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EXPLANATORY NOTE

Syllabus on training discipline «Marketing of Innovation Project» is worked 
out at the educational establishment «Belarusian State Economic University» in ac­
cordance with the educational standard and curricula of master training on the spe­
cialty 1-26 80 05 «Marketing».

Training discipline «Marketing of Innovation Project» considers the need of 
specialists in the knowledge of the marketing methods and mechanisms used to ef­
fective regulation of innovative activity of economic subjects. Innovations are an 
important part of the modem economy. Their absence slows down public reproduc­
tion: production, distribution, exchange and consumption.

The «Marketing of Innovation Project» course is practical-oriented discipline. 
It is directed to formation of analytical thinking, skills of work with the various mar­
keting tools for justification of innovative marketing projects.

During studying of material it is necessary to fix system knowledge about the 
markets, the prices and other elements of marketing.

Links with other training disciplines: training discipline «Marketing of Inno­
vation Project» is related with the disciplines «Marketing and Society», «Intelligent 
data analysis in Marketing».

The objective of the discipline teaching: forming of the complex of theoretical 
and practical knowledge in the marketing sphere usable for the development and re­
alization of the innovative marketing project.

The tasks of the discipline teaching:
-  to disclose the basic concepts and theoretical bases of innovation engineer­

ing approach;
-  to acquaint master students with the main approaches and methods of as­

sessment of the innovative project effect and efficiency;
-  to disclose the content of the main marketing functions, methods and tools 

applicable in innovative engineering;
-  to learn cash flows management, their structure and efficiency indicators;
-  to learn evaluation and management of innovative projects risks.
Master training within the studying of the discipline «Marketing of Innovation 

Project» must to ensure forming the following competences.
-  UC-1. Be able to apply the methods of scientific knowledge (analysis, 

comparison, systematization, abstraction, modeling, data validation, decision­
making, etc.) in independent research activities, to generate and implement innova­
tive ideas.

-  UPC-4. Be able to apply the methods and tools of marketing in relation to 
innovative projects, to generate and promote new ideas, to apply them for the com­
mercialization of research results.

As a result of studying discipline master students must:
to know:
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-  principles, content and peculiarities of project approach to investment man­
agement, its possibilities and advantages within innovative activity;

-  theoretical and methodical bases of marketing management of innovation 
project;

-  methods, forms and organization of innovation project realization (finan­
cial, material, technical, information and other support of innovation project realiza­
tion);

-  initial indicators and information necessary for the economic substantiation 
of innovation project;

-  methods, possibilities and conditions of the project risks minimization;
-  indicators of the economic effect and efficiency of innovation project;
to be able:
-  to identify the investment idea and possibilities (of the economic branch, 

enterprise, organization);
-  to formulate the innovation intension and develop the concept of concrete 

project, to organize necessary marketing investigations;
-  to evaluate market conjuncture, project lifecycle, and to predict internal and 

external factors influence;
-  to create and substantiate innovation project business-plan and sources of 

its financing;
-  to use in practice the knowledge obtained within «Marketing Innovation 

Project» discipline studying: to develop innovation projects with correspondent cal­
culation and substantiation of its economic efficiency;

to have skills in:
-  formulation of the targets of innovation engineering;
-  obtaining of the marketing information needed for the development and re­

alization of innovation project business-plan;
-  evaluation of the economic efficiency of innovation project and results of 

its realization with the use of project approach;
-  automation of business-planning of innovation activity with the use of in­

formation technologies.
In accordance with the curricula on specialty 1-26 80 05 «Marketing» the vol­

ume of the training discipline «Marketing of Innovation Project» is 108 academic 
hours, including for full-time form of education 36 auditory study hours (18 hours of 
lections, 8 hours of practical workshops, 10 hours of laboratory classes), for part- 
time form of education 10 auditory study hours (4 hours of lections, 2 hours of prac­
tical workshops, 4 hours of laboratory classes).

Form of control is exam.
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TRANING MATERIAL CONTENT

Topic 1. Innovation activity of economic subjects as an object of engineer­
ing and marketing

Innovation as a product and a source of the economic subjects’ development. 
Strategies of the enterprise and marketing role. Comparative characteristic of tradi­
tional and innovative production processes. Types and elements of innovative activi­
ty at the enterprise.

Definitions of the «project» term. Targets of the project and their hierarchy. 
Parameters of the project and their characteristic. Restrictions and resources of the 
project. Classification of projects. Innovative engineering. The place of marketing in 
the innovative engineering. Distinctive features of the innovative project. Types of 
innovative projects. Definition of the «portfolio of innovative projects» term. Crea­
tion of the portfolio of innovative projects. Marketing role. Spatial illustration of the 
innovative project development process.

