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PUBLICITATE

Socialo zinatnu magistre Skaidrite Dzene promocijas darbu ,.Ilgtspgjiga

partikas patrina perspektivas Latvija” ir izstradajusi laika perioda no
2007. gada lidz 2013.gadam LLU Ekonomikas un sabiedribas attistibas
fakultates Ekonomikas un regionalas attistibas institiita ekonomikas doktores
asociétas profesores Aijas Eglites zinatniskaja vadiba.

Publicétie zinatniskie raksti.

Par pétijumu rezultatiem un promocijas darba saturu autorei ir septinas

publikacijas starptautiskos recenzétos zinatniskos izdevumos.

1.

Dzene S., Eglite A. (2012) Sustainable Food Consumption Trends in Latvia.
In: Global Business & Economics Anthology. Vol. 2: Business &
Economics  Society International  Conference: selected  papers.
USA: Business & Economics Society International, pp. 105-113

Dzene S., Eglite A. (2012) Perspective of Sustainable Food Consumption in
Latvia. In: Research for Rural Development 2012: Annual
18th International Scientific Conference Proceedings, Vol. 2. Jelgava:
Latvia University of Agriculture, pp. 210-215.

Dzene S., Eglite A. (2012) Consumption Behavior in Europe from
Sustainability Perspective. In: Economic Science for Rural Development:
Proceedings of the International Scientific Conference, No. 29: Resources
and Cooperation. Jelgava: Latvia University of Agriculture, pp. 19-24.
Dzene S., Eglite A. (2012) The Strategy of Sustainable Nutrition of
Preschool Age Children. In: Rural Environment. Education. Personality.
(REEP): Proceedings of the 5th International Scientific Conference. Jelgava:
Latvia University of Agriculture. Faculty of Engineering. Institute of
Education and Home Economics. pp. 209-215.

Brizga J., Dzene S. (2011) Environmental Burden of Food Consumption in
Latvia. In: Rural Development 2011: Proceedings |, The Fifth International
Scientific Conference, Vol. 5, Book 1. Kaunas: Akademija, Aleksandras
Stulginskis University, pp. 79-83.

Dzene S., Yorulmaz O. (2011) Consumer Behaviour Towards Sustainable
Food Consumption in Europe. In: Foodbalt — 2011: 6th Baltic Conference
on Food Science and Technology "Innovations for Food Science and
Production”, conference proceedings. Jelgava: Latvia University of
Agriculture, Faculty of Food Technology, pp. 13-18.

Dzene S., Eglite A. (2011) Importance of Global and Local Policies to
Foster Sustainable Consumption and Production. In: Economic Science for
Rural Development: Proceedings of the International Scientific Conference,



No. 25: Resources and Education. Jelgava: Latvia University of Agriculture,
pp. 67-74.

Atseviski pétijuma rezultati publicéti

1.

Dzene S. (2013) Role of Gender in the Promotion of Sustainable Food
Consumption. In: SCORAI (Sustainable Consumption research and Action
Initiative) conference: The Future of Consumerism and Well-Being in a
World of Ecological Constraints web page. Pieejams: http://scorai.org/wp-
content/uploads/SCORAI_paperl.pdf. Clark University, Worcester, MA,
USA.

Dzene S. (2013) Discussion Report. Structures in Communities.
In: Sustainable Consumption Transitions Series Issue 2. SCORAI Europe
Workshop Proceedings: Bridging Across Communities and Cultures
Towards Sustainable Consumption. SCORAI Europe Workshop, June 4,
2013, Istanbul, Turkey

Eglite A, Eglitis K., Dzene S. (2012) Best Practices for Nutrition in
Early Childhood in Participating Countries. In: A Nutrition Guide for Early
Childhood  Active Stakeholders. Pieejams: http://www.nutgecs.eu/
outcomes/Guidebook _of NUTGECS_nutrition_guide.pdf

Dzene S., Eglite A. (2012) Sustainable food consumption trends in Latvia.
In: Business and Economics Society International 2012: Abstracts Volume.
Internationals cientific conference., Salzburg, Austria, p. 52

Dzene S. (2012) Galvenie partikas patéripa modeli ekonomika.
No: Biologiski aktivas vielas partikas produktos: monografija.
LLU, 273. -276.1pp.

Dzene S., Brizga J. (2011) Latvia’s Ecological footprint. In: Sustainable
Cosnumption — Towards Action and Impact: Abstract Volume. International
Scientific Conference, Hamburg, Germany, p. 110.

Eglite A., Pilvere I., Dzene S. (2009) Latvija. RAF- District of Jelgava City.
In: Community Health Management to Enhance Behaviour: proceedings of
the 2nd International Meeting of the Project CHANCE. Fulda, Germany,
p.24-31

Daliba starptautiskas zinatniskas konferences

Par pétijuma rezultatiem zipots desmit starptautiskas zinatniskas

konferences.

1.

Starptautiskaja zinatniskaja 20. Pasaules uzturazinatnes kongresa Granada
(Spanija) 2013. gada 18. septembrT ar stenda referatu
»~NUTGECS: a Nutrition Guide for Early Childhood Active Stakeholders.
Presentation of outcome of EU-Project”.

Starptautiskaja zinatniskaja konferencg ,,The Future of Consumerism and
Well-Being in a World of Ecological Constraints”, 2013. gada 12.junija
SCORAI (Sustainable Consumption research and Action Initiative), Klarka
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universitaté, Masacuseta (ASV) ar referatu ,Role of Gender in the
Promotion of Sustainable Food Consumption”.

Starptautiskaja  zinatniskaja Biznesa un ekonomikas asociacijas
konferencE 2012. gada 7. julija Zalcburga (Austrija) ar stenda referatu
,,Sustainable Food Consumption Trends in Latvia”.

Starptautiskaja zinatniskaja konference ,,Pétnieciba lauku attistibai 20127,
2012.gada 18. maija, Jelgava ar referatu ,,Perspective of Sustainable Food
Consumption in Latvia”.

Starptautiskaja zinatniskaja konferencé ,Ekonomikas zinatne lauku
atfistibai 20127, 2012.gada 27.aprili, Jelgava ar referatu: ,,Consumption
Behavior in Europe from Sustainability Perspective”.

Starptautiskaja zinatniskaja konferencg€ ,,Lauku vide. Izglitiba. Personiba.”,
2012. gada 23.marta Jelgava ar referatu ,,The Strategy of Sustainable
Nutrition of Preschool Age Children”.

Starptautiskaja zinatniskaja konference ,,Rural Development 2011 in global
changes”, 2011. gada 24. novembri Aleksandras Stulginskis universitatg,
Kaunpa (Lietuva) ar referatu ,,Environmental Burden of Food Consumption
in Latvia”.

Starptautiskaja zinatniskaja konferencé ,,Sustainable Consumption -
Towards Action and Impact”, 2011.gada 6. novembri, Hamburga (Vacija) ar
referatu ,,Latvia’s ecological foodprint”.

Starptautiskaja zinatniskaja konferencé ,Inovacijas partikas zinatn& un
razo$ana”’, 2011. gada 4.maija Jelgava ar referatu ,,Consumer Behaviour
Towards Sustainable Food Consumption in Europe”.

10. Starptautiskaja zinatniskaja konferencé ,,Ekonomikas zinatne lauku

atfistibai” 2011. gada 28. aprili Jelgava ar referatu ,,Importance of Global
and Local Policies to Foster Sustainable Consumption and Production”.

Daliba starptautiskos pétniecibas un pieredzes apmainas projektos:

1.

2.

Daliba COnsumer BEhaviouR Erasmus Network (COBEREN) projekta par
iedzivotaju patérina paradumiem, 2009. — 2012.

Daliba Grundtvig projekta par veselibas veicinasanu un veselibai nozimigas
informacijas pieejamibu  viet§ja sabiedriba: ,,Community health
management to enhance behaviour” (CHANCE).134240-LLP-1-2007-1-DE-
GRUNDTVIGT-GMP, 2007.-2009.

Daliba EK programmas Leonardo Da Vinci Starptautiska projekta par
pirmskolas vecuma bérnu ilgtsp&jigu &dinasanu ,,A nutriton guide for early
childhood active stakeholders” (NUTGECS). 2010-1-TR1-LEO04-15852 1,
2010 - 2012.



Citas aktivitates

1. Daliba starptautiski zinatniska seminara Turcija, Stambula (SCORAI) par
ilgtsp€jiga patérina izpéti, 04.06.2013.

2. Daliba starptautiski zinatniska seminara Austrija, Viné (CORPUS) par
ilgtsp&jigu partikas patérinu, 27.01.-29.01. 2011.

PUBLICITY

Skaidrite Dzene, MSc in social sciences, elaborated her doctoral dissertation
“Sustainable Food Consumption Prospects in Latvia” during the
period 2007-2013 at the Department of Economics, LUA Faculty of Economics,
under the guidance of Dr.oec. Associated Professor Aija Eglite.

Research papers published
The author has published the following seven research papers based on her

research findings and the contents of the doctoral dissertation in internationally

reviewed scientific publications.

1. Dzene S., Eglite A. (2012) Sustainable Food Consumption Trends in Latvia.
In: Global Business & Economics Anthology. Vol. 2: Business & Economics
Society International Conference: selected papers. USA: Business &
Economics Society International, pp. 105-113
ISSN: 1553-1392.

2. Dzene S., Eglite A. (2012) Perspective of Sustainable Food Consumption in
Latvia. In: Research for Rural Development 2012: Annual 18th
International Scientific Conference Proceedings, Vol. 2. Jelgava: Latvia
University of Agriculture, pp. 210-215. ISSN 1691-4031.

3. Dzene S., Eglite A. (2012) Consumption Behavior in Europe from
Sustainability Perspective. In: Economic Science for Rural Development:
Proceedings of the International Scientific Conference, No. 29: Resources
and Cooperation. Jelgava: Latvia University of Agriculture, pp. 19-24. ISSN
1691-3078.

4. Dzene S., Eglite A. (2012) The Strategy of Sustainable Nutrition of
Preschool Age Children. In: Rural Environment. Education. Personality.
(REEP): Proceedings of the 5th International Scientific Conference. Jelgava:
Latvia University of Agriculture. Faculty of Engineering. Institute of
Education and Home Economics. pp. 209-215. ISSN 2255-808X

5. Brizga J., Dzene S. (2011) Environmental Burden of Food Consumption in
Latvia. In: Rural Development 2011: Proceedings I, The Fifth International
Scientific Conference, Vol. 5, Book 1. Kaunas: Akademija, Aleksandras
Stulginskis University, pp. 79-83. ISSN 1822-3230.



6.

Dzene S, Yorulmaz O. (2011) Consumer Behaviour Towards
Sustainable Food Consumption in Europe. In: Foodbalt — 2011: 6th Baltic
Conference on Food Science and Technology "Innovations for Food Science
and Production”, conference proceedings. Jelgava: Latvia University of
Agriculture, Faculty  of Food Technology, pp. 13-18.
ISBN 978-9984-48-045-9

Dzene S., Eglite A. (2011) Importance of Global and Local Policies to
Foster Sustainable Consumption and Production. In: Economic Science for
Rural Development: Proceedings of the International Scientific Conference,
No. 25: Resources and Education. Jelgava: Latvia University of Agriculture,
pp. 67-74. ISSN 1691-3078.

Other research findings published

1.

Dzene S. (2013) Role of Gender in the Promotion of Sustainable Food
Consumption. In: SCORAI (Sustainable Consumption research and Action
Initiative) conference: The Future of Consumerism and Well-Being in a
World of Ecological Constraints web page. Pieejams: http://scorai.org/wp-
content/uploads/SCORAI_paperl.pdf. Clark University, Worcester, MA,
USA.

Dzene S. (2013) Discussion Report. Structures in Communities.
In: Sustainable Consumption Transitions Series Issue 2. SCORAI Europe
Workshop Proceedings: Bridging Across Communities and Cultures
Towards Sustainable Consumption. SCORAI Europe Workshop,
June 4, 2013, Istanbul, Turkey

Eglite A, Eglitis K., Dzene S. (2012) Best Practices for Nutrition in
Early Childhood in Participating Countries. In: A Nutrition Guide for Early
Childhood  Active Stakeholders. Pieejams:  http://www.nutgecs.eu/
outcomes/Guidebook _of NUTGECS_nutrition_guide.pdf

Dzene S., Eglite A. (2012) Sustainable food consumption trends in Latvia.
In: Business and Economics Society International 2012: Abstracts Volume.
Internationals cientific conference., Salzburg, Austria, p. 52

Dzene S. (2012) Galvenie partikas patéripa modeli ekonomika.
No: Biologiski aktivas vielas partikas produktos: monografija.
LLU, 273. -276.1pp.

Dzene S., Brizga J. (2011) Latvia’s Ecological footprint. In: Sustainable
Cosnumption — Towards Action and Impact: Abstract Volume. International
Scientific Conference, Hamburg, Germany, p. 110.

Eglite A., Pilvere I., Dzene S. (2009) Latvija. RAF- District of Jelgava City.
In: Community Health Management to Enhance Behaviour: proceedings of
the 2nd International Meeting of the Project CHANCE. Fulda, Germany,
p.24-31
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Participation in international scientific conferences

The author reported on her research findings in ten international scientific

conferences.

1.

The 20™ international scientific congress of nutrition in Granada (Spain) on
September 18, 2013, poster presentation “NUTGECS: a Nutrition Guide for
Early Childhood Active Stakeholders. Presentation of outcomes of an EU-
Project.

International scientific conference “The Future of Consumerism and Well-
Being in a World of Ecological Constraints”, on June 12, 2013, SCORAI
(Sustainable Consumption research and Action Initiative), Clark University,
Massachusetts (USA), report ,,Role of Genders in Promoting Sustainable
Food Consumption”.

International scientific conference held by the Business and Economics
Association, on July 7, 2012, Salzburg (Austria), poster presentation
“Sustainable Consumption Trends in Latvia”.

18" international scientific conference “Research for Rural Development
20127, on May 18, 2012, Latvia University of Agriculture, Jelgava, report
“Sustainable Food Consumption Prospects in Latvia”.

13"™ international scientific conference “Economic Science for Rural
Development 20127, on April 27, 2012, Latvia University of Agriculture,
Jelgava, report “Consumer Behaviour in Europe in the Sustainability
Aspect”.

. International scientific conference “Rural Environment. Education.

Personality (REEP)”, on March 23, 2012, Latvia University of Agriculture,
Jelgava, report “Sustainable Food Strategy for Preschool Age Children”.

5" international scientific conference “Rural Development 2011 in Global
Changes”, on November 24, 2011, Aleksandras Stulginskis University,
Kaunas (Lithuania), report ,,Environmental Burden on Food Consumption in
Latvia”.

International scientific conference “Sustainable Consumption - Towards
Action and Impact”, on November 6, 2011, Hamburg (Germany), report
“Latvia’s Ecological Foodprint”.

6" international scientific conference “Innovations in Food Science and
Production”, on May 4, 2011, Latvia University of Agriculture, Jelgava,
report “Consumer Behaviour Towards Sustainable Food Consumption in
Europe”.

10. International  scientific conference “Economic Science for Rural

Development”, on April 28, 2011, Latvia University of Agriculture, Jelgava,
report “Importance of Global and Local Policies to Foster Sustainable
Consumption and Production”.
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Participation in international research and experience exchange projects:

1. Participation in EC Leonardo Da Vinci programme’s international project
on sustainable diets for preschool age children “A Nutrition Guide for Early
Childhood Active Stakeholders” (NUTGECS). 2010-1-TR1-LEOO04-
15852 1, 2010 — 2012.

2. Participation in Grundtvig project on health promotion and the availability
of health information in the local community ,.Community health
management to enhance behaviour” (CHANCE) 134240-LLP-1-2007-1-DE-
GRUNDTVIGT-GMP, 2007-2009.

3. Participation in the COnsumer BEhaviouR Erasmus Network (COBEREN)
project on the population’s consumption habits.

Other activities

1. Participation in an international scientific workshop in Austria, Vienna,
(CORPUS) on sustainable food consumption, 27-29 January 2011.

2. Participation in an international scientific workshop in Turkey, Istanbul,
(SCORAI) on sustainable consumption research, on June 4, 2013.

IEVADS

Veids, ka tiek razotas un izmantotas preces, nav ilgtspgjigs un strauji izsme]
planétas dabas resursus. Cilvéku dzives kvalitate, labklajiba un ekonomiska
izaugsme ir atkariga no dzivoSanas ekologiskajas robezas. Sabiedribas ietekme
uz vidi atkariga no patérétaju uzvedibas. Visam, ko cilveéks dara - sakot no
produktu un pakalpojumu izvéles un beidzot ar dzives apstaklu izvéli, - ir tieSa
vai netieSa ietekme uz vidi, ka arT personigo (un kolektivo) labklajibu
(Jackson, 2005). Tapéc ,.lgtspgjiga patérina” téma ir aktuala valsts un
starptautiskaja politika

Partikas iegade ir Latvijas iedzivotaju budzeta prioritate, veidojot lielako
iedzivotdju izdevumu dalu, un tap&c svarigi ir pétit un apzinat partikas patérina
ilgtsp&ju. Atbilstosi ekologiskas pédas aprékiniem, partika veido aptuveni 55 %
majsaimniecibu radito CO, emisiju (Brizga, 2007). Tas nozimé, ka katrs lats,
kas izteréts So produktu iegadei ir saistits ar visaugstako ietekmi uz vidi.
Disertacijas autore hipotétiski apgalvo, ka partikas paterin§ Latvija nav
ilgtspgjigs, kas balstits uz $adam problemam:

e augsts importétas partikas patrin$ sektoros, ko varétu sarazot iek$zemes
tirgd;

e partikas razotaji Latvija finansialu apsvérumu de&] nav ieintereséti
ilgtsp&jigas partikas razoSana, tadgjadi ierobezojot ilgtspgjigu produktu
pieejamibu;
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o lielveikalu dominance Latvijas tirgil, un to realizéta iepirkumu politika ir
ekonomiski izdeviga tikai masu produkcijas razotajiem, ierobezojot
patérétaju izveli un centienus iegadaties ilgtsp&jigus produktus;

o Latvijas paterétajiem nav skaidra ilgtsp&jiga patérina un ilgtsp&jigas partikas
nozime, tadgjadi paterétaju izveli, ko pirkt, var noteikt realizétas marketinga
aktivitates;

e Latvija nav neviena politiska dokumenta vai strat€gijas ilgtspgjiga partikas
patérina veicinasana atskiriba no citam Eiropas valstim, kuras $adi
dokumenti pienemti un veiksmigi darbojas.

Balstoties uz augstakminétajam problémam, disertacijas autore ir
izvelgjusies padzilinati izpétit iedzivotaju partikas patérinpa paradumus,
izvertgjot ilgtspejiga partikas patérina perspektivas Latvija.

Patérina pétijumi ir aktuali jau kop$ 19. gadsimta, kad tika publicétas
jaunakas atzinas ekonomika (Engel, 1857; Veblen, 1898; Keynes, 1936;
Maslow, 1954; Fridman, 1957; Modigliani, 1966 u.c.). Ilgtspgjiga patérina
petnieciba izmantotas dazadu paterétaju uzvedibas teorétiku atzinas
(Skinner, 1938; Homans, 1961; Fishbein, Ajzen, 1975 u.c.). lzstradatas
teorijas pielietotas arT musdienu ilgtsp&jiga patérina pétnieku (Shove, Warde,
1997; Lorek, Spangenberg, 2001; Spaargaren, 2003; Ropke, Reisch, 2004;
Jackson, 2005; Tukker, 2008 u.c.) darbos.

Latvija ilgtspgjiga patérina un ilgtspgjiga partikas patéripa jautajumi ir maz
petiti. Visplasak ilgtspgjigu paterinu (ietverot arT energgtikas, majokla,
mobilitates un partikas sektorus) pétijis J. Brizga, E. Lice, savukart partikas
patérinu ilgtsp&jigas attistibas konteksta un partikas k&des ilgtsp&jas aspektus
visvairak ir analiz&usi Valsts agraras ekonomikas institata (LVAEI) zinatnieki
L. Melece, V. Pirksts, D. Popluga. Patérétaju uzvedibu un patérina paradumus
saistiba ar ilgtspgjigu partikas patérinu pé&tfjusi T. Tisenkopfs, M. Niklass,
A. Eglite. Citas valstis, jo TpaSi Eiropa un ASV, ilgtsp&jiga partikas patérina
problematika p&dgja desmitgade aktivi tiek risinata gan dazadas zinatniskajas
institacijas (piem., Wuppertal, SERI), gan valstiskas (piem., EEA, DEFRA,
FAO, OECD) un nevalstiskajas organizacijas (piem., RESPONDER, CORPUS,
SCORAIL).

Iepazistoties ar arzemés veiktajiem peétijumiem, autore konstatgjusi, ka
Latvija pietrakst detalizétas izp€tes par paterétaju uzvedibas nozimibu
ilgtsp€jiga partikas patérina veicinasana.

Promocijas darba hipotéze: Latvijas patérétaju informétiba un pozitiva
attieksme pret ilgtsp&jigu patérinpu var veicinat ilgtspgjigas partikas tirgus
attistibu.
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Pétijuma objekts: ilgtsp&jigs partikas paterins.
Pétijuma priekSmets: paterétaju attiecksmes un ricibas ietekme uz

ilgtspg&jigu partikas patérinu.

Temas ierobeZojums: darba tiek pétita persona ka majsaimniecibas vieniba.
Darba meérkis: izpétit ilgtspejiga partikas patérina perspektivas Latvija

patéretaju atticksmes un ricibas mijiedarbibas aspekta.

1.

2.
3.
4,

Meérka sasnieg8anai izvirziti $adi uzdevumi:

raksturot patérina, ilgtsp&jiga patérina un patérétaju uzvedibas teorétiskos,
vésturiskos un ekonomiskos aspektus;

izpétit politikas nozimigumu ilgtsp&jiga patérina veicinasana;

analizét partikas patérina paradumus Eiropa un Latvija ilgtsp&jas konteksta;
izvertet ilgtsp&jiga partikas patérina attistibas iesp&jas Latvija.

Metodologija

Patérina un patérétaju uzvedibas teorijas, vestures, un ilgtsp&jiga patérina
biitibas p&tijumos izmantotas analizes un sintézes metodes, abstrakti logiska,
indukcijas, dedukcijas un monografiska metodes.

Lai izpétitu patérétaju esoSo un potencialo uzvedibu, noskaidrojot vinu
attieksmi un nodomus attieciba uz ilgtsp&jigu partikas produktu iegadi,
veikta kvantitativa sociologiska aptauja, un aptaujati 530 respondenti
vecuma no 18-80 gadiem. Rezultatu analizei izmantotas matematiskas
statistikas metodes: faktora analize, korelacijas analize, y2 tests, regresijas
analize.

Partikas nozares tendencu noskaidroSanai tika veikta kvalitativa
sociologiska aptauja, kura piedalijas 19 partikas nozares eksperti. Rezultatu
analizei izmantota apraksto$a statistika, aprékinot atbilzu frekvences un
vidgjos lielumus, ka arT salidzino$a statistiska analize ar Mann-Whitney testu
un parbaudita ar Monte Karlo testu.

Galas paterina statistikas datu analizei tika izmantota Galveno
komponentu analize.

Veikta ieintereséto pusu analize.

Pétijuma tika analiz&ti planosanas dokumenti un normativie akti, zinatniskie

raksti, zinojumi un parskati ilgtsp&jigas attistibas, ilgtspgjiga patérina, partikas
paterina un paterétaju uzvedibas joma Latvija un citur pasaule, ka ar1 dazadu
statistikas institiiciju publicétie parskati (FAO, EUROSTAT, IFOAM, LR
CSP).
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Pétijuma novitates:

veikti originali pétijumi, lai izvertétu partikas patérina paradumus Eiropa un
Latvija ilgtsp&jas aspekta;

autore izmantojusi pétijumu metodes, kuras nav plasi pielietotas agraraja
ekonomikd un pieversusies starpdisciplinariem pétijumiem, pieméeram,
izmantojot ieintereséto puSu analizi, aprakstot iesaistito pusu lomu
ilgtsp€jiga partikas patérina nodro$inasana;

praktiski izpétijusi un pieradijusi, ka Latvijas partikas patérétaja riciba ir
tipiska Eiropai, tau ar galveno atSkiribu - izteikta lojalitate Latvijas
produktiem.

Petijuma zinatniska nozimiba:

izpétita patérina un patérétaju uzvedibas teor&tiskas pamatnostadnes, sakot
no Engela likuma 19. gadsimta vida lidz misdienu ilgtsp&jigas attistibas un
ilgtsp€jiga patérina koncepcijam, Tpasi akcentgjot partikas paterina
specifiku;

autore defingjusi ilgtspgjigas partikas un ilgtsp&jiga partikas patérina
Jjédzienus;

autore izstradajusi Latvijas apstakliem piemérotus ilgtsp&jigas partikas
kritérijus, kas ir redla jauna pievienota vertiba agraras ekonomikas zinatnge.

Petijuma tautsaimnieciska nozimiba:

aprekinot partikas produktu pieprasijuma, ienakuma, krustenisko elastibu un
patérina nakotnes prognozes, atklajusi jaunas tendences un skaidrojumus
katras produktu grupas patérina, izvertgjot to ilgtsp&jas raksturu;

petijumu rezultatu praktisko nozimibu nosaka autores inovativa pieeja
paterétaju attiecksmes un ricibas analiz€ ilgtsp€jiga partikas patérina
konteksta un ilgtsp&jiga, neilgtsp&jiga partikas patérétaju portretu izstrade,
tadgjadi nosakot galvenas barjeras un motiv€josos faktorus, kas var€tu
veicinat ilgtspgjigas partikas tirgus attistibu nakotng;

autore noteikusi divus iesp&jamos virzienus ilgtsp&jiga patérina
nodro$inasana, kas varétu bt par pamatu valsts ilgtsp&jiga patérina
stratégijas izstradasanai.

Aizstavamas tezes:

patérétaju attieksme un nodomu istenoSanas ir pamats ilgtsp&jigam partikas
paterinam;

politiska iniciativa ir svarigs priekSnoteikums ilgtspgjiga paterina
veicinasanai,

partikas patérinpa tendences Latvija liecina par iedzivotdju paterina
paradumu mainu ilgtsp&jas virziena,

partikas patérina paradumi Eiropa kopuma ir Iidzigi, tacu atSkiras pa
valstim;

15



5. Latvijas pat@rétaju pozitiva attiecksme pret ilgtsp&jigu produktu iegadi tikai
dalgji realizgjas faktiska riciba,

6. ilgtspEjigam partikas patéripam ir potencials k]t par patérétaju vairakuma
izveli.

1. PATERINA UN PATERETAJU UZVEDIBAS
TEORETISKIE, VESTURISKIE UN
EKONOMISKIE ASPEKTI

Nodala ir 21 lapa, tris tabulas un pieci atteli

1.1. Patérina teorétiskas pamatnostadnes un ilgtspéjas aspekti

Patérin$ ir galvenais ekonomikas attistibas virzitajspeks, kas aplikojams
dazados aspektos, ka arT daudzveidigu faktoru (ekonomisko, tehnologisko,
socialo, kulturalo, vésturisko un politisko) ietekmé laika gaita ir parveidojies,
tomér nezaudgjot ari iepriek$gjo gadsimtu atzinumu aktualitati (Engela
likums (1857); Keinsa galgja ticksme patérét (1936); Fridmana permanento
ienakumu teorija (1957)).

Psihologiskas, sociologiskas un antropologiskas literatiiras lietderiba par
paterinu jau sen ir atzita tirdznieciba, pat€rétaju pétijumos un motivacijas
izpete. Uzné€meéjdarbibas un tirdzniecibas intereses ir ciei saistitas ar patérina
pétijumiem, lai izstradatu jaunus produktus un stratégijas, kas mudinatu
cilvekus iegadaties piedavatos produktus. Sie p&tTjumi var bat apjomigs resurss
politikas veidotdjiem, kuriem jacinas ar neilgtspgjiga patérina problému, kas
atstaj negativu ietekmi uz ekonomisko, socialo un ekologisko vidi.

Zinatniskaja literattira paterin$ tick apliikots vairakos aspektos, kas apkopoti
1. tabula.

1. tabula
Pateérina izpétes koncepcijas
Aspekts Avoti Koncepcija
Patérins un Mas-Collel et al., 1995; Ekonomikas galvenie pienémumi
labklajiba Begg et al., 2003 par patérétaju racionalitati tiek

balstiti uz to, ka paterétaji ir sp&jigi
izveleties produktus, kas patiesi
viniem ir derigi, veicinot vinu

labklajibu.
Patérin$ un Maslow, 1954, 1968; Max Neef, | Atskiriba no vélmju ,,nesatibas”
vajadzibas 1992; Springborg, 1981; Fromm, | ,,patieso” cilvéka vajadzibu nav
1976; Illich, 1977; Marcuse, daudz, un tas ir ierobezotas un
1964; Scitovsky, 1976 universalas.
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1. tabulas turpinajums

Aspekts Avoti Koncepcija
Patérins un Veblen, 1898; Hirsch, 1977; Velmes bitiski atskiras no
vélmes Wright, 1994; Ridley, 1994 vajadzibam. Patérétajus virza nevis

logiski centieni apmierinat precizi
definétas vajadzibas un vélmes, bet
gan gaume un izvéle balstas uz
velmem.

IkdieniSkais un
neuzkrito$ais
paterins

Shove, Warde, 1997; Groncow,

Warde, 2001; Shove, 2003

Lielakie izdevumi tiek veikti
neuzkritosi - ka vienkarsu ikdienas
lémumu piepemsana miljardiem
paterétaju dzive.

Patérins un
identitate

Goffman, 1959; Belk, 1988;

Jackson, 2005

Saikne starp materialo labumu
patérinu un personigas identitates
veidoSanos un uzturésanu ir viens
no svarigakajiem misdienu
patérétaju uzvedibas
pamatnosacijumiem.

Patérina precu
simboliska
nozime

Morris, 1946; Baudrillard, 1970;
Barthes, 1973; Douglas, 1976;
Sahlins, 1976; Czikszentmihalyi,
Rochberg-Halton, 1981;
Appadurai, 1986; McCracken,
1990; Dittmar, 1992

Preces tiek vertétas augstu, nemot
vera ne tikai to funkcionalitati, bet
arT to, ko tas simboliz€ gan pasam
individam, gan apkartgjiem.

Patérins ka
sociala saruna

Douglas, Isherwood, 1980

Patérina precu simboliska nozime
veicina virkni ,,socialo sarunu” par
personigo un kolektivo identitati,
grupas saliedétibu un kulttiras
nozimi.

Patérins un
jegas
meklésana

McCracken,1988; Jackson, 2005

Preces un pakalpojumi tiek
izmantoti, lai sazinatos, jo patérgjot
individi sazinas ne tikai cits ar citu,
bet arf ar savu pagatni, idealiem,
bailém un centieniem.

avots: autores veidots péc Jackson, 2005

Mainoties sociali ekonomiskajai situacijai, mainas ar1 vertibas, miisdienas
cilveki arvien vairak tend€ti uz materialo vajadzibu tailit€ju apmierinasanu.
Vertibas ir cieSi saistitas ar vajadzibam. Tacu probléma ir apstakli, ka
vajadzibas ir neierobeZotas, tacu iesp&jas tas apmierinat ir ierobezotas gan laika,
gan lidzeklos un resursos. Turklat Zemes ekologiska ietilpiba arT ir limitéta - tas
sp&ja nodrosinat cilvekus ar nepiecieSamajiem dabas resursiem un absorbé&t
radito piesarnojumu un atkritumus nav bezgaliga.
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Ricibas programma 21. gadsimtam (Agenda 21), noradits: lai sasniegtu
ilgtsp€jigu attistibu, nepiecieS$ams mainit pasreiz&jos neilgtspejigos patérina un
razoSanas paradumus:

e veicinot ilgtsp&jiga paterina un razoSanas paradumus, kas samazina slodzi
uz vidi un nodrosina cilvéces pamatvajadzibas;

e veidojot sabiedriba izpratni par patérina saistibu ar vides kvalitati un to, ka
attistit ilgtsp&jigus patérina paradumus.

llgtsp&jiga patérina simpozija Norvégija 1994. gada pirmo reizi tika
definéts, ka ,ilgtsp€jigs patérin$ ir precu un pakalpojumu lietoSana, lai
apmierinatu pamatvajadzibas un celtu dzives kvalitati, taja pasa laika
samazinot dabas resursu izmantoSanu un piesarnpojumu precu un pakalpojumu
dzivescikla laika ta, lai neapdraudetu nakamo paaudzu vajadzibas” (Oslo
roundtable on.., 1994).

llgtsp&jigs patérins balstits uz 1€mumu pienemsanas procesu, kur papildus
individualajam vajadzibam (garsa, cena, ertums) tiek nemta vera arl patérétaju
sociala atbildiba (dzivnieku labturiba, godiga tirdznieciba, vides jautajumi)
(Meulenberg, 2003). Ikdienas patérina paradumi balstas uz individa &rtibam,
ieradumiem, vértibam, dzivesveidu, hedonismu un individualas attieksmes pret
socialajam un institucionalajam normam (Qualitative reserch..., 2000; IGD,
2002a; A vision..., 2003), un, kas ir batiski, tie visbiezak ir loti izturigi pret
parmainam. Turklat patérina modelu, nosacijumu un tradiciju attistiba ir saistita
ar ikdienas tehnologiju attistibu (Repke, 2006; Shove, 2003a; Gram-Hanssen,
2007).

Gramatas ,Patérina teorija” autors H. Kirks (Kyrk) (1923) atzist, ka
»petljums par patéripu pamata ir pétfjums par cilveku uzvedibu”. Tadg]
promocijas darba, lai pétitu ilgtspgjiga patérina perspektivas, tiek analizétas
patérétaju uzvedibas teorijas.

1.2. Pateérétaju uzvedibas teorijas ilgtspéjiga patérina pétnieciba

Patérin$ un patérétaja uzvediba ir savstarpgji saistiti jeédzieni, tadgjadi ar to
pétniecibu nodarbojas dazadas zinatniskas disciplinas, apliikojot jautajumus gan
no atSkirigiem, gan Iidzigiem aspektiem.

Ekonomika galvenokart patérétaju uzvedibu péta no labumu iegades aspekta.
Patérétaju uzvediba tiek definéta ka racionala un logiska, ko ietekmé& preces
cena un makroekonomiskie nosacijumi, kas iespaido patérétaju ienakumus un
tieksmi taupit vai teérét. Ekonomisti uzskata, ka patérétaju uzvedibu var mainit
ar informacijas sniegsanu un konsultacijam, tirgus parveido$anu, argjo izmaksu
internalizésanu un sabiedriska labuma produktu piedavasanu un regulésanu.

Psihologija un marketinga lielaka dala patérétaju uzvedibas pétijumu ir
saistiti ar precu pirkSanu, izmantoSanu un atbrivoSanos no tam. Tiek pienemti
dazadi patérétaju uzvedibas motivacijas modeli un dazada veida praktiska
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riciba. Psihologijas pétnicki uzskata, ka patérétaju uzvedibu var mainit: sniedzot
informaciju un parliecinot, mudinot, stimul&jot (premiala sistéma) un palielinot
iespgjas iegadaties ilgtsp&jigus produktus.

