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CREATIVE MARKETING AS ATOOL OF INNOVATIVE DEVELOPMENT
OF THE ECONOMY

The article identifies the most important areas of development of creative marketing, which are the
result of creative "imagination™ of the marketer. In essence, this is the freedom to make a marketing
decision based on market conditions, experience, knowledge, consumer behavior in each market
segment. Thus, a great responsibility in this case lies with the marketer, who must have a non-
standard thinking, the talent to creatively perceive the situation in the market and use them, as well
as be able to choose a non-traditional marketing option that would immediately attract consumers,
make them stay longer near this product or its advertising. This is the main difference between
creative and traditional marketing - the ability to attract the attention of the buyer, to surprise him.
The marketer must have a lateral thinking, which is to shift from traditional thinking, breaking the
standard approaches to any particular idea, finding an original way to express it, creating
something radically new. The article proposes a synthetic technology of innovation, which includes
all components of the socio-economic system: society, economy and society and creates a sequence.
It is proved that the use of a creative marketing approach is reflected in the product and its
characteristics: novelty of the product, non-standard product, purposefulness in use, development.
The article reveals the essence, advantages and disadvantages of implementing creative marketing
strategies, including anticipation strategy and reactive strategy. Introduction and use of a creative
approach to marketing activities of the enterprise is a key element of modern entrepreneurship,
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which plays a key role in achieving goals. The right combination of creative approach and
pragmatic view is the key to the effective functioning of the enterprise in modern market conditions.
Key words: creativity, innovation process, creative marketing, foresight strategy, reactive strategy.

KPEATHBHHH MAPKETHHI AK BAJK/IHBHH IHCTPYMEHT IHHOBAI[IHHOI' O
PO3BHTKY EKOHOMIKH

B cmammi suznaueni Haueadicausiuli HanpAMamu po36UMKY KpeamusHo20 MapKemuHzy, wo
noJsearms y pesyibmami meopuoi « panmasiin mapkemonoea. Ilo cymi, ye c6ob600a 6 nputinsammi
MAapKemuH208020 PiuleHHs 3 YPAXYBAHHAM KOH TOHKMYPU PUHKY, 00CBIOY, 3HAHb, NOGEOIHKU
CROJACUBAYA 8 KONCHOMY cecMeHmi puHKy. Takum 4uHom, euka 810n08ioanbHiCmy 6 OQHOMY
BUNAOKY JISI2A€ came HaA MAPKemono2a, AKUl No8UHeH Mamu HeCmanoapmue MUCIeHHs, MalaHm
KpeamusHo Cnputimamu, wo 6i00yearomvcs Ha pUHKY CUMYayii i KOpUCMy8amucsa HUMU, d MAKOHC
emMimu 8ubpamu maxKuti HempaouyiuHUull 8apianm MapKemuHney, aKuti ou 6iopaszy npusepHy8
cnooacusaya, 3Mycus 008uie 3yRUHUMUCA 011 0aH020 NPooyKmy abo 1io2o pekiamu. B ypomy i
NoJIA2a€ OCHOBHA GIOMIHHICIb KPeamueHo20 MapKemuHzy 8i0 mpaouyiiino2o - 6MiHHs 36epHYMU HA
cebe ysazy nokynys, 30usyeamu 1io2o. Mapkemonoe nogutnen 80100imu 1ameparbHUM MUCTEHHM,
sIKe NOJISI2A€ 8 3MIUEHHT 810 MPAOUYITIHO20 MUCTEHHS, PO3PUBI CIMAHOAPMHUX NI0X00i8 00 6YOb-
KO negHoi idei, noutyKy opucinaibHo20 cnocooy it 6UpajiCeHHs, CMBOPEHHs Y020Ch KAPOUHATbHO
H06020. B cmammi npononylomscsa cunmemuuna mexnono2isa iIHHOBAMUKU, KA 8KAI0YAE 6CI
KOMHOHEHMU COYIaNbHO-eKOHOMIYHOI CUCEMU: COYIYM, eKOHOMIKY I CYCNiIbCMBO ma CMEopioiombs
nocnioosHicmo. J{oeedeHo, wo 8UKOPUCMANHS KPEaAMUBHO20 MAPKEMUH2Z08020 NiOX00y
8I000padicacmvCs 8 Mosapi ma tio2o XapakmepucmuKkax: HO8U3HA Mmoeapy, HeCmaHOapmuicmo
moesapy, YinlecnpamosaHicmy y 6UKOPUCMAHHI, pO36UMOK. B cmammi po3kpumo cymHuicms,
nepeeazu ma HedoliKU 8NPOBAONCEHHS CMpame2iil KpeamugHo20 MApKemuHzy, 30Kpemda
cmpameziio nepeddayeHns ma peakmugHy cmpameziio. Bnposadaicents ma uKopucmaums
KpeamugHo20 nioxooy 00 MApKemuH2080i OisIbHOCMI NIONPUEMCMBA BUCYNAE OCHOBHUM
eneMeHmoM CYYACHO20 NIONPUEMHUYMEBA, SIKA BI0IePAE KI0U08Y POb 8 O0CACHEeHHI Yinell.
IIpasunbre no€oHanHs M8OPUO20, KpeamuHo20 nioxo0y ma npazmMamuyHo20 no2isi0y € 3anopyKoi
eekmuHoco YHKYIOHY8aAHHA NIONPUEMCINEA 8 CYHACHUX PUHKOBUX YMOBAX 20CNOOAPIOBAHHS.
Knwuogi cnoga: kxpeamus, kpeamusHicmo, iHHOBAYIUHULL NPOYeEC, KPeamueHUll MapKemuHe,
cmpamezisi nepe0dayents, peakmueHa Cmpamezis.

