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Anotacija

Promocijas darbs “Digitala marketinga un mediju ekosistémas ietekme uz patérétaju
ilgtspejigu pirkSanas 1€mumu veidoSanos” ir izstradats ka tematiski vienota zinatnisko
publikaciju kopa. Pétljuma aktualitati nosaka digitala marketinga un mediju ekosistémas
pieaugosa ietekme uz paterétaju ilgtsp&jigu pirkSanas I€mumu veidoSanos, 1pasi digitalas
informacijas, uzticésanas un ilgtsp&jas uztveres konteksta.

Pétijuma objekts ir paterétaju ilgtsp€jigu pirksanas lémumu veidoSanas, savukart
pétijuma priekSmets ir digitala marketinga un mediju ekosist€mas ietekme uz patérétaju
ilgtsp@jigu pirkSanas 1émumu veidosanos.

Pétijjuma meérkis ir izpetit digitala marketinga un mediju ekosist€mas ietekmi uz
patérétaju ilgtspejigu pirkSanas Ilémumu veidosanos un izstradat empiriski pamatotu So procesu
skaidrojosu modeli.

Promocijas darba izvirzita hipotéze, ka digitala marketinga un mediju ekosistémas
ietekme uz paterétaju ilgtsp&jigu pirkSanas I@mumu veidosanos ir daudzdimensionala un
izpauZzas digitalas informacijas un digitala marketinga, socialas un mediju ietekmes, uzticéSanas
un uztvertas ilgtsp&jas, ka ar1 ekonomiski strukturalas dimensijas savstarp€ja mijiedarbiba.

Promocijas darbs sastav no tris nodalam. Pirmaja nodala izstradats teor€tiskais
pamatojums pateérétaju ilgtspejigu pirkSanas lémumu veidoSanas izpétei digitala marketinga un
mediju ekosistémas konteksta. Otraja nodala pamatota promocijas darba metodologiska pieeja
un pétjjuma dizains. Tre$aja nodala analizeti rakstu kopas empiriskie rezultati Cetras savstarp&ji
saistitas dimensijas, ka ari analiz€ts integrétais patérétaju ilgtspejigu pirkSanas I€mumu
veidoSanas modelis digitala marketinga un mediju ekosisteéma.

Promocijas darba izmantota integréjosa metodologiska pieeja, apvienojot teorétisko
analizi, empirisko datu analizi un konceptualo modeléSanu. P&tijuma rezultata precizéts
patérétaju ilgtspejigu pirkSanas I[€mumu veidoSanas jédziens, izstradata integréta analitisko
dimensiju sistéma un empiriski pamatots modelis, kas skaidro digitala marketinga un mediju
ekosisteémas ietekmi uz ilgtsp&jigu pirkSanas [émumu veidoSanos.

Peétijuma rezultati izmantojami uzpémumu digitala marketinga un ilgtsp€jas
komunikacijas pilnveidg, ka arT ilgtsp&jiga paterina veicinaSana.

Atslegvardi: ilgtsp€jigs patérins, digitalais marketings, mediju ekosistéma, paterétaju

uzvediba, ilgtsp&jigi pirkSanas [émumi.



Annotation

The doctoral thesis “The Influence of the Digital Marketing and Media Ecosystem on
the Formation of Consumers’ Sustainable Purchasing Decisions” has been developed as a
thematically unified collection of scientific publications. The relevance of the research is
determined by the increasing influence of the digital marketing and media ecosystem on
consumers’ sustainable purchasing decisions, particularly in the context of digital information,
trust, and perceived sustainability.

The object of the research is the formation of consumers’ sustainable purchasing
decisions, while the subject is the influence of the digital marketing and media ecosystem on
this process.

The aim of the research is to investigate the influence of the digital marketing and media
ecosystem on the formation of consumers’ sustainable purchasing decisions and to develop an
empirically grounded model explaining this process. The doctoral thesis advances the
hypothesis that this influence is multidimensional and manifests itself through the interaction
of digital information and digital marketing, social and media influence, trust and perceived
sustainability, as well as the economic-structural dimension.

The doctoral thesis consists of three chapters. The first chapter develops the theoretical
framework for the formation of consumers’ sustainable purchasing decisions in the context of
the digital marketing and media ecosystem. The second chapter substantiates the
methodological approach and research design. The third chapter analyses the empirical results
of the scientific publications within four interrelated dimensions and examines the integrated
model of sustainable purchasing decisions in the digital marketing and media ecosystem.

The doctoral thesis applies an integrative methodological approach combining
theoretical analysis, empirical data analysis, and conceptual modelling. The research has refined
the concept of consumers’ sustainable purchasing decisions, developed an integrated system of
analytical dimensions, and created an empirically grounded model explaining the influence of
the digital marketing and media ecosystem on this process.

The research results can be used to improve companies’ digital marketing and
sustainability communication and promote sustainable consumption.

Keywords: sustainable consumption, digital marketing, media ecosystem, consumer

behaviour, sustainable purchasing decisions.



Salsinajumu, nosacito apziméjumu un biezak lietoto terminu
saraksts

Digitala vide - kompleksa marketinga un mediju ekosistéma, kura savstarp&ji mijiedarbojas
digitalais marketings, mediji, platformu risinajumi, sociala ietekme, lietotaju radits saturs un
personalizétas tehnologijas.

Digitalais marketings - uzn@mumu un organizaciju marketinga aktivitaSu kopums digitalaja
vid€, izmantojot interneta tehnologijas, socialos medijus, mekl&tajprogrammas, digitalas
platformas, datu analitiku un personaliz€tu komunikaciju, lai sasniegtu, iesaistitu un ietekmétu
patérétajus.

Dimensija - noteikts analitisks pétijuma skatijums, kas raksturo kadu 1pasibu vai ietekmes
virzienu.

Ekosistéema - savstarpgji saistitu elementu, dalibnieku un procesu kopums, kas atrodas vienota
vide un savstarpgji ietekme cits citu.

eWOM - elektroniska mutvardu komunikacija - jebkura patérétaja generéta, ar paterinu saistita
digitala komunikacija, kas versta uz citiem paterétajiem.

Ilgtspeja - attistibas princips, kas nodroSina Iidzsvaru starp ekonomiskajiem, socialajiem un
vides aspektiem, apmierinot pasSreiz€jas vajadzibas, neapdraudot nakamo paaudzu iesp€jas
apmierinat savejas.

Ilgtspejas informacija - informacija par produktu, uzn€mumu vai pakalpojumu ietekmi uz
vidi, sabiedribu un parvaldibu, kas palidz patérétajiem un citam iesaistitajam pusém pienemt
atbildigus 1émumus.

Iigtspéjigs pateérins - paterina modeli un riciba, kas nem véra vides, socialas un ekonomiskas
ilgtsp€jas principus.

Ilgtspejigs pirkSanas léemums - konkréta paterétaja izvéle pienemt l@mumu par produktu vai
pakalpojumu, kura lidztekus ekonomiskajiem un funkcionalajiem aspektiem tiek izverteta ari produkta
vai pakalpojuma ietekme uz vidi, sabiedribu un ilgtermina attistibu.

Ilgtspejigs pirkums - istenota riciba / rezultats: preces vai pakalpojuma iegade, kas veikta,
nemot vera vides, socialos un ekonomiskos ilgtsp&jas kritérijus.

Mediju ekosistema - tradicionalo un digitalo mediju, platformu, satura veidotaju, auditoriju un
komunikacijas tehnologiju kopums, kas nodroSina informacijas radiSanu, izplatiSanu un

patérinu digitalaja vide.



Paterétaju ilgtspejigu pirkSanas lemumu veidoSanas - process, kurd patérétajs iegust,
interpreté un izverte ilgtsp&jas informaciju, veido uzticéSanos un ilgtsp&jas uztveri un, nemot
veéra pirkuma Tstenos$anas nosacijumus, nonak lidz konkrétam pirkSanas [émumam.

Pateretaju uzvediba - patérétaju darbibu, motivaciju, atticksmju un lémumu kopums, kas
raksturo produktu vai pakalpojumu izvéli, iegadi, lietoSanu un novertésanu dazadu ieks€jo un
argjo faktoru ietekmée.

SDG - ilgtsp&jigas attistibas merki (Sustainable Development Goals)

Uzticeésanas — psihologisks mehanisms, kas lauj patérétajam pariet no informacijas izvértéSanas
uz faktisku uzvedibu un ta samazina nenoteiktibu, bet palielina patérétaja gatavibu pienemt

ilgtsp&jigu pirkSanas [émumu.



Promocijas darba visparéjs raksturojums

Promocijas darbs ir veidots ka tematiski vienota zinatnisko publikaciju kopa par
ilgtspjiga paterina 1€mumu pienemsanas veidoSanos digitala marketinga un mediju
ekosistéema. Promocijas darba galvena uzmaniba ir vérsta uz to, ka digitalas vides faktori,
digitala marketinga un mediju ietekme, informacijas kvalitate, ilgtsp€jas uztvere un paterétaju
uztic€Sanas ietekmé ilgtspejiga paterina lémumu pienemsanu. Ilgtsp€jiga paterina koncepts
promocijas darba tiek apliikots ka nozimigs ilgtsp€jigas attistibas elements, kas saistits ar
atbildigas patérétaju uzvedibas veidoSanos, savukart digitala vide tiek analiz&ta ka informacijas,
komunikacijas, ilgtsp€jas uztveres un uzticéSanas veidoSanas telpa.

Promocijas darba jeb rakstu kopa secigi analizéta digitala marketinga nozime ilgtsp&jigu
pitkumu izdariSana, tas, kada ir paterétaju uzvediba, izvéloties ilgtsp€jigus pirkumus,
mekletajprogrammu optimizacijas jeb SEO loma pirkSanas 1émuma pienems$ana, mediju
ekosistemas ietekme uz patérétaju uzvedibu un l€émumu pienemsanu, ka ar1 digitalo mediju,
informacijas uzticamiba un ilgtsp&jas uztveres nozime ilgtsp&jigu pirkSanas 1€mumu
pienemsana.

Promocijas darba rezultata izstradats integréts modelis, skaidrojot paterétaju ilgtsp&jigu
pirkSanas 1émumu veidosanos digitala marketinga un mediju ekosistéma. Darba pamatots, ka
digitala marketinga un mediju ekosistéma neveido paterétaju lemumus tiesa veida, bet gan
ietekm@ tos caur procesiem, kuros biitiska nozime ir informacijas skaidribai, ticamibai un spgjai
veidot patérétaju priekSstatu par ilgtsp&u. Tadgadi promocijas darbs piedava zinatniski
pamatotu skaidrojumu tam, ka digitala vide kliist par nozimigu ilgtsp&jiga pirkSanas [emumu
pienemsSanas kontekstu. Promocijas darba tiek paradits, ka ilgtsp&jas uztvere un uztic€Sanas ir
bitiski elementi, kas palidz izskaidrot pareju no digitalas informacijas uztveres uz ilgtsp&jiga
pirkSanas Iémumu pienemsanu. Savukart praktiska nozime saistita ar iesp&ju izmantot pétijjuma
rezultatus merktiecigakas ilgtsp€jas komunikacijas, digitala marketinga risindgjumu un
uzticéSanos veicinoSas informacijas veidoSana. Tas ir Ipasi nozimigi uzpémumiem,
organizacijam un politikas veidotajiem, kuru mérkis ir veicinat atbildigaku patérétaju ricibu
digitalaja vide.

Promocijas darbs veidots ka savstarpgji saistitu zinatnisko publikaciju kopums, un
ta strukttra ieklautie raksti turpmak tiks identificeti ka “Raksts I”, attiecigi “Raksts II” u. c:

1. Raksts I —Ozola, I. (2025). Green marketing impact on behavioural change for sustainable
consumption in green economy. International Multidisciplinary Scientific GeoConference:

SGEM, 5(1), 779-786. (SCOPUS)



Raksts II — Ozola, 1. (2025). Consumer behaviour in green purchasing decisions.
International Multidisciplinary Scientific GeoConference: SGEM, 5(1), 345-352.
(SCOPUS)

Raksts III — Ozola, 1., Libkovska, U., Indriksone, S. (2024). The role of search engine
optimisation in customer decision making in digital marketing for sustainable
development. International Multidisciplinary Scientific GeoConference: SGEM,
2024(5.1), 675-683. (SCOPUS)

Raksts IV — Ozola, I., Libkovska, U., Resele, L. (2024). The influence of media ecosystems
on consumer behavior and decision-making for sustainable development. International
Multidisciplinary Scientific GeoConference: SGEM, 2024(5.1), 649-656. (SCOPUS)
Raksts V — Vasilevska, D., Ozola, 1., Libkovska, U., Kreslins, K. (2026). Digital media
influence and consumer trust in sustainable consumption decision-making. (Pienemts
publicéSanai WSEAS journal Business and Economics. SCOPUS)

Raksts VI — Ozola, 1. (2026). Perceived sustainability and consumer trust in digital
sustainable consumption decision-making. (Pienemts public€Sanai SGEM 2026. SCOPUS)
Raksts VII — Ozola, 1. (2026). The formation of sustainable consumer decision-making in
the digital marketing and media ecosystem. (Pienemts publicéSanai Klaipedas
Universitates 22nd International Scientific Conference “Social Innovations for Sustainable
Regional Development” rakstu krajuma. ERIH+)

Pétijuma rezultati ir aprobéti un par tiem ir zinots 10 starptautiskajas zinatniskajas

konferences:

1.

Ozola, 1. (2024) The role of search engine optimisation in customer decision making in
digital marketing for sustainable development. 24th International Scientific Conference on

Earth and Planetary Sciences SGEM 2024, Albena, Bulgarija.

Ozola, 1. (2024) The influence of media ecosystems on consumer behavior and decision-
making processes in contemporary society. 24th International Scientific Conference on

Earth and Planetary Sciences SGEM 2024, Albena, Bulgarija.

Ozola, 1. (2025) Consumer behaviour and the concept of sustainable consuption. 21st
Annual International Scientific Conference "Social innovations for sustainable regional

development" 2025, Klaipédas Universitate, Klaipéda, Lietuva.



4. Ozola, I. (2025) JaunieSu uzvediba un pirksanas lémumu paradumi digitalaja vide. XXVI
Starptautiska zinatniska konference Uznémgjdarbibas radars 2025, BA Turiba, Riga,

Latvija.

5. Ozola, I. (2025) The Role of Sustainable Consumer Behaviour in Digital Marketing, 11th
International Conference 11th International Conference Trends in Regional Development

in the EU Countries 2025. VarSava, Polija/Jelgava, Latvija (online).

6. Ozola, I. (2025) Consumer behaviour in green purchasing decisions. 25th International

Scientific Conference on Earth and Planetary Sciences SGEM 2025, Albena, Bulgarija.

7. Ozola, I. (2025) The influence of green marketing on consumer behaviour change. 25th
International Scientific Conference on Earth and Planetary Sciences SGEM 2025, Albena,
Bulgarija.

8. Ozola, 1. (2026) Digital Media influence and consumer trust in sustainable consumption
decision-making. 4th International Scientific Conference on Engineering, Economy, and
Computer Applications for Natural Sciences and Medicine, EEACS, 2026. Aténas,
Griekija.

9. Ozola, 1. (2026) The formation of sustainable consumer decision-making in the digital
marketing and media ecosystem. 22nd International Scientific Conference “Social
Innovations for Sustainable Regional Development Klaipédas Universitate, Klaipéda,
Lietuva.

10. Ozola, 1. (2026) Perceived sustainability and consumer trust in digital sustainable
consumption decision-making. 26th International Scientific Conference on Earth and
Planetary Sciences SGEM 2026, Albena, Bulgarija.

Ka ar1 darbs prezent@ts un par ta atzinam diskutéts:

1. Starptautiskais forums "Green transition: A smart way to sustainable development" ar
zinojumu: Consumer behaviour and the concept of sustainable consuption, 2025, Bitola,

Zieme]makedonija.
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Ievads

Miusdienas digitala transformacija butiski maina patérétaju pirkSanas I€mumu
veidoSanos, jo patérétaju izveles arvien biezak tiek ietekmétas digitalaja vide. Informacijas
pieejamiba, komunikacijas atrums, digitalo platformu attistiba, datu analitika un personalizéti
marketinga risinajumi maina veidu, ka paterétaji iegiist, izvert€ un izmanto informaciju pirms
pirkuma veikSanas.

Ilgtsp&jigas attistibas konteksta 1paSu nozimi iegust digitala marketinga un mediju
ekosistemas ietekme uz patérétaju pirkSanas 1émumu veidoSanos, jo patérétaju izvéles arvien
biezak tiek saistitas ne tikai ar ekonomisko izdevigumu, bet arT ar socialajiem, vides un
tiskajiem apsveérumiem. Digitalaja vide nodotie vestijumi, tas, ka uzn€mumi poziciong
ilgtsp&ju, digitala marketinga algoritmu iesp€jas socialo mediju vide, ietekmétaju jeb
influenceru un dazadu platformu personalizétie piedavajumi veido savstarp&ji saistitu
informacijas vidi, kura paterétaji uztver, interprete, izvert€ informaciju un izdara izveéles par
ilgtsp&jigu pirkumu izdariSanu. Tadgjadi paterétaju ilgtspejigu pirksanas l1@mumu veidoSanos
ietekm@ ne tikai paterétaja attieksmes pret ilgtsp&ju, bet arT tas, ka ilgtsp€jas informacija tiek
strukturéta, komunic€ta un virzita digitala marketinga un mediju ekosisttma. Digitala
marketinga un mediju ekosist€mas attisttba maina ne tikai informacijas pieejamibu, bet ar1
veidu, kadas ir paterétaja iesp€jas pamanit, izvertét un salidzinat ilgtsp€jigus produktus un
pakalpojumus. Tas viss veido savstarpgji saistitu sist€ému, kas ietekmé patérétaju ilgtsp€jigu
pirkSanas 1émumu veidoSanos, tadél So procesu nav iesp&ams skaidrot tikai ka individualu
patérétaja izveli vai linearu pirkSanas lémuma pienemsSanas secibu, tas ir daudzdimensionals
process, kura mijiedarbojas informativie, socialas un mediju ietekmes, uzticeéSanas un uztvertas
ilgtspgjas, ka art ekonomiski strukturalie faktori.

Promocijas darba aktualitate

Digitala marketinga un mediju ekosisteéma arvien vairak nosaka to, ka pateretaji iegtist
informaciju, uztver produktu un pakalpojumu piedavajumu, salidzina alternativas un pienem
pirkSanas lémumus. Tomer digitala marketinga un mediju ekosist€émas ietekme uz paterétaju
ilgtspgjigu pirkSanas [émumu veidoSanos nav viennozimiga - no vienas puses, ta sniedz
uznémumiem iesp&ju mérktiecigak komunicet ilgtsp€jas vertibu, pielagot vestijumus dazadam
patérétaju grupam un veicinat atbildigaku patérinu, no otras puses, personalizacijas mehanismi
un algoritmiski veidota informacijas atlase var pastiprinat uzticéSanas riskus un veicinat
neatbilstibu starp patérétaju attieksmi pret ilgtsp&ju un faktiskajiem pirkSanas [éemumiem. Tadél

patérétaju ilgtspejigu pirkSanas l@émumu veidoSanas ir jaanalizé ne tikai ka individuals
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patérétaja izveles process, bet ar ka digitala marketinga, mediju ietekmes, uztic€Sanas un
ekonomiski strukturalo nosacijumu mijiedarbibas rezultats.

Zinatniskaja literatira paterétaju uzvediba tradicionali analiz€ta, nemot véra
socialekonomiskos, psihologiskos un marketinga faktorus, tostarp attiecksmes, motivaciju,
socialas normas, uztveri un pirkSanas nodomus (Vijayalakshmi, et al.2018, Melnyk, et al.,
2022). Tomer paterétaju ilgtsp&jigu pirkSanas 1€émumu veidoSanas digitala marketinga un
mediju ekosisteémas konteksta joprojam ir pétita fragmentari. (La Ragione, et al., 2026, Rosario
et.al., 2025) Ilgtspejiga paterina petijumos biezi dominé attiecksmju, vertibu un nodomu analize,
savukart digitala marketinga p&tijumos lielaka uzmaniba tiek pievérsta tehnologisko risinajumu
efektivitatei, paterétaju iesaistei un komunikacijas rezultativitatei. (Syed et al.,2024)L1dz ar to
ilgtspgjas, paterétaju uzvedibas teorijas, digitala marketinga, mediju ekosist€mas ietekmes un
pirkSanas 1émumu veidoSanas aspekti nereti tiek analizéti atseviski, nevis vienota skaidrojosa
ietvara. Lidz ar to promocijas darba aktualitati nosaka nepiecieSamiba izstradat empiriski
pamatotu modeli, kas skaidro digitala marketinga un mediju ekosist€émas ietekmi uz patérétaju
ilgtsp@jigu pirkSanas 1émumu veidoSanos.

Nemot veéra identific€tos pétniecibas trikumus, promocijas darba aktualitati nosaka
nepiecieSamiba paplaSinat izpratni par paterétaju ilgtspgjigu pirkSanas l@émumu veidoSanos
digitala marketinga un mediju ekosisteémas ietekmeé. Tas nosaka ST promocijas darba aktualitati
gan teorctiska, gan praktiska aspekta. Teorétiski petijums paplasina izpratni par paterétaju
ilgtsp&jigu pirkSanas Iémumu veidoSanos digitala marketinga un mediju ekosisteéma, savukart
praktiski tas sniedz pamatu uznémumiem, politikas veidotajiem un citam iesaistitajam pusém
veidot uzticamaku, parskatamaku un ilgtsp€jigu patérinu veicinosu komunikaciju.

Promocijas darba pétijuma objekts: paterétaju ilgtspgjigu pirkSanas I[€mumu
veidoSanas.

Pétijuma priekSmets: digitala marketinga un mediju ekosisteémas ietekme uz pateretaju
ilgtsp€jigu pirkSanas [émumu veidoSanos.

P&tijuma merkis: izpetit un novertét digitala marketinga un mediju ekosistémas ietekmi
uz patérétaju ilgtsp&jigu pirkSanas lémumu veidoSanos un, balstoties uz zinatnisko rakstu
teor€tiskajiem un empiriskajiem rezultatiem, izstradat empiriski pamatotu paterétaju ilgtsp€jigu
pirkSanas lémumu veidoSanas modeli digitala marketinga un mediju ekosistémas konteksta.

Izvirzita darba mérka sasniegSanai ir pakartoti sekojosi darba uzdevumi:

1. Izanalizet ilgtsp€jiga pat€rina, paterétaju pirkSanas l@mumu veidoSanas, digitala
marketinga un mediju ekosist€tmas teorétiskas pieejas, izveidojot teorétisko
pamatojumu patérétaju ilgtsp€jigu pirksanas lémumu veidosanas izpétei.
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2. Pamatot promocijas darba metodologisko pieeju un pétijjuma dizainu, raksturojot
pétijuma posmu, izmantoto metozu un izstradato zinatnisko rakstu savstarp€jo sasaisti.

3. Empiriski analizet digitala marketinga un mediju ekosist€mas ietekmi uz paterétaju
ilgtsp&jigu pirkSanas [emumu veidoSanos, izvertgjot to digitalas informacijas un digitala
marketinga, socialas un mediju ietekmes, uztic€Sanas un uztvertas ilgtsp&jas, ka ari
ekonomiski strukturalaja dimensija.

4. lIzstradat empiriski pamatotu modeli, kas skaidro digitala marketinga un mediju
ekosistemas ietekmi uz paterétaju ilgtsp€jigu pirksanas lémumu veidosanos, integréjot
un sistematizg€jot izstradato zinatnisko rakstu teorétiskos un empiriskos rezultatus.

5. lIzstradat secinajumus un priekslikumus par digitala marketinga un mediju ekosist€émas
izmantoSanu paterétaju ilgtspgjigu pirkSanas 1€mumu veidoSanas veicinasanai,
pamatojot promocijas darba zinatnisko un praktisko rezultatu nozimi.

Lai sasniegtu promocijas darba izvirzito mérki, autore izvirza hipotezi: digitala
marketinga un mediju ekosist€émas ietekme uz paterétaju ilgtspgjigu pirkSanas 1€mumu
veidoSanos ir daudzdimensionala un izpauzas digitalas informacijas un digitala marketinga,
socialas un mediju ietekmes, uztic€Sanas un uztvertas ilgtsp&jas, ka ar1 ekonomiski strukturalas
dimensijas savstarp&ja mijiedarbiba.

Promocijas darba meérka sasniegSanai izmantotas visparpienemtas ekonomikas un
vadibzinatnes pétijumu metodes:
Visparzinatniskas pétijuma metodes:

e monografiska jeb aprakstosa metode, izmantota, lai sniegtu sistematiz€tu un padzilinatu
priekSstatu par ilgtsp€jiga patérina, patérétaju pirkSanas lémumu veidoSanas, digitala
marketinga un mediju ekosist€émas teorétiskajiem aspektiem, balstoties uz zinatniskas
literattiras, politikas dokumentu un ieprieks veikto pétijumu analizi;

e grafiska metode, izmantota, lai vizuali att€lotu empirisko datu raksturojoSos raditajus,
petijuma posmus, galvenads analizes dimensijas un izstradato patérétaju ilgtspejigu
pirkSanas lémumu veidoSanas modeli;

e analizes un sint€zes metode, izmantota, lai analiz€tu atseviskas teor€tiskas pieejas,
empiriskos rezultatus un septinu zinatnisko rakstu ieguldijumu, tos apvienojot integréta
teorétiskaja un empiriskaja pamatojuma patérétaju ilgtsp&jigu pirkSanas lemumu
veidoSanas skaidrosSanai;

e sistematizacijas un visparinasanas metode, izmantota, lai sakartotu pétijuma rezultatus

Cetras analizes dimensijas, taja skaitd informativaja, socialas un mediju ietekmes,
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uztic€Sanas un uztvertas ilgtsp&jas, ka arT ekonomiski strukturalaja dimensija, un
noteiktu to savstarp€jo sasaisti modela izstrades procesa;

analitiskas interpretacijas metodes, izmantotas ka paligmetodes, lai strukturéti
interpretétu peétijuma rezultatus un novertétu argjos faktorus, kas ietekmé paterétaju
ilgtsp&jigu pirkSanas lémumu veidoSanos digitala marketinga un mediju ekosistémas

konteksta.

Kvantitativas statistiskas petijuma metodes:

aprakstosa statistika izmantota respondentu socialdemografiska raksturojuma, digitalas
uzvedibas paradumu, ilgtsp&jas uztveres un pirkSanas l@mumu veidoSanas aspektu
raksturo$anai;

sakaribu un korelacijas analize izmantota, lai analiz€tu sakaribas starp digitala
marketinga uztveri, mediju lietoSanas paradumiem, uzticéSanos ilgtsp&jas informacijai,
uztverto ilgtsp&ju un paterétaju ilgtsp&jigu pirksanas [emumu veidosanos;

statistiski nozimigu atSkiribu parbaude izmantota, lai izvertetu atSkiribas patérétaju
ilgtspgjigu pirkSanas lémumu veidoSanas faktoros atkariba no respondentu
socialdemografiskajam pazimém un digitalas uzvedibas raksturojuma.

datu modelésanas metodes:

pirkSanas 1émumu veidoSanas procesa modeléSana, izmantota, lai analiz€tu paterétaju
ilgtspejigu pirkSanas lemumu veidoSanos ka daudzdimensionalu procesu digitala
marketinga un mediju ekosisteémas konteksta, identificgjot nozimigakos faktorus un to
savstarpgjas sakaribas;

konceptuala modela izstrade, izmantota, lai, balstoties uz teor€tiska pamatojuma,
empiriska pétijjuma un zinatnisko rakstu rezultatu integraciju, izstradatu empiriski
pamatotu paterétaju ilgtsp€jigu pirkSanas lémumu veidoSanas modeli.

aptaujas metode:

aptauja, izmantota ka empirisko datu ieguves metode, lai noskaidrotu patérétaju
viedoklus, attieksmi, digitalas uzvedibas paradumus, uzticéSanos ilgtsp€jas informacijai
un ilgtsp&jigu pirkSanas lémumu veidoSanas pieredzi digitala marketinga un mediju

ekosistemas konteksta.

Kvalitativas pétijuma metodes:

ekspertu intervijas, izmantotas, lai padzilinati interpretétu empiriskos rezultatus,
izvertetu digitala marketinga un mediju ekosisteémas ietekmi uz paterétaju ilgtsp&jigu

pirkSanas lémumu veidoSanos un pamatotu izstradata modela interpretaciju.
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Darba zinatniska novitate

Pamatojoties uz teortiskaja analiz€ konstatéto IidzSingjo pétijumu fragmentaro

raksturu, autores zinatnisko pienesumu veido patérétaju ilgtsp€jigu pirkSanas lémumu

veidoSanas jédziena preciz&jums, integréta analitisko dimensiju sist€ma, empiriski pamatotas

savstarpgjas saiknes un petijuma rezultatu sint€ze konceptuala modeli, taja skaita:

1.

Preciz&ts un zinatniski pamatots patrétaju ilgtspejigu pirkSanas lémumu veidoSanas
jédziens digitala marketinga un mediju ekosistémas konteksta, nosakot ta saturu un vietu
ilgtsp&jiga paterina teorétiskaja ietvara un skaidrojot to ka daudzdimensionalu procesu,
kura savstarp€ji mijiedarbojas digitala informacija, uztverta ilgtsp&ja, uzticeSanas un
ilgtsp&jiga pirkuma istenoSanas nosacijumi.

Izstradata integréta analitisko dimensiju sist€éma patérétaju ilgtsp&jigu pirkSanas
lémumu veidoSanas izpétei, kas vienota analitiska ietvara sasaista digitalas informacijas
un digitala marketinga, socialas un mediju ietekmes, uztic€Sanas un uztvertas ilgtsp&jas,
ka ar1 ekonomiski strukturalo dimensiju, paplaSinot 1idzsingjo fragmentaro pieeju §1
procesa analizei un laujot skaidrot ne tikai atsevisku faktoru nozimi, bet ari to
savstarpgjo sasaisti pirkSanas lémuma veidoSanas procesa.

Empiriski pamatota digitala marketinga un mediju ekosisteémas ietekme uz paterétaju
ilgtspejigu pirkSanas lémumu veidoSanos, identificgjot informacijas pieejamibas un
parskatamibas, socialas un mediju ietekmes, uztic€Sanas, uztvertas ilgtsp€jas, cenas,
pieejamibas un salidzinamibas nozimi pirk$anas [émumu veidoSanas procesa.
Izstradats empiriski pamatots integrétais modelis patérétaju ilgtsp€jigu pirkSanas
léemumu veidoSanas skaidroSanai digitala marketinga un mediju ekosistéma, sintez&jot
septinu zinatnisko rakstu teorétiskos un empiriskos rezultatus.

Promocijas darbam ir biitisks tautsaimniecisks nozimigums, jo taja analizéta digitala

marketinga un mediju ekosist€émas ietekme uz paterétaju ilgtsp€jigu pirkSanas l€mumu

veidoSanos, kas ir nozimigs priekSnosacijums ilgtsp€jiga paterina, atbildigas uznémeéjdarbibas

un ilgtspejigas ekonomikas attistibai. Petijjuma rezultati sniedz praktiski izmantojamu izpratni

par faktoriem, kas ietekm@ pat€rétaju sp&ju atpazit, izvertet un istenot ilgtsp&jigus pirkSanas

lemumus digitala marketinga un mediju ekosistémas konteksta. Promocijas darba izstradatais

empiriski pamatotais modelis ir izmantojams uznémeéjdarbiba ka atbalsta instruments digitala

marketinga pilnveidoSanai un patérétajiem saprotamakas, parskatamakas un uzticamakas

ilgtspgjas komunikacijas veidosana.
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Tautsaimnieciskais nozimigums izpauZas Sados aspektos:

Uznémejdarbibas un digitala marketinga praksé pétijjuma rezultati sniedz pamatu
meérktiecigakai digitala marketinga un mediju komunikacijas veidoSanai, palidzot
uznémumiem skaidrak komunicét produktu un pakalpojumu ilgtspgjas aspektus un
veicinat patérétaju uztic€Sanos ilgtspejas informacijai.

llgtspejas komunikacijas pilnveidé petijjums pamato informacijas pieejamibas,
parskatamibas, uztveramas ticamibas un socialas un mediju ietekmes nozimi patérétaju
ilgtsp&jigu pirkSanas l€émumu veidoSanas procesa. Tas lauj veidot paterétajiem
saprotamaku un pamatotaku ilgtsp&jas komunikaciju digitala marketinga un mediju
ekosisteéma.

Digitala marketinga un mediju ekosistémas loma ilgtsp&jiga pat€rina veicinasana
pétijuma rezultati skaidro, ka informacijas pieejamiba, sociala un mediju ietekme,
uztic€Sanas, uztverta ilgtspgja un ekonomiski strukturalie faktori var veicinat vai
ierobezot paterétaju ilgtsp&jigu pirkSanas 1@émumu veidoSanos, Tpasi situacijas, kad
pastav neatbilstiba starp pozitivu attiecksmi pret ilgtsp&ju un faktisko pirkSanas [emumu.
Empiriski pamatota modela praktiskaja izmantoSana promocijas darba izstradatais
modelis ir izmantojams ka atbalsta instruments digitala marketinga, ilgtsp&jas
komunikacijas un paterétaju iesaistes pilnveidei, palidzot uzn€mumiem labak izprast
faktorus, kas ietekm& paterétaju ilgtspgjigu pirkSanas l€émumu veidoSanos.
AizstaveSanai izvirzitas tezes:

Paterétaju ilgtspejigu pirkSanas l@émumu veidoSanas digitala marketinga un mediju
ekosistema nav linears individualas izvéles process, bet gan digitalas komunikacijas,
mediju ietekmes, uzticéSanas un pirkuma istenoSanas nosacijumu mijiedarbibas
rezultats.

Digitala marketinga un mediju ekosistema ietekmé ne tikai patérétaju informétibu, bet
ar1 ilgtsp€jas informacijas uztveri, interpretaciju un izvertéSanu, tadejadi veidojot
priekSnosacijumus patérétaju ilgtspejigu pirkSanas lémumu veidosanai.

Neatbilstiba starp patérétaju pozitivu ilgtsp€jas noveérte¢jumu un konkrétu pirkSanas
lémumu veidojas digitala marketinga un mediju ekosistemas ietekmé&, kur bitiska
nozime ir ilgtsp&jas informacijas uzticamibai, uztvertajai ilgtsp&jai un ekonomiski
strukturalajiem nosacijumiem.

Paterétaju ilgtspejigu pirkSanas 1@émumu veidoSanas digitala marketinga un mediju
ekosistema struktur€jas Cetras savstarp&ji saistitas dimensijas, kuras atklaj digitalas
informacijas un digitala marketinga, socialas un mediju ietekmes, uzticéSanas un
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uztvertas ilgtsp&jas, ka arT ekonomiski strukturalo nosacijumu nozimi ilgtsp€jigu

pirkSanas [émumu veidoSana.

Pétijjumam ir noteikti ierobeZojumi

Promocijas darba rezultati interpret€jami, nemot véra pétijuma tematisko, empirisko un
metodologisko pieeju. Pirmkart, pétijums koncentréjas uz digitala marketinga un mediju
ekosisteémas ietekmi uz patérétaju ilgtspejigu pirksanas Iémumu veidosanos, tadejadi nevar biit
attiecinams uz patérétaju uzvedibu kopuma. Otrkart, empiriskie dati raksturo respondentu
viedoklus, attieksmi, uztveri un pasnovert€tu pieredzi, bet neietver tieSi noverotu faktisko
darfjumu datu analizi. Treskart, mediju ekosistéma promocijas darba analizéta ka digitala
marketinga un patérétaju informacijas ietekmes vide, nevis ka atsevisku mediju grupu, kanalu
vai platformu struktiiras padzilinata izp&te. Tad€l darba netiek atseviski analizéta katras mediju
grupas, mediju kanala vai platformas specifiska loma paterétaju ilgtsp€jigu pirkSanas I€mumu
veidoSanas procesa. Ceturtkart, ekonomiski strukturala dimensija darba aplukota ka papildinosa
dimensija, kas raksturo pat€rétaju uztvertos pirkSanas l@émuma TstenoSanas nosacijumus, taja
skaitd cenas uztveri, produktu pieejamibu, informacijas salidzinamibu un pirkuma &rtumu,
nevis ka patstaviga ekonomisko kategoriju analize. Tadgjadi promocijas darba netiek veikta
padzilinata ekonomisko kategoriju analize, piem&ram, cenas, ienakumu, izmaksu, cenu
elastibas vai tirgus struktiiras izp&te. Piektkart, izstradatais modelis ir interpret€§jams ka
empiriski pamatots konceptuals ietvars, nevis ka universals prognozesanas instruments. Miné&tie
ierobeZojumi preciz€ promocijas darba rezultatu interpretacijas robezas un vienlaikus lauj
skaidri noteikt pétijuma ieguldijumu digitala marketinga un mediju ekosistemas ietekmes uz
patérétaju ilgtspejigu pirkSanas lemumu veidoSanos izpéte.

Apkopojot IidzSin€jo pétijumu virzienus, secinams, ka ilgtsp€jiga patérina literatiira
galvenokart analizeta patérétaju attieksme, vertibas un pirkuma nodoms, digitala marketinga
pétijumos — informacijas redzamiba un patérétaju iesaiste, mediju ekosistémas pétijumos —
sociala un platformu ietekme, savukart uztic€Sanas un uztvertas ilgtsp&jas pé€tijumos —
informacijas ticamibas nozime. Sie pétfjumu virzieni sniedz biitiskas, bet fragmentaras atzinas,
jo nepietickami skaidro, ka digitala informacija, sociala un mediju ietekme, uzticéSanas,
uztverta ilgtsp&ja un pirkuma istenoSanas nosacijumi savstarp&ji sasaistas vienota patérétaju
ilgtsp€jigu pirkSanas lémumu veidoSanas procesa. Promocijas darbs So zinatnisko trikumu
risina, integréjot minétos aspektus Cetru savstarp€ji saistitu dimensiju sistéma un empiriski

pamatota konceptuala modeli.
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1. Teoretiskais pamatojums patéréetaju ilgtspejigu pirkSanas lemumu
pienemsanai digitala marketinga un mediju ekosistema

Saja nodala izstradats promocijas darba teordtiskais pamatojums skaidro patérétaju
ilgtsp&jiga pirkSanas [émuma veidosanos digitala marketinga un mediju ekosisteéma. Teoretiska
argumentacija veidota secigi, sakot ar ilgtsp€jigas attistibas vispargjas pieejas un ilgtspejiga
patérina teorétisko pamatu, turpinot ar patérétaju uzvedibas un attiecksmes-ricibas plaisas analizi
un apliukojot digitala marketinga un mediju ekosisttmas nozimi informacijas pieejamiba,
uztveré un paterétaju lémumu veidosanas procesd. Nodala ipasa uzmaniba pieversta
uzticeSanas, informacijas ticamibas un uztvertas ilgtsp&jas lomai, jo Sie elementi skaidro, ka
digitalaja vidé pieejama informacija kliist par pamatu ilgtsp&jiga patérina izvélei. Teorétiskais
pamatojums balstits promocijas darba ieklautajos zinatniskajos rakstos, kuros pakapeniski
analiz€ta ilgtsp&jiga attistiba un zalais marketings (Raksts I), patérétaju uzvediba un attieksmes-
ricibas plaisa (Raksts II), digitalas informacijas pieejamiba un SEO (Raksts III), mediju
ekosisteémas ietekme (Raksts 1V), digitalo mediju, eWOM, jeb elektroniskas mutvardu
komunikacijas un uzticé$anas nozime (Raksts V), uztverta ilgtsp&ja un paterétaju uzticéSanas
(Raksts V1), ka arT integréts paterétaju ilgtspejiga pirkSanas lémuma veidosanas modelis digitala

marketinga un mediju ekosistéma (Raksts VII).

1.1. Ilgtspejigas attistibas visparéja pieeja un teorétiskais pamats ilgtspejiga pateérina
izpete

Ilgtspejigas attistibas jédziens misdienu zinatniskaja diskusija tiek skatits ka
fundamentals attistibas ietvars, kurd ekonomiska izaugsme nav vert€jama atrauti no vides
kvalitates, dabas resursu saglabasanas un sabiedribas labklajibas. Visparpienemta Bruntlandes
komisijas definicija nosaka, ka ilgtsp€jiga attistiba ir attistiba, kas apmierina misdienu
vajadzibas, neapdraudot nakamo paaudZu sp&ju apmierinat savas vajadzibas (Hajirasouli, A.,
& Kumarasuriyar, A., 2016). ST definicija ir kluvusi par starptautiskas politikas un zinatniskas
izpe€tes atskaites punktu, un tas nozime nav mazinajusies ari musdienu globalo izaicinajumu,
taja skaita klimata parmainu, biologiskas daudzveidibas zuduma un resursu izsik$anas
konteksta. Apvienoto Naciju Organizacijas (ANO) 2030. gada ilgtsp€jigas attistibas
programma ar 17 ilgtsp&jigas attistibas merkiem (SDGs) ir Sis pieejas institucionala izpausme,
kas pamato ilgtsp€jigu attistibu ka globalu prioritati ekonomiskaja, socialaja un vides politika
(UNEP, 2011). (Raksts I)

Ilgtsp€jigas attistibas teoretiskais pamats balstas tris savstarpgji saistitas un vienlidz

nozimigas dimensijas: vides, socialaja un ekonomiskaja. Vides dimensija ietver dabas kapitala
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saglabasanu, siltumnicefekta gazu emisiju samazinasanu un resursu efektivu izmantosanu, kas
ir priekSnoteikums ilgtermina ekologiskajai noturibai. Sociala dimensija attiecas uz
cilvékkapitala attistibu, socialo ieklausanu, veselibu un izglitibu, uzsverot, ka ilgtsp&jiga
attistiba nav iesp&jama bez taisnigas un ieklaujoSas sabiedribas veidoSanas. Ekonomiska
dimensija savukart ietver stabilu izaugsmi, uznéméjdarbibu un tirgus attistibu tada veida, kas
neapdraud par€jo divu dimensiju mérkus. Zinatniskajos pétijumos tiek uzsverts, ka §is tris
dimensijas nav skatamas izol&ti un to sistémiska mijiedarbiba veido ilgtsp&jigas attistibas
butibu, un tiesi §1 mijiedarbiba nosaka, ka sabiedriba razo, patéré un parvalda resursus (Sachs,
2015; Rockstrom et al., 2009). Tade] ilgtsp&jigas attistibas mérku sasniegSana prasa ne tikai
politiskus 1@mumus, bet arT fundamentalu sabiedribas transformaciju, kas nosaka parmainas
ekonomiskajos modelos, uznéméjdarbibas praks€, paterétaju uzvediba un kopgja izpratné par
izaugsmi ka tadu, parejot no kvantitativas izaugsmes paradigmas uz kvalitativu, vertibas balstitu
attistibu (D’ Amato, Korhonen, 2021). (Raksts I)

Ilgtsp&jigas dimensijas nozimes noteikSana ekonomikas attistiba ir kluvusi par vienu no
centralajiem konceptualajiem ietvariem, kas piedava sist€misku pieeju ekonomiskas izaugsmes
un vides ilgtsp&jas Iidzsvarosanai. ANO Vides programma ka ilgtsp€jigas attistibas butiskako
priek$nosacijumu nosaka zalas ekonomikas attistibu un definé to ka ekonomisku sistému, kas
veicina cilvéku labklajibu un socialo vienlidzibu, vienlaikus biitiski samazinot vides riskus un
ekologiskos zaudéjumus (UNEP, 2011). Tas nozim& ka ilgtsp€jiga attistiba nav pretruna
ekonomiskajai izaugsmei, bet gan nozimé tas kvalitativu parveidi, kura raZoSanas, paterina un
tirgus darbibas principi tiek pielagoti vides un socialajiem nosacijumiem un ierobeZojumiem.
(OECD, 2019). Tas norada, ka ilgtsp&jigas attistibas konceptualais ietvars misdienu
zinatniskaja literatura tiek skatits ka integréta pieeju sist€ma, kur zala ekonomika, aprites
ekonomika un bioekonomikas koncepcijas papildina viena otru, veidojot visaptveroSu parejas
modeli uz ilgtsp&jigu sabiedribu. P&tnieki norada, ka o pieeju stratégiska integracija lauj veidot
sistémisku atbildi uz vides un ekonomiskajiem izaicinajumiem, kura patérina modelu parveide
ir neatnemama sastavdala (Damato & Korhonen, 2021; Georgeson et al., 2017). Sis teorétiskais
pamats ir nozimigs promocijas darba konteksta, jo tas pamato, kap€c patérétaja [lémums ir ne
tikai individuala izvéle, bet ar1 plasakas ekonomiskas transformacijas elements. (Raksts I)

Ilgtspejigs paterin§ zinatniskaja literattira tiek definéts ka pre€u un pakalpojumu
izmantoSana, kas atbilst cilvéku pamatvajadzibam un nodroSina dzives kvalitati, vienlaikus
samazinot dabas resursu izmantoSanu, toksisko vielu emisijas un atkritumu rasanos, lai
neapdraudétu nakamo paaudzu vajadzibas (UNEP, 2001; Lorek & Spangenberg, 2014).

P&tnieki Micauds un Lerena uzsver, ka ilgtsp&jigas attistibas mérku sasniegSana prasa bitiskas
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izmainas pat€rétaju radot nepiecieSamibu parskatit esoSos paterina modelus, arT pétnieks Haba
un Iidzautori norada, ka patérétaju uzvedibas maina ir ne tikai individuala atbildiba, bet ari
politikas, uznémumu strat€giju un socialo normu kopigas ietekmes rezultats (Michaud &
Llerena, 2017; Haba et al., 2023). (Raksts I)

Analizgjot teoretisko literatiiru par ilgtsp&jigu patérinu, paradas biitiskas pretrunas starp
paterétaju paustajam vertitbam un paterétaju faktisko ricibu. P&tijumi rada, ka paterétaji, kuri
pauz pozitivu attieksmi pret vides aizsardzibu un ilgtsp&u, ne vienmér veic ilgtsp&jigus
pirkumus (Carfora et al., 2019; Amin, 2021). So paradibu zinatniskaja literatira apzimé ka
attieksmes-ricibas plaisu (attitude-behaviour gap), kuras veidosanos nosaka komplekss c€lonu
kopums, taja skaita augstaka cena, nepietickama produktu pieejamiba, informacijas trukums,
uzticg$anas problémas un socialo normu ietekme (Eurobarometer, 2024). S1 pretruna parada, ka
ilgtsp&jigs patérin$ neizriet tieSi no patérétaja vertibam un atticksmes, bet gan ir sarezgits
lémumu pienemsSanas process, kuru ietekmé gan ekonomiskie, gan socialie, gan informacijas
faktori. (Raksts I, Raksts II)

Digitalais marketings un uznémumu komunikacija klist par butisku saikni starp
ilgtsp€jigas attistibas principiem un paterétaju izvélém. Zinatniskaja literatiira tiek uzsverts, ka
ilgtsp&jigas pirkSanas uzvedibas veicinasana prasa mérktiecigas komunikacijas stratégijas, kas
paaugstina pateérétaju vides apzinu un padara ilgtsp€jigus produktus un pakalpojumus pieejamus
un saprotamus (Kaur et al., 2022; Reddy et al., 2023). Tomér §1 pieeja ir javerte kritiski, jo
marketinga primara funkcija ir stimulét pieprasijjumu un palielinat paterinu, savukart
ilgtsp&jigas attistibas mérki prasa patérina modelu parskatisanu. ST konceptuala pretruna, kur
marketings paradas gan ka patérina stimulators, gan ka ilgtsp€jas veicinatajs, ir identificeta ka
butisks teoretisks izaicinajums zinatniskajos petijumos. (Groening et al., 2018; Lorek &
Spangenberg, 2014). Misdienu digitalaja vide §1 pretruna klist vél sarezgitaka, jo digitalais
marketings, kas caur socialajiem medijiem, mekl&tajprogrammu optimizaciju, influenceru jeb
ietekmétaju komunikaciju un elektroniski izplatito komunikaciju, rada gan jaunas iesp€jas
ilgtsp&jigas uzvedibas veicinasanai, gan jaunus riskus patérétaju maldinasanai ar nepamatotiem
“zalajiem” apgalvojumiem (za/maldinasana). (Raksts II)

Autore secina, ka tadgjadi ilgtspejiga attistiba Saja promocijas darba veido makro [imena
teorétisko pamatu, kas pamato nepiecieSamibu analiz€t patrinu ne tikai ka ekonomisku
darbibu, bet ka vides, socialo un ekonomisko seku kopumu. Tas norada uz nepiecieSamibu
skatit paterinu ka sist€émisku paradibu, kas saistita ar plasakiem ekonomiskajiem, socialajiem

un komunikacijas procesiem. Tie$i So starpposmu, taja skaita attieksmes veidoSanas, ricibu
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ietekm&joSo faktoru un attiecksmes-ricibas plaisu, padzilinata analize atspogulota pé&tijuma

turpmakajas nodalas.

1.2. Pateretaju uzvediba un attieksmes-ricibas plaisa ilgtspejiga paterina konteksta

Ilgtsp&jigas attistibas teorétiskais ietvars nosaka nepiecieSamibu mainit paterina
modelus sabiedribas Itment, tomér §1 parmaina faktiski realiz€jas vai nerealizgjas individuala
patérétaja 1émumu pienemsSanas procesa. Ta teorctiska analize Saja posma tiek virzita no
ilgtsp€jigas attistibas normativa ietvara uz patérétaja uzvedibas daudzfaktoru raksturu.
Zinatniskaja literatiira patérétaju uzvediba ilgtsp&jiga paterina konteksta tiek skatita ka process,
kura mijiedarbojas atticksme, vertibas, informacijas pieejamiba, uzticeSanas, uztverta ilgtspgja,
cena, produkta pieejamiba, socialas normas un ieradumi (Amin, 2021; Carfora et al., 2019).
(Raksts IT) Sads skatfjums nozimé, ka ilgtsp&jigs patérin$ nav reducgjams tikai uz patérétaja
vides apzinu vai moralo motivaciju, bet tas ir sociali, ekonomiski un psihologiski nosacits
process, kura izpratne prasa integrétu teor€tisku pieeju. Petijumu posmu analize, kas ietver
attieksmes veidoSanas, ricibu ietekmgjoSo faktoru un attieksmes-ricibas plaisas veidoSanas, ir
apkopota $aja apaksnodala.

