16.4.  Paslaugy teikejas, pries 14 dieny ispéjes
Perkancigjg organizacija gali nutraukti sutartj, jei:
16.4.1. Perkantioji  organizacija  nevykdo  savo

isipareigojimy pagal Sutartj ir kreipesis j Perkandiaja
organizacija Paslaugy teikéjas negauna atsakymo per
protinga terminag;

16.4.2. Perkancioji organizacija stabdo Paslaugy ar jy
dalies teikimg daugiau kaip 90 (devyniasdesimt) dieny
del Sutartyje nenurodyty ir ne dél Paslaugy teikéjo kaltés
atsiradusiy  prieZas¢iy. Tokio nutraukimo atveju
PerkanCioji organizacija atlygina Paslaugy teikéjui
suteikty Paslaugy verte ir jo patirtus nuostolius dél
Sutarties nutraukimo. Atlyginimo dydis negali vir$yti
bendros Sutarties kainos. Paslaugy teikéjas neturi teisés j
kokios nors patirtos Zalos kompensacija.

16.5. PerkanCioji organizacija po Sutarties nutraukimo
turi kiek galima greitiau patvirtinti suteikty Paslaugy
vertg. Taip pat parengiama ataskaita apie Sutarties
nutraukimo dieng esandiaz Paslaugy teikéjo skola
Perkanciajai organizacijai ir Perkangiosios organizacijos
skola Paslaugy teikéjui.

16.6. Jei Sutartis nutraukiama Perkanciosios
organizacijos iniciatyva dél Paslaugy teikéjo kaltes,
Perkanciosios organizacijos patirti nuostoliai ar i$laidos
iSieSkomi  i8skaiCivojant juos i§ Paslaugy teikéjui
moketiny sumy,.

16.7. Sutartj nutraukus dél Paslaugy teikéjo kaltés, be
jam priklausanéio atlyginimo uZ suteiktas Paslaugas,
atskaiius Perkancios organizacijos patirtus nuostolius,
Paslaugy teikéjas neturi teisés j kokiy nors patirty
nuostoliy ar Zalos kompensacija.

16.8. Sutartj nutraukus dél Perkan¢iosios organizacijos
kaltés Paslaugy teikéjas turi teise j jam priklausantj
atlyginima uz faktiskai suteiktas Paslaugas bei nuostoliy
atlyginima dél Sutarties nutraukimo. Atlyginimo dydis
negali virSyti bendros Sutarties kainos.

17. SUSIRASINEJIMAS

17.1. Sutarties Salys susirasinéja ang!q/italq kalbomis.
Visi pranesimai, sutikimai ir kitas susizinojimas, kuriuos
Salis gali patelktl pagal $ig Sutart;, bus laikomi
galiojanéiais ir 1teaktals tinkamai, jeigu yra asmeniskai
pateikti kitai Saliai ir gautas patvirtinimas apie gavima
arba iSsiysti registruotu pastu, faksu, elektroniniu pastu
(patvirtinant gavima) toliau nurodytais adresais ar fakso
numeriais, kitais adresais ar fakso numeriais, kuriuos
nurodé viena Salis, pateikdama pranesima.

17.2. Asmenys, atsakingi uz Sutarties vykdyma:
Perkancioji Paslaugy teikéjas

organizacija—1 - T

the Service Provider of such termination of the Contract
20 (twenty) working days in advance.

164. The Service Provider may terminate the
Contract, having notified the Contracting Authority to
the effect 14 (fourteen) days in advance, where:

16.4.1. the Contracting Authority defaults on its
obligations under the Contract and does not respond
within the reasonable time to the Service Provider’s
notification;

16.4.2. the Contracting Authority suspends the supply of
all or part of Services for more than 90 (ninety) days due
to reasons that are not specified in the Contract and that
arise not through the Service Provider’s fault. In the case
of such termination, the Contracting Authority shall
reimburse to the Service Provider the value of supplied
Services and losses incurred thereby due to the
termination of the Contract. The amount of
reimbursement may not exceed the total price of the
Contract. The Service Provider shall have no right 1
compensation for any incurred damage.

16.5. After termination of the Contract, the Contracting
Authority shall have to confirm the value of provided
Services as soon as possible. Also, a report shall be
drawn up on the Service Provider’s debt to the
Contracting Authority and on the Contracting
Authority’s debt to the Service Provider existing on the
day of the termination of the Contract.

16.6. Upon termination of the Contract on the initiative
of the Contracting Authority through the fault of the
Service Provider, losses or expenses incurred by the
Contracting Authority shall be recovered by deducting
them from the amounts due to the Service Provider.

16.7. Upon termination of the Contract through the fault
of the Service Provider, the Service Provider shall have
no right to the compensation for any incurred losses or
damages, except for the remuneration due to him for the
supplied Services, afier deducting the losses incurred b’
the Contracting Authority.

16.8. Upon termination of the Contract through the fault
of the Contracting Authority, the Service Provider shall
have the right to the remuneration due to him for the
actually supplied Services and to the compensation for
losses as a result of the termination of the Contract. The
remuneration amount may not exceed the total price of
the Contract.

17. CORRESPONDENCE

17.1. The correspondence between the Parties to the
Contract shall be conducted in the English/Italian
languages. All notifications, consents and other
communication, that may be provided by the Party under
this Contract, shall be considered to be valid and duly
delivered, when they are handed over personally to the
other Party and the acknowledgement of their receipt is
received, or when they are sent by registered mail, fax, e-
mail (with the acknowledgement of receipt) to the below
specified addresses or fax numbers, or other addresses or
fax numbers indicated by one Party when providing the

//
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Vardas, Indré Slyziate | Massimo Tocchetti

pavarde

Adresas | Gedimino pr. | Piazza Caiazzo 3-

_ 38, Vilnius 20124 Milan

Telefonas | +37070664964 | +39026699271

Faksas +37070664988 | +39026692648

El padtas | Indre.slyziute@ m.tocchetti@aigo.it
tourism. It ]

17.3. Sio skirsnio 17.2 straipsnyje nurodyti kontaktiniai
asmenys yra laikomi jgaliotais asmenimis priimti
Sutarties vykdymo rezultatus, pasiraSyti Paslaugy
perdavimo — priémimo aktus ir jvertinti suteikty
Paslaugy kokybe.

18. GINCU NAGRINEJIMO TVARKA

18.1. Siai Sutardiai ir visoms i€ Sios Sutarties
atsirandan¢ioms teiséms ir pareigoms taikomi Lietuvos
Respublikos jstatymai bei kiti norminiai teisés aktai.
Sutartis sudaryta ir turi biti aiskinama pagal Lietuvos
Respublikos teise.

18.2. Bet kokie nesutarimai ar gingai, kylantys tarp
Saliy deél sios Sutarties, sprendZiami abipusiu susitarimu.
Nepavykus gindo iSspresti derybomis per 30 dieny nuo
deryby pradzios, bet kokie gincai, nesutarimai ar
reikalavimai, kylantys i§ $ios Sutarties ar susij¢ su ja, jos
pazeidimu, nutraukimu ar galiojimu, sprendziami
kompetentingame Lietuvos Respublikos teisme. Deryby
pradzia laikoma diena, kuria viena i§ Sutarties Saliq
pateiké praSyma rastu kitai Saliai su sillymu pradéti
derybas.

