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[. INTRODUCTION

Klaipeda University (hereinafter - KU) is an instibn of higher education, established by the
Republic of Lithuania in 1991. KU has a three-cystedy system. KU offers 62 undergraduate
study programmes, 4 special professional studyrpromes, 52 graduate study programmes,
and 10 post-graduate study programmes. In 2012pthkstaff of KU was 1,265, including 648
members of academic staff and research fellows.

KU consists of 7 faculties and 2 institutes of sgdthe faculties of Natural and Mathematical
Sciences, Humanities, Marine Engineering, Arts, dgedy, Social Sciences, and Health
Sciences, and the Institute of Continuous Studidstiae Maritime Institute.

The graduate Marketing study programme was desigaadl systematically improved in
collaboration with the representatives of Klaipdtlegional Chamber of Industry, Commerce,
and Crafts, the Lithuanian Stevedoring Companiesogiation, and the Lithuanian Business
Employers’ Federation, given the demand of the uabmarket of the city of Klaipeda and
Western Lithuanian region, as well as student ne&dsdents’ employment data is rather
fragmented, but available information suggests alpogitive attitudes of employers regarding
the Programme graduates.

The second cycle programme Master of Marketingoisdacted as full-time study programme
(120 ECTS in 2 years) in the Faculty of Social 8ces and coordinated by the Department of
Economics. A first external international assesdnuérthe study programme of Management
was carried out by the Experts of the Centre ofliuassessment in Higher Education in 2005.

The present Self-Evaluation Report (SER) was subthito the Expert Team in March 2013.
This was followed by a visit to the Klaipeda Unisigy on 25th of October, 2013 and discussions
with Senior Staff of the Faculty, with staff resgdsle for organising and writing the SER, with
teachers responsible for teaching courses on thgrggnme, with current students and alumni
and with social partners.

[I. PROGRAMME ANALYSIS

1. Programme aims and learning outcomes

1.1. Programme demand, purpose and aims

The need of the university second-cyiMarketing study programme and the demand for it are
based on the national long-term strategy and theadds of the labour market, and public needs.
It supports Lithuania’s long-term priorities to lbate a knowledge society. Research conducted
by the Lithuanian Marketing Association (LMA) affied that many enterprises were increasing
their marketing budgets and were looking for higipialified marketing specialists.

The Marketing study programme is related to the KU mission dmal dtrategic plan to train
highly qualified specialists and foster humanisluea. The programme is integrated into the
general studies and research at the university.

The aim of the second cycle of the Programme ented towards deeper studies of marketing.
Graduates shall be able e.g. to solve complex rmagk@roblems based on research data, to
innovate processes, to implement marketing strasegn rapidly changing international market
and to communicate their findings and decisiong Plogramme shall open career opportunities
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as top levemarketing specialists. It is highly valuable thatof the special aims mentions the
importance of the methodological skills that areassary for conducting research projects at the
Master’s level.

The study Programme was developed and improveddbasethe experience of students,
teachers and employers. Graduates have been dudgessiployed, started their own business
or continued in doctorial studies.

In the analysis of the competitive context in toertry, SER development team has indicated 7
other universities that are offering a second cyolrketing programme, some of them with

emphasis on international marketing or certain fions e.g. advertising. This valuable analysis,
unfortunately, was not very strongly supported wfite outline of the competitive advantages of
the analysed Programme. However, during the s#é the experts’ group was extensively

explained about the regional role of the Klaipedaviarsity in general, and the analysed Master
Programme in particular.

The site visit also involved meetings with sociartpers who strongly asserted that the
Programme was designed to fully meet labour mankeds, particularly the needs of the local
labour market. It seems that the regional aspegirésent in many aspects of the analysed
Programme, just requires additional strengthenimjaverall consistency. This should be started
from the very definitions of the Programme purpasd aims, supported by the data about the
regional labour market demands in relation to thmmarised specific characteristics of the
region (very strong emphasis on international liggs sensitivity to the geopolitical influences).
This would allow developing more regionally-oriethi@ms and defining learning outcomes that
are really consistent to that. Further on, thisld¢deiad towards the more aim-oriented structure
of the study Programme.

1.2 Learning outcomes

The aims and the learning outcomes of the updatedr&mme were formulated, given the
specificity of the university second cycle studiasaccordance with the legal acts valid in
Lithuania and in Europe. The study Programme detson, Programme aims and learning
outcomes, course and descriptions are publisheleoKU website and in KU-published Study
Books to be found in libraries and the Departméifiapnomics.

