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CONSOLIDATION OF THE ROLE OF CORPORATE
STRUCTURES’ INNOVATIVE DEVELOPMENT

K. Velychko, A. Borysova, L. Nosach, G. Shapoval

The authors consider modern tendencies of innovative activity development
in corporate structures under conditions of competitive environment. The most
common scenarios of the creation of companies’ innovative development structure
taking into account the features of their innovative activity organization and
substantiation of imperfection reasons are investigated.

Use of the marketing component in the system of corporate structures’
innovative development as an important factor in meeting perspective needs of the
consumer and the factor of market opportunities expansion for innovative
development of corporate structures is emphasized.

Recommendations on the development of innovations marketing in corporate
structures that envisage market opportunities of innovative development
consolidation are proposed. Expediency of the relationship between marketing
research concerning the choice of new products during the interaction of all
participants in the innovation process is discovered.

Keywords: innovations, marketing, innovative activity, innovations
marketing, corporate structure.

MOCHJIEHHSA POJII IHHOBAIIIMHOI'O PO3BUTKY
KOPIIOPATUBHUX CTPYKTYP

K.IO. Beauuko, A.O. Bopucosa, JL.JI. Hocau, I'.M. lllanoBan

Pozensnymo cyuacni menoenyii po3eumky IHHO8aYIliHOI OisNbHOCHI 8
KOpNopamuGHux cmpykmypax 8 yMo8ax KOHKYpeHmHo20 cepedosuwa. Jlocniodcerno
HAUOIIbUW NOWUPEHT CYeHapii CMBOPEeHHs CMPYKMYPU IHHOBAYILHO20 PO36UMKY
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KOMNAHIU 3 YPAXYBAHHAM 0COONUBOCMeEN OpeaHizayii ix iHHo8ayiliHOi disnbHoCmi ma
00IPYHMY8aNHS NPUYUH HEOOCKOHAOCTI.

Axyenmosano ygazy Ha 3aCMOCY8aHHI MaAPKeMUH2080i CKIA00B80i 8 cucmemi
IHHOBAYIIIHO2O PO3GUMKY KOPNOPAMUBHUX CIPYKMYP 5K GAICIUBOMY HaKmopi
3a00801I€HH  NEPCNEKMUGHUX NOMped CRoiCUBA4a ma HUHHUKA PO3UUPEHHS
PUHKOBUX MOJICTUBOCTNEN IHHOBAYILIHO20 PO3GUMKY KOPHOPAMUBHUX CINPYKIYD.

3anpononosano pexomenoayii wo0o po3guUmMKy MapKemuHzy IiHHOGAYIU 6
KOpnopamueHux — CMpyKmypax, saKi — nepeo6auaromv — NOCUTEHHS — PUHKOBUX
Modcnugocmell  iHHOBAYIIHO20 po36uUmKy. Poskpumo doyinenicmv 63a€M038 ‘A3Ky
MApKemuH2068020 NOWYKY WOO0O GUOOPY HOBUX NPOOYKMIE y X00i 83a€mo0ii 6Cix
YUACHUKIB THHOBAYIUIHO20 Npoyecy .

Knwuoei cnoea: innosayii, mapxemumne, IHHOBAYIUHA  OiIbHICMY,
Mapkemune IHHO8AYil, KOPNOPAMUSHA CMPYKMYpda.

YCUWJIEHHUE POJIM THHOBAIIMOHHOI'O PAZBUTHUA
KOPIIOPATUBHBIX CTPYKTYP

E.IO. Beiinuko, A.O. bopucosa, JL.JI. Hocau, I'.H. [llanoBan

Paccmompenvl  cospemennvie  mMeHOeHYUU — pazeumus  UHHOBAYUOHHOU
OesimenbHOCIU 8 KOPHOPAMUBHLIX CIPYKIMYPAX 8 YCIIO8UAX KOHKYDEHMHOU CPeobl.
Hccneoosanwvl  Haubonee pacnpocmpanennvie CYeHapuu CO30aHUs  CIMPYKIMypbl
UHHOBAYUOHHO20 PA3GUMUSA KOMNAHULL C YHEeMOM OCODEHHOCMEN OP2aHU3ayUU Ux
UHHOBAYUOHHOU OEAMENLHOCIU U 0OBACHEHU NPUUUH HECOBEPULEHCIBA.

