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1.]VADAS

1.1. Dokumento turinys
Sis dokumentas apima Sertifikuoto marketingo specialisto (LIMA A) profesiniy kompetencijy standarta.
Dokumentas nusako standarto lygmenj, profesiniy kompetencijy standarto reikalavimus.

Visos profesinés kompetencijos atitinka tam tikrg EQF (The European Qualifications Framework) lygmen;.

1.2. Sertifikuoto marketingo specialisto (LIMA A) lygmuo

Sertifikuoto marketingo specialisto (LiIMA A) profesiniy kompetencijy standartas jvertina, ar kandidatai turi Ziniy,
jgtdziy, asmeniniy ir profesiniy kompetencijy jgyvendinti darbus marketingo srityje. Sertifikuoto marketingo
specialisto (LIMA A) standartas atitinka 4 lygmenj EMQ (The European Marketing Qualification) struktiroje, kuri yra
paremta EQF
(The European Qualification Framework) struktira.

1.3. Profesinis Sertifikuoto marketingo specialisto (LiMA A) laukas

Sertifikuoto marketingo specialistai (LIMA A) dirba marketingo srityje, maZose arba vidutinio dydZio jmonése,
tarptautinése organizacijose. Sios komercinés arba pelno nesiekiancios organizacijos veikia skirtinguose rinky
segmentuose, pavyzdZiui, vartotojy, paslaugy ar verslo rinkose.

Sertifikuoty marketingo specialisty (LIMA A) funkcijos apima bendruosius marketingo klausimus, darbg su
pardavimais, tradicine ir internetine komunikacija. Specialistui budinga darbo specifika — daZni kontaktai su klientais,
rySiy mezgimas ir palaikymas. Marketingo specialisto profesiniu kompetencijy standartu siekiama jrodyti Zinias ir
jgudZius, susijusius su marketingo principais, marketingo priemonémis, marketingo aplinka, gebéjimu numatyti ir
valdyti jy tarpusavio rysj. Nepasiribojama vien tik atskiromis marketingo funkcijomis ar elementais: taip pat yra
tikimasi, kad kandidatas turés jgidZiy marketingo politikos rengimo ir jgyvendinimo lygmenyse.
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Pagrindinés Sertifikuoto marketingo specialisto (LIMA A) uZzduotys yra:
e  Pagalba marketingo skyriui, atsakingam uz marketingo planavima
e Komerciné veikla
e Informacijos ir duomeny valdymas
e Rysiy ir santykiy palaikymas su klientais
e Rinkos tyrimai
e Atskiry marketingo sriciy kuravimas: produkty portfelio valdymas, komunikacijos planavimas ir valdymas,
pagalba aukstesnio lygmens vadovui kainodaros ir distribucijos valdyme.
e Renginiy organizavimas

2.SISTEMA IR TAKSONOMUA

Standartas jvardina pagrindinius terminus (teorijas, modelius), kuriais specialistas turi gebéti disponuoti. Mokymaosi
pasiekimy (jgyty gebéjimy) lygmuo ir jam priskirtas raktinis Zodis yra vadinamas taksonomija. Profesiniy
kompetencijy standarte greta kiekvieno termino (modelio, teorijos) pateikta santrumpa, jvardinanti reikalaujama
gebéjimy lygmen.

Santrumpos ir jy paaiskinimas:

Zyma Angliskas Zyma Lietuviskas Paaiskinimas

angliskai | terminas lietuviSkai | terminas

(K) Knowledge (2) Zinios Pavyzdziui, termino apibréZzimo pateikimas

(V) Understanding (S) Supratimas PavyzdZiui, atitinkamo punkto
identifikavimas

(RS) Reproductive (A)) Atgaminimo Standartiniy procediry ar formuliy taikymas

skills jgudziai

(PS) Productive skills (K]) Kdrimo jgidziai | KarybiSkumu pagrjsti sprendimai, pavyzdziui,
veiksmy parinkimas naujoje situacijoje,
marketingo plano vystymas

Sistema yra paremta hierarchijos principu, kuri parodo tam tikra Ziniy lygj, pavyzdZziui, kandidato gebéjimg panaudoti,
pritaikyti ir paaiskinti Zinias, sieti jvairias teorijas praktinése situacijose, rasti sprendimus. 1S esmés tas pats terminas
(teorija, modelis) gali biti testuojamas jvairiuose lygmenyse: Zinojimo, gebéjimo atgaminti, kGrimo.



3.STANDARTO REIKALAVIMAI

1. Pagrindinés marketingo srities sqvokos

1.1. apibrézti marketingo koncepcijg ir apibddinti marketingo
svarba konkrediais pavyzdziais (S)

1.2. apibldinti marketingo kaip srities vystymasi pagal Sias
stadijas: gamybos orientacija, produkto orientacija,
pardavimy orientacija, marketingo orientacija, socialinio
marketingo orientacija (Z)

1.3. apibrézti Sias koncepcijas: marketingas vartotojams
(B2C), marketingas pardavimo tarpininkams,
marketingas verslui (B2B), rysSiy marketingas ir tiesioginis
marketingas (Z)

1.4. apibudinti ir paaiskinti skirtumus tarp prekiy, paslaugy,
organizacijy, individy ir idéjy marketingo (S)

1.5. apibldinti ir paaiskinti skirtumg tarp komercinio
marketingo, marketingo pardavimo tarpininkams,
vyriausybinio marketingo ir nepelno organizacijy
marketingo (S)

1.6. paaiskinti mikro, mezo ir makro aplinkos lygmenis,
suklasifikuoti veiksnius j makro, mezo ir mikro lygmenis
()

1.7. pateikti Siy sgvoky apibrézimus: tiksliné auditorija,
mainai, rysiai ir reputacija, identitetas ir jvaizdis (S)

1.8. apibreZti barterio koncepcija (Z)

1.9. apibréZti ir apibadinti marketingo koncepcija, atpaZinti ja
konkreciose situacijose (S)

1.10.  apibréiti ir atskirti strateginj, taktinj ir operacinj
planavimo lygmenis (S)

1.11. apibadinti rysj tarp verslo plano ir marketingo plano
(2)

1.12.  Apibddinti ir paaiskinti, kaip planavimas lemia
konkretaus marketingo komplekso (5P) formulavima ir
marketingo instrumenty naudojima bei pozicionavima

(S)

1.13.  Apibrézti Siuos terminus ir pateikti jiems konkreciy
pavyzdZiy: (S)
e  misija
e vizija

e  strategija

e  pagrindinis verslas

e strateginis verslo vienetas (SBU)

e augimo strategijos (pagal Ansoff)

e produkto/rinkos kombinacijos (PMC)
e  situacijos analizé (SWOT)

e tikslai (SMART)

e unikalus pardavimo pasitlymas (USP)

1.14. paaiskinti segmentavimo kriterijus (su pavyzdZiais):
geografinj, demografinj, psichografinj, segmentavimg
pagal elgseng (S)

1.15. Apibadinti  rinkos
trakumus (S)

1.16. Apibadinti efektyvaus segmentavimo saglygas: dydis,
iSmatuojamumas, homogeniskumas ir pasiekiamumas
()

1.17. Paaiskinti, kas yra vartotojo kelioné (S)

segmentavimo privalumus ir

1. Basic concepts in the field of marketing

1.1. define the concept of marketing and characterize the
significance of marketing with concrete examples (U)

1.2. describe the creation of the marketing field on the basis
of the following stages: production orientation, product
orientation, sales orientation, marketing orientation
and social marketing orientation (K)

1.3. define the following concepts: consumer marketing
(B2C), trade marketing, business to business marketing
(b-to-b), relationship marketing and direct marketing (K)

1.4. describe and explain the differences between marketing
of goods, services, organizations, individuals and ideas
(U)

1.5. describe and explain the differences between
commercial marketing, trade marketing, governmental
marketing, and non-profit marketing (U)

1.6. explain micro, meso and macro levels of environment
and classify developments in macro, meso and micro
levels (U)

1.7. give a definition of the concepts: target audience,

exchange, relationships and reputation, identity and

image (U)

define the concept of bartering (K)

define and characterize the concept of marketing and

recognize it in concrete situations (U)

1.10. define and distinguish strategic, tactical and operational
planning levels (U)

1.11.describe the relationship between business plan and
marketing plan (K)

1.12.describe and explain how planning leads to the
formulation of a concrete marketing mix (the 5P's) and
the use of market instruments and final positioning (U)

1.8.
1.9.

