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Reklamas izdevumu ietekme uz klientu skaita
izmainam Latvijas mobilo telekomunikaciju tirgi

Effect of Advertising Expenditure
on the Number of Customers in Mobile
Telecommunications Market in Latvia

Juris Binde
Latviias Universitate
Ekonomikas un vadibas fokultate
Aspazijas bulv. 5. Riea. LAV-1050
E-pasts: d3024 7 wlu.lv

Biruta Sloka
Latvijas Universitate
Ekonomikas un vadibas fakulidte
Aspazijas bulv. 5. Riga. LV-1030
E-pasts: biruta slokaf lu.ly

Mobilo telekomunikaciin urgt par vienu no klientu skaita (zmainu virgitajspékiem nck
uzskatita marktiecipa reklama. ST petiiuma mérkts ir empiriski novertét reklamas izdevumu un
veicinadanas akeiju 1etekmi uz khentu skaia wmaipim Latvijas mobilo sakaru urgd. par
pamatu izmantojor dams par dnvu liclake mobilo operatoru reklamas izdevumicm.
veicimaianas akcijam un klieno skaita diarmiku.

Td k3 dazidu reklimes mediju efekovitdate ar atskirTga. empiniskd analize r jdverc pa
dazidiem mediju veidiem. $aj@ gadijumi -- TV. radio. drukas preses. interneta un vides
reklamas analize. Tapat ar starpiba starp p&capmaksas un prickéapmaksas trgus specifiku
liek uzskarit tos par at§kirigdm analizes vienibam.

Sestadoi matematisko medeli. tiek identificgti nozimigakic neatkarlgie mainigic. picméram.
reklamas izdevumi. reklamas akeiju skans un klienw skaita pieaugums iepriek3s)a perioda.
legitl rezultit, kas norada uz ciesu sakarbu starp reklamas izdevumu apjomu un mobile
telekomunikaciju klientu skaita pieaugumu. ki ari sniegts 1eskats jautdjuma par rcklamas
wctekmes ilgumu atkaribd no medija verda un tirgus specifikas.

[zmantojot pétijumu rezulitus. autonn pamatojuil viedokli par ekonometriske modefu
1zmaniodanu reklamas izdevumu planosana.

Atsiegvardi: mobilds welekomunikacijas. reklamas 1zdevuni. mediju kandli. daudzfaktoru
regresifas modelis, saruksanas funkeija. mainigie ar nobidi laika.

Ievads

Latvijas mobilo elekormunikacyu tirgus GSM sislema faktiski sastav no diviem
operatoriem. kas Sajd darbZ definét ka operators A un operators B. Viens no
operatoriem Hrgh iendca pirmais — 1995, gada. Péc divu gadu monopola stavokla
1997. pada tirgu 1enaca otrats dalibnieks.


http://d30247failu.lv
http://lu.lv
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Lai gan sakotngn pirmajam operatoram piedergja krietrn helaka tirgus dala, ar
laiku. zfidot vEsturiskajal poeksrocibal. spéku sam@n iz[idzinajas, un Sobrid ir
pamats apgalvol, ka abi lirgus dalibnick: dala trgu aptuven: vienadas dalas. Mobilo
sakaru tirgus ir siraup avgoss. Ka noradits Satiksmes mimistrijas sagatavotajd Sakaru
nozares raksturojuma parskatd [157, p&d&io precu gadu laikad (2000.-2004.) kopgjais
klientu skais ir audzis viden par 42% gada. Gan operalors A, gan operators B
piedavid ar? prick§apmaksas sarunu karti.

Bitisks 1r art fakts. ka. lal gan [dz pat 2003, gada vidum operators A un operators
B bija viemigic mobilo sakaru nedrofinataji tired GSM siandarta. kops 2004, gada
aprila tirglt darbojas ari tresais pakalpeojumu sniedze)s - operators €. Tas strada
CDMA standarta. kas nav savielojams ar GSM standartu. Nemot verd So faktu. ki art
10, ka operatora C tirgus dala neparsniedz 0.6%c. tas neiiks ieklauts rurpmakaja analizs.

Kopd 2002, gada urgd darbojas an virtudlais mobilo sakaru operators D. tomér,
1a ké 1as 1zmanto operatora A {1kla resursus ua starp abu operatoru produknem nav
rie3as konkurences. tad visi operatora D dati parasti lick akumulgti pie operatora A
reklimas izdevumiem un klientu skaita pieauguma. Lai nodrodinitu viennozimigu
datu interpretaciju. art $aja darbd tiks 1zmantota 3T pati metode.

P2fjuma mérigs ir empiriski novartét reklamas izdevumu ietekiry uz pardosanas
apjoma pjeaugumu mobilo sakary tirgfl: 3im nolikam izmanioti ikdienas dai par
reklamas izdevumiem un klientu skaita pieaugumu industrija laika posma po 2003, gada
1. janviara idz 2005. gada 30, jfinjjam. kopa aptverot 18 ménssus. Biusk: ka. veicot
matematskos aprékinus. ir jaizékir situficna pecapmaksas un priekiapmaksas urgll. Taka
pneksapmaksas produkti. saiidzinot ar p@capmaksas produkuem, ir dommdn citiem
paldréldju segmentiern (parasti prieksapmaksas kartes tiek domatas jaumesiem. kas vl
nav jundiski tieslgl slégt pecapmaksas Tgumus. ki arT klientiem. kas strikti plano savu
budzetu). ir bela varbiitiba. ka reklamas izdevumu un mediju verdu 1etekme uz pirkSanas
lemuma prenermianu mungtajos segmentos bas atdkinga.

1. rabula
Reklamas akiivitaSu jedalljums starp Latvijas mobilo telekomunikacijuo
tirgus dalibniekiem (tikst. LVL). 2004.—2005. gads
Split of Advertisement Activities between Mobile Telecommunication’s
Market Plavers of Latvia (thousand LVL) vears 2004-2005

A | B
Uznémums : ,
Absolutas vertibas | % | Absolutas vertibas %

TV 1725007 | 562 ) 74T 217

Prese 366,813 0.7 | 159353 46
[ Radio 169,439 e 2798 21
]

internets 26,788 | 0.5 \ 7536 0.2

Vides rekiama 96.4%7 | A8 a0 | 1.9

KOPA 2384.564 | 69.5 1048.488 | 30.5
\ KOPA TIRG ! 3433,052

Avots: Autory uprckini. BMF dad [1]
Source: Authors calculatrons, BMF dara [ 1]
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Nemoi vérd fakm, ka mobile sakaru industrija i viena no  visvairak
reklamétajam nozardm Latvija (p&c Buliic Media Facts danem [14]). 2003, gada
pirmajos sefos ménedos mobilo telekomunikaciju tirgus kopuma bija otrs lielakails
reklamdevgjs valstl), tiek pienemits. ka reklamas akuviates ir galvenais iemesls
klientu skaita pleaugumarm. 1ad&adi pamatojot kilentu skaita pleauguma datu
Lietodanu reklamas efekuvitates mersana. 1. tabuld ir attglots reklamas izdevumu
sadalfiums siarp abiem operatoriem 18 m&nesu laika posma. Pec datiem redzams. ka
kempanijas A reklamas 1zdevum veido vaiurak neka divas treSdalas no kopéjiem
reklamas izdevurmem mndustrija. 1. attgla ir uzskatdmi redzams, ka operatora A
reklama TV §o 18 ménesu laika sastada vairak neka pusi no kopgja 3.4 mljonu latu
liela reklamas budzeta industija.

al o i
*80%~ 2170y 460% erva

0.80% - 2.10% | Prese A

4.90% ' 0.20% I Radic A 1

mintemet A
- 1.90% \
IgvR A !
'aTve i
!El Prese B |
fin} Radio B

Intemet B

50.20% |PVR B '

10.70%

Avots: Autoru aprckini, BMF dati [1]
Source: Awthors calculauons, BMF data [1]

! arr. Rekldmas izdevumu sadalijums Latviias mobilo telckomunikiciju trgh 2004 -2003 . cad3
Distribution of Adverusement Expenditure in the Latvia’s Mobile Telecommunication
Market, vears 2004-2005

Buusks faktors reklamas retelunes noveértgsand i konkrétas analiz@jamis nozares
specifika. Telekomunikaciiu nocarg Latvipd Sobnd veérojama fou izteikta rekidmas
intensitdte [14]. Ta rezultata veidojas Ipada situdcya: lar ar reklamas akuvitdtém ar
gstody 1etckme wz kopgo wmmuma zimola atpazistamibu. tomer kairas atseviskas
reklamas vienibas retekme 1r 1sfermina. relativi tuva reklamas aktivitates darbibas laikam.
To apstiprina arT SIA Lanvjas Mobilais Teletons (LMT) komerestatistika: klientu skaits
butisks strawjdk pieaug veicinddanas akeyu laikd. salidzinot ar ciuem laika periediem. un
reklamas akuvitites dazidos medijos lhielakoties ir vérstas uz jaunu klientu piesasti
Tadsjadi autori uzskata, ka konkrétai reklamas aktvititei ir Istermina ledarbiba.
respektivi. ietekme uz klientu skaita pleaugumu ir reki@mas aktvitdu laikd. reskaitot
“weaaas” rekiamas 1etekimes laiou. kas 1r atkarigs ne medija veida.

Lai gan vairakl petnicki. pieméram. Kotiers (Aotler) [2]. Fanss (Farvis) un Bucels
{Buzzell) [3] par acimredzamikajiem riditanem, kas raksturo reklamas atdevi. uzskata
reklamas 1zdevumu attiecTbu pret geglitajiemn  pardosunas apjomiem, 333 durbd
urneéme)darbibas specifikas dé] tady raditap netiks 1zmantoti. Péc autoru domam.
mobilo telekomunikaciju tirgu pardosanas apjomus labak raksturotu katra klienta neto
tagadnes vértiba. nevis ienémumi. kas sanemti bridi, kad klients pienémis pirkSanas
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lemumu. t.i., kluvis par konkrétd operatora klientu. Savukart ticamu datu leguSanas
lespejas par katra presaistita klienta vertibu ir 1erobeZotas. Tapéc par reklamas atdeves
meérfjuma tuvingjumu izmaniots piesaistito klientu skaits.

Mobilo telekomunikdciju tirgu reklamas akbivitdtes 11 sadalltas starp pieciem
butiskakajiem reklamas kanaliem - TV, radio. drukio presi, intemetu un vides
reklamu. TE ki $o piecu kanalu efekuvitate ir atSkiriga, ekonometriskaja modelt
reklamas izdevumi tliek izdalin atkanbz no reklamas kanala veida. P&c 2. tabula
apkopotajiem datiemn, kas pardda reklamas tirgus sadalijjumu atkaribé no medija
veida un operatora, ir redzarns. ka reklama televizi)a panem helako dalu no reklamas
budzeta — vairdk neka 70%. Reklamas tirgus sadalijjums pe@c medija veida grafiska
forma paradits 2. anéla.

2. tabula
Kopéjo reklamas izdevumu iedalijjums péc reklamas kanila
veida Latvijas mobilo telekomunikaciju tirga (%)
Split of Advertisement Expenditure between Media Channels
in the Latvia’s Mobile Telecommunication’s Market (%)

Laika periods 2004, gada 1. Janvans — 2002, gada 30, tnijs
Uznémurms TV Prese 1 Radio Internets 1 Vides reklama
A 723% | 154 | 7% 1% 4.1%

B 71.0% 152% | 69% 0.9% B.1%

Operators A Operators B
16.40% o
/e 15% gTv

7.10%

B Prese
-1.10%

0 Radio
e oo 4. 10%

B [ntemet

72.30% g Vides reklama

Avars: Autoru aprékin:. BMF dac: [1]
Source: Authors calculations, BMF daw [ 1)

2. art. Latvijas mobilo telekomunikaciin A un B operatoru reklamas i1zdevumu sadalijums
pc medlju veida
Drstribution of Advertisement Expenditure of Larvia’s Mobile Telecommunication’s
Operators by Type of Media

Analizgjot dazadus 1esp&amos modelus. kas raksturo reklamas izdevumu
ierekmi uz klieptu skaita preaugumu, 1w 1espgjams 1Skt vairakus neatkarigos
Helumus. kas izskaidro klientu skaila pieauguma izmainas. Péc dazidu matematisko
sakarTbu anaiizes autori ir dentificEjusi nozimigdkos necatkarigos mainigos. kas
1zskaidro klientu skaita pieaugumu perioda:

» reklamas izdevumi:
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s vewinaanas akenu skails. pieméram. bezmaksas pieslegums. subsidétie
telefoni. tanifu atlaides un ciu:
» klientu skaita preaugums 1epriek$g)a penoda.

Mainigo izvéle tiek pamatota ar tieSo pEijuma jawdjumu un . uzkratas
reklZmas” fangl. adverrising stock) konceptu [6; 7: 8; 12]. Reklamas izdevumi un
veicinddanas akciju skaits ir tiesle neatkarigie maimigie, kas tiks izmantoti, lai
empiriski novértgtu reklamas 1etekmi uz klientu skaita pieaugumu. turpretim klientu
skaits 1eprieks€)d perioda ilustre _uzkratds reklamas™ konceptu un palidz novénét
rekiamas ietekmes ilgumu péc fakuska rekiamas darbibas laika beigam.

Sakotngji modell 1ka ieklauts arl sezonalitites efekts, ar to saprotot kientu
skaita pieaugumu atkartbd no nped@las dienas. tom@r %is mamgais nelzradyis
statistiski nozirmgs. tapec tas tika wslepis no t2lakas analizes. Ta ka nav plegiami
datl par momentapajiem 1epémumem no klientu skaita pahielinaSanas (t1., maksa
par pieslégumu konkrétd operatora tiklam un pakalpojurmiem, kas parasti akciju un
reklamas kampanu laika vienada ar nulin, $1s mainigais ari netiek ieklauts analizg,

1. Izmantotie dati

Lar veilktu anafiz un izdaritu secmdjumus par reklamas aktivitasu ietekmi uz
klientu skaita pieaugumu mobilo telekomunikaciju tirgd, darbd izmantoti gan
kvantitativi. gan kvalitativi dat.

Kvantilativa datu baze. kas tiks jzmantola regresijas vienadojumiem. ir veidota
no vairakiem publiskiem un privatiem avoliem un sastav no:

1} dutiem par operatora A un operatorz B reklamas izdevumiem katru dienu

18 meénesu laika.

2) informacijas par operatora A un operatora B veicinaSanas akcijim taja pasa
laika posma.
3) datiem par operatora A klieniu skaita pieaugumu minétaji laika posma.

Tada veida nek izveidolz pilmiga dalu baze. kas sastav no 348 novErojumiem un
ieklau) reklamas 1izdevumus. velcin@anas akeyu skaitu un klientu skaila pieaugumu
urga. kas tatak 1zmaniota regresnas vienadojumu nisind3and un reklamas 1izdevumu
letekmes novertésuni.

2. Ekonometriskais modelis

Lal 1egitu tcamus un nozimigus rezultdtus. sasasiot reklamas aktivitates ar
pardodanas apjomu pieaugumu. bitiskakais aspekts. péc Kiolafasa {Kiow/afas) [4]
domam. ir ekonometriskd modela korekia funkcionzla forma.

Lai veiktu precizaku Larvijas mobilo telekomunikaciju tirgus analizi un identificétu
galvenas problémas matematiskajos aprékinos. tika apskatitl vairaki pieprastjuma funkcijas
modeli. To nozime tek pamatota ar hipotézi, ka apvienotls modelu pielietojums var
1zskadrot reklamas zdevumu retekmi uz klientu skaita pieavgumu. Sakotn&a aprekinatd
kvantitativa atuieciba 1r balstita uz lupot@zi. ka klientu skaita preaugumu penoda tietekms:

1) ean operatora, gan konkurentu reklamas 1zdevumi penioda t un 1-1:

2} operalora un konkureniu veicina$anas akelju skaits:

3y klientu skaita piesugums perioda t-1.
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Regresiias vienddojums izveidots. lai noveriétu visu neatkarigo mainigo 1etekumi
uz klientu skaita pieaugumu:

v, =b, +h *AA4 +b. *RB +b. * AB +b, *y_ +h *RAz, -
+ b, *Rdp. +b. * RAz_ +b, * Rp, (1)

kur y - abonentu preaugums laika bridi

AA, — tirdzniecibas aketyu skaits firmair A laika bridit,

AR, — tirdzniecibas akciju skaits firmal B latka brid7 .

RAz — reklamas izdevumi firmai A viend no pieciem pamattipiem ( TV, prese.
radio. WEB un vides reklama).

RAp — reklamas 1zdevumi firmai A pargjos éetros pamattipos (Rdp = kopgjie
reklamas izdevumi - RAz).

RE — kopgjie reklamas izdevumi firmai B.

Autor: ir 1zverdojusi ekonometrisku model. kas sevl 1etver “uzkraas reklamas”
tangl. advertising stock) konceptu. kas literawira tek defindls k& efekts. kad
pardo$znas apjormnus {$e1t — kiientu skaita pleaugumu} ietekmé reklamas izdeviim
gan esosaja. gan iepriek$gja periodd. So efektu analiztjusi Kiolafass (Kioulafas) [6).
Ciplins (Chipiin) un Sturgess (Smrgess) [7. 8]. Lande (Landes) un Rozenfelds
(Rosenfieid) [12]. Modell 1eklauli reklamas 1zdevumi gan par esolo. gan iepneksgjo
periodu. Tas balstils uz plenémumu. ka reklamas efekts zkumuléias. nemot vera
pasreizejis. ki arl ieprieki®)i perioda rekliamas aktivitdles. un sariik geometriski. So
problemu petijuds art Bass (Basy) un Parsons (Parsons) [9]. Binski, ka regresijas
vienidojuma ieklauti pan operatora. gan konkurentu reklamas izdevumi. Sadu
risindjumu. starp citu. aizstiv Bagvels (Bagwell} [10]. Vairaki pétnieki. pieméram,
Kiolafass (Kioulafas) [10] un Smalenvé (Schmallensee) [13]. uzskata, ka reklimas
efektivitate daziddos medijos ir atSkiriga. tapec tika specificéts altemativs modelis,
kurg reklamas izdevumi lelevizija attiecndt pret kopepem reklimas izdevumism
paréjos medijos. Autori sastadijusi sekojosus regresijas vienadojumus:

| .modelis

Abonentu picauguma atkariba no TV (mamigas liclums RATF) un pirgjos
pamatveidos (RAC = kopéjic rekiamas izdeviini — RATI) reklamas vajadzibam
1egulditas naudas daudzuma.

vo=hy+b *A4 +b.FRB +b, ¥ 4B +b, ¥y |+ b FRATV 4+
+b, * RAC = b *R4TV . ~b_* RAC
Talak uek specificeti regresyjas vienadojumi. kur athkuso ¢etru mediju veidu
jelekme tigk artiecindta uz kopéjo pargjo mediju etektivitdn, analogiski kZ 1. modell
2. models
Aboneniu pleauguma atkariba no presé (mainigais lielums R4 Prese) un paréos

pamatverdos (RAC = kopejiv reklamas izdevumi — RAPrese) reklimas vajadzibam
iegulditids naudas daudzuma.

v, =b, -b ¥A4 +b.*RB +b.* AB +h,* v,  +b.* R4Prese +
+h,*RAC +b-*RA4Prese_, +b *R4C
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3. modeiss

Abocneniu pieauguma atkartba no radio (mainigais lielums RARadio) un par€jos
pamatveidos (RAC = kopéfie reklamas Izdevumi — RARadio) rekiimas vajadzibam
1egulditas naudas daudzuma.

v, =b,+b *A44 +b. *RE +b, * AB +b,*v._, +b. * RARadio~+
+b, *RAC, +b-*R4ARadio_+b, * RAC

4. modelis
Abonenlu pieauguma atkariba no interneta (mainigals lielums RAHeb) un
pargjos pamarveidos (RAC = kopéjie rekidmas ilzdevumi — RAWeb) rekiamas

vaiadzibam jeguldilas naudas daudzuma.
v, =by+b *AA +b.*RB +b, * AB +b, * v _ +b * RAWeb +
+b, *RAC ~b, * RAWeb_ +b_* RAC,

3. modelis
Abonentu pieauguma atkariba no vides reklamé (mainigais helums RAFR) un
paréios pamatveidos (RAC = kopéjie reklamas izdevumi — RAVR) rteklamas

vajadzibam legulditas naudas daudzuma.
v, =b b FAAL +D.FRE +b, " AB +b,* v, | +b. *RAVR -
+b, *RAC, +b. *RAVR | + b, * RAC,

3. Rezultati

P&c regresijas vienadpjumu apstrades iegiiti rezultat, kas apkopot sekojosajas
tabulds. Rezultdti 1zdaliti atseviski p8capmaksas un priekSapmaksas tirgum. jo abu
rgu specifika ievérojami atskiras,