Sociologija patérétaju uzvediba agrak tika pétita no labumu iegades un
Tpasumtiesibu aspekta, misdienas uzmaniba tiek pieversta produktu lietoSanai
majsaimnieciba. Tiek uzskatits, ka patérétaju uzvedibu nosaka pienemtas
patérina uzvedibas normas, ieradumi, lomas un tadi individualie faktori ka
gimene, demografija, dzivesveids. To ietekm€ ari parazas, sociala mijiedarbiba,
sociotehniskas sist€émas (piem., pilsétas infrastruktiira). Sociologi uzskata, ka
patérétaju uzvedibu var mainit orienté$anas uz socialo sistému, kas skar
individu un iestazu un infrastruktiiru maina.

Starpdisciplinarie ilgtspg€jiga patérina p&tijumi patérétaju uzvedibu analize
no precu iegades, izmantoSanas un utilizacijas aspekta, neapliikojot atskiribas
starp tirgus un arpustirgus darbibam. Tiek uzskatits, ka patérétaju uzvedibu
ietekmé& marketings, patérinpa simboliska komunikacija, eso$as noteikumu
sisteémas ierobezosana, ka arT tadi makrovides pamatnosacijumi ka zemas dabas
un energijas resursu cenas, tehnologiju attistiba, ekonomiska izaugsme un
pasaules méroga konkurences ideologiskais pamats. Paterétaju uzvedibu varétu
mainit tirgus caurskatamiba, ar&jo izmaksu internalizé€$ana un cina par ietekmi
tirgd, ka arT produktu standarti un brivpratigas vienosanas.

Lai pilniba apmierinatu patérétaju vajadzibas, kas balstitas uz ilgtspgjigam
izvelem, ir jasaprot patérétaju uzvediba.

Turpmak plasak aplikotas teorijas, uz kuram tiek balstita promocijas darba
empiriska analize. Tas ir savstarpgji un hronologiski saistitas teorijas, kas, péc
autores domam, vislabak izskaidro patérétaju uzvedibu, izvéloties ilgtspgjigu
partikas patérinu. 1. att€ls parada teoriju saistibu un v&sturisko hronologiju.
Empiriskaja dala tiek izmantotas jaunakas teorijas, kas balstitas uz hronologiski
senakam teorijam un to t€z€m. Pardomatas ricibas un planotas uzvedibas
teorijas saturiski ir savstarpgji viscie$ak saistitas, un to atzinumi izmantoti
pétnieciskaja darba.

Pardomatas ricibas teorijas (The Theory of Reasoned Action) (TRA)
attistibas sakumpunkts ir veértibu - gaidu teorija: cilvéki rikojas atbilstosi savai
parliecibai par savas uzvedibas rezultatiem un vertibam, kuras vini saista ar
Siem rezultatiem. Pardomatas ricibas teorijas vertiba tiek skaidrota ar iesp&ju
detalizeti izpétit konkréta paterétaja ricibas aspektus un vinu izdarito izveli.
Teorijas panakumi tiek saistiti ar tas iesp&ju savstarpgji sasaistit nodomus ar to
ieprieksgjiem nolukiem (attiecksm&m un subjektivajam normam). P&tijumos reti
kad méginats noteikt gan faktisko uzvedibu, gan nodomus, kas ir vairak verteti
ka labi uzvedibas paredzetaji.
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Planotas
uzvedibas
teorija
(Ajzen, 1991)

Pardomatas

Racionalas Gaidu- vertibas ricibas teorija

Lidzeklu - gala

mérku teorija
(Gutman, 1982)

izvéles teorija teorija L SR
(Homans, 1961) | (Fishbein, 106¢) I (Fishbein, Ajzen,

avots: autores veidots
1. att. Patérétaju uzvedibas teoriju hronologiska seciba

Planotas uzvedibas teorija (The Theory of Planned Behaviour) ir
pardomatas ricibas teorijas papildinajums, kas ietver jaunu mainigo lielumu -
uztvertas uzvedibas kontrole (PBC - Perceived Behavioural Control), kas ir vél
viens nodoma un ricibas raditajs. |. Ajzens apgalvo, ka planotas ricibas teorija
spgj izskaidrot pretrunu Itmeni starp atticksmém, subjektivam normam un
nodomiem situacijas, kuras cilvéki apzinas savu ricibu. Uztvertas uzvedibas
kontrole tick definéta ka “individa parlieciba par to, cik vienkar$a vai sarezgita
varétu but kada uzvedibas modela TstenoSana” (Ajzen, Madden, 1986).
Uztvertas uzvedibas kontroles ieklausanu kopa ar uzvedibas nodomiem var
izmantot, lai paredzetu faktisko uzvedibu. Pozitiva attiecksme pret ilgtsp&jigiem
produktiem ir labs sakums, lai veicinatu ilgtspgjigu patérinu. Vairaki p&tijumi
koncentrgjas uz attieksmi pret ilgtspgju un ilgtspgjiga patérina uzvedibu
(Shamdasani et al., 1993; Shrum et al., 1995; Verbeke, Viaene, 1999;
Chan, 2001; Bisonette, Contento, 2001; De Pelsmacker et al., 2003;
Gordier, 2003; Tanner, Kast, 2003).

Lai gan daudzi no Siem pétijumiem nesp&j novertét faktisko ricibu, tomer
pastav dazi pétijumi, kuri pilniba apzinatas kontroles konteksta atbalsta cieSo
saistibu starp cilvéka nodomiem un uzvedibu par labu apkart€jai videi
(Boldero, 1995).

Izstradajot aptauju, tika nemti véra $adi planotas uzvedibas teorijas modela
komponenti:

e sociali demografiskie faktori: vecums, dzimums, izglitiba un sociali
ekonomiskais statuss, dzives vieta;

o attieksme pret uzvedibu, kas ietver gan uzskatus par uzvedibu, gan
novertgjumu par uzvedibas iznakumu;

e uztverta uzvedibas kontrole, kas norada, cik liela méra individi tic sp&jai
parvaldit/kontrol&t mérka uzvedibu, neraugoties uz to, vai §1 parlieciba ir vai
nav patiesa;

o faktiskie uzvedibas $kersli - objektivie $kérsli, kas nosaka vai individs spgj
izradit konkrétu uzvedibu, nevis norada uz respondenta uzskatiem par
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skersliem. Sis atikiribas noteikSana ir batiska, jo kaut arf, ja respondenti

mingtu par kada uzvedibas Skér§la esamibu, tad patiesiba miné&tais Skerslis

var eksistét un var ari neeksistét;

e nodomi - raksturo respondenta ceribas izradit konkr&tu uzvedibu noteikta
laika posma;

e uzvediba - raksturo respondenta ricibu noteikta laika posma.

Apvienojot pardomatas ricibas un planotas uzvedibas teorijas, var
nodro§inat konceptualo pamatu attieksmju un nodomu izpétei. Attieksmes -
uzvedibas modeli liecina, ka zinasanam par atticksmes objektu (piem., to, ka
taupit energiju ir svarigi) un socialajam spiedienam (socialajam normam) ir
janosaka uzvedibas nodoms un péc tam uzvedibas forma.

1.3. llgtspejigs partikas paterins

Partika nav tikai &diens - tas izv€le un patérin$ vienmér bijis sarezgitu
kulttras un individualo faktoru sistémas jautajums. Misdienas paterétaju
partikas izvéle ir sarezgitaka neka jebkad agrak. Patérétaji ir izveidojusi
dinamiskakas, sarezgitakas un atSkirigakas prasibas. Patérétaju partikas
izveles sarezgitiba var tikt aplikota ka augoSas partikas produktu izvéles
un patérétaja pieprasijuma dinamikas, sarezgitibas un neviendabiguma
rezultats (Grunert, 2002).

Partikas patérinS ir unikals un atSkiras no lietu patérina, gan ar ta
fiziologisko nepiecieSamibu, gan senatnigumu, evoluciongjot kopa ar sabiedribu
un Kklastot par neatnemamu kultiiras un identitates sastavdalu, kas var
nodros$inat visas Maslova vajadzibu hierarhijas vajadzibas. Partikas bezatbildigs
patérin§ negativi ietekm& gan paSa paterétaja veselibu, gan ar1 socialo,
ekonomisko un ekologisko vidi.

Pasaules iedzivotaju straujais pieaugums, dabas resursu noplicinasana,
razosanas intensifikacija un koncentréSanas, sociala nevienlidziba un daudzas
citas tirgus ekonomikas raditas sekas ir svarigi iemesli, lai izvért€tu pasreizgjos
partikas patérina paradumus un mainTtu tos ilgtsp&jas virziena.

Autore, balstoties uz izpétito literatiiru, piedava savu ilgtspgjigas partikas
un ilgtspgjiga partikas patérina definiciju.

ligtspejiga partika ir partika, kas ir izsekojama visos tas aprites posmos,
iegiita un parstradata, efektivi izmantojot vietéjos razoSanas resursus,
riipéjoties par vidi, biologisko daudzveidibu un dzivnieku labturibu, nodrosinot
godigus un proporciondalus ienakumus partikas kédé iesaistitajiem
straddjosajiem, ta ir veseliga un drosa patéretdjiem.

ligtspejigs partikas paterins ir apzindtas vai neapzinatas patérétaju ricibas
rezultats, kas versts uz ilgtspejigu produktu iegadi, to lidzsvarotu patérinu un
samazindtu atkritumu radisanu, tadeéjadi ar savu darbibu atstajot iespéjami
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mazako ietekmi uz vidi; ar savu izvéli atbalstot lokalo ekonomiku un socialo

atbildibu.

Promocijas darba empiriska pétijuma pamata ir $adi ilgtsp&jigas partikas
kriteriji:

e vietgja razojuma partika un sezonas produkti, lai samazinatu energijas
patérinu un transportéSanas celu (partikas judzes), nogadajot preci lidz
paterétajam un uzglabajot;

o ckologiski razota lauksaimniecibas produkcija, kas ietver sevi dzivnieku
labturibu, biologisko daudzveidibu, partikas un vides nepiesarpo$anu ar
lauksaimniecibas kimikalijam;

e samazinats galas patérins - gala partikas k&de rada vislielako vides noslodzi
un CO, emisijas;

e godigas tirdzniecibas produkti, kas ietver sevi socialo taisnigumu un ripes
par vidi;

e partikas droSums un veseligums;

e partikas atkritumu samazinasana.

Ja partikas patérinu apliiko globala un vésturiska konteksta, tad izmainas ta
paradumos notiek visu laiku - dazi mérami gadsimtos, dazi tikai desmitos, tacu
var secinat, ka v€l nozimigakas parmainas ir prieksa, kuru pamata ir vides un
dabas resursu aspekti, ka ar1 partikas identitates meklgjumi un bazas par
partikas nekaitigumu.

Joprojam var pienemt, ka patérétaja partikas izveli ietekmé& produktu cena,
kvalitate un patérétaju ienakumi. Tacu ar to, ko patérétaji uzskata par
“kvalitati”,  pédgjas  desmitgadés ir notikusas lielas  izmainas.
Var aptuveni noteikt miisdienu patérétaja partikas kvalitates uztveri, izskirot
Cetras partikas produktu kvalitates ipasibas: organoleptiskas, veseliguma,
audzgSanas, razoSanas procesa un lietoSanas &rtuma Ipasibas (Brunse, Fjord,
Grunert, 2002; Grunert, Baadsgaard, Larsen, Madsen, 1996).

Pieprasijums péc ilgtspgjigiem partikas produktiem rodas daudz sarezgitakas
personigas motivacijas dél. Cilveki vElas arT izteikt savdabigu paSizpausmi un
pasaules redzg&umu par vidi un pasauli, kada vini vélas dzivot. Partikas
pieprasijums Sen vairs nav tikai kvantitates pieprasijums - aizvien vairak tas
klust par kvalitates pieprasijumu. Partikai piemit dazadas kvalitates un patérétaji
pérk nevis tikai produktus, bet arT to Tpasibas. Tapec miisdienu partikas paterins
ir Tpasibu paterins, kas no ilgtsp&jiga paterina veicinasanas aspekta ir pozitivi.

Ekonomiskie faktori var ietekmét to, ko cilvéki &d, tacu tie nevar ietekmg&t
to, kam vini dod priekSroku. Ekonomiskas labklajibas laika, kad budzeta
ierobezojumi ir pie]avigaki, tas, kam patérétajs dod prieksroku, kltist svarigaks
lémumu pienemsand. Tradicionala pieprasijuma modela nespga izskaidrot
patérétaju uzvedibu, Tpasi pedejas desmitgades, rosindja veikt petijumus, radot
jaunas pieejas pateérétaju uzvedibas modeléSana (Rosin et al., 1986).
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Tomer vienlaikus atzinumi par arvien sariikoso cenas ietekmi uz partikas
produktu izvéli ir pretrunigi, jo gan promocijas darba aptaujas rezultati, gan Citu
autoru pétijjumi (piem., Senauer, 2001; Vermeir, Verbeke, 2004; Defra, 2007;)
norada, ka tie$i cena ir viens no galvenajiem ilgtspEjigas partikas izvEles
kavekliem, kas varétu but skaidrojams ar ienakumu nevienlidzibu un partikas
izdevumu dalas Tpatsvaru kop€ja budzeta gan starp valstim, gan ari socialajam
grupam vienas valsts ietvaros.

2. ILGTSPEJIGA PATERINA POLITISKAIS,
TIESISKAIS UN INSTITUCIONALAIS IETVARS

Nodala ir 18 lapas, cetras tabulas un cetri atteli

2.1. Ilgtspé€jigas attistibas un ilgtspéjiga patérina
politikas vesturiska attistiba

llgtsp&jigas attistibas politika, kas ietver arT ilgtsp&jigu patérinu, globalas
politikas dienas kartiba paradijas pilsonu aktivas darbibas d&] 70. gados,
protestgjot pret vides degradaciju. Tam sekoja valstu politiska griba, kas tika
formaliz&ta ka starptautiskas vienoSands ar viziju, stratégiju un konkrétam
ricibam, kas Tstenojamas kolektivi, sakot no starptautiska lidz pat vietgjam
parvaldes Iimenim. Atbildiba par ilgtsp&jigas attistibas principu ievieSanu
ikdiena ir gan valstu kompetencé, kam pieder varas instrumenti konkr&tas
ricibas istenosanai, gan arl individa attieksmes un dzivesveida izvelg, ko
savukart valsts palidz izdarit ar informacijas un izglitibas Iidzekliem.

Kops termina ,,ilgtsp&ja” paradisanas uz globalas politiskas skatuves, tas vél
aizvien ir izteikti politisks jédziens, kas prasa zinaSanas par dazadiem
ilgtsp&jibu raksturojosiem indikatoriem un $o zinaSanu izmantoSanu politisku
lemumu pienemsana.

Globalas un Eiropas Savienibas nozimigakas politiskas iniciativas
hronologiska seciba cela uz ilgtspgjigu atfistibu, tai skaita uz ilgtspgjigu
patérinu ir atspogulotas 2. attela.

Eiropas Savieniba atzinusi, ka ir svarigi mainit tautsaimniecibu un
iedzivotaju dzivesveidu atbilstosi ilgtsp&jigakiem principiem, tapec 2008. gada
julija Eiropas Komisija iesniedza Eiropas Parlamenta Ilgtsp&jiga patrina un
razoSanas un ilgtsp&jigas ripniecibas un politikas ricibas planu. Ta mérkis ir
uzlabot razojumu ekologiskos raditajus visa to aprites cikla, veicinat un stimulgt
pieprasijumu péc kvalitativakiem ekonomiskajiem labumiem un raZoSanas
tehnologijam, ka arT palidz&t patérétajiem pienemt videi draudzigus l€mumus.
Ricibas plana ir apskatiti arT ilgtsp&jigas razosanas un patérina popularizéSanas
iesp&jas pasaulé. ES ilgtspgjiga paterina un razosanas atbalsta pasakumu pamata
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ir Cetri galvenie mérki: razojumu kvalitates uzlaboSana, patérétaju informéetibas
uzlabosana, raZoSanas efektivitates un globalo centienu atbalstisana (Eiropas
Komisija, 2008).
ANO konference ,,Rio+10” Johannesburga
02002
ANO llgtspejiga patérina simpozijs Oslo

~Marakesas procesa” uzsaksana
01994

02003
ANO Pasaules samits Riodezaneirc ANO klimata parmainu konference Kopenhagena
. 2009
1992 o=

e ANO Pasaules samits ,,Rio+20"
o _!l ) ] _)
ANO Pirmais Pasaules samits ,,Vide un attistiba” ANO Pasaules samits ,,Rio+30"
01972 02022
[ I | I
1980 1990 2000 2010 2020 2030
ES ilgtspejiga patérina un raZo3anas ricibas plans
62008
Atjaunota ES ilgtspéjigas attistibas stratégija
61987 Oi:]m
ANO zinojums ,Masu kopgja nakotne” | gs jjatspajigas attistibas strategijas izstrade Geteborga

42001

avots: autores veidots pec Fuchs, Lorek, 2004
2. att. Svarigakas globalas un Eiropas Savienibas politiskas iniciativas
ilgtspejigas attistibas un ilgtsp€jiga patérina veicinasanai

ANO klimata parmainu novérSanas konference Kopenhagena 2009. gada
medijos tika dévéta gan par ,,izskiro§i svarigu”, gan par ,pasaules p&dgjo
ceribu”, tacu rezultats apstiprina, ka globali ilgtsp&jigas attistibas, pat€rina un
razoSanas mérki ir griiti sasniedzami lielvaru (ASV un Kina) politiskas
neieinteresétibas un atseviS$ku valstu politiskas mazspgjas dél. 2012. gada,
20 gadus péc 1992. gada ANO samita norisinajas Pasaules samits ,,Rio+20”,
kur lidzigi Kopenhagenas konferencei parak maz valstu bija gatavas realai
ricibai. Tom@r atsevisku valstu un regionu laba prakse un centieni sasniegt
ilgtspgjigas attistibas, tai skaita ilgtspgjiga paterina mérkus, lauj ceret, ka
,,R10+30” konference biis sp&cigaka un produktivaka.

2.2. Stratégisko dokumentu un tiesiskas bazes analize ilgtspejigas attistibas
un ilgtsp€jiga patérina veicinasanai

Ilgtspgjigs patérins ir ciesi saistits arT ar razoSanas sektoru, tapéc parsvara
politikas planoSanas dokumentu ilgtsp&jigs patérins tiek aplikots kopa ar
ilgtsp&jigas razoSanas problematiku. Lai gan promocijas darba tiek pétits
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paterins, tomer ta pilnigakai izpratnei paterinu nevar analiz&t atrauti no agrara
un industriala sektora.

Pamatojoties uz ES Ilgtsp&jigas attistibas stratégiju, dalibvalstis ir
pienémusas nacionalas stratégijas, kur visas vizija ir dabas resursu efektiva
izmantoSana, lai labklajibas nodroS§inasana iedzivotajiem Sodien paredzetu
resursu saglabasanu nakamajam paaudzém. Ta ka promocijas darba tiek
analizets ilgtspgjigs partikas patérins, tad detalizetak tiek apliikoti dokumenti,
kuros izdalita partikas joma.

Atkariba no valsts noteiktajam prioritatém, stratégijas ir kopigi un atSkirigi
uzdevumi. Pieméram, Latvijas, Lietuvas, Austrijas, Somijas un Spanijas
stratégijas partika (uzturs) nav izdalita ka atsevisks uzdevums, bet ieklaujas
citos uzdevumos. Lielbritanija, Francija un Niderlande ir pienémusas atsevi$kus
politikas dokumentus, kas regulé partikas jomu. ledzivotaju patérina paradumu
maina visas strat€gijas ir izvirzita ka ilgtsp&jiga patérina virzosais uzdevums,
tacu tadi pasakumi ka sistémas reformas (partikas kéde), jaunas tehnologijas,
inovacijas un pétnieciba, drosa un kvalitativa partika, labvéligi majlopu
turéSanas apstakli, sadarbiba starp uznémgjiem, pilsonisko sabiedribu un valsti,
izglitiba skolas, jaunieSu informéSana un izglitiba, produktu mark&sana,
kvalitativi darba apstakli, atkritumu parstrade, atkritumu mazinasana,
sabiedribas veselibas aspekts - veseligas €Sanas paradumi un vietgjo razojumu
popularizé$ana vienkopus vienas valsts stratégija nav atrodami. Visvairak no
uzskaititajiem pasakumiem ir nosaukti Niderlandes politikas dokumenta.

Latvijas Tlgtspgjigas attistibas stratégija ,,Latvija 2030” tika apstiprinata
Saecima 2010. gada. Pozitivi, ka apjomigaja strat€gija tiek pieminéta
majsaimniecibu ka gala patérétaju ietekme wuz dabas daudzveidibas
samazinasanos un klimata izmainam. Tomér iesp&jamie risinajumi, lai mazinatu
patérina negativo ietekmi uz vidi, aprobezojas ar ilgtspgjiga dzivesveida
veicind$anu un ir visparigi, jo bitiba neatspogulojas sasniedzamajos
indikatoros. Stratégija ieklautaja vides izglitibas programmas izveides
koncepcija ir konstatgjams biitisks trikums, saistot vides jédzienu tikai ar dabas
aizsardzibu, tadgjadi sasaurinot gan ilgtspgjiga patérina un dzivesveida biitibu,
gan nozimigumu. Analizgjot Latvijas dokumenta strategiskos indikatorus,
jasecina, ka meérki izvirziti loti piezeméti, lai bez 1pasu pasakumu veikSanas
biitu sasniedzami un ierakstami atskaité Eiropas Komisijai.

Ar partikas patérinu un razo$anu saistita normativa baze ir sadrumstalota un
neveicina nozares vispusigu un ilgtsp&jigu attistibu, kas bitu vérsta uz
saskanotu vides aizsardzibu un patérétaju veselibas uzlaboSanu. Ari NVO
lidzdaliba veseliga uztura veicinaSanas joma ir nepietickama, kas varétu bt
skaidrojams ar citam valsts un ES finansétajam prioritateém.
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2.3. Politikas instrumenti ilgtspéjiga patérina veicinasanai

Politikas veidotajiem ir pieejami dazadi politikas instrumenti, lai ietekmé&tu
gan privato sektoru, gan ari individus. Politikas instrumenti ir parvaldibas
metozu kopums, ar kuru palidzibu tiek atbalstitas un ietekmétas socialas
parmainas noteikta mérka sasniegSanai, $aja gadijuma sasniegt patCrina
ilgtspg&ju.

Ilgtspgjigs patérins un razoSana ir komplekss jedziens, kuru raksturo divas
bitiskas iezimes: kolektiva riciba un starpnozaru saikne. Lidz ar to ilgtsp&jiga
patérina nodro$inasana ir butiski izmantot integrétu politikas instrumentu
pieeju, lai efektivak sasniegtu mérki. Popularakie politikas instrumenti, kas tiek
vai varétu tikt izmantoti ilgtsp&jiga patérina veicinasanai apkopoti 2. tabula.

2. tabula
Instrumenti ilgtsp€jiga paterina veicinasanai
N.p.Kk. Instrumentu veids Piemeéri
1. Regulgjosie - Aizliegumi un ierobezojumi
instrumenti - Noteikumi, normas un standarti
- Planosanas dokumenti un stratggijas
- Cenu un tirgus regul&jums
2. Ekonomiskie - Vides nodokli
instrumenti - Subsidijas
- Zalais Publiskais iepirkums
- Lietosanas maksas un nodevas
3. Sadarbibas un - Infrastruktiiras nodrosinasana
lidzdalibas instrumenti | - Sadarbibas tiklu veidosana
- Brivpratigas darbibas un vienoSanas
4. Informativie - Mark&sana
instrumenti - Informacijas centri
- Konkursi
- Kampanas, majas lapu izveides
5. Pétniecibas un - Pétfjumu instrumentu attistiba patérina
izglitibas instrumenti monitoringam
- Izglitiba un apmaciba

avots: Groezinger, Tuncer, 2009, Léhteenoja et.al, 2009

Lai izvéletos pielietojamo politikas instrumentu kombinaciju, tie tiek
izverteti gan no ilgtsp&jiga patérina ietekmes uz citam stratégijam, gan no to
iedarbibas speka (regulgjosie un informativie), gan arl no nepiecieSamibas
sadarboties dazadam sabiedribas grupam. Politikas instrumentiem var pielietot
dazadas klasifikacijas.

Reguléjosie instrumenti

Regulgjosie instrumenti ietver obligatas darbibas, kuru neievéroSanas
gadjjuma ir paredz@tas represivas sankcijas. Ar regulgjoSo instrumentu
palidzibu ir iespg€jams mainit pat€rina virzoSos spekus — patérétaju sp&jas un
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iespgjas Istenot ilgtspgjigu patérinu. Tacu tradicionala regulgjoSo instrumentu
ievieSana biezi vien ir darga un griiti uzraugama. Tapé&c arvien popularaki klust
pasregulgjosie instrumenti, piem&ram, brivpratigds vienoSanas un ricibas
kodeksi. Regulgjosie instrumenti var palidz&t veicinat ilgtsp&jigu paterinu
(pamata organizaciju limenT) un nosaka jaunas socialas normas (Brizga, 2012).
Ekonomiskie instrumenti

Ekonomiskos instrumentus var izmantot, lai ar ekonomisku stimulu
palidzibu mainitu iedzivotaju uzvedibu un uznémumu ricibu, ta veicinot
ilgtsp&jigu paterinu, ka ari, lai izskaustu neilgtsp&jigus patérina un raZoSanas
paradumus. Ekonomiskie instrumenti ir daudz elastigaki par regul&joSajiem
instrumentiem un palielina mérkgrupu iesp&jas izveleties tiem izdevigako
pieeju. TaCu ekonomisko instrumentu efektivitate iepriek§ ir griiti
prognozgjama, jo precizi nevar noteikt, kada biis mérkgrupas reakcija. Papildus
janem ve€ra arl patérétaju iracionalas izvEles, reag€jot uz dazadiem
ekonomiskiem stimuliem (Darnton et al., 2006). Nodoklu politika ir arT riski, jo
pastav atkariba no lielajiem spélétajiem tirgli, kam savukart ir ietekme uz
lemumu pienems$anu, tapéc bitiska nozime ir pilsoniskas sabiedribas
aktivitatem.

Valsts institlicijas ir ne tikai pats lielakais patérétajs, bet, Tstenojot zalo
publisko iepirkumu, arT varétu radit labu pieméru uznémejiem un iedzivotajiem
attieksmes un paradumu mainai.

Informativie un izglitibas instrumenti

Informativos instrumentus izmanto, lai raditu izpratni un iesaistitu
sabiedribu [émumu pienemsana, veicinatu pétniecisko instrumentu attistibu un
veicinatu pieprasijuma palielinaSanos péc ilgtspgjigiem produktiem. Tomeér
patérétaju attieksmes un ricibas nesakritiba mazina $o instrumentu efektivitati,
jO ari patérétaji, kas vides problémas novérté ka butiskas, biezi vien nepraktizeé
ilgtsp&jigu dzivesveidu. Valdibas uzdevums ir radit priekSnosacijumus, lai
iedzivotaji bitu pietickami informé&ti par ilgtsp&jigu produktu labo Tpasibu
ietekmi gan uz cilvéku veselibu, gan vidi. Informacijai jabat pietiekami
izsmeloSai, saprotamai un regularai, lai iedzivotaji sp€tu pienemt pamatotus
lémumus par labumu iegadi un to patérina veidiem. Informativas kampanas ir
svarigas cilveku izpratnes veidoSana un pat€rina modelu izveéle. Pilsoniskas
sabiedribas organizacijam §1 instrumenta ievieSana ir bitiska nozime, jo tas
izstrada informaciju atbilstoSi sabiedribas grupu specifiskai uztverei
(profesionalu organizacijas, jaunieSu, pensionaru u.c.). Turklat NVO
organizetds kampanas bauda lielaku iedzivotaju uzticéSanos neka valdibas
riciba. Valdiba, pienemot lémumus un izdodot instrukcijas par atbilstosu
produktu mark&umu, var patérétajiem atvieglot izvéli.
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Sadarbibas un Iidzdalibas instrumenti

Sadarbibas mehanismi vairak darbojas ka paliglidzeklis citu instrumentu
efektivakai ievieSanai un atspogulo kvalitativas politikas un demokratisku
tradiciju esamibu. Dialoga un kolektiva darbiba var rast labakos risinajumus un
visefektivakos ricibas veidus. Sadarbiba var biit gan horizontala, gan vertikala.
Igtsp&jigs patérins ir starpnozaru, 1idz ar to ir nepiecieSama nozaru politiku
savstarpgja integracija (energijas, transporta, lauksaimniecibas, sabiedribas
veselibas, izglitibas u.c.). Sadarbojoties valdibai, uzpémgjiem un NVO, ir
iesp&jams rast visefektivakos risinajumu ilgtsp&jiga patérina veicinasana.

Ilgtspgjiga patérina politikas instrumentu sekmigs pielietojums ir parvertibas
patéripa modelos, ko izraisijuSas izmainas vai nu individu uzvediba, vai
patérina pamatnosacijumos. Izmainas patérina modelos parasti saistitas ar ar
izmainam razosanas sistéma.

Lai gan pastav daudz instrumentu un arvien tiek izgudrotas jaunas pieejas
ilgtsp&jiga patérina veicinasanai, ilgtsp&jiga partikas patérina sasniegSana
ikvienai valdibai ir izaicinajums. Augstais galas pat€rins, pieaugosais partikas
un iepakojuma atkritumu daudzums, ka arT partikas transportéSanas rezultata
raditas CO, emisijas ir jomas ar nozimigako ietekmi uz vidi, kuras butu
jauznemas politiska iniciativa So kategoriju patérina parstrukturizé$anai. No
tiem galas pat€rina samazinasana ir politiski visjitigaka joma, gan lielo un
ietekmigo razotaju del, gan ar patérina paradumu del.

3. EIROPAS UN LATVIJAS IEDZIVOTAJU PARTIKAS
PATERINA PARADUMU ANALIZE
ILGTSPEJAS KONTEKSTA

Nodala ir 26 lapas, cetras tabulas un 22 attéli

Partikas pieprasijumu, pat€rinu un iedzivotaju uzvedibu nevar izskaidrot,
neapliikojot piedavajuma pusi, kas kopa veido ekonomiskas attiecibas starp
razotajiem, parstradatajiem, tirgotdjiem un paterétdjiem, ka ari So subjektu
attiecibas ar politiskajam institlcijam, viet€jo sabiedribu, pétnieciskajam
organizacijam, kopa veidojot partikas kedi. Katrs no partikas k&des posmiem ir
svarigs Latvijas tautsaimniecibas izaugsmei, taja pa$a laika atstdj nozimigu
ietekmi uz vidi.

Pettjumi Eiropa apliecina, ka lauksaimnieciska razoSana ir atbildiga par 20%
Eiropas Savienibas majsaimniecibu patérétas partikas produktu radito SEG
emisiju, partikas produktu parstrades riipnieciba par nepilniem 50%, izplatiSana
par 5%, majsaimniecibas par 15%, bet &dinasanas iestades par 10% (Moll,
Watson, 2009; Weidema et al., 2008; Tukker et al., 2006).
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3.1. Eiropas iedzivetaju partikas patérina paradumu izpéte

Laika, kad Eiropas iedzivotaju uzturs mainas un tam ir tendence klat arvien
lidzigakam lielakaja dala ES valstu, joprojam ir bitiskas atSkiribas - pat valsts
regionu ietvaros pastav dazadi partikas patérina modeli. Arl promocijas darba
autore ir pétijusi Eiropas iedzivotaju patérina paradumus ilgtsp&jiga patérina
aspektd, pamatojoties gan uz statistikas datiem, gan ari veicot aptauju
starptautiska zinatniska projekta.

Autore, izmantojot pieejamos statistikas datus, izpétija patérétaju uzvedibu
ietekm&joSos faktorus, iegadajoties visa veida galu un tas produktus
(neilgtsp&jiga patérina kriterijs) un darzenus (ilgtspgjiga pateérina kriterijs).

Pétijums tika izstradats 2010. gada, izmantojot FAOstat un Eurostat datus,
kuri lielakajai dalai ES valstu bija pieejami lidz 2007. gadam. Analizé tika
ieklautas 24 ES dalibvalstis, kuram datu bazg bija pieejama pilna datu rinda
(Apvienota Karaliste, Somija, Zviedrija, Portugale, Lietuva, Rumanija, Polija,
Italija, Latvija, Irija, Cehijas Republika, Spanija, Bulgarija; Holande; Francija;
Austrija, Belgija, Slovakija, Kipra, Ungarija, lgaunija, Vacija, Danija, Griekija).

Lai atspogulotu patérétaju ienakumu nozimi galas produktu patérina, tika
veikta korelacijas analize, kura salidzinats galas produktu patérins ar iek§zemes
kopprodukts (IKP) laika posma no 1995.-2007. gadam.

Valstis péc to korelacijas koeficientiem tika iedalitas tris grupas:

Valstis ar pozitivu korelacijas koeficienta vertibu: Apvienota Karaliste
(0,9712), Somija (0,9515), Zviedrija (0,9379), Portugale (0,8967), Lietuva
(0,8776), Rumanija (0,8512), Polija (0,8424), Italija (0,7428), Latvija (0,7309),
Irija (0,6807), Cehijas Republika (0,4687), Spanija (0,4087). Ciesa korelacija
norada uz to, ka galas produktu patérina Itmeni $ajas valstis ietekmé iedzivotaju
ienakumi jeb pirktsp&ja, ka ar1 dazadas patérina kultiiras, kuras gala ir nozimigs
partikas produkts ikdienas uztura, savukart iedzivotdaji ar zemakiem
ienakumiem spgj aizstat galu ar citiem partikas produktiem.

Valstis ar negativu koreldacijas koeficienta vértibu: Bulgarija (-0,8922);
Holande (-0,7702); Francija (-0,6454); Austrija (-0,5465), Belgija (-0,4788),
Slovakija (-0,3926). Negativu korelaciju raksturo galas produktu pat€rina
samazinasanas pie kopg€ja iedzivotaju ienakumu limena palielina$anas. Tam
varétu but divi izskaidrojumi. Cie$sa negativa korelacija Bulgarija ir
izskaidrojama ar faktisko iedzivotaju pirktsp&as samazinasanos, kas savukart
ietekmé galas paterinu, nemot véra augstas produktu cenas. Pargjas valstis tiek
pienemts, ka paterétaja izveli galas patérina zina nosaka paterétaju zinasanas
par veseliga uztura nozimi, tadgadi kopgjais galas paterin§ samazinas,
neraugoties uz iedzivotaju labklajibas limena palielinasanos.

Valstis ar vaju korelacijas koeficienta vertibu: Kipra (0,3318),
Ungarija (0,3001), Igaunija (0,2620), Vacija (0,1627), Danija (-0,0613),
Griekija (-0,0531), no kuram p&déjas divas minétas nav korelétas. Sajas valstis
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iedzivotaju ienakumi (pirktspgja) neietekm& galas produktu patérigu, jo,
iespgjams, galas produktu lietoSana uztura tiek uztverta ka dala no &Sanas
paradumiem vai ka pirmas nepiecieSamibas prece, tadgjadi galas patérin$ nav
elastigs vai ari ta dinamiku nosaka citi vél ietekmigaki faktori.