1.13. Define the following terms and give concrete examples:

(V)

® mission
e vision

e strategy

e core business

e strategy business unit (SBU)

e growth strategies (Ansoff)

e product-market combinations (PMC)
e situation analysis (SWOT)

e objectives (SMART)

e unique selling proposition (USP)

1.14 explain  segmentation criteria with examples:
geographic,  demographic, psychographic, and
segmentation based on behavioral variables (U)

1.15 describe the advantages and disadvantages of market
segmentation (U)

1.16 name the conditions that effective segmentation must
satisfy: size, measurability, uniformity and accessibility
of the segment (U)

1.17 explain what is meant by a customer journey (U)




1.18. Paaiskinit, kas yra verté vartotojui, kliento patirtis (CX),
vartotojo patirtis (UX), paslaugy meistrisSkumas (SX).

1.18 explain customer value, customer experience (CX), user
experience (UX), service excellence (SX)

2. Marketingo planavimo pagrindai

2.1. Atskirti (jvardinti)
elementus (Z)

pagrindinius marketingo plano

2. Foundations of marketing planning

2.1. distinguishing the main elements a marketing plan (K)

3. ISoriné aplinka

3.1. apibldinti rinkos (pasitlos ir paklausos) pobudj, dydj,
tipa ir sudétj (2)

apibddinti svarbius rinkg ir rinkos dalyviy elgseng
lemianius reigkinius (Z)

jvardinti makro aplinkos veiksnius: demografinius,
ekonominius, geografinius, institucinius, politinius-
teisinius, socialinius-kultdrinius, technologinius,
socialinius ir aplinkos (Z)

3.2.

3.3.

3. External environment

3.1. describe nature, size, type and composition of the
market (supply and demand) (K)

describe the important phenomena that can influence
the market and the market behavior of participants (K)
name the macro environment factors: demographic,
economic, geographic, institutional, political-legal,
socio-cultural, technological, social and environmental

(K)

3.2,

3.3.

4. Rinkos sqvokos

4. Market Concepts

3.1. apibuadinti konkrecios ir abstrakéios rinkos savokas (Z) 4.1. define the concepts of concrete and abstract market (K)
3.2. apibudinti rinkos pasidlos ir paklausos koncepcijas (Z) 4.2. define the concepts of supply and demand sides of the
market (K)

3.3. apibddinti ir atskirti pirkimy ir pardavimy rinkg, | 4.3. define and distinguish the concepts of procurement and
pramonine ir vartotojy rinkg (S) sales market, industrial market and consumer (U)

3.4. apibréztiir atskirti tiekimo grandinés, Sakos ir prekybos | 4.4. define and distinguish the concepts of supply chain,
koncepcijas (S) industry and trade (U)

5. Sakos aplinka 5. Industry Environment

5.1. Jvardinti tiekimo grandinés raidos etapus ir atpaZinti | 5.1. appoint and recognize the movements of the supply
paralelizacija, specializacijg, diferenciacija, integracija chain: parallelization, specialization, differentiation,
(2) integration (K)

5.2. Nustatyti pagrindines tiekimo grandziy funkcijas: OEM | 5.2. identify the functions of the main links in the supply
(pirminis  jrangos  gamintojas),  importuotojas, chain: OEM (original equipment manufacturer),
eksportuotojas, galutinis gamintojas, didmenininkas, importer, exporter, final producer, wholesaler, retailer,
maZmenininkas, galutinis vartotojas (Z) final consumer (K)

5.3. Paaiskinti konkurencijos pobtdj skirtinguose lygmenyse: | 5.3. explain the nature of the competition to the level of
poreikio, bendroji (visuotiné), produkto ar prekés need, generic, product type or brand (U)

Zenklo konkurencija (A))
5.4. jvardinti tiekéjo/konkurento vaidmenis: lyderis, | 5-4. name the role for a supplier / competitor as leader,

persekiotojas, sekéjas, nisinis Zaidéjas (A))

challenger, follower or nicher (K)

6. Rinkos paklausa

6.1. Apibadinti $ias koncepcijas (Z)
e pradiné, papildoma, pakeitimo (kartotiné) paklausa,
iSpléstiné paklausa
e Esama, potenciali paklausa, rinkos potencialas

e Pirminis poreikis, iSvestiné paklausa
e Skvarba, turéjimo laipsnis
e Rinkos dalis
6.2. Apskaiciuoti Siuos rodiklius (A])
e Esamg, potencialig, efektyvig paklausa (A])
e Rinkos potencialg (potencialig rinka) (A])
e Skvarbg, turéjimo laipsnj (A})
6.3. Atskirti pardavimy ir marketingo koncepcijas (S)

6. Market demand

6.1. define the following concepts: (K)
e initial demand, additional demand, replacement
(repeat) demand, expanded demand
e current demand, potential demand, market
potential
e original question, derived demand
e penetration, possession degree
o market share
6.2. calculate the following indicators: (RS)
e current, potential and effective demand (RS)
o market potential (potential market) (RS)
e penetration, share ownership level (RS)
6.3. differentiate the concepts of sales and marketing (U)




7. Rinkos pasiiila

7.1. Apibudinti ir atpazinti rinkos formas:
oligopolija,  monopoline
konkurencija (Z)

monopolijg,
konkurencija,  tobulg

7. Market supply

7.1. define and recognize market forms:
oligopoly, = monopolistic ~ competition,

competition (K)

monopoly,
perfect

8. Vartotojy elgsena

8.1. Apibadinti ir atpaZinti $iuos terminus: (Z)
e Komunikacija, pirkimas, vartojimas ir atsikratymas
e Sprendimo priémimo etapai: poreikio pripazinimas,

informacijos rinkimas, alternatyvy jvertinimas,
pirkimas arba nepirkimas, vertinimas ir patirtis po
pirkimo

e |sitraukimo lygis: aukstas jsitraukimas ir Zemas
jsitraukimas

e Pirkimo situacijos: rutininis (jprocio) pirkimas,
ribotas problemos sprendimas ir iSsamus
(kompleksinis) pirkimas

e Emocinés ir racionalios pirkimo priezastys

e Svarstomy alternatyvy rinkinys, pasirinkimo

rinkinys, atsimenamas rinkinys

8.2. Apibudinti ,juodosios dézés”“ modelj ir stimulo, atsako,
vidiniy ir idoriniy veiksniy savokas (Z)
8.3. Psichologiniai vartotojy elgsenos veiksniai:

8.3.1. apibrézti ir paaiskinti $iuos terminus (Z)
. Pirminiai ir antriniai poreikiai
. MaterialQs ir nematerialls poreikiai
. Individualis ir kolektyviniai poreikiai
e  Suvokimo procesas, mokymasis ir poZidriai
. Penkios naujovés priémeéjy kategorijos pagal
Rogers:  inovatoriai,  ankstyvieji  priéméjai
(pionieriai), ankstyvoji dauguma (pranasai),
vélyvoji dauguma (véluojantieji), atsiliekantieji.
8.3.2. Paaiskinti Maslow poreikiy hierarchijg teisinga
tvarka, teisingai suskirstyti poreikius (S)

8.4. Socialiniai vartotojy elgsenos veiksniai:
8.4.1. apibudinti kultliros ir subkultiiry savokas (Z)

8.4.2. paaiskinti socialiniy geroveés klasiy pasiskirstymag
ir jy veiksnius: uZimtumg, isSsilavinima, amziy,
vadybinj lygmenj (skirstinys pagal Warner) (Z)

