BALTI JAS STRAPTAUTI SKu AKADUGMI JA

Mg.oecMaksims Rapoports

MUr ketinga komuni kUcijas kompl eksa i

jomU(autoskol as pakal poj umi)

Promocijas darbs

Ekonomi kas doktora (Dr.oec.) zinUtn

ZinUamaelsgnozare: Tirgzinodoba

Darba zinUtniskU vTagagatGoljbkova Dr .

Darba zinUtniskU ko insaSteteakat e :

Roga 2017



Satura rUdot Uj s

Y R VA I -1 -3 A TR U0 TP 8
TADUIU SAIAKSTS ...ceeeiiiiiiee e rree e e ettt e e e e e e e e e e enan 9
A U T T U X UG- 11
1= Vo £ SR 13

1. MUrketinga komuni kUci.j.as...bl.t.aha.,...v.e.i.dl9 un
1.1. Komuni kUcij as..pr.o.c.es.s..s.t.ar.p..c.i.l.v.U0Xi em
12. MUr getinga komun.i.kUec.i.j.u..bl.t.gba..un..v83 di
1.3. MUrketinga komun.i.kUc..j.as..kompl.eks4 mod

1.4. MUrketi ngeakmkdjmugii&. . Ulca.K.tas.rii..e.tereenee. 60
1.5. MUrketinga komuni kUcij as..k.ompl.ek.sé8 mod

2. NeformUl Us izgltdgwpehadalsl t @gkag,Uj tolsin..0rd)j o f
2.1. NeformUI Us izglotobas biltg.ba..un..atB9dst o
22 NeformUl Us izgl.gt.0bas..at.t.gs.t.dba..Lat?ij U
2.3. Bezdarba | omeAa, iedzovotUju nodarbinl

2.4. uUurUjo faktoru ietekme uz .nef.armUll2 i zg

25Nef or mOl Us izgl gtobas segmenta Atiansapons

[ T V20 O U U 126
3. Jauna mUrketinga komuni kUcijas kompl eksa
jomai (autoskolas pakalpojumIEmi)........ccceieieiiiei i ieeeiie e eeeeeeee e 139
3.1. MUrketinga komuni kUci | as...s.p.e.c.i.fi.K2 nef
32. MUrketinga komuni kUcij as specifika nef
OIE= U = U I I o TN O 0 o L o TP 143
3. 3. Apvienot o/AatbpskeksoA@GUedaudi torijas

mUr ketinga komu.ni.k.Uc.i.j.as..kanOl.i.em...... 150

3.4. PatUrUtUja portrets kU mUrketinga kor
i zgl otobas sf Ur U .(.aut.oskol.as..p.ak.a.l.p.o.j.ueoi )

3.5. JaunU mUrketinga ko muerfiok OuliljUss ikagrmpmplte)l

pakal poj umi ) .i.zs.t.r.Ude.s..p.amal ... 170

36. JaunU mUrketinga komuni kUcijas kompl ek s

(autoskolas pakalPojumi)..........ccveeeeuiuiueiiimmr e eeeera e e e e e e e e e e e e arner e aeas 183
SecinUj umi  un..pri.cek gl K Ui e 194
Literat D ras. . .S arfak. S .S e eeses e 200
PIBIKUMI ..ttt e et e e e e e e e e e s smmt et e et e e e e e e e e e e e e e e s e n e nnne s 216



Abreviatlru saraksts

1. CATIT Computer Assisted Telephone Intervipus

2. CSDDiCe Nu Sati ksmes Drogobas departaments
3.CSPicentrUla Statistikas pUrvalde

4. CV1 Curriculum Vitae

5. DVD 1 Digital Versatible disg

6. ESi Eiropas Sav;i engba

7. EURT eiro;

8. IKP-l ekgzemes ;kopprodukt s

9. IMKii ntegrUta mUrkeptinga komuni kUcij a
10.LMT 71 Latvijas Mobilais telefons

11.MKMiMazU kvadrUtu metode

122.NVAiNodar bivmUtsidtsa;sagent I r a
13.PNPGi Pas Ukumu notei ktUm personu grupUm
14.SIATSabi e diregrboab eagrot u at bi | dobu

15.SMSTDKi Si t uUci ja, MUrgi, StratUgija, Takti



Tabulu saraksts

1.1tabulaKo muni kUci j a.s... k..l...a..S..L..f...l...k..U.C..I...j...a ............................ 35
1.2tabula MUr ketinga komuni kUcijas (trad.i.ci®nUl a
1.3tabulaMUr ket i nga komuni k Uc.i.j..as...k.omp.l.ek.s.u.62nal
l.4tabulaMUr ket i nga komuni kUci j as..kompl.ek.s.a.6&l em
2.1tabulaFor mUl Us un nefor mUlpWx iTz g 1S3d.tmkk.anss.ar7@ k s t
22tabulaNef or mUIl Us i zgl ot oba.s..vi.r.zi.eni..un.Satur
23tabula Nef or mUI Us izgl ot §b.as..pat.Ur.0t.0j.u.2pt au
24tabulavUl mes, vajadzobas un pie.p.r.as.gj.ums.79Uc
25tabulaPat Ur Ut Oj u mUr gaudiit owa jjaadsz o beltna, | v GulmmsU na
pUc nefor mUI Us..i.z.gl.gt.gb.as..pr.oduwkt.a. ... 80
26.tabulaPi eprasgojuma pUc nefor mUI Us..i.z.gl.at.80as
2.7tabula.l z d e v umi i zglotobas |j om0, | KP pi eauguma

2008. 20150888 U 90
28tabulaBezdarba | gmeAa, nabadzgbas un se0lb.Ul as
o I o B8 1 SRR PRRROT. 91

29tabulaKor el Ucijas koeficientu.i.espljamai.f4noz
2.10tabula Bezdarba | meAa un iedzovotUju nodar |

2010. 20.15... = 00 0L SO 97
211tabulaBezdarba | 0meAa un apmUcdtu bezdarbni el
7 O e S o 0= o LU OO 99
2.12tabulaSt at i sti kas ..r.ad.gt.Uj.u...ap..0§i.ns. ... 106
2.13.tabulak or el Uci j..a... a..p.r...U..g.J...n.s ...................................................... 108
2.14tabulaKor el Uci jo@...a.p.r.0§iun S 109
2.15.tabulaParauga teSIS.........ii e e ——————— 111
2.16.tabulaH Q Kk v a d r.0f.a. . L 8. S kS 111
2.17.tabulaKolmogorovaSmirnova tetS............oooiiiiiiiiiiiiieeee e ee e 110
2.18tabulalir Uj o faktoru ietekme uz neformUlo izg
= = T I o A =~ T PP PP PP PP PP PP 122
2.19.tabula. Nef or mUl u i zghk@kgmtj ogloat Wir UPo i € aktoru
novUrtUjums plUc..REST.ana.l.0.2.6.8 rieeieeeeieen. 124
2.20tabulaPi e CSDD teorijas eksUmeniem pielaisto
I S O TRV A= b= X0 1 1 T 1O AR T TR RTTT 127

221tabulaLat vi j as autoskolu produktu kI Ust.928( po z
222tabulaL at vi j as autoskepbuopipdukka.ikhbls.54300dzi
2.23.tabulalatvijas autoskolit i r gusmUBOkeriunga dar bdb.as.13f ekt
224tabulaL9deru pozocijas i eAemogo La.t.v.i.j.a.s35aut o
3.1.tabula.Latvijas autoskolui t i r gu si alt pdherdist amobas | gmeni s
OO0 ST £ 0 144
3.2tabulaApt auj Ut o r espondent ALra ks tou.rn..a...u.ms.151
33.tabulaAut oskol u mUr gaudi tamra|SJ am.lragnjt & ganred &7 |i tz bt
3.4.tabulaAut oskol as produktu pat.l0r.0t.0j.u..r.0ckkEbas
35tabuaAut oskol aB keabdghtaj Ao patUrUtUJ u..Ut Um
36.tabulaAut oskol u mUr gauditorijas AMillenium pa
o I 0 0 = 1 SRS 162

9



3.7tabulaAut oskol as produkta AB kategori.j.anl6pat U
38tabulaAut oskol as produkta AB..ka.t.e.g.a.r..j.a016pat U
39.tabulaAut oskol as produkta AC.kat.eg.or..j.a0l6pat U
3.10tabulaAut oskol as produkta AG..kat.eg.or.i.j.adéspat C

3.11tabulaAut oskol as produkta AC kategori..ad6é5pat (
3.12.tabulaAutoskolas produktd C k at egor i j aa...p.a.t.Ur.0t.0j.al6por t
3.13tabulaOb |l i gUti i ekNaujamie jaut Uj umi.,..v.d75c o0t
3.14tabulaEmp Ut i j as kartes sastUvdaNas patUr Ut Oj
VA = Y PP SESESET ST TR 178
3.15tabulaEmp Ut i j as kartes sastUvdaNal ipatelrvltj Ghjsa
.......................................................................................................................................... 180

1C



At t Ul utssar aks

.1.attUls. Komuni.k.Uc..j.as...p.r.o.c.e.s.a...ma.d.el.30s

2 at MUt setinga komuni.kUc.i.j.as. pamaL mo.d.e.l.33s
3.att Ul s. MUrkethga ..... k.o..munLKUCJ}as s.i.3t Uma
4. att Ul s efingagkdnii o i b 0 i s a.mUk.amp.l.ek.s.s......41
5.att Ul s MUr k e tlekss @.anodels)m.u..n.i..k.0.c.i..j..a.s... ko4ﬁp
6. att Ul s.e pPeerrssoomii BSKKKI . EUDD..80.........cccoiviriieieeeee e, 46
7.att Ul s MIcr i kj eat si nkgoam pkl oenkusnsi...k(..3........m.0.d.e.l..i46 )
8. att Ul s MUcr i kj eat si nkgoaragidi®enkusnsi...K(.. 4.....coceveveverrevennee. 49
9. att Ul s. MUrikjeatsi nkgoam pkl oemkusnsi...k(..5........m.o.d.e..l..i51s )
10. att Ul s MUr ket i ngmdelisia.mu.n.i.k.l.c.i.j.as..kE8mpl e
11. attUl s Mljas kompiekss (. anodelig)m.u.n.i. K. ..., 53
12.attUl s MOF k ati kBgnmogeksp. B B0 K. .ccoooomeereciicinen, 54
13. att Ul s. | nt & krU&ti J sa smkrokmeptl.ierkg.as....k.@mu5do d e |
14.attUl s kMcr Kiopeptedtss)(B0amodedsMU. N.i......ccooviiniiin, 59
15. att Ul sunMBlkce tjiarsg @ L.Kmm.g.a.n.a.s.....s.i..s.t..[.n6A

.1.attUls. Bezdtairbhas eikmmesik/&a.&..q.k.m.mg...s.z:ﬂ.h%. g a
.attUl's. ZinUganas vai iemaAas, kUdu gobr

.2

lTtu nepieciegamas sekmogandeéat bavertc.umgdonair
.3.attUl s. Respondentu atbil des uz NVA an
0 0 €1 QuOuUIMUe . 87
4att Uls. GalvenUs zinUganas un iemadAas, kUd

P O ™= 0~NO0O @ 010
a3}
—
—
C

trT kst sekmg.ga....dar.b.a..at.r.aganai..... 88
.attUls. GalvenUs zinUgaamkisem,n p@maviiasy d

sekmogai dar ba at.r.ag.an.a.i.,..dal8j uml
.attUls. Bezdarbnieku skaitagramma...l...z.m.aMsUtC
Jl's. Bezdarba | §meAa ugamma.b.a.d.z.g.b38s | §
att Ul s. Val sts i zdaenvauknsua si z(gilegstkdabi atso tj osmolt
Wy =100 AT W= o DY - WSO 98

—
—
=~
n
—

o -
o -

. att Ul s Bezdarba | 0meAa un apgmbhod.ta® bez

0.attUls Nef or mUI Us...i.z.gl.d.t.o.b.as..kat.dmBor i |
.11.attUls. InflUcijas | 0menis Ladt.v.i.j.Q17no 2
.12.attUls. VidUjU..net.a..al.ga..La.t.v.i.j.as.118e gi o
.13.att Ul s Latvijas aut.as.kol.u..mUr.g.a..128r gus
.14.attUls iLait vg y sisalt@da¢zigesk almp b a s l gmeni s
at Ur Ut Uj u amt.a.uj.a.s...r.e.z.ul .t Ot b, 129

. 15. at t Bdtoskolui L @ thigpirjpadsukt u k!l Usta i(mOjzemi3las
.16.att Ul s. Lat vigiuas mukeesikoga darbdobas e
OO TRVZU U T RO 132

3L attUls. Papil du...zdev.d.gums..pa.t.Url0t.0j.148 m
3.2. Meft&)imUI Us izglogtdgbas segmenta Aautos

NMNNT MNMNMNNNMNNMNMNNXXMNMNNTNTDNMMS NNODNMNRERPRPRPRPRPRPRPRPRPRPRPRPRPRERRER

FAKSIIOJUMS ... LR s st 145
3.3.attUls. Avoti, no kUdiem respondidqnddr iiem
(aptauj as..r.e.z.Wl. b Ut i) 146

11



3.4.attUls. lzvelUto autoskolu wuzskaitdjums
L=V T O N T T TSRO 147
3.5.attUls. Respondentu auloblki).as..i.zvl47es k
3.6.attUl s. Respondentu apm|er| nUt dhtaltd4y aut
3.7.attUl sat tRieskpsomaedemrtauit i espUju rekomendUt
FEZUMD T i o8 ITL) ettt ettt et e et ee e e et emes et e et e e e e eeeee e e e snes 148
3.8.attUls. Respondentu apmierinUtigtblht.idtd t ec
3.9.attUl s. Respondentu apmi er i nlOtt @thia)..d49 ap k
3.10.attUls. Responidzevntlue iaepsnpUkjgabrmaos! andditl.diskklb | (u
3.11. attUl $j a Reiepdueé&istme pret aut oslktoltts2)z o0 mc
3.12.att Ul siverelkplosn dpantdtwidezlesme pret autosko
£ 1 I S U 5 T VOO 152
3.13.att Ul $studddeisap an ce&krstme pr dem (aptavjaoretitold t153)z § m
314att Ul's. Apvienoto autosk.ol.u..ACr.ed.a../[l..198ut op
3.15.attUls. Konkur.Uj.0g.o0..aut.oskol.u.l.ogaot.ipi
316 att Ul s. Autoskolu mUrgauditorijas respor

Fez Ulob Obii ) OO 158
3.17.attUl s, Aut oskol u mUr audi t ogiajnas (A@s
=Y N S 15 T OSSOSO 158

3.18.at:[UIs. Aut oskol as pr odukrojuns.AB....k.a.tleglgor i
3.19 zst.gl'AIutoskoIas produkta AB kat ego.r.i.jleRd pa
320att Ul s. Autoskolu produkta AB kategorij a

rezul tUtiye(datsrat .t 0h.s) e, SRR 163
321 att Ul s. Respondentu | Umuma pieAemganas ¢
rezu(awtona i zwv.ei.dot.s..at. t.UlL.S) . 166

322 attUls. Respondentu auubsKoi...i.zv.llle6s kr
323 att Ul s. Respondentu apmekl Ut Us autoskol a

FEZU 1 Ulhiolo )i 167
324 att Ul s. Respondentu apmierinUtoba att&utid
.......................................................................................................................................... 167

3.25atUI§. Respondentu apmleranthauar)a:Lﬁ&(alp
326 att Ul s. Respondentu apmierinUtoba adrt Udut

.......................................................................................................................................... 168
327.att Ul s. Respondentu apmierinUtdoba ar au
(aptaujas redu t U..t..l...) ................................................................................................... 169

3.28. attHIporPaEUaUtV@j cUoganas gdoakt.ord... .am kroi
.29. attUls. Zomola vipgtl ea.k.snlw.r...k.e..t...i...n..g..a.....li&Bmu ni
. 30. autnt@InsUr kleat i nga komuni kUci posns...k.o.mpl84 k s a
.31.attUls. JaunU mUOr kreod enNyaa ikzovreui.nd eksU.aB5] apso
.32.attUls. JaunU mUrketinga losma.ni.k.0d86j as
33.att Ul s. MUOr ketinga komuni kUcijasjauwndr
o oI =N N oL T =S URRR 187

3.34.attUls. JaunU mUrketinga kosms.n.i.k.0d88j as
3.35.atti Wl smUrkadnaga komuni kUcijas kompl ek:s

Wwwww

(autoskolas pgkaqjumi) ..................................... PP 189
336 att Ul s. Jaunais mUrketinga komuni kUcijas
(AUtOSKOIAS PAKBHIUMI) ....eeeeeiiiee e ceeee et eeee e e e e e e e e e e e eeeeeeeas e mmmreeeeennnes 190

12



levads

TUmas aktualitUte

PUdUj os gados vienlaikus ar mUrketinga |

komuni kUciju nozome. Ar kvalitat ovékinl @ir e amC
palielinUOt pUrdoganas apjomu un glt peNAu,
| abumu viAi gils no go produktu un pakal poj un

vUst ojumu patUrUtUjiem,praorddukifogi upadgark@tl pa
mUr gaudi torijai
MOUr ketinga komuni kUcija veido pamatu vi s/

panUkumus sabiedrogbas kopUjo vajadzobu apmie

attiecoObasdrabusgan komerci Ul ajU, gan nekome
tirgl. PiedUvUjumiem, ar ko tirgl nUk kIl ajU
sociUla nokrUsa, jo Urpus skolUm WwWn Lauys
Republikas I zgl dtogbas | i kums, veido Qpagu s
neformUl Us izglotobas produktu, ir jUcengas
panUkumiem pat Ur Ut UjrsmUcvigiadsojloau kluab v ideggut ai
pat Ur Ut Ujam pieAemamai, saprotamai, | Uatbil
moti vUt Um darbobUm, kas veicina produkta pa
gaddoj umU,i njgm ®OBMueti kUcija tiek izstr0dUta,
apmierinUtobas | ogmeni. Tikai ar ¢gUdiem nosa:t

ieglt savu patUrUtUju un sasniegt algegust &s
saka ittdm@dlsUtakst uRarlamadlctiij as darba autors u

mpl eksu modeNu teorUtiski metodol ogiskUs

o X S
@ O O

rbojas neformUI Us i zgl ot 0 tijasskompleksalmodelj, kutan u
i zveides pamatU ir patUrUtUja portrets. PUtGQ
vei dot mUrketinga komuni kUcijas kompleksu u
j omU.

