Anotacija pétijjumam par mediju un tehnologiju lietoSanas paradumiem Latvija un

mediju vides attistibas tendenceém

Pétijjuma mérki un galvenie rezultati latvieSu valoda

Petfjuma merki ir noskaidrot:
1) Kadus medijus un informacijas resursus lieto Latvijas
iedzivotaji?
2) Ka ir izmainijusSies to iedzivotaju mediju un informacijas
resursu lietoSanas paradumi, kas lietoja saturu, kas paslaik
Latvijas teritorija ir ierobezots?

3) Kadas tehnologiskas platformas un rikus Latvijas iedzivotaji

izmanto, lietojot medijus un informacijas/satura resursus?
4) Par kadiem Latvijas un starptautiskajiem mediju

pakalpojumiem iedzivotaji maksa vai biitu gatavi maksat?
5) Kada ir Latvijas iedzivotaju uzticé$anas Latvijas mediju

saturam? Cik liela méra Latvijas iedzIvotaji uzticas vietgjam

zinu un informativi analitiskajam saturam?
Socialo mediju lietoSanas biezums un to sasniegtas auditorijas

apjoms ir kluvis I1dzigs TV lietosanai. Tas ir noticis samazinoties

TV paterinam. Interneta zinu portalu lietoSana ir samazinajusies,

kluistot vismazaka visu noverojumu vésturé no 2019. gada. Radio

lietoSanas izplatiba turpina samazinaties. Preses izdevumu
lietoSanas izplatiba ir nokritusies no 77% lidz 59% piecu gadu
laika. Audiovizualo pakalpojumu p&c pieprasijuma izmanto$ana
turpina pakapeniski palielinaties Sogad palielinoties pat par 20%
salidzinajuma ar ieprieksgjo gadu.

Pakalpojumus pé&c pieprasijuma visvairak un visbiezak lietotaji

izmanto TV. Tam seko viedtalrunis, ka arT dators, ko izmanto tads

pats lietotaju skaits, tikai to dara retak. JaunieSu auditorija
pakalpojumus p&c pieprasijuma pat€rinam vienadi liels Tpatsvars
izmanto gan viedtalruni, gan TV, gan datora. Tomé&r atskiras o

iekarto izmantosanas biezums — visbiezak katru vai gandriz katru

dienu izmanto viedtalruni, tad TV. Datoru katru dienu izmanto
gandriz divas reizes mazak neka viedtalruni.

Maksas saturu ir méginajusi 14% kopgja auditorija, 22% jaunieSu
auditorija un 15% mazakumtautibu auditorija. No §T relativi maza

skaita Sobrid maksa 12% kopgja auditorija (jeb 2% no visiem),
20% jaunieSu auditorija (4% no visiem jaunieSiem) un 10%
mazakumtautibu auditorija (jeb nepilni 2% no visiem
mazakumtautibu parstavjiem). Visas auditorijas attiecksme pret
personaliz&tu reklamu ir vairak negativa neka pozitiva — kopg&ja
auditorija 62% negativi noskanoti, kameér 25% pozitivi; jauniesu

auditorija — 52% pret 41% un mazakumtautibu auditorija 63% pret

24%.

Piekta dala sabiedribas uzticas Latvija veidotajam zinam latviesu

valoda un Latvija veidotajam informativi analitiskajam saturam.
Sie uzticamibas raditaji ir zemaki par uzticamibu izmantota
medija (TV kanala, radio stacijas vai pakalpojuma pé&c
pieprasijuma) sniegtajam zinam, analitiskajam saturam.

Sabiedriba kopuma par 10 procentpunktiem Iidz 19% ir pieaudzis

to iedzivotaju Tpatsvars, kuriem ir viegli atpazit uzticamu
informaciju no manipulativas.

Ir picaudzis to iedzivotdju skaits, kuri nebiitu ieintereséti patérét
Latvija veidotu mediju saturu krievu valoda — 2023. gada tadu ir
43% (+5 procentpunkti pret 2022. gadu) . Vienlaikus grupas
lielums, kura biitu ieintereséta to darit, nav mainijies.

Pétljuma merki un galvenie rezultati anglu valoda

The goals of the research are to find out:

1) What media and information resources do Latvian

residents use?

2) How have the media and information resources usage

habits of the citizens who used content that is currently

restricted in Latvia changed?

3) What technological platforms and tools do Latvian

citizens use when using media and information/content

resources?

4) What Latvian and international media services do

citizens pay or would be willing to pay for?

5) What is the trust of Latvian citizens in Latvian media

content? To what extent do Latvian residents trust local

news and informative analytical content?
The reach and frequency of social media use has become
similar to those of TV. This has happened as TV usage has
declined. The use of Internet news portals has decreased,
becoming the smallest in the history of all observations from
2019. The use of use continues to decline. The use of press
releases has fallen from 77% to 59% in five years. The use of
video-on-demand services continues to grow, increasing by as
much as 20% this year compared to year 2020.
TV is the most and most frequently used platform for users of
video-on-demand services. It is followed by the smartphone,
as well as the computer, which is used by the same number of
users, only less often. Among the youth audience, an equal
share of video-on-demand services are used on smartphones,
TVs, and computers. However, the frequency of use of these
devices differs - the smartphone is most often used every or
almost every day, then the TV. A computer is used every day
almost by twice smaller share than a smartphone.
Paid content has been tried by 14% of the general audience,
22% of the youth audience and 15% of the minority audience.
Of this relatively small number, 12% of the general audience
(or 2% of all), 20% of the youth audience (4% of all youth),
and 10% of the minority audience (or less than 2% of all
minorities) are currently paying. In all audiences, the attitude
towards personalized advertising is more negative than
positive - in the total audience, 62% are negative, while 25%
are positive; in the youth audience - 52% against 41% and in
the minority audience - 63% against 24%.
The fifth part of the public trusts news produced in Latvia in
the Latvian language and informational and analytical content
produced in Latvia. The trust to this content in general is lower
than the trust in the news, analytical content provided by the
used media (TV channel, radio station or on-demand service)
In society, the proportion of citizens who easily recognize
reliable information from manipulative information has
increased by 10 percentage points to 19% .
There are 43% of residents who would not be interested in
consuming Russian-language media content created in Latvia
— increase by 5 percentage points compared to 2022. At the
same time, the size of the group that would be interested in
doing so has not changed.
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1) aptaujas izlases metode
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Aptauja tika veikta, izmantojot tiesas (personigas)
intervéSanas metodi respondentu dzives vietas.
1’513 Latvijas Republikas pastavigie iedzivotaji
vecuma no 16 gadiem. Izlase aprekinata, balstoties
uz jaunakajiem statistikas datiem par Latvijas
Republikas iedzivotajiem

Izmantotas analizes grupas (griezumi)
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gadiem skaits gimeng, bérni gimené vecuma lidz 15
g., ienakums uz vienu gimenes locekli ménesi,
dzivesvietas regions, apdzivotas vietas tips.
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