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Egzaminy reikalavimai
Sertifikuotas skaitmeninio marketingo
specialistas (LIVIA DIGITAL)

Al modulis

1. JVADAS

1.1. Dokumento turinys

Sis dokumentas apima reikalavimus Sertifikuoto skaitmeninio marketingo specialisto (LIMA DIGITAL) egzaminui.
Reikalavimai taikomi egzaminuojant pagal Sertifikuoto skaitmeninio marketingo specialisto modulj Al ir galioja nuo
2020 mety spalio pirmos iki naujy reikalavimy paskelbimo.

Dokumentas nusako sertifikato lygmenj, dviejy vertinimo moduliy metodologijg, egzamino reikalavimus (testo
turinj), taikomus A1 modulio egzaminui.

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

1.2. Sertifikuoto skaitmeninio marketingo specialisto (LiMA DIGITAL) lygmuo

Sertifikuoto skaitmeninio marketingo specialisto (LiIMA DIGITAL) egzaminas jvertina, ar kandidatai turi Ziniy, jgldziy,
asmeniniy ir profesiniy kompetencijy jgyvendinti darbus skaitmeninio marketingo srityje. Sertifikuoto skaitmeninio
marketingo specialisto (LiIMA DIGITAL) egzaminas atitinka 4 lygmenj EMQ (The European Marketing Qualification)
struktdroje, kuri yra paremta EQF
(The European Qualification Framework) struktira.

Sertifikuoto skaitmeninio marketingo specialisto (LiMA DIGITAL) egzaminai yra sukurti marketingo specialistams,
kurie nori oficialaus ir tarptautinio pazyméjimo, kaip jrodymo apie savo Zinias ir praktika. Arba naujiems skaitmeninio
marketingo specialistams, kurie nori jgyti naujy Ziniy apie skaitmenine rinkodarg. Sertifikuoto skaitmeninio
marketingo specialisto (LIMA DIGITAL) egzaminai yra skirti jgyti naujy Ziniy ir jzvalgy apie skaitmeninio marketingo
jrankius. Tikimasi, kad dalyviai turi strateginiy ir operaciniy Ziniy apie skaitmeninj marketinga.

Lietuvos marketingo asociacija (LiIMA) +370 672 90607 info@lima.lt Asociacijos kodas: 300062236
J. Galvydzio g. 3-315, www.lima.lt PVM mok. kodas: LT100007171915
LT-08236 Vilnius, Lietuva LT657300010086691472, ,,Swedbank*, AB


https://ec.europa.eu/ploteus/en/content/descriptors-page

2. EGZAMINY METODIKA

2.1. Egzaminy struktira

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

LiIMA A1l Skaitmeninio marketingo specialisto modulis — rastu, egzamino trukmé — 90 minuciy;
LiIMA A2 Skaitmeninio marketingo specialisto modulis — ZodZiu, egzamino trukmé — 60 minuciy;
2.2. Al modulio egzaminas

Egzminas rastu (90 minutés) susideda is:
a. 35 testiniai klausimai, kuriuose siekiama issiaiskinti kiek dalyvis Zino apie jvarius skaitmeninio marketingo
jrankius ir koncepcijas.
b. 10 testiniy klausimy, kurie yra susije su mini atvejais. Mini atvejai — tai trumpi skaitmeninio marketingo
problemos aprasymai.
Abiejy daliy taskai yra sumuojami ir sudaro tokig pat pazymio dalj. Pirmoje dalyje zZiGrima, kaip dalyvis taiko teoretine
skaitmeninio marketingo medziagg. Antroji dalis vertina, kaip dalyvis geba pritaikyti teorijg ir praktika ir rasti jy
s3sajas.

3. SISTEMA IR TAKSONOMIJA

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 PavyzdZziui, termino apibréZzimo 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 jgldziai = KdrybisSkumu 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 bti testuojamas jvairiuose lygmenyse: Zinojimo, gebéjimo atgaminti, kirimo.



4. SERTIFIKAVIMO REIKALAVIMAI A1 MODULIUI
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2.2.
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2.5.
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2.8.
2.9.

2.10.

2.11.

2.12.

2.13.

