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Jlynpkuii HaIllOHATHHUHN TEXHIYHUH YHIBEpPCUTET

MAPKETWUHIT IHHOBALIA AK KOMMNNEKCHUN
IHCTPYMEHT OOCAMHEHHA CTPATEMYHUX LINEN
NiaQNPUEMCTBA B YMOBAX KOHKYPEHTHOIO
CEPEQJOBMLLA

VY cTarTi po3TIHYTO MUTAHHS MAapKETHHIOBOTO 3a0e3IeueHH s iHHOBaLiitHOT
IUSUTBHOCTI MiJIIPUEMCTB Ha 3acajgax MoOynoBH e(QeKTHBHOI CHCTEMH MapKETHHTY
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iHHoBalii. CHCTEMaTH30BaHO IOCHIMKEHHS BITYM3HSIHUX HAYKOBI[B CTOCOBHO
0CcOo0IMBOCTEl MApKETUHTY 1HHOBAIN SK KOMIIJIEKCHOTO iHCTPYMEHTY JOCSTHEHHS
CTpaTeriyHux ILineil mignpueMcTBa. BuU3Ha4eHO KOMIUIEKC 3aBIaHb MAapKETHHIY
IHHOBaIi}, sKi 00’€IHAHO B TPHU TPYNHU: CTPATEridHi, TAKTHYHI Ta OIEPaTHBHI.
JloBeieHO MpakTHYHY 3HAYUMICTh MapKCTUHTY IHHOBAaIlii B 0OCIIyroByBaHHI
MpoIIeCy PO3POOKH Ta peatizalil iHHOBaITii.

KawuoBi ciaoBa: MapkeTHHT, IHHOBAIlii, MAapKETHHT  IHHOBAIIii,
IHHOBaIifHAa  MisUIBHICTh, MOTPEOM  CIIOKMBAdiB, IIPOTHO3YBAaHHS  IIOIHTY,
KOHKYPEHTHI IepeBari, MapKeTHHIOBa iHHOBaLlifiHa CTpaTerisl.

Morokhova V., Boyko O., Lorvi L.
MARKETING OF INNOVATIONS AS A COMPREHENSIVE
TOOL FOR ACHIEVING STRATEGIC GOALS OF THE
ENTERPRISE IN A COMPETITIVE ENVIRONMENT

The article considers the issues of marketing support of innovative activity
of enterprises on the basis of building an effective system of innovation marketing.
The study of the problems of innovation management of enterprises has shown that
their innovative development is impossible without effective marketing support. The
goal of creating innovations can be achieved only when innovations will be in
demand among certain groups of consumers and will fully meet their needs.
Innovation marketing facilitates the timely identification and control of factors that
determine the effectiveness of innovation in the market.

The research of domestic scientists on the peculiarities of innovation
marketing as a complex tool for achieving the strategic goals of the enterprise is
systematized. The use of marketing innovations to identify market opportunities and
minimize market threats is significantly relevant in an unstable market with fierce
competition. Innovation marketing is aimed at the commercialization of innovations,
the creation of which should be preceded by marketing research of consumer needs,
market conditions and the definition of the market segment to meet the needs of
which innovation will be directed. Innovation marketing ensures the production and
sale of innovative competitive products that fully meet current demand. The
approaches of scientists to the interpretation of marketing innovations are revealed:
as a concept of market activity of the enterprise; as a process of analysis of market
opportunities; as a means of active influence on consumers; as a function of
innovation management; as a means of orienting enterprises to innovative
development.

A set of tasks for innovation marketing has been identified, which are
grouped into three groups: strategic, tactical and operational. Strategic objectives
can be implemented by conducting marketing research of the innovation market,
analysis of real consumption and potential demand for innovation, study of the level
of competition and development of innovative models of enterprise behavior in the
market. Marketing innovation strategy is one way to ensure sustainable competitive
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advantage. Tactical tasks include the development of specific product innovations
(portfolio of product innovations) within the selected options for innovation
development and assessment of their commercial prospects, taking into account the
possibility of multivariate market developments. The operational objectives of
innovation marketing are related to the implementation of the chosen innovation
strategy with the help of modern marketing technologies by initiating constant
changes in needs, updating the range, achieving new levels of satisfaction of needs,
using new forms of communication and sales.