19. APSKAITA
19.1. Paslaugy teikéjas iSsamiai ir tiksliai tvarko
sgskaitas, jraSus ir kvitus, susijusius su visomis
Perkanéiosios organizacijos kompensuojamomis
iSlaidomis  ir kitais Perkan&iosios organizacijos

vykdomais mokéjimais, susijusiais su Paslaugomis.

19.2. PerkanCiosios organizacijos praSymu Paslaugy
teikéjas  pateikia  Perkan¢iajai organizacijai  ar
nepriklausomam auditoriui bet kokiu protingu laiku
patikrinti visas saskaitas, jraus ir kvitus. Paslaugy
teikéjas pateikia visus paaiskinimus, susijusius su
iSlaidomis, kurias  Perkangioji organizacija praSo
paaiskinti.

19.3. Paslaugy teikéjas uztikrina, kad minétos saskaitos,
jrasai ir kvitai bity saugomi dvejus metus po Sutarties
nutraukimo ar pasibaigimo ar kita Saliy nustatytg
laikotarpj.

notification.
17.2. Persons responsible for the performance of the
Contract:
Contracting Service Provider
Authority
Forename, | Indré Slyziate | Massimo Tocchetti
surname
Address Gedimino  pr. | Piazza Caiazzo 3-
38, Vilnius 20124 Milan
Phone +37070664964 | +39026699271
Fax +37070664988 | +39026692648
E-mail Indre slyziute@ m.tocchetti@aigo.it
tourism.It

17.3. Contact persons specified in paragraph 17.2 above
shall be considered to be persons authorised to accept the
results of performance of the Contract, to sign the Deeds
of transfer — acceptance and assess the quality of
supplied Services.

18. DISPUTE SETTLEMENT PROCEDURE

18.1. This Contract and all rights and obligations arising
from this Contract shall be governed by laws and other
regulatory enactments of the Republic of Lithuania. The
Contract has been concluded and should be construed in
accordance with law of the Republic of Lithuania.

18.2. Any disagreements or disputes arising between the
Parties in respect of this Contract shall be settled by
mutual agreement. In the event of the failure to settle the
dispute by way of negotiations within 30 (thirty) days of
the beginning of negotiations, any disputes,
disagreements or claims arising from or in relation to this
Contract, its violation, termination or validity shall be
adjudicated before a competent court of the Republic of
Lithuania. The beginning of negotiations shall be the day
on which one of the Parties to the Contract submits
written notice to the other Party proposing to start
negotiations.

19. ACCOUNTING

19.1. The Service Provider shall keep in a detailed and
precise manner the invoices, entries and receipts related
to all expenses compensated by the Contracting
Authority and other payments made by the Contracting
Authority in relation to Services.

19.2. At the request of the Contracting authority the
Service Provider commits to provide the Contracting
Authority all invoices, records and receipts related to the
performance of the contract and the Service Provider
shall provide the Contracting Authority any clarifications
related to the costs of the Contracting Authority which
are requested for explanation.

19.3. The Service Provider shall guarantee that the
aforementioned invoices, entries and receipts are
retained for two years after the termination of the
Contract or for another period established by the Parties.

20. BAIGIAMOSIO, UOS'I'!}J_'IZOS;’7
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20.1. Sioje Sutartyje esminémis sglygomis laikoma:
20.1.1. Sutarties kaina ir kainodaros taisyklés;

20.1.2. Sutarties galiojimo terminas;

20.1.3. Paslaugy suteikimo terminas (-ai);

20.1.4. Sutarties dalykas.

20.2. Né viena Salis neturi teisés perleisti visy arba
dalies teisiy ir pareigy pagal 3ig Sutartj jokiai treciajai
Saliai be iSankstinio rastisko kitos Salies sutikimo.

20.3. Bet  kokios  nuostatos  negaliojimas  ar
prieStaravimas Lietuvos Respublikos jstatymams ar
kitiems norminiams teisés aktams Sioje Sutartyje
neatleidzia Saliy nuo prisiimty jsipareigojimy vykdymo.
Siuo atveju tokia nuostata turi biti pakeista atitinkandia
teises akty reikalavimus kiek jmanoma artimesne
Sutarties tikslui bei kitoms jos nuostatoms.

20.4. Jei pasikeicia Salies adresas ir / ar kiti duomenys,
tokia Salis turi informuoti kitg Sal; praneSdama ne véliau
kalp prie$ 3 darbo dienas. Jei Saliai nepavyksta laikytis
Siy reikalavimy, ji neturi teisés j pretenzija, je] kitos
Salies veiksmai, atlikti remiantis paskutiniais Zinomais
Jai duomenimis, prie§tarauja Sutarties sglygoms arba ji
negavo jokio pranesimo, iSsiysto pagal tuos duomenis.
20.5. Visus kitus klausimus, kurie neaptarti Sutartyje,
reguliuoja Lietuvos Respublikos teisés aktai.

20.6. Sutartis yra Sutarties Saliy perskaityta, jy suprasta
ir jos autentikumas patvirtintas ant kiekvieno Sutarties
lapo kiekvienos Salies tinkamus jgaliojimus turinéiy
asmeny parasais.

20.7. Si Sutartis sudaryta lietuviy ir angly kalbomis, 2
(dwem) egzemplioriais, turinCiais vienoda teisine galig —
po viena kiekvienai Saliai.

20.8. Esant kokiy nors neatitikimy ar priestaravimy tarp
Sutarties nuostaty lietuviy kalba ir angly kalba,
pirmenybé teikiama Sutarties nuostatoms lietuviy kalba.
20.9. Sutarties priedai, kurie yra sudétinés ir
neatskiriamos Sios Sutarties dalys:

20.9.1. 1 priedas ,,Paslaugy techniné specifikacija®;
20.9.2. 2 priedas ,,Sutarties kainos sudétinés dalys*,

21. SALIU ADRESAI IR KITI REKVIZITAI

Perkancioji organizacija Paslaugy teikéjas
Valstybinis turizmo | AIGO Srl
departamentas Piazza Caiazzo, 3

20124 Milanas - 1
CCIlAA Milan
code: 1339595
Bnakas: INTESA

prie Ukio ministerijos
Gedimino pr., LT-01104 Vilnius

Juridinio asmens kodas 188708758

20. FINAL PROVISIONS ]

20.1. For the purposes of this Contract the essential
terms and conditions shall comprise:

20.1.1. the Contract price and pricing rules;

20.1.2. the period of validity of the Contract;

20.1.3. the time limit(s) of the supply of Services:
20.1.4. the subject matter of the Contract.

20.2. Neither of the Parties shall have the right to
transfer all or part of the rights and obligations according
to this Contract to any third Party without advance
written consent of the other Party.

20.3. Any provision in this Contract which is invalid or
contradicts laws or other regulatory enactments of the
Republic of Lithuania shall not relieve the Parties from
the fulfilment of assumed obligations. In that case such
provision must be replaced by the provision which
complies with requirements of legal acts and is as close
as possible to the objective of the Contract and tl
remaining provisions thereof.

20.4. In the event of change of the Party’s address
and/or other particulars, the Party must notify to the
effect the other Party no later than 3 (three) working days
in advance. The Party failing to comply with these
requirements shall have no right of claim, if the other
Party’s acts carried out on the basis of data last known to
it contradict the terms and conditions of the Contract, or
if it does not receive the notification sent according fo
such data.