Problem statement. Today, many companies no longer perceive marketing
not as a separate management function, but as a separate concept in the field of
management of innovative development of the organization and the state,
implementing marketing technologies. It is worth noting that innovative development
Is inextricably linked with the formation of new mechanisms of interaction between
producers and consumers.

Any innovation begins with a creative idea, it is creativity that is the starting

point for innovation. Very often innovations are put on a par with creativity.
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In reality and culture, creativity is considered and perceived more broadly than
the technological element of creativity, because it is, as mentioned above, a new and
not yet fully understood by most.

Analysis of recent research and publications. Juler A. [2], Dulkin A. V. [3],
were engaged in creative research in marketing. Morozova 1|.G. [7], Beer P.,
Bernstein D., etc.

Formulation of the objectives of the article. The purpose of the article is to
analyze the features of creative marketing as a means of increasing the innovative
development of the economy.

Presentation of the main material. The popularity of the use of the terms
"creative" and "creativity" in relation to new original ideas appeared in the conditions
of our reality at the end of the XX century. Creative in the broadest sense of the word
Is interpreted, first of all, as the creation or application of original or previously
unused ideas, action or process of creating something new; on the other hand, the
creative is the creative potential of a person or team (firm), sometimes - the creative
process or product [6].

This task has become especially relevant recently. In this regard, special
importance is given to such important and at the same time deeply unknown, and
therefore often not taken into account factors of economic development, as the
creative or otherwise creative resource of enterprises. An example is the successful
operation of such companies in the world economy as Google, H&M, Samsung,
Nokia, Apple, P&G, Unilever. In many respects, the competitive advantages and high
indicators of economic activity of these companies are achieved through the use of
certain methods that promote the activation and attraction of quality creative
resources underlying innovation.

