It is not the strongest of the species that survive, nor the
most intelligent, but the one most responsive to change.”

Charles Darvin

Conceptions and methods of marketing within dynamic business environment

Within the recent context of dynamic changes the theory and practice of marketing has faced an urgent
question of what is the driving force of marketing and what theoretical and methodological awareness is neces-
sary seeking to satisfy or form the needs of a new consumer of the XXI century? Marketing has changed, how-
ever; what is the focus of contemporary marketing discussions?

Despite the variety of opinions, the attitude that consumer choice depends on the value provided by a
company’s offer is more often expressed. However the focus on consumer value as a benchmark for the devel-
opment of long-lasting and mutual benefit based relationship signifies the fact that the theory of marketing has
evolved with the appearance of a value-based conception for a new consumer marketing. The implementation of
the conception requires a flexible response to fast changing market conditions and is based on a holistic attitude
to solutions for perception, development and transfer of consumer value. All this describes the research direction
that has been taken by the Department of Marketing in Kaunas University of Technology which indicates the fact
that innovative problems of marketing science are analyzed from the perspective of consumer value. This proves
a change of the object for marketing discussions and signifies the obtained competence of the department staff.

The peculiarities of the expression for the contemporary marketing conception and possibilities of its ap-
plication are analyzed in thirteen papers of this publication. It is extremely pleasant to note that three papers were
prepared by colleagues from the Department of Marketing in Vilnius University. The exceptional introductory
article, presented by professor V. Pranulis, who made a significant contribution to the education of researchers
in the Department of Marketing in Kaunas University of Technology, is devoted to reveal the development of
marketing science and studies and to discuss cognitive problems of phenomena.

Following the perspective of value based conception, the article, presented by A. Dovaliené and
R. Virvilaite, is extremely useful for the perception of new consumer marketing. The article investigates the de-
terminants of consumer value and identifies their links as well as the long-lasting relationship with consumers.
Following the holistic view of solutions for consumer value perception, development and transfer it is possible
to state that the majority of the articles prepared represent the area of solutions, employed for the develop-
ment of consumer value. Within the context, the research carried out by J. Banyté and R. Silickaité as well as
J. Kurtinaitiené¢ and A. Gaizutis should be emphasized first of all as they tackle the idea of the implementa-
tion, diffusion and assimilation of innovations in the market. The necessity to perceive factors that condition
the successful diffusion and assimilation of innovations in the market is theoretically proved in the article of
J. Banyté and R. Salickaité, while the research results, obtained by J. Kurtinaitiené¢ and A. Gaizutis, illustrated
in the article applying the example of mobile telecommunications third generation networks, reveal the role of
market orientation in the process of innovation implementation. The development of consumer value requires
appropriate methodologies for brand positioning in the market that are presented in the article, prepared by
R. Ostasevi¢iiité and L. Sliburyté. However, the theoretical and empirical research conducted by K. Maiksténiené
and V. Auruskeviciene, R. Virvilaité and I. Jucaityté is used as a background to define the importance of meas-
uring producer’s and retailer’s brand appeal and brand equity for solutions while creating consumer value.

From the perspective of consumer value development, the investigation results revealed in the article by
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V. Butkeviciené, J. Stravinskiené and A. Riitelioné are rather interesting and timely and ground the influence
of consumer package communication on consumer decision making process. In addition to this, the paper by
7. Piligrimiené and 1. Bugitiniené is theoretically significant and is devoted to indicate the importance of service
quality in health care organizations. The conceptual article, presented by M. Alimiené and R. Kuvykaité high-
lights a new investigation aspect in the collection of research papers. The article indicates standardization/adapta-
tion possibilities of marketing solutions for an enterprise operating in foreign markets. The analysis of solutions
for consumer value development/transfer within the article by R. Gudonavic¢ien¢ and S. Alijosien¢ is associated
with the peculiarities of marketing channel design, while the paper prepared by L. Abromaityté discloses the
research oriented towards the identification of factors, influencing marketing ethics in Lithuanian mass media.
The solutions for the transfer of consumer value reveal the priorities for employing information communication
technologies that are presented in the article by T. Damaskopoulos, R. Gatautis and E. Vitkauskaité within the
context of extended and dynamic clustering possibilities for small and medium enterprises.

