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INNOVATIVE MARKETING COMPLEX: ITS COMPONENTS,

METHODS AND TOOLS
The article examines the state of innovation system in Ukraine. This state is defined as a
crisis and such that it does not correspond to the current level in countries that have taken the
path of innovative development. Low indicators were revealed that characterize innovative
activity in industry, the state of which directly affects the rates of development in almost all
sectors of the economy. It has been established that in order to develop an enterprise, increase
its competitiveness and achieve leadership positions, it is necessary to observe two areas of
activity - to develop and implement innovations and implement marketing complex activities
aimed at the commercialization of innovations. The main factors that significantly affect the
decision of enterprises to develop and implement innovative projects, as well as those factors
that hinder the implementation of innovative activities have been determined. An approach to the
formation of an innovative marketing complex is proposed. The approaches and positions to the
marketing of innovations at the enterprise are determined, their influence on the efficiency of the
enterprise is indicated. Marketing in the management of enterprise development is
characterized. A systematic analysis of approaches to determining the role and place of
marketing in the innovation sphere has been carried out. The practice of using marketing tools
and methods in the domestic enterprises innovation activities is analyzed. The characteristics
that determine the specifics of modern innovation marketing tools are determined. A complex of
innovative marketing is proposed. The ways of financing innovative activity of Ukrainian
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enterprises are investigated. The authors refer to the search for partners for innovation activities
(suppliers, intermediaries, consumers, financial institutions, etc.) as an important aspect of
increasing the effectiveness of innovative marketing. The ways of further development of
marketing innovations’ tools and methods and their practical application are outlined.
Key words: marketing of innovations, innovative activity, innovative project, innovative
development, innovative business, commercialization.

THHOBAIIMHU KOMIIIEKC MAPKETUHTI'Y: MOI'O KOMIIOHEHTH, METO/IH
TA IHCTPYMEHTH
B cmammi posensanymo cman innosayitinoi oisinenocmi 6 Ykpaini. Busnaueno yeu cman
KpU308UM Ma MAKUM, wjo He 8i0N08I0Ac CyYaCHOMY PIBHIO 8 KDAIHAX, SIKI CIAIU HA WISAX
IHHOBAYIUHO20 PO36UMKY. Busaeneno nuzoki nokasHuKu, wjo xapakmepusyioms iHHO8AYIUHY
OISIbHICMb Y NPOMUCIO0B0CHIT, CIAH KO 0e3N0CcepeOrHbO 6NIUBAE HA MEMNU PO3GUMKY
NPAKMuyHo yCix eanyse eKkonomiku. Becmanosneno wo ona pozeumky nionpuemcmaa,
ni0BUWEHHS CBOET KOHKYPEHMOCHPOMONICHOCII | 3AUHAMI 1i0epCbKUX NO3UYitl, HeOOXIOHO
00MPUMYBAMUCL 080X HANPAMKIG OIANbHOCI — PO3POOIAMU MA BNPOBAOIHCYBAMU IHHOBAYIT |
peanizosysamu 3axo0u KOMNIEKCY MAPKeMUH2Y, Wo CAPAMOBAHT HA KOMepYianizayiio
inHosayiu. Busnaueno ocno6ni hakmopu, sKi Cymmeeo eniusaroms Ha piuleHHs NiONPUEMCME
POo3poonsamu i peanizo8y8amu IHHOBAYINUHI NPOEKMU, a MAKONC Mi, AKi CMPUMYIOMb 30IUCHEHHSL
iHHOBaYIIHOT disibHOCMI. 3anponoHO8AHO NIOXi0 00 POPMYBAHHS KOMNAEKCY IHHOBAYIUHO20
mapxemuney. Buznaueno nioxoou ma no3uyii 0o mapkemuney iHHO8aYil Ha NIONPUEMCMEI,
8KA3AHO iX 6NIUB HA echekmuHicmb OisinbHocmi nionpuemcmsa. Oxapaxkmepuzo8aHo
Mapxkemune 8 YNpasiinHi po3sumrkom nionpuemcmea. Buxounano cucmemnuti ananiz nioxooie 0o
BUSHAYEHHSL POJIL | MICYs MAPKeMuUH2y 8 IHHOBAYilHIll chepi. BUKOHAHO aHani3 NPakmuxu
3ACMOCYB8AHHS IHCMPYMEHMIG | Memooie MapKemuney 8 iIHHOBAYIUHOI OIIbHOCMIT IMYUSHAHUX
nionpuemcma. OKpecieHo XapakmepucmuKu, o U3HaYaoms cneyuixy cyuacHo2o
IHCMpYyMeHmapito MapKemuHay iHHO8ayiu. 3anponoHo8aHUN KOMNIEKC IHHOBAYIUHO20
mapxemuney. J[ocnioxnceHo wasaxu inancy8anHsa iHHOBAYIHOT OiIbHOCMI RIONPUEMCE
Yrpainu. Jlo easxcaueozo acnekmy nioguujenHs egheKmueHoCmi iHHOBAYILIHO20 MAPKEMUHSY
BiOHeCeHO NoulyK napmuepis (noCmadaibHUKi8, NOCEPeOHUKI8, CNONCUBAYIB, KPEOUMHO-
Qinancosux ycmanos mowyo) 0 iHHoayitHoi disitbHocmi. Hamiveno wisaxu nooanvuio2o
PO36UMKY THCIMPYMEHMI8 Mma Memooié MapKemuHey iHHO8ayil ma ix nPpakxmuyHo2o
3aCMOCY6aHHA.
Knrouoei cnosa: mapxemune innogayitl, iHHOBAYIUHA OiIbHICMb, THHOBAYIUHUL NPOEKM,
IHHOBAYTUHUIL PO3BUMOK, IHHOBAYIUHUL DI3HEC, KOMepYianizayis.

