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MECHANISM OF MARKETING INNOVATION
FORA COMPETITIVE MARKET SUCCESS

The article deals with innovative marketing mechanismfor theformation ofthe competitive success of
the company. Shows the characteristics of a phased process ofinnovation to develop effective marketing
strategy o fthe company in the current economic conditions.
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Statement of the problem. In the current eco-
nomic conditions, the structure of small and medi-
um-sized businesses increasingly significant place
is small innovative enterprise dynamic growth
which indicates a constant tendency to increase
scientific and technological component of social
production. Propensity to innovate and the ability
to implement them - a necessary feature of a via-
ble competitive enterprises. Neglect of this ability
increases the probability of crisis followed by con-
version or destruction of the organization. There-
fore, the use of innovative marketing in the forma-
tion of the competitive success of firms in the mar-
ket is important and necessary.

Every company that strives to be successful to-
day, have to use innovation to best meet customer
requirements. The essence of innovation - in the
achievements of the human mind (new ideas, dis-
coveries, inventions, improvements, etc.) to im-
prove the effectiveness of activities in a particular
area - in the manufacture of new drugs or products
of labor, the use of more efficient technologies, en-
ergy sources, improving forms of work organiza-
tion, financial, trade and socio- political institutions,
forms of international cooperation, etc. The list of
possible areas of innovation and their application
inexhaustible as inexhaustible inventiveness of the
human mind and the diversity of economic activity,
multiplicity of human interests [1, p. 35, 36].

Analysis of recent research. The concept of
innovation has been put into use Schumpeter. Fur-
ther development of innovations in the works re-
ceived B. Twist, R. Foster, G. Bahiyeva have not
only improved the same concept, but also intro-
duced its specificity for various sciences and activ-
ities. Also it should be noted achievements
G.Y. Goldstein, V. G. Medynsky and others have
introduced innovative marketing concepts directly.
However, many studies have presented different
approaches to innovation in enterprises, some of
which contradict each other.
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Purpose of the paper: the definition and im-
plementation of the formation mechanism of the
enterprise innovation marketing.

Statement-based material. Begin the process
of forming competitive success of firms in the
market launch of the new product is set at the in-
tersection of marketing and science and technolo-
gy decisions. The availability of compatible needs
certain market segments and technological capa-
bilities of their software creates a foundation
technology-based strategy. However, this is only
the beginning. Technologically reliable strategy
may not lead to economic success, if the compa-
ny is no opportunity to organize the production
costs of allowing use market prices consistent
with purchasing power. Then position the com-
petitive success depends on the status of the com-
pany, its resources, strategy and intensity of com-
petitive action by other companies.

Development process and the output of goods
on the market comprising the steps of generating
ideas prior to commercialization of the product.
At this time, the company creates the potential
options, consumer receives information about
them, assess, eliminate the least attractive, de-
veloping experimental models of products, try
them and introduces to the market. Savings in
the early stages may cause higher costs and even
loss on these. Therefore, a reasonable policy
consists scrutiny concepts of the goods in the
early stages. The main stages of this process are
reflected in figure 1.

Overview of the market situation and idea
generation starts with awareness of the need to
implement a completely new product or, more
realistically, to supplement existing product
lines. Identified during the analysis of the prob-
lem will demonstrate the need for innovation. It
is likely that such decisions will follow, and the
analysis of trends in the requirements and con-
sumer behavior.
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The study of the market situation
>

Generation of ideas

Filtration of ideas
<>

Checking the concept
\"

Economic Analysis
Product development

Test of product
<>
Test marketing
<>
Commercial implementation

Fig. 1. The process of developing and conclusion
of goods on the market
Source: [2, p. 127-128].

In order to determine gap of the markets used
gar-analysis. Gap-analysis is performed on the fol-
lowing main elements:

- gap in the product;

- gap in the application;

- gap in the distribution;

- gap in competition.

The ratio between kinds of gap are illustrated by
in fig. 2.

