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Abstract. The aim of the paper is to research and analyse Cambridge Analytica developed
technology opportunities in Europe and Latvia. To reach this goal authors gathered and analysed literature
sources, and statistical data, and drew conclusions. Cambridge Analytica technologies provide both
opportunity for development as well as poses a threat to Europe and Latvia. Based on OCEAN personality
model, Big data and microtargeting opportunities, Cambridge Analytica developed a quantitative data
processing tool that analyses given data and provides personality profile. Statistical data about Internet
usage in Europe in 2015 and 2016 shows that the amount of internet users is constantly growing. The same
applies to Latvia, furthermore the amount of worldwide Internet site usage in Latvia is growing as well,
allowing for more data gathering and less privacy protecting regulations restrictions. Cambridge Analytica
developed technologies enable microtargeting usage in Latvia to provide more efficient and cost-effective
marketing in electronic environment to the economically active population of Latvia.
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levads

Arvien vairak uznémumu sak integrét eso$as administrativas sistémas ar tieSsaistes
aktivitatém, lai palielinatu to efektivitati un uzlabotu pakalpojumu sniegSanu paterétajiem. [1]

Izveloties popularizét uzn€mumu un palielinat ta ienakumus, izmantojot digitalo
reklamu, galvenais izaicinajums ir nevis lieliska satura radiSana, bet gan satura uzlaboSana, lai
zina sasniegtu mérkauditoriju ar 1azerprecizitati. [2]

Joprojam turpina pieaugt pétijumu skaits, kas parada, ka personibas iezimes var
paredz€t uzvedibu, finansu lémumus un prieka Itmeni darba un attiecibas. [3]

Cambridge Analytica attistitas tehnologijas nodroSina gan attistibas iesp&jas, gan ari
rada draudus Eiropai un Latvijai. Jautajuma aktualitate sekmé veicamos p&tijumus.

Darba meérkis — apskatit un izanalizét Cambridge Analytica izveidotas tehnologijas
iesp&jas Eiropa un Latvija.

Darba uzdevumi:

. apskatit un izanaliz€t pieejamo informaciju
o apkopot un izanalizét statistiskos datus.
. izdarit secinajumus par Cambridge Analytica izveidoto tehnologiju iesp&jam.

Materiali un metodes

DePaul Universitates marketinga profesors Bruce Newman tieSo marketingu
(microtargeting), socialos medijus un Big Data sauc par “stratégisko triadi”.[4]

Lai risinatu problému laika posma no 1970. Iidz 1993. gadam, izmantojot visu pieejamo
komercialo informaciju, datu apjoms, ar kadu biitu jastrada, bija aptuveni 1 miljons GB,
savukart, 2014. gada ir pieejami 5 miljoni GB informacijas diena, tacu 25 miljoni GB, kas tiek
ierakstiti un saglabati, musdienu tehnologijas vél nav pietiekosi jaudigas, lai to sp&tu apstradat.
Ta ir Big Data ekosistéma. [5]
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Datu iegtiSana prasa iespaidigus finansu resursus, tadel tos apstradat var atlauties tikai
lielas kompanijas, pieméram, Google, Facebook, Twitter, Apple, Microsoft, Amazon, Alibaba,
Tesla — §Tm kompanijam ir pieejama informacija par lietotaju iepirk$anas veésturi, meklé$anas
vesturi, ka arT informacija, ko lietotaji ievieto pasi. Lietotajiem ir zinams, ka §1 informacija tiek
patur€ta un analizeta, lai padaritu pieredzi ar konkréto vietni €rtaku. Savukart kompanijas —
Palantir Technologies, Strategic Comm Lab, Cambridge Analitica u.c.— vac lielos datus, lai
analizeétu sabiedribu un veiktu masu novérosanu, ko plasi izmanto drosibas iestades. [6]