20.5. All other matters not covered by this Contract
shall be regulated by legal acts of the Republic of
Lithuania.

20.6. The Contract has been read and understood by the
Parties to the Contract, and its authenticity was
confirmed by duly authonsed persons of each Party by
signing on each page of the Contract.

20.7. The Contract has been concluded in the Lithuania
and English language in 2 (two) copies of equal legal
power, delivering one copy to each of the Parties.

208. In the event of any inconsistencies or
contradictions between provisions of the Contract in the
Lithuanian and English languages, the Lithuanian
provisions of the Contract shall prevail.

20.9. The below specified Annexes to the Contract
constitute component and inseparable parts thereto:
20.9.1. Annex 1 “Technical Specification of Services™;
20.9.2. Annex 2 “Components of the Contract Price”.

21. ADDRESSES AND OTHER REQUISITES OF

AB SEB bankas, kodas 70440 SANPAOLO
Banko SWIFT kodas CBVILT 2X | Iban: IT87P
A.s. LT20 7044 0600 00908046, | 03069 09492-——

THE PARTIES
Contracting Authority Service Provider
State Tourism Department under | AIGO Srl
the Piazza Caiazzo, 3

Ministry of the Economy 20124 Milano - I

Gedimino pr.,, LT-01104 Vilnius | CCIAA Milan
code: 1339595

Legal entity’s code 188708758 Bank

AB SEB bankas, code 70440 Name: INTESA
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Tel. +370 70664976 100000000123 —f SWIFT code of the Bank: CBVI SANPAOLO

Faks. +370 70664988 BIC: BCITITMM LT 2X Iban: IT87P

Elp. info@tourism.lt PVM kodas: IT S/A LT20 7044 0600 0090 8046 03069 09492

http://www tourism.It 10034470152 Phone: +370 70664976 100000000123
Tel. +39 02 Fax: +370 70664988 BIC: BCITITMM
6699271 E-mail: info@tourism.lt VAT code: IT
Faks. 439 02 http://www.tourism.lt 10034470152
6692648 Tel +39 02
Elp.: 6699271
marketing@aigo.it Fax +39 02
WWW.aigo.eu 6692648

E-mail:

Turizmo veiklos prieziaros
skyriaus vedejas atliekantis
direktoriaus _ _~~Agackijas.  Tadas
Zentelis .7~ <

Prezidentas
Massimo

Wf

1

marketing@aigo.it
WWW.aigo.eu

Head of Division of Tourism
Activities Superwswn performing
the functions ector Tadas
Zentelis

President
Massimo
Tocchetti

(signature)

Place of seal

Valstybinio turizmo departamento
pric Ukio ministerijos

Vyriausioji specialisté
M%kevi% lté

LOo1E§-08-1¢
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Sutarties
1 priedas
Annex 1 of the Contract

PASLAUGU TECHNINE SPECIFIKACIJA

KOMPLEKSINIU RINKODAROS PRIEMONIU JGYVENDINIMAS ITALIJOJE

Kompleksiniy rinkodaros priemoniy jgyvendinimo paslaugos Italijoje bus Isigyjamos, siekiant tikslo, nustatyto
2014-2020 mety Europos Sajungos fondy investicijy veiksmy programos 5 prioriteto »~Aplinkosauga, gamtos istekliy
darnus naudojimas ir prisitaikymas prie klimato kaitos* priemonés Nr. 05.4.1-LVPA-V-812 »Nacionaliniy turizmo
marsruty, trasy ir produkty rinkodara bei turizmo Zenklinimo infrastruktiiros plétra® projekty finansavimo salygy aprase
Nr. 1, patvirtintame Lietuvos Respublikos @ikio ministro 2015 m. gruodzio 9 d. jsakymu Nr. 4-778 — didinti kultiiros ir
gamtos paveldo objekty lankomumg ir Zinomuma, jgyvendinant remiama veikla — nacionaliniy turizmo mar$ruty, turizmo
trasy ir prioritetiniy turizmo produkty, apimanGiy kultiros ir gamtos paveldo objektus, rinkodarg.

Savokos techninéje specifikacijoje apibréziamos taip:

o Gamtos paveldo objektai — tai vandens telkiniai ir jy pakrantés, gyviinija, rekreaciniai miskai, rekreacinés _
saugomos teritorijos bei saugomi kraStovaizdzio objektai, kuriy vertybés sudaro galimybes naudoti juos jvairioms turizmo
riadims.

° Kultaros paveldo objektai — tai archeologijos, istorijos, meno, mokslo ir technikos, urbanistikos paveldo
objektai, folkloras, kulinarija, tradicijos ir liaudies amatai, $iuolaikiniai meno kiiriniai ir mokslo laiméjimai, kolekcijos,
kiti kultiiros objektai ir saugomos teritorijos, kuriy vertybés sudaro galimybes naudoti Juos jvairioms turizmo riims.

Kompleksiniy rinkodaros priemoniy jgyvendinimo paslaugos (toliau — Kompleksinés rinkodaros priemonés)
Italijoje turi bati skirtos Lietuvos gamtos ir kultiros paveldo objekty lankomumo ir Zinomumo didinimui, skatinant
atsakingg turizma. Kompleksinés rinkodaros priemonés apims elektronine rinkodarg, reklamines kampanijas,
bendradarbiavima su Ziniasklaida, Lietuvos gamtos ir kultiiros objekty pristatymg regioninése teminése ir tarptautinése
turizmo parodose, turizmo skatinimo renginius jvairiuose Italijos miestuose, skatinti bendradarbiavimg su turizmo srities
atstovais.

Teikdamas paslaugas Paslaugy teikéjas (toliau — Tiekéjas) turi akcentuoti atsakingo turizmo skatinima — skatinti
potencialius Lietuvos turistus optimaliai naudoti iSteklius, prisidéti prie gamtos ir kultiiros paveldo objekty i§saugojimo
bei pasaulio jvairovés palaikymo, prisidéti prie tarpkultirinio supratimo ir tolerancijos ir pan. Tiekéjas turi sukurti
komunikacijos tong, skatinantj uZsienio turistus atsakingai keliauti po Lietuva. Komunikacijos tonas turi biiti naudojamas
visose kompleksinés rinkodaros priemonése ir apimti visg projekto jgyvendinimo laikotarpj. Komunikacijos tonas turi
akcentuoti bent vieng i§ atsakingo turizmo principy: optimaly istekliy naudojima, pagarbg turistus priimand -
bendruomeniy sociokultiriniam autentikumui, prisidéjima prie tarpkultiirinio supratimo ir tolerancijos, gyvybingy ..
ilgalaikiy ekonominiy veikly palaikyma, duodanéiy socialing ir ekonoming naudg visoms dalyvaujandioms interesy
grupéms, vietovei tinkamiausiy turizmo formy — gamtos ir kultiros paveldo objekty lankymo skatinima.

Tiekejas turi siekti, kad kompleksinés rinkodaros priemonés biity nukreiptos ne tik | Lietuvos miestus, bet ir j
Salies regionus. Padidéj¢ turisty srautai regionuose skatinty Lietuvos Zmoniy smalsumg ir nora puoseléti savo krasto
tradicijas, prisidéty prie tarpkultirinio supratimo ir tolerancijos, kultiirine patirtimi praturtindama abi interesy grupes.

Tiekejo jgyvendinamos Kompleksinés rinkodaros priemoneés Italijos rinkoje detalizuojamos 1 lenteléje.

