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Introduction 
Innovative marketing is the concept of 

marketing, according to which the organization must 

continuously improve the products and methods of 

marketing. The logic of business development 

requires increasing the profitability of production and 

expanding the range. Both these goals or one of them 

can be achieved by developing new products. Of 

course, this is not the only tool for achieving these 

goals, but it is very important. 

In innovative marketing methods, approaches 

and style of effective leadership vary depending on 

the situation. The system of innovation marketing 

activities is closely linked not only with the 

production renewal systems, but also with the 

dynamics of accumulation and capital overflow. The 

most important direction of marketing activities is 

the strategy and tactics of innovation penetration into 

the market, including the formation of a competitive 

strategy of innovation based on the formation of 

sales channels and the positioning of a new product. 

The development of new technologies and the 

speed of the implementation on their basis of 

fundamentally new types of products and services 

lead to the fact that the needs of consumers and the 

situation on the market change with ever-increasing 

speed. The consumer dictates what, when and in 

what form he wants to receive and at what price. By 

isolating homogeneous groups of consumers through 

market research and identifying strategic segments, 

the company saves significant funds and achieves 

greater efficiency in subsequent contacts with current 

and potential customers. 

 

Literature review  

The issues of research of organizational and 

economic innovations acquire special relevance at 

the present stage of the country's economic 

development. The creation of a system for the 

effective management of innovative marketing 

activities and the practical development of marketing 

tools in the field of organizational and economic 

development * with the aim of increasing the 

capacity of domestic industrial enterprises is a new 

scientific one. direction, especially relevant: in the 

aspect of increasing competition, which confirms the 

relevance of the problem under consideration, the 

need for its comprehensive study. 

The first major theorists of innovation processes 

are rightly considered J. Schumpeter [1] and F. 

Kotler [2-5] The notions of innovation processes, 

including those in small enterprises, are connected in 

the West with the names of H.G. Barnett, R. Duncan, 

P.F. Drucker, K. Davis, F. Kotler, J. Evans, P. 

Dickson, I. Doyle, J. Lamben, M. Porter [6], B. 
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Berman, D. Angela, Zavlin PN. [7], J.W. Newstrom, 

E.M. Rogers, R. Hizrich and other researchers. 

And the issues of the competitiveness of goods 

and enterprises are devoted to the works of G.L. 

Azoeva, B. Alstrand, I. Ansoff, A.P. Gradov, I.B. 

Gurkova, B.C. Efremova, M.I. Knysh, F. Kotler, 

N.Yu. Kruglova, J. Lampel, G. Mintzberg, M. Porter, 

and others. 

The problems of the introduction of modern 

marketing concepts, including the concept of 

innovative marketing, and the restructuring of 

business on their basis, have become the subject of 

research by Trias de Beza, Edward de Bono, 

Lyubarsky I [8], Golubkov. [9], Kopeikin M [10], 

Kuzmenko V. [11-12], Sadchikova I. [13], Sultanov 

O. [14], Khrutsky V.E., Korneeva I.V. [15], Hill 

Sam, Rifkin Glenn [16], and others. 

However, most of the work is primarily of a 

general theoretical nature or is devoted to solving 

certain aspects of the problem. The issues of 

assessing and enhancing the competitiveness of high-

tech enterprises, the conditions for developing and 

regulating their marketing activities, adequate to the 

production tasks of creating competitive products, 

have not received sufficient coverage. 

Thus, the relevance of the marketing innovation 

problem, focused on enhancing the competitiveness 

of the EaP, is due to the lag in the Russian science-

intensive goods and services in terms of 

competitiveness indicators from the products of the 

world's leading manufacturers. The mission of 

innovative marketing is to develop ways to increase 

the competitiveness of the EaP by researching, 

evaluating and optimizing its parameters. 

At the same time, the studies underestimated 

the fact that the marketing approach to the 

management of innovation processes is an integrated 

approach that considers the product, innovation 

simultaneously from the point of view of both the 

producer and the consumer. At the same time, one 

can state that in modern domestic science there is no 

integral concept of the formation of a system for 

managing innovation activity, especially in the field 

of organizational and economic development of 

industry. 

 

The concept and types of innovative 

marketing. 

Innovative marketing– is all objectified type of 

production and economic activities of a firm or 

institution aimed at optimizing and controlling the 

innovative and production and marketing activities of 

the organization, based on research and active 

influence on the market conditions of the enterprise. 