Saja promocijas darba ilgtspéjigs patérins, patérétaju ilgtspgjigu pirksanas lemumu
veidoSanas, ilgtsp€jigs pirkSanas 1€émums un ilgtsp&jigs pirkums netiek lietoti ka sinonimi.
Ilgtspejigs paterin$ tiek skatits ka plaSakais teorétiskais konteksts, kas raksturo patérina
modelu un paterétaju ricibas atbilstibu vides, socialajiem un ekonomiskajiem ilgtsp€jas
principiem (UNEP, 2011.). Savukart patérétaju ilgtspejigu pirkSanas léemumu veidoSanas
Saja darba apzimé konkrétu 1émuma Itmena procesu, kura patérétajs digitala marketinga un
mediju ekosisteéma ieglst, interpreté un izverté ilgtsp&jas informaciju un tas ietekmé veido
pirksanas 1@mumu (Dermody, et.al., 2018.) Ilgtsp€éjigs pirkSanas lémums ir konkréta izvele
par labu produktam vai pakalpojumam, nemot véra ne tikai ekonomiskos un funkcionalos
apsverumus, bet ar1 vides, socialos un ilgtsp&jas kriterijus (UNEP, 2011.) Savukart ilgtspéjigs
pirkums ir §1 lémuma praktiski Tstenots rezultats, t. i. preces vai pakalpojuma iegade, kas veikta,
nemot veéra ilgtspgjas kriterijus. Tade] turpmak promocijas darba ka galvenais pétijuma jédziens
lietots termins “patérétaju ilgtspéjigu pirksanas lemumu veidoSanas”, bet 1lgtsp€jigs patering

skaidrots ka plaSaks teorétiskais ietvars. Galveno jédzienu skaidrojumi apkopoti 1.1. tabula.
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1.1.tabula

Promocijas darba lietoto galveno jeédzienu skaidrojums un savstarpg&ja saistiba

Termins Skaidrojums
Plass teorétiskais konteksts:
Ilgtspejigs paterin$ patérina modeli, vertibas, riciba, vides, socialie un

ekonomiskie ilgtsp&jas principi.

Plass uzvedibas un [emumu kopums:

Patérétaju uzvediba attieksme, motivacija, uztvere, ieradumi, socialas normas un
izv€les nosacijumi.

Pateretaju ilgtspejigu Promocijas darba centralais process:
pirkSanas léemumu informacijas iegliSana, interpretacija, izvertésana, uztic€Sanas
veidoSanas un ilgtsp&jas uztveres veidosanas.

Konkréta izvéle:

Ilgtspejigs pirksanas lémums izveleties produktu vai pakalpojumu, nemot véra

lemums ilgtsp&jas kriterijus.
Istenota riciba / rezultats:

Iigtspéjigs pirkums preces vai pakalpojuma iegade, balstoties uz ilgtspgjas
krit€rijiem.

Avots: Autores veidots

Paterétaju uzvedibas teorétiskais pamats ilgtsp&jiga patérina p&tijumos balstas vairakos
savstarp&ji papildinoSos teorétiskajos ietvaros. Planotas uzvedibas teorija (7heory of Planned
Behaviour) uzsver, ka uzvedibu nosaka attieksme, subjektivas normas un uzvedibas kontroles
uztvere, un ta ir plasi izmantota, lai skaidrotu, kapec pozitiva attieksme pret ilgtsp&ju ne vienméer
noved pie atbilstoSas ricibas (Ajzen, 1991). Vertibu un uzskatu normu teorija (Value-Belief-
Norm Theory) savukart akcentg, ka paterétaju uzvediba izriet no individa vertibu sist€émas,
ekologiskajiem uzskatiem un moralajam normam, tomér §1 k€de var tikt partraukta dazados
posmos strukturalu vai situativu faktoru ietekmeé (Stern, 2000). Patérina [emumu pienemsanas
petijumi rada, ka racionalas izv€les apsveérumi, uzvedibas paradumi, normativa ietekme, ka ar1
emocionalie un kognitivie faktori visi vienlaikus ietekmé galigo pirkuma lémumu, padarot to
par daudzdimensionalu procesu (Thogersen, 2011; Haba et al., 2023). (Raksts II) Promocijas
darbs nav balstits viena paterétaju lémumu pienemsanas teorija, bet integré savstarpgji
papildinosas teorétiskas atzinas. Planotas uzvedibas teorija skaidro attieksmes, socialo normu
un uztvertas kontroles nozimi 1€muma veidoSana, savukart veértibu un uzskatu normu teorija
pamato vertibu un normativo faktoru lomu ilgtsp&jiga riciba. Promocijas darba §is teorijas tiek
paplaSinatas digitala marketinga un mediju ekosistemas konteksta, analiz€jot ar1 digitalas
informacijas, socialas un mediju ietekmes, uztic€Sanas, uztvertas ilgtspéjas un ekonomiski

strukturalo nosacijumu nozimi. (Aizjen, 1991,Stern, 2000).
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Lai gan apliikotas teor&tiskas pieejas skaidro butiskus patérétaju uzvedibas aspektus,
neviena no tam atseviski pilniba neaptver digitala marketinga un mediju ekosistémas ietekmi
uz paterétaju ilgtsp&jigu pirkSanas [émumu veidosanos. Tadg€l promocijas darba Sis pieejas tiek
savstarpgji papildinatas un sasaistitas ar digitalas informacijas, socialas un mediju ietekmes,
uztic€Sanas, uztvertas ilgtsp&jas un ekonomiski strukturalo nosacijumu analizi.

Iigtsp&jiga pirkSanas l€émuma veidoSanas zinatniskaja literatira tiek skaidrota ka
process, kura patérétajs izverte videi draudzigu, &tiski razotu vai sociali atbildigu produktu un
pakalpojumu izvéles iesp&jas (Bangsa & Schlegelmilch, B, 2020). Tas ir saistits ar ilgtsp&jiga
pirkuma izpratni, kur ilgtsp&jigs pirkums tiek raksturots ka videi draudzigu, €tiski razotu vai
sociali atbildigu produktu izvéle, ar kuras palidzibu paterétajs praktiski isteno ilgtspejigas
attistibas principus individuala limeni (Michaud et al., 2017). Empiriskie p&tijumi parada, ka pat
patérétaji ar augstu vides apzinu bieZi neveic ilgtsp&jigus pirkumus ikdienas dzive, jo praktiskie
apstakli (cena, produkta pieejamiba u.c.) pirkuma bridi var klit nozimigaki par deklarétajam
vertibam (Carfora et al., 2019; Eurobarometer, 2024). ST neatbilstiba starp deklarétajam
vertibam, pozitivu attiecksmi pret ilgtsp&ju un faktisko ricibu zinatniskaja literattra tiek
apziméta ka attieksmes-ricibas plaisa (attitude-behaviour gap), un tas izpratne ir bitiska
patérétaju ilgtsp&jigu pirkSanas lemumu veidosanas analizé (ElHaffar et al., 2020; Munro et al.,
2023) (Raksts II).

Attieksmes-ricibas plaisa nav uzskatama par individualas nekonsekvences vai
nepietiekamas vides apzinas izpausmi. Ta ir strukturali un sociali noteikta paradiba, kuras
veidoSanos nosaka vairaki savstarpgji saistiti faktori. Zinatniskajos pétijumos, cena ir viens no
visbiezak identificétajiem SkerSliem ilgtspgjigu produktu iegade. Paterétajs var atbalstit
ilgtsp€jas ideju, tomer, ja ilgtsp€jigs produkts tiek uztverts ka finansiali mazak pieejams, izvele
biezi tiek veikta par labu ekonomiski izdevigakai alternativai (Amin, 2021; Haba et al., 2023).
Papildu pétijumu dati norada, ka cenu jutigums ir 1pasi izteikts noteiktas socialajas grupas, kas
visbiezak atspogulojas gados jaunakajos un vecakajos patérétajos, ka ar1 zemaka ienakumu
Itmena majsaimniecibas. (Bar Am et al., 2023) Tas liecina, ka attieksmes-ricibas plaisa nav
viendabiga, bet gan sociali diferencéta paradiba. (Eurobarometer, 2024) (Raksts I, Raksts II)

Otrs biitisks nosacijums, kas tiek analiz&ts zinatniskajos petijumos ir tas, ka informacijas
nepietickamiba un tas interpretacijas griitibas biitiski ietekmé pat€rétaja sp&u pienemt
informétu ilgtsp&jigu 1lémumu. Ilgtsp€jiga paterina izvéle prasa ne tikai piekluvi informacijai,
bet arT sp&u So informaciju saprast, salidzinat un uzticami interpretét. Ja informacija ir
fragmentara, tehniska, neskaidra vai komerciali motiveta, paterétajs var izvairities no

ilgtsp&jigas izveles, jo nesp€j parliecinaties par produkta realo vertibu, kas nav pamatota tikai
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ekonomiskaja dimensija, bet skar arf socidlo un vides dimensiju. (Thogersen, 2011). Si
probléma ir Tpasi aktuala digitalaja informacijas vidg, kura patérétajs vienlaikus saskaras ar lielu
apjomu dazadu ilgtsp&jas apgalvojumu, kuru ticamibu ir griti noveértét. (Nemes N. et al., 2022)
(Raksts I, Raksts II)

Treskart, zinatniskie p&tijumi uzsver uzticéSanas trikumu ka butisku attieksmes-ricibas
plaisu pastiprinoSu faktoru. Patérétaju atturiba biezi vien nav versta pret ilgtspgjigiem
produktiem ka tadiem, bet gan pret nepietickami pamatotiem vai neparliecinoSiem ilgtsp&jas
apgalvojumiem. Zinatniskaja literatiira plasi dokument@ta paterétaju skepse par eko mark&jumu
autentiskumu un uznémumu patiesajiem nodomiem, kas saistita ar zalmaldinasanu, taja skaita
nepamatotu vai maldinoSu “zalo” apgalvojumu izplatiSanu (Amin, 2021; Carfora et al., 2019).
Tade] uzticeSanas klist par starpposmu starp informaciju un ricibu un, ja paterétajs neuzticas
mark€umam, uznémuma komunikacijai vai informacijas avotam, pozitiva attieksme pret
ilgtsp&ju neparversas pirkuma. (Chen, Y.S., 2013) (Raksts I, Raksts II)

Ceturtkart, ka nozimigs aspekts zinatniskaja literatiira tiek uzsveérta produktu
pieejamiba, kas nosaka, vai paterétaja motivacija vispar var realizéties konkréta izvele.
Paterétajs nevar Tstenot ilgtsp&jigu izveli, ja attiecigais produkts nav pieejams, vai ir parak dargs
un nav pietiekami skaidri identificgjams ka ilgtspgjigs (Lorek & Spangenberg, 2014).
Zinatniskie pétijumi norada, ka $is strukturalais ierobeZojums ir Tpasi nozimigs regionos ar
mazak attistitu ilgtsp€jigu produktu tirgu. (Srivastava, V., 2023) (Raksts II)

Piektkart, socialas normas un vienaudzu ietekme biitiski nosaka patérétaja uzvedibu,
pasi jaunako paaudzu vidi. Zinatniskaja literatiira atzits, ka ilgtsp&jiga pirkSanas izvéle nav
tikai individuals lémums, bet art sociali un kultiiras zina noteikts process (Haba et al., 2023).
gados vecaki patérétaji biezak balstas personiskaja pieredzé un racionalos apsvérumos. Tas
nozimé, ka dazadas socialdemografiskajas grupas attieksmes-ricibas plaisa veidojas atskirigu
faktoru ietekm&, un tas mazinasanai nepiecieSamas meérktiecigi diferenc€tas pieejas.
(Casalegno, C, 2022) (Raksts I)

So teorgtisko argumentu kopums lauj secinat, ka attieksmes-ricibas plaisa ilgtspgjiga
patérina konteksta ir kompleksa un daudzdimensionala paradiba. Ta neizriet tikai no paterétaja
vertibu sistémas vai vides apzinas, bet veidojas ekonomisko, informacijas, uztic€Sanas,
strukturalo un socialo faktoru mijiedarbiba. Ilgtsp&jigs pirkuma I€mums neveidojas ka tieSas
pozitivas attieksmes sekas, kas rodas tikai tad, ja paterétajam vienlaikus ir motivacija, uzticama
informacija, pieejams produkts, pienemama cena un socials atbalsts. (ElHaffar, G, et al., 2020)

So secinajumu apstiprina ari promocijas darba veikta analize, kura konstatgts, ka pat augsta
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informétiba par ilgtspejigiem produktiem ne vienmér noved pie ilgtsp€jiga pirkuma, ja [emumu
doming&josi nosaka cena, pieejamiba vai uztic€Sanas trukums (Raksts I; Raksts II).

Autore secina, ka tadgjadi teoretiskas analizes otraja posma tiek pamatots, ka
attieksmes-ricibas plaisa nav noverSama, vienkarsi palielinot patérétaju informétibu vai vides
apzinu. Tas mazinaSanai nepiecieSams ietekmé&t vairakus faktorus vienlaikus, taja skaita
informacijas kvalitati, uzticamibu, produktu pieejamibu un socialo normu kontekstu. Tiesi Saja
punkta digitala marketinga un mediju ekosisteémas loma kliist nozimiga, jo digitala vide ir ne
tikai informacijas izplatiSanas kanals, bet arT uztic€Sanas veidoSanas, socialas ietekmes un
patérétaja uztveres veidoSanas telpa, kas var gan pastiprinat, gan mazinat attieksmes-ricibas
plaisu.

1.3.Digitala marketinga un mediju ekosistemas ietekme uz patérétaju lemumu
pienemsSanu ilgtspéjiga paterina

Promocijas darba teor&tiskas literatiiras analize liecina, ka paterétaja ilgtsp&jiga riciba
neizriet tiesi no pozitivas attieksmes pret vidi vai ilgtspgjigiem produktiem. Starp attieksmi un
faktisko pirkuma lémumu pastav vairaki posmi un ietekmes faktori, kur nozimiga loma ir
informacijai, tas pieejamibai, interpretacijai, ticamibai un socialajai ietekmei. Tadel promocijas
darba teor€tiskaja pamatojuma nakamais posms ir digitalas vides analize.

Digitalas vides ietekmes analize teorétiskaja literatlira biezi sakas ar informacijas
pieejamibas jautdjumu, kur analizets ka paterétajs ieglst informacijas, kas nepiecieSama
lémuma pienemsSanai (Haridasan et al., 2021; Roscoe et al., 2016). gajé konteksta
meklétajprogrammu optimizacija, jeb SEO, tiek raksturota ka digitala marketinga instruments,
kura uzdevums ir nodroSinat labaku timekla vietnes poziciju meklétajprogrammu rezultatos,
tadejadi palielinot uznémuma vai ilgtsp€jiga piedavajuma redzamibu digitalaja vidé (Clarke,
2018; Sfetcu, 2014). (Raksts I11) Zinatniskaja literattra uzsverts, ka internets butiski ir mainijis
patérétaju informacijas mekleéSanas procesu un pirms pirkuma lémuma pienemsanas pateretaji
arvien biezak izmanto meklétajprogrammas, lai atrastu, salidzinatu un izvertétu produktus vai
pakalpojumus (Reske, 2017; Shenoy & Prabhu, 2016). SEO 8§aja procesa ietekm& ne tikai
timekla vietnes tehnisko atrodamibu, bet ar patérétaja iesp&ju nonakt pie informacijas, kas
nepiecieSama lémuma pienemsSanai. Pateretaju ilgtspeéjigu pirkSanas lemumu veidoSanas
nevar sakties pilnvertigi, ja informacija par ilgtsp€jigu produktu vai pakalpojumu patérétajam
nav atrodama, tadé] SEO ir saistams ar digitalas vides pirmo posmu, kas nosaka informacijas
pieejamibu un ilgtsp€jiga piedavajuma ieklausSanos patérétaja l€mumu pienemsanas procesa.

(Raksts I1I)
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Tomer digitalas vides ietekme nav ierobezojama tikai ar informacijas atrodamibu.
Plasaka teorétiska skatijuma digitala vide tiek skaidrota ka mediju ekosist€ma, kuru jasaprot ka
savstarpgji saistitu mediju, platformu, tehnologiju, algoritmu un lietotaju raditu satura sist€ému,
kas ietekmé cilvéku uztveri, izpratni, vertibas un ricibu (Media Ecology Association, 2022).
Misdienu mediju ekosisttmu veido tradicionalie mediji, timekla vietnes, socialo mediju
platformas, blogi, podkasti un citi digitalas komunikacijas formati, kas darbojas savstarp€ja
mijiedarbiba un ietekmé informacijas razoSanu, izplatianu un patérinu (Lum, 2022). Ipasi
nozimiga ir digitalo platformu mijiedarbiba un algoritmu loma, jo socialo mediju platformas
personalizg saturu, balstoties uz lietotaju intereseém un iepriek$&jo uzvedibu, ka art lidzcilveku
uzvedibu digitalaja vide. Tas liecina, ka digitala vide ne tikai paplaSina informacijas
pieejamibu, bet arT selektivi strukturé to, kada informacija nonak lidz patérétajam, veidojot vina
izpratni par ilgtsp&ju. (Raksts IV )

Mediju ekosisteémas teorétiska nozime promocijas darba pamato to, ka paterétajs
digitalaja vide€ ne tikai mekl€ informaciju, bet pastavigi atrodas informacijas, socialo signalu un
platformu ietekmes lauka (Preiser, 2011; (Thogersen, 2011). Mediju ekosistema lauj padzilinat
iepriek$¢ja apaksnodala analiz€to attieksmes-ricibas plaisu, kas attiecigi pamato, ka digitala
vide klust par telpu, kura Sie faktori tiek pastipinati vai vajinati. (Raksts IV )

Digitalas vides ietekmes analizi talak padzilina elektroniska mutvardu komunikacija jeb
eWOM (electronic word-of-mouth), kas zinatniskaja literatira tiek skatita ka viens no
nozimigakajiem digitalas ietekmes faktoriem patérétaju lémumu pienemsana. Digitalaja vidé
citu pateérétaju pieredze, atsauksmes un rekomendacijas veido socialas informacijas plismu, kas
var ietekm@t produktu uztveri, atticksmi un pirkuma nodoma veidosanos (Luo, 2023; Kraft,
2022). Paterétaju radits saturs biezi tiek uztverts ka autentiskaks un ticamaks neka uznémumu
veidota reklama, jo tas balstas reala lietotaju pieredz€, nevis komerciala komunikacija
(Handoyo, 2024; Tiwari, 2025). Zinatniskaja literatlira uzsverts, ka patérétaju uztic€Sanas
informacijas avotam un informacijas ticamiba nosaka, vai digitalaja vid€ izplatita informacija
tiek pienemta un izmantota ilgtsp&jiga pirkSanas lémuma veidoSanas procesa. (Nabivi, 2025)
(Raksts V)

Zinatniskaja literatlira pamatots, ka digitalie mediji ietekm& patérétaju lémumus tris
galvenajos veidos: palielinot piekluvi informacijai, stiprinot socialo ietekmi un paaugstinot
informétibu par ilgtsp&jiga patérina iespgjam (Handoyo, 2024; Luo, 2023). Vienlaikus uzsverts,
ka digitalie mediji pasi par sevi neveido ilgtsp&jigu pirkuma lémumu, bet tie rada informacijas
un socialas ietekmes vidi, kura var attistities uztic€Sanas un pozitiva attieksme pret ilgtsp&jigiem

produktiem (Wu, M., & Long, R., 2024) Tadgjadi var pamatot, ka digitalas vides ietekme uz
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ilgtsp€jigu paterinu ir galvenokart netiesa un ta realiz€jas caur informacijas pieejamibu, socialo
ietekmi, informacijas ticamibu un uztic€Sanas veidosanos. (Raksts IV, Raksts V) Analizetie
pétijumi apliecina digitala marketinga un mediju ekosist€tmas nozimi paterétaju l€mumu
pienemsSana, tomér tie parsvara skaidro atseviskus procesa elementus. Promocijas darba Sie
elementi tiek integréti vienota skatijuma, analiz&jot digitala marketinga un mediju ekosisteému
kopigi ietekm@ paterétaju ilgtsp&jigu pirksanas [émumu veidosanos.

Apkopojot, digitala marketinga un mediju ekosist€éma tiek skaidrota ka aktiva vide, kas
ietekm@ informacijas sasniedzamibu, uztveri un patérétaju lémumu pienemsanas veidoSanos.
Digitalas platformas, socialie mediji un personalizétas komunikacijas riki Saja skatijuma nav
tikai informacijas nodosanas kanali, bet aktivi ietekm& uztveri, uztic€Sanas veidoSanos un
uzvedibu (Kaur et al., 2022; Reddy et al., 2023). Zinatniskaja literatiira $1 logika seciba tiek

struktureta ka secigs process. (skatit 1.1.attelu)

Digitala vide - Informacijas UzticéSanas un - ligtspéjiga pirkSanas
g izvértéSana uztverta ilgtspéja Iémuma veidosSanas

1.1. attels. Ilgtsp&jiga pirkSanas Iemuma veidoSanas
Avots: Autores veidots

Sads skatfjums ir nozimigs, jo tas parada, ka digitala vide nedarbojas ka tie$a ietekme
uz patérétaja ricibu, bet ka daudzpakapju process, kura katrs posms nosaka nakama posma
iesp&jamibu. (Raksts VI, Raksts V, Raksts VII)

Tadgjadi promocijas darba digitala vide tiek pamatota ka informacijas pieejamibas un
ietekmes sistéma, kas savieno ieprieks analizéto pateérétaju uzvedibas daudzfaktoru raksturu ar
nakamo teorétisko posmu. SEO nodro$ina sakotngjo informacijas pieejamibu un redzamibu;
mediju ekosistéma strukturé informacijas pliismu, socialo ietekmi un patérétaja uztveres vidi,
digitalie mediji un eWOM papildina So vidi ar lietotdju pieredzi, atsauksmém un socialo
apstiprindgjumu. So teorétisko pamatu apstiprina promocijas darba Raksta III, Raksta IV un
Raksta V veikta empiriska analize, kura pamatota pozitiva saistiba starp digitalo mediju
ietekmi, uzticeSanos digitalajai informacijai, attiecksmi pret ilgtsp&jigiem produktiem un
ilgtsp&jiga pirkuma nodoma veidoSanos ka starpposmu patérétaju ilgtsp€jigu pirkSanas [emumu
veidoSanas procesa, ka arT Raksta VII piedavatais integrétais modelis, kas digitala marketinga
un mediju ekosistemu poziciong ka aktivu lémumu pienemsanas procesa elementu. Nakamaja
apaksnodala teoretiska argumentacija tiek saSaurinata uz jautajumu, ka digitalaja vidé pieejama
informacija klist vai neklust pateérétajam uzticama, jo starp informacijas pieejamibu un pirkuma
lémuma veidoSanos atrodas uztic€Sanas, informacijas ticamiba un uztverta ilgtspéja.
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1.4.Uztverta ilgtsp€ja, uzticéSanas un informacijas ticamiba patérétaju pirksanas
léemumu pienemsanas veidoSanas procesa

Iepriek$gja nodala digitala vide tika pamatota ka informacijas pieejamibas un ietekmes
sistéma, kura paterétajs ne tikai iegtst informaciju par ilgtspgjigiem produktiem, bet ari
sastopas ar socialo ietekmi, lietotaju pieredzi, digitalo saturu un uzn€mumu komunikaciju.
Tomer informacijas pieejamiba pati par sevi v€l nenodroSina ilgtsp&jiga pirkuma l€émuma
veidoSanos. Lai digitalaja vide iegiita informacija kliitu par pamatu patérétaja ricibai, tai ir jabut
uztvertai ka ticamai, saprotamai, caurskatamai un patérétajam nozimigai (Metzger, M. J., &
Flanagin, A. J., 2013) Tadel promocijas darba teor&tiskaja pamatojuma nepiecieSams skaidrot
uztic€$anas, informacijas ticamibas un uztvertas ilgtsp&jas nozimi.

Uzticesanas zinatniskaja literatiira tiek defin€ta ka viens no butiskakajiem faktoriem,
kas nosaka, vai patérétajs pienem digitalaja vidé pieejamo informaciju un izmanto to lémuma
pienemSana (Wang, J. et al., 2022). Mediju ekosist€éma var sniegt informaciju par ilgtsp&jigiem
produktiem, vides iniciativam un atbildiga paterina iesp&jam, toméer §1 informacija var but ar1
fragmentara, komerciali motivéta vai pretruniga. Sados apstaklos patérétaja uzticéSanas
informacijas avotam un tas ticamibai kliist par noteicoSu faktoru, kas ietekmé informacijas
interpretaciju un izmantoSanu ilgtsp€jiga patérina l@mumu pienemsanas procesa (Luo et al.,
2023; Handoyo, 2024; Kraft et al., 2022). Saja promocijas darba uztice$anas tiek skatita nevis
ka sekundars paterétaja atticksmes elements, bet ka starpposms starp informaciju un ricibu, kur
patérétajs var bt informéts par ilgtsp&jigu produktu un var véléties rikoties videi draudzigi,
tomer pirkuma lémuma veidoSanas nenotiek, ja informacija par produkta ilgtspgju netiek
uztverta ka pietiekami ticama. (Raksts V)

Zinatniskaja literatlira uzsverts, ka digitalaja komunikacija informacijas ticamiba tiek
vertéta péc informacijas avota uzticamibas, véstijuma satura un citu lietotaju pieredzes (Ou &
Ho, 2024). Tadel patérétaja uzticeéSanas veidojas, savstarp€ji mijiedarbojoties uznémuma
komunikacijai, lietotaju raditam saturam, atsauksmém, rekomendacijam un eWOM (Tiwari et
al., 2025; Nabivi, 2025; Handoyo, 2024). Ipasi nozimiga loma uzticéSanas veidoSana digitalaja
vidé ir eWOM, jo paterétaji biezak uzticas citu paterétaju pieredzei un atsauksmém neka
tradicionalai reklamai vai uzp€émumu veidotam saturam. Tas skaidrojams ar to, ka lietotaju
radits saturs tiek uztverts ka autentiskaks un mazak komerciali ieinteres€ts. Empiriskie petijumi
parada, ka respondenti visaugstak noveérté citu patérétaju pieredzi produktu izvertéSana,
savukart uzticéSanas ietekmétaju informacijai ir zemaka, tas norada, ka digitalas informacijas
ticamiba nav vienada visiem informacijas avotiem, bet veidojas atkariba no avota autentiskuma,
neatkaribas un uztvertas objektivitates (Luo et al.,2023; Kraft et al., 2022). (Raksts V)
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Informacijas ticamiba ir cieSi saistita ar atticksmes veidoSanos pret ilgtsp&jigiem
produktiem. Zinatniskaja literatiira pamatots, ka uztic€Sanas un digitalas informacijas ticamiba
pozitivi ietekmé attieksmi pret ilgtspgjigiem produktiem, savukart pozitiva attieksme ir saistita
ar specigaku ilgtspgjiga pirkuma nodoma veido$anos (Gattupalli et al., 2025; Ok, 2025). S
seciba ir butiska promocijas darba teorétiskajam pamatojumam, jo ta parada, ka digitala vide
ietekmé ilgtsp&jiga pirkuma nodoma veidoSanos galvenokart netieSi, bet caur uztic€Sanas,
informacijas ticamibas un atticksmes veidoSanos. Promocijas darba ilgtspgjiga pirkuma nodoms
tiek skaidrots ka starpposms patérétaju ilgtsp&jigu pirkSanas Iémumu veidosanas procesa, kas
atspogulo paterétaja gatavibu un ieceri iegadaties ilgtsp&jigu produktu (Tiwari et al., 2025;
Handoyo, 2024). Vienlaikus zinatniskaja literatiira uzsverts, ka informacijas nevienlidziba un
zalmaldinaSanas risks apgriitina paterétaja sp&ju objektivi novertet produktu ilgtsp&ju, jo
patérétaji biezi sastopas ar nepilnigu, dalgji pasniegtu vai griiti salidzinamu informaciju, kas
palielina nenoteiktibu un samazina parliecibu par izveli (de Oliveira Lima et al., 2024; White
et al., 2019). (Raksts VII)

Uztvertas ilgtsp&jas jeédziens zinatniskaja literattira tiek skaidrots ka paterétaja
subjektivs vert&§jums par to, cik liela mera produkts, pakalpojums vai zZimols tiek uztverts ka
videi atbildigs un atbilstoSs ilgtsp€jas principiem (Confente et al., 2020; Ng et al., 2024; Do
Pago et al., 2019). Tas nozimé, ka patérétaja lémumu nenosaka ne tikai produkta objektivas
ilgtspjas 1pasibas, bet arl tas, ka §is 1paSibas tiek atspogulotas, uztvertas un interpretétas
uztvertas digitalaja vide. Uztverta ilgtsp€ja ir teor€tiski nozimiga tapéc, ka ilgtspejas
apgalvojumus pateérétajam biezi ir griiti tieSi parbaudit, jo paterétajs ikdienas pirkuma situacija
parasti nevar objektivi novertét produkta raZzoSanas procesu, piegades kédi vai uznémuma
socialas atbildibas praksi (Alamsyah & Febriani, 2020; Sahioun et al., 2023). (Raksts VI)

Uztverta ilgtsp€ja promocijas darba teorétiskaja pamatojuma skaidrota ka interpretacijas
posms starp informaciju un uztic€Sanos. Ja patérétajs informaciju par ilgtsp&ju uztver ka
skaidru, pamatotu un ticamu, vinam veidojas parlieciba, ka produkts vai zZimols patiesam atbilst
ilgtsp€jas principiem. Savukart, ja informacija ir neskaidra, parspiléta vai komerciali motivéta,
ta var nevis veicinat uzticéSanos, bet radit skepsi un aizdomas par zalmaldinasanu (Delmas, M.
A., & Burbano, V. C.,2011.; Poulis, A., et al., 2026, ) Digitala vide neveido uztic€Sanos tiesi,
bet vispirms ietekmé to, ka patérétajs uztver produkta vai zimola ilgtsp€ju, un tikai p&c tam §1
uztvere veicina vai mazina uzticéSanos (Desembrianita et al., 2024; Sharmin et al., 2021; Rosario
& Dias, 2025). (Raksts VII)

Ipasi nozimiga ir teorétiska atzina, ka informacijas kvalitate ir specigakais uztvertas
ilgtspgjas veidotajs salidzinajuma ar digitalo redzamibu un mediju ietekmi (Luo, et al., 2023.)
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Tas nozimg, ka patérétajam nepietiek tikai redz€t ilgtsp€jas vestijumu digitalaja vide, bet biitiski
ir, vai informacija ir skaidra, uzticama, saprotama un atbilstoSa paterétaja izvert€Sanas
vajadzibam. Sis secinajums ir nozimigs promocijas darbam, jo tas parada, ka digitalas
komunikacijas ietekme ilgtsp€jiga paterina veicinaSana nav atkariga tikai no informacijas
apjoma vai redzamibas, bet no tas kvalitates un sp€jas radit ticamu ilgtsp€jas uztveri (Metzger,
et al., 2023.) Zinatniskaja literatiira uzticéSanas tiek definéta ka psihologisks mehanisms, kas
lauj paterétajam pariet no informacijas izvert€Sanas uz faktisku uzvedibu un ta samazina
nenoteiktibu, bet palielina patérétaja gatavibu pienemt ilgtsp&jigu pirkSanas 1€mumu un
darbojas ka posms starp informacijas uztveri un ricibu (Desembrianita et al., 2024; Rosario &
Dias, 2025). (RakstsV, Raksts VII) Tas lauj padzilinati analizét attieksmes-ricibas plaisu -
patérétajs var pozitivi vertét ilgtsp&jigu paterinu, tomer §1 attieksme neparveérsas 1iciba, ja nav
pietickamas uztic€Sanas informacijai, produktam vai ilgtspgjas apgalvojumam (Zhuo, et al.,
2022, Hochstein, et al., 2025). Analiz&tie p&tijumi kopuma apliecina uzticeéSanas, informacijas
ticamibas un uztvertas ilgtsp&jas biitisko nozimi patérétaju ilgtspejigu pirkSanas l€mumu
veidoSanas procesa, tomer tie biezi tiek skaidroti atseviski. Promocijas darba tie tiek analizeti
ka savstarpgji saistiti procesa elementi, kas lauj skaidrot, ka digitalaja vide pieejama informacija
klust par pamatu ilgtsp&jigam pirkSanas [emumam.

Promocijas darba kop&ja modeli uzticéSanas, informacijas ticamiba un uztverta ilgtsp&ja
veido biitisku parejas posmu starp digitalo informacijas vidi un patérétaju ilgtspejigu pirkSanas
lémumu veidoSanos. Tas ir ka pamats nakamajai nodalai, kura ieprieks analizetie elementi tiek
apvienoti integréta patérétaju ilgtspgjigu pirksanas lemumu veidosanas modeli. So teorétisko
pamatu apstiprina promocijas darba Raksta V un Raksta VI veikta empiriska analize, kura
pamatota pozitiva saistiba starp informacijas ticamibu, uztverto ilgtsp&ju un uztic€sanos, ka art
Raksta VII empiriski apstiprinats, ka digitala vide biitiski ietekmé informacijas pieejamibu un
uztveri, informacijas kvalitate un ticamiba ietekmé uztic€Sanos, bet uztic€Sanas biitiski ietekme
ilgtsp&jigu pirkSanas 1émumu pienemsanas veidoSanos.

1.5.Pateretaju ilgtspéjiga pirkSanas lémuma pienemSanas veidoSanas digitala
marketinga un mediju ekosistema

Ieprieksejas apaksnodalas secigi izveidots teor€tiskais pamats patérétaju ilgtspejigu
pirkSanas [émumu veidoSanas izpétei. Vispirms ilgtsp&jiga attistiba tika pamatota ka plass
attistibas ietvars, kura patérina modelu maina ir viens no priekSnoteikumiem vides, sabiedribas
un ekonomikas lidzsvaroSanai. P&c tam tika analiz€ta patérétaju uzvediba un attiecksmes-ricibas
plaisa, paradot, ka pozitiva atticksme pret ilgtsp&ju nerezult&jas faktiska pirkuma I€muma.

Talak digitala vide tika skaidrota ka informacijas pieejamibas un ietekmes sist€ma, savukart
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uztverta ilgtsp&ja, uzticésanas un informacijas ticamiba tika pamatotas ka centralie posmi starp
digitalaja vidé pieejamo informaciju un patérétaja ricibu. Saja apaksnodala ieprieks analizétie
elementi tiek apvienoti vienota teorgtiska skaidrojuma par to, ka digitala marketinga un mediju

ekosistema veidojas ilgtsp€jigi patérétaju pirkSanas [emumi.

Patérétaju pirkSanas 1€émumu skaidroSanai zinatniskaja literattra izstradati vairaki
modeli. Engela-Kolata-Blekvela (Engel-Kollat—Blackwel) jeb EKB modelis pirkSanas lémumu
raksturo ka secigu procesu no vajadzibas apzinaSanas un informacijas mekleSanas Iidz
alternativu izvert€Sanai, pirkumam un p&cpirkuma noveértéjumam (jeb kognitivajai disonansei)
(Srivastava, et. al., 2021). Savukart Hovarda Seta (Howard—Sheth) modelis papildus akcente
informacijas avotu, uztveres, maciSanas un socialas vides nozimi pircg€ja izvele. (Premchandani,
2024). Planotas uzvedibas teorija skaidro attieksmes, subjektivo normu un uztvertas uzvedibas
kontroles ietekmi uz nodomu un ricibu, bet digitalas vides p&tijumos izmantota SOR (Stimulus—
Organism—Response) pieeja analizé argjas vides stimulu ietekmi uz patérétaja iekS€jiem
uztveres procesiem un turpmako ricibu. (Hameed, 2022). Promocijas darba izstradatais modelis
§1s pieejas neaizstdj, bet paplaSina ilgtspgjiga pirkSanas l@émuma konteksta, vienota ietvara
sasaistot digitalas informacijas un digitala marketinga, socialas un mediju ietekmes, uztic€Sanas
un uztvertas ilgtsp€jas, ka arT ekonomiski strukturalo dimensiju.

Zinatniskaja literatlira pat€rétaju ilgtsp€jigu pirkSanas lémumu veidoSanas digitala
marketinga un mediju ekosistema tiek veidota ka vienots koncepts, kur digitala vide ietekmée
informacijas pieejamibu un uztveri, informacijas kvalitate un ticamiba veido uztic€Sanos, bet
uzticg$anas savukart ietekmé ilgtspéjiga pirkSanas lémuma veidosanos. Saja pieeja digitala
marketinga un mediju ekosisteéma netiek skatita tikai ka komunikacijas kanals, bet ka aktiva
ietekmes sist€ma, kas strukture patérétaja informacijas vidi, socialas normas, uztveri un izvéles
iespgjas (Kumar et al., 2025; Al-Ababneh et al., 2025; Rosario & Dias, 2025). S1 logika balstita
ar1 pétnieku FiSera, Vaita un lidzautoru pétjjumos par ilgtspgjiga paterina komunikaciju un
uzvedibas mainas faktoriem, kuros uzsverts, ka digitala vide ir ne tikai informacijas izplatiSanas
telpa, bet ar1 patérétaja uztveres un [émumu veidoSanas vide (Fischer et al., 2019; White et al.,
2019). (RakstsVII) Analizetie petijumi sniedz pamatu atsevisku [émuma veidoSanas elementu
izpratnei, tome@r to savstarp&ja saistiba digitala marketinga un mediju ekosistéma ne vienmer
tiek skaidrota vienota ietvara. Promocijas darba Sie elementi tiek sasaistiti, skaidrojot digitalo
informaciju un mediju ietekmi ka lémuma veidoSanas kontekstu, uztverto ilgtsp&ju un
uzticéSanos ka parejas posmus, bet ekonomiski strukturalos nosacijumus ka [émuma praktisko

istenosanu ietekmégjosus faktorus.
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Saja promocijas darba patérétaju ilgtsp&jigu pirk§anas lémumu veidosanas tiek skaidrota
ka Cetru savstarp€ji saistitu posmu process. Pirmkart, digitala marketinga un mediju ekosistéma
nosaka informacijas pieejamibu, redzamibu un interpretacijas kontekstu. Otrkart, informacijas
sasniedzamiba un izveértéSana nosaka, kadu informaciju paterétajs uztver un ka to interprete.
Treskart, uztvertas ilgtsp&jas un uztic€Sanas veidoSanas nosaka, vai informacija kliist par ricibas
pamatu. Ceturtkart, ilgtsp&jiga pirkuma lémuma veidosanas notiek strukturalo nosacijumu, taja
skaita cenas, pieejamibas, socialas ietekmes un ieradumu konteksta. Tas parada, ka ilgtsp&jigs
pirkuma Iémums neizriet tieSi no informacijas pieejamibas vai pozitivas attieksmes pret
ilgtsp&ju, bet veidojas pakapeniski, patérétajam nonakot saskaré ar digitalo informaciju,
izvertgjot tas ticamibu un interpret€jot produkta vai zimola ilgtspgjas 1pasibas (Desembrianita
et al., 2024; Jia et al., 2023). (RakstsVII)

Pirmaja posma digitala marketinga un mediju ekosistéma nosaka sakotng&jos apstaklus,
kad paterétajs nonak pie informacijas par ilgtspgjigiem produktiem. P&tfjumos uzsverts, ka
digitalas platformas, socialie mediji un personaliz€tas komunikacijas riki vairs nav tikai
informacijas nodoSanas kanali, bet tie aktivi ietekm@ paterétaja uztveri, uzticéSanas veidoSanos
un ricibu (Khoso et al., 2025; Rosario & Dias, 2025). Tas nozimég, ka patéretajs digitalaja videé
nesanem informaciju neitrala veida, bet ta tiek atlasita, struktur€ta, personaliz€ta un sociali
pastiprinata. Tadel digitala vide ir sakotng€jais nosacijums, kas ietekmé&, kada informacija
sasniedz pat€rétaju un vai ta vispar klust par dalu no pirkSanas lémuma veidoSanas procesa.
(Raksts VII)

Otraja posma informacijas sasniedzamiba un izvert€Sana nosaka, ka patérétajs uztver un
apstrada digitalaja vidé pieejamo informaciju. llgtsp€jiga paterina konteksta paterétajs
digitalaja vidé sastopas ar dazadiem informacijas avotiem, taja skaita uznémumu ilgtsp€jas
komunikaciju, zala marketinga vestijumiem, produktu aprakstiem, eko mark&umiem,
atsauksmém, socialo mediju saturu un citu lietotaju pieredzi. Zinatniskaja literattira informacija
tiek skaidrota ka kritisks posms starp digitalo vidi un patérétaju ilgtsp€jigu pirkSanas l€mumu
veidoSanos, tomer tas ietekme ir atkariga no kvalitates, ticamibas un konsekvences (de Oliveira
Lima et al., 2024; White et al., 2019). (Raksts VII) Saja posma bitiska nozime ir ari
informacijas asimetrijai un zalmaldinasanas riskam, jo patérétajam biezi ir gruti objektivi
novertet produkta vai zimola ilgtsp&jas apgalvojumus. Tapec paterétaji izmanto vienkarSotus
izverteéSanas signalus, taja skaita zimola reputaciju, sertifikacijas mark&umus, citu patérétaju
atsauksmes un socialo apstiprinajumu. Zinatniskaja literatiira analiz€tie petijumi apstiprina to,
ka digitalie mediji un eWOM ietekmé patérétaju informacijas izvertéSanu un attiecksmes

veidoSanos pret ilgtsp&jigiem produktiem tris veidos: palielinot informacijas pieejamibu,
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stiprinot socialo ietekmi un paaugstinot informétibu par ilgtsp€jiga patérina iesp&jam (Tiwari
et al., 2025; Nabivi, 2025; Handoyo, 2024). (Raksts V)

TreSais posms, kur pamatota uztvertas ilgtsp&jas un uztic€Sanas veidoSanas, ir pamats
promocijas darba teorétiskaja ietvara, jo tiesi tas skaidro, kap&c informacija pati par sevi nav
pietickama ilgtsp&jiga pirkuma l€émuma veidosanai. Uztverta ilgtsp€ja skaidrota ka patérétaja
subjektivs vert€§jums par produkta, pakalpojuma vai zimola atbilstibu ilgtspgjas principiem un,
ta veidojas, balstoties uz informacijas kvalitati, zimola komunikaciju, eko mark&umiem un citu
lietotaju pieredzi (Confente et al., 2020; Ng et al., 2024, Alamsyah & Febriani, 2020).
UzticeéSanas Saja procesa samazina nenoteiktibu un lauj patérétajam pariet no informacijas
izveérte€Sanas uz ricibu un ta darbojas ka posms starp informacijas uztveri un faktisko pirkuma
lémuma veidoSanos (Sharmin et al., 2021; Rosario & Dias, 2025; Sahioun et al., 2023) (Raksts
VII)

Ceturtais posms, kur skaidrota ilgtspgjiga pirkSanas [émuma veidoSanas, ir process, kas
notiek digitalas vides, informacijas izvert€Sanas, uztvertas ilgtspgjas un uzticgSanas
mijiedarbiba ar strukturalajiem nosacijumiem. Paterétajs var nonakt lidz ilgtsp&jigam pirksanas
lémumam tikai tad, ja informacija ir pieejama, saprotama un uzticama, ja produkts vai zZimols
tiek uztverts ka ilgtsp€jigs un ja izveli biitiski neierobezo cena, pieejamiba, ieradumi vai citi
tiek skaidrots ka patérétaja gataviba vai iecere izvéleties produktus, kas atbilst ilgtsp&jigas
attistibas principiem. Tomér nodoma veidoSanos ietekmé ne tikai attieksme, bet arT informacijas
pieejamiba, sociala ietekme un uztic€Sanas informacijas avotiem (Tiwari et al., 2025; Nabivi,
2025). Empiriskie pétijumi apstiprina secigu saistibu starp digitalo marketingu un mediju
ekosistemu, uzticéSanos digitalajai informacijai, attieksmi pret ilgtsp€jigiem produktiem un
ilgtsp&jiga pirkuma nodoma veidoSanos, paradot, ka digitalo mediju ietekme uz So nodomu
galvenokart darbojas netiesi, bet caur uzticéSanos un atticksmes veidosanos (Desembrianita et
al., 2024; Jia et al., 2023). (Raksts V, Raksts VII) Tas lauj skaidrot arT attiecksmes-ricibas plaisu,
kas tika analizéta ieprieks€ja teor€tiska pamatojuma posma. Paterétaji biezi pauz pozitivu
atticksmi pret ilgtsp€jigiem produktiem, tacu ne vienmeér tos izv€las praks€. Zinatniskaja
literatira §1 plaisa tiek skaidrota ar to, ka starp attieksmi un faktisko ricibu atrodas vairaki
posmi, taja skaita informacijas pieejamiba, informacijas kvalitate, uztic€Sanas, uztverta
ilgtsp€ja, sociala ietekme, cena un produkta pieejamiba. Lidz ar to attiecksmes-ricibas plaisa nav
tikai individualas nekonsekvences izpausme, bet sisteémiski veidots rezultats, kuru ietekme
digitala vide, informacijas ticamiba, uztic€Sanas limenis un tirgus struktiira (Pluta-Olearnik,

2025; White et al., 2019).
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ST nodala noslédz teorétiska ietvara veido$anu un sasaista visus ieprieks analizétos
elementus vienota skaidrojuma. Paterétaju ilgtspejigu pirkSanas lémumu veidoSanas digitala
marketinga un mediju ekosistéma tiek pamatota ka integréts process, kura ilgtspejigs pirkuma
lémums neizriet tieSi no informacijas pieejamibas, bet gan caur informacijas izvertéSanu,
uzticeSanos, uztverto ilgtsp&ju un strukturalajiem nosacijumiem, kas ietekmé paterétaja galigo
izvéli. So teordtisko pamatu un logiku apstiprina promocijas darba Raksta VII izstradatais un
empiriski parbauditais integrétais modelis, kura, izmantojot strukturalo vienadojumu
model&Sanu, apstiprinats, ka digitala vide bitiski ietekmé informacijas uztveri, informacijas
kvalitate un ticamiba ir nozimigi uztic€Sanas veidotaji, bet uztic€Sanas butiski ietekmé
ilgtspejigu pirkuma lémumu, ka arT Raksta V un Raksta VI veikta empiriska analize, kas
papildina So modeli ar eWOM, uztvertas ilgtsp&jas un informacijas ticamibas dimensijam.

Pamatojoties uz zinatniskas literatiiras analizi autore izveidojusi konceptualu teorétisko
ietvaru, kur$ turpmak promocijas darba bis ka pamatojums empiriskajam petijumam. (skatit

1.2. att€lu)

ligtspéjigas attistibas visparéja pieeja
ilgtsp&jigs patérins, vides, socidld un ekonomiska
dimensija, zalad ekonomika, 5DGs u.c.

Patérétaju uzvediba h
un attieksmes-ricibas plaisa ilgtsp&jiga patérina kontekstd |
vErtibas, attieksme, motivacija, ierobeZojumi /J
¥ Kontekstudlie
Cli . - faktori
Digitala marketinga un mediju ekosistéma
SED, digitalie mediji, eWOM, mediju ekosistdma Cena
l Fiesjamiba
leradumi
Uzticé8anas, informacijas ticamiba un Sociali ietekme
uztverta ilgtspeja e
informadias kvalitite un ticamiba, uzeverts ilgspéja, uzticEsanis
¥
Patérétaju ilgtspéjiga patérina lémumu
veidoSanas
ilgtspéjigs pirkuma nodoms un 1Emums

1.2. attels. Paterétaju ilgtsp&jigu pirkSanas léemumu veidoSanas teorétiskais ietvars digitala
marketinga un mediju ekosisteéma
Avots: Autores veidots

Teorétiskaja ietvara paterétaju ilgtspejiga paterina lemumu veidoSanas tiek skaidrota ka

secigs process, kuru ietekme ilgtsp&jigas attistibas vispargja pieeja, pateérétaju uzvediba, digitala
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marketinga un mediju ekosist€éma, ka ar1 uzticéSanas un informacijas ticamiba.

Ietvars skaidro ilgtsp€jigas attistibas un ilgtsp&jiga paterina teorétisko pamatu, péc tam
analizgjot patérétaju uzvedibu un atticksmes—ricibas plaisu. Talak tiek skaidrota digitala
marketinga un mediju ekosist€mas nozime informacijas pieejamiba un ietekmé uz paterétaju
lémumu veidoSanos. Savukart uzticéSanas, informacijas ticamiba un uztverta ilgtspéja tiek
skatiti ka butiski starpposmi starp digitalaja vidé pieejamo informaciju un ilgtsp€jiga patérina
lémumu. Ietvars integré visus iepriek$ analiz€tos elementus, paradot, ka ilgtsp&jiga patérina
lémumu veidosanas digitala marketinga un mediju ekosistéma ir daudzpakapju process, kuru

vienlaikus ietekmé arT kontekstualie faktori - cena, pieejamiba, ieradumi un sociala ietekme.
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2.Pétijjuma metodologiskais pamatojums un dizains

2.1. Petijuma dizains un organizacija

Promocijas darba pétijjuma dizains ir veidots, nemot véra darba tematisko
daudzdimensionalitati un zinatnisko rakstu kopas strukturalo uzbiivi. Darba centra ir patérétaju
ilgtsp&jigu pirkSanas Iémumu veidoSanas digitala marketinga un mediju ekosistéma, kas ietver
gan ilgtsp&jiga paterina un paterétaju uzvedibas teorétisko izpratni, gan digitalas informacijas,
socialas un mediju ietekmes, uztic€Sanas, uztvertas ilgtsp&jas un ekonomiski strukturalo faktoru
mijiedarbibu.

Promocijas darbs ir izstradats ka zinatnisko rakstu kopa, tadel petijuma dizains ir veidots
nevis ka viens atsevisks empirisks petijums, bet gan ka secigi organiz€ta petnieciska struktiira.
Katrs zinatniskais raksts attista noteiktu pétijuma problémas aspektu un vienlaikus papildina
kopgjo izpratni par paterétaju ilgtsp&jigu pirkSanas I€mumu veidosanos digitala marketinga un
mediju ekosistéma. Sada pieeja lauj promocijas darba paradit ne tikai atsevisku pétfjumu
rezultatus, bet ari to savstarp&jo sasaisti vienota konceptuala un metodologiska ietvara.

Promocijas darba 1. nodala tika izveidots teorétiskais pamatojums, kas atklaj ilgtsp&jiga
patérina, patérétaju uzvedibas, digitala marketinga un mediju ekosist€mas, socialas un mediju
ietekmes, uztic€Sanas un uztvertas ilgtsp€jas savstarp€jas attiecibas. Savukart 2. nodala $is
teoretiskais pamatojums tiek sasaistits ar pétijuma dizainu, skaidrojot pétijuma organizaciju,
zinatnisko rakstu savstarp&jo sasaisti un to kop€o ieguldijumu promocijas darba meérka
sasniegSana.

