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Abstract 

The role of marketing innovations in ensuring the development of enterprises at 

the international level substantiated in the article. Elements of innovative marketing 
complex characterized. The level of Ukraine innovative development in the international 

arena is researched. The factors hindering the development of innovation in Ukraine and 

the EU countries are determined and directions for solving this problem are proposed. 
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Introduction 

 
The driving force behind business development is the innovative component 

activation of all enterprise business processes: production, management, 

marketing, information. Innovation component is also important in public 
administration, as an external component of economic operator’s business 

environment. 

In the modern sense innovation is seen as a response to dissatisfied actual or 

potential consumer needs, new segments of the market. Therefore, the driving 
element of innovation processes is marketing activity and the corresponding 

notion "marketing of innovations". 

Methodological, theoretical-methodical and applied principles of marketing 
of innovations; application of innovative approaches in marketing; Management 

of innovative development on a market basis at the level of the state, region, 

industry, individual enterprise or organization laid P. H. Pererva and S.M. 

Ilyashenko [1]. Therefore, further scientific-theoretical and practical 
development of the process of marketing of innovative products ("marketing of 

innovations") and processes of creation and use of innovative technologies in 

marketing ("innovative marketing"), which promote the innovative processes 
activation in the field of marketing activity, will be needed.  

 

1. Innovative marketing complex elements  
 

Effective promotion of goods and services requires new, non-standard 

approaches to marketing activities. Therefore, the scientific concept emerges as 
"innovative marketing" that determines the need for innovative development of 

marketing tools.  
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Innovation is the ultimate result of improvement aimed at achieving the 
appropriate effect and creating new or improved competitive products (services, 

technologies, etc.) that meet the needs of consumers, it can cover all areas of the 

enterprise and contribute to the development and increase its efficiency [1]. 
Innovative marketing means the concept of doing business, which involves 

the creation of improved or fundamentally new products (products, technologies, 

services, management decisions) and the use in the process of its creating and 

disseminating advanced or fundamentally new innovative marketing tools, forms 
and methods in order to more effectively meet the needs of both consumers and 

producers [1]. Marketing innovations are realized through the inclusion of 

innovative components in all parts of the marketing complex, the development 
and implementation of non-standard and creative marketing activities and ideas. 

Innovative marketing can be used for both ordinary and innovative products [2]. 

Providing marketing innovations can give the enterprises sustainable competitive 
advantage, which is a relationship that involves the following: conducting 

business activity in more efficient, effective, and innovative way with a higher 

differentiation degree in order to deliver more value to the consumer compared 

to the reference competition [5]. 
Marketing of innovations is understood as "a set of traditional functions and 

tasks of marketing in the creation and dissemination of innovations in order to 

best meet the needs and demands of consumers and producers" [1; 2]. Priority 
semantic meaning acquires the word "marketing" perceived in this context as a 

verb. 

Additional elements of the innovative marketing complex are the 

following: 
1. External and internal relations of the company ("people") - this 

relationship with the main contractors and communication in the enterprise itself: 

- relations with clients - small contacts that show the attention to the 
client; 

- relations with personnel -the relationships of the company employees 

with customers, suppliers and among themselves determine the success of the 
entire business; 

- relations with competitors - the search for cooperation ways with 

competitors (for example, the creation of strategic alliances) [1; 4]. 

The isolation of this component is connected with the development of the 
information economy, the main features of which are: the production system in 

combination with the sphere of consumption, information as the leading 

production force (means and subject of labor), as well as the main product and 
the subject of consumption [1]. 

2. Innovative culture of the enterprise - a corporate culture, which is 

aimed at innovations, their constant generation and implementation, by raising 
the understanding of all its employees about the need for this process. The 

considered set of innovative marketing can be recorded in the form of the 
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following formula: "5P + Culture". Based on innovative marketing complex 
tools, the company develops and implements innovative projects [1]. 

In our opinion, the synergetic effect arises when integrating the concepts of 

"marketing of innovations" and "innovative marketing", that is, with the 
application of innovative marketing tools for innovative products (Figure 1). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Complex of innovative marketing (authors development on the basis 

of [1,2]) 
Modern practice is replenished with innovative marketing varieties. 

Among them there should be partisan, holistic, lateral marketing, 

neyromarketing, event-marketing, aroma marketing; fusion-, psy-, street-, 

ambient-, ambush-marketing, and marketing of emotions and impressions. In the 
process of innovative marketing, marketing research should be conducted using 

modern research technologies, which include trend-searching, benchmarking, 

which allow obtaining proper informational support for the marketing activities 
innovation process [2]. 

 

2. Analysis of Innovation development indexes 

 
Nowadays there is a transition from reproductive to innovative type of 

development all over the world. It contributes to dynamic development and 
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competitiveness strengthening. The level of Ukraine innovative activity is 
currently unsatisfactory. Ukraine is far behind the advanced countries of the 

world, as evidenced by the Global Innovation Index (GII) (Table 1). 