Izmantojot galveno komponentu analizi, MATLAB programma tika iegtita
24 ES dalibvalstu galas produktu patérina Karte, kura atzimétas gal&jas novirzes

no vidgjas vertibas (3. attéls).
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3. att. Galgjo novirzu valstis (outlying countries)
ROBPCA karte pec galas paterina

Uz X ass atziméta “score distance” ir punktu attalumu attieciba starp svérto pasvektoru un ipasvértibu. Var
izveleties tikai tos faktorus, kuru ipasveértiba (jauna izdalita faktora dispersijas dala) ir lielaka vai vienada ar 1.
MATLAB programma tika izdalitas divas Ipasvertibas ar rezultatiem [2.8616 un 1.9970], ka rezultata tika
izvEletas 2 galvenas komponentes, kas apzimétas uz X ass ka 2 LV. Uz Y ass atzimé&ta ‘orthogonal distance”’ ir
attalums starp novérojumu un ta projekciju k- dimensiala telpa.

Latvija attela novietojas vistalak (izlecosa veértiba), kas nozime, ka Latvija
noteikta laika posma (1995. - 2007. g.) (laika faktora ietekme) galas patérins ir
pieaudzis vairak neka citas valstis. ArT Bulgarija galas patérinu ietekmé laika
faktors, lai gan tas norada uz tikpat spécigu galas patérina kritumu.

Lai izdalitu valstu grupas ar Iidzigiem korelacijas modeliem darzenu
patérina un iedzivotaju aptaukoSanas proporcija, tika iegiita tolerances elipse
(4. attEls), izmantojot robustas kovariances matricu. 24 Eiropas valstim tika
aprékinats vidgjais iedzivotaju aptaukosanas limenis un darzenu paterinS uz
vienu cilveku gada (1995.-2007.9.).

30



Tolerance ellipse (97.5%)
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4. att. Galgjo novirZu valstis MCD tolerances elipses
diagramma péc darzenu paterina

Ka atspogulots 4. attela, Dienvideiropas valstis atrodas arpus -elipses
robezam, kas norada, ka tajas pastav atskirigi partikas patérina paradumi no
vairakuma valstu elipses iekSpus€, tacu lidzigi sava starpa (proti, darzenu
patérina apjoms ir lielaks neka citas ES valstis). Sis valstis vieno arT to
geografiskais izvietojums. Paradoksals gan ir Griekijas rezultats, uzradot
vislielako darzenu patéripu un vienu no visaugstakajiem aptaukoSanas
Iimeniem, kas var&tu biit skaidrojams arT ar citiem aptaukoSanos ietekmgjosiem
faktoriem.
Peétijums par ilgtspéjigu pateretaju uzvedibu Eiropa

Starptautiska projekta ietvaros, ko organizgja Patérétaju uzvedibas Erasmus
tikls COBEREN (anglu v. COnsumer BEhaviouR Erasmus Network),
2011. gada pavasari tika aptaujati 5258 respondenti no 30 Eiropas valstim
(Austrija, Belgija, Bulgarija, Kipra, Cehija, Danija, lgaunija, Francija, Somija,
Vicija Griekija, Ungarija, Islande, Trija, Italija, Latvija, Lihtensteina, Lietuva,
Malta, Niderlande, Norvégija, Portugale, Rumanija, Slovakija, Slovénija,
Zviedrija, Polija, Spanija, Turcija, Lielbritanija), kuras Saja pé&tijuma tika
izvel&tas pec partneribas principa, iespgjami parklajot visu geografisko Eiropas
regionu. No Latvijas tika aptaujati 178 respondenti.

Autore veica atseviSku aptaujas jautdjumu analizi Eiropas un Latvijas
patérétaju uzvedibas salidzinaSanai ilgtspgjiga patéripa konteksta. Tika
izmantoti 5 ilgtsp&jigu patérinu raksturojosi jautajumi (3. tabula).
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3. tabula
Ilgtspéjigu patérinu raksturojoSie jautajumi, to atbilzu varianti
un videjo vertibu radrtaji

Atbilzu vidgjo

Jautajumi Atbilzu varianti raditaju vértibas

Censos izveleties videi draudzigus
produktus

Paterétajiem vajadzetu boikotet produktus,
kas nak no neapzinigiem uznémgjiem

Es nezinu 1

Es pilniba nepiekritu | 2

Es cenSos izveleties paSmaju raZotos
produktus
Dodos uz ,,zalo” tirgu, kad vien iesp&jams [Es drizak piekritu 4

Es drizak nepiekritu | 3

Esmu veseligu produktu patérétajs Es pilniba piekritu |5
avots: autores veidota

(Jo vairak lielako vidgjo vertibu atbilzu (5 un 4), jo vairak tiek atbalstitas ilgtsp&jiga patérina iniciativas)

P&c athilzu vidgjiem raditajiem (vértibas no 1 lidz 5) 30 valstis tika iedalitas
grupas pec I1dzigajam pazimeém.

Visvairak pozitivo atbilzu ir sniegusas Griekijas, Lietuvas un Francijas
paterétaji, noradot, ka vini atbalsta ilgtsp&jiga pat€rina iniciativas visos
jautajumos. Otraja valstu grupa, kuras tikai uz jautajumu par dosanos uz ,,zalo”
tirgu atbildgja drizak noraidosi, ietilpst Austrija, Slovénija, Italija, Portugale,
Lihtensteina un Latvija. TreSaja valstu grupa drizak noraidoSi (atseviskas
valstis) tika atbildéts gan par pasmaju produktu izvéli, zalo tirgu un ekologisko
produktu iegadi un to veido Islande, Igaunija, Bulgarija, Turcija un Rumanija
(pedgjas atbilst arT péc geografiska novietojuma). Visplasaka valstu grupa, kas
ar1 drizak noraida, ka apmekl&tu ,,zalo” tirgu un iegadajas vietgjos produktus, ir
Malta, Slovakija, Irija, Somija, Danija, Spanija un neiegadajas ari videi
draudzigus produktus - Vacija, Niderlande, Belgija un Cehija. Atsevisku grupu
veido Norvegijas, Zviedrijas un Lielbritanijas patérétaji, kas piekritusi tikai
vienam jautdgjumam par neapzinigo uzn€méju precu boikotu. Savukart Kipra
jaraksturo ka valsts, kurai ir vismazak saisto$i ilgtsp&jiga patérina jautajumi, jo
drizak nepiekrit visiem nosauktajiem apgalvojumiem.

Aptaujas rezultati liecina, ka 70 % respondentu Eiropas valstis izvélas videi
nekaitigus produktus (5. att€ls), kas ir vidéjais raditajs ari iepriek§ veiktajos
lidzigos pétijjumos. Latvijas respondentu atbilzu rezultati ar 1% svarstibu ir
identiski ar kop&am Eiropas respondentu sniegtajam atbildém.
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5. att. Eiropas valstu un Latvijas respondentu atbildes uz
apgalvojumu ,,Censos izvéléties videi draudzigus produktus”
(n=5258; n=178)

Veseliba ir viens no vissvarigakajiem jautajumiem, kam sabiedriba pievers
daudz uzmanibas. Tas del cilveki pat ir gatavi mainit savu gadu garuma
nostiprinato partikas paterina modeli pret daudz ilgtspgjigaku. Veseliba ir
ilgtsp&jiga patérina indikators un vienlaicigi arT dzinulis. Eiropas iedzivotaji
galvenokart uzskata (77% pozitivo atbilzu), ka vini ir veseligu produktu
paterétaji (6. attels).
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6. att. Eiropas valstu un Latvijas respondentu atbildes uz

apgalvojumu “Esmu veseligu produktu patérétajs”
(n=5258; n=178)

Partikas produktu iegade zemnieku jeb ,,zalajos” tirgos ir ilgtsp&jiga riciba,
kura ietver divus ilgtspgas aspektus - vides (samazina produkcijas
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transport€Sanas attalumu) un socialo (atbalsta vietgjo sabiedribu). Apgalvojums
norada uz paterétaju ricibu, kade] iegiitie rezultati nav tik optimistiski salidzinot
ar jautajumiem, kas raksturo patérétaju atticksmi. Vairak neka puse respondentu
(52%) atzist, ka neapmekl€ ,,zalo” tirgu, kad vien iesp&jams (7. attels).
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7. att. Eiropas valstu un Latvijas respondentu atbildes
uz apgalvojumu “Dodos uz ,,zalo” tirgu, kad vien varu”
(n=5258; n=178)

Latvija pilniba nepiekiit $im apgalvojumam 16% respondentu, kas
procentuali ir mazak neka tadas valstis, ka Zviedrija, Holandg, Islandg, Austrija,
Vacija un Belgija, kur tadu ir 40-50% no kopgjam vairak neka 70% sniegtajam
negativajam atbildém, kas norada, ka vairakums Eiropas patérétaju iegadajas
partiku lielveikalos.

Vietgji razotas produkcijas iegadei piemit tadi pasi ilgtsp&ju raksturojosie
lielumi ka ,,zala” tirgus apmekl&jumam. Tadgjadi atbalstu giist ne tikai vietgja
ekonomika, bet arT vidé samazinas piesarnojums, ko rada transporta nozare. Lai
gan §is apgalvojums atspogulo patérétaju attieksmi un to ir iesp&ams uztvert
plasaka nozimé neka ieprieks€jo apgalvojumu, iegiitie rezultati norada uz to, ka
lielaka dala respondentu apgalvojumam piekrit, tomér vairak neka 1/3
respondentu neizvélas paSmaju raZotos produktus (8. attéls) un dazas valstis ka,
pieméram, Danija, Holand€ un Spanija apgalvojumam nepiekrit vairak neka
50% respondentu. Tas varétu biit izskaidrojams ar to, ka galvenais
ietekmgjosais faktors paterétaju izvele tomer ir produkta cena.

34



10

10 - 1 | |
Es pilnigi Es drizak Es drizak Es pilnigi Es nezinu
nepiekritu nepiekritu piekritu piekritu

atbildes
HLATVIUA ®EIROPA

avots: autores konstrukcija, pamatojoties uz aprékiniem par pétijuma rezultatiem

8. att. Eiropas valstu un Latvijas respondentu atbildes
uz apgalvojumu “Es cenSos izveléties paSmaju razotos produktus” (n=5258;
n=178)

Saja jautajuma vérojamas vislielakas atskiribas starp kop&o Eiropas
rezultatu un Latvijas respondentu sniegtajam atbildém. Latvija (par 19% vairak
neka Eiropa) cilveki dod prieksroku paSmaju razotajiem produktiem, kam par
iemeslu vargtu but Latvija izplatitas kampanas par viet€jo produktu iegades
veicinasanu.

Latvija atskiriba no Eiropas kopgja rezultata ir augsts ,nezino$o” atbilzu
skaits, kas var€tu liecinat par patérétaju neinformétibu, ka arT zemu pilsonisko
aktivitati socialas atbildibas joma. Latvija netick pietickami popularizéta sociali
atbildiga uznémegjdarbiba un tas produkti, savukart vairums patérétaju nezina
savas tiesibas un neapzinas savu spéku tirgus reguléSana, lai varétu noteikt
parmainas. Augstais pozitivo atbilzu skaits vie§ ceribas, ka nakotné attistisies
arvien vairak sociali atbildigi un ilgtsp&jigi patérina paradumi.

Kopuma aptaujas rezultatu analize apliecina, ka Latvijas patérétaju
atticksme un riciba pret ilgtsp&igu produktu iegadi atbilst Eiropas regiona
valstu vidgjiem raditdjiem, kas lauj secinat, ka Latvijas patérétajiem ir lidzigas
vertibas un paradumi ar ,,vid€jo” Eiropas patérétaju. Turpmak darba detalizetak
pétits Latvijas iedzivotaju partikas paterins un ta tendences.

3.2. Partikas patérina tendencu izvértéjums Latvija, analizéjot produktu
grupas pieprasijuma-piedavajuma aspekta

Lai izvertetu partikas patérina tendences Latvija, tika veikta statistikas datu
analize laika perioda no 2002. - 2011. gadam, pielietojot regresijas laikrindu
analizi, konstrugjot Engela liknes un aprékinot atsevisku produktu cenas,
ienakuma un krustenisko elastibu. Produktu pieprasijuma elastiba péc
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ienakumiem ir aprékinata, izmantojot ien€mumus uz vienu majsaimniecibas
locekli (personu). Produktu elastibas tika aprékinatas katram gadam - laika
posmam no 2002. gadam lidz 2011. gadam pieprasijuma elastibai vai lidz
2010. gadam ienakumu elastibai. Ka ari tika noteikta pieprasijuma elastiba
visam laika posmam kopa un laika posma vidgjais.

Partikas produktu patérina prognoze tika noteikta laika posma no 2012. Iidz
2016. gadam. Aprekins tika veikts iepriek§ ming&tajam partikas produktu
grupam, izmantojot datus par laika posmu no 2002. gada lidz 2011. gadam,
balstoties uz regresijas laikrindas analizi. Tendences novértéSanai aprékinatas
un Kkonstrugtas ari Engela Iiknes katram partikas produktu veidam. Tacu
jaatzimé, ka rezultata paradas ne tikai ienakumu, bet ar1 laika perioda ietekme
uz patérinu, jo CSP datu bazé nebija pieejams konkrétu produktu patérins
kvintiles, tapec katras Itknes veidosanai tiek izmantoti vienadi konkréta gada
vidgjie meénesa ienakuma raditaji, t.i., ienakumi konkréta gada uz vienu
majsaimniecibas locekli (msl) vidg€ji meénesi. Lai raksturotu partikas
piedavajuma un pieprasijuma tendences, tika aprékinati importa atkaribas
koeficienti un pasnodro$inajums atseviskam produktu grupam.

Piena un piena produktu patérins

Piena un piena produktu bilance ataino piena razoSanas méreno kapumu
kop§ 2004. gada, savukart patérinam samazinoties, pieaug pasnodrosinajums,
tacu Saja laika perioda butiski pieaudzis arl importa atkaribas koeficients no
12% 2004. gada lidz 33% 2011. gada. Ekonomikas aspekta pozitivs ir fakts, ka
piena produktu tirdzniecibas bilance ir ilgtermina pozitiva, tacu ilgtspgjiga
patérina aspekta piensaimniecibas sektors atstdj biitisku negativu ietekmi uz
vidi un ta pat€rina samazinasana tiek ieteikta ka viens no ilgtspgjiga patérina
veicinaganas uzdevumiem. Piena un piena produktu kopgjais patérin$ no
2002. lidz 201 1. gadam nedaudz samazinajas - no 309 1 1idz 294 1 gada uz vienu
iedzivotaju (9. attéls); §is izmainas 10 gadu perioda var vertét ka svarstibas.
Saja laika perioda par 30% ir samazinajies pilnpiena patéring (no 52,0 1 lidz
39,71), ka ar piena ar pazeminatu tauku saturu par 16%, tacu par 43% ir
pieaudzis jogurta patérins, kas $o patérina samazinajumu kompensg.

Desmit gadu laika par 25% ir pieaudzis ar siera paterins, turpretim kréjuma
patérin$ samazindjies par 12%. Cieta siera patérin$ no 1990. lidz 1996. gadam
ar katru gadu samazinajas no 4,4 kg lidz 3,1 kg, bet péc 1996. gada Iidzigi ar
katru gadu palielinajas Iidz 5,1 kg, 2011. gada sasniedzot 6,1 kg. Jasecina, ka
Latvija siera patérins$ ir atkarigs gan no cenas, gan ienakumiem, kaut ari, ja
analiz€ piena produkta pieprasijuma elastibas raditajus, tad gan cenas, gan
ienakuma elastibas koeficienti ir mazaki par 1, kas norada uz cenas un
ienakumu nebatisko ietekmi uz $o produktu pieprasijumu. Savukart Engela
likne norada uz piena paterina samazinajumu, augot ienakumiem, bet pargjo
piena produktu patérinu ienakumu Kapums ietekm@& minimali.
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9. att. Piena produktu patérins laika posma no 2002. Iidz 2011. gadam un
ta prognoze Iidz 2016. gadam

Analizgjot nakotnes tendences, ir iesp&jami divi scenariji. Saskana ar linearo
regresiju (Kas ir ticamaks rezultats), 2016. gada piena produkta patérins sasniegs
2009. gada Iimeni un salidzinajuma ar 2002. gadu bas samazinajies par 6,7%,
savukart polinomialas regresijas rezultats paredz samazinajumu par 12%, tacu
kopuma jasecina, ka tas butiski nemainis piena produktu tirgu. Lielakas
izmainas varétu biit vérojamas atseviS$kos piena produktu segmentos, tacu tie
Saja darba sikak netika pétiti.

Galas paterins

Analizgjot galas patérinu, atseviski tiek apliikota ar1 ciikgalas, liellopu un
putnu galas piedavajuma puse. Latvija ciikkopibas nozare joprojam veido
lielako sarazotas galas produkciju, arT patérétaju pieprasijums péc ciikgalas ir
augsts. Ciikgalas tirdznieciba Latvija ir neto importétaja, eksportgjot tikai
nelielus galas daudzumus. Desmit gadu laika (2001.-2011.) ctkgalas importa
atkaribas koeficients ir dubultojies.

Zemkopibas ministrija (2012) apgalvo, ka galas liellopu audz&Sana ir vidi
saudzgjosa nozare, kas piem@rota biologiskas lauksaimniecibas produkcijas
razoSanai. Zinatniskaja literatiira tiesi liellopu gala tiek raksturota ka galvenais
un lielakais SEG emisiju raditajs. llgtsp&jiga pat@rina veicinasanai, pirmkart,
tiek ieteikts samazinat liellopu galas patérinu. Eiropas tirgl joprojam ir liels
pieprasijums pé&c kvalitativas liellopu galas. Liellopu galas tirdzniecibas bilance
Latvijai ir izteikti negativa. Importa atkaribas koeficients 10 gadu laika
(2001.-2011. gadam) ir gandriz triskarSojies. Lai gan p&dgjos Cetros gados
(2008.-2011.) sarazotais apjoms parsniedz patérinu, jasecina, ka Latvija tomer
vietgjas izcelsmes galu pateré loti maz, kas tikai vél vairak palielina paterétas
galas negativo ietekmi uz vidi, pieskaitot V&l transporta raditas emisijas.
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Latvijas situacija pozitivi, ka ar galas liellopu audz&Sanu tick izmantota
neapstradata lauksaimniecibas zeme un ar $o uzné€mgéjdarbibu tiek nodrosinati
ekonomiskie un socialie ilgtsp&jas aspekti, kas nav mazak biitiski, Tpasi valstT ar
mazu iedzivotaju bltvumu un zemu saimnieciskas darbibas aktivitati laukos.

Galvena putnkopibas produkcija ir putnu gala un olas, kas raksturojas ar
vismazako ietekmi uz vidi starp galas veidiem. Putnu galas un tas produktu
bilancé redzams, ka krities ir gan razoSanas, gan patéripa Itmenis. Kaut arT
putnu galas eksporta vértibas procentualais kapums laika no 2009. lidz
2011. gadam (+68%) bijis augstaks neka importa vértibas procentualais
palielinajums (+12%), importa atkaribas koeficients 2011. gada sasniedzis 73%.

Kopgja galas un galas produktu patérina no 2002.- 2007.gadam bija
vérojams stabils kapums no 59 kg - 72 kg uz vienu majsaimniecibas locekli
gada (10. attels), ta6u kop$ 2008. gada tas ir samazindjies, 2011. gada
sasniedzot 2003. gada Iimeni.
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10.att. Galas un galas produktu patérins laika posma no
2002. Iidz 2011. gadam un ta prognoze lidz 2016. gadam

Lielakais (34%) patérina kapums visa analiz&taja perioda ir majputnu galai,
ciikgalai par 17%. Vislielakais patérina samazinajums ir liellopu galai, kas 10
gados ir krities par 49% (no 3,3 kg uz 1,7 kg). No patérina ilgtsp&jas aspekta
Latvijas iedzivotaju galas patérin$, salidzinot ar citam Eiropas valstim, ir videi
draudzigaks un ilgtsp&jigaks.

Analizgjot pieprasijuma elastibas raditajus, sakot ar 2010. gadu elastibas
koeficients ir virs 1, kas norada uz pieaugoSo cenas nozimi galas produktu
iegade. Savukart gan ienakuma elastibas koeficienti (zem 1), gan ari Engela
likne norada, ka ienakumiem ir maza ietekme uz galas patérina kapumu vai
samazinajumu.

38



Galas paterina tendencu noteikSanai papildus tika aprékinati krusteniskas
elastibas koeficienti ciikgalai un liellopu galai. No rezultatiem var secinat, ka,
paaugstinoties liellopu galas cenai, patérétaji dos prieksroku ciikgalai.

ArT galas pat@rina prognozei ir iesp&jami divi scenariji:

e Pirmais ir linearas regresijas rezultats, kas uzrada stabilu gandriz nemainigu
patérina kapumu, 2016. gada sasniedzot 2006. gada patérina limeni — 70 kg
uz majsaimniecibas locekli gada;

e otrais, polinomialas regresijas rezultats (péc korelacijas koeficienta raditaja
r=0,877 ir ticamaks) lidz 2016. gadam paredz butisku (gandriz par 50%)
galas patérinpa samazinajumu, kas, péc autores domam, tomér ir maz
iespgjams, ja vien nenotiek biutiskas sociali ekonomiskas parmainas $aja
laika perioda.

Zivju un tas produktu patérins
Visiem zivju produkcijas veidiem, iznemot jlras produktus un zivju

konservus, kuru patérin§ kop§ 2002. gada 10 gadu laika ir pieaudzis par 51%,

manama pieprasijuma samazinajuma tendence.

Analizgjot cenas elastibu, pieprasijums bija elastigs 2003. un 2004. gada, bet
péc ienakumiem - 2010.gada, tatu kopuma saskana ar aprékiniem,
pieprasijums pé&c zivim nav atkarigs nedz no cenas, nedz ar no ienakumiem.
Tas nozimg, ka zivju zemajam patérinam jamekl€ skaidrojums arpus cenas
faktoros. Engela Iikné noveérojams, ka zivju patérin§ ir augstaks
majsaimniecibas ar zemiem un augstakiem ienakumiem, kas varétu bat
skaidrojams ar dazadu cenu kategoriju zivju patérigu.

Nakotnes patérina prognoze, izmantojot abas regresijas analizes, ir negativa,
uzradot lidz pat 30% patérina samazinajumam pret 2002. gadu. Latvija zivju
patérin$ svarstas 10 -12 kg/pers./gada, kas sabalanséta uztura aspekta ir
nepietiekami. Zivju pieprasijums varetu pieaugt, palielinoties izpratnei par zivju
produkcijas bagato uzturvertibu, ka ar plasaka sortimenta, augstakas kvalitates
un tai atbilstoSas cenas piedavajumam.

Maize un graudaugu izstradajumu patérins$
PasnodroSinajums ar galvenajam partikas graudaugu kulttiram ir virs 100%,

tacu importa atkaribas koeficients no 16% 2005. gada ir pieaudzis lidz 50%

2011. gada, tas nozimg, ka puse no patérétajiem graudaugu izstradajumiem tiek

ievesti.

Maizes un graudaugu produktu kopg&jais patérins no 2002. lidz 2011. gadam
samazinajies par 27% (11. att€ls), kas noticis galvenokart samazinoties kviesu
un rudzu maizes pat€rinam par 38%.
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11.att. Maizes un graudaugu izstradajumu patérins laika posma no
2002. Iidz 2011. gadam un ta prognoze lidz 2016. gadam

Salidzinot ar 2002. gadu, samazindjies arl putraimu (par 44%), risu (par
23%), makaronu (25%) un kviesu miltu (par 33%) patérins. Miltu konditorejas
patérin$ ir svarstigs, vairak augot ekonomiskas izaugsmes laika no 2006. -
2008. gadam un tad atkal samazinoties par 25%, sakoties recesijai. Maizes
patérina paradumi dazadas Eiropas valstTs ir |oti at$kirigi, tacu vidgji tie ir 50 kg
uz cilvéku gada. Latvija tas ir samazingjies no 62 kg 2002.gada uz 41 kg
2011. gada.

Cenas un ienakuma elastibas koeficienti maizes un graudaugu produktiem ir
mazaki par 1, t.i., pieprasijums ir neelastigs, kas norada uz necenu faktoru
ietekmi patérina samazinajuma, ka arT uz iedzivotaju &Sanas paradumu mainu
pedgjo desmit gadu laika. Engela Iiknes rezultati atspogulo maizes, makaronu
un risu patérina samazinajumu, palielinoties ienakumiem, tomér tas varétu biit
skaidrojams arT ar laika faktora ietekmi.

Saskana ar aprékiniem lidz 2016. gadam tiek paredzéts 38-47% maizes un
graudaugu produktu patérina samazinajums. Ja $is samazinajums tiks aizvietots
ar citiem pilnvértigiem oglhidratu un Skiedrvielu avotiem, tad §1 tendence
veselibas aspekta var biit ilgtermina pozitiva.

Darzenu un kartupelu patérins

Kartupelu pasnodroSinajums ir tuvu 100%, bet importa atkaribas koeficients
viens no zemakajiem starp partikas produktu grupam. Importam ir sezonals
raksturs, un ievesti tiek parsvara jaunie kartupeli no ES dienvidu valstim.
Kartupeli ir vidi saudzgjosa kultiira, jo dzives cikla tiek raditi tikai 16kg CO,
emisiju gada, salidzinot ar galas 330kg CO,. Darzenu audzg$anai ir piemérota
visa Latvijas teritorija, bet saimniecibu specializaciju nosaka noieta tirgus vietas
atraSanas, pamata pilsétu tuvuma. Laikapstaklu un razoSanas sezonalitates de]

40



pasnodrosinajums ar galvenajiem darzenu veidiem (tomati, gurki) vienmer ir
nepietiekams. Vairaki pétijumi pierada, ka ievestie darzeni no siltajam zemém,
kur to augsanai nepiecieS$ams mazaks energoresursu patérins, rada mazak SEG
emisiju ka vietgjie siltumnicas audzgtie.

P&édgjo desmit gadu laika (2002.-2011. gadam) darzenu kopgjais patérins ir
samazinajies par 20% (12. attéls), kas saistits ar kartupelu patérina kritumu par
32% $aja laika perioda. Séneém (par 70%) un darzenu pusfabrikatiem (par 58%)
manams vislielakais pieprasijuma kapums, savukart pretéjas tendences ir
svaigiem, skabétiem un konservétiem kapostiem, galda bietém.
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12.att. Darzenu un to izstradajumu patérins laika posma no
2002. Iidz 2011. gadam un ta prognoze lidz 2016. gadam

Saskana ar aprékiniem darzenu pieprasijums ir neelastigs, to teorétiski
neietekm@ cenas un ienakuma svarstibas, kas var&tu bt ari reali ticami, jo
darzenu cenu kapums, salidzinot ar citiem produktiem, ir bijis mérens. Engela
likne gan uzrada, ka, augot ienakumiem, strauji samazinas kartupelu patérins,
bet citu svaigo darzenu patérin$ ir relativi stabils neatkarigi no ienakumiem,
tacu rezultatu interpretacija jaatzime arT laika ietekme.

Polinomiala regresijas Iikne norada uz darzenu patérina kapumu, 2016. gada
sasniedzot 2005. gada Iimeni, turpretim linearas regresijas aprékini norada uz
patérina talaku samazinasanos, sasniedzot tikai 65% no 2002. gada patérina
limena (12. attéls). Nemot véra, ka valstiska IimenT ir apzinata nepietickama
darzenu patérinpa probléma, un tas risinaSana ir ieklauta gan sabiedribas
veselibas pamatnostadn@s, gan arT citos saistoSajos dokumentos, nakotné biitu
jaseko darzenu patérina pieaugumam.
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Auglu un ogu patérin§

Auglu un ogu importa atkariba svarstas 65-80% robezas (Hazners, 2008).

Auglu un ogu patérin$ desmit gadu laika ir bijis nestabils (13. attéls), ar
strauju eksotisko un importa auglu (mandarinu, bananu, vinogu, konservéto
auglu un ogu) paterina kapumu ekonomiskas izaugsmes gados (2006. -
2008. gads) un atkal to kritumu Iidz pat analiz€jama perioda beigam. Kopgja
patérina svarstibas ietekmé abolu patérins, kas ir samazinajies par 27 %. Ar
stabilu kapuma tendenci var raksturot citronu patérinu.
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13.att. Auglu, ogu un to produktu patérins laika posma no
2002. Iidz 2011. gadam un ta prognoze lidz 2016. gadam

Analizgjot elastibas raditajus, jasecina, ka kopuma pieprasijums p&c aboliem
ir neelastigs, tacu péc banzniem elastigs gan p&c cenas, gan ienakumiem, ar ko
ar1 izskaidrojama iedzivotaju auglu patérina izmainas tieSi ekonomiskas
augSupejas laika. Péc Engela Itknes novérojams, ka, piecaugot ienakumiem,
palielinas citrusauglu un svaigu ogu patérins, bet samazinas — abolu.

Krusteniskas elastibas rezultati rada, ka bananu patérins ir atkarigs no abolu
cenas un tie ir savstarpgji aizstajosi produkti, tacu abolu paterin$ ne vienmeér ir
atkarigs no bananu cenas, jo to saistiba atseviskos gados ir papildinosa (2003.;
2007. - 2009.), citos - aizstajosa.

Auglu un ogu pateérina nakotnes prognozes péc linearas regresijas modela
paredz mérenu kapumu Iidz 51 kg/pers./gada, bet polinomialas regresijas
aprékins norada uz batisku (par 35% pret 2002. gadu) patéripa kritumu
(13. att.), kas nebutu pielaujami, jo jau pasreiz to patérin$ nav pietickams, Tpasi
bérnu uztura. Tapéc ar ES atbalstu Latvijas un citas Eiropas skolas tiek
organizeta programma, piedavajot skoléniem bezmaksas auglus un darzenus, lai
veicinatu to patérinu un mazinatu bérnu un jaunieSu aptaukoSanos.
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Taukvielu patérins

Taukvielu patérip$ desmit gados ir samazindjies par 33% (14. attéls.).
Analizgjot ta struktiiru, v€rojamas pozitivas tendences piesatinato tauku
patérina samazinajuma un nepiesatinato - picauguma. Strauji augosais olivellas
patérins (par 84% kops 2002. gada) norada uz iedzivotaju uztura gatavosanas un
patérina paradumu mainu.
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14.att. Ellas un tauku produktu patérins laika posma no
2002. Iidz 2011. gadam un ta prognoze lidz 2016. gadam

Dzivnieku izcelsmes tauku paterin$ ir samazinajies par 65%, savukart
sviesta patérin$ Saja perioda ir stabils, svarstoties 2,1 - 2,5 kg/pers. robezas.
Negativa paterina tendence ir augu taukiem un margarinam.

Aprekinatie elastibas koeficienti rada, ka sviesta pieprasijums p&c cenas un
ienakumiem ir neelastigs. Sviesta cena kop$ 2002. gada palielinajusies par
204%, tadu pieprasijums krities tikai par 25%. Engela likne norada uz ienadkumu
palielinasanas ietekmi uz olivellas patérina kapumu un citu taukvielu patérina
samazinajumu.

Prognozu aprékini norada uz turpmaku taukvielu patérina samazinasanos
(14. attels), kas no iedzivotaju veselibas un ilgtspgjiga patérina aspekta
vertejams ka pozitiva tendence.

Cukura, cukura izstradajumu un medus patérins$

Cukura un cukura saturo$u produktu kopg&jais paterin$ analiz€jamaja laika
perioda ir samazinajies par 31% (15. att€ls). Tapat ir samazinajies dzemu un
ievarjjumu paterins, savukart medus paterinS ir bijis stabils vid&ji
1 kg/pers./gada. Tacu visiem par€jiem cukuru saturoSiem produkti (Sokoladei,
Sokolades konfektém, karameleém, Trisiem, zefiram, sald§jumam un citiem
saldumiem) ir pozitiva kapuma tendence ilgtermina.
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15.att. Cukura, cukura produktu un medus patérins$ laika posma
no 2002. lidz 2011. gadam un ta prognoze Iidz 2016. gadam

ArT turpmak tiek prognozéts cukura un ta produktu patérina samazinajums,
tacu, iespgjams, atseviskos segmentos bils verojams kapums galvenokart
samazinoties kristaliska cukura paterinam.

Aprekinatie cukura pieprasijuma elastibas koeficienti péc cenas uzrada
dazadus rezultatus, kas kopuma nelauj noteikt kopsakaribas, tacu cukura
pieprasijuma atkariba no ienakumiem netiek novérota. Savukart pieprasijums
péc medus ir elastigs un ta patérin$ ir atkarigs no cenas. Péc Engela liknes var
secinat, ka palielinoties ienakumiem, samazinas cukura paterins, tacu
konditorejas miltu un cukura izstradajumu patérin$ nav atkarigi no ienakumu
lieluma. Krusteniskas elastibas aprékini starp medus un cukura patériniem
atzZimé gan aizstajosu, gan papildinosu saistibu.

Rezumgjot aplikotas partikas produktu grupu patérina tendences, jasecina,
ka patérinu ietekm€ ne tikai majsaimniecibu ienakumi, produktu cena un
pieejamiba, bet ari dazadi psihologiskie, socialie, politiskie un demografiskie
faktori, kas var bt saistiti gan ar pieejamo informacijas daudzumu un patérétaju
izglitibas limeni, gan valstiski organiz&tam iniciativam. Bitisks faktors, kas
ietekmés nakotnes patérinu, ir demografiskas tendences - iedzivotaju
novecosana un majsaimniecibu lieluma samazinasanas.

Péc datu analizes autore secina, ka Latvijas iedzivotaji kopuma ir kluvusi
turigaki, jo ir samazinajies kartupelu, graudaugu, taukvielu un cukura paterins,
bet palielinajies galas, auglu, piena produktu un ar1 darzenu paterins, tomer
zivju paterina kapumam nepiecieSama papildu patéripa veicinaSanas
programma.
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Pozitiva ir paterétaju informétibas un izglitibas [imena paaugstinasanas, kas
nakotn& varétu nozimigi mainit partikas piedavajumu. Lielveikalu ekspansijai ir
svariga loma iedzivotaju iepirkSanas un patérina paradumu parmainas pedéja
desmitgad€, bet piedzivotas ekonomiskas krizes d€] ir palielindjusies cenas
nozime produktu iegade.

Straujas izmainas patérina apjomos norada uz partikas sektora elastibu, jo
patéretaji var viegli parslégties no viena partikas produkta uz citu. Ja vien vides
aspekti klutu svarigaki partikas produktu izvelg, ta butu iesp&ja ilgtspgjigas
partikas plasakai izplatibai Latvija.

4. ILGTSPEJIGA PARTIKAS PATERINA ATTISTIBAS
IESPEJU IZPETE LATVIJA

4.1. Latvijas pateretaju attieksmes un ricibas izpéte

Nodala ir 56 lapas, 44 tabulas un 21 attéls

Petijjuma metodika
Lai izvertétu ilgtspgjiga partikas patérina perspektivas Latvija, tika veikta
kvantitativa sociologiska aptauja, kas, pamatojoties uz planotas uzvedibas
teoriju, veidota ar meérki izpétit patérétdaju eso$o un potencialo uzvedibu,
noskaidrojot vinu attieksmi un nodomus ilgtspgjigu partikas produktu iegade.
Aptauja tika ievietota interneta, kur to aizpildija 70% respondentu, atlikusie
30% tika aptaujati dzivesvieta. No 2012. gada marta lidz jinijam Kopa aptaujati
530 respondentu no Latvijas — 54% sievie$u, 46 % virieSu vecuma no 18 lidz 80
gadiem.
Paterétaju ricibas un attieksmes noskaidroSanai tika izstradati 24 jautajumi,
kas iedaliti Septinos blokos:
veseligi un drosi partikas produkti;
viet€jie augli un darzeni;
dzivnieku valsts produkti, kas ietver arT dzivnieku labturibas jautajumus;
godigas tirdzniecibas produkti;
iepirkSanas paradumi,
ekologiski un videi draudzigi produkti;
partika un ar to saistitie atkritumi.
Katra bloka tika apkopoti jautajumi, kas pauz respondentu attieksmi pret
konkr&to tému un parada vinu ricibu. Pirmajos piecos blokos visi attieksmes
jautajumi tika sadaliti vél sikak, atlasot p&c kopgja faktora un izmantojot faktoru
analizi. L1dz ar to tika nodroSinata lidzigo respondentu izdaliSana klasteru
analizei. Visi respondenti tika sadaliti tris klasteros, analiz&ot péc katras
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produktu grupas faktoru grupam. Nemot véra iegiitos datus, Katrai faktoru un
klasteru grupai tika dots nosaukums.