Promocijas darba pétijuma dizaina secigad organizacija un zinatnisko rakstu kopas

savstarp&ja sasaiste shematiski att€lota 2.1. att€la.
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Zinatnisko Konceptuala Empiriska Datu analize Rezultatu
Teorétiskais rakstu kopas modela pétijuma sintéze un
pamatojums pétnieciska izveide organizacija integrétais
struktara modelis
* ilgtspejigs * secigi saistiti o galvenie  pétijuma * aprakstosa ¢ digitala vide -
patérins pétijumi mainigie un izlases statistika uztvert3d
* patérétaju o teorétiska un indikatori izveide * korelaciju ilgtspéja
uzvediba empiriska * analizes * kvantitativa analize ® uztverta
* digitalais virziba dimensijas aptauja ¢ strukturalo ilgtspéja -
marketings e rezultatu * pétjuma e datu vienadojumu uzticésanas
un mediju savstarpéja hipotatiskas iegdsana modelésana * uzticésanas -
ekosistéma papildinatiba sakaribas ilgtspéjigs
pirkSanas
[émums

\. y € ) G G e N

2.1. attéls. Promocijas darba pétijuma dizaina shematiskais att€lojums
Avots: Autores veidots

Promocijas darba pétijuma pieeja

Promocijas darba pétijuma pieeja ir seciga un integréjoSa, jo ta apvieno teorétisko
analizi, empirisko izp&ti un zinatnisko rakstu rezultatu savstarpéju sasaisti. Sada pieeja atbilst
promocijas darba ka zinatnisko rakstu kopas strukttirai un lauj skaidrot, ka digitala marketinga
un mediju ekosisteéma ietekmé paterétaju ilgtspejigu pirkSanas [emumu veidosanos.

Pétijuma probléma péc biitibas ir starpdisciplinara, jo ta apvieno ilgtsp&jigas attistibas,
patérétaju uzvedibas, digitala marketinga, mediju ekosisteémas, uzticéSanas, uztvertas ilgtsp&jas
un strukturalo nosacijumu pétijumu virzienus. Lidz ar to vienas teor&tiskas perspektivas vai
vienas empiriskas metodes izmantoSana nebiitu pietickama, lai pilnvertigi analizétu p&tamo
paradibu. Pateérétaju ilgtspejigu pirkSanas [émumu veidoSanas digitala marketinga un mediju
ekosistetma ir komplekss process, kura nozime ir gan patérétaja zinasanam, attiecksmei un
vertibam, gan digitalas informacijas pieejamibai, socialas un mediju ietekmes faktoriem,
uzticeSanas Iimenim, uztvertajai ilgtsp&ai, cenai, pieejamibai un citiem ekonomiski
strukturaliem nosacijumiem.

Tadgjadi promocijas darba izmantota seciga pétijuma pieeja. Sakotngji tiek identificets
teorétiskais un konceptualais pamats ilgtsp&jiga patérina un patérétaju lémumu izpétei. PEc tam

uzmaniba tiek pieversta patérétaju uzvedibas un ilgtsp€jigu pirkSanas 1@émumu veidoSanas
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analizei, pakapeniski ieklaujot digitalas informacijas, socialas un mediju ietekmes, uzticéSanas,
uztvertas ilgtsp&jas un ekonomiski strukturalo faktoru nozimi. Nosléguma zinatnisko rakstu
rezultati tiek apkopoti, lai veidotu integrétu izpratni par paterétaju ilgtspejigu pirkSanas l€mumu
veidoSanas procesu digitala marketinga un mediju ekosistéma.

Promocijas darba pétijuma pieeju var raksturot tris savstarp€ji saistitas pétnieciskas
dalas:

1. Pirmkart, teorétiski konceptualaja dala tiek analiz&ti ilgtsp€jiga patérina, paterétaju
uzvedibas, digitala marketinga un mediju ekosistémas teorétiskie pamati. ST dala lauj
precizét pétijuma lietoto terminologiju un noteikt galvenas analizes dimensijas, kas
velak tiek izmantotas p&tijuma konceptuala modela veidoSana.

2. Otrkart, empiriskaja dala tiek analizeti faktori, kas ietekmé patérétaju attieksmi, uztveri
un izvéli ilgtspéjiga patérina konteksta. Saja dala uzmaniba tiek pievérsta tam, ka
patérétaji uztver ilgtspejigu produktu un pakalpojumu piedavajumu, kada nozime ir
digitalajai informacijai un socialas un mediju ietekmes faktoriem, ka veidojas
uztic€Sanas ilgtspejas vestijumiem un kadi nosacijumi kavé vai veicina paterétaju
ilgtsp&jigu pirkSanas [émumu veidoSanos.

3. Treskart, nosledzosaja dala tiek apvienoti zinatnisko rakstu rezultati, lai veidotu vienotu
skaidrojumu par patérétaju ilgtsp€jigu pirkSanas I€mumu veidoSanos digitala
marketinga un mediju ekosistéma. Saja dala promocijas darbs ietver vairak neka
atseviSku rakstu rezultatu aprakstu, tas sasaista tos integrétd modeli, kas skaidro
digitalas informacijas, socialas un mediju ietekmes, uztic€Sanas, uztvertas ilgtsp&jas un
ekonomiski strukturalo nosacijumu nozimi pateérétaju ilgtsp€jigu pirkSanas lemumu
veidoSanas procesa.

Tadgjadi promocijas darba pétijuma pieeja ir veérsta ne tikai uz atseviSku faktoru
identific$anu, bet arf uz to savstarp&jo sakaribu un ietekmes skaidrosanu. Sada pieeja lauj
pamatot, ka paterétaju ilgtspejigu pirkSanas lémumu veidoSanas nav linears process, kura
digitala informacija automatiski noved pie pirkSanas l€muma, bet ta skaidrojama ka
ietekmes faktori, uztic€Sanas, uztverta ilgtspgja un ekonomiski strukturalie nosacijumi
savstarp&ji mijiedarbojas.
2.2.Petijuma posmi un to sasaiste ar zinatniskajiem rakstiem

Promocijas darba pétijuma posmi atspogulo zinatnisko rakstu kopas tematisko un

metodologisko sasaisti. Tie nav interpretéjami ka lineara rakstu hronologija, kur katrs raksts
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pilniba noslédz vienu atsevisku pétijuma dalu. Drizak tie raksturo promocijas darba kopgjo

virzibu no ilgtsp&jigas attistibas un ilgtsp€jiga paterina teoretiska pamata uz paterétaju

uzvedibas, digitala marketinga un mediju ekosisteémas, uztic€Sanas, uztvertas ilgtsp&jas un

ekonomiski strukturalo nosacljumu nozimes skaidrojumu pateérétaju ilgtsp€jigu pirkSanas

lémumu veidosanas procesa.

Zinatniskie raksti Saja struktiira tiek skatiti ka savstarpgji saistiti petijumi, kur katrs

raksts sniedz ieguldijumu noteikta p&tijuma aspekta izstrad€, vienlaikus papildinot art citus

promocijas darba pétnieciskos posmus. Tadg€jadi rakstu kopa netiek apliikota ka savstarp€ji

nesaistitas publikacijas, bet gan ka vienota pétnieciska struktura, kas lauj pakapeniski veidot

integrétu skaidrojumu par paterétaju ilgtsp€jigu pirkSanas lémumu veidoSanos digitala

marketinga un mediju ekosistéma. Rakstu numeracija tabula saglabata atbilstosi promocijas

darba zinatnisko rakstu kopas sarakstam. (skatit 2.1. tabulu)

pamata izveide

patérétaju
uzvedibas
teoréetisko

pamatu analize.

uzvedibas, digitala marketinga,
mediju ekosist€mas, uztice$anas un
uztvertas ilgtspgjas aspektiem.
Raksts VII integré ieprieksgjos
teorétiskos un empiriskos virzienus
kopgja

patéretaju ilgtspgjigu [emumu
veidoSanas skaidrojuma.

2.1.tabula

P&tijuma posmu un zinatnisko rakstu kopas savstarpgja sasaiste
Pétnieciskais Posma saturs Rakstu ieguldijums attiecigaja posma| Ieguldijums
posms promocijas darba

kopéja dizaina

1. Ilgtspejigas | llgtspejigas Raksts I veido sakotngjo teoretisko Nodrosina pétijuma
attistibas un | attistibas, pamatu par zala marketinga nozimi teoretisko
ilgtspejiga ilgtspgjiga ilgtsp&jiga patérina un uzvedibas sakumpunktu un
patérina patérina, zala mainas konteksta. Raksti II-VI pamato ilgtsp&jiga
teorctiska marketinga un paplasina o pamatu ar paterétaju patérina nozimi

patérétaju uzvedibas
un pirkSanas
lémumu izpete.

2. Paterétaju
uzvedibas un
attieksmes—
ricibas plaisas
izpéte

Paterétaju
attieksmes,
uztveres,
motivacijas un
izveles analize
ilgtsp&jiga
patérina un
zalas pirkSanas
lémumu
konteksta.

Raksts I skaidro zala marketinga
nozimi paterétaju uzvedibas mainas
veicinasana, savukart Raksts II
padzilina paterétaju uzvedibas un
zalas pirkSanas [émumu izpéti. Raksti
III un IV paplasina So analizi
digitalas informacijas, digitala
marketinga un mediju ekosisteémas
konteksta. Raksti V un VI papildina
patérétaju uzvedibas skaidrojumu ar
uztic€Sanas un uztvertas ilgtsp&jas
aspektiem,

bet Raksts VII integré Sos aspektus
paterétaju ilgtsp&jigu [emumu
veido§anas modeli.

Pamato patérétaju
uzvedibas dimensiju
un layj skaidrot,
kapec pozitiva
attieksme pret
ilgtsp&ju ne vienmer
parversas ilgtspgjiga
pirkSanas 1émuma.
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Petnieciskais
posms

Posma saturs

Rakstu ieguldijums attiecigaja posma

Ieguldijums
promocijas darba
kopéja dizaina

3. Digitala
marketinga un
mediju
ekosistemas
nozimes
izvértéSana

Digitalas
informacijas,
mekletajprogram
mu
optimizacijas,
digitala
marketinga,
mediju
ekosistémas un
socialas un
mediju ietekmes
faktoru analize

Raksts III tiesi analize
mekletajprogrammu optimizacijas
nozimi klientu lémumu pienemsana
digitala marketinga konteksta,
akcentgjot digitalas informacijas
redzamibu un pieejamibu. Raksts IV
paplasina So skatljumu ar mediju
ekosistemas ietekmes analizi
patérétaju uzvediba un lémumu
pienemsana. Raksti I un II nodroSina
sasaisti ar ilgtsp€jiga patérina un
patérétaju uzvedibas pamatu, Raksti

Pamato digitalas
informacijas un
socialas un mediju
ietekmes dimensiju,
paradot, ka
pateretaju
ilgtsp&jigu pirkSanas
lémumi veidojas
digitalas
informacijas
pieejamibas,
redzamibas un

patérétaju V un VI papildina So posmu ar mediju ietekmes
lémumu uztic€Sanas un uztvertas ilgtsp&jas apstak]os.
veidoSanas aspektiem, bet Raksts VII integré
procesa. digitala marketinga un mediju
ekosisteémas nozimi
kopgja paterctaju ilgtsp&jigu lemumu
veido$anas modeli.
4. Uzticésanas, | UzticeSanas, Raksts V analiz€ digitalo mediju Pamato uztice$anas
informacijas digitalo mediju | ietekmi un paterétaju uztic€Sanos un uztvertas
ticamibas un ietekmes, ilgtsp&jiga paterina lémumu veidosana, | ilgtsp€jas dimensiju,
uztvertas ilgtspgjas savukart Raksts VI padzilina uztvertas | skaidrojot, ka
ilgtspejas informacijas ilgtsp&jas un uzticésanas savstarpgjo patérétaji noverte
analize ticamibas un saikni digitala ilgtsp€jiga patérina ilgtsp&jas
uztvertas lémumu veidosanas konteksta. informaciju un ka
ilgtsp€jas Raksti III un IV sasaista So posmu ar | uzticéSanas ietekmé
nozimes digitalas informacijas un mediju ilgtsp&jigu pirkSanas
izvértéSana ekosistémas ietekmi, Raksti I un II lemumu veidoSanos.
patérétaju nodrosina ilgtspgjiga pat€rina un
ilgtspgjigu patérétaju uzvedibas pamatu, bet
pirkSanas Raksts VII integré uzticéSanas un
lémumu uztvertas ilgtspgjas nozimi kopgja
veidoSanas patérétaju ilgtsp&jigu
procesa. lémumu veidoSanas modelr.
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Petnieciskais Posma saturs Rakstu ieguldijums attiecigaja | Ieguldijums
posms posma promocijas darba
kopéja dizaina
5. Patéretaju leprieks identificeto | Raksts VII veido integréjoso Nodrosina
ilgtspejigu teoretisko un posmu, kura sasaistiti Rakstos promocijas darba
pirkSanas empirisko dimensiju | I-VI attistitie teorétiskie un kopgjo zinatnisko
lemumu savstarpgja sasaiste empiriskie rezultati par pienesumu -
veidoSanas un integréta ilgtsp€jigu patérinu, paterétaju integrétu
integréta skaidrojuma izveide | uzvedibu, digitalo informaciju, skaidrojumu par to,
modela izstrade | par paterétaju digitala marketinga un mediju ka digitala
ilgtsp€jigu pirkSanas | ekosistémas ietekmi, uzticeSanos | informacija, socialas
lémumu veidosanos un uztverto ilgtspgju. Raksti I- | un mediju ietekmes
digitala marketinga VI nodrosina modela faktori, uzticgsanas,
un mediju pamatojumu, savukart Raksts uztverta ilgtsp&ja un
ekosistema. VII §1s dimensijas apvieno ekonomiski
integréta patéretaju ilgtsp&jigu strukturalie
pirkSanas Iémumu veidoSanas nosactjumi ietekmé
skaidrojuma. patérétaju
ilgtsp&jigu pirksanas
lémumu veidoSanos.

Avots: Autores veidots

P&c pétijuma posmu un zinatnisko rakstu kopas sasaistes apkoposSanas nepiecieSams
detalizeétak raksturot katra posma nozimi promocijas darba kopgja pé€tijuma dizaina.
Turpmakaja izklasta p&tijuma posmi tiek skaidroti ka savstarpgji saistitas p&tnieciskas dalas,
kas nodro$ina pareju no teorétiska pamatojuma uz empirisko analizi un integréta patérétaju
ilgtsp&jigu pirkSanas 1émumu veidoSanas modela izstradi.

Pirmaja pétijuma posma tiek izveidots ilgtsp&jigas attistibas un ilgtsp&jiga patérina
teorétiskais pamats. Sis posms lauj skaidrot ilgtsp&jigu patérinu ne tikai ka individualu
patérétaja izveli, bet art ka sociali, ekonomiski un komunikativi ietekmé&tu procesu. Rakstu
kopas ietvara $is pamats sakotngji tiek veidots, analiz€jot zala marketinga nozimi patérétaju
uzvedibas mainas veicinasana, bet turpmakajos rakstos tas tiek paplaSinats ar digitala
marketinga, mediju ekosisteémas, uztic€Sanas un uztvertas ilgtsp€jas aspektiem.

Otraja posma tiek analiz€ta paté€rétaju uzvedibai un attieksmes-ricibas plaisai, tas, ka
patérétaji uztver ilgtspejigu produktu un pakalpojumu piedavajumu, kadi faktori veicina vai
kave ilgtsp&jigu izveli un kapec pozitiva attiecksme pret ilgtsp&ju ne vienmér noved pie
ilgtsp&jiga pirksanas lemuma. Sis posms nodroina pamatu patérétaju uzvedibas dimensijai, kas
velak tiek sasaistita ar digitalas informacijas un mediju ietekmes, uzticéSanas un uztvertas
ilgtsp€jas faktoriem.

TreSaja posma tiek analizéta digitala marketinga un mediju ekosistémas nozime

patérétaju ilgtspgjigu pirkSanas lémumu veidoSanas procesa. Ipasa nozime pievérsta tam, ka
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digitalaja vidé strukturta informacija klust paterétajam pieejama un ka mediju ekosistema
ietekmé€ paterétaja uztveri, izvéli un 1lémumu veidosanos.

Ceturtaja posma tiek padzilinati analiz&ta uztic€$anas, informacijas ticamiba un uztverta
ilgtsp&ja. Sis posma skaidrots, ka digitala marketinga un mediju ekosistéma patérétajs saskaras
ar dazadas kvalitates informaciju, ilgtsp&jas vestijumiem un iesp&jamiem zalmaldinaSanas
riskiem, tadel paterétaju ilgtsp&jigu pirkSanas lémumu veidoSanas ir cieSi saistita ar to, ka
patérétaji noverté informacijas ticamibu, ka veidojas uztic€Sanas un ka tiek uztverta produktu,
pakalpojumu vai zimolu ilgtspé&ja.

Piektaja posma tiek sasaistiti iepriek$€jos posmos iegltie teorétiskie un empiriskie
rezultati. Saja posma promocijas darbs neaprobezojas ar atsevisku rakstu rezultatu aprakstu, bet
veido integrétu skaidrojumu par paterétaju ilgtsp&jigu pirkSanas 18émumu veidosanos digitala
marketinga un mediju ekosistema. Integrétais skatijums lauj paradit, ka paterétaju ilgtspejigu
pirkSanas 1@mumu veidoSanas ir daudzdimensionals process, kura savstarp€ji mijiedarbojas
digitala informacija, socialas un mediju ietekmes faktori, uztic€Sanas, uztverta ilgtsp&ja un
ekonomiski strukturalie nosactjumi.

Kopuma pétijuma posmu seciba nodroSina metodologisku pareju no teorctiska
pamatojuma uz empirisko analizi un talak uz integréta modela izstradi. Sada struktiira lauj
saglabat sasaisti ar 1. nodala izveidoto teor€tisko pamatojumu un vienlaikus parada, ka
zinatnisko rakstu kopa veido vienotu promocijas darba pétijuma dizainu.

Tadgjadi 2.1. nodala pamatotais pétijuma dizains parada, ka promocijas darbs ka
zinatnisko rakstu kopa ir organizets seciga un savstarpgji saistita petnieciska struktiira. Peétjjuma
posmi nodroSina pareju no ilgtsp€jiga patérina un paterétaju uzvedibas teoretiska pamatojuma
uz digitala marketinga un mediju ekosist€mas, uzticéSanas, uztvertas ilgtspejas un ekonomiski
strukturalo nosacTjumu analizi. Sada struktiira veido pamatu turpmakajai konceptuala modela,

galveno analizes dimensiju un pétijjuma metozu pamatosanai 2.2. nodala.
2.3.Pétijuma konceptuala ietvara veidoSanas pamatojums un analizes dimensijas

Promocijas darba konceptualais modelis tiek veidots, balstoties uz 1. nodala izstradato
teorétisko pamatojumu un 2.1. nodala pamatoto pétijuma dizainu. Teor&tiskaja pamatojuma tika
atklats, ka patérétaju ilgtsp&jigu pirkSanas 1émumu veidoSanas digitala marketinga un mediju
ekosisttma nav skaidrojama tikai ar pat€rétaja attiecksmi pret ilgtsp&ju vai informacijas
pieejamibu. Tas ir daudzdimensionals process, kura savstarp&ji mijiedarbojas digitala
informacija, digitala marketinga risinajumi, socialas un mediju ietekmes faktori, uzticéSanas,

uztverta ilgtspgja un ekonomiski strukturalie nosacijumi.

42



Analizes dimensijas nav interpret€jamas ka pétjjuma posmu atkartojums. P&tfjuma
posmi raksturo promocijas darba ka zinatnisko rakstu kopas secigu organizaciju, savukart
analizes dimensijas nosaka konceptuala modela galvenos satura blokus. Tadgjadi posmi parada,
ka peétijums tiek strukturéts, bet dimensijas parada, kadi faktori tiek izmantoti pat€rétaju
ilgtspjigu pirkSanas Iemumu veidoSanas skaidrosanai digitala marketinga un mediju
ekosistéma.

Konceptuala modela izveide ir nepiecieSama, lai promocijas darba savstarp&ji sasaistitu
zinatnisko rakstu kopa iegiitos teorétiskos un empiriskos rezultatus vienota skaidrojuma. Ta ka
promocijas darbs ir izstradats ka zinatnisko rakstu kopa, modelis nav reducgjams uz viena
atseviSka empiriska petijuma rezultatu, bet gan apvieno vairakos rakstos analizétas dimensijas.
Tadgjadi konceptualais modelis kalpo ka instruments, kas lauj paradit, ka atseviski p&tjjuma
elementi veido kop@ju skaidrojumu par patérétaju ilgtspgjigu pirkSanas lémumu veidoSanos
digitala marketinga un mediju ekosisteéma.

Modela veidoS$anas pamats ir pienémums, ka digitala marketinga un mediju ekosistéma
ietekmé@ patérétaja [emumu ne tikai tiesi, nodrosinot informaciju par ilgtspgjigiem produktiem,
pakalpojumiem vai zimoliem, bet arT netieSi- caur informacijas uztveri, socialas un mediju
ietekmes faktoriem, uzticéSanas veidoSanos un uztvertas ilgtspgjas novertgjumu. Tadel
patérétaja léemums tiek skatits ka pakapeniski veidots process, kur digitalais marketings
nodrosina ilgtsp€jas informacijas redzamibu, pieejamibu un sasniedzamibu, mediju ekosisteéma
ietekmé §1s informacijas uztveri un interpretaciju, bet uztic€Sanas un uztverta ilgtspéja nosaka,
vai ilgtsp&jas vestijumi tiek vertéti ka ticami un nozimigi pirkSanas l@muma pienemsSana.
Konceptuala modela izstrade tiek nemts véra ar1 tas, ka pozitiva attieksme pret ilgtsp&ju ne
vienmeér parversas ilgtspejiga pirkSanas 1émuma. Tadel konceptualais modelis ietver ne tikai
digitalas informacijas un mediju ietekmes dimensiju, bet ar1 uzticéSanas, uztvertas ilgtsp&jas un
ekonomiski strukturalo nosacijumu nozimi.

Promocijas darba konceptualais modelis balstas cetras galvenajas analizes
dimensijas, kas apkopotas 2.2. tabula:

e digitalas informacijas un digitala marketinga dimensija,
e socialas un mediju ietekmes dimensija,
e uztic€Sanas un uztvertas ilgtsp&jas dimensija,

e ckonomiski strukturalaja dimensija.
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2.2.tabula

Pétijjuma analizes dimensijas

Analizes dimensija

Dimensijas saturs

Nozime konceptualaja modeli

Digitalas
informacijas un
digitala marketinga
dimensija

Digitala marketinga risinajumu
nozime ilgtsp&jas informacijas
redzamibas, pieejamibas,
sasniedzamibas un saprotamibas
nodrosinasana digitalaja vidg.

Skaidro, ka digitalais marketings un
patérétajam identificet, salidzinat
un novertet ilgtspejigus produktus,
pakalpojumus vai zZimolus.

Socialas un mediju
ietekmes dimensija

Mediju ekosist€mas, digitalas
informacijas aprites un socialas
ietekmes faktoru nozime paterétaja
uztveres, attieksmes un izvéles
veido§anas procesa.

Parada, ka paterétaja [emums
neveidojas tikai individuali, bet ar
mediju ekosist€mas, digitalas
informacijas aprites un socialas
ietekmes apstaklos.

UzticeSanas un
uztvertas ilgtspejas

Uzticgsanas ilgtsp€jas vestijumiem,
informacijas ticamiba, uztverta

Skaidro, ka paterétajs noverte
ilgtsp&jas informacijas ticamibu un

dimensija ilgtspgja un zalmaldinasanas riska ka uztic€sanas un uztverta ilgtspgja
uztvere. ietekmé ilgtsp&jigu pirkSanas
lémumu veidoSanos.
Ekonomiski Cena, pieejamiba, produktu un Skaidro, ka ekonomiski strukturalie
strukturala pakalpojumu izveles iespgjas, tirgus | nosacijumi var veicinat vai kavet
dimensija piedavajums un citi praktiskie patérétaju ilgtsp&jigu pirksanas

nosactjumi. lémumu veidosanos arf tad, ja

attieksme pret ilgtsp&ju ir pozitiva.

Avots: Autores veidots

Sis dimensijas nav savstarpgji izolétas, bet veido savstarpgji saistitu skaidrojuma
ietvaru. Digitalas informacijas un digitala marketinga dimensija skaidro, ka ilgtsp€jas
informacija digitalaja vidé klust patérétajam redzama, pieejama, sasniedzama un saprotama.
Savukart socialas un mediju ietekmes dimensija raksturo, ka mediju ekosistema, digitalas
informacijas aprite un socialas ietekmes faktori ietekme §1s informacijas uztveri, interpretaciju
un nozimi patérétaja izveles procesa. Empiriskaja analiz€ socialas un mediju ietekmes
dimensija raksturota, vertgjot patérétaju mediju lietoSanas paradumus, digitala satura un socialo
mediju ietekmi, citu patérétaju pieredzes un e WOM nozimi, ka art digitalas informacijas aprites
saistibu ar paterétaju uztveri un léemumu veidoSanos. Tadgjadi mediju ekosisteémas ietekme
promocijas darba analiz€ta nevis atsevisku mediju kanalu vai platformu Iimeni, bet ka
savstarpgji saistita digitalas informacijas un socialas ietekmes vide. Uztic€Sanas un uztvertas
ilgtspgjas dimensija skaidro, ka patérétajs noverte ilgtsp&jas informacijas ticamibu un ka
uztverta ilgtspeja ietekmé pirkSanas 1€muma veidoSanos. Savukart ekonomiski strukturala
dimensija parada, ka cena, pieejamiba, tirgus piedavajums un citi praktiskie nosacijumi var
veicinat vai kavet pateérétaju ilgtsp&jigu pirkSanas [émumu veidoSanos.

Tadgjadi paterétaju ilgtspejigu pirkSanas lémumu veidoSanos var skaidrot ka
daudzdimensionalu procesu. Saja procesa digitalais marketings un digitala informacija
nodroSina ilgtsp&jas informacijas redzamibu un sasniedzamibu, mediju ekosist€éma un socialas
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ietekmes faktori ietekmé §1s informacijas uztveri un interpretaciju, uztic€Sanas un uztverta
ilgtsp&ja nosaka ilgtsp€jas vestljumu ticamibas novert€§jumu, bet ekonomiski strukturalie
nosacijumi ietekmé lémuma praktiskas Isteno$anas iespgjas. Sada pieeja veido pamatu

turpmakai petijjuma metozu izvéles, ka art mainigo un indikatoru sasaistes pamatoSanai.
2.4.Pétijjuma metoZu pamatojums

Promocijas darba metoZzu izvéle ir pakartota pétijuma mérkim, zinatnisko rakstu kopas
strukttirai un 2.5. apakSnodala pamatotajam analizes dimensijam. Ta ka promocijas darba centra
ir paterétaju ilgtspjigu pirkSanas lémumu veidoSanas digitala marketinga un mediju
ekosisteéma, petjjuma izmantotas metodes ir verstas uz to, lai pamatotu §1 procesa teorétiskos
priek$noteikumus, empiriski analizé€tu to ietekmé&joSos aspektus un izstradatu empiriski
pamatotu paterétaju ilgtsp€jigu pirkSanas l€émumu veidoSanas modeli. Promocijas darba
izmantota metodologiska pieeja ir seciga un integréjoSa. Ta apvieno teorétisko analizi,
empirisko datu ieguvi un analizi, zinatnisko rakstu rezultatu savstarp&ju sasaisti un konceptualo
modelg$anu. Sada pieeja ir piemérota promocijas darbam zinatnisko rakstu kopas forma, jo lauj

katra raksta rezultatus interpretét ne tikai atseviski, bet arT kop€ja petijjuma dizaina.

Metozu izvéle izriet no pétijuma daudzdimensionalitates. Paterétaju ilgtsp&jigu
pirkSanas [lémumu veidoSanos nav iesp&jams pilnvertigi skaidrot tikai ar vienu metodi vai vienu
mainigo grupu, jo So procesu ietekmé digitalas informacijas un digitala marketinga, socialas un
mediju ietekmes, uztic€Sanas un uztvertas ilgtspejas, ka ar1 ekonomiski strukturalie nosacijumi.
Tade] petijuma metodes izmantotas ta, lai tas lautu analizét gan atseviskas dimensijas, gan So
dimensiju savstarpgjo sasaisti. Neviena atseviSka metode nevar nodroSinat pilnigu p&tamas
problémas skaidrojumu. Tadé] promocijas darba izmantota savstarpgji papildinoSu metozu
kombinacija, kas lauj pamatot teorétisko ietvaru, empiriski izvert€t pétijuma analizetas
dimensijas un integrét iegtitos rezultatus vienota konceptuala modeli.

Teoretiska pamatojuma izstrade izmantotas visparzinatniskas pétijjuma metodes.
Monografiska jeb aprakstosa metode izmantota, lai sistematiz€tu ilgtsp€jiga patérina, paterétaju
pirkSanas Iémumu veidoSanas, digitala marketinga un mediju ekosistémas teorétiskos aspektus.
Analizes un sint€zes metode izmantota, lai izvertétu atseviskas teoretiskas pieejas, zinatnisko
rakstu rezultatus un to savstarp&jo sasaisti vienota teorétiskaja un empiriskaja pamatojuma.
Sistematizacijas un visparinaSanas metode izmantota, lai sakartotu pétijuma rezultatus cetras
analizes dimensijas un noteiktu to nozimi patérétaju ilgtsp€jigu pirkSanas lemumu veidoSanas
skaidroSana. Grafiska metode izmantota pétijuma posmu, empirisko datu raksturojoso raditaju,

analizes dimensiju un izstradatd modela vizualai att€loSanai. Analitiskas interpretacijas metodes
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izmantotas, lai skaidrotu pétijuma rezultatus digitala marketinga un mediju ekosistémas
konteksta.

Empiriskaja pétijjuma dala izmantota aptaujas metode un kvantitativas statistiskas
datu analizes metodes. Aptaujas metode izmantota primaro datu ieguvei par patérétaju
attieksmi, uztveri, digitalas informacijas izmantoSanu, digitala marketinga ietekmi, socialas un
mediju ietekmes aspektiem, uztic€Sanos ilgtsp&jas informacijai, uztverto ilgtsp&ju un ilgtspejigu
pirkSanas lémumu veidoSanas pieredzi.

Datu analizé izmantota aprakstosa statistika, sakaribu un korelacijas analize, ka ar1
statistiski nozimigu atSkiribu parbaude. Apraksto$a statistika izmantota respondentu
socialdemografiska raksturojuma, digitalas uzvedibas paradumu, ilgtsp&jas uztveres un
pirksanas Iémumu veidoSanas aspektu raksturos$anai. Sakaribu un korelacijas analize izmantota,
lai izvertétu saiknes starp digitala marketinga uztveri, mediju lietoSanas paradumiem,
uztic€Sanos ilgtsp&jas informacijai, uztverto ilgtsp&ju un paterétaju ilgtsp&jigu pirksanas
lémumu veidoSanos. Statistiski nozimigu atSkiribu parbaude izmantota, lai izvertétu atSkiribas
patérétaju ilgtsp&jigu pirkSanas l@émumu veidoSanas aspektos atkariba no respondentu
socialdemografiskajam pazimém un digitalas uzvedibas raksturojuma.

Datu modeléSanas metodes izmantotas, lai sasaistitu teorétiski un empiriski identificetas
dimensijas un pamatotu patérétaju ilgtsp&jigu pirkSanas [@mumu veidoSanas modeli digitala
marketinga un mediju ekosistéema. PirkSanas l@mumu veidoSanas procesa modeléSana
izmantota, lai analiz€tu paterétaju ilgtspjigu pirkSanas lémumu veidoSanos ka
daudzdimensionalu procesu, savukart konceptuala modela izstrade nodroSina teorétisko atzinu
un zinatniskajas publikacijas aprobéto empirisko pétijumu rezultatu sinergiju vienota
skaidrojuma.

Kvalitativas peétijjuma metodes izmantotas empirisko rezultatu padzilinatai
interpretacijai. Ekspertu intervijas izmantotas, lai izveértétu digitala marketinga un mediju
ekosisteémas ietekmi uz paterétaju ilgtsp&jigu pirkSanas 1@émumu veidoSanos un pamatotu
izstradata modela interpretaciju. ST metode papildina kvantitativo datu analizi, laujot plasak
skaidrot pétijjuma identificétas sakaribas un to nozimi uznémégjdarbibas un ilgtsp&jas
komunikacijas konteksta.

Petijuma analiz€tie raditaji saistiti ar iepriek§ noteiktajam analizes dimensijam.
Centralais skaidrojamais elements ir patérétaju ilgtsp&jigu pirksanas lémumu veidosanas. So
procesu skaidrojosas dimensijas ir digitalas informacijas un digitala marketinga dimensija,
socialas un mediju ietekmes dimensija, uztic€Sanas un uztvertas ilgtsp&jas dimensija, ka arl
ekonomiski strukturala dimensija. Ekonomiski strukturala dimensija Saja petijuma apliikota ka
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papildinosa dimensija, kas raksturo paterétaju uztvertos pirkSanas l1€mumu ietekméjosos
mainigos, pieméram, cenas uztveri, produktu pieejamibu, informacijas salidzinamibu un
pirkuma €rtumu, nevis ka patstaviga ekonomisko kategoriju analize.

Petjjuma metozu izvele ir cieSi saistita ar pétijuma konceptuala ietvara izveidi.
Teorétiskas metodes nodroSina pétijjuma terminologisko un konceptualo pamatu, datu

iegliSanas un analizes metodes lauj analizét paterétaju attieksmi, uztveri, uzticéSanos un
pirkSanas l@émumu veidoSanas aspektus, savukart modeléSana un zinatnisko rakstu rezultatu

savstarpgja sasaistiSana nodroSina integrétu skaidrojumu par digitala marketinga un mediju

ekosistemas ietekmi uz paterétaju ilgtsp&jigu pirkSanas Iémumu veidosanos.

P&tijuma izmantotas metodes ir saistitas gan ar teorétiskd pamatojuma izstradi, gan

empirisko datu analizi, gan pétijjuma konceptuala ietvara izveidi. To sasaiste ar zinatnisko

rakstu kopu apkopota 2.3. tabula.

2.3.tabula

Pétijuma metoZu un zinatnisko rakstu kopas sasaiste

paterina, patérétaju
pirkSanas lemumu
veidosanas, digitala
marketinga un mediju
ekosistémas teoretiskajiem
aspektiem.

ilgtsp&jiga paterina,
pateretaju uzvedibas,
digitala marketinga un
mediju ekosisteémas
teoretiskie aspekti.

Metode Pielietojums promocijas Sasaiste ar Ieguldijums promocijas
darba zinatniskajiem rakstiem darba pétijjuma dizaina
Monografiska jeb | Izmantota, lai sniegtu Raksti I-VII. Tpasi Nodrosina pétfjuma
aprakstosa sistematiz&tu un padzilinatu | nozimiga Rakstos I, II, IIT | terminologisko un
metode prieksstatu par ilgtsp&jiga un IV, kuros raksturoti teorétisko pamatu, ka ari

palidz preciz&t promocijas
darba lietotos jedzienus.

Grafiska metode

Izmantota empirisko datu
raksturojoso raditaju,
pétijuma posmu, analizes
dimensiju un izstradata
patérétaju ilgtsp&jigu
pirkSanas [Emumu
veido$anas modela vizualai
attelosanai.

Raksti [-VII. Izmantota
rezultatu vizualizacijai un
promocijas darba kopgja
modela att€losanai, Tpasi
Raksta VII un modela
apraksta nodala.

Palidz strukturéti paradit
petjjuma rezultatus,
dimensiju savstarpgjo
sasaisti un modela uzbiivi.

Analizes un
sintézes metode

Izmantota, lai analizétu
atseviskas teoré&tiskas
pieejas, empiriskos
rezultatus un septinu
zinatnisko rakstu
ieguldijumu, tos apvienojot
integréta teorétiskaja un
empiriskaja pamatojuma.

Raksti I-VII. Visos
rakstos izmantota
teoretisko un empirisko
rezultatu izverteésanai,
Tpasi nozimiga, sasaistot
Rakstu [-VI rezultatus ar
Raksta VII integré&joso
ievirzi.

Nodrosina iesp&ju
zinatnisko rakstu rezultatus
skatit ka savstarpgji saistitu
petijuma kopumu, nevis ka
atsevisku publikaciju
summu.
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Sistematizacijas
un visparinasanas
metode

Izmantota, lai sakartotu
petijuma rezultatus cetras
analizes dimensijas: digitalas
informacijas un digitala
marketinga dimensija,
socialas un mediju ietekmes
dimensija, uzticésanas un
uztvertas ilgtsp&jas
dimensija, ka arT ekonomiski
strukturalaja dimensija.

Raksti I-VII. Ipasi
nozimiga Raksta VII, kur
ieprieksgjo rakstu
rezultati tiek sasaistiti
vienota dimensiju
sistéma.

Nodrosina pareju no
atsevisku rakstu
rezultatiem uz integrétu
dimensiju sisteému, kas
nepiecieSama modela
izstradei.

Analitiskas
interpretacijas
metodes

Izmantotas, lai strukturéti
interpretétu petijjuma
rezultatus un skaidrotu
digitala marketinga un
mediju ekosistémas ietekmi
uz patérétaju ilgtsp&jigu
pirkSanas lémumu
veidoS$anos.

Raksti [-VII. Izmantotas
rezultatu interpretacijai
katra raksta tematiskaja
konteksta un kopgja
promocijas darba
rezultatu skaidroSanai.

Palidz sasaistit teorétiskos
secinajumus, empiriskos
rezultatus un modela
izstrades pamatojumu.

Aptaujas metode

Izmantota ka primaro datu
ieguves metode, lai
noskaidrotu paterétaju
viedoklus, attieksmi,
digitalas uzvedibas
paradumus, uztic€sanos
ilgtspgjas informacijai un
ilgtspgjigu pirksanas
lémumu veidoSanas

Raksti I-VII, atbilstosi
katra raksta empiriskajam
fokusam.

Nodrosina empirisko datu
bazi paterétaju uztveres,
attieksmes, uzticé$anas un
pirksanas [emumu
veidosSanas aspektu
analizei.

pieredzi.
Aprakstosa Izmantota respondentu Raksti [-VII. Izmantota Sniedz sakotn&jo empirisko
statistika socialdemografiska empirisko datu sakotn€jai | pamatu petijuma dimensiju

raksturojuma, digitalas
uzvedibas paradumu,
ilgtspgjas uztveres un
pirkSanas lemumu
veidoSanas aspektu
raksturosanai.

raksturo$anai un galveno
tendencu noteikSanai.

raksturosanai un
respondentu atbilzu
struktur€tai interpretacijai.

Sakaribu un
korelacijas anahze

Izmantota, lai analizétu
sakaribas starp digitala
marketinga uztveri, mediju
lietosanas paradumiem,
uzticé$anos ilgtsp&jas
informacijai, uztverto
ilgtsp&ju un paterétaju
ilgtsp@jigu pirksanas
Iémumu veidosanos.

Raksti II-VII. Ipasi
nozimiga rakstos, kuros
analiz&tas saiknes starp
digitalas informacijas,
mediju ietekmes,
uztic€Sanas un pirkSanas
lémumu veidosanas
aspektiem.

Palidz empiriski pamatot
savstarp¢jas saiknes starp
pétijuma dimensijam un
patérétaju ilgtspejigu
pirkSanas [émumu
veidoSanos.

Statistiski nozimigu
atSkiribu parbaude

Izmantota, lai izvertetu
atSkiribas patérétaju
ilgtsp&jigu pirkSanas
lémumu veidoSanas aspektos
atkariba no respondentu
socialdemografiskajam
pazimém un digitalas
uzvedibas raksturojuma.

Raksti II-VI, atbilstosi
katra raksta empiriskajam
uzdevumam un
analiz€tajiem datiem.

Lauj noteikt, vai ilgtspgjigu
pirkSanas [émumu
veidoSanas aspekti atskiras
dazadas respondentu
grupas, neparversot So
analizi par atsevisSku
segmentacijas modeli.

PirkSanas lemumu
veidoSanas procesa
modeléSana

Izmantota, lai analiz&tu
paterétaju ilgtsp&jigu
pirkSanas lemumu
veidosanos ka
daudzdimensionalu procesu
digitala marketinga un
mediju ekosistémas
konteksta.

Raksti I-VII. Ipasi
nozimiga Raksta VII, kur
tiek sasaistiti ieprieksgjo
rakstu rezultati.

Nodrosina pamatu
patérétaju ilgtspejigu
pirkSanas [émumu
veidoSanas procesa
strukturéSanai, nemot véra
cetru dimensiju savstarp&jo
sasaisti.
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Petijuma Izmantota, lai, balstoties uz Raksts VII, balstoties uz NodroSina promocijas

konceptuala teoretiska pamatojuma, Rakstu [-VI darba sasniedzamo

ietvara izstrade datu iegtiSanas un analizes teoretiskajiem un rezultatu — empiriski
metodes, zinatnisko rakstu empiriskajiem pamatotu modeli, kas
rezultatu integraciju, rezultatiem. strukturg digitala
izstradatu empiriski marketinga un mediju
pamatotu patérétaju ekosistémas ietekmi uz
ilgtsp@jigu pirksanas paterétaju ilgtspejigu
lémumu veido$anas modeli. pirkSanas [émumu

veido§anos.

Ekspertu intervijas | [zmantotas, lai padzilinati Raksts VI un promocijas | Papildina kvantitativo datu
interpretetu empiriskos darba nosléguma dala, analizi un sniedz
rezultatus, izvertetu digitala | kura integréti visu kvalitattvu pamatojumu
marketinga un mediju zinatnisko rakstu petijuma rezultatu
ekosistémas ietekmi uz rezultati. Ekspertu interpretacijai un modela
pateretaju ilgtspejigu vertgjums izmantots praktiskajai nozimei.
pirkSanas lemumu rezultatu interpretacijas
veidoSanos un pamatotu un modela pamatojuma
izstradata petjjuma nostiprinasanai.
konceptuala ietvara
interpretaciju.

Avots: Autores veidots

Tadgjadi pétijuma metozu izvele nodroSina sasaisti starp teor&tisko pamatojumu,
empirisko analizi, ekspertu veért§jumu un pétijuma konceptuala ietvara izstradi. Izmantotas
metodes veido vienotu metodologisku pamatu zinatnisko rakstu kopas rezultatu savstarp&jai
sasaistiSanai un digitala marketinga un mediju ekosisteémas ietekmes uz patérétaju ilgtspejigu

pirkSanas lémumu veidoSanos skaidroSanai.
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3. Rakstu kopas empirisko rezultatu analize patérétaju ilgtspejigu
pirk$anas lemumu veidoSanas konteksta un integréta modela analize

3.1. Rakstu kopas empirisko rezultatu analizes pieeja

Promocijas darba empirisko rezultatu analize ir veidota, ievérojot darba specifiku ka
zinatnisko rakstu kopai. Tas nozimé, ka empiriskie rezultati netiek apliikoti ka viena izoléta
empiriska p&tijuma rezultati, bet gan ka savstarpgji saistitu zinatnisko rakstu kopums, kura katrs
raksts atfista noteiktu pétijuma problémas aspektu. Sada pieeja lauj analizét paterétaju
ilgtsp&jigu pirkSanas l@émumu veidoSanos pakapeniski, sasaistot atseviskos rakstos iegiitos
rezultatus vienota p&tnieciska ietvara.

Rakstu kopu veido septini zinatniskie raksti, kas kopuma paplaSina izpratni par
patérétaju ilgtsp€jigu pirkSanas lémumu veidoSanas nosacijumiem digitala marketinga un
mediju ekosisteéma. Raksti [ un II veido sakotn&jo pamatu paterétaju uzvedibas, zala marketinga
un zalo pirkSanas 1@mumu izpétei, akcentgjot ilgtsp€jiga patérina motivaciju, attieksmes un
faktiskas ricibas sasaisti. Raksti III un IV paplasSina analizi digitala marketinga,
mekl&tajprogrammu optimizacijas, digitalas redzamibas un mediju ekosist€mas virziena,
paradot, ka digitala informacijas vide un mediju lietoSanas paradumi ietekmé& paterétaju
lémumu pienemsanas procesu. Raksti V un VI padzilina digitalo mediju ietekmes, uzticéSanas,
informacijas ticamibas un uztvertas ilgtspgjas nozimi ilgtsp€jiga patérina lémumu veidoSana.
Savukart Raksts VII integré iepriek$€jos p€tijuma virzienus un empiriski parbauda paterétaju
ilgtsp&jigu lemumu veidosanas procesu digitala marketinga un mediju ekosistema.

Vienlaikus $aja nodala raksti netiek analiz&ti tikai p&c to hronologiskas secibas vai ka
atseviski, savstarpgji nesaistiti petijumi. Ta ka metodologiskaja pamatojuma promocijas darba
konceptualais ietvars ir balstits Cetras galvenajas analizes dimensijas, arl empirisko rezultatu
interpretacija tiek organizéta atbilstosi §Tm dimensijam. Sada struktiira lauj izvairities no
fragmentara katra raksta parstasta un nodrosina analitisku skatijumu uz to, ka dazados rakstos
ieglitie rezultati savstarp€ji papildina viens otru.

Empirisko rezultatu analize Saja nodala tiek balstita Cetras dimensijas: digitalas
informacijas un digitala marketinga dimensija, socialas un mediju ietekmes dimensija, uztvertas
ilgtsp&jas un uzticéSanas dimensija, ka arT ekonomiski strukturalaja dimensija. Katra no Stm
dimensijam atspogulo noteiktu ietekmes lauku, kas ir biitisks patérétaju ilgtsp&jigu pirksanas
lémumu veidoSanas procesa. Vienlaikus dimensijas nav uzskatamas par savstarpgji izolétam, jo

patérétaja lemums digitalaja vide veidojas vairaku faktoru mijiedarbiba.
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Socialas un mediju ietekmes dimensija palidz skaidrot, ka patérétaju lémumus ietekmé
mediju ekosistéma, sociala vide, digitalo mediju saturs, citu patérétaju pieredze, socialas
normas, elektroniska mutvardu komunikacija un sabiedriba domingjoSie prieksSstati par
ilgtspejigu patérinu. Saja analizes dimensija Tpasi nozimigi ir Raksti IV, V un VII, jo tie
paplasina ilgtsp&jiga patérina lémumu izpeti un lauj to aplikot ka sociali un mediju vidé
ietekm@&tu procesu. Vienlaikus dimensiju papildina Raksts II, kura analiz&ta socialo normu un
vienaudzu ietekme, ka arT Raksti I, IIT un VI, kuros socialas un mediju ietekmes aspekti paradas
komunikacijas uztveres, digitalas redzamibas un uztvertas ilgtsp&jas veidosanas konteksta.

Uztvertas ilgtsp&jas un uztic€Sanas dimensija ir butiska, jo digitala informacija un
mediju ietekme pati par sevi vél nenodroSina ilgtsp&jigu pirkSanas 1€mumu. Paterétajam ir
jauzticas informacijas avotam, uzn@muma komunikacijai, produkta ilgtsp&jas apgalvojumiem,
eko marké&jumiem, citu patérétaju pieredzei un pasai ilgtsp&jas vértibai. ST dimensija Tpasi tiek
attistita Rakstos V un VI, savukart Raksts VII to integré plasaka patérétaju ilgtsp€jigu lémumu
veidosanas skaidrojuma. Raksti I un II papildina $o dimensiju, paradot zalmaldinasanas riska
un eko mark&umu ticamibas nozimi, ka arT uztic€Sanas zalajam marketingam nozimi zalo
pirkSanas lémumu pienemsana.

Ekonomiski strukturala dimensija lauj analizét tos nosacijumus, kas ietekmé ilgtsp&jiga
pirkSanas [lémuma TstenoSanu. Pat ja paterétajam ir pozitiva attieksme pret ilgtsp€ju, ir pieejama
informacija un vin$ uzticas ilgtsp&jas komunikacijai, faktisku pirkumu var ierobeZot cena,
produkta pieejamiba, alternativu trikums, tirgus piedavajums, patérétaja pirktsp€ja, digitalas
infrastruktiiras kvalitate un izvéles ertums. ST dimensija Ipasi izriet no Rakstos I un II analizétas
patérétaju uzvedibas un zalo pirkSanas lémumu problematikas, bet Raksti III, IV, V, VI un VII
to paplasina digitalas pieejamibas, informacijas izmantojamibas, mediju vides un strukturéta
lémumu pienemsSanas procesa konteksta.

Saja nodala vél netiek formuléts gala konceptualais modelis. Tas uzdevums ir identificét
un analitiski izvertét rakstu kopa iegiitos empiriskos rezultatus, paradot, ka tie atklajas Cetras
analizes dimensijas un ka §1s dimensijas savstarpgji papildina viena otru. Lidz ar to 3. nodala
veido pareju no metodologiska pamatojuma uz turpmaku konceptualu interpretaciju, kura tiks
skaidrota dimensiju savstarpgja saistiba pat€rétaju ilgtspejigu pirkSanas 1€mumu veidoSanas

procesa digitala marketinga un mediju ekosisteéma.
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Digitalas informacijas un digitala marketinga dimensija ilgtspéjigu pirkSanas lemumu
veidoSana

Digitalas informacijas un digitala marketinga dimensija promocijas darba rakstu kopa
tiek analiz€ta ka viens no sakotn&jiem un vienlaikus caurvijosajiem nosacijumiem patérétaju
ilgtspejigu pirk3anas lémumu veido$anas procesa. ST dimensija lauj skaidrot, ka informacijas
pieejamiba, digitala redzamiba, mekletajprogrammu optimizacija, digitala komunikacija,
marketinga saturs un tieSsaistes informacijas kvalitate ietekmé patérétaja sp&ju identificet,
izvertét un salidzinat ilgtsp€jigus produktus vai pakalpojumus. Rakstu kopas ietvara S$is
dimensijas nozime 1pasi izriet no Rakstiem III, IV, V, VI un VII, vienlaikus ta balstas ari
Rakstos I un II aplukotaja zala marketinga un patérétaju uzvedibas problematika.

