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STRATEGIC MARKETING AS ADIRECTION TO IMPROVE THE EFFICIENCY
OF MANAGEMENT OF INNOVATIVE ENTERPRISE ACTIVITIES UNDER CONDITIONS
OF FINANCIAL AND ECONOMIC, ENVIRONMENTAL AND SOCIAL RISKS

The article summarizes the strategic marketing as a direction to improve the efficiency of management of
innovative enterprise activities under conditions of financial and economic, environmental and social risks. The
scheme of strategic marketing application as a direction of increasing the efficiency of management of innovative
enterprise activity has been presented. Systematized basic principles of strategic marketing system for an
innovative enterprise: accounting requirements, state and dynamics of demand, market trends and conditions in
the process of making economic decisions; creating conditions for maximum adaptation of production to the
market, structure and nature of demand; active influence the market and the buyer through a wide set of measures.
An analysis of the main competitive characteristics of the innovative enterprise is given and it is concluded that
it is necessary to form a strategy of euro-marketing for innovative enterprise in the context of economic,
environmental and social risks. A normative profile of the level of customer satisfaction with the products of
innovative enterprises is formed.

Key words: strategic marketing, efficiency of management, innovative enterprise activities, financial and
economic risks, environmental and social risks.

Introduction. Strategic marketing is a systematic approach to production and sale activity with a
clear goal and objectives defined by it, carefully designed measures for its achievement, with appropriate
organisational, managerial, financial, material, technological, human and other means for
implementation of these measures. In connection with the problems of ensuring effective
competitiveness management, the stages of product usage in the context of economic, environmental
and social risks deserve special attention. The most important advantage that an innovative enterprise
need to have is to recognise at an early stage the needs, external forces and trends that others do not
recognise, but which will become important over time. These facts determine the relevance of the
research topic.

Literature review. The strategic marketing system of an innovative company is built on such
basic principles:

1. It is necessary to consider the state and dynamics of demand, market trends in economic
decision-making. One of the main tasks of marketing is to understand what consumers need. This implies
the importance of the research and analysis function of strategic marketing [1, 8, 9].

2. Create conditions for maximum adaptation of production to market requirements, the structure
and nature of demand, striving for long-term work. The modern concept of strategic marketing in the
context of economic, environmental and social risks is based on the fact that the activities of innovative
enterprises (design and development, manufacturing, in the field of capital investment, sales, service,
etc.) is based on the study of consumer demand and its changes in the future. When implementing the
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marketing concept, the centre of gravity of decision-making shifts from the production links of the
innovative enterprise to a link that feels the "pulse” of the market [3, 6, 7, 10].

3. Actively influencing the market and consumer, using a variety of measures, above all for
creating favourable conditions for market and in general economic activity of the innovative enterprise,
change of preferences of the buyer in favour of the innovative enterprise goods. The main functions of
strategic marketing in terms of economic, environmental and social risks and their content are as follows:
comprehensive definition of the current and forecasting of the prospective market and the entire external
environment of the innovative enterprise; objective and self-critical evaluation of innovative enterprises
of their opportunities, strengths and weaknesses, identify vulnerabilities; substantiation of market
strategy within the framework of the model of general economic activity of the innovative enterprise
with definition of its goals, tasks, resources and mechanisms necessary for their achievement; product
policy planning, formation and management of product range, based on the requirements of a prospective
market in terms of economic, environmental and social risks and their capabilities; development of a
price policy aimed at ensuring profits from the sale of goods, taking into account the expected
requirements of consumers to the price and cost of consumption of goods and the expected level of price
competition; demand formation and sales promotion measures; planning and implementation of sales
operations; management of marketing activities [2, 4, 5].

Each of these functions is important in its own right, but when taken as a whole, in their
interconnectedness and interdependence, and in the context of their overall focus, they provide the
necessary conditions for the successful economic activity of an innovative enterprise in the context of
financial and economic, environmental and social risks.

The purpose of the article is to investigate strategic marketing as a way to improve the
effectiveness of the management of innovative enterprise activities in the context of financial and
economic, environmental and social risks.

