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Anotacija

Promocijas darbs “Digitala marketinga un mediju ekosistémas ietekme uz paterétaju
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, uztic€sanas un ilgtsp&jas uztveres konteksta.

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

Petijjuma merkis ir izpétit digitala marketinga un mediju ekosistemas ietekmi uz
patérétaju ilgtspejigu pirkSanas Iémumu veidosSanos 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 teorétiskais
pamatojums pateérétaju ilgtspejigu pirkSanas lémumu veidoSanas izpétei digitala marketinga un
mediju ekosisteémas konteksta. Otraja nodala pamatota promocijas darba metodologiska pieeja
un pétijuma dizains. Tre$aja nodala analizeti rakstu kopas empiriskie rezultati Cetras savstarp&ji
saistitas dimensijas, ka arl analiz€ts integrétais paterétaju ilgtspejigu pirkSanas lémumu
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
ekosistemas 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, meklétajprogrammas, digitalas
platformas, datu analitiku un personaliz€tu komunikaciju, lai sasniegtu, iesaistitu un ietekmétu
patéretajus.

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 generéeta, ar paterinu saistita
digitala komunikacija, kas versta uz citiem paterétajiem.

Ilgtspeja - attistibas princips, kas nodroSina Iidzsvaru starp ekonomiskajiem, socialajiem un
vides aspektiem, apmierinot pasreiz€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 — patérina modeli un riciba, kas nem véra vides, socialas un ekonomiskas
ilgtsp€jas principus.

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

Ilgtspejigs pirkums - stenota riciba / rezultats: preces vai pakalpojuma iegade, kas veikta,
nemot véra vides, socialos un ekonomiskos ilgtspgjas 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)

UzticéSanas - psihologisks mehanisms, ar kura palidzibu patérétajs mazina nenoteiktibu un

klust gatavaks palauties uz ilgtsp€jas informaciju pirkSanas Iémuma pienemsana.



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 ilgtspgjiga paterina lémumu pienemsanu. Ilgtsp€jiga paterina koncepts
promocijas darba tiek apliikots ka nozimigs ilgtspgjigas 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 1€émuma pienems$ana, mediju
ekosisteémas ietekme uz paterétaju uzvedibu un l€mumu 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 1€émumu veidoSanos digitala marketinga un mediju ekosistéma. Darba pamatots, ka
digitala marketinga un mediju ekosistéma neveido paterétaju lemumus tiesa veida, bet gan
ietekme tos caur procesiem, kuros biitiska nozime ir informacijas skaidribai, ticamibai un spgjai
veidot patérétaju priekSstatu par ilgtsp&ju. 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 ilgtspejas komunikacijas, digitala marketinga risindgjumu un
uzticéSanos veicinoSas informacijas veidoSana. Tas ir Ipasi nozimigi uznémumiem,
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)
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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 behaviour 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, I. (2024) The influence of media ecosystems on consumer behaviour 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.
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4. Ozola, L. (2025) Jauniesu uzvediba un pirkSanas [émumu 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, 1. (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

Digitala transformacija bitiski maina patérétaju pirkSanas l€mumu veidoSanos.
Informacijas pieejamiba, digitalas platformas, datu analitika un personalizéti marketinga
risinajumi ietekmé to, ka paterétaji pirms pirkuma iegiist, izvert€ un salidzina informaciju.

Iigtsp&jigas attistibas konteksta digitala marketinga un mediju ekosisteéma kliist 1pasi
nozimiga, jo patérétaju izveles ietver ne tikai ekonomiskus, bet ar1 socialus, vides un &tiskus
apsvérumus. Uznémumu ilgtsp€jas komunikacija, socialo mediju algoritmi, ietekm&taju saturs
un personalizeti platformu piedavajumi veido savstarp€ji saistitu informacijas vidi, kura
patérétaji uztver un izverte ilgtsp&jigas alternativas. Tadel patéretaju ilgtsp&jigu pirkSanas
lémumu veidoSanas nav skaidrojama tikai ka individuala vai lineara izveéle. Tas ir
daudzdimensionals process, kura mijiedarbojas digitalas informacijas un digitala marketinga,
socialas un mediju ietekmes, uztic€sanas un uztvertas ilgtspgjas, ka art ekonomiski strukturala
dimensija.

Promocijas darba aktualitate

Digitala marketinga un mediju ekosist€éma arvien vairak nosaka to, ka patéretaji iegtist
informaciju, uztver produktu un pakalpojumu piedavajumu, salidzina alternativas un pienem
pirkSanas lémumus. Tomer digitala marketinga un mediju ekosist€émas ietekme uz paterétaju
ilgtspejigu pirkSanas lémumu veidoSanos nav viennozimiga - no vienas puses, ta sniedz
uznémumiem iesp&ju meérktiecigak komunicét ilgtspejas vertibu, pielagot veéstijumus 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 paterétaju attieksmi pret ilgtsp&ju un faktiskajiem pirkSanas lemumiem. Tadel
patérétaju ilgtspejigu pirkSanas I€mumu veidoSanas ir jaanaliz€ ne tikai ka individuals
patérétaja izveles process, bet ar ka digitala marketinga, mediju ietekmes, uztic€Sanas un
ekonomiski strukturalo nosacijumu mijiedarbibas rezultats.

Zinatniskaja literattira 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)
Tomeér paterétaju ilgtsp&jigu pirkSanas lémumu veidoSanas digitala marketinga un mediju
ekosisteémas konteksta joprojam ir pétita fragmentari (La Ragione et al., 2026; Rosario & Dias,
2025). llgtspejiga paterina petfjumos biezi dominé attieksmju, vertibu un nodomu analize,
savukart digitala marketinga p&tijumos lielaka uzmaniba tiek pievérsta tehnologisko risinajumu
efektivitatei, pateérétaju iesaistei un komunikacijas rezultativitatei (Syed et al., 2024). Lidz ar to

ilgtspgjas, patérétaju uzvedibas teorijas, digitala marketinga, mediju ekosistémas ietekmes un
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pirkSanas 1émumu veidoSanas aspekti nereti tiek analiz&ti atseviski, nevis vienota skaidrojosa
ietvard. Lidz ar to promocijas darba aktualitati nosaka nepiecieSamiba izstradat empiriski
pamatotu modeli, kas skaidro digitala marketinga un mediju ekosist€mas ietekmi uz patérétaju
ilgtsp&jigu pirkSanas lémumu veidoSanos.

Latvijas ekonomikas un uznémejdarbibas vadibas zinatn€ paté€rétaju uzvediba un pirksanas
lémumu pienemsSana ir analiz€ta dazados kontekstos, tomer paterétaju ilgtsp&jigu pirkSanas l€émumu
veidoSanas digitala marketinga un mediju ekosist€mas ietekmé nav pietiekami sistematiski pétita. Tas
nosaka §1 promocijas darba aktualitati gan teorétiska, gan praktiska aspekta. Teorétiski pétijums
paplas$ina izpratni par patérétaju ilgtspgjigu pirkSanas [emumu veidoSanos digitala marketinga un mediju
ekosistéma, savukart praktiski tas sniedz pamatu uzné€mumiem, politikas veidotajiem un citdm
iesaistitajam pus€m veidot uzticamaku, parskatamaku un ilgtsp&jigu patérinu veicinosu komunikaciju.

Promocijas darba pétijuma objekts: paterétaju ilgtsp&jigu pirkSanas I€mumu
veidoSanas.

Pétfjuma priekSmets: digitala marketinga un mediju ekosisteémas ietekme uz pateretaju
ilgtsp@jigu pirkSanas 1émumu veidosanos.

Petijuma merkis: izpetit un novertet digitala marketinga un mediju ekosisteémas ietekmi
uz patérétaju ilgtsp&jigu pirkSanas lémumu veidoSanos un, balstoties uz zinatnisko rakstu
teorétiskajiem un empiriskajiem rezultatiem, izstradat empiriski pamatotu patérétaju ilgtspejigu
pirkSanas lémumu veidoSanas modeli digitala marketinga un mediju ekosistémas konteksta.

Izvirzita darba mérka sasniegSanai ir pakartoti sekojosi darba uzdevumi:

1. lzanalizet ilgtsp€jiga patérina, paterétaju pirkSanas l@mumu veidoSanas, digitala
marketinga un mediju ekosist€tmas teorétiskas pieejas, izveidojot teorétisko
pamatojumu paterétaju ilgtsp€jigu pirksanas lémumu veidosanas izpétei.

2. Pamatot promocijas darba metodologisko pieeju un pétijjuma dizainu, raksturojot
pétijuma posmu, izmantoto metozu un izstradato zinatnisko rakstu savstarpgjo sasaisti.

3. Empiriski analizét digitala marketinga un mediju ekosist€mas ietekmi uz paterétaju
ilgtsp&jigu pirkSanas [lemumu veidoSanos, izvertgjot to digitalas informacijas un digitala
marketinga, socialas un mediju ietekmes, uztic€Sanas un uztvertas ilgtsp€jas, ka ar1
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. lzstradat secinajumus un priekslikumus par digitala marketinga un mediju ekosistémas
izmantoSanu paterétaju ilgtsp&jigu pirkSanas I€mumu veidoSanas veicinasSanai,

pamatojot promocijas darba zinatnisko un praktisko rezultatu nozimi.
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Lai sasniegtu promocijas darba izvirzito mérki, autore izvirza hipotezi: digitala

marketinga un mediju ekosist€mas ietekme uz patérétaju ilgtsp€jigu pirkSanas lemumu

veidoSanos ir daudzdimensionala un izpauzas digitalas informacijas un digitala marketinga,

socialas un mediju ietekmes, uztic€Sanas un uztvertas ilgtsp&jas, ka art ekonomiski strukturalas

dimensijas savstarpgja mijiedarbiba.

Promocijas darba mérka sasnieg$anai izmantota integréjosa metodologiska pieeja, apvienojot:

visparzinatniskas peétijuma metodes — monografisko jeb aprakstoso, grafisko, analizes un
sint€zes, sistematizacijas un visparinasanas, ka arT analitiskas interpretacijas metodes, kas
izmantotas teor€tiska pamatojuma izstradei, zinatnisko rakstu rezultatu integréSanai
Cetras analizes dimensijas un to vizualai att€losanai;

kvantitativas petijuma metodes — aptauju, aprakstoSo statistiku, sakaribu un korelacijas
analizi, ka arT statistiski nozimigu atSkiribu parbaudi, kas piemérotas paterétaju
attieksmes, digitalas uzvedibas, uztic€Sanas, uztvertas ilgtsp&jas un pirkSanas [emumu
veidosanas aspektu analizei;

datu modelesanas metodes — paterétaju ilgtsp&jigu pirksanas Iémumu veidosanas procesa
strukturé$anai un empiriski pamatota konceptuala modela izstradei;

kvalitativas pétijuma metodes — ekspertu intervijas, kas izmantotas empirisko rezultatu

padzilinatai interpretacijai un izstradata modela pamatojuma nostiprinasanai.
Darba zinatniska novitate

Pamatojoties uz teoretiskaja analiz€ konstatéto lidzSingjo petijjumu fragmentaro

raksturu, autores zinatnisko pienesumu veido paterétaju ilgtspgjigu pirkSanas lémumu

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

savstarp&jas saiknes un petijuma rezultatu sint€ze konceptuala modeli, taja skaita:

l.

Precizéts un zinatniski pamatots patérétaju ilgtsp€jigu pirkSanas lémumu veidoSanas
jédziens digitala marketinga un mediju ekosistemas konteksta, nosakot ta saturu un vietu
ilgtsp&jiga patérina teoretiskaja ietvara un skaidrojot to ka daudzdimensionalu procesu,
kura savstarp€ji mijiedarbojas digitala informacija, uztverta ilgtsp&ja, uzticéSanas un
ilgtsp€jiga pirkuma TstenoSanas nosactjumi.

Izstradata integréta analitisko dimensiju sist€ma 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 ilgtspgjas,
ka ar1 ekonomiski strukturalo dimensiju, paplaSinot 1idzSingjo fragmentaro pieeju §1
procesa analizei.
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3. Empiriski pamatota digitala marketinga un mediju ekosist€mas ietekme uz patérétaju
ilgtsp&jigu pirkSanas lémumu veidoSanos, identific€jot informacijas pieejamibas un
parskatamibas, socialas un mediju ietekmes, uztic€Sanas, uztvertas ilgtspgjas, cenas,
pieejamibas un salidzinamibas nozimi pirksanas [émumu veidoSanas procesa.

4. lzstradats empiriski pamatots integrétais modelis paterétaju ilgtspgjigu pirkSanas
lémumu veidosanas skaidrosanai digitala marketinga un mediju ekosisteéma, sintezgjot
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 1€mumu
veidosanos, kas ir nozimigs priekSnosacijums ilgtsp&jiga patérina, atbildigas uznémeéjdarbibas
un ilgtsp€jigas ekonomikas attistibai. Pétijuma rezultati sniedz praktiski izmantojamu izpratni
par faktoriem, kas ietekme pat€rétaju sp&ju atpazit, izvertét un istenot ilgtspejigus pirkSanas
lémumus digitala marketinga un mediju ekosist€émas konteksta. Promocijas darba izstradatais
empiriski pamatotais modelis ir izmantojams uznémejdarbiba ka atbalsta instruments digitala
marketinga pilnveidosanai un paterétajiem saprotamakas, parskatamakas un uzticamakas
ilgtsp&jas komunikacijas veidoSana.

Tautsaimnieciskais nozimigums izpauZzas Sados aspektos:

1. Uznémeéjdarbibas un digitala marketinga praksé pétijuma rezultati sniedz pamatu
meérktiecigakai digitala marketinga un mediju komunikacijas veidoSanai, palidzot
uznémumiem skaidrak komunicet produktu un pakalpojumu ilgtsp€jas aspektus un
veicinat patérétaju uzticesanos ilgtsp€jas informacijai.

2. llgtspgjas komunikacijas pilnveidé pétijums pamato informacijas pieejamibas,
parskatamibas, uztveramas ticamibas un socialas un mediju ietekmes nozimi paterétaju
ilgtspgjigu pirkSanas l€émumu veidoSanas procesa. Tas lauj veidot paterétajiem
saprotamaku un pamatotaku ilgtsp&jas komunikaciju digitala marketinga un mediju
ekosistema.

3. Digitala marketinga un mediju ekosistémas loma ilgtsp&jiga patérina veicinaSana
pétijuma rezultati skaidro, ka informacijas pieejamiba, sociala un mediju ietekme,
uzticeSanas, uztverta ilgtsp&ja un ekonomiski strukturalie faktori var veicinat vai
ierobezot paterétaju ilgtsp€jigu pirkSanas l€mumu veidoSanos, pasi situacijas, kad
pastav neatbilstiba starp pozitivu attieksmi pret ilgtsp&ju un faktisko pirkSanas lémumu.

4. 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
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faktorus, kas ietekm& paterétaju ilgtspjigu pirkSanas lémumu veidoSanos.
Aizstavesanai izvirzitas tézes:

1. Paterétaju ilgtsp€jigu pirkSanas lemumu veidosanas digitala marketinga un mediju
ekosistéema nav linears individualas izvéles process, bet gan digitalas komunikacijas,
mediju ietekmes, uztic€Sanas un pirkuma TstenoSanas nosacijumu mijiedarbibas
rezultats.

2. Digitala marketinga un mediju ekosist€ma ietekm€ ne tikai patérétaju informétibu, bet
ar1 ilgtsp€jas informacijas uztveri, interpretaciju un izvertéSanu, tadgjadi veidojot
priekSnosactjumus paterétaju ilgtspejigu pirksanas I€mumu veidoSanai.

3. Neatbilstiba starp patérétaju pozitivu ilgtsp&jas novertg§jumu un konkrétu pirksSanas
lémumu veidojas digitala marketinga un mediju ekosistemas ietekmé&, kur bitiska
nozime ir ilgtsp&jas informacijas uzticamibai, uztvertajai ilgtsp&jai un ekonomiski
strukturalajiem nosacijumiem.

4. Pateretaju ilgtsp&jigu pirksanas lémumu veidoSanas digitala marketinga un mediju
ekosisttma strukturgjas Cetras savstarp€ji saistitds dimensijas, kuras atklaj digitalas
informacijas un digitala marketinga, socialas un mediju ietekmes, uztic€Sanas un
uztvertas ilgtspgjas, ka arT ekonomiski strukturalo nosacijumu nozimi ilgtsp€jigu
pirkSanas lémumu veidoSana.

Pétijjumam ir noteikti ierobeZojumi

Promocijas darba rezultati interpret€jami, nemot véra pétijjuma tematisko, empirisko un
metodologisko pieeju. Pirmkart, p&tijums koncentréjas uz digitala marketinga un mediju
ekosistemas ietekmi uz paterétaju ilgtsp&jigu pirkSanas [émumu veidoSanos, tadéjadi nevar biit
attiecinams uz patérétaju uzvedibu kopuma. Otrkart, empiriskie dati raksturo respondentu
viedoklus, attieksmi, uztveri un pasnoveértétu pieredzi, bet neietver tieSi noverotu faktisko
darfjumu datu analizi. TreSkart, mediju ekosist€éma promocijas darba analizéta ka digitala
marketinga un patérétaju informacijas ietekmes vide, nevis ka atseviSku mediju grupu, kanalu
vai platformu struktiiras padzilinata izpéte. Tadel darba netiek atseviski analizeta katras mediju
grupas, mediju kanala vai platformas specifiska loma paterétaju ilgtsp€jigu pirkSanas lemumu
veidoSanas procesa. Ceturtkart, ekonomiski strukturala dimensija darba apliikota ka papildinoSa
dimensija, kas raksturo patérétaju uztvertos pirkSanas l€muma istenoSanas nosacijumus, taja
skaita cenas uztveri, produktu pieejamibu, informacijas salidzinamibu un pirkuma &rtumu,
nevis ka patstaviga ekonomisko kategoriju analize. Tad€jadi promocijas darba netiek veikta
padzilinata ekonomisko kategoriju analize, pieméram, cenas, ienakumu, izmaksu, cenu

elastibas vai tirgus struktiiras izp&te. Piektkart, izstradatais modelis ir interpret€jams ka
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empiriski pamatots konceptuals ietvars, nevis ka universals prognozesanas instruments. Miné&tie
ierobezojumi precizé€ promocijas darba rezultatu interpretacijas robezas un vienlaikus lauj
skaidri noteikt petijuma ieguldijumu digitala marketinga un mediju ekosistémas ietekmes uz
pateérétaju ilgtsp&jigu pirkSanas lémumu veidosanos izpéete.

Apkopojot IidzSin€jo pétijumu virzienus, secinams, ka ilgtsp&jiga patérina literatiira
galvenokart analizéta patérétaju atticksme, 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 petijumos —
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 TstenoSanas nosacijumi savstarp€ji sasaistas vienota paterétaju
ilgtsp@jigu pirksanas l[émumu veidoSanas procesa. Promocijas darbs So zinatnisko trikumu
risina, integréjot minétos aspektus Cetru savstarp&ji saistitu dimensiju sist€ma un empiriski

pamatota konceptuala modeli.
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1. Teorétiskais pamatojums pateréetaju ilgtspéjigu pirkSanas lemumu
pienemsSanai digitala marketinga un mediju ekosistéma

Saja nodala izstradats teorétiskais pamatojums patérétaju ilgtsp&jigu pirksanas lemumu
veidoSanas skaidroSanai digitala marketinga un mediju ekosistéma. Argumentacija virzita no
ilgtspejigas attistibas un ilgtsp&jiga paterina vispargja ietvara uz paterétaju uzvedibu un
attieksmes-ricibas plaisu, pé€c tam analiz§jot digitalas informacijas, socialas un mediju
ietekmes, uztic€Sanas, informacijas ticamibas un uztvertas ilgtsp&jas nozimi. Teoretiskais
pamatojums balstits Rakstos [-VII, kur Raksti I un II veido ilgtsp€jiga paterina un paterétaju
uzvedibas pamatu, Raksti III-V skaidro digitalas informacijas un mediju ekosisteémas ietekmi,
Raksts VI padzilina uztvertas ilgtspgjas un uzticéSanas saikni, bet Raksts VII integré Sos
rezultatus vienota skaidrojuma.

1.1. Ilgtspejigas attistibas visparéja pieeja un teorétiskais pamats ilgtspéjiga paterina
izpete

Ilgtsp&jiga attistiba ir attistibas ietvars, kura ekonomiska izaugsme vért€jama kopsakara
ar vides kvalitati, dabas resursu saglabasanu un sabiedribas labklajibu. Bruntlandes komisijas
definicija uzsver pasreizg€jo vajadzibu apmierinasanu, neapdraudot nakamo paaudzu iespg&jas
apmierinat savas vajadzibas (Hajirasouli & Kumarasuriyar, 2016). So pieeju institucionali
konkretizé ANO 2030. gada programma un 17 ilgtsp&jigas attistibas mérki, kas ilgtsp&ju nosaka
par globalu ekonomiskas, socialas un vides politikas prioritati. [Igtsp&jigas attistibas teorétisko
pamatu veido tris savstarpgji saistitas dimensijas. Vides dimensija aptver dabas kapitala
saglabaSanu, emisiju samazinasanu un resursu efektivu izmantoSanu; sociala dimensija ietver
labklajibu, socialo ieklauSanu, veselibu un izglitibu, bet ekonomiska dimensija apvieno
izaugsmi, uznéméjdarbibu un tirgus attistibu, neapdraudot vides un socialos mérkus. So
dimensiju mijiedarbiba nosaka, ka sabiedriba razo, patéré un parvalda resursus (Sachs, 2015;
Rockstrom et al., 2009).

Zalas ekonomikas, aprites ekonomikas un bioekonomikas pieejas konkretiz€ pareju uz
tadu ekonomisko sistemu, kas veicina cilvéku labklajibu un socialo vienlidzibu, vienlaikus
mazinot vides riskus (OECD, 2019). Sis pieejas neizslédz ekonomisko izaugsmi, bet paredz tas
kvalitativu parveidi, pielagojot razoSanas, patérina un tirgus darbibas principus vides un
socialajiem nosacijumiem (UNEP, 2011; D’ Amato & Korhonen, 2021; Georgeson et al., 2017).
Tadel pateretaja izvele nav tikai individuala riciba, bet ar1 plasakas ekonomiskas un sabiedribas
transformacijas elements. [lgtsp€jigs patérins raksturo precu un pakalpojumu izmantoSanu, kas
nodroSina dzives kvalitati, vienlaikus samazinot resursu patérinu, emisijas un atkritumu raSanos

(UNEP,2001). Patérina modelu maina nav tikai patérétaja individuala atbildiba, bet politikas,
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uznémumu darbibas, tirgus piedavajuma un socialo normu kopigas ietekmes rezultats (Lorek
& Spangenberg, 2014; Michaud & Llerena, 2017; Haba et al., 2023). Vienlaikus pétijumi atklaj
neatbilstibu starp patérétaju deklarétajam ilgtsp&jas veértibam un faktisko ricibu. Pozitiva
attiecksme pret vides aizsardzibu ne vienmér parvérsas ilgtsp€jiga pirkuma, jo izvéli ietekme
cena, pieejamiba, informacijas trikums, uztic&$anas problémas un socialas normas. So paradibu
raksturo attieksmes-ricibas plaisa (attitude-behaviour gap) (Carfora et al., 2019; Amin, 2021;
Eurobarometer, 2024).

Digitalais marketings un uznémumu komunikacija veido saikni starp ilgtspgjigas
attistibas principiem un patérétaju izveélém, padarot ilgtsp&jigus piedavajumus redzamus un
saprotamus. Tomér marketings vienlaikus stimul@ pieprasijumu, kas var nonakt pretruna ar
nepiecieSamibu parskatit paterina apjomu un modelus. Digitalaja vide §1 pretruna izpauzas gan
iesp€jas veicinat ilgtsp€jigas izveles, gan zalmaldinasanas riska (Groening et al., 2018; Kaur et
al., 2022; Reddy et al., 2023). Tadgjadi ilgtspejiga attistiba veido promocijas darba makro
limena teorétisko pamatu, savukart paterétaju uzvediba un attieksmes-ricibas plaisa lauj
skaidrot pareju no ilgtspgjas principiem uz individualu pirkSanas l@mumu veidoSanos. (Raksts

I; Raksts II)

1.2. Pateéretaju uzvediba un attieksmes-ricibas plaisa ilgtspéjiga patérina konteksta

Ilgtspejigas attistibas merku istenoSana ir atkariga no patérétaju lémumiem, kuros
mijiedarbojas atticksme, vertibas, informacijas pieejamiba, uztic€Sanas, uztverta ilgtsp&ja, cena,
produktu pieejamiba, socialas normas un ieradumi (Amin, 2021; Carfora et al., 2019). Tadel
ilgtsp@jigs paterins nav reducgjams tikai uz vides apzinu vai moralo motivaciju, bet skaidrojams
ka sociali, ekonomiski un psihologiski nosacits process. Patérétaju uzvedibas skaidro$anai
nozimiga ir Planotas uzvedibas teorija (Theory of Planned Behaviour), saskana ar kuru ricibu
ietekm¢e attieksme, subjektivas normas un uztverta uzvedibas kontrole (Ajzen, 1991). Veértibu,
uzskatu un normu teorija (Value-Belief-Norm Theory) uzsver vértibu, ekologisko uzskatu un
moralo normu nozimi, vienlaikus pielaujot, ka saikni starp vérttbam un ricibu var partraukt
situativi vai strukturali SkeérSli (Stern, 2000). Patérétaju lémumus vienlaikus ietekmé ari
racionali, emocionali, kognitivi un ieradumos balstiti apsvérumi (Thogersen, 2011; Haba et al.,
2023). Neviena no $im pieejam atseviski pilniba neaptver digitala marketinga un mediju
ekosistemas ietekmi, tade] promocijas darba tas papildinatas ar digitalas informacijas, socialas
un mediju ietekmes, uzticeéSanas, uztvertas ilgtspéjas un ekonomiski strukturalo nosacijumu

analizi.
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Promocijas darba ilgtspgjigs patérinS, paterétaju ilgtspejigu pirkSanas lémumu
veidoSanas, ilgtsp&jigs pirkSanas [émums un ilgtsp€jigs pirkums netiek lietoti ka sinonimi. To
savstarpgja saistiba apkopota 1.1. tabula.

