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Abstract 

Latvia forms a bridge between the East and West European countries. A considerable part of service business transactions between East 
and West European countries is carried out through these countries. Unfortunately, at present income and profit from the transactions also 
flows away to these countries. However, the Republic of Latvia should keep the income by developing service marketing and management. 
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1 Introduction 

Taking into consideration the present business environment 
of the Republic of Latvia, as well geographical position and 
te historical background, it is important to make use of these 
conditions for further improvement and development of the 
national economy. 

The Service marketing and the service management are 
a perspective area. It offers access practically to people all 
over the world. 

2 The Object and Subject of the Research Paper 

The object of the present research paper is services during the 
transition period from command economy to market economy. 

The subject of the research paper is analysis of the 
service marketing and management in Latvia. 

3 The Ojective and Tasks of the Research Paper 

The objective of the paper is to study the integration process 
of micro and macro business environment and service 
problems, to elucidate the factors influencing the service 
marketing and management effectiveness, to develop 
proposals for solving problems. 

The tasks advanced in order to reach the objective:  
 to identify the concept of business micro and macro 

environment, 
 to carry out analysis of the factors influencing 

service marketing and management in the process of 
micro and macro enviroment integration, 

 to carry out analysis of indicators characterising 
service marketing and management effectiveness. 

4 Business environment and the service marketing 
management 

Business environment is a set of objective and subjective 
facts defining and measuring the situation in business during 
a certain period of time and the factors influencing it. 

A service is any activity or benefit that one party can 
offer to another which is essentially intangible and does not 
result in the ownership of anything.[1] In service industries 
are three types of marketing: 1) internal marketing; 
2)external marketing; 3)interactive marketing [2]. 

Service is a social process, and management is the ability 
to direct social processes [3]. The service management 
system include five main components: 1) market segment; 
2) service concept; 3) service delivery system; 4) image; 5) 
culture and philosophy [4].  

5 Conclusions 

This is the first research on the analysis of factors 
influencing service business in the macro and micro 
business environment integration process. Regularities of 
business environment and service business development 
have been revealed. The present paper includes further 
development of study of contents of business environment, 
factors influencing it, service business theory, service 
marketing and management practice in Latvia. 
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