COURSE DESCRIPTION
	Course code
	Course group 
	Volume in ECTS credits
	Course valid from 
	Course valid to

	MAV4002
	C
	6
	2022 04 15
	2025 02 01


	Course type 
	Compulsory

	Course level 
	First cycle

	Semester the course is delivered
	8

	Study form 
	Face-to-face / Distance


Course title in Lithuanian
	SMULKAUS VERSLO VADYBA IR MARKETINGAS


Course title in English
	SMALL BUSINESS MANAGEMENT AND MARKETING


Short course annotation in Lithuanian
	Dalyko paskirtis – studijuoti teorinius ir praktinius smulkaus verslo vadybos ir marketingo pagrindus. Baigę dalyką studentai įgys žinių pagrindus bei supratimą apie antreprenerystės fenomeną, smulkaus verslo prigimties ir savybių skiriamuosius bruožus bei jų reikšmę šalies ekonomikai, smulkaus verslo aplinką ir funkcionavimą įtakojančius veiksnius, smulkaus verslo vadybos ir marketingo procesų sudėtines dalis ir ypatumus, verslumo skatinimą Lietuvos ir Europos Sąjungos lygmenimis; išmoks paruošti verslo planą.  


Short course annotation in English
	The aim of the course is to study the theoretical and practical backgrounds of small business management and marketing. In this course students will acquire knowledge and understanding of the phenomenon of entrepreneurship, the small business nature and distinctive features, small business environment and the functioning of small business management and marketing processes, promotion of small business ventures on the Lithuanian and European Union levels; will learn how to prepare a business plan..


Prerequisites for entering the course
	Principles of Marketing


Course aim
	To teach students to apply the knowledge of small business management and marketing to create an enduring value for organizations in changing marketplace.


Links among study programme outcomes, course outcomes and criteria of learning achievement evaluation
	Study programme: Business Administration Programme outcomes
	Course outcomes
	Content (topics)
	Study methods
	Assessment methods

	1.Identify and explain the main theoretical approaches, concepts and factors of the internal and external business environment in different business contexts in the fields of business management and science.
	1. To recognize and explain the main marketing terms used in modern small business environment
	1. Small business and entrepreneurship. 

6. Concept of small business management and marketing activities.
	Teaching methods: provision of information (explanation, illustration) using visual aids; case-based lecture; formulation and explanation of problem-oriented examples, issues and tasks; moderation of case study; moderation of discussion; consulting. 

Learning methods: individual work: search for and analysis of information in educational literature, periodical sources, the internet, etc.; analysis of cases; analysis of problem-oriented examples and issues; preparing practical tasks; discussion; consultation; group consideration of seminar tasks; collective students’ work while preparing a group presentation; oral self-reflection.
	Written assessment (colloquium and examination); assessment of seminar tasks. Assessment of an independent group work final written report and its oral presentation.

	
	2. To recognize and explain the influence of small business nature and distinctive features’ on the organization’s marketing
	2. Small business start-ups.

3. Relationships between small business and big industrial companies.

4. Objectives and strategy for the small business. 

5. The possibilities and barriers for the small business development.
	
	

	
	3. To recognize and explain the main small business marketing activities
	7. Small business marketing: concept, content, methods.

9. Small business and competition
	
	

	 2. Apply the principles, methods and tools of traditional and modern theories in the field of marketing, finance, human resources, operations and other areas of business management, taking into account the modern business environment at the national and global levels.
	4. To identify business to business marketing challenges and propose appropriate management techniques
	7. Small business marketing: concept, content, methods.

8. Small business management: concept, content, methods.

10. Financing opportunities and forms of assistant.

11. Small business and marketing outsourcing.
	
	

	4. Identify and critically evaluate the economic, social and ethical challenges of businesses, after analysing the factors of the changing business environment and their possible impact on business, also taking the business mission and strategic goals into account.
	5. To recognize and explain the main factors of business environment influencing small business marketing and management activities
	4. Objectives and strategy for the small business.

7. Small business marketing: concept, content, methods.

8. Small business management: concept, content, methods.

9. Small business and competition
10. Financing opportunities and forms of assistant.
	
	

	5. Independently analyse various business administration situations, problems and opportunities, offer them alternatives of possible solutions and to anticipate actions and challenges for their implementation.
	6. To apply knowledge of small business management and marketing to analyse organizations decisions 
	7. Small business marketing: concept, content, methods.

