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ORGANIZATIONAL AND ECONOMIC POTENTIAL OF RE-ENGINEERING
BUSINESS PROCESSES IN THE CONTEXT OF MARKETING ACTIVITY OF AN
INDUSTRIAL ENTERPRISE TO ENSURE ITS EFFICIENT INNOVATIVE ACTIVITY

The subject matter of the study is the principle of organization of innovative activity of domestic industrial enterprises and functional
links between marketing and innovation activities in the process of re-engineering business processes. The goal of the article is to
reveal the organizational and economic potential for attracting business process re-engineering in the marketing activities of industrial
enterprises to ensure efficient innovative marketing in particular and effective innovative activity in general. The following tasks
were solved in the article: statistical indicators of innovative activity of domestic industrial enterprises and corresponding sources of
financing were investigated; scientific works on the topic of innovative marketing, innovation marketing, the innovative component of
re-engineering and re-engineering of business processes in marketing activities were studied and analyzed. The following methods
were used: the comparative analysis, system approach, statistical analysis. The following results were obtained. Ukrainian industrial
enterprises lack innovations. Enterprises should independently find out how to ensure efficient innovations using the available
resource potential. Innovations is a clearly defined benchmark for the industry and moreover, innovations should take place not only
in technologies and the final product but also in management. All these factors require involving radical innovations which include
the re-engineering of business processes. In the period of crucial changes in both internal and external business environment,
marketing should become responsible for adapting the enterprise to new principles of operation. Thus, a number of activities in the
area of marketing and innovation were listed, the innovative function of marketing of industrial enterprises was specified and the
theoretical and methodical approach to the innovative marketing of industrial enterprises in the process of re-engineering business
processes was upgraded. Conclusions. Re-engineering business processes in the context of industrial enterprise marketing include a
significant organizational and economic potential that can be used to ensure the efficient innovative marketing in particular and the
efficient innovative activity in general.

Keywords: re-engineering of business processes; marketing, innovative marketing; the organization of business processes;
industrial enterprises.

Problem statement when the flow of funds from existing customers was

blocked because of their leaving the area of activity,

The slowdown in the rates of economic growth in ~ manufacturing enterprises faced severe challenges at the

2014-2015 significantly deepened the shortage of new
technologies in the Ukrainian industry as a whole, and in
particular in the machine-building industry. Therefore,
under the lack of real state support and in the conditions

time of a sharp shortage of funds. Thus, instead of a
powerful innovative development, industrial enterprises
significantly reduced their spending on new technologies
(table 1).

Table 1. Indicators of innovative activity of industrial enterprises in 2007-2016 (compiled basing on [1])

Share of Directions, min.hrv.

enterprlsgs Total cost, | Research and Including Acquiring other |  Purchase of
Years engaged in .

innovations, min.hrv. developments _ external external equipment and

% (R&D) internal R&D R&D knowledge software

2007 14,2 10821,0 986,4 793,5 192,9 328,4 74413
2008 13,0 11994,2 1243,6 958,8 284,8 421,8 7664,8
2009 12,8 7949,9 846,7 633,3 213,4 115,9 49747
2010 13,8 8045,5 996,4 818,5 177,9 141,6 5051,7
2011 16,2 14333,9 1079,9 833,3 246,6 3247 10489,1
2012 17,4 11480,6 1196,3 965,2 2311 47,0 8051,8
2013 16,8 9562,6 1638,5 13121 326,4 87,0 5546,3
2014 16,1 7695,9 1754,6 12215 533,1 47,2 5115,3
2015 17,3 13813,7 2039,5 1834,1 2054 84,9 11141,3
2016 18,9 23229,5 24578 2063,8 394,0 64,2 19829,0

The analysis of above data shows that when the
value of the national currency fell by about 60% in 2014
[2], the total amount of expenses on innovative activities
of industrial enterprises was only 53% of the same
indicator in 2011, respectively the expenses on acquiring
new technologies were 14.5%, on purchasing equipment
and software — 48.8% in hryvnias. The dramatic decline in

the expenses for acquiring external knowledge, machines
and related software vividly illustrates why such necessary
and expected new sales markets were not developed.
Nowadays, Ukrainian machine-building does not have
finished products to enter the EU-type sales markets. First
of all, the regulatory framework and technological
capabilities need to be updated. A new product cannot be
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developed and implemented without creating a new
process that comes along with the creation of a product.
New product requires new rules that would cover all areas
of the enterprise. At the same time, the expenses for
acquiring new knowledge, which also includes managerial
innovations, were more than 5 times less in 2016 than in
2011. It is worth noting that Ukrainian manufacturers are
aware of the acute need for intensive innovation. So in
2016, the relative number of domestic enterprises which

introduced innovations, including new technological
processes and new innovative types of products, reach the
maximum level over recent ten years (table 2). At the
same time, it is important to draw attention to the very
negative trends in the implementation of innovative
products, which should have formed the basis of the
economic development of enterprises, so in 2015 the share
of innovative products implemented in the industry was
4.8 times less than in 2008.

Table 2. Implementing innovations in manufacturing enterprises in 2007-2016 (compiled basing on [1])

. New technological Innovative types of . .
Years ' Share of gnterprlges processes introduced, products Share of mnqvauve products
implemented innovation, % sold in industry,%
pcs. manufactured, pcs.

