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IEVADS

Pétijjuma aktualitate. 20. gadsimta 90. gadu sakuma visa pasaulé

paradijas jauns termins — elektroniska komercija. E-komercija, plasaka
termind - e-bizness pilnigi mainija tradicijas biznesa darbibas un attistiba,
dodot iesp&jas pardot, pirkt, piedavat un sanemt, sniegt informaciju un
nodro§inat atbalstu attalinati, biznesa pusém netiekoties, veidojot efektivu
precu un pakalpojumu, sanemsanu un naudas apriti.
Paradas jautajums, vai visi uznémumi sp&j noorientéties jaunajos apstaklos
un izmantot jaunas ekosist€mas sniegtas prieksrocibas. Rodoties kaut kam
jaunam, biezi vien iet boja vecais tradicionalais un ierastais. Elektroniska
jeb digitala vide maina pasaules sabiedribu, tas savstarp&jas attiecibas,
ekonomikas attistibas principus un pasu ekonomiku.

Vairakos arzemju zinatnieku pé&tijumos atzits, ka e-komercija var
pozitivi ietekmet jebkura veida uznéméjdarbibas jomu Viens no e-
komercijas pétniecibas pamatlicgjiem, D. Saffejs (Dave Shaffey), jau 2003.
gada defingja galvenas priekSrocibas, ko sniedz digitala vide
uzneémejdarbibas attistiba un noteica galvenos e-komercijas izmanto$anas
virzienus, nosakot, ka digitalas vides priekSrocibas batiski sekmé
uznéméjdarbibas konkur€tspgjas attistibu. A. Kucerjavijs (Andrew
Kucheriavy) (2014) uzskatija, ka bez veiksmigas Interneta vietnes nav
iesp€jams attistit biznesu pat regionala limeni, nerunajot par nacionalo un
globalo.

E-komercijas attistibas un tas ietekmes uz uzp€méjdarbibu
pétnieciba lielu ieguldijumu ir devusi tadi pétnieki, ka E.Turbans (Andrew
Turban), W.Tapscots (Tapscot), D.Shafeijs (Dave Shaffey), K.Laudons
(Kenneth Laudon), K.Travers (Carol Traver), T.Larsons (Tanner Larssons)
un loti daudzi citi autori, kas savos p&tfjumos ir pieversusies e-komercijas
izmantoSanai  biznesa attistibai un uznemgjdarbibas efektivitates
paaugstinasanai.

Paslaik notiek apstiprinasanas process nakama perioda politikas
planoSanas dokumentam “Digitalas transformacijas pamatnostadnes 2021.-
2027. gadiem”, kas paredz dazada veida aktivitates un uzdevumus valsts
digitalizacijas procesa attistibai, tom&r padzilinatu petijumu, lai pamatotu
strat€gisko dokumentu ieklauto virzienu attistibu Latvija joprojam trikst.

Tapat Latvija trukst zinatniskas literatiiras latvieSu valoda par e-
komercijas attistibu, faktoriem, kas to ietekm@, situacijas analizes un
konkrétu rekomendaciju uzn@mumiem digitalas vides izmantosana.

P&tijums balstas uz hipotézi, ka pastav vairaki faktori, kas pozitivi
ietekmé e-komercijas izmanto$anu un, izanalizgjot tos, ir iespgjams noteikt
svarigakos, kas veicinatu regionalo uznéméjdarbibas izaugsmi un
efektivitati MVU sektora.
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Pétijuma objekts elektroniska komercija, bet pétijuma
priekSmets — faktori, kas ietekm& e-komercijas izmantoSanu
uznéméjdarbiba regionalaja MVU sektora Latvija.

No hipotézes izrietoSais pétijuma meérkis ir noteikt faktorus,
kuriem ir vislielaka ietekme uz e-komercijas izmantoSanu regionalo MVU
sektora Latvija, lai pozitivi ietekmétu regionalas uznémeéjdarbibas attistibu.

Risinamie darba uzdevumi pétijjuma mérka sasnieg$anai:

1. pétit e-komercijas darbibas zinatniski teorétiskas pamatnostadnes
un noteikt e-komercijas darbibas un ietekmes uz uznémeéjdarbibu
principus;

2. apkopot e-komercijas darbibas tiesisko regul&jumu, analizgjot to
SkerSlus e-komercijas attistibai, un noteikt priekSlikumus ta
uzlabosSanai;

3. analizet situaciju e-komercijas izmantosana MVU sektora Latvija
un Eiropa, noteikt galvenos faktorus, kas labvéligi ietekme e-
komercijas izmantoSanu uzne€mejdarbibas attistiba;

4. izstradat attistibas scenarijus MVU attistiba, izmantojot e-
komercijas attisttbu veicinoSo faktoru ietekmi, sagatavot
rekomendacijas e-komercijas izmantoSanas sekméSanai Latvija
MVU sektora.

Pétijumu uzdevumu risinasanai izmantoti EK normativie un
strategiskie planos$anas dokumenti, LR likumi un stratégiskas planoSanas
dokumenti, MK noteikumi, CSP dati, SM un VARAM publicétie dati,
Valsts pétjumu programmu INTERFRAME-LV, un reCOVery.LV
projektu pétijuma dati, Latvijas un arvalstu zinatnieku publicétie petjjumu
rezultati par promocijas darba t€mu, teorétiska un analitiska literatiira un
citi informacijas avoti, kuri noradtti literatiiras saraksta.

Merka sasniegSanai promocijas darba izklasts ir strukturSts Cetras
nodalas ar apaksnodalam. Apjoms promocijas darbam zinatniska doktora
grada zindatnes doktors (Ph. D.) iegti$anai ekonomika un uznémgjdarbiba ir
146 lapas. Darba ieklautas 10 tabulas, 59 atteli, 9 pielikumi, izmantoti 204
bibliografiskie un informacijas avoti, t. sk., 168 anglu valoda.

Pétijumu metodes

Promocijas darba meérka sasniegSanai un uzdevumu risinaSanai tika
lietotas $adas petijumu metodes:

e monogrdfiska jeb aprakstosd metode izmantota, lai,
pamatojoties uz zinatniskajam atzinpdm un teorijam par e-
komerciju, veidotu teor€tisko diskusiju un interpretétu
pétijuma rezultatus;
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e analizes un sintézes metode izmantota, lai petitu problému
elementus un veidotu sakaribas;

e indukcijas metode izmantota, lai no atseviskiem faktiem vai
elementiem veidotu kopsakaribas un zinatniskos pienémumus;

e dedukcijas metode izmantota, lai sistematizétu un izmantotu
empiriskus datus;

e korelacijas analize izmantota, lai apkopotu un analiztu
Latvijas uzp@me@ju anketeéSanas datus par e-komercijas
izmantoSanu un faktoriem, kas veicina e-komercijas
izmantoSanu uznémgejdarbiba;

e Statistikas datu analize tika izmantota, lai analizétu ES un
Latvijas statistikas datus par digitalas vides izmanto$anu

e ekspertu interviju metode izmantota, lai noteiktu faktorus, kas
ietekm€ e-komercijas izmantosanu un izstradatu attistibu
scenarijus MVU uzpémumu uznéméjdarbibas veiksmigai
attistibai;

e SVID analize izmantota Latvijas MVU sektora analizei;

e hierarhiju analizes metode, lai noteiktu faktorus, kas dod
vislielako pozitivo ietekmi uz e-komercijas attistibu, un
izstradatu iesp&jamos attistibas scenarijus.

Pétijuma novitates

1. Analiz€ts normativais regulgjums, kas ietekmé e-komercijas
izmantoSanu uznémeéjdarbiba;

2. Apkopoti un analizéti faktori, kas ietekm& e-komercijas attistibu
Latvijas regionalajos MVU;

3. Piedavati attistibas scenariji, izmantojot e-komerciju veicino$o
faktoru attistibu un to ietekmi uz uznémeéjdarbibu;

4. Sagatavotas rekomendacijas valsts, pasvaldibu un nevalstiskajam
organizacijam e-komercijas izmantoSanas veicinasanas
pasakumiem, kas pozitivi ietekmétu regionalo MVU sektora
ekonomisko attistibu.

Zinatniskais nozimigums

1. Definéts faktoru kopums, kas ietekm& digitalas vides un e-
komercijas attistibu Latvija;

1. Izverteti faktori, kas ietekme& e-komercijas izmantoSanu un to
ietekme uz uznémejdarbibu.

Tautsaimnieciskais nozimigums

Promocijas darba rezultati ir izmantojami EM darba, gatavojot ricibas

planus nacionalas ekonomikas attistibai un eksporta veicinasanai.
Promocijas darba rezultatus var izmantot planoS$anas regioni, regiona
attistibas planu sagatavoSanai. Darba rezultati ir biitiski paSiem mazajiem
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un vidgjiem uznémumiem, kas var izmantot sagatavotas rekomendacijas un
scenarijus savas uznéméjdarbibas un eksporta talakai attistibai. Tapat
rezultatus var izmantot augstskolas planojot studiju programmu attistibu un
uznémumi, kas nodarbojas ar cilvekresursu sagatavosanu darba tirgum.

Aizstavamas tezes

1. E-komercija var biitiski uzlabot uzn@muma attistibu, padarot tos

efektigakus finansu, laika un cilvékresursu ekonomijas joma.

2. Latvija ir nepiecieSamais normativais reguléjums e-komercijas

attistibai.

3. Latvija ir attistita infrastruktiira e-komercijas attistibai regionalaja

MVU sektora.

4. Svarigakie faktori e-komercijas attistibai regionalo MVU sektora ir

socialie un tehnologiskie faktori.

Promocijas darba temas ierobezojums
Latvija pétita ka viens regions atbilstosi regionu NUTS otra limena
klasifikacijai, savukart e-komercijas izmantoSanu uznémumos analizeta,
izmantojot datus par Latvijas regioniem un novadiem. P&tijjuma priekSmets
ir MVU, jo tie sastada 98% no visiem Latvija aktivi stradajosiem
uznémumiem.

Datu pieejamiba. Latvijas regionu ekonomiskas un e-komercijas
izmantoSanas raksturo$anai tika izmantoti CSP, VARAM, UR, SM,
INTERFRAME-LV, reCOVery.LV projektu realizacijas laika apkopotie dati
laika perioda no 2009. Iidz 2021. gadam. P&tijuma netick analiz&ti
uzn@mumu ieks§€jie procesi un to izmainas e-komercijas un e-biznesa
ietekme.

Pétijuma veikSanas periods
Pettjuma veikSanas periods ir laika posms no 2013. lidz 2021. gadam.

Autores promocijas darbs izstradats Valsts pétfjumu programmas
,Latvijas mantojums un nakotnes izaicinajumi valsts ilgtsp&jai” projekta
,,Latvijas valsts un sabiedribas izaicinajumi un to risinajumi starptautiska
konteksta ~ (INTERFRAME-LV)”,  Valsts pétijumu  programma
“Ekonomiskais, politiskais un juridiskais ietvars Latvijas tautsaimniecibas
potenciala saglabasanai un konkur€tsp&jas pieauguma veicinaSanai péc
pandémijas izraisttas krizes (reCOVery-LV)” sadala “E-komercijas
attistibas un papira aprites mazinasana péc pandémijas izraisitas krizes” un
“Liepajas Universitates akadémiska personala pilnveide stratégiskas
specializacijas jomas - dabas zinatnes, matematika un informacijas
tehnologijas, maksla, socialas zinatnes, komerczinibas un tiesibas” projekta
Nr. 8.2.2.0/18/A/021 ietvaros.
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1. E-KOMERCIJAS BUTIBA UN NOZIME JAUNAS
EKONOMIKAS ATTISTIBA: TEORETISKO

ASPEKTU ANALIZE
Noda/as saturs izklastits 13 lappusés, kuras ielautas 1 tabulas un 5 atteli.
lzvirzita teze: E-komercija var bitiski uzlabot uzpémuma attistibu, padarot
tos efektigakus finansu, laika un cilvekresursu ekonomijas joma.

Pirmaja nodala ir apskatiti faktori, kas ietekmé e-komercijas attistibu,
analizeti dazadu autoru viedokli par e-komercijas rikiem un metodém
ietekmei uz uznéméejdarbibu, apskatitas jaunas ekonomiskas vides iespgjas
un attistibas perspektivas.

1.1. Digitalas vides attistiba un e-komercijas izveidoSanas

90. gadu sakuma pasaule iepazina WWW — vispasaules jeb globalo
timekli (savienotu hiperteksta dokumentu sistému), kurai piekliist,
izmantojot Internetu ar dazadu parlikprogrammu palidzibu. Tas deva
iespgju attistities visdazadaka veida elektroniskajiem medijiem — timekla
lapam, kuras var saturet tekstualo, grafisko, audio un video informaciju,
nodrosinot piekluvi visplasakajai auditorijai (Howe, 2012). 1999. gada e-
komercijas attistiba iegdja jauna faz€, sakot piedavat preces un
pakalpojumus arT citiem komercialiem uznémumiem (B2B), ne tikai
privatpersonam, ka tas bija lidz §im (B2C) (Chaffey, 2019). Péc 2001.
gada saka strauji attistities e-parvaldes, c-komercija (collaboration
commerce) jeb sadarbibas komercija e-izglitiba, m-komercija (mobile
commerce — izmantojot GSM/GPRS tehnologisko tiklu) un daudzi citi e-
komercijas paveidi (Tapscot, Williams, 2008). Praktiski katra joma atrada
savu attistibas nisu digitalaja pasaulé. So periodu vairaki pétnieki, it ipasi
ASV, tai skaita E.Turbans, D.Kings un J.Langa (Turban et al., 2011)
uzskata par E-komercijas pirmo paaudzi, kad attistfjas tirdznieciba,
pakalpojumu sniegSana, uznémumu ieks$gjo procesu optimizacija un
starpuzn@mumu sadarbiba un informacijas apmaina elektroniskaja vide.
Saja perioda izveidojas un atfistijas vairakas e-komercijas jomas, kuras
var klasificet un iedalit vairakas grupas.
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1.1.att. Mazumtirdzniecibas darijjumu B2C pieaugums globalaja tirgi

Lai saprastu e-komercijas iesp&jamo potencialo izplatibu, ir nepiecieSams
paliikoties uz Interneta lietotaju skaitu pasaulé. 2019. gada sakuma
pasaule péc Global Digital 2020 zinojuma datiem bija 7.6 miljardi
cilveku, tad Interneta lietotaju skaits bija 4.3 miljardi pasaules
iedzivotaju, kas sastada 57% no visiem pasaules iedzivotdjiem.
ledzivotaju skaits pasaule palielinas ar tendenci 1.1% gada, bet Interneta
lietotaju skaits pieaug par 9.1% katru gadu (Global Digital, 2020). Tas
norada, ka e-komercijas potencialo paterétaju skaits digitala vide
nepartraukti aug.

1.2. E-komercijas un e-biznesa jédzieni. E-komercijas veidi un
to pielietojums

Pedgjo 25 gadu laika attistijusies jauna sféra. Biznesa darbibas vide
no vienkarsakas finansu, precu un pakalpojumu pardosanas ir pargajusi
daudz sarezgitaka procesa, ko dévé par elektronisko biznesu (Epstein,
2008). Lai veicinatu e-komercijas attisttbu un ievieSanu it Ipasi mazo un
vid€jo uznémumu sektord, jo tadu ir vairakums, PTO 2013. gada
defingja: “E-komercijas transakcijas var notikt starp uzpémumiem,
majsaimniecibam, individiem, valdibam un citam publiskajam vai
privatajam organizacijam. Sis transakcijas ietver pasiifijumus timekIi,
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ekstraneta vai elektroniska datu apmaina, parasti neieklaujot rikojumus,
ko nosiita telefoniski, pa faksu vai manuali drukatus e-pastus” (e-
Commerce in Developing..., 2013). E-komercijai attistoties un aptverot
aizvien plasakas funkcijas, ir radies termins — e-bizness, kuru Laudons
(Laudon, 2004) tiek, defing ka “galveno biznesa procesu transformaciju
izmantojot Interneta tehnologijas”.

Savukart, 2003 gada, izstradajot “Koncepciju par elektronisko
komerciju”, Latvijas Republikas Ekonomikas ministrija defingja e-
komerciju tas Saurakaja butiba “...ir precu un pakalpojumu tirgo$ana
elektroniskajos tiklos” (EK, 2003), kas p&c savas biitibas atbilst visiem
iepriekSmingtajiem e-komercijas defingjumiem, toties bitiski saSaurina
tas darbibu. Saja sakara arf viss , kas attiecas uz e-komercijas normativo
regul&jumu Latvija tiek apskatits tas Saurakaja nozime. Turklat e-biznesa
ievieSana nenozimé vienkarsu eso$o procesu elektronizacija un parnesanu
uz tehnologijam un digitalo vidi, bet gan to pilnveido$anu, uzlabosanu un
vienkar$osanu, izslédzot nevajadzigos biznesa procesu posmus. E-bizness
ietver arT uznémumu iek$€jo procesu parvaldibu, izmantojot IKT (Janice,
2004).

Laudons un Travers savas pédg¢jas publikacijas (Laudon, Traver, 2016) e-
komercijai ir defin&jusi septinas galvenas prieksrocibas, kas biitiski
ietekmé e-komercijas straujo attistibu un iespieSanos praktiski visas
tautsaimniecibas, publiskas parvaldes un sabiedribas savstarp&jas
komunikacijas jomas:

1. Visuresamiba (ubiquity) — Interneta un timekla tehnologijas ir
pieejamas jebkura, vieta uz zemes, kosmosa ieskaitot, gan darba,
gan majas, publiskas vietas, turklat to izmanto$anu pielauj dazada
veida elektroniskas ierices, sakot no datoriem, beidzot ar
pulksteniem (I-watch).

2. Globala piekluve (global reach) — tehnologijas piedava piekluvi
visplasakajai informacijai un pakalpojumiem, neraugoties uz
valstu robezam, naciondlajam un religiskajam atskiribam.

3. Universalie standarti (universal standards) — Internets piedava
pilniba unificétus datu parraides un citus tehnologiskos standartus,
kas darbojas visa pasaul@ un ir pieejami ikvienam.

4. Satura pilniba (richness) — saturs tiek piedavats visplasakaja
tehnologiskaja klasta: tekstuala informacija, attéli, fotografijas,
audio un videodatnes, balss un videoparraide.

5. Mijiedarbiba (interactivity) — tehnologijas strada savstarp&ja
sadarbiba ar lietotajiem, piedavajot abpusgju saikni.
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6. Informacijas koncentrésana (information density) — tehnologijas
dod iesp&ju krietni palétinat informacijas izstrades un ieguves
izmaksas un uzlabot kvalitati, nodrosinot su, konkrétu
informacijas sanemsanu 1sa laika spridi.

7. Personalizacija/ pielago$ana (personalization/ customisation) —
tehnologijas dod iesp&ju personalizét informaciju un zinas, sitot
tas plasam masam un individualiem lietotajiem.

Autore pati pievieno vél vienu biitisku prieksrocibu, kas piemit e-
komercijai:

8. Meérktiecigums (targeting) — iesp&ja loti precizi sasniegt
paredz&to mérkauditoriju globala tirgus apstaklos.

E-komerciju ir iesp&jams klasificet arT pec tirgus dalibnieku savstarpgjas
mijiedarbibas starp tiem, nemot vera, kada mérka grupa savstarpgji
sadarbojas ar citu grupu (Rosen, 2008).

Ja pasos pirmsakumos izveidojas pieci galvenie e-komercijas veidi atkariba
no to dalibniekiem, tad laika gaita e-komercijas veidi turpina attistities,
savstarpg€ji mijiedarbojoties, tirgus dalibniekiem, tehnologijam un e-
komercijas mediju veidiem (skat.1.1.tab.).

1.1.tabula

E-komercijas veidi atkariba no sadarbibas dalibniekiem

Sapeméjs > Valsts Uznémums Klients -

(G) (B) patérétajs (C)

Piegadatajs

Valsts (G) G2G G2B G2C

Uznémums (B) B2G B2B B2C

Klients -

pateretajs (C) | C2C c28 c2c

Avots: autores veidots péc Turbon, 2011

Autore sava promocijas darba uzskaita 16 dazadas elektroniskas komercijas
modifikacijas un uzsver , ka ik gadu attistoties tehnologijam veidojas
aizvien jaunas e-komercijas modifikacijas, kas lauj uzpE€mumiem,
privatpersonam un publiskajam organizacijam efektivak savstarpgji
komunic@t un nodrosinat preces un pakalpojumus savai mérka auditorijai.
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1.3. Jaunas digitalas ekonomikas ietekmigo faktoru
teoréctiskais pamatojums

Virkne pasaules zinatnieku, kas nodarbojas ar digitalas vides attistibas
un tas pétniecibu, izvirzija teoriju par Vikinomikas (Wikinomics)
veidoSanos. Vieni no atpazistamakajiem zinatniekiem, kas péta
Vikinomikas veidoSanas procesus, ir D. Tapskots un A.Viljams (Tapscott,
Williams, 2006), kas paredzgja, ka sabiedriba iesaistisies informacijas
radiSand un bis gatava ar to dalities. Optimiz&jot uznémuma ieks$gjos
procesus un sadarbibu ar argjiem partneriem, logistikas kédém un
komunikaciju ar esoSo vai potencialo klientu, rodas iesp&ja ieekonomét
iek$gjos finansu un cilvekresursus, kas netiesa veida rada finanSu resursu
ekonomiju un iespgju piedavat preces plasakam klientu lokam, piedavajot
1&taku cenu, pasam neradot sev zaudéjumus (Shalhoub, Quasimi, 2006).

Jauna biznesa vide — ekosistéma — ir izveidojusies un turpina veidoties
dazadas wvalstis nedaudz atSkirigi, bet attisttbu nosaka galveno
priek$noteikumu esamiba un attistibas pakape:

e Interneta un telekomunikaciju pieejamiba plasam
sabiedribas masam,

e Vertibu dematerializacija. Attistoties informacijas un
zinasanu sabiedribai, radikali mainas sabiedribas savstarpgjo
attiecibu modelis,

o Izglitoti cilvékresursi. Bez izglitotiem cilvékiem ka darba
resursiem jaunu tehnologiju ievieSana un attistiba pilniba nav
iedomajama un iesp&jama,

¢ Globalizacija. Ar Interneta un jauno tehnologiju starpniecibu
var sniegt pakalpojumus un pardot preces globalaja tirgi
jebkuram potencialajam pircéjam un lietotajam.

