisfaction. This analysis justifies
central thesis hypothesis — that digital tools, if adequately used in the region, could
substantially increase the level of customer engagement in private medical clinics.

Evaluation of research results. Main findings of a survey among Fergana Region patients give

useful insights about the ways digital factors affect engagement with private medical clinics. A

large number of those were concerned that online presence of a clinic plays a major role in the

choice of a medical provider. The survey pointed that social media and recommendations from
friends were the leading sources of information while official clinic websites were rarely
mentioned. Yet, quite a sizeable proportion of patients found a clinic’s online presence as

“somewhat significant” or “very significant” in their healthcare decisions.

Convenience and a rapid response were highly appreciated by patients when it came to private
healthcare providers; quick booking, gaining access to information, and having fewer queues in
front of them all mattered when making a selection. Patients esteemed digital features having online
booking and communication with a doctor via messages, yet they are not of frequent use at this
time.

The survey highlighted critical barriers to digital engagement including concerns about
privacy, lack of digital competence on the part of certain demographics (old individuals, and
dwellers of rural landscapes), and an undeniable preference for face-to-face interactions.
Unfortunately, only 57% of the respondents actively support development of digital offers, while
more than 75% stated that clinics that often post health-related information online is what motivates
them.

There was a variety in the level of respondents’ satisfaction with the existing digital
communication of private clinics. While a certain percentage of the respondents stated that their
digital engagement was not good or bad, a considerable number of them felt that the online
communication strategies for Fergana’s private clinics, need to improve.

The results indicate low levels of present digital interaction, but there is a clear cry of the
patients for access, responsiveness, and information online, which can significantly increase
engagement and long-term loyalty.

Practical Recommendations for improving digital marketing implementation. Based on
this research, the following recommendations are designed to enhance patient engagement as well
as to promote patient loyalty in private healthcare facilities in the Fergana Region:

1. Develop Official Clinic Websites: Private clinics are called upon to develop sites with easy-to-
use interfaces for presenting their services, profiles of their staff, contact information, as well
as possibilities for online booking and comment submission. This enhances their online reach,
facilitates trust and simplifies accessing of appointments.

2. Implement Consistent Social Media Strategies: Keeping dynamic and reliable profiles on
Instagram, Telegram, and Facebook helps clinics to stay in touch with patients more often.
Adding quality health insights, service notification, patient feedback, and educational content
to such platforms can enhance patient-clinic relationship and promote engagement.
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3. Introduce Online Appointment and Consultation Tools: Using digital solutions such as booking
systems, telemedicine and chat-support makes our patients’ experience more convenient and
smoothens bureaucratic work. These tools make service delivery better when it comes to the
speed and quality of services as well as patients satisfaction.

4. Invest in Digital Reputation Management: Make sure that clinics own and maintain a profile
on digital directories such as Google Maps, Yandex, and GoldenPages. Actively responding to
the comments of patients, timely updating the key information, and motivating happy patients
to provide their opinion help increase the clinic’s public standing.

5. Apply Basic CRM and Email Marketing Tools: With the use of basic CRM and email systems,
clinics could automate reminders for patients; inform their patients of health related news; and
solicit their valuable feedback regarding health issues through the use of surveys. The clinic
nurtures long-term loyalty and relief by incessantly contacting patients.

6. Make sure staff has digital communication skills provided by suitable training: Train
administrative and marketing staff to adopt standard digital ways of behaving, in order for their
online response to be professional, timely and demonstrate the clinic’s commitment to quality
and trustworthiness.

7. Monitor and Analyze Digital Performance: Website traffic, booking conversion, and social
media interactions are metrics to measure in order to decide what stops patients and generates
success. Make use of these insights to polish and improve further digital strategies.

KOPSAVILKUMS. CONCLUSION

This study demonstrates that digital marketing plays a vital role in enhancing patient
engagement, which in turn contributes to stronger patient loyalty in private medical clinics.
Fergana’s private healthcare industry has minimal digital adoption, most clinics still have no or
very limited digital resources such websites, social media and online scheduling facility. Despite
these limitations, the survey from the management perspective reports that convenience in the
cyber space is a cornerstone for patients, and the strength of a clinic’s on-line profile plays an ever-
growing role in the service offerings. The study confirms the main proposition that Proper use of
digital marketing can enhance a lot the way patients relate and stay loyal to clinics. It’s easy digital
upgrades for clinics to promote bonds with patients, increase services accessibility, and develop
trust necessary for long-term patient loyalty. Digital engagement is, therefore, critical in any
healthcare firm for growth, as well as in service quality levels in the modern healthcare sector.
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AHOTALIS

V crarTi 30cepeKeHO yBary Ha KIIOUOBHX HalpsMaX MOKPAIICHHS CTAJIOr0 PO3BUTKY MiANIPUEMCTBA B YMOBaX
BOEHHOTO cTaHy. JlOCHi/KeHO BIUIMB 30BHIITHIX PHU3WKIB, 30KpeMa BIHCHKOBHX [ifl, HAa BHPOOHWYY HisITBHICTD,
(iHaHCOBY CTaOUIBHICTD 1 penyTaliifHui Kamitan mianpueMctB. [IpuaineHo ocoONMBY yBary BIPOBaKEHHIO
iHHOBaLil, nKupoBizauii Ta MAPTHEPCTBY 3 JCPKAaBHUMH W MDKHApOIHUMH CTPYKTYpamH Ul JOCSTHEHHS IliJiei
CTaJIOro0 PO3BUTKY. BU3HAYMIIN POJIB JIIONCHKOTO KAIliTay SIK OCHOBY PO3BUTKY IMiJIIPHEMCTBA.

KarouoBi ciioBa: crammii po3BUTOK, BOEHHHUI CTaH, IiIIIPUEMCTBO

ABSTRACT

The article focuses on the key directions for improving sustainable enterprise development under martial law
conditions. The impact of external risks, particularly military actions, on production activities, financial stability, and
corporate reputation has been examined. Special attention is given to the implementation of innovations, digitalization,
and partnerships with governmental and international organizations to achieve sustainable development goals. The role
of human capital is identified as a foundation for enterprise development.

Keywords: sustainable development, martial law, enterprise

BCTYVYIIL. INTRODUCTION

BBeneHHS BOEHHOTO CTaHy Ha TEpUTOPil YKpaiHu CYTTEBO BIUIMBAE SIK HA CYCHUIbHE YKHUTTS
IPOMAJISIH, TaK 1 Ha €KOHOMIUHY cUcTeMy JiepkaBu. CTanuil po3BUTOK MiANPUEMCTB Y BOEHHHM
nepiog HaOyBae 0coONMBOI akTyalbHOCTI. IlopylieHHsI eKOHOMIUHOT CTablIbHOCTI, pyHHYBaHHS
1H(GPACTPYKTYpH, Mirpaiisi HaceJeHHs Ta 3pOCTAaHHS CYCHUIBHUX NMpOOJieM BUMAararoTb HOBUX
M1JXO/IB 10 YIPABJIIHHS Ta CTPATEriyHOro MJIaHyBaHHA. B yMOoBaX BOEHHOIO CTaHy MiJIIIPHUEMCTBA
MaroTh 30CEepeKyBaTHCh HE JMIIe Ha 30epekeHHI (yHKLIOHaNy, a ¥ Ha pO3BUTKY B
JIOBTOCTPOKOBIH MIEPCTIEKTHBI, 1[0 BUMArae KOMIUIEKCHOTO ITiJIXOAY JI0 CTaJoro po3BUTKY. ToMy Ha
ChOTO/IHI BapTO BUJUINTH HU3KY NMO3UTHBHUX Ta HETAaTUBHUX KIIIOUOBUX Oap’epiB, sIKI MAIOTh
BIUTMB Ha PO3BUTOK ITiAMTPHEMCTB.

OCHOBHI TEOPETUYHI TA TIPAKTUYHI TIOJIOKEHHS. MAIN
THEORETICAL AND PRACTICAL PROVISIONS

[onoBHUMM acmiekToM Tpeda BUILIUTH CTpATeriuHe MIAHYBAHHS Ta aJallTUBHE YIPaBIiHHS.
be3 cTparerii Ta 9iTKOTO yIpaBIiHHS MAMPUEMCTBO HE MOKE TIOBHOITIHHO BU3HAYUTH IILJISX CBOTO
PO3BUTKY, aJKe came cTparerisi popMye OCHOBHI MPUHIIHIH, IO CIPSIMOBYIOTh KEPIBHUKIB 10
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JIOCSTHEHHST TIOCTABJICHUX IIUJIEH Ha JOBroCTpoKoBHi mepion. IIpu ¢opmyBaHHI cTpareridHOro
TUTAaHY YIPaBIIHHS MANPUEMCTBA B YMOBAX BiHH, CIiJI BpaXOBYBaTH MOJITHYHI Ta €KOHOMIYHI
YMOBH, B SIKMX BOHH IIepeOyBatoTh. OHUM 3 TaKUX MPUKJIIAJIIB € OOMEKCHHS MOKIMBOCTI JJOCTYITY
JI0 TIeBHUX pecypciB. Hampukian, B yMOBaX BOEHHMX il BiIajga MOXKE BBOJUTH OOMEXKEHHS Ha
NiepeMillleHHs TOBApiB Ta HAIAaHHS MTOCIYT, 10 CIIPHYUHSIE 3MEHIIICHHSI MOXIIMBOCTEH JUIsl O13HECY
10710 3100yTTA iM HeoOXimHoro. LI 0OMeXeHHS 3aBaXKarOTh MiIPUEMCTBAM 3a0€3MeUUTH TOCTYII
JI0 HEOOX1/THOT CHPOBHHHM Ta 00JIaTHAHHS JIJIS IXHBOI MPOYKTUBHOI JIsITEHOCTI.

3aBasIKM MDKHApPOJHUM OpraHi3aiisiM sKi JOMOMararTh YKpaiHChbKOMY Oi3Hecy, NMEBHHIMA
BIJICOTOK EKOHOMIYHOTO CTaHOBHWINA BCE X Taku NokpammBcs. Jlo mpuxnamy MixHapomHa
rymasiTapHa oprasizaiiis Mercy Corps, y paMKax Iporpamu MiATPUMKHA €KOHOMIYHOT CTIHKOCTI
VYkpainu, Haae (GiHAHCOBY JOMOMOTY JJISI MAJIOTO Ta CEPEIHLOTO Oi3HECY, KOTPi 3a3HAJM 30UTKIB
yepe3 BilicbkoBl Aii. [lana imimiatTuBa akTyanbHa I mianpueMctB y Kwuepi, KuiBchkiii Ta
JuinporneTpoBchbKiil obnactsax. [IperenayBaru Ha rpaHTH MOXYTh K PEIOKOBaHi, Tak 1 MiCIIEBi
mianpueMcTBa. [1]. Taka mepcnekTHBa Jajia IOINTOBX NPUBEPHYTH YBary IMiIIPUEMIIB Ta
MOBEPHYTH 1X Ha YKpaiHCHKUU PHHOK. [[ep’kaBa Mae BIPOBAKYBaTH PI3HOMAHITHI TOCIYTH Ta
po3po0ATH pedopMH, aJKE BAKIUBUM (HAKTOM EKOHOMIYHOI CTaOlLIbHOCTI € JIIoau — I
MPAIiBHUKH, T ITPHEMII.

Boenni il CTBOPIOIOTH PH3UKH, IO O€3MOCEPEeAHbO BIUIMBAIOTH HAa BHUPOOHHUY Ta
JIOTICTUYHY [iSUTHHICTh, a TaKoX Ha (IHAHCOBY CTalLIbHICTh. BTpara ¢i3MuHuUX aKTUBIB,
MOPYIIEHHS! KOHTPAKTHUX 3000B'13aHP 1 3MIHU BaJTIOTHOTO KypCy 3MYIIYIOTh O13HEC MeperisaaaTu
MOJIENI YMpaBIiHHS pPHU3UKaMHU, (OpPMYyIOUM aHTUKPU30B1 cTpaterii. JloricTuka 3aBxau Maia
BarOMUi XapakTep y CKJIAJOBili €KOHOMIKH, a B CTaHi BiiiHM ii poyib moyaya TiJIbKU 3pOCTATH.
EdexTuBHICTh JOCTaBICHHS TOBapiB HeaOWSK BIUIMBajia Ha (YHKIIOHYBaHHS IiIPHEMCTB,
30epexeHHs1 poOOYMX MiCIllb Ta HAJXOKEHHS BAJIOTH B JepkaBy. [ 0JI0BHOIO MpOOIEMOI0 cTaja
6nokana noptiB y Benukiit Oneci, 3BiKK 10 mOYaTKy BiiHU Bupymiano nonan 70% ykpaiHChKHX
eKCIIOPTHUX ToBapiB. TuMYacoBa BIJCYTHICTh MOPCHKHX MNUISXIB 3MyCHJia KOMIIaHIi LIyKaTu
aNbTepHATUBHI BapiaHTH, 30kpeMa, yepe3 [lombury, Pymynito Ta cycigni nepxasu. CT. 6 3akoHy
Vikpaian «[Ipo MyasTUMOAANBHI TIEpEBE3CHHS» Nepeadadac HadaHHs JepKaBHOI JOTIOMOTH IS
OymiBHMLTBA Ta  OONAIITYBaHHA  MYJABTUMOAANBHUX  TEpPMiHANIB, HaJaHHA  IMOCIYT
MYJIBTUMOJAIBHUX T€pEeBE3€Hb BIANOBIAHO a0 3akoHy Ykpainu "[Ipo pepxaBHy AOmoOMOry
Cy0’€KTaM TOCHOAAPIOBAHHSI», a TaKOXK CTBOPEHHS YMOB JJISi PO3BUTKY JI€P>KaBHO-IIPUBATHOIO
naptHepcTBa. [2]. I[HBecTHIli y pO3BUTOK MYJIbTUMOJAJIBHUX I€PEBE3€Hb, BUKOPHCTAHHS
JOTICTUYHHUX Xa0iB y Oe3NeyHHX perioHax YKpaiHM Ta CTBOPEHHS PE3EpPBHUX JIOTICTUYHUX
MapupyTiB uyepe3 kpainu €C MOXyThb MOKpAllUTH €KOHOMIYHE CTAHOBHUIIE Ta (DyHKIIOHAJ
MiAIPUEMCTB.

BuxopucTanHs 1HHOBaLIMHUX TEXHOJIOT1H Ta HU(YPOBUX IHCTPYMEHTIB JO3BOJISE MIIBULIUTH
e(EeKTUBHICTh 1 3MEHIINTU 3aJEeXHICTh BiA (i3MuHUX pecypciB. CmiBrpaus 3 JAep:KaBHUMH,
HEYPSIIOBUMHU Ta MDKHAPOJHUMU OPTaHi3allisiMU BIAKPUBAE HOBI MOXJIMBOCTI /Ui (DiHAHCYBaHHS,
eKCIepTH3M Ta 3aXHUCTy iHTepeciB Oi3Hecy. TpuBanuii yac mamnepoBUil JOKYMEHTOOOIr OyB
KJIFOYOBUM B YKpaiHi, CTBOPIOIOYH CYTT€B1 HE3PYUHOCTI AJIs MIIPUEMCTB Ta rpoMasiH. OHaK, 3
PO3BUTKOM TEXHOJIOTili Ta 3pOCTaHHSAM BUMOT 10 e(eKTHBHOCTI, Bce Oiibllle KOMIaHIM Ta
Jep>)KaBHUX YCTAHOB OOUPAIOTh €IEKTPOHHUM JOKYMEHTOOOIT. [I03UTHBHIM acnieKToM IHTerparii
€JIEKTPOHHOTO JIOKYMEHTOO0ITy € CTBOPEHHs LITICHOTO iH(OpPMAaLiHHOTO MPOCTOPY B MeXKax
HIJIPUEMCTBA Ta YIOPSAKYBaHHS BCIX IMpolieciB B yHI(IKOBaHIM cucTemi, ska 3a0e3neuye
e(eKTUBHHUIA JTOKYMEHTOOOII 3a YMOBM BIIJJAJIEHOTO JOCTYIY /A0 CTPYKTYPHHUX HiApO3JLTiB;
MIPUCKOPEHHS 1 TIPO30PICTh PyXy JOKYMEHTAIlll, Ta HaJaHHS MOCIYT; MOXJIMBICTh KOJEKTUBHOL
poOOTH B MeXkaxX €IMHOI 1HPPACTPyKTypH (KUIbKa CHELIaNiCTIB MOXYTh INpAIOBaTH 3 OJHUM
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JIOKYMEHTOM OJIHOYACHO); HAaJ3BHYANHO IMIBUAKUN TOIIYK HEOOX1IHOI JOKyMEHTaIlli (IOIIyK
3I1HCHIOBATUMETHCS B 0a31 TaHUX MIANPUEMCTBA). YC1 BUILE BKa3aHi (akTH BiIKPHUBAIOTH HIMPOKI
MOJKJIMBOCTI JJISl PO3BUTKY Ta ITiABUIICHHS €()eKTUBHOCTI POOOUYOTO MPOIIeCy Ha MiANPHUEMCTBI.

[ToxpareHHs CTaaoro po3BUTKY HEMOXKIIUBE 0€3 3auTydeHHs 1 30epekeHHs KBaTi(hiKOBaHOTO
nepcoHany. [HBecTuIlii B HaBYaHHS, MCUXOJIOTIYHY MIATPUMKY Ta CTBOPCHHS OE3IEYHHX yMOB
npaii GopMyIOTh OCHOBY JIJIsl 30€peKEHHS JTIOIChKOTO KamiTany. Tak, 3a oninkamu HBY, poGoua
cuna y Bini 15-70 pokiB y 2023 porii ckopoTHiiacs OiIbII HiXk HA YBEPTh MOPIBHAHO 3 2021 pokom.
Baromuii BrimB Manu gemorpadgiyHi BTpaTd Ta OKyMallis, a TaKOoX Iepexia 10 Kareropii
€KOHOMIYHO HEAaKTMBHOTO HACEJIEHHsS (4Yepe3 HMOBIpHI CKIIQJHOINI 3 MpaleBIaliTyBaHHIM JUIs
BIIO, HEoOXiHICTh AOMISAAY 3a HIIMMH WICHAMU POIWHU, 30UIBIICHHS KUIBKOCTI IMEHCIOHEPIB,
BIJICYTHICTh HEOOXIHUX PUHKY Ipalli HABUYOK). 3MEHILICHHS Y4acTi B TPYAOBIH JisUIbHOCTI OyI0
MOMITHHUM Y BCiX 00acTsaX YKpaiHu, HAalBITUYyTHIIIE — y perioHax, /¢ TPUBAJIN aKTHBHI O0HOBI ii.

[3]

JieBuMu BapiaHTaMM TOKpAIIEHHS CHUTYyallil Ha pUHKY poOouoi cuimm mormu O Oytu
IHBECTHIIIi B Oe3lepepBHE HaBYaHHS Ta MEpeKBajidikaIlito, IPUKIAJA0OM € MPOBEACHHS OHJIANH-
KYpCIiB JIUISl IPAIiBHUKIB 3 HOBITHIMH TEXHOJIOTISIMU Ta aIalTHBHUMHU HaBUYKaMU, TTAPTHEPCTBO 3
OCBITHIMHU YCTAHOBaMHU JJIsl MIATOTOBKU KaJpiB 3aJI€KHO B MOTPed MiANpPUEMCTBA, OpraHizalis
KOPOTKOTepMiHOBHX TpeHIHTIB ainsi BIIO Ta 0ci0, 1m0 BTpaTWId TONEPEIHI0 3aiHSTICTb.
BaxxnuBum IOACEKUM (akTOpaM TaKOXK CIiJI TOPUIUISTH yBary, a caMe ICHXOJOTi4HIM Ta
COMIANIbHIN MATPUMII TIEpCOHATY. 3a0€3MEeUUTH TOCTYII 10 TICUXOJIOTIYHOI JTOTIOMOTH, 0COOJIUBO
JUIsL TIpAaI[iBHUKIB 13 30H O0oiioBUX [iii abo BHYTPIMIHBO NepeMilleHuX ocid, dopMyBaru
KOPTIOPATHBHI 1HIMIaTHBH B3aEMOIOIIOMOTH (TPYI MIATPHUMKH, THMYACOBE JXUTIO). B iHTEepecax
HiIPUEMCTBA BAXIIMBO 30epiratu podoui Miclig, caMe TOMY, BaXKJIMBUMHU aCIIEKTOM MOKPAIICHH
MOxe OyTH yd4acTh y JA€p)KaBHUX TporpaMax CyOCHIyBaHHS 3apOOITHHX IUIAT, BUKOPUCTAHHS
MoJiesield THMYAcOBO1 3aifHATOCTI a00 CTaXKyBaHHS AJIs YTPUMaHHS MOTEHIINHUX MpaiiBHUKIB. L1
3aX0M JI03BOJIATh HE JIMIIE 30eperT KaJpoBUi MOTEHI1a] Y KOPOTKOCTPOKOBIM NMEPCHEKTHBI, a il
chopMyBaTu CTiIKy OCHOBY JJISl CTAJIOTO BiAHOBJICHHS Y MIiCIIBOEHHUI yac.

PE3YJIBTATH JOC/IIIKEHDb TA OIIIHKA. RESEARCH RESULTS AND
EVALUATION

Buacnigok mnpoBeneHOro IOCHIIKEHHsI 3'SICOBaHO, IO CTpaTeriyHe IUJIaHYyBaHHA Ta
aJlanTHBHE YOPABIIHHA € BHU3HAYaJIbHUMHU €JIEMEHTaMH JUIs CTajoro (yHKIIOHYBaHHS
MIAMPUEMCTB B yMOBax BiiiHM. BuUsiBI€HO, 110 OOMEXEHUM JOCTYI JI0 PECypCiB, 3aTpUMKa B
jgoricTuii Ta (PiHAHCOBI BTPaTH 3MYIIYIOTh MiANPUEMCTBA pO3pOONIATH HOBI MHiAXOIU 10
AQHTHKPU30BOTO yNpaBiiHHA. [103WUTHBHUI BIUIMB HANAIOTh MPOTPAMHU MIATPUMKH Majoro Ta
cepefiHboro Oi3Hecy BiJl MDKHApOIHUX oprasizauiid, Takux sk Mercy Corps, sKi CHPHUSIOTH
MOBEPHEHHIO MIJAMPUEMIIIB HA PUHOK. [{OCHIIPKEHHS TaKkoX BUSBHWIIO, IO OJ0Kaga yKpaiHChKHUX
MOPTIB Ta TAMYACOBA BiJICYTHICTh MOPCHKHX KOPUIOPIB CIIOHYKAIM O13HEC IIyKaTH albTepHATHBHI
MapHIpyTH TIOCTadaHHs duepe3 Kpainum €Bpormeiicbkoro Coro3dy. 3akoHOmaBYE BPETYITIOBAHHS
MYJIBTUMOJIAIbHUX TepEeBEe3€Hb BIAKPUBAE MEPCHEKTUBU JUIsl pO30YyIOBH JIOTICTUYHUX XabiB y
0e3neuHuX perioHax. 3HauHuN MOTEeHLIal U1 3pOCTaHHs e(peKTUBHOCTI MiIMPHUEMCTB IEMOHCTPYE
udpoBi3allis, 30KpeMa BIIPOBAKEHHSI €JIEKTPOHHOTO JOKYMEHTOOOITY, SIKUH CIIpHsie MIBUALIINA
B3aeMozii Mk BiaaimamMu. OKpeMo MIJKPECICHO KPUTUYHY CUTYAIIIIO 3 JIIOACHKUMHU pecypcaMu:
CKOpOUYEHHsI poO0oYOoi CHIIM, 3yMOBJIEHE JAeMOorpaiyHUMHM Ta BOEHHUMH (DaKTOpamH, BHUMAarae
IHBECTULIH B OCBITY, MEpPENiArOTOBKY Ta ICUXOJOTIYHY MIATPUMKY CHIBPOOITHHKIB.
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3anponoHOBaHO JEKUIbKA MPAKTUYHUX PIllIeHb, CEPEIl AKX THYUYKi (OpPMU 3alHITOCTI, CIIBIPALIS
3 OCBITHIMHM 3aKJIaJIaMU Ta Jiep>KaBHI IpoOTrpaMu CyOCcHIyBaHHS 3ap00iTHOT TIaTH.

BUCHOBOK. CONCLUSION

YMOBH BOEHHOTO CTaHY, [0 TIOCTAJIU B YKpaiHi, KapAMHAIBHO 3MIHIOIOTh OIEpalliiiHi yMOBH
JUIS TIIPUEMCTB, HAKIAJAl04d HOBI MPOOJEMH Ta MOTPEOYIOYM CTpPATeridyHO OOIPYHTOBAHUX
nigxomiB. Ctamuii po3BUTOK y IIbOMY KOHTEKCTI BUMarae iHTETPOBAHOTO Oa4eHHS, IO BKIIFOUYAE
CTpareriuHe mependadeHHs, THyYKe YIPaBIiHHS, OHOBJICHHS JIOTICTUYHUX MPOIECiB, HU(DPOBY
MOJZICpHI3AIlil0 Ta IHBECTHUIlI B JIOACHKUNA TMOTeHIad. EdexkTuBHE ympaBIiHHSI pPH3UKAMH,
JepKaBHAa Ta MDKHApoOJIHA MiATPHUMKA, a TAKOXK IHBECTHIIi B KOMIIETEHTHHX IPAIliBHUKIB €
dbyHIaMEeHTOM Il 3a0€3IMeYeHHS E€KOHOMIYHOI CTIHKOCTI Ta BITHOBJICHHS Oi3Hecy Ticis
3aBEepIICHHS BOEHHUX JIiH.
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ABSTRACT

The concept of "green™ construction and "green" standards in construction are considered. The advantages
and disadvantages of "green" construction are defined, the requirements for "green™ construction and the main
standards for "green" construction are highlighted.

Keywords: ecology, green construction, innovations, technologies

AHOTALISL

Po3rmsiHyTO NOHATTS "3e1eHe"” OyAiBHULITBO, "3ej1eH]" cTanaapTy mij yac OyniBHULTBA. BuzHaueHo nepesaru
Ta HEJOJIKH "3ejeHoro' OyHiBHUIITBA, BUAIIICHO BUMOTH IO "3eleHOro" OyIiBHHIITBA Ta OCHOBHI CTaHIApTH IO
"3emeHoro" OyAiBHHIITBA.

Karo4oBi ciioBa: exosoris, 3eieHe OyIiBHUITBO, iIHHOBAIIii, TEXHOJIOTI]

INTRODUCTION

"Green" construction is environmentally oriented and is based on various standards that
include energy conservation and rational use of natural resources throughout the entire life cycle
of a building - from construction to demolition. Certification systems are the basis for the
promotion and implementation of the most modern technologies, solutions, materials; the
implementation of innovations and the ability to assess their effectiveness. Construction and
operation in accordance with the principles of voluntary certification systems helps to solve a
number of problems at the same time: improving safety, high quality of work, ensuring comfort,
long-term operation, and subsequent savings during the operation of the facility. It is important to
note that "green™ norms and standards offer actions that prevent pollution and deterioration of the
environment, rather than aimed at eliminating the damage caused. This principle exists in all
"green” standards and is becoming increasingly important. [2]

BASIC THEORETICAL AND PRACTICAL PROVISION

In the process of studying the term "green™ construction, researchers have given a large
number of its interpretations, descriptions of its essence. It is important to note that the adjective
"green” in the phrase "green" construction™ is well-established and generally accepted, this term
originally came from a movement that arose in the early 70s in Western Europe and opposed
environmental pollution, the harmful effects of the development of nuclear energy, for the
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reduction of military budgets, decentralization and democratization of public life. Currently,
"green" is a synonym for "environmentally friendly". According to experts [2], "green"
construction is an industry that includes the construction and operation of buildings with minimal
impact on the environment. The main objective of "green” construction is to reduce the level of
resource consumption (energy and material) throughout the life cycle of a building: from the
selection of a site for design, construction work, operation, to repair and demolition. It is important
to note that ""green" construction is innovative construction with an emphasis on energy efficiency
and environmental friendliness in the broad sense of the word. Three main principles of eco-objects
can be distinguished: rational use of renewable resources (energy, land, water), minimization of
the negative impact of the real estate on the environment during construction, operation, disposal,
and creation of a comfortable microclimate for people through the implementation of "green”
standards. [3] According to experts, "green” construction is an approach to the design, construction
and operation of buildings that contains a number of solutions, measures, materials, approaches
and equipment aimed at energy and resource efficiency. It is noted that certification for compliance
with "green" construction standards allows not only to obtain an independent assessment of the
construction project, but also to increase the investment attractiveness of the project. [2]

The existing approaches to defining the term "green" construction reflect the relevance and
importance of this area for the implementation of business solutions in the field of resource
conservation. We propose to synthesize existing interpretations and understand “green”
construction as a direction of design, construction and operation of real estate objects, the purpose
of which is to ensure the minimization of the negative impact on the environment through the
rational consumption of natural resources, subject to an increase in the quality characteristics of
the object and the provision of comfortable conditions for its users.

RESEARCH RESULTS AND THEIR EVALUATION

Factors influencing the acceleration of the growth rate of the green building industry:
Government incentives,

Popularization of ideas and principles of green building,

Tightening of legal requirements,

Emergence of specialists in relevant fields,

Increasing availability of green technologies,

Creation of a national standard. [4]

"Green" buildings can include a large list of requirements, including energy resources, indoor
air quality, and the requirement that all building materials be from local sources. "Green™ buildings
have both obvious and hidden advantages that are revealed during operation. Obvious advantages
include a reduction of 8-10% or more in operating costs and higher rent. Hidden advantages include
more comfortable working conditions in these buildings, demonstrating to competitors one's
attitude to environmental protection. [4,5]

In general, eco-development today is not an urgent need dictated by external factors, but rather
the desire of the developer to use the competitive advantages of a unique project. After all, many
tenants of office buildings are ready to invest in creating the image of a socially responsible
company, offering comfortable working conditions for their employees. A similar situation is
observed in residential construction. The relative high cost of environmentally friendly
technologies makes them inaccessible to the mass consumer - they are used mainly in the
construction of luxury housing. In addition, it is noted that "green"” construction is not only the
construction of high-tech buildings that reduce the burden on the environment, but also concern for
the health of their inhabitants.

AN N NN
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CONCLUSION

We believe that the development and implementation of green construction standards
stimulates business, the development of innovative technologies, the economy, improves the
quality of life of society and the state of the environment. They are a tool for smart economics -
they save money at all stages and contribute to integration into the global trend, are the key to
foreign investment and recognition at the global level. [4] Certification according to green
standards allows the developer to gain a marketing advantage in the market, the opportunity to
quickly hand over or sell buildings, increase the capitalization rate, attract additional financing,
provide the building with a stable and solvent flow of tenants. For the tenant, this is an opportunity
to create a more comfortable environment for employees, increase labor productivity, save on
operating costs, strengthen their reputation in the market and contribute to corporate social
reporting. For the state, green construction standards are a lever for the introduction of innovative
technologies and support for the implementation of environmental legislation, as well as a market
mechanism for improving the quality of the environment.
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ABSTRACT

To ensure the success of the reform of the irrigation and drainage sector, the main procedures for regulating
and managing the water management complex must be based on innovative principles. The main directions for
introducing an innovative mechanism into the development of irrigation and drainage in Ukraine are outlined. The
integration of measures of the innovative mechanism for regulating and managing the development of irrigation and
drainage in Ukraine was carried out for the first time. The innovative paradigm of the mechanism for developing
irrigation and drainage should be laid at the basis of Ukraine's water policy.

AHOTALISA

Jnst 3a0e3neueHHs edekty Bin pedopmyBaHHS cdepu 3pOLICHHS Ta JPEHa)xy, OCHOBHI MpOLEAYpH i3
peryiioBaHHsS Ta YNPaBIiHHS BOJOTOCIOJNAPCHKMM KOMIUIEKCOM IOBHMHHI T'ypTyBaTHCsS Ha IHHOBAaLliMHMX 3acajiax.
BukitazieHo royioBHI HanpsiMH 3alpOBaJPKEHHS IHHOBAI[IHHOTO MEXaHI3My y PO3BUTOK 3pOIICHHS 1 IpeHaxy B YKpaiHi.
I[HTerpariist 3ax0/1iB IHHOBAaIITHOTO MeXaHi3My PEryJIIOBaHHS Ta YIPaBIiHHS PO3BUTKOM 3pOILIEHHS 1 IpeHaxy B YKpaiHi
MPOBEJICHO BIeplle. |HHOBalilHY MapagurMy MeXaHi3My PO3BHUTKY 3pOIICHHS Ta JPEeHaXy MOTPIOHO MOKIAcTH B
OCHOBY BOJIHOT MOJITHKH YKpaiHi.

KurouoBi ciioBa: npeHax, 3poNICHHS, iIHHOBAIIii, YIIPaBIiHHI
BCTYVYIIL. INTRODUCTION

InHOBalii € cyyacHUM METOJOJOTIYHUM MIIXOAOM st OTpUMaHHS Oa)xxaHuX
ONTUMAIILHUX PE3YNbTATiB IIOJMO YIPABIIHHSA CKIAAHUMH CHCTEMaMH. 3 I[IEI0 METOK JUIs
JOCATHEHHS BUILO1 BPOXKAMHOCTI KyJIBTYp 3a BUKOPUCTAHHSAM MEHIIOT KUIBKOCTI BOJH U €Heprii y
rio6anbHOMy MaclITall nepeadadaeTbes pO3BUTOK 1HHOBALITHOTO MPOIIECY, 110 MPOroJIOMIEHO
MixHapoaHOI KOMICi€0 MO ipHraiii Ta JIpeHaxy Ha mepiog no 2030 poky [12]; 3 meToro
30epexeHHs KOHKYpeHTHOi nepeBaru, €C mae 3HAYHO 30UTBIIMTH MacliTaOHE PO3rOpPTaHHS Ta
JIEMOHCTpAIlil0 HOBUX TEXHOJIOTIH y PI3HUX CEKTOpax Ta Ha €JUHOMY PUHKY, CTBOPIOIOUM HOBI
IHHOBAIII}{H1 JIaHIIOTH CTBOPEHHS BapTOCTI [2]; NpOrpecuBHI 1HHOBALIl CHPUSIOTH PO3BUTKY
CIIPOMOYKHOCTEH ipHramiiHoro komruiekcy Ykpainu [14] Tomo. 3anpoBapKkeHHsT MiXKTary3eBoi Ta
MDKIMCHIUIIIIHAPHO]T CITIBIpAIll HA M1ICTaBl IHHOBALITHUX MEXaH13MIB CTa€ KIIFOUOBUM MOMEHTOM
B JIOCATHEHH1 NEPCIEKTUBHUX Iteld. CaMe IHHOBAIIHHUM MMiIX1]1, IKUH IPYHTY€EThCS Ha IepeBarax
HOBITHIX LUISIXIB 3 YpaxXyBaHHSIM 3MEHIIEHHS PU3HKIB JO3BOJIE Peajli3yBaTH 3aX0U JOCATHEHHS
nocranieHoi Mmetu. HapikHUM KaMeHeM BIIPOBa/KEHHS IHHOBAIlH Y cepy 3pOIIeHHS Ta APEHAKY
VYkpaiHu cTae He BUJKMBAHHSA CYCIUJILCTBA 1 IEp’KaBU B CKJIAJHUX YMOBAX MOTIPIIEHHS KIIMaTy Ta
BEJICHHS BiffHM - a IOCSATHEHHS 1CTOPUYHOI Micii HapOy Ta Jiep>KaBu Y KpaiHH yepe3 30eperKeHHs
Ta ONTHMAJIbHE BUKOPHUCTAHHS BCIX HAIIMX MPHUPOJIHHUX PECYPCiB, MEPII 32 BCE BOJHUX PECYpPCIB
Ta BIAMOBIAHOT METIOPaTUBHOT IHPPACTPYKTYPH.
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3a3HauMMO, 110 Cy4acHE BUKOPHCTAHHS MOTEHIIANTY 3POIIYBAaHUX CHUCTEM OIIIHIOETHCS SIK
BKpail He3anoBuibHE [14]. BTpaT BoaM 3 riApOTEXHIYHUX CHOPYA YKpaiHH CKIIaJaloTh 80 MIIH.
M3 Boaum B pik. [13]. 3aranpHa 3HOIIEHICTH €JEMEHTIB 1HXKEHEPHOI 1H(pacTpyKTypH
MEIIOpAaTHBHUX CHCTEM BHACTINOK IXHBOI TOBroTpHBaoi ekcruryatauii ckinanae 60%, 3 HUX Ha
MDKTOCHOapchbkii Mepexi 55%, Ha BHYyTpilmHbOrocmojapcbkiii — 65% [11]. 3a piBHeMm
panioHaTbHOTO BUKOPUCTAHHS BOJHUX PECYPCIB Ta SKOCTI Boau YKpaina, 3a nanumu FOHECKO,
cepen 122 xpain cBiTy mocimae 95 wmicne [8]; akTyaibHOO B YKpaiHi 3aiHIIaeTbes mpodiema
pamioHasizanii BOJOKOPUCTYBAaHHS NPHU 3POIICHHI, a/DKE 3a YMOB «TPAIHLiHHOI» Memioparii
HEIMPOAYKTHUBHI BTpaTtu BoaHu A0X0aiTh 10 40%. 3MeHIIeHHs BTpaT Boau xova 0 Ha 1% y pik
JI03BOJIUTH IPOBECTH JI0AATKOBUH 1MOJIUB Ha 40 THC. ra CUIbCHKOTOCIIOAAPCHKUX 3eMelb [7].

OCHOBHI TEOPETHUYHI TA TIPAKTUYHI NIOJIOKEHHS. BASIC
THEORETICAL AND PRACTICAL PROVISION

3 METOI TOJI0JIAaHHS BKa3aHMX BHIINE HEOJIKIB MOTPIOHI MOTIHUOICHI JOCIIIKESHHS
3arpoBaKEHHS] MEXaHi3MiB 1HHOBAIlil y PO3BUTOK Ta YIPABIIHHS CHCTEMaMH 3pOIICHHS Ta
ocyueHHs. BukiiagemMo pe3ysibTaTy BUBUEHHsI IHHOBALIMHUX MEXaHI3MiB PO3BUTKY 3pPOLICHHS 1
IpeHaxxy B YKpaiHi 3 BUKOPUCTaHHSM JOCBiAy IHHOBAIiil y cdepi ymnpaBiiHHS BOJHUMH
pecypcamu Ta MeJiopalli€ro 3eMenb B KpaiHax 3 pO3BUHEHOK PUHKOBOIO €KOHOMIKOIO.

Hapasi no cdepu ympasninus JlepxxpubarenTcTBa YKpainu npuitHsato 143 3ponryBanibHi
CHCTEMH, TIJI0IA 0O0CITYyroByBaHHs AKuX aA0piBHIOE 1053,9 TuC. ra Ta 297 OCYyIIyBaJIbBHUX CHCTEM,
wioma oOCIyroByBaHHsl SIKMX jgopiBHIOE 390,4 THC. Ta; TUIAHYETHCS 3POCTAHHS MEpEexi
opranizaiiit BonokopuctysauiB (OBK) 3 60 no 110 opranizamiit tomo [14].

VY tabn. 1 cucreMaTH30BaHO TOJOBHI CKJIQJOBI IHHOBALIHHOTO MEXaHI3My pery/IIOBaHHS
Ta YIPaBJIiHHS PO3BUTKOM 3pOILEHHS 1 JIpeHaxy B YKpaiHi.

Ta6aunus 1. OcHOBHI HanPAMM iHHOBALIHHOT0 MeXaHi3My pery/JIl0BaHHS
Ta yNPaBJIiHHSA PO3BUTKOM 3POILICHHS i IpeHa:Ky B YKpaiHi

Hanpsimu Po3KkpuTTS 3MiCTY HANIPSAIMIB
Merta YTBOpeHHs Ta peanizailis CTIHKOI 1HHOBallIHHO-IHBECTHIIIMHOT
MOJICTII  BUNEPEDKYBATHLHOTO PO3BUTKY arpapHoro CeKTopa,
JOCATHEHHSI BHUCOKOi €KOJOro-eKOHOMIUHOI e(EeKTUBHOCTI Ha
MEJIOPOBAHMX 3€MJISX, 320XOUYEHHI 70 €KOJOTIYHUX HOBOBBEJICHD 1
3abe3neueHHi popMyBaHHs NONUTY Ha iHHOBawii [10]

Busnauyna poJub 3a0e3neueHHs] CTUMYJIIOBaHHS ONTHMI3allli BUKOPUCTAHHS BOJY;
IHHOBaNii 3alpoBa/KEHHs] 1HHOBAIlil Ha BCIX CTaliiX BOJHOIO IHKIY,
3a0e3MeueHHs] MOTOYHOI PEHTAa0eNbHOCTI ClIbChKOIOCIOAAPCHKOL
JISTBHOCTI Ta MalOyTHBOI KOHKYPEHTOCIIPOMOKHOCTI
BojIoKopucTyBauis [10].
[ep:xxaBHe CtBOpeHHsI 1HGPACTPYKTYPH PUHKY 1HHOBALIl, PO3BUTOK CHUCTEMH
peryJIloBaHHs TpaHcdepy TEXHOJOTIH; CTBOPEHHSI OpraHi3aliiiHO-eKOHOMIYHOTO
iHHOBaNiiiHoO- MEXaHI3My pPEryJlOBaHHsS Ta YIPABIIHHA PO3BUTKOM 3pOILIEHHS 1
IHBecTHLiIHHOT JIpeHa)xy B YKpaiHi Ha OCHOBI iHHOBalid, QopMyBaHHA
NMOJIITHKH XOJITUHTOBUX KOMITaHIM Ha 0a3i Jep:KaBHUX BOJOTOCIOIAPCHKUX

HiANPUEMCTB K €(PEeKTHBHOI (JOPMHU HApPOIIEHHS 1HBECTULIHHOTO
noteniiany [10].

Buau inHoBamiii: TeXHiKO-TeXHOJIOTiYHi iHHOBaWii: TEXHOJIOTi BHPOIIYBaHHSI
CLIbCHKOTOCTIOAPCHhKUX KYJBTYp 3a ONTHUMI3alll pi3HUX crnocoliB
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MOJIUBY Ta PEXKUMIB 3POIIEHHS, CUCTEM YIOOpeHHS, O0OpOOITKY
IPYHTY Ta 3aXHCTy POCIIMH; aBTOMAaTH30BaHI CUCTEMH KEpyBaHHS
3pOLICHHAM 13  3aCTOCYBAaHHSIM  IHHOBAIIMHUX  TEXHOJIOTIH;
MOHITOPUHT Ta KOHTPOIb €pO3IHHHMX TPOLECIB, MOJCITIOBAHHS,
CHUMYJIALIIS Ta aHAJI3y TeHICHLIN, OLIHIOBAaHHS BOJOTOCTI IPYHTY Y
rajyy3i TOYHOTO 3eMJIepOOCTBa A BOJ030€piraroumx CrocoOiB
3poIIeHHS — e(PEeKTUBHHUX BHJIIB KPAIJIMHHOTO Ta HU3bKOHAITIPHOTO
nomyBanHst [20], HOBiITHI Ta I1HHOBAIIWHI TEXHOJOTIi 3POIICHHS
[9,14], cucrtemu TOYHOTO Ta HH3BKOBYIJICIIEBOTO 3eMIIEPOOCTBaA,
MiHIMaJIBHOTO Ta HYJILOBOTO 00pOOITKY IpyHTY [9,22 |,
3aCTOCYBAHHS €JIEKTPOXIMIYHO aKTUBOBAHUX EKOJIOTIYHO OE3MEUHUX
COJIbOBHX PO3YMHIB ISl MIABUIICHHS (YHKIIOHYBAHHS CHCTEM
3poieHHs Ta e(heKTHBHOCTI pociuHHUITBA [17];
oprasizaniiiHo-ynpaBJiiHcbKi iHHOBaIii: iHTErpaiis HOBUX GopM
oOciyroByBaHHs MemoparuBaux cucreM (misutbHicTh OBK) 3
1HPPACTPYKTYPOIO BOJIOKOPUCTYBAHHS; CHCTEMH aBTOMATHU30BaHOTO
yIlpaBiiHHs/aBTOMaTH3amii  ynpasniHas  [14],  iHdopmamiiini
CHCTEMH HIATPUMKH HPUHHATTS YIPABIIHCHKUX PIillIEHb 3aXOAH 3i
CTBOPCHHSI TIOTYXHOCTCH Ui 3a0€3MEeUeHHS KOOpAMHAINI Ta
yIIpaBJIiHHS IpOLIecOM; HaB4aHHs Qaxisiis [15].

Peanizanis
oprasizamiiiHux
3axoaiB
MiATPUMKH
iHHoBamii

Y I0CKOHAJICHHS OPTaHi3alifHO-EKOHOMIYHUX B3a€MOBITHOCHH MIiXK
CUIBCBKOTOCIIOIAPCHKUMHU TOBapOBUPOOHUKAMHU Ta
BOJIOTOCIIOIAPCHKAMHU  OpraHi3ailisMu,  30iUIbIICHHS  OOCSTIB
HAIXO/KEHHS  1HBECTHIIif, TMONIMIIEHHS TEXHIYHOTO CTaHy
3pOIIYBaHUX CHCTEM, 30KpeMa IIIIXOM IX PEKOHCTPYKIii W
TEXHIYHOT'O MEPEOCHAIIEHHs 3 JOTPUMAaHHSIM BHMOI €HEpro- Ta
PECypCOOIIaHOCTI ¥ eKOJOriyHOi  Oe3MeKH; MPHUCKOPEHHS
3aMpoBa/PKEHHs 1HHOBALIMHUX TEXHOJIOT1H, 30KpeMa 3aCTOCYBaHHS
KPAaIuIMHHOTO 3pPOIIEHHS Ui TIBUIICHHS EKOJOr0-eKOHOMIUHOL
€(EeKTUBHOCTI BUKOPUCTAHHS MOJHUBHIM BOJM; 3aCTOCYBaHHS
KOHCOPIIIYMHOTO KpPEAWTYBaHHS Ta TapaHTYBaHHS MOBEPHEHHS
BEJIMKHX CyM KpEAMTIB; KOONEPYBAaHHS CIIIIOCIIBUPOOHMKIB PI3HUX
opraizarifHo-mpaBoBUX (POPM TOCTOJAPIOBAHHS JIA 31HCHEHHS
CIUIBHUX IHBECTHLINA 1 MiHiMizauii pu3ukiB [10]; 1HCTpyMEeHTH
«Tepuoro 30MTKYy», KOJIU JIepXKaBHI yCTaHOBM OepyTh Ha cebe
MIOYaTKOBI PU3UKH, 11100 320XOTUTH y4acTh PUBATHOTO cekTopa [4],
00K 00CsTriB BOJM Ha 3pOIIEHHS, BpaxyBaHHs SKOCTI BOAM Ta
MIOCJIYT, BPaxyBaHHsI BAPTOCTI eHeproHociis [ 14].

3a0e3neueHHA
iHHOBaNil
JKepeaMu
dinancyBanHs

@diHaHCyBaHHSl 1HBECTHUIIl Yy BOJHE TOCIOJApCTBO Y IOBHOMY
o0cs31, KpeauTHE CTpaxyBaHHS 1HHOBalIMHUX pO3pOOOK Ta
MO>KJIUBUX PU3HKIB Yy MpoLiecl IHHOBALIHHOI A1SUIbHOCT1, CTBOPEHHS
CHeliaIbHUX 1HHOBAlIHHO-1HBECTUIIIMHUX OaHKIB JIJIs1 KOHIIEHTpAIIil
KalliTAIbHUX ~BKJIQJIEHb, BIPOBA/DKEHHS MPOTPEeCHBHUX (hopMm
iHBeCTHUIlifHOTO 3abe3meueHHsT (KOIITH pPEriOHATbHUX BOJHUX
(¢oHMIB, IHCTUTYTIB CHUIBHOTO 1HBECTYBaHHS, MIDKHAPOJIHUX
(1HAHCOBO-KPEIUTHUX YCTAaHOB, MO3MK YpPs/IiB PO3BUHEHUX KpaiH
TOIO), (OpMyBaHHS JEPKaBHOTO KamiTaly Ha MPHHIUIAX
JIep>KaBHO-TIPUBATHOTO TapTHEPCTBa, OaHKIBCbKE KPEIUTYBaHHS,
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JI3UHT;  CTBOPEHHS  IHHOBamiHMX 00’€IHaHb  BHPOOHUKIB
CUIBCHKOTOCIIOIAPCHKOI  TPOMYKINI Ha METIOpOBaHUX 3EMIIAX Y
MeXax O0JIaCTI YM KUJIBKOX PaioHIB 1 CTBOPEHHS Ha OCHOBI ITMX
00’€THaHb aKI[IOHEPHUX TOBApUCTB, BEHUYPHUX
CUIBCBKOTOCTIOAPCHKUX  MIAMIPHEMCTB, arpoOKOMIUIEKCIB, SIKi
3MOXKYTh MPOBOJIUTH OUTBII €PEKTUBHY MOJIITHKY IIOJ0 3aTy4eHHS
KOIITIB SIK BITYM3HSHUX, TaK i iHO3eMHUX iHBecTOpiB [10]

CTBOpeHHs Haganns momaTkoBUX MBI CyO’€KTaM  HiANPUEMHUIIBKOT
CHCTEMH JISUTBHOCTI, IO MPUAOAIM 1HHOBAIii Ta MpPHU 1HBECTYBaHHI HUMH
€KOHOMIYHOT0 BJIACHUX KOIITIB Y HAYKOB1 JOCIIIKEHHS JIJIs1 PO3POOKH €KOJIOTIYHUX
CTUMYJIIOBAHHS iHHOBaIil y  MeNiOpaTUBHOMY KOMILJICKCi;  yIOCKOHAJIECHHS
TPYHTOOXOPOHHOI | OpraHi3aliiHO-€KOHOMIYHOTO MEXaHI3My B3aeMOJIi  CyO0’€KTiB
iHHOBaNiiiHOI mporecy 3alydyeHHs MNPsAMHX 1HO3EMHHUX IHBECTHLIA y HampsMi
AIILHOCTI BHKOPHCTAHHS BaXeNiB HedickanpbHOro xapakrepy [10]
NiINPUEMCTB
®opMyBaHHA @dinaHCcyBaHHS  BUTpaT Ha  yOpaBIiHHSA, OOCIyroBYBaHHS,
CHCTEMH eKCIUTyaTaIlilo Ta PO3BUTOK 3POIIEHHS 1 IPEHAXXy HAa OCHOBI CHCTEMHU
TapuoyTBOpeHH | TapudiB; yCYHEHHs IEPEUIKO/I BIAHOBIIOBATH 3POIIYBATbHY MEPEXKY
sl Ha MOCJYTH 3 METIOpaTHBHUX CHCTEM YKpaiHu 4yepe3 HU3bKi Tapudu Ha mojady
nojaavi/BinBeaeHH | Boau [7]; BUKOpUCTaHHS MO3UTHBHOIO JOCBiNYy HaJaHHS MOCTYT
s1 BOM ISl M0/1a4i/BiIBE/ICHHS. BOJM Ha IHHOBAIIWHIA OCHOBI [5]; amamTarris
3pOIIIEeHHSI Ta CTaBOK Tapu(iB 0 3MiH y pUHKOBOMY CEpEIOBHILI, PO3TIsi Tapu(iB
JAPEeHAKY K JDKepenia 3aJ0BOJICHHS MMOTPEOM Yy 3HAYHHUX IHBECTHINISIX B
1H(MPaCcTpyKTypy, CTBOPEHHS TapU(pHOI CTPYKTYpH, fKa BKIIOYAE
eKCIUTyaTalliiiHi BUTpAaTH Ta 1HBECTHIIil; HEOOXiTHICTh HEeperisimy
Tapu(iB I aanTalii 10 HOBUX HaNpsMiB BUKOPUCTaHHS BOIH [3];
KOOpAMHAIIS CcUCTeMU TapudiB Tpu TMOJAvi/BIABEICHHS BOJIU
omepaTopoM 3 Tapudamu Ha nocayru OBK
BaockonaseHHs BpaxyBaHHs BHCOKOT'O piBHS HAyKOEMHOCTI chepu
HAYKOBHUX 3acajl BOJIOKOpUCTYBaHHS [19]; mnpoBeneHHs ¢yHIAMEHTAIBHUX Ta

iHHOBaWiil y

MPUKJIaJHUX JOCTIIKEHB; pO3pO0Ka rIPOIOTiYHUX KPUTEPIIB Y TUX

PO3BUTKY tunonoris [12], sKi HagalOTh Kpaili MOXIHUBOCTI; PO3KPUTTS

3POIUCHHS Ta METOJIMYHUX 1 NPUKIIAAHUX acleKTiB (POPMYBaHHS Ta BIIPOBAKEHHS

APEHAKY IHHOBAIIIHOI CTpaTerii CTaJoro BeAEHH IOCIOAAPCHKOL JisIbHOCTI
Ha 3pOIIYBaHUX 3eMJISIX B YMOBaX 3MIHHU KJIIMaTy, BIiCbKOBOI arpecii
pd Ta micnABOeHHOI BiAOYIOBH, OOIPYHTYBaHHS E€KOHOMIUHOI
JOLUIBHOCTI  iX BIOPOBA/PKEHHS TMPU BEICHHI 3pPOIIYBaHOTO
3emiiepoOcTBa [9], po3poOka OCHOB BOJHOTO, EKOJOTIYHOTO Ta
€HepreTMYHOro  ayAuTIB Uil  OOTpYHTYBaHHS  €(QEKTUBHUX
IHHOBAIlITHKX pillleHb

Bupimenns [Moeramue  (Step-by-step) BrigeHHs cucTeMu  IHHOBAIlHHO-

NPaKTHYHUX iHBecTHUIlitHOTO 3a0e3meueHHs memnioparii [10]

3aBIaHb

peaJiizauii

BpaxyBanus 3amyyeHHS BOJHUX pecypciB p. JlyHail y MpOeKTH 3 B1AHOBICHHS

NPAKTHKHU 3pOILIYBAIbHUX CHCTEM B MiBAEHHUX oOnacTsax Ykpainu [20],

BHU3HAYEHHS 1HHOBAIII] TIPX BUPOIITYBAaHHI BUTITHUX JIJIS1 TOCTIOIAPCTBA KYIBTYP:

NepuIoYeproBux OJIMBKH, (icTaIlKH, XypMa, JUMOHH, Tprodeni [6].
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00’€KTiB
3anpoBa/IKeHHA
iHHOBaNil

JIxxepeno: ctBopeHo aBropamu 3a [1,3-10,14,15,17-20].

JlocnmimHuKaMu  3a3HA4yae€Thcsl TOTpebda peamizaimii 1HHOBAIIKHOI MOJCII EKOHOMIKH,
PO3BHUTOK BJIACHOTO HAYKOBO-TEXHIYHOTO MOTEHIiaNy WUIICHOI 1HHOBAIIMHOI iHQPACTPYKTYpH
[16].

[HHOBaLIfHUN TUN BUPOOHMIITBA BiJIOBIIA€ Cy4aCHUM BHMOTaM JO HAJaHHS IMOCIYT 3
nmoaadi Boau (piBeHb SKOCTI MOCIYT, CTPOKH BHKOHAHHS 3aMOBJICHb, PEAKIlisl 32 3MIHHM MOIHUTY
PHHKY, CUCTEMa YIPaBJIiHHS, 33/JI0BOJICHHS BUMOT JI0 €KOHOMiuHOCTI Tomio) [8]. ¥ po3podrax
BpaxOBaHO XapaKTEepHI PUCH IHHOBAIM — A7 pO3pOOKII Ta BIPOBAHKEHHS HOBOBBE/ICHD
HEOOX1THO BUTpAayaHHS MEBHUX KOIITIB; €IMHUN IHHOBAIIMHUI MiAXiJ MOCUIUTH KOOPAUHAIIIO
(B3aeMOIi10) Ta 3B'SI30K CKJIAIOBUX 1HHOBAIIIMHOTO MEXaHI3MY.

IHHOBaIIMHMN NUIAX PO3BUTKY JO3BOJISIE 3MEHIUIUTH OOCATH KamiTaJbHUX BKJIAJAEHb IS
BiJTHOBJICHHSI O0'€KTIB CHCTEM, 3MEHIIUTHA (DIHAHCOBI BUTpATH, BTPATH PECYPCiB, 3HAYHO
CKOPOTHTH CTPOKH OKYITHOCTI KaIliTaJbHUX BKJIaJieHb. [Ipy IIpiopuUTETI CTpaTEriuyHUX 1HTEpPECiB
JiepKaBH Ta Oi3HEC-IHTEPEeCiB yYaCHHUKIB (areHTIB) MOXJIMBO JOCITTH peajizalii CTiiKoi Mozemi
BUIIEPEIKYBAJILHOI'O PO3BUTKY arpapHOro CEKTOpa 4yepe3 PO3BUTOK 3POLICHHS Ta JPEHaxy Ha
MiJICTaBl 3aCTOCYBaHHS IHHOBAIlIMHUX IHCTPYMEHTIB.

JlocniJHUKaMH  pO3IJIsIAl0ThCS MPOIMO3ULIT HaJaHHSA IOCIYT 13 3pOIIEHHS Ha OCHOBI
iHHOBalii. BcTaHoBIEHO, IO BNPOBAKEHHS 1HHOBAIIMHUX pecypco30epirarounx TEeXHOJOTIH
(Bomo30epiraroyi €KOJIOTTYHO O€3MeYH] peXKUMH 3POIICHHS, BHECEHHS JOOPHUB 3 TTOJIMBHOKO BOJIOIO
MaJIMMH HOPMaMH, MPOBEACHHS TOJUBIB HU3bKOHAMPHUMH JIOIIYBAJbHUMH MAalIHHAMH,
onTHUMi3allisi poO0TH HACOCHOCUIIOBOTO 00JIalHaHHA) 3a0€3MeUnTh 3HIKEHHS PIBHS CIIOKUBAHHS
Boau Ha 15%, enekrpoeneprii — Ha 10%, 010 iICTOTHO MOCTA0UTH TEXHOTCHHE HABAHTAKCHHS HA
JOBKUIJIS Ta MiJIBUIIUTH EKOHOMIYHY €(DeKTUBHICTh 3eMJIEpOOCTBA Ha MENIIOPOBAHMX 3eMIIsiX [22].
[InanyeTbcst CTBOPEHHS YMOB ISl €(EKTHBHOTO 3€MJIEKOPUCTYBaHHS Ha OCHOBI 1HHOBAIIIMHHUX
TeXHOJIOTi# 3porieHHs [21].

[HHOBaLIMHMN MAX1A OPU NPUNHATTI PIIIEHb B YIPaBIiHHI 3POILICHHSM Ta OCYIICHHSAM
CHpsSMOBAHUI Ha 3a0e3MeueHHs 1HTepeCiB BCIX 3al[IKaBIEHUX CTOPIH: CYCIHIJIbCTBA, OMEPaTOpIB
00’€KTIB MENIIOpPaTUBHUX cHUCTeM JepkaBHOI BiacHocTi, OBK, BonmokopucryBauis (¢pepmepis,
rocrojapcTB, Kopmnopauii, Ttomo). Ilpu 1poMy 31HCHIOETBCS BUKOPUCTAHHS MMOTEHIIATY
IHHOBAIIIT BIJ JOCTITHUIIBKUX CTaJIIl 10 KoMepIriami3aiii gociipkens. [lepexin o cranoi mosei
3pOLIEHHS, pO3p0o0Ka yIpaBlIiHCHKUX PillIeHb HA OCHOBI BpaxyBaHHS HEOE3MEKH BiJl MPUPOJHUX
SIBUIII, 3aITPOBAHKCHHS 1IHHOBAIIHOTO MiIX01y OOpOTHOU 3 OIYCTENIOBAaHHSAM, a/ICKBATHA PEAKITIS
Ha eKCTPEeMaJIbHI MOTOIHI YMOBH BUXO/[s14l 3 IPOTHO31B 3MiH KJIIMaTy, BAKOPUCTAHHS Pe3yJbTaTiB
HAyKOBHX JIOCIIIJIKEHb, TPOBEJCHHS LIIHOBHUX aYAUTIB JUIsl pO3pOOKU €PEKTUBHUX 1HHOBAIIIHUX
pillleHb, YHUKHEHHsI Ha/JIMIPHOTO CHOXXHBAHHS BOJH, MEPEMILIEHHS BUPOILYBaHHS MPOIYKILIi Yy
30HM 3 TapaHTOBAaHOK 3a0€3MEYCHHICTIO BOJOI0, MiATPHMKA BUPOIIYBAaHHS Ha 3pPOIITyBaHUX
3eMJISIX MPOIYKLIi 3 BHCOKOIO JOJAHOIO BapTICTIO Ta BHUPOLIYBAaHHS OPraHi4HOI MpPOIYKIIii,
YTBOPEHHS MEXaHI3MIB ajanTaiii cTaBoK TapudiB A yMOB PHHKY, CTUMYJIIOBaHHS IE€BHOI
THYYKOCTI y O13HEC-MO/IEIISIX 32 YMOBH 3pOCTaHHS BapTOCTI €Heprii, 3a0e3MeYeHHs] JTUHAMIYHOCTI,
OOIPYHTOBAHOCTI 1 MPO30POCTi BCTAHOBJIEHHS CTABOK TapH(]iB MpHU BiTHOBJICHHI HA HOBIi OCHOBI
3pOLIYBAJIBHUX CHCTEM Ta CUIbCHKOTOCMOJAPCHKUX YTib TICHISI PO3MIHYBAHHS TEPUTOPIi,
COpUSHHS EHEeproe(eKTUBHOCTI Ta CTUMYJIOBAaHHS 3alpOBAa/DKEHHA EHeproe(eKTUBHUX
TEXHOJIOT1H y 3pOIICHH] TOIIO.
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Buxin O6auuThcs y MHUPOKOMY PO3BUTKY IHHOBAIii Ta OTpUMaHHI e]exTy BiI
“CrIoHyKaHHs” 10 IHHOBAIlii, BAKOPUCTAHHI PEBOJIOIIHMX 1/1€H IIOJI0 BiJHOBIIEHHS Ta PO3BUTKY
3pOIICHHS 1 JpeHaXy B YKpaiHi B yMOBax 3MiH KJiMary, BiHHM Ta MICISBOEHHOI BilOY/IOBH;
peaizanii HOBUX MOXKJIMBOCTEH, CHpPUSHHI HEPETBOPEHHAM ISl JOCSTHEHH] 4iTKO BCTAHOBJICHOL
METH, JOTPUMAaHHI I[IJIbOBOTO XapaKTepy IHHOBAIlM y peami3aiii IPOeKTIB Ta MPOBEICHHS
MOJIENIIOBaHHSL 00’€KTIB 1H(pPACTpyKTypu uepe3 (GopMyBaHHS IHHOBALIMHOI 1HPPACTPYKTYpH;
NMOTPiOHO 3MIMCHUTH TIepeXia BiJ 1HHOBAIIM y OKpeMi €JIeMEHTH BOJHOTO HHUKIY (crocoOu
3pOILICHHS Ta OCYIICHHS, CHCTEMH KepyBaHHS 3pOIICHHSM/OCYIICHHSIM, €KCIUTyaTallisl CUCTEM,
MIJBUIIECHHS SKOCTI BOJHHUX PECYPCIB, €KOHOMIi €HepropecypciB, TEXHOJIOTii BHUPOIIYBaHHS
KyJIbTyp) [0 BHKOPHCTaHHS 1HTETPOBAHOTO MiAXOJy B YIPaBIiHHI KOMIUIEKCOM 3pPOIICHHS Ta
JIpeHaXy 13 JOTPUMAHHSAM pErJaMEHTIB/TIOKAa3HHWKIB Bijjayi BiJ MeEJIIOPOBAaHUX 3€MeEJb;
dbopMyBaHHS  3aKOHOJABYOI 0a3W, MOJATKOBHUX MUIBI IS BIPOBA/KEHHS OUTBII CTIMKHX
TEXHOJIOT1H 1 301IbIIICHHS 1HBECTHUIIIN Y IHHOBAIIIT Ta 1H.

