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ABSTRACT

In the era of globalisation and recent economic crises, when companies are confronted
with tougher competition, it becomes harder to identify the sources of competitive
advantage and create successful business models. For small countries the only
potential source of business competitiveness both locally and internationally lies in
innovativeness, knowledge and skills, hence, national culture as such potential source
should not be neglected. This research aims to develop culture grounded competitive
advantage creation process model that outlines thinking pattern including specific
steps by which national cultural identities become resources and capabilities for
business model innovations leading to competitive advantage creation for SME.

The research builds on Resource Based View, Dynamic Capabilities View, Service-
Dominant logic and Ostervalder business model approach. National cultural identity
is measured using NATID scale developed by Keillor and Hult (1999) during three
year time period - 2009; 2010 and 2011 in Latvia. Quantitative data collection
instrument is 17 item Likert-type questionnaire, sample include 344 respondents.
Qualitative data is obtained from interviews, observations and secondary data source.
34 company cases are used to assess competitive advantage creation potential and
culture based customer value proposition.

The research arrives at the conclusion that successful Latvian as well as international
companies use cultures to attach emotional and symbolic value to their products and
services thus creating marketing differentiation advantage. Consumer ethnocentrism
is growing in Latvia and in the same time people put more value on their national
heritage. Measures of national identity and consumer ethnocentrism correlate with
globalisation growth measured by KOF index and GDP grows used as economic
indicator. Author proposes to incorporate culture as a resource and dynamic capability
into a business model thus introducing new culture-grounded competitive advantage.
Four step model for Culture Grounded Competitive Advantage creation including
three tools is proposed. Eco-mapping and rich picture are introduced as tools for
opportunity visualisation and identification. Country positioning matrix and direction
grid are proposed to facilitate the choice of direction in terms of place and product.

The research is limited to Latvia however international examples are used for
illustration and as secondary data sources. Incorporating cultural identity elements in
business models as organisational capabilities, unique value proposition and basis for
customer segmentation should facilitate business model innovations and even small
local companies can successfully compete with multinationals. Directions for further
research are proposed.

The total number of pages excluding appendices is 185 including 36 tables and 39
figures. 251 bibliography sources are cited and consulted to produce this research.
The work has 14 appendices.

Keywords: strategy, competitive advantage, business model, culture, national
identity.



GENERAL DESCRIPTION OF THE RESEACH

Environmental drivers, such as globalisation and advances in communication
technologies, has been expanding today’s business environment to one global
marketplace with interconnected borderless economies thus changing the business
landscape and competitive game. In such environment it is harder and harder to
identify the sources of competitive advantage, especially for small and medium
enterprises (SME). Small countries, such as Latvia for example, lack natural resources
and cannot count on low labour costs in the long run. The only potential source of
business competitiveness both locally and internationally lies in innovativeness,
knowledge and skills, hence, national culture as such potential source should not be
neglected in contemporary strategic management theory and practice.

Business landscape changes, including recent world economic crises as well as the
expected second wave of economic slowdown, carry necessity to cut production costs
and add higher value in order to raise companies’ competitiveness. Entrepreneurial
managers possess several dilemmas — whether it is necessary to homogenize the
products and services, or vice versa; differentiation can provide advantages, and how
should companies tailor their strategies in connection with ongoing environmental
processes. However, globalization and technology advances while giving rise to an
unprecedented level of competition still in the same time are creating extraordinary
opportunities to differentiate, and cultural diversity is among them. This has important
implications for the competitive performance of enterprises in general, and small and
medium-sized enterprises (SMESs) in particular, in both domestic and international
markets.

The importance of SMEs has been recognised by communities and governments
worldwide. They play a crucial role in maintaining high employment and income
generation and are therefore critical for achieving sustainable growth in any country.
As stated in United Nations conference on Trade and Development in Geneva in
2005, in developed and developing countries SMEs usually comprise about 99% of all
enterprises, and account for from 44 to 70% of employment and 50% of
manufacturing output.

In Latvia, similar to other European countries, small and medium-sized enterprises
(SMEs) form a major part of the national economy and even 99.5% of all enterprises
belonged to the category of SMEs. They play a significant role in GDP building and
employment. The distribution of economically active SMEs in Latvia is the
following: micro-enterprises — 82.5%, small enterprises — 14.1%, medium-sized
enterprises — 2.9% (Baranovs et al., 2011).

The Programme on Promotion of Entrepreneurship Competitiveness and Innovation
for 2007-2013 approved by the Cabinet of Ministers of Latvia, envisage further
development of SMEs and raise their share in Latvian economy as well as increase
their number to the average European level which is 50 on 1000 inhabitants. Since
export will still be the key economic driving force it is particularly important to
maintain competiveness of Latvian producers in the main export sector —
manufacturing. Thus identification of competitive opportunities which are not yet
recognised or exploited by SMEs is of major importance, especially those targeted at



creating products and services with high export potential. High performing companies
in Latvia should design their strategies with international and even global perspective.

Today global strategy considers the possibilities of every location as a market and as a
source of competitive advantage (Tallman 2011), however, globalisation phenomenon
is not fully understood and it can present new challenges as well as opportunities for
companies. According to McKinsey Quarterly, high performing global companies
frequently score lower than more locally focused smaller firms. In other words,
multinationals seem less healthy than successful companies that ‘stick closer to home’
(Dewhurst et al, 2011). National culture as location specific resource and firm's
ability to extract value from location is probably one of those not yet recognised and
not yet fully exploited opportunities for raising SMEs competitiveness.

Many researchers as well as politicians have emphasised strong cultural foundations
of economic transactions, and thus cultural identities play an important role in the
globalised economy. As stated by the Ministry of Foreign Affaires, among Latvia’s
priorities in European Union are facilitation of entrepreneurship, sustainability and
fostering of national identity and preservation and development of Latvian cultural
heritage. The National Development Plan (NDP) of Latvia for the period from 2007
until 2013 anticipates involvement of Latvian companies in the global markets and
this can be done by effective employment of Latvia’s creative and cultural
environment resources

The sustainable development strategy of Latvia “Latvija2030” which has been
developed in 2010 outlines the state development guidelines and perspective for the
time period until 2030. The following citation from this strategy highlights the
importance of this research: ,,Upon increase in global competition and co-operation
more value to the different and unique is given. The states, which will strengthen and
develop their identity and originality and use the resources at their disposal efficiently
and innovatively, will acquire relative advantage for the development. This is a
development opportunity for Latvia and a long-term challenge”

As Latvia’s development priority Nol the above mentioned strategy states the
development of culture space. It is stated in the strategy that “it is especially
important for Latvia as a small nation to preserve and develop its identity, values of
national culture and the lifestyle characteristic to its culture space so that by creative
use of the productive influence of other cultures and promotion of openness the
potential of national competitiveness would be strengthened”. Hence, it is important
develop competitive national identity based on the creativity of the society and the
most natural way of doing this is to promote Latvian national identity through
products and services carrying this identity. Such products and services can be
produced in Latvian SME and national cultural identity can serve as source of
inspiration, ideas, competences and finally competitive advantage. Latvian companies
must look for new opportunities as the fulfilment of this task depend on their open-
mindedness, abilities and knowledge.

According to the research carried out in 2006 among entrepreneurs and managers of
SME in Latvia (Cirjevskis and Ludviga, 2009) 80% of involved entrepreneurs agree
that in the cultural environment of Latvia there are plenty of ideas and skills which
can be used in creation of new ventures. Only few respondents disagree, but that is



because they have never thought about such idea before and never looked for ideas or
skills in cultural environment and they also agree about presence of culturally based
ideas and skills in the environment of other localities of Baltic. From the customer
point of view 76% of the respondents are interested in products having cultural
attributes. On the question “As sources of ideas for some of my products and services
I have already used cultural identities of Latvia’s or other region’s environment”,
majority of the respondents didn’t know the answer explained that they have never
thought about origin of ideas and skills used. Still 26% confessed that they utilize
culturally based ideas or skills in their ventures. Among them were the companies
producing souvenirs, educational programs, providing consultations and the ones
engaged in trade and provision of services. However this happened mainly by chance
or good luck, without any deliberate intent, moreover without any plan.

The research gap is identified in the intersection between the cross-cultural marketing
and strategic management. This field is worth deeper analysis because plenty of
opportunities for business can be found there. In spite of the fact that culture is a
popular topic in management research not all aspect are covered. International and
cross cultural marketing deals a lot with different cultural environments and necessity
for companies to adapt their activities. Strategic Human Resource Management
focuses on the management of multicultural workforce and multicultural teams.
However, existing theories of cross cultural management and communication are
focusing at value differences between cultures (Hofstede, Schwartz, Hall, etc.), and
most of the researches look at cultural diversity as cause of problems for marketers
and personnel departments, focussing on ways and methods to overcome these
problems. National cultures are usually understood as attitude creating phenomenon,
still recent development of thought including UNESCO (2010) intangible cultural
heritage list, provide the basis for wider perspectives - cultures can serve as sources of
competitive advantages.

There is wide academic discourse around organisational culture as source of
completive advantage (Shlosberg, 2010), some recent approaches address locality as
means to gaining competitive advantage, however only for multinational companies
(Zaheer and Nachum, 2011; Zaheer and Hernandez, 2011), many authors write about
comparative advantage between countries and industries (George and Manasis, 2010)
as well as famous Porters diamond of nations competitiveness (Porter, 1980). Still
there is no theory describing how entrepreneurs and managers can use national
cultures and identities as intangible resources for strategically important competitive
advantage especially addressing small and medium organisations.

Empirical evidence includes companies who already use cultures as business
resources. For example: local food producers who successfully resist convergent
forces of globalisation and by preserving their uniqueness are able to compete
successfully with global players; success key for IKEA is embedded in Scandinavian
minimalist design and culture; ZARA, LINDEX, CUBUS, and a number of other
fashion companies search inspirations for their unique designs in different cultures
throughout the world. In Latvia MADARA and STENDERS are two examples that
have entered highly saturated markets, still in few years were able to establish global
presence in many countries and earn solid profit margins. Moreover, today local
companies must compete with multinationals even in their home country and by



leveraging resources available in local cultures they still are able to win locally and
even internationally.

Practically applicable theory explaining how and where to leverage cultural resources
and build competitive advantages would be of practical value to business community
in Latvia and worldwide.

Summing up above mentioned issues, the topicality of research is justified by a
number of theoretical and methodological problems, which currently exist in the
intersection between the cross-cultural marketing and strategic management sciences:

1. National culture as location specific resource is not yet fully recognized by
academics and practitioners and not fully exploited yet by firms for creation of
its competitive advantages and to extract value from location;

2. Globalization and technology advances rising an unprecedented level of
competition are still in the same time creating extraordinary opportunities for
differentiation by using cultural diversity;

3. It is important to recognize the national identity as a basement of creativity
and competitiveness of the society and the most natural way of doing this is to
promote national identity through products and services carrying this identity;

4. The process of the culture grounded competitive advantages of firms has not
yet identified. Culture grounded competitive advantages is still undeveloped
theoretically and practically.

Aim and objectives

This research aims to develop culture grounded competitive advantage creation
process model that outlines thinking pattern including specific steps by which
national cultural identities become resources for business model innovations leading
to competitive advantage creation for SME.

In consideration with the main aim the research tends to accomplish the following
objectives:
¢ analyse competitive advantage, mainly its types and sources;
e understand culture and its value in business:
o assess Latvia’s national cultural identity under influence of
globalisation and economic factors, and compare with other countries;
o describe business models as visual representations of firms™ operating logic
leading to competitive advantage creation;
e collect and analyse relevant cases;
evaluate business models of chosen firms;
e develop tools and action framework that show how national cultural
identities are serving to generate culture grounded competitive advantage for
SME.

Object, Subject and Hypotheses
The object of the research is competitive advantage. The subject of the research is

national culture identity as a source of competitive advantage.
Hypothesis is formulated as follows:



Resources grounded in National Cultural ldentity create economic value through
higher perceived benefits gained by a customer based on emotional and symbolic
customer value dimensions, and such resources lead to horizontal (focused)
differentiation advantage.

Limitations and Scope of the Research

The research is subject to certain limitations. Limited data available for NATID
measures allows only limited cross-country comparisons and limited applicability of
proposed tools — strategy matrix and grid. No longitudinal data about countries other
than Latvia is available. Certain limitation is connected with the sampling for the
qualitative part — it is not possible to clearly identify the source of competitive
advantage of a company as only one and the main, because there can be several
sources of CA. The research is primarily based on Latvian case examples and
international cases are used mainly as best practice examples.

Tourism industry is outside the scope of this research as the competitiveness of
organisations in this industry is directly based on cultural resources and therefore too
obvious. Beside this industry is too specific and therefore the results would not be
transferable to other industries.

No doubt that influence of national culture, identity and simply country of origin can
have different and sometimes contradictory impact on company’s competitive
advantage and performance. During the period of economic slowdown several
companies experienced negative consequences of being Latvian as foreign partners
were reluctant to engage in cooperation due to lack of trust and fear that company
may go bankrupt. Some may have negative previous experience with Latvian partner
firms and there can me plenty of other reasons why carrying particular national
identity may cause problems for businesses. However this research is not dealing with
negative aspects of country-of-origin effects, but aims to answer question “How?”
national cultural identity of particular country or locality can be used as a source of
competitive advantage. Moreover, it is not limited to national cultural identity of
Latvia, but approaches the question wider — how national cultural identity of any
locality can serve for raising competitiveness.

The Theoretical and Methodological Foundation of the Dissertation

This study builds on the logic of modern strategy theories and business model
approach. The main strategy theories analysed include Porter (1985) industry analysis,
Stakeholder theory (Friedman, 1984), Resource Based View (RBV) (Prahalad, 1990;
Barney, 1991; Barney and hesterly, 2006), Dynamic Capability View (DCV)
proposed by Teece (1997) and Delta Model (Hax and Wilde, 1999), Blue Ocean
Strategy (Kim and Mauborgne, 2004) as well as S-D Logic (Vargo and Lush, 2009)
and finally Action-based View (Zaheer and Nachum, 2011). In addition competitive
advantage’s types and sources are analysed according to the approached proposed by
Ma (1999, 2002), Porter (2004), Barney and Hesterly (2006) and Rintamaki et al
(2007).

The culture side of the research resides on cross cultural theories like Hofstede and
others, and it applies cultural distance index (Kogut and Singh, 1988) and national



identity framework developed by Keillor and Hult (1999). Although it is concluded
that majority of existing theories and frameworks deals with culture as an attitude in
cross-cultural marketing context and none deals with culture from resource
perspective, some combinations of exiting theories are applied in the research. The
only framework partly incorporating culture as a resource is NATID approach and the
original study is replicated in Latvia.

Several product approaches to product positioning are analysed: country of origin
effect (Usunier and Lee, 2005; Josiassen et al., 2008; Lin and Chen, 2006; Wong et al,
2008) and Culture-bound product (Usunier, 2005; Subramanian, 2002). Consumer
ethnocentrism and its impact on decision making process is explored
(Shankarmahesh, 2006; Sharma et al, 1995; Hult, 1999, Watson and Wright, 2000;
Chryssochoidis, 2007). Globalisation in connection with cultural change is analysed
and measures of globalisation described - Maastricht Globalisation Index (MGI) and
KOF index.

Business models are analysed according to the approach proposed by Ostervalder,
(2004) and Ostervalder and Pigneur (2010).

Research Methodology and Design

Research applies grounded theory approach which, according to Strauss and Corbin
(1990), presents a method that categorises empirically collected data to build a
general theory to fit the data. Charmaz (2001) characterizes grounded theory methods
as consistent set of data collection and analytic procedures aimed to develop theory.
Chapter 2 and chosen quantitative methodology is characterised as follows. It is
longitudinal study — cultural constructs and environmental measures are investigated
over 3 year period of time; NATID constructs are measured once in a year in 2009,
2010 and 2011. Data collection method is Survey based on 17 and 18 item Likert-type
questionnaire developed by Keillor and Hult (1999) and adopted to Latvia.
Relationship between cultural distance index (CDI) and export as well foreign trade
data from Latvian Statistical bureau is presented, and correlation between NATID
constructs and environmental factors (GDP and KOF index of globalisation) is
presented. Econometric methods are used for data validation: NATID scale is
assessed for internal content validity, regression models are tested for statistical
significance. Unit of analysis is the group or an aggregate, although the data are
collected at the individual level, the aggregates are used in the analysis. The
convenience sampling is used. The sample is composed of the same types of adult
groups as in the original study by Keillor and Hult thus enabling cross-country
comparison.

Chapter 3 and the qualitative part of this study use case study approach. Case study
design is chosen because the second part aims to engender patterns and linkages of
theoretical importance. Case study enables answers on “how” and “why” questions
(Bacharach 1989) and contribute to theory development. This approach, according to
Siggelkow (2007), has a potential for inspiring new ideas and approaches by
producing rich data to inform theory. Theoretical sampling is chosen as it is
appropriate to the research which aims to develop theory, not to test it. The cases are
selected because they are particularly suitable for illuminating and extending



relationships and logic among constructs. Data are collected from rich variety of data
sources, including interviews, archival data, survey data and field notes,
ethnographies, and observations. An exercise to validate the data from current
research is carried out in Normandy Business School under the framework of
ERAMUS IP project in May 2011.

Table below summarises the Research Methodology and design.

Chapter 2 Chapter 3
Paradigm Positivistic Phenomenological
Type Quantitative Qualitative
Methodology Grounded theory
Data collection method Survey Observations,  interviews,
cases
Sampling design Convenience sampling Purposive (Theoretical)
(N=342) sampling (N=34 companies)
Time horizon Longitudinal Cross-sectional
Unit of analysis Aggregate - country Aggregate - culture
grounded competitive
advantages
\Validation Econometric methods Triangulation, member
responses to findings

Source: compiled by the author

Main Contributions and Scientific Novelty of the Research

The scientific novelty and main achievements of the research can be characterised by
the following:

National identity scale (NATID) as culture measurement methodology is
applied in Latvia and up to know Latvia is tenths country where national
identity is measured. Moreover, for the first time national identity is measured
in the same country three times with one year lag thus allowing to trace and
assess changes;

Cultural distance index from Latvia to neighbouring countries and main trade
partners is calculated;

Practical application of National identity constructs (national heritage, belief
system, cultural homogeneity and consumer ethnocentrism) is proposed by the
means of combining them in a framework with elements of a business model.
Recommended thinking pattern for culture grounded competitive advantage
creation including four steps is proposed,;

Three new tools to aid practical business model creation process are
introduced: eco-mapping is applied to organisations, new strategy grid for
country positioning, and matrix visualising the choice of direction in terms of
place and product combining Hofstede's indices and NATID constructs.



The Thesis Presented for defence

e Globalisation and current economic state makes perceptions of local culture
stronger, however, three year period is too short for statistically significant
change

e National identity (NATID) scale developed by Keillor and Hult (1999) as a
tool for measuring and assessing national cultural identity can be applied in
Latvia with small modifications as it shows satisfactory internal consistency
reliability

e Cultural similarity between countries has significant (20-30% of variation)
influence on export and foreign trade, other variables being equal

e Many international and local companies successfully utilize national cultural
identity as resource for competitive advantage creation and their experience
can be overtaken by other business organisations

e The proposed culture grounded competitive advantage creation process steps
and tools can be applied by SME in Latvia

The Approbation of the Most Relevant results

The most relevant results of the research has been presented and discussed at eight
international scientific conferences in Latvia and abroad:

1. ,,Culturally bound product as ‘media’ in cross-cultural communication” — 4th
International conference ,,Information Society and Modern Business”, Ventspils
University College, May 14-16, 2009, Ventspils, Latvia

2. ,Measuring Cultural Diversity: Methodological Approach and Practical
Implications” — Ninth International Conference on Diversity in organisations,
Communities and Nations, June 16 — 19, 2009, Riga, Latvia

3. ,National Identity and Culture as Pool of Resources for Sustained Competitive
Advantage” — paper presented in Session 7: International and Regional Strategies:
Focus on Russia and Baltic. The 7th EIASM workshop on International Strategy and
Cross-cultural Management, Helsinki, Finland.

4. “The new Challenges for Strategic Management Theory: Globalisation and
National Cultures” — paper presentation in The 6th International Scientific Conference
“Business and Management —2010” May 13-14, Vilnius, Lithuania

5. ,,National Identity in the Period of Economic Crises: Impact and Consequences” —
virtual participation in 10th International Conference On Diversity in Organisation,
communities and Nations, 19-25 July 2010, Queen’s University Belfast, Northern
Ireland

6. “National Cultures as a Source of Competitive Advantage for Industrial
Organisation in Era of Globalisation and Times of economic Crisis”, EBES 2010
Conference, October 29-30, Athens, Greece.

7.”National Identity in the Period of Globalization and Economic Turbulence:
Antecedents and Consequences” paper presented in International Conference
”Changes in Global Economic Landscape — in search for new business philosophy” ,
April 28-29, 2011, Riga, Latvia.



8. “Consumer ethnocentrism and national identity shift — possibilities for new
business models™, International Scientific Conference BMRA 2011, “Customer as
Change Driving Force”, October 20-21, Kaunas, Lithuania.

9. “Identification of resources leading to competitive advantage and exploitation of
new business opportunities: Organisational Eco-Map” 5th International conference
»Information Society and Modern Business”, Ventspils University College, April 26-
27, Ventspils, Latvia.

10. “National identity and culture Grounded Competitive advantage: Innovative
Business Models”, The 7th International Scientific Conference ,,.Business and
Management 2012” May 10-11, Vilnius, Lithuania

11. ,,Cultural Diversity for Business Model Innovation: Opportunity Provided by
Globalisation”, 12th International Conference on Diversity in Organisation,
communities and Nations, on 11-13 June, Vancouver Canada (virtual participation).

12. “Culture as a source of competitive advantage: possibility to compete
internationally”, EIASM 10" Worksop on International Strategy and Cross cultural
management, October 19-2012, Reykjavik University, Island.

Publications

The results if current research is published in international reviewed scientific
journals covered by international indexing services. Below is the list of publications:

1. Chirjevskis A., Ludviga I. (2006), Competitive Advantage Based on Cultural
Identities of Localities in the Era of Globalisation, Proceedings of the International
Conference “Uncertain transformations — New Domestic and International
Challenges” University of Latvia, Riga, pp 86-98, ISBN 9984-802-58-2

2. Ludviga | (2009), Measuring Cultural Diversity: Methodological Approach and
Practical Implications; assessment in Latvia, The International Journal of Diversity in
Organisations, Communities and Nations, pp 73-85; ISSN: 1447-9532

3. Chirjevskis A., Ludviga | (2009), Managing the Culture of Diversity: National and
Cultural Identities as the basis of Sustained Competitive Advantages in Globalised
markets, The International Journal of Diversity in Organisations, Communities and
Nations, pp 85-97; ISSN: 1447-953

4. Ludviga I., Chirjevskis A. (2010), The new challenges for strategic Management
theory: globalisation and national cultures, The 6th International Scientific
Conference ,,Business and Management 2010 Selected papers, VGTU Publishing
House ,,Technika” Vol.1.,pp 421-427; ISSN 2029-4441

5. Ludviga I., (2011), Consumer ethnocentrism and national identity shift —
possibilities for new business models, International Scientific Conference BMRA

2011, “Customer as Change Driving Force” Conference Proceedings, Nr.31, October
20-21, Kaunas, Lithuania, ISSN 2029-5448.

