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The Labor Market in Latvia

Employment Rate (2023)
Overall employment rate: 69.5%
Men: 71.8%

Women: 67.3%

Unemployment Rate (2023)
Overall unemployment rate: 6.4%
Youth (ages 15-24): 15.4%
Long-term unemployment: 2.3%

Employment Structure by Sector
Service sector: 71% of employed
Industry and construction: 25%
Agriculture: 4%

Labor Market Changes (2022-2024)

Al

Increase:

» Sharp growth in the ICT sector — high deman(:w
programmers and data analysts. ul

e
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e Increased demand in healthcare — nur§es, doctors.
* Ihlore opportunities for remoteswork in various fields.

Decrease:

 Decline in the number of emplo
automation.

» Reduced demanid for low-skilled jobs and office
admnistrators.



What is marketing?
"Marketing 1s the process of
promoting, distributing, and
selling goods or services to
consumers and businesses. It
helps organizations increase
sales and profit through a
strategic, systematic
approach."
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Marketing Strategies

Content Marketing

Digital Marketing Branding Influencer
Marketing Email Marketing
Segmentation

Social Media Marketing

Marketing Automation SEO (Search
Engine Optimization)

PPC (Pay-Per-Click) Advertising
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Overview of businesses 1n LLatvia and statistic

Latvia: TOP Industries

207 recic oOmp:z 3
139,747 registered companies

Industry

* Services
Retail Trade
* Finance, Insurance, and Real Estate

Construction

* Transportation, Communications, Electric, Gas, and Sanitary...

Wholesale Trade

Manufacturing
e  Agriculture, Forestry, and Fishing
e  Public Sector
*  Mining

Unknown industry

Number of
Companies

930

Market Share

Current Country: Latvia

139,747 (0.3%)

Largest Country: United Kingdom

7,223,983 (15.9%)

Total Number of Companies in Europe

45,389,639



15-34 years: Around 31.6% (young adults and youth).
35-44 years: Approximately 24.6% of entrepreneurs.

45-54 years: Around 23.3%.

' Age Structure of
* Entrepreneurs in Latvia

55-64 years: Around 20.5%.

* Higher employment rates are observed among individuals
with higher education (79.5%), while those with lower L
education (basic or less) have the lowest rates (30.2%).
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Entrepreneurship in Latvia:
Survey for Entrepreneurs Aged
20-65

perspectives on the labor market, marketing strategies, and
““their overall business experiences.

k: he survey is designed to gather insights into their

The interview used to create the survey is divided into
different parts to cover business, marketing, and
entrepreneurs' views on the economy and government
policies. Here's the structure:

Business Challenges and Government Policy
Economic Growth and Business Environment
Marketing Strategies and Digital Marketing
Successful Business and Long-Term Goals
Motivation, Priorities, and Risks

Lessons Learned and Advice for Entrepreneurs
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Summary of interview
ansSwers

Person (35-50 years old)
Marketing Strategies Used:
* No formal strategy in place

* Relies on existing clients and
word-of-mouth recommendations

Role of Digital Marketing:

* Not a major part of the
communication strategy

Importance of Brand Image and
Reputation:

* Very important, especially due to
customer reviews on social media

Use of Social Media:

* Minimal use, but includes occasional

influencer collaborations
Future Marketing Trends:

* Real customer feedback will gain
more value

e (Collaborations with influencers will

become increasingly common

Vai digitalais marketings ir svariga dala no Tava uznémuma komunikacijas? *

Vairak ne, neka ja.

Cik svarigs ir zimola téls un reputacija musdienu tirga? *

Loti svarigs, nemot véra, ka patérétaji biezi dalas savas atsauksmeés socialajos tiklos. Ja uznémumam ir
parsvara sliktas atsauksmes, potencialie klienti ir loti piesardzigi. Uznémuma télam jabut musdienigam un tam ir
jaiet Iidzi laikam un inovacijam.

Vai tavs uznémums izmanto socialos tiklus? *
Ka tie palidz veicinat pardosanu?

Loti minimali. Tomér mums ir sadarbiba ar “influenseriem’, kas reklamé musu pakalpojumus. Tas dazkart atved
jaunus klientus. Izmantojam socialos tiklus, lai atgadinatu par sevi un butu aktuali.

Kadas tendences marketinga, Tavuprat, klus ipasi svarigas nakamajos gados? *

Musuprat, cilvekiem ir svarigi dzirdét realas atsauksmes. Paredzam, ka katram pakalpojuma sniedzéjam,
razotajam utml bus savas sadarbibas ar “influenseriem®, caur kuriem tie reklameés sevi un savu produktu.



Person (20-35 years old)

Main Marketing Strategies Used:

* Social media and a strong emphasis
onquality

* "Work brings more work" —
reputation-based growth

Role of Digital Marketing:

* Somewhat important (“yes and no”)

Importance of Brand Image

andReputation:

* Very important, as it reflects the
entirecompany identity

Use of Social Media:

» Used mainly to showcase completed
workrather than for direct sales

Future Marketing Trends:

* Post-order process digitalization to
free upresources for marketing
efforts

Cik svarigs ir zZimola téls un reputacija musdienu tirga? *

Loti svarigs, jo iemieso visu uznémuma télu

Vai tavs uznémums izmanto socialos tiklus? *
Ka tie palidz veicinat pardosanu?

Izmantojam, bet vairak atradit, ko esam paveikusi!

Kadas tendences marketinga, Tavuprat, klus 1pasi svarigas nakamajos gados? *

Procesu digitalizacija péc pasutijuma sanems$anas- tas laus vairak resursu novirzit marketingam



Person (50-65 years old)

Main Marketing Strategies:

* High-quality customer service

* Trusted partnerships

* Word-of-mouth marketing

Role of Digital Marketing:

* Not part of their communication
strategy

Importance of Brand Image and

Reputation:

* Crucial — trust defines customer
choices

* Reputation takes years to build but
canbe destroyed in days

Use of Social Media:

* Not used at all

Future Marketing Trends:

* Possibly more client collaboration,
butunclear

Kadas ir galvenas marketinga stratégijas, ko izmanto Tavs uznémums? *

Més balstamies uz kvalitativu klientu apkalpo$anu, uzticamiem partneriem un "mutvardu” marketingu.

Vai digitalais marketings ir svariga dala no Tava uznémuma komunikacijas? *

Ne, nav!

Cik svarigs ir zimola téls un reputacija masdienu tirgt? *

Tas ir viss. Cilveki izvélas uznémumus, kuriem vini uzticas. Reputacija tiek buvéta gadiem, bet var sabrukt
dienas.

Vai tavs uznémums izmanto socialos tiklus? *
Ka tie palidz veicinat pardosanu?

Més neizmantojam.



Conclusion

The labor market and
entrepreneurship in Latvia are
rapidly evolving, especially in the
field of digital technologies.
Marketing strategies are becoming
more targeted and tailored to
audiences. Entrepreneurs of
different ages face similar
challenges but also share valuable
experiences and an optimistic
outlook for future opportunities.
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