2007 115 1419 2526 6,7

2008 10,8 1647 2446 5,9

2009 10,7 1893 2685 4,8

2010 11,5 2043 2408 3,8

2011 12,8 2510 3238 3,8

2012 13,6 2188 3403 3,3

2013 13,6 1576 3138 3,3

2014 12,1 1743 3661 2,5

2015 15,2 1217 3136 14

2016 16,6 3489 4139 —*

* - no official statistics is available.
Saving the number of enterprises trying to innovate  support for the innovative activity of Ukrainian

in a difficult economic period, even if there are a few of
them, shows that Ukrainian manufactures aware the
requirements of the modern business environment, while
the structure of expenses for innovation activities indicates
the inverse trends. When there is no external financial
support but there is a lack of free own funds for acquiring
external knowledge, domestic manufacturers tend to focus
on research development at the expense of their own
personnel potential (in 2015, the expenses for internal
R&D were almost 9 times greater than the expenses for
external R&D; in 2014, the expenses for acquiring other
external knowledge decreased by 6.88 times compared to
2011). Statistics also prove a lack of proper external

manufactures. Thus, in 2015, own expenses of enterprises
for innovative activities were 34.7 times greater than the
expenses from all other sources of financing [Table 3].
Domestic manufacturers have a strong potential in
the form of a scientific and technical base, experience and
skilled personnel but this potential should be effectively
used and successfully aimed to improve the
competitiveness of the industry at the international level
as fast and qualitatively as possible. At the same time,
workers employed in industry and in machine-building in
particular, feel very low motivation because of low wages.
They are little motivated not only to develop new
knowledge but also to perform their official duties.

Table 3. Sources of financing the innovative activity of manufacturing enterprises in 2007-2016 (compiled basing on [1])

Including incoming receivables from
Total cost - —
Years own national budget foreign investors other sources
min.hrv.
2007 10821,0 7969,7 144.8 321,8 2384,7
2008 11994,2 7264,0 336,9 1154 42779
2009 7949,9 5169,7 127,0 1512,9 1140,9
2010 8045,5 4775,2 87,0 24114 771,9
2011 14333,9 7585,6 149,2 56,9 6542,2
2012 11480,6 7335,9 224,3 994,8 2925,6
2013 9562,6 6973,4 247 1253,2 1311,3
2014 7695,9 6540,3 344,1 138,7 672,8
2015 13813,7 13427,0 55,1 58,6 273,0
2016 23229,5 22036,0 179,0 23,4 991,1

As it has already been mentioned, Ukrainian
mashing-building enterprises lack innovations. Hopes for
outside help in the existing realities of the economy of the

country are useless. Enterprises should independently
learn how to build an effective innovation work using the
existing resource potential. A clear benchmark for the
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industry is innovation. Moreover, innovations are not only
technologies and end products but also managerial
innovations, innovations in the organization of all areas of
activity — innovation of dialogue and cooperation of initial
and end points of interaction, innovations in the exchange
of information, innovations in the work with personnel,
innovations in corporate culture and attitudes towards
production commitments. Modern challenges require
changing vectors of activity, require the development of
new markets, the creation of new products. In order to
enter the new market, Ukrainian enterprises have to get rid
of the dissonance of the internal principles of the
organization with the principles that are available in new
markets. All this unambiguously requires involving
significant innovative and transformational measures
which include the re-engineering of business processes [3,
4]. In the period of transformations, according to the
author, marketing should become responsible for adapting
enterprises to new principles of operation [5, 6, 7]. In the
conditions of the re-engineering of business processes,
marketing should also change and then a new marketing
should create a new enterprise.

The analysis of recent studies and publications

Apparently, Ukrainian manufacturers have heard
statements about the importance of attracting innovations
many times but these are just populist statements but not
real advances. In this context, it is worth quoting M.
Hammer and J. Champy who wrote in their book:
"Innovation is rather the result of well-designed processes
than the one happens on its own. The weakness of many
companies is that they failed to look at their business
through the prism of processes. Without this, all attempt to
improve business will be reduced to meaningless work
like rearranging deck chairs on the deck of Titanic which
has already started to sink" [3, ¢.288]. Therefore, the
unique value of re-engineering is to reveal the very
practical aspects associated with the organizational and
economic features of building an enterprise with an
effective innovation policy.

The unique property of marketing and innovation
cooperation lies in the fact that marketing can be both a
subject and an object of innovative policy. There is even a
separate direction of studies — the marketing of
innovations and innovative marketing, which will be
discussed in details below. Such scientists as L.
Balabanova, V. Barancheev, M. Beiker, V. Bozhkova, O.
Vinogradov, N. Goncharova, A. Gryniov, Yu. Drachuk, P.
Drukker., N. lllyashenko, S. lllyashenko, Yu. Karakay, V.
Kardash, N. Karpenko, B. Kiwi, M. Kirnosova, F. Kotler,
I. Kotliarevska, R. Kuper, J. Levinson, T. Maksymova, V.
Morokhova, V. Nyanko, P. Pererva, T, Prymak, O.
Teletov, A. Ukrainets, N. Chukhray and others contributed
greatly to studying the of marketing and innovative
activities. Besides, the concepts of innovative marketing
and the marketing of innovations were introduced into the
scientific discourse by S. Illyashenko [8].

An important task of new marketing is to ensure
favourable conditions for innovative activities of an
enterprise. E. Utkin calls these conditions "innovative

climate" that is referred to as properly developed
conditions in which a person feels free, completely
motivated, prepared for creative work [9, p. 41].
Therefore, one of the tasks of re-engineering the
marketing activity of a machine-building enterprise is to
provide organizational and economic changes that create
an efficient innovative climate.

Among the scientists who have studied the issues of
innovative marketing at Ukrainian enterprises in the most
profound way, N. Illyashenko [10] should be mentioned.
Her works contain valuable recommendations for the
practical implementation of innovative marketing taking
into consideration the available peculiarities of domestic
manufacturing enterprises.