Bazinés Zinios
Paaiskinti, kas yra skaitmeniné rinkodara ir
komunikacija (Z)
Paaiskinti, kas yra skaitmeniné rinkodara (Z)
Paaiskinti savokas: plotis (range), apsilankymas (visit),
konversija — kontaktiné informacija arba pardavimas,
iglaikymas (retention) (Z)
Atskirti skirtingus svetainiy tipus: pardavimy, kontakty
rinkimo, jvaizdinis, informacinis, paslaugy (Z).
Paaiskinti, kas yra suZaidybinimas (gamification) (Z)
Paaiskinti, kas yra kliento kelioné (S)
Paaiskinti, kas yra pardavimy piltuvélis: démesys,
svarstymas, veiksmas, lojalumas (S)
Jvardyti, kurie kanalai naudojami kurioje pardavimy
piltuvélio stadijoje (S)
Paaiskinti skirtuma tarp stimimo ir traukimo (S)
Paaiskinti, kas yra kolektyvinis kirimas (crowdsourcing)
2)
Paaiskinti, kas yra kolektyvinis finansavimas
(crowdfunding) (2)
Paaiskinti, kas yra ilgoji uodega (longtail) (Z)
Paaiskinti, kas yra daikty internetas (Z)
Paaiskinti, kas yra virtuali, papildyta (augmented) ir
misrioji realybe (Z2)
Paaiskinti, kas yra QR kodas (7)
Paaiskinti, kas yra nuosava, apmokeéta ir uzdirbta
medija (2)
Paaiskinti: CPM, CPL, CPS, CPC, CPO, CPA, atsisiuntimo
kaina (S)
Paaigkinti, kas yra vartotojy sukurtas turinys (Z)
Paaigkinti, kas yra rinkodaros automatizavimas (Z)
Paaiskinti rysiy su vartotojais valdymo vaidmenj
skaitmeninéje rinkodaroje (2)

Skaitmeniné reklama
Atskirti skirtingus apmokéjimo modelius (Z)
Paaiskinti, kaip veikia priklausomybés nuo laiko (time
decay) modelis (S)
Paaiskinti, kaip veikia baneriné reklama (display) (S)
Paaiskinti skirtumg tarp smaginés (burst) ir nuoseklios
(dripping) kampanijy (2)
Paaiskinti, kaip video reklama veikia (S)
Paaiskinti, kaip veikia praturtintos medijos (rich media)
reklama (S)
Paaiskinti, kaip veikia programatinis reklamavimas
(kainos sitlymas realiu laiku, viesa prekybvieté, privati
prekybvieté, sandorio id, DSP, SSP) (S)
Paaiskinkite pakartotinos reklamos principus (Z)
Jvardinti auditorijos formavimo (targeting) galimybes
(S)
Paaiskinkite nat(raliai atrodancios (native) reklamos
idéja (2)
Paaiskinti, kas yra panasi (lookalike) auditorija ir kaip ja
galima pritaikyti (2)
Paaiskinti, kaip veikia partnerystés (affiliate) rinkodara
(S)
Paaiskinti, kaip partnerystés (affiliate) rinkodaroje
veikia pajamy paskirstymas (S)

1. General

1.1. explain what online marketing communication means
(K)

explain what online marketing means (K)

explain what is meant by range, visit, conversion (lead /
sales), retention (K)

distinguish different types of websites: sales site, lead
generation site, branding site, publication site,
information and service site (K)

1.2.
1.3.

1.4.

1.5. explain what is meant by gamification (K)
1.6. indicate what is meant by the customer journey (U)
1.7. indicate what is meant by the marketing funnel

(attention, consideration, action, loyalty) (U)

indicate which channel can be used in which location in

the funnel (U)

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

1.10. explain what is meant by crowdsourcing (K)

1.11. explain what is meant by crowdfunding (K)

1.12. explain what the term "the longtail" means (K)

1.13. explain what the internet of things is (K)

1.14. explain what virtual, augmented and mixed reality (VR,
AR and MR) are (K)

1.15. explain what a QR code is (K)

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

1.17.explain the differences between CPM, CPL, CPS, CPC,
CPO, CPA, Cost per download (U)

1.18. explain what is meant by user-generated content (K)

1.19. explain what marketing automation is (K)

1.20. explain the role of customer relationship managementin
online marketing (K)

1.8.

