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INNOVATIVE MARKETING IN THE INDUSTRIAL ENTERPRISE STRATEGIC MANAGEMENT

THHOBAIIMHUMA MAPKETHUHI B CTPATETTYHOMY YITPABJITHHI
NPOMUCIIOBUM MIANTPUEMCTBOM

The statistics of the innovation program of strategic management are promoted in the industry, and are accelerated by the very
heart of Ukrainian ideas, all of which are centrally and theoretically based on the new management systems. There are conceptual
foundations of strategic management solutions, as well as the practice of predicting a healthy lifestyle. Innovative marketing, on our
mind, is an integrated system of organization, management and analysis on the basis of marketing information and additional
information for marketing. Innovative marketing - a price-management mechanism of an innovation process and an analysis of the
results based on the marketing information and for marketing. On the basis of a new marketing campaign, you can quickly adjust
marketing to a new marketing process. Rocking up your character for a couple of years of grip. You need to know your character.
The lead to the exchange of marketing articles by Vitrat in the budgets of industrial enterprises, at his own ear, from the development
of the marketing sector in the innovative market.

Brought to you, the vibr of the innovation, the development of the company in order to make a priority change for the sake of
law-enforcement processes in a new marketing environment. The peculiarities of the development of new processes in the
development of economic and social effect, are designated by the party, the concern of the company and that position on the market.
The management of innovative activities of the company in the development of a market in the context of the company’s activity with
the organization of the services, it is also possible to work with a marketing organization and a company, and it will not work, but it
will not work, but it will not work, but it will not work, it will not work, it will work, and it will work, and it will be the same, and it
will not work at all. International innovation of marketing and warehouse permits with allegedly new views on the management of
the marketing industry.
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Y cmammi posenanymo po3eumok iHHOBAYIUIHUX NPOZPAM CMPAmMe2iuHo20 YHPAGIIHHA @ NPOMUCIO80CMI, WO YCKIAOHEHO
CYYACHUMU YKPATHCOKUMU YMOBAMU, GIOCYMHICMIO 3A2ANbHOBUSHANHOL YeHMPANbHOI meopemuyHoi OCHOBU THHOBAYIUHUX CUCHEM
ynpagninms. Poszenadaiomvcs KOHYenmyanbhi 0CHOSU CMpameidHux YNPAagiiHCLKUX pilieHb, a maxodc NPaKmuka npocHO3Y68aAHHs
ChodcUugu020 nonumy. InHosayitinuli Mapkemune, Ha HAULYy OYMKY, AGIAE COD0I0 KOMNIEKCHY CUCMeMY Op2ani3ayii, YApasninua ma
AHANI3Y HOB0B86COCHb HA OCHOBL PUHKOB0I IHGhopmayii ma 3a 00nomozow 3acobié mapkemuney. IHHOSAYIHUL MapKemuHe — ye
MEXAHI3M YNPAGIIHHS THHOBAYIUHUM NPOYECOM [ AHAI3 1020 Pe3yIbmamie Ha 0CHO8L MapKemun2o60i inghopmayii ma 3a 00nOMo20k0
3acobie mapkemunzy. Ha ocnosi Oanux iHHOBAYIUHO20 MApPKeMUH2Y € MOJICIUGICIb ONEPAMUBHO20 KOPEKMYBAHHS 3A80aHb
Mapkemuney i 6cb02o IHHOBaYiliH020 npoyecy. Posensdaiouu npobremuuii xapaxmep 3acmocy8anis iHHOBAYIHO20 MAPKEMUHZY,
HeOOXIOHO 8I03HAUUMY, WO O BIMYUBHAHUX NIONPUEMCING XAPAKMEPHOI PUCOI0 € OPAK NPAKmMuyHo20 00C8i0y ma 8i0CYmHICMb
KeaniQikosanux Kaopis y cepepi iHHOGaYil MA MAPKeMUHZy, WO He 3a0e3neuye CyyacHe RNIONPUEMCTBO edeKmMUSHUMU
pesyibmamamu Mmapkemuneogoi Odisnenocmi. Ile 6ede 0o obmedicenHs DIHAHCYBAHHA MAPKEMUH208UX cmamell GUMpam 6
010021cemax nPoMUCIOBUX NIONPUEMCIEG, WO, Y CBOI0 Yep2y,edbMy€E PO3GUIMOK MAPKEMUH208020 CEKMOPA IHHOBAYILIHO20 PUHKY.

