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e

COJIEP)KAHME

[lepeueHb MIAHUPYEMBIX PE3YNBTATOB OOYYECHHS MO AMCLUUIUIMHE, COOTHECEHHBIX C
IUTAHUPYEMBIMH PE3yJIbTaTaMH OCBOSHUS 00Pa30BaTSIIBHOMN MPOTPaMMBI

O0beM U MECTO TUCHUIUTHHBI B CTPYKTYpE 00pa3oBaTeIbHOM MPOrpaMMBbI

ConepkaHue U CTPYKTYpa TUCITUTUIAHBI

Matepuanbl TEKYIIETO KOHTPOJS YyCIEBAEMOCTH OOydarommxcsi W (DOHA OLEHOYHBIX
CPEICTB MPOMEKYTOYHOM aTTECTAIUH 110 JTUCIIATLINHE

MeTtoauueckue ykazaHus A 00y4aronIuxcsi 0 OCBOCHHIO TUCITUTUTMHBI

VYuebHast nuTeparypa W pecypchl HMHGOPMAIMOHHO-TEICKOMMYHUKAIIMOHHON CETH
"UuTtepHer",  yueOHO-METOAMYECKOE  OOecleYeHHe  CaMOCTOSTENbHOM  paboTh
00yJaroImMXCs 0 TUCIUTIIINHE

MartepuanbHo-TeXHUYECKass 0a3a, HWHPOPMAILMOHHBIE TEXHOJOTHH, IPOTPAMMHOE
obecrieueHre ¥ HHPOPMAIIMOHHBIC CIIPABOYHBIC CHCTEMBI



1. Tlepeyenr MIAHMPYEMBIX Pe3yJbTATOB OO0y4YeHHs] MO JHCHUILUIMHE, COOTHECEHHBIX C
MJIAHUPYEMBbIMH Pe3y/IbTATAMH OCBOCHHUS POrPaMMBbI

1.1. Jucuummaa b1.B.OJ1.7 «YnpaBnenue mpormeccoM pa3padOTKH U MPOJBHKEHUS HOBOTO
toBapa New Product Development Management» oOecrneuyuBaeT OBIAJCHUE CICIYIOIIMMHU
KOMITCTCHITMSIMH C YYIETOM dTara:

YOPABISTh IPOLECCOM
pa3pabOTKu HOBOTO
MPOJIYKTa U BbIBEACHUS
€ro Ha PBIHOK Ha
OCHOBE NPUMEHEHUS
METOJIMK OLICHKH HOBBIX
UaeH, aHammsa
MPUBJICKATEIIbHOCTH
HOBOT'O MPOU3BOJICTBA
JUIS KOMITAaHUU,
onpeneneHus
OCHOBHBIX PUCKOB

Kon HaumenoBanue Kon HaumenoBanue 3Tana
KOMIIETEHIINH KOMIIETEeHIINH 3Tana 0CBOEHHS OCBOEHHSI KOMIIETEHI[HI
KOMIIETEHIHH
JIIK-16 CIIOCOOHOCTH AIIK-16.2 CIIOCOOHOCTD YNPAaBIATh

MPOLIECCOM pa3paboTKH,
MPOU3BOJICTBA HOBOTO
MPOJIYKTa U €ro
MPOABUKEHNS HA OCHOBE
MIPUMEHEHHUS METOAUK
OIICHKH HOBBIX HJICH,
aHaJIu3a MPUBJIEKATEIBHOCTH
HOBOT'O MPOU3BOACTBA JJIS
KOMIIaHUH, ONIPEACIICHUS
OCHOBHBIX PUCKOB

1.2.

B pesynbrate ocBoenus aucuuminunsl b1.B.OJ1.7 «Ynpasienue npoueccoMm pazpaboTku

U npoBmkeHuss HoBoro ToBapa New Product Development Managementy y CTyI€HTOB J1OJIKHBI

OBbITH C(HOPMHUPOBAHBI:

cranaapt Cnenuanuct
10 yTIPaBIICHHUIO
[PHCKaMU

yTB. 07.09.2015 Ne
591

B/01.7
[InaHupoBanue
e TEIIBHOCTH
[oxpasfeacHus B
COOTBETCTBUH CO

OTP/TD Kon 3tana PesyabTaThl 00y4eHHs
(npu HATTMYMH 0CBOEHMS
npodcrangapra)/ KOMIIETeHIMH
TPYAOBbIE WJIH
npogeccuoHaJIbHbIC
JAeHCTBHA
[Mpodeccuonanpupiii | AIK-16.2 HAa YPOBHE 3HAHMA:

OcHOBHBIE TIPOOJIEMBI Pa3pabOTKUA W TPOJBUIKCHUS
HOBOTO TOBapa Ha PHIHOK

Meto/pl TNIAHUPOBAHUS M YIIPABJICHHUS IPOSKTOM I10
pa3paboTKe ¥ TMPOJBUKCHHUIO HOBOTO TMPOIYKTa HA
PBIHOK

Crpykrypa paboT, CBS3aHHBIX C pPa3pabOTKOH W
MIPOJIBUKEHUEM HOBOTO NPOyKTa "
pacrpeielieHueM 3TOro MPOAYKTa Ha PhIHKE
HanponaneHele W MEKIYHapOIHBIE JOKYMEHTBI,
CTaHAApPThI, Jy4YIOIHUC MPAKTUKH IO IMOCTPOCHHIO
CHCTEM YIPABJICHUS PUCKAMHU

CTpPaTern4eCKUMH 3akoHonarenbcTBO  Poccuiickoit  ®enepaunu  u
LIeJIIMU OpraHU3aluu OTpacjeBble CTAaHAAPTHI 110 YIPABICHUIO PUCKaMHU
OCHOBBI IICUXOJIOTHH YIIPABIECHUS
CoBpemeHHbIE UHCTPYMEHTHI yhpaBJIeHUs
4eJI0BEYECKHMHU PecypcaMu
JIOJKHOCTHBIE UHCTPYKIIUU paOOTHUKOB
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MOJpa3/ICTICHHS

KopniopatuBHbie HOpPMaTHUBHbIE aKThI 1o
YIIPaBJICHUIO PUCKAMH B OPTaHU3AIIH

OTpacneBblie CTaHAAPTHI MO YIPABICHUIO PUCKAMU
BnyTtpennuni u BHEIIHUN KOHTEKCT
(YHKIIMOHUPOBAHUS OPraHU3AINH

OCHOBBI TEOPUH YIIPABICHUS U3MEHEHUSIMUI
[IpyHIMIIBI ~ TOCTPOEHHUS  CHCTEM  YIpaBJICHUSA
pucKamMu

KoMIioHeHTBI cHuCTeMBbl yNpaBieHHUs PUCKAMH U HX
B3aUMOCBSI3b

[Tonmnomounss u o00s3aTeNbCTBA MEHEKMEHTa TI0
peanu3anuy 1iaHa yrpaBieHHs pUCKaMU

Oranbl pazpabOTKH CUCTEM YIPaBICHUS PUCKAMU
Crpareruueckue ¥ OINEpaTUBHBIC LEIH W 3a/a4d
CUCTEMBI YIIPaBJICHUs PUCKAMH B OpraHU3aluu

HA YPOBHEe YMEHHIi:

Pazpaboratb mmaH  paboOThl  KOMIIAHUU IO
pa3paboTKe HOBOTO TOBapa

Pa3pabarsiBarh miansl (B mporpamMmme Maiikpocodt
MPOXKEKT) YIPABICHHUS STHM MTPOIIECCOM

Coznatp OrOKeT ISl JTaHHOTO IUIaHa

Bnagerp  HaBBIKAMH ~ BHEAPEHHUS  CHUCTEMBI
yIpaBICHUS pUCKaMU

AHanu3upoBaTh ~ W3MEHEHUS  KOPIIOPATUBHOM
HOpMAaTHBHOM 0asbl IO BONpPOCaM YIPaBIICHUS
pUCKaMu

BbIsIBISITP BHEIIHWA M BHYTPEHHHM KOHTEKCT
(YHKIIMOHUPOBAHUS OPTaHU3AINH

Pa3pabareiBaTh periaMeHTHUPYIOIIUE JOKYMEHTBI
0 YTIPaBJICHUIO PUCKAMU

[lonumate ¥ MPaBUIBHO NPUMEHATH TEPMHUHBI U
MIPUHIIAIIBI PUCK-MEHEKMEHTA

OnuceiBaTh OU3HEC-TIPOLIECCHI

BreipabaTeiBaTh pEeKOMEHAANMH [0 TPUHSATHIO
pelIeHnit B paMKax MoJpa3/IeieHUs

Brnanets IPOTPaMMHBIM o0ecrieyeHneM
(TekctoBble,  Tpaduyueckue,  TAONWYHBIE W
AHAIUTUYCCKUE TPWIOKEHUS, TPHIOKEHUS s
BU3YaJIbHOTO IPEJCTABIICHUS TaHHBIX) JJIs1 pabOThI
¢ wuHpopmanuel Ha YpOBHE MPOABUHYTOTO
MOJIb30BATENS

CraButph wnenu u  (GOPMYIUpPOBATh  3a7a4H,
CBS3aHHbIE C peanu3anueil mnpodeccuoHaTIbHbIX
¢byHKIMI paOOTHUKOB

AHanu3upoBaTh U KOOPAUHUPOBATH 00BEM pPabOT
Ka)XJIOTO COTPYJHUKA B TIO/Ipa3/IeIICHUN

CocTaBiATh KaJIeH/1apHBIN IUIaH pabot
pabOTHHUKOB

OueHuBath  pecypcbl,  HEOOXOAMMBIE  JUIA
3P PEKTUBHOTO (YHKIMOHUPOBAHHSA
HO/IPA3aeIICHUS
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[Iporao3upoBarh W OMNPEACHATh IMOTPEOHOCTH B
paboTHHKaX