2. Online Advertising

. distinguishing different payment models for online

advertising (K)

explain how the time decay model works (U)

explain how display advertising works (U)

explain the difference between a burst and a dripping

strategy (K)

explain how video advertising works (U)

explain how rich-media advertising works (U)

explain how programmatic advertising works (real-time

bidding, open marketplace, private marketplace, deal id,

DSP, SSP) (U)

2.8. explain the concept of retargeting (K)

2.9. explain which forms of targeting are possible (U)

2.10. explain the concept of native advertising (K)

2.11.explain what a lookalike audience is and how you can
apply such an audience (K)

2.12. explain how affiliate marketing works (U)

2.13.explain how the revenues are distributed in affiliate
marketing (U)

2.14.indicate how the number of relevant visitors to a
website can be increased by using targeted affiliate
marketing (PS)

2.2.
2.3.
2.4.

2.5.
2.6.
2.7.



2.14.

2.15.

2.16.

2.17.

2.18.

3.

3.1.

3.2.

3.3.

3.4.

3.5.

3.6.

3.7.

3.8.

3.9.

3.10.

3.11.

3.12.

4.1.
4.2.
4.3.
4.4.
4.5.

4.6.

Paaiskinti, kaip gali bati padidintas kokybisky svetainés

lankytojy kiekis, taikant tinkama partnerystés (affiliate)

rinkodaros atranka (K|)

Paaiskinti, kaip reklaminés kampanijos (banerinés arba

video) gali padéti pasiekti verslo tikslus (K])

Paaiskinti, kaip reklaminés kampanijos pritaikomos

jvairiems jrenginiams: neSiojamiems ir stacionariems

kompiuteriams, plansetiniams ir iSmaniesiems

telefonams) (K])

Jvardinti, kokie yra pagrindiniai gero nukreipiamojo

(landing) puslapio faktoriai, kurie leidZia jvykdyti

suskaiciuojamas konversijas (K])

Paaiskinti skirtuma tarp reklaminés kampanijos, skirtos

tik mobiliesiems jrenginiams ir kity reklamos formy (Z)
Socialiné medija

Paaiskinti, kas yra socialiné medija (S)

Paaiskinti, kaip per socialine medija galime pasiekti

skirtingas klienty grupes (Facebook, Twitter, YouTube,

LinkedIn tinkluose) (S)

ISvardinti unikalius vartotojy atrankos (targeting)

bldus galime taikyti socialiniuose tinkluose (S)

Paaiskinti skirtumg tarp asmeninio profilio ir jmonés

puslapio (S)

Paaiskinti, kaip galima atlikti klienty aptarnavima (web

care) per socialinius tinklus (S)

ISvardinti svarbiausius socialiniy tinkly santykinius

parametrus: santykinis konversijos rodiklis (conversion

rate), stiprinimas (reinforcement ratio), (outlook

ratio), sant. paspaudimy rodiklis (click-through ratio)

(2)

Paaiskinti, kaip socialiniai tinklai gali padéti siekti

marketingo tiksly: rinkti sekéjus, kurti srautg j svetaine,

generuoti pardavimus, programéliy atsisiuntimus,

aktyvacijas ir kt. (KJ)

Paaiskinti, kaip didesnis jsitraukimas socialiniuose

tinkluose padeda kelti prekés Zenklo Zinomumag ir

supratima apie jj (branding) (K|)

Paaiskinti, kaip veikia socialiniy tinkly monitoringas (K])

Paaiskinti, kaip turinj (organinj ir reklamuojama)

pritaikyti mobiliesiems jrenginiams (K])

Paaiskinti, kokia jtaka nukreipiamasis puslapis (landing

page) turi konversijy rodikliui vartotojams, kurie ateina

iS socialiniy tinkly. (K])

ISvardinti, kaip jmoneés gali naudoti socialinius tinklus

(klausymuisi, dalyvavimui, inicijavimui).