3. tabula

Regresijas koeficientu aprékins Latvijas mobilo telekomunikaciju
pecapmaksas tirgum laika perioda no 1.01.2004, Iidz 30.06.2005,
Calculations of Regression Coefficients for Latvia’s Mobile
Telecommunication’s Post-paid Market for Period Jan. 1, 2004 — Jun. 30, 2003

‘ 1. modelis | 2. modelis 3. modelis 4. modelis | 5. modelis
Brivals -1.721 36.060 -124.338 -125.672 3411
locekiis (39.17) (73.762) {87.824}) (73.698) (26.079

44 ; 32,_89_ 18,189 A3 485 108.210 35111
i ;o (14.395) (153.973) {18457} (23.731) (9.587)

. 470 Bl1& 494 371 37s

-l I (.033) {.052) {.061) {.070) (.0407

RB I -.000@ -.00537 -.0036 00177 ,OOZé'S
i (.007) {.006) (L.OG7) (.01 (.005)

AB 38.098 -30.219 114.192 130.383 6,980
! (37.886) (52.076) {50455} (63491 (21.378)

- =364
RATY, (oLl : : : -
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1. modelis 2. modelis 3. modelis | 4. modelis | 5. modelis
CrA - N R
RA Prese, - (Oﬁl? y ; .
Riprese, - | O S
. 333
RARadio, | - - o5 - -
| RARadio, | - , P , :
. )
T T
RdAWeb . : (-_-333; ]
. e
RAVR, ] ] ] (139)
RA VR | ) ) ) -.0—17'7
(138
- 243 ) 1383 0O1708
Rac, | e | umsoms | ame | o
- 02050 - 3 - |0 - 5
RAC, | " | vws | e em | owe
[ckavas noradias koeficienta standartk Jdas
Avers: Autoru aprégini. BMFE dan f1]
Souvrce: Authors calculations. BMF daw [1]
4. bula

Latvijas wobilo telekomunikaciju pecapmaksas tirgus regresijas vienadojumus
raksturojosa statistika taika perioda no 1.01.2004. lidz 30.06.2005.
Statistics of the Regression Equations for the Latvia's Mobile
Telecommunication’s Post-paid Market for Period Jan. 1, 2004 — Jun. 30. 2005

! . .. !
Korelda- | Determi- DEIBH‘EII.IIACI‘]&S . Durbina-
" - koeficienta Vértéjuima Varsona
I Mo- cljas nacijas nenobiditais standartk|ada atson
: . koefi- koefi- N i . ’ tests
delis . . novertéjums (Std. Error .
cients cients . . {Durbin-
(R) (R Square) (Adjusted of the Estimate) Watson)

R Square) |
| 730 533 S8 27464071 213s |
R 757 197.20269 2146
3 67 458 437 302.54749 2162
4 51 564 343 260.76707 1.973

‘ 3 ‘ 683 4649 461 26017719 2.047

Avers: dutory aprékini, BMF dari 1]

Source: Authors colculations. BMF daia (1]
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5. tabula

Regresijas koeficientu aprekins Latvijas mobilo telekomunikaciju
priek$apmaksas tirgum laika perioda no 1.01.2004. lIidz 30.06.2005.
Calculations of Regression Coefficients for Latvia's Mobile
Telecommunication’s Pre-paid Market for Period Jan. 1, 2004 — Jun. 30, 2005

1. modelis | 2. modelis | 3. modelis | 4. modelis | 5. modelis
Brivais 140.252 -17.622 116.477 325155 -111.489
loceklis (33.584) (58.687) (47.32D) (184.466) (134.593)
44 34.564 -13.845 39.582 127.024 108.861
o {(13.633%) (14.934) (13.769 (37.163) (40.035)
v 635 870 576 339 602
St (.042) (061} (.047) (121 {.067)
RE 01246 00684 01026 0004 00381
: {.004) {.005 (.003) (.015) (.010)
AB 11.880 -8.778 23918 3.358 9.756
f (15.200) (19.605) (19.192) (49.845) (24.851)
. -00811
RATY, {.006) i i ) )
g 00811
RATV. (.006) ) i i i
03196
RAPrese, - L009) - - -
) -02695
RAPrese,_, - (009) - - -
. 188 |
RARadio, - - (030) - l -
. -.02494
:RARadzo,_l - - (032) - i -
-.00912
RAWebh - - - C3l) -
- -218
RAWeb, | - - - (314 -
. 579
RAVR, ) i ) ' {.563)
, -288%
AT'R - - - - P
RAVR. | (.519)
RAC .0.0459 .0009 001744 00482 01549
! (.008) (.006} (.003) (.008) (.009)
RAC -.02546 007798 } -00466 -.00385 -01i64
s (.009) (007) | (.003) (.008) (.010)

[ckavas neraditas kocficienta stundankiodas
Avors: Autory aprekmi, BMF daii [1]
Sewrce. Authors caiculations, BMF daia 1]
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6. tabula

Latvijas mobilo telekemunikaciju priekSapmaksas tirgus regresijas

vienadojumus raksturojosa statistika laika pertoda no 1.01.2004. lidz 30.16.2005.
Statistics of the Regression Equations for the Latvia’s Mobile
Telecommunication’s Pre-paid Market for Period Jan. 1, 2004 — Jun. 30, 2005

i -
Korela- . Determl_nacuas - Durbina-
cilas Determi- koeficienta Vertéjuma Vat
Mo y nacijas koefi-| nenobiditais standartkliada atsona
koefi- : R tests
delis cients cients novértéjums (Std. Error (Durbin-
(R Square} (Adjusted of the Estimate)
(R} Watson)
R Square)
1| 754 569 559 173.0578% 2.257
2 .867 352 739 122.11025 2.072
3 749 561 .549 17018023 2.163
4 13 508 449 139.73670 1,953
> 194 631 £10 206.78386 | 2133

Avors: Autoru aprekini, BMF dati [1)]
Source: Authors caleulations. BMF dawz 1)

Regresijas vienadojumi tika risindti ar mazako kvadrdm (L.5.0Q.) metodi. Rezultaii
rada, ka R- vértibas gandriz visos modelos ir pietiekami lielas. lai parnatotu konkretas
modela specifikacijas korekumu. iznemot reklamas radio un vides reklamas ietekim
uz pecapmaksas klientu skaita pieaugumu. kur R vértibas i zem 0.5,

Veicot Fijera statisukas analizi un apstrdddjot tadus modelu raditijus ka
korelacijas un determindcijas koeficienti. autor: secina. ka staustiski nozimigaka un
dinamiku wvislabak apraksio$d specifikdcija wr 2. modelim. kas ieklau) abonentu
pieauguma atkaribu no presé un pargjos mediju pamatveidos reklamas vajadzibam
iegulditds naudas daudzuma. turklat §is modelis visiabk izskaidro abonentu skaita
pieaugumu gan pécapmaksas. gan prick3apmaksas urgll. P&capmaksas tirgli modelis
1zskaidro 73.7% no kopgias varidctjas. kamer priekiapmaksas tirga tas paws modehs
leskaidro 73.9% vanacijas. Batiski. ka pec Darbina-Vatsonu (Durbin-Watsown)
statistikas nav lespgjams apstiprmat athkumu autokorelacijas 1espgamibu. Nulles
hipotézi par to. ka atlikumi nekorelC. ar pietickod! augstu varbltibu nevar noraidit: ar
ticamibu 95%, var apgalvot, ka athkumos nav btitiskas korelacrjas.

3.1. Reklamas ietekmes periods un ta nozime reklamas plana$ana

Rezuliatt norada. ka aprékinaiais modelis var bt nodenigs. planojot mobilo
telekomunikaciju operatora rekiamas izdsvumus. ieverojot we. ka rekldmas izdevumu
ietekme saglabdjas ilgdku laika penodu par tds faktsko atradanos kida no medijiem.
ST jemesla del ir buiiski novértét koreku mainiga ar nobidi laika {angl. lagged)
ietekmes mtervalu. balstolies uz rezultatiem. kas atspogulou 3. un 3. tabula.

Mainige ar nobidi laika svertas vertibas. kas noteikias. izmantojot L.5.Q. metodi.
prieksapmaksas tirgum ir apkopotas 7. tabul@ un pecapmaksas tirgum — 8. tabuld.

3.un 4. an&la grafiskd forma paradiia sarukSanas {angl. decay) funkcija atkariba
no medija veida. kas 1egiita no sikomeéjlem regresijas vienddojumieny noskirot
pécapmaksas un priek3apmaksas tirgus, 1dzigi ka 7. un 8. tabula.
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Svérto vertibu aprékinaana svari W, laika posma 1 defingu ka:
W,=(1 -bj)tb]l,t=0.1,2.3.4,5q6.kU.T
b, = v,y aprekinati koeficienta vertiba 3. tabula vai 5. tabula, atkariba no tirgus veida

Pecapmaksa. W, ={(1-h )*b . kur laika periods nedélas 1=0.1, 2.3, 4,5. 6
Prieksapmaksa. ¥, = {1 -4 )*#, . kur laika periods nedgjas t=0. 1. 2.3, 4. 3.6
7. tabula

Mainiga ar nobidi laika svérto vértibu koeficienti Latvijas mobilo telekomunikaciju
pécapmaksas tirgum laika periodi no 1.01.2004. Iidz 30.06.2005.
Coefficients of the L.agged Weighting Values for the Latvia’s Maobile
Telecommunications Post-paid Market for Period Jan. 1, 2004 — Jun, 30, 2005

\ T TV | Prese | Radio | Internets | Vides reklama
0 530 | 182 | 506 629 6253
1 249 | 149 | 250 233 234
2 A7 0 122 |23 087 | 08K
3 033 | 100 | 061 032 033
4 026 | .081 | .030 012 012
5 012 067 | 015 004 005
6 006 | 055 007 002 002
Y P | 995 55 993 999 999
L 470 818 | 494 | 371 375

Avory: Autoru aprékim. BMF dati 13
Sowrce: Authors calculations. BMT data [1]

0.7 !
| |
06 4~ —— :
0,5 5 - ——TV
04 .. b —a— Prese
o — Radio
0,3 - : | —— Internets |
0,2 - Vides reklama
o1
0
0 1 2 3 4 5 B

Aved Autoru aprikini. BMF dau [1
Sewrce: Authors caleulations. BMF data i 1]

3. atr. Reklamas ietekimes saruksana Latvijas mobilo welekomunikaciju pEcapmaksas tirgll
Decav of advernserment influence tor Lanvia’s mobile telecommunicanons posi-paid market
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&. rabula

Mainiga ar nobidi laika svérto vértibu koeficienti Latvijas mobilo telekomunikaciju
priekSapmaksas tirgum laika perioda no 1.01.2004. Jtdz 30.06.2005.
Coefficients of the Lagged Weighting Values for the Latvia’s Mobile
Telecommunications Pre-paid Market for Period Jan. 1. 2004 — Jun. 30, 2005

T TV Prese Radio Internets Vides reklama
0 363 030 424 .66l 398
1 232 029 244 224 240
2 147 028 141 | 076 144
3 .093 027 081 | 026 087
4 039 027 047 .00 032
A 038 026 027 003 051
6 o024 025 0ra 001 019
DP9 192 979 999 971
s 633 870 576 339 602
Avors: Autoru apréiini, BME dai [1]
Sowrce: Authors caleulations. BMF data [1)
Q7 )
i !
06 :
05 - _e—TV
04 - .'FL_*__ o - —=— Prese
| v+ —— Radio
0.3 - - l e ItE TGS
02+ —— N - ' Vides reklama
0.1 i — J
0 | o e -—"—*‘\"‘—-.—Aa"_'
4] 1 2 3 4 5 6

Avors: Auroru aprékini. BMF dati [1]
Sowrce: Authors caiculations. BMF data [1]

4. ar. Rekiamas ietckmes saruksana Larvijas mobilo teickomunikicii priek$apmaksas trgd
Decay of Advertsernent Influence for Larvia's Mobile Telecommunicanons Pre-pard Market.

No legltajiem rezultatiem auter: secina. ka reklamas ietekmes sarukjana
atskiras atkaribd no reklamas medija veida. Tapat ari atSkuras sarukSanas tempi
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pecapmaksas un proekiapmaksas tirgos. Piemeram. pécapmaksas urgld TV, radio.
mterneta un vides reklamas ietekme strauyl saruk pirmaji ménesl. turpretim
saruk$anas ternps levErojami samazinds nakamajos ménefos. Savukart presé
publicélis reklamas ietekme prakuskl vienmérigi samazings visu se$u analizéto
penodu laika. Turpreum priekSapmaksas tirgu reklamas efekis mterneta Jou strauj
saritk pirmaja menest. tomér idlakajos perodos saruk3anas temps levEérojamu
palielinas, bet presé publicéia reklama saglaba praktiski nemainieu ietekmi visu sedu
perodu taika. Interesanti. ka arl vides reklamas un radio un TV reklamas ietekine
sarik ieverojam: lendk neka pecapmaksas tirgd. lespgjams, ka novéroas atskiribas
var likt skaidrotas ar atSkirfgajam meérkauditorjam un to reakeiju uz reklamu
dazados medijos.

9. tabul@ apkopotie rezultdti rada. ka mobilo sakaru tirgii rekldmas ietekme
vidgji saglabajas nc | Nhdz 5 nedelam. varigjot starp medija veidiem un
pécapmaksas: prick3apmaksas tirgu. Autoru aprékini liecina, ka visilgako ietekmi
atstdj reklama presé. attiecigi 4.8 nedélas pécapmaksas tirgd un 3.] nedglu
prieksapmaksas trgil. Visisako laika peniodu rekiimas ietekme vérojama interneld,
attiecigl 1.5 ned&las p&capmaksas tirgii un 1.1 ned&lu priek3apmaksas tirgl. Bitski.
ks vidén reklamas ietekme priekSapmaksas tiwgi ir par 0.7 nedéjam ilgaka neka
reklamas etekme pécapmaksas tirgll. un vidéjais maintgo ar nobidi laika koeficients
(7) 1r 0.565 peatkarigi no tirgus veida.

9. tabula
Atkarigo mainigo ar nobidi laika (lagged) koeficienti pie
30% efektivas iedarbibas laika intervaliem (nedelas)
Coefficients of Lagged Dependant Variables Based
on 20% Efficiency Intervals (weeks)

Koeficients | Darbibas intervils (nedélas)

TV (ptcapmaksa) 0.470 20
TV (prneksapmaksa) 0.633 3.3
Prese (pécapmaksa) 0.818 4.8
Prese (prekiapmaksy) 0.970 5
Radio (pEcapmaksa! 0.494 23
Radio (pneksapmaksa) 0.576 3.0
Internets {pécapmaksa} (1.371 I3
Interners (prieksapmaksa) 0.339 I.1
Vides reklama (p€capmaksa) 0.373 [.3
Vides reklama (prickSapmaksa) D.602 30

Avers. Autoru aprékini, BMF dati [1]
Source. Authors calculavions. BMF daw [1]

Secinajumi

Balstotigs uz veikto analizi un 1egliajiem rezultatiem. autori izdara secindjumus
par rekldmas 1zdevumu un aktivitadu jetekmi uz klientu skaira pieaugumu mobilo
telekomunikaciju tirgd.
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Pecapmaksas tirgii klhientu skaita pieaugumu 1esp&jams analiz@t ar
ekonometrisku modeli, kur rekiamas izdevumi presé tiek salidzinati ar kopgjiem
reklimas izdevumiem par&jos medijos. $aja modeli rekiama presg uzrada stalistiski
nozimigu pozitivu sakartbu starp klientu skaita preavgumu un rekiimas 1zdevumiem.
respektivi, koeficients b: = (L044 (-0,015). Lidzigi a7 reklama radio uzrada
statistiski nozimigu pozitivu letekmi uz klientu skaita pleaugumu (b: = 0.333
(-0,0537)). Reklamas izdevumi internetd un vides reklamar uzrada statistiski
nozunigu. bet vajl pozifivu tetekmi uz klientu skaita pieaugumu. Turpretim reklamas
izdevumi presg publicBtajai. radio un vides reklamai ieprieki®da perioda. ki ari
reklamas 1zdevumi TV pav statistiski nozumgl

At pnekSapmaksas tiregd visprecizak klientu skaita pleaugumu lesp&iams
aprakstit ar 1o pasu modeli. kur reklamas izdevumi presé tiek salidzinati ar kopg&jiem
rekiamas 1zdevumiem pargjos medios. Lidzigi ka pecapmaksas tirgl. reklama presé
uzrada staustiski nozimigu pozitivu sakartbu starp klientu skaita pieaugumu un
rekiamas zdevumiem. respekiivi. koeficients b; = 6.032 (-0,009). Arl reklama radic
wzrada statisuskl noZimigu pozitivu ietekmi uz klientu skaita pieangumu [bs = 0188
(-0.003)]. Turpretim rekdamas izdevumi internetd. TV un vides reklamal gan esodaja.
gan arl 1epricki8)d penoda nav statistiski nozimigl.

Sie rezultati rada. ka reklama TV aisid) ievérojami mazaku ielekmi uz kiienu
skaita prleaugumu  nekd reklama  pres€ val radio. Viens no  1espéjamiem
izskaidrojumiem Sar paradibai varétu but fakis. ka reklamas izmaksas TV ar
neproporcionali augstakas par izmazksam citos medijos. sahdzinot ar sasmiegto
auditoriju, tipéc atdeve no §im izmaksam ir zemika.

Interesanti ari. ka meobilo telekomunikiaciju operatora veicindsanas akciju
ietekme uz klientu skaita preaugumu ir statistiskl nozimiga un pozitiva, turpretim
konkurentu reklimas i1zdevumu un veicinijanas akeiju ietekme nav  statistiski
nozimiga, kas var liecindl par to, ka klientu skaita pieaugumu pat tirgd. kas sasiav
tikal no diviem operateriem. vairak veide operatora akcijas un reklamas izdevumi.
nevis konkurentu aktivitites.

Aprekini par reklimas iewekmes ilgumu rada. ka gan pécapmaksas. gan
prickSapmaksas tirgll visitgdko ietekimi uz klientu skaita pieaugumu atstdj reklima
presé. atuecigi 4.8 un 5.1 periodu. twpreum visisiko lalka periodu efektiva ir
reklama internetz. attiecigl 1.1 un 1.5 peniodus, turkiar priekSapmaksas tirgii §7 verda
reklamus ietekimes saruksapas atrums ir visstrauidkais. Sie reculidti norida. ka
reklamas 1zdevwmu planosana ir jagem verd .uzkrdds reklamas’ koncepts. turklat 87
koncepta telekme acimredzami varid atkarTba no reklamas media veida.

Péttjuma rezuliati rada. ka. pirmkart. plinojot reklamas akuvitawes. izvelstajam
mediju kanzlam 1r liela nozime reklamas kampanas atdeves nodrodindsana. Petjuma
ir pierddits. ka reklama presé ir visefekiivaka. salidzinot ar reklimu citos medijos.
Nozimigi, ka gan priekSapmaksas. gan pccapmaksas produktu merkauditorija
visakiivik reage tiedi uz rekiamu presg. Otrs efektivakais reklamas kanals ir radio -
oan prieksapmaksas. gan pecapmaksas produkw trgd. Bunsks rezultats ir TV
reklamas nenozinigad ietekme uz klientu skate pieaugumu. kas norada uz neetektivu
atdevi no reklimas kampanam TV. 1pasi pemot vera §i kandla augstds reklamas
1zvietosanas lanaksas. Tapat jinem verd. ka priekSapmaksas produku tirgd aldeve
no reklamam internetd un vides reklamas biis neracionala.

Otrkart. plaoojot vElamo klientu skaita pleauguimu. ir janem verd ..uzkritas
reklamas™ efekts. kas veicina uzn®muma reniabilitdn. Saskani ar legitajiem
rezultaniem. reklamas 1etekme saglabdjas no vienas itdz piecAm nedglam atkaribd no
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reklamas kanila un mobilo sakaru produktu veida. Tas norada. ka nepieciedamue
marketinga 1zdevurm planoté klientu skaita piesaistel ir mazdki, nekd nepemot v&ra
reklamas darbibas 1lgumu.

Nobeigurnd. lat gan aulon neapgaivo. ka analizé ieklaulo regresijas
vienadojumu rezullati absolttl precizi atteio rekiamas izdevumu un klientu skaita
pieauguma saistibu mobilo telekomunikaciju nozaré, tomér iegiitie rezultiti norada
uz ciedu sakaribu starp Siem helumiem. k@ ari sniedz ieskatu reklamas ietekmes
1guma atkanba no medija velrda un urgus specifikas, kas var but noderigs
mstrurments reklamas 1zdevumu planodana.
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Effecr of Advertising Expenditure on the Number of Customers in
Mobile Telecommunications Market in Larvia

Summary

In mobile telecommunications indusiry advertising expenditure is considered o
be one of the driving forces for alieration in customer base. The aim of current
research is 1o empirically assess the etfect of advenising expenditure and
promotional carapaigas on changes in the number of customers. using data of the
two largest mobile telecommunications operators on advertising expenditure.
promotional campaigns and customer base dynamics to serve the purpose.
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Since efficiency of advertising channels vanes. it is worthwhile to distinguish
between the primary channels. here — TV, radio. press. Intemmet and outdoor
advertising. Furthermore. distinction between particularities in pre-paid and post-
paid markets require that these are considered as separate units of analysis.