The syllabi give detailed module descriptions - éegel of learning outcome, learning input,

teaching methods, methods of student achievemsessiment, literature and responsible staff.
The learning outcomes of the individual subjects &ell defined. The aims and the learning
outcomes are publicly announced on the website/ittgw.ku.lt/.

At the same time, the linkage between the learoitgomes of the Programme and those of the
individual subjects are explained in a complicateghner, which perhaps is not that convenient
for administrators, teachers and students.

It is rather doubtful that many subjects are aimiogards quite a large number of learning
outcomes (for instance, 8), and as many as 6 diffemethods of assessment are being used.
Though this may be well reasoned, this compleagnss to be excessive both for the professors
and for the students.

Again, the scope of the Programme learning outcoasesvell as learning outcomes of the
individual subjects somehow almost ignore the itibento reflect the regional specificity of the
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Programme. Stronger correlation among the regipimalented Programme aims and the two
levels of learning outcomes would make the Programmuach stronger.

However, overall analysis of this section allowatisg that the name of the programme, its
learning outcomes, content and qualification offeage compatible with each other. Also, the
Programme aims and learning outcomes are consisigntype and level of studies.

2. Curriculum design

2.1 Programme structure

The second cycle marketing study Programme is dedigor 120 credits in 2 years (4
semesters) respectively 3200 academic hours. Tdnesponds to the Law on Science and
Studies of the Republic of Lithuania where 60 dedgual 1600 academic hours.

There are 72 credits (60%) allotted for compulssujects, 18 credits for electives (15%) and
30 credits (25%) for the Master thesis. Concernimgmode of delivery and the workload 37%
are contact hours (5% thereof practical classes)68r?6 of students’ individual work.

The structure complies to the general provisiortsraguirements for Master's studies laid out in
Order No. V-826, 03-06-2010 and the Descriptor eh&al Requirements for Graduate Study
Programmes. In each semester 30 credits in 5 coiseompulsory and 1 elective) have to be
acquired. All courses equal 6 credit points.

In semester 1, fundamental knowledge of the figglec studies shall be deepené&ksearch
work | (annex 1, p.79) shall strengthen the researclitiebihecessary for being able to apply
specific methods and techniques in marketing d®s/iand in order to successfully perform the
Master‘s Final Thesis.

In semester 2, the main emphases are put on metigoek of research, mainly market research
and literature research. Students shall learnrodtate hypotheses, apply appropriate statistical
methods necessary for analyzing quantitative analitgtive data with instruments of ICT
(Research work Jlannex 1, p.82). Théarketing Management Seminar shall give an
introduction into new marketing theories. Studdategn e.g. how to analyze markets, to select
target markets and brand values.

In semester 3, the subjectsiofernational Aspects of MarketirgndMarketing Communication
are introducedMarketing Management Seminari$l concentrating on distribution systems and
trade. Students have to demonstrate that theybded@develop a marketing plan.

Semester 4 is devoted for writing of the MasteifsgaFThesis. The study Programme ends in the
public defence of the Final Thesis. The Thesisldieivritten in compliance with the Descriptor
of General Requirements for KU Students‘IndividBabers and Art Works, approved by Senate
Resolution No. 11-56, 09-04-2010. The Thesis dhalbnalytical or an applied research paper
proving the student’s ability to analytically solwearketing problems.

In general, the curriculum design reflects two ma&mphases: (a) numerous subjects and large
number of credit hours are one or another way tinkethe development of the research papers
and Master Thesis, (b) big weight is given to trerkmting management seminars. Both of these
aspects may be evaluated positively, since thegldpvpractical, real-life-related skills. The
only necessary condition for it — they have to basistent with the scope and flow of all the
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other subjects. Additionally, they have to be ineliwith the overall positioning of the
Programme towards the regional needs and regipealftcs.

2.2 Programme content

The curriculum structure has a lot of potential fievelopment and improvements. In the
broadest sense, it requires streamlining of thedaypulsory subjects to fit the essence of the
marketing programme; plus — additional attentios k@ be given to the subjects that would
develop strategic marketing perspective, subjecsbjects) on digital marketing, and subjects
that allow developing creativity/innovativeness.

More specifically, the subject of Strategic Marketshould find its place among the compulsory
subjects of the Programme. It may be that parttofsidisclosed within the Marketing
Management Seminars 1 and 2, but this is does e d0 be sufficient enough basis for
systematic knowledge of marketing strategies. Matgemanagement seminars with no doubts
are very valuable for the development of studealslities to relate theoretical knowledge with
concrete cases, to analyse and discuss markesingsisAll this seems to be working very well,
and all students have been mentioning the semasatfse most interesting and useful parts of the
studies. However, the discussions could be evere maluable if the solid systematic basis of
strategic marketing would be present.