®opmynmupoBaTh TPeOOBaHUS K COTPYIHHKAM U
(dhopMHpOBaTh 3aIBKU Ha MOI00D

®dopMHUpOBaTh WHIUBUAYATbHBIA IUTAH Pa3BUTHUS
PabOTHUKOB

HA YPOBHE HABBIKOB:

Metonamu OpraHu3auu pa3palboTku u
MIPOJIBMKEHUSI HOBOTO TOBapa
HUuctpymenrapuem JUIS OCYIIECTBIICHUS

IUIAHUPOBAHUS W  yIpaBieHUs paboTamMu IO
VIPaBJICHUIO pa3pabOTKOW H  TPOJBHKEHHUEM
HOBOTO TOBapa B KOMITAHUH

Pazpabotka pErJIaMeHTOB JeSITeITbHOCTH
MOJpa3ieliCHUsT TI0 YIPABICHUIO pHUCKAaMU U
OT/ACTHHBIX PAOOTHHUKOB

DopMHUpPOBAaHUE OINMEPATUBHOTO M TAKTHYECKOTO
TuIaHa padoT Mopa3ICTICHHS

Ornpenenenue TpeboBaHUM, 3a/1a4 U TIAHUPOBAHUE
NeSITEIIBHOCTH COTPYIHUKOB TTO/IPa3/ICIICHUS
Peanuzamuss  miaHa ~— MOCTPOCHUS ~ CHUCTEMBI
yIIpaBJICHUS] PUCKAMHU

Omnpenenenue QyHKIUH, 00I3aHHOCTEH U CUCTEMBI
MOJIOTYETHOCTH BHYTPH TIO/IPA3/ICICHUS
Pacrnipenenenre moIHOMOYM, OTBETCTBEHHOCTH U
3a71a4 MEX1y paOOTHUKAMH TTOIPa3IeIICHHSI

Koopaunarus JeSITeTbHOCTH pabOTHUKOB
HO/Ipa3aeTICHUS
Opranu3zanus obecrieyeHus pabOTHUKOB

MOAPA3ACIICHU 110  YIPABICHUIO  pPUCKaMU
HEOOXOIUMBIM  O0OPYIOBaHHEM, MaTepUAIbHO-
TEXHUYECKUMH CpEICTBAMU U JIOCTYIIOM K
MH(OPMAITMOHHBIM CHCTEMaM OpPTaHU3alUuU




[IpodeccronanbubIit
CTaHJapT
«CrenuanancT 1o
CTpaTeTHYeCKOMY 1
TaKTUIECKOMY
TJIAHUPOBAHUIO U
OpraHu3aIu
MIPOU3BOJICTBA»

y1B. 08.09.2014 1. Ne
6091

B/01.7
Crparernueckoe
ylpaBJIeHHE
poueccaMu
IUITAHUPOBAHUS
IPOU3BOJCTBEHHBIX
pecypcoB u
IPOU3BOJCTBEHHBIX
MOIIIHOCTEN

JITIK-16.2

Ha YpOBHE 3HAHWIA:

[Tpumepbr MIPOTPaMMHBIX NPOJIyKTOB,
NPUMCHSEMBIX JUIS TUIAHMPOBAHUSI M BBIIOJHCHHS
pabor 1o pa3paboTKe W MPOABHKCHUIO HOBOTO
MPOIYKTa

OCHOBHBIE ~ HMCTOYHMKH ¥  CHUCTEMaTH3aIlHIO
UCTOYHUKOB MH(pOpManuMu uis  paboOThl  Hax
MPOJIBUKCHUEM HOBOTO MPOYKTa

OCHOBHBIE AJIEMEHTHI 3aKOHOAATEIbCTBA B YacTH
pa3pabOTKH ¥ MPOABHKEHUSI HOBOTO TOBapa
Merononoruyeckue OCHOBBI POBEICHUS
JIOTHCTUKOOPUECHTUPOBAHHOTO aHAJIM3a CHUCTEMBbI U
cpenpl ee GYyHKIIMOHUPOBAHUS

Metoapl MOACITHMPOBAHUST TEXHOJIOTHI 00eCTICUeHHS
KauecTBa, METOAbl  KIacCU(UKAIMHU,  METOJBI
MIPUHSTHS PEIICHUH B YCIOBUSAX HEOTPEICICHHOCTH
U pHCKa

bazoBbie wien, MOIXOIbI, METOJBI M PE3YJIbTATHI
NPUKIAJHON CTaTUCTHKH, OSKCIEPTHBIX OICHOK,
TEOPUH TPHHATUS  PEIICHUH H  HKOHOMHKO-
MaTeMaTU4eCcKOro MOJCITUPOBAHUS

HAa YPOBHE YMEHHUIi:

PeanuzoBars pa3zpaboTaHHbIN T1aH

Pazpaborath 1uiaH pabOThI  KOMIIAHHUU  TIO
CO3JIaHHMIO HOBBIX NMPOAYKTOB M MX MPOABHKCHUIO
Ha JUTATEIIbHBIA TIEPUOJL.

Hcnonb30BaTh  3aKOHBI  €CTECTBEHHO-HAYYHBIX
JTUCHUIUIMH B MPO(ecCHOHaIbHON NeATETbHOCTH
Y TPUMCHSATh MAaTeMaTUYCCKUH amrmapar, METOIbI
ONITUMH3AIIHHY, TEOPHHU BEPOSITHOCTEHH,
MaTeMaTu4ecKOl  CTAaTUCTUKHM,  CHCTEMHOTO
aHanmu3a JUIs TPUHATHA PEHICHWH B oO0JlacTh
CTPATErHUeCKOro U TAaKTHMYECKOTrO IUIAHUPOBAHUS
U OpraHu3aIiuy MPOU3BOCTBA

[TpoBOIUTH KOMILIEKCHOE HM3Y4€HHE OTPACIEBOIO

pBIHKA IIPOMBILIIEHHOMN MPOAYKIIUH,
noTpeduTeneii TOBapOB, TOCTABIIUKOB CBIPHS,
MaTepualioB u KOMILJIEKTYIOLIUX,

KOHKYPHPYIOIIHUX OPTaHU3AIHA-TPOU3BOIUTEICH
NPOJyKTOB-3aMEHUTENICH, OICHUBAaTh YPOBECHb
KOHKYPEHTHOH OOpBOBI, COCTaBISITH 0O030pHI
KOHBIOHKTYPBI PhIHKA

PazpabareiBaTh MeTOOBI W MOJETU CO3JAHUS
CHCTEMBI yIpaBJICHUS nporeccaMu
TUTAHUPOBAHUS TIPOU3BOJICTBEHHBIX PECYPCOB H
MPOM3BOJICTBEHHBIX MOITHOCTEH MPOMBIIIICHHOM
OpraHu3aIuu

HA YPOBHE HABBIKOB:




[InanupoBaHue U OpraHu3anys yNpaBiIeHUs BCEM
LUKJIOM IPOLIECCOB, CBSI3aHHBIX C IMPOJABUKEHUEM
HOBOTO IIPOAYKTA Ha PHIHOK
Opranuzanus paboOThl 1O pekiame, JUYHBIM
npojaxkaM, IpoJIBIKeHue mpoaax, PR u Publicity
JUTSl HOBBIX TEXHOJIOTUYECKUX ITPOTYKTOB
Céop w® aHamu3 WAEH HOBBIX IPOIYKTOB
TexHuyeckonii, MapKETHHTOBbI M (DUHAHCOBBIN
aHanu3 uaeu
PykoBoJCTBO pa3pabOTKON OCHOBHBIX IMOJIOKEHHUIH
MPOAYKTOBOM M TEXHOJOTMYECKOM CTpareruu
pPa3BUTHUS OpraHU3allMM, ONpPENEICHUE OCHOBHBIX
[IapaMeTpoB IIPOU3BOJCTBEHHO-TEXHOJIOTMUECKOM
M WHHOBAallMOHHOW MOJUTHUKHA OpraHu3aluu C
LEJNbI0 MUHHUMU3ALMU U3JEPKEK MPOU3BOJCTBA,
IIPUBEACHUS Ka4yeCTBa NPOAYKIIMU B COOTBETCTBUE
C 3ampocaMu oTpeduTenen
Opranuzanuss  pabotsl 1m0 (HOPMUPOBAHUIO
Uepapxuu IIPOrHO30B IIPOU3BOJCTBEHHBIX
IIPOLIECCOB HA CTPATErMUYECKOM M TaKTUYECKOM
TOPU30HTAX IPUHATHS YIIPABICHYECKUX PELLICHUIN
C LENbI0 OIpeneseHus] MOTPeOHOCTeH phIHKaX B
HOBOM M  MOJIEPHU3MPOBAHHOM  IPOAYKIIUH,
notpebHoCTEN OpraHu3aluu B
IIPOM3BOCTBEHHBIX pecypcax u
IIPOU3BOJICTBEHHBIX MOIIHOCTSIX
Crparernueckoe yIpaBJIEHUE JJIUTEIBHBIMU U
PECYPCOEMKHMH KOMILIEKCaMu paboT Ha OCHOBE
IPOEKTHO- U IPOrpaMMHO-OPUEHTHPOBAHHOIO
IUIAHUPOBAHUS  JEATEIBHOCTH  OpraHu3aluy,
OIO/UKETUPOBAaHUA W MOHUTOpPUHIAa  XoJa
BBIIIOJIHEHHUS IIPOEKTOB U MPOrpaMM
Opranu3zanus IIPOU3BOJICTBEHHO-
XO3SIMICTBEHHOM  JEATEJIBHOCTM Ha  OCHOBE
LIMPOKOT0 MCIIOJIb30BAaHUS HOBEHIIEH TEXHUKU
U TEXHOJIOTHH,  MPOrPECCUBHBIX  (PopM
YIPaBIEHUS U OpraHU3aluu Tpyaa
Yyactue B pa3paboTke U peanusaluu
MEpPOIPUATHH 1o COBEpPILIEHCTBOBAHUIO
IIPOU3BOICTBEHHOTO IUIAHUPOBAHUS,
BHEJJPEHUIO TEXHUYECKUX U MPOrPaMMHBIX
CPEICTB yIPaBJICHUS IPOU3BOJICTBOM
PerynsapHslii KOHTPOJIb 32 XOIOM IPOU3BOACTBA
U Jpyrux BHUJIOB OCHOBHOM JE€SATEIbHOCTH
OpraHu3allH, IPUHATHE Mep o
MPEIyNPEKICHUIO U YCTPAHEHUIO POOIEMHBIX
CUTYaIMil B IPOU3BOJCTBEHHBIX IPOLIECCAX

