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Heab ocBoeHus] TUCHUILIHHBI: CHOPMUPOBATH KOMIICTCHIIUIO B 00JACTH YIPaBICHUS
MPOLIECCOM Pa3pabOTKU HOBOTO MPOAYKTA M BBIBEICHHUS €ro Ha PhIHOK HA OCHOBE MPUMEHEHUs
METOJMK OILIEHKM HOBBIX WJIEHW, aHallu3a MPHUBJICKATEILHOCTH HOBOTO IPOM3BOJCTBA ISt
KOMITaHHH, oTpeiesieHust oCHOBHBIX pruckoB (JIITK OC-16).

IL1an kypea:

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 KOHTPOJISI M MPOMEKYTOUHOH aTTeCTAIUHN

@DOopMBI TEKYILETO KOHTPOJISI YCIIEBAEMOCTHU: OIPOC.

dopma NMPOMEKYTOYHOM aTTecTaluu, oTpakaromas (GOpMUPOBaHHE KOMIIETEHIIMHM Ha
YPOBHE JIaHHOM UCUUIUIMHE: SK3aMEH.

Oran ocBoenus komnerennuu AITK OC-16.2 otpaxaer hopMupoBanue:

HA YPOBHE 3HAHUI:
OcHOBHBIX NpoGIieM pa3pabOTKH U IMPOJBUKEHNS HOBOTO TOBapa Ha PIHOK
MeTon0B MIAaHUPOBAHUS M YIPABICHUS MPOEKTOM MO pa3paboTKe W MPOABHXKEHUIO HOBOTO
IPOAYKTa Ha PBIHOK
CtpykTypsl palOOT, CBSI3aHHBIX C DPa3pabOTKOM W NPOABMIKEHHEM HOBOTO NPOAYKTAa U
pacrpeielIeHUeM TOr0 MPOIYKTa Ha PhIHKE
[Tprmepsl pOrpaMMHBIX POIYKTOB, IPUMEHSEMBbIX JJIS IJIAHUPOBAHUS U BBIIIOIHEHUS paboT 1O
pa3paboTKe U MPOJBUKEHUIO HOBOTO IPOAYKTA
OCHOBHBIX HCTOYHMKOB WH(MOpMAIHX AJIs1 paOOTHI HaJl IPOIBHKEHUEM HOBOTO MPOAYKTA
OCHOBHBIX 3JIEMEHTOB 3aKOHOJATEIbCTBA B YaCTH pa3pabOTKU U MPOJBUKEHUS] HOBOT'O TOBapa

HA YPOBHE YMEHHUIi:
Pazpaborats man paboThl KOMIIAHUU 110 pa3pabOTKe HOBOTO TOBapa
Pa3pabarbiBaTh muiansl (B mporpamMMe MailkpocodT Mpo>KeKT) yrpaBiIeHHs 3TUM IIPOIECCOM
PeanuzoBaTh pazpaboTaHHBIH M1aH
Pa3paborath mian paboThl KOMIIAHUM 0 CO3/IaHUIO HOBBIX MPOJIYKTOB U WX MPOJBHKEHUIO HA
JUTUTEIbHBINA TIEPHOT

HA YPOBHE HABBIKOB:
Briagenus MeTogaMu opraHu3aiuy pa3padOTKH U MPOABIKEHUST HOBOTO TOBapa

Branenust MHCTpyMEHTapHeM JUIs OCYILECTBICHUS IJIAHUPOBAHUS M YIIPABJICHUS pab0oTaMH IO
YIIPaBJICHUIO pa3padOTKON M MPOIBMKEHHEM HOBOTO TOBAapa B KOMIIAaHUU

[lnaHupoBaHWsS W OpraHU3AIMK YIPABJICHUS BCEM IMKJIOM MPOIECCOB, CBA3aHHBIX C
IPOJIBM)KEHHEM HOBOTO IMPOAYKTA Ha PHIHOK

Opranusaiuy paboThl MO peKaMe, JIUYHBIM MpoJiaXkaM, MpoBMKeHue nponax, PR u Publicity
JUTSl HOBBIX TEXHOJIOTUYECKHX MPOIYKTOB

COopa u aHanu3a uaei HOBBIX IPOAYKTOB
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