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INTRODUCTION

The topicality of this research is determined by the changes in the global economy, increasing
globalization and digitalization of processes causing isolation and alienation, thus forcing
people to look for alternative ways to make life more meaningful and sustainable (Kroezen,
et al., 2020). In this context, the revival of craftsmanship presents new possibilities for people
and society to undertake and experience a different approach to life and business, while
revealing different types of value yet to be explored and recognized (Kroezen, et al., 2020).
This has triggered a global interest in craft business as a benchmark for a more human,
authentic and sustainable approach to entrepreneurship and development of prosperous local
economies (Ratten, Costa and Bogers, 2019; Jackson, 2019).

As stated by Bell et al. (2019, p.1), “Current craft revival reflects a cultural shift away from a
version of modernity based on values of rationalization and scientific, technological progress,
towards more embedded, embodied conceptions of meaningful work”. This is accompanied
by a significant change in the mode of working and the way the work gets done. More people
choose to work independently, outside of organizations, in the new context of so-called “gig
economy”. It is specifically relevant for self-employed, independent freelance craft makers,
who sell directly to the market or get paid for each piece of made goods rather than time spent
on making (Chappe and Jaramillo, 2020; Petriglieri et al., 2018). As mentioned by Katz and
Krueger (2018), gig economy creates more opportunities and provides more freedom and
flexibility for people; therefore, it becomes more popular and the number of “gig” workers
has been steadily increasing over the last years.

Besides, changes in the external environment cause considerable change in consumer
preferences (Luckman, 2018), thereby urging entrepreneurs to adjust and redefine their
business models and value propositions in order to create and appropriate value in a more
efficient way. Thus, in response to this call for better future and more meaningful life and
work (Kroezen, et al., 2021; Bell, 2019; Ranganathan, 2018), craft entrepreneurship has
experienced a revival.

Recent research suggests that “the desire for a better future attained through craft imaginaries
creates possibilities to address threats to the future associated with artificial intelligence,
robotics and machine automation” (Bell and VVachhani, 2020, p.13). Therefore, the craft sector
becomes increasingly popular and is now experiencing a renaissance and revival (Bell, 2019;
Craft Council, 2020; Johnson, 2009).

This, in turn, initiates discussions and debates regarding the realities of the sector, its
boundaries and definition, as well as the necessity to differentiate craft entrepreneurship from
other types of entrepreneurship (Kroezen, et al., 2020; Culture Label Agency, 2014).
Entrepreneurship is an extensively researched field and numerous studies have been
conducted to explore this phenomenon, however, most of the research has been conducted in
traditional sectors of the economy not fully addressing specifics of the creative sector, which
draw particular attention due to the structural shift towards the tertiary sector (Jackson, 2019).
As stated by Jackson (2019, p. 245), “these human services — particularly those based around
care, craft and creativity — might well provide the clue to a lighter (more sustainable) economy
capable of delivering a lasting prosperity without the need for economic growth.”

Craft entrepreenurs face challenges specific to the field, when balancing between preserving
ancient, traditional skills and techniques and the need to innovate and adapt to changing social,
technological and economic realities and expectations (Beverland, 2005; Sasaki, et al., 2019).
Besides, the perception of craft products, often associated with the past, requires from
entrepreneurs some degree of “staging” and affects its development and progress (Suddaby,
Ganzin and Minkus 2017).

Plenty of studies about entrepreneurship exist; however, research on entrepreneurship in the
craft sector is scarce, making the sector less visible than other sectors of the economy. Thus,
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it calls for more exploration (Kroezen, et al., 2018; Luckman, 2018; Bell, Dacin and Toraldo,
2021; Hoyte, 2018; Pret and Cogan, 2019; Gordini and Rancati, 2015). As noted by Jakob
(2012), craft sector entrepreneurs are little understood in terms of their entrepreneurial
practices and the outcomes of these practices.

In recent years, and, in particular during the time of isolation, caused by the Covid-19
pandemic, the craft sector has experienced growing popularity not only as a hobby but also as
a business (Machemer, 2020; UK Craft Council, 2020; Doreen and Thomas, 2017). Many
people rediscovered and picked up hands-on occupations and businesses. Craft businesses are
evolving and there is evidence of the “third wave of crafting” (Jakob, 2012 p.130; Peach,
2013; Doreen and Thomas, 2017).

The development of support measures is based on the studies and policy documents
addressing created value as an economic variable, expressed in economic or financial gain
(Birch, 1987; Kirzner, 1973; Acs, 2008), which determines the importance of the sector and
national initiatives towards its development. However, many entrepreneurs, and it is
especially noticeable in the creative sectors, do not limit themselves to only financial interests
and, in many cases, strive for a different outcome (McWilliams and Siegel, 2001).
Recognition of the contribution made by the craft sector in developed countries suggests that
it produces an immense non-material value important for the country to sustain its creative
potential, facilitate national development while preserving national traditions and cultural
heritage (Kroezen, et al., 2018; Pret and Cogan, 2019; Saema of Latvia, 2020). Thus, today
many countries are rediscovering the value and dignity of manual labour; and therefore,
craftsmanship becomes “a sector that is truly capable of leading the local economy and
"connecting" important development goals to it” (Bettarini, 2014, p. 9).

Kroezen et al. (2020) suggest that craftsmanship clearly correlates with more social and
meaningful work and results in an immence social value, which can be found on many levels
including individuals, companies, community and society. Luckman (2015) adds that
craftwork creates closer connection between crafts people, their products and consumers.
Embodied knowledge inherent in craft practice allows us to distinquish craft products from
industrial production and consumption (Luckman, 2015).

Several authors pointed out that understanding the value and impact of the craft sector is
probably the most important issue facing the field today (Jakob, 2012; Welter, Baker and
Audretsch, 2016; Kroezen, et al., 2020). As stated by cultural economist Throshy (2008), also
Klamer (2006), values can be created in different forms and come from different contexts;
however, despite its positive impact on different levels, empirical work in the area is very
limited (Kroezen, et al., 2020). Thus, not all enterprises in the craft sector are the same and
not all create the same value. Understanding the different forms of value created by craft
entrepreneurs would contribute to a better understanding of the sector.

Entrepreneurship is defined as the process of opportunity development and value creation
(Kirzner, 1973; Venkataraman, 1997; Shane and Venkataraman, 2000; Mishra and Zachary,
2014), but despite the vast body of research in this area, entrepreneurial opportunity
development from the value creation perspective remains underexplored (Pret and Cogan,
2019). Thus, this study responds to this call and attempts to bridge these gaps by conducting
a study addressing entrepreneurship and thereby opportunity development from a value-based
perspective.

Besides, in parallel to the debates regarding the value creating outcomes of entrepreneurial
actions, there is a significant interest in the role of the founder of an enterprise, stating that
business aspirations of founders in small creative enterprises are different from the ones in
traditional industries, thus making an impact on the outcomes of their actions (Shane and
Venkataraman, 2000; Fauchart and Gruber, 2011). Nevertheless, entrepreneurs have their



motivations as well as a certain vision of how they would like their business to develop and
what they would like to achieve, thereby, defining their own way in respect to a specific
opportunity and outcomes (Sarasvathy, et al., 2003). Thus, within the framework of this
Dissertation, craft entrepreneurship is studied from the perspective of the craft entrepreneur
and his/her internal forces and characteristics leading to the pursuit of a certain type of
business opportunity and value creation. In this respect it is important to take into
consideration the identity of an entrepreneur, which has significant impact on the opportunity
development process and his/her value creating decisions and actions (Shane and
Venkataraman, 2000; Brewer and Gardner, 1996; Fauchart and Gruber, 2011).

In line with the Theory of Entrepreneurial Value Creation (Mishra and Zachary, 2014), which
serves as an initial organizing framework for this Dissertation, in order for the entrepreneurial
venture to exist and be successful, the value created needs to be appropriated or valorized
(Klamer, 2006); thereby implying that there shall be a demand for a specific product or service
carrying this value (Kuusk, et al, 2014; Tharakan, 2011).

Current economic transformation significantly affects consumer choices and purchasing
decisions and consumers’ interest in culture-based engagement and local, handmade products
and services rooted in the local culture and traditions is increasing (Sasaki, Nummela and
Ravasi, 2020; Ratten and Ferreira, 2017). This, on one hand, indicates a great potential for
craft products, but, on the other, underlines a need to study consumer preferences and
perception of craft products. Most of the studies and theories on consumer perceived value
are focused on the main economic sectors leaving behind the specifics of the other, more
creative sectors, thus implying that there is the need for craft sector specific research.

As mentioned by the Ministry of Economics and the Saeima (Parliament of the Republic of
Latvia), crafts enterprises, which are not oriented to mass production but utilize creativity,
traditional knowledge and expertise, accumulated in the process of development, play an
important role in the development of the economy, increase innovation and creativity,
meanwhile strengthening national identity and preserving cultural heritage (Innocrafts, 2014;
Ministry of Economics, 2011, Saeima of Latvia, 2020). Therefore, better understanding of
entrepreneurship in the craft sector is needed to develop the sector and help craft entrepreneurs
sustain their practices; pass it on to the next generations as well as to bring it to a new level of
development (Innocrafts, 2014).

Taking into consideration the elusive nature of the term “value”, this Dissertation draws on
the grounded theory approach followed by statistical analysis of consumer preferences and
behaviour.

Aim and Objectives

The formulation of the main research question is motivated by the central question posed by
prominent scholars in the general field of entrepreneurship “How, why and with what
outcomes do entrepreneurs pursue opportunities and create value?” (Shane and
Venkataraman, 2000; Dimov, 2011; Eckhardt and Shane, 2003; Davidsson, 2015).

However, taking into consideration the specifics of the craft sector, the main research
question of this Dissertation is: What values are created by craft entrepreneurs and how are
they perceived by consumers to lead to value appropriation and entrepreneurial reward?

The aim of this research is to understand and conceptualize entrepreneurship in the craft
sector from the value perspective and identify why and what types of value are created in the
process of opportunity development in the craft sector and how it is perceived by the
consumers to lead to value appropriation and entrepreneurial reward. To reach the main aim
of the Dissertation, the following objectives have been set:



1. to critically analyse theoretical and empirical research on entrepreneurship, value
creation, consumer behaviour and the specifics of the craft sector in these fields of
knowledge;

2. to empirically explore and conceptualize craft entrepreneurship and value creation in the
craft sector from the entrepreneurs’ perspective;

3. todevelop atypology of craft entrepreneurs;

4. to empirically explore and assess the value of craft products from the consumers’
perspective and determine its impact on consumers’ behavioural intentions, outcomes and
purchase behaviour;

5. to integrate the craft entrepreneurs’ perspective of created value with the consumers’
perception of value embedded in craft products and to develop an alternative (novel)
definition of craft entrepreneurship.

The object of the research is craft entrepreneurship.

The subject of the research is value as created by craft entrepreneurs and perceived by

consumers.

Research Questions

RQ1: What types of value are pursued and created by entrepreneurs in the craft sector in
Latvia?

RQ2: How can craft entrepreneurs be classified into a typology?

RQ3: How is value, created by craft entrepreneurs, perceived by consumers?

RQ4: How customers’ perception of craft products value influences their behavioural
intentions and outcomes?

RQ5: How customers’ perception of craft products value influences their purchasing decisions
leading to value appropriation and entrepreneurial reward?

RQ6: What is craft entrepreneurship and how it can be defined?

Theses Presented for Defence

1) The types of value created as a result of opportunity development in the craft sector
include a whole range of values from purely financial to purely idealistic.

2)  Craft entrepreneurs can be classified into a typology under four ideal types: Production
Craft Entrepreneurs (PCE), Artistic Craft Entrepreneurs (ACE), Heritage Craft
Entrepreneurs (HCE) and Eco Craft Entrepreneurs (ECE).

3) Consumer perceived value types of craft products can be presented by nine value types:
price/value for money, quality, cultural/heritage, social, hedonic, aesthetic/artistic,
epistemic, ecological and symbolic.

4)  Consumers’ most appreciated value is cultural/heritage, followed by aesthetic/artistic and
then symbolic and hedonic value.

5)  Craft consumer loyalty (incl. satisfaction, willingness to recommend and repurchase) is
mainly influenced by hedonic and aesthetic/artistic, followed by cultural/heritage and
ecological values. Purchase behaviour of craft consumers and value appropriation are
mainly influenced by social acceptance and hedonic values, followed by epistemic and
ecological values.

Research Design and Methods

Sequential mixed methodology design incorporating first, qualitative and then, based on the
qualitative research results, quantitative research was carried out. Due to the limited number
of studies on craft entrepreneurship, this Dissertation draws on the grounded theory approach
(Glaser and Strauss, 1967) to investigate craft entrepreneurship from the perspective of
entrepreneurs. A case study design was used. It involved a total of 20 entrepreneurial cases



selected using a purposeful sampling strategy (Patton, 2002). Data were analysed using
thematical analysis and the coding techniques of the NVivo program.

The quantitative part of the research was performed in order to assess how value, offered by
craft entrepreneurs is perceived by consumers. A 48-item Likert-type questionnaire was
developed and administered through social media (FB and Instagram). 445 valid responses
were collected. Statistical analysis methods — grouping, factor analysis and correlation
analysis were used. Analysis was performed using SPSS and Smart PLS programs.

As an outcome, the perception and purchase behaviour of consumers were analysed and a
valid and reliable measurement scale for assessment of the different types of value was
developed.

Novelty and Contributions
This Dissertation has generated novel insights in the area of entrepreneurship and value
creation and appropriation in the craft sector in Latvia and produced a number of theoretical,
methodological and practical contributions.
This Dissertation offers Scientific Novelty in the following areas:
It contributes to the Theory of Entrepreneurial Value Creation (TEVC) by:
integrating the identity of entrepreneurs into the value-based approach to
entrepreneurship;
adding a new perspective on entrepreneurial value — perspective of the consumers.
It contributes to the Theory of Consumer Value (TCV) by:
providing an insight into consumer perceptions of craft products;
developing a measurement scale including nine value dimensions for assessing value in
the craft sector. The scale can be applied in the other sectors of the CCI;
providing an insight into consumers’ purchase decisions based on the value of craft
products.
It contributes to the understanding of craft entrepreneurship by:
proposing a definition of craft entrepreneurship developed on the basis of theoretical
and empirical data gained from the research conducted;
introducing a novel integrated framework for creating a typology of craft entrepreneurs;
proposing a novel typology of craft entrepreneurs;
proposing a continuum of values created by craft entrepreneurs.
is Dissertation offers Methodological Novelty by:
suggesting an alternative conceptual framework to study entrepreneurship from the
value-based perspective;
offering a novel framework for building a typology of entrepreneurs;
proposing a measurement scale to assess the value of products in the craft sector and
CClI;
providing a specifically developed survey questionnaire to assess consumer values in
relation to their purchasing intentions and behaviour.
This Dissertation offers Practical Novelty in the following areas:
it highlights the fact that craft entrepreneurs are not solely driven by economic
incentives and have different motives and aspirations for the outcomes of their business;
by focusing on future aspirations of the entrepreneurs, provides a deeper understanding
of development and success in the craft sector and how entrepreneurs can measure it;
it offers an insight into market realities and an assessment of consumers’ needs and
preferences so often overlooked by craft entrepreneurs focusing on their own creation;
it offers a better understanding of the perception of consumers regarding craft products;
it offers an integrated concept of value appropriation from both perspectives —
entrepreneur and consumer;
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» itoffers an assessment instrument to assess consumer perceived value of craft products,
which can be used by craft and CClI entrepreneurs;

» it offers recommendations for future development perspectives based on the assessment
of value from the entrepreneurs’ and consumers’ perspectives;

» it offers an insight into the diversity of entrepreneurial endeavours in the craft sector;

» it implies that different types of value created by craft entrepreneurs shall lead to
different value propositions and avenues of development for craft entrepreneurs;

» itsuggests that the type of value pursued by entrepreneurs leads to the pursuit of specific
opportunities rooted in their entrepreneurial identity;

» it improves on our general understanding of value as perceived by customers which
leads to better-tailored value propositions, which craft entrepreneurs can use.

Limitations of the Research

As any research has some limitations, the following limitations of the Dissertation should be
mentioned:

the scope of the research in defining the boundaries of the craft sector;

research is limited to the opportunity driven, value-based perspective of
entrepreneurship;

subjectivity in defining the theoretical foundation and interpretation of empirical data;
the retrospective nature of the research;

the limited number of case studies based in Latvia for the qualitative part of the research;
the research did not address the design of value proposition and business models in
detail.
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Approbation of the Results:

This Dissertation is based on the published research results presented in the following
Conferences:

1) Academy of Management annual meeting 2021, Toronto, Canada. Paper presented:
“Exploring craft entrepreneurship through the lens of value creation”. Submission number
10844,

2) 37th EGOS (European Group of Organisational Studies) Conference 2021, July 8-10,
hosted by VU University Amsterdam. Paper presented: “Applying the Theory of
Consumption Values to explain craft customers’ loyalty and purchase frequency”.

3) 14th Annual Scientific Baltic Business Management Conference ASBBMC 2021, 1-2 June
2021, Riga, Latvia. Topic presented: Why people buy craft. The value-based perspective.

4) 14th International Scientific Conference "Rural Environment. Education. Personality
20217 (REEP 2021). May 2021, Jelgava, Latvia. Topic presented: What is Crafts
Entrepreneurship? The Development of its Definition through entrepreneurs™ and customers’
perceptions.

5) 20th International Multi-Conference “Reliability and Statistics in Transportation and
Communication” (RelStat 2020). October 2020, Riga, Latvia. Topic presented: The
Development of a Reliable and Valid Scale to Measure Customer Perceived Value in the
Craft Sector.

6) 13th International Scientific Conference "Rural Environment. Education. Personality
2020” (REEP 2020). May 2020, Jelgava, Latvia. Topic presented: Craft Entrepreneurship and
Created Value.

7) 13th Annual Scientific Baltic Business Management Conference ASBBMC 2020
“Business and Finance: multi perspectives of the Digital Age”. February 2020, Riga, Latvia.
Topic presented: Unlocking Potential of Craft Entrepreneurship.



8) EIASM international conference “Research in Entrepreneurship and Small Business in
ESCP Europe” (RENT 2019), November 2019, Berlin, Germany, Topic presented:
Entrepreneurial Value Creation and Identity Types in the Craft Sector.

9) 12th  Annual Scientific Baltic Business Management Conference ASBBMC
2019 “Foreseeing Challenges and Opportunities for Organizations at the Macro and Micro
Level”. February 2019, Riga, Latvia. Topic presented: Craft entrepreneurship. Typology of
entrepreneurs.

10) “Multidisciplinary Academic Conference on Economics, Management and Marketing”
(MAC-EMM 2016). February 2016, Prague, Czech Republic, Topic presented:
Entrepreneurship and Entrepreneurial Opportunities: Conceptual Framework.

11) 9th Annual Scientific Baltic Business Management Conference ASBBMC 2016
“Challenges of Business Sustainability in the Digital Age” April 2016, Riga, Latvia. Topic
Presented: Entrepreneurship in Creative Industries: Opportunities

12) 7th Annual International scientific conference “Business and Uncertainty: Challenges for
Emerging Markets”. April 2014, Riga, Latvia. Topic presented: Artistic creativity as a source
of sustainable competitive advantage.

13) 2nd Multidisciplinary Academic Conference in Prague “MAC-EMM 2013”, February 2013.
Prague, Czech Republic, Topic presented: Artistic Talents — Facilitators of Creativity and
Innovation,

14) ICIM 2012 International Conference on Innovation and Management, December 2012.
Paris, France. Topic presented: What Creative Industries have to offer to Business? Creative
Partnerships and Mutual Benefits.

Publications

The results of this research have been published in different internationally reviewed scientific
journals and proceedings of international conferences:

1) Smagina, A., Ludviga, I. (2021). Exploring craft entrepreneurship through the lens of value
creation. In Academy of Management proceedings, August 2021. Submission number 10844:
https://journals.aom.org/doi/10.5465/AMBPP.2021.10844 abstract.

2) Smagina, A., Ludviga, I. (2021). Applying the Theory of Consumption Values to explain
craft customers’ loyalty and purchase frequency. In Conference proceedings: 37th EGOS
European Group of Organisational Studies Conference 2021, July 8-10.

3) Smagina, A., Ludviga, I. (2021). What is Crafts Entrepreneurship? The Development of its
Definition through Entrepreneurs” and Customers™ Perceptions. In Conference proceedings: 14th
International Scientific Conference "Rural Environment. Education. Personality 2021. (REEP)",
May 2021 (indexed in Web of Science).

4) Smagina, A., Ludviga, I. (2021). Craft Entrepreneurship: Towards a New typology. The
International Journal of Organisational Diversity, 21(1), 31-49 (indexed in SCOPUS).

5) Smagina, A., Ludviga, I. (2021). The Development of a Reliable and Valid Scale to Measure
Customer Perceived Value in the Craft Sector. pp 725-736. In: Kabashkin I., Yatskiv I.,
Prentkovskis O. (eds) Reliability and Statistics in Transportation and Communication. RelStat
2020. Lecture Notes in Networks and Systems, 195. Springer, Cham.
https://doi.org/10.1007/978-3-030-68476-1_67 (indexed in SCOPUS).

6) Smagina, A., Ludviga, I. (2020). Craft Entrepreneurship and Created Value, In Conference
proceedings: 13th International Scientific Conference "Rural Environment. Education.
Personality. (REEP)", May 2020, DOI: 10.22616/REEP.2020.044 (indexed in Web of Science).
7) Smagina, A. (2016). Entrepreneurship and entrepreneurial opportunities. Conceptual
framework. In Conference proceedings: Multidisciplinary Academic Conference MAC 2016,
February 2016, 22-32. ISBN 978-80-83085-05-8 (indexed in EBSCO).
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8) Smagina, A., Lindemanis, A. (2013). Artistic Talents — Facilitators of Creativity and
Innovation, In Conference proceedings: Multidisciplinary Academic Conference MAC 2013,
ISBN 978-80-905442-2-2 (indexed in EBSCO).

9) Smagina, A., Lindemanis, A. (2012), What Creative Industries Have to Offer to Business?
Creative Partnerships and Mutual Benefits, World Academy of Science, Engineering and
Technology International Journal of Social, Behavioural, Educational, Economic, Business and
Industrial Engineering, 6(11), 3280-3285. ISNI1:0000000091950263 (indexed in EBSCO).

Structure of the Dissertation

The present Dissertation is an independent research study that consists of an introduction, four
main parts, which contain four Chapters including literature review, research methodology,
empirical part as well as conclusions, recommendations, implications, limitations of the
research and future research directions. The Dissertation includes a list of 406 bibliographical
references. The scope of the Dissertation is 199 pages, 24 figures, 24 tables and 4 appendices.

CHAPTER 1. THEORETICAL FOUNDATION

For the purposes of this Dissertation, different sources of information were used, although, in
order to ensure reliability and validity of the theoretical foundation, articles published in high
ranked academic journals indexed in Scopus, ScienceDirect, Sage Journals, Ebsco, Emerald,
Web of Science, Jstor, Elsevier and Research Gate served as the main sources of information.
In addition, a citation and co-citation index was used to identify high impact authors and
articles. Systematics, transparency and replicability principles were used to select relevant
information and categorize the data (Pittaway, Holt and Broad (2014). Overall, more than 400
abstracts and 300 articles were analysed in order to build a foundation for this Dissertation.
There are several areas of knowledge relevant for this Dissertation - entrepreneurship from
the value creation and appropriation perspective, the identity of entrepreneurs as well as
consumer perception of value. However, this Dissertation draws particular attention to the
specifics of the craft sector and therefore integrates relevant findings from mainstream studies
on entrepreneurship with the knowledge available on the specifics of the craft sector.

Value is a multidimensional concept, and for the purposes of this Dissertation it is viewed as
the value created in the process of opportunity development. However, created value can only
be appropriated if it responds to the needs and expectations of the market. Therefore, this
Dissertation applies a combination of perspectives — one of entrepreneurs, creating value and
the other, of consumers, making their purchase decisions based on their perception of value.

1.1. Entrepreneurship

Entrepreneurship plays an important role in defining a country’s development and prosperity
and it has always been an influential and topical phenomenon in explaining economic
development, job creation and social welfare (Reynolds, Hart and Mickiewicz, 2014; Baumol
and Strom, 2007). Entrepreneurship is a complex phenomenon (Gartner, 2001) and among
definitions available in the field, there are those which imply that it is about competitive
behaviour that drives the market process (Kirzner, 1973), creation of organizations (Gartner,
1990), revitalizing organizations (Azlina, Rahman and Ramli, 2014) or an introduction of the
“new economic activity that leads to a change in the market place” (Sarasvathy, 1999, 2, p. 11).
However, as mentioned by Sarasvathy, et al. (2010) entrepreneurship consists of ideas, beliefs
and actions to introduce new economic activity, based on creation and exploitation of business
opportunities (Davidsson, 2015), which, in turn, is the very essence of entrepreneurship (Shane
and Venkataraman, 2000). Shane and Venkataraman (2000) suggested that entrepreneurship is
not only about new businesses, but also about outcomes gained as a result of successful
opportunity development.



Entrepreneurial Opportunities and Identity of Entrepreneurs

For the purposes of this Dissertation entrepreneurship is explored through opportunity
development as defined by Venkataraman (1997) “Entrepreneurship is about how, by whom,
and with what outcomes opportunities to bring future goods and services into existence are
discovered, created and exploited”. In order for entrepreneurship to exist there must be
entrepreneurial individuals who identify, shape and develop their idea and opportunities into
business ventures (Thornberry, 2003). Shane and Venkataraman (2000) were the first to come
up with the individual-opportunity nexus framework, which is about individual entrepreneurs,
who pursue opportunities as well as about the interaction between both. This approach is
defined as the disequilibrium approach, which involves different types of opportunities and
entrepreneurs (Eckhardt and Shane, 2003).

Thus, there is a call for research into the nature and role of opportunities in entrepreneurial
processes to establish a closer connection between the nature of entrepreneurs and the
opportunities they choose to develop (Dimov, 2011), as well as the value they create as the
result of their actions (Gartner, 1985; Venkataraman, 1997).

There is no market for opportunities (Cuervo, Ribeiro and Roig, 2007) and therefore, an
entrepreneur should have specific characteristics and competences in order to identify or
create them as well as to develop and appropriate value (Cuervo, Ribeiro and Roig, 2007). As
stated by several scholars (McMullen and Shepherd, 2006; Shepherd, McMullen, and
Jennings, 2007), the pursuit of opportunity is defined by the interplay between the type of
opportunity and the individual perceptions and beliefs of an entrepreneur (Davidsson, 2015;
Dimov, 2007, 2011). In this reference, identity concepts (Stets and Burke, 2000; Stryker and
Burke, 2000) are believed to be the key factor in shaping the opportunity development process
and its outcomes (Shane, 2000; Shane and Venkataraman, 2000).

Thus, there is a growing interest in individual identity with regard to entrepreneurial actions and
processes (Thrane, et al., 2016; Navis and Glynn, 2011; Shepherd and Haynie, 2009; Farmer, et
al., 2011; Down and Warren, 2008; Hoang and Gimeno, 2010), the type and pursuit of
opportunity (Brandle, et al., 2018; Wry and York, 2017; York, Neil, Sarasvathy, 2016 as well
as created value (Fauchart and Gruber, 2011). Nevertheless, studies connecting the identity of
entrepreneurs to the opportunity development and value creation processes remain fragmented
(Davidsson 2017; Braver and Danneels, 2018) and lack complexity and integration (Jarvis,
2016). Also, the lack of validated scales to assess and conceptualize entrepreneurial identities
hinders progress in this area (Bouette and Magee, 2015; EstradaCruz, VerdiJover and
GomezGras, 2020). Thereore, in order to address the importance and impact of the
entrepreneurial identity, this Dissertation proposes to view the process of opportunity
development and value creation together with entrepreneurial identity, which is proposed as a
complementary component to the Theory of Entrepreneurial Value Creation (TEVC),
developed by Mishra and Zachary (2014).

Entrepreneurship as a Process of Value Creation

The TEVC (Mishra and Zachary, 2014) is used in this Disertation as an organizing concept in
order to build a conceptual model and theoretical framework for the reseach. The theory
incorporates several components (theories) of entrepreneurship and explains how the process
of value creation, starting from the entrepreneurial intention to develop an opportunity unfolds
resulting in the appropriation of anticipated entrepreneurial reward. However, despite the fact
that the TEVC illustrates an entire entrepreneurial process, the authors acknowledge that
various additional components of the model might be needed to make it more holistic and
applicable to different specific business contexts (Mishra and Zachary, 2015).

The theory suggests that individual characteristics of entrepreneurs define entrepreneurial
intentionality and lead to the development of entrepreneurial competence (Mishra and
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Zachary, 2015). However, integrating these arguments with the statements of other scholars
(Obschonka, et al., 2012, entrepreneurial intention is a function of social norms and attitudes
(Coase and Wang, 2011), thereby demonstrating that individual identity and social identity
are closely related to entrepreneurial intention and thereby entrepreneurial competence.
However, entrepreneurial competence alone is insufficient to fully explain the decisions and
actions of entrepreneurs. In line with identity theories (Stryker, 1968; Stryker and Burke,
2000), the behaviour of entrepreneurs is deeply rooted in their beliefs and values which are
part of their identity, which holds that individuals become entrepreneurs because they wish to
“validate important self-concepts” and have a certain role and position in society (Baumeister,
2011). Thus, for the purposes of this Dissertation, it is proposed to add an entrepreneurial identity
perspective to the TEVC (Figure 1.1.).

Entrepreneurial
Identity
|
\
A 4
Entrepreneurial |Stage 1| Entrepreneurial |Stage 2 Entrepreneurial
Opportunity > Competence > Reward
(Value Potential) |4 (Value Driver) » (Appropriated Value)

Figure 1.1. Conceptual model (created by the author based on Mishra and Zachary,
2014).

1.2. Value Perspective

The term “value” has been widely used in different domains. For example, in psychology
researchers study individual values explaining what is important for individuals and what
motivates them (Fiske, 2008); sociologists connect value to social status, norms, beliefs, etc.
(Lindenberg, 1990; Fehr and Gintis, 2007); while in the field of strategic management, Normann
and Ramirez (1993, p. 65) referred to value as part of the strategy saying that strategy is “the art
of creating value”. On the other hand, researchers in behavioural economics —for instance, Sheth,
Newman and Gross (1991a) studied the value of goods and services from the customers’
perspective and examined how value is perceived by consumers. In addition, Mishra and
Zachary (2014), in the TEVC, imply that value creation and appropriation is shaped by the
entrepreneur developing an opportunity into a business, which brings value and makes an
impact. This approach is consistent with the value-based approach of Klammer (2006), who
refers to value appropriation as value valorization.

Examining the nature of entrepreneurship from Kizner’s perspective (Kirzner, 1983),
entrepreneurship consists of competitive behaviours that drive the market process and create new
means-ends outcomes (Kirzner, 1973) and without these outcomes, there is no entrepreneurship.
McMullen (2015) and Lerner et al. (2018) suggested that value connects the discovery of an
opportunity with the outcome of its development.

The functionalist view of entrepreneurship is in line with the general understanding of
entrepreneurship inspired by the Economic Theory (e.g. Ogbor 2000) and economic view of
value (Schumpeter, 1934); however, looking at entrepreneurship as a phenomenon embedded in
a particular context it can result in significant differences in both the motivations of the
entrepreneurs and the outcomes of their actions in terms of created value.



While it is easier to define value outcome in the physical presence of products and services and
their financial value and input into the economy, intangible value is difficult to define and
measure. Despite the large body of the research in this field, it is claimed that intangible types of
value are still under-researched (Korsgaard and Anderson, 2011).

In line with these arguments, Klamer (2006) explored the cultural-economic perspective of value
and offered to distinguish cultural entrepreneurs from the economic by the process of value
creation, which is more creative, and content driven (Klamer, 2011). As mentioned by Klamer
(2006), there is a need to distinguish other values (for example, social and cultural) from
economic values. For instance, the value created in arts and culture is defined as intrinsic value
— value which makes people feel good, engage in experiences, establish emotional connections,
etc. (Arts Council, 2014).

Thus, in the framework of this Dissertation, value as the outcome of entrepreneurial actions
(Vargo and Lusch, 2004) viewed as the “worth of a thing” (Klamer, 2006) and “total wealth”,
expressed in a combination of different types of “wealth” including economic, social as well as
“tangible and intangible outcomes, such as wealth, happiness and general well-being” (Zahra et
al., 2009, p. 522).

Appropriation, Valorization of Value and Value Proposition

In line with the value-based approach, created value should be shared in order to make a
contribution or an impact. This view is central to the value-based approach in the stream of
research of cultural economics (Klammer, 2006; Throsby, 2008), which describes the process
of value valorization. In order to valorize value, individuals need to express it, which can be
achieved by building these values into their work. Therefore, the form of valorisation depends
on the values individuals pursue and integrate into their work (Klamer, 2011).

There are two perspectives of valorization — cultural, which means that work is recognized and
appreciated in the respective domain or sector, and economic, which means making value real
and gaining financial returns (economic/financial valorization), which could be received as the
result of market exchange.

These arguments are in line with the TEVC, which implies that the process of opportunity
development results in appropriation of value, which is in fact “monetarization of the venture”
(Mishra and Zachary, 2014). Taking into consideration different types of outcomes of
entrepreneurial actions, monetarization of the venture should come in both - monetary gains and
fulfilment of entrepreneurial identity including motivation and achieving the objectives of the
entrepreneur.

According to Anderson, Narus and Van (2006), the value creation process is an integral part of
the value proposition within the framework of the business model. Hacklin, Bjorkdahl and
Wallin (2017) introduced the concept of a business model as an organizing structure of the
strategically important components of the process of opportunity development in order to gain
profit and ensure the long-term sustainability of the business. Also Ballantyne and Varey (2006,
p. 344) highlighted that the “value proposition has two sides — one side is a reflection of the
creator - the one who creates value, and the other side is a perception of the beneficiary — the one
who is going to obtain and utilize this value”. Thus, these two sides represent entrepreneurs as
creators, and consumers as beneficiaries. In this interplay between both sides, it is important to
align the needs and expectations of consumers with the value proposition of entrepreneurs
(Kaplan and Norton, 2004).

Recent development of the field of entrepreneurship opened possibilities for researchers to
suggest different perspectives on entrepreneurship and recognize the complex nature of value
creation (Dimov, 2007; 2018) Lindgren and Packendorff, 2009; Coviello and Joseph, 2012)
suggesting that in addition to the value created by entrepreneurs, value as perceived by customers
should be taken into consideration (Vargo and Lusch, 2004).
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Value as Perceived by Consumers

Entrepreneurs create value based on their assumptions of consumer preferences, however;
only consumers can assess, define and tell what is important and valuable for them (Payne
and Holt, 2002; Vargo and Lusch, 2004). Customer perceived value is entirely dependent on
individuals’ personal judgements about what is experienced (Chang and Dibb, 2012). It is an
abstract construct and can be measured by understanding customer feelings and attitudes.
Thus, this Dissertation applies a Consumer Perceived value (CPV) perspective, which
describes how consumers perceive products or services offered in relation to consumption
value, defined as a "customer's perceived preference for and evaluation of those product
attributes, attribute performances, and consequences arising from use that facilitates (or
blocks) achieving the customer's goals and purposes in use situations” (Woodruff, 1997, p.
142)

Besides, CPV is a direct antecedent of a purchase decision and is widely regarded as a key
source of competitive advantage and business success because it is a key predictor of
consumer choice, which leads to customer loyalty and re-purchase (Zauner, Koller and Hatak,
2015).

According to Sweeney and Soutar (2001), the TCV provides a strong theoretical basis on
which to build scales and measurement instruments to assess consumer perceived value.
Similarly, Zauner, Koller and Hatak (2015) hold that the Theory appears to be one of the most
frequently used conceptual foundations for customer value research.

In line with the objectives of this Dissertation, in order to assess consumer perceived value of
craft products, this Dissertation includes development of a research instrument based on the
framework offered by the TCV (incl. functional, social, emotional values, epistemic and
conditional), which is expanded to include other types of value, similar to those that are
created by entrepreneurs in the craft sector and validated through a literature search to serve
as specifics value types to be included into a survey questionnaire.

According to the TCV, functional value follows Economic Utility Theory and assumes
economic rationalism. Sweeney and Soutar (2001) by developing the PERVAL scale based
on the work of Zeithaml (1988), divided functional value into two sub-dimensions: price/value
for money and quality. Price/value for money as a component of functional value is defined
as the utility derived from the product and measured as “reasonable price” or “economical”
or as “value for money” (Shehely, Wang and Uddin, 2016); while quality is defined as
judgment about the overall excellence or superiority of a product or service (Hazlin,
Nurazariah and Hafizzah, 2016).