Hosedeno, wo 6ubip iHHOBAYITHO20 WIIAXY PO3BUMKY NIONPUEMCMBA 8 AKOCI NPIOPUMEMHO20 HANPAMY CMBOPIOE NEPe0yMO6U
Ol GUGUEHHSI 3AKOHOMIDHOCMEU Npoyecie NOwUpeHHs [HHogayii 6 mapkemuneoeomy cepedosuwyi. Ocobausocmsamu nposigy
IHHOBAYIIIHUX NPOYECI8 € HAABHICTb eKOHOMIYHO20 I COYIaNbHO20 eqheKmy, Wo GUHAUAIOMb 8iON0GIOHO, NPUOYMOK NIONPUEMCMEA
ma 1020 NO3UYiOHY8AHHA HA DUHKY. YNpAaeniHHA [HHOBAYIUHON OIANbHICMIO NIONPUEMCMBA 3 OCB0EHHA PUHKY 6UMA2AE 8i0
KepieHuymea niONpUEMCmea 6X4CUmms 3axo0i8 3 OpeaHizayii cayaxcd, wo NocoHyrombv QyHKYii Mapkemuney i NIAHY8AHHA
iHHOBaYIliHOT OisnbHOoCmi. [10€OHAHHA THHOBAYIUHOI A MAPKEMUH2080i CKIAO0B8UX O0380JAE 3 AKICHO HOBUX NO3UYIll 30IUCHUMU
no2nA0 Ha YNPAGLIHHA MAPKEMUH208010 OIANbHICIIO NPOMUCIO8020 NIONPUEMCIEA.
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INTRODUCTION

One of the most urgent tasks of the modern economic
development of Ukraine is the creation of conditions for
an effective and dynamic transition to market relations.
An analysis of the activities of domestic industrial enter-
prises showed that the innovative process of strategic
management in the industrial complex of Ukraine today
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is experiencing a stage of origin. Despite the formal pro-
vision to economic entities of complete economic inde-
pendence, they have no desire for a strategic vision of their
activities. Only survival is only a success in the short run.
Therefore, for enterprises to succeed, it is necessary to
develop a long-term plan of action aimed at achieving the
mission of the organization with a focus on market needs
and taking into account the market as the main factor of
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the environment. In order to achieve its goals, the company
must maximize its internal resources, explore the sur-
rounding market environment, and anticipate its develop-
ment and needs, while taking into account all the strategic
marketing tools that are the innovative method of stra-
tegic management of an industrial enterprise.

RAISING OF TASK

A wide range of issues related to innovative marke-
ting in the strategic management have been studied by well-
known scientists, such as N. Kiselyova, I. Dehtyaryova, V. Se-
kerin, O. Shevchenko et.al.. In publications related to the
study of the features of marketing innovations, there is a
two-way complex approach to the research of the proces-
ses of functioning and implementation of marketing inno-
vations. On the one hand, marketing innovation is developed
for the consumer, either to meet his needs, or to organize
marketing support, for example, to attract attention to the
product; on the other hand, it is a commodity or techno-
logy of innovative marketing for an enterprise engaged in
the issues of phased implementation of marketing inno-
vation and evaluation of the effectiveness of such imple-
mentation. The analysis of publications on the research topic
showed that the new theoretical approaches to marketing
innovations as an independent marketing direction have not
yet received a sufficiently full scientific understanding. It
was also revealed that in modern domestic innovation there
is no single conceptual approach to the formation of a
specific characteristic of marketing innovations and there
is no holistic concept in relation to marketing innova-
tions.The outstanding issues of theoretical understanding
of innovative marketing of the enterprise, its specificity
and conditions for its successful development remain.

Strategy of innovative marketing it is a program of
marketing activities of the enterprise in the target markets,
which determines the principal solutions to achieve mar-
keting objectives [1]. The developed strategy must neces-
sarily be linked to the mission of the organization.

RESULTS

The successful development of Ukrainian industry lar-
gely depends on the introduction of quality innovative
programs of strategic management. These programs play
an important role in industrial activity: the role of the re-
gulator as a direct and feedback between the consumer and
the production. But the development of these systems in
the country is complicated by the fact that it is unprofi-
table to realize the main tasks of strategic management
achieving maximum consumer satisfaction and improving
the quality of life. Today, industrial production in Ukraine
becomes a disadvantage for capital investment. Sustained
growth of prices characteristic of the Ukrainian economy,
on the one hand, is interested in increasing the production
of goods by manufacturers, and on the other hand, it
reduces market volumes. Due to the weak competition on
the Ukrainian market, the specificity of these conditions
has led to the lack of interest of many producers in the
growth of output.