Programme management team might want to recontsideralue of a number of subjects in the
curriculum. It is hard to justify the presence bétcompulsory subjedflanagement Theories
and elective subjecdtrategic Management Methodsspecially — within the same semester);
perhaps the declared aim of developing methodadbgkills could be reflected in a subject that
presents the essence of the research methodololggiimg the analysis of theoretical sources,
development of the research methodology as wetioliecting and analysis of the empirical
data. Much of this is covered within the coursdairketing Researctbut students have to have
their literature review performed before they sttdying this subject in the second semester.
Therefore, the explaining about this task is anitadhl workload for the teachers who are
supervising thesis papers.

Some elective courses seem to be rather aliendoesisence of the Master Programme in
marketing (Wage SystemBusiness Design Methodolgdersonnel Management Methodolpgy
etc.). Courses likeManagement TheoriesStrategic Management MethqdBusiness Design
Methodology and Managerial Economicdook more management-oriented than marketing-
oriented. In general, many core subjects of a Masterketing programme could be added (e.g.
Strategic Marketing B2B Marketing Corporate Buying BehaviourSales CRM/Dialog
Marketing Ethics in Marketing E-Commerce Multi-Channel-Marketing Social Media in
Marketing Internet and Mobile Marketingnnovation Supply Chain Managemeat Logistics
etc.). Some of them are included just as topicotimer courses. Even though Lithuanian
legislation does not allow studying more than 5rees per semester (which restricts including
smaller courses into the curriculum), some of theva mentioned ones definitely should be
considered. It would be very much advisable teast consider E-marketing and some variation
of international logistics, since the regional sfies of the port city rather strongly suggeststtha

Also, additional efforts to emphasise innovativenasd creativity development would be very
beneficial. Elements of it currently are ‘hidden’ other subjectsMarketing Communicatign
Strategic Management Methgdshus development of this aspect would not rexgairbstantial
additional resources.
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Similarly, the broader look to business may be mtbiy presenting the major international
trends of the world development. This is partiatlgvered by the rather original subject
Geopolitics which is very relevant in the region that heawiglies on international logistics
networks. The subject on international logisticsoalvould be necessary, though elements of it
are included into the content dflarketing Managemenseminar. Also, a very valuable
amendment to the international aspect of the Progra would be the module on globalisation.
The latter, again, would not require any specifisaurce, since subjeGlobalisationis being
delivered to students of another graduate Programme

In general,Globalisation and Innovation courses that are already delivered to the studsints
other programmes would greatly enhance the corth@fProgramme without any additional
resources added.

Plans of shortening the Programme to 1,5 yearsbeasupported or not, depending on how
many amendments to this Programme would be madth e current structure, it almost
seemed that there were problems to fill the 2 yPaogramme with relevant marketing courses.
However, if many recommendations would be takem, Rnogramme might need the 2 years
duration. Also, it should be considered that thert#med cycle of studies typically results in
difficulties of developing Master Theses on time.

The analysed marketing study Programme seems inittzdly designed in a resource-oriented
manner, based on the availability and readinedsabfirers. However, a programme should be
designed in a market-oriented way, streamliningdbgential elements towards the envisioned
market needs — all this opens a lot of opportusiioe the improvements..

3. Staff

In the Marketing study Programme, study field sotgeare taught by 6 professors and 8
associate professors. Full-time teachers are tedrior a period of five or one year by Rector's
Order. The study field subjects taught by professaccount for 28% of the total study
Programme. The composition of the academic staffipiies to the Descriptor of General

Requirements for Graduate Study Programmes (No26/-83-06-2010 of the Minister of

Education and Science).

The teachers of the study Programme wrote 4 tegdiooks, 5 course materials for the distance
study environment, and 3 teaching aids. Accordm@ able 4 in SER, 6 of 14 teachers have
practical, mainly pedagogical experience in thejesibthey are lecturing, but only 2 have

marketing related experience (marketing serviceraarketing research).

The staff of the Marketing study Programme atteodsirses of English, courses of the
application of statistical methods (SPSS) and iharses of use of distance teaching system
Moodle. Furthermore, the staff regularly develogs qualification by participating in
international projects and teacher exchange progesn However, the topics of these
programmes do not show close relation to markefmginstance “The Evaluation Criteria of
Social Sciences and Humanities: The Appraisal & American Approach”, “Experience
Sharing for the Study and Teaching Methods, CuluituDevelopment and Improvement”).