Jaunas ekonomiska ekosist€ma izmaina tirgus ekonomikas biitibu, radot
vairakas priekSrocibas, kas padara taja darbojoSos uznémumus
konkurétspgjigakus un efektivakus un piedava vairakas prieksrocibas no
kura visnozimigaka no ekonomiska viedokla ir Uzpémuma rentabilitates
un efektivitates paaugstinaSana. Visas citas jaunas biznesa vides
prieksrocibas summeéjas un noved pie galvenas e-komercijas prieksrocibas,
kapéc e-komercija attistas un strada, — uzn€muma pelnas paaugstinasanas.

1.4. E-komercijas attistibu ietekmgjoSie faktori
Varda “faktors” pirma izmantoSana ir piefiks€ta 17.gs. (The Merriam-
Webster Dictionary, 2019), un tam tiek sniegti vairaki skaidrojumi:
- Faktors — “ietekmg&joss spéks, iemesls, paradiba, procesu
attistibas nosacijums, cé€lonis” (Akadeémisko terminu datu
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baze, 2020);

- Faktors — “bitisks, nepiecieSams apstaklis, nosacijums, kas
ietekmg€, nosaka procesu vai paradibu” (Letonika, 2020);

- Savukart Kembridzas vardnica (Cambridge, 2020) skaidro, ka
“faktors ir fakts vai situacija, kas ietekmée kaut ko”.

Analizgjot termina “faktors” definicijas un pielietojumu, autore
secina, ka faktors ir biitisks procesa attistibas apstaklis, kas ietekmé& kadas
lietas vai jomas attistibu vai degradaciju.

Autore sava pirmaja petijuma (Pless, Gudele, 2007), balstoties uz Eiropas
un Baltijas valstu Interneta attistibas analizi, defingja, ka noteicosie faktori,
kas ietekm€ digitalas vides attistibu, Interneta un uz ta bazeto pakalpojumu
attistibu, ir $adi:

1. Tehnologiskais faktors,

2. Labklajibas faktors,

3. Izglitibas limena faktors,

4. Valsts politikas faktors.
Vairaki autori savas publikacijas, salidzinot attistito valstu un jaunattistibas
valstu e-komercijas un digitalas vides attistibu, pieméram, Choshin and
Ghaftfari, 2017; Sebora et al., 2009, min Sos faktorus, kaut gan uzsver, ka to
ietekme un seciba sava nozimiguma mainas. Sridhars (Sridhar and Sridhar,
20006) piedava attistitakajas valstis e-komercijas attistibas ITmeni noteikt p&c
telekomunikaciju infrastruktiiras attistibas, iedalot vairakos apakspunktos,
kas lauj noteikt pasa faktora attistibas pakapi, ka iedzivotaju skaits, kas
izmanto Internetu, interneta pakalpojumu kvalitate, datu parraides atrums,
tapat nemot véra datu dro§ibas aspektu, regul&jumu, maksajumu metodes
Interneta un kultliras iezimes, lietotaju uzvediba. Kalini¢s (Kalinic, 2016),
analiz€jot e-komercijas ietekm&joSos faktorus Serbija, kur vesturiski
tehnologijas un ekonomika attistijas Iidzigi ka Latvija, arT uzsver $o paSu
Cetru galveno faktoru ietekmi uz e-komercijas attistibu, situacija liela mera
bija lidziga ka no lietotaju, ta no uznémumu viedokla. Vangs un Liu (Wang
and Liu, 2015) paraléli augstakmin&tajiem faktoriem min vél vienu batisku
faktoru — kulttoras faktoru, kas bitiski ietekmé gan pasas digitalas vides
attisttbu, gan $1s vides izmantoSanu no lietotaju viedokla. Vangs un Liu
(Wang and Liu, 2015) kopuma piedava analizét 12 faktorus, kas ietekme
digitalas vides un e-komercijas, attistibu, pievienojot visiem
augstakmingtajiem vel grupu ar socialajiem faktoriem. Katra valsti viens
vai otrs faktors izpauzas ar lielaku vai mazaku svaru. Izanaliz&jot vairaku
petnieku darbus, autore piedava savu redz&jumu par faktoriem, kas ietekmé
e-komercijas izmantoSanu sabiedriba un uzn&méjdarbiba (skat.l.1.att.).
Turpmaka So faktoru analize ir aprakstita darba 3. un 4. nodalas

32



Avots: autores veidots
1.1.att. Faktoru Kkopas, kas ietekme e-komercijas attistibu

Autore piedava Cetrus galveno ietekméjoso faktoru blokus, kas veidojas no
vairakiem apak$ faktoriem. Dodot Siem faktoriem noteiktu svaru, ir
iespgjams izvertet digitalas vides attistibas [imeni ne tikai valsti, bet arT tas
noteikta regiona vai pasvaldiba, kas batiski uznémeéjdarbibas attistibai arpus
lieliem biznesa centriem, kads Latvija ir Rigas pilséta.

Veésturiski svarigaka ir tehnologisko faktoru kopa, jo bez tiem digitalas
vides attisttba vispar nav iespgjama. Nakama bitiskaka faktoru kopa, kas
ietekmé digitalas vides veidoS$anos un e-komercijas attistibu, ir ekonomisko
faktoru kopa. Organizatorisko faktoru kopa ir nozimiga digitalas vides
un e-komercijas attistibai. ST kopa ietver valsts politiku, kas var pozitivi vai
negativi ietekmét digitalas vides un e-komercijas attistibu. Socialo faktoru
kopa nosaka, ka un cik daudz sabiedribas locekli var izmantot digitalas
vides un e-komercijas sniegtas prieksrocibas.



2. E-KOMERCIJAS PAKALPOJUMU UN RIKU

NORMATIVAIS REGULEJUMS UN TA
IEVIESANA

Nodalas saturs izklastits 21 lappuse, kuras ielauta 1 tabulas un 2 attéli.

Izvirzita

téze: Latvija ir nepieciesamais normativais reguléjums e-

komercijas attistibai.

Darba otraja nodala ir apskatiti galvenie normativie akti, kas regule
digitalas vides izmanto$anu un ietekmé e-komercijas attistibu. Saja nodala
tiek noteikti problematiskie punkti, kas ietekmé e-komercijas attistibu un
izmantoSanu Latvija un piedavati risinajumi situacijas uzlabosanai.

Tiesibu aktus, kas regulé elektronisko vidi, ir iesp&jams klasificét un
iedalit dazadas grupas:

1.

Tiesibu akti — publiskas varas institlicijas tiesibu normu jaunrades
akti (Satversme, konstitucionalie likumi, likumi, kodeksi, Ministru
kabineta noteikumi, pasvaldibu saistoSie noteikumi);

Prieksstati par elektronisko vidi - tie nav reglamentgjoSie
dokumenti, tacu tie ir avoti, no kuriem ir iespEams git
informaciju, kas nepiecieSama elektroniska vides, tas kultiras,
tradiciju un darbibas pamatprincipu izzinaSanai;

Dazadu starptautisko  organizaciju izstradatas vadlinijas,
rekomendacijas un priekslikumi - Sie dokumenti nosaka principus,
ko valstis brivpratigi var piemérot tiesibu jaunrades procesa. Tie
ietver dazadu valstu tiesibu aktu aprakstus, problému vértéjumu un
risinaSanas metodes. Centralas starptautiskas vadlinijas ir,
pieméram, Apvienoto Naciju Organizacijas (ANO) Ekonomiskas
sadarbibas un attistibas organizacijas (UN OECD) vadlinijas par
informacijas sistému drosibu, ka arT rekomendacijas kriptografijas
politka un ANO Starptautiskas tirdzniecibas komisijas
(UNCITRAL - United Nations Commission on International
Trade Law) elektroniskas komercijas vadlinijas;

Nozares standarti ir vél vairak pakartots jédziens neka principi un
vadlinijas, tau ir gadijumi, kad tiesibu akti balstas uz kadu
noteiktu standartu (Smite u.c., 2005).

Tapat nozimigs ir teritoriju attistibas un politikas planosanas dokumentu
kopums, uz ka pamata tiek izstradats tiesiskais regul&jums.
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ES ligumi

Starptautiskie [Tgumi
Regulas Stratagijas
Direkiivas Pamatnostadnes
Lémumi .
Rekomendacijas, atzinumi Sta.rpt:autiskms
mérogs
Satversme
Likumi Latvijas attistibas stratsgija
MK noteikumi Naciondlais attfstibas plans
Ar likumu vai MK Pamatnostadnes
notetkumiem pienemti . Konceptualais zinojums
starptautiskie ligumi Nac-l_ona.la.ls Nacionald pozicija
mérogs
Pasvaldibas
1lgtspgjigas
Pagvaldibu attistibas strategija
saistodie noteikumi Vietsiais ma Pasvaldibas
1et&jals mérogs attistibas
programma

Avots: autores veidota ilustracija, 2018
2.1.att. Normativa reguléjuma hierarhija e-komercija

Autore apkopoja visus normativos dokumentus, kas ietekmé digitalas
vides attistibu un izmanto$anu un izveidoja hierarhiju, kada veida augstaka
Iimena normativi atstdj iespaidu un ietekm& zemaka limena normativos
dokumentus.

2.1. E — komercijas normativais reguléjums starptautiska limeni
Starptautiskajai likumdosanas bazei, kas regulé IKT nozari, pamatu veido
visparigie principi, kas ir iezim&ti ANO apstiprinataja Vispargja
cilvéktiesibu deklaracija, kuru ANO Generala Asambleja pienéma
1948.gada 10. decembri, kas nosaka 7 galvenos pamatprincipus, kurus
ievero art digitalaja vidé. Kopas Latvijas iestasanas ES, IKT nozares un e-
komercijas attisttba ir izvirzita vairakos ES attistibas planoSanas
dokumentos:

e FEiropa 2027: Stratégija gudrai, ilgtsp€jigai un integréjosai
izaugsmei (Europe 2027. Strategy for smart, sustainable and
inclusive growth) (Eiropas Komisija, 2021a);

e Digitala programma Eiropai (Digital Agenda for Europe) (Eiropas
Komisija, 2021b);

e FEiropas digitalizacijas programma - digitalizacijas virzita Eiropas
izaugsme (The Digital Europe Programme (DIGITAL) - Driving
European Growth Digitally) (Eiropas Komisija, 2021);

e Eiropas e-parvaldes ricibas plans 2021-2027. gadam (Shaping
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Europe’s digital future. Harnessing ICT to promote smart,
sustainable and innovative Government) (Eiropas Komisija,
2021a);
e Tallinas Ministru deklaracija par e-parvaldi (Ministerial
Declaration on eGovernment) (Tallinn Declaration, 2017);
e Ricitbas plans uznemejdarbibas joma  2020. gadam
(Enterpreneurship 2020 Action Plan) (Eiropas Parlaments, 2019);
e FEiropas Komisijas un FEiropas Savienibas Augstas parstaves
arlietas un drosibas politikas jautajumos sagatavotais kopigais
pazinojums ,, Eiropas Savienibas Informacijas tehnologiju drosibas
stratégija: atverta, neapdraudéta un droSa elektroniskas
informacijas telpa” (Cybersecurity Strategy of the European
Union: An Open, Safe and Secure Cyberspace) (Eiropas Komisija,
2019);
e Eiropas stratégija “Bérniem labaks internets (European Strategy
for a Better Internet for Children) (Eiropas Komisija, 2012a).
EK izvirzijusi merki izveidot digitalo vienoto tirgu, kura ir garantéta precu,
personu, pakalpojumu un kapitala briva aprite un kura iedzivotajiem un
uznémumiem neatkarigi no to valstspiederibas un dzivesvietas vai galvenas
mitnes vietas ir netrauceta un taisniga piekluve precém un pakalpojumiem
tieSsaisté. Digitalais vienotais tirgus sekmétu jaunuzp@mumu izveidi un
lautu esoSajiem uznémumiem attistities un ieviest jauninajumus tirgi, kas
aptver vairak neka 500 miljonu iedzivotaju. Digitala vienota tirgus izveide
arT lautu Eiropai paturét liderpoziciju pasaules digitalaja ekonomika
(Eiropas Komisija, 2017b). Lidz ar to ir izvirziti $adi politikas mérki ES
planosanas perioda no 2014. lidz 2020. gadam, kas arf tiek turpinati nakama
plano8anas perioda stratégiskajos dokumentos par Digitalo transformaciju
2021.-2027. gadiem. EK saskana ar Siem pilariem izveidoja celvedi ar 16
galvenajam darbibam, kas uzsaktas 2016. gada beigas (Eiropas Komisija,
2015a). 2.2.attela ir att€lotas p&dejo gadu aktualakas iniciativas vienota
digitala tirgus izveidei.

506.2017 2 i No 2018 2. eaija stfjie: spékd ES No2020.g. EE dalibealsis
Ho 1506.2017 BS atfls mabilo ‘notadkr kopums yar dan kioordings auzzta: kvalitdta:
sdbary vesabanSany i m privinen Y ——
Mobilo sakaru Digitalais Daw ’ - Augstas a
viesabon8dana samurs Hessaistd aizzardziba Kiberdrofiba kvalitdtes josla E-parvalde
Mo 2018.g. braucisons pa ES Mo 2018.g. maija stdjies Na 2020z ES dalfbvaletiz
fedzTvotdji var tiefsaiss listot spEkd tiasThn akts visparsjas pilda e-parvaldibas ricibas
digitilo zatru kiberdroiTbas jomd plim

Avots: Eiropas Komisija, 2017e
2.2.att. Digitala vienota tirgus celvedis
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Atseviski butu japiemin Eiropas Parlamenta un Padomes Direktiva
2006/123/EK par pakalpojumiem ieksg€ja tirgli. Direktivas mérkis ir radit
iespgju ikvienam ES dalibvalsts komersantam vienkar$i un &rti uzsakt
noteiktu jomu pakalpojumu sniegSanu citas ES dalibvalstis. Latvija ka
vienotais elektroniskais kontaktpunkts saimnieciskas darbibas veicgjiem un
iedzivotajiem kalpo portals www.latvija.lv Latvija Sobrid ir izveidoti vairak
neka 400 dazadu valsts iestazu un pasvaldibu sniegtie pakalpojumi, kas
ietilpst direktivas reguléjuma (VRAA, 2019).

EK un ES institicijas izprot digitalas vides nozimi, ietekmi un lomu ne tikai
publiskas parvaldes sektora, uz ko uzsvars tika likts laika perioda Iidz 2013.
gadam, ar parliecibu, ka uznemeéjdarbibas joma attistisies pati par sevi.
2020. gada tika pienemts “Ricibas plans uznémgjdarbibas joma
2027.gadam” (Enterpreneurship 2027 Action Plan) (Eiropas Parlaments,
2020), ES sak pieverst lielu uzmanibu uznéméjdarbibas attistibas
aktivitatém, izmantojot digitalas vides prieksrocibas, lai stiprinatu Eiropas
uznéméeju konkur€tsp&ju un eksportspgju globalaja tirgd, attistot valstu
vietgjas ekonomikas.

2.2. E-komercijas normativais reguléjums Latvija

IKT nozare ka viena no valsts eksporta nozarém ir atziméta Latvijas precu
un pakalpojumu eksporta veicinasanas un arvalstu investiciju piesaistes
MK rikojumu Nr. 249) (EM, 2013a). Vesela rinda LR normativo
dokumentu, sekojot ES noteiktajiem stratégiskajiem mérkiem, atbalsta un
veicina IKT nozares, tais skaita jebkura veida un modifikacijas e-
komercijas attistibu Latvija. Autore izveidoja apkopojosu tabulu, kura tika
noteikta LR normativo dokumentu ietekme uz digitalas vides un e-
komercijas, tai skaita attistibu.
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Tabula 2.1.

EsoSo normativo aktu ietekmes novértéjums uz e-komercijas attistibu
un papira aprites mazinasanu

Normativa
dokumenta
Iimenis

Normativais dokuments

letekme uz
e-
komercijas
attistibu

letekme uz
papira
aprites

mazinasanu

-

Strategiskas attistibas normativie akti

Latvijas ilgtsp&jigas
attistibas stratégija 2030.
gadam

Pozitiva

Pozitiva

Latvijas Nacionalais
attistibas plans 2021.-2027.
gadam (NAP 2027)

Pozitiva

Pozitiva

Digitalas transformacijas
pamatnostadnes 2021. —
2027. gadam

Pozitiva

Pozitiva

Nacionalas industrialas
politikas pamatnostadnes
2021.-2027. gadam

Pozitiva

Pozitiva

Izglitibas attistibas
pamatnostadnes 2021. —
2027. gadam "Nakotnes
prasmes nakotnes
sabiedribai"

Pozitiva

Pozitiva

Latvijas Nacionala reformu
programma stratégijas ,,ES
2020 1stenoSanai

Pozitiva

Pozitiva

Informacijas sabiedribas
attistibas pamatnostadnes
2014.-2020. gadam

Pozitiva

Pozitiva

Zinatnes un tehnologiju
attistibas un inovacijas
pamatnostadnes 2014.—2020.
gadam

IeklaujoSas nodarbinatibas
pamatnostadnes 2015. —
2020. gadam

Neitrala

Pozitiva
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Normativa
dokumenta
Iimenis

Normativais dokuments

letekme uz
e-
komercijas
attistibu

letekme uz
papira
aprites

mazinasanu

attistibas

Strategiskas
normativie
akti

Latvijas prec¢u un
pakalpojumu eksporta
veicinasanas un arvalstu
investiciju piesaistes
pamatnostadnes 2013.—
2019. gadam

Pozitiva

Pozitiva

Koncepcijas

Nakamas paaudzes
platjoslas elektronisko
sakaru tiklu attistibas
koncepcija 2020.-2027.
gadam

Pozitiva

Pozitiva

Koncepcija “Valsts
informacijas un
komunikacijas tehnologiju
parvaldibas
organizatoriskais modelis”

Neitrala

Pozitiva

Koncepcija par publisko
pakalpojumu sistémas
pilnveidi

Neitrala

Pozitiva

Koncepcija par vienota
geotelpiskas informacijas
portala izstradi

Neitrala

Pozitiva

Likumi

Valsts informacijas sistemu
likums.

Neitrala

Pozitiva

Elektronisko dokumentu
likums (EDL)

Pozitiva

Pozitiva

Informacijas sabiedribas
pakalpojumu likums

Pozitiva

Pozitiva

Fizisko personu datu
apstrades likums

Neitrala

Neitrala

Likums “Par nodokliem un
nodevam”

Pozitiva

Pozitiva

Dokumentu juridiska speka
likums

Pozitiva

Pozitiva
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Normativa
dokumenta
Iimenis

Normativais dokuments

letekme uz
e-
komercijas
attistibu

letekme uz
papira
aprites

mazinasanu

Ministru kabineta noteikumi

Ministru kabineta 2018.
gada 4. septembra
noteikumi Nr. 558
,Dokumentu izstradasanas
un noformésanas kartiba”

Neitrala

Pozitiva

Ministru kabineta 2005.
gada 28. jinija noteikumi
Nr. 473 “Elektronisko
dokumentu izstradasanas,
noformesanas, glabasanas
un aprites kartiba valsts un
pasvaldibu iestadés un
kartiba, kada notiek
elektronisko dokumentu
aprite starp valsts un
pasvaldibu iestadém vai
starp §Tm iestadém un
fiziskajam un juridiskajam
personam’

Pozitiva

Pozitiva

Ministru kabineta noteikumi
2018. gada 25. septembr1
Nr. 611 “Kartiba, kada
iestades ievieto informaciju
interneta”

Neitrala

Pozitiva

Ministru kabineta noteikumi
Nr.117 “Noteikumi par
elektronisko dokumentu
izvertésanas veidu
saglabasanas kartibu un
nodo$anu valsts arhivam
glabasana

Pozitiva

Pozitiva

Ir arT virkne citu specifisku tiesibu aktu, kas nosaka dazadus e-komercijas
istenoSanas aspektus, pieméram, likums ,,Par gramatvedibu”, likums ,,Par
pievienotas vértibas nodokli”, Komerclikums, Arhivu likums, Ministru
kabineta noteikumi Nr.117 “Noteikumi par elektronisko dokumentu
izverteSanas veidu saglabasanas kartibu un nodoSanu wvalsts arhivam
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glabasana” u.c.

2.3. E-komercijas normativais reguléjums regionalo pasvaldibu
Iimeni

Lai noteiktu paSvaldibu ietekmi un normativu veidoSanu, kas ietekme
digitalas vides attistibu viet€jo kopienu limeni tika analizEtas aktivakas
pasvaldibas IKT attistibas joma. PaSvaldibas izveletas, nemot véra IKT
nozares prioritizéSanu savos planosanas dokumentos, ka ari izstradato
instrumentu klastu IKT nozares attistibai, kas attistiti, balstoties uz
planosanas dokumentiem.

Analizei tika izvéletas pasvaldibas, kuras peéd&jos 3 gados ir bijusas lideres
Latvijas e-indeksa. E-indekss ir digitalas vides brieduma novértéjums valsts
parvaldes iestazu un pasvaldibu darba un pakalpojumu nodro$inasana. E-
indekss sniedz faktos balstitu novertéjumu, cik aktivi un atbilstosi iestades
un pasSvaldibas pielieto misdienu informacijas un komunikacijas
tehnologijas un darbibas prakses, lai pilnveidotu sniegto pakalpojumu
kvalitati un pieejamibu iedzivotajiem un uznémejiem, ka ari organizaciju
darbibas efektivitati un draudzigumu videi (www.mana.latvija.lv/e-
indekss).

Starp $adam pasvaldiba atrodas Latvijas lielakas pilsétas — Riga, Liepaja,
Ventspils. Sajas pagvaldibas ipasi tiek izcelts padvadibu attistibas kurss
izmantojot IKT kompon&tu. Katra no pasvaldibam to ir risinajusi citadak,
bet noteicosais ir tas, ka visu ITmenu pasvaldibas attistibas planos it ieklauti
ar digitalas vides un viedo tehnologiju attistibas atbalstu mehanismi, kas
veicina un ierosina uznémgjdarbibas attisttbu izmantojot jaunakas
tehnologijas. Ari paSvaldibas ITmeni ir iesp&jams pozitivi ietekmét
uznémejdarbibas attistibu izmantojot e-komerciju, kaut vai popularizgjot
jau panakumus sasniegu$o uzn€mumu pozitivos paraugus, inicigjot
specialus pasvaldibu grantus vai citus atbalsta mehanismus izmantot
jaunakas tehnologijas un paaugstinat uznéméjdarbibas efektivitati.