Results and discussion. A defining characteristic of modern strategic marketing in the context of
economic, environmental and social risks is the strengthening of its social orientation, recognizing the
importance of not only technical and economic measures but also social non-financial means of
increasing the competitiveness of the innovative enterprise. A strong social position gives many
economic advantages to an innovative enterprise, such as support of local authorities and population, the
possibility to attract the best human resources, increase the prestige of the brand, and help to find new
consumers, enter new markets, which ultimately improves the competitive position of the innovative
enterprise. Therefore, innovative enterprises should intensify their PR-policy, organize image-
advertising campaigns, participate more in the life of the community, and give more coverage to their
activities in the media (Table 1).

Table 1 — Analysis of the main competitive characteristics of a typical innovative enterprise
(fragment)*

Indicators Actual meaning | Planned meaning
Competitive characteristics
Narrow, small number of Narrow, a large number of
Assortment e LD
modifications modifications
Price Low price Competitive price
The size of production batches Little Large
Export potential Absent Moderate
Distribution network Absent Fragmentary (partially
developed)

*Source: author’s development

One of the sources of improving the efficiency of activity management is a developed, stable
distribution network in the form of dealerships. It is advisable for innovative enterprises to constantly
intensify their activities in the direction of establishing contacts with consumers of the products, which
allows the expansion of the target market. In the context of economic, environmental and social risks,
there are the following special attributes of the market for domestic producers: 1) high competition forces
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a build-up of stocks of finished products in order to gain the prospect of competing with time (reaction
to order); 2) the volatility of domestic and foreign demand, which is due to many factors, in particular,
the volatility of primary demand; 3) significant non-compliance of procurement contracts and irregular
deliveries caused by suppliers and dealerships, which disrupts the planned mode of operation of
innovative enterprises; 4) the specific nature of the production process makes it advisable to partially
orient production "to the warehouse”, i.e. to produce products that are not secured by orders (supply
contracts); 5) seasonal variations in demand.

The presence of such characteristic features determines the priorities of product policy of
innovative enterprises in the product market in the system of marketing policy implementation tools in
the context of financial and economic, environmental and social risks. It is necessary to focus on the
assortment policy of the innovative enterprise, the decisions on which are cross-functional in nature, as
they relate to at least three areas: marketing, production and logistics. Therefore, it is very important to
narrow down the object of optimization and focus research on strategic assortment positions.

A summary assessment of the factors of marketing activity of an innovative enterprise identifies
the following three priority areas for the formation of long-term competitive advantages in the context
of financial and economic, environmental and social risks:

implementation and development of export potential by introducing the basics of euro-marketing
with an original combination of standardisation and differentiation principles into the export strategy;

development of product potential by taking into account in the project of a new product a full range
of requirements from the perspective of the supply chain to the final consumer (standardisation,
customisation, maximisation of added value, logistical suitability, etc.).

For domestic innovative enterprises, which have a significant share in total production, it becomes
relevant to use the concept of euro-marketing as the basis of their strategy to adapt to the European
domestic market functioning conditions in the context of economic, environmental and social risks.

Domestic innovative enterprises, which are wishing to maintain and develop their position on the
euro market, have to go through adaptation processes. There are three degrees of activity (intensity) of
adaptation, which determine the choice of appropriate euro-strategies. The formation of a euro-
marketing strategy for innovative enterprise in the context of economic, environmental and social risks
is proposed to be carried out according to the following algorithm (fig. 1).

Analysis of the potential of the Defining the goals of The basis for the sector
European market euromarketing forecasts

v

Analysis and selection of individual

l parts of the European market
v y
Establishing the eurocharacter Methods of entering certain Establishing the character of
of an innovative enterprise parts of the euromarket the European consumer

Basic strategies of
euromarketing

v
Standardization of Euromarketing-mix: leferentlatlo_n of_elements of
euromarketing elements in — europroduct euromarkeur_]g_ in order to
order to reduce costs ’ _ europrice s form a gompetltlve advantage
— eurodistribution in value added
— europromotion

Figure 1 — Shaping a euro-marketing strategy for an innovative enterprise
*Source: author’s development
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The steps outlined for strategy formation and the resulting characteristics of the customer's euro-
character are the definition of the best strategy option. Domestic innovative enterprises should design
the marketing mix in such a way that some tools are more standardized, for example, product and
promotion, others, in turn, to a lesser degree, for example, distribution. The degree of differentiation or
standardisation of these tools depends on the specifics of the market, but the main dilemma of the
enterprise will be to determine the balance between local adaptation of marketing tools and their global
standardisation. In order to shape the euro-character of an innovative enterprise on the euro-market under
conditions of economic, environmental and social risks, the following conclusions regarding the desired
producer euro-character are formulated: cooperation based on strategic partnership: long-term
cooperation planning; preferable customers are both specialised and any other consumers; the most
significant criteria for assessing the competitiveness of the producer (ranked) are: price, quality, the
credibility of the producer, level of service; with equal assessments of competitiveness, customers prefer
a competitor with a wide range, better reputation in the market, shorter delivery times.