1.1.tabula

Promocijas darba lietoto galveno jédzienu skaidrojums un savstarpgja saistiba

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

ekonomiskie ilgtsp&jas principi.

Plass uzvedibas un lémumu kopums:

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

Patérétaju ilgtspéjigu Promocijas darba centralais process:
pirkSanas léemumu ilgtsp&jas informacijas ieglisana, interpret€Sana un
veidoSanas izverteéSana; uzticéSanas un uztvertas ilgtsp&jas veidosana;

nemot vera pirkuma TstenoSanas nosacijumus, nonaksana Iidz
konkrétam ilgtsp&jigam pirkSanas I€mumam.

Konkréta izvele:

lémums izveleties produktu vai pakalpojumu, nemot véra

Iligtspejigs pirkSanas

lemums ilgtsp&jas kriterijus.
Istenota riciba / rezultats:

Ilgtspéjigs pirkums preces vai pakalpojuma iegade, balstoties uz ilgtsp&jas
krit€rijiem.

Avots: Autores veidots

Attieksmes-ricibas plaisa nav tikai individualas nekonsekvences izpausme, bet vairaku
savstarpgji saistitu faktoru rezultats. Ekonomiski strukturalie SkerSli ietver augstaku cenu,
ierobezotu produktu pieejamibu un nepietickamas izvéles iesp&jas. Cenu jutigums 1pasi ietekme
jaunakus un vecakus patérétajus, ka arm majsaimniecibas ar zemakiem ienakumiem, tadel
attieksmes-ricibas plaisa ir art sociali diferenc@ta paradiba (Amin, 2021; Bar Am et al., 2023;
Eurobarometer, 2024). Otru faktoru grupu veido informacijas pieejamiba, saprotamiba un
uzticamiba. I1gtsp€jigas alternativas izvéle prasa sp&ju informaciju atrast, salidzinat un novertet.
Fragmentara, tehniska vai komerciali motivéta informacija, ka ari nepamatoti ilgtsp&jas
apgalvojumi palielina nenoteiktibu un zalmaldinasanas risku. Ja paterétajs neuzticas
mark&umam, uznémuma komunikacijai vai informacijas avotam, pozitiva attieksme pret
ilgtsp&ju var neparversties pirkSanas lémuma (Chen, 2013; Nemes et al., 2022). TreSo faktoru
grupu veido socialas normas, vienaudZu ietekme un kultiiras konteksts. Ipasi jaunakiem
patérétajiem nozimiga ir socialajos medijos redzama citu lietotaju riciba, savukart vecaki
patérétaji biezak balstas personiskaja pieredz€ un racionalos apsvérumos (Haba et al., 2023;

Casalegno et al., 2022). Tas pamato nepiecieSamibu diferencet ilgtsp€jiga patérina veicinasanas
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pieejas dazadam patérétaju grupam.

Promocijas darbs nav balstits viena paterétaju lemumu pienemsanas teorija, bet integré
savstarpgji papildinosas teor€tiskas atzinas. Planotas uzvedibas teorija skaidro attieksmes,
socialo normu un uztvertas kontroles nozimi lémuma veidosana, savukart vertibu, uzskatu un
normu teorija pieeja pamato vertibu un normativo faktoru lomu ilgtsp€jiga riciba. Promocijas
darba §is pieejas tiek paplasinatas digitala marketinga un mediju ekosistemas konteksta,
analiz&jot ar1 digitalas informacijas, socialas un mediju ietekmes, uztic€Sanas, uztvertas
ilgtspgjas un ekonomiski strukturalo nosacijumu nozimi. (Stern, 2000).

Tadgjadi ilgtspejigs pirkSanas l@émums nav tieSas pozitivas attiecksmes sekas. Ta
veidoSanas ir atkariga no uzticamas informacijas, pienemamas cenas, produktu pieejamibas,
socialas ietekmes un patérétaja iespgjam istenot izveli. Attieksmes-ricibas plaisu nevar mazinat
tikai ar informétibas palielinasanu; vienlaikus jauzlabo informacijas kvalitate, uztic€$anas un
praktiskie izvéles nosacijumi. Saja konteksta digitala marketinga un mediju ekosistéma kliist
par vidi, kas var gan mazinat, gan pastiprinat atticksmes-ricibas plaisu. (Raksts I; Raksts II)

1.3.Digitala marketinga un mediju ekosistemas ietekme uz patérétaju lemumu
pienems$anu ilgtspéjiga paterina

Starp patérétaja atticksmi un konkr&tu pirkSanas lémumu atrodas informacijas
mekleSanas, uztveres, interpretacijas un socialas ietekmes posmi. Tadel digitala marketinga un
mediju ekosisttéma analiz€jama ne tikai ka informacijas izplatiSanas kanals, bet ka aktiva
patérétaja izveles vide.

Digitalas informacijas ietekme sakas ar tas atrodamibu. Mekl&tajprogrammu
optimizacija jeb SEO nodroSina timeklvietnes un taja ietverta piedavajuma redzamibu
mekleSanas rezultatos (Clarke, 2018; Sfetcu, 2014). Pirms pirkuma patérétaji izmanto
mekletajprogrammas, lai atrastu, salidzinatu un izveértétu produktus un pakalpojumus. Ja
informacija par ilgtsp€jigu alternativu nav atrodama, ta nevar pilnvertigi ieklauties patérétaja
izveles procesa. Tadel SEO promocijas darba skaidrots ka viens no sakotngjiem informacijas
pieejamibas priekSnoteikumiem (Haridasan et al., 2021; Roscoe et al., 2016). (Raksts III)
Digitalas vides ietekme tomér nav ierobeZojama ar informacijas atrodamibu. Mediju
ekosistému veido savstarpgji saistiti mediji, platformas, tehnologijas, algoritmi un lietotaju
radits saturs, kas ietekmé informacijas razoSanu, izplatiSanu un patérinu (Lum, 2014). Socialo
mediju platformas personalizé saturu atbilstoSi lietotdja interes€m, iepriek$€jai ricibai un
socialajiem signaliem (Reske, 2017; Shenoy & Prabhu, 2016). Tadel digitala vide ne tikai
paplaSina informacijas pieejamibu, bet ar1 selektivi strukturé to, kada informacija sasniedz
patérétaju un ka veidojas vina priekSstats par ilgtspeju. (Raksts IV)
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Mediju ekosisttma paterétajs ne tikai mekle informaciju, bet pastavigi sastopas ar
platformu atlasitu saturu, citu lietotaju pieredzi, rekomendacijam un socialajam normam.
Elektroniska mutvardu komunikacija jeb eWOM (electronic word-of-mouth) veido socialas
informacijas pliismu, kas ietekm& produktu uztveri, attieksmi un pirkuma nodomu (Nabivi,
2025). Lietotaju radits saturs un citu patérétaju atsauksmes biezi tiek uztvertas ka autentiskakas
par uznémumu veidotu reklamu, tomér to ietekme ir atkariga no informacijas avota ticamibas
(Luo et al., 2023; Handoyo, 2024; Tiwari et al., 2025). (Raksts V)

Digitalie mediji tad€jadi paplaSina piekluvi informacijai, pastiprina socialo ietekmi un
veicina informétibu par ilgtsp&jigam alternativam. Tomér to ietekme galvenokart ir netieSa:
digitala marketinga un mediju ekosistéma veido informacijas un socialas ietekmes vidi, kura
attistas ilgtsp€jas uztvere, atticksme un uzticéSanas. Promocijas darba §1 procesuala logika

apkopota 1.1. attéla.

Disitala vide - Informacijas UzticéSanas un - ligtspéjiga pirkSanas
g izvértésana uztverta ilgtspéja Iemuma veidoSanas

1.1.attels. Ilgtsp€jiga pirkSanas [émuma veidoSanas
Avots: Autores veidots

Attela digitala marketinga un mediju ekosistéma raksturota ka sakotngja vide, kura
patérétajs iegiist un izverteé informaciju; uztic€Sanas un uztverta ilgtsp&ja savukart skaidro
pareju no informacijas uztveres uz pirkSanas lémuma veidoSanos. Raksti III-V pamato
atseviSkos procesa elementus, bet Raksts VII tos integré kop€ja skaidrojuma. Nakamaja
apaksSnodala padzilinati analizéts, ka digitalaja vide pieejama informacija iegiist vai zaudé
ticamibu.
1.4.Uztverta ilgtspéja, uzticeSanas un informacijas ticamiba pateretaju pirkSanas

léemumu pienemsanas veidoSanas procesa

Informacijas pieejamiba pati par sevi nenodroSina ilgtspgjiga pirkSanas lémuma
veidoSanos. Lai informacija kliitu par pamatu patérétaja ricibai, tai jabut saprotamai, ticamai,
parskatamai un patérétdjam nozimigai (Metzger & Flanagin, 2013). Tadél uzticéSanas,
informacijas ticamiba un uztverta ilgtsp€ja veido bitisku parejas posmu starp digitalas
informacijas sanemsanu un tas izmantoSanu lémuma pienemsana.

UzticéSanas nosaka, vai patérétajs pienem informaciju un ir gatavs to izmantot.
Digitalaja vide ilgtsp&jas informacija var biit fragmentara, pretruniga vai komerciali motivéta,

tade] nozimiga ir gan informacijas avota reputacija, gan véstijuma saturs un pieradamiba (Wang
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et al., 2022; Luo et al., 2023). Promocijas darba uztic€Sanas netiek skatita tikai ka patérétaja
vispargjas attiecksmes elements, bet ka mehanisms, kas mazina nenoteiktibu un savieno
informacijas izverté€Sanu ar pirkSanas 1€muma veidosanos. Digitalaja komunikacija ticamiba
veidojas uzn€émuma komunikacijas, lietotaju radita satura, atsauksmju, rekomendaciju un
eWOM mijiedarbiba. Citu paterétaju pieredze biezi tiek uztverta ka neatkarigaka un
autentiskaka par uznémuma reklamu, tomér informacijas avotiem nav vienads uztic€Sanas
Iimenis. Informacijas ietekme ir atkariga no avota kompetences, neatkaribas, autentiskuma un
uztvertas objektivitates (Kraft et al., 2022; Handoyo, 2024; Nabivi, 2025).

Uztverta ilgtsp€ja ir paterétaja subjektivs vertgjums par to, cik liela mera produkts,
pakalpojums vai zZimols atbilst ilgtsp&jas principiem (Confente et al., 2020; Ng et al., 2024; Do
Paco et al., 2019). Paterétajs ikdienas pirkuma situacija parasti nevar tiesi parbaudit razoSanas
procesu, piegades k&di vai uzn€muma socialas atbildibas praksi. Tade] [emumu ietekmé ne tikai
produkta objektivas ipasibas, bet arT tas, ka §is 1paSibas tiek komunic@tas, uztvertas un
interpretétas.

Informacijas kvalitate un ticamiba vienlaikus veido gan uztverto ilgtsp&ju, gan
uztic€Sanos. Ja ilgtsp&jas vestijums ir skaidrs, konsekvents un pieradams, patérétajam veidojas
parlieciba par produkta vai zimola atbilstibu ilgtsp€jas principiem. Savukart neskaidra,
parspiléta vai neparbaudama informacija pastiprina skepsi un zalmaldinasanas risku (Delmas
& Burbano, 2011; Poulis et al., 2026). Tadel digitalas komunikacijas ietekmi nenosaka tikai
informacijas apjoms vai redzamiba, bet 1pasi nozimiga ir tas kvalitate un sp&ja radit ticamu
priekSstatu par ilgtsp€ju. Uztic€Sanas un uztverta ilgtsp€ja nav interpret€jamas ka pilnigi izoleti
vai vienmer stingri secigi faktori. Informacijas kvalitate var tiesi stiprinat uzticéSanos, savukart
pozitiva ilgtsp€jas uztvere var $o uzticéSanos padzilinat. Abos gadijumos uzticé€Sanas samazina
nenoteiktibu un palielina iespgu, ka pozitiva attiecksme un pirkuma nodoms parvertisies
konkréta pirkSanas [émuma (Desembrianita et al., 2024; Sharmin et al., 2021; Rosario & Dias,
2025).

Tadgjadi uzticeSanas, informacijas ticamiba un uztverta ilgtsp&ja promocijas darba tiek
analiz€tas ka savstarpgji saistiti elementi, kas skaidro, ka digitalaja vidé pieejama informacija
klust par pamatu ilgtsp€jiga pirkSanas l@muma veidoSanai. Raksts V pamato digitalas
informacijas ticamibas un uztic€Sanas nozimi, Raksts VI pamato uztvertas ilgtsp&jas un
uztic€Sanas saikni, bet Raksts VII Sos elementus integré kop€ja lémuma veidoSanas

skaidrojuma.
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1.5.Paterétaju ilgtspejiga pirkSanas léemuma pienemSanas veidoSanas digitala
marketinga un mediju ekosistema

Ieprieksejas apaksnodalas veikta teoretiska analize lauj secinat, ka paterétaju ilgtsp&jigs
pirkSanas 1€émums veidojas vairaku savstarp€ji saistitu faktoru ietekmé. To nosaka ne tikai
patérétaja atticksme un nodoms, bet art digitalas informacijas pieejamiba un kvalitate, digitala
marketinga un mediju ietekme, sociala ietekme, uztic€Sanas un uztverta ilgtsp&ja, ka arl
ekonomiskie un strukturalie nosacijumi.

Paterétaju pirkSanas 1émuma pienemsanas skaidroSanai zinatniskaja literatiira izstradati
vairaki teorétiskie modeli. Engela—Kolata—Blekvela (Engel-Kollat—Blackwell; EKB) modelis
pirkSanas lemumu apliiko ka secigu procesu no vajadzibas apzinaSanas un informacijas
mekl&Sanas Iidz alternativu izverteéSanai, pirkumam un p&cpirkuma noveértéjumam (Srivastava
et al., 2021). Hovarda—Seta (Howard—Sheth) modelis papildus akcenté informacijas avotu,
uztveres, macisanas un socialas vides nozimi patérétaja izvele (Premchandani, 2024). Planotas
uzvedibas teorija (Theory of Planned Behaviour; TPB) skaidro atticksmes, subjektivo normu
un uztvertds uzvedibas kontroles ietekmi uz uzvedibas nodomu un ricibu (Aizjen 1991).
Savukart Stimuls—Organisms—Reakcija (Stimulus—Organism—Response; SOR) modelis skaidro
argjas vides stimulu ietekmi uz patérétaja iekS€jiem uztveres procesiem un turpmako uzvedibu
(Hameed, 2022).

Promocijas darba izstradatais teorétiskais ietvars Sos modelus neaizstaj, bet paplasina to
piem&rojumu ilgtsp&jiga pirkSanas 1€muma skaidroSanai digitala marketinga un mediju
ekosistema. Taja integrétas Cetras savstarpgji saistitas dimensijas: digitalas informacijas un
digitala marketinga dimensija, socialas un mediju ietekmes dimensija, uzticéSanas un uztvertas
ilgtspejas dimensija, ka arT ekonomiski strukturala dimensija. Tadgjadi tradicionalajos
pirkSanas [émumu modelos apliikotie informacijas mekleSanas, uztveres, socialas ietekmes un
uzvedibas procesi tiek sasaistiti ar digitalas vides un ilgtsp&jiga patérina specifiku.

Teoretiskais ietvars paredz, ka digitala marketinga un mediju ekosisttma ietekmé
patérétajam pieejamas informacijas redzamibu, pieejamibu un interpretacijas kontekstu.
Informacijas kvalitate un ticamiba savukart ietekmé tas izvértésanu un uztveri. Saja procesa
uztverta ilgtsp€ja un uzticeéSanas veido bitisku starpposmu starp informacijas izvertéSanu un
pirkSanas lémumu, savukart Iémuma 1stenosanu ietekmé cena, produkta pieejamiba, ieradumi,
salidzinamiba un sociala ietekme. Lidz ar to pozitiva attieksme pret ilgtsp&ju ne vienmér
parversas faktiska ilgtsp€jiga pirkSanas riciba, kas atspogulo teorétiskaja literatiira konstat&to

attieksmes—ricibas plaisu.
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Digitala vide teorétiskaja ietvara tiek apliikota ne tikai ka informacijas izplatiSanas
kanals, bet ka akfiva patérétaja uztveres un lémumu veido$anas vide. Sadu pieeju pamato
pétijumi par digitalas vides, informacijas kvalitates, socialo mediju, uztic€sanas un socialas
ietekmes nozimi ilgtsp€jiga paterina veidoSana (Fischer et al., 2019; White et al., 2019; Kumar
et al., 2025; Al-Ababneh et al., 2025; Rosario & Dias, 2025).

Teoretiskas analizes rezultata izveidotais ietvars izmantots ka pamats promocijas darba
empiriskajam pétijumam. Ta logika atspogulota 1.1. attéla, kura paradita digitala marketinga
un mediju ekosistémas, informacijas izvertéSanas, uztvertas ilgtsp&jas un uzticéSanas, ka ari
socialo un ekonomiski strukturalo faktoru savstarp&ja saistiba ar ilgtsp€jiga pirkSanas lémuma

veidosanos. (skatit 1.2. attelu)

ligtspéjigas attistibas visparéja pieeja
ilgtspéjigs patérins, vides, socidld un ekonomiska
dimensija, zald ekonomika, SDGs u.c.

Patéretaju uzvediba )
un attieksmes-ricibas plaisa ilgtsp&jiga patérina konteksta |
vertibas, attieksme, motivacija, ierobeZojumi _',,J
hJ Kontekstualie
= s - " . - - THHOH
Digitala marketinga un mediju ekosistéma
SEQ, digitélie mediji, eWOM, mediju ekosistEéma Cena
l Fiegjamiba
leradumi
Uzticé8anas, informacijas ticamiba un (| Socidla ietekme
uztverta ilgtspéja e
informadjas kvalitste un tcamiba, uzoverts ilgspéja, uzticESands
¥
Patérétaju ilgtsp&jiga patérina lémumu
veidosanas
ilgtspé&jigs pirkuma nodoms un [Emums /

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

Teorétiskais ietvars atspogulo, ka pirkSanas lémuma veidoSanas sakas ar digitalaja
marketinga un mediju ekosisttma pieejamo informaciju un tas ietekmi uz patérétaja
informacijas telpu. Nakamaja posma paterétajs informaciju uztver, izverté tas kvalitati un

ticamibu, veido uztveri par produkta ilgtsp&ju un uzticé$anos informacijas avotam. Sie faktori

26



ietekmé pareju no informacijas un uztveres uz pirkSanas lémumu, kura istenosanu vienlaikus
nosaka sociala ietekme un ekonomiski strukturalie nosacijumi. Empiriski So teorétisko logiku
papildina Raksta VII izstradatais un ar strukturalo vienadojumu modeléSanu parbauditais
integrétais modelis, savukart Raksta V un Raksta VI rezultati to papildina ar eWOM, uztvertas

ilgtsp€jas un informacijas ticamibas aspektiem.
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2.Pétijuma metodologiskais pamatojums un dizains

2.1. Petijjuma dizains un organizacija

Promocijas darba pétijuma dizains veidots atbilstosi darba ka zinatnisko rakstu kopas
formai un p&tama procesa daudzdimensionalitatei. Tas apvieno teor&tiska pamatojuma izstradi,
septinos zinatniskajos rakstos iegiito empirisko rezultatu analizi un $o rezultatu sint€zi integréta
patérétaju ilgtspejigu pirkSanas léemumu veidoSanas modeli digitala marketinga un mediju
ekosistema.

Zinatniskie raksti netiek apliikoti ka izol@ti p&tijumi vai stingri hronologiska seciba.
Katrs raksts attista noteiktu pé€tijjuma problémas aspektu un sniedz ieguldijumu viena vai
vairakas analizes dimensijas. Promocijas darba 1. nodala izstradats teor&tiskais pamatojums, 2.
nodala pamatots pétijuma dizains, konceptualais ietvars un metodes, bet 3. nodala rakstu
empiriskie rezultati integréti Cetras analizes dimensijas un analiz&ts izstradatais modelis.

Promocijas darba p&tijuma dizaina organizacija un zinatnisko rakstu savstarpgja sasaiste
att€lota 2.1. attela.

PétTljuma dizains

1.posms 2.posms 3.posms 4.posms 5.posms 6.posms

G O A A 2 &

Zinatnisko Konceptuala Empiriska Datu analize Rezultatu
Teorétiskais rakstu kopas modela pétijuma sintéze un
pamatojums pétnieciska izveide organizacija integrétais
struktura modelis
* ilgtspéjigs * secigi saistiti * galvenie * pétijuma * apraksto3a e digitala vide -
patérins p&tijumi mainigie un izlases statistika uztvertd
* patérétaju e teorétiska un indikatori izveide e korelaciju ilgtspé&ja
uzvediba empiriska * analizes  kvantitativa analize ® uztverta
* digitalais virziba dimensijas aptauja ¢ strukturalo ilgtspéja -
marketings e rezultatu * pétijuma e datu vienadojumu uzticésanas
un mediju savstarpéja hipotétiskas iegidana modelé&sana ® uzticésanas -
ekosistéma papildinatiba sakaribas ilgtspéjigs
pirksanas
Iémums

ay Gy Gy -

2.1. attels. Promocijas darba pétjjuma dizaina shematiskais att€lojums
Avots: Autores veidots

Promocijas darba pétijuma pieeja
Promocijas darba izmantota seciga un integréjoSa pétijuma pieeja, kas apvieno
teorétisko analizi, empirisko izpé€ti un zinatnisko rakstu rezultatu sintézi. Secigums raksturo
pétijuma argumentacijas virzibu no teorétiska pamatojuma uz empirisko analizi un integréta
modela izstradi, nevis zinatnisko rakstu mehanisku hronologiju. P&tijjuma probléma apvieno
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ilgtspgjigas attistibas, patérétaju uzvedibas, digitala marketinga, mediju ekosisteémas,
uztic€Sanas, uztvertas ilgtspéjas un ekonomiski strukturalo nosacfjumu izpéeti. Tade] tas
skaidroSanai nepiecieSamas savstarp&ji papildinosas teorétiskas, kvantitativas un kvalitativas
metodes.

P&tijuma pieeju veido trTs savstarpgji saistiti limeni:

e Teorétiski konceptualaja Iiment analizeti ilgtsp€jiga paterina, pateérétaju uzvedibas, digitala
marketinga un mediju ekosisteémas teorétiskie pamati, precizéta terminologija un noteiktas
galvenas analizes dimensijas.

o Empiriskaja Iiment analizéta digitalas informacijas un digitala marketinga, socialas un
mediju ietekmes, uztic€Sanas un uztvertas ilgtsp&jas, ka ar1 ekonomiski strukturalo
nosacijumu nozime paterétaju ilgtsp&jigu pirkSanas lémumu veidosanas procesa.

¢ Integréjosaja [iment apkopoti un savstarpg&ji sasaistiti septinu zinatnisko rakstu teoretiskie
un empiriskie rezultati, izstradajot paterétaju ilgtsp&jigu pirkSanas 1€mumu veidosanas
modeli.

Sada pieeja lauj analizét ne tikai atseviskus faktorus, bet ari to savstarpgjo sasaisti,
pamatojot, ka patérétaju ilgtsp&jigu pirkSanas l€émumu veidoSanas nav lineara pareja no

informacijas uz pirkumu, bet daudzdimensionals process.