In other words, this is the concept of traditional 

marketing, according to which the organization must 

continuously improve products. Innovative 

marketing should include: 

-conducting marketing researches of the market 

of innovations, including perspective deducing of 

innovation on new markets - diffusion of 

innovations; 

- analysis of potential industrial consumption 

and demand for innovations (dynamics of 

consumption volumes, analysis of consumer market 

segments, determination of their volumes, analysis of 

effective consumer demand, demand structure, 

consumer preferences analysis, consumption 

motivation, trends and market prospects, assessment 

of existing and potential market capacity) ; 

- analysis of competition in the markets 

(determination of the main competitors and their 

market shares, determination and analysis of 

competition points - quality, product characteristics, 

price, sales strategies, etc., analysis of strengths and 

weaknesses of competitors, analysis of commodity, 

marketing, advertising strategy competitors); 

- analysis of pricing and price structure; 

The object of innovative marketing are 

intellectual property, new materials and components, 

new products, new processes, new markets, new 

ways of promoting goods and services, and new 

organizational forms of management. The main thing 

in the marketing of innovations is the research and 

forecasting of the demand for a new product, based 

on a thorough study of the consumer's perception of 

innovation and the consumer's significant qualities 

and properties. 

The innovative policy of the enterprise is 

aimed, first of all, at increasing the competitiveness 

of the products. Product, technological and resource 

innovations aimed at improving the quality and 

technical (consumer) characteristics of products, 

ensure the growth of competitiveness, resulting in 

increased demand for products and sales at the same 

price. With the growth of product competitiveness, it 

is possible to increase the price and, correspondingly, 

the volume of sales with the same demand. In this 

case, the profit increases, as well as the profitability 

of production. 

Innovative marketing is the first stage of the life 

cycle of an object and, the first function of a 

functional subsystem of a management system. 

The main terms of innovation marketing is the 

innovative potential of the organization - this is the 

degree of its willingness to perform tasks that ensure 

the achievement of the stated innovative goal, i.e. 

degree of readiness for the implementation of an 

innovative project or a program of innovative 

transformation and innovation. Innovative activity is 

often treated as an activity associated with the use of 

new technologies. Many enterprises are trying in one 

form or another to carry out innovative activities 

independently, through specially created subsidiaries 

or innovation centers designed to promote and use 

innovative products. Specialists - professionals in 

patent-licensing activity, protection of intellectual 
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property and other components necessary for the 

commercial use of innovations are hired. As a result 

of successful introduction of a new product to the 

market, the company usually either expands its 

product line, or fixes a new product category. The 

most common, the first option, it is less risky. But in 

the case of bringing to the market a completely new 

product, you can get a big profit and take a 

strategically advantageous position of the leader in 

the new product category. The idea of targeting 

innovation for higher consumer effects seems highly 

productive, but its rationale in the literature is rather 

technical and technological in nature. As a result, the 

presented innovation classification by the degree of 

its radicality (basic, improving, rationalizing) either 

generally loses its consumer content, or turns out to 

be focused on the company's internal environment. 

With this approach, the incentive motivation for the 

innovation process is naturally the need to replace 

obsolete equipment in order to increase the 

competitiveness of products. Organizations are 

exploring the end-user market, trying to predict 

future demand. These studies should be carried out 

and used by producers of final products: bread, milk, 

meat, etc. They need to monitor the new 

developments appearing on the market and, most 

importantly, for their prospects for the market 

situation. 

In innovative marketing, innovation is divided 

according to the degree of potential: 

- radical innovations - fundamentally new 

products and technologies. They are few in number 

and, as a rule, provide for the emergence of a new 

consumer and / or a new market; 

- combinatorial innovations - a new 

combination of already known elements and 

properties. Combinatorial innovations are usually 

aimed at attracting new consumer groups and / or 

developing new markets; 

- Modifying innovations - consist in 

improvement or addition of existing products. 

Modifying innovations are usually aimed at 

preserving or strengthening the market positions of 

the enterprise. 

The concept of innovation marketing is the 

basis for the work of the entire marketing service, 

market research and the search for a competitive 

strategy of the enterprise. The paramount task of 

marketing units at the initial stage of the search for 

innovation is market research: the level of demand 

and competition, the behavior of the buyer and the 

dynamics of his preferences, the availability of 

competing products and the ability to consolidate the 

novelty in the market. 

The marketing strategy, market analysis and 

operational marketing consist of six principal stages: 

- general economic analysis of the market 

- analysis of the economic conjuncture 

- special market research 

- development of innovation penetration 

strategy 

- operational marketing activities 

- Estimates of costs and revenues from 

marketing 

From the concept of marketing follows that 

innovative marketing in the modern sense is a unity 

of strategies, business philosophy, functions and 

management procedures and methodological basis. 