The special nature of the Ukrainian market system is
due to the fact that not all sectors of the economy need a
high-quality strategic marketing. An enterprise can be both
attractive enough for one target group at the same time,
and for another, it is completely unattractive, due to diffe-
rent needs and interests of target groups, which determine

the excellent views on the same characteristics and pro-
perties of the enterprise.The attractiveness of the enter-
prise is largely due to its perception from the point of view
of consumers [2]. Positioning an enterprise on the basis
of determining its marketing attractiveness is a powerful
tool for forming the brand of the company, taking into ac-
count the needs and demands of consumers, their vision
of the «ideal» image of the enterprise. The result of such
positioning is the development of an innovative strategy
for enterprise development based on a definite position;
representation of the end-of-position positioning in the
form of an innovation marketing program; its realization
and adjusting if necessary.

However, despite the lack of a central methodological
basis, the analysis of the ideas of strategic marketing ma-
nagement and their implementation at the empirical level,
suggests that marketing management has become almost,
synthetic, an integrated system that is organically linked
to a socially oriented market.

Today, the ability to foresee the development of both
external and internal environment becomes of paramount
importance. It is in this case that an industrial enterprise
will receive a strategic competitive advantage. The con-
sistent realization of this advantage can create precondi-
tions not only for an adequate reaction to changes, but also
for purposeful influence on the external environment and
its active formation.The most significant significance in the
formation of strategic innovation management by an in-
dustrial enterprise are issues related to ensuring a high qua-
lity information basis of marketing management, manage-
ment methods.

Priority is the creation of innovation management, in
front of all, in the field of analysis, forecasting and plan-
ning. This step can ensure the consistent implementation
of the entire management cycle in the system, will create
a marketing structure of the company and implement its
priority functional responsibilities:

— studying the marketing situation and forecast its de-
velopment;

— analysis and evaluation of market prospects of the
company;

— development of marketing programs and choice of
methods for their implementation.

The planning process itself is a systematic approach to
solving the following issues:

— where the enterprise is now;

— what is its future;

— where the enterprise wants to come;

—how to do it;

— how much it will cost;

— what is the probability of success.

Although the planning process involves a certain se-
quence of steps, which transforms the planning into a sys-
tematic and logical procedure, but this is not enough. It is
necessary to take into account subjectivity when making
decisions that undermine the strategic thinking of recog-
nizing the political nature of planning. In planning, you
need to follow the following steps:

— development of guidelines for the market;

— market review and situation analysis;

— interpretation of the collected data;

— definition of the gap in planning;

— diagnostics of the problem;
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— strategic choice;

— assessment of the strategy and the choice of one of
them;

— planning for unforeseen circumstances.

To this end, it is necessary to develop a number of
methodological provisions, the use of which will allow to
strictly correct the processes in the industrial company
associated with the development of strategic and tactical
management decisions.

The search from the methodological point of view of
the correct options for the implementation of management
functions, of course, should be carried out in an aspect
directly related to the solution of functional marketing
tasks. From these positions, the most important for the
company is the sales area, which reveals all the problems
that arose in the strategy of management of the organiza-
tional structure of the enterprise, processes associated with
the development of strategic and tactical management de-
cisions.

The most important, when forming the methodologi-
cal quality management of an industrial enterprise, be-
come the following issues:

— collecting, processing and providing structural ex-
ternal and internal marketing information;

— analysis, forecasting and marketing planning;

— strategic planning of marketing on the basis of quali-
tative information-analytical systems.

We consider it to be an effective method for creating
new techniques and models that can be used in the do-
mestic industry. The conceptual foundations of strategic
decisions are based on the following principles:

— bias, when the search for strategic decisions in the
spheres of production, and then competition, is;

— shifted towards entrepreneurship and innovation;

— use of the potential of the enterprise;

— the multiplicity of the reaction, that is, the combi-
nation of two components: external and internal;

— functionality of strategic, search for ways to enter
different markets.

It should be envisaged increasing independence of the
divisions of the company:

— maximum closeness to the buyer, its target segments;

— the growth of integrated marketing communications,
as well as the strengthening of state regulation.

It is expedient to formulate the requirements for stra-
tegic goals of the company using the «SMART» model,
according to which the well-formulated goals should be
simple and clear, measurable or evaluated, ambitious but
achievable. They are in line with the general direction of
the company's development and are realistic in terms of
effort and necessary resources with clear timeframes.

If you use a combination of several major strategies, it
may be possible to use combined marketing programs.

Marketing performs two functions in strategic
management:

— it is a means of collecting and processing informa-
tion for the development and definition of enterprise stra-
tegies;

— it is a means of implementing enterprise strategies.

