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The article presents results of theoretical and empiri-
cal studies, carried out by scientists and researchers in
Departments of Marketing. Considering the analysis of
research works it could be stated that several problematic
areas should be revealed as the majority of research works
were related with them. Results, related with theoretical
and empirical studies on consumer behaviour and brand
management, are presented in doctoral theses and scienti-
fic publications. It has to be noted that the topics on mar-
keting conceptions and e-business development have re-
cently become most discussed.

The results of theoretical and empirical studies are
reviewed in the article as well. The research related with
the definition and perception of marketing terminology
could be singled out as extremely significant and timely.
Summarizing research works conducted by scientists of
Marketing Departments, it is important to indicate their
input while performing various international projects.

Theoretical introduction on marketing teaching, study
programmes and specialist training as well as organiza-
tional and practical issues, discussed in research works of
the scientists of Marketing Departments, are presented in
the article. Summarizing the development of marketing
studies it is revealed that scientists primarily attempted to
develop and publish scientific literature, intended for mar-
keting studies and qualification training in the Lithuanian
language. Conclusions, based on study results are presen-
ted at the end of the article.

Keywords: marketing, marketing conceptions, studies,
research.

Introduction

The formulation of marketing as a scientific concept and
business orientation began in the beginning of the XX cen-
tury. 19 schools on marketing theory carried out marketing
research in particular areas. Their scientific results provi-
ded arguments for the adequacy of marketing and other
business orientations to enterprise — consumer relationship
within time context. Summarizing results of theoretical and
empirical studies of foreign scientists on marketing it is
possible to state that research within the area of marketing
theories and conception evolution allow affirming the fact
that the topic of marketing management remains relevant
both theoretically and practically. On the other hand, the
contribution of Lithuanian scientists into the studies of
marketing theory and conception evolution has to be indi-
cated as well. Still a lack of scientific works, summarizing
achievements of scientists while developing the science
and studies of marketing is observed. The problematic is-

sues identified provides a possibility to form scientific re-
search problem with the question that analyzes what is the
input of Lithuanian scientists into the evolution studies of
marketing theories and conceptions in Lithuania.

The aim attempts to analyze and summarize scientific
achievements while developing the science and studies of
marketing in Lithuania.

Development of Marketing Science in Lithuania

Within the development of marketing science it is po-
ssible to single out two directions. The first is more related
with the expression of marketing content and essence pe-
rception in Lithuanian literature on marketing. The first
publications of marketing literature were intended for tea-
ching/methodological purposes and appeared in the De-
partment of Marketing of Kaunas University of Technolo-
gy and Marketing Department of Vilnius University. Signi-
ficant works in Lithuania on marketing that are used for
teaching were prepared by Urbonavicius (1990, 1995),
Pranulis (1998, 2007), Virvilaité (1991, 1994, 1997, 2007),
Kuvykaité (1997, 2001), Dikéius (2005), Pranulis, Pajuo-
dis, Urbonavicius, Virvilaité (1999, 2000, 2008) and other
authors. Research works, conducted by Pranulis have to be
indicated as the questions of marketing definitions and
terminology are examined there.

The second direction of marketing science develop-
ment is associated with research works. The first studies
were devoted to solve the problems of marketing manage-
ment. Evaluating research works carried out by the resear-
chers of the Department of Marketing it is important to
emphasize that the issues related with marketing and mo-
deling of sales strategies were examined in articles by
Stravinskiené (1997), Gudonaviciené (1997), Banyté (1996,
1997), Virvilaité (1996, 1997), Valainyte (1997), Kuvykai-
te (1996, 1997) and publications of other authors. Signifi-
cant research works that were completed during the year
1992-1998 are: “Formation and Management of Strategy
for Development of New Technologies, Products and Ser-
vices*, “Studies of Innovations in Lithuania and Develop-
ment of Information Database®, “Formation of Marketing
Strategy in Accommodation Services Providing Enterpri-
ses“, “Investigation of Effectiveness of Tourism Marketing
Solutions in Lithuanian Market®.

One of the essential prerequisites for successful mar-
keting research and studies is good understanding of mar-
keting theory, recognition of methods and appropriate their
interpretation. This factor determined the direction of the
first practical conference on marketing in the country that
was organized in Lithuania in 1998. The conference under
the title “Marketing Theories and Methods in Lithuania”
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was organized by scientists of the departments of Marke-
ting from Vilnius University and Kaunas University of
Technology. The name of the conference clearly expressed
its thematic directions and the aim as well as efforts and
attention of participants drawn to the analysis of marketing
theories and methods within the context of Lithuanian situ-
ation that were examined and evaluated on the basis of two
aspects. First of all, carrying out research and studies it
was attempted not only to get a better understanding of the
content of theories and methods but what kind of research
and how these research works combine, evaluate and in-
terpret those theories and methods. The results of the
following research works are reflected in scientific publi-
cations: “Vision and Mission — the Principle Stages of
Marketing Strategy Formation” by Gatautis; “Business
Philosophy: Conceptions and Orientations” by Dik¢ius;
and “New Attitude to Marketing” by Paskevicius. The se-
cond aspect of research tackles the problems of implemen-
ting marketing theories and methods. Publications of Ba-
nyté “Behavioral Research of Hotel Customers”, Butkuté
(now known as Stravinskiené¢) “Forecasting System”, Do-
valiené¢ “Factors, Determining the Specifics of Applying
Marketing Decisions in Tourism Business” and other pub-
lications are closer to the second aspect.