After specifying estimated relationships and mathematical model. the most
influential variables were defined, such as advertising expenditure. number of
promotional campaigns and growth of number of users in the previous period. and
resulls were obtained which indicate efficiency of particular advertising channels in
pre-paid and postpaid markets. as well as duration of advertising impact. depending
on the 1ype of channel emploved.

The results of the research and econometwric models can be used for
adverlisement expenditure planning purposes.

Key wards: mobile telecommunications, adverusement expenditure, media channels.
multiple regression model. decav function. lagged variables.
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Mazumtirdzniecibas apgrozijuma teritoriala anahze

Territorial Analysis of Retail Turnover

Martin$ Danusévics
Tatvijas Universitite
Aspazijas bulv. 5. Riga. LV-1050
E-pasts: martins.danusevicsi lu.iv

P&fjums tika veikts. lai noteikte metodes. ar kuru palidzibu biitu 1espgjams novértdt dazidas
urdzniecibas teritorijas  atkaribi no  apgrozjjuma  3ajads  terfioryjds  un  ciiem  ar
mazumtirdzniecibu saistiiem radiapiem. Tick aplikotas ddas analizes metodes. kuras tick
1Zmantots  apgrozijuma  aktivitates indekss. pirktspgjas  indekss. mazumurdzniecibas
piesitndaiuma indckss. un o metozu modifikacijas. Reahe aprékini ir balstin uz trgotaju
kooperacijas .. Aibe” radnajiem visds aplikoiajads tirdzniecibas teritorijis. Rezultd ar katras
metodes palidzibu tika jeghitas klasifikaclas grupas. kurdas tiek iedalitas tirdzniecibas
teritorijas atkariha ne ta. cik hels biitu gaiddmais papildus apgrozijums. ja $ajd tentoriji tikm
izveidotl jaum mazumnrdzniecibas objekti. Lidz ar 1o metodes layj prenemt lémumu par jaunu
mazumtirdzniecibas objekm vietu izvEll tirdzniecibas teritenju liment.

Atslegvardi: mazumtirdznieciba. veikalu atradaniis vieta. apgrozijums. teritoridld analize.
mazumtirdzniecibas piesatindjums.

Mazumtirdzniecibas  joma Latvya kops 90, gadu s3kuma novérojams
nepartraukts veikalu apvienodands process. Sis process ir norit&jis gan pamemsanas
cela, lielakiem veikalu fkliem parperkot wnémumus val konkrétu tirdzniecibas
vietw. k3 arl brivpratigi. veikabem iestdjoties fransizes. tirgolaju spvienibas un
kooperdcija. Veilkalu integracija veikalu tiklos ir mainijusi mazumiirdzniecibas
veikalu sfraidgiskos uzdevumus. Redli katram veikalu @klam ir samazingjies
konkurentu skaits. tomer tajd@ paSa latka konkurenti ir kluvusi spécigaki. tiem 1T
plasaki veikalu tikli un plasdkas iesp&jas piesaistlt piegddatijus un tegli no viniem
1zdevigakus piegades nosacTiumus. Seviski bitiski ir mainijusies pieeja veikalu
izvieiojuma strat€gar Veidojot plasus veikalu tfiklus. kuros ieulpst ne tikai
desmitiern. bet dazos gadljumos arm simtiem mazumtirdzmecibas objekiu. Joti liela
nozime ir veikalu izvietojumam. Veikalu 1zvietojumu tkla izvele nozime ir ne tka
fuktoniem. kas bija svarigi an aisevisku patsiavigu veikalu vietas izvele, bel an
jauniem faktoriem, kas saistiii ar veikalu 1ikla eksisienc.

Analizgjot veikalu atra$anas vietas viend veikalu tikld. rodas jaunas probleémas.
Pirmkart. nepiecieamiba planot logistikas operdcias. Veikalu tikliem ar vienotas
logistikas sist@mas. savi logistikas centri. Lidz ar to katra jauna veikala pievienosana
tiklam val vietas maipa liek parskatit Jogistikas mar$rutus, transporta 1zmaksas,
pepleciesamibu péc jauniem precu krdjumiem attiecigajd logistikas centrd vaj
marsrutd. Otrkart. viena velkalu fikla mazumtirdzniecibas objektt var radnt
konkurenc: cns citam, ja parklajas to tirdzniecibas teritorijas. Veikalu tikla interesés
ir maksimall 1zvarities no 1adam  situdcijam, jo 135 samazna  uzn€muma
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apgroZijumu  uz vienu ieritoridlas mérvienibas wvienibu val vienu atliecigas
tirdzniecibas teritorijas iedzivotaju.

Uzn@mumiem, kas ir izvetdojusi plasu mazumtrdzniecibas veikalu tiklu visas
valsts Itmeni. aktudls klist jautdjums par talakas atiistibas straidgnu. lerobeZotu
mirketinga [Tdzeklu situdicijd aepiecie3ams pienemt lEmumus par to. kuros regionos
buiu nepiecielama darblbas atfisiiSana. Stratégija, kas parede8tu vienméngu
izplesanos visos regionos vai teritonialajos apgabalos. veikalu tiklam radis Lielakas
tinansialds izmaksas un nenodrodinds td3du apgrozijuma pieaugumu ka stratéglja, kas
balstas uz pakapenisku 1zpie§anos regiones, rajonos un pilsgtas.

Lat lzstradatu strat@giju un noteikiu. kuriem regionlem un tirdeniecibas
senitorijam bty jablt prioritaram, nepiecieiams noteikts mnstrumentariys un metozu
kopums, kas lautu analiz&t veikalu apgroZfjumu terforidld griexumi un novernet
katras tirdzniecibas teritorijas pievilcibas Iimeni konkrétajam veikalu tklam.

Vietas izveles lTment

Viens no 18mumiem. kas ir japiepemn katra uznéméjdarbibas veida vaditajam, ir
objektu amradands vieta. Tas attiecas gan uz objektiem, kas tieds saistitt ar klientuw
gan uz objektiem, kwr tiek veikia cita saunmeciskd darbiba. Mazumtirdzmiecibas
cadijuma atrasands vietai un teritoriaiajai analizei ir sevigki liela nozime. Said joma
khenti uek piesaistii fauram geografiskam apgabalam. Uimeménem visvairak
mteres® mfonmacya tiedl par paSu polencidlo pircgu, iiitad demografiskie dati.
Demografiskas nformacijas 1egiisana tomér rada lielas grifibas. jo tlas x lou
darbietilpigs process.

Tentoniala analize 1r nepieciesama tadel. jan

»  blw pieciarm bazes dall stratégiskajar atgstibar

»  vadilu tirgu un vietas izvéh.

s  kontrol€tu esodo veikalu darbibu

Lidz ar to klast skaidrs. ka teritonidlie dati un analize ir nepieciefami ne tikai
Jaunu firdzniecibas objektu vietu izvElel bet arT jau funkciongjoso veikalu darbibas
novér&sanal. Tapéc daudzi uznémumi vic teritoridie informaciju ne tikai tadel. la
1zvElétos jaunas vietas. bet ari la1 pétitu padreiz8o veikalu atrasandis vietas un
prognozetu to darbibu.

Teritorizlie dati 1r regulan jaayaunc. lar analiz€tu izmampas. Labak ataunot
esodo datu sist€mu. kuras 1zveidofand i ieguldits daudz darba. nekZ jaunam
veikalam sakt jaunu teritonale pétumu. Nedaudz papildinet un atjaunojot esodfos
datus. var 1egiit pietickamu bazi lal lo attiecinatu uz jaunu veikalu val 13 vietas
alternativu.

Velcot teritorialos p&tTjumus. ir jaievEéro marketings inlereses:

s pEdt nevis vienkar§i iedzivotiie daudzumu un pieaugumu, bel merkaudi-

toriias raksturlielumus {1enakumus. d-ves veidus. nodarbosanos. vecumus).

s veicindl tirgus dajas pieaugumu,

*  apvienot vietas izvEles [Braumu ar citiem mazumtirdzniecibas faktoriem.

Lémums par vietu 1r viens no svarigikajiem Emumiem. Xas vek piepemts
velkala pastav@ianas vesturé. un 1 viens no retajem lémumiern. kas ietekmes
velkala panakumus visu 12 pastaveianas latku. Tas ir lol atbildigs process. jo vetkala
vietu mainit vairs nevares. nelikvidéjot pasu veikalu. No vietas. kas ks 12vEl8ta. bls
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atkangl ari visi veikala vadibas [8mumi. jo vieta radis savus nosacTjumus. kuriem
bis japielagojas. Klida vietas 1zvEle veikalu tiklam var radit loti lielus zaud@jumus,
kurus bus griit noverst, jo veikala vietas izvéle ir neatgriezenisks l8mums.

Vielas izvéle nek wveikia vairakos limenos. katrd nadkamajd 'menl Zaurinot

pétisanas aredlu. Sje limeni ir:

s regions — valsts lieldkie apgabali. kurus var iedalit pgc administrativas,
kulturaias vai ekonomiskas pazimes. bet kur ir savstiarp&): homogéni:

e tirgus teritorija (angl. markel area) — regiona dala. parasti pilséta. Tirgus
teritorija ir saistita ar fundamentilo tirgus jedzienu ki leritorjja. kurd
atrodas esoSie un potenciilie pircgjl. kas paslaik un 3a)a tentor)a ir iesaistiti
precu un pakalpojumu apmaind vai drizuma ta)a iesaistisies;

s tirdzniecibas teritorija (angl. trade arca) — apgabals pilséta vai apdzivola
vietd, no kura wveikals giis savus pirc8jus. Pastav vairdkas tirdzniecibas
vietas definicyjas: 1) tirdeniectbas teritorja - ..geogrifiska teritorna. no
kuras wveikals giist pircéjus™. 2) tirdzniecihas tentorija - ,.rajons. kura
robezas 1r ekonomiski 1zdevigl veikt markelinga pasdkumus, laj pardotu vai
piegadatu preces un pakalpojumus™,

s urdzmiectbas viela - konkreta vieta tirdzniecibas teriorija.

Apgrozijuma analizes metodes tirgus teritoriju novertésana

ASV zdevums . Sales and Markering Management magazine” katru gadu
sastada . Swrver of Buving Power” parskatu. kas kalpo ka svarigs vietas analizes
lidzeklis daudziem mazumtirdzniecibas veikaiu tikliem. Pamatradilajs, kas tiek
anallzéls Sajd parskata., ir patereSanar izmantojamais iendkums (angl. effecrive
buving mcome). Sis raditajs sastav no jedzivotdju iendkumiem (aiga. honorari.
pensijas, kompensacijas u.c.), no kuriem ir atnemti maksdjumi {nodokli. socialie
maksajumi u.c.). Rezultdtd tiek iegiits visparigs. bet prakuski &ri pielietojams
ledzivotdju riciba esoso, patérinam pleejamo. lldzekju noveénéjums.

Pla8i izmantots raditajs. kurs ietver sevl vairdk raditaju. nekd ieprieks munétas.
ir pirkispgjas indekss (angl. buving power index). So raditdju veido (ris
pamatsastavdalas:

e urgus teritorijd dzivojodo JedzIvoldju Tpatsvars athiecTod pret visas valsts

1edzivoidju skaitu:
* trgus lenilorijas pElamas precu grupas val nozares mazumtirdzniecibas
apgroZijuma atueciba pret visas vaists apgrozijumu $ajd pasa precu grupa
Vil nozare:

e trpus feritorijd dzivojoSc personu patérinam izmantojami iendkuma
Ipatsvars amieclbd pret visas valsts iedzivotdju 17c1bd esofo iendkumu
apjomu.

Sis s sast@vdalas netiek ieklautas indeksa aprékina ar vienddu nozimigumu.
Katrar sastivdalar i noteikts svaru koeficients. ledesivotgju skaita Tpatsvars ir
visnenozimigika komponente. tadg} tiek 1zmanlots svara koeficients 2. Apgrozijuma
attieciba tiek ieklauvtza indeksd ar svaru koeficientu 3. Savukan pat€rinam
lzmantojamais lenakums ir biitiskdka indeksa sastdvdala — ar svaru koeficientu 3.

kas sasidda pusi no visiem indeksa svara koeficientiem.
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n
Pl = 21 +34 +SPH,
10
kur PI, — pirktspéjas indekss tirgus teritorija i.
I, — tedzivotdju ipatsvars teritorija i,
A, — apgrozijuma ipatsvars teritorya i.
PII ~ pat€rinam izmantojama iendkuwma Tpatsvars teritorija i.

Augstaks Pl indekss liecina par to. ke petdmgjd lirgus tleritorijd ir augstaka
pirktspgja. Tomer 81s raditajs nespé) raksturol 1@3das socidlekonomiskas parddibas ki
ienakumu sadalfjums. iendkumu stabilitate un ienakumu tendences. Sis indekss ir
vislabak piemé@rols precém. pée kuram ir liels sabiedribas pieprasijums un kuru cenu
politika atbilst vairuma sabiedribas slanu pieprasyjumarm. Gadiumi. ja pétEma prece
val prec¢u grupa ir ar maziku poencidlo pirceju loku. lielaka uzmaniba analiz€ bt
jApievérs metodém. kas vEr€ pircgju ienikumus. plederibu socialam  grupam.
vecumu. dzimumu un citus raditajus.

Apgrozijuma Ipatsvaru uz vienu iedzivoldju valsts Tpatsvara apreiina.
izmaniojot apgrozijuma aktivitdres indeksu (angl. sales activin index). Ar So raditaju
tick aprékinats apgrozijums uz vienu jedzivotdju pelamaja lirgus leritorija. un Sis
raditd)s tiek attiecinats pret valsts kopéjo apgrozijumu uz vienu ledzivetdju.

kur AAIL —apgroznuma aktivitates indekss tirgus teritorya 1.
I. — iedzivolaju skaits tenioryd 1.
A apgrozijums 1erion)a i.

Visplasdk 1zmantoials un literariird piemimé&tais raditdjs ir mazumnnirdaziiectbas
piesatindiuma indekss tangl. index of retail sanwation). Sis indekss var tikt izteikrs
gan k3 noverigjods indekss. gan ki prognozdjois modelis. Mazumiirdzniecibas
piesatinajuma  indekss raksture mazumtirdziiecibas apgrozijuma attieclbu  pret
tirdzmiecibas platibu petamaja teritorna. Indeksu var 1zmantot gan konkrétas preces.
ran precu grupas val veikalu tipa Iiment. Jo lielaks ir apgrozijuma aktiviaies
indekss. jo helaks 5aj@ urdzniecibas wertory)a ir apgrozjums uz vienu iedzinvotaiu,
relativi salidzinot ar visu valsts imeni.

Ja indekss tek izmantots tirgus leritorjas  val urdzmecibas  terilorijas
novertdani. tad to izsaka. neieklaujot potencidlo tirdzniecibas plattbu veikalos.

MPI ZE
TP

kur MP], - mazumtirdzmecibas plesatindjuma indekss lirgus tertorija 1.
[, — iedz1volaju skails tentorya 1.
P, — vid&ja p&iamas pretu grupas vai veikalu tipa pirkuma vertiba tertion)a 1.
TP, — pétamads preéu grupas val veikalu tipa kopela urdzniecibas platiba
kvadratmetros teritoryja 1.
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Savukart. ja mazumtirdzniecibas plesaunijuma indeksu vélas 1zmantot, lai
imitétu iespgjamu jauna mazumtirdzniecibas objekta celtniectbu p&timaja teritorija,
tas tiek papildinats ar planoto jaund veikala urdzmecibas platibu vai ar? tirdzniecibas
platibu. kas biis paredz&ta konkrétd produkta vai prec¢u grupas realizacyai.

1P

PMPJ, = ——
TP, + PTP

kur PMPI, - potencialais mazumtirdzniecibas piesdtindjuma indekss tirgus teritorija i.
I, - 1edzivotdu skaits teritonja 1.
P, - vid&ja p&lamas precu grupas vai veikalu tipa pirkuma vértiba teritorija i,
TP, — pétamas precu grupas vai veikalu tipa kopg)a tirdzniecibas platiba
kvadratmetros teritorija i,
PTP; — petamas precu grupas vai veikalu upa planota tirdzniecibas platiba
kvadratmetros teritorija i.

Tirgotaju kooperacijas apgrozijuma teritoriala analize

Pétijuma uck aplokota Latvijas tirgotaju kooperdcija ..Aibe”. Tirgotaju
kooperdcija ,.Altbe™ apvieno sevi vairakus simtus partikas preéu mazumtirdzniecibas
uznémumu visa Latviyja. Salidzinot ar citiem vadoSajiem Latvijas pirtikas precu
mazumurdzniecibas veikalu tikliem. $is fikls visvairak aptver Latvijas regionus. Citi
lielakie veikalu ikl ir stipri koncentr&judies Rigd un Rigas regiona. k@ arl valsts
nozimes pilsélas. Lidz ar to 8o veikalu fiklu apgrozijuma datu analize nedotu
pietickami plasu teritoridlo aspektu. Savukart . Aibe” veikalu fikla uzngmumiem ir
novérojama |ot vienmériga izkliede pa visiem Latvijas rajoniem un valsts nozimes
pilsétam (sk. 1. att.).

Paréjie (zem 1%) 6% —
Daugavpils 2% —
Jelgava 2% —

Rigas ra} 8%

Preiju ra). 2% —

Balvu raj. 2%

Valxas raj. 2% —-_
Rézekne 3% — -
Jékapils raj. 3%

Limbau raj 3%

Ventspiis 4%
Talsu raj 4%

Oagres ra). 4% Saldus raj. 7%
Liepaja 4% —
Césuraj 4% — Jurmala 7%

Bauskas raj. 5% Aizkraukles raj. 5%

1 an. .Aibe” veikalu tikla biedru apgrozijuma teritorialais sadalfjums
Territorial distribution by turnover of ,Aibe” store chain members
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Pateicoties $adam sadaljjumam. tied .Aibe” kooperdeijas veikalu apgroziums
it jotj plemeérots teritorialas analizes veikSapal ..Aibe” veikali nav parstdvet tka
3 Lawijas teritonilajas vienbas no 33.

Petijuma ietvaros tika 1zmantots Latvyas tertonalais iedalums. kas sastav no
valsts nozimes pilseélam (Riga. Daugavpls. Jelgava, Jummnala, Liepaja. Rezekne un
Ventspils) un visiem rajomem. Mazumtirdzniecibas uznémumu dati parastt uek
apkopoti pladikd tedalijuma. aisevisky aplukojot ar? rajonu centrus. pilsetas. Tomer.
pemot vera to, ka 81 pelyjuma ietvaros paredzets analizét dazadu tautsaimniecibas.
ledzIvotaju ienakuwrnus raksturojodus un konkurences radilijus. bija nepieciciamiba
vaidot dalfjumu péc tadas pasas klasifikaciyas k& Centrala)d statistikas parvaldg.
Tadgjadi var€ja nodrodindt albilsiibu visparplenemuyjiem klasifikatoriem. Tadel
LAibe” 161 velkala apgrozjumu dan tika sagrupéu un apkopon peéc katras
teritorialas vienibas. Viens uznémums tika 1zsi€gts no analizes. jo tam apgrozjums
bija aprékinits no vauaku veikalu apgrogijuma vairakos rajonos.

Katram teritorialajam iedalijumam tika apkopot dati par 8zj@ teritorija csoso
partikas mazumtirdzniecibas veikalu kop&o apgrozijumu 2005, gada, veikalu skaii..
aptuvenu pirkumu skanu Atbe” kooperacnas veikalos un kopgjo nrdzmecibas
platibu kvadratmetros.

Sakotng)d apgrozyuma struktiira lentonald griczumia nelaw) gt pricksstatu par
to. cik veiksmiga ir veikalu 1ikla darbiba katrd tirdzniecibas terntoria. Ja wep@muma
mérkis 1r identific&l ws rajonus. kuros 11 vislielikas perspekiivas veiksmig presaistit
papildus patretgjus un pahclinat apgrozljumu. nepiecickams 1zmantot relativus
radntajus. kas raksturotu apgrozituma sakaribas ar citicm raksturhelumiem.