Lai gan tieSais marketings Microtargeting ir salidzino$i nesena paradiba, pamata
koncepts par personibu ir diezgan vecs. [3] OCEAN (Big Five, lielais piecinieks) modelis ir
viens no visvairak parbauditajiem personibas modeliem, tas ticis pétits dazadas vecuma un
dzimuma grupas, kulttras un valstis, ka ar1 pielietojot dazadas metodes, tadel, daudzi psihologi
to pienem ka pasreiz&jo domingjoso personibas modeli. [7]

OCEAN atsifréjums: atvértiba pieredzei (openness), apzinigums (conscientiousness),
ekstraversija (extroversion), labvéligums (agreeableness) un neirotisms (neuroticism). [3]

Liela dala reklamkompaniju defin€ savus klientus péc demografiskajiem un
geografiskajiem kritérijiem (vecums, rase, dzimums, dzivesvieta). Tadgjadi visas sievietes
sanem vienadu informaciju dzimuma d€l, un visi pensionari vai jaunieSi sanem vienadu
informaciju vecumposma dél. Tam nenoliedzami ir ietekme cilvéka uzskatu veidoSana, tacu
liela nozime ir cilvéka psihografikai — cilvéka personibas izpraSanai, kas nosaka cilvéka
uzvedibu. [5] Atslégvardus, kas nodroSina satura ierakstiSanu, kategoriz€Sanu un paradisanu,
var optimiz€t ta, lai tie sasniedz nepiecieSamo auditoriju, balstoties uz psihometriskajiem
profiliem. [2]

Stenfordas universitates asociétais profesors Michail Kosinski ir psihologs un
zinatnieks, kas padzilinati péta cilvékus balstoties uz atstatajiem digitalajiem pedu
nospiedumiem, kas tiek atstati, izmantojot digitalas platformas un ierices. Kosinski koording
myPersonality projektu, kas apvieno globalu sadarbibu starp vairak ka 200 zinatniekiem, p&tot
detalizétu psiho-demografisko profilu vairak ka 8 miljoniem Facebook lietotaju.

Rezultati un to izvertéjums
Interneta pieredze tiek nepartraukti piemérota katram individam, balstoties uz
algoritmu, kas nosaka lietotaja ieprieks€jo izveli un prognozgjosas vélmes. Tas tiek galvenokart
darits, izveidojot datorlietotaju individualo profilu, balstoties uz pagatnes mekl&jumiem un
apmeklétajam vietném. Michail Kosinski izveidotas atvérta koda programmas
Applymagicsouce.com izmantoto informaciju, lai izveidotu individualo profilu var apskatit 1.
attela. [8]
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Balstoties uz OCEAN modeli, Michal Kosinski attistito tehnologiju un tie$a marketinga
(microtargeting) iesp&jam, Cambridge Analytica izveidoja kvantitativo datu apstrades
instrumentu, kas apskata personibu formejosas iezimes. [9]

Cambridge Analytica apgalvo, ka uznémumam ir pieejami no 3000-5000 datu punkti
par katru ASV iedzivotaju. Viens datu punkts nav ipasi informativs, tacu saliekot tos kopa
paradas informativs parskats par katra cilvéka personibu un cilvéku grupam kopuma. [10]

Datu punkti iedalas:

o demografiskie un geografiskie punkti (vecums, dzimums, tautiska piederiba,
religija, izglitiba, ienakumi, socio-ekonomiskais statuss, geografiskie faktori);

. psihografiskais profils (reklam@Sanas rezonanse, automotivie dati, patérétaju
dati, iepirksanas modelis, pilsoniska iesaistiSanas, mobilo sakaru izvéle);

o personibas raksturojuma dati — OCEAN un parliecinasana (savstarpgja
komunikacija, autoritate, bailes, socialais spiediens) [9]

Ar personibu saistita informacija var tikt iegiita no e-pasta adreses, Facebook profila,
lidz pat vispargjai valodas lietoSanai. [2] Sociali mediji ir vieta, kur lietotaji sevi prezente
pasaulei, atklajot personigas dzives detalas - aprakstot sevi, atjaunojot statusu, ievietojot
fotografijas un intereses. [7]