In order to form a typical domestic consumer of products, the following conclusions are formed
regarding the specifics of forming a competitive level of management of an innovative enterprise in the
domestic market: 1) consumers of products overwhelmingly have problems in acquiring the products
they need for a variety of reasons, with low ability to pay of manufacturers at the top of the list; 2) the
solution to this problem is seen as an increase in the price of their products and the corresponding
incentive function of the state and society; 3) more than half of customers indicate that there is a
seasonality in the cost of certain products; 4) the vast majority of customers use the criteria of price,
quality and attractiveness when purchasing products; 5) there are no predominant sources of information
about product supply.

Taking into account the characteristics of the manufacturer's euro-character in relations with the
customer and the characteristics of the strategic orientation of product consumers in the domestic market
of the innovative enterprise, a structured sectoral assessment of the level of customer service using the
appropriate profile is proposed (Table 2).

Table 2 — Normative profile of the level of customer satisfaction by the product of an innovative
enterprise in the context of financial and economic, environmental and social risks

Evaluati PiBens 3amoBonenHs (1+5)
on The name of the evaluation indicator
sector 1 2 3
(@)
1.1. The amount of turnover o

1.2. Delivery time
1.3. Contact with the client
1.4. Availability of a distribution network

M/ -

1. Product
availability

1.5. Guarantee of substitution supplies

3.1. Variety of payment forms

3.2. Providing trade credit

3.3. Possibility of deferred payment

3.4. Providing of discounts

3.5. Promotional sale

2. Sales conditions

4.1. Availability of cars park

5.1. Range of offers
5.2. Turnkey delivery .t
5.3. Comfortable purchasing conditions
5.4. Distributor image K/
5.5. Quality of supply

3. Complementarity
of supplies

*Source: author’s development
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The presented evaluation sectors are dependent on the logistics support system, as its sufficient
level guarantees the delivery of specific products, of quality products, delivered in an appropriate (short)
time, given the natural conditions, to an appropriate place, given the low mobility (transportability) of
these goods for an appropriate (customer-accepted) price.

At the same time, the strategic zones should interfere effectively and be balanced. The formed
methodical approach to strategic planning should be based on the organizational and economic
mechanism, which will serve as a methodical curve of enterprise actions in the sphere of the formation
of competitive business development strategy. A business management model should include four areas
— people, sales, finance and processes. This modelling of enterprise competitiveness allows the
functional areas of the business to be developed harmoniously. By applying the balanced indicators
system to them, to determine in accordance with these ways the functional strategic areas of
management. But before beginning the formation of strategic areas of management, we must outline the
desired state of the four-vector model of enterprise competitiveness, i.e. determine how we will measure
the value of functional areas of competitiveness of innovative enterprises (fig. 2).

Top management

General Finances Sale Human Production/
management resources Logistics

A

Analysis of the external and internal
environment

v

First-level goals

v

A four-vector model of enterprise efficiency

A

A

A

v

Second-level goals

A

Strategic management zones
Strategic Strategic Strategic Strategic %
development in thg development in development inthg | development of 3
sales sector the financial human resources processes in — S
sector sector the =y
manufacturing/| 5
ogistics sector =
o
P =

Integration and strategy formation
Implementation of the strategy

Fig. 2 — Organizational and economic mechanism of formation of the strategic plan of innovative
enterprise activity in conditions of financial and economic, environmental and social risks
*Source: author’s development
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Assessing the level of customer satisfaction by comparing actual estimates with normative ones
allows, in particular, to optimise the design and planning process of logistics support and to implement
a competitive marketing policy effectively in general.

The basic production process and the supporting logistics process should characterise the
movement towards integration. The wide range of tasks and functions of a logistics support system
allows the identification of generally recognised typical logistics activities (transactions: and processes).
These actions, implemented within the framework of the logistics support system of a particular
economic entity, should not be regarded as stand-alone tasks, but as an integrated system solution in the
context of financial and economic, environmental and social risks.