8.4.3. pPaaiskinti jtakos (referentiniy) grupiy tipus:
automatines arba pirmines, realios narystés arba
asociatyvias, siekiamas ir vengiamas
(disasociatyvias) grupes (Z)

8.4.4. atskirti namy 0dkio nariy vaidmenis priimant
pirkimo sprendima (Z)

8.5. Pasitelkti mokslinius paaiSkinamuosius modelius i$
ekonominés perspektyvos:

8. Consumer Behavior

8.1. Define and recognize the following terms: (K)
e communications, procurement, use and discarding
e the stages of decision: need recognition, information
gathering, evaluation of options, purchase or not

purchase, evaluation of experience after the
purchase

o degree of commitment: high involvement, low
involvement

e buying situations: habitual buying behavior, limited
problem solving and extensive problem solving
buying behavior

e emotional and rational buying motives

e consideration set, choice set, evoked set

8.2. define the black box model and the notions stimulus,

response, exogenous and endogenous variables (K)
8.3. behavior influencing factors from a psychological

point of view:

8.3.1. define and recognize the following terms (K)

e primary and secondary needs

e material and immaterial needs

e individual and collective needs

e perception process, learning and attitude

o five categories of adoption according to
Rogers:  innovators, early adopters
(pioneers), early majority (precursors), late
majority (behind runners), laggards.

8.3.2. put the Maslow hierarchy of needs in the
correct order and categorize the needs in the
right way (U)

8.4. behavior influencing factors from the sociological point
of view:

8.4.1. define the concepts of culture and subculture
(K)
name the division into social welfare classes, as
well as the factors that determine this:
occupation, educational level, age, degree of
management (categorization by Warner) (K)
define types of reference groups (peer groups):
automatic or primary groups, membership or
associative  groups,  aspiration  groups,
dissociative groups (K)
distinguish the roles within a household name
in regard to a purchase decision (K)

8.4.2.

8.4.3.

8.4.4.

8.5. conduct scientific explanatory models from the

economic point of view:




8.5.1. Apibudinti terminus: Prieinamos ir
disponuojamos pajamos, susijusios pajamos ir
atskirtos pajamos, kuriomis disponuojama savo
nuozidra (S)

8.5.2. Paaiskinti perkamajg galig ir veiksnius, lemiancius
Siuos efektus: pajamy lygj, prekés kaing, kity
prekiy kainas (S)

8.5.1. define the terms: available / disposable
income, related and discretionary income (K)

8.5.2. explain purchasing power and the factors that
influence these: income level, price of the
product, prices of other products (K)

9. Rinkos tyrimas

9.1.
9.2.
9.3.

Apibrézti rinkos tyrimo koncepcijg (Z)

Apibidinti vartotojo jZvalgy koncepcija (Z)

Apibadinti ir paaiskinti skirtumus tarp ,ofiso tyrimo“

(antrinio tyrimo) ir ,,lauko tyrimo” (pirminio tyrimo) (S)

9.4. Nustatyti ir parinkti prioritetinj pirminio arba antrinio

tyrimo metoda:

e Stebéjimg ir
tikrinima (A])

e  Eksperimentg

e Apklausas ir interviu: organizavimg (omnibusg,
keleto klienty apklausg, im¢iy apjungimg), kontakto
pobudj (rastu, telefonu, asmeniné), tipg (testiné ar
vienkartiné), pirkimo tyrimas (gatvéje, namie,
esamojo vartojimo), dizaing (pavieniai, fokusuota
grupé) (A])

e Panelio tyrimas (A))

e tyrimas internetu (apklausos puslapyje, apklausos
pastu, vartotojy duomeny bazeés, vartotojy paneliai)
(A])

e  Akiy stebéjimas, pelés stebéjimas (A])

9.4. Paaiskinti skirtuma tarp kokybinio ir kiekybinio tyrimo (S)

registravimg:  skanavima/atlieky

9.5. Pateikti imties apibréZzimg ir nustatyti jg lemiandias
charakteristikas: reprezentatyvuma ir pakankamuma

(2)
9.6. Apibidinti populiacijos (visumos) koncepcija ir paaiskinti
ry$j tarp populiacijos ir imties (2)

9. Market research

9.1
9.2
9.3

define the concept of market research (K)

Define the concept ofconsumer inshights (K)

define and explain the differences between the

concepts of desk research (secondary research) and

field research (primary research) (U)

determine the priority method for primary or secondary

research that must be used (U):

e observation and registration: scanning / dustbin
check

e experiments

e surveys and interviews: organization (omnibus,
multi-client, pooling), contact manner (writing,
telephone and in person), type (continuous / ad
hoc), purchase (street, in-home, in-use), design
(single , focus group)

9.4

e panel research
e online research (site surveys, mail surveys, customer
databases, customer panels)

e eye tracking, mouse tracking
explain the difference between
guantitative research (U)

give the definition of sample and identify the
characteristics which govern them: representative and
sufficiently large (K)

define the concept of population and describe the
relationship between the population and the sample (K)

9.5 qualitative and

9.6

9.7

10. Vidiné aplinka

10.1. Paaiskinti skirtumg tarp pelno siekiancios ir ne pelno
siekianc&ios organizacijos (Z)
10.2. Apibadinti $ias koncepcijas: (Z)
e  Organizacijos struktdros brézinj
e Uzdaviniy ir funkcijy linijg
e Atsakomybe
e |galiojimy ir pareigy delegavima
e  Hierarchijg
Formalig ir neformalig organizacija
e Horizontalig, vertikalig ir matricine organizacijg
10.3. Parinkti marketingo departamento ir marketingo
funkcijos vieta organizacijoje (Z)

10.4. Nustatyti Sias funkcijas ir pagrindines jy uZzduotis:
marketingo direktorius ir komercijos direktorius,
marketingo vadovas, produkto vadovas, klienty
vadovas, parduotuvés vadovas, turinio vadovas,
interneto  marketingo  vadybininkas, kategorijos

10. Internal Environment
10.1. identify the differences between profit and non-profit
organizations (K)

define the following concepts: (K)

e organizational chart (organogram)

e task and function line

e responsibility

e delegation of powers and duties

e hierarchy

e formal and informal organization

e horizontal, vertical and matrix organization

select the place of the marketing department and
appoint the marketing function within an organization
(K)

name the following functions and their main tasks:
marketing director and commercial director,
marketing manager, product manager, account
manager, shop manager, content manager, online
marketer, category manager, communications

10.2.

10.3.

10.4.




vadybininkas, komunikacijos vadybininkas,
marketingo/pardavimy/komunikacijos  vadybininkas,
marketingo/pardavimy/komunikacijos asistentas (Z)

manager, marketing / sales / communications
manager, marketing / sales / communications
assistant (K)

11. Marketingo strategija 11. Marketing strategy

11.1. Apibadinti Sias koncepcijas:

Segmentavimas

11.1. define the following concepts: (K)

segmentation

e  Tikslinés rinkos parinkimas e targeting
e Pozicionavimas e positioning
e STP e STP