Along with the works that study innovative
marketing, economic literature also contains studies that
focus more on marketing innovation, that is, on such
interaction between marketing and innovations where
innovations are an object in relation to marketing and
moreover represent themselves as a  product of
manufacturing. Actually, marketing prepares, promotes
manufacturing and sells such kind of innovation. Thus,
Yu. Drachuk considers this interaction as marketing
support of innovations at manufacturing enterprises and
specifies it as a component of institutional environment of
a manufacturing enterprise, which is a set of tools, forms
and methods of innovative marketing and information
technologies to manufacture, promote and market goods
that are qualitatively improved, modified or innovative
[11]. To support his opinions, he suggests the concept
"industry marketing system" introduced by A. Kushneruk
[12]. According to this approach, the whole process of
creating a product, from its design to consumption and
disposal, should meet the requirements of a consumer.
The range of tasks of re-engineering marketing activities
is determined exactly in this way and is considered as an
efficient methodological tool for implementing such
important changes in the system of values of industrial
enterprises. 1. Vinichenko supports this idea and states that
the policy of re-directing innovative activities to
marketing involves increasing the role of the market when
both manufacturing and trading are aimed at studying the
demands of specific customers and at satisfying them to
the greatest extent [13].

The feasibility of changing the marketing methods
used by Ukrainian machine builders is also confirmed by
other researchers who study the perspectives of the
practical introduction of innovative marketing. Thus,
studying possibilities of implementing the concept of
innovative marketing in the machine-building enterprises
of Lviv region, A. Ukrainets mentions a very important
thing — under modern conditions such goals as decreasing
prime cost and price of products, improving technical and
economic characteristics of products or encouraging
consumers to buy goods are neither sound nor and basic
among the priority of development. If the level of
innovative potential is rather high, achieving leadership
taking into account both the needs of consumers and own
needs of an enterprise should become a priority task,
which is the main task of introducing the concept of
innovative marketing in the enterprise [14]. In this aspect,
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attention should be paid to the previously discussed issue
that, well-designed, arranged and mutually agreed
business processes of an enterprise are of significant value
to the enterprise in the far future in contrast to goods or
services, which again emphasizes the necessity of re-
engineering.

Practical recommendations for innovative marketing
are mostly focused on the topic of using such information
technology as the Internet environment or other special
software products. A modern consumer, as T. Elvin
claims, wants to have an access to the necessary
information at any time, from any device, at any location
[15].

At the same time, for most machine-building
enterprises, the Internet is primarily an information
platform that contains general information about
companies, their scientific and manufacturing potential,
contact information, nomenclature, latest news,
background information, news about current successes
and innovative developments of machine-building
enterprises. On the other hand, machine-building
enterprises receive information on the potential demand
for products using online procurement sites of individual
organizations or entire countries. At the same time, the
functional set of capabilities of the Internet environment
for other sectors (financial, service, retail sales, various
entertainment) is much wider.

Practically, all recommended measures aimed at
improving the process of disseminating information are
already available. Everything that differs from ideas that
are the basis of re-engineering should be "rather rooted
out than automated" [3]. The use of universally developed
information technology implies that they are not as
effective as possible in any particular industry in
particular in machine building. The essence of the
feasibility of attracting information technology or other
modern means of technology is revealing new unique,
mutually beneficial opportunities in the context of the
dialogue between a consumer and a manufacturer in the
machine-building sector. This approach completely
matches the inductive approach that underlies re-
engineering [16, p. 28]. The Russian scientist, N.
Abdikeev, emphasizes it, paying attention to the statement
made by M. Hammer and J. Champy concerning the
necessary condition for using the capabilities of
information technologies, that is the capability of
company managers to think inductively but not
deductively. Thus, the deductive mode of thinking that is
mostly used by managers lies in the fact that they specify
a task, then search and assess different ways to solve this
task. However, re-engineering must use the inductive
mode of thinking, that is the capability to find an efficient
solution and then search problems this solution can handle
[16, p. 29].

A common mistake many companies make is to
study the potential of information technologies within
existing processes. At the same time, it has been proved
that the automation of existing activities and the simple
implementation of information technology on existing
processes do not lead to the real transformation or to the
upgrade of business. It is important to understand that the

correct question is "What technology should be used to
help us do the things we have not done earlier?"

Re-engineering business processes is the innovation
that is used to solve the problem of the organization of
innovative marketing activity of Ukrainian machine-
building enterprises and to teach us to use the available
innovative potential and information technologies, in
particular.

The Ukrainian scientists K. Myronenko, who studies
the potential of re-engineering business processes in the
context of the implementation of ERP-systems in
innovation-active enterprises, makes a similar conclusion.
In her works, she considers re-engineering business
processes as the basis for implementing ERP-systems in
innovation-active enterprises [17].

J. Bekker makes an important note regarding the
implementation of the ERP system, he states in particular,
that the implementation of the ERP-system often leads to
changing entire processes and to re-grouping or even
cancelling separate tasks [18]. Therefore, it is quite
appropriate to combine the implementation of the ERP
system and the re-engineering of business processes to
improve qualitatively the organization of processes and
efficient resource planning. At the same time, K.
Myronenko considers that the most effective is the
simultaneous re-engineering of business processes and
implementing the ERP-system. Moreover, she emphasizes
that the use of these systems helps not only automate
business processes but also prepare them for the
introduction of innovations [17].

The practical potential of introducing the ERP-
systems in re-engineering marketing activities was also
studied in the work "ERP and the Re-engineering of
Industrial Marketing Processes. A Prescriptive Overview
for the New-Age Marketing Manager" written by S. C.
Gardiner, J. B. Hanna, M. S. La Tour [19].

M. Attaran [20] and A. Micu [21] focused on using
the capabilities of information technologies for re-
engineering as a whole, and marketing activities in
particular.

The author believes that ERP-systems can also be
used as the administrative and resource base for
implementing tasks of innovative management in the
system of the enterprise business processes; these tools
can encourage an enterprise to operate according to the
rules and priorities of innovative marketing. Therefore,
finding optimal structures for business processes, in
particular, their re-engineering and the creative
involvement of organizational and economic capabilities
of information technology is an integral part of building
an innovative marketing system for the efficient operation
in the innovation market.