B Ykpaini 3a 06’ €KTHBHOIO OIIIHKOIO IMTOTEHITIATY 3pOILICHHS Ta APEHAXKY 13 3aCTOCYBAaHHAM
IHHOBAIIIMHOTO TIXOy - IMOCTIHHOIO 3pOIICHHS MOTPeOYIOTh 18 MIIH. Ta, CyMapHi MOXKJIMBOCTI
10710 BiIHOBJICHHS ILJIONI 3POIICHHS HA IiIKOHTPOJIBHIA YKpaiHi TepUTOpii HUIIXOM peaizamii
MPOCKTIB 3 PEKOHCTPYKIIiT Ta MOJICPHI3allii HASBHUX 3POIIYBAJILHIUX MEPEkK CTAHOBIIATH 1oHa 1 700
THC. Ta., NependavyaeThCcs 3alydeHHS BOIHUX pecypciB p. JlyHail y NMpOEKTH 3 BiIHOBICHHS
HAsBHUX B MIBIACHHUX 00JACTAX 3pOINYBAJbHHX CHCTEM; OYIKYBATUMYTHCS TAKOXK 3aXOJU 3
BIJTHOBJICHHSI JPEHAXHHUX cucTeM y 30Hi [lomices - Ha mepmomy erami poOit (mo 2030 poky)
MOTPiOHO BiTHOBUTH pOOOTY HAIBHUX JPCHAKHUX CUCTEM B PEXKHMI MOJIBIHHOTO PETYIFOBAHHS HA
3arajipHiM o He Menme 350 Tuc. ra. [18].

OUIHKA PE3YJIbTATIB JOCJIIXKEHHS. RESEARCH RESULTS AND
THEIR EVALUATION

B pe3ynbTati q0CHIKEHHS BCTAHOBJIEHO 3HAUYEHHS Ta 3allpOIIOHOBAHO OCHOBHI CKJIAJIOBI
MEXaHI13My PO3BHUTKY 3pOILIEHHS Ta IpeHaKy YKpaiHU Ha OCHOBI IHHOBAIIH.

BUCHOBKMH. CONCLUSION

[HHOBaLIMiHY mNapaaurMy MeEXaHI3MYy pO3BUTKY 3pOIIEHHS Ta JpeHaxy B YKpaiHi
HEOOXIJTHO TMOKJIACTH B OCHOBY BOJAHOI MOJITHUKM - YHPaBIiHHS BOJHUMH pecypcamMu Ta
1H(PaCTPYKTYpOIO 3pOLICHHS Ta APEHAXY Y KpaiHH.
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ABSTRACT

This article examines the integration of green economy principles into Ukrainian agricultural enterprises
through the assessment of key indicators from 2015 to 2023. The study reveals positive trends in resource efficiency,
partial progress in emission reduction, and limited adoption of circular practices. It highlights the need for targeted
policy support, investment in sustainable technologies, and improved reporting mechanisms to accelerate green
transformation in the sector.

Keywords: green economy, agricultural enterprises, resource efficiency, greenhouse gas emissions, circular
practices

AHOTALIS

VY crarTi npoaHasi30BaHO IHTErpamilo MPUHIHKIIB 3€1€HOI €KOHOMIKH B JisIbHICTh arpapHUX IAIPUEMCTB
VYkpalHH Ha OCHOBI TUHAMIKH KJIFOYOBHX MOKa3HHKIB 3a 2015-2023 poxu. Bu3HaueHO MO3WTHBHI 3pYIICHHA Yy
pecypcoeeKTUBHOCTI, YaCTKOBE CKOPOYEHHSI BUKHIB Ta HU3bKUH PIBEHb BIIPOBAIPKCHHS IUPKYISPHUX MPAKTHK.
AxktieHT 3po0IteHO Ha moTpeOi MITFOBOT MO THKY, IHBECTHIIIH y CTAITy MOJCPHI3AIlI0 Ta MOKPAIIEHHS 3BiTHOCTI.

KiiouoBi cioBa: 3eneHa eKOHOMIiKa, arpapHi HiJIPUEMCTBA, PeCypcoe(eKTHBHICTh, BUKHIN HAPHUKOBHX
ra3iB, IUPKYISAPHI TPAKTUKA

INTRODUCTION

The transition towards a green economy has become an essential global priority in the
context of sustainable development and climate change mitigation. Agriculture, as a resource-
intensive and environmentally sensitive sector, plays a pivotal role in achieving ecological balance
and long-term economic resilience. In recent years, the integration of green economy principles
into the operations of agricultural enterprises has gained increasing attention, especially in
countries undergoing structural transformation and environmental modernization.

This study aims to assess the dynamics of key indicators that reflect the implementation of
green economy practices in the agricultural sector. Emphasis is placed on resource efficiency,
environmental impact mitigation, adoption of circular practices, and sustainability reporting. The
relevance of this research lies in identifying trends, bottlenecks, and potential growth areas that can
inform evidence-based policy-making and strategic planning for the agri-food industry.

By analyzing quantitative data and qualitative shifts, this paper contributes to a deeper
understanding of how agricultural enterprises adapt to the principles of the green economy, and
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what implications this transformation has for national and regional sustainable development
agendas.

LITERATURE REVIEW

The integration of green economy principles into agriculture has attracted significant
scholarly attention over the past two decades, especially within the frameworks of sustainable
development and climate policy. The concept of the green economy, broadly defined by the United
Nations Environment Programme (UNEP, 2011), emphasizes low-carbon, resource-efticient, and
socially inclusive growth. In agriculture, this implies shifting towards production models that
reduce environmental impact, enhance soil and water conservation, and promote biodiversity.

Several studies have highlighted the role of sustainable agricultural practices—such as
organic farming, agroecology, precision agriculture, and circular approaches—in aligning
agricultural enterprises with green economy goals (Altieri et al., 2015; Tittonell, 2020). These
practices are not only environmentally beneficial but also economically viable in the long term,
particularly when supported by policy incentives and access to green technologies.

Empirical research has shown that the adoption of green economy elements in agriculture
correlates with improvements in key sustainability indicators, including energy and water use
efficiency, greenhouse gas emissions, and waste management (Pretty et al., 2018). In the European
context, the EU Green Deal and the Farm to Fork Strategy have created institutional mechanisms
to facilitate this transition (European Commission, 2020). For countries with transitioning
economies, such as Ukraine, the challenge lies in balancing productivity with environmental
stewardship, which requires targeted investments, regulatory alignment, and access to innovation.

Studies also underscore the importance of sustainability reporting and environmental
accounting in assessing the level of green transformation among agricultural enterprises (FAO,
2021). Indicators such as eco-efficiency, resource productivity, and environmental performance
metrics are increasingly used to monitor progress and guide strategic decision-making (OECD,
2019). However, there remains a gap in consistent data collection, particularly in the Global South
and post-Soviet economies, where institutional and infrastructural limitations persist.

Overall, the literature suggests a growing convergence between the goals of agricultural
modernization and the imperatives of environmental sustainability. Yet, the extent and pace of this
integration vary significantly across regions and depend heavily on national policy frameworks,
stakeholder engagement, and financial mechanisms.

THEORETICAL AND PRACTICAL PROVISION

The integration of green economy principles into agricultural enterprise management is
grounded in a broad interdisciplinary theoretical framework that encompasses environmental
economics, sustainable agriculture, institutional theory, and innovation systems. Theoretical
foundations of the green economy suggest that economic activities must operate within planetary
boundaries, optimize natural resource use, and internalize environmental externalities (Costanza et
al., 2014). In agriculture, this translates into adopting farming systems that are both productive and
ecologically sound.

From a methodological perspective, the assessment of green economy integration relies on
a system of indicators that capture environmental performance, resource efficiency, and
sustainability outcomes at the enterprise level. These include indicators such as energy intensity,
water usage per unit of output, greenhouse gas emissions, use of organic inputs, and
implementation of sustainability reporting mechanisms. International organizations such as the
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FAO, OECD, and UNEP have contributed to the development of harmonized metrics for tracking
progress in green transformation.

In practical terms, the implementation of green economy principles in agricultural
enterprises involves multiple dimensions: technological modernization (e.g., adoption of precision
farming and renewable energy), institutional adaptation (e.g., compliance with environmental
standards and green certification), and behavioral change among producers and managers. The
success of these transformations depends not only on access to capital and innovation but also on
regulatory incentives, technical capacity, and market readiness.

In the Ukrainian context, the practical realization of these principles is shaped by both
external factors—such as alignment with EU environmental policy—and internal challenges,
including fragmented land ownership, outdated infrastructure, and limited access to sustainable
technologies. Nevertheless, positive dynamics have been observed in certain regions and among
progressive agricultural enterprises that demonstrate high levels of eco-efficiency, biodiversity
preservation, and resource optimization.

Overall, the theoretical provisions support the feasibility of green transformation in
agriculture, while practical applications underscore the need for systemic support mechanisms to
facilitate transition across diverse agricultural systems.

METHODOLOGY

The objective of this study is to assess the integration of green economy principles into the
operations of agricultural enterprises by analyzing the dynamics of key sustainability indicators
over a defined period. The study seeks to identify both progress and gaps in adopting
environmentally sound practices and to provide evidence-based recommendations for enhancing
green transformation in the agricultural sector.

To achieve the stated objective, the following research objectives were formulated:

to systematize theoretical approaches to the integration of green economy principles in
agriculture;

to identify a set of key indicators reflecting environmental, economic, and resource
efficiency dimensions relevant to agricultural enterprises;

to evaluate the temporal dynamics of these indicators using statistical and empirical data;

to analyze the correlation between green practices and performance outcomes in
agricultural enterprises.

to provide strategic recommendations for enhancing green integration at the enterprise and
policy levels.

Research Methods

The research employs a mixed-methods approach, combining quantitative and qualitative
tools. The following methods were used: comparative analysis (to compare indicator dynamics
across time periods and regions); statistical analysis (to process time-series data on environmental
and economic indicators, including trend analysis and correlation); content analysis (to examine
regulatory documents, sustainability reports, and corporate disclosures for the presence and depth
of green economy integration);

Data sources include national statistical databases, enterprise reports, sectoral studies, and
international sustainability metrics (FAO, OECD, Eurostat). The time frame of analysis covers the
period from 2015 to 2023, ensuring an adequate representation of policy shifts and implementation
trends.
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RESEARCH FINDINGS

The empirical analysis revealed a gradual but uneven integration of green economy
principles across agricultural enterprises during the 2015-2023 period. The dynamics of key
indicators showed improvements in certain areas, while others exhibited stagnation or fluctuating
trends, reflecting systemic barriers and differing levels of enterprise adaptation.

A positive trend was observed in the reduction of energy and water consumption per unit
of agricultural output in a majority of enterprises. Between 2015 and 2023, average energy intensity
decreased by 18%, and water use efficiency improved by approximately 12%, particularly among
medium-sized producers implementing precision agriculture technologies. However, small-scale
enterprises continued to struggle with outdated infrastructure and limited access to green
technologies.

The analysis of energy intensity and water use efficiency in Ukraine's agricultural sector
from 2015 to 2023 indicates a gradual improvement in resource efficiency, particularly among
medium and large enterprises.

Between 2015 and 2023, the agricultural sector in Ukraine demonstrated a steady
improvement in resource efficiency, particularly in terms of energy and water use per unit of output.
Energy consumption per ton of agricultural production declined by approximately 18%, indicating
gradual progress in the adoption of energy-saving technologies and more efficient production
processes. This trend was especially evident among medium and large enterprises that have
increasingly implemented precision agriculture practices and upgraded their technical base.
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Figure 1. Dynamics of Energy Intensity in Ukrainian Agriculture (2015-2023).
Source: FAO, 2022; SSSU, 2023.

Simultaneously, water use efficiency improved by nearly 27% over the same period. This
reduction in water consumption per unit of output reflects a shift towards more sustainable
irrigation methods and better water management systems, including the introduction of moisture-
saving technologies and optimized crop rotation schemes. These advancements collectively point
to a positive trajectory in the sector’s environmental performance, though disparities remain across
different enterprise sizes and regions. Small-scale producers, in particular, continue to face
challenges related to technological access, infrastructure quality, and investment capacity, which
may slow down the pace of wider adoption of green economy practices.
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Figure 2. Dynamics of Water Use Efficiency in Ukrainian Agriculture (2015-2023).
Source: FAO, 2022; SSSU, 2023.

The share of certified organic land increased modestly from 0.9% to 1.6% (Organic.info,
2024) of total agricultural land during the study period. Enterprises engaging in crop
diversification, agroforestry, and reduced pesticide use demonstrated higher biodiversity indexes
and resilience to climatic stress. Nonetheless, the expansion of organic practices remains
constrained by low consumer awareness, limited market infrastructure, and weak state support
mechanisms.

Greenhouse gas (GHG) emissions per unit of production showed a marginal decline
(approx. 6%) over the observed period, mainly due to improvements in manure management and
fertilizer optimization in livestock operations. However, progress remains insufficient to meet EU-
aligned sustainability targets, indicating a need for more rigorous implementation of climate-smart
agricultural practices.

Between 2015 and 2023, Ukraine’s agricultural sector exhibited fluctuations in greenhouse
gas (GHG) emissions, reflecting both gradual technological improvements and the influence of
external stressors such as economic disruption and the full-scale war. Overall, there is a moderate
downward trend in emissions per unit of production, indicating progress toward climate-smart
agricultural practices and improved environmental performance.
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Figure 3. Greenhouse Gas Emissions from Ukraine’s Agricultural Sector (2015-2023).
Source: SSSU, 2024.

The dynamics of greenhouse gas (GHG) emissions from Ukraine’s agricultural sector
between 2015 and 2023 reveal a nuanced trajectory shaped by both structural adjustments and
external shocks. From 2015 to 2019, emissions gradually increased—ifrom 2.006 to 2.600 million
tons of COz-equivalent—reflecting intensified agricultural production, particularly in livestock and
grain sectors, with relatively slow adoption of emission-reducing technologies.
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Starting in 2020, a slight decline in emissions was observed, with figures dropping to 2.550
million tons in 2020 and 2.500 million tons in 2021. This shift may be attributed to improvements
in fertilizer application practices, manure management, and more widespread implementation of
precision agriculture techniques among large-scale producers. However, the gains were partially
offset in 2022, when emissions spiked to 2.747 million tons—Iikely influenced by logistical
disruptions, unsystematic land use, and stress on supply chains caused by the full-scale war.

By 2023, emissions declined again to 2.387 million tons, suggesting a partial recovery of
control over agricultural processes and a renewed focus on climate-adaptive practices. Despite
these fluctuations, the overall trend points to only a modest reduction in GHG emissions over the
nine-year period. This underscores the need for more systemic interventions, including financial
incentives for emission-reducing technologies, enhanced climate policy alignment with EU
frameworks, and capacity-building for sustainable land and livestock management, particularly at
the level of small and medium-sized agricultural producers.

CONCLUSIONS

The conducted research confirms that the integration of green economy principles into the
operations of agricultural enterprises in Ukraine is progressing, yet remains uneven across key
dimensions and enterprise types. Positive trends are evident in the gradual improvement of energy
and water use efficiency, modest expansion of organic agricultural practices, and the initial uptake
of climate-smart technologies. However, these advancements are primarily concentrated among
larger and internationally connected enterprises with better access to capital, innovation, and
external markets.

The assessment of greenhouse gas emissions reveals a partial decoupling of agricultural
output from environmental impact, although the overall reduction remains limited and vulnerable
to external shocks such as war and economic instability. Moreover, circular economy practices and
sustainability reporting are still underdeveloped, particularly among domestic-oriented and small-
scale producers.

The findings underscore several critical implications. First, targeted policy interventions
and financial support mechanisms are necessary to scale up green transformation across the
agricultural sector. Second, investment in education, digital infrastructure, and certification
systems can accelerate the adoption of environmentally sound practices. Third, the establishment
of a unified monitoring and reporting framework based on clear sustainability indicators would
strengthen transparency and accountability.

In conclusion, while the foundations for green modernization in agriculture are being laid,
Ukraine’s agri-food sector requires strategic coordination, institutional support, and inclusive
incentives to realize the full potential of green economy integration and contribute meaningfully to
national and global sustainability goals.
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ANOTACIJA

Sis pétfjums varsta digitala marketinga kampanu iespaidu patérétaju pirkianas uzvedibai lietojot Dialog
Axiata pieredzi Srilanka. P&tfjuma iznakumi pierada, ka kadreizgjas digitalas stratégijas ieguvein patérétaju izvéle,
att€lojot galvenos tendencas un uzvedibas paslienas mainigas. Datumi parada tuva saistibu starp mérk&tam kampanam
un klienta iesaistibas un pircibas.

Atslegvardi: Patérétaju uzvediba, Digital Marketing, Dialogs Axiata, Marketinga kampanas, Srilanka
ABSTRACT

This study examines the influence of online promotional campaigns on consumer purchasing behavior
through a case study of Dialog Axiata in Sri Lanka. The research identifies how digital strategies influence consumer
behavior and trends, which emerge and change. Findings show strong correlation between targeted campaigns and
increased customer interaction and sales.

Keywords: Consumer Behavior, Digital Marketing, Dialog Axiata, Marketing Campaigns, Sri Lanka
IEVADS. INTRODUCTION

With today's fast-paced changing digital environment, companies are now investing more
in digital marketing in order to reach and persuade customers. Digital advertising campaigns -
ranging from social media marketing to email marketing, search engine optimization, and
influencer partnerships - have become an indispensable means for engaging with customers and
making sales.[2]. In spite of their popularity, the exact effect of these campaigns on consumer
purchasing behavior, especially in developing countries such as Sri Lanka, is not well researched.

Dialog Axiata, a leading telecommunication business in Sri Lanka, has been at the forefront
of digital marketing campaigns. However, limited empirical studies have investigated how such
campaigns affect its customers' buying behavior. This study bridges this gap by studying the effect
of Dialog Axiata's digital marketing on consumers' behavior in Sri Lanka.

The significance of this study lies in the increase in data-driven, internet-based promotional
practices with increasing penetration of internet and mobile use across South Asia. With evolving
consumer habits synchronized with emerging technology, staying up-to-date on such dynamics is
crucial for firms that aspire to maintain competitive advantage.

The main purpose of this research is to explore the effect of online promotional campaigns
on consumer purchasing behavior using Dialog Axiata as a case study. The study utilizes a mixed-
method design that incorporates quantitative analysis of data from consumer surveys and
qualitative data collected from in-depth interviews with marketing professionals. This design
facilitates a high level of comprehension of the effect of specific digital methods on consumer
engagement and purchasing choices. Through the undertaking of this study, it aims to advance the
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broader body of literature concerning the effectiveness of online marketing within emerging
economies and deliver practical conclusions to researchers and practitioners alike.

SVARIGAKAS ATZINAS TEORIJA UN PRAKSE. BASIC THEORETICAL AND
PRACTICAL PROVISION

The study of digital marketing's impact on consumer buying behavior is rooted in several
theoretical frameworks and practical marketing principles. Understanding these foundations helps
contextualize the observed effects of digital campaigns and guide the design of effective marketing
strategies.

Theoretical Provisions:

1. Consumer Decision-Making Process Model -
This classical framework outlines five consumer buying behavior steps: problem
recognition,information search, alternative evaluation, purchase decision, and post-
purchase behavior. [1]. Digital marketing strongly influences the first three steps by
providing instant access to information, targeted advertising, and peer reviews
shaping attitudes and decisions.

2. AIDA Model (Attention, Interest, Desire, Action) -
The AIDA model explains how marketing communications can move potential
customers along the buying process. Online advertising campaigns, particularly on
social media and through targeted content, effectively build attention and interest,
leading to increased conversions. [3].

3. Integrated Marketing Communications (IMC) -
IMC calls for consistency in all channels of marketing. Dialog Axiata's online
campaigns would be anticipated to have consistent messaging across platforms such
as SMS, social media, websites, and email that can build brand awareness and

loyalty.[4].

Practical Provisions:

1. Targeted Advertising and Personalization-
User-focused campaigns designed from the behavior and statistics of users have been
more successful in attracting customer attention and calling for action. Dialog Axiata's
employment of customer segmentations and targeted offers is illustrative of the
practice.

2. Real-Time Analytics and Customer Feedback —
Online marketing allows for real-time feedback through click-through rates,
impressions, and engagement metrics. This information allows marketers at Dialog
Axiata to immediately adjust campaigns to improve performance and user experience.

3. Cost Efficiency and Scalability —
Compared to traditional marketing, online campaigns allow cost-effective scalability
whereby Dialog Axiata can reach out to large audiences with precise control over
budgets and ROI measurement.
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PETIJUMA REZULTATI UN TO IZVERTEJUMS. RESEARCH RESULTS AND THEIR
EVALUATION

The study confirmed online campaigns contribute significantly to influencing customers'
purchasing decisions at Dialog Axiata. Evidence from surveys showed that 78% of the surveyed
respondents were more likely to consider giving a product or service thought after coming across
targeted online advertisements, especially social media and SMS offers. Another 65% also stated
that they felt more trusted by the brand due to ongoing digital interaction.

Qualitative interviews with marketing professionals at Dialog Axiata reinforced that in-
order-of-arrival analysis and personalization were key drivers of improved campaign performance.
Customers responded positively to time-limited offers, push messaging via the mobile app, and
influencer suggestions.

In summary, these findings confirm a strong relationship between effective digital
marketing and higher consumer interaction and purchasing behavior. These results support earlier
research emphasizing the role of digital initiatives in shaping consumer choice.

KOPSAVILKUMS. CONCLUSION

This study examined the influence of digital marketing campaigns on consumer
consumption patterns using a case study of Dialog Axiata in Sri Lanka. The study uncovered that
digital marketing, particularly targeted and personalized campaign messaging, significantly
influences consumer behavior and purchase intentions. Social media, SMS, and mobile app were
discovered to be efficient mediums to attract attention and trigger purchasing.

The findings reinforce the importance of combining data-driven marketing and ongoing
multi-channel communication to build customer loyalty and trust. As Sri Lanka sees increased
consumption moving online, businesses that address this movement in their marketing will be in a
strong position.

This study contributes to the existing literature on the efficacy of online marketing in
emerging economies and offers practical insights for marketers who are keen on influencing
consumer behaviors in these environments.
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ABSTRACT

Within the framework of this work, the impact of digital transformation and the implementation of ICT on
the development of the educational and scientific space, within which the formation, development and use of such
components of human capital that meet the requirements of today are taking place, has been determined. The feasibility
of isolating within human capital the characteristics responsible for the skills and abilities to use digital technologies,
modern means of communication, etc. has been clarified. Special attention is paid to revealing the dual interdependence
between ICT and human capital, which contributes to increasing the overall competitiveness of society in the digital
economy.

Keywords: information and communication technologies, human capital, education, digital transformation, digital
technologies in education and science

INTRODUCTION

Global development trends, driven by rapid digital transformation processes and the active
implementation of information and communication technologies (ICT), which radically changing
established approaches to education and the formation of modern human capital. In the context of
rapid technological changes, traditional educational models are giving way to flexible, personalized
and dynamic forms of learning that are focused on the development of critical and creative thinking
of individuals, their digital literacy, as well as the ability to continuous self-improvement and self-
learning.

Today's education, to adapt a new challenges and real-time needs, should be based on
ensuring an integrative nature and provide for the possibility of combining formal and informal
components with the involvement of informal learning methods. It is this organization of the
educational system that will create the prerequisites for human adaptation to changes in the
globalized world. We are convinced that the solution to the outlined problems can be implemented
on the basis of education modernization, which can be achieved through the active implementation
of digital technologies and ICT, which will open new horizons, including personalization of the
educational path, comprehensive implementation of the principle of human-centricity, access to
online courses, use of digital platforms and digital technologies (Al, BigData, AR/VR), adaptive
learning systems, etc. In general, the identified ways will ensure increased efficiency of learning,
acquisition of competitive skills and abilities, as well as interest of the population in continuous
self-development.

BASIC THEORETICAL AND PRACTICAL PROVISION

In the scientific community, there is still no unified approach to defining and understanding
the components of human capital that are responsible for the skills of using modern digital
59



technologies and ICT, including in the educational and scientific process. In particular, the team of
authors in the report “Digital Transformation A Framework for ICT Literacy” argues for the
concept of “ICT literacy” and defines the role of such a component in the overall development of
human capital during the period of digital transformation. Accordingly, researchers define ICT
literacy as the ability to effectively use digital technologies, means of telecommunication and
networks to access information, process it, integrate, evaluate and create new content [3, p. 2].
Indeed, such a level of ICT proficiency is a necessary condition for full functioning in the modern
knowledge society. The proposed interpretation emphasizes that ICT literacy is not a fixed set of
skills, but a continuous continuum that encompasses both basic everyday skills and the ability to
make profound, transformative changes through the active and creative use of digital technologies.
In addition, the value of this approach is increased by highlighting five main components of ICT
literacy, which are designed to form a consistent system of knowledge and skills, organized
according to the principle of increasing cognitive complexity, namely:
1) access — awareness of information sources and the ability to find or retrieve it;

2) management — the ability to organize information using existing systems of
organization or classification;

3) integration — the ability to interpret, combine and present information by
summarizing, comparing or contrasting;

4) evaluation — the critical understanding of information in terms of its quality,
relevance, usefulness or effectiveness;

5) creation — the ability to generate new information through its adaptation, rethinking,

creative application, design or original presentation.

In contrast, another group of authors uses the concept of digital skills, which emergence, in
their opinion, is associated with the rapid development of information technologies and their rapid
penetration into the economic system [2]. According to this study, digital skills are defined as skills
and abilities that are formed throughout a person’s life and allow for effective professional and
creative self-realization based on the use of digital tools and services that are necessary for the
creation and distribution of digital content, search and protection of information, communication
and interaction, assessment of potential risks and formation of a motivational development strategy.
And by analogy, they distinguish the components of digital skills, which include technical and
computer skills, communication process skills, security skills, media-information skills and data
analysis, and the ability to solve problems based on digital technologies.

Thus, the common denominator in the presented studies is the determination of the need for
digital transformation of education and the widespread implementation of ICT in this process,
which not only puts forward new requirements for the qualitative components of human capital,
but also creates new opportunities for the person himself. Such modernization necessitates the need
to rethink the organization of the educational process and ensure a strategic and systemic approach
to the digitalization of education and science in accordance with modern realities. That is why most
developed countries of the world, emphasizing the pursuit of the vector of digital transformation
of society, pay special attention to changes within the educational and scientific space. It should be
recognized that in this process Ukraine also has several positive achievements, as confirmed by the
spread of various projects and digital platforms for different levels of education: preschool, general
secondary and out-of-school education; higher, professional pre-higher and vocational education.
That is why, at the national level, the digital transformation of the educational and scientific space
is defined as comprehensive work on building an ecosystem of digital solutions in the field of
education and science, including the creation of a safe electronic educational environment, ensuring
the necessary digital infrastructure of educational and scientific institutions, increasing the level of
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digital competence, digital transformation of processes and services, as well as automation of data
collection and analysis [1].

Thus, the introduction of ICT in education and science and their rapid digitalization are a
holistic and multidimensional process that encompasses not only technical changes and
innovations, but also the transformation of managerial and educational and scientific practices
capable of forming modern components of human capital. In addition, the outlined process involves
the formation of a sustainable digital ecosystem that can ensure high-quality, safe and effective
interaction of all participants in the educational process in the conditions of dynamic development
of society.

RESEARCH RESULTS AND THEIR EVALUATION

ICTs cover all areas of people’s lives: from education to public administration, from economy
to culture, are global in nature and are identified with new innovative solutions. We consider it
appropriate to emphasize the dual interdependence between ICTs and human capital (fig. 1).

HUMAN CAPITAL
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Figure 1. The relationship between information and communication technologies and
human capital

On the one hand, the development of the ICT sector largely depends on scientific
achievements and quality education, which are key sources of the formation of individual
components of human capital, and which involve the processing and application of information
and knowledge. In this context, ICTs rely on qualitatively structured, processed and professionally
grouped information, and, therefore, on the accumulation of knowledge and skills created by
humanity in the process of evolutionary changes through the development of scientific research,
innovation and education. In other words, it is man, thanks to his educational and scientific
characteristics, who acts as the driver of the development of ICTs. However, on the other hand,
ICTs themselves play an extremely important role in the modernization of the educational space,
as they provide access to many modern information resources, create conditions for the
implementation of an individual approach to learning, contribute to the development of critical
thinking and creative potential, as well as increasing the level of digital literacy. That is, the use of
ICTs in education becomes an important factor in the formation, development and use of modern
human capital, which meets the requirements of today, and ensures continuous updating of
knowledge, promotes integration into the global information space.
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CONCLUSION

Thus, the conducted research confirms that the active implementation of ICT in the
educational process leads to the digital transformation of this sphere and, as a result, allows the
formation of more flexible, adaptive and competent human capital that meets the requirements of
the modern world. However, this process, despite several advantages, is accompanied by
significant challenges that require due attention from both government officials and representatives
of the educational community. Among the main tasks, the solution of which will allow accelerating
the implementation of digital technologies in scientific and educational activities, it is advisable to
highlight: increasing the level of digital literacy not only of the population, but also of scientific
and pedagogical workers themselves; increasing the level of funding, which will allow more active
implementation of modern technologies; ensuring equal access to digital infrastructure, and
therefore to modern teaching aids and information resources in different regions. Successful
overcoming of the outlined obstacles is possible based on the development and implementation of
the National Strategy for the Digitalization of the Educational Space, the main goal of which should
be the broad integration of ICT and digital technologies into education. Such actions will allow to
fully realize the potential of digital education and form new high-quality knowledge and skills as
integral attributes of human capital, which are necessary for the sustainable development of the
economy and society.
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ANOTACIJA

Saja raksta tiek pétita tarisma attistiba Sigirija (Srilanka), koncentr&joties uz koordinacijas trikumu starp
steikholderiem taja. Sis p&tTjums piedava uzlabot komunikaciju, resursu apmainu un lémumu pienemsanu, piedavajot
digitalu platformu. Tas ir ieguldijums Sigirijjas kultiiras mantojuma saglabasana, veicinot ilgtsp&jigu tlrisma
parvaldibu, kas sniedz labumu politikas veidotajiem, uznémumiem un vietéjam kopienam. Raksta tiek pétits, ka
stimul@t ilgtsp&jigu tirismu Sigirijas kulttras klasterT, izmantojot digitalo platformas formu ka risinajumu. Secinajumi
liecina, ka labakais risinajums steikholderu sadarbibas uzlabosanai ir ieviest digitalu platformu, kas savieno visas
ieinteres¢tas puses un sniedz visus nepiecieSamos pakalpojumus.

Atslegvardi: Ilgtspgjigs tarisms, Sigirija, Srilanka, Kultiiras klasteris, Ieintereséto pusu koordinacija, Ttrisma
vadiba, Digitala platforma

ABSTRACT

This article examines Sigiriya tourism sector in Sri Lanka focusing on the lack of coordination among
stakeholders within it. This research allows to enhance communication, resource sharing, and decision-making by
proposing a digital platform. It is a contribution to preserving Sigiriya cultural heritage by promoting sustainable
tourism management, benefiting policymakers, businesses, and local communities. The article explores how to
stimulate the sustainable tourism in Sigiriya cultural cluster applying digital flatform as a solution. The findings
demonstrate that a best solution for improving stakeholder collaboration is a introducing a digital platform which
connect all the stakeholders together and supply all the services necessary.

Keywords: Sustainable tourism, Sigiriya, Sri Lanka, Cultural cluster, Stakeholder coordination, Tourism
management, Digital platform

INTRODUCTION

Sigiriya in Sri Lanka is a UNESCO-listed heritage site and a major tourist attraction area,
playing a crucial role in the tourism industry of Sri Lanka. In global tourism, sustainable tourism
has become a critical on tourism development and tourists’ destinations seek to balance economic
benefits with environmental conservation and cultural heritage preservation.

The Sigiriya cultural cluster in Sri Lanka is an attractive tourist destination among both local and
foreign tourists. But, within stakeholders such as government agencies, private sector, local
communities, international organizations and NGOs, academic and research institutions, tourists
and visitors, there is lack of coordination among them which led to less productivity in
management. Consequently, fragmented decision-making, poor resource allocation, and limited
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stakeholder collaboration can be seen. Moreover, with the growing significant of digital solution
in tourism, there is no proper platform to facilitate effective communication and coordination
among stakeholders in Sigiriya. This gap will address by introducing digital solution to improve
stakeholder collaboration and promoting sustainable tourism practices. The goal of the research is
to propose a digital platform as a solution to enhance collaboration among stakeholders in tourism
sector in Sigiriya.

METHOD

Research methods used in this research is based on the mixed-methods research approach.
This allows to gain a comprehensive understanding of the current tourism situation and stakeholder
coordination in Sigiriya also evaluating the feasibility of the proposed digital platform. Combining
qualitative and quantitative research methods provide both depth and measurable insights. On the
one hand, semi-structured interviews with key stakeholders such as local authorities, tourism
businesses, community representatives, and tourists are used to understand their challenges and
perspectives on stakeholder coordination. On the other hand, questionnaire is used among the
tourists and local businesses to gather data on visitor experiences, digital engagement, and tourism
challenges. When analyzing the data qualitatively, thematic analysis is used to identify key themes
from interviews. In turn, in quantitative analysis, descriptive statistics and possible regression
analysis is used to understand trends and stakeholder engagement levels.

This study approach is an innovative, technology-driven, collaborative solution, which focus on
lack of coordination among tourism stakeholders in the Sigiriya cultural cluster. Previous studies
have mainly focused on individual stakeholder challenges or general tourism management only.
This research is aimed at identifying historical sustainable management practices in the ancient city
of Sigiriya. The proposed digital platform focuses on reducing gaps of communication among the
stakeholders, consolidating resource sharing, enhancing sustainable tourism and digital
transformation of cultural heritage tourism management in Sri Lanka.

RESULTS

Sigiriya is one of Sri Lanaka’s most iconic cultural and archeological sites, located in the
central province. It is often referred to as the eighth wonder of the world. It has been a UNESCO
World Heritage Site since 1982 and a prime attraction for both domestic and international tourists.
The Sigiriya site features a massive rock fortress, rising 200 meters above, built in the 5™ century
AD by King Kashyapa. The entrance is the mouth of a lion, and it has the surrounding landscape,
with residue of a Sth-century royal palace, stunning frescoes and an advanced hydraulic
engineering system. Sigiriya is a key, significant landmark of Sri Lanka’s tourism industry. It is
attracting thousands of local and foreign visitors annually due to its cultural, historical and natural
significance.[6]

Foreign Tourist Arrival

Jan Feb Mar Apr May Jun Total
73,748 25,581 55,442 54,026 49,424 26,149 284,370

Domestic Tourist arrival
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44,194 69,191 32,883 48,804 57,461 78,407 328,869
Total Visitors 613,239

Figure 1. Visitors to Sigiriya from January to June 2024 [4]

Tourist Arrivals
2020 2021 2022 2023 2024
507,707 194,495 719,978 1,913,702 2,053,465
Figure 2. Tourist arrivals to Sigiriya 2020 — 2024 [1].

The statistical data above demonstrates that tourist arrivals increasing annually from 2020 to 2024.
Therefore, Sigiriya has been exceeding its physical carrying capacity and has problems in economic
carrying capacity, food requirement and overtourism. Furthermore, it was explained, this can affect
to the biophysical carrying capacity. It was proposed strategic implementation, which provides
sufficient infrastructure facilities, establishing sanitary and accessibility facilities, improving
tourist awareness by promotional programs and introducing proper visitor management plans.[2]

The tourism stakeholder landscape in Sigiriya is undergoing a gradual digital transformation which
is very impactful. This completely change the way of, how stakeholders interact, manage services,
and engage with local and international tourists. This process is still expanding with the help of
current social and economic trends. Use of online marketing platforms has increased among
stakeholders in Sigiriya and it has become most visible digital trend. Local businesses such as
hotels, guesthouses, and tour guides, are increasingly relying on social media and travel websites
and booking platforms to reach local and international tourist. This shift has been crucial in
expanding market access in the post-COVID-19 recovery phase, when online visibility became
essential. Digital tools such as digital ticketing systems, QR code-based information boards, and
virtual reality experiences are also being introduced to Sigiriya UNESCO world heritage site to
enhance the management and preservation. These facilities are beginning to reshape tourist
experience and support heritage conservation. These technologies can help to manage tourist flows,
reduce physical strain on the site, and provide multilingual, accessible information. Due to, lack of
better coordination among governmental and heritage management institutions implementation of
digital tools remains limited.[7]

Although, there is an increased digital adoption in most of the sectors in Sigiriya stakeholder
landscape, there is a lack of integrated digital platform to facilitate coordination among tourism
stakeholders. Such system, which linking accommodation providers, tour operators, local
communities, government authorities, and cultural institutions could significantly enhance
communication, planning, and sustainability among stakeholders. The absence of such a system
has led to fragmented efforts, duplicated activities, and missed opportunities for collaboration.
Stakeholder-focused digital platform will increase real-time updates, joint decision-making, and
transparency within stakeholder landscape in Sigiriya tourism area.[5]
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Interview findings and analyzes

In the month of April 2025 to early May 2025, an interview was conducted through free mobile
messaging application with semi structured ten interview questions to gather data on how resources
in the Sigiriya area are being managed. The demographics of the respondents was 30-55 years,
male and female 5 stakeholders, who are current members of Sigiriya stakeholder landscape.

Background and role

First stakeholder (1) is an owner of a homestay, living in 12 years in the area. Second stakeholder
(1) is an officer of department of wildlife conservation, working in 5 years in the area. Third
stakeholder (111) is a local tour guide, living in 8 years in the area. Fourth stakeholder (IV) is a craft
shop owner, living in 15 years in the area. Fifth stakeholder (V) is a tuk-tuk driver, living in over
30 years in the area. All stakeholders are involved in tourism-related services range from
accommodation and transport to heritage protection and visitor services.

Resource management and current situation

Responses regarding resource management consist of mixed views conveying that conservation
inside the Sigiriya rock area is well maintained, but surrounding areas lack of attraction. It confirms
from notable quotes of respondent III, “The site itself is okay, but the roads and trails around are
dirty and ignored”. Then, responses towards visible challenges indicates issues such as garbage
near entrance gates, unregulated parking, illegal souvenir stalls, and monkeys’ disturbances. This
shows from quotes of respondent V, “vendors leave waste behind, and no one collects it.”. Key
issues identified in resource management are poor waste management, lack of enforcement on
illegal vendors non-monitoring of tourist behavior.

Stakeholder involvement and coordination

Responses regarding communication among stakeholders depicts that weak communication
between government bodies and local businesses as well as irregular meetings or digital updates.
Respondent I says that, “we only hear from officials when there’s a problem”, respondent Il says
that, “we have communications groups to get messages, but it is difficult find official message
within all other miscellaneous stuff”. Then, considering community involvement in planning,
responses shows that local communities are not consulted or included in tourism planning.
Respondent IV says that, “we were never asked about changes to ticket prices or visitor flow”. Key
issues identified in stakeholder involvement and coordination are lack of central coordination point
and participatory planning system resulting local knowledge ignored.

Stakeholder challenges

Responses regarding challenges among stakeholders can be summarized as seasonal overcrowding,
income inconsistency, unfair competition from large hotel chains and lack of training. Respondent
II says that, “tourism is booming, but only a few benefit”. Then, considering conflicts between
conservation goals and economic interests, respondent II says, “we want more tourists, but not at
the cost of the forest”. Common responses highlight that vendor setting up near protected zones or
using harmful practices such as plastic use and noise pollution. Key issues found in stakeholder
challenges are sidelined feeling of small stakeholders, fairly not enforced conservation rules and
non-prioritized economic goals over sustainability.
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Recommendations and future outlook

Responses regarding collaboration of stakeholders conveys suggestion to have regular meetings,
shared rules, training, and a system for updates and coordination. Respondent Il1 says, “if we had
one app or group to share updates, we could plan better”, emphasizing the importance of
collaborative platform. Then, responses regarding role of digital platform highlights that all
welcomed a platform to share issues, report problems, promote local services, and get alerts.
Respondent I says, “a mobile app with a local map and noticeboard would help everyone”, showing
consents towards digital platform. Key issues found in recommendations and future outlook are
establish digital notice board for event and policy updates, method of reporting real-time site issues
such as waste, crowding and business directory to support local service providers.

Overall summary of interview depicts three maul factors such as clear lack of coordination among
stakeholders, limited participation of local communities in decision-making and high consent of a
digital platform that can unify planning, communication, and reporting.

DISCUSSION

After the pandemic the rapid and unregulated growth of tourism can be seen in Sigiriya,
which has placed immense pressure on local infrastructure such as roads, waste management
systems, and local utilities. The tourist authorities mainly focus on heritage conservation of a site
while local communities suffering from lack of infrastructure development. Normally local
communities are often left out of decision-making processes. Growing tourist in Sigiriya and
inadequate infrastructure leads to a dispute between authorities and local residents. The lack of
coordinated management between government bodies and community representatives makes a
divide between the stakeholders involved in Sigiriya.[3].

When tourism grows, the demand for resources, especially for lands became high. This makes
conflicts between different stakeholders, particularly between developers and the local community.
Hotel owners, tour operators, and local businesses are like to the expansion of tourism-related
infrastructure, such as hotels, resorts, and attractions, but local residents complain about the loss of
agricultural land and natural resources.

Furthermore, unregulated tourism growth in Sigiriya led to significant environmental and cultural
degradation such as pollution, deforestation, and damage to the archaeological site itself.
Environmentalists and cultural heritage experts have pointed out the long-term impacts of mass
tourism, but it was ignored due to short-term economic interests. This makes conflict between those
who prioritize economic growth and those who advocate for sustainable tourism that preserves
Sigiriya's natural and cultural heritage.

CONCLUSION

By addressing these challenges, a modern approach will enhance collaboration, improve
communication, and ensure all stakeholders actively contribute to the long-term sustainability of
tourism in Sigiriya, Sri Lanaka. This study investigates the feasibility and impact of a dedicated
digital platform to improve communication, decision-making, and resource-sharing among tourism
stakeholders. By introducing a digital solution to Sigiriya’s tourism landscape, this research aims
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to fill a gap in existing literature and contribute to improve collaboration among stakeholders of
Sigiriya cultural cluster.

System embedded tab

In the proposed digital, platform system embedded tab serves as a centralized interface that
integrates essential tools and resources for all tourism stakeholders in the Sigiriya area. This tab
provides seamless access to features such as visitor data analytics, real-time communication
channels, event calendars, and local service directories. Further, system embedded tab facilitates
efficiently coordinate activities, share information, and monitor tourism trends without switching
between multiple applications.

System architecture of the digital platform

This system follows a three-tier architecture, which includes the presentation layer, the application
layer, and the data layer. This structure allows different stakeholder groups to access customized
content and features through a system-embedded tab designed for their needs.

The frontend is the user interface that stakeholders interact with directly through a web browser or
mobile device. It is built using modern technologies such as react.js or vue.js, which provide
responsive design and dynamic user experiences. This layer is responsible for displaying
stakeholder dashboards, enabling users to post content, receive notifications, and participate in
forums, offering multilingual support, ensuring mobile responsiveness for access on smartphones
and tablets.

The backend is the core of the platform where data processing, logic execution, and user
management take place. It is built using frameworks such as node.js, express.js, or django, and it
handles user authentication and access control with real-time communication between
stakeholders, handling user-submitted content and API services for linking with external systems.
Each stakeholder tab is dynamically generated based on user roles, meaning a government user
will see different features than a local business or tourist.

The data layer uses a relational database or a cloud-based NoSQL database to store and retrieve
information. The database includes user profiles and stakeholder categories uploaded files and
media, feedback and suggestions from users, logs of user activity for monitoring and evaluation.
Data security measures such as encryption, role-based access, and regular backups are implemented
to protect user information and ensure system reliability. An integrated admin dashboard allows
platform managers to monitor overall activity approve or remove inappropriate content, manage
user roles and permissions, generate reports and analytics for evaluation purposes. This system
ensures that the platform is user-friendly, functional, and scalable, supporting the long-term goal
of enhancing stakeholder coordination and promoting sustainable tourism development in Sigiriya.

The research confirmed that sustainable tourism requires the active participation of diverse
stakeholders, shared decision-making, and effective coordination. Concepts such as stakeholder
theory, participatory governance, and digital collaboration tools provided valuable insights into
how coordination can be enhanced through structured and inclusive systems.

Furthermore, interviews and survey revealed that many stakeholders recognize the importance of
sustainability and express willingness to collaborate. However, they also identified barriers such as
lack of trust, poor communication channels, limited access to information, and absence of
centralized coordination systems. This highlights a clear gap between the recognition of
sustainability goals and the practical mechanisms available to achieve them. As result, the proposed
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conceptual framework of a digital platform includes features such as shared calendars, resource
tracking tools, feedback mechanisms, discussion forums, and reporting functions. It also
emphasizes inclusivity, transparency, and ease of use to ensure participation from all stakeholder
groups, including those with limited digital experience.
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AHHOTAIIUA

B cratee paccmarpuBaeTcs ponib COOBITHHHOTO MapKETHHIa B YKPEIUICHHMH UMHKa CTPAaHbl U NPOJBIKCHUH
TypusMa Ha npumepe ['pan-npu «Popmynsl-1» B Azepbaiimkane. OcBeriaercs, Kak IpoBeJAeHHE MEXYHapOIHOTO
MeracoOBbITHS CIIOCOOCTBYET MOBBILICHHIO TNI00AJBHONW Y3HABAEMOCTH CTpaHbl, ()OPMUPOBAHUIO IMOJOKUTEIHHOTO
o0Opa3a ¥ IPUBJICUCHHUIO TYPHUCTOB. AHATU3UPYIOTCA CTpaTeruM, TaKWe KaK MEIUHHOE COMpPOBOXKACHHUE, Pa3BUTHE
MHQPACTPYKTYpBl M B3aUMOJICHCTBUE 3aMHTEPECOBAHHBIX CTOPOH. Oco00e BHUMAHHUE YJEINSETCS NOITOCPOYHOMY
BIIMSIHUIO TIOJJOOHBIX MEPONIPHUATHI Ha TYPUCTHUECKYIO IPHUBIIEKATEIFHOCTh U OpeHIUPOBaHNE HALIUH.

KnaioueBble cjioBa: COOBITHHHBIA MapKeTHHI, WMHIDK CTpaHbl, TNpoABIKeHHE Typusma, Dopmyma-1,
AszepbaiimkaH, MEracoObITHS, HAIIMOHAIBHBIA OPEH]I, B3aMMO/I€HCTBHE 3aMHTEPECOBAHHBIX CTOPOH

ABSTRACT

The article explores the role of event marketing in enhancing country branding and promoting tourism, using the
Formula 1 Grand Prix in Azerbaijan as a case study. It highlights how the event positions Azerbaijan on the global
stage, boosts international visibility, and contributes to national image building. Strategies such as media coverage,
infrastructure development, and stakeholder engagement are analyzed. The study emphasizes the long-term impact of
mega-events on tourism growth and national brand identity.

Keywords: event marketing, country branding, tourism promotion, Formula 1, Azerbaijan, mega-events, national
image, stakeholder engagement

INTRODUCTION. BBEAEHUE

In the increasingly competitive global tourism landscape, countries seek innovative strategies
to differentiate their image and attract international attention. Event marketing has emerged as a
powerful tool for country branding, offering a platform to showcase national identity, culture, and
infrastructure. One prominent example is the Formula 1 Grand Prix hosted in Baku, Azerbaijan,
which has positioned the country as a dynamic destination on the global stage.The aim of this
article is to examine the effectiveness of event marketing, using the Formula 1 race in Baku as a
case study, and to explore how it supports the formation of a national brand and the growth of
tourism. The research problem addressed centers on the lack of empirical evidence concerning how
mega-events influence the image of emerging countries and their appeal to international visitors.
Given the rising global competition in tourism and branding, the research is highly relevant and
timely. Particular emphasis is placed on Azerbaijan’s use of Formula 1 not only as a sporting event
but also as a communication platform to project a modern and innovative national identity.
The methodology employed for this study is a qualitative case study supported by a literature
review. It involves analyzing academic research, government reports, media coverage, and tourism

71



performance data related to the Baku Formula 1 event. Relevant publications and statistics were
reviewed to extract key insights into the strategic outcomes of the event. Data were synthesized to
identify common themes related to country branding, media visibility, and tourism development.
The theoretical framework for this study is informed by influential academic works, including
studies by J. Getz [1], R. Chalip [2], C. M. Hall [3], N. Morgan [4], and others whose contributions
to event marketing and destination branding research are foundational.

BASIC THEORETICAL AND PRACTICAL PROVISION. OCHOBHBIE
TEOPETUYECKHUE U ITPAKTUYECKHUE I1OJIOKEHUA

Event marketing has become a central strategy within the theory of country branding and
tourism promotion. Researchers contend that mega-events large-scale international events can
significantly influence a country’s image and serve as catalysts for tourism development. Donald
Getz [1] defines event tourism as the intersection of tourism management and event management,
aimed at fully exploiting events for destination development. On the demand side, events help
shape a positive destination image and act as co-branding opportunities with the host place. On the
supply side, destinations host events to achieve multiple goals, including attracting tourists
(especially in off-peak seasons), catalyzing infrastructure development and urban renewal,
fostering a positive international image, and enhancing overall place marketing by differentiating
the country’s brand [1].

Notably, C. M. Hall [3] introduced the term "hallmark events" as “the image builders of modern
tourism.” These hallmark or mega-events, such as global sports competitions and cultural expos,
are regarded as powerful showcases of a nation’s identity and progress. Similarly, Roche [5]
observed that mega-events are “important elements in the orientation of national societies to
international or global society,” used by countries to gain legitimacy, showcase achievements, and
elevate their global reputation. In essence, high-profile events function as an international
communication platform, projecting soft power and national culture to vast audiences.Within the
field of nation branding, scholars like Simon Anholt [6, 7] and Keith Dinnie [8] emphasize that a
country’s brand is shaped by more than logos or slogans; it is built through concrete actions,
experiences, and sustained image management. Anholt [6] describes nation branding as defining a
strategic vision for a country and ensuring it is “supported, reinforced and enriched by every act of
communication between the country and the rest of the world.” Mega-events align perfectly with
this idea by providing a dramatic “act of communication” on the world stage. However, Dinnie [§]
notes that coordinating a nation’s brand presents an “ethical challenge” because no single entity
owns it. Consequently, stakeholder engagement is critical. Effective event marketing requires
collaboration among government agencies, event organizers, sponsors, local businesses, and
communities [9]. Stakeholder theory posits that events can only succeed through the interaction of
key stakeholders, and aligning their interests is vital for positive outcomes [9]. As Morgan et al.
[4] observe, a potential pitfall in place branding is having “too many stakeholders and too little
management control.” Successful country branding via events demands strong public-private
partnerships and clear strategic leadership to fully harness the event’s potential.

Academic research has outlined frameworks for leveraging events to maximize long-term
benefits. Rather than viewing an event as a one-off occurrence, Chalip [2] argues for a strategic
approach to “identify strategies and tactics that can be implemented prior to and during an event in
order to generate particular outcomes.” This involves planning campaigns and legacy programs
around the event for instance, promoting side trips for attendees or launching global media
campaigns highlighting the host destination so that the temporary surge in attention translates into
sustained tourism growth. Chalip [2] defines leverage as activities which “seek to maximise the
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long-term benefits from events,” acknowledging the vital role of coordinated stakeholder action in
turning short-term events into enduring advantages. This reflects a broader shift in the literature
from merely measuring immediate economic impacts to focusing on longer-term strategic
outcomes, often described as a transition from “impact” to “legacy” thinking [2]. Another
important theoretical insight comes from Gratton and Preuss [10], who identify multiple
dimensions of event legacy. They argue that mega-events create tangible and intangible legacies
across six “event structures”: infrastructure, knowledge and skills, image, emotions, networks, and
culture. In the context of country branding, the image and cultural legacies are particularly relevant,
as a successful event can enhance international perceptions and instill local pride. Meanwhile,
infrastructure improvements (venues, transport) contribute to the tourism product long-term, and
networks forged (business links, media relations) can yield future benefits [10]. Getz [1] and others
note that well-planned events can serve as an “engine” generating continued visitation and
attention. Tourists attracted by an event often stay longer, spend more, and may return or
recommend the destination, creating a ripple effect. Empirical studies support these propositions.
For instance, Sydney's 2000 Olympic Games reportedly accelerated Australia’s global tourism
awareness by nearly a decade, while Germany’s hosting of the 2006 FIFA World Cup “softened
and boosted” its international image found that emerging nations increasingly view mega-events
as “a fast-track to world recognition and reputation enhancement [11].”

In practice, countries like Azerbaijan have sought to leverage prestigious events to reposition
their national brand. As a relatively new player in international tourism, Azerbaijan turned to
hosting spectacular events (Eurovision Song Contest 2012, European Games 2015, Formula 1
Grand Prix since 2016) to signal a modern, dynamic identity and place itself "on the map" for
global audiences. These events offer a platform to showcase Azerbaijan’s blend of ancient culture
and futuristic development (e.g., Baku's Flame Towers), countering outdated stereotypes and
increasing international familiarity. Simultaneously, practical considerations-developing
infrastructure, marketing abroad, easing visa procedures-reflect the integration of theory and
practice. By embracing event marketing, Azerbaijan attempts to realize the theoretical promise of
mega-events contributing to tourism growth and an enhanced national image.

RESEARCH RESULTS AND THEIR EVALUATION. PE3YJIbTATHI
UCCJEJOBAHUI U UX OLIEHKA

The case of the Formula 1 Azerbaijan Grand Prix in Baku provides substantial evidence
regarding the practical application and outcomes of using mega-events for country branding and
tourism promotion. Media Visibility and Branding: The Formula 1 Grand Prix has dramatically
increased Azerbaijan’s international visibility. Hosting the event places Baku in global broadcasts
watched by tens of millions; the 2023 race, for example, attracted approximately 90 million viewers
worldwide via TV and social media [12]. Race footage prominently features Baku’s scenic
cityscape, juxtaposing historic walls with glittering skyscrapers like the Flame Towers, effectively
turning the city into a “showroom” for Azerbaijan’s brand. The Baku race’s popularity was
underscored when it was ranked among the global top 10 Formula 1 races in 2017 [12]. Each year,
hundreds of international journalists and major media outlets cover the event, further amplifying
the country’s exposure [12]. This extensive media coverage aligns perfectly with the strategy of
leveraging the Grand Prix as a national communication platform. As noted in one report, “Formula
1 is a global sport that not only enhances Azerbaijan’s international prestige but also opens up
significant economic opportunities,” highlighting the government’s perspective on F1’s role in
bolstering the country's image abroad [12]. The repeated association of Azerbaijan with globally
recognized teams, drivers, and sponsors generates a branding effect difficult to achieve through
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traditional tourism advertising alone. Tourism Impact and Visitor Influx: The F1 Grand Prix has
exerted a notable, though complex, impact on Azerbaijan’s tourism sector. The event directly
attracts thousands of foreign visitors annually. Recent editions saw all 30,000 tickets sold out, with
a significant portion purchased by international fans from over 100 countries [12]. These visitors
are often affluent, aligning with the high spending power typical of Formula 1 fans. Many extend
their stay beyond the race weekend; according to the Azerbaijan Tourism Board, it is common for
F1 tourists to “stay an extra week to visit various tourist attractions” (cited in [12]). Statistics
suggest an average F1 visitor spends around $3,000 during their trip in Baku on accommodation,
dining, entertainment, and shopping considerably higher than the typical tourist expenditure [12].
This influx leads to high hotel occupancy rates (Baku hotels reported 100% occupancy during the
Grand Prix, [12]) and benefits various local businesses. The direct financial injection into
Azerbaijan’s economy from the first four races (2016-2019) was estimated at $506.3 million,
encompassing tourist spending and increased demand for services like transportation and
telecommunications [13]. A PricewaterhouseCoopers (PwC) analysis confirmed substantial
economic benefits flowing to sectors like hospitality and transport [14]. Contrary to early concerns
about costs, the Grand Prix has reportedly become profitable in recent years due to rising ticket
revenues and sponsorships [12].

Beyond the event-specific surge, hosting Formula 1 contributed to significant growth in
Azerbaijan’s overall tourism numbers. In 2019, the country welcomed a record 3.2 million foreign
tourists, its highest figure ever [15]. This 15% increase over the previous year occurred amidst
active promotion, with F1 serving as a major draw. Government officials credit F1 and other high-
profile events with helping diversify Azerbaijan's image from primarily an oil producer to a cultural
and leisure destination, thereby driving tourist interest [16, 17]. The Azerbaijan Tourism Board’s
“Take Another Look” campaign (launched 2018) explicitly uses imagery from events like the
Grand Prix [18, 16], and the extension of Baku's F1 hosting contract through at least 2024 aims to
secure these tourism gains [16]. The long-term trend appears promising; even after the pandemic
disruption (2020-2021), tourism rebounded strongly in 2022-2024, indicating that the international
awareness built by the Grand Prix has enduring effects [17]. F1 has placed Baku on the map for
many travelers, enhancing its appeal, particularly for niche markets like sports enthusiasts and
luxury travelers.

Infrastructure and Urban Development: A tangible outcome of hosting the Grand Prix has been
improvements in local infrastructure and city branding. Developing the street circuit, which winds
through downtown Baku and along the Caspian waterfront, necessitated road upgrades, improved
signage, and enhancements to the urban landscape. The integration of iconic backdrops like the
medieval Old City walls and the ultramodern Flame Towers into television coverage effectively
branded Baku as a place where “East meets West”. Hosting F1 also spurred the construction of
new hotels and the modernization of Baku’s airport. By 2023, Baku boasted 757 hotels with over
56,000 beds, including many high-end international chains, reflecting capacity built partly in
response to major events [12]. Furthermore, the event organization itself has developed local
human capital through the annual training of thousands of staff, volunteers, and marshals (approx.
1,500 staff, 2,000 volunteers, 1,400 marshals in 2024) [12]. These experiences build valuable skills
in event management and hospitality. Investments in telecommunications and security for the race
have also yielded spillover benefits. These developments align with Gratton & Preuss's [10]
concept of structural legacies, encompassing both tangible infrastructure and intangible gains like
know-how and networks.
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CONCLUSION. 3AK/IIOYEHHE

In summary, the Formula 1 Grand Prix in Baku powerfully demonstrates the role of event
marketing in country branding and tourism promotion. Theoretically, the case affirms insights from
scholars like Getz [1], Chalip [2], and Anholt [6, 7]: a well-orchestrated mega-event can serve as a
potent nation-branding engine, broadcasting a carefully crafted image to a massive international
audience. Azerbaijan effectively leveraged the Grand Prix as a living advertisement of its national
identity a modern, dynamic nation bridging East and West. The event provided a focal point to
showecase infrastructure, hospitality, and cultural vibrancy, addressing the research problem of how
an emerging destination can enhance its international perception and profilePractically, the case
study reveals significant positive outcomes. Azerbaijan achieved increased global visibility,
experienced tourism growth (reaching pre-pandemic record highs [15], and enriched its national
brand with associations of excitement, luxury, and cosmopolitan appeal. The Grand Prix yielded
direct economic benefits [13, 14] and catalyzed long-term investments in urban development and
service quality. Equally important are the intangible legacies: enhanced international prestige and
a stronger national brand identity. Hosting Formula 1 became a statement of Azerbaijan’s
confidence and capabilities.