Social value manifests itself at different levels, including at the individual and society level
(Kroezen, et al. 2020). As stated by Ballantine, Roberts and Korgen (2017, p.89), “society
consists of individuals who live together in a specific geographic area and share a common
culture over time”, implying that society is the “hardware” and culture is a “software” defining
processes taking place in the social milieu. Other authors say that social value includes aspects
of heritage and culture and social value, which are in its broad context refer to the society,
rooted in cultural norms, beliefs, customs, symbols as well as knowledge and traditions (Jones,
2017; Szmelter, 2013; Dans, Gonzales and Enriques, 2020). Raised awareness and pride in
national heritage and cultural identity (Anderson, 2000) is another example of the value
created for society. The social value of a product and service is related to a consumer feeling
acceptable, making a good impression and gaining social approval (Sweeney and Soutar,
2001). Products that allow consumers to share with each other or enhance their social image
possess higher social value (Sweeney and Soutar, 2001). In addition, Florida (2003) and Seidl
et al. (2003) connected social value with regional learning, well-being and development of
solidarity and cooperation; while Stern and Seifert (2010) with revitalization of places and



social and economic vitality of communities. It is also acknowledged that value for society
includes regional development and encouraging community cohesion (Kroezen, et al., 2018;
Aurts Council England, 2014).

As defined by Sweeney and Soutar (2001), emotional value is the utility derived from the
feelings and emotions that a product generates and also relates to positive feelings upon using
the product (Hazlin, Nurazariah and Hafizzah, 2016). Aesthetics, such as beauty and artistry,
can add emotional value to a product (Sanchez-Fernandez, Iniesta-Bonillo and Holbrook,
2008; Sheth, Newman and Gross, 1991b). Page and Herr (2002) proposed to measure aesthetic
value by 4 dimentions: attractive, beautiful, pleasing and liked. Hassenzahl and Monk (2010)
offered hedonic value described as captivating, stylish, premium and creative. Sweeney and
Soutar (2001) proposed considering the rarity (uniqueness) of products. Besides, emotions of
pleasure can also be aroused from the symbolism of products (Creusen and Schoormans,
2005) and symbolic values nowadays appear to be more important for winning the
competition than other types of value (Rintamaki, et al., 2007).

Epistemic value relates to experienced curiosity, novelty, or knowledge gained by using new
products (Pura, 2005) and new, different experience (Hassan, 2017). It is related to the surprise
or novelty aspect and a product’s capacity to arouse curiosity. In addition, it is about satisfying
the desire for knowledge, which is important for consumers who are looking for new
experiences (Sweeney and Soutar, 2001). In the context of modern craft markets, it relates to
the innovative and creative value of craft products as well as to educational value, which arises
from consumers experiencing the crafts process during events or workshops.

As stated by Sheth, Newman and Gross (1991), conditional value applies to products or
services whose value is strongly tied to use in a specific context. According to Holbrook
(1999) conditional value depends on the context in which the value judgment occurs and exists
only within a specific situation. Studies found conditional value to play a significant role in
shaping sustainable consumption behaviour (Biswas and Roy, 2015) and green buying
behaviour (Goncalves, Lourenco and Silva, 2016). Haws et al. (2010) propose a concept and
measurement scale for green consumer values and define green consumers as those who tend
to consider the environmental impact of their purchases and consumption behaviours.

Assessment of Consumer Perceived Value (CPV)

Customer perceived value has been studied by many scholars (e.g. Chang and Dibb, 2012;
Payne and Holt, 2002; Sanchez-Fernandez, Iniesta-Bonillo and Holbrook, 2008); however,
there is a gap in the identification of the full range of dimensions to be applied to the specific
areas or contexts (Korsgaard and Anderson, 2011). Research instruments to conceptualize and
measure it lack complexity (Leroi-Werelds, et al., 2014; Menon, et al., 2005; Korsgaard and
Anderson, 2011). Payne and Holt (2002, p. 178) suggested: “more work needs to be done in
the whole area of measurement and development of metrics around the value process,
including the further development of specific tools for value measurement”.

In line with this argument, in order to carry out an assessment of the CPV of craft products
and its impact on consumer behaviour in terms of behavioural intentions and purchasing
behaviour, this Dissertation included the development of a survey research instrument in the
form of a survey questionnaire reflecting a full range of value types embedded in craft
products.

1.3. Craft

The focus of this Dissertation is on entrepreneurship and value creation and appropriation in
the craft sector in Latvia. Thus, having explored the literature relevant for this Dissertation
across domains of knowledge in the general field of entrepreneurship, it is necessary to look
into the specifics of the craft sector and craft entrepreneurship and how it is reflected in the
relevant literature.
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Craft and Craft Entrepreneurship

Understanding of what craft is has been changing over the years and there is still no common
definition agreed in the area (Kroezen, et al., 2018; Bell and VVachhani, 2020; Pret and Cogan,
2019), neither for craft nor for craft entrepreneurship (Risatti, 2007; Tregear, 2005; Ratten
and Ferreira, 2017). Some maintain it is about manual work and functionality, while others
argue it is about creativity, innovation, traditional skills and techniques used to produce craft
objects (Risatti, 2007; Mechnika (Me¢nika), et al., 2014). Kroezen, et al. (2021, p.2) define
craft as “a humanist approach to work that prioritises human engagement over machine
control”, which involves specific craft skills, a holistic approach and devotion to practice as
well as a contribution to the community. Handwork is also mentioned by O’Connor (2017, p.
228) as “heterogenous gestural system of corporealities and materialities, that enables an
object’s form and gives meaning to the idea of making”.

Although, craftsmanship has existed for millennia, craft entrepreneurship, in comparison to
mainstream entrepreneurship, is a relatively new domain of knowledge (Doreen and Thomas,
2017). Baldacchino and Cutajar (2011) mention that craft business is usually small and limited to
small-scale production. Kalinina (2016, p. 1) suggests that craft entrepreneurship is a “small
business or individual engaged in producing, transforming, or repairing goods without the use of
machinery and not having more than five employees”. There are various perspectives related to
studies of craft entrepreneurship, nevertheless, research on craft entrepreneurship and craft
entrepreneurs remains scarce and fragmented (Kroezen et al. 2021; Gordini and Rancati, 2015)
and requires more detailed insight (Jakob and Thomas, 2017; Lhermitte, Perrin, and Blanc, 2015).
This Dissertation is built on the premise that craft entrepreneurship evolves differently in different
contexts (Fillis, 2008; Tregear, 2005; Pret, Shaw and Dodd, 2016) and entrepreneurship in the
craft sector is distinguished by a different environmental setting, production of goods that are
“cultural” by nature as well as work with people who are often more content driven than
commercially oriented (Chaston and Sadler-Smith, 2012; Wennekers, et al., 2010).

Craft Entrepreneurs

Due to the multidimensional nature of the craft sector, craft entrepreneurs exercise a wide
range of skills and aptitudes in order to combine and balance tensions and contradictions
between their economic and idealistic (altruistic) motivations (Bilton, 2010; Klammer, 2011).
In turn, these developed skills and aptitudes, rooted in entrepreneurs’ identity, become
powerful sources of motivation and development for craft entrepreneurs (Luckman, 2018;
Falck, et al., 2010; Hoang and Gimeno, 2010; Shepherd and Haynie, 2009). Numerous
researchers on craft entrepreneurship (Cater, Collins and Beal, 2017; Popelka and Littrell,
1991) emphasised the role of values and beliefs and how important it is to harmonise business
principles with creative and lifestyle priorities and “stay true to one’s roots” (Tregear, 2005,
p. 11); thus, stressing the importance of studying how craft entrepreneurs can capitalize on
their distinctive nature, unique competences and emerging new priorities of the market (Cater,
Collins and Beal, 2017; McAdam, et al., 2014).

In addition, Simpson, Tuck and Bellamy (2004) argue that characteristics, attitudes, drives
and set goals of entrepreneurs shape their understanding and perception of success and growth
aspirations, which, in turn, plays an important role in the future development of the company
(Luckman, 2018; Rae, 2007; Kirkley, 2016; Walker and Brown, 2004).

Identity and Typology of Craft Entrepreneurs

Entrepreneurial identity and opportunity development in the craft sector call for greater
exploration (Arias and Cruz, 2018) and it is beneficial to explore how craft entrepreneurs and
opportunities taken differ within a specific context and what value is created as a result



(Bruyat and Julien, 2000; Doyle and Ho, 2010). Even though there are various typologies
offered by researchers, most of the typologies are based on the “classical model” of
entrepreneurship categorizing entrepreneurs on the basis of characteristics rooted in
economics — such as propensity to take a risk, profit orientation, internationalization,
exporting practices, resource acquisition behaviour, etc. As stated by Bouette and Magee
(2015), Fillis (2008), little effort has been devoted to craft entrepreneurs. As stated by Pret
and Cogan (2018), Typologies developed in the field of craft entrepreneurship, lack
complexity, and there is a need for a deeper and broader level of analysis and new typologies
with the focus on the diversity of entrepreneurs related to entrepreneurial opportunity pursuit
(Jaouen and Lasch, 2013; Mills and Pawson, 2011).

Craft Entrepreneurship from Value Perspective

According to the EU Communication (Innocrafts, 2014), the value of CCI has not yet been
sufficiently recognized and translated in the policy arena. For instance, if to consider Klamer’s
Model of Valorization (Klammer, 2011) in relation to entrepreneurs working in the cultural
or creative fields, it is assumed that they are “driven by an idea or an inner vision that they
strongly support” and they are different from other entrepreneurs by the process of opportunity
development and value creation. Blundel (2002) and Mathias and Smith (2015) state that craft
entrepreneurs are cautious in their choice of opportunities and they take only those opportunities,
which fit their purpose. Klammer (2011) mentions, that craft entrepreneurs produce different
values and they are strongly engaged in the production of goods, which reflect their own
identity (Klamer, 2011). Therefore, the lack of research on value created in the craft sector is
unfortunate as craft entrepreneurs have the potential to significantly contribute to the
development and transformation of local economies (Innocrafts, 2014; Ministry of Culture,
2021).

Danson et al. (2015), Pret and Carter (2017), Warren (2014) state that craft entrepreneurs, in
contrast to other more profit-oriented entrepreneurs (Welter, Baker and Audretsch, 2016) are
inclined to create social value and engage in creative practice facilitating innovation (Danson
et al., 2015; Esposti, Fastigi and Vigano, 2017). Furthermore, traditions and cultural heritage
often play an important role in entrepreneurial value creation. Entrepreneurs reflect these
national attributes in their products thereby enabling internationalization and export
(McAuley and Fillis, 2005). For example, Baker and Welter (2017) stressed the connection
between craft enterprises and locality implying that craft entrepreneurship is closely
connected to values of cultural heritage, history, place-specific traditions and image of the
place, making it attractive for tourists (McAuley and Fillis, 2005, p. 499). According to
Tharakan (2011, p. 197) craft products “carry a story and an identity” embedded in their
emotional value. These personal stories of craft makers are closely connected to their personal
identities as well as the underlying regional social and cultural identity of the place
(Audretsch, Cunningham and Kuratko, 2019), which can be understood only through
knowledge of the local rituals, traditions and context (Summatavet, 2005). Tharakan (2011)
and Tung (2012) speak about the close connection of crafts and the local community implying
that local resources help entrepreneurs create specific locality-based value (Kuusk, et al.,
2014). According to Kroezen et al. (2021) and Kobelev (2000), goods and services, produced
in the craft sector, form a distinctive commaodity group and serve a different market of
consumers. Taking into consideration originality, aesthetics and the authenticity of craft
products, consumers are usually ready to pay a premium price for such a product and appreciate
its value (Craft Council, 2020; Sennett, 2008).
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1.4. Craft Sector in Latvia
The craft sector in Latvia is the main focus of this Dissertation. According to Latvia’s plan
for sustainable development, craftsmanship is given an important role in the preservation of
national heritage, traditions and building Latvian national identity. Moreover, craftsmanship
can help to develop the economy of the local community, create recreational and development
centres, public spaces and bring communities together (Saeima of Latvia, 2020). Latvian craft
makers have an impact on the recognition of Latvia overseas. Enterprises exporting products
confirm the demand for Latvian craft as products, which represent Latvian culture, traditions
and the Latvian way of life (AC Consultancy, 2014; Saema of Latvia, 2020). As noted by the
Ministry of Economics (2011), traditional craft skills such as weaving, woodcraft, silver and
metal smith craft, pottery, processing of amber, linen, wool, and others play an important role
in the development of regional tourism and the improvement of social wellbeing in the
regions. Moreover, crafts enterprises, which are not involved in mass production, but utilize
creativity, traditional knowledge and expertise accumulated in the process of development,
play an important role in innovative product development, meanwhile preserving Latvian
cultural heritage (Ministry of Economics, 2011).
Nowadays, the craft sector in Latvia is influenced by different “stakeholders”. These include
craftsmen, the Ministry of Economics, Ministry of Culture, Ministry of Education and
Science, LCC, Latvian National Centre of Culture, educational institutions, local
municipalities, craft centres, tourism associations, creative business incubators and the
professional organizations for craftsmen, such as guilds, partnerships and those associations
established in a specific domain of the craft sector. These organizations and establishments
support the development of the sector, promote craft education, participate in the drafting of
legislation, as well as organize and support public events and festivities with the participation
of craftsmen (LCC, 2020).
Craftsmanship in Latvia is regulated by the law of the Republic of Latvia “About
Craftsmanship”, adopted in 2008. It regulates the sector’s general operational principles and
provides a foundation for craft education and the award of professional qualifications. It
defines a craftsman as a person, who performs work in one of the professional occupations,
defined by the Cabinet of Ministers’ Regulation No. 762 approved in 2009. The Regulation
includes a total of 169 occupations referred to as craftsmanship, which are grouped under
seven categories of the craft sector: construction and building; metalworking and technical
equipment; wood craft; clothing, textile and leather processing; food processing; health and
body care; as well as glass, paper, ceramics and musical instruments.
Although, the LCC keeps a record of the enterprises and individuals receiving official
approval of their craft mastery, there are neither formal requirements nor defined criteria to
differentiate craft entrepreneurs or craft enterprises from other legal entities. Moreover, the
LCC registers only those, who have received a Diploma of Craft Master, Expert or Apprentice;
therefore, leaving other craft enterprises and individual entrepreneurs, active in the sector, off
the official list of craftsmen practicing any type of craft work. Thus, there is a very little
accurate statistical data on the craft sector in Latvia.
Nevertheless, according to the data available on the website of the LCC, there are 44 registered
craft enterprises and 432 craft individuals, with a specific level of craft mastery.

Table 1.1.

Craftsmen and craft enterprises registered by LCC

Entity | Craft Craft Master Craft Expert Craft
Enterprises Apprentice




No. 44 (in4 295 18 119
categories of the (in 64 (in12 (in 25

craft sector) occupations) occupations) occupations)
Source: developed by the author, based on data available at www.lac.lv

1.5. Conceptual Framework

The main organizing theory of this Dissertation is the TEVC (Mishra and Zachary, 2014).
However, no theory is without limitations and various modifications and improvements could
be made (Delbuidge and Fiss, 2013; Mishra and Zachary, 2014) depending on the specifics of
the entrepreneurial context or nature of entrepreneurial actions. Therefore, for the purposes of
this Dissertation, the TEVC is extended to address other important components of the
entrepreneurial process of value creation and appropriation and respond to the research gaps
identified during the process of this research.

First, since value is created through the process, which provides usefulness to other humans
(Jurgenson, 2015), understanding craft entrepreneurship from the value perspective requires
perspectives of both entrepreneurs and consumers. In addition, it is argued that the value
created by entrepreneurial ventures can be appropriated only if it is valorised (Klamer, 2006;
Throsby, 2008). In this context, the Theory of Consumption Values (TCV) provides a useful
framework of how to assess created value from the consumers’ perspective and it is proposed
as an additional component to the TEVC.

In addition, though the opportunity is part of the external environment, the entrepreneur
himself is “instrumental” to the process and therefore plays an important role in the whole
process of value creation and appropriation. Therefore, it is proposed to extend the TEVC and
add entrepreneurial identity, which also includes pursued by an entrepreneur value, as a
building block of the entrepreneurial process towards value appropriation and entrepreneurial
reward. Thus, the Conceptual model of the research is built on the basis of the TEVC extended
to include entrepreneurial identity and consumers’perspective (Figure 1.2.).

Pursued Value

Entrepreneurial
Identity
7 Appropriated Value

Entrepreneurial v Created p})r pri X 4
. > > Entrepreneurial

opportunity Value Reward

RS
Entrepreneurial Value Proposition
Perceived
Value
Value appropriation

Figure 1.2. Theoretical model of the research (created by the author).
Research Questions

The research questions formulated for the pursopes of this Dissertation are the following:
Main research question: What values are created by craft entrepreneurs and how are they
perceived by consumers to lead to value appropriation and entrepreneurial reward?

In order to answer the main research question 6 additional research questions have been
formulated:
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RQ1: What types of value are created by entrepreneurs in the craft sector in Latvia?
RQ2: How can craft entrepreneurs be classified into typology?

RQ3: How is value, created by craft entrepreneurs, perceived by consumers?

RQ4: How customers’ perception of craft products value influences their behavioural
intentions and outcomes?

RQ5: How customers’ perception of craft products value influences their purchasing
decisions leading to value appropriation and entrepreneurial reward?

RQ6: What is craft entrepreneurship and how it can be defined?

CHAPTER 2. RESEACH METHODOLOGY

This Dissertation employed mixed methodology research design. Empirical data for the
research was collected in Latvia from 2019 to 2021. Sequential mixed methodology design
incorporating first, qualitative and then, based on the qualitative research results, quantitative
research was carried out.

The qualitative part of the research was aimed at exploring the nature of craft entrepreneurship
and the creation of value through the grounded theory (GT) approach. Due to the fact that
research on craft entrepreneurship in Latvia is scarce and insufficient, as stated by Strauss and
Corbin (2014), the GT approach is the most suitable approach in such situations. This
approach was used to conceptualize empirical findings about entrepreneurship as an
opportunity pursuit and source of value creation in the craft sector and to offer a novel
typology of craft entrepreneurs.

The quantitative research methodology used in the second part of the research was based on
the scale and survey developed by the author. Research was conducted in order to verify and
validate the findings of the qualitative part of the research and assess how the value pursued
and created by craft entrepreneurs is perceived by craft consumers and how it affects their
purchasing behaviour and eventually value appropriation and entrepreneurial reward.

The integrated research model is presented in Figure 2.1.

CRAFT ENTREPRENEURSHIP RQ6
CRAFT CONSUMER | | CRAFT ENTREPRENEUR
Craft Product Value Opportunity Identity Value
i
RQ3 l T RQ2
A 4 |
Customer Value Perception | | Typology
l RQ4 RQ1
A 4
Purchase Intention & Created Value
Outcomes
| RQS5 |

Purchase Behaviour

Appropriated Value / Entrepreneurial Reward

Figure 2.1. Research model (developed by the author).



2.1. Methodology for Qualitative Research
Approach and Data

One of those commonly used by the GT approach is the case study method (Yin, 2009). It
includes the exploitation of different techniques - observations, content analysis, interviews,
etc.; which are used in order to challenge the validity of statements made by interviewees as
well as to compare available data.

The nature of entrepreneurship, as suggested by Eisenhardt (1989) is best understood through
entrepreneurs telling stories about themselves making sense of their experience when pursuing
certain opportunities (Dimov, 2011), therefore, the story-telling narrative approach to the data
collected from the field was used in this Dissertation (Eisenhardt, 1989).

Multiple sources of data about the cases were used to come up with the findings; however, primary
data about the cases were collected using semi-structured interviews with the craft entrepreneurs
— founders of their own craft ventures. In order to ensure the validity of the findings triangulation
of data was used - interviews, observation (site visits) and secondary data (social and printed
media, documents, videos, radio and online interviews, etc.); as well as validation by participants,
also known as member checking. According to Bloor et al. (2001), the participant validation
technique, which means that results of the analysis are given back to the participants for
validation, was used to increase the credibility of the findings.

Sampling and Data Collection

The qualitative part of the research was based on the data collected from 20 cases of craft
enterprises established in Latvia. The cases were selected to provide for diverse views on the
practices of Latvian craft entrepreneurs of different occupations, ages and types and size of
business. The selected cases included but were not limited to the following types of craft
businesses (based on the types registered by the Latvian Craft Chamber craft entreprises and
craft masters): jewellery design and making; floral design; craft clutches and accessories;
repair and renovation of roofs; furniture manufacturing and restoration; hand crafting and
restoration of musical instruments; folk wear and accessory making; pottery; handmade
porcelain; wool, willow processing and weaving; organic food; souvenirs; bakery.

In order to ensure the validity of data, cases were identified and selected on the basis of the
criteria used by eminent scholars exploring characteristics and specifics of craft
entrepreneurship. Thus, the following criteria were used: founder of the venture or his venture
was identified as belonging to the craft sector; core activity of the venture (craft making)
involved significant input of manual labour and venture was registered in Latvia. In selecting
cases it was monitored that business ventures are all legal entities operating in the craft sector
for at least 3 years. In addition, it was assumed that founders of any type of craft business all
have economic (i.e. financial) objectives. Not-for-profit sector (i.e. charities, voluntary and
public sector) organisations were not included in the research. The cases were selected using
a purposeful sampling technique (Patton, 2002) and represented businesses within different
geographical areas of Latvia.

Interviews

The interviews with craft entrepreneurs were carried out using a semi-structured narrative
approach, which involved asking certain questions and giving respondents full freedom to
elaborate on the questions and statements as well as to give examples providing more details.
Interviewees were given a short introduction to the aim and objectives of the research as well
as the main themes under investigation. The interviews lasted between one to two hours and
were carried out in the native language of interviewees. Interviews were recorded, analysed
and coded by the NVivo software program in order to organize them into thematic themes,
groups and subgroups.
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Insights into the area were combined with the knowledge gained from the literature review in
order to build a part of this Dissertation’s conceptual framework presenting the concept of
value creation from the craft entrepreneurs’ perspective as well as a framework for
development of the typology.

Coding

Coding is an important element of quantitative, text-based data analysis. Codes are used for
the information to be “segregated, grouped, regrouped and relinked in order to consolidate
meaning and explanation” (Grbich, 2007, p. 21). Different types of coding were used at
different stages of the data analysis. The process consisted of a series of steps and cycles and
lasted for several months. The coding process was finalized when theoretical saturation was
reached and neither new categories and themes could be identified nor a significant
contribution to the analysis could be made (Eisenhardt, 1989).

Analysis of Qualitative Data

Data analysis was performed following several stages: data reduction (coding of data),
visualization of data (using tables, pictures, graphs), verification (data triangulation as well as
comparison with the findings of the other scholars) and making conclusions.

Empirically collected data and narratives of entrepreneurs regarding their attitudes,
perceptions and practices helped to develop a framework of categories through which to
categorize the cases. The direct quotation technique was used to demonstrate the findings.

Development of the Framework for Typology

Typology is defined as “classification based on types or categories” (Merriam-Webster,
2019). As stated by Kvale (1995), it is not meant to provide complete and exhaustive
explanation of the phenomenon, but rather comprehend and conceptualize the phenomenon.
This study draws on the method of ideal types, introduced by Max Weber (Weber and
Winckelmann, 1968). Ideal types of the phenomenon are theoretical constructs derived from
empirical data, which are “formed from characteristics and elements of the given phenomena,
but it is not meant to correspond to all of the characteristics of any one specific case” (Soliva,
2007, p. 63).

During an initial stage of empirical data analysis, it was noticed that different themes could
be linked and set into certain categories to build a conceptual framework for the typology of
craft entrepreneurs. Respective research questions guided analysis of the data and served as a
foundation for building the framework. During this process, it was noticed that the data
collected is partially consistent with the typology framework offered by Fauchart and Gruber
(2011). The typology demonstrated that the social identity of entrepreneurs is closely
connected to the type of opportunity entrepreneurs develop and their business aspirations.
Therefore, it was logical to apply the framework as an initial organizing model to be
complemented by additional important categories derived from empirical data and literature
review.

During the following stages of the research, the data were investigated using the main themes
and categories of the framework to identify any additional sub-codes for each of those themes
and categories in order to analyse and attribute it to the respective field. It was an iterative
process combining raw data from the field (Eisenhardt, 1989) with a literature review to verify
how emerging themes paralleled with the formal theoretical foundations.

Thus, the framework suggested for the purposes of this Dissertation is developed drawing on
the results of the interviews carried out with the entrepreneurs and information gained from
the literature review, suggesting to link the identity of entrepreneurs with their behaviour.



Using the Strauss and Corbin (2014) GT approach and analysis of the empirical data, the
research results allowed us to identify certain tendencies in the data and to conclude that the
results can be grouped into categories corresponding to certain types of entrepreneurs. Thus,
a set of categories was established to create a conceptual framework for a typology of craft
entrepreneurs (Figure 2.2.).

TYPE OF CRAFT ENTREPRENEUR

Value pursued

Source of opportunity

Type of opportunity

Entrepreneurs’ Identity

Personal Identity Occupational Identity Social identity (Fauchart & Gruber,
(Kreiner et al., 2006) (Kreiner et al. (2006) 2011; Brewer & Gardner 1996):
Values, believes Criteria for success, Social motivation; Frame of reference;
Business aspirations Self-assessment

Figure 2.2. Conceptual framework for craft entrepreneur’s typology (created by the
author).

2.2. Methodology for Quantitative Research

Quantitative research methodology was used in this Dissertation in order to explore
customers’ perspective on value created by craft entrepreneurs.

Within the framework of this research, a specific research instrument (survey questionnaire
resulted in valid and reliable scale of assessment and measurement) was developed in order
to assess and measure how consumers perceive craft products and services and how it affects
their behavioural intentions and outcomes.

Due to the fact that the quantitative part of the research undertaken is based on the results of
the qualitative part of the research, development of the research instrument was performed
within the framework of the empirical part devoted to consumers’ perception of value created
by entrepreneurs (Chapter 3.3.).

Questionnaire Administration, Data Collection, Respondents

The empirical data was collected through a developed questionnaire. It was collected in June
and July 2020. In order to provide for a wider perspective, participants from Latvia and other
countries were offered to take part in the research. The questionnaire was administered
through social media platforms (Facebook and Instagram) and the population targeted for the
survey included the general public - people of different age, occupation, income, etc.

In order to ensure a higher rate of response, paid advertising campaigns were used. Survey
administration through the Webropol surveys online platform ensured respondents
anonymity, confidentiality and free expression at the same time ensuring efficient data
collection, processing and analysis (Davis, 2000). The number of respondents reached, and
the overall response rate is presented in Table 2.1.
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Table 2.1.

Overall response rate

Responses/ In Latvian In Russian In English
Language of the

survey

Submitted responses | 285 /20%* 102 / 10%* 63 /14%*
Survey opened by | 1443 1039 441
respondents

Started responding 374 145 64

*- % from those participants, who opened a survey

Source: developed by the author.

This study reached a sample size of 445 valid responses, which considerably exceeds
recommendations for statistical studies and could be considered as adequate and sufficient
according to both criteria.

Analysis of Data

Analysis of the data collected was performed in several steps. First, Exploratory Factor
Analysis (EFA) was performed in order to verify variability among identified variables and
check if some of them could be grouped; thereby eliminating similar ones. Second, regression
analysis was performed to identity any relationship between Dependent Variable (DV) and
Independent Variables (1) expressed in different types of value. In addition, the impact of
the control variables was also assessed. Regression Modelling is an efficient instrument to
deal with multi-collinearity, outliers, heteroscedasticity and common method assessment
(Hair, et al., 1998). Third, to gain a deeper understanding about interaction of variables and
relationships, a Structural Equation Modelling (SEM) approach was used.

CHAPTER 3. EMPERICAL RESULTS

3.1. Entrepreneurs’ Perspective: VValue Creation

This section presents the results of the qualitative part of this Dissertation’s research, which
was carried out to explore craft entrepreneurship from the value-based perspective from the
entrepreneurs’ viewpoint, through the grounded theory approach. The research question
addressed in the second part is: What types of value are created by entrepreneurs in the craft
sector in Latvia?

Because of the multidimensional and elusive nature of value, one of the best ways to study it
is in situations where it is created and where people perceive it as something valuable.
Therefore, the part of the Dissertation addressing RQ1 was grounded in empirical data
obtained through explorative, qualitative case study research strategy aimed at gaining new
insights and improving our understanding of the types of value created in the craft sector from
the entrepreneurs’ perspective.

During the research, different types of value were defined based on conceptualization of
empirical findings. Twelve types of value have been proposed on the continuum of value types
flowing from materialistic to idealistic; economic, regenerational, innovative, educational,
environmental, social, heritage, cultural, aesthetic, artistic, symbolic, transformational.
Further, a short description of each type of value is introduced by presenting extracts from the
interviews with the craft entrepreneurs.

Economic Value

Entrepreneurship is about the creation of value, and craft entrepreneurship is not different in
this sense, as it is about developing a certain opportunity, setting up a business venture while



initially pursuing an economic return in order to make it feasible and sustainable. However, it
is concluded that economic value pursued by craft entrepreneurs is more functional — it serves
the purpose of creating a financial pillar and allowing creative entrepreneurs to pursue other
values, which, as indicated by the cases, are more important for them than the economic value.
Regenerational Value

Regeneration benefits accrue when craft entrepreneurs take part in national events, markets,
workshops, festivals and cultural manifestations organized in different urban and regional
locations. Such events draw attention and bring people to these places, thus promoting the
location and facilitating its development. Craft markets are a great example of how places
become crowded with locals and tourists alike contributing to the development of the area -
allowing other businesses there to benefit in terms of increased sales, better visibility (more
people see the place and consequently use its services and products - for example, cafes, shops,
restaurants, located near the venue).

Environmental Value

Empirical evidence from the cases indicated that many craftsmen use local, environmentally
friendly materials. Across the cases, it was observed that craftsmen also like to get across that
their products are “eco” and environmentally friendly and confirm it by special certificates
certifying its origin and quality. They also use it as one of their selling points.

Educational Value

The educational value of the craft sector was highlighted when informants spoke about
training and transferring knowledge to their apprentices. Especially in the craft sector, it is
important to teach all the specifics of the process to make sure it is done properly.
Craftsmanship is about mastering traditional skills and techniques and teaching those to
younger people to help preserve traditional craftsmanship and assist younger generations to
learn from the past. However, the educational value is not only about teaching and learning;
it also facilitates an interest in craftsmanship and, consequently, people learn more about the
cultural heritage of craft.

Cultural Value

Some interviewees mentioned they would like to contribute to the development of their city
by making it attractive for tourists as well as locals as a place where a lot of cultural events
happen. As stated by entrepreneurs who were interviewed, cultural value is embedded in their
products and reflects the culture of the region and that of the country. Offering people culture
related products encourages better understanding and appreciation of cultural values having
an impact of the well being of the whole society. Craft enterprises are creative by nature and
all new shops, studios, galleries, and workshops strengthen the cultural image of cities,
attracting more creative people to join.

Social Value

People are social beings and they tend to associate themselves with a certain group. Thus, as
mentioned by several interviewees, craft is trendy nowadays and people engage in craft
practices and craft entrepreneurship to create a specific social image and status; or to be
associated with “trendy and cool people”. Craft entrepreneurs also mentioned that craft
“fashion” has an impact on the general public and people like to buy craft products to display
their social status. Craft fairs and other related events facilitate engagement of people in
cultural events and serve as a great example of how craft entrepreneurs contribute to
community development and regional development. Crafts entrepreneurship helps to sustain
the creative community of craftsmen by getting them involved in associations, building
connections with other industries thereby creating a sort of cluster for craft makers to practice
their craft and prevent social exclusion, isolation or “loneliness” of the creative person.
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Aesthetic Value

Respondents mentioned that creating a product, which is beautiful and aesthetically pleasing
is part of their work. Although aesthetic value is not the most important one mentioned by
respondents, it is placed very highly in their hierarchy of created values. All respondents
mentioned that their craftwork is aesthetically pleasing and reflects their creative identity.
Besides this external characteristic of the product, the aesthetic aspect conveys the quality of
the product in terms of production, high-quality materials as well as the technical competence
of the craft maker.

Heritage Value

Craft entrepreneurs help to preserve cultural heritage, especially in cases of practicing the
traditional craft. Such craft objects convey cultural meaning and traditions through their
colours, style, functionality, and aesthetics. Also, the way of production is based on ancient,
traditional techniques as well as a significant manual contribution. Craft objects reflect the
social practices of the country - very popular images used in craft objects are people dancing,
singing together, celebrations, Midsummer rituals, and others. They reaffirm the identity of
the people of the country and bring them together. In several cases, respondents confirmed
their determination and willingness to promote Latvian traditions, and rituals. Many of the
creative entrepreneurs’ products include Latvian symbols, reflecting Latvian nature, people,
traditions, and others.

Artistic Value

Artistic value is about the value artists are putting into their works. These properties are unique
for each piece of art and even if, in the case of art, one piece might be reproduced in some
quantity, it still represents a unique product made by the individual craft maker. Artistic value
is also about the person who produced the craft object. It reflects their achievements,
experience, and reputation. In fact, both, arts and crafts are considered to be based on the
creative input of the individual, however, the difference is that art is something closely
connected to emotions, unstructured and subjective, meanwhile, craft has a sort of tangible
and useful output— a piece of craft which has functional value. Therefore, when these two
dimensions meet, they create synergies leading to creative and innovative products and
solutions.

Innovation, Creativity Value

Even though crafts are perceived as something traditional, rooted in the past, many craftsmen
take advantage of new advanced materials and technologies to improve their products and
services. And these new combinations of traditional and contemporary practices nourish
creativity and facilitate innovation in the craft sector. In the process of creation and
production, innovation and creativity emerge as a spillover effect into other sectors and
industries of the economy.

Symbolic Value

The symbolic value embedded in craft products is based on the entrepreneurs’ intention to
convey a certain meaning. The value people assign to certain things depends on their identity
and the way they see the world. In some cases, these meanings are unique to the local context
and if placed in a different environment could have another interpretation. The symbolic value
is of special importance for the craft sector as it conveys value embedded in culture, traditions,
and history.

Transformational Value

Personal development and transformation are an important part of any process and all
respondents confirmed that they appreciate the possibility of personal development when
practicing their craft. It gives them freedom of expression, self-fulfilment and talent
development, which is a major motivator for engaging in entrepreneurial practices. In their



handmade craft objects, they have the possibility to express their emotions, feelings, likes,
and dislikes as well as the philosophy they wish to convey to the external world.

Framework of Values

On the basis of interviews, observations and other information available about the cases in
this study, a framework of different types of value created by entrepreneurs working in the
craft sector has been built. Although entrepreneurs interviewed mentioned multiple types of
created value, they emphasised a specific type of value, which they pursued or found
important. Thus, using the grounded theory approach, this thematic category was
distinguished from the category created value and defined as pursued value.

Therefore, Table 3.1. presents a framework of all types of created value highlighting pursued
value types ranked in terms of significance as indicated by entrepreneurs. Pursued value types
have been ranked from 1 (the most important) to 3 (the third in importance) in order to provide
a comprehensive overview of the types of value entrepreneurs prioritise.

It, in turn, allowed the comparison of cases and the identification of certain commonalities
and differences among them and informed the process of conceptualization of craft
entrepreneurship and the consequent development of a typology of craft entrepreneurs.

As revealed during the study, in addition to economic value, which would ensure
sustainability of the entrepreneurial venture, craft entrepreneurs highlighted the importance
of cultural, aesthetical, artistic, traditional and symbolic value categories implying that their
motivation to engage in entrepreneurship is not only economically driven but also rooted in
their desire to apply their unique knowledge and skills or develop a talent in a specific area.
Likewise, it was noted that while most craft entrepreneurs use traditional tools and materials,
some entrepreneurs combine it with the use of new technologies to create superior value
complying with the expectations and needs of the consumers. This ultimately leads to
innovative solutions and new types of craft products featuring both traditional characteristics
and new solutions or approaches aimed at improving its quality, performance or visual
representation.

In addition, created heritage, educational and social value, in line with the findings of Tregear
(2005) and Kouhia (2012), suggests that the craft sector has great potential in terms of
preservation of national heritage and safeguarding local traditions which would disappear if
not handed over from generation to generation.

In addition to the types of created value identified, it was revealed that created value is closely
connected to the identity of entrepreneurs and the type of value and opportunity they pursued.
Thus, this initiated research into a deeper level of reasoning, underpinning decisions and
behaviour of entrepreneurs and approaching value creation through the lens of identity and
opportunity pursuit (RQ2).
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Table 3.1.

Value framework from entrepreneurs’ perspective
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3.2. Typology of Craft Entrepreneurs

Drawing on the proposition that craft entrepreneurs are diverse and cannot be grouped under
a single identity type and hence a more comprehensive typology is needed, this part of the
research aims to better understand craft entrepreneurship by conceptualizing entrepreneurial
behaviour and actions in pursuit of opportunities and value creation in the craft sector and
proposes a typology of craft entrepreneurs. The research question addressed in this part is:
How can craft entrepreneurs be classified into typology?

In comparison to existing typologies, the proposed typology offers a more comprehensive
overview of entrepreneurs in the craft sector and incorporates a set of variables defined during
the interviews with the entrepreneurs and aligned with the theoretical findings in the
respective areas of knowledge.

