LMA

Egzaminy reikalavimai
Sertifikuotas marketingo specialistas (LIMA A)
A2 modulis

1.]VADAS

1.1. Dokumento turinys

Sis dokumentas apima reikalavimus Sertifikuoto marketingo specialisto (LiIMA A) egzaminui. Reikalavimai taikomi
egzaminuojant pagal Sertifikuoto marketingo specialisto modulj A2 ir galioja nuo 2019 mety sausio pirmos iki naujy
reikalavimy paskelbimo.

Dokumentas nusako sertifikato lygmenj, dviejy vertinimo moduliy metodologijg, egzamino reikalavimus (testo
turinj), taikomus A2 modulio egzaminui.

Visi LIMA egzaminai atitinka tam tikrg EQF (The European Qualifications Framework) lygmen;.

1.2. Sertifikuoto marketingo specialisto (LiMA A) lygmuo

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

EQF lygmuo yra nustatomas atsizvelgiant j egzaminy reikalavimy turin;j.
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. LIMA A egzaminu siekiama jgyti Ziniy ir jgldZiy, susijusiy su marketingo principais,
marketingo priemonémis, marketingo aplinka, iSmokti numatyti ir valdyti jy tarpusavio rysj. Nepasiribojama vien tik
atskiromis marketingo funkcijomis ar elementais: taip pat yra tikimasi, kad kandidatas turés jgiidziy marketingo
politikos rengimo ir jgyvendinimo lygmenyse.

Pagrindinés Sertifikuoto marketingo specialisto (LIMA A) uZzduotys yra:
e  Pagalba marketingo skyriui, atsakingam uz marketingo planavima
e Komerciné veikla
e Informacijos ir duomeny valdymas
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e Rysiy ir santykiy palaikymas su klientais

e  Rinkos tyrimai

e Atskiry marketingo sric¢iy kuravimas: produkty portfelio valdymas, komunikacijos planavimas ir valdymas,
pagalba aukstesnio lygmens vadovui kainodaros ir distribucijos valdyme.

e  Renginiy organizavimas

2.EGZAMINY METODIKA

Sertifikuoto marketingo specialisto (LIMA A) egzaminas susideda i$ dvejy moduliy, Al ir A2. Siekiant jgyti Sertifikuoto
marketingo specialisto (LIMA A) diplomga, kandidatas abiejuose moduliuose (A1l ir A2) turi pasiekti patenkinamg
rezultatg, tai yra, surinkti 55 procentus arba daugiau galimy tasky.

LiMA Al Marketingo specialisto modulis (egzamino trukmé — 90 minuciy) sudarytas i$ 45 uzdaro tipo klausimuy.
LiMA A2 Marketingo specialisto modulis (egzamino trukmé — 120 minuciy) susideda i$ 3 mini atvejy. Mini atvejai yra
pagrjsti trumpu jmonés situacijos ar problemos aprasymu. Egzaminas yra sudarytas iS keleto atviry klausimy
kiekvienam mini atvejui.

LiMA Al ir A2 egzaminai vyksta rastu.

Pastaba! LIMA Marketingo specialisto A2 modulis yra paremtas LIMA A1l modulio reikalavimais. Daroma prielaida,
kad kandidatui jau Zinoma LiMA Al egzaminui iSlaikyti batina medzZiaga.

3.SISTEMA IR TAKSONOMUA

Egzamino reikalavimai jvardina pagrindinius terminus (teorijas, modelius), kuriais pagrjstas egzaminas ir kuriais
kandidatas turi gebéti disponuoti. Mokymosi pasiekimy (jgyty gebéjimy) lygmuo ir jam priskirtas raktinis Zodis yra
vadinamas taksonomija. Egzamino reikalavimuose 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 apibrézimo pateikimas

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

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

skills jgudziai

(PS) Productive skills (K)) Kdrimo jgidziai | KGrybiskumu pagrjsti sprendimai, pavyzdZiui,
veiksmy parinkimas naujoje situacijoje,
marketingo plano vystymas

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



4.SERTIFIKAVIMO REIKALAVIMAI A2 MODULIUI

1. Pagrindinés marketingo srities sqvokos

1. Basic concepts in the field of marketing

rodikliams: rinkos dalis, pajamos, pardavimai, pelnas,
pelningumas, kainos suvokimas, stabilumas,
konkurencija (A])

1.1. Paaiskinti skirtumus tarp istoriniy etapy: gamybos | 1.1  explain the differences between the historical
orientacijos, produkto orientacijos, marketingo development: production orientation, product
orientacijos, rinkos orientacijos (S) orientation, marketing orientation, market orientation

(U)

1.2. Pateikti pavyzdZiy arba pagal atvejo analize paaiskinti, | 1.2 use a case study to analyze whether there is consumer
kada/ar tai yra marketingas vartotojams, marketingas marketing, trade marketing, international marketing,
prekybai, tarptautinis marketingas, ne pelno siekiantis nonprofit marketing, retail marketing (U)
marketingas, mazmeninés prekybos marketingas (S)

1.3. Pateikti B2C (verslas vartotojui), B2B (verslas verslui), | 1.3  give examples of B2C (business to consumer), B2B
C2C (vartotojas vartotojui), C2B (vartotojas verslui) (business to business), C2C (consumer to consumer),
marketingo pavyzdziy (S) C2B (consumer to business) (U)

1.4. Paaiskinti, kas yra mikro, mezo ir makro lygmuo (S) 1.4  explain what is micro, meso and macro-level (U)

1.5. Apibrézti marketingo koncepcijg, apibudinti ir atpazinti | 1.5  define the concept of marketing; characterize and
ja konkrecioje situacijoje (S) recognize them in concrete situations (U)

1.6. Apibrézti ir atskirti strateginj, taktinj ir operacinj | 1.6  define and distinguish strategic, tactical and
planavimo lygmenis (A)) operational planning levels (RS)

1.7. Apibldinti ir paaiskinti, kaip planavimas lemia | 1.7 describe and explain how planning leads to the
konkretaus marketingo komplekso (5P) formulavimg ir formulation of a concrete marketing mix (the 5P's) and
marketingo instrumenty naudojimg bei pozicionavima the use of market instruments and final positioning (U)
(S)

1.8. Apibrézti Siuos terminus ir pateikti jiems konkre¢iy | 1.8  define the following terms and give them concrete
pavyzdziy: (S) examples: (U)

° Misija ® mission

. Vizija e vision

. Strategija e strategy

. Pagrindinis verslas e core business

. Strateginis verslo vienetas (SBU) e strategic business unit (SBU)

e  Augimo strategijos (pagal Ansoff) e growth strategies (by Ansoff)

. Produkto/rinkos kombinacijos (PMC) e product-market combinations (PMC)
e  Situacijos analizé (SWOT) e situation analysis (SWOT)

. tikslinés grupés e target groups

o tikslai (vadovaujantis SMART principais) e objectives (following SMART principles)
° segmentavimas e segmentation

° pozicionavimas e positioning

. unikalus pardavimo pasitlymas (USP) e unique selling proposition (USP)

1.9. ISvardinti ir paaiskinti vartotojy rinkos segmentavimo | 1.9  name and explain consumer segmentation criteria;
kriterijus (su pavyzdziais): geografinj, demografinj, provide examples: geographic, demographic,
psichografinj, segmentavimg pagal elgseng (A)) psychographic, behavioral (RS)

1.10. Paaiskinti, kas yra vartotojo kelioné, vartotojo | 1.10 explain what is customer journey, customer
patirtis, vartotojo lojalumas, kontakto taskai, naudotjo experience, customer loyalty, touch points, user
patirtis (S) experience(U)

2. Marketingo planavimo pagrindai 2. Foundations of marketing planning

2.1. Nustatyti, ar pateiktas pavyzdys apibldina jmonés tikslg, | 2.1  determine if the given case is a corporate goal,
marketingo tikslg, instrumentinj tikslg (A}) marketing goal, or instrumental goal (RS)

2.2. Suformuluoti tikslus pagal SMART principus Siems | 2.2  formulate SMART goals from market share, revenues,

sales, profits, profitability, price perception, stability
and competition (RS)




