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obecrieyeHre 1 HH(POPMALIMOHHBIE CIIPABOYHBIE CUCTEMBbI
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1. Hepeqem) INIAHUPYEMBIX PE3YJIbTATOB oﬁyqe}ma nmo AMCHHUIIIMHE, COOTHECCHHBIX C

NJIAHUPYEMBIMH PE3YJIbTATAMHU OCBOCHUS IIPOIrPaMMbI

1.1. Jlucuurmuinaa b1.B.06 «VYmpaBnenue mporeccoM pa3pabOTKH M MPOABHUKEHUS HOBOTO
toBapa / New Product Development Management» oOecreunBaeT OBJIAJICHUE CIEAYIOIIMMHI
KOMITETEHIMSIMH C YyYE€TOM JdTara:

Kon HaumenoBanue Kon HaumenoBanue 3Tana
KOMIIeTeHIM U KOMIIeTeHIIM U 3Tana 0CBOEHUs! OCBOEHHS KOMIIeTEeHIUH
KOMIEeTEeHIIH U
HIIK-16 CITOCOOHOCTH HITK-16.2 CITOCOOHOCTD YIIPaBIATh
YIPABISITH MPOIECCOM IIPOLIECCOM pa3paboTKH,
pa3paboTKu HOBOTO MIPOU3BOJICTBA HOBOTO
MPOAYKTA U BBIBEJICHUS MPOJYKTa U €TO
€ro Ha PhIHOK Ha MIPOJIBMXKEHUSI HA OCHOBE
OCHOBE TPHMEHEHUS MIPUMEHEHUS METOJIIK
METOAMK OLEHKHA HOBBIX OILICHKH HOBBIX UJIEH,
ujeH, anaimsa aHaJIM3a MPUBJIEKATEIIBHOCTH
MPUBIIEKATEILHOCTH HOBOTO MTPOM3BOACTBA s
HOBOT'O MPOU3BOJICTBA KOMITaHUH, OTTPEICTICHHUS
JUTSL KOMITAaHUH, OCHOBHBIX PHCKOB
onpeeneHus
OCHOBHBIX PHCKOB
1.2. B pesynbrare ocBoenust quctuiuiniel b1.B.06 «Ympasnenue nporeccom pa3paboTKu U

npoBikeHus: HoBoro Toapa / New Product Development Management» y CTYIEHTOB JOJKHEI
OBITH C(HOPMHUPOBAHBI:

aeHCTBUA

OTO/TD Kox 3Tana
(n1pu HAJIMYHUH OCBOCHUA
npodgcranaapra)/ KOMIIETEHIIMH
TPYAOBBIE WJIH
npogeccuoHaJIbHbIE

Pe3yabTaThl 00y4eHus
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[TpodeccronanbHBIM
CTaHmapT
«CrienianucT 1Mo
CTPaTETUYECKOMY H
TaKTUYECKOMY
TUTAHUPOBAHUIO U
OpraHu3aIu
MIPOU3BOICTBAY

yTB. 08.09.2014 1. No
6091

B/01.7
Crparernueckoe
yIIpaBJICHHAE
nporeccaMu
IMJIaHUPOBAHUA
IPOU3BOACTBEHHBIX
pecypcoB u
IPOU3BOACTBEHHBIX
MOUIHOCTEN

JIK-16.2

HAa YPOBHE 3HAHMIA:

[Tpumepst MIPOTrpaMMHBIX MPOIYKTOB,
MPUMEHSIEMBIX [UIsl MJIAaHUPOBAHUS M BBIIOJTHEHUS
pabor mo pa3paboTKe W MPOABHKECHUIO HOBOTO
MPOAYKTa

OCHOBHbIE =~ UCTOYHUKM M  CHUCTEMAaTU3ALIMIO
WCTOYHUKOB uWHpoOpMamuu i paboOTel  HanI
MPOJIBU’KEHHUEM HOBOT'O IPOAYKTA

OCHOBHBIE 3JIEMEHTHI 3aKOHOJATEIHCTBA B YacCTH
pa3paboTKu ¥ MPOJBUKCHHUS HOBOTO TOBapa
Metononoruueckue OCHOBBI MIPOBEACHHUS
JIOTUCTUKOOPUEHTUPOBAHHOTO aHAJIM3a CUCTEMBI U
cpenbl ee GYyHKIIMOHUPOBAHUS

MeToabl MOAETUPOBAHUSI TEXHOJIOTHI 00ecTIeueHUs

KayecTBa, METOJAbl  KJIacCU(PHUKAIMH,  METOMAbI
MIPUHSATHUS PELIEHUN B YCIOBUAX HEOIPEACICHHOCTH
U pUCKa

ba3oBble maeu, MOAXOIbI, METOABI U PE3YNIbTaThl
MPUKIAQJHON CTATUCTUKH, SKCHEPTHBIX OLEHOK,
TEOpUU  MPUHATHS  PEUIEHMH M KOHOMHUKO-
MaTeMaTH4eCKOro MOAEINPOBAHUS
HA YPOBHE YMEHMH:
PeanuzoBare pa3paboTaHHBIN TUTaH
Pazpabortats 11aH paboTHl  KOMIAHMM  TIO
CO3J]aHUI0 HOBBIX MPOAYKTOB M UX MPOJBUKEHUIO
Ha JUTUTEIbHBIN EPUOLL.
Hcnonb3oBaTh  3aKOHBI  €CTECTBEHHO-HAYYHBIX
JTUCLUUIUIMH B NMpo(ecCHoHanbHON NesSTeNbHOCTH
Y NPUMEHATh MaTeMATUYECKHI armapaT, METO/bI
ONTUMHU3ALNH, TEOpUU BEPOATHOCTEH,
MaTeMaTH4eCKOU CTaTUCTHKH, CHUCTEMHOTO
aHanmu3a Ui TPUHATHS pEUIeHud B 0O0JacTH
CTPATErNYeCKOro M TaKTUYECKOTO IJIAHUPOBAHMS
Y OpraHU3aluy IPOU3BOACTBA
[IpoBOIUTE KOMILJIEKCHOE M3YyYEHHE OTPACIEBOIO

pBIHKA IIPOMBILIUIEHHON MPOAYKIIHH,
norpedureneil TOBAapOB, TMOCTABIIMKOB CBIPbS,
MaTepuajoB U KOMIUIEKTYIOLIHX,

KOHKYPUPYIOUIUX OPTraHU3aUN-TTPON3BOIUTEICH
MPOJIYKTOB-3aMEHHUTENIEH, OILEHUBATH YPOBEHBb
KOHKYPEHTHOH OOpbOBI, COCTaBIATH 0030pbI
KOHBIOHKTYPBI PbIHKA