Aut or a hiizpvatrzzoe U

mUr ketinga komuni kUcijas pieejamUs metodo
i zpUt e, pUc dagUdu kompleksu model Uganas
komuni kUcijas kompleksa modeNus un vieigli atO&k

mU .

j o

Promocijas diairbmUtnmlr gm8r ket i nga komuni kUc
i zstrUdUt specifisko komuni kUcijas modeli p
pakal pojumu) jomU, bal st odrtiete.s uz mUr gauditor
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lzvirzotais pUtojudevamumUr §i s paredz ¢gUdus

-izanalizUt mUrketinga komuni kUcijas veid
odpatnobas, komuni kUciju zinUtnU pastUvogos
koncepti e6lja produkta virzdoganai ;

-paplaginUt terminologiju un izstrUdUOt | a
neformUl Us izglotobas jomas OopatngbUm;

-izanalizUt neformUl Us izglotogbas jomas
staistikas metodes;

-i zanaleifo¢tmUl Us i zgl 0tdobas jomu, izdal gt
sagaurinot to kodaertior gawmrizddag@iddkno! Um;

-lai pUtojumU iegitu objektdvUlkws rUedylot U
ietekmes uz neformUl Us HAEST@aIn@gt plras jvamo gonowld
vides novUrtUjumu ar SVID anal dzi : uz AUmu
mUr ketinga darbobas efektivitUtes novUrt Ujun

-i zstreldjOu jpauna mUrketinga komuni kUcijas
portreta sastUddoganas metodes neformUIl Us i :
i espUj OUm;

-izananUrzktt i nga komunikd&icoij mE1 Usz mianyg iojgthm
apli kojamaj U segment U, un piedU0OvOt komer co
kompleksa modeli

PUt 0j umaineljoekntU0d Us i zgl 0t dobas joma (autos

PUt 0j uma pirm@rkigenteitisga komuni kUcija Ikioknkr
neformUl Us izglotobas (autoskolu pakal poj umu

KUpr omocijas darba teor Uti skiari si zuma nrheottd d ol
vietUjo vaddgndré&kotodbmigst darbi, starp kurien
GaileSarkane, A. Baaga, K.H. Andersons €. H. Andersol, K. E. Klovs K. E. Clow, D.

MO r ¢ B.IMarshél) , DD §kots {.D. Scot} , J. P. Gol ub KanlyB.I. Dg.
Houkinss Del I. Hawking , D¢g . (J.Huber, P.tKetlers P. Kotlen, N. K. Malhotra(N. K.
Malhotra), R. M. Potluri(R. M. Potlur) , S. Pai ks (DSBaack, iNkkapons K.D . B
Capon), K. L. Kellers K. L. Kellen , V. Kol | anov sl,MadHulber Ma khh. a | Bol el
(N. Blen), B. Konets B. Conne), R. Dakless R. Duckle} L. Kekemers I(. Koekemoér L.
Mazintere L. Mazinte)), K. Skinness €. Skinneg P. R. KateoraR. R. Cateor3, O. K. Volkers

(O. C. Walke), C. Fills . Fill) un daudzi citi.
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PUt gj uma metodi ka

DagUdos pUtodjuma posmos, Wkl rakstus, tikatizkhantotasb U
dagUdas mUrketinga pUtdjumu metodes, tajU sk
novUrtUjums, eksperta novUrtUjums, kO aro
ekonomi skU analdee,i sdakdista sk dedlLbcij a,
korel Ucijas metodes un mazUko kvadr Utu met od

a) lai definUtu jauno mUrketinga komuni k!
literatir0O, publikUcjigUseamUkiiglos avmpelotsu esa

b) lai iegltu objektdvus rezultUtus, nefo

-val sts un citos oficiUlajos avotos publ i s

-izpUti ar apt atugjact padtoarza biuy anketa;tnchtit o i ns

-val sts i1 zglogtobas izdevumu i etekmes wuz Leaea
autora izdalgto kategoriju Abezdarbnieku sk
ar ekonométwdiUsnk Um me

-PESTanal 0zi, kas palogdzUja identificUt Ur/
jomu LatvijU, iekNaujot eksperta novUrtUOjur
segment U;

-mUrketinga pUtodjumus:pekdmt emotvdlr a10g aiimu  aumt
definUt analizUjamo segmentu, iezdmUt dzi NU
gal venos orientUjogos funkciju rUdotUjus, ke
pi edUOvU0 nelforgwaddspiaduktu pUtUmaj U0 segment U

-mUr ketinga darbobas efektivitUtes anal 0z
vei kta, integrUli novUrtUjot mUrketinga kom
| et r u ¥&@Rrodyct, PricecPlace, Promotion

c) stipro pugu, vUjo pugu, draudu un i es
letvaros tiek izmantota SVID matrica.

PUtojuma ierobedgoj umi

Vei kt U mUrketinga komuni kUcijastet eorObtkiest
komuni kUcijas kompleksa modeNu esamdba, pas
notei kgana starp pastUvogajiem modeNiem NI

organi zUci jUm, kas dar boj aseriods:20dG2008.Igétls. i z gl 0§
C

ZinUtnisko skolu izpUte komuni kUcijas |
il zvei des pamata koncepciiju: mUr ketinga komp
bUzes, un tiem ir jUblitjswamiemami em, sared:z



PUt gjuma periods

Kabineta pUtdojumi neformUIlUs izglotobas |
gadam.

Praktiskie pUtgjumi ar potenciUlo neformU
tika veikti | ai kbbgagdamU no 2014. 1 9odz 201

Promocijas darba zinUtniskU novitUte

1. PUtnieciskajU darbU ir ieviesti jauni
©) nekomerci Uls neformUlIUs izglotogbas produ
nekomer giothkcv&di U neformUI Us izglogtdgbas proc

2. NeformUIUs izglotobas produkta aktovo
segmentU tika izmantots, lai izveidotu patUOUr
veicot novUrtUjumu pUc 4 pazdmUm: soci Uli o
uzveddbas. PatUrUtUja portrets NUva noskaid
veicinUja mUrketinga komuni kUcUj amodeéelz®] atdo
novUrtUjuma sistUma var tikt izmantota arg c

3. Tiek piedUOvUts jauns mUrketinga komur
strU0dUjogUm jebkUda |lieluma komercorgani zUc]i
nopat Ur Ut Uja portreta, ko raksturo attieksme
ir pamatU tam, kU patOUr Ot Oj i uztver neforr

komuni kUcijas kompleksa veidoigahm@v Utnae f pir midd r

tU var tikt izmantota ar9o citUs jomUs.

4. Pirmoreiz neformUIlUs izglotdogbas jomU
i zvUle pUc principa AdzirdUt, redzUt un saj
izvei di . GUda pieeja var tikt izmantota aro ci

5. Stipro un vUjo pugu, draudu un iespUju

tika izmantota | o0dera kU etalona salodzinUj
katras pzojzmpdcgiujmeas nnoot ei kganai . GUda metode va

6. MUrketinga komuni kUcijas kompleksa moc«
i zmantogana wuz divpusUju un savstarpUjii izd
pattrjtam, pat@anitdPsi jai, neformUl Us izgl ot
pieeja mUrketinga komuni kUcijas modeNa izvei

PUt ogjuma praktiskU vUrtoba
1. MUrketinga ter minolnUrikek iinrgai ekoNreuwnti ak Ui

i nstrumentiem wun el ementi em. I r argument Ut
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komuni kUcijas elementam Atiegais mUrketings

i zgl otobas jomU.

2. PiedUOv@@tsUst irkst &JdsipoguNotas kursU AM
komuni kUcijao), kas tiek pasniegts Baltijas
3. l zstrUdUtais mUrketinga komuni kUcijas

neformUl Us izgl 0t 0lbektemisaaud asowsrkion Wt WA Cx eegdmoe n't aA ud
Ai zstUvUganai izvirzotUs tUzes
1. PUt ot pastUvogos mUrketinga komuni kUci | e
mUr ketinga teorUtisko aspektu izpratni u
praksU umwetrajUss kiomceptuUl Us pieejas proc
i zpratne par komuni kUciju elementu attiec
2. MUOrketinga pUtogjumos parautoarmsUl e cuinn (heaf,o
i zmak s Uj amoe npiasb ail estteuk b mst r UdUj ogo dar ba
| KP kopumU, kU aro tika i evaumsddas. nef or mUlI
3.Lai novUrtUtu patUrUtUja portretu neforn
ekonomi ski egnmakitém, tiUt esepi eci egams i zman
(Aptaujas rezultUtU tika veikta neformUI Us
i zvirzots tirgus |l 9oderis. |Ir sniegts patUr/(
neformWllst 0bas patUrUtUja portreta izveide
aktivitUtes | omedlAiem.)

4. Nef or mUI Us i zgl 0t 0bas produkta virzogar
komuni kUciju kompleksa model i, kas sast Ov
PUt 0j uma prezwint Utgw n a
Publ i k &cTiHEa s MODE L OF MARKETI NG COMMUNI CA

COMMERCI AL ENTERPRI SES I N THE FIELD OF I NFO
ANNALS 1 XXI, Volume 16, Issue i78. Pages: 6265, October 10, 2016 SciVerse Scopus;
¢cThe wuse of m gatitne tix mMgthe orgamzrations in the market ofi nformal
education in Latvi ae, Theory and practice.
practice 2017/ 3. Gi ul iuai ¢StTleet Baluaion! of Bspeof E B
Marketing Canmunications in Enterprises in the Field of Informal Education in Latvia, Advances
in Economics and Business Vol. 4 (6), pp. 262, EBSCO host.

Di sertUcijas teor Ut iisrkiaet supno gpurNaokt tii szkiineU t ansi

uzstUganUs tUzUs starptautiskUs praktigu ko
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objektiem. 1zziAa par jaunU ndlerNae tii envgiae gkaonnuu
pielikumO.

Darba apjoms.umiseruktija veido ievads,
saraksts un 14 pi e4liskppmnis UnDaurb st asjal tilrv ineok Ral

Promocijas darba apjomuun struk Tru nosaka pUtojuma mUr g

DisertUcija ietver pUtojumU izmantoto ter mi
sarakst u, attUlu (pUtojuma wuzskates mater.
bi bl iogr Uf hpmekkamus.ar akst u u

levad@k pamatota disertUcijas pUtogjuma tU

un uzdevumi, definUts pUtojuma priekgmets u
nozodmdgums, kU aro swm, egpUsotpdjriskmt av @tairenh i u
i zpUtes metodUm.

Pirmaj U awtdarNdd analizU mUr ketinga komur
met odol ogi skos pamat us un OQpatnobas, k o mu

pastUvogos moeeNud$l onpiteejkwnpgrodukta virzogg
autors uzskatUmU formU piedUOvU 10 nosacot.i

kompl eksa modeNus un veic korelUcijas anal §z

Otraj U antwdandld) nef or mUlI Us i zgl ogtodobas jiomu
komerci Ul ajU donneéekome kai @lgajr0Vj Us pUc pat Ur
produktu un to vecuma principa. Nosakot bezo
dal gbni eku, i zmantoj ot ekonometriskUs met odc¢
sakarQbu un ietekmi starp valsts izdevumi em,
un valsts |1 KP. Lai novUr tWts UrzgIUst ovbiadse sj oi
izmantoPESTanal g zi , kuras ietvaros ir noteicis Kk
i zmai Aas aplilkojamajU jomU kopumU. Lai veikt

objektu unekOBratls &si gyl @t Obas jomas segment

pat UrUtUjiem piedUvUtU produkta anal Qzi un
sagaurinUjis izvUIUto segmentu i§dimtiamgosk
| zmantoj ot SVID anal gzes rezultUtus, kas i e(
stiprUs un vUjUs puses, kU aro draudus un i

regga di agrammu.

Tregaj UawmtoamadN Uauwrail n t00 ssaeggament a mUr ket i nge
trogs autoskol as; iztirzU0O veiktUs aptaujas
komuni kUcijas efektivitUti un organizUcijas
Aut opriiamikksiol u | oimaesviledgdaenrua p Uc 4 principie
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psi hogr Ufi skU, motivUcijas un uzvedogbas prin
i zgl 0t 0bas produkt a pat UrUganU sagaurinUt e
komuni kUcijas kanUliem ir dodama priekgroka
kritUriju shUmu patUrUtUja portreta izveidei
mode Na koncepciju, k as ietvergabu,el emieat a s
sabiedriskUs attiecgbas un produkta virzoga
bal stoties uz patUrUtUja portretu, kas vei
Aemot vUrU zomol ketwinn ga glao mpymiok Gc imflas akti vi

gaj U nodaNU aplikotajiem aspektiem ir tas, k
redzUt un sajusto, kas balstUs uz divpusUji
kuri ir vUrsti no organizUcijas uz patUr Ut Uj

Nobei gumBor mul Uti secinUjumi un priekglik



1. MUr ketinga komuni kUcijas bitoba,

PUdUjo gadu 1 ai kU vienl ai knos ir patisl mEJrekse t &
mUr ketinga komdmekUAirj aksval it atoviem pvaissdukt
nepietieki | ai patl Ued i nghas apjonumUrgda  pe Nduns ipraniUkp |
pat Ur Ut Uji apzi nUs ¢ plodildwai pakalpojumulietganad MU gk st inm¢
komuni kUcija palgdz nodobl ipkbs @ dpt muprecdsiiimi ma

pakal pojumus pievil cToaggus cmlkr geafuedkittdovrai jiars kaocmn
patigldm i r k Nuivi of gplatroriwe j ebkuras odg gigm zUci j as
Komuni kUcija ir divpusUjs informUcijas ap

saprotama abiemAtUkotahoktcekuem.aprot apma
emocij Um, sthdwdddgbast ml ., kas vUrsta wuz sa
bagUtinUganos idejUm

Vi spUrogU0 nozomU mUrketi nga kwlwutnfjkdmmag ial.
process starp organi zUci|j asOrpearmsion@idiujjan paa
pUrval dot informUcijas pllsmas, |l ai pazi Aot u
to par tU v @rocogghulmu suanl gparziierkUj umU %ar konkur e

MUOr ketinga komuni kUcija isusvilemumiglUdgiUduw
visu mUrketinga ko mgife®alav eenlieemeknd mu niizknlacnitjoa
pal 0dzobu t §ledka Ovsetipetrdbst @mPridea pat Ur Ut QjUsetn,j uir
s a Aggnas avotusr ek |, Smbi edr i stkadse i att a gmeiouinn Unepl Un
vUst 0 umdsni edpgpiua)s veicinU

KO apgée&lopovAl a, ikviéerss pamAlkmuymsl adent 0 r
komuni kUcikasmmdrck apum&r ket i nga Spal ua kakhaB.lKalars s i s