3. ISoriné aplinka

3.1. Paaiskinti rinka (pasialg ir paklausg), jos prigimtj, tipa,
dydj ir sudét;j (S)

3. External environment

3.1 explain the market (supply and demand), its nature,

type, size and composition (U)

3.2. Paaiskinti svarbius reiskinius, kurie bendraja prasme gali | 3.2 explain the important phenomena that can impact

daryti jtaka rinkai; paaiskinti rinkos dalyviy elgseng (S). market in a general sense, and explain the behavior of
market participants (U)

3.3. Nustatyti makro aplinkos veiksnius: demografinius, | 3.3 determine the macro environment factors:
ekonominius, geografinius, institucinius, politinius- demographic, economic, geographic, institutional,
teisinius, socio-kultdrinius, technologinius, socialinius ir political-legal, socio-cultural, technological, social and
gamtinés aplinkos (A]). environmental (RS)

3.4. Nustatyti aplinkos veiksnius, jvertinti jy kaitg makro, | 3.4  determine environmental factors, assess
mezo ir mikro lygmenyje (A}). developments in the macro, meso and micro level (RS)

4. Rinkos koncepcijos 4. Market Concepts

4.1. apibréZtiir atskirti tiekimo grandinés, Sakos ir prekybos | 4.1  define and distinguish the concepts of supply chain,
koncepcijas (S) industry and trade (U)

5. Sakos aplinka 5. Industry Environment

5.1. Nustatyti, ar S8akoje egzistuoja konkreti partnerysté (A]) | 5.1  determine if there is a particular partnership in the

industry (RS)

5.2. Apskaiciuoti rinkos koncentracija (C4) (A]) 5.2 calculate the concentration question (C4) (RS)

5.3. Jvardinti tiekimo grandinés dalyvius ir/arba tarpininkus | 5.3  identify supply chain participants and / or
(Al) intermediaries involved (RS)

5.4. Jvardinti tiekimo grandinés raidos etapus ir atpaZinti | 5.4  determine the movements of the supply chain and
paralelizacijg, specializacijg, diferenciacijg, integracija recognize: parallelization, specialization,
(A) differentiation, integration (RS)

5.5. Nustatyti pagrindines tiekimo grandziy funkcijas: OEM | 5.5  identify the functions of the main links in the supply:
(pirminis  jrangos  gamintojas),  importuotojas, OEM (original equipment manufacturer), importer,
eksportuotojas, galutinis gamintojas, didmenininkas, exporter, final producer, wholesaler, retailer, final
mazmenininkas, galutinis vartotojas (Z) consumer (K)

5.6.  Nustatyti  konkurencijos  lygmenj:  poreikio | 5.6  determine the level of the competition: need, generic,
(konkuruojantys  vartotojy poreikiai), bendroji, product type or brand (RS)
produkto ar prekés Zenklo konkurencija (A))

5.7. Nustatyti, ar tiekéjas/konkurentas elgiasi kaip lyderis, | 5.7  determine whether a supplier / competitor behaves as
persekiotojas, sekéjas, ar nisinis Zaidéjas (A)) a leader, challenger, follower or niche player (RS)

5.8. Nustatyti, kas yra suinteresuotosios 3alys (A]) 5.8  determine who the stakeholders are (RS)

6. Rinkos paklausa 6. The demand side of the market

6.1. apskaiciuoti Siuos rodiklius (A)): 6.1 calculate the following indicators: (RS)

e  Esamag, potencialig ir efektyvig paklausg (A)) e current, potential and effective demand (RS)

e  Rinkos potencialg (potencialig rinkg) (A)) e market potential (potential market) (RS)

e  Pirming, antrine ir atrankine paklausa (A]) e primary, secondary and selective demand (RS)

e  Galuting, svyruojancia, iSvestine paklausa (A) e final, fluctuating, derived demand (RS)

e Prading, papildoma, pakeitimo, Kkartoting, e initial, additional, replacement, repeat,
iSpléstine paklausg (A)) expansion, demand (RS)

e  Skvarba, turéjimo laipsnj (A]) e penetration, possession degree

. Rinkos dalj (A}) e market share (RS)

e  Paklausos prognoze (Partiff-Collins analizg) e forecasted demand (Parfitt Collins analysis)
(Al (RS)

6.2. Remiantis auksc¢iau pateiktais rodikliais, padaryti iSvadas | 6.2  draw conclusions on the basis of the above listed ratios

(AD)

(RS)




7. Rinkos pasiila 7. The supply side of the market

7.1. Apibrézti ir paaiskinti Sias rinkos formas: monopolija, | 7.1 define and explain the following market forms:
oligopolija, monopolistiné  konkurencija, tobula monopoly, oligopoly, monopolistic competition,
konkurencija (S) perfect competition (U)

7.2. Nusakyti verslas-verslui rinkos charakteristikas: vartotojy | 7.2 appoint the characteristics of the B2B market: number
skaicius ir dydis, rysiai su vartotojais ir pasitlymas jiems, / size of the customer, customer relationship /
geografiné koncentracija, iSvestiné paklausa, nestabili offering, geographic concentration, derived demand,
paklausa, profesinis pirkimas / racionali pirkimo elgsena, volatile demand, professional purchasing / rational
asmenys, jtraukti j pirkima (DMU — sprendima priimantis buying behavior, roles of individuals involved in
vienetas), abipusiai rysiai (Z) procurement (DMU - decision making unit),

reciprocity (K)

8. Klienty jprociai: vartotojy elgsena 8. Customers Habits: Consumer Behavior

8.1. Apibrézti, nustatyti ar jvardinti Sias koncepcijas: 8.1 Define, identify and / or establish the following

concepts:

e Komunikacija, pirkimas, vartojimas ir atsikratymas e communications, procurement, use and
(S) discarding (U)

e Sprendimo priémimo etapai: poreikio pripaZinimas, e the stages of decision: need recognition,
informacijos rinkimas, alternatyvy jvertinimas, information gathering, evaluation of the
pirkimas arba nepirkimas, vertinimas ir patirtis po options, purchase or not purchase, evaluation
pirkimo (A}) of experience after the purchase (RS)

e sitraukimo lygis: aukstas jsitraukimas ir Zemas e degree of commitment: high involvement, low
jsitraukimas (Z) involvement (K)

e Pirkimo situacijos: rutininis (jproc¢io) pirkimas, e buying situations: habitual buying behavior,
disonansg mazinantis pirkimas, kompleksinis Dissonance reducing buying behavior and
pirkimas (Z) complex buying behavior (K)

e Emocinés ir racionalios pirkimo priezastys (Z) e emotional and rational reasons for buying (K)

* Svarstomy alternatyvy rinkinys, pasirinkimo e consideration set, choice set, evoked set (RS)
rinkinys, atsimenamas rinkinys ()

e Suvokiama rizika, kognityvinis disonansas (A)) e perceived risk, cognitive dissonance (RS)

e Vartotojo jZvalga e Consumer insights

8.2. Psichologiniai vartotojy elgsenos veiksniai: 8.2  Factors of consumer behavior from a psychological

8.2.1. apibréiti ir paaiskinti Siuos terminus:

e Pirminiai ir antriniai poreikiai

e MaterialGs ir nematerials poreikiai

e IndividualGs ir kolektyviniai poreikiai

e Suvokimo procesas, mokymasis ir poZidriai

e Pozilrio komponentai: pazZintinis, emocinis ir
veiksmo

e Mokymosi procesas ir jo formos: asociatyvus
mokymasis, instrumentinis mokymasis ir pazintinis
mokymasis.

e Atrankinis suvokimo procesas ir jo komponentai:
démesys, interpretavimas, kontaktas su stimulu ir

atsiminimas
e Penkios naujovés priéméjy  kategorijos pagal
Rogers: inovatoriai, ankstyvieji priéméjai

(pionieriai), ankstyvoji dauguma (pranasai), vélyvoji
dauguma (véluojantieji), atsilikéliai.

