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ȉȓĲȜȠȢ ĲȠȣ ȝαșȒȝαĲȠȢ  ǹȃǹȆȉȊȄΗΝȃǼȅȊΝȆȇȅΪȅȃȉȅȈ  

ΚωįȚțȩȢ ĲȠȣ ȝαșȒȝαĲȠȢ  

ȉȪπȠȢ ĲȠȣ ȝαșȒȝαĲȠȢ ǼπȚȜȠȖȒȢΝ 

ǼπȓπİįȠ ĲȠȣ ȝαșȒȝαĲȠȢ ȂİĲαπĲȣȤȚαțȩ 

ΈĲȠȢ ıπȠȣįȫȞ ǻİȪĲİȡȠ 

ǼȟȐȝȘȞȠ ȉȑĲαȡĲȠΝΥδȠ) 

ΠȚıĲωĲȚțȑȢ ȝȠȞȐįİȢ ECTS 5 

ΌȞȠȝα įȚįȐıțȠȞĲȠȢή įȚįαıțȩȞĲωȞ ǻȑıπȠȚȞαΝȀαȡαȖȚȐȞȞȘ, ǼπȓțȠȣȡȘΝȀαșȘȖȒĲȡȚαΝ 

ȈțȠπȩȢ ĲȠȣ ȝαșȒȝαĲȠȢ ΗΝαȞȐπĲȣȟȘΝȞȑȦȞΝπȡȠȧȩȞĲȦȞΝ ΥαȖαșȫȞΝțαȚΝȣπȘȡİıȚȫȞ)Ν
İȓȞαȚΝȝȚαΝįȚαįȚțαıȓαΝπȠȣΝįȚαπİȡȞȐΝȠȡȚȗȩȞĲȚαΝįȚȐĳȠȡİȢΝ
ȜİȚĲȠȣȡȖȓİȢΝ ȝȑıαΝ ıĲȘȞΝ İπȚȤİȓȡȘıȘέΝ ǹȣĲȩΝ ĲȠΝ ȝȐșȘȝαΝ
İȟİĲȐȗİȚΝ αȣĲȒȞΝ ĲȘȞΝ įȚαįȚțαıȓαΝ απȩΝ ĲȘȞΝ ȐπȠȥȘΝ ĲȠȣΝ
ȝȐȡțİĲȚȞȖțΝ țαȚΝ πȡȠıįȚȠȡȓȗİȚΝ ıȘȝİȓαΝ țȜİȚįȚȐΝ
İπȚțȠȚȞȦȞȓαȢΝ ȝİΝ Ĳα ĲȝȒȝαĲα παȡαȖȦȖȒȢ,Ν
ȤȡȘȝαĲȠįȩĲȘıȘȢ,Ν ȠȡȖαȞȦıȚαțȒȢΝ πȠȜȚĲȚțȒȢΝ țαȚΝ
ıĲȡαĲȘȖȚțȠȪΝıȤİįȚαıȝȠȪέΝȆαȡȩȜȠΝπȠȣΝĲȠΝȝȐșȘȝαΝαȣĲȩΝ
παȡȑȤİȚΝȝȚαΝȖİȞȚțȒΝİȚțȩȞαΝȠȜȩțȜȘȡȘȢΝĲȘȢΝįȚαįȚțαıȓαȢ,Ν
İȚįȚțȒΝ ȑȝĳαıȘΝįȓȞİĲαȚΝıĲȘȞΝαȟȚȠȜȩȖȘıȘΝ ĲȦȞΝconcepts 
πȠȣΝ ȜαȝȕȐȞȠȣȞΝ ȤȫȡαΝ ıĲȠΝ αȡȤȚțȩΝ ıĲȐįȚȠΝ ĲȘȢΝ
įȚαįȚțαıȓαȢ,Ν İȚįȚțȐΝ πȡȚȞΝ țȡȚșİȓΝ ȘΝ įȣȞαĲȩĲȘĲαΝ
αȞȐπĲȣȟȘȢΝĲȠȣΝπȡȦĲȩĲȣπȠȣΝıȤİįȓȠȣέ ǹıȤȠȜİȓĲαȚΝįİ,Νȝİ 
ĲȠΝ πȫȢΝ țȐπȠȚȠȢΝ șαΝ ȝπȠȡȑıİȚΝ ȞαΝ αȞαπĲȪȟİȚΝ ȚįȑİȢ, πȫȢΝ
ȞαΝ İπȚȜȑȟİȚΝ ĲȚȢΝ țαȜȪĲİȡİȢΝ απ’Ν αȣĲȑȢΝ țαȚΝ πȫȢΝ șαΝ
ȝπȠȡȑıİȚΝȞαΝĲȚȢΝπȡαȖȝαĲȠπȠȚȒıİȚέ 
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ǼπȚįȚωțȩȝİȞα ȝαșȘıȚαțȐ απȠĲİȜȑıȝαĲα 
ĲȠȣ ȝαșȒȝαĲȠȢ 