Same applies for the participation in internatiot@hferences. Conference topics IMedelling

the European Future: Integrating the Old and thewiN&ocial Sciences in Global World:
Possibilities, Challenges and Perspectivégplication of Sustainable Development: Critical
AssessmentUrban and Regional Development in Global Contbeive no relationship to
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marketing. It is understandable that these conéa®have been visited in the context of various
research projects, just their value to the markefield is minimal. The staff should find
possibilities at least occasionally participatetie conferences of the leading international
marketing organisations (e.g. EMAC, AMS, AMA, etd®s an interim step towards this could
be regional EMAC conferences or participation irrketing sections of some less expensive and
less demanding, easier reachable internationalecemées like ICEM. In all instances the
possibilities to establish professional contacttlvd expanded significantly.

It is obvious that there is a core group of marigtieachers that are very much involved in the
analysed Programme. This group is supported byodalcstudents who are already participating
in the process to some extent. However, it is dlvithat this is not yet enough for sufficiently
covering all the key subject areas and Programmageck activities. Therefore, two or more
teachers (not the same every year) are invited &thrar universities. This allows filling the gaps
in lecturing and supervising research papers, ambibg additional expertise in terms of
analysis methods and lecturing styles. Such aipeaatay be tolerated or even welcome just
temporarily, since essential tasks eventually halve to be covered by the local staff. However,
the current practice of inviting visiting professaffers a chance to make the Programme really
up-to date and cover all the most important aspeatsarketing studies.

4. Facilitiesand learning resources

4.1 Facilities

Departments of Klaipeda University currently aredted in various parts of the city. The
lectures and classes of the graduate studies okdi#lag take place in the premises of the
Faculty of Social Sciences. The faculty of SocieieSces is located in the premises that are not
ideal for the teaching purposes in terms of thesigh and possibilities to develop modern
technologies. However, there is a large projeqiudfing all the departments in one geographic
location with constructing/adjusting buildings tavie the most modern technologies. The project
is already going on, but, currently, the faculty @dcial Sciences is doing its best to create
adequate conditions for students and the staffercurrently available premises.

Presently, the Faculty has 14 classrooms thaticamtaneously seat 614 students. Lectures for
large groups of students take place in 2 classro®ers classrooms are equipped with stationary
multimedia equipment. The faculty (Department ofndigement) owns software that can be
extensively used for development of creativity (MBenius).

The Faculty has wireless Internet installed thedabées students to use their own PCs. The
accessibility and speed of internet connectiorsBas the needs of students.

KU has a virtual learning environment (an open dddedle software is used). In it, teachers of
a number of academic subjects present teachingrialatand organise individual and group
consultations. Some teachers of the study Prograptameto create open access to the materials
of the subjects taught by them in virtual space.

The Electronic Information Centre has 12 computars] the Internet Reading Hall, 12. The
reading halls of the libraries of the Faculty ofctb Sciences offer 34 computerised reader
places. The students of the Faculty can also ussdputerised workplaces in the premises of
the Central Library of KU (it is in the differenbdation). These resources are also used by
students of other study programmes.
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4.2 Learning resources

The teachers and students of KU can use the seraicd funds of all the nine divisions of
Klaipeda University Library (hereinafter - KUL). r®ie beginning of 2013, the KUL could offer
466,720 copies of books (159,143 titles) and 294dlee places, including 59 computerised ones.
Students and teachers can use the e-catalogue obtary (http://aleph.library.l}/for ordering
books on the Internet.

In Lithuania, all the major university librarieseajointly using the same basic set of academic
databases, where journal articles and other ressunay be found reaches in Emerald, EBSCO,
JSTOR and other databases and search engines.skWsgs this source, and, when financial
resources allow, subscribe to even additional nessuelectronic and printed).

Currently, access to 53 databases (http://www/kbridatabases/) is granted to the students and
teachers. Among them, the resources to supplyttity $£rogramme of Marketing and to meet
the information needs of the graduate studentsawketing are provided.

All the resources may be accesses by students tineim personal PCs, using virtual private
network (VPN).

The management and personnel of the library is pesfessional and supportive. They organise
trainings for students to enable them to use thrary resources.

The facilities and learning resources are adeqimteconducting a Master Programme in
marketing.

5. Study process and student assessment

5.1 Student admission

The admission takes place in accordance with thmergé provisions of the Rules of Single
Admission to Undergraduate and Integrated Studie2009. Additionally, the procedures of
admission to KU are regulated by Resolution No5%1-12 October 2012, of the KU Senate
Rules of Student Admission to Shortened StudieB#helor Degree Acquisition, Additional
Studies to Seek Master‘s Degree, Degree Non-Awgr8indies, and Graduate Studies of 2013.