Gap in the produkt
(GP)

The market Gap inthe . o
potential application Gap in the distribution
(MP) GA) (GD)
Potentially existing : -
market applications Gapin cggpetltlon
(EA) (GC)

Existing sales (ES)

Fig. 2. Scheme of the gap-analysis
Source: [2, p. 138].

During conducting of gap-analysis, the follow-
ing relationship:
MP =EA+GA+ GP
EU =GD+GC +ES
MS =~
EA
MS - share of occupied by the company.

If the gap-analysis showed the presence of nich-
es, it becomes the next step - the generation of ide-
as and their filling. Generating ideas - the constant
search for opportunities to create new products (ser-
vices). This includes identifying the sources of new
ideas and methods of their generation.

The sources may be members of different ser-
vices, distribution channels, competitors, govern-
ment services, etc. Sources, market-oriented, ex-
hibit opportunities based on the wants and needs of
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consumers. Source-oriented research and develop-
ment work, find opportunities to create new prod-
ucts based on fundamental research. In conducting
the research and development work should be con-
sidered:

- marketing market characteristics;

- competitive status of the company in research
and development work, production and manage-
ment;

- the competitive position of the company and
the alleged actions of major competitors;

- socio-economic and political situation in the
country.

For today are more than two hundred and meth-
ods for generating ideas. These include the brain-
storming, morphological analysis, surveys, etc. Ap-
propriate, perhaps more wide collection of any im-
mediate ideas without their critics.

Once the firm has allocated the idea of potential
products, it should hold their filtering to exclude
from consideration irrelevant. Typically, such filter-
ing is carried out at the initial stage by means of
score evaluations ideas on appropriate filter lists,
which contained the ideas of assessment criteria,
their weight limits and score evaluations. Sample
list of such criteria are illustrated by in fig. 3.

1. Market criteria

* L1. The demand
tor products

* 1.2. Prospects of
market
development

* 1.3. The degree of
competitiveness
of products

* 14. The degree of
market stability

* 1,5. Advertising

& Commaodity
criteria

« 3.1. Quality of
products

* 3.2. Packing

* 3.3. Puce

2. Production
criteria

* 2,1 Equipment
aridpersonnel of
the enterprise

* 2.2. Raw material
resoiuces

* 2 3 Engineering
andtechnical
knowledge and
experience of .staff

4. 1lie marketing
criteria

*4.1. Linking ol
assortment

* 4 2. Realization

Fig. 3. Assessment criteria of ideas
Source: [3, p. 78-81].

The firm should have feedback from customers
concerning their ideas and products. Check the con-
cept - then submit a proposed consumer product
and assess its relationship to him, and intends to
make such a purchase. For customer submitted writ-
ten or oral information and he is asked to answer the
following questions:
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- Is it easy to understand the idea?

- Whether there are clear advantages of this
product compared to commercially available?

- Evaluation of the likelihood that the informa-
tion presented?

- Whether there is an intention to buy this product?

- Or will be replaced in the consumer products
available new product?

- Whether a new product satisfies the needs of
consumers?

- Which can offer improvements in the charac-
teristics of the product?

- What is the estimated frequency of purchases?

- Who exactly will users of the product?

Economic analysis of the ideas of the remaining
products are much more detailed than the stage fil-
tration. This is due to the fact that the next stage -
the road and continued product development. There-
fore, the active use of economic analysis is neces-
sary to promptly remove ineffective options.

Economic analysis should include [4, p. 235-238]:

1) forecasts of demand (ratio of sales and pric-
es, the potential short-and long-term sales, season-
ality, performance and repeated purchases, replac-
ing the intensity distribution channels);

2) cost estimates (total and relative costs, the
use of existing facilities and resources, the ratio of
initial and operating costs, estimating costs for raw
materials and other costs, economies of scale, the
cost of distribution channels, the level of achieve-
ment of return);

3) assessment of competition (short-and long-
term performance market position of competitors
and companies likely competitor analysis in re-
sponse to the new products the company);

4) evaluation of investment required (in re-
search and development work, testing, promotion,
pre-production, distribution and marketing);

5) assessment return (period covering the initial
cost, short-and long-term overall and relative earn-
ings, price controls, the rate of return on invest-
ment and the income from them, risk).