8.8.2. Jvardinti Maslow poreikiy piramide, paaiskinti
poreikiy hierarchija teisinga tvarka (S)

point of view:
8.2.1 define and explain the following terms (U):
e primary and secondary needs
e material and immaterial needs
e individual and collective needs
e perception process, learning and attitude
e attitude and its components: cognitive,
affective and conative
e |earning process and its forms: associative,
operant and cognitive.

e selective perception process and its
components: attention, interpretation,
exposure and remembrance

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

8.2.2 list the needs pyramid of Maslow and place

the needs in the correct order (U)




8.3. Socialiniai vartotojy elgsenos veiksniai: 8.3  Factors of consumer behavior from the sociological

point of view:

8.3.1. paaiskinti socialiniy gerovés klasiy pasiskirstyma 8.3.1 explain the division into social welfare
ir jy veiksnius: uZimtumg, iSsilavinima, amiiy, classes as well as the factors that determine them:
vadybinj lygmenj (skirstinys pagal Warner) (S) occupation, educational level, age, degree of

management (division of Warner) (U)

8.3.2. Paaiskinti jtakos (referentiniy) grupiy tipus: 8.3.2 explain types of reference groups (peer
automatines arba pirmines, realios narystés arba groups): automatic or  primary  groups,
asociatyvias, siekiamas ir vengiamas membership or associative groups, aspiration
(disasociatyvias) grupes (S) groups, dissociative groups (U)

8.4. Pasitelkti mokslinius paaiskinamuosius modelius i§ | 8.4  conduct scientific explanatory models from the
ekonominés perspektyvos: economic point of view:

8.4.1. Prieinamy ir disponuojamy pajamy koncepcijos, 8.4.1 the concepts available / disposable income,
susijusios ir  atskirtos pajamos, kuriomis related and distinguishable discretionary income
disponuojama savo nuoZidra (S) (V)

8.2.4.2. Perkamoji galia ir veiksniai, lemiantys Siuos 8.4.2 purchasing power and the factors that
efektus: pajamy lygj, prekés kaing, kity prekiy explain this effect: income level, price of the
kainas (S) product, prices of other products (U)

9. Vartotojy elgsena: komercinis pirkimas 9. Customers Behavior: commercial purchasing

9.1. Vartotojy grupavimas j vartotojy piramide (A)) 9.1  customers’ organization into customer pyramids (RS)

9.2. Vartotojai, suskirstyti j A/B/C/D vartotojus (A)) 9.2  customers divided into A/ B/ C/ D customers (RS)

9.3. CRM sistemos pavyzdzius (S) 9.3  examples of a CRM system (U)

9.4. Aprasyti strateginius vartotojus (Z) 9.4  describe strategic customers (K)

9.5. Nustatyti, kokia verslas verslui pirkimo situacija pateikta: | 9.5  determining which B2B sales situation there is:
tiesioginis  pakartotinis  pirkimas, = modifikuotas straight rebuy, modified rebuy, new task (RS)
pakartotinis pirkimas, nauja uzduotis (A))

9.6. Nustatyti vaidmenis sprendimo priémimo vienete: | 9.6  defining the roles within a decision making unit
iniciatorius, varty saugotojas, jtakos darytojas, (DMU): initiator, gatekeeper, influencer, consultant,
konsultantas, pirkéjas, sprendimo priéméjas, buyer, decision maker, user (RS)
vartotojas (A))

9.7. Pateikti gamybos proceso ir pardavimy/pirkimo proceso | 9.7  provide a description of an industrial process and sale
aprasymus (Z) procurement process (K)

9.8. Pateikti veikly, atliekamy sprendimo priémimo vienete | 9.8  provide description of activities of Decision making
(DMU), aprasyma. unit (DMU)

10. Rinkos tyrimai 10. Market research

10.1. Pateikti argumentuotg nuomone apie tyrimy | 10.1 give a reasoned opinion on the quality of a research
pasitlymo kokybe rastu (A)) proposal in a text (RS)

10.2. Analizuoti ir interpretuoti rinkos tyrimo rezultatus (A)) | 10.2 analyze and interpret the results of a market study (RS)

10.3 enumerate the parts of the research process: study

10.3. ISvardinti tyrimy proceso etapus: tyrimo tikslus, objectives, information needs, study design, primary
informacijos poreikj, tyrimo dizaing, pirminj ir antrinj and secondary research, analysis and reporting (RS)
tyrimg, analize ir rezultaty pateikima (A]) 10.4 conditions to formulate research objectives (RS)

10.4. Salygas tyrimo tikslams suformuluoti (A)) 10.5 identify information needs (RS)

10.5. Identifikuoti informacijos poreikj (A}) 10.6 create a research design (RS)

10.6. Sudaryti tyrimo dizaing (A)) 10.7 define and explain the differences between concepts

10.7. Apibrézti ir paaiskinti skirtumus tarp kabinetinio tyrimo of desk research (secondary research) and field

(Antrinio tyrimo) ir lauko tyrimo (pirminio tyrimo) (S) research (primary research) (U)

10.8. Nustatyti ir parinkti prioritetinj pirminio arba antrinio | 10.8 determine the priority method for primary or

tyrimo metodg:
e Stebéjimg ir

tikrinima (A))
e  Eksperimenta

registravimg:  skanavima/atlieky

secondary research that must be used:
e observation and registration:
dustbin check (RS)
e experiments (RS)

scanning /




Apklausas ir interviu: organizavimg (omnibusa,
keleto klienty, imciy apjungimg), kontakto pobidj
(rastu, telefonu, asmeniné), tipg (testiné ar
vienkartiné), pirkimo tyrimas (gatvéje, namie,
esamojo vartojimo), dizaing (pavieniai, fokusuota
grupé) (A))

Panelio tyrimas (A])

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

Akiy stebéjimas, pelés stebéjimas (A))

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) (RS)

e panel survey (RS)
e online research (site surveys, mail surveys,

customer databases, customer panels) (RS)

e eye tracking, mouse tracking (RS)

10.9. Paaiskinti skirtuma tarp kokybinio ir kiekybinio tyrimo (S) | 10.9 explain the difference between qualitative and
guantitative research (U)

10.10. Paaiskinti skirtumg tarp priezastinio ir Zvalgybinio | 10.10 explain the difference between explanatory and
tyrimo, pagrjsti pavyzdziais (S) exploratory research based on examples (U)

10.11. Analizuoti tyrimy duomenis (A)) 10.11 analyze research data (RS)

10.12. Apibrézti populiacijos sgvoka, paaiskinti ry$j tarp | 10.12 define the concept of populations and explain the
populiacijos ir imties (S) relationship between the population and the sample

(U)

10.13. Pateikti imties rémy, atsitiktinumo, patikimumo, | 10.13 give definition of sampling frame, randomly, reliability,
tikslumo, reikSmingumo, reprezentatyvumo, accuracy, significance, representativeness, frequency
daznumo/tankumo (standartinio), normalaus skirstinio / density (standard) normal distribution (K)
apibrézimus. (Z)

10.14. Nustatyti imties dydj (A)) 10.14 determine the sample size (RS)

10.15. )vertinti imties patikimuma ir reprezentatyvumag pagal | 10.15 assess the reliability and representativeness of a
(ne)atsakymy lygj (A]) sample based on the (non-) response (RS)

10.16. Apskaiciuoti (ne)svertinj vidurkj, modg, modaline klase, | 10.16 calculate the (un) weighted average, mode, modal
mediang, paprastus indeksus netestiniams class, median, simple indices at the level of
kintamiesiems (A)). discontinuous variables (RS)

10.17. Interpretuoti imties rezultatus per validumo, | 10.17 interpret sample results in terms of validity, reliability,
patikimumo, pasikliovimo ir paklaidos tikimybés prizme accuracy, and sample error (RS)

(Al)

10.18. Nustatyti imties metodg ir imties dydj atsizvelgiant j | 10.18 determine sampling and sample size on the basis of a
apklausos uZzdavinius (A)) survey objective (RS)