Pétnieki ir atklajusi, ka personibas dimensijas tiek saistitas ar individualu motivaciju.
[2] Zinot mérkauditorijas personibas tipu, var nians€t reklamas zinu, lai spécigak ietekmétu
konkréto grupu. [9] Salidzinosi jauns Facebook reklaméSanas produkts ir ta saucamais “dark
post” — jaunumu (Newsfeed) zina, ko redz tikai tie lietotdji, uz kuriem tiek mérkets.[10]
Tadgjadi, viena gimené pat par vienu un to pasu produktu var piemérot dazadu reklamu gan
sievai, gan viram, samazinot reklamu izmaksas, un padarot tas efektigakas. [9]

Agrak reklamu generéSana notika saliekot viena istaba genialus cilvékus, kad tie generé
dazadus sauklus. Tagad, analiz&jot informaciju, ir iesp&jams uzzinat to, kas liksies pienemams
patérétajiem, vel pirms sacies ideju generéSanas process. [9]

Lai uzzinatu Cambridge Analytica izveidotas tehnologijas perspektivas Eiropa un
Latvija tika analizéti Eurostat un TNS dati par interneta izmanto$anu.
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2. attels Interneta lietoSana Latvija un citas Eiropas Savienibas valstis. [12; 13]
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Apskatot interneta lietoSanas apjomus Eiropa 2015. un 2016. gada (sk. 2. att€lu),
augstakie rezultati noveérojami Luksemburga un Danija, kas sasniedz attiecigi 98% un 97% no
kopgja iedzivotaju skaita. Latvija ierindojas 8. vieta no att€la redzamajam valstim, 2016. gada
sasniedzot interneta lietotaju skaitu iedzivotaju vida 81%. Tas ir salidzinosi augsts raditajs ES
valstu vidii. Savukart, Bulgarija tikai 62% iedzivotaju izmanto internetu. Eiropas Savienibas 28
valstis kopgjais interneta lietotaju skaits 2015. gada sasniedza 81% un 2016. gada - 84%.
Internetlivestats.com pé&tijuma par interneta lietotajiem 2016. gada pasaulé, Latvija ierindojas
42. vieta péc interneta lietotajiem pret vienu iedzivotaju, un tikai 116. vietd p€c interneta
lietotajiem kopuma. ASV, kur Cambridge Analytica veiksmigi ieviesa radito tehnologiju, $aja
petijuma ierindojas attiecigi 20. un 3. vieta. [14] Tadgjadi var secinat, ka ASV interneta
lietoSanas raditaji ir augstaki, un lietotaji var tikt vieglak ietekméti digitalaja pasaul@.

Interneta vietnu apmekléjums péc vienas dienas vidéjas auditorijas,
iedzivotaji 15-74 gadu vecuma

Gismeteo.lv 94 10,2
E-klase.lv 111 114
Odnoklassniki.ru 12,2 11,2

Apollo.iv 15,2 15,2
SS.v 21,7 19.8
Gmail.com 21,5 22
Tunet (latv. kr.val.) 233 2277
Draugiem.lv 26,7 24
Delfi (latv, kr.val.) 288 333
Facebook.com 28,2 36,2
Youtube.com 33,6 36,4
Inbox (latv. kr.val.) 35,5 39,6
Google.com 55,3 56,6
Vidé&ja dienas auditorija %, Pavasaris 2015 Vidé&ja dienas auditorija %, Pavasaris 2016

3.attéls Interneta vietnu apmekléjums péc vienas dienas vidéjas auditorijas. [15]