2. O0beM M MecTO JMCHHUILIUHBI B cTpyKkType OII BO

O6mwmas Tpyroemkocts aucuuiuivebl b1.B.O/1.7 «Ynpasnenue nporeccoM pa3padoTKu U
npoaBiKeHus: Hoporo ToBapa New Product Development Management» mo y4eOHOMY IiaHy
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COCTaBIIIET 2 3aueTHBIE E€AMHULBI;, 72  aKaJAeMHMUYeCKMX 4acoB, 3-ii cemectp. KommuecTtBo
aKaJeMHUYECKHX YacoB, BBIJIEJICHHbIX HAa KOHTAaKTHYIO paboTy ¢ mpemnozgaBareneM — 18, B ToM
quciie JIEKIUMU — 6 aKaJeMUYECKUX 4acoB, MPAKTUUECKHUE 3aHATHSA — 12 akaJeMHYEeCKUX 4acoB;
Ha CaMOCTOSTENbHYIO paboTy oOyuaronuxcs — 18 akageMu4ecKkux yaca, KOHpoJib — 36 4acoB.

Hucuuruinaa b1.B.OJ1.7 «Ynpasnenue nporeccoM pa3paboTKU U MPOJBHKEHHSI HOBOTO
toBapa New Product Development Managementy» siBisieTcst OTHON M3 00sS3aTeIBHBIX TUCIUIUIAH
B [IOJITOTOBKE MEHEKEPOB, BXOAUT B TMCLUIUINHBI BADUATUBHON YaCTH.

['myOGokoe ycBoeHHMe MaTepuayia 00€CTICUMBACTCS COYETAHHEM ayAUTOPHBIX 3aHATHA W
CaMOCTOSITENIbHOW pabOThl OOy4arolMXcs C JUTEepaTypodl M HOPMATUBHBIMU JTIOKYMEHTaMHU.
OCHOBHBIM BHJOM Yy4Y€OHBIX 3aHATUH MO JaHHOW JUCHMIUIMHE SBISIIOTCS JIGKIMU U
IIPAKTUYECKHUE 3aHATUS, KOTOPbIE IMPOBOIATCS B BUAE TUCKYCCHH, CEMHMHApOB, IPYNIIOBOIO
MPOEKTHOTO O0O0yueHus. M3ydyeHue IUCHUIUIMHBI ocyilecTBisercss B 3-m cemectpe. Ilo
JTUCLUUIUINHE OCYLIECTBISETCS TEKYLIUMH KOHTPOJIb M MPOMEXYTOUYHBIM KOHTpOIb B (hopme
HK3aMEHa.

JIMCUUIUINHBI, OCBOGHHE KOTOPBIX MarucTpamM HEOOXOIUMO ISl U3yYEHMS TUCIMIUTMHBI
b1.B.O/1.7 «YnpaBieHue mporeccoMm pa3padOTKH M MPOJBIKEHUS HOBOTO ToBapa New Product
Development Management»: b1.b.1 «O6muii menemxment» (1-ii cemectp), b1.B.OJ.11
«Ctparerndecknii MmeHepxkMeHT (1-1 cemectp), b1.B./IB.2.2 «IlHHOBaniMOHHBIN MEHEIKMEHT»
(2-i1 cemectp), b1.B.JIB.2.3 «OkcnepTi3a MHHOBALIMOHHBIX MPOEKTOBY (2-i1 cemecTp).

3HaHuUA, MOJY4YEHHbIE B mpouecce u3ydeHusa aucuuiuimHel b1.B.OJ1.7 «YmnpaBnenue
nporeccoM pa3paboTKM M MpoABMXKEeHHMs HoBoro ToBapa New Product Development
Management», ciyxar ocHoBoM s ocBoeHus gucuuuiiH  b1.B.JIB.1.1  «busnec-
wianupoBanue Business Planningy (3-it cemectp), b1.B.[IB.3.2 «YmnpaBnenue mnpoeKTamu
Project Management» (3-it cemectp), b1.B.OJ.5 «Ctpareruss u TakTUKa yIpaBICHHS
MHHOBAIIMOHHO-OPHEHTUPOBaHHOM kommanueil Strategy And Tactics Of Management Of The
Innovative Oriented Company» (3-if cemecTp).

JlucuuniuuHa sBISETCS MPaKTUKO-OPUEHTUPOBAHHOM, CIIYXKHMT ONOpPOH Ul HalMCAaHUU
BBIIYCKHON KBAJTU(UKAIMOHHON pabOTHI.

3. Conep:kaHue M CTPYKTYPA JUCHHUILINHBI

Ounasn ¢hopma odyuenusn

Ne ni/m HaumeHnoBanue Tem O6bem JUCHUITJINHBI, yac. dopma
(pa3neJioB) TeKylIero
Bcero KonTakTHas padora CP KOHTPOIsI
olyuaronuxcs ¢ ycIeBaeMocCTH,
npenoaaBaTesaemM IIPOMEKYTOUHO
10 BHJIAM YYeOHBIX 3aHATHIl ii arrecTanun

JI JIP 113 KCP

Tema 1 | Types of innovations from 6 2 2 2 Quiz test
marketing perspective.
Risks and attributes of
innovativeness.

Tema 2 | Organizational design of 8 2 2 4 Quiz test
new product development.

Tema 3 | Relationship between 10 2 4 4 Quiz test
marketing and R&D in the
process of new product

development management.




Ne o/ HaumeHoBaHMe TeM O6bem JIUCHHUIIJINHBI, yac. ®opma

(pa3neJioB) TeKYIIEero
Bcero KonrakrHast paéora CPp KOHTPOJISA

o0y4yarouuxcs ¢ ycreBaemMocTH,

npernoaasarejaemM NMPOMEKYTOYHO

N0 BUAAM y4eOHBbIX 3aHATHI i aTrecTanmun

J JIP 113 KCP

Tema 4 | Marketing research and 6 - 2 4 Quiz test
innovations.
Tema 5 | Partnerships and alliances 6 - 2 4 Quiz test

in the process of new
product promotion.

[IpomexxyTouHas arTecTanus 36 Exam

Bcero: 72 6 12 18

Conep:xaHue TUCHHUILIMHBI
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.
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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.

4. MaTepuansl TeKyLiero KOHTpONA ycneBaeMocCTH
obyyvalowmxcsa " ¢doHp OL,eHO4HbIX cpeAncTB
NPOMEe>XYyTO4YHOW aTTecTauum No AUCUUNINHe

41. ®OpMbl M MeTOoAbl TeKyLllero KOHTPOJNA YyCNneBaeMoCTH
oOy4yaloWmnXCa U NPOME)XXYTO4YHOM aTTecTauuum.

4.1.1. B xopme peanusauun gucumnnuHel b1.B.OO.7 «YnpasneHwune
npoueccoM pa3paboTku W MNpoaBMXKEHUSA HOBOro ToBapa New Product
Development Management» WCNOJNIb3YOTCA cCaegyowme MeTodbl TeKyllero
KOHTPOJI ycneBaeMoCcTun oby4aoLmxcs:

Tema n/unm pasge Meroabl TEKyLIEero KOHTPOJIA
ycneBaeMoCcTH

Types of innovations from marketing
perspective. Risks and attributes of Quiz test
innovativeness.

Organizational design of new product

iz test
development. Quiz tes

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

Marketing research and innovations. Quiz test

Partnerships and alliances in the process

. i
of new product promotion. Quiz test

4.1.2. 2K3aMeH no gucuunnavHe b1.B.OL.7 «YnpaBneHue npoLeccom
pa3paboTkKn ©n nNpoaBMXeHUss HOBOro ToBapa New Product Development
Management» 019 BbIABJIEHUA YPOBHA OCBOEHUA KOMMETEeHUNN NPOBOAUTCA B
YCTHOW chopme.

4.2. MaTtepuansi TekyLiero KOHTpoOns ycneBaeMocCTH
obyuyalowuxca.

TunoBble OueHOYHble MaTepuanbl

Typical assessment materials for Unit 1 "Types of innovations from marketing perspective. Risks
and attributes of innovativeness."
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Quiz test 1. Typical questions:

1. Give examples of technology-push innovations.

2. What is a technological risk?

3. List the types of innovations.

4. What is the commercial risk when bringing innovation to the market?

Typical assessment materials for Unit 2 "Organizational design of new product development."
Quiz test 2. Typical questions:

1. Methods of generating ideas for new products.

2. The revised life cycle of technology adoption.

3. Types of interfunctional organizational structures when developing a new product.

4. Describe the structure of the project feasibility analysis.

Typical assessment materials for Unit 3 "Relationship between marketing and R&D in the
process of new product development management."