Pirmais etaps apgrozijuma analiz€ bija apgrozijuma  aktvitdtes indeksa
piclieto§ana. Gan &1, gan pargjo indeksu gadyjuma autors saskaris ar dalu nepilnibas
problemam. Vairumam apgrozijunu analiz€ izmantoto raditdju nepicciesami dat
par visiem tirgus dalibniekiem. Tom@r reali Latvijas situdcija $adi datl nav pieejami.
Datu trokums saistams ar vairakiem faktonem. Pirmkart. Lawvi)a joprojam ar
salidzinodi liels partikas veikalu skaits. kas darbojas individugli jeb nav 1esalstits
veikalu tiklos val urgotaju kooperacyd. Lide ar to §adu veikalu apgrozijuma raditaj
un citi raksturhelumm nav picejami. Otrkart. publiski pieejamiem  (pieméram.
Centralas staustikas parvaldes) datu avouem ir piemérotr raditin. kas nav piccjam
teritonala griezuma vai leriionald griczuma pleejami radnap. kuriem ir parak angsta
agregicijas pakape un tie 1etver art citu nozaru raditajus. Lidz ar 1o indeksu aprékina
tika izmantoti val nu nkai dau par _Aibe” koopericijas veikahem, vai arn tika
izmantoti novertet val netiedl leglt visu alliecigds urdzniecibas teritorjay partkas
veikalu raditdin. Lidz ar to mewzu modifikacys rzpuuzas ki taktoridlo pazimu
reducésana tikal uz petama objekia (tirgoaju kooperacias .Aibe”) radi@jiem.

Apgroziiuma aktivitites indekss

Aprekinot apgrozijuma akuvitdtes indeksu .. Aibe” kooperdcijas veikaliem katra
urdesniecibas teritoryya. tika atlusTtas urdzniecibas teriloryas ar augstako (virs 2)
akuvitales indeksu.
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1. tabula

Tirdzniecibas teritorijas ar angstake apgrozijuma aktivitites indeksn
Trade areas with highest level of Sales activity index

Tirdzniecibas teritorija | Apgrozijuma aktivitates indekss
Saldus raj. 4.4
Daobeles raj. 4.3
Aizkraukles raj. 3.0
Jarmala 3.0
Valmieras raj. 28
Bauskas raj. 22
Limbazu raj. 20

Pargjam tirdzniecibas teritorijam apgrozijuma aktivitites indekss bija zemaks
par 2. No 33 tirdzniectbas teritorijdm 12 jeb 36% indekss bija robeZas no | Iidz 2 un
14 jeb 42% indekss bija zemaks par 1.

Pirktspéjas indekss

Nakamais unalizes solis bija pirktspejas mdeksa apréking visim tirdzniecibas
teriterijam. ledzivotaju ipatsvars un apgrozijuma 1patsvars ieritorijd var tikl
izmantots no 1epriek58id indeksa apr8kina. Savukirt patérinam izmantojamais
ipatsvars lepricks netika aprékinats. Re&li $ads raditajs Latvijas apstaklos tentoriala
griezuma netiek aprékinats. I1dz ar 1o radas problema izmaniot pirktspéjas indeksa
aprékinu.

T2 ki nebija pieejami dati. nebija iespgjams aprékinat pirktspéjas indeksu tirgus
teritorijdm. WepiecieSami taldki pEthumu. lal var&wu papladinit apgrozijuma
teritoridlo analizi aj& virziena.

Mazumtirdzniecibas piesatindjuma indekss

Visplasak  pielietoals  radit@ys  apgrozijuma  teritonalaja  apalizé  ar
mazumtirdzniecibas  piesatindjuma indekss. Sim  indeksam biezi ir veidotas
modifikacyas. Vispopularaka no tam aprekinu vienkarfeSanal ir tirdzniecibas
platibas aizviclo$ana ar veikalu skaitu val 1edzivotdju skaia un vidéd pirkuma
vertibas alzvielodana ar majsaimmecibu 1zdevumem konkréla)d precu grupa.

Tirgoldju kooperacijas ..Aibe” datu analizé ir zindms raditds par redzivoldju
skaitu tirdzmiecibas tentorya. Kopgjd urdzniecibas plaitba ir piegjama tikai Aibe”
kooperdcyjas veikaliem. bel nav pieejama visiem atilecigds trdzniecibas teriton)as
veikaliem. Lidz ar to 1r nepecieSamiba indeksu rekinat péc vamrakam modifikacijam.

Pirma izmanioia modifikaciia ir mazumtirdzniecibas piesatinajuma indekss tikai
-Aibe” kooperdcijas vetkaliem katra tirdzniecibas teritorija,

leginos rezultdtus var sagrupét s grupds (klasteros). vadoues péc
mazumtirdzniecibas piesatindjuma indeksa. Sim trim grupdm ir visaugstikd
starperupu  dispersija un viszemaka icksgrupu dispersija starp katras grupas
elementiem grupas ietvaros. Pirmajd grupd lidz ar to ietilpst Daugavpils un Jetgavas
tirdzniecibas teritorijas. Otrajd grupd ietilpst 19 tirdzmiecibas teritorijas un tresaji
grupd — atlikudas |2 tirdzniecibas teritorijas. Lidz ar to 8Ts grupas iesp&iams loti &rti
1zmantot  l[émumu  pienemsanid par veikalu tikin un tirdzoiecibas teritoriju
klasifikacija péc tilakas ekspansijas iespgjam. Pumais grupas tirdzniecibas teritorijis
ir vishielakais apgrozijums uz vienu tirdzniecthas platibas mérvientbu, kas liecina
par vislielakajam apgrozijuma rezervém. jeb 3$ajd tirdzniectbas tentorijas ir
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vishelakds iespejas piesalsflt jaunus urgotdju kooperacijas biedrus. Savukart no
jauna piesaistinem biedriem 1eorétiski $1s grupas urdzniecibas teritorijz bas
visaugstikais potencidlais apgrozijums uz vienu urdzniecibas platibas mervienibu,
salidzinot ar paréjam tirdzniecibas tenitorijam. Savukart preljus secindjumus var
attiecindt uz tre§ds grupas tirdzniecibas teritoriiam. Sajas teritorijas ir viszemakais
mazumtirdzniecibas pilesaunaiuma indekss un Seit nav rekomend@ams piesasit
jaunus biedrus. je iegiitals papildus apgrozijums bis daudz zemaks neka citas
trdzniecibas teritorijas. Lidz ar to pastdy risks. ka var neatmaksaties biedra
piesaisiisanas un veikala parveidosanas izmaksas. kas saisiitas ar pielagosanos
LAibe” kooperdcijas vienolajam shilam un specialajam precu grupam.

2 wabula
Tirdzniectbas teritorijas ar augstiko
mazumtirdzniecibas piesdtinijuma indeksu
Trade areas with highest level of Index of Retail Saturation
Tirdzniecibas teritorija : Mazumtirdzniecibas piesatindjuma indekss
Daugavpils 47618
Jeigava 46348
Valmieras raj. 35005
Rigca 28801
Liepija 27128
Jirmala 26808
Bauskas ra). 24929
Dobeles ). 24745
Balvura. 23992
Ventspils 23303
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Aplakojot 1egutos rezulidtus. var noverol buuskas atikirtbas starp tirdzniecibas
teritorijam, kuras ieguva visaugsiakoe vertéjumu pec aperozijuma aktivitates indeksa
un mazumtirdzmecibas piesdlunajuma indeksa. Ir piinigr atdkurigr ndeksu Iiden.
atkariojas Jirmala un Dobeles rajons. bet izkartojums indeksa buiiski atskiras. Lidz
ar to var secindl. ka Sos indeksus nepieciesams dazadi mmierpret€t un Jemumu
plenemsana javadas pec katra indeksa specifikas.

Secindjumi

lzstradatajlem tirdzniecibas ientorijas analizes lidzekliem ir pielietosanas
iesp&jas Latvijas situdcija. tomér ir jsaskaras ar datu nepieejamibas problémam. Sis
probi&€mas biitu iespgjams atnisindt. veicos tirgus pétijjumus. kas savukart biitu saistin
ar finansialajam 1zmaksam. Nemot verd Latvijas mazumurdzniecibas tirgus lielumu
arpus lielakyam pilsetam. tr apfaubams. ka no 3adiemn pétjumiem 1egatais
ekonormskais efekis blis lielaks par 10 i1zmaksam. Modificéiol  pieejamas
apgrozijuma un pikispgjas noverte$anas metodes, i lespgams Jegut viegl
mterprelgjamus mdeksus. kun jaunu mazumurdzniectbas objekiu jzveide Jauy)
klasificgl tirdzniectbas teritorjas grupds péc to pievilcibas. Vienlaicigl §7s metodes
lau] 1dentficét trdzmecibas tentoras. kurds jauni mazumtirdzniecibas objekti dotu
vismazako pzpildus 1endkumu un Jidz ar to siradatu ar zemdku rentabilitati. legitos
rezullglus  var€s art praktiski izmaniot tirgotdju kooperdcyjas ,.Atbe™  12lakas
stralégijas 1zstradet.
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Territorial Analvsis of Retail Turnover

Summary

Methods for assessing different trade areas are compared in this work. Different
trade areas are assessed based on turnover and other retail indices. Methods
described are Sales activity index, Buying Power index, Index of retail saturation
and modification of these methods. Calculations were made on real date from
traders” cooperation “Aibe”. “Albe” has retail stores in all Latvian regions. that's
why 1t could be used to calculate indexes in all Latvian trade areas. As a result of
calculuting indexes for everv trade area these areas were grouped 1n three priority
groups. based on the indexes mentioned ubove. These grouping can be used. to make
business decisions on expanding in new trade areas or limiting further expansion in
areas with low potential.

Key words: retail. store locauon, turnever. terntonal analvsis. retall saturation.
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Kredita risku analizes un novértésanas
metodes banku menedZzmenta

Credit Risk Analysis and Evaluation
Methods in Banking Management

Ludmila Froiova
Latvizas Universitate
Ekenomikas un vadibas fakultidte
Aspazijas bulv. 3. Riga. LV-10350
E-pasis: frolovaiglanetly

Kristine Kitnere
AS .Hansabanka”
Balasia dambis la. Riga. LV-1048%
[-pasts: knstine kimere« hansabanka. v

Raksta. izmantoiot statistiskds metodes. tick pétfta Lanviias komercbanku darbibas dinamika laika
posmd no 2000. fidz 2003, gadam. Tiek noteikias attistibas tendences komercbanku sekiora.
galvenokan picvErioties krediu trgus izmainu  izpdtel. Pémjumi tick analizéas Lanvijas
kemercbanku kreditportfela sttuknurdlas parmaipas tadi aspekta ka kreditu erminl. aizpémaju
grupas un kreditétds tautsammrecibas nozares. Tiek noteikti kreditu apjomu ietekméjodie fakton un
analizétas tddas Larvija visvairik krednétds rautsaimniecibas nozares ki tirdznicciba un finansu
starpmieciipa un ad: visvairak 1zsmiegto kredima vendi ka mpotekane un komerckredin. Thek vetknt
analitiskic aprékini. nesakot Hansabankas grupas kredimska paképi. izvingjet redle kreditportfela
situaciju atkaribi no izsniegto kreditu terminstruktiras un krediportfela kvalitaies. Analiusko
aprékinu rezultata tick pieradita 1zvirzita potéze. ka Hunsabankas grupas kreditpolitika nodroding
minimalo kredna riska pakipl. Savukan nek noradita hipoteze. ka kreditiesiadel ar drvalstu
kapitalu raksturiga zemaka krediu nska pakape neka kredinestader tikai ar iekSzemes kapnalu,

Atslégvardi: sks, kredutriska pakape. stanstiskd analize, finansu radmag. krediriske
notcikianas metodes. kreditportfelis. korelacijas anallze. regresijas analize. analitiskic
aprekini.

levads

Sajd rakswid. izmantojot statistiskas metodes. tiek pélita Latvijus komercbanku
darbibus dinamika laike posmZ no 2000. 1idz 2005. gadam. Tick noteikias atiistibas
tendences komercbanku seklora. galvenokan pieversiolies krediu tirgus 1amainu wzpelel.
Petjuni ir analiz€tas Latvijas komercbanke kreditportfela strukiurdlas panmainas tada
aspektd ka kreditu temmini. aiznEmeéju grupas un kredit€lEs tautsaimniecibas nozares,
Ipasa wzmaniba pieversta kreditportfejs kvalitatei visa periodsa garumi.

Pec logaritmiskds korelacijas un logaritmiskas regresijas anahzes rezultatiem tiek
noteikta tadu faktoru ietekmes pakdpe vz kreditu apjoma izmaindm ki paflas cenas
pasaules tirgd. inflacijas limenis. videja bruto darba samaksa. uzneémumu komerciala
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rentabilitite un absolttd likviditate. Naftas cendm pasaules tirgt un inflacijas [imena
radniajam ir vidé)i cie$a sakartba ar hipotekaro kreditu. komerckredita, tirdzniecibas
nozares un finandu starpniecibas nozares krediésanas apjoma izmainam. pie tam
ciesikd sakariba noverojama. ja notiek hipotckiras kreditgéSanas portfela izmainas.
Logaritriska korelacija un logaritmiska regresija pierada izvirzito hipotezi. ka 2000.—
2005. gada hipotekaro kreditu apjomu, tirdzniecibas nozares kredite$anas apjomu un
finansu starppiecibas nozares kredit®8anu nosaka darba samaksas limems. visvairak
ietekméjot hipotekaro kredrtportfeli. Savukart divu faktoru loganumiskd regresija
norada, ka tadiem faktoriem ki uzn®fmumu komercidld rentabilnate un absolaia
likviditite 1r cieda letekme uz komerckrediiu. tirdzniecibas nozares kreditu un finansu
starpniecibas nozares kredit®sanas apjoma 1zmaindm, ple tam stiprako letekmi uz
Izmainam atstd) Latvijas uznémumu absolinas hkviditates radita)s.

lzvertgjot redlo  kreditportfela situfciju  atkar’bd no 1zsniegto  kreditu
terminstruktiiras un kraditportfela kvaludtes. tick noteikts Flansabankas grupas
darbibas vispargjais kreditrisks. Ar analitiskiem aprékiniem tiek pieradita 1zvirzta
hipotéze. ka Hansabankas grupas krediipolitika nodrodina mummalo kredita niska
pakapi. Savukart tiek oporaidita hipotéze. ka kreditiestader ar arvalstu kapualu
raksturiga zemaka kreditu riska pak3pe nekd kreditiestader tikar ar iekézemes
kapitilu. Nosldguma ir piedavan vairak: alternativie scendri) Hansabankas grupai,
iesakot atbilsiofako attistibas  straiegnu  operativaia un  stralegiskajz banku
menedzmentd. la minmmizEtu krediirisku atkanbi no nikotnes situicijas.

1. Latvijas kredrtu tirgus analize laika posma no 2000. iidz 2005. gadam

Saji laika periodd ievErojami mainijusies rezidentu finansu iestidém.
nefinaniu sabledribdm un majsaimniecibim izsniegto kreditu terminstruktiira lalos
un arvalstu valutd (sk. I.att). 2000 gada 33.3% zizdevumu tika izsniegti uz
terminu no | idz 5 gadiem. bet 2005, gada vidg)d termina aizdevumu Tpatsvars
bija 37.5%. kas dalgp skaidrojams ar jau eso$o kreditu atmaksu un ari jauno
darfjumu kopéid apjoma samazinasanos.
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Istermina kreditu apjoma Ipatsvars alliecibd prel kopgjo apjornu ir sarucis
2 reizes. T2 2000. gadd alzdevurm uz terminu Jidz 1 gadam sastadija 23.7%, bet
2005. gada - 12.7%.

Latvyas ekonomiskd 1zavgsme veicina palérétju labklajbas lunena celianos.
ledzivotdjiem rodas droSibas un stabilitites un sajuta, kas lau] eplanot
majsaimniecibas budzefu ilgiermind. Pedejo gadu laikd ilgtermina alzdevumu
apjoms pieaudzis 2 reizes. 2005, gada 49.7% no visiem izsniegtajiem kredittem ir
bijudi uz termigu, kas lielaks par 5 gadiem. Analizgjot augodos itgtermina kreditu
apjomus, biitiska at§kiriba ir tie§i perioda s&kumad. kad 2000. gadz to apjoms pieauga
par 7%. 2001. gada — par 8.6%. bet 2005. gadd — par 0,6 procentu punktiem pret
iepneksgjo gadu. K& redzams. 2004. gada un 2003. gadZ novérojams I1dzigs
Tpatsvara sadalijums. Divos p2déjos gados kops neatkaribas atgiiSanas ir sasniegti
labakie ekonomiskis attistibas raditdji. ko apstiprina ligtermina aizdevumu Ipatsvara
pieauguma tendence.

Analiz&iot 1zsmegto kreditu apjomu struktiiru. redzams, ka gandriz 90% krediw
uek 1zsmieghi Lawvijas rezidentiem (sk. 2. att). Nerezidentu kredng€Sanas apjoma
Ipatsvars 2000.-2005. gada svarsimas no 14.1% 2002, gadi lidz 10.6% 2003. gada.
Visos gados merezidentu kredit€3anas wvidejais raditdgis bija 12.4%. Absolita
1zteiksmé nerezidentu kredit€ana pieauga no 1467 ml). LVL 2000. gada Iidz
7363 mil). LVL 2003, gada. 1acu 20053. gada beigas nerezidentu kredit€Sanas
Tpatsvars 1t samazinajies, salidzinot ar jepriek$ejiem gadiem. Lielakars kreditu
nemejs no nerezidentiem ir privatie uzpémumi. kam izsniegti videjr 78% no visa
krediiu apjoma nerezidentiem. Pie 1am Sie klienti aiznemas lielus naudas hdzek]us —
vairdku miljonu apméra. lespgjams. ka p&d€jos gados tikudi atmaksati vairaki lielie
uznémumiem izsniegtie krediti, kas savukart izsniegto krediu apjomam rada 2.9%
samazindjumu. Bet. noslédzot dazus jaunus ligumus. iespejams palielindt nerezi-
dentiem izsniegto kreditu Ipatsvaru.
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2 arr. Nebankam 1zsniegtie kredim athkumt
Balance of issued loans for non-banking sector

Lielakais apjoms tika izsniegts privi1am nefinaniu sabiedribam. kas ieprieksgjo
gadu raditagjos bna klasificétas k& private uzpémumi. Sahdzinot ar apskatima
perioda sakumu. kreditu pleauguma lemps privatuzo€murniern Ir pieaudzis lénak
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neki kopgjais kredrtu apjoms, taiad Ipatsvars i samazindjies. Procentuila attieciba ir
49.6% no kopépa krediu apjoma penoda sakumi un 41.5% penoda beigas. kaut arl
kopurna tiesi privaliem uzpémumiern: tika 1zsniegts lieldkais kreditu apjoms.

2000-2005. gadd prnivatpersonu  kredit€Sanas apjomi picaugudl 2.4 reizes.
Straujais Tpatsvara picaugums alzsakis 2003, gadd. Skaidrojums meklgjams Latvijas
banku agresivaja kredil€sanas politika, kuras merkis ir pabielinal savu tirgus daju
hipotekaras krediteSanas sektord, kas nodrodina bankar stabilu pelpu gtermina. Ta
2000. gadd majsaimniecibu kredit@ianas Ipatsvars bija 14.6%. 2003, gadd — 24.8%.
bet 2005. gada sasmedza jau 34.9%. 3 gadu laikd picaugot no 138.6 mul). LVL lidz
24306 milj. LVL.

Mazjsaimniecibu kredil@3anas ipatsvara pieauguma de] bija vErojama finandu
mstiticiju kredit8ianas pieauguma samazindjuma tendence, aptverot visus finansu
uznémumus, kas leprick$ bna klasificet: ka CFS {citi finansu starprieki). fimansu
paligsabiedribas, apdro§inasanas sabiedribas un pensiju fondi. 2000. gada &is radita)s
bija 13.1%, bet 2003. gadid samazindjas lidz 9.9%. Savukart valsts nefinaniu
sabiedribu kreditgsanas ipatsvars ir samazindjies 3.2 reizes un 2003, gadz sastadija
1.5% no visu izsniegio kreditu apjoma.

Izsniegto kreditu struktlira apiikota)d periodd liecina. ka lielakals kreditu
apjoms tika lzsniegts kA hipotéku krediti, kopa 2000.-2005. gadd sasmedzot
29089 mulj. LVL (sk. 3. att.). Hipotekaris kredit®8anas Ipatsvars strauji pieauga,
sakot ar 2003. gadu. un kops 2004. gada ir galvenais kredit®sanas veids Latvija ar
lielako apjoru abseita izteiksmeé. Vidgjals pieauguma temps gada bija 1.9 reizes.
Lielakais pieaugums ir bijs 2001. gadd — 2.1 reizes pret iepriekSgje gadu. un
2005, gada — 2 reizes pret 1epriekdgjo gadu.
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Strucwre of issued loans depending on kind of loans
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2000. gadd hipotekarie krediti bija izsmegti par 112.3 milj. LVL, 2003, gadd ~
806 milj. LVL. bet 2005. gadd — 2908.8 milj LVL. kas sastida 42.4% no visa
kreditportfela pret 10.9% raditaju 2000. gada. Ta¢u hipotekdrds kredité3anas
ipatsvars palielindjas pédgios 2 gados. leprieks galvenais kredii@§anas veids bija
apgrozamo lidzekiu palielinasana. kur 2000.-2003. gada tika ieguldiis 3873.5 milj.
LVL. par 35.4 mii). LVL mazak neka hipotekarajos kreditos.

