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BCTYII

1. The aim of study course is to study concepts of innovations, innovation strategies and

approaches to managing innovations on an enterprise. o .
2. Background for the course: The background of the course is the following disciplines: Economics,

Marketing, and Management.
3. Annotation of the study discipline/ reference:
The program of the study discipline compounds of the following study modules (2 modules):

1. Content Module 1. The concept of innovation, which considers the major approaches to
managing innovations in an enterprise, innovative strategies of an enterprise, organizational
forms of innovative activity.

2. Content Module 2. Strategic aspects of marketing of innovations, which is devoted to the
major tactical and operational issues which modern organizations face during its business
activity while producing innovations.

4. The aim of the course is to provide conceptual understanding of the innovation as the main
engine of economic growth in the conditions of the globalized economic environment. The course
enables to develop strategies for obtaining products with improved quality characteristics, providing
quality services, organizing new production processes with a more efficient and clean
(environmental) management system, improving models of business, management methods of
employment etc.

The discipline is focused to achieve the following general and special competences:

e Ability to identify, put and solve problems, ability to make informed decisions.

e Ability to communicate with representatives of other professional groups of different levels,
negotiate.

e Ability to abstract thinking, analysis and synthesis, search, processing and analysis of information
from various sources in the subject field of marketing.

e Ability to develop marketing strategy of a market entity and ways of its realization taking into
account interfuncticnal connections.

e Ability to manage marketing activities of a market entity at the level of organization, unit, group,
network.

¢  Ability to manage projects and implement their results in the field of marketing activities.

5. Results of study:

Results of study Percentage
(1-to know, 2- to be able, 3 - co_m.rr.lunlcatlon, 4. Methods of teaching Methods of in the final
autonomity and responsibility, *) X assessment
and learning assessment of the
Kon PesynsTar HaBuaHHA diseipline
1.1 | To know modern approaches to the concept | Lecture, practical class | Exam 10%
of innovation
2.1 |To be able to plan economic activity of Lecture, practical class |Control  paper, 10%
enterprises while producing innovations group tasks,
homework.
2.2 | To be able to develop innovative strategies |Lecture, practical class |Control  paper, 10%
of an enterprise group tasks,
homework.
Project
2.3. | To be able to analyze organizational forms |Lecture, practical class |Control  paper, 10%
of innovative activity homewortk.
2.4 _To be able to develop marketing strategy for |Lecture, practical class |Control — paper, 10% |
innovative product homewortk.
2.5. To be able to launch marketing in Lecture, practical class |Project, 10% W
innovation process homework.
3.1. | To analyze the possibilities of increasing Lecture, practical class | Project, 15%% j




B Results of study Percentage
(1-to know, 2- to be able, 3 - communication, 4. ) in the final
autonomity and responsibility, *) Methods of tegchmg Methods of assessment
and learning assessment of the
Kon Pezynprat HaBYaHHS discipline
innovation potential of the selected company homework.
on the market
4.1. | To develop the recommendations for Lecture, practical class | Project, 25%
entrepreneurial activity of a certain homework.
enterprise within the framework of
innovations

6. CniBBixHOmEHHS pe3y/ LTATIB HABYAHHA AMCUMILIIHH i3 NPOrPAMHHMH Pe3y./IbTATAMH HABYAHHS
(He0b06 A3K060 0.1 BUDIPKOGUX OUCYUNAIH)

€3Y/IbTATH HABYAHHA ;mcummiﬂu

Ifporpanei peysTan: masTand 11 [21]22|23|24 253141

Ability to identify, put and solve problems, ability to make

. .. + + | + |+ + | +
informed decisions.

Ability to communicate with representatives of other " + + +

rofessional groups of different levels, negotiate.
Ability to abstract thinking, analysis and synthesis, search,

processing and analysis of information from various| + + + + +
sources in the subject field of marketing.

Ability to develop marketing strategy of a market entity

and ways of its realization taking into account + + + + +
interfunctional connections.

Ability to manage marketing activities of a market entity 2 + i + 2
at the level of organization, unit, group, network.

Ability to manage projects and implement their results in + + |+ 2 + | =

the field of marketing activities. (

7. Scheme of forming assessment:
7.1. forms of assessment:

- semester assessment:
1. Modular control paper ( Min. — 12 marks, Max.-20 marks).

2. Checking homework, participating in group projects (Min. — 12 marks, Max.-20 marks).
3. project execution (Min. — 12 marks, Max.-20 marks).