P&tijums par interneta vietnu ikdienas apmekl&jumu Latvija, iedzivotaju grupa 15-74
gadu vecumam, parada, ka visapmeklétaka vietne gan 2015., gan 2016. gada ir Google.com,
vidgja dienas auditorija parsniedz 55%, ta ka Google ir viens no uznémumiem, kas apkopo un
analiz€ informaciju par apmekl€tajam vietn€m, var secinat, ka ir pieejami resursi ari par
Latvijas iedzivotaju interneta lietoSanas paradumiem. P&tjjums parada, ka 2016. gada ir
samazinajusies vidéja dienas auditorija vietném odnoklassniki.ru, ss.lv, tvnet.lv, draugiem.lv,
savukart ievérojami palielinajusies ir facebook.com un inbox.lv vidgja dienas auditorija, tapat
nedaudz palielinajusies ar1 vietnu youtube.com, delfi.lv, gmail.com ikdienas auditorija.
Cambridge Analytica izstradata tehnologija apkopo Facebook datus ar papildus pieejamo
informaciju par lietotaju, ta arT apgalvo, ka izmantojot So informaciju ir sp&jusi veiksmigi
ietekm&t ASV un Lielbritanijas iedzivotaju 1émumus dazados nozimigos politiskos jautajumos,
tadgjadi apskatot pieaugumu Facebook.com lietotaju vidi var secinat, ka izvietota informacija
var ietekm@t ar1 Latvijas iedzivotaju dalu, kas ikdiena izmanto Facebook.com.
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4.attéels Regularo interneta lietotaju 1patsvars dazadas merka grupas (%). [15]

Izvertgjot 2015. un 2016. gada pavasara pétijumu par interneta lietotdjiem péc
vecumposma, dzivesvietas, tautibas un nodarbosanas kriterijiem, noverojama situacija, ka 96-
98% iedzivotaju vecuma no 15-29 gadiem izmanto internetu, 90% iedzivotaju vecumposma no
30-39 un 80% iedzivotaju vecumposma no 40-49 izmanto internetu. Izteikti zemaki raditaji
noveérojami vecumposma no 60-74, kas sastada tikai 26-28%, to varétu ietekmét interneta reta
izmantoSana $aja vecuma grupa. Internetu lieto virs 70% Rigas un citu pils€tu iedzivotaji un
virs 60% lauku iedzivotaji. Izvertgjot tautibu kriteriju, internetu lieto aptuveni 70% latvieSu un
citu tautibu iedzivotaji. Izteiktas atSkiribas interneta lietoSana paradas, izvertgjot nodarbosanas
kriteriju — visaktivak, t.i. 95-98%, internetu lieto studenti un skoléni, salidzinosi augsts raditajs,
t.i. Itdz pat 85%, interneta lietoSana ir stradajosajiem, savukart interneta lietoSana nestradajoso
vidl nesasniedz 50%.

Izvertgjot interneta lietoSanas biezumu 2016. gada (sk. 5.attelu) noverojams, ka vismaz
reizi gada internetu izmanto 81% Latvijas iedzivotaju, pe€d&o 3 meéneSu laika internetu
izmantojusi 80%. Internetu katru dienu lieto 68%, kas ir vairak ka puse, savukart 77% internetu
lieto vismaz reizi nedéla. lepriek§ minétie dati parada, ka salidzinosi liela Latvijas iedzivotaju
dala internetu izmanto biezi, tadgjadi ir paklauti globalajam interneta tendenc€m un datu
ievakSanai. Interneta izmantoSanas iesp&jas uznémumiem var noderét apkopojot informaciju
par klientu tiklu, ka ar1 paplasinot savu aktivitati digitalaja pasaulg.
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S.attéls Interneta izmantoSanas bieZums Latvija 2016. gada [13]

Lai gan ASV nepastav viens kopgjs datu aizsardzibas likums, datu aizsardziba tiek
atrunata citos speka esoSos reguléjumos. Neskatoties uz to, Cambridge Analytica ir spgjis
veiksmigi implementét izveidoto tehnologiju un apkopot datus par katru ASV iedzivotaju.
Eiropas Savieniba 2016.gada 24.maija stajas speka Datu aizsardzibas regula, ko pieméros sakot
no 2018.gada 25.maija, ta paredz personas datu iegliSanu pastavot stingriem noteikumiem un
likumigam iemeslam, ka arT atbildibu par sanemto datu drosibu un pareizu izmantoSanu.[16]
Iesp&jams $is likums pastiprinati aizsargas Eiropas iedzivotaju personigos datus, tacu nemot
véra Eiropas un Latvijas iedzivotaju plaso arzemju vietnu izmanto$anu, dala personigo datu tiks
iegtita. Latvijas Universitates profesors Janis Barzdin§ RTA konferencé min, ka Sis likums
varétu ierobezot Eiropas uznémumus, kas nebis sp&jigi konkurét pasaules tirgt, kur $adi likumi
nav speka. [6]