Marketingas paieskos sistemose
Paaiskinkite, kas yra marketingas paieskos sistemose
Paaiskinti skirtumus tarp SEO ir SEA (S)
Paaiskinti, kaip veikia SEO (struktdra ir technologija,
raktazodZiai ir turinys, nuorodos ir jtaka) (Z)
Paaiskinti, kaip veikia paieskos sistemy marketingo
aukcionai (2)
Paaiskinti, kaip nustatoma sitilomos kainos (bid) dydis,
kas jam daro jtaka (S)
Paaiskinti skirtumus tarp iSéjimo is puslapio modeliy
(checkout models) paieskos sistemy marketinge.

2.15.

2.16.

2.17.

2.18.

indicate how a campaign (such as display or video) can
be used effectively to achieve set goal (PS)

indicate how different campaigns are created for
different devices (laptop, desktop, tablet, smartphone)
(PS)

indicate how the most important factors of a good
landing page are considered, so that conversions can be
realized via online advertising (PS)

explain where the differences are between mobile
advertising only and other online advertising efforts (K)

3. Social media

3.1.
3.2.

3.3.

3.4.

3.5.
3.6.

3.7.

3.8.

3.9.

3.10.

3.11.

3.12.

explain what a social media is (U)

explain how social media can be advertised on specific
target groups (Facebook, Twitter, YouTube, LinkedIn)
(V)

explain what the unique targeting options of social
media are (U)

explain the differences between a personal profile and
a company account (U)

indicate how social media can be used for web care (U)
naming the most important social media ratios
(conversion rate, reinforcement ratio, outlook ratio,
click-through) (K)

indicate how social media can be used to achieve
marketing objectives, gathering fans / followers,
traffic to the website, sales, app downloads,
activations and other conversions, both through their
own social channels and through social media
advertising (PS)

indicate how more engagement (for example, a
response or sharing) on the social media content

can arise for the purpose of online branding (PS)
indicate how social media monitoring works (PS)
show how content and ads consider mobile devices
(PS)

indicate how the most important factors of a good
landing page are taken into account, so that
conversions are realized via social
advertisements and social content (PS)
explain where a company can use social media
(listening, participating, initiating) (U)

media

4. Search engine marketing

4.1.
4.2.
4.3.
4.4.
4.5.

4.6.

Explain the concept of search engine marketing (K)
explain the differences between SEO and SEA (U)
explain how SEO works (structure and technology,
keywords and content, links and authority) (K)

explain how the auction system of search engine
marketing works (K)

explain how the bid price is determined and which
factors play a role (U)

distinguish the check-out models of search engine
marketing (U)



4.7.

4.8.

4.9.

4.10.

4.11.

4.12.

4.13.

4.14.

4.15.

4.16.

5.2.

5.3.

5.4.

5.5.

5.6.

5.7.

5.8.

5.9.

5.10.

5.11.

5.12.

5.13.

5.14.

5.15.
5.16.

Paaiskinti, kaip yra kuriamos raktiniy Zodziy reklamos
Google Ads sistemoje (buves AdWords) (S)

Paaiskinti, kas yra svetainiy nuorodos (sitelinks)
organinéje ir apmoketoje paiegkoje (Z)

Paaiskinti, kaip sukuriama raktiniy Zodziy reklaminés
kampanijos Google Ads sistemoje (K])

Paaiskinti, kaip pasiekiami reikalingi vartotojai Google
Ads raktiniy Zodziy reklaminéje kampanijoje (K])
ISanalizuoti savo svetaine naudodamiesi paieskos
sistemas (K))

Paaiskinti, kaip galima optimizuoti svetainés turinj taip,
kad jis bty matomas aukstesnése paieskos pozicijose
(K1)

Paaiskinti, kaip svetainés technine infrastruktiirg
pritaikyti aukStesnéms paieskos pozicijoms (K])
Paaiskinti, kaip yra generuojamos nuorodos is kity
svetainiy su tikslu bati aukstesnése paieskos pozicijose
(iSoriné optimizacija) (K))

Paaiskinti, kokig jtakg tinkamos nukreipiamojo puslapio
savybeés daro konvertavimo rodikliams (K])
Paaiskinkite, kokig jtakg SEM daro vieno vartotojo
skirtingy jrenginiy naudojimas (S)