12. Produkto/paslaugos politika

12. Product / service policies

12.1. Apibadinti ir nustatyti $iuos terminus: (Z) 12.1. define and appoint the following terms: (K)
e  Produkto klasifikacija: fizinis, iSpléstinis ir esminis e product classifications: physical, extensive product
produktas and core product
e Prekés vertybés: instrumentinés ir ekspresyvios e product values: instrumental and expressive
e Prekés vertybés: funkcinés ir emocinés e product values: functional and emotional
e Asortimentas e product mix
e  Produkty/paslaugy testinumas e the product / service continuum
e Off-line ir online paslaugy charakteristikos: e the characteristics of off- and online services:
neapciuopiamumas, perdavimas, standartizavimo intangibility, transience, difficulty of
sudétingumas, gamybos ir vartojimo standardization, coincidence of production and
neatsiejamumas. consumption
e 5-as P paslaugose: Personalas e 5th P within the service: staff
e Klientus aptarnaujantis ir palaikymg uZztikrinantis e the front and back office process services
personalas
e Paslaugy kainodara (pajégumy klausimas) e the pricing of services (capacity problem)
12.2. Produkty klasifikavimas 12.2. product classifications
Apibadinti $ias koncepcijas: (Z) define the following concepts: (K)
e Vartotojiskos ir pramoninés prekeés ir paslaugos e consumer and industrial goods and services
e  Greito apyvartumo vartotojiskos prekés (FMCG) ir e consumer goods (FMCG) and durable goods
ilgalaikio vartojimo prekés (durables)
e Patogumo (kasdienés), pasirenkamos, ypatingos e convenience, shopping, specialty goods and
prekés, neieskomos (pasyvios paklausos) prekeés unsought goods
e Nepriklausomos prekeés, pakaitalai ir papildai e independent (indifferent), substitution and
complementary goods
e  Prastesnés, btinos ir prabangos prekés/paslaugos e inferior, necessity and luxury goods / services
12.3. Prekeés Zenklo politika 12.3. brand policy

Apibidinti Sias koncepcijas ir paaiskinti jas praktinése
situacijose (S)

Zenklinimas, prekes Zenklas,
prekybos Zenklas.

Individualus prekés Zenklas, prekés Zenklo Seima
(skécio prekes Zenklas) (S)

A, B, C prekiy Zenklai, prekybininky prekiy Zenklai (S)
Prabangos prekes Zenklas (Z)

Prekeés Zenklo charakteristikos: kilmé, iSskirtinumas,
emocinis kreipinys, lojalumas prekés Zenklui,
prioritetas prekés Zenklui, garantuotas lojalumas,

prekés vardas ir

jstatymy teikiama apsauga registruotam prekés

Zenklui (S)
Lojalumas prekés Zenklui, prekés Zenklo Zinomumas
(spontaniskas ir primintinis), prioritetas prekés
Zenklui (S)

define the following concepts and explain in a practical
situation (U)

branding, brand, trademark, and trade name
individual brand, brand family (umbrella brand)

A, B, C brands, own brands (private labels)

luxury brand

features of a brand: origin, distinction, emotional
appeal, brand loyalty, brand preference,
guaranteed quality, legal protection if registered

brand loyalty, brand awareness (spontaneous and
assisted) and brand preference




12.4. Asortimentas
Apibadinti ir priskirti $iuos terminus: (Z)
e  Skirstymg tarp produkto, produkty grupés, ir
asortimento lygmens

e Asortimento dimensijas: plotj, ilgj, gylj, aukstj,
suderinamumag.
e Asortimento strategijas: gerinimg, prastinimg,

stimimg aukstyn, stimimg Zemyn

e 20/80 taisykle kaip asortimento analizés jrankj

e Kanibalizacijos koncepcija ir jos jtaka sprendimy
priemimui

e Asortimento iSvalymo funkcijg, asortimento stiliaus
keitimo funkcijg

12.4.

assortment

define and appoint the following terms: (K)

e the division into product level product group level
and assortment level

e the dimensions of the range: width, length, depth,
height and consistency

e the assortment strategies:
downgrading, trading up, trading down

e the 20/80 rule as a way to analyze assortment

e the concept of cannibalism in relation to selected
decisions

e the function of the cleaning up the range, including
the function of restyling

upgrading,

12.5. Pakuoté 12.5. packing
12.5.1. Jvardinti pakuotés funkcijas: techniné, komerciné 12.5.1.  name the functions of packaging: technical,
ir informacine (pakuotés dizainas) (Z) commercial and informative (packaging design) (K)
12.5.2. Jvardinti pakuotés pasirinkimo kriterijus: kastai, 12.5.2.  name the selection criteria related to
informacija, prekybos tarpininkai, aplinka, teisiné packaging: cost, information, trade, environment
baze (2) and legislation (K)
12.6. Paslaugy lygis ir garantijos 12.6. service and warranty
12.6.1. pateikti trijy paslaugy tipy pavyzdziy: paslaugos 12.6.1. name three types of service: service before,
iki (prekes pardavimo), paslaugos prekés pardavimo during and after the purchase (after sales service)
metu, paslaugos po prekés pardavimo (S) (K)
12.6.2. Apibadinti, kaip organizacijos gali susidoroti su 12.6.2.  describe the ways organization deal with
skundais (Z) complaints (K)
12.6.3. Jvardinti pagrindinius Gamintojo Atsakomybeés 12.6.3. name the main points of the Product
Akto punktus (2) Liability Act (K)
12.6.4. Pateikti garantijos apibrézima (Z) 12.6.4.  provide a definition of guarantee (K)
12.7. Prekiy ir paslaugy kokybé 12.7. quality of goods and services
Paaiskinti kokybés, kuri gali bati skirstoma j fizine, explain the concept of quality, which can be divided
funkcine, emocine, koncepcija (S) into physical, functional, emotional (U)
12.8. Produkto gyvavimo ciklas (PGC) 12.8. the product life cycle (PLC)
12.8.1. Apibadinti skirtingy PGC stadijy charakteristikas 12.8.1.  recognize and show the phases of the PLC
12.8.2. Apibudinti PGC sasajas su pardavimais, kastais ir (introduction, growth, maturity, decline) (K)
pelnu (Z) 12.8.2.  describe the PLC in relation to the sales
terms, costs and profit (K)
12.9. Produkto vystymas 12.9. Product development
12.9.1. Jvardinti produkto vystymo cikla (Z) 12.9.1.  name the product development cycle (K)
12.9.2. Nustatyti zingsniy, kurie pereinami iki produkto 12.9.2.  name the sequence of steps that are
pateikimo rinkai, seka: idéjy generavima, atranka, followed before product is launched on the
koncepcijos  vystyma, kasty/naudos  analize, market: generating ideas, screening, concept, cost
prototipo kiirima, testavima, pateikima rinkai (A}) benefit analysis, prototyping, testing, launch (K)
13. Kainodaros politika 13. Pricing policy
13.1. Kainos funkcija: 13.1. the functions of the price factor:

13.1.1. Pateikti kainos, kaip pajamy pagrindo ir kokybés
indikatoriaus, apibrézimus (Z)

13.1.2. Nustatyti nugriebimo ir jsiskverbimo kainos
strategijos pobidj ir pasekmes (Z)

13.1.3. Atpatzinti Sias nuolaidas: funkcines, rezultaty,
senesnio daikto (modelio) graZinimo, pardavimy
skatinimo (2)

13.1.1.  give a definition of price as: income support
and quality indicator (K)

13.1.2. identify the nature and effect of the
skimming versus penetration pricing strategy (K)

13.1.3. recognize the following  discounts:
functional, performance, trade-in and promotional
discounts (K)




13.1.4. apibadinti kainos/eksploataciniy savybiy
koncepcijas, kainos ir nuotolio suvokima,
psichologinius kainos suvokimo aspektus: kainy
ribas, slenkséius, priimtinuma rinkai (Z)