Problem statement in general and its connection with important
scientific and practical problems. The modern economy of Ukraine is
characterized by a high level of dynamism and instability. The same situation is
typical for other countries that have embarked on the path of market
transformation, and given the crisis in the world economy, it can be noted that this
applies to almost all countries. Of course, this negatively affects the activities of
business entities, since they are not always able to quickly adapt to changes in the

external environment. In order to bring the internal development opportunities of
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enterprises in line with market conditions, one of the smartest means at the
moment is to create and disseminate innovations.

Practice shows that almost all enterprises that successfully develop in the
market owe their success to innovations. Indeed, the regular introduction into
production and promotion of new products on the market provide a greater degree
of consumer satisfaction than traditional ones, capable of providing and
maintaining a constant, unquenchable interest in the innovator. But the facts prove
that the development and commercialization of new developments is a very
difficult and risky business. About 100 thousand items of new products are
annually introduced to the world market, of which only 2% are real innovations.

Thus, marketing plays one of the leading roles in ensuring the success of the
market activity of an enterprise-innovator. This role consists in the orientation of
production and sales to a fuller than competitors' satisfaction of existing consumer
needs with the help of various kinds of innovations, in the formation and
stimulation of demand for fundamentally new innovative goods (both products and
services) designed to meet the needs in a new way, as well as latent (implicit)
needs or new needs [14, 16, 19].

Based on the foregoing, in order for an enterprise to develop, increase its
competitiveness and take a leading position, it is necessary to observe two areas of
activity - to develop and implement innovations and implement marketing complex
activities aimed at commercializing innovations. The famous scientist in the field
of marketing and management F. Kotler spoke about this in the middle of the last
century [12].

Analysis of recent research and publications. The problem of marketing
support for innovative activities has been studied by many foreign and domestic
scientists. Aspects of innovation marketing are described in the works of F. Kotler
[12], D. Crevens [13]. Among the specialists who in their works single out
marketing as one of the most important factors for the success of innovative
activities, it should be noted such as: L.V. Balabanova [1], I. Berezin [2], N.V.
Belotserkovskaya [3], J. Goldstein [4], N.N. Ermoshenko [6], N.S. Ilyashenko [7],
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S.M. llyashenko [8], B. Kiselev [9], N.Yu. Konina [10], O.P. Kostina [11], Ya.
Matveev [14], Ya.S. Matkovskaya [15], L.N. Ogoleva [16], F. Pavlenko [17], M.

Porter [18] and others. Scientists have deeply worked out the methodological and

theoretical-methodological foundations of innovation marketing and innovative
marketing. However, the applied aspects of the application of methods and tools
for marketing innovations, as well as innovative marketing tools in the activities of
domestic producers have remained insufficiently studied.

The purpose of the work is to analyze the role and place of marketing
innovations in the activities of domestic enterprises and institutions, to outline the
range of marketing tools and methods that they use.