Axyenmupogano 6HuManue HA NPUMEHEHUU MapKemunea 6 cucmeme
UHHOBAYUOHHO20 — PA3GUMUA ~ KOPHOPAMUBHBLIX — CHMPYKMYP  KAK — BAJICHOL
cocmasasiowell yOosnemeopenus NepcneKmugHulx nompeoHocmeti nompebumenei u
Gaxmopa pacuiupenus pbLIHOYHBIX B03MONCHOCHEN UHHOBAYUOHHO20 PA3BUMUA
KOpnopamueHuix CIpyKnyp.

Tlpeonooicenvl pexomenoayuu no passumuio MapkemuHea UHHOBAYUU 6
KOPNOpaAmusHbIX — CIMPYKMypax, — npedycmampugaiowjue — yCunieHue polHOUHbIX
603MOJMCHOCIEN  UHHOBAYUOHHO20 — paseumus. Packpwimo — yenecoobpasHocms
83AUMOCBA3U  MAPKEMUH206020 NOUCKA NO 8blOOPY HOBbIX NPOOYKMO8 8 X00e
83aUMOO0eliCIGUsL BCeX YYACMHUKO8 UHHOBAYUOHHO20 Npoyeccd.

Kniouegwie cnoga: unnosayuu, mapkemune, UHHOBAYUOHHAS OesMeNbHOCY,
MapkemuHz UHHOB8AYUL, KOPROPAMUBHAS CIPYKIMYPA.

Statement of the problem. Today, competitiveness of national
economy of any country directly depends on the pace of its development. At
the same time, the pledge of national economy accelerated development is
scientific and technological progress, which is impossible to imagine
without its innovative component. Therefore, the role of innovative
development, as a leading factor of growth, assumes prominence.

Corporate structures, which assume the main function of realizing
the state policy concerning the ftransition to an innovative way of
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development nowadays, play a special role in solving this problem. The
activity of corporate structures aimed at the development and use of the
results of scientific research that enables to ensure profitability of the
activity by meeting the current market needs, today, can safely be called one
of the most effective directions for ensuring the increase of production
efficiency. However, at the same time, there is a complex problem of
market «support» of innovations, development and commercialization of
new goods and services.

Therefore, research of the problems concerning development and
implementation of innovative activity by corporate structures not only
through the generation of scientific research and development, but also for
the purpose of their further commercialization and through the introduction
of effective mechanisms for innovative activity management, is relevant.

Review of the latest research and publications. Issues of
innovative development and interaction between innovative process
participants have been studied by such scholars as B. Ludnval, V. Geets,
P. Drucker, K. Prakhalad, H. Hemel, H. Chesbro, H. Itskovich, A. Kuzmin,
R. Nelson, I. Pavlenko, M. Porter, B. Santo, S. Sokolenko, V. Solovyov,
B. Twis, L. Fedulova, K. Freemen, F. Khayek, J. Schumpeter,
G. Chesbrough, N. Chukhraj and many other scholars. Particular attention
to marketing of innovations and activity of modern flexible and mobile
innovative structures has been paid by such scientists as S. Blank,
A. Zozuliov, V. lichuk, E. Ris, K.M. Khristensen and P. Tsybuliov. They
have studied various aspects of innovative activity and forms of interaction
between its participants in the processes of RED and commercialization of
new products. However, despite of this, a wide range of methodological and
methodic issues concerning the place of marketing in the system of
corporate structures’ innovative development remains open.

The objective of the research. The purpose of the paper is to
substantiate the appropriateness of cross-functional interaction in corporate
structures in the direction of generating innovative ideas, their timely
perception by entrepreneurs and creating conditions for their rapid
commercialization.