Summarizing the scope of marketing questions, discussed in the publication, it should be acknowledged
that the ideas and results published reflect only separate fragments of contemporary marketing topicalities and
by no means do not seek to provide a versatile evaluation of marketing situation. The problems raised and
solutions provided, identified by the authors of the articles, sound like a dedication to the fifteenth birthday of
the Department of Marketing in Kaunas University of Technology and the first publication of research papers
ENGINEERING ECONOMICS in the year 2008 is devoted to mark the occasion.

The staff of the department, the employees of which are active authors of the papers, announced in the
publication of research papers ENGINEERING ECONOMICS are thankful to the editorial board for the possibil-
ity to reveal the results of the investigations carried out and promise to constantly exchange and develop new
marketing ideas as well as encourage the discussion of marketing researchers and practitioners within Lithuania

and behind its borders.

Respectfully,

Juraté Banyté

Head of Marketing Department
Kaunas University of Technology



»Ne stipriausieji islieka. Ir net ne labiausiai sumaniis.
ISlieka tie, kurie greiciausiai atliepia aplinkos pokyciams*

Charles Darvin

Marketingo koncepcijos ir metodai dinamiskoje verslo aplinkoje

Dinamisky pastarojo meto pokyc¢iy kontekste tieck marketingo teorijai, tiek praktikai iSkyla aktualus klau-
simas — kas §iuo metu yra marketingo varomoji jéga ir kokiy teoriniy nuostaty bei metodiky iSmanymas yra
biitinas siekiant patenkinti ar suformuoti naujojo, XXI a. vartotojo poreikius? Taigi, marketingas keiciasi, o kur
link juda Siuolaikiniy marketingo diskusijy objektas?

Nepaisant i§ pirmo zZvilgsnio vyraujan¢ios nuomoniy ivairoveés, vis dazniau sutinkama nuostata, kad var-
totojo pasirinkimas priklauso nuo to, kokia vert¢ jam teikia imonés pasitilymas. Taciau koncentravimasis i verte
vartotojui, kaip ilgalaikiy ir abipuse nauda paremty santykiy kiirimo atskaitos taska, liudija apie marketingo teo-
rijos evoliucionavima ir verte pagristos, naujojo vartotoju marketingo koncepcijos atsiradima. Sios koncepcijos
igyvendinimas reikalauja lankstaus reagavimo { sparciai kintancias rinkos salygas ir yra grindziamas holistiniu
pozitiriu | vertés vartotojui suvokimo, kiirimo bei perdavimo sprendimus. Taip galima apibiidinti pastaraisiais
metais KTU Marketingo katedros vykdomy moksliniy tyrimy krypti, kuri rodo, jog inovatyvios marketingo
mokslo problemos analizuojamos vertés vartotojui aspektu. Tai patvirtina marketingo diskusijy objekto kaitg ir
demonstruoja besiplecian¢ias misuy, kaip tyréjy, kompetencijy ribas.

Siuolaikiniy marketingo koncepcijy raiskos ypatumai ir ju taikymo galimybés nagrinéjamos trylikoje §io
mokslo darby leidinio straipsniy. DZiugu pazyméti, kad trys i$ juy yra parengti kolegy i$ Vilniaus universiteto
Marketingo katedros. ISskirtiniu galima jvardinti profesoriaus V. Pranulio, beje, daug prisidéjusio prie KTU
Marketingo katedros mokslininky ugdymo, straipsni, skirta marketingo mokslo ir studijy raidai Lietuvoje at-
skleisti ir $iy reiskiniy pazinimo problemoms nagrinéti.