1 Keller Kevin Lane, Mastering thilarketig CommunicationdMix: Micro and Macro Perspectives on Integrated
MarketingCommunicatiorPrograms,Journal ofMarketingManagementSep2001, Vol. 17 Issue&, p819847. 29p.
2 Kitchen, P.J. and Schultz, D. Integrated Marketing Communications in US Advertising Agency: An Exploratory
Study, Journal bAdvertising Research, 1997-18.p.
8  I'nformUcijastpaNbtermini.lza.lv/term. php?ter m=komur
13.072016]
4 Heller Michael, The development of integratadrketingcommunicationst the British General Post Office, 1931
39, Business HistoryOct2016, Vol. 58 Issue 7, p103054. 21p.
5 Batraga A. ,Dmitjeva K. Marketing Paradigm: transition from MC to IMC, 17th International Scientific Conference
"Economics and Manageme®012 (ICEM2012)"; 28th to 30th of March, 2012 in Tallinn, Estonia. No 17(3), pp
10681075.
8 Heller Michael, The development of igiatedmarketingcommunicationst the British General Post Office, 1931
39, Business HistoryOct2016, Vol. 58 Issue 7, p103054. 21p.
7 Keller, K. L. Building strong brands in a modern marketing communications environment. Journal of Marketing
Communication, 2009.15,138657
8 P o p o v i Magketing Communicationsof Higher Education Institutions in the Republic of Serbitarketing
(03543471) 2015, Vol. 46 Issue 3, pl&&/8. 13.
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(Keller K). ml sdi enu pasaules dinamiskUs attogstobe
i et @pkaniEmantojatdk omuni kUci jas instr uDagimdti u kloonm &k
| 9dzekNi savU0U starpU wundoplipu rplat Uralt Epjiue vulernsat nud

MUr ket ol ogoireonb:l kUameéitas ar 9 past Uv tehniskas
komunarcUlti el u skaimUr pdaati#HrzHtj dyjguiee npat Ur Ut U i

el

sakoordinUti ar biznesu
Ir nepiecigans saprast, kgp di en vairs nav pietiekami r e
pazi Aot iedzovot Uj.iSamuUkuiij at,0 addillpiasg d e &iaina

atbil stogi tapi i egbiulmij Abr gnugbipsaostol ,o0pa j Ur a
jUOdodas pie pircdylaaijgpabugiearv Pi @moviivAa ar pam
i egUdUt i é<L,i ti@antekmutnout® nebl s

Lai cik unikUOlu tirdzniecobas piedUvUjur
nepi aad0OvtUam visam nav reUlas vUrtobas gbez
komuni WMd isjdaenu apst UkNos ir principiUli me
atkaroga aro visas ikomuwsiiak @aiij arse vk @entci eephaajfj cet
uzAUmuma rentabilitUti . Tej ®pauz ced v na itdpikad
organi zatori ski ekonomi sko, rekl Umas un N
pasUkumu komplekss ar nosaukaimidop? nt egr Ot a n

MUOr ketinga kamdbnp kdics ) asi ek i zmantota in
Akomuni kUckpa¥® irtentsmwirdtmUnrledt iUmgasn atsp resoi dsut k
per soplsgma , sabi edr ii ¢gd Orkdngst ii retcHrbalst Ovai s
korporatovUspopmeab®uamobai instrumenti, kas
kompleksut*

9 Keller Kevin Lane, Mastering th®larketing CommunicationdMix: Micro and Macro Perspectives on Integrated
MarketingCommunicatiorPrograms,Journal ofMarketingManagerent Sep2001, Vol. 17 Issue-8, p819847. 29p.
10 Luxton Sandra, Reid Mike, Mavondo Felix, Integratdthrketing Communication Capability and Brand
PerformanceJournal of Advertising2015, Vol. 44 Issue 1, p346. 10p.
11 Kanibira, H., Saydanb, R. & Nartc, S.. Determining the Antecedents of Marketing Competencies of SMEs for
International Market Performance, 10th Intianal Strategic Management Conference. Proced&ocial and
Behavioral Sciences, 150, 2014.1123.
2Cvijovil J2tlemkaqviKiosMiilii ca, Kr s Marketingg@mmanicatioris theoajea ofo v i |
breast and cervical cancer preventiVojnosanitetski Pregled: Military Medical & Rimaceutical Journal of Serbia
Jun2016, Vol. 73 Issue 6, p5552. 9p.
13 Haung, X. & Brown, A. An analysis and classifications of problems in small business. International Sma8usin
Journal, 18(1),1999. 785p.
14 Duncan, T. & Moriarty, S. E.. A comumicatiorbased marketing model for managing relationships. Journal of
Marketing, 62(2),1998.-13p.
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Augst Uk izkl Ust@mabs veizhmUk ajppn el et Pas u
kas dar boy aspantl BldMesn, nespUs panUkt vUI amo
tirdzniecobas spiagOvOjuml tie nUOk

1.1. Komuni kUcijas process starp cilvUki

Komuni kUci j ammpiethad rprde gg Winj o mU gana gzinanwpnaz i n \
mUrikrega g@rdalesU § NlaktRud@dga ot par | aut i ulmai d t:
autors vUdaskomnurdidigBci j a ir r apddsdaktqsUr yprotie n o t
uzAUmuma tirgugldiUrf@kbeunaii efakkddmweput Uci ja, z
lietigdi e sBmateri Uliieenflakbuanm@ait | 0dzekNasumi s8str
ar komuni kUcijas palakamll arait Gpakei sor Ud &
cerips: @) i nf or mUt ptasndivilgos, upoperspekt ovos pa
pakal poj umi em, nosacoj unb) etr luine cti in0d z glodrc o)
priekoku top r e cpdkalpojumiem vaz @ mojlcyrmeudi nUt pircUju izvU
precivai pakalm j umu notei kt U vietU va:id piperseil st ki
rokoties, respekdipakal pejgdWtj es wpzreeiz, ne
nOk d5 ni

MUr ketinga komuni kUcijas jautUjumihoveigd¢
sociologijaun ekonomika

TUdUN, pigrmkwGrtogiopa definUt komuni kUcij a

TerminsA& o muni & W &ipjza) mEjau nuslsaskarsmpi r c Ul i es no |
communicatip k as AmsmazkéamU , @ma i Avlilcdiinumicaei Apadar 0tk
sazinUties, sas¥ustginUpazskaiU hodedgadsimiar U
sUkumU. VispUrogU izpratnU par komuni ksthpi j u
ci | v Wdiduseumforma$®

Komuni kUcijak opraceskU mi)jtiieadkar hgbaat dtogy m:
pamatiem cil vUkaudkrgndieir gami pdr okO@Gmuni kUci j

15 Batraga A. Dmitrijeva K. New theoretical concepts of marketing communications in the context of globalization
processes. 7thinternational Scientific Gomf e n ¢ e fi B u ;agemei2s0 la2nod Umy 10
%, 0dsjtg Aj towahtods oslstejBdlsjdzj?2: o9 jHjdedj o §MdrscteOW dCt
gl B.: 1dbM.e89 2001.
17 Batraga A. Dmitrijeva K. New theoretical concepts of marketing commtimigain the context of globalization
processes. 7thlnternat i osraadiMaragemaa 1i X4 clYysCyo nIfOer ence @ B
8 sillars, A.L., & Vangelisti, A.L. Communication: Basic properties and their relevance to relationship research. In A.
L. Vangelisti & D. Perlman (Eds.). The Cambridge Handbook of Personal Relationships, 2006. pp. New York:
Cambridge University Presgp. 33D 351p
19 Fill, Chris. Marketing Communications. Engagements, Strategies and Practice / ChridtRikd - Prentice Hd)
2006.7 15p.
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rezul®0nipmeAemts uzskatot, ka komumisknboui j a
un tUlu sTalrpni @dJgbuagtdosr ai zdtoem knu,ms  fopmw e r
PiemUram, daudzi pUtnieki ar komuni kUciju kot
|l omu sakasdi eblWerk otmisni &tUtcg § m@bwprwcwers strukt |
izmantggnu® AJdnost Up&c Latvijas zi cakovskasd b mUN uPjr a
saskat ot komuni k Ucp g daasr orto ztdomi p asra §Jideli Uddabdld joubr
komuni kUci ju mUs UV ar ainns soargnmCacgahpsassouztvares grocesu
per s onsaskakstles un gmazi Aas i etvarfosys ikanabP bg © tu
komuni kUciffas 1 0dzekNus

Savuk ritmaNs ,kzakakamuni kUcikjudsi ryUsDsapsd
noritogs, no kontekst & Uattarud gdsa r hatbiuk knospdu ms , k a
sistUmUm udgmnlasr prosteamibaso uigpenkaeszipmlisk @1 sak ar i
informUaogpna,s waidoAsemanti s ks op siahtiugkalUsp Usinsets
pieejams, uz citurpinot go domy D@.A. Petersens T. Kugvaha un VKumars(Kumar V.)ir
nor Wdoj ka komuni kUoi jcai liviUk 1 0 d zeralnit o gangiaua u  a
u z tgnaid

Konkr Ut Ok ur vk cendworkil ki U chi 8aktersi(Baxterr Iz)kuggt oi s od Uv U
operacionUl Um sistdmmci kabkukdaeh@bdapAdapebt
tieg tas iekNaujas komuni kUcijas teorijWtnizi
apzogmUj ot ar vi en u(combunitationAtkd@dnu k at vi st i kao

SavukUrt misdi enu i &mnets(KéhAeth Egnion UZ iné m& Nk ar
uni versi BOkBask D)ymo DRPi t sbur gd& omnohn v k s,ivdddiiesa p | |
pUiczpl at 0b@dsoigWliregwWs Um r egi on Ul; birgus nakstarojuma U1 0
demogr,UddoskrfUp $ is k &g rglef d dsekntlo g méetijui gedadiimiem mediju

alterniatevé&wmozijas, radi pdur h @I kjé a fshghrigsam,, i
%Carr G.J., Timms E. Karl Kraus wund Die Fackel: Aufs
on the reception of Die Facké&lly, nc h e n: l ua3pci um, 2002.

ACHBsdHM ., stRuwidaesdr Irdilse j dzh Isj 2 diflr.ls datshigldsts tddf s teHdj figly IsjcHdgd  H
Wddsmts/V ORRidts. ) Odze d&. [ .[:. 1stedE(jh jdadslR). tcOls &z & &S 20 e B tdzg tzf j ¢
N EtedzOdzO ¢ 4 f tod € s MIGANDH6TARKB326 1 Of OMe ) .
2ZpPraude, Grpprovernentsok rmanagement of marketing coumications in a company: the use of the
synergy effect to enhance their efficierldgnemuma marketinga komunikaiju vad@gnas pilnveidogana un sinergHas
efekta izmantogana to efektivitaies paaugstinagpnai / Literatura // Ekonomika. V adévas zinaine = Economics. Business
administration. (Raksti / Latvijas Universitaie ; 758. sg.), 2010, 155.-163.pp.: att. URL:
http://www.lu.Iv/fileadmin/user_upload/lu_portal/apgads/PDF/1-=UB8_Ekonomikavadiba.pdf
23 Petersen, J. Andrew, Kushwaha Tarunjrén V., Marketing CommunicationStrategies and Consumer Financial
Decision Making: The Role of National Culturdournal & Marketing Jan2015, Vol. 79 Issue 1, p4d3. 20p. 1
Diagram, 6 Charts, 1 Graph, 1 Map.
24 Baxter, L.A. (2004). Relationships as dialogues. Personal Relationships, 200£2p1, 1
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visbeidzot, (o0 k o p u mu ¢0n ogsU dledsi oplosst jsptwrar@ da pi eej a, p
domUm, visai ger se ckoamu nriakkGsctiujraos psaat ur u, proti
formuunpgas komuni k Gamasjfoan®. pasni eg

Vei kesp defindgciju a@malopaue apad&konekioenuine k
attoKomboi kUcijas pUtojumi tika izdaloti kU
informatgvUs komuni kUdgji j maditce hgaldsmias?0. hblaka 2 & N
vUI Ok vUI vwii g dltehbtifesipogresd)p st ar p t el ev ¢ zain Ubss, |

kO ar9o Ilielu ¢gkoUspowutdcigluobwaé\ @alicjiasas P upbrloicce
komuni kUcijas zDGPUK smelbk samdROD8gada brassijdlt i ka Lug
ti ka konceptuUli noteikts, ka komuni kUcijas

unsemiotkasg@ nos, kU ar 0 gemaiteerntUitdy GiaSb aspp | i el i n O
Pirmie, kas pev Ur sUs padzi Ni nUt ai k 0 mu20.jakisiintai | a
40.gadosASV t i k@i amthUkt &licn Jketeslee®¥1 0 dz @i rimo kdr |
angloameri kUnisko virzienu. Tas ir vUrsst s
skaidrojumuo (L. Vitgengteins).
Komuni kUcijas pUtdojumu rezultUOti, saturs,
kopUj U izpratne par komuni kUcijas probl emUti
Otrs virzienfsraewzeneatasj parar val odas Kk
aptvergUdas miasdi enu sabiedrogbas ,kosmuai ptUaip]l
politekonomisksaspektisi es kai t ot i zpratni par i &eologi]j
VUI viena pUtniedgphasobWml anatradd®bpglUm
komuni katgvistika aftaiglkt @k sbs(@einmskondeh a slaakt Us
20gadsi mt a s Uk u m945.g aucha ptUick a dUv Ut a par |
(Publizistikwissenschaft, kas sp Ut &jaa wddise dt & omunidkalici j a
gr UmaftiOlmmUm, | ai kr atkkestt i eth, Ok aiNovatpar publ
z i n UPRuhlikations und KommunikationswissenschafL § d z pgadsimtazs0 gadiem
pUt 0j umidtghaljvae nwodgbe tt a pv Wetkwr eppUc tam pUrsvar
empori skU sockPad algllisgadsimpm.g2a@as VUcijU radUs

25 Clow, Kenneth Ei Integrated Advertising, Promotion, and Marketing @aumications/ Donald BaackSBN 0
13-0175781, 2001i 282p.

2 Thurman R.A.FPhi |l osophi cal Nonegocentrism in Wi ttgenstein
Language Problem // Philosophy East and West, Vol. 30, No. 3 (Jul., 1980), pp3321
2’Thuman R.A.FPhi l osophi cal Nonegocentrism in W ttgenstein

Language Problem // Philosophy East and West, Vol. 30, No. 3 (Jul., 1980), pp3321

28 0L O ylzs] HiedW .S & ddk dzd CON W d drsdifstibded) degtiad® § 6 i d 6,4 . 2 010691
24



virziensi me d i j u MeitienWissenschagbAz i nUt ne par k omdfnkask Uc i
pUta ar ¢ pol i.tJidkzdommonikationswis§eosthain Medienwissenschaft
biegi tika |lietoti ¢gkBatslaawbsamr pbjipi alemt §j d i e
Akomuni kUcijas uKommunmkdtiors und Meédierissensehinft, (kas ietver
i zpratni pakUkimp thdugtglhdriveenk i z p Ut(gag Uv israxkiae i
VUcijas Publicistikas un komu#i kUcijas zinUt

Krievijas sociologs FGarkovsi st ar pdi sci plviim@rn @ nrai i kidl tongei sj
di bi niOnfU0¢grsmat vi k 0 mu n GakraktogvvaU s ¢ ept auerat dai i ksina g iU IdA
uzzi Au vUrdnocasuzAKdmuni lkrod m@gd 420 AMI sdi.enu
Uzzi Au ysOGrdinjoacsa A Ko mu t iUk &loongiinji & Ucii fn e @aumic o b u
i zmanto neol ogi smu Aklamuwun iklol wigji § saga p &iUg jll @wriluz
pi edUOvUOtajai ko,qonivk Rai jsksa tioz purmdlp rkesmmiud i kiod tol
un darbdbidnpaueguzei pkaars ksa mutreizkOO cviijemot Us z

Hkomuni kUciijas teoriju

2)dajUdas komuni kWoi ji zsgjtdeg@alilij jgmis eomlplagsmazi Aas
komuni kUci, asarpé&atiij uu k o,muaaudz&sUsco ¢jiaosl i rt gwir
komuni kUciggaasl ittelorrUsj aksomuyni kUci jas teoriju u

3YzinUtnes un zkasUtpglldavs d & o mmnis k(D@ my rmis k Greeil
soci okogupukUcijag, psi hologiju u.c.