Presentation of the research material. There are many obstacles on
the way to the development of innovative activity — some of them are
related with application and implementation of the idea, the others are
«stuck» in the organization's ideas about «what innovative activity is» and
“what can be achieved with its help”. As a result, most companies have a
lack of top management and employees support within the company on the
way to innovation; lack of trust and lack of experience in the field of
changes implementation; lack of common goals and obligations; lack of
innovation culture; lack of resources for innovative activity; loss of control

154



over the organization of processes; fear of unknown and uncontrolled
processes; critical attitude on the part of partners; lack of remuneration and
motivation system; lack of general understanding of the essence of
innovation for the organization; lack of any practical system of quick
assessment to the results of innovative activity; lack of collaboration and
information exchange between the developer team and other departments —
the marketing, supply, quality control, regulation and finance departments;
lack of creative knowledge, knowledge in competitive intelligence and
comparative analysis of technologies, etc.

That is, innovative activity of the enterprise needs to be developed in
the system of already established interconnection with all market
participants, including participants of the corporate environment, which will
promote effective marketing of innovations and stable functioning of the
company in the market. In addition, the communication process should be
double-sided: on the one hand, the company should strive to influence the
target and other audiences, and on the other hand, to receive contrary
information about the response of these audiences to its action [1].

Modern world practice of implementing innovations within the
companies shows that there are several scenarios for the development:

1) rejection of innovations. Realizing the ever-increasing competition
on the market, and within the framework of its existing structure, the
company does not have the capacity to create innovative solutions;

2) creation of conditions for innovation. The company has the
opportunity to innovate, but there is no proper environment and structure for
innovations implementation;

3) adaptation of the company's business model to innovations.
Business model of the company begins losing its relevance, and therefore it
is decided to separate the direction of innovation activity from the operating
system and to develop a new concept for it;

4) search for new opportunities for innovation, development of new
products. The company is looking for opportunities to maintain and grow its
position in the market by increasing speed and cheapening the processes of
introducing new technologies and developing new products.

All of these scenarios, on the one hand, are prerequisites for
organizing innovative activity within the company, and on the other hand,
explain the risks of its «not organization». This happens primarily due to the
specificity of the innovation itself. Firstly, it associates with a high
probability of errors and failures, and in most cases, innovation cannot
guarantee the expected instantaneous result, and secondly, employees can
create any innovative solution within the company, that is, to feel the right
corporate momentum to develop new ideas, but implement it outside the
company.

155



Such circumstances explain the low level of companies (about 5%),
which feel confident and comfortable at their markets, and in terms of
innovations, they have already created a «complete set of tools» for working
with the market of innovations:

— flexible and dynamic internal culture and high salaries, attracting
the best personnel;

— infrastructure, own and affiliate, where they carry out innovative
actions and work;

— corporate funds that purchase startups with an enviable regularity;

— own acceleration programs for filtering and integrating startups
and their technologies.

They are mainly concerned with the improvement of their internal
ecosystem and enrichment of the innovation environment around them.

They also often provide free activities for the community, grant open
access to some of their works, and support research in various areas of
applied science.

More mature in terms of readiness for innovation are those Ukrainian
and foreign companies (now there is not more than 15% of such companies
in the world), which have the first necessary tools for work with
innovations, as well as experience. For example, in launching their own
accelerators at the Ukrainian market, in organizing own venture funds and
in building their own innovative infrastructure. Many of the aforementioned
companies have elements of innovative culture in the form of innovation
departments, training of top managers for tools that allow more flexible
project management and understanding customer needs.

80% of companies with a stable business provide basic needs with
standard market practices, understanding the importance of innovation, but
are generally not prepared to devote significant resources to any changes
and are not interested in additional risks and, consequently, in rapid
changes. These companies do not have effective corporate innovative tools,
and they are not ready to spend substantial funds for their implementation,
because innovation is primarily an investment in the future.

According to the Law of Ukraine «On Innovative Activity»,
innovations are newly created or improved competitive technologies,
products or services, as well as organizational and technical decisions of an
industrial, administrative, commercial or other nature. They significantly
improve the structure and quality of production and social sphere;
innovative activity is an activity aimed at the use and commercialization of
research results and development, promotes the launch of new competitive
products, and services [2].
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Every company that seeks to dynamically develop in the market,
requires innovations, and hence — an effective concept of the company’s
market activity (business philosophy), when the source of income is seen in
changes, that is, «marketing of innovations».