In 1999 the second and already international scientific
conference under the title “Marketing Theories and Me-
thods in Lithuania” was organized. Issues related with the-
oretical and methodological questions, based on the interp-
retation of theoretical literature and conceptions were pre-
dominant in the conference. The article of Banyté “Seg-
mentation of Hotel Services Market: the Analysis of Glo-
balization Influence* rovides the analysis of segmentation
features, characteristic to the market of hotel services as
well as their application peculiarities. Questions, connected
with the application of marketing conception in practice,
are reflected in the article of Dik¢ius. Publication of Gaizu-
tis “The Application of Added Value Concept for Strategic
Decision Making in Marketing Oriented Companies® is
devoted to deepen one knowledge about the nature of mar-
keting activity and its application in the practice of busi-
ness management while solving problems of organizational
activity. The article examines the role of value added con-
cept within the process of marketing implementation and
the way it could be used in strategic planning. Kuvykaite,
in her article, describes marketing decisions within diffe-
rent stages of enterprise activity internationalization pro-
cesses. Besides, it has to be emphasized that publications
of the second conference present the results of empirical
studies based on the primary information. Such empirical
studies could be observed in the articles of Auruskeviciené
(“The Typology of the Strategy Preparation Ways for En-
terprises in Economic Transformations Conditions”) and
Alijosiené (“Strategic Alliances as an Attractive Form of
International Business Management”).

The third international and annual practical conference
“Marketing Theories and Methods”, contrarily like the first
two, dwelt on theoretical and practical issues of marketing
faced not only in Lithuania but outside its boundaries. It is
possible to state that a part of publications was devoted to
the studies of marketing theories and concepts. Results of
theoretical research of this type are reflected in Pranulis
article “Marketing in the Context of Modernity and Po-

stmodernity”, Tamuliené, Urbanskienés and Kazlauskie-
nés article “Review of Schools of Marketing Though®,
Urbanskiené and Alelitinaités “The Models of Marketing
Theory Structure and It‘s Analysis® and Pajuodis article
“Trade Marketing: Concepts, Evolution and Elements®.
The results while applying marketing theories and methods
in practice are indicated in the following publications of
Dapkus, Gatautis “Electronics Commerce Implementation
in Industrial Companies Achieving Competitive Advanta-
ges*‘; Melnikas “The Baltic Region: the Prospects of Mar-
ket Development®; Bugitinien¢, Sliburyté “Joint Stock
Company “Lietuvos Telekomas®* Consumer Awareness of
Provided Intelligent Network Services®; Urbonavicius,
Ivanauskas ‘“Marketing Consultations Evolution in Lithua-
nia“,

The scientists of the Department of Marketing were
active participants not only of various conferences in
Lithuania but international conferences, organized in other
countries as well. The results of theoretical and empirical
studies in marketing are revealed in the articles of Virvilai-
t¢ and Sliburyté “Preparation of Marketing Strategy in an
Industrial Company*, Virvilait¢ and Banyté “Theoretical
and Practical Aspects of Segmentation of Lithuanian Hotel
Market”, Virvilaité and Rondomanskaité (now referred to
as Rutelioné) “Lithuanian Tourism Development Problems
and Perspectives while Integrating to European Market™
and other articles, published as proceedings of internatio-
nal conferences.

In addition to this, research works, conducted in Lithu-
ania, highlighted specific marketing research problems,
characteristic to periods of economic transformations. Such
problems were discussed by Virvilaité, Pranulis and Mel-
nikas in “Marketing Theory and Methods in the States of
the Transitional Economy: The Case of Lithuania®; Virvi-
lait¢ and SalGiuviené “Lithuanian Cultural Origins and
Transformation of Cultural Values while Transformation
to Market Economics*.

Prepared and awarded doctoral theses that reflected re-
sults of theoretical and empirical studies within Lithuanian
context were a significant input while developing the
science of marketing. This would be doctoral theses by:

e Banyté under the title “Behaviour of Hotel Service

Consumers “,

e Sliuryté - “Evaluation of Competitive Enviro-ment of
Economic Entities “,

e Butkuté (now known as Stravinskien¢) - “System of
Sales Forecasting in Industrial Enterprises: the As-
pect of Management”,

e Gatautis - “The Factor of E-Commerce While For-
ming Competitive Advantages”,

e Rondomanskaité - ow known as Riitelioné) “Com-
peit-veness of Tourism Industry in the Country”,

e Gaizutis - “Study of Marketing Strategies of the
Sawmills of Lithuania®,

o  Casas - “The Identification and Assessment of Sour-
ce of Competitive Strategy in Lithuanian Market”,

e Grundey - “Multi-modal Freight in Marketing Logis-
tics”,

e Dik¢ius - “Manager’s Influence Implementing
Marketing Concept in a Company’s Activity”,

e Kurtinaitiené - “Comparative Analysis of Marke-
ting Orientation in Mobile Telecommunication
Market”.
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Summarizing the research works conducted during the
first decade it is possible to state that first of all they were
designed to deepen once knowledge about the content of
theories and methods as well as in the area of their evalua-
tion, interpretation and implementation problems within
the context of Lithuanian situation. Still increasing frag-
mentation of the market and constantly rising consumer
requirements for quality, the increasing impact of informa-
tion communication technologies for the creation of diffe-
rent products and service provision promoted the develop-
ment of new marketing concepts. Within the context of
dynamic market, marketing theory evolves and usefulness
of the majority of concepts that reflected principles of tra-
ditional marketing decreased. This could be proved by
results of empirical studies according which consumers not
necessarily prefer offers of the highest quality as well as
not necessarily purchase a product of the lowest price. The
attitude that consumer’s choice depends on the value, crea-
ted by an offer of the enterprise becomes more prevailing
in research studies. Evaluating constantly changing object
of marketing discussions it was observed that innovative
questions of marketing theory development were analyzed
in the works of Lithuanian scientists from the perspective
of consumer value. Assessing the object shift and the role
of consumer value within the research and the contempora-
ry marketing theory, the scientific activity of the Depart-
ment of Marketing expanded following the directions men-
tioned below:

e Solutions of defining, creating and transferring

consumer value,

e Consumer relationship and brand management as

a basis for the creation of consumer value,

e Solutions of enterprise image management while

creating consumer value,

e Solutions of international marketing from the pe-

rspective of consumer value,

e The role of information communication technolo-

gies for value creation.