AHda0dUs sabiedrig@kesm j o skdirem asunb jdeak t i e
komuni kUcijas dar®®o0obas teoriju un praksi

Grvalstu zinUOtnieku izstrUdUtUs komuni kC
ma k r o lupmie drmo FPFome Aaj Us

Mi kr ol Denerdiaj Um i r emUed@kaist &das ymisl a Abur
teorAmiami mUI U e f(Aikitech effacte theorigd,afsloi et der dguma u
apmi érniarsU t(A&hearyi of usas and gratificatiods k 0 s Uk ot nUjKacsk Pst r
ar @0 daomcepcijass as kaAU zam Uk nri Brku Adi enmpakilhAaHblud

(Ragendasetting theoried). Mi kr ol 0 me Aa teoriju uzmanogbas

29 nf or mUcvwwaosnmunicalogysuy s kat ots 21.07.2016. ] .
30Sillars, A.L., & Vangelisti, A.L. Communication: Basic properties and their relevancéatmnship research. In A.
L. Vangelisti & D. Perlman (Eds.). The Cambridge Handbook of Personal Relationé&ipsyork: Cambridge
University Pres006. 33D 335p.
31 Kommunikation und Medien in Gesellschaft: Leistungen und Perspektiven der Kommunikatiamsl
Medienwissenschafittp://www.dgpuk.de/ubedie-dgpuk/selbstverstandnis/s k at ¢208] 1 1. 07
32 Heller Michael, The development of integratedrketingcommunicationst the Britih General Post Office, 1981
39, Business HistoryOct2016, Vol. 58 Issue 7, p. 163054. 22 p.
33 Baxter, L.A. Relationships afialogues. Persah Relationships, 2004.11;22p.
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Kkomuni katoriem un receptori em, k0O ar ¢! kamedmi
teorijas cengas skaiscrbdteldgomdimepi k Uci j as proce

Makrol Demediaj Um, ko pUrstUv ievlU off ams awm@ zr
nor Ud K¢llers(Keller L)*®, ci t a st ar p U G.iAmongai(@Ankoada)t DGmi
Kolmena(J.Coleman) K. (KbDeudchy D. (D.stony B.aKnouka(D.Qnoka), Dg.
Kuklinksa (J.Kuklinska) R. Hakfelda(R.Hackfeeld) Dg. (BSparge)g aR. G. Gvar
(R.D. Schwarzenegger) T . J @ .deanggasij M. Gilmora (M.Gilmore), K. Kuka, N.
LT maucaautorudarBt.J Unor Uda, ka mpndatlbat gmeplUias pai

Interesaintair k omuni kUci j as KonmnwriNkuUciizjpalst et eor i j as
i zdadlddii MfodeNi

- G.Lasuellal i neUr aj U ofnku naiski Gsckiajjleds) ietifpstckeoIm ni k Uc i
procesab galvenie elementikurg? (h o d o d v )U skonuiikatorg kas? tiek nodot i
vUst okuimser i si gabgpi kraodkdn® v Ust 0 u m3i apditarijg & £ & U N
(vUst 0j uiiae znuot|ti(ktss

-TM.NnT k oarsbo ci Ul p s i(interdkdjadiksokmeuinsg k Uci,kas wmbdet
i zmai Au dinami ku, uz.Gk® moce&lsi ®si ktowmami k&a
attiecdobas, komenkantemgan asi At adptkioenusimik Upi g as
i | uktar kopUj U tendencgen Eo mp dc.KEkonmpikantuatjieaste e k
vienam pret otru sakritdos, viAi centdgsies pas
irrunaJ a s avstkasrnpeUjnle saatktriiet s, tad nesakrit.0s a
SavukUrgh asaakréeksme pr etpsolsjaeisttarmpilg Use saa K ri getl
nenor®0l u

- K. Genonai V.Vo v &t &foukd j eb traucUj umis kasparuinli kiUl
|l ineUro modeli &atraddljskgiienha@ieradkgr 1 ti na k.
Aut or i izdal 0ja tehAuskos Punmsemant sakes$ QAT I

34 Dmitrijeva K., Batraga A., Barriers to integrated marketing communications: the case of Latvia (small markets).:
The 8th international strategic management conference (Beykent University of Istaniixgy Bund the Gebze
Institute of Technology of Kocaeli, Turkey) The proceedings of 8th international strategic management conference.
New Opportunities for Gl obal Coll aboration & -2Ftr at
2012,Barcelongpain http://www.sciencedirect.com/science/journal/1877042881026[ s kat gt s 12. 09.
35 Keller, L.. Mastering the marketing communications mix: micro and macro perspectives onté@utegaaketing.
Journal of Markéng Management, 2010. 17;19p
36 Keller, L.. Mastering the marketing communications mix: micro and macro perspectives on integrated marketing.
Journal of Markéhg Management, 2010. 17519p.
87 Sillars, A.L., & Vangelisti,A.L., Communication: Basic properties and their relevance to relationship research. In
A. L. Vangelisti & D. Perlman (Eds.). The Cambridge Handbook of Personal Relationships Ne@6York:
Cambridge University Press. 33336p.
38 Moore, Jerry DVisionsof Culture: An Introduction to Anthropological Theories and Theart#\ltaMira Press,
2009.,ISBN 9780759111462237p.

2€


http://www.sciencedirect.com/science/journal/18770428

kanUl U, sawauk Grotd od ekmilbepNatj wrmd gama s UT warzkk|0@tr a
konceptuUli raksturoja komuni kUciju kU IinecC

- G.Maleckaf akt or u k o mu n, ikds (rgiéng mosdaudzajidn€ehana/ 0 v e r a
komuni kUcijas modelNm lhdDEs oblasmemtriiamti emv e
desmitus faktork as vei do komuni kUcijas procesa kont
subjektiem;

-V.Gamma unl.Osgudac i r kuinds aygabmsansUtais komun
(1954) kasUjpa eapivi kot i nfor mUckiQjiaesn InmazegugiulsUp v ¢
akcent Uja at,4mise 2 a@rdipskeanri siaiittipe olc@glii v kot dvjeuin
nodganai at kgandaU i nt er pt k b uhiijval s t Onpdajama i atkad &hna i
interpretUcija;

- A.Pjatigorska t eksta komunikllsiayas maddodloiss nor |
komuni kUcijas AVv.dmg aanoivislti si,elap ! T ko cil vUka
kas tiek QOstenota ar .(@Ersaknsotdveeliidsa)p atreekdszt,a ksat
notiek noteiktU komunikatogva¥U situUcijU, sa

& darba autors uzskata, ka augstUk apraks
komuni k Uc iggjnalss ipzavreait dlo.

No sopirdbl0e mUt gplnams akleib® NRUci jas i espUj
zOmju sfiesgpenatsovi , uzparot kUH tLaesSmpode(ll @<Eimiss
YdomUm, var tiksooz8katatai pebbkUdksa sstrjwad mle t
|l iels skaits (pparBavptiarpbpanodaskar sme®d i es
Saskatot ikvienU sociUlo attiecobu veidU val
vai <citas f or K@ s n & olbastposk Baa kjoumu ni k Uc i gjnalsm s i s
visUmk opuimtU uzdevums konstr u@ocit®l ov@s prectssttieklt § o
0stenots, izmant ¢Jjsotv Usd hbeadrueb uunv isepnlbjjuo nod
soci Ul oise k Na udt0d ojsUgu

Mi nUtaj U sakpmd) dpl Inkeopi ewlide paglg \nas ktoenumii jke
jUdzi enkomitskdtrovo darinkmoumuhi kklc¢iuj a se. rlici ae
autora domUm, visprecdozUk uwkoimnaksapadgahajaisDd
Tieg koAmuni katovaj Uhodasbdm@m Ui pskrediog) 8kt
vidgna@i pakroenmumUtklsci jas izstrUdes pamat U ml sd

¥y wdese MC d2, o. 1. JOwCjlsddzetser | Codsdsizded € Oydd: 28 dc
IsMCo0O: Csdfnf, 43008.
40 ®sstrauss, ClaudeStructural Anthropology® Basic Books, 1963 ISBN 97804650951651p.
41 L ®-strauss, Claudétructural Anthropology® Basic Books, 1963 ISBN 978046509516252p.
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TM.nT komba komuni kiat 0y oc iallt psiitt i@ kpd skald@ k o
patikas un nepatikas ggnos k U t o s av U  dBadrvbi(ChBivinp un (DdDseksBns

(D.Jackson)KopumU Aemot, strukturUl Us bilances ur
fiksUt zinUmuwecdl stk densoru(viai eifaddpersokdst al u ner ada
pietiekami noteikti p@gmwQ% ovReétcepnijajdwziver@m ok At o i

perceptii r apkUr t dbjekits e pme @ udessajf tu pal 0dzobu

PrecdozUku k azreknNiuk Utcei of raiMpkilegstil.Rlakllen)d a Mk atd U a |
komuni kUcijas | ogdzeklPisemUkiamos apmats k@t vils:
romUnaiwaltaudas utt. Komuni kUcijas | ogdzekNi ir
turpp n Uj. Gm8®mat U AKomuni k Uc i (AUnderstdndirg) MedaNwigAld Pr a 1
nozodmU apliko apgUr,tkufi e mBgokVvVOkattur pipalbjldm
val odU0 un i e BikermlUrsaans k aarpsgntir bs un m@idp&kNE
notei ktu kUrt:pbd sditlav (pkatt i k ppadb G evi, ks t Udgi
Urpus kol ekt v Usr eagpuzli (Jaost uant tgG eernpdodeinrl jaa k | ai psk (
siendtd ci |l vgknalsmitetgikrnid n)pParz mU v Uiknat ulrrpljemUOkasu m
darbojas kU komuMaklUOce nedsbl @ @zi@kus ,arMm.ef akt u

Vighr ar o apgalvojis, ka visi komunikUcija
un energijapnWepai PUrevdllt am, nauda kU komur
viena strUdnieka prasmes un pi er edzvisbeidzat, ci t
M.Makl uens ir pUtojis pat to, kU komuni kUcij.

Apkopojotzi mBitkdamkmi kUcijas teoriju izpUte
raugoties nos oci ol ogias k Uk opupnddkti r pielAemts apll kec
i nformUcijas apmai Aai star p.Spei »d& o tm nki ognat iepkiz
norisinUs saskar s mghbdupr okcaens@bldwss zikmamdia j b Dc idja
verbUl o jtekstusy kil zadmdj,hew e g, siflfolisiestss fiziskus
priekgmetus un noteikte i | v §k’® b u

21 ., I doaddz 1 .}, tcOeROUSER yd dzso § yd MS §8d JS sizk dzf © Gy e 2 :
fOOHECMiss oL O &3BIHjJIR.Mishy d O dzdddzf . ¢ . ¢ futzjpdsiss s XHE & ficf MM,
2000.6 ISBN 504-00629823 2 0 M.
43 Kommunikation und Medien in der Gesellschaf: Leistungen und Perspektiven der Kommunikatiod
Medienghatft http://www.dgpuk.de/ubedie-dgpuk/selbstverstandnis/s k at ¢t s: 20. 07. 2016 . ] .
4 H. M. Mcl unah and his book iiUnd etpg/tyleernedinkameadtle/@gm- t he
maklyueni-egoknigaponimaniesredstvkommunikatsiprodolzheniechelovekd s kat 6t s: 21. 07. 201
4 Luxton Sandra, Reid Mike, Mavondo Felix, Integratdthrketing Communication Capability and Brand
PerformanceJournal of Advertising2015, Vol. 44 Issue 1, p346. 10p.
46 Baxter, L.A. Relationships as dialogues. Personal Relationships, 200422, 1
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Ml sdipenwj umos ar jUdzienu Akomuni kUcijabd
tostarp r epnhsCumaizveres poekgser s o rsiask @s s me s, grup.
plags azi Aas ietvadbss kamBnto|jwn ldadzekNus

S Pakspi edUv U kidemjms defi nadtck |j Wj, k tkhss n ilphl Bad) ib ji

processk ura gaitU notiek informUcijas apmai Aa s
i nformUcdapad & jalpbjdlegf i noci j U tiek akc eg@jaslikas t a
ar informUcijas apmai Au, bet ietver aka$ir nod

UrkUOrtggi svarodgga un rakst.dom@ya, j €k Ocdik kc
komuni kUcijas defdldDdciajlasou mmigkdidésitnditruf odanUc i
apmai Aas process, Pamrdakdaviaaniogsmr Otis ir aro
UzAUmuma | dmendo komuni kUcija ir dinamisk
pl iTsmas, bet aro visu psihologiskUf e mahjai eda
UrUjiem dar ok bmu Ogalndner i e m,
nemot vUQgilzklelpstigetko, var apgalvot, ka ko
process, kas iemiesots saskarsmes kontaktu I
UzAUmumonunikk Uc jjnua naotdirgos t § kess kmanrOd cuz Ut &k |
sistemati zUtu un anal i,&UWt varigngoordmdwe j uappak
pUrstrU0dU0t. Komulls k@jcuinas si st Uma kal po &U 1 ¢
U r oWigli °
JebkUda komeni kUoinjld ui eatpmai Au st azampntojpto p |
i gnUl ugpiaker ahk ghaktogalpa se t Up natsk s Bt Uma's
PUc komuni kUcijas bitobas noskaidroganas |
TUdUj UOdi iaelz@mU¢ caimsarails komuni kUcijas proc

(7]

Tt sdi30dletsd. , 1 0de €5 ¢. 1. [Owljlsddetser j € tsddikzdzd SO,/ 2
0106 M.
48 pike, Steven Destination Marketing. An Integrated Marketing Communication Approacreh Rike .- Elsevier,
2008.7 56p.
4 ¢ H(J dg, r. [ Ot S Elisdpdidc B9 d ¢ : Ciigsp toj d3j dzdzOwv G tcj Olsd o dzOW 6§ €
1l iMmi ¢l o O: -1 ARy, -B.00B4 3
50 Beverland Michael, Luxton Sandra, MANAGING INTEGRATERIARKETING COMMUNICATION (IMC)
THROUGH STRATEGIC DECOUPLINGJournal of AdvertisingWinter2005, Vol. 34 Issue 4, p1d36. 14p. 1
Chart.
51 Dmitrijeva K., Batraga A., Barriers to integrated marketimgnmunications: the case of Latvia (small markets).:
The 8th international strategic management conference (Beykent University of Istanbul, Turkey and the Gebze
Institute of Technology of Kocaeli, Turkey) The proceedings of 8th international strategigemaent conference.
New Opportunities for Gl obal Coll aboration & -2Ftr at
2012,Barcelongpain.http://www.sciencedirect.com/science/jourt8l7 70428 Pages 1013026.
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Parraiditajs Kodéiana Pazinojums Atkodélana Sanémejs

Traucéjumi
Atgriezeniska saite ! Atbildes reakcija
1latt Ul's. Komuni kOijas procesa modelis
Komuni kUcijas galvenais dalobnieks ir p a z
gal venie i nstumsmamti nifrorpmdziiAajs i zpl atdgana.

NosTtotUjs cas a@museUs tk@jsuknaldpgaiir erocess, kumasietvarass e ¢
doma tiek izteiktBaairA osidumbsorl un gsall toidtzBjbas. n o d
| nf or mUc icg rmass i lzijppd &k l9Niu n i k Ukas jtiek sizmaktetinidd Inadotu
informUciju no nfotskigaaplh Uj a a8 BUME figmgem ss b e mtms
simboliemAt bi | des reakcijU ietilpst saAUmUja ats
kont akt paziiAto§ awmd, dar b Dankams (T Ddnkan) dh. S.E Moriartrijs
(Moriarty S.E.}3

Komuni kUcijas procesa model § at sjpo ghkiNome =,
i zraisa nepl@ndsavli Ukl oripedgouslatl&x ml j pgisen @ sntUgkjuu
atgi ras moUltWj,i «® nYdot nositotUjs

PrakgiU mWez bit gadojumi, kad tr aRUcUjawnior
domUmk Udta tas notmebr as menoi  hkparnottoit, siietjluadlicksty

52 Duncan, T. & Moriarty, S. E.. A communicatidiased marketing model for managing relationships. Joufnal o
Marketing, 1998. 62(2),-13p.
53 Duncan, T. & Moriarty, S. E.. A communicatidrased marketing model for managingati&nships.Journalof
Marketing 1998. 62(2), 113p.
M1dedWVstesa ©  w. ). 1 Okzydz § sdztse r tc Ol teQBIts s Soffs HAgEDEILT jlsls
l1iljtweBbB@®ci Rtbdes 3 Sd d WddzOdzlmse, 2009. w. 34.
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pl UnotajU komuni kUcijas pvaopelsdddaziUntgtc Gjod mksu
savUKWUapUemUru var migmddt konkurentu iejauk
Viengk Ud i neUrais komuni k @tdik:asunmanlmdlijtsiot 0
komunikatoryu n s a AdJdUg lestduniganty, r adddami un interpret |
i nfor mgktivjauigd nveeteidetU savstarpUji mijiedarboj as
Nos T tjoetbUj rsgkbmuiikatorg)sr atsevija per sona vai organ
i nf or .64 pusejirmepiecigams | i el s glmw dam nksar s pNeggujn Un o d k
vUstojums ir skaidg.s, Spv ek gkomurikants) pnigibsesikasc i n
vUst 0] unrue o eekdtegwv i ,.»® mUr gaudi torij a
PiemUmdmketi nga kommti knidcs ijtagst Ugadoijru or g
mUr k e tsoal vougksU r t i nmsUar AJlanujist ori j as pUrstUOvis, kas
attiecdgais vUstojums damai irpnapiecgd miVt sdeknbor ml
| 0dzlekkMeim vklar UnmUr ketinga komuni kUcijai pilnU
| 0dzpedkgNo ku dodot vizuUliem | ogzekNa&kmorkapat
Pazi Aojums ir galvenais ,kamwWniikrOUci p@amgrpU1
nododamo vUrdu, attUl.KU ghakenls $sumbkol yi ako|
darboj@ganakoklds nosaka vUst §j unpna(aijt ftat kap u ma
veicinav ksotdotuthear pr et Uci j as .punoas e siue k Nia e assa A
apr akb Oggtdacji G ku( Woalj Wgt aj U), sabal an®PituratigsU Kk «
pegds tdarisjvas,0gi apl T kot infovmbBol paigeiugas t
PUc autora domUm,s kiomumsialkatmer amUm@radidi t or
Attostotu tirgUskG@rtdgicobuglap s admdogs itdnel i il
skaidrs, ka no komuni kUcijas atgriezeniskUs:
| Umu me Agnenpar precegaip a k al poj pbneat iaergolgotdwarsp mlekgrd e s
pat Ur Ut @ u | ojalit Ut
No piedUvUtU modeNa izri@tg &omuwormsikispiasajma s
i zstrUdUt kompleksus risigathjlullnuasr @atgstireactobgali ju
un izvUlIi sabiedr mbkkeththgacobapakapdéihaun r e |
korporatovUs so#&i Ul Us atbilddobas jomU

Bt sBOdzj dzS 59 0 [ .1 . [ OteC jdd dzcrm oH Qs j Ui @ismdzd QO GG d, o . 13

% ¢ HJ dz, . [OtCjibddketses j SCtdi3dkzdzd COydd: Mo tcj d3j dzdzOwW ¢

Il i ¢l o O: -1 gruie, -B.00324.

