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THE PURPOSE OF THE ARTICLE is to establish
the importance and relevance of marketing innovations
in the company's activities and to determine their
impact on managing the competitiveness of business
entities as a whole.

RESEARCH METHODS. Various methods were
used to research marketing innovations and
competitiveness: analysis of special literature and
views of scientists; methods of empirical research;
method of abstraction, grouping and illustration;
method of system analysis, etc. The use of these
methods can be comprehensive for the best study of
marketing  innovations and  management  of
competitiveness in the activities of various enterprises.
PRESENTING MAIN MATERIAL. It has been
established that the relevance and importance of
marketing innovations is constantly growing in the
conditions of a rapidly changing business environment,
where new technologies, changes in consumer habits,
competitive pressure and other factors require
stakeholders to constantly adapt and introduce
innovations into the marketing strategies of business
entities. In the conditions of rapid changes in the
market and the growing complexity of the business
environment, marketing innovation is becoming a key
tool for achieving success and sustainability of
companies. Companies that actively innovate in their
marketing usually have a better chance of attracting
consumer attention and staying competitive. Marketing
innovations are innovative approaches and strategies in
the field of marketing aimed at attracting the attention
of consumers, improving the competitiveness of a
product or brand, as well as optimizing marketing
processes. Marketing innovations can vary depending
on the industry, the market and the specifics of the
business, helping the company to take a stronger
position in the market and provide a competitive
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competitiveness of the enterprise is manifested in the
following positive aspects: understanding of the
market and customers; development of products and
services; effective marketing; increasing the efficiency
of operations; interaction with clients; adaptation to
changes in market conditions.

CONCLUSIONS. Because of the conducted
theoretical research, we established that marketing
innovations are the introduction of innovative
approaches, strategies, tools or technologies into the
marketing activities of the enterprise with the aim of
improving performance, attracting the attention of
customers and ensuring competitive advantages. The
main goal of marketing innovation is to introduce
innovations in marketing, meet the changing needs of
consumers and optimize interaction with the audience.
Marketing innovation has been found to be an
important factor in a competitive environment, as it
allows companies to adapt to a rapidly changing
market and provide sustainable  competitive
advantages. The ability to adapt to new trends and
implement innovations can be a key element of
success in modern business and increasing the
competitiveness of an  enterprise.  Effective
implementation of marketing innovations allows you
to adapt to dynamic market changes, satisfy customer
needs as much as possible and manage the
competitiveness of the enterprise more effectively. It
was established that it is important for the enterprise
not only to introduce new ideas, but also to constantly
adapt its strategy in accordance with changes in market
conditions and customer requirements. It was
determined that the effectiveness of marketing
innovations for the enterprise depends on: the growth
of profitability; customer satisfaction; market share;
innovative competitiveness; investments in marketing;
speed of implementation; employee engagement.

advantage. Competitiveness management requires KEYWORDS: marketing innovations;
continuous improvement of products, processes, competitiveness management; business environment;
communications and strategies to meet changes in company success; consumers; optimization of
demand, technology and consumer preferences. The marketing  processes; competitive  advantages;
importance of marketing innovations in managing the  innovative approaches; adaptation to changes.
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METOIO CTATTI € BcTaHOBIICHHS Ba)KIMBOCTI Ta
aKTyJIbHOCTI MapKETUHTOBHUX 1HHOBAIlK B JisSITbHOCTI
MiANpUEMCTBA Ta BH3HAYEHHA IX BINIMBY Ha
YIPaBIHHSA KOHKYPEHTOCIIPOMOXHICTIO  HisZIBHOCTI
Cy0’€KTIB MiANPUEMHUIITBA B LIJIOMY.

METOAMU AOCJIAXEHHS. [Ins nocmikeHHS
MapKeTHHIOBHUX IHHOBALii Ta KOHKYPEHTOCIIPOMOX-
HOCTI OyJI0O BUKOPHCTaHO PI3HOMAHITHI METOJIM: aHaJi3
CreliaJbHOI JiTepaTypu Ta IOIVISAIB HayKOBIIB;
METOJIM EMITIPUYHUX JOCHIDKeHb, METOJ abCTpakilii,
TpynyBaHHS Ta 1TIOCTpallii; MeTOJ CHUCTEMHOTO
aHamizy Ta iH. BUKOpUCTaHHS X METOJIIB MOXe OyTH
KOMIUIEKCHUM IJIs1 HAaHKpAIOro BUBYEHHS MapKETHH-
TOBUX 1HHOBAIlii Ta YIpPaBJIiHHA KOHKYPEHTOCIPO-
MOXHICTIO B JIiSUTBHOCTI PI3HUX MIAIIPUEMCTB.

