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Abstract The article deals with the socio-cultural
factors of the macro-environment which can influence on
the production and distribution of cultural products in
Latvia. Among the main factors the level of education,
social stratification, attitude in the society towards charity
and culture as a whole are emphasized. Using the materials
of the European studies and the results of the carried out
survey of visitors of the state institutions of culture of
Latvia, the authors carry out a comparative analysis of the
influence of social and cultural factors on the European and
Latvian market of the cultural products.
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1. Introduction
In the system of marketing of cultural institutions, the
study of the socio-cultural
factors
of the
macro-environment plays a special role because the
production and consumption of cultural products are
closely related to those traditions, attitudes, life values and
stereotypes of behaviour which are fixed in the society.
Such elements of culture as value, traditions, education,
social norms have a significant impact on the lifestyle of
people [1]. These factors influence on the nature of the
products produced, method of production, labour
conditions, demand for goods and services and much more.
Describing the external socio-cultural environment of
cultural institutions, F. Colbert writes that social values
play a leading role in the marketing of a product of culture
with the change of these values the habits of the consumer
are changed [2]. Taking into the consideration that cultural
preferences are passed on from generation to generation an
important role plays the family, the attitude towards the
upbringing of children, their involvement in certain kinds

of leisure activities [3].
Moreover, along with the influence that social and
cultural factors have on the cultural product, it can be said
that the product itself to a great extent forms this
environment. Culture and art contribute to the solution of
many problems in society, in particular, increase social
capital [4], improve the psychological and physical well –
being of people [5], improve academic performance of
students [6], are the catalyst of improvement of cities [7],
contribute to the identification of a person with a certain
group [8]. Of particular importance is the interinfluence in
the light of the preservation of traditional European cultural
values. As the President of the European Commission José
Manuel Barroso noted, “Culture and creativity are
important driving forces for personal development, social
cohesion and economic growth. Today’s strategy, which
contributes to the inter-cultural understanding, confirms
the place of culture at the heart of our policy”. [9]

2. The Methods of the Research
The survey method was chosen as the main quantitative
method, the goal of which was to compare the activity of
visiting of cultural institutions of Latvia with the socio –
demographic and economic characteristics of the
respondents. A questionnaire was developed, including 12
questions. The questions were closed-ended since this type
of question is easier for respondents to process and more
convenient for the researcher to code and analyse. [10] [11]
To ensure the representativeness of the research, the
questionnaire was conducted both by personal attendance,
in the presence of the researcher – surveyor (104
questionnaires), and by sending questionnaires by e-mail
(113 questionnaires) and through social networks (183
questionnaires). The time of conducting a survey: October
- November 2017. A total of 400 respondents took part in
the survey – residents of Latvia over the age of 18. The
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statistical processing of data, obtained during the survey
was carried out, using grouping, comparison and cross –
tabulation. The calculations were performed, using
computer programs Excel and SPSS. The method of cross –
tabulation, using the SPSS programs helps to identify the
connections between different variables [12] and its
application allowed identifying certain patterns in the
consumption of the cultural product of the state institutions
of Latvia among various social and economic groups. The
method of comparative analysis was also used with the
help of which was compared the data obtained during the
survey conducted by the authors with the results of studies
carried out by European institutions, in particular, the
research “European Cultural Values”[13], conducted on
the request of the European Commission. The method of
analysis of the secondary information: the statistical data,
provided by the Ministry of Culture of Latvia and foreign
cultural institutions helped to obtain additional information
on analysed topic. During the preparation for conducting
research, theoretical sources were studied. For today the
topic of the influence of sociocultural factors directly on
consumption of cultural products in Latvia was not
considered. However, it can be noted that many foreign
researchers pay great attention to this topic, as a rule,
scientific publications are devoted to certain directions of
art and entertainment. Thus, it is possible to emphasize
works in which the influence of sociocultural factors on the
attendance of theatres (Ateca-Amestoy V. [14], Bernstein J.
S. [15]), museums (Pop E.L. & Borza A. [16]; Brida J. G.,
Meleddu M. & Pulina M. [17]), demand in the
entertainment industry (Bizzozero P., Flepp R. & Franck E.
[18]; Dessy O. & Gambaro M. [19]), visiting cinemas
(Macmillan P. & Smith I. [20]; Sisto A. & Zanola R. [21] is
examined.