Applying creativity or the ability to think outside the box to the activities of
market participants is one of the main competitive advantages of successful
companies, which are achieved through the use of a set of methods aimed at

activating and attracting quality creative resources underlying innovation [2].
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It was at the beginning of the twentieth century that innovation began to be
seen as the most important means of overcoming cyclical crises. Innovations cease to
be the object of management, limited exclusively to the field of scientific
development. They began to concern not only technological processes, but also
management methods, processes of research of concrete markets, etc. that forces to
reconsider use of creative potential of the enterprises and the state. Innovations,
which are based on a creative beginning, become a necessary condition for the
survival of the enterprise in market conditions. The innovation process “covers all
components of the socio-economic system (SES) - society, economy and state. A

sequence is formed: marketing - policy - project - management ’[1] (Fig. 1).

Market

State Society

«
Management —/

Economy

Fig. 1. Synthetic technology of innovation

Thus, marketing is an integral tool driving the innovative development of the
economy. According to the results of the practice of using marketing tools in the
economy in recent decades, the importance of the presence in all areas of marketing
methods and tools, which are also based on the creative (creative) component, is

rapidly increasing [8].
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The use of the term "creative™" and the characteristic "creativity" in relation to
new original ideas became popular in the late twentieth century. In literary sources,
“creativity" is used, as a rule, as an analogue of creativity, with the amendment that
creativity is a type of activity, and creativity is a characteristic.

Creativity, therefore, is the ability to be creative, in the form of desire and the
ability to create fundamentally new non-traditional ideas and solve problems using
non-standard approaches. A single theoretical approach to understanding creativity
has not been formulated. Some authors believe that creativity is a type of human
activity aimed at a non-standard solution, which requires objective (social and
material) and subjective personal conditions (knowledge, skills, creativity), and the
result of which has novelty, originality, personal and social significance. Others
determine it as the basis of human life, the highest level of activity [8].

Creative marketing, which is a search for original solutions that attract
customers, is usually based on simple, low-budget promotions and ways to promote.
At the same time, a large number of several unusual, extraordinary, creative solutions
are used, due to which the maximum effect is actually achieved.

The basis of creative marketing technology can be determined by identifying
the preferences of the creative type of audience, the criteria for possible changes in
these preferences and ultimately - the creation of a creative strategy [3].

The following can be mentioned as features of creative marketing (Fig. 2).

Any innovation begins with the development of a creative product. The use of
a creative marketing approach leaves an imprint on the created product, endowing it
with unique characteristics. Such characteristics include the following:

1. Novelty of the product. The first sign of a creative idea underlying a product
or service may be a new manufacturing technology, a change in the composition or
configuration of the product itself.

2. Non-standard goods. The second feature is responsible for the destruction of
existing standards, sometimes its application is expressed in the combination of

incompatible (at first glance) components.
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Features of creative marketing

identification of creative preferences of the target group, coupled with dynamic
cultural and social stereotypes (research phase), dictating behavior characteristics,
types of response and motivation to certain visual, semiotic, semantic and sound
codes

determination of the motivational threshold of the target audience, that is, the
maximum level of motives for the consumer to purchase the proposed product or
service (research phase)

building a marketing creative strategy for promotion on a modular basis, suggesting
the main outlines of the program'’s development

A 4

using the parameters of creative preferences as criteria for building a meaningful
algorithm for the program for promoting a brand, brand, product or service
(development phase)

Y

testing of the marketing creative positioning strategy, carried out by conducting
standard focus groups using psychotechnical techniques, through test creative mini-
games

determination of the creative potential of the marketing strategy (message package)

Fig. 2. Features of creative marketing

3. Expediency in use. There are many products on the market today that
surprise with their combinations: a button for stress-resistant personal computer users
or a binary wristwatch. All these products are undoubtedly new and non-standard, but
not all of them directly benefit the consumer.

4. Development. Creating a product based on a creative idea should be aimed
at further development of the company and the industry in which it operates
(improving the image, developing new technologies and attracting investment) [4].

Creative marketing is productive only when it is focused on subsequent
practical actions that ensure the growth and progress of both the enterprise and the
economy as a whole. Process for the sake of process does not matter. From here,

creativity, embodied in innovation, allows you to move from one stage of
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development to another, providing a new quality state and, accordingly, moving
forward. Let's highlight the prerequisites that make possible the birth of innovation,
including marketing:

First, it is necessary to have an understanding of the company's management
that innovation is of particular importance in today's market economy. They are, on
the one hand, indicators of the competitiveness of the enterprise, on the other -
provide this competitiveness.