Bloka ietvaros tika parbaudita faktora jeb vieniga atticksmes jautajuma
ietekme uz ricibu, kas tika noteikta péc ricibas jautajuma(-iem). letekme tika
noteikta ar regresijas analizi.

Papildus specifiskajiem jautagjumiem anketa tika ietverti arT pieci
demografiskie jautajumi, no kuriem jautajumi par dzimumu, vecumu, izglitibu,
dzivesvietu un ienémumiem tika izmantoti datu analizei. Lai noteiktu
demografijas parametra ietekmi uz ricibu, tika izmantota regresijas analize.
Pateretaju kopigas ricibas un attieksmes novertéjums

Pec iepriekS izvirzitajiem ilgtspgjiga partikas paterina kriterijiem, tika
izdaliti astoni jautajumu pari, kas dod iesp&ju novertét atskiribu patérétaju
attieksmé un riciba.

Atticksmes jautajumiem (atzimé&ti ar ,,A” 16. att.) tika apkopotas atbildes
,,Lotl svarigi vai Drizak svarigi”, bet ricibas jautajumiem izveleti divi varianti —
parliecinati uzradita riciba ,,Es to daru” (atziméts ar ,,R” 16. att.) un ,,Es to
daru” atbildes, saskaitot kopa ar vélamo un, iesp&jams, neregularo ricibu ,,ES to
daru, bet ne tada méra, ka gribetos™ atbildém (atziméts ar ,,R1” 16. att.).

Veseligi un sabalanséta uztura partikas produkti ? 73
51
Latvija raZoti augli un darzeni % 65
’ ’ 34 71
Sezonss gl un darer | ——
; ’ 40
68
Dzivnieku izcelsmes produkti, kas raZoti, nemot F 435
39

vera dzivnieku labturibu

Etiski, sociali atbildigi raZoti partikas produkti - 46
11
Ekologiski un raZoti videi draudzigi partikas 58
produkti 64
Produkta iepakojuma vélreizgja izmantojamiba un ﬁ 36
parstradajamiba’2 37
36

Produkta iepakojuma vélreizéja izmantojamiba un =
parstradajamiba™1 28
A =R R1
avots: autores veidots péc aptaujas rezultatiem

16. att. Iedzivotaju attieksmes (A) un ricibas (R; R1) salidzinajums
(n=530)

Gandriz tris ceturtdalas respondentu teica, ka viniem iepérkoties ir svarigi
novertét, vai produkti ir veseligi, bet tikai 51% to reali ari dara (P=1,14x10™%),
turklat, ja apliko tikai ,,Es to daru” atbildetaju proporciju, tad ricibas atbilzu ir
pat Cetras reizes mazak (19%) par atticksmes atbildém.
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Starp abam uzvedibu raksturojosam kategorijam pastav arT ievérojama
atSkiriba jautajuma par ekologiskas partikas iegadi. Tikai 10% respondentu
apgalvo, ka iegadajas ekologisko partiku, bet 54% to dara dazreiz. Izzinot
iemeslus un atrisinot c€lonus, kapec tik liela dala patérétaju ir neregulari
ekologisko produktu pircgji, butu iesp&jams bitiski palielinat ekologiskas
partikas tirgus dalu, tad€jadi izmainot ar1 partikas piedavajuma struktiiru.

Vislielaka atskiriba tika noverota, analiz&jot respondentu attieksmi un ricibu
gtiski, sociali atbildigi razotu un godigas tirdzniecibas partikas produktu
gadijuma. Tikai 11% atbildgja, ka, pérkot t&u vai kafiju, cenSas iegadaties
godigas tirdzniecibas produktus, bet parliecinati to dara tikai 4% respondentu,
savukart par svarigu izv€l&ties &tiski un sociali atbildigi razotus produktus atzist
46% (P=2,27x10"). Tas varétu bit skaidrojams ar koncepcijas ,,gtiska, sociali
atbildiga razoSana,, neatpazistamibu un nepopularitati patérétaju vida.

Atkritumu samazinaSana ir loti nozimigs ilgtspgjiga partikas patérina
kriterijs, tadel, lai noskaidrotu patérétaju attieksmi, tika jautats, cik svarigi
individam ir pievérst uzmanibu partikas produktu iepakojuma otrreizgjai
izmantojamibai un parstradajamibai. Un ricibas noskaidrosanai tika uzdoti divi
specifiski un konkréti jautajumi:

e par pudelés pildita Gdens iegades biezumu. Analizgjot atbildes ,,gandriz
nemaz” vai ,,nemaz”, tika noskaidrots, vai respondenti palielina atkritumu
daudzumu. Svarigi vai drizak svarigi nepalielinat atkritumu daudzumu ir
36% respondentu, bet Gdeni pudelés gandriz nemaz vai nemaz nelieto tikai
28% (P=1,05x10?).

e par izmesto partikas produktu daudzumu nedgla (atbildes ,,gandriz nemaz”
un ,nemaz”), tatad atkritumu neradiSanu. gajﬁ attieksmes un ricibas
jautajumu salidzinajuma netika konstatéta statistiski nozimiga atskiriba.

Lai vispusigak izprastu patérétaju ricibu tirgii un to ietekmé&joSos faktorus,
turpmak darba katrs no ilgtsp€jiga partikas pat€rina kritérijiem analiz&ts
detalizgti.

Veseligas partikas produktu patérins$
Veselibas jautajumi ilgtsp&jiga partikas paterina konteksta cilveékiem ir

visnozimigakie un arT saprotamakie, kas redzams péc aptaujas rezultatiem

16. attela, kur 73% respondentu atzina, ka, izv€loties pirkumu, produktu

atbilstiba veseligam un sabalans€tam uzturam ir loti vai drizak svariga. Arl

iepriek§ analiz€taja literatiiras apskatd tiek atziméts, ka ilgtsp&jiga pat€rina
veicinasanai cilveki vispirms izvélas ripes par sevi un savu veselibu, ekologijas
problémam pieskirot daudz mazaku nozimi.

Veseligas partikas patérina grupa tika analizeti tris ricibas jautdjumi, kas
interpretgja paSaudzetas partikas un pusfabrikatu lietoSanas biezumu, ka ari
patérétaju ricibu, novértgjot produktu sastava veseligumu, un 11 attieksmes
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jautajumi, kas péc faktoru analizes tika iedaliti 3 faktoru grupas, izskaidrojot
attiecigu procentualo dalu no jautajumu izkliedes:

1. cenSas ieverot veseliga uztura principus (28%);

2. neinteresgjas par veseligu partikas patérinu (13%);

3. nevElas mainit eSanas paradumus (13%).

Parbaudot faktora grupu ietekmi uz ricibu (iepérkoties vienmér skatos
produkta sastavu, lai tas bitu veseligs), tika konstat&ts, ka regresijas modelis ir
statistiski nozimigs (P=7,28x10™) tikai ar pirmo faktora grupu, kas izskaidro
13,9% ricibas, noradot, ka, iepérkoties izvertet produktu sastava veseligumu
veicina centieni ievérot veseliga uztura principus.

PaSaudz@étas partikas lietoSanas ricibu 3% gadijumu izskaidro otrais
faktors — neinteres€jas par veseligu partiku, kas varétu bat skaidrojama ar to, ka,
pirmkart, paSaudz&ta partika ne vienmér apzinati tiek lietota veseliguma
noltikos, jo Tpasi laukos, kur audzet partiku pasSnodrosinajumam ir normala
prakse. Otrkart, partikas audz&Sana paSpat€rinam nenovers neveseliga patérina
paradumus.

Analizgjot pusfabrikatu un gatavas partikas patérinu, vislielako procentu
dalu (6,9%) izskaidro treSais faktors, tas ir, nevé€léSanas mainit uztura
paradumus un &st veseligak.

Veiktaja regresijas analizé kopgja faktora ietekme neparsniedz 13.9%,
noradot, ka patérétaju ricibu veikala ietekmé ari citi faktori. legiitie rezultati
akcentg attiecksmes un realas ricibas nesakritibu.

Izmantojot ieprieks veikto faktoru analizi, respondenti p&c vienotas pazimes
tika iedaliti klasteros. Rezumgjot klasteru analizes rezultatus, var secinat, ka
vairak neka 90% paterétaju apzinas veseligas partikas nozimibu un censas
ieverot veseliga uztura principus, tacu &st veseligi nav cilvéku ikdienas
ieradums, ko ietekmé dazadi faktori — informacijas, prasmju, laika un finansu
trikums. Mazak neka 10% respondentu biitu uzskatami par tadiem, kas apzinati
lieto neveseligu partiku.

Regresijas analizes rezultati rada, ka demografiskie faktori maz ietekmé
ilgtsp€jiga partikas paterina veseliguma aspektus. Lai veicinatu ilgtsp&jiga
patérina attistibu $aja  segmentd, ir nepietickami iedalit pat€rétajus
demografiskajas kategorijas, bet gan jaanaliz€ sociali ekonomiskais un
psihologiskais konteksts.

Vietgjo un sezonas auglu un darzenu paterin$

Vietgjo un sezonas auglu un darzenu pat€rina raksturoSanai jautajumu grupa
izdaliti pieci ricibas jautdjumi, kas interprete auglu, darzenu, importetas un
Latvija audzétas partikas lietoSanas biezumu, ka arT centienus iegadaties
viet€jos un sezona audzetos produktus, un 11 attieksmes jautajumi, kas veido
tikai vienu faktora grupu, izskaidrojot 43% no visu attieksmes jautajumu atbilzu
izkliedes. Visas atbildes ir verstas uz viet€jo un/vai sezonas produktu izvéles
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ieinteresétibu, veElreiz pieradot Latvijas patérétaju lojalitati vietgjiem
razojumiem.

Parbaudot faktora grupas ietekmi uz ricibu ,,izv€los vietgjos darzenus
un auglus”, iegiitais regresijas modelis ir  statistiski nozimigs
(P=5,64x10") — faktora grupas ietekme izskaidro 6,9% ricibas. Saja modeli
statistiski nozimigs (P=2,36x10®) ir viens neatkarigais mainigais — ,,Lietojot
uztura Latvija un sezona razotus auglus un darzenus, es rip&jos ar1 par vidi”.
Pozitivi, ka respondenti ir apzinajusies savas izvé€les ietekmi uz vidi, tacu §1
atbilde nesniedz paskaidrojumu, vai visiem atbildétajiem ir bijis skaidrs, ka tiesi
viet§jo produktu izvéle var ietekm&t vidi. Aptauja 63% respondentu
apgalvojusi, ka viniem ir svarigi iegadaties auglus un darzenus to sezona, tacu
faktoru analizes rezultati norada, ka tikai 4,2% gadijumu uzradita attieksme
sakrit ar darbibu. Gandriz 94% gadijumu sezonas partikas iegadi ietekmé vél
citi faktori.

Latvija audzetas partikas lietoSanas biezumu visvairak ietekmé& fakts, ka
respondenti censas atbalstit Latvijas razotajus (5,8%) un ka ir labi informé&ti par
vietgjas produkcijas priekSrocibam (2,9%), bet auglu un darzenu lietoSanas
biezumu - fakts, ka iepérkoties raugas péc sezonai atbilstoSiem augliem un
darzepiem (4,0%). Lietot tie$i Latvijas auglus un darzenus ietekmé& faktori
(5,1%), ka respondenti ir ar mieru samaksat vairak par $o produktu un ka
vietgjie produkti ir ar labaku gar§u. Tomér abi $ie faktori izskaidro tikai 1,7%
un 1,1% no konkrétas ricibas, kas ir parak nieciga, lai noteiktu kadas tendences.

Lai noskaidrotu un raksturotu patérétaju attieksmi pret Latvija un sezona
razotiem partikas produktiem, visi respondenti tika iedaliti faktiski divos
klasteros: lielako veido 80% patérétaju, kas ikdiena (iesp&ju robezas) labprat
lietotu Latvijas auglus un darzenus, razotus atbilsto$i sezonai, bet otraja - 20%
patérétaju, kas biezi izvelas importétos auglus un darzenus, un sezonalitate
viniem hav svariga.

Latvijas patérétajs dod priekSroku viet€jiem un sezonas augliem un
darzeniem gan parliecibas, gan garSas, gan sevis, gan arl vides d€l, tacu, ka
apliecina 3. nodalas tirgus analize, viet€jas produkcijas pasnodroSindjums nav
pietickams, lai var€tu apmierinat pieprasijumu. Latvija ir gan zemes, gan
cilvekresursu potencials So piedavajumu palielinat, tikai nepiecieSami atbilstosi
apstakli, kas, iesp&jams, jarada ar valsts atbalstu, jo 1idz §im privatais sektors
nav spgjis So iztrakumu aizpildit.

Dzivnieku valsts produktu patérins

Galas un tas produktu lietoSana uztura ir viens no butiskakajiem
neilgtsp&jiga partikas patérina kriterijiem, kas tiek pieminéts ikviena ar
ilgtsp&jigu partikas pat€rinu saistita zinatniska vai politiska raksta, pamata
koncentrgjoties uz vides un socialas ilgtsp&jas dimensijam.
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Jautajumu grupa par dzivnieku valsts produktu patérinu ir izdaliti Cetri
ricibas jautajumi, kas interpreté liellopu un vistas galas lietoSanas biezumu,
galas patérina izmainas pedeja gada laika, ka arT centienus iegadaties dzivnieku
izcelsmes produktus, kas razoti, ievérojot dzivnieku labturibu; un astoni
atticksmes jautajumi, kas faktoru analiz€ tika sadaliti pec trim faktoriem,
izskaidrojot attiecigu procentualo dalu no jautajumu izkliedes:

1. neinteresgjas par dzivnieku labturibas jautajumiem (17%);
2. tirgotdjam ir jartpgjas par dzivnieku labturibas jautajumiem (15%);
3. dzivnieku labturibas standarti Latvija ir pietickami (13%).

Visi tris faktori ietekmé ricibu: ,,Pérkot dzivnieku izcelsmes izstradajumus
(galu, olas, piena produktus) cenSos iegadaties ekologiskus produktus vai
zinamu razotaju produktus, kas ievéro dzivnieku labturibu”, tacu visvairak to
ietekmé otrais faktors - tirgotajam ir jarGpg&jas, lai dzivnieku valsts produkti
biitu raZoti, ievérojot dzivnieku labturibu, izskaidrojot 14,8% ricibas.

Pec regresijas analizes rezultatiem var secinat, ka paterétajiem nav
informacijas par dzivnieku labturibu, un vini nebiitu arT gatavi papildus analizgt
un iedzilinaties dzivnieku labturibas problémas, tapéc visu atbildibu un
kompetenci par gala produkta kvalitati atstaj razotaju un tirgotaju zina.

Apkopojot visu faktoru grupu klasteru analizes rezultatus, atklajas, ka 89%
respondentu nezina, ka noteikt, vai dzivnieku valsts produkti ir razoti, ievérojot
dzivnieku labturibu, bet butu ieinteres€ti $aja probléma. Tas nozimég, ka
patérétaju neieinteresétiba dzivnieku labturibas jautajumos galvenokart saistita
ar informacijas trikumu. 72% respondentu palaujas uz tirgotaju, bet iep&rkoties
raugas, lai dzivnieku produkti biitu razoti, ievérojot dzivnieku labturibu. Pilniba
uz tirgotaju palaujas 10% respondentu, jo tie iep&rkoties neparbauda, vai ir
ieverota dzivnieku labturiba, bet 18% aptaujato nav svarigi, vai produkti ir
razoti, ievérojot dzivnieku labturibu. 47% respondentu uzskata, ka Latvija
labturibas standarti ir pietickami un galas garSai (atkariba no izcelsmes) ir
atSkirtbas, bet 45% respondentu neko nezina par valsts standartiem un ari
uzskata, ka galas garSai atkariba no izcelsmes ir atSkiribas. 8% respondentu
neko nezina par valsts standartiem un uzskata, ka galas gar$ai (neatkarigi no
izcelsmes) nav atskiribas.

Liellopu galas paterin$ Latvija ir mazs un nav uzskatams par neilgtsp&jigu,
tacu tiktu vertets pozitivi, ja raZotaji uzraditu galas izcelsmi un, iesp&jams, pat
noraditu mark&uma tas razoSanas procesda radito ietekmi uz vidi, t.s., CO;
emisiju mark&jums.

Tikai minimalu procentualo dalu galas produktu izvéles ricibas var
izskaidrot ar demografiskajiem raditajiem. Lai gan nevar noliegt arl
demografisko faktoru ietekmi uz galas patérinu, tomer, lai veicinatu ilgtsp&jigu
partikas patérinu, janem véra daudz komplicétaku faktoru ietekme.
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Godigas tirdzniecibas produktu patérins

Godigas tirdzniecibas jautajumi Rietumeiropas valstls ienem nozimigu vietu
ilgtsp€jiga patérina veicinasana, lai gan vairak tiek saistita ar apstakliem, kados
tiek iegiti jaunattistibas valstis razotie produkti.

Godigas tirdzniecibas, &tiski un sociali atbildigi razotu partikas produktu
grupa ir ietverts viens ricibas jautajums, kas atspogulo respondentu centienus
iegadaties godigas tirdzniecibas t&ju vai kafiju; un 11 attieksmes jautajumi, kas
faktoru analizé tika sadaliti tris grupas, izskaidrojot attiecigu procentualo dalu
no jautajumu izkliedes:

1. cengas atbalstit godigo tirdzniecibu (33%);
2. nav ieintereséti godigas tirdzniecibas jautajumos (14%);
3. pérkiecienito, lai gan v€las atbalstit raZotajus attistibas valstis (10%).

Rezultati liecina, ka pateérétajiem kopuma ir pozitiva attieksme pret godigas
tirdzniecibas produktu patérina iespgjam, lai gan nav pietiekami daudz
informacijas par to esamibu un pieejamibu.

Apkopojot lielakas faktoru grupu klasteru analizes rezultatus, var secinat, ka
1,5% patérétaju neko nav dzirdgjusi par godigo tirdzniecibu, 70% respondentu
apgalvo, ka nav ieintereséti godigas tirdzniecibas t€ma, bet 29% paterétaju ir
ieintereséti godigas tirdzniecibas jautajumos un tiecas to atbalstit.

Regresijas analize pierada, ka demografiskie raditaji izskaidro tikai 1%
ricibas iegadaties godigas tirdzniecibas produktus, kas nozimé, Ka tomér 99%
gadifjumu So produktu iegadi ietekmé citi faktori, kas pec autores domam
pamata ir saistiti ar neinformétibu, ierobezotu pieejamibu un preces cenu.

Godiga tirdznieciba Latvija atfistisies tad, kad cilveéki, pirms pirkuma
veikSanas saks uzdot jautajumu, kados apstaklos Sis produkts ir razots. Un S§is
jautajums ne tikai par produktiem, kas izgatavoti talas Afrikas vai Azijas zemés.
Tas jaattiecina arT uz pasmaju (Latvijas un Eiropas) razotajiem.

Ekologisku un videi draudzigu produktu patérins

Ekologiski (atbilstosi sertificéti) un videi draudzigi (nav sertificéti, bet
audzéti bez kimikalijam un saudzigi izmantojot dabas resursus) razota partika ir
ilgtsp€jiga patérina pamats. Tomér to razoSana, pieejamiba un iegade ir
sarezgits process, kas nav vienkar$i sasniedzams tikai ar véléSanos dzivot
,.zali”.

Grupa, kura tiek analiz€ta respondentu atbildes uz jautajumiem par
ekologiskiem un videi draudzigiem produktiem, ir viens atticksmes jautajums
un divi ricibas jautajumi, kas interpreté ekologiskas partikas iegadasanos un
parvietosanas Iidzekla izveli iepirkSanas vajadzibam. Vienigais attieksmes
jautajums, kas atspogulo, cik svarigi patérétajam, vai produkts ir razots videi
draudzigi, izskaidro 13% ricibas iegadaties ekologiskus produktus, bet
neietekmé respondenta izveli, ar kadu transporta Iidzekli doties iepirkties.
Jautajums par parvieto$anas lidzekla lietosanu tika ieklauts, lai noskaidrotu, vai
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patérétaju izvelei par labu ekologiskiem produktiem ir arT dzilaka saistiba ar
ripém par vidi. Rezultati rada: lai gan patérétajs censas iegadaties ekologiskus
un videi draudzigus produktus, uz veikalu tomér dodas ari ar automasinu.
Tomer janem véra, ka parvietosanas Iidzekla izveli nosaka arT vietgja
infrastruktira un patérétaju paradumi, kuru izmaipa par labu videi ir
laikietilpigs process.

Lai noskaidrotu respondentu attieksmi pret vidi, tika izdaliti Cetri jautajumi,
kas veido divus parus. Pirmaja pari tika noskaidrots, vai patérétajs iegadajas
ekologisku partiku un kapéc iegadajas. Otra para jautajumi atklaj, vai paterétajs
véletos mainit savus &anas paradumus un kapéc. Sie jautajumi tika analizéti
atseviski no atticksmes, ricibas jautajumiem un netika ietverti regresijas analize.
Gandriz divas treSdalas jeb 64% respondentu atbildéja pozitivi, ka vini
iegadajas vai dazreiz iegadajas ekologisku partiku. Tomér viena treSdala
apliecingja, ka to nedara; tas vartu bit saistits ar §adas partikas ierobezoto
pieejamibu popularakajas tirdzniecibas vietas - lielveikalos, ka ari ar to
ievérojami augstako cenu.

Péc aptaujas rezultatiem var secinat (17. att€ls), ka ekologisko partiku
patérétaji vairak pérk savas veselibas dgl, nevis vides aizsardzibas dél, noradot,
ka katra personiska veseliba un tas problémas ir galvenais motivs esoSo
paradumu un vertibu mainai.
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17.att. Ekologiskas partikas izvéles iemesli (n= 530)
Vairak neka puse jeb 55% no visiem respondentiem atbildgja, ka, iesp&jams,
biitu gatavi mainit savus €Sanas paradumus, lai atstatu mazaku ietekmi uz vidi.

Nesaubigi apstiprino$u atbildi sniedza 20% respondentu, bet ceturta dala no
visiem nebiitu gatavi mainit &anas paradumus. No visiem, kas atbildgja pozitivi
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par €Sanas paradumu mainu, aptuveni puse labprat atteiktos no konditorejas
izstradajumiem. Vismazak spétu atteikties no piena produktiem un vistas galas.

Respondentu izglitibas limenis ekologiskas partikas izvéli izskaidro 3,8%
gadijumu, bet ienémumu lielums - 1,3%. Lai gan rezultats norada uz vél citiem
ricibu ietekmgjosiem faktoriem, nenoliedzams ir fakts, ka ekologisko produktu
tirgus Latvija ir nisas tirgus, kura patérétaji parsvara ir ar augstako izglitibu un
vidgji augstiem ienakumiem. Savukart transporta izvéli, lai dotos iepirkties,
7,5% gadijumu ietekmé ienémumu lielums, bet 1,1% - vecums, kas nozimg, ka
videi draudzigaki ir vecaka gadagajuma cilveki, tacu visvairak CO, emisiju rada
valsts turigie iedzivotaji.

Partikas atkritumi

Partikas dzives cikla p&dgjais posms ir atkritumi. Ilgtsp&jigs partikas
patérin$ iesp&jams tikai tad, ja tiek samazinata ietekme uz vidi visos posmos,
patérétajam jau iegades bridi paredzot, kas notiks ar produktu péc ta iegades.
Dzerama tidens un partikas patérins ir ciesi saistiti, tadel, lai izprastu paterétaju
atkritumu radiSanas paradumus, aptauja tika jautats arT par pudel€s nopérkama
tidens patérinu.

Grupa, kura tika analiz€ti jautajumi saistiti ar partikas atkritumiem, tika
izdalits viens attieksmes jautajums, noskaidrojot, cik svarigi respondentam, vai
produkta iepakojums ir vélreiz izmantojams un parstradajams; un divi ricibas
jautajumi, atainojot, cik daudz partikas tiek izmests atkritumos nedglas laika un
pudelés pildita Gdens iegades biezumu. Tika konstatéts, ka starp tiem nav ne
korelacijas, ne regresijas.

Gandriz 90% respondentu savu partikas atkritumu radiSanu novertgjusi ka
gandriz nemaz, nedaudz, pienemama daudzuma, nemaz. Ja patérétaju uzradita
riciba biitu atbilstosa redlajai darbibai, varétu apgalvot, ka Latvijas iedzivotaji
produktus patéré ilgtsp&jigi.

Partikas produktu izmeS$anu atkritumos neietekmé statistiski neviens no
demografiskajiem parametriem, bet Tdeni pudelés pirkSanas ricibu 6,1%
gadijumos var izskaidrot ar vecumu, bet ap 3% gadfjumus - ar iendmumu
lielumu vai dzives vietas atrasanos. Apkopojot aptaujas rezultatus, var secinat,
ka tideni pudelés galvenokart lieto (un palielina atkritumu apjomu) pilséta
dzivojoSie jaunie$i vecuma lidz 25 gadiem ar ienémumiem no 400-600 latiem
menesI.

Iepirksanas paradumi

Lai noskaidrotu patérétaju partikas iepirkSanas paradumus, tika analiz&tas
divas jautajumu grupas: motivacijas un ricibas jautdjumi. Motivacijas grupa tika
ietverti astoni jautajumi, bet ricibas - seSi. Visi motivacijas jautajumi tika
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iedaliti tris faktoru grupas, kas izskaidro Ilidzigu procentu dalu no atbilzu
dispersijas:

1. izvélas labakos, dabigos, iespgjams, dargakos produktus (17%);

2. izvelas Sodienai péc vajadzibam (16%);

3. izvelas vajadzigo, izdevigako (16%).

Ricibas jautajumi tika sadaliti péc diviem faktoriem:

1. ne parak patik iepirkties, ja vajag, tad pérk tikai vajadzigo, zinamo (30%);
2. patik iepirkties, ipasi lielveikalos (22%).

P&c faktoru analizes rezultatiem var secinat, ka Latvijas patérétaji loti riipigi
izverte savus pirkumus, tadéjadi censoties ietaupit sava budzeta lidzeklus.
Klasteru analizes rezultati norada, ka ilgtspgjiga partikas pat€rina nozimiga
attistiba iesp&jama tikai ar lielveikalu lidzdalibu.

Analizgjot kopgjas partikas patérina tendences péc aptaujas datiem, var
secinat, ka pasreiz€ja ekonomiskaja situacija Latvijas patérétajiem svariga ir
produktu cena, kaut gan produktu kvalitate un dabigums bitu aridzan vélams.
Visticamak, paslaik patérétaji dotu prieksroku parbauditam vertibam par
atbilstosu cenu. Ilgtspgjigus partikas produktus, iespgjams, izveletos, ja tie biitu
akcijas prece, kas var€tu bt sasniedzams tikai ar meérktiecigiem tirgus
veicinasanas instrumentiem.

Lai gan regresijas analiz€ pieradijas, ka demografiskajiem faktoriem ir
relativi maza ietekme uz ilgtspgjigu partikas patrina ricibu, tomér, analizgjot
rezultatus ar aprakstoSas statistikas metodi, p&€c demografiskajiem parametriem
bija iespgjams izveidot ilgtspgjigas un neilgtspEjigas partikas paterétaju
profilus.

Latvija ilgtspéjigu produktu paterétajs galvenokart ir Riga vai Rigas
rajona dzivojosa sieviete vecuma no 25 Iidz 40 gadiem ar augstako izglitibu un
pelna no 600 latiem ménesi. Ned€las laika atkritumos neizmet gandriz nemaz
partikas un veikalos nepérk partikas pusfabrikatus vai arl dara to tikai reizi
ménesl. leperkoties piever§ uzmanibu produktu sastavam, lai tas bitu veseligs.
Vienmér censas pirkt viet&jos, sezonai raksturigos auglus un darzenus, ka ar1
citu Latvija razoto produkciju. Auglus un darzenus lieto katru dienu, turpreti
liellopu galu lieto reizi ménesT vai arl nelieto vispar, tacu to aizstdj ar vistas
galu, ko lieto dazas reizes ned€la. P&€dgja gada laika galas patérin$ nav batiski
mainijies. Pérkot dzivnieku izcelsmes produktus, cen$as iegadaties ekologisko
partiku vai produktus no zinamiem razotajiem, kas ievéro dzivnieku labturibu.
Ekologiskos produktus pérk veselibas dél, un biitu gatava mainit savus &Sanas
paradumus, lai atstatu mazaku ietekmi uz apkartgjo vidi. Mainot savus &anas
paradumus, nevélétos atteikties no piena produktiem un vistas galas, tacu
labprat iztiktu bez konditorejas izstradajumiem.

54



Tomér vinai ir arT dazi videi ne tik draudzigi paradumi, jo iepirkties dodas ar
automasinu un ikdiena pérk pudel@s pilditu Gideni, tacu uzskata, ka nepiecieSams
vairak informacijas, lai varétu izveleties videi draudzigu produkciju.

Neilgtspéjigu produktu patérétajs ir virietis vecuma no 41 1idz 55 gadiem
ar pamatizglitibu. Dzivo Riga un pelna 1idz 400 latu ménesi. Iepirkties dodas ar
masinu vai arf kajam. Ipasu uzmanibu produktu sastavam, lai tas biitu veseligs,
nepieverS. Perk un lieto partikas pusfabrikatus dazas reizes nedéla. Auglus un
darzenus pérk loti reti un nepiedoma, vai tie ir sezonai atbilstigi, neinteres¢jas
arT par to, vai augli un darzeni ir vietgjie. Tas pats attiecas arl uz dzivnieku
labturibu — par to daudz nedoma. Latvija audzeto partiku iegadajas apméram
divas reizes ménesi. Liellopu galu lieto daZas reizes ned€la, bet vistas galu — loti
reti. PEdgja gada laika galas patérin$ nav butiski mainijies. Ekologisko partiku
vin$ neiegadajas un mainit kaut ko savos &anas paradumos, lai mazinatu
ietekmi uz vidi, neblitu ar mieru. Attiecigi nav viedokla par informacijas
nepiecieSamibu, lai varétu iegadaties videi draudzigu partiku. Pozitivi tomér, ka
atkritumos partiku izmet nedaudz un pudelés pilditu tdeni iegadajas retak ka
reizi ménesi.

4.2. Ekspertu viedoklu izvértéjums par partikas nozares tendencém
ilgtspejiga paterina konteksta

Partikas nozares tendencu noskaidro$anai 2012. gada aprili tika veikta
sociologiska aptauja, kurda piedalijas 19 partikas nozares eksperti, parstavot:
partikas riipniecibu (7), tirdzniecibas sektoru (5), universitati (4), NVO (2),
valsts instittciju (1). Eksperti tika izveléti péc vinu profesionalas kvalifikacijas,
amata un darba staza. Partikas riipnieciba tika parstavéta plasa nozaru spektra —
galas, piena, maizes, dz€rienu, auglu un darzenu razoSanas un parstrades
uznémumi.

Ekspertiem tika lfgts, izmantojot tiTs vértibu skalu, novertét svarigakos
kritérijus, patérétajiem izveloties partiku. No iegiitajiem rezultatiem tika veikts
vidgjais aprékins, lai noteiktu svariguma pakapi. P&c ekspertu domam,
patérétajiem vissvarigaka ir preces cena (visvairak novert€jumu) un preces
izskats (vismazakais vid&jais raditajs). Ka mazak svarigu kopgja vertgjuma
eksperti uzskata preces draudzigumu videi, kam seko lietoSanas &rtums. Tatad,
péc ekspertu domam, paterétaji tuvako gadu laika nebiis orienteti uz ilgtsp&jigu
produktu lietosanu.

Eksperti novértgja septinu jomu tehnologisko progresu ietekmi uz partikas
nozares uzpémumiem Latvijas un pasaules tirgli nakamajos piecos gados.
Novertgjuma vidgjie raditaji atteloti grafiski 18.attela.
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avots: autores veidots péc aptaujas rezultatiem

18.att. Tehnologiska progresa ietekme uz partikas nozares uzpémumiem
Latvijas un globalaja tirgii nakamajos piecos gados (n=19)
(Noverteéts pec desmit vertibu skalas: 1- minimala ietekme lidz 10 - maksimala ietekme.
Jo lielaks vidgjais raditajs, jo lielaka ietekme)

Rezultati rada, ka p&c ekspertu domam, vislielako ietekmi gan uz Latvijas
partikas produktu uzp€mumiem, gan globala tirgus uzn€mumiem nakamajos
piecos gados radis informacijas tehnologijas (IT). Turpretim vismazakas
ietekmes sféras atSkiras: Latvijas tirgl ta ir génu inZenierija, bet globalaja
tirgl — iepakoSanas tehnologija.

Péc ekspertu domam, visas septinas tehnologiju jomas daudz vairak
ietekmés globala tirgus partikas produktu uznpémumus neka Latvijas tirgus
uzpémumus.

Analiz§jot, ka uzpnémumus ietekmés dazadas tehnologijas (korelacijas
analize), pieradas, ka abos apskatitajos tirgos pozitiva saistiba ir tadam jomam
ka logistika un IT. Tas nozimé&, ka, piemé&ram, paliclinoties logistikas ietekmei
uz uznémumu, palielinasies arT IT jomas ietekme. Lielaka saistiba starp abam
jomam, péc ekspertu domam, ir tiesi Latvijas uznémumiem (K=0,69). Latvijas
tirgd loti liela (K=0,82) saistiba ir starp génu inZenieriju un biotehnologiju, ko
varétu pamatot ar to, ka Latvija §is jomas attistas kopigi. Globala tirgus
novert€juma zimiga situacija veérojama starp iepakoSanas tehnologiju un
nanotehnologiju ietekmi. Palielinoties nanotehnologiju ietekmei pasaules
uzn&mumos, samazinasies tiesi iepakoSanas tehnologiju nozime (K=-0,50). Tas
varétu laut nakotn€ ar augsto tehnologiju palidzibu batiski samazinat partikas
patérina radito atkritumu daudzumu.
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Ekspertiem tika ltigts novertet, cik ticama ir dazadu ilgtsp&jigas raZzoSanas
standartu ieviesana Latvijas un globala tirgus partikas uznémumos (19. attéls).
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Iegiit ekomarkéjum .
lielumu

Noteikt ilgtspejigu
standartu prasibas
piegadatajiem

Ieviest vides vadibas
sistemu

Aprekinat oglekla
peédas vai partikas
judzes

Racionalizét
raZosanas sistému

e=@==|_atvijastirgus e=lll== Globalais tirgus
avots: autores veidots péc aptaujas rezultitiem
19.att. Latvijas un globala tirgus novertéjumi péc jomam, ko uznémumi
varétu ieviest tuvakajos gados (videjie raditaji) (n=19)
(Novertets péc desmit vertibu skalas: 1 - neiesp&ami lidz 10 - visticamak. Jo lielaks vidgjais
raditajs, jo lielaka ietekme)

No iegttajiem datiem tika konstatéts, ka, visticamak, Latvijas uzpémumi
tuvakajos gados noteiks ilgtspgjigu standartu prasibas saviem piegadatajiem, bet
globala tirgus uznémumi saks lietot bio noardamo iepakojumu un/vai iegiis eko
mark&umu saviem produktiem. Turklat vismazaka iesp&jamiba ir, ka gan
Latvijas, gan globala tirgus uznémumi saks aprékinat oglekla pédas vai partikas
judzes saviem produktiem.