Verte pagristos naujojo vartotoju marketingo koncepcijos suvokimo pozidiriu ypa¢ naudingas
A. Dovalienés ir R. Virvilaités straipsnis, kuriame tiriami vertés vartotojui determinantai ir identifikuojamos
sasajos tarp ju ir santykiy su vartotojais ilgalaikiSkumo. Remiantis holistiniu poziiiriu { vertés vartotojui su-
vokimo, kiirimo ir perdavimo sprendimus, galima teigti, kad dauguma parengty straipsniy atstovauja vertés
vartotojui kiirimo sprendimy sritj. Siame kontekste, visy pirma, akcentuotini inovaciju diegimo, sklaidos ir
isisavinimo rinkoje tematikai skirti J. Banytés ir R. Salickaités bei J. Kurtinaitienés ir A. Gaizucio atlikti tyrimai.
J. Banytés ir R. Salickaités straipsnyje teoriskai pagrindziamas sékmingg inovacijy sklaidg ir jsisavinima rinkoje
lemianciy veiksniy pazinimo butinumas, o J. Kurtinaitienés ir A. Gaizucio tyrimy rezultatai, iliustruoti mobi-
liyjy telekomunikacijy tre¢iosios kartos tinkly pavyzdziu, iSkelia rinkos orientacijos vaidmeni inovacijy diegi-
me. Vertés vartotojui kiirimas reikalauja tinkamy prekés pozicionavimo rinkoje metodiky, kurios nagrinéjamos
laités ir I. Jucaitytés atlikty teoriniy bei empiriniy tyrimy pagrindu apibréziama gamintojo ir mazmenininko
prekiu zenkly patrauklumo ir prekés zenklo vertés matavimo svarba vertés vartotojui kiirimo sprendimuose.
Idomiis ir savalaikiai vertés vartotojui kiirimo aspektu yra V. Butkeviéienés, J. Stravinskienés ir A. Ritelionés
straipsnyje paskelbty tyrimy rezultatai, kurie pagrindzia vartotojiskos pakuotés komunikacijos itaka vartoto-
jo sprendimy priémimui. Ne maZiau vertingas teorinio istyrimo prasme yra Z. Piligrimienés ir I. Bu¢itinienés
straipsnis, skirtas paslaugy kokybés dimensijos reikSmingumui sveikatos prieziliros organizacijose atskleisti.

Nauja Siame mokslo darby leidinyje skelbiamy tyrimy aspekta iSrySkina konceptualus M. Alimienés ir R. Ku-
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vykaités straipsnis, kuriame nagrinéjamos marketingo sprendimy standartizacijos/adaptacijos galimybés imonei
veikiant uzsienio rinkose. R. Gudonavicienés ir S. AlijoSienés parengtame straipsnyje vertés vartotojui kiirimo/
perdavimo sprendimy analizé siejama su marketingo kanaly formavimo ypatumais, o L. Abromaitytés tyrimai
orientuoti { marketingo etika lemianciy veiksniy identifikavima Lietuvos Ziniasklaidoje. Vertés vartotojui perda-
vimo sprendimai atskleidzia informaciniy rySio technologijy panaudojimo prioritetus, kurie T. Damaskopoulos,
R. Gataucio ir E. Vitkauskaités straipsnyje pateikiami smulkiy ir vidutiniy imoniy tgstinés ir dinaminés klaste-
rizacijos galimybiy jvertinimo kontekste.

Apibendrinant leidinyje nagrin¢jamy marketingo klausimy rata, reikia pripazinti, kad tai, kas paskelbta
atspindi tik atskirus Siuolaikinio marketingo aktualijy fragmentus ir jokiu biidu nepretenduoja i visapusiskgq mar-
ketingo situacijos vertinima. Straipsniy autoriy iSkeltos marketingo problemos ir pasiiilyti ju sprendimai skam-
ba lyg dedikacija penkioliktajam KTU Marketingo katedros gimtadieniui, kuriam pazyméti skirtas pirmasis
2008-yjy mety ,,INZINERINES EKONOMIKOS* mokslo darby leidinys.

Marketingo katedros kolektyvas, kurio darbuotojai yra aktyviis mokslo darby leidinyje ,,INZINERINE
EKONOMIKA® skelbiamy straipsniu autoriai, nuoSirdziai dékoja leidinio redkolegijai uz suteikta galimybe
paskleisti atlikty tyrimy rezultatus ir pazada nuolat keistis, plétoti naujas marketingo id¢jas ir taip aktyvinti mar-

ketingo mokslininky bei praktiky diskusija Lietuvoje ir uz jos riby.
Pagarbiai,

KTU Marketingo katedros vedéja

Jiiraté Banyté
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