JAK  OCHOBA

BUKJIAJ OCHOBHOTI'O MATEPIAJLY.
BcraHoBneHo, 1O aKTyaJbHICTb Ta BaXIUBICTH
MapKeTHHIOBHX IHHOBaliifi IOCTIiHO 3pocTae B

YMOBax LIBHIKO3MIHHOTO Oi3Hec-cepeaoBHILa, A¢ HOBI
TEXHOJIOTI, 3MIHM B CIIO)KHMBallbKUX  3BHYKaX,
KOHKYPEHTHUH THCK Ta 1HIN YMHHUKH BUMAararoTh Bif
CTEHKXOMAepiB MTOCTIHOTO ajanTyBaHHS  Ta
BIIPOBADKEHHS 1HHOBAIlIH y MapKETWHTOBI CTparterii
TUSIBHOCTI  Cy0’€KTiB TOCIomapioBaHHsA. B ymoBax
MIBUAKUX 3MiH Ha PUHKY Ta 3POCTA0¥0i CKIAIHOCTI
Oi3Hec-cepeIoBHINA, MAPKETHUHIOBI IHHOBAIlil CTAIOTh
KJIFOYOBUM THCTPYMEHTOM JJIsl JOCSTHEHHS YCHIXy Ta
cTifikocTi  kommanii. Kommanii, sKki  aKTHBHO
BIIPOBQ/KYIOTh 1HHOBAllli B MapKETHHTY, 3a3BHYail
MAalOTh Kpallli IIAHCH MPHUBEPTATH YBary CIIOKUBAYiB
Ta 3aTUIIATHCS KOHKYPEHTOCIIPOMOKHIMH.
MapkeTHHTOBI iHHOBAIIIT — 1€ HOBATOPCHKI TiIXOAH Ta
cTparerii B Taly3i MapKeTHHTY, CHOpsSMOBaHI Ha
3aJy4eHHs  yBard  CIIOXKHBA4iB,  MOKPAICHHS
KOHKYPEHTOCTIPOMOKHOCTI TMPOMYKTY YW OpeHAay, a
TaKOX  ONTHMI3aIlil0 MapKETHHIOBHX  IPOIIECIB.
MapkeTHHTOBI  iHHOBAIlii MOXYTh BapiloBaTH B
3aJIeXKHOCTI BiJ rajy3i, puHKy Ta crenudiku Oi3Hecy,
JIOTTIOMAraryd KOMIIaHii 3afiMaTé OiTbII  CHJIBHY
MO3UIII0 HA PHUHKY Ta 3a0e3NeYuTH KOHKYPEHTHI

nepeBaru. YIpaBliHHA KOHKYPEHTOCIPOMOXHICTIO
BUMara€ IOCTIfHOTO BJIOCKOHAJEHHS HPOJYKTIB,
mpoueciB,  KOMyHikamii  Ta  crpareriif,  mo0

BIJIMTOBiAaTH 3MiHAM y TIOMHTi, TEXHOJOTiSX 1 Mmoba-
JKAHHSAX CIIOKMBadiB. BaXJIMBICTh MapKETHHTOBHX

BAXJIMBICTh MAPKETUHI'OBUX IHHOBAIIIM

YIIPABJIIHHA KOHKYPEHTO-

CITIPOMOXHICTIO IITAIIPUEMCTBA

Oaena Cacelinesal, Onexcanap MITAJIATIN?
! Kuiscoxuii nayionanvnuil ynieepcumem mexnono2iti ma
ousauny, Ykpaina

IHHOBAIlil B YMNpPaBIIiHHI KOHKYPEHTOCTIPOMOKHICTIO
MiATIPHEMCTBA TIPOSBISIETBCS B TAaKUX IMO3UTHBHUX
acrmeKTax: PO3yMIHHA PHHKY 1 KJIE€HTIB; PO3BUTOK
NOPOJNYKTIB 1 TOCHyr; e(QEeKTUBHUH MapKETHUHT,
30UIbIIeHHS e(EeKTHBHOCTI omnepauiii; B3aeMomis 3
KJIIIEHTaMH; aJIanTallis 0 3MiH PHHKOBHX YMOB.