However, the findings also highlight that realizing the full benefits of mega-events necessitates
strategic foresight and effective collaboration. The Azerbaijan experience underscores that hosting
alone is insufficient; deliberate leveraging efforts, such as easing visa access, integrating the event
into broader tourism campaigns [18], and engaging stakeholders [9], were crucial for converting
short-term attention into lasting advantages. This aligns with Chalip’s [2] notion of leveraging and
confirms the essential role of stakeholder coordination [9].

In conclusion, the Formula 1 case study in Baku provides strong empirical support for event
marketing as a powerful tool for country branding, particularly for emerging destinations seeking
global recognition. Azerbaijan’s strategic use of the Grand Prix illustrates how a nation can
potentially fast-track its visibility in the international tourism arena and shape its image through a
single, recurring mega-event [11]. The long-term impact includes heightened global awareness and
an enhanced reputation. When executed with a clear vision aligning media exposure, infrastructure
legacy, and stakeholder efforts with a national brand strategy event marketing yields a multifaceted
payoff: increased tourism in the short run, and a stronger national brand supporting sustained
economic development in the long run. This case offers valuable lessons for both theory and
practice regarding the leveraging of mega-events for country branding.
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ANOTACIJA

Saja pétijuma aplikotas digitala marketinga stratégijas, kuru mérkis ir veicinat pasakumu tirismu Srilanka. Tas
rada ieverojamus izaicindjumus un iesp&jas, piedavajot jaunas metodikas pasakumu atpazistamibas un tiristu
lidzdalibas uzlabosanai. Rezultati uzsver mérktiecigu tieSsaistes kampanu un socialo mediju platformu galveno lomu

starptautisko un vietgjo tiiristu piesaistisana pasakumiem Srilanka.

Atslegvardi: Digitalais marketings, pasakumu tiirisms, veicina$ana, Srilanka, tiirisma stratégijas
ABSTRACT

This present research discusses digital marketing strategies that aim to promote event tourism in Sri Lanka. It
presents significant challenges and opportunities, proposing new methodologies to improve the visibility of events and
tourist participation. The results emphasize the key role of targeted online campaigns and social media platforms in
bringing international and domestic tourists to events in Sri Lanka.

Keywords: Digital marketing, Event tourism, Promotion, Sri Lanka, Tourism strategies
IEVADS. INTRODUCTION

Event tourism is an important sector of Sri Lanka's tourism industry, but it is not well used
because there is poor visibility and promotional strategy. Greater reliance on the internet for
planning vacations highlights the acute need for adopting effective digital marketing strategies in
response to connect domestic and international tourists to visit events.[2].This research is timely,
given the increasing competition among destinations globally and the virtual transformation of
consumer behavior.

The major purpose of this study is to identify and examine effective digital marketing tactics that
can be applied to increase event tourism promotion in Sri Lanka. For this reason, the study applies
a qualitative research design involving a literature review, expert interviews, and case studies of
successful digital campaigns. These methods allow us to determine significant information on the
impact of social media, sponsored ads, and content-driven engagement on tourist participation in
Sri Lankan events.

SVARIGAKAS ATZINAS TEORIJA UN PRAKSE. BASIC THEORETICAL AND
PRACTICAL PROVISION

Basic theoretical provision:
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Digital marketing theory emphasizes reaching the right audience through targeted online channels.
It includes principles like content marketing, social media engagement, and search engine
optimization (SEO), which help increase visibility and attract interest in events.[5].

Basic practical provision:

In practice, these strategies are implemented by creating event-specific content (videos, blogs),
running social media campaigns, using paid ads (Google/Facebook), and collaborating with
influencers or travel platforms to promote Sri Lankan events to both local and international
tourists.[6].

PETIJUMA REZULTATI UN TO IZVERTEJUMS. RESEARCH RESULTS AND THEIR
EVALUATION

Research Findings or Data:

e Over 75% of tourism experts surveyed attested that social media promotions significantly
increased tourist engagement at festivals like the Kandy Esela Perahera and Colombo
Fashion Week.

e Google Ads and Facebook Ads achieved a 60% higher rate of conversion compared to
standard print advertisements.

¢ Influencer collaborations drove over 80% increases in event-related page views for targeted
campaigns.

e Destination-focused video content, once released on platforms like YouTube and Instagram
Reels, was seen by audiences across over 25 nations, primarily in Europe and Asia.

Evaluation of Research Results:

The research of the data emphatically indicates that online promotion is highly effective for
promoting event tourism in Sri Lanka. Social media marketing and influencer partnerships are
particularly effective as they have the ability to trigger real-time activity and emotional experiences
among travelers. However, lack of end-to-end strategies and uneven deployment of content were
brought out as weaknesses in present practice.

KOPSAVILKUMS. CONCLUSION

Digital marketing is essential to drive the visibility and success of event tourism in Sri Lanka.
Targeted content, paid media and influencer collaborations must be integrated into a
comprehensive digital marketing strategy. Sri Lanka must invest in digital infrastructure and train
tourism stakeholders in current marketing practices to emerge as a global competitor. A national
digital tourism campaign led by public-private partnerships can significantly boost event-driven
arrivals and economic returns.
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ANOTACIJA

Saja raksta tiek pétita Gidens tiirisma attistibas probléma ka strategiska pieeja Srilankas tdrisma nozares
atdzivinasanai pec Covid-19 pandémijas. Neskatoties uz to, ka Srilanka ir daudz dabas resursu, kas pieméroti Gidens
tlirismam, tie joprojam netiek izmantoti pilna apjoma. Daudzi Gidens resursi ir izol&ti, un tikai dazi ir pieejami tlrismam.
Sis pétijums ir pirmais apkopojosais pétijums, kas veltits tam, lai novértétu, ka tidens tiirismu var izmantot Srilankas
tirisma nozares atdzivinasanai. Veicot Gidens tirisma produktu, pakalpojumu un resursu auditu Srilanka, nosakot
arvalstu tiristu vajadzibas, vélmes un intereses, tika piedavats praktisks ietvars politikas veidotdjiem, tlrisma
operatoriem un viesnicas Tpa$niekiem, lai ilgtsp&jigi attistitu Srilankas fidens tiirisma nozari globala tiirisma tirg..

Atsleégvardi: Digitalais marketings, digitalie riki, digitalas platformas, Gidens ttrisms, sérfoSana, nirSana ar
akvalangu, snorkel€Sana (zemiidens peldesana, lictojot elposanas cauruliti), raftings (celoSana ar pieptisamu laivu),
valu vérosana, Mangroves safari

ABSTRACT

This article explores the problem of water tourism development as a strategic approach to revive the Sri Lanka’s
tourism industry after the Covid 19 pandemic. Although Sri Lanka has many natural resources suitable for water
tourism, they remain underutilized. Some water resources are isolated and only some water resources are open to
tourism. This research is the first comprehensive study dedicated to evaluating how water tourism can be used to restore
Sri Lanka’s tourism industry. Conducting the first audit of the existing water tourism product services and resources
in Sri Lanka, identifying the needs, preferences and interests of foreign tourists, it was provided a practical framework
for policymakers, tourism operators, and hoteliers to sustainably develop Sri Lanka's water tourism sector in the
competitive global tourism market.

Keywords: Digital marketing, Digital tools, Digital platforms, Water tourism, Surfing, Scuba diving,
Snorkeling, Rafting, Whale watching, Mangrove safari

INTRODUCTION

Post 2020, there is a significant decline in the tourism industry in Sri Lanka. The main reasons
for that are the Covid-19 pandemic and the 2019 Easter attack. This has had a significant impact
on the tourism industry. Due to this situation, the tourism industry had to face many things that
were never expected. The tourism industry, which employed more than four 400,000 people and
made a significant contribution to the national economy, collapsed. Tourism-dependent countries
like Sri Lanka lost millions of dollars in revenue with the global travel restrictions.[1] In 2018, Sri
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Lanka’s total tourist arrivals exceeded 2.3 million.[8] Due to the Easter attack, the number of
tourists who come to Sri Lanka in 2019 decreased to 1.9 million. It is an 18% decrease compared
to 2018.[3]

The Covid-19 pandemic had a severe impact on the tourism industry globally as well as in Sri
Lanka. According to the High Commission of the Democratic Socialist Republic of Sri Lanka in
the United Kingdom, tourist arrivals to Sri Lanka dropped significantly to 507,704 visitors in 2020.
The decline was mainly due to global travel restrictions, lockdowns and health issues.[5]

In 2021, the situation worsened and tourist arrivals fell to 194,495. That value was mentioned as
the lowest value in the tourism industry in recent times. This resulted in travel bans, quarantine
regulations and limited international flights. Uncertainty over health conditions discouraged
tourists and further weakened Sri Lanka's tourism-dependent economy.

However, the year 2022 saw a gradual increase in the number of tourists visiting Sri Lanka. The
number of tourists was 719,978. The increase was driven by the gradual reopening of borders, the
easing of travel restrictions and the global vaccination drive. It restored people's confidence in
international travel. According to Ceylon Digest, the number of tourists who visited Sri Lanka in
the year 2023 is 1,487,303.[2] Tourist arrivals in the year 2024 were 2.05 million as a sign of the
steadily growing tourism industry.[7]

In response to these challenges, more attention has been focused on the water tourism sector in Sri
Lanka. The country's natural location and biodiversity will help in this. The focus is on water-
based activities, including surfing, whale watching and scuba diving, taking advantage of the
beautiful coastal landscapes.[4]

This article focuses on Sri Lanka's water resources and considers how they can be used to develop
tourism. Sri Lanka is rich in various natural resources including clean beaches, rivers, lakes,
waterfalls and lagoons. The beautiful coral reefs surrounding the country are ideal for water sports,
scuba diving and whale watching. Inland rivers like Kelani and Mahaveli provide opportunities
for rafting and canoeing. Scenic lakes like Bere Lake in Colombo and Bogambara Lake in Kandy
can be developed for boating. Waterfalls like Bambarakanda and Dunhida can attract eco-tourists.
Expanding water-based activities can improve Sri Lanka's global appeal as a water tourism industry
by improving infrastructure and promoting sustainable tourism.

Despite Sri Lanka’s vast water tourism resources, they remain underutilized. At present, there are
only standard attractions offered, which target mainly domestic tourists. No researches have yet
been conducted to evaluate the contemporary water tourism market in Sri Lanka. Moreover, there
are no specific studies available on the needs and interests of foreign tourists in Sri Lanka water
tourism destinations. However, the water tourism is one of the most significant sectors of tourism
industry and could be used as a tool for the overcoming post-2020 decline. Therefore, the goal of
this research is to conduct an audit of water tourism products (and services) in Sri Lanka, in order
to identify additional opportunities for development of water tourism destinations and to improve
a creative development of tourism products.

METHODOLOGY

This research uses a mixed methods design. A quantitative approach was used to obtain data
from foreign tourists visiting Sri Lanka. A qualitative analysis was also conducted based on
secondary data and based on data collected from hotel owners. The questionnaire prepared for
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foreign tourists received responses from one hundred and sixteen tourists. Five hotel owners
provided support for the questionnaire prepared for hotel owners. Secondary data was obtained
from reputable sources. These include journal articles, books related to tourism, reports on tourism
from foreign countries, information from the official website of the Tourism Development
Authority of Sri Lanka and other acceptable websites.

RESULTS
Water Tourism Audit

Water tourism, which is directly related to the daily life tourism, also has a significant impact on
the country's economy. However, the damage caused to the environment through water tourism
must also be taken into account. In order to continue water tourism, attention must be paid to
sustainable development. Promoting sustainability not only protects natural resources, but can also
determine the future of water tourism.

Scuba diving is an activity performed underwater using self-contained breathing apparatus. The Sri
Lankan government has also taken various measures to protect the environment. White water
rafting is practiced on the Kelani River, centered around the Kitulgala area of Sri Lanka. Although
white water rafting can be done at any time of the year, the best time is from May to December.
Surfing is an emerging water sport in Sri Lanka that attracts both local and foreign tourists. The
Arugam Bay area is known as the surfing capital of Sri Lanka. Lagoon and mangrove safaris are
becoming popular in Sri Lanka, which is located in the tropical region. Whale watching tourism
has recently become a popular sector in Sri Lanka. This activity is carried out especially in the
coastal areas of Mirissa, Trincomalee and Kalpitiya.

The private sector is working to provide all the necessary facilities for tourists. The contribution of
private operators to creating a conducive environment for surfing is very high. These operators
provide surf training for beginners to people of various skill levels. This increases the income
received from tourists and also helps to attract tourists back. If there are enough instructors, the
safety of surfers is also ensured. Advertising for surfing in Sri Lanka is also often done by the
private sector. Awareness is raised about surfing seasons, hotel facilities and gear rentals through
websites, social media and travel agencies. Thus, it appears that the contribution of the private
sector to promoting Sri Lanka as a surfing destination is very high.[6] The government has
formulated the necessary rules and regulations to prevent damage to nature and minimize
environmental pollution. The government and the private sector should work together towards
sustainable development.

Water tourism experience

Information obtained from 116 foreign tourists who visited Sri Lanka is based on the 10 multiple
choice questions in a Google Form formate and helps to formulate the main trends in water tourism
sector from the customers’ point of view. The majority of the tourists who participated in this survey
represent the 25-34 age group. It is 33.6% as a percentage. The 35-44 age group is 31% as a
percentage. Moreover, 70.7% of the respondents had visited Sri Lanka before. Only 29.3% of the
tourists had visited Sri Lanka for the first time. This shows that tourists who have visited Sri Lanka
are satisfied with Sri Lanka and return again. However, the lack of first-time tourists is clearly
noticeable.
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Previous water tourism experience

A majority of respondents, 81.9%, had engaged in water-based tourism activities. A very small
number, 18.1%, had never engaged in water tourism activities before. This clearly shows that a
majority of foreign tourists prefer water tourism activities. Furthermore, 62,1% of respondents
expressed interest in white water rafting. Surfing and whale watching were chosen by 39,7% and
37,9% tourists respectively. Lagoon and mangrove safaris have been expressed by 34,5%. Scuba
diving and snorkeling have very low interest, only 13,8% of respondents selected this option. This
shows that tourists visiting Sri Lanka are more interested in rafting among water-based activities.

Factors for choosing water-based tourism activities in Sri Lanka

The majority of the respondents (62 tourists) commented on safety standards. The number of
respondents who commented on the price to be paid and environmental responsibility was 42. The
number of persons who chose water-based activities based on the factors of availability of
information and recommendations/reviews was 33 and 35 respectively. The number of people who
chose water-based activities based on the factors of accessibility and quality of equipment and
guides was very low. This shows that tourists believe that safety standards in Sri Lanka are high. It
is a good sign for the tourism industry. However, trust in the quality of equipment and tour guides
is very low. Nevertheless, the respondents mostly preferred to engage in water tourism activities
with a tour guide (57.8% ), only 13.8% of tourists preferred to engage in water tourism activities
alone without a tour guide. In turn, 28.4% of the respondents metioned that it depends on the
business. Thus, it appears that there should be sufficient tour guides for water tourism activities.

Awareness of water-based tourism activities in Sri Lanka

The number of people who found information using social media is 37.9% and the number of
people who found information through online search is 24.1%. That is, 62% have found
information using digital media. The number of people who found information through travel
agencies is 14.7% and the number of people who got information from friends and family members
1s 18.1%. The number of people who got information from the hotel where they are staying is very
low. This figure shows 5.2%. This shows that attracting tourists using digital media is more
practical and effective.

Water tourism in hotel owners’ perspective

Five hotel owners were selected to cover five major water tourism activities in Sri Lanka and were
asked ten questions and their responses were collected. The five main water tourism activities in
Sri Lanka are covered by these interviews. The answers represent rafting, surfing, scuba diving,
mangrove safari and whale watching sectors. The hotel owner who responded regarding rafting is
named Respondent 1, the hotel owner who responded regarding surfing is named Respondent 2,
the hotel owner who responded regarding scuba diving is named Respondent 3, the hotel owner
who responded regarding mangrove safari is named Respondent 4, and the hotel owner who
responded regarding whale watching is named Respondent 5.

The role of water tourism in shaping hotel business strategy

As respondent 1 noted, in addition to rafting, the hotel provides food and accommodation facilities.
Therefore, tourists who come for rafting use those facilities. Respondent 2 has a similar idea. He
states that those who come for surfing get food and accommodation facilities from the hotel.
Respondent 3 mentioned that in addition to scuba diving facilities, food, accommodation and music
are provided. Tourists who come for scuba diving also enjoy other facilities. As respondent 4
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underlined, in addition to mangrove boat safaris, food and accommodation are now provided.
Therefore, tourists also enjoy those facilities. Respondent 5 states that the main function of the
institution is to provide boats for whale watching and provide road guides. Since no other facilities
are provided, water tourism activities are the only source of income. This makes it clear that water
tourism activities affect the determination of the other income sources of the hotel. By raising the
standard of water tourism activities and providing satisfactory water tourism activities, the other
income sources of the hotel can also be increased.

Main challenges

Respondent 1 noted that on certain days there is heavy traftic for rafting as tourists also come from
other hotels. It is a hindrance to tourists. In opposite, Respondent 2 states that the main challenge
is the decrease in the number of tourists. The hotel rooms are still empty. Respondent 3 mentioned
that since recognized certificates are required for scuba diving, many tourists do not get the
opportunity to dive. As respondent 4 marked, the mangrove is located quite far from the tourist
town of Negombo. Therefore, the number of tourists is low. As respondent 5 states, the
transportation facilities in the Kalpitiya area are poor and there are few good hotels. Therefore, the
number of tourists is low. In order to reduce the congestion for rafting, alternative locations should
be identified and developed. As an answer to the decrease in tourist attraction, digital media
advertising is important and relationships with travel agencies are important. Institutions that can
provide recognized certificates for diving should be established in Sri Lanka. They should be linked
with international institutions. In places where transportation facilities are poor, it is important for
the hotel to provide transportation facilities to tourists.

Proposals for the development of water tourism

Asrespondent 1 states, there is a problem with rafting today due to the large number of local tourists
on certain days. To minimize this, more places for rafting should be found in the Kelani River. As
respondent 2 underlined, surfing competitions etc. can be organized to attract tourists. Moreover,
respondent 3 noted that tourism promotion programs are needed and opportunities should be
provided to study those courses in Sri Lanka by connecting with institutions that provide
international diving certification. As respondent 4 states, good advertising is needed to attract
tourists. In turn, respondent 5 noted that awareness programs are needed since tourists' knowledge
about the Kalpitiya area is very low. The points to be emphasized here are that good tourism
promotion programs are needed, new water tourism places should be found and cooperation with
international organizations should be worked on.

CONCLUSIONS

Based on the conducted research, a promotional program to boost water tourism, and broader
strategic recommendations for it were designed. The aim of this program is to develop water
tourism in Sri Lanka and thereby develop the overall tourism industry in the country. The
Government of Sri Lanka must intervene in this regard as this program cannot be implemented by
individuals or hotel owners alone.

e Identifying and developing previously untapped arears for water tourism
e [ssuance of a digital ticket to tourists engaged in water tourism activities
¢ Introducing a digital map that makes water tourism destinations accessible
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e Introducing a digital platform with live chat
e Using digital platforms for promotion
e Introducing loyalty programs

e Building the connections with international organizations that operate water tourism
activities

(1) Identifying and Developing Previously Untapped Arears for Water Tourism

Rafting: According to the survey, the most preferred water tourism activity among foreign tourists
is white water rafting. White water rafting requires rapid flows and gradient drops. These
characteristics are found in the Kelani River in the Kitulgala area. Therefore, the Kelani River has
been chosen for white water rafting. Currently, rafting is only conducted in the Kitulgala area of
Sri Lanka, which is why there is a rush of local tourists. Therefore, it is important to find new
places suitable for rafting. Below are some such places. Such as Mahaweli river (upper section),
Seethawaka river (Avisswella), Kalu river (Rathnapura).

The upper reaches of the Mahaweli River, the longest river in Sri Lanka, offer the potential for
white water rafting. The Mahaweli River flows through lush forests, offering scenic views. This
section of the river features a mix of fast and slow water courses. Suitable for both beginners and
experienced rafters. The rapids are particularly rapid during the rainy season, making for a thrilling
rafting experience.

The Seethawaka River, which flows through Avissawella in the western part of Sri Lanka, offers
potential for rafting. Both fast and moderate water courses are found here. You can enjoy the sport
of rafting while watching calm pools, large bamboo trees, birds and tea plantations. Currently,
rafting training is conducted in this area, but it is not open to tourists.

The Kalu River in Ratnapura offers excellent potential for white water rafting. The scenic
surroundings and natural beauty offer tourists an unforgettable experience. During the rainy season,
the river shows a more challenging flow. It is also more suitable for thrill seekers. Tourists also get
the opportunity to explore the biodiversity.

Surfing: According to the survey, the second most popular activity among tourists is surfing. The
Arugambay area is known as the surfing capital. Currently, the southern and eastern coasts of Sri
Lanka are famous for surfing. However, there is not much surfing activity on the western coast.
Although the western coast is not suitable for all surfing activities, it shows good potential for kite
surfing. Although solo tourists are currently engaged in kite surfing on the western coast, it is still
not a strong tourist attraction.

Lagoon and Mangrove Safari: Currently, the Madu River in the Balapitiya area of Sri Lanka is a
popular destination for mangrove safaris. Although Negombo is a tourist city, mangrove safaris are
not yet very popular among tourists. However, the beautiful surroundings and island areas of the
Negombo lagoon provide a suitable potential for mangrove safaris.
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(2) Issuance of a Digital Ticket to Tourists Engaged in Water Tourism Activities

A key finding of this study is the lack of accurate statistical data on water tourism participants in
Sri Lanka. This situation creates a significant gap in tourism planning and development. Therefore,
the researcher recommends the introduction of a digital ticket for tourists engaging in water tourism
activities such as rafting, surfing, whale watching, scuba diving and mangrove boat safaris.

The digital ticket can be issued at the point of purchase of the water tourism facility. This can be
done through a mobile application or through authorized service providers. This ticket can be
prepared to include the country of origin, water tourism activity, location and date. This can be
done through a digital platform under the management of the Sri Lanka Tourism Development
Authority. Then the government can obtain true statistical data on tourists engaging in water
tourism activities. This information will be very important for promoting tourist destinations,
providing infrastructure, ensuring standards for water tourism activities and ensuring the safety of
tourists. It can also minimize congestion in restricted areas and environmentally sensitive areas. By
allowing only government-registered institutions and individuals to provide these services, illegal
activities can be controlled. This can also be used as a digital tool for modernizing the water tourism
industry.

(3) Introducing a Digital Map That Makes Water Tourism Destinations Accessible

In Sri Lanka, accessibility to destinations is a factor that enhances the tourist experience and
increases repeat visits. According to the survey, the majority of tourists visiting Sri Lanka are in
the 25-44 age group. This age group is often tech-savvy, uses digital tools, and has relatively high
levels of technical knowledge. The researcher recommends introducing a comprehensive digital
map covering all water tourism zones and destinations in Sri Lanka so that they can easily identify
and access water tourism activities in Sri Lanka.

This interactive digital map should be accessible through a separate mobile application or a
website. It should be created with GPS technology. Details of water tourism activities such as
rafting, surfing, scuba diving, whale watching and mangrove boat safari should be included. Details
of weather conditions in those areas, rules and regulations related to water sports and other services
should be included. It is also important to link to hotels and places that provide accommodation
facilities. User reviews should also be obtained and updated. Providing a user-friendly interface
can create a desire for the tourist to use the mobile application. It will enable the tourist to identify
uncrowded places and will also reduce congestion in water tourism activities. It will also help to
achieve the Sustainable Development Goals.

(4) Introducing a Digital Platform with Live chat

About 79.3% of tourists visiting Sri Lanka are under the age of 44. Most of the people in this age
group are digital natives. Also, most of the tourists visiting Sri Lanka have found information about
water tourism activities online or by using social media. Hotel owners have also focused their
attention on digital technology as they are using websites and social media to advertise. About 50%
of the tourists who participated in the survey have commented that there is not enough information
about water tourism. After studying all this information, the researcher considers the introduction
of a digital platform with live chat and automated bots as a timely and practical solution.

This digital platform should enable tourists to connect with stakeholders in the tourism industry,
including hoteliers. It can be used as a platform for users to report problems, ask questions and
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provide immediate support. An automated bot facility can be implemented for common questions
that arise, and a live chat system can be used for specific questions. A team of 6 or 7 trained
professionals with expertise in water tourism is sufficient to implement the live chat. They should
not only have the ability to solve problems related to water tourism, but also have the ability to
provide correct guidance. Their role is important for service-related complaints, security issues and
other humanitarian issues.

The creation of this platform should be done with the intervention of the government and the
implementation and monitoring should definitely be done by the government. It is more appropriate
to maintain this platform under the Sri Lanka Tourism Development Authority, which is the main
institution in Sri Lanka related to tourism. Government involvement in this platform creates
credibility for stakeholders and also affects the government's strategies. Information should also be
collected on new trends, challenges and international standards in water tourism while solving
immediate problems. This information will guide the government to implement water tourism
policies, promote infrastructure facilities and improve service quality. The introduction of a digital
platform operated by the government with the support of live chat and bots shows a new dimension
in water tourism in Sri Lanka. This will provide an opportunity to communicate well with tourists
and the feedback received can increase the attractiveness of the tourist experience and achieve
sustainable growth of water tourism.

(5) Using Digital Platforms for Promotion

Individual hotel owners are already using social media to promote their activities. However, these
efforts are limited and do not match the national need. A comprehensive promotion program using
digital platforms such as social media, with government intervention, is needed to reflect the level
of water tourism activities in Sri Lanka, including existing water tourism destinations and those
with potential to be developed. Sri Lanka’s water tourism potential can be informed to the world
through a well-structured government-led digital marketing program. Experienced individuals
should be involved in creating high-quality videos and this should be done under the guidance of
the Sri Lanka Tourism Development Authority. Videos can be created that include activities related
to water tourism, destinations, cultural identity and experiences of tourists. Popular platforms such
as YouTube, Facebook and Instagram can be used to address global audiences. The promotion
program can be launched by building collaborations with Sri Lankan tourism industry experts,
international tourism industry experts, and social media influencers.

The Sri Lanka Tourism Development Authority should set up a separate unit for this. This unit
should consist of digital marketers, content creators, social media managers and video artists with
knowledge of tourism promotion. Content should be created that highlights the beauty and cultural
value of Sri Lanka's water tourism destinations. These creations should be promoted through their
platforms by connecting with famous video bloggers. The effectiveness of the promotion, audience
participation, feedback, accuracy of information, etc. should be considered.

(6) Introducing Loyalty Programs

The survey revealed that a large number of tourists visiting Sri Lanka prefer water tourism activities
and that many of the tourists who have visited return. To encourage these tourists to return, loyalty
cards can be introduced as a way to reward them and reward them. This can be done under the
guidance of the Sri Lanka Tourism Development Authority. A digital system can be established at
the airport to identify such tourists and issue them a loyalty card.
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Special packages for water tourism activities can be introduced for tourists holding this loyalty
card. Discounts can be given in providing hotel facilities. Priority can be given in events organized
by the government for tourists. Various strategies can be identified to implement this. The Sri Lanka
Tourism Development Authority should start this work in partnership with a local technology
company. Hotels, water tourism operators, and those involved in the water tourism sector should
be integrated and participate in this program and the discounts they offer should be publicized.
Tourists can be informed about this at the airport and registration for this program should be quick
and free. A separate monitoring team should be appointed to review the progress of the program.

(7) Building the Connections with International Organizations that Operate Water Tourism
Activities

Another suggestion for developing Sri Lanka's water tourism industry is to strengthen ties with
international organizations involved in water tourism activities. Some organizations issue
certificates for water tourism operators and some organize water tourism competitions. Maintaining
ties with such organizations can instill confidence in Sri Lanka's water tourism industry among
tourists.

The International Rafting Federation (IRF) operates globally for rafting. The IRF runs training
programs, issues certificates, and organizes international competitions. Scuba diving is run by two
recognized organizations: the Professional Association of Diving Instructors (PADI) and Scuba
Schools International (SSI). Both of these organizations provide diving training and issue
certificates. These certificates are also required to become a diving instructor. This allows the
certificate holder to train, guide, and supervise divers. The International Surfing Association (ISA)
operates globally for surfing. ISA sponsors training, events, and provides guidelines for the
development of surfing competitions. ISA certification is required for training, maintaining, and
judging surfing activities worldwide. Two main organizations operating for mangrove safari have
been identified. The International Union for Conservation of Nature (IUCN) and Wetlands
International are those organizations. These organizations provide support for environmental
conservation research and ecotourism development. By engaging with these organizations,
sustainable tourism in wetlands and mangrove ecosystems can be promoted. International whaling
commission (IWC) and World Cetacean Alliance (WCA) are international organizations operating
for whale watching tourism activities. They issue certificates and conduct awareness raising for
whale watching.

The Sri Lanka Tourism Development Authority should work to engage and cooperate with these
organizations. Although individual hotel owners sometimes have relationships with these
organizations, it is not enough to achieve international recognition and organize international
competitions in Sri Lanka. International recognition and the opportunity to organize international
competitions in Sri Lanka will be achieved through state-level intervention.
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ANOTACIJA

Saja raksta apliikoti faktori, kas ietekmé augstakas kvalitates alkohola patérinu Eiropas tirgi. Ienakumu
Iimenis, vecums, izglitiba un dzivesveids bitiski ietekmé paterétaju uzvedibu. Jauni, labi izglitoti cilveki ar augstakiem
ienakumiem biezak izvélas premium klases produktus. Digitala marketinga loma un premiumizacijas tendence norada
uz pieaugosu orientaciju uz kvalitati.

Atslégvardi: Premium alkohola paterins, Eiropas tirgus, Tirgus tendences, Zimolu stratégijas

ABSTRACT

The article examines the main factors influencing premium alcohol consumption in the European market.
Income level, age, education, and lifestyle significantly affect consumer behavior. Younger, well-educated individuals
with higher incomes show a preference for premium products. The role of digital marketing and the trend of
premiumisation highlight a growing-shift toward quality-oriented consumption.

Keywords: Premium alcohol consumption, European market, Market trends, Brand strategies, Market
segment

IEVADS. INTRODUCTION

In recent years, the premium alcohol segment has shown steady growth within the European
market. Despite increasing public awareness of healthy lifestyles and the existence of strict
regulations on alcohol advertising, many consumers continue to choose high-quality alcoholic
beverages. Premium alcohol, as a symbol of social status and quality, plays a significant role not
only in individual consumer preferences but also in the overall profitability of hospitality
businesses, particularly in restaurants and bars [1].

The relevance of this research lies in the growing demand for premium products, influenced
by rising living standards, digital culture, and changing consumer values. At the same time, alcohol
marketing remains subject to considerable legal and reputational constraints, which makes
understanding consumer behavior in this segment particularly important. Identifying the trends and
key drivers behind the consumption of premium alcoholic beverages will help companies develop
more targeted and responsible marketing strategies [2].

Problem: while the premium alcohol market continues to expand, alcohol brands face a dilemma:
how to successfully promote premium products in a highly regulated and socially sensitive
environment. This issue presents a significant challenge for marketers operating in Europe, where
advertising restrictions and changing social attitudes toward alcohol demand a more nuanced
approach.

The aim of this study is to analyse current trends and identify the main factors that influence the
consumption of premium alcoholic beverages in the European market. By focusing on consumer
behavior, the research seeks to shed light on the driving forces behind the growing demand for
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high-end alcohol. The object of this research is the consumers of premium alcoholic beverages in
the European market. The subject is the trends and key factors influencing the consumption of
premium alcohol in Europe.
In order to achieve the stated aim, the following tasks are set:
e To identify the socio-economic and cultural factors influencing consumer decisions.
e To explore recent trends that encourage the consumption of premium alcohol.
e To examine marketing strategies used by companies to promote premium alcoholic
beverages in Europe.
This study employs desk research, including the analysis of recent academic literature, market
reports, and case studies, to identify prevailing consumption patterns and marketing practices
within the premium alcohol segment.
Research Questions:
e To guide the investigation, the following research questions are proposed:
e What are the main factors affecting consumer behavior regarding premium alcohol in the
European market?
e Which marketing strategies are perceived as most effective in influencing consumer
choices?
It is hypothesized that the consumption of premium alcoholic beverages in Europe is largely
influenced by the consumer’s socio-economic status-particularly high income and professional
position.

SVARIGAKAS ATZINAS TEORIJA UN PRAKSE. BASIC THEORETICAL AND
PRACTICAL PROVISION

Overview of the European Premium Alcohol Market

The European market for alcoholic beverages is currently undergoing a significant
transformation, characterized by a well-documented trend towards premiumisation across diverse
product categories. This premium segment is increasingly vital to the overall drinks industry,
demonstrating consistent growth and resilience even amidst broader societal shifts towards health
consciousness. Market data confirms this positive trajectory, indicating a consumer shift towards
prioritizing quality, often expressed through the 'drink less, but better' philosophy.

Defining "premium™ in this context extends significantly beyond just elevated price points.
It incorporates a complex blend of tangible and intangible factors signaling superior value. Key
elements often include demonstrable product quality, evidence of craftsmanship, exclusivity, and
the status consumers associate with the product. Furthermore, attributes such as a rich heritage or
compelling brand story, along with the promise of a unique or memorable consumption experience,
are increasingly central to a brand's premium positioning [3].

Several interconnected factors are driving this evolution in consumer preference. Rising
disposable incomes within key European demographics provide the financial capacity for
purchasing higher-priced goods. Concurrently, market research highlights evolving consumer
values, with an increasing emphasis placed on authenticity and experiences over simple
possessions, fuelling demand for premium offerings [4].

From a strategic perspective, the premium segment holds considerable weight for industry
participants. Products within this tier typically yield higher profit margins and are instrumental in
building long-term brand equity and shaping a positive brand image. Successfully competing often
requires sophisticated strategic brand management and meticulous management of the price-value
perception. Furthermore, innovation often flourishes within the premium market, influencing wider
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industry trends, including the crucial role of packaging aesthetics in conveying luxury and quality
to the consumer [5].

Consumption Statistics and Market Segmentation

Recent market evaluations for alcoholic beverages within Europe indicate a generally
positive direction and sustained trajectory specifically for higher-value, premium product
segments. This expansion is often more pronounced in terms of market value growth rather than
significant increases in sheer consumption volume, suggesting a fundamental shift in consumer
purchasing habits. This observation aligns strongly with wider discussions about changing
consumption patterns, where factors beyond simple quantity, such as perceived quality, brand
status, and the overall consumption experience, are increasingly prioritized by consumers.
Consequently, even if total alcohol intake per capita remains stable or shows only modest growth
in certain regions, the premium tier often demonstrates robust financial performance, contributing
significantly to the overall value expansion observed across major European economies and
reflecting a clear preference evolution among key consumer groups.

Market Segment Metric 2022 vs 2021 2023 vs 2022
Premium  Alcohol | Value Growth +7.0% +6.1%
Segment
Volume Growth +1.9% +1.6%
Non-Premium Value Growth +1.5% +0.8%
Alcohol Segment
Volume Growth -1.0% -1.5%
Total Alcohol | Value Growth +3.5% +2.8%
Market
Volume Growth -0.2% -0.5%

Table 1: Illustrative Comparison of Growth Rates: Premium vs. Non-Premium Alcohol
Segments in Europe [6].

Developing targeted and resonant marketing approaches necessitates a deep and nuanced
understanding of the diverse consumer base interested in premium alcohol. Effective market
segmentation, therefore, becomes a cornerstone of strategic planning for brands operating within
this competitive space. Frameworks for strategic brand management consistently emphasize the
critical importance of identifying distinct consumer groups based on shared characteristics,
motivations, and behaviours. This allows companies to tailor not only their product offerings but
also their communication strategies and channel management, thereby enhancing relevance,
building stronger customer relationships, and ultimately improving overall market performance
and competitiveness within the distinct premium category [7].

The European premium alcohol consumer base is notably heterogeneous, requiring
segmentation beyond simple categorization. While demographic factors such as specific age
cohorts and income levels certainly play a significant role in determining purchasing power and
influencing brand preference, they often provide only a partial picture. For instance, studies
focusing specifically on younger generations like Millennials and Gen Z highlight not just their
financial capacity but also a distinct set of values influencing their consumption. These cohorts
often demonstrate a preference for brands that align with their personal values, show transparency,
engage authentically through digital platforms, and offer experiences that go beyond the product
itself, making purely demographic targeting insufficient for capturing their loyalty [8].
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Psychographic and behavioral segmentation offers crucial additional layers for
understanding consumer motivations in the premium alcohol market. Lifestyle choices, personal
aspirations, and deeply held values, including a demonstrably growing interest in sustainability,
ethical sourcing, and corporate social responsibility, significantly impact brand selection among
conscientious consumers. These individuals actively seek brands whose purpose aligns with their
own, often verifying claims and favouring transparency in production and business practices. This
value-driven approach is becoming increasingly prevalent, demanding that brands articulate and
demonstrate their commitment to broader societal and environmental goals to resonate effectively
with these important consumer segments [9].

Furthermore, the intrinsic desire for unique activities, sensory pleasure, and moments of
indulgence represents a powerful driver of premium consumption. This aligns with established
theories of hedonic consumption, where the focus shifts towards the emotional responses, aesthetic
appreciation, and overall enjoyment derived from the act of consuming, rather than purely
functional benefits. Premium alcoholic beverages, with their often complex flavour profiles,
sophisticated presentation, and association with special occasions or self-reward, cater directly to
these hedonic motivations. Understanding the specific triggers and contexts for such indulgence
allows brands to position their products more effectively as tools for achieving desired emotional
and sensory experiences.

M Experience & Exploration B Indulgence & Hedonism Status & Social Signaling

Quality & Craftsmanship ™ Values & Ethics

Figure 1: Diagram illustrating Key Consumer Motivations for Premium Alcohol Purchase [10]

Finally, the evolving landscape of distribution channels and geographic specificities add
further dimensions to market analysis. Consumption patterns and the maturity of the premium
market can vary considerably across different European countries and regions, requiring localized
strategies. Simultaneously, the proliferation of digital platforms has revolutionized how consumers
discover, research, and purchase premium alcohol. E-commerce sites, dedicated brand DTC
platforms, and social media channels offer unprecedented convenience, wider selection,
personalized recommendations, and new avenues for brand engagement, fundamentally changing
the traditional dynamics between on-trade and off-trade environments and requiring brands to
develop sophisticated omnichannel strategies [11].

Factors Influencing Premium Alcohol Consumption
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The decision-making process underpinning the purchase and subsequent consumption of
premium alcoholic beverages within the complex European marketplace is demonstrably
multifaceted. It is influenced by a dynamic interplay of interconnected drivers that span socio-
economic conditions, deep-seated psychological motivations, prevailing socio-cultural norms, and
targeted marketing interventions. Understanding these constituent factors is crucial for accurately
comprehending contemporary consumer behaviour patterns in this specific high-value segment.
While analyzing each factor provides insight, it is often their synergistic interaction that shapes the
final purchase decision, making a holistic view necessary for effective market analysis and strategy
development within the premium alcohol industry.

Socio-economic status consistently emerges as a foundational determinant influencing
access to and preference for premium alcohol. Higher levels of disposable income naturally provide
the essential financial capacity required to afford products positioned at significantly higher price
points, acting as a primary gateway to the segment. Beyond mere affordability, premium alcoholic
beverages frequently function as potent symbols of social standing, professional success, or
cultivated personal taste, thereby aligning with the aspirational goals and lifestyle expectations
prevalent among affluent consumer segments across Europe. Furthermore, educational background
often correlates positively with a propensity towards premium consumption, potentially linked to
increased cultural capital, greater exposure to diverse offerings, or a heightened appreciation for
the complex product attributes, provenance narratives, and nuanced quality indicators often
emphasized by premium brands in their marketing communications [12].

Psychological motivations exert a profound influence, extending far beyond rational
economic considerations. The inherent pursuit of sensory pleasure, personal enjoyment, moments
of indulgence, and overall gratification — commonly conceptualized within the framework of
hedonic consumption — represents a primary underlying driver for selecting premium beverages.
These products are typically marketed, and perceived, as offering a superior taste profile, a more
refined sensory experience, or a means to elevate an ordinary occasion into something special,
thereby fulfilling consumers' desires for pleasure and self-reward. This resonates strongly with the
concurrent cultural shift towards valuing unique and memorable experiences, often termed the
‘experience economy', where the context, associated rituals, brand storytelling, and overall
ambiance surrounding the consumption act significantly amplify the product's perceived value and
desirability for experience-seeking consumers.

Premium brands also serve crucial psychological functions related to identity construction
and the mitigation of perceived purchase risk. The conscious choice of specific premium labels
allows individuals to articulate and project their desired self-image, signal affiliation with admired
social groups, or express alignment with the specific values and lifestyle connotations cultivated
by the brand through its marketing efforts. Simultaneously, particularly for consumers less familiar
with a category or seeking guaranteed satisfaction, selecting established and reputable premium
brands can act as a heuristic for quality assurance. This reduces the perceived risk associated with
the purchase decision compared to potentially inconsistent or less satisfactory experiences with
unknown or lower-tier alternatives, offering consumers confidence in their choice [13].

Socio-cultural factors provide an essential contextual layer influencing consumer behaviour
regarding premium alcohol. Peer groups, immediate social circles, and broader reference groups
can exert considerable influence on individual purchasing intentions, especially for products like
premium beverages that are often consumed in socially visible settings where brand choice can
function as a non-verbal communication tool. Explicit research focused on the premium alcohol
segment confirms that social group dynamics, including normative pressures towards conformity
or aspirations towards distinction, play a statistically significant role in shaping consumers'
intentions to purchase these higher-priced options. Furthermore, enduring cultural traditions related
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to gifting premium spirits or wines for significant life events or specific festive occasions also
contribute substantially to sustaining demand within particular European societies [14].

Finally, specific elements within the marketing mix, when strategically deployed by brands,
demonstrably shape consumer perceptions, preferences, and ultimate purchase behaviour in the
premium alcohol sector. Strategic branding initiatives, encompassing consistent messaging, the
effective communication of brand authenticity or heritage, and the creation of aspirational brand
imagery, are fundamental for building perceived value that justifies the inherent price premium.
Furthermore, packaging design and aesthetics serve as critical visual cues at the point of sale,
powerfully conveying notions of luxury, quality craftsmanship, and brand personality, thereby
significantly influencing initial consumer perceptions and purchase likelihood. The effective use
of digital marketing channels, including targeted social media campaigns and collaborations with
relevant online influencers, is also increasingly vital for reaching specific consumer demographics
and building brand consideration within the constraints of European advertising regulations [15].

Contemporary Trends Shaping the Market

The European premium alcohol market operates within a dynamic environment, continually
influenced by evolving consumer preferences, significant technological advancements, and broader
societal shifts that redefine value and engagement. One of the most dominant and persistent forces
remains the overarching trend of premiumisation. This is characterized by a discernible consumer
tendency across various demographics to prioritize higher-quality, often higher-priced, alcoholic
beverages over sheer volume consumption. This fundamental shift reflects a complex combination
of factors, including increased disposable income in certain segments, a growing appreciation for
craftsmanship and provenance, and a desire for more elevated or meaningful consumption
experiences rather than simple intoxication. This trend continues to reshape category dynamics,
compelling brands across spirits, wine, and even beer segments to innovate and justify their
premium positioning through tangible and intangible value cues.

Closely intertwined with premiumisation is the expanding influence of the experience
economy. Contemporary consumers, particularly younger cohorts like Millennials and Gen Z,
increasingly demonstrate a preference for purchasing memorable experiences rather than solely
accumulating material goods. Premium alcohol brands are strategically leveraging this societal
shift by focusing intently on the entire consumption journey — from unique serving rituals and
signature cocktails developed for on-trade environments to immersive brand home visits
(distilleries, wineries), exclusive product launches, and engaging digital storytelling. This focus on
experiential marketing aims to build deeper emotional connections, foster communities around the
brand, and create perceived value that extends far beyond the liquid in the bottle, ultimately
enhancing customer loyalty and advocacy in a crowded marketplace [16].

The digital transformation continues to profoundly reshape how consumers discover,
research, purchase, and interact with premium alcohol brands. The accelerated growth of e-
commerce platforms and direct-to-consumer (DTC) sales channels, particularly for wine and
specialized spirits, offers unprecedented convenience, wider product selection, access to exclusive
releases, and opportunities for personalized recommendations and communication. Concurrently,
digital marketing strategies, encompassing sophisticated social media engagement, precisely
targeted online advertising campaigns leveraging consumer data, and strategic collaborations with
credible digital influencers, have become indispensable tools for reaching specific consumer
segments, building brand awareness, and driving consideration, especially among digitally native
younger generations who rely heavily on online sources for information and inspiration.

Heightened health and wellness consciousness across European societies exerts a
paradoxical influence on the premium alcohol market. While contributing to an overall moderation
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trend or decline in per capita alcohol consumption, it simultaneously reinforces the 'drink less, but
better' ethos that directly fuels premiumisation. Consumers actively seeking moderation are often
more willing to spend more per serving on a high-quality product for occasional indulgence. This
trend also manifests in growing consumer demand for greater transparency regarding ingredients,
production methods, and even nutritional information. Furthermore, it drives significant innovation
and growth within the premium low-and-no-alcohol (LONO) category, catering to health-
conscious individuals unwilling to compromise on taste, brand experience, or social participation
[17].

Finally, consumers increasingly expect brands, particularly those in the premium space, to
demonstrate genuine commitment to sustainability, ethical practices, authenticity, and a clear
brand purpose beyond profit generation. Driven especially by the values of younger consumers,
there is a growing demand for transparency regarding environmental impact (from sourcing to
packaging), ethical treatment of labor throughout the supply chain, meaningful community
engagement, and authentic brand narratives often rooted in heritage or specific values. Brands that
can credibly communicate their positive contributions in these areas and integrate purpose into
their core identity are increasingly finding this a powerful differentiator and a key driver of
consumer preference and loyalty among value-aligned individuals who seek to make more
conscious consumption choices. The visual communication of quality and luxury
through innovative and aesthetically pleasing packaging also remains a critical factor in
capturing attention and conveying premium cues in a competitive retail environment [18].

PETIJUMA REZULTATI UN TO IZVERTEJUMS. RESEARCH RESULTS AND THEIR
EVALUATION

This section synthesizes the key findings derived from the comprehensive desk research
conducted on the trends and factors influencing premium alcohol consumption within the European
market. The evaluation focuses on addressing the specific research questions posed in the
introduction and assessing the validity of the initial hypothesis concerning the influence of socio-
economic status. The analysis draws upon the theoretical framework and market insights
established in the preceding chapter, integrating findings from academic literature, industry reports,
and market analyses to provide a cohesive overview of the current landscape.

1. Main Factors Affecting Consumer Behavior

The first research question sought to identify the principal factors affecting consumer
behavior regarding premium alcohol in the European market. The analysis confirms that consumer
choices in this segment are not driven by a single determinant but rather by a complex constellation
of interacting factors. Socio-economic status emerges as a crucial enabling factor; higher
disposable income levels grant consumers the financial capacity to purchase premium goods, while
associated professional positions or social aspirations often create a motivation to consume
products perceived as markers of success, status, or refined taste. Educational attainment also
appears to play a role, potentially correlating with a greater appreciation for product complexity,
heritage narratives, or the nuanced quality cues frequently employed by premium brands in their
marketing and positioning strategies across Europe.

Beyond the foundational influence of socio-economic positioning, deep-seated
psychological motivations significantly shape consumer preferences and purchase decisions within
the premium alcohol category. The pursuit of sensory pleasure, personal indulgence, enjoyment,
and overall gratification — concepts central to hedonic consumption theories — represents a powerful
underlying driver. Premium beverages are often explicitly or implicitly marketed as offering a
superior taste profile, a more sophisticated sensory experience, or a means to transform an ordinary
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moment into one of indulgence or celebration. This aligns closely with the broader cultural shift
towards valuing unique and memorable experiences, where the context, associated rituals, and the
overall narrative surrounding consumption significantly enhance the perceived value and
desirability of the product for consumers seeking more than just functional benefits [19].

Furthermore, the socio-cultural environment provides an essential context that frames
consumer choices regarding premium alcohol. Peer groups, professional networks, and broader
social circles exert considerable influence, particularly for beverages consumed in socially visible
settings where brand selection can function as a form of social signaling or identity expression.
Academic research specifically investigating the premium alcohol sector corroborates the
significant impact of social group dynamics, including normative influences and aspirational
desires, on consumers' stated intentions to purchase these higher-priced options. Additionally,
established cultural traditions related to gifting premium spirits or wines for significant life events,
professional milestones, or specific festive periods also contribute materially to the sustained
demand for premium alcohol products within various European national and regional cultures [20].

2. Effective Marketing Strategies

The second research question focused on identifying marketing strategies perceived as most
effective in influencing consumer choices within the competitive and often heavily regulated
European premium alcohol market. The review suggests that success hinges on strategies that build
perceived value beyond the product itself and resonate with the complex motivations identified
earlier. Foundational to this is strategic brand management, encompassing the development of a
clear brand identity, consistent messaging across touchpoints, and often, the leveraging of authentic
heritage or compelling origin stories to create differentiation and emotional connection. Effective
branding aims to construct perceived superiority and justify the price premium in the consumer's
mind, fostering loyalty and preference over competitors.

In conjunction with strong branding, the tangible element of packaging design plays a
disproportionately critical role in the premium segment. Packaging aesthetics serve as a primary
visual heuristic at the point of purchase, powerfully communicating notions of luxury, quality,
craftsmanship, and brand personality before the consumer even tastes the product. Innovative,
sophisticated, and visually appealing packaging can significantly influence initial perceptions,
drive trial, reinforce premium positioning, and act as a key differentiator on crowded retail shelves
or back bars. Investment in high-quality packaging materials and design is therefore often
considered a crucial component of the marketing mix for premium alcohol brands seeking to
capture consumer attention and convey superior value effectively [21].

Moreover, contemporary marketing effectiveness increasingly relies on integrating
experiential elements and leveraging digital channels strategically. Creating memorable brand
experiences — whether through immersive distillery tours, curated tasting events, partnerships with
high-end hospitality venues, unique serving rituals, or engaging online content — caters directly to
the consumer desire for experiences and fosters deeper brand engagement. Simultaneously, a
sophisticated digital presence is essential. This includes utilizing e-commerce and DTC platforms
for sales and relationship building, employing targeted social media campaigns, collaborating
authentically with credible digital influencers, and using data analytics to personalize
communication. Increasingly, brands are also finding it effective to communicate a genuine
commitment to sustainability and ethical practices, aligning with the values of key consumer
segments [22].

3. Evaluation of the Hypothesis

The study's initial hypothesis posited that the consumption of premium alcoholic beverages
in Europe is largely influenced by the consumer’s socio-economic status — particularly high
income and professional position. The findings derived from the literature review provide
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substantial support for this hypothesis, confirming its centrality. Multiple analyses consistently
highlight the critical role of higher disposable income as a key enabler, granting access to the
premium market. Furthermore, the frequent association of premium alcohol consumption with
professional success, social aspirations, and status signaling directly links purchasing behaviour to
socio-economic standing, confirming it as a powerful, often primary, driver in this specific market
segment across various European contexts.

However, while the hypothesis is strongly supported as a central influencing factor, the
evaluation also underscores that socio-economic status alone does not provide a complete
explanation for consumption patterns. The research clearly demonstrates that psychological factors
(such as the pursuit of hedonic pleasure, the desire for unique experiences, and identity expression)
and socio-cultural influences (including peer group dynamics and cultural traditions) interact
significantly with economic capacity. These non-economic factors heavily shape which specific
premium brands are chosen, when, and why. Effective marketing strategies further modulate these
choices. Therefore, the hypothesis is confirmed as a crucial element, but its explanatory power is
greatest when considered within the broader, interconnected framework of psychological, social,
and marketing influences identified in this study.

3.4. Overall Evaluation of Results

The comprehensive desk research undertaken for this study successfully identified and
analyzed the key contemporary trends shaping the European premium alcohol market, including
the pervasive influence of premiumisation, the rise of the experience economy, the transformative
impact of digitalisation, and the growing importance of health, wellness, and sustainability
considerations. The findings consistently highlight a discernible shift in consumer behaviour
towards more quality-oriented, value-driven, and experience-seeking consumption patterns within
the alcohol category. Consumers increasingly seek not just a beverage, but a narrative, an
experience, a reflection of their identity, or an alignment with their personal values [24].

The results underscore the inherent complexity of this market, presenting both significant
opportunities for value creation and considerable challenges for brand marketers. Success in this
environment necessitates navigating a landscape populated by increasingly discerning and
informed consumers, operating within a framework of significant regulatory constraints specific to
alcohol promotion, and responding authentically to evolving societal values around responsibility
and purpose. The convergence of the identified factors strongly suggests that effective and
sustainable strategies require a holistic, integrated approach. This involves combining robust
branding, compelling experiential marketing, sophisticated digital engagement, and transparent
communication of brand values, all underpinned by a deep, data-informed understanding of target
consumer segments and their multifaceted motivations. While this desk research provides a
valuable overview based on current literature and reports, future empirical research focusing on
specific European regions or consumer typologies could further validate and enrich these findings.

KOPSAVILKUMS. CONCLUSION

This study examined the dynamic European market for premium alcoholic beverages,
analyzing current trends and the primary factors shaping consumer choices. The research confirms
the significant and ongoing trend of premiumisation, where consumers increasingly favour quality,
value, and experience over mere quantity. Key drivers identified include evolving consumer values
emphasizing authenticity and experiences, the pervasive influence of digital channels, and the
foundational role of socio-economic factors, all interacting within the specific regulatory and social
context of alcohol marketing.
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The findings demonstrate that consumer behaviour in this segment results from a complex
interplay of influences. While higher socio-economic status provides the necessary access and
often the initial motivation for purchasing premium products, confirming the study's hypothesis in
principle, it operates in conjunction with powerful psychological drivers like hedonic desires and
identity expression, as well as significant socio-cultural factors such as peer influence and tradition.

Effective marketing strategies in this environment require a sophisticated approach.
Building strong brand narratives, leveraging heritage, utilizing high-quality packaging aesthetics,
embracing experiential marketing, and developing robust digital engagement strategies are crucial
for success. Furthermore, demonstrating genuine commitment to sustainability and brand purpose
Is becoming increasingly important for resonating with contemporary consumer values.

In essence, the European premium alcohol market offers significant opportunities but
demands a nuanced understanding of its complexities. Brands must navigate discerning consumer
expectations, regulatory limitations, and evolving societal norms by offering holistic value
propositions that blend quality, experience, digital convenience, and authentic purpose. Future
research could further illuminate these dynamics by exploring specific national market differences
or consumer typologies within Europe.
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ABSTRACT

This literature review focuses on the role of social media in promoting local businesses with a specific attention
on the Cameroonian market. The study uses the PRISMA® 2020 framework to structure its methodology, screening 18
studies from 94 records. The study’s objective is to understand how social media impacts business growth by
identifying challenges and highlighting opportunities. Its main findings reveal that social media enhances business
visibility, creates better interactivity with customers and is useful for employee recruitment. However, several barriers
hinder the full potential of social media adoption, including limited digital literacy and lack of infrastructure.

Keywords: Business growth, Cameroon, local businesses, social media, social media marketing

INTRODUCTION

Today, the role of digital marketing in business is crucial. Our focus is the Cameroonian
market. This market faces difficulties such as poor digital literacy and lack of infrastructure. [1,6].

Customers use social media to learn about products and services, in order to make their purchasing
decisions. Therefore, understanding how local businesses effectively handle this tool is very
important for economic development. [2].

Our research aims to fill the existing gap in the literature by analyzing Cameroon’s unique market,
with a systematic literature review.

METHOD

This research used a structured literature review adopting the PRISMA 2020 framework to
analyze the impact of social media in promoting local business in Cameroon. In April 2025, a
database search conducted on Google Scholar, Scopus, JSTOR, AJOL, PubMed, and Theseus.fi
(2015-2025) generated 94 records; the screening process produced 18 studies based on relevance
to SMEs?, social media use, and Cameroonian context. Three key categories were set manually and
thematically for data organization: platforms used, business impacts, and adoption challenges.

The study limitations include reliance on secondary data with the risk of publication bias.
Additionally, to avoid translation bias, research was conducted only using English-language
literature with possible omission of relevant literature in other languages.

L PRISMA stands for Preferred Reporting Items for Systematic Reviews and Meta-Analyses. It's an evidence-based
methodological framework used to improve the transparency, consistency, and quality of systematic literature reviews.
2 SMESs: Small and Medium-sized Enterprises.
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RESULTS

The structured literature review shows four key findings on the role of social media in
promoting local businesses in Cameroon:

- Local businesses in Cameroon use platforms like Facebook, WhatsApp and Instagram, to
market, make direct sales and offer customer service. Active engagement on these platforms
increases loyalty and recognition of brands. [4].

- Social media strategies lead to higher sales and revenue. They also increases collaboration
opportunities. [3].

- 56% of SME owners in Cameroon confirm that social media is important/very important
for business growth. [3].

- Social media has also been reported to be useful for employee recruitment: 77% of
companies use social media for recruiting. [5].

Several barriers hinder the full potential of social media adoption by local businesses. The main
challenges faced by SMEs in Cameroon are 32% for inadequate internet skills, 24% for high cost
of internet access and 20% for slow internet connectivity. [4]. Poor infrastructure and unreliable
electricity services degrade internet quality, while mobile internet penetration remains concentrated
in urban areas. Additionally, there is a lack of formal training in the area of digital marketing. [6].

DISCUSSION

To address the aforementioned challenges and to optimize social media’s potential,
Cameroon must equip itself with the latest generation of internet communication infrastructure.
Local companies must train their employees in the use of digital marketing. In addition to this,
policymakers must consider reducing smartphones and internet connection costs to make them
accessible to populations in the countryside. Finally, digital marketing must be taught in primary
and secondary schools.

CONCLUSIONS

This review shows a significant role of social media in promoting local businesses
particularly in terms of visibility and sales. However, to optimize social media’s potential,
stakeholders, public authorities and private actors must take effective measures to overcome the
problems of internet connection quality, the cost of smart devices, the cost of internet connection
and the mastery of digital marketing by local business managers.
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ABSTRACT

This study conducts a systematic literature review to explore the role of digital marketing in promoting Sri
Lanka’s tourism industry. It examines the strategies, tools and challenges involved in leveraging digital platforms,
social media, influencer marketing and user-generated content. The review aims to identify trends, opportunities and
barriers in Sri Lanka's digital tourism efforts and offers recommendations for enhancing online engagement and
improving marketing strategies to boost tourism growth.

Keywords: Digital Marketing, Influencer Marketing, Sri Lanka, Social Media, Tourism

ANOTACIJA

Sis pétijums veic sistematisku literatiiras parskatu, lai izpétitu digitalas marketinga lomu Sri Lankas tiirisma
nozares veicinaSana. Tas péta stratégijas, rikus un izaicinajumus, kas saistiti ar digitalo platformu, socialo mediju,
influenceru marketinga un lietotaju raditas satura izmantoSanu. Parskats mérké identificét tendences, iespgjas un
skerslus Sri Lankas digitalajas tiirisma aktivitates, piedavajot ieteikumus tieSsaistes iesaistes uzlaboSanai un
marketinga strat€giju pilnveido$anai, lai veicinatu tarisma izaugsmi.

Atslégvardi: Digitalais marketings, ietekmétaju marketings, Srilanka, socialie mediji, tirisms

INTRODUCTION

This study lies in the growing importance of digital marketing in the global tourism industry.
As more travelers rely on online platforms to plan and book their trips destinations like Sri Lanka
must adapt their marketing strategies to attract and engage potential tourists. With the rise of social
media, influencer marketing and user-generated content understanding how these digital tools can
be effectively utilized is crucial for the country’s tourism sector. This research is timely given the
increasing competition among global destinations and the need for Sri Lanka to recover and grow
its tourism industry, particularly in the post-pandemic era. By examining the impact and challenges
of digital marketing, the study aims to provide valuable insights for tourism stakeholders to
enhance their digital presence and reach a broader international audience.

Research Problem

How can Sri Lanka’s tourism sector effectively leverage digital marketing strategies to increase
international tourist arrivals and revenue while overcoming infrastructure, inclusivity and
technological challenges?
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Goal of the research

To evaluate the effectiveness of digital marketing strategies in promoting Sri Lanka's tourism
industry, identify the opportunities and challenges faced by tourism stakeholders in leveraging
digital platforms, and provide recommendations for enhancing digital engagement to increase
tourist arrivals and improve the country's global competitiveness.