The four types of craft entrepreneurs offered by the typology are the following: Production
Entrepreneurs (skill-based and production-focused), Artistic Entrepreneurs (creativity and art-
based), Heritage Entrepreneurs (traditions and heritage-based) and Eco Entrepreneurs (eco
and environment cautious).

Table 3.2. presents the concise characteristics of each type according to the criteria defined in
the framework offered by the author for typology development.

identity type. Thus, drawing on the results of conceptualization of the empirical evidence
regarding the nature of craft entrepreneurs and their behaviour in relation to opportunity
pursuit, this research proposed a newly developed typology of craft entrepreneurs.

Thus, four types of craft entrepreneurs identified during the reseach represent four pure (ideal)
types, which differ with regards to the constructs of the framework created.

According to the results of this research, instead of searching for only profitable opportunities,
craft entrepreneurs choose to pursue opportunities, which confirm their identity. Besides, the
perception of success and the business aspirations of craft entrepreneurs tend to be defined by
the degree of their mastery, self-realization and social acknowledgment. As craft is based on
a significant amount of manual input, entrepreneurs believe that the quality of their work
determines its value and the recognition of the maker. Evidently, this is in line with the
findings of Klamer (2011) implying that decisions of craft entrepreneurs tend to be based
more on idealistic logic rooted in their individual values, beliefs, and perceptions, which are
in fact characteristics of their identity.
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Typology of craft entrepreneurs

Table 3.2.
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Short description of each type is presented below, however, an extensive description,
illustrated by the statements of entrepreneurs, is offered in the full version of this Disseration.
It is evidenced by the results of this study that entrepreneurs choose specific opportunities
consistent with the value they pursue, which are , in turn, driven by a specific entrepreneurial



3.3. Customers’ Perspective: Value of Craft Products

The next part of this Chapter presents the consumers’ perspective on the perceived value of
craft products and its impact on consumers’ behaviour outcomes, which is explored using a
research instrument developed by the author. There are three research questions set for this
part of the research: How is value, created by craft entrepreneurs, perceived by consumers?
How customers’ perception of craft products value influences their behavioural intentions
and outcomes? How customers’ perception of craft products value influences their purchasing
decisions leading to value appropriation?

3.3.1. Development of the Research Instrument
This section describes the process of scale and questionnaire development, questionnaire
administration, data collection, analysis of data collected, reliability and validity assessment.

Scale Development

This research follows a three phase development and validation of scales proposed by Boateng
et al. (2018). It includes scale construction and evaluation, questionnaire items generation,
validity and reliability assessment (Boateng, et al., 2018). These steps are described below.
Taking into consideration the specifics of the craft sector and the lack of research on the value
of craft products, the types of value proposed in the quantitative part of this research exploring
the craft entreprencurs’ perspective of value creation (Chapter 3.1) were used to develop a
scale to measure value in the craft sector.

As explained in the literature review of this Dissertation, the Theory of Consumer Values
(TCV) was used as an organizing concept for the development of the scale. In order to ensure
validity of the scale framework and to develop a questionnaire, the types of value created by
entrepreneurs were compared with the value types offered by other researchers in the stream
of research on consumer value perception and purchasing behaviour. Thus, the conceptual
model for the scale development was elaborated (Figure 3.1.).

Based on the objectives of the survey, the dependent variable of the scale included 2
dimensions: first, behavioural intentions and outcomes measured as satisfaction, willingness
to recommend and willingness to repurchase and, second, purchasing behaviour, measured by
frequency of purchase. Control variables included respondents age, gender, level of education,
income, country of residence.
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Figure 3.1. Model of the survey (created by the author).
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Development of Items to Measure Scale Dimensions

As mentioned above, in order to ensure consistency and validity of the scale, questionnaire
items to assess and measure each suggested dimension of the proposed scale were mostly
adopted from the existing valid and reliable measurement scales or instruments developed
previously by the other researchers, or were developed using key words from the literature in
combination with the extracts from the interviews carried out, in which these types of value
were mentioned. Questionnaire items were reviewed and validated by individuals familiar
with the research practices and respective research fields as well as being verified during pre-

testing of the questionnaire with the initial small sample of respondents.

The 48 questionnaire items developed were grouped under 14 value dimensions of the

conceptual model (Table 3.3.).



Table 3.3.

Development of questionnaire items

T_C" . Value dimensions (meaning) / Sources Itemls m ﬂ:,'e
dimension guestionnaire
Functicnal (price/value for meney) - reasonable price, economical, 1.4
Functional value for money. Adapted from Sweeney and Soutar (2001)
Functicnal (quality) - high quality. Adapted from Sweeney and Soutar 510
(2001}
Social - feeling acceptable, good impression, social approval) Adapted 1114

from Sweeney and Soutar (2001}
Social Heritage - created for this study based on Arts Council England (2014) 15.18
Cultural - created for this study based on Anderson (2000)
Eegeneration - created for this study based on Arts Council England
(2014}, Anderson (2000)

Hedonic - happiness, sensze of joy, gives pleasure. Adapted from
Sweeney and Soutar (2001) and Pura (2003}

Aesthetic - created for this study based on Page and Herr (2002 25-27

Emotional I, istic - created for this study based on Hassenzahl and Monlk (2010) | 28-30
Unigueness - created for this study from Catawik (2020), Sweeney 31.34
31-3
and Soutar (20017
Innovative/creative - surprise or novelty aspect; product’s capacity to 35.37
Epistemic arouse j::urioaih'. f;'-reated i_“c-r thiz study and a._dapt.ed from Pura (2005) T
Educational - satizfy desire of knowledze important for consumers 32.40
who are considering new experiences. Adapted from Pura (2005)
Symbolic - arses when situational facters (e.z. symbolic events) 41.43
Conditional mod_aerate the behaviour). Adapted from Pura (EQGE]
Environmental’eco/green  -green  consumption moderates  the 45.42

behaviour. Adapted from Haws, et el (20100

Source: developed by the author.
Thus, for the development of the questionnaire items to assess behavioural intentions and
outcomes of the consumers, the scales offered by Sweeney and Soutar (2001) and Zauner,
Koller and Hatak (2015) were used (Table 3.4.).

Table 3.4.

Questionnaire items for predicting behavioural intentions, outcomes and purchase
behaviour of consumers

Dependent Variables Sub-dimension Items in the
questionnai
re

Behavioural intentions Satisfaction, willingness to recommend, | 49-55

and outcomes willingness to repurchase

Purchase Behaviour Frequency of purchase 56

Source: developed by the author.

Customers were also asked to identify how frequently they purchase craft items, and five
answer options were proposed, they ranged from frequent (once a month) to never.

Value is perceived subjectively and customers in any market are not homogeneous; therefore,
different customer segments may perceive and appreciate specific values differently (Ulaga
and Chacour, 2001). Thus, the following control variables were included in the survey:
gender, age, education, country of residence and income level of household.
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As suggested by Holbrook (1999), the questionnaire was developed to follow the post-
purchase assessment of the value of craft products. Respondents were asked to remember their
recent experience with craft products and answer the questions about this experience. Since
Likert-type scales are recommended as the most frequently used in survey questionnaire
research and also are most suitable for use in factor analysis (Hinkin, 1998), the five point
Likert-type scale was used. The answer formats ranged from ‘strongly disagree’ to ‘strongly
agree’. Questionnaire was developed in English and translated to Latvian and Russian.

The questionnaire was administered via social media platforms and 445 valid responses were
received. The data collected was analysed using SPSS and SmartPLS software programs.
Exploratory Factor Analysis was carried out to verify and identify factors (values), which can
be grouped under one factor.

Table 3.5.
Demographic data of respondents (n=445)
. . Country of
Language of Gender Nationality residence
the survey male |[female |atvian [Russian | UK |Other |Latvia| UK |Other
Latvian 19 264 265 9 0 9 279 |0 4
(n=283)
Russian 7 92 25 64 0 10 97 0 2
(n=99)
English 32 31 6 1 22 34 6 32 | 25
(n=63)
Total 58 387 296 74 22 53 382 |32 |31

Source: developed by the author.

Most of the respondents indicated they reside in Latvia, although the vast majority of
respondents who filled in the survey in English were from other EU countries (the UK,
Ireland, Germany, France, Netherlands among others).

Exploratory Factor Analysis (EFA) - identification of value dimensions for the scale

According to the results of the factor analysis, run separately for value types and outcome
variables, based on their loadings after rotation and Cronbach’s alpha coefficients, nine value
dimensions of value and two of consumers’ behaviour were identified.

Variables referring to Behavioural Intentions and Outcomes formed one factor, labelled
“loyalty” for further analysis. Loyalty indicates if consumers are satisfied with the offered
produce and service and if they are likely to make a repeated purchase. This is line with Pura
(2005), who also found that customer perceived values are predictors of consumer choice and
lead to customer loyalty.

Table 3.6.
Identification of Factors based on EFA
Value groups Identified value types | Cronba | Factors | Final number of
(asin TCV) (result of the | ch's values and
and qualitative research — | alpha behavioural
behavioural entrepreneurs’ outcomes after
outcomes perspective) EFA
Functional Price/value for money 0,77 Factor 1 | Price/value  for
money
Quality 0,81 Factor 2 | Quality




Social Social acceptance 0,85 Factor 2 | Social acceptance
Cultural 088 Factor 4 | Cultural/heritage
Heritage
Regenerational
Emotional Hedonic 0,90 Factor 5 | Hedonic
Aesthetic 0,90 Factor 6 | Aesthetic/artistic
Uniqueness
Artistic
Epistemic Innovative, creative 0,84 Factor 7 | Epistemic
Educational
Conditional Symbolic 0,88 Factor 8 | Symbolic
Ecological 0.90 Factor 9 | Ecological
Behavioural Satisfaction 0,91 Second Loyalty
Intentions and Willingness to EFA -
Outcomes recommend Factor 1
Willingness to
repurchase
Purchase Frequency of purchase n/a n/a Frequency of
Behaviour purchase

Source: developed by the author.

Correlation analysis show that all correlations are below 0.7 thus indicating that value
dimensions are different, and collinearity is not a problem.

Further, the nine factors representing different types of value grouped under five dimensions
ov TCV are described in detail.

Functional value has two clear subdimensions — price/value for money (3 questionnaire items)
and quality (6 items). The items remain consistent with the ones offered by Sweeney and
Soutar (2001). The price/value for money subdimension measures customer perception of
craft product price and value for money while the quality sub-dimension measures quality,
performance, and workmanship.

Social value appears to have two sub-dimensions — cultural heritage (6 items) and social
acceptance (4 items). The cultural heritage dimension includes the subdimensions of cultural
and heritage value developed initially. It measures a craft product’s potential to sustain culture
and heritage, regenerate communities and create a sense of cultural belonging. The social
acceptance sub-dimension measures a craft product’s potential to create in customers a feeling
of being acceptable, making a good impression and gaining social approval.

Emotional value initially had 4 sub-dimensions, however, factor analysis left two, hedonic (3
items) and aesthetic, artistic (7 items). Uniqueness did not appear as a separate factor. Items
measuring uniqueness fall into the artistic factor. The hedonic sub-dimension of emotional
value measures craft products ability to provide pleasure, a sense of joy, and happiness. The
aesthetic, artistic value dimension measures aesthetics, such as beauty and artistry, which add
emotional value to a product (Sheth, Newman and Gross, 1991b).

Epistemic value formed one factor including innovative, creative and educational indicators
and one item from uniqueness. The epistemic value dimension (7 items) measures craft
product potential to satisfy desire for knowledge, this is important for consumers who are
considering new experiences; surprise or novelty aspect; product’s capacity to arouse curiosity
and communicate a story.

Conditional value appears to have two sub-dimensions, ecological (5 items) and symbolic (3
items). The ecological sub-dimension measures a craft product’s potential to satisfy green
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consumer values. The symbolic sub-dimension measures a craft product’s potential to create
value in specific situations (e.g. symbolic events) and pass on this value.

Further, these identified categories of value were analysed using descriptive statistics and
factor correlations.

3.3.2. Consumer perceived value and Purchase Behaviour
Descripive Statistics

Descriptive statistics analysis allowed the assessment of how consumers assess the different
values of craft producers. The table below (Table 3.7.) presents the summary of the
Descriptive statistics.

Table 3.7.
Descriptive statistics (N-445)

K-S test

Smirnov Z (29'[.ailed)
Price/value for money 3.31 0.79 2.438 0.000
Quality 3.73 0.57 2.197 0.000
Social acceptance 3.22 0.83 2.483 0.000
Cultural/heritage 4.19 0.61 3.231 0.000
Hedonic 3.82 0.80 3.229 0.000
Aesthetic/artistic 4.00 0.63 2.648 0.000
Epistemic 3.63 0.65 2.103 0.000
Symbolic 3.94 0.74 4.526 0.000
Ecological 3.63 0.71 2.606 0.000
Loyalty 3.99 0.60 3.580 0.000

Source: developed by the author.

Kolmogorov-Smirnov test results show that the data are not normally distributed.
Distributions are negatively skewed, and respondents tend to higher scores.

Means of value dimensions show that respondents perceive cultural/heritage value as the
primary value of craft products (mean=4.19; stdev=0,61). The second highest evaluated value
is aesthetic/artistic (mean=4; stdev=0.63). Social acceptance is evaluated at the lowest level
(mean=3.22; stdev=0,83), followed by price/value for money (mean=3.31; stdev=0.79).

The Freidman test provided a Chi-Square value 927.29 9 (df=8) and sig=0.000, thus indicating
that differences between value scores are statistically significant.

The qualitative part of the research using an inductive approach identified values created by
craft entrepreneurs while the quantitative part measured the perception of a craft product’s
value as perceived by customers based on the premise that value appropriation takes place
when value is perceived positively and therefore is having a positive impact on the consumers’
purchasing decisions and behaviour.

Figure 3.2. presents the results of alignment of values created by entrepreneurs with the
perception of these by consumers.



Value perceived by craft

Value created by craft customers
entrepreneurs .
(in order of mean values)
Economic Cultural/heritage
: Regenerational Aesthetic/artistic
nnovative, creative z
Educational Symbol-lc
Environmental Hedonic
Social Quality
Heritage .
T Ecological
Aesthetic Epistemic
Sﬂsgﬁc Price / value for money
Transformational Social acceptance

|
Figure 3.2. Alignment of values created by entrepreneurs with the perception of
consumers (created by the author).
According to the results of the survey addressing value appropriation expressed on the
purchase behaviour of consumers, consumers purchase craft products on average once in
two/three months (mean = 2.80; standard deviation = 0,81). Only 2 respondents indicated they
had never purchased crafts.

Regression Analysis

Before performing the regression analysis, data were tested for possible common method bias
(CMB) using Hartman one-factor test. It was performed with SPSS and Factor 1 accounted
for 35.2%. of variance. Since this is less than 50%, it indicates that CBM is unlikely to affect
the data.
Since respondents’ gender, age, education, nationality and income level can impact the
dependent variables, these are used as control variables. For nominal variables (gender using
female as baseline; and nationality using Latvian as baseline) dummy variables were created.
Table 3.8.

Summary of the results of hierarchical regression (dependent variable: loyalty)

Variable Model 1 Model 2 [Model 3 [Model4 |[Model 5 [Model 6
Gender (male)  [0.34*** 0.37*** |0.37*** |0.37***  |0.36*** 0.01
(0,08) (0.09) (0,09) (0.09) (0.09) (0.06)
Nationality (RU) -0.07 -0.07 -0.07 -0.05 -0.06
(0.08) (0.08) (0.08) (0.08) (0.05)
Nationality 0.06 0.06 0.06 0.09 0.02
(other) (0.08) (0.08) (0.09) (0.09) (0.05)
Age 0.00 (0,02)|0.00 (0.02) 0.00 (0.02)| 0.01 (0.01)
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Education 0.01 0.03 0.05*
(0.03) (0.04) (0.02)
Income -0.06 -0.05*
(0.04) (0.03)
Price/ 0.07*
value for money (0.02)
Quality 0.07*
(0.04)
Soc.acceptance 0.05*
(0.03)
Cultural/ 0.16%**
heritage (0.04)
Hedonic 0.20%**
(0.03)
Aesthetic/ 0.16***
artistic (0.04)
Epistemic 0.04 (0.04)
Symbolic 0.04 (0.03)
Ecological 3.70 0.15%**
(0.03)
(Constant) 0.03 3.67 3.68 3.65 3.76 0.31
Adjusted R Squar| 0.04 0.03 0.03 0.03 0.03 0.65
R Square Change| 16.14 0.00 0.00 0.00 0.00 0.62
F Change 0.00 0.82 0.00 0.11 1.84 86.99
Sig. F Change 0.44 0.96 0.74 0.18 0.00

Standard errors in parenthesis; *** significant at the 0.001 level; ** significant at the 0.01
level; * significant at the 0.05 level

Source: developed by the author.

Model 1 to model 5 show the impact of control variables on loyalty, which is above the impact
of other variables. The data in the table above (Model 1) show that gender is able to explain
only 3% of loyalty with craft products (adjusted R? = 0.03), however, in Model 6, when all
the values are entered, gender appears to be not significant. All other control variables have
no effect on loyalty. However, when values are added (Model 6), the model explains 65% of
loyalty (adjusted R?=0.65).

The strongest impact on loyalty has emotional (hedonic) value (B=0.2; p=0.00), followed by
emotional (aesthetic) and social (cultural heritage) value with equal coefficients (B=0.16;
p=0.00). The next important value is conditional (ecological) value (B=0.15; p=0.00). The
other three values, which have significance, however, have a smaller impact on loyalty, they
are functional (price/value for money) and functional (quality) (B=0.07; p=0.00 for both),
followed by social (social acceptance) value (B=0.05; p=0.00).

In order to assess the impact of different types of value on the purchasing behaviour of
consumers (frequency of purchase), regressions analysis (Table 3.9.) was performed.



Table 3.9.

Summary of the results of hierarchical regression (dependent variable: frequency of

purchase)
Variable Model 1 \Model 2 |Model 3 |Model 4 [Model 5 |[Model 6
Gender (male) -0.78 -0.12 -0.10 -0.10 -0.11 0.13(0.12)
(0,12) |(0.12) (0.13) (0.13) (0.13)
Nationality (RU) 0.17 0.17 0.18 0.20 0.21 (0.10)
(0.11) (0.11) (0.11) (0.11)
Nationality (other) -0.07 -0.07 -0.07 -0.03 0.04 (0.11)
(0.11) (0.11) (0.12) (0.12)
Age 0.03 0.02 0.03 0.02 (0.02)
(0.02) (0.02) (0.02)
Education -.01 0.01 0.00 (0.04)
(0.05) (0.05)
Income -0.08 -0.08 (0.05)
(0.06)
Price/value for -0.09 (0.05)
money
Quality 0.04 (0.08)
Soc.acceptance -0.23***
(0.05)
Cultural/heritage 0.01 (0.09)
Hedonic -0.18**
(0.07)
Aesthetic/artistic 0.05 (0.09)
Epistemic -0.16*
(0.08)
Symbolic 0.03 (0.07)
Ecological -0.12*
(0.060
(Constant) 2.86%** | 2.8gxkk | 9 gRxRK | D JRAx | 9 gEEAk | 4 Q@R
Adjusted R Square | 0.00 0.00 0.00 0.00 0.00 0.20
R Square Change 0.00 0.01 0.00 0.00 0.00 0.21
F Change 0.41 1.79 1.40 0.05 1.98 12.91
Sig. F Change 0.52 0.17 0.24 0.83 0.16 0.00

Standard errors in parenthesis; *** significant at the 0.001 level; ** significant at the 0.01
level; * significant at the 0.05 level

Source: developed by the author.

Model 1 to model 5 show that the impact of control variables on frequency of purchase is not
significant. Model 6 shows that value dimensions are able to explain 20% of the dependent
variable (Adjusted R square = 0.2). Regression analysis shows that only four values have a
significant impact on frequency of purchase. The strongest impact on purchase frequency has
social (acceptance) value (B=0.23; p=0.000), followed by emotional (hedonic) (B=0.18;
p=0.007), epistemic (B=0.16; p=0.039) and conditional (ecological) value (B=0.12; p=0.055).
Figure 3.3. presents the summary of the regression analysis. Value dimensions with significant
impact are presented and those, which have impact on both dependent variables are in bold.
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Correlation between loyalty and purchase frequency is average but significant (r=-0.38;
p=0.000). Negative correlation indicates positive association due to purchase item coding.

Loyalty (satisfaction, Purchase Behaviour
willingness to recommend and
repurchase) (frequency of purchase)
Hedonic Social acceptance
B=0.2 B=0.23
Aesthetic / artistic  Emotional / hedonic |
B=0.16 B=0.18
Cultural / heritage | ( Epistemic
B=0.16 B=0.16
Ecological | ( Ecological ]
B=0.15 B=0.12

Price / value for
money DB=0.07
( Quality |
B=0,07
[ Social acceptance
B=0.05

Figure 3.3. Value dimension impact on loyalty and frequency of purchase (created by the
author).

Structural Equation Modelling (SEM)

The variance based structural equation modelling (PLS-SEM) technique was used to identify
the impact of consumer values on loyalty and frequency of purchase simultaneously — firstly,
on loyalty (incl. satisfaction, willingness to recommend and willingness to repurchase) and
secondly, purchasing behaviour (frequency of purchase). The model was analysed using smart
PLS software.

Validity of the Model
Before drawing conclusions about relationships, the model itself was assessed (Table 3.10).

Table 3.10.
Validity of the model
Average

Value dimensions and | Cronbach's Composite | Variance

outcome Alpha rho_A | Reliability Extracted (AVE)
Ecological 0.901 0.907 | 0.926 0.716

Symbolic 0.884 0.89 0.928 0.812
Aesthetic/artistic 0.905 0.907 | 0.925 0.639




Hedonic 0.899 0.905 | 0.937 0.833
Epistemic 0.848 0.872 | 0.885 0.533
Quality 0.814 0.83 0.865 0.517
Price/value for money 0.772 0.772 | 0.868 0.687
Social acceptance 0.846 0.852 | 0.896 0.684
Cultural/heritage 0.876 0.882 | 0.907 0.622
Loyalty 0.914 0.919 | 0.931 0.661

Source: developed by the author.

Outer model results. The bootstrapping procedure was used to determine statistical
significance. All loadings were statistically significant (p = 0.000), thus the manifested
variables exhibit outer loadings high enough and are therefore a good measure of their latent
variables.Composite Reliability scores were well above the minimums thus indicating a
sufficient level of reliability.

Convergent Validity of the reflective constructs was examined with average communality or
AVE (average variance extracted). It should be at least higher than 0.5 (Table 3.10.).
Heterotrait-Monotrait (HTMT) ratio of correlations was used to measure Discriminant
Validity. All values are lower than 0.85, thus, the validity is confirmed.

Collinearity statistics revealed values between 1.206 and 4.508. All values are less than 5,
thus indicating that collinearity is not a problem for the model. Thus, the initial calculations
suggest that the model is valid for further analysis.

Factor Impact on Outcomes - SEM Analysis
Figure 3.4. illustrates the results of the model graphically.
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Figure 3.4. SEM inner and outer model results with indicators (created by the author).
The primary evaluation criteria for SEM are R? results. R? for loyalty is 0.662, which means
that the model has a substantial to moderate predictive capacity for loyalty. Thus, customer
values included in the model can explain 66% of loyalty.
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Adjusted R? for purchase frequency is 0.224, showing that the model has a weaker, still
statistically significant, predicting power for purchase frequency. Thus, customer values
included in the model can explain 22% of the actual purchase frequency.

For greater clarity the model below with hidden measurement indicators of the latent variables
is presented (Figure 3.5.).

Soc herit Soc accept

0.159 (0.021) 0.077 (0.031) .075 (0.048)0.082 (0.017)
=~0.051 (0.507) -0.235 (0.000) 0.059 (0.271)0.074 (0.172)

Emoc hed

(0.289) 0.152 (0.000)

0.041 (0.366) 0-0 .
-0.104 (0.080) 0.031 (0.628) -0.080 (0.174)

Epistemic Cond symb Cond eco

Figure 3.5. SEM inner model with path coefficients and their statistical significance in
parenthesis; highlighted relative path coefficients (created by the author).

As it is evident from the model, factors affecting loyalty and frequency of purchase appear to
be different.

Factors affecting Loyalty

The highest statistically significant path coefficient is hedonic value (path coefficient=0.27;
p=0,000) indicating that this value has the strongest impact on consumer loyalty. The second
most important value is emotional aesthetic/artistic (path coefficient=0.18; p=0,000),
followed by cultural/heritage value (path coefficient=0.15; p=0,000). A similar impact is
shown by the ecological value dimension (path coefficient=0.16; p=0,000).

Functional value dimensions (price/value for money and quality) as well as social acceptance
and cultural/heritage values also show significant positive, though smaller effect on consumer
loyalty. An interesting result is that the effect of epistemic and symbolic values on consumer
loyalty (satisfaction and willingness to recommend and to repurchase) is not significant.
Evidently, these values do not impact on this behavioural outcome of craft consumers.

Importance - Performance Analysis (IPA) on Loyalty

To understand better the impact of values as well as indicators on consumer loyalty, an
Importance-Performance Analysis (IPA) was performed. Figure 3.6. below shows the impact
at construct (value dimension) level.
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Figure 3.6. Importance-performance map for loyalty (created by the author).
Again, IPA analysis shows that the highest impact on loyalty is hedonic value, followed by

aesthetic/artistic, cultural/heritage and ecological value types.

However, performance or perception of realised value is highest for cultural/heritage value
followed by aesthetic/artistic and symbolic value dimensions (Table 3.11.).

Table 3.11.
IPA results: value dimension effect on loyalty and value performance

Value dimension Total effect on loyalty Value Performance
Hedonic 0.200 70.983
Aesthetic/artistic 0.175 75.36
Cultural/heritage 0.158 79.967

Ecological 0.131 65.965

Quality 0.081 68.802

Price/value for money 0.063 57.568

Social acceptance 0.059 56.377

Symbolic 0.042 73.414

Epistemic 0.039 69.092

Source: developed by the author.

As symbolic value has high performance, but low impact, it

can be concluded that it is

overestimated by entrepreneurs. The lowest performance is social acceptance, price/value for
money and ecological value.
It can be concluded that ecological value is not sufficiently appreciated by entrepreneurs since
it has low performance, still it has high impact; therefore it would be important to emphasize

this value of craft products.

Figure 3.7. presents IPA analysis on loyalty (satisfaction and willingness to recommend and
willingness to repurchase) at indicator level. Three indicators appear to have a strong impact
on consumer loyalty - Eh2, Eh1 and Eh3. They represent the hedonic value.
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Figure 3.7. Importance-performance map for loyalty (created by the author).
Interestingly, the lowest effect on consumer loyalty is epistemic value, which reflects the
educational, innovative and creative nature of value.

It can be concluded that craft customers will be more satisfied and willing to repurchase and
recommend craft products, if they experience good feelings, pleasure and relaxation using
craft products. Customers also appreciate aesthetics of crafts and cultural heritage value.
Ecological value dimensions are equally important for them.

Factors Affecting Frequency of Purchase

Actual frequency of purchase was measured on a 5-point scale where 1 showed frequent
purchase, whereas 5 indicated ‘I never purchase craft products’, therefore negative path
coeffects are indicative of positive impact.

Results of the model show that actual purchase of craft products is directly impacted by only
two values. The strongest direct impact is social acceptance (path coefficient=0.24; p=0,000)
and epistemic value shows a less significant impact (path coefficient=0.1; p=0,096), though
still with 90% probability of impact.

The impact of loyalty is significant (path coefficient=0.204; p=0,013), therefore it should be
concluded that loyalty serves as a mediating variable and all values impacting loyalty also
impact on frequency of purchase.

Importance - Performance Analysis (IPA) on Purchase Behaviour

To understand better the impact of values as well as indicators on consumer purchase
behaviour (frequency of purchase), Importance-performance analysis was performed. Figures
(3.8. and 3.9.) below shows impact at construct (value) level.
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Figure 3.8. Importance-performance map for frequency of purchase (created by the
author).




Since negative values indicate a positive effect due to the measurement of purchase frequency

item, the analysis shows that the strongest effect is satisfaction, followed by social acceptance

value. Hedonic, epistemic, ecological and price/value for money value dimensions also have

a positive impact on actual purchase behaviour.

The performance of satisfaction is high, similarly hedonic and epistemic values appear to be

highly evaluated. Price/value for money and social acceptance values show lower
erformance.
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Figure 3.9. Importance-performance map for purchase frequency (created by the
author).

3.4. Integrated Perspective: Defining Craft Entrepreneurship

The research question addressed in this part is: What is craft entrepreneurship and how it can
be defined?

It is devoted to the development of the definition of craft entrepreneurship, which is done by
combining theoretical knowledge available in respective domains with the results of the
empirical study carried out among craft entrepreneurs and consumers of craft products.
Thus, this part of the research integrates meaning attributed to craft entrepreneurship and its
specifics by craft entrepreneurs with the perception and meaning assigned to craft products
and services by consumers.

Thus, the opinions and statements of craft entrepreneurs gained from semi-structured
interviews with entrepreneurs have been analysed. Entrepreneurs were asked to express their
thoughts regarding the specifics of entrepreneurship and opportunity development in the craft
sector. Next, the perception of craft consumers about craft products was analysed by means
of the research instrument, developed by the author. Consumers were asked to share their
experience with craft products and define how they perceive craft products and what kind of
associations they have.

Craft Entrepreneurs’ Perspective on Craft Entrepreneurship

Empirical data from the interviews with the entrepreneurs were analysed in 2 steps - first, analysis
and classification of the data regarding entrepreneurship and second, analysis and classification of
the data regarding specifics of the craft sector and entrepreneurship in the craft sector.

The results of the study indicated that, in line with the theoretical assumptions on entrepreneurship
as opportunity development (Dimov, 2011), most craft entrepreneurs connect entrepreneurship
with the “opportunity” defining the whole process of entrepreneurship. As mentioned by one of
the respondents: “one needs to spot a right opportunity and moment to launch my own venture”,
while the other respondent indicated that entrepreneurs know how “to find new opportunities in
a sea of competitors”. Opportunity was mentioned in connection with owning a business,
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entrepreneurial venture, being your own boss and having the independence to decide and act.
Very often, respondents mentioned an opportunity to start a business from their hobby and
earn by selling created and made items, implying that entrepreneurship is not only about
making, but also about the possibility to commercialize one's talent and sustain own business.
Besides, many of the interviewed entrepreneurs said, “l wish to make a difference” or
“contribute to the promotion of national values, traditions and culture” , this indicated that
creating an impact is very important.

During interviews with craft entrepreneurs about their perception of the specifics of
entrepreneurship in the craft sector, several thematic categories of meanings were identified.
Analysis of the data indicates that the most often mentioned meaning of craft entrepreneurship
is connected to the specific type of products produced in the sector and the way they are
produced. Most of the respondents indicated that they make craft products themselves and
they are fully engaged in the whole process, from its production to commercialization.
Besides, it was mentioned that entrepreneurs do differentiate craft products from the mass-
produced and they “put their soul and talent into it” and “make it in a limited number or
tailor-made”. Some of the respondents mentioned that “an old, traditional technique is used
to make the products”, “national symbols are used to make it Latvian” or “specific knowledge
and skills are needed to make it authentic and valuable”. Some of them mentioned that craft
is about inspiration, design, art and aesthetics: “My motivation to create and introduce
creative designs is fully realized in my own business”.

Another interesting trend in craft entrepreneurship is about the fact that many of the
entrepreneurs start their business out of their hobby or interest in a specific field or family
traditions. Many craft entrepreneurs mentioned that in contrast to business entrepreneurs, craft
entrepreneurship could be called “accidental” (not planned in advance). In addition,
respondents implied, that due to the handmade nature of craft products and the intensive
labour needed for this purpose, craft entrepreneurs are often self-employed or run small-scale
businesses which have limited capacity for efficient commercialization. Many craft
entrepreneurs rely on specific events and craft markets, organized by local authorities; or
national festivities attracting many local people and tourists interested in craft.

Altogether, the wide range of different meanings captured from the data related to
entrepreneurs’ perception of craft entrepreneurship serves as a useful insight into one
perspective on the phenomenon, however, in order to gain a more a comprehensive overview
of craft entrepreneurship, it will be complemented with analysis of the data gained from a
different perspective — that of craft consumers. The following section of this study illustrates
how consumers perceive craft products and services and what they associate them with.

Craft Consumers’ Perspective on Craft products

In order to explore how consumers perceive craft products and what associations they have,
the next part of the research was based on the results obtained from the survey, which included
an open-ended question asking respondents their perceptions and associations connected with
crafts products.

Due to the fact that the survey was administered in English, Latvian and Russian and responses
were collected in the 3 languages, this study addresses each group of respondents separately
before consolidating the data and drawing overall conclusions. Responses were translated into
English in order to analyse the data. The text mining method was used to process it and
visualize the findings. The results of the data analysis using the text mining technique are
presented in Figure 3.10. (for survey in Latvian; Russian and English).
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Figure 3.10. Word cloud and samples of customers’ statements; survey completed in
different languages (created by the author).

According to the result, visualized in the word cloud of responses in the Latvian language,
most often mentioned words were: handiwork (the most frequently used association
mentioned by 28 % of respondents); weaving (mentioned by 11 %); clay (mentioned by 7 %,);
beautiful (mentioned by 6,4 %) and wood (mentioned by 5,2 %). In addition, results of the
word map indicated that respondents associate craft with the following craft products: buckets,
jewels, socks, ceramics, woodcrafts, and others.

The results of the responses in the Russian language reflect a similar perception of craft
products, although with the slight difference in relation to the type of products offered by craft
makers. Handiwork in various associations was mentioned by 48 % of respondents. Most of
the respondents tend to associate craft with souvenirs, toys, ceramics, household items, and
woodcraft and antique products. Many of the respondents mentioned creation, design and
authentic nature of products. Furthermore, the results of the word cloud illustrate that craft is
closely connected to the natural materials, uniqueness and quality. It is also important to note
that respondents mentioned work at home, hobby and artistry.

The results of the responses in the English language are consistent with the results of the other
surveys, thus, also mentioning handiwork (mentioned by 8 %) and the authentic nature of the
craft. However, the results of the word cloud presented a broader perspective of associations.
Interestingly, respondents of the survey in English, more than those in Latvian or Russian,
associate craft with small (mentioned by 13 %), arts, design and innovation (mentioned by
6.4 %). Results imply that passion, creativity and lifestyle are closely connected to the craft.
Moreover, respondents also mentioned traditions, culture, creative individuals and identity,
suggesting that craft is associated with the cultural heritage, community, local traditions,
lifestyle and well-being.

Comparing the word clouds, it is evident that they are to some extent similar, since handiwork
is emphasised in all. Still, several minor differences exist. Responses in Latvian stress the
importance of culture, heritage, and tradition more than others. Responses of those who
completed the survey in English drew attention to creativity and innovation.

Overall, the theoretical and empirical results of this research suggest that craft entrepreneurship
is about small business and self-employed individuals working in the craft sector with the
objective of practicing craft occupations and commercializing their handmade and authentic
produce, often made from local materials. Further, the findings implied that craft
entrepreneurship is undoubtedly about creating value and impact. The results of this research
demonstrated that craft entrepreneurs, in an attempt to align their commercial objectives with
their personal values and aspirations, tend to create value which would be consistent with their
personal interests and creative visions and differentiate their goods from the mass produced
ones. This is in line with the findings of the RQ2 suggesting four types of craft entrepreneurs
primarily focusing on different types of value and having different types of business aspirations.
The findings reflecting the entrepreneurs’ perspective mirror those of craft consumers
appreciating the authentic value of craft products. The results demonstrated that craft
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consumers associate craft with handmade items, creativity, talent, quality, traditions,
community and well-being among others.

Thus, integration of the results from the literature review on entrepreneurship and specifics of
craft entrepreneurship with the results of the empirical findings presented above resulted in
proposing the following definition of craft entrepreneurship:

Craft entrepreneurship is a pursuit of opportunity through the establishment and development
of a business venture to appropriate value, created through the application of handwork,
sector specific knowledge, skills and traditions.

OVERALL CONCLUSIONS

Taken together, the research results lead to the following overall conclusions.

1. Craft entrepreneurship should be defined as an independent area of research and practice
because of the distinctive nature of opportunity pursuit and value creation in the sector as well
as for entrepreneurs, who have different intentions and aspirations in their entrepreneurial
undertakings.

2. As mentioned by the craft entrepreneurs, entrepreneurship for them is not only about
making, but also about the opportunity to commercialize one's talent by starting their own
business and commercializing their handmade and authentic produce, often made from local
materials.

3. As demonstrated by the research findings, craft entrepreneurs grasp opportunities and
create value, which confirms their identity and vision of the future. They create various types
of value, which are communicated through the products and services they offer to the
consumers. Altogether, twelve types of value have been identified during the research:
economic, regenerational, innovative, educational, environmental, social, heritage, cultural,
aesthetic, artistic, symbolic, and transformational.

4. The diversity of value types created in the craft sector points to the untapped capacity of
the sector in terms of creative and transformational power, while helping to sustain national
traditions and cultural heritage.