As numerous studies show, many scientists have
identified correct and progressive benchmarks for
improving marketing activities for the Ukrainian industry
and machine building, in particular. The only question is
how to achieve the goals. Taking into account the similar
nature of the priorities, the author is deeply convinced that
re-engineering should reveal and specify the practical
algorithm for solving the above systemic problems of
domestic engineering and its marketing activities.
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Thus, the goal of the study is to reveal the
organizational and economic potential of involving re-
engineering business processes in marketing activity of
manufacturing enterprises to ensure the efficient
innovative marketing, in particular, and efficient
innovative activity, in general.

To achieve the set goal of the study, the following
methods and materials were used — the comparative
analysis to study the organizational and economic
prerequisites for re-engineering business processes of
industrial enterprises; systematic approach to study the
works of domestic and foreign scientists on the problems
of re-engineering business processes in general, and in
marketing activities in particular; statistical analysis to
study the innovation activity of the industrial complex of
Ukraine in 2007-2016. The methodological basis of the
study is the modern concepts of managing innovation and
marketing activities.

The results of the study

To understand precisely the basics of the interaction
of marketing and innovations, the following characteristic
points and the definition of some studies are suggested:

- marketing of innovations: marketing should be
considered as the basis of innovation activity of a
manufacturing enterprise that provides the enterprise with
information about the needs of consumers and ways to
meet them, the state and prospects of market development,
the conditions of competition (this kind of information is
the basis for selecting the areas of the innovative
development of industrial enterprises) and with the
necessary marketing tools for the creation and
commercialization of innovations (trade and price policy,
distribution and promotion of innovations, tools of
marketing strategy planning, organization and control);

- innovations in marketing: it is understood as the
implementation of advanced marketing tools, innovative
methods of marketing research and various innovations
within marketing [22].

It is obvious that the interaction of marketing and
innovation is a standard process which is implemented in
most industrial enterprises and its specificity lies in the
type of interaction. But more often manufacturers provide
the interaction of marketing and innovation in such a
format where marketing is only a certain element in the
chain of the innovative process. "Marketing of innovation
commercialization™ as well as "marketing in selecting the
direction of innovative product™ occur in such a way in
real conditions. The innovations that have had a similar
one-way interaction with marketing are referred to as "the
ones that are generated in the laboratory” (Developing —
Manufacturing — Marketing — Consuming innovations)
and "the ones that are attracted my market" (Marketing —
Developing — Manufacturing — Consuming innovations)
[22]. Such formats of interaction have one common
drawback — this is their one-sidedness as in the context of
such interaction there is a high probability that the
complex of concurrent factors will remain unaccounted,
which will surely affect the success of the measures at
subsequent stages of the innovation implementation. That

is why special attention of Ukrainian machine-builders
should be focused on the interaction between marketing
and innovations in a so-called "broad sense".

It is marketing that has the most common points
with innovations. Let us identify the main points that in
general describe the potential for the efficient use of the
symbiosis of marketing and innovations:

- determining the prerequisites  for
innovations;

- selecting. assessing the innovation efficiency and
risks;

- preparing an enterprise for innovation;

- ensuring the priority of the selected innovation in
the system of values of the enterprise operational
activities;

- promoting innovations;

- protecting innovations;

- implementing innovations (providing information,
promoting and selling);

- utilizing innovation.

Taking into account the previously highlighted
emphasis of Ukrainian machine-building enterprises on
their own resource potential in the form of highly skilled
personnel, one of the most important issues is to ensure
the priority, encouragement and protection of innovations.

The main disadvantage of marketing work with
innovations in real domestic machine-building enterprises
is the weak feedback and the limited scope of interaction.
Ukrainian ~ machine-building  industry  needs a
comprehensive interaction of marketing and innovations,
which should take place in the pairs of two-way
interconnections. Such scientists as V. Morokhova and L.
Borzakovska describe the following pairs of interaction
that are appropriate for a manufacturing enterprise:

"marketing-development™ — is the coordination of
the marketing department and R&D department while
developing an innovation (I level of the product — "core
product™);

"marketing-manufacturing” - the interaction of
marketing and manufacturing departments (Il level of the
product — " actual product™);

"marketing-consuming” — the interaction of an
enterprise and a customer including the complex of
marketing means aimed at delivering a product to a
customer, after-sales service and the development of
partnership relations to meet the needs of a consumer and
their use as the basis of next innovations (I11 level of the
product — "augmented product™) [22].

It is obvious that with the growth of conditionally
accepted levels of the product, the quality of ensuring the
interaction of marketing and innovations in Ukrainian
machine-building enterprises is getting lower and lower.
In other words, the most important point of interaction
"marketing-consumption” is implemented in the worst
way. As performers do no understand the key role of
consumers, additional marketing activities to meet the
needs of innovation should be suggested:

- "marketing-motivating" makes personnel aware of
proposed changes and priorities and builds the system of
values and corporate innovation culture (“product as an
idea").

attracting
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Besides, the current changing conditions of the
business environment significant impact of indirect, non-
productive and non-consumptive factors requires even
more sectoral expansion of marketing objectives for
protecting innovations:

- "marketing-finances" — the interaction that involves
substantiating the feasibility of innovation implementation
and encourages finding the source of financial support as
well as supporting the process of implementation,
protection against unforeseen troubles, temporary
difficulties and support in waiting for the financial return
of the innovation ("product in monetary terms");

- "marketing-law" — one of the broadest and most
important directions of interaction under the current
conditions of severe competition and complex geopolitical
circumstances that provides support and protection of
innovation in the areas of patent protection, certification,
customs and product national restrictions (“product in
legal terms").

V. Morokhova states that two-sided interaction
between the marketing and innovative activities is very
important since marketing is the basis for ensuring the
innovative development of a manufacturing enterprise and
innovations are the way to improve and develop
marketing [22].