For example, if an enterprise implements a market ex-
pansion strategy, it can implement it either by increasing
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the consumption of this product by the buyer, either by
attracting competitors from competitors, or by absorbing
a competitor, or, finally, by attracting new customers who
have previously did not consume this product. It is pos-
sible to use a combination of these variants of action.

The role of strategic marketing is to target the business
to attractive economic opportunities, that is the opportu-
nities adapted to its resources and know-how, providing the
potential for growth and profitability.

In order to choose a marketing strategy for the marke-
ting service, it is necessary to conduct an appropriate
market research, which should help answer the following
questions:

— why some customers buy a product company, while
others do not buy it, while buying the product of compe-
titors;

— how buyers use the product of the company that
they it likes and does not like it;

— what additional actions can attract attention to the
product of the enterprise;

— which groups of customers do not consume the pro-
duct at all and why.

After answering these questions, the marketing service
will be able to make a proposal for a marketing toolkit,
which will act as a tool for implementing marketing stra-
tegies. Schematically this process is depicted in Fig. 1.

During the development of programs that affect the
quality of management in order to find out the assessment
of the real practice of a number of industrial enterprises
(Protek, SIA), we conducted an expert survey in the period
from April to July 2017. Most of the heads of enterprises
(73 %) noted that the most recent influence on the activity of
their enterprises is very external factors. Among them,
according to experts, the company has the most impact on
the results of the economic conditions (87 % of managers
noted it), the consumer (63 %), the supplier (63 %) and
the intermediary (55 %).

At the same time, during the survey, attention was paid
to the factors of the microenvironment. The influence of
the sociocultural environment on the results of the activi-
ties of companies was noted by only 10 % of managers,
political conditions — 17 %, scientific and technical deve-
lopment — 30 %. Research shows that these factors can be
critical for businesses. In this regard, we conclude that not
all executives are sufficiently clear about the importance
of the influence of environmental factors on the manage-
ment of enterprises.

It has been found that information on environmental
factors is often inadequate. It is not always reliable or timely.
In addition, it was found that the collection, analysis and
transmission of information are largely carried out with-
out a specific purpose (with the exception of those servi-
ces specially created for these purposes - marketing depart-
ments, legal departments and other analytical units).

Therefore, today information about the external environ-
ment in companies is largely discrete and does not give it
a holistic presentation. In addition, many executives (63 %)
noted that they imagined the future nature of the environ-
ment only intuitively, and some (25 %) — in general, almost
do not have a proper presentation about it.
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Mission and Marketing objectives <+
goals
Company strategy Marketing strategy <+
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Product manufacturing

Sales of products
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Fig. 1. Inclusion of marketing in the strategic management of the enterprise

One of the main reasons for such a situation is the lack
of clear methodological recommendations for the inte-
grated observance of the environment. This is due to in-
adequate information and other types of interaction bet-
ween different departments, shortages of skilled person-
nel and, above all, marketing specialists, as well as lack
or insufficient financial resources. Marketing is a «route
map» that defines the direction of the marketing activity
of the enterprise for a specific period of time [3].

We are convinced that in order to optimize investment, it

is necessary to continuously improve the quality of mar-
keting information systems in industrial enterprises. The
key to success is segment information. This knowledge
ensures the development of an accurate market strategy and
the right choice of tools, as well as cost savings. Accor-
ding to the developed method, the process of complex
study of the environment in industrial enterprises should
be carried out within the model of successive stages and
procedures, presented in (Fig. 2).

Setting goals

Formation of

Creating a research program

databases in the
external environment

AN V2

N

Search and collect information on the external environment: to
develop strategic decisions during the monitoring process

T / )

Information analysis

A

Forecasting the environment

\

Preparation and submission of

accounting or notification

Fig. 2. The model of research of environment of industrial enterprise

For the development of strategic plans of enterprises
and their annual adjustment, it is necessary to carry out
the pro-engagement of the environment using extrapola-
tion methods, structural analytical and expert methods.

In order to effectively use this technique by industrial
enterprises, we propose:

— creation of appropriate organizational and economic
conditions;

— definition of the organizational form of the study of

the environment;

— appeal to specialized research organizations such as
consulting and information firms, research institutes, higher
education institutions and the like;

— for large and medium-sized companies - the creation
of a specialized structural subdivision for the research of
the external environment: the marketing department or the
information-analytical service, as well as the technical
support of the research.
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As we can see, the organization of environmental re-
search requires adequate financial support, research costs
should be considered as investment in information that
promotes the development of optimal strategic decisions.
And also the timely elimination of hazards and the use of
opportunities, the benefits of which can be of a lasting
nature.

