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DOMINATING ASPECTS OF INVESTMENT & INNOVATIVE
MARKETING STRATEGY FOR RAILWAY ENTERPRISES

The article determines and describes the dominant aspects in management and the stages of
investment & innovative marketing strategy development at railway transport enterprises.
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Okcana I1. Yebanosa
JOMIHAHTHI ACITEKTU YITPABJIIHHSA IHBECTHHIﬁHO-
IHHOBAHIﬁHOD MAPKETHUHTOBOIO CTPATEI'IEIO
HIAIPUEMCTB 3AJTIBHUYHOTI'O TPAHCIIOPTY

Y cmammi euznaveno ma onucano 0OMIHAGHMHI acnekmu ynpasiinusa ma emanu opmy-
GaHHA [HEeCMUUIIHO-IHHOBAUIIHOI MapKemunz080i cmpamezii NiONPUEMCMe 3AAI3HUMHO20
mpancnopmy.

Karouosi caoea: innosayiiina disavuicms, iHeeCMUUINHAG 0iAbHICIb, MAPKEMUH208A CIMPAMe2is;
3AAIBHUMHULL MPAHCNOpM.
Puc. 4. Jlim. 10.

Okcana I1. Yebanosa
JTOMWHAHTHBIE ACITEKTHI YITPABJIEHVS MTHBECTUIIMOHHO-
NHHOBAIIMOHHON MAPKETUHTOBOI1 CTPATETUEN
MPEIITPUATHUI KEJE3HOIOPOXHOI'O TPAHCIIOPTA

B cmamve onpedeaenvt u onucanvt 00MUHAHMHbLIE ACNEKMbL YRPABACHUSL U SMANbL opMU-
POGAHUS UHGECMUUUOHHO-UHHOBAUUOHHOU MAPKENUH20601 CIMPAMe2uu npeonpusnuLl Hceae3Ho-
00pONCHO20 mpancnopma.

Karouesvle ca06a: uHHOBAYUOHHAS 0eSIMEAbHOCHb, UHBCCMULUOHHAS 0esIMeAbHOCHb; MAPKEMUH~-
206a5 cMpamezust; Heeae3HOO00PONCHbLL MPAHCHOPM.

Problem statement. Determination of dominant aspects in management of
investment & innovative marketing strategy of railway enterprises is becoming more
and more important under the current conditions of market relations development.
For railway transport enterprises in particular there has to be an exact marketing
management strategy which would help not only strengthen the market position and
expand the market share, but would also promote general economic development of
an enterprise as such. Marketing strategy implementation within enterprise general
management is directly connected with prospects planning which is aimed to define
the priority indicators and the rate of expanded reproduction, and in this context
marketing strategy implementation is actually the key form of targets achievement.
Thus, there is a vital necessity for further improvement of enterprise marketing stra-
tegy and also for constant detection of new opportunities in the field of investments
& innovations management.

Recent research and publications analysis. During the recent two decades more
and more researchers dedicate their attention to studying the issues of investment-
innovative marketing strategy management at enterprises. In particular, we can note
here the contributions of O. Arefieva and V.V. Prokhorova (2010), 1. Buzko et al.
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(2002), P. Kotler (1996), O. Krysalnyi (2005), N. Kudenko (2004), O. Kuzmin et al.
(2005), V. Ponomarenko et al. (2002), O. Tielietov (2004), O. Voronkova (2000),
T. Zayats et al. (2006) etc.

Despite the availability of a number of studies on this topic, a range of theoreti-
cal, methodological and applied aspects of it still require further research.

Unresolved issues. What is still needed for further study, both theoretically and
from the applied perspective, is a range of issues related to the development of an
investment-innovative marketing strategy for railway transport enterprises.

The research aim is to determine the dominant aspects in management of invest-
ment-innovative marketing strategy for railway transport enterprises and also to
develop recommendations on its implementation.

Key research findins. Any investment-innovative marketing strategy has its do-
minant tasks to be solved. In this way the strategy is to use the dominant opportuni-
ties to the fullest extent possible. This strategy also defines the prospective financial
and economic relations between economic subjects on both tactical and strategic lev-
els. The strategy also includes studying the advantages of competitors and shaping
managerial methods and tools to be used under crisis emergence.

In the total spending on investment and innovative activities marketing expendi-
tures often get a significant share. The practice of marketing spending allocation at
Ukrainian railway enterprises (same as at many other national enterprises, regardless
the sector) can be called unsatisfactory, and this, naturally, has its negative impact on
general managerial processes at these enterprises (Buzko et al., 2002; Voronkova,
2000; Zayats et al., 2006).

This situation creates certain conditions under which top management is not
able to regulate the level of the related spending as promptly as it is needed. All in all,
these objective conditions create the preconditions and the necessity for improving
the system of investment-innovative marketing strategy management for railway
transport enterprises. The key dominant preconditions for efficient implementation
of the investment-innovative marketing strategy at railway enterprise include: top
management readiness for changes and for working under new business conditions;
availability of marketing and management at an enterprise as such; the presence of
legal basis covering the key aspects of strategy implementation (Figure 1).

Managing an investment-innovative marketing strategy at a railway enterprise is
a rather complex process, which can be described and presented as a range of conse-
quent, constantly interconnected dominant functions (Figure 2) and also stages with
direct and inverse connections.

In view of dominant functions presented above we can suggest the stages in mana-
gement of investment-innovative marketing strategy for a railway enterprise (Figure 3).