The results of theoretical and empirical research works
allow stating that consumer value was examined seeking to
find out how consumer’s perceived value influences his
behaviour while making a decision to purchase. The results
of studies conducted within the context mentioned above
are reflected in the article of Banyté, Paunksniené and Ra-
telioné under the title ,,Peculiarities of Consumer Perception
in the Aspect of Marketing to Women” that identified ele-
ments, characteristic to the process of consumer perception
as well as their expression within the marketing to women.
The results of the study on the relationship of consumer
attitude and especially its emotional constituent with the
brand were presented in the publication “Relationship of
Consumer Attitude and Brand: Emotional Aspect™ by Ba-
nyté, JokSaité and Virvilaité. Antecedents of consumer loy-
alty and their expression in service sector were examined in
the article of Palaima, AuruskeviCiené and Banyté under the
title “The Antecedents of Consumer Loyalty in the Parcel
Delivery Services Industry. The results of theoretical stu-
dy on the conception of consumer value were indicated in
scientific publications by Banyté, Gadeikiené, Matulionie-
né, Salgiuviené, Kuvykaité and other authors.

Considering the results of theoretical and empirical resarch

works, completed by scientists, it is possible to claim that
the development of value based business concept made
prerequisites for the appearance of a new marketing con-
ception defined as relationship marketing. Responding to
constant market changes, the necessity to collaborate, es-
tablish long lasting relationship and achieve a competitive
advantage via individualized relationship with consumers
becomes obvious. The significance of long lasting relation-
ship both for consumers and companies is emphasized in
the literature on marketing; however, the attempt to achie-
ve this aim determines ambiguous, sometimes even cont-
radictory theoretical explanations of relationship concept.
Evaluating research carried out by Lithuanian scientists it
could be noted that the core dimensions of relationship
concept are examined in the article “The Concept of Rela-
tionship in Marketing theory: definitions and theoretical
approach” by Damkuviené and Virvilaité. The construct of
relationship and quality and its modeling decisions in ser-
vice industries are discussed in the article “Modeling Rela-
tionship Quality in the Parcel Delivery Services Market”
by Palaima and Auruskeviciené and the results of their
studies are presented in the publication, mentioned before.
The works of Dovaliené, Gadeikiené and Piligriminé seek
to reveal forms for developing relationship with consumers
in service providing industries. These works attempt to
analyze consumer satisfaction as an antecedent of long-
lasting relationship between consumers and service provi-
ders and define the importance of confidence determinants
as the basis for long-lasting relationship with service pro-
viders. The results of empirical and theoretical studies are
revealed in the publication “Customer Satisfaction and its
Importance for Long-term Relationship with Service Pro-
vider: the case of odontology services®.

Issues related with the methodology for the develop-
ment of consumer value are often analyzed in scientific litera-
ture from the perspective of brand image and its value. The
results of theoretical and empirical studies investigating the
formation of brand image and the relationship of brand
identity and image are displayed in the article “Brand Ima-
ge Formation™ by Janonis and, Virvilaité as well as in the
publication “Relationship of Brand Identity and Image* by
Janonis, Dovaliené and Virvilaité. The problematic aspect
related with the research on brand value is tackled in the
article “Integrated Model of Brand Valuation“ by such co-
authors Jucaityté and Virvilaité. The authors of the article
completed theoretical analysis of economic, psychographic
and consumer behavior based models used for value measu-
rement and prepared an integrated model to measure brand
value that was tested empirically.

The research works carried out allow stating that brand
and value, created by it, do not guarantee a long-term
competitive advantage of the company. Such processes
need to be managed when conveying brand identity and
forming its image with different target groups. And this is
inevitably related with the sphere of solutions for mana-
ging company’s image. The topic of image management
was elaborated analyzing various aspects where one of
them was methodologically public relations based as a
means for image formation. The article of Kazokiené and
Stravinskiené under the title “Decision-Planning in Public
Relations: Practice of Lithuanian Companies™ defines the
consistency of planning public relations theoretically and
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on the basis of empirical research the levels of planning
public relations in Lithuanian companies are indicated. The
analysis of solutions for image management shows that the
development of consumer value needs innovative attitude
to integrated marketing communications. The scientific
publication of researchers Radzevi¢iiité and Sliburyté un-
der the title “Conceptual Dualism of Integrated Marketing
Communications” reveals this aspect. The work of Juno-
kaité, Alijosiené¢ and Gudonavicé is intended to examine
the efficiency of creative advertising. The results of the
research are reflected in the article “The Solutions of Ce-
lebrity Endorsers Selection for Advertising Products*.