Presentation of the main research material. The state of innovation
activity in Ukraine is defined by the majority of scientific experts as a crisis and
such that does not correspond to its current level in countries that have embarked
on the path of innovative development. Of particular concern are the low indicators
characterizing innovative activity in industry, the state of which directly affects the
rate of development of almost all sectors of the economy.

According to available data during 2000-2019. the share of industrial
enterprises in Ukraine that were engaged in innovative activities ranges from 14.8
to 13.8%. In 2019, the share of innovative enterprises amounted to 15.8% of the
total number of those surveyed [5].

In any case, the number of enterprises that are not engaged in innovative
activities significantly exceeds the number of innovative enterprises, and this
indicates a deepening gap with countries that are leaders in innovative growth.

The main factors that significantly affect the decision of enterprises to
develop and implement innovative projects or hinder the implementation of
innovative activities include:

- low demand for innovations in the market;

- preliminary innovations (possibly unsuccessful)

- low competitiveness of the enterprise in the market;

- lack of new ideas or implementation opportunities;
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- lack of funds at the enterprise;

- no loans or direct investments;

- Inconsistency of the qualifications of the company's employees with the
new market requirements;

- lack of established cooperation with other enterprises and countries;

- low demand for innovative ideas;

- high competition in the market [11, p. 50-52].

In our opinion, the most significant factor that prevents enterprises from
carrying out innovative activities is the fact that they do not feel the need for it.
However, as noted, it is innovation and innovation that is an effective means of
ensuring conditions for long-term survival and development of enterprises in the
market, which allows them to adapt to permanent changes in the conditions of the
external macro- and microenvironment, and, ideally, to program these changes. In
this situation, innovation marketing allows you to identify market opportunities
and threats and, in comparison with the strengths and weaknesses of the enterprise,
determine the areas of innovation that will allow you to realize favorable
opportunities and avoid or counteract unfavorable ones. And new marketing tools
and methods (marketing innovations) will allow us to promote innovations in the
market and satisfy consumer needs in a better way than competitors. Marketing of
innovations should be considered as innovative marketing, involving the
identification of new needs and demands of consumers (or their formation - for
radical innovations) and the use of innovative marketing tools to satisfy them [7, p.
58].

Marketing innovation is a concept according to which an organization must
continuously improve products and marketing methods, carry out research and
development, organize the innovations production, market research (using
benchmarking elements), establish communications, form prices and develop
innovative strategies. Marketing innovations can also be viewed from such

positions [1, p. 270]:
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1) as an analytical process that involves identifying market opportunities for
innovative development;

2) as a mean of active influencing consumers and the target market as a
whole, which is associated with the introduction and promotion of innovation to
the market

3) as a function of innovation management, aimed at identifying possible
areas of innovation, their materialization and commercialization. At the same time,
it is possible to simultaneously consider innovation management as a function of
marketing innovations aimed at translating the achievements of science and
technology into new products that can satisfy the needs and demands of consumers
and provide a profit for the producer (seller);

4) as a mean (market tool) of individual economic entities orientation, and at
the same time of the national economy as a whole, towards innovative
development.

Based on the analysis of modern approaches to the components of the
marketing complex [8, p. 27] we propose an approach to the formation of
innovative marketing complex. The innovative marketing complex is schematically

shown in Fig. 1.

Traditional elements

Commodity policy (its
— T innovative component)
Innovative marketing
complex
> Pricing policy
Sales policy
Additional elements
Communication policy
Internal and external relations

Innovative culture

Fig. 1. Innovative marketing complex components
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Based on Fig. 1, the components of the complex are, first of all, four
traditional elements, that is, the commodity, price, sales and communication
policies of the enterprise. They are the basis of marketing in general and it is they
that allow the company to function in market conditions. It is proposed to use the
following as additional elements:

1. External and internal relations of the enterprise (in English "people") - this
is the relationship with the main counterparties and communications at the
enterprise itself. The allocation of this component is associated with the
development of the information economy, which is understood as the production
system in combination with the sphere of consumption, where information is the
leading productive force (the decisive means and the object of labor), as well as the
main product of production and the object of consumption [11, p. 45-46].