Salidzinot visu jomu iesp&jamo ievieSanu partikas uznémumos Latvijas un
globalaja tirgd, tika konstatéts, ka vislielaka atSkiriba ir saistita ar to, ka
uznémumi saks lietot bio noardamos iepakojumus (P,=2,04x10%).

P&c desmit vertibu skalas eksperti novertgja iemeslus, kas tuvako gadu laika
varétu visvairak ietekm@t partikas uzpémumu pareju uz ilgtsp&jigu razosanu
(20. attels).
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avots: autores veidots péc aptaujas rezultatiem

20.att. lemesli, kas visvairak ietekmétu partikas uznpémumus pieveérsties

ilgtspejigai raZo$anas praksei tuvako gadu laika (videjie raditaji) (n=19)
(Novertgjums péc desmit verttbu skalas: 1- minimala ietekme Iidz 10- maksimala
ietekme. Jo lielaks vidgjais raditajs, jo lielaka ietekme)

legiitie rezultati rada, ka p&c ekspertu domam, uzn€mumus pieversties
ilgtsp&jigai razoSanas praksei visvairak var€tu pamudinat izmaksu taupiSana
energijai un izejvielam, lai optimiz&tu izmaksas.

Ka atsevisku iemeslu grupu, kas ietekmétu partikas uzn€mumus, var izdalit
kadas partikas aprité iesaistitas puses (patérétaju, tirgotaju vai piegadataju)
veikto spiedienu uz razotaju. P& datu analizes var secinat, ka patérétajiem ir
vismazaka ietekme Uz partikas razo$anas uznémumiem (vidgjais raditajs 5,89),
bet vislielako ietekmi rada tiesi tirgotaji (6,79), kas jo seviski izteikti vérojams
Latvijas tirgd.

Péc desmit ballu skalas eksperti novért€ja iemeslus, kapeéc paterétaji
nepirktu ilgtspg&jigus produktus (21. attéls).
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avots: autores veidots péc aptaujas rezultatiem
21.att. lemesli, kapéc patérétaji nepirktu ilgtspejigus produktus
(videjie raditaji) (n=19)

(1 - nesvarigs iemesls lidz 10 - vissvarigakais iemesls)

Apkopojot datus, konstatéts, ka svarigakais iemesls varétu but patérétaju
paradums iegadaties noteiktu zZimolu preces. Ilgtsp&jigiem partikas produktiem
jaklast atpazistamiem, tadeél uzn€mumiem patérétaju vajadz&tu informé&t un
ieinteres€t par ilgtspgjigo produktu pozitivajam tpasibam.

Eksperti novertgja, cik aktualas tuvakajos piecos gados varétu but dazadas
partikas patérina tendences. Gan Latvijas, gan globalaja tirg par aktualako tika
atzita cenas novértésana, tacu otra svarigaka tendence atskiras. Latvijas tirgi ta
ir vietgja razojuma partika, bet globalaja tirgh - ekologiska partika. Analizes
rezultati liecina, ka arvien aktuali bas iegadaties viet§jo partiku, kas no
ilgtsp&jiga patérina aspekta vért€jams pozitivi, bet negativi veért€jama varétu biit
tendence vajadzibai p&c arvien mazaka laika patérina partikas pagatavosanai un
nemainigam vai pat palielinatam galas pat€rinam.

Ja salidzina ekspertu vert€jumus par Latvijas un globala tirgus partikas
patérina tendencu aktualitatém, tad tiek prognozéts, ka:

1. globalaja tirgh patérétajiem bis svarigak biezak un vairak neka Latvija &st
arpus majam,

2. Latvijas iedzivotdjiem ar1 tuvakajos piecos gados bils svarigi, kur tiek
audzeta un razota partika, ko pierada arT veikta Latvijas patérétaju aptauja
un Eiropas paterétaju paradumu petijums;

3. Latvijas un globalaja tirgh aktualaka tendence bus produkti ar samazinatu
partikas piedevu saturu;
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4. patérétajiem bus (ir) svariga dabiga partika;

5. Latvijas tirgl paredzama tendence patérét produktus bez gluténa, laktozes
un cukura;

6. globalaja tirgti - partiku, kas uzlabo izskatu, skaistumu.

Eksperti uzskata, ka Latvijas tirgli lielaka ietekme ir tieS$i mainigajai
ekonomiskajai situacijai, jo Latvija ir maza un atvérta ekonomika, kas atkariga
no argjiem tirgiem. Savukart pasaules tirgh lielaka ietekme varétu but riciba
eso$a ienakuma kapumam jaunattistibas valstis, kas globali biitiski maina tirgus
struktliru, jo pieprasijumu vienlaicigi ietekmé liels maksatsp&jigo patérétaju
pieaugums. Vismazak Latvijas tirgu varétu ietekmét pandémijas uzliesmojumi,
bet globalo tirgu - ar higiénu un kontroli saistitie normativie akti. Ekspertu
vertgjuma globala tirgus partikas ripniecibas uznémumi, atSkiriba no Latvijas
uznémumiem, ir jutigaki pret kadas valsts finansialas ietekmes palielinaSanos.

Rezumgjot ekspertu viedoklus, jasecina, ka ekonomiska situacija diktg tirgus
noteikumus, un cena ir galvenais kriterijs, péc kura paterétaji izvelas
ilgtsp&jigus partikas produktus, kas visticamak nemainisies tuvako gadu laika.
Zinatnes progress un jaunas tehnologijas vargtu bitiski uzlabot produktu
ilgtsp&jas raditajus, tacu uzne@mumi nav ieintereséti ieguldit papildu lidzeklus
videi draudzigaku produktu razoSana, jo partikas razoSanas uzn€mumi
raksturojas ar salidzino$i zemu rentabilitati un 1&nu kapitala atdevi, kas liek
ripigi izvertet katru jaunu ieguldijumu atmaksasanas iespg&ju.

4.3. llgtsp€jiga partikas patérina perspektivas

Ilgtspgjigs patérins ir sasniedzams, iesaistoties visai sabiedribai, kurd ir
dazadas ieinteresétas puses, kas visi kopa veido arT paSus patérétajus, kuriem
var bt dazadas lomas ilgtsp&jiga patérina veicinasana:

e patérétajs — l@muma pienémejs un pieprasijuma veidotdjs. Paterétajs ir
suveréns un uz mérki orientéts. Pieprasa no tirgotaja precizu, salidzinamu un
saprotamu informaciju;

e patérétajs — pilsonis un uznémgéjs. letekmé partikas piedavajumu arpus tirgus
— gan individuali, gan grupda, izmantojot gan viet€jas nevalstiskas
organizacijas, gan pasvaldibu. Paterétaji ir sava zinad uznémgji, kas aktivi
nem dalibu partikas sistemas vadiba. Atbildiba un aktiva iesaistiSanas ir
galvenie procesa veicinataji;

e paSapzinigais paterétdjs, kas analiz€ savu patlrina uzvedibu cenas un
ieguvumu aspekta, kas ietekm@ gan personigo labklajibu, gan ari vidi.
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Pamatojoties uz promocijas darba teorétiskajiem un empiriskajiem
pétijumiem, autore secina, ka parmainas esosajos patérina paradumos var notikt
divos veidos:

e pirmkart, ar politisko iniciativu, tadgjadi sekmgjot ilgtsp&jigu produktu
razo$anu un izglitojot patérétajus;

o otrkart, ja politiska darbiba ir kiitra, bet paterétaji pasi velas parmainas, tie ar
attiecigo pieprasijumu veicina parmainas piedavajuma, ka ari rosina pienemt
attiecigos normativus valdibai.

Uznémgjdarbibas sektors ir ,,speletajs” pa vidu, kas gatavs mainities 1idzi
pieprasijuma tendencém, nezaudgjot savu pelnu.

Viens no celiem, ka palielinat ilgtsp&jiga patérina perspektivas valsti, ir
izstradat stratégiju, kas paslaik darbojas jau vairakas Rietumeiropas valstis.

Nemot ve&ra promocijas darba izvirzitos ilgtsp&iga partikas patérina
kriterijus, autore noteikusi stratégiskos mérkus ilgtsp&jiga paterina sasniegSanai
(22. attels).
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22. att. Strategiskie mérki ilgtspéjiga partikas patérina sasniegSanai

Lai samazinatu partikas kédes negativo ietekmi uz vidi, ir japalielina
viet€jas, sezona audzétas un ekologiskas partikas pieejamiba un patérins.
Godigas tirdzniecibas principa ievieSana arT1 Latvijas partikas sistéma,
nodrosinatu ilgtsp€jigas attistibas ekonomiskas dimensijas 1stenosanos, ka ari
veicinatu pozitivas parmainas Latvijas lauku ekonomiskaja un socialaja vide. Ir
janodrosina, ka tirgl nonak partika, kas ir izsekojama visos tas aprites posmos,
ir droSa un veseliga. Dzivnieku izcelsmes produkti razoti, ievérojot dzivnieku
labturibu. Saja uzdevuma batu ieklaujams ari informativais un izglitojosais
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aspekts, lai paaugstinatu patérétaju izpratni par ilgtsp&jiga patérina nozimibu.

Visos limenos (valstiskaja, uznémejdarbibas un patérétaju) japanak ar partikas

razosanu un paterinu saistita atkritumu samazinasanas un parstrades

efektivitate.

Katrai iesaistitajai pusei mérka sasniegSana ir sava loma un uzdevums, ar
kuru lidzdalibu ir sasniedzama ilgtsp&jiga partikas raZoSana un paterins:

e paterétaji ar savu izveli un ricibu var atbalstit veseligas un ilgtsp€jigas
partikas razosanu, ka arT mazinat partikas atkritumus;

e partikas razotdji (lauksaimniecibas  sektors) - lauksaimnieki  un
zivsaimnieki - var mazinat ietekmi uz dabu, sapratigi parvaldot dabas
resursus un sargajot biologisko daudzveidibu;

e partikas parstradataji - var nodroSinat patérétajus ar veseligu un droSu
partiku, ka arT ticamu un parbaudamu informaciju par savu produktu un
ilgtsp&jiga patérina iesp&jam;

e partikas tirgotdaji var mazinat energijas patérinu, partikas judzes un
atkritumu apjomu;

e valdiba var palidz&t vadit izmainas, inicigjot sadarbibu starp ieinteres€tajam
pusém, izstradajot tiestbu normas, finansiali atbalstot zinatni un
informativas kampanas;

e nevalstiskais sektors var istenot politikas ievieSanas uzraudzitdja lomu,
eksperta un sabiedribas intereSu parstavja lomu.

Katram no sadarbibas partneriem ir dazadas pakapes ietekme un interese
ilgtsp€jiga patérina veicinasana. Autore, balstoties uz izpétito literatliru un
pieejamo informaciju par pasreizgjo situaciju partikas nozar€, ir novertgjusi
partikas k&dé (un arpus tas) iesaistito pusu interesi un ietekmi ilgtspgjiga
partikas patérina veicinasana (23. attéls).
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6 e o lauksaimniecibas
@2 valsts sektors
£0 atkritumu ~ ——— - mediji
£-2 apsaimniekotaji e
-4 transporta — _PAartikas
-6 ’ Sek‘?ors _ parstradataji
-8 . -
tirgotaji
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letekme

avots: autores konstrukcija
23. att. Iesaistito puSu intereses un ietekmes novertéjums ilgtspejiga
partikas patérina veicinasana
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Lauksaimnieciska razoSana ir partikas kédes sakums, kas raksturojas ar
vislielako ietekmi uz vidi. Lauksaimniecibas sektora stradajoSiem pasreizeja
ekonomiskaja un politiskaja situacija izdevigak ir biit konvencionalas
lauksaimniecibas produkcijas razotajiem, kas nodroSina lielaku pelpu un
rentabilitati, tadgjadi interese par iesaistiSanos ilgtsp&jigas partikas piedavasana
biitu vértéjama ka diezgan zema, tacu ictekme — augsta.

Transporta sektors tiek vertéts, ka neieintereséts ilgtspgjiga paterina
veicinasana, jo tas cieSi saistits ar darba noslodzi un pelnas iesp&jam, kas
samazinoties partikas jidzém, arT biitiski saruktu, tacu ietekme ir virs vidgja, jo,
samazinot partikas parvadasanas attalumus, biitu iesp&jams ierobezot CO,
emisijas gaisa.

Partikas parstrades uzp@mumi tiek vertéti ka diezgan neieintereséti
ilgtsp€jiga patérina veicinasana (-7 no 10), jo ilgtsp&igu produktu razosana
saistita ar dazadiem ierobeZojumiem, kas sadardzina to paSizmaksu, ka rezultata
ar pieprasijums péc tiem ir zems. Problematiska ir ar7 vietgjas lauksaimniecibas
produkcijas nepietickamiba nepartraukta parstrades procesa nodrosinaSanai.
Analizgjot ekspertu intervijas atbildes, jasecina, ka partikas parstradataji
ilgtsp€jas standartu ievieSanas d€l biitu gatavi, nevis uzlabot gala produkcijas
kvalitativos raditajus, bet gan koncentréties uz resursu taupiSanu, piemé&ram,
samazinat elektroenergijas patérinu. Partikas parstrades uzpnémumi tiek
raksturoti ar vislielako ietekmi uz ilgtsp&jigu patérinu, jo pamata ir atbildigi par
gala produkcijas ilgtsp€jas raditajiem, gan no veseliguma, gan izmantota
iepakojuma un citiem kriterijiem.

Partikas tirgotaji (galvenokart lielveikali) tiek raksturoti k& vismazak
ieinteres€tie ilgtsp&jiga patérina veicinasana (-8 no 10), jo tajos pamata tiek
tirgota sarazota masu produkcija ar garu uzglabasanas terminu, par iesp&jami
zemako cenu, kas vartu nodroSinat pelpu nesosu apgrozijumu. Pozitivas
parmainas ir veérojamas, ko ir izraisijis patérétaju pieprasijums, tacu ilgtspgjigu
produktu tirdznieciba Latvijas nespecializ&tajos partikas veikalos arvien ir niSas
prece. Jau ieprieks atziméts, ka 70% paterétaju partiku iegadajas lielveikalos,
tapéc tiem ir loti liela ietekme (8 no 10) ilgtspgjiga patérina veicinasana.
Iesp&jams, spiediens no patérétajiem un lielveikalu iek$€jas stratégijas izmainas
varétu sekmet ilgtsp&jigu produktu plasaku paterinu.

Empiriskais pétijums liecina, ka patérétaji kopuma ir ieintereséti ilgtsp&jigu
produktu pat€rina, tacu to izvele ir ierobezota dazadu ekonomisko, politisko,
socialo un psihologisko aspektu del. Atsevisku patérétaju spéja ietekmét
pastavoso partikas piedavajuma sisteému tiek verteta ka zema (3 no 10), tacu ar
tendenci augt. Patérétaju informétiba ir pozitivs vestnesis ilgtspgjiga patérina
nakotnes perspektivai.

Latvija atkritumu apsaimnieko$anas uznémeéjdarbiba tiek pretrunigi vertéta.
Ir vérojami centieni sakartot atkritumu savakSanas sistému, Skirot tos, ja
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iespgjams, parstradat, tacu kopuma nav intereses atkritumu apjoma
samazina$ana, jo tas negativi ietekmétu ar1 ienakumus. Tadg] arvien Latvija nav
ieviesta taras depozitsiSt€éma, atkritumu parstrade nav pictickami attistita.
Atkritumu apsaimniekotaju ietekme vert€jama ka vidg€ji augsta, jo sakartojot
nozari, organiskie un citi ar partiku saistitie atkritumi varétu tikt izmantoti
efektivak, tadgjadi sniedzot ieguldijumu vides piesarnojuma mazinasana un
pozitivi ietekmgjot ilgtsp&jas raditajus partikas dzives cikla ped&ja posma.

Valsts sektoram teorétiski vajadzétu but visvairak ieinteresétam savu
iedzivotaju ilgtsp&jiga paterina veicinasana, jo tas ilgtermina samazinatu gan
veselibas apriipes, gan socialas, gan ar citas izmaksas, tacu ta ir cieSi saistita ar
partikas ripniecibas un tirdzniecibas lobijiem, kuriem straujas parmainas
patérétaju paradumos var radit zaud&umus. Lai gan valdibai ir liels ietekmes
potencials, ta nesteidzas to izmantot.

Valdibas zema aktivitate ilgtspgjiga pat€rina veicinasana rosina uzpemties
iniciativu pilsoniskajai sabiedribai, tade| tas ieinteresétiba tiek raksturota ka
augsta, taCu ar nepietiekamu aktivitati. NVO darbiba arT var rosinat parmainas
ilgtsp&jiga patérina virziena ar informativo instrumentu palidzibu arvien vairak
un pamatigak izglitojot paterétajus, kuri var veidot citadaku pieprasijumu tirgi
un bitiski ietekm@&t uznémégju piedavajumu. NVO ietekmes potencials var
pamudinat valdibu uzpemties politisko atbildibu par neilgtspgjiga patrina
raditajam sekam, tadejadi aizsakot ilgtsp&jiga patrina politisko virzibu.

Latvijas zinatnes attistiba un pé&tniecibas virzieni galvenokart ir atkarigi no
valsts un ES prioritatém un tam pieskirta finans€juma. Lai gan neilgtspgjiga
patérina problematika Eiropas Iimeni klust arvien aktualaka, Latvija gan
socialo, gan inZenierzinatnu ieinteresétiba piedavat jaunus risindjumus
ilgtsp€jiga partikas pat€rina veicinaSana ir vert€jama ka viduvja. Autore
uzskata, ka pamatoti zinatniski atzinumi var nozimigi ietekmé&t gan politiskos,
gan arT socidlos procesus, kas saistiti ar nakotnes partikas patérina parmainam.

Mediji miisdienu sabiedriba sp€lé batisku lomu paterétaju apzinas
veidoSana. To ietekme ir vertg€jama ka Joti augsta, tacu ieinteresétiba ilgtspgjiga
partikas patérina veicina$ana nav noveérota (ja neskaita internetu, kuru izmanto
ari NVO savu ideju popularizé$ana) vai eksisté atseviskos segmentos,
pieméram, saistiba ar veselibas jautajumiem. Komercializétie mediji savu
ietekmi var&tu izmantot, ja augstak min&tas ieinteresétas puses raditu apmaksatu
mérktiecigu pieprasijumu par ilgtsp&jiga partikas patérina populariz€sanu.

Ja sabiedriba kopuma, kas parstav arT uznéméjus un politikus, biitu vienoti
ieinteres€ti mainit patrina paradumus par labu sev, videi un nakamajam
paaudzem, tad ideala varianta ilgtsp&jigs partikas paterins mainitu ar pasreiz&jo
partikas un ekonomisko sisteému.
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Izstradajot ilgtspejiga partikas patéripa nakotnes viziju majsaimniecibu
Itment, tiek apliikotas iespgjamas izmainas partikas iepirkSanas, uzglabasanas,
gatavoSanas un atkritumu apsaimnieko$anas posmos.

IepirkSanas fazgé partika tiktu iepirkta viet€jos, specializétajos veikalos vai
arT tieSi no zemniekiem, samazinot lielveikalu ietekmi.

Partikas uzglabasana varétu tikt ietekmé&ta divgjadi: samazinats partikas
imports samazinatu saldéSanas iekartu izmantoSanu, savukart partikas
piecejamiba tikai sezona var€tu veicinat plasaku saldéSanas tehnologiju
izmanto$anu un pagrabu uzturésanu.

Uztura gatavoSanas fazé majsaimniecibas tiktu gatavota ekologiska partika,
kas pieejama sezona un audzgta vietgja regiona.

Atkritumu apsaimniekoSana raksturotos ar mazaku partikas iepakojuma
atkritumu apjomu, jo ta tiktu pirkta pa tieSo no zemniekiem. Samazinatos
partikas judzes un transport€Sanai nepiecieSamais iepakojums.

Pareja uz ilgtspgjigu partikas patérinu pozitivi ietekmétu ekologisko vidi,
tacu ta ietekmétu art ekonomiku, kas varétu radit parmainas ne tikai uznémumu,
bet ari visas tautsaimniecibas ITmeni, veicinot:

o lauksaimniecibas piedavajuma lokalizaciju;

o partikas parstrades organize$anu lokali vai regionali;

e mazo un vietgjo veikalu attistibu;

e tirgus prieksrocibas vietgjiem ekologiskas partikas tirgotajiem.

Tacu sabiedribai ir jabut galvenajai So parmainu ieguvéjai un atbalstitajai.
Pamatojoties uz aptauja atspoguloto respondentu attieksmi pret ilgtsp&jigu
partikas patérinu, patérétaji var€tu pozitivi novertét viet€jas izcelsmes un
ekologiskas partikas pieejamibu, sezonalitati un viet€jas ekonomikas
atbalstiSanu, tomeér lielako neapmierinatibu varétu izraisit partikas izvéles
nepietiekamiba.

Latvijas iedzivotaju pirktspgja arvien ir viena no zemakajam Eiropas
Savieniba, kas butiski ietekm& ar1 partikas paterina paradumus. Ilgtspgjigs
patérin§ nenozim& dargaku, bet gan pardomatu patérinu, tomér zinasanu
trikums un budZeta ierobezotiba neveicina partikas patérina mainu ilgtsp&jas
virziena. llgtsp@jiga paterina perspektivas Latvija ir atkarigas arT no
demografiskas situacijas, majsaimniecibu struktiiras, paaudZzu mainas un
gimenes &Sanas tradicijam. PaSreiz€jas tendences (zema dzimstiba, viena
cilveka majsaimniecibu izplatiba) iezZim& negativu ilgtsp&jiga partikas patérina
perspektivu. Sie apstakli janem véra, izstradajot ilgtsp&jiga patérina stratégiju
un organizgot komunikaciju ar sabiedribu par ilgtsp&jiga partikas paterina
nozimibu, tad&jadi izveloties informativos instrumentus atbilsto$i mérkgrupai
un samazinot atSkiribu starp paterétaju attieksmi, nodomiem un realo ricibu.
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GALVENIE SECINAJUMI

. Izp&tot zinatnisko literatliru par patérinu un patérétaju uzvedibu ilgtsp&jas
konteksta, tiek secinats, ka pamats ilgtsp&igam partikas pat€ripam ir
patérétaju pozitivas atticksmes un nodomu TistenoSanas reala riciba
mijiedarbiba ar sociali - kulturali ekonomiskajiem apstakliem.

. Politiska iniciattva ir svarigs prickSnoteikums ilgtsp€jiga patérina
veicinasana. Lai gan patérin§ ir politiski jutiga joma krasu parmainu
veikSanai, un tirgus ekonomikas apstaklos regul&oSo un ekonomisko
instrumentu lietoSanas efektivitates ietekme uz patérétaju uzvedibu ir griti
prognozgjama, misdienu resursu nepietickamibas un nevienlidzigas
pardales laikmeta ilgtsp€jigs patérin$ sasniedzams ar aktivu valdibu iesaisti
problémas risinasana, politikas instrumentu apvienoSanu un t0 inovativu
lietoSanu.

P&c statistikas datu analizes par Eiropas valstu iedzivotaju galas un darzenu
patérina paradumiem, var secinat, ka kopuma Eiropa paterins ir lidzigs, tacu
atSkiras pa valstim. Globali paradas Eiropas ka vienota regiona kopigas
iezimes partikas patérina paradumu atbilstiba.

. Empiriska pétijuma rezultati par 30 Eiropas valstim rada, ka 70% Eiropas
iedzivotaju raksturojas ar pozitivu attieksmi pret videi draudzigu produktu
iegadi, ka arT apzinas partikas ietekmi uz veselibu, kas norada uz ilgtsp&jigas
partikas tirgus potenciala attistibu Eiropa. Eiropas konteksta Latvijas
patérétaji atskiras ar lielakas nozimibas pieskirSanu vietgjas izcelsmes
produkcijai — par 19% vairak neka vidgji Eiropa Latvijas iedzivotaji izvélas
Latvija razotus produktus.

. Importa atkaribas koeficientu un pasnodrosinajuma aprékinu rezultati uzrada
augosu importa atkaribu gandriz visos partikas produktu sektoros, kas ir
ilgtsp&jigu patérinu kavjoss faktors un uzskatams par neilgtspgjigu gan
ekonomiska, gan vides un sociala aspekta.

Latvijai atSkiriba no citam Eiropas valstim, ir potencials palielinat
pasnodrosinajumu ar lauksaimniecibas produktiem un kliit par ilgtspgjigas
partikas razotaju gan brivo zemes platibu d€l, gan arT patérétaju pozitivas
attieksmes de] pret vietgjas partikas iegadi, tikai nepiecieSami atbilstosi
apstakli, kas, iesp&jams, jarada ar valsts atbalstu, jo 11dz Sim privatais sektors
nav spgjis So potencialu izmantot.

Laika perioda no 2002. lidz 2011. gadam Latvija ir nozimigi samazindjies
graudaugu, kartupelu, taukvielu un cukura patérins ar tendenci samazinaties
arT nakamajos piecos gados, kas liecina par majsaimniecibu ienakumu
kapumu, aizstdjot So produktu paterinu ar augstvértigakiem uzturvielu
avotiem, ka pienu, galu, augliem un darzepiem, kas liecina par patérina
paradumu mainu.
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8. Latvijas iedzivotajiem svarigakie ilgtsp&jigas partikas patérina kriteriji ir
veseligi partikas produkti, ka arT Latvija un sezona razoti augli un darzeni,
savukart maznozimiga ir produkta iepakojuma v€lreizgja izmantojamiba un
parstradajamiba, kas norada, ka ilgtspEjiga patérina veicinasana un
komunikacija ar paterétajiem nozimigaka loma ir veselibas jautajumiem.

9. Latvijas patérétaju attieksmi pret ilgtsp&jigu partikas patéripu un ar to
saistitiem jautajumiem var raksturot ka labvéligu, noradot uz saistibu starp
pozitivo atticksmi un tai sekojoSo ricibu, tacu atSkiriba starp abam
kategorijam ir statistiski nozimiga, nesakritibai starp attiecksmi un ricibu
palielinoties patérétajiem mazak zinamajas un interesgjosas jomas,
pieméram, &tiski un sociali atbildigi raZoti partikas produkti. Latvijas
patérétaji apgalvo, ka informacijas un zinasanu triikums ir viens no
Skersliem ilgtsp&jigu produktu izvele, kas ir arl viens no iemesliem
patérétaju attieksmes un ricibas neatbilstibai.

10. Patérétaju uzvediba ir verojamas atSkiribas starp paaudzém, dzimumu,
izglittbu un ienakumu Iimeni, tomér regresijas analizes rezultati atzimé
relativi mazo (Iidz 14%) demografisko faktoru ietekmi uz ilgtspgjigu
partikas patérinu, noradot uz citu sociali ekonomisko un psihologisko
faktoru nozimibu ilgtspgjigas partikas izv€lé un patérina, kas batu janem
vera, izstradajot ilgtspgjiga partikas patérina veicinasanas programmu.

11. Gan partikas nozares ekspertu, gan ari paterétaju kopgjais viedoklis norada
uz cenas nozimigumu veiksmigai ilgtspgjigas partikas tirgus attistibai
nakotné.

12. Lai ilgtspgjigu partikas produktu paterins kliitu par vairakuma izvéli un biitu
sasniedzams valstiska Iimeni, ta nodro§inaSana jauzpemas visam partikas
kede (un arpus tas) iesaistitajam pusém, katrai izmantojot sava riciba eso$0S
instrumentus.

PROBLEMAS UN PRIEKSLIKUMI TO RISINASANAI

1. problema
Latvijas partikas tirgd novérojama augo$a importa atkariba, partikas

izcelsme patérétajam ne vienmer ir izsekojama, radot griitibas izvertet produktu

izcelsmi un sastavu.

Iespéjamie risinajumi

1. Valdiba, balstoties uz iedzivotaju maksatsp&ju un patérina paradumiem, ar
politiskiem instrumentiem var stimulét videi nekaitigu razoSanu un aizsargat
iek$gjo tirgu no neilgtsp&jigas partikas, mazinot atkaribu no citam valstim
un konkurgjot ar import&to produktu cenam.
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2. Pils@tu pasvaldibas ar atbilstosu infrastruktiru varétu nodrosinat pasvaldibai
vai valstij piederosas brivas un neapsaimniekotas lauksaimnieciba
izmantojamas zemes platibas pieejamibu iedzivotdjiem partikas audzeSanai
pasnodrosinajumam.

2. problema
Partikas razotaji Latvija finansialu apsveérumu d€] nav ieintereséti

ilgtspgjigas partikas razoSana, tadgjadi ierobezojot ilgtspgjigu produktu

pieejamibu.

Iespéjamie risinajumi

1. Latvijas Partikas uznéméju asociacija sadarbiba ar Zemkopibas ministriju
varétu ieviest premialo sistému par resursu efektivu, ekologiski nekaitigu un
ilgtsp&jigu partikas razoSanu, tadgjadi pievérSot uzmanibu ilgtsp&jigas
atfistibas, razoSanas un paterina jautajumiem.

2. Uzneéméji, optimizgjot raZzosanas izmaksas, varétu samazinat produktu cenu,
padarot ilgtsp€jigu partiku par plasa pat€rina preci, nevis luksusa izvéli,
tadgjadi pieverSoties plasakai ilgtsp€jigu produktu razoSanai, kas
nedegradétu ekologisko vidi un uzlabotu paterétaju veselibu.

3. Valsts un pasvaldibas iestadém Vides un regionalas ministrijas parraudziba
butu japariet uz partikas ,zalo” publisko iepirkumu, kas veicinatu
biologiskas lauksaimniecibas attistibu, kooperaciju un plasu ilgtsp&jigu
produktu razosanu.

3. problema
Lielveikalu dominance Latvijas tirgi un to realizéta iepirkumu politika ir

ekonomiski izdeviga tikai masu produkcijas razotajiem, ierobezojot paterétaju

izveli un centienus iegadaties ilgtsp&jigus produktus.

Iespéjamie risinajumi

1. Nevalstiskas organizacijas, kas parstav mazos raZotajus un darbojas
patérétaju tiesibu aizsardzibas joma, var€tu veikt organizétas socialas
kampanas, lai veicinatu mazo raZotaju un viet€jo zemnieku produkcijas
noietu, tadgjadi radot plasakas alternativas lielveikalu importa produkcijai.

2. Latvijas zemniekiem, jo paSi auglkopibas un darzenkopibas sektoriem,
vajadzetu kooperéties, lai varétu palielinat tirgojamas produkcijas apjomus
un nodro$inat lielveikalu pieprasijumu.

3. Lielveikali, sevi pozicion&ot ka sociali atbildigu, videi un patrétajam
draudzigu komersantu, varétu atbalstit ilgtsp&jigu produktu tirdzniecibu.

4. problema
Latvijas patérétajiem nav skaidra ilgtsp&jiga patérina un ilgtspgjigas partikas

nozime un to ietekme uz ekonomisko, socialo un ekologisko vidi.
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Iespéjamie risinajumi

1. Nevalstiskajam organizacijam biitu jariko vairak informativas kampanas,
kas izglitotu patérétajus ilgtsp€jiga patéripa jautdjumos un rezultata
palidzetu izveleties ilgtsp&jigu partiku.

2. Uznémgji varétu izveidot ilgtspgjigu produktu zimolus, kas sevi integré
ekonomiskos, socialos un ekologiskos ilgtsp&jas aspektus.

3. Zemkopibas ministrijai ar sava parraudziba eso$ajam iestadém vajadzétu
radit produktu kvalitatei un ilgtsp&jas standartiem atbilstoSu un patiesu
mark&umu, kas sniegtu neparprotamu informaciju patérétajiem, un
mark&juma iegliSanas shéma biitu saprotama, bez birokratiskiem $kér§liem
ieglistama arT maziem un vid€jiem uznémumiem.

4. Par ilgtsp&jigu partikas patérinu var€tu runat Latvija popularajos televizijas
raidijumos par €diena gatavoSanu, kura iesaistiti gan populari cilveki, gan
ar partikas specialisti, kuriem uzticas Latvijas iedzivotdji, tadgjadi veidojot
iedzivotaju izpratni ilgtsp&jiga paterina joma.

5. probléma
Apjomigais ar partiku un tas iepakojumu saistito atkritumu daudzums ir

nozimigs CO, emisiju avots un neilgtsp&jiga patérina rezultats.

Iespéjamie risinajumi

1. Zemkopibas ministrijai un VARAM, nemot véra ne tikai finansialos
aprekinus, bet arT vides aspektus, biitu jasak ieviest iepakojuma depozita
sistému, kas samazinatu izlietota iepakojuma daudzumu atkritumos, ka ari
nozimigi palielinatu izlietotas taras otrreizgjo parstradi.

2. Atkritumu apsaimnieko$anas kompanijam atkritumu skiro$ana biitu japadara
vienkarsa un pieejama patérétajam.

3. Lai samazinatu lielveikalu izmestas partikas apjomu, ir bitiski jasamazina
cena partikai ar tuvojoSos beigu deriguma terminu, lai stimulétu to atraku
patérinu, nevis nonaksanu atkritumos.

6. problema
Latvija nav neviena politiska dokumenta vai stratégijas ilgtsp&jiga partikas

patérina veicinaSana.

Iespéjamais risinajums
Vides un regionalas attistibas ministrijai sadarbiba ar Zemkopibas,

Ekonomikas, Veselibas un citam ministrijam, iesaistot pilsoniskas sabiedribas

organizacijas un citas ieinteres€tas puses, biitu jaizstrada ilgtspgjigas partikas

razo8anas, tirdzniecibas un patérina stratgija.
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INTRODUCTION

The way goods are currently produced and consumed is not sustainable, and
the planet’s natural resources are rapidly being exhausted. The quality of life
and wellbeing of people and economic growth depend on living within
ecological limits.

Society’s influence on the environment depends on consumer behaviour.
Everything being done by humans — beginning with the choice of goods and
services and ending with the choice of living conditions — directly or indirectly
affects the environment as well as individual (and collective) wellbeing.
Therefore, “sustainable consumption” is urgent in national and international
politics (Jackson, 2005).

Food purchase is a priority of Latvia’s population, accounting for most of
the population’s expenditure; therefore, it is important to examine and ascertain
the sustainability of food consumption.

According to ecological footprint calculations, food accounts for
approximately 55% of the CO, emissions produced by households (Brizga,
2007). It means that every lat spent on food is associated with the greatest effect
on the environment.

The author of the dissertation hypothetically asserts that food consumption
in Latvia is not sustainable, which is based on the following problems:

e high consumption of imported food in the economic sectors, which could be
produced locally;

o food producers in Latvia, due to financial considerations, are not interested
in producing sustainable food, thereby limiting the availability of
sustainable food products;

e supermarkets dominate in Latvia’s market, and their purchase policies are
beneficial only to the producers of mass products, thus limiting consumers’
choices and efforts to buy sustainable food products;

e Latvian consumers are unclear on what sustainable consumption and
sustainable food mean, thus marketing activities can determine consumers’
shopping choices;

e no policy document or a strategy aimed at promoting sustainable food
consumption exists in Latvia, unlike in other European countries where such
documents have been adopted and function successfully.