2.3.Pétijuma posmi un to sasaiste ar zinatniskajiem rakstiem

Zinatniskie raksti Saja struktira tiek skatiti ka savstarp€ji saistiti petijumi, kur katrs
raksts sniedz ieguldijumu noteikta petijuma aspekta izstrad€, vienlaikus papildinot ar citus
promocijas darba pétnieciskos posmus. Tadgjadi rakstu kopa netiek aplukota ka savstarpgji
nesaistitas publikacijas, bet gan ka vienota pétnieciska strukttira, kas lauj pakapeniski veidot
integrétu skaidrojumu par patérétaju ilgtspgjigu pirkSanas lémumu veidoSanos digitala
marketinga un mediju ekosistéma. Rakstu numeracija tabula saglabata atbilsto§i promocijas

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

P&tijuma posmu un zinatnisko rakstu kopas savstarp&ja sasaiste

Petnieciskais
posms

Posma saturs

Rakstu ieguldijums attiecigaja
posma

Ieguldijums
promocijas darba
kopéja dizaina

1. Ilgtspejigas
attistibas un
ilgtspejiga
patérina
teoretiska
pamata izveide

Ilgtspejigas
attistibas,
ilgtsp€jiga
paterina, zala
marketinga un
patérétaju
uzvedibas
teorgtisko
pamatu analize.

Raksts I veido sakotngjo teorgtisko
pamatu par zala marketinga nozimi
ilgtsp&jiga patérina un uzvedibas
mainas konteksta. Raksti II-VI
paplasina $o pamatu ar paterétaju
uzvedibas, digitala marketinga,
mediju ekosist€mas, uzticesanas un
uztvertas ilgtspgjas aspektiem.
Raksts VII integr ieprieksgjos
teorétiskos un empiriskos virzienus
kopgja

patérétaju ilgtspgjigu [emumu
veidoSanas skaidrojuma.

Nodrosina pétijuma
teoretisko
sakumpunktu un
pamato ilgtsp&jiga
patérina nozimi
patérétaju uzvedibas
un pirkSanas
lémumu izpete.

2. Paterétaju Pateretaju Raksts I skaidro za]a marketinga Pamato patérétaju
uzvedibas un attieksmes, nozimi paterétaju uzvedibas mainas | uzvedibas dimensiju
attieksmes— uztveres, veicinasana, savukart Raksts 11 un lauj skaidrot,
ricibas plaisas | motivacijas un padzilina paterétaju uzvedibas un kapec pozitiva
izpéte izveles analize zalas pirkSanas lémumu izpéti. attieksme pret
ilgtspgjiga Raksti III un IV paplasina So analizi | ilgtsp&ju ne vienmér
patérina un zalas | digitalas informacijas, digitala parversas ilgtspgjiga
pirkSanas marketinga un mediju ekosistémas pirkSanas 1émuma.
lémumu konteksta. Raksti V un VI papildina
konteksta. patérétaju uzvedibas skaidrojumu ar
uztic€Sanas un uztvertas ilgtsp&jas
aspektiem,
bet Raksts VII integre Sos aspektus
patéretaju ilgtspgjigu lémumu
veido§anas modeli.
3. Digitala Digitalas Raksts III tiesi analize Pamato digitalas
marketinga informacijas, mekl&tajprogrammu optimizacijas informacijas un
un mediju meklétajprogram | nozimi klientu lémumu pienemsana | socialas un mediju
ekosistemas mu digitala marketinga konteksta, ietekmes dimensiju,
nozimes optimizacijas, akcentgjot digitalas informacijas paradot, ka
izvertesana digitala redzamibu un pieejamibu. Raksts IV | paterétaju
marketinga, paplaSina So skatfjumu ar mediju ilgtsp&jigu pirkSanas
mediju ekosistemas ietekmes analizi lémumi veidojas
ekosistémas un paterétaju uzvediba un lémumu digitalas
socialas un pienemsana. Raksti I un I1 informacijas
mediju ietekmes | nodroSina sasaisti ar ilgtsp€jiga pieejamibas,

faktoru analize
patérétaju
l[emumu
veidoSanas
procesa.

patérina un paterétaju uzvedibas
pamatu, Raksti V un VI papildina
§0 posmu ar uzticgé$anas un uztvertas
ilgtsp&jas aspektiem, bet Raksts VII
integre digitala marketinga un
mediju ekosisteémas nozimi

kopéja paterétaju ilgtsp&jigu lemumu
veido§anas modeli.

redzamibas un
mediju ietekmes
apstak]os.
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Petnieciskais Posma saturs Rakstu ieguldijums attiecigaja Ieguldijums
posms posma promocijas darba
kopéja dizaina
4.UzticéSanas, UzticgSanas, Raksts V analiz€ digitalo mediju Pamato uzticeSanas
informacijas digitalo mediju ietekmi un paterétaju uzticéSanos un uztvertas
ticamibas un ietekmes, ilgtsp&jiga paterina IEmumu ilgtspgjas dimensiju,
uztvertas ilgtspgjas veido$ana, savukart Raksts VI skaidrojot, ka
ilgtspejas informacijas padzilina uztvertas ilgtsp€jas un patérétaji noverte
analize ticamibas un uzticéSanas savstarpgjo saikni digitala | ilgtsp&jas
uztvertas ilgtspgjiga paterina [emumu informaciju un ka
ilgtsp€jas veidoSanas konteksta. uzticéSanas ietekme
nozimes Raksti III un IV sasaista So posmu | ilgtspgjigu pirkSanas
izvertéSana ar digitalas informacijas un mediju lémumu veidosanos.
patérétaju ekosistemas ietekmi, Raksti I un II
ilgtspgjigu nodrosina ilgtsp&jiga paterina un
pirksanas patéretaju uzvedibas pamatu, bet
lémumu Raksts VII integré uztic€sanas un
veidoSanas uztvertas ilgtspgjas nozimi kopgja
procesa. patérétaju ilgtsp&jigu
1émumu veidoSanas modeli.
5. Paterétaju Ieprieks Raksts VII veido integréjoso posmu, | NodroSina
ilgtspejigu identific€to kura sasaistiti Rakstos I-VI attistitie | promocijas darba
pirksanas teoretisko un teorétiskie un empiriskie rezultati par | kop€jo zinatnisko
lémumu empirisko ilgtsp&jigu patérinu, pateretaju pienesumu -
veido$anas dimensiju uzvedibu, digitalo informaciju, integrétu
integréeta savstarpgja digitala marketinga un mediju skaidrojumu par to,
modela sasaiste un ekosistemas ietekmi, uzticeSanos un | ka digitala
izstrade integréta uztverto ilgtsp&ju. Raksti I-VI informacija, socialas
skaidrojuma nodrosina modela pamatojumu, un mediju ietekmes
izveide par savukart Raksts VII §1s dimensijas faktori, uzticéSanas,
patérétaju apvieno integréta paterétaju uztverta ilgtspgja un
ilgtspgjigu ilgtsp&jigu pirksSanas lémumu ekonomiski
pirksanas veidoSanas skaidrojuma. strukturalie
lémumu nosactjumi ietekme
veidoSanos paterétaju
digitala ilgtsp€jigu pirkSanas
marketinga un lémumu veido$anos.
mediju
ekosistema.

Avots: Autores veidots

Tadgjadi pamatotais pétijuma dizains parada, ka promocijas darbs ka zinatnisko rakstu
kopa ir organizets seciga un savstarp€ji saistita petnieciska struktiira. Petjjuma posmi nodro§ina
pareju no ilgtsp€jiga patérina un paterétaju uzvedibas teor€tiska pamatojuma uz digitala
marketinga un mediju ekosist€émas, uztic€Sanas, uztvertas ilgtsp&jas un ekonomiski strukturalo
nosacijumu analizi. Sada struktira veido pamatu turpmakajai konceptuala modela, galveno

analizes dimensiju un pétijjuma metoZu pamatosanai.

2.4.Pétijuma konceptuala ietvara veidoSanas pamatojums un analizes dimensijas
Promocijas darba teorétiskaja pamatojuma tika secinats, ka paterétaju ilgtspgjigu
pirkSanas [émumu veidoSanas digitala marketinga un mediju ekosistéma nav skaidrojama tikai
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ar paterétaja 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 ilgtsp&ja un ekonomiski strukturalie
nosacijumi. Analizes dimensijas nav interpret€jamas ka p&tijuma posmu atkartojums. P&tjjuma
posmi raksturo promocijas darba ka zinatnisko rakstu kopas secigu organizaciju, savukart
analizes dimensijas nosaka konceptuala modela galvenos satura blokus. Konceptuala modela
izveide ir nepiecieSama, lai promocijas darba savstarp€ji sasaistitu zinatnisko rakstu kopa
ieglitos teoretiskos un empiriskos rezultatus vienota skaidrojuma. Ta ka promocijas darbs ir
izstradats ka zinatnisko rakstu kopa, modelis nav reducgjams uz viena atseviska empiriska
pétijuma rezultatu, bet gan apvieno vairakos rakstos analizétas dimensijas. Tadgjadi
konceptualais modelis kalpo ka instruments, kas lauj paradit, ka atseviski pétijuma elementi
veido kopgju skaidrojumu par paterétaju ilgtsp&jigu pirkSanas [@mumu veidosanos digitala

marketinga un mediju ekosist€éma.

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.

2.2.tabula
Pétijuma analizes dimensijas
Analizes dimensija Dimensijas saturs Nozime konceptualaja modeli
Digitalas Digitala marketinga risinajumu Skaidro, ka digitalais marketings un
informacijas un nozime ilgtsp€jas informacijas digitala informacija palidz
digitala marketinga | redzamibas, pieejamibas, paterétajam identificét, salidzinat
dimensija sasniedzamibas un saprotamibas un novertet ilgtspejigus produktus,
nodros§inasana digitalaja vide. pakalpojumus vai zimolus.
Socialas un mediju Mediju ekosistemas, digitalas Parada, ka paterétaja [emums
ietekmes dimensija informacijas aprites un socialas neveidojas tikai individuali, bet arl
ietekmes faktoru nozime paterétaja mediju ekosist€mas, digitalas
uztveres, atticksmes un izvéles informacijas aprites un socialas
veidoSanas procesa. ietekmes apstaklos.
UzticeéSanas un Uzticesanas ilgtsp€jas vestijumiem, | Skaidro, ka paterétajs noverte
uztvertas ilgtspéjas informacijas ticamiba, uztverta ilgtsp&jas informacijas ticamibu un
dimensija ilgtsp&ja un zalmaldinasanas riska ka uztic€Sanas un uztverta ilgtspgja
uztvere. ietekme ilgtsp&jigu pirkSanas
lémumu veidoS$anos.
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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
nosacijumi. 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. Tadgjadi patérétaju ilgtsp€jigu pirkSanas lémumu veidoSanos var skaidrot ka
daudzdimensionalu procesu. Saja procesa digitalais marketings un digitala informacija
nodroSina ilgtspgjas informacijas redzamibu un sasniedzamibu, mediju ekosisteéma un socialas
ietekmes faktori ietekmé §is informacijas uztveri un interpretaciju, uztic€Sanas un uztverta
ilgtsp&ja nosaka ilgtsp€jas vestijumu ticamibas novertejumu, bet ekonomiski strukturalie
nosacijumi ietekmé lémuma praktiskds TstenoSanas iesp&jas. Sada pieeja veido pamatu

turpmakai petijuma metozu izvéles, ka arT mainigo un indikatoru sasaistes pamatosanai.

2.5.Petijjuma metoZu pamatojums

Promocijas darba metozu izvéle ir pakartota p&tijuma mérkim, zinatnisko rakstu kopas
struktlirai un pamatotajam analizes dimensijam. Ta ka promocijas darba centra ir patérétaju
ilgtsp&jigu pirkSanas [émumu veidoSanas digitala marketinga un mediju ekosistéma, petijuma
izmantotas metodes ir verstas uz to, lai pamatotu 1 procesa teorétiskos priekSnoteikumus,
empiriski analiz€tu to ietekmé&joSos aspektus un izstradatu empiriski pamatotu paterétaju
ilgtsp&jigu pirksanas lémumu 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 modelésanu. Sada pieeja ir
piemé&rota promocijas darbam zinatnisko rakstu kopas forma, jo lauj katra raksta rezultatus
interpretét ne tikai atseviski, bet arT kop&ja petijuma dizaina. MetoZu izvéle izriet no pétijjuma
daudzdimensionalitates. Tadel promocijas darba izmantota savstarp€ji papildinoSu metoZzu
kombinacija, kas lauj pamatot teor€tisko ietvaru, empiriski izvertét petijuma analizetas
dimensijas un integrét iegtitos rezultatus vienota konceptuala modeli.

Teoretiska pamatojuma izstradé izmantota monografiska jeb apraksto$a metode,
analizes un sint€zes metode, ka arT sistematizacijas un visparinasanas metode. Tas izmantotas
teorétisko pieeju izverteéSanai, pétjjuma terminologijas preciz€Sanai un zinatnisko rakstu
rezultatu sakartoSanai cCetras analizes dimensijas. Grafiskd un analitiskas interpretacijas
metodes izmantotas petijuma struktiiras, empirisko rezultatu, dimensiju un modela att€loSanai
un skaidroSanai. Empirisko datu ieguvei izmantotas aptaujas, ekspertu intervijas, ttmeklvietnu
analize, ka arT dokumentu un digitalo materialu analize atbilstoSi katra zinatniska raksta

pétijuma uzdevumiem. Aptaujas sniedz datus par patérétaju attieksmi, digitalas uzvedibas
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paradumiem, informacijas uztveri, socialo un mediju ietekmi, uztic€Sanos, uztverto ilgtsp&ju un
pirkSanas Iémumu veidoSanas pieredzi. Ekspertu intervijas un citu digitalas vides objektu
analize papildina patérétaju datu interpretaciju ar uznéméjdarbibas un digitala marketinga
kontekstu. Kvantitativaja datu analiz€ atbilstoSi rakstu pétijjuma uzdevumiem izmantota
aprakstosa statistika, korelacijas un regresijas analize, statistiski nozimigu atskiribu parbaude,
regresija balstita celu analize un strukturalo vienadojumu modelé$ana. Sis metodes lauj
raksturot respondentus un galvenas tendences, noteikt saiknes starp petijuma faktoriem, izvertet
respondentu grupu atskiribas un analizet tie$as un netiesas saiknes Iemuma veidoSanas procesa.

Petijuma analiz@tie raditaji saistiti ar iepriek§ noteiktajam analizes dimensijam.
Centralais skaidrojamais elements ir patérétaju ilgtspéjigu pirkSanas lémumu veidoanas. So
procesu skaidrojosas dimensijas ir digitalas informacijas un digitala marketinga dimensija,
socialas un mediju ietekmes dimensija, uztic€Sanas un uztvertas ilgtsp&jas dimensija, ka ari
ekonomiski strukturala dimensija. Ekonomiski strukturala dimensija $aja petijuma aplukota ka
papildinoSa dimensija, kas raksturo pat€rétaju uztvertos pirkSanas l€mumu ietekméjoSos
mainigos, piem&ram, cenas uztveri, produktu pieejamibu, informacijas salidzinamibu un
pirkuma &rtumu, nevis ka patstaviga ekonomisko kategoriju analize.

PirkSanas lémumu veidoSanas procesa un konceptuala modeléSana izmantota, lai
integrétu teoretiskas atzinas un zinatnisko rakstu empiriskos rezultatus Cetras savstarpgji
saistitas dimensijas. Centralais analiz€jamais process ir patérétaju ilgtsp€jigu pirkSanas lemumu
veidoSanas, bet to skaidro digitalas informacijas un digitala marketinga, socialas un mediju
ietekmes, uztic€Sanas un uztvertas ilgtsp&jas, ka art ekonomiski strukturala dimensija. Petijuma
izmantoto metoZzu un zinatnisko rakstu kopas sasaiste apkopota 2.3. tabula.

2.3.tabula

Pétijuma metoZu un zinatnisko rakstu kopas sasaiste

patérina, paterétaju
pirkSanas lémumu
veidosanas, digitala
marketinga un mediju
ekosistémas teorétiskajiem
aspektiem.

ilgtsp@jiga paterina,
patérétaju uzvedibas,
digitala marketinga un
mediju ekosisteémas
teoretiskie aspekti.

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

palidz preciz&t promocijas
darba lietotos jeédzienus.
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Metode

Pielietojums promocijas
darba

Sasaiste ar
zinatniskajiem rakstiem

Ieguldijums promocijas
darba pétijuma dizaina

Grafiska metode

Izmantota empirisko datu
raksturojoso raditaju,
pétijuma posmu, analizes
dimensiju un izstradata
patéretaju ilgtspejigu
pirkSanas lemumu
veidoSanas modela vizualai
att€losanai.

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

Palidz strukturéti paradit
pétfjuma rezultatus,
dimensiju savstarpgjo
sasaisti un modela uzbuivi.

Analizes un
sintézes metode

Izmantota, lai analizétu
atseviskas teorétiskas
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 izvertésanai,
pasi nozimiga, sasaistot
Rakstu I-VI rezultatus ar
Raksta VII integréjoso
ievirzi.

Nodrosina iespgju
zinatnisko rakstu rezultatus
skatit ka savstarpgji saistitu
pétijuma kopumu, nevis ka
atsevisku publikaciju
summu.

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 ilgtspgjas
dimensija, ka arT ekonomiski
strukturalaja dimensija.

Raksti I-VII. Tpasi
nozimiga Raksta VII, kur
ieprieksg€jo rakstu
rezultati tiek sasaistiti
vienota dimensiju
sistéma.

Nodrosina pareju no
atsevisku rakstu
rezultatiem uz integrétu
dimensiju sistému, kas
nepieciesama modela
izstradei.

Analitiskas
interpretacijas
metodes

Izmantotas, lai strukturéti
interpretétu pétijjuma
rezultatus un skaidrotu
digitala marketinga un
mediju ekosistémas ietekmi
uz patérétaju ilgtsp&jigu
pirksanas lémumu
veidoSanos.

Raksti I-VIIL. 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 patérétaju
viedoklus, attieksmi,
digitalas uzvedibas
paradumus, uzticésanos
ilgtspgjas informacijai un

Raksti I-VII, atbilstosi
katra raksta empiriskajam
fokusam.

Nodrosina empirisko datu
bazi paterétaju uztveres,
attieksmes, uztic€$anas un
pirkSanas [émumu
veidoSanas aspektu
analizei.

ilgtspgjigu pirksanas

lémumu veidoSanas

pieredzi.
Aprakstosa Izmantota respondentu Raksti I-VII. Izmantota Sniedz sakotng&jo empirisko
statistika socialdemografiska empirisko datu sakotn&jai | pamatu p&tijuma dimensiju

raksturojuma, digitalas
uzvedibas paradumu,
ilgtsp&jas uztveres un
pirkSanas lemumu
veidosanas aspektu
raksturoSanai.

raksturo$anai un galveno
tendencu noteikSanai.

raksturo$anai un
respondentu atbilzu
strukturétai interpretacijai.

Ekspertu intervijas

Izmantotas, lai padzilinati
interpret€tu empiriskos
rezultatus, izvertetu digitala
marketinga un mediju
ekosisteémas ietekmi uz
pateérétaju ilgtspgjigu
pirkSanas [Emumu

Raksts VII un promocijas
darba nosléguma dala,
kura integréti visu
zinatnisko rakstu
rezultati. Ekspertu
vertgjums izmantots
rezultatu interpretacijas

Papildina kvantitativo datu
analizi un sniedz
kvalitativu pamatojumu
petijuma rezultatu
interpretacijai un modela
praktiskajai nozimei.
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korelacijas analize | sakaribas starp digitala
marketinga uztveri, mediju
lietosanas paradumiem,
uztic€$anos ilgtspejas
informacijai, uztverto
ilgtsp&ju un paterétaju
ilgtsp@jigu pirkSanas
lémumu veidosanos.

nozimiga rakstos, kuros
analiz&tas saiknes starp
digitalas informacijas,
mediju ietekmes,
uztic€sanas un pirkSanas
lémumu veidoSanas
aspektiem.

Metode Pielietojums promocijas Sasaiste ar Ieguldijums promocijas
darba zinatniskajiem rakstiem | darba pétijuma dizaina
veidoSanos un pamatotu un modela pamatojuma
izstradata petjjuma nostiprinasanai.
konceptuala ietvara
interpretaciju.
Sakaribu un Izmantota, lai analiz&tu Raksti II-VII. Tpasi Palidz empiriski pamatot

savstarp¢jas saiknes starp
pétijuma dimensijam un
patérétaju ilgtspgjigu
pirkSanas lémumu
veidoSanos.

Izmantota, lai izvertétu
atSkiribas patérétaju
ilgtsp&jigu pirk§anas
lémumu veido$anas aspektos
atkariba no respondentu
socialdemografiskajam
pazimém un digitalas
uzvedibas raksturojuma.

Statistiski nozimigu
atSkiribu parbaude

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

Lauj noteikt, vai ilgtsp&jigu
pirksanas [émumu
veidoSanas aspekti atSkiras
dazadas respondentu
grupas, neparversot §o
analizi par atsevisku
segmentacijas modeli.

PirkSanas lemumu
veidoSanas procesa

Izmantota, lai analizétu
patérétaju ilgtsp&jigu

Raksti I-VII. Tpasi
nozimiga Raksta VII, kur

Nodrosina pamatu
pateretaju ilgtspejigu

ietvara izstrade datu iegtisanas un analizes
metodes, zinatnisko rakstu
rezultatu integraciju,
izstradatu empiriski
pamatotu patérétaju
ilgtsp&jigu pirksanas
lémumu veido$anas modeli.

teorétiskajiem un
empiriskajiem
rezultatiem.

modelésana pirkSanas [Emumu tiek sasaistiti iepriek$€jo | pirkSanas [émumu
veidoSanos ka rakstu rezultati. veidoSanas procesa
daudzdimensionalu procesu strukturéSanai, nemot véra
digitala marketinga un ¢etru dimensiju savstarpgjo
mediju ekosisteémas sasaisti.
konteksta.

Pétijuma Izmantota, lai, balstoties uz Raksts VII, balstoties uz Nodrosina promocijas

konceptuala teorétiska pamatojuma, Rakstu I-VI darba sasniedzamo

rezultatu - empiriski
pamatotu modeli, kas
strukturé digitala
marketinga un mediju
ekosistémas ietekmi uz
pateretaju ilgtspejigu
pirksanas lemumu
veidoSanos.

Avots: Autores veidots

Tadgjadi pétijuma metozu izv€le nodroSina sasaisti starp teor€tisko pamatojumu,
empirisko analizi, ekspertu veért§jumu un pétjjuma konceptuala ietvara izstradi. Izmantotas
metodes veido vienotu metodologisku pamatu zinatnisko rakstu kopas rezultatu savstarp&jai
sasaistiSanai un digitala marketinga un mediju ekosist€mas ietekmes uz patérétaju ilgtsp&jigu

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 pamatu veido septini savstarpgji saistiti zinatniskie raksti.
Tie atSkiras pec pétijuma objekta, izlases, datu ieguves un analizes metodém, tade] to rezultati
nav interpret§jami ka viena kopiga empiriska petijjuma dati vai savstarpgji tieSi salidzinami
raditaji. Promocijas darba izmantota tematiska sintéze, identificgjot vairakos petijumos atkartoti
konstatétas saiknes un to ieguldijumu patérétaju ilgtsp€jigu pirkSanas I€mumu veidoSanas

skaidroSana.

Raksti I un II veido sakotngjo empirisko pamatu paterétaju attieksmes, zala marketinga,
uztic€Sanas un attieksmes-ricibas plaisas izp&tei. Raksti III un IV paplasina analizi digitalas
redzamibas, digitala marketinga un mediju ekosisteémas virziena. Raksti V un VI empiriski
analize digitalo mediju, informacijas kvalitates, uztvertas ilgtsp€jas un uztic€Sanas savstarp&jas
saiknes, savukart Raksts VII parbauda centralo secigo saiknu struktiiru starp digitalo vidi,

informaciju, uztic€Sanos un ilgtsp&jigu l€émumu. Zinatnisko rakstu galvenie rezultati un

ieguldijums rakstu kopas sint€z€ apkopots 3.1. tabula.

3.1.tabula
Zinatnisko rakstu galvenie empiriskie rezultati un ieguldijums rakstu kopas sinteze

Raksts Galvenie empiriskie rezultati Nozime rakstu kopa

Raksts I Uzticesanas zalajam marketingam pozitivi Pamato ilgtsp&jas informacijas ticamibas
saistita ar zalo pirkumu biezumu (r = 0,58). un uzticéSanas nozimi, ka ar1
Cenu ka pirkuma $kérsli noradija 67% ekonomisko un pieejamibas nosacijumu
respondentu, produktu pieejamibu — 54%. ietekmi uz pirkuma istenosanu.