The analysis of possibilities to provide consumer value is
also significant when a company seeks to expand its activi-
ty in the global market. Aiming to identify the expression
peculiarities of value based marketing concept of a compa-
ny, expanding its activity in the global market, the issues
on standardization and adaptation of marketing solutions
are examined. Results of research works carried out within
the context are reflected in the article “Identification of
Key Success Factors in Free Economic Zone Development
in Lithuania“ by Auruskevi¢iené, Sal¢iuviene, Kuvykaité
and Zilys. In addition to this, the article presents the results
of the research on possibilities for the development of free
economic zones (LEZ) in Lithuania. The research indica-
ted the fact that the adaptation of international marketing
solutions is based on the provision of increased value to a
consumer. In order to achieve this aim the concept of psy-
chological distance has to be employed. The studies of
enterprise activity internationalization from the perspective
of psychological distance, conducted by Virvilaite, Sei-
nauskiené and Matulioniené disclosed different attitudes of
scientists to the concept of psychological distance. The
results of the study revealed that psychological distance is
composed of cultural, structural (legal and administrative
system) and language differences. Moreover, the study of
export dynamics of the EU countries displayed the fact that
today psychological distance limits internationalization
processes less as export to the most psychologically distant
countries is rapidly increasing in comparison to psycholo-
gically close places. Thus, an assumption that with the inc-
rease of psychological distance between countries the need
for adaptation of international marketing solution increases
is made. The results of the study mentioned are presented in
the publication “Internalization of Company Activity: the
conception of psychological distance”. Cultural constituent
of psychological distance manifests during negotiations with
foreign partners. This is confirmed by the study on the
expression of cross-cultural differences conducted by re-
searchers Banyté and Miezeliené. The results of theoretical
and empirical studies are indicated in the article “Expression
of Cross-cultural Differences in Negotiations: the case of
negotiation activity of Lithuanian tourism agencies*.

The studies of solutions to convey value to consumers
disclose the priorities of using information communication
technologies. The evaluation of the development of infor-
mation communication technologies for value creation
within the activity of economic entities is significant from
the perspective of various aspects such as local, regional,
national, European and global. The research, completed by
Seppd, Damaskopoulos and Gatautis presents the asses-
sment of e-business policy in Europe. The results of the

research are reflected in the scientific publication “Evolu-
tion of E-business Policy in Europe: from Technology
Push to Digital Business Ecosystems, Innovation Partne-
rships, and Living Labs®. It has to be emphasized that the
application of information communication technologies
within the activity of companies determines the develop-
ment of e-business that is stimulated or limited by political,
economic and social factors. Seeking to reveal barriers of
e-business development in small and medium enterprises
in Lithuania the study of Gatautis was carried out and the
results of the study are delivered in the article “Barriers of
E-business Development in SMEs: Lithuanian Case*. The-
oretical and empirical studies of the area showed that the
development of information communication technologies
impacts the activity of the government as well. They help
while changing the government itself transforming the
relationship of power and responsibility among all partici-
pant parties such as service providers and industries, state
and private sectors, government and a citizen. Besides,
information communication technologies improve the
quality of services provided by e-governments and encou-
rage the appearance of new phenomena such as virtual
society or other. Results of such studies are reflected in the
articles “The Development of E-Government Services in
the Region of Ignalina Nuclear Power Plant” by Vilkaus-
kaité, Gatautis and Mazeika; “Assessing E-government
Services Quality* by Gatautis and Damaskopoulos; and
“Developing Virtual Communities in Transition Econo-
mies“ by Damaskopoulos and Gatautis.

The results of theoretical and empirical studies, con-
ducted by researchers of the Department of Marketing
were published not only in the publication of scientific and
research works “Engineering Economics” but as procee-
dings of international conferences. Moreover, it has to be
stressed that scientists of Marketing Departments in Vil-
nius University and Kaunas University of Technology are
active participants in scientific conference “Economics and
Management”, organized by the Faculty of Economics and
Management in Kaunas University of Technology. Still the
biggest contribution into the development of marketing
science in Lithuania is reflected by doctoral theses
awarded and doctoral theses that are currently prepared.
They are:

e “Brand Image Management in a Cross-cultural

context* by Sal¢iuviene,

e “Peculiarities of Relationship Marketing while Deve-
loping the Market of Theatre Products® by Dovaliené,

e “Criteria of Ecological Evaluation in Social-Ethical
Marketing* by Tamuliené,

e “Company’s Marketing Culture and Peculiarities of
its Expression” by Zostautiené,

e “Peculiarities of Consumer Behaviour in Lithuania:
the Context of Product Consumption” by Stankevi-
ciené,

e “Grounding of Multi-dimensional Marketing Infor-
mation System: the Conception and Model” by
Krik$¢itiniené,

e “Advantages of the Following Strategy at the Initial
Stage of Product Introduction* by Pikturniené,

e “Influence of Virtual and Traditional Focus-Groups
Marketing Research Effectiveness” by Vaitkiinieng,

-79 -



e “Creative Advertising Strategy: Interaction Aspects
between Advertising Agencies and Advertisement
Providers* by Vasiliauskaités,

e “Positioning of Chain Stores: Theoretical, Metho-
dological and Practical Aspects* by Ivanauskas,

e ‘“Lithuanian Companies’ Moral-Ethical Norms of
Media Marketing” by Sereikiené.

It should be marked that not all doctoral theses that
deal with marketing issues are enumerated in this article
and the number of awarded theses is bigger.

The value of the research works conducted is confir-
med by reviews of scientific works prepared and presented
for the procedure of granting the degree of Doctor Habili-
tatus. These would be reviews: “The Impact of Information
Communication Technologies Development for the Activi-
ty of Economic Subjects” by Gatautis, “Peculiarities of
Enterprise Activity under Transformation Conditions” by
Urbonavicius and “The Impact of Information Era Trans-
formation into Relationship Era for Management of Con-
sumer Loyalty” by Auruskevicienés.