Identify such reserves can be based on their level of
occurrence and on the subject of research, as shown in the
example of the model in (Fig. 3).

The theoretical basis for the development of develop-

Manuthuring

\
Internal reserves (saving)

T I

Equipment Raw
reserves material
reserves

Time-
saving

ment strategies taking into account the peculiarities of the
industrial branches are reserves, when formulating a stra-
tegy for the detection and use of which important metho-
dological approaches to the development of the norm of
the use of production capacity, the definition of the direc-
tion of a comprehensive system of studying the market and
reserves in the process of marketing research. Compari-
son of supply and demand allows us to determine the size
of the margin of use of marketing in the form of increased
sales volume. In this regard, we propose a model of a
comprehensive market study system, depicted in Fig. 4.

Management decision

| Economic resources |

v v

| Internal || External |

: :

External reserves

Internal reserves

l l l l l Advocacy
Diversifica-|  Concentra Specialization | Production Centraliza
tion tion tion of Insurance
functions
Mark Financial Pricing Production Investing Credit
eting resources costs

Fig. 3. Model research of the environment of an industrial company
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Fig. 4. Model of integrated market study system

Market analysis is recommended for positions:

— segmentation and selection of the target segment of
the market;

— determination of supply and demand.

Particular importance should be given to improving the
forecasting of consumer demand, which allows to improve
the quality of forecasts. And also to ensure the effective use
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of their results in the management of the enterprise.

At present, the problem of assessing the quality of
forecasts of consumer demand is characterized by fuzzy
work of the conceptual apparatus, which generates inaccu-
racies in determining its essence. It complicates the deve-
lopment of adequate conditions for uneven dynamics of
industrial production, methods for assessing the quality of
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forecasts.

Under the quality of the forecast of consumer demand,
we understand the aggregate and level of signs of forecast
information on consumer demand, which determines the
ability to meet the requirements for consumer demand fore-
casts. In this definition, improving the quality of forecasts
for consumer demand is fully consistent with its objective
basis, subject and object. Increasing the efficiency of the
standards of forecast activity allows avoiding difficult situ-
ations when studying and evaluating the essence of con-
sumer demand, determining its level.

In the conditions of uneven dynamics of industrial pro-
duction, the assessment of the group forecast of consumer
demand becomes especially relevant, as well as practical
significance. The number of features most closely characte-
rizing the group's quality of the forecast should include
accuracy, reliability and reliability.

But an overview of existing methods for evaluating
individual quality properties of forecasting demand has
shown that these methods can reveal only the technical
level of the enterprise. They do not provide data of diffe-
rent quality-based content in one group or complex assess-
ment.

In order to reflect the peculiarities of the formation of
consumer demand in market conditions, in our opinion, an
additional procedure for determining the following fac-
tors should be introduced:

— commodity limits, which can predict the consumer
market;

— scenario approach in forecasting consumer demand;

— the model of accounting for the cyclical factor of
conjunctural fluctuations;

— a network of politics of conjunctural fluctuations;

— adaptation of the method of technical analysis to the
peculiarities of forecasting of consumer markets.

Incorporation of these additions into the forecasting
technique will increase the extent of substantiated forecasts
of consumer demand for managerial decisions.

Therefore, it is necessary to maintain a functional ap-

proach in organizing the forecasting of consumer demand
at large industrial enterprises. To create regional centers
of economic conditions that are aimed at meeting the needs
of medium and small industrial firms in demand fore-
casts. This will ensure the dissemination of forecast informa-
tion of conjunctural nature among firms that do not have
the capacity to create in their structure the units respon-
sible for forecasting, marketing and market research.

The introduction of the recommendations we propose
to improve the organizational structures of forecasting con-
sumer demand in economic practice will facilitate the or-
dering of the system of government. Ensuring the deve-
lopment of competition in commodity markets.

An environment analysis is very important for develo-
ping an organization's strategy and a very complex pro-
cess that requires careful tracking in the process environ-
ment, evaluating factors and establishing a link between
the factors and the strengths and weaknesses of the orga-
nization, as well as opportunities and threats, which are
enclosed in the external environment.

CONCLUSIONS

Obviously, without knowing the environment, the or-
ganization can not exist. The organization studies the sil-
verware to ensure a successful advancement to its goals,
develops a strategy for interacting with the elements of
the environment, providing it with the most comfortable
coexistence.

From the above it is clear that the activities of the main
industrial enterprises are interwoven and depend on each
other, from consumption and production.
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