57 j dsdzv §f OdeCljIsddze d Mo tej d3j dadzts fyls ¢ (G dzOo © 9 O3tsoger S O . I
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Komuni kUcijas efektivitUOtes tUmalUci ptam el t
tiem |lielUko i evUr 0bav. Praadpsadorjaligis 4ao v i jlasbas ni
timfgi ketinga &obenknbkiDobBipa@asn | omun mdisn esni t |

Komuni kUcijas risinUjuvigui efferkkdivo n:Wltie sk prap

-informleAPmuma vadobas pazi Aojums mUr gau
vVai pakal poj ushadrojens pandoblietp uans ,kEsgigr syma 0gi
produktu gadogoj umU

-pUri medad 0 gja alka,uUl ai raddotu auditorijas | a
t0 zomolu. 1 zmantotUs sabiedras,kokatefekb
pasUkuimi Or ktais uz p adailipddnepiecia mpBul vedckn Opir kun

-t Ul idogavadDago s tirgos ar mUrketinga komuni kUc
veido viendg@ivabugataepo !l adzKdmu miguUcpirjea ,u
uztg@gmrmdls precUm un attieksmi prTados,kurl produkkiNT s t
viegkln 1 0dzinUs d@intas aci tkomunt BIDai yasdpal 0«
| i kt pat Ur Uggljriogebmu psat ne@rBppanpvsiasod vi (b md a r b Uf enkot r gUvda
komuni kU&katsal Uga kniio stli(dgZuesn evsUor t

-past igpanioc,@ mU, ka pazi Aojuma galvenU daNa
pi e gpmi, sik gzjauegp pUrdanecipml to, ka, iegUdUdanm
preces, vdgAhAipairriizondarzgjUi ingr UmAPoe gio@mUami ns U
ir daudne&Wapd@Ulai st ot jaunus

-pircUj gU ppirsroedize un at s aavemmisnkospornestgam ipr o d
izgicaonozome atgri e@eaili skUs saites korigU

PUc autoirpUdpsWers, acdDk svarogi ir saprast
uzAUmuma motovi, i nt e esgdka ujna ukjelnak tpiddeg feai mC
pakal poj umaekiazotllddea i rgnua daithasu)glonh htéad si nda v
prasapieldr st i es padzi \gneDaai zpOt éjuma priek

8 V. Praude http://journals.ku.lt/index.php/RFDS/article/viewFile/619/pdiSSN 20299370. Regional Formation
and Development Studies, No. 3 (I8k at 0t s : 11.08.2016] .
%9 Simanovsky S. Stock market for Beginnes Clobal Finance School, Lan6é 2010, pl12°%0
http://e.lanbook.com/books/element.php?pll_id=13%&& at ¢t s: 11. 08. 2016. ] .
60 Hubert J. Total integrated marketing: breaking the bounds of the funttionKogan Page, Charteréaistitute of
Marketing, 20057 7p.
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1.2MUr getinga komuni kUciju bitoba un veidi

Apst Us pieninelkret i nga komuni k Pampa smo deMUst pkCert §i ¢
komuni k Uci panstmosdlissit rébmeas2.at t U1 U. iriar tU ssgedyenosi Azu
posmusu n , ja kaut viens no tiem tiek izl aists

kampaAas kvalitUOti un vesel umu

Komunikacijas mérku
noteik3ana

Marketinga
komunikacijas budZeta
noteik3ana

Merkauditorijas
noteikSana un analize

Lémuma pienems3ana
par virzisanas
lidzek]iem

Informativu
pazinojumu izveide

Realizacijas posms Informativas kampanas
rezultatu analize

Pazinojuma nodo3anas
kanalu izvéle

12. att Ul's. MUrketinga (auoraizveiddk Uat{ Bspptat

UzAUmums komunicU ar saviem starg@dUekicé m|
saskarsmes auditorijUm. Starpnieki veic inf
pat Ur ORaljGrelnt Uji pastUsta prartipermcikiwrniti @mt i
pakalpojumusv Uneizmanto KopumU Aemoghs sikvi©@€mas kompone
i nformUcijas. TadwdodtjsUd p Ur kNaréplanfDgved| Macshallp. mil s di e |
uzAUmums plgatal d&omanidknkcuirj alsomsuinsi k Uci j a ti
i nformatova mijiedarboba starp objektiem

Gdien uzAUmumu rdocobU ir kompl(skakk3atmlil ket

Pats uzAUmums uztur komuni kUciju ar Wmvi e

saskarsmes auditorij Um. Vienl ai kus katra gr
pUrUjiem. Gos shUmas ietvaros rodas aro grilt
a) kU panUkt informUcijas apmai Au;
b) kU nogUdUt dgawwviamf @rarmhWa iUjt Wj lagn;
c) kas jUdara, lai informUcija atgrieztos

61 Understanding Children as Consumers / edited by David MarsISAIGE, 20105 62p



. Saskarsmes
Uznémums Baumas, runas -
auditorijas

Marketinga

komunikacijas Pateretaji
komplekss

Marketinga
Starpnieki komunikacijas
komp

13. att Ul's. MUrketinga komuni kUcijas sist Ut

Tur k!l UOt, DYP.P@tp@aear v.Raulun DYH. Doneljs (James H.Donnelly)
varuméam uzAUmumu probl Umu rada nevis t agletgarv ai
tas, kUdu i nf or mlrcnegietigamsknadatP u a ks Uj ka ul iUgganasu  r |
programmas gkdde ¢ a mmoobvae dd au z AUmu mus p jursiemli iganl Um
materi Uliem, gSaanvurkeddmat eurziAUmuemid s kauf 8mumusl c
atrisinUOt, palietinUOs savu tirgus vUrtobu

Komuni kUciju iespUjams at&a(lUotg & dkijuansaidsUcci
Ur Uj o kenudii ke gpai z@ @einjlas ri ékedal Uma for mUI aj
di vas svarogas uiekddy mu jamid ddrubdai t koa li § katsgjebuirguun U
MOr ketinga Kk@muniwkiUOcQl jweiiceck korporadbabs shij
uzAUmuma ,wedtmolralj U vi dU rada @ AUmuma t Ul u a

No vispUrogUs izpratnes par mUrketinGa ko
ir sasaistdknesi karo ipeaprikeckmuni kUci junieklj oo rvgiad
TUdUj Odi veidojas horizontdkU apngalwveorjtuinksUl
komuni kUci j gskat.kl. tabsly. f i k Uci j u

62 philip Kotler, Kevin Lane Kellg Marketing Management, 12 th editii PEARSON Prentice Halt, 867p.

63 peter, J. Paul. Marketing Management. Knowledge and Skills / J. Paul Peter, James H. Donn&hd &d.-
Richard D. IRWIN, Inc., 1989. 89p.

64 Hubert J. Total integrated maating: breaking the bounds of the functidri.: Kogan Page, Charteréaistitute of
Marketing, 2005. 54
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1.1.tabula.
Komuni kklaisjidd kUci j a

Komuni k

raksturojums

Komuni kUcijas saturs

Komuni kUcija ar UOrUjo vidi

For mUI U

Organi zUci §Uad uisz maprdtzee kdNass komuni kUOci
U komuni ogdnaasr |roedkzleCkn
sabi edrtiisekecag bUbs avte jpdekrs matt @i kamu @ Ud an
starptaultais k®Ukmadsr ogak Naut i e@j Ual

sniegt dg0 d a s

ar klientiem t

un

atSapail ces , telefonsarunas

organi & ®@injda vieen ir reakcija uz ik

Or pus U

Nef or mUI

tenkas gnnaneiorf i nca fUd ram Ul passp rfi

ti ek

Baumas,

pal 0dzobu izplatogta mutiska in

Komuni kUcija oopeg@ni zUcijas ie

For mUI U

InformUcija izplagtedd, omganvizedca j h §

komuni kUci.jTald Ujj &dv a gzoesmUk s telkvopazi A

starpl oImUr gipemar imak dokr Ut i em, iugztdeinwapiregnde d
(lejupejar) PiemUram, uzAUmuma vi cepr éziedkeun tpsa ry
i zmai AUm pproduykkavmeUrt ir jO0inform
gai dUmo i zmai Au speci fiku
Argds komasi plco@dzobu uzAUmuma vadob
starpl 01t o, kas notiek zemUkajos. Tas Na@ij
(augupejap) |probl UmUnmpsvUrt iespUjgamas wsvatiudct
kust 0ba gtn (etkaigungotdsreor osi nUj umu un pasHk
Go komuni kUcija ir saskarsme vienO

hori zonti

apmai Aai starp vienU hierarhijas |

0

& komuniirkUci¢ms no verti kUl Us, tianlfug
apl il kotggi ,atjsevivei do vadotUja komud
starp v . n .. . : )
dot komuni kUcija ir saistQta ar ugant) edarhe
adoto i
P efektivitUtes ¢apr abkzUmgbamsp $ppas i meligi@ne
motivUcijas noll kO utt
starp viKomuni kUcija ar darba grupu Nauj
darba grupu darbobas . €0ektli viinflarimUOci jas apmai /
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i kvienam ir iespUja izt,giaktdiOemsa| par i

i espUj amagaiUmu e e & Utmlars exrol@im NfOrmg b | UmU.m,

Baumu veidU informUcija izplatUs das
. lkanUlGdUN vadodga kioznmamptkdoof ai not e
Nef or mUl R
nopl |l dei gnailP Uit Dp luanti ¢ | i eci na, ka inf
biefOk ir precdoza, nevis sagrozota

*autora izveidota tabula

MOr ketinga kormwdi kdori(f U ztmiaenkt opii v i sgiokuk o mt
dodotvi zuUlRPd@mU | ai kU zinUtnieku wun speci Ul
neverb@®miei k 0&i Taass ivreiidiskai drojams tU0dUj Udi
ti ek piegnUkrt sneverbUl as :37wiar mblal § g 55%p arsajad ¢ O p
izteiksmi KU a p daj hutod, tas) gjazpauwyas gaddoj umos, kad vUst
pret PPuaggds situUcijUs sapraststWiHdk vp askoa vejp a
tU0U neverK®Omonidelawi j as neverbUlie:rwnasd 4dtreik
intonWaligs modul U9,i jleas runasizrvémami ar dz
(MO mi gesk, pozas), kovaruztwer t i kai skat ot Uj s

S.Paiks (S.Pikey\nor Uda, ka komuni kUcijas gal venaj
0 @oab’lu

MOUr keti nga ko mu n ifukkdijasir fjledsa snoz g mog Uk Us

U uzAUmuma d@rdlprestisv,e i altol ai des vai inovat o

tehnol;ogij as

U i nfgrnmal par produkta opatndbUm

i i nf ggmal par jaunUm precUm vai pakal poj
a tirgl @ eouedsuo un pakal poganamu popul ari t
a paskai dr oj umi par prelu ;un pakal poj umu
a prelu un pakal gpmg umu cenu pamato

i atbilusniegana uz patUr Pt Uju jautUjumi em

i dar oj unimn a® séaddigc i n U

U p Uc pdnaglapkalpganas nodrg rigda

8 Fill, Chris. Marketing Communications. Engagements, Strategies and Practice / ChrigthRikéd.- Prentice Hall,
2006.- 55 p.
66 Marketing /Eric N. Berkowitz, Roger A. Kerin, Wiliam Rudelius2nd ed- Richard D. IRWIN, Inc., 1989.148p.
67 Pike, Steven Destination Marketing. An Integrated Marketing Communication Approach / StevenHsksier,
2008.1 72p
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KO tika noskaidrots, uzAUmuma vei ksmdga d
komuni kUciljrasj OBevdkeWrmp atg@adilit Uat biilrstdiagi t am
j Uli egso kpmuni kUcijas progr amiera segneenta ginun t i r
katram atseg am pat.KOUtnbjrddma augmsi j zmannepi paual
sasniegumus nt er akt 0vUs Komuni kUcijas j omU

Nemot vUrgU zkkepst ako, autors definU mOr
uzdevumusgyJ d i

-kUkomunul@airjp mUrketol:odgaul 0t e patwdr Ustalyiue
informUcijU par uzhUreuba OkoamB] Ghog gimaigkma | ¢ d
pat UrUtUjiem sasniegt to mUrdgus un @naienl ai ku

-k U komuni kUciju st avripsamUwkrekteotlionggua ukno ntuinri
gal apat.DaUd@pj emistt i ek aodtr@jsilem, cdrtgam zrlhc i |
ar prel ugulndik pthr dabi edr i sk Wwsi vad ieteilkd produktd dae r i e
pakalpojumup i e mUr am, pazi Aoj ot paguddgddéem pmnodopgt
pakalpojumiem;

-kU nekomerci Ul u un socivllsubedrdgarti, z (kcoimuun i
svar9ogs process nekomerci Ul Um oRigeamUrzddm,i j B
rekl Uma par c90Au ar nar klnlk &juU altkearr aabriug i ikdGuss

mUr ketinga komuni kUcijas nozdmi neRomerci Ul o

KopumU Aemot, mUrketinga komuni kUcijas de
kopogo dagUdn0rxienilpticoipsuk at U0 par mUr ketinga koc
ka mUrketinga komuni kUcijai, pirmkOrt, ir reé
simetriska, respektovi, attiecobas starp su
nevidemlg@ komuni kUcij a starp subjekti em, aL
komuni Epecj ii ku, kam nepieciegamd’ atsevi gga

TUdUN mbm e@rmeamlisk piggi rt a ar mUr ket kagubahs st
mbketi nga kat egPratia,s tA@ pima i jkmafso rnnolkcii e ka sp i arpms
preci un naudu vai naudu un preEi0 dg@ N ek onomi sko agftitri eboradniska d a |
nozolmedz ar autors wuzskat air korkpieksamékd k s i mga Uk
i nformUcijas aspmmaaphds i @imstviama pUrdevUji em u

68 Kitchen, P.J. and Schultz,.B. (2000). Communicating Globally: An Integrated Marketing Approach. London:
Macmillan Press Ltdigte 22822%.
69 OTS MART, NYILASY GERGELY, IntegratedarketingCommunication§IMC): Why Does It Fail?Journal of
Advertising Researcldun2015, Vol. 55 Issue 2, p1325. 14p.
70 Marketing / Eric N. Berkowitz, Roger A. Kerin, Wiliam Rudeliu2nd ed.- Richad D. IRWIN, Inc., 1989-tc p .
148p.
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apmierinUOt sabi edr hapraajdoa dmaakbski onplul.nes gibdeN Agul
ar9 mUrketinga ekonomisko kategoriju definUj

JUat zomBdim@rllkeet i ngs gamdbarrnepntieair Ukt
neietvert i kai gal apatUrbeUj ar pr a Vghuu uvizdpepWtuimu  k
vei @inmU gglhiracso apj ogma ap a Rdigji ktlld UNpr pUdoaUm, u
tiek izstrUdUt a,kkaosnunUr rksUtca ghuazs dlipdetiel ar thidenz ka
tiek rapot as kvalitatoQvas preces gmie pakalpoguimpit |
Priekn ot ei k ums ¢hnasdpjammam pnlgedd Ut Uj a peNAai ir pat
pi edOvUt Usy paelc@m pri ek

MUOr ketinga komuni kUcija ir dambtddai nfaor nkG
preci vai upAUmpaiDAOdO]fsemar papil digtst mi
darbobas gal ggai semdr.fTildd)iNt pOeceasutormzdon
nenotei ktdba mUrketingad@hdmwmigkNottllj daiSieekt ri ule
j Udzviegm@Apl 1 kgpsjmut Uj.umu tuv Uk