3. Results and Findings
Most of Latvian studies, devoted to the influence of
sociocultural environment on the consumption of cultural
product are conducted among visitors of specific cultural
institutions. Thus, the marketing services of theatres,
museums and other cultural institutions have a sufficient
amount of information about their audience, but they don’t
get the opportunity to collect information, contributing to
its expansion.
In order to identify the most significant opportunities
and threats on the part of socio –cultural factors, the
cultural organizations must take into the consideration such
trends as changes in the level of education of consumers,
traditions of leisure activities, attitude towards the
participation in charity, etc.
During the research conducted by the authors was
compared the activity of visiting to such state cultural
organizations as theatres, concerts, exhibitions halls and
museums with the following characteristics: age, gender,

social status, the level of education, economic status, place
of residence and nationality.
According to the results of cross – tabulation, it was
concluded that the most marked impact on the frequency of
visits have such characteristics as:
1) level of education -among people with secondary
education more than once a month cultural events
attend 5.9% of people, 18,1% with the bachelor
degree, and 27% with the master degree, while
once a year and less often the opposite statistics is
observed: 55.6% , 36.6% and 17.6% respectively.
Taking into the consideration that the level of
education in Latvia has grown significantly in
recent years (thus, in the period from 2000 to 2011
the number of people with higher education
increased by almost 10% (from 13.9% to 23%) [22]
and this growth trend continues to exist, it can be
concluded that the need for obtaining cultural
product will be steadily increasing.
2) occupation –among such groups as pensioners,
students and house person, the indicators of the
frequency of visits more than 1 every six months is
significantly higher than among active workers 61.9%, 78.4% and 90%, respectively, while for the
category of businessmen, managers and employed
people they make up 37%, 25% and 51,3%;
3) the place of residence –the activity of attendance
essentially depends on the place of residence of
respondents, do, for example, the residence of the
capital of Latvia of Riga city showed the greatest
activity: 37.6% visit once a month and more often,
residents of other major cities of Latvia – 23.2%,
but those, who live in rural areas only 2.7%.
4) it was also revealed that the majority of
respondents prefer joint visits of cultural events –
only 13.3% answered that they come to cultural
institutions alone, most often this is a visit with a
partner - 30.8%, with friends - 22.5, with children –
16%.
However, significant differences in such characteristics
as age and gender were not revealed. A certain pattern also
can be observed between the economic situation and
frequency of visit; the respondents with higher incomes
more often, visit cultural institutions, but these differences
are not so significant. More noticeable differences among
groups with different situation were revealed in the
consumption of additional products and services during the
placement of cultural events: only 2.2% among people with
low incomes (less than 300 Euro per month) responded that
they always use additional services, while among people
with the highest incomes (more than 1000 Euro) this
indicator makes up 70.8%.
The obtained data were compared with the results of
similar studies which were conducted in foreign countries.
Thus, according to the statistical survey, conducted in
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2017 in Great Britain at least once a month museums and
concerts, visit 24% of respondents with higher education,
18% with the secondary education and 6% with the
education lower than secondary education, while for those,
who never visit these figures make up 4%, 4% and 11%
respectively [23]. The study, conducted by Martin Falk
and Tally Katz-Gerr in 24 countries of the European Union
has shown that among individuals with higher education
the number of visitors of museums, art galleries and
historical monuments make up 70%, with the secondary
education - 46% and with the basic education only 26%
[24]. The study also found that the level of education is the
most important characteristic which determines the
probability and number of visits of cultural institutions,
outstripping in the order of importance the economic
factors.
The fact that the education becomes more important than
the income of households in increasing the probability and
number of visits means that the human capital is more than
economic capital as a factor of cultural inequality.
An important sociocultural factor which has a significant
impact on the consumption of products, including the
products of culture [25] is the social stratification of society
and identification of people from the point of view of
belonging to a particular socio-cultural group. According
to M. Weber [26] self- identification with one or another
social group identifies the lifestyle as a kind of
self-expression of individuals. To distinctive features of
belonging to a particular class usually refer the availability
of a certain social status, education, occupation, the level of
incomes and values. In the process of selecting different
goods and brands the representatives of the social classes
have certain common preferences. In the developed
Western countries, where is formed a fairly stable division
of society into 6 main classes: upper-upper, lower-upper,
upper-middle,
lower-middle,
upper-lower,
and
lower-lower, the corresponding structure of consumption is
formed, including in the field of culture, as the
representatives of the first three social classes are more
inclined to attend art auctions and galleries, dancing
performances, operas, theatres, museums, concerts and
other original cultural events, while individuals, who has
lower social status prefer to visit cinemas, shows,
entertainment shows [27].
Social stratification in the post-Soviet space is still not
clearly defined because often such criteria as education,
cultural preferences, and profession don’t correspond to the
level of income that can significantly complicate the
activity of marketing specialists in the field of culture.
Latvian researchers in the early 1990s identified three main
classes: rich (3%), middle class (12-13%) and the poor (the
rest of the population) [28]. By the end of 1990- s the data
of the studies were more optimistic, the middle class in
1999 already made up 30-35% of the inhabitants of Latvia
[29]. In 2009 the self-identification with the middle class in
Latvia was already 62.8% [30] and as the main criteria of
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belonging act economic status, profession and education.
At the same time, as the results of our research showed
in Latvia today the approach based on the offer of the
cultural product, depending on the belonging of potential
consumers to a certain class will be effective: from the
mentioned criteria only the level of education has a
significant influence on visiting cultural institutions,
provision of additional services, organization of events on
promotion of the product and etc.
Another important socio-cultural aspect that influences
on the marketing activity in the field of culture can name
the attitude in the society towards the charity. Made
annually since 2010 Charities Aid Foundation Worldwide
Index in 153 countries shows that at the heart of the
propensity of the population of one or another country to
provide assistance not only lies on precisely traditions, but
not economic factors. Thus, in 2015, the top ten leaders in
the field of charity along with the USA, Canada, New
Zealand and Britain include Myanmar and Sri Lanka, while,
for example, France France is on the 74th , Russia is on the
129th place. Latvia is in the rating of CAF in 2015 was only
on the 110th place, along with this in comparison with
2014 it dropped to 21st position [31].
The field of culture traditionally needs the external
sources of financing, including the support of patrons of the
arts and philanthropists and existing traditions and trends
have a significant influence on the development of this
direction. In countries, where such a tradition is fixed, for
example, in the USA and Great Britain a significant share
of the budget of cultural organizations makes up, namely
donations of visitors, who leave, when buying tickets or
when they visit theatres, museums, concert halls.
The results of the survey, conducted by the authors show
that a certain part of consumers of the cultural product
(7.3%) considers the prices for it in the state institutions of
Latvia is understated and is ready to make additional
donations. However, despite that fact that in recent years a
fairly successful experience of cooperation of cultural
organizations with major patrons and sponsors has
emerged in Latvia, practically none of them provides
opportunities for small mass donations. At the same time,
the experience of the largest charity fund Ziedot.lv [32] in
Latvia shows that a convenient, simplified scheme of
donations (bank transfer from the website of the
organization, call to a charity phone number, registration of
regular payments) allows collecting substantial funds due
to the donations and this experience can be used by cultural
organizations.
One of the most important factors, influencing on the
consumption of the cultural product is the attitude towards
culture in the society as a whole. In 2007 on the initiative of
the European Commission a large– scale research was
conducted, among the main goals of which was to find out
the significance of culture for the citizens of the European
Union [13]. The results of the research allow comparing the
data, obtained during the survey of residents of Latvia with
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the average European indicators. This survey showed that
the importance of culture for Latvians is just as important
as for Europeans in general: 77% of respondents consider
that culture is important; one can observe a slight decrease
among the indicator “very important” by 6%, while the
share of responded “fairly important” by 6% higher. (See
Figure 1). This factor can be assessed as reflecting a
positive interest to cultural products that indicates to a
fairly large market of its potential consumers.