The admission rules are reconsidered every yaad announced on KU Website at
(http://www.ku.lt/wpcontent/uploads/2012/11/Prienointaisykles kitoms_pakopomos_Priedas
2.pdf). Candidates applying to the Programme should hatvéeast a bachelor degree in
management, business management or economics atdh@enrol criterions of the university.
Candidates with bachelor degree in public admiaiigtn, recreation and tourism, social work,
political science or engineering might be accepbvedly after passing additional exams of
management and marketing basics.

The admission criteria are transparent and availabévery potential student.
The first admissions to the Programme were in 200% number of enrolled students was

relatively stable between 17 (2008) and 15 (20R®put 90% of the students of marketing
Programme graduated successfully.
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All the necessary information about the admissiorthte study Programme of Marketing is
presented on the KU website (http://www.ku.lt/stbj@siems/), as well as in a KU information
brochure for the applicants.

5.2 Study process and assessment

International relations and exchange are develapédextended every year, in close cooperation
with the Department of International Relations. Kig-taught subjects are in accordance with
the ECTS. Intensive exchange takes place in theewaork of the ERASMUS exchange
programme. Cooperation agreements in social sgehage been signed with 29 universities
abroad. However, because of job-related or persasmlies, Master students rarely use
opportunities of exchange programmes; none of thdeats of the analysed Programme used
this opportunity yet.

Student assessment criteria are transparent arinkbng every student at the beginning of each
course. In several instances, the Expert Team masessed by the quality of the academic
research work in the thesis papers. Experts ndtatithe best of these were of really good
guality, supervision appeared to be competentetivas an appropriate span of marks and these
seemed to be in the correct hierarchy in termsuafity(though domination of relatively higher
grades may be observed). In general, all this all@encluding about usage of adequate
academic standards.

There is not much evidence of efforts to use aed@atr anti-plagiarism systems. Knowing that
current systems’ efficiency within Lithuanian lamge texts is rather limited, this may be
understandable. However, there are many variabbrsystems and methods of plagiarism and
cheating prevention, and they may be applied s&ong

5.3 Students support

The staff of the Department consults students dumgular consulting hours; the information of
the consulting hours is announced at the beginoirmyery term.

More general support for students is provided lgy @areer Centre (hereinafter - CC). It aims to
help individuals to successfully integrate intofpesional and social activity, to promote further
career development. The CC provides students wdlvidual and group consultations, career-
related information, organises seminars and evegitded to the issues of students’ personal
career management, and collaborates with staketsolde

The CC organises meetings with employers who peounMbrmation about the significance of
academic subjects for further career. On the usiwerscale, Career Days are organised
Seminars of the Youth Job Cenitnéroduce the situation in the labour market.

Students are satisfied with the support systemcifgaly, they are emphasising positive and
informal attitude of teachers, and possibility &t their assistance whenever needed. There are
cases when teachers consult students on markessiges even beyond the curriculum
requirements.

Students’ support is comprehensive and sufficiensuccessfully carry out a marketing study
programme.
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The meeting with employers and graduates of thgrarome revealed pretty good consistency
between the essence of the analysed Programmeaaeer paths of the graduates. Majority of
them are employed regionally; generally — in theldte-management positions. There were
instances of personal businesses development, s tbusinesses had close relation with
marketing (like e-marketing activities). In generall this allows concluding that professional

activities of the graduates meets the programmeqgecs' expectations rather closely.

6. Programme management

The faculty administration pays significant attentto the strategic management of the scope of
study programmes. It clearly sees tMarketing programme among other programmes and
values its role and inputs into the whole portfafstudy programmes.

The graduate Marketing study Programme is admmgidtby the Programme Committee. The
head of the Committee is the Head of the DepartmeBconomics. This department joins staff
that concentrates both on economics and markdbngnanagerial reasons these two groups are
not divided into two separate departments.

The coordinator of the Programme is directly resdae for the assessment of the developed
course descriptions for the study Programme, igist@ation, and updating in the order
prescribed by the University, by submitting themtfee approval of the Study Committee of the
Faculty of Social Sciences.

KU has an internal study quality assurance systased on the provisions of study quality
assurance of the European Higher Education Are&Kahdpproved strategy of improvement of
the quality of performance which complies with grencipal laws and legal acts of the Republic
of Lithuania.

At the end of each semester students evaluate ntonfeteaching and quality of teachers
anonymously. The outcome of the assessment is Hasismproving the quality of the
Programme.