1 lentelé. Kompleksinés rinkodaros priemonés Italijos rinkoje

Kompleksinés | Detalus kompleksinés rinkodaros priemonés aprasymas Siektinas Paslaugy teikimo rezultatas
rinkodaros (kiekybinis ir (ar) kokybinis matas)
priemoné Periodiskai Per visa Paslaugy
etapais*: teikimo laikotarpj
(I) 1-12 mén. jskaitant (III)
(IT) 13-24 mén. etapa 25-34 mén.;
i§ viso 34 mén.
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1. Elektroniné
rinkodara
(e-rinkodara)

I.1. Lietuvos kultiiros ir gamtos paveldo objekty lankomumo
ir Zinomumo didinimas bei turizmo produkty, apimanéiy
Lietuvos gamtos ir kultiros isteklius, populiarinimas
socialiniuose tinkluose.
Esamos Italijos rinkai sukurtos ,,Facebook* paskyros Turismo
Lituania administravimas, palaikymas bei komunikacijos
(jrady talpinimo) italy kalba vykdymas. Elektroninés
rinkodaros tikslas — palaikyti ,,Facebook™ paskyros aktyvumag
ir didinti sekéjy skai¢iy, vykdyti komunikacija italy kalba
skelbiant Zinutes, naujienas, vizualine/ video informacija.
Tekstai turi buti gramatiskai teisingi, atitikti tikslinés
auditorijos komunikavimo stiliy ir tona. Jrasy turinys, stilius
ir paskyros apipavidalinimas turi biiti vieningi ir suderinti su
perkanCigja organizacija (toliau — PO), nepaZeisti treciyjy
Saliy autoriniy teisiy. Ruo$iant Zinuéiy turinj, turi biiti sekama
bei pasitelkiama informacija i§ Lietuvos informaciniy bei
turizmui skirty interneto portaly, PO ir kity informaciniy
Saltiny angly kalba, pavyzdziui:
e www.facebook.com/LikeLithuanialT;
° http://issuu.com/goodmoodtravel/docs/goodimood_trave
|_magazine_autumn_20/1;
e www.lithuaniatribune.conv/category/cconomy-2/tourism/;
e  www.madeinvilnius.com;
e www.welovelithuania.com ir pan.
Taip pat bendraujama su Lietuvos miesty TIC bei kultiiros ir
gamtos paveldo objektus Kkuruojandiomis institucijomis.
Komunikacij sieti su jraais i§ ,,Likeable Lithuania“ paskyry
socialinivose tinkluose ,,Pinterest™, »Instagram®, . Youtube®
(arba kity soc. tinkly, kurie atsirasty Projekto eigoje).
Skaitytojy komentarai, reikalaujantys atsakymo, taip pat
privagios Zinutés turi biti atsakytos ne véliau kaip per viena
darbo dieng.

..Facebook*
paskyroje
paskelbta ne
maziau kaip 180
Zinu¢iy/jrady (15
irady per ménesj),
i$ kuriy
daugiausiai
reakciju,
komentary ir
dalinimosi
sulaukusiy Top
12-0s zinuéiy/jrasy
jsitraukimo
vidurkis
(reakcijos,
komentarai ir
dalinimasis) biity
ne maziau kaip
500 (,,Facebook*
tinkle pakitus
isitraukimo
rodiklio
skai¢iavimui,
ataskaitiniu
rodikliu imti kitg
lygiavertj rodiklj,
atspindintj
vartotojo
Isitraukimg).
Igyvendinta ne
maziau kaip 60-ies
jrasy (5 per

Padidintas
Projekto pradzZioje
turimas paskyros
fany skaicius ne
maziau kaip 5.000
naujy fany;
paskelbta ne
maziau kaip 510
jrasy; jgyvendinta
ne maziau kaip
170-ties jrasy
skatinimas.

Tiekéjas turi savo léSomis vykdyti jrasy skatinima .

~Facebook* tinkle. Vienas skatinamas jrasas turi pasiekti ne | Ménesi)

maziau kaip 4.500 vartotojy, atrinkty pagal tikslinius | Skatinimas.

segmentus (raktiniai Zodziai, amzius, pajamos, pomegiai,

gyvenamoji vieta ir kt.). Per ménesj skatinti ne maziau kaip 5

jraSus. Jeigu skatinimas neefektyvus, arba jei projekto metu

pakisty skatinimo socialiniame tinkle salygos, optimizuoti

skatinimg pagal kriterijus, suderintus su PO.

1.2. Sukurti ir, suderinus su PO, jgyvendinti kampanijas | Jgyvendinta ne Igyvendintos ne
esamoje Lietuvos paskyroje ,,Facebook® socialiniame tinkle, | maziau kaip 1 maziau kaip 3
kvietian¢ias vartotoja jsitraukti ir, dalinantis patirtimi, kurti kampanija kampanijos.

turinj, susijusj su Lietuvos gamtos ir kultiros paveldo
objektais (pavyzdziui, #visitlithuania, #holidayinLithuania,
#tastelithuania). Geri uzsienio 3aliy pavyzdziai Visit Portugal
‘Share your Story’ ir Airijos vykdyta kampanija
https://winteriscoming.net/2015/12/18/tourism-ireland-wins-

marketing-award-for-game-of-thrones-campaign. Atrinkti
kampanijy laimétojus ir apdovanoti jsteigtais prizais
(originaliis, autentiski lietuviski suvenyrai, suderinti su PO).

Irinkti  ir  pateikti  vartotojy  sukurty jdomiausiy,
originaliausiy jrady apie Lietuvg citatas, kurias PO galéty
panaudoti savo komunikacijoje. Projekto eigoje atsiradus
naujoms tendencijoms ar naujiems jrankiams, produktams
socialinivose  tinkluose, pasitilyti panadios apimties
alternatyvas $ioms kampanijoms ir, suderinus su PO, jas

i vendingi ] ,,/7

socialiniame tinkle
»Facebook®,

-

2 = -~
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1.3. Pasitlyta ir jgyvendinta e-reklamos kampanija, skirta
Lietuvos kultiros ir gamtos objekty lankomumui bei
Zinomumui didinti populiarivose, atrinktuose ir su PO
suderintuose, interneto portaluose (pavyzdziui,
» ITipAdvisor* arba lygiaver¢iuose). Kampanija bus siekiama
skatinti uZsienio turistus apsilankyti Lietuvos miestuose ir
regionuose bei skatins prisidéti prie gamtos ir kultdros
paveldo objekty iSsaugojimo bei pasaulio  jvairoves
palaikymo. Turi biiti naudojamasi ne tik tradiciniais kanalais,
t.y. tikslinio vartotojo pasiekiamumas per PC (asmeninj
kompiuterj), bet ir kitomis skaitmeninio marketingo
galimybémis — dalj kampanijos (reklaminiai skydeliai tekstai,
priminimai) vykdant interneto portaly, tinklaraséiy ir pan.
mobiliems jrenginiams pritaikytose versijose (mobili
reklama). Galima naudoti ,Real Time Bidding “ reklamos
internete pirkimo biidus.

Igyvendinta 1 e-
reklamos
kampanija;
pasiekta ne
mazesné kaip

300.000 auditorija.

Igyvendintos 3 e-
reklamos
kampanijos;
pasiekta ne
mazesné kaip
900.000 auditorija.