Pa3zpabareiBaTh MeTOABI M MOJAETH CO3JAHUS
CHUCTEMBI YIPaBJICHUS npoiieccamu
IUIAHUPOBAHMS MTPOU3BOJACTBEHHBIX PECYPCOB M
MIPOU3BOJICTBEHHBIX MOILHOCTEN NPOMBILIJIEHHON
OpraHu3au

HA YPOBHE HABBIKOB:
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[InanupoBanue U opraHu3alMs yIpaBICHHUS BCEM
LUKIJIOM IPOIIECCOB, CBSI3aHHBIX C MPOJBUKEHUEM
HOBOTO MPOAYKTA HA PIHOK
Opranuzanus paboOThHl MO pekiamMe, JUYHBIM
npojakam, NpojBrkeHue mpojax, PR u Publicity
JUISl HOBBIX TEXHOJIOTHYECKUX MTPOIYKTOB
Coop w aHanm3 wWACH HOBBIX IMPOIYKTOB
TexHn4YecKonii, MapKEeTUHTOBBIH U (PUHAHCOBBIH
a”Hanu3 uaeu
PykoBoacTBO pa3pabOTKOil OCHOBHBIX MOJIOKEHUN
MPOAYKTOBOM M TEXHOJOTMYECKOM CTpaTeruu
pa3BUTHUsL OpraHU3AlMH, ONpPEAENIEHUEe OCHOBHBIX
apaMeTpoOB MPOU3BOACTBEHHO-TEXHOJIOTHUECKON
U WHHOBAIlMOHHOW TMOJUTHUKUA OpraHu3aluu C
LEIbI0 MHUHHMM3ALUN U3JEPKEK MPOU3BOJCTBA,
MPUBEIACHUS Ka4eCTBA MPOAYKIIUU B COOTBETCTBUE
C 3arpocamMu moTpeduTenei
Opranmzanuss  paboTel 1m0  (GPOPMUPOBAHHIO
uepapxuu IIPOTHO30B MIPOU3BOACTBEHHBIX
MPOLIECCOB Ha CTPATErMUYECKOM U TaKTUYECKOM
TOPU30HTAX MPUHATHUSA YIPABICHYECKUX PELICHUMN
C UENBI0 OMpeaeieHus] TOTPeOHOCTEH phIHKAX B
HOBOM M  MOJEPHUBUPOBAHHOM  MPOAYKIIWH,
notpeGHOCTEH OpraHu3aIH B
IIPOU3BO/ICTBEHHBIX pecypcax u
MPOU3BOICTBEHHBIX MOIIHOCTAX
Crparernueckoe ymnpaBi€HHE JIATEIbHBIMU U
PECYpCOEMKUMHU KOMIUIEKCAMH padOT Ha OCHOBE
MIPOEKTHO- W NIPOrPAMMHO-OPUEHTHUPOBAHHOIO
IUIAHUPOBAHUSI  JEATEIBHOCTH  OpraHu3alui,
OIOKeTUPOBaHUSA W MOHUTOpPMHTAa  XoJa
BBITIOJIHEHUSI IPOEKTOB U IPOTPAMM
Opranusanus IIPOU3BO/ICTBEHHO-
XO35IMCTBEHHOM  JIESITEIbHOCTH HA OCHOBE
LIIMPOKOTO MCMOJIb30BaHUS HOBEWIIEH TEXHUKHU
U TEXHOJOTHH,  MPOTPECCHBHBIX  (HopM
YIpaBJICHUS U OpraHU3aluy Tpyaa
Yyactue B pa3paboTke U peanu3aluu
MEpONPHUITHI o COBEPIIECHCTBOBAHUIO
MIPOU3BOICTBEHHOTO IJIAHUPOBAHMS,
BHEJIPEHUIO TEXHUYECKUX M IMPOrPAMMHBIX
CPEICTB yIpaBiIeHUs TPOU3BOICTBOM
PerynspHblii KOHTPOJIb 32 XOJOM MPOU3BOCTBA
U JIpyruX BUJOB OCHOBHOH JESTEIHHOCTH
OpraHu3alNH, MIPUHSATHE Mep o
MPEIyTPERACHUI0 U YCTPAHCHUIO TIPOOIEMHBIX
CUTYallUi B MPOU3BOJCTBEHHBIX MPOLIECCAX

2. O0beM M MecTO TUCUMILIMHBI B cTpyKType OIl BO
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O6mas tpymoemkocth auctuiinabl b1.B.06 «YnpaBnenue mporeccom pa3paboTKu U
npozBrkeHus: HoBoro toBapa / New Product Development Management» no yueOHOMY IUIaHy
COCTaBJISIET 2 3au€THbIC E€AUHULBI, 72 aKaAeMHUYEeCKHX 4YacoB, 3-ii cemecTp. KommuecTBo
aKaJIeMUYECKHUX YacoB, BBIJCJICHHBIX Ha KOHTAaKTHYIO paboTy ¢ mpemnopjaBareneM — 18, B ToM
quclie JIEKIUN — 6 aKaJIeMUYECKUX 4acoB, MMPaKTHUYECKHE 3aHATHS — 12 akaJeMHUYeCcKHX YacoB;
Ha CaMOCTOSTENbHYIO paboTy oOyuaromuxcs — 18 akageMuyeckux daca, KOHpojib — 36 4acos.

Hucnunmuaa b1.B.06 «Ympasienue mporieccoMm pa3pabOTKU W MPOJBUIKEHUS HOBOTO
toBapa / New Product Development Management» sBisieTcs OAHOM M3 00sA3aTEIbHBIX
JUCLMILIMH B MOATOTOBKE MEHE/DKEPOB, BXOAUT B AUCLMILIMHBI BAPUATUBHOM YaCTH.

I'myOokoe ycBoeHue marepuana OOeCleUMBACTCS COYETAaHUEM ayJUTOPHBIX 3aHATHH U
CaMOCTOSITENIbHOM paboThl OOy4aromMXCsl C JUTEPaTypodl M HOPMAaTHUBHBIMU JOKYMEHTAMH.
OCHOBHBIM BHJIOM Y4Y€OHBIX 3aHATMH MO JaHHOM JUCLUIUIMHE SIBISIOTCS JIKUUH U
MIPAKTUYECKHE 3aHATUS, KOTOpbIE MPOBOIATCS B BUIE TUCKYCCUH, CEMHHApPOB, IPYIIIOBOrO
POEKTHOro oOyueHus. V3yueHue IUCUMIUIMHBI oOcyuliecTBisiercas B 3-m cemectpe. Ilo
JUCHUIUIMHE OCYIIECTBISETCS TEKYIIMH KOHTPOJIb M TMPOMEKYTOUHBIM KOHTpOJIb B (opme
9K3aMEHa.