The practical significance of innovation marketing in servicing the process
of innovation development and implementation is proved. Innovation marketing not
only helps to meet consumer needs, but is also an effective tool for identifying them
and provides a link between the innovation process and consumption. Further
research should be aimed at improving the system of marketing support for
innovative development of enterprises on the basis of active implementation of
marketing innovations.

Key words: marketing, innovations, marketing of innovations, innovative
activity, needs of consumers, demand forecasting, competitive advantages,
marketing innovation strategy.

Mopoxosa B.A., boiiko O.B., Jlopsu N.®.
MAPKETUHI MUHHOBALM KAK KOMIMITEKCHbIN
MHCTPYMEHT JOCTUXEHUNA CTPATEMTMYECKUX
LI,EJ'IEVI NPEONPUATUA B YCINTOBUAX KOHKYPEHTHOW
CPEQObI

B cratbe paccMOTpEHBI  BOIPOCHI ~MapKETHHTOBOTO  OOECHEYECHHS
WHHOBAIIMOHHOM JeATEeIbHOCTHU TIPEANPHATHI HA OCHOBE IOCTPOeHHs () (HEKTUBHOM
CUCTEMBbl ~ MapKeTuHra  MHHOBanMi.  CHUCTEMaTH3MPOBaHbI  KCCIICIOBAHUS
OTEUECTBEHHBIX YUYCHBIX II0 OCOOCHHOCTSM MAapKeTHHTa WHHOBAaIMH Kak
KOMIUIEKCHOTO HMHCTPYMEHTa JOCTH)KEHUSI CTPATerMuecKuX Ieled MpeArpusaThs.
OmnpefeneHo KOMIUIEKC 3aa4 MapKeTUHTa MHHOBALUH, KOTOpble 00BEIUHEHBI B TPU
TPYHIBI: CTPAaTErHYecKye, TAKTHUECKUE U omepaTuBHbIE. Jloka3aHa mpakTHYecKas
3HAUNMOCTh MApKETHHTa HMHHOBALMHA B OOCITY)KMBaHHUM Mpolecca pa3paboTKu U
peanu3anuy HHHOBAaLUH.

KnroueBble cJ0Ba: MapKeTHHI, HWHHOBaIUHM, MAapKEeTHHI WHHOBAIWH,
WHHOBAIIMOHHAS IEATENbHOCTh, IOTPEOHOCTH IOTpeOUTENeH, MpOTrHO3MPOBAHHE
cIpoca,  KOHKYPEHTHBIE — IIPEMMYHICCTBA, MAapKETHHIOBas  MHHOBAllMOHHAsS
CTpaTerusl.

IlocTaHoBKa MPO0JIeMH Y 3arajJbHOMY BHIVIsIAI i ii 3B’ 530K

3 BaKJIMBHMH HAYKOBHMH Ta NPAKTHYHHMH 3aBJAHHSAMHU.
HocnijpkeHHss TpoOjieM yOpaBlliHHS 1HHOBAaWiMHOK [iSUIBHICTIO

125



Exonomiuni  nayku: 30ipnux  Haykoeux npayb JIyybKoco HAYIOHATbHOZO MEXHIYHO2O
ynisepcumemy. Cepisn “Pecionanvha exonomixa”. Bunyck 18 (71). Peodkox.: 6ion. peo. o.e.H.,
npogecop JLJI. Kosanvcevra. Jlyyok: IBB Jlyyvkoco HTY, 2021. 278 c.