8. Small business management: concept, content, methods.

9. Small business and competition
10. Financing opportunities and forms of assistant.

11. Small business and marketing outsourcing.
	
	

	
	7. To analyse independently a specific small business management and marketing situation and to make conclusions
	
	
	


	10. Financing opportunities and forms of assistant.
12. Preparation of business plan.
	
	

	
	9. To formulate and defend one’s opinion during the seminars, discussions, etc. and to persuade by providing argumentations for the ideas presented
	
	
	

	
	10. To demonstrate the ability to communicate with others, share work, take responsibility during the preparation of an independent work, etc.
	12. Preparation of business plan.

13. Final discussion.
	
	

	7. Demonstrate the core values and principles necessary for a business professional, to apply systematic approach, analytical, critical and creative thinking in performing various business administration activities, ability to responsibly make ethical, innovative and creative decisions in the field of business administration, take responsibility for the taken decisions and their impact on society and the environment and to pursue continuous formal and non-formal learning.
	
	
	
	


Criteria of learning achievement evaluation
	1. The student recognizes and explains at least half of the given terms.
2. The student recognizes and explains the influence of small business nature and distinctive features on the organization’s marketing according to at least half of the given questions.
3. The student recognizes and explains the main marketing activities according to at least half of the given questions.
4. The student demonstrates at least sufficient ability to identify and describe at least half of the business-to-business marketing challenges presented and proposes appropriate management techniques.

5. The student recognizes and explains the main business environment factors influencing small business marketing and management activities.
6. The student recognizes and assesses the situation in the organization according to at least half of the given questions.
7. The student demonstrates minimal sufficient knowledge for the analysis of a specific small business management and marketing situation, using examples and analogues.
8. The student together with other members of the group prepares an oral presentation on the specific services marketing topic, which meets at least half of the given requirements.
9. The student formulates his/her opinion and answers uncomplicated questions about his/her ideas.
10. The student works together, communicates with other members of the group, and takes responsibility in order to achieve his/her personal results.


Distribution of workload for students (contact and individual work hours)

	Form of studies
	Face to face 
	Distance

	Lectures
	30 hours
	30 hours

	Seminars
	30 hours
	30 hours

	Total hours of contact:
	60 hours

	Individual student work
	100 hours

	Total:
	160 hours


Structure of cumulative score and value of its constituent parts

	Colloquium – 30%,

Seminars – 10%
Group work – 20%, 

Examination – 40%


Recommended reference materials
	No
	Publication year
	Authors and title of publication (e-source)
	Publishing house
	Numbers of copies in

	
	
	
	
	University library
	Metodiniuose kabinetuose
	Kitose bibliotekose

	
	
	
	Or link to e-source

	Basic materials

	1.
	2019
	Jarvis, P. Company of One: Why Staying Small Is the Next Big Thing for Business
	Houghton Mifflin Harcourt Publishing company
	e-book
	
	

	2.
	2019
	Crovini C. Risk Management in Small and Medium Enterprises
	Routhledge
	e-book
	
	

	3.
	2012
	Cadden, D., Lueder, S.L. Small Business Management in the 21st Century
	https://open.umn.edu/opentextbooks/textbooks/small-business-management-in-the-21st-century https://resources.saylor.org/wwwresources/archived/site/textbooks/Small%20Business%20Management%20in%20the%2021st%20Century.pdf

	4.
	2016
	Burns, P. Entrepreneurship and Small Business
	https://www.macmillanihe.com/resources/sample-chapters/9781137430359_sample.pdf

	5.
	2013
	Longenecker, J.G., C.W. Moore, J.W. Petty. Small Business Management
	https://books.google.lt/books?isbn=1133947751

	6.
	2014
	Sfetcu, N. Small Business Management for Online Business
	https://books.google.lt/books?id=ej_dBAAAQBAJ

	Supplementary materials

	1.
	2012
	Bressler, Martin S. How small businesses master the art of competition through superior competitive advantage
	Elektroninis išteklius straipsnių duomenų bazėse

	2.
	2009
	Everett, R. F. The entrepreneur‘s guide to marketing
	EBSCO e-book collection


Course description designed by
	Dr. Mantautas Račkauskas, Mindaugas Šerpytis