10.19. Nustatyti jvairias imties badus: visiskai atsitiktiné imtis, | 10.19 identify the different forms of sampling: completely
sisteminé imtis, atsitiktinio marsruto imtis, klasteriné random sampling, systematic sampling, random route
imtis, imties sritis, stratifikuota imtis (proporcinga ir sampling, cluster sampling, sample area, stratified
neproporcinga), imties forma: kvotiné imtis (A)) sample (proportionate and disproportionate); shape

of a selected sampling: quota sampling (RS)

10.20. Paaiskinti skirtuma tarp tiesioginiy ir netiesioginiy | 10.20 explain the difference between direct and indirect
techniky, uzdary ir atviry klausimy, dvivarianciy ir techniques, closed and open questions, dichotomous
daugiavarianciy klausimy (S) and multiple choice questions (U)

10.21. Pateikti argumentus skalés tipo pasirinkimui | 10.21 argue for the scale type (nominal, ordinal, interval,
(nominaling, ranginé, intervaliné, koeficienty) (A)) ratio) (PS)

10.22. Jvardinti skirtuma tarp testiniy ir netestiniy kintamyjy | 10.22 name the difference between continuous and
(2) discontinuous variables (K)

10.23. Apibidinti semantinio diferencialo (Osgood) skale (Z) 10.23 describe the semantic differential (Osgood-scale) (K)

10.24. Apibadinti Likerto skale (Z) 10.24 describe the Likert scale (K)

10.25. Apskaiciuoti tokius pagrindinius kintamuosius: | 10.25 calculate the following key figures: variation width
duomeny aibés plotj, variacijg (poZzymio varianty (range), standard deviation, standard error (RS)
reikSmiy nuokrypius), standartinj nuokrypj, standartine
paklaidg (A))

11. Vidiné aplinka 11. Internal Environment

11.1. Pateikti nepelno siekianciy organizacijy pavyzdZiy irtipy | 11.1 give examples and types of non-profit organizations

(S)

(V)




11.2. Nustatyti, ar pateiktas organizacijos tipas yra linijinis, | 11.2 determine whether there is a line, staff or matrix
padaliniy ar matricinis (S) organization (U)

11.3. Paaiskinti pagrindines marketingo skyriaus struktiiras | 11.3 explain the basic structures of the marketing
(projektine, klienty, produkto, vartotojy tipo, funkcing, department (of the project, account, product,
regioniné) (Z) customer, function, region) (K)

11.4. Paaiskinti skirtumg tarp formalios ir neformalios | 11.4 name the difference between the formal and informal
organizacijos (Z) organization (K)

11.5. Nubraizyti organizacijos struktdra (K]) 11.5 draw an organizational chart (organogram) (PS)

11.6. Apibidinti jgyvendintos marketingo politikos ir analizés | 11.6  describe the results of the implemented marketing
rezultatus  (per tiksliniy grupiy, asortimento, policy and analysis (to target groups, assortment,
marketingo komplekso ir marketingo prizme (A)) marketing mix and marketing) (RS)

12. Marketingo strategija 12. Marketing strategy

12.1. parengti SWOT analize (K|) 12.1 prepare SWOT analysis (PS)

12.2. Nustatyti, kuri augimo strategija i$ pagal Ansoff matricg | 12.2 establish which Ansoff growth strategy there is (RS)
panaudota (A))

12.3. Nustatyti segmentus ar grupes pagal geografinius, | 12.3 divide segments and groups based on geographic,
demografinius, psichografinius ir elgsenos kriterijus (A]) demographic, psychographic, behavioral criteria (RS)

12.4. apibrézti Sias sgvokas: (Z) 12.4 define the following concepts: (K)

e Segmentavimas e segmentation

e  Tikslinés rinkos parinkimas e targeting

e Pozicionavimas e positioning

e STP e STP

o Prekés Zenklo verté, prekés Zenklo suvokimas, e brand value, brand perception, customer
vartotojo patirtis experience

12.5. Paaiskinti mikro ir makro segmentavimo savokas (Z) 12.5 provide a description of the concepts of micro / macro

segmentation (K)

12.6. Nusakyti skirtumus tarp verslas klientui ir verslas | 12.6 identify the differences between B2C and B2B
verslui segmentavimo (A]) segmentation (RS)

12.7. Pateikti segmenty elgsenos perkant pavyzdZiy; | 12.7 give examples for segments in purchasing behavior,
sprendimo priémimo vieneto dydZio ir sudéties size and composition of the decision-making unit and
pavyzdZiy, sprendimo kompleksiskumo lygmeny the degree of complexity purchase (U)
pavyzdziy (S)

12.8. Paaiskinti skirtuma tarp centralizuoto (koncentruoto), | 12.8 explain the differences between centered approach,
diferencijuoto  ir  nediferencijuoto  marketingo; counter segmentation, differentiated approach and
segmenty apjungimo (S) undifferentiated approach (U)

12.9. Paaiskinti, kas suprantama kaip patirtinis marketingas, | 12.9 explain what is meant by experience marketing, event
jvykiy marketingas (2) marketing (K)

12.10. Nustatyti bendradarbiavimo formas (bendra jmoné, | 12.10 state forms of cooperation (joint venture, franchise,
fransizeé, jsigijimas, susijungimas) (S) acquisition, merger) (U)

13. Produkto/paslaugos politika 13. Product / service policies

13.1. nustatyti produkto lygj: pagrindiné nauda, esminis | 13.1 determine the level of a product: core benefit, basic
produktas, tikétinas produktas, papildytas produktas, product, expected product, augmented product,
potencialus produktas (A}) potential product (RS)

13.2. Produkto klasifikavimas. Paaidkinti Sias koncepcijas | 13.2 product classifications. explain the following concepts

praktinése situacijose (S):
e Vartotojiskos ir pramoninés prekeés ir paslaugos
e Greito apyvartumo vartotojiskos prekés (FMCG) ir
ilgalaikio vartojimo prekés
e Patogumo (kasdienés), pasirenkamos, ypatingos
prekés, neieSkomos (pasyvios paklausos) prekes
e Nepriklausomos prekés, pakaitalai ir papildai

e Prastesnés, batinos ir prabangos prekés/paslaugos
e  Masinis adaptavimas

in a practical situation (U):

e consumer and industrial goods and services

e consumer goods (FMCG) and durable goods
(durables)

e convenience, shopping, specialty goods and
unsought goods

e Independent (indifferent), substitution and
complementary goods

e Inferior, necessary and luxury goods / services

® mass customization




e USP (unikalus pardavimo pasidlymas) ir UBR

(unikalios pirkimo priezastys).

13.3. Prekeés Zenklo politika
Apibudinti ir paaiSkinti praktinése situacijose Sias
koncepcijas:

e Zenklinimas, prekés Zenklas,
prekybos Zenklas.

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

e Teisés naudotis prekés Zenklu pardavéjai, liudijimai,
partnerysté prekés Zenklinime (Z).

e A, B, Cprekiy Zenklai, prekybininky prekiy Zenklai (S)

e  Prabangos prekés Zenklas (Z)

e  Prekés zenklo charakteristikos: kilme, isskirtinumas,
emocinis kreipinys, lojalumas prekés Zenklui,
prioritetas prekés Zenklui, garantuotas lojalumas,
jstatymy teikiama apsauga registruotam prekés
Zenklui (S)

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

e  Paaiskinti, kas yra prekés Zenklo reikSmingas
atnaujinimas ar keitimas (rebranding) (2)

prekés vardas ir

13.4. Asortimentas
Nustatyti, priskirti arba jvardinti Siuos terminus (A])

e  Skirstyma tarp produkto,
asortimento lygmens

e Asortimento dimensijas:
suderinamuma.