- final assessinent in the form of exam
1. in the form of exam': (obvious in written)

CM1 ' CM| CM1 Exam Final
assessment
Minimym 12 12 12 24 60
Maxcumym 20 20 20 40 100

A student is not allowed to take an exam if he has scored less than 36 points during the semester. for admitting to th'e
exam, you must complete an independent project, complete all homework assignments to score up to 36. The exam's
score can not be less than 12 points in order to obtain a general positive assessment for the course.

. CemecTpoBy xinmekicTs Ganis dopmyrors 6amm, orpumani cryaenrom y mpoueci TEOPETHIHOTO 3aCBOCHHA Mtropmny 3 ycix
PO3ALTIB  DMCLIAIUTIHM, CEeMIHApCBKMX 3aHATh, BHKOHAHHA NPAKTHYHMX, JaGOpaTOpHMX, IHIMBIXYaTBHHX, umcyumnm

KOHTPOJIbHHX po0iT, TBOpIMX POOIT BIPOIOBK CEMECTDY, NependaueHHX po6OYOr0 HABYATLHOKO Tporpamoro (100 Ganis - s
JWHKOBUX OUCYUNAIH, Y BUNAOKY, SKUYO ducyumma 306EPULYEMBCA  EK3AMEHOM, MO PO3N0OLT 30IUCHIOEMBCA 3A MANIM
aneopummonm: 60 banie (60%) — cemecmposuii Konmpons i 40 banie (40%) — exzamen).




7.2.Organization of assessment:

Evaluation of 3 growp projects, S homework assignments and | controd work - maxinnm 40 points;

Evalwation of 1 project - maxanmem 20 pomis
Assessment of 4 1est tasks - maavirmam 40 pomits (10 poants for assignmsents)

7.3.Matching Scale
~ Biaminmo / Excellent B ST a0 ]
— — ;l"ﬁp“ ,/ (,(x‘i S SV ——" X T — 7 5 -_8({,___.___,.,_..___.4
60-74

———

) Th,mni.n.nnl_§|rx>f/ﬁgicm_ 1
Herwaoniakuo / Failed ; 0-59 ]




STRUCTURE OF DISCIPLINE

THEMATIC PLAN OF LECTURES AND SEMINARS

Topic
N Topic Lectu- . Self-
n/n reg | Seminars study
Module 1: The concept of i mnovatlon
1 | Topic 1. The concept of innovation 2 2 10
2 | Topic 2. Managing innovations in an enterprise 4 2 20
3 | Topic 3. Innovative strategies of an enterprise 4 2 14
4 | Topic 4. Organizational forms of innovative activity 4 2 10
Module 2: Strategic aspects of marketing of innovations
5 | Topic 5. New product development 4 2 20
6 | Topic 6. Innovation adoption and diffusion process 4 2 14
7 | Topic 7. Marketing in innovation process 4 1 10
g Topic 8. Management of technological innovations in an 2 1 10
enterprise
Total course hours 28 14 108

Total volume 150 hours, including:
Lectures - 28 hours.

Seminars - 14 hours.

Self-study - 144hours.
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Recommended reading

Essential reading

Clayton M. Christensen, Raynor, Michael E. The innovator's solution: creating and sustainin
successful growth, Boston, Massachusetts, USA: Harvard Business School Press, 2003,

Clayton M. Christensen, Scott D. Anthony, Erik A. Roth Seeing what's next: using the theories
of innovation to predict industry change. Harvard Business Press, 2004,

Joseph Tidd, J. R. Bessant, Keith Pavitt. Managing innovation: integrating technological, market
and organizational change. John Wiley and Sons, 2005.

Keith Goffin, Rick Mitchell Innovation Management: Strategy and Implementation Using the
Pentathlon Framework. Harvard Business School Press, 2004.

Giselle Rampersad. Innovation Management. VDM Verlag, 2009.

Elie Ofek, Olivier Toubia. Marketing and Innovation Management. — 2010,

Paul Trott. Innovation management and new product development Pearson Education, 2005

Further reading

Christensen, Clayton M.; Horn, Michael, Disrupting class: how disruptive innovation will
change the way the world learns, New York, New York, USA: McGraw-Hill, 2008.

Christensen, Clayton M.; Grossman, Jerome H.; Hwang, Jason. The innovator's prescription: a
disruptive solution for health care, New York, New York, USA: McGraw-Hill, 2008.

10. http://innovations.com.ua/
11, http://www.innovations-report.com/