Based on the above-mentioned problems, the author of this dissertation
chose to examine the population’s food consumption habits in depth, analysing
the prospects for sustainable food consumption in Latvia.

Consumption studies have been topical since the 19th century when new
findings in economics were published (Engel, 1857; Veblen, 1898; Keynes,
1936, Maslow, 1954; Fridman, 1957, Modigliani, 1966 et al.). In sustainable
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consumption studies, the findings of various consumer behaviour theoreticians
(Skinner, 1938; Homans, 1961; Fishbein, Ajzen, 1975 et al.) were elaborated.
The theories developed were also employed in the works of modern researchers
of sustainable consumption (Shove, Warde, 1997; Lorek, Spangenberg, 2001;
Spaargaren, 2003; Ropke, Reisch, 2004; Jackson, 2005; Tukker, 2008 et al.).

In Latvia, the problems of sustainable consumption and sustainable food
consumption have been little researched. In Latvia, sustainable consumption
(including energy, housing, mobility, and food sectors) has been most widely
researched by J.Brizga, E.Lice, while food consumption within the context of
sustainable development and the sustainability aspects of food chain have been
most widely analysed by such scientists of the Latvian State Institute of
Agrarian Economics as L.Melece, V.Pirksts and D.Popluga. Consumer
behaviour and consumption habits in relation to sustainable food consumption
have been researched by T.Tisenkopfs, M.Niklass, A.Eglite.

In Europe and the USA, problems of sustainable food consumption, over the
recent decade, have been actively tackled by various scientific institutions (for
example, Wuppertal, SERI), governmental (for example, the EEA, DEFRA,
FAO, the OECD) and nongovernmental organisations (for example,
RESPONDER, CORPUS, SCORAI).

Upon familiarising herself with foreign researche, the author found that
detailed analyses of the role of consumer behaviour in promoting sustainable
food consumption are lacking in Latvia.

Hypothesis of the dissertation: Latvian consumers’ awareness and positive
attitude towards sustainable consumption can contribute to the development of
the market of sustainable food.

Research object: sustainable food consumption.

Research subject: influences on consumers’ attitude and behaviour on
sustainable food consumption.

Research limitations: in the present dissertation, individuals are researched
within the household unit.

Overall research aim: to examine the prospects for sustainable food
consumption in Latvia in the aspect of interaction of consumers’ attitude and
behaviour.

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

1. to describe the theoretical, historical, and economic aspects of consumption,
sustainable consumption, and consumer behaviour;

2. to examine the role of government policies in promoting sustainable
consumption;

3. to analyse the food consumption habits in Europe and Latvia in the context
of sustainability;

71



4. to assess the possibilities for sustainable food consumption development in

Latvia.

Methodology

The monographic method, analysis and synthesis, logical and constructive
methods, and induction and deduction were employed in examining the
theories and history of consumption and consumer behaviour and
sustainable consumption problems.

To examine the present and potential behaviours of consumers and to
identify their attitudes and intentions towards purchasing sustainable food
products, 530 respondents aged 18-80 were surveyed on the Internet. The
following statistical analysis methods were employed to process the survey
data: factor analysis, correlation analysis, a 2 test, and regression analysis.
To identify the trends in the food industry, a qualitative sociological survey
was conducted, in which 19 food industry experts were involved. To analyse
the data, descriptive statistics method was employed in order to calculate the
frequencies and average indicators of replies, as well as a comparative
statistical analysis was performed based on a Mann-Whitney test and a
Monte Karlo test.

Principal component analysis was employed in analysing meat consumption
statistical data.

An analysis of stakeholders was performed.

The present research also used government policy documents and legal acts,

research papers, reports and reviews on sustainable development, sustainable
consumption, food consumption, and consumer behaviour in Latvia and in the
world, as well as reports published by statistical institutions (FAO,
EUROSTAT, IFOAM, the CSB of the Republic of Latvia).

Research novelties:

original research has been conducted to examine food consumption habits in
Europe and in Latvia in the aspect of sustainability;

the author employed original research methods, which had not been widely
used in agricultural economics, and focused on interdisciplinary research,
describing, for instance, the role of each partner in providing sustainable
consumption, based on an analysis of the stakeholders;

the author practically examined and proved that the behaviour of food
consumers in Latvia is typical to that in Europe, yet, the key difference is
that Latvia’s consumers are very loyal to local food products.

Scientific significance of the research:

the theoretical principles of consumption and consumer behaviour,
beginning with Engel’s law in the middle of the 19™ century through to the
modern conceptions on sustainable development and sustainable
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consumption, were examined, especially emphasising the specifics of food
consumption;

the author defined the concepts of sustainable food and sustainable food
consumption;

the author developed sustainable food criteria appropriate for the conditions
of Latvia, which are a real new value added in agricultural economics.

Economic significance of the research:

calculating the income and cross elasticities of demand for food products
and the consumption forecast, the author revealed new trends in and
provided explanations for the consumption of each product group by
examining their sustainability nature;

the practical significance of the research findings is determined by the
author’s innovative approach to analyses of consumer attitudes and
behaviours in the context of sustainable food consumption and the
development of profiles of unsustainable food consumers, thereby
identifying the key barriers and motivating factors that would contribute to
the development of the sustainable food market in the future;

the author developed two potential sustainable consumption scenarios that
could be a basis for designing a sustainable consumption strategy.

Theses to be defended:

consumers’ attitude and the fulfilment of their intensions are a basis for
sustainable food consumption;

political initiative is a key prerequisite for contributing to sustainable
consumption;

food consumption trends in Latvia indicate a change in consumption habits
towards sustainability;

consumption habits, in general, are similar in Europe, yet, they differ among
countries;

Latvia’s consumers’ positive attitude to buying sustainable food products
only partially leads to their real actions;

sustainable food consumption has the potential to become the primary
choice of the majority of consumers.
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1. THEORETICAL, HISTORICAL, AND ECONOMIC
ASPECTS OF CONSUMPTION AND CONSUMER
BEHAVIOUR

The chapter is 21 pages long and contains three tables and five figures

1.1. Theoretical background and sustainability aspects of consumption

Consumption is diverse and may be viewed from various aspects, as well as
it has changed over the course of time, affected by different factors (economic,
technological, social, cultural, historical, and political); yet, the findings and
theories made in previous centuries are still topical (Engel’s Law (1857);
Keynes’ marginal propensity to consume (1936); Friedman’s Permanent
Income Theory (1957)).

Psychological, sociological, and anthropological literature about
consumption has been regarded as useful in trade, consumer studies, and
motivation studies. Business and trade interests are closely associated with
consumption studies for the purpose of developing new products and strategies
that encourage individuals to purchase the products offered. These studies can
be a considerable resource for policy makers who have to tackle the problem of
unsustainable consumption that negatively affects the economic, social, and
ecological environments.

In the scientific literature, consumption is viewed from various aspects that
are summarised in Table 1.

Table 1
Consumption research conceptions
Aspect Sources Conception
Consumption |Mas-Collel et al., 1995; The key economic assumptions on
and wellbeing |Begg et al., 2003 consumer rationality are based on the

fact that consumers are able to
choose products that are truly useful
to them, thereby contributing to their

wellbeing.
Consumption |Maslow, 1954, 1968; Max Neef, |Unlike the “insatiability” of human
and needs 1992; Springborg, 1981; Fromm, |wants, the number of “real” human
1976; Illich, 1977; Marcuse, needs is small and they are limited
1964; Scitovsky, 1976 and universal.
Consumption |Veblen, 1898; Hirsch, 1977; Wants significantly differ from
and wants Wright, 1994; Ridley, 1994 needs. Consumers are not driven by

their logical efforts to satisfy their
precisely defined needs and wants,
but their taste and choice is based on
wants.
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End of Table 1

Aspect

Sources

Conception

Everyday and
inconspicuous
consumption

Shove and Warde, 1997;
Gronow and Warde, 2001;
Shove, 2003

The largest expenditures are made
inconspicuously as ordinary
everyday decisions in the life of
millions of consumers.

Consumption

Goffman, 1959; Belk, 1988;

The link between the consumption of

and identity Jackson, 2005 material goods and the formation and
maintenance of personal identity is
one of the basic preconditions of
modern consumer behaviour.

The symbolic|Morris, 1946; Baudrillard, 1970; |Goods are valued highly, taking into

role of|Barthes, 1973; Douglas, 1976; |account not only their functionality,

consumption
goods

Sahlins, 1976; Czikszentmihalyi
and Rochberg-Halton, 1981;
Appadurai, 1986;

McCracken, 1990;

Dittmar, 1992

but also what they symbolise both to
the individual and to others.

Consumption
as a social
dialogue

Douglas, Isherwood, 1980

The symbolic role of consumer
goods contributes to a range of
“social dialogues” about personal
and collective identity, the solidarity
of a group, and the role of culture.

Consumption
and the search
for meaning

McCracken, 1988,
Jackson, 2005

Goods and services are used by
individuals to communicate, as they
communicate, when shopping, not
only with each other, but also with
their past, ideals, fears, and efforts.

Source: author’s construction based on Jackson, 2005

As the socio-economic situation changes, human values also change, and
nowadays people increasingly tend to satisfy their material needs instantly. The
human values are closely associated with human needs. Yet, the problem is that
needs are unlimited, but the possibilities to satisfy these needs are limited in
terms of time, funds, and resources. Besides, the Earth’s ecological capacity is
also constrained — its capability to provide people with natural resources and
absorb the pollution and waste produced by them is not infinite.

Agenda 21 states: to achieve sustainable development, the present
unsustainable consumption and production habits have to be changed by:

e promoting the habits of sustainable consumption and production that reduce
the burden on the environment and ensure basic needs of the mankind;

o making the public aware of how consumption relates to the quality of the
environment and how to develop sustainable consumption habits.

In a symposium on sustainable consumption in Norway in 1994, it was
defined for the first time that “sustainable consumption is the use of goods and
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services to satisfy basic needs and raise the quality of life, while at the same
time reducing the consumption of natural resources and pollution during the
lifecycle of goods and services in a way that it does not endanger the
satisfaction of needs of future generations” (Oslo roundtable on.., 1994).

Sustainable consumption is based on a process of decision-making, in
which, in addition to individual needs (taste, price, comfort), consumer social
responsibility (animal welfare, fair trade, environmental issues) are also taken
into consideration (Meulenberg, 2003).

Everyday consumption habits are based on the individual’s comforts, habits,
values, lifestyle, hedonism, and individual attitude to social and institutional
norms (Qualitative research..., 2000; IGD, 2002a;
A vision..., 2003) and, what is important, these habits are very resistant to
changes. Besides, the evolution of consumption patterns, conditions, and
traditions is  associated with  everyday technological  progress
(Rapke, 2006; Shove, 2003a; Gram-Hanssen, 2007).

The author of the book “Consumption Theory”, H. Kyrk (1923), admits that
“a study on consumption is actually a study on human behaviour”. Therefore,
the doctoral dissertation analyses consumer behaviour theories to examine the
pro spects for sustainable consumption.

1.2. Consumer behaviour theories in sustainable consumption research

Consumption and consumer behaviour are interrelated concepts; that is why
they are researched by various scientific disciplines, viewing the issues both
from different and from similar aspects.

Economics focuses on consumer behaviour mainly from the aspects of
product purchase and use of household-produced products. Consumer
behaviour is defined as rational and logical, which is influenced by prices of
goods and macroeconomic conditions that affect incomes of consumers and
their propensity to save or spend. Economists argue that consumer behaviour
can be changed through: provision of information and consultation; market
transformation; internalisation of external costs; and supply and regulation of
public goods.

In psychology and marketing, most consumer behaviour studies are related
to shopping behaviour, use of goods, and disposal of these goods. Various
consumer behaviour motivation patterns and various practices are accepted.
Psychology researchers point out that consumer behaviour can be changed
through: provision of information and convincing; incentives (bonuses); and
greater opportunities.

In sociology, in the past, consumer behaviour was studied from the aspects
of purchase of goods and ownership, while nowadays the focus is placed on the
use of products in a household. It is believed that consumer behaviour is
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determined by consumer behaviour norms, habits, roles, and such individual
factors as family, demographic situation, and lifestyle. It is affected by
traditions, social interactions, socio-technological systems (e.g. urban
infrastructures). Sociologists argue that consumer behaviour can be changed by
focusing on the social system, which concerns the individual, and by changing
institutions and infrastructures.

Interdisciplinary studies on sustainable consumption analyse consumer
behaviour from the aspects of purchase, use, and disposal of goods without
considering the differences between market and non-market activities. It is
believed that consumer behaviour is affected by marketing, consumption as a
symbolic communication, limitation of existing rules, as well as such
macroeconomic preconditions as low prices on natural and energy resources,
technological progress, economic growth, and the underlying ideology for
global competition. Consumer behaviour could be changed through: greater
market transparency; internalisation of external costs and struggle for influence
in the market; product standards; and voluntary agreements.

To fully meet consumer needs which are based on sustainable choices,
consumer behaviour has to be comprehended.

Further, the theories on which empirical analyses are based in the
dissertation are reviewed in detail. These are mutually and chronologically
interrelated theories that, to the author’s opinion, best explain consumer
behaviour when choosing sustainable food consumption. Fig.1. shows the
interrelation and historical chronology of these theories. The empirical part
exploits the latest theories based on chronologically older theories and their
findings.

The Theory of Reasoned Action and the Theory of Planned Behaviour have
the closest association in terms of content, and their findings will be further
employed in the research.

Theory of Reasoned Action (TRA)

The starting point of this theory is Expectancy-Value Theory: people act
according to their confidence about the outcome of their behaviour and the
values they associate with this outcome. The value of the Theory of Reasoned
Action is explained through the possibility to examine the actions of certain
consumers and their choices in detail.

The success of the theory is associated with its capability to mutually
interrelate intentions with initial purposes (attitudes and subjective norms).
Studies rarely seek to identify both real behaviours and intentions, which are
mostly viewed as good behaviour predictors.
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(Homans, 1961)

Source: author’s construction
Fig.1. Consumer behaviour theories in a chronological order
Theory of Planned Behaviour

The Theory of Planned Behaviour (Ajzen, 1991) is an extension of the
Theory of Reasoned Action that includes a new variable — Perceived
Behavioural Control (PBC), which is an additional indicator of intention and
action. The author of the theory, I. Ajzen, argues that the Theory of Planned
Behaviour can explain contradictions among attitudes, subjective norms, and
intentions in situations when people are aware of their actions. Perceived
behavioural control is defined as “an individual’s confidence about how simple
or complicated might be the implementation of some behavioural model
(Ajzen, Madden, 1986). The integration of perceived behavioural control and
behavioural intentions may be used to predict real behavioural performances.
A positive attitude to sustainable products is a good beginning to foster
sustainable consumption. Several studies focus on attitudes to sustainability and
sustainable consumption behaviours (Shamdasani et al., 1993; Shrum et al.,
1995; Verbeke, Viaene, 1999; Chan, 2001; Bisonette, Contento, 2001;
De Pelsmacker et al., 2003; Gordier, 2003; Tanner, Kast, 2003).

Even though many of these studies are not able to assess real actions, yet,
there are a few studies that, within the context of fully aware control, support
the close relation between human intentions and behaviours in favour of the
surrounding environment (Boldero, 1995).

While designing a survey, the following components of the Theory of
Planned Behaviour were taken into account:

e Socio-demographic factors: age, gender, education, socio-economic status,
and residence place.

e Attitudes to behaviour, which involve both views about behaviour and
evaluations of the outcome of behaviour.

e Perceived behavioural control, which indicates to what extent individuals
believe in their ability to manage/control their behaviour regardless of
whether this belief is or is not real.
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o Real behavioural barriers — objective obstacles that determine whether an
individual can behave in a certain way rather than points to the respondent’s
views about the obstacles. Identifying this difference is important, and even
if respondents mention some behavioural obstacle, the mentioned obstacle
might and might not exist in reality.

e Intentions — describe a respondent’s hopes to perform certain behaviour in a
certain period.

e Behaviour — describes a respondent’s certain behaviour in a certain period.
By combining the Theory of Reasoned Action and the Theory of Planned

Behaviour, a conceptual basis is created for examining attitudes and intentions.
Attitudinal and behavioural patterns indicate that a behavioural intention

and afterwards the behavioural form have to be set concerning the knowledge

about an object of attitude (e.g., how important is to save energy) and social
pressure (social norms).

1.3. Sustainable food consumption

Food is not just a meal — the choice and consumption of food has always
been an issue of the system of complicated cultural and individual factors.
Nowadays, the choice of food by consumers is more complicated than ever
before. Consumers have established more dynamic, complicated, and different
demands.

The complexity of food choice by consumers may be viewed as a result of
increasing differentiation of the food products to choose between on the one
side, and increasing dynamics, complexity and heterogeneity of consumer
demand on the other side (Grunert, 2002).

Food consumption is unique and differs from the consumption of other
things owing to both the physiological needs for food and its ancientness,
evolving together with society and becoming an integral component of culture
and identity that can satisfy all the needs of Maslow’s hierarchy of needs.
Irresponsible food consumption negatively affects both the health of consumers
themselves and the social, economic, and ecological environment.

The increasing world population, the depletion of natural resources, the
intensification and concentration of production, social inequality, and many
other consequences caused by the market economy are significant reasons for
assessing the present food consumption habits and change them towards
sustainability.

The author, based on the literature reviewed, proposes her own definitions
of sustainable food and sustainable food consumption.

Sustainable food is a food that is traceable at all stages of food chain, is
produced and processed by efficiently exploiting local resources of production,
by taking care of the environment, biodiversity, and animal welfare, and by
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ensuring fair and adequate incomes for employees engaged in the food chain,

as well as is healthy and safe to consumers.

Sustainable food consumption is the result of deliberate or unconscious
actions of consumers focused on purchasing sustainable products to balance
consumption and reduce waste, thereby affecting the environment as little as
possible by their actions and contributing to the local economy and social
responsibility by their choices.

The empirical research is based on the following sustainable food criteria:

e locally produced food and seasonal products — to reduce energy
consumption and transportation distances (food miles) while delivering
goods to the consumer and storing the goods;

e organic agricultural products, which involve animal welfare, biodiversity,
avoidance of the pollution of food and the environment by agricultural
chemicals;

o reduced meat consumption — meat in the food chain creates the greatest
environmental burden and CO, emissions;

o fair trade products, which involve social justice and care about the
environment;

o food safety and healthiness;

o reduction of food waste.

If food consumption is viewed in the global and historical contexts, changes
in food consumption behaviour take place all the time — some may be measured
in centuries, a few — only in decades; yet, one can conclude that more
significant changes, which are based on the aspects of the environment and
natural resources as well as food identity searches and concerns about food
harmlessness, are still ahead.

Still, one can assume that consumer choices of food are affected by the price
and quality of products and consumer incomes. However, what consumers
regard as “quality” considerably changed during the recent decades. It is
possible to approximately identify the perception of food quality by modern
consumers, distinguishing four quality attributes for food products: sensory,
health, process, and convenience attributes (Brunse, Fjord, Grunert, 2002;
Grunert, Baadsgaard, Larsen, Madsen, 1996).

Health effects of food are of a rather abstract nature — for instance, the
reduction of risk of certain diseases by some percentage points does not lead to
the effects the consumer could predict. Thus, healthiness as a food choice
criterion is an issue of communication and interpretation of various signals.

Demand for sustainable food products arises from a much more complicated
personal motivation. People also seek a unique self-expression and a vision of
the environment and world where they want to live in.
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Demand for food is not anymore demand in terms of quantity— it
increasingly becomes demand in terms of quality. Food is characterised by
various properties, and consumers purchase not only products but their
properties as well. Therefore, modern food consumption is the consumption of
properties, which is a positive aspect from the perspective of promotion of
sustainable consumption.

Economic factors can affect what people eat, but not what they prefer.
During a period of economic prosperity when budgetary constraints are loose,
what consumers prefer becomes important in their decision-making. The
inability of the traditional demand model to explain consumer behaviour,
especially during the recent decades, prompted the author to conduct research
and create new approaches to modelling consumer behaviour (Rosin et al.,
1986).

Yet, the findings on the decreasing influence of price on the choice of food
products are controversial, as both the survey results of the dissertation and the
researches of other authors (e.g. Senauer, 2001, Vermeir, Verbeke, 2004; Defra,
2007) suggest that particularly the price is one of the key obstacles for the
choice of sustainable food, which may be explained by income inequality and
the different proportions of food in total expenditure among both countries and
social groups within a country.

2. POLITICAL, LEGAL, AND INSTITUTIONAL
FRAMEWORKS OF SUSTAINABLE CONSUMPTION

The chapter is 18 pages long and contains four tables and four figures

2.1. Historical evolution of sustainable development and sustainable
consumption policies

Sustainable consumption policies, which also include sustainable
consumption, emerged in the agenda of global policy owing to active civic
activity in the 1970’s as a protest against environmental degradation. It was
followed by the political will of countries, which was formalised as an
international agreement with a vision, strategy, and certain activities that have
to be implemented collectively, starting from the international level and up to
the local administrative level. Both governments, which have governmental
instruments to implement particular activities, and individuals with their
attitudes and choice of lifestyle, which are shaped through information and
education provided by the state, are responsible for introducing the principles of
sustainable development in everyday life.
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Since the term “sustainability” has emerged on the global stage, it is still an
explicitly political concept requiring knowledge about various indicators of
sustainability and the use of this knowledge in making political decisions.

Figure 2 presents the most important political initiatives of the world and the
European Union in a chronological order towards sustainable development,
including sustainable consumption.

The European Union has recognised that it is important to change the
economy and lifestyle according to the sustainability principles; therefore, in
July 2008 the European Commission submitted the Action Plan for Sustainable
Consumption and Production and Sustainable Industry Policy to the European
Parliament. The Action Plan aims at improving the environmental performance
of products during their entire lifecycle, promoting and stimulating the demand
for better products and production technologies, and to assisting consumers in
making environmentally friendly decisions. The Action Plan also reviews the
possibilities for popularising sustainable production and consumption in the
world. The EU’s support measures for sustainable production and consumption
are based on four key objectives: to improve the quality of products, to better
inform consumers, to increase the efficiency of production and reduce pollution,
and to support global efforts (European Commission, 2008).

UN conference “Rio+10” in Johannesburg

2002

02002

UN symposium on sustainable consumption in Oslo

99
o124 02003 Start of the “Marrakech Process”
UN World Summit in Rio de Janeiro UN conference on climate change in Copenhagen
1992 OZU[)‘)
0 X s ”
UN World Summit “Rio+20
02012
UN first world summit “Environment and Development”  UN World Summit “Rio+30”
01972 02022
| [ | [
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EU Action plan for Sustainable Consumption and Production
42008
Renewal of the EU Sustainable Development Strategy
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UN report “Our Common Future” Elaboration of the EU Sustainable Development Strategy in Goteborg
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o

Source: author’s construction based on Fuchs, Lorek, 2004

Fig.2. Most important political initiatives of the world and the
European Union aimed at promoting sustainable development and
sustainable consumption

In the media, the UN conference on climate change in Copenhagen in 2009
was called both “crucially important” and “the world’s last hope”, yet, its
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outcome confirmed that the global objectives regarding sustainable
development, consumption, and production are difficult to achieve owing to the
lack of political interest of superpowers (such as the USA and China) and the
political incapacity of several states. In 2012, 20 years after the 1992 UN
summit, the World Summit “Rio+20” was held, in which too few countries, just
like in the Copenhagen conference, were ready for real actions.

Nevertheless, best practices and efforts of several countries and regions
aimed at achieving the objectives of sustainable development, including
sustainable consumption, allows us to hope that the “Rio+30” conference will
be more effective and productive.

2.2. Analysis of the strategic documents and legal framework promoting
sustainable development and sustainable consumption

Sustainable consumption is closely associated with the demand side, i.e. the
production sector; therefore, most policy documents view sustainable
consumption together with sustainable production problems. Even though the
dissertation researches consumption, consumption may not be analysed in
isolation from the agricultural and industrial sectors for a complete
understanding of it.

Based on the EU Sustainable Development Strategy, the Member States
have adopted their national strategies in which the key vision is the efficient
exploitation of natural resources to provide the wellbeing of population now
and to maintain these resources for next generations. Since the dissertation
analyses sustainable food consumption, the documents focusing on the sphere
of food will be reviewed in detail.

Depending on the priorities set by a government, the strategies focus on
common and different tasks. For instance, the strategies of Latvia, Lithuania,
Austria, Finland, and Spain do not highlight food (nutrition) as a separate
problem, but it is integrated into other problems. Great Britain, France, and the
Netherlands have adopted several policy documents that regulate particularly
the sphere of food. Changing the population’s consumption habits is set as the
driving task of sustainable consumption in all the strategies, yet, all the
following activities: system reforms (the food chain), new technologies,
innovation and research, information and education, safe and quality food,
favourable conditions for livestock, cooperation among businessmen, civic
society, and the state , education at schools, information and education for
youth, product labelling, quality working conditions, global effects, recycling of
waste, reduction of waste, and public health — healthy eating habits and the
popularisation of local products — may not be found in the strategy of any
country. The greatest number of the above-mentioned activities is mentioned in
the Netherlands’s policy document.
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Latvia’s Sustainable Development Strategy “Latvia 2030” was passed by its
parliament on 10 June 2010. It is a positive fact that the effects of households as
final consumers on the reduction of natural diversity and climate change are
mentioned in this extensive strategy. Yet, the possible solutions to reduce the
effects are limited to the promotion of sustainable lifestyles and are general, as
they are not actually reflected in the targets to be achieved. A significant
shortcoming may be identified in the conception of designing an environmental
education programme included in the Strategy, as the concept of environment is
associated only with environmental protection, thereby narrowing both the
nature and roles of sustainable consumption and lifestyles. The analysis of the
strategic indicators in Latvia’s policy document leads to a conclusion that the
targets set are very low in order to reach them without taking special measures
and to report them to the European Commission.

The legal framework regulating food consumption and production is
fragmented and does not contribute to the comprehensive and sustainable
development of this sector, which would focus on the coordinated protection
and improvement of the health of consumers and the environment. The
participation of NGOs, too, in popularising healthy food is insufficient, which
might be explained by other priorities financed by the government and the EU.

2.3. Policy instruments for promoting sustainable consumption

Policy makers can use various policy instruments that affect both the private
sectors and individuals. Policy instruments are a set of administrative
techniques employed to support and affect social changes in order to achieve a
certain objective, in this case — to achieve sustainable consumption.

Sustainable consumption and production is a complex concept characterised
by two significant features: collective action and inter-industrial link. Therefore,
in providing sustainable consumption, it is important to employ an approach of
integrated policy instruments (Table 2) to effectively achieve the objective.

Table 2
Instruments for promoting sustainable consumption
No Kind of instrument Example of activities
1 Regulatory instruments - Prohibitions and limitations

- Regulations, rules, and standards
- Policy documents and strategies
- Regulation of prices and markets
- Product policies

2 Economic instruments - Environmental taxes

- Subsidies

- Green public procurement
- User charges and fees
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End of Table 2

No Kind of instrument Example of activities
3 Cooperation and participation | - Provision of infrastructure
instruments - Establishment of cooperation networks
- Voluntary activities and agreements
4 Informative instruments - Labelling
- Information centres
- Contests

- Campaigns, designing of homepages

5 Research  and  educational | - Studies, development of instruments for
instruments consumption monitoring

- Education of society

- Education and training

Source: Groezinger, Tuncer, 2009; Lihteenoja et.al, 2009

Policy instruments are assessed in terms of sustainable consumption effects
on other strategies, their effect strength (regulative and informative), and also in
terms of need to cooperate with various social groups. Policy instruments may
be classified into various ways and categories. Table 2.1 summarises the most
popular policy instruments that are or might be used for promoting sustainable
consumption.

Regulatory instruments

Regulatory instruments involve compulsory activities, and in the case of
inobservance, repressive sanctions are imposed. By means of regulatory
instruments, it is possible to change the driving forces of consumption —
consumer abilities and possibilities to implement sustainable consumption. Yet,
the traditional introduction of regulatory instruments is often expensive and
difficult to control. That is why self- regulatory instruments become
increasingly popular, for instance, voluntary agreements and codes of conduct
(Brizga, 2012).

The political environment has become much more open and often involves
the engagement of active interest groups in designing regulatory instruments,
which assists in improving the quality of legal acts, the fulfilment of
requirements, and the achievement of objectives. Regulatory instruments assist
in promoting sustainable consumption (mainly at the level of organisations) and
creating new social norms (Darnton et al., 2006).

Economic instruments

Economic instruments may be employed to change the behaviour of
population and the activities of enterprises through economic incentives, thus
fostering sustainable consumption, as well as to eliminate the habits of
unsustainable consumption and production. Economic instruments are much
more flexible than regulatory ones and increase the possibilities of target groups
to choose the most appropriate approach. Yet, by employing economic
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instruments, the expected environmental improvements will not occur instantly
and are difficult to forecast in advance, as it is not possible to precisely predict
the reaction from the target group. Additionally, the irrational choices of
consumers have to be taken into consideration when reacting on various
economic incentives (Darnton et al., 2006, Brizga, 2012).

There are also risks in tax policies, as dependence on large market players
who influence decision-making, especially in Latvia’s politics, exists.
Therefore, an essential role is played by civic society activities.

Government institutions are not only the key consumer, but, through
implementing green public procurement, could show a good example to
businessmen and residents for the change of attitudes and habits.

Informative and educational instruments

Informative instruments are used to create an understanding through
performing educational and informative activities, as well as to engage the
public in making decisions and to facilitate the development of research and
evaluation instruments. These instruments are often used to “affect” the demand
side (i.e. sustainable consumption).

When using communication instruments, their limitative nature has to be
comprehended, which is exposed by differences between consciousness and
conduct that are specific also to Latvia’s society — consumers who regard
environmental problems as essential do not practise a sustainable lifestyle
(Brizga, 2009).

The government’s task is to create preconditions for the population to be
sufficiently informed about the effects of positive properties of sustainable
products both on human health and on the environment. This information has to
be sufficiently detailed, comprehensible, and regular, so that individuals can
make prudent decisions on purchasing products and on the ways to consume
them. Therefore, informative campaigns play a significant role in shaping the
population’s understanding and in choosing a consumption pattern. Civic
society organisations play an essential role in introducing this instrument, as
they produce information based on the specific perceptions of social groups
(professional organisations, youth, pensioner, etc. organisations). Besides, the
campaigns held by NGOs enjoy greater trust from the population than the
government’s activities. The government, when making decisions and passing
instructions regarding the labelling of certain products, can ease the choices to
be made by consumers.

Cooperation and participation instruments

Cooperation mechanisms mainly function as an auxiliary means for
efficiently introducing other instruments and reflect the existence of quality
government policies and democratic traditions. Through a dialogue and a
collective action, the best solutions and the most effective kinds of actions may
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be identified. Cooperation involves both horizontal and vertical cooperation.
Sustainable consumption is inter-sectoral; therefore, policies (energy, transport,
agricultural, public health, educational, and other policies) have to be
integrated. Cooperation among the government, businessmen, and NGOs can
lead to the most effective solutions for fostering sustainable consumption.

An effective use of sustainable consumption policy instruments leads to
changes in consumption patterns, which are caused by changes in either the
behaviour of individual consumers or consumption preconditions. Changes in
consumption patterns are usually associated with changes in the production
system as well.

Even though a lot of instruments are available and new approaches are
developed to foster sustainable consumption, achieving sustainable food
consumption is a challenge for any government. The high consumption of meat,
the increasing amount of food and packaging wastes, as well as the CO,
emissions produced during food transportation are the factors that have the
greatest effects on the environment; political initiatives have to be taken to
restructure these categories of consumption. Of them, the reduction of meat
consumption is politically the most sensitive field due to both large and
influential producers and consumption habits.

3. ANALYSIS OF THE FOOD CONSUMPTION HABITS OF
EUROPEAN AND LATVIAN POPULATIONS WITHIN
THE SUSTAINABILITY CONTEXT

The chapter is 26 pages long and contains four tables and 22 figures

Food consumption, demand for food, and the behaviour of population may
not be explained without examining the supply side, which all shape economic
relations among producers, processors, sellers, and consumers as well as the
relations of these actors with political institutions, local communities, and
research organisations, which all make up the food chain. Each of the food
chain stages is important for economic growth in Latvia, while at the same time
making a significant impact on the environment.

Studies in Europe reveal that agricultural production is responsible for 20%
of the GHG emissions from the production of food consumed by the European
Union’s households, the food processing industry is responsible for 50%,
distribution — 5%, households — 15%, and public catering institutions are
responsible for 10% of the GHG emissions (Moll, Watson, 2009; Weidema et
al., 2008; Tukker et al., 2006).
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3.1. Examination of the food consumption habits of European population

At the time when the diets of Europe’s population change and tend to be
more and more similar across the majority of EU Member States, there are still
significant differences, and different food consumption patterns exist even
within the regions of a country. The author of the dissertation, too, examined
the consumption habits of European population in the aspect of sustainable
consumption based on both statistical data and a survey conducted within an
international research project.

Based on the available statistical data, the author examined the factors
affecting consumer behaviour in purchasing all kinds of meat and meat products
(a criterion of unsustainable consumption) and vegetables (a criterion of
sustainable consumption).

The research was performed in 2010 based on FAOstat and Eurostat data on
the majority of EU Member States for the period until 2007. The analysis
included 24 EU Member States — that had access to full range of data in the
database (the United Kingdom, Finland, Sweden, Portugal, Lithuania, Romania,
Poland, Italy, Latvia, Ireland, the Czech Republic, Spain, Bulgaria, the
Netherlands, France, Austria, Belgium, Slovakia, Cyprus, Hungary, Estonia,
Germany, Denmark, and Greece).

To reflect the role of consumer income in final meat consumption,
a correlation analysis was performed, in which meat consumption indicators
were analysed in relation to gross domestic product (GDP) for the period
1995-2007. Based on the correlation coefficients, the countries were classified
into three groups:

Countries with a positive correlation coefficient: the United Kingdom
(0.9712), Finland (0.9515), Sweden (0.9379), Portugal (0.8967), Lithuania
(0.8776), Romania (0.8512), Poland (0.8424), Italy (0.7428), Latvia (0.7309),
Ireland (0.6807), the Czech Republic (0.4687), and Spain (0.4087). The strong
correlation points to the fact that the consumption level of meat products in
these countries is affected by the population’s income or purchasing power as
well as different consumption cultures in which meat is an important foodstuff
in the daily diet, while the population with low incomes can substitute meat for
other foodstuffs.

Countries with a negative correlation coefficient: Bulgaria (-0.8922), the
Netherlands (-0.7702), France (-0.6454), Austria (-0.5465), Belgium (-0.4788),
and Slovakia (-0.3926). The negative correlation is characterised by a decrease
in the consumption of meat products if the overall income level declines. It
might have two explanations. The strong negative correlation for Bulgaria may
be explained by a high inflation rate and a decrease in real income (purchasing
power), which in its turn affects meat consumption, given the high price on
meat products. In the other countries, in contrast, it is assumed that consumers’
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knowledge about the role of diets in health determines their choice of meat,
therefore, the total consumption of meat declines regardless of increases in the
wellbeing level of the population.

Countries with a weak correlation coefficient: Cyprus (0.3318), Hungary
(0.3001), Estonia (0.2620), Germany (0.1627), Denmark (-0.0613), and Greece
(-0.0531); of these countries, the last ones have no positive correlation. In these
countries, the population’s income (purchasing power) does not affect the
consumption of meat products, as meat consumption is possibly perceived as
part of the eating habits or a necessity; therefore, the demand for meat is price
inelastic or other more influential factors affect meat consumption.