Conclusions. The scheme of strategic marketing application as a direction of increasing the
efficiency of management of innovative enterprise activity has been presented. Systematized basic
principles of strategic marketing system for an innovative enterprise: accounting requirements, state and
dynamics of demand, market trends and conditions in the process of making economic decisions;
creating conditions for maximum adaptation of production to the market, structure and nature of demand,
active influence the market and the buyer through a wide set of measures. An analysis of the main
competitive characteristics of the innovative enterprise is given and it is concluded that it is necessary
to form a strategy of euro-marketing for innovative enterprise in the context of economic, environmental
and social risks. A normative profile of the level of customer satisfaction with the products of innovative
enterprises is formed.

Cnucok BUKOPHUCTAHHUX JIZKEpPeEJI

1. 'narenko 1. A. BusHaueHHs IHHOBaLil SIK IHCTPYMEHTapil0 HANiOHAJIBHOTO MiANPHEMHUIITBA.
Hayxkosuii sichux Odecvkoeo nayionanvrozo yrigepcumemy imeni I. I. Meunuxosa. Cepia «Exonomixay. 2018. T.
23. Bum. 5 (70). C. 38-42.

2. I'marenko I. BruiMB HaiioHAJILHOTO IHHOBALIIMHOTO TiANPUEMHHUIITBA Ha CTAJIMH PO3BUTOK PUHKY TIpAaIli.
Bicuux Xepconcokozo depocasrozo ynieepcumemy. 2018. Ne 32. C. 69-72.

3. I'marenko [.A. Meromonoriuai OCHOBM 1HCTHUTYILIOHAJIFHOTO AaHANi3y HAI[IOHATBHOI CHCTEMHU
IHHOBAIIMHOTO MiANPUEMHUIITBA. Haykoesutl scypran « Exonomiunuil sichux 3anopizekoi 0epicasnol inocenepHol
axaodemiin. 2018. Ne 6 (18). C. 70-74.

4. T'marenko [.A. MeTomonoriyai acmekTH PO3BUTKY IHHOBALlIMHOTO MiANPUEMHHIITBA: TEOpPis Ta
npaktuka: MmoHorpadis. Xapkis: CI' HTM «Hoswuii kypey, 2019. 253 c.

5. Xomakieceka O. B., 'natenko 1. A., [{suenko T. O., Ca6iii I. M. Moaeni niAnpueEMHHUIITBA B yMOBaX
IHHOBAIIfHOT EKOHOMIKH Ta €KOHOMIKH 3HaHb: YIIPABIIHHS peCypcaMu Ta BUTpaTaMu. [Heecmuyii: npakmuxa ma
0oceio. 2021. Ne 15. C. 5-11.

6. Brockova K., Rossokha V., Chaban V., Zos-Kior M., Hnatenko I., Rubezhanska V. Economic
mechanism of optimizing the innovation investment program of the development of agro-industrial production.
Management Theory and Studies for Rural Business and Infrastructure Development. 2021. Vol. 43. No. 1. P.
129-135.

7. Mazur N., Khrystenko L., Pasztorova J., Zos-Kior M., Hnatenko 1., Puzyrova P., Rubezhanska V.
Improvement of Controlling in the Financial Management of Enterprises. TEM Journal. 2021. Vol. 10. Issue 4.
P. 1605-16009.

8. Rossokha V., Mykhaylov S., Bolshaia O., Diukariev D., Galtsova O., Trokhymets O., Ilin V., Zos-Kior
M., Hnatenko I., Rubezhanska V. Management of simultaneous strategizing of innovative projects of agricultural
enterprises responsive to risks, outsourcing and competition. Journal of Hygienic Engineering and Design. 2021.
Vol. 36. P. 199-205.

9. Prokopenko O., Martyn O., Bilyk O., Vivcharuk O., Zos-Kior M., Hnatenko I. Models of State
Clusterisation Management, Marketing and Labour Market Management in Conditions of Globalization, Risk of
Bankruptcy and Services Market Development. IJCSNS International Journal of Computer Science and Network
Security. 2021. Vol. 21 No. 12 P. 228-234.