El. pasto marketingas

. Atskirti el. pasto marketingo formas: periodinius

laiskus, kampanijos laiskus, jvykio paskatintus laiSius,
paslaugy laiskus (S)

Paaiskinti, kg reiskia savanoriskas uzsiprenumeravimas
(opt-in) ir savanoriskas prenumeratos atsisakymas
(opt-out) (2)

Paaiskinti, kg reiskia atmetimo rodiklis (bounce rate) -
kietas ir minkstas (Z)

Paaiskinti, kas yra pristatomumas (deliverability) (Z)
Paaigkinti, kaip gauti tinkamus adresatus (Z)
Paaiskinti, kaip tinkami duomenys (adresai) gali bti
papildyti (S)

Paaiskinti, kaip turéty bati parasyta gera antraste
(subject line) (KJ)

Paaiskinti, kaip sukurti ir tobulinti el. pasto kampanija
(KD

Paaiskinti, kokios kampanijos savybés daro jtaka
atidarymo rodikliui (KJ)

Paaiskinti, kokios kampanijos savybés daro jtakg
paspaudimy rodikliui (KJ)

ISvardinti gero nukreipiamojo puslapio savybes, kurios
paskatina konversijas el. pasto kampanijose (K])
Paaiskinti, kokig jtakg mobiliyjy jrenginiy naudojimas
daro el. pasto kampanijoms (K])

ISvardinti pagrindinius el. pasto kampanijy tikslus
(kasty taupymas, pardavimy skatinimas, pirkéjy
grazinimas) (S)

ISvardinti geros el. pasto kampanijos savybes: adresy
sgrasas, savanoriskas prenumeravimas, antrastés
eiluté, auditorijai pritaikytas tekstas (S)

ISvardinti gero komercinio laisko sudedamasias dalis (S)
ISvardinti, kokios Salys dalyvauja el. pasto kampanijose
(2)

4.7.
4.8.

explain how an ad for Google AdWords is built (U)

explain what sitelinks are (in organic results and in

AdWords) (K)

indicate how a Google AdWords campaign is created

(PS)

4.10.indicate how a specific target group is reached with a
Google AdWords campaign (PS)

4.11.analyze your own website in search engines (PS)

4.12.indicate how the content of the website is optimized so
that organic search results improve (PS)

4.13.indicate  how you should design the technical
infrastructure of your website to improve the organic
search results. (PS)

4.14.indicate how the right links from other websites are
generated so that organic search results improve
(external optimization) (PS)

4.15.indicate how account is taken of the most important
factors of a good landing page, so that conversions can
be realized via search engine marketing (PS)

4.16.explain what the consumer's use of multiple devices

means for search engine marketing (U)

4.9.

5. E-mail marketing

. Distinguishing between different forms of email
marketing (periodic newsletters, campaign-type emails,
event-driven emails, service e-mails) (U)

5.2. explain what is meant by opt-in and opt-out (K)

5.3. explain what is meant by bounce rate (hard and soft
bounce) (K)

5.4. explain what is meant by deliverability (K)

5.5. explain how the right addresses for a campaign can be
acquired (K)

5.6. explain how the right data (addresses) can be enriched
(V)

5.7. indicate how an effective subject line can be written (PS)

5.8. indicate how an e-mail campaign is set up and
implemented (PS)

5.9. indicate which aspects influence the open ratio (PS)

5.10.indicate which aspects influence the click-through rate
(PS)

5.11.indicate how the most important factors of a good
landing page are considered, so that conversions can be
realized via e-mail marketing (PS)

5.12.indicate the impact the use of mobile devices has on e-
mail marketing (PS)

5.13.explain what the main objectives of e-mail marketing
are (cost savings, acquisition, retention) (U)

5.14.explain the requirements for an effective email
campaign (address file, opt-in, subject line, text for
target group) (U)

5.15. explain what the parts of a commercial e-mail are (U)

5.16. mention which parties play a role in an e-mail campaign

(K)



6.

6.1.

6.2.

6.3.

6.4.

6.5.

6.6.

6.7.

7.1.
7.2.

7.3.

7.4.

7.5.

8.2.

8.3.

8.4.

8.5.

8.6.

8.7.

8.8.