5. Drawing on the empirical evidence regarding the nature of craft entrepreneurs and their
behaviour in relation to opportunity pursuit, this research proposed a newly developed
typology of craft entrepreneurs. The four “ideal” types of craft entrepreneurs have been
proposed: Production (Skilled) Craft Entrepreneurs (PCE) - skill-based, intensive; Artistic
Craft Entrepreneurs (ACE) - creativity, arts-based; Heritage Craft Entrepreneurs (HCE) -
traditions-based; Eco Craft Entrepreneurs (ECE) - environmentally friendly.

6. Consumers play an important role in value valorization and appropriation, therefore,
consumers’ perception of value, as a direct link to entrepreneurial reward, should be taken
into consideration in the design of business models and the communication of the value
proposition.

7. 1t is important to acknowledge that craft products belong to a different commodity group
and consumers prefer the aesthetic, artistic, hedonic and heritage value of craft products,
which facilitate positive memories and emotions, contribute to the well-being of people and
convey a symbolic meaning helping to create emotional connectedness as well as to preserve
and pass on traditional values and heritage.

8. Craft products, which are aesthetically appealing, beautiful and possess some degree of arts
and arouse positive emotions, deliver pleasure and promote the individuality of people, lead
to positive purchase decisions resulting in value appropriation and entrepreneurial reward.

9. The four types of craft entrepreneurs proposed in this Dissertation confirm the research
findings regarding the impact of different types of value on customer loyalty and purchase
behaviour. Entrepreneurs classified as Production, Artistic, Heritage and Eco Entrepreneurs
correspond to the four types of values having the strongest impact on loyalty - hedonic,



aesthetic/artistic, cultural/heritage and ecological, thus demonstrating the validity of the
typology created in the framework of this Dissertation.

10. This research identified specific types of value which entrepreneurs may consider in
designing their value propositions, business models and strategies. Each value having a
significant impact on consumer behaviour may serve as a source of competitive advantage for
craft enterprises.

11. The most appreciated values of craft products are cultural/heritage and aesthetic/artistic
values, followed by symbolic and hedonic types of value, implying that consumers tend to
assess craft products by their visual representation rather than by their functionality or
price/value for money.

12. According to the results, ecological and social acceptance values are not rated as highly
as other value types, however, they have a strong impact on loyalty and purchase behaviour
of consumers; therefore they should be better addressed by entrepreneurs.

13. Loyalty of consumers is mostly driven by hedonic, aesthetic/artistic and cultural/heritage
values, although purchase behaviour, leading to actual purchase of craft products, is driven by
social acceptance (the highest score), followed by emotional, epistemic and ecological values.
14. Impact of loyalty on purchase behaviour of consumers is significant, implying that loyalty
(satisfaction, willingness to recommend and willingness to repurchase) serve as a mediating
variable and all values impacting loyalty also have an impact on purchase decisions and
behaviour.

15. In the global marketplace, where products increasingly become similar and lose their
authenticity and identity, designing and producing niche products made by hand appears to
be more and more appreciated and in demand.

16. The integration of entrepreneurs’s and consumers’s perspectives as well as theoretical and
empirical data, collected for the purposes of this Dissertation, resulted in the proposition of a
novel definition of craft entrepreneurship: “Craft entreprencurship is the pursuit of
opportunity through the establishment and development of a business venture to appropriate
value, created through the application of handwork, sector specific knowledge, skills and
traditions”.

RECOMMENDATIONS

For current craft entrepreneurs:

1. Entrepreneurs should use the results of the current Dissertation to better orientate between
competitors and the diversity of entrepreneurial profiles and behaviours present in the craft
sector.

2. Entrepreneurs should take into consideration their identity type to critically assess if their
motivation and aspirations are likely to result in the entrepreneurial reward they expect.

3. Entrepreneurs should use a developed research instrument to be able to better anticipate
and fulfil customers’ expectations and develop a marketing and communications strategy.

4. Entrepreneurs, building their business models, should take into consideration the types of
value most appreciated by consumers as well as the types of value leading to purchase
decisions.

5. Since consumers’ purchase behaviour is primarily influenced by the social acceptance
value, entrepreneurs should rethink how to position their products as better demonstrating this
value type.

6. Entrepreneurs should address the new trend towards authenticity and ecologically and
locally rooted consumption in their business models and value proposition to commercialize
their offering in a more efficient manner.
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7. In order to build stronger stimuli and social and emotional bonding with the consumers,
entrepreneurs should focus on extrinsic types of value in contrast to intrinsic (eg. price and
functionality).

8. Entrepreneurs may consider specialization as a way to focus on a specific niche of the
market. This specialization can serve as a source of competitive advantage for the small
creative companies and differentiate entrepreneurs and their produce from mass-producing
competitors.

9. Focusing and specializing on the value types conforming with entrepreneurs’ own identity,
craft entrepreneurs may avoid internal conflict and achieve excellence in what they do best.
10. Entrepreneurs should consider addressing the emotional value of craft products, since
satisfaction, willingness to recommend and repurchase is a second factor leading to purchase
behavior and it is primarily induced by emotional values. Craft entrepreneurs may attach
emotional stories or stress hedonic values in the product marketing and communication
campaigns.

11. The ecological dimension of craft products should be emphasized (if relevant). The impact
of ecological values is high on both loyalty and purchase behaviour; however, customers do
not sufficiently perceive this value in crafts products. This is an untapped resource for craft
entrepreneurs, which should be incorporated in product promotions.

12. Entrepreneurs should rethink their pricing strategy and consider putting a higher price on
their product, because price/value for money does not have strong impact on consumers’
purchase behavior; however, it has an impact on satisfaction and loyalty. A higher price could
be justified by adding emotional or heritage value to craft products; for example, creating a
meaningful story or adding a historical link to the product.

13. The research findings imply that craft products should continue to be produced in limited
quantities to comply with their authentic and original characteristics. By addressing
consumers’ preferences for authentic and unique products, craft entrepreneurs may create
superior value and create more demand for what they offer.

For potential entrepreneurs:

14. Due to the “third wave of crafting” and the growing popularity of craft products, crafts
people practicing craft as a hobby may now consider an opportunity to convert it into their
own entrepreneurial venture.

15. People, looking for independence and the possibility to express talent, knowledge or skills
may consider craft entrepreneurship as a way to fulfil their own aspirations.

16. Taking into consideration multiple types of value created in the craft sector, potential
entrepreneurs may choose to undertake an entrepreneurial opportunity which would lead to
the creation of value fitting their ideals and identity.

17. Contemporary craft practices incorporate the use of modern technologies and are
considered as socially responsible, since they address social, cultural, and ecological values.
Thus, if these vales are close to a person’s interests , a craft business can be recommended as
a future career.

18. People inclined towards the creation of intrinsic value (eg. social, cultural, etc.) may
consider craft entrepreneurship as a future career development path.

For scholars and researchers:

19. Scholars should use the version of the TEVC proposed in this dissertation, which includes
an identity of entrepreneurs.

20. Scholars should integrate consumers’ perspective into the entrepreneurial value creation
and appropriation process.

21. Scholars should use a definition of craft entrepreneurship, as proposed in this Dissertation.



22. Scholars should use a developed typology of craft entrepreneurs in order to reflect on the
specific characteristics of different craft entrepreneurs.

23. Scholars should use the measurement scale developed and an instrument to assess
consumer perception of value in the other sectors of the Creative Industries

24. Scholars should address different types of craft entrepreneurs in order to carry our research
in the craft sector.

RESEARCH LIMITATIONS AND FUTURE RESEARCH

Any research has limitations and one of them for this Dissertation was in defining the scope
of the craft sector. Thus, further research to define the boundaries of the craft sector in Latvia
as well as the type of businesses to be attributed to the sector would be of great benefit.
Another limitation exists in the methodological approach and subjectivity in conducting a
systematic literature review. Thus, future research could address research questions set in this
study by drawing on different theories and concepts.

Taking into consideration the great variety of studies in the field of entrepreneurship, the focus
of this research has been limited to the value perspective of entrepreneurship including
opportunity development, value creation and appropriation and identity of the entrepreneurs.
Thus, other aspects of entrepreneurship could be examined in future research.

The limitations of this study can be attributed to the number of case studies. Although, the
number of cases was determined by theoretical saturation, future research may consider a
combination of case studies from Latvia and abroad.

Although mixed methodology research design is beneficial for research outcomes, this
Dissertation was built on the initial qualitative research to explore the value creation
perspective in the craft sector and therefore, as with most research of a qualitative nature, it
has limitations in terms of subjective interpretation and conceptualization of the data.
Qualitative research does not usually lead to theoretical generalization but rather provides for
a deeper insight into the phenomena under investigation, more research would be needed in
order to verify if the typology of craft entrepreneurs proposed in this Dissertation is applicable
to other business contexts.

Besides, as in the majority of academic studies, the retrospective nature of the research is the
most common limitation. Thus, longitudinal research would be useful to mitigate it.

The research undertaken explored how consumers perceive craft products and which types of
value have the strongest impact on their purchase decisions and behaviour; however, it didn’t
aim to address in full detail how to use these findings in designing and communicating a value
proposition as part of the business model. Thus, future research would be needed to study how
to come up with the most effective value propositions and design of business models
addressing the specifics of the craft sector.

Regarding, research limitations in terms of the sampling profile for the quantitative part of the
research, it would be beneficial to find out the perception of consumers in different countries.
Overall, the range of possible research directions related to craft entrepreneurship is especially
broad and future research might include studying it from other perspectives including strategy,
commercialization, financial or state support as well as through sustainability and the ecology
related perspective.
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IEVADS

ST pétijuma aktualitati nosaka parmainas pasaules ekonomika, picaugosa globalizacija un
procesu digitalizacija, kas izraisa cilvéku izolaciju un atsve$inaSanos, liekot viniem meklét
alternativus veidus, ka padarit dzivi nozimigaku (Kroezen, et al., 2020). Saja konteksta
amatniecibas atdzivinasana rada jaunas iesp&jas cilvékiem un sabiedribai un piedava uzsakt
un izveleties atskirigu pieeju dzivei un uznemeéjdarbibai, vienlaikus radot dazadus vértibu
veidus, kuri vél I1dz §im nav izpétiti un atziti (Kroezen, et al., 2020). Tas kopa izraisa pasaules
mgroga interesi par amatniecibas uznémgéjdarbibu ka etalonu humanakai, autentiskakai un
ilgtspgjigakai pieejai uzneméjdarbibai un viet€jai ekonomikas attistibai (Ratten, Costa &
Bogers, 2019; Jackson, 2019).

Ka norada Bell et al. (2019, p. 1), “pasreizeja amatniecibas atdzimsana atspogulo kultiiras
novirzianos no modernisma, kura pamata ir racionalizacija, zinatniskais un tehnologiskais
progress, uz jégpilna darba koncepcijam”. To pavada butiskas izmainas darba rezima un ta
veikSanas veida. Arvien vairak cilvéku izv€las stradat patstavigi, arpus organizacijam, ta
sauktaja “gig ekonomikas” konteksta. Tas Tpasi attiecas uz pasnodarbinatajiem, neatkarigiem
amatniekiem, kuri pardod tiesi tirgli vai sanem samaksu par katru izgatavoto preci, nevis par
laiku, kas ir veltits amatniecibas izstradajumu izgatavoSanai (Chappe & Jaramillo, 2020;
Petriglieri et al., 2018). Ka mingja Katz un Krueger (2018), gig ekonomika klust arvien
popularaka, jo ta rada vairak iesp&u un nodrosina cilvékiem lielaku brivibu un elastibu, tade]
peéd&jo gadu laika nepartraukti pieaug cilveku skaits, kas strada ka "gig" darbinieki.

Turklat parmainas argja vidé ievérojami maina patérétaju izveli (Luckman, 2018), tadgjadi
mudinot uzpéméjus pielagot un parveidot savus biznesa modelus un vértibu piedavajumu, lai
raditu un piedavatu vértibas ar lielaku apropriacijas un komercializacijas potencialu. Tadgjadi,
atbildot uz aicinajumu, saistitu ar labaku nakotni un nozimigaku dzivi un darbu (Kroezen, et
al., 2021; Bell, 2019; Ranganathan, 2018), amatniecibas uzpéméjdarbiba piedzivo
atdzimS$anu. Jaunakie petfjumi atklaj, ka “velme pe&c labakas nakotnes, kas ir iesp&ama
pateicoties amatniecibai, rada iesp&jas uzrunat argjos draudus, kuri ir saistiti ar maksligo
intelektu, robotiku un ma$inu automatizaciju” (Bell & Vachhani, 2020, p. 13). Tapéc
amatniecibas uzpéméjdarbiba kliist arvien popularaka un tagad piedzivo atdzimSanu un
uzplaukumu (Bell, 2019; Craft Council, 2020; Johnson, 2009).

Tas savukart rosina diskusijas un debates par amatniecibas sektora vértibu un attistibu, tas
robezam un definiciju, ka arT nepiecieSamibu noskirt amatniecibas uznémeéjdarbibu no citiem
uznéméjdarbibas veidiem (Kroezen, et al., 2020; Culture Label Agency, 2014).
Uznemegjdarbiba ir plasi izp&tita joma, un ir veikti p&tijumi, lai izp&titu So paradibu, tomer
lielaka dala petijumu ir veikta tradicionalajas ekonomikas nozar€s, kas nepem veéra radoso
industriju Tpatnibas, kam japieveér§ IpaSa uzmaniba sakara ar strukturalam izmainam
ekonomika un lielako uzsvaru uz terciaro sektoru attistibu (Jackson, 2019). Ka noradija
Jackson (2019, p. 245), “Sie pakalpojumi, it Tpa$i tie, kas ir saistiti ar cilvékiem, amatniecibu
un radoSumu, var labi noradit celu uz humanitaraku, ilgtsp&jigaku ekonomiku, kas spgj
nodro$inat ilgstoSu labklajibu bez nepiecieSamibas nepartraukti veicinat ekonomisko
izaugsmi”.

Uzn@mgji amatniecibas sektora saskaras ar specifiskam problémam cenSoties atrast lidzsvaru
starp seno un tradiciondlo prasmju un tehnologiju saglabasanu un nepiecieSamibu ieviest
jauninagjumus un inovacijas un pielagoties mainigajai socialajai, tehnologiskajai un
ekonomiskajai realitatei un tirgus prasibam (Beverland, 2005; Sasaki, et al., 2019). Turklat,
sakara ar sabiedribas uztveri, kas médz saistit amatniecibu ar senaku laiku un antikam lietam,
uzpémgjiem ir vajadziga zinama “stagnéSanas” pakape un ta butiski ietekmé tas sektora
attistibu un izaugsmi (Sudedby, Ganzin & Minkus 2017).



Ir daudz pétjjumu par uznémeéjdarbibu; tomeér pétjjumi par uznéméjdarbibu amatniecibas
sektora ir ierobezoti, padarot sektoru mazak redzamu salidzinajuma ar citiem ekonomiskiem
sektoriem. Tadgjadi ir butiski veikt vairak pétijumu (Kroezen, et al., 2018; Luckman, 2018;
Bell, Dacin & Toraldo, 2021; Hoyte, 2018; Pret & Cogan, 2019; Gordini & Rancati, 2015).
Ka noradija Jakob (2012), trokst p&tjjumu par amatniecibas sektora uznémégjiem, vinu
darbibas principiem un uznémgjdarbibas rezultatiem.

Pedgjos gados un it Ipasi izoléSanas laika, ko izraisija Covid-19 pandémija, amatniecibas
sektors piedzivo arvien lielaku popularitati ne tikai ka hobijs, bet ari ka bizness (Machemer,
2020; UK Craft Council, 2020; Doreen & Thomas, 2017). Daudzi cilvéki no jauna atklaj un
izv€las amatniecibu ka pastavigu nodarbosanos vai biznesa iesp&ju. Amatniecibas uznémumi
paradas arvien vairak, un tas norada uz “treSo amatniecibas vilni” (Jakob, 2012 p .130; Peach,
2013; Doreen & Thomas, 2017).

Lielako dalu uznémeéjdarbibas atbalsta pasakumu pamata ir pétjjumi un politikas dokumenti,
kas piever§ uzmanibu raditam vértibam ka ekonomiskam mainigam, ko var izmérit ar
ekonomisko vai finansialo ieguvumu (Birch, 1987; Kirzner, 1973; Acs, 2008), kas, savukart,
nosaka nozares un valsts iniciativu izstradi un intensitati. Tomer daudzi uznémgji, un tas ir
pasi pamanams radosajas nozarés, neapstajas tikai pie finansialam interesém un biezi tiecas
radit atskirigu rezultatu (McWilliams & Siegel, 2001).

Petijumi, veiktie citas valstis, liecina par lielo ieguldijumu, ko amatniecibas sektors sniedz
ekonomikai un ka tajas tiek radita milziga nemateriala vertiba, kas ir svariga valstij, lai ta
varétu saglabat savu radoSo potencialu, veicinat valsts attistibu, vienlaikus saglabajot
nacionalas tradicijas un kultiiras mantojumu (Kroezen, et al., 2018; Pret & Cogan, 2019;
Saeima of Latvia, 2020). Tadgjadi, musdienas vairakas valstis no jauna atklaj ar rokam radita
rokdarba vertibu un svarigumu un veicina meistaribas attistibu, lai amatniecibas sektors kliitu
par “sektoru, kas patiesi sp&j vadit vietgjo ekonomiku un sasniegt svarigus attistibas mérkus”
(Bettarini, 2014, p. 9).

Kroezen et al. (2020) norada, ka amatniecibas darbs neparprotami atbilst socialajam un
jegpilnajam darbam, ka rezultata rodas milziga sociala vértiba, kas atrodama daudzos limenos,
tostarp individos, uznémumos, vietgja kopiena un sabiedriba. Luckman (2015) piebilst, ka
amatnieciba rada cieSaku saikni starp amatnieciba iesaistitajiem cilvékiem, vinu
piedavatajiem izstradajumiem un arT patérétajiem. ZinaSanas, kas saistitas ar amatniecibas
praksi, lauj atskirt amatniecibas izstradajumus no rupnieciskas razos$anas (Luckman, 2015).
Vairaki autori norada, ka amatnieku radita vertiba un ietekme ir, iesp&jams, ir visnozimigakais
jautajums, ar ko Sodien jasaskaras gan petniekiem, gan politikas veidotajiem (Jakob, 2012;
Welter, Baker & Audretsch, 2016; Kroezen, et al., 2020). Ka norada kultiiras ekonomists
Throsby (2008), ka arT Klamer (2006), vértibu veidi, formas var bit dazadas un var rasties no
dazadiem kontekstiem; tomér, neskatoties uz vinu pozitivo ietekmi dazados Iimenos,
empirisko pétijumu un datu $aja joma ir loti maz. Tadgjadi ne visi amatniecibas sektora
uzp€mumi ir vienadi un ne visi rada vienadu vertibu. Izpratne par dazadiem vertibu veidiem
un formam, ko rada amatniecibas uznémgji, veicinatu labaku izpratni par sektoru (Kroezen,
et al., 2020).

Uznémejdarbiba tiek definéta ka uzpémgjdarbibas iesp&ju attistiSanas un vertibu radisanas
process (Kirzner, 1973; Venkataraman, 1997; Shane & Venkataraman, 2000; Mishra &
Zachary, 2014) Tomer, neskatoties uz plaso p&tniecibas apjomu $aja joma, uznémeéjdarbibas
iespgju attistiba no vertibas radisanas viedokla joprojam ir nepietiekama (Pret & Cogan,
2019). Tadgjadi, autora promocijas darba uzmaniba ir pievérsta $ai mazak pétitajai jomai,
veicot pétijumu par uznémejdarbibu no iesp&ju attistiSanas un vertibu radiSanas viedokla.
Turklat, paraleli debatém par uznémeéjdarbibu ka vertibas radiSanas procesu ir liela interese
par lomu ko sp€lé uzng@muma dibinatajs, noradot, ka dibinataju uznémegjdarbibas merki un
motivacija mazos rado$os uznémumos atskiras no tradicionalo nozaru uznémumiem, tadgjadi
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ietekmgjot to darbibas rezultatus (Shane & Venkataraman, 2000; Fauchart & Gruber, 2011).
Tomer uznémejiem ir sava motivacija, ka ari zinams redz&jums par to, ka vini véletos, lai vinu
uznémums attistitos un ko vini véletos sasniegt, tadgjadi nosakot vertibu veidus, kas tiek raditi
noteikto iesp&ju attistiSanas rezultata (Sarasvathy, et al., 2003). Saja sakard ir svarigi pemt
vera uznéméja identitati, kam ir biitiska ietekme uz iesp&ju attistibas procesu un radito vértibu
veidiem, pienemot lémumus un veicot darbibas (Shane & Venkataraman, 2000; Brewer &
Gardner, 1996; Fauchart & Gruber, 2011). Tadgjadi §1 promocijas darba ietvaros amatniecibas
uznémgjdarbiba tiek pétita no amatniecibas uznéméja un vina/vinas identitates viedokla, kas
noved pie noteikta veida uznémgjdarbibas iespgju attistisanas un veértibu radisanas.

Saskana ar uzpémeéjdarbibas vertibu radiSanas teoriju (Mishra & Zachary, 2014), kas ir
izmantota ka sakotngjais ST petljuma organizatoriskais ietvars, lai uznémeéjdarbiba biitu
veiksmiga, raditam v&rtibam ir jabat apropriétam vai parvertétam (Klamer, 2006), tadgjadi
noradot, ka it jabilit pieprasijumam p&c konkréta produkta vai pakalpojuma, kam ir §adas
vertibas (Kuusk, et al, 2011; Tharakan, 2011).

Pasreizgjas ekonomiskas parmainas nosaka patérétaju augoso interesi par ar rokam darinatiem
izstradajumiem un autentiskiem pakalpojumiem, kas ir balstiti vietgja kulttira un tradicijas un
butiski ietekm€ pateretaju izvéli un pirkSanas lémumu pienemsanu un uzvedibu (Sasaki,
Nummela & Ravasi, 2020; Ratten & Ferreira, 2017). Tas, no vienas puses, norada uz lielu
amatniecibas sektora potencialu, bet, no otras puses, uzsver vajadzibu izp&tit patérétaju
uztveri un uzvedibu attieciba uz amatniecibas izstradajumu izvéli un pirkumiem. Lielaka dala
pétijumu un teoriju par patérétaju uztveri un uzvedibu ir veérsti uz komercialajam nozarém un
neatspogulo citu nozaru specifiku, tadgjadi noradot, ka ir nepiecieSams veikt vairak
padzilinato petjjumu amatniecibas sektora.

Ka ir minéts Latvijas Ekonomikas Ministrijas un Latvijas Republikas Saeimas politikas
nostadn€s, amatniecibas uznémumiem, kas nav orient€ti uz masveida riipniecisko razosanu,
bet izmanto radoSumu, tradicionalas zina$anas un zinasanas, kas uzkratas attistibas procesa,
ir svariga loma tautsaimniecibas attistiba, inovaciju un radoSuma palielinasana, vienlaikus
stiprinot nacionalo identitati un saglabajot kultiras mantojumu (Innocrafts, 2014; Ministry of
Economics, 2011, 2020). Tapéc, lai attistitu amatniecibas sektoru, palidzétu amatniecibas
uznémegjiem saglabat savu praksi un to nodot nakamajam paaudzem, ka ari lai sasniegtu jaunu
attistibas Iimeni ir vajadziga labaka izpratne par uzpeméjdarbibu amatniecibas sektora
(Innocrafts, 2014).

Merkis un uzdevumi

Galvena pétijuma jautdjuma formul&Sana ir izskaidrojama ar galveno jautajumu, ko uzdot
ievérojami zinatnieki uznéméjdarbibas joma: “ka, kapéc un kadus rezultatus giist uznémeji?
Ka vini piesaista un attista iesp&jas un rada vértibu?”” (Shane & Venkataraman, 2000; Dimov,
2011; Eckhardt & Shane, 2003; Davidsson, 2015).

Tomer, nemot véra amatniecibas sektora specifiku, $1 promocijas darba galvenais pétijuma
jautajums (PJ) ir: kadas ir uzpémeju raditas vértibas un ka to uztver paterétdji, lai
nodrosinatu vértibu apropridaciju un uznéméjdarbibas pejpu?

ST petijuma meérkis ir izprast un definét uzpéméjdarbibu amatniecibas sektorda no
uznéméjdarbibas iespgju attistiSanas un vertibu radisanas viedokla un noteikt, kap&c un kadi
vertibu veidi tiek raditi amatniecibas sektora un ka tos uztver paterétaji, lai nodrosinatu vertibu
apropriaciju un uzpémgjdarbibas ieguvumu. Lai sasniegtu disertacijas galveno mérki, ir
izvirziti sekojosi uzdevumi:

1. veikt sistematisku literatiiras parskatu par pétjjumiem uznémgjdarbiba, veértibu radiSanu un
amatniecibas sektora specifiku un uznémeéjdarbibu taja;

2. izstradat alternativu (jaunu) amatniecibas uznémgjdarbibas definiciju, pamatojoties uz
uzn€méju un paterétaju perspektivu;



3. izpétit un raksturot vertibu radiSanu amatniecibas sektora;

4. izstradat amatniecibas uznémeéju tipologiju;

5. veikt pétijumu par patérétaju amatniecibas produktu vertibu uztveri un noteikt to ietekmi
uz vinu ricibas nodomiem, rezultatiem un pirkSanas uzvedibu;

6. integrét amatniecibas uznémeju perspektivu par radito vertibu ar patérétaju amatniecibas
produktu vértibu uztveri un novertéjumu.

Pétniecibas objekts ir amatniecibas uznémejdarbiba.

Pétniecibas priekSmets ir amatniecibas uznémgju raditas vertibas un tas paterétaju uztvere.
Pétijuma jautajumi

PJ1: Kadus vértibu veidus tiecas radit un rada uznémgji amatniecibas sektora Latvija?

PJ2: Ka var klasificét amatniecibas uznéméjus, lai izveidotu to klasifikaciju?

PJ3: Ka patérétaji uztver vertibas, kuras ir radijusi amatniecibas uznémeji?

PJ4: Ka patérétaju uztvere par amatniecibas produktu vertibam ietekmé vinu uzvedibas
nodomus un rezultatus?

PJ5: Ka pateretaju uztvere par amatniecibas produktu vertibam ietekme vigu 1émumus par
pirkumiem, kuru rezultata notiek vertibu apropriacija un gita uznémejdarbibas pelna?

PJ6: Kas ir amatniecibas uznémejdarbiba un ka to var definet?

==X

Tézes izvirzitas aizstavesanai

1) Vértibu veidi, kas tiek raditi uznémeéjdarbibas iesp&ju attistibas rezultatda amatniecibas
sektora, ietver vértibu kopumu no tiri finansialam lidz tiri idealistiskiem.

2) Amatniecibas uznémgjus var klasificét tipologija balstoties uz cetriem idealiem tipiem:
razoSanas uznémgji, makslas uznéméji, mantojuma uznéméeji un eko uzneémeji.

3) Paterétaju uztvertas amatniecibas produktu vertibas var iedalit devinos veidos: cena/vertiba
pret naudu, kvalitates vértiba, kultiras/mantojuma vértiba, socialas atzinibas vértiba,
hedoniska vertiba, estetiska/makslinieciska vertiba, episteémiska vertiba, vides un simboliska
vertiba.

4) Patérétaju visnoverteétaka vertiba ir kultdras/mantojuma veértiba, kam seko
esttiska/makslinieciska un tad simboliska un hedoniska veértiba.

5) Amatniecibas patérétaju lojalitati (tostarp apmierinatibu, vélmi ieteikt un vélmi veikt
atkartotu pirkumu) galvenokart ietekmé hedoniska un estétiska/makslinieciska vértiba, kam
seko kultiras/mantojuma un vides vértiba. Patérétaju pirkSanas paradumus un vertibu
apropriaciju galvenokart ietekmé socialas atzinibas vértiba un hedoniska vértiba, kam seko
epistémiska un vides vertiba.

Pétniecibas dizains un metodologija

Pétfjuma tika izmantota seciga jaukta p&tjjuma metodologija, kas ietver pirmkart kvalitativo
un péc tam, pamatojoties uz kvalitativa pétijuma datiem, kvantitativo p&tijjumu. Nemot véra
ierobezoto pétijumu skaitu par amatniecibas uznémgjdarbibu, lai izpétitu amatniecibas
uznémgjdarbibu no uznéméju viedokla $aja promocijas darba tika izmantota pamatotas
teorijas pieeja (Glaser & Strauss, 1967) un gadijuma izp&tes (analizes) metode. Taja tika
ieklauti 20 uznémgjdarbibas gadijumi, kas tika atlasiti, izmantojot mérktiecigu atlases
stratégiju (Patton, 2002). Dati tika analiz&ti, izmantojot tematisko analizi un kodé$anas
metodes ar NVivo programmas palidzibu. Ta rezultata ir definétas 12 vertibas, kuras tiek
raditas amatniecibas sektora uznémeéjiem attistot noteiktas uznémejdarbibas iespgjas.
P&tijuma kvantitativa pétijuma dala tika veikta, lai izp&titu ka paterétaji uztver un noverte
vertibas ko ir radijusi amatniecibas uznémgji. Izmantojot socialo mediju kanalus (FB un
Instagram), tika izstradata un veikta 48 jautajumu “Likert” tipa aptauja un sanemtas 445
derigas atbildes. P&tijuma ir izmantotas statistiskas analizes metodes — grup&Sana, faktoru
analize, korelacijas analize. Analize tika veikta, izmantojot SPSS un Smart PLS programmas.
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Ta rezultata ir izpétita patérétaju uztvere un pirkSanas uzvediba, ka ari izstradata preciza
merisanas skala dazadu vértibas veidu novertesanai.

Novitate un ieguldijumi

Zinatniska novitate:

1. P&tfjums sniedz ieguldijumu uznémgjdarbibas vértibas radisanas teorija;

a) integrejot uzneémeju identitati;

b) pievienojot pateretaju perspektivu;

2. Petijums sniedz ieguldijumu patérétaju vertibu teorija:

a) sniedzot ieskatu pat€rétaju uztvere attieciba uz amatniecibas produktiem;

b) piedavajot jauno mériSanas skalu, kas ietver devinas vértibu kategorijas, caur kuram var
novertét amatniecibas izstradajumu piedavatas pateérétajiem vertibas. Skala var bit izmantota,
lai izvertétu piedavatas vertibas dazados radoSo industriju sektoros;

c) sniedzot ieskatu pat€rétaju apmierinatiba un vigu pirkSanas nodomos un riciba, kuri ir
balstiti uz partérétaju dazadu vertibu uztveri un novertejumu;

3. Pétijums veicina izpratni par amatniecibas uznémgjdarbibu:

a) piedavajot amatniecibas uzneméjdarbibas definiciju, kas izstradata, pamatojoties uz
teoretiskiem un empiriskiem datiem, ieglitiem p&tfjuma laika;

b) piedavajot jaunu integréto ietvaru amatniecibas uznémeéju tipologijas izveidei;

¢) piedavajot jaunu amatniecibas uznéméju tipologiju;

d) piedavajot amatniecibas uznéméju radito vértibu kopumu.

Metodologiska novitate:

a) pétljums piedava alternativu konceptualu ietvaru pétjjumiem par uzpémeéjdarbibu no
vertibu viedokla;

b) pétijums piedava jaunu konceptualu ietvaru uznéméju tipologijas izveidei;

¢) petijums piedava meriSanas skalu, lai vertétu produktu vertibu amatniecibas sektora un
radosas industrijas;

d) pétijums piedava jaunizstradatu aptaujas anketu, lai novértétu paterétaju vertibu uztveri
attieciba uz vinu pirkSanas nodomiem, rezultatiem un uzvedibu.

Praktiska novitate:

a) péttjums atklaj, ka amatniecibas uznémeéju motivacija un nakotnes plani ir saistiti ne tikai
ar ekonomiskiem raditajiem un pelnu, bet viniem ir atSkiriga motivacija un plani attieciba uz
vinu darba rezultatiem;

b) koncentrgjoties uz uznémé&ju nakotnes planiem, pétijums sniedz dzilaku izpratni par
attstibu un panakumiem amatniecibas sektora un to, ka uznémeéji meédz to interpretét;

C) péttjums sniedz informaciju par tirgus patiesajam un patérétaju vajadzibam un velmém,
kuras biezi tritkst amatniekiem, kuri médz koncentréties uz savas produkcijas radisanu;

d) pétijums sniedz labaku izpratni par patérétaju uztveri attieciba uz amatniecibas produktiem;
€) péttjums piedava vértibu apropriacijas uz uznémeéjdarbibas pelpas koncepciju integréjot
abas perspektivas — uzn€méju un pateretaju;

f) pétijums piedava pétjjuma instrumentu (mériSanas skalu un aptauju), lai noveértétu
patérétaju uztverto amatniecibas produktu vertibu, ko var izmantot uznemgji;

g) pétijums piedava rekomendacijas uznémumu attistibas perspektivam, pamatojoties uz
pétijuma rezultatiem ieglitiem no uznémgejiem un patérétajiem;

h) petijums sniedz dzilaku ieskatu uznémgjdarbibas nodomu un panakumu dazadiba
amatniecibas sektora;

i) pétijums parada ka vertibu piedavajumiem un biznesa modeliem ko uznémgji izstrada bitu
jaatbilst tam vertibu kategorijam ko visvairak noverte pateérétaji;

J) petijums atklaj, ka vertibas ko uzneéméji tiecas radit ir ciesi saistitas ar vinu identitati un
uznéméjdarbibas iesp&jam, kuras vini izvelas attistit;



K) petijums uzlabo vispargjo izpratni par vértibam un to patérétaju uztveri kas, savukart, laus
uznéméjiem izstradat efektivakus vértibu piedavajumus.

Pétniecibas ierobezojumi

Ta ka jebkuram pétljumam Sim promocijas darbam ir sekojosi ierobezojumi:

a) pétniecibas retrospektivais raksturs;

b) nav definétas skaidras robeZas amatniecibas sektoram un amatniecibas uznpémumiem;

C) uznéméjdarbiba ir pétita no uznéméjdarbibas iespgju attistibas un vertibu radiSanas
viedokla;

d) petijuma gadijumu izlase ieklauj amatniecibas uznémumus Latvija, un to skaits ir noteikts
(limit&ts) kad ir sasniegts teorétiskais piesatinajums;

e) pétijuma netika analizets vertibu piedavajumu un biznesa modelu dizains.

Rezultatu aprobacija

P&tijuma atzinas, t€zes un rezultati ir publicéti vairakos starptautiski recenzetos zinatniskos
zurnalos, ka arT vairakos starptautisko konferencu izdevumos anglu valoda.

Konferences:

1) Academy of Management annual meeting 2021, Toronto, Canada. Paper presented:
“Exploring craft entrepreneurship through the lens of value creation”. Submission number
10844,

2) 37th EGOS (European Group of Organisational Studies) Conference 2021, July 8-10,
hosted by VU University Amsterdam. Paper presented: “Applying the Theory of
Consumption Values to explain craft customers’ loyalty and purchase frequency”.

3) 14th Annual Scientific Baltic Business Management Conference ASBBMC 2021, 1-2 June
2021, Riga, Latvia. Topic presented: Why people buy craft. The value-based perspective.

4) 14th International Scientific Conference "Rural Environment. Education. Personality
20217 (REEP 2021). May 2021, Jelgava, Latvia. Topic presented: What is Crafts
Entrepreneurship? The Development of its Definition through entrepreneurs™ and customers®
perceptions.

5) 20th International Multi-Conference “Reliability and Statistics in Transportation and
Communication” (RelStat 2020). October 2020, Riga, Latvia. Topic presented: The
Development of a Reliable and Valid Scale to Measure Customer Perceived Value in the Craft
Sector.

6) 13th International Scientific Conference "Rural Environment. Education. Personality
2020” (REEP 2020). May 2020, Jelgava, Latvia. Topic presented: Craft Entrepreneurship and
Created Value.

7) 13th Annual Scientific Baltic Business Management Conference ASBBMC 2020
“Business and Finance: multi perspectives of the Digital Age”. February 2020, Riga, Latvia.
Topic presented: Unlocking Potential of Craft Entrepreneurship.

8) EIASM international conference “Research in Entrepreneurship and Small Business in
ESCP Europe” (RENT 2019), November 2019, Berlin, Germany, Topic presented:
Entrepreneurial Value Creation and Identity Types in the Craft Sector.

9) 12th  Annual Scientific Baltic Business Management Conference ASBBMC
2019 “Foreseeing Challenges and Opportunities for Organizations at the Macro and Micro
Level”. February 2019, Riga, Latvia. Topic presented: Craft entrepreneurship. Typology of
entrepreneurs.

10) “Multidisciplinary Academic Conference on Economics, Management and Marketing”
(MAC-EMM 2016). February 2016, Prague, Czech Republic, Topic presented:
Entrepreneurship and Entrepreneurial Opportunities: Conceptual Framework.
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11) 9th Annual Scientific Baltic Business Management Conference ASBBMC 2016
“Challenges of Business Sustainability in the Digital Age” April 2016, Riga, Latvia. Topic
Presented: Entrepreneurship in Creative Industries: Opportunities

12) 7th Annual International scientific conference “Business and Uncertainty: Challenges for
Emerging Markets”. April 2014, Riga, Latvia. Topic presented: Artistic creativity as a source
of sustainable competitive advantage.