2.4. Digitalas vides apdraudéjumi un riski no tiesiska reguléjuma
viedokla
Pasaule ve€rojama piecaugosa tendence gan valsts parvaldi, gan
uznémejdarbibu sist€miski saistit ar elektroniskas informacijas apstradi,
parraidi un uzglabasanu. Tas nozimé, ka uznémuma netraucéta efektiva
darbiba butiski atkariga no ta, cik stabili, kvalitativi un drosi ir lietotie IT
risinajumi. Elektroniska vide, juridiska valoda biezi vien tiek trakteta ka
kibertelpa. P&c Gartzke (2013) domam, Sis popularais termins tiesi sakrit ar
terminu digitala pasaule (digital world). Specialistus visa pasaulé uztrauc
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interneta kaitiga un nelikumiga satura neierobezota izplatiba un sekas, ko
var radit §1s vides ietekme uz sabiedribu. Ta ka internetam nav geografisku
robezu, tad tikai viena valstl pienemtie pasakumi prettiesiskas darbibas
ierobezoSanai iedarbojas maz efektivi. Internets ir musdienu starptautisko
komunikaciju neatnemama sastavdala, taja pasa laika interneta ir liels skaits
nelikumiga satura. Ar interneta starpniecibu notieck noziedzigas
informacijas parraidiSana un noziedzigu kontaktu dibinasana starp
starptautiskiem noziedzibas sindikatiem (Latvijas kiberdro$ibas stratégija,
2013).

Uznéméjdarbibai tas varetu biit nopietns apdraud&ums, tapec autore
apskata normativo dokumentu ietekmi uz digitalas vides sakartoSanu no
digitala drosuma viedokla. Kibernoziegumu raksturigaka ipasiba ir to
latentums. Tiek uzskatits, ka tikai par 10 — 15% no visiem izdaritajiem
noziedzigajiem noziegumiem kibertelpa tiek zinots tiesibsargdjosam
instancém. Tas saistits ar to, ka organizacijas nevélas zaudét reputaciju un
baidas, ka lidzigi noziegumi tiks izdarti atkartoti (Kipane un Vilks, 2017).
Pétnieki uzskata, ka kibernoziedzibas struktiira un dinamika valsti ir
atkariga no vairakiem aspektiem:

e  valsts ekonomiska attistibas [imena;

e o informacijas tehnologijas lietotaju kiberkultiiras;

e Saskana ar petfjumu datiem apméram 45% no visiem interneta
lietotajiem ir vecuma Iidz 25 gadiem (P&tjjums ,,Moderno
tehnologiju ..., 2017). Tatad pastiprinata uzmaniba japiever$
jaunatnes ricibai kibervidg;

e no noziedznicka sp€jas izkopt savas prasmes, prettiesiskas
darbibas rakstura un panémiena;

e no viktimologiska aspekta, t.i., kd noziedznieks izvélas cietuso
(Kipane un Vilks, 2017).

Autore pilniba piekrit Kello (2013), kurs§ kibertelpu sauc par pirmo isto
~masu mediju”, jo tas lauj ikvienam ar paris, vienkar§sam iericém dalities
pardomas un iegiit jaunu informaciju ideju realizacijai. Viena no lielakajam
problémam, kuru nepiecieSams skaidri definét digitala vidg, ir cenziira, jo
interneta parpilniba ar dazada rakstura informaciju var biit arT kaitiga un to
biitu nepiecieSams ierobezot un tiesiski regulét.

A1 finanSu sektora, kas ir vislielakais digitalo tehnologiju lietotajs un
butisks ekonomikas un sabiedribas digitalizacijas veicinatajs, notiek biitiska
sinergija starp EK Digitala vienota tirgus stratégiju (Eiropa Komisija,
2017d).

Sakot no 2010. gada Latvija starp valsts un profesionalajam nevalstiskajam
organizacijam norisinas asas diskusijas par digitalas telpas droSinas
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uzlabo$anu, un veicinat informacijas tehnologiju (IT) drosibu Latvija. 2011.
gada tika izveidota Informacijas tehnologiju drosibas incidentu novérsanas
institlicija - CERT.LV, kas ir Latvijas Universitates Matematikas un
informatikas institita struktiirvieniba, un darbojas Latvijas Republikas
Aizsardzibas ministrijas paklautiba IT drosibas likuma ietvaros. Tomér
joprojam ir aktuals jautdjums par Kiberpolicijas izveidi, kas ne tikai
nodroSinat dazadu incidentu izmekleSanu, bet ar1 pozitivi ietekmetu
sabiedribas uzticSanos e-komercijas darfjumiem. Latvija e-komercijas
darfjumu problémas risina Patérétaju tiesibu aizsardzibas centrs, toméer ta
darbiba un funkcijas ir vairak saistitas ar sabiedribas izglitoSanu e-
komercijas iepirks$anas situacijas, nevis procesu drosibas nodrosinasana.
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3. DIGITALAS VIDES ANALIZE UN E-KOMERCIJAS
ATTISTIBA LATVIJA

Nodajas satura apjoms ir 31 lappuse, taja ieklautas 2 tabulas un 33
atteli. Izvirzita téze: 3.Latvija ir attistita infrastruktira  e-komercijas
attistibai regionalaja MVU sektora.

TreSaja nodala tiek veikta e-komercijas izmantoSanas sociali-
ekonomiska analize mazajos un vid€jos uznémumos, tiek analizéti faktori,
kas ietekm€ e-komercijas izmantoSanu.

3.1. Latvijas digitalas vides un e-komercijas analize starptautiskaja
meroga

Eiropas Komisija (EK) ir izstradajusi Digitalas ekonomikas un
sabiedribas indeksu (turpmak - DESI indekss), sakot no 2014. gada
ikgadgji publicgjot zinojumu par dalibvalstu digitalizacijas progresu.
DESI indeksu veido piecas dimensijas, pieskirot katram komponentam
nozimibas svaru.

Izvertgjot 2020. gada rezultatus, Latvija kopuma ienem 18.vietu 28 ES
dalibvalstu vidi, pastavot digitalizacijas limenim nedaudz zem ES vidgja
Itmena (skat.3.1.att.). [zvertgjot Latvijas sniegumu no 2014. gada, Latvija
ir panakusi ievérojamu progresu digitalo publisko pakalpojumu joma, ka
ar savienojamibas dimensija. Tomér iedzivotaju digitalo prasmju ITmenis
ir zems, tapat zems ir arT digitalo tehnologiju izmantoSana uznémumos.
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Avots: Eiropas Komisija, 2020d
3.1.att. DESI indekss ES 2020. gada
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Analizgjot  Latvijas  sniegumu pa  dimensijam, dimensija
“Savienojamiba” Latvija iepem S8.vietu ES, Iidzigi ka 2019. gada.
Analizgjot sikak §Ts dimensijas komponentus, zemu vietu Latvija ienem
fiksetaja platjosla (22.vieta), ko kompensé mobilas platjoslas pieejamiba
(6.vieta). Latvija ir pieejams un daudzi lieto IpaSi atrdarbigu platjoslas
pieslégumu (8.vieta). Platjoslas cenu indekss Latvija ir ES vidgjas vertibas
Iiment (10.vieta). Jauzsver, ka Latvija atrodas 3.vieta p&c gatavibas 5G
ievieSanai.

Komponenta “Cilvékkapitals” Latvija 2019. gada ienem 21.vietu ES,
tapat ka ieprieksgja gada, atpalickot no ES vidgja limena. Dati rada, ka
palielinas interneta izmantotaju skaits, tomér 52% iedzivotaju nav digitalo
pamatprasmju. Te gan ir lielas atSkiribas CSP 2018. gada datos un datos,
kas tick sniegti Eurostat. CSP 2018. gada pétijums parada, ka 68% no
Latvijas iedzivotajiem regulari izmanto internetu. Tomér citu pakalpojumu
izmantoSanas spgjas ir zemas. Analiz&jot sikak komponentes “Interneta
pakalpojumu izmantoSana” raditajus, jasecina, ka interneta lietotaju
Ipatsvars Latvijas iedzivotaju vidil joprojam parsniedz ES vidgjo raditaju -
1pasi augstaks par vidgjo ir internetbankas lietotaju Ipatsvars (79%, kas
Latviju ierindo 6.vieta ES), tacu iecieniti ir arT citi interneta pakalpojumi.
Neskatoties uz t, ka liela dala Latvijas iedzivotaju labprat iepérkas interneta
ES vidgjie raditaji tomér ir augstaki iedzivotaju e-komercijas izmanto$anas
zina (skat. 3.2. att.).
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Avots: Eiropas Komisija, 2020d
3.2.att. Iedzivotaju Tpatsvars Baltijas valstis un vidgji ES-28, kas ir
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iepirkusies Interneta 2018.-2020. gada

Analizgjot DESI dimensijas “Digitalo tehnologiju integracija” raditaju
“MVU, kas pardod tiessaiste (MVU, %)” Baltijas valstis, jasecina, ka
Lietuva ir vislielakais MVU skaits, kas pardod savu produkciju tieSsaistg,
turklat Sis Ipatsvars ir bijis saméra augsts laika gaita - 2018.gada 18%
MVU pardeva tieSsaiste, 2020.gada Sis raditajs pieauga [1dz 21%. Pie tam
tikai Lietuva Sis raditajs parsniedz videjo ES limeni. Igaunija ir augstaki
raditaji neka Latvija, kopuma MVU Ipatsvars pieauga no 15% 2018.gada
Iidz 16% 2020.gada. Diemzel Latvija raditaji ir viszemakie — no 8%
2018.gada sasniedzot 10% 2020.gada.

14%

04

1% 12% 12%

12% 11% 11%
- 10% 10%
S 10% 9%
= 8%
5 8%
2
ﬂv,:: 6% 5%

4%

2%

0%

Latvija Lietuva Igaunija

Sadaljjums valstts

m2018 ®m2019 m2020

Avots: Eiropas Komisija, 2020d
3.3.att. E-komercijas apgrozijums MVU Baltijas valstis un vidé&ji
ES-28, kas pardod tieSsaisté 2018.-2020. gada

Lai veicinatu situacijas uzlaboSanos, Latvija pagaidam nav izstradajusi
visaptveroSu stratégiju uznémumu digitalizacijai. Tomér ir sagatavotas
vairakas iniciativas, kas sekmé “Riipnieciba 4.0” (Industry 4.0) izveidi.
Tehnologiju parneses programmas ietvaros paredz&éts arT atbalsts
inovacijas vauceru izmantoSanai. Inovacijas vauceru merkis ir atbalstit
inovacijas darbibas MVU vidg, sniedzot tiem atbalstu pé&tniecibas un
izstrades arpakalpojumu izmantoSanai, kas tiem lautu ieviest jaunus vai
butiski uzlabotus produktus vai tehnologijas. Visaptverosas stratégijas
pienemsSana varétu palidzeét uzlabot digitalo pareju tautsaimnieciba,
pieméram, MVU un iedzivotajiem nodrosSinot plasaku piekluvi daudz
lielakam tirgum (Eiropas Komisija, 2020b).

Visbeidzot DESI komponente “Digitalie publiskie pakalpojumi, e-
parvalde” Latvija 2020. gada ienem 7.vietu ES, nodrosinot kapumu par
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vienu vietu, salidzinot ar 2019. gadu. Ka 2019. gada sasniegums
digitalizacijas joma varétu uzsvert komunikacijas un macibu programmu
“Mana Latvija.lv! Dari digitali!”. 2018. gada aprili Latvija sakas S§i
trisgadiga visaptverosa komunikacijas un macibu programma, kuras
mérkis ir mudinat iedzivotajus izmantot e-parvaldes pakalpojumus un
informéet cilvekus par tieSsaisté pieejamiem pakalpojumiem un eID kartes
prieksrocibam. (Eiropas Komisija, 2019¢).

3.2. Latvijas e-komercijas attistibas analize nacionalaja griezuma

Autore $aja nodala ir analiz€jusi iedzivotaju e-komercijas lietoSanas
paradumus iedzivotdju vecuma, izglitibas un regionalaja griezumos. P&c
Pasaules bankas datiem, 2020. gala Latvija internetu izmantoja 88,9% no
visiem iedzivotajiem. So augsto raditdiju nodroina labi atfistita
komunikaciju infrastruktiira. Toties iepirkSanos tieSsaisté ir izmantojusi
tikai 78% Interneta lietotaju, tacu 13% plano to darit nakotné. Protams
Covid-19 pandémijas un dazado ierobezojumu iespaida, Sie dati ir
maintjusies, bet paslaik nav statistikas datu ar ko var&tu salidzinat.

2019. gada 29.5% no iedzivotaju kopskaita nekad nav veikusi pirkumus
tieSsaisté Interneta personiskiem mérkiem. Ja analiz€ $o raditaju pa vecuma
grupam (skat.3.4.att.), tad visvairak iedzivotaju no 55 Iidz 64 gadiem nav
izmantojusi Internetu pirkumiem (43.5%). Interesanti, ka vecuma no 65 lidz
74 gadiem S§is ipatsvars ir mazaks — 38.5%. Tas iesp&jams saistits ar
vairakam iniciativam senioru ITK prasmju paaugstinasana.

=

5-74 gadu vecuma I 38524
5-64 gadu vecuma I 43,590

4= ta

5-54 gadu vecuma I 3 5,40
5-44 gadu vecuma | 23 7%

5-34 gadu vecuma |G |2 50

16-24 gadu vecumi N (). 5%

Vecuma grupa
[

0.0% 5.0% 10.0% 150% 20.0% 25.0% 30.0% 35.0% 40.0% 45.0% 350.0%
Procenti %

Avots: CSP datubaze, 2019.
3.4.att. Iedzivotaji, kuri nav veikusi pirkumus tieSsaisté Interneta
personiskiem meérkiem, % no iedzivotaju kopskaita péc vecuma
kategorijas 2019. gada

ledzivotaji min vairakus iemeslus, kapéc tie neizmanto e-komercijas
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pakalpojumus, ka visbiezako minot paradumu iepirkties klatieng veikalos,
kas ir pieejami neliela attaluma no dzives vietas, ka otrs iemesls tek minéts
— prasmju un iemanu trikums samekl&t vajadzigo preci liclaja piedavajumu
klasta.

3.3. E-komercija uznémeéjdarbiba Latvija

Atbilstosi CSB datiem par 2019. gadu Internetu lieto gandriz visi
uznémumi Latvija (99%). 13.8% uznémumu 2019. gada pardeva preces vai
pakalpojumus Interneta. Tapat katram sestajam uznémumam Latvija ir sava
timekla vietne. Kopuma IKT sektora strada gandriz septini tikstosi
uznémumu (CSP, 2019). 2019. gada iesp&ju pardot savas preces vai
pakalpojumus timekla vietngs, lietotn€s vai citos datortiklos izmantoja 13%
uznémumu: 35.1% lielo, 16.8% vid&jo un 13,2% mazo uznémumu pardeva
preces un pakalpojumus Interneta (skat.3.5.att.). Ta ka tie$i Latvijas
regionos visvairak ir lokaliz&ti tie$i mazie un vidé uznémumi, tad zemais e-
komercijas izmantoSanas limenis vistiesaka veida skar tieSi regionalos
uznémumus.

Arnodarbinato sakitu 10-49 I 13.2%
Arnodarbindto sakitu 50-249 | 16.5%

Uznémumi

Arnodarbinato sakitu 250 un vairak [N 35.1%

0% 5% 10% 15%  20% 25% 30% 35% 40%

Procenti %

Avots: CSP datubaze, 2019.
3.5.att. Uznémumi, kas pardevusi preces vai pakalpojumus
Interneta vai citos datortiklos, % no uznéemumu kopskaita pec
nodarbinato skaita 2019. gada

Analizgjot CSP datus par e-komercijas izmantoSanu nozaru griezuma
var secinat, ka viseksportspgjigakas nozares e-komercijas griezuma ir
tirisms un informacijas un komunikacijas pakalpojumi, administrativo un
apkalpojoSo  dienestu  darbiba, ka armT vairumtirdznieciba un
mazumtirdznieciba. Informacijas un komunikacijas pakalpojumu joma
25.5% uznémumu ir sanémusi pasitijumus internetd no Latvijas, 14.2% no
ES valstim un 9.8% no valstim arpus ES.
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Apstrades riipnieciba I 10.4%
Elektromenergija, gazes apgade. siltumapgade un.. B 3.7%
Biuvniectba 1 1.5%
Vairumtirdznieciba un mazumtirdznieciba IEEG_—_—_—_—S23.2%
Transports un uzglabasana HEE 8.1%

Izmitinasana I 30.3%

Nozares

Edinaganas pakalpojumi M 12,6%
Informacijas un komunikaciju pakalpojumi IEEE———— 23 0%
Operacijas ar nekustamo Ipasumu - 6,0%
Profesionalie. zinatniskie un tehniskie pakalpojumi M. |8 1%
Administrattvo un apkalpojoso dienestu darbiba IEEEEE 13.9%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90%
Procenti, %

Avots: CSP datubdze, 2019.
3.6.att. Uznémumi, kas pardevusi preces vai pakalpojumus
interneta vai citos datortiklos, % no uznémumu kopskaita pa nozarem
2019. gada

Analizgjot uzpémumu IKT funkciju nodroSingjumu uzp€mumos
jasecina, ka lielako dalu IT funkciju nodrosina argjais piegadatajs, iznemot
IKT infrastruktiras (datori, serveri, printeri, tikli) uzturéSanu. Lidzvertigs
lomu sadaltjums starp argjo piegadataju un pasu uzn€émumu darbiniekiem ir
tadas IKT funkcijas ka drosiba un datu aizsardziba (drosibas parbaudes un
droSibas programmatira) un biroja programmatiiras atbalsts (teksta
apstrade, izklajlapinas utt.). Pargjas IKT funkcijas — atbalsts timekla
risinajumiem, timekla risinajumu izstradasana, uznéméjdarbibas vadibas
programmatiiru/ sistému atbalsts un izveide - pamata uznémumos argjais
piegadatajs.

3.4. E-komercijas izmantoSana MVU sektora Latvija

Arvien vairak uznémumu sak integrét esosas administrativas sist€émas ar
tieSsaistes aktivitatem, lai palielinatu to efektivitati un uzlabotu
pakalpojumu sniegSanu paterétajiem.

LIAA ir izstradajusi izverstas rekomendacijas, ka MVU bitu jarikojas,
lai uzlabotu savu efektivitati, nodrosinot e-komerciju, pieméram, to, ka gt
vislielako labumu no interneta izmantoS$anas, kadi ir pamatprincipiem
uznémuma timek|vietnes izstradei, ka timeklvietnes ievietot interneta, ka
izveleties doména vardu, ka reklamét timeklvietni interneta (LIAA, 2019).
Tapat LIAA organizé seminarus, kuros populariz€é e-komercijas
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izmantoSanu MVU, it Tpasi jaunuzne€mumiem, kas tikai uzsak savu darbibu.

Talak tiks analiz&ti autores veiktas uznémumu aptaujas rezultati par e-
komercijas izmantoSanu sava uznémuma darbiba.

Kopuma pétfjuma gaita tika aptaujati 100 MVU, kuri parstav dazadas
razoSanas nozares (apstrades uznémumi un pakalpojumu sniedzgji) un
Latvijas regionus (lidzvértigs uzpémumu sadalijums pa regioniem).
Aptaujas periods bija 2018. gada aprila lidz jinijam.

Lielaka dala respondentu izmanto Interneta vidi — tikai 8.2% uznémumu
noradija, ka neizmanto Internetu uznémeéjdarbibas veikSana (skat.3.7.att.).
Lielaka dala uzn@mumi to izmanto komunikacijai ar klientiem (82.7%) un
reklamai (80.6%). Taja pasa laika aptuveni puse no uzp@mumiem to
izmanto, lai pardotu preces vai pakalpojumus.

@ Neizmantoju . 820

1?5 Komunicg ar klientiem 82.3%
B Reklaméjas 80.6%
O pardod preces vai pakalpojumus 48.0%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Ipatsvars, %

MVU
3.7.att. MVU interneta riku izmanto$ana uznémejdarbibas veikSana

Analizgjot, kadus Interneta rikus uzn€mumi izmanto, tad vispopularakie ir
e-pasts (87.8% uzpnémumu), sludinajumus (62.2%), SMS (49%) un
reklamrakstus (49%). Savukart no interneta medijiem uznpémumi visbiezak
lieto socialos tiklus (80.6% no visiem pataujatajiem uznémumiem),
majaslapu (79.6%), ka ar1 sludinajumu vietnes (54.1%) un mikroblogus
(41.8%). Savukart blogus un forumus uznémumi lieto retak. 16.3%
uzn@mumu atzina, ka neizmanto Interneta marketinga riku vai e-komercijas
iespgjas. No tiem uznémumiem, kas izmanto Interneta marketinga riku un
e-komercijas iespgjas, lielaka dala (38.8% no visiem respondentiem) atzina,
ka §Ts iespgjas butiski ietekméja uzn@mumu apgrozijumu — tas pieauga Iidz
50%. Aptuveni ceturtdala uznémumu (25.4%) noradija, ka tiem nav
izpratnes par e-komerciju. 36.6% uzpnémumu atzina, ka tiem nav
specialistu, kas vartu nodarboties ar Interneta marketingu. Lidziga dala
uznémumu (38%) pauda nostaju, ka neuzskata to par efektivu metodi.
Gandriz puse uzpémumu (47.9%) wuzskata, ka izmantot Interneta
marketingu ir parak dargi.
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Taunas iekértas. lai paplaSinatu 1a703anas | alil  p— 31 004

Specialists ar nepiecie$amo kompetenci razosana I 35.2%

E-komercijas specialists, kas organizetu | 15.1%
pardoganu intereneta

izmantosanai

Neplanojam eksportdt o 15 105

Milsu preces nav paredzetas eksportan  p— 71 0,

Nepieciesamaiba e-komercijas

0% 5% 10%015%20%25%30%35%40%45%50%

Procenti, %

Avots: pétijums veikts 2019. gada aprilt — junija, respondentu skaits — 100
MvU

3.8.att. MVU vértéjums par to, kas tiem ir nepiecieSams, lai uzsaktu
eksportu

Svarigi, ka gandriz puse no uzp€mumiem (45.1%) atzina, ka tiem ir
nepiecieSams e-komercijas specialists, kas organizétu pardoSanu, lai
nodro$inatu uzpémuma eksportu. Pargjos faktorus — specialisti ar
nepiecieSamo kompetenci razoSana un jaunas iekartas — tika atzimétas
mazak, proti, 35.2% uznémumu noradija, ka tiem ir nepiecieSami specialisti
ar nepiecieSamo kompetenci razoSana un 31.9% atzina, ka jaunas iekartas,
kas paplaSinatu razoSanas jaudu, varétu veicinat to eksportsp&ju. Tatad var
secinat, ka zinaSanas un prasmes e-komercijas jautajumus ir viens no
iz8kirigajiem faktoriem, kas sekm& uznémuma eksportu un Iidz ar to ari
konkurétspgju.