Among the most important issues in research on
innovative marketing at Ukrainian industrial enterprises,
special attention can be paid to the idea expressed by
llyashenko N.S. [10] who believes that Ukrainian
manufacturing enterprises act in two directions in the
context of innovative marketing:

- import of foreign innovative technologies
(including new manufacturing enterprises opened on the
territory of Ukraine by foreign manufacturers);

- development and implementation of own
innovations — organizing own scientific laboratories in
domestic enterprises and continuous careful work of
marketing services to create innovative products that meet
the requirements of domestic customers [23].

The above analysis of the structure of innovative
activity of Ukrainian manufacturing enterprises confirms
the prevailing forced orientation on their own innovative
developments, which emphasizes the importance to retain
and value skilled personnel potential. Taking into account
its own powerful scientific and technical potential, the
Ukrainian industry is experiencing a shortage of imports
and implementation of rather organizational and
managerial innovations than technical ones. Technical
innovations after their import are much easier adopted and
implemented in Ukrainian machine-building enterprises,
while organizational managerial ones face the established
functional system and mental characteristics, even though
imports of such innovations are less demanded.

To support the above opinion, N. Illyshenko
emphasizes that the implementation of the basic principles
of innovative marketing involves developing and
implementing innovative projects which cannot be always
managed within the existing organizational structures; so,
if an enterprise selects the concept of innovative
marketing, its organizational and managerial structure
should be rearranged [23]. The author believes that the

considered directions of the innovative activities of
manufacturing enterprises should be supplemented by a
strategically important aspect — the export of innovations.
This area of activity is a key factor for achieving the
ultimate goal for Ukrainian machine building that seeks
the improvement of the economic situation through the
qualitative updating of the nomenclature and the
development of new export markets. It is important to
note that Ukrainian machine-building innovations are
potentially demanded in foreign markets. There are many
statements about the prospects to open joint industrial
enterprises in Ukraine with the corresponding import of
innovations but few intentions to export Ukrainian
innovations and to open joint enterprises in foreign
markets on the basis of Ukrainian technical innovations.

And it is the marketing of an enterprise that should
be interested most in the development of the economy
based on innovations. Moreover, the innovativeness of the
economy should be not only in the development of high-
tech products (innovations) but also in the use of
innovations in all spheres and areas of activity. Therefore,
both the marketing itself and the enterprise as a whole
should be sufficiently innovative in order to solve the
problems of innovation. O. Gaponenko, who studies
cognitive management, continuously claims the that the
main thing for the economy based on knowledge is not to
create knowledge but to use it efficiently [24].

Innovations have a significantly higher price and
value than raw materials and low-tech products, which
means that the export of a high tech product or the whole
production cycle is more economically attractive. So, the
objectives of the complex organizational and managerial
aspects should be changed, which would allow the
exported products to be efficiently implemented in a new
business environment. Therefore, the pattern of involving
innovation attraction, suggested by the author, seems
reasoned. Within this pattern, organizational and
managerial innovations are imported to establish the
domestic policy of developing innovations in the most
efficient way and to export successfully the generated
innovations on the basis of the new innovative
organization of the enterprise. The schematic algorithm is
as follows (fig. 1).

Fig. 1. The algorithm of innovation movements in an enterprise
while re-engineering business processes (designed by the author)
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Imported innovations should cover every business
process that needs to be changed, rebuild the optimal
structure of business processes and make the necessary
number of appropriate iterations of interactions with the
business processes of an enterprise.

Taking into account the above material, re-
engineering the marketing activities of industrial
enterprises can be considered as the innovation that is
being imported. So, similar to the studies that single out
innovative marketing and the marketing of innovation, re-
engineering can be studied as an innovation in marketing
as well as a technique for setting effective marketing to
innovations, that is, one innovation is imported for the
successful export of other innovations.

G. Forti, in his work "Re-engineering Marketing
Strategies” [25], considers marketing the most efficient
environment for the implementation of re-engineering
activities in an enterprise.

Similar to the author who stated earlier that
marketing should ensure introducing basic principles of
re-engineering in all spheres of the enterprise activities,
scientists that study innovative marketing claim that it
should harmonize internal innovative climate in
manufacturing enterprises. Thus, N. lllyashenko writes
about creating the subsystem of innovative marketing that
lies in improving the organizational subsystem, the
subsystem of personnel motivation and mainstreaming
research activities as well as building the complex of
innovative marketing. She supplements traditional
components of the marketing complex such as trade,
price, sales and communicative policies of an enterprise
with such important elements as people" and "culture".
The essence of these additional elements lies in
harmonizing interrelations with main competitors and
communication in the enterprise as well as in building the
corporate culture that is aimed at innovations, their
continuous generation and implementation [23].

The in-depth disclosure of the content of these
elements points to a fundamental similarity to the tasks of
re-engineering business processes; there is the only
difference that lies in the fact that re-engineering answers
the questions about the practical achievement of the set

tasks, while preserving the principles of the radical
transformations and the significance of the improvements.

Therefore, taking into account the above-mentioned
judgments on end-to-end and simultaneously circular
movements of innovation in an enterprise, the pattern of
the components of innovative marketing, suggested by N.
Illyashenko,can be supplemented with the element
"enterprise business processes” as well as with such
element as "information technologies, in particular their
organizational and economic capabilities”, which is very
important and essential for the successful implementation
of the re-engineering of the marketing activities (fig. 2).
Business processes and their features are not always
obvious and typical. But the author believes that it is not
important to pay much attention to their entire list, more
important is to ensure a conscious and efficient interaction
of each business process with innovations. Obviously, this
is a new fundamental and strategic goal of innovative
marketing. While the re-engineering of the marketing
activities of a machine-building enterprise is a
methodological tool for its successful implementation. It
is important that attention should be paid to the new
specific role of information technologies. Thus, in the
context ideas suggested by N. lllyashenko, about the
concept "people”, that is about internal and external links
of enterprises where information is the major product of
production and an article of consumption, the following
major tasks should be fulfilled:

- information on main subjects an enterprise
cooperates with should be collected and analyzed;

- long-term agreements with counter-agents should
be set, the efficiency of cooperation with them should be
increased,;

- the level of communication with the personnel of
an enterprise should be improved [23].