i IIPUEMCTB TTOKa3aJIo0, 110 iX IHHOBAIliHHUI PO3BUTOK HEMOKIIHBHMA
0e3 edeKTUBHOI MapKETHHTOBOI MiATpUMKH. Jlocsartm MetH
CTBOPCHHSI 1HHOBAIlI MOXXHA JIWIIE TOXl, KOJMW iHHOBamii OymyTh
KOPHUCTYBAaTHCh TIOMUTOM Y IEBHUX TPYIN CIOXHUBAYiB Ta MOBHOIO
MIpOI0 3aOBOJBHATHMYTH I1X TMOTpeOn. 3a3HadueHe OOYMOBIIIOE
HEOOXIMHICTh  BHKOPHUCTAaHHS  MapKEeTUHTY  IHHOBAIid I
CBOEYACHOTO BHSBJICHHS 1 KOHTPOIIOBAaHHS (akTopiB, IO
BU3HAYAIOTh €(DEKTUBHICTH IHHOBALiN Ha PUHKY.

AHaJi3 OCTaHHIX [JOCJTiAKeHb, Y SAKHX 3aM04YaTKOBAHO
BUpinmieHHsl npoOaemu. [IuTaHHS MapKETHHTOBOTO 3a0e3MCUYCHHS
IHHOBAIIMHOI MiSTTHHOCTI MiIMTPUEMCTB 3HAKMIILIN CBOE BiTOOpasKeHHS
B poboTax Takux 3apyOKHHX 1 YKpaiHCBKMX HAyKOBIIB, SK:
L. Aucodd, @. Koraep, M. Toprep, . Lllymmerep, JI.JI. AHTOHIOK,
JI.B. Banabanosa, C.M. Innamenxo, 10.B. Kapaxkaii,
C.B. KoBanpuyk, T.C. MakcuMoBa, A.O. Crapocrina
LJI. PemernikoBa, ILI. Ilepepma, H.I. Uyxpaii ta iH. IIpote
MPUKJIATHI aCHEeKTH 3aCTOCYBAaHHS IHCTPYMEHTApil0 MapKETHHTY
IHHOBAIii B IHHOBAIMHIA MiSJILHOCTI BITYM3HSHUX IiANPHUEMCTB
3aJUIIAIOTHCA aKTyaJbHUMH 1 TAKUMH, 10 TOTPEOYIOTh MOAaIbIINX
JOCTIIKEHb.

Metow cTaTTi € BHU3HAYCHHS OCOOJNMBOCTEH MAapKETHHTY
IHHOBAITIH K KOMIUIEKCHOTO IHCTPYMEHTY JOCATHEHHS CTPATEeTIYHUX
1iJIeH MiAIpUeEMCTBA B yMOBaX KOHKYPEHTHOTO CEPEIOBHIIA.

Bukigax ocCHOBHOro Martepiajy JOCTiKeHHSI 3 TOBHHUM
O0OTPYHTYBAHHAM OTPHUMAHUX HAYKOBHX pe3yJbTaTiB.
[TepeBaxkHa OINBIIICTH MOCHTITHUAKIB BiA3HAYAE BU3HAYATILHUHN BIUINB
MapKeTMHry Ha QopMyBaHHS 1 3MiCT iHHOBaLiifHOI cTparerii
MiIPUEMCTB. 3aCTOCYBAaHHS MapKETUHTY IHHOBAIIM Ui BUSBICHHS
PUHKOBHX MOJKJIMBOCTEH 1 MiHIMIi3amii pUHKOBHX 3arpo3 3HAYHO
aKTyai3yeTbcsl B yMOBaX HECTAaOUIBHOTO PHHKY 13 JKOPCTKOIO
KOHKYPEHLIEIO.