10. Zos-Kior M., Hnatenko 1., Isai O., Shtuler I., Samborskyi O., Rubezhanska V. Management of
Efficiency of the Energy and Resource Saving Innovative Projects at the Processing Enterprises. Management
Theory and Studies for Rural Business and Infrastructure Development. 2020. Vol. 42. No. 4. P. 504-515.

References
1. Hnatenko, I. (2018). Vyznachennya innovatsiy yak instrumentariyu natsional’noho pidpryyemnytstva

18



ISSN 2707-5036 Bulletin of the Cherkasy National University. Economic Sciences. 2021. Issue 4

[Definition of innovations as tools of national entrepreneurship]. Naukovyy visnyk Odes'koho natsional’noho
universytetu imeni I. 1. Mechnykova. Seriya “Ekonomika”, 23, 5 (70), pp. 38-42.

2. Hnatenko, 1. (2018). Vplyv natsional’'noho innovatsiynoho pidpryyemnytstva na stalyy rozvytok rynku
pratsi [The Impact of National Innovative Entrepreneurship on Sustainable Development of the Labor Market].
Visnyk Khersonskoho derzhavnoho universytetu-Bulletin of the Kherson State University, 32, pp. 69-72.

3. Hnatenko, 1. (2018). Metodolohichni osnovy instytutsional’noho analizu natsional’'noyi systemy
innovatsiynoho pidpryyemnytstva [Methodological bases of institutional analysis of the national system of
innovative entrepreneurship]. Ekonomichnyj visnyk Zaporizjkoji derzhavnoji inzhenernoji akademiji-Economic
Bulletin of Zaporizhzhya State Engineering Academy, 6(18), pp. 70-74.

4. Hnatenko, 1. (2019). Metodolohichni aspekty rozvytku innovatsijnoho pidpryiemnytstva: teoriia ta
praktyka [Methodological aspects of innovative entrepreneurship development: theory and practice], New Course,
Kharkiv, Ukraine.

5. Khodakivska, O.V., Hnatenko, I.A., Dyachenko, T.O. & Sabiy, .M. (2021). Modeli pidpryyemnytstva
v umovakh innovatsiynoyi ekonomiky ta ekonomiky znan’: upravlinnya resursamy ta vytratamy [Models of
entrepreneurship in terms of innovation economy and knowledge economy: resource and cost
management]. Investytsiyi: praktyka ta dosvid, 15, pp. 5-11.

6. Brockova, K., Rossokha, V., Chaban, V., Zos-Kior, M., Hnatenko, |. & Rubezhanska, V. (2021).
Economic mechanism of optimizing the innovation investment program of the development of agro-industrial
production, Management Theory and Studies for Rural Business and Infrastructure Development, 43.1, pp. 129—
135.

7. Mazur, N., Khrystenko, L., Pasztorova, J., Zos-Kior, M., Hnatenko, I., Puzyrova, P. & Rubezhanska, V.
(2021). Improvement of Controlling in the Financial Management of Enterprises, TEM Journal, 10.4, pp. 1605—
1609.

8. Rossokha, V., Mykhaylov, S., Bolshaia, O., Diukariev, D., Galtsova, O., Trokhymets, O., Ilin, V., Zos-
Kior, M., Hnatenko, I. & Rubezhanska, V. (2021). Management of simultaneous strategizing of innovative
projects of agricultural enterprises responsive to risks, outsourcing and competition, Journal of Hygienic
Engineering and Design, 36, pp. 199-205.

9. Prokopenko, O., Martyn, O., Bilyk, O., Vivcharuk, O., Zos-Kior, M. & Hnatenko, I. (2021). Models of
State Clusterisation Management, Marketing and Labour Market Management in Conditions of Globalization,
Risk of Bankruptcy and Services Market Development, IJCSNS International Journal of Computer Science and
Network Security, 21.12, pp. 228-234.

10. Zos-Kior, M., Hnatenko, I., Isai, O., Shtuler, I., Samborskyi, O. & Rubezhanska, V. (2020).
Management of Efficiency of the Energy and Resource Saving Innovative Projects at the Processing Enterprises,
Management Theory and Studies for Rural Business and Infrastructure Development, 42.4, pp. 504-515.