Raksts 11 Tikai 22% respondentu regulari iegadajas Padzilina attieksmes-ricibas plaisas
videi draudzigus produktus. Galvenie $kérsli | skaidrojumu un pamato socialas
ir cena (68%), nepietiekama informacija ietekmes, uzticésanas un ekonomiski
(47%), zema uzticéSanas eko mark&umiem strukturalo nosacijumu nozimi.

(38%) un ierobezota pieejamiba (35%).
Jaunakaja grupa socialo ietekmi atzina 41%,
bet grupa virs 50 gadiem - 16%
respondentu.

Raksts I 19% analiz&to uznémumu nebija Pamato digitalo redzamibu un
timeklvietnes, tikai 18% uzpémumu informacijas atrodamibu ka sakotngju
parstavju pilniba izprata SEO, bet priek$noteikumu piedavajuma
timeklvietnu analizé konstatétas satura, ieklauSanai patérétaja izverteSanas
atslegvardu, att€lu un lapu aprakstu procesa.
nepilnibas.

Raksts IV 37% jaunieSu noradija, ka vinu pedgjo Raksturo mediju ekosistemu ka
pirkumu veicinaja digitala marketinga informacijas, uzmanibas un izvéles
aktivitate, bet 26% nebiitu pieversusi veidoSanas vidi, Tpasi jaunaku paterétaju
uzmanibu produktam bez digitalas grupa.
informacijas.
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Raksts Galvenie empiriskie rezultati Nozime rakstu kopa

Raksts V Digitalo mediju ietekme saistita ar Empiriski pamato digitalo mediju
uztic€Sanos digitalajai informacijai (B = netieSo ietekmi uz pirkuma nodomu,
0,54; p <0,001), uzticéSanas ar attiecksmi izcelot uztic€sanos un attieksmi ka

pret ilgtsp&jigiem produktiem (B = 0,61; p < starpposmus.
0,001), bet atticksme ar ilgtsp&jiga pirkuma
nodomu (f = 0,68; p <0,001).

Raksts VI Digitala redzamiba (B = 0,31; p < 0,001), Pamato informacijas kvalitati ka
mediju ietekme (B =0,27; p <0,01) un nozimigako uztvertas ilgtsp&jas
informacijas kvalitate (B = 0,43; p <0,001) veidotaju un uztverto ilgtsp&ju un
saistita ar uztverto ilgtsp&ju. Uztverta uztic€Sanos ka savstarpgji saistitus
ilgtsp&ja saistita ar uztic€sanos (f = 0,55; p lémuma veidoSanas elementus.

< 0,001), bet uzticesanas ar ilgtsp&jiga
patérina [émumu (B = 0,49; p < 0,001).

Raksts VII Apstiprinata seciga saiknu struktiira: digitala | Empiriski parbauda rakstu kopas
vide — informacija (B = 0,64; p < 0,001), centralo secigo mehanismu un nodrosina
informacija — uzticésanas (= 0,72; p < pamatu rezultatu integracijai kop&ja
0,001), uzticesanas — lémums (= 0,68; p modeli.

< 0,001). Informacijas netiesa ietekme caur
uzticéSanos ir f = 0,49 (p <0,001). Modela
atbilstibas raditaji: CFI = 0,94, TLI = 0,93,
RMSEA = 0,052 un SRMR = 0,041.

Avots: Autores veidots

Tabula apkopotie rezultati atklaj rakstu kopas argumentacijas attistibu. Raksti I un II
identific€ sakotngjo neatbilstibu starp pozitivu attieksmi pret ilgtsp&ju un pirkuma TstenoSanu.
Raksti IIT un IV parada, ka digitala vide nosaka informacijas redzamibu un patérétaja saskari ar
piedavajumu. Raksti V un VI empiriski pamato uztic€Sanas un uztvertas ilgtsp&jas nozimi pareja
no digitalas informacijas uz pirkuma nodomu vai lémumu, savukart Raksts VII parbauda So
saiknu centralo secibu.

Rezultatu interpretacija janem véra atsSkirigais rakstu empiriskais tvérums. Raksts III
sniedz digitalas redzamibas kontekstualu pamatojumu uznémumu timeklvietnu vide, nevis tiesi
parbauda ilgtsp&jigu patérétaju pirkSanas lémumus. Raksta IV rezultati galvenokart raksturo
jaunieSu segmentu, bet Raksta V analizéts pirkuma nodoms, kas nav pilniba pielidzinams
faktiskam pirkumam. Raksti VI un VII sniedz nozimigako strukturalo saiknu empirisko
pamatojumu, tome@r ar1 to rezultati interpretéjami attiecigo izlaSu un pasnovertétu datu robezas.
Tadgjadi rakstu kopas veértiba izriet nevis no visu datu tieSas salidzinasanas, bet no savstarp&ji

papildinoSu pieradijumu sintézes.
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3.2. Empirisko rezultatu sintéze ¢etras analizes dimensijas

Rakstu kopas empiriskie rezultati analizéti Cetras savstarp€ji saistitas dimensijas:
digitalas informacijas un digitala marketinga, socialas un mediju ietekmes, uztic€Sanas un
uztvertas ilgtspgjas, ka ar1 ekonomiski strukturalaja dimensija. Dimensijas neveido savstarp&ji
izoletus blokus, tacu katrai no tam ir atskiriga funkcija patérétaju ilgtsp€jigu pirkSanas [lémumu
veidosanas skaidrojuma.

Digitalas informacijas un digitala marketinga dimensija

Digitalas informacijas un digitala marketinga dimensija raksturo ilgtsp&jas informacijas
redzamibu, atrodamibu, kvalitati, saprotamibu un izmantojamibu. Raksta III rezultati parada, ka
digitala redzamiba ir sakotngjs priekSnoteikums: piedavajums nevar nonakt paterétaja
izverte€Sanas procesa, ja informacija nav atrodama vai timeklvietn€ nav pietiekami strukturéta.
Tomér digitala redzamiba pati par sevi nenodrosina ilgtspg€jiga Iémuma veidosanos.

Rakstu I un II rezultati apliecina, ka patérétajiem nepiecieSama ne tikai pieejama, bet ari
saprotama, parbaudama un uzticama informacija. Nepietieckama informacija un griitibas novertet
ilgtspgjas apgalvojumus digitalaja vide kave alternativu salidzinasanu un palielina skepsi. Raksta
VI informacijas kvalitatei konstatéta sp&cigaka saikne ar uztverto ilgtsp&ju (B = 0,43) neka
digitalajai redzamibai ( = 0,31) vai mediju ietekmei ( = 0,27). Tas pamato, ka komunikacijas
rezultativitati nenosaka tikai sasniedzamiba vai informacijas daudzums, bet tas skaidriba,
pieradamiba un atbilstiba paterétaja izvertéSanas vajadzibam.

Raksts VII So atzinu integré seciga struktiira, kur digitala vide saistita ar informacijas
uztveri, bet informacija ar uzticéSanos. Tadgjadi digitalas informacijas un digitala marketinga
dimensija nodroSina l@muma veidoSanas sakotng&jos priekSnoteikumus, tau tas ietekme
galvenokart realiz€jas saistiba ar pargjam dimensijam.

Socialas un mediju ietekmes dimensija

Socialas un mediju ietekmes dimensija raksturo digitalas platformas, socialas normas,
citu lietotaju pieredzi, elektronisko mutvardu komunikaciju (eWOM), atsauksmes un
algoritmiski strukturétu informacijas apriti. Raksta II rezultati atklaj izteiktas vecuma grupu
atSkiribas: jaunaku patérétaju izveles biezak ietekmé draugu uzvediba un socialajos medijos
redzamais saturs. Tas parada, ka digitala vide jaunakajas grupas darbojas ne tikai ka informacijas
avots, bet ar1 ka socialas apstiprinaSanas un normativas ietekmes vide.

Raksta IV rezultati apliecina, ka jaunieSu ikdienas informacijas un pirksanas vide ir ciesi
saistita ar digitalajiem medijiem. Digitala marketinga aktivitates veicinaja produkta pamaniSanu
un pirkuma impulsu, tomer Sie rezultati interpretéjami konkrétas vecuma grupas ietvaros. Raksts

V paplasina So skaidrojumu, paradot, ka digitalo mediju ietekme uz pirkuma nodomu darbojas
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netiesi, bet caur uzticéSanos digitalajai informacijai un attieksmi pret ilgtsp&jigiem produktiem.
Raksta VI konstatéta mediju ietekmes saikne ar uztverto ilgtsp&ju parada, ka mediju vide pilda
ne tikai informativu, bet ar7 interpretativu funkciju. Patérétajs digitalaja vidé ne tikai sanem
informaciju, bet verté to socialo signalu, atsauksmju, citu lietotaju pieredzes un platformu
konteksta. Tade] socialas un mediju ietekmes dimensija nosaka, ka ilgtsp&jas informacija tiek
interpret€ta un sociali apstiprinata.
UzticéSanas un uztvertas ilgtspéjas dimensija

Uztice$anas un uztvertas ilgtsp&jas dimensija skaidro pareju no informacijas sanemsanas
un izvertésanas uz gatavibu pienemt ilgtsp&jigu pirkSanas [émumu. Raksta I konstatéta pozitiva
saikne starp uztic€Sanos zalajam marketingam un zalo pirkumu bieZzumu apliecina, ka ilgtsp&jas
komunikacija ir iedarbiga tikai tad, ja ta tiek uztverta ka ticama. Raksta II rezultati papildina So
secinajumu, paradot paterétaju atskirigo uzticesanos dazadiem eko mark&umiem un skepsi pret
nepietickami pamatotiem ilgtsp&jas apgalvojumiem. Raksta V uzticeéSanas digitalajai
informacijai darbojas ka starpposms starp digitalo mediju ietekmi un attieksmi pret ilgtsp&jigiem
produktiem. Ta ka Saja raksta iznakuma raditajs ir pirkuma nodoms, rezultati pamato patérétaja
gatavibas veidoSanos, nevis tieSi noverotu pirkumu. Raksta VI uztverta ilgtsp&ja analizéta ka
paterétaja vertgjums par produkta vai zimola atbilstibu ilgtspgjas principiem. Informacijas
kvalitate, digitala redzamiba un mediju ietekme saistita ar uztverto ilgtsp&ju, kas savukart saistita
ar uzticéSanos un ilgtspgjiga patérina lémumu. Raksta VII uzticéSanas iepem centrala
starpnieckmehanisma lomu: informacijas saikne ar 1€émumu liela méra izpauzas netiesi, caur
uzticéSanas veidoSanos. Tas pamato, ka patérétajam nepietiek ilgtsp€jas informaciju tikai
pamanit. Informacijai javeido ticams priekSstats par produkta, pakalpojuma vai zZimola ilgtsp&ju.
Ja ilgtsp€jas apgalvojumi ir neskaidri, neparbaudami vai neatbilst uznémuma ricibai,
informacijas pieaugums var palielinat skepsi, nevis veicinat pirkSanas lémumu.
Ekonomiski strukturala dimensija

Ekonomiski strukturala dimensija raksturo nosacijumus, kas ietekmé ilgtspgjiga
pirkSanas lémuma praktisko TstenoSanu: cenu, produktu un pakalpojumu pieejamibu, tirgus
piedavajumu, alternativu salidzinamibu un izvéles &értumu. Sis dimensijas empiriskais
pamatojums visvairak izriet no Rakstiem I un II. Raksta I cenu ka biitisku Skérsli noradija 67%
respondentu, bet ierobezotu produktu pieejamibu 54%. Raksta II tikai 22% respondentu regulari
iegadajas videi draudzigus produktus, savukart galvenie skérsli bija augstaka cena, nepietickama
informacija, zema uzticé$anas eko mark&umiem un ierobeota pieejamiba. Sie rezultati
apliecina, ka pozitiva attieksme, informétiba un uzticéSanas vel negarant€ pirkuma istenoSanu.

Ekonomiski strukturala dimensija promocijas darba nav interpretéjama ka patstaviga
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cenas, ienakumu, izmaksu vai tirgus struktiiras ekonomiska analize. Ta raksturo paterétaja
uztvertos l€émuma IstenoSanas nosacijumus. Atskiriba no digitalas informacijas, socialas un
mediju ietekmes, uztic€Sanas un uztvertas ilgtsp&jas dimensijam ta nav vienada apjoma
operacionaliz€ta ka atseviSks latentais mainigais visos strukturalajos modelos. Tadel ta
integrétaja modell pamatoti interpret€jama ka papildinosa nosacijumu grupa, kas var veicinat
vai partraukt ieprieks izveidojusos gatavibu rikoties.

Lai saglabatu dimensiju konceptualo noSkirumu, digitala redzamiba un informacijas
kvalitate attiecinama uz digitalas informacijas un digitala marketinga dimensiju. Ekonomiski
strukturalaja dimensija ieklaujami tieSi pirkuma TstenoSanas nosacijumi, t.i. cena, produkta
pieejamiba, tirgus piedavajums, alternativu salidzinamiba un pirkuma &rtums.

Apkopojot Cetru dimensiju rezultatus, digitalas informacijas un digitala marketinga
dimensija nodroSina ilgtsp&jigas izveles pieejamibu un pamanamibu, socialas un mediju
ietekmes dimensija nosaka tas interpretacijas un socialas apstiprinasanas kontekstu, uzticéSanas
un uztvertas ilgtsp€jas dimensija ietekm€ informacijas pienemsanu, bet ekonomiski strukturala
dimensija nosaka lémuma praktiskas istenosanas iesp&jas. So funkciju savstarpgja saistiba

pamato paterétaju ilgtspejigu pirkSanas Ilémumu veidosanas daudzdimensionalo raksturu.

3.3. Integréta modela analize, hipotézes un aizstaveSanai izvirzito téZu pamatojums

Integrétais modelis izstradats, sintez&jot Rakstu I-VII teorétiskos un empiriskos
rezultatus. Tas nav viena atseviSka raksta empiriska modela tieSs parnesums uz promocijas
darbu. Raksta VII empiriski parbaudita modela centrala secigo saiknu struktiira, kuru veido
digitala vide, informacija, uztic€Sanas un lémums. Savukart pilnais ¢etru dimensiju modelis
veidots, So strukttru papildinot ar Rakstos [-VI identificétajiem socialas un mediju ietekmes,
uztvertas ilgtsp€jas un ekonomiski strukturalajiem nosacijumiem. Modela argjo ietvaru veido
digitala marketinga un mediju ekosisteéma, kura pateérétajs sastopas ar uznemumu komunikaciju,
digitalajam platformam, mekletajprogrammam, socialo mediju saturu, elektronisko mutvardu
komunikaciju, atsauksmém un algoritmiski atlasitu informaciju. ST vide ietekmé ne tikai
informacijas sasniedzamibu, bet ar1 tas interpretaciju, ticamibas noveérte§jumu un paterétaja
izveles iespgjas.

Pamatojoties uz rakstu kopas rezultatu sint€zi, integrétaja modeli ietvertas cCetras
savstarpgji saistitas dimensijas:

1) digitalas informacijas un digitala marketinga dimensija;

2) socialas un mediju ietekmes dimensija;

3) uzticéSanas un uztvertas ilgtsp&jas dimensija;

4) ekonomiski strukturala dimensija.
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DIGITALA MARKETINGA UN MEDIJU EKOSISTEMA

: 1.DIGIT§LI‘§S INFORMACIJAS UN DIGITALA 2.SOCIALAS UN MEDIJU IETEKMES DIMENSIJA :
: MARKETINGA DIMENSIJA . ) H
* Informacijas pieejamiba un saturs 4_’ : i:’é:;}assgtoj gisnﬂgézt::gg

» digitala marketinga véstijumi
= ilgtsp&jas komunikacija un zZimolu aktivitates

3.UZTICESANAS UN UZTVERTAS ILGTSPEJAS DIMENSIJA

» digitalas kopienas un citu patérétaju pieredze

H * informacijas ticamiba un avota uzticamiba [ L, - a

H H » uzticdsanas zimolam un ilgtspéjas apgalvojumiem .

H H = uztverta ilgtspéja (vertibas, attiecksme, personiga nozime) . H

. : = Atgriezeniska

H . ‘ * saite (pieredze,

: : jaunainformacija, :
LPPPYTPTTIPPTPTIY ( ILGTSPEJIGA PIRKSANAS LEMUMA VEIDOSANAS ) ................... mainiga uztvere)

¥

4. EKONOMISKI STRUKTURALA DIMENSIJA

cena un maksatspéja
pieejamTba un &rtums

produktu un pakalpojumu pieejamiba e Tieia ietekme/ virziba
infrastruktiiras un tirgus nosacijumi procesa
= v Atgriezeniska saite .
H l (ietekmes cikliskums) H
: ILGTSPEJIGS PATERETAJA PIRKSANAS LEMUMS :
. (faktiska riciha) :

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

Modelis parada, ka digitala informacija pati par sevi automatiski nenoved pie ilgtsp&jiga
pirkSanas I[émuma. Digitalas informacijas kvalitati un uztveri ietekm& mediju ekosist€éma un
socialie signali; informacijas ticamiba veido uztverto ilgtsp&ju un uzticéSanos; savukart [emuma
IstenoSana ir atkariga arT no cenas, pieejamibas un izvéles €rtuma. Lai gan atseviskos rakstos
empiriski apstiprinata noteikta saiknu seciba, kop€jais modelis nav interpret€jams ka stingri
lineara vai deterministiska c€lonu k&de. Dimensijas savstarpgji mijiedarbojas, un ekonomiski
strukturalie nosacTjumi var kavet [émuma TstenoSanu arT tad, ja informacija, ilgtsp&jas uztvere
un uzticéSanas ir pozitiva.

Promocijas darba izvirzita hipotéze uzskatama par apstiprinatu darba noteiktaja
tematiskaja, empiriskaja un metodologiskaja tvéruma. Rakstu kopas rezultati apliecina, ka
digitala marketinga un mediju ekosist€émas ietekme uz patérétaju ilgtspejigu pirkSanas lemumu
veidoSanos ir daudzdimensionala un izpauZas Cetru analizes dimensiju savstarpgja saistiba.

Pirmo aizstaveSanai izvirzito tezi pamato empiriski konstatetas netie$as saiknes un
starpposmi starp digitalo vidi un lémumu. Rakstos V-VII paradits, ka digitalas informacijas
ietekme izpauzas caur attieksmi, uztverto ilgtsp&ju un uztic€Sanos, bet Raksti I un II apliecina
ekonomisko un pieejamibas Skér§lu nozimi. Tade| patérétaju ilgtsp€jigu pirkSanas 1€mumu
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veidoSanas nav linears individualas izv€les process.

Otro teézi pamato Rakstu III-VII rezultati. Digitala marketinga un mediju ekosisteéma
nosaka ne tikai informacijas pieejamibu, bet ar1 to, ka informacija tiek pamanita, atlasita,
struktur€ta, interpretéta un sociali apstiprinata. Lidz ar to digitala vide veido priekSnosacijumus
ilgtspgjas informacijas uztverei un izvertésanai.

TreSo tézi pamato uzticéSanas, uztvertas ilgtsp€jas un ekonomiski strukturalas
dimensijas rezultati. Paterétaja pozitivs ilgtsp&jas noveért€§jums var neparversties konkréta
pirkSanas [éemuma, ja ilgtsp€jas informacija netiek uztverta ka ticama vai ja izvéli ierobeZo cena,
produktu pieejamiba un pirkuma &rtums. Tadgjadi attieksmes-ricibas plaisa veidojas vairaku
savstarpgji saistitu nosacijumu ietekmg.

Ceturta teze tieSi izriet no rakstu kopas rezultatu sistematizacijas. Digitalas
informacijas un digitala marketinga, socialas un mediju ietekmes, uzticéSanas un uztvertas
ilgtsp&jas, ka art ekonomiski strukturala dimensija aptver atsSkirigas, bet savstarpgji saistitas
faktoru grupas, kas nepiecieSamas paterétaju ilgtsp&jigu pirkSanas I€mumu veidoSanas
skaidroSanai.

Integréta modela zinatnisko pienesumu veido nevis atsevisku faktoru, taja skaita
informacijas, socialas ietekmes, uztic€Sanas vai cenas identific€Sana, jo tie analiz@ti ari
iepriek$€jos petijumos, bet So faktoru apvienoSana vienota Cetru dimensiju sisteéma. Atskiriba
no pieejam, kuras galvenokart analizéta attieksmes un pirkuma nodoma saikne, promocijas
darba digitala marketinga un mediju ekosistéma skaidrota ka aktiva lémuma veidoSanas vide,
uztverta ilgtsp€ja un uzticéSanas, ka parejas mehanisms starp informaciju un gatavibu rikoties,
bet ekonomiski strukturalie nosacijumi un ka 1émuma praktiskas istenoSanas priekSnoteikumi.
Modela praktiska nozime saistita ar iesp€ju uznp€mumiem un citam iesaistitajam pusém izvertet
ilgtsp&jas komunikaciju ne tikai péc tas sasniedzamibas. Ilgtsp&jas informacijai jabit digitali
atrodamai, saprotamai, salidzinamai un pieradamai; socialo mediju, atsauksmju un lietotaju
radita satura izmantoSanai jastiprina, nevis jasamazina informacijas ticamiba; savukart
komunikacija japapildina ar skaidru informaciju par cenu, pieejamibu un pirkuma
nosactijumiem. Tadgjadi ilgtsp&jigu pirkSanas [émumu veicinaSana prasa saskanotu digitalas
komunikacijas, uztic€Sanas veidosanas un praktisko pirkuma sk&rslu mazinasanas pieeju.

Modela interpretacija janem véra promocijas darba ierobeZojumi. Rakstu rezultati
balstiti atSkirigas izlas€s un datos, bet ekonomiski strukturala dimensija apliikota ka papildinoSa
lémuma istenoSanas nosacijumu grupa. Izstradatais integrétais modelis tade] ir empiriski
pamatots konceptuals ietvars, kas skaidro patérétaju ilgtsp&jigu pirkSanas 1émumu veidoSanos

noteiktaja petijuma tvéruma, nevis universals patérétaju ricibas prognozeSanas instruments.
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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 izvirzitais mérkis ir sasniegts. P&tfjuma rezultati apliecina, ka
patérétaju ilgtsp&jigu pirkSanas 1émumu veidoSanas digitalaja vidé 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. Tad€jadi promocijas darba izvirzita hipotéze ir apstiprinata, un
aizstaveSanai izvirzitas t€zes ir pamatotas ar septinu zinatnisko rakstu kopas rezultatiem un to
sint€zi integrétaja modelr.

1. Teoretiska analize apliecina, ka patérétaju ilgtsp&jigu pirkSanas lémumu veidoSanas
jaskata plasaka ilgtsp€jigas attistibas, patérétaju uzvedibas, digitala marketinga un
mediju ekosistémas mijiedarbiba. Ilgtspejigs 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, analizet nevis patérétaju uzvedibu kopuma, bet tiesi digitala marketinga
un mediju ekosistemas ietekmi uz patérétaju ilgtspejigu pirksanas [émumu veidosanos.

2. Promocijas darba rezultati parada, ka digitala marketinga un mediju ekosist€ma 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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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) Uznémumu vadibai un ilgtsp&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
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 ilgtsp&jibas informaciju patérétajs
izmanto, lai informé&tu pirkuma lémumus 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
pienemsanas 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&umus, kurus pateérétajiem ir vieglak izprast. Informgjot par cenu, butu vértigi informet
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

49



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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List of abbreviations, conventional terms, and commonly used terms

Consumer behaviour is the set of consumer actions, motivations, attitudes, and decisions that
characterize the selection, purchase, use, and evaluation of products or services under the
influence of various internal and external factors.

Digital marketing is a set of marketing activities by companies and organizations in the digital
environment, using internet technologies, social media, search engines, digital platforms, data
analytics, and personalized communication to reach, engage, and influence consumers.
Dimension - a defined analytical view of the study that characterizes a particular characteristic
or direction of influence.

Ecosystem is a set of interconnected elements, participants, and processes located in a unified
environment that mutually influence each other.

eWOM - clectronic word-of-mouth communication - any consumer-generated digital
communication related to consumption aimed at other consumers.

SDG - Sustainable Development Goals

Sustainability is a development principle that ensures a balance between economic, social, and
environmental aspects, meeting current needs without compromising the ability of future
generations to meet theirs.

Sustainable consumption - consumption patterns and behaviours that take into account
environmental, social, and economic sustainability principles.

Sustainability information - information about the environmental, social, and economic
impacts of products, services, or companies that enables consumers and other stakeholders to
make informed decisions.

Sustainable purchase - an actual purchase of a good or service made taking into account
environmental, social, and economic sustainability criteria.

Sustainable purchasing decision - a specific consumer decision to choose a product or service
taking into account environmental, social, and economic sustainability criteria.

The digital environment - a complex marketing and media ecosystem in which digital
marketing, media, platform solutions, social influence, user-generated content, and personalised

technologies interact..
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The formation of sustainable purchasing decisions by consumers - a process in which
consumers obtain, interpret, and evaluate sustainability information; develop trust and
perceived sustainability; and, taking into account the conditions for implementing the purchase,
arrive at a specific sustainable purchasing decision.