At the same time, the new role of information
technology in the context of re-engineering marketing
activities is the creation of a new structure and new
business processes, the initiation of activities that have not
been carried out earlier to improve the consuming
characteristics of the activities of individual structural
units and enterprises in general.

The complex of innovative marketing

— \

o

Traditional elements

Additional elements
N. Illyashenko

New additional elements

Trade policy of the enterprise
Price policy of the enterprise

Internal and external interrelations of
the enterprise

Business processes of the enterprise

Sales policy of the enterprise

Communication policy of the enterprise

Innovative culture of the enterprise

Organization and economic
capabilities of information
technologies

Re-engineering business processes

Fig. 2. The complex of innovative marketing (added basing on [23])

Thus, N. lllyashenko [23] makes the conclusion that
a necessary prerequisite for the transition of the activity of
an enterprise to innovative marketing is to prepare an
enterprise, that is to ensure the advanced organizational

system, the subsystem of personnel motivation,
mainstreaming research activities, which should be carried
out by re-engineering marketing activities of an enterprise
and business processes related to it. Taking into account
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everything mentioned above, the author suggests changing
the pattern of implementing innovative marketing in an
enterprise presented in available studies [23] (Table 4).
The described above principles and priority
directions in the re-engineering of marketing activities
provide a broader, radical and fundamental spectrum of
transformations in the enterprise than the original pattern
suggested. The current circumstances in the business
environment and corresponding organizational and

economic conditions of the machine-building enterprises
of Ukraine require that the principles of the activity
organization should be fundamentally changed. Therefore,
innovation marketing should be introduced in each
workplace and appropriate material base should be
provided to transmit necessary information in the most
appropriate ways by re-engineering business processes of
the enterprise.

Table 4. The pattern for implementing innovative marketing in an enterprise (finalized basing [23])

Onginal pattern

Making a decision on changing over to the concept of
mnovative marketing

1§

Creating a matrix structure of managing
projects

Enhancing marketing research

Developing the system for motivating
employees

7

Determimng strategic directions of enterprise development

.

Developing and implementing innovative projects by implementing the complex of innovative
marketing

Suggested pattern

Making a decision on changing over to the concept of innovative marketing

U

Re-engineening business processes related to marketing activities

<

Determuining strategic directions of enterprise development

L

Developing and implementing innovative projects by implementing the complex of innovative
marketing

The main tasks that are set for re-engineering
business processes to establish innovative marketing in
machine-building enterprises should be formulated as
follows:

- to build and coordinate business processes of an
enterprise and to involve organizational and economic
capabilities of information technologies, which will help
ensure:

- using internal innovation intellectual capital
efficiently and completely;

- monitoring advanced sectoral innovations;

- importing necessary innovations timely,

economically and reasonably;
- to create a positive innovative climate of an
enterprise, to encourage increasing internal innovation

capital, to adopt imported innovations and encourage the
export of manufactured innovations;

- to build the organizational and methodological
base for managing, planning, protecting and using
innovations for all business processes of an enterprise:

- directing internal information flows optimally and
efficiently to innovations;

- directing external information flows optimally and
efficiently to innovations;

- preparing innovations for export in the optimal
information, resource, commercial and legal way;

- exporting innovations profitably on the strategic
level (within the market);

- supporting and ensure standard (trouble-free) using
of the exported innovation;

- utilizing innovations (as an item of nomenclature).
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Conclusions and the prospects of further research

The conducted statistical analysis of the innovative
activity of industrial enterprises of Ukraine in 2007-2016
clearly demonstrates the rapid deterioration of the
conditions under which enterprises carry out innovative
activities, as well as the reduction of innovative products
in the total volume of industrial products that were sold in
2014-2016. To conduct successful innovation activities,
enterprises should make every effort to use available
scientific, technical and human resources completely. The
author believes that the efficient solution to this problem
lies in re-engineering the business processes of the
marketing activities of industrial enterprises. The author
suggests expanding the list of points of interaction
between marketing and innovations. On the basis of the
studies of innovative marketing and marketing of
innovations as well as the main concepts of re-engineering
business processes, the author suggests revealing the

while re-engineering their business processes. While
specifying the innovative function, the theoretical and
methodical approach to innovative marketing of industrial
enterprises during the re-engineering of business
processes was improved; this innovative marketing, unlike
available ones, contains a set of elements of innovative
marketing to redesign radically business processes and
study re-engineering as a managerial innovation which is
imported for further preparation and implementation of
efficient export of food and technological innovations.
Accordingly, the pattern for introducing innovative
marketing in the industrial enterprise is supplemented by
stages related to re-engineering business processes; the
main tasks of re-engineering in the area of efficient
innovative activity are determined. Further studies should
be aimed at developing more detailed methodological
recommendations on re-engineering  activities in
marketing activities that are directed at developing the
innovative potential of real industrial enterprises.

innovative function of marketing industrial enterprises
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OPI'AHIBALIIMHO-EKOHOMIYHHWM NOTEHIIAJI PEIH)KUHIPUHI'Y BI3HEC-
MPOIIECIB B MAPKETHHI'OBIH JISIIBHOCTI IPOMUCJIOBOI'O
HIAMPUEMCTBA JJIS1I BABE3IIEYEHHSA MOT'O E®EKTUBHOI IHHOBAIIIMHOI
NISIIBHOCTI