JKMUBKO 3inaina Bornanisua KJIMMEHYYKOBA Haraais CepriiBua
JIOKTOp €eKOHOMIUHUX HayK, podecop, KaHIMJIaT €eKOHOMIYHHUX HayK, TOLEHT,
JIbBIBCHKHI JIep:KaBHUN YHIBEPCUTET JIOKTOPAHT,

BHYTPIIIHIX CIIPaB, BH3 «HauionansHa akajgemist ynpaBiIiHHD»,
M. JIbBiB, YKpaiHa M. KuiB, Ykpaina

CHITKO €mmn3aBera OJiekcanapiBHa ITPOKOIINIINH Oxcana CrenaHiBHa
KaHJUIaT TEXHIYHUX HAYK, JTOIICHT, KaHIUIaT eKOHOMIYHHUX HAyK, TOLEHT,
JlyrancpKuil HalllOHAJIBHUNA YHIBEPCUTET JIbBiBCHKUIT HALlIOHATBHUIN arpapHUi

imeni Tapaca IlleBueHnka, YHIBEPCHUTET,

M. CtapoOinbebk, Ykpaina M. [ly6nsanu, Ykpaina

CTPATEITYHUN MAPKETHUHT SIK HAITPSIM NIIBUINEHHA E@QEKTUBHOCTI
YIIPABJIIHHA AIAJBHICTIO IHHOBAHINHOTI'O NIAITPUEMCTBA B YMOBAX
PIHAHCOBO-EKOHOMIYHHUX, EKOJIOI'TYHUX TA COLIAJIBHUX PU3UKIB

Hocmanoexka npoonemu. Cmpame2iunuii mapxemune — ye cucmemHull nioxio 0o eupooOHU10—30ymoeoi
OIANLHOCMI 3 YIMKO NOCMABNEHOI0 Memoio i 3a0auamu, wo Helo BUSHAUAIOMbCA, PemenbHO pO3pPoOIeHUMU
3ax00amu Wooo ii 00CACHEeHH S, 3 6IONO0BIOHUMU OP2AHI3AYTUHO—YNPABIIHCOKUMU, (DIHAHCOBUMU, MAMEPIATLHUMU,
MEXHONOSTYHUMY, KAOPOBUMU MA THWUMU 3Ac00amu Oasl 30iliCHeHHA YuX 3ax00i8. YV 38’a3ky 3 npobremamu
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3a0e3neueHHs. epeKmuUHO20 YNPAGIIHHI KOHKYPEHMOCHPOMOICHICIIO 0COOAUBOI Yy8asu 3aciy208y10my cmaodii
BUKOPUCMAHHA  NPOOYKYIl 68 YMOBAX (DIHAHCOBO-EKOHOMIYHUX, eKONO2IYHUX Ma COYIATbHUX PUBUKIG.
Haiisascnusiwowo nepeeacoro, koo modxce oa00imu  iHHOGaYiliHe NIONPUEMCMBO, NOBUHHO CmMamu
PO3NI3HABAHHS HA DPAHHLOMY emani nomped, 306HIUHIX CUL MA MeHOeHYIl, SKI OISl THWUX 3ATUUUTUCS
HenomiyeHumMu, npome 3 4acom HAOYOYmb BANCIUBO20 3HAYEHHA, WO [ BUSHAYAE AKMYAIbHICMb OAHO20
00CHI0HCEHHSL.

Mema cmammi — Oocnioumu cmpameiyHuil MapKemuue 5K HANPAM NIOBUUWEHHS epeKmUeHOCMI
VNPABNIHHA OIANbHICMIO [HHOBAYIUHO20 RIONPUEMCMBA 6 YMO8AX (DIHAHCOBO-€KOHOMIYHUX, eKOJIO2IYHUX mda
COYIaNbHUX PUSUKIE.