The media ecosystem - the set of traditional and digital media, platforms, content creators,
audiences, and communication technologies that enable the creation, distribution, and
consumption of information in the digital environment.

Trust - a psychological mechanism through which consumers reduce uncertainty and become

more willing to rely on sustainability information when making purchasing decisions.
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General description of the doctoral thesis

The doctoral thesis is designed as a thematically unified collection of scientific publications
on the formation of sustainable consumption decision-making within the digital marketing and
media ecosystem. The dissertation focuses primarily on how factors of the digital environment,
the influence of digital marketing and media, the quality of information, perceived
sustainability, and consumer trust affect sustainable consumption decision-making. The
concept of sustainable consumption is examined in the dissertation as an important element of
sustainable development related to the formation of responsible consumer behaviour, while the
digital environment is analyzed as a space for the formation of information, communication,
sustainability perceptions, and trust.

The doctoral thesis, structured as a collection of interrelated scientific publications,
sequentially analyzes the importance of digital marketing in making sustainable purchases,
consumer behaviour when choosing sustainable purchases, the role of search engine
optimization or SEO in purchasing decision-making, the impact of the media ecosystem on
consumer behaviour and decision-making, as well as the reliability of information
communicated through digital media, and the significance of sustainability perception in
making sustainable purchasing decisions.

As a result of the doctoral thesis, an integrated model was developed explaining the
formation of consumers' sustainable purchasing decisions within the digital marketing and
media ecosystem. The thesis argues that the digital marketing and media ecosystem does not
directly shape consumer decisions but rather influences them through processes in which clarity
of information, credibility, and the ability to shape consumers' perceptions of sustainability are
of crucial importance. Thus, the doctoral thesis offers a scientifically grounded explanation that
the digital environment is becoming a crucial context for sustainable purchasing decision-
making. The dissertation demonstrates that perception of sustainability and trust are essential
elements that help explain the transition from digital information perception to sustainable
purchasing decision-making. Meanwhile, its practical significance is related to the opportunity
to use the research results in creating more targeted sustainability communication, digital
marketing solutions, and trust-promoting information. This is especially important for
companies, organizations, and policymakers whose goal is to promote more responsible
consumer behaviour in the digital environment.

The doctoral thesis is structured as a collection of interrelated scientific publications,

and the articles included in the doctoral thesis are hereafter referred to as "Article I," accordingly
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"Article II," and others:

1.

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

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

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

Article 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)

Article IV — Ozola, 1., Libkovska, U., Resele, L. (2024). The influence of media
ecosystems on consumer behaviour and decision-making for sustainable development.
International Multidisciplinary Scientific GeoConference: SGEM, 2024(5.1), 649-656.
(SCOPUY)

Article V — Vasilevska, D., Ozola, 1., Libkovska, U., Kreslins, K. (2026). Digital media
influence and consumer trust in sustainable consumption decision-making. (Accepted
for publication in WSEAS Journal of Business and Economics. SCOPUS)
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Introduction

Digital transformation is fundamentally changing how consumers make purchasing
decisions. Information availability, digital platforms, data analytics, and personalized
marketing solutions influence how consumers obtain, evaluate, and compare information before
making a purchase.

In the context of sustainable development, the digital marketing and media ecosystem
becomes especially important because consumer choices involve not only economic but also
social, environmental, and ethical considerations. Corporate sustainability communication,
social media algorithms, influencer content, and personalized platform offers create an
interconnected information environment in which consumers perceive and evaluate sustainable
alternatives. Therefore, the formation of consumers' sustainable purchasing decisions cannot be
explained solely as an individual or linear choice. It is a multidimensional process in which
digital information and digital marketing, social and media influences, trust and perceived
sustainability, as well as the economic-structural dimension interact.

Relevance of the doctoral thesis

The digital marketing and media ecosystem increasingly shapes how consumers obtain
information, perceive product and service offers, compare alternatives, and make purchasing
decisions. However, the impact of the digital marketing and media ecosystem on shaping
consumers' sustainable purchasing decisions is not straightforward — on the one hand, it
provides companies with the opportunity to communicate sustainability values more
purposefully, tailor messages to different consumer groups, and promote more responsible
consumption; on the other hand, personalization mechanisms and algorithmically engineered
information selection can increase risks to consumer trust and promote mismatches between
consumers' attitudes toward sustainability and actual purchasing decisions. Therefore, the
formation of sustainable purchasing decisions by consumers must be analyzed not only as an
individual consumer choice process, but also as a result of the interaction between digital
marketing, media influence, trust, and economic-structural conditions.

In scientific literature, consumer behaviour has traditionally been analyzed taking into
account socioeconomic, psychological, and marketing factors, including attitudes, motivation,
social norms, perceptions, and purchasing intentions (Vijayalakshmi & Gurumoorthy, 2018).
However, the formation of sustainable purchasing decisions by consumers in the context of
digital marketing and the media ecosystem has been studied only fragmentarily. Sustainable
consumption research is often dominated by the analysis of attitudes, values, and intentions,

while digital marketing research pays greater attention to the effectiveness of technological
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solutions, consumer engagement, and communication effectiveness. Therefore, aspects of
sustainability, consumer behaviour theory, digital marketing, the influence of the media
ecosystem, and the formation of purchasing decisions are often analyzed separately rather than
within a unified explanatory framework. Therefore, the relevance of the doctoral thesis stems
from the need to develop an empirically based model that explains the impact of digital
marketing and the media ecosystem on the formation of consumers' sustainable purchasing
decisions.

In Latvian economic and business management research, consumer behaviour and
purchasing decision-making have been analyzed in various contexts; however, the formation of
sustainable purchasing decisions under the influence of digital marketing and the media
ecosystem has not been sufficiently systematically studied. This determines the relevance of
this doctoral thesis both theoretically and practically. Theoretically, the research expands
understanding of the formation of sustainable purchasing decisions by consumers within the
digital marketing and media ecosystem, while in practice it provides a foundation for
companies, policymakers, and other stakeholders to build more reliable, transparent, and
sustainable consumption-promoting communication.

Research object of the doctoral thesis: the formation of consumers’ sustainable
purchasing decisions.

Research subject: the influence of the digital marketing and media ecosystem on the
formation of consumers’ sustainable purchasing decisions.

Research objective: to investigate and assess the influence of the digital marketing and
media ecosystem on the formation of consumers’ sustainable purchasing decisions and, based
on the theoretical and empirical results of the scientific articles, to develop an empirically
grounded model of consumers’ sustainable purchasing decision formation in the context of the
digital marketing and media ecosystem.

The following tasks are set to achieve the research aim:

1. To analyze theoretical approaches to sustainable consumption, the formation of
consumer purchasing decisions, digital marketing, and the media ecosystem,
establishing the theoretical foundation for studying the formation of sustainable

purchasing decisions by consumers.

2. Justify the methodological approach and research design of the doctoral thesis by
describing the research phase, the methods used, and the interrelation of the developed
scientific articles.

3. To empirically analyze the impact of digital marketing and the media ecosystem on the
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formation of consumers' sustainable purchasing decisions, evaluating them from the

perspective of digital information and digital marketing, social and media influences,

trust and perceived sustainability, as well as economic-structural dimensions.

4. Develop an empirically based model that explains the impact of digital marketing and

the media ecosystem on consumers' sustainable purchasing decisions by integrating and

systematizing the theoretical and empirical results of the developed scientific articles.

5. Develop conclusions and proposals on the use of digital marketing and media

ecosystems to promote the formation of sustainable purchasing decisions by consumers,

substantiating the scientific and practical significance of the doctoral thesis' results.

To achieve the aim of the doctoral thesis, the author puts forward the following

hypothesis: the impact of digital marketing and the media ecosystem on consumers' sustainable

purchasing decisions is multidimensional and manifests in the interaction between digital

information and digital marketing, social and media influences, trust and perceived

sustainability, as well as the economic-structural dimension.

An integrative methodological approach was used to achieve the goal of the doctoral thesis,

combining:

general scientific research methods — monographic or descriptive, graphic, analysis
and synthesis, systematization and generalization, as well as analytical
interpretation methods used to develop theoretical foundations, integrate scientific
article results into four dimensions of analysis, and visually represent them;
quantitative research methods — surveys, descriptive statistics, relationship and
correlation analysis, as well as examining statistically significant differences
suitable for analyzing consumer attitudes, digital behaviour, trust, perceived
sustainability, and aspects of purchasing decision formation;

data modeling methods — structuring the process of shaping consumers' sustainable
purchasing decisions and developing an empirically grounded conceptual model,
qualitative research methods — expert interviews used for in-depth interpretation of

empirical results and to reinforce the justification of the developed model.

Scientific novelty of the work

Based on the fragmented nature of previous research identified in the theoretical

analysis, the author's scientific contribution consists of refining the concept of sustainable

purchasing decisions formed by consumers, an integrated system of analytical dimensions,

empirically grounded interconnections, and a synthesis of research results into a conceptual

model, including:
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1. The concept of sustainable purchasing decision formation for consumers has been
clarified and scientifically substantiated in the context of digital marketing and the
media ecosystem, defining its content and place within the theoretical framework of
sustainable consumption and explaining it as a multidimensional process in which
digital information, perceived sustainability, trust, and the conditions for implementing
sustainable purchases interact with each other.

2. An integrated system of analytical dimensions has been developed to study the
formation of sustainable purchasing decisions by consumers, linking digital information
and digital marketing, social and media influences, trust and perceived sustainability, as
well as the economic-structural dimension within a unified analytical framework,
expanding the previous fragmented approach to analyzing this process.

3. The role of digital marketing and the media ecosystem in shaping consumers’
sustainable purchasing decisions was empirically substantiated, highlighting the
importance of information availability and transparency, social and media influence,
trust, perceived sustainability, price, availability, and comparability in the purchasing
decision-making process.

4. An empirically grounded integrated model has been developed to explain the formation
of sustainable purchasing decisions by consumers in the digital marketing and media
ecosystem, synthesizing theoretical and empirical results from seven scientific articles.
The doctoral thesis has significant economic significance, as it analyzes the impact of

digital marketing and the media ecosystem on consumers' sustainable purchasing decisions,
which is a crucial prerequisite for sustainable consumption, responsible business, and the
development of a sustainable economy. The research results provide a practically applicable
understanding of the factors influencing consumers' ability to recognize, evaluate, and
implement sustainable purchasing decisions in the context of the digital marketing and media
ecosystem. The empirically based model developed in the doctoral thesis can be used in
business as a support tool for improving digital marketing and for creating communication on
sustainability that is more understandable, transparent, and reliable for consumers.
Economic significance is expressed in the following aspects:

1. In business and digital marketing practice, the results of the study provide a foundation
for more targeted digital marketing and media communication, helping companies to
communicate product and service sustainability aspects more clearly and to promote consumer

trust in sustainability information.
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In improving sustainability communication, the study justifies the importance of
information availability, transparency, perceived credibility, and social and media
influence in the process of shaping consumers' sustainable purchasing decisions. This
provides a basis for companies to develop clearer and more evidence-based
sustainability communication within the digital marketing and media ecosystem.

The results of the study on the role of digital marketing and the media ecosystem in
promoting sustainable consumption explain how information availability, social and
media influence, trust, perceived sustainability, and economic-structural factors can
encourage or limit consumers' sustainable purchasing decisions, especially in situations
where there is a mismatch between a positive attitude towards sustainability and the
actual purchasing decision.

In the practical application of the empirically based model, the model developed in the
doctoral thesis can be used as a support tool to improve digital marketing, sustainability
communication, and consumer engagement, helping companies better understand the
factors influencing consumers' sustainable purchasing decisions. The theses presented
for defense are:

The formation of sustainable purchasing decisions by consumers in the digital marketing
and media ecosystem is not a linear process of individual choice, but rather the result of
the interaction between digital communication, media influence, trust, and the
conditions for implementing the purchase.

The digital marketing and media ecosystem influences not only consumer awareness
but also the perception, interpretation, and evaluation of sustainability information,
thereby creating the prerequisites for consumers to make sustainable purchasing
decisions.

The mismatch between a consumer's positive sustainability assessment and a specific
sustainable purchasing decision arises under the influence of the digital marketing and
media ecosystem, where the reliability of sustainability information, perceived
sustainability, and economic-structural conditions play a crucial role.

The formation of consumers' sustainable purchasing decisions in the digital marketing
and media ecosystem is structured into four interconnected dimensions, revealing the
significance of digital information and digital marketing, social and media influence,
trust and perceived sustainability, as well as economic-structural conditions in shaping

sustainable purchasing decisions.

60



The study has certain limitations

The results of the doctoral thesis should be interpreted taking into account the thematic,
empirical, and methodological approach of the research. Firstly, the study focuses on the impact
of digital marketing and the media ecosystem on the formation of sustainable purchasing
decisions by consumers, and therefore cannot be applied to consumer behaviour as a whole.
Secondly, empirical data characterize respondents' opinions, attitudes, perceptions, and self-
assessed experiences, but do not include an analysis of directly observed actual transaction data.
Thirdly, the media ecosystem in the doctoral thesis is analyzed as an environment for digital
marketing and consumer information influence, rather than as an in-depth study of the structures
of individual media groups, channels, or platforms. Therefore, the specific role of each media
group, media channel, or platform in the process of shaping sustainable purchasing decisions is
not analyzed separately. Fourthly, the economic-structural dimension is examined in the work
as a complementary dimension characterizing the conditions perceived by consumers in
implementing the purchase decision, including price perception, product availability,
comparability of information, and ease of purchase, rather than as an independent analysis of
economic categories. Thus, the doctoral thesis does not conduct an in-depth analysis of
economic categories, such as the study of prices, income, costs, price elasticity, or market
structure. Fifth, the developed model should be interpreted as an empirically grounded
conceptual framework rather than as a universal forecasting tool. These limitations clarify the
boundaries of interpreting the doctoral thesis results and at the same time allow for a clear
determination of the research's contribution to studying the impact of digital marketing and the
media ecosystem on consumers' sustainable purchasing decisions.

Summarizing previous research directions, it can be concluded that sustainable
consumption literature mainly analyzes consumer attitudes, values, and purchase intention;
digital marketing research focuses on information visibility and consumer engagement; media
ecosystem research focuses on social and platform influences; while trust and perceived
sustainability studies focus on the importance of information reliability. These research
directions provide significant but fragmented insights, as they insufficiently explain how digital
information, social and media influence, trust, perceived sustainability, and the conditions of
purchase implementation are interconnected in a unified process of shaping sustainable
purchasing decisions by consumers. The doctoral thesis addresses this scientific gap by
integrating these aspects into a system of four interrelated dimensions and an empirically

grounded conceptual model.
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1. Theoretical basis for making sustainable purchasing decisions by
consumers in the digital marketing and media ecosystem

This chapter develops the theoretical basis for explaining the formation of sustainable
purchasing decisions by consumers in the digital marketing and media ecosystem. The
argumentation is directed from the general framework of sustainable development and
sustainable consumption toward consumer behaviour and the attitude-action gap, then
analyzing the significance of digital information, social and media influence, trust, information
credibility, and perceived sustainability. The theoretical framework draws on Articles I-VII,
where Articles I and II form the basis for sustainable consumption and consumer behaviour;
Articles III-V explain the impact of the digital information and media ecosystem; Article VI
deepens the analysis of the relationship between perceived sustainability and trust; and Article
VII integrates these results into a unified explanation.

1.1. General approach to sustainable development and theoretical basis for research on
sustainable consumption

Sustainable development is a framework for development in which economic growth is
evaluated in connection with environmental quality, the preservation of natural resources, and
the well-being of society. The Brundtland Commission's definition emphasizes meeting current
needs without compromising the ability of future generations to meet their own needs
(Hajirasouli & Kumarasuriyar, 2016). This approach is institutionally specified in the UN 2030
Agenda and the 17 Sustainable Development Goals, which make sustainability a global priority
in economic, social, and environmental policies. The theoretical basis of sustainable
development consists of three interrelated dimensions. The environmental dimension
encompasses the preservation of natural capital, emission reduction, and the efficient use of
resources; the social dimension includes well-being, social inclusion, health, and education,
while the economic dimension combines growth, entrepreneurship, and market development
without compromising environmental and social objectives. The interaction of these
dimensions determines how society produces, consumes, and manages resources (Sachs, 2015;
Rockstrom et al., 2009).

Green economy, circular economy, and bioeconomy approaches specify the transition
to an economic system that promotes human well-being and social equality while reducing
environmental risks. These approaches do not exclude economic growth but foresee its
qualitative transformation by adapting production, consumption, and market functioning
principles to environmental and social conditions (UNEP, 2011; D'Amato & Korhonen, 2021;

Georgeson et al., 2017). Therefore, consumer choice is not only an individual action but also
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an element of broader economic and societal transformation. Sustainable consumption
characterizes the use of goods and services that ensure quality of life while reducing resource
consumption, emissions, and waste generation. Changing consumption patterns is not only the
individual responsibility of the consumer but also the result of the combined influence of
policies, business activities, market supply, and social norms (Lorek & Spangenberg, 2014;
Michaud & Llerena, 2017; Haba et al., 2023). At the same time, studies reveal a discrepancy
between consumers' declared sustainability values and actual behaviour. A positive attitude
towards environmental protection does not always lead to sustainable purchasing, as choices
are influenced by price, availability, lack of information, trust issues, and social norms. This
phenomenon is characterized by an attitude-behaviour gap (Carfora et al., 2019; Amin, 2021;
Eurobarometer, 2024).

Digital marketing and corporate communication create a link between the principles of
sustainable development and consumer choices, making sustainable offers visible and
understandable. However, marketing simultaneously stimulates demand, which can conflict
with the need to review consumption volumes and patterns. In the digital environment, this
contradiction manifests both in opportunities to promote sustainable choices and in the risk of
greenwashing (Groening et al., 2018; Kaur et al., 2022; Reddy et al., 2023). Thus, sustainable
development forms the theoretical basis at the macro-level of the doctoral thesis, while
consumer behaviour and the attitude-action gap help explain the shift from sustainability
principles to individual purchasing decision formation. (Article I; Article II)

1.2. Consumer behaviour and the attitude-action gap in the context of sustainable
consumption

The implementation of the Sustainable Development Goals depends on consumer
decisions that interact with attitudes, values, access to information, trust, perceived
sustainability, price, product availability, social norms, and habits (Amin, 2021; Carfora et al.,
2019). Therefore, sustainable consumption cannot be reduced solely to environmental
awareness or moral motivation, but can be explained as a socially, economically, and
psychologically conditioned process. An important factor in explaining consumer behaviour is
the Theory of Planned Behaviour, according to which actions are influenced by attitude,
subjective norms, and perceived behavioural control (Ajzen, 1991). The Value-Belief-Norm
Theory emphasizes the importance of values, ecological beliefs, and moral norms, while
allowing that the connection between values and behaviour can be broken by situational or
structural barriers (Stern, 2000). Consumer decisions are simultaneously influenced by rational,

emotional, cognitive, and habit-based considerations (Thogersen, 2011; Haba et al., 2023).
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None of these approaches, individually, fully captures the impact of digital marketing and the
media ecosystem; therefore, the doctoral thesis supplements them with an analysis of digital
information, social and media influence, trust, perceived sustainability, and economic-structural
conditions.

In the doctoral thesis, sustainable consumption, the formation of consumers' sustainable
purchasing decisions, sustainable purchasing decisions, and sustainable purchasing are not used

as synonyms. Their interrelation is summarized in Table 1.1.

Table 1.1

Explanation and interrelation of key concepts used in the dissertation

Term Explanation

Broad theoretical context:

Sustainable consumption | consumption patterns and behaviours that take into account
environmental, social, and economic sustainability principles.
A broad set of behaviours and decisions:

Consumer behaviour attitude, motivation, perception, habits, social norms, and
conditions of choice.

Formation of The central process of the doctoral thesis: consumers obtain,

consumers’ interpret, and evaluate sustainability information, develop

sustainable trust and perceived sustainability, and, taking into account the

purchasing decisions conditions of purchase implementation, arrive at a specific

sustainable purchasing decision.

A specific choice:

the decision to choose a product or service based on
sustainability criteria.

Implemented action / result:

Sustainable purchasing | purchase of goods or services based on sustainability criteria.

A sustainable purchasing
decision

Source: Created by the author

The attitude-action gap is not just a manifestation of individual inconsistency, but the
result of several interrelated factors. Economic-structural barriers include higher prices, limited
product availability, and insufficient choice. Price sensitivity particularly affects younger and
older consumers, as well as lower-income households, so the attitude-action gap is also a
socially differentiated phenomenon (Amin, 2021; Bar Am et al., 2023; Eurobarometer, 2024).
The second group of factors consists of information availability, comprehensibility, and
reliability. Choosing a sustainable alternative requires the ability to find, compare, and evaluate
information. Fragmented, technical, or commercially motivated information, as well as
unfounded sustainability claims, increase uncertainty and the risk of greenwashing. If a
consumer does not trust the labeling, company communication, or information source, a
positive attitude towards sustainability may not translate into a purchasing decision (Chen,

2013; Nemes et al., 2022). The third group of factors consists of social norms, peer influence,
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and cultural context. Especially for younger consumers, the behaviour of other users seen on
social media is significant, while older consumers more often rely on personal experience and
rational considerations (Haba et al., 2023; Casalegno et al., 2022). This justifies the need to
differentiate approaches to promoting sustainable consumption among different consumer
groups.

The doctoral thesis is not based on a single consumer decision-making theory but
integrates mutually complementary theoretical insights. The theory of planned behaviour
explains the importance of attitudes, social norms, and perceived control in decision formation,
while Value-Belief-Norm Theory justifies the role of values and normative factors in
sustainable behaviour. In the doctoral thesis, these approaches are expanded in the context of
digital marketing and the media ecosystem, also analyzing the significance of digital
information, social and media influences, trust, perceived sustainability, and economic-
structural conditions. (Stern, 2000).

Thus, a sustainable purchasing decision is not a direct consequence of a positive attitude.
Its formation depends on reliable information, acceptable prices, product availability, social
impact, and the consumer's ability to make choices. The attitude-action gap cannot be reduced
solely by raising awareness; at the same time, the quality of information, trust, and practical
conditions for choice must be improved. In this context, the digital marketing and media
ecosystem becomes an environment that can both reduce and intensify the attitude-action gap.
(Article I; Article II)
1.3.The impact of the digital marketing and media ecosystem on consumer decision-
making in sustainable consumption

Between a consumer’s attitude and a specific purchasing decision lie the stages of
information search, perception, interpretation, and social influence. Therefore, the digital
marketing and media ecosystem should be analyzed not only as a channel for information
dissemination but as an environment for active consumer choice.

The impact of digital information begins with its findability. Search engine
optimization, or SEO, ensures the visibility of a website and its offerings in search results
(Clarke, 2018; Sfetcu, 2014). Before making a purchase, consumers use search engines to find,
compare, and evaluate products and services. If information about a sustainable alternative is
not available, it cannot be fully integrated into the consumer's decision-making process.
Therefore, SEO is explained in the doctoral thesis as one of the initial prerequisites for
information accessibility. (Article III) However, the impact of the digital environment is not

limited to the findability of information. The media ecosystem consists of interconnected media,
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platforms, technologies, algorithms, and user-generated content that influence the production,
distribution, and consumption of information (Lum, 2014). Social media platforms personalize
content according to the user's interests, previous behaviours, and social cues. Therefore, the
digital environment not only expands access to information but also selectively structures what
information reaches the consumer and how their perception of sustainability is formed. (Article
V)

In the media ecosystem, the consumer not only seeks information but constantly
encounters content selected from the platform, other users' experiences, recommendations, and
social norms. Electronic word-of-mouth communication, or eWOM, creates a stream of social
information that influences product perception, attitudes, and purchase intention. User-
generated content and feedback from other consumers are often perceived as more authentic
than company-generated advertising, but their impact depends on the credibility of the
information source (Luo et al., 2023; Handoyo, 2024; Tiwari et al., 2025). (Article V)

Digital media thus expand access to information, enhance social influence, and raise
awareness about sustainable alternatives. However, their impact is primarily indirect: the digital
marketing and media ecosystem creates an information and social influence environment in
which perceptions of sustainability, attitudes, and trust develop. This procedural logic is

summarized in the doctoral thesis in Figure 1.1.

FORMATION OF
- CONSUMERS’ SUSTAINABLE
PURCHASING DECISIONS

INFORMATION TRUST AND PERCEIVED

R . - EVALUATION SUSTAINABILITY

Figure 1.1. Formation of a sustainable purchasing decision
Source: Created by the author

The image describes the digital marketing and media ecosystem as the initial
environment in which the consumer obtains and evaluates information; trust and perceived
sustainability, in turn, explain the transition from information perception to the formation of
purchasing decisions. Articles III-V justify individual process elements, while Article VII
integrates them into a general explanation. The next subsection provides an in-depth analysis
of how information available in the digital environment gains or loses credibility.

