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EVALUATION OF THE EFFECTIVENESS OF MARKETING INNOVATIONS

At the present stage of functioning of enterprises, the dynamics of their
development depends on the introduction of innovations in all spheres of activity. As a
result, there is an objective need for the active use of marketing activities of innovations
on the basis of a wider use of marketing tools. The versatility and variability of various
methodological approaches to the assessment of marketing innovation activities of
enterprises necessitates an integrated approach to determining the dynamics of innovation
processes based on one of the integral criteria, in the which can be an indicator of the
innovative activity of the marketing activity of the enterprise.

Therefore, it is relevant to develop methodological approaches to assessing the
economic efficiency of marketing innovations and justifythe choice of a strategy for
innovative development of an enterprise [1-11].

In our opinion, innovation activity should be understood as intensity Innovative
Activities Industrial of enterprises sentouch on the development and attraction of new
technologies or improved Innovative products in the economic turnover. On the basis of
traditional methods of analyzing innovation activity, it is customary to assess the
development of the enterprise infrastructure in the field of R&D, as well as to determine
their ability to measuregiconsolidation of innovations [1, 5, 10].

This approach is used mainly in the formation of reporting and statistical data on
the state and development of innovative activities of enterprises. However, Evaluation of
innovation and marketing Activity should also be used in the process of managing
innovative development in the development of appropriate strategies. In this scenario,
assign metrics Marketing activity will consist not only in assessing the innovative activity
of the enterprise in introducing innovations, but also in analyzing its potential
opportunities in the field of R&D, and in Activitiesu structural elements interrelated with
this sphere for the effective implementation of the innovative development strategy
Enterprise. Evaluate Marketing activity and justify the choice of the strategy of innovative
development of the enterprise is offered on the basis of calculation and analysis of the
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system of economic indicators  characterizing the  possibilities  of
entrepreneurshipsiDevelopment and masteredand innovation. Based on proDepending on
the level of the current provision of the enterprise with the necessary innovative resources,
it is possible to plan the implementation of an acceptable strategy for the innovative
development of the enterprise.

Assessment Marketing activity of the enterprise, as an integral part of the analysis
of the internal environment of the enterprise, offers conduct on based on analysis Status
of activity in the field of R&D and integrated with it structural units of the enterprise [2,
9]. Depending on the level of current technological and production-economic
development of the enterprise, it is possible to choose a leader's strategy in the
development of fundamentally new products or a follower's strategy, that is, the
introduction of improving Technologies. For such an analysis, it is necessary to use the
classification of elements of the innovation infrastructure, which will provide an answer
to the question of what start-up potential in the field of R&D should be considered
sufficient for the effective development of new or improving technologies [3, 6]. The
defining elements of the innovation infrastructure should be considered:

- innovation-oriented structural units of the enterprise own scientific divisions,
design department, chief technologist department, product quality control laboratories,
new product marketing department, patent department; —

- professional staff - innovative leaders, R&D specialists, marketing specialists,
planning and forecasting of customer demand;

- material and technical support of the research base, pilot installations, research,
experimental and laboratory equipment; —

- own financial resources, attracted, investment, grants; —

- intellectual property inventions, trademarks, industrial designs, know-how,
innovative programs and— plans-projects;

- additional sources of improving the results of innovative activity, project
management experience, information department, strategic development department,
partnerships with research institutions, universities. —

Evaluation Marketing activity as a componenther the methodical approach to the
analysis and selection for the introduction of new or improving technologies, in turn,
determines the state of the internal infrastructure resources of the enterprise, which ensure
the implementation of innovations. The assessment of innovation activity carried out
within the framework of the analysis of the internal environment (for example, on the
basis of a SWOT analysis) shows the strengths and weaknesses of the enterprise in the
field of R&D and its interrelated structural elements: personnel-professional, material and
technical, investment-financial and intellectual spheres. Availability innovativex and
infrastructure resources, their qualitative and quantitative composition determine the
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choice and effectiveness of the implementation of the strategy of innovative development.
They serve as a substantive basis for economic criteria that determine the current
production and technological state of the enterprise and its initial investment
opportunities for the implementation of the strategy of innovative development.

The totality of economic indicators of marketing activity, which determinethe level
of provision of an enterprise with infrastructure resources in the innovation sphere, can
be based on a system of the following coefficients:

1. Coefficient of personnel engaged in the implementation of research and
development.

2. Coefficient of the property of the enterprise intended for execution for research
and development.

3. Coefficient of provision of the enterprise with intellectual property.

4. Utilization rate of new products.

5. Coefficient of investment support of innovation activity.

6. Innovation growth rate.

The proposed method of economic assessment of marketing activity of an industrial
enterprise, based on the use of real economic indicators, is aimed at assessing the
innovative resources of the enterprise, the level and dynamics of their use.

References

1. Tkachov M.M., Pererva P.G., Kobielieva T.O., Tkachova, N.P., Diachenko T.A.
(2021) Management of relations with enterprise stakeholders based on value approach //
Problems and Perspectives in Management. VVol.19, Iss.1. P.24-38.

2. Pererva P.G., Kocziszky G., Veres Somosi M. (2019) Compliance program:
[tutorial]. Kharkov; Miskolc : NTU "KhPI". 689 p.

3. Kocziszky Gyorgy, Pererva P.G., Szakaly D., Somosi Veres M. (2012)
Technology transfer. Kharkiv-Miskolc: NTU «KhPI». 668 p.