JIMcUMIIMHBL, OCBOCHHE KOTOPBIX MarucTpaMm HEOOXOAUMO Ui U3YUYEHMS AUCLUIUIMHbI
b1.B.06 «YmpaBnenue npoueccoM pa3pabOTKU W MpojABMKEHUs HOBoro toBapa / New Product
Development Management»: b1.5.01 «CoBpemennsiii menemxkment» (1-it cemectp), b51.5.05
«CTparernyeckuii MEHEDKMEHT W cTpartermueckuid ananms3» (1-it cemectp), b1.B.JIB.02.01
«HHOBaLMOHHBIN MeHeKMeHT» (2-i cemecTp), b1.B.JIB.02.02 «OxcnepT3a HHHOBALIMOHHBIX
MIPOEKTOBY (2-i ceMecTp).

3HaHUd, MONY4YEHHblE B Tpolecce Hu3ydeHus aucuuiuinabel b1.B.06 «Ynpasienue
IpoIlecCCOM pa3pabOTKM M HpoJABMKEeHUs HoBoro TtoBapa / New Product Development
Management», cayxar ocHOBOW g ocBoeHnsa jucuuiimH b1.B.JIB.01.01 «bwusnec-
rwianupoBanue / Business Planningy (3-it cemectp), b1.B.JIB.03.02 «YnpaBnenue npoexramu /
Project Management» (3-it cemectp), b1.B.04 «Crparerusi u TakTHKa YIIpaBICHUS
MHHOBAIIMOHHO-OPHEHTUPOBaHHOM Kommanueil / Strategy And Tactics Of Management Of The
Innovative Oriented Company» (3-if cemecTp).

JlucumiimHa sBISETCS MPaKTUKO-OPUEHTUPOBAHHOM, CIIYXKHMT OIOPOH Ul HalMCAaHUU
BBIIYCKHON KBaJU(UKAUOHHON pabOTHI.

3. Conep:kaHue M CTPYKTYPa JUCHUILINHBI

Ounas popma 0dyuenus

Ne i/ HanMeHoOBaHHe TeM O6bem JTUCHUILIMHBIL, 4ac. Dopma
(pasneion) TEeKYIIero
Bcero KonrakrHas padora Cp KOHTPOJIsA
o0yvaromuxcsi ¢ ycreBaeMoCTH,
npenoaaBarejieM IPOMEKYTOYHO
10 BUAaM y4eOHBIX 3aHATHI if aTTecTaNUH

J JIP 3 |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.




Ne ni/m HaumeHnoBanue Tem O6bem JUCHUITJINHBI, yac. dopma
(pa3neJioB) TeKylIero
Bcero KonTakTHas padora Cp KOHTPOIsI
0o0yJaromuxcs ¢ ycneBaemMocCTH,
npenojgaBarejieM IIPOMEKYTOUHO
10 BUJaM Yy4eOHBIX 3aHATHH ii arrecTanun

JI JIP 13 |KCP

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

development management.

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 arrecTanus 36 Exam

Bcero: 72 6 12 18

Conep:xanue THCHUTIIHHBI
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.

4. MaTepuanbl TeKkyLwiero KOHTpoOnsA ycneBaeMocCTH
obyyvaowmxcsa n ¢poHA OLEeHO4YHbIX CPenCcTB NPOMEXXYTOYHOM
aTTrecTtauuu no AucuunsimHe

4.1. ®opMbl M MeTOAbl TeKyLW,ero KOHTPOJA YycCneBaeMoCTH
oOyyYyaloLwWwmnxca u NPOMe)XXyTO4YHOM aTTecTauum.

41.1. B xope peanmsauumnm gucunnauHel b1.B.06 «YnpaBneHue
npoueccoM pa3paboTkm M nNpoaBMXKEHUS HOBOro ToBapa / New Product
Development Management» WCMOJIb3YIOTCA cClegywlwmne MeTonbl TeKyulero
KOHTPOJ1S YCMeBaeMoCTN 0by4atoLmxcs:

Tema n/uam pasnge Mertoabl TeKyLIero KOHTpPOJIst
ycneBaeMocTH

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

Organizational design of new product

development. Quiz test

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

of new product promotion. Quiz test

4.1.2. 2K3amMeH no AaucuunanHe b1.B.06 «YnpasseHue npoLeccom
pa3paboTkn M npoaBMXeHus HoBoro ToBapa / New Product Development
Management» 019 BbISIBJIEHUA YPOBHSA OCBOEHUSA KOMMETEeHUN NPOBOANTCA B
yCTHOW chopme.

4.2. MaTtepuansi TekyLwiero KOHTpoOAnsA ycneBaeMocCTH
obyualowunxcs.

TunoBble OueHOYHbIe MaTepuabl
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Typical assessment materials for Unit 1 "Types of innovations from marketing perspective. Risks
and attributes of innovativeness."

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. OnleHOYHBbIE CPEACTBA AJIS MPOMEKYTOYHOM aTTeCTAlMU.
4.3.1. Ilepevyenb KOMIETEHIIMI C YKAa3aHHEM ITANOB UX (popMUPOBAHUSA B Ipolecce

ocBOeHUsI oOpa3oBare/ibHOII mnporpammbl. [loka3zaTreqim W KpUTepUM OLEHUBAHUS
KOMIIETEHUMI HA Pa3JIMYHbIX dTanax ux (popMupoBaHMsI

Kon HauMenoBanue Kon HauMenoBanue 3Tana
KOMIIETEHIINH KOMIIETeHIIU I 3Tana 0CBOEHHUS OCBOEHHSI KOMIIETEHI[MH
KOMIIETEHIIHH
JIIK-16 CIIOCOOHOCTH AIIK-16.2 CIIOCOOHOCTD YNPABIATh
YIPaBIAThH MPOIIECCOM MPOLIECCOM pa3paboTKH,
pa3pabOTKH HOBOTO MIPOM3BOICTBA HOBOTO
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MPOJYKTa U BHIBEACHHS
€ro Ha PbHIHOK Ha
OCHOBE IPUMEHEHUS
METOIUK OLICHKHU HOBBIX
e, aHaInu3a
HpI/IBHCKaTe.HBHOCTI/I
HOBOTO MPOU3BOJICTBA
JJIA KOMIIaHHU,
onpeneacHus
OCHOBHBIX pI/ICKOB

MPOAYKTa U €ro
MPOABUKEHNS HA OCHOBE
MPUMEHEHHUS] METOJIUK
OILICHKH HOBBIX HUJICH,
aHaJn3a MPUBJIEKATEIIbHOCTH
HOBOT'O MPOU3BOACTBA JJIS
KOMITaHUH, OTIPEICTICHUS
OCHOBHBIX PUCKOB

ITan oCBOCHUSA

IToxa3zareyan oneHUBaHUA

Kpurepuii ouennBanus

KOMIIEeTeHIINH
HIIK-16.2 [IpoBoguT MapKeTUHTOBbIE | CaMOCTOSATEIBLHO MPOBOUT
CHOCO6HOCTB HUCCJIICAOBAHUA PbIHKA HOBOI'O | MAPKCTUHI'OBBIC HCCJIICAOBAHUS PBIHKA
YIPaBIsATh MPOAYKTa HOBOTO IIPOAYKTA