3.5. Labas prakses pieméri e-komercijas izmantoSana MVU sektora
Latvija

Lai veicinatu labas prakses parnemsanu, EM 2019. gada sadarbiba ar
Latvijas Informacijas un Komunikacijas Tehnologiju Asociacija pirmo reizi
izveidojusi jaunu balvas kategoriju “Labakais e-komersants 20197, kurai
aicingja pieteikt uzpemumu vai projektu, kas sekmigi izmanto IKT
risingjumus (e-komercijas lietotnes) precu vai pakalpojumu piedavasanai
patérétajiem tieSsaiste.
Latvija ir liela virkne uznémumu, kas loti veiksmigi sava darbiba ir
integréjusi jaunakos e-komercijas risinajumus un veiksmigi piegada preces
un pakalpojumus globalaja tirgd, palielinot Latvijas eksportu.

Viens no veiksmigakajiem piem&riem p&dgjo gadu laika e-komercija ir
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Latvijas lielakais kosmétikas razotajs “Madara Cosmetics”, kas 2020. gada
san€mis pasitijumus no 98 pasaules valstim, taja skaita arT eksotiskiem
galamérkiem, kurp piegadata Latvija razota dabiga kosmétika. Uznémumus
ir sp&jis nodrosinat pasttijuma izpildi tris dienu laika pat uz tadam attalam
valstim ka Taivana un Meksika. 2018. gada uzp€mums sanemis
apbalvojumu Eiropas ‘“Parauguznémums” FEiropas Parlamenta Brisele
organiz€tajad mazo un vidgjo uzn€mumu apbalvosana “SME Star Awards
2018”. “Logistikas globala attistiba un tirdzniecibas pieaugums interneta
nozimé, ka prece nakamaja diena p&c pirkuma tiks piegadata jebkura vieta
Eiropa. Tas mums rada milzigas iesp€jas, tiesi tapec arT e-komercija ir viena
no misu prioritateém,” intervija uzsver “Madara Cosmetics” valdes loceklis
Uldis Iltners.

E-komercijas platformu uzn@mumam nodrosina argjais piegadatajs
SIA “EFUMO”. 2011. gada EFUMO nodro$inaja pirma starptautiska
internetveikala versijas izstradi, kas lava kosmétikas uzpémumam iegiit
plasu starptautisku atpazistamibu (skat.3.9.att.).

Avots: EFUMO portfolio: Madara ..., 2019

3.9.att. E-komercijas risinajumi AS “Madara Cosmetics”/ E-commerce
Solutions at Madara Cosmetics.

Uzpemums norada, ka viens no svarigakajiem uzsvariem peédgjos gados
bijis veérsts uz e-komercijas sistémas modernizaciju un informacijas
tehnologiju (IT) projektu realizaciju, lai automatizétu uznémuma darbibu,
paatrinatu datu apstradi un analitiku, un paaugstinatu uznémuma darbibas
efektivitati. E-komercijas sisttmas un IT projektu attisttba kopuma ir
ieguldtti 280 000 eiro (MADARA Cosmetics plano..., 2020).
SIA Autine Tools Company
AUTINE ir uznémums, kas specializgjies ekskluzivas, augstas kvalitates
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cirvju un griezgjinstrumentu razo$ana, pamata izmantojot amatnieku roku
darbu. Esot mikrouznémums, tas spgj nodrosinat savas produkcijas piegadi
visa pasauleé Uzpe@mums tirgo savu produkciju tikai internetveikala.
Uzpemuma eksportam ir izteikts Tpatsvars, jau Sobrid uznémums ir uzsacis
sadarbibu ar izplatitajiem Niderlande, Dienvidafrika, Vacija un veicam
sarunas ar iespgjamiem partneriem no Zviedrijas, Kinas un Japanas (Autine
projekti, 2019).

SI4 “MarMara Dolls™”

Pozitivais piemérs no MarMara Dolls, kas izgatavo paSdarinatas lelles,
kuras ir iesp&ams pasttit Facebook, Instagram un interneta vietné
www.etsy.com. Katra lelle ir unikala, un to gatavosSana tick iesaistitas
jaunas maminas (MarMara Dolls — beautiful..., 2019). Lielisks piemérs, ka
no valasprieka ir iespgjams izveidot veiksmigu biznesu, neveicot lielas
investicijas, bet apgistot jaunakas tehnologijas, sp&jot ar darbu nodro$inat
ne tikai sevi, bet arT vél diviem darbiniekiem. Produkcija, kas pirms tam
nebija konkurétspéjiga Latvijas tirgl, atrada savus patérétajus globalaja
pasaulé. Roku darinajums nevar biit 1&ts. Lellu vid&ja cenas svarstas ap 120
EUR.

Nemot vera, dazado MVU labo praksi e-komercijas nodrosinasana,
tika formul&ti galvenas “veiksmes atslégas”, kas vairums autores apskatito
uznémumu gadijuma nodro§inaja attistibu (skat.3.10.att.).

Valsts/
JENZIGLEN
atbalsta
sanemsana

Informacija par produktu
socialajos tiklos

Atra sazina Atra piegade

Integracija ar
online
maksasanas
sistemu

ES fondu

Individualiz&ts/ unikals produkts ] =
1zmantoSana

Vizualas
identitates
izstrade

e-veikals
Integracija ar kurjera sistemu dazadas
valodas

Avots: autores veidots attéls
3.10.att. “Veiksmes atslégas” e-komercijas nodroSinasana
uznéméjdarbibas attistiSanai

Ka galvenie nosacijumi veiksmigas e-komercijas nodro$inasanai biitu jamin
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Interneta veikala platformas izstrade, kas ir savienota ar online maksasanas
un kurjera sisttmam, kas nodroSinatu &rtu iepirkSanos un atru preces
sanemsSanu. Tapat noteikti uzn€mumiem biitu jadoma par Interneta veikala
vizualo identitati un ta izstradi dazadas valodas, lai nodro$inatu tirdzniecibu
arpus robezas. Vairums gadijumu uznéméjdarbibas attisttbu veicinajusi
valsts vai pasvaldibas atbalsta izmantoSana, ka ari ES fondu projektu
1stenoSana. Tapat, lai nodro$inatu tirgus dalas iekaroSanu, biitu jaattista tads
produkts, kas ir unikals sava joma, individualizéts. Tapat butu jaizveido
uznémum profili socialajos tiklos, kuros biitu janodroS$ina atra sazina.
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4. E-KOMERCIJAS ATTISTIBAS SCENARIJI MVU

SEKTORA
Nodalas saturs izklastits 19 lappuses, kuras ieklautas 6 tabulas un 19 ateeli.
Izvirzita téze Svarigakie faktori e-komercijas attistibai regionalo MVU
sektora ir socialie un tehnologiskie faktori.
Darba ceturtaja nodala tiek veikta analize pétfjuma gaita iegltajiem
datiem, kas dod iesp&ju izstradat iesp&jamos attistibas scenarijus MV U.

4.1. Faktoru ietekmes analize e-komercijas izmantoSana MVU sektora
Latvija: ekspertu aptaujas analize

Lai analizétu dazadu faktoru ietekmi uz e-komercijas izmantoSanu
Latvija, tika izstradata ekspertu aptauja. Aptaujas merkis bija analiz&t
dazadu faktoru un faktoru kopumu ietekmi uz e-komercijas izmantoSanu
Latvijas uznémumu komercdarbiba. Aptauja tika veikta 2019. gada marta.
Kopuma aptauja piedalijas 16 eksperti, kuri parstav IKT industriju,
razoSanas  uzp@mumus, nevalstiskds  organizacijas  saistitas  ar
uznéméjdarbibas attistibu, regionalo augstskolu macibspeki. Atlasitajiem
ekspertiem bija jaatbilst vismaz vienam sekojosiem kritérijiem:

—parstav  regionalos uznémumus, kuri izmanto dazadas IKT
tehnologijas;

—parstav regionalos razo$anas uznémumus;

—konsulté uznémejus par digitalo riku izmantoSanas iespgjam;

—nodros§ina apmacibu par IKT regionos.
Analizgjot ekspertu verte§jumus par dazadu faktoru grupu nozimigumu e-
komercijas attistiba Latvijas uznémumos (skat.4.1.att.), jasecina, ka
visnozimigakas, péc ekspertu domam, ir faktoru grupas “Tehnologiska
attistiba” un “Uznémgjdarbibas vide”. Viszemak eksperti noveértgja faktoru
grupu “Socialie faktori”, kas ietver darbinieku prasmes un zinasanas.

Socialie faktori I 3,13
Organizotoriskie faktori GGG 2 31

Faktori

Uzpéméjdarbibas vide I 2 31
Tehnologiska atffstiba G 225

0 0.5 1 1.5 2 2.5 3 3.5
Vetgjums 5 ballu skala

Avots: ekspertu aptauja, respondentu skaits — 16, petijuma periods:
2019. gada marts
4.1.att. Atbildes uz jautajumu “Lidzu saranzét ietekmes faktoru
grupas péc to nozimiguma (1-visnozimigakais), kas visvairak ietekme
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e-komercijas attistibu”
Ekspertu interviju rezultata spilgti iezim&jas noteiktu faktoru grupas,
kuram varétu but visnozimigaka loma uz digitalas vides un e-komercijas
attistibu.

Valsts atbalsts
Politiska vide Ekonomiska vide (nodokli, atbalsta
programmas)

Darbinieku
prasmes

Normativais

regulgjums

Avots: autores veidots attéls, balstoties uz ekspertu aptaujas
rezultatiem, respondentu skaits — 16, pétijuma periods: 2019. gada marts
4.2 att. AtbilZzu apkopojums uz jautajumu “Vai varat minét kadu
citu faktoru grupu, kas butiski varétu ietekmet e-komercijas attistibu
Latvijas uznpémumos?”

Eksperti atzina, ka e-komercijas attistiba Latvija licla nozime ir
normativajam regul&jumam, proti, cik tas ir stimulgjoss vai ierobezojoss.
Tapat ir svarigs valsts atbalsts, proti, vai e-komercijas attistiba ir noteikta ka
valstiska prioritate, ir pieejamas atbalsta programmas uzne€méjiem.
Nozimigs faktors ir uzn€mé&ju prasmes lietot e-komercijas risingjumus,
darbinieku digitala pratiba, ka ari uz modernam tehnologijam vérsta
uznémumu pieeja savu pienakumu veikSana.

Vertgjums 10 ballu skala

Ekonomiska situdcija valsti
Darbinieku izglitibas limenis
Esosa likumdosana
Telekomunikaciju infrastruktira

Vaditaju zinasanu limenis

Tetekmes faktori

Pozitivo pieméru trikums
Radoso ideju trakums
Specialistu trukums

0,00 1,00 2,00 3.00 4,00 5,00 6,00 7,00 8,00 9,00 10,00

Avots: autores veidots attéls, balstoties uz ekspertu aptaujas
rezultatiem, respondentu skaits — 16, petijuma periods: 2019. gada marts
4.3att. Atbildes uz jautajumu “Liidzu, novertejiet negativo faktoru
ietekmi uz e-komercijas izmanto$anu Latvijas uznémumos, kur 1
(vismazaka ietekme) un 9 (vislielaka ietekme), 10 (nav viedokla)
P&c ekspertu novertgjuma vislielaka negativa ietekme uz e-komercijas
attistibu atstaj tieSi specialistu, radoSo ideju trikums un vaditaju zinasanu
trikums, kas liedz uznéméjiem apzinaties digitalas vides priekSrocibas
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uznémejdarbibas attistiba.
4.2. Faktoru ietekmes analize e-komercijas izmanto$ana MVU sektora
Latvija: uznémeju aptaujas analize

Lai analizétu Latvijas uznéméju e-komercijas iesp&ju izmantosanu, tika
izstradata uzn€meju aptauja par e-komercijas attistibu veicinoSajiem
faktoriem. Aptaujas meérkis bija noskaidrot, kadi faktori ietekme e-
komercijas izmantosanu Latvijas uzn€mumos, t.sk. ka Sie faktori atSkiras
atkariga no ta, kura Latvijas regiona uznémums darbojas, ka arT atkariba no
e-komercijas izmantoSanas intensitates. Aptauja tika veikta no 2019. gada
septembra lidz 2019. gada novembrim. Kopuma aptauja piedalijas 77
uznémumi, kas parstav visus Latvijas regionus, ka ari dazadas
tautsaimniecibas nozares. Uzpe€mumi tika atlasiti no mazo un vidgjo
uznémumu sektora, kas razo preces vai pakalpojumus, kurus varétu izplatit,
izmantojot elektronisko komerciju.
Lai nodro$inatu aptaujas rezultatu reprezentativitati, tika izveidota
uznémumu izlase, kas varétu reprezentét generalo kopu — Latvijas
uzn@mumus kopuma. Lai to nodrosinatu, tika izvirziti §adi kriteriji:

1. Uznémuma darbibas veids-razoSana;

2. Uzpemuma nodarbinato darbinieku skaits (atbilsttba MVU

sektoram);
3. Uzn@muma registracijas vieta (regionalais griezums).

Lielaka dala (57%) no aptaujatiem uznémumiem dal&ji izmanto e-
komercijas iespgjas, ceturtdala uznémumu atzina, ka pilniba izmanto e-
komercijas iesp&jas. Savukart 14% uzn@mumu atzina, ka neizmanto e-
komerciju vispar.

Uznéméjiem, analizgjot faktorus, kas ietekmé e-komercijas attistibu, ka
nozimigaka faktoru grupa tika atziméta tehnologiju attisttba — puse no
aptaujatajiem uznémumiem So faktoru grupu atzimé&ja ka visnozimigako.
Vairaki uzpeméji ka nozimigu, ar1 izvirzija socialo faktoru (cilveku
prasmes) kopumu. Mazak svariga, péc uznémé&ju domam, ir normativa
regul&juma ietekme uz e-komercijas attistibu. Ka mazak svarigie faktori e-
komercijas attistiba, pec aptaujato uzpnémumu domam, ir Iideris no
nevalstiskdm organizacijam, paSvaldibu politika, ka arT nevalstisko
organizaciju aktivitates, Iideris paSvaldiba un Iideris valsti.

Analizgjot uzn€mumus, kas izmanto e-komerciju un uznémumus, kas
neizmanto e-komerciju paradas butiskas atSkiribas viedoklos par dazadu
faktoru ietekmi uz e-komercijas attistibu (skat 4.4.att.)
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Ekonomiskie faktori

Valsts politika

. _ 22
Tehnologiju attistiba
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Socialie faktori (cilveku 2.1
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Tetekmes faktori

o

®izmanto pilnibda ™ nemaz neizmanto

Vertejums 5 ballu skala

Avots: uznémumu aptauja, respondentu skaits — 77, petijuma periods:
2019. gada novembris — 2020. gada janvaris
4.4 att. Atbildes uz jautajumu “Liidzu saranZét ietekmes faktoru
grupas péc to nozimiguma (1-visnozimigakais), kas visvairak ietekmé
e-komercijas attistibu” — péc e-komercijas izmantoSanas pakapes

Lai var@tu vizuali parskatama veida izvertét dazadu faktoru ietekmi uz e-

komercijas attistibu Latvijas uznémumos, t.sk. analiz&jot dazadas faktoru

grupas, autore sagatavoja vizualo sakaribu cieSuma modeli (skat.4.10.att.).
attels

4.3. SVID analize e-komercijas izmantosanai MVU sektora Latvija

Lai noteiktu e-komercijas izmantoSanas stipras un vajas puses MVU
sektora Latvija, ka arT e-komercijas izmantoSanas iesp&as un
apdraudéjumus, autore, pamatojoties uz uznéméju veikto aptauju, 16
ekspertu ( dazadu nozaru uzpnéméju no dazadiem Latvijas novadiem,
augstskolu macibspeéku un nevalstisko organizaciju parstavju) veikto
aprauju, 4 ekspertu (IT uzne@mumu, kas strada ar e-komercijas pakalpojumu
un sisttmu izstradi) padzilinatam intervijam, sagatavoja SVID analizi
(skat.tab.4.1.)
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4.1.tabula
SVID analize e-komercijas izmantoSanai Latvijas MVU sektora

Stipras puses Vajas puses
e Labi attistita datu parraides e E-komerciju sava darbiba izmanto
infrastruktiira tikai neliela dala no Latvijas
e Labi attistita tehnologiju MVU
izmanto$ana kopuma e NepietiekoSa darbinieku
o Ir atseviski veiksmes stasti e- kompetence e-komercijas attistiba
komercijas izmantoSanai MVU e  Uznémumu vaditaju izpratnes un
sektora kompetences trikums
e Ir nodroSinati resursi uzneémumu e Latvija nav izstradata politika e-
darbinieku apmacibai komercijas izmantoSanas attistibai
uznémumos

e Nav finanSu un marketinga
programmu e-komercijas
izmantoSanas popularizacijai

e Nav lideru e-komercijas

popularizéSanai
Iespé€jas Draudi
e [zstradat e-komercijas attistibas e Birokratisko skerslu parvarésana
programmu MVU sektoram e [Ieviesanas administrativa
e Uznémgjdarbibas attistiba regionos kapacitate

e [espgjas piesaistit ES struktiirfondu | e Finans&juma piesaiste
un EK programmu Iidzfinans&jumu | e IT nozares specialistu trikums

e Eso$ajas apmacibas programmas Latvija
ieklaut e-komercijas apmacibu
kursu, uzn€mumu vaditaju un
darbinieku kompetences
paaugstinasanai

e Popularizgt e-komercijas veiksmes
stastus Latvija

e Sasniedzot kritisko masu, iesp&ja
efektivizet Latvijas uznémumu
savstarpgjo sadarbibu

e Pilnveidojot LR normativos aktus,
ir iesp&jams aktivizet e-komercijas
izmantoSanu MVU sektora

Nemot v&ra stipras un vajas puses e-komercijas izmantoSana MVU sektora
Latvija, paveras plaSas iesp&jas e-komercijas attistiba. Piem@ram, bitu
nepiecieSsams izstradat e-komercijas attistibas programmu MVU. Tapat
biitu nepiecieSams ieklaut apmacibu programmas tematiskas apmacibas par
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e-komercijas izmantoSanu uznémégjdarbibas veikSana. Tapat bitu
nepiecieSams popularizét veiksmes stastus e-komercijas izmantosana MVU
sektora, tadgjadi iedroSinot citus uzn€meéjus izmantot e-komercijas rikus.
Lidz ar $o iesp&ju istenoSanu tiktu veicinata:

e jaunu darbavietu izveide;

e uznemgjdarbibas procesu optimizacija;

e uzneémumu konkurgtsp&jas paaugstinasanas;
e uznemumu eksportspgjas attistiba;

e uzn@mgju aktivitates palielinasanas.

Tomér butu janem vera, ka e-komercijas attistiSana MVU sektora Latvija
varétu rasties draudi, kas saistas ar dazadiem birokratiskiem Skér§liem
uznémejiem e-komercijas izmantosana, IKT nozares specialistu trikums, ka
arT e-komercijas ievieSanas administrativa kapacitates nepictickamiba
uznémejiem un mazas iesp&jas finans€juma piesaistei.

4.4. AHP metodes izmantoSana e-komerciju ietekméjoso faktoru
analizeé

AHP metodes TstenoSana tika izmantoti ekspertu aptaujas dati. Aptauja
piedalijas septini eksperti. AtbilstoSi AHP metodes istenoSanas gaitai
vispirms autore izveido hierarhiju (skat.4.5.att.), kur 1.Itmeni ir definéts
galvenais mérkis, proti, e-komercijas attisttba MVU sektora. Talak,
veidojot hierarhiju, defin€ kriteriju grupas, kas buitu hierarhijas 2.ltmenis.
Saja gadijuma ir divas kritériju grupas: ar&jie e-komerciju ietekméjosie
faktori un ieksgjie e-komerciju ietekméjosie faktori.
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Avots: ekspertu aptauja, respondentu skaits — 7; pétijuma periods: 2019.
gada oktobris — 2020. gada maijs
4.5.att. Hierarhiju shéma e-komercijas attistibai MVU sektora

Savukart 4.hierarhijas lItmeni, kas ir p&d&jais hierarhijas limenis, ir e-
komercijas attistibas scenariji MVU sektora, kas ekspertiem ir janoverte,
izmantojot visus 10 kritérijus no abam kritériju grupam. Ka scenariji e-
komercijas attistisanai MVU sektora ir definéti:

1.Scenarijs.Valsts veido politiku un investé izglitibas pasakumos,
izglitojot uznemumu vaditajus un darbiniekus par e-komercijas iespéjam
un priekSrocibam, tehnologiju iespejam un digitalas transformacijas
nepiecieSamibu, ka rezultatd uzpémeji iegist zindsanas un prasmes
izmantot tehnologijas uznémejdarbibas attistiba, apzinds e-komercijas
prieksrocibas pakalpojumu un precu pardosand, darba ar esoSajiem un
potencialajiem klientiem, optimizéjot uznemumu ieksejos procesus.

2.Scenarijs.Valsts veido programmas un pilnveido politiku, lai attistitu
uznémumu ieksejas tehnologiskdas iespéjas, investéjot pieejamajas
tehnologijas un iekartas. Uznéméjiem r pieejams finanséjums veidot
digitalas transformdcijas projektus, bet joprojam nav izpratnes par td
nepiecieSamibu un lietderibu, jo pietriikst zinasanu par tehnologiju jégpilnu
izmantoSanu uzpémuma procesu
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3.Scenarijs.Valsts pilnveido politiku un investe valsts IKT
infrastruktara, veidojot PPP platformas e-komercijas attistibai. Valsts
attista infrastruktiru, uzlabo interneta kvalitati, veido e-komercijas
platformas sadarbiba ar uznéméjiem, bet MVU sektora uznpéméjiem,
Jjoprojam nav pietiekoSu zinasanu, par So tehnologisko iespéju izmantosanu
uzpéméjdarbiba.

Septinu ekspertu vert€§jumus apkopo, aprékinot katra vert€juma
aritmétisko vid€jo un izkliedi. Izkliedi grafikos parada, izmantojot
amplitiidu, t.i., ar minimalam un maksimalajam katra konkr&ta vert€juma
skaitliskajam vertibam. Pieméram, ieksgjo faktoru kriteriju grupu eksperti ir
vertejusi daudz augstak neka argjos faktorus. Tomeér par abam krit€riju
grupam ekspertu viedokli atskiras, ko parada saméra liela izkliede (sk.
4.6.att.).