e Asortimento strategijas: gerinimag,
stimimg aukstyn, stimimg Zemyn

e 20/80 taisykle kaip asortimento analizés jrankj

e Kanibalizacijos koncepcijg ir jos jtakg sprendimy
priémimui

e Asortimento iSvalymo funkcijg, asortimento stiliaus
keitimo funkcijag

e Linijos prailginimg, prekés Zenklo prailginimg, linijos
iStempimag, linijos papildyma, linijos iSvalymg

e Kategorijos valdyma

produkty grupés, ir

plotj, ilgj, gylj, aukstj,

prastinima,

13.5. Pakuoté
13.5.1. Pateikti pakuotés
pirminés ir  antrinés
transportavimui, etiketés (S)

naudojimo  pavyzdziy:
pakuotés, pakuotés

13.6. Paslaugy lygis ir garantijos
13.6.1. pateikti trijy paslaugy tipy pavyzdziy: paslaugos
iki (prekés pardavimo), paslaugos prekés pardavimo
metu, paslaugos po prekés pardavimo (S)
13.6.2. Pateikti prekés atsaukimo apibréZima (2)

13.7. Prekiy ir paslaugy kokybé
13.7.1. Jvardinti, kaip kokybés koncepcija gali bati
skirstoma j fizine, funkcine, emocine (S)

e USP (Unique selling point) and UBR (unique
buying reasons)
[ )
13.3 Brand policy
define the following concepts and explain in a
practical situation:
e branding, brand, brand name and trademark

(V)

e individual brand, brand family (umbrella brand)
(V)

e brand retailers, endorsement, co-branding

(brand partnership) (K)
e A, B, Cbrands, own brands (private labels) (U)

e Juxury brand (K)

o features of a brand: origin, distinction,
emotional appeal, brand loyalty, brand
preference, guaranteed  quality, legal

protection if registered (U)

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

e specify what is meant by rebranding (K)

13.4 Assortment (product range)

define, appoint and / or establish the following

terms: (RS)

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

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

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

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

e the concept of cannibalism in relation to
decision selection

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

e line extension, brand extension, stretching
line, filling line, line pruning

e category management

13.5 Packing
13.5.1 give examples of manifestations of a
packaging: primary and secondary packaging,
transport packaging, labeling (U)
13.6 Service and warranty
13.6.1 give examples of three types of services:
service before, during and after the purchase (after
sales service) (U)
13.6.2 give the definition of a product recall (K)
13.7 Quality of goods and services

13.7.1 the concept of quality can be divided into:
physical, functional, emotional (U)




13.8. Produkto gyvavimo ciklas (PGC)
13.8.1. Nustatyti, kurioje gyvavimo ciklo stadijoje
yra pateiktas produktas (A))
13.8.2.  Apibudinti  skirtingy
charakteristikas
13.8.3. Apibudinti PGC sasajas su pardavimais,
kastais ir pelnu (Z)
13.8.4. Nustatyti, kurioje priémimo /sklaidos
stadijoje yra produktas (A])
13.8.5. Paaiskinti rysj tarp PGC ir priémimo /
sklaidos procesy (S)

PGC  stadijy

13.8 The product life cycle (PLC)

13.8.1 determine at what stage productis in its life
cycle (RS)
13.8.2 describe the characteristics of the different

phases of the PLC (K)

13.8.3 describe the PLC in relation to the sales
terms, costs and profit (K)

13.8.4 determine in which adoptive / diffusion
process a product is (RS)

13.8.5 explain the connection between PLC and
adoptive / diffusion processes (U)

13.9. Produkto vystymas 13.9 Product development
13.9.1. Nustatyti Zingsniy, kurie pereinami iki 13.9.1 determine the sequence of steps that are
produkto pateikimo rinkai, seka: idéjy generavimg, put before a product is launched in the market:
atranky, koncepcijos vystymg, kasty/naudos generating ideas, screening, concept, cost benefit
analize, prototipo kidrima, testavima, pateikima analysis, prototyping, testing, launch (RS)
rinkai (A])
13.9.2. Jvardinti minios iStekliais pagrjsto idéjy 13.9.2 give a definition of crowdsourcing,
generavimo, minios iStekliais pagrjsto finansavimo, crowdfunding, customization (K)
adaptavimo apibrézimus (Z)

14. Kainodaros politika 14. Pricing policy

14.1. Kainos funkcija: 14.1 The functions of the price factor

14.1.1. jvardinti ry$j tarp rinkos formy ir kainodaros (S) 14.1.1  identify the relationship between market
forms and pricing (U)

14.1.2. Nustatyti, kuria kainodaros strategija - 14.1.2 determine whether to opt price skimming
nugriebimo ar jsiskverbimo — naudoti naujam or price penetration strategy for new projects (RS)
projektui (A))

14.1.3. Paaiskinti Siuos nuolaidy tipus: funkciné, 14.1.3 explain the following rebates state:
rezultaty , prekybos vietos ir pardavimy skatinimo functional, performance, trade-in and promotional
(S) discounts (U)

14.1.4. Nustatyti, ar pateikta taktika yra kainos 14.1.4  determine whether there is loss leader
atsisakymo dél lyderystés, kainos laipty, kainos pricing, price lining, full-line pricing, price bundling
linijos ar kainos apjungimo kainodara (A]) (RS)

14.1.5. Paaiskinti kainos/veikimo koncepcijas, kainos ir 14.1.5 explain the concepts of price /
nuotolio suvokimg, psichologinius kainos suvokimo performance, price and distance perception,
aspektus: kainy ribas, slenkscius, priimtinuma rinkai psychological price perception: price limits,
(S) thresholds and explain market acceptance (U)

14.2. Kainodaros metodai ir kasty apskaiciavimas 14.2  Pricing Methods and cost calculation

14.2.1. Apibrézti, paaiskinti arba nustatyti Sias
koncepcijas: j kaStus orientuotas kainodaros
metodas, j konkurentus orientuotas kainodaros
metodas, | vartotojus orientuota kainodaros
metodas (A])

14.2.2. Atlikti skaic¢iavimus pagal Siuos metodus: kastai
plius, dominuojancios kainos rinkoje, iSskirtinumo
(premium), galutinés kainos, kainos suvokimo (A])

14.2.3. Atskirti skirtingus kasty tipus: pastovis/kintami
kastai, tiesioginiai / netiesioginiai kastai (S)

14.2.4. Atskirti skirtingus kasty
progresiniai/mazéjantys kintami
proporcingai kintantys kastai

14.2.5. Atlikti paprastus kasty skaiciavimus pagal Siuos
metodus:

Visy kasty metoda
Kintamy kasty (tiesioginiy kasty) metoda

tipus:
kastai,

14.2.1 Define, explain and / or determine the
following concepts: the cost-oriented pricing
method, competition oriented pricing method, the
customer-oriented pricing method (RS)

14.2.2 perform the following calculation: cost plus
method, going-rate pricing, premium pricing, final
price method, price perception method (RS)

14.2.3 distinguish different cost: constant /
variable cost, direct / indirect costs (U)

14.2.4 distinguish different cost: progressive /
decreasing variable costs, proportional variable
costs (U)

14.2.5 make simple cost calculations according to:
(RS)

the full cost method

the variable cost calculation (direct costing)
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Sandéliavimo metodg (tiesioginiai kastai plius
netiesioginiai sandéliavimo kastai)

14.2.6. Apskaiciuoti diferenciacinius kastus (A])

14.2.7. Pateikti pasitlymus po kasty apskaiciavimo (K])

14.2.8. Apskaiciuoti pardavimo kaing remiantis kastais
(pelno marza, PVM) (A))

14.2.9. Apskaiciuoti kaing su PVM, ir apskaiciuoti kaing
(ar kitus dydzius) be PVM (A])

procentais), kai pateikti pardavimai ir jsigijimo

kainos (A))
14.2.11. Pateikti pavyzdZius Sioms koncepcijoms:
atbaidymo kainodara, iSstimimo kainodara,

dempingas, kainos lyderio sekimas, “a$ toks pats”
kainodara, nuolaidy kainodara

14.2.12. Nustatyti, ar tikslinga pasirinkti diskriminacijos
kaina metoda (A))

14.2.13. Paaiskinti veiksnius,
jautruma kainai (2)

14.2.14. Prognozuoti vartotojy atsaka remiantis Siais
skaiciavimais: kainos/veikimo santykiu, kainos ir
nuotolio santykiu, psichologinés kainos suvokimu:
kainos ribos, slenkstis, priimtinumas, variacija (K))

lemiancius vartotojo

14.2.15. Apibadinti dinamiska kainodarg (2)

14.3. Apyvartos skaiciavimas, rodikliai ir biudZeto sudarymas

14.3.1. Apskaiciuoti skirtuma tarp bruto ir grynujy
pardavimo pajamy (A])

14.3.2. Apskaiciuoti pelningumo rodiklius (investicijy
graza, ROI) (A)])

14.3.3. Apskaiciuoti Siuos rodiklius: pardavimy grazg
(ROS), bendrojo trumpalaikio mokumo koeficientg
(einamojo  likvidumo  koeficientg), greitojo
trumpalaikio mokumo  koeficientg  (kritinio
likvidumo koeficienta), apyvartinj kapitala, mokuma
(Al) 3