Topic 2. Lifecycle of the innovation project and its engineering
Definition of «innovation project lifecycle» term. Project cycle: phases, stages 

and sub-stages. Phases of the innovative project lifecycle: pre-investment, invest­
ment, post-investment. Stages of the innovative project and their characteristic. Mar­
keting functions, methods and tools realized within of phases and stages of the inno­
vative project lifecycle.

Topic 3. Marketing evaluation of the potential of innovation project
Determination of structure of the project. Development of the scheme of the 

business-process which defining orientation and content of innovation activity. 
Analysis of a state and forecast of technological and economic development of key 
and allied industry branches, enterprises and markets. Development of the technical 
project for detailed market research. Technologies of purposeful search of the inno­
vative ideas. The choice of the innovative idea for development of the innovative 
project.

Topic 4. Business-plan of the innovation project and its structure
Definition of «business-plan» term. Types of business-plans. Targets, tasks 

and functions of the business-plan. Requirements of the international economic or­
ganizations to the business-plan development. The legislation regulating business- 
planning in the Republic Belarus. The recommended approximate structure of the 
business-plan. Sections of the business-plan of the innovative project and their key 
indicators.

Determination of business opportunities. Determination of the innovative pro­
ject, its purposes, end result, structure, etc. Technical, technological, organizational, 
economic and commercial characteristics of the innovative product (process). Mar­
keting chapter of the business-plan: structure and indicators. Plan of the innovative 
production, indicators and a technique of their calculation. Organizational plan of the
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innovative product creation. Diagnostics of organizational structure and production 
management system. Identification of the project risks and mechanisms of their in­
surance and neutralization. Definition of the project financing sources. Financial 
chapter of the project and its indicators.

Topic 5. Marketing chapter of the business-plan of innovation project
Marketing characteristic of the innovative product. Assessment of construc­

tion, production technologies, design features. Comparison of product properties 
with competitors’ goods and goods-substitutes. Licensing and certification. Descrip­
tion of packing and trade mark. Detailed characteristic of the main current and per­
spective sales markets for innovative production. Calculation of sales markets capac­
ity. Calculation (forecast) of a share of the enterprise in these markets. Methods of 
studying of target consumers needs. Assessment of the factors forming demand on 
the innovative product. Assessment of the market reactions on the innovative product 
emergence. The analysis of the competition on innovative product sales markets. 
Identification all acting and potential competitors and determination of the strong 
and weak sides of their activity. Determination of number and share at the market of 
the enterprises which are producing similar products. Assessment of image of com­
petitors, their organizational structures, income, price level, efficiency of advertizing. 
Assessment of competitiveness level of the innovative products. Assessment of ad­
vantages of the enterprise developing the project, in comparison with the main com­
petitors concerning characteristics of innovative products, prices, discounts, sales 
channels, and promotion methods.

Development of the marketing plan. Definition of the targets, tasks and strate­
gy of marketing of the innovative project. Formation of the price policy. Justification 
of the choice of forms and sales channels of an innovative product, including 
schemes of logistic ensuring deliveries. Formation of a system of marketing commu­
nications (creation of the public relations, choice of productive advertisement, justi­
fication of productive methods of sales promotion). Itemized calculation of the mar­
keting budget of the innovative project. Assessment of the marketing efficiency.

Topic 6. Risks of the innovation project and marketing tools of their iden­
tification, localization and neutralization

Definition of the «risks» term in the economic sphere. The factors causing 
risks and indicators of their measurement. Classification of risks. The risks identified 
in innovative activity. Diagnostics and minimization of risk influence. Innovative 
risks identified at a stage of the project initiation. Determination of the scientific, 
technical, technological, administrative intellectual potential for implementation of 
the project. Economic risks and criteria of their determination. The market risks of 
the project and factors forming them. Marketing instruments of identification, meas­
urement and neutralization. Financial risks, indicators of their measurement, mecha­
nism of insurance and management.
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Topic 7. Evaluation of marketing productivity and efficiency of innovation 
project

Definition of the terms «marketing productivity» and «project efficiency». As­
sessment of the expected economic effect of the project implementation. Basic prin­
ciples and indicators of productivity and efficiency evaluation of the innovative pro­
ject in general and marketing of the innovative project in particular. Social, cost, en­
vironmental and administrative efficiency of the innovative project. Marketing influ­
ence. Indicators of the effect and efficiency of the innovative project (the net profit 
value, internal return rate, the index of profitability, a payback period).
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ACADEMIC MAP OF THE TRAINING DISCIPLINE
«Marketing of Innovation Project» 

for the specialty 1-26 80 05 «Marketing» 
for full-time form of education
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controlled in­
dependence 
work (CIW)