Secinajumi

Lai risinatu problémas laika posma no 1970. Iidz 1993. gadam, izmantojot visu
pieejamo komercialo informaciju un datu apjomus, ar kadu butu jastrada, bija aptuveni 1
miljons GB, savukart 2014. gada ir pieejami 5 miljoni GB informacijas diena, tacu 25 miljoni
GB, kas tiek ierakstiti un saglabati, miisdienu tehnologijas vél nav pietiekosi jaudigas, lai to
spétu apstradat.

Balstoties uz OCEAN modeli, Big Data un tieSa marketinga (microtargeting) iesp&jam,
Cambridge Analytica izveidoja kvantitativo datu apstrades instrumentu, kas apskata personibu
formgjosas iezimes. Cambridge Analytica apgalvo, ka uzn@mumam ir pieejami no 3000-5000
datu punkti par katru ASV iedzivotaju. Viens datu punkts nav 1pasi informativs, tacu saliekot
tos kopa paradas informativs parskats par katra cilvéka personibu un sabiedribu kopuma.

Internetlivestats.com pétijuma par interneta lietotajiem 2016. gada pasaulé, Latvija
ierindojas 42. vieta pec interneta lietotajiem pret vienu iedzivotaju, un tikai 116. vieta péc
interneta lietotajiem kopuma. ASV, kur Cambridge Analytica veiksmigi ieviesa radito
tehnologiju, $aja pétijuma ierindojas attiecigi 20. un 3. vieta. [14] Tad&jadi var secinat, ka ASV
interneta lietoSanas raditaji ir augstaki, un cilveki var tikt vieglak ietekméti digitalaja pasaulg.

Apskatot interneta lietoSanas apjomus Eiropa 2015. un 2016. gada, redzams, ka
interneta lietotaju skaits Eiropa pastavigi pieaug. Tadas valstis, ka Lielbritanija, Luksemburga
un Danija tas pat parsniedz 95%. Savukart Latvija interneta lietotaju skaits 2016. gada sasniedz
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84%. Bulgarija un Rumanija interneta lietoSanas apjomi nav tik iespaidigi, sasniedzot vien
nedaudz vairak ka 60%.

Apskatot statistikas datus par informacijas izmantoSanu dazadas vecuma grupas, tika
noskaidrots, ka visvairak interneta lietoSana ir izplatita jaunieSu vidd - vecuma no 15 lidz 29
gadiem (98%,96%)[15], savukart lietotaji, kuri vecaki par 60 gadiem izmanto internetu
ieverojami retak — 26%.

Cambridge Analytica tehnologiju izmantoSana Latvija dotu iesp&ju efektivak un I&tak
pielietot tieSo marketingu komercialajai reklamai elektroniskaja vidé ekonomiski aktivajiem
Latvijas iedzivotajiem.

Sis metodes nepilniba — pickluve interneta lietotajiem informacijas telpa, ar mérki
talakai datu apstradei reklamas noliikos. Saja sakara Eiropas Savieniba 2016.gada 24.maija
stajas speka Datu aizsardzibas regula, ko pieméros sakot no 2018.gada 25.maija, ta paredz
personas datu iegiSanu pastavot stingriem noteikumiem un likumigam iemeslam, ka ari
atbildibu par sanemto datu dro§ibu un pareizu izmantoSanu.[16]

Summary

The amount of enterprises that integrate existing administrative systems online to
increase effectiveness and improve service to consumers is constantly growing. In order to
increase profit through digital advertising, companies face the problem of getting through to
the target audience. DePaul University marketing professor Bruce Newman calls
microtargeting, social media and Big Data - the strategic triad.