Research Design

The research design for this study is qualitative and descriptive, focusing on systematically
reviewing and synthesizing existing literature on digital marketing in the tourism sector, with a
particular emphasis on Sri Lanka. The study will begin with a comprehensive search of academic
databases, journals, books, and industry reports to gather relevant publications that explore the
intersection of digital marketing and tourism. These sources will include both scholarly articles and
practical reports to provide a broad perspective. The literature will then be analyzed through
thematic analysis to identify key trends, challenges, and opportunities within the existing research.
By categorizing and synthesizing findings, the study will highlight the impact of digital marketing
strategies on Sri Lanka's tourism sector. A comparative approach will also be used to contrast
findings from Sri Lanka with global trends, positioning the country within the broader digital
tourism landscape and identifying areas for growth. Ultimately, this design aims to offer a
structured, comprehensive overview of current knowledge, insights, and recommendations, while
also pointing out areas for future research.

Research Method

The research method for this study is a systematic literature review. This method involves
identifying, selecting, analyzing, and synthesizing existing scholarly and industry sources related
to digital marketing in the tourism sector, with a specific focus on Sri Lanka. The study will involve
searching academic databases, peer-reviewed journals, books, and industry reports to collect
relevant publications. After gathering these sources, the research will categorize and analyze them
thematically to extract key insights, trends, challenges, and opportunities. The findings will be
synthesized to provide an in-depth understanding of how digital marketing influences Sri Lanka's
tourism industry and to compare global trends with the local context. This method will ensure a
comprehensive overview of existing knowledge while identifying gaps and potential areas for
future research.

Digital Marketing in Global Tourism

The promotion of products, services, or brands via digital channels including websites, email,
social media, and search engines is known as digital marketing, and it has drastically changed the
travel industry worldwide.[13]Digital marketing is now a need for modern organizations, not
simply an option, thanks to the growth of e-commerce and the widespread use of internet-enabled
gadgets during the past three decades. Digital touchpoints are now an essential part of the customer
experience in both business-to-business (B2B) and business-to-consumer (B2C) contexts, having
a significant impact on decision-making and purchasing behavior.[12]

This digital transformation has been especially advantageous for the travel and tourism sector.
Direct communication with prospective tourists, frequently across borders and time zones, is made
possible by digital marketing for destination marketers, travel agents, and hospitality providers.
Tourism stakeholders need to make investments in specialized technologies, strategic planning, and
ongoing optimization if they want to prosper in this digital-first world.[4]To be competitive,
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marketers must also have advanced skills like data analytics, social media management, content
development, and search engine optimization.

The Role of Digital Marketing in Tourism Promotion

Digital marketing is a potent instrument for influencing traveler behavior and forming travel
intentions in the worldwide tourism industry. Its ability to spread Tourist Destination Online
Content (TDOC), such as reviews, photos, videos, and articles about a place, is one of its main
advantages. Credibility, emotional reactions, and traveler trust are enhanced by high-quality,
genuine, and reliable TDOC. Such digital material increases pleasure and promotes return business
and word-of-mouth advertising when it faithfully captures real-life events.[1]

Destinations' perceptions are greatly influenced by Electronic Word of Mouth (eWOM),
particularly when it comes to social media posts, online reviews, and shared travel images. To
explore places and make travel decisions, today's travelers are depending more and more on digital
platforms such as TripAdvisor, YouTube, Instagram, and Facebook. By interacting with previous
guests, promoting content production, and providing rewards like discounts or freebies for sharing
satisfying experiences, destination marketers may improve eWOM. This raises the destination's
perceived worth in addition to increasing visibility.[7]

Key Digital Marketing Tools in Global Tourism

Digital marketing for tourism has evolved to encompass a range of tools and strategies that
collectively enhance reach, engagement, and conversion.[11] These include:

e Search Engine Marketing (SEM): Involving both paid placements (pay-per-click
advertising) and unpaid optimization (SEO), SEM helps travel businesses appear
prominently in search engine results, increasing visibility among prospective tourists.

e Online Public Relations (PR): Focuses on managing the reputation of destinations through
positive mentions on third-party platforms such as blogs, travel forums, and social media
channels. It also involves managing and responding to negative feedback to protect brand
image.

e Online Partnerships: These include collaborations with influencers, affiliate marketers,
and travel aggregators to promote services on high-traffic third-party sites. Co-marketing
campaigns and backlink strategies also fall under this category.

o Display Advertising: Uses visual content such as banners, rich media, and video ads to
build brand awareness and direct traffic to specific travel-related websites or booking
portals.

e Opt-In Email Marketing: Allows travel companies to communicate directly with
consumers using permission-based email lists. This form of marketing is cost-effective and
helps maintain long-term relationships through personalized content and promotions.

e Social Media Marketing: Involves the creation and sharing of content on platforms like
Instagram, TikTok, Facebook, and Twitter to engage target audiences. Through organic
posts, paid ads, and viral campaigns, social media marketing drives both awareness and
action.
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These tools are not only effective individually but also synergize when used as part of an integrated
digital strategy, allowing travel marketers to maintain consistent messaging across multiple
platforms and customer touchpoints.

Advantages of Digital Marketing Over Traditional Marketing

Digital marketing has several benefits for the travel and tourism sector when compared to
conventional marketing techniques. The most important ones are targeted engagement, global
reach, measurability, cost-effectiveness, and real-time communication. Print and television are two
examples of traditional advertising methods that are frequently costly and provide little opportunity
for engagement. Digital platforms, on the other hand, enable travel agencies to start international
campaigns at a reduced cost, monitor user interaction in real time, and modify plans in response to
performance indicators.[§8]

Additionally, digital channels facilitate two-way communication, strengthening bonds between
tourists and travel agencies. Customer happiness and loyalty are increased by personalized
experiences, whether they are delivered via email marketing, social media engagement, or carefully
chosen content. Additionally, digital tools offer insightful statistics that enable marketers to assess
campaign efficacy, maximize return on investment, and make well-informed strategic choices.[17]

Digital technology's influence on the worldwide tourist business is constantly changing. The
tourism industry is continuously undergoing a digital transition, from user-generated content and
immersive virtual tours to Al-powered travel assistants and smartphone booking apps. Destinations
throughout the world need to keep innovating, investing in digital infrastructure, and embracing
the tools that allow them to connect with tourists from around the world more efficiently if they
want to stay relevant and competitive.[17]

Tourism Industry in Sri Lanka
Statistics of Tourism in Sri Lanka

With substantial contributions to employment, foreign exchange profits, and regional growth, Sri
Lanka's tourism sector is essential to the country's economy. The industry has had both significant
failures and impressive progress over time.[2] The industry's dynamic nature and ability to
withstand numerous setbacks are demonstrated in Figure 1,by the yearly number of visitors from
2005 to 2024.
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Figure 1. Annual tourist arrival to Sri Lanka (2005-2024) [15]
107



A protracted civil war afflicted Sri Lanka from 1989 to 2009. Furthermore, the nation had a
catastrophic tsunami in 2004 that had a significant effect on coastal areas. The tourism sector started
a steady rising trajectory after the civil war ended in 2009, reaching a peak of 2.5 million visitors
in 2018. The Easter Sunday terrorist attacks, which targeted several popular tourist hotels and
locations and resulted in a substantial death toll and a precipitous drop in visitor numbers,
interrupted this increase in 2019.[6]

The global COVID-19 epidemic of 2020-2021 made matters worse by bringing international travel
to a near complete halt. Sri Lanka experienced its greatest economic crisis since gaining
independence in 1972, which further hampered its capacity to sustain infrastructure and services
connected to tourism just as the sector was starting to rebound.[9] The industry has shown
encouraging signs of resurgence despite these obstacles. Over 2 million foreign visitors visited the
nation in 2024, a positive sign of its resiliency and resurgence in popularity.[ 14]

Sri Lanka's GDP continues to be significantly influenced by tourism. An estimated USD 3.2 billion
was made by the industry in 2024. In 2023, there were 429,641 direct and indirect jobs in the sector,
demonstrating the industry's significant contribution to job growth. In terms of the future, the Sri
Lankan government has set a lofty target to draw 3 million visitors and earn USD 5 billion by
2025.[3]

A few major tourism statistics in 2024 are as follows.[15]
e Tourist Arrivals (2024): 2,053,465
o Tourism Revenue: USD 3.2 billion
e Average Duration of Stay: 8.42 nights
e Average Tourist Expenditure per Day: USD 181.15

Figure 2 highlights, monthly tourist arrivals to Sri Lanka.
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Figure 2. Monthly Tourist visits to Sri Lanka (2024)[15]

Due to the international holiday season, December had the highest number of arrivals. Travelers
from Europe and North America sought warmer climates during other peak times, such as January
to March and November. Due to local events and spring holidays, April saw a rise. Like this, July
and August saw increases during international summer vacations and in conjunction with
significant cultural occasions like the Kataragama Festival and the Esala Perahera in Kandy.[10]
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With 50.67% of all arrivals in 2024, Europe continued to be Sri Lanka's top source market for
tourists in terms of regional distribution (See Figure 3)[15] This domination demonstrates how
popular the nation is among European tourists as a long-distance travel destination.

Figure 3. Tourist arrival to Sri Lanka by region in 2024[15]

With 41.91% of arrivals, the Asia-Pacific area came in second, highlighting the significance of
proximity and regional connections. 5.29% of visitors came from the Americas, whilst 0.7% and
1.42% came from Africa and the Middle East, respectively(See Figure 3). These numbers point to
the possibility of expanding underrepresented markets through focused marketing techniques.

There are many kinds of tourist attractions in Sri Lanka, including coastal, adventure, natural, and
cultural attractions.

Tourist attractions in Sri Lanka

Anuradhapura, Sigiriya, Polonnaruwa, and Dambulla are examples of historical and cultural sites
that emphasize the island's religious significance and ancient legacy. Spiritual and cultural
landmarks are combined with contemporary entertainment in urban areas like Kandy and Colombo.
While coastal regions like Bentota and Arugambay serve beachgoers and adventure tourists, natural
features like Horton Plains, Knuckles Range, and Yala National Park attract ecotourists and nature
lovers.[16]

Adventure-based locations like Ella and Kitulgala provide activities like hiking, surfing, and white-
water rafting, frequently accompanied by breathtaking scenery. Sites like Galle and Trincomalee
appeal to a variety of traveler groups because they combine historical charm with scenic beauty.[6]

The most popular destinations in 2024 were Sigiriya, which drew 508,653 tourists due to its
historical and archeological value, and Yala National Park, which was visited by 353,646 foreigners
and was well-known for its biodiversity and leopard population.).[15]

Mirissa, Minneriya, and Udawalawa were other well-known parks. Hurulu Eco Park was the most
visited conservation forest, with 176,266 international tourists. The lack of tourism in many lesser-
known national parks and heritage sites, on the other hand, suggests a need for more accessibility
and wider promotion.).[15]
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Sri Lanka Tourism Segmentation

Sri Lanka’s tourist demographics in 2024 is revealed in Figure 4.[15]
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Figure 4. Sri Lanka’s Tourism segmentation by age in 2024[15]

The greatest group of travelers (22.5%) were between the ages of 31 and 40, indicating that
professionals in their prime constitute an important market. 17.2% of visitors were 60 years of age
or older, probably attracted by Sri Lanka's scenic, cultural, and wellness attractions. Other
noteworthy traveler demographics included middle-aged travelers (41-50 at 17.7%), seniors (51—
60 at 15.2%), and younger tourists (16.4%) between the ages of 20 and 30, who might be drawn to
low-cost lodging, social gatherings, and adventurous pursuits.

Although there were a variety of reasons why people visited, pleasure was the main one.

No. of tourists

W Leisure tourism

= Visiting friends and
relatives (VFR

m Meetings, incentives,
conferences and
exhibitions(MICE)
tourism

M Business visits

Figure 5. Sri Lanka’s tourism segmentation by reason of visit in 2023[15]

In 2023, visiting friends and relatives (VFR) accounted for 215,395 visits, while leisure tourism
accounted for 851,976 visits. With 81,796 visits, the MICE (Meetings, Incentives, Conferences,
and Exhibitions) category demonstrated Sri Lanka's increasing popularity as a location for
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corporate events. While "Others" (which includes health, education, and personal reasons)
accounted for 270,808 visits, business-related travel accounted for 67,328 visits.[15]

Analysis of Digital Marketing in Sri Lanka’s Tourism

Official website : www.srilanka.travel

To draw in foreign tourists, Sri Lanka's tourism sector has recently experienced a digital revolution,
implementing a wide variety of online platforms and tactics. The Sri Lanka Tourism Promotion
Bureau (SLTPB) and related institutions have adopted a thorough digital marketing strategy in
response to the growing dependence of international tourists on digital platforms for trip planning
and research. Using web platforms, social media, influencer marketing, and user-generated content,
this strategy aims to highlight Sri Lanka's abundant natural beauty, rich cultural legacy, and exciting
adventure opportunities.

The digital cornerstone of Sri Lanka's tourism marketing initiatives is the official website,
www.srilanka.travel. With support for more than 15 languages, this website provides a visually
appealing and intuitive user experience. Its user-friendly sections, such "Things to Do," "Where to
Go," and "Plan Your Trip," make it simple for potential tourists to learn about Sri Lanka's
attractions. High-quality photos and a simple layout enhance the website's visual appeal, which
successfully highlights the nation's diverse landscapes and cultural experiences. Even though the
website is mobile-friendly, some pages feel overly content-heavy and might use some speed
optimization, especially for users with slow internet.

Calls to action, including booking tools or itinerary planning prompts, are not always readily
apparent on websites with high content and search engine optimization (SEO), which helps the site
rank on Google's first page for relevant searches like "Sri Lanka travel." Adding additional
interactive elements, such as virtual tours, live chat, or user reviews, may increase conversion rates
and user engagement. Although there is potential for improvement in terms of interactivity and
real-time customization, the website functions effectively as a consolidated portal overall.

YouTube Channel: www.youtube.com/@srilankatourism_SLTPB

Another essential component of Sri Lanka's digital tourism strategy is social media. Regular
updates regarding travel safety, events, beautiful locations, and marketing initiatives are shared on
the official Tourism Sri Lanka Facebook page, @TourismSriLanka. It maintains visual and
thematic coherence through the regular use of vibrant photography, video content, and brand-
aligned hashtags like #SoSriLanka. Although the page is active and receives a respectable amount
of likes and comments, polls, quizzes, and live video sessions might be used to boost activity.

Professionally produced videos that highlight Sri Lanka's culture and beauty are shown on YouTube
under the @srilankatourism SLTPB channel. Viewers can surf the channel according to their
preferences with the help of themed playlists on festivals, wildlife, and wellness. The irregular
upload frequency may have an impact on interaction and exposure on YouTube's algorithm, despite
the high caliber of the content. More participatory video formats, such vlogs or interviews,
improved metadata, and multilingual subtitles could all aid in drawing in and keeping a larger
worldwide audience.
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Social media pages

The @destination_srilanka Instagram handle is excellent at telling stories through images. With its
vivid, carefully chosen material, this site draws viewers in by showcasing the nation's aesthetic
appeal through breathtaking photos and short movies. Frequent updates give prospective tourists a
comprehensive overview of Sri Lanka's attractions, ranging from wildlife and cuisine to historic
temples and scenic coastlines. The page is active, but adding interactive Stories, Instagram Reels,
and user-focused elements like Q&A sessions or behind-the-scenes photos from nearby events
might increase engagement.

With the account @tourismlk, Twitter (now X) serves more as a formal communication platform.
It disseminates industry news, policy pronouncements, and timely updates. Twitter is useful for
real-time communication with media outlets and industry stakeholders, despite not having as much
visual appeal as other networks. Nevertheless, the account has mediocre engagement rates and a
limited posting frequency. Posting travel-related information, polls, event countdowns, and real-
time updates could boost exposure and engagement with followers.

Influencer marketing and User-generated content in promoting Sri Lanka Tourism

A key component of Sri Lanka's contemporary tourism promotion strategy is influencer marketing.
Through partnerships with prominent content producers from important target countries like the
UK, India, Hong Kong, and Australia, the SLTPB successfully uses influencers' reputation and
personal stories to market travel. Viral material created by campaigns featuring celebrities like Nas
Daily has reframed Sri Lanka as a hospitable and resilient travel destination all year round.
Influencers like Chloe Gunning and Vaishali Sha increase the allure of the destination by catering
to a variety of audience segments, from adventure and spiritual travel to family vacations.

Sri Lanka wants to emulate the high return on investment and media exposure that influencer-
driven tourism campaigns in destinations like Benidorm, Spain, have demonstrated. These efforts
are strengthened through partnerships with hotel chains such as Jetwing and Cinnamon Life, which
guarantee that the influencer content is based on real-life experiences. However, authenticity is
essential to influencer marketing's success. Commercial-looking advertisements are not as effective
with travelers as narrative-driven, human experiences. By choosing influencers who discuss the
positives and negatives of their travel experiences, SLTPB fosters trust and piques the attention of
prospective tourists.

This strategy is further strengthened by user-generated content (UGC), which transforms regular
travelers into brand advocates. Sri Lanka is kept up to date in international travel discussions by
encouraging tourists to post their images, films, and experiences on websites like Instagram,
YouTube, TikTok, and even Chinese channels like Xiaohongshu. UGC broadens the campaign's
reach beyond official posts and helps personalize the destination by providing a variety of
viewpoints, from luxury seekers to backpackers.

It's still difficult to gauge how influencer campaigns and user-generated content affect real visitor
arrivals or reservations, even though they provide significant visibility and interaction. Sri Lanka
must upgrade its digital infrastructure, such as online reservation platforms and real-time
transportation updates, to close this gap. The nation can guarantee that internet interest results in
positive and repeatable travel experiences by attending to these pragmatic needs.
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Opportunities for Sri Lanka

The tourist sector in Sri Lanka has a lot of potential to grow internationally, draw in a variety of
visitor demographics, and bounce back from geopolitical and economic failures thanks to digital
marketing. Targeting specialized audiences with data-driven campaigns is one of the most
intriguing options. Tourism stakeholders may create customized ads targeting adventurers,
wellness travelers, cultural tourists, and eco-conscious tourists using tools like Google Ads,
Facebook Business Suite, and influencer analytics.

The increasing impact of social media and mobile platforms on trip planning presents another
significant possibility. With more people across the world using smartphones, particularly
millennial and Gen Z tourists, Sri Lanka can use mobile-first tactics to interact with audiences on
YouTube, Instagram, and TikTok. These channels are perfect for user interaction, visual promotion,
and storytelling, which complement the nation's beautiful scenery and vibrant culture.

Furthermore, utilizing cutting-edge technology like augmented reality (AR), virtual reality (VR),
and 360-degree media provides a novel way to engage with digital content. Before making a
reservation, potential travelers may be able to "preview" their vacation through virtual tours of
national parks, temples, or beach resorts, strengthening their emotional bonds. Al chatbot
integration for real-time multilingual help and traveler support on websites may improve user
pleasure and service quality even further.

Another benefit of Sri Lanka is its powerful brand identity, "So Sri Lanka," which can be
continuously reaffirmed across digital channels. Increased global competitiveness and brand
memory can result from a cohesive digital marketing strategy centered on themes of authenticity,
resiliency, and different experiences.

Challenges for Sri Lanka

Notwithstanding these advantages, several obstacles stand in the way of the widespread adoption
of successful digital marketing in Sri Lanka's travel and tourism industry. One significant problem
1s that small and medium-sized tourism businesses (SMTEs) lack strategic knowledge and digital
literacy. While government agencies and large hotel chains have embraced contemporary
technologies, many local operators find it difficult to stay online or know how to use social media,
SEO, or online booking systems efficiently.

Another major limitation is the small amount of money allotted for ongoing digital campaigns. The
tourism industry lacks steady funding for the creation of long-term digital strategies, despite the
existence of influencer partnerships and short-term promotional initiatives. Missed engagement
chances during off-peak seasons, disjointed initiatives, and uneven branding result from this.

Another urgent issue is the discrepancy between infrastructure readiness and digital visibility.
Travelers find it challenging to finish their online booking process from inspiration to antiquated
digital payment systems, low adoption of e-commerce tools, and poor internet connectivity in some
remote places. Digital initiatives may be undermined by missed revenue or unfavorable travel
experiences because of this mismatch.

The tourism sector underutilizes data analytics, which is essential for comprehending passenger
behavior and improving campaigns. Campaign effectiveness measurement, conversion tracking,
and follow-up marketing using CRM (Customer Relationship Management) systems are all
limited. Digital initiatives are reactive rather than proactive in the absence of relevant data insights.
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Apart from operational difficulties, Sri Lanka encounters systemic and structural impediments to
expanding digital marketing in the travel industry. Localization of content and linguistic variety are
still problems. Although there are multilingual alternatives on the main tourism website, a large
portion of the information on other platforms is English-centric, which restricts reach in source
markets like China, Japan, and Russia where English is not the primary language.

Concerns about cybersecurity and data privacy are becoming more significant obstacles, especially
as travel platforms gather private user information. There may be breaches or a decline in customer
trust because of many tourism organizations' inadequate digital security procedures and ignorance
of data protection laws.

The success of digital marketing initiatives can also be hampered by political unpredictability,
economic uncertainty, and unfavorable worldwide media coverage. If tourists are worried about
financial instability, safety, or the dependability of their transportation, even the most captivating
advertising may have trouble turning interest into reservations. Through transparency and real-time
reassurance, digital marketing may assist refute these narratives, but only if it is in line with real-
world advancements.

Lastly, there is a discernible difference in digital inclusion between urban and rural areas. Major
cities or well-known locations like Colombo, Galle, or Sigiriya are the focus of most digital
infrastructure and advertising geared toward the tourism industry. Emerging regions with
unrealized tourism potential frequently lose out on growth prospects because they lack the digital
resources and exposure necessary to take part in international marketing campaigns.

CONCLUSION

In conclusion, digital marketing has indelibly transformed the global tourism landscape,
offering unprecedented opportunities for destinations like Sri Lanka to engage with potential
travelers worldwide. The effective use of online platforms, from official websites and social media
to influencer collaborations and user-generated content, has become crucial for promoting
attractions, shaping perceptions, and driving visitation. Sri Lanka has made notable strides in
adopting digital tools, leveraging its natural beauty and cultural richness through visually appealing
content and strategic online presence.

However, the analysis reveals both significant opportunities and considerable challenges for Sri
Lanka's tourism sector in fully harnessing the power of digital marketing. The potential for targeted
campaigns, mobile-first engagement, and the use of immersive technologies like AR and VR offer
exciting avenues for growth and differentiation. The strong "So Sri Lanka" brand provides a solid
foundation for cohesive digital narratives that emphasize the nation's unique appeal and resilience.

Despite these prospects, several key obstacles must be addressed to ensure the sustained success
of digital marketing efforts. These include the need to enhance digital literacy and strategic
expertise among small and medium-sized tourism enterprises, secure consistent funding for long-
term digital campaigns, and bridge the gap between digital visibility and on-the-ground
infrastructure readiness. Furthermore, the underutilization of data analytics, the limitations of
English-centric content, growing concerns about cybersecurity, and the impact of external factors
like political and economic instability all present significant hurdles. Addressing the digital divide
between urban and rural areas is also crucial for ensuring that the benefits of digital tourism
promotion are widespread.
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Moving forward, Sri Lanka's tourism stakeholders must prioritize strategic investments in digital
infrastructure, skills development, and data-driven marketing approaches. By fostering greater
digital inclusion, localizing content for diverse markets, and building trust through robust online
security measures, Sri Lanka can more effectively convert online interest into tangible tourism
growth. Embracing innovation and adapting to the ever-evolving digital landscape will be essential
for Sri Lanka to maintain its competitiveness and achieve its ambitious tourism goals in the years
to come.
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ANOTACIJA

Srilankas Dienvidu province, kas ir pazistama ar savam pludmalém, faunu un floru, ka arT kultiiras bagatibu, vienmér ir
balstijusies uz visai $auru tiirisma produktu klastu. Saja kopsavilkuma ka konteksts tick izmantotas miisdienu tiiristu pliismas un
izdevumu tendences Provincg, lai argument&tu, kura virziena produkta paplasinasana nakotné varétu nodrosinat lielaku noturibu,
piesaistit daudzveidigakus turistus, ka ari veicinat ekonomiski ilgtsp&jigu un taisnigaku izaugsmi.

Pétijuma tiks analiz€ts potencidls izmantot Dienvidu provinces bagatigos resursus, tostarp tas kultliras mantojuma
objektus, Jalas un Bundalas nacionalos parkus, unikalo kultliras mantojumu un iespgjas attistit piedzivojumu un ekotirismu. Tiks
nemtas vera arT jaunakas globalas tirisma tendences, tostarp pieredzes balstiti celojumi, labsajitas atplitas un kopienu iniciétas
tirisma aktivitates.

Visbeidzot, kopsavilkuma 1si tiks apliikoti priekSnoteikumi un izaicinajumi veiksmigai tlrisma dazadosanai Dienvidu
provincg. Tie var ietvert nepiecieSamibu attistit infrastruktiiru, veicinat vietgjo iedzivotaju kapacitati, istenot efektivus marketinga
pasakumus, ka arT nepiecieSamibu nodrosinat ilgtsp&jigas darbibas, lai aizsargatu dabas un kultiiras mantojumu. Izzinot galvenas
tendences un atkldjot vél neizmantotas iespgjas, Sis pétijums varétu sniegt vertigu ieguldijumu ieinteresétajam pusém, kuras vélas
stiprinat un padarit ilgtsp&jigaku tiirisma nozari Srilankas Dienvidu provincg.

Atslégvardi: Kultiiras mantojums, Dazadosana, Ekotiirisms, [lgtsp&ja
ABSTRACT

Sri Lanka's Southern Province, home to its beach lands, fauna and flora, and cultural richness, has always
been reliant upon quite a narrow range of tourist products. Here an abstract takes as its context contemporary tourist
flow and expenditure trends within the Province in order to argue where future enlargement of the product might offer
sources of enhanced resilience, increased levels of variability amongst tourists to be attracted to it, as well as
economically sustainable and distributivity superior expansion.

The study will investigate the potential for developing the use of the Southern Province's abundant resources,
including its heritage attractions, national parks of Yala and Bundala, unique cultural heritage, and opportunities for
adventure and eco-tourism. The study will consider also emerging global trends in tourism, which involve experiential
breaks, well-being getaways, and community-based tourism initiatives.

Finally, the abstract will touch on briefly the enabling conditions and challenges of successful tourism
diversification within the Southern Province. These may include infrastructure development requirements, capacity
building among locals, effective marketing efforts, and the need for sustainable measures to protect the natural and
cultural heritage of the area. Through the identification of key trends and the revelation of untapped opportunities, this
research hopes to be beneficial to stakeholders who would like to contribute to a stronger and more sustainable tourism
sector in Sri Lanka's Southern Province.

Keywords: Cultural heritage, Diversification, Eco-tourism, Sustainability
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INTRODUCTION

The Southern Province of Sri Lanka, blessed with a stunning coastline fringed by golden
shores, world-famous biodiversity hotspots like Yala and Bundala National Parks, and an
abundance of cultural and historical heritage, has long been a backbone of the nation's tourism.
Although its classic attractions have been successful in attracting tourists, a growing worldwide
consciousness of the limitations of concentrated tourism models, combined with changing traveler
tastes, requires a strategic move towards diversification [4]. This piece addresses the absolute need
for the diversification of tourism in the Southern and analyzes the dominant trends characterizing
the global tourism landscape and capturing the intrinsic opportunities present for utilizing in
strengthening the regional tourism sector to be more resilient, sustainable, and economically
diversified Province and analyzes the dominant trends characterizing the global tourism landscape
and capturing the intrinsic opportunities present for utilizing in strengthening the regional tourism
sector to be more resilient, sustainable, and economically diversified.

Tourism attraction to the Southern Province has long been largely overdependent on the
pristine beaches and wildlife encounters in the past. However, such reliance has exposures to
seasonality, external shocks, and probable environmental stresses. In cognizance of these
limitations, this study presumes that diversifying the tourist product ahead of time is essential to
the long-term health of the area. This calls for an in-depth knowledge of new global tourism trends,
including the increasing demand for authentic experiences, green travel, wellness tourism,
adventure activities, and the rising interest in local culture and heritage.

This conference article will explore the particular assets of the Southern Province that have
potential for diversification. Apart from its firmly established tourist attractions, the area also
boasts a goldmine of less-documented historical ruins, vibrant local traditions, potential for
community-based tourism ventures [5], and diverse natural landscapes conducive to a wide range
of adventure and eco-tourism pursuits. Through examination of these as-yet untapped resources
within the context of current global tourism demands, this paper aims to provide insight into
opportunities for developing a richer and more diverse tourism product for the Southern Province
of Sri Lanka. Lastly, this analysis hopes to provide useful recommendations for policymakers[7],
tourism operators, local communities, and other stakeholders who are interested in the sustainable
and prosperous future of tourism in the key region.

BASIC THEORETICAL AND PRACTICAL PROVISION

Tourism diversification is essential for achieving sustainable and inclusive development,
particularly in regions rich with natural, cultural, and community assets. The Southern Province of
Sri Lanka offers a unique opportunity to apply theoretical concepts of sustainable tourism through
targeted practical initiatives. This paper explores the theoretical underpinnings that guide tourism
diversification and aligns them with specific tourism product types developed across global,
regional, national, and provincial levels [1].

Theoretical Provisionings and Their Strategic Linkages

1. Theoretical Link: Promotes sustainable growth of tourism by ensuring that infrastructure is
made environment-friendly and enhances the visitor experience.Tourism diversification
must begin with infrastructure that supports eco-friendly practices and enhances visitor
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experience. Environmentally sustainable facilities, renewable energy usage, and waste
management are all foundational [4].

e Capacity Building and Skill Development
Diversification requires professionally qualified human capital with skills to deliver
high-quality and diversified tourist experiences. Local community training
programs in areas like eco-tourism guiding, hospitality management, and niche
tourism-specific activities are essential.

Theoretical Link: Adheres to socio-cultural equity by enabling local communities through
employment and development of skills.Empowering local communities through education
and skill enhancement ensures long-term participation and equity in tourism benefits[4].

e Community Involvement and Participation
Involvement of the local community in planning and developing tourism is critical
to guarantee long-term sustainability and social acceptability of diversification
efforts[2].

Theoretical Linkage: Strongly supports socio-cultural equity and sustainable tourism
development by facilitating local ownership and benefit sharing.Active community
participation ensures that tourism planning is inclusive and that have a vested interest
in preservation and service quality [1].

e Policy and Regulatory Environment
Favorable policy and regulatory environments are required to promote and guide
tourism diversification.

Theoretical Connection: Creates a conducive environment for innovation and sustainable
development in the tourism sector.Enabling regulations, streamlined processes, and
sustainability incentives catalyze diversified tourism investments[4][2].

e Marketing and Promotion Strategies
Effective marketing and promotion are essential to creating visibility for diversified
tourism products.

Theoretical Link: Directly supports market segmentation and niche marketing by
communicating with precise target groups with precise information.Strategic marketing
enhances visibility of specialized tourism offerings and attracts target audiences to niche
experiences.

Practical Provisionings and Their Application

In alignment with the theoretical frameworks, the following tourism product types illustrate

how these concepts are being implemented across the global, regional (Asia), national (Sri Lanka),
and provincial (Southern Province) levels:

Eco-Tourism is a rapidly expanding segment globally, focusing on responsible travel to

natural areas with an emphasis on conservation and community benefit. Destinations like Costa
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Rica, the Amazon, and Kenya are world leaders, offering eco-lodges, safaris, and rainforest
experiences. In Asia, eco-tourism thrives in Borneo, Indian national parks, and Thailand’s reserves,
where trekking, wildlife watching, and community-run lodges are popular. Sri Lanka stands out
for its biodiversity, with Sinharaja and Kanneliya rainforests, Yala and Bundala national parks, and
marine environments drawing eco-conscious travelers. The Southern Province is particularly
strong in this area, with Sinharaja (a UNESCO site), Kanneliya, Bundala, and the Madu Ganga
wetlands offering guided treks, birdwatching, mangrove tours, and opportunities for community-
based eco-lodges.

Agro-Tourism has grown in appeal as travelers seek authentic rural experiences and closer
connections to food production. Globally, this includes vineyard tours in Europe and the US, rice
planting in Bali, and olive harvesting in Greece. In Asia, rice terraces in Bali and the Philippines,
tea plantations in India and Sri Lanka, and fruit farms in Malaysia and Thailand offer immersive
agricultural tourism. Sri Lanka’s agro-tourism is developing, with tea plantation tours in the hill
country, cinnamon estate visits in the south, spice gardens, and farm stays providing hands-on
experiences. The Southern Province is a leader in this niche, famous for its cinnamon and tea
plantations around Galle and Matara, where visitors can participate in plantation tours, cinnamon
processing, and farm-to-table dining.

Cultural Tourism: is a cornerstone of the global tourism industry, attracting visitors to
museums, heritage cities, festivals, and local traditions. Iconic sites like the Louvre, Angkor Wat,
and Rio Carnival showcase the diversity of cultural tourism worldwide. In Asia, cultural tourism
is vibrant, with ancient temples, heritage cities, and traditional arts drawing millions to places like
Kyoto, Angkor, and Varanasi. Sri Lanka’s rich cultural heritage is reflected in UNESCO sites such
as Sigiriya, Galle Fort, and the Temple of the Tooth, as well as ancient cities and colorful festivals.
In the Southern Province, Galle Fort (UNESCO), Kataragama Temple, Mulkirigala Rock Temple,
and colonial heritage sites offer heritage walks, local festivals, and artisan workshops like mask
making in Ambalangoda, with potential for even more immersive experiences.

Wellness Tourism has become a global phenomenon, with spa resorts, yoga retreats, and
holistic health centers attracting travelers seeking relaxation and well-being. Europe, Asia, and the
Americas are key markets, and post-pandemic, demand for wellness travel has surged. Asia leads
with Ayurveda in India and Sri Lanka, Thai massage, Japanese onsens, and luxury spa resorts. Sri
Lanka is renowned for its Ayurveda resorts, yoga and meditation centers, and spa tourism,
appealing to health-conscious travelers. The Southern Province is expanding its wellness offerings,
with Ayurveda resorts and yoga retreats along the coast (Bentota, Galle, Tangalle), and strong
potential to integrate wellness with nature and culture.

Beach and Marine Tourism is one of the most popular forms of tourism worldwide, with
destinations like the Caribbean, Mediterranean, and Pacific Islands offering sun, sea, and water
sports. In Asia, the Maldives, Thailand, Indonesia, and Sri Lanka are top beach destinations, known
for diving, surfing, and snorkeling. Sri Lanka’s southern coast is world-famous for beaches like
Unawatuna, Mirissa, Hikkaduwa, and Tangalle, offering surfing, diving, whale and dolphin
watching, and turtle conservation. The Southern Province is the heart of Sri Lanka’s beach tourism,
with these beaches and marine activities being the region’s most developed and high-potential
tourism products.
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Adventure Tourism is booming globally, appealing to younger and active travelers with
activities like trekking, rafting, skiing, surfing, and safaris. The Alps, Machu Picchu, and the Great
Barrier Reef are iconic adventure destinations. In Asia, the Himalayas, Krabi’s climbing sites, and
surfing in Bali and Sri Lanka are major draws. Sri Lanka is developing adventure tourism with
hiking, rafting, surfing, and wildlife safaris. The Southern Province offers surfing (Weligama,
Hikkaduwa), diving, hiking, cycling, and river safaris, and with further promotion and
infrastructure, it can become a regional adventure hub.

Heritage Tourism focuses on historical sites and monuments, such as the Pyramids of Giza,
the Colosseum, and Stonehenge. In Asia, heritage tourism includes the Great Wall of China,
Angkor Wat, Korean palaces, and colonial architecture in Penang and Macau. Sri Lanka’s heritage
tourism features Galle Fort, ancient cities, colonial buildings, and museums, with opportunities for
restoration and digital interpretation. The Southern Province is especially rich in heritage, with
Galle Fort, colonial churches, temples, and heritage walks, and there is strong potential for digital
storytelling and interactive heritage trails.

Community-Based Tourism is managed and owned by local communities, providing
authentic, immersive experiences and ensuring that tourism benefits are shared locally. Globally,
this includes homestays in Africa, Latin America, and Asia. In Asia, village homestays in Vietnam
and Laos, indigenous tourism in Malaysia and Thailand, and participatory rural experiences are
popular. Sri Lanka’s community-based tourism is emerging, with village homestays, craft
workshops, and participatory tourism in rural areas. The Southern Province is developing village
homestays, craft workshops (mask making, lace), rural cooking, and community-run guesthouses,
empowering local people and spreading tourism benefits.

Medical Tourism involves travel for medical treatments, with Thailand, India, Singapore,
Turkey, and Hungary as global leaders. Asia is a hub for cosmetic, dental, and wellness tourism,
with advanced hospitals and integrated wellness packages. Sri Lanka’s medical tourism is focused
mainly on Ayurveda and wellness, with limited infrastructure for international medical patients.
The Southern Province offers Ayurveda and wellness tourism, with few dedicated medical tourism
facilities, but there is potential for growth in holistic health and wellness packages [3].

Sports and Event Tourism is a major driver worldwide, with events like the Olympics,
World Cups, marathons, and festivals attracting millions. In Asia, F1 (Singapore), cricket (India,
Sri Lanka), marathons (Tokyo, Bangkok), e-sports, and traditional festivals are popular. Sri Lanka
hosts cricket matches, marathons, surfing competitions, and cultural festivals, with potential for
more international events. The Southern Province is home to Galle cricket matches, surfing
competitions, the Galle Literary Festival, temple festivals, and food/craft markets, and there is
room to attract more events and festivals.

Urban/City Tourism is thriving globally, with city breaks, shopping, nightlife, and culinary
experiences in cities like New York, Paris, Tokyo, and London. In Asia, urban tourism is booming,
with smart cities (Singapore, Seoul), food/shopping (Bangkok, Tokyo), and creative districts. Sri
Lanka’s Colombo and Galle are emerging as urban tourism hubs, offering city tours, shopping,
dining, and creative spaces. In the Southern Province, Galle city tours, boutique shopping, cafes,
and creative spaces are developing, with potential for culinary and urban cultural tourism.
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In Summery, Each tourism product type has a unique development trajectory and potential
at the global, Asian, Sri Lankan, and Southern Province levels [5][3]. The Southern Province, in
particular, excels in beach/marine, eco, heritage, wellness, and agro-tourism, and shows high
potential for adventure, community-based, and experiential products. This diversity supports
sustainable regional development and aligns with both regional strengths and global tourism trends.

RESEARCH RESULTS AND THEIR EVALUATION

Comparative Market Analysis with Numerical Values[7]
Key Insights (with Quantitative Reinforcement)

Table 1
Touri wide I\\//I\z;cr)ngt . Asian Lanka Sr:\/Iarket . Southern
sm Product Size / Growth Region  Market Size / Growth Province Share /
Type Size / Growth (%) Potential (%0)
(%) (%)
$181B g0
Eco- | (2023), $60B+, $600M+, eco_tourgﬁn & OL iSIH
Tourism CAGR CAGR 13% CAGR 10% Jrism, - Hig
14.2%1 potential
Cultu (2023) $L21 $400B+, $1.1B+, ~30% of SL
ral Tourism CAGR’ 129 CAGR 11% CAGR 8% cultural tourism
~400,
Agro- (2023) 3008 $18B+, $50M+, agro-tourlilgnf) oret
H H O 0 ]
Tourism CAGR 11% CAGR 10% CAGR 12% Growing
~2K0,
Vielln (2022) o148 $240B+, $350M+, wellness 25t/((;u()r1;s?r1L
H ’ 0, 0 !
ess Tourism CAGR 9.9% CAGR 12% CAGR 10% Expanding
~AK0,
h/Marir?s R ?2400203?’ CAGR g%/ZOBt CAGR gg/.53+, beach 45t/guc;fis?nl_.
CAGR 8% ° ° Very strong
Adve $366B ~30% of SL
nture (2022), CAGR %&SBJ” CAGR %E/?MJr’ adventure, High
Tourism CAGR 15.2% potential
Com $50B+ ~40% of SL
: $15B+ $35M+ :
munity- (2023), o on community-based,
Based CAGR 10% CAGR11% CAGR11% Emerging
Herit | ?2700203? $220B+, $900M+, ~35% of SL
age Tourism CAGR 10% " | CAGR 9% CAGR 7% heritage, Strong
Medi | ?2100203? $60B+, $30M+, <5% of SL
cal Tourism CAGR 12% "| CAGR 13% CAGR 9% medical, Limited
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~200,
/E tsloOrt * ?2800205’ CAGR ﬁg/OBt CAGR §§/0M+’ sports/ e"igf "~
STEVen CAGR 10% 0 0 Growing
~ urba |, ?210% $500B+, $400M+, ~10% of SL
n/City CAGR 8% CAGR 9% CAGR 7% urban, Emerging
Notes:
e Market sizes are approximate, based on latest industry reports and tourism boards.
e Sri Lanka’s total annual tourism revenue (pre-pandemic) was around $4.4B (2018-
2019).
e Southern Province is estimated to contribute 30-45% of Sri Lanka’s tourism
activity, especially in beach, eco, and heritage segments.[Table 1]
Key Insights
1. Eco-Tourism and Adventure Tourism are among the fastest-growing segments
globally and regionally, with Southern Province well-positioned due to its
rainforests, parks, and coastline.
2. Beach/Marine Tourism remains the strongest product for Southern Province,
capturing nearly half of Sri Lanka’s market in this segment.
3. Cultural and Heritage Tourism is robust worldwide and in Asia; Southern
Province’s Galle Fort and temples are key assets.
4. Agro-Tourism and Community-Based Tourism are smaller but growing rapidly,
offering high potential for rural and authentic experiences.
5. Wellness Tourism is booming in Asia, with Southern Province’s Ayurveda and
yoga retreats gaining popularity.
6. Medical and Urban Tourism remain limited in Southern Province but have room for
niche development.
7. Sports/Event Tourism is growing, especially with events like the Galle Literary

Festival and surfing competitions.

Comparative Summary Table

Table 2
World Asia . . Growth

_F;_rocéuct Market Market ﬁ/lr;rket I(_$a|\r/1ll)<a 2?\:&26(22;) rovince Potential

yP ($B) ($B) (SP)
Eco- 181 60 600 35 High
Tourism

Cultural =), 400 1100 30 High
Tourism

Agro- 60 18 50 40 High
Tourism

Wellness | g, 240 350 25 High
Tourism

ﬁiaCh’Mar 400 120 1500 45 Very High
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Adventure | 500 100 120 30 High
Tourism

Communit )
vpased |50 15 35 40 High
Heritage | 54, 220 900 35 High
Tourism

Medical 1, 60 30 <5 Low
Tourism

ﬁfortS/ Eve | g00 200 80 20 Moderate
Urban/City | 1500 500 400 10 Moderate

Comparative Descriptive Analysis of Tourism Products

1. Eco-Tourism

Worldwide: Eco-tourism is one of the fastest-growing segments, valued at $181 billion with
over 14% annual growth. Destinations like Costa Rica, Kenya, and New Zealand are global
leaders, offering pristine natural environments, wildlife safaris, and eco-lodges. The focus
is on sustainability, conservation, and community benefit[2].

Asia:Asia’s eco-tourism market is robust ($60B+), with hotspots in Borneo, Nepal, and
India. Rainforest trekking, wildlife reserves, and marine parks are popular, and there’s a
strong trend toward responsible travel and community involvement.

Sri Lanka: Sri Lanka is emerging as an eco-tourism destination ($600M+), with Sinharaja
Rainforest, Yala, and Udawalawe National Parks drawing nature enthusiasts. The country
is leveraging its biodiversity but still has room to improve infrastructure and marketing.
Southern Province:The Southern Province contributes about 35% of Sri Lanka’s eco-
tourism. With Sinharaja and Kanneliya rainforests, Bundala National Park, and mangrove
safaris, it’s well-positioned for further development. Opportunities exist for more guided
tours, birdwatching, and eco-lodges[7].

2. Cultural Tourism

Worldwide: Cultural tourism is a $1.2 trillion market, with heritage sites, museums, and
festivals as major draws. Europe and Asia dominate, and there’s a growing trend for
immersive and experiential cultural travel.

Asia:Asia’s cultural tourism ($400B+) thrives on ancient temples (Angkor Wat, Kyoto),
festivals, and culinary experiences. Travelers seek authentic local traditions and crafts.

Sri Lanka:Sri Lanka’s cultural tourism ($1.1B+) is anchored by UNESCO sites (Sigiriya,
Kandy, Galle Fort), ancient cities, and vibrant festivals. There’s strong appeal for heritage
and spiritual travelers.

Southern Province:About 30% of Sri Lanka’s cultural tourism is in the South, with Galle
Fort, Kataragama Temple, and local festivals. There’s potential for more immersive
storytelling, cultural workshops, and heritage trails.

3. Agro-Tourism

Worldwide:Agro-tourism is a niche but growing segment ($60B), popular in Europe and
North America with farm stays, vineyard tours, and rural experiences.

Asia: Asia’s agro-tourism ($18B+) includes rice terraces (Bali, Philippines), tea plantations
(India, Sri Lanka), and fruit farms. It’s driven by interest in local food and rural lifestyles.
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Sri Lanka: Sri Lanka’s agro-tourism ($50M+) is centered on tea and cinnamon plantations,
spice gardens, and farm stays, offering hands-on experiences in harvesting and processing.
Southern Province:The Southern Province accounts for about 40% of Sri Lanka’s agro-
tourism, with cinnamon and tea estates, plantation tours, and farm-to-table experiences.
There’s high potential for expansion and marketing.

4. Wellness Tourism

Worldwide:Wellness tourism is booming ($814B), with spas, yoga, Ayurveda, and medical
wellness. Europe, Asia, and the Americas are leaders, and post-pandemic, there’s a strong
focus on holistic health.

Asia:Asia’s wellness market ($240B+) is driven by Ayurveda (India, Sri Lanka), Thai
massage, Japanese onsens, and luxury spa resorts. Wellness retreats and digital wellness
are trending.

Sri Lanka:Sri Lanka’s wellness tourism ($350M+) is built on Ayurveda, yoga, and
meditation. The country is recognized for its traditional healing and holistic retreats.
Southern Province:The South holds about 25% of Sri Lanka’s wellness market, with
Ayurveda resorts, yoga retreats, and spa hotels along the coast. There’s room for luxury
and integrated wellness experiences.

5. Beach/Marine Tourism

Worldwide:Beach tourism is a top motivator ($400B+), with the Caribbean, Mediterranean,
and Pacific Islands as leaders. Activities include sunbathing, water sports, and marine
conservation.

Asia:Asia’s beach market ($120B+) features the Maldives, Thailand, Indonesia, and Sri
Lanka, with diving, snorkeling, and island hopping.

Sri Lanka:Sri Lanka’s beach/marine tourism ($1.5B+) is its strongest segment, with
Unawatuna, Mirissa, and Arugam Bay famous for surfing, diving, and whale watching.
Southern Province: The Southern Province dominates, with about 45% of Sri Lanka’s beach
tourism. Unawatuna, Mirissa, Hikkaduwa, and Tangalle are premier spots, offering surfing,
diving, whale/dolphin watching, and turtle conservation[9].

6. Adventure Tourism

Worldwide:Adventure tourism ($366B) is the fastest-growing segment, appealing to
younger travelers with trekking, rafting, diving, and safaris.

Asia: Asia’s adventure market ($100B+) includes trekking (Himalayas), diving (Indonesia,
Philippines), and surfing (Bali, Sri Lanka).

Sri Lanka:Sri Lanka’s adventure tourism ($120M+) is developing, with hiking, rafting,
surfing, and safaris gaining popularity.

Southern Province: The South holds about 30% of Sri Lanka’s adventure market, with
surfing (Weligama, Hikkaduwa), diving, hiking, and cycling. More promotion and
infrastructure could boost growth.

7. Community-Based Tourism

Worldwide:Community-based tourism ($50B+) is growing, offering authentic, responsible
travel through homestays and local experiences.

Asia:Asia’s market ($15B+) features village stays (Vietnam, Laos), indigenous tourism
(Malaysia, Thailand), and participatory cultural activities.

Sri Lanka: Sri Lanka’s community-based tourism ($35M+) is emerging, with homestays,
Vedda culture, and rural crafts appealing to immersive travelers.
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Southern Province:The Southern Province makes up about 40% of this market, with village
homestays, craft workshops (mask making, lace), and participatory tourism offering high
potential.

8. Heritage Tourism

Worldwide:Heritage tourism ($700B+) is driven by UNESCO sites, museums, and
historical cities, with Europe and Asia dominating.

Asia:Asia’s market ($220B+) includes the Great Wall, Angkor Wat, Galle Fort, and Kyoto,
with interactive and digital experiences on the rise.

Sri Lanka: Sri Lanka’s heritage tourism ($900M+) is anchored by Galle Fort, ancient cities,
colonial buildings, and museums.

Southern Province:The South contributes about 35%, with Galle Fort, colonial churches,
and temples. There are opportunities for digital storytelling and guided heritage trails.

9. Medical Tourism

Worldwide:Medical tourism ($100B+) is led by Thailand, India, Singapore, and Turkey,
offering affordable, quality healthcare.

Asia:Asia’s market ($60B+) is a global hub for cosmetic, dental, and wellness tourism.

Sri Lanka: Sri Lanka’s medical tourism ($30M+) is emerging, focused mainly on Ayurveda
and wellness, with limited infrastructure for international patients.

Southern Province: The Southern Province contributes less than 5%, mainly through
Ayurveda and wellness, with few dedicated medical tourism facilities.

10. Sports/Event Tourism

Worldwide:Sports/event tourism ($800B+) is a major driver, with events like the Olympics,
World Cups, and marathons.

Asia:Asia’s market ($200B+) includes F1 (Singapore), cricket, marathons, and traditional
festivals.

Sri Lanka: Sri Lanka’s sports/event tourism ($80M+) includes cricket matches, marathons,
and local festivals.

Southern Province:The South accounts for about 20%, with Galle cricket, surfing
competitions, and the Galle Literary Festival.

11. Urban/City Tourism

Worldwide: Urban tourism ($1.5T+) includes city breaks, shopping, nightlife, and culinary
experiences.

Asia:Asia’s urban market ($500B+) features smart cities (Singapore, Seoul), food,
shopping, and creative districts.

Sri Lanka: Sri Lanka’s urban tourism ($400M+) is emerging, with Colombo and Galle as
key hubs.

Southern Province:The South holds about 10%, with Galle city tours, boutique shopping,
cafes, and creative spaces.
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Summary Table with Figures

Table 3

Product World Asia Sri Lanka | Southern

Tyoe Market | Market | Market Province Share | Key Description/Trend
e leB)  |sB) | (sm) (%)

Eco-' 181 60 600 35 Ralnf_ores_ts_, safaris,

Tourism sustainability

Cultqral 1200 400 1100 30 Heritage _s_ltes, festivals,

Tourism local traditions

Agro_— 60 18 50 40 Farm stayg, plantations,

Tourism rural experiences

Well_ness 814 240 350 o5 Ayurveda, yoga, holistic

Tourism health

B(_aach/M 400 120 1500 45 Beaches, sur_flng, diving,

arine whale watching

Adventur . L .

e 366 100 120 30 f“g:;‘g hiking, diving,

Tourism yeling

Commun Homestays, crafts,
ity- 50 15 35 40 authentic local
Based experiences

Herlt_age 2700 990 900 35 UNESC_O sites, colonial

Tourism and ancient heritage
Medical Ayurveda, wellness,

Tourism 100 60 30 <5 limited medical facilities

Sports/E 800 200 80 20 (_:rlcket, su_rfmg events,

vent literary festivals
Urban/Ci 1500 500 400 10 Clty_ tours, shopping,

ty creative spaces

Existing and Emerging Tourism Offerings in Southern Sri Lanka

Existing Tourism Offerings
1 Beach and Marine Tourism
Key Locations: Unawatuna, Mirissa, Hikkaduwa, Tangalle, Weligama, Bentota

Activities: Sunbathing, swimming, surfing, snorkeling, scuba diving, whale and
dolphin watching (especially from Mirissa), turtle conservation projects (Kosgoda,
Rekawa)

Status: Well-developed and the most popular segment in the region, attracting both
domestic and international tourists[6].

2 Eco-Tourism

Key Locations: Sinharaja Rainforest (UNESCO), Kanneliya Rainforest, Bundala
National Park, Madu Ganga wetlands

Activities: Rainforest trekking, bird watching, wildlife safaris, river and mangrove
boat tours
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e Status: Established but with potential for further growth through guided tours and
eco-lodges.
3 Cultural and Heritage Tourism
e Key Locations: Galle Fort (UNESCO), Kataragama Temple, Mulkirigala Rock
Temple, Dutch Reformed Church (Galle)
e Activities: Heritage walks, temple visits, participation in local festivals, exploring
colonial architecture
e Status: Well-known sites, but immersive and interactive experiences can be
expanded.
4 Agro-Tourism
e Key Locations: Cinnamon plantations (around Galle, Matara), low-country tea
estates, spice gardens
e Activities: Plantation tours, cinnamon and tea processing demonstrations, farm
stays
e Status: Growing, with opportunities for more hands-on and educational visitor
experiences.
5 Wellness and Ayurveda Tourism
e Key Locations: Coastal resorts in Bentota, Galle, Tangalle, Matara
e Activities: Ayurveda treatments, yoga and meditation retreats, spa therapies
e Status: Expanding, with several resorts catering to wellness tourists, especially from
Europe and Asia.
6 Adventure Tourism
e Key Locations: Weligama, Hikkaduwa, Sinharaja, rural interior
e Activities: Surfing, diving, snorkeling, cycling, hiking, river safaris
e Status: Surfing is well-established; other adventure activities are emerging and can
be further developed.
7 Community-Based Tourism
e Key Locations: Rural villages, Ambalangoda (mask making), Galle (lace making)
e Activities: Village homestays, traditional cooking, local handicraft workshops,
participatory rural tourism
e Status: Emerging, with high potential for authentic and responsible travel
experiences.
8 Events and Festivals
e Key Events: Galle Literary Festival, local temple festivals, surfing competitions,
food and craft markets
e Status: Growing, with potential to attract more international visitors and extend
tourist stays.

Emerging Tourism Offerings

1 Digital and Smart Tourism
e Initiatives: AR/VR heritage tours in Galle Fort, digital guides for nature trails,
online booking platforms for local experiences[9]
e Potential: Enhances visitor engagement and accessibility, especially for younger
and tech-savvy travelers.
2 Culinary Tourism
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e Experiences: Food trails, cooking classes, seafood festivals, farm-to-table dining at
plantations
e Potential: Taps into global trends for experiential and culinary travel.
Wellness Retreats with Integrated Experiences
e Concepts: Combining Ayurveda, yoga, eco-tourism, and local culture in holistic
wellness packages
o Potential: Appeals to high-value, health-conscious travelers seeking comprehensive
wellness escapes.
Agro-Eco Blends
e Experiences: Eco-friendly farm stays, organic farming workshops, permaculture
tours
e Potential: Aligns with sustainability and responsible tourism trends.

5 Niche Adventure and Nature-Based Products

6 Creative and Artisan Tourism

Existing and Emerging Tourism Offerings

Examples: Birdwatching tours, butterfly trails, river kayaking, guided night safaris
Potential: Attracts special interest groups and nature enthusiasts.

Experiences: Hands-on workshops in mask making, batik, pottery, and traditional
dance
Potential: Supports local craftspeople and offers immersive cultural experiences.

Table 4
Category Existing Offerings Emerging Offerings
Beach/Marin | Surfing, diving, whale watching, turtle | Eco-marine  tours,  underwater
e projects heritage trails
Eco-Tourism | Rainforest walks, safaris, birdwatching | Night safaris, digital nature guides
Cultural/Heri Galle Fort, temples, colonial tours AR/V_R heritage tours, living history
tage experiences
Agro_- Plantation tours, farm stays Organic farm workshops,
Tourism permaculture stays
Wellness/Ay Integrated wellness-eco-cultural
Ayurveda resorts, yoga retreats
urveda packages
Adventure Surfing, hiking, cycling tFEzli\i/Iir kayaking, - butterfly/birding
Community- Village homestays, craft workshops Social |m_pact tourism, participatory
Based rural tourism
Events/Festiv | , . . Culinary  festivals, international
Literary, temple, surfing events
als sports events
Culinary Local cuisine, seafood, market visits Cooking classes, food trails, farm-to-
table dining
Digital/Smart | Digital guides, AR/VR tours, online
Tourism experience hubs
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Evaluating the Appeal of Diversified Tourism Products to Different Market Segments.

Each tourism product appeals to distinct visitor segments, both traditional and niche. Matching
product types to market preferences allows for targeted development strategies.

Table 5
Tourism Product Main Market Segments Attracted

Eco-Tourism Nature lovers, eco-conscious, students, educational groups
Beach/Marine Families, adventure seekers, luxury travelers, backpackers
Cultural/Heritage Cultural enthusiasts, pilgrims, older travelers, students
Agro-Tourism Rural/experiential, families, culinary tourists, eco-visitors
Wellness/Ayurveda Wellness seekers, middle-aged, international, spiritual
Adventure Young adults, adventure/sports, backpackers, special interest
Community-Based Responsible, cultural explorers, long-stay, volunteers
Events/Festivals Cultural, literary, arts, surfers, foodies
Culinary (Emerging) Foodies, cultural, urban travelers
Digital/Smart (Emerging) | Tech-savvy, young adults, international, independent

How Diversified Tourism Products Contribute to Economic Sustainability and

Development

Local

Tourism product diversification contributes to sustainable local economies in several measurable

ways

Summary Table: Economic Sustainability and Development Impact [2]

Table 6

Tourism Product

Economic Sustainability Impact

Local Development Impact

Eco-Tourism Diversifies income, supports | Empowers guides, funds
conservation conservation, skill growth

Beach/Marine High revenue, risk of seasonality | Supports hospitality, creates jobs

Agro-Tourism Adds rural income, supports | Empowers farmers, promotes
agriculture sustainable farming

Wellness/Ayurveda

Attracts high-value tourists, year-
round business

Supports local healers, preserves
traditions

Adventure

Attracts youth, spreads tourism to
new areas

Encourages entrepreneurship, builds
infrastructure

Community-Based

Inclusive growth, reduces leakage

Empowers women/youth, preserves
culture

Heritage/Cultural | Funds  preservation,  attracts | Maintains sites, supports artisans
diverse markets
Events/Festivals Boosts off-peak revenue, | Engages communities, builds pride

diversifies offerings

These findings illustrate the potential of tourism diversification as a catalyst for rural development,
cultural preservation, income generation, and environmental stewardship in the Southern Province

[3][6]
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CONCLUSION
Conclution of Comparative Market Analysis with Numerical Values. [Table 1,Table 2][2]

e Southern Province stands out in beach/marine, eco, heritage, and agro/community-based
tourism, with significant growth potential.

e Sri Lanka can capture more value by diversifying and upgrading tourism products,
especially in wellness, adventure, and rural experiences.

e Asia leads in cultural, wellness, and medical tourism, with strong growth in eco and
adventure segments.

o Globally, sustainability, authenticity, and experiential travel are key trends driving
growth,

Conclution of Comparative Descriptive Analysis of Tourism Products.[ Table 3][3][7]

e Globally and in Asia, eco, cultural, wellness, and beach/marine tourism are the largest and
fastest-growing segments.

e Sri Lanka is strong in beach/marine, eco, and cultural tourism, with growing potential in
wellness, adventure, agro, and community-based tourism.

e Southern Province stands out in beach/marine, eco, heritage, agro, and community-based
tourism, with high potential for further diversification and sustainable development, as
suggested in your research focus.

This comparative, descriptive analysis-supported by market figures-provides a practical foundation
for assessing the current state, opportunities, and trends for diversified tourism products in the
Southern Province of Sri Lanka.

Conclution of Existing and Emerging Tourism Offerings in the Southern Province of Sri
Lanka.[Table 4] [5][9]

The Southern Province of Sri Lanka boasts a rich mix of established and emerging tourism
products:
e Existing offerings are strong in beach/marine, eco, and heritage tourism, with growing
strength in wellness, agro, and adventure.
e Emerging products are leveraging digital innovation, culinary experiences, and community-
based models, aligning with global and Asian tourism trends.
By further diversifying and upgrading these products, the region can attract a wider range of
visitors, increase economic benefits, and support sustainable local development.

Conclution of Evaluating the Appeal of Diversified Tourism Products to Different Market
Segments.[Table 5][6]

The diversified tourism products in the Southern Province of Sri Lanka appeal to a wide range of
market segments:
e Traditional segments (families, culture seekers, wellness travelers)
e Emerging and niche segments (adventure seekers, foodies, tech-savvy travelers,
responsible tourists)

131



Conclution of how Diversified Tourism Products Contribute to Economic Sustainability and Local
Development[Table 6]

Diversified tourism products in the Southern Province of Sri Lanka are crucial for economic
sustainability and local development.They create jobs, empower communities, support local
industries, and encourage conservation-ensuring that tourism benefits are widely shared and
sustainable for the long term.
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ANOTACIJA

Turisma nozaré uznémuma reputacijas parvaldiba nedrikst ignorét parredzamibas un &tiskas komunikacijas
nozimi. Tas ir tapec, ka godiga komunikacija par cenam un pakalpojumiem palidz uzlabot uznémuma uzticamibu.
Etiska prakse, pieméram, kultliras ciena, atbildigs tiirisms un godigs marketings, veicina klientu lojalitati un mazina
parpratumus, savukart parredzamiba palidz veidot efektivu komunikaciju un uzticeé$anos, kas ir cel§ uz spécigu
reputacijas parvaldibu jebkura uzn€muma ilgtermina panakumiem. P&tfjums parada, ka &tikas un parredzamibas
integracija ne tikai uzlabo zimola reputaciju, bet arT veicina noturibu izaicinajumu prieksa.