ȅȚΝțȪȡȚȠȚ ıțȠπȠȓΝĲȠȣΝȝαșȒȝαĲȠȢΝİȓȞαȚκΝ 

1)Ν ȞαΝ İȟȠȚțİȚȫıİȚΝ ĲȠȣȢΝ ȝαșȘĲȑȢΝ ȝİΝ ıĲȡαĲȘȖȚțȑȢ,Ν
πİȡȚȖȡȐȝȝαĲα,Ν İȡȖαȜİȓαΝ ȝİȜȑĲȘȢΝ țαȚΝ ĲȪπȠȣȢΝ ȑȡİȣȞαȢΝ
πȠȣΝ șİȦȡȠȪȞĲαȚΝ țαȜȪĲİȡİȢΝ πȡαțĲȚțȑȢΝ (best practices) 
ıĲȘȞΝαȞȐπĲȣȟȘΝȞȑȦȞΝαȖαșȫȞΝțαȚΝȣπȘȡİıȚȫȞέ 

β)Ν ȞαΝ παȡȐıȤİȚΝ ıĲȠȣȢΝ ĳȠȚĲȘĲȑȢΝ ĲȘȞΝ İȣțαȚȡȓαΝ ȞαΝ
İĳαȡȝȩıȠȣȞΝ αȣĲȑȢΝ ĲȚȢΝ ȚįȑİȢΝ țαȚΝ ĲȚȢΝ ȝİșȩįȠȣȢΝ ıĲȘȞΝ
αȟȚȠȜȩȖȘıȘΝ İȞȩȢΝ ıȣȖțİțȡȚȝȑȞȠȣΝ ȣπȠĲȚșȑȝİȞȠȣΝ
πȡȠȧȩȞĲȠȢ (product concept),Ν πȡȠıαȡȝȩȗȠȞĲαȢΝ ĲȘȞΝ
İȝπİȚȡȚțȒΝ ȝȐșȘıȘΝ ıĲȚȢΝ įȚțȑȢΝ ĲȠȣȢΝ αȞȐȖțİȢΝ țαȚΝ
İȞįȚαĳȑȡȠȞĲαέ 

ǻİȟȚȩĲȘĲİȢ ȈĲȠΝĲȑȜȠȢΝαȣĲȠȪΝĲȠȣΝȝαșȒȝαĲȠȢΝȠΝĳȠȚĲȘĲȒȢΝșαΝȝπȠȡİȓΝ
ȞαΝ αȞαπĲȪȟİȚΝ ȑȞαΝ πȜȒȡİȢΝ ıĲȡαĲȘȖȚțȩΝ πȜȐȞȠΝ ȑȡİȣȞαȢΝ
țαȚΝ αȞȐπĲȣȟȘȢΝ İȞȩȢΝ ȞȑȠȣΝ πȡȠȧȩȞĲȠȢΝ ΥαȖαșȠȪΝ ȒΝ
ȣπȘȡİıȓαȢ)Ν țαȚΝ ȞαΝ ȣπȠıĲȘȡȓȟİȚΝ ĲȘȞΝ İπȚĲȣȤȘȝȑȞȘΝ
ȣȜȠπȠȓȘıȒΝ ĲȠȣ,Ν ȜαȝȕȐȞȠȞĲαȢΝ ȣπȩȥȘΝ ĲȘȞΝ ȕȑȜĲȚıĲȘΝ
ȜȪıȘΝ ȕȚȠȝȘȤαȞȠπȠȓȘıȘȢ,Ν απȠįȠĲȚțȩĲȘĲαȢΝ ΥțȩıĲȠȣȢ)Ν
țαȚΝȜαȞıαȡȓıȝαĲȠȢέ 

ΠȡȠαπαȚĲȒıİȚȢ    ǹȡȤȑȢΝȂȐȡțİĲȚȞȖț 

ΠİȡȚİȤȩȝİȞα (ȪȜȘ) ĲȠȣ ȝαșȒȝαĲȠȢ  ǼȚıαȖȦȖȒΝ ıĲȘȞΝ ǹȞȐπĲȣȟȘΝ ȃȑȠȣΝ ȆȡȠȧȩȞĲȠȢ,  
ȀαȚȞȠĲȠȝȓαΝțαȚΝǼπȚȤİȚȡȘȝαĲȚțȩĲȘĲα 