13.2. Kainodaros metodai ir kasty jvertinimas
13.2.1. Apibudinti, paaiskinti ir/arba nustatyti Sias
koncepcijas: j kaStus orientuotas kainodaros
metodas, j konkurentus orientuotas kainodaros
metodas, | vartotojus orientuota kainodaros
metodas (Z)
13.2.2. Apibrézti Siuos kastus: pastovis/ kintami kastai,
tiesioginiai / netiesioginiai kastai (Z)
13.2.3. Atlikti nesudétingus kasty
remiantis: (A])
e Visy kasty metodu
Kintamy kasty metodu (tiesioginiais kastais)
Atsargy metodu (tiesioginiai kastai plius
netiesioginiai sandéliavimo kastai)
13.2.4. Apskaiciuoti pardavimo kaing remiantis kastais
(pelno marza, PVM) (A])
13.2.5. Apskaiciuoti kaing su PVM, ir apskaiciuoti kaing
(ar kitus dydzius) be PVM (A))

skaiciavimus

procentais), kai pateikti pardavimai ir jsigijimo
kainos (A))
13.2.7. Apskaiciuoti skirtuma tarp bendryjy ir grynyjy
pardavimo pajamy (A])
13.2.8. Apskaiciuoti pelningumo rodiklius (investicijy
graZa, ROI) (A])
13.2.9. Parodyti, kaip apyvarta virsta grynuoju pelnu,
jvertinus konkrecius kastus:
e Pardavimai - prekiy savikaina =
pelnas
e Bendrasis pelnas — fiksuoti ir kiti kintami kastai
= veiklos pelnas
e Veiklos pelnas + - mokesciy, palikany ir kiti
netipiniai kastai arba pagauté= grynasis pelnas
13.2.10. Apskaiciuoti rinkos dalj pagal pardavimus
ir/arba apyvartg
13.2.11. Apibadinti lGZio tasko prasme
13.2.12. Apskaiciuoti lGZio taska pinigine israiska (IGzio
taska apyvarta) ir lGZio taska vienetais (A))

bendrasis

13.2.13. Apibdadinti Siuos terminus ir atlikti
skaiciavimus: (A])
. Normali ir reali produkcija
° Kainos elastingumas

13.2.

13.1.4. define the concepts of price / performance,
price and distance perception, psychological price
perception: price limits thresholds and acceptance

(K)

pricing methods and cost calculation

13.2.1. define, explain and / or identify the
following concepts,: the cost-oriented pricing
method, competition oriented pricing method, the
customer-oriented pricing method (K)

13.2.2. define the following costs: fixed / variable
cost, direct / indirect costs (K)

13.2.3. make simple cost calculations according to:
(RS)
e the full cost method
e the variable cost calculation (direct costing)
e the storage method (direct costs + storage

indirect costs)

13.2.4.  calculate selling price on the basis of the
cost (profit margin, VAT) (RS)

13.2.5.  calculate amounts including VAT and count
back to amounts excluding VAT (RS)

13.2.6.  calculate a profit (in cash and in percent) as
sales and purchase prices are given (RS)

13.2.7.  calculate the difference between gross
sales and net sales (RS)
13.2.8.  calculate the term profitability ratio (return
on investment, ROI) (RS)
13.2.9.  convert turnover to profit via the following
indicators: (RS)
e sales - purchase costs = gross profit
e gross profit - other (fixed and direct) costs =
operational profit
e operation profit — taxes, interests costs, other
costs = net profit

13.2.10. calculate market share based on sales and /
or turnover data (RS)

13.2.11. describe the meaning of a break-even (K)

13.2.12. calculate a break-even point, both in money
(break even turnover) and in number (break-even
sales) (RS)

13.2.13. define the following terms and thus
perform calculations: (RS)
e normal and actual production

e price elasticity




14. Paskirstymas

14.1. paaiskinti paskirstymo funkcijg: erdvés, kiekio, kokybés,
laiko, nuosavybés ir Ziniy skirtumy pasalinimas (S).

14.2. Paaiskinti ir atskirti jvairias paskirstymo grandis:
didmenininkas/distributorius, mazmenininkas,

importuotojas.

14.3. Apibadinti paskirstymo struktlirg ir atpaZinti ja
praktinése situacijos: vienkanalis, dvikanalis ar
daugiakanalis paskirstymas (S)

14.4. Paaiskinti paskirstymo lygmenis

(tiesioginis/netiesioginis, trumpas/ilgas) ir jvardinti jy
privalumus ir trikumus (S)

14.5. Pateikti intensyvaus, atrankinio ir iSskirtinio paskirstymo
pavyzdZiy (S)

14.6. Pateikti stimimo ir traukimo strategijos pavyzdziy (S)

14.7. Paaiskinti, kas yra kanaly konfliktas (S)

14.8. Nupiesti paskirstymo kanalo schemg (A))

14.9. Pateikti nesudétingus skaic¢iavimus Siems rodikliams:

(Al)

e Paskirstymo plotis (nesvertinis paskirstymas), rinkos
padengimas, paskirstymo lygis, paskirstymas skaitine
iSraiska

e Svertinis paskirstymas, rinkos pasiekimas

e Pajamy dalis, pardavimy dalis

14. Distribution

distribution: bridging
quality, time,

14.1.explain the functions of
differences in location, quantity,
possession and knowledge (K)

14.2.describe various distribution parties and call their
functions: wholesale / distributor, retailer and importer
(K)

14.3. define the distribution structures and recognize them in
practical situations: single, dual and multi-channel
distribution (K)

14.4. explain the levels of distribution (direct / indirect, short
/ long) and name their advantages and disadvantages
(V)

14.5.define the terms intensive, selective and exclusive
distribution (K)

14.6. define the concepts of push and pull strategies (K)

14.7. define the concept of channel conflict (K)

14.8.draw a schematic representation of a distribution
column (RS)

14.9. make simple calculations on the basis of the following
index numbers: (RS)

e distribution spread, unweighted distribution,
market coverage, degree of distribution, numerical
distribution

e weighted distribution, market reach

e revenue share, sales share

15. Komunikacijos politika

15.1.1. Apibidinti komunikacijos tiksline auditorija (Z)

15.1.2. )vardinti konkreius komunikacijos kanalus:
spausdintiné, radijo, kino, iSoriné, tiesioginio pasto,
telefono, interneto komunikacijos galimybes (paieSkos

varikliy marketingas, reklama internete, socialiné
medija, e-pastas) (Z)

15.1.3. Jvardinti ir atpazZinti komunikacijos modelio
elementus: nesiklis, kodavimas, Zinuté, kanalas,

atkodavimas, gaveéjas, atsakas ir grjztamasis rysys,
triuk$mas (2)

15.1.4. ApibQdinti du gerai Zinomus komunikacijos modelius:
AIDA ir DAGMAR (Z)

15.1.5. apibadinti selling-in (pardavimas distributoriui) ir
selling-out (pardavimas galutiniam vartotojui) veiklos
esme (2)

15.1.6.  Jvardinti  pagrindines  reklamos  funkcijas:
pozicionavimas, pozilrrio formavimas, jvaizdzio kirimas
ir elgsena (elgsenos skatinimas) (Z)

15.1.7. ApibréZti integruotos komunikacijos koncepcija (Z)

15.1.8. Paaiskinti komunikacijos komplekso komponenty
funkcijas: asmeninis pardavimas, pardavimy skatinimas,
tiesioginis marketingas, rysSiai su visuomene ir
sponsorysteé (S)

15.1.9. Paaiskinti vartotojy lojalumo svarbg (S)

15. Communication policy

15.1.1. define the target of communications (K)

15.1.2. mention different communication media: print,
radio, cinema, outdoor advertising, direct mail, phone,
online communication capabilities (search engine
marketing, display advertising, social media, email
marketing) (K)

15.1.3. name and recognize the elements of the
communication model: transmitter, coding, message,
media, decoding, receiver, response, feedback, noise
(K)

15.1.4. define two well-known communication models:
AIDA, DAGMAR (K)

15.1.5. define the concepts of selling-in and selling-out
activities (K)

15.1.6. name the main functions of advertising: positioning,
attitudes, image and behavior (K)

15.1.7. define the concept of integrated communication (K)

15.1.8. explain the functions of the components of the
communication mix: advertising, personal selling, sales
promotions, direct marketing, public relations and
sponsorship (U)

15.1.9. explain the importance of customer loyalty (U)
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15.1.10. Jvardinti lojalumo programy tikslus (vartotojy
lojalumo didinimas) ir paaiskinti tris lojalumo
programy tipus: finansinj, emocinj, struktirinj (Z)

15.2. Reklama

15.2.1. Apibadinti Sias koncepcijas

Veiksmo reklama, teminé reklama, instituciné reklama,
korporatyviné reklama, bendra reklama,
kooperatyviné reklama, reklama pardavimo/pirkimo
vietoje, lyginamoji reklama, nekomerciné reklama,
reklama internete, SEA, SEO, nuorody ir
rekomendacijy marketingas.