1,00 1,00
0,80 oo 0,80
0,60 %% 0,60  ®mVid.aritm.
0,40 \§ 040 Max

’ 0,8 §\ ’ Min.
0,20 ‘§ \ 0,20
0,00 \\ : R\ 0,00

Arégjie faktori Ieksgjie faktori

Avots: ekspertu aptauja, respondentu skaits — 7; pétijuma periods:
2019. gada oktobris — 2020. gada maijs
4.6.att. e-komerecijas attistibas scenariju MVU sektora kritériju
grupu ekspertu vertéjums
Talak tiks paradits atsevisku krit€riju novertgjumus pa kritériju grupam.
Ka pirmie pieci kritériji tiks analiz&ti ar&jo faktoru grupas kritériji (skat.
4.7.att.).
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Avots: ekspertu aptauja, respondentu skaits — 7; pétijuma periods: 2019.
gada oktobris — 2020. gada maijs
4.7.att. Ekspertu vértéjums par aréjiem faktoriem e-komercijas
attisttbas MVU sektora konteksta

Vidgji visaugstak no argjiem faktoriem ir novertéts faktors “Izglitibas
iespejas”. Talak seko faktori “ES politika” un “Latvijas stratégija un
politika”. Viszemakais vidgjais vert€§jums péc ekspertu novert€jumiem ir
faktoram ‘“Pasvaldibas atbalsts”. Vislielaka vienpratiba par faktoru
nozimigumu bija par faktoru “PaSvaldibas atbalsts”, savukart visvairak
domas dalijas vertgjumos par faktoriem “Izglitibas iesp&jas” un “ES
politika”.
Vertgjot uzneémumu ieksgjos faktorus zimigi paradas uznémuma vaditdja
ietekme uz procesu inovaciju uznemuma( skat 4.8.att.)
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Avots: ekspertu aptauja, respondentu skaits — 7; pétijuma periods: 2019.
gada oktobris — 2020. gada maijs
4.8.att. Ekspertu vértéjums par iek§ejiem faktoriem e-komercijas
attistibas MVU sektora konteksta

Apvienojot ekspertu vert€jumus 3. piedavatajiem scenarijiem, ja uz tiem
iedarbojas argjie minétie faktori un ieksgjie faktori, veidojas kopaina par
scenarijiem, kas atstaj pozitivaku ietekmi uz e-komercijas attistibu Latvijas
MVU sektora (skat 4.9.att.).
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Avots: ekspertu aptauja, respondentu skaits — 7; pétijuma periods: 2019.
gada oktobris — 2020. gada maijs
4.9.att. e-komerecijas attistibas scenariju MVU sektora vertejums péc
kopéjiem faktoriem

Visaugstak tika novertets 1.scenarijs “Valsts veido politiku un investé
izglitibas pasakumos, izglitojot uznémumu vaditajus un darbiniekus
par e-komercijas iespéjam un priekS§rocibam, tehnologiju iespéjam un
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digitalas transformacijas nepiecieSamibu”. Lidzigi ir novertets ari
2.scenarijs “Valsts veido programmas un pilnveido politiku, lai attistitu
uznémumu iek$&jas tehnologiskas iesp&jas, invest€jot pieejamajas
tehnologijas un iekartas”. Stipri atpaliek 3.scenarijs “Valsts pilnveido
politiku un investé valsts IKT infrastruktiira, veidojot PPP platformas e-
komercijas attistibai”. Analiz&jot ekspertu vienpratibu, vislielaka viedoklu
dazadiba bija par 2.scenariju “Valsts veido programmas un pilnveido
politiku, lai attistitu uznémumu iek$&jas tehnologiskas iespgjas, investgjot
pieejamajas tehnologijas un iekartas”, savukart vismazaka viedoklu izkliede
bija par 3.scenariju ‘“Valsts pilnveido politiku un investe valsts IKT
infrastruktiira, veidojot PPP platformas e-komercijas attistibai”.

Kopuma var secinat, ka péc ekspertu domam biitu jaisteno 1. e-komercijas
attistibas scenarijs MVU sektora “Valsts veido politiku un investe izglitibas
pasakumos, izglitojot uzneémumu vaditajus un darbiniekus par e-komercijas
iespgjam un priek§rocibam, tehnologiju iespgjam un  digitalas
transformacijas nepiecieSamibu”, 1paSi pieverSot uzmanibu tadiem
faktoriem ka “Izglitibas iesp&jas”, “Vaditaja liderisms”, “Darbinieku
kompetence” un “Gataviba pienemt inovacijas”. Saméra Iidzigs ekspertu
novertgjumos ir ari 2. attistibas scenarijs “Valsts veido programmas un
pilnveido politiku, lai attistit uznémumu iek$g€jas tehnologiskas iespgjas,
investgjot pieejamajas tehnologijas un iekartas”.
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GALVENIE SECINAJUMI

. Miusdienas e-komercijas ir $adas galvenas iezimes: visuresamiba, globala
pieeja, mérktiecigums, satura pilniba, universalie standarti, mijiedarbiba,
pielagosana.

. Digitalas vides attistibas iespaida veidojas jauna ekosistéma, kas izmaina
biznesa attistibu tradicionala veida, dodot iespgju izsleégt vairakus
darbibas un aktivitasu posmus, paatrinot un padarot visu procesu daudz
efektivaku, cilvéku, finansu un laika resursu ekonomiskaku, geografiski
plasaku — globalu — un pieejamaku klientu, lietotaju pusei.

. Zinatniskaja literatira ka galvenas faktoru kopas, kas ietekmé& e-
komercijas attistibu, ir izceltas tehnologisko faktoru, organizatorisko
faktoru, socialo faktoru un ekonomisko faktoru kopas.

. E-komerciju tiesiskais regulgjums ES limen1 paradija, ka IKT nozares un
e-komercijas attistiba ir izvirzita vairakos ES attistibas planosanas
dokumentos. ES Tsteno kopgja digitala tirgus politiku, kas paredz skérslu
mazinasanu parrobezu uznémejdarbibai ES un piedava plasakas iespgjas
$adu uzneémejdarbibu veikt likumiga, dro$a un ekonomiski pieejama
veida.

. Nakamaja finanSu planoSanas perioda no 2021. gada lidz 2027. gadam
EK 1stenos politiku, kas versta digitalas vides attistisana, tadgjadi
sekmgjot e-komercijas attistibu dazados uznémgjdarbibas sektoros
sekmgjot uznémumu digitalo transformaciju.

. E-komercijas tiesiska regul&juma analize nacionalaja Iiment paradija, ka
Latvija tiek veikta mérktieciga darbiba. Nav identificéti normativo aktu
Skersli e-komercijas attistibai. IKT nozare tiek virzita par vienu no
prioritarajam jomam. Tomér arT nakotng bitu javeic sisteémisks darbs
nacionalo tiesibu aktu pielagosana tehnologiskajam progresam un
starptautiskajai labajai prakses.

Regionala reguléjuma analize paradija, ka vairakas pasvaldibas savos
planoSanas dokumentos un saistoSajos noteikumos ir uzsvéruSas IKT
nozares attistibu. Ipasi tas vérojams tais pasvaldibas, kuras ir izglitibas
iestades, kas specializgjas IKT specialistu gatavosana. Tapat pasvaldibas
mérktiecigi isteno e-parvaldibu, meklgjot labakus veidus, ka izmantot
IKT risinajumus, lai komunicgtu ar iedzivotajiem.

. Jaunakie DESI indeksa rezultati paradija, ka kopuma Latvija
digitalizacijas Iimenim ir nedaudz zem ES vidg&ja Itmena (18.vieta no 28
ES dalibvalstim). Izveértgjot Latvijas sniegumu no 2014. gada, Latvija ir
panakusi ieveérojamu progresu digitalo publisko pakalpojumu joma, ka
arT savienojamibas dimensija. ledzivotaju digitalo prasmju Iimenis ir
augstaks, neka digitalo tehnologiju izmanto$ana uznémumos, kas parada
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11.

12.

13.

14.

15.

16.

17.

18.

uznémeju nesp&ju vai nevéleSanos izmantot digitalas tehnologijas
biznesa attistibai.

Uznémumu statistikas datu analize paradija, ka e-komerciju vairak
izmantoto uznémumi ar lielaku darbinieku skaitu, kas nozimg, ka var
piesaistit specialistus ar zinaSanam un prasmeés e-komercija.

Autores veikta MVU aptauja pieradija, ka tiem uzp@mumiem, kas
izmanto interneta marketinga riku un e-komercijas iesp&jas, So riku
izmantoSana bitiski palielindja uzn@émumu apgrozijumu.

Apzinoties problémas biitibu ar darbinieku prasmes izmantot jaunakas
tehnologijas uznémuma darbibas attistibai, uznémgéji apliecinaja, ka ir
gatavi investeét savu darbinieku apmacibas, lai ieglitu nepiecieSamas
zinasanas un prasmes e-komercija.

Gandriz puse no aptaujato MVU atzina, ka galvenais faktors, lai
palielinatu savu eksportu, ir e-komercijas specialista esamiba, kas
organiz€tu pardosanas procesu.

Labas prakses analize e-komercijas izmantoSana paradija, ka svarigi
izstradat veikala platformu, kas ir savienota ar tieSsaistes maksasanas un
kurjera sisttmam, Interneta vietnes izveidi ar noteiktu vizualo identitati
dazadas valodas, uzp@mumu profilu izstrade socialajos tiklos,
individualizétu produktu izstrade.

Gan uznéméju, gan ekspertu aptaujas dati liecinaja, ka svarigaka faktoru
kopa e-komercijas attistibas nodros§inasana ir tehnologiskie faktoru kopa.
Nakama svarigaka faktoru kopa, péc uznéméju domam, ir socidlo
faktoru kopums. Kopuma uznémgji atzina, ka vissvarigakie faktori e-
komercijas attistiba ir vélme attistities (vidgjais novertejums 10 punktu
skala — 8.16), darbinicku zinaSanas (8.12), vaditaju atticksme (7.99),
tehnologiju attistiba pasaulé (7,96), ka ar vaditaju zinasanas (7.87) un
finansu resursu esamiba uznémuma (7.82).

Uznémgji, kas izmanto e-komercijas iesp€jas, noradija, ka viniem
svarigakie faktori ir: mobila tikla parklajums, darbinieku prasmes,
vaditaja attieksme, radosa atmosféra uznémuma, konkurentu aktivitates,
pozitivie veiksmes stasti, vélme attistities, darbinieku apmacibu iespgja,
lideris valsti, Iideris no nevalstiskajam organizacijam, tirgus tendences
pasaulg, tehnologiju attistiba pasaul€, darbinieku zinaSanas.

Uzpnémeji ir zinaSanas, prasmes un kompetences e-komercijas
izmantoSana, sniedz augstaku novertgjumu faktoriem, kas attiecas pie
faktoru grupam “Socialie faktori” (p., v€lme attistities, darbinieku
zinasanas, darbinieku apmacibas iespg&jas) un “Tehnologiju attistiba” (p.,
mobila tikla parklajums, tehnologiju attistiba pasaulg).

Regionalaja griezuma dati paradija, ka tie$i Kurzemes un Latgales
uznémeji pauda visatskirigakos novertgjumus par e-komerciju
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19.

20.

21.

22.

ietekmg&josiem faktoriem. Rigas un Zemgales uznéméju viedokli tik loti
neatskiras no kopgjiem Latvijas uznémé&u viedokliem par faktoru
nozimigumu e-komercijas attistiba. Tas var€tu biit skaidrojams ar to, ka
tieSi Kurzemé un Latgale ir saméra daudz uznémé&ju, kas nemaz
neizmanto e-komercijas iesp&jas.

Kurzemes uznéméji kopuma zemak novértgja $adu faktoru batiskumu e-
komercijas attistiba: darbinieku prasmes, konkurentu aktivitates, velme
attistities, darbinieku apmacibu iesp€ja, darbinieku zinasanas. Savukart
Vidzemes uznemgeji uzskata faktoru “Valsts atbalsts” par butiskaku neka
kopuma uznémumi Latvija.

SVID analize e-komercijas attistiSana MVU sektora paradija, ka kopuma
Latvija ir labs tehnologiskais nodro$inajums e-komercijas attistibai,
tomér uzpémumu vaditdjiem un darbiniekiem trikst zinaSanu un
prasmju, lai to Tstenotu.

Ka iesp&jas e-komercijas attistiSana var minét apmacibu organizéSanu
uzn@mumu vaditajiem un darbiniekiem, ka ar1 dazadu atbalsta
programmu veidosanu, labo prakses pieméru izplatiSanu un birokratisko
Skeér§lu mazinasanu, uzlabot regulgjumu.

Ka vadoso e-komercijas attistibas scenariju MVU sektora eksperti atzina
scenariju “Valsts veido politiku un investeé izglitibas pasakumos,
izglitojot uznémumu vaditajus un darbiniekus par e-komercijas iesp&jam
un priekSrocibam, tehnologiju iespgjam un digitalas transformacijas
nepiecie$amibu”. Istenojot $o attistibas scendriju, ir nepiecie$ams
pievérst uzmanibu tadiem faktoriem ka “Izglitibas iesp&jas”, “Vaditaja
liderisms”, “Darbinieku kompetence” un “Gataviba pienemt inovacijas”.

Problémas un to risinajumi

Pirma probléma

Latvijas mazo un vidgjo uzpémumu sektors nav pietiekoSi aktivs
izmantot jaunako tehnologiju piedavatos risinajumus pre¢u un
pakalpojumu populariz€Sanai un izplatiSanai. Tas padara Latvijas MVU
sektoru mazak konkur&tsp€jigus Eiropas un globalaja tirgh. Savukart
esoSie un potencialie patérétaji ir gatavi izmantot jaunakos tehnologiskos
risinajumus precu un pakalpojumu iegiiSanai, tap&c aktivi sadarbojas ar
globalajiem uzn@mumiem.

Risinajumi

- Ekonomikas ministrijai iniciét jaunaja 2021.-2027. gadu Eiropas
Savienibas finanSu instrumentu planosanas perioda “MVU digitalas
transformacijas attisttbas programmu”, kas nodroSinas MVU
sektoram Eiropas Savienibas fondu lidzfinansetus grantus digitalas
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transformacijas un e-komercijas risinajumu ievie$anai uzn€mumos,
kas efektivizétu precu un pakalpojumu pardosanu un eksportspgjas
attistibu, palielinot uzn@mumu konkurétspgju. Sis programmas
ietvara MVU varés pretendét uz ES Iidzfinansétajiem grantiem
uznémumu procesu digitalizacijai, tai skaita e-komercijas
risinajumu ievieSanas projektiem, kas biitiski uzlabotu uzn€mumu
darbibas efektivitati cilvekresursu, finanu un laika ekonomija. So
programmu jarealiz€ Valsts investiciju un attistibas agentiirai, kurai
jau ir pieredze $adu projektu realizacija, regionalajiem MVU
pieskirot prioritaru statusu.

Ekonomikas ministrijai sadarbiba ar Vides aizsardzibas un
regionalas attistibas ministriju un Regionalas planoSanas attistibas
padomém jarealizé informativas kampanas, popularizgjot
veiksmigakos e-komercijas risinajumus MVU sektora, paradot
veiksmes stastus Latvijas produktu un pakalpojumu eksporta
attistiba un darbiba globalaja digitalaja vide.

Regionalas planosanas attisttbas padomém sadarbiba ar
regionalajam augstskolam regulari rikot hakatonus regionalo MVU
attistibas jautajumu risinasanai, jaunu produktu attistibai un e-
komercijas  risinajumu  izmantoSanai uzp@émumu  darbibas
efektivitates paaugstinasanai, konkurétsp&jas un eksportsp€jas
attistibai.

Otra probléma.
Lai gan e-komercijas tiesiska regul€juma nacionalaja Iimeni Latvija tiek
veikta mérktieciga darbiba, lai mazinatu skérSus e-komercijas attistibai,
tomér ir vairakas jomas, kas neprecizé patérétaju tiesibu aizsardzibu un
komersantu tiesibas nodrosinot e-komercijas pakalpojumus. Eiropas
Savieniba nav izstradata vienota nodoklu politika e-komercijas joma, kas
it Ipasi MVU sektora uznémumus attur no digitalas vides izmantoSanas
biznesa attistibai.

Risinajumi

Ekonomikas ministrijas Patérétaju tiesibu aizsardzibas centram
izstradajot PTAC uzraudzibas darbibu normativos dokumentus
2021. gada, uzraugot paterétaju tiesibu ieveroSanas no precu
razotaju, precu pardevéju un pakalpojumu sniedzgju — komersantu
intereses, neierobezojot tos darbiba un neuzliekot papildus
administrativos  slogus, izpildot paterétaju tiesibas sanemt
kvalitativas preces un pakalpojumus.

Valsts ienémumu dienestam sagatavot skaidrojosu informativo
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materialu par komercialo darbibu digitalaja vide, nodoklu politiku
un precu un pakalpojumu apriti globala digitala tirgd, lai
uznémumi, kas vélas uzsakt darbibu e-komercijas joma, precizi
saprastu darbibas noteikumus un nodoklu politiku.

Tresa probléma
Lai gan Latvija ir labi attistita platjoslas komunikaciju infrastrukttra
interneta lietoSanai, joprojam ir apgabali, kur internets nav pieejams, vai
pieejams neapmierinosa kvalitate, lai to izmantotu biznesa attistibai.
Latvija joprojam nav atrisinata interneta piekluves “p&dgjas juidzes”
posmu attistiba. Tas ir nopietns trauceklis ne tikai e-komercijas
izmantosanai MVU sektoram, bet arT kopuma uznéméjdarbibas attistibas
traucgjosais faktors Latvijas regionalaja attistiba.

Risinajumi

Satiksmes ministrijai un Latvijas Radio un Televizijas centram
sadarbiba ar Regionalas planoSanas attistibas padomém un
konkrétam pasvaldibam péc iesp€jas atrak ir jauzsak Platjoslas tikla
ievieSanas projekts, liekot uzsvaru uz “pedejas judzes”
nodro§inaSanu vietds ar eso$o un potencialo uzn€méjdarbibu,
izveidot Platjoslas tikla ievieSanas projekta Koordinacijas padomi,
iesaistot Tirdzniecibas un ripniecibas kameru un Regionalas
planosanas attistibas padomes.

Regionalas planoSanas attisttbas padomém apzinat potencialas
uznémgéjdarbibas attistibas vietas savos regionos un piedalities
Platjoslas tikla ievieSanas projekta koordinacija nodroSinot
kvalitativu interneta pieslégumu potencialas uzné€meéjdarbibas
attistibas vietas.

Pasvaldibam ir jaiesaistds 1inici€ta Platjoslas paplaSinasanas
projekta realizacija, sadarbojoties ar telekomunikaciju operatoriem
praktisku  problému risinasana, saisttba ar zemes Tri
telekomunikacijas infrastruktiiras izvietoSanai un jarada risinajums
zemes T1paSnieku, telekomunikacijas operatoru un sabiedribas
intereSu vajadzibam.

Ceturta problema
Latvijas mazo un vidgjo uzpnémumu vaditdjiem un darbiniekiem
nepietiek zinaSanu e-komercijas un citu digitalo risindjumu izmantosanai
uznéméjdarbibas  attistibai, kas traucgé  attistities uzp@mumu
konkurétspgjai.

Risinajumi
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Izglitibas ministrijai sadarbiba ar Valsts izglitibas attistibas
agentirai  (VIAA) Eiropas  Sociala fonda projekta
Nr.8.4.1.0/16/1/001 ,,Nodarbinato personu profesionalas
kompetences pilnveide” ietvaros Iidz 2023.gada beigdm nodrosinat
pieauguso profesionalas talakizglitibas un profesionalas pilnveides
programmas, izsludinot uzpemSanu apmacibas programmam
vismaz 2 reizes gada, nodroSinot visas apmacibu formas, it Ipasi
attalinato apmacibu, kas dod iespgjas izglitoties regionalo
uzn@mumu vaditajiem un darbiniekiem.

Ekonomikas ministrijai sadarbiba ar Tirdzniecibas un Riipniecibas
Kameru, Latvijas Darba Devéju Konfederaciju un Nozaru Ekspertu
padomém rhpigi izskatit nepiecieSamo prasmju un kompetenéu
vajadzibas veidojot pasitiumu VIAA Eiropas Sociala fonda
projekta Nr.8.4.1.0/16/1/001 ,Nodarbinato personu profesionalas
kompetences pilnveide” apmacibu programmam uzpémumu
digitalas  transformacijas un e-komercijas  izmantoSanas
veicinasanai.

Ekonomikas ministrijai sadarbiba ar Tirdzniecibas un Riipniecibas
Kameru, Latvijas Darba Deveju Konfederaciju un Nozaru Ekspertu
padom&m rekomendét Latvijas izglitibas iestadém, kas nodrosina
jebkura Iimena ekonomikas un uznéméjdarbibas studijas un
apmacibu, ietvert apmacibu programmas studiju kursus par
Digitalo ekonomiku, E-komerciju un Digitalo marketingu.
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INTRODUCTION

Relevance of the present research. In the early 1990s, a new term
emerged throughout the world — electronic commerce. E-commerce, in a
broader sense — e-business — completely changed the traditions of business
operations and development, thereby giving opportunities to sell, buy,
supply and receive goods and services, provide information and support
remotely without the need for the business parties to meet, while ensuring
efficient supply and delivery as well as cash flow.

A question arises regarding whether any company is able to adapt to
the new conditions and get the benefits of the new ecosystem. When
something new emerges, the old, traditional and usual often disappear. The
electronic or digital environment changes the global community, the
interrelationships, the principles of economic development and the
economy itself.

Several research studies by foreign researchers have acknowledge
that e-commerce can make a positive effect on any kind of business.
Already in 2003, one of the founders of e-commerce research, Dave
Shaffey, defined the main benefits of the digital environment for business
development and identified the main e-commerce uses, stating that the
benefits of the digital environment make a significant contribution to
business competitiveness. Andrew Kucheriavy (2014) believes that without
a successful website, it is not possible to develop a business even at
regional level, let alone national and global.

A significant contribution to research on e-commerce development
and its effects on business has been made by researchers such as Andrew
Turban, W. Tapscot, Dave Shaffey, Kenneth Laudon, Carol Traver, Tanner
Larsson, and many other authors who have focused on the use of e-
commerce for business development and raising business efficiency.