Metodologiski §1 dimensija netiek apliikota ka atseviSka viena raksta téma, bet gan ka
vairaku rakstu empiriska petijuma rezultati. Raksti [ un II veido sakotn&jo pamatojumu tam, ka
ilgtsp&jiga pirkSanas l€émuma veidoSanai nepiecieSama skaidra, saprotama un uzticama
informacija par produkta ilgtsp&ju. Raksts III padzilina So skatijumu, analiz€jot digitalas
redzamibas un SEO nozimi klientu [@mumu pienemsana. Raksts IV paplaSina analizi Iidz
mediju ekosistémai un digitalas komunikacijas ietekmei uz patérétaju uzvedibu. Raksti V un VI
empiriski parada, ka digitala informacija ietekmé paterétaja attieksmi, uztverto ilgtsp&ju un
uzticeSanos, savukart Raksts VII integré digitalas vides, informacijas kvalitates, uzticeéSanas un
ilgtsp€jiga lémuma savstarp€jo sasaisti. (skat. 3.1. tabulu )

3.1.tabula

Digitalas informacijas un digitala marketinga dimensijas empiriskais pamatojums
rakstu kopa

tieSsaistes aptauja;
Likerta skalas;

uzticeé$anos. 26-40 un 41-60
gadu grupas vairak neka 80%

uzticgSanos zalajam
marketingam

un zalo pirkumu biezumu (r =
0,58).

Raksts Datu avots/ Galvenais rezultats Pamatojums
metode

Raksts I Jaukto metozu Zala marketinga ietekme ir Raksts I pamato, ka marketinga
pétijuma pieeja; saistita ar informacijas komunikacija ilgtsp&jiga patérina
strukturéta saprotamibu, parbaudamibu un konteksta ietekmé patérétaju tikai tad,

ja ta ir saprotama, pieradama un
uzticama. 3.2. nodala §is rezultats

aprakstosa respondentu sp&ja identificét zala | izmantojams, lai pamatotu digitalas
statistika, marketinga mérki, 18-25 gadu informacijas kvalitati ka sakotng&jo
korelacijas analize | grupa - 65%, 60+ grupa - 47%. prieksnoteikumu ilgtsp&jiga pirkSanas
un lineara 67% respondentu 26-60 gadu Iémuma veidoSana.

regresija; 418 grupa noradija, ka reklama bez

respondenti parbaudamas informacijas

Cetras vecuma izraisa skepsi. Konstatéta

grupas. pozitiva korelacija starp
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Raksts Datu avots/ Galvenais rezultats Pamatojums
metode

Raksts I | Jauktas metodes Tikai 22% respondentu regulari | Raksts II pamato, ka digitala vide pati
petijums; izvélas videi draudzigus par sevi vel nenodrosina ilgtsp&jigu
strukturéta produktus, savukart 49% to dara | izvéli. Lai patérétajs varetu identificet
elektroniska tikai reizém. Ka skersli noraditi un salidzinat ilgtsp€jigus produktus
aptauja; patérétaju | augstacena (68%), nepietickama | tieSsaist€, nepiecieSama skaidra,
uzvedibas analize; | informacija (47%), zema uzticama un parbaudama informacija.
422 respondenti | uztic€Sanas eko mark&umiem Sis raksts 3.2. nodala pastiprina
Latvija; analizeti (38%) un ierobezota pieejamiba | argumentu par informacijas
zalo pirkumu (35%). Digitalas vides konteksta | nepietiekamibu ka biitisku Skérsli
skersli, 59% respondentu biezi iepérkas | ilgtsp&jigu pirkSanas Iémumu
uzticéSanas tieSsaiste, bet 34% atzist, ka veidoSana.
mark&jumiem, tieSsaiste ir griiti novertet, vai
sociala ietekmeun | produkts patiesam ir videi
digitala vide ka draudzigs; tikai 12% uzticas e-
pirkumus veikalu “eco” kategorijam.
ietekm&joss
kanals.

Raksts III | SEO un digitala 19% uzp@mumu nebija Raksts III ir centralais pamatojums
marketinga timeklvietnes. No uznémumiem, | digitalas redzamibas un
analize; kuriem ir timeklvietnes, tikai mekl&tajprogrammu optimizacijas
timeklvietnu 18% pilniba izprot SEO nozimei. 3.2. nodala tas pierada, ka
analize; jédzienu, bet 29% to izprot ilgtsp&jiga produkta vai pakalpojuma
uzpémumu dalgji. Timeklvietnu padzilinata | informacija nevar ietekm@t paterétaja
vaditaju aptauja; analize paradija nepilnibas satura | 1@mumu, ja ta digitalaja vidé nav
ekspertu apjoma, atslégvardu lietojuma, atrodama, strukturéta un pietickami
intervijas; att€lu optimizacija, saiSu redzama.
analizeti Latvijas kvalitate un lapu aprakstos.
tirisma un Raksta uzsverts, ka Google
pasakumu Latvija izmanto 96% interneta
organizeésanas lietotaju un 75% mekletaju
uznémumi. apliko tikai pirmas lapas
Aptauja nosiitita | rezultatus.
uzpémumiem ar
atbilstosu NACE
kodu; 83% jeb
1731 uzpe€mumu
parstavji
piedalijas aptauja.

Raksts IV | Teorétiska 31% jauniesu pieslédzas Raksts IV pamato, ka digitala
dokumentu, socialajiem medijiem 10 vai informacija un mediju ekosistéma

digitalo materialu
un statistikas
analize; aptaujas
datu analize par
jauniesu uzvedibu
mediju
ekosistema; 1553
jauniesi vecuma
no 16 Iidz 20
gadiem; 45
jautajumu aptauja.

vairak reizu diena, 58% ikdiena
pieslédzas iepirksanas portaliem,
vidgjais digitalajos medijos
pavaditais laiks ir 4,4 stundas
diena. 37% jauniesu noradija, ka
pedgjo pirkumu veicinaja digitala
marketinga aktivitate, bet 26%
nebiitu pieversusi uzmanibu
konkr&tam produktam, ja nebtitu
sanémusi digitalo informaciju.

veido vidi, kura patérétajs ne tikai
iegiist informaciju, bet art tiek virzits
uz konkrétu izveli. 3.2. nodala tas
izmantojams, lai paraditu digitalas
komunikacijas intensitati un tas
ietekmi uz produktu pamaniSanu,
izvertéSanu un pirkuma impulsu.
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Raksts Datu avots/ Galvenais rezultats Pamatojums
metode

Raksts V Kvantitativs Digitalo mediju ietekme pozitivi | Raksts V pamato, ka digitalie mediji
petijums; korel€ ar uztic€sanos digitalajai ietekmé ilgtsp€jigu pirksanas lemumu
strukturéta informacijai (r = 0,54), netie$i — caur informacijas
tieSsaistes aptauja; | uztic€Sanas digitalajai uzticamibu, attieksmes veidoSanos un
651 respondents, | informacijai korel€ ar attieksmi pirkuma nodomu. 3.2. nodala tas ir
kuri regulari pret ilgtsp&jigiem produktiem (r | nozimigs empirisks pamats
izmanto digitalos | =0,61), bet atticksme pret secinajumam, ka digitala informacija
medijus ilgtsp&jigiem produktiem koreleé | darbojas ne tikai ka inform&Sanas
informacijas ar ilgtsp&jiga pirkuma nodomu (r | kanals, bet arT ka uztic€Sanas un
ieguvei; piecu =0,68). Regresija balstita celu atticksmes veido$anas mehanisms.
punktu Likerta analize apstiprina visas
skala; aprakstosa | hipotezes: digitalo mediju
statistika, Pirsona | ietekme — uztic€$anas (f = 0,54;
korelacijas analize | p <0,001), uzticéSanas —
un regresija atticksme (p = 0,61; p < 0,001),
balstita celu atticksme — pirkuma nodoms (f§
analize. =0,68; p <0,001).

Raksts VI | Kvantitativs Digitalas vides faktori statistiski | Raksts VI tieSi pamato, ka digitalas
petijums; nozimigi ietekme uztverto informacijas kvalitate, skaidriba un
struktureta ilgtsp@ju: digitala redzamiba (f = | uzticamiba ir specigaks faktors neka
tieSsaistes aptauja; | 0,31; p <0,001), mediju ietekme | tikai informacijas redzamiba. 3.2.
247 derigas (B=0,27; p<0,01) un nodala §is raksts izmantojams, lai
anketas; pctijuma | informacijas kvalitate (p = 0,43; | pamatotu, ka digitala informacija ne
mérkgrupa — p <0,001). Uztverta ilgtsp&ja tikai padara ilgtsp&jigu izveli
digitalie paterétaji, | ietekm@ patérétaju uzticésanos (p | redzamu, bet ari veido patérétaja
kuri regulari =0,55; p <0,001), bet uztveri par produkta vai zimola
izmanto tieSsaistes | uztic€Sanas ietekme ilgtsp&jiga ilgtspgju.
platformas un patérina lémumu pienemsanu (f§
sastopas ar =0,49; p <0,001).
ilgtspgjas
informaciju;
strukturalo
vienadojumu
model&sana.

Raksts Kvantitativs Digitala vide novértéta ar Raksts VII integré digitalas

A% 11 pétijums; augstako vidgjo vertibu (M = informacijas un digitala marketinga
struktureta 3,92), informacijas kvalitate - M | dimensiju plasaka paterétaju
tieSsaistes aptauja; | = 3,74, uzticéSanas - M = 3,58, ilgtspgjigu lemumu veidosanas
384 respondenti; | ilgtsp&jigs Iemums - M = 3,46. procesa. 3.2. nodala tas pamato, ka
aktivi digitalas SEM rezultati apstiprina secigu digitala vide vispirms strukturg
vides lietotaji; ietekmes struktiiru: digitala vide | informacijas pieejamibu un uztveri,
piecu punktu — informacija (p = 0,64; p < savukart informacijas kvalitate un
Likerta skala; 0,001), informacija — ticamiba talak veido uztic€Sanos, kas
aprakstosa uzticgSanas (p = 0,72; p < ietekmge ilgtsp&jigu pirkSanas lémumu.
statistika, 0,001), uzticésanas — lemums (p
korelacijas analize | =0,68; p <0,001), ka ar1
un strukturalo informacijas netiesa ietekme uz
vienadojumu lémumu caur uzticésanos (p =
model&sana. 0,49; p <0,001). Modela

atbilstibas raditaji: CFI = 0,94,
TLI = 0,93, RMSEA = 0,052,
SRMR = 0,041.

Avots: Autores veidots

Tabula apkopotie rezultati parada, ka digitalas informacijas un digitala marketinga

dimensija rakstu kopa tiek pamatota vairakos savstarp€ji saistitos Itmenos. Raksti [ un II
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apliecina, ka informacijas skaidriba, parbaudamiba un uzticamiba ir butisks priekSnoteikums
ilgtsp&jigu pirkSanas [émumu veidoSana. Raksta I konstatéta pozitiva saikne starp uztic€Sanos
zalajam marketingam un zalo pirkumu biezumu, ka ar1 Raksta II identificétais informacijas
trukums un zema uzticéSanas tieSsaistes “eko” kategorijam parada, ka patérétajam nepietiek ar
visparigu ilgtsp&jas komunikaciju. Informacijai jabtt saprotamai, salidzinamai un patérétajam
uzticamai.

Raksts III pamato digitalalaja vidé pieejamas redzamibas nozimi. Ilgtsp&jiga produkta
vai pakalpojuma informacija var ietekmét patérétaja izveli tikai tad, ja ta ir atrodama jeb
ieraugama digitalaja vide, tadeé] mekletajprogrammu optimizacija Saja dimensija nav tikai
tehnisks digitala marketinga instruments, bet arT priekSnoteikums tam, lai ilgtsp&jigs
piedavajums nonaktu paterétaja izvertesanas procesa. Raksts IV parada, ka digitala informacija
darbojas plasaka mediju ekosistéma un taja, kadi ir paterétaju mediju lietoSanas paradumi.
JaunieSu mediju lietoSanas dati apliecina, ka digitala vide ir ne tikai informacijas ieguves vieta,
bet ar1 pirkSanas impulsu, produktu pamaniSanas un izvéles veidoSanas telpa.
lémumu netiesi - caur uztic€Sanos, attiecksmi un uztverto ilgtsp&ju. Raksta V digitalo mediju
ietekme ir saistita ar uztic€Sanos digitalajai informacijai, uztic€Sanas - ar attiecksmi pret
ilgtsp&jigiem produktiem, bet attieksme - ar ilgtsp€jiga pirkuma nodomu. Savukart Raksta VI
tiek paradits, ka informacijas kvalitate ir specigs uztvertas ilgtsp&jas veidotajs un ka ilgtsp&jas
informacijas daudzums nav noteicoSais - izSkiroSa ir tas kvalitate, skaidriba un ticamiba.

Raksts VII integré Sos rezultatus seciga lémuma veidoSanas skatfjuma. Digitala vide
vispirms ietekmé informacijas pieejamibu un uztveri, informacijas kvalitate un ticamiba veido
uzticg$anos, bet uzticg$anas talak ietekmé ilgtsp&jigu pirksanas lémumu. Saja nodala Raksts
VII netiek izmantots gala pétijuma konceptuala ietvara formul&Sanai, bet gan, lai pamatotu
secindgjumu, ka digitala informacija ir nepiecieSams, tatu nepietiekams priekSnoteikums
pateérétaju ilgtsp&jigu pirkSanas lémumu veidoSanas skaidroSanai.

Apkopojot rakstu kopas rezultatus, secinams, ka digitalas informacijas un digitala
marketinga dimensija paterétaju ilgtsp&jigu pirkSanas l€émumu veidoSana pilda vairakas
funkcijas - nodroSina informacijas pieejamibu, palielina ilgtsp&jigu produktu redzamibu, veido
uztveri par produkta vai zimola ilgtsp&ju un ietekmé uztic€Sanos informacijai. Lémuma
veidoSanos biitiski ietekmé arf tas, vai ilgtspgjiga izvele ir digitali redzama, viegli atrodama,

saprotama, salidzinama un uzticama.
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Socialas un mediju ietekmes dimensija pateérétaju lemumu pienemsana

Socialas un mediju ietekmes dimensija rakstu kopa skaidro, ka ilgtsp&jigu paterétaju
pirkSanas léemumu veidoSanos ietekmé ne tikai individuala attiecksme vai racionals produkta
izvertejums, bet arT sociala vide, digitalo platformu saturs, citu patérétaju pieredze,
rekomendacijas, elektroniska mutvardu komunikacija un socialas normas. ST dimensija ir
butiska, jo digitala marketinga un mediju ekosistema paterétajs [lemumu nepienem izoléti -
izveli ietekmé€ informacijas aprite, citu lietotaju vert€jumi, socialajos medijos redzamais saturs,
platformu algortimu darbiba, kopienas viedoklis un sabiedriba nostiprinajusies prieksstati par
ilgtsp&jigu paterinu. Rakstu kopas ietvara socialas un mediju ietekmes dimensija tiek analizeta
ar Rakstiem IV, V un VII, kur mediju ekosistema, digitalo mediju ietekme un digitala
marketinga un mediju ekosisteéma tiek analiz&ta ka aktivs patérétaju lemumu veidoSanas faktors.
Vienlaikus So dimensiju papildina Raksts II, kura analiz&ta socialo normu un vienaudzu ietekme
zalo pirkumu veikSana, ka arT Raksti I, III un VI, kuros socialas un mediju ietekmes aspekti
paradas komunikacijas uztveres, digitalas redzamibas, mediju ietekmes un uztvertas ilgtspgjas
veidoSanas konteksta.

Rakstu kopas rezultati Saja dimensija netiek interpreteti ka lineara rakstu seciba, bet gan
ka savstarp@ji papildino$s empirisko pieradijumu kopums. Katrs raksts ieklauj atskirigu socialas
un mediju ietekmes aspektu, savukart kopuma tie lauj pamatot, ka ilgtsp€jigu paterétaju
pirkSanas lémumu veidoSanas digitala marketinga un mediju ekosistéma ir sociali un mediju

vide ietekméts process. (skat. 3.2. tabulu)

3.2.tabula

Socialas un mediju ietekmes dimensijas empiriskais pamatojums rakstu kopa

strukturgta tieSsaistes
aptauja; Likerta
skalas; aprakstosa
statistika, korelacijas
analize un lineara
regresija; 418
respondenti Cetras
vecuma grupas un
pilsétu/lauku
sadalfjuma.

zala marketinga uztvere. 26-40 un
41-60 gadu grupas vairak neka 80%
respondentu sp&ja identificet zala
marketinga mérki; 18-25 gadu
grupa §is raditajs bija 65%, bet 60+
grupa - 47%. Jauniesi biezak
noradija, ka zalais marketings vinus
uzruna vizuali un caur digitaliem
rikiem, piem&ram, lietotném vai QR
kodiem.

Raksts | Datu avots / metode | Galvenais rezultats Pamatojums
Raksts | Jaukto metozu Rezultati parada atSkiribas starp Raksts I 3.3. nodala izmantojames,
I pétijuma pieeja; vecuma un regionalajam grupam lai pamatotu, ka ilgtsp&jigas

izveles uztveri ietekme ne tikai
individuala attieksme, bet art
vecuma grupa, socialais
konteksts, dzivesvieta un
komunikacijas forma. Tas parada,
ka socialas grupas un mediju
formati atSkirigi ietekmée zala
marketinga uztveri.
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Raksts | Datu avots / metode | Galvenais rezultats Pamatojums
Raksts | Jauktas metodes P&tfjuma 1pasi analiz€ta socialo Raksts II tiesi pamato socialas
I pétijums; strukturéta | normu un vienaudzu ietekme. 18-30 | ietekmes nozimi ilgtspgjigu
elektroniska aptauja; | gadu vecuma grupa 41% pirkSanas lémumu veido$ana. Tas
pateretaju uzvedibas respondentu noradija, ka vinu parada, ka 1pasi jaunakiem
analize; 422 pirkSanas izveli ietekmé draugu pateretajiem socialo mediju
respondenti Latvija; | uzvediba vai socialajos medijos saturs, vienaudzu uzvediba un
analiz&ta socialo redz@tais saturs, savukart vecuma apkartgjas kopienas viedokli var
normu, vienaudZzu, grupa virs 50 gadiem $adu ietekmi ietekmé&t zalo produktu izvéli.
digitalas vides, atzina tikai 16% respondentu.
uzticeSanas un Skerslu | Raksta secinats, ka digitala vide
nozime zalo pirkumu | jaunakajas grupas darbojas ne tikai
veikSana. ka informacijas, bet ar1 ka
normativas ietekmes avots.
Raksts | SEO un digitala Raksta paradits, ka digitala vide un Raksts I1I 3.3. nodala
I marketinga analize; mekl&tajprogrammas strukturg izmantojams ka papildinoss
timeklvietnu analize; | patérétaja piekluvi informacijai un pamatojums tam, ka socialas un
uznémumu parstavju | izveles iespgjam. Eksperti norada, mediju ietekmes dimensija ietver
aptauja; ekspertu ka labi optimiz€ta timekl]vietne ar1 digitalas platformas un
intervijas; analiz&ti nodroSina uznémuma redzamibuun | mekl&Sanas vidi. Paterétaja izvele
Latvijas ttrisma un atrodamibu bridi, kad patcrétajs tiek ietekméta ne tikai ar socialo
pasakumu aktivi mekl@ risinajumu. mediju saturu, bet arT ar to, ka
organize€Sanas Timeklvietnu analize ietverti aritadi | digitala vide strukturé piekluvi
uznémumi. faktori ka socialo mediju aktivitate, | informacijai un padara noteiktus
saites, doména autoritate un piedavajumus redzamakus neka
publikacijas timeklvietne. citus.
Raksts | Teorgtiska Rezultati parada loti augstu jaunieSu | Raksts IV ir centralais empiriskais
v dokumentu, digitalo iesaisti mediju ekosistema: 31% pamats socialas un mediju
materialu un jaunies$u socialajiem medijiem ietekmes dimensijai. Tas parada,
statistikas analize; pieslédzas 10 vai vairak reizu diena, | ka mediju ekosistéma veido
aptaujas datu analize; | 22% - vismaz 7 reizes diena, 58% pateérétaja ikdienas informacijas,
1553 jauniesi ikdiena apmekIg iepirkSanas komunikacijas un pirkSanas vidi.
vecuma no 16 1idz 20 | portalus, un vidg&jais digitalajos Digitalais saturs ietekmé produkta
gadiem; 45 jautajumu | medijos pavaditais laiks ir 4,4 pamanisanu, izvéles impulsu un
aptauja par mediju stundas diena. 37% respondentu patérétaja uzvedibu tieSsaistes
ekosisteému, noradija, ka p&d&jo pirkumu vidg.
digitalajiem veicinaja digitala marketinga
paradumiem un aktivitate, bet 26% nebtitu
lémumu pienemsanu. | pieveérsusi uzmanibu konkrétam
produktam bez digitalas
informacijas.
Raksts | Kvantitativs Raksts parada digitalo mediju, Raksts V 3.3. nodala pamato, ka
\% pétijums; strukturéta | socialo platformu, lietotaju radita socialo mediju un digitalas

tieSsaistes aptauja;
651 respondents;
piecu punktu Likerta
skala; aprakstosa
statistika, Pirsona
korelacijas analize un
regresija balstita celu
analize.

satura un eWOM nozimi. Digitalo
mediju ietekme pozitivi saistita ar
uztic€Sanos digitalajai informacijai
(r = 0,54), uzticesanas - ar atticksmi
pret ilgtspgjigiem produktiem (r =
0,61), bet attiecksme

- ar ilgtsp&jiga pirkuma nodomu (r
=0,68). Raksta uzsverts, ka socialie
mediji un digitalas platformas lauj
patérétajiem pieklit produktu
informacijai, dalities pieredzg un
vertet citu lietotaju atsauksmes.

komunikacijas ietekme uz
ilgtspgjigu pirksanas lemumu
galvenokart darbojas caur socialo
pieredzi, atsauksmém, e WOM un
uztic€Sanos. Tas parada, ka citu
paterétaju pieredze digitalaja vide
klaist par nozimigu 1émumu
veidoSanas faktoru.
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aptauja; 384
respondenti; aktivi
digitalas vides
lietotdji; piecu punktu
Likerta skala;
aprakstosa statistika,
korelacijas analize un
strukturalo
vienadojumu
model&sana.

konceptualizeta ka vide, kas ietekm&
informacijas ekspoziciju, uztveri,
uztic€Sanas veidoSanos un socialas
normas. Rezultati parada secigu
ietekmes struktiiru: digitala vide
ietekmé informaciju (p = 0,64; p <
0,001), informacija ietekmé&
uzticésanos (B = 0,72; p < 0,001),
bet uzticé$anas ietekmé 1emumu (f
=0,68; p < 0,001).

Raksts | Datu avots / metode | Galvenais rezultats Pamatojums
Raksts | Kvantitativs petijums; | Strukturala modela rezultati parada, | Raksts VI 3.3. nodala pamato, ka
VI strukturgta tieSsaistes | ka mediju ietekme pozitivi un mediju ietekme nav tikai
aptauja; 247 derigas | statistiski nozimigi ietekm& uztverto | informativa, bet arT interpretativa:
anketas; mérkgrupa ilgtspgju (B = 0,27; p < 0,01). ta palidz veidot paterétaja
— digitalie pateretaji, | Digitala redzamiba arT ietekme prieksstatu par produkta vai
kuri regulari izmanto | uztverto ilgtsp&ju (p = 0,31; p < zimola ilgtsp&ju. Sis raksts
tieSsaistes platformas | 0,001), bet informacijas kvalitatei ir | sasaista socialas un mediju
un sastopas ar vel specigaka ietekme (f = 0,43; p < | ietekmes dimensiju ar uztvertas
ilgtsp&jas 0,001). Uztverta ilgtspgja talak ilgtsp€jas un uzticesanas
informaciju; ietekm€ uzticesanos (f = 0,55; p < veidosanos.
strukturalo 0,001), bet uzticesanas - ilgtspejiga
vienadojumu patérina [émumu pienemsanu (f =
modeléSana. 0,49; p <0,001).
Raksts | Kvantitativs petfjums; | Raksta digitala marketinga un Raksts VII integre socialas un
A% 11 strukturgta tieSsaistes | mediju ekosistéma tiek mediju ietekmes dimensiju kopgja

pateretaju ilgtspejigu lemumu
veidoSanas skaidrojuma. 3.3.
nodala tas pamato, ka mediju
ekosistéma nav tikai fons, bet
aktiva ietekmes vide, kura
informacija, socialie signali,
uztic€sanas un lémuma
pienemsana veido savstarpgji
saistitu procesu.

Avots: Autores veidots

Tabula 3.2. apkopotie rezultati parada, ka socialas un mediju ietekmes dimensija nav
saistama tikai ar socialajiem medijiem Saura nozime, bet ta raksturo plasaku digitala marketinga
un mediju ekosistému, kura patérétajs sanem informaciju, salidzina citu lietotaju pieredzi, reagé
uz socialajiem signaliem un veido prieksSstatu par to, vai ilgtsp&jiga izv€le ir sociali nozimiga,
uzticama un praktiski 1stenojama.

Apkopojot visu rakstu rezultatus, secinams, ka socialas un mediju ietekmes dimensija
ilgtsp&jigu paterétaju pirkSanas lemumu veidoSana izpauzas tris galvenajos virzienos. Pirmkart,
ta raksturo socialas vides, vienaudZu un socialo normu ietekmi uz ilgtsp€jigas izvéles uztveri.
Otrkart, ta parada digitala marketinga un mediju ekosistému ka informacijas, uzmanibas un
izveles veidoSanas vidi. Treskart, ta sasaista citu paterétaju pieredzi, lietotaju raditu saturu un
mediju ietekmi ar uztic€Sanas un uztvertas ilgtspejas veidosanos.

Uztvertas ilgtsp€jas un uzticeéSanas dimensija ilgtspéjigu pirkSanas lemumu veidoSana

Uztvertas ilgtsp&jas un uzticéSanas dimensija rakstu kopa skaidro, ka paterétajs digitala
marketinga un mediju ekosist€ma noverte ilgtspejas informacijas ticamibu, produkta vai zimola
ilgtsp&ju un uznémuma komunikacijas atbilstibu faktiskai ilgtsp€jigai ricibai. Rakstu kopas

ietvara §1 dimensija 1pasi izriet no Rakstiem V, VI un VII, kuros uzticg€Sanas, informacijas
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ticamiba, uztverta ilgtsp&ja un ilgtsp&jiga pirkuma nodoms tiek analiz&ti ka savstarpgji saistiti

faktori. Vienlaikus dimensija balstas arT Rakstos I un II, kuros paradita zala marketinga, eko

mark&umu, zalmaldinasanas riska un informacijas trikuma ietekme uz patérétaju uzvedibu.

Raksti IIT un IV So dimensiju papildina, paradot, ka uzticésanas digitala marketinga un mediju

ekosisttma nevar veidoties bez pietickamas informacijas pieejamibas, redzamibas un mediju

ekosisteémas ietekmes. (skat. 3.3. tabulu)

3.3.tabula

Uztvertas ilgtsp€jas un uztic€Sanas dimensijas empiriskais pamatojums rakstu kopa

Raksts Datu avots / metode | Galvenais rezultats Pamatojums

Raksts I Kombinéta UzticgSanas zalajam marketingam ir | Raksts I pamato, ka uzticéSanas
kvantitativa un ciesi saistita ar zalo pirkumu ir viens no priek$noteikumiem,
kvalitativa piecja; biezumu. Vairak neka 60% lai zala marketinga
strukturéta respondentu uzticéSanos zalajam komunikacija parverstos
tieSsaistes aptauja; marketingam novértéja ar 4 vai 5 patérétaja riciba.

Likerta skalas; punktiem. Konstatéta pozitiva Uztverta ilgtsp&ja Seit paradas caur
aprakstosa statistika, | korelacija starp uztic€Sanos zalajam | paterétaja sp&ju atskirt pamatotu
korelacijas analize marketingam un zalo pirkumu ilgtspgjas komunikaciju no
un lineara regresija; | biezumu (r = 0,58). virspusgjiem vai neparbaudamiem
418 respondenti. Vienlaikus 39% respondentu pauda | zalajiem vestfjumiem.

skepsi par zalo mark&umu

autentiskumu un zalmaldinaSana

risku.

Raksts I | Jauktas metodes Zalo pirkumu izveli ierobezo Raksts II pamato, ka ilgtspgjigs
pétijums; strukturéta | informacijas un uzticéSanas pirkSanas I1émums neveidojas
elektroniska aptauja; | trikums. 47% respondentu tikai no pozitivas atticksmes
patérétaju uzvedibas | noradija, ka viniem triikst pret vidi. Patérétajam ir
analize; 422 skaidribas par produktu ietekmi uz jauzticas ilgtsp&jas
respondenti vidi, 38% pauda zemu uztic€Sanos mark&umam, informacijai un
Latvija. eko mark&jumiem, 41% uzticas EU | uznémuma apgalvojumiem.

Ecolabel, bet tikai 18% uzticas Uzticésanas trilkums un

privatiem veikalu “eco” zalmaldina$ana risks uztverto

mark&umiem. ilgtsp&ju padara nestabilu un
kave faktisku pirkumu.

Raksts III | SEO un digitala Raksts tiesi nekoncentrgjas uz Raksts II1 3.4. nodala
marketinga analize; | uztverto ilgtsp&ju, bet parada, ka izmantojams ka papildinoss
timeklvietnu analize; | patérétaja lemums digitalaja vide ir pamatojums: uzticésanas un
uznémumu atkarigs no informacijas uztverta ilgtsp€ja digitalaja vide
parstavju aptauja; atrodamibas, strukturétibas un nevar veidoties, ja informacija
ekspertu intervijas; kvalitates. Rezultati liecina, ka tikai nav atrodama, pietiekama,
analiz&ti Latvijas 18% uzne€mumu parstavju pilniba strukturéta un saprotama. Tas
tirisma un izprot SEO, 19% uznémumu nav sasaista tehnisko digitalas
pasakumu timeklvietnes, un timeklvietnu redzamibas aspektu ar
organizesanas analize konstatétas nepilnibas satura | uztic€Sanas veidosanas
uznémumi. apjoma, atslégvardu lietojuma, lapu | priekSnosactjumiem.

aprakstos un attelu optimizacija.
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Raksts Datu avots / metode | Galvenais rezultats Pamatojums

Raksts IV | Teoréetiska Mediju ekosistéma ietekmé jaunieSu | Raksts IV pamato, ka uztverta
dokumentu, digitalo | uztveri, uzvedibu un lémumu ilgtsp&ja veidojas arT mediju
materialu un pienemsanu. P&tjjuma konstatéts, ka | ekosisteémas ietekmé. Jauniesi
statistikas analize; 37% jaunieSu p&dejo pirkumu digitalaja vide sasaista
aptaujas datu veicinaja digitala marketinga informacijas pieejamibu, mediju
analize; 1553 aktivitate, 26% nebiitu pieversusi lietojumu un ilgtsp€jas
jauniesi vecumano | uzmanibu produktam bez digitalas prieksstatus, tade] mediju vide
16 1idz 20 gadiem. informacijas, savukart 97% klust par nozimigu ilgtsp&jas

respondentu ka mediju ekosistémas uztveres veido$anas kontekstu.
ilgtspgjas ieguvumu noradija atru

piekluvi informacijai un papira

lietojuma samazinajumu.

Raksts V | Kvantitativs Digitalo mediju ietekme pozitivi Raksts V ir viens no
pétijums; strukturta | saistita ar uzticéSanos digitalajai centralajiem pamatojumiem $ai
tieSsaistes aptauja; informacijai (r = 0,54), uzticeSanas dimensijai. Tas parada, ka
651 respondents; digitalajai informacijai - ar uztic€Sanas digitalajai
piecu punktu Likerta | attieksmi pret ilgtsp&jigiem informacijai ir starpposms starp
skala; aprakstosa produktiem (r = 0,61), bet atticksme | digitalo mediju ietekmi un
statistika, PTrsona - ar ilgtspgjiga pirkuma nodomu (r ilgtsp&jiga pirkuma nodomu.
korelacijas analize =0,68). Regresijas analize visas Uztverta ilgtspgja Seit tiek
un regresija balstita | hipotézes apstiprinatas: digitalo skaidrota caur informacijas
celu analize. mediju ietekme — uztic€$anas (f ticamibu, citu patérétaju

=0,54; p <0,001), uzticésanas — pieredzi, e WOM un atticksmes
atticksme (p = 0,61; p < 0,001), veidosanos.

atticksme — pirkuma nodoms (f§

=0,68; p <0,001).

Raksts VI | Kvantitativs Digitalas vides faktori ietekmé& Raksts VI ir tiesakais
petijums; struktureta | uztverto ilgtsp&ju: digitala redzamiba | empiriskais pamatojums 3.4.
tieSsaistes aptauja; (B=10,31; p <0,001), mediju nodalai. Tas parada, ka uztverta
247 derigas ietekme (f = 0,27; p <0,01) un ilgtspgja darbojas ka mehanisms
anketas; mérkgrupa | informacijas kvalitate (p starp digitalas vides faktoriem
— digitalie =0,43; p <0,001). Uztverta un paterétaju uztic€sanos.
patérétaji, kuri ilgtsp&ja pozitivi ietekmé Lémums veidojas secigi: digitala
regulari izmanto uzticésanos (f = 0,55; p <0,001), informacija ietekmé ilgtsp€jas
tieSsaistes bet uzticé$anas ietekmé ilgtsp&jiga uztveri, uztvere veido
platformas un patérina [émumu pienemsanu (B = uztic€sanos, bet uzticgSanas
sastopas ar 0,49; p < 0,001). ietekmé ilgtsp&jiga patérina
ilgtsp€jas lemumu.
informaciju;
strukturalo
vienadojumu
model&Sana.

Raksts VII | Kvantitativs Rezultati parada secigu lémuma Raksts VII integre uztvertas
pétijums; strukturéta | veidoSanas struktiiru: digitala vide ilgtsp&jas un uztic€Sanas
tieSsaistes aptauja; — informacija (p = 0,64; p < 0,001), | dimensiju kop&ja paterétaju
384 respondenti; informacija — uzticéSanas (p = ilgtsp&jigu Iémumu veidoSanas
piecu punktu Likerta | 0,72; p < 0,001), uzticéSanas — skaidrojuma. Tas pamato
skala; aprakstosa lémums (B = 0,68; p < 0,001). uztic€Sanos ka centralo
statistika, Informacijas netiesa ietekme uz starpniekmehanismu starp
korelacijas analize lémumu caur uzticéSanos ir p = 0,49; | informacijas uztveri un faktisku
un strukturalo p < 0,001. Korelaciju analizé ilgtspgjigu pirksanas lemumu.
vienadojumu speciga saikne konstat&ta starp
modelésana. informaciju un uzticésanos (r = 0,71)

un starp uztic€sanos un lémumu (r =
0,76).

Avots: Autores veidots
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Tabula 3.3. apkopotie rezultati parada, ka uztverta ilgtsp&ja un uzticésanas rakstu kopa
netiek aplikota ka izoléts patérétaja psihologisks faktors. Ta veidojas digitalas informacijas,
digitala marketinga komunikacijas, socialo un mediju ietekmju, mark&umu ticamibas un
patérétaja sp&jas izvertét ilgtsp&jas apgalvojumus mijiedarbiba. Lidz ar to §1 dimensija palidz
skaidrot, kapéc informacijas pieejamiba pati par sevi vél nenodrosSina ilgtsp&jigu pirkSanas
lemumu.

Apkopojot rakstu kopas rezultatus, uztvertas ilgtsp€jas un uztic€Sanas dimensija
izpauZzas tr1s savstarp&ji saistitos [imenos - paterétajs izverte ilgtspejas informacijas kvalitati,
skaidribu un parbaudamibu tad veidojas prieksstats par produkta, pakalpojuma vai zimola
ilgtsp&ju tad §1 uztvere nosaka uztic€Sanos, kas ietekme gatavibu pienemt ilgtsp&jigu pirkSanas
lémumu. Attiecigi ilgtspgjigus pirkSanas lémumus digitala marketinga un mediju ekosisteéma
nevar skaidrot tikai ar informacijas apjomu vai komunikacijas intensitati, izS§kiroSa nozime ir
tam, vai patérétajs ilgtspéjas informaciju uztver ka ticamu, skaidru un autentisku. ST dimensija
veido pareju uz ekonomiski strukturalo dimensiju, jo lidztekus uztic€Sanas veidoSanai galiga
lémuma TstenoSanu ietekm@ ar1 cena, pieejamiba un praktiskie izv€les nosacijumi.
Ekonomiski strukturala dimensija ilgtspéjigu pirkSanas léemumu isteno$ana

Ekonomiski strukturala dimensija rakstu kopa skaidro nosacijumus, kas ietekmé
ilgtsp€jiga pirkSanas lémuma praktisko istenoSanu, ko ietekmé cena, produkta pieejamiba,
tirgus piedavajums, izvéles ertums, digitalas infrastrukttras kvalitate un patérétaja iesp&ja
praktiski salidzinat ilgtsp€jigas alternativas.

S dimensija ir nozimiga, jo ta palidz skaidrot attieksmes-ricibas plaisu ilgtspgjiga
patérina konteksta. Patérétajs var atbalstit ilgtsp&as principus, uzticéties ilgtsp&jas
komunikacijai un pozitivi vertet ilgtspgjigus produktus, tatu pirkums var netikt istenots, ja
ilgtspejiga izvele ir dargaka, griitak pieejama, nepietickami salidzinama vai prasa lielaku piepiili

neka tradicionala alternativa. (skat. 3.4. tabulu)
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3.4.tabula

Ekonomiski strukturalas dimensijas empiriskais pamatojums rakstu kopa

Raksts Datu avots / metode | Galvenais rezultats Pamatojums
Raksts | Kombingta Regularu videi draudzigu Raksts I pamato, ka ilgtsp&jiga pirksanas
I kvantitativa un pirkumu 1stenoSanu ierobezo lémuma 1stenoSanu ierobezo ne tikai
kvalitativa pieeja; cena, pieejamiba un attiecksme vai uztice€Sanas, bet ar1
struktur€ta tieSsaistes | informacijas trukums. 67% ekonomiskie un tirgus pieejamibas faktori.
aptauja; Likerta respondentu noradija cenu ka | 3.5. nodala tas izmantojams, lai paraditu,
skalas; aprakstosa butisku skersli, 54% - ka zala marketinga ietekme nav
statistika, korelacijas | produkta universala, ja paterétajs sastopas ar
analize un lineara pieejamibu, 28% - augstaku cenu vai ierobezotu produktu
regresija; 418 informacijas trikumu. Cenas | pieejamibu.
respondenti. jutigums negativi korel€ ar
zalo pirkumu biezumu (r = -
0,32), bet zala marketinga
ietekmi ierobezo
cena un pieejamiba.
Raksts | Jauktas metodes Tikai 22% respondentu Raksts II tiesi pamato ekonomiski
I petijums; strukturéta | regulari iegadajas videi strukturalo dimensiju, paradot, ka
elektroniska aptauja; | draudzigus produktus; 49% atticksmes—ricibas plaisu liela méra
pateretaju uzvedibas | to dara tikai reiz€m, ja cena nosaka cena, pieejamiba, informacijas
analize; 422 un pieejamiba atbilst triikums un uzticésanas problémas. 3.5.
respondenti Latvija; | vajadzibam. Galvenie $kérsli: | nodala tas izmantojams ka centralais
analiz&ti zalo augsta cena (68%), pieradijums tam, ka ilgtsp&jigs pirkums
pirkumu skersli, nepietickama informacija jaskata ka praktiski un ekonomiski
uzticésanas (47%), zema uzticé$anas nosacita izvéle.
mark&jumiem, eko mark&umiem (38%),
sociala ietekme un ierobezota pieejamiba (35%).
digitala vide.
Raksts | SEO un digitala Digitala pieejamiba darbojas Raksts III paplasina ekonomiski
I marketinga analize; ka strukturals priek$noteikums | strukturalo dimensiju digitalas
timeklvietnu analize; | izvélei. infrastruktiiras virziena. 3.5. nodala tas
uznémumu parstavju | Raksta noradits, ka pamato, ka ilgtsp&jiga izvéle nav
aptauja; ekspertu timeklvietnes, kuras nav iesp&jama, ja piedavajums digitalaja tirgh
intervijas; analiz&ti atrodamas nav atrodams, tehniski pieejams vai
Latvijas ttrisma un mekl&tajprogrammas, zaudé pietickami strukturéts salidzinasanai.
pasakumu potencialos klientus; 75%
organizeésanas mekletaju apliko tikai pirmas
uznémumi. lapas rezultatus.
Konstatgtas nepilnibas satura
apjoma, atslégvardu
lietojuma, timeklvietnu
atruma, dros§iba un att€lu
optimizacija.
Raksts | Teorétiska Jaunie$u pirksanas uzvedibu Raksts IV 3.5. nodala izmantojams, lai
v dokumentu, digitalo digitalaja vide ietekmé ar1 paraditu, ka digitalaja vide pirkSanas

materialu un
statistikas analize;
aptaujas datu analize;
1553 jauniesi
vecuma no 16 1idz 20
gadiem; 45
jautajumu aptauja
par mediju
ekosistemu,
digitalajiem
paradumiem un
pirkSanas izvelem.

praktiski un strukturali
nosacijumi: 100%
respondentu noradija, ka
viniem ir pieejami lidzekli
pirkumu veiksanai; 70%
pirkumus ar vecakiem saskano
tikai virs 50 EUR; izvéloties
interneta veikalu, jauniesi par
biitiskiem faktoriem norada
cenu, naudas pieejamibu,
popularitati, draugu
rekomendacijas un produkta
ilgtsp&ju.

lémumi veidojas arT praktiskas
pieejamibas, budzeta, platformu izvéles un
paterina ertuma ietekmé. Tas sasaista
ekonomiski strukturalo dimensiju ar
mediju ekosist€émas radito pirksanas vidi.
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Raksts | Datu avots / metode | Galvenais rezultats Pamatojums
Raksts | Kvantitativs Digitalo mediju ietekme uz Raksts V 3.5. nodala izmantojams ka
\% pétijums; strukturéta | ilgtspgjiga pirkuma nodomu papildino$s pamatojums tam, ka pat
tieSsaistes aptauja; darbojas caur uztic€Sanos un pozitiva attieksme un uzticeSanas
651 respondents; attieksmi, tomer raksta digitalajai informacijai veél negarante
piecu punktu Likerta | noradits, ka ilgtsp&jiga faktisku pirkumu. Igtsp&jiga pirkuma
skala; aprakstosa pirkuma nodomu var nodoms kluist Tstenojams tikai tad, ja
statistika, Pirsona ierobezot ar1 praktiski faktori | pastav pienemami ekonomiskie un
korelacijas analize un | — cena, pieejamiba, uztverta | praktiskie nosacijumi.
regresija balstita celu | kvalitate un uzticama
analize. ilgtspgjas
informacija.
Raksts | Kvantitativs Digitalas vides faktori - Raksts VI papildina ekonomiski
VI pétijums; strukturéta | digitala redzamiba, mediju strukturalo dimensiju, paradot, ka
tieSsaistes aptauja; ietekme un informacijas strukturalie nosactjumi digitalaja vide
247 derigas anketas; | kvalitate - ietekm& uztverto ietver ne tikai cenu un pieejamibu, bet arl
mérkgrupa - digitalie | ilgtsp&ju; specigaka ietekme ir | informacijas kvalitati ka izveles
pateretaji, kuri informacijas kvalitatei (p = 1stenoSanas resursu. 3.5. nodala tas
regulari izmanto 0,43; p <0,001). Raksta pamato, ka paterétaja sp&ja pienemt
tieSsaistes platformas | uzsverts, ka tikai informacijas | ilgtspgjigu lémumu ir atkariga no praktiski
un sastopas ar pieejamiba nav pietickama, ja | izmantojamas informacijas infrastruktiras.
ilgtsp&jas ta nav saprotama, uzticama un
informaciju; izmantojama lémuma
strukturalo pienemsana.
vienadojumu
model&Sana.
Raksts | Kvantitativs Rezultati parada pakapenisku | Raksts VII integré ekonomiski strukturalo
A% 11 petjums; strukturéta | vertejumu samazinajumu no dimensiju kopgja pateretaju ilgtsp&jigu
tieSsaistes aptauja; digitalas vides uz faktisko lémumu veidosanas skaidrojuma. 3.5.
384 respondenti; lemumu: digitala vide (M = nodala tas pamato, ka digitala vide,
piecu punktu Likerta | 3,92), informacijas kvalitate informacija un uzticésanas ir
skala; aprakstosa (M= 3,74), uzticésanas (M = | nepiecieSami, bet nepictickami
statistika, korelacijas | 3,58), ilgtsp&jigs [émums (M | priekSnoteikumi; galiga lémuma
analize un strukturalo | = 3,46). Raksta atticksmes— istenoSanu ietekmé ari cena, pieejamiba,
vienadojumu ricibas plaisa tiek skaidrota ieradumi un tirgus piedavajuma struktira.
model&sana. arT ar cenu jutigumu,
ierobezotu pieejamibu,
ieradumiem un praktiskas
izveles
nosacijumiem.

Avots: Autores veidots

Tabula 3.4. apkopotie rezultati parada, ka ekonomiski strukturala dimensija nav

reducgjama tikai uz cenu. Ta ietver plaSaku nosacijumu kopumu: produkta pieejamibu, tirgus

piedavajumu, digitalas infrastruktiiras kvalitati, informacijas izmantojamibu, pirkSanas €rtumu,

sociali ekonomiskos ierobeZojumus un patérétaja ikdienas paradumus. Tade] §1 dimensija lauj

skaidrot, kapéc ilgtsp€jiga pirkuma nodoms ne vienmeér parversas faktiska riciba. Apkopojot

rakstu kopas rezultatus, uztvertas ilgtsp&jas un uztic€Sanas dimensija izpauzas tris savstarp&ji

saistitos Itmenos, kur patérétajs izverté ilgtspgjas informacijas kvalitati, skaidribu un

parbaudamibu, veido priekSstatu par produkta, pakalpojuma vai zimola ilgtsp&ju un §1 uztvere

nosaka uzticgSanos, kas ietekmé gatavibu pienemt ilgtsp€jigu pirkSanas lémumu.
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3.2. Rakstu kopas savstarpéja sasaiste Cetras analizes dimensijas

Apkopota informacija parada, ka rakstu kopas rezultati nav interpret€jami ka izolétu

petijumu seciba. Katrs raksts sniedz ieguldijumu vairak neka viena analizes dimensija, tadgjadi

veidojot savstarpgji papildinosu empirisko pieradijumu kopumu. Raksti I un II pamato

patérétaju uzvedibas, zala marketinga un zalo pirkSanas Iémumu problematiku; Raksti IIT un IV

paplasina analizi digitala marketinga un mediju ekosistemas virziena; Raksti V un VI padzilina

uztic€Sanas un uztvertas ilgtsp&jas nozimi; savukart Raksts VII integré Sos rezultatus kopgja

ilgtsp@jigu paterétaju [éemumu veidosanas skaidrojuma, ko var skatit 3.5. tabula.

3.5.tabula
Rakstu kopas rezultatu savstarp€ja sasaiste Cetras analizes dimensijas

Raksts Digitalas informacijas | Socialas un mediju | Uztvertas Ekonomiski
un digitala marketinga | ietekmes dimensija ilgtspejas un strukturala
dimensija uzticéSanas dimensija

dimensija

Raksts I Pamato zala marketinga | Atklaj atSkiribas Parada uzticésanas Identific€ cenu,
komunikacijas nozimi starp vecuma un nozimi zala produktu pieejamibu
pateretaju informesana regionalajam grupam | marketinga un informacijas
un ilgtspgjigu izvelu zala marketinga ietekme uz trikumu ka butiskus
sakotngja izvertesana. uztverg; jaunakie pirkSanas skerslus zalo
Rezultati parada, ka patéretaji vairak uzvedibu; pirkumu Tstenosanai.
informacijas reag€ uz vizualiem uzticésanas
saprotamiba un un digitaliem zalajam
parbaudamiba ir biitiska | risingjumiem. marketingam
zala marketinga pozitivi korele ar
uztverei. zalo pirkumu

biezumu.

Raksts I | Parada, ka digitala vide | TieSi pamato socialo | Atklaj zemu Parada atticksmes—
un tie$saistes normu, vienaudzuun | uztic€Sanos eko ricibas plaisu:
iepirkS$anas kanali vel socialo mediju mark&jumiem un ilgtspgjigu produktu
nenodroSina pietickamu | ietekmi, Tpasi zalmaldinasana iegadi ierobezo
atbalstu zalo produktu jaunaku paterétaju risku ka bitisku cena, pieejamiba,
izvertesanai, grupas. Skersli zalo pirkumu | informacijas
patérétajiem trikst veiksanai. trikums un
skaidras informacijas uzticgsanas
par produktu ietekmi uz problémas.

vidi.

Raksts III | Centrali pamato Papildina socialas un | NetieSi pamato, ka Paplasina
digitalas redzamibas, mediju ietekmes uztic€Sanas ekonomiski
SEO un informacijas dimensiju, paradot, digitalaja vide nevar | strukturalo
atrodamibas nozimi ka digitalas veidoties bez dimensiju ar
klientu lémumu platformas, strukturétas, digitalas
pienemsana. Ilgtsp&jigs | mekletajprogrammas, | pietiekamas un infrastruktiras
piedavajums var saites un viegli atrodamas aspektu:
ietekmét patérétaju tikai | timeklvietnu informacijas. timeklvietnu
tad, ja tas digitalaja vide | struktira ietekme@ to, kvalitate, redzamiba
ir atrodams. kada informacija un pieejamiba ir

sasniedz paterétaju. prieksnoteikums
ilgtspgjigas izveles
Tstenosanai.
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Raksts Digitalas informacijas | Socialas un mediju | Uztvertas Ekonomiski
un digitala marketinga | ietekmes dimensija ilgtspejas un strukturala
dimensija uzticéSanas dimensija

dimensija

Raksts IV | Parada digitala saturaun | Ir viens no Parada, ka ilgtsp&jas | Atklaj praktiskus
digitala marketinga centralajiem uztvere veidojas ar1 | digitalas iepirkSanas
ietekmi uz produkta pamatojumiem mediju ekosistéma, | nosacijumus: cenu,
pamaniSanu un pirkuma | mediju ekosistémas kur atra informacijas | naudas pieejamibu,
impulsu; jaunie$i aktivi | ietekmei uz piekluve un digitala | platformu izveli,
izmanto iepirksanas pateretaju uzvedibu; vide tiek sasaistitaar | draugu
portalus un digitalo mediji veido jaunieSu | ilgtsp&jas rekomendacijas un
informaciju. ikdienas prieksstatiem. produkta ilgtsp&ju

informacijas, ka izveli
komunikacijas un ietekm&josus
izvéles vidi. faktorus.