Today, there is no consensus on how the categories of «marketing»
and «innovation» are combined. There is also no common definition of
«innovative marketing» and «marketing of innovations». Marketing of
innovations is viewed as an analytical process that involves identification of
market opportunities for innovation development; as a way of active
influence on consumers and the target market as a whole, connected with
the output and promotion of innovations on the market; as a function of
innovation management, aimed at the identification of possible areas of
innovation activity, their materialization and commercialization. «At the
same time, one can simultaneously consider innovative management as a
function of marketing of innovations, aimed at realizing the achievements of
science and technology in new products, able to satisfy needs and demands
of consumers and to provide profit for commodity producer (seller); as a
tool (market toolkit) orientation of individual economic entities, and, at the
same time, the whole national economy on innovation development»[3].

While introducing innovations into the practice of marketing
activities, it is advisable to determine what factors can slow down or speed
up the innovation process. At the same time, special attention should be paid
to the human factor. Innovation introduces changes in the existing solutions.
On the part of employees, there exists inevitable resistance to changes that
can cause such effects as change in the status of employees, the need for a
job search, reorganization of work and steady ways of doing business,
violations of the stereotypes of behavior and traditions, uncertainty, fear of
punishment for failure. For people affected by these changes, this means
breaking their traditional position, so the function of motivation for
innovations becomes meaningful [4].

The number of subjects of corporate relations, the presence of not
only common but also different interests inside them, indicates a certain
system of interests, which reflects the connections and dependencies
between them. This system involves the presence of a rod, which is
designed to ensure its functioning as a single whole. Corporate interest is
considered to be such a rod. Considering the priority of certain types of
interests — personal, collective, public or social - in corporation, it should be
borne in mind that such species do not exist in pure form and their provision
is possible only if the balance is established and maintained between them [5].

Under such circumstances, it is about creating an effective corporate
innovation marketing system within the company, which should be a tool
for strategic development of the company through the promotion of

157



innovation and change management, and to exist as a corporate culture -
from the moment the company emerges and to the very end.

Innovation development implies a radical change in approach to staff
development. The company, opened to innovations, transforms approaches
to recruitment, approves the exit of employees beyond the scope of official
duties in finding solutions for problems, encourages internal informal
groups, and provides direct and open communication with management staff [6].

The company demonstrates its course on organizing innovative
activities for the market and employees through particular actions and
statements of internal leaders and top management. These actions may
include identification of innovation as a key component of a business
strategy, identification of the focus and objectives of innovation, assigning
and defining personal responsibility for internal sponsors and managers,
identification of motivation programs, and allocation of other resources to
support innovation as strategic initiatives.

The innovator company builds a strategy for interacting with the
outside world, focusing not only on solving current tactical business tasks, it
also uses external connections to find and implement promising solutions,
attract the best people and change the reputation in the market.

Now new ideas and technologies are rapidly emerging in the market,
changing the way of doing business, destroying old markets and creating
new ones in months, completely changing the landscape of the economy.
Innovative companies are ready for quick understanding, adoption and
adaptation of the new rules of the game, perceiving subversive technologies
as an opportunity for success, but not a threat to business.

It is advisable to create a staff team of personnel engaged in strategy
development, management of innovation programs and their activation
within the company [7]. The participants of the innovation group are
simultaneously experts on internal corporate communications and sources of
change. Such programs are centered within the company and can include
full-time and part-time employees working on the strategy and control of
innovation programs. However, experts of such teams should be selected
very carefully — they must have experience in communicating with other
units and be able to influence the position of the entire company.
Innovations, which are the main source of competitive advantages,
determine the success of each leading company in virtually any industry.
Today they are so easily copied that the basis of the leadership strategy in
this area is not even access to technology, but an ability of firms to bring
their technological potential in line with market requirements.

Under such conditions, the cooperation of profile innovation
marketing teams with traditional R & D divisions and operational
departments is effective, which in fact proves the world practice of
innovation activity.
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Such corporate balance of power, on the one hand, allows avoiding
the development of technologically complex products, which are not able to
put a new direction in the development of consumer demand, and therefore
fail in the market. On the other hand, it helps to avoid a situation where
emphasized attention to market requirements without proper understanding
of technological opportunities leads to extensive, rather than intensive
development of the existing products. In this case, firms cannot get a
significant increase in opportunities for innovation.

In order to avoid the launch of very complicated proposals, but at the
same time to create revolutionary products meeting market requirements,
throughout the innovation process (from the original idea to launching the
product on the market), companies must effectively combine the work of
two business units: the direction of new developments (R & D) and
marketing.