Lidz 2004. gadam komerckrediiem kreditportfell bija heldkais Tpatsvars.
2002. gadd sasniedzot lizliko atzimi — 42.4%. Tadu kops t2 laka kreditportfelf
aizdevumi apgrozamo Iidzekju apjoma pabelinasanal aizvien samazina savoe dalu.
Vidgjais pieauguma temps gadad palielindjas .4 reizes, kreditu apjomam straujak
pieaugol 2001, gada un 2003. gadd. bet pargos gados bija vérojama vienme&riga
pieauguma tendence.

2000-2005. gada indusiriahe krediti vka izsmiegti par 38236 mil). LVL.
Vidgjais pleauguma temps gada palielinajas 1.3 reizes. Biznesa krediu picauguma
tempi  katru gadu palielindjas, salidzinot ar ilepricksgéia gada raditdju. Bet
kreditporifela data katru gadu saruka. 5 gadu laika samazinoties par 10% un
sasmiedzot 17.9% no visu kreditu kop&as summas. Procentudli nemainigu portfefa
dalu aiznem aizdevumi patérina precu iegadei.

Pargjie kreditgSanas veidi Saja laika periodd ir 1.9 reizes samazindjusies. Ta
2000. gada lizings. faktorings un karsu kreditu apjoms bija par 25.7 milj. LVL
heldaks nekZ izsnmiegtie hipotekirie krediti. 2001, gada Sie krediti pieauga 1.1 reizi,
bet hipotekarie krediti — 2.1 reizi. Vismazakais kreditdsanas apjoms 423.1 milj. LVL
apméri bija overdraftam. maksajumu kartes kreditam bez nodrodindjuma garantijas.
Visa analizéta)a perioda overdrafia Ipatsvars kreditportfell bitiski nav mainJjies un
svarstas 2.1-3.9% robezas.
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4. atr. Rezidentiem 1zsniegto kredmu athkunm rautsaimnieciba
Balance of i1ssued loans for residents in economic sectors
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Analiz&iot tauisaimmiecibas nozaru kredngSanas apjomus 2000.- 2003, gada.
vErojama picauguma tendence katrd no 1am (sk. 4. att.). Saja laike posma liclakais
kreditu apyoms tika leguldits tirdznieciopd — 20925 mil;. LVL. Kop$ penoda szkuma
ws preaudzis 1.2 reizes. 2000.-2004. gada §7 nozare bija kreditéta visvairak. bet
2005, gada kreditu apjoms bpa 5228 milj. LVL. un to apslteidza finaniu
starpniecibas sferas kredif€sana ar 707.5 milj. LVL un operdciju ar nekustamo
ipadumu. nomas un citas komercdarbibas kreditgsana ar 902.7 milj. LVL. Sajas
tautsaimnlectbas nozarés bija strawmakals preaugums — attiectyl 1.8 un 1.9 reizes pret
perioda  sakumu. Nekustamo TIpaSumu  krediteSanas tempr katru gadu bua
visstrauakie, 2005, gada uzradot 2.2 reizu pieaugumu pret ieprieksejo gadu. Sis
tanisaimniccibas nozares kredilu apjorm: atseviski tika izdahii, sikot no 2002, gada.
un katru gadu nozares patsvars kreditportfell pieaug.

Finaniu starpniecibas kreditu lieldkais pieaugums bija verojams 2001, gada. kad
tas 3.5 reizes parsniedza 1epriek$&jd gada raditaju. 2005, gcadd bija verojams vél
viens strawd pieaugums 1.8 relzu apméra pret iepriek3&io gadu. Operacijas ar
nekustamo pasumu kop$ 2002. gada kreditu apjomi pieauga 7.3 reizes. tinanSu
starpniecibas nozare — 131 reizi.

leverojami naudas Nhdzekli ieguldiu apstrades ripniecibi, kur 20002003, gada
kreditu apjoms sasniedzis 1706.6 mil) LVL. videj: kawru gadu pieaugot 1.2 reizes.
Biivniectbas nozare kredim picauga videj 1.6 reizes. tomér 5is nozares kreditporife]a
Ipatsvars nav no helakajiem. kopéjais kreditu aptoms sasniedza 80%9.2 milj. LVL.

Vismazak kreditet tautsaimniecibas nozare bija pargjie komunailie. socidlie un
individuilie pakalpojumi, kur 2002.-2005. gadi 1eguldna 2382 milj. LVL, tacu
katru gadu nozares kredilgszna pieauga 1.7 reires. Savukart 5 gadu skaifjumi
mazgkalis kreditu apjoms izsniegls viesmicu un restorinu biznesam. kas kopa
sastadija 313.6 milj. LVL ar ikgadgjo pieaugumu 1.5 reizes. pie tam siraujikais
pieaugums bija 2001, gadd — 2.5 reizes. Erovizijas dziesmu konkurss 2003, gada
nav devis krasu picaugumu $zia tawsaimniectbas sektord, Sada situicija skaidrojama
ar faktu, ka Latvijal nav nepieciesamibas péc lieldm investiciiam 3aja@ nozard,
Tunsms valstl nav atiistlis, viesnjcu bizoesam ir izteikiu sezondls raksturs, Savukéart
restoranu sektord piedavajums parsniedz pieprasijumu un 1r asa konkurence. ka arl
pelnas maria ir zemaka. salidzinot ar citiem investéSanas objektiem. tadel finansu
leguldniumi saja sektord ir nelieli, kaut arl, apskaiot visu peniodu. kreditu apjoms
$a32 nozar€ pieauga 6 reizes. kas ir tredais helakais raditajs pac finandu starpniecibas
nozares ar 13.2 reizu kredilu apjoma palielinajumu un biuvoiectbu ar 9.4 reizu
kreditu apjoma palielindjumu.

Talakaja pélijuma gana tiks analiz@a makroekonormisko fakioru ietekme uz
kreditu portfela apméru. PEmjumi tek nowekti kopejie un specifiskie fakior. kas
varétu istekmét konkrétu kreditu veidu apjoma izmainas. pasi izp&tot picprasitakos
kredtiu veldus un visvairak krediteids tautsaimniectbas nozares - hipotekaros
kreditus, komerckrediius. tirdzniecTbas nozares un finandu starpniectbas nozares
krediteSanu. 2000..2005. gudd no kopga kreditu apjoma 31.4% bija izsniegu
komerckreditu veida un 31.5%  ka hipotekarie kredin. Tacu jaatzime. ka ar katru
gadu it samazindjies komerckreduu un palielindjies hipotekaro kreditu 1patsvars.
2005. gada atriecigi uzradot 28% un 42.5%. Bet 20.4% no kreditporifela veidoja
industrialie krediti. P8c savas biitibas komerckredita un industridla kredita atskiriba
ir kred1t#8anas termind un izmantodanas mérkl. Misuprat. ietekmejodie fakiort siem
kreditu veidiem saistiti ar uznémumu finansidlds darbibas raditajem. talad 3o abu
kreditu veidu faktoru ietekmi var attiecinat uz abiem kreditu veidiem.
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Analiz€jot tautsaimniecibas nozaru kredit€sanu 1zvEietaja perioda. visvairak bija
kreditéti tirdzniectbas uzngmumi — 18.8% no kop#a kreditu apjoma — urn finansu
starpnieciba — 16.8%. Apstrades riipmecibas kredit€sana sasniedza 15.3%. (Nemot
verd. ka magistra darbs ir tiedi saistTts ar komercbanku darbibas analizi, no 18laka
petijuma o kredit€to nozar izslédz.) Aktwili tautsaimniecibas nozare salstbd ar
nekustama Ipasuma operdcijam. ar nomu un cite komeredarbibu 2003, gada ir
sap@rmust vislielake krediiu apjomu — 9027 mily. LVL. 707.5 mil;. LVL finansu
starpniecibd un 322.8 mulj. LVL tirdznisciba. Tadu 8o nozar an 1zslédz no 1alaka
petfjuma, jo statistiskie dati par 3o nozari tiek apkopoti. tikar sakot ar 2002, gadu. un
nesmeds mfermaciju par visu analizglo periodu.

Par hipotekaro krediu ieickmgjodiern fakioriem tek noteikti: [KP uz wvienu
ledzivotaiu taktiskajas cends. nodarbinato skaitls. siraddjoso méneda vidgjd bruto
darba samaksa lalos, palénna cenu parmainu [lmenis procentos, majsaimniecibam
latos un Arvalstu valltas izsmiegto ilglermina krediu procentu likmes jaunajiem
darfjumiem un biivniecibas produkcijas apjoms latos. Sie makroekonomiskie fakiori
raksturo vispargio Latvijas tautsaimniecibas attistibu un var radit priekastatu par
iedzivotdju labkl&jibas limeni. NeapSaubdmi. jo lielaks biis IKP apjoms uz katru
iedzivotdju. jo lieldks iedzivotdju lendkumi ir gaiddmi. pie tam. — jo valsti bus
zemdks bezdarba Iimenis. jo vairgk iespéju biis Latvijas rezidentiem sanemt
kreditus. Jaatzist. ka &ie raditd) neiefekmé nerezidentiem izsniegte kreditu apjomu.
Bivniecibas apjoms tiek mingts k3 makroekonomisko radiju faktors 1ade]. ka
pastav cie§z sakariba starp biivimectbu un visiem kreditem. Biivniectba Latvid
galvenokar virzita dsivosamas platibas palielingsanal. ki iegddei tedi izsnledz
hipotekaros kreditus.

Turpmaka)a analizes gaitd tiek pielietoia statistiskds paketes programma SPSS
11.0. Sakotngj tek noteikti korelacijas koeficienti. par rezultativo pazimi nosakot
hipotekaro krediu apjomu, bet par faktonalo pazimi — ieprieks mingios faktorus.
1zdzlot nozimigakos mo tiem. kuru 1zmainas p&c statistiskiern aprékiniem izsaue
kreditu apjoma 1zmainas.

Jau sakowmeji tiek paredzets. ka dazi faktori bils statistiski maznozimigi. kas
savukart bits pretruna ar ekonomikas principiem. Darba gaitd. nenoliedzot 3o Taktoru
ekonomisko nozimibu. tie bis jawzslédz no turpmakds statisuskas analizes. Sakowd)a
informécita tiek logaritméla, lai ieglue rezuliati batu korekti interpretgjami. An
rurpmakaji petijuma gaitd bds izmanioti logaritmétie dati.

Korelacijas koeticienti norada, ka pastav ciesa sakariba starp hipotekaro kredimu
apiomu un IKP uz vienu iedzivo1dju faktiskajds cenas (r = 0.991). nodarbinato skaitu
(r — 0.983), straddjoso menasa videjo bruto darba samaksu latos (r = 0,994 ), patérina
cenu parmainu limeni procentos (r = 0.805) un bivniectbas produkeijas apjomu latos
{r = 0,960). Tas liecina. ka. pahelinoties katrai faktorialar pazimei. palielinas art
hipotekaro kreditu apjoms. Savukart starp rezultativo pazinu un tadiem faktonem ka
mijsaimniecibam latos un arvalstu valula izsniegto ilglermina krediw procentu
likmes jaunajiem darjumem {attiecigi v = -0.662 un r = -0.963) pasiav ciesa
negativy sakariba, kas nordda. ka, samazinoties $im procentu likmem. hipotekaro
kreditu apjoms pieaug.

Par fakionalam pazimem, kas, péc autoru domam. ietekme 1zsniegto
komerckreditu apjomu. nosaka inflacijas Iimeni procentos, produkcijas realizacijas
apjomu gada laik latos. mvesticlju apméru latos. naftas cenas pasaules tirgd. tadus
Latvijas  uzpmumu  darblbu  raksturojodus  raditdjus  kd  apgrozijumu.
komercrentabilitat:. aktivitdti un absoliito likviditati, ki ar7 nefinandu sabledribam
latos un arvalstu val@itas wsniegto igtermina kreditu procentu likmes jaunajiem
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darfjumiem. Pasaules Literatiird paftas cepas tiek mimngtas par galveno ietekmes
faktoru uz svarigikajiem makroekononuskajiem procesiem visds valsfls. tadg],
miisupral. ir nepieciefams 3aja darbd izp&it mmeta fakiora letekmu vz rezultativo
pazimi. Savukart uzn&numu finandu koeficiemu radnan objektivi atspogulo Latvijas
uznémumu darbibas efeltivititi,

Korelacijas koeficienti norada, ka pastav cieSa sakariba starp rezultafivo pazimi
un inflacijas limem procentos ( r = 0.790), produkcnas realizacijas apjomu gada laika
fatos (r = 0.983). investiciju apméru latos (r = 0.891). naftas cenam pasaules ureill
(r = 0.786). uzpémumu apgrozijumu {r = 0.977). komercrentabilitau {r = 0,802),
aktivitdn {r = 0.878) un vidéji ciesa sakariba — starp absoliito likviditan (r = 0,661}
(iesa negativa sakariba legiita starp nefinandu sabiedribam latos 1zsmiegto ilgtermma
kredin: procentu likmém jaunajiem darfjunuerm (r = -0.903). bet vaja pozadva korelicya
pastév arvalstu vaiiids jzsniegto Ugtermipa kreditu procentu likmém (r= 0.383).

Petjuma gaitd uek noteikti faklon. kas ietekm@ kredit€¥anas apjormus
tirdzniecTbas nozaré, kas noteikta par recultativo pazimi. Koreldcijas analize norada.
ka pastav cic$a sakanba starp rezuliativo pazimi un adam faktonalam pazimém ki
IKP uz vienu sedsivordju fakuskasds cenas (r = 0.980). stradajoso ménedz vidgjo
bruio darba samaksu latos (r = (.975). inflacyas limeni procentos (r = 0.773),
produkeijas realizicijas apjomu gada lalka latos (r = 0,983). naftas cenam pasaules
tirgd {r = 0.739). uzn@mumu apgrozijumu (1 = 0.982). komercrentabilitan
(r = 0.735). akuvitati {r = 0.803) un absolito hikvidnat (r = 0.733). Ciesa negaliva
sakariba ieglia starp nefinansu sabledribdm latos izsniegto dlgtermima krediiu
procentu likmem jaunajiem dasjumiem {r = -0911). no ka var secnal. ka,
samazinoties kreditu procentu likm&m. pieaug trdzniecibas nozares krediteSanas
apjomi. Savukart vaja sakariba pastav slarp rezultativo pazimi un arvalstu valaias
izsniegto ilgtermina kreditu procentu likmem (r = 0.490). vairumurdzniecioas
apgrozijumu faktiskajas cenas gada laika (r = 0.317) un negativa vaja sakartba starp
mazumiirdzniectbas apgrozijumu faktiskajas cenas gadza laika (r = -0.493).

Par faktorizlim pazimém. kas ietekmé finansu slarpniecibas kreditesanu. ir
1zvelen 1adi faktori, kas lelekm? arm urdzniecibas nozarl. iznemot IKI' uz vienu
ledzivotdju faktiskajas cends. Bel par §is tautsaimniecibas nozares specifiskapiem
faktoriem tiek noteikti investiciju apmérs latos un uzn@mumu saisribas prel
kreditoriem. Finansu starpnieciba vérsta gan uz juridisko personu kredit@sanu. ean
arT uz firisko personu kreditS3anu. Tadel. misuprat, nepieciesams izp2ilt procentu
likmnju ietekmi uz kredit@3anas apjomu. p&tot sakaribu starp latu procentu likmém un
arvalsiu vallw procentu likmgm kreditiem. kas izsmiegti fiziskdm personam un
uznémumier:. PEc koreldcijas analizes rezultitiem redzams. ka rezujtatival pazimei
ir ciesa sakuriba ar tadiem faktoriem ki stridajofo ménesa vid&id bruto darba
samaksa latos (r = 0.908). investicyju apmeérs latos (r = 0.827) uzpemumu
apgroziums (r = 0.9135), komercrentabilitate {r = 0.761), aktivitate (r = 0.813) un
uzpdmumu saistibas pret kreditoriem (1 = 0.829). Videjl ciess sukariba pasidyv siarp
rezuliativo pazimi un inflacyas imem (r = 0.630). naftas cenam pasaulg (r = 0.623)
un uznémumu absoliids likvidiates raditaju (r = 0.669). bet vaja sakariba starp
bezdarba limeni (r = 0.109) un arvalstu valltds izsnieglo 1lgtermina kreditu procentu
likmém (r = 0.247). Savukart cieSa negativa sukariba noverglama starp rezultativo
pazimi un fizisk@m personam izsniegio procentu likmem latos (r = -0.780). arvalsiu
valitas {r = -0.976% un uzn@mumu kreditu valit procentu likmem {r = -0.942).

Parbavdot muliikolineartates raditdjus pec fakionalam pazimeém un Ceuram
rezultativam pazimém. redzams. ka nevienu no aplikotajiem faktoriem nav
lesp&jams 1818k izmantot daudzfakioru regresijas analizé. Tadél wwrpmak tiek p&tita
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atsevisku faktoru jetekme uz rezultarivAm pazimém. No makroekonomiskajiem
raditajiem vienfakioru regresijai tiks izmantots tads faktors kd inflacias limenis. bet
no pasauies ekonomikas viedokla ~ naftas cenas starptautiskaja tirgi. Misuprat. ir
svarigl 1zp&tit tedi paftas cenu ietekmi. tade] ka pasaules ekonomika 5o faktoru min
ka vienu ne svarigikajiemn precu un pakalpojumu cenu veido3anas mehanisma.
legiitie vienfaktoru regresias vienadojurmi starp katru no éetriem krednu veidiem un
taktondlo pazimu laus salidzindl katra minétd taktora ietekmi uz rezuliativam
paziném,

Lidzig: tiks 1zp8tita iedzivotaju vidg)as darba samaksas ietekme uz hipotekaras
kredit€fanas apjomu. tirdzniecibas nozares un finaniu starpniecibas nozares kreditu
apjomu. Augsts darba samaksas radngps sekmé  kredit€3anas tirgus atiistibu,
galvenokart palielinot iedzivotiju maksitspélas celsanos, kas izsauc hipotekiro
kreditu pieaugumu, k& arl veicina apgrozjjuna pieaugwmu tirdzniecibas nozaré un
finandu un starpniccibas nozares attistibu.

Savukart. analiz€jot nefinaniu sabiedribam izsniegto komerckreditu apjomu un
tirdzniecibas. finanfu un starpniecibas nozares kredit&sanu, tiks izmantot divi
uznémejdarbibu rakswurojodi radudjl — uzpdmumu komerciala rentabilitite un
absolita likviditate. Rentabilitite 1r uzpémuma darbibas efektivitites raditajs.
Rentabilitati nosaka, uzn@muma neto pelnu dalot ar neto approzijumu. ar uznémuma
kopgjo vai pasu kapitdlu val ar akiivu kopsummu. Komerciald jeb realizicijas
rentabilitate rada. kddu pelpu var zaud&umus uzn@mums I 1egUVIS uz neto
apgrozijuma vientou. Ekonomuskd jeb aktivu remabiliifite rAda. kada pelna wvai
zaud&umi ir tegin, rékinot uz uzpfmuma ak@ivu vienibu. Finansiala jeb pasu
kapitzla rentabibitate rada. kadu pelnu vai zaud@umus uz eguldiia kapnala vientbu
1 leguvusdl uzpnémuma Tpasmieki.

Uznémuma finansialo stavekli var novenet 1stermina un ilgtermina perspektiva.
Pirmaja gadnjuma finansiala sidvokls novenésanas kritérijs ir uzn@muma likviduate
un maksatspgia. kas 1r uznemuma sp&a saviaicigi un pilnd apmérd norékinaties par
sgvam 1slermina saistibam. Kopgjas hkviditates radiia)s raksturo uzn@muma spéju
seut Islermina saistibas. Starpseguma likviditdtes raditdjs ir saistils ar uznémuma
saimnieciskaja darbiba 1esaisiito akivo kapitiiu. Sis radilajs. seviski ta absolilais un
relallvals pieaugums. liecing par wmeémuma finansiald stavokla nostiprinasanos.
Absolitas likviditates keeficients raksturo uzgémuma speju segl 1stenmina saistibas
loti 154 laika. Vislikvidikie apgrozame l1dzekiu posteni ir naudas [Tdzekli uzn€muma
kasé un norgkinu kontd banka, ko izsaka ar absolitas likviditates koeficientu, tagée]
par fakionalo pazinui tiek izvEl2ts nesi Sis likviditaies koeficients.