15.2.2. Paaiskinti juridiniy nuostaty, jtvirtinty Reklamos
kodekso komiteto, jtaka

15.2.3. Paaidkinti uzduoties agentirai funkcijas (Z)

15.2.4. Apibldinti terminus: pasitlymas ir atsipirkimas

(2)

15.3. asmeninis pardavimas

15.3.1. Apibidinti asmeninio pardavimo funkcija (Z)

15.3.2. Paaiskinti skirtingus bldus kaip gali bati
organizuojama pardavimy funkcija jmonéje: pagal
geografines rinkas, pagal produktus, pagal segmentus
(rinkas) (2)

15.3.3. Jvardinti ir paaiskinti
struktdrg ir etapus (S)

15.3.4. Apibddinti empatijos ir
koncepcijg (2)

15.3.5. Apibidinti ,3alto skambucio” koncepcija (Z)

15.3.6. Jvardinti ir paaiskinti pardavéjo, atstovo,
verbuotojo, paslaugy pardavéjo, pardavimy
vadybininko ir klienty vadybininko vaidmenis (S)

pardavimy pasitlymo

pardavimy grafiko

15.4. Pardavimy skatinimas

15.4.1. Paaiskinti pardavimy skatinimo funkcijg (S)

15.4.2. Apibadinti skirtumg tarp pardavimy skatinimo
tarpininkams ir vartotojams (U)

15.4.3. Paaiskinti jvairius pardavimy skatinimo tipus:
parodas, paskatinimus (nuolaidas), inventoriy
pardavimo vietoms ir paslaugas pardavimo vietoms
()

15.4.4. Paaiskinti jvairius | vartotojus orientuoto
pardavimy skatinimo tipus: pavyzdZius, vertés
vienetus / taupymo schemas, pinigy graZinima,
premijas, konkursus ir loterijas, labdaros akcijas,
papildomo kiekio skatinimus (nuolaidas), kainos
nuolaidas (S)

15.5. Tiesioginis marketingas
15.5.1. ApibQdinti tiesioginio marketingo koncepcijg
15.5.2. Nustatyti ir apibrézti skirtingus marketingo
strategijos lygmenis: organizacijos, produkto (grupés)
ir instrumentinis (Z)

15.5.3. Atskirti Siy tiesioginio marketingo formy
uzdavinius ir nustatymo badus: tiesioginio pasto
(jskaitant neadresuotg reklamg), teleSopingo ir
telemarketingo, el. pasto marketingo (S)

15.1.10. name objectives of loyalty programs
(increase customer loyalty) and three kinds of loyalty
programs: financial, emotional and structural (K)

15.2. advertisement

15.2.1.  define the following concepts: (K)

action advertising, theme advertising, institutional
advertising, corporate advertising, combined
advertising / joint advertising, cooperative
advertising, point of purchase / point of sale
advertising (pop / pos), comparative advertising,
non-commercial advertising, display advertising,
SEA, SEO, affiliate marketing

15.2.2.  describe the influence of legal provisions
relating to the Advertising Code Committee

15.2.3.  describe the function of a briefing (K)

15.2.4.  define the terms proposition and pay-off
(K)

15.3. personal selling

15.3.1.  name the functions of personal sales (K)

15.3.2.  name different ways in which the sales

function within a company can be organized:
geographic, product-oriented or market-oriented
(K)

15.3.3.  call and explain the structure and phases of
a sales pitch (U)

15.3.4.  define the concepts of empathy and sales
diagram (K)

15.3.5.  define the concept of cold calling (K)

15.3.6. name and explain the roles of salesman,
representative, recruiter, service merchandiser,
sales manager and account manager (U)

15.4.sales promotion
15.4.1.  explain the concept of sales promotion (U)
15.4.2. define the distinction between trade and
consumer promotions (U)

15.4.3. explain various types of trade promotions:
fairs, incentives, pop material and service
merchandising (U)

15.4.4. explain different types of consumer

promotions: sampling / sample, value points /
savings schemes, refunds (cash back), premiums,
contests / sweepstakes, charity actions, additional
volume incentives, price action (U)

15.5.direct marketing

15.5.1.  define the concept of direct marketing (K)
15.5.2. identify and define the different levels of
direct marketing strategy that can be

implemented: organizational, product (group) -
and instrument level (K)

15.5.3.  distinguish the following forms of direct
marketing to targets and diagnostic techniques:
direct mail (including unaddressed advertising),
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15.5.4. Jvardinti duomeny baziy funkcijas tiesioginiame
marketinge (Z)

15.5.5. Jvardinti CRM apibrézima (Z).

15.5.6.  Paaiskinti  Sias  koncepcijas:  (poreikio)
patenkinimas, marketingas vienas-vienam, duomeny
baziy marketingas, pritraukimas ir iSlaikymas, viso
gyvenimo verté, rySiy su visuomene marketingas,
lojalumas (S)

15.6. Rysiai su visuomene
15.6.1. Apibadinti rysiy su visuomene koncepcijg ir tikslg
(2) 3
15.6.2. Nustatyti rysiy su visuomene tikslines grupes (Z)

15.6.3. Apibrézti marketingo rySius su visuomene ir
jmoneés rysius su visuomene (Z)
15.6.4. ApibreéZti nemokamo vieSumo koncepcija (Z)

15.7. Sponsorysté (parama)

15.7.1. Apibidinti sponsorystés koncepcija (Z)

15.7.2. Atpatzinti ir jvardinti jvairias sponsorystés formas:
sporto sponsorysté, meno sponsorysté, sponsorysté
televizijoje, sponsoriaujami laikras¢iai, jvykiy ir
socialiné sponsoryste (Z)

15.7.3. Apibidinti sponsorystés charakteristikas (Z)

15.7.4. )vardinti sponsorystés tikslus: geresnis prekeés
Zzenklo Zinomumas, geresnis jvaizdis, padidéje
pardavimai, reklamos draudimy i§vengimas (Z)

teleshopping and telemarketing, email marketing
(V)

15.5.4. name the function of a database for direct
marketing (K)

15.5.5.  name the definition of CRM (K)

15.5.6.  define the following concepts: fulfillment,
one-on-one marketing, database marketing,
acquisition and retention, life-time value,
relationship marketing, loyalty (K)

15.6. public relations

15.6.1.  define the concept and purpose of public
relations (K)

15.6.2. appoint the target groups of public
relations (K)

15.6.3.  define the concepts of marketing PR and
company PR (K)

15.6.4.  define the concept of free publicity (K)

15.7.sponsorships

15.7.1.  define the concept of sponsorship (K)

15.7.2. mention and recognize the various forms of
sponsorship: sports sponsorship, arts sponsorship,
television sponsorship, sponsored magazines,
event sponsorships and social sponsorship (K)

15.7.3. talk about the characteristics
sponsorship (K)

15.7.4. name objectives for sponsorship: increased
brand awareness, enhance image, increase sales,
circumventing advertising bans (K)

of

15.7.5. Paminéti sponsorystés rizikas (Z) 15.7.5.  mention the risks of sponsoring (K)
16. Prekybos marketingas 16. Retail Marketing
16.1. Apibudinti penkis maZmenininky tipus: paieskos prekiy | 16.1. define five types of retailers: specialty stores,

parduotuveés, prekybos tinklai, savitarnos prekybos
tinklai, supermarketai, i$parduotuves (Z)