Stakeholders influence the Programme as membeéhg iQualifying Board. They give financial
support and employ graduates.

In addition to formal procedures, the system of Bregramme management is very much
relying on personal communications and attempctoeve full mutual understanding between
all the parties involved. Alumnae and social pagn@ften — employers) represent rather close
and integrated communities, members of which arensonicating within and beyond matters
related with the study process. It is noticeablat tthe management system and the style of
communications with social partners well corresptmdhe specific needs and expectations of
the regional community.

The ongoing project of putting all the KU departriserin one territory with modern

infrastructure undoubtedly will have positive irdhce on overall management process and will
create much better conditions for the study pracess
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[ll. RECOMMENDATIONS

1. The SER provides just limited emphasis on thegRamme’s regional aspect. However,
during the site visit experts’ group experiencedt tlegional value and importance is really high.
Experts’ group recommends to further increase itnigking corresponding changes in the
Programme curriculum and contents. Particularlgluiding the subjects that develop the global
perspective and extensively present internatioogistics networks would be essential. This
would strengthen the valuable differentiating aspéthe Programme.

2. The learning outcomes of individual subjects arethods of assessment are rather complex.
It may be considered refining them in relationhe specifics of the subjects.

3. The curriculum structure requires streamlinirfgtiee key compulsory subjects to fit the
essence of the marketing Programme; additionahtaite has to be given to the subjects that
would develop strategic marketing perspective, extb{or subjects) on digital marketing, and
subjects that allow developing innovativeness amatovity. Some elective courses seem to be
rather alien to the essence of the Master Programnmearketing; they could and should be
successfully replaced by more relevant ones thatldvanake the Programme structure more
consistent (e.gStrategic Marketing B2B Marketing Corporate Buying BehaviourSales
CRM/Dialog Marketing Ethics in Marketing E-CommerceMulti-Channel-Marketing Social
Media in Marketing Internet and Mobile Marketingnnovation Supply Chain Managemeont
Logistics etc.).

4. The staff could significantly benefit from parpation in high-level marketing conferences.
This would not only help developing research padhips, but also allow personally discussing
iIssues, related with study Programme design aruthitega methodologies.

5. Many improvements of the curriculum may be aobiewithout much of external staff or
other resources. Some courses are already deliverether programmes (like Globalisation),
and need just to be included into the curriculumtieg analysed Programme. Also, better
cooperation with théepartment of Managemeperhaps would allow development of classes
on innovations and creativity, using softwedGenius

6. Other improvements of the curriculum may be ewobd by attracting lecturers from other
universities and alumni (before the required nundden-house staff will be developed).
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V. SUMMARY

The most positive aspects of the Programme:

The faculty administration has a strategic viewnoanagement of the overall scope of offered
programmes. It clearly sees the place of the Margdtrogramme among other programmes and
values its role and inputs into the whole portfafcstudy programmes. In general, Management
of the faculty, of the department, and the Progren@ommittee are actively participating in the

Programme implementation and have close relatiotisrwmerous stakeholders.

The differentiating characteristic of the Programmebased on its orientation towards the
regional labour market and regional specifics, giout is not disclosed in the SER really
extensively. It is strongly based on the close ti@ighip and cooperation with the local
(regional) stakeholders. It may be developed mucthér with the relevant changes in the
curriculum.

In general, the curriculum design currently reffetvo major emphases: (a) numerous subjects
and large number of credit hours are one or anotfer linked to the development of the
research papers and Master Thesis, (b) big attemsicgiven to the marketing management
seminars. Both of these aspects develop practealklife-related skills. However, they have to
be consistent with the scope and flow of all tHeeosubjects.

The core group of the teaching staff is very muetotied to the success of the Programme, and
Is sincerely assisting students in their studiethéprocess of studies not just with fulfillingeth
direct tasks, but also with additional consultimgdemand.

Material resources are sufficient for the succdssfiplementation of the Programme; some
restricting characteristics of the currently avialéapremises are well compensated by the efforts
of the management group and very professionalrilstaff. Major expectations of very positive
changes in this field are linked with the implenaiain of the large project that aims developing
the territory and premises of the Klaipeda Uniugrsi

Issues that require attention:

The regional orientation of the university and fiegramme can be better reflected in the
content of the Programme by including the subjéictt really emphasise characteristics and
needs of the region. Increase of the global petsfgeand emphasis on international logistics
networks would be essential for this.

The curriculum structure needs reconsideratiothénbroadest sense, it requires streamlining of
the key compulsory subjects of the marketing Progna, plus — additional attention to the
subjects that would develop strategic marketingspective, subject (or subjects) on digital
marketing, and subjects that allow developing iraimeness/creativity.