Ha pgymxy C.M. Dongmenka, «MapKeTHHT 1HHOBAIii
repeabavae  peanmizaiiito TpaguIidHuX (YHKIIH Ta 3aBAaHb
MapKETUHTY B IMPOIECi CTBOPEHHS Ta MOIIUPCHHS 1HHOBAIlHM 3ayis
HaWKpamoro 3aJ0BOJICHHS TOTpe0 1 3amuTiB CHOXHUBAdiB i
BUPOOHUKIB» [1, ¢. 36].
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BepOunpka ['JI. mig MapkeTHHroM IHHOBaLid MPOTOHYE
pPO3YyMITH NisUTBHICT, IO CHpsAMOBaHA Ha KOMEpIliaji3aIiio
IHHOBAIlI, CTBOPEHHIO SKHX ITOBHHHI NEpEIyBaTH MapKETHHTOBI
JOCTI/DKEHHS TMMOTpe0 CIIOKMBaYiB, KOH IOHKTYpH pPUHKY Ta
BU3HAYCHHS CETMEHTY PUHKY, Ha 33JI0BOJICHHSI TOTPEO SKOTO OYAyTh
CIIpSMOBaHI 1HHOBAIli. ABTOp OCHOBHOIO METOIO MAapKETUHTY
1HHOBALi# (HOPMYIIOE HACTYIIHY: «CTBOPEHHS TaKOi MPOIyKii, sika O
HE TMPOCTO 3aJOBOJIBHMJIA, alle W TepeBEpIIWIa OYiKyBaHHS
criokuBadiB» [2, c. 38]. ToOTo iHHOBAaIS Oy/e YCINIIHOIO 32 YMOB
BOJIOJIIHHSI aTpUOyTaMHu, sIKi BiICYTHi y KOHKYPEHTIB.

Ha  mpakTtuyHMX  acmekTax  MapKeTHHTY  IHHOBaIlid
HaroJIOmyIoTh aBTropu mybmikarmii [3]. Ha iXx mymKy, MapKeTHHT
iHHOBAIlid  3a0e3rmedye BUPOOHWIITBO 1 30yT  iHHOBariitHOL
KOHKYPEHTOCIIPOMOXKHOI ~ TMPOAYKMLii, siKa B MOBHOMY 00cs3i
3aJI0BOJILHSIE aKTyaJIbHUI TOonUT. HayKoBIll BU3HAYAIOTh MAPKETHHT
IHHOBAIIIH SIK «IiSJIBHICTH, 10 CIPSMOBAHA HA MOIIYK HOBUX cdep
0i3Hecy, po3poOKy aOCONIOTHO HOBUX BHJIB TIPOAYKINI Ta
BIIPOBA/KCHHS Yy BHUPOOHUIITBO IHHOBAIM JJs BXKE ICHYHOUUX
ToBapiB» [3, c. 188].

Kapaxkaii }F0.B., Haromonryrodn Ha 3pocTaHHI POl iHHOBAITIN ¥
MPOIIeCi COLiaJbHO-eKOHOMIYHOTO PO3BHUTKY, PO3TISIAE MAPKETHHT
IHHOBAIIIK K chepy MapKETHHIOBOI JISIBHOCTI OpraHizamii «Ioo
pO3pOOKH Ta TPOCYBaHHS TOBApiB, MOCIYT, IMPOCKTIB, SKi MalOTh
HOBI 3HaYylli BJIACTUBOCTI (CTiMKIi KOHKYPEHTHI IIepeBart)»
[4, c. 20].

OxkpeMi IOCHITHUKH PO3TISANA0OTh MAapKETHHT IHHOBAIlIA 3
TOYKHA 30pPY CHUCTEMHOTO TIiJXOAYy SK «KOMIUICKCHY CHCTEMY
OiANPUEMCTBA,  CIOPSMOBaHy  HA  aHami3 1 yIOpaBJiHHA
HOBOBBCJICHHSIMA Ha OCHOBI MapKeTWHTOBOi iH(Mopmarii 1 3a
JIOTIOMOT'0I0 MapKETHHTOBUX 3aco0iB» [5, ¢.83].