 ǼπȚĲȣȤȒȢΝ ǻȚȠȓțȘıȘΝ ǹȞȐπĲȣȟȘȢΝ ȃȑȠȣΝ
ȆȡȠȧȩȞĲȠȢ,Ν ǻȚȠȓțȘıȘΝ ȋαȡĲȠĳȣȜαțȓȠȣΝ ȃȑȦȞΝ
ȆȡȠȧȩȞĲȦȞ 

 ȈȤİįȚαıȝȩȢΝ ȖȚαΝ İπȚĲȣȤȒΝ ȕȚȠȝȘȤαȞȠπȠȓȘıȘΝ
(DFM) ȈĲȩȤȠȚΝȀȩıĲȠȣȢ 

 ǼȞİȡȖȘĲȚțȒΝǹțȡȩαıȘΝǹȞαȖțȫȞΝȆİȜαĲȫȞ 

 ǻȘȝȚȠȣȡȖȓαΝǹȟȓαȢ 

 ȉİȤȞȠȜȠȖȓİȢΝǹȚȤȝȒȢ 

 ǹȞȐπĲȣȟȘΝ πȡȠȧȩȞĲȠȢΝ ȝȑıȦΝ ǻȚαįȚțĲȪȠȣ,Ν ȠΝ
İȚțȠȞȚțȩȢΝπİȜȐĲȘȢΝΥvirtual customer) 
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 ΈȡİȣȞαΝαȖȠȡȐȢΝȝȑıȦΝǻȚαįȚțĲȪȠȣ 

 ǻȘȝȚȠȣȡȖȚțȩĲȘĲα,Ν αȞȐįȣıȘΝ ȚįİȫȞ,Ν ȠȡȚȗȩȞĲȚαΝ
ıțȑȥȘ 

  ǺȚȠȝȘȤαȞȚțȩȢΝ ȈȤİįȚαıȝȩȢ,Ν ȝαȗȚțȒΝ
πȡȠıαȡȝȠıĲȚțȩĲȘĲαΝΥmass customization) 

 ǹȞȐπĲȣȟȘΝȆȡȦĲȠĲȪπȠȣ. 

 ǻȠțȚȝȒΝǹȖȠȡȐȢΝțαȚΝȁαȞıȐȡȚıȝα. 

ȈȣȞȚıĲȫȝİȞȘ ȕȚȕȜȚȠȖȡαĳȓα πȡȠȢ ȝİȜȑĲȘ  Robert G. Cooper, Scott J. Edgett & Elko J. 
Kleinschmidt, 2002, Portfolio Management For 
New Products, ed. Basic Books. 

 Joe Tidd & John Bessant, (2013), Managing 
Innovation: Integrating Technological, Market and 
Organizational Change, ed Wiley. 

 Kenneth B. Kahn, 2012, The PDMA Handbook of 
New Product Development, ed. Wiley. 

 Robert G. Cooper, 2001 Winning at New 
Products: Accelerating the Process from Idea to 
Launch, ed. Basic Books. 

 Robert G. Cooper, 2011, Winning at New 
Products: Creating Value Through Innovation, ed. 
Basic Books. 

 Jack Greene, 2013, Industrial Engineering: 
Theory, Practice & Application: Business and 
Production Management, Productivity and 
Capacity, ed. CreateSpace Independent Publishing 
Platform. 

ǻȚįαțĲȚțȑȢ țαȚ ȝαșȘıȚαțȑȢ ȝȑșȠįȠȚ ǻȚαȜȑȟİȚȢ,Ν πȡȠȕȠȜȒΝ įȚαĳαȞİȚȫȞΝ țαȚΝ ȕȓȞĲİȠ,Ν ȝİȜȑĲİȢΝ
πİȡȚπĲȫıİȦȞΝ Υcase studies),Ν İțπȩȞȘıȘΝ πȡαțĲȚțȒȢΝ
İȡȖαıȓαȢ,ΝȖȡαπĲȒΝİȟȑĲαıȘ. 
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ΜȑșȠįȠȚ αȟȚȠȜȩȖȘıȘȢή ȕαșȝȠȜȩȖȘıȘȢ ȂİȜȑĲȘ πİȡȓπĲȦıȘȢΝΝΝ 35% 

ǼȡȖαıȓαΝΝΝΝΝΝΝΝΝΝΝΝΝΝΝΝΝΝΝΝΝΝΝγε 

ΓȡαπĲȑȢΝǼȟİĲȐıİȚȢΝΝΝΝΝΝ30% 

ΓȜȫııα įȚįαıțαȜȓαȢ ǼȜȜȘȞȚțȐ 
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