Summarizing the work of the scientists of the Marke-
ting Departments, their input while carrying out various
international projects should be noted, mentioning their
participation in the Sixth Framework Programme (FP6),
EUREKA programme for European Research, Develop-
ment and Cooperation and COST programme for European
Cooperation in the field of Scientific and Technical Re-
search. Gatautis carried out three FP6 projects (FP6 Reo-
rient FP6 — 513567 “ Implementation of Change in the
European Railway System®, “FP6 GENESIS IST-027867.
Enterprise Application Interoperability via Internet Integra-
tion for SMEs, Governmental Organizations and Interme-
diaries in the New European Union* and “FP6 eNVISION
IST-028067 A New Vision for the participation of Euro-
pean Construction SMEs in the future e-Business scena-
rio*) and two projects of the European Commission special
action programme (“Supporting best practice exchange of
e-business policies for SMEs” 05/2005. UNEXC — Univer-
sity e-Business Research Centres - an exchange of best
practice; “eParticipation” 2006/C 176/14. LEX-IS: Su-
pporting Public Debate on Legislation among Parliaments,
Citizens and Businesses in the European Unijon®). Resear-
chers Banyté and Virvilaité participated in EUREKA
Umbrellas LOGCHAIN and EUREKA Umbrellas
LOGCHAIN+ projects “Building of Advanced Freight
Chains and Logistics Technology®; EUREKA Umbrellas
LOGCHAIN PolCorridor E-2727 project “PolCorridor-
Creating Europe‘s Most Advanced Freight Transport Cor-
ridor. Milasius and Virvilaité participated in EUREKA
Umbrellas LOGCHAIN RAIL GAUGE CHANGE, E-
2353 project “Economics study about investment in an
automatic rail gauge change system within PAN-
CORRIDOR 1% Virvilaité, Gatautis, Banyté and Snieska
conducted and participated in COST A17 project “Small
and medium enterprises economics development and re-
gional convergence in Europe“and COST Al8 “Compa-
ring the dynamics of violence within European Countries*
project. The results of scientific research works of the pro-
jects were published as proceedings of international confe-
rences and symposiums. Scientists (Urbonavi¢ius, Pranu-
lis, Dik¢ius, Gaizutis and other) of Marketing Department

from Vilnius University take an active part in international
projects as well.

The researchers of Marketing Department actively parti-
cipate in research programmes funded by Kaunas University
of Technology as there were 11 research projects carried out.
Currently researcher Banyté conducts such projects as “New
Marketing Conceptions and Methods: the Aspect of Consu-
mer Value” and “The Concept of Consumer Value in Marke-
ting Theory and its Application Possibilities”.

The research activity of the Department of Marketing
is enhanced by the fact that Virvilaité is a member of edito-
rial board of the international research journal “The Inno-
vative Marketing*‘; Gatautis is a member of editorial board
of journal “Journal of Theoretical and Applied Electronic
Commerce Research” and a member of scientific commit-
tee of scientific journals “Electronic Commerce Research®,
“International Journal of Electronic Business*; Kuvykaité
a secretary of scientific journal “Engineering Economics”.
In addition to this Virvilaité, Gatautis, Banyté and Kuvy-
kaité are experts of the Centre for Study Quality Asses-
sment in Higher Education in Lithuania.

Marketing Study Programmes

The Department of Marketing participates while trai-
ning Bachelors and Masters of two study programmes such
as Economics and Management and Business Administra-
tion. The department is responsible for two specializations
of marketing (Study Programme of Economics) and mar-
keting management (Study Programme of Management) of
undergraduate and graduate programmes. The Department
of Marketing also participates within the study process of
the postgraduate level (doctoral studies) in the area of eco-
nomics and management and administration. The list of
subjects delivered by the Department of Marketing inclu-
des 15 courses such as Marketing, Marketing Research, E-
commerce, E-business, Product Management, Pricing,
Distribution Channel Management, Marketing Communi-
cation Management, Market Analysis, Service Marketing,
Trade Marketing, Public Relation Management, Social
Marketing, Marketing in Business to Business Market,
Marketing in Virtual Environment taught in Bachelor pro-
gramme. The following study modules (courses): Strategic
Marketing Management, Competitive Marketing, Consu-
mer Behavior, International Marketing, Global Marketing,
Advertising Concepts and Methods, Newest Marketing
Conceptions, Relationship Marketing, Cross-culture Mar-
keting, Public Marketing, Marketing logistics, Supply lo-
gistics and E-commerce Management are taught for Master
students. One course under the title “The Newest Marke-
ting Theories and Conceptions” is delivered for postgradu-
ates. Marketing Department in Vilnius University posses-
ses 19 subjects. The subjects of the Department of Marke-
ting are delivered in other faculties of Kaunas University
of Technology. It should be noted that the Department of
Marketing prepared a programme for Master’s Studies of
Management in the English Language that is designed to
specialize in the area of marketing management. Courses
of the programme are delivered for students who participa-
te and come to study according to SOCRATES/ ERASMUS
or other student exchange programmes. Following
SOCRATES/ERASMUS exchange programmes, teaching
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staff of the Department of Marketing (Gatautis and Slibu-
ryté) deliver classes in other foreign universities. Teachers
from Belgium, Great Britain, Italy and France also come to
teach students as well.

Pedagogical competence of the teaching staff of the
Department of Marketing is constantly developed while
participating in courses and seminars for qualification inc-
rease both in Lithuania and foreign countries. It has to be
emphasized that the teachers of the Department of Marke-
ting have been participating in LEONARDO DA VINCI
programme, funded by the European Union, for ten years.
There were 11 projects carried out following the program-
me where 3 of them were pilot projects and other 8 were
mobility projects. At the moment there are two Lifelong
Learning Programme Leonardo da Vinci ( Transfer of
Innovation) project s “Vocational Orientated Culture and
Language™ — VOCAL* and “Reference System for Facili-
tators of Learning — RESYFAC* carried out. Besides, the
members of the Department of Marketing took part in
SOKRATES GRUNDTVIG programme conducting a pro-
ject “EQUAL: Evaluation and Quality Assurance in Adult
Learning®. Participating in the projects, mentioned above,
the teachers of the department developed pedagogical
competence in universities, education centres and business
companies in Italy, Greece, Iceland, Great Britain, Spain,
Finland, Germany, Portugal and other countries.