BHUCHOBKM!. B pe3yJibTarti IIPOBEJECHOTO
TEOPETHYHOTO JIOCIIKEHHS HaMH OyJIO BCTaHOBJICHO,
0 MapKETUHIOBI I1HHOBAIl — 1€ BIPOBAKCHHSI
HOBATOPCHKUX IMiIXOJiB, CTpATETiH, IHCTPYMEHTIB 200
TEXHOJIOTiH B MApPKETHHIOBY JiSUTbHICTD ITiITPHEMCTBA
3 METOI0 MOKpAIIEeHHS pPe3yIbTaTUBHOCTI, 3aTy4eHHS
yBarum KIIEHTIB Ta 3a0e3leueHHs KOHKYpPEHTHHUX
nepesar. ['0JOBHa MeTa MapKETHHTOBHX IHHOBAIliA
noyjsirae B TOMY, 1100 BIPOBa/KyBaTH iHHOBAlLii B

MapKEeTHHT, 3aJI0BOJILHSITH MIHJIUBI norpeou
CHOXHBA4YiB Ta  ONTHMI3yBaTH  B3aEMOMII0 3
aymuropiero.  BcraHoBIeHO, MO  MapKETHUHIOBI

iHHOBaLil € BXJIUBUM (PAKTOPOM Yy KOHKYPEHTHOMY
CEpEeOBUINI, OCKIJIBKA BOHHU JIO3BOJISIOTH KOMIIAHISIM
aJlanTyBaTUCS /O MIBUAKO 3MIHHOTO pPHHKY Ta
3a0€3MeYnTH CTilKI KOHKYpEHTHI IepeBaru. 31aTHICTh
a/IafTyBaTUCS 10 HOBHUX TEHJCHIIIH Ta BIIPOBaKyBATH
IHHOBAIIIT MOXe OYTH KJIFOUOBHUM €JIEMEHTOM YCITIiXy B
cydacHOMY Oi3HecCi Ta IMiIBHIIEHHI KOHKYPEHTOCIPO-
MOXXHOCTI mianpuemcta. EdekTuBHA iMIuieMeHTAaIlis
MapKETUHIOBUX 1HHOBAIIWA JIO3BOJSE MPUCTOCOBY-
BaTHCS JI0 JUHAMIYHUX PUHKOBUX 3MiH, MAKCHMAJIBHO
3aJJ0BOJIGHATH TIOTPeOM KIII€HTIB Ta e(eKTHBHIlIE
YIPaBJIATH KOHKYPEHTOCTIPOMOXKHICTEO TiIIIPUEMCTBA.
BceranoBneHo, MO BaXIUBO, MO0 MiANPHUEMCTBO HE
TITPKA BIPOBAIDKYBAJIO HOBI inei, ajme ¥ IMOCTiiHO
aJlanTyBajo CBOIO CTpATETil0 BIAMOBIAHO IO 3MiH B
PUHKOBUX YMOBaX i BUMOTax KJIi€HTiB. BusHaueHo, 1o

e(DeKTUBHICTP ~ MapKETHHTOBUX  IHHOBAIlid  JJIs
i APUEMCTBA 3QJICKUTH BiJI: 3pOCTaHHS
MpuOYTKOBOCTI; 3alOBOJICHHSI KJIIEHTIB; PHHKOBOI
YaCTKM; IHHOBALIHHOI KOHKYPEHTOCIIPOMOXKHOCTI;

IHBECTHLIH B MapKEeTHHI; MIBUAKOCTI BIIPOBAJKEHHS;
3aJy4eHHs CIiBPOOITHHKIB.