The next period’s policy document Digital Transformation
Guidelines 2021-2027, which envisages various activities and objectives
regarding national digitalization is in the process of approval. In Latvia,
however, there is still a lack of in-depth research to justify the lines of
action included in the strategic policy documents.

In Latvia, there is also a lack of scientific literature in the Latvian
language on e-commerce development, the factors that affect it, analyses of
the current situation and specific recommendations for enterprises on the
use of the digital environment.

The present research is based on a hypothesis that there are several
factors that positively influence the use of e-commerce and, by analysing
them, it is possible to identify the most important factors that would
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contribute to the growth and efficiency of business in the regions in the
SME sector.

The research object is electronic commerce, while the research
subject is factors in the use of e-commerce by the SME sector in the
regions of Latvia.

The research aim, which results from the hypothesis, is to identify
the factors that make the largest impacts on the use of e-commerce by the
regional SME sector in Latvia in order to positively affect the development
of regional business.

To achieve the aim, the following specific research tasks were set:

1. To examine the scientific and theoretical framework for e-commerce
and to determine the principles of e-commerce and its impacts on
business;

2. To summarize the legal framework for e-commerce, analysing the
obstacles to the development of e-commerce, and develop proposals
for the improvement;

3. To analyse the situation in the use of e-commerce by the SME sector
in Latvia and Europe and determine the main factors that make
positive effects on the use of e-commerce for business development;

4. To design scenarios for the development of SMEs based on the
factors in the development of e-commerce, as well as develop
recommendations for fostering the use of e-commerce by the SME
sector in Latvia.

EU legal and strategic policy documents, laws and strategic policy
documents of the Republic of Latvia, regulations of the Cabinet of Ministers,
data published by the CSB, the Ministry of Economics (MoE) and the
Ministry of Environmental Protection and Regional Development
(MEPRD), research data from projects implemented under the national
research programmes INTERFRAME-LV and reCOVery.LV, research
results published by national and foreign scientists on the topic of the
dissertation and relevant theoretical and analytical literature and other
sources of information indicated in the list of references were used to
perform the research tasks.

To achieve the research aim, the doctoral thesis is structured in four
chapters with subchapters. The length of the doctoral thesis for acquiring a
Doctoral degree in Economics and Business (Ph.D.) is 146 pages. The
doctoral thesis includes 10 tables, 59 figures and 9 annexes and used 204
bibliographic and information sources, incl.168 in English.

Research methods used
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The following research methods were employed to achieve the
research aim and perform the specific research tasks:

e the monographic and descriptive methods were used to
make a theoretical discussion and interpret the research
results based on scientific findings and theories on e-
commerce;

e the analysis and synthesis methods were employed to
examine the elements of the problem and identify
connections among them;

e the induction method was applied to identify causal
associations and make scientific assumptions based on
individual facts or elements;

o the deduction method was used to systematize and use
empirical data;

e correlation analysis was employed to process and analyse
data of a survey of national businesspersons on the use of e-
commerce and factors that foster the use of e-commerce in
business;

e statistical analysis was used to analyse EU and national
statistical data on the use of the digital environment;

e expert interviewing was used to identify the factors
influencing the use of e-commerce and design scenarios for
the successful development of SMEs;

e SWOT analysis was employed to analyse the SME sector of
Latvia;

e the Analytical Hierarchy Process (AHP) was employed to
identify the factors that make the largest positive impacts on
the development of e-commerce and design potential
scenarios.

Novelties of the research

1. The legal framework that governs the use of e-commerce in business
was analysed;

2. Factors influencing the development of e-commerce in SMEs in the
regions of Latvia were identified and analysed;

3. Scenarios for e-commerce development were designed based on the
identified factors promoting e-commerce and their impacts on
business;

4. Recommendations for the national and local governments and non-
governmental organizations on measures promoting the use of e-
commerce, which would make positive impacts on the economic
development of the regional SME sector, were developed.
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Scientific significance of the research

1. A set of factors influencing the development of the digital
environment and e-commerce in Latvia was identified;

2. Factors influencing the use of e-commerce and their impacts on
business were assessed.

Economic significance of the research

The research results of the doctoral thesis could be used by the MoE
in designing action plans for the development of the national economy and
the promotion of exports, as well as by the administrations of planning
regions to draw up regional development plans. The research results are
important for small and medium enterprises themselves, which could use the
recommendations and the scenarios for further development of their business
and exports. In addition, the research results could be used by universities
for designing their study programmes and by enterprises involved in the
development of human resources for the labour market.

Theses to be defended

1. E-commerce can significantly contribute to a company’s growth by
making it more efficient in terms of finances, time and human
resources.

2. The relevant legal framework for the development of e-commerce is
available in Latvia.

3. Infrastructure for the development of e-commerce in the regional SME
sector is available in Latvia.

4. The most important factors in the development of e-commerce in the
regional SME sector are social and technological ones.

Research limitations

Latvia was researched as one region according to the NUTS second
level classification of regions, while the use of e-commerce by enterprises
was analysed using data on the regions and municipalities of Latvia. The
research subject is SMEs, as they make up 98% of the total enterprises
actively operating in Latvia.

Data availability. Data from the CSB, the MEPRD, the Register of
Enterprises and the Ministry of Transport (MoT) and the data aggregated
during the projects the implemented under the NRP INTERFRAME-LV and
reCOVery.LV for the period from 2009 to 2021 were used to describe the
economic situations and e-commerce use in the regions of Latvia. The
present research did not analyse the internal processes of enterprises and the
changes therein caused by e-commerce and e-business.

Research period

The research period is from 2013 to 2021.

75



The doctoral thesis was produced by the author within the project
Challenges for the Latvian State and Society and the Solutions in
International Context under the national research programme Latvian
Heritage and Future Challenges for the Sustainability of the State
(INTERFRAME-LV) and within the national research programme Towards
the Post-pandemic Recovery: Economic, Political and Legal Frameworks for
Preservation of Latvia’s Growth Potential and Increasing Competitiveness
(reCOVery-LV), section Towards the Post-pandemic Recovery: E-
commerce Development and Paper Document Flow Reduction, as well as
within project No. 8.2.2.0/18/A/021 Professional Development of the
Academic Staff of Liepaja University in the Fields of Strategic
Specialization:  Natural Sciences, Mathematics and Information
Technologies, Art, Social Sciences, Commercial Sciences and Law.

1. THE NATURE AND ROLE OF E-COMMERCE IN
THE DEVELOPMENT OF THE NEW ECONOMY::

AN ANALYSIS OF THE THEORETICAL ASPECTS

The chapter is 13 pages in length and includes 1 table and 5 figures.

The thesis put forward: e-commerce can significantly contribute to a

company’s growth by making it more efficient in terms of finances, time and
human resources.

Chapter 1 identifies the factors influencing the development of e-
commerce, analyses the opinions of various authors on e-commerce tools
and methods for making impacts on business and examines opportunities
given by the new economic environment and prospects for development.

1.1. The development of the digital environment and the
emergence of e-commerce

In the early 1990s, the world was familiarized with the World Wide
Web (WWW) — a global system of hyperlinked documents that can be
accessed via the Internet through a variety of browsers. This enabled the
development of a wide variety of electronic media — web pages that can
contain textual, graphic, audio and video information —, providing access to
the widest audience (Howe, 2012). In 1999, the development of e-commerce
entered a new phase, beginning to offer goods and services to other
commercial businesses (B2B), not just individuals, as it was before (B2C)
(Chaffey, 2019). After 2001, e-government, c-commerce (collaboration
commerce), e-education, m-education (mobile commerce using the
GSM/GPRS technology network) and many other forms of e-commerce
began to develop rapidly (Tapscot, Williams, 2008). Actually every field has
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found its own niche in the digital world. This period is considered by several
researchers, including E. Turban, D. King and J. Lang (Turban et al., 2011),
especially in the USA, to be the first generation of e-commerce, as trade,
service provision, optimization of internal business processes and inter-firm
cooperation and exchange of information in the electronic environment
expanded. Several areas of e-commerce, which could be divided into several
groups, emerged and developed during this period.
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Source: Retail e-commerce sales..., 2020
Fig.1.1. B2C retail transaction growth in the global market

To understand the potential for e-commerce, it is necessary to analyse
the number of Internet users in the world. At the beginning of 2019,
according to the Global Digital 2020 report, there were 7.6 billion people in
the world, and the number of Internet users was 4.3 billion, or 57% of the
total population of the world. The world’s population is growing at a rate of
1.1% a year, while the number of Internet users is growing by 9.1% a year
(Global Digital, 2020). This indicates that the number of potential e-
commerce consumers shopping in the digital environment is constantly
increasing.

1.2. The concepts of e-commerce and e-business. The kinds of e-
commerce and the applications
A new sphere has emerged over the last 25 years. The business
environment has shifted from simple sales of goods and services, incl.
financial, to a more complex process called e-business (Epstein, 2008). To
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promote the development and implementation of e-commerce, especially in
the sector of small and medium enterprises, which represent the majority, the
WTO stated in 2013: e-commerce transactions can be between businesses,
households, individuals, governments and other public or private
organizations. The transactions include orders made via the web, extranet or
electronic data interchange, usually excluding the orders sent by telephone,
fax or manually printed e-mails (e-Commerce in Developing..., 2013). With
the development of e-commerce and its ever-expanding functions, the term
e-business has emerged, which is defined by Laudon (2004) as “the
transformation of key business processes by using Internet technologies”.

In 2003, when developing the Conception of Electronic Commerce,
the Ministry of Economics of the Republic of Latvia defined e-commerce in
the narrowest sense “... is the sale of goods and services via electronic
networks” (MoE, 2003), which by its very nature is consistent with all the
above definitions of e-commerce, yet significantly reduces its scope. In this
regard, everything related to the legal framework for e-commerce in Latvia
is considered in its narrowest sense. Besides, the introduction of e-business
does not mean the simple electronicization and transfer of current processes
to technologies and the digital environment, but their enhancement,
improvement and simplification, eliminating unnecessary steps in business
processes. E-business also involves the management of internal processes of
enterprises by using ICT (Janice, 2004).

In their recent research papers, Laudon and Travers (2016) have
identified seven key advantages of e-commerce that make a significant
contribution to the fast development of e-commerce and its entry into
actually all areas of the economy and public administration and
communication:

1. Ubiquity — Internet and web technologies are available
anywhere on Earth, including space, both at work and at home,
in public places, and they are used in a variety of electronic
devices, from computers to [-watches.

2. Global reach — technologies provide access to a wide range of
information and services, regardless of national borders, national
and religious differences.

3. Universal standards — the Internet provides fully unified data
transmission and other technological standards that operate
worldwide and are accessible to everyone.

4. Richness — the content is supplied using the widest range of
technologies: textual information, images, photos, audio and
video files, voice and video transmission.
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5. Interactivity — technologies operate in partnership with users,
providing reciprocal links.

6. Information density — technologies make it possible to
significantly reduce the cost of information development and
acquisition and improve quality by ensuring that short, specific
information is received in a short period of time.

7. Personalization/customisation — technologies make it possible
to personalize information and messages by sending them to the
masses and individual users.

The author herself adds another significant advantage of e-

commerce:

8. Targeting — a possibility to reach the intended target audience
very precisely in a global market.

E-commerce could also be classified according to the interaction
between market actors, focusing on which target group interacts with
another group (Rosen, 2008).

In the very beginning, there were five main kinds of e-commerce,
depending on the actors involved, yet over time new kinds of e-commerce
continue emerging, which results from an interaction of market actors,
technologies and various e-commerce media (Table 1.1).

Table 1.1
Kinds of e-commerce, depending on the actors involved
Recipient > Government | Business Consumer (C)
(G) (B)
Supplier
Government G2G G2B G2C
(G)
Business (B) B2G B2B B2C
Consumer (C) C2G C2B cac

Source: author’s own compilation based on Turbon, 2011

In her doctoral thesis, the author lists 16 different modifications of e-
commerce and emphasizes that with technological progress, new
modifications of e-commerce are emerging, which allow companies,
individuals and public organizations to communicate more effectively with
each other and supply goods and services to their target audiences.
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1.3. The theoretical framework for key factors affecting the new
digital economy

A number of scientists involved in the development of and research
on the digital environment have put forward a theory on the emergence of
Wikinomics. D. Tapscott and A. Williams (2006) are among the most
prominent scientists researching the processes of Wikinomics who predicted
that the public would be involved in the creation of information and would
be ready to share it. By optimizing a company’s internal processes and
cooperation with external partners, logistics chains and communication with
current or potential customers, it is possible to save internal financial and
human resources, which makes indirect financial savings and gives an
opportunity to supply goods to a wider range of customers at a cheaper price
without incurring losses (Shalhoub, Quasimi, 2006).

A new business environment (ecosystem) has emerged and continues
to develop slightly differently across various countries, yet its development
is shaped by the existence and degree of development of the following main
prerequisites:

e access to the Internet and telecommunications for the
general public,

e dematerialization of values. With the emergence of an
information and knowledge society, the pattern of social
mutual relations radically changes,

e skilled human resources. Without skilled individuals as
labour resources, the introduction and development of new
technologies is completely unthinkable and impossible,

e Globalization. By means of the Internet and new
technologies, services and goods could be sold in the global
market to any potential buyer and user.

The new economic ecosystem changes the nature of the market
economy, thereby creating a number of advantages that make enterprises
more competitive and efficient, among which increasing profitability and
efficiency are the most significant from the economic perspective. All the
other advantages of the new business environment combine and lead to the
main advantage of e-commerce that determines why e-commerce expands
and functions — an increase in profit.

1.4. Factors in e-commerce development
The first use of the word “factor” was recorded in the 17" century
(Merriam-Webster Dictionary, 2019), and the word has several explanations:
- an influencing force, a reason, a phenomenon, a condition for
process development, a cause (Database of academic terms, 2020);
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- a significant, necessary circumstance, a condition that affects,
determines a process or phenomenon (Letonika, 2020);

- the Cambridge Dictionary (Cambridge, 2020) explains that a factor
is a fact or situation that affects something.

After analysing the definitions and applications of the term factor, the
author has concluded that a factor is an essential condition for the
development of a process that affects the development or degradation of a
thing or field.

Based on an analysis of the development of the Internet in Europe
and the Baltic States in her first research study (Pless, Gudele, 2007), the
author determined that the key factors influencing the development of the
digital environment as well as the Internet and services based on it are as
follows:

Technological factor,

Prosperity factor,

Education level factor,
4. Public policy factor.

In their research, several authors have compared the development of
e-commerce and the digital environment between developed and developing
countries (e.g. Choshin and Ghaffari, 2017; Sebora et al., 2009) and refer to
the above-mentioned factors, although they emphasize that their effects and
sequence change in significance. Sridhar and Sridhar (2006) propose to
identify the development level of e-commerce in the most developed
countries according to the development level of telecommunications
infrastructure, making a classification of it into several levels, which allows
to determine the degree of development of the factor itself, e.g. the number
of people using the Internet, the quality of Internet services, the speed of
data transmission, including data security aspects, the relevant legal
framework, payment methods on the Internet, cultural characteristics and
user behaviour. Kalinic (2016), analysing the factors influencing e-
commerce in Serbia where historically technology and the economy
developed similarly to those in Latvia, also emphasizes the influence of the
same four main factors on the development of e-commerce, and the situation
was largely similar from the perspectives of both users and enterprises. In
addition to the above-mentioned factors, Wang and Liu (2015) mention
another important factor — the cultural factor — which significantly
influences both the development of the digital environment itself and the use
of this environment from the perspective of its users. Wang and Liu (2015)
propose to analyse a total of 12 factors influencing the development of the
digital environment and e-commerce, adding a group of social factors to the
above-mentioned ones. In any country, one or the other factor is more or less

W N —
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significant. After analysing research papers by several researchers, the
author suggests her vision of the factors that influence the use of e-
commerce by the public and enterprises (Figure 1.2). A further analysis of
the factors is made in Chapters 3 and 4.

Source: author’s construction
Fig.1.2. Groups of factors influencing the development of e-
commerce

The author suggests four groups of the main influencing factors,
which consist of several sub-factors. By assigning a certain weight to each
factor, it is possible to identify the level of development of the digital
environment not only in the country but also in a particular region or
municipality, which is important for business development outside large
business centres such as Riga city in Latvia.

Historically, the group of technological factors is the most important
because without them the development of the digital environment is not
possible at all. The next most important group of factors influencing the
development of the digital environment and the development of e-commerce
is economic factors. The group of organizational factors is important for
the development of the digital environment and e-commerce. This group
includes public policies that could make a positive or negative impact on the
development of the digital environment and e-commerce. The group of
social factors determines how and to what extent members of society can
use the advantages of the digital environment and e-commerce.



2. THE LEGAL FRAMEWORK FOR E-COMMERCE

SERVICES AND TOOLS AND THE
IMPLEMENTATION THEREOF

The chapter is 21 pages in length and includes 1 table and 2 figures.
The thesis put forward: the relevant legal framework for the development of
e-commerce is available in Latvia.

Chapter 2 analyses the main legal acts that govern the use of the digital
environment and influence the development of e-commerce. The chapter
identifies the problematic aspects that affect the development and use of e-
commerce in Latvia and suggests solutions to improving the situation.

The legal acts governing the electronic environment could be
classified into various groups:

1.

Legal acts — legal provisions issued by public authorities
(constitution, constitutional laws, laws, codes, regulations of the
Cabinet of Ministers, binding regulations of local governments);
Views on the electronic environment — they are not legal
documents, but sources from which it is possible to obtain
information necessary for learning about the electronic
environment, its culture, traditions and basic principles of
operation;

Guidelines, recommendations and proposals developed by
various international organizations — such documents set out the
principles that countries can apply on a voluntary basis in the
process of lawmaking. They include descriptions of various
national laws, problem assessments and solutions to the
problems. The key international guidelines are, for example, the
guidelines on information system security as well as the
recommendations on cryptographic policy issued by the United
Nations (UN) and the Organization for Economic Cooperation
and Development (OECD) and the guidelines on e-commerce
issued by the United Nations Commission on International Trade
Law.

Industry standards are even more subordinate than principles and
guidelines are, yet there are cases where legal acts are based on a
particular standard (Smite et al., 2005).

The set of territorial development and policy documents, based on
which the legal framework is developed, is also important.
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= National position
Sustainable
L. development strategy
Bmdmg of a municipality
regulations of Development
local Local level program of a
governments municipality

Source: author’s construction, 2018
Fig.2.1. Hierarchy of the legal framework for e-commerce

The author summarized all the legal documents that govern the
development and use of the digital environment and created a hierarchy
showing the way higher-level legal documents influence lower-level legal
documents.

2.1. The international legal framework for e-commerce

The international legal framework governing the ICT industry is
based on the general principles set out in the UN Universal Declaration of
Human Rights, adopted by the UN General Assembly on 10 December
1948, which sets out 7 key principles that are also respected in the digital
environment. Since Latvia joined the EU, the development of the ICT
industry and e-commerce has been specified in several EU development
policy documents:

e Europe 2027. A strategy for smart, sustainable and inclusive
growth (European Commission, 2021a);

e The Digital Agenda for Europe (European Commission,
2021b);

e The Digital Europe Programme (DIGITAL) - Driving
European Growth Digitally (European Commission, 2021);

e  Shaping Europe’s digital future. Harnessing ICT to promote
smart, sustainable and innovative Government (European
Commission, 2021a);
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e The Ministerial Declaration on eGovernment) (Tallinn
Declaration, 2017);

e The Entrepreneurship 2020 Action Plan (European
Parliament, 2019);

e A joint statement by the European Commission and the
High Representative of the Union for Foreign Affairs and
Security Policy “Cybersecurity Strategy of the European
Union: An Open, Safe and Secure Cyberspace” (European
Commission, 2019);

e The European Strategy for a Better Internet for Children
(European Commission, 2012a).

The EC has set a goal to create a single digital market where the free
movement of goods, people, services and capital is guaranteed and where
individuals and enterprises, regardless of their nationality or place of
residence or headquarters, have unhindered and fair access to goods and
services online. The single digital market should encourage the foundation
of new enterprises and allow current enterprises to develop and innovate in a
market of more than 500 million people. The creation of a single digital
market should also allow Europe to maintain its leading position in the
global digital economy (European Commission, 2017b). These are the
policy goals set for the EU programming period from 2014 to 2020, which
are also incorporated in the strategic documents for the next programming
period (2021-2027) on digital transformation. In accordance with the
mentioned pillars, the EC developed a roadmap with 16 key lines of action
launched at the end of 2016 (European Commission, 2015a). Figure 2.2
shows the most recent initiatives to create a single digital market in recent
years.

Om 15.06.2017 the EU InNday 2018 a set of EUT rules From 2020, EU Member States
abolizhed mobile roaming on data protection and privacy coordinate the use of the high-
charges came into force guality 700 MHz band
NMobile Digital online . ; o High-quality o
roaming Comtent Data protection Cybersecurity band E-government
From 2018, mdividuals In May 2018, a law on From 2020, EU Member
traveling m the EU may general cybersecurity came States implement an e-
use digital content online into force govemment action plan

Source: European Commission, 2017e
Fig.2.2. Roadmap for the single digital market
A special mention should be made of Directive 2006/123/EC of the
European Parliament and of the Council on services in the internal market.
The purpose of the directive is to make it possible for any economic operator
in an EU Member State to start providing certain services in other EU
Member States in a simple and convenient way. In Latvia, the portal
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www.latvija.lv serves as the single electronic contact point for economic
operators and residents. At present in Latvia, there are more than 400
services provided by various national institutions and local governments,
which are governed by the directive (SRDA, 2019).

The EC and EU institutions understand the importance, impacts and
role of the digital environment in relation to the public administration sector,
which was emphasized until 2013, with confidence that the business sector
is going to develop on its own. In 2020, the Entrepreneurship 2027 Action
Plan (European Parliament, 2020) was adopted, and the EU began to pay
close attention to business development activities taking advantage of the
digital environment to strengthen the competitiveness and export capacity of
European businesses in the global market, thereby developing national
economies.