MpOLECCOM ITpumeHsieT METOOMKM OLIEHKH | KOppeKTHO  NpUMEHSIET  METOAUKH
pa3paloTkH, HOBBIX uien, aHaJv3a | OLIGHKM  HOBBIX  HJEH,  aHauu3a
IMpoOn3BOACTBA MMPUBJICKATCIILHOCTH HOBOTI'O | IIPUBJICKATCIIBHOCTU HOBOI'O

HOBOTO TMpPOAYKTa U
€ro MpOJBMKECHUS Ha
OCHOBE MPUMEHEHUS

METOIUK OLIEHKHU
HOBEIX HJIeH,
aHajn3a
MPUBJICKATEIIbHOCTH
HOBOTO
MPOU3BOJACTBA IS
KOMITaHUH,
onpeeneHus

OCHOBHBLIX PUCKOB

IIPOU3BOJICTBA JIJIs1 KOMITAHUH
PaccunthiBacT 1€HY HOBOIO
MIPOJIyKTa

[IpumeHsieT KOIUYECTBEHHbIE U
KAYEeCTBEHHBIE METO/IbI aHAIN3a
npu MPUHSATUU
YIOPaBICHUYECKUX PpEHIEHUN |
CTPOUT SKOHOMHYECKHUE,
(hrHaHCOBBIC u
OpraHU3aIMOHHO-
YIPaBJICHUYECKUE MOJIEIN
Hcnonp3yer OT€YECTBEHHBIM U
MEXIyHAPOIHBII OIIBIT
pa3pabOTKU HOBBIX MPOIYKTOB,
BHEIPEHUS MHHOBAITUH,
MOJIYYCHUS MO3UTHUBHBIX
pEe3yJIbTaTOB € BBIXOJOM Ha
MHUPOBBIEC PHIHKU

Pa3pabarsiBacT

MapKETUHIOBYIO MOJIUTUKY
OpraHu3aIuu o
MPOJABUKEHUIO HOBOM

HPOIYKIIMH Ha PBIHOK
OmnpenensieT OCHOBHBIE PHUCKH
NPOM3BOJACTBA U  BHEIPEHUS
HOBOIO IIPOAYKTa B CBOEH
npodeccroHanbHOM cdepe

MIPOM3BOCTBA JUIsl KOMITAHUU
['oroB kK camMOCTOSATEIBLHOMY pacuery
LIEHBI HOBOTO MIPOIYKTa

AniekBaTHO MPUMEHSIET
KOJIMYECTBEHHBIE W  KA4YECTBEHHBIE
METO/bl ~ aHalM3a TMpU  [PUHATUHU

YIPaBICHYECKUX DPEHICHUH M CTPOUT
HSKOHOMHUYECKHE,  (UHAHCOBBIE  H
OpraHM3aIMOHHO-YIIPaBICHYECKHE
MOJENN

Ucnonb3yer OTEYECTBECHHBIN u
MEXIYHApPOAHBIA OIBIT pa3paboOTKH
HOBBIX MIPOAYKTOB, BHEPEHUs

WHHOBAIIMHA, TOXYYCHHUS TO3UTHBHBIX
pEe3yabTaTOB C BBIXOJOM Ha MHPOBbBIE

PBIHKA
Pa3zpabarsiBacT MapKETUHTOBYIO
IMOJINTUKY opraHuzanu 10
MIPOJIBMKCHUIO HOBOW MPOAYKIIUH Ha
PBIHOK
Omnpenensier OCHOBHBIE PUCKH

MMponu3BOACTBA MW BHCAPCHUA HOBOI'O
MPOJIyKTa B CBOEH MpodecCHOHATbHON

chepe

4.3.2 TunoBble OLICHOYHBIE CPEACTBA
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TumnoBble KOHTPOJbHBIE 3a/JaHUS WM MHbIE MaTepuanbl (TUIOBBIE OLCHOYHbIE
Marepuaibl), HEOOXOAMMBbIE JJsi OLEHKH 3HAaHUM, YMEHUH, HaBBIKOB M (MJIM) OIbITa
NEeSITeNIbHOCTH, XapaKTepu3yolux 3Tamsl popmuposanus komnerenuui (JAI1K-16.2) B mpouecce
OCBOEHHsI 00pa30BaTEIHLHON MPOrPAMMBI.

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’g guccess 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.)
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- The main sources of ideas for a new technology, internal and external sources of ideas
(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.

- Budgeting distribution of product promotion on the market.

- The structure of costs and the system of managing product promotion on the market.

Ixana oneHUBaHUA

13

IHlkana 1. Ouenka c)OpMUPOBAHHOCTH OTIAEJIbHBIX 3JIEMEHTOB KOMIIETECHIIHI

0O603HayeHus ®opmyaupoBKa TPeOOBaAHHUI
TTudp K cTeneHu cGopMHPOBAHHOCTH KOMIIETEHIIUN
Ouenka
) 3HATEL YMmerhb Biaagers
1 HeynoBnerso OtcyTcTBUE 3HAHUM OtcyTcTBUE yMEHUI OtcyrcTBHE
pHUTEIBHO HAaBBIKOB
2 HeynoBnerBo | ®parmMeHTapHbIC 3HAHUS YactuuHo dparmeHTapHoe
PHUTEIBHO OCBOEHHOE YMEHHUE IIPUMEHEHUE
3 VYnoBneTBopu OO1ue, HO HE B nenom ycnemixoe, B ieiiom
TEJIBHO CTPYKTYpUpPOBaHHbIE HO HE YCHEIIHOE, HO HE
3HAHUS CUCTEMATHYECKHU CHUCTEMaTHYECKOe
OCYIIECTBIIIEMOE MPUMEHEHUE
yYMEHUE
4 Xoporo CdopmupoBanHbIe, HO B nenom ycnemsoe, B nenom
COJIEpIKAaIllU€e OTAEIbHbIE HO CcOZeprKalue YCHEUIHOE, HO
pOoOesbl 3HAHUS OTJEJIbHBIE TPOOEIIbI coJiepariee
yMeHUue OTZIETIbHbIE
poOeb
MIPUMEHEHUE
HAaBBIKOB
5 OtnnyHo CcdhopmupoBaHHbIe CdopmupoBanHoe Yeneuinoe u
CUCTEMAaTUYECKUe yMEHHE CUCTEMAaTUYECKOE
3HaHUs MIPUMEHEHUE
HAaBBIKOB