If the work of these services is interconnected, and their information
systems are integrated, they have a common vision of the innovation
project. There is mutual trust, open information exchange. They often
interact; mutually provide data and use information together to make
decisions, for example, concerning the benefits of the product. This prevents
the domination of one functional department over another, which threatens
to eliminate unclaimed innovations (when a new development department
has a pre-marketing advantage) or launching another «reincarnation» of the
existing product (if marketing manages the work of engineers).

Involving people from R & D and marketing into one cross-
functional team within the framework of matrix approach contributes to a
significant increase in integration between the divisions. In this regard, it is
interesting to note that one of the first initiatives of the newly appointed
CEO of Opel was the introduction of cross-functional teams to increase
integration and, consequently, reduce the time to market products, as well as
to improve their quality development.

A special option for R & D and marketing integration operates in the
American company Maytag, which ranks third place in the United States for
the manufacture of large household appliances (and has recently joined
Whirpool). Both functions are carried out by the Advanced Innovation in
Technology division, the tasks of which are formulated in two ways: on the
one hand, it must engage in the study and forecasting of the needs of
consumers, on the other — the study of the latest technologies that help
bring about new ideas.

To solve the first task, the service of consumer market monitoring is
provided in the structure of the department (in terms of internal structure, it
is divided into divisions; each of them is responsible for the development of
a particular product line). With its help, Maytag watches how the lifestyle of
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a typical modern family changes. Full occupancy of family members makes
people cook and eat outside home more often. However, they still have an
internal desire to make the family's food balanced. In view of this, the
department of advanced technological innovation, as part of its strategic
task, is considering different ways for creating such a medium for
consumers in which they can cook easily and quickly.

The Department of Advanced Technology Innovations is managed
by the Chief Technology Officer, to whom two directors report. The
department also has project managers and full-time engineers. The main
responsibility for a major project relies on one of the project managers who
manages a cross-functional team of engineers.

Such teams do not just turn the desire and the needs of customers
into the language of technology — they do this, combining the capabilities
of specialists with various knowledge. For example, when working on the
creation of a corner furnace for kitchen furniture (a new product concept),
engineers from the Advanced Innovation Technology Division collaborate
with engineers responsible for ovens development to create a conversion /
convection oven, while at the same time it is possible to place it next to the
TV. Problems of this kind have never arisen before, as the company Maytag
was engaged only in the development of constructively independent
devices. Now, when they become relevant, their solution requires
integration not only between marketing and development, but also within
the service itself. That is, creating an effective mechanism for corporate
marketing of innovation, which is a manifestation of corporate culture of the
company, supports innovation and emphasizes their importance as an
instrument of new developments and marketing integration.

Table 1
Areas of innovations marketing development in corporate structures
Directions Essence and implementation
1 2
Strategy Innovative activity is considered one of the main factors
and direction of business increase and transformation. Assessment of

innovative development level is made and steps
concerning its improvement are developed: organization
of internal processes, innovation culture, research of
innovation development strategy and key performance
indicators
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Continuation of table

1

2

Integration
of processes

Search of startups, teams, products and technologies on
Ukrainian and international markets according to the
request of the company with further integration.
Formulation of internal request for innovation by
business divisions of the company, and implementation
of the entire list of procedures for the formation of
projects short lists, and integration of startups:
formulation of the request for innovation within the
organization, creation of a funnel of projects based on
the criteria of the request, systematization and selection
of projects, creation of perspective projects’ short lists,
piloting startups, integration of startups into the company
structure. The process of finding innovations is funded in
a sufficient amount

Culture and
people

Implementation of an effective innovation support
environment, processes directed to attracting staff and
promptly making key decisions. Each employee has the
opportunity to participate in the process of innovations
implementing, the Institute of mentoring from more
experienced employees is organized. Innovation is a key
topic for top management