6. Ludviga 1., (2012), National identity and culture Grounded Competitive advantage:
Innovative Business Models, The 7th International Scientific Conference ,,Business
and Management 2012 Selected papers, VGTU Publishing House ,, Technika”.



7. Ludviga 1., (2012), National Culture and Identity in Contemporary Global World:
Assessment in Latvia, China-USA Business Review, Vol. 11, No. 6; pp 525-538,
ISSN 1537-1514.

The results of this research were also presented and discussed in France, in May 2011.
Two series of lectures where delivered to Normandy Business School masters
programme ‘International business” students and as part of ERASMUS Intensive
programme. The topic of this workshop was “Alternative approach to culture —
National Identity”. During two interactive seminars the research results and approach
to culture as a resource including relevant examples were presented and students had
to draw their own national identities and talk about possible cultural resources
inherited in their home cultures. More than 50 students from France, Spain,
Germany, Check Republic, UK, Austria, Slovakia, Lithuania, Sweden and Egypt
participated and provided interesting insights thus contributing to theory development.
Students also fulfilled the NATID questionnaire. Although limited number of
respondents does not allow using the data for the research, the questionnaires together
with the description of countries identity (NATID drawings) provided interesting and
rich data for future analysis.

Research findings are used to develop Case “Riukisu t&ja — how to grow with respect
to traditions” in the framework of EEA/Norwegian project LV-0040 “Developing and
delivering innovative training modules for Baltic executives using an interdisciplinary
approach to entrepreneurship and advanced technologies”, EEA Norway Grants. The
case have the following learning objectives: to illustrate how to build a business based
on knowledge accumulated by a nation — knowledge about healing characteristics of
herbs growing in Latvia as well as imported (ginseng); to consider the opportunities
and threats of facing globalisation trends; to discuss how companies can develop
dynamic capabilities derived from national cultures; to illustrate opportunity sensing
and seizing process; to discuss cross cultural product (tea) consumption patterns.

Author’s ideas have been overtaken by other researchers and the publications have
been referenced in:

Chou, L., (2009), Trust in Born Global SME’s Social Capital: A cultural Ecology
Perspective, Economics and Organisation of Enterprise, 5(3), pp78-83;

Chou, L., (2010), Cultural Ecology: an environmental factor for Born Globals
success, Review of Business research, p10.

Sinanovic, S., (2011), Exploring Anti-immigrant Attitudes and Workplace
Discrimination from the Perspective of the Sociocultural Minority, Doctoral
Dissertation, Northcentral University Graduate Faculty of the School of Business and
Technology Management, Prescott Valley, Arizona, 234p.

A part of the promotion work materials are used in the RISEBA MIB (Master
International Business) and MBM (Master of Management Science) study course
International Strategic Management and Strategic Management.

The article “The new challenges for Strategic management Theory: globalisation and
national cultures” is included in Scribd and used by assistant Professor Farooq Omar
on MBA programme in Business Strategy as course material at University of
Management and Technology (UMT, Pakistan), School of Business and Economics.



The material can be found at: http://www.scribd.com/doc/70576562/BSP-strategy-
Frameworks

Structure of the Dissertation

The dissertation is an independent research project and it consists of Introduction,
three Chapters and the Conclusions and Proposals for Implementation, Bibliography
and Appendices. The total number of pages excluding appendices is 182 including 36
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The dissertation is structured as follows:
Introduction
1. Competitive advantage in the contemporary world
1.1.Evolution of Competitive Advantage concept according to modern
strategic management theories
1.2.Competitive strategy and types of Competitive Advantage
1.3.Measuring Competitive Advantage
1.4.Sources of Competitive Advantage
1.5.Culture as a source of Competitive Advantage in the era of
globalisation
1.6.Business Model as tool for Competitive Advantage creation
2. Measuring and comparing cultures and national identities: theory application
in Latvia
2.1.Influence of cultural distance on international trade
2.2. National identity in Latvia
2.3. Combination of Hofstede's cultural indices and national identity
constructs for foreign market assessment
3. Culture Grounded Competitive Advantage
3.1.Measuring Competitive Advantage
3.2.Towards new business model
3.3.Recommended thinking pattern and tools for Culture Grounded
Competitive Advantage creation
Summary and conclusions
Bibliography


http://www.scribd.com/doc/70576562/BSP-strategy-Frameworks
http://www.scribd.com/doc/70576562/BSP-strategy-Frameworks

MAIN SCIENTIFIC RESEARCH RESULTS

1. Competitive Advantage in the contemporary world
Chapter 1 consists of 59 pages and comprises 4 tables and 16 figures.

The following theories are analysed in the literature review:

1. Several competitive advantages (dominant as well as supportive advantages) may
be necessary for a firm to achieve superior performance. Dominant advantage is the
one which is directly connected with the firm’s core purpose and identity, thus it
translates out of the company’s values Ma (1999a, 1999b).

Alongside with Porter (1998, 2004) generic strategies, two types of differentiation
advantage, according to Lieberman (2009), are vertical product differentiation and
horizontal product differentiation. Beal (2001) pinpoints several ways to gain
competitive advantage through differentiation Innovation Differentiation, Marketing
Differentiation, Service Differentiation, and Quality Differentiation.

2. The sources of competitive advantage are Key Resources and Capabilities which
are valuable, rare, costly to imitate and organization is bale to exploit them, as well as
relationships which configure the value proposition. Culture and national cultural
identity corresponds the VRIO characteristics. To be winners in the competitive game
managers must consider the company not only as a collection of product-market
activities or as a bundle of resources, they must view the firm as host of competitive
advantages (Porter, 2004; Ma, 1999a; Barney and Hesterly, 2006; 2012).

Potential sources of competitive advantage are described and it is concluded that the
RBV, the DCV, the Delta Model, Blue Ocean strategy, S-D logic and finally Action
Based View, all emphasise the importance of intangible resources and knowledge, as
well as mutually beneficial relationships for achieving sustained competitive
advantage and superior performance. A resource-based model of sustainable
competitive advantage (Fahy, 2000) is described.

3. Several types of assessments for differentiation Competitive Advantage exist:
performance outcome measures, such as profitability, market share, sales growths;
and measures based on customer value. Barney and Hesterly (2006) suggest
accounting measures and economic measures of competitive advantage, however,
Lieberman (2009), state that the existence and magnitude of "competitive advantage”
depends on how the concept is defined. Economic and also functional customer value
propositions (CVPs) are more likely to represent points of parity, whereas emotional
and symbolic CVPs represent points of difference and gaining of competitive
advantage ((Rintamaki et al., 2007). Thus customer value proposition alongside with
the sales growths provide suitable assessment measures for competitive advantages
especially differentiation advantage (Adner and Zemsky, 2006: Lieberman, 2009;
Browning, 2001; Walters et al., 2002). Value proposition as means for competitive
advantage potential’s assessment is applicable even at early stages of business and/or
product development, when performance outcome measures are not available jet.
Sales growth of the particular company in comparison with the industry average is
other applicable measure of competitive advantage.

4. Culture is analysed as source of customer value. Alongside with Hofstede's (1980,
2001) cultural indices, Kogut and Singh (1988) cultural distance index, National



Identity (NATID) scale, developed by Keillor and Hult (1999), is a measure of
cultural diversity within boundaries of a nation state and at particular point of time.
The NATID scale is reported in literature for identifying the core elements that define
the uniqueness of given culture or nation as far as their association with marketing is
concerned (Chi Cui and Adams, 2002). Measure of national identity (NATID) is
partially formulated on the premise that the elements, which characterize nation’s
identity, are also the components, which serve to tie sub-cultures together within
national boundaries. This makes Keillor and Hult's framework applicable for use in
business, as there is no need to distinguish between identities of different people
living in the country. NATID scale includes 4 constructs: National Heritage (NH)
reflect the given “culture’s sense of their own unique history”; Cultural
Homogeneity (CH) deals with the cultural uniqueness of a given society and whether
the number of subcultures has inverse relationship to the strength of national identity;
Belief Structure (BS) mainly shows the role of religion and whether it “affects the
moral reasoning process in a marketing ethics context”; Ethnocentrism which is
measured in NATID scale as Consumer Ethnocentrism (CE) accounts for the
“importance placed on maintaining culturally-centred values and behaviours” (Keillor
and Hult,1999).

5. The fundamental question of business strategy — how to build and sustainable
competitive advantage, is directly related to a business model design (Teece, 2010).
Since strategy is a continuous process which involves learning, discovery and
inventing (Pugh and Bourgeois, 2011), a business model is a direct result of the
strategy. Business model is more generic than business strategy and coupling strategy
and business model analysis is necessary to sustain competitive advantage. Business
model is a method by which the firm builds and uses its resources (Mansfield and
Fourie, 2003) and the strongest forms of competitive advantage come from business
model innovation.

Business Model as a tool for Competitive Advantage Creation, as stated by Teece
(2010), Mansfield and Fourie, (2003), Pugh and Bourgeois (2011, Casadeus-Mansel
and Ricart (2009), Barringer and Ireland (2008), Lingardt (2009), Johnson (2008) and
finally Ostervalder (2004) is described. Four Box model (Johnson, et al., 2008)
comparison of with Business Model Canvas (Ostervalder and Pigneur, 2010) show
substantial overlapping.

This research is based on the following conclusions derived from the literature
review:

e Several competitive advantages (dominant as well as supportive advantages)
may be necessary for a firm to achieve superior performance. Dominant
competitive advantage is the one which is directly linked to company’s values.

e The sources of competitive advantage are Key Resources and Capabilities
which are valuable, rare, costly to imitate and organization is bale to exploit
them, as well as relationships which configure the value proposition. Culture
and national cultural identity corresponds the VRIO characteristics.

e Competitive advantage creation and business model reinvention both include
unique Customer Value (CV) or Customer Value Proposition (CVP)

e The best measure of differentiation advantage potential is customer value
proposition. Emotional value as well s symbolic value is the economic value
or monetary worth of feelings when customers positively experience products
and services. Value proposition as means for competitive advantage



assessment is applicable even at early stages of business and/or product
development when performance outcome measures are not available jet.

e Sales growth of the particular company in comparison with the industry
average is other applicable measure of competitive advantage.

e National identity (NATID) scale is a measure of cultural diversity within time
and space — within boundaries of a nation state and at particular point of time.

To name the competitive advantage of product or service which is grounded in
national cultural identity of a definite locality the concept - “culture-grounded
competitive advantage” (CGCA) is introduced. Culture grounded competitive
advantage is defines as sustained or temporary advantage of a product or service
which grows out of culturally grounded resources and capabilities and creates unique
value for its buyers. Figure 1.1 describes the logic of the research.
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Figure 1.1: Theoretical Framework of the research
Source: compiled by the author

Chapter 2 is devoted to understanding the culture and its role in business in Latvia.
Assessment of culture’s influence on international trade and export is performed as
well as evaluation of national identity in Latvia. National ldentity is measured
according to the NATID scale and compared with other countries data. Environmental



influences on national cultural identity are measured - horizontal relationship in
Figure 1.

Chapter 3 is devoted to vertical relationship in Figure 1 — illustrative case examples
show how national identity constructs are applied in business models and culture
grounded competitive advantage measured as unique value proposition is created.
Management actions are presented as proposed four step thinking pattern.



2. Measuring and Comparing cultures and national identities: theory

application in Latvia
Chapter 2 consists of 39 pages and comprises 20 tables and 10 figures.

In order to develop culture grounded competitive advantage creation process model it
is necessary to understand culture, its components and its influences on business
activities in detail, as well as how culture is influenced by environmental forces.
Chapter 2 is devoted to overall assessment of culture’s influence on international trade
and evaluation of national identity in Latvia, its measurement according to the
NATID scale, cross country comparison, and measuring environmental influences on
national cultural identity.

The value of national cultural identity concept for business organisations is mainly in
comparison with other cultures as it allows positioning the countries and to trace
similarities and differences and assess export possibilities and design marketing
activities. Influence of Cultural Distance on International trade is measured and the
following Research Questions are answered in this subchapter:

RQ1A: How Latvian national culture should be understood in comparison with other
cultures?

RQ1B: What are the implications of cultural similarities and dissimilarities on
Latvian cross-border trade?

To answer these questions Cultural Distance Index (CDI), as proposed by Kogut and
Singh’s (1988) based on Hofstede’s cultural indices, is calculated. Ranging countries
according to the cultural distance index from Latvia; the closest country appeared to
be Lithuania. Surprisingly that Estonia comes only after Norway and Finland and
Russia is quite far in terms of culture. This verifies that Baltic countries are closer to
the Nordic countries rather than to Eastern Europe or other Post Socialist countries.
However study by Zivko and Zver (2006), where Hofstede's indices for Baltic states
were calculated from data gathered in the middle of 90ies, show closeness to Russia
and other previous socialist countries. It can be explained with the shift in cultural
values away from socialist ideology closer to indigenous national identities of the
Baltic States, hence, Nordic countries.

Export and foreign trade data are used to analyse the influences on international
business and regression modelling is used for statistical data analysis. Coefficient of
determination (R-squared) provides a measure of the goodness of fit in the regression
equation. R-squared for the samples is about 0,3. t Test and F Test for significance
allows to conclude that linear relationship between cultural similarity of the countries
and export is statistically significant.

Residual analysis is a tool to assess whether the model is appropriate. The removed
outliers in the model are Netherlands, Norway and Finland — countries with very
small CDI from Latvia. With removed outliers culture accounts for 70% of the
relationship and thus it can be concluded that cultural distance is an important factor
influencing export from Latvia. It can be also concluded that Netherlands, Norway
and Finland possess unrealised potential for Latvian exporters. Consumers in those
countries will understand and accept Latvian products with cultural attributes as the
cultures are similar. Hence, Latvian exporters should consider those countries first
when searching for new markets.



National Identity in Latvia is measured by the means of NATID scale which is 17
item Likert-type attitude statement questionnaire. The following Research Questions
are answered:

RQ2A: How strong is Latvian National identity?

RQ2B: Is Latvian National Identity influenced by globalisation forces and economic
crisis?

NATID scale data Reliability test is performed calculating Cronbach’s alpha. It can be
concluded that overall NATID model reliability is acceptable, as all overall national
identity (ONI) Cronbach’s alpha coefficients are > 0,7 , still none of the sub-
constructs show consistently reliable results for all three year samples. However
consumer ethnocentrism (CE) reliability also can be considered as acceptable as, if
rounded, it is > 0,7 in all three samples.

Aim of measuring national identity over 3 years (2009, 2010 and 2011) alongside
with scale reliability test was to identify changes in correlation with globalisation
forces and economic situation. The question RQ2B is answered by comparing Overall
National Identity (ONI) in Latvia over 3 year and with economic indicators and KOF
index of globalisation. Globalisation index (KOF) shows strong positive correlation
with overall national identity (ONI) as well as with belief system and consumer
ethnocentrism. GDP growth however shows strong negative correlation with ONI and
BS. The results are presented in the Table 2.1 — mean scores, followed by the standard
deviation in parentheses for all the constructs of national identity are used instead of
mode, because these scores are available for other countries and will be used in
further cross country comparisons.

Table 2.1
NATID constructs in Latvia in 2009, 2010 and 2011.
Latvia 2009 | Latvia 2010 | CHAN Latvia 2011 | TOTAL Direct
Construct (N=102) (N=111) GE (N=129) CHANGE ion

458 4.43 -3.23% 4.56 -0.36%
National Heritage (1.21) (1.57) (0,89) @
Cultural 4.61 4.52 -1.99% 453 -1.80%
Homogeneity (1.08) (1.52) (0,84) g

3.43 3.82 11.23% 3.77 9.94%
Belief System (0.94) (1.91) (0,71) T\r
Consumer 4.31 4.51 4.71% 4.37 1.55%
Ethnocentrism (1.25) (2.48) (1,09) T\r
Overall National 16.95 17.28 1.93% 17.24 1.69%
Identity (2.66) (2.74) (2,36) T\r
KOF Index of
Globalisation 71.6
(-lyear) 63.24 76.14 1
GDP per capita -
PPP $ 17600 14500 13834 l
Real GDP growth
(-year) 4,6% 117,8% - 1,8% l

Source: compiled by the author



Overall National Identity score has increased by more than 2% and it can be
considered as quite strong. Real GDP has decreased by 6% by the end of the period.
All the constructs of national identity except cultural homogeneity have increased.
Cultural Homogeneity in contrary has decreased thus indicating the polarisation of
society. The society is becoming more culturally diverse and members of subcultures
in consider more their differences. This can be explained by the poor economic
performance of the country and people, being embarrassed by unsuccessful actions
and decisions of the government.

Latvian respondents do report a distinctly high score in the Belief System neither in
2009, nor in 2010. Still the increase in 2011 is significant and it can be explained with
human behaviour seeking consolation in religion in times of turbulence and
uncertainty.

Consumer Ethnocentrism has increased by 4.71% between 2009 and 2010. It
represents the beliefs held by consumers about appropriateness and morality of
purchasing foreign products. Thus consumers in Latvia are becoming more
ethnocentric and believe that purchasing imported products can harm the domestic
economy and causes unemployment. They see that their duty is to support and protect
the economy. Witkovich (1998) and Shankarmahesh (2006) found that younger
consumers are less ethnocentric than older, hence the sample in this study show very
cautious results. We can expect even higher consumer ethnocentrism with older
sample in Latvia.

To answer research question 2B null and alternative Hypotheses are proposed:
Ho: all three year populations are identical
Na: Not all populations are identical
Statistical significance test of three year tendency is performed by the means of

Kruskal-Wallis test resulting in H = 0.513923 and associated p-value = 0.773398;
with degrees of freedom is k — 1 = 2. As p-value 0.77 > o = 0.05, thus Ho should not
be rejected.

It means that in spite of overall national identity (ONI) growth as seen in the Table
2.14, the increase should be considered as statistically insignificant and treated with
caution. It is not possible to conclude that economic crisis and intensification of
globalisation result in statistically significant change of national identity construct
(NATID).

National identity cross country comparison is performed by comparing data from
Latvia with data from previous studies. NATID scale is not applied widely therefore
data is available only for limited number of countries. Keillor and Hult (1999)
measured national identity in Mexico, Hong Kong, USA, Japan and Sweden, latter
their study was replicated by Phay and Chun (2003) in Korea, Singapore Thailand and
Thaiwan. Although Chi Cui and Adams (2001) conducted NATID survey in Yemen
their data will not be used as the authors reported unsatisfactory fit of the model.
Table 2.2 below presents the ranking of ONI score for the countries.



National Identity cross country comparison

Table 2.2

National Cultural Belief Consumer National Classificati
Country Heritage Homogeneity System Ethnocentrism Identity on
(NH) (CH) (BS) (CE) (ONI)
Extremely
Thailand 5,3 4,98 4,38 4,93 19,59 strong
Korea 4,93 4,85 3,73 4,33 17,84 Strong
USA 5,15 4,92 3,49 3,88 17,44 Strong
Mexico 5,07 4,74 3,49 3,71 17,0 Strong
Latvia 4,60 4,57 3,44 4,32 16,93 Strong
Neither
strong nor
Taiwan 4,55 4,33 3,8 3,88 16,57 weak
Hong Weak
Kong 4,14 3,92 2,82 4,36 15,2
Singapore 3,36 4,52 3,6 3,36 15,11 Weak
Japan 4,9 4,73 2.8 2,37 14,79 Weak
Extremely
Sweden 4,64 4,12 2,56 2,1 13,4 week

Source: compiled by the author

Latvian national identity 16,93 falls into category “strong” however NH is ranked
only sevenths, but CE is ranked fourths. Latvian ONI is the fifths strongest in the
sample. Latvia has relatively strong National Identity and high consumer
ethnocentrism; hence local companies should capitalize on it. As suggested by Shimp
and Sharma (1987) and Olsen (1993) local companies should take advantage of
ethnocentric tendencies and promote their “native” image. This can provide small
domestic companies with competitive advantage even over large international
competitors.

Environmental factors, such as economic crisis and decrease of purchasing power
influence all aspects of social life and also overall national identity and consumer
ethnocentrism. Its impact on consumer decision making is in favour of domestic
producers. However the study shows that this influence takes time and three year
period is too short to report statistically significant impact.

Since NATID model is the only one taking into consideration culture from resource
perspective it can be applied in cross country and cross culture comparisons.
Combination of NATID model with Hofstede's dimensions can provide managers and
marketers with broader picture and versatile insights into international an marketplace
and consumer segments.

Combination of Hofstede's cultural indices and national identity constructs for foreign
market assessment: ONI — home country overall national identity; CDI — cultural
distance index between two countries; INDgc — foreign country Hofstede's
individualism score; UAVgc — foreign country Hofstede s uncertainty avoidance score
(shows that reverse score should be used); CE gu — foreign markets™ consumer
ethnocentrism. The model show satisfactory Significance F 0,04. However p-values
for separate regressors are higher: IND — 0,25; UAV - 0,15; CE - 0,29 and CDI —
0,22. R-square is 0,64 and adjusted R-square 0,5 and standard error is 163172.4. The



magnitude of standard error should be judged relative to the value of the dependent
variable (export). Standard deviation of export is 225887.2. It appears that standard
error of the estimate is smaller than standard deviation.

It can be concluded that adding national identity (NATID) constructs and
individualism and uncertainty avoidance to the model increases its reliability. In the
models with only CDI R-squared is about 0,3, however, in combined model it is 0,64
and adjusted R-square is 0,5. Thus it shows that up to 50% of the relationship depends
on the regressors.



3. Culture Grounded Competitive Advantage

Chapter 3 consists of 42 pages and comprises 12 tables and 11 figures.

This chapter answers questions “How” and “Why” therefore it is qualitative. It aims
to present a theoretical model or path for culture-grounded competitive advantage
(CGCA) creation bots, in domestic and foreign environment, and thus answer RQ3:
How companies use national identities of particular localities to build culture
grounded competitive advantages?

Qualitative study of 18 Latvian and 16 international companies provide the data set
for competitive advantage and business model analysis. Data are obtained from
variety of secondary sources, field visits and interviews. Several Latvian companies
were chosen from the total sample for deeper analysis: MADARA, STENDERS,
Dailrade RC, Rukisu Tg&ja, Laci, Valmiermuiza, Varis Toys, and Tochun Consulting,
which is presented as brand RetaiBaltic. Case examples show how national identity
constructs are applied in business models, and how culture grounded competitive
advantage is created based on unique value proposition. Latvian sample companies
are presented in the Table 3.1.