Interneto svetainés
Atskirti ir paaiskinti skirtumus tarp 4 turinio tipy:
informuojancio, motyvuojancio, parduodancio ir
aptarnaujancio (S)
Paaiskinti, kaip internete galima pagerinti skaitomuma:
paantrasciy ir sarasy (bullets) naudojimas, struktdra (S)
Paaiskinti, kg reiskia svetainés patogumas naudoti
(usability) (S)
Paaiskinti, kaip svetainés patogumas naudoti gali
padaryti jtakg konversijoms (S)
Paaiskinti, kokig jtakg svetainés klrimui turi vartotojo
naudojami skirtingi jrenginiai: prisitaikantis
(responsive, adaptive), telefonams skirtas (mobile-
first), turiniui skirtas (content-first) dizainas (S)
ISvardinti badus, kaip galima paskatinti konversijas
svetainéje, patirtj pritaikant prie Saltiniy, i$ kur atvyko
vartotojai: socialiniy tinkly, el. pasto, partnerystés
(affiliate), paieskos, tiesioginio srauto ar programéliy
(K1)
Paaiskinti, kaip galima patobulinti svetainés dizaing
pagal Hansa & Abuelrub modelj (S)

Turinio rinkodara
Paaiskinti, kas yra turinio rinkodara ()
ISvardinti, kokiy tiksly galima siekti naudojant turinio
rinkodarg (S)
Paaiskinti, kas yra prie konteksto pritaikyta reklama
(advertorial), remiamas (sponsored) ir pazymétas
(branded) turinys (S)
ISvardinti skirtingas turinio rinkodaros rasis: atvejy
analizés (whitepapers), el. knygos, infografikai,
iliustracijos, video klipai, nuotraukos, tinklarascio ir
vlog’o jrasai, pranesimai spaudai, muzika, internetiniai
seminarai (webinar), Zaidimai ir tinklalaidés (podcasts)
(S)
ISvardinti turinio rinkodaros kdrimo Zingsnius (content
marketing advice) (S)

Analizé
Paaiskinti Siuos terminus: iSéjimo rodiklis (bounce
rate), unikalus lankytojas, grjZtantis lankytojas,
atvedantis puslapis (referral site), iSéjimo procentas,
pastabos (annotations), puslapiy perziiros,
paspaudimy kelias (click path), sesijos, jvykiai (events),
nukreipiamieji puslapiai (Z)
Paaiskinti, kas yra universalioji analizé (Universal
Analytics) (2)
Paaiskinti, kas yra Zzymy valdymas (tag management)
(2)
Jvardinti, kokie parametrai naudojami apskaiciuoti
iSlaidy reklamai graza (ROAS) ir kampanijos apyvartg
(turnover) (S)
Paaiskinkite, kaip skaiCiuojami Sie parametrai: CTR,
konversijos rodiklis, ROI, ROAS (S)
Atskirti skirtingus srauto Saltinius svetainés
lankomumo statistikoje (S)
Paaiskinti, kaip jvairds skaitmeninio marketingo jrankiai
ir kanalai atvaizduojami web lankomumo statistikoje
(S)

Skirti skirtingus srauto j svetaine saltinius (S)

6.2.

6.3.
6.4.

6.5.

6.6.

6.7.

Websites

. Can distinguish and explain the 4 content styles (inform,

motivate, sales-oriented, service-oriented) (U)

explain how the readability of a text can be increased
online (use of subheadings, bullets, structure) (U)
explain what is meant by website usability (U)

explain what effect website usability can have on
conversion (U)

explain what the use by the consumer of multiple
devices means for the development of your website
(responsive design, adaptive design, mobile-first design,
content-first design) (U)

indicate how the user experience of the website can be
improved, depending on the sources of origin (social
media, e-mail, affiliate, search, direct, apps), with the
aim of improving the conversion (PS).

explain how the website usability can be improved
(according to the model of hansa & Abuelrub) (U)

7. Content marketing

7.1.  Explain what content marketing is (K)

7.2.  explain which goals can be pursued with content
marketing (U)

7.3. indicate what advertorials, sponsored content and
branded content are (U)

7.4. explain which different forms of content are applied
within content marketing (whitepapers, ebooks,
infographics, visuals, videos, photos, blog and vlog
messages, press releases, music, webinars, games,
podcasts) (U)