Figure 1. Distribution of responses of respondents to the question “How
important is culture to you personally?” (Developed by the authors)

Figure 2. “Distribution of responses to the question „To what extent are
you interested in the arts and culture in your own country?” (Developed
by the authors).

Particularly important for the inhabitants of Latvia was
the attitude towards the national culture and art of their
country. In figure 2 the distribution of responses is shown,
from which it can be concluded that for 78% of
respondents the national culture of Latvia presents the
substantial interest that is in 9% higher than the European
indicators. Such significant high indicators are the

guarantee that the support of the Latvian culture on the part
of the state authorities and commercial structures (in the
form of sponsor and charitable assistance) will be
positively evaluated by the audience.
The responses also were indicative, characterizing the
attitude towards the cultures of the other European
countries (See Figure 3).

Figure 3. “Distribution of responses to the question „To what extent are
you interested in the arts and culture of the other European countries?”
(Developed by the authors)

As can be seen from figure 3, here the gap between the
Latvian and Central European indicators is even more
significant: a share of Latvians, showing interest to other
national cultures made up 70%, while for Europeans this
indicator equals to 57%. These results can indicate to a
significant interest in the consumption of imported cultural
product (tours of foreign performers, exchange of museum
exhibits, etc.).
It should be noted that for cultural institutions of Latvia
is typical a sufficiently high level of offer of new product.
Thus, the results of the research, conducted by the Baltic
Institute of Social Sciences showed that Latvian theatres
produced 11 premiers on an average per year, while for
theaters of three European countries, in which spectators
are more active in visiting-Finland, Estonia and the
Netherlands – these figures made up 10, 9 and 2 premiers,
respectively. [33]
The interest of Latvians to the culture also was
confirmed during the research of the authors: of those
respondents, who visit cultural institutions, 53.8% did it
more often than once a year (See Figure 4).
As can be seen from the figure 4, the largest number of
respondents - 28.5 percent visit the cultural institutions 1- 2
times per half a year, while it is possible to note a
sufficiently large proportion of the more frequent visit,
making totally 25.3%.
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attraction of additional funds can have a positive effect on
the effectiveness of this activity.
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