Cambridge Analytica has developed a quantitative data processing tool that analyses
information providing individual personality profiles. Using modern technologies individuals
leave enormous amounts of digital footprints that is gathered by different Big Data processing
companies and later sold to third parties like Cambridge Analytica.

Internet experience has been adjusted to every individual based on algorithm of previous
choices, however it would have a greater influence on the audience if adjusted to personality
types. It has been proved that personality affects our decisions. OCEAN personality types have
been researched in different countries, cultures, age groups and with different methods,
therefore many scientists recognize this model as one of the principal. Using the technology
developed by Cambridge Analytica it is possible to determine individual OCEAN (openness,
conscientiousness, extroversion, agreeableness, neuroticism) personality type of the target
audience, thus through microtargeting adjusting commercial message to influence audience
with greater strength.

Lately the news that Cambridge Analytica developed technology has influenced United
States has had a great resonance in the World, the company claims to have 3000-5000 data
points about every US resident, however could this work in Europe and more specifically in
Latvia?

To research this issue authors analysed Internet usage statistical data in Europe and
Latvia. Statistical data shows that in 2015 81% of inhabitants in 28 European used Internet, in
2016 the amount of Internet users was already 84% and it is constantly increasing. Study of
most popular websites visited in Latvia shows Google as the most visited, the next is local e-
mail website inbox.lv and after that YouTube and Facebook. The study also shows an important
growth of Facebook users among Latvia population. More than 90% of population between 15
and 29 years old use Internet, and there are more than 80% of Internet users that are up to 49
years. Most students and scholars use internet and a large part of employed population, however
among unemployed there are less than 50% Internet users.

The statistical data shows that even though U.S. has higher percentage of Internet users,
Latvia is not far behind and Europe is even closer, furthermore increasing part of Latvian
population use global social media sites and other Internet sources, thus providing international
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companies with their digital footprints and additional information about themselves, meanwhile
Latvian Facebook and Google users could become easier targets to microtargeting. Therefore,
Latvia and Europe is also vulnerable to Cambridge Analytica developed technologies, at the
same time this could provide an essential insight in customer background allowing local
enterprises to adjust their product and advertisement to preferred target market.

U.S. does not have a general data protection law, however there are several regulations
in other laws, EU has passed a regulation on data protection law that shall enter into force in
May, 2018. There are different opinions on this topic, while some say it may protect at least
some part of personal data, others argue that it will slow down the progress of local IT
companies which will not be able to compete in global market, because of these restrictions.

Bibliography
1. E- komercija (2016), http://www.liaa.gov.lv/lv/biznesa-abc/e-komercija , sk. 20.03.2017;
2. Nahai, N. (2015) Make marketing more effective by using the golden standard big five personality traits

https://www.marketingweek.com/2015/01/28/nathalie-nahai-make-marketing-more-effective-by-using-the-
golden-standard-big-five-personality-traits/ , sk. 20.03.2017;

3. Talbot, D. (2016) How  Political  Candidates know if you are  neurotic
https://www.technologyreview.com/s/601214/how-political-candidates-know-if-youre-neurotic/, sk. 22.03.2017;
4, Conick, H. (2016) How Social Media, Microtargeting and Big Data Revolutionized Political Marketing

https://www.ama.org/publications/MarketingNews/Pages/social-media-big-data-microtargeting-revolutionized-
political-marketing.aspx, sk. 22.03.2017;

5. Stryker, Ch. (2014) Big Data  will impact every part of your life
http:/tedxfultonstreet.com/people/charles-stryker/, sk. 27.03.2017;

6. LIKTA conference (2017), https://www.youtube.com/watch?v=SVBmzwDAvXc ,

7. Golbeck, J., Robles, C., Turner, K. (2011) Predicting personality with social media
http://dl.acm.org/citation.cfm?id=1979614, sk. 31.03.2017;