14.3.4. Apibadinti atskaitomybés koncepcijg (2)

14.3.5. Pateikti kaSty/naudos analize produktams,
klienty kategorijoms, rinkos segmentams (K])

14.3.6. Paaiskinti balanso ir pelno/nuostolio ataskaitos
tikslus ir struktdra (2)

14.3.7. Apskaiciuoti, 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
14.3.8. Apskaiciuoti rinkos dalj pagal pardavimus
ir/arba apyvartg
14.3.9. Apibadinti lGZio tasko prasme
14.3.10. Apskaiciuoti lGZio taska pinigine isSraiska (IGzio
taska apyvarta) ir parduodamais vienetais (A))

bendrasis

14.3.11. Apibadinti Siuos terminus ir atlikti

skaiciavimus: (A})

143

e the storage method (direct costs + storage
indirect costs)

14.2.6 calculate the differential cost (RS)
14.2.7 advise after calculating the cost (PS)
14.2.8 calculate selling price on the basis of the

cost (profit margin, VAT) (RS)

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

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

14.2.11 give examples of stay-out pricing, put-out
pricing, dumping, following the price leader, me-
too pricing, discount pricing (U)

14.2.12 determine whether you want to choose
price discrimination (RS)

14.2.13 explain factors affecting
sensitivity of the customer (K)

14.2.14  predict the responses of customers based
on the following calculations: price / performance
ratio, price and distance perception, psychological
price perception: price limits, thresholds,
acceptance, range (PS)

14.2.15 define dynamic pricing (K)

the price

Turnover Calculations / ratios and budgeting

14.3.1 calculate the difference between gross
sales and net sales (RS)

14.3.2 calculate the term profitability ratio (return
on investment, ROI) (RS)

14.3.3 calculate the following indicators: ROS
(return on sales), current ratio, quick ratio, working
capital, solvency (RS)

14.3.4 describe the concept of accountability (K)

14.3.5 provide a cost / benefit analysis by product,
customer categories, market segments (PS)

14.3.6 give a description of the purpose and
structure of the balance sheet and income
statement (K)

14.3.7 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
14.3.8 calculate market share based on salesand /
or turnover data (RS)
14.3.9 describe the meaning of a break-even (K)
14.3.10 calculate a break-even point, both in money
(break even turnover) and in number (break-even
sales) (RS)
14.3.11 define the following terms and thus
perform calculations: (RS)
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Normali ir reali produkcija
Apyvarta ir vidutinis atsargy lygis
Apyvartos lygis
Kainos elastingumas
KryZminis kainos elastingumas
Elastingumas pajamoms
14.3.12. Pateikti argumenty tinkamai kainodarai
remiantis kainos elastingumu, kryZminiu
elastingumu, paklausos elastingumu pajamoms (K])
14.3.13. Remiantis kryZminio kainos elastingumo
skaiciavimais, nustatyti, ar produktas yra pakaitas,
papildas, ar nesusijes produktas (A))
14.3.14. Remiantis paklausos elastingumo pajamoms
skai¢iavimu, nustatyti, ar produktas yra prastesnés
kokybés preke, bitinybé ar prabangos preke (A})

normal and actual production

turnover and average inventory

turnover rate

price elasticity

cross-price elasticity

income elasticity

14.3.12  give an opinion on the correct pricing based
on the outcome of price elasticity, cross price
elasticity, income elasticity of demand (PS)

14.3.13 determine on the basis of cross-price
elasticity calculations if products are substitution,
complementary or indifferent goods (RS)

14.3.14 on the basis of income elasticity
calculations determine if products are inferior,
necessity or luxury goods (RS)

15. Paskirstymas

15.1. paaiskinti paskirstymo funkcija: erdves, kiekio, kokybés,
laiko, nuosavybés ir Ziniy skirtumy pasalinimas (S).

15.2. Pateikti tiekimo grandinés valdymo apibrézima. (Z)

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

15.4. Jvardinti paskirstymo funkcijas (informacija, pardavimy
skatinimas,  derybos, uZsakymy jgyvendinimas,
finansavimas, rizikos prisiémimas, sandéliavimas ir
nuosavybe) (Z)

15.5. Apibddinti paskirstymo struktlrg ir atpazinti jg
praktinése situacijos: vienkanalis, dvikanalis ar
daugiakanalis paskirstymas (S)

15.6. Paaiskinti paskirstymo lygmenis

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

15.7. Pateikti intensyvaus, atrankinio ir iSskirtinio paskirstymo
pavyzdziy (S)

15.8. Pateikti stumimo ir traukimo strategijos pavyzdiiy
(jtraukiant ir komunikacijos aspektg) (S)

15.9. Pateikti intermediacijos (tarpininky jtraukimo) ir
disintermediacijos (tarpininky atsisakymo) pavyzdziy (S)

15.10. Paaiskinti, kas yra kanaly konfliktas (S)

15.11. Nupiesti paskirstymo kanalo schemg (A})

15.12. )vardinti skirtingas horizontalias ir vertikalias
marketingo sistemas (Z)

15.13. )vardinti, kada gali bGti naudojama vertikali sistema
(pirkimo  grupéms, fransizei,  aptarnaujancioms
paslaugoms) (A})

15.14. Nustatyti, koks paskirstymo kanalas pateiktas (A))

15.15. Apibreézti JIT (just-in-time), apibddinti ,made to order”
koncepcija

15.16. Pateikti drop shipping apibrézima (Z)

15.17. Pateikti skaiciavimus Siems rodikliams: (A])

e Paskirstymo plotis (nesvertinis paskirstymas),
rinkos priskyrimas, paskirstymo reitingas,
paskirstymas skaitine iSraiska

15.

15.1

15.2
153

15.4

15.5

15.6

15.7

15.8

15.9

15.10
15.11

15.12

15.13

15.14

15.15

15.16
15.17

Distribution
explain the function of distribution: bridging
differences in location, quantity, quality, time,

possession and knowledge (U)

give the definition of supply chain management (K)
explain various distribution parties and distinguish
their position: wholesale / distributor, retailer and
importer (U)

name of distribution functions (information,
promotion, negotiation, order books, financing, risk
taking, storage and ownership) (K)

define the distribution structures and recognize in
practical situations: single, dual and multi-channel
distribution (U)

explain the levels of distribution (direct / indirect,
short / long) and call their advantages and
disadvantages (U)

give examples of intensive, selective and exclusive
distribution (U)

give examples of push and pull strategies (including
the communication aspect) (U)

give examples of intermediation
disintermediation (U)

explain the concept of channel conflict (U)
draw a schematic representation of a distribution
column (RS)

name different horizontal and vertical marketing
systems (K)

determine when vertical marketing system can be
used for (buying groups, franchising, merchandising
service) (RS)

determine which distribution channels there are (RS)
give a definition of JIT (just-in-time) and describe the
concept of "made to order" (K)

provide a definition of drop shipping (K)

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

distribution range, unweighted distribution,
market allocation, distribution rate, numerical
distribution

and
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e Svertinis paskirstymas, rinkos pasiekimas

Pajamy dalis, pardavimy dalis
15.18. Apskaiciuoti aptarnavimo lygmenj (A))

e weighted distribution, market reach
revenue share, sales share

15.18 calculate the service rate (RS)