Quiz test 3. Typical questions:

1. Describe the interaction of marketing and R&D in the process of developing a new product.
[llustrate by examples.

2. What is the quantity and quality of communication flows between marketing and R&D?

3. How is a communication strategy for an innovative product developed?

4. What are the pricing strategies for an innovative product.

Typical assessment materials for Unit 4 "Marketing research and innovations."
Quiz test 4. Typical questions:

1. Describe the peculiarities of marketing research for innovative products.

2. What are the methods and tools of marketing research.

3. Carry out a competitive analysis of an innovative product.

4. What is customer orientation and market orientation?

Typical assessment materials for Unit 5 "Partnerships and alliances in the process of new product
promotion."

Quiz test 5. Typical questions:

1. Describe the types of partnerships when promoting a new product.

2. What are the peculiarities of joint ventures when promoting a new product.

3. Give examples of competitive alliances.

4. Partnership when entering foreign markets.

4.3. OueHo4HbIe CPEACTBA IS POMEKYTOYHOM aATTeCTAIUM.
4.3.1. IlepevyeHb KOMIETEHIMH C YKa3aHUEM 3TANOB UX ()OPMUPOBAHMSA B Npolecce

OCBOeHHs1 oOpasoBareibHON mnporpammbl. Iloka3zaresm W KpuUTepUM OLeHHMBAHMS
KOMIIeTeHIMii HA Pa3JIMYHbIX ITanax ux popmMupoBanus

Kon HaumenoBaHue Kon HaunmeHnoBaHue 3Tana
KOMIIETEHIIUH KOMIIETEeHIIUH 3Tana 0CBOEHMs O0CBOEHHSI KOMIIETEHI[HHI
KOMIIETEHIIHH

JIIK-16 CITOCOOHOCTH HIIK-16.2 CIIOCOOHOCTD YIIPaBIIATh
YIPaBIATh MPOIIECCOM MPOLIECCOM pa3paboOTKH,
pa3pabOTKu HOBOTO MIPOM3BOICTBA HOBOTO
npo,uyKTa 1 BBIBCICHUS HpOI[yKTa " ero
€ro Ha PHIHOK Ha MIPOJIBI>KEHUS HA OCHOBE
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OCHOBC IMPUMCHCHHA
METOJIMK OLIEHKH HOBBIX
uacH, aHam3a
MIPUBJICKATEILHOCTH
HOBOTI'O IPOM3BOJICTBA
JUISI KOMIIaHUH,
onpeacIICHUs
OCHOBHBIX PHCKOB

MIPUMEHEHHUS METOUK
OLIEHKH HOBBIX HJIEH,
aHaJIM3a MPUBJICKATEIIBHOCTH
HOBOT'O IIPOM3BOJICTBA TSI
KOMIIaHUH, OIpEeACIICHUS
OCHOBHBIX PHCKOB

ITan ocCBOCHUSA

IToxa3zarean oneHNBaHUA

Kpurepuii ouennBanus

KOMIIETeHIINH
AIIK-16.2 IIpoBOIUT MapKETUHIOBBIE CaMOCTOATENBHO IPOBOJUT
CIOCOOHOCTH HCCJIEI0BAHMS PbIHKA HOBOTO | MAPKETUHIOBBIE UCCIIEI0BAHUS PhIHKA
yIpaBIIATh IPOAYKTa HOBOT'O IIPOAYKTA
IIPOLIECCOM IIpumensier MeTonuku oleHKH | KoppekTHO npuMeHseT METOUKH
pa3paboTkw, HOBBIX UJEH, aHaJI3a OLIEHKHM HOBBIX UJIEH, aHaIu3a
IIPOU3BOJICTBA IIPUBJIEKATEIIBHOCTH HOBOT'O MIPUBJIEKATEIBHOCTH HOBOI'O

HOBOT'O MPOAYKTA U
€ro NpOABUKEHHUS Ha
OCHOBE INPHUMEHEHUS
METOJUK OLICHKH
HOBBIX HJICH,
aHajn3a
MIPUBJICKATEIILHOCTH
HOBOTO
MIPOU3BOJICTBA JJIS
KOMITaHUH,
ONpeneIICHUS
OCHOBHBIX PHUCKOB

MIPOU3BOJICTBA JIJISl KOMITAHUU
PaccunTthiBaeT 11eHy HOBOTO
MPOJIyKTa

[IpumensieT KoTM4eCTBEHHBIE U
KaueCTBCHHBIC METOIbI aHAJIN3a
MIpY NPUHSITUU
YIIPaBJICHYECKUX PELICHUN U
CTPOUT SKOHOMHUYECKHUE,
(duHAHCOBBIC U
OpraHu3alMOHHO-
YIIPaBJICHUYECKUE MOJICTH
Hcnonb3yer oTe4eCTBEHHBIN 1
MEKTYHAPOAHBIN OIIBIT
pa3pabOTKH HOBBIX ITPOYKTOB,
BHEIPEHUS] MHHOBALUH,
MOJTYYEHHS TO3UTUBHBIX
PE3YJIbTAaTOB C BHIXOZOM Ha
MHPOBBIE€ PHIHKH
PaspabatsiBaet
MApKETUHTOBYIO MOJIUTUKY
OpraHu3aIuu 1o
MPOJABUKEHUIO HOBOM
MPOYKIIMU HA PHIHOK
Onpenenser OCHOBHBIE PUCKH
MIPOU3BOJICTBA U BHEJIPEHUS
HOBOTI'O MMPOAYKTa B CBOEH
npodeccuoHanbHOU cdepe

MMPOU3BOACTBA IJII KOMIIAHUU

['0TOB K CAaMOCTOSTETLHOMY pacyeTy
LIEHBI HOBOI'O MPOAYKTa

AJIeKBaTHO IPUMEHSIET
KOJIMYCCTBCHHBIC U1 KAUCCTBCHHBIC
METOJIbI aHAJIN3A TIPU TIPUHITHA
YIPaBICHYECKUX PELICHUNA U CTPOUT
HYKOHOMHUYECKHE, PMHAHCOBBIC U
OpraHM3alMOHHO-YIIPABICHYCCKHE
MOJICITN

Hcnonb3yer 0Te4eCTBEHHBIN U
MEXTyHAPOIHBIN OIBIT Pa3pabOTKH
HOBBIX IIPOJYKTOB, BHEAPECHUSA
WHHOBAIIHH, TIOJTYYCHUS TTO3UTHBHBIX
PE3YJILTATOB C BBIXOJAOM Ha MUPOBBIC
PBIHKA

PazpabaTbiBacT MapKETHHIOBYIO
MOJIMTUKY OpTaHHU3aIUH 110
IIPOJIBUKEHUIO HOBOM IIPOAYKIUU Ha
PBIHOK

Omnpenenser OCHOBHbBIE PUCKH
MIPOM3BOJICTBA U BHEJPEHHSI HOBOTO
MPOAYKTa B CBOCH MpodeccruoHanbHON

cthepe

4.3.2 TunoBble OLICHOYHBIE CPEACTBA

13




TunoBble KOHTPOJBbHBIE 3aJaHUsS WM HHBIE MaTepuanbl (TUIOBBIE OLCHOYHBIE
MaTepuaibl), HEOOXOIUMBbIE [UIsI OLEHKM 3HAHUW, YMEHUH, HaBBIKOB U (WJIM) OIbITa
JeSITeIbHOCTH, XapaKTepHU3yIoMX 3Tanbl opmuposanus komnerenuii (AI1K-16.2) B npouecce
OCBOEHHUS 00pa30BaTeIbHON IPOrPaMMBI.

Questions for the exam in "New Product Development Management>» course

- Business development for the production and sale of a new product or licensing, sale of patents.
- Advantages and disadvantages of different approaches to working with a new product.

- Business management plan on promoting a new product without launching one’s own business
organization.

- Basic documents needed to organize the promotion of a new product without launching one’s
own business organization.

- General models of a new product promotion when launching one’s own business. Basic

documents required for this type of promotion.
- Working plan for a new product promotion when launching one’s own business.
- The role of a systematic approach to managing commercialization processes.
- Qualitative and quantitative criteria for decision-making.
- Those who develops new products (different situations in large and small companies).

- The effect of external and internal marketing environment on decision-making and approaches
to the development and promotion of a new product.

- Market analysis, the connection between availability of new ideas, unmet needs, financial and
technical capacity of the company, and solutions for the development of technology.

- - Problems of poor demand accounting.

- - Mixing demand and need.

- Products that are bound to fail on the market.

- The main criteria for a product’s syccess on the market.

- - Analysis of market needs, forecast of emerging and likely to emerge needs.

- - Analysis of the possibility of creating new markets and new needs.

- - Management of business process related to the systematic market research.

- - Constructing information databases, updating them and preparing report papers.

- - Analysis of R&D results and patents in the area of the market under study, current
publications of producer associations as well as market reviews.

- - Analysis of the ideas of new products and new research.

- - Examination of the company’s technical and financial capacities.
- Analysis of possibilities to form alliances, attract investments, etc.

- - Analysis of the company's existing products and the products on the market.
- - Selection of a new product for development.

- - Technical analysis of the idea of 3 product.

- - Organization of the prototyping process.

- - Types of prototypes.

- - Development of a laboratory prototype product and its technical analysis.

- - Development of a prototype suitable for demonstration.

- - Market testing / test-market sales.

- - Financial analysis of production, promotion of technology and maintenance service.

- - Establishment of one’s own production lines or cooperations (virtual firms, OEMs, etc.)