Atslegvardi: Caurspidigums, Etiska prakse, Komunikacija, Reputacijas parvaldiba, Tiirisms

ABSTRACT

In the tourism industry, the significance of transparency and ethical communication cannot be overlooked in a
company’s reputation management. This is so because honest communication about pricing and services helps to
elevate the credibility of the company. Ethical practices like cultural respect, responsible tourism, and honest marketing
boost customer loyalty and minimize misunderstandings while on the other hand, transparency aid in building effective
communication and trust which is the road way to a strong reputation management for the long-term success of any
business. The study demonstrates that the integration of ethics and transparency not only elevates a brand’s reputation
but also foster resilience in the face of challenges.

Keywords: Communication, Ethical practices, Reputation management, Tourism, Transparency

INTRODUCTION

In the contemporary tourism industry, keeping a positive reputation is important for success,
however, maintaining a positive reputation can be challenging especially when it comes to a
dynamic industry like the tourism industry. Ethical behavior and transparency are necessary pillars
of reputation management, especially as modern consumers prioritize integrity and accountability
in the businesses they support. The tourism industry also has a connection with managing its
reputation, customer reviews and recommendations are pivotal in the industry as it is one of the
factors that influence other potential clients to decide whether to visit a touristic destination or not.
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[1] Tourism businesses function in a unique atmosphere where customer satisfaction is directly
influenced by perceptions of honesty, fairness, and social responsibility. This paper explores how
ethics, transparency, and reputation management are interconnected and vital to sustainable tourism
development. This paper uses a descriptive design to analyze data gotten from a survey conducted
in the author’s thesis that demonstrates how the interplay of ethical practices and transparency
helps to elevate the reputation of a tourism organization.

Ethics in Tourism

The practice of ethics in tourism refers to actions that respect the rights and dignity of all
stakeholders-tourists including; employees, local communities, clients, government and the general
public. Ethical tourism businesses implement fair labor practices, avoid exploitation, respect local
cultures, and strive to minimize environmental harm. These values enhance brand trust and loyalty
among increasingly conscientious travelers.

For instance, the United Nations World Tourism Organization (UNWTO) emphasizes responsible
tourism that provides better places for people to visit and live in. This vision aligns ethical behavior
with long-term business success, given that travelers have become more aware of the socio-
economic impact of tourism. [2] To add, Misleading advertisements or exaggerated claims can
cause distrust and trigger consumer backlash. Ethics comes in by playing the role of honesty and
transparency which avoids putting the company’s credibility and reputation at risk. The figure
below shows responses from the question “’which ethical guidelines do your organization
prioritize.”” This shows that a significant percentage (63%) of tourism organizations prioritize
honest and transparent communication.

@ Honesty and transparency
@ Accountability for mistakes
Respecting customer privacy

Fig. 1; Responses on how organizations prioritize ethical principles.

Source; Master thesis (2025)

Transparency as a Strategic Advantage

Transparency involves openly sharing relevant information with stakeholders, particularly
regarding policies, services, pricing, and challenges. In tourism, transparency could mean clearly
communicating cancellation policies, fees, or environmental practices. This also means having
honest and clear conversations during crises moments such as natural disasters or pandemics. Other
study shows that transparency plays an important role in boosting consumer trust and loyalty in the
tourism industry where expectations are high and strong competition. [3] When companies are
forthcoming about their practices, it enables consumers to make informed decisions, reducing
dissatisfaction and disputes. Moreover, transparency contributes to internal accountability. Staff
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and stakeholders are more likely to act ethically when policies are well communicated and
organizational practices are visible. This internal clarity translates into better customer service and
stronger public relations. Respondents were asked if they agree that transparency is communicating
and addressing issues promotes trust within a tourism organization and the figure below shows
their responses. 57.1% of respondents strongly agree that transparency builds trust and 39.7% agree
to it as well while a very small portion are neutral. This is no doubt that transparency is pivotal in
building trust.

@ Strongly agree
@ Agree
Neutral
@ Disagree
@ Strongly disagree

Fig. 2; Responses on if transparency builds trust.

Source; Master thesis (2025)

Reputation Management in the Age of Digital Tourism

The digital era has transformed how reputations are built and challenged. Online Reviews such as
on TripAdvisor, Google, and social media platforms can influence a tourist's decision more than
traditional marketing efforts. As a result, reputation management has become a proactive effort
involving continuous monitoring, engagement, and service delivery. Effective reputation
management means more than responding to negative reviews; it involves actively promoting
positive experiences, rectifying problems, and aligning business practices with ethical and
transparent values. [4] Many businesses now invest in social listening tools and customer
relationship management systems to identify issues early and mitigate reputational damage.
Moreover, tourism brands that are known for ethical conduct and transparency often receive free
advocacy from loyal customers, influencers, and journalists. This organic advert can serve as a
competitive edge in saturated markets.

The Synergy Between Ethics, Transparency, and Reputation

These three components are interdependent. Practicing ethical values lay the foundation for
building trust; transparency strengthens the trust and a good reputation is the natural outcome. On
the other hand, unethical behavior and practices can cause devastating reputational damage. For
instance, during the COVID-19 pandemic, tourism companies that refused to refund bookings or
failed to communicate properly with clients suffered reputational damage.[5] Contrarily, businesses
that maintained transparency and prioritized customer well-being were praised and often gained
new customers post-crisis. The figure below shows how ethical practices and transparency impacts
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a company’s reputation. From the findings, it is clear that a good reputation is significantly
dependent on ethical values and transparency in communication across all stakeholders’ level as a
greater portion of 57.1% has a positive impact, 36.5% has a strong positive impact with a very
small portions of neutral and negative impacts.

@ Strongly positive impact
@ Positive impact
Neutral impact
@ Negative impact
@ Strongly negative impact

Fig 3; The impact of ethics and transparency on a company’s reputation.

Source; Master thesis (2025).

CONCLUSION

In sum, ethics and transparency are not peripheral to tourism-they are central to its
sustainability and success. As tourism continues to develop in a more socially and environmentally
conscious direction, reputation management must also grow along side. Tourism companies that
dwell with ethical practices and transparency into their business will enjoy greater customer loyalty,
resilience, and long-term success in an increasingly competitive industry. A strong reputation built
on ethics and transparency not only attract more customers, it promotes resilience. Tourism
businesses with ethical foundations are better prepared to manage crises, adapt to social trends, and
meet evolving consumer needs.
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ANNOTATION

The article explores the role of museums in definition, appreciation and preservation of contemporary and
modern art taking MUDAM as an example. Reflecting the crucial changes in social and humanitarian values,
contemporary and modern art need to find reliable and steady institution that gets a power to assert authoritatively that
the art object is a confirmed work of art. The dynamic development of art, its evolution, accepting new revolutionary
art means and materials, the changes it undergoes today strengthen the role of the museums and impose on these
institutions new functions, as they act as a link between an artist and a viewer. New art demands new platform, finding
its way to the viewer and proving its legacy.

ABSTRACT

This research explores the role of contemporary art museums and their role in defining and legitimizing of
Contemporary art based on Luxembourg's MUDAM (Musée d'Art Moderne Grand-Duc Jean) as a primary case study.
The research investigates how contemporary art museums have transformed from traditional repositories into dynamic
"laboratories" that get the final word in art validation process.

The temporal and experimental nature of contemporary art, characterized by diverse media, unconventional
materials, and conceptual ambiguity, needs explanation and recognition. Modern and Contemporary Museums
function as validators, working in partnership with creators and viewers to establish artistic legitimacy. Through
examination of MUDAM's curatorial practices, architectural design, and collection development since its opening, the
research demonstrates how contemporary art institutions serve as cultural ambassadors.

The analysis reveals that contemporary art museums have acquired unprecedented ideological influence,
functioning not merely as exhibition spaces, but as active participants in cultural discourse. The study explores how
these institutions navigate the tension between revolutionary artistic expression and established cultural values, using
examples from MUDAM's collection, particularly works by Luxembourg-born artist Michel Majerus. The research
demonstrates how museums' architectural choices, curatorial decisions, and exhibition strategies collectively shape
public perception and institutional validation of contemporary art.

The study concludes that these institutions bear significant responsibility for determining which art objects
will be preserved as cultural evidence of our “cultural mark”, highlighting the critical importance of their curatorial
choices in shaping cultural legacy.

Keywords: Contemporary art, modern art, institutional validation, artist, art object, audience, viewer,
museum, MUDAM, traditional approach, contemporary perspective, temporality, legitimacy

INTRODUCTION

The temporal nature of contemporary art, the wide range of means and material, its vague
hints that take place of clear eternal ideas - all these factors create a perfect ground for doubts and
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disputes whether an object can be recognized as an art object. The new reality implies that the
process of creation and recognition of a new work of art requires several participants: the artist, the
viewer, and the independent expert, an arbiter, whose recognition legitimize the work of art. The
artist whose ideas are controversial, whose choice of materials and means can be revolutionary,
needs to get a certain “admission” or “approval” of a new institution called Modern and
Contemporary Museums. The new type of museums work as laboratories. Their open nature and
dialogue with the viewer presuppose new perspective, new approaches, new type of narration.

BASIC THEORETICAL AND PRACTICAL PROVISION

Museums are accepted by the humankind as receptacle of human endeavour and
knowledge, they preserve historical articles and treasure art objects. For many years the museums
have been preserving masterpieces, historical articles and art objects, either remaining
contemporaries of the living artists or being the institutions keeping the ancient articles for the
descendants [7]. Nowadays the museums of Contemporary and Modern Art get the role of powerful
institutions. Contemporary and Modern Art challenge the nature of the museum itself. Maintaining
status of timeless treasury, museums unintentionally make the final decision on “legitimacy” of
any art object, accepting it and keeping it in the history of art.

It is evident that the functional of Contemporary and Modern Art Museums is really wide.
First of all they exhibit the collections or art objects created by the artists including installation and
performance, museums introduce new works to the audience and discover new names. But they
also prove to become “a laboratory of learning, a place where the most challenging and difficult
art of our time can be measured against the achievements of the immediate past” [4].

Contemporary Art proves the aesthetic and intellectual processes that characterise our time.
It manifests itself in the visual art, installation art, performance art, digital art, sound art and even
Al-generated art [8]. All the above impose special responsibilities on the contemporary museum,
which can no longer remain merely a convenient architectural structure, but rather functions as a
laboratory, where the viewer through research explores the art object. Furthermore, the museum
performs the functions of an ideological institution, as contemporary art is focused on certain
problems, discusses political issues and particular set of values. It has power to give floor to
revolutionary ideas or to ban certain projects. The ideological influence the museum obtains can
be compared to the influence of art itself. This comes from the fact that Modern and |Contemporary
Art Museums became partners, not just depositories. Their function transforms into more serious
institutionary mission. They work in partnership with the creator and the audience finding the new
evidences and confirming that the new object is art object. Evaluation, recording new art events,
promotion — all these come to museum activity.

It is clear that not any object can claim to be an art object, otherwise any canvas painting
randomly bought in a street would claim to be an art object, leaving far behind Maurizio Cattelan’s
banana (part of work called Comedian) But this is not true, right because the museum and audience
are to define a canon of contemporary art.

Contemporary art left a pedestal in the XXth century to find its way to the viewer and to
communicate immediately. Being close to the audience and showing all the shadows of our life
whether flattering or horrifying it can be the witness of the times, the reflection of our being.
Modern and Contemporary Art Museum that are established in the cities step into the role of
Contemporary Art Ambassadors.

The Contemporary Art Museum of Luxembourg — MUDAM launched in 2006 serves as a
reference museum for contemporary art that strives to embody artistic, architectural and cultural
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excellence. Collaborating with artists, it shapes cultural life in Luxembourg, and reflects the
contemporary world.

The historical site of the Fort Thiingen was chosen by the well-known architect leoh Ming
Pei to construct the Musée d'Art Moderne Grand-Duc Jean (Mudam) [10]. The choice was
criticized by some locals, but the architect stood his ground, his idea was to show the continuity of
times and progression of art trends. The style of the architect who is the author of Piramide du
Louvre built in 1989, is rocognizable and innovative, and the fact that the building of MUDAM
resembles the Piramide that welcomes the viewer to Louvre also shows inseparability of new era
of contemporary and modern art which is alien to borders and restrictions. “The simple volumes
and generous spaces and the play between interior and exterior with views onto the surrounding
Park Drai Eechelen are covered with an audacious glass canopy. I. M. Pei's use of the honey-
coloured limestone known as Magny Doré endows the building with a distinctive luminosity
animated by subtle plays of light and shadows across the day and the seasons” A world renowned
architect. An award-winning park design [10].

Located on the Kirchberg-Plateau, between the Place de I'Europe and the Old Town of
Luxembourg, founded on the old walls of the fortress, MUDAM proves that art is inalienable part
of evolution and progress.

The public and exhibition spaces are laid out on three levels over 4.000 m2. The Grand Hall
is large and spacy, full of light thanks to glass roof. It shows that there is new space for new ideas.
Sometimes it is used as exhibition premises, and sometimes- to welcome the viewers.

Though it may seem that the museum has the program without a permanent collection,
giving floor to the artists from all over the world, proposing temporary expositions and presentation
of works from the collection, the collection of MUDAM consists of more than 800 works of art in
all media created by artists from Luxembourg and around the world. “The constitution of the
collection traces back to the first acquisitions for the museum in the 1990s, the creation of the
Museum of Modern Art Grand-Duc Jean Foundation in 1998, and the opening of the Museum in
2006 The most important collection of contemporary art in Luxembourg Mudam

Museum’s curatorial team decide about collections in Musée d’ Art Moderne. Curators play
a key role in developing exhibition projects and shaping the museum’s strategic artistic direction.

The curatorial team includes specialists such as performance curators and curatorial
assistants, who work under the guidance of senior curators and the head of the artistic department.
They are responsible for research, planning, and execution of exhibitions, as well as collaboration
with artists, galleries, and external partners.

Mudam also regularly works with guest curators and artists to create temporary exhibitions
and special projects.

Among the artists whose collections were exhibited in MUDAM it is necessary to dwell on
Michel Majerus who is an outstanding representative of contemporary art born in Luxembourg (he
was born in 1967, Esch-sur-Alzette, Luxembourg) During his short life he produced over forty
painted installations. “His work contains a myriad of references from art history (from colour field
painting to Pop Art) and popular culture (from comics to electronic music). These quotations are
layered and collaged, creating visually saturated compositions that recall the flux of images of the
then-burgeoning internet. Majerus’ use of these techniques, that combined elements from computer
software and video games, was radical for a painter working in the 1990s” [5].

In his SINNMASCHINE (1997), in other words the Sense Machine, the author comprises
a metallic floor that fans out in a quarter-circle with seven painted panels placed along its curved
edge, marking a change in scale from Majerus’ previous work. Though not fully immersive,
SINNMASCHINE (sense machine) has references to a music aloum of German band Kraftwerk The
Man-Machine, and the viewer finds himself on the dance floor, surrounded by vertical coloured
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stripes in orange, white, pink and blue. The enormous art object draws the viewer in it, making the
viewer a part of art object.

His another work RUNNING IN CYCLES created in 2001 before his tragic and unexpected
passing, brings a clear and bitter message, - the phrase FUCK THE ARTIST, written in the work,
marks a new era in art, where the role of the artist is diminished to the minor part. In this work we
clearly see that Majerus is not working as pop-art artist. He loses his vitality and optimism, the
changes in global world influenced the artist [11]. His rather pessimistic view and choice of topic,
his idea that the artist dissolves in the new era, and the new paradigm shift the emphasis. Born in
Luxembourg and creating his works worldwide Majerus is the example of the transformation we
all undergo.

Usually, MUDAM houses several exhibitions at the same time, proving the diversity and
richness of Contemporary Art. It also has premises for meeting with artists, and if we accept the
point that the viewer is as important as the artist, we should confirm that this new possibility is
crucially important for the existing and for other art objects to come.

CONCLUSION

Museums remain fundamental public institutions, that confirm to have political, social,
cultural and economic influence on society. Nowadays in globalised world, when art loses borders
and expand, when anything can claim to be art and anyone can prove he is an artist, when a viewer
becomes a co-creator, the role and power of museums is increasing. Starting with the ready-made
“Fountain” of Marcel Duchamp dated 1917 and his “In Advance of the Broken Art” dated 1915,
new rules on legitimization of work of art were created [3]. For the recognition, there should be
several factors: the presence of the artist, the consent of the viewer and the role of the museum or
another institution, that confirmed, testified and recorded the new art object. The new hypostasis
of the museum changes the procedure of art object recognition. If earlier the museums housed art
objects after the official confirmation, Contemporary and Modern Art Museums are empowered to
get the final verdict [6]. They act as independent trustworthy party, and their decision to give floor
to the artist demonstrates to the society, that they are being presented with true art. The open nature
of the museums enables them to work as laboratories working on art objects, looking for possibility
to educate, embracing the ideas.

The museums stand for ideas and values. It is impossible to get to exhibition that contradicts
human values no matter how provocative art object is. The human values are inviable. Thus, it is
also important to consider freedom of the artist and his self-censorship.

The new reality implies certain responsibility on all of us. Artists, viewers, museums —
these parties decide what makes contemporary art, what will remain as evidence of our existence,
what reflects our time.
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ABSTRACT

The article defines the concept of STEM education, which is considered from the perspective of a promising
direction for training students in higher education institutions. The possibility of using the STEM education system in
training doctors in specialized universities will improve the quality of student training and increase the competitiveness
of graduates in the labor market.
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AHOTALISL

VY crarri BuzHaueHo noHATTS STEM-0CBiTH, siKe PO3IIISAAETHCS 3 MO3MIIT MEPCHCKTUBHOIO CIPSMYBAHHS
MiATOTOBKY CTYACHTIB Y 3aKJIafaX BUIIOI OcBiTH. MOXIHBicTh BUKOpUCTaHHSA cucTteMu STEM-ocBiTH pu miATOTOBII
mikapie  y mpodimpHEx 3BO  103BONUTH TMOKPANIMTH  SKICTh MIATOTOBKA CTYACHTIB Ta  IiIBHIIUTH
KOHKYPEHTOCIPOMOKHICTh BUITYCKHHKIB HA PUHKY TIpalli.

KurouoBi ciioBa: ocBita, iHHOBAIIT, TEXHOJIOTIT, BUIIMI HaBYaIbHHIA 3aKJIa]]

INTRODUCTION

In the context of globalization and widespread integration, the leading role is played by the
development of skills necessary for the professions of the future related to new technologies, such
as artificial intelligence, bio- and nanotechnology, machine learning (bioengineer, biotechnologist,
genetic engineer, 3D designer, etc.). Currently, educational institutions need to create an
educational environment in which students can apply the acquired knowledge and scientific
methods in practice. An approach is needed that includes the integration and interdisciplinarity of
academic subjects. In the world, this approach is called STEM.

The term "STEM" is usually used to define a methodology in the field of education or the
integration of several disciplines into a single learning scheme. In education, various approaches
are distinguished in clarifying concepts: the first approach considers the concept of "STEM" as the
integration of natural sciences (Science), technology (Technology), engineering (Engineering) and
mathematics (Mathematics); the second approach - Art is added and the concept of "STEAM"
arises; the third approach is “STREAM?”, when the concept includes Research [3].

BASIC THEORETICAL AND PRACTICAL PROVISION

Since the beginning of the 21st century, STEM has become a priority approach of national
educational policy in Canada, the USA, Singapore, China, Finland and Japan. This approach allows
combining STEM/STEAM education with such trends as BYOD, flipped classroom, gamification,
establishing interdisciplinary connections and applying the acquired knowledge in practice,
carrying out project and research activities. Countries implementing the STEM approach at the
level of state policy occupy leading positions according to the results of international studies
TIMSS and PISA in mathematics and natural sciences, and reach a new level of the labor market.

143



Educational strategies of foreign countries contain solutions for the implementation of the STEM
approach at all levels of education and include specially developed programs. For example, in the
USA, Great Britain and Australia, recommendations for the implementation of STEM education
are recorded in national reports. In many countries (USA, England, Australia, China and Korea),
the educational programs are based on an interdisciplinary approach (K-12 STEM) [2].

The main goal of these educational programs is to influence the conscious choice of
profession and future career by students. In France, Japan and South African countries, more
attention is paid to the implementation of STEM programs in various areas within the framework
of competitions, summer camps, and various extracurricular activities aimed at developing interest
in STEM professions. As noted earlier, in the USA, Great Britain, and Canada, the STEM approach
to education is a priority of national educational policy.

RESEARCH RESULTS AND THEIR EVALUATION

STEM education policy involves training personnel for the high-tech industry and
developing STEM literacy for everyone. Accordingly, in American schools, STEM subjects are
included in the elementary school curriculum, and in high school, the STEM education program is
carried out in cooperation with universities and businesses.

The characteristic features of STEM education include an individual approach, immersion
in the topic (can be studied for a month), project-based learning using the STEAM system (product,
report), creative thinking, and an interdisciplinary approach. The following points can be
highlighted as a resource base: places have been created for the exchange of resources, knowledge,
and learning through practical research; workplaces are part of a laboratory, part of a store, part of
a conference room; students build and work on projects together, using equipment that is both
traditional (woodworking equipment and sewing machines) and state-of-the-art (3D printers
makerbot, laser engravers GCC and cutting machines; teaching is built in the format of discussions;
problem-based learning is implemented.

Thus, the abbreviation STEM (Science, Technology, Engineering, Math) was coined by
employees of the US National Science Foundation in the early 2000s to designate a new
educational trend that was supposed to fill the shortage of technical specialists in the country[1].
Since then, the development of STEM has become part of US government policy and then spread
throughout the world.

Today, you can get a STEM education at leading universities in the UK, Switzerland,
Germany, Singapore, Japan and others. STEM education is not just the study of biology, physics
and mathematics as part of the curriculum, but their combination into a new “whole”. Disciplines
are taught in terms of their connection with each other. This allows you to consider and solve
problems more comprehensively and globally, rather than in parts, relying on only one area.

There are constant discussions among experts about what else is and is not included in
STEM. For example, medicine, psychology and pharmaceuticals are sometimes included in the
field of science. Only in 2019, architecture was recognized as a STEM specialty related to the field
of engineering. There is also a lot of debate about whether economics, political and social sciences
should be included in STEM.

STEM values and principles:

- Interdisciplinarity is a combination of disciplines into a single system, searching for

common ground.

- Creativity and innovation. To solve modern problems, theoretical knowledge is not
enough - you need to be able to create new methods, generate ideas and look for ways
to implement them in practice.
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- Critical thinking is the ability to not take anything on faith, constantly check and analyze
information.

- Practical application of knowledge. Educational material is better absorbed if new
knowledge is immediately applied to solving applied problems.

- Project-based work. In many STEM specialties, a large part of the curriculum consists
of practice and projects. For example, in some programs, work on a diploma is
combined with an internship, during which students solve real cases from the work of
a partner company. Students gain relevant knowledge and experience, companies gain
fresh ideas for solving their problems and potential employees.

CONCLUSION

There is already a major shortage of specialists in high-tech industries in the world. And
Ukraine is no exception: we are talking about tens, and maybe hundreds of thousands of workers
annually. Active implementation of modern technologies today requires specialists who will
develop and support them. The lion's share of needs in the labor market is qualified personnel with
computer and information technologies. But there is also talk about specialists in the field of
engineering, cybersecurity, healthcare, work with drones, and the like. And it is STEM education
that prepares graduates who will cope with the challenges of our time.
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ABSTRACT

The article assesses the intangible resources of the campaign, identifies the types of intangible resources,
examines the main theoretical approaches to the influence of intangible resources on the strategy of the enterprise, and
identifies the degree of influence of various types of intangible resources on the digital transformation of enterprises,
taking into account the current stage of economic development.
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AHOTALIA

VY cTarTi MpoBeeHO OLIHKY HeMaTepiallbHUX PecypCiB MiANPUEMCTBA, BU3HAUCHO BUJAM HeMaTepiajbHUX
pecypciB, JOCIHI/DKEHO OCHOBHI TEOPETHYHI MiAXOAM JO BIUIMBY HeMaTepialbHUX pEecypciB Ha CTpaTeriio
MiANPUEMCTBA Ta BU3HAYCHO CTYIIIHb BIUIMBY PI3HUX BHUIIIB HEMaTepialbHUX PecypciB Ha HUGPOBY TpaHCHOPMAIIiKO
HIANPUEMCTB 3 YpaxyBaHHSIM Cy4aCHOTO €Tary eKOHOMIYHOTO PO3BHUTKY.

KoarouoBi ciioBa: HemaTepianbHi pecypcH, HuppoBa eKOHOMIKa, HiIIPUEMCTBO, CTpATETis
INTRODUCTION

In modern conditions, it is of interest to find out the reasons for differences in the efficiency
of enterprises in similar markets under similar external conditions. In recent decades, researchers
agree that such differences can be explained by the heterogeneity of resources and the ability of
companies to use them. This idea is considered in detail within the resource-based view [1]. Since
the end of the last century, along with the beginning of the transition to a new economy, intangible
resources, or intellectual capital, have been considered as such resources capable of generating
competitive advantages [2,3]. The transition from heavy industry to an economy based on new
technologies is accompanied by an increase in the role of intangible resources, including structural
capital [4,5], which makes them key factors in achieving sustainable growth and competitiveness.

BASIC THEORETICAL AND PRACTICAL PROVISION

Within the framework of the specified topic, one of the key issues is the identification of
company strategies in relation to the use of intangible resources that can ensure differences in the
success of companies. Modern researchers are trying to discover certain patterns of behavior -
strategies that are characteristic not of one company, but of a group (or clusters) of companies. This
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direction is known as the theory of strategic groups. The main studies of strategic groups include
the typology of Miles [6] and business strategies proposed by Porter [7]. Existing studies show that
the specifics of a company's strategy in relation to the intangible resources available to it can be a
source of creating competitive advantages.

In the work of Shakina and Barajas [8], a typology of European companies in relation to
intangible resources is proposed: the authors identified three types of strategies based on intangible
assets, namely innovative, conservative and moderate strategies. In addition, scientists have
confirmed that companies that focus on investing in intangible resources outperform their
competitors in terms of economic and market added value. We operationalize the intangible
resources of the company, including digital structural capital, and examine the strategic behavior
of companies in relation to intangible resources. For this purpose, a set of strategies based on
intangible resources has been developed, which are located between the poles: "generics"
(universal or traditional companies, i.e. those with a below-average level of intangible resources)
and "smart" companies (intensifying intangible resources and endowed with them above the
average level). In this case, the set means that different strategies of companies are based on
different combinations of intangible resources.

Considering all aspects of intangible resources makes it possible to understand how they
relate to each other and to more fully describe the strategic behavior of companies in relation to
intangible resources and their ability to generate competitive advantages. The main idea of the
resource-based approach is that the competitiveness of a company depends on the specific
resources it has [9]. This approach implies that a company can gain a competitive advantage
through the proper use of both tangible and intangible resources. In the knowledge-based economy,
intangible resources are theoretically and empirically recognized as drivers of competitiveness due
to their specificity, which makes them valuable, rare, inimitable and non-substitutable. Given the
significant number of definitions of the term “intangible resources”, we note that in our study we
use the version proposed by Christandl and Bontis [10], who describe such resources as “strategic
resources of a firm that enable an organization to create sustainable value but are unavailable to a
large number of firms.”

RESEARCH RESULTS AND THEIR EVALUATION

We use an intellectual capital structure that includes four types of resources: human capital
(HC), client capital (CC), innovation capital (InnC) and process capital (PrC). Human capital
includes competencies, skills and other qualities of employees. Instead of client capital, we use
relational capital (RC), which is a broader concept and includes relationships with various agents:
suppliers, clients and partners. Structural capital is represented by innovation and process capital,
which allows us to isolate and analyze the latter component, reflecting the digital aspects of the
company's structural capital.

Analysis of strategic groups allows us to study the relationships between various strategies
and the company's performance. One of the most well-known strategic typologies, presented by
Miles et al. [6], implies that each company goes through an adaptive cycle in order to solve
entrepreneurial (product and market sphere, growth policy, etc.), engineering (technological tasks
and technological scope) and administrative (organizational structure and control) tasks. Based on
how companies cope with these tasks, the authors proposed the following typology of companies:
defenders, analyzers and prospectors [6].

The typology of strategies proposed by Porter [7] describes how a company gains a
competitive advantage in a selected market. A company determines its positioning in the market
depending on whether it is focused on profitability above or below the industry average. In relation
to market size, there are three strategies for achieving above-average performance in the industry:
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cost leadership, differentiation and focus. A company that pursues a cost leadership strategy, as a
rule, becomes a low-cost manufacturer in its industry. The differentiation strategy is suitable for
companies that seek to have unique qualities that determine the choice of customers. "Focusers"
choose a specific segment of consumers.

Structural capital is represented by two types of capital - process and innovation. It is
process capital that reflects the digital dimension of structural capital, since it represents
technologies, software, databases, automation systems, etc. Research argues that process capital is
crucial for strategic planning and company operations and is a strategic resource that creates
competitive advantages for the company. Measuring process capital is possible through resources
invested in changing business processes and the results of changed business processes [11].
Invested resources are usually represented by expenses on new technologies, and the results of
changes lead to increased process efficiency, that is, they can be measured through productivity.

Typologies of strategies in relation to intangible resources usually focus on a specific type:
human, relational, innovative or process capital. It is quite difficult to propose a general approach
to identifying strategic groups. Therefore, we assume that the average level of provision with
intangible resources should be considered as basic: if a company is provided with resources below
average, it will follow a generally accepted strategy that is not focused on generating competitive
advantages. Another strategy of the company assumes the accumulation of knowledge above the
average level of endowment with intangible resources. Such behavior can be called a “smart
strategy”, which, in accordance with the resource-based approach, contributes to the formation of
competitive advantages. At the same time, between these polar strategies there should be a certain
set of strategies in relation to specific types of intangible resources. For example, if a company
actively uses human capital and has a reserve of this resource above average, then other types of
intangible resources may be at an average level or below. In this case, the company's behavior can
be interpreted as a strategy focused on human resources. Within this set of strategies, there are
many types of behavior with respect to intangible resources, considering the average level of
provision as a threshold value. This set of strategies regarding the company's intangible resources
can be a good starting point for an academic discussion in the field of strategic management of
such resources.

We have identified profiles that can be considered as a special case within the framework
of the considered concept. The moderate profile is equivalent to the general strategy, while the
conservative and innovative profiles are between the general and "smart" strategies. The set of
strategies contains all types of strategic profiles that can be obtained through various combinations
of types of intangible resources. As noted, our study uses a classification of intangible resources
based on their division into four types: human capital (HC), relational capital (RC), innovative
capital (InnC) and process capital (PrC). Taking this into account, the set of strategies can be
represented by different strategic models of behavior depending on the active use of one or more
types of intangible resources. When considering all types of intangible resources, sixteen strategies
can be formed within five possible strategic groups: - one general profile without intensification of
intangible resources (“generic");

- four strategic profiles with strengthening of one type of capital;

- six strategic profiles, when the company strengthens the use of two of the four types of
intangible resources;

- four strategic profiles with strengthening of three of the four types of intangible resources;

- one strategic profile ("smart™), when the company intensifies all four types of intangible
resources.
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CONCLUSION

Thus, the issue of the average level of knowledge provision requires clarification. It is
assumed that the average level can be determined at the global, country or regional levels.
However, the industry level can also be used as a benchmark for determining strategic behavior
with respect to intangible resources. The study also developed a set of strategies for intensifying
intangible resources. This concept can form the basis for studying various strategic configurations
with an emphasis on specific types of intangible resources. In accordance with the theory of
strategic groups, competitive advantages can be built around various configurations of intangible
resources. Using four components of intellectual capital, 16 possible profiles of strategic behavior
were obtained. Depending on the level of endowment with intangible resources, companies are
distributed from "generics™ whose stock of intangible resources is below average, to "smart"
companies whose stock of intangible resources, on the contrary, is above average. The results of
the study showed that among the 16 possible strategic profiles, companies can be characterized by
three types. According to the results of the cluster analysis, the companies either adhere to two
polar strategies (“'generics™ and "smart" companies), or are part of the group of companies that
prefer to intensify three types of intellectual capital - human, relational and process. When
comparing companies, one can observe a kind of balance between process and innovative capital:
if the former are better equipped with information technologies (ERP system, knowledge
management system, website quality), then the latter invest more in R & D and have a higher level
of provision with patents and intangible resources. It is important to note that the study has a
number of limitations. Firstly, the division of intangible resources into four components used limits
the number of possible strategic groups within the set of strategies based on intangible resources
to sixteen options. Secondly, the metrics used to measure intangible resources should be considered
as approximate indicators that cannot reflect the entire essence of the company's intellectual capital.
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ABSTRACT

The issues of efficiency and expediency of functioning of networks of higher education institutions are
analyzed, the influence of higher education institution on economic development of each individual region is assessed,
criteria for assessing the efficiency of functioning of regional networks of higher education institutions in conditions
of competition are substantiated.
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AHOTAIIISA

[IpoananizoBaHO MUTaHHA €PEKTUBHOCTI Ta JOLUIBHOCTI (PYHKIIOHYBAaHHS MEpEX 3aKJIaIiB BHUIIOi OCBITH,
OL[IHEHO BIUIMB 3aKJIaJiB BHUIIOI OCBITH Ha €KOHOMIYHMI PO3BHUTOK KOKHOTO OKPEMOTO perioHy, oOIpYHTOBaHO
KpuTepii OIIHKM e(eKTUBHOCTI (YHKIIOHYBAHHS PETIOHATBHHX MEPEeK 3aKJadiB BHIIOX OCBITH B YMOBax
KOHKYPCHIII.

Karouosi ciioBa: 3akimaj BUIOT OCBITH, PETiOH, €PEKTHBHICTh

INTRODUCTION

The patterns of development of higher education can be largely determined by the uneven
level of development of the network of higher education institutions in different regions. [1]. Often,
higher education institutions, in order to increase their competitiveness, decide to open a network
of branches in the regions, but this decision is not always economically justified for the higher
education institution. This is why it is of interest to evaluate the effectiveness of the network of
higher education institutions in the current conditions of competition in the higher education
market.

BASIC THEORETICAL AND PRACTICAL PROVISION

In the works focused on the analysis of the development of higher education in the USA, it
is shown that the markets of public higher education are predominantly localized within the states
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[2]. According to [3], many universities and colleges in the USA were created with the aim of
raising the cultural status of new cities and states, as well as to promote their economic
development. These are the reasons that led to the expansion of the offer of higher education and
the formation of an extremely competitive organizational structure in higher education at the state
level [3]. Koulumbe and Tremblay [4] analyzed the differences in the effects that educational
systems have among 10 provinces in Canada and found that conducting intra-country, interregional
studies is more informative than inter-country comparisons. Regions of one country satisfy the
condition of “all other things being equal” to a greater extent than different countries, and therefore
interregional analysis is less subject to various distortions. The presence of higher education
institutions in the regions can significantly affect the indicators of the quality and efficiency of the
provision of educational and research services [5,6].

The configuration and structure of the university network can affect not only the availability
of educational services for the population, but also be associated with the substantive characteristics
of scientific and educational activities. Thus, in the work [2] the performance of universities in the
USA is analyzed depending on the structure of higher education markets in the states (the main
characteristics are the number and scale of universities). For this purpose, the hypothesis was tested
and confirmed that regional networks of higher education organizations with a large number of
universities provide greater accessibility of educational services for the population.

The issues of the structure of educational organization networks are often analyzed through
the prism of optimization of management and administrative processes. Brandt and Schubert [7]
considered the hypothesis that large-scale universities can be characterized by the presence of a
scale effect, allowing for the optimization of resources for administrative and management costs.
However, from the point of view of issues of university adaptation to changing institutional
conditions and demand in the education and research market, smaller universities are the most
flexible [8], which actualizes the issue of analyzing the structure of regional networks of higher
education organizations.

RESEARCH RESULTS AND THEIR EVALUATION

In the modern conditions of development of the higher education system, a new approach
has emerged, within the framework of which universities should meet the needs of the new
economy (increase of human capital of regions, scientific and innovative development and social
mission) and demand of the population for education. Many studies indicate that the presence of
universities leads to positive externalities, first of all, within one region or municipality. Thus,
Rosenthal and Strange [9] found that innovative companies created with the participation of
universities have a positive impact on economic development mainly at the local level. In the work
[10], using the example of the USA, it is noted that the most positive effects of universities for the
regional economy are manifested in small-scale regions, at a distance of up to 65 miles from the
city where the university is located. In the work [11], already on the case of Sweden, a similar
analysis is carried out, according to which, the presence of a university is associated with the
productivity of workers in the labor market in a certain territory - with the greatest spatial effects
manifested at a distance of up to 100 km. to the city where the university is located. In the work
[12], using China as an example, it is also argued that the greatest positive effects from the activities
of universities are typical for enterprises located near universities.

Summarizing the analysis of the spatial effects of the development of regional networks of
higher education organizations, it is worth noting the “closed™ nature of the educational migration
of students, as well as low mobility in the academic labor market. At the same time, the conducted
review of studies indicates that the main positive externalities from the presence of universities are
localized within the cities and regions of their location, while an increase in the efficiency of
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regional networks of higher education organizations also affects the growth of positive effects for
the region.

The process of massification of education [13] and the expansion of the tertiary education
sector have problematized the task of analyzing the efficiency of educational organizations and the
entire education system as a whole. On the other hand, the spread of the discourse of efficiency is
associated with a change in the models of management of educational systems as part of a broad
process of modernization of public administration and the transition to the principles of New Public
Management (NPM), aimed at increasing the efficiency of the public sector [14]. In management
models built on the principles of NPM, universities are not subject to direct government control,
but are included in the framework of regulation and monitoring, which involve tools for evaluating
results, supporting leaders, stimulating competition, etc.

Efficiency can be interpreted and defined in different ways depending on the tasks set and
the area of application of the results obtained. This approach affirms the model of multiple
stakeholders [15], according to which different stakeholders define the concept of efficiency
differently. A striking example of assessing the effectiveness of regional networks of higher
education organizations is the American Measuring Up10 project, implemented by the National
Center for Public Policy and Higher Education in the United States. The project is a ranking of
networks of higher education organizations in the US states according to six indicators:

1. The level of student preparation for study at a university

2. The level of citizen participation in obtaining higher education

3. Accessibility of higher education for different categories of students
4. The rate of successful university completion (graduation on time)

5. Socioeconomic effects for the state

6. Success in mastering and applying knowledge and skills.

The results of the project stimulated the adoption of a fairly wide range of management
decisions — from the launch of additional research in a number of US states on the development of
public policy measures in the area of higher education development based on Measuring Up data
[16], to decisions aimed at changing the features of higher education financing in individual states
taking into account the results of the project. Moreover, the National Center for Public Policy and
Higher Education in the US indicated that the priorities for the development of higher education in
each specific state should be based on Measuring Up assessments relevant to the state,
supplemented by data from federal statistical and information services, refined using the state’s
own information.

CONCLUSION

Thus, we analyze the concept of the effectiveness of regional networks of higher education
organizations from the standpoint of public administration, identify the characteristics of the
development of the educational system associated with the level of effectiveness, and develop
recommendations to improve the effectiveness of regional networks of higher education
organizations.
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ABSTRACT

The article assesses the possibility of using digital technologies and information tools of the Internet to obtain
information about population migration in the world. Positive and negative aspects of this method are defined.

Keywords: imigration, sources of information, statistics
AHOTAILIS

VY craTTi OLIHEHO MOXKJIMBOCTI BUKOPUCTaHHS LU(PPOBUX TEXHOJOTIH Ta iHpopMauiiHUX 3aco0iB Mepexi
InTepHer 11 oTpuMaHHs iHpOpMaii Ipo Mirparito HaceJieHHs Y CBiTi. BU3HaYeHO MO3UTHBHI Ta HEraTHBHI CTOPOHU
IIbOT'O METOZY.

Karu4osi ciioBa: mirparis, mkepena iHGopMariii, CTaTUCTHKA

INTRODUCTION

There are many works in the literature aimed at studying both national and international
migration. But to assess the level of migration, it is of great importance to obtain reliable
information for research. In the current conditions of digital space development, this issue can be
resolved using various information tools. Most researchers in different countries rely on official
statistics, but they note some features and problems that arise when using data from national
statistical services. The main ones include changes in the methodology for collecting migration
statistics, imperfections in accounting methods, difficulties in accounting for migrants with dual
citizenship, as well as illegal migration and delays in publishing data from statistical services. This
is what determined the choice of the topic of the publication.

BASIC THEORETICAL AND PRACTICAL PROVISION

Due to significant delays in data publication and differences in calculation methodologies,
researchers are increasingly turning to alternative data sources [1], which allow for migration
estimates to be obtained, often before official statistics are released.

Such sources can be divided into two groups:

1) All kinds of surveys and statistical bulletins of non-governmental organizations;
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2) Digital footprint data on the Internet, such as geolocation information, social media posts, or
search history.

The first group of sources includes the Gallup World Poll (GWP18), which is conducted
among adults in more than 130 countries. This survey includes more than 100 questions on
education, health, income, and citizenship data [2]. The advantage of such data is that in addition
to information on migration, other information about the migrant can also be found. Thus, in the
work [3] using the GWP survey data, the relationship between migration and migrants' preferences,
such as risk attitude, patience, and social preferences, is studied. The disadvantages of such a
survey include the fact that statistical survey data are usually not freely available; in addition, such
surveys have a small number of observations, as well as a low frequency of collected data. With
the development of information technology and the emergence of "big data™ on people's actions on
the Internet, a new area of research has emerged related to the assessment of economic indicators
using the digital footprint of economic agents [1].

The literature is developing studies using new types of exogenous data that help to speed
up the receipt of migration estimates (sciencecasting), which can be divided into the following
groups:

e GPS coordinates of mobile devices [4];

e Social network data [5];

e [P addresses of devices [6];

e Search query statistics [7];

e Other sources (flight data, news, etc.) [8].

RESEARCH RESULTS AND THEIR EVALUATION

In 2006, a service for presenting the dynamics of aggregated search queries appeared —
Google Trends Index, allowing to receive information about search queries among users of
different countries in real time. The appearance of such data opened up new opportunities for
research in various fields (IT, communications, medicine, health care, business and economics).
Despite the growing popularity of Google Trends Index, it is also worth noting a number of
limitations and difficulties that researchers face when working with search queries. The main one
is the unavailability of data on the absolute number of queries, since the data are relative in nature
and are normalized to the maximum value in a time interval and a given region.

However, a solution to this problem can be preliminary standardization of data at the first
stage of working with data. However, even this approach complicates the use of models in further
forecasts due to the fact that when new data appears, the previous values of the series may change.
This can happen when the next value of the series is greater than any of the previous ones: in this
case, all the others will be retrospectively normalized to the new maximum value. Such a limitation
imposes the need for constant re-evaluation of the model parameters when new data appears. Other
limitations include the fact that the indices have a fairly high level of aggregation, since the data
are available at the country level, and only in some cases is it possible to evaluate the data at the
level of specific regions: in the case of a small number of requests in a region, the data will not be
shown [9].

In addition, the GTI data do not contain any additional information about users, which does
not allow for analysis using socio-demographic or any other segmentation of the population.
Another important factor is the bias relative to Internet users in general (not all the population has
access to or uses the Internet), and Google users relative to other search engines, in particular. And
despite the fairly widespread use of the Google search network in the world, for some countries the
statistics may be incomplete or absent altogether (for example, for China, where Google is not
officially used). In addition, it is becoming important to study the linguistic characteristics of users
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searching for information on Google: for example, residents of Syria will use different terms when
searching for information on migration in English compared to residents of Canada, who are also
searching for information on migration in English [9].

This means that when analyzing migration, it is necessary not only to translate the search
queries under consideration into the official language of the migrant, but also to conduct research
on real search phrases, as well as lexical features of language use in the countries under
consideration [10]. Other disadvantages include the fact that an Internet search can only indirectly
indicate a desire to migrate, but does not guarantee the fact of migration itself. At the same time,
the works [11] note that migration intentions are still a good predictor of the fact of migration itself.
However, the strength of such a predictor, firstly, depends on the country of the migrant; secondly,
on the country of potential migration; and thirdly, on the selected search query. Thus, the work [12]
notes that there are search queries, the popularity of which can grow due to exogenous factors
relative to migration intentions, such as the general popularity of the topic in the media and society.

CONCLUSION

Thus, the conducted analysis of the use of various databases to obtain information on the level
of migration and population movement in the world flow allows us to conclude that there are at
least two alternative sources of information - official statistical data and those conducted by state
and non-state organizations and information obtained from the Internet. We believe that the use of
digital technologies can become the future for obtaining information in the direction of migration.

REFERENCES

1. Cesare N., Lee H., McCormick T., Spiro E., Zagheni E. (2018). Promises and Pitfalls of Using Digital Traces
for Demographic Research. Demography. 55. DOI:10.1007/s13524-018-0715-2.

2. Deaton A. (2008). Income, Health, and Well-Being around the World: Evidence from the Gallup World Poll.
The journal of economic perspectives: a journal of the American Economic Association. 22. 53-72.
DOI:10.1257/jep.22.2.53.

3. Kilbdble K. (2021). A Behavioural Perspective on the Drivers of Migration: Studying Economic and Social
Preferences Using the Gallup World Poll. 10.23661/dp4.2021.

4. Bengtsson L., Lu X., Thorson A., Garfield R., von Schreeb J. (2011). Improved Response to Disasters and
Outbreaks by Tracking Population Movements with Mobile Phone Network Data: A Post-Earthquake
Geospatial Study in Haiti. PLoS Medicine, 8 (8). DOI: 10.1371/journal.pmed.1001083

5. Kim J,, Sirbu A., Giannotti F., Gabrielli L. (2020). Digital Footprints of International Migration on Twitter
(pp. 274-286). DOI: 10.1007/978-3-030-44584- 3_22.

6. Zagheni E., Weber 1. (2012). You are where you E-mail: Using E-mail data to estimate international migration
rates. Proceedings of the 3rd Annual ACM Web Science Conference, WebSci’12. DOI:
10.1145/2380718.2380764.

7. JunS,, Yoo H., Choi S. (2018). Ten years of research change using Google Trends: From the perspective of
big data utilizations and applications. Technological forecasting and social change, 130, 69-87. DOI:
10.1016/j.techfore.2017.11.009.

8. Gabrielli L., Deutschmann E., Natale F., Recchi E., Vespe M. (2019). Dissecting global air traffic data to
discern different types and trends of transnational human mobility. EPJ Data Science, 8(1), 26.

9. Tjaden J. (2021). Measuring migration 2.0: A review of digital data sources. Comparative Migration Studies,
9 (1), 59. DOI: 10.1186/s40878-021-00273-x.

10. Tjaden J., Arau A., Nuermaimaiti M., Cetin 1., Acostamadiedo E., Rango M. (2021). Using “Big Data” to
forecast migra- tion—A tale of high expectations, promising results and a long road ahead’. MEDIUM.
Available at https://medium. com/@UNmigration/using-big-data-to-forecast-migration-8c8e64703559.

11. Van Dalen H., Henkens K. (2013). Explaining emigration intentions and behavior in the Netherlands, 2005—
2010. Population Studies, 67(2), 225-241.

12. Bohme M., Groger, A., Stohr T. (2020). Searching for a better life: Predicting international migration with
online search keywords. Journal of Development Economics, 142, 102347.
DOI:10.1016/j.jdeveco.2019.04.002.

156



CTABJIEHHA 10 YKPAIHCbKUX BI)KEHIIIB B JIOKCEMBYP3I:
3A0OBYTKU TA TPOBJIEMH

Ipuna Birep, YkpaiHna,

KaH/IUJIaT EKOHOMIYHUX HAyK, CTapIINK HayKOBUU CITIBPOOITHUK,
JIOLICHT, MTPOBITHUI HAyKOBHUH CIiBPOOITHUK

HepxaBHoi ycranoBu «IHCTUTYT BeecBiTHROI icTopii HAH Ykpainny,
e-mail: irinaviter153@gmail.com

AHOTALIS

Merta po®oTH - ZOCHITUTH TPOOIEMH 1 3M00YTKH YKpaiHCHKUX ODKeHIiB B JIlokceMOyp3i, CTaBICHHS 10 HAX
mokceMOypxmiB. HoBuzHa po0oTn mossirae y 3AiiCHEHHI KOMIUIEKCHOTO aHami3y HpoOieMH 3CepeinHH - OYuMa
takoro ObkeHns. Iloka3aHo, SK 3MIiHHJIOCH CTaBJICHHA IO YKpaiHLIB MiCIEBOrO HACEICHHS, BH3HAYCHO OCHOBHI
MPWYIHHA IUX 3MiH. PO3KpHTO cTaBieHHs TIOKCeMOYpIKIIiB 0 y9IacTi y BiifHI y €Bpori Ta cBOiil KpaiHi.

Karouosi ciioBa: JltokceMOypr, pociiicbko-ykpaiHChKa BiliHa, YKpaiHChKi OiKeHII
ABSTRACT

The purpose of the work is to investigate the problems and achievements of Ukrainian refugees in
Luxembourg, the attitude of Luxembourgers towards them. The novelty of the work lies in carrying out a
comprehensive analysis of the problem from the inside - through the eyes of such a refugee. It shows how the attitude
of the local population towards Ukrainians has changed, and the main reasons for these changes are identified. The
attitude of Luxembourgers towards participation in the war in Europe and their own country is revealed.

Keywords: Luxembourg, Russian-Ukrainian war, Ukrainian refugees

BCTYVYIIL. INTRODUCTION

Cporo/iHi O1IBIIICTh €BPONEHIIIB TPOAOBKYIOTh BUCIOBIIOBATH MIATPUMKY YKPAaTHCHKOMY
Hapony. lle BimOMBaeThcs y pI3HHUX acMeKTax, BKIIOYAIOYM MIATPUMKY IMOCTadaHHS 30poi B
VYkpaiHy, 3aXUCT IpaB YKPaTHCHKUX O1’KEHIIIB, @ TAKOXK BUCTYI 3a WieHCTBO YKpainu B €C. Orxe
TE€Ma CTaTTI € aKTyaJIbHOIO.

Memoio cmammi € noCHiKEHHS 3400yTKIB Ta Ipo0OJieM YKpaiHChKUX O1KEHIIIB B KOHTEKCTI
CTaBJIEHHsI 0O HUX Yy Takii eBpomelchbkiil KpaiHi, sik JltokcemOypr. JlocnipkeHHs nependayae
aHali3 CHUTyalli, a TaKoX BHU3HAYEHHsI MEpPCHEKTUB ii po3BUTKY. OCHOBHHUMH METOAAMH
JOCTIP)KeHHS BUCTYIAIOTh aHaJI3 1 CHHTE3, ICTOPUYHUI MiJIX11 Ta METO CTIIOCTEPEKESHHSI.

OCHOBHI TEOPETHUYHI TA ITPAKTUYHI ITOJIO’KEHHS. BASIC
THEORETICAL AND PRACTICAL PROVISION

Koporka cnpaska. JlrokcemOypr (Beauxe ['epyoecmeo Jlokcembype) — MajeHbKa 3a
TepUTOpi€r0 KpaiHa (6mm3pko 2586 kM?), po3TamioBaHa B IEHTPl 3axigHoi €BpomH, sika MEXYye
3 benbrieto, HimeuunHoro Ta @paniliero. 3aranbHa 4YHCEIbHICTH HaceneHHs 473 Tuc. ocil.
OcHOBHe HaceJeHHsI KpaiHU — JIFOKCEMOYPKIIl, SIKI TOBOPATH JIIOKCEMOYP3bKOI0 MOBOIO; BEJHKY
YaCTKy HAceJIeHHs KpaiHU CTaHOBJIATH 1HO3EMIl — MOPTYralblli, iTamiiii, GpaHiy3u, HIMII Ta
1HII1, 10 MO3HAYA€ThCs Ha 3arajibHii MeHTaJbHOCTI HaceneHHs. KynbTypa kpainu, i HaceneHHs
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Ta MOBHU CHJILHO TIEPEIUTITAIOTHCS 3 CyCiaMu, 110 POOUTH KpaiHy MO CyTi CyMINIIIO (PpaHIly3bKOT
Ta HIMELBKOT KYJBTYp 1 0 BioOpakeHo y i oiliiHUX MOBAxX: JIIOKCEMOYpP3bKii, (paHIly3bKiil
Ta HIMELbKIH.

Pazom 3 Benbrieto Ta Hinepnanmamu JlrokceMOypr BXoauTh 10 BeHUTIOKCY 1 € YeHoM,
OLIBIN TOTO, — KPaiHOK-3acHOBHHUIICIO €Bporneiicbkoro Coro3y, a cronuiist kpainu (JIrokcemOypr)
€ cronutero €C. Bee 11e 3yMoBIIIO€ posib Li€l KpaiHu y GOopMyBaHHI €BPOINEHCHKOT MOMITHKH.

Opranizauis npuiiManHs ykpaincbkux OikeHuiB. Ctanom Ha 17 kBitHst 2025 p., 3rigHO
1o YBKB OOH, B €Bpori 3adikcoBano 6 357 600 6ixenuiB 3 Ykpainu [10]. He 3anummBces B
cTopoHi i JIrokceMOypr. 3 nepiux IHIB pOCiHCHKOr0 BTOPTHEHHS B YKpaiHy KpaiHa opraHi3oBaHO
npuiiMaia ODKEHIIB, SKI CKOPHCTAIMCS CIELIaIbHUM MEXaHi3MOM: THMYAaCOBHM 3aXHCTOM,
3anpoBakeHUM Panoro €Bporneiicbkoro Coro3y 4 6epesnst 2022 p. 1jist BperyatoBaHHS MacOBOTO
MOTOKY IIepeMillleHuX 0ci0 y KpaiHax-4JieHax.

Benuke I'epuorctBo IMBHUIKO OpraHi3yBajlo IYyHKTH THMYAacOBOTO PO3MIIICHHS Ta
3aImyCTHIIO TIpOoTpamy iHTerparii HopornpuOynux. Bke 10 cepenunu 6epe3Hs KUTbKICTh YKPAiHIIiB,
aki nmpuixamu 1o JlrokcemOypry, nepesuriuia 2500 oci6. OueBuIHO, 110 TepIa XBUIIS IMMITPAHTIB
Ta ODKEHI[IB IMpHIIaja HAa PAaHHIO BECHY, IOTIM MOTIK ocjal, aje HOBi JIOAM TNPOJOBKYBAIH
npubysartu [4]. 3aranom 3a Bech 2022 p. g0 JlrokceMOypry mpuoys0 OJU3bKO 5 THC. YOI, Maiike
BCl BOHM OTPUMAJI THMYAaCOBHH 3aXUCT y KpaiHi [3].

B pamkax HamionansHoi npuiiMaisai (ONA) B JIrokceMOyp3i 6y10 CTBOPEHO €IMHE BIKHO,
ske 00’€THye CIyKOU Pi3HUX MiHICTEPCTB, MOJIIIT Ta MOMITH, MO0 IMOJETTIUTH MPOIEIyPH IS
yKpalHChbKUX ODKeHIIB. 3a aBa Micsli, Oepe3eHs 1 kBiTeHb 2022 p., ONA npuiiHsana 10 CBOIX
CTPYKTYp PO3MIllleHHsT OubIIe JIroae, aHixk 3a Bech 2021 p.: cranom Ha 30 KBITHS Ha 00’ €KTH
ONA HamnpasiieHo 2219 ykpaiHiiis, siki Tikanu Bif Biitau [2]. (y 2021 p. B ONA npwuitasiu 2134
0co0u, sIKi 3BEpHYIHUCS 32 MDKHAPOAHMM 3aXUCTOM). BinbImicTh yKpaiHCHKUX OKEHIIB Oyio
posceneHo came uepe3 cTpykrypu ONA, y 2022 p. go ii mepexi po3minieHHs npudyno 3877 von
[4]. YactuHa ykpaiHIiB 3HAWILIA MPUXUCTOK y NPUIMAIOYMX POJMHAX CAMOCTIHHO — 4epes
comianeHl Mepexi abo 3Hailomux. COTHI JTIOKCEMOYPrChbKUX CiMel MPUXUCTUIM YKPaiHCHKHUX
O1KEHI11B, HE 3HAIOUH, SIK I0Bro TpuBatume BiiiHa. ONA BiTaJsa 11l IpUBATHI 1HILIATUBH.

3HayHy pOJb Y JOMOMO31 YKpaiHCbKMM ODKEHILSIM BiJirpainu OyaroaiiHi oprasiszamnii, Taki
sk UepBonuii Xpect Jlrokcem0ypry ta Caritas, siki HaaBaiy yKpaiHISIM COI[ialTbHE KUTIO 200
JoroMarany imM 3Haiitu npuiiMatodi poauHu CTaHoM Ha »oBTeHb 2023 p. uepe3 1i oprasizarii
Oyno posceneno nonan 1 300 oci6 [8]. UepBonuii xpect JlrokcemOypry y mepiii Micsii BiHU
310paB MOHa/1 2 MIIH €BpoO MokepTBYBaHb [3]. J{o kiHust 2022 p. KUIbKICTh YKPATHIIIB, SIKI OTpUMAaIN
JIOTIOMOTYy, TepeBUIIMIIA HaceleHHs camoro JlokcemOypry. Brxmrounnuce y poOoty 1
HEeKoMepIliiHi opranizaiiii. Haii6ineia ta HaitBimomimra, L’UKraine, Bukymuia ta HampaBuia B
VYkpainy 10 kapeT mBUIKOT T0IOMOIH, a TakoX 310pana 14 Tuc. eBpo Ha OnaroAaiitHOMy Beuopi
JUTSI T ITPUMKH YKPATHCHKUX MIANPUEMIIB [§].

Axtusictu JltokceMOypry opraHizyBaJli MOBHI KypCH, PO3NOJUIMIN AIT€H IO HIKII Ta
HaBiTh BUITYCTHJIM CHeLialbHUN PO3MOBHUHN YKpaiHCBKO-JIIOKCEMOYp3bKuil ciIoBHUK. Ci0BOM
poky Oyino obpano Ukrainkrich (Vkpainasitina) [2]. Cranom Ha motuii 2023 p. MinicrepcTBo
OCBITH 3apeecTpyBajio 1264 y4HiB-ODKEHINB Yy IepkaBHUX MiKojiax[1].

TumMyacoBuil 3aXUCT, SIKAH CIIOYATKy BCTAHOBITIOBABCS HA OJIUH PiK, OYB MOJOBXCHUH yxKe
y 2023 p., a Hagani — B 2024 Ta 2025 pp. 3apa3 i€ yeTBepTUH TOKYMEHT PO TUMYACOBHIA 3aXUCT,
KU 0pOopMIIEHO Y BUIJISIL INIACTUKOBOT ID-KapTKH, 110 rapaHTye JeraqbHui CTaTyC YKpaiHChbKUX
rpomasH 10 4 6epesns 2026 p. OnosineHi npoueaypu g 2025 p. nependayaroTb pO3UIMPEHHS
MOYJIMBOCTEH ISl OTPUMAHHS COIIaIbHUX BHILUIAT, JOCTYI IO JKUTJIOBHX TIOCIYT Ta HaBiTh
MEIUYHOTO CTPaxXyBaHHS, IO CIIPUSE CTA0IILHOCTI MPABOBOTO MOJOXKEeHHs OikeHIiB [8]. Po3mip
COLIIAJIbHUX BUILIAT 3aJMIIa€Tbcad He3MIHHMM. OJHaK ryMaHITapHa JO0IOMOra CKOpOUYyeTbes, 1
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npoOjemMa 3 MOUTYKOM JKHTJIa Bce Outbie 3aroctproeThes. s 11 Bupimenas ONA mocTiifHO
IIYKA€ HOBI MOXKJIMBOCTI pO3MIILIEHHS, 30KpeMa 3 MyHIITUTIATITETaAMHU.

Croroani JlrokceMOypr mpoJIOBXKYy€e NMPUHUMATH YKpaiHCbKuX OikeHiiB. [Ipore ocHoBHa
yBara NpUAUISETbCA MOTIIMONIEH M 1HTerpamii TuX, XT0 BXX€ 3HAXOAUTHCS Yy KpaiHi, ONTHMi3amii
MPOIIeAYp aIarnTaIii i MATPUMKH, [0 OHOBIIIOKOTKLCS MMiJ cydacHi motpedu [3]. s inTerparii Ta
ajanTaii ykpaiHchbKuXx OixeH1iB B JItokcemOyp3i Oyiu cTBOpeHi BCi YMOBH — IPO>KUBAHHS, IPABO
Ha poOOTYy; Ha CoLlalbHy Ta MEIUYHY JOIOMOTY; NpaBO HAa HaBYaHHA (y TOMY 4YHCIl B
yHIBEpCHTETi); OE3KOLITOBHI iHTErpaliiiHi MOBHI KypcH TOIIO.

