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Leab ocBoeHusl ITMCUMIJIMHBI: c)OPMHUPOBATH KOMIIETEHIIMIO B OOJACTH YIIPaBJICHUS
IIpoLeccoM pa3pabOoTKH, MPOU3BOJICTBA HOBOTO IPOAYKTa U €ro MPOJIBHKEHHS HAa OCHOBE
MIPUMEHEHUS METOJIMK OLIEHKH HOBBIX WJEH, aHalIn3a MPUBJIEKATEIbHOCTH HOBOTO MPOU3BOJICTBA
JUTsl KOMITAaHUHU, oTpeiereHus: ocCHOBHBIX puckoB (II1K-16).

ILnan Kypca:

Unit 1. Types of innovations from marketing perspective. Risks and attributes of
innovativeness.

Elements of innovation (demand, the framework of object, inputs). Innovation-related
risks. Market-pull innovations. Technology-push innovations. OECD classification of
innovations: product innovations, process innovations, marketing innovations, organizational
innovations. Market uncertainty. Consumers’ fears and concerns about a new product. The rate
of change in consumer preferences in high-tech markets. Feeling annoyed about competing
incompatible standards. Technological uncertainty. The question on whether the innovation will
operate as promised. New product development timeframe. Side effects. New technology life
span. Accelerating the obsolescence and spread of substitute technologies. Variability of
competition.

Unit 2. Organizational design of new product development.

Customer orientation and market orientation. Cross-functional organizational structures.
Departmental units for the development of new products. Self-organizing teams or "venture
teams". Consistent development process. Speed as a strategy. Parallel development process.
Generating new product ideas. Morphological analysis. Creative groups and brainstorming
approach. Consumer needs and wants as a source of ideas for new products. Conceptualization
of a new product. Prototype testing (neutral, situational trials).

Unit 3. Relationship between marketing and R&D in the process of new product
development management.

The number and quality of communication flows between marketing and R&D.
Mechanisms of integration of marketing and R&D. Test marketing.

Unit 4. Marketing research and innovations.

The role of research in high-tech markets and FMCG markets. Negative reaction to non-
continuos innovations. Marketing research and customer orientation. Marketing research in the
process of product modification.

Unit 5. Partnerships and alliances in the process of new product promotion.

Types of partnerships. Horizontal and vertical partnership. Strategic alliances. Partnership
when entering foreign markets.



®opMbI TEKYIIEr0 KOHTPOJIS M NMPOMEKYTOUHOW aTTecTALUU:

@opMBI TEKYILIETO KOHTPOJISI YCIIEBAEMOCTHU: ONPOC.

dopma MPOMEKYTOUHOM arrecTanuu, oTpakaromas (OpMHUpPOBaHHE KOMIIETEHIIMU Ha
YpOBHE JAaHHOH TUCUUIUIMHE: SK3aMEH.

Oran ocBoenus komrereHun JITK-16.2 otpaxkaeTr popmupoBaHue:

HA YPOBHE 3HAHUIA:
OCHOBHBIX NTPO0GJIEM pa3pabOTKU U MPOABUKEHUSI HOBOTO TOBAapa Ha PhIHOK
MeTon0oB IUIaHUPOBAHUA U YHNPABICHUS MPOEKTOM IO pa3paboTKE W TMPOJABMKEHHIO HOBOTO
MPOIYKTa Ha PBIHOK
CrpykTypel paboOT, CBSI3aHHBIX C pa3pabOTKOW M NPOABMKEHHEM  HOBOIO NPOAYKTa U
pacripeielIeHueM 3TOro NMPOAYKTa Ha PhIHKE
[Ipumepsl porpaMMHBIX MPOAYKTOB, IPUMEHSEMBIX JUIsl IUIAHWPOBAHUS U BBINOJIHEHUS padboT
0 pa3paboOTKe U MPOJBMXKEHUIO HOBOTO MPOIYKTa
OCHOBHBIX HCTOYHUKOB MH(GOPMAIUH /17151 padOThI HAJ| MPOJIBUKEHUEM HOBOTO ITPOAYKTa
OCHOBHBIX 3JIEMEHTOB 3aKOHOJATENILCTBA B YACTH pa3pabOTKU U MPOJABHKEHHUS HOBOTO TOBapa

HAa YPOBHE YMEHHIi:
Pa3paborath miaH pabOThl KOMITAHUHU TI0 pa3paboTKe HOBOTO TOBapa
Pa3pabarsiBarh riansl (B mporpamme Maikpoco(T MpokKeKT) yrpaBieHHUs STUM MPOIIECCOM
Peanm3oBare pa3paboTaHHBIN MIaH
Pa3paboraTth mian paboOThl KOMIIAHUU IO CO3JAHHIO HOBBIX MPOIYKTOB U UX MPOJABMKEHHUIO HA
JUTUTEIbHBIN IEPUO

HA YPOBHE HABBIKOB:

Brnanenust MeTogaMu opraHu3aiuy pa3paboTKH U MPOJIBMYKEHUS] HOBOTO TOBapa

Bnagenuss WMHCTpyMEHTapweM Ui OCYIIECTBJICHHS IUIAHUPOBAHHMS W YIPABICHUS
paboTaMu 1O yIpaBIeHHIO Pa3paObOTKON U MPOIBUKEHUEM HOBOTO TOBapa B KOMITAHUH

[InanupoBaHust ¥ OpraHU3allMM YIPABICHHS BCEM ILMKIOM IPOIECCOB, CBA3aHHBIX C
MIPOJIBUKEHUEM HOBOTO MPOJIYKTA HA PHIHOK

Opranuzanuu pa®oThl TIO peKiIaMe, JTUYHBIM MPojakaM, MPOABIKEHWE Tpojax, PR u
Publicity a1 HOBBIX TEXHOJOTHYECKUX MPOTYKTOB

COopa u aHanu3a uaei HOBBIX IPOAYKTOB
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