Raksts V| Empiriski pamato Parada eWOM, Centrali pamato Norada, ka pozitiva
digitalo mediju ietekmi | lietotdju radita satura, | uztic€$anos attiecksme un
uz informacijas atsauksmju un citu digitalajai uzticésanas vel
pieejamibu, uzticESanos | patSrétaju pieredzes informacijai ka negarantg pirkumu,
digitalajai informacijai, | nozimi ilgtsp&jiga starpposmu jo lemumu ietekme
attieksmi pret pirkSanas [emuma starp digitalo ar1 cena, pieejamiba,
ilgtspejigiem veidoSana. mediju ietekmi uztverta kvalitate un
produktiem un pirkuma un ilgtspejiga uzticama
nodomu. pirkuma informacija.

nodomu.

Raksts VI | Tiesi pamato digitalas Parada, ka mediju Ir tiesakais Papildina strukturalo
redzamibas, mediju ietekme veido pamatojums dimensiju, paradot,
ietekmes un patcrétaja prickSstatu | uztvertas ilgtsp&jas ka informacijas
informacijas kvalitates par produkta vai un uzticgsanas kvalitate ir praktisks
ietekmi uz uztverto zimola ilgtsp&ju. dimensijai: izvéles resurss;
ilgtsp&ju digitalaja vide. uztverta ilgtspgja pateérétajs nevar

ietekmée 1stenot ilgtsp&jigu
uzticésanos, bet izveli, ja informacija
uzticéSanas — nav skaidra un
ilgtsp&jiga patérina | uzticama.

[emumu.

Raksts VII | Integré digitalo vidi un Konceptualize digitala| Poziciong Integre ekonomiski
informacijas kvalitati marketinga un mediju | uzticéSanos ka strukturalos
ka sakotngjo 1émuma ekosistému ka aktivu | centralo ierobezojumus,
veidosanas posmu; ietekmes vidi, kura starpnieckmehanism skaidrojot, kapéc
digitala vide ietekmé platformas, algoritmi, | u starp informacija un
informacijas uztveri. komunikacijas formati| informacijas pozitiva attieksme

un socialie signali uztveri un ne vienmer

ietekmé€ pateretaju. ilgtspgjigu parversas faktiska

pirkSanas [Emumu. lémuma; nozime ir

ari cenali,
pieejamibai,
ieradumiem un
praktiskajiem
nosacfjumiem.

Avots: Autores veidots

Cetru dimensiju savstarpéja sasaiste parada, ka ilgtspgjigu patérétaju pirk3anas lemumu
veidoSanas nav skaidrojama ar vienu atsevisku faktoru. Tadgjadi 3. nodala analiz&tie rezultati
pamato, ka ilgtsp&jigu paterétaju pirkSanas lémumu veidoSanas digitala marketinga un mediju
ekosisttma ir daudzdimensionals un savstarp€ji saistits process. Digitala informacija var

veicinat ilgtsp&jigas izvéles pamaniSanu, sociala un mediju vide ietekmé tas interpretaciju,
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uztverta ilgtsp&ja un uzticéSanas nosaka informacijas pienemsanu, bet ekonomiski strukturalie

nosactjumi ietekme lémuma praktisko 1stenoSanu.

3.3. Integréta modela analize paterétaju ilgtspéjigu pirkSanas lemumu veidoSanas
digitala marketinga un mediju ekosistema

Integréta modela izstrade promocijas darba balstas zinatnisko rakstu kopas rezultatu
sint€z€. Ta ka promocijas darbs veidots ka zinatnisko rakstu kopa, modela pamatojums nav
atrauts no atsevisku petijumu rezultatiem, bet izriet no septinu rakstu secigas tematiskas,
teoretiskas un empiriskas attistibas. Katrs raksts sniedz konkrétu ieguldijumu paterétaju
ilgtsp&jigu pirkSanas l@mumu veidoSanas izpratng, savukart kopuma rakstu rezultati veido
pamatu integréta modela izstradei digitala marketinga un mediju ekosist€émas
konteksta.lepriek§€jas nodalas tika paradits, ka paterétaju ilgtsp&jigu pirkSanas l@émumu
veidos$anas nav skaidrojama ar vienu izolétu faktoru. To ietekm@ gan patérétaja inform&tiba un
digitalaja vidé pieejama informacija, gan digitala marketinga vestijumi, socialas un mediju
vides ietekme, uztic€Sanas ilgtsp€jas komunikacijai, uztverta ilgtspeja, ka arT ekonomiskie un
strukturalie apstakli. Tadel promocijas darba ietvara izstradatais integrétais modelis
apkopo rakstu kopas rezultatus cetras savstarpéji saistitas dimensijas: digitalas
informacijas un digitala marketinga dimensija, socialas un mediju ietekmes dimensija,
uzticeSanas un uztvertas ilgtspejas dimensija, ka arl ekonomiski strukturalaja dimensija.
Zinatnisko rakstu kopas rezultatu pecteciba veido pakapenisku pareju no ilgtsp€jiga patérina,
zala marketinga un patérétaju uzvedibas vispariga pamatojuma uz daudzdimensionalu
ilgtsp€jigu pirkSanas 1@mumu veidoSanas analizi digitala marketinga un mediju ekosistéma.
Rakstu kopa secigi analizeta digitalas informacijas un digitala marketinga nozime, socialas un
mediju vides ietekme, uztic€Sanas un uztvertas ilgtsp&jas loma, ka ar1 ekonomiski strukturalie
nosactjumi, kas ietekmeé ilgtsp€jiga pirkSanas lémuma istenoSanu. Tadgjadi septinu zinatnisko
rakstu rezultati kopuma veido pamatu integrétam modelim, kura patérétaju ilgtsp&jigu pirkSanas
lémumu veidoSanas tiek skatita ka savstarpgji saistits un daudzdimensionals process.

Lai pamatotu integréta modela izstradi zinatnisko rakstu kopa, 3.6. tabula apkopots
septinu rakstu ieguldijums modela dimensiju veidoSana un patérétaju ilgtsp€jigu pirkSanas

[Emumu veidoSanas analize.
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3.6.tabula

Zinatnisko rakstu ieguldijums modela dimensiju veidosana un paterétaju ilgtsp&jigu

pirkSanas lémumu veidoSanas analize.

Raksts Ieguldijums integréta modela izstrade Saikne ar modela dimensijam

Pamato zala marketinga un ilgtsp&jigas Digitalas  informacijas un  digitala
Raksts I komunikacijas nozimi patérétaju uzvedibas marketinga dimensija; uztic€Sanas un

maina. uztvertas ilgtsp&jas dimensija

Atklaj pateretaju uzvedibas Ipatnibas zalo Uzticesanas un uztvertas ilgtsp&jas dimensija;
Raksts II 1y _ ~ ’ . N i

pirkSanas l[émumu konteksta. ekonomiski strukturala dimensija

Paplasina izpratni par digitalas informacijas S _ .. R

plasina 1zpraini p gralas macly Digitalas informacijas un digitala marketinga
Raksts III | un digitala marketinga nozimi ilgtsp&jigu . .
1 _ Sy dimensija

pirkSanas lémumu veido$ana.

Rakstu iala diju vides ietekmi - I . .
Raksts IV axsSTUIo soctatas un MECu VIEes 15k U2 1 g cialas un mediju ietekmes dimensija

patéretaju uztveri, attiecksmi un izveli.

Padzilina uztic@Sanas, informacijas ticamibas L _ . o ..
Raksts V Zi;na uzy . rmacy Uzticg$anas un uztvertas ilgtsp&jas dimensija

un uztvertas ilgtsp&jas nozimi.

Empiriski pamato digitalas redzamibas, Digitalas informacijas un digitala marketinga

mediju ietekmes un informacijas kvalitates dimensija;

Raksts V1 ietekmi uz uztverto ilgtsp&ju pirkSanas socialas un mediju ietekmes dimensija;
lémumu veidoSanas uztic€Sanas un uztvertas ilgtsp&jas dimensija,
procesa. ekonomiski strukturala dimensija

Raksts VII Nodro_m_na rakstu .kopzls re.zultatu sintézi Integrétais modelis kopuma
integréta modela izstradei.

Avots: Autores veidots

Tabula 3.6. apkopota rakstu sasaiste parada, ka integrétais modelis veidojas ka septinu
zinatnisko rakstu rezultatu sintéze. Katrs raksts sniedz ieguldijumu noteiktas dimensijas
pamatoSana, savukart kopuma rakstu kopa lauj patérétaju ilgtsp&jigu pirkSanas lémumu
veidoSanos analiz€t ka daudzdimensionalu procesu digitala marketinga un mediju ekosistema.
Pamatojoties uz tabula apkopoto rakstu sasaisti, integréta modela shematiskais att€lojums
parada, ka septinu zinatnisko rakstu rezultatu sintéze tiek strukturéta cetras savstarp&ji saistitas
dimensijas un virzita uz patérétaju ilgtsp€jigu pirkSanas lémumu veidoSanas analizi digitala

marketinga un mediju ekosistéma. (skat 3.1. att.)
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DIGITALA MARKETINGA UN MEDIJU EKOSISTEMA

1.DIGITALAS INFORMACIJAS UN DIGITALA 2.SOCIALAS UN MEDIJU IETEKMES DIMENSIJA
: MARKETINGA DIMENSIJA o . :
E * Informacijas pieejamiba un saturs ‘_) : ﬁ;’g:jjii:g:gfﬁg:%f:gg E

« digitala marketinga vestijumi
« ilgtspéjas komunikacija un zZimolu aktivitates

—

: 3.UZTICESANAS UN UZTVERTAS ILGTSPEJAS DIMENSIJA
. . « informacijas ticamiba un avota uzticamiba esnmsssunnnal .
H H * uzticéSanas zZimolam un ilgtsp&jas apgalvojumiem . .
. H = uztverta ilgtspéja (vértibas, attieksme, personiga nozime) a

» digitalas kopienas un citu patérétaju pieredze

E Atgriezeniska
', . saite (pieredze, .
: jaunainformacija, =

: SCEELELREREERERELE [ ILGTSPEJIGA PIRKSANAS LEMUMA VEIDOSANAS ) mainiga uztvere) 3

4.EKONOMISKI STRUKTURALA DIMENSIJA

cena un maksatspéja
pieejamiba un értums

produktu un pakalpojumu pieejamiba Tieta ietekme/ virziba
infrastruktdras un tirgus nosacfjumi procesa i
==l Atgriszeniska saite .

l (ietekmes cikliskums)

E ILGTSPEJTGS PATI_ERETAJA PIRKSANAS LEMUMS ]
(faktiska riciha)

. .
., o
NN NN NN NN NN EEEEEEEEEEE NN NN NN EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEnnan®

3.1. attels. Integrétais modelis paterétaju ilgtsp&jigu pirkSanas lémumu veidoSanas digitala
marketinga un mediju ekosisteéma
Avots: Autores veidots

Ka redzams 3.1. attela, integrétais modelis ietver digitala marketinga un mediju
ekosistemu ka kopéjo ietekmes vidi, kura savstarp&ji mijiedarbojas digitalas informacijas un
digitala marketinga dimensija, socialas un mediju ietekmes dimensija, uztvertas ilgtsp&jas un
uztic€Sanas dimensija, ka arT ekonomiski strukturala dimensija. Lai padzilinati raksturotu
modela uzbuvi, turpmak teksta analizéti ta strukturalie elementi un dimensiju savstarpgja
mijiedarbiba paterétaju ilgtsp&jigu pirkSanas [éEmumu veidoSanas procesa.

Integréta modela zinatniska un praktiska nozime un téZu pamatojums

Integrétais modelis patérétaju ilgtsp&jigu pirkSanas l€émumu veidoSanas digitala
marketinga un mediju ekosistéma ir daudzdimensionals ietvars, kas apvieno zinatnisko rakstu
kopas rezultatus. Modelis balstas pienémuma, ka ilgtsp&jigs pirkSanas [émums neveidojas tikai
individualas attiecksmes vai informétibas rezultata, bet Cetru savstarpgji saistitu dimensiju
mijiedarbiba: digitalas informacijas un digitala marketinga, socialas un mediju ietekmes,
uztvertas ilgtsp€jas un uzticéSanas, ka art ekonomiski strukturalaja dimensija. Tadgjadi modela
struktlira pamato aizstaveésanai izvirzito tezi (4), ka paterétaju ilgtsp€jigu pirkSanas l€mumu
veidoSanas digitala marketinga un mediju ekosistetma strukturgjas Cetras savstarpgji saistitas
dimensijas.
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Modela argjo ietvaru veido digitala marketinga un mediju ekosistéma, kura paterétajs
sastopas ar ilgtsp€jas informaciju, digitala marketinga vestijjumiem, mediju saturu, socialajam
platformam, elektronisko mutvardu komunikaciju un algoritmiski atlasitu informaciju. Tad&jadi
digitala vide modelt tiek interpretéta ka aktivs paterétaja uztveres, atticksmes un izvéles
veidoSanas konteksts, nevis tikai informacijas nodoSanas kanals, pamatojot aizstavéSanai
izvirzito tezi (2).

Modelis pamato aizstavéSanai izvirzito tézi (1), ka patérétaju ilgtsp&jigu pirksanas
lémumu veidoSanas nav linears individualas izveles process, bet gan digitalas komunikacijas,
mediju ietekmes, uztic€sanas un pirkuma istenoSanas nosacijumu mijiedarbibas rezultats.
Iepriek§ analizétie modela strukturalie elementi parada, ka patérétaju ilgtsp&jigu pirksanas
lémumu veidoSanas digitala marketinga un mediju ekosist€éma ir daudzdimensionals process,
kura savstarpgji mijiedarbojas digitalas informacijas un digitala marketinga, socialas un mediju
ietekmes, uztvertas ilgtspgjas un uzticésanas, ka arl ekonomiski strukturala dimensija. Sada
modela uzblive lauj ne tikai strukturét zinatnisko rakstu kopas rezultatus, bet arT noteikt
promocijas darba zinatnisko pienesumu un praktisko nozimi.

Integrétais modelis ir viens no promocijas darba galvenajiem rezultatiem, jo tas apkopo
septinu zinatnisko rakstu rezultatus vienota konceptuala ietvara un parada patérétaju ilgtsp&jigu
pirkSanas lémumu veidoSanos ka daudzdimensionalu procesu. Modela zinatniska nozime
1zpauZas taja, ka tas sasaista ilgtsp€jiga patérina, patérétaju uzvedibas, digitala marketinga,
mediju ietekmes, uztvertas ilgtsp&jas, uzticeSanas un ekonomiski strukturalo nosacijumu
aspektus vienota analitiska sistema. Integrétais modelis vienlaikus kalpo ka promocijas darba
aizstaveéSanai izvirzito t€Zu pamatojuma ietvars. Tas ne tikai apkopo septinu zinatnisko rakstu
rezultatus, bet ar1 parada, ka digitala marketinga un mediju ekosisteémas ietekme uz patérétaju
ilgtsp€jigu pirkSanas lemumu veidoSanos izpauZas konkrétas savstarpé€ji saistitas dimensijas.

Tadgjadi integrétais modelis nodroSina tieSu sasaisti starp promocijas darba teorétisko
pamatojumu, empiriskajiem rezultatiem un aizstavéSanai izvirzitajam t€ze€m. Tas parada, ka
tézes nav atseviski formuléti pien€mumi, bet izriet no darba kop€jas argumentacijas un tiek
pamatotas modela struktiird. Lai strukturéti paraditu integréta modela nozimi, 3.7. tabula

apkopoti ta galvenie zinatniska pienesuma un praktiskas nozimes aspekti.
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3.7.tabula

Integréta modela zinatniskais pienesums un praktiska nozime

Pienesuma aspekts

Zinatniskais pienesums

Praktiska nozime

Rakstu kopas
rezultatu integracija

Septinu zinatnisko rakstu rezultati tick
apvienoti vienota konceptuala ietvara.

Modelis izmantojams ka
analitisks  ietvars ilgtsp&jiga
patérina un digitala marketinga
risindjumu izverteésanai.

Daudzdimensionala
pieeja pirkSanas
léemumu analizei

Ilgtsp&jigs pirksanas lemums tiek
skaidrots ka digitalas informacijas,
socialas un mediju ietekmes, uztvertas
ilgtsp&jas un uzticeésanas, ka ar1
ekonomiski strukturalo nosactjumu
mijiedarbibas rezultats.

Uznémumi var mérktiecigak planot
ilgtspgjas komunikaciju, nemot véra ne
tikai informacijas saturu, bet ar1
uztic€sanos, socialo ietekmi un pieejamibu.

Uztvertas ilgtsp&jas
un uztic€sanas
dimensijas izcelSana

Modelis parada uztvertas ilgtsp&jas un
uztic€$anas nozimi ka centralu sasaistes
elementu starp digitalo komunikaciju un
patérétaja gatavibu rikoties.

Nepiecie$ama parskatama, pieradijumos
balstita un patérétajam saprotama ilgtspgjas
komunikacija.

Atticksmes-ricibas
plaisas skaidrojums

Modelis lauj analizét, kap&c pozitiva
attieksme pret ilgtsp&jigu paterinu ne
vienmér parversas faktiska pirkSanas

Praktiskie risinajumi javirza ne tikai uz
pateretaju informeSanu, bet arT uz cenu,
pieejamibas, &rtuma un uztic€$anas

lemuma. Ske&rslu mazinasanu.

Digitala marketinga
un mediju
ekosistemas nozime

Modelis paplasina izpratni par digitalas
vides lomu patSrétaju ilgtsp&jigu
lémumu veidoSana.

Digitalie kanali, socialie mediji,
atsauksmes un zimolu komunikacija
jaizmanto konsekventi un atbildigi, lai
stiprinatu  uzticé$anos ilgtsp&jigam
izvélém.

Avots: Autores veidots

Tabula apkopotie aspekti parada, ka integrétd modela nozime nav reduc€jama tikai uz
rakstu kopas rezultatu apkopoSanu. Modelis lauj strukturét paterétaju ilgtsp&jigu pirkSanas
lémumu veidoSanas procesu, izcelot digitalas informacijas un digitala marketinga, socialas un
mediju ietekmes, uztvertas ilgtsp€jas un uzticeéSanas, ka art ekonomiski strukturalo nosacijumu
savstarp&jo sasaisti. Tadejadi 3.1. attela atspogulotais modelis kalpo ka konceptuals ietvars, kas
lauj analizet, ka digitala marketinga un mediju ekosistéma veidojas patérétaja gataviba pienemt
ilgtsp&jigu pirkSanas [émumu.

Biitisks modela zinatniskais pienesums ir uztvertas ilgtsp&jas un uzticéSanas dimensijas
izcelSana ka centralam sasaistes elementam starp digitalas informacijas, digitala marketinga,
socialas un mediju ietekmes faktoriem un paterétaja gatavibu pienemt ilgtsp&jigu pirkSanas
lémumu. Tas lauj skaidrot, kapéc ilgtsp&jas komunikacija ne vienmér parveérsas faktiska
patérétaja riciba. Paterétajs var biit informéts par ilgtsp&jigu produktu vai zimolu, tacu, ja
ilgtsp&jas apgalvojumi netiek uztverti ka ticami, skaidri un pamatoti, pozitiva attieksme var

neparversties pirkSanas nodoma vai faktiska izvele.
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Modelis sniedz ieguldijumu ari attiecksmes-ricibas plaisas skaidrosana ilgtsp&jiga
patérina konteksta. Tas parada, ka plaisa starp pozitivu attiecksmi pret ilgtsp&jigu patérinu un
faktisku pirkSanas ricibu var veidoties vairakos limenos: informacijas uztveres liment,
uzticeéSanas Itmeni, socialas ietekmes Itmeni un ekonomiski strukturalo nosacijumu Iiment.
Tadgjadi modelis lauj analizét ne tikai to, vai paterétajs atbalsta ilgtsp&jigu patérinu, bet ari to,
kadi nosacijumi veicina vai kave §1s attieksmes parveérsanos faktiska pirk$anas [emuma.

Praktiska nozime izpauZzas iesp€ja izmantot modeli ilgtsp&jas komunikacijas, digitala
marketinga un patérétaju iesaistes pilnveidosanai. Kopuma integrétais modelis sniedz teorétiski
un empiriski pamatotu ietvaru paterétaju ilgtsp&jigu pirkSanas 1€mumu veidoSanas analizei
digitala marketinga un mediju ekosistéma. Tas apkopo zinatnisko rakstu kopas rezultatus,
strukture tos Cetras savstarpéji saistitas dimensijas un parada, ka ilgtsp&jigs pirkSanas lémums
veidojas digitalas informacijas un digitala marketinga, socialas un mediju ietekmes, uzticéSanas
un uztvertas ilgtsp&jas, ka ari ekonomiski strukturalo nosacijumu mijiedarbiba. Sada modela
interpretacija pamato promocijas darba aizstaveéSanai izvirzitas t€zes, jo parada, ka paterétaju
ilgtsp@jigu pirkSanas 1émumu veidoSanas nav linears individualas izvéles process, bet gan
daudzdimensionala mijiedarbiba digitala marketinga un mediju ekosisteéma. Vienlaikus modela
interpretacija janem véra promocijas darba ievada noteiktie pé€tfjuma ierobezojumi, jo
izstradatais modelis ir empiriski pamatots konceptuals ietvars, kas skaidro p&tamo procesu
noteikta tematiska, empiriska un metodologiska tvéruma, nevis vért§jams ka universals
prognozeSanas instruments. Tadeél modela zinatniska un praktiska nozime ir saistama ar
pétijuma rezultatu analitisku apkopoSanu, galveno ietekmes dimensiju savstarpgjas sasaistes

skaidroSanu un konceptuala pamata izveidi turpmakajiem secinajumiem un priekslikumiem.
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Secinajumi

Septinu zinatnisko rakstu kopa promocijas darba veido savstarpgji saistitu pamatojumu
patérétaju ilgtsp&jigu pirkSanas lemumu veidosanas skaidrosanai digitala marketinga un mediju
ckosistéma. Raksti nav interpretéjami ka mehaniska vai hronologiska publikaciju seciba, bet ka
tematiski vienots pétnieciskais kopums, kura ilgtsp&jiga paterina, patérétaju uzvedibas, digitalas
informacijas, mediju ietekmes, uztic€Sanas, uztvertas ilgtsp&jas un strukturalo nosacijumu
aspekti tiek integréti kop&ja skaidrojuma. Tadgjadi rakstu kopa pamato promocijas darba
galveno rezultatu, kas ir paterétaju ilgtsp&jigu pirkSanas 1€émumu veidosanas modelis digitala
marketinga un mediju ekosistéma.

Promocijas darba sasniegts izvirzitais merkis ir sasniegts. Pétjjuma rezultati apliecina,
ka patérétaju ilgtspejigu pirkSanas [émumu veidoSanas digitalaja vid€ nav skaidrojama ar vienu
atseviSku faktoru vai linearu pareju no informacijas uz pirkumu. Ta veidojas ka
daudzdimensionals process, kura savstarpgji mijiedarbojas digitalas informacijas un digitala
marketinga, socialas un mediju ietekmes, uztic€Sanas un uztvertas ilgtsp&jas, ka ar1 ekonomiski
strukturala dimensija. Tadgjadi promocijas darba izvirzita hipotéze ir apstiprinata, un
aizstaveSanai izvirzitas t€zes ir pamatotas ar septinu zinatnisko rakstu kopas rezultatiem un to
sint€zi integrétaja modeli.

1. Teoretiska analize apliecina, ka patérétaju ilgtsp&jigu pirkSanas lémumu veidoSanas
jaskata plasaka ilgtsp€jigas attistibas, patérétaju uzvedibas, digitala marketinga un
mediju ekosistémas mijiedarbiba. Ilgtsp&jigs pirkSanas lémums nav tikai individualas
attieksmes vai vides apzinas rezultats, bet gan sociali, informativi, komunikativi un
ekonomiski nosacits process. Sis secindgjums pamato promocijas darba nosaukuma
ietverto pieeju, analiz€t nevis patérétaju uzvedibu kopuma, bet tiesi digitala marketinga
un mediju ekosisteémas ietekmi uz patérétaju ilgtspejigu pirksanas [émumu veidosanos.

2. Promocijas darba rezultati parada, ka digitala marketinga un mediju ekosistéma ir aktiva
patérétaja lemuma veidoSanas vide. Ta ne tikai nodroSina informacijas pieejamibu par
ilgtspgjigiem produktiem, pakalpojumiem un zimoliem, bet ar1 ietekmé to, ka §1
informacija tiek pamanita, uztverta, interpretéta, salidzinata un izmantota pirkSanas
lémuma veidosana. Lidz ar to socialas un mediju ietekmes dimensija empiriski pamato,
ka digitala un sociala vide palidz vai kave ilgtsp&jigu pirkSanas Iémumu veidoSanos.

3. Petijums apliecina, ka paterétaju ilgtsp€jigu pirkSanas [émumu veidoSanas nav linears
individualas izveles process. Pozitiva attieksme pret ilgtsp&ju, informétiba par

ilgtspgjigiem produktiem vai digitalas informacijas pieejamiba pati par sevi Vel
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nenodrosina  faktisku ilgtspjigu pirkumu. Lemums veidojas pakapeniski,
mijiedarbojoties digitalajai informacijai, socialas un mediju vides ietekmei, uzticeSanas
Iimenim, uztvertajai ilgtsp&jai, cenai, pieejamibai un citiem pirkuma istenoSanas
nosacijumiem. Sis secinajums pamato pirmo aizstavésanai izvirzito t&zi.

Digitalas informacijas un digitala marketinga dimensija ir sakotng&jais priek$noteikums
paterétaju ilgtsp&jigu pirkSanas 1émumu veidoSanas procesa. Rakstu kopas rezultati
parada, ka paterétajs var izvertet ilgtspejigu alternativu tikai tad, ja informacija par to ir
digitali redzama, atrodama, saprotama, salidzinama un uztverama ka nozimiga. Tadel
digitala marketinga efektivitate ilgtsp€jiga patérina kontekstd nav reducgama uz
komunikacijas intensitati vai reklamas redzamibu; izSkiroSa nozime ir informacijas
kvalitatei, skaidribai un parbaudamibai.

Socialas un mediju ietekmes dimensija parada, ka paterétajs digitalaja vide 1éemumu
neveido izoléti. To ietekmé socialie mediji, digitalas kopienas, citu patérétaju pieredze,
atsauksmes, elektroniska mutvardu komunikacija, mediju saturs, socialas normas un
algoritmiski strukturéta informacijas aprite. Sie faktori var pastiprinat ilgtspgjigas
izveles nozimi, bet var arl radit skepsi vai apjukumu, ja informacija ir pretruniga,
nepietickami pamatota vai komerciali parspiléta. Sis secinajums pamato otro
aizstaveSanai izvirzito tézi, jo digitala marketinga un mediju ekosisteéma ietekmé ne tikai
informétibu, bet arT ilgtsp€jas informacijas uztveri, interpretaciju un izvertésanu.
Uztic€Sanas un uztverta ilgtsp€ja ir galvenais starpposms starp digitalaja vide pieejamo
informaciju un ilgtsp&jigu pirkSanas [émumu. P&tijuma rezultati apliecina, ka patérétajs
ilgtsp€jas informaciju izmanto lémuma veidoSana tikai tad, ja ta tiek uztverta ka ticama,
pamatota, saprotama un atbilstosa produkta, pakalpojuma vai zimola faktiskajai ricibai.
Ja ilgtspejas apgalvojumi tiek uztverti ka neskaidri, neparbaudami vai formali, tie
neveicina ilgtspgjigu pirksanas 1émumu, bet var pastiprinat skepsi un zalmaldinasanas
risku uztveri.

Petijums padzilina attiecksmes-ricibas plaisas skaidrojumu ilgtsp€jiga paterina
konteksta. Neatbilstiba starp pozitivu attieksmi pret ilgtsp&ju un konkrétu ilgtsp&jigu
pirkSanas lémumu nav skaidrojama tikai ar individualu attiecksmes un ricibas
neatbilstibu, bet veidojas ar1 digitala marketinga un mediju ekosist€émas ietekmé, kur
biitiska nozime ir informacijas pieejamibai, tas ticamibai, uztic€Sanas limenim,
uztvertajai ilgtspéjai, ka arf cenas un pieejamibas nosacijumiem. Saja procesa biitiska

nozime ir ilgtsp€jas informacijas uzticamibai, uztvertajai ilgtsp€jai, socialajai ietekmei,
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10.

1.

12.

cenai, produkta pieejamibai un izvéles Tsteno$anas &rtumam. Sis secinajums pamato
treSo aizstaveéSanai izvirzito tezi.

Ekonomiski strukturala dimensija parada, ka ilgtsp€jigu pirksanas 1émumu istenosana
ir atkariga ne tikai no informétibas, atticksmes vai uztic€Sanas, bet arT no praktiskiem
pirkuma nosactjumiem. Cena, maksatspeja, ilgtsp&jigu produktu pieejamiba, tirgus
piedavajums, digitalas salidzinasanas iesp&jas, pirkuma &rtums un produkta kvalitates
uztvere var veicinat vai ierobezot ilgtsp&jiga pirkSanas nodoma parveérSanos faktiska
izvele. Tadejadi ilgtspejigs pirkSanas 1€émums ir ne tikai vertibu un komunikacijas, bet
arT tirgus un pieejamibas nosacijumu rezultats.

Izstradatais integrétais modelis strukturé patérétaju ilgtsp€jigu pirkSanas Iémumu
veidoSanos Cetras savstarpgji saistitas dimensijas, taja skaita digitalas informacijas un
digitala marketinga dimensija, socialas un mediju ietekmes dimensija, uztic€Sanas un
uztvertas ilgtspéjas dimensija, ka ar ekonomiski strukturalaja dimensija. Sis dimensijas
nav izoléti faktori, bet savstarpgji saistitas modela komponentes, kas kopa skaidro, ka
digitala marketinga un mediju ekosisttma veidojas paterétaja gataviba pienemt
ilgtsp&jigu pirkSanas lémumu un ka § gataviba var partapt faktiska riciba. Sis
secinajums pamato ceturto aizstaveésanai izvirzito tezi.

Integrétais modelis sniedz promocijas darba galveno zinatnisko pienesumu, jo tas
apvieno 1lgtspgjiga patérina, paterétaju uzvedibas, digitala marketinga, mediju
ekosistemas, uzticeSanas, uztvertas ilgtspéjas un ekonomiski strukturalo nosacijumu
aspektus vienota analitiska ietvara. Modelis lauj skaidrot patérétaju ilgtsp&jigu pirkSanas
lémumu veidoSanos ka dinamisku procesu, kura digitala vide ietekmé informacijas
pieejamibu un interpretaciju, sociala un mediju vide ietekme uztveri un socialo nozimi,
uzticéSanas nosaka informacijas pienemsanu, bet ekonomiski strukturalie nosacijumi
ietekm€ lémuma praktisko TstenoSanu.

Promocijas darba izvirzita hipot€ze ir apstiprinata. Petijuma rezultati pierada, ka digitala
marketinga un mediju ekosist€mas ietekme uz pateérétaju ilgtspejigu pirksanas Iémumu
veidoSanos ir daudzdimensionala un izpauzas digitalas informacijas un digitala
marketinga, socialas un mediju ietekmes, uzticéSanas un uztvertas ilgtsp€jas, ka ari
ekonomiski strukturalas dimensijas savstarp€ja mijiedarbiba. Hipotezes apstiprinajums
izriet gan no teorétiska pamatojuma, gan no empiriska petijuma rezultatu analizes, gan
no integréta modela izstrades.

AizstaveSanai 1zvirzitas t€zes ir pamatotas ar promocijas darba teorétisko pamatojumu,

zinatnisko rakstu kopas empirisko rezultatu analizi un to sint€zi integrétaja paterétaju
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ilgtsp&jigu pirksSanas lémumu veidoSanas modeli. Pirma t€ze pamatota ar secinajumu,
ka pirkSanas 1émums neveidojas lineari, bet gan savstarpgji saistitu ietekmes faktoru
mijiedarbiba. Otra t€ze pamatota ar digitalas informacijas, digitala marketinga un
socialas un mediju ietekmes dimensiju rezultatiem. Tresa t€ze pamatota ar uztic€Sanas,
uztvertas ilgtsp&jas un ekonomiski strukturalo nosacijumu analizi. Ceturta téze pamatota
ar integréta modela strukttru, kura patérétaju ilgtsp&jigu pirkSanas I€mumu veidoSanas
skaidrota Cetras savstarp€ji saistitas dimensijas.

Kopuma secinams, ka promocijas darbs sniedz teorétiski un datos balstitu pamatotu
skaidrojumu par digitala marketinga un mediju ekosist€émas ietekmi uz patérétaju ilgtsp&jigu
pirkSanas I[éemumu veidoSanos. P&tijuma rezultati parada, ka ilgtspgjigs pirkSanas [€mums ir
daudzdimensionals process, kura mijiedarbojas digitala informacija, sociala un mediju ietekme,
uzticéSanas, uztverta ilgtspg€ja un pirkuma istenoSanas nosacijumi. Vienlaikus rezultati
interpret&jami, ievérojot pétijuma tematiskas, empiriskas un metodologiskas robezas. Tadel
izstradatais modelis vert€jams ka empiriski pamatots konceptuals ietvars, kas struktur€ galvenas
ietekmes dimensijas un to savstarp&jo sasaisti. Tas lauj noteikt promocijas darba zinatnisko

pienesumu, apstiprinat izvirzito hipot€zi un pamatot aizstavésanai izvirzitas tezes.
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Priekslikumi

Pamatojoties uz promocijas darba iegiitajiem teoretiskajiem un empiriska pétijuma
rezultatiem, izstradato integréto modeli un secindjumiem, priekSlikumi ir versti uz digitala
marketinga un mediju ekosist€émas izmantoSanu paterétaju ilgtspejigu pirkSanas lemumu
veidoSanas veicinaSanai. Tie izriet no pétijuma identificétas probléemas, ka patérétaju
ilgtsp&jigu pirkSanas 1émumu veidoSanas digitalaja vidé nav linears process, bet gan digitalas
informacijas, socialas un mediju ietekmes, uztic€sanas, uztvertas ilgtsp&jas un ekonomiski
strukturalo nosacijumu mijiedarbibas rezultats.

1) Uzpnémumu vadibai un ilgtspg&jas komunikacijas atbildigajam struktiirvienibam
Uznémumiem, kas digitalaja vidé informé par produktu, pakalpojumu vai zZimolu ilgtspgjas
aspektiem, biitu jaizstrada kopigi principi ilgtsp&jas informacijas sagatavoSanai. Ilgtspgjas

noradém jabut skaidram, sapratigam, parbaudamam un pat€rétajam saprotamam. Digitalaja

non n
S

komunikacija nepietiek ar tadiem visparigiem terminiem ka "zal§", "zal$" vai "ilgtsp€jigs", ja
vien tiem nav pievienots Ipass skaidrojums, apliecinajums, pieradijumi vai salidzinama
informacija. Sis priekslikums izriet no secinajuma, ka ilgtspgjibas informaciju patérétajs
izmanto, lai informétu pirkuma l€émumus tikai tad, ja to uztver ka uzticamu, saprotamu un
atbilstoSu produkta vai zZimola realajai uzvedibai.

2) Uzneémumu digitala marketinga specialistiem
Specialistiem un uznémumiem ir jaizstrada ilgtsp€jiga produktu komunikacija ta, lai
informacija digitalaja vidé bitu redzama, viegli pieejama un saprotama paterétajam. Tas
nozimé, ka majas lapas saturs, produktu apraksti, ilgtsp&jas izplatiSana, atslégvardu
izmantoSana un digitalas navigacijas risindjumi ir jaizstrada ta, lai pat€rétajs pirms iegades
varétu identificét ilgtspgjigu alternativu un salidzinat to ar citiem piedavajumiem. Sads
priekSlikums ir petijuma rezultats, kura uzsverts, ka 1emums par ilgtsp&jigu iepirkumu digitalaja
vidé nerodas, ja informacija par ilgtsp&jigu produktu nav pietickami redzama lémumu
pienemsSanas procesa, kas ir saprotams.

3) E-komercijas uzp€mumiem
Uznémumiem, kuri nodarbojas ar e-komerciju vajadzetu uzlabot informacijas sniegSanas veidu,
padarot informaciju skaidraku, vieglak saprotamu, izmantojot starptautiski atzitus eko
mark€&jumus, kurus patérétajiem ir vieglak izprast. Informgjot par cenu, biitu vertigi informét
par dazadiem ilgtsp€jas faktoriem — produkta izcelsme, sertifikacija, materialu izcelsme, ka ari

iespejama ietekme uz vidi. Tapat biitu vertigi stradat pie dazadu produktu salidzinasanas
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iesp&jam, virzot patérétajus izveleties ilgtsp&jigus produktus un pakalpojumus. Svarigi, ka Sada
informacija ir &rti un viegli parskatama un ta nav jaatver atseviskas lapas vai failos.

4) Uznémumu marketinga specialistiem
ar1 pieredzes stastiem un atsauksmém ir loti liela nozime un tos var loti labi izmantot uzticibas
veidoSanai. Lai veicinatu ilgtsp€jigu vestijumu nodosanu, ieteicams nodroSinat ertu un vieglu
atsauksmju parskatamibu un pieejamibu, ka ar1 &rtu iesp&ju sniegt $is atsauksmes. leteicams
veidot jautajumu — atbilzu sadalas, kur akcentet ieguvumus ilgtsp€jigu izvelu izdarisana.

5) Uzp@mumiem, kas izmanto influenceru marketingu un sponsorétu saturu
Izmantojot influenceru marketingu ilgtsp&jas komunikacija, uzn€mumiem jaizvéelas influenceri,
kuru saturs, kompetence un veértibas ir saskana ar uzn@muma ilgtsp&jas principiem.
Sponsorétajam saturam jabiit skaidri atpazistamam, bet ilgtspgjas apgalvojumiem, kas pamatoti
ar parbaudamu informaciju. Komunikacija ieteicams skaidrot gan individualos, gan sabiedribas
ieguvumus no ilgtsp€jigam izveleém, vienlaikus papildinot influenceru vestijumus ar paterétaju
atsauksmeém un citu lietotaju pieredzi, kas stiprina uztic€Sanos ilgtsp&jas informacijai.

6) Politikas veidotajiem
Politikas veidotajiem vajadzetu stradat pie ekonomiski strukturalo $kérSlu noveérSanas, kas
ietekmé pateretaju ilgtspejigu pirkumu veikSanu. Ar dazadam iniciativam iesp€jams veicinat
ilgtspejigu pirkumu izdariSanu (lidzigi, ka tas izstradats elektroautomobilu pardoSanas
veicinasanai, ievieSot dazadus stimulus §adu automobilu iegadei). Tapat biitu ieteicams stradat
pie nosacijumiem, kas lautu digitalaja vidé skaidrak, drosak un értak atSkirt ilgtsp&jigus
produktus un pakalpojumus.
Nozaru asociacijas ir nozimigi spélétaji kopgjas politikas veidoSana un biitu lietderigi izstradat
pardomatas un vienotas vadlinijas ilgtsp&jas informacijas izplatiSanai digitalaja vide, kas
palidzeétu cilveékiem vienoti uztvert ilgtsp&jas nozimi, viegli un &rti atpazit mark&umus un
ietekmes riskus. Svarigi arT skaidri formul€t un noradit riskus zalmaldinasanai, tadéjadi mazinot
skepses un neuzticé$anas iesp&jamibu paterétaju vidi.

8) Izglitibas iestadém, nevalstiskajam organizacijam un patérétaju izglitoSanas iniciativu

istenotajiem

Izglitibas iestadém un nevalstiskajam organizacijam vairak jastrada pie satura analizes un
kritiskas domaSanas ievieSanas macibu procesa. Biitu veértigi mérktiecigak macit un radit
dazadus eko mark&jumus un ilgtsp€jigu produktu atpaziSanas zimes. Svarigi izglitibas procesa

runat par digitalo platformu algoritmiem un to, ka tie tieck generéti, ka nokliistam dazados
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informacijas “burbulos” un ka pasi varam veidot digitalo vidi, kura vairak redzams ticams
saturs. Tapat arT svarigi skaidrot zalmaldinaSanas riskus un jamaca izvertet ilgtsp&jas vestijumu
patiesumu.
9) Uzpe€mumiem, petniekiem un konsultaciju organizacijam

Promocijas darba izstradato integréto modeli var izmantot ka analitisku ietvaru uznémumu
digitala marketinga un ilgtsp&jas komunikacijas izveérteéSanai. Ar ta palidzibu iespg&ams
novertet, vai digitalaja komunikacija ir ietverti bitiskakie priekSnoteikumi patérétaju ilgtspejigu
pirkSanas 1émumu veidoSanai, taja skaita, vai ilgtsp&jas informacija ir pamanama, kvalitativa
un saprotama, vai tieck nemta véra socialo mediju un citu patérétaju ietekme, vai komunikacija
vicina uztic€Sanos un ilgtsp&jas uztveri, ka arT vai patérétajam ir skaidri praktiskie pirkuma

nosacijumi, piemeram, cena, pieejamiba un izveles &rtums.
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GREEN MARKETING IMPACT ON BEHAVIOURAL CHANGE FOR
SUSTAINABLE CONSUMPTION IN GREEN ECONOMY

Mg. Inta Ozola
Ventspils University of Applied Sciences, Latvia

ABSTRACT

Green growth is defined as a way in which the economy can continue to grow while
ensuring the preservation of natural resources for the future. The concept of a green
economy, which focuses on economic growth while preserving the natural capacity for
renewal, has become a central element of sustainable development policy. The
development of a green economy is not limited to energy and infrastructure, but affects
all economic development processes, including business communication and market
processes. One of these processes is green marketing, which works as a bridge between
sustainability policy and consumer habits. Green marketing is becoming a strategic tool
that helps companies attract environmentally conscious customers and promote more
environmentally friendly consumption. However, an important question arises about the
nature of marketing itself. The primary task of marketing is to promote and sell any
product, regardless of its environmental characteristics. This creates a contradiction and
raises the question of whether green marketing really promotes sustainable behaviour or
whether marketing is simply adapting to market trends to encourage consumption. This
article presents research data based on a quantitative and qualitative approach, including
a survey of respondents from different age and social groups with the aim of identifying
factors that influence consumer behaviour and whether green marketing promotes greener
consumer behaviour or merely shifts the focus of consumption. The aim of the study is to
analyse the impact of green marketing elements on consumer perception and purchasing
behaviour and their impact on the environment. The results of the study point to a
contradiction between the main function of marketing, which is to stimulate consumption,
and the promotion of sustainable behaviour. Although green marketing can motivate more
environmentally friendly choices, it is still based on promoting consumption growth. The
study is being conducted in several stages, and the next stages will analyse the potential
impact of green marketing strategies on sustainable resource use and overall consumption
reduction. Particular attention will be paid to whether such communication can lead to
truly environmentally friendly choices, thereby adding to the knowledge of the impact of
behaviour on the long-term stability of environmental systems.

Keywords: green economy, green marketing, consumer behaviour, sustainable
consumption, sustainable development

INTRODUCTION

Contemporary economic development trends require fundamental changes in the
structure of resource use and consumption patterns. The concept of sustainable
development has become a globally recognized framework in which the balance between
environment, economy and society is considered a fundamental prerequisite for
development. [9] In this context, the green economy is a strategic tool that seeks to
combine economic growth with environmental preservation by integrating
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environmental criteria into all segments of the economy. [1] Its key principle is the use of
resources in a way that does not compromise the sustainability of ecosystems and the
well-being of future generations. The green economy includes not only traditional
environmental policy areas, but also entrepreneurship and market instruments that have
the potential to influence public behaviour and promote sustainable development. [6],
[9] One approach is green marketing as a form of communication that aims to create a
positive link between environmentally friendly products and consumer choices. This
approach is based on the idea that companies can raise environmental awareness and
strengthen their market position by offering products that are made with sustainability in
mind. [5], [7] However, despite its conceptual promise, green marketing also presents
significant challenges. Traditionally, the function of marketing has been to stimulate
demand, which potentially conflicts with the need to reduce resource consumption and
ecological footprints. [6], [7] This raises the question of whether green marketing can
really promote sustainable consumer behaviour that is consistent with environmental
sustainability goals, or whether it serves as a response to market pressures and preserves
traditional consumption patterns.

Green economy principles and sustainable development

The concept of the green economy has gained considerable ground in the discourse on
sustainable development in recent years. It marks a paradigm shift in the relationship
between the economy and the environment, proposing models in which economic growth
is no longer achieved at the expense of environmental degradation. [2], [1] The green
economy is defined as an economy that results in improved human well-being and social
equity, while significantly reducing environmental risks and ecological losses. [9] It
emphasizes the efficient use of resources, low carbon emissions, and the protection of
ecosystems. The OECD defines green growth as a way in which the economy can
continue to grow while ensuring that natural resources are used in a way that preserves
them for the future. [3] Importantly, the green economy is not just an environmental or
economic issue. It is an interdisciplinary approach that encompasses social, political, and
technological aspects. [8] (see Figure 1)
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Figure 1. Integrated framework for sustainable economic development in the interaction
between the economy, society and environment. (compiled by author) [8]
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Sustainable development is one of the most important concepts defining the direction of
development in all areas of society and the economy. Sustainable development is based
on three interrelated pillars: the environment, society and the economy. [1] The
environmental dimension emphasizes the preservation of natural capital, emission
reduction and efficient use of resources; the social dimension refers to human capital
development, social inclusion, health and education; the economic pillar includes stable
growth, entrepreneurship and market development. [2]

The green economy is defined as an economic system that aims to promote human well-
being and equality while significantly reducing environmental risks and ecological
damage. [3] It does not reject the importance of economic growth but offers an alternative
form of growth that respects environmental concerns and adapts production, consumption
and investment strategies to a sustainable future. [6] This perspective is particularly
important in business, where every production decision, choice of supply chain or
technological innovation has a direct impact on the environment and society.

In the context of entrepreneurship, the green economy is a strategic framework that
promotes sustainable business development. Companies that focus on green economy
principles adapt their production to resource efficiency, reduce carbon emissions, choose
environmentally friendly materials, introduce sustainable innovation models and develop
a sustainable market model. [1], [2] Such approaches offer several advantages. First, they
help reduce costs in the long term, for example through energy efficiency, waste reduction
and environmentally friendly consumption. Second, they strengthen a company's
reputation by attracting socially responsible consumers and investors. Thirdly, they
enable companies to enter new markets where environmental and sustainability
requirements are becoming increasingly stringent. [3] (see Figure 2)
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Figure 2. Green economy and green business model. (compiled by author) [6]

Business sustainability green marketing, or environmentally friendly marketing, has
become an important strategic approach in business over the last few decades. It is defined
as a set of marketing strategies and tactics aimed not only at promoting products with a
lower environmental impact, but also at raising consumer awareness of sustainable
choices and encouraging environmentally responsible behaviour. [5], [6] This marketing
approach is particularly relevant at a time when climate change, biodiversity loss and
resource depletion are forcing both society and businesses to rethink their values and
operating models. [2], [8] However, along with the growth of green marketing, deeper
questions about the nature and ethics of marketing itself are also emerging. Traditionally,
marketing is a tool whose primary function is to promote
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consumption to persuade consumers to buy a product, often by appealing to emotions,
status or fashion rather than a rational assessment of need. In this sense, green marketing
also inevitably acts as a driver of consumption, which, despite emphasizing the
sustainability of a product, ultimately serves sales objectives. [4], [5] Despite these
challenges, green marketing has the potential to serve as a bridge between business and
society's transition to a more sustainable way of life. When implemented as part of a
company's overall strategy, together with a sustainable supply chain, ethical use of
resources, emission reduction and transparent communication, it can be a powerful tool
for educating the public and shaping sustainable consumption. In this case, green
marketing becomes much more than just advertising; it represents a value system based
on environmental responsibility and the well-being and sustainability of society. [6], [5]

Green marketing can be both a driving force for change and a tool for adapting to market
trends. Its effectiveness and ethics will depend on how companies choose to use it, as a
superficial strategy to increase profits or as part of a fundamental transition to sustainable
business. [4], [S] Consumers and society as a whole need to be critical and able to assess
whether green communication is just a marketing tool or reflects a real investment in the
future of the planet.

MATERIALS AND METHODS

The design of this study is based on a combined quantitative and qualitative approach to
ensure a comprehensive view of the impact of green marketing on consumer behaviour.
The aim of the study is to analyse the impact of green marketing elements on consumer
perception and purchasing behaviour and their impact on the environment.

Respondents were selected using a stratified sampling method, including representatives
of different age and social groups from urban and rural areas. The total number of survey
participants was 418, and they were evenly divided into four age groups: 18-25 years
(105 respondents), 2640 years (110 respondents), 41-60 years (100 respondents) and
60+ years (103 respondents). In each age group, half of the respondents were from urban
areas and half from rural areas, thus ensuring balanced regional representation and the
possibility to compare consumer behaviour by place of residence. This approach made it
possible to analyse how regional context and demographic differences influence
perceptions of environmentally friendly marketing and change consumer behaviour.

Data collection was carried out using a structured online survey that included both
multiple-choice questions and Likert scales to quantify attitudes and trust in specific
aspects of marketing. The survey questions were designed to identify respondents'
preferences regarding eco-labelled products, their trust in companies that communicate
environmental values, and their general attitude towards the fairness of green marketing.
The collected data was analysed using descriptive statistics, correlation analysis, and
linear regression to determine which aspects of green marketing have the greatest impact
on consumer behaviour. This approach allowed us to identify not only general trends, but
also to uncover nuanced perceptions related to the perception of sustainable marketing
among different social groups.

RESEARCH RESULTS

In order to assess the impact of green marketing on consumer behaviour, a combined
quantitative and qualitative study was conducted, involving 418 respondents from various
regions of Latvia. In accordance with the objectives of the study, the survey
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analysed respondents' understanding of the nature of green marketing, the impact of
products on the environment, attitudes towards certified eco-labels, perceptions of green
advertising, as well as the frequency of green purchases and the main factors that prevent
environmentally friendly choices.

Analysis of the survey data showed that respondents' understanding of the essence of
green marketing was relatively high, but there were differences between age and regional
groups. The highest level of understanding was observed in the 26—40 and 41-60 age
groups, where more than 80% of respondents were able to identify the goal of green
marketing as promoting environmentally friendly product choices. These groups,
especially in urban areas, often encounter such campaigns daily and actively reflect on
marketing ethics and authenticity. The level of awareness was slightly lower in the 18-25
age group (65%), but young people more often indicated that green marketing appeals to
them visually and through digital tools such as apps or QR codes on packaging. In the
60+ age group, awareness of the concept itself was lowest (47%), but many members of
this group, especially in rural areas, showed a high level of practical interest in the
environment, linking it to their farming experience, soil and water quality and less with
marketing communication.