Organizational
development

Internal teams on innovations have been organized.
Funding is provided for the involvement of external
experts, implementation of advanced technologies and
the prototyping of perspective hypotheses. Conducting a
thorough business analysis to identify bottlenecks and
potential areas, where new technologies can be applied.
Compilation of all reliable sources of innovation and
innovative ideas in selected areas. Weekly / monthly
reviews and selection of the most important events and
examples of innovations application in the relevant area.
Estimation of potential impact of each event or
technology on the company, its activities and target
markets. ldentifying opportunities for investment and
growth, as well as potential threats to business.
Development of recommendations for responding to
positive and negative effects that provides new
technologies for each business
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Continuation of table

1

2

Openness to
external
influences

The process of introducing innovations involves working
with contractors, suppliers, and educational institutions.
Expert communities are formed, crowdsourcing of ideas
is applied. Work of training centers is organized that
helps employees and top management to master the
skills and methodologies of innovative thinking and
innovation development in the company, aimed at both
subversive innovations as well as support and
optimization approaches. Additional obtaining by staff of
the required competencies in the following areas:
Intellectual Property, Innovative Project Management,
Risk Management Methodologies in Innovation Projects
at All Stages of Development, Personal Skills and
Development of Business Competencies, Marketing of
Innovative Products, Investments and Legal Issues of
Investing

Readiness  for
rapid changes

An internal innovation team constantly monitors current
trends, assesses the potential for their application, and
informs relevant colleagues about successful practices
and perspectives. Different techniques are actively used:
experiments, creation of innovation incubators, use of
open innovation, innovative outposts, venture funds, etc

Common understanding and vision of innovation importance creates
the need for cross-functional collaboration in the genetic structure of the
organization. This motivates and allows employees to strive for establishing
effective communication — formal and informal — with colleagues from
other departments that contribute to the overall vision.

We suggest developing the marketing of innovations in corporate
structures in the following areas:

— strategy and direction;

integration of processes;

culture and people;

organizational development;
openness to external influences;
readiness for rapid changes (Table 1).

Conclusions. Consequently, effective innovative development in
corporate structures primarily involves creation of effective culture of
entrepreneurship within the company for the sake of innovation, which can
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act as a separate product, be an innovation marketing technology, and be the
result of other types of innovations. The leading role in this case is given to
marketing services, which are the participants of the company innovation
group and are in close interaction with other company services for the
formation of mentality aimed at innovations, improvement of innovative
processes, and creation of consumer value, increase of income and
preservation of its competitive advantages among employees.

Establishing interconnection of the effective forms of marketing
research concerning the choice of new products in the process of interaction
between innovation process participants using modern tools of innovation
marketing is necessary to meet the growing consumer requirements to the
quality of offered goods and services and their successful promotion.

Creating a modern innovation base in corporate structures,
promoting their innovation activities through the introduction of economic
mechanism to support promising innovative ideas and application of
effective business models of strategic development is the key to their
transition to the innovative model of effective development.
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CYYACHI TPOBJEMU AKOCTI TPYIOBOI'O KUTTA
HACEJIEHHS YKPAIHHA

H.I. €EcinoBa

Hocniooceno  cyuacui  npobremu ma Memoou NOKPAWEHHA —AKOCH
mMpyo08o2o  JHCUMMsA — HACENeHHA, iX 6MIU8 HA  NOBEOIHKY  POOIMHUKIE.
Oxapaxmepuszogana ponw opeanizayii npayi na nionpuemcmsi. [Iposedeno ananiz
axkocmi mpyoogozo scumms 6 Yxpaiui. Ilpoananizosano eaxciugicms 6UCOK020
PI8HA AKOCMI MPYO0BO2O HCUMMsL ONIsL PO3GUNIKY NIONPUEMCINGA 30Kpema I Oepircasu
3aeanom. Busnaueno ocmosui nedonixu 6 cyuyacHini opeawizayii npayi Yxpaiuu.
Yemanosneno, wo eucoxa axicme mpyoosozo ocummsa eede NiONPUEMCMBO OO
YCRIXY, W0 NPOOEMOHCMPOBAHO HA NPUKAAOAX HALLY CRIWHILUUX KOMNAHIL C8iny.

© €Ecinosa H.I., 2018

165


mailto:larysanosach.uk@gmail.com
mailto:larysanosach.uk@gmail.com
mailto:larysanosach.uk@gmail.com
mailto:galia1986@gmail.com
mailto:galia1986@gmail.com
mailto:galia1986@gmail.com