KJIFOUOBI CJIOBA: wMapkeTHHrOBi iHHOBAIIiH;
YIOPaBIiHHSA  KOHKYPEHTOCHPOMOJXHICTIO;  Oi3Hec-
CepeloBUIIIE; yemix KOMIIaHif; CIIOXKHMBAYI;

OTITHMIi3allisi MapKETHHTOBHUX IPOIIECiB; KOHKYPEHTHI
nepeBary; HOBAaTOPChKi MiAXOAM; aJanTaIlisi 10 3MiH.
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Statement of the problem. Marketing innovation is defined as the
implementation of innovative approaches, strategies, tools or technologies in the
marketing activities of the enterprise with the aim of improving performance,
attracting the attention of customers and providing competitive advantages. The
main idea is to innovate in marketing to stand out from the competition, meet
the changing needs of consumers and optimize the interaction with the audience.
Marketing innovation is an important factor in a competitive environment
because it allows companies to adapt to a rapidly changing market and provide a
sustainable competitive advantage. The ability to adapt to new trends and
innovate can be a key element of success in today's business.

Analysis of publications on the problem. Marketing in the management
of innovative activities of enterprises and the general foundations of marketing
innovations used in the management and sustainable provision of
competitiveness of various business entities have been in the scientific focus of
many researchers for quite a long time, among them in particular:
V. Artemchuk, O. Boiko, T.Burtseva, |. Hanzhala, A. Hatsko, I. Hnatenko,
O. Holodniuk, L. Dzhemelinska, Yu. Zaitsev, O. Zaiats, A. Kazarian,
V. Karpenko, O. Kovalenko, N. Kolodnenko, O. Krasnorutskyi, T. Kuznietsova,
N. Lemeshchenko, I. Lorvi, L. Luferenko, T.Maiboroda, O. Martyn,
V. Morokhova, O. Nechyporenko, Yu. Nosenko, T.Palonna, O. Parokhnenko,
K. Pidvalna, N. Prokopenko, V. Razvodovska, L. Sinelnyk, L. Sipailo,
I. Taranenko, N. Tarnavska, L. Telyshevska, V. Shumkova, O. Shumkova and
others. However, it requires additional in-depth attention to determine the
relevance and importance of marketing innovations as a fundamental factor in
managing the competitiveness of the enterprise in today's market conditions.

Statement of the main results. Marketing innovation is the process of
introducing new ideas, concepts, products or methods into a company's
marketing strategy in order to increase its competitiveness, efficiency and value
for consumers. The essence of marketing innovation lies in the creation and
implementation of unique approaches that distinguish the company from
competitors and contribute to the attraction and retention of customers
(Dzhemelinska, 2012; Hanzhala et al., 2017; Karpenko, 2019; Kazarian, 2013).
Marketing innovations are a key element of the company's success in the
conditions of constant change and development of the business environment,
where their implementation allows companies to adapt to new conditions, satisfy
customer needs and ensure sustainability in a competitive environment. The
essence of the concept of marketing innovation is manifested through the
following main directions (Fig. 1) (Krasnorutskyi et al., 2018; Yevseitseva,
2016; Kramar & Puzyrova, 2019).
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Marketing innovation should be aimed at meeting the
needs and expectations of customers, creating value
propositions for them and improving their experience

Creating customer
value

N

Marketing innovation allows businesses to differentiate
themselves from their competitors by creating unique
products, services, or marketing strategies

Allocation in the
market

N

Marketing innovation helps businesses avoid outdated
approaches, adapt to changes and stay competitive in the
market

Increasing
competitiveness

7

N

Increasing the
effectiveness of
marketing processes

Using the latest technologies and methods can improve
the effectiveness of marketing campaigns, reduce costs
and increase performance

7

N

Marketing innovations must take into account changes
in the market environment, technological trends and
changes in consumer preferences

Interaction with
the market
environment

-

N

Marketing innovation requires flexibility and openness
to new ideas from both management and staff. Fostering
a culture of innovation can foster growth and success

Source: built by the authors on the basis of (Krasnorutskyi et al., 2018; Yevseitseva, 2016; Kramar & Puzyrova,
2019).