- - The main sources of ideas for a new technology, internal and external sources of ideas
14



(market requirements, new developments, forecast of the emergence or the possibility of
creating a new market sector).

- Analysis of ideas.

- Analysis of the patent and legal situation, strategy planning for working with the protection
of intellectual property of a new technology.

- New product development management.

- The main elements of the collection technology management and primary analysis of new
ideas.

- Analysis of the state of quality management and development of a quality management
system for a new product.

- Scientific, technological (production), financial, organizational, legal and market aspects of
prototype development management.

- Organization of product testing.

- Product prototypes analysis and flaws elimination.
- Product completion in accordance with market requirements.

- Sources of financing for the development of new technologies.
- Distribution of funds in various areas (R&D, implementation process, prototyping, market
testing, promotion on the market, sales and service organization).
- Budget of commercialization process and all other operational elements of technology

development from idea creation to technology dissemination on the market.
- Basic problems of developing and promoting a new product.

- Basic operational steps in each group of methods for promoting a product on the market:
description, structure and amount of costs for each type of work.

- Software solutions necessary for the organization of promotion and dissemination of the
product on the market.

- Selection of optimal methods of product promotion depending on the type of product,
decision criteria, the way the work is organized, role of outsourcing, choice of partners and

control of their work.
- Communication of the organization during the product promotion process on the market.

- Selection of different methods of promoting a product on the market in terms of different
technological products.

- Trial sales: the need and importance, organizational method, choice of place and consumer
groups.

- Sales forecast.

- Forecasting in accordance with the strategic group allocation method, the role of contracts
and protocols of intentions, analysis and forecasting by analogy.

- Algorithm for developing a sales forecast. Scenario forecasts.

The main types of distribution systems: corporate, contractual, cooperative, administrative,
and franchising.

Types of distribution channels, distribution channel members for different types of products.
The role of the distribution system at different stages of the economy/company/product

development.

- The role of price in the process of product promotion and distribution.
- Various pricing systems.

- The role of market information in pricing.
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- Budgeting distribution of product promotion on the market.
- The structure of costs and the system of managing product promotion on the market.

[TpomexxyTouHast arTecTalMsi CTYIAEHTOB TIPOBOJUTCS B COOTBETCTBUU C YCTaBOM
Axanemun, IlonoxeHneM O NPOMEXYTOYHOM aTTECTAllMM CTYAEHTOB mo mporpamMmaM BO.
[IpomexxyTouHasi arTecTalysi MPOBOAUTCS B COOTBETCTBUU C YYEOHBIM IJIAHOM B 3 ceMecTpe B
¢dopme sk3ameHa. CTyIEeHTHI JOMYCKAIOTCS K 9K3aMEHY MO JUCLUHUIUIMHE B CIyyae BBIIOJHEHUS
UM ydyeOHOro IjIlaHa TO JUCHUIUIMHE: BBIIOJHEHHS BCeX 3aJaHUi U  MEpONpHUSTHH,
NPEIYCMOTPEHHBIX MPOrpaMMoil  JUCHMIUIMHBL (M0  (opMaM TEeKyIIero KOHTpOJs) |
BBINIOJIHEHHBIX paboT. B ciayyae Hanuuus y4eOHOH 3aJ0JKEHHOCTH CTYIAEHT OTpalaThbIBaeT
MPOMYIIEHHBIE 3aHATHS B COOTBETCTBUH C TPEOOBAHUSMM IMPETIOIaBATEIS.

OObekTaMu OLIEHUBAHUS BBICTYIAIOT:
yueOHas TUCHMIUIMHA (aKTMBHOCTh Ha 3aHATHUAX, CBOEBPEMEHHOCTH BBITIOJHEHUS Pa3IHYHBIX
BHJIOB 33JIaHUM, TTOCEIAEMOCTh BCEX BUIOB 3aHATHH 1O aTTECTyeMOM JUCITUIUINHE);

CTENEHb YCBOCHUS TEOPETUUYECKUX 3HAHUM;
YPOBEHb OBJIA/ICHUS MPAKTHYECKUMHU YMEHUSMHU M HaBBIKAMU 110 BCEM BHUJaM yueOHOH paboThl;
pe3yNbTaThl CAMOCTOATEILHONW PAOOTHI.

AKTHUBHOCTb CTYJIEHTa Ha 3aHATHSIX OLIEHHWBAETCS MO €ro BBICTYIUIEHHUSM IO BONpPOCAM
MPaKTUYECKUX 3aHATUH, HA TUCKYCCUSIX, JUCIYTaX, KPYIJIIbIX CTOJIAX.

OneHka 3HaHUM CTYJIEHTa Ha HK3aMEHE HOCHUT KOMIUIEKCHBIA XapakTep, SBISETCS
OaNIbHOMN U OTMpeeNsieTCs ero:

OTBETOM Ha 3K3aMeHe (MakcumyM 40 6amioB);
y4€OHBIMU JTOCTH)KCHHSIMU B CEMECTPOBBIHN Tiepuo] (Makcumym 60 6asioB).

3HaHUS, YMEHMS, HABBIKM CTY/AEHTAa Ha 3K3aMEHE OLICHUBAIOTCA B COOTBETCTBUU C
0ayuIbHO-PEUTHHIOBOM cucTeMoil. OCHOBOW ISl ONpENEeNeHUs] OIEHKH CIYXUT YpPOBEHb
YCBOEHHUSI CTYJICHTaMU MaTepHualia, IpeyCMOTPEHHOTO JaHHOU paboueit mporpaMMoi.

Ikana oneHuBaHuA

HlIkana 1. Ouenka chOpMUPOBAHHOCTH OTAEJbHBIX 3JIEMEHTOB KOMIIETEeHIHIi

O603HaueHus ®opmyaupoBka TpeOOBaAHMI
Tudpp K cTeneHu c(opMUPOBAHHOCTH KOMIIETEHIINH
Onenka
' 3HaTh YMeTh Baagerb
1 Heynosnerso | OtcyrcTBUE 3HAHUI OtcyrcTBUE OTcyTCTBUE HABBIKOB
PUTENIBHO M (pparMeHTapHbIe YMEHHUH UIn WM (pparMeHTapHoe
3HAHUS 4aCTUYHO IIPUMEHEHNE
OCBOCHHOE YMEHHUE
2 Ynosnersopu OOmue, HO He B nenom B nenom ycnemsoe,
TEJIbHO CTPYKTYpUpPOBaHHbIE YCIIEIIHOE, HO HE HO HE
3HAHUS CUCTEMATUYECKU CHUCTEMATUYECKOE
OCYIIIECTBIIIEMOE MpUMEHEHNE
YMEHHE
3 Xopouio CdopmupoBaHHBIE, HO B nenom B nenom ycnemixoe,
coJiepKaline YCIIELIHOE, HO HO cozieprKalee
OT/AEIIbHBIE TPOOEIBI coAep Kallne OTZAEJbHbIE TPOOEIBI
3HAHUS OTJEJIbHBIE IPUMEHEHNE HaBBIKOB
po0esIbl YMEHHE
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4 OtimyHO CdopmupoBanHbie CdopmupoBanHoe VYenemnoe u
CHCTEeMaTHYeCKHe yMeHHe CHCTEeMaTH4IeCKOe
3HaHUS MIPUMEHEHHE HaBBIKOB

Hlkana 2. KomnjiekcHasi olleHKa c()OPMUPOBAHHOCTH 3HAHMI, YMEHMIl ¥ BJIaJeHUI

O603Ha4yeHus N
Tndp Orenxa DopMyJIUPOBKA TPeOOBAHUI
K cTeneHu cGopMHPOBAHHOCTH KOMIIETEHIIUH
| HeynosnerBoputensao | He nMmeer HE0OXOMMMBIX MPEACTABICHUA O MPOBEPIEMOM
MaTepuaie
2 Y II0BIETBOPUTEIBHO 3HaTh M yMETb Ha PenpoAyYKTHBHOM YpoBHE. CyOBeKT
Y4EHHMS ~ 3HAET  M3YYEHHBIH  DIEMEHT  COIEPKAHUS
PENPOIYKTUBHO:  MPOU3BOJIBHO  BOCIPOM3BOAUT  CBOM
3HaHUSA YCTHO, IIMCBMEHHO WIM B JEMOHCTPUPYEMBIX
JEUCTBHAX
3 Xopo1uo 3HaTh, YMETh, BIA/JECTh HA AHAJMTHYECKOM YPOBHE. 3Has

Ha PEeNpOIyKTUBHOM YPOBHE, YKa3bIBaThb HA OCOOCHHOCTHU U
B3aMIMOCBSI3 M3yYEHHBIX OOBEKTOB, HA WX JOCTOMHCTBA,
OTpaHUYEHUS, HCTOPUIO M TEPCHEKTUBHI Pa3BUTHUS MU
0COOEHHOCTH JIJIsl pa3HBIX OOBEKTOB YCBOCHHUS

4 Ot1nuyHO 3HaTh, yMETh, BJIQJICTh Ha CHCTEMHOM ypoBHE. CyOBeKT
YUEHHS 3HAET U3YUYCHHBIA AJIEMEHT COACPXKAHUS CUCTEMHO,
MIPOU3BOJIBHO U JIOKa3aTeJIbHO BOCIIPOU3BOAUT CBOU 3HAHUSA
YCTHO, MUCBMEHHO WJIH B JEMOHCTPUPYEMBIX JICHCTBUSX,
YUUTHIBasl U YKa3bIBasi CBSI3U U 3aBUCUMOCTH MEX]Y ATHM
AIIEMEHTOM M JIPYTHMH DJIEMEHTAMU COJIEp>KaHUsl yIeOHOM
JTUCHUIUIMHBL, €r0 3HAYUMOCTb B COJEP)KaHUU Y4eOHOM
JUCIUTUTUHBI

4.4. MeTogu4ecKue MaTepuaJbl

MeToanueckue MaTtepualibl, ONMPENesSIONIie MPOIEayphl OIICHUBAHMS 3HAHWUN, YMCHHIA,
HABBIKOB U (MJIM) OTBITA IEATENbHOCTH, XapaKTEPU3YIOIIHNX ATArbl (POPMUPOBAHUS KOMIIETEHIIHIA
JTIK-16.2.