Innovative marketing for countries with 

economies in transition is, in fact, an innovation. In 

industrially developed countries, the marketing 

concept of the company's development has been an 

honorable place for decades. At the same time, it 

should be noted that the emergence of innovative 

marketing as a scientific discipline had only to last 

decades. Innovative marketing as a concept is 

broader than marketing innovation, it includes the 

mission of the organization, the philosophy of 

thinking, the field of scientific research, the style of 

management and behavior. This is a special type of 

relationship and full acceptance of risk. 

Specialists - professionals in patent-licensing 

activity, protection of intellectual property and other 

components. As a result of a successful introduction 

of a new product to the market, the company usually 

either expands its product line, or fixes a new 

product category. The most common, the first option, 

it is less risky. In the new product category, you can 

get a big profit and take a strategically advantageous 

position of the leader in the new product category. 

The idea of targeting innovation for higher consumer 

products seems to be highly productive, but its 

rationale in the literature is rather technical and 

technological in nature. As a result, the presented 

innovation by the degree of its radicality (basic, 

improving, rationalizing) or generally loses its 

consumer content, or turns out to be focused on the 

company's internal environment. With this approach, 

the incentive motivation for the innovation process is 

the need to replace obsolete equipment in order to 

increase the competitiveness of products. 

Organizations are exploring the end-user market, 

trying to predict future demand. These studies should 

be carried out and used by producers of final 

products: bread, milk, meat, etc. They need to be 

monitored in the market situation, most importantly, 

for their prospects. 

In innovative marketing, innovation is divided 

according to the degree of potential: 

- radical innovations - fundamentally new 

products and technologies. They are few in number 

and, as a rule, provide for the emergence of a new 

consumer and / or a new market; 

- combinatorial innovations - a new 

combination of already known elements and 

properties. Combinatorial innovations are also aimed 

at attracting new consumer groups and / or 

developing new markets; 
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- Modifying innovations - consist in 

improvement or addition of existing products. 

Modifying innovations are usually aimed at 

preserving or strengthening the market positions of 

the enterprise. The concept of innovation marketing 

is the basis for the work of the whole marketing 

service, market research and the search for a 

competitive strategy of the enterprise. The paramount 

task of marketing units at the initial stage of the 

search for innovation is market research: the level of 

demand and competition, the behavior of the buyer 

and the dynamics of his preferences, the availability 

of competing products and the ability to consolidate 

the novelty in the market. 

The marketing strategy, market analysis and 

operational marketing consists of six principal 

stages: 

- general economic analysis of the market 

- analysis of the economic conjuncture 

- special market research 

- development of innovation penetration 

strategy 

- operational marketing activities 

- Estimates of costs and revenues from 

marketing. 

From the concept of marketing, as follows: 

innovative marketing in the modern sense. 

Innovative marketing for countries with 

economies in transition is, in fact, an innovation. In 

industrially developed countries, the marketing 

concept of the company's development has an 

honorable place for decades. At the same time, it 

should be noted that the emergence of innovative 

marketing. Innovative marketing as a concept is 

broader than marketing innovation, it includes the 

mission of the organization, the philosophy of 

thinking, the field of scientific research, the style of 

management and behavior. This is a special type of 

relationship and full acceptance of risk. 

The modern economy is characterized by a high 

level of dynamism and instability. Of course, this has 

a negative effect on the activities of economic 

entities, because they do not have the ability to adapt 

so quickly to changes in the external environment. 

To bring internal business development opportunities 

in line with market conditions, one of the most sound 

means, at the moment, is the creation and 

dissemination of innovations. Practice confirms that 

almost all enterprises that successfully develop on 

the market are their success namely innovation. But 

the facts prove that the development and 

commercialization of new developments is very 

difficult. On the world the market annually displays 

about 100 thousand items of new products, of which 

only 2% are real innovations, 

However, commercial success is not more than 

25% [1]. Appropriate analysis and accounting at 

enterprises-innovators should engage in marketing 

services. Proceeding from the foregoing, we note that 

in order for the enterprise to develop, increase its 

competitiveness and took leadership positions it is 

necessary to adhere to two areas of activity - to 

develop and implement innovations and implement a 

marketing mix. About this, even at the beginning of 

the second half of the last century, such well-known 

scientists in the field marketing and management as 

F. Kotler and P. Drucker [2, 3].  

According to the results of the research carried 

out by the authors regarding a combination of such 

categories as "marketing" and "innovations" It is 

established that there is no single definition that 

unites these categories. According to the authors, 

innovative marketing requires understanding the 

concept of doing business, which provides for 

Creation of improved or principally new products 

(technologies, services) - innovations - and use in the 

process All of its creation and distribution of 

improved or fundamentally new - innovative - tools, 

forms and methods marketing in order to better meet 

the needs of both consumers and producers. Let us 

examine in more detail the facts of the present, which 

the authors consider to be such that they prove the 

existence and necessity of The distinction in the 

separate concept of doing innovative marketing 

business. In all existing concepts, certain innovations 

are used. Thus, for example, the concept of 

production provides for the improvement of 

technology of production of goods, which can lead to 

the emergence of technology-innovation; the concept 

of product improvement is the improvement of the 

quality of the goods, which, to a certain extent, 

product innovation; the concept of intensification of 

commercial efforts; 