IHlkana 2. KomiuiekcHasi OleHKA C()OPMUPOBAHHOCTH 3HAHUM, YMEHMI U BJIaJCHUH

O06o03HaUCHUS .
DopMyJIUPOBKA TPeOOBAHMI
Hudp OreHka
K cTeneHH cOpMHUPOBAHHOCTH KOMIIETEHIIUH
1 HeynosnerBoputensHo | He nMeer HeoOXOOMMBIX MPEICTABICHUNA O MPOBEPSEMOM
MaTepuae
2 VY I0BIETBOPUTENBEHO 3HaTb Ha YpPOBHE OPHMEHTHPOBAHMS, NPEJCTABICHUN.
WIH CyOBeKT yueHHs 3HA€T OCHOBHbIE MPU3HAKU UJIU TEPMUHBI
HEYJIOBJIETBOPUTENIHO | U3y4aeMOro 3JIEMEHTa COJAEP)KaHUsl, UX OTHECEHHOCTb K
(no ycmompenuto OInpeeIEHHOW HayKe, OTpaciy WiM 00bEKTaM, y3HAEeT UX B
npenooasamensi) TEKCTaX, M300pKEHMAX WM CXeMax M 3HAaeT, K KaKuM
UCTOYHUKAM HY>KHO oOpalaTbcest 17151 60see JeTalIbHOTO €ro
YCBOGHUS
3 Y II0BIETBOPUTEIBHO 3HaTh U yMEThb Ha PenpoAYKTHBHOM YypoBHE. CyOBbekT
YY4EHHs  3HACT  U3YYEHHBIM  DJIEMEHT  COJCpKaHHS
PENpOAYKTUBHO:  IPOU3BOJIBHO  BOCIPOU3BOAMT  CBOU
3HaHHUA YCTHO, NHMCbMEHHO WJIM B JIEMOHCTPUPYEMBIX
JEUCTBHAX
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4 Xopormo 3HaTh, YMETh, BJIAJICTh HA AHAJIMTHYECKOM YypOBHE. 3Has
Ha PENpoAyKTUBHOM YPOBHE, YKa3bIBaTh HA OCOOEHHOCTH U
B3aMMOCBSI3M M3YyY€HHBIX OOBEKTOB, HAa UX JOCTOMHCTBA,
OTpAaHUYECHUS, HCTOPHUIO U IIEPCHEKTUBBl Pa3BUTUA U
0COOEHHOCTH JIJIsl pa3HbIX OOBEKTOB YCBOCHUS

5 OtnnyHO 3HaTh, yMeTh, BJIaJeTh HA CUCTEMHOM ypoBHE. CyOBeKkT
yU€HHsI 3HAET U3YYEHHBIN 3JIEMEHT COJIEpXKaHHUsA CUCTEMHO,
IIPOM3BOJIBHO U JI0KA3aTEJIbHO BOCIIPOM3BOANUT CBOU 3HAHMS
YCTHO, MHMCBMEHHO WJIM B JIEMOHCTPUPYEMBIX JAEHCTBHSIX,
YUNUTBIBasl U YKa3bIBasi CBSI3U U 3aBUCUMOCTH MEXIY ITHM
UIEMEHTOM M JIPYTHMH IEMEHTaMU COJIEpKaHUs y4eOHOH
JTUCLUIUIMHBL, €r0 3HAYUMOCTh B COJEpKaHUU Y4eOHOMH
JUCLUIUIMHEI

4.4. MeTogu4ecKue MaTepUaJIbl

MeToauueckue MaTtepualibl, ONMPEAesSIONIie MPOIEAyphl OIICHUBAHMS 3HAHWUN, YMCHHIA,
HABBIKOB U (MJIN) OIBITA JIEATEIbHOCTH, XapaKTEPU3YIOIIHUX ATArbl (POPMUPOBAHUS KOMIIETCHIIHIA
JIIK-16.2.

Kputepuu oneHKH pe3ysbTaToB TEKYIIET0 KOHTPOJIS yCIEBAEMOCTH (B CyMME MaKCUMYM
60 6amioB):

Kputepun oneHku paboT, BHIIOIHIEMBIX HA CEMHUHAPCKUX M MPAKTUYECKUX 3AHSATHUSIX —
MaKCHUMaJIbHAs OIICHKA 3a Kaxkoe 3aaanue — 10 6ayos.

[TpoueHT nexkuMd M CEMHMHAPCKUX 3aHSATHM, MOCEIIEHHBIX CTyneHToM (OoHyC 3a
nocemaeMocts 6osee 90%) - 5 Oaos.

Pabora Ha ceMuHapckoM 3aHATHH (y4acTHe B 0OCYKJIEHUH BOIIPOCOB paccMaTpUBaeMOil
TeMBbI) - 1 a1 32 MOTHOCTHIO PACKPHITHINA BOTIPOC.

BrimonHenne MHAUBUAYATbHBIX 3aJaHUN: Oallibl BBICTABISIIOTCS MCXOAS W3 KadyecTBa
BBITIOJIHEHUS 3aJJaHUI — MaKCUMallbHasi cyMMa 6aiuios - 10.

bamnbel mo Tekymeit pabote A0BOAATCA 0 OOy4arOUIMXCs B Hayale H3y4eHHs
JTUCIUTLTAHBL.

HtoroBas cymma GajijioB MO MPOMEXKYTOYHON aTTECTAIlMM CTYACHTOB CKJIAJBIBACTCS U3
CyMMBbI 0ajIOB, TIOJYYEHHBIX MMM TIO pe3yibTaTaM TEKYIIEr0 KOHTPOJS YCHEBAEMOCTH H
KOJTM4eCTBa OAJIJIOB 10 MPOMEKYTOUHOM aTTeCTaIlH.

MakcuManbHOE KOJIMYECTBO OajioB, KOTOPOE CTYACHT MOXET Ha0parh B TpoIecce

oOy4yeHusi B pamkax yue6Horo kypca — 100 éannos:

Ne | Poccwuiickas cucreMa Ounenka | CnoBecHasi UHTEpIpETAIUs OLIEHOK
/1 ECTS ECTS
bamer
1 OTIn4HO 96-100 A Excellent — Bergaromecs 3HaHus ¢
«5» BO3MOKHBIMH HE3HAUUTEIHLHBIMHU
MOTPEITHOCTSIMH
2 91-95 B Very Good — 3HaHMsI BBIIIE CPETHETO
YPOBHSI, C HEKOTOPBIMH OIIMOKaMHU
3 Xoporo 81-90 C Good — npaBUILHO BBINIOJIHEHHAS
«4y» paboTa ¢ HEeCKOIbKHUMH 3aMETHBIMU
olINOKaMHU
4 71-80 D Satisfactory — paboTa, BeITOTHEHHAs
YIIOBJIETBOPUTEIHHO, C 3aMETHBIMH
HEIOCTAaTKaMH
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5 VYnoBieTBOpUTENHHO 61-70 E Sufficient — 3HaHMSI, yIOBIETBOPSIOLINE
«3» MUHUMAJIBHBIM KPUTEPUSIM
6 3auTeHo 6lu P Passed — 3HaHus, yn0BIETBOPSIIONTHE
Oonee OLIGHOYHBIM TPeOOBaHUSIM

5. Meroguyeckne ykazaHus il 00y4alOIMXCS 110 OCBOEHHUIO TUCIHUIJIMHBI

3aHATHA TO JUCIHUIUIMHE TMPEACTABIEHBI CIEAYIOIMMMU BUAAMH DPA0OT: JIEKIUSMHU,
MIPAKTHYCCKUMHE 3aHATHSIMH, CAMOCTOSATEIIBHON pabOTOM CTYJICHTOB.

