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ENTREPRENEURIAL MARKETING
	Course code
	MGN255

	Course title
	Entrepreneurial Marketing

	Type of the course
	Compulsory 

	Study level
	1st

	Department
	Bachelor Studies

	Year of study
	1st 

	Semester
	Spring

	Credits
	3 ECTS credits: 

24 hrs. lectures & seminars

	Lecturers
	Senior lecturer Ieva Bieliūnaitė-Jankauskienė

	Study form
	Daytime/Fulltime

	Course prerequisites
	-

	Language of instruction
	English


Annotation
This course covers marketing fundamentals which entail the essential principles of marketing and tactics of their application in business organizations. 

The course introduces various marketing strategies, modern marketing tactics and the principles of their set-up. Different business orientations, the main factors of the marketing micro and macro environments, their influence and the company's reaction to them will be discussed. This course presents the basics of consumer behaviour, analyses the issues relate to the identification of market segments, selection of target audiences, positioning and brand establishment. The analysis of the elements of the marketing mix focuses on the product life cycle concept, new product development, assortment management, pricing strategies and methods, distribution channel design and management, marketing communication process, management of individual sponsorship and public relations actions.

The course also covers the basics of marketing activities in the company, and introduces the peculiarities of service marketing, international marketing, personnel marketing.
Aim of the course

The aim of the subject - to provide students with essential knowledge of modern marketing theory as well as practical application skills thus creating a market-oriented thinking basis.
	Course learning outcomes (CLO))
	Degree level learning objectives (Number of LO)
	Study methods
	Assessment methods

	SLO1. Understand the added value of marketing to organizations and its evolution.
	LO 1
	Lecture and self-study.
	Intermediate test.

	SLO2. Be able to analyse and research micro and macro environments, perceive the most important marketing threats and opportunities for an existing or newly created business unit, product or service.
	LO 6 
	Lecture, class assignments, group work, seminar, self-study.
	Intermediate test, homework assessment, final exam.

	SLO3. Be able to envisage market opportunities and offer goods or services to the market that meet consumer needs.
	LO7
	Lecture, group work, seminar, self-study.
	Intermediate test, homework assessment, final exam.

	SLO4. Define the main segmentation criteria, be able to identify the market segment based on the basic methods of segment identification, choose the target market and the most appropriate market coverage method.
	LO6
	Lecture, group homework, seminar, self-study.
	Intermediate test, homework assessment, final exam.

	SLO5. Be able to adapt the elements of the marketing complex to the target market, considering the micro and macro environments, product life cycle and company capabilities.
	LO9
	Lecture, class assignments, group homework, seminar, self-study.
	Intermediate test, homework assessment, final exam.

	SLO6. Be able to make estimates of marketing expenses and income for one year.
	LO4
	Lecture, group homework, seminar, self-study.
	Homework assessment.

	SLO7. Be able to work in a team, effectively and creatively solve practical marketing problems, be able to present the results of group work in writing and orally, as well. Be able to argue the proposed solutions.
	LO12
	Group homework, seminar, self-study.
	Homework assessment, all seminars’ tasks assessment.


Quality management

Application of interactive teaching methods, discussion of completed tasks, regular group consultations, formation of an expert commission in evaluating group students' work, feedback from students in evaluating the quality of the course.
Cheating prevention
The exam is administered by administrative staff. Open homework assertion (presentation and Q&A session) in the classroom, in front of a commission.
Course content
	 
	THEME
	Acad. Hrs.

	1.
	Framework. Definition of key concepts: entrepreneurship, purpose, ethics and value. Presentation of the marketing framework: key value creation steps, incl. context definition, segmentation, targeting, positioning, branding and the 7Ps. 
	2

	2.
	Self-Awareness. Basics of entrepreneurial psychology. Evaluation of self within the business context (purpose, values, role(s), ambitions, aspirations). 
Teamwork. Team set-up and building. Team productivity and evolution cycle. Role definition and framing of expectations. Feedback mechanism. 
 
	2

	3.
	Market analytics. Market research principles, tolls and techniques. From questionnaire building to individual interview scenario. Set-up and launch of actual market research. 
	2

	4.
	The Pitch. Creating value (a concrete idea) that students will be working on following a start-up pitch roadmap. Final pitch material: building individual / group pitches. 
	2

	5.
	Barrier Busters. Main reasons why ideas, concepts and business fail and how to prevent it: checklist, tools, techniques, case-studies. 
	2

	6.
	TEST + Idea accelerators. The perfect set-up for an MVP (minimum viable product) and prerequisites for smooth operations. 
	2

	7.
	Scaling. Tactics and tools for bringing an idea or business to the next level and reaching broadest audiences. 
	2

	8.
	Communication tactics. Key elements in creating a communication plan. Basic PR principles. Roadmap from the initial brief to actual advertising campaign.  
	2