The development of the staff should continue beamg of the primary objectives of the
Programme management. Though visiting lecturershimfgf some curriculum gaps at the
moment, in the long run the university has to havéarger group of local well qualified
marketing teachers. Doctoral students and alumreagad resources for this.
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The teaching staff should be more active in develpfs international contacts and cooperation;
particularly, it would be very helpful to consid@articipation in the leading marketing
conferences.
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V. GENERAL ASSESSMENT

The study programmlarketing (state code — 621N50002) at Klega University is given
positive evaluation.

Study programme assessment in points by fieldssafsament

No. Evaluation Area E\_/aluat_lon Areq
In Points*
1. | Programme aims and learning outcomes 3
2. | Curriculum design 3
3. | Staff 3
4. | Material resources 3
5 Study process and .assessment (student admissiaaly process 3
student support, achievement assessment)
6 Programme management (programme administraticerniak quality 4
" | assurance)
Total: 19

*1 (unsatisfactory) - there are essential shortogsithat must be eliminated;

2 (satisfactory) - meets the established minimugquirements, needs improvement;
3 (good) - the field develops systematically, hiasirtctive features;

4 (very good) - the field is exceptionally good.

Grupés vadovas:

Team Leader: Paul O‘Sullivan

Grupes nariai: Prof. habil. dr. Csaba Forgacs
Team members:
Prof. Jirgen Bruns
Prof. Marie-Paule Sheard
Prof. dr. Sigitas Urbonagius
Darius Bagd4inas

Justinas Zalys
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Santraukos vertimas i$ angh kalbos

<...>

V. APIBENDRINAMASIS JVERTINIMAS

Klaipédos universiteto studjjprogramaRinkodara(valstybinis kodas — 621N50002) vertinama
teigiamai.

Eil. Vertinimo sritis Srities
jvertinimas,
Nr. balais*
1. Programos tikslai ir numatomi studiezultatai 3
2. Programos sandara 3
3. Personalas 3
4. Materialieji iStekliai 3
5. Studij eiga ir jos vertinimas 3
6. Programos vadyba 4
IS viso: 19

*1 - Nepatenkinamai (yra esmipirikumy, kuriuos litina pasalinti)
2 - Patenkinamai (tenkina minimalius reikalavinueskia tobulinti)
3 - Gerai (sistemiSkai ¢iojama sritis, turi sauit bruoy)

4 - Labai gerai (sritis yra iSskirgéh

V. SANTRAUKA

Teigiami studijy programos aspektai

Fakulteto administracija turi suformavusi strategiaziirj j vykdomy studiy prograny bendros
srities valdyna. Ji aiSkiai matdVlarketingostudiy programos viettarp Kity studiyy prograny ir

vertina jos vaidmenir indélj j visg studiy prograny portfeli. Apskritai Fakulteto vadovylh

Katedros vadovyb ir Studiy programos komitetas aktyviai dalyvaujgyvendinant studij

program ir palaiko glaudzius santykius su gausybe sociabialininky.

Studijy program diferencijuojantis bruozas yra jos orientagijeegiono darbo rinkir regiono
specifikg, nors savianalis suvestigje tas ira atskleidziama itin iSsamiai. Programa yra sipri
paremta glaudziais santykiais ir bendradarbiavimwigtos (regiono) socialiniais dalininkais.
Studijy program galima ity vystyti dar toliau atlikus atitinkamus stugijurinio pakeitimus.

Apskritai Siuo metu studijjsandara atspindi du esminius akcentus: (a) daugkidij; dalyky ir
didelis kredity skatius yra vienokiu ar kitokiu #du siejami su mokslini darhy ir baigiamojo
darbo rasymu, (b) didelistthesys skiriamas marketingo vadybos seminarams.Skbaspektai
ugdo praktinius, realiam gyvenimuiitmus mokjimus. Vis clto jie turety atitikti visy kity
studijy dalyky sritj ir sraus.

Pagrindiniy déstytojy grupe yra labai suinteresuota stugiprogramos &me ir nuoSirdzZiai
padeda studentams studijuoti, o ne tik atliekad@gses uzduotis — jei reikia, jie ir papildomai
konsultuoja.

Materialiyjy iStekliy pakanka &mingam studiy programos vykdymui. Kai kuyi Siuo metu
turimy patalpy ribotuma kompensuoja vadovygb pastangos ir itin profesionalus bibliotekos
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personalas. Labai teigiampokyiy Sioje srityje tikimasijgyvendinus didgl Klaipédos
universiteto teritorijos ir patalpvystymo projeki.