1.4. Perceived sustainability, trust, and information reliability in the formation of
consumers’ sustainable purchasing decisions

The availability of information alone does not guarantee the formation of a sustainable
purchasing decision. For information to form the basis for consumer behaviour, it must be

understandable, reliable, transparent, and relevant to the consumer (Metzger & Flanagin, 2013).
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Therefore, trust, information reliability, and perceived sustainability form a crucial transitional
stage between receiving digital information and using it in decision-making.

Trust influences whether consumers accept and rely on information and are willing to
use it in decision-making. In the digital environment, sustainability information can be
fragmented, contradictory, or commercially motivated, so both the reputation of the information
source and the content and verifiability of the message are important (Wang et al., 2022; Luo
et al., 2023). In the doctoral thesis, trust is not viewed merely as an element of the consumer's
general attitude, but as a mechanism that reduces uncertainty and links the evaluation of
information with the formation of the purchasing decision. In digital communication, credibility
is formed through the interaction of the company's communication, user-generated content,
reviews, recommendations, and eWOM. The experience of other consumers is often perceived
as more independent and authentic than the company's advertising, yet sources of information
do not have the same level of trust. The influence of information depends on the source's
competence, independence, authenticity, and perceived objectivity (Kraft et al., 2022; Handoyo,
2024; Nabivi, 2025).

Perceived sustainability is the consumer's subjective assessment of the extent to which
a product, service, or brand complies with sustainability principles (Confente et al., 2020; Ng
et al., 2024; Do Pago et al., 2019). In everyday purchasing situations, a consumer usually cannot
directly verify the production process, supply chain, or the company's social responsibility
practices. Therefore, the decision is influenced not only by the objective characteristics of the
product but also by how these characteristics are communicated, perceived, and interpreted.

The quality and reliability of information simultaneously shape both perceived
sustainability and trust. If the sustainability message is clear, consistent, and verifiable,
consumers develop confidence in the product's or brand's compliance with sustainability
principles. On the other hand, unclear, exaggerated, or unverifiable information increases
skepticism and the risk of greenwashing (Delmas & Burbano, 2011; Poulis et al., 2026).
Therefore, the impact of digital communication is not determined solely by the volume or
visibility of information; its quality and ability to create a reliable perception of sustainability
are especially important. Trust and perceived sustainability should not be interpreted as
completely isolated or always strictly sequential factors. The quality of information can directly
strengthen trust, while a positive perception of sustainability can deepen this trust. In both cases,
trust reduces perceived uncertainty and is associated with a greater likelihood that positive
attitudes and purchase intentions are translated into a specific sustainable purchasing decision

(Desembrianita et al., 2024; Sharmin et al., 2021; Rosario & Dias, 2025).
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Thus, trust, information reliability, and perceived sustainability in the dissertation are
analyzed as interconnected elements that explain how information available in the digital
environment becomes the basis for forming a sustainable purchasing decision. Article V
justifies the importance of digital information's reliability and trust, Article VI justifies the link
between perceived sustainability and trust, and Article VII integrates these elements into the
overall explanation of decision-making.

1.5. The formation of sustainable purchasing decisions by consumers in the digital
marketing and media ecosystem

The theoretical analysis carried out in the previous subsections allows us to conclude
that consumers' sustainable purchasing decisions are shaped by the influence of several
interrelated factors. This is associated not only with consumers’ attitudes and intentions but also
by the availability and quality of digital information, the impact of digital marketing and media,
social impact, trust and perceived sustainability, as well as economic and structural conditions.

Several theoretical models have been developed in scientific literature to explain the
making of consumer purchasing decisions. The Engel-Kollat-Blackwell (Engel-Kollat-
Blackwell; The EKB) model views the purchase decision as a sequential process from becoming
aware of need and searching for information to evaluating alternatives, purchasing, and post-
purchase evaluation (Srivastava et al., 2021). The Howard—Sheth model additionally
emphasizes the importance of information sources, perception, learning, and the social
environment in consumer choice (Premchandani, 2024). The Theory of Planned Behaviour
(TPB) explains the influence of attitudes, subjective norms, and perceived behavioural control
on behavioural intention and actions. Meanwhile, the Stimulus—Organism—Response
(Stimulus—Organism—Response; The SOR) model explains the impact of external
environmental stimuli on the consumer's internal perception processes and subsequent
behaviour (Hameed, 2022).

The theoretical framework developed in the dissertation does not replace these models
but expands their application for explaining sustainable purchasing decisions within the digital
marketing and media ecosystem. It integrates four interrelated dimensions: the digital
information and digital marketing dimension, the social and media influence dimension, trust
and perceived sustainability dimension, and the economic-structural dimension. Thus, the
processes of information search, perception, social influence, and behaviour considered in
traditional purchasing decision models are linked to the specifics of the digital environment and
sustainable consumption.

The theoretical framework envisions that the digital marketing and media ecosystem

68



influences the visibility, availability, and interpretative context of information available to
consumers. The quality and reliability of information, in turn, influence its evaluation and
perception. Perceived sustainability and trust formed in this process form an essential
intermediate stage between evaluating information and the purchasing decision, while the
implementation of the decision is influenced by price, product availability, habits,
comparability, and social impact. Consequently, a positive attitude towards sustainability does
not always translate into actual sustainable purchasing behaviour, reflecting the attitude—
behaviour gap identified in theoretical literature.

The digital environment, in theoretical terms, is viewed not only as a channel for
information dissemination but as an environment for active consumer perception and decision-
making. This approach is supported by research on the importance of the digital environment,
information quality, social media, trust, and social influence in building sustainable
consumption (Fischer et al., 2019; White et al., 2019; Kumar et al., 2025; Al-Ababneh et al.,
2025; Rosario & Dias, 2025).

The framework created as a result of theoretical analysis was used as the basis for the
empirical research of the doctoral thesis. Its logic is reflected in Figure 1.1, which shows the
interconnection between the digital marketing and media ecosystem, information evaluation,
perceived sustainability and trust, as well as social and economic-structural factors in the

formation of a sustainable purchasing decision (see Figure 1.2).
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Figure 1.2. Theoretical framework for the formation of sustainable purchasing decisions
by consumers in the digital marketing and media ecosystem
Source: Created by the author
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The theoretical framework reflects that the formation of a purchase decision begins with
the information available in the digital marketing and media ecosystem and its impact on the
consumer's information space. In the next stage, the consumer perceives the information,
evaluates its quality and reliability, forms an understanding of the product's sustainability and
trust in the information source. These factors influence the transition from information and
perception to the purchase decision, the implementation of which is also conditioned by social
influence and economic-structural conditions. Empirically, this theoretical logic is
supplemented by the integrated model developed in Article VII and tested by structural equation
modeling, while the results of Article V and Article VI complement it with aspects of eWOM,

perceived sustainability, and information reliability.
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2. Methodological basis and design of the study

2.1. Research design and organization

The design of the doctoral thesis research is created in accordance with the form of the
work as a collection of scientific articles and the multidimensional nature of the research
process. It combines the development of theoretical justification, analysis of empirical results
obtained in seven scientific articles, and the synthesis of these results into an integrated model
of consumers’ sustainable purchasing decision formation within the digital marketing and
media ecosystem.

Scientific articles are not viewed as isolated studies or strictly in chronological order.
Each article develops a specific aspect of the research problem and contributes to one or more
dimensions of analysis. Chapter 1 of the doctoral thesis develops the theoretical justification,
Chapter 2 substantiates the research design, conceptual framework, and methods, while Chapter
3 integrates the empirical results of the articles into four dimensions of analysis and analyzes
the developed model.

The organization of the dissertation research design and the interrelation of scientific

articles is shown in Figure 2.1.
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Figure 2.1. Schematic representation of the dissertation research
design Source: Created by the author
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Doctoral thesis research approach

The dissertation uses a sequential and integrative research approach that combines
theoretical analysis, empirical research, and the synthesis of scientific article results.
Sequencing characterizes the shift of research argumentation from theoretical basis to empirical
analysis and the development of an integrated model, rather than a mechanical chronology of
scientific articles. The research problem combines the study of sustainable development,
consumer behaviour, digital marketing, the media ecosystem, trust, perceived sustainability,
and economic-structural conditions. Therefore, its explanation requires mutually
complementary theoretical, quantitative, and qualitative methods.

The research approach consists of three interrelated levels:

e At the theoretical conceptual level, the theoretical foundations of sustainable consumption,
consumer behaviour, digital marketing, and the media ecosystem were analyzed,
terminology was clarified, and the main dimensions of analysis were identified.

e At the empirical level, the impact of digital information and digital marketing, social and
media influences, trust and perceived sustainability, as well as the importance of economic-
structural conditions in the process of shaping consumers' sustainable purchasing decisions,
have been analyzed.

o Atthe integrative level, theoretical and empirical results from seven scientific articles have
been compiled and interconnected, developing a model for the formation of sustainable
purchasing decisions by consumers.

This approach allows for the analysis not only of individual factors but also their
interconnections, supporting the interpretation that the formation of sustainable purchasing
decisions by consumers is not a linear transition from information to purchase, but a

multidimensional process.

2.2. Research stages and their connection to scientific articles
Scientific articles in this structure are viewed as interrelated studies, where each article
contributes to the development of a specific aspect of the research, while also complementing
other research stages of the doctoral thesis. Thus, the set of articles is not viewed as unrelated
publications, but rather as a unified research structure that allows for the gradual creation of an
integrated explanation of consumer sustainable purchasing decisions within the digital
marketing and media ecosystem. The article numbering in the table is maintained according to

the list of scientific articles in the dissertation research set (see Table 2.1).
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Table 2.1.

Interconnection of research stages and scientific articles

Research phase | Content of the | Contribution of articles to the Contribution to the
stage relevant stage overall design of the
doctoral thesis
1. Sustainable Analysis of the | Article I forms the initial It provides the
development theoretical theoretical foundation on the theoretical starting
and the foundations of | importance of green marketing in | point for the study and
establishment of | sustainable the context of sustainable justifies the importance
a theoretical development, consumption and behaviour of sustainable
foundation for sustainable change. Articles II-VI expand this | consumption in
sustainable consumption, foundation to include aspects of studying consumer
consumption green consumer behaviour, digital behaviour and
marketing, and | marketing, the media ecosystem, purchasing decisions.
consumer trust, and perceived sustainability.
behaviour. Article VII integrates previous
theoretical and empirical
approaches into the overall
explanation of the formation of
consumers’ sustainable purchasing
decisions.
2. Study of Analysis of Article I explains the importance | It justifies the
the consumer consumer of green marketing in promoting consumer behaviour
behaviour attitudes, changes in consumer behaviour, dimension and helps
and attitude— perceptions, while Article II deepens the study | explain why a positive
action gap motivations, of consumer behaviour and green | attitude towards

and choices in
the context of
sustainable
consumption
and green
purchasing
decisions.

purchasing decisions. Articles I11
and IV expand this analysis in the
context of digital information,
digital marketing, and the media
ecosystem. Articles V and VI
supplement the explanation of
consumer behaviour with aspects
of trust and perceived
sustainability,

but Article VII integrates these
aspects of the model for sustainable
consumer decision-making.

sustainability does not
always translate into a
sustainable purchasing
decision.
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Research phase

Content of the
stage

Contribution of articles to the
relevant stage

Contribution to the
overall design of the
doctoral thesis

3. Evaluating
the
importance of
the digital
marketing and
media
ecosystem

Analysis of digital
information,
search engine
optimization,
digital marketing,
the media
ecosystem, and
social and media
influence factors
in the consumer
decision-making
process.

Article III directly analyzes
the importance of search
engine optimization for
customer decision-making in
the context of digital
marketing, emphasizing the
visibility and accessibility of
digital information. Article IV
expands this perspective to
analyze the impact of the
media ecosystem on consumer
behaviour and decision-
making. Articles I and II
provide a link to the
foundation of sustainable
consumption and consumer
behaviour, Articles V and VI
complement this stage with
aspects of trust and perceived
sustainability, while Article
VII integrates the importance
of digital marketing and the
media ecosystem

in the overall model of
sustainable consumer decision-
making.

Justifies the dimension of
digital information and
the impact of social and
media by showing that
consumers' sustainable
purchasing decisions are
formed under conditions
of digital information
availability, visibility,
and media influence.

4. Analysis of
trust,
information
reliability,
and perceived
sustainability

Evaluating trust,
the impact of
digital media, the
credibility of
sustainability
information, and
the perceived
importance of
sustainability in
the process of
shaping
consumers'
sustainable
purchasing
decisions.

Article V analyzes the impact
of digital media and consumer
trust in shaping sustainable
consumption decisions, while
Article VI deepens the
interrelationship between
perceived sustainability and
trust in the context of shaping
digital sustainable consumption
decisions.

Articles III and IV link this
phase to the impact of the
digital information and media
ecosystem, Articles I and 11
provide the basis for sustainable
consumption and consumer
behaviour, while Article VII
integrates the importance of
trust and perceived
sustainability into the overall
model of consumers’
sustainable purchasing decision
formation.

Justifies trust and
perceived sustainability
dimension by explaining
how consumers evaluate
sustainability information
and how trust influences
the formation of
sustainable purchasing
decisions.
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Research phase

Content of the stage

Contribution of articles to
the relevant stage

Contribution to the
overall design of the
doctoral thesis

5. Development
of an integrated
model for the
formation of
sustainable
purchasing
decisions by
consumers

Interconnection of
previously
1dentified
theoretical and
empirical
dimensions and the
creation of an
integrated
explanation of the
formation of
sustainable
purchasing
decisions by
consumers in the
digital marketing
and media
ecosystem.

Article VII forms the
integrative phase, linking
the theoretical and
empirical results
developed in Articles I-
VI regarding sustainable
consumption, consumer
behaviour, digital
information, the impact of
digital marketing and the
media ecosystem, trust,
and perceived
sustainability. Articles I—
VI provide the model
rationale, while Article
VII combines these
dimensions into an
integrated explanation of
the formation of
sustainable purchasing
decisions by consumers.

Provides the overall
scientific contribution of
the doctoral thesis — an
integrated explanation of
how digital information,
social and media influence
factors, trust, perceived
sustainability, and
economic-structural
conditions affect
consumers' sustainable
purchasing

decision formation.

Source: Created by the author

Thus, the justified research design shows that the doctoral thesis, as a collection of
scientific articles, is organized into a sequential and interconnected research structure. The
research phases ensure a transition from the theoretical basis of sustainable consumption and
consumer behaviour to the analysis of digital marketing and media ecosystems, trust, perceived
sustainability, and economic-structural conditions. Such a structure forms the basis for the
further justification of the conceptual model, the main dimensions of analysis, and research
methods.
2.4. Justification for Forming the Conceptual Framework of the Research and Analysis
Dimensions

The theoretical justification of the doctoral thesis concluded that the formation of
sustainable purchasing decisions by consumers in the digital marketing and media ecosystem
cannot be explained solely by the consumer's attitude towards sustainability or information
availability. It is a multidimensional process in which digital information, digital marketing
solutions, social and media influence factors, trust, perceived sustainability, and economic-
structural conditions interact with each other. The dimensions of analysis cannot be interpreted
as a repetition of research phases. The research stages characterize the sequential organization
of the dissertation as a collection of scientific articles, while the dimensions of analysis

determine the main content blocks of the conceptual model. The creation of a conceptual model

75



is necessary to link the theoretical and empirical results obtained from the dissertation into a

unified explanation. Since the dissertation is developed as a collection of scientific articles, the

model cannot be reduced to the result of a single empirical study, but rather combines the

dimensions analyzed in several articles. Thus, the conceptual model serves as a tool that allows

showing how individual research elements form a common explanation of the formation of

sustainable purchasing decisions by consumers within the digital marketing and media

ecosystem.

The conceptual model of the dissertation is based on four main dimensions of

analysis, which are summarized in Table 2.2:

e digital information and digital marketing dimension,

e social and media influence dimension,

e trust and perceived sustainability dimension,

e economic-structural dimension.

Table 2.2.

Research analysis dimensions

Analysis dimension

Dimension content

Significance in the conceptual
model

Digital information
and digital
marketing dimension

The importance of digital marketing
solutions in ensuring the visibility,
accessibility, and clarity of
sustainability information in the
digital environment.

Explains how digital marketing and
digital information help consumers
identify and compare

and evaluate sustainable products,
services, or brands.

Social and media
influence dimension

The importance of the media
ecosystem, digital information flow,
and social influence factors for the
consumer in the process of forming
perceptions, attitudes, and choices.

It shows that consumer decisions are
shaped not only individually but also
within the media ecosystem, where
information circulation and social
influence affect perception and
choice.

Trust and Trust in sustainability messages, Explains how consumers assess the
perceived reliability of information, perceived | reliability of sustainability
sustainability sustainability, and perception of information and how trust and
dimension greenwashing risk. perceived sustainability affect
sustainable purchasing
decision formation.
Economic- Price, availability, product and Explains how economic-structural
structural service options, market supply, and | conditions can encourage or hinder
dimension other practical conditions. consumers from making sustainable

purchasing decisions even when
Attitude towards sustainability is
positive.

Source: Created by the author

These dimensions are not isolated from each other but form an interconnected

framework of explanation. Thus, the formation of consumers' sustainable purchasing decisions

can be explained as a multidimensional process. In this process, digital marketing and digital
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information ensure the visibility and reach of sustainability information, the media ecosystem
and social influence factors affect the perception and interpretation of this information, trust
and perceived sustainability determine the assessment of the credibility of sustainability
messages, while economic-structural conditions affect the practical implementation
possibilities of the decision. This approach forms the basis for further justification of the choice

of research methods, as well as the linkage of variables and indicators.

2.5. Justification of research methods

The choice of dissertation methods depends on the research objective, the structure of
the set of scientific articles, and the justified dimensions of analysis. Since the dissertation
focuses on the formation of sustainable purchasing decisions by consumers within the digital
marketing and media ecosystem, the methods used in the research are aimed at substantiating
the theoretical prerequisites of this process, empirically analyzing its influencing aspects, and
developing an empirically grounded model for the formation of sustainable purchasing
decisions by consumers. The methodological approach used in the dissertation is sequential and
integrative. It combines theoretical analysis, the collection and analysis of empirical data, the
interconnection of scientific article results, and conceptual modeling. This approach is suitable
for the dissertation in the form of a set of scientific articles, as it allows the results of each article
to be interpreted not only separately but also within the overall research design. The choice of
methods stems from the multidimensionality of the research. Therefore, the doctoral thesis uses
a combination of mutually complementary methods that justify the theoretical framework,
empirically evaluate the dimensions analyzed in the research, and integrate the obtained results
into a unified conceptual model.

The theoretical foundation was developed using the monographic or descriptive method,
the analysis and synthesis method, as well as the systematization and generalization method.
These were used to evaluate theoretical approaches, refine research terminology, and organize
scientific article results into four dimensions of analysis. Graphical and analytical interpretation
methods were used to represent and explain the research structure, empirical results,
dimensions, and model. Empirical data collection utilized surveys, expert interviews, website
analysis, as well as document and digital material analysis according to the research tasks of
each scientific article. Surveys provide data on consumer attitudes, digital behaviour habits,
information perception, social and media influence, trust, perceived sustainability, and
experience in forming purchasing decisions. Expert interviews and analysis of other digital
environment objects complement consumer data interpretation in the context of business and
digital marketing. In quantitative data analysis, according to the tasks of the written study,

77



descriptive statistics, correlation and regression analysis, verification of statistically significant
differences, regression-based pathway analysis, and modeling of structural equations were
used. These methods allow for characterizing respondents and main trends, identifying
connections between research factors, evaluating differences among respondent groups, and
analyzing direct and indirect connections in the decision-making process.

The indicators analyzed in the study are related to the previously defined analysis
dimensions. The central explanatory element is the formation of sustainable purchasing
decisions by consumers. The explanatory dimensions of these processes are digital information
and digital marketing, social and media influence dimensions, trust and perceived sustainability,
as well as the economic-structural dimension. The economic-structural dimension is examined
in this study as a complementary dimension characterizing the variables perceived by
consumers influencing purchasing decisions, such as price perception, product availability,
comparability of information, and purchasing convenience, rather than as an independent
analysis of economic categories.

The process of purchasing decision formation and conceptual modeling have been used
to integrate theoretical insights and empirical results of scientific articles into four interrelated
dimensions. The central process analyzed is the formation of sustainable purchasing decisions
by consumers, explained by the dimensions of digital information and digital marketing, social
and media influences, trust and perceived sustainability, as well as the economic-structural
dimension. The linkage between the methods used in the study and the set of scientific articles
is summarized in Table 2.3.

Table 2.3.

Linking research methods and collection of scientific articles

Contribution to the

Method Application in t he . LH.lkmg t? doctoral thesis research
doctoral thesis scientific articles .
design
Articles I-VII.
Particularly

Used to provide a
systematic and in-depth
overview of the
theoretical aspects of

significant in
Articles 1, II, 11,

and IV, which Provides the terminological

and theoretical foundation of

Monographic or . address the .
grap sustainable . the study and contributes to

descriptive . theoretical aspects . .

consumption, the . the clarification of the
method . , | of sustainable )

formation of consumers . concepts used in the doctoral

. .. consumption, .
purchasing decisions, thesis.
consumer

digital marketing, and

: havi .
the media ecosystem. behaviour, digita

marketing, and the
media ecosystem.
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Contribution to the

Method Application in t he . L".lkmg t? doctoral thesis research
doctoral thesis scientific articles .
design
Used for the visual Articles I-VII.
. Used for the

representation of visualisation of

descriptive indicators of results and the Facilitates the structured

empirical data, research resentation of the presentation of research
Graphical stages, analytical Everall model of results, the interrelationships
method dimensions, and the among the analytical

developed model of
consumers’ sustainable
purchasing decision
formation.

the doctoral thesis,
particularly in
Article VII and the
chapter describing
the model.

dimensions, and the structure
of the model.

Analysis and

Used to analyse
individual theoretical
approaches, empirical
results, and the

Articles I-VII.
Used across all
articles to evaluate
theoretical and
empirical results,
with particular

Enables the results of the
scientific articles to be
considered as an

synthesis contributions of the significance in interconnected body of
method seven scientific articles, | linking the research rather than as a

integrating them into a findings of Articles | collection of separate

coherent theoretical and | [-VI with the publications.

empirical foundation. integrative

approach of Article
VIIL

Used to structure the

research results

accord-mg to four. Articles I-VII.

analytical dimensions: Particularl

the digital information sionificar tyin Facilitates the transition from
Systematisation | and digital marketing & the results of individual

. . . Article VII, where . .
and dimension, the social . articles to an integrated
c .7, the findings of the :
generalisation and media influence . . system of analytical
. . preceding articles 4 . .
method dimension, trust and . o dimensions required for the
. are linked within a
perceived . development of the model.
A unified system of

sustainability dimensions

dimension, and the ’

economic—structural

dimension.

Used to systematically Articles I-VII.

interpret the research Used to interpret

results and explain the the results within Facilitates the integration of
Analytical influence of the digital the thematic theoretical conclusions,
interpretation marketing and media context of each empirical findings, and the
methods ecosystem on the article and to rationale underlying the

formation of consumers’
sustainable purchasing
decisions.

explain the overall
findings of the
doctoral thesis.

development of the model.
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Method

Application in the
doctoral thesis

Linking to
scientific articles

Contribution to the
doctoral thesis research
design

Survey method

Used as a primary data
collection method to
identify consumers’
opinions, attitudes,
digital behavioural
patterns, trust in
sustainability
information, and
experiences related to
the formation of
sustainable purchasing
decisions.

Articles I-VII,
according to the
empirical focus of
each article.

Provides the empirical
database for analysing
consumer perceptions,
attitudes, trust, and the
formation of purchasing
decisions.