13) 2nd Multidisciplinary Academic Conference in Prague “MAC-EMM 2013”, February
2013. Prague, Czech Republic, Topic presented: Artistic Talents — Facilitators of Creativity
and Innovation,

14) ICIM 2012 International Conference on Innovation and Management, December. 2012.
Paris, France. Topic presented: What Creative Industries have to offer to Business? Creative
Partnerships and Mutual Benefits.

Publikacijas:

1) Smagina, A., Ludviga, I. (2021). Exploring craft entrepreneurship through the lens of value
creation. In Academy of Management proceedings, August 2021. Submission number 10844:
https://journals.aom.org/doi/10.5465/AMBPP.2021.10844abstract.

2) Smagina, A., Ludviga, 1. (2021). Applying the Theory of Consumption Values to explain
craft customers’ loyalty and purchase frequency. In Conference proceedings: 37th EGOS
European Group of Organisational Studies Conference 2021, July 8-10.

3) Smagina, A., Ludviga, I. (2021). What is Crafts Entrepreneurship? The Development of its
Definition through Entrepreneurs™ and Customers™ Perceptions. In Conference proceedings:
14th International Scientific Conference "Rural Environment. Education. Personality 2021.
(REEP)", May 2021 (indexed in Web of Science).

4) Smagina, A., Ludviga, I. (2021). Craft Entrepreneurship: Towards a New typology. The
International Journal of Organisational Diversity, 21(1), 31-49 (indexed in SCOPUS).

5) Smagina, A., Ludviga, 1. (2021). The Development of a Reliable and Valid Scale to
Measure Customer Perceived Value in the Craft Sector. 725-736. In: Kabashkin 1., Yatskiv I.,
Prentkovskis O. (eds) Reliability and Statistics in Transportation and Communication. RelStat
2020. Lecture Notes in Networks and Systems, 195. Springer, Cham.
https://doi.org/10.1007/978-3-030-68476-1_67 (indexed in SCOPUS).

6) Smagina, A., Ludviga, I. (2020). Craft Entrepreneurship and Created Value, In Conference
proceedings: 13th International Scientific Conference "Rural Environment. Education.
Personality. (REEP)", May 2020, DOI: 10.22616/REEP.2020.044 (indexed in Web of
Science).

7) Smagina, A. (2016). Entrepreneurship and entrepreneurial opportunities. Conceptual
framework. In Conference proceedings: Multidisciplinary Academic Conference MAC 2016,
February 2016, 22-32. ISBN 978-80-83085-05-8 (indexed in EBSCO).

8) Smagina, A., Lindemanis, A. (2013). Artistic Talents — Facilitators of Creativity and
Innovation, In Conference proceedings: Multidisciplinary Academic Conference MAC 2013,
ISBN 978-80-905442-2-2 (indexed in EBSCO).

9) Smagina, A., Lindemanis, A. (2012), What Creative Industries Have to Offer to Business?
Creative Partnerships and Mutual Benefits, World Academy of Science, Engineering and
Technology International Journal of Social, Behavioural, Educational, Economic, Business
and Industrial Engineering, 6(11), 3280-3285. ISNI:0000000091950263 (indexed in
EBSCO).

Promocijas darba struktiira
Promocijas darbs ir patstavigs pétijums, kas sastav no ievada, Cetram nodalam, ka ari
secindgjumiem un rekomendacijam, pétijjumu ierobeZojumiem un potencialiem p&tijumu


https://journals.aom.org/doi/10.5465/AMBPP.2021.10844abstract
https://doi.org/10.1007/978-3-030-68476-1_67
https://www.researchgate.net/deref/http%3A%2F%2Fdx.doi.org%2F10.22616%2FREEP.2020.044?_sg%5B0%5D=0GQW56J_zUUfDRLnBptUpEjLADLOFPmDJJ88Cc8yl88cnettpwjHCpk_48QsmHEkR3es0KGezTwEJ7OgAezTQFuLFw.0IvdowRhNbhs0Xa6xgniR-uRy_KjA_OJ67H4ti9LhaKAI6qGDO6Es7RKcaj76sBTgF7wM32I7oVSgHwy0xa0mw

virzieniem un bibliografisko norazu saraksta ar 406 citétiem avotiem. Kopgjais lappusu skaits
ir 199, ieskaitot 24 tabulas un 24 attélus, neskaitot 4 pielikumus.

1. NODALA. TEORETISKAIS PAMATOJUMS

Promocijas darba tika izmantoti dazadi informacijas avoti; un lai nodrosinatu teorétiskas bazes
ticamibu un pamatotibu galvenokart tika izmantoti raksti, kas publicéti augsta ranga
akadeémiskajos zurnalos, kas indekséti Scopus, ScienceDirect, Sage Journals, Ebsco, Emerald,
Jstor, Elsevier un Research Gate. Turklat augsta ranga autoru un rakstu identificé$anai ir
izmantota cit§jamibas un lidzcit§jamibas analize. Lai atlasitu batisku informaciju un
klasificétu datus (Pittaway, Holt & Broad, 2014), ir izmantoti sistematiz&Sanas,
caurskatamibas un atkartojamibas principi. Kopuma, lai izveidotu teorétisko bazi pétijumam,
ir atlasitas un analiz&tas vairak neka 400 anotacijas un 300 rakstu.

Promocijas darba ietvaros tika izskatitas vairakas pétljumu sféras: uznémeéjdarbiba no
uznémejdarbibas iesp&ju attistibas un vertibu radisanas un apropriacijas viedokla, uznéméju
identitate, ka arT paterétaju vertibu uztvere. Tomeér Ipasa uzmaniba tika pieversta amatniecibas
sektora specifikai, un informacijai, kas ir ieglta izp&tot vispargjo literatiru par
uzneméjdarbibu, kura tika integréta ar informaciju par amatniecibas sektora specifiku.
Vertiba ir daudzdimensiju jédziens, un promocijas darba ietvaros ta tiek uzskatita par vértibu,
kas ir radita uznemejdarbibas iespgju attistibas procesa. Tomer, radito vertibu var parvertet
tikai tad, ja ta atbilst tirgus un patérétaju vajadzibam. Tadél promocijas darba tika izmantotas
abas perspektivas — no uznéméju puses, kuri rada veértibu un, no patérétaju puses, kuri pienem
lémumus un veic pirkumus, pamatojoties uz vinu priek$tatu un novertgjumu par produktu
vertibu.

1.1. Uzpémegéjdarbiba

Uznemgjdarbibai ir svariga nozime valsts attTstibas un labklajibas stiprina$ana, un tas vienmer
ir bijis ietekmigs un aktuals elements ekonomiskas attistibas, darbavietu radiSanas un socialas
labklajibas nodrosinasana (Reynolds, Hart & Mickiewicz, 2014; Baumol & Strom, 2007).
Uzpémgjdarbiba ir sarezgita paradiba (Gartner, 2001), un starp $aja joma pieejamajam
definicijam ir tadas, kas nozimg, ka uznémeéjdarbiba ir par konkur&josu ricibu, kas vada tirgus
procesu (Kirzner, 1973), organizaciju izveidi (Gartner, 1990), organizaciju atdzivinaSanu
(Azlina, Rahman & Ramli, 2014) vai “jaunas saimnieciskas darbibas ievieSanu, kas noved pie
parmainam tirg” (Sarasvathy, 1999, 2, p. 11). Tomér, ka mingja Sarasvathy, et al. (2010)
uznéméjdarbibu veido idejas, uzskati un riciba jaunas saimnieciskas darbibas ievieSanai kuras
pamata ir uznémejdarbibas iesp&ju piesaiste un attistiSana (Davidsson, 2015), kas savukart ir
uzskatita par uznémgjdarbibas batibu (Shane & Venkataraman, 2000). Shane &
Venkataraman (2000) noradija, ka uznéméjdarbiba attiecas ne tikai uz jauniem uznémumiem,
bet arT uz iznakumu kas ir giits, veiksmigi attistot uznémejdarbibas iespgjas.

Uzpéméjdarbibas iesp€&jas un uznéméju identitate

Promocijas darba ietvaros uznémgjdarbiba ir pétita no iesp&ju attistibas perspektivas; saskana
ar Venkataraman (1997) piedavato definiciju “Uznémeéjdarbiba ir par to, ka, kur§ un ar kadu
iznakumu izveido, piesaista un attistita uznéméjdarbibas iespgjas, lai raditu preces un
pakalpojumus”. Lai uznémgjdarbiba pastavétu, ir jabit uznéméjiem, kas identificg, veido un
attista savas idejas un iespgjas izveidojot savu uzpémumu (Thornberry, 2003). Shane un
Venkataraman (2000) bija pirmie, kas piedavaja pétit uznéméjdarbibu ka individa un iespgju
apvienojumu (individual-opportunity nexus), kas izskaidro saikni starp uzpéméju un
uznémgjdarbibas iesp&jam, kuras ir iespgjams attistit, ka arT mijiedarbibu starp tim. ST pieeja
ir definta ka nelidzsvarotibas pieeja, kas ietver dazada veida iesp&jas un uzné€meéjus (Eckhardt
& Shane, 2003).
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Tadgjadi ir nepiecieSami vairak pétijumu par uznémgjdarbibas iesp&ju bitibu un nozimi, lai
izveidotu ciesaku saikni starp uznéméju identitati un uznémgejdarbibas iesp&jam, ko tie izvelas
piesaistit (Dimov, 2011), ka arT veértibam, ko rada uzn€mg;ji realizgjot §is iesp&jas (Gartner,
1985; Venkataraman, 1997).

Ka norada vairaki pétnieki (McMullen & Shepherd, 2006; Shepherd, McMullen un Jennings,
2007), iespgju mekleéSana ir definéta ka mijiedarbiba starp iesp&jas veidu un uzpemgeja
individualo uztveri un parliecibu (Davidsson, 2015; Dimov, 2007, 2011). Iesp&jas neeksiste
atseviski no apkartgjas biznesa vides un uznémgjiem (Cuervo, Ribeiro & Roig, 2007), tapec
uznéméejam ir japiemit specifiskam Tpasibam un kompetencei, lai identificétu vai piesaistitu
uznéméjdarbibas iespgjas ka ari raditu atbilstosu vértibu (Cuervo, Ribeiro & Roig, 2007). Saja
gadijuma, identitates teorijas (Stets & Burke, 2000; Stryker & Burke, 2000) var sniegt dzilaku
ieskatu tam, ka uznéméji attista noteiktas uznemejdarbibas iesp&jas un kadu iznakumu vini
rada (Shane, 2000; Shane & Venkataraman, 2000).

Tadgjadi pieaug interese par uzneéméju identitati ka noteicoSo elementu attieciba uz
uznémgejdarbibas lémumiem, ricibu un procesiem (Thrane, et al., 2016; Navis & Glynn, 2011,
Shepherd & Haynie, 2009; Farmer, et al., 2011; Down & Warren, 2008; Hoang & Gimeno,
2010), iesp&ju veidiem un tas attistibu (Brandlea, et al., 2018; Wry & York, 2017; York, Neil,
Sarasvathy, 2016), ka ar radito vértibu (Fauchart & Gruber, 2011). Tomé&r pétijumi, kas apvieno
uznéméju identitati ar iesp&ju attistibu un veértibu radisanu, joprojam ir ierobezoti (Davidsson,
2017; Braver & Danneels, 2018), un tajos trikst dziluma un integracijas (Jarvis, 2016). Arl
validétu mériSanas skalu trikums uznéméjdarbibas identitates novértésanai kavé progresu
$aja joma (Bouette & Magee, 2015; EstradaCruz, VerduJover & GomezGras, 2020). Tadejadi,
lai pieverstu uzmanibu uzneémejdarbibas identitates nozimei un ietekmei, $aja promocijas
darba ir ierosinats skatit iesp&ju attistitbas un vértibas radiSanas procesus sasaistitus ar
uzpeméjdarbibas identitati, kuru tiek ierosinats integrét ka papildus elementu
uzneméjdarbibas vertibu radiSanas teorija (Mishra & Zachary,2014).

Uznéméjdarbiba ka vértibu radiSanas process

Uzpémgejdarbibas vertibu radiSanas teorija (Mishra & Zachary, 2014) $aja promocijas darba
tiek izmantota ka pamats, lai izveidotu konceptualu modeli un teor€tisku ietvarstruktiiru
petijumam.

Teorija satur vairakus uzp€meéjdarbibas komponentus, kuri skaidro, ka vertibu radiSanas
process sakas ar uznémeéjdarbibas nodomu attistit uznémeéjdarbibas iesp&ju un turpinas lidz
uznéméjdarbibas pelpas gtisanai. Tomér, neskatoties uz to, ka uznémgjdarbibas vértibu
radiSanas teorija ilustré visu uzpémgjdarbibas procesu, autori atzist, ka iesp€&jams ir
nepiecieSams integrét ari citus papildus komponentus lai teorija biitu pilnigaka un varétu
atspogulot uznémegjdarbibas kontekstu dazadibu (Mishra & Zachary, 2015).

Teorija liecina, ka uznéméju individualas ipasibas nosaka uzpéméjdarbibas nodomus un
veicina uzpeémgjdarbibas kompetences veidosanu (Mishra & Zachary, 2015). Tomér So
argumentu integracija ar pargjo zinatnieku (Obschonka, et al., 2012) viedokli kas apgalvo ka
uznéméjdarbibas nodoms ir socidlo normu un attieksmes (Coase & Wang, 2011) funkcija,
tadgjadi apliecinot, ka individuala identitate un sociala identitate ir cieSi saistitas ar
uznéméjdarbibas nodomiem un arT uznémgjdarbibas kompetenci. Tomér ar uznémejdarbibas
kompetenci vien nepietiek, lai pilniba izskaidrotu uznpémgju lémumus un ricibu. Saskana ar
identitates teorijam (Stryker, 1968; Stryker & Burke, 2000) uznéméju uzvediba dzili saknojas
vinu parlieciba un vertibas, kas ir dala no vinu identitates, kas nosaka, ka individi kliist par
uzpéméjiem, jo velas “validét svarigus pasjédzienus” un tiem ir zinama loma un nostaja
sabiedriba (Baumeister, 2011).

Rezultata, $aja promocijas darba uzn€meéjdarbibas vértibu radiSanas teorija ir paplasinata
ieklaujot papildus elementu - uznémejdarbibas identitati (1.1. attels).



Uznéméjdarbibas
identitate
\
A 4
Uzneémejdarbibas |1.posms| Uzpéméjdarbibas |2.posms| Uznéméjdarbibas
iespeja kompetence pelna
(vertibu potencials) |« (vertibu virzitajs) [ (vertibu apropriacija)

1.3. attéls. Jaunais uznéméjdarbibas vértibu radiSanas teorijas modelis.
Avots: autores veidots, balstoties uz Mishra & Zachary (2014) un literatiras parskatu.

1.2. Vertibas

Jedziens “vertiba” ir plasi lietots dazadas pétijumu jomas. Pieméram, psihologijas pétnieki
peta atseviskas vertibas, paskaidrojot, kas ir svarigi individiem un kas vinus motivé (Fiske,
2008); sociologi saista vértibas ar socialo statusu, normam, tic€jumiem (Lindenberg, 1990;
Fehr & Gintis, 2007); savukart strat€égiskas vadibas joma Normann un Ramirez (1993, p. 65)
norada uz vertibam ka dalu no strat€gijas, kura teikts, ka strat€gija ir “vértibu radiSanas
maksla”. No otras puses, pétnieki uzvedibas ekonomika — pieméram, Sheth, Newman un
Gross (1991a) — pétija precu un pakalpojumu vertibu no klientu un patérétaju viedokla un ka
patérétdji uztver dazadas vertibas. Turklat uznémeéjdarbibas vertibu radisanas teorija apgalvo,
ka vertibu radiSanu un apropriaciju veicina uzne€mgjs, kurs attista noteiktas uznémejdarbibas
iespgjas, lai izveidotu savu biznesu un raditu vértibu un ietekmi. ST pieeja atbilst uz vértibam
balstitai pieejai, ko piedava Klamer (2006), kas apvieno vertibu apropriaciju ar vertibu
valorizaciju.

Pétot uznémgjdarbibas biitibu no Kiznera perspektivas (Kirzner, 1983), uznémgjdarbiba
sastav no konkurétspé&jigas uzvedibas, kas ietekmé visus procesus tirgii un rada jaunas iesp&jas
gala iznakumiem (Kirzner, 1973), un bez Siem iznakumiem uznémgjdarbibas vispar nebtitu.
McMullen (2015) un Lerner et al. (2018) pauda viedokli, ka vértibas saista iespgjas
identific€Sanu ar tas attistiSanas iznakumu.

Funkcionalais viedoklis par uznémgjdarbibu atbilst vispargjai izpratnei par uznéméejdarbibu,
ko piedava ekonomikas teorija (Ogbor, 2000) un ekonomika pieeja vertibu nevertésanai
(Schumpeter, 1934); tomér, aplikojot uznémeéjdarbibu ka paradibu, kas ietverta konkrétaja
konteksta, tas var radit butiskas at$kiribas gan uznéméju motivacija, gan to vértibu radiSanas
darbibas rezultata.

Lai gan ir vieglak definét vertibas attieciba uz produkta vai pakalpojuma funkcionalitati un to
finansialo vertibu un ieguldijumu ekonomika, ir daudz griitak definét un izmerit nematerialas
vertibas. Neskatoties uz lielo petjumu skaitu $aja joma, tom@r ir noverojams zinams
empirisku p&tijumu trukums attieciba Uz nematerialam vertibam (Korsgaard & Anderson,
2011).

Saskana ar Siem argumentiem, Klamer (2011), kur§ izpétija kultGras-ekonomisko vértibu,
piedavaja noskirt kultiiras uznéméjus no ekonomikas uznémeéjiem pamatojoties uz vertibu
radiSanas procesa un rado§uma pakapes atskiribam (Klamer, 2011). Ka mingja Klamer (2011),
ir janoskir citas vértibas (pieméram, socialas un kultiras) no ekonomiskajam vértibam.
Pieméram, maksla un kultara raditas vértibas tiek definétas ka nematerialas vertibas, kas ir
vertibas, kas lauj cilvékiem justies labi, iesaistities pieredz€, veidot emocionalus sakarus utt.
(Arts Council, 2014).

Tadgjadi $1 promocijas darba ietvaros vertiba, Kura tiek radita uznéméjdarbibas rezultata
(Vargo & Lusch, 2004), tiek aplikota ka “lietas vértiba” (Klamer, 2006) un “kop&ja bagatiba”,
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kas izteikta dazadu “bagatibas” veidu kombinacija, tostarp ekonomiska, sociala, ka ari
“materiala un nemateriala, piemeram, parpilniba, laime un vispargja labklajiba” (Zahra et al.,
2009, p. 522).

Apropriacija, vértibu noteik§ana un vértibu piedavajums

Kulttiras ekonomikas pétniecibas joma, saskana ar uz vertibam balstitu pieeju, lai valoriz&tu
raditas vertibas, tam ir jabit nodotam patérétajam (Klamer, 2006; Throsby, 2008). Individam
kur§ §is vertibas ir radijis ir jabut parliecinatam, ka klienti un paterétaji saskata §is veértibas
vinu piedavataja produkta vai pakalpojuma. Tadg] ir svarigi ieklaut $is vertibas komunikacijas
un pardosanas kampanas. Tadgjadi, valorizacija ir atkariga no vertibu veidiem un ka uznéméji
tos komunicé caur raditiem produktiem un pakalpojumiem, ka arT to ka §is veértibas uztver
paterétaji (Klamer, 2011).

Ir divas perspektivas attieciba uz vertibu valorizaciju — kultiras, kas nozimé, ka darbs tiek
atzits un novertéts kultiiras nozar€, un ekonomiska, kas nozimé to, ka raditas vértibas
rezult&jas ekonomiskaja un finansialaja guvuma, kas ir iesp&jams, ja notiek apmaina tirgi.
Sie argumenti saskan ar uznémé&jdarbibas vértibu radidanas teoriju, nosakot ka iespgju
attistibas procesa rezultata tiek raditas vertibas, kas patiesiba ir “biznesa monetarizacija”
(Mishra & Zachary, 2014). Nemot véra dazada veida uznémgjdarbibas rezultatus, biznesa
monetarizacija notieck gan naudas izteiksmg, gan uznémégjdarbibas vizijas un nodomu
IstenoSana, ka arT motivacijas un uzpéméja mérku sasniegSana, kas, savukart, ir uznémeju
identitates sastavdala.

Saskana ar Anderson, Narus un Van (2006), vértibu radiSanas process nosaka biznesa modela
un vertibu piedavajuma veidu. Hacklin, Bjorkdahl un Wallin (2017) uzsver, ka lai giitu pelgu
un nodroSinatu uznpe€muma ilgtsp&jigu attistibu, uznémumam biitu riipigi jadoma par biznesa
modela dizainu, kuram savukart ir jabiit ciesi saistitam ar visiem iesp&ju attistibas procesiem.
Ar1 Ballantyne un Varey (2006, p. 344) uzsvéra, ka “vertibu piedavajumam ir divas puses —
viena puse ir raditaja atspogulojums — to individu kuri rada vértibu, un otra puse ir patérétaja
atspogulojums — to individu, kuri So vértibu saskata un izmanto”. Tadgjadi §is abas puses
parstav uznéméjus, ki vertibu raditajus, un patérétajus, ka labuma guvéjus. Saja abu pusu
mijiedarbiba ir svarigi saskanot patérétaju vajadzibas un gaidas ar uzpe€meju vertibu
piedavajumu (Kaplan & Nortons, 2004). Ar1 dazi citi autori (Lindgren & Packendorff, 2009;
Coviello & Joseph, 2012) piebilst, ka janem véra gan uznémeju raditas vertibas, gan paterétaju
viedokli par $adam vértibam (Vargo & Lusch, 2004).

Zinatnieku argumentu dazadiba attieciba uz uznémeéjdarbibu, ka uznémeéjdarbibas pétijumu
virziena attistiba pavéra pétniekiem iesp€jas piedavat jaunas pieejas un perspektivas un
pievérst vairak uzmanibas komplicétai vértibu radiSanas biitibai (Dimov, 2007; 2018).

Patérétaju uztvertas vértibas

Uzne&mgji rada vertibas, pamatojoties uz saviem pienémumiem par pat€rétaju veélmém un
uztveri, jo tikai pat€rétaji var novertet, definét un pateikt, kas vigiem ir svarigs un vertigs
(Payne & Holt, 2002; Vargo & Lusch, 2004).

Patérétaju uztvertas vertibas ir pilniba atkarigas no individu personigajiem spriedumiem par
to, kas ir pieredzéts (Chang & Dibb, 2012).

Tadgjadi promocijas darba tiek izmantota patérétaju uztverto vertibu pieeja, kura ir definéts
ka pat@rétaji uztver piedavatus produktus vai pakalpojumus pamatojoties uz vinu ieprieksgjo
pieredzi attieciba uz produktu Ipasibam ar kuru starpniecibu vini var piepildit savas vélmes
un gaidas (Woodruff, 1997).

Turklat paterétaju uztvertas vertibas tiesi ietekmé pirkuma lémumu un tiek plasi uzskatits par
galveno noteicgju konkurétspg&jigu prieksrocibu un biznesa panakumu nodrosinasana, jo tas ir



galvenais kas nosaka patérétaju izvéli un kas noved pie klientu lojalitates un atkartotiem
pirkumiem (Zauner, Koller & Hatak, 2015).

Saskana ar Sweeney un Soutar (2001) paterétaju vertibu teorija (Sheth, Newman & Gross,
1991) nodrosina spécigu teorétisko pamatu, uz kura var veidot mérisanas skalas un petjjumu
instrumentus, lai novertétu paterétaju uztvertas vertibas. Tapat Zauner, Koller un Hatak
(2015) pieturas pie ta, ka patérétaju vertibu teorija ir viena no visbiezak izmantotajiem
konceptualajiem pamatiem paterétaju vertibu izpétei.

Saskana ar §1 promocijas darba mérkiem, lai novértétu patérétaju uztvertas amatniecibas
produktu veértibas, Sis darbs ietver pétniecibas instrumenta izstradi, kura pamata ir patérétaju
vertibu teorijas vertibu kopums kas ieklauj 5 galvenas vértibu kategorijas: funkcionalas,
socialas, emocionalas, epistémiskas un nosacitas vértibas. Promocijas darba ietvaros $is
vertibu kopums ir paplasinats, lai ietvertu arf citas vertibas, kas atspogulotu visas vertibas
kuras tiek raditajas amatniecibas uznéméjdarbibas rezultata. Tadel, patérétaju vertibu teorijas
vertibam papildus pievienotas vertibas kuras ir verificétas un pamatotas izmantojot literattiras
apskata laika iegitu informaciju, tadgjadi veidojot empiriski iegtito, bet pamatoto ar attiecigo
literattiru vertibu kopumu.

Kopuma ir defingtas 14 vertibas, kuras atspogulo 5 paterétaju vertibu teorijas vertibu
kategorijas.

Saskana ar patérétaju vértibu teoriju, funkcionalas veértibas ir balstitas uz ekonomiskas
lietderibas teorijas (Economic Utility Theory) un nozimé ekonomisko racionalismu. Sweeney
un Soutar (2001), izstradajot PERVAL skalu, kas balstita uz Zeithaml (1988) pétijuma,
sadalfja funkcionalas vértibas divas apak$vertibas: cena/vertiba pret naudu un kvalitate. Cenu
ka funkcionalas vertibas sastavdalu defin€ ka produkta lietderigumu un vertiba pret naudu,
vai “sapratigo cenu” (Shehely, Wang & Uddin, 2016); savukart kvalitati definé ka produkta
vai pakalpojuma vispargjo izcilibu un parakumu (Hazlin, Nurazariah & Hafizzah, 2016).
Socialas vertibas izpauzas dazados Itmenos, tostarp individualaja un sabiedribas limeni
(Kroezen, et al. 2020). Ka norada Ballantine, Roberts un Korgen (2017, p. 89), “sabiedriba
sastav no individiem, kas dzivo kopa konkrétaja regiona un kam ir vienota kultira”, kas
nozimé, ka sabiedriba ir ka “programmattra”, kas nosaka procesus, kas notiek socialaja joma.
Citi autori apgalvo, ka sociala vertiba ietver mantojuma, kultliras un socialas apak$vertibas,
kas plasaka konteksta attiecas uz sabiedribu, kas dzili saknojas kultiiras normas, ticgjumos,
parazas, simbolos, ka arl zinasanas un tradicijas (Jones, 2017; Szmelter, 2013; Dans,
Gonsaless & Enriques, 2020). Labaka izpratne un lepnums par nacionalo mantojumu un
kultaras identitati (Anderson, 2000) ir vél viens piemérs kas demonstré sabiedribai radito
vertibu. Produktu un pakalpojumu sociala vértiba ir saistita ar to, ka patérétaji jutas atziti,
radot labu iespaidu un iegiistot socialo atbalstu (Sweeney & Soutar, 2001). Produktiem, kas
lauj patérétajiem dalities sava pieredz€ un zinasanas vai uzlabot savu socialo t€lu ir augstaka
sociala vertiba (Sweeney & Soutar, 2001). Turklat, Florida (2003) un Seidl et al. (2003)
saistija socialo vertibu ar regionalo attistibu, labklajibu, solidaritati un sadarbibu; savukart
Stern & Seifert (2010) to saistija ar vietu atdzivinaSanu un kopienu socialo un ekonomisko
vitalitati. Papildus, saskana ar citu pétnieku viedokli (Kroezen, et al., 2018; Arts Council
England, 2014), sociala veértiba ari ietver regionalo attistibu un kopienas kohézijas
veicinasanu.

Ka to defingja Sweeney un Soutar (2001), emocionalas vértibas ir vertibas, kas rodas no
pozitivam sajiitam un emocijam, pérkot un lietojot produktu (Hazlin, Nurazariah & Hafizzah,
2016). Estetika, skaistums un dailrade veido produkta emociondlo vértibu (Sanchez-
Fernandez, Iniesta-Bonillo & Holbrook, 2008; Sheth, Newman & Gross, 1991b). Page un
Herr (2002) ierosinaja novertét estétisko vertibu péc 4 pazimém: pievilcigums, skaistums,
iepriecinos$s un patikams t€ls. Papildus, Hassenzahl un Monk (2010) piedavaja hedonisku
vertibu, ko salidzindja ar valdzino$umu, stiligumu, izcilibu un radoSumu. Sweeney & Soutar
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(2001) ierosindja apsveért produktu retumu (unikalitati). Turklat, Rintamaki, Kuusela un
Mitroen (2007) rosindja izverteét simboliskas vertibas, kas musdienas Skiet svarigakas par
citam vertibam, jo lauj sasniegt lidzsvaru un asocigjas ar pozitivam emocijam ka prieks,
interese, laime, un tml. (Creusen & Schoormans, 2005).

Epistéemiskas vértiba attiecas uz zinkaribu, novitati vai zinasanam, kas iegiitas, izmantojot
jaunus produktus (Pura, 2005) un jaunu, atkirigu pieredzi (Hassan, 2017). Tas ir saistits ar
parsteiguma vai novitates aspektu un produkta sp&ju radit ieinteresétibu. Turklat, epistémiskas
vertibas ir nozimigas, lai apmierinatu vélmi p&c zinaSanam, kas ir svarigs patérétajiem kuri
meklg jaunu pieredzi (Sweeney & Soutar, 2001). Misdienu amatniecibas tirgi tas ir saistits
ar amatniecibas produktu inovativu un radoso vertibu, ka arT ar izglitojoSo vertibu, ko izjlit
paterétaji piedaloties amatniecibai veltitos pasakumos vai radosas darbnicas.

Ka norada Sheth, Newman un Gross (1991), nosacitas vertibas attiecas uz produktiem vai
pakalpojumiem, kuru vértiba ir cie$i saistita ar lietoSanu konkréta konteksta. Saskana ar
Holbrook (1999), nosacita vertiba ir atkariga no konteksta, kura tiek izjusta §1 vértiba, un ta
parasti attiecas tikai uz konkrétu situaciju. P&tjjumos konstatéts, ka nosacitai vértibai ir butiska
nozime ilgtspgjigam patérinam (Biswas & Roy, 2015) un videi draudzigai iepirk$anas
(Goncalves, Lourenco & Silva, 2016) uzvedibas veidoSanai. Haws et al. (2010) ierosina
izmantot “zalo” pat€retaju vertibu un defing “zalos” paterétajus ka tos, kuri rlipigi izverte savu
pirkumu un ta ietekmi uz apkartgjo vidi.

Vertibu izvértéjums no patérétaju puses

Pateretaju uztvertas vertibas ir petijusi daudzi p&tnieki (Chang & Dibb, 2012; Payne & Holt,
2002; Sanchez-Fernandez, Iniesta-Bonillo & Holbrook, 2008). Tomér pétnieki aicina veikt
papildu pétijumus, lai novérstu zinasanu trikumu attieciba uz veértibu pilno spektru, ko biitu
iesp&jams izmantot izvert€jot konkréto tautsaimniecibas sektoru vai biznesa kontekstu
(Korsgaard & Anderson, 2011). Tapat triikst pétniecibas instrumentu, lai efektivi raksturotu
un izméritu dazadas vertibas (Leroi-Werelds, et al., 2014; Menon, et al., 2005; Korsgaard &
Anderson, 2011).

Pamatojoties uz minétajiem argumentiem, lai novert€tu amatniecibas izstradajumu patérétaju
uztvertas vertibas un tas ietekmi uz patérétaju uzvedibu attieciba uz vinu apmierinatibu, vélmi
rekomendgt un veikt atkartotu pirkumu, ka ar uz vigu pirkSanas uzvedibu, promocijas darba
ir ieklauta meriSanas skalas un aptaujas anketas izstrade, kas izstradata atspogulojot
amatniecibas produktos ieklauto vertibu dazadibu.

1.3. Amatnieciba

Sis promocijas darbs ir veltits uznémgjdarbibai un vértibu radidanai un apropriacijai
amatniecibas sektora Latvija. Sakara ar p&tijumu un literatiiras triikumu par uznéméjdarbibu
amatniecibas sektora ir izmantota literatlira, kas attiecas uz uznéméjdarbibu un vértibu
radiSanu un apropriaciju plasakaja konteksta. Lai sasniegtu promocijas darba merki ta tika
papildinata izmantojot literatliru, kas attiecas uz amatniecibas sektora specifiku.

Amatnieciba un amatniecibas uznéméjdarbiba

Neskatoties uz amatniecibas sektora atdzivina$anu, joprojam nav vienotas definicijas
(Kroezen, et al., 2018; Bell & Vachhani, 2020; Pret & Cogan, 2019) ne attieciba uz
amatniecibu, ne uz amatniecibas uznpémeéjdarbibu (Risatti, 2007; Tregear, 2005; Ratten &
Ferreira, 2017). Dazi uzskata, ka tas ir par roku darbu un funkcionalitati, savukart citi apgalvo,
ka tas ir par radoSumu, inovacijam un tradicionalajam prasmém un metodém, ko izmanto
amatniecibas produkcijas razoSana (Risatti, 2007; Mecnika et al., 2014). Kroezen, et al. (2021,
p. 2) defin€ amatniecibu ka “humanistisku pieeju darbam, kura procesu vada cilveki nevis
tehnika un kas ietver TpaSas amatniecibas prasmes, holistisku pieeju un lielu iesaistisanos



darba procesa, ka arT ieguldijumu sabiedriba. Runajot par amatniecibu, roku darbu min ari
O’Connor (2017), sakot ka amatniecibas darbs ir heterogéna Zestu sistéma, kas lauj pieskirt
objektam formu un jégu.

Lai gan amatnieciba ir pastavgjusi tikstoSiem gadu, amatniecibas uznémejdarbiba
salidzinajuma ar vispargjo uzpémejdarbibu ir salidzinoSi jauna zinasanu joma (Doreen &
Thomas, 2017). Baldacchino un Cutajar (201 1) min, ka amatniecibas uzpémumi ir parasti Joti
mazi un izgatavo pavisam nelielu izstradajumu apjomu. Kalinina (2016, p. 1) piebilst, ka
amatniecibas uznéméjdarbiba ir “mazs uznémums vai persona, kas nodarbojas ar precu
razosanu, parveido$anu vai remontu, neizmantojot iekartas un kura nav vairak par pieciem
darbiniekiem”. Ir dazadi p&tjjumu virzieni attieciba uz amatniecibu, tom@ pétjjumi par
amatniecibas uznpéméjdarbibu un amatniecibas uznéméjiem joprojam ir loti ierobezoti un
sadrumstaloti (Kroezen et al. 2021; Gordini & Rancati, 2015), un tas prasa detaliz&taku
ieskatu (Jakob & Thomas, 2017; Lhermitte, Perrin, & Blanc, 2015).

Sis promocijas darbs ir balstits uz piengmumu, ka amatniecibas uznéméjdarbiba atikiras no
uznéméejdarbibas citos ekonomikas sektoros (Fillis, 2008; Tregear, 2005; Pret, Shaw & Dodd,
2016) un uzpéméjdarbibu amatniecibas scktora atSkir darba atmosfera, kura amatnieki
izgatavo savus izstradajumus; “kultiiras” pre¢u raZosana, ka ari darbs ar cilvékiem, kuri biezi
vien ir vairak orientéti uz saturu neka pelpas gtsanu (Chaston & Sadler-Smith, 2012;
Wennekers, et al., 2010).

Amatniecibas uznemeji

Sakara ar to, ka amatniecibas sektors atrodas cie$a mijiedarbiba ar citiem sektoriem,
amatniecibas uznéméjiem it japielieto daudz dazadu prasmju un iemanu lai sasniegtu rezultatu
un atrastu Iidzsvaru starp savu ekonomisko un idealistisko (altruistisko) motivaciju (Bilton,
2010; Klamer, 2011). Savukart tie$i §is prasmes un iemanas, kas ir dala no uzpéméju
identitates, kliist par vissvarigakiem amatniecibas uznéméju motivacijas un attistibas avotiem
(Luckman, 2018; Falck, et al., 2010; Hoang & Gimeno, 2010; Shepherd & Haynie, 2009).
Daudzi pétnieki, kas veic pétijumus amatniecibas sektora (Cater, Collins & Beal, 2017;
Popelka & Littrell, 1991) uzsver individualo vértibu un uzskatu nozimigumu un to, cik svarigi
ir lidzsvarot uznémejdarbibas principus ar individa radoSajam un dzivesveida prioritatém un
“palikt uzticigam savai butibai” (Tregear, 2005, p. 11); tadgjadi noradot uz to, cik svarigi ir
izpetit kada veida amatniecibas uzn€meéji var izmantot savu atSkirigo dabu, unikalas
kompetences un jaunas tirgus prioritates (Cater, Collins & Beal, 2017; McAdam, et al., 2014).
Turklat Simpson, Tuck un Bellamy (2004) apgalvo, ka uzpnémgju ipa$ibas, attieksme,
motivacija un izvirzitie mérki veido vinu izpratni un attieksmi pret panakumiem un izaugsmi,
kam savukart ir liela nozime uznémuma ilgtsp&jigai attistibai (Luckman, 2018; Rae, 2007;
Kirkley, 2016; Walker & Brown, 2004).