B pamkax camocTOsSTeNnbHOW pabOThl CTYACHTHI TOTOBAT BOMPOCHI, TOTOBSTCS K
MPAKTHYECKUM 3aHSATHSAM: MPOBOIAT 0030p MHTEPHET-CAWTOB, NMEPHOANICCKON JTUTEPATYPHI H
npodecCHOHANBHBIX W3JIaHWH, pa3pabaThIBalOT KaTalOT MHTEPHET-PECYpPCOB, OCYIIECTBISIIOT
MOJITOTOBKY K Pa3pa0bOTKe TPYIITOBLIX IPOSKTOB 10 33JaHHOW TeME, K IK3aMEHY.

OCHOBHBIMU BUAAMH CAMOCTOSATEIHHON PaOOTHI SIBIISIOTCS:

- IOBTOPEHHME JICKITMOHHOTO MaTepralia M MaTepruaia yIeOHUKOB;

- YTEHUE OCHOBHOM U JOTMOIHUTENIBLHOMN TUTEPATYPHI

- CaMOCTOSTEIbHOE W3y4CHHE IUIAKTHYSCKUX CIUHUI], PACIIUPSIONINX 3HAHUS I10
M3y4aeMoi TeMaTHKe TUCITUTLINHEI,

- MOITOTOBKA K MPAKTUICCKUM 3aHSATHSIM;

- OATOTOBKA K MPOMEKYTOUYHOW U UTOTOBOM aTTECTAIUH.

Ilpoyedypa noocomosku K 1eKyusim:

Ha 3aHATHAX JNEKIIMOHHOTO THUIA CTYAEHTaM PEKOMEHIYeTCs BHHMATEIBHO CIYIIATh U
KOHCITEKTHPOBATH JICKITMH. KpaTkue 3amucu JeKIni, X KOHCIICKTHPOBAHHUE ITOMOTAeT YCBOUTH
yueOHbId Marepuan. KoHCHIEKT sBisieTcs TONE3HBIM TOTNA, KOrZa 3alhcaHo  CcaMoe
CYIIECTBEHHOE, OCHOBHOE U CJIEIIAHO 3TO CaMUM CTYJACHTOM. JKenaTeIbHO 3alich OCYIIeCTBISTh
HAa OJIHOM CTpaHWIe, a CIEIYIOIIYI0 OCTaBIATh I MpopabOTKM Yy4eOHOTro MaTepuana
CaMOCTOSITENIEHO B JIOMANTHUX YCJIOBHAX. KOHCIIEKT JIEKIIMU JTydIlle TOPa3/IeisiTh Ha MyHKTEHI,
naparpadsl, coOmonas KpacHy0 CTPOKY. DTOMY B OOJBIION CTemeHH OymayT CIOCOOCTBOBATH
MyHKTHl IJIaHAa JICKIWH, TPEJIOKSHHBIE —IpernojaBaressiM. [IpUHIIMIHAIBHBIE MeCTa,
ompeneneHus, GOpMyabl U JIPYroe CJIeIyeT COMPOBOXKIATh 3aMEUaHUSMU «BAXKHO», «0OCO00
BXHO», «XOPOIIO 3alOMHUTE» W T.II. MOXHO JellaTh 3TO W C TIOMOIIBI0 Pa3HOIIBETHBIX
MapKepoB WK pydek. PaboTas Haj KOHCIEKTOM JICKIIHiA, BCEr/la HEOOXOAUMO HCIIOJIb30BaTh HE
TOJIBKO YU€OHHK, HO U TY JINTEPATypPy, KOTOPYIO TOTIOITHUTEIHHO PEKOMEHIOBAI JIEKTOP.

IIpoyedypa no02omosku K npaxmudeckum 3aHamusim.

Ha npakTryeckux 3aHATUSX CTYACHTHI BBITIOMHSIOT 3aJaHHS, CBSI3aHHBIC C N3YYCHUEM U
00CYXIEHHEeM KITIOYEeBBIX BOIPOCOB OOIIET0 MEHEIKMEHTA, BBICTYIUICHHEM W Y4YacTHEM B
JTUCKYCCHUSX, TUCITyTax, PEIICHUEM 3aJ1ad, aHAJTN30M KSHCOB U MIPAKTUICCKUX CHTYAIIHH.

[Ipu moAroToBKE K MPAKTUYECKUM 3aHATUSM O0yJarOIIUMCSI pEKOMEHIYETCS:

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

2. [IpounTath pEKOMEHIOBAHHYIO JUTEpPaTypy M Marepuajibl JIEKUUU  TI0
COOTBETCTBYIOIIEH TEME.

3. Haiitu cooTtBeTcTBYyIOIIME HHPOPMAITMOHHBIE HCTOUYHHUKH.

4. CdopMupoBaTh KOMIUIEKT MaTepHaOB (JICKIIMOHHBIX, YYEOHO-METOINYECKHX,
3aKOHOJIaTeIbHO-HOPMATUBHBIX ) IO BEIOPAHHOMY BOIPOCY (3a/1aHUIO).

5. CocTaBuTh IUIaH OTBETA (OKJIa/Aa, TPE3CHTAIIH).

6. Becy wmarepuan (cTaTUCTHKY, HWHGOpPMALMIO Ha caiTax, JHUTEepaTypHbIe
WCTOYHMKH, KaK Ha PYCCKOM, TaK M Ha WHOCTPAHHBIX S3bIKaX) 00pabOTaTh M WCIIOJIB30BATh
pedepaTuBHO.

7. YKa3aTh aBTOPCTBO MCIIOJIb30BaHHBIX MATEPHAIOB.
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8. HpI/I YTCHUH JIUTCPATYPHI KPATKO KOHCIICKTUPOBATH OCHOBHBIC ITOJIOKCHUSA CTAaTbH WA

[JIaBbI.
8. He ucnonb3oBarek pedepatsl U KypcoBble, pa3MellleHHbIE Ha internet-pecypcax.
9. [TnanupoBath CBOI OTBET (OKIIAJ, MPE3CHTAIMIO) TIO BPEMEHH.
10. He nepeckaspiBaTh MaTepuan, a MPE3EHTOBATh CBOM BBIBOABI M 3AKIIOYEHUA,

JI0Ka3bIBasi U/ WLTIOCTPUPYS UX KOHKPETHBIMU SKOHOMUYECKUMHU ITPUMEPAMHU, pe3yibTaTaMu
pacyeToB, IPOU3BEIACHHBIX CaMOCTOSTEIBHO HAa OCHOBE HCIIOJIb30BAaHUSA POCCUUCKHX U
MEXyHAapOAHBIX 0a3 SKOHOMHUUECKOH HHPOPMAIIH.