The first stage is setting the objectives in management of investment-innovative
marketing strategy for a railway enterprise. This stage includes:

- objective assessment of previous investment and innovative activities’ results;

- looking for reserves and opportunitiecs on how to reduce expenditures as such;

- looking for the ways of investment and innovative conditions optimization;

- setting the targets in terms of expenditures cut;

- joining the strategic and the tactical levels of management.
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Figure 1. Functional elements of the dominant system for efficient
implementation of investment-innovative marketing strategy
at railway enterprises, author’s construction
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Figure 2. The interconnection of dominant functions in the management
of investment-innovative marketing strategy at a railway transport enterprise,
author’s construction

The second stage covers the determination of areas for optimization of invest-
ment and innovative activities. This stage includes:

- marketing strategic analysis of the enterprise;

- setting more exact targets of expenditures cut;

- choosing specific areas for actions and measures leading to expenditures cut.

The third stage: determination and analysis of reserves for expenditures cut wi-
thin investment-innovative activities, including:

- studying marketing processes of railway transport enterprises;

- functional analysis of expenditures;

- analysis of marketing factors impact on the investment-innovative level of the
dominant system.
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Figure 3. Stages in management of investment-innovative marketing
strategy for railway transport enterprises, author’s development

The fourth stage is the formation of the system of actions on the optimization of
methods for management of investment-innovative marketing strategy including:

- selection of investment-innovative marketing tools, methods and technolo-
gies for enterprise management;

- choosing dominant instruments for management of investment-innovative
marketing strategy at enterprises.

The fifth stage is the development and the start of implementation of a manage-
ment plan on the investment-innovative marketing strategy. This is actually the final
stage that is supposed to cover:

- selecting actions and measures to be included into the program of dominant
aspects;

- assessing the efficiency of actions and the expected effect from the plan
implemented;

- monitoring over plan implementation, comparing it with the targets set.

The emphasis in the offered algorithm for managing the investment-innovative
marketing strategy at railways transport enterprises is on the transition from pro-
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gramme planned marketing management to system management at all levels of orga-
nizational and production structures.

Basing on the suggested stages in management of investment-innovative market-
ing strategy for railway transport enterprise we can also construct the strategy itself
which would enable the systemic and logical management of all range of activities
(Figure 4).
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Figure 4. The author’s proposal of the investment-innovative
marketing strategy for railway transport enterprises
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Investment-innovative marketing strategy for a railway transport enterprise con-
sists of 5 stages. Implementing the presented strategy, at each stage an enterprise
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would take important actions related to decision-making in the field of investment,
innovative and marketing activities. For efficient management of investment-innova-
tive marketing strategy first we need to determine the impact factors of competitive-
ness and also to define the level of enterprise competitiveness. After the analysis of its
own condition, the enterprise is able to understand which of its internal indicators are
not competitive and thus specific tasks can be formulated, the solution of which
would increase strategic competitiveness. The next stage of the suggested model is the
systematization of the ways to achieve the goals set and further development of com-
petitive advantages on their basis.

Also important is the assessment of costs on realization of all the actions needed
and determining the effect from these actions. And after all these stages the next log-
ical step would be decision-making, at this stage an enterprise is estimating all pros
and cons in order to make a decision on investment and innovative actions, then
moving to the stage of control over the activities which are supposed to increase com-
petitiveness. Otherwise, it is assume that the actions taken have been irrational and
the enterprise is back to the stage of developing a complex of more efficient market-
ing measures.

Also necessary is the increase level of qualifications on the side of top manage-
ment. Obviously, this most probably can be solved through training and retraining at
a workplace directly. Also, for increasing its production capacity an enterprise can:
liquidate the outdated equipment and/or modernize it, improve the organization of
supply and other logistics-related processes, create more rational organizational
structure for readymade products distribution.

The marketing department has to develop a serious attitude to market research
while assessing the activities of competitors for further successful development of a
new highly competitive product.

Conclusions. Strategic marketing diagnostics of railway transport enterprises
enables more grounded decision-making. Implementation of such an investment-
innovative marketing strategy can be performed through the system of financial poli-
cies along with resource provision for a set of programs (that is through budgets).
Development and introduction into real practice of dominant marketing actions
helps choosing between the variety of mechanisms and methods of objectives’
achievement the most optimal ones, that would later shape the development concept
of a railway transport enterprise for both long and short terms. Development of stages
in management of investment-innovative marketing strategy is stipulated by the cre-
ation of a plan document covering the related resources, performers and terms of
planned work, and other incoming data for a marketing budget formation.

In this case the object of control over strategy implementation is the level of
strategic dominant objective implementation. Constant control over the implemen-
tation of investment-innovative marketing strategy enables the development of cor-
rective measure already in the process of implementation, thus supporting the com-
petitiveness level which for the enterprises under study in the efficiency criterion for
investment-innovative activities and the precondition for enterprise’s further deve-
lopment and success at the market.

Assessment of functional components with the dominant system of investment-
innovative marketing strategy implementation at railway enterprises makes it possible

ACTUAL PROBLEMS OF ECONOMICS #5(179), 2016



214 EKOHOMIKA TA YINPABJIHHS NIANPUEMCTBAMU

to outline real chances and opportunities as well as factors of competitiveness, to
study in detail the current state and the prospects of enterprises’ development.
Systemic assessment of enterprise competitiveness would help the stable development
of a railway transport enterprises and their competitive status maintenance.
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