Table 3.1
The sample - Latvian companies
Nr | Company Main Industry Industry subsector Scope of
Product operations
1 MADARA Eco-cosmetics | Manufacturing Health and Personal Care | International
COSMETICS Service Stores
Cosmetics, Beauty
Supplies and Perfume
Stores
2 STENDERS Eco- Manufacturing Health and Personal Care | International
cosmetics; Service Stores; Cosmetics, Beauty
Gifts Supplies and Perfume
Stores
3 Laci Bread Manufacturing Bread and Bakery Product | Mainly local
Service Manufacturing Secondary | with some
data international
4 | Varis Toys Construction Manufacturing Doll, Toy and Game International
sets Manufacturing
5 | Rakisu t&ja Tee (eco- Manufacturing Agriculture; Coffee and Mainly local
product) Tea Manufacturing Fruit | with some
and Vegetable Preserving | international
6 | DailradeRC Souveniers Manufacturing Wood, textile, leader Local
manufacturing
6 Lido Catering Manufacturing Food Services and Mainly local
establish- Service Drinking Places; with some
ments international
7 | Brivais vilnis Canned food Manufacturing Seafood Product International

Preparation and
Packaging

8 Riga Black Alcoholic Manufacturing Beverage Manufacturing International
balsam drink
9 Laima Chocolate Manufacturing Sugar and Confectionery | International
Product Manufacturing
10 | Bauskas alus Beer; ‘Kvas” | Manufacturing Beverage Manufacturing Mainly local
with some

international




Table 3.1 continued

Nr | Company Main Industry Industry subsector Scope of
Product operations
11 | Valmiermuizas | Beer Manufacturing Beverage Manufacturing Mainly local
alus with some
international
12 | Larelini Textile Manufacturing Textile and Fabric International
manufacturing, Finishing
and Fabric Coating
13 | Motra Caviar Manufacturing Seafood Product International
Preparation and
Packaging
14 | Alidas kafeja Coffee drink Manufacturing Agriculture; Beverage Local
manufacturing
15 | Institute of FitoBALT Manufacturing Pharmaceutical and International
Innovative Food Medicine Manufacturing
Biomedical additives; eco- (chemicals)
Technology products; Bio products
Ltd medicine
16 | Tosun Sales training | Service Business consultancy and | International
Consulting sales training
17 | llze Sweets Chocolate, Manufacturing Sugar and Confectionery | Local
Brand CAPS cookies Product Manufacturing
18 | MATKA Branding Service Business consultancy Local and
services international

Source: Compiled by the author

As concluded in Chapter 1, the best way to assess of differentiation advantage
creation potential is customer value proposition. Emotional and symbolic value,
resulting in economic value or monetary worth of feelings when customers positively
experience products and services, will sooner lead to competitive advantage and
superior performance than functional and economic value. The latter two are two are a
must to stay in business. Economic value can lead to low cost leadership, by adding
functional value competitive advantage can be achieved if the function is the key
motivator for the customers. However nowadays customers have a wide choice of
everything and therefore emotional and symbolic values become extremely important
(Rintamaki et al., 2007). Dominant competitive advantage is the one on which the
company’s values are built (Ma, 1999a), thus it can be traced from value statement.

Sales growth of the particular company in comparison with the industry average is
other applicable measure of competitive advantage. Table 3.2 summarizes data on
sales growths, customer value proposition and types of competitive advantage on
Latvian companies.

The Table below shows that mentioned Latvian firms have outperformed local and
even international competitors. A sales growth in 2011 in Latvia on average was 4.9%
(Strautins, 2011). All the above mentioned examples were much more successful.
According to Deloitte (2011), the chemicals industry is continuing to recover with
revenue growing at a compounded annual growth rate of 7.9%. The European
Chemical Industry Council reported that consumer and specialty chemicals
production rose by 6.8% and 6.1% respectively during 2010 (Hadhri and Pieper,
2011). Madara Cosmetics and Senders, both operating in this industry, exhibited
much higher sales growths than average.



Table 3.2

Sales growths, customer value proposition and type of potential advantage

Measures of CA potential and Types of CA

Company Sales growths Customer value Type of CA

proposition

MADARA 30% in the first half of 2011 Effectiveness and quality | Marketing

COSMETICS according to the same period in achieved through differentiation;
2010 (Nozare.lv) ECOCERT and Latvian Innovation

Identity; differentiation
Emotional story

STENDERS 27% in the first half of 2011 Symbolic value: story Marketing
according to the same period in about old Stender, differentiation
2010 (Nozare.lv) authenticity;

In Latvian market - 14% Rumour: secret of eternal
youth;
Emotional value: service
culture based on harmony,
passion, love

Rukisu teja 100% annually since 2000, in Emotional and symbolic Marketing
2011 it will be less as company based on beliefs and differentiation
is approaching its maximum traditions
capacity (Lignickis, 2011)

Tochun Consulting | 300% in second quarter of 2011 | International experience Innovation
compared with the same period and culture based differentiation
in 2010 (company established in | competence
March 2010; Tochun, 2012)

Dailrade RC Stable growth since 1992; in Authenticity — symbolic | Marketing
2011 — average 3% (Bunza, value differentiation
2012)

Valmiermuiza 30% in the first half of 2011 History, craft beer; Marketing
according to the same period in Vicinity differentiation
2010 (Nozare.lv)

Laci 30% in the first half of 2011 Symbol of Latvia, Marketing
according to the same period in emotional value differentiation
2010 (Nozare.lv) attached to ancient

recipes and traditions

Varis Toys 20% increase in 2010 (200 Combination of Innovation
000LVL) according to previous | ecology, aestheticsand | differentiation
year, due to export. 90% of developmental need of a | Marketing
production is exported, to child, emotional value differentiation
Germany, Japan, USA, Canada | of parents™ childhood to
and other countries (Nozare.lv) toys

Source: compiled by the author; sales growths data from Nozare.lv and interviews

Customer value propositions created by the companies presented in Table 3.2 carry
mainly emotional and symbolic values. For example, emotional stories based on
unique history (STENDERS, Valmiermuiza, Madara Cosmetics) or memories evoked
by the product (Varis Toys), symbolic value of ancient practices (Laci, Rukisu t&ja) or
authenticity (Dailrade RC). All these value propositions mainly lead to marketing
differentiation advantages. However some companies also have created innovation
differentiation advantages based on cultural skills and traditions. For example,
Tochun Consulting does not include its cultural values in marketing materials but
have used the Osman trading traditions (The Ottoman Turks) to design their services
in innovative way. Varis Toys use the traditional skill to build wooden houses without




a single nail to design their children construction sets.

As concluded by Ma (2000), dominant competitive advantage is the most important
for the company and it translates directly from firm's mission and values, and it
creates the customer value proposition (CVP). Citations indicating the dominant
competitive advantages of the Latvian companies are presented in the Table 3.3.

Table 3.3
Dominant competitive advantage

Company

Citation indicating Dominant Advantage

MADARA
COSMETICS

“Sense the force of Baltic plants”
Each MADARA product is a short story about Latvia. And we’re happy
that the world listens to and understands MADARA's stories.

STENDERS

Our mission is to see, hear and want to explore our own and foreign

culture and traditions as well as to bring our culture to the world.

We create the ambiance with respect to the past in which beauty prevails
over functionality.

Baltic heritage: the trend of authenticity reproduced with permission of
Stenders (Fisk, 2009).

The company revives ancient Latvian recipes but doesn’t shy away from
borrowing the best from other countries’ traditions.

Rukisu t&ja Enjoy and appreciate the gifts of Latvian nature

Dailrade RC Our mission is to popularize Latvian craft traditions and state by souvenirs;
to provide companies with authentically Latvian representation materials
thus allowing them not only to represent themselves but also Latvia as

unique place

Tochun Consulting
(RetailBaltic)

You must go through the experiences

Master brewers spent an entire year delving into ancient recipes in search
of the holy grail; the recipe which today’s beer lover would enjoy most.

Valmiermuiza

Laci Things happen a bit differently here. More thoroughly. If the people here
do something, then they do it like it was done a century ago - for real and
sincerely. From the heart. Mission: To bake natural and high quality bread
and original bakery items, all while honouring, upholding and developing
centuries-old traditions. Values: Ancient and unique baking traditions

Varis toys Since very beginning humans have been in a very close relation to nature —
fields, rivers, trees and everything that is environmental. This is where
VARIS Toys story begins — story about wooden toys from our childhood
that makes all our inventions and discoveries emotionally valuable and
unique. Skilled craftsmanship is important in the production of VARIS

Toys

Source: compiled by the author

All firms represented in Table 3.3 build their dominant competitive advantages on
cultural attributes as they indicate cultural values as the company’s values, for
example, Laci “ancient and unique baking traditions”. Moreover, they include them in
their mission statements, for example Laci “To bake natural and high quality bread
and original bakery items, all while honouring, upholding and developing centuries-
old traditions”, STENDERS “mission is to see, hear and want to explore our own and
foreign culture and traditions as well as to bring our culture to the world”, Dailrade

RC mission is to “popularize Latvian craft traditions and state...”
Business Models

Further the assessment of firms™ business models is presented. Ostervalder (2004)
propose assessing business models on nine axes which are the nine basic building




blocks of a business model. Every one of these axis would allow characterizing a
specific part of a company's business model. He suggested assessing a larger number
of business models in or across industries and analyzing if there are any specific
patterns in the characteristics of successful business models. Figure 3.1 presents the
comparisons of business models of five Latvian companies.

Business Models

Value proposition

—&— DailradeRC
Distribution channel | —#— ROk1Su t&ja
—a&— RetailBaltic
MADARA
—i— STENDERS

ustomer Relationships

Capabilities Value configuration

Figure 3.1 Business Model assessments
Source: compiled by the author

From figure above it is obvious that all the business s models are typical for
differentiation advantage, if evaluated according to Porter, as their cost structure is
definitely not low. As it is stated by STEDERS, low cost is not a target. These
business models allow companies to have higher costs which are compensated with
high value proposition.

According to data presented in Tables and the comparison of business models it is
enough evidence to conclude that national culture can serve as source of dominant
competitive advantage based on differentiation mainly expressed as marketing and/or
innovation advantage. Sales growth figures indicate that such advantage exists and is
mainly presented as emotional and symbolic value proposition and source of
capabilities.

Towards New Business Model

Business model is highly relevant in the current business environment and in the
framework of this research to provide reader with clear ‘roadmap’ of proposed
activities for CGCA creation. Aiming to combine existing culture frameworks,
strategic management theories and business model approach, and in particular putting
NATID into BM, the following model (Figure 3.2) is proposed:
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Figure 3.2: NATID constructs and Business Model
Source: Osterwalder (2004) modified model, Keillor and Hult (1999) NATID model and
author’s proposition

Gathered cases illustrate the model. National Heritage serves as key resource and for
capability building, and specific value proposition in the same time:

EMU is authentically Australian, company’s products and marketing
campaigns “proudly promote genuine Australian heritage and distinctive
lifestyle”. Being Australian is a value for company and its consumers.

Baileys use two Irish traditions combined — distilling and farming. Successful
R&D by developing ancient skills and traditions has resulted in unique
product, Bailey’s Irish cream Liqueur, in which milk is preserved by the
alcohol alone.

Red Bull — Thailand caffeine —filed drink “Kating Daeng” which was on sale
throughout Asian region containing exotic ingredients and promising to heal
ailments flue to impotency.

Sushi — sushi restaurants all over the globe are like “Japanese cultural export”,
it encompasses transformation of Japanese food culture from 17" century
including recipes and atmosphere. Sushi has made a journey from Japanese
street snack to global delicacy (Insberg, 2007).

The Body Shop have built its capabilities on traditions, processes and skills of
indigenous people all over the globe — Brazil nut oil is produced in Kyapo
village utilizing traditional cultural cycles and traditions while using
appropriate, purpose-built technology, it forms basis for its best-selling
conditioner. Shea butter in Ghana in accordance with local knowledge and
rituals.

Zwak applies Hungarian traditions and history of indigestion. Zwack was the
name that most Hungarians were assured was familiar to a long line of
ancestors. Products are exported to 28 markets worldwide in 2010.



In 2003 market findings proved that heritage is unique value for customers: young
customers in Hungary and elsewhere in Central European region are focused on roots
and traditions, something to hold on to as they ventured out onto uncertain and new
paths. They found consumers to like products that had a connection with the past and
that created a feeling of belonging and tradition — products that evoke nostalgia
(Polack and Akbar, 2010).

Cultural Homogeneity serves for capability building and value proposition for:

e LIDO in Latvia as described before and in Belorussia. The design and
decoration are very similar to Latvian LIDO, but colour style more adapted to
Belarusian culture tradition (yellow — green colour, not yellow — brown like in
Latvia).

e Marimeko — although designs of Marimeko can be identified with Finish folk
songs, links to Yugoslavian, African, Italian and Algerian traditional design
can be traced. One of the current designers (Fudzivo ISimoto) has introduced
Japanese aspects in traditional Finish design by adding more abstract
ornaments and softer lines to traditionally nature based and colourful fabrics.

Belief Structure provides a value proposition and serves as consumer segmenting
instrument:
e Zam Zam Cola, Mecca Cola and Quibla Cola have created their products
based on specific beliefs of Muslim consumers. The products are alternatives
to such ‘western’ products as Coca Cola and Pepsi. The product’s name is a
reference to the “Well of ZamZam” in Mecca, which is one of the stops on the
Islamic pilgrimage of the Hajj. These products are distributed throughout the
Middle east, some African and European countries. The Islamic cola warriors
say this is an easy way for Muslims to feel they are punishing George W.
Bush.

Consumer Ethnocentrism fits in the business model both as unique value proposition
and basis for customer segmentation. However this construct more refers to locations
or countries than to firms. Opportunities exist for local companies to find niche
markets where the local identity and culture is an advantage. Usunier and Lee (2005)
has found that when consumers show a strong liking for domestic goods based on
nationalism and consumer ethnocentrism, they may also show a fascination for
foreign cultures and their goods. In those cases symbolic attributes or national identity
symbols work as symbols of exoticism.

Some companies try to build local consumer ethnocentrism on completely different
reasons. For example “RiikiSu t&ja” believes in the value of plants grown in Latvia
because for the customers who live in a specific climate zone (Latvia in this case)
only those plants who grow in the same zone are the most valuable as they contain all
the ingredients necessary for healthy lives of those people. The company widely
promotes this idea thus building specific consumer ethnocentrism for locally grown
ingredients as their customers deeply believe that plants grown in other regions will
not be so effective for their health. This approach helps the company to maintain
loyal customer segment, however it hinders company growth. “Riikisu tgja” refuses to
buy tea ingredients from foreign suppliers even when they have run out of some
specific ingredients and therefore some sorts of tea can not be produces.



Recommended thinking pattern and tools for Culture Grounded Competitive
Advantage creation

Culture grounded competitive advantage creation process broadly speaking include

finding culture specific traits and attributes which can be universally appealing (or

appealing to specific segment) and finding customer segment to whom these specific
attributes would be appealing. Thinking about business model as the strategy’s
implementation into the company’s money earning logic and building on RBV, DCV,

S-D logic and ABV, the following steps for culture-grounded competitive advantage

(CGCA) creation process are proposed:

e Intent — broad choice defined: horizontal or vertical differentiator, niche player,
focused differentiator, multiple niche strategy or other;

e Opportunity sensing — identification with locality; understanding that globalisation
opens doors and widens the horizons, consumers put more value on cultural
attributes; capturing ethnocentric tendencies;

e Opportunity seizing:

o Engagement with culture specific resources and their appropriation —
developing capabilities from culture specific skills, knowledge and
understanding of the market;

o Choice of direction — stage related to the market choice (understanding of
potential market), product and service choice, customer segmenting;

o Re configuration of resources — creation of firm-specific resources and
capabilities. Finalizing strategy choice.

o Value co-creation with customers — Create cultural meaning of the product
or service for particular customer — attach attributes; highlight common
values or/and subcultures;

e Qutcome — creation of CGCA and contributing to location (value co-creation with
the location)

Visualisation tools — Eco-mapping and Rich Picture

Eco-mapping approach is proposed for application in this stage.

Organisational Eco-map presents resources and firms relationships with these

resources. The resources are categorised as follows:

e Available and applicable resources;

e Available, but not currently applicable resources;

e Resources not available at the moment, but could be applicable.

The relationships in turn are characterised as follows:

o Stable relationships — the resource is utilised in full capacity;

e Unstable relationships — the resource is only partly utilised;

e Conflicting relationship (or values) — the resource is not used at all, its value is
conflicting with current firm's values.

This approach to some extent is similar to SWOT analysis, still it is wider as it
represents resources available, but not applied at particular moment, and also those
which are completely unnecessary at the moment (these normally are not included in
the SWOT analysis). Thus it enables the companies to identify some possible
resources that exist, but managers have never thought about applying them. In
comparison with SWOT approach, it allows to see sources of opportunities before



they can actually be called ‘opportunities’. It also includes the relationship
characterised as strong, weak or conflicting, thus allowing the company to analyse
these relationships and interactions. The arrows represent the direction of
relationships — one way or two ways, thus identifying sources of conflict or
opportunities. More symbols and relationships can be added to the map if necessary.
Figure 3.3 present the Eco-map created for Latvian tea producer “RukiSu t&ja”.
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400

Available and applicable resources
Resources not available at the moment, but could be
applicable

Available but not applicable resources

Stable relationship
Unstable relationship

Conflicting relationship (values)

Figure 3.3: Eco-map for “RikiSu téja”

Source: Author’s proposition using data from interview and secondary sources

Other Soft Systems methodology tool, which can be applied in this stage, is Rich
Picture. This tool was applied as part of seminar in France, Normandy Business
School, ERASMUS Intensive Programme in May 2011. Students were asked to work
in mono-cultural groups and draw a rich picture of their country’s cultural
environment including skills, symbols, typical products, specific knowledge. Then



they were asked to discuss their pictures and their perceptions about their own
cultures with others. As representatives from 10 countries participated, it was possible
to compare the perceptions. The discussion revealed that almost in every culture there
are some specific products, skills and knowledge, which is not known to
representatives of other cultures, still would be appealing. Smaller countries seem in
advantageous position in this respect, because there were less familiar, and more new
products were discovered, which can be potentially exported and posses a unique
value proposition for customers.

Direction tools: Country choice grid and Country/product choice matrix

Applying the logic of Hofstede and previous research, NATID construes can be
divided in 2 categories:
1. Attitude creating — Consumer Ethnocentrism (CET) and Belief System (BS);
2. Resources creating — National Heritage (NH), Cultural Homogeneity (CH) and
Belief System (BS)

The first group will influence more sales and distribution - marketing. The second
group will allow focusing on product or service creation — R&D and manufacturing.
As a result marketing differentiation advantage and/or innovation differentiation
advantage is created, as presented by examples in Table 3.4. Splitting national culture
in identity constructs allow managers to position them in definite parts of business
models.

As conclude din Chapter 2, both IND and UAV has impact of new product
acceptance, thus the combined score can be used. Low UAV is favourable for new
product acceptance and High IND is favourable for differentiated products. In order to
combine the scores, reverse score of the IND is used. Countries positioning is similar,
however, Sweden becomes even more attractive as it has Low UAV and high IND
scores.
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Source: Author’s proposition

Population as the measure of market size, however, this measure can be modifies
according to the needs of the company. Target market or target niche size would
provide better results.

Country choice for culture-bound product and direction choice in terms of products
can be analysed on the basis of Figure 3.5.



Target country cultural indices: IND and UNA (reversed)
Low Medium
LI - Iy
* Be careful with cultural * Exploit NH, * Exploit NH
'S characteristics of the * High possibility for * Differentiation
T product; culturally based strategies based on
* Do not use them if they differentiation cultural features of the
I do not correspond to the strategies; product are highly
_Z_ values of host country; * Still be careful with feasible
> * Adapt marketing cultural conformity
O activities to host culture;
%.
2 * Use cultural attributes of | * Exploit NH, * Use all possibilities to
2 the product offerings only * Use cultural values exploit NH
g if cultural values are only if cultural values (attach attractive
= £ | similar; are similar; cultural stories)
§ .2 | * Adapt marketing * Focus on the * Differentiation
t B | activities to the host similarities in marketing | strategies based on
% = | country activities cultural features of the
= product are highly
; feasible
c
3
o * Avoid adding cultural * Use cultural attributes * Use any possible
E attributes in the product only if cultural values of | cultural characteristics
o = both countries are the for differentiation
I 9 same (invent attractive
cultural stories)

Figure 3.5: Choice of direction (place and product)
Source: Author’s proposition

The grey area seems more feasible for CGCA creation as it encompass medium to
high national identity of the producer and favourable condition in the target country:
medium to high individualism (IND) and medium to low uncertainty avoidance (UAV
score is applied reversed in this framework). Latvia falls in high national identity
(ONI) category, but medium understanding of national heritage (NH). Hence, local
companies have high potential for CGCA creation, and still they must pay attention to
country choice and segment choice and formulate their strategies accordingly.

The resource appropriation and reconfiguration process can include but is not limited
to:

Highlighting unique organisational history if such can be traced;

Creation or invention of history;

Story creation;

Attaching emotional and symbolic attributes to differentiate the offerings;

Culture as a brand where it is favourable to the product.

Finally the outcome is value co-creation not only with customer as a person, but also
with a country. If the outcome is successful in the definite foreign market, this
product will serve as ambassador of the culture it comes from. The intangible heritage
of this particular location will be naturally preserved and even cultivated without
necessity to attract special funds and organisations. Table 3.4 presents the summary of
the thinking pattern as well as proposed tools described above.



Table 3.4

CGCA creation process steps and tools

Process step

Proposed actions and tools

1. Intent

Initial choice of strategy

Differentiator, niche player, focused differentiator, multiple
niche strategy.

2. Opportunity sensing:

Identify expanded cultural
boundaries;

Globalisation as boundaries expanding process

Visualize and better
understand cultural
environment

NATID analysis;
Eco-map
Rich picture of national identity

3. Opportunity seizing:

Engaging with cultural
environment

NATID+BM
Benchmarking

Choice of direction

Countries position according to the acceptance of products with
cultural characteristics

Choice of direction (place and product) matrix

Appropriation and Re-
configuration of resources:
Value co-creation with the
customer

Highlighting or creating new history;
Story creation;

Attaching attributes

Branding;

4.0utcome

Result: Stronger Country/location brand and identity

Source: Author’s proposition

Culture grounded competitive advantage creation process broadly speaking include
finding culture specific traits and attributes which can be universally appealing and
finding customer niche to whom these specific attributes would be appealing.
Thinking about business model as the strategy’s implementation into the company’s
money earning logic and building on RBV, DCV, S-D logic and ABV, the following
steps for culture-grounded competitive advantage (CGCA) creation process are
proposed. Figure 3.6 below shows the process model.
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The model above and recommended thinking pattern builds on logic of Resource
based View (RBV), Dynamic Capability View (DCV), Action Based View (ABV)
and other strategy theories. In modern business environment the notion of value
becomes wider; it is not only profit for the shareholders, but value co-creation with
the customers. Although this idea is as old as Stakeholder theory, using culture as
resource for business competitiveness provides the basis for reciprocal process —
companies are creating value for their countries and enhanced countries™ potential is
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Figure 3.6: CGCA creation process model
Source: Author’s proposition
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creating additional cultural value for the businesses, organisations and people.
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The implementation of the model presented in Figure 3.7 follows the upper arrow
similarly like presented by Hill and Jones (2007), however the creation process from
the point of view of entrepreneurial managers follows the lower arrow. The creation
process starts with ‘Intent” which is described above and include the broad choice
defined. Opportunity sensing and seizing include identification of resources and
capabilities and appropriation — creation of firm specific competences relevant to the
business model, which in turn is designed or re-designed in order to make use of these
resources, capabilities and competences, and create unique customer value
proposition. As a result of business model re-design culture grounded competitive
advantage can be created which in turn can lead to superior performance.

v




SUMMARY AND CONCLUSIONS

The main aim of the current research was to develop culture grounded
competitive advantage creation process model that outlines thinking pattern including
specific steps by which national cultural identities become resources for business
model innovations leading to competitive advantage creation for SME. The
dissertation has resulted in Culture Grounded Competitive Advantage (CGCA) model
including four steps, and three tools which can be applied by entrepreneurial
managers during relevant model steps.