Used to characterise
respondents’
sociodemographic
characteristics, digital

Articles I-VII.
Used for the initial

Provides an initial empirical
basis for characterising the

Descriptive . characterisation of . .
. . behavioural patterns, . research dimensions and
statistics . empirical data and . . .
perceptions of ) . . systematically interpreting
S identification of ,
sustainability, and respondents’ responses.
. key trends.
aspects of purchasing
decision formation.
Used to provide an in- Article \./H and the
depth interpretation of concluding part of
pih . the doctoral thesis,
empirical findings, )
. where the findings
assess the influence of .
. . of all scientific Complements the
the digital marketing and . o .
: articles are quantitative data analysis and
media ecosystem on the | . . . )
Expert . , | integrated. Expert | provides a qualitative basis
. . formation of consumers . .
interviews . . assessment was for interpreting the research
sustainable purchasing . .
. used to strengthen | findings and the practical
decisions, and . . L
. the interpretation significance of the model.
substantiate the .
. . of the findings and
interpretation of the .
the rationale
conceptual framework .
. underlying the
developed in the study.
model.
Used to analyse the Articles II-VII.
relationships between Particularly
perceptions of digital significant in Helps provide empirical
marketing, media usage | articles analysing support for the
Relationship patterns, trust in the relationships interrelationships among the
and correlation | sustainability among digital research dimensions and the
analysis information, perceived information, media | formation of consumers’

sustainability, and the
formation of consumers’
sustainable purchasing
decisions.

influence, trust,
and the formation
of purchasing
decisions.

sustainable purchasing
decisions.
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Contribution to the

Method Application in t he . L".lkmg t? doctoral thesis research
doctoral thesis scientific articles .
design
Used to assess
d1fference§ in aspects of Enables the identification of
the formation of . . .
R . Articles 1I-VI, differences in aspects of
. consumers’ sustainable . . .
Testing of . . according to the sustainable purchasing
. . purchasing decisions . .. .
statistically . empirical decision formation across
Lo according to S .
significant , objectives of each | respondent groups without
. respondents . . . .
differences . . article and the data | transforming this analysis
sociodemographic . .
.o analysed. Into a separate segmentation
characteristics and
. . model.
digital behavioural
patterns.
Used to analyse the
formation of consumers’ | Articles I-VII. Provides a basis for
Modelling of the | sustainable purchasing Particularly structuring the process of
purchasing decisions as a significant in consumers’ sustainable
decision multidimensional Article VII, where | purchasing decision
formation process within the the findings of the | formation, taking into
process context of the digital preceding articles | account the interrelationships

marketing and media
ecosystem.

are interconnected.

among the four dimensions.

Development of
the conceptual
framework of
the study

Used to develop an
empirically grounded
model of consumers’
sustainable purchasing
decision formation based
on the theoretical
foundation, data
collection and analysis
methods, and integration
of the findings of the
scientific articles.

Article VII, based
on the theoretical
and empirical
findings of Articles
I-VIL

Ensures the achievement of
the doctoral thesis
outcome—an empirically
grounded model that
structures the influence of the
digital marketing and media
ecosystem on the formation
of consumers’ sustainable
purchasing decisions.

Source: Created by the author

Thus, the choice of research methods ensures a link between the theoretical foundation,

empirical analysis, expert evaluation, and the development of the conceptual framework of the

research. The methods used form a unified methodological basis for integrating the results of

the scientific articles and explaining the influence of the digital marketing and media ecosystem

on the formation of consumers’ sustainable purchasing decisions..
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3. Analysis of empirical results of the article set in the context of the
formation of sustainable purchasing decisions by consumers and
analysis of the integrated model

3.1. Approach to the analysis of empirical results of the scientific article set

The empirical basis of the doctoral thesis consists of seven interrelated scientific articles.
They differ in terms of research object, sampling, data collection, and analysis methods;
therefore, their results cannot be interpreted as data from a single common empirical study or
as directly comparable indicators. The dissertation uses thematic synthesis, identifying
connections repeatedly found in several studies and their contribution to explaining consumers'

sustainable purchasing decisions.

Articles I and II form the initial empirical foundation for the study of consumer attitudes,
green marketing, trust, and the attitude-action gap. Articles III and IV expand the analysis
towards digital visibility, digital marketing, and the media ecosystem. Articles V and VI
empirically analyze the interconnections between digital media, information quality, perceived
sustainability, and trust, while Article VII examines the central sequential structure of links
between the digital environment, information, trust, and sustainable decision-making. The main
results of the scientific articles and their contribution to the synthesis of the article set are

summarized in table 3.1.

Table 3.1.
Main empirical results of scientific articles and contribution to the synthesis of the scientific
article set

Article Main empirical results Contribution to the synthesis of

the article set

Article 1 Trust in green marketing is positively It justifies the importance of the
associated with the frequency of green reliability and trust in sustainability
purchases (= 0.58). Price was indicated | information, as well as the impact of
as a purchase barrier by 67% of economic and availability conditions
respondents, and product availability by | on the execution of the purchase.
54%.

Article 11 Only 22% of respondents regularly It deepens the explanation of the
purchase environmentally friendly attitude-action gap and justifies the
products. The main barriers are price importance of social impact, trust,
(68%), insufficient information (47%), and economic-structural conditions.
low trust in eco-labels (38%), and
limited availability (35%). In the
youngest group, 41% acknowledged
social impact, while in the group over
50 years old, 16% of respondents did.

82



Article 111 19% of the analyzed companies did not Justifies digital visibility and
have a website, only 18% of company findability of information as initial
representatives fully understood SEO, prerequisites for including the offer
and website analysis revealed gaps in in the consumer evaluation process.
the content, keywords, images, and page
descriptions.

Article IV 37% of young people indicated that their | Describes the media ecosystem as an
last purchase was driven by digital environment for the formation of
marketing activity, while 26% would information, attention, and choice,
not have paid attention to a product especially among younger consumer
without digital information. groups.

Article V The impact of digital media is related to Empirically justifies the indirect
trust in digital information (f = 0.54; p < | impact of digital media on
0.001), trust with an attitude towards purchasing intent, highlighting trust
sustainable products (B =0.61; p < and attitude as intermediate stages.
0.001), but an attitude with a sustainable
purchase intention (B = 0.68; p < 0.001).

Article VI Digital visibility (f = 0.31; p <0.001), Identifies information quality as the
media impact (f = 0.27; p <0.01), and strongest predictor of perceived
information quality (B =0.43; p <0.001) | sustainability among the variables
are related to perceived sustainability. examined and highlights perceived
Perceived sustainability is related to sustainability and trust as interrelated
trust (f = 0.55; p <0.001), while trust is elements in decision formation.
linked to a sustainable consumption
decision (f =0.49; p <0.001).

Article VII A confirmed sequential connection Empirically examines the central
structure: digital environment — sequential mechanism of the article
information (p = 0.64; p <0.001), set and provides a basis for
information — trust (B =0.72; p < integrating the results into the overall
0.001), trust — decision (f = 0.68; p < model.

0.001). The indirect impact of
information through trust is f = 0.49 (p
< 0.001). Model fit indices: CFI = 0.94,
TLI = 0.93, RMSEA = 0.052, and
SRMR = 0.041.

Source: Created by the author

The results summarized in the table reveal the development of the argumentation across
the collection of articles. Articles I and II identify the initial mismatch between a positive attitude
towards sustainability and the execution of the purchase. Articles I1I and IV show that the digital
environment determines the visibility of information and the consumer's interaction with supply.
Articles V and VI empirically justify the importance of trust and perceived sustainability in the
transition from digital information to purchase intention or decision, while Article VII examines
the central sequence of these connections.

The interpretation of results must take into account the differing empirical scope of the
articles. Article III provides a contextual justification for digital visibility within company
websites, rather than directly testing sustainable consumer purchasing decisions. The results of
Article IV mainly characterize the youth segment, while Article V analyzes the purchase

intention, which is not fully equated with an actual purchase. Articles VI and VII provide the
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empirical justification for the key structural relationships, but their results should also be
interpreted within the limits of the respective samples and self-assessed data. Thus, the value of
the article set does not arise from a direct comparison of all data but from the synthesis of

mutually complementary evidence.

3.2. Synthesis of empirical results in four analysis dimensions

The empirical results of the collection of articles were analyzed in four interrelated
dimensions: digital information and digital marketing, social and media influence, trust and
perceived sustainability, as well as the economic-structural dimension. The dimensions do not
form isolated blocks, but each of them has a different function in explaining the formation of
consumers' sustainable purchasing decisions.

Digital Information and Digital Marketing Dimension

The digital information and digital marketing dimension characterizes the visibility,
findability, quality, understandability, and usability of sustainability information. The results of
Article III show that digital visibility is an initial prerequisite: an offer cannot enter the
consumer's evaluation process if the information is not available or if the website is not
sufficiently structured. However, digital visibility alone does not guarantee the formation of a
sustainable decision.

The results of Articles I and II confirm that consumers need not only accessible, but also
understandable, verifiable, and reliable information. Insufficient information and difficulties in
assessing sustainability claims in the digital environment hinder alternative comparisons and
increase skepticism. Article VI found a stronger association between information quality and
perceived sustainability (B = 0.43) than with digital visibility (f = 0.31) or media impact (f =
0.27). These findings indicate that communication effectiveness is not determined solely by the
reach or amount of information, but also by its clarity, verifiability, and relevance to consumers’
assessment needs.

Article VII integrates this insight into a sequential structure, where the digital
environment is associated with information perception and information with trust. Thus, the
digital information and digital marketing dimension provides the initial prerequisites for decision
formation, but its impact mainly materializes in connection with other dimensions.

Social and media influence dimension

The social and media influence dimension characterizes digital platforms, social norms,
the experience of other users, electronic word-of-mouth communication (eWOM), feedback, and
algorithmically structured information flow. The results of Article II reveal pronounced
differences in age groups: younger consumer choices are more often influenced by friends'
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behaviour and the content seen on social media. This shows that the digital environment in
younger groups functions not only as a source of information but also as an environment for
social validation and regulatory influence.

The results of Article IV confirm that the everyday information and purchasing
environment of young people is closely linked to digital media. Digital marketing activities
promoted product awareness and purchase impulse; however, these results should be interpreted
within the framework of a specific age group. Article V expands this explanation by showing
that the influence of digital media on purchase intention works indirectly, through trust in digital
information and attitudes toward sustainable products. The link between media influence and
perceived sustainability identified in Article VI shows that the media environment serves not
only an informative but also an interpretive function. In the digital environment, consumers not
only receive information but also evaluate it in the context of social signals, reviews, other users'
experiences, and platforms. Therefore, the social and media influence dimension determines
how sustainability information is interpreted and socially endorsed.

Trust and perceived sustainability dimension

The trust and perceived sustainability dimension explains the shift from receiving and
evaluating information to being willing to make a sustainable purchasing decision. The positive
link found in Article I between trust in green marketing and the frequency of green purchases
confirms that sustainability communication is effective only if it is perceived as trustworthy. The
results of Article II supplement this conclusion by showing consumers' differing trust in various
eco-labels and skepticism towards insufficiently substantiated sustainability claims. In Article
V, trust in digital information acts as an intermediary between the influence of digital media and
attitudes toward sustainable products. Since the outcome indicator in this article is the intention
to purchase, the results support the formation of consumer readiness, not a directly observed
purchase. Perceived sustainability in Article VI is analyzed as the consumer's assessment of a
product or brand's compliance with sustainability principles. Information quality, digital
visibility, and media influence are related to perceived sustainability, which in turn is linked to
trust and sustainable consumption decisions. In Article VII, trust plays the role of a central
intermediary mechanism: the connection between information and decisions is largely expressed
indirectly, through the building of trust. This explains that consumers do not have enough
sustainability information just to notice. Information must contribute to a reliable understanding
of the sustainability of the product, service, or brand. If sustainability claims are unclear,
unverifiable, or inconsistent with the company's actions, the increase in information may

increase skepticism rather than encourage a purchase decision.
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Economic-structural dimension

The economic-structural dimension characterizes the conditions that influence the
practical implementation of a sustainable purchasing decision: prices, availability of products
and services, market supply, comparability of alternatives, and ease of choice. The empirical
justification for this dimension derives most from Articles I and II. In Article I, 67% of
respondents pointed to price as a significant obstacle, while 54% cited limited product
availability. In Article II, only 22% of respondents regularly purchased environmentally friendly
products, while the main barriers were higher prices, insufficient information, low trust in eco-
labels, and limited availability. These results demonstrate that a positive attitude, awareness, and
trust do not yet guarantee the fulfillment of the purchase.

The economic-structural dimension in the doctoral thesis cannot be interpreted as an
independent economic analysis of price, income, costs, or market structure. It characterizes the
conditions perceived by the consumer for implementing the decision. Unlike the dimensions of
digital information, social and media influence, trust, and perceived sustainability, it is not
operationalized to the same extent as a separate latent variable across all structural models.
Therefore, in the integrated model, it can reasonably be interpreted as a complementary group
of conditions that can promote or interrupt previously established willingness to act.

To preserve the conceptual separation of the dimensions, digital visibility and
information quality relate to the dimensions of digital information and digital marketing.
Economic-structural dimension includes the conditions for carrying out the purchase, i.e., price,
product availability, market supply, comparability of alternatives, and ease of purchase.

Summarizing the results of the four dimensions, the digital information and digital
marketing dimension ensures the availability and visibility of sustainable choices; the social and
media influence dimension determines the context for its interpretation and social validation;
trust and perceived sustainability dimension influences information acceptance; and
economic-structural dimension determines the practical implementation possibilities of the
decision. The interconnection of these functions underpins the multidimensional nature of
consumers’ sustainable purchasing decisions.

3.3. Analysis of the integrated model, hypotheses, and justification of the theses put
forward for defense

The integrated model was developed by synthesizing the theoretical and empirical results
from Articles [-VII. It is not a direct transfer of a single article empirical model to a doctoral
thesis. Article VII empirically tests the central sequential relationship structure of the model,

consisting of the digital environment, information, trust, and decision. Meanwhile, the complete
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four-dimensional model is developed by supplementing this structure with the social and media
influences, perceived sustainability, and economic-structural conditions identified in Articles I-
VI. The external framework of the model is formed by a digital marketing and media ecosystem,
where consumers encounter company communications, digital platforms, search engines, social
media content, eWOM, reviews, and algorithmically selected information. This environment
affects not only the accessibility of information but also its interpretation, credibility assessment,
and consumer choices.

Based on the synthesis of the results of the articles, the integrated model includes four
interrelated dimensions:

1) digital information and digital marketing dimension;

2) social and media influence dimension,;

3) the dimension of trust and perceived sustainability;

4) the economic-structural dimension (summarized in Figure 3.1.).
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DIGITAL MARKETING AND MEDIA ECOSYSTEM

1.DIGITAL INFORMATION AND DIGITAL
MARKETING DIMENSION 2.50CIAL AND MEDIA INFLUENCE DIMENSION
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3.TRUST AND PERCEIVED SUSTAINABILITY DIMENSION
Information quality and credibility
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roomp Feedback loop
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SUSTAINABLE CONSUMER PURCHASING DECISION
(actual behaviour)

Figure 3.1. An integrated model for shaping sustainable purchasing decisions in the digital
marketing and media ecosystem
Source: Created by the author
The model shows that digital information alone does not automatically lead to a
sustainable purchasing decision. The quality and perception of digital information are

influenced by the media ecosystem and social signals; the reliability of information shapes the

perceived sustainability and trust; in turn, the implementation of the decision also depends on
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price, availability, and ease of choice. Although a certain sequence of connections has been
empirically confirmed in some articles, the overall model cannot be interpreted as a strictly
linear or deterministic chain of causes. Dimensions interact with each other, and economic-
structural conditions can hinder the implementation of a decision even when the information,
sustainability perception, and trust are positive.

The integrated model is an empirically grounded conceptual framework rather than a
fully statistically validated structural model encompassing all four dimensions. Its central
sequential mechanism is empirically tested in Article VII, while the remaining dimensions are
incorporated through the systematic synthesis of theoretical and empirical findings from
Articles I-VI.

The hypothesis is supported within the empirical and methodological scope of the
doctoral thesis. The results of the article collection confirm that the impact of digital marketing
and the media ecosystem on consumers' sustainable purchasing decisions is multidimensional
and manifests in the interrelation of four dimensions of analysis.

The first thesis put forward for defense is supported by empirically identified indirect
links and intermediate links between the digital environment and decision-making. Articles V-
VII show that the impact of digital information manifests through attitudes, perceived
sustainability, and trust, while Articles I and II highlight the importance of economic and
accessibility barriers. Therefore, the formation of sustainable purchasing decisions by
consumers is not a linear process of individual choice.

The second thesis is supported by the results of Articles III-VII. The digital marketing
and media ecosystem determines not only the availability of information but also how
information is noticed, selected, structured, interpreted, and socially accepted. Therefore, the
digital environment creates the prerequisites for perceiving and evaluating sustainability
information.

The third thesis is supported by the results of trust, perceived sustainability, and the
economic-structural dimension. A consumer's positive sustainability assessment may not
translate into a specific purchasing decision if sustainability information is not perceived as
reliable or if choice is limited by price, product availability, lack of alternatives, and ease of
purchase. Thus, the attitude-action gap arises under the influence of several interrelated
conditions.

The fourth thesis directly follows from the systematization of the results of the set of
articles. The structural dimension of digital information and digital marketing, social and media

influence, trust and perceived sustainability, as well as economic-structural dimensions, cover
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different but interrelated groups of factors necessary to explain the formation of consumers'
sustainable purchasing decisions.

The scientific contribution of the integrated model is not the identification of individual
factors, including information, social impact, trust, or price, as these have also been analyzed
in previous studies, but rather the combination of these factors into a unified four-dimensional
system. Unlike approaches that primarily analyze the relationship between attitudes and
purchase intention, the doctoral thesis conceptualizes the digital marketing and media
ecosystem as an environment for active decision-making. Perceived sustainability and trust are
interpreted as mechanisms that facilitate the transition from information evaluation to readiness
to act, while economic-structural conditions represent prerequisites for the practical
implementation of the decision. The practical significance of the model is related to the ability
of companies and other stakeholders to evaluate sustainability communication not only based
on its reach. Sustainability information must be digitally discoverable, understandable,
comparable, and verifiable; use of social media, reviews, and user-generated content should
strengthen rather than undermine the credibility of sustainability information; meanwhile,
communication should be supplemented with clear information about price, availability, and
purchase conditions. Thus, promoting sustainable purchasing decisions requires a coordinated
approach to digital communication, trust-building, and reducing practical purchasing barriers.

The interpretation of the model must take into account the limitations of the doctoral
thesis. The results of the articles are based on diverse samples and mainly self-assessed data,
while the economic-structural dimension is considered as a group of conditions for
implementing a supplementary decision. Therefore, the developed integrated model is an
empirically grounded conceptual framework that explains the formation of sustainable
purchasing decisions by consumers within the scope of the study, rather than a universal

instrument for predicting consumer behaviour.
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Conclusions

A collection of seven scientific articles in the doctoral thesis forms an interconnected
basis for explaining the formation of sustainable purchasing decisions by consumers in the
digital marketing and media ecosystem. The articles cannot be interpreted as a mechanical or
chronological sequence of publications, but as a thematically unified research body in which
aspects of sustainable consumption, consumer behaviour, digital information, media influence,
trust, perceived sustainability, and structural conditions are integrated into a common
explanation. Thus, the collection of articles justifies the main result of the doctoral thesis, which
is the model for the formation of sustainable purchasing decisions by consumers in the digital
marketing and media ecosystem.

The aim of the doctoral thesis has been achieved. The research results confirm that the
formation of consumers' sustainable purchasing decisions in the digital environment cannot be
explained by a single factor or a linear transition from information to purchase. It develops as a
multidimensional process in which digital information and digital marketing, social and media
influences, trust and perceived sustainability, as well as the economic-structural dimension,
interact with each other. Thus, the hypothesis put forward in the doctoral thesis is supported
within the empirical and methodological scope of the study, and the theses proposed for defense
are supported by the results of a collection of seven scientific articles and their synthesis in the
integrated model.

1. Theoretical analysis confirms that the formation of sustainable purchasing decisions by
consumers should be viewed within the broader interaction of sustainable development,
consumer behaviour, digital marketing, and the media ecosystem. A sustainable
purchasing decision is not merely the result of individual attitudes or environmental
awareness, but a socially, informationally, communicatively, and economically
conditioned process. This conclusion justifies the approach included in the doctoral
thesis title to analyze not consumer behaviour as a whole, but specifically the impact of
digital marketing and the media ecosystem on the formation of sustainable purchasing
decisions by consumers.

2. The doctoral research results show that the digital marketing and media ecosystem is an
environment for active consumer decision-making. It not only ensures the availability
of information about sustainable products, services, and brands but also influences how
this information is noticed, perceived, interpreted, compared, and used in shaping
purchasing decisions. Thus, the social and media influence dimension empirically

justifies how the digital and social environment supports or hinders the formation of
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sustainable purchasing decisions.

The study confirms that the formation of sustainable purchasing decisions by consumers
is not a linear process of individual choice. A positive attitude towards sustainability,
awareness of sustainable products, or to digital information alone does not ensure the
formation of a specific sustainable purchasing decision. The decision is formed gradually,
interacting with digital information, the influence of the social and media environment, level of
trust, perceived sustainability, price, availability, and other conditions for carrying out the
purchase. This conclusion supports the initial thesis put forward for defense.

The digital information and digital marketing dimension is an initial prerequisite for the
formation of consumers' sustainable purchasing decisions. The results of the article
series show that a consumer can evaluate a sustainable alternative only if the information
about it is digitally visible, discoverable, understandable, comparable, and perceived as
significant. Therefore, the effectiveness of digital marketing in the context of sustainable
consumption cannot be reduced to the intensity of communication or the visibility of
advertising; the quality, clarity, and verifiability of information are crucial.

The social and media influence dimension shows that consumers do not make decisions
in isolation in the digital environment. They are influenced by social media, digital
communities, other consumers' experiences, feedback, electronic word-of-mouth
communication, media content, social norms, and algorithmically structured
information flow. These factors can amplify the importance of sustainable choices, but
they can also create skepticism or confusion when information is contradictory,
insufficiently substantiated, or commercially exaggerated. This conclusion supports the
second thesis put forward for defense, since the digital marketing and media ecosystem
affects not only awareness but also the perception, interpretation, and evaluation of
sustainability information.

Trust and perceived sustainability are important intermediary elements between the
information available in the digital environment and the sustainable purchasing
decision. The study results confirm that consumers use sustainability information in
decision-making only if it is perceived as credible, justified, understandable, and
relevant to the actual behaviour of the product, service, or brand. If sustainability claims
are perceived as unclear, unverifiable, or formal, they do not promote a sustainable
purchasing decision but can reinforce skepticism and the perception of greenwashing

risks.
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7.

10.

The study deepens the explanation of the attitude-action gap in the context of sustainable
consumption. The mismatch between a positive attitude towards sustainability and a
specific sustainable purchasing decision cannot be explained solely by individual
discrepancies in attitudes and actions but also arises under the influence of the digital
marketing and media ecosystem, where the availability of information, its credibility,
level of trust, perceived sustainability, as well as pricing and availability conditions,
play a crucial role. In this process, the reliability of sustainability information, perceived
sustainability, social influence, price, product availability, and ease of choice are
important factors. This conclusion supports the third thesis put forward for defense.

The economic-structural dimension shows that implementing sustainable purchasing
decisions depends not only on awareness, attitude, or trust but also on practical
purchasing conditions. Price, purchasing power, availability of sustainable products,
market supply, digital comparison opportunities, ease of purchase, and perception of
product quality can promote or limit the transformation of a sustainable purchasing
intention into an actual choice. Thus, a sustainable purchasing decision is not only the
result of values and communication but also market and availability conditions.

The developed integrated model structures the formation of consumers' sustainable
purchasing decisions into four interconnected dimensions, including digital information
and digital marketing, social and media influence, trust and perceived sustainability
dimension, as well as the economic-structural dimension. These dimensions are not
isolated factors but interconnected model components that together explain how
consumer willingness to make sustainable purchasing decisions is formed within the
digital marketing and media ecosystem and how this readiness can be transformed into
actual action. This conclusion supports the fourth thesis put forward for defense.

The integrated model provides the main scientific contribution of the doctoral thesis, as
it combines aspects of sustainable consumption, consumer behaviour, digital marketing,
the media ecosystem, trust, perceived sustainability, and economic-structural conditions
into a single analytical framework. The model provides a framework for explaining the
formation of consumers' sustainable purchasing decisions as a dynamic process in which
the digital environment influences the availability and interpretation of information, the
social and media environment influences perception and social significance, trust
influences how consumers receive and rely on information, and economic-structural

conditions influence the practical implementation of the decision.
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11. The hypothesis put forward in the doctoral thesis is supported within the empirical and
methodological scope of the study. The study results demonstrate that the impact of
digital marketing and the media ecosystem on consumers' sustainable purchasing
decisions is multidimensional and is manifested in the interaction between digital
information and digital marketing, social and media influences, trust and perceived
sustainability, as well as the economic-structural dimension. The confirmation of the
hypothesis arises both from the theoretical basis, from the analysis of empirical research
results, and from the development of the integrated model.

12. The theses presented for defense are based on the theoretical basis of the doctoral thesis,
the analysis of empirical results from the collection of scientific articles, and their
synthesis in an integrated model of consumers’ sustainable purchasing decision
formation. The first thesis is based on the conclusion that the purchasing decision is not formed
linearly, but rather through the interaction of interrelated influencing factors. The second thesis
is based on the results of the dimensions of digital information, digital marketing, and social and
media influence. The third thesis is based on an analysis of trust, perceived sustainability, and
economic-structural conditions. The fourth thesis is based on the structure of the integrated
model, in which the formation of sustainable purchasing decisions by consumers is explained
in four interrelated dimensions.