The communication of the enterprise is the basis for receiving information
and the possibility of making appropriate decisions. Thus, the relationship at
different levels of the enterprise is an integral part of its successful functioning.
Analysis of existing relationships and the development of new ones allow the
company to better implement its economic activities in order to achieve its goals.
Thus, the main tasks within this component of the innovative marketing complex
are:

— collection of information about the main subjects with which the company
cooperates and contacts and its analysis;

— establishing long-term and contacts with contractors, increasing the
efficiency of cooperation with them;

— improving the level of communication with personnel.

2. The innovative culture of an enterprise (in English “culture”) is a
corporate culture, which is basically aimed at innovations, their constant
generation and implementation. This component is responsible for the process of
the enterprise's transition to innovative development by increasing the

understanding of all its employees about the need for this process. That is, only the
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work of all elements of the enterprise system, their cooperation and
interconnection of actions will allow the enterprise to develop effectively on the
basis of innovative marketing. The development of an innovative culture should be
one of the main tasks of the top management of the enterprise.

Considering the above, the proposed by us innovative marketing complex
can be written in the form of the following formula: “5P + C.” Based on the tools
of the innovative marketing complex, the enterprise develops and implements
innovative projects [8, p. 32].

In an innovative business, the issues of organizing marketing activities are of
fundamental importance. However, in small companies, these very issues are often
left out of the focus of the leader, who focuses on the development of a new
product. As a result, many projects fail. Therefore, starting the preparation of a
new project, it is necessary to pay special attention to the organization of a special
unit that will deal with the marketing of new developments and their
implementation.

3. Innovation teams are groups that are engaged in innovation, including in
marketing, and should consist of specialists from different fields who are united by
the ability and desire to work on new approaches, products or services, the absence
of fear of failure, freedom of ideas and thoughts. It must include people from the
top management level and those who are directly responsible for the company's
development strategy. They are the ones who must realize the need for innovative
marketing in order for ideas to come true and give the desired result. After all,
innovative marketing can also affect the issues of reducing the organization's
resources for the implementation of a particular activity, for example, innovation in
the process of producing a new product and delivering it to the consumer. Perhaps
the innovative model will consist in the partial transfer of the production process to
other contractors or even to the consumer himself, as IKEA did when it began to
sell disassembled furniture [6, p. 158]. And this is also innovative marketing, since
such a solution has significantly reduced collection costs and reduced the cost of

goods, from which both the company and the buyer benefitted.
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As for the financing of innovative activities at innovative enterprises in
Ukraine, in 2019 it was mainly carried out at the expense of own funds (about
97.2% of the total volume of financing, in 2014 - about 90%), the share of other
sources was extremely insignificant: foreign investors — 0.4%; budget funds - less
than 0.4%; other sources — about 2% [5].

An important aspect of innovative marketing is finding partners for
innovation (suppliers, intermediaries, consumers, financial institutions, etc.). Their
interest in the innovations that a business can create significantly increases its
chances of commercial success. From this point of view, an important marketing
task is to identify (form) the interests of possible economic counterparties (subjects
of the innovation process) and take them into account both in the characteristics of
manufactured products and in the methods of their promotion and marketing.

Conclusion. The generalization of the foregoing indicates that the
innovative activity of enterprises requires appropriate marketing support. With the
help of marketing tools, promising directions for bringing the potential of the
enterprise into line with the conditions of the external environment, which are
constantly changing, are determined. That is, the directions for the creation and
implementation of innovations (new products, technologies for their manufacture,
management methods, etc.), which allow the enterprise to adapt to changes in the
conditions of the external macro- and microenvironment.

Application of marketing methods and tools at innovative enterprises has
shown that marketing plays an important role in ensuring the effectiveness of their
Innovative activities. However, the scale of its application is insufficient. So, only
44.8% of innovatively active enterprises introduced marketing innovations,
although some tools and methods of marketing innovations were used by almost all
enterprises. Considering that the share of innovatively active enterprises is very
insignificant, it can be concluded that their leaders are not paying enough attention
to marketing innovations.

This does not allow to timely respond to changes in market conditions,

identify and analyze market opportunities and threats, and find ways of survival
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and development in new conditions. That is, to determine the directions of
innovation activities that will allow to determine and strengthen the comparative
competitive advantages of domestic enterprises in the national and international
markets, to provide conditions for their innovative growth. Accordingly, it is
necessary to increase attention to the use of marketing tools by domestic producers.

Further research should be aimed at scientific substantiation of rational ways
of using innovation marketing tools to increase the efficiency of innovation

activities of domestic producers.
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