Implementing the model will lead SMEs to competitive advantage creation, however,
all other aspects of firm's management must be competitive as well. In other words,
the model can not guarantee the creation of competitive advantage, but may definitely
help companies to identify valuable resources and capabilities inherent in national
cultural identities and thus facilitate the process of competitive advantage creation.

The main conclusions of the dissertation can be summarised as follows:

1. Several competitive advantages (dominant as well as supportive advantages)
may be necessary for a firm to achieve superior performance. Dominant
competitive advantage is the one which is directly linked to company’s values.
Successful Latvian companies use national culture as source of values and
build their mission statements in connection with it. Some companies utilize
also cultures of other nations. Thus culture can be viewed from resource based
perspective and intangible resources inherited in indigenous cultures can serve
for business organisations, and some of them are inscribed in UNESCO
Intangible heritage list.

2. The sources of competitive advantage are Key Resources and Capabilities
which are valuable, rare, costly to imitate and organization is bale to exploit
them, as well as relationships which configure the value proposition. Culture
and national cultural identity corresponds the VRIO characteristics. Successful
Latvian companies use cultures to build organizational capabilities and
develop new products or services thus creating innovation differentiation
advantage.

3. The best measure of differentiation advantage creation potential is customer
value proposition. Emotional value as well as symbolic value is the economic
value or monetary worth of feelings when customers positively experience
products and services. Value proposition as means for competitive advantage
assessment is applicable even at early stages of business and/or product
development when performance outcome measures are not available jet.
Successful Latvian companies use cultures to attach emotional and symbolic
value to their products and services thus creating marketing differentiation
advantage.

RQ1A: How Latvian national culture should be understood in comparison with other
cultures?



4.

RQ1B:

Countries which were considered close to Latvia, such as Russia and other
former Soviet Union block countries appear to be quite different in terms of
overall cultural attitudes. The CDI between Latvia and Nordic countries is
small hence our values will be understood there. Netherlands, Norway and
Finland possess unrealised potential for Latvian exporters, as they are
culturally close (small CD), still export to those countries is low.

What are the implications of cultural similarities and dissimilarities on

Latvian cross-border trade?

5.

RQ2A:

RQ2B:
Ccrisis?

9.

It can be concluded that cultural distance alone is not highly significant
predictor for exports and foreign trade (only about 30% of relationship depend
on CDI), still it is statistically significant. Considering cultural distance and
export or foreign trade, exponential relationship fits best. The application of
cultural distance index (DCI) in assessment of export potential and foreign
trade has been criticized, however the study show its reliability. On the
contrary, Norway, the Netherlands and Finland, which are culturally closer,
possess unrealised potential for Latvian exporters. They appeared as outliers in
the model and although export to these countries from Latvia is relatively
small, they should be considered as perfect opportunities in future.

NATID constructs and Hofterde's cultural dimension scores, as well as
cultural distance index can be used in combination thus providing managers
with richer picture on the situation and environment. Model combining
consumer ethnocentrism (NATID construct) with UAV and IND (Hofstede
constructs) exhibited better result — about 50% of the relationship can be
explained by the model

How strong is Latvian National identity?

NATID scale for quantifying national identity and its constructs is the
only existing measure viewing culture from resource perspective and it
has proved to be quite reliable, however there is some place for its
improvement.

Latvia has relatively strong Overall National Identity and high Consumer
Ethnocentrism. Hence, local companies should capitalize on it. Data from
Latvian samples show that customers will appreciate products with cultural
attributes (high CE) and Latvian culture has variety of unique features (high
NH) which could be added to the products in order to enrich customers
experiences.

Is Latvian National Identity influenced by globalisation forces and economic

The study shows that economic factors, such as economic crisis and decrease
of purchasing power can be considered as antecedents of consumer
ethnocentrism and stronger overall national identity. Its impact on consumer
decision making is in favour of domestic producers. However, the research
shows that this influence takes time and three year period is too short to report
statistically significant impact.



In the global marketplace where products are loosing their identity because of
their similarity in the function, designing local features into a product appears
to be more and more important and can ensure differentiation and enrich
consumer’s experiences. This can provide small domestic companies with
competitive advantage even over large international competitors.

RQ3: How companies use national identities of particular localities to build culture
grounded competitive advantages?

10. NATID constructs can be put in framework with business model approach and
hence applicable methodology for revealing and exploiting cultural identities
of localities in business organizations as a source of SCA can be developed.

11. Thinking pattern for culture grounded competitive advantage (CGCA) creation
is developed basing on empirical evidence (case studies). The four steps
proposed model include: Intent; Opportunity sensing; Opportunity seizing and
Outcome — creation of CGCA and contributing to location (value co-creation
with the location). Three practical tools (Eco-mapping, CE — IND grid and
NATID — Hofstede matrix) are proposed and can be applied in the relevant
CGCA model steps.

12. UNESCO World Intangible Heritage list include only limited number of items
which can be regarded as cultural knowledge, skill, process, technology or
application thus as a resource for CGCA. This list can be widened focusing on
the above mentioned world intangible heritage.

13. Companies successfully applying CGCA will help to solve the intangible
heritage safeguarding problem. Thus the will be living and developed
naturally without intervention of specific organisations and the world cultural
diversity will be maintained and even recreated.

The following Hypothesis was developed: Culture grounded resources create
economic value through higher perceived benefits gained by a customer based on
emotional and symbolic customer value dimensions, and such resources lead to
horizontal (or focus) differentiation advantage. The Hypothesis is proved by means of
qualitative research and case analysis by analysing successful Latvian companies
value propositions which are created on emotional and symbolic cultural values and
lead to differentiation advantages. These competitive advantages are characterised
mainly as marketing and/or innovation differentiation and aimed at definite customer
segments or niches.

Prospects for Implementation

Based on the above conclusions the following prospects for implementation can be
formulated:

1. Culture Grounded Competitive Advantage (CGCA) model as thinking patter can be
used by potential entrepreneurs when thinking about the new business creation and
entrepreneurial managers when looking for new ideas and for their business model
innovations.



3. Proposed tools (Eco-mapping, CE — IND/UAYV grid and NATID — Hofstede matrix)
can be applied in different strategy formulation stages. The proposed logic based on
combination of NATID and other cultural frameworks allow developing different
tools according to the situation and needs of the particular organisation.

4. CDl-export and CDI- foreign trade regression models can be used by managers
when assessing foreign market potential. Managers should consider Netherlands,
Norway and Finland as culturally close markets with unrealised potential for Latvian
producers.

5. The main findings from this research can be used for educational purposes for
university students as part of courses ‘Entrepreneurship’, ‘Strategy’, or ‘International
businesses’.

The following Further research in this field is worth perusing:

1. Improvements of NATID approach and further development of the constructs
taking into consideration needs of the business organisations. Specific questionnaire
following the logic of Keillor and Hult can be developed in order to reveal intangible
cultural resource of a definite locality and assess the potential of local or particular
organisation’s employee pool (skills audit).

2. NATID scale should be more widely applied in different countries in order to
gather more data and thus cross country comparisons. Application of export potential
model combining NATID and Hofstede's constructs is currently limited because of
the data availability, however it shows sufficient reliability. Collecting more NATID
data in diverse countries would enable to use the model for business decision-making.

3. Regression model for foreign market assessment based on CDI and tested in this
research can be improved by including additional regressors, such as market size and
potential of a definite product category, geographical distance, political factors and
others.

4. Eco-mapping as a tool for opportunity sensing and seizing should be developed
more in detail. By applying it to different companies and analysing the results this
tool could be improved in particular for identifying unevaluated and unnoticed
opportunities.

5. Since culture has been identified as a source of emotional and symbolic customer
value proposition there is a huge arena of research regarding this CVP — which
symbols work best, which emotions are aroused by specific cultural attributes, which
product or service categories better correspond to which cultural attributes, what are
Latvia specific cultural attributes which will be universally valued and what attributes
will be valued in specific countries.

6. The specifics of the culture grounded competitive advantage creation process could
be analysed in specific industries. The most promising industries seem organic
cosmetics and organic food. Success of MADARA COSMETICS and STENDERS
have positively influenced other entrepreneurs in Latvia and more than 20 to some
extent similar cosmetics production companies are established in last few years. For
example, skin care producer ‘Pien- Dairy SPA‘; ‘GMT Beauty’, ‘Eliér’, ‘Norden



Cosmetics’, ‘Kiwi Cosmetics’, Bio2You’ , brand ‘Anna Liepa’ developed by SIA
"Latvijas Biokosmétikas Instituts", in “honour of our grandmothers and great-
grandmother, of them inherited old beauty recipes and knowledge about plants”.

Vast variety of organic food producers have emerged in recent years and exploit
differentiation strategies, For example: cheese producers Z/s Vecsilani with rand
‘Ievas Siers’, goat cheese producer ‘Livi’, ‘Vitolberga siers’ similar to Laci ‘Svétes
Maize’, meat products with brand ‘Sidrabjérs’, organic ice cream producer ‘Skriveru
Majas Sald&jums’, even noodles producer ‘EkoMako’ and others.
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ANOTACIJA

Globalizacijas un ekonomiskas krizes apstak]os, kad starp uzn€émumiem pastav siva
konkurence, arvien gratak atrast konkur€tsp&jigu priekSrocibu avotus un radit
veiksmigus biznesa modelus. Mazam valstim un to uznémumiem gandriz vienigais
konkurétsp€jas avots gan vietgja, gan starptautiska tirgii ir zinasanas, prasmes un
inovativas darbibas potencials. Tapéc nedrikst pietickami nenovértét nacionalo
kultiiru ka potencialu konkurétsp&jigu resursu avotu. Saja promocijas darba nacionala
kultira un nacionala identitate saistita ar globalizaciju, noradot uz iesp&jam, kadas
paveras biznesa uznémumiem, konkréti, ka un kapec kultira var tikt izmantota ka
konkurétspejigu prieksrocibu radosu resursu avots un ka to var ieklaut biznesa modeli.

Promocijas darba izmantota resursos balstita pieeju (Resource Based View),
dinamisko sp&ju pieeja (Dynamic Capabilities View), servisa domingjosa logika (S-D
logic) un Ostervaldera biznesa modela att€lojums. Nacionala kulttridentitate Latvija
vertéta un mérita tris gadu laika (2009, 2010 un 2011), lietojot Keillor un Hult (1999)
radito NATID skalu. Kvantitativaja pétijuma lietota Likerta tipa 17 jautajumu skala,
kas ietver 344 respondentus. Kvalitativa rakstura dati ir iegiiti no intervijam,
noveérojumiem, lauka vizitém un sekundariem avotiem. Trisdesmit ¢etru uzn€mumu
dati ir izmantoti, lai noveértétu nacionalas identitates izmanto$anas iespéjas
konkurétsp€jigu priekSrocibu radiSanas procesa un unikalas patérétaju veértibas
piedavasana.

Petljuma rezultata secinats, ka veiksmigi Latvijas un arvalstu uznémumi izmanto
kultiras vertibas, lai raditu saviem produktiem un pakalpojumiem emocionalu un
simbolisku vertibu, $adi izveidojot diferencéjosu marketinga priekSrocibu. Patérétaju
etnocentrisms Latvija pieaug, tai pat laika cilveki augstak verté nacionalo mantojumu
(nacionalas identitates un pate€rétaju etnocentrisma mérjjumi korel€ ar augoSo
globalizaciju, kas atspogulota ar KOF indeksu un IKP, kas lietots ka ekonomiskas
krizes indikators). Petijuma tiek piedavats ieklaut nacionalo kulttridentitati ka resursu
un dinamisku sp&ju avotu biznesa modeli, ta radot specifiska veida, kultiira balstitas
konkurétspgjigas prieksrocibas. Promocijas darba vajadzibam ir izveidots Cetru solu
modelis, kas ietver trTs rikus konkurétsp€jigu priekSrocibu radiSanai. Ekokarte tiek
izmantota ka biznesa iesp&ju identificéSanas un vizualiz€Sanas riks. Valstu
pozicion&$anas matrica un rezgis izmantoti, lai atvieglotu virziena izvéli gan saistiba
ar tirgiem, gan produktiem.

Promocijas darba izmantoti galvenokart Latvijas uzpémumi, bet starptautiski
uznémumi lietoti ka piemeri. Secinats, ka, ieklaujot nacionalo kulturidentitati biznesa
modelt ka unikalu veértibu piedavajuma avotu, Tpaso iesp&u avotu un/vai pamatu
patérétaju segmentacijai, pat mazi vietgji uzp€mumi sp&) konkuret ar
daudznacionalam kompanijam gan vietgja, gan starptautiska tirgi. Promocijas darba
nobeiguma piedavati sesi virzieni turpmakajiem peétijumiem.

Kopgjais darba apjoms ir 185 lappuses, taja ieklautas 36 tabulas un 39 attéli.
Bibliografijas saraksts ietver atsauces uz 251 avotu. Darbam ir 14 pielikumi.

Atslegvardi: stratégija, konkurétspéjigas priekSrocibas, biznesa modelis, kultira,
nacionala identitate.



PROMOCIJAS DARBA VISPAREJS RAKSTUROJUMS

Globalizacijas un tehnologiju attistibas rezultata biznesa vide ir kluvusi par
vienotu globalu bezrobezu tirgu, tadgjadi mainot konkurenci. Sada vide klast arvien
gritak atrast konkurétsp€jas avotus, Tpasi maziem un vidéjiem uzpémumiem (MVU).
Tadas mazas valstis ka Latvija nav daudz dabas resursu un uzné€mgji vairs nevar
palauties uz 18tu darbaspéku. Vienigais realais konkurétsp€jas avots gan vietgja, gan
starptautiska tirgii ir saistits ar jaunradi, zinasanam un prasmém, tapéc miisdienu
strategiskas vadibas un prakses konteksta nacionalo kultiru ka biznesa resursu avotu
nedrikst pietiekami nenovertet.

Biznesa vides parmainas, to skaitd ekonomiska krize un gaidamais tas otrais
vilnis, liek uznémeéjiem samazinat izmaksas un radit augstaku vertibu, lai celtu firmu
konkurétsp€ju. Vaditaji ir dilemmas priek§a — samazinat izmaksas uz produktu
vienkar$osanas rékina vai, gluzi otradi, izmantot diferenciacijas raditas prieksrocibas.
Ka uzpémumiem veidot savas stratégijas saistiba ar mainigajiem apkart&jas vides
procesiem? Globalizacija un tehnologiju attistiba, paaugstinot konkurenci, vienlaikus
arT rada diferenciacijas iesp&jas, un kultiru dazadiba var kalpot par $adu iesp&ju
avotu. Ipasi noderigas tas ir maziem un vid&jiem uzpémumiem (MVU) gan vietgja,
gan starptautiska tirgd.

Gan sabiedriba, gan valdiba sen atzinusi MVU nozimi ekonomika. Sada veida
uznémumiem ir liela ietekme nodarbinatibas nodrosinasana un ienakumu radisana,
tadejadi tie ir kritiski svarigi jebkuras valsts ilgtsp&jigas attistibas konteksta. Ka tika
uzsverts Apvienoto Naciju Tirdzniecibas un attistibas konferencé Zengva 2005. gada,
attistitajas un attistibas valstis MVU parasti sastada 99 procentus no visu uzgémumu
skaita, un tie ir atbildigi par 44 Iidz 70% nodarbinatibas un 50% razo$anas rezultatu.

Latvija, tapat ka vairuma Eiropas valstu, MVU veido nacionalas ekonomikas
pamatu un 99,5% uznémumu pieder Sai kategorijai. Ekonomiski aktivo MVU
sadalfjums Latvija ir §ads: 82,5% mikrouzpémumu, 14,1% mazo uzpémumu un 2,9%
vid€jo uznémumu (Baranovs et al., 2011).

Latvijas Uznémeéjdarbibas konkurétsp&jas un inovaciju programma 2007.-2013.
gadam paredz MVU talaku attistibu un to skaita pieaugumu lidz Eiropas vid&jam
limenim — 50 uzpémumi uz 1000 iedzivotajiem. Ta ka eksports ir ekonomikas
virzitajspeks, 1pasi svarigi ir nodroSinat Latvijas uzpémumu konkurétsp€ju razoSanas
sektora. Tadgjadi veél neizmantotu iesp&ju identifikacija ir ipasi nozimiga, lai raditu
produktus un pakalpojumus ar augstu eksportsp€jas potencialu. Latvijas uznp€mumiem
savas strat€gijas javeido ar starptautisku un pat globalu perspektivu.

Sodien globalas stratégijas teorijas atzist katru regionu gan par tirgu, gan
konkurétsp&jas avotu (Tallman, 2011), tom&r globalizacijas fenomens nav vél pilnigi
izprasts, radot jaunus izaicinajumusS un iesp€jas dazadiem uzpémumiem. Ka atzist
McKinsey Quarterly, attistitam globalam kompanijam darbibas rezultati biezi ir
sliktaki neka mazakam kompanijas ar viet€ju orientaciju. Citiem vardiem sakot,
multinacionali uznémumi izskatas mazak “veseli” neka veiksmigi uzné€mumi, kuri
vairak ir ”piesaistiti savai majvietai” (Dewhurst et al, 2011). Nacionalas kultiiras ka
specifiska vides resursa izmantoSana un firmas sp&ja izmantot vides piedavatas
veértibas, iespjams, ir viena no tam vél neizmantotajam iesp&jam, kuras radijusi
globalizacija un kuras ir Tpasi nozimigas MVU.

Daudzi pétnieki un politiki ir atzZim&usi saistibu starp kultiru un
ekonomiskajam transakcijam, Paslaik nacionalajai kulttridentitatei ir nozimiga loma
globalaja ekonomika. Ka atzimé&jusi Latvijas Arlietu ministrija, uznéméjdarbibas
veicinasana, ilgtsp&jas nodrosinasana, nacionalas identitates stiprinaSana un nacionala



kultiiras mantojuma saglabasana un attistiba ir starp Latvijas prioritatém Eiropas
Savieniba. Nacionalas attistibas plans 2007.-2013. gadam paredz Latvijas uznémumu
iesaistiSanos globalaja tirgli, un to var panakt, efektivi izmantojot radoSos un
kultiirvides resursus.

Latvijas ilgtsp&jigas attistibas strat€gija “Latvija2030”, kura izveidota 2010.
gada, norada attistibas perspektivas Iidz 2030. gadam. Talak minétais citats raksturo §1
pétijuma nozimibu min&taja konteksta: ,Palielinoties globalajai konkurencei un
sadarbibai, picaug visa at$kiriga un unikala vértiba. Valstis, kas nostiprinas un attistis
savu identitati un savdabibu, efektlvi un inovativi izmantos sava riciba esoSos
resursus, iegiis salidzinoSu priekSrocibu attistibai. Latvijai §T ir izaugsmes iesp€ja un
vienlaikus ilgtermina izaicinajums, kas likts Latvijas ilgtsp&jigas attistibas stratégijas
1idz 2030. gadam pamata”.

Par Latvijas attistibas prioritati nr. 1 augstakminéta stratégija nosaka kulttras
telpas attistibu. Taja teikts, ka “nakotné valstis, kas nostiprinas un attistis savu
identitati, ieglis svarigu salidzinoSo priekSrocibu globalaja sacensiba, jo arvien lielaka
vertiba bis atSkirigajam un savdabigajam. Latvijai ka mazai nacijai ir Tpasi svarigi
saglabat un attistit savu identitati, valodu, nacionalas kulturas vertibas un tas kultiras
telpai raksturigo dzivesveidu, lai, radosi izmantojot citu kultiiru augligo ietekmi un
veicinot atvertibu, stiprinatu valsts konkur€tspgjas potencialu. Nacijas stiprums,
radoSums un identitate saknojas mantotajas un jaunraditajas materialajas un garigajas
vertibas un daudzveidiga kulttirvidg, kas salied€ sabiedribu jaunu ekonomisku, socialu
un kulttiras veértibu radiSanai”. Tadgjadi ir svarigi uzturét konkurétspgjigu nacionalo
identitati un visdabiskakais veids, ka to paveikt, ir radit produktus, un pakalpojumus,
kuriem piemit $T identitate. Tadus produktus un pakalpojumus veiksmigi var piedavat
Latvijas MVU, un nacionala kultiira var kalpot par iedvesmas un ideju, ka ari
konkurétsp€jas avotu.

Pamatojoties uz 2006. gada veiktu p&tijumu, 80% respondentu, kuri bija Latvijas
MVU vaditaji un ipaSnieki, atzist, ka Latvijas kultiiras mantojums ietver daudz
zinaanu un prasmju, kuras var izmantot jaunu biznesa ideju radisanai (Cirjevskis un
Ludviga, 2009). Bet 76% patérétaju apstiprina, ka interes€jas par produktiem, kuru
izveides pamata ir nacionalas kultiiridentitates inspirétas idejas. Tomer lielaka dala
respondentu ne noliedza, ne apstiprinaja apgalvojumu: ,,Miisu uzpémums ka ideju
avotu saviem produktiem un pakalpojumiem ir izmantojis Latvijas vai citu regionu
kultaridentitati un kultiras mantojumu”. Tikai 26% uznémégju atbildgja apstiprinosi.
Starp viniem bija uzpémumi, kas nodarbojas ar suveniru razoSanu, izglitibas
programmam, konsultacijam un servisu. Tomér respondenti atzina, ka idejas radusas
nejausi, bez nodoma un speciala plana.

Sis pétfjums veikts uz robezas starp stratégisko menedzmentu un starpkultiiru
marketingu. Neskatoties uz faktu, ka kultiira ir populara t€éma vadibzinibu p&tijumos,
ne visi aspekti ir izpétiti. Starptautiskaja un starpkultliru marketingd daudz ir pétiti
dazadu kultdru tirgi un uznémumu nepiecieSamiba tiem attiecigi pieskanot marketinga
strat€gijas. Stratégiska personala vadiba fokusgjas uz daudzkultiru komandu vadisanu
un darba vidi, ka arT daudz ir pétita organizaciju ieks$¢ja kultiira. Tomer lielaka dala
pastavoso teoriju koncentr&jas uz vértibu atskiribam (Hofstede, Schwartz, Hall u.c.),
un vairums pétnieku uztver kultiras dazadibu ka problemu marketinga un personala
vadibas specialistiem, piedavajot dazadas pieejas So problému risinasanai. Nacionalas
kulttras galvenokart tick uzskatitas par noteiktu attiecksmi radoSu fenomenu, tomér
neseniec UNESCO (2010) veiktie pétijumi pamato plaSaku pieeju — kulturu var
uzskatit par resursu.



Ir veikti plasi pétijumi par organizaciju kultiiru ka konkurétspgjigu priekSrocibu
avotu (Shlosberg, 2010), dazos pétijumos ari vide apskatita ka konkurétsp&jas avots,
lai gan tikai saistiba ar daudznacionalam kompanijam (Zaheer un Nachum, 2011;
Zaheer un Hernandez, 2011). Vairaki autori salidzinajusi priekSrocibas starp valstim
un industrijam (George un Manasis, 2010), lidzigi ka Portera naciju konkurétspgjas
pieeja (Porter, 1980). Tomeér neeksiste teorijas, kuras biitu pateikts, ka uznéméji, 1pasi
MVU vaditaji/ipasnieki, var izmantot nacionalo kultliru un identitati par stratégiski
nozimigu resursu avotus, lai raditu konkur€tsp&jigas priekSrocibas.