Overall, it can be concluded that the doctoral thesis provides a theoretically and
empirically well-founded explanation of the impact of digital marketing and the media
ecosystem on consumers' sustainable purchasing decisions. The research results show that a
sustainable purchasing decision is a multidimensional process in which digital information,
social and media influence, trust, perceived sustainability, and the conditions for fulfilling the
purchase interact. At the same time, the results should be interpreted taking into account the
thematic, empirical, and methodological boundaries of the research. Therefore, the developed
model should be evaluated as an empirically grounded conceptual framework that structures
the main dimensions of influence and their interconnection. This allows for determining the
scientific contribution of the doctoral thesis, confirming the proposed hypothesis, and justifying

the theses proposed for defense.
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Proposals

Based on the theoretical and empirical research results obtained in the doctoral thesis,
the developed integrated model, and conclusions, the proposals are aimed at utilizing the digital
marketing and media ecosystem to promote the formation of sustainable purchasing decisions
by consumers. They stem from the problem identified in the study that the formation of
consumers' sustainable purchasing decisions in the digital environment is not a linear process,
but rather the result of the interaction between digital information, social and media influences,
trust, perceived sustainability, and economic-structural conditions.

1) Company management and the responsible sustainability communication units
Companies that provide information about the sustainability aspects of products, services, or
brands in the digital environment should develop common principles for preparing
sustainability information. Sustainability guidelines must be clear, verifiable, verifiable, and
understandable to consumers. In digital communication, general terms such as "green," or
"sustainable" are not enough unless they are accompanied by a specific explanation,
confirmation, evidence, or comparable information. This proposal follows the conclusion that
consumers rely on sustainability information when making purchasing decisions only if they
perceive it as reliable, understandable, and consistent with the real behaviour of the product or
brand.

2) For company digital marketing specialists
Specialists and companies must develop sustainable product communication so that information
in the digital environment is visible, easily accessible, and understandable to consumers. This
means that website content, product descriptions, sustainability information, keyword usage,
and digital navigation solutions must be designed so that consumers can identify a sustainable
alternative before purchase and compare it with other offers. Such a proposal is the result of a
study emphasizing that a sustainable purchasing decision in the digital environment does not
arise if information about sustainable products is not sufficiently visible in the decision-making
process, which is understandable.

3) For e-commerce companies
Companies engaged in e-commerce should improve the way information is provided by making
it clearer and easier to understand by using internationally recognized eco-labels that are easier
for consumers to understand. When informing about the price, it would be valuable to inform
about various sustainability factors — product origin, certification, material origin, as well as the
possible environmental impact. It would also be valuable to work on comparing different

products

94



opportunities, guiding consumers to choose sustainable products and services. It is important
that such information is convenient and easy to review and does not need to be opened on
separate pages or files.

4) For company marketing specialists
Research shows that electronic word-of-mouth communication among consumers, sharing
information with each other, as well as sharing experience stories and feedback, are very
important and can be very well used to build trust. To promote sustainable message delivery, it
is recommended to ensure convenient and easy review of feedback, as well as an easy way to
provide such feedback. It is advisable to create question-and-answer sections to highlight the
benefits of making sustainable choices.

5) For companies that use influencer marketing and sponsored content
When using influencer marketing in sustainability communication, companies must choose
influencers whose content, competence, and values align with the company's sustainability
principles. Sponsored content must be clearly recognizable, while sustainability claims must be
supported by verifiable information. In communication, it is advisable to explain both
individual and societal benefits from sustainable choices, while supplementing influencer
messages with consumer feedback and other user experiences that strengthen trust in
sustainability information.

6) For policymakers
Policymakers should work on removing economic-structural barriers that affect consumers in
making sustainable purchases. Various initiatives can promote sustainable purchases (similar
to how it is designed to boost the sale of electric cars by introducing different incentives for
purchasing such vehicles). It would also be advisable to work on conditions that allow
sustainable products and services to be distinguished more clearly, safely, and conveniently in
the digital environment.

7) For industry associations and professional organizations
Industry associations are important players in shaping common policy, and it would be useful
to develop well-considered and unified guidelines for disseminating sustainability information
in the digital environment, helping people to perceive the importance of sustainability in a
unified way, and to easily and conveniently recognize labels and greenwashing risks. It is also
important to clearly formulate and indicate the risks of greenwashing, thereby reducing the

likelihood of skepticism and distrust among consumers.
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8) For educational institutions, non-governmental organizations, and implementers of

consumer education initiatives
Educational institutions and non-governmental organizations need to work more on content
analysis and the introduction of critical thinking into the teaching process. It would be valuable
to teach and display various eco-labels and other sustainability-related product labels more
purposefully. It is important in the educational process to talk about digital platform algorithms
and how they are generated, how consumers become exposed to different information "bubbles"
and how we ourselves can create a digital environment where more reliable content is visible.
It is also important to explain the risks of greenwashing and teach how to evaluate the
truthfulness of sustainability messages.

9) For companies, researchers, and consulting organizations
The integrated model developed in the doctoral thesis can be used as an analytical framework
for evaluating companies' digital marketing and sustainability communications. With its help,
it is possible to assess whether digital communication includes the essential prerequisites for
shaping consumers' sustainable purchasing decisions, including whether sustainability
information is visible, high-quality, and understandable; whether the influence of social media
and other consumers is taken into account; whether communication fosters trust and supports
perceived sustainability; and whether consumers clearly understand practical purchase terms

such as price, availability, and ease of choice.

96



10.

Izmantotas literatiiras avotu saraksts

. Al-Ababneh, H. A., Alkhudierat, N. A., Almubaydeen, T. H., Zawaideh, F. H., Alhosban,

A., & Mugableh, M. L. (2025). Promoting green technologies through digital marketing
platforms and social media. E3S Web of  Conferences, 614.
https://doi.org/10.1051/e3sconf/202561401015

Alamsyah, D. P., & Febriani, R. (2020, March). Green customer behaviour: Impact of green
brand awareness to green trust. In Journal of Physics: Conference Series (Vol. 1477, No. 7,

p. 072022). IOP Publishing. https://doi.org/10.1088/1742-6596/1477/7/072022

. Ajzen, L. (1991). The theory of planned behaviour. Organizational behaviour and human

decision processes, 50(2), 179-211.

Amin S, Tarun MT (2021), "Effect of consumption values on customers’ green purchase
intention: a mediating role of green trust". Social Responsibility Journal, Vol. 17 No. 8 pp.
1320-1336, doi: https://doi.org/10.1108/SRJ-05-2020-0191

Bar Am, J., Doshi, V., Malik, A., Noble, S., & Frey, S. (2023). Consumers care about

sustainability—and back it up with their wallets. McKinsey & Company.
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/consumers-

care-about-sustainability-and-back-it-up-with-their-wallets

Carfora, V., Caso, D., Sparks, P., & Conner, M. (2019). Moderating effects of pro-
environmental self-identity on pro-environmental intentions and behaviour: A multi-
behaviour study. Journal of Environmental Psychology, 62, 71-78.

Casalegno, C., Candelo, E., & Santoro, G. (2022). Exploring the antecedents of green and
sustainable purchase behaviour: A comparison among different generations. Psychology &
Marketing, 39(5), 1007-1021. https://doi.org/10.1002/mar.21637

Chen, YS., Chang, CH. Greenwash and Green Trust: The Mediation Effects of Green
Consumer Confusion and Green Perceived Risk. J Bus Ethics 114, 489-500 (2013).
https://doi.org/10.1007/s10551-012-1360-0

Clarke, A. (2018). SEO 2019: Learn search engine optimization with smart internet
marketing strategies. Bahamut Media.

Confente, 1., Scarpi, D., & Russo, 1. (2020). Marketing a new generation of bio-plastics
products for a circular economy: The role of green self-identity, self-congruity, and
perceived value. Journal of business research, 112, 431-439.

https://doi.org/10.1016/1.jbusres.2019.10.030

97


https://doi.org/10.1051/e3sconf/202561401015
https://doi.org/10.1088/1742-6596/1477/7/072022
https://doi.org/10.1108/SRJ-05-2020-0191
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/consumers-
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/consumers-
https://doi.org/10.1002/mar.21637
https://doi.org/10.1007/s10551-012-1360-0
https://doi.org/10.1016/j.jbusres.2019.10.030

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

D'amato, D., & Korhonen, J. (2021). Integrating the green economy, circular economy and
bioeconomy in a strategic sustainability framework. Ecological Economics, 188, 107143.
https://doi.org/10.1016/j.ecolecon.2021.107143

De Oliveira Lima, L. A., da Silva, J. M. S., de Oliveira Santos, A., Marques, F. R. V., da
Silva Leao, A. P., Carvalho, M. D. C. L., ... & Ferreira, A. B. S. (2024). The influence of

green marketing on consumer purchase intention: a systematic review. Revista de Gestao
Social e Ambiental, 18(3), 1-11. https://doi.org/10.24857/rgsa.v18n3-084

Delmas, M. A., & Burbano, V. C. (2011). The drivers of greenwashing. California
management review, 54(1), 64-87. https://doi.org/10.1525/cmr.2011.54.1.64

Dermody, J., Koenig-Lewis, N., Zhao, A. L., & Hanmer-Lloyd, S. (2018). Appraising the

influence of pro-environmental self-identity on sustainable consumption buying and
curtailment in emerging markets: Evidence from China and Poland. Journal of business
research, 86, 333-343., https://doi.org/10.1016/j.jbusres.2017.09.041.

Desembrianita, E., Mulyono, S., Putra, W. P., & Tarjono, T. (2024). Influence of digital
marketing, consumer trust, and brand loyalty on purchase intention (case study of green
product consumers). International Journal of Business, Law, and Education, 5(2), 2003-
2015. https://doi.org/10.56442/ijble.v512.775

Do Paco, A., Shiel, C., & Alves, H. (2019). A new model for testing green consumer
behaviour. Journal of cleaner production, 207, 998-1006.
https://doi.org/10.1016/j.jclepro.2018.10.105

ElHaffar, G., Durif, F., & Dubé¢, L. (2020). Towards closing the attitude-intention-behaviour

gap in green consumption: A narrative review of the literature and an overview of future
research directions. Journal of  cleaner production, 275, 122556.
https://doi.org/10.1016/j.jclepro.2020.122556.

European Commission. (2024, May). Special Eurobarometer 550: Attitudes of Europeans
towards the environment. European Union.
https://europa.eu/eurobarometer/surveys/detail/3173

Fisher, G. (2019). SEO Mastery. Learn Advanced Search Engine Optimization Marketing
Secrets, For Optimal Growth.

Georgeson, L., Maslin, M., & Poessinouw, M. (2017). The global green economy: a review
of concepts, definitions, measurement methodologies and their interactions. Geo:

Geography and Environment, 4(1), €00036. https://doi.org/10.1002/ge02.36

98


https://doi.org/10.1016/j.ecolecon.2021.107143
https://doi.org/10.24857/rgsa.v18n3-084
https://doi.org/10.1525/cmr.2011.54.1.64
https://doi.org/10.1016/j.jbusres.2017.09.041
https://doi.org/10.56442/ijble.v5i2.775
https://doi.org/10.1016/j.jclepro.2018.10.105
https://doi.org/10.1016/j.jclepro.2020.122556
https://europa.eu/eurobarometer/surveys/detail/3173
https://doi.org/10.1002/geo2.36

21.

22

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

Groening, C., Sarkis, J., & Zhu, Q. (2018). Green marketing consumer-level theory review:
A compendium of applied theories and further research directions. Journal of cleaner

production, 172, 1848-1866. https://doi.org/10.1016/j.jclepro.2017.12.002

. Haba, H. F., Bredillet, C., & Dastane, O. (2023). Green consumer research: Trends and way

forward based on bibliometric analysis. https://doi.org/10.1016/j.clrc.2022.100089

Hajirasouli, A., & Kumarasuriyar, A. (2016). The social dimention of sustainability:
Towards some definitions and analysis. Journal of Social Science for Policy Implications,
4(2), 23-34.

Hameed, 1., Hussain, H., & Khan, K. (2022). The role of green practices toward the green
word-of-mouth using stimulus-organism-response model. Journal of Hospitality and
Tourism Insights, 5(5), 1046-1061., https://doi.org/10.1108/JHTI-04-2021-0096

Handoyo, S. (2024). Purchasing in the digital age: A meta-analytical perspective on trust,
risk, security, and e-WOM in e-commerce. Heliyon, 10(8).
https://doi.org/10.1016/j.heliyon.2024.e29714

Hochstein, R. E., Harmeling, C. M., & Perko, T. (2025). Toward a theory of consumer digital
trust: Meta-analytic evidence of its role in the effectiveness of user-generated content.
Journal of the Academy of Marketing Science, 53(4), 1034-1054.
https://doi.org/10.1007/s11747-023-00982-y

Jia, T., Igbal, S., Ayub, A., Fatima, T., & Rasool, Z. (2023). Promoting Responsible

Sustainable Consumer Behaviour through Sustainability Marketing: The Boundary Effects of
Corporate Social Responsibility and Brand Image. Sustainability, 15(7), 6092.
https://doi.org/10.3390/su15076092

Kaur, B., Gangwar, V. P., & Dash, G. (2022). Green marketing strategies, environmental
attitude, and green buying intention: A multi-group analysis in an emerging economy
context. Sustainability, 14(10), 6107. . https://doi.org/10.3390/su14106107

Khoso, R. H., Manzoor, A., Sultan, F., & Alam, S. H. (2025). Al in green marketing:

Promoting sustainable consumer choices through artificial intelligence. Journal of Asian
Development Studies, 14(4), 225-241. https://doi.org/10.62345/jads.2025.14.4.19

Kotler, P., Keller, K. L., & Chernev, A. (2022). Marketing management, global edition (Vol.
832). Pearson.

Kraft, T., Valdés, L., & Zheng, Y. (2022). Consumer trust in social responsibility

communications: The role of supply chain visibility. Production and Operations
Management, 31(11), 4113-4130. . https://doi.org/10.1111/poms.13808
Kumar, S., Sharma, C., Mishra, M. K., Sharma, S., & Bhardwaj, V. (2025). Smart,



https://doi.org/10.1016/j.jclepro.2017.12.002
https://doi.org/10.1016/j.clrc.2022.100089
https://doi.org/10.1016/j.heliyon.2024.e29714
https://doi.org/10.1007/s11747-023-00982-y
https://doi.org/10.3390/su15076092
https://doi.org/10.3390/su14106107
https://doi.org/10.62345/jads.2025.14.4.19
https://doi.org/10.1111/poms.13808

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

sustainable, and green: the digital transformation of green-marketing. Discover

Sustainability, 6(1), 388. https://doi.org/10.1007/s43621-025-01242-5

Lorek, S., & Spangenberg, J. H. (2014). Sustainable consumption within a sustainable
economy—beyond green growth and green economies. Journal of cleaner production, 63, 33-
44. https://doi.org/10.1016/j.jclepro.2013.08.045

Luo, G. L., Zheng, H., & Guo, Y. L. (2023). Impact of consumer information capability on
green consumption intention: the role of green trust and media publicity. Frontiers in
Psychology, 14, 1247479. https://doi.org/10.3389/fpsyg.2023.1247479

Lum, C. M. K. (2014). Media ecology: Contexts, concepts, and currents. The handbook of

media and mass communication theory, 137-153.

https://doi.org/10.1002/9781118591178.ch8

Media Ecology Association. (n.d.). Media Ecology Association. https://www.media-
ecology.org/
Metzger, M. J., & Flanagin, A. J. (2013). Credibility and trust of information in online

environments: The use of cognitive heuristics. Journal of pragmatics, 59, 210-220.
https://doi.org/10.1016/j.pragma.2013.07.012.

Michaud, C., & Llerena, D. (2011). Green consumer behaviour: an experimental analysis of
willingness to pay for remanufactured products. Business strategy and the Environment,
20(6), 408-420. https://doi.org/10.1002/bse.703

Michaud, C., Joly, L., Llerena, D., & Lobasenko, V. (2017). Consumers' willingness to pay
for sustainable and innovative products: a choice experiment with upgradeable products.
International Journal of Sustainable Development, 20(1-2), 8-32.

https://doi.org/10.1504/1JSD.2017.083493

Nabivi, E. (2025). The role of social media in green marketing: How eco-friendly content
influences brand attitude and consumer engagement. Sustainability, 17(5), 1965.
https://doi.org/10.3390/sul7051965

Nemes, N., Scanlan, S. J., Smith, P., Smith, T., Aronczyk, M., Hill, S., & Stabinsky, D.

(2022). An integrated framework to assess greenwashing. Sustainability, 14(8), 4431.
https://doi.org/10.3390/su14084431
Ng, P. M., Cheung, C. T., Lit, K. K., Wan, C., & Choy, E. T. (2024). Green consumption

and sustainable development: The effects of perceived values and motivation types on green
purchase intention. Business Strategy and the Environment, 33(2), 1024-1039.
https://doi.org/10.1002/bse.3535

OECD. (2019). Green Growth Indicators [Database].



https://doi.org/10.1007/s43621-025-01242-5
https://doi.org/10.1016/j.jclepro.2013.08.045
https://doi.org/10.3389/fpsyg.2023.1247479
https://doi.org/10.1002/9781118591178.ch8
https://www.media-ecology.org/
https://www.media-ecology.org/
https://www.media-ecology.org/
https://doi.org/10.1016/j.pragma.2013.07.012
https://doi.org/10.1002/bse.703
https://doi.org/10.1504/IJSD.2017.083493
https://doi.org/10.3390/su17051965
https://doi.org/10.3390/su14084431
https://doi.org/10.1002/bse.3535
https://stats.oecd.org/Index.aspx?QueryId=64863

44.

45.

46.

47.

48

49.

50.

51.

52.

53.

54.
55.

https://stats.oecd.org/Index.aspx?Queryld=64863
Pereira, M. L., de La Martiniére Petroll, M., Soares, J. C., Matos, C. A. D., & Hernani-

Merino, M. (2023). Impulse buying behaviour in omnichannel retail: an approach through
the stimulus-organism-response theory. International Journal of Retail & Distribution
management, 51(1), 39-58. https://doi.org/10.1108/ijrdm-09-2021-0394
PLUTA-OLEARNIK, M. (2025). CREATING PRO-ENVIRONMENTAL CONSUMER
BEHAVIOUR USING MOBILE MARKETING TOOLS. Modern Management Review,
30(3), 73-83.https://doi.org/10.7862/rz.2025.mmr.17

Poulis, A., Theodoridis, P., & Zacharatos, T. (2026). Green Branding in the Digital Era: The
Role of Influencer Credibility and Greenwashing in Shaping Brand Authenticity, Trust and
Purchase intentions. Sustainability, 18(1), 451. https://doi.org/10.3390/sul18010451

Pariser, E. (2011). The filter bubble: What the Internet is hiding from you. Penguin Press.

. Premchandani, P. (2024). A study on buying behaviour towards eco-friendly FMCG

products based on the Howard Sheth model. In Digital living: Redefining culture with
technology for industries, education, society & entrepreneurship (Vol. 4, pp. 263-274).
Iterative International Publishers. https://doi.org/10.58532/V3BFLT6P2CH430

Reddy, K. P., Chandu, V., Srilakshmi, S., Thagaram, E., Sahyaja, C., & Osei, B. (2023).
Consumers perception on green marketing towards eco-friendly fast moving consumer
goods. International Journal of Engineering Business Management, 15,

18479790231170962. https://doi.org/10.1177/18479790231170962

Reske, D. (2017). Digital marketing in the zone: The ultimate system for digital marketing
success. Morgan James Publishing.
Rosario, A. T., & Dias, J. C. (2025). The Role of Digital Marketing in Shaping Sustainable
Consumption: Insights from a Systematic Literature Review. Sustainability, 17(17), 7784.
https://doi.org/10.3390/sul 7177784
Sahioun, A., Bataineh, A. Q., Abu-AlSondos, 1. A., & Haddad, H. (2023). The impact of

green marketing on consumers’ attitudes: A moderating role of green product awareness.
Innovative Marketing, 19(3), 237. http://dx.doi.org/10.21511/im.19(3).2023.20

Sachs, J. (2015). The Age of Sustainable Development. New York Chichester, West Sussex:
Columbia University Press. https://doi.org/10.7312/sach17314

Stfetcu, N. (2014). Internet marketing, SEO & advertising. SetThings.

Sharma, K., Aswal, C., & Paul, J. (2023). Factors affecting green purchase behaviour: A
systematic literature review. Business Strategy and the Environment, 32(4), 2078-2092.

https://doi.org/10.1002/bse.3237



https://stats.oecd.org/Index.aspx?QueryId=64863
https://doi.org/10.1108/ijrdm-09-2021-0394
https://doi.org/10.7862/rz.2025.mmr.17
https://doi.org/10.3390/su18010451
https://doi.org/10.1177/18479790231170962
https://doi.org/10.3390/su17177784
http://dx.doi.org/10.21511/im.19(3).2023.20
https://doi.org/10.7312/sach17314
https://doi.org/10.1002/bse.3237

56.

57.

58.
59.

60.

61.

62.

63.

64.

65.

66.

67.

Sharmin, F., Sultan, M. T., Badulescu, D., Badulescu, A., Borma, A., & Li, B. (2021).
Sustainable destination marketing ecosystem through smartphone-based social media: The
consumers’ acceptance perspective. Sustainability, 13(4), 2308.
https://doi.org/10.3390/su13042308

Shenoy, A., & Prabhu, A. (2016). Introducing SEO: Your quick-start guide to effective SEO

practices. California: Apress Media, LLC.

Solomon, M. R., & Behaviour, C. (1994). Buying, having and being. London: Prenticle Hall.
Srivastava, R., Rathore, J. S., & Singh, H. (2021). An empirical study on channel attributes

of online and offline channels based on Engel-Kollat-Blackwell (EKB) model. World
Review of Entrepreneurship, Management and Sustainable Development, 17(6), 864-882,
https://doi.org/10.1504/WREMSD.2021.118657

Srivastava, V., & Gupta, A. K. (2023). Price sensitivity, government green interventions,
and green product availability triggers intention toward buying green products. Business

Strategy and the Environment, 32(1), 802-819. https://doi.org/10.1002/bse.3176

Thogersen, J. (2011). Green shopping: for selfish reasons or the common good?. American
Behavioural Scientist, 55(8), 1052-1076. https://doi.org/10.1177/000276421140790
Tiwari, S. K., Haque, M. A., Kirmani, M. D., & Kumar, S. (2025). How social media

advertising influences sustainable purchase intentions in the digital age. Discover
Sustainability, 6(1), 889. https://doi.org/10.1007/s43621-025-01820-7

United Nations Environment Programme (UNEP). (2011). Towards a green economy:

Pathways to sustainable development and poverty eradication.

https://www.unep.org/resources/report/towards-green-economy-pathways-sustainable-

development-and-poverty-eradication-10

Vijayalakshmi, R., & Gurumoorthy, T. R. (2018). Traditional models of consumer behaviour:
An overview. International Journal of Advanced Research in Management and Social
Sciences, 7(12), 134-141.

Wang, J., Shahzad, F., Ahmad, Z., Abdullah, M., & Hassan, N. M. (2022). Trust and
consumers’ purchase intention in a social commerce platform: A meta-analytic approach.
Sage Open, 12(2), 21582440221091262. https://doi.org/10.1177/21582440221091262
White, K., Habib, R., & Hardisty, D. J. (2019). How to SHIFT consumer behaviours to Sbe

more sustainable: A literature review and guiding framework. Journal of marketing, 83(3),

22-49. https://doi.org/10.1177/0022242919825649

Wu, M., & Long, R. (2024). How do perceptions of information usefulness and green trust

influence intentions toward eco-friendly purchases in a social media context?. Frontiers in


https://doi.org/10.3390/su13042308
https://doi.org/10.1002/bse.3176
https://doi.org/10.1177/0002764211407903
https://doi.org/10.1007/s43621-025-01820-7
https://www.unep.org/resources/report/towards-green-economy-pathways-sustainable-development-and-poverty-eradication-10
https://www.unep.org/resources/report/towards-green-economy-pathways-sustainable-development-and-poverty-eradication-10
https://www.unep.org/resources/report/towards-green-economy-pathways-sustainable-development-and-poverty-eradication-10
https://www.unep.org/resources/report/towards-green-economy-pathways-sustainable-development-and-poverty-eradication-10
https://doi.org/10.1177/21582440221091262
https://doi.org/10.1177/0022242919825649

Psychology, 15, 1429454. doi: 10.3389/fpsyg.2024.1429454
68. Zhuo, Z., Ren, Z., & Zhu, Z. (2022). Attitude-behaviour gap in green consumption
behaviour: a review. Journal of Economics, Management and Trade, 28(12), 12-28. DOI:

10.9734/JEMT/2022/v281121065