market products, which may result in 

communication innovations; The concept of 

marketing - the emergence of new needs (consumer 

needs), which can be innovative; concept of social 

and ethical marketing provides for yet another group 

of needs-the needs of the entire society, that is, 

perhaps, of innovative needs. These facts are more 

the need to separate innovative marketing into a 

separate concept, because the process of creating and 

distributing innovation-part of each of the already 

existing concepts of doing business. But, note that it 

is partially. And all these concepts They do not 

provide for the constant creation of innovations and 

the use of innovative methods and marketing tools. 

Those,the number of innovative developments 

according to these concepts is not great, because it is 

not the goal. In recent years, the number of 

innovative developments, both in Ukraine and in the 

world, has significantly increased. One example 

there is China, which until recently was an 

underdeveloped country. In recent years, due to a 

significant increase in the number of China has made 

a sharp leap in its development and now almost all 

markets of the world there is Chinese products [17]. 

Also,The growth in the number of innovations in the 
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world is the fact that over the past 15 years the 

number of people working in the innovation sphere 

in the United States and Western Europe increased 

by 2 times, and in South-East Asia - by 4 times. 

Another important factor is that with the beginning 

of the use by the enterprises of the marketing concept 

of doing business in their activities, different kinds of 

marketing innovations. So, in terms of the frequency 

of implementation and multidimensionality, 

marketing innovations outstrip others. types of 

innovation. This is due to their relatively low "cost" 

and high variability [18-19]. All these facts testify to 

the There is a constant increase in the number of 

innovations. And in accordance with the second law 

of dialectics - the law of transition of quantity in 

quality,quantitative changes in phenomena up to a 

certain boundary are of the character of a continuous 

growth of one and the same itself. And at a certain 

stage of development, under certain conditions, the 

object loses its previous quality and becomes new. 

you m. Therefore, such a constant quantitative 

increase in innovation (both product and technology, 

and marketing) should lead to the emergence of some 

new quality, which, according to the authors, should 

be the concept of innovative marketing. Evidence 

that innovation development has "embraced" the 

world and the concept of innovative marketing is 

already active companies that seek to become leaders 

in their field are data on the 100 most innovative 

world companies, which were collected by the 

publishing house BusinessWeek and the management 

consulting company Boston Consulting Group [20]. 

So the first ten of the most innovative companies in 

the world included such companies as Apple, 

Google, 3M, Toyota, Microsoft, GE, Procter & 

Gamble, Nokia, Starbucks, IBM. All these 

companies are leaders among other companies in a 

certain area and all of them actively develop 

innovative products, services or technologies, and 

also use innovative approaches to implementation 

complex marketing. So, this is a clear example of the 

fact that all the most famous companies in the world 

carried out serious progress in their activities through 

daily innovation. It should be noted that according to 

this concept, the needs of consumers and producers 

are satisfied,the state of society as a whole is not yet 

being discussed. Therefore, the concept of innovative 

development should be the fifth concept -following 

the concept of marketing, i.e. Before the concept of 

social and ethical marketing.The authors believe that 

it is the concept of innovative marketing that can 

become that transitional concept, the step that co-The 

latter will allow to reach the peak, where the interests 

of producers, consumers and the whole society are 

united. First of all, commodity and services that are 

represented on the market today, do not meet the 

needs of society to the full, therefore need new, i.e. 

Innovative, in the production of which these needs 

will be taken into account. Secondly, in order for 

consumers to understand The importance of this kind 

of innovation (which satisfies not only their own 

needs but also the needs of society) to bring this 

thought to their consciousness. The only way to 

achieve this is the tools of marketing 

communications. And when It is necessary to use 

new, non-traditional methods and tools of marketing 

MUNICATIONS. And, thirdly, the production and 

distribution of innovations needed by consumers 

bring in excess of the profit that is the main need of 

producers. The author suggests the following variant 

of the graphic representation of the above-mentioned, 

as for the concept of innovative marketing. The key 

concept of such a science as marketing is the concept 

of "needs". It is their satisfaction that is the main 

goal. work of specialists in the field of marketing. 