Amatniecibas uznémeéju identitate un tipologija

Nemot véra atskirigo amatniecibas sektora stradajoso uznémeéju identitates un biznesa iesp&ju
raksturu, p&tnieki (piem. Arias & Cruz, 2018) iesaka petit identitati un iesp&jas katra biznesa
konteksta atseviski, ipaSu uzmanibu pieveérsot to ietekmei uz raditu vértibu (Bruyat & Julien,
2000; Doyle & Ho, 2010). Lai gan pastav dazadas uznéméju tipologijas, ko piedava pétnieki,
lielaka dala tipologiju balstas uz “klasisko modeli”, kura uznéméji tiek iedaliti p&c Tpasibam,
kas saknojas ekonomika, pieméram, tieksme uznemties risku, orientacija uz pelnu,
internacionalizacija, eksporteéSanas prakse, resursu iegiiSanas prakse utt. Ka noradija Bouette
un Magee (2015) un ari Fillis (2008), trikst uzmanibas amatniecibas uznémgju tipologijam.
Ka norada Pret un Cogan (2018), tipologijas, kas ir piedavatas amatniecibas uznémejdarbibas
joma, nav pilnigas, un ir nepiecieSama dzilaka un plasaka analize, lai izstradatu jaunas
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tipologijas ar uzsvaru uz uznéméju daudzveidibu, kas saistita ar uznémgjdarbibas iesp&ju
attistiSanu noteiktaja konteksta (Jaouen & Lasch, 2013; Mills & Pawson, 2011).

Amatniecibas uznemejdarbiba no vertibu perspektivas

Saskana ar ES zinojumiem attieciba uz rado$am industrijam (Innocrafts, 2014), tas vertiba
politikas joma vél nav pietiekami izp&tita un atzita. Pieméram, Klamera Valorizacijas modelis
(Klamer, 2011) norada ka uznémgjus, kas darbojas kultiiras vai rado$aja joma “vada ideja vai
iek$&jais redz&jums, ko vini stingri atbalsta”, un vini batiski atSkiras no citiem uznpémgjiem
iesp&ju attistibas un vertibu radiSanas procesa. Blundel (2002) un Mathias un Smith (2015)
norada, ka amatnieki ir piesardzigi savu biznesa iesp&ju izv€lé un vini izmanto tikai tas
iespgjas, kas atbilst vinu iek$&jiem principiem un mérkiem. Klamer (2011) min, ka amatnieki
rada atSkirigas vertibas un ir aktivi iesaistiti preCu radiSana, kas atspogulo vinu identitati
(Klamer, 2011). Tapéc pétijumu trikums par veértibam, kas raditas amatniecibas sektora, ir
noteico$s, jo amatniecibas uzpémgéjiem ir liels potencials veicinat viet&jas ekonomikas
transformaciju un attistibu (Innocrafts, 2014, Ministry of Culture, 2021).

Danson et al. (2015), Pret un Carter (2017), ka ari Warren (2014) norada, ka amatnieki
salidzinajuma ar citiem uznéméjiem, kas vairak orient€jas uz pelnu (Welter, Baker &
Audretsch, 2016), tiecas radit socialo vértibu un iesaistities radoSaja praksg, veicinot inovaciju
(Danson et al., 2015; Esposti, Fastigi & Vigano, 2017). Turklat tradicijam un kultGras
mantojumam biezZi ir svariga nozime uzpéméjdarbibas vértibu radisana. Uznémgji atspogulo
§1s nacionalas iezimes savos produktos, tadgjadi veicinot internacionalizaciju un eksportu
(McAuley & Fillis, 2005). Pieméram, Baker & Welter (2017) uzsvéra saistibu starp
amatniecibas uzpémumiem un vietu kur tie atrodas, kas nozimé, ka amatniecibas
uzneméjdarbiba ir ciesi saistita ar kultiras mantojuma vertibam, vesturi, viet€jam tradicijam
un t€lu, padarot to pievilcigu tliristiem (McAuley & Fillis, 2005, p. 499). Saskana ar Tharakan
(2011, p. 197) amatniecibas izstradajumiem ir “stasts un identitate”, kas iestradati to
emocionalaja vértiba. Sie personiskie stasti par amatniecibas meistariem ir ciesi saistiti ar vipu
personisko identitati, ka arT tas pamata esoSo regionalo, socialo un kultiras identitati
(Audretsch, Cunningham & Kuratko, 2019), ko var saprast, tikai parzinot vietgjos ritualus,
tradicijas un vidi (Summatavet, 2005). Tharakan (2011) un Tung (2012) runa par amatnieku
un vietgjas sabiedribas cieso saikni, noradot, ka vietgjie resursi palidz uznémgjiem radit ipasu,
ar uzp€muma atrasanas vietu sasaistitu vértibu (Kuusk, et al., 2014). Saskana ar Kroezen et
al. (2021) un Kobelev (2000), izstradajumi un pakalpojumi, kas ir raditi amatniecibas sektora,
veido atSkirigu pre¢u grupu un kalpo noteiktam patérétaju tirgum. Nemot véra amatniecibas
izstradajumu originalitati, estétiku un autentiskumu, patérétaji parasti novertgjot ta vertibu, ir
gatavi maksat par $adiem izstradajumiem augstako cenu (Craft Council, 2020; Sennett, 2008).

1.4. Amatniecibas sektors Latvija

Saskana ar Latvijas ilgtsp&jigas attistibas planu amatniecibai tiek pieskirta svariga loma
nacionala mantojuma saglabasana, tradicijas un latvieSu nacionalas identitates veidoSana.
Turklat amatnieciba veicina vietgjas ekonomikas izaugsmi, palidz attistit atpiitas un attistibas
centrus, publiskas vietas, ka arT apvienot kopienas (Saeima of Latvia, 2020). Latvijas
amatniecibas sektors veicina Latvijas atpazistamibu arzemés. Uzpeémumi, kas eksportg,
atzimé lielo pieprasijumu p&c Latvijas amatniecibas izstradajumiem ka produkcijas, kas
parstav Latvijas kulttru, tradicijas un Latvijas dzivesveidu (AC Consultancy, 2014; Saeima
of Latvia, 2020). Ka atzim&ja Latvijas Ekonomikas ministrija (2011), regionalas tarisma
attistibas un socialas labklajibas uzlaboSanai regionos liela nozime ir tadam tradicionalajam
amatniecibas iemanam ka auSana, kokapstrade, sudraba un metala darinasana, keramika,
dzintara, linu, vilnas un citu izstradajumu apstrade. Turklat amatniecibas uznémumiem, kas
nav iesaistiti masveida razoSana, bet izmanto radoSumu, attistibas procesa uzkratas



tradicionalas zinaSanas un prasmes, ir svariga loma inovativu produktu izstradg, vienlaikus
saglabajot Latvijas kultiras mantojumu (Ministry of Economics, 2011).

Amatniecibas sektoru Latvija ietekme dazadi sektora attistiba iesaistitie dalibnieki. To vidi ir
amatnieki, Ekonomikas ministrija, Kultiras ministrija, Izglittbas un zinatnes ministrija,
Latvijas Amatniecibas kamera (LAK), Latvijas Nacionalais kultiiras centrs, izglitibas
iestades, viet€jas pasvaldibas, amatniecibas centri, tiirisma asociacijas, rado$o uzpeémumu
inkubatori un amatnieku profesionalas organizacijas, pieméram, gildes, asociacijas un tas
apvienibas. Sis organizacijas un iestades atbalsta sektora attistibu, veicina amatniecibas
izglitibu, piedalas tiesibu aktu izstrad€, ka ari organizg un atbalsta sabiedriskus pasakumus un
svétkus ar amatnieku piedaliSanos (LAK, 2020).

Amatnieku darbu Latvija regulé Latvijas Republikas likums “Par amatniecibu”, kas pienemts
2008. gada. Tas regulé sektora vispargjos darbibas principus un nodrosina pamatu
amatniecibas izglitibai un profesionalas kvalifikacijas pieskirSanai. Likums defing amatnieku
ka personu, kas veic darbu kada no profesionalajam profesijam, noraditam 2009. gada
apstiprinatos Ministru kabineta noteikumos Nr. 762. Tas kopuma ietver 169 profesijas, kas
minétas ka amatnieciba un kas ir sagrup€tas septinds amatniecibas sektora kategorijas:
celtnieciba un blivnieciba; metalapstrade un tehniskais aprikojums; kokapstrade; apgérbu,
tekstilizstradajumu un adas apstrade; partikas apstrade; veseliba un kermena kopsana; ka ar1
stikla, papira apstrade, keramika un darbs ar miizikas instrumentiem.

Lai gan LAK registré uznpémumus un personas, kas sanem oficialu apstiprinajumu par savam
amatniecibas prasmém, oficiali definétu prasibu un kritériju, lai nodalitu amatniecibas
uznémejus vai amatniecibas uzp€mumus no citam juridiskdm personam tomeér pagaidam nav.
Turklat LAK registre tikai tos, kas ir sanémusi amatniecibas meistara, eksperta vai macekla
diplomu, tadgjadi neieklaujot oficialaja saraksta citus amatniecibas uzpémumus un
individualos uznémgjus, kas darbojas $aja sektora un kuri izpilda jebkada veida amatniecibas
darbus. Tadgjadi Latvija statistikas dati par amatniecibas sektoru nav pilnigi.

Tomér, ka liecina LAK majaslapa pieejamie dati, Latvija ir registréti 44 amatniecibas
uznémumi un 432 amatnieki, kuriem ir pieskirts amatniecibas meistaribas Ilimenis (eksperts,
meistars vai zellis).

1.1. tabula.
LAK registrétie amatnieki un amatniecibas uznémumi
Vienibas Uzpeémumi Meistari Eksperti Zelli
Skaits 44 295 18 119
(4 kategorijas) |(64 kvalifikacijas) | (12 kvalifikacijas)| (25 kvalifikacijas)

Avots: autores veidots, balstoties uz LAK datiem.

1.5. Konceptualais modelis

Lai uzbuvetu §1 promocijas darba konceptualo modeli ka sakotngjais teorétiskais pamats ir
izmantota uznémgjdarbibas vertibu radisanas teorija (Mishra & Zachary, 2014).

Tomer, ka uzsver Delbuidge & Fiss (2013) un arT Mishra & Zachary (2014) neviena teorija
nav bez ierobezojumiem un dazadas modifikacijas un uzlabojumi ir nepiecieSami lai teorijas
atspogulotu uznémgjdarbibas specifiku kada no biznesa vai tautsaimniecibas nozarém. Tapéc
§1 promocijas darba gaita uznémgjdarbibas vértibu radiSanas teorija papildinata pievienojot
papildus komponentus, kuri izriet apkopojot teorétiskos un empiriskos datus iegiitus pétijumu
laika, tadg&jadi uzrunajot petniecibas trikumus min&tus literatiiras parskata. Papildinata teorija
lauj dzilak ieskatities vertibu radiSanas procesa biitiba un pieverst uzmanibu svarigakiem
uznémgjdarbibas procesa faktoriem, kas ietekmé vertibu radiSanu un apropriaciju
uznéméjdarbiba.

Lai izprastu amatniecibas uznémejdarbibu no vertibu radiSanas un apropriacijas viedokla, ir
vajadzigs gan uznémeju, gan pateérétaju redz&jums. Saskana ar vairaku autoru secinajumiem
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(piem. Klamer, 2006; Throsby, 2008; Jurgenson, 2015), uzneémumu raditas vértibas varétu
ieraudzit un izmantot tikai tad, ja tas ir valoriz&tas. Saja konteksta patérétaju vértibu teorija ir
nozimigs pamats, ka novertetu raditas vertibas no patérétaju viedokla, tadel, Saja promocijas
darba ir piedavats apvienot §is divas pieejas, lai labak atspogulotu uznémeéjdarbibas vertibu
radiSanas procesu, kas, savukart pamata ir atspogulots uznémeéjdarbibas vértibu radiSanas
teorija.

Turklat, uznémgja ietekme uz vertibu radisanas un apropriacijas procesu ir nenoliedzama un
to arT atspogulo identitates teorijas, kas apgalvo, ka uznémgju identitate ir ciesi saistita ar
uznémgjdarbibas procesiem un rezultatu. Tadel tiek ierosinats paplasinat uznémgjdarbibas
vertibu radiSanas teoriju un pievienot uznpéméju identitati, kas sevi ietver uzne€méju viziju
attieciba uz vertibam, ko vini véElas radit, kd vienu no uznémégjdarbibas procesa
pamatelementiem, nepiecieSamiem lai nodro$inatu vértibu apropriaciju un uznémgjdarbibas
pelpu. Tadgjadi Sis promocijas darba konceptualais modelis ir veidots, pamatojoties uz
uznémejdarbibas vertibu radiSanas teoriju, kas ir papildinata, ieklaujot uznémeja identitati un
patérétaju redz&jumu (1.2. attéls).

Prioritaras
vertibas
Uznéméjdarbibas
identitate
Uznémeéjdarbibas Raditas o Valorizetas vertibas
iesp&ja vértibas Uznemeéjdarbibas pelna

'y

|
Uznemeéjdarbibas vertibu |
piedavajums

Uztvertas
vertibas

Veértibu apropriacija
1.4. attels. Petijuma teorétiskais modelis.
Avots: autores veidots, balstoties uz literatiiras parskatu.
Pétijuma jautajumi
Promocijas darba galvenais p&tijuma jautajums ir: kadas ir uzn€méju raditas vertibas un ka
tas uztver paterétaji, lai nodrosinatu vertibu apropriaciju un uznémejdarbibas pelpu?
Lai sasniegtu p&tfjuma merki un atbildeto uz galvéno pétijuma jautajumu ir izvirziti vel sesi
pétijuma jautajumi:
PJ1: Kadus vertibu veidus izvélas un rada uznémgji amatniecibas sektora Latvija?
PJ2: Ka var klasificét amatniecibas uznémgjus, lai izveidotu vinu tipologiju?
PJ3: Ka paterétaji uztver veértibas, kuras ir radijusi amatniecibas uznémgji?
PJ4: Ka patérétaju uztvere par amatniecibas produktu vertibam ietekmé vinu uzvedibas
nodomus un rezultatus?
PJ5: Ka patérétaju uztvere par amatniecibas produktu vértibam ietekmé vinu pirkuma
[émumus, kuru rezultata notiek vertibu apropriacija un giita uznémeéjdarbibas pelna?
PJ6: Kas ir amatniecibas uznémgjdarbiba un ka to var definét?

2.NODALA. PETNIECIBAS METODOLOGIJA



Pétijuma pamata ir seciga, jaukta pétniecibas metodologija, kas ietver vispirms, kvalitativo un
péc tam, pamatojoties uz kvalitativajiem pétljumu rezultatiem, kvantitativo datu rezultatu
analizi.

Empiriskie dati pétijumam Latvija iegiti laika posma no 2019. lidz 2021. gadam.
Kvalitativo datu analize bija paredzgta, lai izp&titu amatniecibas uznémeéjdarbibas biitibu un
veértibu radiSanu, izmantojot pamatoto teoriju (PT). Nemot véra to, ka pé&tijumi par
amatniecibas sektoru un amatniecibas uznémgjdarbibu Latvija ir ierobeZoti un nepietiekami,
ka noradija Straus & Corbin (2014), biitu ieteicams lietot tiesi PT pieeju. ST pieeja ir izmantota,
lai analizétu uzpéméjdarbibu ka uznémeéjdarbibas iespgju attistibas un vértibu radiSanas
procesu amatniecibas sektora un piedavatu jaunu amatniecibas uznémeéju tipologiju.
Pétljuma otraja dala ir izmantota kvantitativa p&tniecibas metodologija un lai to veiktu ir
izstradata vertibu mérisanas skala un patérétaju aptauja. Kvantitativais pétijjums ir veikts, lai
parbauditu un apstiprinatu kvalitativas dalas rezultatus un novertétu, ka patérétaji uztver
amatniecibas uznémeju raditas vertibas un ka tas ietekmé vinu pirk$anas paradumus, ka art
vertibu apropriaciju un uznémeéjdarbibas pelnu.

Petijuma konceptualas modelis ir atspogulots 2.1. attgla.

AMATNIECIBAS
UZNEMEJDARBIBA R©°
‘ PATERETAJS AMATNIECIBAS UZNEMEJS |
Amatniecibas Iespéjas |Identitite |Vertibas
produktu veértibas N
T RQ3 RQ2
v v
Patérétaju priekSstats Uzn&méju tipologija
par véribham
RQ4 RO1
h A A A
Pirkumu nodomi un Raditas vertibas
rezultati
RQS
Pirkuma uzvediba
Veértibu apropriacija / Uznéméjdarbibas pelna

2.3. attels. Pétijjuma konceptualas modelis.
Avots: autores veidots.

2.1. Kvalitativa pétijjuma metodologija
Pieeja un dati

Sis metodologijas izvéli nosaka tas, ka kvalitativas pétniecibas metodes, tostarp PT pieeja, ir
vispiemerotakas tadu paradibu analizei, kas vél nav péfitas, izprastas vai pienacigi izskaidrotas
(Glaser & Strauss, 1967). Viena no metodém, ko biezi izmanto pielietojot PT pieeju, ir
gadijumu izp&tes metode (Yin, 2009). Ta ietver dazadu tehniku izmanto$anu - novérojumus,
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satura analizi, intervijas utt., ko izmanto, lai dzilak un labak izpétitu ieglito informaciju.
Eisenhardt (1989) iesaka izmantot stastu parstastiSanas pieeju, lai pilnigak atspogulotu to, ko
uznémgji stasta par sevi, savu pieredzi, un uznémejdarbibas iesp&jam vini izvelas piesaistit un
attistit (Dimov, 2011).

Pétijuma gaita tika izmantoti vairaki datu avoti, tomér primarie dati tika vakti, izmantojot
dalgji strukturgtas intervijas ar amatniecibas uznéméjiem — savu amatniecibas uzgpémumu
dibinatajiem. Lai nodro$inatu datu pamatotibas principu un palielinatu pétijjuma ticamibu, ir
izmantota datu triangulacija — intervijas, novérojumi un sekundarie dati (socialie un drukatie
mediji, dokumenti, video, radio un tie$saistes intervijas, utt.), ka ari dalibnieku validacija.
Saskana ar Bloor et al. (2001), dalibnieku validacijas metode paredz ka datu analizes rezultati
ir nodoti atpakal dalibniekiem parbaudei un apstiprinasanai.

Izlase un datu vaksana

Pétijuma kvalitativa dala tika balstita uz datiem, kas iegtti no 20 amatniecibas uznémgjiem
Latvija. Uznémumi tika izv€l&ti, lai nodro§inatu uzpémumu un uznémégju daudzveidibu, ka
arT atspogulotu uznémgjdarbibas veidu, lieluma, specializacijas un viedoklu dazadibu.
Atlasttie gadijumi iek]auj, bet neaprobezojas ar sekojosiem amatniecibas uznémumu veidiem
(pamatojoties uz Latvijas amatniecibas uzpémumu un amatniecibas meistaru registrétajiem
veidiem): juvelierizstradagjumu dizains un izgatavoSana; ziedu dizains; amatniecibas
aksesuari; jumtu remonts un renovacija; mébelu razo$ana un restauracija; roku darina$ana un
miizikas instrumentu restauracija; tautas t€rpu un aksesuaru izgatavosSana; keramika; rokam
darinats porcelans; vilna, vitolu apstrade un pinumi; suveniru izgatavo$ana un maizes cepsana.
Lai nodroSinatu datu patiesumu, gadijumi tika identificéti un atlasiti, pamatojoties uz
krit€rijiem, ko izmanto citi zinatnieki, kas p&ta amatniecibu un amatniecibas uznémejdarbibu.
Izvéloties gadijumus, tika ieverots, lai visi uzpémumi ir registréti ka juridiskas personas, kas
darbojas amatniecibas sektora vismaz 3 gadus; uzpémuma dibinatajs vai vina uzpémums
darbojas amatniecibas sektora un darbs pamata ir saistits ar roku darbu. Turklat tika pienemts,
ka visiem uzp@mumiem, lai nodro§inatu ilgtsp&jigu attistibu, ir svarigs vinu finansialais
rezultats. Bezpelnas organizacijas (t. i., labdaribas organizacijas, brivpratigas organizacijas un
publiska sektora organizacijas) netika ieklautas petijuma. Gadijumi ir izveleti, izmantojot
mérktiecigo izlases veidosanas metodi (Patton, 2002), un ir ieverots, lai gadijumi atspogulotu
amatniecibas uznémumus dazados Latvijas regionos.

Intervijas

Intervijas ar amatniecibas uznémgjiem veiktas, izmantojot dalgji strukturétas intervijas pieeju,
kas paredz ka ir jautajumu saraksts, kas tiek papildinats intervijas laika, lai iegttu labaku un
dzilaku ieskatu pétijuma joma. Sada veida intervéjamiem piedavata pilniga briviba sikak
izklastit jautajumus, ka arT sniegt piem€rus un dalities pieredz€. Pirms intervijas
intervéjamiem ir piedavats iss ievads par pétniecibas mérkiem, ka ari par galvenajam
petamajam témam. Intervijas ilga no vienas lidz divam stundam interv€jamo dzimtaja valoda.
Intervijas analizgtas un kod@tas izmantojot NVivo datorprogrammu. Tas lava datus strukturgt
un klasificét noteiktajas tematiskajas kategorijas, grupas un apaksgrupas.

leguta interviju laika informacija analiz&ta kopa ar ieskatu literatira. Tas palidzgja izveidot
promocijas darba konceptualo ietvarstruktiru no amatniecibas uznémgju viedokla, ka ari
uznémgju tipologijas konceptualo modeli.

Kodésana

Kod&sana ir svarigs kvantitativa pétijuma analizes elements. Kodi tiek izmantoti informacijai,
kas “janodala, jagrupg, japargrup€ un japarveido datus un lai konsolidétu to nozimi un
skaidrojumu” (Grbich, 2007, p. 21). Dazados datu analizes posmos tika izmantoti dazadi



kodgsanas veidi. Process sastav€ja no vairakiem posmiem un cikliem, un ilga vairakus
ménesus. Jauno gadijumu atlases, informacijas vakSanas un datu kod€Sanas process tika
pabeigts, kad sasniegts teortiskais piesatinajums un vairs nevargja noteikt ne jaunas
kategorijas, ne t€mas, ne sniegt citu biitisku ieguldijumu datu analizé (Eisenhardt, 1989).

Datu analize

Kvalitativo datu analize tika veikta vairakos posmos: datu apjoma samazinaSana (datu
kodgésana), datu vizualizacija (izmantojot tabulas, att€lus, grafikus) un datu parbaude (datu
triangulacija salidzinot ar citu zinatnieku atklajumiem).

Dati no uznémgjiem par vinu identitati, iesp&ju attistibu un uznémejdarbibas pieredzi, iegitie
pétijumu laika, palidzgja izstradat konceptualo modeli, ar kuras palidzibu vargja iedalit
informaciju noteiktajas kategorijas. Lai demonstrétu datu analizes gaitu un rezultatus, tika
izmantota tiesa kotéSanas metode.

Tipologijas konceptuala modela izstrade

Tipologija ir definéta ka “klasifikacija, kuras pamata ir veidi vai kategorijas” (Merriam-
Webster, 2019). Saskana ar Kvale (1995), tipologija neparedz sniegt pilnigu un izsmeloS$u
kadas paradibas skaidrojumu, bet veicina saprotamu un konceptualiz&tu paradibas izpratni.
Saja pétTjuma izmantota idealo tipu tipologijas izstrades metode, ko piedavaja Makss Vébers
(Weber & Winckelmann, 1968). Idealie noteiktas paradibas vai fenomena tipi ir teor&tiskas
koncepcijas, kas ir izstradatas pamatojoties uz empiriskiem datiem un kuras ir “veidotas no
konkrétam paradibam vai fenomena Tpasibam un elementiem, bet nav domatas, lai atbilstu
visam kada konkréta gadijuma ipasibam” (Soliva, 2007, p. 63).

ST pétijuma empirisko datu analizes sakumposma tika novérots, ka iegito informaciju var
klasificét un sagrupét noteiktas kategorijas, kuras izveido konceptualu modeli amatniecibas
uznéméju tipologijai. Tipologijas izstrade ir balstita uz pétijuma jautdjumiem ar galveno
uzvaru uz dazadu veidu iesp€ju attistibu, kas, savukart, ir cie$i saistits ar uznéméju identitati.
Petijuma laika tika konstatets, ka galvenie faktori, kas ietekme iesp&ju attistibu un tade] tiek
ieklauti tipologijas modeli, dalgji saskan ar Fauchart un Gruber (2011) piedavato tipologiju,
kuras autori sasaista uzn€meéju socialo identitati ar uzgp€mé&ju motivaciju un to, kadas
uznémgjdarbibas iesp&jas uzn€méji piesaista un attista. Tapec Fauchart un Gruber (2011)
tipologijas modelis tika izmantots ka pamats un sakotné&jais modelis, kas talak ir papildinats
ar citam svarigam kategorijam, kuras izriet no empiriskiem datiem, kuri arT ir pamatoti ar
attiecigu literattiru. Izmantojot Strauss un Corbin (2014) PT pieeju un empirisko datu analizi,
pétijuma rezultati lava noteikt noteiktas tendences datos un secinat, ka rezultatus var sagrupét
kategorijas, kas atbilst noteiktiem uzne€méju veidiem (tipiem).

Tas bija atkartots process, kas apvienoja empiriskus datus, iegtitus petijumu laika ar teor&tisko
pamatojumu, tadéjadi nodrosinot, ka tipologija piedavatas kategorijas nav pretruna ar citu
zinatnieku datiem (Eisenhardt, 1989).

S1 promocija darba ietvaros ir izstradats amatniecibas uznéméju tipologijas modelis, kas
apvienoja rezultatus, kas giti, veicot intervijas ar uznémgjiem, un informaciju, kas ir iegiita
no literattiras parskata attieciba uz iespgju attistibu, identitati un uznémgjdarbibu (2.2. att€ls).
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Amatniecibas uznéméja tips

Prioritaras vértibas

lespéju avots

lespéju veids

Amatniecibas uznémeéja identitate

Individuala identitate Professionala identitate Sociala identitate (Fauchart &
(Kreiner et al., 2006) (Kreiner et al. (2006) Gruber, 2011; Brewer & Gardner
e érli.;cibas‘ panakumu kriteriji, 1996): sociala motivacija;
Sl f bizznesa tiesksmes pasnovertéjuma kriteriji

2.2. attels. Amatniecibas uznéméju tipologijas modelis.
Avots: autores veidots, balstoties uz empiriskiem datiem un literatliras parskatu.

2.2. Kvantitativa pétijuma metodologija

Kvantitativa p&tijuma metodologija ir izmantota, lai izp&titu amatniecibas uznéméju raditas
vertibas, paterétaju uztveri un ka tie ietekmé patérétaju uzvedibas nodomus un rezultatus. Lai
sasniegtu So mérki, kvalitativa p&tijuma ietvaros tika izstradata meriSanas skala un aptaujas
anketa (3.3. nodala). MériSanas skala ir balstita uz kvalitativa pétijuma rezultatiem, kura
rezultata piedavati vairaki amatniecibas uznéméju radito veértibu veidi.

Aptaujas izplatiSana, datu apstrade

Empiriska pétijuma dati ir ievakti, izmantojot anketé$anas metodi. Empirisko datu vaksana
vairakos blokos katram atspogulojot noteikto vertibu veidus vai uzvedibas rezultatus.
Lai nodro$inatu plasaku perspektivu, anketa bija izplatita gan Latvija, gan citas valstis,
izmantojot socialo mediju platformas (Facebook un Instagram). Lai nodroSinatu lielaku
respondentu skaitu, ir izmantotas apmaksatas reklamas kampanas. Sasniedzamo respondentu
skaits ir atspogulots 2.1.tabula.

2. 2. tabula.
Aptaujas respondentu atbildes
Atbildes/ Aptaujas | LatvieSu valoda Krievu valoda Anglu valoda
valoda
Aizpilditas un 283/ 20%* 99/ 10%* 63 /14%*
iesniegtas aptaujas
Atvertas aptaujas 1443 1039 441
Dalgji aizpilditas 374 146 64
aptaujas

*- % no respondentiem, kuri atvéra aptauju

Avots: autores veidots.

Kopa ir sanemtas 445 atbilstosi aizpilditas anketas, kas ieveérojami parsniedz kvantitativiem
pétijumiem rekomend&to respondentu skaitu.

Datu analize

Ievakto datu analize ir veikta vairakos posmos. Pirmkart, veikta izskaidrojo$a faktoru analize,
lai parbauditu atSkiribas starp identific€tajiem mainigajiem un sagrup&tu tos kas ir lidzigi.



Otrkart, veikta regresijas analize, lai noteiktu saistibu starp atkarigo mainigo un neatkarigiem
mainigiem, kas atspogulo dazadus vertibu veidus. Turklat, analizg ir ieklauti arT kontroles
mainigie. Treskart, lai ieglitu dzilaku izpratni par mainigo mijiedarbibu, ir izmantota
regresijas modeléSana un strukturala vienadojuma modeléSanas pieeja. Ticamibas un
derTguma novert&jums ir veikts, lai parbauditu pétijuma rezultatus.

3.NODALA. EMPIRISKA PETIJUMA ATZINUMI

3.1. Uznémeéju perspektiva: vértibu radiSana

Saja sadala ir izklastiti §Ts promocijas darba kvalitativas dalas rezultati, kas ir veikti, lai no
uznémgju viedokla izpétitu amatniecibas uzpéméjdarbibu ka veértibu radiSanu.
Daudzdimensionala vértibu rakstura dél, viens no labakajiem veidiem, ka tas pétit, ir tiesi
situacijas, kad vertibas ir raditas un kur cilveki tas uztver ka kaut ko veértigu. Tapéc, lai
atbildétu uz pétijuma jautdjumu par vértibu veidiem, empiriskie dati ir ievakti, izmantojot
kvalitativo p&tijumu, kas balstas uz pamatotas teorijas pieeju un gadijumu izpéti. Formulétais
petijuma jautajums ir: kadus vértibu veidus rada uznéméji amatniecibas sektora Latvija?
Pamatojoties uz empirisko datu konceptualizaciju, ir defingti divpadsmit vertibu veidi kuru
diapazons ir no tiri materialistiskiem lidz idealistiskiem: ekonomiska, regenercjosa, inovativa,
izglitojosa, vides, sociala, mantojuma, kultiiras, estetiska, makslinieciska, simboliska,
transformativa. Promocijas darba katrs vertibas veids ir aprakstits izmantojot amatniecibas
uznémeju tiesos izteicienus.

Ekonomiska vertiba

Uzpémgjdarbiba ir saistita ar vértibu radiSanu, un amatniecibas uznémeéjdarbiba $aja zina nav
atSkiriga, jo ta ir saistita ar noteikto uznémgjdarbibas iesp&ju attistiSanu un uzp€muma
dibinasanu, kur§ radot pelpu var pastaveét un attistities. Tomer petijuma rezultati demonstrg,
ka ekonomiska vertiba, ko rada uznémgji amatniecibas sektora, kalpo varakiem meérkiem — ta
palidz uznémgjiem uzturét savu biznesu, vienlaikus Jaujot vieniem izteikt savu radoSumu,
attistit talantu un radit tas vertibas, kas vieniem ir svarigakas par ekonomisko vertibu.
Regenergjosa vertiba

Regenergjosa vertiba tiek radita amatniekiem piedaloties valsts méroga pasakumos, tirgos,
darbnicas, festivalos un kultiiras pasakumos, kas tiek organizétas dazadas pilsétas un regionos.
Sadi notikumi piesaista cilvéku uzmanibu noteiktiem regioniem, pilsétam un citam vietam,
tadgjadi veicinot vietas populariz€$anu un attistibu. Amatniecibas tirdzini ir lielisks piemers
tam, ka vietas kliist piepilditas ar vietgjiem iedzivotajiem un turistiem, kas veicina vietas
attistibu, laujot uzp@émumiem gt labumu gan no pardoSanas apjoma palielinasanas, gan no
labakas atpazistamibas (vairak cilvéku apmekl€ vietu un Iidz ar to izmanto tas pakalpojumus
un produktus, pieméram, kafejnicas, veikalus, restoranus, kas taja atrodas).

Vides vertiba

Empiriskie dati, kas iegtti interviju laika, liecina par to, ka daudzi amatnieki izmanto vietgjos,
videi draudzigos materialus. Visos gadijumos tika novérots, ka arT amatniekiem patik, ka vinu
produkti ir “eko” un videi draudzigi, un to demonstré arT sanemtie sertifikati, kas apliecina
produkcijas izcelsmi un kvalitati. Dazi uznéméji izmanto “eko” un “zaluma” zimes, lai virzitu
savu produkciju tirgi.

Izglitojosa vertiba

Amatniecibas sektora izglitojosa vértiba ir uzsveérta, kad respondenti runaja par iemanu un
zinasanu nodo$anu saviem macekliem. Nemot véra amatniecibas izstradajumu darinasanas
specifiku un teju nepiecieSamas iemanas un zinasanas, ir svarigi nodro$inat, lai tas tiktu
nodotas ar nakamajam paaudzém. Tadg] izglitojosa vertiba ir saistita ar amatniecibas prasmju
un metozu apgiisanu Un macisanu, lai palidz&tu saglabat tradicionalo meistaribu un palidz&tu
jaunakajam paaudzém iepazit un apgit iepriek$€jo paaudzu meistaribu. Toméer, izglitojosa
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vertiba ir ne tikai maciSana un macisanas, bet ta ari veicina interesi par meistaribu un Iidz ar
to arT par nacionalas kultliras mantojumu.

Kultiras vertiba

Interviju laika ir min&ts ka uzpemgji veletos veicinat savas pilsétas vai regiona attistibu,
padarot to pievilcigaku gan tiiristiem, gan viet&jiem iedzivotajiem ka vietu, kur notiek daudz
dazadu kultiiras pasakumu. Ka norada intervétie uznémgji, kulttiras vertiba ir iestradata vinu
izstradajumos un atspogulo nacionalo kultiru. Ar kultru saistitu izstradajumu piedavajums
veicina labaku izpratni un prieksstatu par kulturas vertibam, kas ietekmé visu sabiedribu.
Amatniecibas uzpémumi p&c butibas ir rado$i, un visi jaunie veikali, studijas, galerijas un
darbnicas stiprina pilsétu kultiiras t&lu, piesaistot vairak radosu cilveku.

Sociala vertiba

Cilveki sabiedriba sevi m&dz asociét ar noteiktu grupu. Tadgjadi, ka ir mingjusi vairaki
intervétaji, misdienas, nodarbosands ar amatniecibu ir mod€ un cilvéki biezi iesaistas
amatniecibas praks€ un amatnieciba, lai raditu Tpasu socialo t€lu un iegiitu noteiktu statusu,
vai biitu atzitiem ka “stiligiem un forSiem cilvékiem”. Amatniecibas uznémégji arT mingja, ka
amatniecibas “mode” ietekmé plasu sabiedribu un cilvékiem patik iegadaties amatniecibas
produkciju, lai paraditu savu socialo statusu. Amatniecibas gadatirgi un citi ar tiem saistitie
pasakumi veicina cilvéku iesaistianos kultiiras pasakumos un veicina kopienas attistibu un
regionalo attisttbu. Amatnieku uznémegjdarbiba palidz uzturét amatnieku radoSo kopienu,
iesaistot vinus asociacijas, veidojot sakarus ar citam nozarém, tadgjadi radot sava veida
amatniecibas klasterus un novérSot radoSo personu socialo atstumtibu, izolaciju vai
“vientulibu”.

Estetiska vertiba

Petjuma respondenti mingja, ka skaisto un estetiski pievilcigo izstradajumu radiSana ir vinu
darba neatnemama sastavdala. Lai gan estétiska vértiba nav vissvarigaka, kadu ir mingjusi
respondenti, ta tiek loti augsti novietota vinu radito vertibu hierarhija. Visi respondenti mingja,
ka estetiskums ir loti svarigs un tas ari atspogulo vinu radoso identitati. Papildus izstradajumu
vizualajam izskatam, estetiskais aspekts ir cie$i saistits ar razoSanas kvalitati, kvalitativo
materialu izmanto$anu, ka ar amatniecibas meistaru kompetencém.

Mantojuma vertiba

Amatniecibas uznemgji palidz saglabat kultiras mantojumu, it TpasSi tradicionalas
amatniecibas joma. Sadi amatniecibas izstradajumi atspogulo kultiiras nozimi, tradicijas, stilu,
funkcionalitati un estetiskumu. RaZoSanas procesa tiek izmantotas senas, tradicionalas
zinasanas, ka arT roku darbs. Amatniecibas izstradajumi atspogulo valsts tradicijas - loti
populari amatniecibas izstradajumos izmantotie t€li ir tautas danci, sadziedasanas kopa,
svetki, saulgriezu rituali un citi. Vini vélreiz apliecina valsts iedzivotaju identitati un saliedé
cilvékus kopa. Vairakos gadijumos respondenti apliecingja savu appémibu un gatavibu
popularizét latvieSu tradicijas, ka ari ritualus. Daudzi rado$o uznéméju darindjumi ietver
Latvijas simbolus, kas atspogulo latviesu dabu, cilvekus, tradicijas un tml.