3a3HauuMo, 110 YKpaiHLl JOCUTh HENOTaHO aJalTyBaJUCS 1O HOBUX YMOB, 0araTo XTO
IHTErpyBaBCs Ta 3HAHIIOB pOoOOTY, CAMOCTIHHO BHHAiMae kuTio. Hamri criBBITYM3HUKH OEpyTh
y4acTh y 0ararbox aKTHBHOCTAX, SIKI JIOCTYIHI iM y Iil kpaini. Tak, 3 momaui YHiBepcuUTeTy
JlrokcemOypry HaykoBli 3 VYkKpaiHu yrBopwiu 00’eqHanHs <«JltokcemMOyp3pka Mepexa
ykpaincbkux gociigHukiB LURN (Luxembourg Ukrainian Researcher Network)». VYkpainmi
Opayii y4acTh y HPOEKTi, MPOBEIECHOMY B HU3II €Bporeichkux Kpain (JlroxcemOypr, Ilonbmia,
YkpaiHa), aKuil Ma€ Ha MeTi 30eperTu yHiKajabHI CHOTaAH JitoJed mpo Munyne, — «JJocnimpkeHns
300py, 30epekeHHs, aHaJi3y Ta ONPHJIIOJIHCHHS YKpaiHChKUX cBimdeHb mpo BiiHy» (U-CORE).
Hamri cmiBBiTYM3HHMKH € wieHamu JItokceMOyprcbko-Ykpaincbkoi Toprooi mamatu (The
Luxembourg-Ukraine Chamber of Commerce, LUCC). Maiike Bci yKpaiHChKi OiKeHI
HABYAIOThCS HAa MOBHUX Kypcax, BIIBIIYIOTh CIIHIHT-KJIaOu, JeKuii Ta mpe3eHTtamii. 3aBasku
CreniajgbHIi mporpami MarOTh MOXKIIUBICTD BiJIBIyBaTH My3€i, TeaTpH, KYJbTYpHi, CHOPTUBHI Ta
MUCTELBKI 3aX0I1 3a CUMBOJIIYHOIO LIIHOKO.

B Totli ke yac ykpaiHii BOOJiBarOTh 32 YKpaiHy Ta Bce YKpaiHChKe, CIIAKYIOTh 3 TOMisIMA
B PiAHINA KpaiHi, TIATPUMYIOTH 3B’SI3KH 3 POJAMYAMU, BOJIOHTEPAThH, OEPYTh y4yacTh y MITHHIaX,
npoTecTaXx Ta TyMaHITApHUX aKIisfX Ha MATPUMKY YKpaiHu. BOHHM perymispHO BiABIIYIOTH
VKpaiHCBKUI JIM Ta € y4acCHUKaMH TaHIFOBAIBHOI Ta XOPOBHX CTY[il, CHUIBHO BiJI3HAYalOTh
YKpaiHCBKI CBSITA, OTXKE — CTAPaHHO 30€piraloTh CBOIO 1IGHTHYHICTb.

ABTOp 1i€i CTaTTi TakoX Oepe aKTHBHY y4acTh Y COI[iaIbHOMY Ta KYJIbTYPHOMY KUTT1
JlrokcemOypry, € unenoMm LURN ta LUCC, Gepe yuacts y npoekti U-CORE, BinBijye MOBHI
KypCH Ta CIiBa€ B yKpaiHCbKOMY Xopi «MaibBay.

Couiosoriuni onutyBanns. 11{o0 kparie ysSBUTH CTaBJI€HHS JOKCEMOYpXKIIIB 10 BIHU B
VYkpaiHi Ta ykpaiHIliB, HaBeIeMO JJaHl COLI0JOTTYHUX ONUTYBaHb, NMPOBEJIEHUX B JItokceMOyp3i B
pi3HI pokH. Y mepmi Micsll MICAS MMOYaTKy MOBHOMAcIITa0HOI BIMHM B YKpaiHI CTaBJICHHS
xuteniB JIrokceMOypry OyIio OCHiPKEHE B MeXax JIBOX COLIIOJIOTIYHUX ONMUTYBaHb. [lepie 3 HUX,
npoBefene kommadiclo TNS Ha 3amoBmenns Luxemburger Wort i RTL y 6Gepesni 2022 p?,
3a(ikcyBano BUCOKUH piBeHb eMOIIIHOTO0 3amyueHHs: 82% pecroHeHTIB BiJUyBally, 1110 BilfHa B
VYkpaini ix 6e3mocepeHbo cTocyeThes, 31% omucanu cuTyalliro Kk 0COOMCTO BaXKYy, 1 e 4%
MOBHICTIO HE BOAYaJIM KOHOTO 3B’sA3KY. binburicTs mokceMOypxuiB (85%) BBaxkanu cede 1o0pe
NOo1H(POPMOBAaHUMHU MPO MOJ1T, TNl K 86% KaTeropuyHo He CIpHUMalld POCIHChKI apryMEeHTH
1110710 BUIIpaBJaHHs BTOprHeHHs. Ha ¢oHi rmubokoi cTyp60BaHOCTI MOKIMBUMUA €KOHOMIYHUMHU
Ta 0e3MeKOBUMH Haciakamu BiiiHU (89% ouikyBayiu kpu3u B €Bpori, 68% Oosiincs nepepocTaHHs
KOH(JIIKTY Yy CBITOBY BiifHY) IpOsIBUIIACS BUCOKA COMIAAPHICTD 13 YKpaiHoto: 98% miaTpuMyBain
ryMaHiTapHy aornomory, 93% — npuiiom OikeH1iB, 58% — moctadanss 30poi, 1 autie 16% Oymu 3a
BilicbkoBe BTpyuyaHHs HATO. BopHouac OifbIIICTh PECIIOHIEHTIB BHUCIOBWIM HIATPUMKY
cask1isam npotu Pocii, cxBamun aii €C (69%) Ta ypsny JlrokcemOypry (63%), ajne B cTpaTeriyHux
NUTAHHSX, AK-0T WieHCTBO Ykpainu B €C uu HATO, nactpoi Oynu crpumaHimmmu — juie 46%

% B onuryBanHi 6pamn yuacts 503 0coGM pi3HHX BIKOBHX TPYI, Pi3HOI CTaTi, 3 Pi3HUX PETiOHIB MPOXKMBAHHS Ta MpodeciitHoi AisLTBHOCTI; TOMY
OIUTYBAaHHS € PENPE3CHTATUBHUM.
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niaTpumyBanu Beryn Ykpainu go €C, 36% — mo HATO, 1 nume 37% mnoromxyBaiauch 13
BilicbkoBOK yuacTio JIrokcemOypry [6]. dpyre mocnimkenus — €Bpodapomerp (TpaBeHb 2022
POKY) — HiATBepAMIIO 1i HAcTpoi: 87% BUCIOBWIM CHMIIATIIO A0 yKpaiHuUiB, 79% — ocolucty
cTypOoBaHicTh BiifHOI0. [IUuTaHHS €BPOIEHCHKOT IICHTHYHOCTI YKPATHIIIB PO3ALTHIO TyMKH: 58%
BU3HAIM IX YaCTHHOIO «€BPOIEUCHKOI POJUHMY», a MATPUMKa BeTyny Ykpainu 1o €C 3pocna 10
52%. Ilpote JliokcemOypr 3anMiiaBcs cepel] HaMEHII CXBaJbHUX KpaiH y I[bOMY ITHTaHHI.
BinmoBimaneHicTh 3a BiiiHy mokiananu Ha Pocito ymme 66% pecnonneHtiB (mpotu 78% B
cepenabomy 1o €C), a GiHAHCOBY JOMOMOTY, CAHKIIIi Ta TOCTa4aHHsS 30pOi MIATPUMYBAIH Ha
piBHI, HI)KYOMY 32 3arajibHOEBPOINEHCHKI MOKa3HUKH (BiAmoBiaHO 79%, 73% i 62%) [9].

VY 6epesni 2025 p. Incruryr ILRES mnpoBiB HOBe onuTyBaHHS [/], pe3yiabTaTd SKOTO
CBIUaTh TPO 3MiHY HPIOPUTETIB 1 TIIHMOMI 3pYyIICEHHS B TPOMAJChKid aymmi. OgHuUM i3
HaMsICKpaBIIMX MOKAa3HUKIB cTana BTpata AoBipu 10 CHIA: 80% mrokceMOypikiiB Oinbie HE
BBAXKAIOTh AMEPUKY HAJIHUM MapTHEPOM, ToAl Ak Juuie 8% 30epiraioTh Bipy B ii MIATPUMKY.
Tum yacoM cTaBiieHHS 10 YKpaiHW 3aJIMIIMIOCA CTa0UIbHO MO3UTUBHUM — 71% BHCTYNaroTh 3a
HOJAJIbITY HIATPUMKY, 3 HUX 45% CXBaIOIOTh SIK BIHCBKOBY, Tak 1 ¢iHaHCOBY gomomory. Lleit
MOKa3HUK 3pocrae 1m0 55% cepem oci® Bikom moHan 55 pokiB. BomHowac 20% onuTaHmx
BUCTYIAIOTh NPOTH OYAb-sIKOI JOMOMOTH, MPUYOMY HalO1NIbIIa YacTKa OMOHEHTIB 3adikcoBaHa
cepen smojieit BikoM 35-45 pokiB (27%). 3pocTaHHs BiqayTTs 3arpo3u 3 60ky Pocii mpoctexyeTnes
4iTKO: 63% 3arajaoMm NoOOKITHCSA NOTEHIIHHOrO Hanaay, Npyu LbOMY HaWBUIIMNA PIBEHb TPUBOTU
(73%) — cepen mosomi y Bimi 18-34 pokiB. Ha mpomy tai Ouibimicts (73%) miaTpUMYyROTh
301IbIIEHHS. 000POHHOTO 010/ 1KeTy JIFoKCeMOypTy, 3HOBY K TaKH 3 IIOMITHOIO MiITPUMKOIO Cepell
monozi (67%). 3pocina i TOTOBHICTH IO AKTHBHIIIOI MiKHAPOAHOI y4YacTi: MOHAJ IOJIOBHHA
PECTIOHJICHTIB MiATPUMAIU MOXJIHMBICTh BIANPABKU JIOKCEMOYP3bKUX BIMCHKOBHX A0 YKpaiHH B
pamMKax MUPOTBOpYOi Micii, ocobmuBo cepen crapmioro HaceneHHs (61%). Xowa TpeTwHA
PECTIOHJICHTIB yce e MpOTH Oyab-koi BIMCHKOBOi yd4acTi, 3arajbHHIl HACTpiil cTaB OLIBII
pilIydnM i cTpaTeriyHo opieHTOBaHMM. Ypsan JIrokceMOypry, BpaxOBYIOUM T'POMAJICHKY TyMKY,
wianye 10 2030 p. 30uibmuTH 06oponHi Butpatu A0 2% BHJI (y 2025-My BOHH CTaHOBIATH
1,32%, a6o 6mu3bpko 800 muiH €Bpo). OKpiM IIHOTO, OCTAHHIM YacoM MO TeinebauyeHHIo0 Mmoyvasa
3 ABIATHCA peKiama JIOKCeMOYp3bKOi apMii.

TakuM uYMHOM, TOpPIBHSHHSA TPbOX ONHUTYBaHb MOKa3ye, mo B 2022 p. CyCHIIbCTBO
JlrokcemOypry pearyBajgo Ha BiiHYy B YKpaiHi 3 €MOIIIHHUM IIOKOM, CIIBIEPEKUBAHHIM 1
BEJIMKOI F'YMaHITapHOIO MiATPUMKOIO0, IPOTE 3aIMILNATIOCA 00epeXKHUM y MUTAHHAX Bi1MCHKOBOI
y4yacTi Ta CTpaTeriyHoro 30JmkeHHs 3 YKpaiHoto. Y 2025 p. Ha Ti1i MOTIpIIEHHS MIKHApOAHOI
6e3neku, BTpatu qoBipu A0 CIIIA sk rapanTa cTabUIBHOCTI Ta 3pOCTaHHS TPUBOKHOCTI 1IOJI0 1K
pocii, rpoMajchka JIyMKa €BOJIOLIIOHYBala A0 OUIbLI HparMaTu4yHoi M TBepHoi HIATPUMKH
00OpOHHHUX pIlI€Hb, 3POCTaHHs OOKETy Ha Oe3leKy Ta HaBiTh MOTEHIIMHOI ydacTi B
MHUPOTBOpUHUX iHimiaTuBax. IlinTpuMka YkpaiHu 3anuiaeTbcs CTaOUIbHOIO, OJHAK TErep BOHA
CIIUPAETHCS HE JIMILE Ha COJIIApHICTh, @ U HAa YCBIJOMJICHHS T€ONOJITHYHUX pu3MKiB. HacTtpoi
JTIOKCEMOYP:KIIIB 3MIHWJIMCS BiJl €MOLIHHOIO CHIBIEPEKUBAHHS O CTpaTeriuHoi MoOumizamii y
BIJIOB1/Ib HAa TPUBAJIE MPOTUCTOSIHHS B €BPOITI.

PE3YJIbTATH JOCAIJIXKEHD TA IX OILIIHKA.
RESEARCH RESULTS AND THEIR EVALUATION

CraBJleHHsl HaceJIeHHs /10 YKpPaiHCbKMX OixkeHUiB. Bis camoro mouaTtky i 10 cbOrojHi
cTaBlieHHs HaceneHHs JliokcemMOypry m0 ykpaiHiiB myxe po0pe i TonepanTHe. Kpaina
OaraToHalioHaJIbHA ¥ 3BUKJIA IO NPOSBIB HIIUX KyAbTYyp. UYepe3 Tpu odiliiiHi MOBU Ta 3HAHHA
OaraTbMa XKHUTEJISIMU aHIIMCbKOI MOBHMI Oap’ep He BITUYBA€ThCA TaK TOCTPO, K B KpaiHax 3
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OJTHIEIO TUTYJBHOIO HAIIE€I0 Ta OHI€0 MOBOIO. Lle cripusie O1IbI yCminmHIM aganTamii yKkpaiHIlis.

B Toi1 ke yac MOXHA TIOMITUTH AESKi HEraTUBHI TEHAEHII] y CTaBJI€HHI O YKPaTHCHKHX
OixeniiB. [leBHa yacTHHA MEIIKAHIIIB HEBJIOBOJICHA THM, 1[0 B YMOBaX KpH3H JAeprKaBa OlIbIIe
JoroMarae ODKEHIISIM, Hi)K CAMUM rpoMaisiHaM. Ajie HaiO11b1i HeBJOBOJICHHS MPOSIBISIOTHCS, B
nepiry 4epry, y NpuiiMaruux ciM’gx, B SKHX BIJUyBa€ThCs MeBHA Broma. Ha Hamry nmymky, e
MOYKHA MOSICHUTH HU3KOI0 00’ €KTUBHUX 1 Cy0 €KTUBHUX IMPUYHH:

—  3arsokHuii xapakrtep BiiiHu. COTHI ciMell NPUXUCTUIN YKpPaiHCBKUX ODXKEHIIIB, HE
3HAIOYM, SK JOBro TpuBatuMme BiiiHa. Komm mpwiimarodi ciM’i cenmmiu ykpaiHiiB y ceoe,
nepeabavanocs, mo e Ha 3 wicami. Tak, mpuiiMarodi ciM’i MANMHCYBad KOHTPAKT 3
MinictepcTBOM y cmopaBax ciM’i Ta iHTerpamii, SKuUil CHOYaTKy pO3MOBCIOKYBAaBCI Ha
TphOXMicsuHmi Tiepion [5]. JIFokceMOypsKIli IPOCTO BTOMIIIUCS BiJl TOCTE B CBOIX OCEJISX, Y HUX
3MIHUJIMCS TUIaHH.

— ®inancoBi npnuuHu. ExoHomiuHe noripmenns B JIrokcemMOyp3i i B €BpO30HI B3araii
TPUBAE 3 MMOYATKY BilfHU B YKpaiHi. MopanpHUil 1yX 10MOroCcIoAapcTB BIAB /10 TOTO K PIBHS, 110
Il Ha TMOYaTKy KpPHU3M, BUKJIMKAaHOI KOpoHaBipycoM. HeratuBHy poib 3irpasia, TOJOBHUM YHHOM,
3HaYHA 1HQIIAIISA, MOJ0POKYaHHS BCHOTO 1 — FOJIOBHMM YWHOM — 3HAYHE ITiJIBHIICHHS IIH HA
KOMYHaJIbHI TIOCITYTH, SIKI CKJIQJAa0Th 3HAYHY YacTKy y BHUTpaTax JIOKCeMOypxiiB. Burie
3a3HaUEHUN KOHTPAKT mependayaB, M0 «PO3MIIICHHS € aKTOM COJIAApHOCTI B KOHTEKCTI
ryMaHiTapHOi Kpu3u Oe3 (iHaHCOBOI KOMIIeHcamii». AJie OCKIIbKM KOH(IIKT 3aTsATyeThCs,
MpUAMAlOUYUM CiM’SIM CTa€ BCE BaKye HECTH (PiHAHCOBUU Tsrap, IMOB’S3aHHH 13 TPHHAOMOM
OikeHIIB. | X049 yKpaiHIli YaCTKOBO BIJIIKOAOBYIOTH Ii BUTPATH, I1¢ HEe BHUpilIye nuTanHa. OKpiM
IIBOTO CiM’1, sIK1 ITOCENHIIN B ce0e YKpaiHIliB caMOCTiiHO (He yepe3 OnarofiiiHi oprasiszariii), 3a Tpu
POKH HE OTPUMAJIH >KOHOI (PIHAHCOBOI JOITOMOTH BiJI JIep>KaBH. A TIEBHA YaCTHHA MPUHMAIOYHX
cimelt po3paxoByBalla came Ha IIe.

— Pisuuns B MeHTagiterax. [lpm Bcili €BpomelchKii OpPI€EHTOBAHOCTI YKpaiHIIiB
BiJTUyBA€THCS 3HAYHA PI3HUIS YKPATHCHKOTO Ta JTIOKCEMOYP3bKOTO MEHTAIITETIB, 1110 IPU3BOIUTH
70 3HAYHUX MNpoOJeM y CHUIbHOMY MNpokuBaHHI. lle crocyerbcss po3mopsiaKy [HS, TOJUH
NpUIIMaHHA Ta IPUTOTYBaHHS K1 Ha CHUIbHIN KyXH1, BUXOBaHHA Aited Tomo. [Ipuitmatoui cim’1
PO3paxoBYyBaJIH, 1110 TOCTI MPUCTOCYIOTHCS 10 HOBUX YMOB Ta OyyThb KUTH 382 HOBUMH IIPaBUJIAMH,
ajie HacIpaB/Ii bOTro He BiI0yocs. [IpaTyroTh MICIIEBUX KUTEIIB 1 YACTI MOI3/IKM HAIIIUX 3€MJISKIB
no Ykpainu, 3 skoi BoHu Oirmu. Ha kamb, MaroTh Miclle BHMAAKU HEAOCTOWHOI MOBEIIHKH
YKpaiHIIIB, 110 TAKO HETaTUBHO BIUIMBAE HA CTABIICHHS JI0 BCIX O1KCHIIIB.

Bce ne mpuBOAMTH 10 TOTO, IO YKPAIHISIM BIAMOBISAIOTH Y XHTJi, OTOX, BOHU MalOTh
IIYKaTH 1HII1 BapiaHTU a0o MOBepTaTUCh B Tadip AJis O1KEHIIIB.

Bin movatky nmoBHOMacIITaOHOI BiifHM 3HaYHA YaCTHHA €BPOIEHIIIB, 30KpeMa MEIIKAHIIIB
JlrokcemOypry, cripuiimana nofii B YKpaiHi sIK JJOKaJIbHUNA KOHQUIIKT 1 IEpeBa)KHO pearypaja Ha
HUX 13 MO3ULill rymaHiTapHoi comijgapHocTi. OnHaK pe3yabTaTu onuTyBaHb 2022 p. mokasanu
BHUCOKHUH piBEHb MMOIHGPOPMOBAHOCTI, MIATPUMKH IpUioMy O1KEHI[IB, TYMaHITaApHOI JONOMOTH Ta
caHKIIiil mpotu pocii. BorHouac miarpuMka nocradanss 30poi i yuacTi y BiiCBKOBHX Omeparisx
3ayuiIanacs noMipHorw. Yxe B 2025 p. kapTUHa A€o 3MIHUIACA: 3pOCIIO YCBIJOMIIEHHS 3arpo3u
3 OOKYy pocii, 30kpemMa cepe MOJIO i, OLTBIIICTh PECTIOHACHTIB BHCIOBIIOBAINA TTOOOIOBAHHS 1010
MO>KIMBOro Harnany Ha kpainu HATO Ta BucTynanu 3a 3011b11eHHSI 000pOHHOTO O0/1KeTy. PiBeHb
nosipu 1o CIIIA sk mapTHepa CyTTE€BO BIaB, MPOTe MIATPUMKA YKpaiHHU B Tid uW iHIIN Gopmi
3aJIMIIAE€THCS BHUCOKOK. 3pocia ¥ TOTOBHICTH 0OroBoproBath yuacTh JlookcemOypry B
MHUPOTBOPUYHUX MiCisIX. Y Ce 1ie CBIAUUTH PO MOCTYNOBY TpaHC(POpPMALIit0 CYCHUIbHOT CBIIOMOCTI —
B1J1 EMOIIIHOT MATPUMKH JI0 YaCTKOBOTO YCBITOMJICHHS CITUTBHOT 3arpo3u. BogHouyac HeOakaHHS
0 TpsSMOI ydacTi y BiliHI Ta CTpax ecKamaiii cBigyaTh, IO €BPOMEHIl, X0o4a W BHU3HAIOTH
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TEOTOJITUYHI HACTIAKA KOH(IIIKTY, BCE 1€ HE TOTOBI J0 KapIWHAJIBLHOTO MEPETJIsay BIacHOL
0e3MmeKoBoi cTparerii.

BUCHOBKHU. CONCLUSION

B ymoBax moBHOMacmTaOHOrO BTOPrHEHHS POCIHCHKOI (penepariii Ha TepuTopito YKpaiHu
0c00JIMBOT aKTyaJIbHOCTI HA0yBa€ BUBYCHHS COLIAIIEHOTO CTaHy YKPaiHCHKUX TPOMAISIH. 3 OTIIALY
Ha 3HaYHY KUIBKICTh YKpaiHCHKMX ODKEHIIB y Kpainax €Bpormeiicbkoro Coro3y, 3Ha4HE Micle B
I} TJTOIIMHI MOCIIal0Th MUTAHHS IXHBOI ajarnTallii Ta iHTerpaii B mpuiMardi CycrijabcTBa. Y
3B’SI3KY 3 I[UM BHUHHKAE HEOOXITHICTh MOAAIBIIONO CUCTEMHOTO Ta MOTIMOICHOTO TOCIIHKCHHS
3a3HaueHMX TMporeciB. BogHouac cmoctepiraerbesi TpanchopMallisi CTAaBICHHS €BPOIEHCHKUX
CYCHUIBCTB JI0 MPOOJIEMH BUMYIICHOT Mirpaiii yKpaiHIliB — B/l I09aTKOBOI COJIIApHOCTI 0 OLIbII
IparMaTUYHOTO MiAXOAY, IO TAKOXK MOTPedye HAYKOBOTO aHAII3Y.
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ABSTRACT

This article examines key trends in the development of the private banking and wealth management industry in
the context of Industrial Revolution 5.0. It analyzes fundamental changes in customer preferences, the demographic
shift in the distribution of global wealth, the growing importance of ESG investing, digitalization and technological
innovation, and the integration of crypto assets into traditional banking services. Particular attention is paid to the
phenomenon of the "Great Wealth Shift" and its impact on the transformation of the financial services industry. The
article concludes with a discussion of the positive aspects and risks for the banking system associated with these
changes. The study is based on current data from leading financial organizations, including UBS, Bank of America,
PwC, EY, BCG and Capgemini.

Keywords: Private Banking, Wealth Management, ESG-investment, FinTech, digital banking, cryptoassets,
Industrial Revolution 5.0, Human-Centric Transformation, Great Wealth Transfer, Hybrid advisory models and
Hyperpersonalisation

O brave new world!
Aldous Huxley The "Brave New World" dystopian novel (1932) author

INTRODUCTION

The contemporary private banking and wealth management system finds itself at a pivotal
juncture in its development. A constellation of fundamental factors—demographic shifts,
technological innovations, evolving client preferences, and regulatory framework
transformation—are reshaping the industry landscape. According to research carried out by UBS
and Oxfam Group, approximately 2.5 billion individuals possess wealth of 10 000 USD and above,
roughly 60 million of them hold capital exceeding 1 million USD. With the global population of
8.14 billion people as of December 2023, this creates a substantial market for private capital
management services [2,3,4].

The ongoing changes in global wealth structure necessitate that financial institutions
reconsider traditional models of engaging with High Net Worth Individuals (HNWI) and affluent
clients. Within the framework of Industrial Revolution 5.0, characterised by the synthesis of
cutting-edge digital technologies and human-centric approaches, banks and asset management
companies face the imperative to transform their business models, product offerings, and client
engagement channels.

This research aims to analyse the key trends shaping the future of the private banking and
wealth management industry, with particular focus on the opportunities and challenges they present
for financial institutions in the context of Industrial Revolution 5.0.
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BASIC THEORETICAL AND PRACTICAL PROVISION

At the outset of the current decade (from 2020), the first references to the commencement
of "Industrial Revolution 5.0" emerged, whose principal distinction lies in a paradigmatic shift:
from technology for the sake of further technological development to technology for humanity and
the planet. Whilst Industry 4.0 sought to replace human involvement with technological solutions
wherever feasible (digitalisation and automation of existing processes), Industry 5.0 is geared
towards creating synergy between human capabilities and burgeoning technological possibilities
(harmonious integration of technological processes with human needs and environmental

sustainability).

The European Commission report "Industry 5.0: Towards a sustainable, human-centric and
resilient European industry" highlights three key characteristics [1]:

1. Human-centricity - industry must serve people, rather than the vice verse. This
encompasses improving working conditions, developing employee skills, and creating jobs that
complement human capabilities with technology.

2. Sustainability - industrial production must operate within planetary boundaries,
utilise circular business models, and strive towards carbon neutrality.
3. Resilience - the capacity to adapt to crises and unexpected changes, as demonstrated

by the COVID-19 pandemic.
The comparative characteristics of Industrial Revolution 5.0 via Industry 4.0 are presented

in table 1 form:

Table 1

Comparative Characteristics of Industrial Revolution 4.0 vs Industrial Revolution 5.0

Characteristic

Industrial Revolution 4.0

Industrial Revolution 5.0

Timeframe

2010s — present

2020s — future

Core Concept

Digitalisation and
production automation

Human-centric production with sustainable
development

10T, Al big data, cloud

Collaborative robotics (cobots), augmented Al,

system connectivity

Key Technologies computing, robotics, 3D biotechnology, quantum computing, neural
printing, blockchain interfaces
Focus Efficiency, automation, Sustainability, personalisation, human wellbeing

Human Role

Partial human replacement
by machines

Human-machine collaboration, augmentation of
human capabilities

Production Goals

Mass production, process
optimisation

Customised production, circular economy

Environmental Aspect

Energy efficiency as by-
product

Sustainable development as main goal

Social Direction

Technological progress

Addressing social problems and improving
quality of life

Human-Machine

Humans operate smart

Human-machine symbiosis

Interaction machines

. Smart factories, digital . . .
Production Model twins - 418 Adaptive, flexible production ecosystems
Innovation Approach | Technological innovations | Socio-technological innovations
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Big data collecti . S .

Data Management '8 da‘ a collection and Ethical data usage considering privacy
analysis

Personalisation Mass customisation Complete product and service personalisation

Economic Model Digital economy Sharing and sustainability economy

Skills of Experts Digital anq technical Cr'eat.1V1ty, emotional intelligence, systems
competencies thinking

Source: Author's development based on European Commission report "Industry 5.0:
Towards a sustainable, human-centric and resilient European industry"” (2021)

Thus, Industry 5.0 does not replace Industry 4.0 but rather represents a complementary
development, bringing forth new values. European industry, including financial services, must
become leaders not only in technologies but also in humanistic approaches to their application.

Why is analysing developments within Industry 5.0 through the perspective of HNW!I so
crucial? Representatives of this client segment constitute not only the most financially powerful
segment (in terms of wealth volume) but consequently wield considerable political influence.
Indeed, young representatives (Generations Y and Z) exerted the most substantial influence on
developing the ESG Investment trend. Essentially, they compelled the conservative banking
environment to acknowledge their opinions and preferences during 2025-2028, when this trend
began its rapid development [5].

The contemporary global wealth distribution landscape is characterised by high capital
concentration. According to data presented in research by UBS and Oxfam Group, wealth
distribution appears as follows [2,3]:

Table 2
Global Wealth Distribution

(1)
Wealth Range ‘Nvlzlﬁl;e;&)iﬁgults (%o of Total Wealth (% of World)
<USD 10,000 2.818 billion (52.5%) USD 5.3 trillion (1.2%)
USD 10,000 to 100,000 1.844 billion (34.4%) USD 61.9 trillion (13.6%)
USD 100,000 to 1 million 642 million (12%) USD 178.9 trillion (39.4%)
> USD 1 million 59.4 million (1.1%) USD 208.3 trillion (45.8%)

Source: Credit Suisse AG, a UBS Group company Global Wealth Report — 2023

Of particular interest to the private banking industry is the affluent client segment with
wealth exceeding USD 1 million, detailed in Table 3 [2,3].

Table 3:
Wealth Distribution: TOP Segment
Wealth Range Number of Adults
USD 1 million to 5 million 51.5 million
USD 5 million to 10 million 5,087,930
USD 10 million to 50 million 2,510,320
> USD 50 million 243,060

Source: Credit Suisse AG, a UBS Group company Global Wealth Report — 2023

The coming decades are expected to witness the largest intergenerational wealth
redistribution in history, termed the "Great Wealth Transfer". According to Bank of America
Private Bank's "Study of Wealthy Americans”, approximately USD 124 trillion in assets will
transfer to new owners by 2048 [5].
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The primary beneficiaries will be Generation X representatives (born between 1965 and
1980), Millennials (1981-1996), and Generation Z (born after 1997), and the part of wealth will be
transferred to philanthropy.

Critically important for the financial industry is the fact that 80% of new capital owners
change financial advisors after receiving inheritance, creating a serious challenge for traditional
private banking models and highlighting the necessity for proactive adaptation to changing client
needs.

Generations X, Y (Millennials), and Z demonstrate substantial differences in their financial
preferences and expectations from financial institution interactions compared to previous
generations. According to Bank of America Private Bank's "Study of Wealthy Americans", these
differences include:

1. Heigh attention to sustainable development, social impact, and digital assets
2. Expectation of more flexible, transparent, and personalized financial solutions
3. Interest in alternative investments, including digital assets and ESG products

ESG investing (Environmental, Social, Governance) assumes particular significance for
new generations. Capgemini World Wealth Report research demonstrates that [6]:

l. Nearly every second client (46%) considers ESG and sustainable investment
consulting important

2. Millennials two times more often than Generation X or Boomers select wealth
managers based on sustainable investment offerings

3. In response, asset management companies are integrating ESG criteria into planning
strategies, investment management, benchmarks, and reporting across all asset classes

Despite these achievements, the average satisfaction level with ESG investment results
stands at merely 36%, indicating the need for further refinement of these products and
implementation approaches.

ESG investing has evolved into a significant global trend with uneven geographical
distribution. According to research data, the global ESG investment market appears as follows
(Table 4) [6,7]:

Table 4:
ESG Funds, Regional Distribution

Region I(Agggsblijlllligf:). Management Global Market Share (%)
European Union 2,293 84

USA 299 11

Asia (excluding Japan) 67 2

Australia/New Zealand 31 1

Japan 23 1

Canada 31 1

Source: Morningstar Direct Manager Research 2023 [15]

The global ESG investment market was valued at USD 25.1 trillion in 2023 and is projected
to grow to USD 79.7 trillion by 2030 at a compound annual growth rate (CAGR) of 18.8% [16].

Institutional ESG investments are expected to reach USD 33.9 trillion by 2026. By 2024,
90% of S&P 500 companies and 70% of Russell 1000 companies published ESG reports [17].

However, unfortunately, contrary trends are also observable. In 2025, several banks,
including major financial institutions from North America, Japan, and Australia, withdrew from
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the Net-Zero Banking Alliance (NZBA), leading to a 22% reduction in the alliance's total assets.
Companies such as BP scaled back their emission reduction targets, reflecting a broader tendency
to reconsider ESG commitments amid economic and geopolitical challenges [18].

The reasons are standard and have been repeatedly emphasized by specialists:

1. Changing Political Landscape: In the USA, with the new President and
administration, mounting political resistance to ESG initiatives has emerged, leading to reduced
support for ESG proposals from major investment companies such as BlackRock and Vanguard.
The EU has also experienced regulatory environment changes (corporate ESG reporting
requirements).

2. Absence of unified legislative framework and standardization: The lack of unified
ESG assessment standards hampers company comparisons and may facilitate manipulation of ESG
rating indicators.

3. Greenwashing remains a serious problem in the ESG sphere:

a) According to RepRisk data, registered greenwashing cases decreased by 12% from
June 2023 to June 2024 compared to the previous year, marking the first decline in 6 years

b) Despite the overall reduction in incident numbers, their severity has increased. For

instance, in the banking sector during 2022-2023, climate-related greenwashing cases rose by 70%,
followed by a 20% decline in 2024

c) Approximately 30% of companies accused of greenwashing in 2023 were accused
again in 2024, indicating the systemic nature of the problem

d) In 2025, DWS Group was fined 25 million euros for greenwashing—the largest fine
in the financial industry for ESG violations

e) In 2024, the European Union adopted the Green Claims Directive, requiring
companies to provide credible evidence for their environmental claims, aimed at combating
greenwashing

f) Regulatory bodies such as the European Securities and Markets Authority (ESMA)
are intensifying oversight of ESG terminology usage in fund names and demanding greater
transparency in reporting

The trend introduced by Industry 4.0—Dbusiness digitalization—continues under Industry
5.0 with further banking business digitalization development (now based on quantum computing),
but through the perspective of Human-Centric Transformation. This represents a strategic approach

whereby [1]:
1. Technology's purpose is to improve people's lives, not merely increase productivity
2. Emotional, cognitive, cultural, and ethical aspects are integrated into product and
service development
3. The client is not a management object but an active solution co-creator (co-creation)
4, Human diversity and uniqueness are considered—age, gender, culture, worldview,
needs
5. Empathy, hyperpersonalisation, and inclusion technologies are applied

For the Private Banking & Wealth Management industry, this literally means that
technology should serve not wealth maximization at any cost, but the client's long-term and
meaningful wellbeing as an individual. These aspects can be presented in greater detail in tabular
form:

Table 5
Human-Centric Transformation in Private Banking & Wealth Management Context
Aspect Human-Centric Transformation Manifestation

lient tandi . .
Client Understanding goals but also client motivations, values, and concerns

Utilizing Al and behavioural analytics to understand not only financial
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Partnership, not Paternalisme . o . :
P, ! collaborative thinking: advisor + client as a team

Moving away from "we know better where to invest your money" to

Investment strategies considering ESG priorities, life stages,

Hyperpersonnalisation career/family plans

Algorithm transparency, refusing data manipulation, prioritizing

Ethics and Trust )
privacy

Financial Wellbeing pUrpose

Integrating wellness approaches—balancing wealth, time, health, and

A ibilit Inclusivit . . .
coessibility and Inclusivity alternative career trajectories

Expanding services to HENRY clients, women investors, clients with

Client control over their data and digital persona (Self-Sovereign

Digital Identity Identity)

Source: Author's development

Digital transformation has become a priority for Private Banking, encompassing the
following key directions [13,14]:

1. Implementing hybrid advisory models combining digital platforms and personal
service

2. Utilizing artificial intelligence and data analytics to create hyperpersonalised
offerings

3. Collaborating with fintech companies to accelerate digital initiatives

4. Strengthening digital trust through cybersecurity and data protection investments

5. Developing agile culture in a rapidly changing digital landscape (distributed ledger

technologies, cloud technologies, APIs, artificial intelligence, decentralised finance, central bank
digital currencies, embedded finance, BNPL, etc.)

6. Evolving regulatory framework influencing further technology implementation

These measures enable banks to enhance client experience and increase operational
efficiency. Artificial intelligence is transforming asset and wealth management. According to PwC
Global AWM & ESG Research Centre research, robo-advisor assets under management will
double in the coming years from USD 2.5 trillion in 2022 to USD 5.9 trillion by end-2027,
demonstrating growing penetration of automated solutions in the wealth management industry
[8,10].

In the contemporary HNWI's journey map via WealthTech (presentable as subsequent
service execution points), the entire process can now be completed without human intervention:

1. Digital customer acquisition
Automated client onboarding and screening
Portfolio allocation
Execution and trading advice
Portfolio management

6. Automated client reporting

Previously, this was impossible; moreover, executing each designated functional activity
required several specialists or team participation.

When analyzing Private Banking & Wealth Management industry digitalisation, one cannot
overlook the development of a new asset class: crypto assets, which gained momentum within
Industry 4.0 and 5.0 transformations.

Interest in digital assets is growing amongst affluent clients:

1. Approximately 92% of investors are prepared to consider cryptocurrency
investments provided they are offered by traditional financial institutions [5].

il
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2. 38% are ready to invest if the product is offered through their private bank [11,12].

3. Young investors (21-43 years) actively diversify their portfolios, including
cryptocurrencies: roughly 49% already own crypto assets, whilst another 38% are interested in
acquiring them [9].

4. Banks are beginning to offer digital asset management services, including custody
and consultancy
5. Regulatory framework development, such as MiCA in the EU, facilitates digital

asset legitimization

New financial instruments for cryptocurrency investment are emerging in the market, such
as exchange-traded funds (ETFs), providing investors with access to crypto assets through
traditional investment channels.

Table 6
Cryptocurrency Investment Funds
Type ETF Name ETF Description
BlackRock Investment Company's spot Bitcoin ETF, which has
iShares Bitcoin | become the world's largest, surpassing Grayscale's Bitcoin Trust.
Trust (IBIT) AuM approximately USD 19.5 billion. Provides investors with
direct Bitcoin exposure without requiring direct ownership.
Grayscale Established in 2013, GBTC is one of the earliest publicly traded
Bitcoin Lo Bitcoin investment vehicles in the USA, allowing investors to gain
Bitcoin Trust e . . . .
Investment (GBTC) Bitcoin exposure without direct ownership. AuM approximately
Funds USD 20.5 billion.
Launched in January 2024, FBTC is an exchange-traded product
Fidelity Wise (ETP) designed to track Bitcoin performance, providing investors
Origin Bitcoin | with a straightforward method to gain Bitcoin exposure through
Fund (FBTC) | traditional brokerage accounts. AuM approximately USD 18.7
billion.
Grayscale Introduced in 2017, ETHE provides investoys With. Ethereum
Ethereum (ETH) exposure through a trust structure, eliminating the peed for
Trust (ETHE) direct cryptocurrency purchase and custody. AuM approximately
USD 5.25 billion.
. Managed by BlackRock Investment Company, ETHA offers
iShares . , . oy
Ethereum investors exposure to Ethereum's native token, ether, within a
Ethereum .. . o .
Investment Trust (ETHA) traditional brokerage account, simplifying the investment process.
Funds AuM approximately USD 2.13 billion.
Launched in July 2024, FETH is one of the industry's first spot
Fidelity exchange-traded products (ETPs) seeking to track ether
Ethereum performance, offering investors direct exposure through a
Fund (FETH) | regulated investment vehicle. AuM approximately USD 811
million.

Source: Author's development

Asset tokenization is also becoming an important trend, enabling enhanced liquidity for
traditionally illiquid assets such as real estate and private investments, whilst expanding investment
access for broader audiences.

Projections suggest tokenized investment fund volumes will grow from USD 40 billion in
2023 to over USD 317 billion by 2028. Thus, cryptocurrencies are gradually integrating into
traditional banking services.
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CONCLUSION

The conducted analysis reveals several positive developments and risks for the banking
system (Private Banking & Wealth Management industry) within Industrial Revolution 5.0
transformations.

1. Technological bank transformation opens opportunities for substantial operational
efficiency improvements, cost reductions, and new revenue stream creation. Artificial intelligence,
cloud computing, blockchain, and other advanced technologies enable routine process automation,
enhanced data analytics, and innovative client product offerings. Industry 5.0 emphasizes Human-
Centric Transformation, allowing digital solutions to unite under the formula: "not wealth
maximization at any cost, but the client's long-term and meaningful wellbeing as an individual."

2. Hybrid advisory models combining digital platforms and personal service enable
banks to engage more effectively with various client segments, particularly new generation
representatives preferring digital communication channels. Quantum analysis capabilities may
bring significant prospects, wherein all combinations are analyzed simultaneously rather than
sequential best-option selection. Implementing such capabilities in investment consultancy will
represent another revolutionary moment within Industry 5.0.

3. ESG investing provides banks with strategic opportunities for product offering
diversification and attracting clients interested in sustainable development. ESG investment market
growth (projected 18.8% CAGR until 2030) creates substantial potential for fee-based product
revenue increases [10].

4. Crypto asset and traditional financial service integration opens new market niches
and opportunities for attracting technologically-oriented clients. Regulated instrument emergence,
such as bitcoin ETFs, reduces risks and simplifies traditional financial institution operations with
digital assets.

5. "Great Wealth Transfer" (USD 124 trillion until 2048) creates unprecedented
opportunities for banks capable of adapting to new generation capital owner preferences,
expanding client bases, and increasing assets under management [3,12].

All mentioned parameters fully correspond to designated development target directions
specified in the 2021 European Commission research: Human-centricity, Sustainability, and
Resilience.

Based on the results of the research, possible risks could include:

1. High-speed technological changes require substantial bank investments in IT
infrastructure and human capital. Financial institutions unable to adapt to digital transformation
risk losing clients and market positions.

2. Competition from fintech companies and tech giants offering innovative financial
solutions with superior user experiences and often lower prices threatens traditional banking
business models.

3. Client generational shifts create risks of massive capital outflow from traditional
banks, considering that 80% of new capital owners change financial advisors after receiving
inheritance. Banks must proactively build relationships with new wealth owners (inheritors) [5,9].

4. Regulatory environment complexity, particularly regarding Compliance & AML
control, crypto assets, and data protection, creates additional regulatory burden on banks and
heightens non-compliance risks.

5. Greenwashing problems and insufficient ESG investing standardization create
reputational risks for banks and may lead to substantial fines, consequently creating investor risks.
6. Cybersecurity becomes a critical factor in the ubiquitous digitalisation era. Data

breaches and cybercrimes may inflict substantial financial and reputational damage on banks.
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7. Crypto asset volatility and integration risks into traditional financial services require

banks to develop comprehensive risk management systems and maintain balance between
innovation and security.

Industrial Revolution 5.0 is transforming the private banking and wealth management

industry, simultaneously creating unprecedented growth opportunities and significant challenges
for existing business models. Successful adaptation to these changes requires strategic vision,
innovation readiness, and client-oriented approaches considering new generation capital owner
preference changes.
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ANOTACIJA

Latvijas Republikas Valsts ien€mumu dienesta izstradata Nodoklu maksataju reitinga sistéma ir jauns 1iks, kas
paredzets nodoklu disciplinas veicinasanai un uznéméjdarbibas vides uzlaboSanai. P&tjjuma mérkis ir izvertet Sis
sisttmas ietekmi uz uznémumu reputaciju ka uzticamibas raditaju uznémejdarbibas praks€. Izmantojot kvalitativas
pétniecibas metodes, analiz8ta uzp€mumu, gramatvezu un sadarbibas partneru attiecksme pret reitinga sisteému.
Pétijuma atklats, ka, lai ari riks var kalpot ka reputacijas un uzticibas indikators, ta praktiska izmantosana vél ir
ierobezota interpretacijas gritibu del.

Atslégvardi: likumdosana, nodokli, pétijums, reitings, VID
ABSTRACT

Taxpayer Rating System developed by the State Revenue Service of the Republic of Latvia is a new tool aimed at
promoting tax discipline and improving the business environment. The objective of the research is to assess the impact
of this system on company reputation as an indicator of trustworthiness in business practice. Using qualitative research
methods, the study analyses the attitudes of companies, accountants, and cooperation partners towards the rating
system. The study reveals that although the tool can serve as an indicator of reputation and trustworthiness, its practical
application is still limited due to difficulties in interpretation.

Keywords: legislation, rating, research, SRS, taxes

IEVADS. INTRODUCTION

Ka darba petama probléma ir izvirzita Latvijas Republikas Valsts len@mumu Dienesta (turpmak
— VID) nodoklu maksataju reitinga sistémas un tas novertéjuma nozimes noteikSana uznémuma
reputacijas stiprinasana. Problémas aktualitati nosaka fakts, ka attiecigais riks ir salidzinosi jauns,
un ta praktiska pielietoSana, ka ar1 sabiedribas izpratne par to vél tikai veidojas.

Petijuma mérkis ir izvertet Latvijas Republikas VID izstradatas un pilnveidotas Nodoklu maksataju
reitinga sisteémas ietekmi uz uzn@émumu reputaciju un tas potencialu ka uzticamibas raditaju
uznémeéjdarbibas praks€. Izmantojot kvalitativas petniecibas metodes — dokumentu analizi un
aptaujas —, autore analiz€ uznémumu, gramatvezu un sadarbibas partneru attieksmi pret reitinga
sist€ému, izverte iegiitos rezultatus, formul€ secindjumus un izstrada ieteikumus.

SVARIGAKAS ATZINAS TEORIJA UN PRAKSE. BASIC THEORETICAL AND
PRACTICAL PROVISION

Nodoklu maksataja reitings ir VID veidots vertejums par uznémuma nodoklu saistibu izpildi
[8]. Reitinga mérkis ir inform&t nodoklu maksataju, kada ir vina nodoklu maksasanas disciplina,
motivet uzlabot nodoklu samaksas disciplinu, ka arT atbalstit uzn€émumus ar riku, kuru izmantojot,
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tie var prezent€t savu reputaciju, tai skaita biznesa partneriem [15]. VID uzsver, ka S§is riks dod
iesp&ju pasargat godigos uznémeéjus no neapzinati klimigu biznesa sakaru dibinasanas [14].

Reitinga subjekti ir visas juridiskas personas, kuru darbibas mérkis ir giit pelnu. Novértgjums tiek
nodro$inats visam komercsabiedribam, arvalstu uznémumu filialem, ES dalibvalstu, Islandes,
Norvégijas un LihtensSteinas kapitalsabiedribas filialém, ka ari zemnieku, zvejnieku saimniecibam
un individualajiem uznémumiem, ja tie iesniedz gada parskatu [15]. Ikviens uznémums, kuram ir
veikts novert€jums, var ar to iepazities sava elektroniskas deklaréSanas sistémas profila [10],
(turpmak — EDS), (sk. 1.attelu).

— DARBA VIRSMA

Lietotajs padajo reizi piesladzas: 02.04.2025 21:49:14

Kods telefoniskai identificésanai Nodoklu maksataja reitings |zveidot jaunu dokumentu
J/ B
Atgadinajumi Maksajumi

par dokumentu iesniegSanas un maksajumu veik§anas Maksajumi. Nodokli. Saistibas. V&sture, Nomaksas stavoklis un

terminiem grafiki.

1.attéls. VID EDS darba virsma
(autores veidots, VID EDS, 23.04.2025)

Reitinga kopg@jais novertgjums ir katra konkrétd uznémuma reitinga burts. Reitinga subjekti var
sanemt vienu no pieciem reitinga limeniem [6,2,3]. A limeni kopa ar vairakam prieksrocibam
nodoklu un muitas joma sanem tie nodoklu maksataji, kuri laicigi pilda savas nodoklu saistibas. B
Itmeni pieskir, ja uznémums kopuma pilda savas saistibas ar valsti, tomér te ir vieta uzlabojumiem.
C Ilmeni sanem tie nodoklu maksataji, kam ir buitiski parkapumi nodoklu saistibu izpilde. N limen1
atrodas neaktivie nodoklu maksataji. J ItmenT ir ieklauti ped€jo seSu ménesu laika registrétie
nodoklu maksataji.

Lai sniegtu nodoklu maksatajiem iesp€ju apliecinat savu reputaciju sadarbibas partneru prieksa,
VID ir paredzgjis iesp&ju sagatavot tris dazada satura izzinas ar reitingu. Izzinu iesp&jams sanemt
un nositit e-pasta vai caur EDS profilu, ja arT sanémgjs ir registréts EDS lietotajs [13].

Petijuma gaita autore konstat€ja, ka VID sava majaslapa nodrosina reitinga subjektu novértéjumu
datu vizualizaciju [9] (skat. 2. attélu). Sie dati nav reallaika atzinums, jo raditaji tick novertéti par
noteiktu laika periodu pagatné — no seSiem méneSiem Iidz trim gadiem. Reitings tiek parskatits
vismaz Cetras reizes gada [8].

A B c N
Nodoklu maksataju skaits Nodoklu maksataju skaits Nodoklu maksataju skaits Nodoklu maksataju skaits Nodoklu maksataju skaits
24,528 63,640 7,947 36,041 4,693
Tpatsvars: 17.9% Tpatsvars: 46.5% Tpatsvars: 5.8% Tpatsvars: 26.3% Tpatsvars: 3.4%

2.attels. Nodoklu maksataju, kuriem noteikts reitings, skaits uz 1.03.2025
(autores veidots, VID timek]vietne, 23.04.2025)

Publicetie dati norada, ka aptuveni vien piekta dala uzpémumu (17.9%) ir sanémusi augstako
novertéjumu. Sis fakts var liecinat par salidzinos$i augstiem kriterijiem, lai atbilstu visiem A
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limena nosacfjumiem. B Iimena grupa veido vislielako patsvaru (46.5%). Tas nozimé, ka gandriz
puse uznémumu tikai dalgji atbilst augstaka reitinga krit€rijiem. Lai gan reitinga  ltmeni C
novertéti vien 5,8% no kopgja reitinga subjektu skaita, tomér tie parstav augstaku riska grupu, jo
sadu uznémumu spéeja pildit savas saistibas ir vert€jama kritiski. Apméram ceturtdalai uznémumu
ir pieskirts N Iimenis, noradot uz to, ka Sie nodoklu maksataji neveic aktivu saimniecisko darbibu.
Visbeidzot, 3,4% uznémumu ir klasificéti J [imeni. Sie nodoklu maksataji ir registréjusi uznémumu
pedejo sesu meénesu laika un driz var€s pieradit sevi ar rezultatiem.

Lai sniegtu uznémumam izpratni par jomam, kuras VID saskata riskus, iestade, nosakot reitingu,
izmanto seSas nodoklu saistibu izpildi raksturojoSo raditaju kopas [4] (sk. 3.att€lu). Kopam tiek
pielietoti tr1s krasu apzim€&jumi, noradot uz rezultatiem nodoklu nomaksas joma: zals - saistibas ir
izpilditas, dzeltens - ir japaredz uzlabojumi un sarkans - kritiskiem raditajiem.

= NODOKLU MAKSATAJA REITINGA KOPEJAIS NOVERTEJUMS

B Jauzlabo saistibu izpilde Nodoklu maksataja reitinga noteikdanas datums Reitinga sistémas apraksts VID Umekjvietnd  Lai izzinu, doties uz sadalu |zzin:

Rejistracijas numurs Nosaukums Juridiska adrese Refistracijas datums Pamatdarbibas veids (NACEZ)

Radnaji  Pamalinformacia  Vasturiskie dat

Nodok|u saistibu izpildi raksturcjo$o raditaju kopas

Registracijas datu novertsjums I — —
» Deklaraciju un parskatu iesniegdanas radmaji |
P Nodoklu saistibu izpildes radiaji —

Nodokju un misitas maksajumu administrésanas rezultat I — —
» Darba samaksas novértéjums 1 |

Nodoklu deklaréSanas risku novanajums — _—

3.attels. Nodoklu saistibu izpildi raksturojoSo raditaju kopas
(autores veidots, VID EDS, 23.04.2025)

Pétijuma gaita autore iepazinas ari citu Baltijas valstu, proti, Lietuvas un Igaunijas, pieredzi
nodoklu maksataju noverteésana, lai iegiitu priekSstatu par pieejas atSkiribam kaiminvalstis. Autore
konstatgja, ka Lietuva paSlaik nav ieviesta nodoklu maksataju reitinga sisteéma lidzigi ka Latvija
[11, 12], savukart Igaunijas nodoklu un muitas parvalde (ETCB) [5] nodoklu uzvedibas reitinga e-
reitinga noteikSana, ir paSu uznémumu brivpratigi iesniegtie dati un nodoklu administracijas riciba
esosa informacija. Sist€ma darbojas ka kontroles mehanisms, izmantojot ‘luksofora’ indikatorus:
sarkana krasa norada uz butiskiem trikumiem, dzeltena — uz atseviSkiem trikumiem, savukart zala
uz brivpratigi iesniegtas nodoklu informacijas pilnigu atbilstibu likuma prasibam. Pirms
deklaraciju iesniegSanas uzn€mumiem tiek sniegtas atsauksmes un ieteikumi attieciba uz nodoklu
saistibu izpildi. Uznémumiem ir iesp€ja pasiem noteikt, kam, iznemot ETCB parvaldi, ir redzama
vinu informacija [1, 5].

PETIJUMA REZULTATI UN TO IZVERTEJUMS. RESEARCH RESULTS AND THEIR

EVALUATION

Vertgjot Latvijas Republikas VID izstradatas un pilnveidotas Nodoklu maksataju reitinga
sistémas ietekmi uz uznémumu reputaciju, autore 2025.gada aprili veica aptauju péc kuras tika
analizeta p&tijuma dalibnieku (sk. 4.attelu) attieksme pret reitinga sist€ému.
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40% 37.1%

35%
30% 25.7%
Soo 22.9%
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15%
10%
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0%

Uznémuma Gramatvedibas Finansu un Specialists cita joma
Tpasnieks, vaditajs arpakalpojumi gramatvedibas
darbinieks

4.attels. Aptaujato profils
(autores veidots, VisiDati.lv, 30.04.2025)

Nemot véra to, ka Latvijas Republikas VID izstradata Nodoklu maksataju reitinga sist€éma tika
prezentéta uznéméjiem 2018.gada 20.septembri un no 2023. gada 28. decembra ikvienam
uznémejam sava EDS profila ir iesp€ja iepazities ar pieskirto nodoklu maksataja reitingu, autore
izpétija respondentu informétibu (sk. 5.att€lu) par viniem pieSkirto VID nodoklu maksataja
novertgjumu.

Ja, zinu un sekoju
/ tam lidzi
26%

Né&, nezinu
17%

Ja, zinu, bet regulari
nesekoju
46%

el

5.attels. Aptaujato informétiba par viniem pieSkirto VID nodoklu maksataja reitingu
(autores veidots, VisiDati.lv, 30.04.2025)

Autore secina, ka lai gan 72% respondentu norada, ka vini ir informéti par sava uzn€émuma reitinga
novert§jumu, tomér vien ceturtd dala respondentu (26%) merktiecigi seko tam Iidzi. Turpreti
gandriz katrs desmitais respondents (11%) atzist, ka nezin, kur var atrast informaciju par
uznémuma novertgjumu. Autore uzskata, ka tas var noradit gan uz informacijas pieejamibas
trikumu, gan uz motivacijas trikumu uznémumu vidii. Rezultati atklaj, ka reitinga sist€ma ir
zinama, bet nav pietiekami aktivi izmantota uznémumu ikdienas prakse.

No 2024. gada 28. februara ikviens interesents VID publiskojamo datu baze [7] var aplukot Latvijas
uznémumu nodoklu maksasanas reitinga kop€jo novertgjumu. Nemot vera iepriek§ minéto, autore
izpétija respondentu viedokli (skat. 6. att€lu) par to, vai publiski pieejamais nodoklu maksataja
reitings ir ietekméjis viniem saisto$a uznémuma reputaciju.
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0,
1160% M J3, reitingam ir bijusi pozitiva
ietekme
J3, reitingam ir bijusi negativa
ietekme
Ng, reitings nav ietekméjis

uznémuma reputaciju
| |
Nezinu / nevaru pateikt

6.attels. Aptaujato viedoklis par publiski pieejama nodoklu maksataja reitinga ietekmi uz
uznémuma reputaciju

(autores veidots, VisiDati.lv, 30.04.2025)

Sanemtie dati liecina par to, ka vairums aptaujato (72%) neuzskata, ka reitingam biitu bijusi kada
ietekme, kas var liecinat par neitralu reitinga iedarbibu uz uznémuma reputaciju vai ar1 uz to, ka
reitinga sist€mas priekSrocibas, nav pietickami novértétas uznémumu vidi. Tikai neliela
respondentu dala (11%) ir izjutusi labveligu ietekmi. Negativa reitinga ietekme uz reputaciju nav
konstatgta vispar (0%). Taja pasa laika 17% respondentiem nav skaidribas par reitinga ietekmi uz
uznémuma reputaciju. Tas var noradit uz to, ka uzn@émumu vaditaji nav parliecinati, ka sadarbibas
partneri piever§ uzmanibu $Sim noveértgjumam un ka tas ir nepiecieSams tikai VID vajadzibam.

Petijuma laika autore izvert€ja, vai publiski pieejamais reitinga novert§jums vartu ietekmét
aptaujato lémumu par sadarbibas uzsaksanu ar jaunu biznesa partneri. Atbildes liecina par reitinga
sistémas lomu ka uzticamibas raditaju uznémeéjdarbibas praksé (skat. 7. attelu).

NEZINU, KUR PARBAUDIT PUBLISKI PIEEJAMO
UZNEMUMA REITINGU

NE, TAS NEBUTU SVARIGS FAKTORS
DRIZAK NE

JA, IESPEJAMS

JA, NOTEIKTI ‘ {
|

0% 5% 10% 15% 20% 25% 30% 35% 40%

7.attéls. Aptaujato viedoklis par to vai vini nemtu vera publiski pieejamo VID nodoklu

maksataja reitingu, izvertejot potencialo sadarbibas partneri vai darba devéju Latvija
(autores veidots, VisiDati.lv, 30.04.2025)

Autore secina, ka lai gan kopuma 45,8% respondentu apliecina, ka reitingam biitu pieSkirta nozime
potenciala sadarbibas partnera izvert€Sana, tacu vairak neka puse aptaujato uzskata, ka tas nebtitu
svarigs faktors, ka arT citiem trukst zinasanas, kur var atrast un parbaudit So informaciju.
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KOPSAVILKUMS. CONCLUSION

Vertgjot Latvijas Republikas VID izstradatas un pilnveidotas Nodoklu maksataju reitinga
sistémas potencialu ka uzticamibas raditaju uznémeéjdarbibas prakse, ptijuma rezultati liecina, ka
lai arT riks var kalpot ka reputacijas sabiedrotajs, ta praktiska izmantoSana vél ir ierobezota
interpretacijas gritibu dél. Sabiedribas izpratne par to vél tikai veidojas. No VID puses biitu
nepiecieSama papildu komunikacija un sabiedribas izglitoSana par to, ka reitings var sekmét
uznémumu publiska t€la stiprinasanu. Uzn€mumu Tpasnieki nav 1pasi informéti par sist€ému.
Petijuma rezultati atklaj, ka vairak informacijas ir gramatvedibas darbiniekiem.

Informacija par augstakam A reitinga Iimenim nodroSinatam priekSrocibam nodoklu un muitas
joma ir maz izplatita sabiedribas vidi. Nav arT vérojams pietickams stimuls, lai uznémumi ar B
reitingu butu motiveti uzlabot savu saistibu izpildi, lai stiprinatu savu argjo t€lu. VID pastav
potencials veikt aktivaku informacijas izplatiSanu un rosinat regularu uzp€mumu reitinga
novertéjuma parbaudi.

Peétijuma laika atklajas respondentu Saubas par reitinga novert€§juma objektivitati, jo tas tiek
generéts automatiz&ti, vienlaikus piemérojot visiem uznémumiem vienotus veértéSanas kritérijus.
Tatad, sist€ma nav pielagota un reitinga noteik$anai nav iesp&jams nemt véra tadu informaciju par
uznémumu, kas nav pieejama VID informacijas sist€émas. Lidz ar ko viens no bitiskakajiem
iemesliem, kade] sistéma netiek uztverta ka uzticams indikators sabiedribas vidi ir tas ierobezotas
sp€jas pielagoties katra individuala uznémuma specifikai.
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ABSTRACT

Modern companies that initiate and undergo digital transformation are evolving into complex cross-industry
networked business structures that adopt new business models. Over the past ten to fifteen years, nearly all technology
companies have become the core and/or integral parts of various digital business ecosystems. This study focuses on
multi-ecosystem partnerships in the technology sector, encompassing thousands of companies. Through the lens of
complementary interactions among modern international tech companies, the study explores the nature of a new form
of economic coordination that transcends classical market structure models.
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EKOCHUCTEMHA ®OPMA EKOHOMIYHOI B3A€MO 11
B TEXHOJOI'TYHOMY CEKTOPI

AHOTANIA

CyuyacHi KommaHuii, sKi iHILIIOIOTH Ta MPOXOAATH HUIAX IHU(POBOi TpaHchopMmalii, NEepEeTBOPIOIOTECT Y
CKJIaJIHI MIXTrary3eBi MEpexeBi Oi3HEC-CTPYKTYPH, sIKi BUKOPHCTOBYIOTh HOBI Oi3Hec-Mojeli. 3a OCTaHHI NECATh-
I’ ITHA/ILATh POKIB MaiKe BC1 TEXHOJOTIYHI KOMIAHII CTalu AAPOM Ta/ab0 4acTHHAMHU PI3HUX IUPPOBUX Oi3HEc-
exocucteM. Y (OKyCi yBaru LbOro JTOCITIPKEHHS — MYJIbTHEKOCUCTEMHI MTapTHEPCTBA Y TEXHOJIOTIYHOMY CEKTOPI, SKi
OXOIUTIOIOTH TUCSY] KoMMNaHii. Uepes npu3My KOMIIEMEHTAPHOI B3a€MO/IT Cy4acHHX MIXKHApOJHHUX TEXHOJOTIYHUX
KOMIIaHii JOCIiDKEHO IPUPO.LY HOBOI (POPMHU EKOHOMIYHOI KOOPMHALLT, IKa BUXOAUTP 38 MEXI KITACHIYHUX MOAEINCH
PHHKOBHX CTPYKTYP.