Kputepuu onieHKH pe3ylbTaToB TEKYIIET0 KOHTPOJS yCIIeBAEMOCTH (B CyMME MaKCUMYM
60 6anoB):

Kputepun onieHku paboT, BHIMOIHIEMBIX Ha CEMUHAPCKUX U MPAKTHUYECKUX 3aHATHUAX —
MaKCHMaJIbHasl OLIEHKa 3a Kaxjoe 3aganue — 10 6amios.

[TpouieHT neKkUMid W CEMHMHAPCKUX 3aHSATHH, MOCEIIEHHBIX CTyneHToM (OOHyC 3a
nocemaeMocts 6onee 90%) - 5 Oamos.

Pabora Ha ceMuHapckoMm 3aHATHH (y4acTHe B 0OCYKJIEHHH BOIIPOCOB paccMaTpHUBaeMOil
TeMbl) - 1 OaJJ1 32 MOJIHOCTBIO PACKPBITHIN BOMPOC.

BrimonHeHre WHIUBUAYATbHBIX 33JaHUN: Oallbl BBICTABISIOTCS MCXOAS W3 KayecTBa
BBITIOJIHEHUS 3aJJaHUI — MaKCUMaJIbHasi cyMMa 6ayuios - 10.

banner mo Tekymeit pabote AOBOAATCA 10 OOy4alOUIMXCS B Hayale M3ydeHHS
JTUCIHTLTAHBL.

HtoroBas cymma 0ayijioB MO MPOMEXKYTOYHON aTTECTAIlMM CTYAEHTOB CKJIAJBIBACTCS U3
CyMMBbI 0ajIOB, TIOMYYEHHBIX HMH TI0 pe3yibTaTaM TEKYIIEr0 KOHTPOJS YCIEBAEMOCTH H
KOJTMYeCTBa OAJIJIOB 10 MPOMEKYTOUHOM aTTeCTaI|H.
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IToxa3areji, KpUTEPUH U OLICHUBAHUS 3HAHMH M KOMIICTCHIUI HA JK3aMeHe

YpoBeHb Kpurepun bajbl

Bricokuit CryzmeHT MoKa3bIBaeT OTIIMYHBIE 3HAHHS U3Y9EeHHOTO ydeOHoro Matepuana; | 31-40
CaMOCTOSITETIbHO, JIOTUYHO U TOCIIEAO0BATEIbHO U3MIaraeT v
UHTEPIPETUPYET MaTepHaibl y4eOHOTO Kypca; MOJTHOCTHIO PACKPHIBACT
CMBICIT TIpe/IIaraeMoro BOIpoca; BiajeeT OCHOBHBIMH TEPMUHAMU U
MOHATHSAMHU M3YYEHHOTO Kypca; MOKa3bIBaeT YMEHUE MEPETOKUTD
TEOpeTHYEeCKUe 3HAHMS Ha MPEAIOIaraeMbli IPaKTUIECKUH OBIT

Xopomni CTyneHT moKa3bIBaeT XOPOLINE 3HAHUS H3Yy4EHHOT0 yueOHOro MaTepuana; 21-30
CaMOCTOSITENbHO, JOTUYHO U IOCIIEA0BATEIIbHO U3JIaraeT U
WHTEPIPETUPYET MaTepHalibl y4eOHOTO Kypca; MOYTH OJHOCTHIO
PacKpBIBAET CMBICI MPEATIATaEMOTO BOIIPOCA; BIAIEET OCHOBHBIMHU
TEPMHUHAMU 1 MOHATHUSMHU U3y4EHHOTO Kypca; B OCHOBHOM MOKa3bIBAET
YMEHHE NEePENIoKUTh TEOPETUUECKIE 3HaHUS Ha MpenoaaracMblit
MPAKTHYECKUH OMBIT

Cpennnit CTyneHT 1Moka3pIBaeT He OYCHB XOPOIINEe 3HAHUS U3YICHHOTO yI4eOHOTO 11-20
Matepuaia; crado u3jaraeT U HHTEPIPETHPYET MaTepUalbl yIeOHOTO
Kypca; KpaTKO pacKpbIBacT CMBICI IPEAJIAracMoro BOIpoca; BIaAeeT
OCHOBHBIMM TEPMHHAMU U MTOHATHUAMH U3YYEHHOTO Kypca; IPaKTUYECKU
OTCYTCTBYET YMEHHUE MEPENIOKUTh TEOPETUUECKHE 3HAHUS Ha
MPEANO0JIaraeMblii MPAKTUUECKUU OTBIT

Huzkuit [Tpu HanMYUM cephE3HBIX YIYIIEHUH B MPOIECCE UIIOKEHHS YIeOHOTO 10 Gamr u
MaTepuana; B cy4ae OTCYTCTBUS 3HAHUN OCHOBHBIX MOHSATHHA U HIDKE
OTIpeICTICHHUI Kypca WK MPUCYTCTBUH OOJIBIIOr0O KOJUYECTBA OLIHOOK MpU
WHTEPIPETAIUU OCHOBHBIX OTIPEACICHHMIA; €CIIM CTYICHT MOKa3bIBACT
3HAYUTEIIbHBIC 3aTPYIHCHUS TIPH OTBETE HA MPEIOKCHHBIC OCHOBHBIC U
JIOTIOJTHUTENTLHBIE BOMPOCHI; IPU YCIOBHH OTCYTCTBHS OTBETa HA OCHOBHOM
Y JIONOJHHUTEIBHBIN BOIPOCHI

MakcumanbHOEe KOIMYECTBO OaioB, KOTOpPOE CTYIEHT MOXET HabpaTh B Ipolecce
o0ydeHus: B paMkax ydyeOHoro kypca — 100 6annoe:

91-100 6annos OTIMYHO (A)

81-90 6ammnos xoporto (B)

71-80 GamioB xoporuo (C)

61-70 6amnoB ynoBieTBopuTenbHO (D)
60 u meHee HeynoBieTBopurenabHo (E).

5. Meroauueckue yKazaHusi Ajs 00y4alomuXxcs M0 0CBOEHUIO THCIUTITHHBI

3aHATHA TO JUCHUIUIMHE MPEACTABIEHBI CIEAYIOMMMU BUAAMH pPa0OT: JIEKIUSMHU,
MPAKTHYCCKUMHY 3aHITHSIMHE, CAMOCTOSATEIIEHON paOOTOM CTYICHTOB.

B pamkax camMOCTOSATENBHOW pPAa0OTBI CTYICHTHI TOTOBSAT BOIPOCHI, TOTOBSTCS K
MPAKTHYECKUM 3aHSATUSAM: MPOBOIAT 0030p MHTEPHET-CAWTOB, NMEPHOANICCKON JTUTEPATYPHI H
npoeCCHOHANBHBIX W3J[aHWH, pa3palaThiBalOT KaTajlor WHTEPHET-PECYpPCOB, OCYIICCTBISIOT
MOJITOTOBKY K Pa3pabOTKe TPYIITOBLIX IPOSKTOB 10 33JaHHOU TEME, K K3aMCHY.

OCHOBHBIMHU BUAAMH CAMOCTOSATEIHHON PaOOTHI SIBISIOTCS:

- MOBTOPEHHME JICKIIMOHHOTO MaTepralia U MaTepruaia yIcOHUKOB;

- YTCHUE OCHOBHOH M JIOTIOJTHUTEIBHOM JTUTEPATYPhI

- CaMOCTOSITEIbHOE W3y4YCHHE IUIAKTHYSCKUX CIUHUI], PACIIUPSIONINX 3HAHUS I10
M3y4yaeMOl TeMaTHUKe JAUCIUTLTUHBI;

- MMOATOTOBKA K MPAKTUICCKUM 3aHSATHSIM;

- MMOJITOTOBKA K MMPOMEKYTOYHON M UTOTOBOW aTTECTAIIHH.

Ilpoyedypa noocomosxu K n1ekyusm:
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Ha 3aHATHAX JIEKIMOHHOTO THMA CTYIEHTaM PEKOMEHIYETCs BHUMATENIBHO CIYIIATh W
KOHCTICKTHPOBATh JIEKITUH. KpaTkue 3amucu JeKIui, NX KOHCIIEKTUPOBAHNE TIOMOTAeT YCBOUTH
yueOHbIii Matepuas. KOHCHEKT sBIS€TCS TOJNE3HbIM TOTAA, KOrJa 3alHuCcaHO  CcaMoe
CYIIECTBEHHOE, OCHOBHOE ¥ CIIEJIAaHO 3TO CAaMHM CTYAEHTOM. JKenaTesbHO 3anKch OCYIIECTBIATh
Ha OJHOM CTpaHUIle, a CIEAYIOIIYI0 OCTaBIATh MJIs MpOpadOTKH ydeOHOro Marepuaia
CaMOCTOSITENTFHO B JIOMAITHUX YCJIOBUAX. KOHCIIEKT JeKIMU Jydine MoApa3fesaTh Ha ITyHKTHI,
naparpadsl, coONoAas KpacHyI0 CTPOKY. JDToMy B OOJbIION creneHu OymyT crocoOCTBOBAaTh
NYHKTHl IJJaHA JIGKIMH, TPEJIOKCHHBIE —TMperojaBaresisiM. [IpuHIUNHAaNbHbIE  MecCTa,
ornpeneneHus, GopMyasl U APYyroe CiIeAyeT CONPOBOXKIATh 3aMEUYAHUSAMH «BAXHO», «0C000
B2)XHO», «XOpOIIO 3allOMHUTB» M T.OI. MOXHO JAenarh 3TO W C TMOMOIIBI0 Pa3HOIBETHBIX
MapKepoB WM py4yek. Paboras HaJa KOHCIIEKTOM JIEKLIUH, Bcerjia He0OX0AUMO HCIONIb30BaTh HE
TOJBKO Y4eOHHK, HO U TY JINTEPATYPY, KOTOPYIO JTOTIOJHUTEIFHO PEKOMEHI0BAI JIEKTOP.