1.4. Naujienlaiskiy italy kalba parengimas atskiriems

segmentams  kickvienam  ataskaitiniam laikotarpiui  ir

platinimas pagal turimas duomeny bazes (informacija

pasitelkiama i§ Lietuvos informaciniy bei turizmui skirty

interneto portaly, PO ir kity informaciniy Saltiny, pavyzdZiui:

e www.facebook.com/LikeLithuanial T;

° http://issuu.com/goodmoodtrave]/docs/good_mood_trave
1_magazine_autumn_ 20/1;

* www lithuaniatribune.com/category/economy-2/tourism/;

* www.madeinvilnius.com; www.welovelithuania.com;

e Lietuvos miesty TIC ir kt.

Naujienlaikis turi pateikti informacija apie prioritetinius

turizmo produktus, apimanéius Lietuvos gamtos ir kultiros

objektus, su jais susijusias naujoves bei renginius.

Naujienlaiskiy turinys turi biiti suderinamas su PO.

Parengta ir
iSplatinta ne
maziau kaip 8
naujienlaiskiy
atskiriems
segmentams pagal
turimg kontakty
bazg, kurig sudaro
ne maziau kaip
1.000 kontakty.

Parengta ir
iSplatinta ne
maZiau kaip 23
naujienlaiskiai.

2. Reklamos 2.1. Galutiniam vartotojui skirta reklamos kampanija, | Igyvendinta 1 Igyvendintos 2

kampanijos populiarinanti Lietuvos gamtos ir kultiros paveldo objektus, | reklamos reklamos
pasiekianti didelj ratg auditorijos, pavyzdziui, pagrindinése | kampanija; kampanijos;
Milano/Romos metro stotyse, oro uostuose apipavidalinti | pasiekta ne pasiekta ne
reklaminiai stendai, reklama autobusy stotelése, vieSajame | mazesné Kaip 3 mazesné kaip 6
transporte ar pan. Konkretus pasiiilymas bei koncepcija turi | min. auditorija. min. auditorija.
biiti suderinta ir patvirtinta PO.
2.2. ]gyvendintas reklaminis projektas/kampanija, skirta | Jgyvendintas 1 Igyvendinti 3
pristatyti prioritetinius turizmo produktus, susijusius su | reklamos reklamos
kultiiros ir gamtos paveldo objektais (pavyzdZiui, Lietuvos projektas/ projektai/
pristatymas tarptautiniame Milano filmy festivalyje, Italijos | kampanija; kampanijos;
Feltrinelli knygyny tinklo organizuojamos | pasiekta ne pasiekta ne
akcijos/pristatymai, Gintaro Kelio populiarinimui skirta | mazesné kaip 1 mazesné kaip 3
kampanija kartu su Italijos kultiiros institucijomis ir pan.). | min. auditorija. mln. auditorija.
Pasitlytos bent 3 idéjos, i8 kuriy, pagal PO pasirinkima,
igyvendinama viena idéja.

3.Bendradarb | 3.1. Bendradarbiavimas su  Ziniasklaidos atstovais, Atsakyta j ne Atsakyta j ne

iavimas su informacijos teikimas ir atsakymas j uZklausas. Numatyti | maziau kaip 120 maziau kaip 340

Ziniasklaida ir | dalyvavimg jvairiose Zurnalisty asociacijose, jy renginiuose | uzklausy. uzklausy.

vieSieji rySiai

(pavyzdziui, ADUTEI).

3.2. Spaudos praneSimy parengimas ir platinimas
ziniasklaidos kontakty bazei. Temos ir galutinis spaudos
praneSimo maketas bei tekstas derinami su PO.

Paruosta bei
iSplatinta ne
maziau kaip 10

Paruosta bei
iSplatinta ne
maziau kaip 28

spaudos prane§imy | spaudos
pagal turima pranesimai.
kontakty baze (ne
e maziau kaip 1.000
A / //7 kontakty).
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3.3. Italijos Ziniasklaidos atstovy, rasanciy apie keliones, | Pasiiilyta 10 Pasitlyta 30

kultirg, gyvenimo biida, kuriandiy bei vedanéiy radijo ar | ziniasklaidos ziniasklaidos

televizijos laidas, tinklaratininky parinkimas bei pasiiilymas | atstovu. atstovy.

PO individualiems arba grupiniams pazZintiniams turams |

Lietuva. Turai apims Lietuvos miestus ir regionus bei skatins

Italijos  ziniasklaidos  atstovus  savo straipsniuose,

reportazuose akcentuoti gamtos ir kultiiros paveldo objektus.

Turus organizuoja ir iSlaidas padengia PO. Kandidatai

derinami su PO. Po tury, Tiekéjas turi pateikti apsilankiusiy

Zurnalisty straipsnius, video ir pan.

3.4. Italijos ziniasklaidoje pasirodziusiy straipsniy apie | Straipsniy Pateiktos

Lietuva monitoringas: susisteminta apzvalga nurodant temas, | monitoringo straipsniy

vieSinimo kanalus, pinigine verte ir kt., taip pat pridedami | ataskaitos monitoringo

straipsniai. pateikiamos kas ataskaitos

ketvirtj. kiekvienam

ataskaitiniam

laikotarpiui (ne
maziau kaip 11).

¢ Tietuvos 4.1. Dalyvavimas pristatant (teikiant informacijg) gamtos ir | Dalyvauta ne Dalyvauta ne
kuftiros ir kultiros  paveldo  objektus  bendruose stenduose, | maziau kaip 2 maziau kaip 5
gamtos kooperuojantis su Lietuvos turizmo galimybes jose | parodose. parodose.
paveldo pristataniais partneriais teminése, regioninése Italijos
objekty bei parodose (pavyzdziui, BMT, Salone del Turismo rurale,
istekliy BTTE, Fiera del Camper).
pristatymas Tiekejas i8 PO turi atsivezti j savo bistine (transportavimo
regioninése iSlaidas padengia Tiekéjas) ir jvairiomis progomis (pagal
teminése ir uzklausas, renginiuose, parodose ir pan.) iSplatinti ne maZiau
tarptautinése | kaip 500 kg Lietuvos gamtos bei kultiiros paveldo objektus
turizmo pristatanciy leidiniy.
parodose Tiekéjas turi uZtikrinti suvenyry/dovany jsigijimg ir
rinkodaros veikly jais apriipinima: ne maziau kaip 300 vnt.
keliy rtsiy (brangesniy ir pigesniy, pritaikant atitinkamoms
veikloms), reprezentaciniy, Lietuvos gamtos bei kultiros
isteklius pristatanCiy suvenyry, pvz., Zenklinti tusinukai,
servetelés akiniams, USB laikmenos, gintariniai Sauksteliai,
lino suvenyrai ar pan. Tikslus kiekiai ir suvenyry/dovany
tipai derinami su PO. Visi suvenyrai (arba Ju pakuotés) turi
buti pazenklinti ES struktiiriniy fondy vieinimo logotipu.
4.2. Dalyvavimas tarptautinéje TTG Incontri parodoje Rimini | Kasmet dalyvauta Dalyvauta 3
mieste su Lietuvos stendu (standartinis plius, 16 kv.m.) | TTG Incontri parodose.
pristatant Salies prioritetinius turizmo produktus per kultiros | parodoje.
ir gamtos paveldo objektus. Stendo dalyviai — VTD ir
Lietuvos TIC. Tiekéjas turi isnuomoti parodos plota stendui
(konkreti vieta derinama su PO), suorganizuoti informacinés
medzZiagos ir jvaizdiniy stendo apipavidalinimo priemoniy
(iki 50 kg) atvezima (i§ Lietuvos)/isvezima (j Lietuva) bei
i5déstymga stende.
5. Renginiy, 5.1. Turizmo skatinimo renginiy serijos (Road Show), | Suorganizuota 1 Suorganizuotos 3
pristatanciy pristatantios Lietuvos gamtos ir kultiiros paveldo objektus | renginiy serija. renginiy serijos.
Lietuvos trijuose Italijos miestuose suorganizavimas ir pilnas
Kultiiros ir igyvendinimas. Datos, miestai, dalyviai, turinys derinami su
gamtos PO.
paveldo 5.2. Dalyvavimas jvairiy kultiiros institucijy, LR ambasados Sudalyvauta 1 Sudalyvauta ne
objektus, ltalijoje, turizmo asociacijy organizuojamuose renginiuose renginyje. maziau kaip 2
organizavima | Italijoje, kontakty mugése, pristatant Lietuvos gamtos ir renginiuose.
s kartu su LR | kultiros paveldo objektus bei naujoves. Lietuvos TIC,
ambasada, turizmo  asociacijy  konsultavimas  bei informacijos
Lietuvos bei | suteilginmas. Dalyvautiny renginiy sgrasa derinti su PO ne
Italijos maziau kaip” 2 savaités iki—tehginio datos, pateikiant