Pesynvmamu. J[osedeno, Wo GU3HAUANBLHOW PUCOIO CYYACHO20 CPAMEZIYHO20 MAPKEMUHZY 8 YMOBAX
(iIHAHCOB0-EKOHOMIYHUX, eKONOSIYHUX MA COYIANbHUX PUBUKIE € NOCUNEHHS 1020 COYIANbHOI CRPSAMOBAHOCHI,
BUBHAHHS BAJICIUBOCTI He MITbKU MEXHIYHUX | eKOHOMIYHUX 3aX00i8, a U COYIianIbHUX, He@IHAHCO8UX 3ac0o0i8
niOBUWYEHHSA KOHKYDEHMOCHPOMONCHOCMI IHHOBAYIUHO20 NIONpUEMCcmEa. AKmyanizo8ano yeazy Ha momy, wo
CUNIbHA COYIaNbHA No3uyisi oac 6azamo eKOHOMIYHUX nepeéae IHHOBAYIUHOMY NIONPUEMCMBY, MAKUX K
niOompuMKa micyesoi 61a0u i HAcCeNeHHs, MONCIUBICIb 3ATYHUeHH KPAWux mpyoosux pecypcis, niO8UujeHHs
NPeCMUNCHOCII MOP2060i MAPKU, OONOMO2Y V 3HAXOONCEHHI HOBUX CNONMCUBAYIE, BUXO00I HA HOBI PUHKU, WO 8
KIHYe8OMY PDAXYHKY NOJINUWYE KOHKYPEeHMHI no3uyii iHHoGayitino2o nionpuemcmea. Qb62pyHmosano, wjo
iHHOGayitiHuM nionpuemcmeam  eapmo axmusizysamu PR—nonimuky, opeanizosyeamu imiodcesi pexiamHi
KaMnauii, bpamu Oilbuly y4acmo 8 HCUMMI HACEeNeHUX NYHKMI8, wupuie UCBIMII08AMU 8 3Acobax mMacogoi
iHhopmayii ce0io disbHicHb.

Hoesusna. Hayxoea HOBU3HA 00epaicaHux pe3yrbmamis 00CAiONHCeHHs NOAsA2A€E Y pO3poOYl meopemuyHux
NONOJHCEHb, MEMOOUYHUX MA HAYKOBO-NPAKMUYHUX DEeKOMEHOayill wooo CMmpameiyHoz0 MAapKemuHey sK
Hanpamy nioGuIeHHs eeKmMUBHOCmi YNpaeninHa OisibHICMIO [HHOBAYIUHO20 RNIONPUEMCIBA 8 YMOBAX
iIHAHCOB0-EKOHOMIMHUX, eKOSIO2TUHUX MA COYIAILHUX PUSUKIE.

Bucnoeku. [Ipedcmasneno cxemy 3acmocy8aHHsA CMpPAmMeziuHo20 MapKemuHey K Hanpsamy nio8uujeHHs
eghekmuenocmi yYnpasiinHa OisibHicmio IHHOBAUHO20 nionpuemcmed. Cucmemamus08aHi 0OCHOBHI NPUHYUNU
cucmemu cmpame2iuHo2o Mapkemuuey Ons IHHOBAUH020 NIONPUEMCMEA. 8PAXYBAHHI NOmMped, Cmawy ma
OUHAMIKU NONUMY, PUHKOBUX MEHOeHYIl ma KOH IOHKMYpU 8 Npoyeci NpUuiManHs 20CHOOAPCHKUX DIUEeHb,
CMBOPEHHSI YMO8 U000 MAKCUMANILHO20 NPUCHOCYBAHHA BUPOOHUYMBA 00 BUMOZ DPUHKY, CMPYKmMypu U
Xapaxmepy HONUMY, AKMUBHULL 6NIUE HA PUHOK A HA NOKYAYS 3d OONOMO20I0 WUPOK020 Habopy 3ax0dis. /lan
AHAI3 OCHOBHUX KOHKYPEHMHUX XAPAKMEPUCTIUK THHOBAYIUHO20 NIONPUEMCMEA A 3DOONEHO GUCHOBOK U000
HeobXiOHoCcmi (hopmysantsa cmpamezii €6pomMapkemunzy 0Jisl IHHO8AYIIHO20 NIONPUEMCEBA 8 YMOBAX (DIHAHCO80-
EeKOHOMIUHUX, eKonoeiunux ma coyianvhux pusuxie. Cpopmosano HopmamusHuii npoQine pieHs 3a00601€HHS.
cnoaicusaya npooyKYi€io iIHHOBAYIiHO20 NIONPUEMCMEA.

Kntouoei cnoea: cmpameeivnuii mapxemuHe, eeKmuenicms YAPAGAIHHA, OIAIbHICMb [HHOBAYIUHOZO0
nionpuemcmed, iHaHco80-eKOHOMIYHI PU3UKU, eKOJIO2IYHI MA COYIANbHI PUSUKU.

Ooeporcano peoaryiero: 20.09.2021
Tputinamo oo nyonixayii: 09.12.2021
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