Lec­
tions

PW
(LC)

1 2 3 4 5 6 7 8 9

1

Innovation activity of 
economic subjects as an 
object of engineering and 
marketing

2 1 - - - [2,4-6] Oral sur­
vey

2
Lifecycle of the 
innovation project and its 
engineering

2 1 2 - - [1,4-5]
Oral sur­

vey

3
Marketing evaluation of 
the potential of 
innovation project

2 1 2 - - [3,6]
Oral sur­

vey

4
Business-plan of the 
innovation project and its 
structure

4 1 2 - - [1,4-6] Control
work

5
Marketing chapter of the 
business-plan of 
innovation project

4 2 2 - - [1,4-6]
Oral sur­

vey

6

Risks of the innovation 
project and marketing 
tools of their 
identification, 
localization and 
neutralization

2 1 2 - - [3,6-9]

Oral sur­
vey

7

Evaluation of marketing 
productivity and 
efficiency of innovation 
project

2 1 - - - [1,2, 5] Control
work

Total 18 8 10 - - Exam
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ACADEMIC MAP OF THE TRAINING DISCIPLINE
«Marketing of Innovation Project» 

for the specialty 1-26 80 05 «Marketing» 
for part-time form of education»
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PW
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1 2 3 4 5 6 7 8 9

1

Innovation activity of eco­
nomic subjects as an ob­
ject of engineering and 
marketing

1 - - [2,4-6] Oral survey

2 Lifecycle of the innovation 
project and its engineering 1 - 1 [1,4-5]

Oral survey

3
Marketing evaluation of 
the potential of innovation 
project

1 - 1 [3,6]
Oral survey

4
Business-plan of the inno­
vation project and its 
structure

- - 1 [1,4-6] Control
work

5
Marketing chapter of the 
business-plan of innova­
tion project

1 2 1 [1,4-6]
Oral survey

6

Risks of the innovation 
project and marketing 
tools of their identifica­
tion, localization and neu­
tralization

- - - [3,6-9]

Oral survey

7
Evaluation of marketing 
productivity and efficiency 
of innovation project

- - - [1,2,5] Control
work

Total 4 2 4 Exam
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INFORMATION AND METODIC PART

Methodological recommendations on organization of independent work of master 
students on training discipline «Marketing of Innovation Project»

In receiving knowledge on training discipline an important stage is the inde­
pendent work of master students. We recommend that the budget time for independ­
ent work on average from 1.5 to 2 hours for 2-houre auditorium lesson.

The main directions of the independent work of master students are:
-  initial familiarization with the syllabus of training discipline;
-  acquaintance with a list of recommended literature, its study and selection 

of additional literature;
-  work with the political map of the world, maps of integration groups, fig­

ures, diagrams and tables;
-  studying of materials of different databases of international economic or­

ganizations on integration agreements and official sites of integration associations, 
ministries of foreign affairs of individual countries;

-  studying and expansion of the material of lectures given by lector, on the 
basis of information from the additional literature, consultations;

-  preparation for seminary studies on specially designed plans to study pri­
mary and secondary literature;

-  preparation of the main forms of control (oral survey, control work);
-  preparation for the exam.
The main forms of controlled independence work are:
-  formation and acquirement of lectures content on the base of the education­

al literature recommended by the lecturer, including information educational re­
sources (electronic textbooks, electronic libraries, etc.);

-  writing of essays;
-  preparation of reports and multimedia presentations;
-  investigation of the defined problem;
-  grounding for practical workshops and laboratory classes;
-  practical developments and recommendations working out for the solution 

of a problem situation;
-  performance of home works in the form of the solution of tasks, carrying 

out standard calculations, computerized and individual works on separate subjects, 
etc.

For assessment of quality of controlled independent work of students its per­
formance is exercised. Control of student’s knowledge is exercised by surveys, test­
ing, the solution of economic situations, business games, round tables, writing of es­
says, performance of an individual task and passing an exam.
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MINUTES OF SYLLABUS ENDORSEMENT

Title of the academ­
ic discipline with the 
current discipline 
should be endorse

Department Suggestions of 
changes in the 
syllabus content

Decision of the de­
partment (with the 
number and date of 
the minutes)

Marketing and Soci­
ety

Department of 
Marketing

No Recommend to ap­
proval

Minutes №
o n “ ”. .2019
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Syllabus additions and changes 
in _____/_____academic year

№ Additions and changes Reason

Syllabus is re-considered and approved on the meeting of the department of industri­
al marketing and communications 
(minutes № ____on________ 20___ )

Head of the department
PhD, docent_____ _________________  V.S. Pratasenia

APPROVE
Director of the Institute 
of Masters Studying
PhD, docent_____ _________________  O.A. Morozevich
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