2.2. The national legal framework for e-commerce

The ICT industry is referred to as one of the export sectors of Latvia
in the Guidelines on Promoting the Export of Goods and Services and
Attracting Foreign Investment for 2013-2019 (approved on 17 June 2013 by
Cabinet Order No. 249) (MoE, 2013a). A number of legal documents of the
Republic of Latvia, following the strategic goals set by the EU, support and
promote the development of the ICT industry, including any kind and
modification of e-commerce in Latvia. The author created a summary table
to identify the influence of the legal documents of the Republic of Latvia on
the digital environment and e-commerce, including their development.
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Table 2.1
Influence of the current legal acts on e-commerce development
and paper document flow reduction

Legal Legal document Influence on | Influence
act e-commerce on paper
level development | document
flow
reduction
Sustainable Development Strategy of Latvia Positive Positive
for 2030
National Development Plan of Latvia for Positive Positive
2021-2027 (NDP 2027)
g Digital Transformation Guidelines 2021-2027 | Positive Positive
g_ Guidelines on the National Industrial Policy Positive Positive
S | for 2021-2027
% Education Development Guidelines for 2021- | Positive Positive
8 2027 "Future skills for the society of the
> future"
§ National Reform Programme of Latvia for the | Positive Positive
+ | Implementation of the EU 2020 Strategy
S | Guidelines on Information Society Positive Positive
8 Development for 2014-2020
® | Guidelines on Science, Technology
S, | Development, and Innovation for 2014-2020
3 | Inclusive Employment Guidelines for 2015- Neutral Positive
2020
Guidelines on Promoting the Export of Goods | Positive Positive
and Services and Attracting Foreign
Investment for 2013-2019
Conception of the Development of Next Positive Positive
Generation Broadband Electronic
«» | Communications Networks for 2020-2027
S | Conception “Organizational Model for Neutral Positive
‘B | National Information and Communication
§ Technology Management”
8 Conception of Improving the Public Service Neutral Positive
System
Conception of Developing a Single Geospatial | Neutral Positive

Information Portal
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Legal | Legal document Influence on | Influence
act e-commerce | on paper
level development | document
flow
reduction
Law on State Information Systems Neutral Positive
Electronic Documents Law (EDL) Positive Positive
g Law on Information Society Services Positive Positive
3 Personal Data Processing Law Neutral Neutral
Law on Taxes and Fees Positive Positive
Law on Legal Force of Documents Positive Positive
Cabinet Regulation No. 558 of 4 September | Neutral Positive
2018 Procedure for Development and
" Layout of Documents
E Cabinet Regulation No. 473 of 28 June Positive Positive
2 2005 Procedures for Development, Layout,
s Storage and Circulation of Electronic
4 Documents in National and Local
= Government Institutions and Procedures for
._% the Circulation of Electronic Documents
8 between National and Local Government
© Institutions or Between the Institutions and
:c-_ Natural and Legal Persons
° Cabinet Regulation No. 611 of 25 Neutral Positive
5 September 2018 Procedures for Institutions
B to Post Information on the Internet
g Cabinet Regulation No. 117 Regulations Positive Positive
[
[a

regarding the Kind of Evaluation of
Electronic Documents, the Procedure for
Preservation and Transfer to the National
Archive for Storage
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There are also a number of other specific legal acts that govern
various aspects of the implementation of e-commerce, such as the Law on
Accounting, the Law on Value Added Tax”, the Commercial Law, the Law
on Archives, and Cabinet Regulation No. 117 Regulations regarding the
Kind of Evaluation of Electronic Documents, the Procedure for Preservation
and Transfer to the National Archive for Storage.

2.3. The regional and municipal legal framework for e-commerce

The most active local governments in the field of ICT development
were analysed to identify their influence on the development of regulations
that govern the development of the digital environment at the level of local
communities. The local governments were selected taking into account the
prioritization of the ICT industry in their policy documents, as well as the
range of tools developed for the ICT industry that are based on their policy
documents.

The municipalities that have been leaders in the national e-index for
the last 3 years were selected for the analysis. The e-index represents an
assessment of the maturity of the digital environment in public
administration institutions and local governments and of the provision of
their services. The e-index provides a fact-based assessment of how actively
and properly national institutions and municipalities use modern information
and communication technologies and practices to improve the quality and
accessibility of their services provided to citizens and enterprises, as well as
their efficiency and environmental friendliness (www.mana.latvija.lv/e-
indekss). Among such municipalities are the largest cities of Latvia - Riga,
Liepaja and Ventspils. These municipalities focus on using ICT in their
activity. Each of the municipalities deals with it differently, yet the decisive
factor is that the all-level development plans of the municipalities specify
mechanisms for supporting the development of the digital environment and
smart technologies, which promote and initiate the development of
enterprises using the latest technologies. At the municipal level, it is also
possible to positively influence the development of enterprises through e-
commerce, even by popularizing the positive examples — already successful
enterprises —, initiating special municipal grants or other support mechanisms
to use the latest technologies and increase business efficiency.

2.4. Threats and risks to the digital environment from the legal
framework perspective

In the world, there is a growing global trend to systematically link
both public administrations and enterprises with the processing, transmission
and storage of electronic information. This means that the smooth and
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efficient operation of an enterprise significantly depends on the stability,
quality and reliability of the IT solutions used. The electronic environment,
in legal language, is often referred to as cyberspace. According to Gartzke
(2013), this popular term is exactly consistent with the term digital world.
Specialists around the world are concerned about the unrestricted distribution
of harmful and illegal content on the Internet and the consequences that this
environment could make on society. As the Internet has no geographical
boundaries, measures taken in only one country to control illegal activities
are ineffective. The Internet is an integral part of today’s international
communications, even though the Internet contains a large amount of illegal
content. The transmission of criminal information and the establishment of
criminal contacts between international crime syndicates occurs via the
Internet (Cyber Security Strategy of Latvia, 2013). This could be a serious
threat to business; therefore, the author examines the influence of legal
documents on the digital environment from the perspective of digital
security. The most characteristic feature of cybercrime is its latency. It is
believed that only 10-15% of all crimes committed in cyberspace are
reported to law enforcement institutions. This is due to the fact that the
organizations involved do not want to lose their reputation and fear that
similar crimes could be repeated (Kipane un Vilks, 2017).
Researchers believe that the nature of and changes in cybercrimes in
the country depends on several aspects:
e the level of economic development of the country;
o the cyber culture of information technology users;
e according to research studies, about 45% of Internet users
are under the age of 25 (Study “Modern Technologies...,
2017). Therefore, more attention needs to be paid to the
actions of young people in the cyber environment;
o the offender’s ability to develop his/her skills, the nature and
technique of the illegal activity;
e the victimological aspect, i.e. the way the offender selects
the victim (Kipane and Vilks, 2017).
The author fully agrees with Kello (2013) who calls cyberspace the
first real “mass media”, as it allows everyone to share their thoughts with a
few simple devices and get new information for the realization of ideas. One
of the largest problems that needs to be clearly defined in relation to the
digital environment is censorship, as the plethora of information on the
Internet could also be harmful and should be controlled and governed
legally.
The financial sector, which is the largest user of digital technologies
and a major driver of the digitalization of the economy and society, also
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experiences significant synergies from the EC Digital Single Market Strategy
(European Commission, 2017d).

Since 2010 in Latvia, heated discussions have been between the
national government and professional non-governmental organizations on the
improvement of the digital space and promoting the security of information
technology (IT) in Latvia. In 2011, an institution for the prevention of
information technology security incidents was established — CERT.LV —,
which is an organizational unit of the Institute of Mathematics and
Informatics of the University of Latvia, and it is subordinated to the Ministry
of Defense of the Republic of Latvia and operated in accordance with the IT
Security Law. However, the issue of establishing a cyber police is still
relevant, which would not only ensure the investigation of various incidents
but would also make a positive influence on public confidence in e-
commerce transactions. In Latvia, problems with e-commerce transactions
are solved by the Consumer Rights Protection Centre; however, its operation
and functions mostly involve educating the public on e-commerce shopping
rather than ensuring the security of processes.
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3. ANALYSIS OF THE DIGITAL
ENVIRONMENT AND THE DEVELOPMENT

OF E-COMMERCE IN LATVIA
The chapter is 31 pages in length and includes 2 tables and 33
figures. The thesis put forward: infrastructure for the development of e-
commerce in the regional SME sector is available in Latvia.

Chapter 3 performs a socio-economic analysis of use of e-commerce by
small and medium enterprises and analyses the factors that affect the use of
e-commerce.

3.1. Analysis of the national digital environment and e-commerce on
an international scale

The European Commission (EC) has developed the Digital Economy
and Society Index (hereinafter the DESI Index) and has annually published a
report on digitalization progress in the Member States since 2014. The DESI
index is comprised of five dimensions, assigning a weight to each dimension.

According to the 2020 report, Latvia ranked 18" among the 28 EU
Member States, with the level of digitalization slightly below the EU average
(Figure 3.1). As regards the performance of Latvia since 2014, Latvia has
made significant progress in the area of digital public services, as well as in
the connectivity dimension. However, the level of digital skills of the
population is low, as is the use of digital technologies by enterprises.
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Source: European Commission, 2020d
Fig.3.1. EU Member State rankings in the DESI index in 2020 by
dimension

An analysis of the DESI dimensions reveals that Latvia ranked 8% in
the Connectivity dimension among the EU Member States, just as in 2019.
An analysis of the indicators of this dimension reveals that Latvia ranked low
in fixed broadband (22" place), which was offset by the availability of
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mobile broadband (6" place). High-speed broadband connections are
available in Latvia, and many used them (8" place). The broadband price
index in Latvia was at the level of the EU average (10" place). It should be
emphasized that Latvia was in 3™ place in terms of readiness to implement
5G.

Latvia ranked 21 in the Human Capital dimension in the EU in 2019,
just as in the previous year, lagging behind the EU average (Figure 3.1). The
data show that the number of Internet users tended to increase, yet 52% of
the population did not have basic digital skills. However, there are large
differences between the CSB data for 2018 and the data provided by
Eurostat. A CSB survey conducted in 2018 showed that 68% of the
population of Latvia regularly used the Internet. However, the ability to use
other services was low. An analysis of the indicators of the Citizen use of the
Internet dimension reveals that the percentage of Internet users among the
population of Latvia still exceeded the EU average — the percentage of
Internet banking users was especially higher than the average (79%, which
ranked Latvia 6" in the EU), while other Internet services were also popular.
Despite the fact that a large segment of the population of Latvia preferred to
shop online, the EU average was still higher in terms of use of e-commerce

by the population.
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Fig.3.2. Percentages of population in the Baltic States and in the
EU-28 (average) that shopped online in 2018-2020

An analysis of the SMEs selling online indicator of the Integration of
digital technology dimension for the Baltic States (Figure 3.3) reveals that
Lithuania had the largest number of SMEs selling their products online, and
the percentage has been relatively high over time — 18% in 2018, while in
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2020 this indicator rose to 21%. Besides, only in Lithuania this indicator
exceeded the EU average. Estonia performed better than Latvia, and overall
the share of SMEs selling online increased from 15% in 2018 to 16% in
2020. Unfortunately, the indicator for Latvia was the lowest — it rose from

8% in 2018 to 10% in 2020.
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Fig.3.3. E-commerce turnovers of SMEs selling online in the
Baltic States and the EU-28 (average), as a % of total, in 2018-2020

Latvia has not yet developed a comprehensive strategy for the
digitalization of enterprises to contribute to the improvement in the situation.
However, a number of initiatives have been designed to facilitate the
implementation of Industry 4.0. A technology transfer programme has been
designed to support the use of innovation vouchers. The purpose of
innovation vouchers is to support innovation activities among SMEs by
supporting them in outsourcing research and development to enable them to
introduce new or significantly improved products or technologies. The
adoption of a comprehensive strategy could help contribute to the digital
transition in the economy, for example, by giving SMEs and citizens more
access to a much larger market (European Commission, 2020b).

Finally, in the DESI dimension of Digital public services, e-
Government, Latvia ranked 7" in the EU in 2020, climbing one place
compared with 2019. As an achievement of 2019 in the field of
digitalization, the communication and training programme “My Latvija.lv!
Do it digitally!” could be mentioned. In April 2018, Latvia launched this
three-year comprehensive communication and training programme, which
aims to encourage citizens to use e-government services and inform people
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about the services available online and the advantages of the eID card
(European Commission, 2019¢).

3.2. Breakdown analysis of e-commerce development in Latvia

In this chapter, the author has analysed the population’s habits of
using e-commerce broken down by age, education and region. At the end of
2020, according to the World Bank, 88.9% of the population in Latvia used
the Internet. This high rate is due to the availability of well-developed
communication infrastructure. However, only 78% Internet users shoped
online, while 13% planned to do so in the future. Of course, due to the
Covid-19 pandemic and various restrictions imposed, the data have changed,
yet currently there are no statistics to analyse.

In 2019, 29.5% of the total population had never made an online
purchase for personal purposes. An analysis by age group (Figure 3.4)
reveals that most people aged 55 to 64 had not used the Internet for shopping
(43.5%). It is interesting that at the age of 65 to 74, this proportion was lower
at 38.5%. This is probably related to several initiatives to increase the IT
skills of seniors.
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Source: CSB database, 2019
Fig.3.4. Population who have not made online purchases via the
Internet for personal purposes, as a % of total population, by age in
2019

The population give a number of reasons why they do not use e-
commerce services, the most common of which is the habit of buying in
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traditional stores located near their homes, while the second reason is a lack
of skills and abilities to find the right product in the wide range of available
products.

3.3. E-commerce in business in Latvia

According to CSB data for 2019, almost all enterprises in Latvia used
the Internet (99%). In 2019, 13.8% enterprises sold goods or services on the
Internet. In Latvia, every sixth enterprise has its own website. In total, almost
seven thousand enterprises were engaged in the ICT industry (CSB, 2019). In
2019, 13% enterprises used an opportunity to sell their goods or services via
websites, applications or other computer networks: 35.1% large enterprises,
16.8% medium enterprises and 13.2% small enterprises sold goods and
services on the Internet (Figure 3.5). Since small and medium enterprises are
mainly located in the regions of Latvia, the low level of e-commerce use
directly affects the regional enterprises.
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Source: CSB database, 2019

Fig.3.5. Number of enterprises that sold goods or services via the
Internet or other computer networks, as a % of total enterprises, by
number of employees in 2019

An analysis of the CSB data on e-commerce use by industry reveals
that the most export-oriented industries in relation to e-commerce are tourism
and information and communication services, administrative and support
service activities, and wholesale and retail trade. In the field of information
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and communication services, 25.5% enterprises received orders online from
Latvia, 14.2% from EU Member States and 9.8% from non-EU countries.
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Fig.3.6. Number of enterprises that sold goods or services via the
Internet or other computer networks, as a % of total enterprises, by
industry in 2019

An analysis of the availability of ICT resources in enterprises (Figure
3.6) reveals that most IT resources are provided by an external supplier, with
the exception of the maintenance of the ICT infrastructure (computers,
servers, printers, networks). There is an equal division of roles between the
external supplier and the enterprise’s own staff in the provision of ICT
resources such as security and data protection (security checks and security
software) and office software support (word processing, spreadsheets etc.).
The other ICT resources — support for web solutions, development of web
solutions, support and development of business management
software/systems — are mainly outsourced to enterprises.

3.4. Use of e-commerce by the SME sector in Latvia

An increasing number of enterprises begin integrating their current
administrative systems with online activities to increase their efficiency and
improve the provision of their services to consumers.

The Investment and Development Agency of Latvia (LIAA) has
developed detailed recommendations on what SMEs should do to increase
their efficiency in providing e-commerce, e.g. how to get the most out of the
Internet, what the basic principles for developing a website for an enterprise
are, how to put websites on the Internet, what domain name to choose and
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how to advertise a website on the Internet (LIAA, 2019). In addition, LIAA
holds seminars to promote the use of e-commerce by SMEs, especially start-
ups.

Next, the results of the author’s survey of enterprises on the use of e-
commerce in their business are analysed.

In total, 100 SMEs representing various industries (manufacturing
and services) and regions of Latvia (equal distribution of enterprises by
region) were surveyed; the survey period was from April to June 2018.

Most of the respondents used the Internet environment, and only 8.2%
indicated that they did not use the Internet for doing business (Figure 3.7).
Most enterprises used it for communication with customers (82.7%) and
advertising (80.6%). At the same time, about half of the enterprises used it to
sell goods or services.
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Source: author’s survey conducted in April-June 2019, the number of
respondents - 100 SMEs

Fig.3.7. Number of SMEs using online tools to do business, as a %
of total enterprises

An analysis of the Internet tools used by the enterprises reveals that
the most popular ones were e-mail (87.8% enterprises), advertisements
(62.2%), SMS (49%) and advertorials (49%). Out of Internet media, the
enterprises most often used social media (80.6%), websites (79.6%), as well
as advertisement sites (54.1%) and microblogs (41.8%). The enterprises,
however, used blogs and forums less often. Of the total enterprises surveyed,
16.3% admitted that they did not use Internet marketing tools or e-
commerce. Of the enterprises that used Internet marketing tools and e-
commerce, quite many (38.8%) acknowledged that the mentioned
opportunities made a significant impact on their business turnovers that
increased by up to 50%. About a quarter of the enterprises (25.4%) indicated
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that they did not understand e-commerce. Of the total enterprises, 36.6%
admitted that they did not have specialists who could be engaged in Internet
marketing. A similar percentage of the enterprises (38%) stated that they did
not consider it an effective method. Almost half of the enterprises (47.9%)
believed that using Internet marketing was too expensive.
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Source: author’s survey conducted in April-June 2019, the number of
respondents - 100 SMEs

Fig.3.8. Percentage breakdown of SME replies regarding what is
needed to begin exporting

Importantly, almost half of the enterprises (45.1%) admitted that they
needed an e-commerce specialist to manage sales for export (Figure 3.7).
The other factors — specialists competent in production and new equipment —
were noted less often, namely 35.2% enterprises indicated that they needed
specialists competent in production and 31.9% admitted that new equipment
that would increase their output capacity could also increase their export
capacity. Therefore, it could be concluded that knowledge of and skills in e-
commerce issues are one of the key factors that increase an enterprise’s
exports and, consequently, competitiveness.

3.5. Best practices in the use of e-commerce by the SME sector in
Latvia

To promote the transfer of best practices, in 2016 the MoE, in
cooperation with the Latvian Information and Communication Technology
Association, for the first time created a new category of awards “Best e-
merchant 2016” and invited enterprises or projects that successfully used
ICT solutions to sell goods or services to consumers online to be nominated
for the award.

In Latvia, there are a lot of enterprises that have very successfully
integrated the latest e-commerce solutions into their operation and
successfully delivered goods and services to the global market, thereby
increasing the exports of Latvia.
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In recent years, one of the most successful examples of e-commerce is
the largest cosmetics manufacturer Madara Cosmetics in Latvia, which in
2019 received orders from 98 countries around the world, including some
exotic destinations where natural cosmetics made in Latvian were delivered
to. The company has been able to process orders within three days even to
such distant countries as Taiwan and Mexico. In 2018, the company has been
awarded the European “Role Model” award of the “SME Star Awards 2018”
organised by the European Parliament in Brussels for small and medium
companies. “The global development of logistics and the growth of sales via
the Internet mean that the goods will be delivered anywhere in Europe the
day after purchase. This creates huge opportunities for us, which is why e-
commerce is one of our priorities,” Uldis Iltners, a member of the Board of
Madara Cosmetics, emphasized in the interview.

The e-commerce platform for the company is provided by the external
supplier EFUMO Ltd. In 2011, EFUMO designed the first version of the
international online shop, which allowed the cosmetics company to gain
wide international visibility (Figure 3.8).

Conception

Maintenance

Source: EFUMO portfolio: Madara ..., 2019
Fig.3.9. E-commerce solutions at Madara Cosmetics

The company has pointed out that one of the most important
emphases in recent years has been put on modernizing the e-commerce
system and implementing information technology (IT) projects to automate
business operations, speed up data processing and analytics, as well as
increase business efficiency. A total of EUR 280 000 has been invested in
the development of e-commerce systems and IT projects (MADARA
Cosmetics plans..., 2019).

Autine Tools Company Ltd

Autine is an enterprise that specializes in the production of exclusive,
high-quality axes and cutting tools, mainly using handicraft. Being a micro-
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enterprise, it is able to supply its products worldwide. The enterprise sells its
products only via the online shop. The enterprise’s exports represent a
significant share of its output, the enterprise has already begun cooperation
with distributors in the Netherlands, South Africa, Germany and have
contacts with potential partners from Sweden, China and Japan (Autine
projects, 2019).

MarMara Dolls Ltd

A good example is MarMara Dolls, which produces homemade dolls
that could be ordered on Facebook, Instagram and www.etsy.com. Each doll
is unique and involves new moms in the production (MarMara Dolls —
beautiful..., 2019). It is an excellent example of how it is possible to create a
successful business from hobbies without making large investments and
provide employment not only for yourself but also for two other employees
by applying the latest technologies. The products that were not previously
competitive in the domestic market found their consumers in the global
world. Handmade products cannot be cheap. The average price of dolls
fluctuates around EUR 120.

In view of the best practices of various SMEs in relation to e-
commerce, the author formulated the main “keys to success”, which in the
case of most of the enterprises examined ensured their development (Figure
3.9).

Product information on social Fast National/municipal

media communication support Fast delivery

Integration with
Customized/unique product an online
payment system

Use of the EU
Funds

Online shop in Development
Integration with a courier system different of visual
languages identity

Source: author’s construction
Fig.3.10. Keys to success in e-commerce for business expansion

The development of an online shopping platform connected to online
payment and courier systems, which ensure convenient shopping and fast
delivery of goods, should be noted as the main prerequisites for successful e-
commerce. In addition, it is important for enterprises to consider the visual
identity of their online shops and their availability in various languages in
order to ensure cross-border sales. In most cases, the development of
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enterprises is facilitated by means of national or municipal support, as well
as the implementation of EU co-funded projects. Besides, a product that is
unique in its field, tailor-made, should be developed to gain market share.
Enterprise profiles should also be created on social media, which allow for
quick communication.

4. SCENARIOS FOR E-COMMERCE DEVELOPMENT
IN THE SME SECTOR

The chapter is 19 pages in length and includes 6 tables and 19
figures. The thesis put forward: the most important factors in the
development of e-commerce in the regional SME sector are social and
technological ones.

Chapter 4 analyses the data obtained during the survey, which gives an
opportunity to develop potential scenarios for the development of SMEs.

4.1. Examination of the impacts of factors in the use of e-commerce by
the SME sector in Latvia: an analysis of the results of the survey of
experts

An expert survey was conducted to examine the impacts of various
factors on the use of e-commerce in Latvia. The purpose of the survey was to
analyse the impacts of various factors and sets of factors on the use of e-
commerce by enterprises in their commercial activities in Latvia. The survey
was conducted in March 2019. Totally, 16 experts representing the ICT
industry, manufacturing companies, non-governmental organizations
engaged in business development, and academics from regional universities
were involved in the survey. The selected experts had to meet at least one of
the following criteria:

- represent regional enterprises using various ICT technologies;

- represent regional manufacturing enterprises;

- advises entrepreneurs and businesspersons on opportunities for
using digital tools;

- provide training on ICT in the regions.