IIpoyedypa no02omosKu Kk npakmudecKum 3aHAMUsIM:

Ha mpakTrueckux 3aHATHSIX CTYACHTHI BBHITIONHSIOT 3aJlaHUsI, CBI3aHHBIE C U3yUCHUEM H
00CY)XJIEHHEM KIIIOYEBBIX BONPOCOB OOILIEr0 MEHEHKMEHTa, BBICTYIUICHHEM M Y4YacTHEM B
IMCKYCCHSX, TUCITYTaxX, pEIICHNEeM 3aJ1a4, aHATM30M KEHCOB U MPaKTHYECKUX CUTYaInH.

[Ipu moaroToBKe K MPaKTUYECKUM 3aHATHIM 00yJaroIUMCs pEKOMEHTyeTCsl:

1. BauMaTenbHO U3y4IHTh BOMPOC/BOMIPOCHI (3a/1aHUE).

2. [IpounTarh pEKOMEHIOBaHHYIO JHUTEpaTypy M Marepuaibl JIEKIUH 10
COOTBETCTBYIOLIEH TEME.

3. Haiitu cooTtBeTcTBYyIOIIME HHPOPMAITMOHHBIE HICTOUYHHUKH.

4. CdopMupoBaTh KOMIUIEKT MaTEpHAJIOB (JIEKIIHOHHBIX, Y4€OHO-METOIUYECCKHUX,
3aKOHOJIaTeIbHO-HOPMAaTHUBHBIX ) 10 BEIOPAHHOMY BOIPOCY (3a/1aHUIO).

5. CocTaBuTh IUIaH OTBETA (JOKJIa/a, TPE3CHTAINH).

6. Becy wmarepuan (cTaTUCTHKY, HWH(OpPMALMIO Ha caiTax, JHUTEpaTypHbIe
WCTOYHMKH, KaK Ha PYCCKOM, TaK M Ha WHOCTPAHHBIX S3bIKaX) 00pabOTaTh M WCIIOJIB30BATH
pedepaTuBHO.

7. YKa3aTh aBTOPCTBO MCIIOJIb30BAaHHBIX MATEPHATIOB.
8. Ilpu yTeHnH nUTEPATYpHl KPAaTKO KOHCIIEKTUPOBATh OCHOBHBIE MTOJIOKEHUS CTATHU WIIH

TJIaBBbI.
8. He ucnonbs3oBath pedepatsl 1 KypcoBble, pa3MellleHHbIe Ha internet-pecypcax.
9. [1nanupoBath cBOI OTBET (OKJIAJ], MPE3EHTAIIMIO) TI0O BPEMEHH.
10.  He nepecka3piBaTh Marepuai, a IMPE3EHTOBATH CBOM BBIBOJBI M 3aKIIIOUEHMS,

JIOKa3bIBast W/WIU WIDTFOCTPHUPYS UX KOHKPETHBIMH SKOHOMUYECKUMU TIPUMEPAMH, Pe3yIbTaTaMH
pacyeToB, NPOM3BEIEHHBIX CAMOCTOSITENPHO HAa OCHOBE UCIOJIB30BAaHUA POCCHMCKUX U
MEXIyHapOAHBIX 6a3 5KOHOMUYECKON MH(POPMAITHH.

11. TIlpu pabore B MajblXx Tpymmax B Hayajge pabOTBI YETKO paclpeneiuTh
00513aHHOCTH.

IIpoyedypa nod2omosxu u Kpumepuu oyeHKY y4acmus cmyOeHma 6 OUCKYCCUU!

Huckyccus, kak ocobas ¢dopMa BCECTOPOHHETO OOCYKIEHHS CIOPHOTO BOIpOCa B
nyOoIMYHOM COOpaHuM, B YaCTHOU Oecelie, Criope, peaau3yeTcsl B JUCIUIUITMHE KaK KOJUIEKTUBHOE
00CYXXJIeHHE KaKoro-imbo BOMpoOca, MPOOJIEMbI WM COMOCTaBiIeHHUE WH(OpMaIuu, HIeH,
MHEHUH, npeanoxkeHuil. Llenpio mpoBeneHust AUCKYCCUU B 3TOM cllyyae siBiseTcss oOydeHue,
TPEHUHT, H3MEHEHHE YCTAaHOBOK, CTUMYJIHPOBAHNE TBOPYECTBA U JIp. B mMpoBeneHnn TUCKyCcCUu
UCTIONB3YIOTCS pA3TUYHBIE OPTaHU3alMOHHBIE METOIUKH:
MeTtoarka «BONpPOC — OTBET» — PA3HOBUIAHOCTH MPOCTOr0 COOECEOBaHUs; OTIUYHE COCTOUT B
TOM, YTO TpPUMEHseTCs ompenenéHHas (opma MOCTAHOBKU BOIPOCOB JUIsl coOeceloBaHUs C
YYAaCTHUKAMH JTUCKYCCHUHU-THAIIOTA.
MeTtoauka «KIMHUKH» — KaXIblil W3 yYaCTHHKOB pa3pabaTbiBacT CBOMl BapHaHT peEIIEHUS,
MpeIBapUTEIbHO TMPEACTaBHB HA OTKPHITOE OOCYKIEHHE CBOM «JIUArHo3» MOCTABICHHOM
npoOJeMHOM  CHUTyanMu. 3areM dSTO pelIeHHWEe  OICHWBAeTCs KaK  IPerojaBareiieM
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(pykoBoauTENEM), TaK M CHEIMAJIBHO BBIIEIEHHOW JUIS 3TOM IEeNu TPYNIOW HSKCHEPTOB IO
OayuIbHOM 1IKasie JTM00 10 3apaHee MPUHATON cucTeMe «IIPUHUMAETCS — HE IPUHUMAETCS».
Meroauka «1aOMPUHTA» WIM METOJ MOCIIE0BAaTEIHLHOI0 00CYKIEHUS - CBOe0Opa3Has 11aroBas
IpoLenypa, B KOTOPOM KaXAbld IOCIEIYIOUIMM Iar JAeJaeTcs JAPYTHM  YYaCTHHKOM.
OOcyx/1eHuI0 MO/JIeKaT BCE PEIICHUs, Jake HEBEPHbIE (TYIHKOBBIE).

Metonuka «dcTaQeTh» — KOKABIA 3aKAaHUYMBAIONIUN BBICTYIUICHHE YYACTHHUK IEPENacT CIIOBO
TOMY, KOMY CUHUTAET HYKHbIM.

CB0OOHO MIIaBaroasi AMUCKYCCHUS - KOTJa TpyIna K pe3yibTaTy He NMPUXOAMUT, HO aKTUBHOCTb
MIPOAOJKAETCS 32 paMKaMU 3aHATHSA. B ocHOBe Takol mporenypbl rpynnoBOd paboThl JEKUT
«w¢dext b.B. 3elirapHuk», XxapakTepU3yIOLIUIcs BBICOKUM Kaue€CTBOM 3allOMHUHAHUS
HE3aBEpIICHHbIX JEHCTBUM, KOIZa YYaCTHUKU IPOJOKAIOT «IOMBICIUBATh» HAeAMHE WJIEH,
KOTOpPbIE€ OKA3aJIUCh HE3aBEPIICHHBIMH.

CryneHTty HE0OX0MMO:

- CaMOCTOSTEIHHO BBIOpATh TeMy (IIPo0sIeMy) TUCKYCCUU;

- pa3paboTaTth BONPOCH, MPOAYMATh MPOOJEMHBIE CHTyalMu (C HCHOJIH30BAaHUEM
MEePUOANYECKON, HAYUHOH TUTEPaTyphl, a TAK)KE HHTEPHET-CANTOB);

- pa3paboTaTh IJIAaH-KOHCHEKT OOCYXAEHHS C YKa3aHUEM BPEMEHHM OOCYXKJEHUS,
BOIIPOCOB, BAPUAHTOB OTBETOB.

Iloocomoska k sx3ameny. WITOTOBBIM KOHTpOJIb — 3k3aMeH. K sK3aMeHy HEOoOXOAMMO
TOTOBUTCSI IEJICHAINIPABICHHO, PETYISPHO, CHUCTEMAaTHYEeCKH M C TMEPBBIX AHEH OOyueHus Mo
JaHHOW jaucnuIniiHe. B camMom Hawanme ydeOHOro Kypca OOy4aromuMmcs HEOOXOAuMO
O3HAKOMHUTHCS CO ClIEAYIoIeH Y4eOHO-METOANYECKON JOKYMEHTAIINEH:

- IIPOrpaMMOM TUCLUIUIMHBI;

— NepeyHeM 3HaHUM U yMEHUN, KOTOPBIMU CTY/IEHT JI0JKEH BIIAJIETh;

— TEMaTUYECKUMU TUTaHAMU JIEKIUH, CEMUHAPCKUX 3aHITHIA;

- KOHTPOJIbHBIMUA MEPOIIPUITHIMY;

- y4eOHUKOM, YU€OHBIMH ITOCOOMSIMU MO AUCLUILIMHE, A TAKXKE 3JIEKTPOHHBIMU
pecypcamu;

- MIEPEYHEM BOIIPOCOB K IK3aMEHY.