16.2. Apibrézti ir atskirti Siuos terminus: parduotuvés
koncepcija, parduotuvés formatas ir parduotuveés
jvaizdis (S)

16.3. Apibrézti fransizés koncepcija ()

16.4. Apibadinti terming ,internetiné parduotuvveé (7)

16.5. Jvardinti ir paaiskinti maimeninés prekybos 6P:

produktas, vieta, kaina, rémimas, iSdéstymas ir Zmonés

(S)

Jvardinti ir atpazinti keturis produkty asortimento

politikos komponentus: pagrindiniai produktai, jvaizd]

keliantis  asortimentas, kintantis asortimentas,

mazéjimo prevencijos asortimentas (Z)

16.7. Apibrézti marketingo pardavimo vietose koncepcija (Z)

16.8. Apibrézti patalpos iSplanavimo, marsruto nukreipimo,
iSdéliojimo lentynose ir atmosferos faktoriy funkcijas

()

16.6.

department stores, self-service department stores,
supermarkets (K)

16.2. define and distinguish the terms shop concept, store
format and store image (U)

16.3. define the concept of franchising (K)

16.4. define the term web store (K)

16.5. call the 6 P's of the retail and explain: product, place,
price, promotion, presentation and people (U)

16.6. name and recognize the four components of product
policy: core range, image-enhancing assortment,
changing assortment, antidilutive range (K)

16.7. define the concept of in-store marketing (pop) (K)

16.8. define the function space layout, routing, industrial

shelving and atmospherics (K)
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17. Darniftvari plétra

17.1. Apibudinti
situacijose:
e  Pagrindine darnios/tvarios plétros koncepcija
e Darnios/tvarios plétros koncepcija / korporatyvine
socialine atsakomybe (atsizvelgiant j gamta, aplinka
ir socialinius jmoneés, sgZiningos prekybos, energijos
taupymo aspektus)
e Zmoniy, Planetos ir Pelno koncepcijas bei jy
pritaikomuma versle.

terminus ir atpaZinti juos praktinése

17. Sustainability

17.1.define the following terms and appoint in practical
situations: (K)
e the general concept of sustainability
e the concept of sustainability / CSR (taking into
account nature, environment and social aspects in
the enterprise, Fair Trade, Energy Conservation)
e concepts of People, Planet & Profit and its
application in business

18. Interneto marketingas: bendrieji principai

18.1. apibadinti Siuos terminus: (K)

* marketingas internete

* e-verslas, e-komercija, e-pirkimas

e omnikanalinis marketingas

e mobilioji programélé

* socialiné medija

e paieskos variklis / paieskos variklio marketingas

* marketingo automatizavimas

¢ patogumas naudoti

e vartotojo patirtis

e skaitmeniné analitika

e didieji duomenys

e daikty internetas

» konversijy optimizavimas

o efermiskas, trumpalaikis marketingas (turinys, kuris
matomas tik trumpa laika)

Paaiskinti, kas sudaro
komunikacijg (Z)

18.3. Paaiskinti, kas sudaro interneto marketingg (Z)

18.4. Paaiskinti, kas yra suprantama kaip pasiekiamumas
(sklaida), vizitas, konversija (j potencialy pardavéjg,
pardavima), i$laikymas (2)

AtpaZinti interneto puslapio tikslus: puslapis
pardavimames, puslapis potencialiy klienty
generavimui, puslapis prekés Zenklo jvaizdziui, puslapis
publikacijoms, informacijai ir klienty generavimui (Z)
Atskirti skirtingas interneto svetainés ir nukreipimo
puslapio funkcijas (S)

18.7. Paaiskinti, kas yra nukreipimo puslapis (Z)

18.8. Paaiskinti, kas suprantama kaip piltuvélis (démesys,

svarstymas, veiksmas, lojalumas) (S)

Nurodyti, kuris kanalas gali bGti naudojamas kuriame

piltuvélio Zingsnyje (S)

18.10. Nurodyti skirtuma tarp stimimo ir traukimo (S)

18.11. Paaiskinti, kas yra puslapio patogumas naudoti (S)

18.12. Atskirti skirtingas turinio marketingo galimybes (Z):
baltosios knygos, e-knygos, infografika, vizualiniai
elementai, video, nuotraukos, blogai, praneSimai
spaudai, muzika, vebinarai

18.13. Paaiskinti skirtumg tarp valdomos, apmokamos ir
uztarnautos medijos (S)

18.14. Paaiskinti skirtumus tarp CPM, CPL, CPS, CPC, Cost per
Download (S)

18.2. interneto  marketingo

18.5.

18.6.

18.9.

18. Online marketing general

18.1. define the following terms: (K)
¢ online marketing
¢ e-business, e-commerce, e-procurement
e omnichannel marketing
® apps
e social media
* Search Engine / search engine marketing
* marketing automation
e usability
® user experience
o digital analytics
¢ big data
¢ internet of things
e conversion optimization
* ephemeral marketing (all content that only remains
visible for a short time)

18.2. explain what online marketing communications
include (K)

18.3. explain what online marketing includes (K)

18.4. explain what is meant by reach, visit, conversion (lead
/ sale), retention (K)

18.5. recognize the purpose of a web site: sales site, lead
generation site, branding site, publication site,
information and service site (K)

18.6. recognise different functions of website or landing
page (U)

18.7. Explain what landing page is (K)

18.8. specify what is meant by funnel (attention,
consideration, action, loyalty) (U)

18.9. indicate which channel can be used in which part of

the funnel (U)

18.10. indicate the difference between push and pull (U)

18.11. explain what is meant by website usability (U)

18.12. distinguish the different possibilities of content
marketing (K): whitepapers, e-books, info graphics,
visuals, videos, photos, blog posts, press releases,
music, webinars

18.13. explain the differences between owned, paid and
earned media (U)

18.14. explain the differences between CPM, CPL, CPS, CPC,
Cost per Download (U)
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18.15. Paaiskinti, kas yra vartotojy sukurtas turinys, pvz.
atsiliepimai, blogy komentarai, You Tube video (Z)

18.16.Paaiskinti, kas yra paspaudimo procentas (Z)
18.17. Paaigkinti, kas yra konversijos procentas/rodiklis (Z)
18.18. Nustatyti dazniausias proceso problemas (S):
¢ Integruotame marketinge
e Strategijos jgyvendinime
¢ Online ir offline
18.19 Paaiskinti ir naudoti Vartotojo kelionés koncepcijas (S):

e apibrézima

¢ kontakto taskus
¢ AID modelj

¢ lojalumo raida
® personas.

18.15. explain what is meant by user-generated content, such

as reviews, comment on blog posts, YouTube videos
(K)

explain what is meant by click-through rate (K)
explain what is meant by conversion ratio (K)

Identify the most commont bottlenecks in (U):

* Integrated marketing

e Strategy versus implementation

¢ Online versus offline

18.19 Explain and apply the concepts of Customer Journey
(V):

18.16.
18.17.
18.18.

e definition

e touch points
¢ AID model

e Loyalty course
® Persona's

Démesys, svarstymas:

19. Reklama internete

19.1. Paaiskinti, kaip veikia interneto reklama (S)

19.2. Paaiskinti, kaip veikia video reklama (S)

19.3. Paaiskinti, kaip veikia rich media reklama (S)

19.4. Paaiskinti, kaip veikia aukcionai realiuoju metu (S)

19.5. Paaiskinti retargetingo (pakartotinio marketingo)
koncepcija (Z)

19.6. Paaiskinti natdralizuotos aplinkos reklamos koncepcija
(2)

19.7. Paaiskinti,
marketingas (S)
19.8. Paaiskinti, kaip skirstomos pajamos i$ nuorody ir
partnerysciy marketingo (S)

kaip veikia nuorody ir partnerysciy

Attention, consideration:

19. Online advertising

19.1. explain how display advertising works (U)

19.2. explain how video advertising works (U)

19.3. explain how rich media advertising works (U)

19.4. explain how real-time bidding works (U)

19.5. explain the concept of retargeting (K)

19.6. explain the concept of native advertising (K)

19.7. explain how affiliate marketing works (U)

19.8. explain how the revenue from affiliate marketing is

divided (U)

20. Socialiné medija

20.1. Paaiskinti, kas yra socialiné medija (S)

19.9. 20.2. jvardinti socialinés medijos tipus: Facebook,
Twitter, YouTube, Linkedln, Instagram, Whatsapp,
Snapchat, Pinterest

Paaiskinti, kokiais atvejais jmoné gali naudoti socialine
medijg (klausyti, dalyvauti, inicijuoti) (S)

Paaiskinti, kaip gali bati naudojama socialiné medija
specifinéms tikslinéms grupéms (Zinutés jpirSimas,
reklama, remiamas postas, etc.) (S)

Jvardinti svarbiausius socialinés medijos rodiklius
(konversijos procentg, sustiprinimo rodiklj,
aplodismenty (jsitraukimo) rodiklj, ekonomine verte)
Paaiskinti, kaip dalijimasis/mégimas lemia didesn]
jtraukimg ir puslapio lankyma (S)

20.3.