8. Traid Prediction Engine (2017), https://applymagicsauce.com/about_us.html , sk. 31.03.2017;

9. Alexander  Nix, CEO  Cambridge Analytica - OMR  Keynote/OMR17, 2017,
https://www.youtube.com/watch?v=6bG5ps5KdDo, sk.31.03.2017;

10. Funk, M. (2016) The Secret agenda of a Facebook quiz

https://www.nytimes.com/2016/11/20/opinion/the-secret-agenda-of-a-facebook-quiz.html?_r=1, sk. 04.04.2017;
11. TNS Latvia (2015) http://www.tns.lv/?lang=lv&fullarticle=true&category=showuid&id=4797, sk.
04.04.2017;

12, Internet  Use and  frequency of use  (2015), http://ec.europa.eu/eurostat/statistics-
explained/index.php/File:Internet_use_and_frequency_of use, 2015 %28%25 of individuals%29.png , sk.
04.04.2017;

13. Internet  Use and  frequency of use (2016),  http://ec.europa.eu/eurostat/statistics-
explained/index.php/File:Internet_use_and_frequency of use, 2016 %28%25 of individuals%29.png, sk.
04.04.2017;

14. Internet Users by Country (2016), http://www.internetlivestats.com/internet-users-by-country/
sk.04.04.2017;

15. Guru (2016) http://www.7guru.lv/blog/jau-37-latvijas-iedzivotaju-internetu-viedtalruni-lieto-katru-
dienu/, sk. 04.04.2017;

16. Protetction of Personal data (2017), http://ec.europa.eu/justice/data-protection/, sk.05.04.2017.

150


http://www.liaa.gov.lv/lv/biznesa-abc/e-komercija
https://www.marketingweek.com/2015/01/28/nathalie-nahai-make-marketing-more-effective-by-using-the-golden-standard-big-five-personality-traits/
https://www.marketingweek.com/2015/01/28/nathalie-nahai-make-marketing-more-effective-by-using-the-golden-standard-big-five-personality-traits/
https://www.technologyreview.com/s/601214/how-political-candidates-know-if-youre-neurotic/
https://www.ama.org/publications/MarketingNews/Pages/social-media-big-data-microtargeting-revolutionized-political-marketing.aspx
https://www.ama.org/publications/MarketingNews/Pages/social-media-big-data-microtargeting-revolutionized-political-marketing.aspx
http://tedxfultonstreet.com/people/charles-stryker/
https://www.youtube.com/watch?v=SVBmzwDAvXc
http://dl.acm.org/citation.cfm?id=1979614
https://applymagicsauce.com/about_us.html
https://www.youtube.com/watch?v=6bG5ps5KdDo
https://www.nytimes.com/2016/11/20/opinion/the-secret-agenda-of-a-facebook-quiz.html?_r=1
http://www.tns.lv/?lang=lv&fullarticle=true&category=showuid&id=4797
http://ec.europa.eu/eurostat/statistics-explained/index.php/File:Internet_use_and_frequency_of_use,_2015_%28%25_of_individuals%29.png
http://ec.europa.eu/eurostat/statistics-explained/index.php/File:Internet_use_and_frequency_of_use,_2015_%28%25_of_individuals%29.png
http://ec.europa.eu/eurostat/statistics-explained/index.php/File:Internet_use_and_frequency_of_use,_2016_%28%25_of_individuals%29.png
http://ec.europa.eu/eurostat/statistics-explained/index.php/File:Internet_use_and_frequency_of_use,_2016_%28%25_of_individuals%29.png
http://www.internetlivestats.com/internet-users-by-country/
http://www.7guru.lv/blog/jau-37-latvijas-iedzivotaju-internetu-viedtalruni-lieto-katru-dienu/
http://www.7guru.lv/blog/jau-37-latvijas-iedzivotaju-internetu-viedtalruni-lieto-katru-dienu/
http://ec.europa.eu/justice/data-protection/