/f%

_—
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turizmo preliminarig programa. Dalyvavimui renginiuose Tiekéjas
asociacijomis, | turi paruodti (jeigu renginio formatas leidzia): atitinkamai
ar auditorijai  ir renginio temai pristatyma/prezentacija
dalyvavimas | (patvirtintg PO) ir informaciniy leidiniy apie Lietuvg paketus
juose renginiy dalyviams bei apipavidalinti savo pristatymo vieta
Lietuva reprezentuojandia atributika (roll-up‘as, véliava,
plakatai ir pan.).
6. Turizmo 6.1. Italijos iSvykstamojo turizmo rinkos apzvalgy | Parengta 1 rinkos | Parengtos 2
rinkos analizé | parengimas (angly kalba) skirtingais Projekto laikotarpiais. apzvalga. Italijos
Turinys bei parengimo laikas turi biiti suderintas su PO. iSvykstamojo
Apzvalgoje turi biti trumpai apradyta Salies ekonominé turizmo rinkos
situacija, nurodant pagrindinius rodiklius, (iki 1 lapo), taip apzvalgos.
pat pateikti pagrindiniai kiekybiniai ir kokybiniai
iSvykstamojo turizmo rodikliai (jy tarpe ir j Lietuva, Latvija,
Estijg), apraSytos pagrindinés iSvykstamojo turizmo
tendencijos, turisty elgesio poky¢iai ir kiti pastebéjimai, kurie
bity naudingi organizuojant veikla siekiant padidinti
atvystamojo turizmo srautus i§ Italijos. Apzvalga taip pat turi
apimti kaimyniniy $aliy (Latvijos, Estijos, Lenkijos)
reklaminiy turizmo kampanijy apzvalga Italijos rinkoje bei
Italijos  kelioniy organizatoriy ir agentiiry kelioniy
pasialymus j Lietuva (KO/KA sgragas, suvestiné ir pokytis
projekto pabaigoje). Pageidautina pateikti jzvalgas ir
pasiilymus dél rinkodaros priemoniy efektyvinimo Italijoje.
Vienos apzvalgos apimtis — nuo 3 iki 7 A4 lapy teksto.
7. Bendradar- | 7.1. Naujy turizmo srities kontakty paieska ir esamy kontakty | Suteiktos Suteiktos
biavimas su palaikymas bei jy konsultacijos siekiant pristatyti Lietuvos konsultacijos 40 konsultacijos 110
turizmo gamtos ir kultiros paveldo objektus. Turi biti numatyti ir kontakty. kontakty.
srities igyvendinti  individualiis  susitikimai Paslaugy teikéjo
atstovais (i8 bustinéje, susitikimai jvairiy renginiy, parody metu bei
Italijos ir komunikacija kitais kanalais (telefonu, el. pastu).
Lietuvos) 7.2. Italijos turizmo specialisty atranka paZintiniams turams Pasitilyta ir Pasiiilytos ir
pristatant pristatant kultliros ir gamtos paveldo objektus Lietuvoje | suformuota 1 suformuotos 3
Lietuvos (grupés po 5 atstovus) 2016-2018 m. periodui, po vieng | grupe i§ 5 atstovy. | grupes, is viso 15
gamtos ir grupe per metus. Kandidatai derinami su PO. Turus atstovy.
kultiiros organizuoja ir i$laidas dengia PO.
objektus 7.3. Italijos turizmo specialisty mokymy programos, skirtos | Atsiskaitoma pagal | Per visg Projekto
supazindinti su Lietuvos gamtos ir kultiiros paveldo objektais fakta. laikotarpj
parengimas ir jgyvendinimas (gali bati organizuojami apmokyta 150

seminaro, nuotolinio seminaro internetu forma arba
internetinéje mokymy platformoje). Mokymy programos
turinj parengia Paslaugy teikéjas ir suderina su PO.

turizmo srities
specialisty.

*Konkretus rinkodaros vykdymo laikas (metai, ménuo) bus numatytas darby grafike, sudarytame po Sutarties pasiragymo.

The services of the implementation of integrated marketing measures in Italy will be acquired in pursuit of the
goal established in the Description No. 1 of project funding conditions of the Measure No. 05.4.1-LVPA-V-812
Tracks and Products and the Development of Tourism Marking Infrastructure” of
stainable Use of Natural Resources and Adap

“Marketing of National Tourist Routes,
the 5" priority axis “Environment, Su
Cohesion Fund Operational Programme for 2014-2020 ap
Republic of Lithuania of 9 December 2015 - to increase visitation and notoriet
in the implementation of supported activities - marketin

TECHNICAL SPECIFICATION OF THE SERVICES

IMPLEMENTATION OF INTEGRATED MARKETING MEASURES IN ITALY

products covering objects of cultural and natural heritage.

The follow&nﬁhil:be the definition of concepts in the technical specification:

tation to Climate Change” of the
proved by Order No. 4-778 of the Minister of Economy of the
y of objects of cultural and natural heritage
g of national tourism routes, tourism tracks and priority tourism




25

° Objects of natural heritage are bodies of water and their coastlines, wildlife, recreational forests,
recreational and protected areas as well as protected objects of landscape, the valuables of which allow using them for
various types of tourism.

° Objects of cultural heritage are objects of archaeological, historical, artistic, scientific and technical as well
as urban heritage, folklore, gastronomy and folk crafts, contemporary art works and scientific achievements, collections,
other cultural objects and protected territories, valuables of which allow using them for various types of tourism.

Services of the implementation of integrated marketing measures (hereinafter — the Integrated marketing
measures) in Italy must be designated for increasing visitation and notoriety of objects of natural and cultural heritage of
Lithuania promoting responsible tourism. The integrated marketing measures will cover e-marketing, advertising services,
cooperation with the media, presentation of objects of natural and cultural objects of Lithuania in regional thematic and
international tourism exhibitions, events for promoting tourism in various Italian cities and encouraging cooperation with
representatives in the tourism field.