Pastav daudz uznémumu, kuri izmanto kultiiru ka biznesa resursu avotu. Dazi no
promocijas darba izmantotajiem piemériem: viet€jie partikas razotaji, kuri veiksmigi
turas prett globalizacijai, saglabajot savu unikalitati, kura lauj tiem konkur&t ar
globalajiem lielraZzotajiem; IKEA veiksmes stasts, kas balstas skandinavu dizaina un
kultira; ZARA, LINDEX, CUBUS un daudzi citi tekstilrazoSanas uznémumi,
veidojot apgeérba dizainu, meklé iedvesmu pasaules kultliras. Latvijas uzpémumi
MADARA un STENDERS neilga laika ir sp&jusi veiksmigi ieiet daudzos arvalstu
tirgos un palielinat pardosanas apjomu.

Misdienas viet§jiem uznémumiem jakonkure ar starptautiskajiem arT vietgjos
tirgos un kultiras izmantoSana biezi var palidzét. Praksé lietojama teorija, kas
skaidrotu, kur un ka MVU var identificét biznesam strat€giski nozimigus resursus un
iegiit attiecigas prasmes konkurtsp€jas paaugstinasanai, butu uznémejiem praktiski
nozimiga.

Apkopojot iepriek§mingto, jasecina, ka promocijas darba témas aktualitate
pamatojas uz teorétiskam un metodologiskam problémam, kuras pastav uz
starpkultiiru marketinga un stratégisko vadibzinibu robezas:

5. nacionalo kultiiru par regionam specifisku resursu pagaidam neatzist ne
zinatnieki, ne praktiki, arl viet€jie uzp€mumi to pilniba neizmanto
konkurétspgjigu prieksrocibu un veértibu radiSanai;

6. globalizacija un tehnologiju strauja attistiba, radot agrak nebijusu konkurenci,
tai pasa laika sniedz neparedzetas iesp&jas diferencéties, izmantojot kultiiru
daudzveidibu;

7. ir svarigi atzit nacionalo identitati par sabiedribas radoSuma un konkurétsp&jas
pamatu, un visdabiskakais veids, ka to izdarit, ir reklam&t nacionalo identitati
ar produktiem un pakalpojumiem, kuriem piemit $1 identitate;

8. uz kultdiru balstitu konkurétsp&jigu prieksrocibu radiSanas process uznémuma
pagaidam nav apzinats, un $ada veida priekSrocibu veidoSanas izpratne nav
attistita teorétiski un metodologiski.

Meérkis un uzdevumi

Promocijas darba merkis ir izveidot kultira balstitu konkurétspéjigu
prieksrocibu veidosanas procesa modeli, kas ietver domasanas veidu un attiecigus
solus, kas Jauj naciondlajai kultiridentitatei kjut par biznesa modeli lietojamu
resursu, kurs noved pie konkurétspéjigu prieksrocibu radisanas MVU.

Merka sasniegSanai ir izvirziti $adi uzdevumi:
e izanalizét konkur€tsp€jigas priekSrocibas jédzienu, 1pasi tas veidus un avotus;
e izpétit biznesa modelus ka vizualas firmas darbibas logikas shémas, kuras
noved pie konkurétspejigas prieksrocibas radiSanas;
e izprast kultiiras un nacionalas kultiiridentitates nozimi biznesa:



o novertét pastavosas kultiras teorijas un izvE€leties vispiemé&rotakas
izvirzita mérka sasniegSanai,
o izanalizet kultiras nozimi starptautiskaja biznesa un dazadu kultiru
l1dzibu un atskiribu ietekmi uz starptautisko tirdzniecibu;
o novertét Latvijas nacionalo identitati saistiba ar globalizaciju un
ekonomisko krizi un salidzinat ar citam valstim;
e atlasit un izanaliz&t atbilstoSus piemérus — uzpémumus un to piedavatos
produktus vai pakalpojumus;
novertét veiksmigu uznémumu (piemeéru) biznesa mode]us;
izstradat kultura balstitas konkurétsp&jigas priekSrocibas radiSanas procesa
modeli ka domasanas veidu, ietverot rikus, kurus MVU var lietot attiecigajos
procesa solos.

Pétijuma objekts, priekSmets un hipoteze

Petijuma objekts ir konkurétspgjigas priekSrocibas. P&tijuma priekSmets ir
nacionala kultiira un identitate ka konkurétspgjigu prieksrocibu avots.

Darba hipotéze ir formul&ta sadi:
Resursi, kas pamatojas uz nacionalo kultiridentitati, rada ekonomisku vertibu,
izmantojot nrozimigakas patérétaju uztvertas prieksrocibas, kuras balstas uz
emocionalam un simboliskam vértibam, un sada veida resursu izmantosana noved pie
horizontalas (fokusétas) diferencesanas prieksrocibam.

Pétijuma ierobeZojumi un robezas

P&tijumam ir zinami ierobezojumi. Ta ka dati atbilstos§i NATID skalai ir
pieejami tikai par ierobezotu valstu skaitu, arT iesp&jamais starpvalstu salidzinajums
un riku pielietojums nav plass. NepiecieSamie dati ir pieejami tikai par Latviju,
izsledzot iesp&u salidzinat situaciju Latvija ar situaciju citas valstis. Dazi
ierobezojumi ir saistiti ar kvalitativas p€tijuma dalas izlasi — nav iesp&jams precizi
noteikt uzp€muma konkurétsp&jigo priekSrocibu avotu ka vienigo un galveno, jo var
pastavet vairaki avoti.

Pétijuma nav ieklauta turisma industrija, jo S§is industrijas uzpémumu
konkurétsp€ja ir tiesSi saistita ar kultliras resursiem, tadel sakariba ir parak tieSa.
Turklat §1s industrijas specifika nelauj rezultatus visparinat.

Pétijuma robezas ir noteiktas saistiba ar iesp€u radiSanu uzpemumu
konkurétsp€jas paaugstinasanai. Nav Saubu, ka nacionalas kultiiridentitates un ar1
izcelsmes valsts ietekme uz uznémuma konkurétspéju dazreiz var biit pretruniga un
pat negativa. Ekonomiskas lejupslides laika vairaki uzg€mumi piedzivoja negativu
izcelsmes valsts raditu ietekmi, jo arzemju partneri vilcinajas sadarboties ar konkréto
uzpémumu, baidoties no iesp&ama Latvijas uzpémuma bankrota. DazZiem bija
negativa ieprieks€ja sadarbibas pieredze ar Latvijas uzn€mumiem vai ar1 citi iemesli.
Tomer $is petijums nepieskaras Siem negativajiem aspektiem, bet atbild uz jautajumu
,ka?” nacionalo kultiru var izmantot par konkurétsp&jigu priekSrocibu avotu.
P&tijums nav ierobezots tikai ar Latviju, taja jautajums izskatits plasak — ka jebkura
regiona nacionala kulttridentitate var kalpot uznémuma konkurétsp&jas celSanai.

Teorétiska un metodologiska baze



P&ttfjums pamatojas uz musdienu stratégiskas vadibzinibas teorijam un biznesa
modela pieeju. Analizétas stratégiskas teorijas ir Portera (1985) industrijas analize,
ieinteres¢to pusu (Stakeholder) teorija (Friedman, 1984), uz resursiem balstita piceja
(Resource Based View RBV) (Prahalad, 1990; Barney, 1991; Barney un Hesterly,
2006), dinamisko sp&ju pieeja (Dynamic Capability View, DCV), kuru piedava Teece
(1997) un Delta modelis (Hax un Wilde, 1999), ka ari zilo okeanu stratégija (Kim un
Mauborgne, 2004) un pakalpojumu doming&josa logika (S—D Logic) (Vargo un Lush,
2009), un visbeidzot aktivitatés balstita pieeja (Action-based View) (Zaheer un
Nachum, 2011). Konkurétspgjigu prieksrocibu veidi un avoti ir analiz&ti, izmantojot
pieeju, ko piedava Ma (1999, 2002), Porter (2004), Barney un Hesterly (2006) un
Rintamaki ar kolgégiem (2007).

Promocijas darba dala, kas saistita ar kulttru, balstita uz Hofsteda teoriju un taja
tiek izmantots kultiras distances indekss (Kogut un Singh, 1988) un nacionalas
identitates pieeja, kuru izveidojusi Keillor un Hult (1999). Lai ari vairums eso$o
teoriju kultiiru uztver ka attieksmi starpkultiru marketinga konteksta un neviena no
teorijam neapskata kultiiru ka resursu avotu, pétijuma tiek lietotas esoSo teoriju
kombinacijas. Vieniga pieeja, kura apskata kultGru resursu aspekta, ir nacionalas
identitates (NATID) skala. Lidzigs pétijums NATID skalas autoru piedavatajam ir
veikts arT Latvija.

Ir analizétas vairakas pieejas produktu pozicion&Sanai: izcelsmes valsts efekts
(country of origin effect) (Usunier un Lee, 2005; Josiassen et al., 2008; Lin un Chen,
2006; Wong et al, 2008) un kultara balstitu produktu (culture-bound product) pieeja
(Usunier, 2005; Subramanian, 2002). Patérétaju etnocentrisms un ta ietekme uz
Iémumu pienemsanas procesu ir analizéta (Shankarmahesh, 2006; Sharma et al, 1995;
Hult, 1999, Watson un Wright, 2000; Chryssochoidis, 2007) darbos. Promocijas darba
ir analizéta globalizacija saistiba ar tas ietekmi uz kulttru.

Ostervaldera (2004) un Ostervalder un Pigneur (2010) piedavatais biznesa
modelis ir izmantots pétfjuma.

Pétijuma dizains un metodologija

Promocijas darbam izveléts pielagojams pétijuma dizains un izmantota
pamatotas teorijas pieeja, jo ta ir 1pasi piemeérota teorijas radiSanai, balstoties uz
empiriskiem datiem, nevis tas parbaudei (Strauss un Corbin, 1990). Izmantoti gan
kvalitativi, gan kvantitativi dati.

Otra nodala pamata balstas uz kvantitativiem datiem. Taja ir lietotas Hofstede
(2001), Kogut un Singh (1988), ka ar1 Keillor un Hult (1999) izstradatas kvantitativas
pieejas kultiras mériSanai un salidzinaSanai. Garengriezuma pétijums veikts 2009.,
2010. un 2011. gada, dati ieguti, izmantojot Likerta tipa aptauju ar 17 un 18
jautajumiem . Pieejamibas izlases izvéle pamatojas uz nepiecieSamibu rezultatus
salidzinat ar pétfjumiem, kuri veikti citas valstis. Izlase ir Iidziga ka minétajos
petijumos. Analizes vieniba ir agregats, jo, lai arT dati ir ievakti no individiem, tie ir
apkopoti un analizéti valstu Itmeni. Ekonometriskas metodes — Cronbacha alfa,
ANOVA un Krusskal-Wallis tests — ir lietotas, lai pamatotu pé&tijuma rezultatu
ticamibu.

TreSaja nodala galvenokart tiek sniegtas atbildes uz jautajumiem ,,ka?” un
,kapec?”, tadel tas saturs balstas uz kvalitativa rakstura datiem. Gadijumu analizei
izmantoti 34 uzpémumi. Uzn€mumi ir izv€l&ti, pamatojoties uz meérktiecigu izvéli,
kuru nosaka to piemérotiba pétjjumam un sp€ja izgaismot teorétiskas sakaribas. Tie ir



uzn@mumi, kuros uzskatami identific€jama saikne ar kultiru. Dati ir iegtti, izmantojot
avotu un metodologisko triangulaciju — intervijas, etnografiju, novérojumus, lauka
vizites, ka arT arhiva datus un dazadus otrreiz&jos avotus.

P&tijuma metodologijas raksturojums pa nodalam ir apkopots tabula

1. tabula
Otra nodala Tresa nodala
Paradigma Pozitivisms Fenomenologija
Tips Kvantitativs Kvalitativs
Metodologija Pamatota teorija
Datu iegiisanas metodes — |Aptauja [Noverosana, intervijas,

gadijuma analizes

Izlases veidosanas metode |Pieejamibas izlase (N=342) [Merktieciga izlase (N=34)

Laika raksturojums Garengriezuma pétijums  |Skérsgriezuma pétijums

Analizes vienitba Agregats — valsts Agregats — uz kultory|
balstita konkurétsp€jigal
prieksrociba

Ticamiba Ekonometriskas metodes  [Triangulacija,  dalibnieku
atsauksmes

Avots: autores veidota tabula

Pétijuma zinatniska novitate

Darba zinatnisko novitati raksturo:

ar Latvija ka instruments kultiiras mériSanai ir lietota nacionalas identitates
skala (NATID) , paslaik Latvija ir desmita valsts pasaul€, kura tikusi mérita
nacionala identitate. Pirmoreiz skala ir lietota, tris gadu perioda veicot tris
mérfjjumus, tadéjadi dodot iesp&ju novertet parmainas;

ir aprékinats ari Latvijas un partnervalstu kultiiras distances indekss;

darba piedavats nacionalas identitates elementu (nacionala mantojuma,
religiskas sist€émas, kultiiras viendabiguma un patérétaju etnocentrisma)
praktisks lictojums kombinacija ar biznesa modela pieeju;

radits ieteicamais procesa modelis uz kultiru balstitu konkur&tsp&jigu
priekSrocibu radiSanai, kas ietver Cetrus solus;

izveidoti tris 11ki, kurs var lietot procesa solos: ekokarte, stratégijas matrica un
rezgis virziena noteik$anai.

Promocijas darba aizstavamas tezes

Globalizacija un pasreizéja ekonomiska situacija rada pastiprinatu vietgjas
kultiiras ipatnibu uztveri, tomér tris gadu periods ir parak Tss statistiski
nozimigam parmainam.

Keillor un Hult (1999) radito nacionalas identitates skalu (NATID) ka riku
nacionalas kulturidentitates meériSanai un noveértéSanai Latvija var lietot ar
nelielam modifikacijam, un tas uzticamiba ir apmierinosa.



e Kultiiru Iidzibai vai atskiribai ir ievérojama (20-30% no varbiitibas) ietekme
uz eksportu un starptautisko tirdzniecibu, ja citi faktori ir konstanti.

e Daudzi starptautiskie un vietgjie uzp@mumi veiksmigi lieto nacionalo
kultaridentitati ka resursu avotu konkurétsp€jigu prieksrocibu radiSanai, un citi
uznémumi var parpemt to pieredzi.

e Promocijas darba piedavato, uz kultiiru balstito konkurétsp€jigo prieksrocibu
radiSanas modeli un rikus var izmantot ari MVU Latvija.

Pétijuma rezultatu aprobacija

Petijuma rezultati ir prezent€ti un apspriesti 11 zinatniskas konferenc€s gan
Latvija, gan arvalstis:

1. ,,Culturally bound product as ‘media’ in cross-cultural communication” — 4th
International conference ,,Information Society and Modern Business”, Ventspils
University College, 14.-16. Maijs, 2009, Ventspils, Latvija.

2. ,Measuring Cultural Diversity: Methodological Approach and Practical
Implications” — Ninth International Conference on Diversity in organisations,
Communities and Nations, 16. — 19. jinijs, 2009, Riga, Latvija.

3. ,,National Identity and Culture as Pool of Resources for Sustained Competitive
Advantage” — paper presented in Session 7: International and Regional Strategies:
Focus on Russia and Baltic. The 7th EIASM workshop on International Strategy and
Cross-cultural Management, septembris 2009., Helsinki, Somija.

4. “The new Challenges for Strategic Management Theory: Globalisation and
National Cultures” — paper presentation in The 6th International Scientific Conference
“Business and Management — 2010 13.-14. maijs, Vilpa, Lietuva.

5. ,,National Identity in the Period of Economic Crises: Impact and Consequences” —
virtual participation in 10th International Conference On Diversity in Organisation,
communities and Nations, 19.-25. jalijs 2010, Queen’s University Belfasta, Irija.

6. “National Cultures as a Source of Competitive Advantage for Industrial
Organisation in Era of Globalisation and Times of economic Crisis”, EBES 2010
Conference, 29.-30. oktobris, Aténas, Griekija.

7.”National Identity in the Period of Globalization and Economic Turbulence:
Antecedents and Consequences” paper presented in International Conference
”Changes in Global Economic Landscape — in search for new business philosophy”,
28.. aprilis-29, 2011, Riga, Latvija.

8. “Consumer ethnocentrism and national identity shift — possibilities for new
business models”, International Scientific Conference BMRA 2011, “Customer as
Change Driving Force”, 20.-21. oktobris, Kauna, Lietuva.

9. “Identification of resources leading to competitive advantage and exploitation of
new business opportunities: Organisational Eco-Map” 5th International conference
,Information Society and Modern Business”, Ventspils University College, 26.-27.
aprilis, Ventspils, Latvija.

10. “National identity and culture Grounded Competitive advantage: Innovative
Business Models”, The 7th International Scientific Conference ,,Business and
Management 2012 10.-11. maijs, Vilna, Lietuva.



11. ,,Cultural Diversity for Business Model Innovation: Opportunity Provided by
Globalisation”, 12th International Conference on Diversity in Organisation,
communities and Nations, 11.-13. jiinijs, Vankuvera, Kanada (virtuala daliba).

12. “Culture as a source of competitive advantage: possibility to compete
internationally”, EIASM 10" Worksop on International Strategy and Cross cultural
management, 19.-20. oktobris 2012, Reikjavikas Universitate, Islande.

Publikacijas

Pétijuma rezultati ir publicéti starptautiskos recenzétos izdevumos. Publikaciju
saraksts:

1. Chirjevskis A., Ludviga I. (2006), Competitive Advantage Based on Cultural
Identities of Localities in the Era of Globalisation, Proceedings of the International
Conference “Uncertain transformations — New Domestic and International
Challenges” University of Latvia, Riga, p. 86-98, ISBN 9984-802-58-2

2. Ludviga | (2009), Measuring Cultural Diversity: Methodological Approach and
Practical Implications; assessment in Latvia, The International Journal of Diversity in
Organisations, Communities and Nations, p. 73-85; ISSN: 1447-9532

3. Chirjevskis A., Ludviga | (2009), Managing the Culture of Diversity: National and
Cultural Identities as the basis of Sustained Competitive Advantages in Globalised
markets, The International Journal of Diversity in Organisations, Communities and
Nations, p. 85-97; ISSN: 1447-953

4. Ludviga I., Chirjevskis A. (2010), The new challenges for strategic Management
theory: globalisation and national cultures, The 6th International Scientific
Conference ,,Business and Management 2010” Selected papers, VGTU Publishing
House ,,Technika” Vol.1., p. 421-427; ISSN 2029-4441

5. Ludviga I., (2011), Consumer ethnocentrism and national identity shift —
possibilities for new business models, International Scientific Conference BMRA

2011, “Customer as Change Driving Force” Conference Proceedings, Nr.31, October
20-21, Kaunas, Lithuania, ISSN 2029-5448.

6. Ludviga 1., (2012), National identity and culture Grounded Competitive advantage:
Innovative Business Models, The 7th International Scientific Conference ,,Business
and Management 2012 Selected papers, VGTU Publishing House ,,Technika”.

7. Ludviga 1., (2012), National Culture and Identity in Contemporary Global World:
Assessment in Latvia, China-USA Business Review, Vol. 11, No. 6; p. 525-538,
ISSN 1537-1514.

P&tijuma rezultati ir prezentéti un parrunati ar magistranttras studentiem 2011.
gada maija Francija, Normandijas Biznesa skola ERASMUS intensivas programmas
ietvaros. Seminaru t€ma “Nacionala identitate — alternativa pieeja kultiirai”.
Seminaros piedalijas vairak neka 50 studenti no Francijas, Spanijas, Vacijas, Cehijas,
Apvienotas Karalistes, Austrijas, Slovakijas, Lietuvas, Zviedrijas un Egiptes.
Studentiem tika dots uzdevums uzzimét savu nacionalo kultiiridentitati un prezentet
savu sapratni par ieprieks izklastito teoriju un uz kultiiru balstitiem resursiem, vini
aizpildija arT anketas. Tika lietota ,,bagata zim&juma” (rich picture) tehnika



P&ttjuma gaita iegiita pieredze deva iesp&ju izveidot situacijas aprakstu “Riukisu
t&ja — ka augt respektgjot tradicijas” projekta EEA/Norwegian LV-0040 “Developing
and delivering innovative training modules for Baltic executives using an
interdisciplinary approach to entrepreneurship and advanced technologies” ietvaros.
Projekta mérkis ir paradit, ka iesp&jams veidot biznesu saistiba ar nacionalo
kultaridentitati, analiz&t globalizacijas raditas iesp&jas un draudus un ka uznémums,
balstoties uz nacionalo kultiiru, var radit dinamiskas iesp&jas, piedavat ekokartes
pieeju resursu un iesp&ju apzinasanai.

Autores idejas ir parpemtas un izmatotas citos pétijumos, un darbi ieklauti
bibliografijas sarakstos Sados rakstos:

Chou, L., (2009), Trust in Born Global SME’s Social Capital: A cultural Ecology
Perspective, Economics and Organisation of Enterprise, 5(3), pp78-83;

Chou, L., (2010), Cultural Ecology: an environmental factor for Born Globals’
success, Review of Business research, p10.

Sinanovic, S., (2011), Exploring Anti-immigrant Attitudes and Workplace
Discrimination from the Perspective of the Sociocultural Minority, Doctoral
Dissertation, Northcentral University Graduate Faculty of the School of Business and
Technology Management, Prescott Valley, Arizona, 234p.

Darba dalas tiek izmantotas RISEBA MIB (Master International Business) un
MBM (Master of Management Science) programmas studiju kursos International
Strategic Management un Strategic Management.

Raksts “The new challenges for Strategic management Theory: globalisation
and national cultures” ir ieklauts Scribd un tiek izmantots MBA programma Biznesa
stratégijas kursa Menedzmenta un tehnologijas universitaté Pakistana (University of
Management and Technology UMT) un docents Faroog Omar to izmanto IKEA
analizei. Materials ir atrodams: http://www.scribd.com/doc/70576562/BSP-strategy-
Frameworks

Promocijas darba struktiira

Promocijas darbs ir neatkarigs pétijums un sastav no tris nodalam,
secindgjumiem un ieteikumiem, bibliografijas saraksta un 14 pielikumiem. Darba,
neskaitot pielikumus, ir 182 lappuses, 36 tabulas un 39 attéli. Dotas atsauces uz 235
zinatniskiem avotiem.