B minomy cykymHICTh HOTJISAIB HAYKOBLIB Ha MapKETHHT
IHHOBAITIA MOHA TIPEICTABUTH HACTYITHUM YMHOM: 1) SIK KOHIICTIIIiS
PUHKOBOI JiSUTBHOCTI IMIANPHEMCTBA; 2) SK TPOIEC aHaji3zy
PUHKOBUX MOXJIMBOCTEH; 3) sK 3aci0 aKTHBHOTO BIUIMBY Ha
croxuBauiB; 4) sk (YHKIS IHHOBAIIIHHOTO MEHEDKMEHTY; S5) sIK
3acib opieHTAIMI] M ANMPHUEMCTB Ha IHHOBAIIHHUI PO3BHUTOK.
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MapkeTHHI 1HHOBALliii BHKOHYE KOMIUIEKC 3aBAaHb, SKi MOXKHA
00’ eaHATH B TPH HACTYITHI TpymH [2]:

- cTpaTeriudi (cmpsMoBaHI Ha (OPMYBaHHS CTPATETIIHOTO
OayeHHs 1HHOBALIMHOTO PO3BHUTKY MIiANPHEMCTBA Ta PO3POOKY
MapKETHHT'OBO{ iIHHOBAIIIMHOI CTpaTerii);

- TaKTU4YHI (CIIpsAMOBaHI Ha GopMyBaHHS MOPTdET TOBAaPHUX
1HHOBAIIi} Ta OLIHKY X KOMEPLIHHUX MEPCIEKTHUB);

- olepaTHBHI (COpsAMOBaHi Ha pO3pOOKY KOMIUIEKCY 3aco0iB
MapKETHHTY JIJIsl IHHOBAIIHHIX TOBapiB).

Crpateriudi 3aBIaHHS MOXYTb OYTH peajli3oBaHi HUISIXOM
MPOBEIEHHS] MApKETHHI'OBUX JIOCIIKEHb PUHKY 1HHOBAaLil, aHATi3y
peaJbHOTO CHOXKHMBAaHHS 1 TOTCHIIMHOTO IIONMUTYy Ha I1HHOBAIIIIO,
TOCIIIDKEHHST PiBHA KOHKYPEHIII Ta po3poOKH IHHOBAIlIMHUX
MoJeJied TOBEAIHKM MiANPHEMCTBA Ha pHHKY. Crpareriunuii
IHHOBALIHHUH MapKETHHT BU3HAYACTHCH, HacaMIIepen,
CEerMEHTYBAaHHSM PUHKY Ta MO3MIIIOHYBAHHSAM TOBapy, & KIFOUOBHM
HOTro acmeKTOM BUCTYHA€ JOCITIKEHHS 1 MPOrHO3YBaHHS MONHUTY Ha
HOBHH TOBap, 10 0a3yeTbcs HA PETEIHHOMY BHUBUEHHI CIPUHHATTS
CIIOKMBAYeM 1HHOBarii. MapKETHHTOBI OCHTIDKEHHS HaIaloTh
HeoOXimHy iH(OpMAIliIo MPO CIIOXKUBAYIB, KA BHCTYIAE OCHOBOIO
Ui TIOIIYKY HaiOuIbml  e(peKTHBHUX UUIIXiB  33JOBOJICHHS
MIOTSHITIHHUX TMOTpPe® pPHHKY Ta PO3POOKH CTpaTerii MOBEIIHKH
MIIIPUEMCTBA HA PUHKY. MapKeTHHTOBa IHHOBAIlIHHA CTpaTETis €
OJHHUM 13 CIOCOO0IB 3a0€e3MeUeHHsI CTIMKMX KOHKYPEHTHHUX TIepeBar.
OnHak, sk 3a3Ha4eHO B [3], mpu po3podui Takoi crpaterii ¢axismi 3
MapKeTHHTy TIOBHHHI BOJIOJITA TPYHTOBHUMH 3HAHHSAMHU 1
HaBUYKaMH CTOCOBHO CTBOPEHHS LIHHOCTI Ui CHOXXHMBadiB 3a
pPaxyHOK HaJaHHS IM HOBUX TOBapiB, PO3pOOKH Ta BHUKOPUCTAHHS
IHHOBAIlIMHAX ~ METOIIB  TPOCYyBaHHA 1 30yTy  TpOAyKIIii,
KoMepITiajizaii iHHOBaIlii, TOIIO.