[Tocne 3Toro y o0y4aeMoro J0mKHO cPOPMUPOBATHCS YETKOE MPEICTaBlIeHHE 00 00beme
U XapakTepe 3HAaHUM M yMEHUH, KOTOpPHIMH Hajao OyaeT OBJIaAeTh MO0 JAUCLMILIUHE.
CucrtemMaTnyeckoe BBINIOJHEHHWE Y4eOHON paboOThl Ha JIEKUMAX W CEMHMHAPCKHX 3aHATUSAX
MO3BOJIUT YCIEIIHO OCBOUTH AUCLHUIUIMHY U CO3/1aTh XOPOUIYI0 0a3y JUIsl clauu SK3aMeHa.

6. YueOHass JjuTepatypa M pecypchbl HH(OPMALMOHHO-TEJIEKOMMYHHKAIMOHHOMN
cetu '"'UHTepHer', y4deOHO-MeTOAM4YeECKOe o0ecneyeHHE CAMOCTOATENbHON PadoThI
o0y4yaromuxcs o JMCHUIIHHE

6.1. OCHOBHaA nuTepaTypa.

1. Honanpn P. JlemanH. YmpapieHue TPOAYKTOM [DIEKTPOHHBIA pecypc|: YUeOHHK is
CTYICHTOB BY30B, OOYYaIOLIMXCS MO CHElHaIbHOCTAM «Mapketunr», «Kommepuus»,
«Menemxment»/ Jonanbn P. Jlemann, Paccen C. Bunep— DOneKkTpoH. TEKCTOBBIE
nannsle. M.: KOHUTU-AAHA. 2012. http://www.iprbookshop.ru/34441

2. Moprynos, B.M. VIlHHOBalMOHHBIE NPOLIECCHI Pa3BUTUS MAPKETHHIA B COBPEMEHHOM
sxoHOMHKe: HayuHoe u3nanue [ DnekTpoHHbIN pecypc] : / B.M. Moprynos, A.W. /lyOkoB.
— Omnexrpod. man. M. : JlamkoB u K. 2011. http://e.lanbook.com/books/element.php?
pll_1d=44074

3. Marketing of high - technology products and innovations / Jakki Mohr, Sanjit Sengupta,
Stanley Slater. - 3™ ed. - Pearson/Prentice Hall, 2010. - xxvi, 538 p. - Includes
bibliographical references and index. - ISBN : 978-0-13-136491-2

4. Strategic market creation: a new perspective on marketing and innovation management /
Ed. by Tollin K., Caru A. - Chichester: John Wiley & Sons, 2008. - 439.
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10.

Kenneth B. Kahn (2012), The PDMA Handbook of New Product Development, Wiley; 3
edition

Winning at New Products: Creating Value Through Innovation/ Robert G. Cooper. - 4™
ed.- Basic Books,2011 - 408 p. - Includes bibliographical references and index. - ISBN
978-0465025787 http://www.iprbookshop.ru/1509

6.2. lonoJiHUTEIbHAS JIUTEpPaTypa.
CruB bnank. YeTblpe mara K 03apeHMIO [DJIEKTPOHHBIM pecypc]: CTpaTeruu Co3JaHus
ycnemHbeix crapranoB/ CtuB brmank— DnekTpoH. TEKCTOBBIC MaHHbIE. M.: AnbnuHa
[Ta6mumrep, 2014. http://www.iprbookshop.ru/34795
Puuapn Bbpancon. busznec B crunme Virgin. Yemy Bac He Haydyar B OHM3HEC-IITKOJE
[DnexTpoHnHsIii pecypc]/ Puuapn BpaHCOH— DnekTpoH. TEeKCTOBbIC NaHHBIE. M.: MaHH,
NBanoB u ®epbdep, Dxemo. 2013. iprbookshop.ru/39144
Geoffrey A. Moore (1999) Crossing the Chasm: Marketing and Selling High-Tech
Products to Mainstream Customers: HarperBusiness.
Hall, Bronwyn H. and Beethika Khan (2003), Adoption of New Technology. New
Economy Handbook, Amsterdam: Elsevier Science.
Allen, K.R. (2003) Bringing New Technology to Market, Upper Saddle River: Prentice
Hall.
Dariush Rafinejad Innovation, Product Development and Commercialization: Case
Studies and Key Practices for Market Leadership, J. Ross Publishing, 2007.
De Luca, L. M. , Verona, G., and Vicari, S. Market Orientation and R&D Effectiveness in
High-Technology Firms: An Empirical Investigation in the Biotechnology Industry.
Journal of Product Innovation Management — 2010 — Vol. 27 - p. 299-320.
Gemser, G. and Lenders, Mark A.A.M. Managing cross — functional cooperation for New
Product Development Success. Long Range planning — 2011 — Vol. 44 - p. 26- 41.
Massey, Graham R., Kyriazis, E. Interpersonal trust between marketing and R&D during
new product development projects. European Journal of Marketing — 2007 - Vol. 41 No.
9/10, 2007 - pp. 1146-1172.
Montoya-Weiss, M.M., Calantone, R. Determinants of new product performance: a
review and meta-analysis. Journal of Product Innovation Management - 1994 - Vol. 11
Iss. 5 - p. 397-417. http://www.iprbookshop.ru/2111

6.3 YueOHO-MeTOqMYECKOE 00ecriedeHre CAMOCTOSTEILHON padoThl

No

o/

Tun Yxkazanus
3aHATUSI

Unit

innovativeness.

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

1

Lecture | Study the materials: Strategic market creation: a new perspective on marketing
/Semi | and innovation management / Ed. by Tollin K., Caru A. — Chichester: John
nar | Wiley & Sons, 2008. — 439.

Unit

2. Organizational design of new product development.

Lecture | Study the materials: Montoya-Weiss, M.M., Calantone, R. Determinants of
/Semi | new product performance: a review and meta-analysis. Journal of Product
nar | Innovation Management - 1994 - Vol. 11 Iss. 5 - p. 397-417.

Unit 3. Relationship between marketing and R&D in the process of new product development
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Ne Tun Vxkazauus
n/m | 3a”HATUS

management.

3 | Lecture | Study the materials: De Luca, L. M., Verona, G., and Vicari, S. Market
/Semi | Orientation and R&D Effectiveness in High-Technology Firms: An Empirical

nar | Investigation in the Biotechnology Industry. Journal of Product Innovation
Management — 2010 — Vol. 27 - p. 299-320.

Unit 4. Marketing research and innovations.

4 | Seminar | Study the materials: Allen, K.R. (2003) Bringing New Technology to Market,
Upper Saddle River: Prentice Hall.

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

5 | Seminar | Study the materials: Dariush Rafinejad Innovation, Product Development and
Commercialization: Case Studies and Key Practices for Market Leadership, J.
Ross Publishing, 2007.

6.4 UnTepHeT-pecypchbl, CIPABOYHbIE CHCTEMBI.
1. http://www.marketing.spb.ru
2. www.nnir.ru / - Poccutickas HanmoHajdbHas OHOINOTEKA
3. www.nns.ru / -HarmoHanpHas 371IeKTpOHHAsT OMOIMOTEKA
4
5

www.1si.ru / - Poccuiickas rocynapcTBeHHas OMOIHOTEKa
www. rbs.ru / - Uadopmarmmonnoe arentctBo «PocbuznecKoncantunr

7. MaTepuajibHO-TeXHHYecKasi 6a3a, UHPOPMANMOHHbIE TEXHOJOTHH, MPOrPaMMHOE

obecrieyenne u HHGOPMAIMOHHBIE CIPABOYHBIE CHCTEMBI

JUis mpoBeneHHs 3aHATHH MO AUCHUILIMHE HEOOXOAMMO CIEAYIOLIee MaTepUabHO-
TEXHHYECKOe oOecrieyeHne: ydeOHbIe ayIUTOpUH Ul MPOBEACHUS 3aHATHI JICKIIMOHHOTO |
CEMHHAPCKOT0 THIIA, TPYNIIOBBIX M WHAWBUIYAIBHBIX KOHCYJBTAIlUH, TEKYIIETO KOHTPOJS |
MPOMEXXYTOYHOH aTTECTAIIUH, ISl CAMOCTOSTEIbHON paOOThI: YUTAILHBIC 3aJIbl OMOINOTEKH.

[Iporpammuoe obGecmeuenne: MS Office Professional Plus 2016, mnporpamma
«Antiplagiat.ruy.

Wudopmanmonnsie crpaBouHbie cuctembl: Haywnas OuOmmoreka PAHXul'C. URL:
http://lib.ranepa.ru/; Hayunas JIEKTPOHHAS 6ubimoreka eLibrary.ru. URL:
http://elibrary.ru/defaultx.asp; Hamumonanbnas snextpoHHas OubOmmoreka. URL: www.nns.ru;
Poccwuiickas rocymapctBenHas Oubnmoreka. URL: www.rsl.ru; Poccuiickas HanmonanabHas
oumbmoreka. URL: www.nnirru;  OnektponHas  Ombmmorexka  Grebennikon.  URL:
http://grebennikon.ru/; DnexTpoHHO-OMONMMOTEeUHass cucrema WsnarensctBa «Jlawp». URL:
http://e.lanbook.com; DnexTponHO-6uGmMOTeuHas cucrema FOPAWT. URL: http://www.biblio-
online.ru/.
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