Svarstytini klausimai

Universiteto ir studij programos orientacija regiory gakty bati geriau atspinéta studij
programos turinyjejtraukiant studi dalykus, kurie iS tiag pabgzia regiono bruozus ir
poreikius. Tam Bitinas globalios perspektyvos stiprinimas énebsys tarptautiniams logistikos
tinklams.

Studijy turinio strukfira reikéty persvarstyti. Plégja prasme reikalingas pagrindini
privalomyjy studiy programos studij dalyky racionalizavimas, be to, reikalingas papildomas
déemesys studij dalykams, kurie suteilgtglobalg marketingo perspektyy studiy dalykui (ar
studiy dalykams) apie skaitmeninmarketing ir studiy dalykams, kurie leigt ugdyti
inovatyvuny / karybiSkumy.

Personalo profesinis toldjilmas ir toliau tuéty likti vienu pagrinding studiyy programos
valdymo tiksl;. Nors Siuo metu studjj turinio spragas gali uzpildyti kviestiniai¢stytojai,
ilgalaikéje perspektyvoje Universitetui reikia @ir didesrp vietiniy gerai kvalifikuoty
marketingo dstytojy grupe. Jy paieskoti laty galima ir tarp doktorantir absolveni.

Déstytojai tuety aktyviau uzmegzti tarptautinius kontaktus ir glaiad bendradarbiauti, jiems
ypa buty naudinga pagalvoti apie dalyvawravarbiausiose marketingo konferencijose.

Ill. REKOMENDACIJOS

1. Savianalizs suvestigje regioninis studij programos aspektas pahamas ribotai. Vis éto
vizito metu ekspett grup: pama¢, kad regionig ver¢ ir svarba yra tikrai didés. Ekspenj
grup: rekomenduoja toliauat stiprinti atliekant atitinkamus pakeitimus studiprogramos
sandaroje ir turinyje. Ypatingai aktualuith jtraukti studij dalykus, suteikiafius globalg
perspektyy ir iSsamiau pristataius tarptautinius logistikos tinklus. Tai sustiggnverting,
studijy program diferencijuojant aspeky.

2. Pavieny studiy dalyky studiy rezultatai ir vertinimo metodai yra gana étiegi. Galima ity
pagalvoti apiey iSgryninimy atsizvelgiani studiy dalyky specifilk.

3. Studij programos sandaroje reikia racionalizuoti pagrindi privalomuosius studijj
dalykus, kad jie tikf marketingo studij programos paskirai; papildormy démesg skirti studiy
dalykams, kurie suteilgt strategig marketingo perspektyy studiy dalykui (ar studij
dalykams) apie skaitmenimarketing ir studijy dalykams, kurie leigtugdyti inovatyvumng ir
karybiSkumg. PanaSu, kad kai kurie pasirenkamieji stwdialykai yra visiSkai nesusijsu
magistro laipsnio marketingo stugliprogramos paskirtimi: juosélemingai galima ir reikty
pakeisti aktualesniais studidalykais, @l kuriy studily programos sandara tgphuoseklesé
(pvz., Strateginis marketingas, Verslas—verslui marketsmg®8endrow pirkimy elgsena,
Pardavimai, Santylki su Kklientais valdymas / Dialogo marketingas, Etikaarketinge,
Elektronire prekyba, Daugiakanalis marketingas, Sociesimedijos marketinge, Internetinis ir
mobilusis marketingas, Inovacijos, Tiekimo grardimaldymas arba Logistika ir pgn.

4. Personalui didé$ naudos dugtdalyvavimas auksto lygio marketingo konferencijobai ne
tik packty ieSkoti moksling tyrimy partnery, bet ir leist asmeniSkai aptarti su stuglij
programos sandara iestymo metodologija susijusius klausimus.
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5. Daugel studiy programos sandaros pagerigimalima ity jgyvendinti praktiSkai be iSés
darbuotoy ar kity iStekliy. Kai kurie studig dalykai jau dstomi kitose studij programose (pvz.,
Globalizacija) ir juos tiesiog reiki@raukti j analizuojamos studjjprogramos sandar Be to,
geresnis bendradarbiavimas su Vadybos katedraitgalidaryyy salygas @styti inovaciy ir
karybiSkumo paskaitas naudojavitndGeniusprogramirg jrang.

6. Kitus studiy programos sandaros pagerinimus galirify hgyvendinti pritraukiant lektorius
IS Kity universitety ir absolventus (prieS suburiant reikigetatiny darbuotoy skatiy).
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