	9.
	Testing & feedback. A/B testing of advertising campaigns - ways to do it and practice. 
	2

	10.
	Student presentations & discussions round 1
	2

	11.
	Student presentations & discussions round 2
	2

	12.
	Wrap-up: interactive discussion on lessons learned and way forward (base, milestones, resolutions).
	2


Self-study and assessment:
	Type of assignment
	Topics
	Self-study hours
	Final grade, %

	Test: 
	1-5 topics

	
	30

	Homework
	1-12
	
	70

	Total:
	
	
	100


Course Assignments:

1. Intermediate written test during the semester (1 tests, 15 min limit). It is a small-scale knowledge test (up to 20 questions with multiple choice answers). During the test, students' theoretical knowledge will be tested: questions about basic notions, concepts, classifications, types of objects, their advantages, disadvantages are presented. Tests will be written at the beginning of lectures / seminars, the date will be scheduled in advance. There will be one test during the semester. The impact of the tests on the final grade is 30%. Intermediate tests CANNOT be retaken. 
2. Homework. It is an independent, continuous work within a group, which consists of 6-8 students. The aim of the task will be specified by the lecturer, but shall imply an advertising campaign for a given company, product, service, idea or concept. The impact of such homework for final grade is 70%. Presentations will be pitched during the seminars at predetermined time, when groups of students will have to take the stage. There will be NO possibility to reschedule homework.
Notes:
· The schedule of the topics may change if guest lecturers come to the seminars. Students will be notified of possible changes a week in advance.

· The size of the individual task groups may vary depending on the number of students. The final size of the group will be determined and students will be informed about it during the first lecture (if complete course lists are available). Also, groups can be merged at the direction of the instructor leading the seminars.

· All semester works provided in the subject description will be performed during the semester according to the schedule specified by the lecturer. You will not have the option to perform them later.
· The lecturer has the right to influence the final student's grade by assigning additional tasks and / or assessing the student's active participation in lectures and seminars, but the lecturer’s influence on the final grade may not exceed 0.5 points.
Literature:

Obligatory readings:
1. Play Bigger: How Pirates, Dreamers, and Innovators Create and Dominate Markets (2016) / A. Ramadan, FD. Peterson, C. Lochhead, K. Maney, Harper Business

2. Marketing Genius / P. Fisk, Capstone Publishing Limited   

3. Organizational Behaviour (2019) / D.A.Buchanan, A.A. Huczynski, 10th edition, Pearson.

4. Marketing (2010) / W.M.Pride, O.C. Ferrell, 15th edition. South-Western CENGAGE Learning.  
Optional readings:
Students may additionally use other textbooks that contain course topics, see “Lectures. Lecture Topics” above.
Learning outcomes of the Entrepreneurship and Innovation Programme
	Upon successful completion of the Programme, the gradutes will be able:

	Knowlwdge and its application
	LO1: To demonstrate understanding of economic and management concepts, principles and theories and ability to apply them in business creation and business development decisions.

	
	LO2: To demonstrate understanding of the principles of exponential technologies, their impact on the environment and society, and social responsibility of business when applying these technologies in business.

	
	LO3: To demonstrate understanding main innovation management challenges and management methods in organizational environment

	
	LO4: To demonstrate understanding of  financial planning instruments and business financing principles and stages, principles of preparation of financial reports and are able to apply this knowledge in practice.

	
	LO5: To demonstrate the knowledge of the principles of establishment of business organizations and are able to apply this knowledge in practice.

	Research skills
	LO6: To collect, analyse, and interpret data, necessary to develop customer oriented services and are able to solve other digital business challenges; are able to ethically use and distribute data adhering to the principals of data security and privacy.

	Special abilities
	LO7: To identify customer needs and develop client –oriented services and products by integrating current and emerging technologies.

	
	LO8: To develop communication strategies and implement multimodal digital communication tools.

	
	LO9: To apply project management principles when developing and implementing continuous business plan and in the business environment.

	Social abilities
	LO10: To identify their leadership style and apply leadership principles when solving business challenges in a tean and/or organization

	
	LO11: To understand and analyze their own and other people emotional states and feelings, are able to understand work-life balance principles and apply this knowledge in practice.

	
	LO12: To be effective team member and work in in a multicultural environment, be accountable for the team results

	
	LO13: To apply ethical principles in academic and professional environment.

	Personal abilities
	LO14: To effectively and powerfully communicate created value using multimodal communication tools and channels (written, oral, video, graphic) with professional and other audiences. 

	
	LO15: To analyze  problems and apply critical and constructive thinking when making business decisions in challenging and uncertain situations

	
	LO16: To understand oneself in the context of a team, organization and choose relevant self-developmental and self-regulation methods (reflection).
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