And in general, the goal of the whole economy, as a 

science, is to find ways to meet the constant-but an 

increasing level of needs. On the author's opinion, 

the level of satisfaction needs corresponds to the 

diameter of the so-called "bowl". So, at first the 

enterprises satisfied only their own needs, while they 

were guided by the first three concepts. And with the 

advent of each of them, more and more of their needs 

were met. Then they realized that in order to better 

meet their own needs, it is necessary to take into 

account the needs of their potential consumers in 

their production activities. Ie, the level of satisfaction 

of needs has increased and the bowl has filled up. 

Have been. So, manufacturers began to use the 

concept of marketing. Further, according to the 

evolution of the concepts of doing business, the 

concept of social and ethical marketing, which 

provides for the satisfaction of the needs of the whole 

society. But how already mentioned earlier, in order 

for this to become a reality, it is necessary to 

sufficiently satisfy existing, as well as hidden or new 

needs of producers and consumers, i.e. fill the bowl 

to the required level. To do this, In its activity, the 

concept of innovative marketing. After that, the 

needs of the whole society also fall to the "cup" 

which must also be satisfied. Here, the concept of 

social and ethical marketing comes to the fore. 

Required Add that the concept of socio-ethical 

marketing can not be the last, because, as you know, 

the needs do not remain on the one level and are 

constantly increasing. And, perhaps, sometime, we 

will need to take into account during the production 

process not only the needs of producers, consumers 

and society, as well as other needs, for example, the 

needs of all mankind. Thus, the authors believe that 

today the concept of innovative marketing is a 

leading concept, which will help enterprises to make 

a sharp breakthrough in their activities and move to a 

qualitatively new level of development. it will allow 

domestic enterprises to get out of the crisis in which 

they are now, and catch up with trade turnover and 

profits foreign enterprises that work in a similar 
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sphere, and after a certain time, take the leading 

positions in the market. 

Stages of innovative marketing. 

Often, innovative marketing includes a set of 

activities aimed at analyzing the market, developing 

a marketing strategy to increase sales of this product 

and its practical implementation. For the successful 

promotion of the product, it is vitally important to 

apply the methods of strategic innovation marketing, 

whose goal is to develop a technology for penetrating 

a new product to the market. The specifics of 

innovative marketing include a clear division of the 

developed strategy for entering the market at certain 

stages and their passage in strict sequence. Let's 

consider them in more detail: 

1. Typically, strategic innovation marketing 

first involves studying the macroeconomic situation 

in the country: the rate of inflation, the solvency of 

the population, its composition and growth rates, the 

political environment, changes in tax legislation, the 

volume of production of products similar to the 

product, etc. 

2. Typically, the application of tactical 

innovation marketing technologies begins with a 

thorough analysis of the market attractiveness of the 

product. During this period, consumers' demand for a 

particular product is studied, for which customer 

surveys are conducted at retail outlets, 

questionnaires, etc. After processing this information 

using innovative marketing tools, it becomes clear 

which type of product, what quality and at what price 

will be most in demand in a particular market 

segment. 

3. Innovative methods of marketing include the 

study of product competitiveness in the market and 

the definition of its position among a number of 

similar products. 

4. After that, the so-called "portfolio" analysis 

is conducted, which consists in studying all areas of 

the enterprise's activities and identifying the most 

profitable of them. This is done in order to apply 

innovative marketing strategies, promote products 

that are most competitive and attractive to the 

consumer. Then the chosen strategy is implemented 

in practice in order to maximize profits and expand 

the market share of the product. During this period, 

the features of innovative marketing are a clear 

definition of the type of goods sold, the 

establishment of an optimal price for it, which makes 

it possible to get a good profit, but attractive enough 

for buyers, choice of the place of its implementation 

and promotion strategy (advertising campaign, 

improvement of production technology, etc.) . 

 The following marketing strategies can be 

applied to the types of innovative marketing: 

 The strategy of high prices, applied in the 

absence of fierce competition and the emergence of a 

completely new product, information about which is 

missing. It allows you to quickly get a significant 

profit at the expense of consumers with high 

solvency. Then the company can reduce the price and 

attract buyers from another market segment; 

 penetration of the market, when the product 

is set low prices because of the large number of 

competitive goods; 

 strategy of prestige. In this case, the use of 

innovative marketing is to convince the consumer 

that the high price corresponds to the high quality of 

the product, the acquisition of which is prestigious; 

 he features of innovative marketing in the 

case of a strategy based on the opinion of consumers, 

can be attributed a thorough study of demand for a 

certain type of products and the establishment of the 

most affordable price. 
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