TakTryHi 3aBOaHHsA mependavyaroTh PO3pOOKY KOHKPETHHX
TOBapHUX I1HHOBAIK (HOPT(dEI0 TOBapHMX IHHOBAIlM) y MekKax
0o0paHUX BapiaHTIB iIHHOBAI[IHHOTO PO3BHUTKY Ta MPOBEACHHS OIlIHKH
iX KOMEpUIHHMX TMEPCHEKTHB 3 YpaxyBaHHAM MOXIMBOCTI
OaraToBapiaHTHOT'O PO3BUTKY MOIN Ha PHHKY.
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OmnepaTuBHi 3aBAaHHS MapKETUHTY iHHOBalill TMOB’A3aHI 3
pearizamiero 00paHOi iHHOBAIIIHHOI CTpaTerii 3a JTOMOMOTOI0
CyJaCHHX MAapKETHMHIOBHUX TEXHOJIOTIH MUIIXOM  iHIIIFOBaHHSA
MOCTIHHUX 3MiH TOTpeO, OHOBJECHHS ACOPTHUMEHTY, IOCSTHEHHS
HOBHX DIiBHIB 3a0OBOJICHHS NOTPeO, BHUKOPUCTAHHS HOBUX (opM
KOMYHIKaIliil Ta Mpomaxy.

TakuM YMHOM, TPAaKTUYHE 3HAYCHHS MApPKETHUHTY 1HHOBAIliN
nojsirae B OOCIyroByBaHHI MpOILECIB PO3poOKM Ta peamizamii
iHHOBAIlIHA, (HOpMYyBaHHS IHHOBAIIIHHOI CTpaTerii IMiIIPHEMCTBA, a
TaKO)X y  BUSBICGHHI  (QakTopiB, Big  AKUX  3aJEKUTh
KOHKYPEHTOCIIPOMOXKHICTh HOBHX TOBapiB Ta MiANPHEMCTBA B
LJIOMY.

BucnoBku. MapkeTuHTOBEe 3a0e3MeUeHHs 1HHOBAIiHHOT
TSUTBHOCTI  MiIPUEMCTB Tepeadavae 3MiHCHEHHS —BiIIOBIIHUX
MapKeTHHTOBHX  3axOfiB: 1) TpOBeNeHHS  MapKETHHTOBUX
TOCITIIDKEHb PUHKY, IO 1a€ MOJKJIWBICTh BUSBHUTH HE3aJI0BOJICHI
noTpedM CHOXKMBaviB Ta TeHepyBaTu inei iHHoBamii; 2) migdip
BiJTNOBITHUX €JIEMEHTIB KOMIUIEKCY MAapKETUHTY 3 METOIO afamTallii
iHHOBaIi 10 1OTpeOd pUHKY; 3) GOpMyBaHHS PUHKOBOrO IOIMTY Ha
HOBOBBCJICHHS. MapKeTHHT  IHHOBAIliW HE TIPOCTO  CIIPHSE
3aJJ0BOJICHHIO CIIOXXHBUYUX MOTPeO, a i € eeKTUBHUM iHCTPYMEHTOM
iX BHSIBICHHS Ta 3a0e3ledye 3B’SI30K IHHOBAIIMHOTO IIPOIeCy Ta
criockuBaHHs. [TomaneImi qocmipKeHHS TOBUHHI OyTH CTIpsSMOBaHI Ha
BJOCKOHAJICHHS CHCTEMH MapKETHHTOBOTO 3a0e3MeUeHHs
IHHOBAIIfHOTO PO3BUTKY MiANPUEMCTB Ha 3acafax aKTHBHOTO
BIIPOBAPKCHHS MAPKCTHHTOBUX 1HHOBAITIH.
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