Upon analyzing survey data on respondents' opinions about the impact of products on the
environment, respondents in all age groups showed a high level of interest in how
products affect the environment, but the depth of their understanding varied. The most
informed and demanding in this regard were respondents in the 26-40 age group,
especially in urban areas, who believed that specific data, such as electricity consumption,
water quality, and waste sorting, help them make responsible choices. They were most
likely to support companies that provide clear information about their environmental
impact. In the 41-60 age group, especially in rural areas, information was more closely
linked to direct health impacts, such as the use of pesticides in food, rather than global
climate or resource issues. In contrast, the over-60s acknowledged that they found
technical environmental indicators difficult to interpret and therefore placed greater trust
in simple, visually clear labels or trusted retailers. Young people (aged 18-25) often
expressed a desire to see such information online, but also frequently questioned the
reliability of all available information, showing a certain skepticism about its accuracy in
the absence of objective evidence.

Respondents' answers about green advertising showed the most disagreement. Even
though advertising is seen as an influential tool, its effectiveness depends a lot on how
trustworthy the content is. In the 2660 age group, 67% emphasized that advertising
without verifiable information causes skepticism and reduces trust in the company, often
perceiving it as “greenwashing.” In the 18-25 age group were more flexible in their
assessment of advertising. They are attracted by visual elements, but they also expect
specific facts and often seek additional information online. The older group (60+) is
cautious about advertising, preferring personal experience, but high-quality content and
clear visual language can also promote a positive attitude in this segment.

Respondents were asked about the frequency of their environmentally friendly green
purchases. The results revealed that 9% of respondents always make such choices, 28%
do so often, and 41% only occasionally, mainly depending on price and availability. 22%
of respondents admitted that they rarely or never make green purchases. In terms of age,
the most active respondents were those aged 26 to 40 (43% often or always),
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especially urban residents, while the most significant barriers for the youngest and oldest
groups were limited resources and availability.

In terms of age groups, the highest proportion of regular (frequent and always) green
purchases was observed in the 2640 age group (43%), especially among urban residents.
This group stood out for its higher environmental awareness and access to specialized
stores or platforms offering eco-friendly products. The 41-60 age group followed with
33% positive responses, but they were more often influenced by product quality and
health considerations rather than environmental aspects alone. The youngest group (18—
25 years) more often admitted that they make green purchases irregularly. Only 23% of
respondents in this group said it was a frequent habit, with limited financial resources
being the main obstacle. The oldest group (60+) pointed to similar problems. Green
products are often more expensive or unavailable nearby, especially in rural areas where
choice is limited.

The study identified several significant barriers to regular environmentally friendly
purchasing. The most frequently mentioned limiting factor was price. 67% of respondents
said that these types of products are usually more expensive than alternatives, which
significantly influences their choice, especially among lower income groups. The second
most significant barrier was product availability. 54% of respondents indicated that they
were unable to find sustainable or environmentally friendly labeled products in their
nearest stores, especially in rural areas. The third challenge was related to trust, with 39%
of respondents expressing skepticism about the authenticity of green labels and concerns
about possible greenwashing, which reduced their willingness to make such choices. In
addition, 28% of respondents pointed to a lack of information, indicating that they often
lack the knowledge to accurately assess which products truly meet environmentally
friendly standards. Data analysis has found that there is a statistically significant positive
correlation between trust in green marketing and the frequency of green purchases by
consumers. (see Table 1)

Table 1. Correlation between perceptual and behavioral variables in green consumption
choices (compiled and created by the author)

Price Green Green
Correlation Sensitivity Marketing Purchase
Trust Frequency
Price Sensitivity 1,00 -0,14 -0,32
Green Marketing Trust -0,14 1,00 0,58
Green Purchase Frequency -0,32 0,58 1,00

The five-point Likert scale used in the study revealed significant differences in consumer
attitudes toward price, trust in green marketing, and frequency of environmentally
friendly purchases. Trust in green marketing was relatively high, with more than 60% of
respondents rating it at 4 or 5 points, which correlates with an increased frequency of
green purchases. A similar trend was observed in purchasing behaviour, with higher
scores dominating, indicating a positive attitude toward sustainable products. Price
sensitivity was concentrated around the average level (3—4), indicating that economic
considerations remain a significant barrier. Overall, the results confirm that trust in green
marketing is closely linked to behavioural choices, but its impact is limited by price and
availability factors. (see Figure 3)
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Response distribution according to the Likert scale
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Figure 3. Purchasing behaviour related to sustainable consumption (created by author)

The results of the study confirm that green marketing is an effective tool for promoting
environmentally friendly behaviour, but its impact is closely linked to the credibility of
the content and consumers' ability to identify truly sustainable solutions. Higher trust was
observed in cases where marketing communication was transparent and based on
objective evidence, such as certified eco-labels. At the same time, significant barriers to
green purchasing were identified. Price sensitivity, product availability and lack of
information were particularly pronounced among the youngest and oldest age groups in
rural areas. Correlations between green marketing and purchase frequency show that this
type of communication can influence consumer choices, but policy, education and market
regulation are also needed to ensure sustainable consumption management.

DISCUSSION

The results of the study confirm that there is a statistically significant positive correlation
between trust in green marketing and the frequency of green purchases by consumers,
which is consistent with previous studies on the role of trust in sustainable consumption.
However, this relationship is not linear across all social groups younger and older
respondents, as well as residents of rural areas, demonstrate greater price sensitivity and
lower engagement in environmentally friendly consumption, which calls into question the
assumption that green marketing has a universal impact. Interestingly, even with a high
level of awareness of eco-labels, decisions are often dominated by rational considerations
of price and availability. This shows that sustainable behaviour is not just a matter of
values but is structurally determined. Furthermore, the apparent contradiction between
the essence of marketing to stimulate demand and sustainable consumption points to a
deeper paradigm conflict in marketing theory. This conflict is exacerbated when green
marketing is used only as an instrumental tool for adaptation rather than as a normative
framework for business sustainability.

CONCLUSION

The results of the study confirm that the effectiveness of green marketing largely depends
on the credibility of its content and the consumer's ability to identify verifiable
environmentally friendly aspects, such as certified eco-labels. Consumers, especially in
urban areas and middle age groups, tended to make green purchases more often when
marketing was transparent, factually based, and consistent with their own values.
However, the contradiction between the main function of marketing to promote
consumption and sustainability goals remains a conceptual challenge that requires a
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redefinition of the role of marketing in the context of sustainable development. Higher
price sensitivity, especially among younger and older age groups in rural areas, limits the
impact of green marketing, pointing to the need to improve product availability and
competitive pricing as key factors in promoting sustainable choices. The correlation
between trust in green marketing and purchase frequency confirms the potential of this
tool to drive more environmentally friendly behaviour, but only if it is implemented with
real content rather than superficial symbolism or unsubstantiated claims.

Marketing is thus no longer just a sales tool, but is becoming an important mechanism for
social responsibility, whose power lies in its ability to build trust and influence patterns
of behaviour in society. Sustainable communication cannot be reduced to corporate
voluntarism. It is closely linked to the value system of society and public policy. The
future of green marketing lies in its ability to integrate into the broader green economy
as a tool that serves not to stimulate consumption, but to promote knowledge-based,
responsible and sustainable choices.
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CONSUMER BEHAVIOUR IN GREEN PURCHASING DECISIONS
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ABSTRACT

The concept of green consumption is becoming increasingly important as climate change
and sustainable development principles influence both individual consumer behaviour
and business strategies. However, given the growing awareness of environmental
challenges, green purchasing is still limited. Although consumers often claim to want to
buy green products, their actual behaviour often differs from the declared values. This
paper presents the findings of a study which aims to analyse the main factors hindering
consumers' decisions to purchase green products and to propose solutions to mitigate this
problem. The study used a survey and interview method to identify consumer opinions.
In the quantitative part, a questionnaire survey was conducted with consumers of different
ages from Latvia to understand their attitudes and behavioural patterns towards green
purchasing. Expert interviews were conducted to analyse the perspectives of companies'
sales policies. The study identifies the most important factors influencing consumers'
purchasing decisions. The results show that the main barriers to green purchasing are
higher prices, lack of trust in eco-labels and limited availability of products. Despite high
self-rated environmental awareness, only 22% of respondents regularly choose
sustainable products. The qualitative analysis revealed that greenwashing significantly
undermines consumer confidence in sustainable products. The influence of social norms
and habits on purchasing behaviour was strongly pronounced among younger consumers.
The data represents the first part of the study and will be continued in the next phases of
the study.

Keywords: consumer behaviour, green purchasing, decision making, sustainability,
environmental economics

INTRODUCTION

Achieving sustainable development goals is not possible without significant changes in
consumer behaviour. Contemporary global challenges such as climate change, resource
depletion and environmental degradation necessitate a rethinking of traditional
consumption patterns and the promotion of responsible choices at the individual level.
[8], [9] It is precisely the role of the consumer in the context of sustainability that is
becoming a central research topic in the social and behavioural sciences. [10] Green
purchasing, defined as the choice of environmentally friendly, ethically produced or
socially responsible products, is considered one of the most effective ways for individuals
to put the principles of sustainable development into practice. [1] However, as several
studies have shown, actual consumer behaviour often does not match their stated
preferences or beliefs about environmental protection. This discrepancy between attitude
and behaviour, known as the attitude behaviour gap, is a significant obstacle to the
achievement of sustainability goals.

To understand this, it is necessary to analyse various consumer behaviour theories,
including rational choice models, behavioural theory, normative influence models, as well
as the emotional and cognitive factors that shape an individual's decision-making.

https://doi.org/10.5593/sgem2025/5.1/s20.043
345


https://doi.org/10.5593/sgem2025/5.1/s20.043
http://www.sgem.org/
http://www.sgemviennagreen.org/
http://www.epslibrary.at/

25" International Multidisciplinary Scientific GeoConference SGEM 2025

Social norms, perceptions of effectiveness, and trust in eco-labels also play an important
role and can influence the frequency of green purchases. [10]

The concept of green consumption

The development of green products has stimulated significant debate about how
consumers perceive and value environmental characteristics in goods. Although such
products often do not differ functionally from traditional alternatives, their environmental
impact throughout their life cycle, from extraction and production to use and disposal, is
significantly reduced. [8], [1] When consumers prefer products with positive
environmental characteristics, the market begins to incorporate environmental values into
consumer choices. For example, remanufactured products, which are reused and recycled
products, not only provide standard functionality, but also offer significant benefits in
terms of reducing energy and resource consumption, while limiting waste generation. [8]
Although the circular economy is considered an important step towards ensuring
sustainable development, in the business sector its implementation is often perceived as
an obstacle rather than an opportunity to create a new, sustainable business model. [7]

However, for green products to be perceived as truly sustainable and attractive,
consumers need to be well informed about their environmental benefits. It has been noted
that companies often focus only on environmental aspects, without sufficiently
emphasizing other important characteristics such as quality, performance, or reliability,
which are often decisive factors in consumer choice. [8] This creates a situation where
environmental benefits alone are not a sufficient incentive; they must be supplemented
with practical benefits that are important to the user. [7]

The concept of green consumption is closely linked to green consumer behaviour, which
includes environmentally friendly and sustainable choices. Green consumers purposefully
seek out products that do not harm the environment while meeting their needs. [3], [6]
Several studies show that this behaviour is determined by attitudes, values, and beliefs,
especially when these beliefs are based on socially defined value orientations where the
well-being of others is important. [1], [3] However, society still tends to give low priority
to environmentally friendly characteristics. Eurobarometer data show that only 7% of
consumers consider environmental aspects to be more important than product quality, and
only 19% rate them higher than price. [2] This highlights the need to understand consumer
behavior when choosing green products. Not only willingness to buy, but also the balance
of utility and value between price, quality, and environmental benefits is important. [6],

[3]

In these conditions, it is important not only to develop products with high environmental
performance, but also to communicate this value effectively, linking it to practical
benefits for the user. Several studies show that if consumers' confidence in the
environmental benefits of a product is sufficiently justified, they are willing to pay a
higher price. [9]

Differences in green purchasing behavior culture and practices

Studies on green purchasing behavior in different countries show significant cultural
differences that affect consumer motivation, barriers, and perceptions regarding
environmentally friendly consumption. [4] These differences stem from cultural values,
social norms, the level of economic development, and the political climate in each
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country. For example, a study comparing consumers' green intentions found that German
consumers are motivated by ethical and long-term considerations, while in China the
choice of green products is more influenced by social norms and status, and in Brazil by
emotional factors and trust in local brands. [5] Similarly, another study revealed that
consumers in India and the US associate green choices with different values, and that in
India, green products are more often perceived as luxury goods or healthier alternatives,
while in the US, the focus is on individual responsibility and brand reputation. [4]

Research data shows that there are several significant cultural and regional differences
that reflect both societal values and market developments around sustainability. [5] (See
Table 1)

Table 1. Sustainable consumption trends in different countries. [5]

Only sustainable No
Always choose . .
Country . (otherwise influence
sustainable X

won't buy) at all
Italy 40% 5% 6%
Japan 38% 10% 7%
Sweden 38% 2% 11%
France 37% 2% 11%
Denmark 24% 3% 26%
Norway 43% 12% 23%
Netherlands 43% 12% 15%
USA 28% 3% 20%
Germany 28% 2% 13%
Australia 39% 2% 12%

As shown in Table 1, it can be noted that Northern European countries, especially Sweden
and Norway, stand out with the highest consistency in sustainable consumption, and more
than 40% of respondents in these countries claim that they always choose
environmentally friendly alternatives when available. This indicator reflects the strong
influence of social norms and an established culture of consumption where sustainability
1s considered a natural choice. In these countries, environmental issues are often
integrated into public policy, education, and corporate practices, promoting systematic
behavioural change on a broader scale. However, in Denmark, despite the high level of
environmental awareness in the region as a result of the country's long experience in
environmental policy, 26% of respondents admit that sustainability does not influence
their purchasing habits at all. This could indicate a contradiction between knowledge and
practical behavior, and possibly also a saturated market where sustainability is seen as
background noise rather than a specific selection criterion. [5]

Japan and Sweden are in a similar position. In these countries, a large proportion of the
population consistently chooses sustainable products. This points to strong cultural
values, where harmony with nature, quality, and collective responsibility play an
important role. In Sweden, for example, social norms and responsible behavior are
valued, while in Japan, traditions and attitudes toward long-term consequences influence
individual purchasing habits. [5]
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The United States shows a relatively low level of consistency [4], with only 28% of
consumers always choosing sustainable products and 20% admitting that environmental
factors do not influence their behavior at all. These data reveal a dual attitude in the
market, where sustainability choices are still largely based on individual motivation and
access to products, rather than on a common social norm. [5] Several countries, including
China, the United Arab Emirates and Brazil, illustrate the dynamics of development.
These countries have not yet established a stable, sustainable consumption culture, but
there is growing interest. Most respondents are aware of the importance of sustainability,
but practical choices have not yet become the norm. This indicates a transitional phase in
which society is caught between developing awareness and consolidating behavior. [5]

Overall, these data confirm that choosing sustainability is not only an individual decision,
but also a socially and culturally determined factor. Its development requires not only
access to products and pricing, but also a regulatory environment that motivates people
to choose sustainability. In developed countries with strong social norms and political
instruments, environmentally friendly consumption is becoming the new green
purchasing norm [10], while in other parts of the world, the initial phases of this transition
process are still ongoing.

MATERIALS AND METHODS

The design of this study is a mixed-methods study, combining quantitative and qualitative
research strategies to gain an in-depth understanding of consumer decision-making
regarding the choice of environmentally friendly products and to identify factors that
prevent this choice. The study is planned in several stages. This article reflects the analysis
of the survey data. Based on the survey results, the next stage will involve interviews with
experts to analyse the sales policy perspectives of companies.

In order to gain a deeper understanding of Latvian consumer behavior patterns regarding
the choice of environmentally friendly goods, a quantitative survey was conducted as part
of the study. Its aim was to identify the main factors that influence or hinder the purchase
of sustainable products, as well as to assess the role of environmental awareness, price
sensitivity, information availability and trust in labels in the decision-making process.
The survey was designed as a structured, electronic questionnaire distributed online,
allowing respondents to express their opinions anonymously. Respondents were selected
using a stratified random sample to represent different age, gender, and location groups
within Latvia. A total of 422 respondents aged 18 to 65 participated in the survey. It was
designed to measure both consumer attitudes and beliefs, as well as specific behavioural
patterns, including barriers to green purchasing and trust in information about product
sustainability.

This survey served as an important tool for quantitatively assessing the attitude and
behavior factor that, in scientific literature, characterizes the difference between people's
stated values and their actual choices.

RESEARCH RESULTS

This article presents the results of the analysis of the survey data. A quantitative survey
was conducted as part of the study. The questions included in the questionnaire covered
aspects of attitudes and beliefs as well as actual behavior. It was designed to focus on the
gap between attitudes and behavior, where people stated environmental values do
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not match their actual purchasing habits. The analysis identified significant correlations

between variables such as price sensitivity, social influence, and trust in eco-labels. The

content of the survey was structured around five key research areas:

1) Frequency of choosing environmentally friendly products — respondents indicated how
often they consciously choose environmentally friendly products in their daily
consumption.

2) Main barriers to green purchasing — the main factors that prevent the purchase of such
goods were identified, including price, availability, and lack of information.

3) Trust in various sustainability labels — respondents assessed the extent to which they
trust various environmental and sustainability certificates and labels on products.

4) The influence of social norms and peers — the study examined how public opinion, the
attitudes of loved ones, and the behavior of people of the same age influence consumer
choices.

5) Digital environment as a channel influencing purchases — the study analysed how
advertising, social media content, and digital sales channels influence the choice of
green products.

An analysis of data on the frequency of choosing environmentally friendly products
shows that only 22% of respondents indicated that they regularly purchase
environmentally friendly products whenever possible. The majority (49%) indicated that
they only do so occasionally, if the price and availability meet their needs. 21% of
respondents said they choose sustainable products less than once a month, while 8% said
sustainability does not influence their decisions at all. Summarizing the responses, it
should be noted that even though more than half of respondents consider themselves to
be environmentally conscious, only a small proportion consistently choose sustainable
products, which indicates a classic attitude-behavior gap.

The results of the study show that there are several significant barriers to the purchase of
sustainable products in Latvia. The most frequently mentioned is the high price, which
was indicated by 68% of respondents, revealing a marked price difference and limited
availability of environmental goods to the wider public. The second major obstacle is
insufficient information about products. 47% of respondents indicated that they lack
clarity about their impact on the environment. Meanwhile, 38% expressed low confidence
in eco-labels, indicating communication and trust issues. Limited product availability
(35%) and scepticism about companies' true intentions (30%) also influence decision-
making. These data reveal that the barriers to green purchasing are complex and require
a comprehensive approach that includes improving information, strengthening trust, and
ensuring economic accessibility.

The survey focused on consumer confidence in various sustainability labels. The results
clearly show that Latvian consumers have limited confidence in these labels, which
significantly affects their decision-making process. The survey results show that Latvian
consumers generally have limited trust in sustainability labels. The EU Ecolabel has
gained the highest level of trust, with 41% of respondents trusting it, which indicates a
certain degree of confidence in official and verified labels. In contrast, only 18% trust
private “eco” labels used by stores, which are often perceived as less transparent or
commercially motivated. It is concerning that 23% of respondents are not aware of any
specific labels, which indicates a low level of awareness among the community.
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The survey results clearly show that social norms and peer pressure play a significant role
in consumer behavior, especially among younger generations. Among respondents aged
18 to 30, 41% said that their purchasing choices are influenced by the behavior of their
friends or content seen on social media. This confirms that in this age group, the choice
of environmentally friendly products is often driven not only by individual beliefs or
values, but also by the behavior of members of the surrounding community and popular
opinions in the digital environment. In contrast, in the over-50 age group, this influence
was observed much less frequently, with only 16% of respondents acknowledging the
influence of people their own age or social media on their decisions. This indicates
different behavioural motivations between generations, with older consumers mostly
relying on personal experience, traditions, or rational considerations rather than the social
environment or digital content. These data indicate that social influence is a particularly
effective tool in the youth segment, opening broad opportunities for promoting
environmentally friendly consumption. In this context, the digital environment becomes
not only an informative but also a normative force that can change attitudes and behavior.
Therefore, this factor should be considered by both policy makers and companies that
want to promote sustainable consumption.

Data analysis and impact indicators clearly show a difference between age groups, with
the younger generation more likely to recognize social impact as important in decision-
making. When looking at the data on a Likert scale, the age groups and social influence
scores are statistically significant. (see Figure 1)

Social influence i1s significant (%0)

31-65 vears [N 13%

36-50 years [N 53%

26-35 year: [N 19%%

18-25 year: I 51%

0% 1086 20% 30% 40% 50% 60% T70%
1825 years 26-33 vears 36350 years 3163 vears

® Social influence is = gnificant 61% 40 339 18%

i¥a)
Figure 1. The importance of social influence in different age groups (%) (created by
authors)

Survey data shows that digital media plays a big role in how people shop, but it's not
really helping them make sustainable choices. 59% of respondents said they often shop
online, confirming the growing importance of digital commerce in everyday
consumption. At the same time, 34% of these consumers admitted that it is difficult to
assess whether a product is truly environmentally friendly in the online environment. This
points to a significant information gap and a lack of transparent, reliable information on
product sustainability, which hinders the identification and selection of green alternatives
on digital platforms. Only 12% of respondents rely on the “eco” categories offered by e-
shops, which indicates low confidence in the accuracy and reliability of digital tools. This
points to the need to improve the representation of eco-labels in the online environment
by providing clearer labelling guidelines and more transparent information about product
origin and impact. Overall, these data confirm
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that the digital environment is currently not sufficiently adapted to sustainable
consumption choices, which prevents the online environment from becoming an effective
channel for supporting and promoting green thinking.

The analysis also identified the most significant correlations between various behavioural
variables, such as price sensitivity, social influence and trust in eco-labels, which opens
opportunities for in-depth interpretation and the development of practical
recommendations for businesses and policymakers. The data obtained reflects a
moderately strong positive correlation between environmental awareness, trust in labels
and actual choices, as well as a strong negative correlation with price. (see Table 2)

Table 2. Correlation between key consumer behavior indicators (created by authors)

Choice of Price
environmentally| Environmental .. .. | Trustin
friendly awareness (sensitivity eco-labels
products scale)
Choice of environmentally friendly products 1.00 0.52* -0.50* 0.57*
Environmental awareness 0.52* 1.00 -0.38 0.49
Price (sensitivity scale) -0.50* -0.38 1.00 -0.40
Trust in eco-labels 0.57* 0.49 -0.40 1.00

Consumer survey data point to several problems that hinder the choice of environmentally
friendly products in Latvia. Although most respondents recognize the importance of
sustainability, real action is limited due to both economic reasons and a lack of
information. Trust in eco-labels is low, and greenwashing has a negative impact on
consumer behavior. At the same time, the younger generation shows high potential for
positive behavioural change, especially when social influence and the opportunities
offered by technology are leveraged. Targeted measures are needed to promote
sustainable consumption, including clear communication, competitive pricing, trusted
certifications, and effective digital infrastructure.

DISCUSSION

Despite growing public interest in environmental issues, there is a significant gap between
attitudes and actual behavior. High prices, lack of information, and low trust in eco-labels
continue to be significant barriers to green consumption. This is consistent with previous
studies that highlight the impact of economic and trust barriers on sustainable choice-
making. The importance of social influence among the younger generation is particularly
significant. At the same time, the digital environment, although widely used in the context
of shopping, does not currently offer sufficient transparency and reliable tools to support
sustainable choices. The results highlight the need for a comprehensive approach that
combines improved communication, the development of digital solutions, and
affordability policies to promote truly sustainable consumption.

CONCLUSION

The results of the study make a significant contribution to understanding consumer
behavior in the context of sustainable consumption in Latvia, confirming that green
purchasing choices are not only an expression of individual values, but a complex
decision-making process influenced by both economic and social factors. Based on
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consumer behavior theory, a positive attitude towards environmentally friendly products
does not always translate into action if there are obstacles such as high prices, lack of
information, or a lack of trust. Green purchasing as a socially significant contribution to
sustainable development becomes a challenge in situations where there is a lack of clear,
reliable and practical choice support mechanisms. At the same time, the study identifies
opportunities for promoting sustainable consumption, particularly by using the potential
of social influence and the development of the digital environment. In order to achieve
significant changes in consumer behavior, coordinated action is needed between
businesses, policymakers, and communication platforms to create an environment where
green choices are not only possible but also easily recognizable and trustworthy. In this
way, sustainable consumption can become the systemic norm rather than an individual
exception. The research data reflects only one phase of the study; the research will be
continued in other phases.
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ABSTRACT

Search engine optimisation as a separate concept has not been researched extensively
compared to other digital marketing tools in Latvia. The aim of this study is to analyse
the decision-making process of custumers in the choice of services placed on the internet
market for sustainable development. The study is planned to be carried out in five phases,
analysing and structuring the offer of companies in different sectors and the choices made
by consumers on websites. This article summarises data from the first phase of the study,
which analysed companies in the tourism sector. The data reflects the offer of the tourism
sector's green deal leisure and sports entrepreneurs on websites and consumer preferences
for sustainable development services. The research methods have been chosen to gain
insight and analyse the data on the availability of the offer of tourism enterprises on their
websites for sustainable development. Using a case study approach, the study data is
collected from consumer surveys. Expert interviews have been carried out to gather
information on the understanding of business managers on the conditions of consumer
decision-making processes for sustainable development. Search engine optimisation
could be one of the most effective tools that entrepreneurs can use for sustainable business
development and to encourage customers to make a decision on the choice of service. The
data from this study will be used in the next stages of the study to compare consumer
decision-making in the online marketplace for sustainable development across different
sectors.

Keywords: sustainable development, customer decision-making, search engine
optimisation, digital marketing, sustainable entrepreneurship

INTRODUCTION

Modern technology has created a unique opportunity for entrepreneurs to promote the
sustainability of their businesses, thereby reducing their direct impact on the environment.
The growth promotion strategy of the European Union lists a series of goals focused on
increasing the competitiveness of environmental technologies and increasing Europe's
innovative potential. Several of these goals can be directly and indirectly linked to the
environmental dimension of sustainable development and the development of the digital
business environment. [6] In recent years, digital marketing in general has been rapidly
growing in importance for every company and is considered
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as one of the drivers of sustainable business. Marketing experts note that the internet has
visibly changed the business world in recent years, making it possible to promote and sell
products without intermediaries on any continent. The internet is like a big gorge, because
people often search for something on it without knowing exactly where to find it, using
search engines. Research shows that most of these consumers will visit sites that search
engines show on the first page to make their decisions. So whether the goal is to sell
something or simply to get more readers for a blog, if you need to attract visitors to a
particular site, then you need website optimization. [2]

Search engine optimisation is considered one of the digital or internet marketing tools
that aim to promote the sustainable development and competitiveness of a business. It is
a process that is carried out with the aim of obtaining better positions in search engines.
Website optimisation could be one of the most effective tools that companies can use to
market their business on the Internet, increasing the number of visitors to their website
and driving as many of them as possible to their desired destinations, influencing the
sustainable development of the company. [2]

Optimisation can have a positive impact on the sustainability of a business by changing
consumer behaviour and decision-making habits, noting that the website is the place
where potential customers learn about a company's services or products and make a
decision to buy a service. It is noted that the website needs to be developed in order to
increase the number of customers and continuously influence customer decisions and
contribute to the sustainable development of the business. Marketing researchers explain
that nowadays, when people want to buy a product, the first place they look for it is often
the internet, and the decision to buy is directly influenced by the information available
about services and products. People use the internet to check and compare offers, find
answers to questions they want to ask and make a decision about whether to buy a product
or service. [8]

Today's digital marketing challenges and opportunities are based on the adoption of
technology and changes in marketing efforts to build relationships and support consumer
well-being. [3] The term "search engine optimisation" is in itself a way of saying that it
is the optimisation or improvement of a website for search engines. The first search
engine, Archie, was created in 1990. Today, these types of programmes are an integral
part of the World Wide Web, designed to help Internet users find the information they
want, based on the keywords they use, and make decisions about whether to buy or
process further information. The studies explain that they are defined as tools that search
the web for sites that match a real-time question, word or phrase entered by users, which
we call keywords. Depending on the keyword used, search engines display a list of results
called a search engine results page. [11]

Marketing experts explain that as the number of different websites and online documents
increased, search engines realised the value of organic or unpaid results and started
working to show users the best and most relevant sites. [ 10] Both Clarke and Sfetcu define
search engine optimization as a process or set of methods aimed at improving a website's
position in search engine results such as Yahoo, Google, etc. [2]

[10] Although the experts' definition is clear and captures the essence of optimisation, it
is arguably not precise enough because it does not include a very important thing -
keywords. David Reske has given a more advanced definition, calling it the art and
science of making a website look the way search engines such as Google, Bing, Yahoo,
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etc. want it to look, so that it appears in as good a position as possible when searching for
specific keywords that consumers use to make decisions. The first and foremost focus of
search engines is to rank websites based on their content and keywords. [9] Search
engines evaluate websites according to a specific algorithm. Most of the factors included
in the algorithm are kept secret from the search engines. Search engines have created so-
called 'spiders' or 'bots' that review all websites on the internet according to a specific
algorithm and rank them in certain positions. [4]

Thinking about optimisation, it is important to realise that it is a time-consuming and
continuous process due to the constant changes in the algorithm already mentioned.
Researchers note that many people do not achieve their desired goal for this very reason,
because they stop optimising their website soon enough without seeing significant results.
Website optimisation is a long-term strategy that needs to be continuously refined for a
business to benefit, as search engine algorithms change regularly and what worked well
three months ago may not be as relevant now. One of the main advantages of search
engine optimisation is that it reaches the target audience. Search engines show the website
to users who are searching for keywords, so an optimised website reaches more potential
customers, who can be more easily guided to conversion, or taking the desired action and
making a decision.[2]

Website optimisation factors are divided into two groups, internal and external. Experts
also distinguish between good website optimisation practices and bad ones. Goulas notes
that it is very important to understand that both techniques can deliver results, but while
one can improve a website's ranking and encourage more visitors and positive decisions,
the other can lead to penalties from search engines, such as the suspension of indexation,
which will also have a negative impact on the website's visitor traffic and therefore on the
business as a whole. [5] Shenoy and Prabhu remind us that what matters in search engine
optimization is not quantity, but quality, which positively influences consumer decision-
making and loyalty, which undoubtedly results in a successful sustainable business. [11]

MATERIALS AND METHODS

This article summarises the data from the initial stage of the study, which analysed
tourism event companies in Latvia, looking at what the companies offer and what
consumers choose on their websites. The data reflects the analysis of the offer of the
tourism sector's green course leisure and sports event organisation companies on the
websites and the consumers' choice of services for sustainable development. The research
methods have been chosen to gain insight and analyse the data on the accessibility of the
companies' offer and sustainable development on the companies' websites. In the
beginning of the study, the research hypothesis was that tourism companies in Latvia do
not make sufficient use of the opportunities offered by search engine optimisation to
facilitate the consumer decision-making process and, therefore, do not contribute to the
sustainable development of the company. In order to find out the perception of the
specialists of the tourism industry event organisation companies about the optimisation
of websites for search engines and the optimisation potential, in the practical part of the
study the established research methods were used and the website analysis, survey, expert
interviews, as well as data processing and statistical data analysis and other methods were
carried out.
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To find out the use of search engine optimisation of websites in event management
companies in Latvia, a research design for website analysis was developed based on the
analysis of scientific literature, as well as a questionnaire for a survey of managers of
event management companies and an expert interview. The design for the website
analysis was developed by the members of the research group, based on an analysis of
the scientific literature, including the main optimisation conditions and factors. This
website analysis allows us to look at trends in the optimisation of websites of event
organisers in the Latvian tourism industry, reflecting not the possibilities of optimising
the website, but assessing the influencing factors. Tourism managers were asked to fill in
a questionnaire which included questions to determine both the use of search engine
optimisation and the perception of the managers of event companies. As there is currently
no accurate information available on the number of event organisers in Latvia, all 2085
enterprises [1] that have indicated NACE 93.2 code 'entertainment and recreation
activities' as their activity type were considered for the survey. In order to obtain the
survey data, a questionnaire was sent to all selected enterprises, inviting them to
participate in the survey and to fill in the questionnaire. [7] The managers of the
companies responsible for the website activities were asked to complete the
questionnaire. The questionnaire was sent to the managers of the companies responsible
for the website activities. Of all the companies selected, 83% (1731) completed the
questionnaire. The questionnaire consisted of a total of 27 questions designed to gauge
understanding of the use of search engines in business and their impact on business
sustainability and consumer decision-making. To find out the potential of search engine
optimisation activities in agencies, experts in search engine optimisation were
interviewed. The criteria for the selection of the experts were at least 5 years of experience
in website optimisation, as well as work experience in website optimisation in at least
three different areas. The experts were asked questions to find out the main advantages
and benefits of optimisation for consumer decision-making, as well as the potential of
optimisation for sustainable development in tourism event organisers in Latvia. The data
from the study are summarised from the surveys carried out. Additional expert interviews
have been carried out to gather information on business managers' understanding of the
consumer decision-making process and the conditions for sustainability.

RESEARCH RESULTS AND DISCUSSION

As mentioned before, in order to find out the perception of the managers of the companies
about website optimisation and to investigate the use of optimisation, a survey of the
managers of the event management companies was carried out. In addition, an in-depth
analysis of the companies' websites was carried out. The survey included 27 questions. It
was important to find out the location of companies by region. The majority of the
company representatives who took part in the survey, or 81%, indicated that their
company was located or based in the Riga region, 6% in the Kurzeme region, 5% in the
Vidzeme and Latgale regions, and 3% in the Zemgale region. The high share of event
organisers in the Riga region can be explained by the fact that it is very suitable for event
organisers, as it is located in the central part of the country and has an international bus
station and an international airport, which is a significant advantage. The possibility to
provide services outside the location where the company is based, for example in other
cities and even other countries, is one of the advantages of this type of company. 19%
of the respondents indicated that their
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company did not have a website, which immediately suggests that they do not use search
engine optimisation and its possibilities. These companies participated in the survey but
were excluded from the next stages of the study, where it is necessary to find out the use
of search engine optimisation and its impact on consumer decision-making Most of the
representatives (39%) who participated in the survey are from companies with more than
10 years of activity, 34% of respondents indicated that they work for an event organisation
company with 2-5 years of activity. 16% of the respondents represent relatively young
companies with less than 2 years of operation and 11% represent companies with 6-10
years of operation. (see Figure 1)

Duration of activities of enterprises

More than 10 years I 30%0
6-10years NI 11%
2-5 years I 3 4%
Less than 2 years GG 6%
0% 10% 20% 30% 40% 50%

More than 10
years
=% 16% 34% 11% 39%

Less than 2 years 2-5 years 6-10 years

Figure 1. Duration of business activity (compiled by authors)

In summary, the survey results show that the most of the event management agencies
surveyed do not have a good understanding of website optimisation. This is evidenced by
the fact that some of the respondents honestly admitted that they did not know what search
engine optimisation was, while a large proportion of those who indicated that they did
know or partially knew it, did not know how to describe it or described it incorrectly. In
a number of relatively simple questions, some respondents also chose "I cannot say",
which also indicates a lack of understanding of optimisation-related issues. It should be
noted that some respondents indicated that they did not know what terms such as
robots.txt file and XML sitemap meant in relation to website optimisation. 51% of the
respondents whose company has a website do not know what a robots.txt file is and 37%
do not know what an XML sitemap is. The fact that some respondents said that keywords
are considered when creating content for websites is also an indication of the lack of
understanding among agency representatives, although 88% of respondents' company
websites have too little content to successfully include keywords. Website optimisation
was described more precisely by 20% of respondents, indicating that it is the process of
improving a website in order to get better positions, or the process of making the
information offered on a website easy to find on the internet. And this contributes to
consumer decision-making. However, 33% of those who indicated that they knew or had
some knowledge of what search engine optimisation was, were unable to define or
describe it, saying that they could not say or had no opinion on what it was, while 13%
described it as improving a website to make it easy for customers to use, which was
considered to be inaccurate. This indicates that, overall, of all respondents whose
companies have websites, only 18% understand the term 'search engine optimisation',
while 29% understand it partially, knowing that keywords and content are
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important and have a direct impact on attracting customers and, consequently, on
consumer decision-making.

As mentioned before, an in-depth analysis of the websites of the first five companies was
also carried out to better understand the situation and assess the optimisation. The in-
depth analysis was carried out on the websites of the companies that were first in Google
search results for the sector-specific and one of the most searched keywords "event
management company" at the time of the launch of the study. The analysis of these top
five sites on the Google results page for this keyword also allows an understanding of the
competition in the field in terms of search engine optimisation. In addition to the factors
already discussed, the analysis of the websites using various specially developed tools
also provided an opportunity to assess specific factors that cannot be determined simply
by looking at the website superficially. The titles and descriptions of the five websites
selected and analysed in depth, as well as the titles and descriptions of the internal pages,
were assessed taking into account the recommendations of the experts in terms of their
preferred length, content, use of keywords, etc. The names of the homepages of three of
the five sites are classified as compliant with the recommendations and two as partially
compliant, while the names of the homepages of four of the five sites are compliant with
the recommendations and one is not. The descriptions on these sites are more likely to be
non-compliant with the recommendations. The description of the homepage on one site
is assessed as compliant and on four as partially compliant with the recommendations,
while the descriptions of the homepages on three sites are not compliant, one partially
compliant and one compliant (see Table 1)

Table 1. Analysis of websites according to recommendations (compiled by authors)

Criteria Company 1 Company 2 Company 3 Company 4 Company 5
Website In line with In line with Partially with Partially with In line with
Name recommendations | recommendations | recommendations | recommendations | recommendations
Website Partially with Partially with In line with Partially with Partially with
Description | recommendations | recommendations | recommendations | recommendations | recommendations
Page In line with Not in line with In line with In line with In line with
Titles recommendations | recommendations | recommendations | recommendations | recommendations
Page Not in line with Not in line with In line with In line with Not in line with
Descriptions | recommendations | recommendations | recommendations | recommendations | recommendations
Header Not in line with Not in line with Not in line with Not in line with Partially with
Usage recommendations | recommendations | recommendations | recommendations | recommendations
Content Partially with Not in line with Not in line with Not in line with In line with
Volume recommendations | recommendations | recommendations | recommendations | recommendations
Content In line with In line with In line with In line with In line with
Originality recommendations | recommendations | recommendations | recommendations | recommendations
Keyword Partially with Not in line with Not in line with Not in line with Partially with
Usage recommendations | recommendations | recommendations | recommendations | recommendations
Link Not in line with Not in line with Partially with Partially with Partially with
Quality recommendations | recommendations | recommendations | recommendations | recommendations
Image Not in line with Not in line with Partially with Partially with Not in line with
Optimisation | recommendations | recommendations | recommendations | recommendations | recommendations
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The analysis also looked at other optimisation factors that have not been considered
before, such as link quality, website speed, size, broken links, social media activity,
domain authority and publications on the website. To explore the potential of using
website optimisation for event organisation, three experts in search engine optimisation
were interviewed who met the criteria, i.e. had at least five years of experience in
optimisation and had worked on at least three company websites in different fields. The
experts were initially asked what they considered to be the main advantages of search
engine optimisation and what they considered to be the main benefits for companies or
individuals whose websites had been optimised. According to the experts, the major
advantage is that by ensuring that their website ranks well for the most searched keywords
on Google, companies also ensure that they are visible and findable, contributing to
consumer decision-making. Experts have pointed out that paid advertising does the
opposite, as users who might be interested in a company's product are offered it wherever
and whenever they can, rather than when they decide to search for it. Experts cite return
on effort as an important advantage of optimisation. They explain that although it is not
immediate and it takes time to achieve the desired results, if the most important
optimisation work is stopped, the return will not stop completely and the optimised site
will continue to generate new visitors, while for paid advertising the return depends on
the advertising budget - as soon as the budget runs out, so does the return. As regards the
potential for the development of search engine optimisation in Latvia, it is acknowledged
that the relatively low competition is positive, but the difficulty is that Google's algorithm
is not yet able to recognise and process content in Latvian as well as in other languages,
such as English, which can cause difficulties in optimising content.

However, this is not impossible, but optimisation needs to be done with much less
information about the keywords used by users. Experts pointed out that there are fewer
sites in Latvia related to different fields from which inbound links can be obtained, which
play an important role in the optimisation process. However, this can also be seen as a
plus, because in this case, competitors will have few inbound links and will not need to
acquire a large volume to achieve good positions. Experts point out that although the
Latvian market is relatively small, it has the potential to develop website optimisation, as
a very large number of internet users use the Google search engine to find the goods and
services they want. Experts say that with the right and creative approach, and by following
all the optimisation points, it is possible to achieve very good positions and also attract
visitors in the long term. Experts cite the low search volume for certain long keywords as
well as the seasonality of searches as a negative factor. A study of the results for keywords
related to the sector shows that there is not much competition in this area, so it should be
relatively easy to reach the first page with a well thought-out optimisation strategy. The
experts' answers confirm the earlier work that search engine optimisation has various
important advantages and benefits. An optimised website attracts new visitors and
influences their decisions to purchase a particular product or service.

CONCLUSION

Website optimization could be one of the most effective tools that companies can use for
sustainable business development and to influence customers in making decisions about
service selection. To determine if the hypothesis proposed in the introduction is
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true, research methods such as scientific literature analysis, surveys, website analysis,
interviews, as well as data processing and analysis methods were used. 83% of event
organizing agency representatives from the contacted companies agreed to participate in
the study. A challenge during the research was that the field of event organizing in Latvia
has not been studied so far, hence the exact number of companies is unknown. In the
study, more than 2000 different companies listed in the database, which indicated the
NACE code 93.29 as their type of activity, were examined to estimate the approximate
number of event organizing agencies and obtain contact information of their
representatives, significantly prolonging the research process. To perform an analysis of
various factors related to search engine optimization, the study utilized more than five
different internet tools, each allowing the assessment of different factors. Overall, the
initial stage of the research can be characterized as successful. The initial phase of the
study was conducted within the planned time frame, and the objective of exploring the
usage of website optimization for search engines in tourism companies in Latvia was
achieved. Website optimization for search engines is defined as the process of enhancing
websites to achieve better positions in search engine results when users search using
relevant keywords. Website optimization for search engines is significant because
statistics show that in the world's most popular search engine, Google, used by 96% of
internet users in Latvia, more than 8 billion searches are performed daily, and 75% of
searchers only look at results on the first page. Therefore, websites that are not easily
found in search engines lose potential customers, which can negatively impact the
development of a company or individual. Surveys and website analysis results reflect that
only a few optimization factors on event organizing companies' websites are positively
rated — originality of content and the presence of mobile versions of websites. Other
factors are evaluated more negatively, such as insufficient content volume, image
optimization, website security, speed, and keyword usage. This not only negatively
affects website optimization but also influences user decision-making. Most surveyed
event organizing company managers lack understanding of the concept of website
optimization for search engines and the associated factors. From the perspective of event
organizing companies, there is weak competition in website optimization for search
engines, meaning that companies not currently easily found on the first page of Google
for industry-leading keywords may have relatively faster, cheaper, and easier
opportunities to optimize their websites and appear there compared to companies or
individuals operating in areas where websites are already well-optimized.

REFERENCES
[1] Central Bureau of Statistics. Available: www.csb.gov.lv

[2] Clarke A. (2019) SEO 2019 Learn Search Engine Optimization With Smart Internet
Marketing Strategies: Learn SEO with smart internet marketing strategies. Available:
https://www.abebooks.com/9781730775758/SEO-2019-Learn-Search-Engine-
1730775756

[3] Ferrel O.C., Ferrell L. (2021) New directions for marketing ethics and social
responsibility research.
Available:https://www.tandfonline.com/doi/full/10.1080/10696679.2020.?

[4] Fisher G. (2019). SEO Mastery. Learn Advanced Search Engine Optimization
Marketing Secrets, For Optimal Growth. AC Publishing. 100 p.

682


http://www.csb.gov.lv/
https://www.abebooks.com/9781730775758/SEO-2019-Learn-Search-Engine-
https://www.abebooks.com/9781730775758/SEO-2019-Learn-Search-Engine-
https://www.tandfonline.com/doi/full/10.1080/10696679.2020

Section Environmental Economics

[5] Goulas A. (2018). SEO Made Easy: How to Win Clients and Influence Sales with
SEO. Kindle Edition. 147 p.

[6] Libkovska U., Vasilevska D., Rivza B., Sunina L. (2016) Increase of environmental
technology competitiveness: analysis of innovation potential in the Baltic States. SGEM
2016, Conference Proceedings. Vol.III. 273-281 p.

[7] Lursoft. (2024) Industries (NACE). Available: www.lursft.lv/nace

[§] Rais  N.  (2023). Research  Introduction to  SEO.  Available:
https://www.researchgate.net/publication/376184517 Research-Introduction_to SEO

[9] Reske D. (2017). Digital Marketing in the Zone: The Ultimate System for Digital
Marketing  Success.  Available:  https://www.perlego.com/book/2451590/digital-
marketing-the-zone-pdf

[10] Sfetcu N. (2014). Internet Marketing, SEO & Advertising. 341 p.

[11] Shenoy A., Prabhu A. (2016). Introducing SEO: Your quick-start guide to effective
SEO practices. California: Apress Media, LLC. 132 p.

683
https://doi.org/10.5593/sgem2024/5.1/s21.83


https://doi.org/10.5593/sgem2024/5.1/s21.83
http://www.lursft.lv/nace
https://www.researchgate.net/publication/376184517_
https://www.perlego.com/book/2451590/digital-
https://www.perlego.com/book/2451590/digital-

24" International Multidisciplinary Scientific GeoConference SGEM 2024

684



4. pielikums

Raksts IV

Ozola, 1., Libkovska, U., Resele, L. (2024). The influence of media ecosystems on
consumer behavior and decision-making for sustainable development. International
Multidisciplinary ~ Scientific ~ GeoConference: ~ SGEM,  2024(5.1), 649-656.
https://doi.org/10.5593/sgem2024/5.1/s21.80 (SCOPUS)


https://doi.org/10.5593/sgem2024/5.1/s21.80

Section Environmental Economics

THE INFLUENCE OF MEDIA ECOSYSTEMS ON CONSUMER BEHAVIOR
AND DECISION-MAKING FOR SUSTAINABLE DEVELOPMENT

Mg. Inta Ozola'

Prof. Dr. sc. admin. Una Libkovska'*
Assoc. prof. Dr. sc admin. Liene Resele!
"Ventspils University of Applied Sciences, Latvia
2RTU Liepaja Academy, Latvia

ABSTRACT

The European Union's planning documents for 2040 clearly outline the importance of an
environmental economy, which focuses on the economic impact of environmental
policies and the sustainable management of natural resources, emphasising the need to
integrate ecological principles into economic systems. The planning documents at all
levels pay particular attention to the circulation of information, to keeping the public
informed about the promotion of green thinking and sustainable development. The media
ecosystem, which focuses on the media environment and its impact on people's behaviour,
perception and understanding, plays a crucial role in shaping public opinion on
environmental and sustainable development issues. Contemporary economics researchers
argue that effective environmental governance requires a synergistic approach through
the media ecosystem to raise public awareness of sustainable development issues. The
media have become an integral aspect of everyday life, providing information and serving
as a basis for people to make choices and decisions. This paper presents the results of a
study carried out on the behaviour of young people in the media ecosystem and the factors
influencing the decision-making process. The study was based on theoretical research of
documentary sources and digital materials, analysis of statistical data. The analysis of
survey data was used to analyse the factors influencing the behaviour and decision-
making of young people in Latvian comprehensive schools in the digital environment,
including their perception of factors influencing sustainable development. The findings
show that the contemporary media ecosystem plays a significant role in people's lives,
influencing their behaviour and decisions. The data will be used in the next stages of the
research, where the behaviour of all age groups in the media ecosystem, factors
influencing decision-making and perceptions of sustainable development will be
explored.

Keywords: sustainable development, media ecosystem, consumer behaviour, decision
making

INTRODUCTION

In environmental economics, environmental quality is seen as a commodity for which
demand and supply can be determined. Market goods may be valued by consumers
through market transactions, but people also value goods such as clean air, clean water, a
safe climate for people, healthy ecosystems that have an impact on human life, which are
an integral part of everyday life. [7] The media ecosystem has become an integral part of
modern life, operating in all spheres of human life. It is therefore clear that the
development of the media ecosystem must be geared towards enhancing the quality of
life through sustainable development. [2]
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The contemporary media transition and operation in the digital environment is analysed
as a key element of sustainable media development. Media ecology addresses the question
of how media and the digital environment influence human perception, understanding,
feelings and values today and how our interaction with media contributes to or hinders
our survival. In a general sense, ecology is the study of the environment, its structure,
content and impact on people. The environment is a complex system of messages that
convey certain ways of thinking, feeling and behaving. The media ecosystem shows how
media structure what we see, why media make us feel the way we do, act the way we do,
make the decisions we make. Media ecology explains the media ecosystem as a systemic
entity and an integral part of the contemporary environment. [4]

The world's major challenges are global developments and their impact on the
development of the media ecosystem. In the media ecosystem, this refers to the
interconnected network of media technologies, platforms and content that make up a
dynamic and constantly changing environment for communication and information
dissemination. The technologies and innovations produced create a blurring of the
boundaries between the physical, digital and biological worlds. [7]

Like the natural ecosystem, the media ecosystem is characterised by a complex interplay
of different elements, ranging from traditional media such as newspapers, television and
radio to modern forms of media such as websites, social media platforms, blogs and
podcasts. Each element plays a specific role in shaping the overall landscape of the media
ecosystem and influencing the production, consumption and dissemination of information
for sustainable development. A key aspect of the media ecosystem is convergence, which
refers to the merging of different forms of media onto a single platform or device. This
convergence has been facilitated by technological advances that allow users to access
media content through a single device, such as smartphones or tablets. As a result, the
boundaries between different forms of media have become increasingly blurred, giving
rise to new forms of content creation and consumption. [9]

In addition, algorithms and artificial intelligence play a crucial role in shaping media
consumption patterns in the media ecosystem. Social media platforms and online services
use algorithms to personalise content for users based on their preferences and past
behaviour. In turn, the media ecosystem explains the broader cultural, social and
environmental context in which media operate. The concept of the media ecosystem was
popularised by media academic Marshall McLuhan, who builds his theory on the thesis
that media today act as an extension of our senses, shaping how we perceive and interact
with the world and ensuring sustainable development. [9] By highlighting the
interconnectedness of media technologies, human behaviour and the physical
environment, media ecology emphasises the complex relationships between these
elements. In media ecology, supply emerges as a key concept, referring to the
characteristics and affordances of media that influence its use and perception by users,
thereby influencing the decisions made by individuals. [3] An example is the wide
availability of social media platforms and their unquestionable influence on public
opinion and perception of sustainable development. The availability of Twitter and
Instagram clearly demonstrates how user-generated content and online quick effect
messages can operate and interact in real time, facilitating the spread and rapid inclusion
of the public in the reception of generated content. Each participant could instantly
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express an opinion, which can be positive or negative, thus reacting to the content
message of interest and making a decision on the offer made.[5]

Analysing the contemporary world of technology and information, the media ecosystem
and media ecology serve as valuable frameworks and help to clarify how media
technologies and platforms shape the everyday lives of societies and influence their
perception of the world, changing decision-making habits and ensuring sustainable
development. The interrelationship between media technologies, audiences and their
contextual environment helps to better understand the challenges and perspectives posed
by the changing media environment.