7.5. indicate the steps of the content marketing advice (U)

8. Analytics

8.1. explain the following terms: bounce rate, unique visitor,
returning visitor, referral sites, exit percentage,
annotations, page views, click paths, sessions, events,
landing pages (K)

8.2. explain what is meant by Universal Analytics (K)

8.3. explain what tag management is (K)

8.4. mention which KPIs can be used to arrive at return on
ad spend of the campaign and the turnover of the
campaign (U)

8.5. indicate how the following KPIs are calculated: CTR,
conversion rate, ROI, ROAS (U)

8.6. distinguishing the different traffic sources of web
analytics (U)

8.7. indicate how the various online marketing
communication tools and channels are included in the
traffic sources in web analytics (U)

8.8. to distinguish which different traffic sources are used
(V)

8.9. explain how conversion can be assigned to various

channels (U)



8.9.

8.10.

8.11.

8.12.

8.13.
8.14.

9.2.

9.3.

9.4.
9.5.

9.6.
9.7.

9.8.

9.9.

9.10.
9.11.

Paaiskinti, kaip konversija priskiriama jvairiems
kanalams (S)
Paaiskinti konversijy priskyrimo (conversion attribute)
modelius: pirmojo paspaudimo, linijinis, laiko slinkimo
(time decay), konkreciy kanaly pirmumo, paskutinio
paspaudimo (S)
ISvardinti pagrindinius skaitmeninio marketingo
rodiklius, kuriuos privalo turéti socialiniy tinkly
rinkodaros stebéjimo programa (S)
Interpretuoti svetainés statistikas, atpaZinti ir jvardinti
butelio kakliukus, pasitlyti efektyvius badus tobulinti
kampanijas (Z)
Jvardinti analitikos tikslg (Z)
Paaiskinti, kaip analitikos programos naudoja terming
»lankytojas” (visitor) (S)

Duomeny ir online rinkos tyrimai
Paaiskinti, kaip jvairds online ir offline kanalai leidzZia
sukurti vartotojo portreta (S)
Paaiskinti, kas yra pirmuyjy ir treciyjy Saliy sausainukai
(cookies) (Z)
Paaiskinti, kas yra pirmujy ir treciyjy saliy duomenys
(2) 3
Paaiskinti, kas yra sausainuky siena (cookie wall) (Z)
Paaiskinti, kas yra DMP ir kaip tai prisideda prie
duomenimis grjsto marketingo rezultaty (Z)
Paaiskinti, kas yra persona (Z)
Paaiskinti, kas yra pritaikymas vartotojui
(personalization, customisation) (S)
Paaiskinti duomeny vaidmenj skaitmeninio marketingo
pritaikymui vartotojui (S)
Paaiskinkite, kaip vartotojas gali apsaugoti savo
privatuma (S)
Paaiskinkite, kas yra didieji duomenys (big data) (S)
Paaiskinti, kokie duomeny analizés metodai naudojami
skaitmeninés rinkodaros specialisty (S)

8.10.

8.11.

8.12.

8.13.
8.14.

9.2

9.3

9.4
9.5

9.6
9.7

9.8

9.9

9.10
9.11

distinguish different conversion attribute models: first-
click model, linear model, time of contact moment
(time-decay model), assigning certain channels more
value, last-click model (U)

name the most important social media ratios that a
social media monitoring program must contain (U)
interpret web statistics, recognize and name
bottlenecks and indicate effective improvement actions
for the channels (PS)

indicate the purpose of analytics (K)

explain how analytics programs use the term 'visitor' (U)

Data and online market research

Indicate how different channels (online and offline) can
contribute to building a profile of a customer (U)
explain what first-party cookies and third-party cookies
are (K)

indicate the difference between first-party data and
third-party data (K)

explain what a cookie wall is (K)

explain what a DMP is and how it contributes to data-
driven marketing (K)

explain what a persona is (K)

explain what personalization and customization mean
(V)

explain what role data play in the personalization of
online marketing channels (U)

indicate what opportunities consumers have to protect
their privacy (U)

explain what big data is (U)

explain which types of data analysis are used by online
marketers (U)