Second, the company must be receptive to creative ideas, any of which must be
considered in terms of its effectiveness and the benefits to the company in its
implementation [1].

Third, “innovation in entrepreneurial activity must be considered as a
phenomenon lying in the sphere of demand, not supply, because innovation changes
the value and usefulness derived from the consumer of goods, it transforms economic
resources into a new, more productive form "[4], which allows to gain a competitive
advantage.

Fourth, it is especially important to unite the efforts of the entire staff of the
enterprise to bring the creative solution to its innovative embodiment.

The moment of the need for marketing innovation can be considered as a
certain period of time, due to objective economic laws, independent of us and our
knowledge of them, when an innovation can be introduced to maintain (if it already
exists) or achieve economic equilibrium. At the same time, the company can
implement marketing innovations without the urgent need for them both on the part
of the company and the market. Let's call such behavior of the enterprise as use of
strategy of foresight or proactive marketing strategy. Another option is the
introduction of marketing innovation in the presence of direct market needs or the
needs of the enterprise due to environmental factors. In this case, the signal that there
Is a need for marketing innovation will be the emergence of any problems in the firm,
whether a decrease in profits, a decrease in market share or, finally, the stagnation of

the firm. This behavior of the company is a reactive marketing strategy.
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Each of these strategies has its advantages and disadvantages. Thus, the
foresight strategy allows to solve the problem before it arose, ie the company does
not incur any losses due to the delay in the implementation of marketing innovation,
but in this case there is a risk of making a mistake in predicting the choice of
marketing innovation. In a reactive strategy, the opposite is true.

Marketing innovations are divided into product and process. Product marketing
innovations include:

— the use of new materials;

— application of new semi-finished products and accessories;

— development of fundamentally new products;

— use of new packaging;

— development of a new brand, etc.

Process innovations mean the use of new methods of organization of
production and other processes of the enterprise [8].

In most cases, creative methods and tools for the implementation and use of
marketing tools are developed directly by the company's own resources. Recently,
however, there has been a tendency to "borrow" ideas from consumers themselves -
they try to meet the need with the means available to them, attracting their creative
potential. Next, the idea is considered by the entrepreneur for the presence of a
creative component according to the above criteria. "Borrowing” ideas from
consumers, as an example of using a creative approach in the production of goods or
services, is one of the many methods of creative marketing. For example, "guerrilla”
marketing implies a rejection of standard, focus on the effectiveness of marketing
policy in the absence of serious financial investments [5].

When using creative marketing, the company gains an undeniable advantage at
each stage of the life cycle of a product or service. However, in the stages of
saturation and decline, the application of such an approach becomes especially
important. With declining sales growth and a significant increase in competition, the

size of the entrepreneur's profit decreases, and the potential consumer becomes less
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receptive to advertising messages and gradually loses interest in the product or
service. The use of creative marketing methods at these stages of the life cycle makes
it possible to profitably modify the product, conduct an effective advertising
campaign, extend the stage of saturation of the market with this product, thereby
delaying its elimination.

Conclusions from this study. As part of the task of meeting the ever-emerging
needs of customers in a more effective way than competitors, the use of creative
marketing is the most effective.

The use of a creative approach by business entities is an integral part of modern
business processes, gaining a significant role in achieving the goals. A reasonable
combination of creativity and pragmatic approach is the key to effective functioning
in the business environment of any entity - from a large company to an individual
entrepreneur.

Thus, the identification of the relationship between creative marketing and
innovative activities of enterprises allows us to highlight a new mission of the
innovative economy through the activation, development and giving a positive
direction to the processes taking place in the socio-economic system through the
implementation of their creative ideas in innovations by enterprises, allowing at the

same time to achieve progressive development of markets.
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