Evolution of the media ecosystem and impact on consumer decision-making

The media ecology tradition is linked to the concept of ecosystem, which is mainly used
in business economics discussions. [2] In recent years, researchers in media ecosystem
studies have explained that the media ecosystem nowadays updates public opinion and
understanding of the basic principles of communication and explains how different
sectors of society, such as private and public, work and leisure, as well as different
regions, different forms of business and different sectors, start to interact with each other
because of the proliferation of electronic and digital media.

The media ecosystem explains that, thanks to the availability of the internet, online media
are increasingly penetrating all areas of society and becoming an integral part of everyday
life. Digital communication has changed the understanding of communication in its
traditional context, requiring all factors of sustainable development to be analysed and
included. [5] Technological progress and development have created a new dynamic
between the media ecosystem and users, where speed and response time are the key
factors in this transformation. The digital world offers a constant flow of information.
However, easy and immediate access to information does not guarantee its relevance and
does not contribute to a critical understanding of the content. [1] Digital media use is
becoming increasingly important. It defines everyday needs and triggers new habits. The
digital media environment has created a paradox where any user can instantly become a
participant in any event without being physically present in the environment. Online
offers and opportunities have become an integral part of life. The list of formats will
continue to expand and change as devices, applications, social media and platforms
evolve and users extend, adopt and adapt them. In this context, it is important to
understand how and to what extent the new media ecosystem influences and contributes
to sustainable development indicators. [5]

The historical development of the media ecosystem follows the work of the founders of
media ecology theory, media pioneers H.A. Innis, M. McLuhan and N. Postman. The
concept of media ecology was applied to media research. As the name suggests, media
ecology broadened the understanding of the definition of media and changed the approach
from understanding a narrow medium of communication to a whole life communication
system that shapes both the inner world of each individual and the social environment of
society, ensuring sustainable development. Innis, McLuhan, Postman and other scholars
were interested in how different media technologies offer a social environment to society
and influence public opinion, changing the way the world is perceived and therefore how
existence is lived, including through the selection of more environmentally friendly
resources and the promotion of a greener approach to the use of consumer goods. [6]
According to World Bank analysis, the decline in the use of
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traditional forms of media such as newspapers and magazines reduces overall paper
consumption in direct paper categories by almost 60%, the paper used for printing
newspapers and magazines. [8]

As the internet becomes more common, the perspective of media as a living ecosystem
and social environment is more relevant than ever. The media ecosystem is changing and
evolving fast, and media ecology theory explains media as the structure in which society
and culture develop - as the environment in which people operate and live their lives, and
through which reality is perceived and decisions are made. Culture and social and societal
relations are shaped through human communication. Therefore, the media technologies
of each age, i.e. the ways in which people communicate, fundamentally shape culture,
mindsets, values, social and power relations, explain human existence and the continuous
evolution of the environment. [5S] Today, it is argued that culture is not shaped by
technology, but by the communication that takes place in particular media. Media ecology
observations blossomed from the 1960s to the 1980s, when electronic media became
increasingly widespread and filled everyday life with information. However, as Paul
Levinson argues, the tradition of media ecology has only become truly applicable with
the advent of the Internet. Understanding and promoting sustainable development goes
along with media development as an integral part of research. [2]

According to Levinson, this is for three reasons. Firstly, the Internet brings together all
the previous media historically shaped by classical speech, classical written and printed
text and electronic audiovisual multimedia. The Internet is thus a richer and more versatile
medium than previous media. The Internet provides a more versatile technological
communication and is able to cover a greater part of the human experience. Secondly, the
Internet is essentially an interactive medium in which sender and receiver are not clearly
distinguishable. Because of this interactivity, people can act on the Internet in a very
similar way to in physical reality. Thirdly, due to its associative, hypertext structure, the
Internet resembles human thought processes and the original medium, speech, and is
thus almost fully integrated into all human activities.

[6] This demonstrates that the modern media ecosystem has fundamentally changed
public communication and decision-making. In addition to the characteristics of the
Internet described by Levinson, a fourth can be added. With the increasing computing
and storage capacity of chips, the Internet has significantly reduced the cost of producing,
distributing and processing information. As a result, information and the cultural content
produced have been blended and have become a kind of shared resource. Accessible
information can be seen as the main reason for the media saturation of contemporary
reality. Mobile devices have ensured the constant presence of media content and
environments. The computational environment, which fragments and democratises
knowledge, has created a digital media ecosystem. [5]

MATERIALS AND METHODS

The purpose and nature of the media ecosystem is to shape the everyday life of society,
ensuring sustainable development. It has changed decision-making habits and patterns of
use and enjoyment of many things. (for example, use of consumed and recycled paper)
As the media ecosystem has become a part of everyday life, it becomes particularly
important to understand how much time is spent online. This means not only studying
where time is spent, but additionally studying how time is spent and what influences
certain decision-making.
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This paper presents the results of a study carried out on the behaviour of young people in
the media ecosystem and the factors influencing the decision-making process. The study
was based on theoretical research of documentary sources and digital materials, analysis
of statistical data. The analysis of survey data was used to analyse the factors influencing
the behaviour and decision-making of young people in Latvian comprehensive schools in
the digital environment, including their perception of factors influencing sustainable
development. This paper presents data from a study conducted to analyse the behaviour
of young people (16-20 years) in the media system, including an analysis of how young
people spend their time in the digital environment and what media they choose. The aim
of the study was to understand what influences young people's decisions in the digital
media world and their perception of the factors affecting sustainable development.

RESEARCH RESULTS

The study used theoretical research of documentary sources, including texts, articles and
digital materials, statistical data analysis and survey data analysis to analyse the factors
influencing the behaviour and decision-making in digital environments of young people
(16-20) of the same age group, from mainstream schools. The survey was completed by
1553 young people, with an average age of 18.3 years. The study included a 45-question
survey to explore young people's perceptions of the impact of the media ecosystem on
their daily habits, as well as their understanding of sustainable development. All young
people responded that they are currently unprepared and unable to move away from the
digital media environment in their daily lives.

Connection times to media group per day
(n=1553)
Bl 2%
5 3 27%
& 5 18%
o .
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= 10 31%
g
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g
g 10 7 5 3
Youh  31% 2% 18% 27% 2%
Figure 1. Connection times to media per Figure 2. Favourite online shops of
day (compiled by authors) young people. (compiled by authors)

At the beginning of the survey, young people identified the purpose and frequency of their
media use. The survey data shows that 31% (482) of the young people surveyed log on
to a social media site 10 or more times a day, 22% (341) log on to a social media site at
least 7 times a day and only 2% (31) of the young people surveyed indicated that they use
a social media site 1 time a day. When asked about the purpose of their use, young people
indicated that in 44% of cases they access media groups only for entertainment (music,
social dialogue, blogs of popular people, etc.). 58% of the respondents indicated that they
log in to shopping portals on a daily basis. 18% indicated that they follow news portals
to find out the most important information in the country. Only 11% indicated that they
log on daily for study purposes. (see Fig. 1)

653
https://doi.org/10.5593/sgem2024/5.1/s21.80


https://doi.org/10.5593/sgem2024/5.1/s21.80

24" International Multidisciplinary Scientific GeoConference SGEM 2024

Media consumption behaviour of young people indicates that they are frequently involved
in shopping portals. Therefore, this paper will provide an in-depth look at data on young
people's digital shopping habits. All young people (100%) indicated that they have access
to money to make purchases. Young people were additionally asked whether they had to
coordinate their shopping choices with their parents. Only 12% of young people indicated
that they always have to coordinate purchases with their parents. 70% of young people
indicated that they only coordinate purchases with their parents for purchases above €50.
18% of young people indicated that they do not coordinate purchases with their parents.
It can be concluded here that young people make their own decisions when shopping in a
media group, relying on their own opinion and vision of the necessity of the product.
JaunieSiem tika uzdoti papildu jautajumi par mediju izveli iepirkSanas gadijuma. 44% no
aptaujatajiem, kas kaut reizi iepirkusies interneta veikalos, noradija, ka milaka interneta
veikala tiem nav. 56%, ir noradijusi savus milakos interneta veikalus, kurus apmekle
digitalaja vide regulari.
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Figure 3. Most popular shopping decision makers. (compiled by authors)

As you can see, Asos, H&M, Shein, About You, Zara, Pull&Bear, Sinsay and Reserved
are the most popular online stores among young people. The most popular online shop
for young people is Asos. Young people have their own distinct factors for choosing an
online shop. One of these is certainly the style range of goods and another is the quality
of service offered by the store. Young people were asked to select and rate more than 20
criteria. The data shows that young people consider recommendations from friends, price
and popularity, environmental friendliness and sustainability of the product (clothing),
availability of money, simply buying a new product and the desire to shop to be important
when shopping. Similarly, many young people (68%) indicated that choosing and using
media is simply a leisure activity. (see Fig. 3)

Media choice is often subjective and it does not matter in which order media are chosen.
The survey data show that the average time spent on digital media as a form of leisure is
4.4 hours per day. The longest time spent is more than 10 hours per day in daily media
use, while the least time spent is no less than 2 hours per day. This shows that the media
ecosystem plays an important role in the daily lives of young people today. (see Fig. 4)
Young people were asked about buying goods digitally and whether they remember
exactly what it was like. Most respondents (64%) say that they made their last purchase
without a particular need for a specific item of clothing. 37.0% say they were prompted
to make a purchase by a digital marketing activity, while 26% say they would not have
focused on a particular product if they had not received digital information about it.

654



Section Environmental Economics

Young people also indicated that it was the digital content, repeated several times both
in email and other media, that influenced their decision to buy the product. (see Fig. 5)

Hours per day spent on digital media Purchases per year
(n=1553) (n=1553)
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Figure 4. Hours per day on digital media. Figure 5. Purchases per year. (compiled
(compiled by authors) by authors)

It should be noted here that often at the age of 16 the content chosen is not under parental
control. 99% of young people indicated that they do not receive specific guidance from
their parents in their choice of media. The responses (86%) show that parents discuss
generally accepted safety norms in the use of digital environments, but rely on young
people's choices and personal preferences

The survey asked young people about the benefits of accessing the digital media
ecosystem. 97% of respondents identified quick access to information and reduction of
paper use (in the media context) as key to the sustainable development of the media
ecosystem. All young people indicated that they pay a lot of attention to environmental
issues in their lives and believe that the digitalisation of media has a direct impact on
green thinking by reducing certain types of waste. All young people indicated that they
see a major problem in the availability of consumer goods, the freedom to buy goods and
the excessive use of non-organic packaging (especially when transporting goods).

DISCUSSION

The concepts of media ecosystem and media ecology are essential to explain the complex
relationship between media technologies, target audiences and contextual environments.
These concepts are essential for understanding the interplay between media and the world
around them in decision-making and the role of media for sustainable development.
According to the Media Ecology Association, the term "media ecology" can be defined
as the study of the media environment, the idea that technologies and techniques, forms
of information and codes of communication play a leading role in people's lives. [4]
Media ecology theory is based on the principles that technology not only has a profound
impact on society, but also controls virtually every aspect of life.

CONCLUSION

Media ecology is a complex and systemic meta discipline that studies the changes and
consequences that have occurred in society as a result of technological and media
developments throughout history and their impact on sustainable development. The
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media have become a central aspect of everyday life, providing information and serving
as a basis for people's consumption. This study used a theoretical approach to
documentary sources, including texts, articles and digital material. The findings show a
shift from simple, vertical and linear communication systems to networks that enable
horizontal and personalised consumption. It is concluded that technology has redefined
structures and concepts. In the digital media environment, news consumption is
increasingly subject to algorithmic manipulation. While many studies have explored how
algorithms affect people's everyday lives, little is known about how young people
themselves perceive, learn and cope with the personalisation of news. The results of this
study suggest that the frequency and engagement of young people with media needs to be
further investigated separately. The contemporary consumer spends more and more time
in the media environment, and the younger the consumer, the longer the time spent in the
media ecosystem. The younger the consumer, the longer the time spent in the media
ecosystem. As the media ecosystem becomes increasingly embedded in the fabric of
everyday life, it is possible that engagement could be a more meaningful way to assess
young people's behaviour in the digital media environment in order to explore what
motivates young people to engage more in digital activities in order to meet important
needs, including social needs such as social needs and interaction, information sharing
and self-expression. The data from the study will be used in the next steps to analyse the
behaviour of different age groups and to compare the three main challenges of the digital
media ecosystem. Analysing the impact of the media ecosystem on human behaviour
cannot ignore the importance and potential of the media ecosystem not only to disseminate
relevant information but also to promote social values and understanding of sustainable
development.
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Abstract: - In recent years, digital media have become one of the main sources of information influencing
consumer attitudes and decision-making. At the same time, growing societal interest in sustainable development
and environmentally responsible consumption increases the need to understand how digital media communication
affects sustainable purchase intention. The aim of this study is to analyse the impact of digital media on consumer
trust in digital information and its role in shaping sustainable consumption decisions. The study is based on a
conceptual framework that includes digital media influence, trust and credibility of digital information, attitudes
toward sustainable products, and sustainable purchase intention. The research applies a quantitative approach by
analysing consumer survey data on digital media use and sustainable product choices. The results show that
digital media communication is positively associated with information sharing and electronic word-of-mouth
(eWOM), which are linked to higher consumer trust in digital information. Higher levels of trust and perceived
information credibility are positively associated with consumer attitudes toward sustainable products and stronger
sustainable purchase intention. The findings highlight the role of digital media in shaping consumer trust and
attitudes, which are associated with sustainable purchase intention.

Key-Words: - Digital Media Influence; Consumer Trust; Information Credibility; Sustainable Purchase Intention;
Sustainable Consumption; Electronic Word-of-Mouth

1 Introduction impacts and support socially responsible
The development of digital technologies in recent entrepreneurship, [7], [8], [9], [10]. )
decades has fundamentally changed the processes of In the context O.f susta1qable consumption,
consumer information search and decision-making. consumers are increasingly paying attention to the
Digital media have become one of the main sources origin - of pr-oducts, pI”.O(.h%CtIOH processes agd
of information influencing consumers' perceptions of corporate S_Oc_lal resppn51b111ty, 9], [10].- In this
products, brands, and consumption habits, [1], [2], situation, digital media can serve as an important
[3]. Unlike traditional media, digital media provide information  channel  that ~provides access to
an interactive environment in which users not only information on sustainable products, environmental
consume information, but also actively participate in Initiatives and  opportunities  for  responsible
its creation and distribution. Such dynamic exchange consumption, [11], [12], [13]. However, consumer
of information facilitates communication between decisions about choosing sustainable products often
consumers, including electronic word-of-mouth depend on the availability of information, reliability
(eWOM), which may be associated with consumer and consumer attitudes towards sus'tainablg soluttions,
attitudes, perceptions of product value, and [10], [14], [15], [16]. The information available in the
purchasing decisions, [4], [5], [6]. At the same time, dlgltal- environment can be both informative .and
interest in  sustainable  development and edu(;atlonal, as.well as fragmentary or f:ommermally
environmentally friendly consumption is growing in motivated, which can lead to reliability problems.
society. Sustainable consumption is one of the most Consequently, trust in digital information has become
important factors that can contribute to the efficient a key factor shaping how consumers interpret

use of resources, reduce negative environmental product-related information and



make sustainable consumption decisions, [17], [18],
[19]. While previous studies emphasize the positive
role of digital media and eWOM in shaping consumer
perceptions and decision-making, other research
highlights that digital information may also be
perceived as biased, fragmented, or commercially
driven, which can reduce its credibility and weaken
its influence on consumer attitudes. Therefore, the
relationship between digital media communication
and sustainable consumption decisions remains
complex and not fully consistent, particularly due to
the mediating role of trust in digital information.

Recent studies suggest that social media
communication is positively associated with
consumers' sustainable purchasing intentions,
especially in cases where information is perceived as
trustworthy and authentic, [12], [13], [20]. Thus,
consumer trust in the information source and its
credibility are important factors related to whether
consumers accept information distributed through
digital media. User-generated content, reviews, and
social media discussions further support information
exchange and eWOM, shaping attitudes toward
sustainable products and spreading sustainable
consumption ideas in the digital environment, [4],
[5], [21].

Despite the growing literature on the impact of
digital media on consumer behaviour, there is still a
need to better understand the mechanisms linking
digital media communication, consumer confidence
and attitudes towards sustainable consumption, [3],
[4]. The question of how the information
environment created by digital media affects the
decision-making process of consumers regarding
sustainable products and what factors determine the
formation of these decisions in the digital
environment is particularly relevant.

Therefore, the aim of this study is to analyse the
impact of digital media on consumer trust in digital
information and its role in shaping sustainable
consumption decisions. The study is based on a
conceptual framework that includes digital media
influence, trust and credibility of digital information,
attitudes toward sustainable products, and sustainable
purchase intention. This approach allows to analyse
the  relationship  between  digital  media
communication and  consumer  sustainable
consumption behaviour, while explaining the
mechanisms that shape consumer attitudes and
purchase intentions in the digital information
environment.

2 Literature Review
The development of digital media in recent
years has significantly transformed consumer

information search and decision-making processes,
[1], [22]. Digital platforms and social media have
become an important environment where consumers
obtain information about products, brands, and
company activities. Research shows that digital
communication is closely related to consumer
behaviour, as it provides extensive opportunities for
information sharing and consumer participation in
decision-making processes, [2], [3]. At the same
time, social media platforms allow consumers to
share experiences, reviews, and recommendations,
thereby influencing other consumers’ perceptions of
products and brands, [1], [4].

The growing importance of digital media is
particularly relevant in the context of sustainable
consumption. Digital communication channels
enable companies to disseminate information about
environmentally friendly products, sustainability
initiatives, and corporate social responsibility
activities that may influence consumer attitudes
toward sustainable products, [12], [20]. However, the
information available in the digital environment can
be diverse and not always consistent, which may lead
to concerns about information credibility. Consumers
are often confronted with conflicting or incomplete
information, making trust in the information source
and perceived information credibility important
factors influencing consumer decision-making, [14],
[17].

Previous studies have also highlighted the
importance of social media in disseminating
information and communicating with consumers,
through electronic word-of-mouth (eWOM), [14],
[21]. User-generated content, comments, and reviews
on social media may be associated with consumer
attitudes toward products and contribute to the
formation of purchase intentions, [4], [5]. Despite the
growing body of literature on digital media and
consumer behaviour, there is still limited
understanding of the mechanisms through which
digital media influence consumer attitudes toward
sustainable products and the formation of sustainable
purchase intention.

To better understand these relationships, the
following literature review analyses the key factors
influencing consumer behaviour in the digital
environment, with particular attention to digital
media influence, trust and credibility of digital
information, and electronic = word-of-mouth
communication.

2.1 Digital media influence in the context of
sustainable consumption

The development of digital technologies has
significantly transformed consumer information



search and decision-making processes, [1], [23].
Digital media, including social media platforms and
online communities, provide consumers with access
to a wide range of information about products,
brands, and consumption habits, [2], [3]. These
platforms expand consumers’ opportunities to obtain
information about product characteristics, quality,
and sustainability attributes that may influence
consumer attitudes and purchasing decisions. Unlike
traditional media, digital media facilitate interactive
communication and the dissemination of user-
generated content. On social media platforms,
consumers not only consume information but also
actively participate in its creation and distribution,
creating a dynamic environment for information
exchange, [1], [4]. Such interactions enable
communication among consumers and create
conditions in which wuser-generated content,
comments, and reviews can influence other
consumers’ perceptions of products and their
decision-making processes.

Social media content and consumer engagement
have become important factors in digital marketing,
[22], [24]. User-generated content, discussions, and
feedback shared on digital platforms contribute to the
dissemination of information and increase consumer
engagement in digital communication, [5], [20], [25].
These interactions can influence consumer attitudes
toward brands and simultaneously encourage greater
interest in sustainable products.

Digital communication also plays an important
role in promoting sustainable consumption. Digital
platforms allow companies to communicate
information about environmentally friendly products,
corporate social responsibility initiatives, and green
marketing activities, [12], [23]. Such communication
can increase consumer awareness of sustainable
solutions and foster more positive attitudes toward
environmentally friendly products.

In addition, the digital environment can serve as
an important platform for disseminating information
about sustainability. Social media and online
platforms enable the rapid sharing of information
about environmental issues and sustainable
consumption initiatives, thereby increasing consumer
awareness of the importance of sustainable
consumption, [6], [26].

2.2. Trust, credibility and electronic word-of-
mouth

In the digital environment, consumer trust in
information is one of the most important factors
determining the influence of information on
consumer behaviour, [12], [27]. Trust is closely
related to the perceived credibility of digital

information and the reputation of its source. When
consumers perceive information as reliable and
trustworthy, they are more likely to accept the
recommendations or opinions presented and use this
information in their decision-making processes, [14],
[17]. In digital communication, the credibility of
digital information is often evaluated based on the
reliability of the information source, the content of
the message, and the experiences shared by other
users. Therefore, perceived information credibility
becomes an important mechanism contributing to the
development of trust in digital communication and
influencing consumer attitudes toward products and
brands, [12], [27].

Electronic word-of-mouth plays an important
role in digital communication by enabling consumers
to share comments, reviews, recommendations,
experiences, and opinions about products in online
environments, [1], [4], [21]. This exchange creates a
flow of social information that can influence
consumer  perceptions and  decision-making.
Research suggests that eWOM is often more
influential than traditional advertising because it is
based on consumer experiences and perceived as
more authentic and credible than company-generated
content, [4], [5].

Thus, information exchange on social media can
contribute to the development of trust among users
and simultaneously influence consumer attitudes
toward products. When consumers perceive the
information available in the digital environment as
credible, this can foster more positive attitudes
toward products and increase consumers’ willingness
to use such information in their purchase decisions.

2.3. Attitudes
consumption
Sustainable consumption has become an
important research direction in consumer behaviour
studies in recent years. The concept of sustainable
consumption refers to consumer choices that reduce
negative environmental impacts and promote the
responsible use of resources, [7], [9]. Growing public
concern about environmental issues and sustainable
development has also increased academic and
practical interest in consumer attitudes toward
environmentally friendly products, [25], [28].
Consumer attitudes toward sustainable products
are considered one of the key factors influencing
consumers’ willingness to choose environmentally
friendly products. In consumer behaviour theories,
attitudes are often viewed as an essential element
shaping behavioural intentions and decision-making
processes, [24], [29], [30]. A positive attitude toward
sustainable products can therefore increase

toward sustainable



consumers’ willingness to select products that reduce
negative environmental impacts and support more
sustainable consumption patterns, [25], [28].

Digital media can play an important role in this
context, as they provide platforms for disseminating
information about sustainable products,
environmental issues, and responsible consumption
practices, [1], [5]. Through social media platforms,
consumers can access various sources of information,
including other users’ experiences, reviews, and
discussions about sustainable products. When
consumers perceive such information as reliable and
trustworthy, it can contribute to the development of
more positive attitudes toward sustainable products,
[14], [21].

Thus, the information available in the digital
environment and the communication among
consumers can influence not only consumer
knowledge about sustainable products but also their
attitudes toward sustainable products.

2.4. Sustainable purchase intention

Sustainable purchase intention is defined as the
consumer’s willingness to choose and purchase
products that comply with the principles of
sustainable development. Such products are typically
associated with environmentally friendly production,
efficient use of resources, and a lower negative
impact on the environment, [31], [32]. In consumer
behaviour research, purchase intention is often
considered one of the most important indicators
predicting actual consumer behaviour, as it reflects
consumers’ readiness to make a specific product
choice, [24], [33].

In consumer behaviour theories, purchase
intention is commonly viewed as an intermediate
stage between consumer attitudes and actual
behaviour, [18], [30], [33]. A positive attitude toward
products or brands usually increases consumers’
willingness to choose these products in real
purchasing situations, [25], [29]. In the context of
sustainable consumption, this means that consumers
with more positive attitudes toward environmentally
friendly products are more likely to express an
intention to purchase products that reduce negative
environmental impacts, [11], [28].

Previous studies indicate that positive attitudes
toward sustainable products significantly increase
consumers’ readiness to choose environmentally
friendly alternatives. However, the formation of
purchase intention can also be influenced by other
factors, such as information availability, social
influence, and consumer trust in information sources,
[11], [21]. In the digital environment, social media

may play an important role in shaping such attitudes
and purchase intentions, [4], [18].

On social media platforms, consumers can
access various sources of information, including
reviews, experiences, and recommendations shared
by other users about sustainable products. Such
information exchange can contribute to social
influence and strengthen consumer confidence in
sustainable product choices, [5], [21]. Thus, digital
media communication, information credibility, and
consumer attitudes toward sustainable products may
represent important factors influencing consumers’
sustainable purchase intentions. Understanding these
interrelationships is essential for analysing how the
digital media environment can contribute to the
development of sustainable consumption.

Based on the literature analysis, the study
identifies four key variables that explain the influence
of digital media on consumers’ sustainable
consumption decision-making. The variables and
definitions were developed for this study through a
synthesis of previous research. These variables and
their definitions are summarized in Table 1.

Table 1. Key variables of the conceptual framework

Variable Definition in the study | Key sources
Digital Digital media [11, 121, [3],
media communication, social [4], [5], [6],
influence media content, and user- | [23].

generated information

that influence consumer

information search,

perception, and decision-

making.
Trust and Consumer trust in digital | [11], [14],
credibility information and its [15], [16],
of digital perceived credibility, [17], [21],
information influencing how [27].

consumers interpret

product information and

make decisions.
Attitudes Consumers’ positive or [7], [8], [24],
toward negative evaluations of [25], [28],
sustainable environmentally friendly | [29]
products products and sustainable

consumption that

influence behavioural

intentions.
Sustainable Consumer willingness to | [9], [10],
purchase choose and purchase | [28], [24],
intention products  that  meet | [31], [32].

sustainability principles

and reduce environmental

impact.

Source: created by the authors.




Based on the literature analysis, this study
proposes that there is a relationship between digital
media communication, consumer trust in digital
information, and consumer attitudes toward
sustainable products.

2.5. Research hypotheses and conceptual

model

Digital media provide an environment in which
consumers can access different sources of
information, share experiences, and exchange
information through social media platforms, [1], [4].
Such information exchange may contribute to the
development of trust in digital information and
influence consumers’ perceptions of products, [14],
[17]. Consumer trust in information and its perceived
credibility can, in turn, contribute to the formation of
more positive attitudes toward sustainable products,
[14], [21]. A favourable attitude toward sustainable
products is considered an important factor
influencing consumers’ willingness to choose
environmentally friendly products, [25], [28].

Thus, consumer attitudes can function as an
intermediate mechanism linking the perception of
digital information with consumers’ purchase
intentions.

Based on this theoretical approach, the
following hypotheses are formulated:

H1. Digital media influence contributes to consumer
trust in digital information and facilitates
information exchange on social media,
including electronic word-of-mouth (eWOM).

H2. Consumer trust in digital information and its
perceived credibility positively influence
attitudes toward sustainable products.

H3. A favourable consumer attitude toward
sustainable products increases sustainable
purchase intention.

Based on the literature review and the
formulated hypotheses, a conceptual framework is
proposed. To provide a more structured analytical
basis for the conceptual model, the hypothesised
relationships were specified as a regression-based
path structure.

In this structure, digital media influence is
treated as an antecedent of trust and credibility of
digital information, trust and credibility of digital
information is treated as an antecedent of attitude
toward sustainable products, and attitude toward
sustainable products is treated as an antecedent of
sustainable purchase intention.

This specification provides the basis for the
empirical testing of the direct relationships presented
in the conceptual model (see Fig. 1).
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Fig. 1. Conceptual model of digital media influence
on sustainable purchase intention
Source: created by the authors.

3 Methodology and Research Results

3.1. Research design and methodology

Building on the theoretical framework and
hypotheses developed in the previous chapter, this
study employs a quantitative research approach to
analyse the influence of digital media on consumer
trust in digital information, attitudes toward
sustainable products, and sustainable purchase
intention. A quantitative approach allows for a
systematic assessment of the relationships between
the variables analysed in the study and enables
empirical testing of the hypotheses proposed in the
conceptual framework.

The conceptual framework of the study includes
four key variables: digital media influence, trust and
credibility of digital information including eWOM,
attitude toward sustainable products and sustainable
purchase intention. These variables were identified
based on the literature analysis on digital media
communication, consumer trust in information, and
sustainable consumption behaviour. Empirical data
were collected using a structured online survey. The
questionnaire was distributed in the digital
environment through social media platforms and
other electronic communication channels in order to
reach respondents who regularly use digital media to
obtain information about products and services.
Respondents were selected using a convenience
sampling method, which is commonly applied in
consumer  behaviour research in  digital
environments. In the survey, respondents were asked
to evaluate a series of statements related to the use of
digital media, trust in digital information, attitudes



toward sustainable products, and their purchase
intentions. As a result of the data collection process,
651 valid questionnaires were obtained, providing a
sufficient empirical basis for analysing the
relationships between the variables included in the
study and for testing the proposed hypotheses. The
dataset used in this study was collected for the
purposes of this research. Participation in the survey
was voluntary and anonymous, ensuring the
confidentiality of respondents.

The variables used in the study were measured
using multi-item scales based on measurement
approaches applied in previous studies on digital
marketing, consumer behaviour, and sustainable
consumption. Respondents evaluated the statements
using a five-point Likert scale (1-strongly disagree;
S-strongly agree). The variables analysed in the study
include:

- Digital media influence - the role of digital media
in providing information about products and
sustainable initiatives.

= Trust and credibility of digital information -
consumer trust in digital information and its
perceived credibility.

- Attitude toward sustainable products - consumer
attitudes toward environmentally friendly and
sustainable products.

= Sustainable purchase intention - the intention of
consumers to choose and purchase products that
comply with the principles of sustainable
consumption.

Data analysis was conducted using statistical
analysis methods. First, descriptive statistics were
applied to characterise the respondents and the
distribution of the study variables. Pearson
correlation analysis was used to examine the strength
and direction of relationships between the main
constructs. The hypothesised relationships were then
tested using a regression-based path analysis
approach, in which each direct path in the conceptual
model was examined through a separate simple linear
regression model with standardized coefficients. This
enabled the study to assess whether the proposed
relationships between digital media influence, trust
and credibility, attitude toward sustainable products,
and sustainable purchase intention were positive and
statistically significant.

3.2. Research results

When describing the characteristics of the
respondents, it should be noted that the study
involved individuals who actively use digital media
to obtain information about products and services.
The survey collected information on respondents’
demographic characteristics, including gender, age,

and digital media usage habits. The study included
651 respondents who regularly use digital media to
search for information about products and services.
The gender distribution showed that 63% of
respondents were women and 37% were men. This
distribution provides a relatively balanced sample
structure and allows for the analysis of digital media
influence on consumer behaviour across different
demographic groups.

The analysis of the age structure indicates that
most respondents (91%) were in the 18-35 age group,
which corresponds to the most active users of digital
media. In addition, most respondents reported that
they regularly use social media and other digital
platforms to obtain information about products,
brands, and consumption opportunities.

These results indicate that the respondents
included in the study are active users of digital
information sources. This provides a suitable basis
for analysing the influence of digital media on
consumer attitudes and purchasing decisions in the
context of sustainable consumption.

3.2.1. Digital media influence in the context of
sustainable consumption

The influence of digital media was analysed by
assessing respondents’ use of digital platforms to
obtain information about products and sustainable
initiatives. The results indicate that digital media
represent one of the main sources of information for
consumers prior to making purchase decisions. The
analysis shows that most respondents regularly use
social media and online platforms to obtain
information about products, brands, and consumption
opportunities. Digital platforms provide broad access
to information, helping consumers compare
alternatives and make more informed decisions.

The evaluation of responses related to social
influence and electronic word-of-mouth shows that
respondents frequently pay attention to other users’
reviews, comments, and experiences shared on social
media. eWOM acts as an important source of
information that can influence consumers’
perceptions of products and brands. On digital
platforms, user-generated content (UGC) contributes
to the dissemination of information and may affect
consumers’ decision-making processes.

When assessing the influence of digital media on
sustainable consumption, the analysis shows that
digital media can also contribute to raising consumer
awareness of sustainability issues. Respondents who
use digital media more actively for information
search more often report paying attention to
information about environmentally friendly and
sustainable products. This suggests that digital media



can function not only as information channels but
also as tools for informing and educating consumers
about sustainable consumption options. Overall, the
findings indicate that digital media influence
consumer decision-making in three main ways: by
increasing access to information, strengthening social
influence, and raising awareness of sustainable
consumption options. To examine the relationships
between the variables included in the study, a
correlation analysis was conducted between the four
key variables: digital media influence, trust in digital
information, attitudes toward sustainable products,
and sustainable purchase intention.

Correlation analysis makes it possible to assess
the strength of relationships between variables and
determine ~ whether  statistically  significant
associations exist. The results of the analysis are
presented in Table 2.

Table 2. Correlation matrix of research variables

No. Variable 1 2 3 4

| | Digital media 1.00 | 0.54 | 047 | 0.42
influence
Trust and credibility

2 | of digital 0.54 | 1.00 | 0.61 | 0.55
information

3 | Attitude toward 047 | 0.61 | 1.00 | 0.68
sustainable products

4 | Sustainable 042 | 055 | 0.68 | 1.00
purchase intention

Note: Pearson correlation coefficients between the variables.

Source: created by the authors.

The results reveal positive correlations between all
variables analysed in the study. The strongest
relationship was observed between attitudes toward
sustainable products and sustainable purchase
intention (r=0.68), indicating that consumers with
more positive attitudes toward sustainable products
are more likely to purchase environmentally friendly
products. A significant relationship was also found
between trust in digital information and attitudes
toward sustainable products (r=0.61), suggesting that
credible digital information can foster more positive
attitudes toward sustainable products. In addition, a
moderately strong correlation was identified between
digital media influence and trust in digital
information (r=0.54), indicating that more active use
of digital media may contribute to the development
of trust in information available in the digital
environment.

Overall, these results support the relationships
proposed in the conceptual framework and highlight
the important role of digital media in shaping
consumer attitudes and sustainable purchase
intentions.

3.2.2. Trust and credibility of digital information

The analysis shows that respondents’ trust in
digital information is generally moderate to relatively
high and depends strongly on the information source.
Respondents tend to trust other consumers’
experiences, reviews, and comments more than
traditional advertising or company-generated
content, highlighting the importance of eWOM in the
digital consumer environment. This suggests that
perceived authenticity and independence of the
information source are important factors in shaping
consumer trust.

The findings also show that perceived credibility
is closely linked to authenticity. When information is
seen as reliable and based on real user experiences,
consumers are more likely to use it in their decision-
making. This indicates that credible digital
information not only supports evaluation processes
but also reduces uncertainty and contributes to the
formation of more positive attitudes and purchase
intentions, as shown in Table 3.

Table 3. Descriptive statistics of trust and credibility
indicators
No. Indicator Mean | SD

I trust information about
! products shared in social media 360 1 0.88

) User' reviews and cqmments are 390 | 0.84
credible sources of information

I rely on other consumers’

3 | experiences when evaluating 4.00 | 0.80
products

4 ynformatlon' shared by 340 | 093
influencers is trustworthy

5 Digital information helps me 370 | 086

evaluate product sustainability
Source: created by the authors.

The values presented in the table represent the
mean responses measured on a five-point Likert scale
(1-strongly disagree; 5-strongly agree). SD indicates
the standard deviation. The results show that the
highest mean score was observed for the indicator
“reliance on other consumers’ experience when
evaluating a product” (M=4.00), confirming the
importance of electronic word-of-mouth (eWOM) in
the digital information environment. A similarly high
value was recorded for the indicator “user reviews as
a credible source of information” (M=3.90). This
suggests that consumers often perceive the
experiences of other users as more reliable sources of
information than traditional marketing
communication channels. A comparatively lower
mean value was found for the indicator “trust in
influencer information” (M=3.40), indicating that



respondents do not always perceive influencer
content as fully objective. Overall, the results
demonstrate that consumers tend to trust user-
generated content and the experiences of other
consumers, which significantly influence the
perception of information in the digital environment.
Before testing the relationships proposed in the
conceptual model, the reliability and validity of the
measurement constructs were assessed. Internal
consistency was evaluated using Cronbach’s alpha
and composite reliability, while convergent validity
was assessed using the average variance extracted
(AVE). These indicators were used to determine
whether the items included in each construct reliably
measured the same underlying concept and whether
the constructs were suitable for further statistical
analysis. The results of this assessment are presented
in Table 4.

Table 4. Reliability and validity of the measurement
constructs

No.
Cronbach’s | Composite

CORTTEs | o Alpha | Reliability | AYE

items
Digital
media 5 0.84 0.88 0.59
influence
Trust and
credibility
of digital 5 0.82 0.86 0.56
information
Attitude
toward 5 0.86 090 | 0.64
sustainable
products
Sustainable
purchase 5 0.85 0.89 0.62
intention

Source: created by the authors.

As shown in Table 4, all measurement constructs
demonstrated acceptable internal consistency and
convergent validity. Cronbach’s alpha values ranged
from 0.82 to 0.86, exceeding the commonly accepted
threshold of 0.70. Composite reliability values
ranged from 0.86 to 0.90, also indicating sufficient
construct reliability. In addition, AVE values ranged
from 0.56 to 0.64, exceeding the recommended
threshold of 0.50. These results confirm that the
measurement constructs are reliable and valid and
can therefore be used for further analysis of the
hypothesised relationships.

3.2.3. Attitudes toward sustainable products
The analysis shows that respondents generally
demonstrate favourable attitudes toward sustainable

products and environmentally friendly consumption.
The results indicate that respondents most strongly
agree with the importance of sustainable products for
environmental protection, while slightly lower
ratings are observed for readiness to change
consumption habits. This suggests that the idea of
sustainability is generally accepted and positively
perceived, although the transition from supportive
attitudes to consistent individual behaviour is not
automatic. This distinction is important because it
shows that consumer attitudes toward sustainable
products are not limited to declarative acceptance of
environmental values but also involve a practical
evaluation of how such products fit into everyday
consumption decisions. The analysis further shows
that more positive attitudes are more common among
respondents who perceive digital information as
reliable, clear, and authentic. In this study, attitudes
toward sustainable products function as an
intermediate mechanism between the perception of
digital information and sustainable purchase
intention, as digital media can shape favourable
attitudes that subsequently influence purchase
intentions.

From an interpretative perspective, these findings
confirm that attitudes toward sustainable products
represent an active decision-making mechanism
rather than merely a background value orientation.
When information in the digital environment is
perceived as credible, it not only increases consumer
knowledge but also strengthens the perception that
sustainable choices are desirable, rational and
socially supported. Conversely, when information is
perceived as commercially motivated, fragmented, or
inauthentic, its persuasive effect is reduced, as
reflected in Table 5.

Table 5. Descriptive statistics of attitude toward
sustainable products indicators

No. Indicator Mean | SD

I believe that sustainable

1 | products help reduce 4.30 0.74
environmental impact

> Buying sgstainable products. is 415 0.79
a responsible consumer choice
I have a positive attitude

3 | toward environmentally 4.05 0.82
friendly products
Sustainability is an important

4 | criterion in my product 3.85 0.88
evaluation

I am willing to change my
5 | consumption habits in favor of 3.70 0.93
sustainable products

Source: created by the authors.



The data in Table 5 show that the highest mean
value was observed for the indicator ‘“‘sustainable
products help reduce environmental impact”
(M=4.30), indicating that respondents have a strong
awareness of the link between sustainable products
and environmental protection. This reflects a
relatively high level of cognitive understanding of
sustainable consumption. A similarly high value was
found for the indicator “buying sustainable products
is a responsible consumer choice” (M=4.15),
suggesting that respondents associate sustainability
not only with environmental concerns but also with
personal responsibility. Thus, sustainability is
perceived not only as an external requirement but
also as a standard of individual behaviour.

In contrast, the lowest mean value was observed

for the indicator “willingness to change consumption
habits in favour of sustainable products” (M=3.70).
This finding highlights a gap between positive
attitudes and actual behavioural readiness. Although
respondents support sustainability at a conceptual
level, they are not always equally willing to
implement these attitudes in their daily consumption.

This gap may be explained by several factors.
First, positive attitudes do not necessarily translate
into sufficient motivation to change established
consumption habits. Second, sustainable product
choices are often associated with higher costs, limited
availability, or more complex decision-making.
Third, the translation of attitudes into behaviour
depends on additional factors such as trust in
information, social influence, and perceived product
accessibility.

In this context, it is important to note that attitudes

toward sustainable products do not develop in
isolation. Previous findings indicate that respondents
are more likely to trust digital information when it is
based on user experiences, reviews, and authentic
content. This suggests that credible digital
communication can strengthen not only awareness
but also positive attitudes toward sustainable
products. Furthermore, the results indicate that
attitudes toward sustainable products are more
closely related to sustainable purchase intention than
digital media influence or trust in information alone.
This implies that while digital media enhance
information access and trust, the transition to
sustainable purchase intention occurs primarily when
attitudes become personally relevant and normatively
supported.

Overall, the findings demonstrate that consumer
attitudes toward sustainability are positive but multi-
dimensional.  They  reflect awareness  of
environmental issues, a sense of personal
responsibility, and, at the behavioural level, a more

moderate readiness to act. Therefore, analysing
attitudes toward sustainable products is essential for
understanding how the digital environment shapes
not only knowledge and trust but also consumers’
willingness to make sustainable decisions.

3.2.4. Sustainable purchase intention

The analysis of sustainable purchase intention
indicates that respondents generally demonstrate a
relatively high willingness to choose environmentally
friendly products; however, this willingness is closely
related to several psychological and informational
factors. The results suggest that consumers are more
likely to express an intention to purchase sustainable
products when they have access to reliable
information about product environmental impact,
quality and long-term value.

The findings further indicate that sustainable
purchase intention is not solely driven by individual
environmental awareness but is also shaped by the
digital information environment. Digital media,
social media platforms, and user-generated content
create an ecosystem in which consumers acquire
knowledge about sustainable products, evaluate other
users’ experiences, and form perceptions of product
credibility. In this context, electronic word-of-mouth
plays a particularly important role. Respondents
indicated that positive reviews, recommendations,
and user experiences shared on digital platforms are
associated with a stronger willingness to choose
sustainable products, highlighting the role of social
validation in purchasing decisions.

However, the results also show that sustainable
purchase intention does not always directly result
from positive attitudes toward sustainable products.
Some respondents, although acknowledging the
importance of sustainable products, do not
consistently express a clear intention to purchase
them. This finding points to the presence of an
attitude behaviour gap, which is widely discussed in
sustainable consumption research. Such a gap may be
explained by practical barriers, including higher
prices, limited availability, uncertainty about product
quality, or insufficiently clear information about the
actual environmental benefits of sustainable products.

From an interpretative perspective, this suggests
that while positive attitudes toward sustainable
products are important, they are not sufficient to fully
explain purchase intentions. Additional factors such
as product price, availability, perceived quality, and
the credibility of digital information also play a
significant role in shaping consumers’ decisions, as
shown in Table 6.



Table 6. Descriptive statistics of sustainable purchase
intention indicators

No. Indicator Mean SD
I intend to purchase
1 environmentally friendly 4.05 0.83

products when possible

I am willing to choose
2 sustainable products over 3.95 0.86
conventional alternatives

I consider environmental
3 impact when making 3.88 0.89
purchasing decisions

I would recommend
4 sustainable products to others 3.92 0.87

I prefer brands that promote

> sustainability

3.97 0.85

Source: created by the authors.

The highest mean value was observed for the
indicator “intention to purchase environmentally
friendly products, if possible” (M=4.05), indicating
that respondents are generally willing to choose
sustainable products when they are accessible and
meet practical needs. The wording ‘when possible’
indicates that sustainable purchase intention remains
conditional. This suggests that even respondents with
positive attitudes may depend on practical factors
such as price, availability, perceived quality, and
trustworthy sustainability information before making
actual purchase decisions.

Similarly high values were found for “choosing
sustainable products over conventional alternatives”
(M=3.95) and “preference for sustainable brands”
(M=3.97), suggesting that sustainability is
increasingly perceived as an important criterion in
consumer decision-making. A relatively high score
for “recommending sustainable products to others”
(M=3.92) indicates that sustainable consumption is
also reflected in social communication and can
spread through digital networks and interpersonal
interactions.

The results further confirm that sustainable
purchase intention is closely linked to attitudes
toward sustainable products. Respondents with more
positive attitudes are more likely to express a clear
intention to purchase sustainable products,
supporting the theoretical assumption that attitudes
significantly influence behavioural intentions.

Overall, the findings suggest that digital media
and the information available within them can
indirectly influence sustainable purchase intention by
fostering more positive attitudes and increasing
consumer awareness of sustainable consumption.

3.2.5. Integrated evaluation of the research model

To assess the validity of the study’s conceptual
framework, the relationships between four key
variables were analysed: digital media influence,
trust in digital information, attitudes toward
sustainable products, and sustainable purchase
intention. The results indicate an interrelated
structure among these variables, which is consistent
with the proposed theoretical framework and the
formulated hypotheses. The findings indicate that
digital media are strongly associated with both the
availability of information and the exchange of
information among consumers. Digital platforms
provide an environment in which users share
experiences, reviews, and recommendations, thereby
generating electronic word-of-mouth (eWOM). Such
information flows contribute to the development of
trust in digital information, particularly when content
is perceived as authentic, clear, and based on real user
experiences. This is consistent with earlier findings,
where respondents indicated greater trust in user-
generated content compared to company-generated
information.

Further analysis reveals that trust in digital
information is closely associated with consumer
attitudes toward sustainable products. Respondents
who perceive digital information as credible are more
likely to demonstrate positive attitudes toward
environmentally friendly products and sustainable
consumption. This suggests that reliable digital
information not only enhances consumer knowledge
but also strengthens favourable evaluations of
sustainable choices and supports more informed
decision-making.

Attitudes toward sustainable products emerge as
one of the most important factors influencing
sustainable purchase intention. Respondents with
more positive attitudes toward sustainable products
are more likely to express an intention to choose such
products in future purchasing decisions. This
confirms the theoretical assumption that attitudes
function as an intermediate mechanism between
information perception and behavioural intention.
Overall, the results suggest that digital media do not
directly generate sustainable purchase intention but
rather shape an information environment in which
trust and positive attitudes are developed, ultimately
influencing consumer decision-making.

To strengthen the empirical testing of the
conceptual model, regression-based path analysis
was applied in addition to descriptive statistics and
correlation analysis. This analysis was used to
examine the direct relationships proposed in the
hypotheses and to assess whether the relationships
among the constructs were statistically significant.
The results are presented in Table 7.



Table 7. Regression-based path analysis results based
on simple linear regression models

H* | Relationship B p-value Result

Digital media
influence and
Hi Trust and 0.54

credibility

p <0.001 | Supported

Trust and
credibility
2 and Attitude 061
toward ’
sustainable

products

p <0.001 | Supported

Attitude
toward
sustainable
H3 | products and 0.68
Sustainable
purchase
intention

p <0.001 | Supported

*H-Hypothesis

Source: created by the authors.

As shown in Table 7, all hypothesised direct
relationships were positive and statistically
significant. Digital media influence was positively
associated with trust and credibility of digital
information, supporting H1. Trust and credibility
of digital information were positively associated
with attitude toward sustainable products,
supporting H2. In turn, attitude toward
sustainable products showed the strongest
positive association with sustainable purchase
intention, supporting H3. These results provide
stronger empirical support for the proposed
conceptual framework than correlation analysis
alone. Based on the empirical results, the hypotheses
proposed in the study were evaluated.

H1: Digital media influence is positively
associated with consumer trust in digital information
and facilitates information exchange, including
electronic word-of-mouth. The findings show that the
use of digital media is closely related to information
exchange on social media and consumer interaction.
Respondents frequently use digital platforms to
obtain product information, evaluate other users’
experiences, and compare opinions. The regression-
based path analysis indicated that digital media
influence positively and significantly predicts trust
and credibility of digital information (B=0.54,
p<0.001). Therefore, H1 is supported.

H2: Consumer trust in digital information and its
perceived credibility is positively associated with
attitudes toward sustainable products. The
regression-based path analysis showed a positive and

statistically significant association between trust and
credibility of digital information on attitude toward
sustainable products ($=0.61, p<0.001). This
indicates that respondents who perceive digital
information as credible are more likely to develop
favourable attitudes toward sustainable products.
Therefore, H2 is confirmed.

H3: A positive attitude toward sustainable
products is associated with stronger sustainable
purchase intention. The regression-based path
analysis showed a positive and statistically
significant effect of attitude toward sustainable
products on sustainable purchase intention (=0.68,
p<0.001). This indicates that respondents with more
favourable attitudes toward sustainable products are
more likely to express stronger sustainable purchase
intentions. Therefore, H3 is confirmed.

Overall, the findings confirm that digital media
play an important role in promoting sustainable
consumption. Digital platforms enhance information
availability and facilitate communication among
consumers, thereby contributing to the development
of trust in digital information. In turn, credible digital
information is associated with more positive attitudes
toward sustainable products, which are linked to
consumers’ willingness to choose such products in
their purchasing decisions. The results support the
proposed conceptual framework and highlight the
role of digital media in shaping sustainable consumer
behaviour. At the same time, the findings suggest that
the influence of digital media on sustainable purchase
intention is largely indirect, operating through the
development of trust in digital information and the
formation of positive attitudes toward sustainable
products.