Promocijas darba struktira:
levads

4. Konkurétsp€jiga priekSrociba miisdienu pasaulé
4.1 Konkurétspgjigas priekSrocibas jédziena attisttba saskana ar
modernajam strat€giska menedzmenta teorijam
4.2 Konkurgtspg&jiga stratégija un konkurétspejigas prieksrocibas veidi
4.3.Konkurgtspgjigas prieksrocibas avoti
4.4. Kultira ka konkurétsp€jigas priekSrocibas avots globalizacijas
apstaklos
4.5. Biznesa modelis ka riks konkurétsp&jigas priekSrocibas radiSanai.
5. Kultiras un nacionalas identitates meériSana un salidzinasana: teorijas
pielietojums Latvija
5.1. Kultuiras distances ietekme uz starptautisko tirdzniecibu
5.2. Nacionala identitate Latvija


http://www.scribd.com/doc/70576562/BSP-strategy-Frameworks
http://www.scribd.com/doc/70576562/BSP-strategy-Frameworks

5.3. Hofsteda kultiiras indeksu un nacionalas identitates konstruktu
izmantoSana arvalstu tirgu noveérté€sanai
6. Uz kultiiru balstita konkurétspgjiga prieksrociba
6.1. Konkurétsp€jigas prieksrocibas novértéSana
6.2.Jauna biznesa modela izveide
6.3. Ieteicamais domasanas veids un 1iki uz kultiru balstitas
konkurétsp€jigas prieksrocibas radiSanai
Secinajumi un priekslikumi
Literatiiras saraksts



GALVENIE ZINATNISKIE ATZINUMI

1. Konkurétspéjigas priekSrocibas miisdienu pasaulé
Pirmaja nodala ir 59 lappuses, 4 tabulas un 16 arzéli.

Literatiiras analize ietver $adu teoriju izklastu:

1. Lai jebkura firma sasniegtu izcilus rezultatus, var biit nepiecieSamas vairakas
konkurétspejigas prieksrocibas (domingjosas un atbalsta priekSrocibas). Doming&josa
priekSrociba ir ta, kura ir tieSi saistita ar firmas mérki un identitati, ta atspogulojas
kompanijas vértibas (Ma, 1999A, 199B).

Lidzas Portera (1998, 2004) pamata stratégijam, Lieberman (2009) skir divu veidu
diferencésanas prieksrocibas — vertikalo un horizontalo produktu diferencéSanu. Beal
(2001) atzim& vairakus veidus, ka radit diferenc€joSo prieksrocibu: inovaciju,
marketinga, servisa un kvalitates diferencéSana.

2. Konkurétspgjigu prieksrocibu avoti ir resursi, kuri ir vertigi, reti, parak dargi
imit€Sanai, un uznémums spgj tos izmantot (VRIO raksturojums), ka arT attiecibas,
kuras nosaka vertibu piedavajumu. Kultira un nacionala kulttridentitate atbilst VRIO
prasibam. Lai uzvarétu konkurencg€, uznémums ir jauzskata ne tikai par tirgus darbibu
kopumu, bet arT par resursiem un konkur&tsp&jigu priekSrocibu majvietu (Porter,
2004; Ma, 1999; Barney un Hesterly, 2006). Konkurétsp&jigu priekSrocibu avoti
promocijas darba ir analizéti no dazadu teoriju viedokla un secinats, ka uz resursiem
balstitais viedoklis (RBV), dinamisko iesp&ju pieeja (DCV), delta modelis (The Delta
Model), zilo okeanu stratégija (Blue Ocean strategy), pakalpojumos domingjosa
logika (S-D logic), ka ar uz darbibam balstita pieeja (Action Based View), uzsver
netaustamo resursu nozimibu.

3. Pastav 3$adi konkur€tspgjigu prieksrocibu novértéSanas veidi: 1) rezultatu
novertéjums, fiks€jot pelnu, tirgus dalas lielumu, pardosanas picaugumu; 2)
vertejums, kas balstits uz piedavato paterétaju vertibu.

Barney un Hesterly (2006) iesaka rezultatus vértét, izmantojot gramatvedibas un
ekonomisko pieeju, tai pat laika uzsverot, ka izmérit konkurétsp&jigas prieksrocibas ir
gandriz neiesp&jami. Lieberman (2009) atzim&, ka viss atkarigs no koncepta
definicijas. Ekonomiska un funkcionala patérétaju vertiba ir nepiecieSama, bet tiesi
emocionala un simboliska vértiba rada diferencéSanas punktus un iesp&ju sasniegt
konkurétspgjigas prieksrocibas (Rintamaki et al., 2007). Tad&jadi piedavata paterétaju
vértiba un pardoSanas apjoma pieaugums ir atbilstoSs veids, ka merit un novertet
konkurétspgjigas prieksrocibas, 1pasi diferenc&josas prieksrocibas (Adner un Zemsky,
2006: Lieberman, 2009; Browning, 2001; Walters et al., 2002). Vértibas piedavajumu
ka konkurétspgjigu prieksrocibu vertesanas veidu var lietot pat uzp@mumu un
produktu attistibas sakumstadija, kad rezultatu raksturojosie veidi v€l nav
izmantojami. PardoSanas pieaugums, salidzinot ar vid€o industrija, ir otrs
konkurétsp€jigu prieksrocibu noverteésanas veids.

4. Kultara promocijas darba analizéta ka patérétaju vértibas avots. Lidzas Hofstede
(1980, 2001) kultdras indeksiem, Kogut un Singh (1988) kultiiras distances indeksam,
Keillor un Hult (1999) izveidota nacionalas identitates (NATID) skala ir lietota ka
kultiiras daudzveidibas novértéSanas un meériSanas instruments nacionalas valsts
robezas un konkrétaja laika momenta. NATID skala akadémiskaja literatiira tiek



uzskatita par vienu no veidiem, ka identificét galvenos elementus, kuri nosaka
nacionalas kultiras unikalitati (Chi Cui un Adams, 2002). Nacionalas identitates
mériSana tiek veikta, balstoties uz principu, ka elementi, kuri nosaka nacijas
unikalitati, ir saisto$i elementi arT apakSkultiram. Tapéc Keillor un Hult skalu var
lietot biznesa vajadzibam, jo nav nepiecieSams izdalit atsevisku apakskultiru
identitati. Nacionalas identitates (NATID) skala ictver cetrus konstruktivos
elementus: nacionalo mantojumu (National Heritage (NH)), kurs atspogulo konkrétas
kulttras véstures unikalitates apzinu; kultiras homogenitati (Cultural Homogeneity
(CH)), kura atbild par sabiedribas kultiiras unikalitati un apakskultiram, ipasi
uzsverot vienojoSo elementu; ticibu sistému (Belief Structure (BS)), kura galvenokart
atspogulo religijas lomu sabiedriba un/vai rada, ka ta ietekmé 1€émumu pienemsanas
procesus marketinga konteksta; etnocentrismu (Ethnocentrism), kur§ NATID ietvaros
ir mérits ka patérétaju etnocentrisms (Consumer Ethnocentrism (CE)) un atbild par
uz kultiiru centrétu vértibu un uzvedibas nozimi sabiedriba (Keillor un Hult,1999).

5. Biznesa stratégijas pamatjautagjums — ka veidot un saglabat konkurétspéjigas
prieksrocibas, ir tiesi saistits ar biznesa modela dizainu un veidosanu (Teece, 2010).
Ta ka stratégija ir nepartraukts process, kur§ ieklauj maciSanos, atklasanu un
izgudrosanu (Pugh un Bourgeois, 2011), biznesa modelis ir tiess stratégijas rezultats.
Biznesa modelis ir visaptvero$aks, salidzinot ar strat€giju, un, lai izveidotu
konkurétspgjigas prieksrocibas, tie abi jaapvieno. Biznesa modelis ir metode, ar kuru
uznémums veido un izmanto savus resursus (Mansfield un Fourie, 2003), spécigakas
konkurétspgjigas prieksrocibas rada biznesa modela inovacijas.

Promocijas darba biznesa modelis ka riks konkurétspgjigu priekSrocibu
radiSanai analiz&ts, izmantojot Teece (2010), Mansfield un Fourie, (2003), Pugh un
Bourgeois (2011, Casadeus-Mansel un Ricart (2009), Barringer un Ireland (2008),
Lingardt (2009), Johnson (2008), ka art Ostervalder (2004) darbos paustas atzinas..

P&tijums pamatojas uz sadiem no literatiiras analizes izrietoSiem secindjumiem:

e lai firma sasniegtu izcilus rezultatus, var bt nepiecieSamas vairakas
konkurétsp€jigas priekSrocibas (domingjosas un atbalsta prieksrocibas).
Domingjosa priekSrociba ir tieSi saistita ar firmas meérki un identitati, ta
atspogulojas kompanijas vertibas;

e konkur€tspéjigo prieksSrocibu avoti ir resursi, kuri ir vertigi, reti, parak dargi
imitéSanai, un uzn€mums ir sp€j tos izmantot (VRIO raksturojums), ka art
attiecibas, kuras nosaka veértibu piedavajumu. Kultira un nacionala
kultiiridentitate atbilst VRIO prasibam;

o konkurétspgjigo priekSrocibu radiSana un biznesa modela uzlaboSana vai
inovacija ietver unikalu patérétaju vertibu radiSanu;

e labakais veids, ka novértét konkurétsp&jigu prieksrocibu radiSanas potencialu,
ir patérétaju vertibas piedavajums. Emocionalas un simboliskas vértibas ir
patérétaju sajutu ekonomiska vértiba, kad vini pozitivi ”piedzivo” produktu
vai pakalpojumu. Vértibu piedavajumu ka konkurétsp&jigas prieksrocibas
vertéSanas veidu var lietot uzp€émumu un produktu attistibas sakumstadija, kad
rezultatu raksturojosie veidi vél nav piemérojami,

e pardosanas pieaugums, salidzinot ar vidgjo industrijas pieaugumu, ir oOtrs
konkurétsp€jigu priekSrocibu novérteésanas veids;

e nacionalas identitates skala (NATID) ir veids, ka noverteét un izmérit kultiru
daudzveidibu attiecigaja laika perioda un nacionalas valsts robezas.



Lai definétu produkta vai servisa konkurétsp€jigas prieksrocibas, kuras veidotas,
balstoties uz nacionalo kultiiridentitati, autore piedava ieviest terminu “kulttira
balstitas konkurétsp&jigas prieksrocibas” (culture-grounded competitive advantage).
Sada veida prieksrociba promocijas darba tick definéta ka noturiga vai islaiciga
produkta vai pakalpojuma priekSrociba, kura rodas no kulttra atrodamiem resursiem
un iesp&jam un rada unikalu patérétaju vertibas piedavajumu.

1.1. attela raksturota pétijjuma logika un gaita. Tresa nodala veltita vertikalajam
sakaribam (skat. 1.1. att€la). Analiz&jot vairaku uzpémumu darbibu, jasecina, ka
nacionalo identitati veidojosie elementi un tajos ietilpstoSie resursi var tikt izmantoti
biznesa modelos. Kultiira balstitais konkurétsp€jigu priekSrocibu radiSanas potencials
promocijas darba ir novertéts ka unikals vertibu piedavajums. Konkur€tsp&jigas
prieksrocibas radiSanas procesu autore analiz€ ka cetru solu modeli.
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2. Kultuiras un nacionalas identitates mérisana un salidzinasana:

teorijas lietojums Latvija
Otraja nodala ir 39 lappuses, 20 tabulas un 10 aréli.

Otra nodala ir veltita kultiiras ietekmes uz starptautiskas tirdzniecibas
visparigam vért§jumam un nacionalas identitates veért€jumam Latvija. Nacionala
identitate ir mérita, izmantojot NATID skalu, mérjjumu rezultati salidzinati ar
mérjjumu rezultatiem citas valstis. Tris gadu laika novértéta globalizacijas un
ekonomiskas situacijas ietekme uz nacionalo identitati.

Nacionalas kulturidentitates koncepta vértiba biznesa pastav galvenokart
salidzinajuma ar citam kultiram, kas lauj valstis pozicionét, noteikt 1idzigo un
atskirigo. Tas savukart dod iesp&ju novertét eksporta iesp&jas un pielagot marketinga
aktivitates. Saja nodala tikusi mérita kultiras distances ietekme uz eksportu un
starptautisko tirdzniecibu un atbildéts uz $adiem pétnieciskiem jautajumiem:

RQ1A: ka Latvijas naciondla kultira bitu jauztver salidzinajumd ar citu valstu
kultaram?

RQ1B: ka kultiuras lidzibas un atSkiribas ietekmeé starpvalstu tirdzniecibu starp
Latviju un citam valstim?

Lai atbildétu uz Siem jautajumiem, vispirms tika aprékinats Kogut un Singh’s
(1988) piedavatais uz Hofsted kultiiras indeksiem balstitais kulttras distances indekss.
.Sarindojot valstis péc kultiiras distances indeksa, vistuvaka valsts Latvijai ir Lietuva,
lgaunija seko tikai péc Norvégijas un Somijas, bet Krievija ir diezgan talu. Tas
pierada, ka kultiras joma Baltijas valstis ir tuvakas ziemelvalstim neka
Austrumeiropai un pargjam padomju bloka valstim. 2006. gada Zivko un Zver (2006)
veiktais salidzinajums, izmantojot Hofsted indeksus no 90. gadiem, paradija Latvijas
tuvibu Krievijai un citam postsocialisma valstim. Tas pierada, ka kultliras mainas un
Latvijas iedzivotaji, mazinoties socialistiskas kultliras sekam, atgriezuSies pie savas
nacionalas identitates, kura tuvaka ziemelvalstu iedzivotaju identitatei.

Dati par Latvijas eksportu un starpvalstu tirdzniecibu promocijas darba ir
izmantoti, lai analizétu kultaras atSkiribu ietekmi, bet regresijas modelis izmantots
statistiskai datu analizei. Determinacijas koeficients (R-squared) lietots par datu
uzticamibas méritaju. R-squared dotajiem paraugiem ir ap 0,3. t Test un F Test lauj
secinat, ka linearais modelis ir statistiski nozimigs.

Atlikuma analize (Residual analysis) ir veids, ka novértét modela piemé&rotibu.
Atmetot Norvégiju, Niderlandi un Somiju (valstis ar loti mazu kultiras distances
indeksu), jaunais modelis atbild par 70% no sakaribas. Tas lauj secinat, ka kulttras
lidzibas un atskiribas ir svarigs faktors starpvalstu tirdznieciba. Norvégija, Niderlande
un Somija ir nerealiz€ts potencialais tirgus, jo valstis ir kultliras zina Latvijai tuvas,
bet eksports nav 1pasi liels.

Nacionala identitate Latvija ir mérita, izmantojot NATID 17 jautajumu Likerta
tipa skalu. Ir atbildéts uz §adiem pétnieciskiem jautajumiem:
RQ2A: cik stipra ir Latvijas nacionala kultiiridentitate?
RQ2B: vai Latvijas nacionalo identitati ietekmé globalizacija un ekonomiska krize?

Veikts NATID skalas uzticamibas tests, aprekinot Cronbacha alfa koeficientu.
Autore ir secinajusi, ka visparéjas NATID skalas uzticamiba Latvija ir apmierinosa
(Cronbacha alfa koeficients > 0,7), tomér atsevisSki konstruktivie elementi neuzrada



noturigu uzticamibu tris gadu laika. Skala veikti uzlabojumi, pievienojot 18.
jautajumu, ar kuru méra nacionalo mantojumu, tadéjadi iegustot augstaku Cronbacha
alfa koeficientu.

Nacionalas identitates mériSanai tris gadu perioda (2009., 2010. un 2011. gada)
lidztekus uzticamibas novértéSanai ir mérkis novertét izmainas. Jautajums RQ2B ir
atbildeéts, salidzinot gan kop€jo nacionalo identitati, gan atseviSkus konstruktivos
elementus ar globalizacijas indeksu (KOF index of globalisation) un IKP. Stipra
pozitiva korelacija ir nov€rota starp globalizacijas indeksu un kop&jo nacionalo
identitati, ka arT religisko sistému un patérétaju etnocentrismu. IKP uzrada negativu
korelaciju ar nacionalo identitati un religisko sistému.

Rezultati atspoguloti 2.1. tabula — aiz vidgja rezultata seko standartnovirzes iekavas.

2.1. tabula
NATID Latvija 2009., 2010. un 2011. gada.
Konstruktivais Latvija
elements Latvija 2009 | Latvija 2010 | Izmain | 2011 Kopgjas Virzi
(N=102) (N=111) as (N=129) izmainas ens
4,58 443 | -3,23% 4,56 -0,36%
Nacionalais mantojums (1,21) (1,57) (0,89) ﬂ
4,61 452 | -1,99% 4,53 -1,80%
Kultiiras viendabigums (1,08) (1,52) (0,84) £
3,43 3,82 | 11,23% 3,77 9,94%
Ticibas sistéma (0,94) (1,91) (0,71) ﬂ
4,31 451 | 4,71% 4,37 1,55%
Patgrétaju etnocentrisms (1,25) (2,48) (1,09) ﬂ
Kopsii  nacionala | 16:95 17,28 | 1,93% 17,24 | 1,69% T
identitate (NATID) (2,66) (2,74) (2,36) I
KOF globalizacijas
indekss 71,6
(-1gads) 63,24 76,14 1
IKP (per capita - PPP $) 17600 14500 13834 ,l,
IKP pieaugums (-1gads) -4,6% -17,8% -1,8% l,

Avots: autores sastadita tabula

Kopgja nacionala identitate ir pastiprinajusies par vairak neka par 2% un var tikt

uzskatita par stipru. Visi atseviskie konstruktivie elementi, izpemot kulttiras
sabiedribas polariz€Sanos un atskiriga uzsveérsanu.

Latvijas respondenti augstu nevertgja religisko sistému ne 2009., ne 2010. gada,
turprett 2011. gada veértéjums ir uzlabojies. To var izskaidrot ar cilvécisku vélmi
mekl&t mierinajumu tradicionalajas religijas, ka ari dazadas netradicionalas religijas
un ezoteriskas macibas..

Laika starp 2009. un 2011. gadu patérétaju etnocentrisms ir pastiprinajies par
4,71%. Tas demonstré viedokli par Latvija razotu produktu pirkSanas nozimigumu.
Paterétaji uzskata, ka vinu pienakums ir atbalstit savas valsts ekonomiku.



Lai pilniba atbildétu uz 2B jautajumu, nulles un alternativa hipotze ir izvirzita:
Ho: visu tris gadu populacijas ir identiskas
Na: ne visas populacijas ir identiskas

Statistiskas nozimibas tests (Statistical significance test) triju gadu tendencei ir veikts,
lietojot Kruskal-Wallis formulu. H = 0,513923 un asociéta p-vértiba = 0,773398; ar k
— 1 =2 brivibas pakapi. Ta ka p-veértiba 0,77 > a = 0,05, Hp nevar tikt noraidita.

Tas nozimé, ka par spiti faktam, ka kop@as nacionalas identitates, ka ar1
atseviSku konstruktivo elementu skaitliskas veértibas ir paliclinajusas, pieaugums
jauzskata par statistiski nenozimigu. Triju gadu periods ir parak iss, lai rastos
statistiski nozimigas parmainas nacionalaja kulturidentitate.

Autore veikusi nacionalas identitates salidzinajumu Latvija ar nacionalo identitati
valstis, par kuram dati ir pieejami, mérijjumus veikusi Keillor un Hult (1999), Phay un
Chun (2003). Rezultati atspoguloti 2.2.tabula.

2.2. tabula
Nacionalas identitates starpvalstu salidzinajums
Nacio
nala
Nacionalais Kultiiras Religiska Patérétaju identit | Klasifik
Valsts mantojums viendabigums sistéma etnocentrisms ate acija
(NH) (CH) (BS) (CE) (ONI)
Ipasi
Taizeme 5,3 4,98 4,38 4,93 19,59 | stipra
Koreja 4,93 4,85 3,73 4,33 17,84 | Stipra
ASV 5,15 4,92 3,49 3,88 17,44 | Stipra
Meksika 5,07 4,74 3,49 3,71 17,0 | Stipra
Latvija 4,60 4,57 3,44 4,32 16,93 | Stipra
Taivana 4,55 4,33 3,8 3,88 16,57 | Neitrala
Honkonga 4,14 3,92 2,82 4,36 15,2 | Vaja
Singapiira 3,36 4,52 3,6 3,36 15,11 | Vaja
Japana 49 4,73 2.8 2,37 14,79 | Vaja
Tpasi
Zviedrija 4,64 4,12 2,56 2,1 134 | vaja
Avots: autores sastadita tabula
Latvijas nacionala identitate — 16,93 - atbilst kategorijai “stipra”, tomer

nacionala mantojuma uztvere ir tikai septitaja vieta, turpreti pateérétaju etnocentrisms
- ceturtaja vieta. Stipra nacionala identitate un augsts pat€rétaju etnocentrisms sniedz
zinamas priekSrocibas viet€jiem razotajiem un Jauj pat maziem uzp€mumiem
konkurét ar starptautiskos tirgos (Shimp un Sharma, 1987; Olsen, 1993). Latvijas
patérétaji augstu verteé produktus, kuru radiSana izmantotas ar kultiiru saistitas idejas
(augsts patérétaju etnocentrisms).

Ta ka NATID modelis ir vienigais, kur§ ietver kultiru no resursu perspektivas
aspekta, to var lietot starpvalstu salidzinasanai un savas kultiras apzinasanai un
izpraSanai. NATID modela un Hofsted indikatoru kombinacijas lietosana dotu
uznémumu vaditajiem plasaku skatu uz potencialo tirgu. Apvienojot viena modeli
kop€jo nacionalas identitates mérijjumu (ONI), kultiras distances indeksu (CDI),
partnervalsts individualisma indeksu (IND), nenoteiktibas apgriezto izvairiSanas
indeksu (UAV) un patérétaju etnocentrismu (CE), modelis parada apmierinoSu
nozimibu (Significance F 0,04) un atsevisku regresoru p-vértibas ir augstas: IND —
0,25; UAV - 0,15; CE — 0,29 un CDI — 0,22. R? (R-square) ir 0,64. Tatad, apvienojot




modeli NATID elementus un uz Hofsted indeksiem balstitus mérijumus, palielinas
modela uzticamibu. R? pieaug no 0,3 uz 0,5, un tas nozimé, ka aptuveni 50% no
sakaribas var izskaidrot ar doto modeli.

Uz otraja nodala aprakstito pétijumu pamata var secinat, ka kultiira ir pietiekami
nozimigs faktors, kur§ ietekm€& starptautisko tirdzniecibu. Latvija nacionala
kulturidentitate ir stipra, tatad iesp&jama kultiiras izmantoSana biznesa uznpémumos
konkurétspejigu prieksrocibu radisanai.



3. Kultiira balstitas konkuretspéjigas prieksrocibas
Promocijas darba tresaja nodala ir 42 lappuses, 12 tabulas un 11 atteli.