The teachers of the Marketing Departments of Vilnius
University and Kaunas University of Technology were the
first to prepare and publish coursebooks, training material
and other handbooks in Lithuania. The first works of scien-
tific literature in Lithuanian were Principles of Marketing
(1990, 1995) and Apie sudétingus dalykus — paprastai
(transl. About complex things in a simple way) by Urbo-
navicius, Marketingas(transl. Marketing) by Virvilaité and
Urbanskiené (1991), Marketingas (trasl. Marketing), Mar-
ketingo tyrimai (tarnsl. Marketing Studies) by Virvilaité
(1994, 1997). The first coursebook in Lithuanian was titled
as Marketing and was published in 1999. The authors of
the coursebook were Pranulis, Pajuodis, Urbonavi¢ius and
Virvilaité. In 2000 the second edition of the book appeared
and in 2008 the third edition with practical examples from
Lithuania realia was published. Kuvykaité prepared and
published two coursebooks entitled Tarptautinis Marketin-
gas (transl. International Marketing) and Gaminio marke-
tingas (transl. Product Marketing) (1998, 2001). Pranulis
published Marketingo tyrimai (trasnl. Marketing Investiga-
tions) and Marketingo tyrimai: teorija ir praktika (transl.
Marketing Investigations: theory and practice) (1998,
2007), Dik¢ius also published a book Marketingo tyrimai:
teorija ir praktika (transl. Marketing Investigations: theory
and practice ) (2005). 10 books for training and teaching
and other 7 methodical books on marketing were prepared
and published in the Department of Marketing. They are
Marketingo sprendimai nekomercinéje veikloje (transl.
Marketing Decisions in Non-Commercial Activity (2007)
by Ritelioné, Reklamos procedira (transl. Advertising
Procedure) (2001) by Sliburyté, Vartotojy elgsena tarpkul-
tiriniame kontekste (transl. Consumer Behaviour Within
Cross-Cultural Context) (2007) by Banyté, Gadeikiené and
other.

Summarizing it could be said that the teachers of the
Departments of Marketing from Kaunas University of te-

chnology and Vilnius University made significant contri-
butions into the development of marketing study pro-
grammes in Lithuania.

Conclusions

Having completed the analysis of marketing science
and studies, it is possible to provide the following conclu-
sions:

Two directions could be identified within the deve-
lopment of marketing science. The first one is more related
with the expression of marketing content within marketing
literature in Lithuanian used for teaching; the second one is
connected with scientific research works the results of
which were announced in Lithuanian and foreign publica-
tions. It should be noted that the research works were car-
ried out while participating in international projects.

The studies completed and conducted by the resear-
chers of the Departments of Marketing revealed the fact
that the first research works were devoted to the perception
of marketing theory, recognition of methods and their ap-
propriate interpretation within Lithuanian context. The
results of the research works were presented in scientific
and practical conferences under the title “Marketing Theo-
ries and Methods in Lithuania” that were organized for the
first time. The results of empirical studies that were based
on primary sources and information were presented in tho-
se conferences as well.

More rapid processes of globalization, constantly
changing marketing environment, increasing and more
fastidious consumer needs stimulated the appearance of
new marketing conceptions. Within this context, innovati-
ve questions of marketing theory development were
examined applying the aspect of consumer value. Summa-
rizing the research work conducted by the researchers of
the department, it could be noted that scientific research
activity was developed taking the following directions:
solutions of defining, creating and transferring consumer
value; consumer relationship and brand management as a
basis for developing consumer value; solutions of enterpri-
se image management while creating consumer value;
solutions of international marketing: consumer aspect; and
the role of information communication technologies for
value creation. The results of the research works were pre-
sented in foreign and Lithuanian publications.

Awarded doctoral theses make a significant contribu-
tion into the development of marketing science. It should
be noted that topics of doctoral theses are various and issu-
es that are analyzed in these entail all areas of marketing
management. Besides, the importance of research works
carried out is confirmed by reviews of research works that
were prepared for habilitatus procedures by Gatautis, Ur-
bonavicius and Auruskeviciené.

Reviewing research works of the departments it has to
be stated that the researchers made an important input
while carrying out various international projects by partici-
pating in the Sixth Framework Programme, EUREKA —
European Programme for Research Development and Coo-
peration, COST programme for European Cooperation in
the field of Scientific and Technical Research and research
programmes, funded by Kaunas University of Technology.
Summarizing the development of marketing study pro-
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grammes it should be emphasized that the Department of
Marketing of Kaunas University of Technology participa-
tes while training Bachelors and Masters of two study pro-
grammes (Economics; Management and business administ-
ration) and is responsible for two specializations: marke-
ting (study programme of economics) and marketing ma-
nagement (study programme of management). Besides, the
Department of Marketing prepared Master’s programme,
delivered in the English Language that is intended for stu-
dents, specializing in marketing management.

Preparation and publications of coursebooks in Lithuanian
should be marked as a significant contribution into the
development of marketing studies. The teachers of the De-
partments of Marketing were the first to prepare and pub-
lish coursebooks, teaching books and other methodical
books on marketing.