Filtering ideas, concept evaluation, economic
analysis - is, in fact, instruments of evaluation and
selection of projects.

Please note that the product concept and devel-
oped product - very different things. Between
them, the huge costs of research and development
work and preparation of production.

Following the development of new products
working - investment in domestic production. To
reduce the risk requires appropriate testing of the
product, including the potential consumers. ldeal-
ly, the testing process should not be limited to
baseline parameters. In order to have paid off the

cost of developing and producing the product, it
must maintain its edge in the market for repeat pur-
chases over time. Worth checking maintainability
and ease of service of the product and its reliabili-
ty in continuous operation. Realism - a precious
line of business for product development. It is be-
lieved that four important developer of evaluation:

1 Test;

2. First recurrence;

3. Addictive;

4. Frequency of purchases.

Test marketing - aperfect tool for product eval-
uation, promotion and distribution of small-scale
[1, p. 35, 36]. Areas conduct test marketing can be
different:

1 TV area. In this case, conducted comprehen-
sive campaign using television commercial chan-
nels and channels of distribution;

2. Place the test;

3. Local area (for example, next to the super-
market quarters);

4. Test facilities (industrial marketing).

In conducting the test marketing must be re-
ceived answers to the following questions:

- Which examines the market (which area is
best suited for the evaluation of the specific char-
acteristics)?

- What is studied?

- How long is the study?

- What are the criteria for success?

- The decision on how long to continue to work
or finish it with test marketing (stay on results or
continue in an effort to clarify them, to reduce the
risk) is probably the main thing. At the same time
a test marketing can also be used to test specific el-
ements of the marketing mix (product releases,
features its promotion, environment, distribution
channels and price etc.). In this case, can be used
smaller amounts of test marketing.

Clearly, the test marketing provides additional
information on the eve of release and may enhance
its reliability. It should be noted that even at this
late stage half of the goods does not pass the crite-
rion of suitability for national release.

However, all test marketing methods have some
disadvantages:

1) fragmentary (even big test marketing cannot
fully present the national market);

2) lack of efficacy (often a major part of invest-
ments made prior to the test marketing);

3) awarning to competitors;

4) high cost.

However, only those products that can with-
stand "market check” can be run in serial or mass
production.
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Conclusions. That encourages innovation makes
them necessary. All exposed above shows that inno-
vation is usually the result of a complex interaction
between different areas ofthe company. Growth and
multiplication of human needs, family, society
makes all invent new and better ways to meet them.
Each successive generation repelled by the achieved
level and imposes higher requirements, straining
their ability to meet them.

Innovative company - this is not a company in
which some truly creative individuals spontaneous-
ly coming up with new ideas. Need not only system
for ideas. This is not enough. Extremely important
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to use all the mechanisms of innovative marketing
in the enterprise. Only completing all stages of the
process the company will succeed in introducing in-
novative products to the market.

Also, it is important to handle the needs of con-
sumers to their best satisfaction. After all, only
those companies that consistently allocate funds to
find innovative solutions and who can mobilize
and keep a talented people are truly innovative.
Only those firms that are considered innovative
marketing as a basis of its strategic development,
have the chance to guarantee yourself competitive-
ness and future success.
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MEXAHI3M 30INCHEHHA IHHOBALIMHOIO MAPKETUHTY
Y NMPOLUECI dOPMYBAHHA KOHKYPEHTHOIO YCNIXY HA PUHKY

Y cTaTTipo3rnsgHyTO BNANB MeXaHi3My iHHOBALIiHOr0 MapKe TUHTY Ha (hOPMyBaHHA KOHKYPEHTHOTO
ycnixy nignpuemcTsa. HaBefeHO moeTanHy xapakTepuMCcTUMKY Npouecy iHHOBaLiiHOro MapKeTUHIY Ans
PO3p0o6KM eheKTUBHOT CTPaATEriipo3BUTKY KOMMNAaHIi B Cy4acHUX EKOHOMiYHUX YMOBAX.
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