By employing principal components analysis (PCA), a meat consumption
map for 24 EU Member States in the MATLAB program was designed, in
which outliers from the average value were shown (Fig.3).
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Fig.3. Outlying countries by meat consumption in a ROBPCA map
The “score distance” on the X-axis is a score distance ratio between the weighted eigenvector and the eigenvalue.
There were selected only the factors whose eigenvalue (the new factor dispersion part) was greater or equal to 1.
The MATLAB program produced two eigenvalues of 2.8616 and 1.9970; in the result, 2 principal components
were selected that were designated on the X-axis as 2 LV. The “orthogonal distance” marked on the Y-axis is the
distance between an observation and its projection in a k-dimensional space.

In Fig.3, Latvia is placed most remotely (the most outlying value), which
means that the consumption of meat increased in Latvia more than in the other
countries in a certain period (1995-2007) (the time factor effect). In Bulgaria,
too, the time factor affects meat consumption, although it points to a similar
significant decrease in meat consumption.

To classify countries into groups with similar correlation patterns in
vegetable consumption and in the population’s obesity proportions, a tolerance
ellipse (Fig.4) was constructed using a robust covariance matrix. The average
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population obesity rate and the average vegetable consumption per capita per
year (1995-2007) were calculated for 24 European countries.
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Fig.4. Outlying countries by vegetable consumption in an MCD
tolerance ellipse diagram

Fig.4 shows that South European countries are placed outside the ellipse,
which indicates that the food consumption habits in these countries are different
from those in the majority of countries inside the ellipse, yet, the habits are
mutually similar (namely, the consumption of vegetables is greater than in the
other EU countries). The geographic location of these countries is their common
characteristic. The data on Greece are paradoxical, indicating the highest
consumption of vegetables and one of the highest obesity rates, which may be
explained by other factors affecting obesity.
Survey on sustainable consumer behaviour in Europe

Within an international project held by the COnsumer BEhaviouR Erasmus
Network (CONEREN), in the spring of 2011, 5258 respondents in 30 European
countries (Austria, Belgium, Bulgaria, Cyprus, the Czech Republic, Denmark,
Estonia, France, Finland, Germany, Greece, Hungary, lIsland, Ireland, Italy,
Latvia, Lichtenstein, Lithuania, Malta, the Netherlands, Norway, Portugal,
Romania, Slovakia, Slovenia, Sweden, Poland, Spain, Turkey, and Great
Britain) were questioned; the countries were selected according to the principle
of partnership, covering the geographical region of Europe as much as possible.
In Latvia, 178 respondents were surveyed.

The author analysed several survey questions to compare the behaviour of
consumers in Europe and in Latvia in the context of sustainable consumption.
Five questions about sustainable consumption were analysed (Table 3).
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Table 3
Questions on sustainable consumption, reply options on the questions,
and the average values of indicators

. . Average
Questions Reply options indicator values

I seek to buy environmentally friendly products (I do not know 1
Consumers should boycott the products I fully disagree 2
produced by unfair producers

| seek to buy locally produced products | rather disagree | 3
I go to a “green market” whenever I can I rather agree 4
I am a consumer of healthy products I fully agree 5

Source: author’s construction

Based on the average values (from 1 to 5), the 30 countries were classified
into groups by similar characteristics.

Most positive replies were given by consumers in Greece, Lithuania, and
France, indicating that they support the sustainable consumption initiatives
regarding all issues. The second country group, which gave a rather negative
reply on the question about going to a “green” market, includes: Austria,
Slovenia, Italy, Portugal, Lichtenstein, and Latvia. The third group of countries,
in which a rather negative reply (several countries) was given on the questions
about choosing local products, green markets, and buying organic products,
consists of Island, Estonia, Bulgaria, Turkey, and Romania (the last ones are
located in the same geographic region). The largest group of countries, in which
consumers denied that they attended a “green” market and purchased local
products, includes Malta, Slovakia, Ireland, Finland, Denmark, Spain, while in
Germany, the Netherlands, Belgium, and the Czech Republic consumers did not
buy environmentally friendly products. A separate group consists of the
consumers of Norway, Sweden, and Great Britain who agreed regarding only
one question about boycotting unfair businessmen. Yet, Cyprus is a country in
which sustainable consumption issues were least important, as its consumers
rather disagreed to all the mentioned assertions.

Of the respondents in the EU, 70 % or 5183 prefer products harmless to the
environment (Fig.5), which is an average indicator in similar studies conducted
earlier. In Latvia, the research results, at a 1% variance rate, are identical to the
European research results.
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Fig.5. Percentage distribution of the replies of respondents in Europe
and in Latvia to the assertion “I seek to buy environmentally friendly
products” (n=5258; n=178)

Health is one of the most important problems the public pay a lot of
attention to. For health, individuals are ready to change their food consumption
pattern that evolved over a long period for a more sustainable one. Health is an
indicator and, at the same time, a driver of sustainable consumption. Europe’s
population mainly believes (77% of the positive replies) that they are
consumers of healthy food (Fig.6).
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Fig.6. Percentage distribution of the replies of respondents in Europe

and Latvia to the assertion “I am a consumer of healthy food”
(n=5258; n=178)
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Buying food products in farmers’ or “green” markets is a sustainable
behaviour that involves two sustainability aspects — environmental (it reduces
product transportation distances) and social (it supports the local community).
This assertion points to the consumer behaviour, therefore, the results obtained
are not so optimistic compared with the question about consumer attitudes.
More than half of the respondents (52%) admit that they do not attend a “green”
market whenever it is possible (Fig.7).
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Fig.7. Percentage distribution of the replies of respondents in Europe
and in Latvia to the assertion “I go to a “green” market whenever I can”
(n=5258; n=178)

In Latvia, 16% of the respondents fully do not agree to this assertion, which
is, in terms of percentage, less than in such countries as Sweden, Holland,
Iceland, Austria, Germany, and Belgium in which such respondents accounted
for 40-50% of the more than 70% negative replies, which evidences that the
majority of European consumers buy food in supermarkets.

Sustainability characteristics of buying locally produced food products are
the same as those of visiting a “green” market. Thus, not only the local
economy is supported, but the environmental pollution caused by the transport
industry is reduced as well. Even though this assertion reflects the consumer
behaviour, and it may be perceived in a broader sense than the previous
assertion, the survey shows that the majority of the respondents agree to the
assertion, yet, more than a third does not prefer locally produced products
(Fig.8), and in some countries such as Denmark, Holland, and Spain more than
50% of the respondents do not agree to this assertion. It may be explained by
the fact that the key factor influencing consumers’ choices, however, is the
price of a product.
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Fig.8. Percentage distribution of the replies of respondents in Europe
and in Latvia to the assertion “I seek to buy locally produced products”
(n=5258; n=178)

The largest differences in this problem are observed among the average
European result and the replies given by the respondents in Latvia. In Latvia,
compared with the average in Europe, a 19% greater proportion of the
population prefers locally produced food, which may be explained by the
frequent campaigns aimed at increasing the sales of local products.

In Latvia, unlike in Europe, the number of respondents who “do not know”
is large, which might indicate that consumers are not informed as well as the
civic activity in the field of social responsibility is low. In Latvia, neither
socially responsible nor irresponsible businesses, as well as their products, are
popularised, and the majority of consumers do not know their rights and are not
aware of their bargaining power to bring changes in the market. The large
number of positive replies raises hopes that in the future, more and more
socially responsible and sustainable consumption habits will be emerging.

On the whole, the survey result analysis shows that in Latvia, the attitudes
and actions of consumers towards buying sustainable food match the average
indicators of The European region’s countries, which allows us to conclude that
consumers in Latvia have similar values and habits if compared with the
“average” European consumer. Further in the dissertation, Latvia’s population’s
food consumption and its trends will be examined in detail.
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3.2. Analysis of the food consumption trends in Latvia in the aspect of
demand and supply

To examine the food consumption trends in Latvia, an analysis of statistical
data was performed for the period 2002-2011 by employing regression time
series analysis, constructing Engel’s curves, and calculating the price, income,
and cross elasticities of demand for individual products. The income elasticity
of demand for food products was calculated using the indicator of income per
household member (person). Two elasticities of demand were calculated for
each year: the price elasticity of demand was calculated for the period from
2002 to 2011, while the income elasticity of demand was calculated for the
period from 2002 to 2010. Besides, the elasticity of demand for the entire
period as well as the average elasticity of demand for this period was
determined.

A forecast on the consumption of food products was produced for the period
2012-2016. The calculations were performed for the mentioned food product
groups, using data for the period 2002-2011 based on a regression time series
analysis. To assess a trend, an Engel’s curve was calculated and constructed for
each kind of food products. Engel’s curves graphically show the effect of
changes in income on the consumption of various food products. Yet, it has to
be noted that in the result, not only the effect of income but also the effect of
period on consumption emerges, as no data on consumption of individual
products, measured in quintiles, were available in the CSB database; therefore,
to construct each curve, the indicator of average monthly income for each year,
or to be more correct, monthly income per household member (hhm) was used.
To describe the trends in the supply of and demand for food, an imports
dependence ratio and a ratio of self-sufficiency were calculated for individual
product groups.

Consumption of milk and dairy products

Dairy farming is one of the key industries in Latvia’s agriculture and
accounts for 23% of the total value of agricultural final products. The balance of
milk and dairy products reflects moderate growth in milk output since 2004.
With decrease in milk consumption, self-sufficiency for milk increases,
nevertheless, in this period, the imports dependence ratio considerably rose
from 12% in 2004 to 33% in 2011. From the economic perspective, a positive
fact is that Latvia’s trade balance in dairy products is positive in a long-term,
yet, from the aspect of sustainable consumption, the dairy sector makes a
significant impact on the environment, and the reduction of milk consumption is
recommended as one of the objectives in promoting sustainable consumption.
From 2002 to 2011, the total consumption of milk and dairy products slightly
declined — from 309 | to 294 | per capita per year. Over a 15 year period, such
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changes may be viewed as fluctuations. In this period, the consumption of
whole milk decreased by 30% (from 52.0 I to 39.7 1) as well as the consumption
of low fat milk fell by 16%, which were the greatest decreases among the
categories of dairy products; yet, the consumption of yogurt rose by 43%, which
offset the decreases.

In the ten-year period, the consumption of cheese rose by 25%, whereas the
consumption of cream fell by12%. From 1990 to 1996, the consumption of hard
cheese decreased from year to year — from 4.4 kg to 3.1 kg, whereas after 1996
it increased each year to 5.1 kg, and in 2011 it reached 6.1 kg. One has to
conclude that in Latvia, the consumption of cheese depends both on price and
on income; yet, an analysis of elasticities of demand for a dairy product reveal
that the price and income elasticities are less than 1, which indicates the
insignificant effects of price and income on the demand for these products.
Nevertheless, an Engel’s curve shows that milk consumption decreases with
increase in income, while an increase in income minimally affects the

consumption of dairy products.
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Fig.9. Consumption of dairy products in the period
2002-2011 and a forecast up to 2016

An analysis of the future trends suggests two scenarios. According to a
linear regression scenario, in 2016, the consumption of dairy products will
reach the level of 2009 and compared with 2002, it will have decreased by
6.7%. However, a polynomial regression scenario produces a pessimistic result,
forecasting a 12% decrease. In general, one can conclude that it will not
significantly change the market of dairy products. The greatest change might be
observed for some dairy product segments that are not analysed in the
dissertation in detail.
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Meat consumption

In the analysis of meat consumption, the supply of pork, beef, and poultry
meat is analysed separately.

In Latvia, pig farming is a traditional livestock industry, and it still makes
up the largest share in the output of meats; the demand of consumers for pork is
also high.

Latvia is a net importer of pork, exporting only a small quality of meat.
The imports dependence ratio for pork doubled over the recent 10 years
(2001-2011).

The Ministry of Agriculture (2012) asserts that raising meat livestock is an
environmentally friendly industry appropriate for producing organic products.
In the scientific literature, particularly beef is characterised as the key and
largest contributor to GHG emissions. To promote sustainable consumption,
first, it is recommended to reduce the consumption of beef. In the European
market, the demand for quality beef is still high. Latvia’s trade balance in beef
is very negative. The imports dependence ratio almost tripled over 10 years
(2001-2011). Even though the output of meat exceeded its consumption in the
recent four years, locally produced meat is consumed in Latvia in small
quantities, which increases the negative effect of meat consumption on the
environment and, in addition, GHG emissions are produced by transport.

It is a positive fact that in Latvia, unfarmed agricultural land is exploited for
raising meat livestock, and this business ensures economic and social
sustainability aspects, which are not insignificant, especially in a country with a
low population density and a low level of economic activity in rural areas.

The key products of poultry farming are poultry meat and eggs, which may
be characterised by the smallest effect on the environment among all the kinds
of meat. The balance of poultry meat and its products indicates that both the
output and the consumption decreased. Even though the percentage increase in
the export value of poultry meat from 2009 to 2011 was greater (+68%) than
that in the import value (+12%), the imports dependence ratio reached 73% in
2011.

In the period 2002-2007, the total consumption of meat and meat products
steadily increased from 59 kg to 72 kg per household member per years
(Fig.10), yet, since 2008, it has decreased, reaching the level of 2003.
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Fig.10. Consumption of meat and its products in the period
2002-2011 and a forecast up to 2016

The greatest increase (34%) in consumption in the entire period of analysis
was observed for poultry meat, followed by pork with 17%. The greatest
consumption decrease was observed for beef, which declined by 49% over 10
years (from 3.3 kg to 1.7 kg). From the perspective of sustainable consumption,
meat consumption by Latvia’s population, compared with other European
countries, is more environmentally friendly and sustainable.

An analysis of elasticities of demand showed that beginning with 2010, the
price elasticity of demand has been more than 1, which indicates an increasing
role of price in purchasing meat products. In contrast, both the income elasticity
of demand (less than 1) and the Engel’s curve indicate that income has a small
effect on an increase or a decrease in meat consumption. The Engel’s curve
shows a slight increase in the consumption of meat products if income rises,
although a decrease in meat consumption was observed after the economic
crisis began.

To identify the trends in meat consumption, cross elasticities of demand for
pork and beef were additionally calculated. The results lead to a conclusion that
with increase in the price of beef, consumers prefer pork.

A forecast of meat consumption, too, has two scenarios:

o the first one is a linear regression scenario, which shows a steady and almost
constant increase in consumption, reaching the level of 2006 — 70 kg per
household member a year — in 2016;

o the second one is a polynomial regression scenario, which forecasts a
significant (almost 50%) decrease in meat consumption; it is unlikely to
happen if no significant socio-economic changes occur in this period.
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Fish and their product consumption

The demand for all kinds of fish products, except sea products and canned
fish whose consumption has increased by 51% since 2002, tends to decline.

An analysis of price elasticities of demand shows that the demand was price
elastic in 2003 and 2004 and income elastic in 2010, yet, on the whole,
according to the calculations, the demand for fish depends neither on price nor
income. It means that the low consumption of fish has to be explained by non-
price factors. The Engel’s curve shows that low and high income households
consume more fish, which may be explained by the consumption of fish of
various price categories.

A forecast of future consumption, based on both regression analyses, is
negative, indicating up to a 30% decline in consumption from the year 2002. In
Latvia, fish consumption ranges within 10-12 kg/capita/year; it is insufficient
from the perspective of balanced diet. The demand for fish might rise with
increase in an understanding of the nutritional value of fish products and with
increase in the assortment and quality at an adequate price.

Consumption of bread and grain products

Latvia’s self-sufficiency for key food grains is above 100%, yet, the imports
dependence ratio rose from 16% in 2005 to 50% in 2011; it means that half of
the consumed grain products is imported.

The total consumption of bread and grain products decreased by 27% in the
period 2002-2011 (Fig.11), which occurred mainly because the consumption of
wheat and rye bread fell by 38%.

120 - r 120
103
2 100 100 9% 95 100 2
£ 3 88 g3 £
= 75 75 =
5 80 - - - 80
o — =.0.13x2 - 4.93x +109.37 a
c c
S 60 - - 60 2
Qo o
S y =-3.49x +106.49 £
2 40 - F40 3
c c
[} o
o O
20 A - 20
0 - T T T T T 0
2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016
Year
mmmmmms Real consumption == Forecasted consumption 1 Forecasted consumption 2

Source: author’s calculations based on CSB data

Fig.11. Consumption of bread and grain products in the period
2002-2011 and a forecast up to 2016
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Compared with 2002, the consumption of groats (by 44%), rice (23%), pasta
(25%), and wheat flour (33%) decreased. The consumption of flour
confectionery was volatile; it mainly increased during the economic growth in
the period 2006-2008 and then decreased by 25% after the recession began.
Bread consumption habits are very different in various European countries, yet,
on average, bread consumption equals 50 kg per capita a year. In Latvia, it
decreased from 62 kg in 2002 to 41 kg in 2011.

The price and income elasticities of demand for bread and grain products are
less than 1, i.e. the demand is inelastic, which points to the effect of non-price
factors on the decrease in consumption as well as the change in the population’s
eating habits over the recent ten years. The Engel’s curve shows that with
increase in income, the consumption of bread, pasta, and rice decreases, yet, it
may be explained by the effect of time factor.

According to the forecast, a 38-47% decrease in the consumption of bread
and grain products is expected up to 2016. If this decrease is replaced with other
valuable sources of carbohydrates and dietary fibres, in a long-term, this trend
will be positive from the perspective of health.

Consumption of vegetables and potatoes

Latvia’s self-sufficiency for potatoes is close to 100%, and the imports
dependence ratio is one of the lowest among the food product groups.
Imports of potatoes are seasonal, and mainly early potatoes from EU southern
countries are imported. Potatoes are an environmentally friendly crop,
as only 16 kg CO, emissions are produced during their life cycle, compared
with 330 kg CO, for meat.

The entire territory of Latvia is appropriate for growing vegetables, but the
farm specialisation is determined by the location of the market, which is mainly
in the vicinity of cities.

Due to weather conditions and production seasonality, the self-sufficiency
for main vegetables (tomatoes, cucumbers) is always low. According to several
researches, the vegetables imported from warmer climate countries, where their
production requires less energy, produce less GHG emissions than local
vegetables produced in greenhouses.

Over the recent ten-year period (2002-2011), the total consumption of
vegetables shrank by 20% (Fig.12), which was related to a decrease in the
consumption of potatoes by 32% during this period. The greatest increase in
demand was observed for mushrooms (70%) and semi-processed vegetables
(58%). An opposite trend was observed for fresh, pickled, and canned cabbage,
as well as red beets.
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Fig.12. Consumption of vegetables and their products in the period
2002-2011 and a forecast up to 2016

According to the calculations, the demand for vegetables is inelastic, as
theoretically it is not affected by price and income fluctuations. It is likely to be
true, as the price increase of vegetables, compared with other food products,
was moderate. The Engel’s curve shows that with increase in income, the
consumption of potatoes sharply declines, whereas the consumption of other
fresh vegetables is relatively steady regardless of income; however, interpreting
the results requires considering the effect of time factor.

The polynomial regression curve indicates an increase in vegetable
consumption, reaching the level of 2005 in 2016, whereas the linear regression
points to a further decline, reaching only 65% of the level of 2002 (Fig.12).
Given the fact that the government is aware of the problem of insufficient
consumption of vegetables, and solutions to this problem are integrated both in
the public health guidelines and in other binding documents, an increase in the
consumption of vegetables has to be expected in the future.

Consumption of fruits and berries

The imports dependence ratio for fruits and berries ranges within 65-80%
(Hazners, 2008). Over the recent ten years, the consumption of fruits and
berries has been unsteady (Fig.13); there was a sharp increase in the
consumption of exotic and imported fruits (tangerines, bananas, grapes, canned
fruits and berries) during the years of economic growth (2006-2008), which was
followed by a decrease until the end of the period of analysis. The fluctuations
in total consumption are affected by the consumption of apples, which declined
by 27%. The consumption of lemons may be characterised by a steady increase
trend.
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Fig.13. Consumption of fruits, berries and their products in the period
2002-2011 and a forecast up to 2016

An analysis of the elasticities leads to a conclusion that in general the
demand for apples is inelastic, whereas the demand for bananas is both price
and income elastic, which may be explained by the change in the population’s
fruit consumption habits, particularly during the economic boom. The Engel’s
curve shows that with increase in income, the consumption of citric fruits and
fresh berries rises, whereas it is opposite for apples.

The calculation of cross elasticity shows that the consumption of bananas
depends on the price of apples and these are substitutable products; yet, the
consumption of apples does not always depend on the price of bananas, as an
association between the products is complementary in some years (2003, 2007 -
2009), whereas in other years the products are substitutable.

A forecast of the future consumption of fruits and berries, based on the
linear regression model, indicates a moderate increase up to 51 kg/capita/year,
whereas the polynomial regression model points to a considerable (by 35%
from 2002) decline (Fig.13), which is not acceptable because their consumption
is presently insufficient, and it especially refers to children’s diets. For this
reason, an EU-assisted programme is implemented in Latvian and other
European schools, offering pupils free fruits and vegetables to increase their
consumption and reduce increasing obesity among children.

Consumption of fats

The consumption of fats decreased 33% over the ten years (Fig.14). An
analysis of the percentage distribution of consumption of fats reveals positive
trends, as the consumption of saturated fats decline, whereas that of unsaturated
fats rise. The sharp increase in olive oil consumption (84% from 2002) points to
the change in the population’s habits of cooking and consumption.
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Fig.14. Consumption of vegetable oil and fats in the period
2002-2011 and a forecast up to 2016

The consumption of fats of animal origin decreased by 65%, whereas butter
consumption was steady in this period, ranging from 2.1 to 2.5 kg/capita/year.
A negative consumption trend is observed for vegetable fats and margarine.

The elasticities calculated indicate that the demand for butter is price and
income inelastic. The price of butter has risen 204% since 2002, while the
demand for it fell by 25%. The Engel’s curve indicates that increase in income
leads to an increase in the consumption of olive oil and a decrease in the
consumption of other fats.

A forecast indicates a further decrease in the consumption of fats (Fig.14),
which may be viewed as a positive trend from the perspectives of human health
and sustainable consumption.

Consumption of sugar and its products and honey

The total consumption of sugar and products containing sugar, over the
period of analysis, declined (Fig.15), which is associated with an annual
decrease in sugar consumption, reaching a 31% decrease from 2002. The
consumption of jams also decreased, while the consumption of honey was
steady at approximately 1 kg/capita/year. Yet, a positive long-term trend is
observed for all the other products containing sugar (chocolate, chocolate
candies, caramels, toffees, marshmallow, ice-cream, and other sweet products).
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Fig.15. Consumption of sugar and its products and honey in the
period 2002-2011 and a forecast up to 2016

A further decrease in the consumption of sugar and its products is
forecasted, yet, possibly, an increase will be observed in some segments, mainly
owing to a decline in crystal sugar consumption.

The calculation of the price elasticity of demand for sugar produces various
results. The demand was price elastic one year and inelastic the next year,
which in general did not allow an association to be identified, while the
dependence of sugar demand on income was not observed. Demand for honey
in its turn was elastic and its' consumption depended on the price The Engel’s
curve suggests that with increase in income, sugar consumption declines,
whereas the consumption of flour and sugar confectionery does not depend on
income size. The cross elasticities of demand for honey and sugar indicate that
the products are both complementary and substitutable.

An analysis of the trends in the consumption of food product groups leads to
a conclusion that consumption is affected not only by household incomes and
the price and availability of products, but also various psychological, social,
political, and demographic factors that may be associated both with the
available information, the educational level of consumers, and nationwide
initiatives. Significant factors that will affect consumption in the future are the
demographic trends — the aging of the population and the decreasing size of
households.

The author, based also on her analysis of data, concludes that Latvia’s
population, on the whole, has become wealthier, as the same trends may be also
observed at the national level, except fish consumption, as an increase in fish
consumption requires an additional consumption promotion programme.

Informing and educating consumers plays a positive role, which might
significantly change the supply of food in the future. The expansion of
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supermarkets played an important role in changing the population’s
consumption habits over the recent decade, yet, owing to the experienced
economic crisis, the role of price in shopping increased.

The sharp changes in consumption indicate the food sector’s elasticity, as
consumers can easily shift from one product to another. If the environmental
aspects were more important regarding the choice of food products, it would be
a possibility to expand the distribution of sustainable food in Latvia.

4. POSSIBILITIES FOR SUSTAINABLE FOOD
CONSUMPTION DEVELOPMENT IN LATVIA

4.1. Attitudes and behaviour of consumers in Latvia

The chapter is 56 pages long and contains 44 tables and 21 figures

Research methodology

To assess the prospects for sustainable food consumption in Latvia, a
quantitative sociological survey was conducted, which, based on the Theory of
Planned Behaviour, was designed with the purpose of examining the present
and potential behaviours of consumers and identifying their attitudes and
intentions towards purchasing sustainable food products.

The survey was available on the Internet where a questionnaire was filled
out by 70% of the respondents, while the remaining 30% were questioned at
their place of residence. Totally, 530 respondents from all the regions of Latvia
were questioned; 54% were women and 46% were men aged 18-80. The survey
was conducted from March to June 2012, obtaining the most topical data in the
present economic situation.

To identify consumers’ behaviours and attitudes, 24 questions were
designed, which were classified into seven categories:
healthy and safe food products;
local fruits and vegetables;
livestock products, which involve animal welfare issues as well;
fair trade products;
shopping habits;
organic and environmentally friendly products;
food and related waste.

Each category contains questions that expose respondents’ attitudes to a
particular topic and implicitly explain their behaviour. In the first five
categories, all the attitudinal questions were subdivided based on the common
factor and the factor analysis. It enabled similar respondents to be selected for a
cluster analysis. All the respondents were divided into three clusters, analysing
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the factor groups for each group of products. Given the data obtained, each
group of factors and clusters was given a name.

Within a category, the influence of the factor — the only attitudinal question
— on behaviour was examined, which was identified based on the behavioural
question(s). The influence was identified employing regression analysis.

In addition to the specific questions in the questionnaire, five demographic
questions were also included, of which the questions on gender, age, education,
residence place, and income were used in the analysis of data to find out how
replies to behavioural questions are distributed depending on consumers’
gender, age, education, residence place, and income. To identify the influence
of a demographic parameter on behaviour, regression analysis was employed.
Analysis of consumers’ collective behaviour and attitude

Based on the above-set sustainable food consumption criteria, eight pairs of
questions were selected, which enabled the difference in consumers’ attitudes
and behaviour to be identified.

For the attitudinal questions (marked with “A”, Fig.16), the replies “Very
important or Quite important” were processed, while for the behavioural
questions two reply options were selected: the convincingly chosen action “I do
it” (marked with “B1”, Fig.16) and “I do it” was combined with the desirable
and possibly irregular action “I do it but not to the extent I want” (marked with

“B2”, Fig.16).
Healthy and balanced diets E s 73
51
Fruits and vegetables produced in Latvia # 65
71
Seasonal fruits and vegetables ﬁ 63
68
Products of animal origin produced in compliance ? 45
with animal welfare standards 14 39

Food produced in an ethical and socially responsible 46
way 4s 11
Food produced in an ecological and environmentally 10 58
friendly way 64

Reusability and recyclability of product packaging”2 % 36

37
Reusability and recyclability of product packaging"1 ™ 36

28

=A =Bl B2
Source: author’s construction based on the survey

Fig.16. Comparison of the respondents’ attitudes (A) and
behaviours (B1; B2) (n=530)

Almost three quarters of the respondents said that when shopping, it is
important to them to find out whether products are healthy, but only 51% of
them do it in reality (P=1.14x10™); besides, the number of behavioural replies
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is even four times smaller (19%) than that of attitudinal replies if analysing only

those who chose the reply “I do it”.

A significant difference exists between both kinds of behaviours regarding
purchasing organic food. Only 10% of the respondents affirmed that they buy
organic food, while 54% do it sometimes. If the reasons were understood and
the causes were solved regarding why such a large part of consumers are
irregular buyers of organic food products, it would be possible to significantly
increase the market share of organic food, thereby changing the supply pattern
of food as well.

The greatest difference was observed analysing the respondents’ attitudes
and behaviours in the case of food produced in an ethical and socially
responsible way and in the case of fair trade food products. Only 11% replied
that they seek to purchase fair trade products when buying tea or coffee, while
46% considered it important (P=2.27x10%). A greater difference was observed
if analysing only the reply option “I do it” chosen by the convinced
respondents, which accounted for 4% of the total. It may be explained by the
lack of awareness of and the unpopularity of the conception “ethical and
socially responsible production” among the consumers.

The reduction of waste is a very significant sustainable food consumption
criterion, therefore, to identify consumers’ attitudes, they were asked about how
important it is for an individual to pay attention to the reusability and
recyclability of food packaging. To find out their behaviour, two specific
questions were asked about:

o their frequency of purchasing bottled water. The analysis was based on the
reply options “almost never” or “never”, thus finding out whether they
increase waste quantities. It was important or quite important not to increase
waste to 36% of the respondents, while only 28% never or almost never
consumed bottled water (P=1.05x107?);

o their food quantity wasted per week (the reply options “almost never” and
“never”), thus producing no waste. No statistically significant difference
was observed in this comparison of attitudinal and behavioural questions.

To comprehensively understand the behaviour of consumers in the market
and the influencing factors, each sustainable food consumption criteria will be
further analysed in detail.

Healthy food consumption
Within the context of sustainable food consumption, health issues were the

most important and understandable to individuals, according to the survey

(Fig.16). Of the respondents, 73% admitted that when buying food, it is very or

quite important to them whether the food meets the standard of a healthy and

balanced diet. The above-analysed literature suggests that in relation to
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promoting sustainable consumption, individuals mainly prefer to care about
their health and themselves and much less focus on ecological problems.

In the category of healthy food consumption, three behavioural issues
representing the frequency of ready-made and semi-finished food consumption
as well as consumer behaviour representing the factors finding out how healthy
the ingredients of the products are, as well as 11 attitude issues were analysed,
which were classified into 3 factor groups after performing the factor analysis
that explains the relevant % of the dispersion of the questions:

1. consumers seek to observe the principles of healthy diets (28%);
2. no interest in healthy food (13%);
3. consumers are reluctant to change eating habits in order to eat healthy

food (13%).

An examination of the effect of the factor groups on the behaviour (when
shopping, | always read the ingredients of the product to make sure it is healthy)
revealed that the regression model was statistically significant (P=7.28x10™°)
only with the first factor group (I seek to observe the principles of healthy
diets), and the effect of the factor group explained 13.9% of the behaviour,
which indicated that when shopping, finding out how healthy the ingredients of
the product was prompted by the efforts to observe the principles of healthy
diets.

The second factor — the lack of interest in healthy food, which might be
explained by the fact that, first, self-produced food is not always consumed for
health purposes, especially in rural areas where producing food for own
consumption is a normal practice — explains 3% of the instances of consumption
of self-produced food. Second, producing food for self-consumption does not
avoid the habits of unhealthy consumption.

Analysing the issues of consumption of semi-finished and ready-made food,
the greatest percentage (6.9%) of the instances is explained by the third factor,
i.e. the reluctance to change eating habits in order to eat healthy food.

In the regression analysis, the total effect of the factor did not exceed 13.9%,
indicating that also other factors affect consumers’ behaviour at a store. The
findings obtained stress a gap between attitudes and real actions.

Based on the previously performed factor analysis, the respondents were
classified into clusters according to a feature they have in common. After
summarising the cluster analysis results, one can conclude that more than 90%
of the consumers are aware of the significance of healthy food and try to
observe the principles of healthy diets; yet, eating healthy food is not an
everyday habit of people, which is affected by various factors — the lack of
information, skills, time, and funds. Less than 10% of the respondents may be
regarded as the individuals who knowingly consume unhealthy food.
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The regression analysis shows that demographic factors insignificantly
affect the aspects of healthiness concerning sustainable food consumption. To
foster sustainable consumption development in this segment, it is not sufficient
only to classify consumers into demographic categories, but the socio-economic
and psychological contexts have to be analysed.

Consumption of local and seasonal fruits and vegetables

To describe the consumption of local and seasonal fruits and vegetables,
five behavioural questions representing the frequency of consumption of
imported and domestically produced fruits and vegetables, as well as motivating
purchases of local and seasonal products, and eleven attitudinal questions
structuring only one factor group that explains 43% of the dispersion of the
attitudinal questions were selected from the question group. All the replies are
orientated towards the interest in choosing local and/or seasonal products,
thereby evidencing one more time that Latvian consumers are loyal to local
food products.

An examination of the effect of the factor group on the behaviour “I choose
local vegetables and fruits” showed that the regression model was statistically
significant (P=5.64x107), and the effect of the factor group explained 6.9% of
the behaviour. In this model, only one independent variable — “By consuming
locally and seasonally produced fruits and vegetables, | care about the
environment” — is statistically significant (P=2.36x107). It is a positive fact that
the respondents were aware of the influence of their choices on the
environment; yet, this reply does not provide an explanation whether it was
clear to all the respondents how exactly the choice of local products can
influence the environment.

In the survey, 63% of the respondents asserted that it was important to them
to buy fruits and vegetables during their season; yet, the factor analysis revealed
that the attitude matched the action only in 4.2% of the instances. In almost
94% of the instances, other factors affected purchases of seasonal food.

The frequency of consumption of food produced in Latvia was mainly
affected by the fact that the respondents tried to support producers of
Latvia (5.8%) and they were well informed about the advantages of local
food products (2.9%), while the frequency of consumption of fruits and
vegetables — by the fact that the respondents looked for fruits and vegetables of
the corresponding season (4.0%).

The consumption of fruits and vegetables produced particularly in Latvia
was affected by the factors (5.1%) that the respondents were ready to overpay
for these products and that local products tasted better. However, these two
factors explain only 1.7% and 1.1% of the particular behaviour, which are too
insignificant rates for identifying some trends.
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To identify and describe consumers’ attitudes to locally and seasonally
produced food products, all the respondents were classified into three (actually
two) groups: the largest group comprised 80% of the consumers that would
daily consume (as much as possible) seasonal fruits and vegetables produced in
Latvia, while the second group represented 20% of the consumers that often
buy imported fruits and vegetables, and seasonality is not important to them.

Latvia’s consumer prefers local and seasonal fruits and vegetables for
various reasons — both their conviction, the taste, and the environment play a
role —, yet, the market analysis performed in Chapter 3 evidences that the
supply of local food products is not sufficient to meet the demand. The land and
human resources in Latvia can increase the supply, and only appropriate
conditions are needed, which are likely to be created by means of the
government’s support, as so far the private sector has not been able to fill this
gap.

Consumption of products of animal origin

The consumption of meat and its products in the diet is one of the most
significant criteria of unsustainable food consumption, which is stressed in any
research paper or political article related to sustainable food consumption,
mainly focusing on the environmental and social sustainability dimensions.

From the question group about the consumption of products of animal
origin, there were selected four behavioural questions representing the
frequency of consumption of beef and chicken meat, changes of meat
consumption over the past year, as well as motivating purchases of products of
animal origin that are produced under observance of animal welfare standards
and eight attitudinal questions which, for the factor analysis, were classified
according to three factors that explain the relevant % of the dispersion of the
questions:

1. nointerest in animal welfare issues (17%);
2. sellers have to care about animal welfare problems (15%);
3. animal welfare standards are sufficient in Latvia (13%).