Veicot vienfakioru regresijas analizi, par faktoriZlo pazimi nosakot nafias cenas
pasaules tirgli. leglt cetri regresijas mode]i katrat rezultatival pazimei ar $adiem
deterrminacijas koeficienliem: (.676; 0,618 0.546: (1.388. leglne rezullali norada,
ka 2000.-2005. gada 61.6% no hipotekaro kreditu portieja apjoma 1zmainam var
izskaidrot ar logantmiskas regresijas model:. kur ietekmejoais fakiors ir nmafilas
cenas pasaules trpd. Savukart tas pats fakiors var izskaidrot 61.8% ne
komerckrednia portfela zmamnam. 54.6% no tirdzniecibas nozares kredit€sanas
apjoma 1zmamam un 3§,8% no finaniu starpoiecTbas nozares krediigsanas apjoma.

Regresyas vienadojum: 1r Sadi:

In (HIPOKR) =-1,676 — 2.939 In (NAFTASc)

in (KOMERCKR) = (.939 — 1.324 In I(NAFTAS¢)

in (TIRDZNKR) = 1.260 + 0,834 In {NAFTASc)

In (FINSTARP) = -0,180 — 1.695 In (NAFTASc)
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levErojot F testa p vértiby, var secinat. ka krediu portfelu apjomu var 1zskaidrot
ar logaritmiskas vienfaktoru regresijjas modeli. kurd par ieickmes faktoru noteiktas
nafias cenas, ar P monis = 1 — 0064 Py iomircts = 1 — 0,064 P siomir = 1 — 0.093;
P sinsiarn = 1 = (. 186, kas lau) secinil. ka leglto logantmiske vienadojurmu ticamibas
limenis ir augsts. Bet iegiltapem koeficientiem ticamibas pakape ir zemaka par 0,03,
lidz ar to nevar secinél. ka 1egutie koeficienti ir ar augstu statistiskas nozimibas
pakapl.

Korelacijas un regresijas analizes rezultdtd var secinat, ka 2000-2005. gada
naftas cendm pasaules tirgd ir vid&j1 cieSa sakariba ar aplikoto kreditu portfe]u
apjoma izmainam. pie tam ciefaka sakarTba novérojama pie hipotekaras kredit€sanas
portfefa.

Regresijas analizes ndkamaji soll par faktorialo pazimi nosaka 1nflacias limeni.
Péc determinacijas koeficientu raditdja var noteikt. ka 2000.-2005. zada 64.7% no
hipotekaro kreditu portfela apjoma 1zmainim, 62.3% no komerckredita portfela
1zmaipdm, 60.1% no tirdzniecTbas nozares kredit€3anas apjoma tzmarpam un 42.3%
ne finandu starpniectbas nozares kredit@fanas apioma var 1zskaidrot ar logantmiskas
regresijas modell. kur ietekmejosais faktors ir inflacijas raditd)s.

Regresijas vienddojumi ir 3ad::

ln (HIPOKR) = 1,782 - 1.851 In {INFL)

In (KOMERCKR) = 2,506 ~ 0.817 In (INFL)

ln {TIRDZNKR) = 2.233% — 0.53% In (INFL)

In (FINSTARP} — 1.8035 + 1.087 In (INFL)

Visiemn Cetriem Joganimiskiem regresijas vienadojumiem. kur par faktorialo pazimi
jzmanto inflacijas radniajl. r augsts ticamibas [omenis. ko var secindt péc F testa
pVertibas. Xur P wpoe = 1 — G054 Py tommerce = 1 = G062, P iits = 1 — G070,
P sinsicay = 1 = 0162,

Lidzigi k& iepnek$ analizétajai faktonalajar pazimei, So regresijas modeju
koeficienti ir statistiski nozimigi ar varbifibu. kas zemika par 0.95. Péc korelacijas
un regresijas analizes koeticienuem var secipat. ka 2000.-2005. gada inflacijas
limenim ir vidéji ciesa sakariba ar apliikoto kreditu portfelu apjoma izmaipam. pie
tam cleddka sakariba novErojama ar hipotek@ras kredit8sanas portfeil,

Turpinot sakaribu pefisanu, nakamaja posma par fakioridlo pazimi nosaka
vidgjo bruto darba samaksu. legiitie determindcijas koeficienti nordda. ka 97.8% no
hiporekdro kredimu portfels apjoma 1zmaindm wvar izskawirol ar logaritmiskas
regresijas modeli, kur istekméjogais faktors ir vidé)a bruto darba samaksa. Ar 3o
fakioru wvar izskaidrot arT 93.1% no tirdzniecibas nozares kredii@$anas apjona
izmnainam  un 82.4% no finansu siarpniecibas norzares kredu@$anas apjoma
izmainam, pie tam iegitie koeficient! Ir staustiski nozlmigi. ar varbtibu 0.95.

Regresijas vienadojumi ir 5adi:

In (HIPOKR} =-11.720 ~ 6.383 In (SAM)

In (TIRDZNKR) = -1.788 — 1 §9¥ In (SAM)

ln (FINSTARP}=-7.260 +4.260 In (SAM)

legiitajiem regresijas vienddojumiem ir foti augsts ticamibas limenis. par ko
liecina F testa p vérribas. kas attiecigl i1 Sig F e = 0.000: Sig F oy — 0.001:
Sig F ppgary = 0042,

Kopuma korelaciias un regresias analize pierada izvirzlro hipotézi. ka 2000.—
2005, gadd hipotekaro kreditu apjomu. tirdzniecTbas nozares kreditgSanas apjomu un
finandu starpniecibas nozares kredit@3anu posaka darba samaksas imenis. visvairik
ietekm&jot hipotekare kreditportfeli.
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Analiz€lot uzmémurnu kredugdanu ar dive faktoru logarnitmisko regresijas
modeli. par faktorialam pazimém nosaka Latvijas uznémumu komercialas
rentabilitates un absolttas likvidiidtes raditdjus. Péc legiitajiem determinicijas
koeficientiern var secinat, ka 2000.-2005. gada 98.8% no komerckrediiu apjoma
1zmaindm var 1zskaidrot ar logaritmiskas regresijas modell. kur par elekméjodiem
faktoniem noteikta umémurmu kormnercidla rentabilitate un absolia likviditate. ki arl
98.4% no urdzniecibas nozares kreditu portfela izmaindm un 93.9% no finansu
starpniecibas nozares kreditéianas apjoma izmaigam.

Regresijas vienadojumni ir $adr:

In (KOMERCKR) =4.821 — 1,355 In (RENT) — 3.834 In (LIKV)

in (TIRDZNKR)=4.284 - 0.930 In (RENT) = 3.323 In (LIKV)

In (FINSTARP) = 6.092 - 2.384 In (RENT) — 7.298 In (LIKV)

legiitie divu faktoru logaritmiskas regresijas koeficient:. kur par rezultanivaiam
pazimérn noteikll komerckreditu apjoms un trdzniecibas nozares kredilcanas
apjoms. 1r statistiski nozimigl, ar varbiitibu 0.95. To apliecina arl F testa p vértibas,
1egUstot. Ki P komerctr = 1 = 00120 P vranie = 4 — 00160 P tipstars = 4 — 0061,
no ki var secindt. ka regresijas vienadojumiem ir augsts licamibas imems.

Kopuma. balstoties uz logaritmiskas korelacijas un divu fakioru Jogantrmskés
regresijas analizes rezultatiem. var secinat, ka visu iriju kreditu portfelu apjoma izmainas
nosaka uzmEmumu komercidli rentabilitite un absolid likviditite, pie am stiprako
ietekmi uz izmainam nosaka Latvijas uznémumu absoliitas likviditates raditijs.

2. Kreditu risku noteik$ana

Analiz&jot kreditu riskus. tie janovErie. nemot vera divus aspekius — paredzgtos
kreditu operaciju zaudgjumus fexpected loss. EL) un neparedzetos zaudeumus
(unexpected loss, /L), Paredzélos zaud€jumus var atraslt péc aiznémeju, fizisko un
juridisko personu defolta varbitibas, ka ari pec kreditu nodreSinajuma lieluma.

Paredzéto zaudgjumu apmeérs tied veidi ietekmé pelnu. kay iegiita no kreditu
produktiem. jo nepiecie$ams uz rezerves fondu ar augstu likvidilates pakapi veikt
apdrosinasanas prémiju maksijumus no katra kredTta. Ple tam $im summam ir j3biit
lieladkam par EL. Neparedz&io zaudgjumu apmérs arl netiedi ietekmé@ kreditportfela
pelnu. jo nosaka drodibas Iimem pasam kreditportfelim un bankas darbibai kopuma.
Pafa drofibas limeri nosaka attieciba starp kapitdlu, kas paklauts niskam (pada
ekonomiskas kapiials) un ar noteiktu varbiitibu 1espéjamiem zaud&jumem.

Pec Baceles komitejas prasibam banku darbiba 11 jdievied aiznémgiu un
produktu kreditreinngu noveértéianas melodika. par svarigakajiem raditajiem nosakot
gada vidéjo defolta varbifibu (probabilinv of defauit, PD), videji sagaidimo krednu
apjoma zaudéto dalu defolta gadfjuma (loss given default. LGD: lost in the evenr of
default, LIED), kredita terminu rmarurify, M) riskam paklaute kreditu apjomu
{exposure at default, £4D).

Bankas 1zstradd un realizé daudzveirdigus iidzeklus riska aizsardzibal vai (3
ierckmes mazind3anal, Ple tidiem var pieskaitit potencidlo khienmu finansu
stabilitites analizi. pieuekamu i1zsniegfe kreditu garantije val nodrodindjuma
sanemsanu. kreditu apdrodmasanu. sabalansétu kreditporifela izveidi. rezerves fondu
1zveidl.

Alzpemaju skaits banki sasmiedz tikstoSiem cilveku, Tadeé] efektiva kreditu
risku  parvaldes politika. kuras galvenals uzdevums 1ir samazindl iespgjamo
zaudg@umu iestasanos varbulibu. ir vitali svarngs nstruments panku menedzmenta.
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Kreditriske noteik3anas pamatelements ir krediireitingu noteikana produkiu
sektoros un ekonomikas nozar@s p@c wviepotiem standartiem visdm aiznéméju
grupam. Kredhreitings 1Ir aiznéméEja kreditspEjas un  vipa saistibu  drodibas
noteikSana. kas var bilt 1zteikta ar burtu kombiniciiu atkarb no riska limena vai ari
ar aprékinam indeksu, Bez vienotiem kntérijiem kreditreiinga noteik$anal riska
limenu saltdzind3ana lielam aizngmju skailam biutu 1padi apgritinata, jo vienlaicigi
katrai grupai piemit savi riska faktorn.

Turpmako bankas darbibu kredniu risku parvaldi$anas procesd ietckmé bankas
pienemtals IEmums par 1ek38)d kredilreitinga noteikanas sistemas izveidi. Tacu
kreditrettingu sistémas arhitektiru un darbibas aprekstu ir 1eteicams pielietot. arl
reftingus  pieSkirol. 1padi sarezgiios procesos. Subjekiivais vertgjums un reingu
izmantoianas dazadiba var papildus negativi ietekmét aizpémé&u noverleésanas
procesu. Tomer pardomats kontroles plans un iek3&as parbaudes proceduras lauj
lzvairies no mundo aspektu letekmes. Banku mened?menta nav izstradala tada
kreditreitingu sistéma. kas butu optimala visam bankam. Bankas specializgias darbam
ar afikingu urgus segmentu klientu parstavjiem. katram piemtt savs risks. Papildus
biznesa vides atdkiribam banku portfela struktiras atdkiribas, padi kreditu Tpatsvars.
specigak ietekmé kreditreitingu poteikSanas skalu. Bankas ar biitisku korporativo
segmenty, salidzinot ar cudm bankan. 1espéjams. saskata vairak priek&rocibu no tadas
reitingu sislémas. kas fikse sikas atSkiribas starp relafivi zema riska kreditiem.

PaSlaik ekonomikas teorja vEl nav izstradata visparalzita un vienlaicigi pilniga
risku klasifikaciju. Tas ir skaidrojams ar fakru, ka redli pastdv liels skaits daZzadu
riska veidu. pie tam viens un (as pats riska veids var tikt apziméts ar dazadiem
lerminiem. tapal reizém ir griitl nodalit dazddus riskus. piemaram. portfela un tirgus
risku tsk. 1. tab.).

1. wabula

Finangu institiciju darbibu apdraundosie riski
Threatening risks of financial institufions activity

¢ Akfvu vEribas negativo izinaiqu varbltiba
procentu likmju  svarstbu. valitu  Kurse.
akciju un obligaciy, predu cenu 1zmainu d3|

e Tirpus rishs
(ieskaitot procentu nsku un valutu risku)

¢ Vvarbligjas akthu  wvértibas  negativas
o Kreditu risks 1zmainas koniragentu saistibu piendcigas
tieskanot aiznémégja defoha risku) neizpildes dEL . sk. pamatsurmmmas un
procentu neatmaksasanas d¢l

e Varbigra zaudejumu raiands. nespejot att
lepirkt var pardot aktivus  neplcciciamarni

s Likviditates risks apjoma tirgus konjuktiras pashktinisands dg]

*  Varbltejs skaidras nandas var ¢iru augst
likvidu akfivu triikums saistibu izpildel

*  (peraciondiais risks

{ieskaitot  iespElamos  zaud&umas,  kas
rodas. ja ir kjodas pielietoiamala modeli vai
risky novertesanas un parvaides metodikd)

e Varbiitdii neparedzgtie zauddum ehmsko
operaciju kludu. persenidla ricibas. avarijas
situdciju vail aparatfiras bojajumu dé|

s Notikuma risks o Varb@&ji neparcdzéie zaud@jumi  force
(biezak sastopamie ir juridiskals risks un maiewr gadljuma likumdos$anas 1zmainy un
nodokju risks) valsts lestazu darbibas dg]
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Kredtiu risku uzskata par maksimale zaud&jumu. kas ar konkrétu varbafibu var
rasties noteikid laika posmai kreditu portfela vértibas samazindjuma dél. ja aizngmeji
savlaicTgi nav izpildljusi savas satsttbas. Parasti krediu risku noteik$anai izmanto
1-3 gadu ilgu periodu. Tradiciondlas kreditu risku poveért3anas metodes ir
izstradatas 1lgu gadu garuma un balstitas uz kreditu klasifikaciju péc to kvalitites —
aiznémeéia spéjas atdot Sos kreditus. Formall aizné@me)a sp&ju atdot kreditu sauc par
kreditreitingu. Tas 1r atkarigs no agrak sanemto kreditu atdosanas statistikas.
alzpngme&ja finanu stabilitdtes un saistibdm pret citiem kreditoriem. noedoklu
dienestiern. Katrai bankar r 1zstradata sava metodika. péc kuras nosaka aiznéméju
kredrtreitingu.

Banku menedzmenta visbiezak piehetotas tadas finandu risku vadidanas
suatégijas ka:

»  Riska novérsana — virzita uz atteik3anos no risku izraisesZ nonkuma

realiz&3anas. Investoram 37 strat2gija nozimé attetk3anos no pelnas.

o Riska nomrésana — risks pilniba tiek nodots investoram. paredzot

iespéjamo zaudéjumu segdanu ar pasu finansu lTdzekjiem.

*  Riska nodosana — 3ajd gadjjumi mvestors nodod trefajai personal atbildibu

par risku, pleméram. apdrosinaianas kompanijai.

e Riska pakapes pazemind@sana - virZita uz iespgjamo zaudciumu varbitibas

un apmeéra samazinasanu ar sekojosu paneémienu palidzibu:

- diversifikacija — samazina kopé€jos risku raditos zaudejumus. sadalot
lidzeklus pa dazadiem savstarpeji nesaistitiern akiiviem;

- hminésana - paredz npotedkw  Jimitw  noteikSanu  krediiportfela
raditdjiem. pieméram, lerminiem. aizneme|u skailam un ar 1o izraisitai
riska pakipei. krediu apjomiem, padapdrosinasanai uz rezervju naudas
fondu veidosanas réking;

- updrojindsana - pladak izplafitals pan€miens risku samazinalanai.
investoram atsakoties no pelpas dalas; lar zvasritos no riska, tiek
panakita riska pakdpes samazinasana lidz nullei;
aizsargasana - specialu administrative pasikumu un ierobezojumu
leviesapa. pieméram, noteikii depozitu minimalie un maksimalie
apjomi. par kuriem aprékina procentus.

3. Efektivas kreditu risku parvaldes sistémas izveide Hansabankas
grupa

Kreditu riska parvalder w jabl nepartrauktai darbibai, ko i1k dienas wveic
jebkuras komerchankas atbildigie darbinieki. Lai pilnigak izpetitu kredita riska
ietekmi un noteiktu, cik riskanta ir uzZnémuma realizéta kreditpelitika, tiek analizéta
konkrétas kreditiestades darbiba. Par atlases kritériju Seit uek 1zmantots finan3u
institicijas 1zsntegto kredTtu apjoms. kas kreditiestadei var radit belaku risku. Talak
tick noteikta Hansabankas grupas darbibai raksiuriga kredita riska pakipe.
Petijumam tiek izvirzita hipotéze. ka Hansabankas grupas Areditpolitika nodro§ina
minimalo kredita viska pakapi.

Hansabankas grupas uzpémums darbojas visds trijds Balijas valsils un arl
Krievid, Lidz ar to pEnjuma secindjumi attiecindmi uz uzn@muma darbibu visos
regionos. ldatzimé. ka Hansabankas grupa letilpst mates kompanijas Swedbank
struktird. kas savukart nozimé&. ka llansabankas grupai ir iespgja pieklit naudas
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lidzekliern par zemaku pasizmaksu neka Latvijas bankam, kuram ir tikai iek&zemes
kapitals. Lai rastu atbildi uz 3o jautdjumu, i sniegts riska limena salidzindjums
Hansabankas grupai ar Parex grupas riska raditgjiem. Parex grupas 1zvell nosaka
fakts, ka 13 ir tredd lielakd kreditu izsniedz®a insnticija ieksdzemes tirgh un iidere
kreditiestadem ar Latvijas kapitalu. S Jautdjurna atrisindsanal tiek lzvirta hiporéze.
ka kreditiestadei ar arvalsne kapitalu raksturiga zemaka kreditu riska pakdpe neka
freditiestadei, kurai ir tikai iekizemes kapitals.

Turpmakajd pétfjuma gaitd tiek noteikts Hansabankas grupas kopéjais kreditu
risks un kredimu risks. kas izriet no konkréiu aznéméju grupu kredit@lanas.
H maksimalai vertibai jabilit mazaka: par 10. pret§)a gadjuma banka bankrols.
Komercbankas kop&jo kredita risku. kas izriet no realizétas kreditpohitikas, aprékina
adi:

(RW _R:+'_'R?J:l 'E ‘
%

kur: H — kopéja kredita riska pakape;
R, — iek$djie viski péc atseviskam banku operdcijam, ti., komerchankas vidéjie
svertie aktvi. ieverojor to riska pakapi (j =1, 2, ... n):
E - korigejosais koeficients, kura tiek ievéroti komercbankas aréjie riski:
H - paiu kapitals.

H =

Tiek piepemts. ka neatmaksdsanas nsks kredltiem p&c termina garuma 1r
attiecigl 40%. 25% un 0.5%. leverigjol padreizgjo siludciju urgh, argjo faktoru
wtekine uz kreditporifela stabilndu ir negativa. Augsts inflacyjas lmenis. aplokspu
sistéma uzpémumoes. prognozétd ekonomikas parkarduna un 1esp&amais cenu
kntums nekustama Tpaduma tirgd saasina niska situaciju par 40%.

Bankas nisku no viena alzneéméja kreditésanas aprekina sekojodn

H =y B *};j*“ﬂ") E.

kur: H, — i-1q aiznéméia kreditésanas riska pakape:
vi— korig@iosais koeficlents. kurd tiek ieverota i-1d aizpn@méeja kredispéja:
K, — {-td aizpéméeja sapemid kredita daudzums.

=, absolutas verfibas atspogulo aiznémeju finansidlo stavokli. kur

» 1. aiznémeéju grupal ar nevainojamu finandu stavokli .= 1-2,
+ 2. aizndmeju grupal ar apmierinodu finandu stavokl: v, = 2-3.
» 3. alzpnémeéju grupal ar neapmiennosu finansu siavokli y, = 3—4.