Makslinieciska vértiba

Makslinieciska vertiba ir ta vertiba, ko makslinieki ieklauj savos darbos. Makslinieciska
vertiba ir unikala katram amatniecibas izstradajumam, un pat tad, ja tas ir atveidots kada
daudzuma, tas joprojam ir unikals, ko ir izgatavojis individuals amatniecibas meistars.
Makslinieciska vertiba ir ari par cilvéku, kur§ ir izgatavojis izstradajumu. Tas atspogulo vinu
sasniegumus, pieredzi un reputaciju. Tiek uzskatits, ka gan maksla, gan amatnieciba balstas
uz individa radoSo ieguldfjumu, tomer atskiriba ir ta, ka maksla ir kaut kas ciesi saistits ar
emocijam, nestrukturéts un subjektivs, bet amatniecibai ir sava veida taustams un lietderigs
rezultats - tads, kam piemit funkcionala vertiba. Tap&c, kad §is divas dimensijas satiekas, tas
rada sinergiju, kas noved pie radoSiem un inovativiem produktiem un risinajumiem.



Inovacija, radosa vertiba

Lai arT amatnieciba tiek uztverta ka kaut kas tradicionals, iesaknojies pagatn€, daudzi
amatnieki izmanto jauno progresivo materialu un tehnologiju prieksrocibas, lai uzlabotu savu
produkciju. Sis tradicionalas un miisdienu prakses jauna kombinacija veicina radosumu un
inovaciju amatniecibas sektora. Jaunindjumi un jaunrade radita amatniecibas sektora tiek
izmantota arf citos tautsaimniecibas sektoros un veicina to attistibu.

Simboliska vértiba

Simboliska vértiba, kas ir iestradata amatniecibas izstradajumos, ir balstita uz uznéméju
nodomu to sasaistit ar noteiktiem pasakumiem un atminam. Vertiba, ko cilveéki pieskir
konkrétam lietam, ir atkariga no vinu identitates un no ta, ka vini redz pasauli. Dazos
gadijumos $is priekstats ir unikals, jo ir ciesi saistits ar kadu viet&jo kontekstu, un, ja tas tiek
ievietotas cita vide, tam var bt cita interpretacija un nozime. Simboliska vértiba ir Tpasi
svariga amatniecibas sektoram, jo ta pieskir veértibu, kas ir neatnemama dala no kultfiras,
tradicijam un vestures.

Transformativa vertiba

Personiska attistiba un parveide ir svariga jebkura procesa sastavdala, un visi uznemgji kuri
piedalijas intervijas apliecindja, ka, praktiz€jot savu amatniecibu, vini augstu verte personibas
attistibas iesp€jas. Ta dod vipiem varda brivibu, pasrealizé$anos un talantu attistibu, kas ir
galvena motivacija iesaistei uznéméjdarbiba. Ar rokam viniem ir iesp&ja paust savas emocijas,
jutas, patiku un nepatiku, ka art filozofiju, ko vini v€las nodot ar&jai pasaulei.

Vertibu ietvarstruktiira

Balstoties uz intervijam, novérojumiem un citu informaciju, kas pieejama par $aja p&tijuma
aplakotajiem gadijumiem, ir uzbiivéta dazadu veidu vertibu pamatstruktiira. Lai gan intervetie
uzneméji mingja vairakus radito vertibu veidus, vini uzsvera konkrétu vertibas veidu, ko tie
uzskata par svarigu un kadu vini velétos radit. Tadgjadi, izmantojot pamatotas teorijas pieeju,
promocijas darba ietvaros ir piedavats pielietot divas vertibu tematiskas kategorijas—
prioritaras un raditas veértibas. Prioritaras vertibas ir vértibas péc kuram uzné€méji tiecas un
vini vélas tas radit, savukart raditas vertibas ir tas vértibas ko uznéméji rada amatniecibas
uznémgjdarbibas procesa ietvaros.

Tapéc 3.1. tabula ir demonstrétas visu veidu radito vértibu kopums, kura ir noraditas
prioritaras vertibas, kas ir iedalitas p&c to nozimiguma, ka to ir noradijusi uznémeji. Vertibu
veidi ir sarindoti no 1 (visnozimigaka) lidz 3 (tre$a nozimigaka), lai sniegtu visaptveroSu
parskatu par to, kada veida vertibas uznémegji nosaka ka prioritaras (motivéjosas). Tas,
savukart, ]ava salidzinat uznéméeju gadijumus un identificét konkrétas kopigas iezZimes un
atskiribas starp tiem, lai izstradatu amatniecibas uznémeéju tipologiju.
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3.5. tabula.
Vertibu modelis no uznéméju perspektivas
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pielietot savas unikalas zinasanas un prasmes vai attistit talantu kada konkrétaja joma. Tapat
tika atziméts, ka vairums amatnieku izmanto tradicionalos rikus un materialus, bet dazi
uznémgji to apvieno ar jaunu tehnologiju izmantosanu, lai raditu vertibu, kas atbilst patérétaju
velmém un vajadzibam. Rezultata rodas novatoriski risindjumi un jauni amatniecibas
izstradajumu veidi, kam piemit gan tradicionalas, gan musdienas ipasibas, kuru mérkis ir
uzlabot to kvalitati, veiktsp&ju vai vizualo izskatu.

Turklat raditas mantojuma, izglitojosas un socialas vertibas, saskana ar Tregear (2005) un
Kouhia (2012) secindjumiem liecina, ka amatniecibas sektoram ir liels potencials attieciba uz
nacionala mantojuma un viet§jo tradiciju saglabasanu, kas izzustu, ja netiktu nodots no
paaudzes paaudzg.

Papildus identificétajiem radito vertibu veidiem pétijums atklaja, ka radita vertiba ir ciesi
saistita ar uzpéméju identitati un iesp&ju veidu, ko tie v€las attistit. Tadgjadi viens no §1
promocijas darba uzdevumiem ir saistits ar iegiito empirisko datu konceptualizaciju, kas Jautu
klasificét uznémejus pamatojoties uz dazadu vértibu veidu radisanu, uznéméjdarbibas iesp&ju
attistibu un vinu identitati (PJ2).

3.2. Amatniecibas uznéméju tipologija

Balstoties uz piepémumu, ka amatniecibas sektora uznéméji ir at$kirigi un tos nevar klasificét
viena grupa, tipologijas veido$ana butu efektivs risindjums lai labak izprastu amatniecibas
uznémgjdarbibu. P&tniecibas jautajums, kas ir formuléts attieciba uz uzpemgju tipologiju ir
sekojoss: ka amatniectbas uznéméjus var klasificet tipologija?

Salidzinajuma ar eso$ajam tipologijam ierosinata tipologija sniedz vispusigaku parskatu par
uznémgjiem amatniecibas sektora un ietver vairakus krit€rijus (tipologijas mainigos), kas
ietekmé uzpéméju ricibu. Tipologijas mainigie ir definéti pamatojoties uz interviju laika
ieglito informaciju par uznémejiem un teoretiskajiem atzinumiem attiecigajas zinasanu jomas.
Tipologijas piedavatie ¢etri amatniecibas uznéméju tipi ir: razo$anas uznémgji (koncentrgjas
uz razoSanas procesu un pelpu), makslas uzpéméji (orient€ti uz radoSumu un makslu),
mantojuma uznémgji (vers uzmanibu uz mantojuma saglabasanu) un eko uznémeji (norada uz
videi draudzigo razosanu).

3.2. tabula demonstré katra uznéméja tipa ipasibas atbilstosi kritérijiem, kas noteikti autora
piedavataja tipologijas modeli.
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Amatniecibas uznémeéju tipologija

3.6. tabula.

Urgémiiju tipi | Rafolanss nrgimiji | Milslas urgimaji | Yi2ntojuma Eko uzgéméii
uzpémeji
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ST pétijuma rezultati liecina, ka uznémgji izvélas noteiktas uznéméjdarbibas iesp&jas, kas
atbilst vértibam, ko vini vélas radit, kuras savukart nosaka vinu identitates ipa$ibas. Tadgjadi,
pamatojoties uz empirisko datu konceptualizacijas rezultatiem attieciba uz amatniecibas
uznémeju identitati un vinu ricibu saistiba ar uzpémeéjdarbibas iesp&ju attistiSanu, Saja
pétijuma tika piedavati Cetri amatniecibas uzné€meéju tipi, kas parstav Cetrus tirus (idealus)
tipus.

Saskana ar $1 pétijuma rezultatiem, ta vieta, lai meklétu tikai izdevigas iesp&jas, amatniecibas
uznéméji izvelas izmantot iespéjas, kas apliecina vinu identitati. Turklat amatniecibas
uznémgju panakumu uztvere ir balstita uz vigu meistaribas, pasrealizéSanas un socialas
atzinibas pakapi. Sakara ar to, ka amatnieciba balstas uz ievérojamu roku darba apjomu,
uznémeji uzskata, ka vinu izstradajumu kvalitate nosaka to vertibu un pieprasijumu tirgd. Tas
atbilst Klamer (2011) teiktam, kas liecina, ka amatniecibas uznéméju 1émumi vairak balstas
uz idealistisku logiku, kas saknojas vinu individualajas vértibas, uzskatos un uztver€, kas
patiesiba ir vinu identitates Tpasibas.

3.3. Paterétaju perspektiva: amatniecibas produktu vértiba

Lai novertetu paterétaju prieksSstatu par amatniecibas produktu vertibu un tas ietekmi uz vigu
pirkuma l€émumiem, kas nodroSinatu vertibu apropriaciju un uzgé€mejdarbibas pelnu, $aja
petijuma dala ir izvirziti tiTs petijuma jautajumi: kd pateretdji uztver vértibas, kuras ir radijusi
amatniecibas uznéméji?; ka patérétdju uztvere par amatniecibas izstradajumu veértibam
ietekmé vinu uzvedibas nodomus un rezultatus?; ka patéretaju uztvere par amatniecibas
produktu vértibam ietekme vipu lemumus par pirkumiem, kuru rezultata notiek vertibu
apropridcija un giita uznéméjdarbibas pelna?

Lai atbildetu uz izvirzitiem p&tijuma jautajumiem ir izstradata amatniecibas produktu veértibu
mérisanas skala un uz tas bazes pateretaju aptauja.

==

3.3.1. Mérisanas skalas izstrade

Meérisanas skalas izstrade ir balstita uz Boateng et al. (2018) skalu trisfazu izstrades procesu
un tas apstiprinasanu. Taja ietilpst skalas izveide un novértésana, aptaujas jautajumu izstrade,
deriguma un uzticamibas novértejums (Boateng, et al., 2018).

Nemot véra amatniecibas sektora specifiku un to, ka triikkst p&tijjumu par amatniecibas sektora
radito un piedavato veértibu, $1 pétijuma kvantitativaja dala piedavatie vertibu veidi, proti,
amatniecibas uzgp€méju radito vertibu veidi, tika izmantoti, lai izstradatu mériSanas skalu
patérétaju uztveres novertésanai.

Ka ir min&ts promocijas darba literatliras izp&tes dala, paterétaju vertibu teorija tika izmantota
ka pamats skalas izstradei. Lai nodrosinatu skalas pamatotibu un izstradatu aptaujas anketu,
uznéméju raditas vertibas ir salidzinatas ar vertibu veidiem, ko piedava citi autori, kuri péta
patérétaju uzvedibu.

Nemot véra pétijuma mérkus, skalas atkarigais mainigais ir sadalits 2 dimensijas: pirmkart,
patérétaju uzvediba un rezultats, ko vért€ja ar apmierinatibu, vélmi ieteikt un vélmi veikt
atkartotu pirkumu, un, otrkart, pirkSanas uzvedibu, ko vertgja ar pirk§anas biezumu. Kontroles
mainigie ir respondentu vecums, dzimums, izglitibas ITmenis, ienakumi un dzives vietas
valsts.

Izstradatais skalas modelis ir atspogulots 3.1.attgla.

Skalas sadalas un dimensijas

Lai nodros$inatu skalas pamatotibu un noveértétu katru piedavato skalas sadalu, tika izmantotas
skalas dimensijas no esosajam derigajam un uzticamajam mérfjumu skalam vai
instrumentiem, ko ieprieks izstradaja citi petnieki. Papildus dimensijas, kuras raksturo tiesi
amatniecibas produktus tika izstradatas, izmantojot interviju laika iegiito informaciju, kura
tika mingti amatniecibas uzn€meéju radito veértibu veidi. Aptaujas kvalitati izskatija un
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apstiprinaja ar pétniecibas nozari un to veikSanas metodologiju parzinoSanas personas.
Aptauja arT tika aprobéta veicot sakotngjo p&tijumu ar nelielo respondentu skaitu.
Aptaujas 48 jautajumi tika sagrupéti zem 5 vertibu sadalam, ko piedava paterétaju vertibu
teorija un 14 vertibu dimensijam, kuras atspoguloja visus vértibu veidus, ko rada amatniecibas
uznémgji (3.3. tabula).

PVT vertibas
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Epistemiskas| __——»| Inovativa, rado3a izglitibas limenis
vértibas ““‘-x.__‘ g dzives vieta )
Ry Izglitojoia ienikumu limenis
Nosacitas Simboliska
vértibas
Ekologiska
3.2. attels. Aptaujas modelis.
Avots: autores veidots.
3.3. tabula.
Aptaujas struktiira
o o - S . _ . |Aptaujas
PVT vértibas Vértibu veidi (skaidrojums) / Literatiiras avoti | P _.J .
autajumi
Cena/vertiba pret naudu — sapratiga cena, veértiba
pret naudu, izdevigs, ekonomisks (Sweeney & |1-4
Funkcionalas Soutar, 2001)
Kvalitate — augsta kvalitate (Sweeney & Soutar,
2001) 5-10




Sociala atziniba - individs jiitas pienemts, rada labu
iespaidu, sapem socialo atzinibu (Sweeney & |[11-14
Soutar, 2001)

Mantojuma - iek]auts, pamatojoties uz Arts Council

Socialas England (2014) 15-18
Kultiras - ieklauts, pamatojoties uz Anderson
(2000)
Regenergjosa - ieklauts, pamatojoties uz Arts 19-20
Council England (2014), Anderson (2000)
Hedoniska — laimes, prieka, baudas sajuta (Sweeney 21-24
& Soutar, 2001; Pura, 2005)
Estétiska - ieklauts, pamatojoties uz Page and Herr 25.97
Emocionalas (2002). — . —
Makslinieciska - ieklauts, pamatojoties uz 28-30
Hassenzahl & Monk (2010)
Unikalitate (retums) - icklauts, pamatojoties uz 31-34
Catawiki (2020), Sweeney & Soutar (2001)
Inovativa/rado$a — parsteigums, jaunrade, novitate; 35.37

produkta sp&ja radit zinkaribu (Pura, 2005)
Epistemiskas Izglitojosa - apmierina vélmi p&c zina$anam, kas ir
svarigas patérétajiem, kuri vélas iegiit jaunu pieredzi | 38-40
(Pura, 2005)

Simboliska - rodas situacijas, notikumos, ar ko
cilvékam ir saistitas noteiktas atminas un emocijas |41-43
Nosacitas (Pura, 2005)

Ekologiska — zala, videi draudziga uzvediba un
patérins (Haws, et al., 2010)

Avots: autores veidots.

Attieciba uz atkarigo mainigo, kas sastav no 2 dalam: patérétaju uzvedibas nodomi un
rezultats un pirkSanas uzvediba, tika izmantotas skalas dimensijas, ko piedavaja Sweeney un
Soutar (2001) un Zauner, Koller un Hatak (2015).
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3.4. tabula.

Aptaujas jautajumi attieciba uz paterétaju pirksanas uzvedibu
Atkarigais Skalas dimensija IAptaujas
mainigais jautajumi
Pirksanas Patérétaju apmierinatiba, vélme rekomendét un vélme | 49-55
uzvedibas nodomi | veikt atkartotu pirkumu
un rezultats
Pirksanas uzvediba | PirkSanas biezums 56

Auvots: autores veidots.

Vértiba tiek uztverta subjektivi, un patérétaji dazados tirgos ir atskirigi, tapéc patérétaju
amatniecibas produktu veértibu novertgjumi ir parasti atSkirigi (Ulaga & Chacour, 2001).
Tadgjadi pétijuma ir ieklauti kontroles mainigie: dzimums, vecums, izglitiba, dzivesvietas
valsts un majsaimniecibas ienakumu Iimenis.

Pamatojoties uz Holbrook (1999) pieeju, aptauja ir izstradata, lai noveértétu amatniecibas
izstradajumu vértibu jau péc pirkuma. Respondentiem ir lGgts atcergties savu neseno pieredzi
ar amatniecibas izstradajumiem un atbildét uz jautajumiem nemot véra So pieredzi. Aptaujas
izstradé ir izmantota 5 punktu Likerta skala, kura ir uzskatama par visbiezak izmantotam

34



aptaujas izstrade un ir vispiemérotaka faktoru analizes veik$anai (Hinkin, 1998). Aptauja tika
izstradata anglu valoda un iztulkota latvieSu un krievu valoda.

Aptauja tika izplatita izmantojot socidlo mediju kanalus Facebook un Instagram un tika
sanemtas 445 derigas atbildes. Savaktie dati analizéti, izmantojot SPSS un Smart PLS
programmas.

3.5. tabula.
Respondentu demografiskie dati (n=445)
Dzimums Nacionala piederiba Dzives vieta
Aptaujas Vi'rie Sievie Latvija|Krievija Lielyritﬁ Cita |Latvija Liel_pritﬁ Cita
valoda tis te nija nija
Latviesu | 19 264 265 9 0 9 279 0 4
(n=283)
Krievu 7 92 25 64 0 10 97 0 2
(n=99)
Anglu 32 31 6 1 22 34 6 32 25
(n=63)
Kopa 58 387 296 74 22 53 382 32 31

Avots: autores izstradats.

Lielaka dala respondentu noradija, ka vini dzivo Latvija, lai gan lielaka dala respondentu, kas
veica aptauju anglu valoda, bija no citam ES valstim (pieméram, Apvienotas Karalistes, Irijas,
Vacijas, Francijas, Niderlandes).

Izskaidrojo$a faktoru analize (IFA) — skalas dimensiju noteik§ana

Lai parbauditu un identificétu faktorus (veértibas), kurus var grupét zem viena faktora, ir veikta
izskaidrojosa faktoru analize. Analize ir veikta atseviski vertibu dimensijam un paterétaju
uzvedibas mainigiem. Saskana ar rezultatiem, pamatojoties uz slodzi p&c rotacijas un
Kronbaha alfa koeficientiem, ir noteiktas devinas vertibu dimensijas (vertibu veidi) un divas
patérétaju uzvedibas dimensijas.

Attieciba uz vertibu veidiem, péc faktoru analizes iepriek§ minétie 12 veértibu veidi (3.6.
tabula) var tikt sagrupéti zem 9 faktoriem (vértibu veidiem): 1) cena/veértiba pret naudu, 2)
kvalitate, 3) sociala atziniba, 4) kultiras/mantojuma, 5) hedoniska, 6)
estétiska/makslinieciska, 7) epistemiska, 8) simboliska, 9) ekologiska vértiba.

Ja pateretaji ir apmierinati ar piedavato produkciju un pakalpojumu, vini, visticamak, veiks
atkartotu pirkumu. Tas atbilst Pura (2005) secinajumiem, kas atklaja, ka pateérétaju uztvertas
vertibas ir patérétaju izvéles noteicgji un noved pie patérétaju lojalitates.

Tadel, divas paterétaju uzvedibas dimensijas veidojas no 1) kopa sagrupgjoties tris
dimensijam - patérétaju apmierinatibas, vélmes rekomendé&t un vélmes atkartoti pirkt preci,

kas ir kopa nosaukts “lojalitate”, un 2) pirkumu biezuma.

3.6. tabula.
Faktoru analize balstoties uz IFA

Vertibu Vertibu veidi Kronba | Faktori Sagrupétas
kategorijas | (identificétas no ha alfa vertibas un
un uznémeéju pirkSanas
pirkSanas perspektivas/kvalitativa uzvediba péc IFA
uzvediba pétijuma dala)

Cena/ 0,77 Faktors1 | Cena/
Funkcionalas | vertiba pret naudu vértiba pret naudu

Kvalitate 0,81 Faktors 2 | Kuvalitate




Sociala atziniba 0,85 Faktors 2 | Sociala atziniba
Socialas Kultﬁrtcls 088 Faktors 4 Kultﬁr_as/
Mantojuma mantojuma
Regenergjosa
Hedoniska 0,90 Faktors 5 | Hedoniska
Emocionlas Est.étisl'(ﬁ 0,90 Faktors 6 Es_tétis.kfi/ o
Unikalitate (retums) makslinieciska
Makslinieciska
. . . _ | Inovativa, radosa 0,84 Faktors 7 | Epistemiska
Epistemiskas ——
Izglitojosa
Nosacitas Simboliska 0,88 Faktors 8 Simboliska
Ekologiska 0.90 Faktors 9 | Ekologiska
PirkSanas Paterétaju apmierinatiba | 0,91 Otrais Lojalitate
uzvedibas Vélme rekomendét IFA
nodomi un Vélme veikt atkartotu Faktors 1
rezultats pirkumu
Pirk$anas Pirksanas biezums n/a n/a Pirk3anas biezums
uzvediba

Auvots: autores veidots.

Korelacijas analize rada, ka visas korelacijas ir mazakas par 0,7, tadgjadi noradot, ka vertibas
neatkartojas un kolinearitate nav probléma (3.6. tabula).

Devini faktori (vertibu veidi péc IFA), kas atspogulo piecas patérétaju vertibu teorijas vertibu
kategorijas ir detaliz&ti aprakstiti apaksa.

Funkcionalas vértibas sevi ieklauj divas kategorijas — cena/veértiba pret naudu (3 aptaujas
jautajumi) un kvalitate (6 jautajumi). Sie jautajumi atbilst Sweeney and Soutar (2001)
piedavatajam vértibu kategorijam. Cena/vértiba pret naudu méra patérétaju amatniecibas
produktu cenas un vértibas uztveri, bet kvalitate - kvalitati, funkcionalitati un meistaribu.
Socialas vertibas sevi ieklauj divus vértibu veidus — Kultiras/mantojuma (6 jautajumi) un
socialo atzinibu (4 jautajumi). Kultiras/mantojuma vertiba ietver sakotn&ji izstradato kultiiras
un mantojuma vertibu. Ta rada amatniecibas produktu potencialu atspogulot kultiru un
mantojumu, atjaunojot kopienas un radot piederibas sajutu. Socialas atzinibas vértiba méra
amatniecibas produktu potencialu radot patérétajiem sajiitu, ka vini ir piepemti, atziti un
novertéti, kas savukart rada labu iespaidu un nodrosina socialo atbalstu.

Emocionalas vértibas sakotngji ietvéra 4 vértibas, tomér péc faktoru analizes palika divas,
hedoniska (3 jautajumi) un estétiska/makslinieciska (7 jautajumi). Unikalitate (retums) netika
atdalita ka atsevisks faktors. Aptaujas jautdjumi, kas mera unikalitati, ieklaujas
makslinieciskaja faktora. Hedoniska vertiba atspogulo amatniecibas produktu sp&ju sniegt
baudu, prieka sajiitu un laimi. Estetiska/makslinieciska vertiba méra estetiku, piemé&ram,
skaistumu un makslu, kas pieskir produktam emocionalu vértibu (Sheth, Newman & Gross,
1991b).

Epistemiskas vertibas veidoja vienu faktoru, ieskaitot inovativo, rado$o un izglitojoSo vértibu
un vienu aptaujas jautajumu attieciba uz unikalitati. Episteémiska vértiba (kopa 7 jautajumi)
mgra amatniecibas produktu potencialu attieciba uz zinatkari, kas ir svarigi patérétajiem, kuri
velas iegiit jaunu pieredzi un jaunas sajutas.

Nosacitas vertibas sevi ieklauj divas kategorijas — ekologisko (5 jautajumi) un simbolisko (3
jautajumi) vertibu. Ekologiska atspogulo amatniecibas produktu “zalumu‘ un iesp&ju veicinat
ekologisko un videi draudzigo patérinu. Simboliska vértiba méra produktu potencialu radit
vertibu konkrétas situacijas (pieméram, simboliskos notikumos) un nodod $o vértibu talak.
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Turklat $ie identificéties vertibu veidi tika analizéti, izmantojot aprakstosu statistiku un
faktoru korelacijas.

3.3.2.Peteretaju vertibu uztvere un pirkSanas uzvediba
Aprakstosas statistikas analize

Aprakstosa statistikas analize lava novertet, ka paterétaji noveérté amatnieku radito vértibu
(3.7. tabula).

3.7. tabula.
Aprakstosa statistika (N-445
K-S tests
o - _ Vidgja | Standarta
Vértibu veidi un rezultats verfiba | novirze K._S testa
K-S tests sig
vértiba
Cena/vertiba pret naudu 3.31 0.79 2.438 0.000
Kvalitate 3.73 0.57 2.197 0.000
Sociala atziniba 3.22 0.83 2.483 0.000
Kultoras/mantojuma 4.19 0.61 3.231 0.000
Hedoniska 3.82 0.80 3.229 0.000
Estétiska/makslinieciska 4.00 0.63 2.648 0.000
Epistemiska 3.63 0.65 2.103 0.000
Simboliska 3.94 0.74 4.526 0.000
Ekologiska 3.63 0.71 2.606 0.000
Lojalitate 3.99 0.60 3.580 0.000

Avots: autores veidots.

Kolmogorova-Smirnova testu rezultati liecina, ka datu sadalijums nav normals. Sadalijumi ir
negativi novirziti un respondenti médz atzimét augstaku raditaju.

Vertibu veidu analizes rezultati rada, ka respondenti uzskata kultiiras/mantojuma veértibu par
amatniecibas izstradajumu primaro vértibu (vidgjais = 4,19; stdev = 0,61). Otra augsti
novertéta vertiba ir estétiska/makslinieciska (vidgjais = 4; stdev = 0,63). Socialo atzinibu verte
zemakaja limeni (vidé€ji = 3,22; stdev = 0,83), kam seko cena/vértiba pret naudu (vidgjais =
3,31; stdev = 0,79).

Freidman tests nodrosinaja Chi-Square vertibu 927.29 9 (df = 8) un sig = 0.000, tadgjadi
noradot, ka atSkiribas starp vertibu raditajiem ir statistiski nozimigas.

Izpetes kvalitativaja dala, izmantojot induktivu pieeju, tika identific€tas amatniecibas
uznémgju raditas vertibas, bet kvantitativa dala noteica amatniecibas produktu vertibu uztveri,
ka to uztver patérétaji, pamatojoties uz pienémumu, ka vertibas tiek saskatitas un uztvertas un
tadgjadi ietekmé patérétaju 1emumus un uzvedibu.

3.2. att€ls atspogulo uznémgju radito vertibu atbilstosi patérétaju vertibu uztveram.



Pateretaju uztvertas

Uznémeéju raditas vértibas e
vértibas

(e (péc nozimiguma)
Ekonimiska Kulttiras/mantojuma
Regenerejosa Makslinieciska/estetiska
Innovativa, radosa Simboliska
Izglitojosa -
s Hedoniska
MSotcig?tlé Kvalitate
antojuma o
Kultiiras Ekologiska
Estetiska Epistemiska
Makslinieciska =
Simboliska Cena/ve.rtiba pl:et naudu
Transfomativa Sociala atziniba

3.2. attels. Uzneéméju radito vértibu sakarto$ana ar patérétaju uztvertam vertibam.
Auvots: autores veidots.

Saskana ar pétijuma rezultatiem, kura apliikota vertibu apropriacija, kas ir cieSi saistita ar
patérétaju pirkSanas uzvedibu, patérétaji iegadajas amatniecibas produktus vidgji vienu reizi
divos/trijos ménesos (vidgji = 2,80; st. novirze = 0,81). Tikai 2 respondenti noradija, ka vini
nekad nav pirkusi amatniecibas produktus.

Regresijas analize

Pirms regresijas analizes, izmantojot Hartman viena faktora testu, tika parbauditi dati par
iespgjamam kop&jam medodes kliidam. Tas tika parbaudits izmantojot SPSS programmu.
Faktors 1 veido 35.2% no dispersijas. Nemot véra, ka tas ir mazak neka 50% ir maz ticams,
ka kop&ja medodes klida ietekmés datu analizi.

Ta ka respondentu dzimums, vecums, izglitiba, valstspiederiba un ienakumu Iimenis var
ietekmét pétijuma rezultatus, tos izmanto ka kontroles mainigos. P&tjjuma nominalie mainigie
ir noteikti ka dzimums, izmantojot sievieSu dzimti ka bazi, un tautiba, izmantojot latviesu
valodu ka pamatraditaju.

3.8. tabula.
Hierarhiskas regresijas rezultatu kopsavilkums
(atkarigais mainigais: lojalitate)

Mainigais/ Modelis | M1 M2 M3 M4 M5 M6
Dzimums 0.34*** | 0.37***| (0.37*** | 0.37*** | 0.36*** 0.01
(virietis) (0,08) (0.09) (0,09) (0.09) (0.09) (0.06)
Nacionala piederibal -0.07 -0.07 -0.07 -0.05 -0.06
(Krievu) (0.08) (0.08) (0.08) (0.08) (0.05)
Nacionala piederiba 0.06 0.06 0.06 0.09 0.02
(cits) (0.08) (0.08) (0.09) (0.09) (0.05)
Vecums 0.00 (0,02)0.00 (0.02) 0.00 (0.02)|0.01 (0.01)
Izglitiba 0.01 (0.03) 0.03 (0.04) p.05* (0.02)
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Ienakumi -0.06 -0.05*
(0.04) (0.03)
Cena/ 0.07*
vértiba pret naudu (0.02)
Kvalitate 0.07*
(0.04)
Sociala atziniba 0.05*
(0.03)
Kulttras/ 0.16***
mantojuma (0.04)
Hedoniska 0.20***
(0.03)
Estétiska/ 0.16***
makslinieciska (0.04)
Epistemiska 0.04 (0.04)
Simboliska 0.04 (0.03)
Ekologiska 3.70 0.15***
(0.03)
(Konstante) 0.03 3.67 3.68 3.65 3.76 0.31
Korigetais R2 004 | 003 0.03 0.03 0.03 0.65
izmainas
R2 Izmainas 16.14 0.00 0.00 0.00 0.00 0.62
F Izmainas 0.00 0.82 0.00 0.11 1.84 86.99
Sig. F Izmanas 0.44 0.96 0.74 0.18 0.00

Standartk]tidas iekavas; * * * nozimigas 0,001 IimenT; * * nozimigas 0,01 IimenT; * nozimigas
0,05 lIiment

Avots: autores veidots.

Modelis no 1 1idz 5 parada kontroles mainigo vértibu ietekmi uz lojalitati, kas parsniedz citu
mainigo ietekmi. Dati no 1.modela liecina, ka dzimums spgj izskaidrot tikai 3% lojalitati
(korigétais R2 = 0,03), tomér 6. modeli, kad tiek ievaditas visas vértibas, dzimums vairs nav
nozimigs. Visi pargjie kontroles mainigie neietekme lojalitati. Tomér, pievienojot vértibas (6.
modelis), modelis izskaidro 65% lojalitati (korig&tais R2 = 0,65).

Hedoniska vértiba (B = 0,2; p = 0,00) iectekmé lojalitati visvairak; tam seko estétiska un
kultiiras/mantojuma vértiba ar vienadiem koeficientiem (B =0,16; p = 0,00). Nakama svariga
vertiba ir ekologiska (B = 0,15; p = 0,00). Pargjas tris veértibas, kuram tomér ir mazaka
ietekme uz lojalitati, ir cena/vertiba pret naudu un kvalitate (B = 0,07; p = 0,00 abam), kam
seko sociala atzinibas vértiba (B = 0,05; p = 0,00).

Lai novértétu dazadu vertibas veidu ietekmi uz patérétaju pirkSanas uzvedibu (pirkSanas
biezums), tika veikta regresijas analize (3.9. tabula).

3.9. tabula.
Hierarhiskas regresijas rezultatu kopsavilkums
(atkarigais mainigais: pirk$anas bieZums)
Mainigais/ M1 M2 M3 M4 M5 M6
Modelis
Dzimums -0.78 -0.12 -0.10 -0.10 -0.11 0.13
(virietis) (0,12) (0.12) (0.13) (0.13) (0.13) (0.12)




Nacionala piederiba 0.17 0.17 0.18 0.20 0.21
(Krievu) (0.11) (0.11) (0.11) (0.11) (0.10)
Nacionala piederiba -0.07 -0.07 -0.07 -0.03 0.04
(cits) (0.11) | (0.11) (0.12) (0.12) (0.11)
Vecums 0.03 0.02 0.03 0.02
(0.02) (0.02) (0.02) (0.02)
Izglitiba -.01 0.01 0.00
(0.05) (0.05) (0.04)
Ienakumi -0.08 -
(0.06) |0.08(0.05)
Cena/vertiba pret -0.09
naudu (0.05)
Kvalitate 0.04(0.08)
Sociala atziniba -0.23%**
(0.05)
Kultaras/ 0.01
mantojuma (0.09)
Hedoniska -0.18**
(0.07)
Estétiska/ 0.05
makslinieciska (0.09)
Epistemiska -0.16*
(0.08)
Simboliska 0.03
(0.07)
Ekologiska -0.12*
(0.060
(Konstanta) 2.86%+* | 2.80%x% | 2.6gxex | 270%x| 2.86%rx | 4,984
Koriggtais R2 0.00 0.00 0.00 0.00 0.00 0.20
R2 Izmainas 0.00 0.01 0.00 0.00 0.00 0.21
F Izmainas 0.41 1.79 1.40 0.05 1.98 12.91
Sig. F Izmainas 0.52 0.17 0.24 0.83 0.16 0.00

Standartkltdas iekavas; * * * nozimigas 0,001 Iimenf; * * nozimigas 0,01 1TmenT; * nozimigas
0,05 lIiment

Avots: autores veidots.

Modelis no 1 Iidz 5 rada, ka kontroles mainigo ietekme uz pirkuma biezumu nav biitiska.

6. modelis parada, ka vértibas spgj izskaidrot 20% no atkariga mainiga (korigétais R kvadrats
= 0,2). Regresijas analize rada, ka tikai ¢etram veértibam ir batiska ietekme uz pirkSanas
biezumu. Visspécigaka ietekme uz iegades biezumu ir socialas atzinibas veértibai (B = 0,23; p
= 0,000), kam seko hedoniska (B = 0,18; p = 0,007), epistemiska (B = 0,16; p = 0,039) un
ekologiska vertiba (B =0,12; p =0,055).

3.3. attels demonstre regresijas analizes rezultatu, kura ir atspogulotas vertibu dimensijas ar
butisku ietekmi. Vertibas, kas ietekmé abus atkarigos mainigos noraditas bolda.

Korelacija starp lojalitati un pirk§anas bieZumu ir vidéja, bet nozimiga (r = -0,38; p = 0,000).
Tas nozime ka visas vertibas kas ietekme lojalitati, arT ietekm& pirkSanas uzvedibu.
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Lojalitate (apmierinatiba, Pirkianas uzvediba
vElme rekomendét un veikt _ e
atkartotu pirkuamu) (pirkumu biezums)

Hedoniska Sociala atziniba
B=0.2 B=0.23
Estetiska _7
makslinieciska Hedoniska
B=0 B=0.18
Kultiras/mantojuma Epistemiska
B=0.16 B=0.16
Ekologiska Ekologiska
B=0.15 B=0.12

Cena / vErtiba pret
naudu B=0.07

Kvalitate
B=0,07

Sociala atzinTba
B=0.05

3.3. attels. Vértibu ietekme uz lojalitati un pirkSanas bieZumu.
Auvots: autores veidots.

Strukturala vienadojuma modeléSana

Uz dispersijas balstita daléja mazaka kvadrata strukturadla vienadojuma modelésanas (DMK-
SVM) metode tika izmantota lai vienlaikus noteiktu patérétaju vertibu ietekmi uz lojalitati un
pirkSanas biezumu — pirmkart, uz lojalitati (tostarp apmierinatibu, vélmi ieteikt un vélmi veikt
atkartotu pirkumu) un, otrkart, pirk§anas uzvedibu (pirkSanas biezumu). Modelis tika analizets
izmantojot PLS datorprogrammu.

Modela validitate

Modela validitate ir parbaudita izmantojot Kronbaha alfa, tho A, kombin&tu ticamibu, vid&ju
dispersiju (3.10. tabula).