In the provision of the services, the Service provider (hereinafter - the Supplier) shall emphasize the promotion of
responsible tourism —encourage potential tourists to Lithuania to optimally use resources, contribute to preservation of
objects of natural and cultural heritage and retention of global diversity, promote intercultural understanding and
tolerance, etc. The Supplier must establish a communication tone encouraging foreign tourists to responsibly travel
throughout Lithuania. The communication tone must be used in all integrated marketing measures and cover the entire
project implementation period. The communication tone must emphasize at least one of principles of responsible tourism:
'ptimal use of resources, respect for socio-cultural authenticity of communities hosting tourists, contribution to
wmtercultural understanding and tolerance, support for viable and long-term economic activities resulting in social and
economic benefits for all participating interest groups, promotion of tourism forms most suitable for the area - visitation

of objects of natural and cultural heritage.

The Supplier must seek for the integrated marketin
also at regions of the country. Increased flows of tourists i
their wish to foster

culturally enriching both groups concerned.
The Integrated marketing measures implemented by the Supplier in the Italian market are listed in Table 1.

Table 1. Integrated marketing measures in the Italian market

g measures to be targeted not only at cities of Lithuania, but
n regions would encourage curiosity of Lithuanian people and
traditions of their region, also, contribute to intercultural understanding and tolerance,

Integrating
marketing
measure

Detailed description of the integrated marketing measure

Target Service provision result
(quantitative and/or qualitative unit
of measure)

Periodically in
stages™:

(I) 1- 12 months,
(II) 13-24 months.

Throughout the
entire Service
provision period
including stage
(I11) 25-34
months; total 34
months.

1. Electronic
marketing
(e-marketing)

1.1. Increasing visitation and notoriety of objects of cultural
and natural heritage of Lithuania and popularity of tourism
products covering natural and cultural resources of Lithuania
in social networking websites.

Administration of the existing Turismo Lituania account on
Facebook, support and development of communication
(writing posts) in Italian. The aim of e-marketing is to
maintain the activity of Facebook account and increase the
number of followers, communicate in the Italian language by
posting messages, news, visual/ video information. Texts
must be grammatically correct and correspond to
communication style and tone of the target audience. The
content, style and design of the account must be unified and
approved with the Contracting Authority (hereinafier - the
CA), without breaching authors’ rights of any third parties.
When preparing message content, information from
Lithuania’s informational portals and websites designated for
touﬁl_:gpufces of the CA and otherrinformation sources in

At least 180
messages/ posts
posted in
Facebook account
(15 posts per
month), where the
average
engagement rate of
Top 12 messages/
posts having
received the
maximum number
of reactions,
comments or
shares shall be at
least 500 (in case
of the change in
calculation of the

Number of
account fans
present in the
beginning of the
Project increased
to at least 5 000
new fans; at least
510 posts posted;
implemented
advertising of at
least 170 posts.

R
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English must be followed and used. Examples include:

¢ www.facebook.com/LikeLithuanialT;

¢ http://issuu.com/goodmoodtravel/docs/ good_mood_trave
|_magazine autumn 20/1;

e www lithuaniatribune.com/category/economy-2/tourism/:

¢ www.madeinvilnius.com;

e www.welovelithuania.com, etc.

Also, communication must be maintained with TIC of cities
of Lithuania and institutions administering objects of cultural
and natural heritage. Communication should be associated
with posts from Likeable Lithuania accounts social
networking websites Pinterest, Instagram and Youtube (or
other social networks which would emerge in the course of
the Project). Reader comments requiring response, also
private messages must be answered no later than within one
working day.

The Supplier shall at its own expense promote posts on
Facebook. One promoted post must reach at least 4 500 users
selected by target segments (keywords, age, income,
hobbies, place of residence, etc.) At least 5 posts shall be
promoted per month. If promotion is inefficient or in case
of the change of promotion conditions on the social
network in the course of the project, promotion shall be
optimized by criteria approved with the CA.

engagement rate
on Facebook
during the
reporting period,
another equivalent
indicator reflecting
user engagement
shall be
calculated).
Implemented
advertising of at
least 60 posts (5
posts per month).

1.2. To develop and, upon the approval with the CA,
implement campaigns in the existing Lithuania’s account on
Facebook, inviting users to get involved and, by sharing
experiences, create content related to objects of natural and
cultural heritage of Lithuania, (for example, #visitlithuania,
#holidayinLithuania, #tastelithuania). Good foreign examples
are Visit Portugal ‘Share your Story’ and Irish campaign
https://winteriscoming.net/2015/12/18/tourism-ireland-wins-
marketing-award-for-game-of-thrones-campaign. Campaign
winners must be selected and awarded established prizes
(original, authentic Lithuanian souvenirs approved with the
CA). Quotes of most interesting and original user posts about
Lithuania, which the CA could use in its communication,
shall be selected and presented to the CA. Upon emergence
of new trends, new tools or products in social networks in the
course of the project, alternatives of a similar scope for these
campaigns shall be proposed and, upon the approval with the
CA, they shall be implemented.

At least 1
campaign
implemented on
Facebook

Implementation of
at least 3
campaigns.

1.3. Proposed and implemented e-advertising campaign
aimed at increasing visitation and notoriety of objects of
cultural and natural heritage of Lithuania in popular portals
selected and approved with the CA (such as TripAdvisor or
equivalent). The campaign will be aimed at encouraging
foreign tourists to visit cities and regions of Lithuania,
contribute to preservation of objects of natural and cultural
heritage and supporting global diversity. Not only traditional
channels, i.e. accessing target users on PC, but also
exploiting other digital marketing opportunities -
implementing a part of the campaign (advertising banners,
text%_jeminders) in versions adapted for web portals, blogs
and mobjles devices (mobile_adwertising) shall be used.

Implemented 1 e-
advertising
campaign; at least
300 000 users
reached.

Implemented 3 e-
advertising
campaigns; at least
900 000 users
reached.
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Methods for purchasing Real Time Bidding online advertising
may be used.

1.4. Preparation of newsletters in Italian for individual
segments for each reporting period and their distribution
using available databases (information used from Lithuanian
information portals and portals designated for tourism,
sources of information of the CA and other information
sources, such as:

¢  www.facebook.com/LikeLithuanial.T;

° http://issuu.com/goodmoodtravel/docs/good_mood*trave
I_magazine autumn_20/1;
www_lithuaniatribune.com/category/economy-2/tourism/;
www.madeinvilnius.com,

www.welovelithuania.com;

TIC of Lithuanian cities, etc.

The newsletter must present information on priority tourism
products covering objects of natural and cultural heritage of
Lithuania as well as novelties and events related thereto.
Newsletter content shall be approved with the CA.

At least 8
newsletters drawn
up and distributed
to individual
segments
according to the
available contact
base consisting of
at least 1 000
contacts.

At least 23
newsletters drawn
up and distributed.