Kopuma Hansabankas grupas un Parex grupas realizgtds kreditpolitikas analize
liecina, ka abus finandu grupas veido savu darbibu ta, lai kreditu riski bl minimali,
tadgjad) nodrodinot uznémumu stabilitan (sk. 2. tab.). Salidzinot abu finansu grupu
realizelo krednpolitiku. var secinit. ka Parex grupal raksturigs aptuven 4 reizes
masaks ar kreditrisku saistits risks neka Hansabankas grupai. Parex grupai izniegto
kredtitu attieciba pret pasu kapitalu ir 5.5. bet Hansabankas grupar — 8.5. Tatad Parex
grupa izsmedza mazaku kreditu apjomu attieciba pret pasu kapitdlu. Parex grupas
kreditpolitika ir piesardzigaka. Ta versta vz kreditportfela struktiiras diversifikaciju
sektoru skatljumd. Salidzinot kreditu terminu struktiru. Parex grupa galvenokart
kredite Tstermina alzdevumus, kam plemit mazdka riska pakape neka ilgtermina
aizdevumiem. Maijsaimniecibu kreditu apjoms mazak riskants ir Hansabankas
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grupai. savukart Parex grupai nakotné blitu rupigl jaizveErte méajsaimniecibu kreditu
apjoma pieaugums, ja ar 5o krednu veidu saistitd riska pakdpe pieaugtu.

2. tabula
Kreditportfela risks
Credit portfolio risk
- Risks
Kreditportfefa struktira
Hansabankas grupa Parex grupa
* péc izsniegto kreditu ermina 2.8 0.7
o péc krediportfefa ivaliiaies : 4.8 -
s pec krediv atlikumiem
iatsaimalecthas nozarés 4.1 0.9
s péc atsevisfiem kreditésanas sektoriem.
— tirdznicciha 6,1 -
— midjsaimniecTham 3.3 6.6

Nobeigurnd tiek model@ii vairaki iesp&jamie Hansabankas grupas darbibas
atiistibas scenariji. katra no tiem lesakot atbilstodas darbibas stratégijas (sk. 5. att.).
Scendryu izsirdde  tiek  sapatavon lefeikumi  vid€)d termina un  operaiva
menedzmenta straiBgiskajal planosanai. Talak smegti priekslikumi kreditpolitikas
izveidel un bankas augsiakd menedzmenta sist®mas pilnveido$anal. par
pamzluzdevumu nosakot kreditriska efektivu un nepartrauktu parvaldi.

Realistisks redzéjums balstas uz 3odienas datu ekstrapolaciju, neparedzot
situdciias uzlabosanos val pashiktindsanos gan ar€jo. gan ick3gjo fakloru jelekme.
Kreditrisku  minimizeéSanar  par  galveno  strai@gyu  nosaka niska  pakapes
pazeminddanas strate@nu, kas virzita uz iespejamo zaudejumu varbiiibas un apmera
samazinasanu ar dazada instrumentarija palidzibu. Saji gadijumd bitu lietderig
pielietot tadus panemienus ki diversifikicya. limitéSana, pasapdro$indsana.
apdrodiniifana un aizsargaana. Ar diversifikadcijas palidzibu respejams samazinat
zaudéjumu varbitibu un git lieldkus lenémumus. nodrosinet kapiidala sadalisanu pa
dazadiem akiviem. Kreditpoliitkd noteiktie himiti ierobezo kreditu veidu apjomu.
terminus. maksimzlos apjomus katral nozarei. Pasapdrodini$ana ir riska saglabasana
uz rezervju naudas fonda veido3anas r&kina. kas citddi vargtu tikt nosegts ar
apdrodmaianu. ja apdroSindsanas Iigums neeksisté un nav  vieno$anids ar
apdro§initaju. Bet apdrodinZiana ir aizsardziba vai nodros$indijums pret zaud&jumiem
uz salstibu pamata. ko paredz specidl; izveidots naudas lidzeklu fonds. kas
izmaniojams. lai segiu zaudejumus, kas var rasties, stajouies speka nelabveligiem
faktoriem.

Riska pakipes pazemmaianas stratégijas merkis ir nodroinat sabalansgtu
Hansabankas grupas kreditportfela siruktoru. Strat€gijas kongeSanu var veikt vidéja
termina planosand, levie$ot 1zmamas iepriek$ noteiktajos hmites sakara ar bankas
finandu poziciju izmamam latka gaita. Par paligstratégiju buw lieiderigi noteikt riska
nododanu, kuras bitiba ir apdrosinaties pret risku. Vidéja termina planesana bankas
valdei vajadzem pieversties uznémuma konkurétspéjas paaugstinasanal. Nemot vera
situdcijas saasinasanos kreditu tirgli. Hansabankas grupai biinu 1eteicams pilnveidot
savu pakalpojumu klistu up spgju piesatstit un noturgt klientus. Par mazsvarigu
stratgiju $3)2 scendnja var posaukt pagdtnes datu ekstrapolaciiu. uz lkuras
rezultaniem bus balstita Hansabankas grupas nakotnes raditaju prognozesana.
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3. an. Riska vadianas alternativas swraiddijas
Risk manugement alternative strategmes

Pesimistisks redzejums paredz nakotné siuicijas saasini$anos un riska
pleaugumu. apdraudot Hansabankas grupas stabilitil. Nakoiné tiek paredzéta
stiufcijas saasinadanas. ko varétu izraisit arejo fakioru iedarbiba, piemeram. augis
wflacijas raditijs un enu ekonomika. kadas aizneméju grupas vai lielako atzpgmeéju
finansidlis sitzdcijas pasliktindéands. krizes situdciza kreditdtaji sekiord. Sada
gadljuma par galveno stratégiju ir janosaka riska noveérdana. La mazinatu nisku
Hansabankas grupas tetvaros. krediti, kas izraisa augstu risku. ir clifel j3analiz€ un
nepleciedamivas gadijumi no tem jaatsakis.

Péc pesimistiskd redzéjiima Hansabankas grupas stratgé@iskais menedzments
kopuma japieméro izdzivodanas stratégijal. kas paredz v&lama rezultdta iegusanu,
veidojot ievBrojamus ieguldljumus. Sadi pasdkumi drizak Istenciami operativaji
menedzmentd. lai sp8tu Atri reagét uz tirgus situacias izmaimam. ieguldot fidzekjus
riska minumz@anas procesos. Padreiz@lam Latviras kredit@Sanas tirgus Iiderim
nevajadzelw noteikt So stral@giu par galveno ilglermund. Pesimistskais atiistibas
variants paredz maksimali atri reag€t uz 1zveidojusos tirgus situdciju. nosakot
labdkos verdus niska ietekmes noveérianal.

Ka paligstraizgija uek noteikia niska pakdpes pazemind$anas strategija.
sumnazinol  zaud@jumu apjomu un o 1estdtands varbifibu. Paaugstinara riska
upstzklos nepiecie$ams nodrodind: Hansabankas grupas resursu optimalo sadalfjumu
un iek$§gjo neplinibu noveérianc., par mazsvangu stratégiju nosako! audita veiksanu
grupas uzpemumos.

Savukan opfimistiskd red-efuma pamata ir doma. ka naketné Hansabankas
grupas risku pakape samazinasies. Optinistskals atistibas redzéjums Hansabankas
grupas straiddiskaji planosand par galveno pienem riska nodosanas swratggiju,
apdrosinoties pret risku. $aja scendrija tick prognoz=ts, ka riska pakape ir minimala.
iapéc veicamie pasakumi ir drizak ar kongégjosu efekiu. nevis asas nepleciesamibas
izsauktl. Paligstratgija paredz zaudgjumu seglanu ar uzp@mume padu tinansu
lidzekliem - t. s. riska notur@sanu. Savukin mazsvarigd stratggija versta uz kapildla
diversifikaciju ilgterminZ. ko vargm attiecinit uz kreditportfela svangakajiem
riditdjiem - kredniport{e]a kvalitdn un kreditu limitiem tautsaimniectbas nozarés,
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Nobeigums

Atbilstodi 3$aja pétijjuma iegutajiem rezuldtiem, nobeigumi gribtos izvirzit

sekojosus priek$likumus:

Latvijas Bankai un Finaniu un kapitala tirgus komisijai

l.  Ar monetiras polititkas instrumentariju palidzibu  nodroSinat naudas
pleprasjjuma stabilitdti un veicindt tirgus operdacyu efeklivitat, novérsot
parmérigas starpbanku procentu likmju svarstibas.

2. Nodro$mat nepartrauktu un stingru uzraudzibu par Latvijas komercbanku

darbibu. kontrolgjol finanu institiiciju darbibu apdraudoso risku pakapi.

Lawiias komerchankam

3. Bankas kreditportfelim janodrodina augsta diversifikacyas pakape. kas

paredz minjmalu kredita risku. ST mérka realiz88anai kreditportfelis
tdapskata no tadiem aspektiem ka kreditu veidi. kreditu 1erminstruktiira,
kreditportfela kvalitate. kredtiu limiti katrai taulsaimniecibas nozarel,
maksimah pielavjamie kreditu apjomi heldkajam nozares aizdevumam un
ar banku saistitam personar.

4. MNoleikt optunilo strategiu krednu nsku vadifanas procesd. Atbilstodl

aréjas siluacijas lzmainam savlaicigl korigét siral€isko un operative risku
vadibas mencdzmentu.

Hansabarnkas prupai

5. Hansabankas grupa nedrikst izsniegt kreditus tirdzniecibas sektoram vairik
par 103799 milj. eiro un fipansu starpniectbas sektoram - vairdk par
4636.5 mil). eiro. Parsniedzot Sos limitus. 1zveidojusies bistama situacija
var 1zraisit Hansabankas grupas bankrotu.
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Credit Risk Analvsis and Evaluation Methods in Banking Management

Summaty

In this paper using statistical methods. the dvnamics of Latvian commercial
banks® action during the period of 2000-2003 is analvzed. There are stipulaled
tendencies of development in the commercial bank sector of the selected period.
mainly studying the changes in the loans market. To achieve the gozl of paper. it is
analyzed structural changes of loans portfolio of Latvian commercial banks from the
perspective of loans terms. groups of debtors and industries of credited national
economy. Further on. there are determined the factors that influence the volume of
loans and analyzed such most credited industries of national economy in Latvia as
trading industry and financial mediation, as well as such most demanded kinds of
loans as morigage loans and commercial loans. There are performed analvtical
calculations, defiming the degree of a ioan risk of Hansabanka group. assessing the
loan portfolio real siwuanon. depending con the structure of terms of granted loans and
the quality of a loans portfolio. As a result of the analvtical calculations. it has been
proved the hypothesis. saving that the loan policy of Hansabanka group secures the
mmmnum level of a loan rsk. But at the same time master’'s thesis disprove the
hypothesis that savs that it 1s tvpical of loan nstitutions with foreign capital. rather
than of domestic capital investments. to have a lower level of a loan risk.

Kev werds: risk. credil risk degree. statistical analvsis. finance indexes. credit risk
evaluation methods. credit portfolio. comrelztion analvsis, regression analvsis.
analvtical calculations.
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The [nternet-based service provision expands all over Europe and e-revoiunion does not
bypass Lithuanian companies as well. This paper attempts to unfold whether it is expedient or
not for Lithuanian companies to provide such services on an extensive range.

The objective of this paper s 1o analvze e-services and perspectives of a panticular electronic
service - namely. “Bite-Online”. Theorencal and practical underninning perunent to this 1ssue
has been resolved by analvzing electronic service provision in general as well as internet
research services in particular. An opmmon of potenual clients and a forecast on further
popularity contribute 10 putting rnore werght on {indings achieved in this paper.

The research findings undoubtedly disclose the potennal for further expansion of “Bite-
Online™ service due 10 the ever-increasing number of internet users as well as due w© their
willingness 10 benefit from such types of services. On the other hand. moebiic operators are
undemably apt to create more value for their customers and reduce customer service costs.

Key words: Bite-Online. e-commerce. internet-based (online) service. mobile operator.
internet user, Lithuania.

Introduction

In an expanding global economy where both the knowledge how to excel
competitively and the knowledge about who excels are more readily available. the
interniet has provided a platform for the companies 10 desiyn. develop and deliver
services that can be perceived by customers as superior. These recent technological
deveiopments have led to the shifts in the composition of service provision causing
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considerable decline in energy and labour inpuis and an increase in knowledge
intensity (Pilinkus & Boguslauskas. 2003).

These changes and challenges result in giving birth te rregular phenomena and
coining unconventional terms. Correspondingly. the notion of the internet-base
service or e-service (Reynolds, 2000; Sara, 2000: Dourade. 2002) has come into
existence. Many recent studies {Rahman, 2004: Surjadjaja. 2003 Revnolds. 2000:
Singh, 2002) disclose insightful resulis on the concept of e-services while other
scholars (Douglas, Muir & Meehan. 2003: Sodziute. 2003; King. 2004) attempt 10
classifv the intemet-based services into some explicit groups. Existing scientific
literature also elaborates on e-service framework {Reil. Lijander & Jurriens. 2001)
or model (Rahman, 2004) generalisation and on e-service quality descripuon
{Semeljn et af.. 2005).

Expansion of the Internet-based service provision and e-revolunon does not
bypass Lithuania. Therefore. the research goal of this paper 13 to analvze e-services
in general and prospects of a particular electronic service — “Bie-Online”™ ~
particular. Research tasks set out 10 achieve the objective are as follows:

a) 1o analvze theorencal aspecis relevant to e-service provision;

b} 10 dissect the market of mobile communications services in Lithuania;

¢) o assess the stance of potential clients towards “Bite online™ service:

d) to define opportunities for further expansion of “Bie online™ service m

Lithuama.

Research methods apphied — the logical analysis and svnthesis of scientific
literature. systematic analysis of stauistics. comparison and generalization method.
pomary data collection via structured survevs., focus group method and their
analvsis.

1. Theoretical aspects of e-services

The imternet has revolutionized computer and communications world. It is a
mechanism for informaton dissemination. on the one hand. and a medium for
collaboration and interaction between individuals. on the other. As a result of its
widespread application, the internet has dramatically changed interactions in th
business world. It contributes to 1ssuing client-centred programs on an interpatonal
scale. to reducing product search cosis for companies and individuals. and. most
imponantly. to controlling more easilv internet-based services and their quality,

According to Vitkiene (2004). a service itselt embraces some more or less
intangible activity delivered through an interaction between the client and the
service provider seeking 1o find a solution to the chent’s needs. Meanwhile. e-
services are considered 10 be services provided through the internet by means of
emploving telecommunications and multimedia technologies (Rahman, 200475
Similarly. Surjadjaja (2003} implies that e-services mean an mleraction beiween
both service provider and consumer through the internet. Revnolds {2000) arguzs
that e-services and their benefits are delivered to customers through nlermet-based
workshops.

The electronic commerce gamn momentum selection of options available to
clients 1s influenced not only by the product price and quality alone. but alse by the
ivpe of service itself. This new factor mav bring a competitive advaniage 1o a
company or determine s failure in the market. In this case, web pages may
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undoubtedly contribute 1o sharing information with chients and they can serve as a
service provision channel (support. order status. feedback. etc.). Singh (2002) states
e-services are relevant in maintaining relatonships with clients and they promote
selling. ln the electronic business suppliers and consumers do not meet one another.
and the ciient simultaneously has a wider spectrum of choices. Consequentially. a
smgle click on the mouth may brning & consumer 1o a rival supplier or service
provider.

Douglas et al. {2003) divide e-service operations into “hard” and “soft” ones.
“Hard” operations are concerned wilh ensuring the customer receives what was
ordered at the nght time. place. cost and condition, whereas “soft”™ e-service
operations are concermned with web site design, data information readiness and
ransactons. Timely deliveries and instanl responsiveness are crucial determinants
in “hard” e-service operations.

Exploring e-services 1l 1s relevant to point out their pure as well as supporhing
character (Figure 1). Surhadjaja argues that an e-service provision may go under a
separale proposal or serve as an auxiliarv means to sell a certain product through the
internet. Two extreme poles of e-business are depicted n the figure: pure e-
commerce and pure e-service. Pure e-commerce incorporates selling and purchase of
products while pure e-service embraces only service provision.

Figure | illustrates that e-services may be pure. information selling. value
added. a part of service-goods bundle. and, finally. they may simplv support product
selling on the internet.

Sodaiié and Stdzius (2003) specity the following most popular electronic
services: Insurance services; operations with real estate: publishing services;
banking services; electronic banking services. However. the lst reflects more
tendencies in the Lithuanian market.

e-service ﬁ e-commerce

Providing pure Selling Selling vaiue Selling a bundle  Selliog goods.
service-free information. added service.  of service and e sellmg CDs
or with service e.g. e.g. online travel goods,

contract. infomediaries avent e PCs

c.g. rompulter
SEIVICE. Stants
mformauon

Source:  Surjadins, H.. Ghosh. S, & Antony. F. (2003). Perspective determining and assessing the
determinants of v-service gperations, p. 41,

Fig. 1. E-service and e-commerce.

In the meantime. Turban et al. (2004) dentify the following major e-services:
tourism and wavel services: emplovment and other labour market services: real
estate. Insurance. stock exchange services: banking and personal finance services:
digital product supply services: some food product order and delivery services.




). CGrmdey, D. Pifinkus, B. Toluba. Prospects of Inlemet-Bused Service Provision in the Lithuanian Market ... 57

In this case the authors present a more extensive list consisting of not anty pure
e-services but also of auxiliary e-services that support product selling. An attempt (o
make the service more easity accessible and attractive 1o a potential client results in
offering a service with some supportive assisiance. The entire package frames a
general proposal incorporating both pure and supporting services. Vitkiene (2004)
zsserts & set of services, lo be more precise a service group that embraces bolh
fundamental and secondary services which contribute to supporting and facilitating
activities of exceptional and competitive character.

Reil et al. (2001) created a framework for the e-gservice offering. According to
them. the service can be divided into the five e-service components: the core service:
facilitating services: supporting services; complementary services; the user interface.
through which the customer accesses the services,

/ / User /ﬁ

/. Core service Supporting services Process
Affect i H
© s Joumals + Discussion group © How s service
Positive affect ' s News o Knowledge tes: : is accessed
s : v Advice e Links : delivered. .
Relief i * Display of medicsl booka »  Company mformation E e dimensiony:
Sutisfaction i s lnfermation on new products oo Responsiveness
Emaoymen: ' c Empathy
N 5 ' Complementary Facilitating services i Assurancs
Negauve atiact ) - o
eg ‘ Service i Outcome
Disappoimtment v = Travel nformarien * Arciive P
dritation E » Downloading software + Scarch facilidten ¢} Mhatthe
Anger ¢« Financial advice ¢ Help functions o | cosmomer gers,
;e Supplyof medicing + Oniine accoun: Py e dimewsion
‘,\ ¢ Browse T Renaisty )
@ Desien @ Easv 1o use @ Quick download u

\ @ Problem-fice access @ Language /

Source:  Reill AL Lihunder. V.. Jurmens. P. (20015, Explonng corsumer evaluations of e-scrvices: a
portal site, p. 366,

Fig. 2. E-service offering

The outlined e-service components have an impact on the customer's
satisfaction with respect ta that particuiar service. Figure 2 illustrates that cusiomers
can experience processes and outcomes of all five components. which are further
analvzed under their constituent service quality dimensions. For the service provider
it 1s therefore relevant that anv service offered on the web site satisfies its respective
users. For example, 1rritation about substandard supporting services could reduce
confidence in the core services.

Reil et al. (2001) affirm the price 15 not deemed to be mmportant for internet-
based services — 1t 1s trustworthiness and reliability that matter most.

However, 1t i1s impossible 10 sell and disiribute all services over the internet.
Rahman (2004) offers a model for this purpose (Figure 3). jt addresses the rwo
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fundamenial issues: who (or what) the act is directed at and the extent to which the
act can be customized.

Who/What is the direct recipient of Service

PEOPLE THINGS
wn
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= Quadrant 1 Quadrant 111
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Source: Rahman. 7. {2001, E-commerce solution for scrviecs. p. 3660,

Fig. 3. Classification of services

Quadrant I - service with high possibility of customization. delivered 1o people.
These services have the possibility of high customization and may, or may not,
require direct contact of the senvice provider with the recipient. The services require
confidence, since they can only be described rather than experience prior to being
consumed. The 1intemet as an information medium is highlv suitable for this
(Lovelock. 1996).

Quadrant Il — people are the recipients of service. with a low extent of
custormizailon. As the extent of custonuzation 1s verv little, these services are the
most economical to deliver. Consequenually. the same service 15 sufficient for the
majority of the customers. In these services. the internet differs from other
communications media such as elevision or print media as it offers the customer an
option of customization due 1o 1ts interactvity. It gives service providers a chance o
directly mieract with their customers and hence they are in & position to make
changes in their offerings as per the cusiomer’s requests.

Quadranr [l — things are the recipients of service with a high degree of
customization. In this quadrant. the direct recipient of service is a tangible
possession of the customer. In these services, the direct contact of the customer and
the service provider 1s required as the recipient is an object that has to be n contact
with the service provider. so that service can be performed on it. Hence these
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services cannot be delivered over the internet, but they can be promoted and
ordered.