Thus, in the international ranking of GII, in 2017, Ukraine ranks 50th 
among 127 countries, against 56th in 2016 (among 128 countries) and 64th in 

2015 (among 141 countries in the world). Consequently, during 2015-2017, there 

is a tendency to improve the position of Ukraine in this rating. However, Ukraine 

is still far behind the advanced countries of the world. 

 

Table 1. Ukraine's position on indicators of global innovation index 

for 2015-2017 years [2; 7–9] 
Global Innovation Index and its Components 2015  2016  2017  

Global Innovation Index 36,45  35,72  37,62  

Place in rating 64  56  50  

1. Institutions 98  101  101  

– political environment  112  123  122  

– regulatory environment  89  84  82  

– business environment  92  79  78  

2. Human capital and research 36  40  41  

– education 25  20  30  

– higher education  31  24  26  

– research and development 45  50  51  

3. Infrastructure 112  99  90  

– information-communication technologies 89  87  68  

– general infrastructure 127  110  108  

– ecological stability 121  100  95  

4. Level of market development 89  75  81  

– credit  60  58  71  

– investments 136  113  107  

– trade and competition  66  46  48  

5. Business development level  78  73  51  

– employees of mental labor 52  48  41  

– innovative connections 105  88  72  

– knowledge absorption 88  82  63  

6. Results in the field of knowledge and technology 34  33  32  

– creating knowledge 14  16  16  

– application of knowledge 98  90  77  

– knowledge dissemination 65  61  54  

7. Results in the field of creativity 75  58  49  

– intangible assets 82  42  26  

– results of creative activity 87  87  92  

– Internet creativity 51  51  47  

Factors that negatively affected the rating value of Ukraine's GII in 2017 are: 
- political environment (122th among 127) 

- regulatory environment (82th among 127) 

- information and communication technologies (68th among 127); 
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- economic stability (95th among 127); 
-investment (107th among 127). 

The following groups of indicators need to be improved: 

- the level of business development; 
-results in the field of knowledge and technology, in particular the knowledge 

application and dissemination; 

- results in the field of creativity, in particular the creative activity results. 

At the same time, positive dynamics are observed for such components as 
"human capital and research" (41st out of 127). 

Within the EU, a comparative analysis of the innovation activities of the EU, 

other European countries and regional neighbors is used. Based on this rating, the 
relative strengths and weaknesses of national innovation systems are assessed, 

helping countries identify weaknesses (Table 2) [3]. 

 
Table 2. Ukraine's ranking on the sub-index of technological readiness and 

the subindex of innovation among other countries of the world [3, 10–12] 

 
Indicator Rating 

2014-2015  2015-2016 2016-2017  

76 among 144 

countries 

79 among 

140 

countries 

85 among 

138 

countries 

Components of the technology 

readiness index 
85 (3,5)  86 (3,4)  85 (3,6)  

availability of the newest technology 113  96  93  

technology development by enterprises 100  100  74  

direct foreign technology and 

technological transfer 
127  117  115  

Internet users, % to the country 

population 
82  80  80  

the number of broadband access 

subscribers per 100 people 
68  72  64  

Internet bandwidth, kbps for 1 user 50  64  68  

the number of mobile broadband access 

subscribers, per 100 people 
107  121  130  

Ingredients of the Innovation Index 81 (3,2)  54 (3,4)  52 (3,4)  

ability to innovate 82  52  49  

scientific institutions quality  67  43  50  

companies expenses for research and 

development 
66  54  68  

university and industrial cooperation in 

the field of research and development 
74  74  57  

government procurement of 

technologicalproducts 
123  98  82  

engineers and scientists provision  48  28  29  

the number of patents received under 

the Patent Cooperation Treaty 

procedure  per million people 

52  50  49  



67 

 

When determining this rating, 27 indicators are calculated and grouped into 
four groups: 

- conditions of development (human resources, attractive research systems, 

innovative attractive environment); 
- investments (finances and support, investments of enterprises); 

- innovative activity (innovators, communications, intellectual assets); 

- influence (employment, economic effects). 

A group of countries that are innovative leaders: Switzerland, Sweden, 
Denmark, Finland, the Netherlands, Great Britain, Germany. 

A group of countries that are active innovators: Iceland, Austria, Luxembourg, 

Belgium, Norway, Ireland, Israel, France, Slovenia. 
A group of countries that are moderate innovators: Czech Republic, Portugal, 

Estonia, Lithuania, Spain, Malta, Italy, Cyprus, Slovakia, Greece, Hungary, 

Serbia, Turkey, Latvia, Poland, Croatia. 
The emerging countries are: Bulgaria, Macedonia, Romania, Ukraine [3]. 

Global experts in the field of innovation argue that a successful innovation 

economy must keep funding for science and research at a level not less than 2% 

of GDP. In developed countries, the indicator of science intensity of GDP is from 
2% to 4% or more. The expenditures on the scientific sphere in Ukraine increase 

annually in absolute terms, but their share in GDP is less than 1%. It can be argued 

that the high level of industrial production in Ukraine, which at the end of the 
1990s amounted to about 3%, now does not exceed 1%, which is ten times less 

than the world level. Factors hampering innovation activity in EU countries are 

low demand for innovations in the market (68.3%); low competitiveness in the 

market (for 63% of enterprises); the failure of innovation (for 61% of enterprises) 
[13]. Thus, the indicator of innovation activity in Ukraine does not exceed 20%, 

while the average figure for the EU is 44% [14]. Currently, Ukraine is not 

sufficiently competitive on the world stage, which is largely due to its low level 
of innovation. It is important to search new ways for innovations development. 