Fig. 1. Actual spheres of manifestation of marketing innovations
In modern economy

Stimulation of
innovative culture

Spheres of manifestation of marketing innovations

The relevance and importance of marketing innovations is constantly
growing in the conditions of a rapidly changing business environment, where
new technologies, changes in consumer habits, competitive pressure and other
factors require stakeholders to constantly adapt and introduce innovations into
the marketing strategies of business entities. From yes, the importance and
importance of marketing innovations is as follows (Kuznietsova &, Sipailo,
2017; Luferenko, 2016; Martyn et al., 2022; Yevseitseva, 2017):

— technological progress — thanks to the rapid development of
technologies, new opportunities arise for interaction with customers, increasing
the effectiveness of advertising campaigns and creating innovative products and
services;

— changes in consumer habits of customers — changes in consumer wishes
and expectations challenge traditional marketing approaches. That is why
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companies must look for new ways to attract attention and satisfy the needs of
their customers as fully as possible;

— globalization of markets — conditions of globalization make necessary
new marketing strategies for adaptation to various cultures and markets;

— competitive pressure — competition between companies is becoming
more and more fierce, and in order to maintain or gain a competitive advantage,
it is necessary to implement innovative marketing strategies;

— increasing importance of customer relations — in modern business, the
importance of interaction and relations with customers is increasing, as the latest
technologies allow personalized communication and provide new opportunities
for building strong relations with customers;

— social and environmental trends — consumers are becoming more aware
and demanding more responsibility from companies, where marketing
innovations can help companies highlight their social and environmental
responsibility;

— change in consumer habits — consumers are constantly changing their
preferences and consumer habits. Marketing innovations allow businesses to
adapt to these changes and provide products and services that meet current
consumer needs;

— technological development — the development of technologies always
creates new opportunities for marketing, where the use of artificial intelligence,
data analytics, social networks, mobile platforms and other innovative
technologies allows enterprises to interact more effectively with customers and
involve them in interaction processes;

— competitive advantages — marketing innovations can become a source of
competitive advantages for companies. The introduction of new and creative
marketing strategies allows you to stand out among competitors and more
effectively attract the attention of consumers;

— increasing the efficiency of activities — innovations in marketing also
allow optimizing all processes and increasing the effectiveness of marketing
campaigns through the use of automation, personalization and target marketing,
which can improve the effectiveness of promotion strategies;

— involvement of the young generation — young people are an important
segment of the market and they are inclined to adopt new technologies and
innovations, which is why the development of marketing strategies aimed at
young people allows companies to gain the loyalty of the young generation.

Therefore, in the conditions of rapid changes in the market and the growing
complexity of the business environment, marketing innovation is becoming a
key tool for achieving success and sustainability of companies (Morokhova et
al., 2021; Nosenko et al., 2021; Prokopenko & Kovalenko, 2018; Puzyrova,
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2020). Companies that actively innovate in their marketing usually have a better
chance of attracting consumer attention and staying competitive. Marketing
innovations are innovative approaches and strategies in the field of marketing
aimed at attracting the attention of consumers, improving the competitiveness of
a product or brand, as well as optimizing marketing processes. Among the main

types of marketing innovations, we can highlight the following (Table 1).

Table 1
The main types of marketing innovations
Kinds Essence
Digital The use of Internet technologies, social networks, content marketing, SEO
Marketing and other digital channels to promote products or services.
Marketing Using programs and tools to automate routine tasks of the marketing
Automation | process, such as email newsletters, CRM, data analysis, etc.
Interactive  |Engaging consumers through interactive elements such as games, surveys,
marketing online content that encourages active participation
Proprietary  |Development and branding of proprietary brands that provide a unique
Marketing image and competitive advantage.
Mag;fitf'ir::?a\;\"th Using Al to analyze data, personalize offers, predict trends and optimize

intelligence (Al)

advertising campaigns.

Environmental

Emphasis on sustainable and environmentally friendly aspects of products

marketing or a brand that is in line with current trends in environmental conservation.
Social Media |Using social platforms to generate brand interest, engage with audiences,

Marketing and increase awareness.

Influencer Engaging influencers or individuals with large audiences to promote a

marketing product or service.

Marketing Testing new ideas and strategies to find out their effectiveness before full

experiments

implementation.

Source: built by the authors on the basis of (Taranenko, 2012; Yevseitseva et al., 2022; Puzyrova, 2011,
Telyshevska et al., 2011).