MUOr ket imuga k Woi j a paalbowdiadstralprlijedls mi pr et
preci vai pakalpojumuAtsevigi mUr k et q kap Igii sasniegtaggk amBEu A U mu ma
darbobas pamas UpasUkiMadkompmluelz®s ¢panvaost apsa splak
kompl eksu tigek uzdAUnuma tdset enot U mMUOr kpertdInw a
pakal pojgamu tangt grdmotion tiek saprasta df) d u  ¢gumézmantgana, kas
pal 0dz pUrdevUjam pUélnoedwai n ktg UpdpbdoddkiEfsu ap ari erce

Dag0dos avekatsehmndsogi jas ietver el eméeiicus,
autora domUm, jautUjums nav dpanuki ¢anwWd ampjr o h c
mUr keti nga k omu n,ivik Uaot glementudsa mfg e k su skai dr oj o

komuni kUcijaskoun zmadtzekNUsai nodotu informU
uzAUmumu, r un aUriiirfstrpneentielh nst r ument
Vi tpznga s pasUkumu kompl ekss i et ¢gaeas, noiemk | U

vei @inm@ un sabiedrisko at.iGisddeqnénts sspaelbdikfeitsiknug

" Eagle, L.C. and Kitchen, P.J. (2000). IMC, Brand Communications and Corporate Cultures: Client/Advertising
Agency Caoordination and Cohesion, European Journdflafketing, 34(5/6), pp. 66886p.
2r Odpy dzs S dai S hdz, vy jR., 1Bltse 1. | ,zvysiBuSd d[10.6S,] §a]ddgedz it o
[ Ol jls 14 stwcf-88y2Mdz, 2004.
Bswslsdzjte A. [OteCjlsddee o Ibtojls: jdiB Isr mMwyjdzjlsdd: sOS ML H
I Hduo d ¢. 0. :[Hads BOHDBL. &. 114.
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unK.H. Andersos™, k Uatvdj as .Praudéyfun T.6dtubkovd®,

Autors wuzskat a, ka jebkUdi centienriadm@t
vienpusUjtwWdiONpriat jiUp gpnial diondaz upna djzOpNai pnlUat ai n
i zp.Uzeir ast to dabu pal gjaszebrijas at spoguNot Us kor

KU apg@lrvkoo vis., i kvi deskaitottnmkat k Bgay,ikm maujnsg tk U
kurU not i ekun saskprénes metotldéddsa Ngujnordaod 9 ugdd a ake md
i nf orMm0dc&iajsu mi su gadgojum@d ir mUrketinga infol

MOrketinga teorijUpUdkUj ;arde ssmistkagaldscl ai B
kl asi fcciOtmUrdkaet i nga kbtnb odkd dPielikumai ra sspieskttd ma f
teorijas, koncepcijas un kategorijdgsas v ei cha ambroknatnii k Uc igpetisko i z |
jomu ZinUtniskUs teorikaatse gocalpi@tdldde pgi j mas uwmei c
komuni kUci j @msetiizspkUat ejsompur,i eskut or s ir sistemat
tabul U

Mi nUt Us KkjoWicdemnp csikjagass apar Uts un attostobas
kasirdevgg s notei ktu iegul ddjumu mUr k éatjiUn gda skeomu
apllTkotas, nhemotd guthuU ktookcegit sKUapl meWicigema U
balstoties uz augni n Ut aj Us teor i j UsUsulht nkibgnegpspkck a tUes g a r:
aparUta wun instrument Ul o Qldjadsz e piNe e jkaosp uimat va
pi edUOvUts autora traktUj umsmepkmsmbdolsakiandga mk
mijiedarbobas dzmeNUksok ob Tstadtbuun uuvnenipdriipetks ngUnt e
uz mUr ¢gi sarvisd mir [psikjrd t ssisnhroni zUt us ktoenuma Ik dgii
un instrumentuskas to siddmi s k U s ag ambld Wlad s& nlkead ekt ul i el
summUrais rezultUts, ko biltu iesplyiads esds«
i edarbogbai uzpim@rl§ augpchiiatifooa penh precUm vai p a
atieksmes pret produpndipemmUaigi upAUmemunUei d
ti gl

74 Philip Kotler.Marketing Managemeint11th ed - Prentice Hall, 2003. 45p.
S Anderson, Carol H. , Strategic Marketing Management / Carol H. Anderson, Julian W. Vi@odeed - Houghton
Mifflin Company, 455p.
76 http://journalsku.lt/index.php/RFDS/article/viewFile/619/pdf ISSN  20299370. Regional Formation and
Development Studies, No. 3 (11) ) ‘
"Mar ketings / V.Praude: MUrketings 1. un 2. sUjums, RQg
8 Golubkova T. SPOLECZENSWO | EKONOMIA, Dwudziestolecie przemian w fwaah baltyckich 19920107,
Doskonalnie elementow kompleksu marketingowego w lotewkich przedsiebiorstwach@222020.0
PzOwitso A.R. [Mdesor bkjitstedd ¢ B3BzezdZdDYydd. [.: 1 O0hCse (
80 Kitchen, P.J. and Schultz, D.E. (2000). Communicating Glgban Integrated Marketing Approach. London:
Macmillan Press Ltd.
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Savuk Udlkers(WalkerO.C)Juzskata, ka par mUrketinga
| 9dzekNu kopumu un konkr Utu crodoadbsuubjledkt i m
i nformUcd@jnas , dguenkala U igeeglan e nGanaiTap lkdat0dg akcent Ut @
kopuma anal 0ze mij i ekdoanmubngibk(D cairj ai zi wrU I pUrtooc ens(sr,
nodod pazi Aoj umwe pmpratodr Utn@jt armya pakapgul) mnmas t Pd e
mUr gaudi vidrcigjgdliLgmileémU0 nozome ir pat UrtUalOgi
auditorija, ar kuru tiek dibinUta mUrketin
akci,omUmsits iestUdes un .6bdoes kgadd jsuanhagmesdu zodbthd
auditorijai pozit ovuiemartatplesi d ufbpvddl gsbauvu dar b

SKuzAecovs skaidro, ka ar mUr ketinga kom
Vi gaza)s process :wiisrorss aEdir@e8des | ai kU un  p U
MUr ketinga komuni kUcijas si anUbrmass rdsgg g medn tzasm,r
ir jUietver ne tikai mehUnismi,jratj kumlir gadu

bet ar9 atgriezeniskUs saites funkcij. diegpr el

atgriezeni skUs saites dat u anal gQze Nauj n
efektf vitOti

KopumU Aemot, mUrikjeat i wegiad ok opmeummai tkud v i kel m t i
mUr gis ir glt panUkumus s aba flKr0) meos khaskidl . o
t 0 kalpo kU svarogs instruments, rf8alizUjot

Lai pal i eluinn Ut ard gntoui ettiur g1 pozitovu t Ul u,
modeli kas | iek atteiktipeadlsnai pasdvapsplleNilgm
i et ggknmaUs pol i ti ku, kuras mUrgis ir aktovi Ve

pakalpojuniem.®®
G@dien mUrketinga komuni kUcija tiek aktov
kas ietvempraksinepieciga msl n f o r snadlggngipaat Ur Bft Uj i em

81 Walker O.C. Marketing strategy: A decision focused apprdably.: Palgrave McMillan, 2006104p.
. 1. skrLdgjyse (OLLOBICO d s Clilsdtetsa Chigfwww. Semikdie tc Ols d
[ Skat grale6]. 14. 07
8Cvijovil JetamloviKiosMilii ca, Kr st NMarketirgocommunicath® areajoé n o v |
breast and cervical cancer preventignjnosanitetski Pregled: Military Medical & Pharmaceutical Journal of Serbia
Jurk016,Vol. 731ssueb, p544-552. P.
1 drodmMe¢d?2 [. 4. uwbttOWJeduRE®l |l hBd dj fzbns so MC.sets UL dz
8 petersen, J. Andrew, Kushwaha Tarun, KumarMarketing CommunicationStrategies and Consuniénancial
Decisicn Making: The Role of National Culturdpurnal ofMarketing Jan2015, Vol. 79 Issue 1, p83. 20p. 1
Diagram, 6 Chartsl Graph, 1 Map.
Luxton Sandra, Reid Mike, Mavondo Felix
86 Batra Rajeev, Keller, Kevin Lane, IntegratiMparketingCommunicationsNew Findings, New Lessons, and New
Ideas,Journal oMarketing Nov2016, Vol. 80 Issue 6, p1225. 24p. 3 Diagrams, 3 Charts.
OTS MART, NYILASY GERGELY, Integratedarketing CommunicationgIMC): Why Does It Fail? Journal of
Advertising Researchlun2015, Vol. 55 Issue 2, p1325. 14p.
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JUnorUda, k Badenfoidred ¢isj a ir izcelts soaxgadd U

sistUmas® kontekstU
1.3. MUkbeunhnégkiocnplaesk sa mode Ni

Ter miinnggn@ivai AnUr ket i n g = dzrkaotappri aesk spr i mari t Ut e
apspriesta uzskata JCvijovil a(Cv i j o)y M.IKostil «tankovi a(Ko s-8t Anko,vi |
G.Kristl §Kr st i [)unGcStojanovi §St oj an®eaylidiL autori, apl/
komuni kUcijas tUnmt ataprm&rstlomaniuk Paiizpases si s
par tradicionUl &pbhmniulm@dnojdd@mnain e hmo¥f @t i n
iepriekgnor Udoja autors, tradicionUl Ug@inzp rmdtrrke t
komuni kUci j(akatlhampUlk s U

Marketinga
komunikacijas
komplekss

I
[

Tiesa Noieta Sabiedriskas

Reklama — g o
pardoiana veicinasana attiecibas

l4att Uls. Tradici o®dli § amU kaotendp iz ded slkod ) rait kK |

| r i z ddoatusd zNdtiit er ak d masi k kais|ggviseel tiljjip es@aktam u n
nav tik smoizgaieipi 9t a@diU§ wmu sprmlerkk et i nga ajg omu
izmantaggnai vaitU pilnveidei Tas, ar kUdiem termaniaemtehhksl
vai metodes wun vai tas bls mUrkebhangaakonmu
Svarggam ir jUblt efektam, dpa iveasp Ujzéaasgat g rc
komuni kUci j a apgalve BMargaigip.eMarshalf®. TomUr , j o vaidpr Uk
t Umu, | ognwaiUkUk iwi lomas, ka, lai izstrUdUt u

vai metodes, ir nepiede ma vi spUr 0 g Ukuan tiUmajpda tgidivigmat tngeb a s

87 Jelena Popova, (2013), A Locial Model as a Component of a @anfvolutionary System, IV International

ScientificPr act i c al Conference ATRANSFORMATI ON OF REGI C
DEVELOMENTAND COMPETITIVENESS(‘) ,-8', 2003) E0B1T2p. ) ;
8Cvijovil J®tleemkgviKlosMiilli ca, KrlseMarketinggemmanicatioris theoafea ofo v i |

breast and cervical cancer preventignjnosanitetski Pregled: Military Medical & Pharmaceutical Journal of Serbia
Jun2016, Vol. 73 Issue 6, p5552. 9p.
8Cvijovil J®tlemkqgvikKiosMiilli ca, Kr s Marketingg@mmanicatioris theajeaafo v i |
breast and cervical cancer preventignjnosanitetski Pregled: Military Medical & Pharmaceutical Journal of Serbia
Jun2016, Vol. 73 Issue 6, p5%52. 9p.
9 David Marshall., Understanding Childres @onsumers. SAGE, 20107 112p.
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16. Vei kt U mUr ket i nsgaa s manlumi &« Uw iz gusas chantdta, d e
pasvotroja hori zipnasdigmlU.TpmiUnci pamptebvUetlot ur |
inef or mUI Uiss piexg!fdtkijubas zmantot tradicionUlo o
domUm, ir iespUjams tikBas umoztdomUi ntkeagr iUt ¢

komuni kUcijas kompleksa modelim jUblt. organi
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2, NeformUIl Us izgl otobag@unUt Ofpkmru t U
anal gQze

2.1. NeformUUs izgiidbas H tdha un attistipas tenderes Eiropas Savie@U

MI sdi enUs visUs pasaules attdostotaj Ggaszem
vi sUs iedzovotUju vecumgr up Jkas iv eepietigagnss ama tOu i
ekonomi skU pg ompglai €&gad s holaipadacdt vUci g pat o tAgrd
sabi eAlRP Grbasj a (gl si zvgpsdatnw zmp reogd odos@a rmd mUo v ar (
kO visas i zgl ¢tugnbavsi sspiisltnihngal kl ocaztusmpgosgu No nef c
uzdevumuskamsavukUrt ir jOmehOni sndir 2 gl igee b av 0 k ¢
Q0 s tgmaio

NeformUIl Us izgl oitobaasi satdtdoatadmaso tvdlisk tuir em

1967gadU, starptautiskaj U kobhf &ne axzdejhskdss ot |
vUI Ok kNuvagpapra zpjasn aatgilesj phi mapsiaeua iegso i zgl 0t 0 b a:
Tikaizteiktasbgas sakar U ar nepilnggaj Um mUcodobu pro
un ekonomi kas jomU nlakuvi ttwmkidGtast vail en U ss clad
i zgl 0t Qfpansasf ipraBtedAmW@Wm ar to tika izdarots s
sistUmas pUrUk 1 Uni pielUgojmstesoat Upst @bkon
pau konse vat gbhesmsar 9 sabi.gidyr oba@s kiUn earttsupnitbr i e n a
P.Kumbss(P.Coombs)un M. Ahmeds(M.Ahmed) savos darbos ats€gii ¢Jii z ot f or mC
neformUI.® izglotobu

&s kategorizUcijas ietvanpba hoemBthjakUi .l
secobU veidotU izglotogbas si,sitetUmaerno pamat
i zgl,daU@mes speci al i zUtilksg ! pdrt odghkaasm il gesstt iUedle sa p g 1
un profesi omilo drsammad 0dHdmass nodaNUs

NeformUl ajai izglotobaidgmi harpsemkagiatw s
kura lai kU ikviens @®ehatasspwammpg\l @zs kb ethwasdsa sp ru
balstoties uzkdienas pieredzesn izg | 0dJej 0 e,t ek s spVas wdes resursiein
gi menes un kaimi Ai em, ,othd Nwt uk &da das pp Rdc e s

Par neformUlo izglotobuptmadohzsKatbdha
formUl ®¥lsas zgilaaifmadar bobajgdkas kKEBdaobpaskalpd t i s

apmUcobas subjektiem un .palgdz 90stenot apmUc

169 CoombsP. andAhmedM. Attacking Rural Poveity.How non-formal educatiorcanhelp, Baltimore:John
HopkinsPress.1974
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PUc autora domUm, pgedlslUb@makisak i «Oai i i

For mUI U i z g br@ddodblam intU csgabisus ti petsdl rOtdiGmee f 0a mi0d i
grupUmUdBmdargani zUcijUm, bep, imifeomtdam, amitj
gi medriaugi em un dlanr,b ak k oh &ogdenaiP.EPForBhham) striktu
robeus arp kate@orijUm nav

PastiOrvk ne i niciat,gkvou puine Armd gr aunznsuk at Ot pa
i zgl orikarasm@r k Ur t 0gi | i el U skaitU un dadgdaz\eiac
to izpratnU umpnaigUdc vabd@Fti aodbuifusmd akdar i,
ekonomi skais faktors jeb valsts attBisembraam
jaunattogstobas valstdgs dienvidu regionos ne
Zi emeNvG@ad ggd $t gbla ivetsbere politiskUs un pils
Aai zPs j pr ogr ammajse ns ksok cdbyUpshaiimeenieu  ddu praktiskep ldagbiu 0 j o
kas saistots ar i,ki0c iaglaou diamimalp tu gomnt p iz dE e § ioani
apmUcobu un i@dzoovwatr Ujme dii = @ezgasnd P s gt ddsj sd avi aelns t
privO0tUs profesionUU0Umi apmUgorademeno r ammaps.
pieauggpjiem un jaunigem, me disckdin i Yanghn@arm | as Ot p edienvides a
val st u | a.ulkiue nrve gliuo nroesgi o glus vsaplesctgdi i § o illes mdateof o
i zgl otobU ir vUroj amaigpjall ogacgjumal ulni agdinkma ims
unse vi €% Um

Pagdlj wadsigmtdoos7G.var 0ga nozaajeaibiamziakavii,e
kopUj U mittmls@rotb,a i g emt kcadyd&kieom pa ka ievUr
jOvelta vi Au dzgmidss kamd ol Kllt igs ummd sph@eej u ne
un deva biltisku. impulsu tUs attogstobai

T.Simkins (T.Simkinsif zanali zUja neformUlI Us izgl gtdhb
metdu un kontroles viedokNa sal gdzilnde tdotdlksNaa
izveides rezulkUdU mUkad kenmetmblUOs iniciat g\
el astogumam, Ahels Ol uwsmpagh baabilo savu vietu ¥tarp
Apl T kosi m t dskataltabuldas vei dU

171 Fordham,P.E. 'Informal, nonformal and formal educationp r o g r aimi\GCA6George Williams College
ICE301Lifelong Learning Unit2, London:YMCA George WilliamsCollege,1993
172 Non-foriiial Mucation. In: Glossaryof Adult Learningin Europe,ed. by PaoloFederighi. Hamburg: UNESCO
Institute for Education]1999 p.23URL:http://www.eaea.org/index.php®kl5112] skat gt s 11. 09. 201E€
173 Simkins,T., Non-FormalEducatiorandDevelopmentSomecritical issuesManchesterDepartmenbf Adult
andHigherEducationUniversityofManchester1977., 42 p.
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2.1.tabula.