16. Komunikacijos politika

16.1.1. pateikti pasiGlymus komunikacijai remiantis
jvairiy kanaly galimybémis: spausdintos, radijo,
kino, iSorinés reklamos, tiesioginio pasto, interneto,
telefono, socialinés medijos, e-pasto (K|)

16.1.2. Paaiskinti selling-in (pardavimas distributoriui)
ir selling-out (pardavimas galutiniam vartotojui)
veiklos esme (S)

16.1.3. Apibrézti integruotos komunikacijos koncepcijg

2)

16.1.4. Apibadinti komunikacijos komplekso
komponenty (reklamos, asmeninio pardavimo,
pardavimy skatinimo, tiesioginio marketingo, rysiy
su visuomene ir sponsorystés) funkcijas (S)

16.1.5. Panaudoti komunikacijos komplekso
instrumentus Siomis formomis: reklama, asmeninis
pardavimas, pardavimy skatinimas, tiesioginis
marketingas, rysiai su visuomene, sponsorysteé (K})

16.1.6. Suformuluoti lojalumo programy tikslus
(vartotojy lojalumo didinimas) ir paaiskinti tris
lojalumo programy tipus: finansinj, emocinj,
struktarinj (K])

16.1.7.  Pateikti  korporatyvinés  komunikacijos
pavyzdziy (S)
16.1.8. Paaiskinti plataus ir siauro transliavimo

koncepcijas (Z)
16.1.9. Pateikti spontanisko ir primintinio Zinomumo ir
spontanisko ir primintinio atsiminimo pavyzdzZiy (S)
16.1.10. Pateikti poZidrio, jvaizdzio ar elgsenos keitimo
pozicionavimo pavyzdZiy (S)

16.2. Komunikacijos tikslai ir modeliai

16.2.1. Nustatyti pirmines
komunikacijos grupes (A))

16.2.2. Nustatyti, kuris i$ klasikiniy komunikacijos
modeliy yra ar turi bGti naudojamas: AIDA,
DAGMAR, Lavidge & Steiner, STARCH, Rogers (A})

16.2.3. Paaiskinti Siuos nehierarchinius modelius:
stimulo-atsako modelj, juodosios déiés modelj,
Zemo jsitraukimo modelj, disonanso mazinimo
teorijg (A))

16.2.4. Pateikti dviejy Zingsniy srauto komunikacijos
modelio paaiskinima (Z)

ir antrines tikslines

16.3. Medija

16.3.1. Nustatyti, kokiu metodu buvo apskaiciuotas
komunikacijos biudZetas: uZdaviniy metody,
konkurencinio pariteto metodu, procento nuo
apyvartos metodu, anticikliniu metodu, laikotarpio
pabaigos metodu (A])

16.3.2. Parinkti medija tipg ir konkrety kanalg remiantis
Siais skaiciavimais: pasiekimas ir padengimas, kastai
Simtui remiantis bruto, grynuoju ir dedamuoju

16. Communication policy

16.1.1 advise on the different communication
media: print, radio, cinema, outdoor advertising,
direct mail, Internet, phone, social media, e-mail,
online communication capabilities (PS)

16.1.2 declare the notions of selling-in and selling-
out activities (U)

16.1.3 define the
communication (K)

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

16.1.5 work out communication mix instruments
in the form of advertising, personal selling, sales
promotions, direct marketing, public relations,
sponsorship (PS)

16.1.6 formulate objectives of loyalty programs
(increase customer loyalty) and explain three types
loyalty programs: financial, emotional and
structural (PS)

16.1.7 give examples of corporate communication
(V)

16.1.8 define the terms of broad- and narrow
casting (K)

16.1.9 give examples of spontaneous and aided
awareness, spontaneous and aided recall (U)

16.1.10 give examples of positioning of attitudes,
image and behavioral changes (U)

concept of integrated

16.2 Communication objectives and models

16.2.1 identify primary and
communication target groups (RS)

16.2.2 determine  which of the classical
hierarchical models must be / is used: AIDA model,

DAGMAR, Lavidge & Steiner, STARCH, Rogers (RS)

secondary

16.2.3 explain the following non-hierarchical
models: stimulus-response models, black box
model, low involvement model, reducing

dissonance theory (RS)
16.2.4 provide a description of the two-step flow
or communication model (K)

16.3 Media
16.3.1 determine how the communication budget
is calculated: task method, parity method,

percentage of sales method, anti-cyclical method,
closing entry method (RS)

16.3.2 make media type and media title choices
based on the following calculations: scope and
coverage, cost per 100 based on gross / net /
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padengimu, kastai vienetui, GRP, CPM, CPC, CPL,
CPO, CPS (A)])

16.3.3. Argumentuotai pasirinkti komunikacijos tikslus,
kampanijas, kanalus remiantis dydZiu, spalva,
daznumu, intervalu, laiku, rodymo grafiku,
auditorijos pasiekimu ir tiksline auditorija (K])

16.3.4. Paaiskinti Sias koncepcijas: kontroliuojamas
(audituojamas) tirazas, remiamas Zurnalas, aplinka,
perkélimo efektas reklamoje (Z)

16.3.5. Pateikti nuomone apie neinternetinés
internetinés medijos efektyvuma (K|)

ir

16.4. Reklama

16.4.1. Paaiskinkite Siuos terminus:

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.

16.4.2. I1Svardinti uZzduoties santraukos elementus (S)
16.4.3. Pateikti koncepcijos komponenty aprasyma (Z)

16.4.4. 1svardinti reklamos planavimo proceso etapus
teisinga seka ir apibadinti kiekvieng etapa (Z)

16.4.5. Jvardinti reklamos
jrankius (2)

16.4.6. Paaiskinti terminus: ,iki reklamos paleidimo“ ir
,po reklamos paleidimo* (Z)

efektyvumo vertinimo

16.5. Asmeninis pardavimas

16.5.1. Paaiskinti skirtingus bldus kaip gali bati
organizuojama pardavimy funkcija organizacijoje:
pagal geografines rinkas, pagal produktus, pagal
segmentus (rinkas) (S)

16.5.2. |vardinti ir paaiskinti pardavimy pasidlymo
struktdrg ir etapus (S)

16.5.3. Nupiesti pardavimy grafika (K|)

16.6. Pardavimy skatinimas
16.6.1. Pateikti tiksliniy pardavimy skatinimo grupiy
pavyzdziy (pardavimy personalas, prekybininkai,
galutiniai vartotojai) (S)
16.6.2. Paaiskinti jvairius pardavimy skatinimo tipus:

parodas, paskatinimus (nuolaidas), inventoriy
pardavimo vietoms ir papildomas paslaugas
prekybos vietoms (S)

16.6.3. Paaiskinti jvairius j vartotojus orientuoto

pardavimy skatinimo tipus: pavyzdZius, vertés
vienetus/taupymo schemas, pinigy grazinima,
premijas, konkursus ir loterijas, labdaros akcijas,
papildomo kiekio skatinimg (nuolaidas), kainos
nuolaidas (S)

16.4

16.5

16.6

cumulative coverage, cost per unit / GRP / CPM /
CPC/ CPL/ CPO / CPS (RS)

16.3.3 make a reasoned choice in the coordination
of communication objectives, communication
campaigns, media communications on the basis of
size, color, frequency, interval, time, placement
schedule, audience reach, targeting (PS)

16.3.4 describe the following concepts: controlled
circulation, sponsored magazine, environment,
carry-over effects of advertising (K)

16.3.5 give an opinion on the effectiveness of
offline and online media (PS)

Advertising

16.4.1 explain the following terms: (U)

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

16.4.2 enumerate the elements of a brief (U)

16.4.3 provide a description of the components of
concept (K)

16.4.4 name the phases of the advertising
planning process in the correct order and describe
each phase (K)

16.4.5 name the tools of the evaluation of
advertising effectiveness (K)

16.4.6 define the terms pre-testing and post-
testing (K)

Personal selling

16.5.1 explain different ways in which the sales
function within an organization can be organized:
geographic, product-oriented or market-oriented
(V)

16.5.2 name and explain the structure and phases
of a sales pitch (U)

16.5.3 draw a sellogram (PS)

Sales promotion
16.6.1 give examples of groups of promotions
(sales force, trade, end-users) (U)

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

16.6.3 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)
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16.7. Tiesioginis marketingas
16.7.1. Atskirti Siy tiesioginio marketingo formy
uzdavinius ir nustatymo badus: tiesioginio pasto
(jskaitant neadresuotg reklamg), telesopingo ir
telemarketingo, el. pasto marketingo (S)

16.7.2. Jvardinti duomeny baziy funkcijas tiesioginiame
marketinge (Z)

16.7.3. Paaiskinti Sias koncepcijas: patenkinimas,
marketingas  vienas-vienam, duomeny baziy
marketingas, pritraukimas ir iSlaikymas, viso

gyvenimo verté, rySiy su visuomene marketingas,
lojalumas (S)
16.7.4.  Atlikti
(panaudojimas,
konversija (K|)
16.7.5. Paaiskinti opt-in (savanorisko jsitraukimo) ir
opt-out (savanorisko pasitraukimo) koncepcijas.