1. [Ipu pabore B ManmpIXx Tpymnmax B Hadaje pabOThl YETKO paclpeneiuTh
00s513aHHOCTH.

IIpoyedypa noozcomosexu u Kpumepuu oyeHKu y4acmus CmyoeHma 6 OUCKYCCUU:

Huckyccus, kak ocobasi (opmMa BCECTOPOHHErO OOCYXKJEHHs CIIOPHOTO BOIpoca B
myOTMYHOM COOpaHuu, B 4aCTHOM Oecesie, Criope, peaanu3yeTcsl B JUCIUIUIMHE KaK KOJUICKTUBHOE
00CYy)XJIeHHE Kakoro-imbo BoIpoca, MHpoOieMbl WIM CONOCTaBlIeHHEe HH(poOpMaluu, HJeH,
MHEHUH, TmpeioxeHuil. Llenpio mpoBeneHns AUCKYCCHH B 3TOM Clydae SIBISIETCS OOydeHue,
TPEHUHT, U3MEHEHUE YCTAaHOBOK, CTUMYJIMPOBAHKUE TBOPUYECTBA U Ap. B mpoBeneHnn AUCKYyCCUU
HCIIOJIB3YFOTCS PA3JIMYHbIE OPTraHU3ALMOHHBIE METOIUKH:

Meroauka «BOMPOC — OTBET» — PAa3HOBUAHOCTH MPOCTOrO COOECEOBAHMUS; OTIAMYUE COCTOUT B
TOM, YTO TIPUMEHSIETCS ompenenéHHas (opma MOCTAHOBKM BOIPOCOB Ul coOecemoBaHUS C
YYaCTHUKaMU JUCKYCCUHU-IHAIIOTA.

Meroauka «KIMHUKH» — KaKABIH W3 YYaCTHHKOB pa3padaThiBaeT CBOM BapuaHT pELICHUS,
NpeIBAPUTEIHLHO TPEIACTaBUB Ha OTKPBITOE OOCYKICHHWE CBOW «JIMArHo3» IOCTaBICHHON
mpoOieMHOM  cHUTyallud. 3aTeM 93TO pelIeHHe OICHMBAeTCid KaK  IpernojaBaTelieM
(pyxoBOIMTENEM), TaK M CHEIUATBHO BBIACICHHOW IJIsi 9TOM IEIM TPYNION SKCIEPTOB IO
OarIbHOM IIKale MO0 Mo 3apaHee MPUHATON cUCTeMe KIIPUHUMAETCS — HE IPUHUMAETCS».
Metoauka «J1abMpUHTa» UM METO]l MOCIEI0BaTEIbHOTO 00CYKACHHS - CBO€OOpa3Has I1aronas
MpoLenypa, B KOTOPOM KaXAbld TMOCIEIYIOUIMN Iar JAeJaeTcs JAPYTUM YYaCTHHKOM.
OOcyx/1eHUIO TIO/TIeKAT BCE PEIICHUs, JaKe HEBEPHBIE (TYIHKOBBIE).

Metomuka «3cTtadeTb» — KaxAbld 3aKaHUYMBAIONIMKM BBICTYIJICHUE YYACTHHUK IEPEIacT CIOBO
TOMY, KOMY CUMTAET HYKHBIM.

CBobOoaHO MaBaromiasi AUCKYCCUSl - KOTJa TpyIma K pe3yibTaTy HE NMPUXOIUT, HO aKTUBHOCTb
MPOAOJDKAETCS 32 paMKaMU 3aHATHSA. B OCHOBe Takod mpolenypbl TpyHnInoBON paOOThl JEKUT
«wodexr b.B. 3elrapauk», XapakTepU3YyIOUIMICA BBICOKUM Kaue€CTBOM  3allOMHUHAHUS
HE3aBEPIICHHBIX JEHCTBUM, KOIJAa YYACTHHKHU IPOJOJIKAIOT «JOMBICIMBATE» HACAUHE WJEH,
KOTOPBIE OKa3aJIUCh HE3aBEPLICHHBIMH.

CryneHty HE0O6X0IUMO:

- CaMOCTOSITEIBHO BBIOpATh TEMY (MIPOOJIEMY) TUCKYCCHUH;

- paspaboTaTh BOMNPOCHL, NPOAYMaTh MPOOJEMHBIE CHTyallMd (C HCIOJIb30BAaHUEM
NEPUOANYECKON, HAYUHOM JIMTEPATYypPhl, @ TAK)KE HUHTEPHET-CANTOB);

- pa3paboTaTh IUIAH-KOHCHEKT OOCYXJEHHUA C YyKa3aHUEM BpPEMEHH OOCYXKIEHUS,
BOIIPOCOB, BAPUAHTOB OTBETOB.

Iloocomoska « sx3ameny. K sk3amMeHy HEOOXOIUMO TOTOBHUTCS Li€JIE€HANPABICHHO,
PETYISIPHO, CHCTEMAaTHYeCKH U C MEPBBIX JAHEW 0OydeHUWs MO JaHHOU nucruruimHe. [lombITku
OCBOMTH JIUCLUMIUIMHY B MEPUOJ 3aUETHO-IK3aMEHALIMOHHON CECCUH, KaK MPABUIIO, TOKA3BIBAKOT
HE CIUMIIKOM YIOBJIETBOPUTEIBbHBIC pe3yabTaThl. B camom Hawane ydeOHOro Kypca
oOyJaromuMcss  HEOOXOIUMO  O3HAKOMUTHCA CO  CleIylolled  y4eOHO-MEeTOAMYECKOM
JIOKYMEHTAIUEH:

- MIPOrpaMMOM JUCIUIUIMHBL
- MepeYHEM 3HAaHUN U YMEHHM, KOTOPBIMH CTYZIEHT JOJKEH BIIAJIETh;
- TEMaTUYECKUMH IJIaHAMH JICKLNI, CECMUHAPCKUX 3aHATH;
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- KOHTPOJIbHBIMU MEPOIIPHUATUAMU,

- y4eOHUKOM, YIEOHBIMH ITOCOOUSIMU 110 TUCIUTUIMHE, & TAK)KE AIEKTPOHHBIMU
pecypcamu;
— MIepeYHEM BOMIPOCOB K IK3aMEHY.