20.4.

20.5.

20.6.

20. Social media

20.1. explain what a social media is (U)

20.2. name the types of social media: Facebook, Twitter,
YouTube, LinkedIn, Instagram, Whatsapp, Snapchat,
Pinterest

20.3. explain where a company can use social media (listen,
participate, initiate) (U)

20.4. explain how social media can be used to specific target
groups (messag push, advertising, sponsored post,
etc) (U)

20.5. identify the most important social media ratios
(conversion ratio, amplification rate, applause rate,
economic value)

20.6. explain the differences between personal profile and

business account (U)

Svarstymas, veiksmas
21. Paieskos variklis

21.1. Paaiskinti paiekos varikliy marketingo koncepcijg (2)
21.2. Jvardinti paieskos variklius (google, youtube,bing)

21.3. Paaiskinti skirtumus tarp SEO ir SEA (S)

21.4. Atskirti iSéjimo modelius paieskos varikliy marketinge

(S)

Consideration, action:
21. Search engine

21.1. explain the concept of search engine marketing (K)
21.2. name the searching engines (google, youtube, bing)
21.3. explain the differences between SEO and SEA (U)
21.4. distinguish check-out models of search engine

marketing (U)
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21.5. Paaiskinti, kas yra Google Shopping, Google flights, | 21.5. explain what is Google Shopping, Google flights,
Google Local (S) Google Local (U)

21.6. Paaiskinti, ka reiSkia keleto prietaisy naudojimas (i | 21.6. explain what consumers‘ usasge of multiple devices
vartotojo perspektyvos) paieskos varikliui (S) means to the search engine (U)

21.7. paaiskinti, kas yra paieska balsu. 21.7. explain what is voice search

Lojalumas Loyalty:

22. E-pasto marketingas 22. Email Marketing

22.1. Atskirti skirtingus e-pasto marketingo tipus (S) 22.1. distinguish different types of email marketing (U)

22.2. Paaiskinti pagrindinius e-pasto marketingo tikslus (kasty | 22.2. explain what are the main goals of e-mail marketing
mazinimas, pritraukimas, islaikymas) (S) (cost reduction, acquisition, retention) (U)

22.3. Paaiskinti reikalavimus efektyviai e-pasto kampanijai | 22.3. explain the requirements for an effective email
(adresy sarasas, savanoriskas jsitraukimas, teminé campaign (mailing list, opt-in, subject line, text
linija, tekstas, personalizuotas tikslinei auditorijai (S) personalised for target group) (U)

22.4. Paaiskinti, kas yra opt-in (savanoriskas jsitraukimas) ir | 22.4. explain what is meant by opt-in and opt-out (U)
opt-out (savanoriskas pasitraukimas) (S)

22.5. Paaiskinti, kaip galima surinkti tinkamus adresus | 22.5. explain how the correct addresses for a campaign can
kampanijai (Z) be recruited (K)

22.6. Paaiskinti, kokios yra komercinio e-laisko dalys (S) 22.6. explain what are the parts of a commercial e-mail (U)

22.7. Paaiskinti, kokie dalyviai vaidina vaidmenj e-pasto | 22.7. identify which parties play a role in an e-mail campaign
kampanijoje (Z) (K)

22.8. Paaiskinti, kg reiskia keleto prietaisy naudojimas (iS | 22.8. explain the implications of consumer usage of multiple
vartotojo perspektyvos) e-pasto marketingui (S) devices for e-mail marketing (U)

Interneto puslapis Website:

23. Interneto puslapiai 23. Websites

23.1. Paaiskinti keturis turinio tipus (informavimas, | 23.1. explain the four content styles (inform, motivate,
motyvavimas, orientuotas j pardavimus, orientuotas j sales-oriented, service-oriented) (U)
aptarnavimg) (S)

23.2. Paaidkinti, kaip galima padidinti teksto skaitomuma | 23.2. explain how the readability of text can be increased
internete (paantrad¢iy, punkty naudojimas, struktira) online (use of subheadings, bullets, structure) (U)

(S)

23.4. Paaidkinti, ka reiskia keleto prietaisy naudojimas (i | 23.3. explain the implications of consumer usage of multiple
vartotojo perspektyvos) pus|apio vystymui devices for the development of your website
(reaguojantis ir kintantis dizainas, planetinio prietaiso (responsive, adaptive designs, tablet-first / content-
pirmenybés / turinio pirmenybés dizainas, etc.) (S) first design, etc.) (U)

24. Puslapio analitika 24. Websites analytics

24.1. Paaiskinti analitikos tiksla (Z) 24.1. indicate the purpose of analytics (K)

24.2. Paaiskinti $iuos terminus (Z): 24.2. explain the following terms (K):

Atmetimo rodiklis, unikalGs vartotojai, grjztantys bounce rate, unique visitors, returning visitors,
vartotojai, sesija, nukreipianCios svetainés, i$éjimo session, referring sites (referral), exit rate, not
indeksas, nesuteikiama SEOQ/SEA, anotacijos provided by SEO / SEA, annotations

24.3. Nurodyti, kaip apskaiciuojami Sie rodikliai: CTR, | 24.3. indicate how these metrics are calculated: CTR,
konversijos indeksas, ROI, ROAS (S) conversion rate, ROI, ROAS (U)

24.4. Paaiskinti, kaip naudojamas terminas ,lankytojas” | 24.4. explain how the term "visitor" is used in analytics
analitikos programose (S) programs (U)

24.5. Atskirti skirtingus srauto Saltinius puslapio analitikoje (S) | 24.5. distinguish the different traffic sources of web

analytics (U)

24.6. Paaiskinti, kaip konversija gali bati priskirta skirtingiems | 24.6. explain how conversion can be assigned to various
kanalams: paskutinio paspaudimo, pirmo paspaudimo, channels (K): last-click model, first-click model, linear
linijinis, pozicijos, laiko pragjimo modeliai (Z) model, position-based model, time lapse model

24.7. Paaidkinti, kas yra konversijos priskyrimas (Z) 24.7. explain what conversion attribution is (K)
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24.8. atskirti jvairius srauto Saltinius svetainés analitikoje.

24.8. distinguish the different traffic sources of web
analytics (K)

25, Teisés aktai ir savireguliacija

Paaiskinti Sias koncepcijas (aktus, institucijas) ir jvardinti jy
pritaikomuma:

e BDAR

»Neskambinkite man“ registras (opt-in ir opt-out)

Elgesio kodeksas

e Duomenimis pagrjsto marketingo asociacija

Reklamos etikos komitetas

26. Legal regulations and self-regulation
Explain and name implications of the following bodies
(insitutions):

e GDPR

® Call-me-not register (opt-in and opt-out)

¢ Code of conduct

¢ DDMA (Data Driven Marketing Association)
e Advertising Code Committee
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