2. Advertising | 2.1. Advertising campaign intended for end-users increasing | Implemented 1 Implemented 2

campaigns popularity objects of natural and cultural heritage of advertising advertising
Lithuania, which would reach large audience, for example, | campaign; reached | campaigns;
designed billboards in main subway stations of Milan/Rome | audience of at least | reached audience
and airports, advertising in bus stops and public transport, | 3 million users. of at least 6
etc. A specific proposal and concept must be agreed upon and million users.
approved with the CA.
2.2. TImplemented advertising project/ campaign for | Implemented 1 Implemented 3
introducing priority tourist products related to objects of advertising advertising
cultural and natural heritage (for example, presentation of | project/campaign; project/campaign;
Lithuania in the International Film Festival in Milan, | reached audience reached audience
campaigns/ presentations held by the Italian Feltrinelli | of at least 1 of at least 3
bookstore chain, campaign for increasing popularity of the | million users. million users.
Amber Road together with Italian cultural institutions, etc.),
proposing at least 3 ideas, of which one idea shall be

| implemented, depending on the choice of the CA

K 3.1. Cooperation with media representatives, presentation of | At least 120 At least 340

Cooperation | information and response to inquiries. To plan participation | inquiries inquiries

with the in various journalist associations, their events (for example, | answered. answered.

media and ADUTEI).

public 3.2. Preparation of press releases and their distribution to | At least 10 press At least 28 press

relations media contacts base. Topics, final press release layout and | releases prepared | releases prepared

text to be approved with the CA.

and distributed to
the available
contact base (at

and distributed.

CA’s individual or group sightseeing tours in Lithuania. The
tours shall cover cities and regions of Lithuania and
encourage Italian media representatives to focus on objects of
natural and cultural heritage in their articles and reportages.
The CA shall arrange the trips and cover expenses.
Candidates shall be approved with the CA. After the trips, the
Supplier shall present articles, videos, etc. of visiting

least 1 000

contacts).
3.3. Selection of Italian media representatives writing about | At least 10 media | At least 30 media
traveling, culture or lifestyle, producing and hosting radio representatives representatives
and TV shows, as well as bloggers, and offering them for | offered. offered.

articles published in Italian media:

Article monitoring

Presented article

journalists.
34. ﬁog@ring of
W?’ =
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systemized review indicating topics, publicity channels,
monetary value, etc., also enclosing articles.

reports presented
every quarter.

monitoring reports
for each reporting
period (at least
11).

4.
Presentation
of objects of
cultural and
natural
heritage and
resources of
Lithuania in

4.1. Participation in presentation of (provision of information
on) objects of natural and cultural heritage in shared displays,
cooperating with partners introducing therein Lithuanian
tourism possibilities in thematic and regional Italian
exhibitions (such as BMT, Salone del Turismo rurale, BTTE,
Fiera del Camper). The supplier shall bring from the CA to
its headquarters (with the supplier covering transportation
costs) and distribute at least 500 kg of publications

Participation in at

least 2 exhibitions.

Participation in at
least 5 exhibitions.

thematic introducing objects of natural and cultural heritage of
regional and | Lithuania on various occasions (in response to inquiries, in
international | events, exhibitions, etc.).
tourism The supplier shall ensure the acquisition of souvenirs/gifts
exhibitions and supply of marketing activities therewith: at least 300 pcs.
representational (more expensive and cheaper ones, adapted
for respective activities) souvenirs and souvenirs introducing
natural and cultural resources of Lithuania, for example,
promotional pens, eyeglass cleaning tissues, USB flash
drives, amber spoons, linen souvenirs, etc. Exact quantities
and types of souvenirs/gifts shall be approved with the CA.
All souvenirs (or their packaging) shall bear a publicity logo
of EU Structural Funds.
4.2. Participation in the international TTG Incontri exhibition | Annual Participation in 3
in Rimini with Lithuanian display (standard plus, 16 square participation in the | exhibitions.
meters) introducing priority tourism products of the country | TTG Incontri
through objects of cultural and natural heritage. Display | exhibition.
participants — STD and Lithuanian TIC. The supplier shall
lease the area in the exhibition for the display (specific
location to be approved with the CA), arrange the import of
information material and brand measures for setting up the
display (up to 50 kg) (from Lithuania)/export (from
Lithuania) and layout in the display.
5. 5.1. Organization of series of events (Road Show) for Arranged 1 series | Arranged 3 series
Organization | promoting tourism introducing objects of natural and cultural | of events. of events.
of events heritage of Lithuania in three cities in Italy and complete
introducing implementation thereof. Dates, cities, participants and
objects of content must be approved with the CA.
cultural and 5.2. Participation in events held by various cultural Participation in 1 Participation in at
natural institutions, the Embassy of the Republic of Lithuania to Italy | event. least 2 events.
heritage of and tourism associations in Italy, matchmaking events,
Lithuania introducing objects of natural and cultural heritage and
together with | novelties of Lithuania. Consultations to Lithuanian TIC,
the Embassy | tourism associations and provision of information. The list of
of the events to be attended shall be approved with the CA at least 2
Republic of weeks before the event date, presenting a preliminary
Lithuania, programme. The supplier shall prepare the following for
tourism participation in events (if the format of the event so allows):
associations presentation for a respective audience and topic of the event
of Lithuania | (approved with the CA) and fact sheets on Lithuania to event
and Italy, and | participants, and set up the place of presentation using
participation | attributes representing Lithuania (roll-up, flag, posters, etc.).
therein
6. Tourism 6.1. Preparation of overviews of outbound tourism of Italy (in Prepared 1 market | 2 Italian outbound
market the English language) at different periods of the Project. The | overview. tourism market
analysis conte d time of preparation shall be approved with the overviews
CA.%&W shall shortlyd€seribe economic situation prepared.

s
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of the country, indicating key indicators (up to 1 page), also
presenting quantitative and qualitative outbound tourism
indicators (including to Lithuania, Latvia and Estonia),
describing key outbound tourism trends, changes in tourist
behaviour and other observations, which would be beneficial
in the organization of activities in order to increase inbound
tourist flows from Italy. The overview shall also cover the
review of promotional tourism campaigns of the
neighbouring countries (Latvia, Estonia and Poland) in the
Italian market and travel offers of Italian travel agencies and
tour operators to Lithuania (KO/KA list, summary and
change at the end of the project). Presentation of insights and
offers for increasing efficiency of marketing measures in
Italy would be desirable. The scope of one overview should
range from 3 to 7 A4 text pages.

Search of new contacts in the tourism area and

% 7ol

Cooperation maintenance of the existing contacts, also consultations
with provided to them with the aim to present objects of natural
rooresentative | and cultural heritage of Lithuania. Individual meetings in the
s i the

tourism area
(from Italy

headquarters of the Service provider, meetings in various
events and exhibitions as well as communication via other
channels of communication (by phone or e-mail) must be

Provision of
consultations to 40
contacts.

Provision of
consultations to
110 contacts.

and planned and implemented.
Lithuania) 7.2. Selection of Italian tourism specialists for sightseeing | 1 group consisting | 3 groups
introducing tours presenting objects of natural and cultural heritage of | of 5 consisting of a
objects of Lithuania (5 representatives in each group) for the representatives total of 15
natural and 2016-2018 period, one group per year. Candidates shall be proposed and representatives
cultural approved with the CA. The CA shall organize the tours and | formed. proposed and
heritage of COVEr expenses. formed.
Lithuania 7.3. Preparation and implementation of the training | Payments based on | 150 tourism
programme for Italian tourism specialists aimed at | fact. specialists trained
introducing them with objects of natural and cultural heritage throughout the
of Lithuania (may be organized in the form of a seminar or entire duration of
remote online seminar, on in an online training platform). the Project.

The service provider shall prepare the content of a training
programme and approve it with the CA.

* A specific time for holding marketing activities (year, month

€ Contract.

) shall be planned in the work schedule drawn up after the signing of

Perkancioji organizacija

Paslaugy teikéjas
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