4. KoGenesa T.O., BurBumpka O.11., Ilepepsa ILI., KoBanpuyk C.B. Crpareriune
VIIPABJIIHHS PO3BUTKOM MIIIPUEMCTBA Ha 3acajiax IHTeNeKTyalbHOi BiacHOCTi // Bicnux HTY
"XIII" (exornomiuni nayku) : 30. Hayk. np. Xapkis : HTY "XTII", 2022. Ne 1. C. 52-57.

5. Tkauosa H.II., Ilepepna ILI., KoGeneBa T.O. ®opmyBaHHs IHHOBaIIMHOI Ta
IHBECTHIIIMHOT TOJITHKKA TPOMMCIIOBOTO IANMPUEMCTBA Ha 3acajgax 30alaHCOBaHO1
CUCTeMU MOKa3HUKiB // Bicnux HTY "XIII": 36. nayx. np. «Texuiunuii npocpec ma
epexmusnicmo supobrnuymeay. Xapkis: HTY "XIII", 2015. Ne 59 (1168). C. 96-100.

6. Ko6enesa T.O. CyTHicTh Ta BU3HAUCHHS KOMITIA€HC-PUBHKY // Bicnux HTY "XIII":
30. nayk. np. Exon.nayxu. Xapkis: HTY "XIII", 2020. Ne 1 (3). C. 116-121.

7. Tkachova N., Kobielieva T., Pererva P. Formation of competitive advantages of
machine-building enterprises on the basis of the benchmarking concept [Electronic

314


http://repository.kpi.kharkov.ua/browse?type=author&value=Tkachov%2C+M.+M.
http://repository.kpi.kharkov.ua/browse?type=author&value=Pererva%2C+P.+G.
http://repository.kpi.kharkov.ua/browse?type=author&value=Kobielieva%2C+T.+O.
http://repository.kpi.kharkov.ua/browse?type=author&value=Tk%D0%B0%D1%81hov%D0%B0%2C+N%D0%B0diia+Petrivna
http://repository.kpi.kharkov.ua/browse?type=author&value=Diachenko%2C+T.+A.

XIV MixkHapoHa HayKOBO-TIPaKTHYHA KOH(PEPEeHILis
«CyuacHi X019 A0 KPEaTUBHOT'O YIIPABIiHHSI €KOHOMIYHUMH MPOLIECaMm»,
13-14 xsitHa 2023 poky, Kuis, HAY

resource]. International Marketing and Management of Innovations: Global Sci. E-
Journal. Bielsko-Biala, 2021. Ne 6. 10 p.
8. Kobenea T.O., Ilepepna I[1.I'. ®DopMyBaHHS CHUCTEMH €KOHOMIYHOT CTIMKOCTI Ta

KOMIUTA€HC 3aXUCTY MAIIMHOOYIIBHOTO TiANPUEMCTBA // Exonomixa: peanii uacy. 2018. No 1
(35). C. 98-106.

9. Ilepepna I1.I'., KoGenesa T.O., TkauoBa H.Il. ®opmyBanHs iHHOBAIHHOI Ta
IHBECTHUIIMHOI TOJIITUKA TPOMUCIOBOTO MIANPUEMCTBA Ha 3acajax 30aJaHCOBAHOI
cucteMu NoKa3HUKIB // Bicnux HTY "XII1" : 36. nayx. np. Temam. éun. : Texniunuii npocpec ma
epexmusricmo supoonuymea. Xapkis : HTY "XTIII", 2015. Ne 59 (1168). C. 96-100.

10. Imnsmenko C.M., Ilepepsa IL.I'., Macnak O.I., Ko6enera T.O., KyunHcbkuii
B.A. EdextuBHicTh 1H(MOpPMAIIHHUX TEXHOJOTIA B YIPABIIHHI 1HTEIEKTYaJIbHOIO
BJIACHICTIO MpOMUCIOBOro mignpuemctBa // Bicnux HTY "XIII": 36. Hnayk. np.
Exon.nayxu. Xapkis : HTY "XTIII", 2021. Ne 1. C. 53-58.

11. Macnak O.I., Ilepepsa IL.T"., KoGenesa T.O., Kyunncekuii B.A., Imsimenko
C.M. AyTcopcHHT TaTEHTHUX, JOTICTUYHUX Ta 1HHOPMAIIITHUX MOCIYT SIK IHCTPYMEHT
NiABUIICHHS €(DEeKTUBHOCTI YIPABIIHHS IHTENEKTYaIbHOIO BIACHICTIO HA IPOMHUCIOBOMY
nignpuemctsi // Bicnuxk HTY "XII1": 36. nayk. np. Exon.nayxu. Xapkis : HTY "XIII",
2021. Ne 2. C. 21-26.

Tsitsilenko N.O., student,
Academic supervisor: Doctor of Economics, prof. Hrytsenko S.1.
National Aviation University, Kyiv

ECONOMIC BENEFITS FROM THE PRIVATIZATION OF STATE INLAND
WATER TRANSPORT IN THE CURRENT CONDITIONS

Before the beginning of the full-scale invasion of the Russian Federation into
Ukraine, 75% of external Ukrainian trade was accounted for by sea transport [1]. In
today's conditions, this volume of turnover must be covered at the expense of other
logistics routes, and this is the most significant problem for enterprises whose field of
employment is wholesale trade. River ports are one of the directions for increasing export
capacity.

The capacity of the Ust-Dauna port is 4 million tons , in 2021 only 6 thousand tons
passed through it . For four years (2018-2021), the state-owned enterprise ended the year
with losses. The state does not have funds for repair work, restoration and modernization
of the port and does not have the resources to pay all debts. Elixir Ukraine won the auction
and paid UAH 201 million + UAH 40 million VAT for the asset [2].

The results of privatization had a positive impact on the country's economy. The
state received funds from the sale of the port and a new taxpayer. Also, "Elixir Ukraine"
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