For mUI Us un neformUIl Us izgl ot obas r al
ApmUcodbas si l zgl 0t Oba
raksturojums For mUI U NeformUI U
MUTr ¢gi 'l gtermi Aa wun QOstermi Aa un sp
Of i ci Ul'i i agk(Dokument u ¢gana s andwu
dokumentgmna salAefobl i gUt a
Laiks llgstogs cikls, pilnas diena{ Neilgs cikls, nepilnas diens
mUcobas mUcobas
Saturs StandartizUts, [IndividualizUts
materi Ul u pamatrezultUt i em
AkadUmi sks Praktisks
Strikti strukt(Elastg@ggs, orien
SUkot nUj Us praSUkot nUj Us pr
apmUcUmo kontitapmUcUmi e
Vieta l zgl 0t O0bas iggs{Sv aga OatraanUs dz(
dzovesvietas t uvumU
noteicap
Resursug pat UrlResursietilpdogiResursuspsaudzU
Kontrole grUja / hierarfPapUrvalde / den
*autora izveidota tabula
S a v u R.ElFotdhemyP.E.Fordhhamyizskatak a nef or mUI U i zg&sdt Ot
organi z Uc ighwnodugma pajl Uap mU¢iOkma @r Ot , nefor mUI 0

dar boba, ko
izveidi, k a s
aut or a
pi eprasqgj umu
pat Ur Ut Uj u

Virkne autory k u r u

starp

mUcobu .pProtciessf or mUl o
virzientdsAna Gdjelg ukoat egorij U

nodr@y na dar ba

vei

dep mlpne,r sbhas,

\pddi mj u
T iDgefss (Ti.Jeffs)un M.K. Smits (M.K.Smith),

formUI o

c

pi edUv Ga nmdl ma pn0ad gelcun evaopj guanha m
i ei nheBes Utea :

kur as
t Us, k U

apmierin

pUc
nefor mUI o

un

deTfvulrjpr edur \a

var
ir
rezul t Ot O
0
i zgl 0t Qbu, kas
i ekNauj as
If otr snUI U

174 Fordham P.E. 'Informal, nonformal and formal educationp r o g r aimMMGA6George Williams College
ICE301Lifelong Learning Unit2, London:YMCA George WilliamsCollege,1993
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apmUcUmo ikunitpajr esrUdmp padab Usa nt Wess ppd kkngovi , t 0O |
0dstenota virzigedmlarnoahAlagjuas zumanawg ot sdskald
PUc autoradsoelmyums nav prétaplhWo tkodhema eEp r
(P.E.Fordhhamh e f oUsmUilzgl 0t 0bas trakt Ujumi, bet tik:

I nteresant s skat 0j ums uz mi sdi enu nef orn
A. Rodersa (A.Regers)d ar BiUs. autors uzskata, gkaa uaibzevadk
700gadu sfUkrummdl Us i zgl 0t obas kritigi, ¢gknllu nbeivj
al ternatponvlu. gdeddlsul0 al t ernat Ovas bija pieejama
humUni stiskU psihologija, kas van'da Roderssnu 1
piederWdmbtisi sti skUs psihologijaavaszveksdpetj
apmUcobas paradi gmas i etgnardolsv Ugiae dolawUjAat raaidz ¢
para@agudmumUni skds kwUrps teee) quipnankl oo @ps pamat U ir
vajadzobas wun cpieddppéedne, akli akdmgi emet umi Rl

ndi vgdeéeimai kus atbildoba par apmUcodobu ir se
KopumU ¢procest,, kU uRod¥krags s, Avar r akst garnout, ktU csd
vUrtobu un uzvedomp¥rkaidiskuapmbcehsi pn ci
apmUcgbu un p¥aktisko darbobu

Pi ek rUpdtaomt vgi,edduack!liUmh autdressausskBatas kafo
procesU ci |l § ddpiecemmad biae kaptmieer jtndtu vrmagvaidsz 0bas
psi hologijas, bet gan apmierinUtobas kU ekon
20.gadsimta80-90.gado§ Opa ei ktnt riazsptaiuddtsarkpp f or mC
zgl ot obas vairUk un mRzOmUakadetbBmzUea lO0mj ai

uz sistUmapmUdrgistargktaos padar a ap nehe Brasmpu urp ar
attiecdbu, ko tpasmiaed zplhsanireaddzdtjoa autmi @il W jou
sistUma, pas0Otissesm sit dmade rptaizeantp@r s on o b ykurasr i e n
i etvaros tiek (pandstas phekBdas, zka§st ipeder led
bUzes

MIi sdienu izpr@gtmefpamUpUsauigwlod 0§ bEadpddh @ a
Pieauggp i z gl 0t O b(BusopeansAssodiatibn forj thee £ducation of AdupisUr s k at U
mig zgl 0t 9bas akt ubalnluk o nporrolbd@au okrag ah @ DU a d

175 Jeffs, T. andSmith,M.K. (eds.)UsingInformal Education An alternativeto casewok, teachingandcontrol? Milton
KeynesOpenUnivyrsity Press1999
176 Rogers Alan. Notformal education: flexible schooling or participatory education (CER®liesin comparative
education)Springerscience8usinesMedia,Inc,NewYork, USA,2005.-308p.
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veicinUtu tUdu procesu, &kura ietvarmpat sctilvw
bal stoties wuz savUm i espUj Umaagstcoz Udgad u artl, tdime ¢
sal gdzinot sava &l edbobkui cuhvBlay il viaedokghas un
prasmes h veiduso

Eiropas Padomekatjdarbojas cilvUktiespOpas
ciegd saistobU ar aktovu pNdfsommBlka jilng tsookddi blhali
plagps i eFJpPBjaetvaros indivodi mUcUs ne tikai
praksU, bet ar g attQogstot saskar smei , mi j i
nepieciga mUs kompetences, kasailrotUreksU rdteongotl rsOv a rsok

JUprecizU, ka Eiropas Padomes noteikto ko
gandr oz jebkUdu mUcoganos, kas vUrsta wuz ko

vUr U0 soci Ul o rkefnarerk@I1tis itauglkdtVibas gal venU

skol as vai profesionUlo izgldtodobu. Papl agir
gandr 0z visas darbdgbas, kas nav vUrstasnuuz ¢
saAemganu un norisinUs Ur pus institucional.i
pl Unot U konteksta ietvari em.

Eiropas Padome vienmUr ir iest @grudarsmipald

kaut vai2003.gadaPadomedeteikumu pam e f o runlUk 5 e n Ug MG spmddie Tos
paredz izveidot vienotu Eiropgmortfeli Ur puss kol asgj oentd saubatUpes
jaunatnes darkK@d ociptas Ubkivatpjelnsj oarklt i warnt Ume s (
i zgl 0t 0 hua(Strash U @aD@.gadal3.-15 0 k t Bbun Eiropas Padomes un SALTO
resursu centra kopUgpn (bOnd rU gd2DBAAnY Uikdu zar
Eiropas portfeNa auanuantantense sd a robdae (26Q®ent iuthl i st i e
SaistobU ar n e f ganunirChiepitsiga nmg g Remo b adr &t 19 v u
vienas puses, t 0 ir i zgl 0t 0bas ¢rse Zpmdstagpekis | e
attiecas galvenokUrt,kazs praofedanlbokdiiadusdsolntie rt
soci hnBllviae¢zd no nefor mUI Us izglotogbas validl
akti wieédédplBsgjindi vodummurepgnwsdri.dhj WirntsU

78 0f i c¢i UlaUietne: EorepeaN Association for the Education of Adults in solving the urgent problems of
lifelong education: http://cyberleninka.ru/article/n/evropeyskagssotsiatsiy@brazovaniyavzroslyhv-resheni
veduschikproblemobrazovaniyanaprotyazheniizhiznif s kat ¢t s : 12.09.2016. 7.
178 Turpat
180 European association faducation of adults: Glossary of Adult Learning in Europe, ed. by Paolo Federighi.
Hamburg: UNESCO Institute for Education, 1999, p.23URL:http://www.eaea.org/index.php@k
15112 skat gt s: 12.09.20167] .
181 Furopean association for education of adults: Glossary of Adult Learning in Europe, ed. by Paolo Federighi.
Hamburg: UNESCO Institute for Education, 1999, p.23RL:http://www.eaea.org/index.php®k 15112.
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Viena no valstom ar baglt ujgkaieddo r ch&t Dsj a < ¢
daudzveidoga t UsCigiaststmaar,pUi rneSomimlUd Us i zgl
i equt bi edUOvUtas visplad Uespijpghdepbeamliegl i:
(kas SomijUrgiekr shubeaUlgo i ieang | obtiotbius k@i eiaeu
programmu daad Dbeaisd okbrad vpr Ut 0gai s rakstyur s
izmantdgpna apMBEODbMUl aj am sekt or ¢getnvep@4%ndaz Uk cap &j
| 0dzseukmNhuas, kas gpiomi § Gy izéga g wibe i

Somija ir viena no né&daudpzalbmt UEi ryvgd asst 8w @a
funkcdgomfor mUl U vai informUhWas esTddt KilneBigT tt
apsvUrtapasdt$ypdkjvaasl i f i k Gacniajsa sp raapkssteisp gendn I k a i
uni fi.kMadisjtasi var @dsarbestapliecinaddd®Ende maui e m G
i egul doj upmun @fi emam@luaj Udod Somijagpieapdup) iSo grisialobais]
(VST), kas ir pieaugip nef or mUl Us i zgl 0t obas Ajumta or
instiAdaeccécijlcija veinehar nphheutgagptoa ot i sko s
pieauggp i zgl 0t 0bas mandb ssp U ldr Ul a Ktk o wvig| $a dar bo
ministriju, iesaistoties pieaugpn nef or mUI Us i zgl 0t 9bas turpm
ri sinUj umunBlapsipld iejieaugdpe ii zign @t 0bag@nloem&o nsalr
sabi edr i gsukoop naigznlDwaiit thovUrstu soci Ul o margin.
pilsoni skUs@mpsd®206cijas veido

Bitiska no@omeefmirenddu Zds i zEg Ir fotpfabsa sK oarti tsd g ta
20l1lgada péslaudpianrU Br § v p.Eitbpads all echadrbbass gdaodkw me n't
ka vienls@di gaddiades i ni ¢i av aivrdOtinin galohia | st @
darba wieEBrUFuW opas BrovprUtogU darba gadam
aktivitUtUms tt §kesmmabbiolvipz Wit @ go qu m aihgazllvce nj cuk C
neformUIl Us i zgligatkgthdavsi jicensaas sitedtpviasrzapsr ot €b a ® p

Past Ov uzskat s, k a, no Vvienas puseasts kv
ekonomi kas efektivitgtiekobneotmi skdl otrtadcppac
pakal poj umu.TpladtUJrUdAia itzigrlgiut Gdiseelendeatskds atpilat valsts U v
att g sankdbacii | vUku uzkesephd it yssgmddae ldi0Furek le@mUi z g
komuni kat 9vU funkci j astatpikaemknikansein estieh s p mb ik Ha s o
ekonomiskas kategorijagskat. 1.nod a Nlals s 3 daMauj O gadoj umU not i
zig@BUm umUdinjffwruni alr®dz ésp Bf Wmcs dalvilkdregnbas s

182 European association for education of adults: Glossary of Adult Learning in Europe, ed. by Paolo Federighi.
Hamburg: UNESCO Institute for Education, 1999, p.23RL:http://www.eaea.org/irek.php?® 15112.
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valsti Jo i zgl ototUks ir <cilvUks, jo viegl Uk v
kopienai unTBHOONokulgt bt @bas instititoam misad
nozome, un tU I omu nav. i espUjams novUrtUt pa
|l zgl 0t 0bas dunkcuizj asmp masitheanso pamata rakst
piemUram, iegulddjumi izgldotobU
ES tiesdbu aktos neformUIl Us itzgdas Obms apr
0 mpaaspekisk as papi |l di na.Sfaskm@BI0o air z g£ISO t abduo me s n-

i zgl ogtoba gamUs vate®Bdgs, mUe o

1. papildina formUlo izglogtdbu un apmUcd
2. vei cina | a¢gmsgtnes iesaistag
3. notiek br oivceg Usagist Ot BdEN jaunatnes v

BIltobU neformUl Us izglotogbas mUrgis ir ko
un pretrunasyn td bipei erina N@ihiUsswak@agaslspilg!| gatpo
formUlohk o bzag

RezumUj ot neformUIl Us izglogtdbas retrospek
par AneformUlo izgl otobud zpighdivots ap enfjcageband)
mig zgl 0t Qbu.

StarptautiskUppnefedaqBd tpg emaasuguomU NUga i d
gddas rakstwrggUs iezdmes

-orig@gmtOd wuz soci Ul U, profesUdomUlittdan v dtel
konkrUto pieprasojumu

-rT pes par konkrUt;:Um personu kategorijUm

-obl i gUt umab anlgeset §ba mud bcaiplav Uk u; mot i vUci j as

-liela apmUcdobas jUga no persondbas viedok

-apmUc Ugdg Ui ek bi | dobapn Gsajrigzaulptalt iiezmg! 0t o

-t Udu per gpobnudo bamwe gosptida s r a d agnoteikulmw €1 6 4 ps | n
personggajfJanardzee&impgal dal Obai sabiedriskaj

-i espUjgungdnoad rlcabUkai i zpratnei par a@ghdrt U
t Us c¢amaji n o
-mobil it tneas &tatsd Ntauj Utri piel 8&moapes UkNi
-el astdogga organi zUciija un apmUcdbas metode
-augsts apmUcUmo; aktivitUtes | 0meni s
183 Parliamentary Assembly.Neformal education Retrieved from. 1999:
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-apmUcUmo iegl sthamOrtpegumefdojiopavi Ai em noz
-attiecobu starp apmUc ot @ijaiuz nsavstaipj aasp mdlic dJ;
demokr Utiskas kultiras un ieinteresUtas | §dz
Tagad pievUrsosimies neformUlajai izglodotdhb

2.2. NeformUIUs izglotdobas attogstoba Latvijl(
Latvijas valsts Qstenotajai i z gg | Q0ttQobbaass psoi
pilnveidU un t Ufglkitadtbasst tagrnpU aa tdt onset f@gdbr Indind) s u
nozome iarldatzwviljfasa|dktatcd ootid2014-20200ghddm T a j teikts ka
Aatvijas iedzjospat Upisobu, apainbj kai mUrgtiec
bUrnu izgl otobUgG ntUite npeirrs oin@gmUjkao nikard Uda s p Uj u
i zaugsmi PN gt enromi BBdlpon b s tas gd0pieekvarAangbu  Lat vi
mart oj uma pamatgbrat ¢ bhun ad a gulha bpbai.u | mB i g Ugnaias ni
val sts pilnvei dwal da08&mbobuwzA&mUjpiaem, sabi eod
starptautiskajUm institicijUm. Latowiajsas nkawli
vienotobas un sabiedrobas mas epdlt iothiakas kiln s
PUc autor a diompithst oprecesa neformUl U vide,
onc @mtUsU uz kg pdihptaveiciinapee o e 0bas att 0stagosun Kk
kultlras vénutbpadusagl atll u, kurus vieno kop
es@ndsogrnfbotposoce@mdUskoneantvi Bt osl ai cdgi

gl gt bas .p@Jnocteassa jiaeu v@aatos par sevi l abv Ul

N

att oWztgdddbw pr i ndarupruiemiesEnennoos k a Ao p at.iTol gt wir jlads
ka per sogponbthssb rvéevi pddroUtga g Es ige k Na gé gatndtibkadgl dvoi sd U
pul cradadpmg Us dakubrs®@s(s kurosanspavapghsals euna Az
kas LatvijU kNI,&0 ar 9i ¢ m u p iperadegajsapsn Udpii enallicgdub
SaskaAU ar ofici Uldguenm zga tpitrépiya laantmais] O iierkt edrse
(skat.2.2tabuly.
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2.2.tabula
NeformUIl Us izglotbaasgi vUOrzieni wur

Virzieni Saturs

Kul tTrizgl ot ob Dejas ml zjkiazuUl U un vi zulleiUt phae
folklora u.c.