IMpeaMeToM JOCHIHKEHHS CTATTI € MPUHIMIIKA OPTaHi3aiii IHHOBALIWHOI MiSJIBHOCTI BITYM3HAHUX MPOMHCIOBHX IiJIMPHEMCTB Ta
(GYHKIIOHABHI 3B’S3KM MAapKETHHTY Ta IHHOBAIIWHOI MiSUIFHOCTI B TEpioj 3AiHCHEHHsS peiHKUHIpUHTY Oi3Hec-mporeciB. MeTa
poOOTH — pO3KPUTH OpraHi3aliiiHO-eKOHOMIYHHAN TIOTEHINa]l 3aly4eHHS pEeIHKHHIPUHTY Oi3HEC-TIpoIeciB y MapKEeTHHTOBIii
JSUTBHOCTI TIPOMHUCIIOBHUX MIANIPUEMCTB i 3a0e3nedyeHHs e(eKTUBHOIO IHHOBAIIHHOTO MapKeTHHTY 30KpeMa, Ta e(eKTHBHOL
iHHOBAIIHOT [iSJIBHOCTI B WijgoMy. B crarTi BHpILIYIOTBCS HACTYIHI 3aBAAHHS: JOCHI/KEHHS CTaTHCTHYHUX MOKa3HUKIB
iHHOBAIIfHOT JiSTIBHOCTI BITYM3HSIHMX HPOMUCIOBHX MiANPUEMCTB Ta BIANOBIAHUX JKepen (iHAHCYBaHHS, aHAII3 ICHYIOUMX
JOCHi/KEHb 110 TeMi I[HHOBAaI[IHHOrO MapKeTHHTY, MapKeTHHTY IHHOBallii, IHHOBAaliHHOI CKJIQOBOI pEIHKMHIPHHTY Ta
peIHKHUHIPUHTY OI3HEC-TIPOIIECIB Y MApKETHHIOBIH [ISUIBHOCTI; PO3BUTOK METOJHYHOTO ITiJIXOJy BIPOBAKCHHS IHHOBAILIHHOTO
MapKeTHHTY. BHKOPHCTOBYIOTHCS Taki METOAM: TOPIBHSUIbHUM aHaji3, CHUCTEeMHHUH MiAXiJ, CTAaTHCTHYHMK aHami3. OTpuMaHO
HACTYIHI pe3yJbTaTH: YKpAiHCHKiI IMPOMHCIIOBI MiINPUEMCTBA BiAYyBaIOTh Pi3KHi AedinuT 3amydeHHs iHHoBamii. IlimnpueMcTsa
BJIACHOPYY MArOTh HABUUTHCS HAJIOTOKYBaTH €()eKTHBHY 1HHOBALiifHY pOOTY 3 BUKOPUCTAHHAM HAsIBHOTO PECYPCHOTO TTOTEHINaMy.
YiTko BU3HAUYEHHI OPIEHTHP VIS IPOMUCIOBOCTI — iHHOBawii. [Ipn yoMy, iHHOBaLT — HE TUTBKH TEXHOJIOTiH Ta KiHIIEBOTO MIPOIYKTY,
a W ympaBIiHCHKI iHHOBAILi1. 3a3HaueHa PO3CTAaHOBKA CHJI Oe3albTepHATHBHO BUMArae 3ajyueHHs iHHOBaLiifHUX TpaHchopManiiiHux
3aXO0/iB PaJUKAIBLHOTO XapaKkTepy, 0 SKUX HAJICKHUTh PEIHKHHIPUHT Gi3Hec-mpoleciB. B mepiox pi3kux 3MiH SIK Y BHYTPIIIHBOMY,
TaKk 1 30BHIIIHbOMY Oi3HEC-CepeIOBHUIi, Ha MEPEKOHAHHS aBTOPA, caMe MAapKETHHT Ma€ CTAaTH BiAMOBIJAJbHAM 3a aaanTalliio
HiIMPHEMCTB 0 HOBHUX MPUHLMMIB po6oTh. Tak chopMOBaHO PO3IMIMPEHHUI MEepeNiK TOUOK KOHTAKTy MapKeTHHIOBOI JTisUTBHOCTI Ta
{HHOBAIIHOT, PO3KPUTO IHHOBALiNHY (GYHKI[I0 MapKETHHTY IPOMHCIOBHX IINPUEMCTB, BIOCKOHAICHO TEOPETHKO-METOANYHUMH
MiAX1T 10 iHHOBANiHOTO MapKETHHTY MPOMHUCIIOBHX HiINPUEMCTB MpPU MPOBEICHHI PEIHKHHIPHHTY Oi3Hec-TporeciB. BHCHOBKH:
PEImKUHIPHHT Gi3HEC-TIPOIIECiB Y MApKETHHTOBIH MisUTBHOCTI IPOMHUCIOBUX MiANPHEMCTB MICTHTh y c00i BaroMuii oprasizamiitHo-
CKOHOMIYHHMH MOTEHIiaN, 0 MoXe OyTH BHKOPHUCTaHWH /Ul 3a0e3nedeHHs eeKTHBHOrO iHHOBALIHHOTO MapKeTHHTY 30KpeMa, Ta
e(heKTUBHOT IHHOBAIIWHOT AiSTIBHOCTI B LIJIOMY.

Kiio4oBi ci1oBa: peimknHipuHT Oi3HEC-TIPOIIECiB; MApKETHHIOBA IisUIbHICTD; IHHOBAI[IMHUN MapKeTHHT; opraHisaiis Oi3Hec-
HPOLIECiB; TPOMHUCIIOBI MiAMPHUEMCTBA.