Promocijas darba tresaja nodala sniegta informacija sniedz atbildi uz jautajamiem
“ka?” un “kapeéc?”, tadel ir balstita uz kvalitativiem datiem. Tas meérkis ir piedavat
teorétisko modeli vai domasanas veidu, ka radit uz kultiiru balstitas konkurétsp€&jigas
priekSrocibas gan viet&ja, gan starptautiska tirgii un atbildet uz pétijjuma jautajumu:
RQ3: ka wuzmeémumi var izmantot nacionalo kultiuridentitati, lai veidotu kultira
balstitas konkurétspejigas prieksrocibas?

promocijas darba vajadzibam veiktais kvalitativais p&tijums, kura apkopoti dati par 18
Latvijas uzpémumiem un 16 arvalstu uzpe@mumiem, veltits konkurétsp€jigu
priekSrocibu un biznesa modelu analizei. Dati ir iegliti no daudzveidigiem avotiem —
lauka viziteém, intervijam un dazadiem sekundariem avotiem. Detalizétai analizei
izveleti sadi Latvijas uzp@émumi: MADARA, STENDERS, Dai/rade RC, Rikisu téja,
Laci, Valmiermuiza, Varis Toys un Tochun Consulting, kus parstavéts ka zimols
RetaiBaltic. Gadijuma analize parada, ka nacionalas kultiiridentitates konstruktivie
elementi tiek ieklauti biznesa modelos un ka kultiira balstitu konkur&tsp&jigu
priekSrocibu var radit, pamatojoties uz unikalu vértibu piedavajumu. Informacija par

Latvijas uznémumiem apkopota 3.1. tabula

3. l.tabula
Latvijas uzpémumi
Nr. | Uznémums Galvenais Industrija Industrijas apakssektors | Darbibas loks
produkts
1. MADARA Kosmétika Razo$ana Veselibas un personigas Starptautisks
COSMETICS Pakalpojumi higiénas preces,
kosmétika
2. | STENDERS | Kosmétika Razo$ana Veselibas un personigas Starptautisks
Davanas Pakalpojumi higiénas preces,
kosmétika
3. | Ladi Maizes RaZosana Maize un miltu Galvenokart
izstradajumi | Pakalpojumi izstradajumu razo$ana vietgjais tirgus,
nedaudz
starptautisks
4, Varis Toys Rotallietas RazoSana Lellu, rotal]lietu un spélu Starptautisks
raZzoSana
5. Rukisu teja Tgja RazoSana Lauksaimnieciba, t&jas Galvenokart
razoSana vietgjais tirgus,
nedaudz
starptautisks
6. DailradeRC Suveniri RazoSana Koka, tekstila un adas Vietgjais tirgus
izstradajumu razoSana
7. Lido Edinasanas RazoSana Edinasanas pakalpojumi Galvenokart
pakalpojumi | Pakalpojumi un bari vietgjais tirgus,
nedaudz
starptautisks
8. | Brivais vilnis | Zivju RaZo$ana Jaras produktu Starptautisks
konservi sagatavo$ana un
iepakoSana
9. | Rigas Alkoholiskie | RazoSana Dz@rienu raZoSana Starptautisks
balzams dz@rieni
10. | Laima Sokolade, RaZo$ana Konfek$u izstradajumu Starptautisks
konfektes razo$ana

3.1. tabulas turpinajums




Nr. | Uznémums Galvenais Industrija Industrijas Darbibas
produkts apakSsektors loks
11. | Bauskas alus Alus Razosana Dzg@rienu raZo$ana Galvenokart
viet&jais
tirgus,
nedaudz
starptautisks
12. | Valmiermuizas | Alus RazoSana Dzgrienu razo$ana Galvenokart
alus viet€jais
tirgus,
nedaudz
starptautisks
13. | Larelini Tekstilizstradajumi | RazoSana Tekstila un ta Starptautisks
izstradajumu razosana,
audumu krasoS$ana
14. | Motra Kaviars RaZzoSana Jaras produktu Starptautisks
sagatavoSana un
iepakoSana
15. | Alidas kafeja Kafijas dzgriens RazoSana Lauksaimnieciba, Vietgjais
dz€rienu razo$ana tirgus
16. | Inovativo bio- | Partikas piedevas RaZzoSana Farmaceitisko un Starptautisks
medicinas FitoBALT medicinas produktu
tehnologiju razoSana Bioproduktu
institiits razoSana
17. | Tosun Pardosanas Pakalpojumi | Biznesa konsultacijas un | Starptautisks
Consulting konsultacijas pardoSanas trenini
18. | llze Sweets Konfektes, cepumi | Razo$ana Konfeksu izstradajumu Vietgjais
zimols CAPS razoSana tirgus
19. | MATKA Zimolvedibas Pakalpojumi | Biznesa konsultacijas Galvenokart
pakalpojumi vietgjais
tirgus,
nedaudz
starptautisks

Avots: autores sastadita tabula

Ka secinats pirmaja nodala, labakais veids, ka novertét diferencéSanas

priekSrocibas radiSanas potencialu, ir patérétaju vertibas piedavajums. Emocionalas
un simboliskas vértibas, kuras izpauzas ka patérétaju sajitu ekonomiska vértiba, kad
patérétajs pozitivi “piedzivo” produktu vai pakalpojumu, misdienu pasaulé drizak
noved pie konkurétspgjigu prieksrocibu radiSanas neka funkcionalas un ekonomiskas
vertibas. P&dgjas divas ir nepiecieSamas, lai konkrétais uznémums paliktu biznesa.
Ekonomiska vértiba var dot zemu cenu prieksrocibu un gadijuma, ja funkcionalitate ir
patérétaju pamatmotivetajs, iesp&jams sasniegt konkuretspejigas priekSrocibas. Tomer
misdienu plasas izveles un lielas konkurences apstaklos emocionalas un simboliskas
vertibas klist pasi nozimigas (Rintamaki et al., 2007). Ma (1999) secinajis, ka
domingjosa konkurétsp&jiga priekSrociba ir ta, kura ir tieSi saistita ar kompanijas
vertibam, tatad to var izsecinat no marketinga komunikacijas un uznémuma veértibu
definicijas.

PardoSanas apjoma pieaugums, salidzinot ar industrijas vidéjo pieaugumu, ir
otrs veids, ka novertét konkurétsp&jigo prieksrocibu potencialu. 3.2. tabula apkopoti
dati par Latvijas uznémumiem.

3.2. tabula



PardoSanas pieaugums, patérétaja vertibas piedavajums un konkurétspéjigas
prieksrocibas (KP) veids

KP novértéjums un tips

Uzpémums PardoSanas apjoma pieaugums | Patérétaju veribas KP tips

piedavajums

MADARA 30% 2011. - gada pirmaja puse | ECOCERT; Marketinga

COSMETICS salidzinajuma ar 2010. gada Moderna latviska diferencésanas.
pirmo pusi (Nozare.lv) identitate. Inovaciju

Emocionals stasts diferencéSanas

STENDERS 27% 2011. gada pirmaja pusé Simboliska veértiba: Marketinga
salidzinajuma ar 2010. gada stasts, autentiskums. diferencésanas
pirmo pusi (Nozare.lv) Baumas: miizigas
Latvijas tirgii — 14% jaunibas noslépums;

emocionala vertiba:
harmonija, kaisle,
milestiba ka servisa
pamatvertibas

Rukisu téja 100% katru gadu kops 2000. Emocionala un Marketinga
gada, 2011. gada pieaugums simboliska vertiba diferencésanas
mazaks, jo ir sasniegta balstita tradicijas un
maksimala jauda ar pasreizgjiem | ticiba
resursiem (Lignickis, 2011)

Tochun Consulting | 300% 2011. gada otraja kvartala | Starptautiska pieredze Inovaciju
salidzinajuma ar 2010. gada otro | un tradicionala (ar diferencésanas
kvartalu (uznémums dibinats kultiiru saistita)

2010. gada marta; Tochun, 2012) | kompetencé balstita
tehnologija

Dailrade RC Kops 1992. gada stabils Autentiskums — Marketinga
pieaugums; 2011. gada — vid&ji | simboliska vertiba diferencésanas
3% (Bunza, 2012)

Valmiermuiza 30% 2011. gada pirmaja puse Vesture, tradicijas. Vide | Marketinga
salidzinajuma ar 2010 pirmo diferencésanas
pusi (Nozare.lv)

Laci 2011. gada pirmaja pusé Latvijas simbols, Marketinga
salidzinajuma ar 2010. gada emocionala vertiba diferencésanas
pirmo pusi (Nozare.lv) saistiba ar senam

receptém un procesiem

Varis Toys 20% pieaugums 2010. gada (Ls | Ekologijas, estétiskuma | Inovaciju
200 000 ), salidzinot ar kombinacija, diferencésanas
ieprieksgjo gadu, pateicoties emocionala veriba
eksportam. 90% produkcijas saistita ar vecaku
eksport€ uz Vaciju, Japanu, b&rnibu
ASV, Kanadu un citam valstim
(Nozare.lv)

Avots: autores sastadita tabula, dati no intervijam un Nozare.lv

Tabula parada, ka Latvijas uzn€mumi ir parsp€jusi vietg€jos un pat starptautiskos
konkurentus. Vidgjais uzn€muma pardosanas pieaugums Latvija 2011. gada bija 4,9%
(Strautins, 2011). Visi min€tie uznémumi ir bijusi krietni veiksmigaki.

Péc Deloitte (2011) datiem, kimiska riipnieciba ir augusi vid&ji par 7,9%.
Eiropas kimiskas industrijas padomes dati rada, ka 2010. gada laika plasa pat€rina un
specializéto kimisko izstradajumu pardosana ir augusi par 6,8% un 6,1% (Hadhri un
Pieper, 2011). Madara un Stenders, kuri darbojas $aja industrija, ir bijusi daudz
veiksmigaki.

Uzpeémumu raditais patérétaju vertibas piedavajums ir galvenokart emocionalas
un simboliskas dabas. Piem&ram, emocionali stasti, Kuri pamatojas uz unikalu vésturi
(STENDERS, Valmiermuiza, Madara Cosmetics), vai produkta raditas atminas (Varis



Toys), senu tradiciju simboliska vértiba (Laci, Rikisu teja) un autentiskums (Dailrade
RC). Visi Sie vertibu piedavajumi palidz radit marketinga diferencéSanas
prieksrocibas.

Tomeér dazi uznémumi, balstoties uz ar kultiiru saistitam prasmém un tradicijam,
ir radijusi inovacijas. Pieméram, Tochun Consulting, neieklauj marketinga materialos
kultiiru, bet savos treninos plasi lieto osmanu tirgosanas tradicijas balstitas prasmes un
tadgjadi veido savus pakalpojumus inovativa veida. Varis Toys izmanto tradicionalo
prasmi buvét majas bez naglam un uz ta pamata ir izveidoti b&rnu konstruktori.

Ta ka domingjosa konkuretspejiga priekSrociba ir ta, kura ir tieSi saistita ar
kompanijas vertibam, un to var secinat no marketinga komunikacijas un uznémuma
vertibu definicijas (Ma, 1999), ta ir tiesi saistita ar uzneémuma misiju un rada pamatu
patérétaju vertibu piedavajumam. Citati saistiba ar Latvijas uznpémumu doming&joso
konkurétsp€jigo prieksrocibu ir ieklauti tabula 3.3.

3.3. tabula
Dominégjosas konkurétspéjigas prieksSrocibas avots
Uzpeémums Citati, kuri norada uz dominéjoSo konkurétspéjigo prieksrocibu.
MADARA Sajuti Baltijas augu speku
COSMETICS ,,Katrs MADARAs produkts ir Tss stasts par Latviju. Mes esam laimigi, ka
pasaule ieklausas un saprot MADARAS stastus.”
STENDERS Miisu misija ir redzet, dzirdet un izp&tit miisu pasu un arvalstu kultiiru un

tradicijas, ka arT nest miisu kulttiru pasaulg.

Baltijas mantojums: autentiskums reproducéts ar Stendera atlauju (Fisk,
2009).

Uznémums atdzivina sends LatvieSu receptes, bet neatsaka aiznemties
labako no citu tautu tradicijam

Rukisu téja ,Novertgjiet un izbaudiet Latvijas dabas bagatibas!”

Daijrade RC ,,Misu misija ir popularizét Latvijas amatniecibas tradicijas un valsti,
piedavat uznémumiem autentiskus reprezentacijas materialus, tadgjadi
dodot iesp&ju ne tikai parstavet sevi, bet ar valsti.”

Tochun Consulting Jums ir japiedzivo pieredze
(RetailBaltic)
Valmiermuiza »Atjaunojot Valmiermuizas alus legendu, miisu meistari cel goda vecos

tikumus. Pamatigi, pacietigi un ar lepnumu darito alu ka prieciga, viegla
putu cepure grezno Valmiermuizas saimnieku omuliba un viesmiliba.”

Laci » e lietas notiek mazliet savadak. Pamatigak. Ja Sejieniesi ko dara, tad ta,
ka pirms gadu simtiem — pa Istam un patiesi. Ar sirdi, dvéseli, pratu un
pasi savam rokam.

Misija: cept dabigu un augstvertigu maizi un originalus konditorejas
izstradajumus, turot goda, kopjot un attistot gadsimtiem senas meistaru
tradicijas. Vértibas: senas un unikalas cepSanas tradicijas.”

Varis Toys ,,Misu pasaule jau kop$ b&rnu kajas veidojusies tuvu dabai, zemei,
kokiem, visam skaistajam un dabiskajam. Ar to arT sakas VARIS Toys
stasts — stasts par koka rotallietam, kuras iesaknojusies miisu b&rniba, kad
pasu radrtais, veidotais, gatavotais sagadaja vislielako gandarjjumu. Esot
jau pieaugusiem, biezi piekeram sevi pie domam par bérnibu — par laiku,
kad miisu labakais dienu kavéklis bija kartona le]Jlu maja, vectéva grebtais
koka traktors vai arT smiltTs biivéta pils. Tas bija misu rotallietas.
Amatniecibas tradicijas ir svarigas VARIS Toys.”

Avots: autores sastadita tabula ( dati no uznémumu mdajas lapam un intervijam)

3.3 tabula paraditas firmas veido savas domingjoSas konkurétspejigas
priekSrocibas, balstoties uz kulttirai raksturigam vertibam, pieméram, Laci “Senas un




unikalas cepSanas tradicijas”. Tas ir ieklautas arT uznémuma misija: “Cept dabigu un
augstvertigu maizi un originalus konditorejas izstradajumus, turot goda, kopjot un
attistot gadsimtiem senas meistaru tradicijas”, STENDERS® misija ir redz&t un
dzirdét, un izpétit misu un citu tautu kultGru un tradicijas, ka ari nest masu kultiiru
pasaulei”, Dailrade RC misija “popularizét Latvijas amatniecibas tradicijas un valsti”.

Biznesa modeli

Turpmak sniegts firmu biznesa modelu novértéjums. Ostervalder (2004)
piedava biznesa modelus veértét, izmantojot devinas asis, kas atbilst devinam biznesa
modela pamatsastavdalam. Katra ass raksturo specifisku uznémuma biznesa modela
dalu. Vairaku modelu vértéSana viena vai dazadas industrijas lauj salidzinat. 3.1.
attéla redzams Latvijas uznémumu biznesa modelu salidzinajums.

Biznesa modeli

Vertibas piedavajums

—e— DailradeRC

—=— ROK1Su téja
RetailBaltic
MADARA

—x— STENDERS

3.1. att€ls. Biznesa modelu novertéjums (Avots: autores veidots ziméjums)

3.1. attela redzams, ka visu firmu biznesa modeli ir tipiski diferencéSanas
priekSrocibas gadijuma. Visu pieméru izmaksu struktira nav zema. Ka uzsveris
STENDERS, zema cena nav mérkis. Sadi biznesa modeli lauj uzpémumiem
kompensét augstakas izmaksas ar augstu patérétaju vertibas piedavajumu.

Tatad nacionala kultira var kalpot par konkur€tsp&jigu priekSrocibu avotu.
Sadas prieksrocibas pamatojas uz diferencésanos, turklat iespéjama gan marketinga,
gan inovaciju diferencéSanas, un ta galvenokart ir saistita ar emocionalam un
simboliskam patérétaju vértibu dimensijam. PardoSanas apjoma pieaugums, kurs$
krietni parsniedz vid&jo industrija, apstiprina priekSrocibu eksistenci.

Jauna veida biznesa modelis



P&tijuma ietvaros biznesa modela pieeja ir izmantota, lai raditu kultiira balstitu
konkurétspejigu priekSrocibu veidoSanas modeli. Kombingjot pastavosas pieejas
nacionalas identitates apzinasanai un biznesa modela shému, ir radits 3.2. attéla
redzamais modelis.
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3.2. att€ls NATID savietojums ar biznesa modeli

Avots: Osterwalder (2004) biznesa modelis, Keillor un Hult (1999) NATID modelis un autores
piedavajums

Starptautiskie, ka arT Latvijas piemé&ri ilustre 3.2. att€la sniegto informaciju

Nacionalais mantojums var kalpot gan ka pamata resurss, gan ka uzpémuma
iespeju avots, gan ari ka specifisks paterétaju vertibas piedavajuma avots. Dazi
piemeri

Apavu razotajs EMU ir sevi deklargjis ka autentisku Australijas uznémumu,
produkti un marketinga kampanas “lepni populariz€ 1istu Australijas
mantojumu un specifisko dzivesveidu”. Ta ir vériba gan uzgpémumam, gan
patérétajiem.

Baileys kombiné divas Tru tradicionalas prasmes — destiléSanu un
lauksaimniecisko razoSanu. Veiksmiga pétljumu procesa rezultata senas
prasmes ir apvienotas viena unikala produkta, Bailey’s ru kréma likieri, kura
piens tiek saglabats tikai ar alkohola palidzibu.

Red Bull receptes pamata ir Taizemes kofeinu SaturoSais tradicionalais
dzeriens Kating Daeng, kurs ir populars Azijas regiona un satur eksotiskus
komponentus, solot izdziedinat no dazadam slimibam.

Susi restorani ir plasi pazistami pasaule un tiek uzskatiti par “Japanas kulturas
eksportu”. Tie ietver Japanas kulinarijas kulturas transformaciju no 17.
gadsimta Iidz miisdienam. Susi ir veicis celojumu no Japanas ielu uzkodas lidz
musdienu delikatesei (Insberg, 2007).

The Body Shop kompanija ir radijusi savas prasmes, balstoties uz dazadu
pasaules tautu tradicijam un prasmém. Brazilijas riekstu ella tiek razota Kyapo
ciemata, lietojot tradicionalu razoSanas ciklu un tehnologiju, ta veido pircgju



vidii populara matu kondicioniera pamatu. ST sviests tiek razots Gana atbilstosi
viet€jam zinaSanam un ritualiem un izmantots kermena krémiem.

e Zwak izmanto ungaru tradicijas un vésturi, pieskirot savai produkcijai
uzticamibu, kas lauj firmai eksportét savu produkciju uz 28 valstim.

Tirgus petijumi 2003. gada pieradijusi, ka jaunie patérétaji Ungarija un citur
Centraleiropa augsti verte “saknes un tradicijas, kaut ko pie ka turfties Saja
nenoteiktaja pasaule”. Patéretaji iegadajas produktus, kuriem ir saikne ar pagatni un
kuri rada piederibas un tradiciju sajitu, tadus, kuri izraisa nostalgiju (Polack un
Akbar, 2010).

Kultiiras viendabigums var kalpot par pamatu unikalam iesp&am un vértibu
piedavajumam, radot specifisku sinergiju. Dazi no promocijas darba mingtajiem
piemériem:

e Tiek uzskatits, ka Marimekko audumu dizains ir cie$i saistits ar somu tautas
makslu, tomér ta saknes iestiepjas ar7 dienvidslavu, afrikanu, italu un alzirieSu
kultiiras. Viens no pasreiz€jiem uznémuma dizaineriem Fudzivo ISimoto ir
ieviesis japanu makslas smalkumu tradicionalaja somu dizaina, tadgjadi
pievienojot abstraktakas un maigakas Iinijas.

e LIDO Latvija un Baltkrievija, kur dizains un dekoracijas ir loti lidzigas, bet
krasu gamma pielagota vietgjai gaumei (dzeltens —zals).

Religiska sistema dod pamatu gan unikala paterétaju vértibu piedavajuma

radiSanai, gan paterétaju segmentésanai, piemeram:

e Zam Zam Cola, Mecca Cola un Quibla Cola (kopa sauktas Muslim Colas) ir
radijusas savu produktu, balstoties uz musulmanu patérétaju ticibu. Produkti ir
alternativi Coca Cola un Pepsi. Produkta nosaukumi raditi ar atsauci uz Well
of ZamZam, kas atrodas Meka un ir viens no pieturas punktiem svétcelojumam
uz Hajj. Sie produkti tiek pardoti Austrumos, dazos Afrikas regionos un
Eiropas valstis.

Patérétaju etnocentrisms ieklaujas biznesa modeli ka unikalu vértibu piedavajuma
avots un pamats patérétaju segmentacijai. Sis konstruktivais elements gan vairak
attiecas uz regionu vai valsti neka uz konkrétu firmu. Tomér vietgjiem razotajiem ir
iesp€ja atrast patérétaju segmentus, kuriem vietéja identitate ir ipasa vértiba. Usunier
(2005) ir atklajis, ka paterétajiem, kuri dod priekSroku viet€jiem razotajiem,
vienlaicigi ir pozitiva attieksme pret citam kultiram un tam raksturigam precém. Sada
gadfjuma nacionalo identitaSu simboliskas ipaSibas kalpo ka eksotiska produkta
piedeva.

DazZi no pieméros minétajiem uznémumiem izmanto patérétaju etnocentrismu
visai specifiski. Pieméram, z/s Rukisu teja popularizé uzskatu, ka Latvija kultivéti
veseligam dzivesveidam nepiecieSamas sastavdalas. Uzpémums So ideju plasi
popularizg, lai ari ta reiz€m bremzg€ izaugsmi. Z/S Rikisu téja neiepérk izejvielas
arvalstis, kaut arT tas tur var iegadaties I€tak. Tomer tas palidz uzn€émumam saglabat
klientu lojalitati gan Latvija, gan arT arvalstis, kur dzivo Latvijas iedzivotaji.

Rekomendéjamais domasanas veids un riki kultiira balstitu konkuretspéjigu
priekSrocibu radiSanai



Kultura balstitu konkurétsp&jigu priekSrocibu radiSana pec bitibas ietver tadu
kultiirai specifisku pazimju un 1pasSibu identific€Sanu, kuras biitu piepemamas (vai
svarigas specifiskam patérétaju segmentam), ka arf tada paterétaju segmenta atrasanu,
kuram §1s 1pasibas biitu nozimigas.

Domajot par biznesa modeli ka stratégijas realizaciju un balstoties uz dinamisko sp&ju

pieeju (DCV), uz resursiem balstito viedokli (RBV), pakalpojumos domingjoso logiku

(S-D logic) un wuz aktivitati balstitu pieeju (ABV), autore kultira balstitu

konkurétspejigu prieksrocibu radiSanai piedava sadus solus:

e noliks — pamata stratégiska izvele: horizontala vai vertikala diferencésanas,
fokuséta diferencésanas, vairaku niSu stratégija;

e iespSju sajuSana — identificéSanas ar kultiru un regionu, globalizacijas iesp&ju
apzinasana, etnocentrisko tendencu aptversana;

e iespgju satversana:

o kultiirai specifisku resursu iesaistiS$ana un transformé$ana — uzp€muma
iesp&ju attistiSana, balstoties uz kultiirai raksturigiem resursiem, prasmém
un Ipasu tirgus izpratni;

o virziena izvéle saistiba gan ar tirgu (potenciala tirgus izpraSanu), gan
produktu (potenciala produkta izveidi un marketinga komunikacijas
izveidi);

o resursu rekonfiguracija — firmas darbinieku unikalo prasmju, ka arT resursu
izveide un strateégiskas izvéles galiga noformulésana;

o vértibas kopradiSana ar patérétaju — attiecigo patérétaju niSu — specifisku
vertibu radiSana, specifisku 1pasibu piesaiste produktam (emocionalu vai
simbolisku);

e rezultats — uz kultiru balstitu konkurétsp&jigu prieksrocibu radiSana, tadgjadi
sniedzot ieguldijumu kulttiras popularizéSana (vertibas kopradiSana ar kultiirvidi).