Sporta izgl ot g Futbols dauwpna or i amtU¥ | s gparta t dejas mUKk s
vingrogang badmintonsgahs, dambrete

Tehni skU j aun r| Aviomodelisms automodelisms elektronika p r o g r ¢gana rfotd,
video, kino u.c.

Vide Eko | o,piojtdJni ka, zool ogija
AJaunatne dar b Skolaspgp Ur val de, jaunaknesukkubti
Citas interegu i zglTransport | gaugz guk MU |, issatdipkaa mUc g
programmas jaunrade, vUsture

*autora izveidota tabula

SaskaAU ar prioritUtUm, ROA®i étzwdmadH,t as z g
apmUcobas jomU kv amtoittdmdikator), kchasnUy §sasni edz E
| 9dz 2020. gadam ¢mdsadtgan Pt k ul EB5Bomo piesuyiajend
i edzovot Uji em,5Ikostikgi a diire nv,e cpujmetiydn®d todsd mi

PUt 0j unksonNUaa Ut ka neformUl Us i zpaoOo0Ot
sabi elde HtbGd Um, kas pi ed VaidotsaumspedpPrvOgdumts, pal
Aemot vUr U, wajladzvwblanse sud UlpUle® r a g ¢ jJ tizenantojot k s
mUr ket i ngak &ksatpealogdz aiszskai drot nefor mUlI Us i

PiemUram, Latvijas Repdrimdaliarli zgglf@tbalyasss
formUIl Us izglogtobas organi z &t a,z ¢l rjdtaorsssg HEmd rutn
interequ i zglk®t Apaer sonas individulUl o igmmd 0n@dtalse
no vecuma unieprigk egi z g6 ¥ 0 bas o

Pegpi neformUl Us izgl otobag ofcanmmak urplne ma |
i espUja papil dus apgl tpnasNod &t b8klsguafipkakk.
patsun tas Nauj apvi enodn OndcwpdiadiommUEt Usi emgho

un for mas g0wasse miinUrda treni Ai, konfermmaces

89 nf or mUc Epag0 a0 ohttps/maw.eB.gov.ly/ricibagomas/ES2020 s k at 0t s: 16. 09. 201
187 M.Rapoport, T.Golubkovee THE MODEL OF MARKETI NG COMMUNI CATI ONS M
ENTERPRI SES I N THE FIELD OF | NFORMAL iKKXUCGCA TdlaSiNeérse UZ@O0
Scopus:https://www.scopus.com/authid/detail.uri?authorld=55864872680k at 0t s: 16 . 09. 2016. ] .
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starptautiskas piergdzdpidasmaiohas nesogmnamma s

Joplakas ir hegbom@PbBj Desai stdoto personu |
paps socializlDeiydsi emdpgllsiosir ar izgjlotodiur
socializUcijas proces,kNles tcattngarpidezaibsy tskbggd z @
g0des pobematas sociokul.tiras sistUmas ietvar

Lali notei ktu patUr Ut Ojpwt @tp miman, ia ndduzt@d ros  t Al
ieint er esUt Us personasds koeadasrmBAluwWsiri zgeaNyb
mUpgtUUDjVes kt Us aptaujas rezultUt] NUva iec
i zgl otobas sistUmU iesaistoto personutimgrup
mUr ket i nga: pkiaetpergaosroijjulma, v Ul mj upnas fiur k& j0a d zpdlb
kategorijU ietil pst {ai&dtegosjaiadotfpt dbebdari bhivak

oma uzmaAmpdlwj as vei kganadBspielijlasmdati ir iek
2.3.tabula
NefoomUl Us i zgl 0t 0bas patUrUtUju apt
| e k@rau Pat Ur Ut Uju kategoril Kop(
kategori| . o
_ _ Jauniej Akt ovie p Seniori
apmierin
) (1829gad), (%) | (30-49gad) (%) (50-75 gad) (%) (%)
| d me Aa
Pieprasgj 5 8 - 13
VUl mes 40 19 4 62
Vajadzoba 3 7 14 25
KopU 48 34 18 100

*autora izveidota tabula

KO redztaatsul2k,Bkkdl i zpUte apliecinUja, ka
tirgl ir vUrsti uz patUrUtUja wvenpaemobu,v Uy
mUeki nga katcegorijpuedB¥Upgogma saturs wun apjo
pat Ur Ut Uju individu(Qbeat Um emr &udrital mei sk dagrjtanst
materi Ul.BavsulWo k Nava| apha ip bouvalstss gesigl e rpirrell ogat ov
nodrgj na to Gapams er e spUkas og h & Kkad@epiestii s vaj adz
apmierinUt

No tU izriet ar o ¢dipguniasapvmirezriiem(Ot onbeafpootinnold r(
komerci Ul uns kapsi edllbve@dz iiespUju apmierinUOt
nekomerci Ulais, ,kas.panéedzbt pidaailatdy ams ap mi

Gj U sakardamsino jaunerpktetc i pi ed Uk Ujdumw,bj @kt s n
i zgl 0t 0 bsisiespi er gplat WoMeslp Bt Urkd)j (hrtoUmU j aunu t
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defi nPl@cut @r a ,gakaipbumsk as i etver visu pozdocij

konkur Ut spUj dgu ko porreglan i mptbtritjfeel1i Us i zgl 0t 0be

mUr datljam tU pieppnais 0] dméi apmaensi kU neform

Proti, tas ietver visuk 0 pieddatjlkwecaj moj as nefor mUI Us i

registrUts LR .UnAUWmUmu pi eg iUy Jjgdhme plge sortimenta, k t

gan sastUOvUt tikai no vienas wun/vai divUm un
2.4.tabula

VUl mes, vajadzobas un pieprasodojums p

_ Ne k o me r(ealstgy | U
Komercorgani . .
organi zUci |

NVA
Vajadzobas At bil stogi NV Pay al dobas
(val sts) mUcot
VUI mes Komercorgani -
Pi eprasgj ums Komercorgani -

*autora izveidota tabula

Vadoties gmla Ut &pr ikddk ar 9 t ab ulutdrs askatag kagiru N o
uzskat Ums, kaar pkiUedduOvolrjguammsi z Uci j as nUk kil aj U
Qdi

ayneformUl Us izglotobas k&e mdri eikUl mii ed Up/r0a «
apmi eri nOt mesi An ;pi eprasoj umu

by nef ormUl Us izglogtobas kakomareiddlUaiss ppt
apmi gnaiG@U patUr Ut Uju kategorijai i rgbpzidersakai t
respekt 0vi.Un tlegenm dasegobjag el i p Ut v ¢ lumdat auizémman 0 b a .

KO I'iecina pUtojumi, nefpoavipplgddKsi r zgkgut aba
vidds kategorijas patUrUk@jsi aipmi gt aajggnpat \
pi epr a®ojapmu Ukl i messakadesakkat damaan pgi npeant U] r Uat
vai viAa vecUku. materi Ulais stUOvokl i s

Talu pieprasdoti ir khubsisenkasi paml pdasdad p §1
v ar (zmantot datortenol ogi j u sasniitegatamps t ,Gununsd d aert od b .
i edzovotUji emyalkdd boarsgamn z@& & IPsatgsa dig ¢ sitmlid epsat U
apmierinUt gan v.Wanasdzoban kadjegdzdlhas gadodj u
produkta patUr @QOW;|iis aiirst Dami @rri ,mgunoekas nddedpies t U
jaunas specialitOUt&sgalviafii kilemg AWr iadeagd Apes duk
apmi gnaipniled Uv §0dar of ochadi,kas piejkelktiinansUti n.
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| 0dzek Ni em

VUl viena kategorija, kas vUlas patUr Ut n
savas v,arjbexdhbgiesips ot i, ci | vUkip| Ukrurpir assrmUsna wlhm
darba tirglesirneipaiekhtbgpigapNodaxi n Ut 9bas Vv@AVASt s
organdUsdaefor,mlros @Bdsvdlal apgl@jjlawsmur apk
nav Aemtiinte@r@®sUtie vai aktovie patUr Ut 0pi,
savu redzeslokunapm er i nUt savas vUl mesgUdm8lcbhuiessvai

Vei kt U pUtghemat i eOvé@rossai lielo pUtojur
daf0d Us veckmgrupak apl I kpatuatso rosf iscai sidg aotCsd jusav iomt @b
nefdrOsU i zgl 0t 0bgsmapr pd wiktes Up d tefthd) sut &d wma pm@r
veicot i e d a | @Jjdudysuu pjdusiej; i ei nt eresUti e un uwvsenor akt
bezdarbnieki

Tur k1l Ot pUc perrndg Dtabljkar el als® | g immidat 05 C
pat Ur Ut Ujus segmertotsi,kalenmbeamoglbé&ti sakkod fpaakt1
apmi erinUtobas 1 omeAa novUrtUjumu

Auggni n Ut ai s uzisrk aatOnmd ovtesitabtlly.b ul U0 (skat . 2.

2.5.tabula.

Pat Ur Ut Uju mUr gaudi torijas iedal Qjums atbil :

[On|

neformUIl Us iz¢§l otobas produkt a

Vajadzdhb VUI mes Pieprasig
Jaunieg Jaunu prasmju apguve| Jaunu prasmju apguve
Redzesloka Transport|l
paplaj rgda, (automagnas,

Latvieu valodas urfmot oci Kk Iganas
svayvalodu apguve i emaAu apg|
Transpor t | | Sekagna modei

(automegnas, VUl me izcel
mot oci kIlganas

i emaAu apg|

Seniori PUr k v@glniUfsi | Jaum prasmju apguve| -
Latviequ valodas| Jaunas s p
apguve apguve

Latvieu valodas ur

svayalodu apguve

l einteresU]- Jaunu prasmju apguve Jaunu prasmju apguvi

aktovie pa Redzesloka redzesloka

8C



paplaj nmgda paplaj nmgda, latviéu
Latviequ valodas ur| valodas un swalodu

svevalodu apguve apguve
Transportl | Transport/|
(autorragnas, (autorragnas,

motocikla) v a@nmas  mot o c i k |ganas

i emaAu apgli emaAu apg|

Bezdarbnieki PUr kv@glniUfsi | - -
Transport|

va@aoas [
Latviequ vabdas

apguve

*autora izveidota tabula
JUnorUda ar 9, ka gkablrasn pat Ur Ut Opamor Ul U

sava mo@i viaujldjuma i zpUt eiRepiblikas@é retvi0BIsWU s is & ¢
pUr ve&BR) &as irapg n Uj usigp pn efaairgmUl U sgnaszignesid®® CBRA s |
vei kt Us izpUtes rejsR6éttalbtuds0 autors ir atspogu
2.6.tabula.
_Pieprasgjuma pUc neformUI Us *i zgl otobas
Nefor mUIl Us i zggnbshemesbh as i e gl (%)
Jaunuwpmred n/lU i emaAu apguve ikdienU 95,3
VairUrnmi hUi emaAu @jpgdujvemiUnt er es Uj 91,6
Sava dar ba kpnal i tklatr ¢ £ r s pil b eghmanme s 86,1
Sertifikhbhta salhem 68,0
Jaunas@inddJmamagd cil vUkiem 58,9
|l espUjgnazidabda nomai Aas gaddoj umU 52,5

*autora izveidota tabula
Tas nozmerklomekraci Ul U pr odukntaav pnaetklarsi Acai tnso t|
zignduzlabggana ar mUr ¢gi pal Mietald fakistapstipana ausora iepripkp U |
i zkl Ust 0t o apgal vojumu objektivitOUti
LodzUs pognithhWmjdumg kategorij U, |Ipla aguwtdr
j OUggiie bezdarbniekiem kU neformBlltgb kagegonb
pUc savas gribas ir nonUktushazdamis abitawvbi n

spiesta izmantot iespUjas, ko LatvijU piedOv

BCentr 0l Us stat i st htk/aaa.cghigov.v/pxiidiviSeciald/ Sotialakgbdgienug_izgl[ s k at 0t <
13.09.2016.].
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NVA piedUvU neformUlI Us izglotogbas produk
apmJcobhuzsniedzot bezdarbni e®i ednardmpmUgpndass Uk |
komercorgani zUcijas, kas uz savu pamatl gdz
bezdarbniekus

GjU0 zi AU kU lielisku pi emkas amUOcaar bneizndlatr bl
transpor t Igeondliz, adtoBkalas AZradd/@utopriekd, AFort nad, ACresc@, AVIPO,
AViasterKlass.

ProfesionUl Us un neformUl Us apmKalgbdher m@i |
i zgl 0t 0 b aispaheigta, bezdalmmia e k i  ¢gana &guni aptidcinpldokumentu

GjU0 zi AU ir jUpiemin LR CgatdbtUlves ksaasbsi :
(skat.4. pielikumy. @Jd s a p stiekvoejitkmss vi sUs Eiropas Savi e
i r i eglcijuparhbatvigs pireBlugip i edz9ovot Uju | odjdslabbbuvi-i
par izglotobas jomUm, §0kuyr pgam edzgemea jii e m purd

MIi sdi enu sabiedrdobas att O Sandsbumnsto ppitoumse s U
kompetences, kuras nepiegiemas darba tirgl un sabiedrobU |
un nozodmdgUku vietu 1 odztekus formUl agai
mU@nUs, neatkarogi no vi Audgbwas ulm@gmeami ¢ Ui, r kd
i zglotoba, neformUKW gum tigkdise npaosl iitz kiU tigrb av i
papildina cita citu.

Pirmais Pieaugip i zgl 0t 0bas apselgajdWms Staiska AUe iak
rezul BOJ®ipieamggo Latvijas iedzovotUju (vecuma g
neformUOBB{flbrumUlSaj O % 2gldgogbgilp84petdamdl aj U
saistota ar darbu. Apsekoj umaj arse ziud dz(B%)o t @4
nepiedal 0j Us nekUdUs izglotobas aktivitUtUs.
i zmaksas un tas, ka mUcdobas griti savienot a

Aga@@Psekoj umU t irkess pioensdad nsttw) tvii s9lDsalk@avienota,j U,

Eiropas Saviendgbas statistikas biroja izstr
apsekoj umu, respondentiem tiks nosilem@n@SPi nf
intervgnodfPa iera

Papil dus kpUrod rilddgdp,lublnap i et varos tika i dent

i zgl 0t 0bas procesigpedalomarsi, e kkua sk atre gsopriigsat as

8 centr Ul U st a:t tts/twiwkastsgov. jv/fibtikunai/pagieaugusezglitibas-apsekojumeB2085.html
[skatots:21.09.2016.] .
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produkt u pUc dar bavadevclUjtaaspiaerprdadppuma.ai st
Neapgaab®mgaj U sakarU tas attiecas liel Ukoti

Pi emUr am, s agadakldsebv ard @ 04p@gt auj as par klien
pakal pojumiem pUthe audnar bgmail eak uz i shkog iutmaum Lat vi ]
(skat .u.2.1.att0

21att Ul s. Bezdarbnieku skaita®un struktir

JUém W ka kom 2012.gada ir bitiski mainjusies sitlitija darba tirg, kO ard
bezdarbnieku strukta. Par ¢ uzskathi liecina2.1. attOUatspogtUinform(tija. Redzars, ka,
no vienas pusesr ievlfojami samazitlies bezdarbnieku skaits ((tpalielinums 2014gada
janvrovrtJams Kcikliska tendence, kas parasti rakggargada kumam un sai€ma, pirmk Ur t |
ar lielu termiftto Igumu Qpatsvaru darba tifg kas nodlbti kalendto gadu ietvargsi@z ar to
decembpgem Igumiem beidzoties, palielis bez darba ego personu skaits), no otrasises, ir
ievrojami pieaudzis to bezdarbniekpatsvars, kas ipjUstatug)3 un vaitk gadu.

Norises saigbU ar NVA organifiajiem apnttdu pagkumiem nav skdimas atrauti no
minltajlm izmail t darba tirfj un bezdarbnieku strukt’ T(s nogmUgan lielku iespju atrast
darbu bez piedalays apnttdu patkumos, @n lielku iesfju atrast darbu f& ¢o paskumu
pabeigpnas (kas savilk palielina iesfju paskumos §t(s zirJg@nas izmantot darba tirgun
t( (i pieaug sasaiste starp apiibu pagkumiem un darba tirgu). (pat g SHnorises ndila uz
t(s bezdarbniekikategorijas@patsvara palieliti @nos, kasdidai nedigr izkritug no registrU
darba tirgus, un lielai d&i no vifiem iespjas taJatgriezties pt fti ilg0p U r t r amarbma

1901 n f or midts: NYAarmjaslapapiegjamastatistika
http://nva.gov.lv/index.php?cid=433&mid=311&txt=2903&fromE0s k at §20K5}. 08 . 1 0


















































































































































































































































































































































































