OPI'AHM3AIIMOHHO-9KOHOMMYECKWH MOTEHIIUAJI PEUHXXKUHUPUHT A
BU3HEC-TIPOIIECCOB B MAPKETUHI'OBOM JESTEJIBHOCTH
IMPOMBIIIJIEHHOTI' O NPEANPUATHUSA 1JIsI OGECIIEYEHUSA ETO
IOPEKTUBHOM NHHOBAIIMOHHOM NESATEJIBHOCTH

Hpe}.IMeTOM HCCJICAOBAHU CTAaTbU SBJIAIOTCA TPUHIUIIBI  OpraHvu3aln WHHOBAIIMOHHOM  ACATEILHOCTH OTEUYECTBEHHBIX
MIPOMBIIIJICHHBIX HpeﬂHpI/ISITI/Iﬁ u q)yHKIII/IOHaJH)HLIe CBA3U MAapKETHUHIa U MHHOBAIIMOHHOM JACATCIIbBHOCTU B IEPUO/ OCYLICCTBIICHUST
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peumKHHUpHHTA Om3Hec-mporieccoB. Lleas paboTBl — pPacKpBITH OPraHU3alOHHO-3KOHOMHYECKUH ITOTEHIMAT IPHBICYCHHS
PEMHKMHUPMHTA OW3HEC-TIPOIIECCOB B MapKETHHTOBOW JEATEIbHOCTH NPOMBIIUICHHBIX MPEANPUATHH Uil oOecredeHHs
3¢ }eKTHBHOr0O MHHOBAI[MOHHOTO MapKEeTHHTa B YacTHOCTH, M 3((hEeKTHBHOH MHHOBAIMOHHOW NIESATENFHOCTH B IeJoM. B cratse
pelralTcs CcleAylomue 3aJa4vd: HCCIeJOBaHUS CTATHCTUYECKMX IOKas3aTeleld WHHOBAI[MOHHON JeATeIbHOCTH OTEUECTBEHHBIX
MPOMBILIICHHBIX MPEINPUSITHA U COOTBETCTBYIOLINX HCTOYHUKOB (DMHAHCUPOBAHMS; aHAIN3 CYIICCTBYIOIIUX UCCIICIOBAHUIA 110 TeMe
HWHHOBAIIMOHHOTO MapKeTHHTa, MapKeTHHTa WHHOBAIUM, MHHOBAIIMOHHOM COCTABIIOMIEH PEMHXKUHUPHHTA M PEHHKHHUPUHTA
OM3HEC-TIPOLIECCOB B MAPKETHHIOBOW JIEATENLHOCTH. VICHONB3YIOTCS CIICAYIONIME METOAbI: CPAaBHUTEIIBHBIH aHAN3, CUCTCMHBIN
TIOJXOM, CTaTUCTHUecKuil aHamm3. [lomydeHsl cieqylomye pe3yJbTaThl: YKPAaHHCKHAE IPOMBIIUICHHBIC MPEIIPUSTHS HCIBITHIBAIOT
OCTpBIN JeQUIMT TPHUBICUYCHNS HHHOBALWH. [IpeanmpusaTns IODKHBI CaMOCTOSITENIBHO HAYYUTHCS oOecrednBaTh 3(QexTHBHYIO
WHHOBAIIMOHHYIO pPaboTy C WCIIOJIb30BAHHEM HMEIOIIETOCs PECypCHOrO IOTEHIHMAana. YeTKo OIpeieNIeHHBI OpHeHTHp Ui
TIPOMBIIUIEHHOCTH — WHHOBalMu. [IprdeM, HHHOBalMM — HE TOJBKO TEXHOJOTHH M KOHEYHOTO NPOAYKTa, HO M YIpaBICHYECKHE
WHHOBAIlMU. YKa3aHHas PacCTaHOBKA CHJI Oe3albTEPHATHBHO TPeOyeT NpUBIIECUEHUS] MHHOBALHOHHBIX TPaHC(HOPMALUOHHBIX MeEp
pagUKaNIbHOTO XapakTepa, K KOTOPBIM OTHOCHTCS PEMHXKHHUPHHT OW3Hec-TpoleccoB. B mepuon peskux H3MEHEHHUH, Kak BO
BHYTPEHHEH, Tak U BO BHEIIHeil OM3Hec-cpele, M0 YOEKAEHHIO aBTOpa, MMEHHO MapKETHHI JOIKEH CTaTh OTBETCTBEHHBIM 32
aflanTaluio MPEANPUATHS K HOBBIM HMPHHIMIIAM paboThl. Tak chopMUpOBaH pacHIMPEHHBIH CIHMCOK TOYEK KOHTAKTa MapKETHHIOBOM
NEATeTbHOCTH ¥ WHHOBAIlMOHHOHM, pPAacKpHITO HMHHOBALMOHHYIO (YHKIUIO MapKeTHHra IPOMBINIICHHBIX MPEANPHUSITHH,
YCOBEPIIEHCTBOBAHO TEOPETHKO-METOANYECKUH IMOAXO0A K HMHHOBAaMOHHOMY MAapKETHHTY HPOMBIIUICHHBIX HPEIIPHATHH IIpH
NIPOBEACHUN PEHH)KHHUPUHTA OH3HEC-TIPoueccoB. BHIBOABI: PEMHXMHUPHHT OHM3HEC-NIPOLIECCOB B MAapKETHHIOBOH JESTEIbHOCTH
TIPOMBIIUICHHBIX HPEINPHUATHH COJIEPXKUT B ceOe BECOMBIH OpraHU3allOHHO-D)KOHOMUYECKUIl MOTEHIHAN, KOTOPBII MOXKET OBITh
WCTONB30BaH Uil obOecrmedeHus] >(PQPEKTHBHOIO HWHHOBAIMOHHOTO MAapKETHHIa B YaCTHOCTH, M 3((eKTUBHON HHHOBAIIMOHHOM
JEATETbHOCTH B IIETIOM.

KniodeBble cJI0Ba: PEHHXHHUPHHT OH3HEC-TIPOLECCOB; MAPKETHHIOBAs JAESATENbHOCTh, WHHOBAI[MOHHBIH MAapKEeTHHT,
opraHu3anys OHM3HEC-TIPOIIECCOB; MPOMBIILICHHBIC MPEIIPHATHS.