 

3. Solutions for innovative oriented enterprises  

 

The investigated innovations in marketing allowed the authors to outline 

the impact of environmental factors and consumer trends on enterprises 

innovative development based on consumer expectations, industrial 

development, legal issues, and identify innovation challenges and potential 

solutions (Table 3). 
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Table 3. Innovative orientation of enterprises and potential solutions 

[author's development] 
External 
factors 

Factors characteristic Innovative challenges Potential solutions 

B2C 
 

Changing the 
demographic situation 

in the country 
IT-integrated consumer 
lifestyle 
Decrease in consumer 
income 
The heterogeneity of 
consumer tastes 
Consumer 

individualization  

Aging of the 
population 

Positioning based on 
personalization 
Package size for 
different segments 

Real-time response 
Multi-channel integration 

Goods (private trademarks), 
supply chains (access to 
information) 
Corporate Social 
Responsibility 
Creating a "sentimental store" 

B2B 
 

Liberalization of state 
regulation 
Development of 
regional clusters 

Reducing the 
environmental impact 
Business-
maneuverability 
during the process of 
adaptation to changes 
in the state policy 

Innovations based on "green" 
solutions 
Strategic relationships and 
alliances with local businesses 

Partners Low barriers to entry 
The expansion of stores 

brands  
Vertical competition 

Defending market 
position or association 

with partners 

Focus on consumer market 
research 

Strategic partnership with 
retail chain 

Suppliers Outsourcing and 
offshore 
Disintermediation 
Vertical integration 
with manufacturers 

Development of joint 
innovations with 
partners 
Information 
coordination of goods 
supply chain  

Reverse integration of 
business processes 
Multi-channel access routes to 
the market 
The process of coordination 
between several partners 

Technolo
gy 

E-commerce 
M-commerce 
Social networks 
Internet media 

Integration of 
technologies into 
products 
Focus on mobile 
technology 

Online and offline business 
models integration 
Real-time consumer data 
Cloud services  
Holographic 3D projections 
and drone 
Radio Frequency 

Identification (RFID) and 
Non-Contact (NFC) devices 

 
Marketing innovations should be viewed from a variety of perspectives: 
1. Technological perspective: technological innovations for interaction 

optimization between enterprises and the consumer. Innovations in vertical and 

horizontal relations between channel participants: logistics and electronic data 
exchange; suppliers inventory; category management; e-Procurement, e-

Sourcing; digital marketing technology. Innovation in relation with customer: 

marketing communications technology; electronic and mobile payments; 

distance selling, online selling, self-service technology. 
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2. Perspective of interaction: What innovative areas can evolve due to 
vertical and horizontal links in the marketing channel. 

According to the prospect of interaction, innovations in marketed channels 

can take place in several planes, which do not necessarily represent innovations 
in themselves, but are the areas by which enterprises can make innovative 

decisions: the process of purchasing goods in retail; trade marketing; category 

management; goods under the private trade mark of the trading company; 

corporate social responsibility and social ethics; customer service initiatives. 
3.  Structural perspective: what new channel configurations may occur. 

Innovations adopted by manufacturers: franchising, multilevel marketing 

systems, multilevel franchising, branded commerce, online stores, multichannel 
channels, innovations in the retail sector [15]. 

The proposed innovation in marketing is appropriate to consider through the 

prism of the type of enterprise, which should be taken as a basis for innovation 
analysis. Technologies open up new insights into changes concerning habits and 

methods of consumption, purchasing activities, interactions between enterprises 

and time management. These changes will require companies to search for new 

organizational models, a new marketing management, and new communications 
models. 

 

Conclusions 

 
Marketing innovations are realized fundamentally new or significantly 

improved marketing methods, technologies and tools that are used at all stages of 

marketing activity, from its organization and management to the implementation 

of specific marketing activities. 

In our opinion, the innovation of marketing is measured by the lack of 
massive use of those or other technologies and tools. Once certain marketing tools 

(trend-wiring, collunching, benchmarking) become commonplace and gain mass 

adoption, the status of "innovation" is lost, and the need to develop new advanced 
technologies and marketing tools is emerging. 

Among the ways to overcome the low innovation activity in the field of 

marketing activities should be noted: 
- development of skilled personnel at enterprises capable of carrying out 

scientific research in the field of development of innovative marketing; 

- Increasing the motivation of the personnel to produce and implement 

marketing innovations; 
- improvement of financing; 

- Awareness of the role of managers of enterprises and the need for 

marketing innovations. 
In today's conditions of integration and globalization of the business 

environment, it is necessary to intensify innovation processes at enterprises and 

to strengthen the role of marketing innovations, which ensures high flexibility 
and adaptability of the enterprise to dynamic changes. 
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