4 Discussion

The regression-based path analysis strengthens
the empirical interpretation of these findings by
showing that the relationships proposed in the
conceptual model are positive and statistically
significant. This provides stronger support for the
model than descriptive statistics and correlation
analysis alone. The findings confirm that digital
media serve as a key source of information for
consumers seeking information about products,
brands, and sustainable initiatives. This is consistent
with previous research indicating that social media
and digital platforms play a significant role in
consumer behaviour. In particular, the study
highlights the importance of electronic word-of-
mouth (eWOM), as respondents tend to trust
information based on other consumers’ experiences
and reviews more than traditional advertising or
company-generated content. This indicates that user-



generated content plays a critical role in shaping
consumer perceptions of products and their
sustainability attributes. The findings further indicate
that trust and credibility of digital information are
positively associated with attitude toward sustainable
products. When information is perceived as credible
and authentic, consumers are more likely to evaluate
sustainable products positively. However, the results
also indicate an attitude behaviour gap, suggesting
that sustainable purchase intention may depend not
only on positive attitudes but also on practical factors
such as price, availability, perceived quality, and
credible sustainability-related information.

From a theoretical perspective, the results confirm
that attitudes act as an intermediate mechanism
linking digital information perception and
sustainable purchase intention. By combining
reliability and validity assessment with regression-
based path analysis, the study provides a more
rigorous empirical basis for explaining how digital
media are related to sustainable consumption
decision-making. From a practical perspective, the
findings emphasise the importance of providing
clear, credible, and authentic sustainability
information on digital platforms and promoting user
engagement.

Overall, the results highlight that digital media are
closely related to consumer trust, attitudes, and
sustainable purchase intentions. The strengthened
analytical approach suggests that this influence
operates mainly through trust in digital information
and favourable attitudes toward sustainable products,
particularly when digital content is perceived as
credible, authentic and socially validated.

5 Conclusions

The aim of this study was to analyse the impact of
digital media on consumer trust in digital information
and its role in shaping sustainable consumption
decisions. Based on the proposed conceptual
framework, the study examined the relationships
between four key variables: digital media influence,
trust in digital information and its credibility,
attitudes toward sustainable products, and sustainable
purchase intention. The empirical results indicate that
digital media serve as an important source of
information in consumer decision-making. Social
media and digital platforms provide an environment
in which consumers can access product-related
information, share experiences, and evaluate
feedback from other users. In this context, electronic
word-of-mouth appears to play an important role in
consumer perceptions.

The regression-based path analysis showed that
trust and credibility of digital information are

positively and significantly associated with attitude
toward sustainable products, while attitude toward
sustainable products is positively associated with
sustainable purchase intention. Consumers who
perceive digital information as credible and authentic
are more likely to develop positive attitudes toward
environmentally friendly products. These findings
suggest that the relationship between digital media
and the intention to make sustainable purchases is
primarily indirect and is linked to trust in digital
information and its credibility, as well as favourable
attitudes toward sustainable products.

From a theoretical perspective, the study enhances
understanding of how digital communication is
related to consumer behaviour in sustainable
consumption, showing that its relationship with
purchase intentions operates through trust in
information and attitudes toward sustainable
products. The reliability and wvalidity assessment
confirmed that the measurement constructs
demonstrated acceptable internal consistency and
convergent validity. From a practical perspective, the
findings emphasise the importance of providing clear
and credible sustainability information on digital
platforms and promoting user engagement, as user-
generated content may be associated with stronger
trust and more informed consumer decisions.

The study has several limitations. First, it is based
on self-reported survey data reflecting respondents’
perceptions, which may be subject to bias. Second,
the sample may not be fully representative of the
broader consumer population, particularly given the
high proportion of younger digital media users.
Future research could further extend the model by
including additional variables such as price
sensitivity,  product  availability,  perceived
greenwashing, and social norms.

Therefore, this study represents only one stage of
a broader research process, and further research will
be conducted in subsequent stages to deepen the
understanding of digital media influence on
sustainable consumption decisions. Overall, the
results highlight the important role of digital media in
sustainable consumption decisions through their
association with consumer trust and attitudes. The
digital communication environment may therefore
serve as an important context for supporting more
informed and responsible consumer behaviour.
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ABSTRACT

The growing importance of sustainable consumption in the digital environment highlights
the need to understand how consumer perceptions and trust influence decision-making.
Digital platforms increasingly shape how sustainability-related information is perceived
and interpreted, making perceived sustainability and consumer trust critical factors in
sustainable consumption decisions. This article analyses how perceived sustainability and
consumer trust influence sustainable consumption decision-making, focusing on the role
of digital environment factors in shaping sustainability perceptions. The study used a
quantitative approach based on survey data from 247 digitally active consumers in Latvia.
Path analysis using composite scale scores was conducted to examine the associations of
digital visibility, media influence, and information quality with perceived sustainability,
consumer trust, and sustainable consumption decision-making. Digital environment
factors were positively and significantly associated with perceived sustainability.
Perceived sustainability was positively associated with consumer trust, while consumer
trust was positively associated with sustainable consumption decision-making. Positive
indirect associations between digital environment factors and consumer trust were also
observed through perceived sustainability. The findings emphasise the importance of
information quality, clarity, and reliability in shaping consumer perceptions of
sustainability and trust. The study contributes to behavioural sustainability research by
positioning perceived sustainability as an intervening construct between digital
environment factors and consumer trust in sustainable consumption decision-making.

Keywords: Perceived Sustainability; Sustainable Consumption Decision-Making;
Consumer Trust; Digital Environment; Sustainable Consumption.

INTRODUCTION

Over the past decades, increasing environmental problems such as climate change,
depletion of natural resources, and pollution have significantly influenced both consumer
behaviour and business activities. In this context, sustainable consumption has become
an important research direction in marketing and consumer behaviour studies. As
sustainability becomes increasingly important, it is also necessary to understand how
people perceive it in the digital environment and how these perceptions are shaped by
digital marketing. This creates a certain tension where marketing activities are primarily
intended to promote products and services and improve sales results, while sustainability
communication is expected to help consumers make more responsible choices [7], [11].
However, a purchase perceived by a consumer as sustainable may not necessarily be
sustainable in practice, because such judgements are formed on the basis of the visibility,
quality, and credibility of the available information [5], [13], [14]. Digital platforms
therefore affect not only which products and services



consumers notice, but also how sustainability claims are interpreted and how purchasing
habits are formed [11], [13]. Understanding this process is important for identifying the
factors that influence sustainable consumption decisions and for explaining how a
sustainable purchase decision develops in the digital environment. At the same time, the
integration of digitalisation and sustainability has become increasingly important in both
organisational and consumer contexts [5], [11], [12], [13]. This highlights the need to
analyse how the digital environment affects consumer perceptions, trust, and decision-
making processes related to sustainable consumption [11], [12]. Although public
awareness of environmental issues is increasing, consumers’ actual behaviour often does
not fully correspond to their declared values. This indicates that sustainable consumption
decision-making is a complex and multidimensional process influenced not only by
environmental concerns, but also by perceptions, attitudes, trust, and the information
environment in which consumers make decisions [9], [14]. Established consumer
behaviour frameworks explain how values, attitudes, and intentions shape sustainable
consumption choices [3], [9]. Previous studies have also examined media influence, green
marketing, information credibility, consumer trust, and sustainable purchase intentions
[51, [7], [8], [10], [11], [12], [13], [14]. However, these factors are frequently analysed
separately, and less attention has been paid to the sequential mechanism through which
digital visibility, media influence, and information quality shape perceived sustainability,
which subsequently strengthens consumer trust and supports sustainable consumption
decision-making. This constitutes the research gap addressed in the present study. More
specifically, Luo et al. examined the relationships between consumer information
capability, green trust, media publicity, and green consumption intention, while Wu and
Long focused on information usefulness and green trust in a social media context. In
contrast to these studies, the present research integrates digital visibility, media influence,
and information quality within a sequential model linking perceived sustainability,
consumer trust, and sustainable consumption decision-making [5], [13]. Tiwari et al.
examined informativeness, credibility, advertising attitude, and sustainable purchase
intention, whereas the present study positions perceived sustainability and consumer trust
as sequential intervening constructs between digital environment factors and decision-
making [10].

This study develops and tests a conceptual model linking digital visibility, media
influence, and information quality with perceived sustainability, consumer trust, and
sustainable consumption decision-making. The contribution of the study lies in
integrating these relationships within a single sequential model and examining perceived
sustainability as a mediating mechanism between digital environment factors and
consumer trust. The model also clarifies the role of consumer trust in supporting
sustainable consumption decision-making.

Theoretical background of perceived sustainability, consumer trust and sustainable
consumption decision-making in the digital environment

Existing literature emphasises that sustainable consumption decisions are not based solely
on objective product characteristics but also on consumers’ perceptions, attitudes, beliefs,
and values [3], [4], [9], [14]. This means that consumers’ decisions are shaped not only
by the actual sustainability characteristics of products or services, but also by how these
characteristics are perceived and interpreted. A particularly important factor in this
process is perceived sustainability, which describes the extent to which consumers
perceive a product, service, or brand as environmentally responsible and
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aligned with sustainability principles. Related research indicates that perceived values and
motivation are associated with green purchase intention [6]. At the same time, consumer
trust is an essential element in sustainable consumption decision-making. Consumer trust
is particularly important when environmental claims cannot be directly verified [5], [13],
[14]. Previous research links green brand awareness and information-related factors to
green trust and purchase intentions [1], [5], [13]. In the digital context, trust becomes even
more important because consumers increasingly rely on online information, platform-
based communication, social media content, and digital brand visibility when evaluating
sustainability claims. The digital environment is therefore becoming a key factor in
sustainable consumption decision-making. Digital environment factors, such as digital
visibility, media influence, and information quality, affect how consumers notice,
interpret, and evaluate sustainability-related information. Online platforms serve not only
as sources of information, but also as spaces where sustainability narratives are created,
shared, and interpreted by consumers [5], [11], [12], [13].

Accordingly, digital visibility, media influence, and information quality are expected to
shape perceived sustainability. Perceived sustainability is subsequently expected to
strengthen consumer trust, which contributes to sustainable consumption decision-
making. Based on the theoretical framework, six hypotheses were formulated. Digital
visibility (H1), media influence (H2), and information quality (H3) were expected to be
positively associated with perceived sustainability. Perceived sustainability was expected
to be positively associated with consumer trust (H4), while consumer trust was expected
to be positively associated with sustainable consumption decision-making (H5). Finally,
digital visibility, media influence, and information quality were expected to have positive
indirect associations with consumer trust through perceived sustainability (H6).

MATERIALS AND METHODS

The study employed a quantitative and deductive research approach to analyse the
relationships between digital environment factors, perceived sustainability, consumer
trust, and sustainable consumption decision-making. The proposed conceptual model was
informed by the value-attitude-behaviour framework, although it does not constitute a
direct test of its original structure. In this study, perceived sustainability captures
consumers’ value-related evaluation of whether products and digital information are
consistent with sustainability principles. Consumer trust represents a trust-based
attitudinal mechanism through which this evaluation becomes relevant to sustainable
consumption decision-making. Accordingly, digital visibility, digital information quality,
and digital media influence are expected to shape perceived sustainability, which may
strengthen consumer trust and support sustainable consumption decisions. Perceived
sustainability was analysed as a mediating variable linking digital environment factors
with consumer trust, while consumer trust was considered an important factor influencing
sustainable consumption decision-making. Data were collected using a structured online
survey distributed in the digital environment through social networks and other online
platforms. The target group of the study consisted of digital consumers who regularly
use online platforms and are exposed to sustainability-related information in the digital
environment. A non-probability convenience sampling method was applied based on
respondent availability



and compliance with the study criteria. Respondents were included in the study if they
regularly used digital platforms, such as social networks, e-commerce websites, or online
information sources, and had encountered sustainability-related information in the digital
environment. Data were collected in Latvia between June and November 2025. A total of
452 questionnaires were distributed electronically, of which 262 were returned. After data
screening, incomplete questionnaires were excluded, resulting in 247 valid responses
included in the analysis.

The main research instrument was a structured questionnaire consisting of several
sections measuring the key variables of the study. The questionnaire included indicators
related to digital environment factors, namely digital visibility, media influence, and
information quality, as well as indicators measuring perceived sustainability, consumer
trust, and sustainable consumption decision-making. Media influence indicators were
developed after reviewing similar studies, such as [11], while consumer trust indicators
were informed by [1], [5], [13]. Indicators of sustainable consumption decision-making
were developed with reference to studies on perceived value, intentions to make
environmentally friendly purchases, and environmentally friendly purchasing behaviour

[6], [8], [9].

Indicators of digital visibility, information quality, and perceived sustainability were
developed after reviewing the literature on green marketing communication, perceived
value, and information usefulness, including [2], [6], [12], [13], and were adapted to the
digital environment and the specific aims of the present study. Responses were measured
using a five-point Likert-type scale, ranging from 1-completely disagree to 5-completely
agree. Before the main data collection, the questionnaire was piloted to assess the clarity
and relevance of the questions, and minor wording adjustments were made. Path analysis
using composite scale scores was conducted in JASP (version 0.96.0) to assess the
proposed conceptual model. The internal consistency of the multi-item scales was
evaluated using Cronbach’s alpha, while the structural relationships were assessed using
standardised coefficients and p-values. Mediation analysis was used to examine the
indirect effects of digital environment factors on consumer trust through perceived
sustainability. The indirect effects and their approximate 95% confidence intervals were
estimated using the product-of-coefficients approach under normal theory assumptions.
Participation was voluntary, and informed consent was obtained. Respondents were
informed about the purpose of the study and data use. Anonymity and confidentiality were
ensured, no personally identifiable data were collected, and respondents could stop
participating at any time.

The use of a non-probability convenience sample should be considered when interpreting
the findings, as it may limit their generalisability. Nevertheless, the research design was
appropriate for examining the proposed relationships within the studied sample of
digitally active consumers. Most respondents were aged between 18 and 44. Women
accounted for 61% of the sample, while men accounted for 39%.

RESULTS

The results are presented in accordance with the aim of the study, which was to analyse
how digital environment factors are associated with perceived sustainability and how
perceived sustainability and consumer trust contribute to sustainable consumption
decision-making in the digital environment. Before analysing the structural
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relationships, the internal consistency of the multi-item scales was assessed using
Cronbach’s alpha (Table 1).

Table 1. Statistics of the measurement scales. (Created by the author)

Construct Cronbach’s Reliability

alpha assessment
Digital visibility 0.81 Good

Media influence 0.79 Acceptable
Information quality 0.86 Good
Perceived sustainability 0.84 Good
Consumer trust 0.88 Good
Sustainable consumption decision-making 0.83 Good

As the study data show, Cronbach’s alpha coefficients ranged from 0.79 to 0.88,
indicating acceptable to good internal consistency of the measurement scales. The
structural relationships between the study variables were then evaluated using
standardised path coefficients, coefficients of determination (R?), and p-values. The
structural model analysed in the study includes three digital environment factors, namely
digital visibility, media influence, and information quality, as well as perceived
sustainability, consumer trust, and sustainable consumption decision-making. The direct
structural relationships are presented in Table 2.

Table 2. Direct effects in the structural model. (Created by the author)

Hypothesis | Relationship between variables B p-value Result
HI | porceived sustanabily 031 | <0001 | Supporid
2| porceived sustamabilty 027 | <001 | Supported
H3 g‘:}fi‘lva;o:u‘gﬁgﬁgD 0.43 <0.001 Supported
H4 iﬁfgiéfi;‘ﬁfrn;?;tﬁy 0.55 <0.001 Supported
15| o e | 049 | comi | supored

All five direct relationships were positive and statistically significant. Information quality
showed the strongest association with perceived sustainability (f=0.43, p<0.001),
followed by digital visibility (f=0.31, p<0.001) and media influence ($=0.27, p<0.01).
Perceived sustainability was positively associated with consumer trust (f=0.55, p<0.001),
while consumer trust was positively associated with sustainable consumption decision-
making ($=0.49, p<0.001).

The indirect effects of digital visibility, media influence, and information quality on
consumer trust through perceived sustainability were also examined. The estimated
indirect effects of digital visibility, media influence and information quality on consumer
trust, as determined by perceived sustainability, were 0.17, 0.15 and 0.24 respectively.
The corresponding approximate 95% confidence intervals were positive, and information
quality showed the strongest indirect association with consumer trust. The results of the
mediation analysis are presented in Table 3.



Table 3. Indirect effects on consumer trust through perceived sustainability. (Created by
the author)

Indirect

Hypothesis Indirect relationship effect,
9

95% CI p-value Result

Indirect effect of digital
visibility on consumer
trust through perceived
sustainability

Indirect effect of media
influence on consumer

0.17 [0.04,0.30] | <0.01 Supported

He6 trust through perceived 0.15 [0.04,0.26] | <0.01 Supported
sustainability
Indirect effect of
information quality on
consumer trust through 0.24 [0.06,0.42] | <0.01 Supported

perceived sustainability
Note: The indirect effects were calculated as the products of the corresponding standardised
path coefficients. The reported confidence intervals are approximate and based on normal
theory assumptions.

These results generally supported Hypothesis H6. However, because the confidence
intervals were based on normal theory approximations rather than individual bootstrap
analyses, the indirect effects should be interpreted with caution.

The complete structural model with the estimated standardised path coefficients and
coefficients of determination is presented in Figure 1. As shown in Figure 1, all estimated
direct relationships were positive and statistically significant. The model accounted for
52% of the variance in perceived sustainability, 30% in consumer trust, and 24% in
sustainable consumption decision-making within the examined sample. Among the three
digital environment factors, information quality showed the strongest association with
perceived sustainability (B=0.43), followed by digital visibility (p=0.31) and media
influence ($=0.27).

| Digiad Vishiliy | _B=031 _——
|~ by | p=035 ———— B=0.49

o1/ et [ Comme e

| MediaInfluence | —» | Sustainability Trust e
RI=052 Ei=030 me{ﬂﬂ- iﬂl‘.:lﬂg

>\ o — RI=024

|§ Information Qualtty | “50.43

Figure 1. Structural model with estimated path coefficients and coefficients of
determination. (Created by the author)

These direct relationships supported H1-HS. Together with the positive indirect effects
reported in Table 3, the findings generally supported H6. Overall, the results were
consistent with the proposed sequential model, in which digital environment factors are
associated with consumer trust through perceived sustainability, while consumer trust
represents the subsequent link to sustainable consumption decision-making. Given the
cross-sectional design and convenience sample, these relationships should be interpreted
as associations within the examined sample rather than as evidence of causality.

DISCUSSION
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The findings were consistent with the proposed sequential relationship among the digital
information environment, perceived sustainability, consumer trust, and sustainable
consumption decision-making. Sustainable consumption decision-making was indirectly
associated with digital environment factors through perceived sustainability and
consumer trust. Among the examined digital environment factors, information quality
showed the strongest association with perceived sustainability. This finding is consistent
with previous research showing that green marketing, media influence, and information
usefulness are associated with consumer attitudes, trust, and purchase-related outcomes
[5], [7], [11], [13]. The results also correspond with studies that identify trust as
particularly important when consumers evaluate environmental claims that cannot be
independently verified [1], [5], [13], [14]. The contribution of the study lies in examining
digital visibility, media influence, and information quality within a single model and
positioning perceived sustainability as an intervening construct in their associations with
consumer trust. The results indicate that greater digital visibility alone may not strengthen
trust unless sustainability information is perceived as clear, reliable, and relevant. For
organisations communicating with digitally active consumers, this places greater
importance on transparent and verifiable sustainability claims than on digital visibility
alone. Because the study used a convenience sample and cross-sectional data, the findings
should not be generalised beyond the examined sample or interpreted as causal. Future
studies should test the model across different consumer groups, product categories, and
national settings using longitudinal or experimental designs.

CONCLUSION

The aim of this study was to examine how perceived sustainability and consumer trust
are associated with sustainable consumption decision-making in the digital environment,
with particular attention to digital visibility, media influence, and information quality.
Within the examined sample, all three digital environment factors were positively
associated with perceived sustainability, with information quality showing the strongest
relationship. Perceived sustainability was positively associated with consumer trust, while
consumer trust was linked to sustainable consumption decision-making. The findings
were consistent with a sequential model in which digital environment factors were
associated with perceived sustainability, perceived sustainability was associated with
consumer trust, and consumer trust was associated with sustainable consumption
decision-making. Positive indirect associations were observed between digital
environment factors and consumer trust through perceived sustainability. The results also
indicate that digital visibility alone may be insufficient when sustainability-related
information is not perceived as clear, reliable, and credible. Organisations communicating
with digitally active consumers may therefore benefit from giving greater attention to the
quality and transparency of sustainability claims. The contribution of the study lies in
integrating digital environment factors, perceived sustainability, and consumer trust
within a single model of sustainable consumption decision-making. Because the study
was based on a convenience sample and cross-sectional data, the findings should be
interpreted as associations within the examined sample rather than as causal relationships.
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ABSTRACT

Consumer decision-making is becoming increasingly complex in the context of digital transformation,
particularly within sustainable consumption. The digital marketing and media ecosystem not only
ensures the availability of information but also shapes perceptions, trust and social norms. This study
develops and empirically tests an integrated model of sustainable consumer decision making in a digital
environment. The study applies a quantitative approach based on a survey of 384 respondents and uses
structural equation modelling to assess direct and indirect relationships between the digital environment,
information, trust and sustainable decision-making. The findings show that the digital environment
significantly shapes information perception, while information quality and credibility are key drivers of
trust. The results enhance understanding of sustainable consumption as a structured and socially
influenced process and explain the attitude behaviour gap. The study highlights trust as a key element
and provides recommendations for improving digital communication and governance to support
sustainable development.

KEYWORDS: Sustainable Consumer Decision-Making, Digital Marketing; Media Ecosystem;
Consumer Trust; Perceived Sustainability
JEL CLASSIFICATION: D12; D83; M31; Q56

Introduction
Sustainable consumption has become one of the key prerequisites for addressing global

environmental challenges; however, a significant discrepancy still exists between consumers’
environmental attitudes and their actual behaviour (Pluta-Olearnik, 2025). Despite increasing
awareness of sustainability issues, consumers often fail to consistently translate their intentions
into concrete sustainable choices (Thangam & Chavadi, 2023). This discrepancy highlights the
need to better understand the mechanisms shaping sustainable consumer decision-making
(Pluta-Olearnik, 2025).

The rapid development of the digital marketing and media ecosystem has significantly
transformed the way consumers access, evaluate, and make decisions based on information.
Today, the digital marketing and media ecosystem is conceptualised as a complex digital
environment that actively influences information exposure, perception and consumer decision-
making (Kumar et al., 2025; Al-Ababneh et al., 2025; Rosario & Dias, 2025). Digital platforms,
social media, artificial intelligence and personalised communication tools no longer serve
merely as channels for information delivery but actively influence perception, trust formation

and behaviour. Research indicates that the digital environment structures both

! Inta Ozola — third-year PhD student in economics and business, Ventspils University of Applied Sciences.
Scientific field: digital marketing, digital communication, sustainable consumption, consumer behaviour,
consumer trust, decision-making modelling, management, sustainability.

E-mail: Inta.Ozola@venta.lv


mailto:Inta.Ozola@venta.lv

information accessibility and consumer behaviour. (Kumar et al., 2025; Al-Ababneh et al.,
2025). However, existing research remains fragmented, as digital marketing, sustainable
consumption, trust and decision-making are often analysed separately. In particular, the process
by which information transforms into trust and how this, in turn, influences decision-making is
insufficiently explained. Although trust is frequently recognised as an important factor, it is
rarely conceptualised as a central mediator within a structured decision-making process.

The aim of this study was to develop an integrated model of sustainable consumer
decision-making within the digital marketing and media ecosystem. The model is based on a
sequential and interrelated process consisting of four main stages: (1) the digital environment,
(2) information exposure and evaluation, (3) the formation of trust and perceived sustainability,
and (4) the sustainable purchase decision. In this model, trust is defined as the central mediating
mechanism linking information to behaviour.

To achieve the research aim, a quantitative research method was employed based on
survey data. The data were analyzed using structural equation modeling (SEM) to examine both
direct and indirect relationships between the digital environment, information, trust, and
sustainable decision-making. Model validity was assessed using standard fit indices, including
Comparative Fit Index (CFI), Tucker—Lewis Index (TLI) and other indices.

1. Theoretical Framework for Sustainable Consumer Decision-making

This section is structured according to the key stages of the proposed decision-making
model, ensuring alignment between the theoretical framework and empirical investigation. It
provides a theoretical foundation for the model and identifies the key relationships among
constructs through a review of the relevant literature. The section examines major theoretical
approaches and empirical studies on sustainable consumption, the impact of digital marketing,
information perception, trust formation and consumer decision-making processes. Attention is
given to how these elements have been conceptualised in prior research and to the gaps in their
integration, thereby establishing the basis for the integrated model proposed in this study
(Hansen & Schrader, 1997; Fischer et al., 2021; White et al., 2019).
1.1. Digital environment as a system of influence

The digital marketing and media environment has evolved into a complex system that
actively shapes consumer behaviour rather than merely facilitating the flow of information.
Recent studies emphasize that digital platforms, social media, and artificial intelligence
solutions significantly influence the visibility and interpretation of information in the context of
sustainable consumption (Kumar et al., 2025; Rosario & Dias, 2025; Chygryn et al., 2019).
Digital solutions, such as personalised content delivery and the structuring of choice
environments, can influence consumer decisions by simplifying the decision-making process
and directing behaviour toward specific actions (Zimmermann et al., 2021; Ixmeier & Kranz,

2024). This indicates that the digital environment functions as an active behavioural influence



system, shaping consumer perceptions and guiding decision-making processes. In addition,
media discourse plays a significant role in shaping perceptions of sustainability and public
attitudes (Diaconeasa et al., 2022; Szojda, 2025).

Therefore, although the digital environment determines the structure and accessibility of
information, it is essential to continue researching how consumers evaluate and interpret this
information.

1.2. Information availability and evaluation

Information represents a crucial intermediate stage between the digital environment and
consumer behaviour. Communication of sustainable consumption has emerged as a distinct
research field that examines how information is structured, interpreted, and used in decision-
making (Fischer et al., 2021; White et al., 2019). Research indicates that the impact of
information depends on its quality, credibility, and consistency. Sustainable marketing and
corporate social responsibility communication significantly influence consumers’ perceptions
of sustainability (Jia et al., 2023; Geng & Maimaituerxun, 2022).

At the same time, information asymmetry and the risk of greenwashing complicate
consumers’ ability to objectively evaluate product sustainability (de Oliveira Lima et al., 2024).
Consumers are often exposed to incomplete, selectively presented, or difficult-to-compare
information, which creates uncertainty and reduces confidence in their choices. Under such
conditions, sustainability evaluation depends not only on the content of information but also on
how it is presented and on the credibility of its source (Diaconeasa et al., 2022). As a result,
consumers frequently rely on simplified evaluation mechanisms, such as brand reputation,
certification labels, or social signals, which serve as substitutes for detailed information analysis
(White et al., 2019).

While these mechanisms enable faster decision-making, they may also lead to
misperceptions of product sustainability and increase the risk of manipulation in the digital
environment. Thus, information evaluation serves as a critical input for trust formation in the
decision-making process. As a result, the evaluation of information naturally leads to the
formation of trust, which becomes a critical mechanism in reducing uncertainty and enabling
decision-making.

1.3. Trust and the formation of perceived sustainability

Trust is the central mechanism that enables consumers to move from information
evaluation to actual behaviour. It reduces uncertainty and increases the willingness to make
sustainable decisions. Empirical studies confirm that trust significantly influences purchase
intention and mediates the relationship between digital marketing and behaviour
(Desembrianita et al., 2024; Sharmin et al., 2021).

Trust is formed based on brand image, corporate social responsibility, and the credibility
of information sources (Jia et al., 2023; Risteska, 2023). In the digital environment, this process

is further shaped by user-generated content and social validation, which serve as important



signals for consumers when evaluating information credibility and brand authenticity.
Consumers increasingly rely on the experiences, reviews, and ratings of others, which
collectively shape perceptions of product sustainability and trustworthiness. Under these
conditions, trust formation becomes a dynamic process involving the interaction between
corporate communication and social influence. Moreover, digital platform algorithms amplify
certain information and opinions, thereby influencing perception and levels of trust (Sharmin et
al., 2021; Rosario & Dias, 2025).

Thus, trust in the digital environment is not merely an individual attitude but a socially and
technologically constructed concept that directly affects consumers’ willingness to make
sustainable decisions. Perceptions of sustainability are closely linked to trust and influence how
consumers evaluate products and brands. This perception is shaped by communication,
symbolic signals, and prior experience (de Oliveira Lima et al., 2024; White et al., 2019).
Consequently, trust plays a decisive role in shaping actual consumer behaviour, making it
essential to examine how it translates into sustainable decision-making.

1.4. Sustainable consumer decision-making

Sustainable decision-making is a complex process involving cognitive, emotional and
situational factors. Traditional models emphasize the role of attitudes and intentions. However,
recent studies show that these do not always translate into actual behaviour (Hoang & Hoang,
2023; White et al., 2019). The attitude behaviour gap is explained by price sensitivity, limited
availability and habitual behaviour (Orea-Giner & Fuste-Forne, 2023; de Oliveira Lima et al.,
2024). Consumers often recognise the importance of sustainable products and express positive
attitudes toward environmentally friendly choices, yet higher prices and limited availability
hinder the realisation of these intentions.

In addition, everyday consumption habits and established decision-making patterns reduce
the motivation to change behaviour, even when awareness of sustainability issues is high. This
gap reflects not only economic and practical barriers but also psychological factors, such as
habit inertia and preference for convenience. As a result, sustainable choices are often
postponed or replaced by more convenient alternatives that do not align with previously
expressed attitudes (White et al., 2019).

Digital solutions, such as personalisation and artificial intelligence, can help reduce this
gap by simplifying the decision-making process and reinforcing sustainable choices (Khoso et
al., 2025; Forghani et al., 2022; Al-Ababneh et al., 2025). In addition, social influence plays a
significant role, as social norms, reviews, and the behaviour of other users act as validation
mechanisms that can either encourage or hinder sustainable decision-making (Sharmin et al.,
2021; Szojda, 2025; Diaconeasa et al., 2022). These factors highlight the complexity of
decision-making and reinforce the need for a structured model that integrates digital influence,
information and trust. Given the interaction between these elements, there is a clear need for an

integrated system that covers the entire decision-making process.



1.5. Integrated approach to the decision-making process and a conceptual framework

Despite the extensive body of research, there is still a lack of integrated models that
combine the digital environment, information, trust, and behaviour into a unified process
(Fischer et al., 2021; Rosario & Dias, 2025; White et al., 2019). This study addresses this gap by
proposing an integrated approach that conceptualizes sustainable decision-making as a
sequential and interrelated process. The proposed model (1) defines the digital environment as
an active system of influence (Kumar et al., 2025; Al-Ababneh et al., 2025), (2) highlights
information evaluation as a critical intermediate stage (Fischer et al., 2021; Geng &
Maimaituerxun, 2022), (3) positions trust as the central mediating construct (Desembrianita et
al., 2024; Sharmin et al., 2021), and (4) integrates all elements into a unified decision-making
structure. This approach enables a deeper understanding of the mechanisms underlying
sustainable consumer decision-making in the digital age.

Based on the literature review, sustainable consumer decision-making in the digital
marketing and media ecosystem is conceptualized as a sequential and interconnected process in
which the digital environment determines information availability, information influences trust
formation, and trust, in turn, shapes final decision-making (Jia et al., 2023; de Oliveira Lima et
al., 2024). The digital environment is defined as an active influence system that, through
algorithms, platform structures, and communication formats, determines what information
reaches consumers and how it is interpreted (Khoso et al., 2025; Rosario & Dias, 2025).

Studies indicate that digital marketing practices significantly affect not only consumer
awareness but also attitudes toward sustainability and climate-related behaviour (Thangam &
Chavadi, 2023). Thus, information availability and quality are not random but are shaped by the
digital ecosystem. However, information alone is insufficient to influence consumer behaviour.
The literature emphasizes the importance of information perception, particularly its quality and
credibility, in shaping trust formation. (Fischer et al., 2021; White et al., 2019). In this study,
trust is defined as the central mediating mechanism that reduces uncertainty and enables
consumers to make sustainable decisions (Desembrianita et al., 2024; Jia et al., 2023).

Based on this theoretical framework, the following research hypotheses are proposed:
H1: The digital marketing and media ecosystem positively influences the availability and
perceived quality of sustainability-related information.

H2: The perceived quality and credibility of sustainability-related information positively
influence consumer trust.

H3: Consumer trust positively influences sustainable purchase decision-making.

H4: Trust mediates the relationship between the perception of sustainability-related
information and sustainable purchase decisions.

These hypotheses reflect an integrated approach to sustainable decision-making, in which
trust plays a central role between information and behaviour.



2. Methods

The research design was developed to empirically examine the process of sustainable
consumer decision-making within the digital marketing and media ecosystem. A quantitative
approach was employed using a structured survey to assess relationships between the digital
environment, information perception, trust, and sustainable purchase decisions. Data were
analysed using structural equation modelling (SEM), enabling the assessment of both direct and
indirect relationships, including mediation effects (Hair et al., 2019; Henseler et al., 2015).

Empirical data were collected through an online survey using a non-probability sampling
approach, combining purposive and convenience techniques appropriate for exploratory
research in a digital context (Etikan et al., 2016). The target group consisted of active digital
environment users involved in consumption decision-making. A total of 384 valid responses
were obtained, which meets SEM sample size requirements (Hair et al., 2019). Inclusion criteria
required respondents to be at least 18 years old, active users of digital platforms, and to have
made consumption decisions and encountered sustainability-related information within the past
year. Responses that were incomplete, inconsistent, or demonstrated low engagement were
excluded. The survey was distributed through digital channels, including social media and
professional networks, ensuring voluntary participation and anonymity. All constructs were
measured using multi-item scales adapted from prior research in sustainable consumption,
digital marketing, and consumer behaviour. Responses were recorded using a five-point Likert
scale ranging from 1 (“strongly disagree”) to 5 (“strongly agree”). The digital environment
construct captured respondents’ experiences with digital communication, including information
availability and personalisation. Information quality and credibility were assessed based on
clarity, consistency, and trustworthiness of sustainability-related information. Trust was
measured as consumers’ confidence in the reliability and integrity of sustainability
communication. Sustainable purchase decision-making was evaluated based on behavioural
intentions and actual choices regarding sustainable products. Data analysis included descriptive
statistics, correlation analysis and SEM to examine complex relationships among constructs.

3. Results

The study included 384 respondents who met the defined selection criteria and represent
digitally active consumers. The sample can be considered sufficiently diverse in terms of
demographic characteristics. Most respondents regularly use digital platforms and social media,
are frequently exposed to digital marketing and sustainability-related information and actively
participate in consumption decision-making processes. This confirms the appropriateness of the
sample for analysing sustainable decision-making in a digital environment. The results indicate
good internal consistency across all constructs. In addition, the dataset was screened for
inconsistencies and incomplete responses. Questionnaires that were partially completed or

demonstrated low engagement levels were excluded. In analysing



the study data, descriptive statistical analysis was performed to examine respondents’

perceptions of the main variables. (see Table 1)

Table 1. Analysis of the research main variables

Variable Mean SD Min Max
Digital environment 3.92 0.68 1.80 5.00
Information quality 3.74 0.71 1.60 5.00
Trust 3.58 0.76 1.40 5.00
Sustainable decision 3.46 0.81 1.20 5.00

Source: Compiled by the author

The results show that the digital environment is rated the highest (M=3.92), indicating
strong information availability and communication intensity. Information quality is evaluated
slightly lower (M=3.74), suggesting that not all available information is perceived as fully
reliable. Trust levels are lower (M=3.58), confirming that information does not automatically
translate into trust. The lowest score is observed for sustainable purchase decisions (M=3.46),
indicating the presence of an attitude behaviour gap. Differences between the variables are

shown in Figure 1.

4 3.92
3.9 5
3.8 T 3074
= 35
g 3.6 438
L=l .
= s 4 e P
3.5 e, 3,46
3.4
3.3
3.
Digital Quality of Trust Sustainable

environment information decision
Variables

Figure 1. Mean values of the main study variables

Source: Compiled by the author

The results reveal a gradual decline in mean values from the digital environment to final
decision-making. This trend empirically supports and highlights potential changes at each stage
of the decision-making process. To analyse the relationships among the variables included in
the study, a Pearson correlation analysis was conducted. This analysis allows for the assessment
of the direction, strength, and statistical significance of linear relationships between variables.
In addition, this analysis helps identify data structure characteristics, including potential overlap
between variables or excessively high intercorrelations. In this study, correlation analysis is
used as an intermediate step between descriptive statistics and structural equation modelling,

providing a basis for subsequent hypothesis testing. It is expected that the variables



are positively correlated with one another in accordance with the sequence defined in the
theoretical model, where the digital environment provides access to information, which in turn

fosters trust and ultimately influences decision-making. (see Table 2)

Table 2. Correlation matrix

No. Variable 1 2 3 4
1 Digital environment 1 0.62 0.48 0.39
2 Information 0.62 1 0.71 0.58
3 Trust 0.48 0.71 1 0.76
4 Decision 0.39 0.58 0.76 1
All correlations are statistically significant at p < 0.01

Source: Compiled by the author

The results of the correlation analysis show statistically significant positive relationships
among all analysed variables (p < 0.01), which are generally consistent with the proposed
model. The strongest correlation is observed between information and trust (r=0.71), indicating
a close relationship between perceived information quality and trust formation. A similarly
strong correlation is found between trust and decision (r=0.76), suggesting a strong link
between trust and sustainable consumer behaviour. The relationship between the digital
environment and information (r=0.62) is moderately strong, indicating a substantial connection
between the digital environment and information perception. In contrast, the weaker yet
statistically significant relationship between the digital environment and decision (r=0.39)
suggests that the influence of the digital environment on final decisions may be indirect.
Overall, the correlation results confirm that the relationships among the study variables are
logically consistent and statistically significant, aligning with the proposed theoretical
framework and providing a foundation for further structural model analysis.

To further examine the relationships among the study variables and empirically test the
proposed hypotheses, structural equation modelling (SEM) was applied. This approach was
selected as the study aims not only to identify individual relationships but also to analyse the
decision-making process as an interconnected system. Unlike correlation analysis, which
assesses pairwise relationships, SEM enables the simultaneous evaluation of multiple
relationships and their relative importance within the overall model. This is particularly
relevant, as sustainable consumer decision-making is conceptualised as a sequential process in
which each stage influences the next.

SEM allows for the assessment of direct and indirect effects, the identification of
mediating relationships, and the evaluation of the overall fit between the theoretical model and
empirical data. In this study, SEM was used to examine whether the digital environment
influences information perception, whether information affects trust, and whether trust drives

sustainable purchase decisions. In addition, the mediating role of trust in the relationship



between information and decision-making was analysed. This approach is essential, as

correlation analysis alone cannot explain the structure of influence. (see Figure 2)

Digital
environment

Figure 2. Structural Model Results
Source: Compiled by the author

The figure illustrates the structural relationships among the main variables, including
standardised regression coefficients for each path, enabling clear identification of both direct
and indirect effects. The results of the structural model estimation, including the standardised

path coefficients and hypothesis testing outcomes, are presented in Table 3.

Table 3. Structural model results

Hypothesis Relationship B p-value Result
H1 Digital environment to information 0.64 <0.001 Supported
H2 Information to trust 0.72 <0.001 Supported
H3 Trust to decision 0.68 <0.001 Supported
H4 Information to decision (via trust) 0.49 <0.001 Supported

Source: Compiled by the author

The results support all proposed hypotheses. The strongest effect is observed between
information and trust ($=0.72), indicating a strong relationship between perceived information
quality and trust formation. Trust significantly influences sustainable decision-making
(B=0.68), confirming its central role in the process. The effect of the digital environment on
information (B=0.64) demonstrates its importance in shaping information perception and
availability. Furthermore, the indirect effect of information on decision-making (=0.49)
confirms that trust acts as a key mediating variable linking information to consumer behaviour.
The evaluation of model fit was conducted to determine the extent to which the proposed
theoretical model corresponds to the empirical data. Several commonly used fit indices in
structural equation modelling were applied to provide a comprehensive assessment of model
quality. This approach is essential, as the analysed model includes multiple interrelated
relationships, requiring not only the evaluation of individual paths but also the overall structure
of the model. The purpose of model fit assessment is to evaluate how well the theoretically
developed model reflects the observed relationships among variables. Thus, it is verified
whether the proposed sequence which consists of the digital environment, information, trust,
and decision-making is empirically grounded and consistent with the data.

This study utilized four key model fit indices: the Comparative Fit Index (CFI), the

Tucker—Lewis Index (TLI), the Root Mean Square Error of Approximation (RMSEA), and the
9



Standardized Root Mean Square Residual (SRMR). These indices were selected due to their
extensive use and ability to assess model fit from various perspectives (Hair et al., 2021). CFI
assesses the extent to which the proposed model improves data fit compared to the null model.
Higher CFI values indicate better model fit. The TLI is conceptually similar but additionally
accounts for model complexity, helping to balance model fit and parsimony. RMSEA assesses
the level of approximation error, indicating how well the model fits the population covariance
matrix, with lower values reflecting better fit. SRMR reflects the standardized difference
between observed and predicted correlations. The combined use of these indices provides a
comprehensive assessment of model fit, as each reflects a different aspect of model fit. The
comparative indices CFI and TLI assess relative model fit, while RMSEA and SRMR reflect

absolute error levels. (see Table 4)

Table 4. Model performance indicators

Indicator Description Recoililnl:lifnded Mej:;::. eed
CFI Compares the proposed model with a null model >0.90 0.94
TLI Evaluates model fit adjusted for complexity >0.90 0.93
RMSEA Assesses model error level <0.08 0.052
SRMR Difference between observed and predicted values <0.08 0.041

Source: Compiled by the author

The obtained fit indices indicate that the proposed model demonstrates a good fit with the
empirical data. Both CFI and TLI exceed the recommended threshold (>0.90), suggesting that
the model provides a substantial improvement over the null model. RMSEA and SRMR values
are below the recommended limits (<0.08), indicating low error levels and minimal
discrepancies between observed and predicted values. This confirms that the model accurately
represents the underlying data structure. Overall, the model fit results support the validity of the
proposed structural model and confirm its suitability for analysing sustainable consumer
decision-making in the digital environment.

The results of the analysis confirm that the proposed theoretical model, comprising the
digital environment, information, trust, and sustainable decision-making is empirically
supported and suitable for analysing sustainable consumer behaviour in a digital context. The
findings demonstrate that sustainable decision-making is not an isolated act but a sequential and
interconnected process in which each stage significantly influences the next.

First, the results indicate that the digital environment has a significant impact on the
availability and perception of sustainability-related information. This suggests that the digital
marketing and media ecosystem functions as the initial point of influence, determining what
information reaches consumers and how it is interpreted. Second, the findings reveal that
information quality and credibility represent a critical link between information exposure and

trust formation. Information alone does not lead to behavioural change; rather, its perceived
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reliability, clarity, and consistency play a decisive role. Third, the study clearly confirms that
trust is the central mechanism in sustainable decision-making. Trust determines whether
consumers move from information perception to actual behaviour, acting as a key bridge
between attitudes and actions.

An important finding is the confirmation of the mediation effect, indicating that the
influence of information on sustainable decision-making largely occurs indirectly through trust.
This suggests that even high-quality information does not necessarily lead to sustainable
behaviour unless sufficient trust is established. Finally, the results empirically confirm the
existence of the attitude behaviour gap. Although consumers positively evaluate the digital
environment and sustainability-related information, the level of actual sustainable decision-
making remains lower. This highlights that sustainable decision-making is a complex process
in which information availability alone is insufficient, and trust plays a decisive role.

Overall, the findings demonstrate that sustainable consumer decision-making in the digital
environment follows a structured process in which the digital environment shapes information,
information influences trust and trust determines final decisions. Within this process, trust
functions as the central mediating mechanism that enables the transition from information to

sustainable behaviour.

4. Discussion

This study examined sustainable consumer decision-making in the digital marketing and
media ecosystem, focusing on the relationships between the digital environment, information,
trust, and behaviour. The results confirm the proposed model and extend existing literature by
conceptualizing decision-making as a structured and sequential process rather than fragmented
elements. The findings highlight trust as the central mediating mechanism linking information
and behaviour. While the digital environment significantly influences information availability
and perception, its effect on decision-making is largely indirect. Information quality and
credibility are critical for trust formation, and trust emerges as the strongest predictor of
sustainable decisions. The confirmed mediation effect explains why increased information
availability alone does not necessarily lead to sustainable behaviour. The results also support
the existence of the attitude behaviour gap, indicating that positive attitudes and awareness do
not always translate into action. This suggests that the gap is not only driven by external barriers
but also by insufficient trust. From a practical perspective, the findings emphasise that
improving information quality, transparency, and consistency in digital communication is
essential. Building trust through credible and authentic communication is key to promoting
sustainable consumer behaviour in the digital environment. This study has several limitations
that should be considered when interpreting the results. First, the sample consists of digitally
active consumers and is limited in its geographical scope, which may lead to bias in the

responses. Second, the sample consists of digitally active consumers and is geographically
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limited, which may affect the transferability of the findings. Future studies could employ a
longitudinal study design, include more diverse samples, and evaluate additional variables to

further validate and expand the proposed model.

5. Conclusion

This study examined the formation of sustainable consumer decision-making within the
digital marketing and media ecosystem, focusing on the relationships between the digital
environment, information, trust, and decision-making. The findings confirm that sustainable
decision-making is a structured and interconnected process rather than a linear one. The results
demonstrate that the digital environment significantly influences information availability and
perception. However, it does not directly lead to sustainable behaviour. Information quality and
credibility are critical for trust formation, and trust emerges as the central determinant of
sustainable decisions. The findings also show that the influence of information on decision-
making is largely indirect and occurs through trust, explaining why increased information
availability alone is insufficient to promote sustainable behaviour.

The study confirms the existence of the attitude behaviour gap, indicating that positive
attitudes do not always translate into actual behaviour. Trust plays a decisive role in bridging
this gap and enabling the transition from information perception to action. From a theoretical
perspective, the study contributes by proposing an integrated model that positions trust as a
central mediating mechanism within the decision-making process. From a practical perspective,
the results highlight the importance of transparent, credible, and consistent digital
communication. Building trust should be considered a strategic priority for promoting

sustainable consumer behaviour in the digital environment.
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Santrauka

Sio tyrimo tikslas, i3analizuoti tvaraus vartotojy sprendimy priémimo formavimasi skaitmeninés
rinkodaros ir medijy ekosistemoje, ypatingg démesj skiriant skaitmeninés aplinkos, informacijos,
pasitikéjimo ir sprendimy priémimo tarpusavio sgsajoms. Tyrimas grindziamas prielaida, kad tvari
vartotojy elgsena skaitmeninéje aplinkoje formuojasi kaip nuoseklus ir tarpusavyje susijgs procesas,
kuriame svarby vaidmenj atlieka informacijos prieinamumas, jos suvokimas, interpretavimas ir
pasitik¢jimo formavimas. Teorinéje dalyje analizuoti moksliniai tyrimai apie tvary vartojimg,
skaitmeninés rinkodaros poveikj, informacijos kokybe bei pasitikéjimo reik§me vartotojy sprendimy
priémime. Literatiros analizé atskleide, kad Sie veiksniai dazniausiai nagrinéjami atskirai, taciau truksta
integruoto poziiirio ] jy tarpusavio saveikg ir poveikio mechanizmus. Taip pat nustatyta, kad esami
tyrimai nepakankamai paaiskina, kaip informacija transformuojasi j pasitikéjimg ir kaip Sis procesas
veikia galutinius vartotojy sprendimus. Remiantis tuo, buvo sukurtas konceptualus modelis, kuriame
tvarus sprendimy priémimas suvokiamas kaip keturiy tarpusavyje susijusiy etapy procesas: skaitmeniné
aplinka, informacija, pasitikéjimas ir sprendimas. Empiriniame tyrime taikytas kiekybinis metodas,
pagristas 384 respondenty apklausa. Respondentai buvo aktyviis skaitmeninés aplinkos vartotojai,
turintys patirties vartojimo sprendimy priémime. Duomeny analizei buvo taikytas struktiiriniy lygciy
modeliavimas (SEM), leides vienu metu jvertinti tiek tiesioginius, tiek netiesioginius rySius tarp
kintamyjy, taip pat nustatyti mediacijos efektus. Papildomai atlikta apraSomoji statistika ir koreliaciné
analizé, siekiant jvertinti duomeny struktiirg ir uztikrinti rezultaty patikimumg. Tyrimo rezultatai
patvirtina, kad skaitmeniné aplinka reikSmingai veikia informacijos prieinamumg ir jos suvokimg, taciau
jos poveikis tvariy sprendimy priémimui yra daugiausia netiesioginis. Nustatyta, kad informacijos
kokybé, aiSkumas, nuoseklumas ir patikimumas yra pagrindiniai pasitikéjimo formavimosi veiksniai, 0
pasitikéjimas yra svarbiausias tvarios vartotojy elgsenos prognozuotojas. Rezultatai taip pat patvirtina
mediacijos efekta, rodantj, kad informacijos poveikis sprendimy priémimui daugiausia vyksta per
pasitikéjimg, o ne tiesiogiai. Be to, tyrimas empiri§kai patvirtina pozitrio ir elgsenos atotruikio
egzistavimg, parodant, kad teigiamas pozitris j tvaruma ir aukstas informuotumo lygis ne visada virsta
realiais veiksmais. Tai rodo, kad vien informacijos prieinamumo didinimas néra pakankamas. Taip pat
nustatyta, kad skaitmeningje aplinkoje svarby vaidmenj atlieka socialiniai signalai, vartotojy atsiliepimai
ir platformy algoritmai, kurie gali stiprinti arba silpninti pasitikéjimo formavimasi. Teoriniu poZzitriu
tyrimas prisideda prie mokslo, pasitilydamas integruota modelj, kuris apjungia skaitmeninés aplinkos,
informacijos suvokimo ir pasitikéjimo perspektyvas vienoje analitinéje sistemoje. Praktiniu pozitriu
rezultatai pabrézia, kad jmonés ir politikos formuotojai turéty orientuotis ne tik j informacijos kiekj, bet
ir { jos kokybe, skaidruma bei patikimumg. Pasitikéjimo kurimas turéty biti laikomas strateginiu

prioritetu, siekiant paskatinti peréjima nuo informuotumo prie tvarios vartotojy elgsenos.

RAKTINIAI ZODZIAL: tvarus vartotojy sprendimy priémimas; skaitmeniné rinkodara; medijy
ekosistema; vartotojy pasitikéjimas; suvokiamas tvarumas
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