After analysing the experts’ ratings of the significance of various
groups of factors in the development of e-commerce in enterprises in Latvia
(Figure 4.1), it could be concluded that the most significant groups of factors
were “Technological progress” and “Business environment”. The experts
rated the group “Social factors”, which included employee skills and
knowledge, the lowest.
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Fig.4.1. Expert ratings of the groups of factors based on their
answers to the question “Would you rank the groups of influencing
factors according to their significance (1-most significant) that make the
largest impact on the development of e-commerce”

Certain groups of factors that could play the most important role in
the development of the digital environment and e-commerce were identified
based on the expert interviews.

Government
Political Economic support(taxes,

s Employee skills
environment 7

Legal framework .
= environment support

programmes)

Source: author’s construction based on the expert survey, number of
respondents — 16; survey period: March 2019

Fig.4.2. Summary of the expert answers to the question ""Would
you mention any other group of factors that could significantly affect the
development of e-commerce in companies in Latvia?”

The experts acknowledged that the legal framework, i.e. whether it is
stimulating or restrictive is of, is of great importance in the development of
e-commerce in Latvia. Government support is also important, i.e. whether
the development of e-commerce has been identified as a national priority and
support programmes for businesspersons are available. An important factor
is the ability of businesspersons to use e-commerce solutions, the digital
literacy of their employees, as well as the approach to performing
responsibilities applied by modern technology-oriented enterprises.
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Fig.4.3. Expert ratings of factors based on their answers to the
question “Would you rate the impact significance of negative factors on
the use of e-commerce by enterprises in Latvia, where 1 is the least
significant and 9 is the most significant, 10 — no opinion”

According to the experts, the most significant negative impact on the
development of e-commerce is made by a lack of specialists, creative ideas
and managerial knowledge, which prevents businesspersons from taking
advantage of the digital environment in their business expansion.

4.2. Examination of the impacts of factors in the use of e-commerce by
the SME sector in Latvia: an analysis of the results of the survey of
businesspersons

To analyse the use of e-commerce opportunities by businesspersons
in Latvia, a survey of businesspersons was conducted to identify the factors
promoting the development of e-commerce. The purpose of the survey was
to identify the factors influencing the use of e-commerce by enterprises in
Latvia, incl. differences in factors depending on the region of Latvia the
enterprise operates in, as well as depending on the intensity of e-commerce
use. The survey was conducted from September 2019 to November 2019.
Totally, 77 enterprises representing all the regions of Latvia, as well as
various industries of the national economy, participated in the survey. The
enterprises were selected from the small and medium enterprise sector,
which produces goods or services that could be distributed using e-
commerce opportunities.

For the survey to be representative, a sample of enterprises that could
represent the whole target group — national enterprises — was selected. To
ensure this, the following criteria were set:
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Kind of economic activity of the enterprise — the business sector;
Number of employees in the enterprise (corresponds to the SME
sector);

3. Place of registration of the enterprise (regions).

The majority (57%) of the enterprises surveyed partially used e-
commerce opportunities, a quarter of them admitted that they made full use
of e-commerce opportunities. In contrast, 14% admitted that they did not use
e-commerce at all.

Rating the factors influencing the development of e-commerce, half
of the businesspersons rated technological progress as the most important
group of factors. Several businesspersons also rated the group of social
factors (individuals’ skills) as important. According to the businesspersons,
the influence of the legal framework on the development of e-commerce was
less important. According to the businesspersons surveyed, the leaders of
non-governmental organizations, local government policies, as well as the
activities of non-governmental organizations, the leader in the municipality
and the national leader were the least important factors in the development of
e-commerce.

An analysis of the enterprises that used e-commerce and those that
did not use e-commerce reveals that significant differences appeared in the
opinions on the impacts of various factors on the development of e-
commerce (Figure 4.4).
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Fig.4.4. Businessperson ratings of factors based on their answers
to the question “Would you rank the groups of factors influencing the
development of e-commerce by significance (1 — the most significant)”
according to the degree of use of e-commerce by the enterprise
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In order to be able to assess the impacts of various factors, incl.
various groups of factors, on the development of e-commerce in enterprises
in Latvia in a visually illustrative manner, the author designed a model
showing the visual strengths of causal associations (Figure 4.5).

4.3. SWOT analysis of the use of e-commerce by the SME sector in
Latvia
To identify the strengths and weaknesses as well as opportunities and
threats of e-commerce for the SME sector in Latvia, the author, based on the
surveys of businesspersons and 16 experts (businesspersons from various
regions of Latvia, academics and NGOs) as well as in-depth interviews with
4 experts (IT companies engaged in the development of e-commerce services
and systems), performed a SWOT analysis (Table 4.1).

Table 4.1

SWOT analysis of the use of e-commerce by the SME sector in

Latvia

Strengths Weaknesses

e  Well-developed data transmission e In Latvia, only a small segment of
infrastructure SMEs use e-commerce in their

Well-developed use of technologies
overall

There are some success stories about
the use of e-commerce by the SME
sector

Resources are provided for training
enterprise employees

operation

Insufficient competence of
employees in the development of e-
commerce

Lack of understanding and
competence of enterprise managers
Latvia has not designed a public
policy for the development of e-
commerce in enterprises

No financial and marketing
programmes for promoting the use
of e-commerce

No leaders in popularizing e-
commerce
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Opportunities

Development of an e-commerce
development programme for the
SME sector

Business expansion in the regions
Attraction of co-funding from the

Threats

Bureaucratic barriers

Lack of administrative capacity for
implementation

Problems with acquiring financing
Lack of IT specialists in Latvia

EU Structural Funds and EC
programmes

e Incorporation of e-commerce
training courses in current training
programmes to build up the
competences of business leaders
and employees

e Popularization of e-commerce
success stories in Latvia

e Upon reaching a critical mass,
cooperation between national
enterprises could be made more
effective

e By enhancing the relevant legal
framework of the Republic of
Latvia, it is possible to activate the
use of e-commerce by the SME
sector

In view of the strengths and weaknesses of use of e-commerce by the
SME sector in Latvia, there are wide opportunities for the development of e-
commerce. For example, it would be necessary to develop an e-commerce
development programme for SMEs. In addition, it would be necessary to
incorporate thematic training in the training programmes on use of e-
commerce in business. It would also be necessary to popularize success
stories about the use of e-commerce by the SME sector, thus encouraging
other businesspersons to use e-commerce tools. The implementation of the
opportunities would facilitate:
e  creation of new jobs;
e optimization of business processes;
e competitiveness of enterprises;
e development of the export capacity of enterprises;
e entrepreneurial activity.
However, it should also be considered that the development of e-
commerce in the SME sector in Latvia could be threatened by various
bureaucratic barriers for businesspersons to use e-commerce, a lack of ICT
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specialists, as well as insufficient administrative capacity for businesspersons
to implement e-commerce and poor opportunities to acquire financing.

4.4. Analysis of the factors influencing e-commerce by
employing the AHP method

The expert survey data were used to perform an analysis by
employing the AHP method. Seven experts took part in the survey. As
prescribed by the AHP method, the author first created a hierarchy (Figure
4.5), with the main goal being defined at level 1, namely, the development of
e-commerce in the SME sector. Next, the author defined groups of criteria,
which represented level 2 of the hierarchy. In this case, there were two
groups of criteria: exogenous factors influencing e-commerce and
endogenous factors influencing e-commerce.
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National policies

Local government support

Exogenous factors influencing Positive examples
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Readiness to introduce

Availability of specialists
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Source: survey of experts, number of respondents — 7; survey period:
October 2019 - May 2020
Fig.4.6. Scheme of the hierarchy for the development of e-
commerce in the SME sector
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At level 4, which is the last level of the hierarchy, scenarios for the
development of e-commerce in the SME sector, which needed to be rated by
the experts using all 10 criteria from both groups of criteria were formulated.
The scenarios for the development of e-commerce in the SME sector are as
follows:

Scenario 1. The national government makes policies and invests in
educational measures, thereby educating enterprise managers and
employees on the opportunities and advantages of e-commerce, the
possibilities of technologies and the need for digital transformation; as a
result, the businesspersons acquire knowledge and skills to use the
technologies for their business development, are aware of the advantages of
e-commerce in selling their services and goods, working with current and
potential customers and optimizing the internal processes of enterprises.

Scenario 2. The national government designs programmes and
enhances policies to develop the internal technological capabilities of
enterprises by investing in available technologies and equipment.
Businesspersons have access to financing for digital transformation projects,
yet there is still a lack of understanding of its necessity and usefulness due to
a lack of knowledge of the meaningful use of technologies in business
processes.

Scenario 3. The national government enhances policies and invests
in national ICT infrastructure, creating PPP platforms for the
development of e-commerce. The national government develops
infrastructure, increases the quality of the Internet, creates e-commerce
platforms in cooperation with businesspersons, yet the businesspersons from
the SME sector still do not have a sufficient knowledge of the use of the
technological opportunities in their business.

The ratings by the seven experts were processed by calculating the
arithmetic mean and standard deviation for each rating. Scatterplots were
constructed to show the range, i.e. the minimum and maximum values for
each particular rating. For example, the experts rated the group of
endogenous factors much higher than that of exogenous factors. However,
the opinions of the experts on both groups of criteria differed, which was
shown by the relatively high dispersion (Figure 4.7).
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Fig.4.7. Expert ratings of the groups of criteria for the scenarios
for e-commerce development in the SME sector

Next, the research analyses the expert ratings of individual criteria by
groups of criteria, presenting the first five criteria for the group of external
factors (Figure 4.8).
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Fig.4.8. Expert ratings of exogenous factors in e-commerce
development in the SME sector

On average, the factor “Educational opportunities” was rated the
highest among the external factors, followed by the factors “EU policies” and
“National strategy and policies”. The lowest average rating was given by the
experts to the factor “Local government support”. The highest consensus on
the significance of the factors was observed for the factor “Local government
support”, while the opinions of the experts on the factors “Educational
opportunities” and “EU policies” differed the most.

The expert ratings of endogenous factors for the enterprise revealed
the significant influence of the enterprise manager on the innovation process
in the enterprise (Figure 4.9).
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October 2019 - May 2020
Fig.4.9. Expert ratings of endogenous factors in e-commerce
development in the SME sector

Combining the expert ratings of the three scenarios influenced by the
mentioned exogenous and endogenous factors allows identifying the
scenarios that make the most positive impacts on the development of e-
commerce in the SME sector of Latvia (Figure 4.10).
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Fig.4.10. Expert ratings of the scenarios for e-commerce
development in the SME sector according to all the factors

The highest rating was given by the experts to Scenario 1 “The
national government makes policies and invests in educational
measures, thereby educating enterprise managers and employees on the
opportunities and advantages of e-commerce, the possibilities of
technologies and the need for digital transformation”. A slightly lower
rating was given to Scenario 2 “The national government designs
programmes and enhances policies to develop the internal technological
capabilities of enterprises by investing in available technologies and
equipment”. Scenario 3 “The national government enhances policies and
invests in national ICT infrastructure, creating PPP platforms for the
development of e-commerce” was rated considerably lower. An analysis of
expert consensus revealed that the largest difference in opinion was observed
for Scenario 2 “The national government designs programmes and enhances
policies to develop the internal technological capabilities of enterprises by
investing in available technologies and equipment”, whereas the lowest
dispersion of opinions was found for Scenario 3 “The national government
enhances policies and invests in national ICT infrastructure, creating PPP
platforms for the development of e-commerce”.

Overall, it could be concluded that according to the experts, Scenario
1 for e-commerce development in the SME sector should be implemented,
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with particular emphasis on the following factors: “Educational
opportunities”, “Managerial leadership”, “Employee competence” and
“Readiness to introduce innovations”. Scenario 2 was relatively similarly
rated by the experts.
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MAIN CONCLUSIONS

Nowadays, e-commerce features the following key
characteristics: ubiquity, a global approach, targeting, content
completeness, universal standards, interaction and customization.
The development of the digital environment creates a new
ecosystem that changes business that earlier developed in the
traditional way, enabling the enterprises to eliminate multiple
stages of operation and activities, speed up the whole process and
make it more efficient, more economical in terms of human,
financial and time resources, geographically wider and more
accessible to customers or users.

The scientific literature refers to technological, organizational,
social and economic factors as the main groups of factors
influencing the development of e-commerce.

An analysis of the EU legal framework for e-commerce revealed
that the development of the ICT industry and e-commerce is
incorporated in a number of EU policy documents. The EU
implements a single digital market policy that reduces barriers to
cross-border business in the EU and gives more opportunities to
do the business legally, securely and economically.

In the next financial programming period from 2021 to 2027, the
EC will implement a policy aimed at developing the digital
environment, thereby fostering the development of e-commerce
and the digital transformation of enterprises in various business
sectors.

The analysis of the national legal framework for e-commerce
showed that purposeful measures were taken in Latvia. No legal
barriers to the development of e-commerce were identified. The
ICT industry was set as one of the priority areas. However,
systematic work should continue to be done to adapt the national
legislation to technological progress and international best
practices.

The analysis of regional legal framework revealed that several
municipalities have emphasized the development of the ICT
industry in their policy documents and binding regulations. This
is especially observed in municipalities with educational
institutions specializing in training ICT specialists. Municipalities
also purposefully implement e-government, seeking to find better
ways to use ICT solutions to communicate with their residents.
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15.

The latest results of the DESI index show that, overall, the level
of digitalization in Latvia was slightly below the EU average
(18" place among 28 EU Member States). As regards the
performance of Latvia since 2014, the country has made
significant progress in the area of digital public services, as well
as in the connectivity dimension. The level of digital skills of the
population was higher than the level of use of digital
technologies by enterprises, which shows the inability or
unwillingness of businesspersons to use digital technologies for
their business development.

The analysis of statistics showed that enterprises with more
employees tended to use e-commerce to a larger extent, which
means that the enterprises could hire specialists with knowledge
of and skills in e-commerce.

The survey of SMEs conducted by the author showed that the use
of Internet marketing tools and e-commerce by the enterprises
significantly increased their turnovers.

Being aware of the nature of the problem with the skills of
employees to use the latest technologies for increasing the
performance of their enterprises, the businesspersons confirmed
that they were ready to invest in training their employees to
acquire the necessary knowledge of and skills in e-commerce.
Almost half of the SMEs surveyed admitted that the key factor in
increasing their exports was the availability of an e-commerce
specialist to manage the sales process.

The analysis of best practices in the use of e-commerce showed
the importance of developing a shopping platform that is
connected to online payment and courier systems, creating a
website with a certain visual identity in various languages,
having enterprise profiles on social media as well as developing
customized products.

The survey data on both businesspersons and experts revealed
that the most significant group of factors contributing to the
development of e-commerce was the group of technological
factors.

The next most significant group of factors, according to the
businesspersons, was the group of social factors. Overall, the
businesspersons acknowledged that the most significant factors
in the development of e-commerce were the wish to develop
(average rating of 8.16 on a 10-point scale), employee knowledge
(8.12), managerial attitude (7.99), technological progress in the
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17.

18.

19.

20.

21.

world (7.96), managerial knowledge (7.87) and the availability of
financial resources for the enterprise (7.82).

The businesspersons that used e-commerce indicated that the
most significant factors for them were as follows: mobile
network coverage, employee skills, managerial attitude, a
creative atmosphere in the enterprise, competitor activities,
positive success stories, the wish to develop, employee training
opportunities, the national leader, the leader of non-governmental
organizations, global market trends, global technological
progress and employee knowledge.

The businesspersons that had the knowledge, skills and
competencies to use e-commerce, gave a higher rating to the
factors that belonged to the groups of social factors (e.g., the
wish to develop, employee knowledge, employee training
opportunities) and technological progress (e.g., mobile network
coverage, global technological progress).

The data broken down by region showed that it was the
businesspersons from Kurzeme and Latgale who gave the most
different ratings to the factors influencing e-commerce. The
opinions of businesspersons from Riga and Zemgale did not
differ much from the general opinion of national businesspersons
on the significance of factors in the development of e-commerce.
This could be explained by the fact that there were quite a lot of
businesspersons in Kurzeme and Latgale who did not use e-
commerce opportunities at all.

The businesspersons from Kurzeme overall underestimated the
significance of the following factors in the development of e-
commerce: employee skills, competitor activities, the wish to
develop, employee training opportunities and employee
knowledge. In contrast, the businesspersons from Vidzeme
considered the factor “government support” to be more
significant than the others did.

The SWOT analysis of the development of e-commerce in the
SME sector showed that overall Latvia had sufficient
technological support for the development of e-commerce;
however, enterprise managers and employees lacked the
knowledge and skills to implement it.

Opportunities for the development of e-commerce include:
training for enterprise leaders and employees, as well as the
development of various support programmes, the dissemination
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of best practices, the reduction of bureaucratic barriers and a
more favourable legal framework.

22. The experts identified the scenario “The national government
makes policies and invests in educational measures, thereby
educating enterprise managers and employees on the
opportunities and advantages of e-commerce, the possibilities of
technologies and the need for digital transformation” as the
leading scenario for the development of e-commerce in the SME
sector. In implementing this scenario, it is necessary place
emphasis on factors such as “Educational opportunities”,
“Managerial  leadership”, “Employee competence” and
“Readiness to introduce innovations”.

PROBLEMS AND THEIR SOLUTIONS

Problem 1.

The small and medium enterprise sector of Latvia is not active
enough to use the solutions provided by the latest technologies for the
promotion and distribution of goods and services. This makes the SME
sector of Latvia less competitive in the European and global markets.
However, current and potential consumers are ready to use the latest
technological solutions to buy goods and services, so they actively cooperate
with global companies.

Proposals for solving the problem

- In the new programming period of the EU financial instruments for
2021-2027, the Ministry of Economics needs to initiate a “Digital
Transformation Programme for SMEs” to provide grants co-funded
by the European Union Funds to the SME sector for the
implementation of digital transformation and e-commerce solutions
in the enterprises that increase sales and export capacity. Under this
programme, SMEs could apply for EU co-funded grants for the
digitalization of their business processes, including e-commerce
implementation projects that would significantly increase their
efficiency in terms of human, financial and time resources. This
programme should be implemented by the Investment and
Development Agency of Latvia, which already has experience in
implementing such projects, giving priority status to regional SMEs.

- The Ministry of Economics in cooperation with the Ministry of
Environmental Protection and Regional Development and the
Planning Region Development Councils should conduct
information campaigns aimed at popularizing the most successful e-
commerce solutions in the SME sector, showing success stories
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about the development and export of national products and services
and enterprise performance in the global digital environment.

- The Planning Region Development Councils in cooperation with
regional universities need to regularly hold hackathons to address
regional SME development problems, as well as the development of
new products and use of e-commerce solutions to increase the
efficiency, competitiveness and export capacity of enterprises.

Problem 2.

Although amendments have been made in the national legal
framework for e-commerce to reduce barriers to the development of e-
commerce, there are still several legal acts that do not specify the protection
of consumer rights and the rights of businesspersons to provide e-commerce
services in Latvia. The European Union has not designed a common tax
policy in the field of e-commerce, which discourages enterprises, especially
in the SME sector, from using the digital environment for their business
development.

Proposals for solving the problem

- The Consumer Rights Protection Centre (CRPC) of the Ministry of
Economics, when designing its legal documents on CRPC
supervision activities in 2021, needs to consider monitoring the
observance of consumer rights by producers of goods, sellers of
goods and service providers without restricting them in operation
and imposing additional administrative burdens, thereby fulfilling
consumer rights to receive quality goods and services.

- The State Revenue Service needs to produce explanatory
informative materials on commercial activities in the digital
environment, tax policies and the movement of goods and services
in the global digital market, so that the enterprises wishing to start
e-commerce business have a clear understanding of the operational
rules and tax policies.

Problem 3.

Although there is well-developed broadband communications
infrastructure for Internet use in Latvia, there are still some areas where the
Internet is not available or is of poor quality for business development. The
problem of developing the “last mile” sections of Internet access in Latvia is
still unsolved. This is a serious barrier not only to the use of e-commerce by
the SME sector but also overall to regional development in Latvia.

Proposals for solving the problem

- The Ministry of Transport and the Latvian Radio and Television
Centre, in cooperation with the Planning Region Development
Councils and particular municipalities, need to launch a Broadband
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Network Implementation Project as soon as possible, placing
emphasis on finishing the “last miles” of Internet access for current
and potential enterprises, as well as establish a Coordination
Council for the Broadband Network Implementation Project,
involving the Latvian Chamber of Commerce and Industry and the
Planning Region Development Councils in it.

- The Planning Region Development Councils need to identify
potential business development sites in their regions and participate
in coordinating the Broadband Network Implementation Project by
providing quality Internet connections at potential business
development sites.

- Municipalities need to be involved in implementing the initiated
Broadband Network Implementation Project through their
cooperation with telecommunications operators in solving practical
problems related to the lease of land for telecommunications
infrastructure and creating a solution for the needs of landowners,
telecommunications operators and the general public.

Problem 4.

In Latvia, small and medium enterprise managers and employees do
not have enough knowledge to use e-commerce and other digital solutions
for business development, which hinders the enterprises from increasing
their competitiveness.

Proposals for solving the problem

- Until the end of 2023, the Ministry of Education and Science in
cooperation with the State Education Development Agency (SEDA)
needs to design adult continuing education and professional
development programmes within European Social Fund project No.
8.4.1.0/16/1/001 Enhancement of Professional Competences of
Employed Persons, announcing admission to the training
programmes at least twice a year and providing all forms of
training, especially distance learning, which give training
opportunities for regional enterprise managers and employees.

- The Ministry of Economics, in cooperation with the Latvian
Chamber of Commerce and Industry, the Latvian Employers
Confederation and the Sectoral Expert Councils, has to carefully
consider the need for the development of necessary skills and
competencies when procuring training services within European
Social Fund project No. 8.4.1.0/16/1/001 Enhancement of
Professional Competences of Employed Persons to foster the digital
transformation of enterprises and the use of e-commerce.
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- The Ministry of Economics, in cooperation with the Latvian
Chamber of Commerce and Industry, the Latvian Employers
Confederation and the Sectoral Expert Councils, needs to
recommend national educational institutions delivering programmes
in economics and business at any education level to include courses
Digital Economics, E-Commerce and Digital Marketing in their
programmes.
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