[Tocne aToro y o0y4aeMoro JOKHO chOpMUPOBATHCS YETKOE MPENCTABICHHE 00 00beMe
U XapakTepe 3HAaHUN M yYMEHUH, KOTOpPBIMH Hajao OyleT OBJIaAeTh MO0 JUCLMILIIMHE.
CucreMaTHyecKoe BBIMIOJHEHHUE YYEeOHOW pabOThl Ha JICKIUAX W CEMHHAPCKHX 3aHSTHAX
MO3BOJIUT YCHEIIHO OCBOUTH TUCIMIUIMHY M CO3/IaTh XOPOIIYIO a3y AJs cjaun SK3aMeHa.

6. YueOHas 1uTepaTrypa u pecypchbl HHGOPMALMOHHO-TEJI€KOMMYHHKANMOHHOM ceTH
"UHTepHeT", yueOHO-MeTOAMYECKOE OOecTiedeHrne CaMOCTOSITeIbHOM padoThI
00y4aromuxcs no JMCUMILIHHE

6.1. OCHOBHasA nuTtepaTtypa.

1. Honampn P. JlemanH. YmpaBieHue NpOayKTOM [DJIEKTPOHHBIA pecypc|: yuyeOHUK Jist
CTYIEHTOB BY30B, OOY4YalOIIUXCS MO cCrHenuambHOCTSIM «MapkeTuar», «Kommepiius»,
«Menemxment»/ Jonampn P. Jlemann, Paccen C. Bunep— DIEKTpOH. TEKCTOBBIC
nannsie. M.: KOHUTU-JAHA. 2012. http://www.iprbookshop.ru/34441

2. MoprynoB B.M. NHHOBanuoHHBIE TPOIECCHl Pa3BUTHUA MApKETUHTa B COBPEMEHHOM
sxoHOoMuKe: HayuHoe uznanue [DnexTpoHHbIi pecypc]: / B.M. Moprynos, A.W. [lyOkoB.
— DOnexrpod. man. M. : JlamkxoB u K. 2011. http://e.lanbook.com/books/element.php?
pll_id=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.

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

6. 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. JlonoJiHMTEIbHASA JIUTEPaTypa.

1. Cru bnank. Yerblpe mara K o3apeHuI0 [DNEKTPOHHBIN pecypc|: cTpaTeruu CO3JaHUs
ycnemHbeix crapranoB/ CtuB brmank— DneKkTpoH. TEKCTOBBIC MaHHbIE. M.: AnbnuHa
[Ta6mumrep, 2014. http://www.iprbookshop.ru/34795

2. Puuapn bposHcon. busnec B ctuie Virgin. Uemy Bac He Haydyar B OHM3HEC-IITKOJIE
[DnexTpouHsIii pecypc]/ Puuapn BpaHCOH— DnekTpoH. TeKCTOBbIC NaHHBIE. M.: MaHH,
NBanoB u ®epbdep, Dxemo. 2013. iprbookshop.ru/39144

3. Geoffrey A. Moore (1999) Crossing the Chasm: Marketing and Selling High-Tech
Products to Mainstream Customers: HarperBusiness.

4. Hall, Bronwyn H. and Beethika Khan (2003), Adoption of New Technology. New
Economy Handbook, Amsterdam: Elsevier Science.

5. Allen, K.R. (2003) Bringing New Technology to Market, Upper Saddle River: Prentice
Hall.

6. Dariush Rafinejad Innovation, Product Development and Commercialization: Case
Studies and Key Practices for Market Leadership, J. Ross Publishing, 2007.
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7. 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.

8. 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.

9. 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.

10. 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-MeTOAMUYECKOE 00eclieyeHHe CAMOCTOSATE/IbHOM padoThl.

Ne Tun Vkazanus
n/o | 3a”HATUS

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

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

Unit 2. Organizational design of new product development.

2 | Lecture/ | Study the materials: Montoya-Weiss, M.M., Calantone, R. Determinants of
Seminar | new product performance: a review and meta-analysis. Journal of Product
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
management.

3 | Lecture/ | Study the materials: De Luca, L. M. , Verona, G., and Vicari, S. Market
Seminar | 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.

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. HopmaTuBHbBIE IPaBOBbIE JOKYMEHTHI.
He ncnonb3yrores.

6.5. UuTepHeT-pecypcehl.

1. http://www.marketing.spb.ru
2. www.nnir.ru / - Poccuiickas HaimoHajgbpHas OnOImoreKa


http://www.marketing.spb.ru/
http://www.nnir.ru/
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3. www.nns.ru / -HanmoHanpHas 351eKTpoOHHAsT OMOIMOTEKA
4. www.rsi.ru / - Poccuiickas rocygapcTBeHHasi Onbmmorexka
5. www. rbs.ru / - Uadopmannonnoe arentctBo «PocbusnecKoncantuar»

6.6. UnbIe HCTOYHUKH.
He ucnonb3yrorces.

7. MaTepuajibHO-TeXHHYecKasi 0a3a, UHPOPMALIMOHHbIE TEXHOJIOTUH, IPOrPAMMHOE
o0ecrnieyenne U MHGOPMALIMOHHBbIE CIPABOYHbIE CHCTEMbI

Jlnst mpoBeneHus 3aHATUN 1O AUCIHUIUIMHE HEOOXOIUMMO CIENyIoIee MaTepHhalibHO-
TEXHUYECKOE oOecrieueHue: y4eOHbIe ayJUTOPHH JUIS TPOBEIACHUS 3aHSATHH JIEKIIMOHHOTO M
CEMHUHApPCKOT0 THUIA, TPYIIOBBIX M HWHIUBUAYATHHBIX KOHCYJIBTAIMMA, TEKYIIETO KOHTPOJS H
MIPOMEKYTOYHOM aTTeCTaIlUH, Il CAMOCTOSTEIILHON paOOThI: YATAILHBIC 3aJTb OMOIMOTEKH.

[Iporpammuoe obGecmeuenune: MS Office Professional Plus 2016, mnporpamma
«Antiplagiat.ru», mporpamma «Project Expert» for Windows.

Wudopmanmonnsie crpaBouHble cuctembl: Hayunas Oubmmorexka PAHXul'C. URL:
http://lib.ranepa.ru/; Hayunas AJNEKTPOHHAsA oubmoTexa eLibrary.ru. URL:
http://elibrary.ru/defaultx.asp; Hamumonanbnas snexktpoHHas Oubmmoreka. URL: www.nns.ru;
Poccuiickas rocymapcrBeHHass OmoOmmotexka. URL: www.rsl.ru; Poccuiickas HanmoHanabHas
oubmoreka. URL: www.nnirru;  OnektponHas  Oubmmorexka  Grebennikon.  URL:
http://grebennikon.ru/; DnexTpoHHo-OmbMMoTeuHass cuctema WM3marenbctBa «Jlanp». URL:
http://e.lanbook.com; DnexTporHO-6uGMMOTeuHas cucrema FOPAWT. URL: http://www.biblio-
online.ru/.


http://www.rsi.ru/
http://www.nns.ru/
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