Pedagogical competence of the academic and teaching
staff of the Marketing Departments is constantly developed
while participating in courses and seminars in foreign
countries and Lithuania as well as carrying out various
LEONARDO DA VINCI study and educational projects of
the European Union.
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Regina Virvilaité
Marketingo mokslo ir studijy plétra Lietuvoje
Santrauka

Marketinga kaip moksling koncepcija ir verslo orientacija pradéta
formuoti XX a. pradzioje. Konkrec¢ios marketingo mokslo tyrimy sritys
buvo vykdomos devyniolikoje marketingo minties mokykly. Ju mokslo
rezultatai argumentavo marketingo ir kity verslo orientacijy adekvatuma
imoniy—vartotojy santykiams laiko kontekste. Apibendrinus uzsienio $aliy
marketingo mokslininky teoriniy ir empiriniy tyrimy rezultatus, konsta-
tuojama, kad i§ marketingo teorijy ir koncepcijy evoliucijos studijy gali-
ma sprgsti apie marketingo valdymo tematikos aktualuma. Kita vertus,
butina pazyméti Lietuvos mokslininky indélj { marketingo teorijy ir kon-
cepcijy evoliucijos studijas. Taciau stokojama moksliniy darby, apibend-
rinan¢iy mokslininky pasiekimus plétojant marketingo moksla ir studijas
Lietuvoje. Probleminé situacija suteikia galimybe suformuluoti moksling
problema klausimu: Koks Lietuvos mokslininky indélis | marketingo
teorijy ir koncepcijy evoliucijos studijas Lietuvoje?

Straipsnio tikslas — iSanalizuoti ir apibendrinti mokslininky pasie-
kimus, plétojant marketingo moksla ir studijas Lietuvoje.

Marketingo mokslo raidoje galima isskirti dvi kryptis. Pirmoji kryp-
tis yra daugiau susijusi su marketingo turinio ir esmés sampratos israiska
lietuviskoje marketingo mokymo literatiiroje. Pirmasias marketingo mo-
kymo metodinio pobiidzio publikacijas parengé Kauno technologijos
universiteto ir Vilniaus universiteto Marketingo katedry déstytojai. Antro-
ji marketingo mokslo raidos kryptis susijusi su moksliniais tyrimais.
Pirmieji moksliniai tyrimai buvo skirti marketingo valdymo problemoms
spresti.

Viena i§ esminiy marketingo sékmingy tyrinéjimo prielaidy yra ge-
ras marketingo teorijos supratimas ir metody pazinimas bei tinkamas
interpretavimas. Si aplinkybé nulémé pirmosios marketingo konferencijos
kryptinguma. Pirmoji respublikiné moksliné praktiné konferencija ,,Mar-
ketingo teorijos ir metodai Lietuvoje* jvyko 1998 m. Ja suorganizavo
Vilniaus universiteto ir Kauno technologijos universiteto Marketingo
katedry mokslininkai. Sios konferencijos pavadinimas aiskiai isreiské jos
tematinj kryptinguma ir tiksla, jos dalyviy pastangas ir démesj sutelkiant {
marketingo teorijy ir metody nagrinéjima Lietuvos situacijos kontekste.
1999 m. surengta antroji, jau tarptautiné, moksliné praktiné konferencija
,Marketingo teorijos ir metodai Lietuvoje“. Sioje konferencijoje dau-
giausia dominavo teoriniy ir metodiniy klausimy tematika, paremta teori-
nés literatiros bei koncepcijy interpretacija. Kita vertus, pazymétina tai,
kad antrosios konferencijos moksliniuose straipsniuose pateikiami pirmi-
ne informacija paremty empiriniy tyrimy rezultatai. TreCius metus i$ eilés
organizuotoje tarptautinéje mokslinéje praktinéje konferencijoje ,,Marke-
tingo teorijos ir metodai®, prieSingai nei ankstesnése, buvo nagrinéjama
marketingo teoriniy ir metodiniy klausimy problematika ne tik Lietuvoje,
bet ir uz jos riby. Pazymétina tai, kad dalis straipsniy skirta marketingo
teorijos ir koncepcijos studijoms bei jy praktiniam taikymui.

Plétojant marketingo moksla, Marketingo katedros mokslininkai ak-
tyviai dalyvavo ne tik Lietuvoje, bet ir tarptautinése, kitose uZsienio Saly-
se organizuotose mokslinése konferencijose.

Apibendrinant pirmajame desimtmetyje atliktus mokslinius tyrimus,
galima teigti, jog pirmiausia buvo gilinamasi | paciy teorijuy ir metody
turini, ju vertinima bei juy diegimo problemas Lietuvos situacijos konteks-
te. Taciau didéjantis rinkos fragmentiskumas, nuolat augantys vartotojy
reikalavimai kokybei, informacinio rySio technologiju jtakos augimas,
kuriant daugelj prekiy kiirime bei teikiant paslaugas, skatino naujy marke-
tingo koncepciju plétotg. DinamiSkos rinkos kontekste neiSvengiamai
evoliucionuoja marketingo teorija, o daugumos koncepciju, kurios atspin-
déjo tradicinio marketingo principus, rezultatyvumas mazéja. Apie tai
liudija empiriniy tyrimy rezultatai, pagal kuriuos vartotojas ne visada
pirmenybg teikia auk$ciausios kokybés pasitlymui, kaip ir nebatinai
perka Zzemiausios kainos prek¢. Vis dazniau mokslinése studijose isivy-
rauja nuomong, kad vartotojo pasirinkimas priklauso nuo to, kokig vertg
jam teikia jmonés pasitilymas. [vertinant besikei¢iantj marketingo disku-
siju objekta, Lietuvos mokslininky darbuose inovatyviis marketingo teori-
jos plétros klausimai analizuojami vertés vartotojui aspektu. [vertinant
vertés vartotojui tyrimy objekto kaita ir vaidmenj Siuolaikingje marketin-
go teorijoje, Marketingo katedros moksliné veikla plétojama Siomis kryp-
timis:

e vertés vartotojui apibrézimo, kiirimo ir perdavimo sprendimai;

e  santykiy su vartotojais ir prekiy zenkly valdymas kaip vertés

vartotojui kiirimo pagrindas;

. imonés jvaizdzio valdymo sprendimai, kuriant vertg vartotojui;

e tarptautinio marketingo sprendimai vertés vartotojui aspektu;

e informaciniy ry$io technologijy vaidmuo vertés kiirime.