3.10. tabula.
Modela validitate

Kron .- caoe
Vértibu veidi un rezultats baha rho_A P.(0mlzlneta V.ldeja .

alfa = ticamiba dispersija
Ekologiska 0.901 0.907 0.926 0.716
Simboliska 0.884 0.89 0.928 0.812
Estétiska/makslinieciska 0.905 0.907 0.925 0.639
Hedoniska 0.899 0.905 0.937 0.833
Epistemiska 0.848 0.872 0.885 0.533
Kvalitate 0.814 0.83 0.865 0.517
Cenalvértiba pret naudu 0.772 0.772 0.868 0.687
Sociala atziniba 0.846 0.852 0.896 0.684
Kultiiras/ mantojuma 0.876 0.882 0.907 0.622
Lojalitate 0.914 0.919 0.931 0.661

Avots: autores veidots



Argja modela rezultatu analizei, lai noteiktu statistisko nozimigumu. tika izmantota
parvilksanas (bootstrapping) tehnika. Visas slodzes ir statistiski nozimigas (p = 0.000),
tadgjadi visi noraditie mainigie uzrada augstu slodzi ari vinu latentiem mainigiem.
Kombinétas ticamibas rezultati bija augstak par minimalo tadgjadi noradot uz pietieckamu
ticamibas pakapi.

Mainigo konvergenta validitate ir parbaudita ar vidgjo kopigumu vai vidgja izvilkta dispersija.
Tai ir jabut augstakai par 0,5.

Heterotrait Monotrait korelaciju raditajs tika izmantots, lai novertétu Diskriminanta validitati.
Visi raditaji ir zemaki par 0.85 tadgjadi validitate ir apstiprinata.

Kolinearitates statistikas rezultati noradija uz vértibam no 1,206 lidz 4,508. Visas vértibas ir
mazakas par 5, tad€jadi noradot, ka kolinearitate nav modela probléma. Tadgjadi sakotngjie
aprékini liecina, ka modelis ir derigs turpmakai analizei.

Faktoru ietekme uz rezultatiem — DMK-SVM analize

3.4. att€ls grafiski ilustré modela rezultatus.

Galvenais DMK-SVM raditgjs ir R kvadrata tipa statistika (R2) results. R? lojalitatei ir 0,662,
kas nozime, ka modelim ir butiska [idz merenai lojalitates prognozesanas sp&ja. Tadgjadi
modell iek]autas klientu vertibas izskaidro 66% lojalitates.

Korigétais R? pirkSanas biezumam ir 0,224, kas rada, ka modelim ir vajaka, bet joprojam
statistiski nozimiga ietekme uz pirkSanas biezumu. Tadgjadi modelt ieklautas paterétaju
vertibas var izskaidrot 22% no faktiska pirkSanas biezuma.
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3.4. attels. DMK-SVM iekséja un aréja modela rezultati ar raditajiem.
Auvots: autores veidots.
Lai panaktu labaku skaidribu, ir izstradats latento mainigo raditaju modelis ar sléptajiem
meérfjumu raditajiem (3.5. attels).
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3.5. attels. DMK-SVM iekséjo modeli ar trajektoriju koeficientiem un to statistisko
nozimigumu; ieziméti relativie trajektoriju koeficienti.

Avots: autores veidots.

Ka redzams modeli, faktori, kas ietekmg lojalitati un pirkSanas biezumu, ir atskirigi.
Lojalitati ietekméjosie faktori

Augstakais statistiski nozimigs trajektoriju koeficients ir hedoniskai vértibai (trajektoriju
koeficients = 0,27; p = 000), kas norada, ka $ai vertibai ir vislielaka ietekme uz patérétaju
lojalitati. Otra svarigaka vértiba ir estétiska/makslinieciska (trajektoriju koeficients = 0,18; p
= 000), kam seko kultiiras/mantojuma vértiba (trajektoriju koeficients = 0,15; p = 10000).
Lidziga ietekme ir ari ekologiskai veértibai (trajektoriju koeficients = 0,16; p = 000).
Cena/vertiba pret naudu un kvalitate, ka ari sociala atziniba un kultiiras/mantojuma vértiba
uzrada ievérojami pozitivu, bet tomér mazaku ietekmi uz patérétaju lojalitati. Interesants
rezultats ir tas, ka epist€miskas un simboliskas vertibas ietekme uz paterétaju lojalitati
(apmierinatibu un velmi ieteikt un veikt atkartoto pirkumu) nav nozimiga. Tadejadi $is
vertibas neietekmé patérétaju lojalitati.

Faktori, kas ietekmé pirkumu bieZumu

Pirkumu biezums tika merits 5 punktu skala, kur 1 nozimgja, ka cilveki amatniecibas
produktus pérk biezi, bet 5 noradija, ka cilveki nekad nebija pirkusi amatniecibas produktus,
tapec negativi trajektoriju koeficienti liecina par pozitivu ietekmi.

Modela rezultati liecina, ka faktisko amatniecibas produktu pirkumu biezumu ietekmé tikai
divas vertibas. Visvairak pirkumu biezumu ietekmé sociala atziniba (trajektoriju koeficients
=0,24; p = 000), un episteémiska vertiba ar mazaku nozimigu ietekmi (trajektoriju koeficients
=0,1; p=0,096), kaut joprojam ar 90% ietekmes varbiitibu.

Lojalitates ietekme ir butiska (trajektoriju koeficients = 0,204; p = 0,013), kas liecina par to,
ka lojalitate kalpo ka vidutajmainigais un Visas Veértibas, kas ietekmé lojalitati, ietekmé arT
pirkSanas biezumu.

Nozimiguma - snieguma novertéjums

Lai labak izprastu vértibu ietekmi, ka arT raditajus par patérétaju lojalitati, tika veikta
nozimiguma — snieguma analize (NSA). 3.6. attéls. demonstre katras vertibas nozimigumu un
sniegumu.
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3.6. attels. Nozimiguma un snieguma karte vértibam, kas ietekme lojalitati.

Avots: autores veidots.

NSA analize liecina, ka vislielaka ietekme uz lojalitati ir hedoniskai vértibai, kam seko
estetiska/makslinieciska, kultiras/mantojuma un ekologiska vertiba.

Tomeér, attieciba uz sniegumu, visaugstakais raditajs ir kultiiras/mantojuma vértibai, kam seko
estétiska/makslinieciska un simboliska vértiba (3.11. tabula).

3.11. tabula.
NSA rezultati: vértibu ietekme uz lojalitati

Vértibu veidi Kopéja ietekme Sniegums
Hedoniska 0.200 70.983
Estétiska/makslinieciska 0.175 75.36
Kultiiras/mantojuma 0.158 79.967
Ekologiska 0.131 65.965
Kvalitate 0.081 68.802
Cena/vértiba pret naudu 0.063 57.568
Sociala atziniba 0.059 56.377
Simboliska 0.042 73.414
Epistemiska 0.039 69.092

Avots: autores veidots.

Petfjumu rezultati liecina, ka uznémeji parverté simbolisko vertibu, jo tai ir augsts sniegums,
bet zema ietekme. Viszemakie rezultati ir socialajai atzinibai, cenai/veértibai pret naudu un
ekologiskai vértibai.

Var secinat, ka uznéméju radita vides (ekologiska) vertiba nav pietieckami augsti novertéta, jo
tai ir zems sniegums, tomér ir liela ietekme, tap&c biitu svarigi pastiprinati uzsvert $o vertibu.
3.7. attéls uzrada SNA analizi attieciba uz lojalitati (apmierinatibu, vélmi ieteikt un vélmi
atkartoti veikt pirkumu). Tris raditaji ietekmé patérétaju lojalitati — Eh2, Ehl un Eh3. Tie
atbilst hedoniskas vertibas dimensijam.
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3.7. attéls. Nozimiguma un snieguma karte visam vértibu dimensijam, kas ietekmé
lojalitati.

Avots: autores veidots.

Interesants fakts, ka vismazaka ietekme uz patérétaju lojalitati ir epist€émiskai vertibai, kas
atspogulo izglitojoso, inovativo un radoSo dimensiju.

Var secinat, ka patéretaji biis apmierinataki un atkartoti pirks un ieteiks amatniecibas
produktus, ja viniem izmantojot amatniecibas produktus radisies pozitivas emocijas, saistitas
ar laimi, baudu, atpitu. Klienti augstu novérté ari amatniecibas produktu estetiskumu un
kultaras/mantojuma vértibu. Visas ekologiskas vértibas dimensijas patérétajiem ir tikpat
svarigas.

Nozimiguma — snieguma rezultatu analize (SNA) attieciba uz pirkSanas bieZumu.

Lai labak izprastu vertibu ietekmi uz paterétaju pirkSanas uzvedibu (pirkSanas biezums), ir
veikta nozimiguma un snieguma analize.
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3.8. attels. Nozimiguma un snieguma karte vértibam, kas ietekmé pirkSanas bieZumu.
Avots: autores veidots.

Sakara ar to, ka negativas vertibas liecina par pozitivu ietekmi uz pirkSanas biezumu
izmantotas metodikas d&l, analize rada, ka vislielaka ietekme ir lojalitatei, kam seko socialas
atzinibas vértiba, hedoniska, episteémiska, ekologiska un funkcionala (cenal/vértiba pret
naudu), kas arT pozitivi ietekmé patérétaju pirkSanas uzvedibu.

Lojalitate, Iidzigi ka hedoniska un epistémiska vertiba ir augsti novertétas vertibas.
Cena/vertiba pret naudu un sociala atziniba uzrada zemaku sniegumu.
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3.9. attéls. Nozimiguma un snieguma Kkarte visam vértibu dimensijam, kas ietekme
pirkS$anas bieZumu.
Avots: autores veidots.

3.4. Integréta perspektiva: amatniecibas uznéméjdarbibas definéSana

Pé&tijuma jautajums, kas ir izskatits $aja promocijas darba dala ir sekojoss: kas ir amatniecibas
uznéméjdarbiba un ka to var definét?

Lai atbildétu uz So jautdgjumu attiecigajas jomas pieejamas teorétiskas zinaSanas tika
apvienotas ar empiriska pétfjuma rezultatiem, kas ir veikts no amatniecibas uzpemeju
pateretaju perspektivas.

Tadgjadi $is petijums integré informaciju iegiitu interviju laika par uznémeju uztveri attieciba
uz amatniecibas uznéméjdarbibu un tas specifiku ar informaciju iegiitu no pat€rétajiem
attieciba uz vinu amatniecibas produktu uztveri un novert&jumu.

Interviju laika uznémgjiem tika piedavats izteikt savu viedokli par uznémgjdarbibu un iesp&ju
attistibu amatniecibas sektora. P&c tam tika analiz&ts amatnieku patérétaju uztvere par
amatniecibas produktiem, izmantojot autoru izstradato aptauju. Pat€rétajiem tika piedavats
dalities pieredz€ par amatniecibas produktiem un definét, ka vini tos uztver un kadas
asociacijas viniem ir saistitas ar §iem produktiem.

Amatniecibas uznéméju perspektiva

Empiriskie dati no intervijam ar uznémg&jiem tika analiz&ti 2 posmos - pirmkart, analiz&jot un
klasificgjot datus par uzpeméjdarbibu un otrkart, analiz§jot un klasificgjot datus par
amatniecibas sektora un uznémgjdarbibas specifiku.

Petijuma rezultati liecinaja, ka saskana ar teor€tiskajiem pien€mumiem par uzpeémejdarbibu
ka iespgju attistibu (Dimov, 2011) vairums amatniecibas uzn€méju saista uznémejdarbibu ar
“iespgju”, kas nosaka visu uznémgjdarbibas procesu. Ka mingja viens no respondentiem:
“uzpéméjam ir jasaskata pareiza iesp&ja un bridis, lai uzsaktu savu darbibu”, savukart otrs
respondents noradija, ka uznéméji zina, ka “atrast jaunas iesp&jas konkurentu jura”. Interviju
laika uznémeéjdarbibas iesp&ju attistiba ir piemin&ta saistiba ar sava uznémuma dibinasanu un
iesp&ju stradat ka pasnodarbinatajam, biit neatkarigam, pienemt savus lémumus un rikotos péc
pasa iniciativas. Loti biezi respondenti mingja iesp&ju uzsakt uznémgjdarbibu no sava hobija
un nopelnit, pardodot raditas un izgatavotas preces, kas nozZimé, ka uznéméjdarbiba nozime
ne tikai razosanu, bet art iesp&ju komercializgt savu talantu un uzturét savu uzpémumu. Bez
tam, daudzi no intervétajiem uznémejiem teica: “es vélos kaut ko mainit”, “veicinat nacionalo
vertibu, tradiciju un kultliras popularizé€$anu”, un ari noradija, ka ietekmes radiSana ir Joti
svariga.
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Intervijas ar amatniecibas uznémgjiem par to, ka vini uztver uznémgjdarbibu amatniecibas
sektora, tika noteiktas vairakas tematiskas kategorijas. Datu analize liecina, ka visbiezak
mingta nozime amatniecibas uznémgjdarbiba ir saistita ar konkréto nozar€ razoto produkcijas
veidu un veidu, kada ta tiek razota. Lielaka dala respondentu noradija, ka vini pasi rada
amatniecibas produktus un vini ir pilniba iesaistiti visa procesa, sakot no tas razosanas I1idz
pat komercializacijai. Turklat tika min&ts, ka uznéméji noskir amatniecibas izstradajumus no
masveida razotam precém, un vini “ieklauj tajos savu dvéseli un talantu” un “rada to
ierobezota skaita vai péc pasitijuma”. Dazi no aptaujatajiem mingja, ka produktu
izgatavo$ana tiek izmantota “sena, tradicionala tehnika”, “nacionalie simboli tiek izmantoti,
lai padaritu tas par Latvija raditam precem” vai “ir nepiecieSamas Ipasas zinasanas un
prasmes, lai to padaritu autentisku un nozimigu”. Dazi no uznémgjiem mingja, ka amatnieciba
ir par iedvesmu, dizainu, makslu un estétiku: “mana motivacija radit un veidot radosu dizainu
ir pilniba realiz&ta mana uznémuma”.

Vel viena interesanta tendence amatniecibas uznémejdarbiba ir par to, ka daudzi uznéméji sak
savu biznesu no sava hobija vai intereses par kadu konkrétu jomu vai gimenes tradicijam.
Daudzi amatniecibas uznémgéji mingja, ka pretstata citu nozaru uznéméjiem, amatniecibas
uzneméjdarbibu vargtu saukt par “nejausu” (ieprieks neplanotu). Turklat respondenti noradija,
ka, nemot v&ra amatniecibas produkcijas veidu un $im noliikam nepiecieSamo intensivo darbu,
amatnieki biezi ir paSnodarbinatie vai vada maza méroga uznémumus, kuriem ir ierobeZotas
iesp€jas efektivi komercializét savu produkciju. Daudzi amatnieki palaujas uz TpaSiem
pasakumiem un amatniecibas tirgu, ko organizg vietgjas pasvaldibas, vai valsts svétkiem, kas
piesaista daudzus vietgjos iedzivotdjus un tiristus, kurus interesé amatnieciba.

Datiem, kuri saistiti ar uzpémé&ju izpratni par amatniecibas uzpéméjdarbibu var tikt
izmantotas, lai iegiitu ieskatu amatniecibas sektora no uzpe@mé&ju perspektivas; tomer, lai
iegiitu pilnigaku informaciju par amatniecibas uznémejdarbibu, tas tiks papildinats ar to datu
analizi, kas iegiiti no amatniecibas paterétajiem. Nakamaja petijuma sadala ir demonstréts, ka
patérétaji uztver amatniecibas produktus.

Patérétaju perspektiva attieciba uz amatniecibas izstradajumiem

Lai izp@titu, ka paterétaji uztver amatniecibas produkciju un kadas ir vinu asociacijas saistiba
ar to, aptaujas respondenti tika lagti uzrakstit dazus vardus par savam asociacijam saistiba ar
amatniecibu un amatniecibas produktiem.

Nemot véra to, ka aptauja tika izplatita 3 valodas: anglu, latvieSu un krievu valoda, katras
respondentu grupas atbildes tika apkopotas atseviski. Lai apstradatu un vizualiz&tu iegiito
informaciju, tika izmantota teksta ieguves metode. Datu analizes rezultati, ir atspoguloti 3.10.
attela (atseviski latvieSu, krievu un anglu valoda).

Markets

cultural

artists

Latviesu valoda (283) Krievu valoda (99) Anglu valoda (63)
3.10. attels. Patérétaju atbilZu vardu makonis.
Auvots: autores veidots.




Saskana ar rezultatiem, vizualizgjot atbildes vardu makoni latviesu valoda, visbiezak minétie
vardi bija: roku darbs (mingjusi 28% respondentu); ausana (11%); mals (7%,); skaists (6,4%)
un koks (5,2%). Turklat vardu makona rezultati liecinaja, ka respondenti saista amatniecibu
ar Sadiem amatniecibas izstradajumiem: groziem, pinumiem, dargakmeniem, zek&m,
keramiku, kokizstradajumiem un citiem.

Atbilzu rezultati krievu valoda atspogulo amatnieku produkcijas lidzigu uztveri, kaut gan ar
nelielam atskiribam attieciba pret amatniecibas meistaru piedavato produkcijas veidu. Lielaka
dala aptaujato médz saistit amatniecibu ar suveniriem, rotallietam, keramiku, sadzives
priekSmetiem, ka ar kokizstradajumiem un antikiem izstradajumiem. Roku darbu min&ja 48%
respondentu. Daudzi respondenti mingja radisanu, dizainu un autentiskumu. Bez tam, vardu
makona rezultati ilustré, ka amatnieciba ir Ciesi saistita ar dabiskajiem materialiem, unikalitati
un kvalitati. Tapat svarigi atzimét, ka respondenti mingja darbu majas, hobiju un meistaribu.
Atbilzu rezultati anglu valoda saskan ar pargjo aptauju rezultatiem, tadgjadi pieminot roku
darbu (mingjusi 8%) un amatniecibas autentiskumu. Tomér vardu makona rezultati uzradija
plasaku asociaciju perspektivu. Interesanti, ka aptaujas respondenti anglu valoda, kas ir vairak
neka latviesu vai krievu valoda, saista amatniecibu ar kaut ko kas ir mazs (min&jusi 13%), ka
arT makslu, dizainu un inovaciju (mingjusi 6,4%). Rezultati liecina, ka aizrauSanas, jaunrade
un dzivesveids ir cieSi saistiti ar amatniecibu. Turklat respondenti mingja ar1 tradicijas,
kultiiru, radosas personas un identitati, noradot, ka amatnieciba ir saistita ar kultliras
mantojumu, kopienu, vietgjam tradicijam, dzivesveidu un labklajibu.

Salidzinot vardu makonus, redzams, ka tie zinama méra ir 1idzigi, jo rokdarbs tiek uzsvérts
visas tris valodas. Tomér pastav vairakas nelielas atskiribas. Atbildes latvieSu valoda uzsver
kulttiras, mantojuma un tradiciju nozimi vairak neka citas. To cilveku atbildes, kuri aizpildija
aptauju anglu valoda, pievérsa uzmanibu jaunradei un inovacijai.

Pamatojoties uz teorétiskiem un empiriskiem §1 pétjjuma rezultatiem var secinat, ka
amatniecibas uzpeémgjdarbiba ir saistita ar maziem uzpémumiem un pasnodarbinatam
personam, kas strada amatniecibas sektora ar mérki praktizét amatnieciskas profesijas un
komercializét savus rokam darinatos un autentiskos produktus, kas biezi izgatavoti no
vietgjiem un dabiskiem materialiem. Turklat rezultati liecina, ka amatnieciba neapSaubami
rada vértibu un palieko3u ietekmi. ST p&tijuma rezultati paradija, ka amatniecibas uzn&éméji,
cenSoties saskanot savus komercialos mérkus ar savam personiskajam veértibam un
centieniem, tiecas radit vertibu, kas atbilstu vigu personiskajam interes€m un radoSajam
vizijam un atSkirtu savas preces no masveida razotajam. Tas ir saskana ar PJ2 izstradato
uznémgju tipologiju, kas liecina, ka Cetri amatniecibas uznémgju tipi galvenokart koncentrgjas
uz dazadiem vértibu veidiem un tiem ir dazadi uzpéméjdarbibas mérki. Secinajumi, kas
atspogulo uznéméju perspektivu, atspogulo to, ka amatniecibas patérétaji noverte
amatniecibas produkcijas autentiskumu. Rezultati paradija, ka amatniecibas patérétajiem tas
asocigjas ar rokam darinatiem priekSmetiem, radoSumu, talantu, kvalitati, tradicijam, kopienu
un labklajibu citu starpa.

Tadgjadi literatiiras parskata par uzneémeéjdarbibu un amatniecibas uznémejdarbibas specifiku
rezultatu integréSana ar ieprieks izklastito empirisko secinajumu rezultatiem dod iesp&ju
piedavat sekojosu amatniecibas uznémejdarbibas definiciju:

Amatniecibas uzpéméjdarbiba ir iesp&ju piesaistiSana, ko realiz€, dibinot un attistot
uzpémumu, lai nodro$inatu vértibu apropriaciju kas ir raditas izmantojot roku darbu,
amatniecibas specifiskas zinaSanas, prasmes un tradicijas (Craft entrepreneurship is a pursuit
of opportunity through the establishment and development of a business venture to
appropriate value, created through the application of handwork, sector specific knowledge,
skills and traditions).

48



VISPARIGIE SECINAJUMI

1. Nemot vera atSkirigo uznéméjdarbibas iesp&ju attistibas un vertibu radiSanas raksturu
amatniecibas sektora, ka arl uzpéméjus, kuriem ir atskirigi nodomi un motivacija,
amatniecibas uznémejdarbiba biitu jadefing ka neatkariga p&tniecibas un darbibas joma.

2. Saskana ar amatniecibas uznéméju viedokli, uznémgjdarbiba viniem nozimé ne tikai savu
biznesu, bet ari iesp&u komercializét savu talantu, uzsakot savu uzpémgjdarbibu un
komercializéjot savus rokam darinatos un autentiskos produktus, kas biezi izgatavoti no
vietgjiem materialiem.

3. Ka liecina pétijuma rezultati, amatniecibas uznémgji attista uznémejdarbibas iesp&jas un
rada vértibu, kas atbilst vinu identitatei un nakotnes redz&jumam. Uznémgéji rada dazadus
vértibas veidus, kas tiek atspoguloti vinu darinatajos produktus, ko vini piedava patérétajiem.
Kopuma ir identificéti divpadsmit veértibu veidi: ekonomiska, regenergjosa, inovativa,
izglitojosa, vides, sociala, mantojuma, kultiras, estétiska, makslinieciska, simboliska,
transformativa.

4. Amatniecibas sektora radito vértibu veidu daudzveidiba norada uz sektora neizmantoto
potencialu attieciba uz radoSuma un transformativo sp&ju vienlaikus veicinat nacionalas
tradicijas un kulttiras mantojuma saglabasanu un popularizésanu.

5. Pamatojoties uz empiriskiem rezultatiem par amatniecibas uznéméju télu un vinu ricibu
saistiba ar uznémeéjdarbibas iesp&ju izmantoSanu, §T promocijas darba ietvaros tika izstradata
amatniecibas uzpéméju tipologija. Ir piedavati Cetri “idealie” amatniecibas uznéméju tipi:
razo$anas (production) amatniecibas uzpéméji; makslas (artistic) amatniecibas uzneméji;
mantojuma (heritage) un eko (eco) amatniecibas uznpémeji.

6. Patérétajiem ir svariga loma veértibu apropriacija un ir svarigi nemt véra vinu uztveri par
uzp€méju raditdm un piedavatam vertibam, jo tas ir ciesi saistitas ar uznémejdarbibas pelnas
nodrosinasanu.

7. Salidzinajuma ar masveida razotam prec€m, amatniecibas produkcija pieder pie atskirigas
preCu grupas un pétijuma rezultati liecina par to, ka patérétaji dod prieksroku amatniecibas
izstradajumu estétiskajam, makslinieciskajam, hedoniskajam un mantojuma vértibam, kas
rada pozitivas emocijas un atminas, veicina cilvéku labsajiitu, pieskir simbolisku nozimi un
palidz veidot emocionalu saikni, ka arT saglabat un nodot talak tradicionalas vértibas un
kulttiras mantojumu.

8. Amatniecibas izstradajumi, kas ir estétiski pievilcigi, skaisti un kam piemit zinama makslas
pakape, un kas rada pozitivas emocijas, sniedz prieku un stiprina cilvéku individualitati
veicina pat€rétaju pozitivo pirksanas lémumu pienemsanu un nodroSina uzne&mejdarbibas
pelgu.

9. Cetri 3aja promocijas darba piedavatie amatniecibas uznémgju veidi apstiprina pé&tijuma
secindjumus par dazadu vertibu veidu ietekmi uz patérétaju lojalitati un pirkSanas uzvedibu.
Uznémgji, kas klasificeti ka razosanas, makslas, mantojuma un eko uzné€méji, atbilst Cetriem
vertibu veidiem, kuriem ir vislielaka ietekme wuz lojalitati - hedonisko,
estétisko/maksliniecisko, kultaras/mantojuma un vides, tadgjadi apliecinot §is disertacijas
ietvaros raditas tipologijas pamatotibu.

10. Visaugstak novertétas amatniecibas izstradajumu vértibas ir kultiras/mantojuma un
estétiskas/makslinieciskas vertibas, kam seko simboliski un hedoniski vértibas veidi, kas
nozimé, ka patérétaji médz novertét amatniecibas produktus péc to vizuala téla nevis péc to
funkcionalitates vai cenas/veértibas pret naudu.

11. Saja pétijuma identificéti konkréti vértibu veidi ko uztver un noverté patérétaji un kurus
uzpémgjiem biitu janem vera izstradajot veértibu piedavajumu, uznémejdarbibas modelus un
stratégiju. Katra vertiba, kas butiski ietekme patérétaju uzvedibu, amatniecibas uznémumiem
var kalpot ka konkurences prieksrociba.



12. Saskana ar rezultatiem, ekologiskas un socialas atzinibas vertibas netiek vertetas tik augsti
ka citi vertibas veidi, tomér tam ir liela ietekme uz patérétaju lojalitati un pirkSanas uzvedibu,
tapec uzneémejiem ir svarigi tos atspogulot sava piedavajuma.

13. Paterétaju lojalitati galvenokart nosaka hedoniskas, estétiskas/makslinieciskas un
kultiiras/mantojuma vértibas, lai gan pirkS8anas paradumus, kas noved pie amatniecibas
izstradajumu faktiskas iegades, nosaka sociala atziniba (visaugstakais raditajs), kam seko
emocionalas, epistémiskas un ekologiskas vertibas.

14. Lojalitates ietekme uz patérétaju pirk§anas uzvedibu ir nozimiga, kas nozimg, ka lojalitate
(apmierinatiba, vélme ieteikt un vélme veikt atkartotu pirkumu) kalpo par vidutajmainigo, un
visas vertibas, kas ietekmg lojalitati, ietekme arT pirkSanas [émumus un ricibu.

15. Pasaules tirgi, kur produkti arvien vairak klast [idzigi un zaud@ autentiskumu un identitati,
ar rokam izgatavotu izstradajumu izstrade un razosSana, tiek vairak un vairak noverteta un
pieprasita.

16. Uznémgju un paterétaju perspektivu, ka ari teorétisko un empirisko datu integrésana lava
piedavat jaunas amatniecibas uzpéméjdarbibas definicijas formul&umu: amatniecibas
uzpeméjdarbiba ir iesp&u piesaistiSana, ko realiz€, dibinot un attistot uzgp€mumu, lai
nodro$indatu vértibu apropriaciju, kas ir raditas izmantojot roku darbu, amatniecibas
specifiskas zinaSanas, prasmes un tradicijas (Craft entrepreneurship is a pursuit of
opportunity through the establishment and development of a business venture to appropriate
value, created through the application of handwork, sector specific knowledge, skills and
traditions).

REKOMENDACIJAS

Amatniecibas uznémeéjiem

1. Uzn@mgjiem jaizmanto promocijas darba rezultatus, lai labak izprastu amatniecibas sektora
specifiku un taja stradajosu uznémgju tipus, vinu lémumus un uzvedibas specifiku.

2. Uzpémgjiem ir ieteicams nemt véra savu identitates veidu, lai kritiski izvertetu, vai vigu
motivacija un centieni viniem nodro§inas sagaidamo rezultatu.

3. Uznémgji var balstities uz dazadiem vértibas veidiem, lai atskirtos no konkurentiem, ka arT
lai pieverstos dazadiem tirgus segmentiem.

4. Uznémgjiem ieteicams izmantot izstradato meriSanas skalu un aptauju, lai labak izprastu
patérétaju uzvedibu attieciba uz dazada veida vértibam, ko atspogulo amatniecibas produkti.
5. Uznémgjiem japarverte savus vertibu piedavajumus un biznesa modelus, lai tie atspogulotu
tas vertibas, ko augsti noverte paterétaji un kas pozitivi ietekmé vinu lojalitati un pirkSanas
uzvedibu.

6. Ta ka patérétaju iepirkSanas paradumus galvenokart ietekmé socialas atzinibas vértiba,
uznémejiem biitu japardoma, ka savus produktus pozicionét ka tadus, kam piemit $1 vertiba.
7. Lai raditu spécigakus stimulus, ka ari pat€rétaju socialo un emocionalo piesaisti,
uznémgjiem bitu jakoncentrgjas uz aréjam vertibam pretstata iek§gjam vertibam (pieméram,
cena/vertiba pret naudu un funkcionalitate).

8. Uznéméji var apsvért specializaciju ka veidu, ka orientéties konkr&ta tirgus nida. ST
specializacija var kalpot par konkurences prieksrocibas avotu mazajiem radoSajiem
uzpémumiem un diferencét uznemé&jus un to produkciju no masveida razojoSajiem
konkurentiem.

9. Koncentrgjoties un specializgjoties uz vertibu veidiem, kas atbilst pasa uznémeja identitatei,
amatniecibas uznémgji var izvairities no ieksgja konflikta un sasniegt izcilibu taja, ko vini
dara vislabak.

10. Uzpémgjiem ir ieteicams apsvert iesp&ju pieversties amatniecibas produktu emocionalajai
vertibai, jo apmierinatiba, gataviba ieteikt un veikt atkartotu pirkumu ir otrs faktors, kas noved
pie pirkuma, un to galvenokart izraisa emocionalas vertibas. Amatniecibas uznémgji produktu
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marketinga un komunikacijas kampanas var pievienot emocionalus stastus vai uzsvert
hedoniskas vertibas.

11. Uzpémgjiem ir ieteicams uzsvért amatniecibas produktu vides vertibu (attieciga
gadijuma). Vides vertibas ietekme ir augsta gan uz lojalitati, gan uz pirk$anas uzvedibu, tomer
patérétaji ne pilniba uztver $o vértibu. Sis ir neizmantots resurss amatniecibas uznéméjiem,
kas bitu jaieklauj produktu popularizé$ana.

12. Uznéméjiem biitu japardoma sava cenu noteik$anas strat€gija un jaapsver augstakas cenas
noteikSana savam produktam, jo ta ietekmé lojalitati, bet neietekmé pirkSanas uzvedibu.
Augstaku cenu varétu noteikt produktiem atspogulojot emocionalu vai mantojuma vértibu,
piemeéram, pievienojot produktam Ipasu stastu vai vésturisku nozimi.

13. Pétijuma rezultati liecina, ka amatniecibas produkti arT turpmak biitu japiedava ierobezota
daudzuma, lai tie atbilstu to autentiskajam un originalajam Ipasibam. PieveérSoties paterétaju
velmem pé&c autentiskiem un unikaliem produktiem, amatniecibas sektora uznémeji var radit
augstaku vertibu un lielaku pieprasijumu péc ta, ko vini piedava.

Potencialajiem uzpémeéjiem

14. Nemot vera amatniecibas produktu popularitates “treSo vilni” un arvien pieaugoso
amatniecibas uzp€mumu skaitu, amatnieki, kas izmanto amatniecibu ka hobiju, tagad var
apsvert iesp&ju parverst to par savu uzneémejdarbibas veidu.

15. Cilveki, meklgjot neatkaribu un iesp&ju paust savus talantus, zinaSanas vai prasmes, var
izskatit iesp&ju sakt ar amatniecibas uznémejdarbibu.

16. Nemot véra dazada veida vertibu, kas radita amatniecibas sektora, potencialie uznémeji
var izvéleties uznéméejdarbibas iesp&ju, kas lautu radit vértibu, kas atbilstu vinu idealiem un
identitatei.

17. Misdienu amatniecibas prakse ietver moderno tehnologiju izmantoSanu un tiek uzskatita
par sociali atbildigu, jo ta pievérsas socialajam, kultiiras un ekologiskajam vertibam. Tadejadi,
ja §is vertibas ir tuvu cilvékam, vin$ var saskatit vairakas uznéméjdarbibas iesp€jas tiesi
amatniecibas sektora.

18. Cilveki, kas tiecas radit pa$maju ieks$€jo vertibu (pieméram, socialo, kultiiras u.c.), var
uzskatit amatniecibas uznéméjdarbibu par nakotnes karjeras attistibas iesp&ju.

Zinatniekiem

Ir ieteicams:

19. izmantot $1 promocijas darba papildinata uznémegjdarbibas vertibu radiSanas teoriju, kas
ietver uzn€meju identitati un paterétaju perspektivu;

20. integrét patérétaju perspektivu uzpeméjdarbibas veértibu radiSanas un valorizacijas
procesa;

21. izmantot $aja promocijas darba ierosinata amatniecibas uznémejdarbibas definiciju;

22. izmantot izstradata amatniecibas uzpéméju tipologiju, lai atspogulotu dazadu
amatniecibas uznémgju ipatnibas;

23. izmantot izstradato mériSanas skalu un aptauju, lai noveértétu patérétaju izpratni par
raditam vertibam citos radoSo industriju sektoros;

24. izmantot amatniecibas uznéméju tipologiju, lai veiktu pétjjumus par uzpémg&jdarbibu
amatniecibas sektora.

PETIJUMA IEROBIEZOJUMI UN IETEIKUMI TURPMAKIEM PETIJUMIEM

Jebkuram pétijumam ir ierobeZojumi, un §1 promocijas darba viens no tiem ir attieciba uz
amatniecibas sektora defingjumu. Butu ieteicams veikt papildus pétijumus, lai noteiktu
amatniecibas sektora robezas Latvija, ka arT sektoram piemitoSo uznémumu un uznémgju
klasifikaciju.



Viens no pétijuma ierobeZojumiem ir metodologijas izvéle un subjektivitate, veicot
sistematisku literatliras parskatu un teorgtiska pamatojuma uzbiivi. ST pétfjuma uzmanibas
centra ir uznémejdarbiba ka vertibu radisanas rezultats, tostarp iesp&ju attistiSana, vertibu
apropriacija un uzpéméju identitate. Tadgjadi turpmakajos p&tijumos biitu ieteicams izp&tit
citus uznéméjdarbibas aspektus un izmantot citu teorétisko pamatojumu.

Papildus, §1 pétijuma ierobeZojumus var attiecinat uz gadijumu pétjjumu skaitu. Lai gan
gadijumu skaitu noteica teorétiskais piesatinajums, turpmakajos p&tijumos var apsvert iespgju
atlasit gadijumus ari no arpus Latvijas.

Promocijas darba ir izmantota jaukta p&tniecibas metodologija kur kvantitativa dala ir balstita
uz kvalitativas dalas rezultatiem un tapéc, tapat ka lielakajai dalai kvalitativu p&tfjumu, tai ir
ierobezojumi attieciba uz datu subjektivo interpretaciju un konceptualizaciju. Kvalitativie
pétijumi neparedz teor&tisku visparinasanu, bet drizak sniedz dzilaku ieskatu noteiktaja joma,
tade] biitu nepiecieSams veikt vairak pétijumu, lai parbauditu, vai $aja promocijas darba
ierosinats radito vertibu kopums un amatniecibas uznémeéju tipologija ir attiecinama uz citiem
uznémégjdarbibas kontekstiem.

Turklat, tapat ka vairuma akadémisko pé&tjjumu, pé&tniecibas retrospektivais raksturs ir
visizplatitakais ierobezojums. Tadgjadi biitu ieteicams veikt longitudinalu p&tijumu.

Veiktaja petijuma tika izp@tits, ka pat€retaji uztver amatniecibas izstradajumus un kada veida
vertibas visvairak ietekmé vinu l€mumus un ricibu, bet nav ieklauts jautajums par
visefektivakajiem veértibu piedavajumiem vai biznesa modeliem. Tadel, bitu vajadzigi
turpmaki pétijjumi, lai izpétitu, ka izstradat visefektivakos vértibu piedavajumus un
uznémgjdarbibas modelus, kas atbilstu amatniecibas sektora specifikai.

Kopuma ir iesp&jami daudz citi pétniecibas virzieni, kas saistiti ar amatniecibas sektoru,
uznéméjdarbibu un radito veértibu, un turpmakie p&tijumi vargtu ietvert to izp€ti no citam
perspektivam, tostarp stratégijas, komercializacijas, finansiala vai valsts atbalsta, ka ari
ilgtsp&jas un ar vidi saistitas perspektivas.
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