Vizualizacijas riki — ekokarte un ”bagatais” zZziméjums
] g )

Promocijas darba ekokarte tiek piedavata ka riks, kur§ lauj apzinat uznémuma
esoSos un potencialos resursu, ka arT sakaribas un attiecibas ar Siem resursiem. Resursi
tiek kategoriz&ti sadi:

e pieejami un izmantojami resursi (galvenie resursi);

e resursi, kuri Sobrid nav pieejami, bet varétu bt lietojami;

e pieejami, bet Sobrid neizmantojami resursi.

Attiecibas tiek kategorizétas $adi:

e stabilas, noturigas attiecibas;

e nestabilas attiecibas;

e konfliktgjosas attiecibas un dazadas vertibas.

Pieeja zinama méra lidzinas SVID analizei, tomér ir plasaka, jo ietver pieejamos,
lidz §im neizmantotos tomer potencialos resursus un ari tos, kuri dotaja bridi liekas
neizmantojami. Ta atlauj saskatit iesp&jas pirms tas veél var tikt nosauktas par
iespgjam. Ta ietver attiecibas, to skaita konflikt€joSas. Bultinas norada attiecibu
raksturu un virzienu. Simboli un attiecibas var pievienot péc nepiecieSamibas.

3.3. att€la atspogulota z/s Ritkisu téja ekokarte.



Zinasanas par augu
dziednieciskajam
Ipasibam

Prasmes izaudzéet
augus
(lauksaimniecibas
prasmes)

Zinasanas par
augu kombinaciju
Ipasibam

Piegadataji no

ne ekqlologiski

arzemeém

RazoSanas
kapacitates
parpalikums

_ . Latvija ka zala
Ecovzn‘il_ols _ quu_ valsts
Pasmaju tirdzniecibas
razotaja kanali
vertiba

Simbolu nozime:

Pieejami un lietojami resursi (galvenie resursi)

Resursi, kuri Sobrid nav pieejami, bet varétu bt
lietojami

Pieejami, bet Sobrid neizmantojami resursi

< > Stabilas, noturigas attiecibas
Nestabilas attiecibas

Konfliktgjosas attiecibas un dazadas vertibas

3.3. atteéls. Ekokarte Rikisu téjai

(Avots: autores priekslikums, balstoties uz datiem no intervijas, lauka vizites un otrreizéjiem avotiem)

Otra “maigas sist€émas” metode, kuru var lietot iesp&ju sajusanas un satverSanas
nolikos ir ”bagatais zim&ums”. Sa rika pielietosana tika parbaudita Francija
Normandy Business School, ERASMUS intensivas programmas ietvaros. Studentiem
bija jazimé savas valsts nacionala kultiridentitate, balstoties uz NATID
konstruktivajiem elementiem, un jaapspriez ar citu valstu studentiem sava identitate.
Diskusijas izradijas vertigas un sniedza ieskatu dazadu valstu kultiiram raksturigajas
prasmgés, resursos. Mazas valstis izradijas ieguvéjas no S§1 procesa, jo bija mazak
pazistamas un tajas tika atklati vairak potenciali eksportgjami un interesanti produkti.



Virziena riki — valstu izvéles reZgis un valstu/produktu izvéles matrica

Nacionalas identitates NATID konstruktivie elementi iedalami divas kategorijas:

3. attieksmi izraisoSie — patérétaju etnocentrisms un religiska sistéma;

4. resursus radosie — nacionalais mantojums un kulttiras viendabigums.

Pirma grupa pamata ietekmé&s marketingu, otra grupa dod pamatu produktu un
pakalpojumu radisanai. Rezultata var rasties marketinga diferencé$anas un/vai
inovaciju diferencéSanas prieksrocibas.

Ka aprakstits pirmaja nodala, gan individualisma Iimenis (IND), gan
nenoteiktibas (UAV) indekss tiesi ietekm@ jaunu produktu pienemsanu tirgii, tapec
promocijas darba autore lietojusi abu kombinétu raditaju. Zems nenoteiktibas indekss
ir pozitivs faktors jaunu produktu piepemsanai tirgh, bet augsts individualisma
Itmenis sabiedriba veicina diferencétu produktu popularitati.

Ka secinats otraja nodala, Hofsted un NATID parametru kombiné$ana dod
labaku rezultatu potenciala tirgus analizei. 3.4. att€la atspogulota matrica virziena
(vietas) izvélei — valstu pozicionéSana péc Hofsted un NATID parametriem
ledzivotaju skaits ir lietots ka tirgus izméra salidzino$s meritajs un atspogulojas aplu
izméra. Tas atbilsto$i vajadzibam var tikt modificéts ka tirgus niSas izmers.
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3.4. att€ls Virziena izvéle (vieta): valstu pozicioné$ana péc Hofsted un NATID
parametriem (Avots: autores piedavajums)

Valsts un produkta izvéles kombinacija piedavata 3.5. attéla
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Potenciala tirgus valsts Hofsted indeksi: IND un UNA
(apgriezts)
Zems Vidgjs
* Produktam var * Kultdiras resursu * Augsts kultiiras
pievienot kultiirai izmantoSanas resursu izmanto$anas
raksturigas iezimes potencials potencials

vienigi tad, ja kultaras ir
lidzigas.

* Marketinga aktivitates
japielago.

* Var diferencéties,
pamatojoties uz kultaru
* Jauzmanas ar kulttru
atbilstibu

* Diferencé$anas
stratégijas, izmantojot
NATID

* Produktam var
pievienot kulttrai
raksturigas iezimes
vienigi tad, ja kulttras ir
lidzigas.

*Marketinga aktivitates
japielago.

* Kultaras resursu
izmanto$anas
potencials.

* Jzmantot kulttiras
pasibas tikai tad, ja
kultaras ir lidzigas.

* Marketinga
aktivitates jafokusé uz
lidzibam .

* Kultiiras resursu
izmanto$anas
potencials.

* DiferencéSanas
stratégijas, izmantojot
NATID

* Izvairities no kultiirai
raksturigu Tpasibu
pievieno$anas
produktiem.

* Jzmantot kultaras
pasibas tikai tad, ja
kultdras ir vienadas.

* Kulturas resursu
izmantoSanas
potencials, bet loti
svarigi pieskanot
vietgjam tirgum.

3.5. attels. Vietas un produkta izvele (4vots: Autora piedavajums)

Peleka zona 3.5. attela ir labveligaka kultira balstit produktu radiSanai un
konkurencei, jo augstaka nacionalas identitates apzinasanas rada priek$noteikumus
produkta vai pakalpojuma radiSanai un potenciala tirgus apstakli ar1 ir labvéligi:
augstaks individualisma indekss un zemaks nenoteiktibas izvairiSanas indekss. Latvija
atradisies kvadranta ar augstu nacionalas identitates un vidéju kultiras mantojuma
apzinasanos, tatad eksisté potencials, lai nacionalo kulthridentitati izmantotu ka
resursu avotu konkurétsp&jigu priekSrocibu radiSanai. Tomér virziena izvélei japievers
IpaSa uzmaniba gan attieciba uz produktu, gan valsti.

Resursu apgiisana un rekonfiguracija var ieklaut, bet nav ierobeZota ar:
e unikala uzp@muma vestures izgaismosanu, ja tada pastav;

unikalas vestures radiSanu vai izgudro$anu;

stasta radiSanu;

emocionalo un simbolisko pasibu pievienoSanu piedavajumam;
kultiiras izmantoSanu ka zimola galveno sastavdala.



3.4. tabula

KBKP radiSanas procesa soli un riki

Procesa soli

Ieteicamas darbibas un riki

1. Nodoms
IeprieksGja stratégijas | DiferencéS$anas, nisas stratégija, fokuséta diferencéSanas,
izv€le | vairaku niSu strat€gija — horizontala diferencésanas.
2. lespéju sajusSana
(apjegsana)

Paplasinato kulttiras
robezu identificéSana

Globalizacija — kultiiras robezas paplasinoss process

Vizualiz€Sana un
kultiiras sastavdalu
labaka izpraSana

NATID analize
Ekokarte
Nacionalas identitates zim&jums

3. lespeéju satverSana

Mijiedarbosanas ar
kultiirvidi

NACID+BM
‘Benchmarking’

Virziena izvéle

Valstu poziciong&s$ana atkariba no jaunu produktu
pienemsanas

Virziena izv€les (vietas un produkta) matrica

Resursu piesavinasana
un transformésana
Vertibu kopradiSana ar
patérétaju

Vestures izgaismosana vai jaunas veéstures radiSana
Stasta radiSana

Ipasibu pievieno3ana

Zimola radiSana

4.Iznakums

Spécigaks valsts/regiona zimols un identitate

Avots: autores sastadita tabula

Rekomendgétais domasanas kultiira balstitu konkurétsp&jigu prieksSrocibu radiSanai ir
atspogulots KBKP modeli 3.6. attéla.
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3.6. attels. KBKP veidoSanas procesa modelis (4vots; autores priekslikums)

Misdienu biznesa vidé vertibas jédziens arvien paplasinas — par uznémuma radito
vertibu vairs netiek uzskatita tikai akcionaru pelpa, bet vienlidz svariga klist
sabiedribai radita veértiba. Balstoties uz stakeholderu teoriju (Stakeholder theory),
kultiiras izmantoSana uznémumu konkurétsp&jas celSana rada atgriezenisku procesu —
uzpémumi rada veértibu valstij, populariz€jot tas nacionalo kultliru un identitati,
savukart nacionalas kultiiridentitates apzinaSanas un uztvere citas valstis rada
uzneémumiem vairak iesp&ju to izmantot konkurétsp&jas paaugstinasanai.

KBKP realizacija

v

Firmai

- specifiskas
Resursi un
A kompetences _
iespejas & . Uz kul_turu
Biznesa balstitas
Balstiti uz modela konkurétspéjigas
regiona v dizains —»  priekSrocibas
kultiiras Strategiska izvele (parveide) (KBKP),
identitati kas rada teicamu
DiferencéSanas rezultatu
stratégija:
* Marketinga
diferencésanas
* Inovaciju
diferencésanas
KBKP radisana

3.7. attels. KBKP radiSanas un realizacijas process (4vots; autores priekslikums)



Modela realizacija notiek atbilstos$i aug$gjai bultai 3.7. att€la, balstoties uz Hill un
Jones (2008) piedavato modeli. Tomér radiSanas process seko apaks$Ejai liektajai
bultai. Tas sakas ar nodomu, un tikai tad notiek resursu apzinasana, sajusana un
satverSana — plana realizacija.



SECINAJUMI UN PRIEKSLIKUMI

Pétijuma mérkis ir izveidot uz kultiiru balstitu konkurétsp&jigu prieksSrocibu
radiSanas procesa modeli ka domasanas veidu, ieklaujot specifiskus solus un rikus, ar
kuriem kultiiridentitates sastavdalas kliist par biznesa modelu inovaciju resursiem un
noved pie konkurétsp&jigu priekSrocibu radiSsanas MVU. Pétijuma rezultata ir
izveidots KBKP modelis un piedavati tris riki, kurus var izmantot uzn€méji un
vaditaji.

Modela lietoSana novedis MVU pie konkurétsp€jigu prieksrocibu radiSanas,
kaut gan, lai tas notiku, firmai ar1 citos darbibas aspektos jabiit konkurétsp&jigai.
Citiem vardiem sakot, modela lictoSana negaranté konkurétsp&jigu prieksrocibu
radisanu, bet noteikti var palidzet identific€t vertigas iesp€jas un resursu, kurus var
atrast nacionalaja kultiira, tad€jadi veicinot konkurétsp&jigu priekSrocibu radiSanu.

Disertacijas autores galvenie secinajumi

14. Lai firma sasniegtu izcilus rezultatus, var biit nepiecieSamas vairakas
konkurétsp€jigas priekSrocibas (domingjoSas un atbalsta prieksrocibas).
Domingjosa prieksSrociba ir ta, kura ir tieSi saistita ar firmas mérki un
identitati, ta atspogulojas kompanijas vertibas. Veiksmigi Latvijas un arvalstu
uznémumi izmanto nacionalo kultiru ka vértibu avotu un defin€ savas vertibas
un misiju saistiba ar to. DaZi uzn€mumi izmanto ari citu valstu kultiras
vertibas. Tadgjadi kultiiru var uzskatit par resursu avotu, un Sie resursi var
kalpot biznesa uzpémumu vajadzibam. DaZzi no tiem ir ieklauti UNESCO
nematerialas kultiiras mantojuma saraksta.

15. Konkurétsp&jigu priekSrocibu avoti ir resursi, kuri ir veértigi, reti, parak dargi
imiteéSanai, un uznémums sp&j tos izmantot (VRIO raksturojums), ka ari
attiecibas, kuras nosaka veértibu piedavajumu. Kultira un nacionala
kulttiridentitate atbilst VRIO prasibam. Veiksmigi Latvijas uzn€mumi lieto
kultiru, lai veidotu uzp@mumu pamatprasmes, jaunus produktus un
pakalpojumus, tad€jadi radot diferencésanas priekSrocibu.

16. Labakais veids, ka novértét konkuretspejigas, diferencétas prieksrocibas
radiSanas potencialu, ir paterétaju vertibas piedavajums. Emocionalas un
simboliskas veértibas, kuras izpauzas ka patérétaju sajiitu ekonomiska vertiba,
kad paterétajs pozitivi “piedzivo” produktu vai pakalpojumu, misdienu
pasaulé drizak noved pie konkurétsp€jigu priekSrocibu radiSanas neka
funkcionalas un ekonomiskas vértibas. Vértibu piedavajums ka
konkurétsp€jigu prieksSrocibu noveértéSanas veids ir lietojams pat uzpémumu
un produktu attistibas sakumstadija, kad rezultatu raksturojoSie veidi nav vél
piem&rojami. Veiksmigi Latvijas uzp@€mumi izmanto kultGru, lai raditu
produkta vai pakalpojuma emocionalo un/vai simbolisko vértibu, kura noved
pie marketinga diferencéSanas prieksrocibam.

RQ1A: ka Latvijas nacionald kultira biitu jauztver salidzindjuma ar citu valstu
kultaram?

17. Valstis, kuras agrak tika uzskatitas par tuvam Latvijai kultiiras zina,
pieméram, Krievija un citas kadreizgjas padomju bloka valstis, balstot
veért§jumu uz kultiras distances indeksu, izradas diezgan atSkirigas.



ROIB:

Ziemelvalstim ir mazs kultiiras distances indekss, tatad Latvijas vértibas tur
tiks saprastas un pienemtas. Norvégija, Somija un Niderlande ir neierealiz&ts
potencialais tirgus Latvijas eksport€tajiem, jo tas ir tuvas Latvijai kultiiras
zina, tomer eksports uz tam pagaidam ir neliels.

ka kultiras lidzibas un atskiribas ietekmé starpvalstu tirdzniecibu starp

Latviju un citam valstim?

18.

19.

RQ2A:

20.

21.

RQ2B:
22.

Tikai kulttras distances indekss nav pietiekami nozimigs faktors, lai novertetu
eksporta un starpvalstu tirdzniecibas potencialu (tikai 30% no sakaribas ir
atkarigi no CDI), tomé@r tas ir statistiski nozimigs. Min&to sakaribu vislabak
raksturo eksponents.

NATID konstruktivie elementi un Hofterd kultoras indeksi, ka ar1 kulturas
distances indekss biitu jalieto kombinacija. Kombiné&tais modelis, kur§ ietver
pat€rétaju etnocentrismu, nenoteiktibas izvairisanas indeksu un individualisma
indeksu, uzradija labaku rezultatu — lidz 50% no sakaribas pamatojas uz Siem
raditajiem.

Cik stipra ir Latvijas nacionala kultiridentitate?

NATID skala nacionalas identitates kvantitativai noveértéSanai ir vieniga, kura
ietver resursu pieeju un ar nelieliem labojumiem ir izradijusies preciza un
lietojama Latvijas apstak]os.

Latvija ir relativi stipra kop€jas nacionalas identitates uztvere un augsts
patérétaju  etnocentrisms. Tas paver labas perspektivas vietgjiem
uznémumiem. Vietgja kultiira ir bagata ar unikalam vertibam (augsts nacionala
mantojuma uztveres limenis), tas var pievienot produktiem un pakalpojumiem.

vai Latvijas nacionalo identitati ietekmé globalizacija un ekonomiska krize?

Pétijuma rezultati parada, ka globalizacija un ekonomiska krize veicina
patérétaju etnocentrismu un Stiprina nacionalo identitati. Tomér $ada veida
ietekme prasa laiku un tris gadu periods ir pa Tsu statistiski nozimigam
parmainam.

RQ3: Ka uzpémumi var izmantot naciondlo kulturidentitati, lai veidotu uz kultiiru
balstitas konkuretspejigas prieksrocibas?

23.

24,

25.

NATID konstruktivie elementi kopa ar biznesa modela elementiem uzskatami
parada, ka un ko var izmantot biznesa organizacijas ka konkurétsp&jas avotus.

Kultira balstitu konkurétsp&jigu priekSrocibu radiSanas modelis (KBKP
modelis) ir veidots, balstoties uz piem&riem. Tas ietver ¢etrus solus: nodomu,
iespéju sajusanu, iesp&ju satverSanu un rezultatu — vértibas kopradiSanu ar
patérétaju un kultiirvidi. Papildus riks ir ’bagatais zim&ums”.

UNESCO pasaules nemateriala mantojums saraksts ietver tikai ierobezotu
skaitu ierakstu, kurus var uzskatit par kultiira balstitam zinaSanam, prasmém,
procesiem, tehnologijam. So sarakstu buitu veérts papildinat.



26. Uzp@mumi, kuri veiksmigi realiz€ uz kultiru balstitas konkur&tspg&jigas
prieksSrocibas, palidz atrisinat netaustama kultiiras mantojuma saglabasanas
problému. Tadejadi Sis mantojums ir dzivs un attistas dabiski bez specifisku
organizaciju iejaukSanas. Pasaules kultiru daudzveidiba tiek uzturéta un
papildinata.

Darba hipotéze ir formuléta S$adi: resursi, kas pamatojas uz nacionalo
kultiridentitati, rada ekonomisku vértibu, izmantojot nozimigakas paterétaju
uztvertas prieksrocibas, kuras balstas uz emociondlam un simboliskam vértibam, un
Sdda veida resursu izmantosana noved pie horizontalds (fokusétas) diferenceésands
prieksrocibam.

Hipotéze ir pieradita ar kvalitativa un kvantitativa pétjjuma rezultatiem,
analiz€jot Latvijas kultiiridentitati un veiksmigu uzpémumu paterétaju vertibas
piedavajumu. Sie uznémumi ir radijusi diferencésanas prieksrocibas, kas balstitas uz
emocionalajam un/vai simboliskajam paterétaju vertibas dimensijam.

IzmantoSanas iespéjas
Pastav $adas pétijuma rezultatu izmantosanas iesp&jas:

1. Uz kultiru balstitu konkurétsp&jigu priekSrocibu radiSanas modeli ka domasanas
veidu var izmantot jaunu produktu un biznesa ideju radiSanas procesa.

2. Piedavatie riki (Ekokarte, CE — IND/UAV rezgis un NATID — Hofsted matrica) var
tikt lietoti attiecigajos procesa solos. Piedavata logika kombingjot Hofsted un NATID
pieejas lauj izveidot dazadus rikus atkariba no vajadzibas

3. CDl-eksporta un CDI- starptautiskas tirdzniecibas regresijas modelus var lietot
argjo tirgu potenciala novertésanai. leteikums pievérst uzmanibu Norvegijas, Somijas
un Niderlandes tirgiem, jo tie ir kultiiras zina tuvi un parstav neizmantotu potencialu

4. Pétijuma rezultatus var izmantot apmacibai ka dalu no uznéméjdarbibas, stratégijas
un starptautiska biznesa kursiem.

Autore piedava sadus turpmako peétijumu virzienus:

1. NATID skalas uzlabojumi, nemot véra biznesa uznémumu vajadzibas. Lai atklatu
kada konkréta regiona specifiskos resursus un iedzivotaju ipasas prasmes (gan
organizacijas, gan regiona liment), pamatojoties uz Keillor un Hult piedavato pieeju,
iesp&jams izstradat specifisku anketu.

2. Plasaks NATID skalas lietojums pasaulé lautu veikt apjomigakus starpvalstu
salidzinajumus. NATID Hofsted kombinéta eksporta potenciala noteikSanas modela
lietoSana pasreiz ir loti ierobezota, jo dati ir pieejami tikai par nedaudzam valstim.
Tomeér Sis modelis ir pietiekami statistiski uzticams.

3. Regresijas modeli arvalstu tirgus potenciala novértéSanai var uzlabot, pievienojot
tadus papildu regresorus ka tirgus izmérs, attiecigas produktu kategorijas potencials,
geografiska distance, politiskie faktori un citus.



4. Ekokartes izmantoSanu iesp&ju identific€Sanai ir verts attistit talak. Lietojot to
dazados uznémumos un analizgjot rezultatus, $is riks tiktu uzlabots un pilnveidots.

5. Ta ka kultiira ir atzita par emocionalu un simbolisku patérétaja piedavajuma vertibu
avotu, te paveras plass lauks pétifjumiem. Iesp&jams noskaidrot, kadus simbolus labak
izmantot,, kuras emocionalas vertibas ir svarigakas, kuras produktu un pakalpojumu
kategorijas atbilst attiecigam vértibam un var kalpot par Latvijai specifiskam, uz
kultiru balstitam 1paSibam attiecigai produktu kategorijai. Kadas vertibas tiktu
novertétas specifiskos tirgos.

6. Kultiira balstito prieksrocibu radiSanas procesa atSkiribas var analizét saistiba ar
specifiskam razoSanas nozarém. Daudzsolo$akas razoSanas nozares Latvija ir
organiskas partikas razosana un dabiskas kosmétikas razoSana.

MADARA COSMETICS un STENDERS veiksme ir pozitivi iespaidojusi
vairak neka 20 samera lidzigas kosmétikas razotajfirmas, kuras ir nodibinatas p&dgjos
gados. Pieméram, adas kopsanas lidzeklu razotaji Pien- Dairy SPA; ‘GMT Beauty’,
Elier, Norden Cosmetics, Kiwi Cosmetics, Bio2You, zimols Anna Liepa, izveidots SIA
"Latvijas Biokosmeétikas Institiits" — ciepa pret no vecmaminas un vecvecmaminas
mantotajam vecajam skaistuma receptém un zinasanam par augiem.

Organiskas partikas laucina ari peéd€jos gados ir daudz jaunpienacgju.
Piem@ram, siera razotaji z/s Vecsilani ar zimolu levas siers, kazas siera razotaji Livi,
Vitolberga siers, Lacu maizei lidziga Svétes maize, galas izstradajumu razotajs
Sidrabjers, dabiska saldéjuma razotajs Skriveru Majas saldejums, pat makaronu
razotajs EkoMako un citi. Visi $ie uznémumi par savu vertibu atzist mantotas
tradicijas, receptes, prasmes un zinasanas.