Siuos  skaiciavimus:
pasinaudojimas),

iSpirkimas
atsakas,

16.7 Direct marketing

16.7.1 distinguish ~ targets and  diagnostic
techniques for the following forms of direct
marketing: direct mail (including unaddressed
advertising), teleshopping and telemarketing,
email marketing (U)

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

16.7.3 explain the following concepts: fulfillment,
one-on-one marketing, database marketing,
acquisition and retention, life-time value,
relationship marketing, loyalty (U)

16.7.4 make the following calculations:
redemption, response, conversion (PS)

16.7.5 define the concepts opt-in and opt-out (K)

16.8. Viesieji rysiai (rysiai su visuomene) 16.8 Public Relations
16.8.1. Nustatyti viesyjy rysiy funkcijas ir pareigas (S) 16.8.1 determine the functions and duties of PR
(V)

16.8.2. Pateikti tiksliniy viesyjy rysiy rinky pavyzdziy (S) 16.8.2 give examples of target audiences for PR

16.8.3. Pateikti viesuyjy rysiy jrankiy pavyzdZziy: spaudos (V)
konferencija, pranesimas spaudai, kalba 16.8.3 give examples of PR tools such as press
(pranesimas), seminaras, metiné ataskaita, conferences, press releases, speeches, seminars,
aukojimai, straipsniai, rySiai su bendruomene, annual reports, donations, publications,
lobizmas, identitetas medijoje, vietinis laikrastis, community relations, lobbying, media identity,
jvykiai (renginiai), produkto atSaukimai, socialiné local paper, events, product recalls, social media
medija (S) (U)

16.9. Sponsorysté (parama) 16.9 Sponsorships

16.9.1. Atpazinti ir jvardinti jvairias sponsorystés 16.9.1 recognize and mention the various forms of
formas: sporto sponsorysté, meno sponsoryste, sponsorship: sports sponsorship, arts sponsorship,
sponsorysteé televizijoje, sponsoriaujami laikrasciai, television sponsorship, sponsored magazines,
jvykiy sponsorysteé (2) event sponsorships (K)

16.9.2. Jvardinti sponsorystés tikslus: geresnis prekeés 16.9.2  name objectives for sponsorship: increased
Zenklo Zinomumas, geresnis jvaizdis, padidéje brand awareness, enhance image, increase sales,
pardavimai, reklamos draudimy ivengimas (Z) circumventing advertising bans (K)

17. Prekybos marketingas 17. Retail Marketing
17.1. Paaiskinti fransizés koncepcija (S) 17.1 explain the concept of franchising (U)
17.2. Paaiskinti patalpos iSplanavimo, mar3ruto nukreipimo, | 17.2 explain functions of room layout, routing, industrial

iSdéliojimo lentynose ir atmosferos faktoriy funkcijas shelving and atmospherics (U)

(S)

18. Interneto marketingas 18. Online marketing
18.1. Apibrézti e-verslo koncepcija sudarancius | 18.1 define the components that an E-business concept is
komponentus: e-komercija, verslo informacijos built on: e-commerce, business intelligence, customer

Zvalgyba ir valdymas, ry3iy su klientais valdymas, relationship management, supply chain management,

tiekimo grandinés valdymas, jmonés istekliy enterprise resource planning (K)

planavimas (Z)

18.2. Jvardinti ir atpaZinti praktinése situacijos 3iuos e-verslo | 18.2 name the following issues regarding e-business and

aspektus:

e  Ribotas know-how ir patirtis e-versle

recognize them in practical situations: (K)
limited know-how and experience with e-
business
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Pagrindinis démesys interneto puslapiui, menkas

démesys rinkai ir atvirksciai

e Jgyvendinimo (patenkinimo) problemos

e e-verslasir kastai

e paieskos variklis / paieskos varikliy marketingas

e verslo perkélimas i§ fiziniy erdviy | virtualias
(interneta)

e  komunikacijos ir procesy perkélimas j virtualias

erdves (internetg)

18.3. Nustatyti dazniausias proceso problemas (S):
¢ Integruotame marketinge
e Strategijos jgyvendinime
¢ Online ir offline

e plenty attention to the site, little to the market
and vice versa

o fulfilment problems

e e-business and cost

e search engine / search engine marketing

e shifting the business from physical locations to
virtual (Internet)

e shift of communications and processing to
virtual (internet)

18.3. Identify the most commont bottlenecks in (U):
e Integrated marketing
e Strategy versus implementation
¢ Online versus offline

19. Tvari/darni plétra 19. Sustainability

19.1. Apibadinti terminus ir atpaZinti juos praktinése | 19.1 define the following terms and appoint in practical
situacijose: situations: (K)

e Darnios/tvarios plétros koncepcijg / korporatyvine e the concept of sustainability / CSR (taking into
socialine atsakomybe (atsiZvelgiant j gamta, aplinka account nature, the environment and social
ir socialinius jmonés, sgZiningos prekybos, energijos aspects of the enterprise, fair trade, energy
taupymo aspektus) conservation)

e Zmoniy, Planetos ir Pelno koncepcijas bei jy e concepts of People, Planet & Profit and its
pritaikomuma versle. application in business

20. Tarptautinis marketingas 20. International marketing

20.1. Paaiskinti, kokig jtaka globalizacija turi marketingui (S) 20.1 explain what impact globalization has on marketing

20.2. Pateikti tarptautiniy makro-aplinkos veiksniy pavyzdziy (V)

(S) 20.2 give examples of international macro-environmental

20.3. Pateikti tarpkultdriniy skirtumy, kurie gali paveikti factors (U)
marketingo veiklg verslo rinkose, pavyzdziy (S) 20.3 give examples of cross-cultural differences that may

20.4. Pateikti tiesioginio ir netiesioginj jéjimo j rinkg strategijy affect contacts in the business market (U)
pavyzdziy:  tiesioginis  pristatymas, tiesioginés | 20.4 give examples of direct and indirect entry strategies:
investicijos  (nuosavas  padalinys, susijungimas, direct delivery, direct investment (own establishment,
jsigijimas), ,,uodegos” eksportas, bendras pardavimas, merger, acquisition), piggy-back exports, joint selling,
licenzijos, fransizé, komercinis agentas, eksporto licensing, franchising, commercial agent, export
prekybos rumai, eksporto kombinacija, eksporto trading house, export combination, export
asociacija, eksporto kartelis, bendroji jmoné (S) association, export cartel, joint venture (U)

20.5. Nustatyti, kokios tarptautinés produkto ar | 20.5 identify = which international product and
komunikacijos strategijos naudojamos: tiesioginé communication strategies are used: straight
plétra, komunikacijos adaptavimas, produkto extension, communication adaption, product
adaptavimas, dvigubas adaptavimas, produkto adaption, dual adaption, product invention (RS)

iSradimas (A])

21. 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

21. 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)

e Code of conduct

* DDMA (Data Driven Marketing Association)

¢ Advertising Code Committee
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