Marketing innovations can vary depending on the industry, the market and

the specifics of the business, helping the company to take a stronger position in
the market and provide a competitive advantage. Competitiveness management
requires continuous improvement of products, processes, communications and
strategies to meet changes in demand, technology and consumer preferences.
The importance of marketing innovations in managing the competitiveness of
the enterprise is manifested in the following:

1. Understanding the market and customers. Marketing innovations allow
businesses to better understand the needs and expectations of their customers.
Analysis of the market and consumer trends helps to develop products and
services that better meet demand.

2. Development of products and services. Continuous improvement or
creation of new products and services allows enterprises to gain a competitive
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advantage in the market. Product innovations may include new features,
technologies or packaging that attract customers' attention.

3. Effective marketing. Using new and creative approaches to marketing
allows businesses to stand out in the market. Modern marketing strategies, such
as the use of social networks, content marketing and other digital tools, can
significantly increase the effectiveness of advertising and product promotion.

4. Increasing the efficiency of operations. Marketing innovation is not
limited to products or advertising, it can also include more efficient operational
processes that allow a company to reduce costs and improve the quality of
products or services.

5. Interaction with customers. The implementation of innovative methods
of interaction with customers, such as loyalty programs, online support and
personalized services, can significantly improve brand perception and ensure
customer loyalty.

6. Adaptation to changes in market conditions. Marketing innovations help
businesses respond more quickly to changes in economic conditions,
competition, and other factors that may affect business.

In general, marketing innovations become an important tool for ensuring
the competitiveness of the enterprise, allowing it not only to survive in the
market, but also to develop and become leaders in its field (Razvodovska et al.,
2021; Yevseitseva & Olshanska, 2023; Taranenko, 2015).

The overall effectiveness of marketing innovations for an enterprise
depends on certain factors and can be evaluated by various indicators:

— profitability growth (one of the main indicators of the effectiveness of
marketing innovations is an increase in the profitability of the enterprise. If new
strategies or products lead to an increase in sales and profits, this can be
considered a success);

— customer satisfaction (marketing innovations contribute to improving the
quality of service, customer satisfaction and increasing their loyalty);

— market share (if the company gains more market share or maintains its
position thanks to new strategies, this indicates success);

— innovative competitiveness (marketing innovations can help the
enterprise stand out from competitors. Maintaining competitiveness and the
ability to stand out among similar goods or services is a positive signal);

— investments in marketing (the cost estimate for marketing innovations is
compared with the results obtained. If innovations lead to significant positive
changes and the cost of their implementation is justified, it can be considered
effective);

— speed of implementation (the speed of reaction to changes in market
conditions can determine the success of marketing strategies);
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— involvement of employees (it is also important to evaluate the level of
involvement and support of employees in the implementation of marketing
innovations, since their support can affect success).

Considering these aspects and analyzing them together, the company can
evaluate the effectiveness of its marketing innovations (Shumkova et al., 2023;
Tarnavska & Holodniuk, 2015; Yevseitseva & Subot, 2023).

Conclusions. Therefore, because of the conducted theoretical research, we
established that marketing innovation is the introduction of innovative
approaches, strategies, tools or technologies into the marketing activities of the
enterprise with the aim of improving performance, attracting the attention of
customers and ensuring competitive advantages. The main goal of marketing
innovation is to introduce innovations in marketing, meet the changing needs of
consumers and optimize interaction with the audience. Marketing innovation has
been found to be an important factor in a competitive environment, as it allows
companies to adapt to a rapidly changing market and provide sustainable
competitive advantages. The ability to adapt to new trends and implement
innovations can be a key element of success in modern business and increasing
the competitiveness of an enterprise. Effective implementation of marketing
innovations allows you to adapt to dynamic market changes, satisfy customer
needs as much as possible and manage the competitiveness of the enterprise
more effectively. It was established that it is important for the enterprise not
only to introduce new ideas, but also to constantly adapt its strategy in
accordance with changes in market conditions and customer requirements. It
was determined that the effectiveness of marketing innovations for the enterprise
depends on: the growth of profitability; customer satisfaction; market share;
innovative competitiveness; investments in marketing; speed of implementation;
employee engagement.
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