Quadrant IV — things are the recipients of service with a low degree of
customization. These services do not have scope of customization and are offered as
standard for all customers. Delivery of these services 1s not possible on the net. The
kev difference the internet has made 1s thai the customer can choose and order these
services from the comfort of his/her house. The advantage comes from the internet
being an interactive medium of communication (Rahman, 2004).

The service may become unappealing if the client has to move 10 a specific
organization or its service centre. The service demand may increase if a particular
service 1s offered through some distribuiion channels. In few cases. orgamizations
move 10 the chent’s place. However, extra personne] and equipment transportation
costs incur in these cases, thus evervthing. as a rule. goes vice versa. When there is
no need for direct interactions between the service provider and the recipient. the
wternet and other Information technologies can serve as a powerful tool since thev
save ume and monev and bring services directlyv to the client’s house { Awad. 2002).

The e-service recipient comununicates with the service provider through the
internet connection and 1t 1s himvher who nitiates the sought-afler deal. Semenn el
al. (2005) pinpoint Web site as the core driving factor for e-service quality where
aesthetics and navigation play a cructal role. The aesthetical side 1s presented
through the use of colours. lavout. pictures. font size and style while the navigauon
quality consisiently enable users io find what they want easily, via dependabie and
well-performing search engine. offenng fast and logical manoeuvrability (Jeong &
Lambert, 2001).

Assurance =
Nawvigation M
4
|
E-scape
l [ 1 r
Online Value [
Accuracy L ‘ \
| Online Joy
Respoasiveaess ~ ’ _\ ‘ Crverall
I ! >— S [).xf‘crz;. Il Lovalty
Sats:factions
} Customization F’ Offimme Value _,/
Oftline Jov [
E-Quality Evaluation Fulfillment Customer Response

Sensrcer Semeiin. et al, (20053 E-semaces and offling fulfilment: how c-lovalry is ¢reated, p. 186

Fig 4 Validating c-service guality
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Therefore. an attractuve web design and adequate navigation functionality are
likelv to stand for a decisive facilitator of online customer satisfaction with e-
services (Semeljn et al.. 2005). According o Semeijn et al. {2005). internet-based
service value 1s mainly created through e-qualitv by means ol appropriate assurance.
navigation. e-scape, accuracy, responsiveness and cusiomization (Figure 4). All
these factors drive to overall satisfaction and the recipient’s lovalty. In addition.
Semein et al. {2005) indicates the relevance of offline fulfilment achieved outside
the mnternet boundaries. His model takes a deeper look into e-services valuating their
guality.

E-service quality 1s mainly determuned by the consumer’s expectation and the
real value offered to the recipient. This mayv result in e-service quality gaps. Yang et
al. (2003} as well as Chaffey et al. (2004) offer 1o take the following aspects into
consideration:

«  physical evidence — simplicity to perceive the site potential and visual

media;

» responsiveness — willingness to offer a prompt reaction and assistance to

the recipient;

«  reliability — possibility to provide the service as 1t is expected and assured:

» assurance — personnel knowledge. politeness and ability to sustain

trustworthiness of the company:

« empathv — individual approach and attention to particular client needs:

« communication — submission of appropriaie and nmely data about the

service and the company:

« accessibility — high-speed inlemet access and possibility to contact the

company (by telephone. by e-mail. by filling 1n special forms. etc.):

+  security — reliable protection of personal data and confidentral character of

operatons:

« ongoing development - constant improvement in service quality control. in

internet software operations. in chain value creation:

« personalization — individual approach to any client providing a perscnalized

service to his/her individual expectations.

The above list is not complete however it exemplifies a large scope of factors
relevant to e-service quality. In general, e-services give power 10 handle various
operations and receive a feedback on the actions over the internet.

2. Research methodology

The empirical research presented in this article consists of two major parts.

The first part of the research covers markets of the Lithuanian mobile
communications and electronic services as well as the analysis of internet users.
which has been constructed on secondary data from several internet sites: “Ehiz "
(www.ebizlt), “Delfi”  (www.delfi.lty, , Business news”  (www.vzli),
.. Communications Regulatorv Authorin” (www.rrtt), . Omni” (www.ommni It}
LBite  GSM© (www.bitell), . Owrmite/" (www.omnitellt) and . Tele?”
(www teleZ 1t). The issue under examination has been enriched by studying research
reports made by “TNS Gallup” and Vilnius Gediminas Technical University.
Seekme 1o shed more Light on e-services and their provision. data has been collected
from the sites of some epterprises specializing In e-services — pamely.
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“Hansabarkas ™ (www.hansal), "Vilmiaus bankas” {(www.seb.lt). “Ober-House ™
(www.ober-haus.t),  “Kaunas real esiate trading agency’ (www.knia.lt),
“Auwtogidas”  {(www.autogidast),  “dwroplivs T (www.auntoplius.lt),  “Public
Services " (www.evaldzia.lt). “CF.& " (www.cv.lt) and others,

The second part of the research has been focused upon consumers™ attitude
towards “Bite-Online™ service in Lithuama, Collection of secondary data and its
analvsis have been completed for this particular purpose. 1t was manly based upon
internel forums and comments found on the net. The collection of secondarv data
encompassed the period between October 28, 2004. and November 16. 2005, The
collected data served for developing an in-depth structured questionnaire.

At a later stage a survey based on the questionnaire form has been conducted
gver the internet. Active internet users were a focal point of the survey since only
thev could occur as potential clients for “Bite-Online™ service. The accessible
random sample (easy-to-contact participants) was selecied as the inlernet surveys
were difficult to project. and the sampling itself 1s nearly impossible to control. In
order to attract as many respondents as possible thev were facilitated and assisted
during the survev. Thus, communication was stimulated with participants of the
respondent sample in different internet forums (Biwe Plus — “GSM club™ in the
forum aimed at commenting different articles that refer to “Bite online™ service 1n
one or the other wav emerging in "Delfi.li”. “Ebiz.1t™ and other iniemnet sites) and
chat rooms {"Chat.It”. “mIRC”. etc.) directing them to the questionnaire placed on
the net and providing any kind of support during the filling process. The electronic
questionnaire form was deployed in the internet site: www apklausa .

The on-line survey was accessible from November 20. 2003, to December 30,
2005 Then il was delivered again during the period between March 17, 2006, and
April 23, 2006. Selection of the particular ume lag for both periods (more than 2
month) was influenced by the practices of the intemet usage in Lithuania
tapproximately 28% of citizens dedicate some of their time 1o the internet at least
once per month.i. The iotal number of gualitative replies compiled during the on-
line survey egualled to 100. IP addresses were checked with the intention of
avoiding repetitive answers from the same compulter. If an IP address was repeated
the questionnaire-reply was removed from the list.

Later on. the data analvsis was performed by emploving “Microsofi Excel”
soltware. Additionally. the focus group research was carried out to check the data
reliability. The focus group survey did not incorporate specific questions like “Hhat
is vour opinion about “Bire online” service” ” The survev was completed by means
of real-ime internet comumunications software ("mIRC™) with respect 1w
demographic differences. The focus group research was commenced on 1 May.
2005, and terminated on 3 May. 2003, Potential respondents were randomly mvited
to enter a special “Bite online™ channel. The first group consisted of 7 members and
there were 10 participants in the second group. This pant of overall research resulted
in qualitative data accumulation.
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3. The empirical research

3.1. External environment analysis of “Bite-Online” service

Analysis of mobile communications services in Lithuania. There were about
2.5 million of mobile communications users in Lithuania during the first quarter of
2004, At the end of the third quarier Lithuanian mobile communications companies
had 2.98 million of clients or 37.3% meore than n early 2004 (2.17 million). There
are three active operators — “Omnitel”. “Bite GSM™. “Tele2” — and 5 service
providers — “Eurocor™, “Laracijos telekormunikacijos™. “Teledema™. JSC “Norfos
mazmena . and AKX functioning through “Bite GSM™ network - in the market
{EBLZ. 2004). However. the mobile operators (not the service providers) are facing
most severe competition.

"Ommitel” possesses 1.225 million of chents {(41% of the market). “Tele2”
holds the second position with 966.9 thousand of clients (33% of the market), ~“Bile
GSM™ finds wtself in the third position with 767.8 thousand of clients (26% of the
market) (ELTA. 2004b). All three operators currently have more than 3 million
chients. The number of mobile commumications subscribers has increased by 7% per
quarter before March 31. 2005, and 1t amounts to nearly 3.7 mlltons, L.e. penetrabon
of the mobile commumcations services totals to 107 percent (RRT. 2005).

In 2003, most popular public mobile communications cards based on advance
paymenl schemes were as follows: “Exira™ and “Ezys™ served by "Omuite]™.
~Labas™ and “Bite online”™ served by “Bile GSM™. “Pildvk™ and “Mazviis™ served
ov “Tele2”. “Norfa Tele” served by ISC “Norfos Mazmena™.

The year of 2004 is remarkable for the severe price war m Lhe mobile
communications market. The market plavers assume there will be no more similar
sharp drops in prices and the competition will be more concentrated on other faclors
{Jonuskaite. 2003). Everv operator attempts o discover onginal wavs how 1o atlract
new clients and, simultaneously. sustain the earlier clients without reducing the
existing call rates. The fact that the competition will not be so tense in the future 15
proved by the 10" report on mobile communications expansion issued by the
European Commission on 6 December. 2004, According 1o this data. the Lithuanan
mobile communications operators provide the cheapest mobile communications
services all over Europe (RRT. 2004). The forecast prices have been settied. and the
markel faces innovative sfruggle with the intention of creating additional value for
the subscriber.

About 8% of mobile communications subscribers were passive in 2004
Meanwhile. there were onlv 3.1 percent of passive subscribers in 2003, The rise of
inacuve clients 1s determined by the fact that the operators have been artificially
increasing the number of subscnbers. In addition, the advance payment schemes
have contributed to this phenomenon. The reality demonsirates a significant number
of advance pavment cards are dropped awav as seon as promotion actiens offered by
the operators expire. Passive chents are mamly observed in “Bite” (10.4% of all
subscribers) and in “Tele2” (9% of all subscnbers; while 1 “Omnitel” they total
only 3.3% of all subscribers (ELTA, 2004c¢).

During the third quarter of 2004 the duration of imtiated calls comprised 54% 1n
“Omunitel™. 26% 1 “Bue™. 18% 1 “Tele2”. and 2% 1 other networks (ELTA.
2004¢).
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During the third quarier of 2004 the mobile communications companies earmned
31 Litas per subscriber every month on the average. Every month the subscriber paid
35 Litas during the first quarter of 2004 and 33 Litas during the second quarter of
2004 on the average. It implies the markel has been growing thanks 10 subscribers
who receive lower lncome. Iniense competiion among the market plavers also
contributes to the price reduction. Furthermore. the number of chients has no
tendency 1o increase as fast as the nunber of SIM cards. Monthly income received
by “Omnitel” per subscriber amounted 16 40 Litas during the third guarter of 2004
{14 Litas during the first and the second quarters). Monthly income earned by “Bite
GSM™ per subscriber equalled to 30 Litas during the third quarter of 20004 (34 and
37 Linas respectively dunng the first and the second quarters). Monthly income
accrued by “Tele2” per subscriber totalled to 19 Litas during the third guanier of
2004 (20 Litas respectively during the first and the second guarters) (ELTA. 2004b).

During the fust half-year of 2004 more than 13 000 chents seized an
opportunity to change their mobile communications operator and therefore accepted
the number transfer service. The major group of subscribers {about |1 000} switched
from “Omnitel” to “Bite GSM™ retaining the same elephone number. whereas the
tormer subscribers of “Bite GSM™ {2 700 chents). “Tele2” {300 chens), “Eurocom™
(20 ciients} swilched o "Omnitel” during the same period (BNS. 20045,

The Jalest tendency reflects the mobile communications market 1s approaching
maturity from the subscriber’s perspective and this tendency 1s forified by the fact
that mobile communications penetration accounted for 107% on 31 March, 2003
Though the number of chenis exploiting advance pavinent cards s apparenily
increasing. the growth does nol seem to be steady. different promotion campaigns
influence this phenomenon. and the primary task envisaged by the operalors seems
10 be consumption intensification by means of providing a vanetny of services
{(Migonyte. 2004a).

The number of active subscnbers who selected the advance puvment service
was equal to 1.9 million at the end of the first auarter 0f 2005, It encompasses 59%
of all active mobile communications subscribers. In the meantime. there were 1.48]
million active chents ulithizing the advance pavment services in Lithusnia at the end
of the third quarter of 2004. 1.c. 33.9% of all active crients,

It is relevant to highlight a clear growth tendency among subscribers selecting
advance pavment services while the number of subscribers who pay for their call
rales on a monthly basis alters slightlv (RRT. 2005). Thus. partner trade cenires will
diminish — only those upgrading therr propossls and offening complementary
services remain. In 2004 “Omnitel” together with 1ts pariners possessed 330 points
of sale. and there were only 200 of them in 2005, “Tele2” contrelled about 100
pomts of sale in 2004. and closed some of them in 2003, As the primary focus will
be placed upon satisiying the client’s needs. points of sale will be located a1 tradiny
and enlertainment centres that are crowded with people (Migonvte. 2004by. Trade
will be fostered and anucipated through the cash machines. by internet and other
electronic trade channels. Even though “Bite GSM™ does not offer any turther
operational trends. its novainve plan “Bite online™ (sold and served over the
internet) seflects general tendencies m the Lithuanian mobile communicanons
market.

Analysis of internet wsage in Lithuania. According to Copununicailons
Regulatory Authornity, there were 362 021 nternet subscribers in Lithuania at the
end of the third quarter of 2004. i.e. 33 percent more than during the second quarter
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of 2004 (272 876 internet subscribers) (ELTA. 2005c). The growth tendency also
demonsirates the high number of internet users (743 808) — 15 years old and above —
in Lithuania at the end of Februany, 2005 (EBIZ. 20033.

Lithuanian intemet users approximately spend 2 hours and 31 minutes per week
checking their email and. in general. accessing the World Wide Web. More than
39% of all internet users are located mn the largest cities of Lithuama (over 200 000
inhabliants). As the intemet site “ebizlt” announces intermet users with higher
education make 34.5% of all users. and those who receive average and lower income
{the family income does not exceed 400 Litas per capita) — enly 25%. The age of
most active internet users fluctuate between 25 and 44 vears — they account for 46%.
the age of another active group varies between 135 and 24 years and they make about
40% of all users. Differences between men and women are irelevant with respect to
the internet usage {TNS Gallup. 2005a). The above data demonstrates the tendencies
at the end of the third quarter of 2004.

The analysis carried out bv “TNS Gallup” outiines nesarlv 29 percen: of
respondents made use of the internet in April. 2004, and this rate was higher by 8%
than i November, 2003, However. the internei usage differs by its intensirv. The
nurnber of internet users who access the World Wide Web daily has sharply gone up
in 2004 - from 9.1% to 16.8%. These clients form the majority of all internet users.
The next biggest group of people accessing the internet at least once per week
remains nearly unchanged (7.0% in 2003 and 7.4% in 2004). In the meantime. users
accessing the mlernet at least once per month or more seldom constitute respectively
3% and 1.6%. The above data indicate the internet usage 1s changing in Lithuania as
morc and more people take advantage of this powerful 100l. Of course. these figures
are not striking 1f compared with other countries (e.g., the raie of users accessing the
internet at least once per menth 15 as high as 79% 10 the United States).

It would be further expedient o examine those security 1ssues Lhat the average
internetl user face since he can influence usage practices (for example, purchases
through the intemet. ete.). “TNS Gallup™ classifies the issues that internet users
confront most often. According te their research. computer viruses seem Lo be the
most acute problem as even 50% of internet users were threatened by their attacks in
2004 {48%, in 2003). Another relevant concern raised by respondents refers to
intrusive email messages. Le. spasm (a2 bit less than 42%). Attacks on computer
networks are not as severe as the earlier two issues {only 6% of respondents faced
this problem in 2004. 9% — in 2003). On the other hand, cheating with cash cards
only accounted for 2% (1.3%; in 2003). The rescarch of “TNS Gallup™ reveals
internet users most oflen are endangered bv computer viruses and interventional
electronic mails. on the one hands: while other securitv concerns are not so often
deiected and even 37 percent of all internet users have never faced any securin
lhreats over the intemet. oa the other hand.

According to “TNS Gallup™. there 1s one third of respondents (34%) who have
had an opportunity 10 access internet banking services (VB internet. Hanza.net.
Internet ling. Banking internet—, etc.). The further research discloses there are 26 3%
of respendents connected to nternet banking who don’t purchase over the internet
and 39.5% of this sample do 1t (they totallv account for about 6% of all Lithuaman
cinzens). Only 3% of intemet users assert thev do not buy over the internet because
of 1ts insecurity, Then. all active mnternet users who do not buy over the nternet
constitute 76%,. while 12%, of them execute purchases exploiting this recent
lechnology. Figure 5 illustrates expectations of active internet banking service users
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dissinctly differ from expectations expressed by all internet users, [niernet banking
service users are more inclined te reply over the intermet compared with all other
ineernet users.

Internet banking service users Allinternet users
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Fig. 5. The atiitude of internet users towards internet purchases

Avoidance o0 buy goods and services over the [nternet may become a serious
obstacle developing e-service businesses in Lithuania.

It 1s relevant w highlight that the intermet expansion receives more and more
recognition from governmental msututions. As most of internet users reside in the
largest cines of Lithuania, the project “RAIN” has been developed The priman
purpose of this project 1s to launch a highway. 1.e. high-speed connection. bringing
toeether 410 elderships of Lithuania where businesspeople-internet providers are not
apt to set up intemet lines due o nsufficient demand (ELTA. 20034, Furthermore.
SC Lithuanian radio and television centre has connected over 300 internet access
poimnts In the countryside. 1t is a relevant event for local people as thes may use
mternet in public centres without being charged. It should be noticed that the
average Lithuanian internel user paid 29.2 Litas every month for the {irst quarter of
2004, This figure 15 219% less as compared with the previous guarter. 56% less as
compared with the begmning of 2004. and 70% less as compared with the year of
2003 (ELTA. 20G5¢Y. The above data induce that the internet usage should grow
steadily turther on in Lithuania.

Electronic services in Lithuania. " The eEurope 2005 action plan ™ launched by
the European Council as well as the Commumcation i2(H0 — o Ewopean
Informaiion Socierv for groweh and emplovmen:” worked oul by the Commuission
contribute 10 upgrading modern electronic services — e-government. e-business,
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distant learning, healthcare services. etc. Simulianeously. Government of the
Republic of Liuthuama passed a decision outlining e-governmenl conceplion,
including strategic trends how pubiic adminisiration sector would 1mprove service
quality for businesses and people employing new informaiion and communications
technologies. Such services as income (assets) declaration. search for free job
vacancies, social payment and compensation schemes. interactive medical
consultations and registration in polvelinics. permissions 10 construct buildings.
announcements io pelice, search for publications in public libranes, etc. are more
and more available thanks to digital technologies.

Therefore, there is a steadv infention to develop information society in
Lithuania — a necessity for electronic business. Development of information society
in Lithuania is charactenized by three major expansion areas: infrastructure.
electronic capabilities and elecironic services (Figure 6).

E-infrastructure E-capabilities

E-services

European Regional Development Fund European Social Fund

Source: Purvancckaite. B. (2004, Ewcktroning valdzia «r clekroninés paslaugos

Iig. 6. Expansien areas of infermation society

All the three expansion areas of mformauon society are tightly nterrelated and
influence electronic business expansion perspectives in Lithuania. The ELU funding
supports this expamsion and 1t 15 expected 1o create a favourable e-business
infrastructure.

In Lithuama electromic services arc usually divided 1nto public and commercial.
At first. m August (2003) and. later. in September {20033 Vilnius Gediminas
Technical University camed ou! an analvsis on application of pubhce clectronic
services in Lithuania. As many as 20 major public services have been analvsed durng
this research. A level of transformation of public services i elecwome space has
been set and an index of major pubhic services attzinable over the intemel has been
calculated. The analvsis has revealed intemet pages mainly serve for infurmational
purposes (41% of all public e-services). Companson of electronic public services for
businesses and individuals straightforwardly indicate 2 focal point has been set on
business supporting programs. Thus, the general index of pubhc services — 43 8%, the
average level of public services rendered for individuals — 35%¢, the level of public
services rendered for businesses — 52.5%.

One of internet sites providing public services — the Association of Local
Authorities in Lithuania (www.savivaldvbes.lt-epasiaugos). Here citizens can find
memos oullining how to proceed. whom to comact. what documents submit. what
rules apply in selving one or another question in municipalities — civil acts. company
registralion issues. concems on purchasing or selling real estate. social pavment
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