Kro4oBi cjioBa: TEXHOIOTIYHI KOMITaHii, MyJIbTHEKOCHCTEMHI TApTHEPH, EKOHOMIYHA B3a€MOJIis
BCTYVYIIL. INTRODUCTION

Y 1mudpoBy enoxy aHaii3 ymMoB (DYHKI[IOHYBaHHS Ta PO3BUTKY Cy4YaCHMX KOMIaHIN
noTpeOye HOBUX MiX01iB. OCOOIUBO 11€ CTOCYETHCS AISUIBHOCTI TEXHOJIOTTYHUX KOMITaHiM, JIOT1Ka
B33a€MOJII1 SKUX BUXOJAUTH 32 MEXI HE TUIbKH TPaJUIIHHOIO PUHKY, a M 4acTO 3a MEXI pUHKIB
HEJ0CKOHAJIO01 KOHKYpEeHII1i (01ronoJii, MOHOMOJICTUYHOT KOHKYPEHIII TOIIO).

ExoHoMiYHa B3a€MO/Iisl, IKa XapaKT€pHA YYaCHUKAM TEXHOJIOTIYHOTO CEKTOPY, B OCTaHHI
poku mpuitmMae (Gopmy BenuKHX Oi3HEC-€KOCHUCTeM, sKi (DYHKIIIOHYIOTh Ha OCHOBI HOBITHIX
iH(popManiifHuX Ta KoMyHikaniiaux texnosuoriit (IKT).

Jlo moaiOHux Oi3Hec-Mojesneil KoMIaHii MacoBO MOYalIM MEPEXOAUTH MiJ] Yac peasizaiii
cTpateriii mudporoi Tpanchopmariii [1]. Skmo nmpakTrka iX 3aCTOCYBaHHSI CIIOYATKY I[IKABHJIA
MPEACTAaBHUKIB  CTPATETiYHOTO MEHEDKMEHTY, TO CBhOTOAHI, KOJM KUIBKICHI 3MIHHU
NEPETBOPIOIOTHCS Y SIKICHI, 1€ SIBUILE MEPEX0y 10 EKOCUCTEMHOT'O BHly €EKOHOMIYHOI B3a€MOII1,
noTpedye OCMUCIEHHS Ha OUTbII PyHIaMEHTAIbHOMY (TOJIITEKOHOMIYHOMY) PiBHI aHAII3Yy.

MeTo10 A0CHIPKEHHS € BUBUEHHS MYJIbTHEKOCUCTEMHUX MApTHEPCTB Y TEXHOJIOTIYHOMY
CEKTOpI1 Ul PO3IIHUPEHHS TEOPETUYHHX YABIEHb PO HOBY (OPMY €KOHOMIYHOT B3a€EMOI.
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TeopeTnyHOI0O Ta METOJOJIOTIYHOIO OCHOBOIO JIOCHIKEHHS € CHUCTEMHUW MiAXIi,
JIaJeKTHYHA JIOTIKa 10 PO3TISAY €KOHOMIYHHUX SIBUI 1 MPOLECIB, TEOPETHYHI y3araJibHEHHS 1
MOPIBHSHHS, METOJM aHAI3y 1 CHHTE3Y, IHIYKIII1, TeTyKIlii, abCTparyBaHHs, CIIOCTEPEIKCHHS.

OCHOBHI TEOPETHUYHI TA IIPAKTHYHI ITOJO’KEHHAI.
BASIC THEORETICAL AND PRACTICAL PROVISION

KonuenT ekocrcreM B eKOHOMIII 6epe CBiil MOYaTOK 3 OAHOTO OOKY, 3 EKOHOMIYHOI TyMKH
po HOBi1 GOpMH KOHKYPEHIIi Ta IMOIIYK JpKepenl KOHKYPEHTHHUX TepeBar uepe3 acolliioBaHi,
KOMILUIEMEHTApHI, MapTHEPChKI COI03HM, a 3 IHIIOT0, 3 TEOpii CTPATEriuHOr0 MEHEKMEHTY Y
YaCTUHI TOIIYKY e(eKTUBHHX Oi3Hec-Mojenei. IcHye HW3Ka KOHIENIIiN, SKi, Ha Hall TMOTJIA/I,
nepeayBald BUHUKHEHHIO E€KOCHCTEMHOTO IMIJXOAY: KOHIEMIis CHIBIpali KOHKYpPEHTIB,
KOHIICTIIIIS MiKOopraHizamiiiHoi (MepexeBoi) B3aeMO/Ili Ta MapTHEPCHKUX BITHOCHH, KOHIIEHIIS
CTpaTEeriuHUX allbSHCIB, KOHIIEMIIiS KIAcTepiB, KOHIEMINS «BIIKPUTUX IHHOBAIlIA», KOHIEHIis
MaliOyTHROI Kopropalii (epeTBOpeHHsT KOpropaiii Ha Mepexy) Ta iH., Kl OUIbII JOKIJIAIHO
PO3TISIHYTO y AOCIHIDKEHHI [2].

CporogHi exkocucTeMaMm pi3HOTO POy, SKI 3yCTpIYarOThCS B €KOHOMIUHINA IHCHOCTI,
NPUCBAYYIOTh CBOI JIOCHI/DKEHHS sK HaykoBmi [3, 4], Tak # eKCHepTH MIKHAPOIHUX
KOHCAJITHHIOBUX areHiiit [5, 6]. Hocmimkenus EY (2022) mokasaso, 110 yCHilllHi eKOCHCTEMH
CIPHSIFOTh 3pOCTaHHIO T0X0aiB Ha 16,2%, mpubyTky Ha 16,5% Ta ckopodeHHIO BUTpart Ha 14,6%
[6]. Ane Bxe y 2024 pori, pe3yabTatu onutyBanHs EY cBim4ars, mo 77% JigepiB eKOCUCTEM
MaroTh TPYAHOII 3 TOYKU 30py CTparerii Ta Oi3Hec-TuIaHyBaHHs [7]. Y 3B 53Ky 3 IUM BUKJIMKAE
1HTEpeC AOCBIJ MI>XKHAPOJHUX TEXHOJIOTTUHUX KOMIAHIH, AKi € iHiI[laTOpaMu Ta Y4aCHUKaMH L1101
HU3KH €KOCHCTEM.

PE3YJBbTATH JOCJIKEHD TA IX OIIHKA.
RESEARCH RESULTS AND THEIR EVALUATION

CrnocrepexeHHs 3a AisIMU MPOBIIHUX MIKHAPOJHUX TEXHOJIOTTYHUX KOMIAaHIi B OCTaHHE
JECSATHIITTS CBII4aTh MPO OpraHizaiilo HUMH HUPPOBUX OI13HEC-EKOCHUCTEM, SIKI BIAPI3HSIOTHCS
«rI00AIbHUM  MacHITaboM, KOMIUIEMEHTAPHICTIO, AMHAMIYHICTIO, THYYKICTIO, CKIQJHICTIO,
MYJIBTUIIPOYKTOBICTIO, MYJIBTHAKTOPHICTIO, OaraTroriat¢hopMHiCTIO Too» [8].

Jlns aHamizy Cy4acHUX IMpPOSIBIB MYJBTHEKOCHCTEMHOr'O MapTHEPCTBA B TEXHOJOTIYHOMY
cekTopi Mu aochipkyBanu naHi Partnerbase, crBopenoi y 2020 pori IT-kommnaniero Crossbeam.
Ile ynikanpHa 6a3a qanux npo noxana 130000 kommanii, ski ykinanu noHaa 400000 napTHepChKUX
yroa [9]. 3rimHo miei 6a3m Taki kommanii sk Amazon, Microsoft, Alphabet (Google), SAP,
Salesforce, HP Tta iH. MOXXHa BiHECTH 1O «MYJIBTHEKOCHCTEMHHX MApTHEPIB», a/DKE BOHU
OJTHOYACHO € TTapTHEpAMH HU3KH TEXHOJOTIYHUX EKOCHCTEM.

JlocaimxenHs mpoQiiio NapTHEPCHKUX EKOCUCTEM TEXHOJIOTIYHUX KOMIaHIH CBITUUTD, 1110
ICHY€E TICHUHW MapTHEPCHKUM 3B’ 30K MK €KOCHUCTEMaMH KOMTIaHI|, SK1, 3T1THO PHHKOBOT JIOTIKH,
€ KOHKYPEHTaMHU Ha OKpeMHX puHKax. Hampuknan, 3a manumu Statista, cranom Ha kinens 2024
poky 63% CBITOBOrO pPHUHKY MOCIYI XMapHOi 1HQPacCTPyKTypH KOHTPOJIOBAJIM Taki TpH
nocravanbHuka: Amazon (Amazon Web Services (AWS) — 33%), Microsoft (Microsoft Azure —
20%), Alphabet (Google Cloud — 10%) [10]. IIpu upoMy piBeHb MEPETHHY MAPTHEPCHKHUX
€KOCHCTEM, SIKi OpraHi30BaHi IUMH KOMIIaHISIMH, € JOCUTh BUCOKUH, 110 CBITYUTH MPO PO3LIMPEHI
KOMIUIEMEHTAPHI 3B’ S3KH Y IUX MYJIbTHEKOCUCTEMAX.

Tak, y maptHepchkiii ekocuctemi AWS HaniuyeTbes 5644 kommadii, a B MapTHEPCHKIN
exocructemi Microsoft — 3978 kommawiii; B 000X ekocuctemax icHye 1417 kommadii, 1o
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cTaHoBUTH 25% exocucteMu naptHepiB Amazon Web Services Ta 36% exocucteMu MapTHEPIB
Microsoft. CBoero ueproro, y mapTHepchbKiii ekocuctemi Google namiuyetbest 5283 kommaii.
[TopiBHIOOYM Ti 3 ekocucTeMoro Microsoft, MOokHa Ga4yuTH, 10 B ITUX 000X €KOCHCTEMax ICHY€
crninpHEX 1620 KoMIaHii, mo ctaHoBUTH 31% exocucremu naptHepiB Google Ta 41% exocucremu
napTHepiB Microsoft. Ilpu 11poMy Taki BeNHKi OPKECTPATOPH, SIKI KOOPJAWHYIOTH IMPOIECH 1
BITHOCHHH Yy CBOiX C€KOCHCTEMaxX, OJHOYACHO € YYaCHUKAMH IHIIUX BEIUKHX MapTHEPCHKUX
€KOCHCTEeM, 1HIIIHOBAaHUMHM 1HITUMHU MIXKHAPOJHUMHU TEXHOJIOTIYHUMHU KoMNaHissMu. Hanmpukmiazn,
Salesforce koopauHye NapTHEPCHKY EKOCHCTEMY, KyAH BXOoauTh 5984 kommanii, 30kpema
BHUIIE3rajiaHi TEXHOJOTIYHI TiraHTH, SIKi CTBOPHIM CBOi ekocucTtemu Ha 0a3i AWS, Microsoft
Azure, Google Cloud BiamoBigHo. BoHU TakoX MarOTh IepexpecHi mapTHEPChKi ekocucTeMu [9]:

— Salesforce & Amazon: B 000X ekocHcTEMaX € CIIbHI 966 KOMITaHii, 0 CTAaHOBHUTE 16%
napTHepchKkoi ekocucremu Salesforce Ta 17% naptHepcebkoi ekocucremu AWS;

— Salesforce & Microsoft: B 060x exocucremax € crinbHi 1379 xoMmmaHiii, 0 CTAHOBUTH
23% exocuctemu naptHepiB Salesforce Ta 35% exocucremu naptaepis Microsoft;

— Salesforce & Google: B 060x exocrcTemax € cribHi 1413 koMmaHiii, 1o cranoBuTh 24%
exocuctemu naptaepiB Salesforce Ta 27% exocucremu naptaepiB Google.

CBo€ro 4eproro, Taki KoMmIaHii sk AmMazon sik SICKpaBUW MPHUKIIA]] MYITbTHEKOCHCTEMHOTO
napTHepa, OKpiM ekocuctemu, modynoBanoi HaBkosno AWS (XMapHi pilieHHs), Mae e iHmmi
eKOCHCTEMH, 30Kpema HaBkosio Amazon Marketplace (e-commerce), Alexa & Smart Home (loT-
exocucrema), Amazon Advertising (Martech-pimennsi) ta in. Taka ckiagHa MepexeBa (opma
B3aeMozii Ha ocHOBi cydacHux IKT, Mae cBoOi, BiIMiHHI BiJf pUHKOBOi CHCT€MH, aTpHUOyTH, SIKi
noTPeOYIOTh OKPEMOTO JICTAILHOTO aHAI3y.

BUCHOBKH. CONCLUSION

Pesynerat gocmiKeHb CBiaYaTh, MI0 MPOBIAHI MIKHAPOAHI TEXHOJIOTIYHI KOMMaHii €
nepexigHUMHu (opMamMH, OCKIJIbKA BOHH OJHOYACHO (DYHKI[IOHYIOTH 3a JIOTIKOIO pI3HHUX (opM
€KOHOMIYHOI B3a€MOJII — 1 PUHKOBOrO (TOBAPHO-TPOIIOBOT0), 1 MEpEXKEBOro THUMY (B1X
TOPU30HTAJIBHUX O13HEC-MEpEeXk J0 PO3MIUPEHUX CKIAJHUX MYJIbTHEKOCUCTEMHHUX MapTHEPChKUX
komIuiekciB). i Ta iHII nuTaHHS, TOTPeOYIOTh MOAANBIINX JOCIIIKEHb A1 OCMUCIICHHS 3MICTY
HOBOT (hOpMHU €KOHOMIYHOI B3a€MO/Ii1 y IH(POBY €MOXY, 30KpeMa B IHBECTHIIHHO-1HHOBAIlII{HOMY,
(1HaHCOBOMY, MapKETUHTOBOMY, COLIIaJIbHOMY KOHTEKCTAaX.
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ANOTACIJA

Raksts "llgtsp&jas zinoSana ka strat€giskais riks: uznémuma “Jurmalas @idens” gadijuma izp&te" analizg
ilgtsp&jas zinoSanas attistibu, normativo regulgjumu (GRI, CSRD u.c.) un uznémuma stratégisko virzibu uz ilgtsp&ju.
P&tfjuma aplikoti ESG aspekti, Latvijas uznémumu pieredze un “Jurmalas tdens” darbiba, uzsverot ilgtspgjas
integraciju vadiba, reputacija un ilgtermina attistiba.

Atslégvardi: ESG (vides, socialie un parvaldibas) faktori; Ilgtsp&jas zinosana; Korporativa sociala atbildiba;
Strategiska vadiba

ABSTRACT

The article “Sustainability Reporting as a Strategic Tool: A Case Study of the Company ‘Jirmalas Udens’”
analyzes the development of sustainability reporting, regulatory frameworks (GRI, CSRD, etc.), and the company’s
strategic transition toward sustainability. The study examines ESG aspects, the experience of Latvian companies, and
the operations of “Jirmalas Udens,” emphasizing the integration of sustainability into management, reputation, and
long-term development.

Keywords: ESG (Environmental, Social, and Governance) factors; Sustainability Reporting; Corporate Social
Responsibility; Strategic Management

IEVADS. INTRODUCTION

Globalo vides, socialo un ekonomisko izaicinajumu konteksta uznémeéjdarbibas vide
piedzivo bitiskas parmainas. Gan nacionala, gan starptautiska meéroga arvien lielaku nozimi ieguist
ilgtsp€jas principi, kuru ievérosana tiek uzskatita ne tikai par €tiskas uznémejdarbibas sastavdalu,
bet ari par ilgtermina izaugsmes priek$noteikumu. Ilgtsp&jas zinoSana ir viens no galvenajiem
mehanismiem, ka uzpeémumi var atklati informét par savu ietekmi uz vidi, sabiedribu un
parvaldibu, vienlaikus struktur&jot un nostiprinot savu strategisko virzibu uz atbildigu attistibu.

Pétijuma aktualitati nosaka Eiropas Savienibas jauna normativa baze, ipasi Korporativas
ilgtspejas zinosanas direktiva (CSRD), kas paredz stingrakas prasibas uznémumiem publiskot
arT paSvaldibu kapitalsabiedribas, padarot pétijumu par ilgtsp€jas zinoSanas ievieSanu Tpasi
nozimigu.

Darba meérkis ir izpétit ilgtsp&jas zinosanas biitibu un tas pielietojumu ka stratégisku
vadibas instrumentu, analiz€jot uznémuma “Jirmalas tidens” gadijumu. Tiek risinats galvenais
pétijuma jautajums: ka ilgtsp€jas zinosana var veicinat uznémuma konkurétsp&ju, reputaciju un
ilgtsp&jigu attistibu?

Metodologiski darbs balstits uz monografisko metodi, salidzino$o analizi, dokumentu
1zpéeti, ka arT uz intervijam ar uznémuma vadibas parstavjiem.
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SVARIGAKAS ATZINAS TEORIJA UN PRAKSE. BASIC THEORETICAL AND
PRACTICAL PROVISION

Teorgtiskais ietvars balstits vairakas vadibas un organizaciju teorijas. Ieintereséto pusu
teorija [5]* uzsver uznémuma pienakumu nemt véra ne tikai akcionaru, bet arf citu ieintereséto
puSu intereses — darbiniekus, sabiedribu, partnerus. Legitimitates teorija[10]° izcel uznémuma
nepiecieSamibu darboties sabiedribas veértibu konteksta, lai saglabatu savu “socialo licenci”.
Savukart stratégiskas vadibas teorija[8]° apliecina, ka ESG aspektu integracija lauj uznémumiem
planot, vadit un uzraudzit darbibu ilgtsp&jigi un merktiecigi.

Ilgtsp&jas zinoSanas attistibu veicina art starptautiski pienemti standarti un ietvari, pieméram:
GRI (Global Reporting Initiative)[7]’ — plasi izmantots vispargjs zinoSanas ietvars;

SASB [9]2 — Tpasi piemérots investoru vajadzibam;

TCFD [11]° — fokusgjas uz klimata finanSu riskiem;

CSRD [3]% — ES direktiva, kas nosaka juridiski saistoSas prasibas zinosanai.

Sie dokumenti veido pamatu parskatamai, salidzinamai un datu balstitai zino3anai, kura kalpo ka
stratégiska vadibas sist€ma uznémuma ilgtermina mérku istenosanai.

PETIJUMA REZULTATI UN TO IZVERTEJUMS. RESEARCH RESULTS AND THEIR
EVALUATION

Uznémums SIA “Jurmalas tidens” ir pasvaldibas kapitalsabiedriba, kuras pamatdarbiba
ir tidensapgades un kanalizacijas pakalpojumu nodroSinasana Jiirmalas pilsétas teritorija. Petjjuma
gaita tika analiz€ta uzn€muma esosa prakse ESG aspektos, ka arT izstradata un testeta potenciala
ilgtsp€jas zinojuma veidne, balstoties uz GRI struktiru.

Vides dimensija uzpémums veic ieguldijumus tidenssaimniecibas infrastruktiiras
modernizacija, energoefektivitates uzlaboSana un aprites ekonomikas ievieSana. Tiek izmantoti
atjaunojamie energoresursi un samazinati oglekla emisiju apjomi.

Socialaja dimensija uznémums akcenté iedzivotaju informe&Sanu, darbinieku drosibas
uzlaboSanu un sabiedriskas lidzdalibas veicinaSanu.

Parvaldibas aspekta uzsakts process, kura tiek noteiktas butiskas ilgtsp&jas jomas un ESG
raditaji. Tomer vel triikkst vienotas datu apkopoSanas sist€mas un zinasanu parneses mehanismu.

4 Freeman, R. E. (1984). Strategic management: A stakeholder approach. Boston: Pitman.

5 Suchman, M. C. (1995). Managing legitimacy: Strategic and institutional approaches. Academy of
Management Review, 20(3), 571-610.

8 porter, M. E., & Kramer, M. R. (2011). Creating shared value. Harvard Business Review, 89(1/2), 62-77.
7 GRI. (2021). Global Reporting Standards. Amsterdam: Global Reporting Initiative.

8 SASB. (2020). Sustainability Accounting Standards Board Standards.

9 TCFD. (2017). Recommendations of the Task Force on Climate-related Financial Disclosures.
10 Eyropean Commission. (2021). Corporate Sustainability Reporting Directive (CSRD).
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Petijuma secinats, ka ilgtsp€jas zinoSana var veicinat iek$€jo komunikaciju, mérku

izvirziSanu, ar&jo parskatamibu un finansu pievilcibu, ja vien tiek strukturéti ieviesta un balstita uz
atbilstoSiem standartiem.

KOPSAVILKUMS. CONCLUSION

Galvenie secinajumi:

1. TIlgtspgjas zinosana sniedz uznémumam butisku atbalstu stratégiskaja planosana un reputacijas
veidoSana.

2. “Jurmalas Gidens” attista vairakas iniciativas ESG jomas, tacu trukst formalas, standartiz&tas
zinoSanas struktiiras.

3. llgtsp&jas raditaju identificeSana un atspoguloSana palidz saskanot uzn€émuma mérkus ar
sabiedribas un politikas veidotaju gaidam.

Priekslikumi:

1. TevieSana: izstradat un katru gadu atjaunot ilgtsp&jas zinojumu atbilstosSi CSRD un GRI
prasibam.

2. Apmaciba: organizet regularas darbinieku apmacibas ESG datu ievaksana un interpretacija.

3. Sadarbiba: veidot partneribas ar pasvaldibu un augstskolam ESG attistiba.

4. Integracija: sasaistit ESG indikatorus ar uznémuma attistibas strat€giju un budzetésanu.
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ANOTACIJA

Gramatveza profesija tradicionali ir pieprasita darba tirgii. Saglabajas augsta interese par gramatveza profesiju
studentu un darba dev€ju vidii. Tomér 1idz ar ekonomikas digitalizaciju un rutinas procesu automatizaciju gramatveza
profesionalas darbibas saturs biitiski mainas. Sis izmainas nosaka jaunu gramatvedibas specialista profilu. P&tfjuma
merkis ir izvertét gramatveza profesijas attistibas perspektivas un profesionalas lomas izmainas digitalas
transformacijas apstak]os.

Atslégvardi: digitalizacija, gramatveza kompetence, profesijas pieprasijums

ABSTRACT

Accountancy has traditionally been a profession in demand on the labour market. Interest in the accounting
profession remains high among students and employers. However, with the digitalisation of the economy and the
automation of routine processes, the content of the accountant's professional activity is changing significantly. These
changes are defining a new profile for the accounting professional. The aim of this study is to assess the development
perspectives of the accountancy profession and the changes in the professional role in the context of digital
transformation.

Keywords: accountancy competence, demand for the profession, digitalisation

IEVADS. INTRODUCTION

GramatveZa profesija tradicionali ir pieprasita darba tirgli, bet mainas prasibas gramatveza
profesionalajam kompetenceém. Procesu digitalizacija un automatizacija nosaka jaunu specialista
profilu gramatvedibas joma.

Galvena pétijuma metode ir statistikas datu analize par periodu no 2022. lidz 2024. gadam
- lai izpé@titu intereses par gramatveZza profesijas dinamiku (pamatojoties uz datiem par augstskolu
absolventu skaitu programma ”Gramatvediba un nodokli”), ka ar1 gramatvedibas pakalpojumu
tirgus analizi (izmantojot datus par gramatvedibas pakalpojumus sniedzoSo uznémumu skaitu).
Tiek izmantota ar1 sekundaro avotu interpretacija (literatiiras apskats) - lai noteiktu globalas un
nacionalas tendences profesijas parveidé. P&tijuma apliikotas galvenas profesijas parveides
tendences.

SVARIGAKAS ATZINAS TEORIJA UN PRAKSE. BASIC THEORETICAL AND
PRACTICAL PROVISION

Zinojuma par darba vietu nakotni starp visstraujak sariiko$ajam darba vietam, 2025. -2030.
gada tiek noraditas gramatvedibas un algu uzskaites darbinieki.[2]. Pédgja laika diezgan biezi
dzirdams viedoklis, ka gramatveZa profesija nesaglabasies. Pastav uzskats, ka maksligais intelekts
spes aizstat gramatvedi. Tomer ir svarigi nepienemt Sos apgalvojumus bez kritiskas analizes.
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Absolventu skaits specialitaté “Gramatvediba” un arpakalpojumu uzpeémumu aktiva
attistiba apliecina pastavigu interesi par $o profesiju. Programma “Gramatvediba un nodokli” joprojam
ir pieprasita un pievilciga.

M Sievietes Viriesi

252 259 249
216

2021 2022 2023 2024

1.attels. Augstskolas un koledzas gradu ieguvusie péc dzimuma un izglitibas programma “Gramatvediba
un nodokli” [1].
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2.att. Nodoklu maksataju skaita struktiira uz 1.janvari: darbibas veids - Uzskaites,
gramatvedibas, audita un revizijas pakalpojumi. [4].

P&dgjos trijos gados registréto arpakalpojuma gramatvezu kopg&am skaitam ir tendence
samazinaties. Uz 2024.gada 01 janvari Latvija registréto gramatvedibas arpakalpojumu sniedz&ju
skaits sastadija 4331 komersantus (skat. 2.att.). No tiem 70% ir juridiskas personas un kops
2022.gada 1.janvara komersantu skaits, kas savu darbibu registréjusas ar NACE kodu 69.20
(Uzskaites, gramatvedibas, audita un revizijas pakalpojumi) ir samazinajies par 669 pakalpojumu
sniedzg&jiem, jeb par 12%.
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Ir svarigi paskaidrot, ka 2023. gada 1. juliju stajas speka noteikumi, kas paredz, ka
gramatvedibas arpakalpojuma sniegSana bez licences biis aizliegta un tie arpakalpojuma
gramatvezi, kuri neblis san@mus$i licenci, vairs nedrikst€s turpinat sniegt gramatvedibas
pakalpojumus. Bez Saubam licenc€S$anas process izraisija lielas parmainas nozarég.

2022. 2023. 2024.

m KOPA  m Pievienotas vértibas nodokla maksataji

3.attels. [4].

Starp kopgjo nodoklu maksataju skaitu, kas sniedz uzskaites, gramatvedibas, audita un
revizijas pakalpojumus, pievienotas veértibas nodokla maksataju tpatsvars piecaug. Ta 2022. gada
tikai 26,44% nodoklu maksataju bija pievienotas vertibas nodokla maksataji (PVN). Bet 2024. gada
PVN maksataji bija jau 30,60% no kop&ja nodokla maksataju skaita nozaré. Gramatvedibas
pakalpojumu tirgus attistas.

Analizgjot informaciju par darba vietam atbilstosi darba dev&ju iesniegtajiem parskatiem,
redzams, ka analiz€jama perioda darba vietu skaits specialitaté gramatvedis pieaug.

2022. 2023. 2024.

4.attels. Darba vietu skaits profesija “Gramatvedibas specialisti’’[4].
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Publicetie dati liecina, ka peéd&jos trijos gados gramatvedibas specialisti ir pieprasiti.
Gramatveza profesija jau daudzus gadus ir viena no pieprasitakajam un stabilakajam darba tirgi.
Tas skaidrojams ar to, ka gramatvediba, kontrole un parskatu sniegSana ir neatnemama jebkuras
organizacijas darbibas sastavdala neatkarigi no nozares vai uznémeéjdarbibas m&roga.

PETIJUMA REZULTATI UN TO IZVERTEJUMS. RESEARCH RESULTS AND THEIR
EVALUATION

Studentu interese un darbinieku skaita pieaugums gramatvedibas pakalpojumu firmas ir loti
skaidrs raditajs, ka profesija ir pieprasita un attistas. Tas liecina, ka gramatveza profesija saglabajas
aktuala. Runas par to, ka gramatveza profesija varétu izzust, rodas vairaku iemeslu dél, kas saistiti
ar tehnologiju attistibu un darba tirgus parmainam. Tom@r §Ts runas biezi vien ir parspilétas vai
balstitas uz nepilnigu izpratni par profesijas biitibu un tas iesp&jam nakotné.

Gramatveza profesija vesturiski balstita uz tadiem ilgtsp&jigiem principiem ka:

v’ Precizitate un uzticamiba no sabiedribas, biznesa un valsts puses

v Normativo prasibu un atskaites standartu ievérosana

v" Etikas principi — godigums, konfidencialitate, atbildiba

v Kontroles un parredzamibas funkcija resursu parvaldiba

Neraugoties uz tehnologiskajam parmainam, $ie pamatelementi saglabajas nemainigi un
apliecina gramatveza nozimi ka uzticama un kompetenta specialista.

Ryan Lazanis sava 2025. gada rokasgramata gramatveziem norada, ka tehniskas zinasanas
gramatvedibas un nodoklu joma joprojam ir loti svarigas, tacu to relativa nozime ped€jos desmit
gados ir mainijusies, jo ir attistijusas tehnologijas un paradijusies datu analitika. Tas nozimé, ka
biis nepiecieSamas ne tikai tehniskas un datu parvaldibas prasmes, bet arT jaunas prasmes, lai
saglabatu gramatveza profesijas konkur€tsp&ju - salidzinajuma ar citam profesijam. [3].

Ilze Palmbaha Latvijas Republikas Gramatvezu asociacijas valdes locekle, sava publikacija
atsaucas uz Sertificéto gramatvezu asociacijas ACCA pétijumu. Saskana ar ACCA redzgjumu,
nakotnes gramatveza profesionalais profils biis butiski daudzveidigaks. ACCA paredz, ka nakotné
gramatvedibas nozar€ radisies piecas apakSprofesijas:

e Datu navigators izmanto jaunas tehnologijas, lai datu analize palidz&tu uznémumam

pienemt talredzigus Ilémumus un istenot kvalitativu finanSu parvaldibu;

o Digitalas saspéles vaditajs saredz uznémuma digitalas parveides potencialu, uzlabo datu
parvaldibu un organiz€ jaunako tehnologiju ievieSanu visas uznémuma nodalas;

o Ilgtsp€jas novators meéra darba efektivitati, izverte funkciju lietderibu un uzlabo vadibas
gramatvedibu, lai sniegtu precizaku informaciju ieinteresétajam personam un lidzsvarotu
pelnas giiSanu ar pienesumu sabiedribai;

o Risku parvaldibas aizstavis uzn€émuma ienes jauna limena uzticibu un godigumu, uzlabo
darbibas caurskatamibu, veic funkciju auditus, ievie§ labako praksi un kontroles
mehanismus, nodroSinot normativo aktu ievérosanu un risinot nodoklu jautajumus. Risku
parvaldibas aizstavis aktivi piedalas biznesa stratégijas izstradg , attistiba un
ieviesana, uzlabo biznesa procesus.

e Biznesa parveidotajs uzp€muma nodroSina organizatoriskas vai finanSu izmainas un
izstrada biznesa strat€gijas, vai ari strada neliela inovativa gramatvedibas uznémuma, kas
palidz klientiem parveidot savu biznesu. [5].

Sis apakdprofesijas uzskatami parada, ka gramatvedis vairs nav tikai finansu datu registrétajs,

bet klust par datu analitiki, digitalas parveides virzitaju, stratégijas veidotaju un uzticamibas
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garantu.Tadgjadi mainas kompetencu struktira, ieklaujot digitalas, komunikacijas, ilgtsp&jas un
gtiskas prasmes.
Tab.1. NepiecieSamas gramatveza kompetences

Prasmes Kompetences

Digitalas prasmes Darbs ar digitalajam sistémam, it
kompetences

Profesionalas iemanas Dzilas zinaSanas atskait€s, nodoklos,
standartos.

Uznémejdarbibas prasmes Izpratne par biznesu, stratégiska domasana,
darbs ar riskiem.

Mikstas prasmes Komunikacija, adaptitate, kritiska domasana,
etika.

Péc Eiropas Komisijas pasiitijuma, lai atbalstitu Eiropas digitalas programmas un Eiropas
prasmju stratégijas mérkus tika izstradats ledzivotaju digitalo prasmju ietvars (DigComp).
DigComp tika izstradats ar meérki definét, attistit un noveérteét digitalas kompetences, kas
nepiecieSamas katram iedzivotajam, lai efektivi, drosi un atbildigi darbotos digitalaja sabiedriba.
DigComp nav veidots specifiski gramatveziem, bet ta piecas pamatjomas aptver universalas
digitalas prasmes, kas ir tiesi pielietojamas arT gramatveza profesionalaja darba.[6].

Tab.2. Gramatveza prasmes DigComp 2.2 ietvara

DigComp 2.2 joma GramatveZa jaunas prasmes

Informacijas un datu pratiba Datu mekléSana, kritiska analize, finanSu informacijas
novertésana.

Komunikacija un sadarbiba Attalinata sadarbiba, e-rékinu aprite, komunikacija ar IT

digitalaja vide specialistiem un klientiem.

Digitala satura veidoSana Vizualizaciju veidoSana, sist€ému automatizacija,
konfiguracija bez programmeésanas.

Drosiba Personas datu aizsardziba, dokumentu drosiba, kiberdrosibas
pamatprincipi.

Problému risinasana digitalaja | Tehnisku kltidu risinaSana, procesu analize un pielagoSana,

vide elastiba digitalaja vide.

Atbilstosi Eiropas Digitalas kompetences ietvaram DigComp 2.2 (2022), digitalo prasmju
jomas aptver ne tikai tehnisko iemanu parvaldiSanu, bet art spgju komunicet digitalaja vide, ievérot
drosibas un datu aizsardzibas principus, veidot digitalu saturu un risinat problémsituacijas. Sada
pieeja sekm& profesionalu konkurétsp&ju un pielagosanos tehnologiskajam parmainam visa
Eiropas darba tirgu.

Maksligais intelekts neaizvieto gramatvezus, bet prasa viniem attistit jaunas prasmes un
pariet uz augstaku profesionalas vértibas Iimeni. Tas nozimé€, ka maksligais intelekts ir riks, nevis
aizstajejs.

Tab.3. Ko nevar aizstat maksligais intelekts

Funkcija Kapéc maksligais intelekts neaizstas

Datu analize un interpretacija NepiecieSams uznéméjdarbibas konteksts,
izpratne par [émumu sekam.

Nestandarta lémumu pienemsana Maksligais intelekts darbojas péc modeliem,
nevis ar nenoteiktibu
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Sazina ar klientiem un valsts iestadem

Parrunas, zinojumu skaidroSana, aizstaviba

Riska novert&jums, atbilstiba tiesibu
aktiem

Likumi mainas un tiek interpretéti dazadi.

Etiska un profesionala atbildiba

NepiecieSama “cilvéciska seja” un ekspertu
vertéjums.

KOPSAVILKUMS. CONCLUSION

Gramatvezi nakotn€ biis datu parvaldnieki, konsultanti un analitiki, nevis tikai datu ievades
specialisti. Gramatveza profesija mainas lidz ar pasauli, bet tas nozime paliek nemainiga -
organizacijai vienmér ir vajadzigi cilveki, kas prot stradat ar skaitliem un parverst tos vadibas
zinasanas. Tadgjadi pastavigais pieprasijums pec profesijas tiek parveidots kvalitativi jauna Iiment.
Pieprasijums ir ne tikai p&c gramatveza, bet pec jaunas paaudzes gramatveza - elastiga, digitali
zinoSa specialista ar labi attistitam analitiskam un komunikacijas prasmém.
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ABSTRACT

Artificial Intelligence is a rapidly developing field of technology that can already significantly change the
economy, education and society, as well as provide various benefits to the economy, education and society. The range
of Artificial Intelligence tools is growing every day, also affecting the study process in universities — they are
increasingly used by both students and lecturers.

The aim of the Research is to provide insight into the legal framework of Artificial Intelligence regarding the
use of Artificial Intelligence in the study process and to promote the use of Artificial Intelligence in the study process
in accordance with the legal acts of the European Union and the Republic of Latvia regulating the field of Artificial
Intelligence.

Research tasks:

1) to analyze the legal acts of the European Union and the Republic of Latvia in the field of Artificial
Intelligence;

2) to characterize the competence of individual institutions and organizations in the field of Artificial
Intelligence;

3) to characterize current trends in the use of Artificial Intelligence in the study process;

4) to characterize possible risks in the use of Artificial Intelligence in the study process.

Keywords: Artificial Intelligence; Legal Framework; Students; Study process; Technologies
ANOTACIJA

Maksligais intelekts ir tehnologiju joma, kas strauji attistas un jau Sobrid var bitiski mainit ekonomiku,
izglitibu un sabiedribu, ka arT sniegt dazadus ieguvumus ekonomikai, izglitibai un sabiedribai. Maksliga intelekta riku
klasts ar katru dienu pieaug, ictekmg&jot ari studiju procesu augstskolas — tos aizvien pla$ak izmanto gan studgjosie,
gan docétaji.

P&tfjuma merkis ir sniegt ieskatu maksliga intelekta tiesiskaja regulgjuma attieciba uz maksliga intelekta
izmanto$anu studiju procesa un veicinat maksliga intelekta izmanto$anu studiju procesa atbilsto$i maksliga intelekta
jomu reglament&josajiem Eiropas Savienibas un Latvijas Republikas tiesibu aktiem.

Pétijuma uzdevumi:

1) izanalizgt Eiropas Savienibas un Latvijas Republikas tiesibu aktus maksliga intelekta joma;
2) raksturot atsevisku institliciju un iestazu kompetenci maksliga intelekta joma;

3) raksturot aktualas tendences maksliga intelekta izmanto$anai studiju procesa;

4) raksturot iesp&jamos riskus maksliga intelekta izmanto$anai studiju procesa.

Atslegvardi: Maksligais intelekts; Studgjosie; Studiju process; Tehnologijas; Tiesiskais regul&jums
INTRODUCTION

The Research topic is relevant and significant due to the fact that Artificial intelligence,
hereinafter — Al is a rapidly evolving field of technology that can already significantly change the
economy and society. By improving forecasting, optimizing the allocation of activities and
resources, and personalizing digital solutions available to individuals and organizations, the use of
Al can provide significant competitive advantages for companies and promote outcomes beneficial
to society and the environment, for example in security, energy, energy efficiency, infrastructure
management, education, culture, agriculture, public services, sports, justice, transport and logistics,
healthcare, and environmental monitoring.
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The aim of the Research: to provide insight into the legal framework of Al regarding the
use of Al in the study process and to promote the use of Al in the study process in accordance with
the legal acts of the European Union, hereinafter — EU, and the Republic of Latvia regulating the
field of AL

Research problem: Al users, especially in the private sector, as well as students, often lack
a detailed understanding of the legal framework for Al — the EU and Latvian legal acts governing
this area. Al solutions are becoming an essential component in various industries and sectors,
creating new risks that need to be taken into account in the development and application of the
legal acts. Errors in training or data can lead to inaccurate or discriminatory results, particularly
affecting vulnerable groups in society. To address this problem, it is important to create a safe and
reliable environment for the development and implementation of Al solutions.

Research methods: analysis of literature and information sources (content analysis),
comparative and empirical method.

BASIC THEORETICAL AND PRACTICAL PROVISIONS

Al is a rapidly developing field of technology that can already significantly change the
economy, education and society, as well as provide various benefits to the economy, education and
society. The range of Al tools is growing every day, also affecting the study process in universities
— they are increasingly used by both students and lecturers. The use of Al can provide significant
competitive advantages for students and promote results that are beneficial to society.

Al solutions are becoming an essential component in various industries and sectors,
including the study process, creating new risks that must be taken into account in the development
and application of legal acts. Al users often lack a detailed understanding of the legal framework
for AI — the EU and Latvian legal acts regulating the field of Al

EU legal acts in the field of AlL:

1) Announcement from the European Commission to the European Parliament, the
European Council, the Council, the European Economic and Social Committee and
the Committee of the Regions “Coordinated Plan on the development of Artificial
Intelligence Made in Europe” (07.12.2018) [2.];

2) European Commission White Paper on Artificial Intelligence — A European approach
to excellence and trust (19.02.2020) [3.];

3) Regulation (EU) 2024/1689 of the European Parliament and of the Council of 13 June
2024 laying down harmonised rules on artificial intelligence and amending
Regulations (EC) No 300/2008, (EU) No 167/2013, (EU) No 168/2013, (EU)
2018/858, (EU) 2018/1139 and (EU) 2019/2144 and Directives 2014/90/EU, (EU)
2016/797 and (EU) 2020/1828 (Artificial Intelligence Act) (13.06.2024) [1.];

Regulation (EU) 2024/1689 (Artificial Intelligence Act) aims to improve the functioning of
the internal market and promote the use of human-centric and trustworthy Al, while ensuring a
high level of protection of health, safety, fundamental rights, including democracy and the rule of
law, and the environment against harmful effects of Al-systems in the EU, and supporting
innovation. The European Al Office has been established at EU level.

Legal acts of the Republic of Latvia in the field of Al

1) Information report “On the development of artificial intelligence solutions” (The
Cabinet of Ministers, 04.02.2020) [6.];

2) Order No.577 of the Cabinet of Ministers of 16 July 2024 “On the National Research
Program “Analysis of the Suitability of Artificial Intelligence Methods in the Field of
European Union Fund Projects” for 2024-2025 [5.];
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3)

4)

Digital Transformation Guidelines for 2021-2027 (Cabinet of Ministers, 07.07.2021)
[7.];

Artificial Intelligence Centre Law (Saeima, 06.03.2025; entered into force on
20.03.2025) [4.]. The purpose of the Law is to create an Al technology ecosystem and
a legal framework for cooperation between the public sector, the private sector and
universities, as well as to determine the purpose of the establishment and operation
of the foundation “Artificial Intelligence Centre”, its legal status, tasks, rights,
organizational structure, sources of financing and the procedure for using the funds
allocated to it. The secretariat function of the Artificial Intelligence Centre (MIC) is
provided by the State Digital Development Agency (VDAA). Regarding the
execution of delegated state administration tasks, the Artificial Intelligence Centre
(MIC) is under the supervision of the Smart Administration and Regional
Development (VARAM).

Legal framework deficiencies:

1)

2)
3)

4)

Artificial Intelligence Centre Law [4.] only determines the competence of the
Artificial Intelligence Centre as a foundation (establishment goals, functions, tasks,
rights), but does not determine detailed Al development issues;

other external regulatory acts of the Republic of Latvia also do not determine detailed
Al development issues;

for an Al user, the provisions of the Regulation (EU) 2024/1689 (Artificial
Intelligence Act) [1.] are often too complicated and difficult to understand;

the external regulatory acts of the Republic of Latvia do not contain detailed legal
regulations on the use of Al in the study process.

Risks in using of Al in the study process:

1)
2)
3)
4)
5)
6)
7)
8)
9)

lack of information processing and in-depth analysis capabilities;

decreased critical thinking abilities;

use of unauthorized / unlicensed Al tools;

lack of compliance with ethics and data protection;

lack of common quality guidelines;

lack of skills in using Al;

overconfidence in Al, without critical analysis;

critical fields of study for using Al. For example, medicine;

what is being assessed — the student's knowledge or the solution offered by the Al tool
/ system / technology?

10) when to allow to use Al in the study process — only in the exams; only for homework;

always; never; in which study courses/study subjects?

RESEARCH RESULTS AND THEIR EVALUATION

The Author of the Research has achieved the Aim of the Research, has fulfilled the Tasks
arising from the Aim of the Research, and has investigated the Research Problem. The Author of
the Research provides conclusions and proposals arising from the conclusions.

1.

CONCLUSIONS AND PROPOSALS

In the Republic of Latvia, various development planning documents have been
approved in the field of Al and the Law on the Artificial Intelligence Centre (MIC) has
been adopted.
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Key institutions in the Republic of Latvia in the field of digital communication and Al:
Ministry of Smart Administration and Regional Development (VARAM); State Digital
Development Agency (VDAA); Artificial Intelligence Centre (MIC).

A full understanding and application of the legal framework for Al in practice promotes
the development of innovation and technology, which in turn improves the quality and
efficiency of services in various sectors, such as education, public administration, and
healthcare.

Al users often lack a detailed understanding of the legal framework for Al during their
studies — the EU and Latvian legal acts regulating the field of Al, as well as the EU and
Latvian legal acts regulating the processing and protection of personal data.

Al users should take into account the risks associated with the use of Al during the
study process and promote the improvement of Al skills in the student environment in
order to promote the development of AI technologies and ensure their ethical,
responsible and safe use.

Al users must take into account the rights of natural persons (data subjects) and ensure
the protection of the rights of natural persons (data subjects). This can be achieved by
complying with EU and Latvian regulatory enactments in the field of processing and
protection of natural persons' data.

Al users should familiarize themselves in detail with the legal framework of Al during
their studies — the EU and Latvian legal acts regulating the field of AL This can
minimize the risks of using Al and prevent possible errors in using Al.

To ensure a high-quality educational process and outcome, students need to learn
critical thinking more than ever before, while lecturers need to obtain high-quality
guidelines to assess student performance and manage the study process as a whole.
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PAR PIELAUgANU VADIT TRANSPORTLIDZEKLUS PERSONAM,
KURAS IR ALKOHOLA, NARKOTISKO, PSTHOTROPO, TOKSISKO VAI
CITU APREIBINOSU VIELU IETEKME PROBLEMATIKU

Mg. iur. Janis Ievitis, Latvija
Baltijas Starptautiska akadémija, Riga
e-pasts: janisievitis@inbox.lv

ANOTACIJA

Celu satiksmes likuma un Kriminallikuma ir noteikts atbildibas apjoms personam, kuras vada
transportlidzekli alkohola reibuma vai narkotisko vai citu apreibinoso vielu ietekmé&. Turklat, Kriminallikuma ir
noteikta atbildiba par transportlidzeklu tehnisko stavokli vai ekspluataciju atbildigajai personai par pielausanu vadit
transportlidzekli personai, kura ir alkohola, narkotisko, psihotropo, toksisko vai citu apreibinosu vielu ietekmé, ja ta
rezultata cietu$ajam nodarits viegls, vidéja smaguma vai smags miesas bojajums vai ta izraisijusi cilvéka navi. Tacu
neviena normativaja akta nav paredzeta atbildiba par pielauSanu vadit transportlidzekli personai, kura atrodas alkohola,
narkotisko, psihotropo, toksisko vai citu apreibinoSu vielu ietekmé.

ST raksta mérkis ir izpétit nepiecieSsamibu noteikt atbildibu par pielausanu vadit transportlidzekli personai,
kura atrodas alkohola, narkotisko, psihotropo, toksisko vai citu apreibinosu vielu ietekmg.

Atslégvardi: pielausana vadit transportlidzekli, par transportlidzekla tehnisko stavokli vai ekspluataciju
atbildiga persona, transportlidzekla vaditajs, kriminalatbildiba

ABSTRACT

The Road Traffic Law and the Criminal Law establish the scope of liability for persons who drive a vehicle
under the influence of alcohol or narcotics or other intoxicating substances. In addition, the Criminal Law establishes
the liability of the person responsible for the technical condition or operation of vehicles for allowing a person to drive
a vehicle under the influence of alcohol, narcotics, psychotropic, toxic or other intoxicating substances, if as a result
the victim has suffered minor, moderate or severe bodily injury or has caused the death of a person. However, no
regulatory act provides for liability for allowing a person to drive a vehicle under the influence of alcohol, narcotics,
psychotropic, toxic or other intoxicating substances.

The purpose of this article is to examine the need to establish liability for allowing a person to drive a vehicle
under the influence of alcohol, narcotics, psychotropic, toxic or other intoxicating substances.

Keywords: permission to drive a vehicle, person responsible for the technical condition or operation of the
vehicle, driver of the vehicle, criminal liability

IEVADS. INTRODUCTION

2024. gada 1. aprili pagaja 25 gadi, kops stajies speéka Kriminallikums. 25 gadi darbiba —
tas tadam likumam ka Kriminallikums, atlauSos teikt, ir brieduma gadi. Viss notiek attistiba, un
KL nav un arT nakotné nebiis izp€mums [1]. Savu nozimi ari misdiends nav zaudgjusi
Kriminallikuma tapSanas procesa izvirzitie mérki: normu savstarpgja saskanotiba, skaidriba,
sankciju savstarpg€jais samerigums [2].

Ar1 patreiz Saeimas Juridiskaja komisija norit diskusija par Kriminallikuma papildinasanu
ar 259.1 pantu, paredzot kriminalatbildibu par celu satiksmes noteikumu vai transportlidzeklu
ekspluatacijas noteikumu launpratigu parkapSanu, kas izpaudusies ka agresiva braukSana péc
kompetentas institlicijas amatpersonas atkartotas vai vairakkart€jas prasibas apturét
transportlidzekli [3].
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Mingétais liecina ne tikai par Kriminallikuma, bet par visu tiesibu normu nemitigu attistibu
ejot lidzi laikam, tapéc raksta autors izraisa diskusiju par Kriminallikuma 264. panta normas
grozijumiem.

SVARIGAKAS ATZINAS TEORIJA UN PRAKSE. BASIC THEORETICAL
AND PRACTICAL PROVISION

2022. gada 25. novembrT stajas speéka grozijumi Kriminallikuma 262. panta, papildinot to
ar pirmas dalas prim dalu, nosakot kriminalatbildibu par transportlidzekla vadiSanu vai maciSanu
vadit transportlidzekli, ja izelpota gaisa vai asins parbaude konstatéta alkohola koncentracija asints
parsniedz 1,5 promiles, vai par transportlidzekla vadiSanu vai maciSanu vadit transportlidzekli,
atrodoties narkotisko, psihotropo, toksisko vai citu apreibinosu vielu ietekmé [4].

Lidz tam personam ar transportlidzekla vadiSanas tiesibam par transportlidzeklu vadiSanu
ar alkohola koncentraciju asinis virs 0,2 vai 0,5 promilém iestajas administrativa atbildiba pec Celu
satiksmes likuma 62. panta [5].

No Generalprokuratiiras gada atskaitém par 2023. gadu redzams, ka kopuma uzsakti 2722
kriminalprocesi péc Kriminallikuma 262. panta [6], bet 2024. gada 2572 kriminalprocesi [7].

Generalprokurors J.Stukans arT uzsver, ka saskana ar Valsts policijas sniegto informaciju
2024. gada kopuma aizturéti 3173 transportlidzekla vaditaji alkohola reibuma un 149
transportlidzekla vaditaji narkotisko vielu iespaida, vél 115 transportlidzekla vaditaji no alkohola
ietekmes parbaudes atteicas [8].

No 2023. un 2024. gadu statistikas jau iesp&jams spriest par 2022. gada veikto izmainu
nepiecieSamibu, secindjums - grozijumi bija nepiecieSami, tie ir nepiecieSami ari turpmak,
iesp&jams tadel Generalprokurors masu médijos vairakkart ir rosinajis diskutet par atbildibas
piemérosanu dzerajSoferu lidzbraucgjiem [9].

Savukart Valsts policijas priekSnieks A.Ruks atbalstot diskusijas nepiecieSamibu,
vienlaikus jauta, kas bis §is pasazieris- nozieguma atbalstitaja vai nezinotajs un ka pasazieris vares
noteikt promilu daudzumu? [10]

Tapat no CSDD veidotajam kampanam - “Apguldit vieglak neka apbedit”, “Nebrauc
reibuma, dargs prieks” [11] neparprotami skan aicindjums - nelaut draugiem un pazinam braukt
reibuma.

No vienas puses diskusija par pasaziera iesp&jamo atbildibu ir vieta, tacu tai pat laika,
kade] pasazierim taksometra ir jaatbild par vaditaja ricibu, vai arT “stopetajam” jaatbild par
gadijuma transportlidzekla vaditaja ricibu?

Par taksometra pasazieri, vai “stopétaju” skan diezgan ironiski, Seit tomér jasaprot, ka no
vienkarSa pasaziera nekadu atbildibu prasit latkam nevar, jo pasaZierim pamanot, ka
transportlidzekla vaditajs ir manama reibuma ir tikai viens mérkis- atrak izkluit no transportlidzekla,
tapéc zinosana policijai var arT izpalikt.

Noverst noziedzigus nodarfjumus un citus likumparkapumus ir viens no policijas
uzdevumiem, noteiktiem likuma “Par policiju” [12], tas izriet arT no judikaturas, ar kuru secinats,
ka arT gadijumos, kad tiesibu normas nav noteikta speciala kompetenta institlicija, kas var uzlikt
pienakumu noverst parkapumu un sekot ta izpildei vai sodit par normas parkapsSanu, Valsts policijai
ir vispargja kompetence izmantot piespiedu mehanismu, lai panaktu, ka tiesibu normas tiek
ieverotas [13].

Vai pasazierim tomér var iestaties kriminalatbildiba par nezinoSanu, vai par
transportlidzeklu tehnisko stavokli vai ekspluataciju atbildigajai personai par lidzdalibu noziedziga
nodarfjuma izdariSana p&c Kriminallikuma 262. panta 1. un pirmas prim dalas?
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Jauzsver, ka atbildiba par nezinoSanu péc Kriminallikuma 315. panta augstak miné&tajos
gadijumos iestaties nevar. Noziedzigie nodarfjumi péc Kriminallikuma 262. panta pirmas un
pirmas prim dalas ir mazak smagi noziegumi, tacu atbildiba par nezinoSanu iestajas tikai tad, ja
personai ir zinams, ka tiek gatavots vai izdarits smags vai seviski smags noziegums.

Turklat, noziedzigo nodarijumu péc Kriminallikuma 262. panta nevar izdarit vienlaicigi
vairakas personas.

Kriminallikuma 20. panta pirma dala skaidro, ka noziedziga nodarijuma lidzdalibnieki ir
organiz€taji, uzkuditaji, atbalstitaji, savukart piekta dala nosaka, ka lidzdalibnieks noziedzigos
nodarfjumos saucams pie atbildibas saskana ar to paSu $a likuma pantu, kas paredz izdaritaja
atbildibu.

No minéta izriet, ka ja par transportlidzekli atbildiga persona ir pielavusi, ka kada cita
persona, kura atrodas alkohola ietekmé& vada transportlidzekli, un kurai piem&ram konstateta
alkohola koncentracija asinis virs Celu satiksmes likuma 28. panta atlauto promilu daudzuma, tad
ST persona teoretiski biitu saucama pie kriminalatbildibas p&c Kriminallikuma 20. panta ceturtas
dalas un 262. panta pirmas dalas, vai péc Kriminallikuma 20. panta ceturtas dalas un 262. panta
pirmas prim dalas, ja transportlidzekla vaditajam ir atbilstoSas kategorijas transportlidzekla
vadiSanas tiesibas.

Sada konstrukcija nav sti logiska, jo nevienai personai nevar pierakstit citas personas
alkohola ietekmes promiles, vai atraSanos narkotisko vielu ietekmé. P&c butibas transportlidzekli
nevar vadit personu grupa, tapec atbildiba ir stingri individuala.

Kriminallikuma 264. panta jau ir noteikta kriminalatbildiba personai, kura ir atbildiga par
transportlidzeklu tehnisko stavokli vai ekspluataciju, par pielausanu vadit transportlidzekli
personai, kura ir alkohola, narkotisko, psihotropo, toksisko vai citu apreibinosu vielu ietekmg, tacu
tikai tada gadijuma, ja transportlidzekla vaditajs ir izraisijis Celu satiksmes negadijumu un ka
rezultata cietusajam nodarits viegls, vidéja smaguma vai smags miesas bojajums vai ta izraisijusi
cilveka navi.

Tas attiecas ar1 uz situacijam, kad Celu satiksmes negadijumu ar cietuSajam personam
izraisa lokanaja sakabé velkama transportlidzekla vaditajs, jo par velkama transportlidzekla
vadiSanu uzskatama ar1 transportlidzekla vadiSana, ja to velk lokanaja sakab& un velkamais
transportlidzeklis kaut kada iemesla d€| pats nevar parvietoties [14].

Kura persona tad ir atbildiga par transportlidzeklu tehnisko stavokli vai ekspluataciju?

Celu satiksmes likuma 20. panta 2. punkts nosaka, ka transportlidzekla tpasnieks, valditajs
un turétdjs nedrikst dot atlauju vadit transportlidzekli personai, kura ir alkoholisko dzerienu,
narkotisko, psihotoksisko vai citu apreibinoSo vielu ietekmé, atbildibu gan Celu satiksmes likums
nav paredzgjis.

Vienigais sods, ko ir iespgams piemérot transportlidzekla ipasniekam (valditajam,
turétajam) ir paredzets Celu satiksmes likuma 51. panta astota dala par atteikSanos sniegt zinas par
transportlidzekla vaditaju vai ta tiesisko lietotaju, par ko pieméro naudas sodu transportlidzekla
IpaSniekam (valditajam, turétajam) no Cetrpadsmit lidz simt ¢etrdesmit naudas soda vienibam.

Jaatzimg, ka laika perioda no 2022. gada lidz 2025. gadam Rigas regiona ir uzsakti 914
administrativie procesi péc Celu satiksmes likuma 51. panta astotas dalas [15]. Daudz vai maz,
jautajums diskutabls, tacu fakti kopuma liecina vai, ka transportlidzekla 1pasnieks (valditajs,
turétajs) tieSam dazadu iemeslu dél neko nezina (piemeram, pameta paaugstinatas bistamibas avotu
majas pagalma un aizbrauca naudas pelna), kas gan ir maz ticams, vai iesp€ama maza soda
(atkariba no situacijas) - no Cetrpadsmit lidz simt ¢etrdesmit naudas soda vienibam, klaji nevéles
nosaukt personu, kura ir lietojusi transportlidzekli.

Atbilstosi Celu satiksmes likuma 1.panta 24.punktam transportlidzekla ipaSnieks ir fiziska
vai juridiska persona, kurai pieder transportlidzeklis. Savukart ta pasa likuma 1.panta 25.punkts
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paredz, ka transportlidzekla turétajs ir fiziska vai juridiska persona, kura uz tiesiska pamata (mantas
res, nomas, patapinajuma ligums u.c.) lieto transportlidzekli. No minétajam normam izriet, ka
transportlidzekla turétajs iepretim Ipasniekam ir ta persona, kuras riciba transportlidzeklis atrodas
un kura to arT izmanto (lieto) [16].

Interpretéjot minétas normas, jasecina, ka par atbildigo personu ir uzskatama jebkura
persona, kuras lietoSana atrodas konkretais transportlidzeklis, par atbildigo var bt arT persona,
kura konkréto transportlidzekli ir ieguvusi arT noziedziga nodarijuma cela, pieméram; zadzibas
rezultata, respektivi - persona, kuras riciba atrodas transportlidzeklis, to lieto ir noziedziga
nodarfjuma subjekts Kriminallikuma 264. panta izpratné.

Par noziedziga nodarijuma subjektu péc Kriminallikuma 264. panta var biit arT persona,
kura transportlidzekli lietoSana iegiist no auto nomas kompanijam, pieméram, “CITYBEE”.
Atbilstosi “CITYBEE” pakalpojumu lietoSanas noteikumiem, lietotajam nav tiesibu laut citam
personam vadit vai lietot Transportlidzekli, nav tiesibu nodot Transportlidzekli apak§noma, nodot
citiem jebkadas Sajos Noteikumos noteiktas tiesibas vai pienakumus [17].

Piem&ram, kompanija, kura atrodas persona un kura ir atbildiga par transportlidzeklu
tehnisko stavokli vai ekspluataciju, tiek lietots alkohols, pec ka cita, alkoholu lietojust persona
(piem., tiek konstatéta alkohola koncentracija asinis 0,6 promiles), ar atbildigas personas
piekriSanu vada transportlidzekli, izraisa Celu satiksmes negadijumu, kura rezultata iestajas
Kriminallikuma 262. panta otraja, treSaja, ceturtaja un piektaja dalas paredzetas sekas. Pie tam nav
butiski, vai transportlidzekli vadijuSai personai ir atbilstoSas kategorijas transportlidzekla
vadiSanas tiesibas, vai nav.

Mingtaja situacija transportlidzekla vaditdjam iestasies kriminalatbildiba p&c
Kriminallikuma 262. panta attiecigds dalas (atkariba no cietusajai personai nodarito miesas
bojajuma smaguma), savukart par transportlidzekla tehnisko stavokli vai ekspluataciju, atbildigajai
personai iestasies kriminalatbildiba péc Kriminallikuma 264. panta. Secigi, ja nav cietuSo personu,
tad arT atbildigajai personai nekada atbildiba neiestajas.

Lai iestatos kriminalatbildiba péc Kriminallikuma 264. panta, par transportlidzekli
atbildigajai personai nav jacenSas noskaidrot alkohola promilu daudzums vai narkotisko vielu
ietekme, pietiek, ka persona zina, ka cita personai, kurai tiek pielauts vadit transportlidzekli atrodas
alkoholisko dz€rienu, narkotisko, psihotoksisko vai citu apreibinoSo vielu ietekmé.