All the three factors affect the behaviour: “When buying products of animal
origin (meat, eggs, and dairy products), | seek to buy organic products or
products of known producers that observe animal welfare standards”. The
analysis of the respondents’ replies revealed that the behaviour is mainly
affected by the second factor — consumers believe that sellers have to ensure
that products of animal origin are produced observing animal welfare standards
—, as it explains 15% of the behaviour.

The regression analysis revealed that the consumers had no information
about animal welfare, and they were not ready to additionally analyse and go
into detail about animal welfare problems, therefore, the whole responsibility
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and competence regarding the quality of final products are left upon producers
and sellers.

The classification according to the first factor showed that in the greatest
cluster, 89% of the respondents did not know how to identify whether livestock
products were produced observing animal welfare standards, yet, they were
interested in this problem. It means that the lack of the consumers’ interest in
animal welfare issues is mainly associated with the lack of information.

Analysing the respondents’ classification according to the second factor, the
respondents of the greatest cluster, which comprises 72% of their total number,
rely on the seller, but when shopping, they try to make sure that livestock
products were produced observing animal welfare standards. Of the
respondents, 10% fully rely on the seller, because when shopping, they do not
make sure that animal welfare standards were observed, while for 18% of the
respondents it was not important whether products were produced observing
animal welfare standards.

For the third factor group (animal welfare standards are sufficient),
the replies were split into two large clusters — Cluster 1 with 47% and
Cluster 3 with 45% of the consumers. The respondents of Cluster 1 believed
that the animal welfare standards in Latvia are sufficient and the taste of meat
(depending on its origin) differs, while the respondents of Cluster 3 did not
know anything about these standards and also believed that the taste of meat,
depending on its origin, differs. Cluster 2 comprises 8% of the respondents who
did not know anything about such standards and claimed that the taste of meat
(depending on its origin) does not differ.

The consumption of beef in Latvia is low, but it may not be considered
unsustainable; yet, it would be a positive fact if producers indicated the origin
of meat and, possibly, the effect of beef production on the environment, i.e. its
CO, footprint, on the label.

Only a small percentage of the choice behaviour for meat products may be
explained by demographic indicators. Even though the effect of demographic
factors on meat consumption may not be denied, yet, to promote sustainable
food consumption, an effect of much more complicated factors, which could
change the unsustainable consumption habits of the population, has to be taken
into consideration.

Consumption of fair trade products

In West European countries, fair trade issues play a significant role in
promoting sustainable consumption. Even though it is associated with the
conditions under which products are manufactured in developing countries, the
fair trade principles have to be binding upon any national economy.

The group of questions about fair trade food products and food products
produced in an ethical and socially responsible way included one behavioural
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question, representing motivating purchases of fair trade tea or coffee; and
11 attitudinal questions which, for the factor analysis, were classified according
to three groups that explain the relevant % of the dispersion of the questions:

1. consumers seek to support fair trade (33%);

2. nointerest in fair trade issues (14%);

3. consumers buy their favourite goods, although they want to support

producers of developing countries (10%).

The result evidences that the consumers, on the whole, have a positive
attitude to the consumption of fair trade products, although the information
about the existence and availability of such products is not sufficient.

Grouping the respondents according to the largest factor group for fair trade
(FT) products, three clusters emerged, of which the smallest one had 1.5% of
the consumers who had never heard about fair trade. The largest cluster had
70% of the respondents who claimed that they were not interested in fair trade
matters. The third cluster comprised 29% of the respondents who were
interested in fair trade and tended to support it.

The regression analysis showed that the place of residence explained only
1% of the behaviour to buy fair trade products, which meant that in 99%
instances purchases of these products were affected by other factors, which, the
author believes, is mainly associated with the lack of information, limited
availability, and the price on the products.

In Latvia, fair trade will develop when individuals, prior to purchasing a
product, start asking a question about under what conditions this product is
produced. And this question is not only about the products produced far away in
Africa and Asia. It has to be also applied to domestic (Latvian and European)
producers.

Consumption of organic and environmentally friendly products

Organic (certified in accordance with the law) food and environmentally
friendly food (uncertified, but grown without chemicals and by exploiting
natural resources in a rational manner) is a basis of sustainable consumption.
Yet, the production, availability, and purchase of such products are a
complicated process that cannot be achieved only by the wish to live “green”.

The question group, in which the respondents’ replies on organic and
environmentally friendly products were analysed, contains one attitudinal and
two behavioural questions representing the purchase of organic food and the
choice of a means of transportation to go shopping.

The only attitudinal question, which reflects how important it is to the
consumer that the product is environmentally friendly produced but which does
not influence the respondent’s choice of a means of transportation to go
shopping, explains 13% of the behaviour to buy organic products.
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The question group contains a question about the use of a means of
transportation to find out whether the consumers’ choice of organic products
has a deeper association with care about the environment. The results showed:
even though the consumers seek to buy organic and environmentally friendly
products, they used to go shopping by car that is not an environmentally
friendly means of transportation. Yet, it has to be taken into account that the
choice of a means of transportation is also determined by the local infrastructure
and consumer habits, the change of which in favour of the environment is a
time consuming process.

To identify the respondents’ attitude to the environment, four questions,
which made two pairs, were selected. The first pair identified whether and why
a consumer buys organic food. The second pair of questions revealed whether a
consumer wants to change the eating habits and why

Almost two thirds or 64% of the respondents gave a positive reply — they
buy or sometimes buy organic food. Yet, a third said they do not do it; it may be
related to the limited availability of such food at the most popular sales
sites — at supermarkets — as well as to the considerably higher price on it.

According to the survey (Fig.17), most consumers buy organic food because
of themselves and their health rather than environmental protection, pointing
out that personal health and health problems are the key motive for changing
their present habits and values.
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Fig.17. Reasons why individuals would wish to buy or used to
buy organic food (n=530)

More than half or 55% of all the respondents replied that possibly they
would be ready to change their eating habits to make a smaller effect on the
environment. Of the respondents, 20% gave a firm affirmative reply, while a
fourth were not ready to change their eating habits.
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Of all those who were ready to change their eating habits, approximately
half would willingly stop consuming confectionery goods. They could give up
dairy products and chicken meat to a lesser extent.

In 3.8% instances, the respondents’ choice of organic food may be explained
by their education, while in 1.3% instances — by their income. Even though this
finding points to some other factors influencing their behaviour, the facts that
the organic food market in Latvia is a niche market and the consumers are
mainly people with higher education and medium high income are undeniable.

Nevertheless, 7.5% of the respondents’ choice of a vehicle may be explicitly
explained by their size of income, while 1.1% - by their age, which means that
older individuals are more environmentally friendly, yet, the country’s
wealthiest people produce most CO, emissions.

Food waste

The final stage of the lifecycle of food is waste. Sustainable food
consumption is possible only if the effect on the environment is reduced at all
the stages; when shopping, the consumer has to predict what is going to happen
to the product after it is consumed.

In the question group in which food waste related issues were analysed, one
attitudinal question reflecting the importance of reusability and recyclability of
food packaging was selected; and two behavioural questions reflecting the
quantity of food disposed within a week and the frequency of purchase of
bottled water were selected. It was found that neither a correlation nor a
regression existed among them.

Drinking water consumption and food consumption are strongly
interrelated; therefore, to understand the consumers’ waste production habits,
the survey included a question about the consumption of bottled water. Almost
90% of the respondents said they produced the following amounts of food
waste: almost no waste, a small amount, an acceptable amount, and no waste at
all. If this behaviour of the consumers were real, one would argue that from the
perspective of food waste production, Latvia’s population consumes food in a
sustainable way.

The quantity of food disposed of is not statistically affected by any of the
demographic parameters; in 6.1% instances, the behaviour of buying bottled
water may be explained by the respondents’ age, while in 3% instances it is
their size of income or place of residence. After summarising the survey results,
one can conclude that mainly urban youth aged up to 25 who earn LVL 400-600
a month consume bottled water (and increase waste).

Shopping habits

To identify the consumers’ food shopping habits, two question groups were
analysed: motivational and behavioural questions. The group of motivational
questions contained eight questions, while the group of behavioural questions —
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six. All the motivational questions were divided into three factor groups, which
explain the similar percentages of the dispersion of replies:
1. consumers choose the best, most natural, and possibly most expensive

products (17%);

2. consumers choose products based on the present needs (16%);
3. consumers choose the most necessary and inexpensive products (16%).

The behavioural questions were divided according to two factors:

1. adislike of shopping, but, if needed, only known goods are bought (30%);
2. alike of shopping, especially in supermarkets (22%).

According to the factor analysis, consumers in Latvia very carefully
considered their purchases, thus trying to save their funds.

The cluster analysis indicates that considerable progress in sustainable food
consumption development is possible only with the assistance of supermarkets.

The analysis of the overall trends in food consumption, based on the survey
data, reveals that under the present economic situation, the price of products is
important to consumers in Latvia, although the quality of products and how
organic they are may be also desirable.

Most likely, consumers presently prefer proven values at an adequate price.
Sustainable food products, possibly, would be chosen if they were discount sale
products, which might be achieved only by means of targeted market promotion
instruments.

Even though the regression analysis proved that the demographic factors
had a relatively small effect on the sustainable food consumption behaviour,
yet, the analysis of the results, employing the descriptive statistics method,
enabled sustainable and unsustainable food consumer profiles to be produced
based on the demographic parameters.

In Latvia, a consumer of sustainable food is usually a women aged 25-40.
She has higher education, lives in Riga (Latvia’s capital city located in the
middle of the country and 50% of the entire population live in the vicinity of
Riga) or Riga’s vicinity, and earns more than LVL 600 (1300$) a month. She
wastes almost no food during a week. She doses not purchase half-finished and
ready-made food at grocery stores or does it only once a month. When
shopping, she pays attention to the ingredients of food to make sure it is
healthy. She always seeks to buy local seasonal fruits and vegetables as well as
other foodstuffs produced in Latvia.

She consumes fruits and vegetables every day, while beef is consumed once
a month or not used in the diet at all; however, it is replaced with chicken,
which is consumed a few times a week. Her consumption of meat has not
significantly changed over the recent year. When shopping for food of animal
origin, she seeks to buy organic food or foodstuffs produced by well-known
producers that observe animal welfare standards.
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She buys organic food for health purposes and is ready to change her food
consumption habits to reduce environmental effects. While changing her food
consumption habits, she does not want to refuse dairy products and chicken,
yet, she would gladly do without confectionary goods.

However, she has a few environmentally unfriendly habits, as she goes
shopping by car and buys bottled water every day.

Such a woman believes that more information is needed for choosing
environmentally friendly food.

A consumer of unsustainable food is a man aged 41-55 having primary
education. He lives in Riga and earns less than LVL 400 (8603%). He goes
shopping by car or by foot. He pays no special attention to the ingredients of
food to make sure it is healthy. He buys and consumes half-finished food a few
times a week. He buys fruits and vegetables very rarely and when shopping, he
does not think of whether they are seasonal and is not interested in whether
these fruits and vegetables are local products. The same relates to animal
welfare — he does not think of it a lot. He buys food produced in Latvia
approximately twice a month.

He consumes beef a few times a week and eats chicken very rarely. His
consumption of meat has not considerably changed during the recent year.

He does not buy organic food and is not ready to change anything in his
food consumption habits for the purpose of reduction of environmental effects.
Consequently, he has no opinion whether he needs information for the purpose
of purchasing environmentally friendly food. A positive fact is that he wastes
small amounts of food and drinks bottled water less than once a month.

4.2. Analysis of expert opinions on trends in the food industry
within the context of sustainable consumption

To identify the trends in the food industry, a qualitative sociological survey
was conducted in April 2012, in which 19 food industry experts participated
representing: the food industry (7), the trade sector (5), a university (4), an
NGO (2), and a government institution (1). The experts were selected based on
their professional qualification, position, and length of service. The food
industry was represented in a broad range of industries: meat, dairy, bread,
beverage, fruit, and vegetable production and processing enterprises.

Initially, the experts were asked, using a three-value scale, to evaluate the
most important criteria for consumers’ choice of food. The data were processed
and an average was calculated to identify the degree of importance. Analysing
the data, it was found that, according to the experts, the most important criteria
were the price of a good (recognised by most experts) and the appearance of a
good (the lowest average indicator). The experts regarded the friendliness of a
good to the environment as a less important criterion, which was followed by
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the ease of use. Thus, according to the experts, consumers will not orient
towards the consumption of sustainable products during the next few years.

The experts evaluated the effects of technological progress of seven areas on
food industry enterprises in the Latvian and world markets for the next five
years. The average indicators of the expert evaluation are graphically presented
in Fig.18.
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Fig.18. Effects of technological progress on food industry enterprises

in the Latvian and world markets in the next five years (n=19)
(Ten-point scale: 1 — minimum effect; 10 — maximum effect. The higher is the average value, the
greater is the effect)

According to the experts, information technologies (IT) will cause the
greatest effect both on Latvia’s food enterprises and on global market
companies in the next five years. Yet, the areas of least effect differed: for
Latvia’s market, it was genetic engineering, while for the global market it was
packaging technology.

The experts believed that all the seven technology areas will affect global
market food companies much more than enterprises operating in Latvia’s
market.

An analysis of how various technologies affect enterprises (correlation
analysis) showed that there was a positive association between such areas as
logistics and IT in both mentioned markets. It means that with increase in the
effect of logistics on an enterprise, the effect of IT on it will also increase.
A greater association between both areas, according to the experts, is specific
particularly to Latvia’s enterprises (K=0.69). In Latvia’s market, a strong
association (K=0.82) exists between genetic engineering and biotechnology,
which may be explained by the fact that these areas develop in Latvia in a joint
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manner. The global market evaluation revealed a considerable association
between the effects of packaging technology and nanotechnology. With
increase in the effect of nanotechnology on global companies, particularly the
role of packaging technology decreases (K=-0.50). It can enable the amount of
waste caused by food consumption to be reduced by means of high technologies
in the future.

The experts were asked to evaluate the probability of introduction of various
sustainable production standards for Latvia’s food enterprises and global food
companies (Fig.19).
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Fig.19. Evaluation of Latvia’s market and the global market, broken
down by area to be introduced by companies in the next years

(average indicators) (n=19)
(Evaluated according to the ten-point scale: 1 — minimum effect; 10 — maximum effect. The higher
is the average value, the greater is the effect)

The obtained data revealed that it is likely that Latvia’s enterprises will set
sustainable standards for their suppliers in the next years, while global market
companies will start using biodegradable packaging and/or acquire ecolabels for
their products. Besides, it is least likely that both Latvia’s enterprises and global
market companies will start calculating carbon footprints or food miles for their
products.

A comparison of the introduction of all the mentioned elements at food
enterprises in Latvia’s market and the global market revealed that the greatest
difference is associated with the fact that enterprises will start using
biodegradable packaging (P,=2.04x10™%).
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The experts evaluated the reasons, according to the ten-point scale, that
could most affect the transition of food enterprises to sustainable production in
the next years (Fig.20).
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Fig.20. Reasons that could most affect the transition of food enterprises

to sustainable production in the next years (average indicators) (n=19)
(Evaluated according to the ten-point scale: 1 — minimum effect; 10 — maximum effect. The higher
is the average value, the greater is the effect)

The results obtained showed that, according to the experts, enterprises could
be encouraged to turn to sustainable production practices through reductions of
cost on energy and raw materials to optimise their production cost.

As a separate range of reasons, pressure made by some stakeholders
(consumers, sellers, or suppliers) may be highlighted. 1t may be concluded from
the data analysis that consumers make the least effect on food production
enterprises (the average indicator equals to 5.89), whereas the greatest effect is
caused particularly by sellers (6.79), which may be especially explicitly
observed in Latvia’s market.

The experts evaluated the reasons, according to the ten-point scale, why
consumers would not buy sustainable products (Fig. 21).
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Fig.21. Reasons why consumers would not buy sustainable products
(evaluated according to the ten-point scale) (n=19)
(1 — the most insignificant reason; 10 — the most significant reason)

A summary of the data revealed that the most significant reason could be
consumers’ habit to buy goods of only certain brands. Sustainable food products
have to become recognisable, therefore, enterprises should make consumers
interested in and informed about the positive properties of sustainable products.

The experts evaluated how urgent could be various food consumption trends
over the next five years. In both markets (both Latvia’s market and the global
market), according to the experts, considering particularly the price will be the
most important trend, while the second most urgent trend differs. In Latvia’s
market, this is the food produced locally, whereas in the global market it is
organic food. The analysis shows that buying locally produced food will still be
urgent, which is a positive fact from the sustainable consumption perspective,
whereas a negative trend could be a shorter time spent on cooking and the
constant or even greater consumption of meat.

The comparison of the expert evaluations on the trends in food consumption
in Latvia’s market and in the global market enables us to forecast that taking
meals outside home often will be more specific to the global market than to
Latvia’s market.

The only disposition, which involves a statistically significant difference
between both markets and a higher urgency in Latvia, is towards
locally produced food. It indicates that, according to the experts, where food is
grown and produced will be important to Latvia’s population over the next five
years — it is evidenced by the survey of Latvia’s consumers and the survey of
European consumers’ habits.
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An analysis of the trends related to the urgency for healthy food over the
next five years shows that in both analysed markets, the most important trend is
associated with food having a reduced content of additives.

The experts pointed out that organic food would be (was) important to
consumers. The least urgent trend in Latvia’s market, even though it was
assigned a sufficiently high score, is the consumption of products having no
gluten, lactose, sugar, etc., whereas in the global market it is the consumption of
food enhancing human appearance and beauty.

The experts argued that in Latvia’s market, the changing economic situation
makes the greatest effect, as Latvia is a small and open economy that depends
on foreign markets. Yet, in the world market, an increase in disposable income
in developing countries, which globally significantly change the market’s
pattern, might have the greatest effect, as demand is also influenced by a
considerable increase in the number of wealthy consumers. Pandemic outbreaks
might have the least effect on Latvia’s market, whereas in the global market the
legal acts regarding hygiene and control might make the least effect.

A further analysis showed that unlike Latvia’s enterprises, global market
food companies are more sensitive to an increase in the financial influence of
any country.

A summary of the experts’ opinions reveals that the economic situation
determines market rules, and price is the key criterion, based on which
consumers choose sustainable food products, which will not likely to change
over the next years. Progress in science and new technologies could
significantly enhance the sustainability indicators of food products, but
enterprises are not interested in investing additional funds in producing
environmentally friendly products, as low profitability and slow capital turnover
are characteristic of food production enterprises, and it makes investors
carefully consider any new investment.

4.3. Prospects for sustainable food consumption

Sustainable consumption may be achieved if the entire society is engaged,
which consists of various stakeholders, governmental and nongovernmental
sectors, and businessmen and scientists who all together compose the
community of consumers that can play different roles in contributing to
sustainable consumption:

e a consumer is a decision maker and a former of demand. A consumer is
sovereign and goal-oriented. The consumer requests from a seller precise,
comparable, and understandable information;

e a consumer is a citizen and a businessman. The consumer influences the
supply of food outside the market — both individually and in a group — by
using both local organisations and the local government. Consumers are, in
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some sense, businessmen who actively participate in managing the food
system. Their responsibility and active engagement are the key promoters of
this process;

a self-confident consumer who analyses his/her consumption behaviour
from the perspectives of price and income, which affects both his/her
wellbeing, the wellbeing of others, and the environment.

Based on the theoretical considerations and empirical findings, it was

concluded that changes in the current consumption habits may occur in two
ways:

first, through political initiatives, thereby facilitating the production of
sustainable products and educating consumers;

second, in case the political activity is insufficient, but consumers
themselves want changes, they contribute to changes in supply through their
market demand as well as encourage the government to pass adequate legal
acts.

The business sector is a “player” in the middle, which is ready to change

along with the trends in demand without losing its profit.

One of the ways how to increase the prospects for sustainable consumption

in the country is to design a strategy that presently functions in several West
European countries.

Based on the sustainable food consumption criteria set in the dissertation,

the author designed strategic goals for achieving sustainable consumption
(Fig.22).
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Fig.22. Strategic goals for achieving sustainable food consumption
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To reduce the effect of food chain on the environment, the availability and
consumption of local, seasonal, and organic food have to be increased.
Introducing the principle of fair trade in Latvia’s food system, too, would
ensure the implementation of the dimension of sustainable economic
development as well as contribute to positive changes in the economic and
social environment of rural areas in Latvia. At all the levels (hational, business,
and consumer level), reductions in waste related to food production and
consumption and increases in recycling efficiency have to be achieved.

It has to be ensured that the food that enters the market may be traced at all
the stages of food chain, and it is safe and healthy. Products of animal origin are
to be produced in compliance with animal welfare standards. This objective
should include the informative and educational aspect in order to expand
consumers’ understanding of the role of sustainable consumption. At all the
levels (national, business, and consumer levels), the amount of wastes arising
from food production and consumption has to be reduced and the efficiency in
waste recycling have to be increased.

In reaching the goal, each stakeholder has its own role and mission, which
contribute to achieving sustainable food production and consumption;

e consumers, by their choice and behaviour, can contribute to the production
of healthy and sustainable food as well as to reduction of food waste;

o food producers — farmers and fishermen — can reduce the effects on the
environment by prudently managing natural resources and preserving
biodiversity;

o food processors can provide consumers with healthy and safe food as well
as credible and verifiable information about their products and sustainable
consumption opportunities;

o food retailers can reduce energy consumption, food miles, and waste
guantities;

e the government can assist in managing changes by initiating cooperation
among the stakeholders, by developing legal provisions, and by financially
supporting science and informative campaigns;

o the nongovernmental sector can implement the role of supervisor in
introducing a policy and the roles of expert and representative for public
interests.

Every cooperation partner has a different level of influence and a different
interest in sustainable consumption. The author, based on the reviewed
literature and the available information about the present situation in the food
industry, analysed the interests of the stakeholders engaged in the food chain
(and outside it) and their influence on sustainable consumption (Fig. 23).
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Fig.23. Interests of the stakeholders and their influence on
sustainable consumption

In the current economic and politic situation, the agricultural sector’s
employees benefit more from being producers of conventional agricultural
products, which ensures higher profits and rates of return; therefore, their
interest in supplying sustainable food is viewed as low, yet, their influence is
high. Agricultural production is the beginning of the food chain, which is
characterised by the greatest effect on the environment.

The transport sector is viewed as not being interested in sustainable
consumption, as it is closely associated with this sector’s workload and
opportunity for profit that will significantly decrease along with a decrease in
food miles; however, this effect is above the medium level, as it leads to a
reduction in CO, emissions to air due to the decreased distance of food
transportation.

Food enterprises are viewed as being quite uninterested in sustainable
consumption (7 out of 10), as the production of sustainable products is
associated with various limitations that increase the cost of production; in the
result, the demand for such products declines. An insufficient quantity of local
agricultural products for the continuous food processing process is also a
problem. An analysis of the experts’ replies leads to a conclusion that due to the
introduction of sustainability standards, food processors would be ready to
focus on saving resources, for example, reducing the consumption of electricity
rather than to improve the quality characteristics of their final products. Food
enterprises are characterised by the greatest influence on sustainable
consumption, as they are basically responsible for the sustainability
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characteristics of final products in terms of healthiness, packaging used, and
other criteria.

Latvia’s food sellers (mainly supermarkets) are characterised as being least
interested in sustainable consumption (8 out of 10), as they mainly sell mass
products with long expiration dates at the possible lowest price, which ensures
profitable sales. There are observed positive changes caused by the consumer
demand, yet, sustainable products in Latvia’s unspecialised grocery stores are
still niche products. As mentioned before, 70% of the consumers buy food at
supermarkets, therefore, the supermarkets very significantly affect (8 out of 10)
sustainable consumption. It is possible that the pressure caused by consumers
and changes in supermarket internal policies could increase the consumption of
sustainable products.

According to the survey conducted for the dissertation and other studies,
consumers, on the whole, are interested in consuming sustainable products, yet,
their choices are limited because of economic, political, social, and
psychological aspects. The ability of individual consumers to influence the
current food supply system may be viewed as low (3 out of 10), yet, as tending
to increase. The awareness of consumers is a positive message about the
prospects for sustainable consumption.

In Latvia, the business of waste management is viewed controversially. It
appears that efforts are made to improve the system of waste management, sort
waste, and if possible, recycle waste; yet, in general, businesses are not
interested in reducing waste quantities, as it negatively affects their income. For
this reason, a container deposit system is still not introduced in Latvia, and the
recycling of waste is not well developed. The effect of waste management
companies may be rated as medium high, and restructuring this industry could
result in effectively using organic food waste, thereby contributing to reducing
environmental pollution and positively affecting sustainability characteristics at
the final stage of food lifecycle.

The public sector, theoretically, should be most interested in sustainable
consumption by the population, as it reduces, in a long-term, healthcare, social,
and other costs; yet, it is closely associated with food industry and sales lobbies
who can suffer from a sudden change in consumer habits. For this reason, the
government, even if it is very influential, is not eager to do it.

The government’s inactivity regarding promoting sustainable consumption
prompts the civic society to take the initiative, and the society’s interest may be
characterised as high but as lacking sufficient activity. NGOs can also initiate
changes towards sustainable consumption by means of informative instruments,
increasingly and through educating consumers who can form a different
demand in the market and significantly influence the supply provided by
businessmen. NGOs have a potential to encourage the government to assume
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political responsibility for the consequence of unsustainable consumption,
thereby starting political advancement towards sustainable consumption.

Scientific activity and research priorities in Latvia mainly depend on the
national and EU priorities and the amount of funding allocated for these
priorities. Even though the problems of unsustainable consumption become
urgent at the EU level, in Latvia the interest of social and engineering sciences
in offering new solutions to promoting sustainable food consumption may be
viewed as average. The author believes that scientifically justified findings can
considerably affect both political and social processes related to changes in food
consumption in the future.

Mass media play an essential role in shaping the awareness of consumers in
modern society. Their influence may be viewed as very strong, yet, their
interest in promoting sustainable food consumption has not been observed
(except the Internet that is used by NGOs to popularise their ideas) or it exists
in some segments, for instance, in relation to health issues. Commercialised
mass media would exploit their influence if the above-mentioned stakeholders
created demand for paid services aimed at popularising sustainable food
consumption.

If the entire society, represented also by businessmen and politicians, had
common interests in changing consumption habits in favour of themselves, the
environment, and next generations, sustainable food consumption, in a perfect
world, would change the present food and economic systems.

The development of a sustainable food consumption vision at the
household level involves the consideration of potential changes at the stages of
food shopping, storage, preparation, as well as waste management.

At the shopping stage food would be bought at local specialised stores or
directly from farmers, thereby reducing the influence of supermarkets.

Food storage could be affected in two ways: smaller imports of food reduce
the use of refrigeration equipment, while the seasonal availability of food would
lead to a wider use of refrigeration technologies and basements.

At the food preparation stage organic food would be prepared, which is
available seasonally and grown in a local region.

Waste management is characterised by a smaller quantity of food
packaging waste, as food would be bought directly from farmers. It would lead
to shorter food miles and a smaller quantity of packaging needed for
transportation.

The transition to sustainable food consumption would positively affect the
ecological environment but it, in its turn, would affect the economy, which can
cause changes not only at the level of enterprises but also at the level of national
economy, thereby fostering:

o localisation of the agricultural supply;
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o local or regional establishment of food processing;
o development of small and local stores;
o market advantages for local sellers of organic food.

However, the public have to be the key gainer from and supporter of these
changes. According to the survey’s respondents’ attitudes to sustainable food
consumption, consumers could positively view the availability and seasonality
of local organic food and support to the local economy, yet, the insufficient
choices of food could cause their greatest dissatisfaction.

Latvia’s population’s purchasing power is one of the lowest in the European
Union, which significantly affects the food consumption habits as well.
Sustainable consumption imply not more expensive but reasoned consumption,
yet, the lack of knowledge and limited family budgets do not contribute to a
shift in food consumption towards sustainability. The prospects for sustainable
consumption in Latvia also depend on the demographic situation, the
distribution of households, the change of generations, and families’ food
consumption habits. The present trends (a low birth rate, the domination of
single-individual households) negatively affect the prospects for sustainable
food consumption. These conditions have to be taken into consideration while
developing a sustainable consumption strategy and communicating with the
public about the role of sustainable food consumption, thereby selecting
appropriate informative instruments for the target audience and reducing
differences among consumers’ attitudes, intentions, and real actions.

MAIN CONCLUSIONS

1. The review of the scientific literature on consumption and consumer
behaviour in the sustainability context leads the a conclusion that
sustainable food consumption is based on turning consumers’ positive
attitudes and intentions, in interaction with the social, cultural, and
economic conditions, into real actions.

2. The political initiative is an essential precondition for promoting sustainable
consumption. Even though consumption is a politically sensitive domain for
making drastic changes and consumer behaviours are difficult to influence
by regulatory and economic instruments under the free market conditions. In
the era of lacking and unequal redistribution of modern resources,
sustainable consumption may be achieved through engaging the government
in tackling this problem, combining political instruments, and employing
these instruments in an innovative way.

3. The analysis of statistical data on the meat and vegetable consumption
habits in European countries leads to the conclusion that, in general, the
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consumption patterns are similar in Europe, yet, they differ among
countries. Globally, the common features of Europe as a single region
emerge regarding food consumption habits.
. The empirical research on 30 European countries demonstrates that 70% of
the European population is characterised by a positive attitude to purchasing
environmentally friendly products and is aware of the effect of food on
health, which suggests an untapped potential of the sustainable food market
in Europe. In the European context, Latvian consumers attach a greater
importance to local products — compared with the average in Europe, 19%
more of the population of Latvia prefers locally produced food.
. The calculations of an import dependence and self-sufficiency ratio showed
that the dependence on imports for all food groups increased, which is a
factor hindering sustainable consumption and may be considered
unsustainable from economic, environmental, and social perspectives.
. Unlike the other European countries, Latvia has the potential to increase its
self-sufficiency in agricultural products and to become a sustainable food
producer owing to its area of uncultivated land and its consumers’ positive
attitude to local food; appropriate conditions are only needed, which
possibly have to be created by means of government support, as the private
sector has not been so far able to exploit this potential.
. In the period 2002-2011 in Latvia, the consumption of grains, potatoes, fats,
and sugar considerably decreased, and it will likely continue to decrease
over the next five years, which indicates an increase in the incomes of
households, replacing these products with more valuable sources of nutrition
such as milk, meat, fruits, and vegetables; it points to a change in their
consumption habits.
. For Latvian consumers, the most important factors in food consumption are
healthy and balanced diets as well as locally and seasonally produced fruits
and vegetables, whereas the least important aspects are the reusability and
recyclability of food packaging, which indicates that health issues play a
significant role in promoting sustainable consumption and in
communicating with consumers.
. Latvian’s attitude towards sustainable food consumption and related issues
may be characterised as positive, pointing to the association between a
positive attitude and a subsequent behaviour; however, the discrepancy
between consumers’ attitude and behaviour increases in their less known
areas, for instance, fair trade products. Latvian consumers assert that the
lack of information and knowledge is one of the obstacles for choosing
sustainable products, which is also one of the reasons for the discrepancy
between consumers’ attitude and behaviour.
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10. Differences in consumer behaviours may be observed among generations,
genders, and different education and income levels, yet, the regression
analysis indicates a relatively small (less than 14%) effect of demographic
factors on sustainable food consumption, thereby pointing to the significant
roles of other social, economic, and psychological factors in choosing and
consuming sustainable food, which has to be taken into account when
designing a programme for promoting sustainable food consumption.

11. The common opinion of both food industry experts and consumers point to
the role of price in successfully developing the sustainable food market in
the future.

12. For sustainable food products to become the frequent choice of the majority
of individuals and for sustainable food poducts to be available at the
national level, all stakeholders have to be engaged — the agricultural,
processing, and trade sectors, consumers and waste management companies,
as well as the public and non-public sectors.

PROBLEMS AND SOLUTIONS

Problem 1

There is a trend of increasing dependence on imports in Latvia’s food
market, and consumers cannot always trace the origin of food, thereby making
it difficult to assess the quality of food.

Possible solutions

1. The government, based on the population’s consumption habits and
purchasing power, can stimulate food production friendly towards the
environment and health and protect the domestic market from low quality
food, thus reducing the dependence on other countries and competing with
imported product prices by means of political instruments.

2. The local authorities of cities could ensure the availability of free and
unfarmed land, owned by the local government or the state, and an adequate
infrastructure to the population to produce food for self-consumption.

Problem 2
Food producers in Latvia, due to financial considerations, are not interested
in producing sustainable food, thereby limiting the availability of sustainable
food products.
Possible solutions
1. The Latvian Association of Food Producers in cooperation with the Ministry
of Agriculture could introduce incentives aimed at increased efficiency in
the use of natural resources and producing food with less negative impact on
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the environment, thereby focusing on the problems of sustainable
development, production, and consumption.

Businesses, optimising their production cost, could reduce the price of
products, making sustainable food an everyday consumer good rather than a
luxury good as it is presently observed in the market, thus focusing on
expanding the production of sustainable food products, which will not
degrade the ecological environment and consumer health.

Government institutions supervised by the Ministry of Environmental
Protection and Regional Development could introduce green public
procurement, which would foster the development of organic farming,
agricultural cooperation, and the extensive production of sustainable food
products.

Problem 3

The market dominance of supermarkets in Latvia and their purchase policies

are beneficial only to mass producers, thus limiting consumers’ choices and
efforts to buy sustainable food products produced by smaller agribusinesses.

Possible solutions

1

NGOs representing small producers and engaged in consumer rights
protection could hold social campaigns to contribute to the sales of small
producers and local farmers, thus creating greater alternatives to the
standard imports available at supermarkets.

Latvian farmers, particularly those in the fruit and vegetable sectors, could
cooperate rather than compete to increase their sales and meet the volume
demand of supermarkets.

Supermarkets could increase their sales of sustainable food products, thus
positioning themselves as socially responsible businesses that are friendly to
the environment and consumers.

Problem 4

It is not clear to Latvian consumers what sustainable consumption and

sustainable food mean nor their effects are on the economic, social, and
ecological environments.

Possible solutions

1.

NGOs should hold more information campaigns in which consumers are
educated in sustainable consumption issues, which would assist them in
making informed choices of food.

Businesses could establish sustainable product brands that integrate the
aspects of economic, social, and ecological sustainability.

. The Ministry of Agriculture together with its supervised institutions could

create labels indicating product quality and sustainability standards, which
would provide clear information to consumers; the label certification
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scheme has to be understandable, without excessive bureaucratic obstacles,
and small and medium enterprises have to be able to acquire the labels.

4. Sustainable food consumption topics could be discussed on popular TV
shows on cooking, in which both popular individuals and food professionals
trusted by the population are engaged, thereby shaping the population’s
understanding of sustainable consumption issues.

Problem 5
The large amount of food and packaging wastes is a significant source of

CO, emissions and is a result of unsustainable consumption

Possible solutions

1. Taking into consideration not only financial estimates but also
environmental aspects the Ministry of Agriculture and the Ministry of
Environmental Protection and Regional Development, have to start
introducing the container deposit system, which would reduce the amount of
packaging waste as well as significantly increase the recycling of packaging.

2. Waste management companies have to make waste sorting simple and
accessible to consumers.

3. To reduce the amount of food waste discarded by supermarkets, it is
important to lower the price of food with a close expiration date in order to
stimulate the consumption of such food instead of discarding it.

Problem 6

In Latvia, there are no policy documents or strategies aimed at promoting
sustainable food consumption.
Possible solution

The Ministry of Environmental Protection and Regional Development in
cooperation with the Ministry of Agriculture, the Ministry of Health, and other
ministries, along with civic society organisations and other stakeholders, have
to design a strategy for the production, trade, and consumption of sustainable
food.
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