Apzvelgti marketingo katedros mokslininky teoriniy ir empiriniy ty-
rimy rezultatai publikuoti ne tik mokslo darby leidinyje ,,Inzineriné eko-
nomika®, bet ir tarptautiniy konferenciju medziagose. Kita vertus, pazy-
métina tai, kad Vilniaus universiteto ir Kauno technologijos universiteto
Marketingo katedry mokslininkai aktyviai dalyvauja KTU Ekonomikos ir
vadybos fakultete organizuotose ,.Ekonomika ir vadyba“ mokslinése
konferencijose.

Svarus indélis plétojant marketingo moksla — parengtos ir apgintos
pirmosios daktaro disertacijos, kuriose atsispindé¢jo teoriniy ir empiriniy
tyrimy rezultatai Lietuvos situacijos kontekste.

Atlikty moksliniy tyrimy vertg patvirtina parengtos habilitacijos pro-
cedirai teikiamy mokslo darby apzvalgos: R. Gataucio ,,Informaciniy
komunikaciniy technologiju plétros poveikis ekonomikos subjekty veik-
lai“, S. Urbonaviéiaus ,,Jmoniy veiklos ypatumai transformacijy salygo-
mis“, V. Auruskevicienés ,,Informacijos eros transformacijos i santykiy
era poveikis vartotoju lojalumo valdymui® bei jvykusios habilitacijos
procediiros.

Apibendrinant Marketingo katedry mokslininky darbus, biitina pa-
zyméti ju svary indélj vykdant tarptautinius projektus: Europos Sajungos
6-osios bendrosios programos, EUREKA — Europos tyrimy plétros ir
bendradarbiavimo programos, COST — Europos bendradarbiavimo moks-
lo ir techniniy tyrimy srityje programos. Taip pat Marketingo katedros
mokslininkai aktyviai dalyvauja ir Kauno technologijos universiteto fi-
nansuojamose mokslo programose.

Marketingo katedra dalyvauja rengiant dvieju studijy krypéiy — eko-
nomikos bei vadybos ir verslo administravimo — bakalaurus ir magistrus.
Tiek pagrindinése, tiek magistrantiiros studijose katedra kuruoja dvi spe-
cializacijas: ekonomikos studiju programoje — marketingas, vadybos
studiju programoje — marketingo vadyba. Katedra taip pat dalyvauja
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tre¢iosios pakopos, t.y. doktorantiiros studijose (ekonomikos bei vadybos
ir administravimo mokslo kryptyse). Marketingo katedros sarase yra 15
déstomy studijuy moduliy pagrindinése studijose. Magistrantiiros studijose
déstoma 13 studiju moduliy, o doktorantiiros — vienas. Pazymétina tai,
kad Marketingo katedra yra parengusi magistro studijy programa angly
kalba, skirta Marketingo vadybos specializavimosi srities studijoms. Sios
studijy programos modulius katedros déstytojai skaito pagal SOCRATES/
ERAZMUS ir kitas mainy programas atvykstantiems uzsienio studen-
tams. Pagal SOCRATES/ERAZMUS mainy programa Marketingo kated-
ros déstytojai skaito paskaitas uzsienio Saliy universitetuose. Taip pat
katedroje lankosi ir skaito paskaitas studentams uzsienio déstytojai i§
Belgijos, Italijos, DidZiosios Britanijos, Pranciizijos.

Katedros déstytoju pedagoginé kompetencija ugdoma periodiskai
dalyvaujant kvalifikacijos kélimo kursuose bei seminaruose Lietuvoje ir
uzsienyje. Pazymeétina tai, kad jau deSimt mety Marketingo katedros

déstytojai aktyviai dalyvauja Europos Sajungos LEONARDO DA VINCI
studijy ir $vietimo programoje. Pagal $ia programa jvykdyta 11 projekty,
i§ kuriy trys yra pilotiniai ir a§tuoni mobilumo. Siuo metu katedroje vyk-
domi du Leonardo da Vinci mokymosi visa gyvenima programos naujo-
viy perkélimo projektai.

Vykdant §iuos projektus, katedros déstytojai ugdé pedagoging kom-
petencija Italijos, Graikijos, Islandijos, Didziosios Britanijos, Ispanijos,
Suomijos, Vokietijos, Portugalijos ir kity Saliy universitetuose, mokymo
centruose bei verslo imonése.

Kauno technologijos universiteto ir Vilniaus Marketingo katedros
déstytojai pirmieji Lietuvoje parenge ir iSleido marketingo vadovélius,
mokamasias knygas bei kitas metodines priemones.

Apibendrinant galima teigti, jog Kauno technologijos universiteto ir
Vilniaus universiteto Marketingo katedry déstytojai ine$¢ svary indélj
plétojant marketingo moksla ir studijas Lietuvoje.

Raktazodziai: marketingas, marketingo koncepcijos, studijos, moksliniai
tyrimai.
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