Pie tam, nemot véra, ka kriminalatbildiba pamata iestajas pie alkohola daudzuma asinis
virs 0,5%, (atseviSkos gadijumos gan tas ir 0,2%) kas vizuali jau ir pamanami, nemaz nerunajot
par lielaku alkohola promilu daudzu vai narkotisko vai citu vielu ietekmi.

Atbildigajai personai, pirms pielaut tas atbildiba esosa transportlidzekla vadiSanu citai
personai ir saisto$i Celu satiksmes likuma 20. panta un 28. panta prasibas.

Ja persona, kura ir atbildiga par transportlidzeklu tehnisko stavokli vai ekspluataciju,
iedod dzéruma esoSam cilvékam automa$inas atslégas, tad€jadi pielaujot, ka vin§ vada So
transportlidzekli, tad viegli izt€loties, ka §1 persona paredz Kriminallikuma 264. panta minéto seku
iestasanas iesp&ju, tomer griiti iedomaties, ka vina var vieglpratigi palauties, ka §1s sekas vares
noverst. Tadgjadi Latvija personas, kuras apzinas nodarijuma kaitigumu, dazkart izdara nodarijumu
nevis aiz noziedzigas paspalavibas, bet aiz noziedzigas neveribas, kur kaitiguma apzinasana nemaz
netiek prasita [18].

Bitiski, ka péd&o triju gadu laika nav wuzsakts neviens kriminalprocess péc
Kriminallikuma 264. panta. Ja miesas bojajumi nevienai personai nodariti nav, tad arT atbildigajai
personai nekada atbildiba neiestajas, lai gan tai pat laika transportlidzekla vaditajs tiks saukts pie
kriminalatbildibas péc Kriminallikuma 262. panta pirmas vai 262. panta pirmas prim dalas. Abos
gadijumos atbildigas personas par transportlidzekli darbibas ir identiskas - ta ir pielavusi vadit
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transportlidzekli personai, kura ir alkohola, narkotisko, psihotropo, toksisko vai citu apreibinoSu
vielu ietekmg, tikai viena gadijuma iestajas atbildiba péc Kriminallikuma 264. panta, bet cita né.

Ta ka Kriminallikuma jau ir 264. pants, kur§ paredz kriminalatbildibu par pielausanu
vadit transportlidzeklus personam, kuras ir alkohola, narkotisko, psihotropo, toksisko vai citu
apreibinosSu vielu ietekmé, ja ta rezultata ir iestajusas Kriminallikuma 262. panta otraja, tresaja,
ceturtaja vai piektaja dalas paredzeétas sekas, tad ari par pielauSanu vadit transportlidzekli bez
minéto likuma normu paredz€to seku iestasanos, atbildigajai personai butu nosakama
kriminalatbildiba.

SECINAJUMI. CONCLUSION

Lai esoSas tiesibu normas tiktu vienveidigi piemérotas, nepiecieSams veikt grozijumus
Kriminallikuma 264. panta, esoSo panta redakciju veidot ka panta otro dalu, ievieSot pirmo dalu,
nosakot, ka noziedziga nodarfjjuma sastavu veido personas, kura ir kura ir atbildiga par
transportlidzeklu tehnisko stavokli vai ekspluataciju pielausana vadit transportlidzekli personai,
kura ir alkohola, narkotisko, psihotropo, toksisko vai citu apreibinosu vielu ietekmé, izsakot to
sekojosa redakcija:

“264.pants PielauSana vadit transportlidzeklus personam, kuras ir alkohola,
narkotisko, psihotropo, toksisko vai citu apreibinosu vielu ietekmeé.

Par pielausanu vadit transportlidzekli personai, kura ir alkohola, narkotisko, psihotropo,
toksisko vai citu apreibinoSu vielu ietekmé, personu, kura ir atbildiga par transportlidzeklu tehnisko
stavokli vai ekspluataciju, — soda ar brivibas atnemsanu uz laiku lidz vienam gadam vai ar
Tslaicigu brivibas atnemsSanu, vai ar probacijas uzraudzibu, vai ar sabiedrisko darbu, vai ar naudas
sodu.

Par pielausanu vadit transportlidzekli personai, kura ir alkohola, narkotisko, psihotropo,
toksisko vai citu apreibinoSu vielu ietekmé, ja ta rezultata cietuSajam nodarits viegls, vid€ja
smaguma vai smags miesas bojajums vai ta izraisijusi cilvéka navi, personu, kura ir atbildiga par
transportlidzeklu tehnisko stavokli vai ekspluataciju, — soda ar brivibas atnemsanu uz laiku lidz
pieciem gadiem vai ar Tslaicigu brivibas atnemsanu, vai ar probacijas uzraudzibu, vai ar sabiedrisko
darbu, vai ar naudas sodu, atpemot tiesibas uz noteiktu nodarboSanos uz laiku lidz pieciem
gadiem.”
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AHHOTAIUS

B cratee paccMaTpuBalOTCS TOHSATHE KOHKITIOACHTHBIX ICHCTBHUIL, MX IPaBOBas OCHOBAa M OCOOCHHOCTH
MPaKTUIECKOTO MPUMEHEHHUS TP OPTaHU3aIMH TPYIOBEIX OTHOIIEHHH. HerpaBuipHOE TOIKOBaHNE KOHKIIOICHTHBIX
JIEHCTBUH MOXKET NMPUBECTH K OMMOKaM paboTomareneil, HECOOIIONECHUIO TPYIOBEIX JOTOBOPOB W IKOHOMHYECKUM
TOTEPSM.

KuroueBblie ¢j10Ba: KOHKIIIOJEHTHBIE JEHCTBUS, TPYAOBbIE OTHOLIEHHUS, TPYJOBOH JOrOBOP
ABSTRACT

The article focuses on the concept of conclusive actions, their legal basis and the specifics of their practical
application in organizing labor relations. Inaccurate interpretation of conclusive actions can lead to mistakes by
employers, non-compliance with labor contracts and economic losses.

Keywords: concludent actions, labor contracts, labor relations
BBEJEHHME. INTRODUCTION

Lesib JaHHOM CTaThU — PACCMOTPETH BIAMSIHUE KOHKIIYIEHTHBIX AeHCTBUI HAa H3(PPEKTUBHOCTD
TPYZOBBIX OTHOIICHHA W OCOOCHHOCTH WCIIOJNIB30BAaHHUS HMX CyOBEKTaMH TPYAOBOTO IIpaBa.
B3aumoneiictBue pabotomareneif, paOOTHUKOB, KJIMEHTOB M JPYTUX YYaCTHHUKOB TPYIOBOTO
pBIHKa 3aBUCUT OT OCOOEHHOCTEW HX TIOBeIeHHus, JAake uxX MoidaHusa. [lomaBnsroinee
OOJNBIIMHCTBO paboTodareneid — 3TO KOMMEPCAHTBI, MaTepHaJbHOH OCHOBOH JI€ATENTbHOCTH
KOTOPBIX SIBJISIFOTCS loroBopa. KoHKITyIeHTHbIE IeHCTBUS — NEUCTBUS, KOTOPbIE MPOSIBIIAIOTCS B
HEeBepOaJTbHONW TOTOBHOCTH 3aKJIIOUUTh, MPOJOJIKHTh, W3MEHUTh MM PACTOPTHYTH JIOTOBOP.
JlanHble TEHCTBUS IPUMEHSIOTCS B CaMbIX PAa3IMYHBIX OTPACIAX, U UX UCIOIb30BaHUE SBISETCS
HEOTHEMJIEMOIl YacThIO COBPEMEHHOro OW3Heca, MOCKOJIbKY OHM TO3BOJISIIOT OIpENeNiTh U
UHTEPIIPETHPOBATH MPABOOTHOIICHHS TaKe IPU OTCYTCTBUU (hopMasbHOTO cornaieHus [6; 7; 12].
Hanpumep, eciiu paGOTHUK UCIIPABHO BBIMOJIHSET CBOM TPY0BbIE 0053aHHOCTH M MOJIYYaeT 3a HUX
BO3HArpaxjaeHue, 3TO CYNTAETCA KOHKITYACHTHBIM JAEHCTBUEM, MTOATBEPIKIAIOIIUM MTPOJOJIKEHHE
TpyAOBBIX OTHOIIeHUH [16]. IlpumeHeHue Takoro AEUCTBUS OTHOCHTCA K CHUTYyallUsIM, KOTJa
CTOPOHBI JIEUCTBYIOT UJIM BEYT ce0sl TakK, KaK eciau Obl MEeXAY HUMU ObLJI 3aKIF0YEH MUChMEHHBIN
noroBop. Ho wHorma xoHkmyneHTHas ¢opma 3aKiIF0OYaeMOro J0roBopa MCIONB3YyeTCs H
HEe0OPOCOBECTHBIMHU TIpeApuHIMaTesiMu [5]. B ciydae criopa npu TpyJ0BbIX OTHOIICHUSIX 3TH
JeMCTBUSL MMEIOT BaXHOE 3HAYEHHE, MOCKOJIBKY MOTYT OBITh CBHJETEIBCTBOM 3aKJIIOUCHHS
TPYAOBOTO JOroBOpa. A B Cilydae OTKa3a OJHOW M3 CTOPOH, yalle BCEro - padoTojaTens, OT
UCIIOJIHEHUS CBOMX 0053aTENIbCTB, COBEPIIEHHBIE IEHCTBHS MOTYT CIIY>KUTh JI0KA3aTEIbCTBOM.

B /[peBneii I'penmn n Pume npeanosaranoch, 4TO 3aKIOYEHUE JIOTOBOPOB MOTJIO
IPOMCXOIUTh HE TOJIBKO B YCTHOH WJIM MUCBMEHHOM (popMe, HO M MOCPEICTBOM MOIYAIHBOIO
coriacus Wiu JAedcTBus: «manu datio» — mepenada npeaMera U «stipulatio» — mocpencTBom
OJIHOCTOPOHHUX JIEHCTBUM, HAIpUMED, KIATBA WK pykonoxkarue [1; 20]. B Hame Bpems Takas
TpaiulLds COXpaHSeTCsl B BHJE€ KOHKIYIEHTHBIX JeicTBuil. Pumckoe mpaBo BiusieT W Ha
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JaTBUIICKOE 3aKOHOIaTENbCTBO. Tak, 3aK0OH O Tpy/ie MPelyCMaTPpUBAET, UTO TPYAOBbIE OTHOIICHUS
MOTYT OBITh IIPEKpaIIeHbl 1 Ha OCHOBAaHUH (haKTUUECKUX JecTBUi paboTHHKA 1 paboToaaTens, a
HE TOJIbKO Ha OCHOBAaHWHW MMCbMEHHOTO coramenus [4, 115 ct. 5 4.].

Heo6XxoauMocTh OTIEIBHOTO pacCCMOTPEHHSI KOHKIIYJICHTHBIX NEHCTBUN B TPYAOBOM IIpaBe
BbI3BaHa CJICTYIOIIUMU TPUYUHAMHU:
1) Hanuume MHOXKECTBA HENOCTATKOB IpPH NPUMEHEHMHM KOHKIYJIEHTHBIX JCWCTBUIL:
MICUXOJIOTHYECKUX, FOPUTTIECKUX
2) ocoObie TpeOoBaHMsI K HOpPMATHBHO-TIPABOBO Oa3e
3) oKy, 10MyCcKaeMble 3aKOHOIATENIIMU U CYJbSIMU B OTHOIICHUN KOHKJIYJCHTHBIX JA€WCTBUN
4) cyIIecTBYIOIIME TPYJHOCTH y paboTonarteneld U pabOTHUKOB C OMPEICIICHHEM CHUTYaTHBHOTO
XapakTepa KOHKITYACHTHOH eATelbHOCTH
5) 0cOOEHHOCTH KOHKIIYIEHTHBIX JOIOBOPOB
6) OIMOKN YYaCTHUKOB TPYJOBBIX OTHOILLIEHUH MPHU UCIOIb30BAaHUHM KOHKIYACHTHBIX JEHCTBHIMA
7)  OCOOCHHOCTH  B3aMMOJEHCTBHS  KOHKJIYACHTHBIX  JIOTOBOPHBIX  OTHOLICHHH  C
«TPaIMIIMOHHBIMUY BUIAMU JOTOBOPOB.

MOHSATHUE, CYIIHOCTD Y BUJIbI KOHKJIYAEHTHBIX JEACTBUIA. CONCEPT,
ESSENCE AND TYPES OF CONCLUDENT ACTIONS

[ToHsiTHE KOHKJIYACHTHBIX JICHCTBUII TMOAPOOHO pPAcCCMOTPEHO aBTOpoM paHee [14].
3aKiroueHre WM MCIOJHEHHE JO0roBOpa BO3MOXHO 0€3 ero MOAMHCAHUS, JCHCTBUSAMH WU
MOJIYaHHEM. DTO O3HAYaeT, YTO JIOTOBOP CUMTAETCS 3aKJIIOUCHHBIM WM HCIIOJHEHHBIM Ha
OCHOBaHUU MOBeJeHUs cTOpoH [8; 9; 10; 11; 17; 22; 23], u B onpeaesieHHbIX CUTyalusx padboTa
MOJKET OBITh HauaTa JI0 3aKIIOYCHHS IMMCBMEHHOTO JIOTOBOPA.

BHemHuM nposiBIeHneM KOHKITYJAEHTHBIX JEHCTBUN SABIISIOTCSA:

1) ueBepOanbHbIC GOPMBI OOIICHHS: KECThI (PYKOIOXKATHE), MUMHUKA, TAHTOMHUMA, B3IJIS,
BUJI, HHOTIa ¥ Moityanue [14; 3, 1428 cr.]

2) 0COOCHHOCTH TIIOBEJCHUS JHIA (JIUI[), CBSI3aHHBIC C KOHKPETHBIMH JOTOBOPHBIMHU
OTHONICHUSIMH, HallpUMep, BBIIJIaTa 3apiuiaThl UK coOirofeHue rpaduka paboTel Oe3
3aKJTII0OYEHHUS TUCbMEHHOTO TPYAIOBOTO JOTOBOPA

Monyanue — OlHa M3 CaMbIX CIIOKHBIX (JOPM KOHKIYICHTHBIX AeiicTBuii. B JlaTBuu He
ciay4yaiiHO ObLIO TpHHATO mocTtaHoBieHne Kabunera MUHHCTPOB O T1UI1aHe JEHCTBHM TIO
BHEJIPEHUIO U MPUMEHEHUIO MPHUHIMIA «MOJIYaHHUE-COIJIacue» B aIMUHHCTPATUBHOW MpPaKTUKE
OTBETCTBEHHBIX yupexaenuii [ 18], mockompky mo ['pakgaHCKOMY 3aKOHY MOJTYaHHE HE SIBISICTCS
coOCTBeHHO cornacueM uiun HecornmacueM [3, 1430 cr.]. OHo, kak roBopsT Bo PpaHium: «ca
dépend».

CylmHOCTh KOHKJIYIEHTHBIX JeiicTBUM. [lcuxoiiornuecku 3Tu JEHCTBHUS OCHOBaHBI Ha
MIPUHITUTIAX JTOBEPHS U OXKUIAAHUS, U TI0 CYTH KOHKITYJICHTHBIE IEUCTBUS B TPYJOBOM ITPaBe MOYKHO
paccMaTpHuBaTh Kak:

* MOJYAJIMBOE 3asBJICHUE O BOJICU3BSIBICHUN WM BBIPAXKCHHUE BOJIHU, MPUBE/IIEE K COTIAIICHUIO
CTOPOH TPYAOBBIX OTHOLIEHUM

* oqHa U3 (HOPM 3aKIIOUYEHUS TPYITOBOTO JOTOBOPA, IPH KOTOPOM PaOOTHUK JEUCTBYET Tak, KaKk
ecyu OBl OH YK€ COTJTIACHIICS Ha OIpeIeTICHHBIC YCIOBHUS

* moBeqieHne paboTomarenss W pabOTHHKA, U3 KOTOPOTO SIBHO BHITEKAET HAMEPEHHE 3aKIIOUYUTH
JIOTOBOP HJIM B3SITh HA ce0sl OMpeIeIeHHbIE 0053aTeNbCTBA

* JOPUINYECKU WHCTPYMEHT, 00€CIIEUNBAIOIINI BBIMOTHEHUE W 3AIIUTY 005S3aTE€bCTB CTOPOH
TPYZOBOTO JOTOBOpa Jaxe 0e3 ero moAnucaHus
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* CUTYyaIUs, KOIJla TPYAOBbIE IPABOOTHOLIEHHS CO3/1aHbl WIIM U3MEHEHBI HA OCHOBAHUU JIeHCTBUI
00erx CTOPOH, HO CTOPOHBI IEHCTBOBAIIN TaK, KaK €CJIH OBl 3TO OBLIO 3aUKCUPOBAHO B JOTOBOPE.
[TucbmenHas ¢opma 1oroBopa cuumTaercs COOJMIOJEHHOHM, KOrja HMUCbMEHHOE NpPEJIOKEHHE
3aKJIFOYUTH JOTOBOP IMPUHATO B COOTBETCTBUU CO cTaThsiMU 39 u 41 3akoHa o Tpyne.
* IPUHLUMI MOJYAJIMBOIO COIJIACUs, IO3BOJISIOIMUI ONpENensiTh Haluyhue JOTOBOPHBIX
0053aTEIbCTB HA OCHOBE (PAKTHYECKOTO MOBENCHHs JUI (TIOJIyueHHE 3apIUIaThl, HOIICHHE
dbopMeHHOM paboueit 01K/l U T.I1.)
* JOpUIMYECKAsl KaTeropus, KOTopas OTHOCUTCS K 3aKJIIOYEHUIO JOTOBOPOB U, CIEA0BATEIBHO, K
CO3JIaHUIO 00513aTEIBCTB MEXK/ly UX YYaCTHUKaMHU
* IOpUANYECKOE MOHATHE, 0003HAYAOIEE CUTYallUH, KOTa JSHCTBUS UM MoJYaHHe pabOTHHUKA
MOTYT CUMTAThCS COIVIACHEM Ha 3aK/IIOUeHHE WM U3MEHEHUE 1I0r0BOpa
* PopuAnYecKrii (hakT (BOZHUKHOBEHUE WIIU MPOIOHKEHUE TPYAOBBIX OTHOLICHUN)

Kak nmpaBoBoe NOHATHE, KOHKITYIEHTHbIE 1€HICTBUS HHTEPIPETUPYIOTCS U IPUMEHSIOTCS 110-
pasHOMY B Pa3HBIX IPABOBBIX CUCTEMAaX, PETHOHAX U CUTYaLUsX.

KoHKyieHTHBIMM JIeHCTBHSI MOTYT OBITh HE TOJIBKO y 4YacTHBIX Jul (paboTonarenu
«(pU3UKN»), HO U y IOPUINUECKUX JHLL (IPEITPUSITHE)

Buabl KOHK/IYIEHTHBIX 1eHCTBUI

Cpenu KOHKITYJJCHTHBIX JICHCTBHI MOYKHO BBIJICJIUTH CIEAYIOIIHUE:

* 10 popMe HeBepOATbHON KOMMYHUKALIUU: 3pUTENIbHBIC U CITyXOBbIE JEHCTBUS: )KECThI, CUTHAJIBI.
VYnb10ka, pyKonoxarue, KUBOK U YBaKUTEIIbHOE IMOBEICHUE — BCE ATO MOXKET CHITPATh BAXKHYIO
poJb B oouenuu. JKectsl B pabore 6uprkeBoro Makiiepa. «bosbioi naner BBEpX» UCIOJIb3YyeTCs
HE TOJIBKO B 3JICKTPOHHOM Ccpejie, HO U KaK JKeCT OJJOOPECHHSI B peaIbHOM JKU3HH [2].

* [I0 MECTy B MEXaHM3ME IIPaBOBOIO PETyJIUPOBaHMs: B ILEIAX 3aKJIIOYEHUs, HPOAJICHHUS,
MU3MEHEHHS U PACTOPKEHHS JOTOBOPA.

* METOJIOM KOHCOJIMJIALINYU B CYILECTBYIOLIEH ITPaBOBOM cucteme:

1) oOs3arenbHbIE KOHKIYICHTHBIC JCHCTBHUS, INPEIYCMOTPCHHBIC IPABOBBIMU aKTaMH.
Hanpumep, ecin pabortonarens pasperiaeT paOOTHHKY MpOAOIDKaTh paboTy mocie
OKOHYaHHUsI €r0 CMEHBI, OH HE MOXET BIIOCIIC/JICTBUU 3asBUTh, YTO HE JKENACT TUIATUTH
pabOTHUKY, MOCKOIbKY OTpaOOTaHHOE BpeMsi MPEBBICHIIO COTJIACOBAHHYIO cMeHy [4, 68
cT.; 3, 1969 ct.]

2) KOHKJIYICHTHbBIC ICHCTBHsS, COBEpIIACMbIC B COOTBETCTBHU C IMPaBOBbIM OObluacM. B
YaCTHOCTH, pa3Mep KOMHUCCUH 3a paboTy Makiiepa, «OObIUHBII» B TaHHOM peruone [14;
13,70 cr.1.4.]

® MOJIYaHHE MOXXKHO CUMTATh COTJIACHEM, €CIM JeHCTBUS PabOTHUKA CBUIETENBCTBYIOT O TOM,
YTO OH MIOHUMAET U COTJIaCeH ¢ MPeUI0KEHHBIMU yciloBUsAMU [21], a aelicTBust paboToaarens 1o,
YTO OH MPUHUMAET BBIIIOJIHEHHYIO padoTy

* BO3MOXKHBI KOHKITYJICHTHBIE JICHCTBHS, KOHKITYICHTHOE TTOBEJICHHE U KOHKITYJACHTHBIH 00MaH,
KOrjga KOro-aM00 MOXHO HaMEpeHHO BBECTH B 3a0iyXJeHHe O0€3 YCTHBIX 3asBICHHM.
KoHkiyieHTHOE TMOBEAEHHE TaKOBO, YTO OHO MOKET HPHUBECTH K 3aKIIOYEHHMIO TPYJIOBOTO
JI0TOBOpA MJIM UHOTO coramieHus. [Ipy KOHKIyAeHTHOM oOMaHe 4eJI0BEeK JUKET He OYKBaJIbHO U
CIIOBECHO, a TIOCPEICTBOM JEWCTBUH U KOCBEHHBIX BBIpOKEHMH OOMaHa, Hampumep, O
JeCTBUTENILHOM Ka4eCTBE BBIIIOJHEHHOM paboThI

* KOHKITyJICHTHBIC ISHCTBUS 9acTO BCTPEUAIOTCS B MOOMIIBHBIX M KOMITBIOTEPHBIX MTPOTpamMMax,
B KOTOPBIX TOJb30BATENH, UCHONB3Ysd (PYHKIMH NMPUIOKEHUS WIN IIaT(HOPMBI, COBEPIIAIOT
NEeNCTBUS, CBUAETEILCTBYIOIIME 00 UX COMIaCHU C pa3paboTYUKOM WM ONEPaToOpoM
npunoxenus [19]. Ilocnexyromme AeWCTBUS MONB30BATENsA, TAKHE KAaK BXOJl B CHCTEMY HIIU
pErylsipHOE HMCIOIb30BaHHUE, TOMOIHUTEIBHO MOATBEPHKAAIOT 3TO corniacue. Tak, rmiardopmsl
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«Uber» u «Bolty BemonHsOT (QYHKIMH peanbHBIX paboTogaTeNncH, a BOAUTCIH — HE
«MapTHEPBI», KaK 3asBIBSLTN Pa3padOTYMKU ITHX TIATHOPM, a MPOCTO HAGMHBIE PA0OOTHUKH

* HCII0JIb30BaHKE PA0OTHUKAMU MPABUIILHOTO JPECcc-KO/Aa B OJICXKC - TOKA3bIBAET OTHOLICHHE K
MOTCHIIMATBHBIM KITUEHTAM, JPECC-KOJ B CBOCH «paboTe» MCIONB3YIOT U MPECTYITHUKH

* HEUCIOJHEHHE PabOTHUKOM CBOUX TPYAOBBIX O0S3aHHOCTEH M HECIIOCOOHOCTH paboTonaTens
BOCCTAHOBUTH TPYAOBBIC OTHOIICHHUS MOTYT CYHTAThCS JOCTATOYHBIM OCHOBAaHUEM IS
MpeKpanieHus: TPYJAOBbIX oTHomeHuu [3, 2193 cr.; 4, 101 cr.1.4.).

MPOBJIEMBI HCITIOJIb30BAHUSA KOHKJIYJEHTBIX JEHCTBHAI. PROBLEMS OF
USING CONCLUDENT ACTIONS

KonkiyneHTHBIE IEHCTBHS MPUMEHUMBI HE BO BCEX Ciydasx. Kak MUCbMEHHBIC U YCTHBIC
JIOTOBOPBI, KOHKJTYJICHTHBIC JOTOBOPBI JOJDKHBI COOTBETCTBOBATH OIPEICICHHBIM TPEOOBAHMIM
3aKOHOJIATEeNLCTBA, OBITh YETKO TMOHSATHBIMH U JIOKa3yeMbIMHU. Eciu J0roBop OBLI 3aKIIOYEH C
MIOMOIIBI0 KOHKJTYICHTHBIX JEHCTBUH, TO MpoOJeM He BO3HHMKAET J0 TeX MOp IOKa CTOPOHBI
JIOTOBOPA BBITIOJHSIOT BCE €T0 YCIIOBHS.

Ho B03MOXHBIMU 1pOOIIEMaMK MOTYT OBITh:

1) pa3nu4HOE TOJKOBAHWE KOHKIYIACHTHBIX NCHCTBHI M3-32 MX YaCTOH HEOIHO3HAYHOCTH.
Hampumep, >xeCThl WM BBIPQKCHHUS JIMIIA, KOTOPhIE MOTYT O3HA4aTh OJHO B OJIHOM
KYJIBTYpE, MOTYT OBITh HHTEPIPETUPOBAHBI COBEPIICHHO MO-IPYTOMY B IPYTOi KyJIbType

2) eciav KOHKJIYJCHTHbIC JEHCTBUS HE OBUTH BBIPAKCHBI JOCTATOYHO SICHO, CYI MOXKET HE
NPU3HATH JIOTOBOP 3aKJIFOYCHHBIM U OH He OYJeT UMETh IOPUINIECKYIO CHITY

3) HeKoTOpble HEeBepOalIbHbIC CHUTHAIBI MOTYT BBI3BIBATh Yy KJIMEHTOB HETaTUBHBIC
acconuanuu. HempaBWiabHO BBIOpAaHHBIH TOH TOJOCa, HEYMECTHAas MHUMHKA WIIH
HEMOAXOAIass OJekAa pPaOOTHUKA MOTYT CO3/aTh Yy KJIMCHTa BIICYATIICHUC
HenpodeccuoHanu3Ma

4) HEyMECTHOCTb KOHKJIYACHTHBIX ICUCTBHI, €CIIM 3aKOHOM YCTaHOBJICHA OINpPEIC/ICHHAS
dbopMa BoJIEU3bABIICHHUS, HATPUMED, TUCbMeHHast popma Tpy0Boro jgorosopa [4, c1.40]

5) npuMeHeHHe KOHKIYAECHTHOTO ICHCTBUS HHOTIAa TPEOYeT TOMOTHUTENbHBIX Pa3bsICHEHHH,
B pe3yJIbTaTe Yero 3aKIIFOYCHHE JT0TOBOPA MOKET OBITh OTIIOXKEHO M OTMEHEHO

6) KOHKITyJICHTHBIC JCHCTBHS MOTYT OBITh OCHOBAaHHWEM [UISi CIIOPOB, KOTJa BO3HHUKAIOT
BOTIPOCHI O TOM, JIOCTATOYHBI JIW OHU JUIS 3aKIFOUYCHUS/PACTOPIKEHUS JTHOO M3MEHEHUS
JI0roBOpa

7) B ciydae BOBHMKHOBEHHS CIIOpa CIIOKHEE CYAUTH O TPABOMEPHOCTH PabOT, COBEPIICHHBIX
Ha OCHOBAaHMH KOHKJIFOJIEHTHOT'O I0TOBOpa

8) WHOTIa BOBHUKAIOT CIIOPHI O TOM, SIBJISIFOTCSI JIK TaKKE ICHCTBUS JOKA3aTEeIbHBIMU, H KaKUE
CUTYaIlUU CUUTAIOTCS YMECTHBIMHU VISl TAHHOTO TOHSATHUS

9) eciu CMBICI KOHKJIYICHTHBIX JISHCTBUI OTIMYACTCS OT MUCbMEHHOTO JOTOBOPA, OHU TAKIKE
MOTYT ObITh OCHOBaHMEM CIIOPA U CO3JaI0T HEOOXOAUMOCTh UX TOJIKOBAHUS CYI0M

10) mpaBoBasi HEOIPECICHHOCTh HM3-3a OTCYTCTBUS YETKUX (DOPMYIUPOBOK M HAJIMUYH TaK
Ha3bIBAEMBIX OTKPBITHIX OMNpEAETIeHUH OTHOCHTEIBHO TOTO, KAKO€ MMEHHO IOBE/IEeHHE
MOYKHO CUMTATh OCHOBOMW 3aKJIFOUEHUS, U3MEHEHHS WJIH PACTOP>KEHUS JIOTOBOPA.
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METO/bI PEHIEHUS TPOBJIEM, CBSI3AHHBIX C UCITIOJIb30BAHUEM
KOHKJIYJIEHTHBIX JEMCTBHUIA. METHODS OF SOLVING PROBLEMS RELATED
TO THE USE OF CONCLUDENT ACTIONS

OcHOBOH MPUMEHEHUS AHHOTO BUJAA JIEHCTBUI B TPYAOBOM IpaBe SIBISIFOTCS JOBEpHE U
NOHMMaHue MEeXIy paboromarensMu U paboTHHKamMu. Ho 4TOOBI IpeaoTBpaTUTh BO3MOXKHBIC
HETraTHUBHBIE MOCIEJACTBUS UX MPUMEHEHHS CYIIECTBYIOT Pa3jHuYHbIe METOJbI, KOTOPbIE MOXKHO
UCTIOJIb30BaTh B MPAKTHKE TPYAOBBIX OTHOUICHUH. A UMEHHO:

1) TmarenpHOE ONpENENeHHE YCIOBUIl TPYIOBOTO JIOrOBOpa U HCIOJIb30BAHUE
JIOTIOJIHUTEIbHOM TOKYMEHTAlUH

2) ISl IPUCBOEHUS KOHKIIYICHTHBIM JEHCTBUAM (DOPMBI aKIienTa HE0OXO0JMMO, YTOOBI OHU
ObUIM COBEpPILIEHBI HAa YCIOBHAX, YKa3aHHBIX B JOTOBOPE

3) B wensx 6€30MacHOCTU ClielyeT YOeIUThCs B COTJIaCHM BCEX YYACTHUKOB JOTOBOpA U B
WX B3aUMOIIOHUMAHHH

4) cynebHas MpakTUKa U IOJUKATypa SIBISIOTCA CYIIECTBEHHBIM 3JIEMEHTOM Ipoliecca
IPaBOBOTO TOJIKOBAHMS KOHKJIYIEHTHBIX JIEHCTBHI: pEIIEHHUs Cyla M CO3JIaHHE TpeIeIEHTOB
MOMOTAIOT TOHATh, KAaKHE CHUTYal[Md CUMUTAIOTCS KOHKIYJIEHTHBIMHU JIOTOBOPAMU U KAaKOBBI
KPUTEPHH UCTIOIH30BAHUS KOHKITYICHTHBIX JICHCTBHMA

5) paboTHHKM © paboToAaTeNd JOJDKHBI OBITh MPOMH(OPMHPOBAHBI O MpHEMaAX
KOMMYHHKAIIMH BO N30eXaHue HEJOPa3yMEHHI U TATbHEHIINX Cy/IeOHBIX pa30upaTeIbCcTB

6) cya 4acTo omMpaeTcs Ha UCTOPHIO OTHOLIEHHH pabotomarens u pabotHuka. Eciu ux
YCIIEIIHOE B3aUMOJICHCTBUE MPOJOIDKACTCS B TEUCHHE JOCTATOYHO JUTHUTEIHHOTO BPEMEHH, CY/
MOJKET OCYUTATh, YTO UMEET MECTO KOHKITYIEHTHBIH JOTOBOP

7) oco00e BHUMaHHE CIEIYET yIACNATh KyIbTYPHBIM H KPOCCKYJIBTYPHBIM OCOOCHHOCTSIM, a
TaKKe peryasipHoMy oOyueHHuio nepcoHana >Q¢peKTUBHOMY HeBepOaTbHOMY OOIIEHHIO, B T.4.
npo¢eCCHOHATBLHBIM JKECTaM M HaBbIKaM KOMMYHUKAIIUH B IIPOIECCE TPYIOBOM JEATEIILHOCTH

8) 00BEeKTHBHAsA OLIEHKA KOHKPETHBIX pabO04YMX CUTyallMid M OOCTOSITENHCTB, B KOTOPBIX
UMEJIM MECTO COBeplIaeMble AEHCTBHs. DTO BKIIOYAET B ceOs OLEHKY KOHTEKCTa IOBEIEHUs
paboTHHKa U paboToAATEN, a TAKXKE YUeT HOPM 3aKOHa, 00bIYaeB U CyJe0HOM MPAaKTUKU

9) Hanuuue MpsAMBIX U KOCBEHHBIX JIOKA3aTENbCTB OyAET MCIIOJIB30BAHO VIS pa3pelIeHUs
cropa 00 HCMONB30BAaHUM KOHKIYAEHTHOTo neicTBusa. Crola MOTYyT BXOAWUTH MUCHbMEHHBIE
JIOTOBOPHI, APYTHe JOKYMEHTHI, 3aIMCH KaMep BHICOHAOIIOICHNS, TIOKa3aHUs CBHIETEIICH

10) cymecTByIOT IOPUAMYECKHE CIIOCOOBI 3alUThl YYaCTHUKOB TPYJOBOIO JIOrOBOpa OT
BO3MOYKHBIX HETaTUBHBIX MTOCIIEICTBUI KOHKITYACHTHBIX JICHCTBHA:

* IpeiBapUTENIbHOE COrJalleHne 00 MCIIOIb30BaHUM TaKUX ACHCTBUIM

* W3ydYeHHWE W NPUMECHEHUE H3BECTHOW HMH(OpPMAIMM O KOHKIYACHTHBIX NEHCTBHUAX W
MOCTEACTBUSIX UX IPUMEHEHUS

* [OpUAMYECKAs TIOMOIIb M KOHCYJIbTAllMHd IOPHUCTOB, COLMAIBHBIX IICHXOJIOTOB W
CHELHUATHUCTOB MO0 KPOCC-KYJIbTYPHBIM BOIPOCAM

DTO MO3BOJIUT MPUHUMATH MPABWIIBHBIC PEIICHHUS O NEHCTBUIX, KOTOPhIE MOKHO CUHTATh
KOHKITyJICHTHBIMU, U TIOHUMATh IOPUANYECKHE TMOCIEACTBUS M PUCKH, CBSI3aHHBIE C TaKUMU
JIEUCTBUSIMU.

11) ucnonp3oBaHue PEryJIIPHOrO OOIIEHHS MEXTy CyObEKTaMU TPYAOBBIX OTHOILICHHIHA

12) ouenka (pakTHUECKHUX M IPABOBBIX ACIEKTOB CUTYallMd, B KOTOPOW MPOUCXOIUIH
KOHKJTIOJICHTHBIE IEHCTBUS, U UX BIMSHHUE HA PE3yJIbTaThl TPy

13) wucmonmp30BaHME WCKYCCTBEHHOTO WHTEIUIEKTA Uil aHalW3a W HWHTEPIPETAuu
KOHKITYJICHTHBIX JCHCTBHIA, TMOBBIIMIEHUS TOYHOCTH M MPEIOTBPAIICHHS HX HEMPABUIHLHOTO
UCTIOTh30BaHUSI.
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BbIBO/IbI. CONCLUSIONS

1) KOHKJIyICHTHBIC NCHCTBHSI SBJISIOTCS CYIIECTBEHHBIM 3JIEMEHTOM TPYAOBBIX OTHOIICHHN M
o0ecreynBaroT rHOKUI MEXaHU3M 3aKITIOUEHHS ¥ TOJIKOBAHUS TPYJOBBIX JOIOBOPOB

2) npUMEHEHHE KOHKIYICHTHBIX JCHCTBUI moMoraeTr paboromareism ooecrnedntsb 3hhekTuBHOE
yIpaBiieHue pabounM MpoLIeccoM

3) KOHKJIYJECHTHbIC ACHCTBUS MPHU3HAHBI U UCIIOJIL3YETCS BO MHOTHX CTpaHax, UX MPUMEHCHUE
MOYKET BapbUPOBATHCS B 3aBUCUMOCTH OT MECTHBIX NPABOBBIX CHCTEM, CyJAeOHOW MpPaKTUKU U
TpaauLINiA

4) 1uenecooOpa3HO BHECTH M3MEHEeHHs B crarbio 1428 I'paxnanckoro 3akona JlatBum «Boms
MOJKET OBITh BbIpaXK€Ha KaK SIBHO, TaK U Mod4Yay. M3 3TON cTaThu UCKIIIOUUTH CIOBO «MOJIYa» U
JIOTIOJTHUTD 3TY CTAThIO CIIOBAMU «KOHKITYJICHTHBIMU ACUCTBUSMU»

5) HeoOXOAMMO YYHUTBHIBATh BO3MOJXKHBIC HETaTHBHBIC MOCJIEACTBUS TPH HCIOIb30BAaHUN
KOHKJTY/ICHTHBIX JIEHCTBUH B TPYAOBBIX OTHOIICHHSX W MPUMEHSTH 3TH JCHCTBHS 3aKOHHO M
pa3yMHO, 4TOObI H30€KaTh BO3MOXKHBIX CIIOPOB B OyayIeM

6) paspelieHue CIIOPOB OTHOCUTEIBHO KOHKJIYICHTHBIX ACHCTBUI OOBIYHO OCYIECTBISICTCS Yepes3
rOCY/IapCTBEHHYIO TPYAOBYIO HCHEKIUIO, CyJ WM MHOW OpraH pa3pelieHHsi CIOpPOB C y4ETOM
HAJINYHS JJOKA3aTeIbCTB

7) TH NEWUCTBUSA 3HAUMMBI, MMOCKOJIbKY MOTYT OBITh CBUIETEIHCTBOM 3aKIIOUEHHUS TPYIOBOIO
JIOTOBOPA WJIM TIPUHATHS/HENPUHATHS U3MEHEHUS €r0 YCIOBUI

8) Ig TUpemOTBpANICHUS WM YMEHBIICHHUS BO3MOXKHBIX HETATHBHBIX  IOCIEICTBUIN
UCTIOJIb30BaHUSI KOHKIYJCHTHBIX JEHCTBHI MOTYT HCIOJB30BATHCS pA3IMYHBIE METOABI H
MPUEMBI, TAKHE KaK TUCbMEHHOE HJIM TEXHUYECKOE JOKYMEHTHPOBAHUE U PACHIMPEHHOE OOIICHHE
MEXIy CyOBEKTaMHu TPYOBBIX OTHOIICHHH.

CIIACOK UCITOJIb30BAHHOM JUTEPATYPBI 1 HHBIX HCTOYHUKOB MTH®OPMAIINN.
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ANOTACIJA

Cilvektiesibu aizsardziba brivibas atnemsanas vietas ir viens no katras valsts un pasas sabiedribas galvenajiem
uzdevumiem, jo tas atspogulo tiesiskas un demokratiskas sist€émas limeni. Darba zinatniska novitate saistita ar Latvijas
sodu izpildes sistémas problému vispusigu izpéti caur nacionalas un starptautiskas likumdosanas prizmu. Galvenais
secinajums ir tads, ka, lai gan sodu izpildes sist€ma ir diezgan attistita, joprojam ir dazas problémas, kuras vél nav
atrisinatas.

Atslégvardi: brivibas atnemsana, cilvektiesibas, notiesatie, ieslodzijuma vietas
ABSTRACT

The protection of human rights in places of deprivation of liberty is one of the main tasks of any state and
society itself since it reflects the level of the legal and democratic system. The novelty of the scientific work lies in the
comprehensive examination of the problems of the Latvian penal system through the prism of national and international
legislation. The main conclusion is that, although the enforcement system is quite advanced, there are still some
problems that have not yet been solved.

Keywords: custodial sentences, human rights, convicts, prisons
IEVADS. INTRODUCTION

Pédgjo gadu laika Latvijas ieslodzijuma vietu sistéma ir notikuSas daudzas parmainas,
pieméram, ieslodzito skaits laika posma no 2019. Iidz 2023. gadam samazinajies no 3414 Iidz 3271,
bet uz 100 tiikstoSiem iedzivotaju - no 179 lidz 175 [15];

Nemot véra Sos datus, var secinat, ka pédéjo gadu laika valsts sodu izpildes sisteéma ir
Verojamas pozitivas tendences, bet nemot vera, ka Latvijas Sodu izpildes kodekss ir daudzkart
parskatits, lai to humanizetu, §is analizes rezultati liecina par nepiecieSamibu turpinat centienus
modernizet sodu izpildes sistemu, pielagojot to misdienu prasibam un cilvéktiesibu standartiem.

ST pétijuma markis ir analizét eso$os ieslodzito tiestbu un brivibu aizsardzibas mehanismus
caur nacionalo un starptautisko tiesibu aktu prizmu, ka art saprast, kadas problémas pastav sodu
izpildes normativaja regulgjuma un praksé. Petijuma tiek izmantotas vispargjas zinatniskas
pétniecibas metodes, ka ari tiesibu normu interpretacijas metodes. P&tijuma tiek analizéti un
izverteti dazadu starptautisko organizaciju atzinumi, ka art tiek pétiti praktiskie piemeri.

SVARIGAKAS ATZINAS TEORIJA UN PRAKSE. BASIC THEORETICAL AND
PRACTICAL PROVISION

No teoréetiska viedokla Latvijas tiesiskais mehanisms ir attistits, jo valsts ir parakstijusi un
ratificgjusi tadus dokumentus ka Vispargja cilvektiesibu deklaracija un Eiropas Cilvektiesibu
konvencija, kas garanté katras personas personisko tiesibu un brivibu ievéroSanu, ka ar1 aizliedz
dazada veida spidzinasanu, savukart Latvijas Republikas Satversme nosaka valsti ka demokratisku
un tiesisku valsti, kurai jaievero cilvektiesibas, tostarp ieslodzijuma vietas [1;2;3].
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Eiropas Padomes Spidzinasanas noveérsanas komiteja apsekoja C€su nepilngadigo
audzinasanas iestadi, noradot, ka kameras ir labi aprikotas un tiras. Ieslodzitie ieguva vidgjo
izglitibu, piedalijas teatra un miizikas pulcinos, sportoja un gandriz visu dienu vargja tikties ar
radiniekiem, tomér brivdienas viniem bija ierobezots laiks briva daba. Eiropas Savienibas
Pamattiesibu agentiira atzim¢ja arT to, ka ieslodzitie tiek informéti par savam tiesibam, kas ir ipasi
svarigi arvalstniekiem, tomér viniem reti tiek nodroSinati video zvani ar tuviniekiem. Personiga
higi€na bija labi uzturéta, un ieslodzitie sanéma tiru apaksvelu un dvielus, ka arT uzturs ir labs - tr1s
siltas maltites diena un piekluve dzeramajam @idenim; griitniec€m un vegetarieSiem tiek
nodroSinats atsevisks uzturs [7;9].

Neraugoties uz pozitivajiem aspektiem, Latvija saskaras ar kritiku, jo ne vienmér tiek
ieveroti tadi kriminalsodu pamatprincipi ka aizsardziba pret spidzinaSanu un diskriminacijas
aizliegums, jo vispirms 2019. gada European Prison Observatory sniedza atzinumu par to, ka tika
konstateti ne tikai vardarbibas fakti starp ieslodzitajiem, bet arT noradija uz problémam, kas saistitas
ar muza ieslodzitajiem, proti, to, ka Sai grupai nav strukturétas pieejas izglitibai un/vai
nodarbinatibai, un tie ieslodzitie, kuri iesniegusi apelacijas, joprojam tiek turéti kameras gandriz
neierobezotu laiku, un viniem nav atlauta saskarsme ar citiem ieslodzitajiem [5;6].

Ieslodzito saskarsmes probléma turpinajas art 2020. gada, kad to skatija Satversmes tiesa,
kura iesniedzgjs apgalvoja, ka ieslodzito mijiedarbibai ir pozitiva ietekme un ta veicina ieslodzito
resocializaciju, kur sadu apgalvojumu atbalstija tikai Tiesibsargs un Latvijas Cilvéktiesibu centrs,
tacu valsts iestades iebilda pret So ideju, pamatojoties uz to, ka $adas saskarsmes varétu mudinat
ieslodzitos atkartoti izdarit noziegumus [14].

Probleémas ieslodzito vidi ar to nebeidzas, bet tiesi otradi — tas turpina attistities, kad 2024.
gada Eiropas Cilvektiesibu tiesa atklaja ieslodzito hierarhiju, kur zemako kastu parstavji tiek
paklauti pazemojumiem un viniem ir ierobezota piekluve pamata resursiem, pieméram,
mediciniskajai aprtipei vai €dnicai, un, pamatojoties uz zinojumiem, kas sanemti no starptautiskam
un nacionalam institicijam laika posma no 2012. Iidz 2022. gadam, Tiesa atzina, ka valsts
neaizsargdja Sos ieslodzitos un necentas atrisinat problému, tad€jadi parkapjot Eiropas
Cilvektiesibu konvencijas 3. pantu, un dazus meéneSus vé€lak naca klaja Eiropas Padomes
SpidzinaSanas novérSanas komitejas oficialais zinojums, kura ari tika konstatéta kastu sistémas
pastavésana, kura priviligétie ieslodzitie ekspluaté zemakas Skiras ieslodzitos, un pedgjo siidzibas
tiek apspiestas, baidoties no vardarbibas [6;11].

Kastu sistémas jautajumi un vardarbiba ieslodzito vidi rada jautajumu par tiesibam uz
kvalitativu veselibas apriipi. Teoretiski likumdoSanas baze ir uzbiivéta diezgan labi, proti Latvijas
Sodu izpildes kodekss 78. un 78.% panti nosaka, ka ar brivibas atnemsanu notiesatajiem mediciniska
apriipe tiek nodroSinata par valsts budzeta lidzekliem, taja skaita neatlickama zobarstniecibas
palidziba. Eiropas Padomes Ieteikumos Rec (98)7 ir uzsvérta ieslodzito iesp&ja sanemt medicinisko
apriipi 24 stundas diennakti un pietickama mediciniska personala pieejamiba lielajos cietumos,
tapat arT Latvijas Republikas Satversme garante veselibas aizsardzibu un tiesibas uz medicinisko
minimumu [1;2;3].

Prakse situacija ir atSkiriga. Augstaka tiesa 2020. gada izskatija Jelgavas cietuma ieslodzita
lietu, kurs stidzgjas par nekvalitativu zobarstniecibas apriipi, sterilizacijas trikumu un arstéSanas
kav&jumiem, tacu tiesa vina siidzibas noraidija, atsaucoties uz pieradijumu trikumu, tomér 2024.
gada Eiropas Savienibas Pamattiesibu agentiira sniedza pretéju atzinumu Augstakajai tiesai,
noradot, ka $aja cietuma ieslodzitajiem ir loti problematiski sanemt medicinisko apriipi nakti, tapec
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personai ir jagaida Iidz darba dienas sakumam, turklat Latvijas cietumos ir liels medicinas
personala triikums un liels skaits vakan¢u mediciniskaja apriipé [13;7].

Probléemas ar mediciniskas apripes sanemsSanu brivibas atnemsSanas vietas pauda arl
Latvijas Republikas Tiesibsargs. 2023. gada tika public€ts zinojums, kura konstatétas problémas
Jekabpils cietuma, kur, lai gan ieslodzitajiem bija pieejama mediciniska palidziba, no
mediciniskajiem dokumentiem nevargja saprast, cik kvalitativa bijusi apripe, jo uzskaite bijusi
neskaidra un nepreciza. Svétdienas nestradaja arstniecibas personas, kas ne tikai padarija
neiespéjamu kvalitativas mediciniskas palidzibas sanems$anu, bet ari radija medicinisko
medikamentu uzkrasanas un lietosanas risku personiskam vajadzibam, ka ar1 bez pamatojuma tika
noziméta dazadu antipsihotisko lidzeklu lietoSana [10].

Sis divas problémas miis noved pie galvena jautajuma par ieslodzito tiesibu aizsardzibu —
resocializacijas iesp&jamibu. Tadgjadi saskana ar Latvijas Sodu izpildes kodekss 4.pantu soda
izpildes merkis ir ieslodzito resocializacija, ieverojot vinu personiskas tiesibas un brivibas [5].

No praktiska viedokla resocializacijas programmai ir divéjada daba, jo, no vienas puses, ka
to atzimé profesors Vitolds Zahars, resocializacijas programmam ir svarigs cietumu vadibas
aspekts, ka arT secina, ka ieslodzito resocializacija palidz socializét cilvéku un atgriezt vinu
sabiedriba, tadejadi samazinot recidiva Iimeni un paradot, ka sods tiek izpildits humanos apstaklos,
kas nodroSina ieslodzitajiem tiesibas reintegracijai sabiedriba, bet, no otras puses, profesors atzimé
resocializacijas programmu nepilnibas, kas izpauzas ka finans€juma un personala trilkums, un ne
visos cietumos var nodrosinat efektivu resocializacijas programmu, ka ar1 pasai sabiedribai var but
negativa attieksme pret tiem, kuriem ir bijusi sodamiba un kuri sodu izcieta ieslodzijuma forma

[8].

Autors var piekrist profesora viedoklim, Ipasi tur, kur tika konstatétas nepilnibas, uz kuram
noradija gan starptautiskas, gan nacionalas organizacijas. Piem&ram, 2018. gada Augstaka tiesa
izskatija viena Rigas Centralcietuma ieslodzita stidzibu par ieslodzijuma vietu parslodzi un sliktu
ventilaciju un apgaismojumu, kas, vinaprat, pasliktinaja dzives apstaklus. Augstaka tiesa noradija,
ka apgalvojums par kameru parslodzi neatspogulo cilvéktiesibu un brivibu parkapumu, jo janem
vera ne tikai kameras platiba, bet arT faktiskas parvietoSanas iesp€jas un pats kameras planojums,
savukart attieciba uz ventilaciju Tiesa uzskatija, ka kamera tika nodroSinata dabiska ventilacija, ko
ieslodzitie vargja regulét, un nebija pieradijumu, ka iesniedzg&js siidz€jas par sliktu ventilaciju [12].

Pretgjs viedoklis bija European Prison Observatory, kur vértgja ieslodzijuma vietu stavokli
Latvija, noradot, ka lielaka dala no tiem ir vecaki par 115 gadiem un tikai 16% ir atjaunoti.
Daugavgrivas cietums Daugavpili izcelas ar sliktiem sanitarajiem apstakliem un ventilacijas
trikumu, kas parkapj ieslodzito tiesibas, savukart Latvijas Republikas Tiesibsargs secinaja, ka
resocializacija ir nepietiekama, un netiek aizsargatas muZza ieslodzito tiesibas un brivibas. Lai gan
kameras ir tiras un kartigas, tas ir parak mazas, un retas psihologiskas nodarbibas neatbalsta vinu
garigo stavokli. Ieslodzitie var stradat, tacu Sis darbs ir neregulars un slikti apmaksats [9;10].

Pamatojoties uz visu iepriek§ mingto, autors secina, ka, lai gan valsti ir izveidots labs
cilvektiesibu aizsardzibas mehanisms, tomér starptautiskas un nacionalas organizacijas norada, ka
joprojam nav atrisinati bitiski jautajumi, 1pasi attieciba uz attieksmi pret notiesatajiem un vinu
tiesibam, kas liek logiski domat par nepieciesamibu moderniz&t sodu sistému.
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PETIJUMA REZULTATI UN TO IZVERTEJUMS. RESEARCH RESULTS AND THEIR
EVALUATION

P&tijuma rezultati liecina, ka, lai arT Latvijas sodu izpildes sistéma attistas un vérojams labs
progress attieciba uz nepilngadigajiem un savlaicigu informesanu par tiestbam un pienakumiem,
joprojam neatrisinati paliek biitiski jautajumi, Tpasi attieciba uz attieksmi pret ieslodzitajiem un
vinu tiesibam. Gan nacionalo, gan starptautisko organizaciju novértgjumi izcel tadas problémas ka
vardarbiba ieslodzito vidi, sliktas kvalitates mediciniska apriipe, un joprojam pastav jautajums par
cietumu €ku atjaunosanu. Kopuma novértgjums liecina, ka, neraugoties uz daziem pozitiviem
aspektiem, joprojam nav atrisinatas sist€miskas problémas, kas ietekmé centienus resocializét
ieslodzitos un vél vairak humanizet un demokratiz&t sodu izpildes sisteému.

KOPSAVILKUMS. CONCLUSION

1. Latvijas ieslodzijuma vietu sist€ma, lai gan tai ir dazi pozitivi aspekti, joprojam uzrada
butiskus trikumus ieslodzito cilvektiesibu aizsardziba, jo 1pasi attieciba uz medicinisko
palidzibu vai kastu sisteému ieslodzito vid.

2. Ir steidzami nepiecieSamas visaptverosas reformas, lai risinatu sist€émiskas problémas, ko
konstatgjusas dazadas valsts un starptautiskas iestades, jo pasreiz€jie mehanismi nav
pietiekami, lai nodroSinatu ieslodzito tiesibas un cienu.

3. Konstatgjumi liecina, ka valsts nav pieskirusi pienacigu prioritati So cilvéktiesibu parkapumu
noversanai, tapec ir nepiecieSama aktivaka pieeja, lai uzlabotu apstaklus brivibas atnemsanas
vietas.
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ABSTRACT

Modern trends in improving higher education in Ukraine are focused on quality assurance, internationalisation
and digitalisation. Comparison of the results of the student and faculty surveys conducted in 2021 and 2025 indicates
an expanded understanding of the factors of effective higher education. Against the backdrop of the ongoing war, new
demands are being made on the university environment, which should be psychologically supportive, focused on
human needs, fundamentalisation of knowledge and teacher leadership.

Keywords: digitalisation, fundamentalisation, internationalisation, psychological competence, quality
assurance, stress resistance, teacher leadership

AHHOTALIS

CyuyacHi TeHJeHLIT BJOCKOHAJICHHS BHIIOT OCBITH B YKpaiHi 30cepe/keHi Ha 3a0e3MeyeHH] SKOCTi OCBITH,
iHTepHalioHati3auii i undposizauii. [lopiBHAHHS pe3ynbTaTiB aHKETYBaHHS CTY/ACHTIB 1 BUKJIA/Ia4iB, IIPOBEICHOTO Y
2021 1 2025 pp., BKa3yIOTh Ha PO3MUPEHHS ySBICHb PO YUHHUKA €()EeKTUBHOI BUIIOT OCBIiTH. Ha Tii mpooBKeHHS
BilfHU (POPMYIOTHCS HOBI 3aIUTH JI0 YHIBEPCUTETCHKOTO CEPEAOBHINA, STKE MA€ OYTH IICUXOJIOTIYHO MiATPUMYBAITLHIM,
OpIEHTOBAaHUM Ha JIFOJICHKI IOTpeOH, GyHIaMEHTAI3aIlil0 3HAHb Ta BUKJIAAAIBKE JIiJEPCTBO.

Karouosi ciioBa: mudposizaris, GpyHIaMeHTali3alis, iHTepHaioOHai3a1lis, ICHX0JI0Ti9Ha KOMIICTEHTHICTB,
3a0e3MeUeHHS AKOCTi, CTPECOCTIHKICT, BUKJIAAANBKE JiIEPCTBO

INTRODUCTION

The higher education system in Ukraine is undergoing transformational processes due to
both global and national challenges, in particular the armed aggression of the Russian Federation.
In this context, there is a need for a comprehensive study of current trends in the improvement of
higher education, which determine new priorities in the management, content, forms and methods
of organising the educational process. The relevance of the study is stipulated by the need to form
a high-quality, flexible and sustainable system of higher education capable of responding to the
challenges of wartime, as well as to provide training for the post-war restoration of the state.

The purpose of the study is to identify the leading trends in the improvement of higher
education in Ukraine in the context of modern transformations and to compare the perceptions of
the academic community regarding these trends that dominated in the period before the outbreak
of a full-scale war (2021) and in the context of its ongoing impact (2025).

The research included an analysis of theoretical sources and an empirical study of the
positions of the main subjects of the educational process — students and lecturers.
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The study methods included: analysis and synthesis of scientific and regulatory sources, a
questionnaire survey to study the perception of key trends in improving higher education in
Ukraine, and a comparative analysis of the results of the 2021 and 2025 surveys. The questionnaire
survey was conducted at the National Technical University “Kharkiv Polytechnic Institute”
(Ukraine) and covered 146 respondents (94 students and 52 lecturers) in 2021 and 155 respondents
(112 students and 43 lecturers) in 2025.

BASIC THEORETICAL AND PRACTICAL PROVISION

According to the modern scientific and educational paradigm, the transformation of higher
education in Ukraine is driven by the need to ensure, in particular, the quality of education, its
internationalisation and digitalisation. These aspects, which have remained relevant in the
European and global educational space over the past decade [1, 2, 5, 6], remain important for
Ukrainian society.

At the same time, the military situation has led to the actualisation of new challenges — the
growing role of psychological competence, the need to fundamentalise knowledge and the need to
develop teacher leadership.

Theoretical analysis shows that ensuring the quality of higher education requires not only
compliance with formal standards, but also the implementation of a student-centred approach that
focuses on the needs, activity and personal development of students [3]. The internationalisation
of higher education is seen as a process of including universities in the global academic space,
which involves mobility, international academic cooperation, and the introduction of English-
language programmes [6]. Digitalisation, in turn, includes the intensive introduction of digital
technologies, distance learning platforms and artificial intelligence into the educational process [2,
5].

Concurrently, during the war, the need to strengthen the psychological competence of
participants in the educational process, including the development of stress resistance, emotional
self-regulation, communication skills and psychological well-being, has increased significantly [8].
The need to fundamentalise knowledge is related to the need to train highly qualified specialists
for the fields of defence, security, engineering, healthcare and infrastructure reconstruction.

At the same time, teacher leadership can be important for improving education, as it
improves the quality of the teacher's work and the institutional capacity of the organisation where
the teacher works [7]. Teachers with developed teaching leadership are agents of change [7], and
leadership itself is associated with meeting the psychological needs of students [4].

RESEARCH RESULTS AND THEIR EVALUATION

During the research, a questionnaire survey was conducted among Ukrainian students and
teachers at NTU “KhPI” in 2021 and 2025. The purpose of the survey was to identify the
peculiarities of the respondents' perception of the most relevant trends in improving higher
education in these periods. The survey included the following questions:

1. In your opinion, what are the most important directions for improving higher
education in Ukraine?
2. Do you think it is necessary to develop teaching leadership in the higher

education system as a factor of its improvement?

In 2021, the survey results showed that 82% of respondents (70% of students and 94% of
lecturers) identified quality assurance in education as the main direction of development.
Internationalization was named a priority by 65% of respondents, and digitalization by 59%.
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In 2025, the priorities have changed. The quality of education was closely linked to
digitalisation in the responses, which is explained by the distance learning in Kharkiv in the current
conditions in Ukraine. In their answers, 70% of students and 81% of teachers linked one trend to
the other.

It should also be noted that 77% of respondents noted the need to develop psychological
competence (in particular, 88% of students and 64% of teachers), 69% — indicated the need to
fundamentalise knowledge, and 62% — noted the importance of strengthening student-centred
learning.

Respondents in 2025 paid special attention to teacher leadership: 53% of all respondents
(47% of students and 65% of teachers) indicated that developing teacher leadership is a prerequisite
for improving the quality of education, motivating students, and creating a supportive educational
environment. Compared to 2021, when this figure was only 18%, the increase is significant and
indicates a rethinking of the role of the teacher in the modern educational space. At the same time,
respondents stressed that a teacher leader is able not only to transmit knowledge, but also to inspire,
support, develop critical thinking and promote students' psychological well-being.

Compared to the results of 2021, there has been a significant increase in attention to the
humanitarian and emotional dimension of education, reflecting the adaptation of the higher
education system to military challenges. At the same time, the areas of quality assurance,
digitalisation and internationalisation have not lost their relevance, although they have undergone
some changes in line with current demands.

CONCLUSION

The results of the study showed that current trends in the improvement of higher education
in Ukraine are characterised by dynamics that reflect both global and national challenges. Quality
assurance, internationalisation and digitalisation remain important guidelines for educational
policy, but the current situation in the country has highlighted additional priorities — the
development of psychological competence, fundamentalisation of knowledge, student-centred
learning and, especially, teacher leadership.

Teacher leadership is emerging as a central factor in the modernisation of the educational
process, combining innovation, value orientation, emotional support for students and responsibility
for the quality of knowledge. Increased attention to this aspect indicates a growing understanding
of the role of the individual teacher as an agent of change in higher education. The development of
leadership in teachers will not only improve the quality of education, but also contribute to the
formation of a psychologically safe educational environment.

Thus, the improvement of higher education in Ukraine in the coming years should be based
on a balanced combination of innovative, humanitarian and security approaches. The higher
education system should become not only a tool for professional training, but also a space for the
development of a stress-resistant, responsible and leadership personality capable of effective work
in the face of uncertainty and post-crisis recovery of the state.
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