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In the article, the authors justify the importance of the role of marketing innovations in

product policy of enterprises and their impact on business development in the modern

dynamic market environment. The work is based on relevant scientific research and

publications, analyzes the latest trends and approaches in the field of marketing. The

theoretical and practical aspects of using marketing innovations in product policy of

enterprises have been studied, and their impact on competitiveness and profitability of

companies has been identified. The scientific novelty of the research lies in substantiating

the theoretical and practical aspects of effective marketing innovations and their role in

the product policy of enterprises. The authors propose the implementation of marketing

innovations in the practice of enterprise work, including the use of new advertising and

product promotion methods, the creation of exclusive products, the use of innovative

technologies in production, and so on. The research was conducted based on the analysis

of scientific sources and empirical data in order to identify and describe various types of

marketing innovations, their features, and relationships with the product policy strategy of

the enterprise. The authors conclude that marketing innovations are a key factor in business

development in the conditions of an unstable market environment and changing consumer

needs. Their implementation will allow enterprises to ensure sustainable competitive

development and positioning in the market. The conducted research can serve as a basis

for forming new theories and concepts in the field of marketing, increasing the level of

knowledge and qualifications of specialists, considering modern approaches to marketing,

including the development of new products, their promotion in the market, ensuring the

quality of goods and services, creating and developing brands, in order to increase the

competitiveness of enterprises.
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Introduction and formulation of the problem

The fast technological development, changes
in consumer behavior, increasing competition in the
market, and the implementation of new product
quality management standards require companies to
constantly adapt to new conditions and implement
innovative solutions. Therefore, the role of marketing
innovations in the product policy of the enterprise is
very important in the modern business environment.

Thanks to marketing innovations, companies

can increase the efficiency of their product policy,
increase sales, increase customer loyalty, and
competitiveness in the market. In addition, the
implementation of innovations in product policy can
be an important factor in attracting new investors
and also affect the company’s image and positioning
in the market.

The practical significance of the conducted
research lies in the possibility of implementing the
recommended solutions in the activities of
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enterprises, which can help companies increase the
efficiency of their operations, attract more customers,
and improve their image in the market.

In connection with this, the study of the role
of marketing innovations in the product policy of
the enterprise is of great importance for researchers
and practicing professionals in the field who are
looking for new ways to increase business efficiency
and achieve a competitive advantage in the market.

Therefore, issues related to the role of marketing
innovations are extremely relevant and important
for the successful development of product policy of
enterprises and increasing their competitiveness.

The study has an important connection with
practical tasks related to increasing the
competitiveness of enterprises in the context of
globalization of the economy and rapid technological
development. The use of marketing innovations in
product policy can become an important tool for
ensuring the successful operation of enterprises in
the market and maintaining their positions in
competitive struggle.

Analysis and research of publications

The role of marketing innovations in the
product policy of enterprises is a relevant problem
in economic science. In recent years, a significant
amount of scientific research and publications have
been published that highlight various aspects of this
issue. Many domestic and foreign scientists have been
involved in studying issues related to marketing
innovations and their impact on the product policy
of enterprises [1–16].

The overwhelming majority of these studies are
devoted to individual applied aspects of marketing
innovations, in particular, approaches to analyzing
consumer needs for new types of products, marketing
justification for their development, promoting
innovations to the market, forming the market for
individual types of innovations, such as environmental
innovations, and so on [1–16].

For example, authors [1] study the impact of
various factors on innovation activity in marketing
in small and medium-sized enterprises (SMEs). In
the article, researchers use regression analysis to
determine which factors can influence the marketing
innovation activity of SMEs. As a result of the study,
the authors identified that the most significant factors
determining innovation activity in marketing of SMEs
are: availability of internal and external resources,
market and user orientation, flexibility and speed of
decision-making, and risk propensity.

In the works [2], the authors conducted a review
of approaches to defining the concept of marketing
innovations and proposed a synthesis of models of

marketing innovations, identifying its four key
elements: innovation in the product, innovation in
promotion, innovation in price, and innovation in
product distribution. The researchers also noted that
marketing innovation should be decisive in
establishing and maintaining the competitive
advantage of an enterprise.

In the article [3], the author analyzes the
relationship between the marketing concept and
marketing innovations, noting that innovations
become the result of the implementation of the
marketing concept in the activities of the enterprise.
The article also notes that an important element of
marketing innovations is the use of new technologies
in the development and promotion of products,
which can provide a competitive advantage in the
market.

Some recent studies focus on the role of
marketing innovations in product development and
their impact on company performance, emphasizing
the importance of adopting a customer-oriented
approach and using technology to enhance product
offerings (services). Other studies emphasize the need
for strategic alignment between product innovation
and marketing efforts to achieve success in the
market. However, there are still controversial issues
among researchers, such as how to measure the
impact of marketing innovation on product success
and how to balance the trade-off between cost and
innovation in product development.

A thorough analysis and synthesis of works by
domestic and foreign scientists has allowed the
following definition of the category of «marketing
innovations» to be formed. In particular, the work
[2] states that this is an activity aimed at finding
new areas and ways of using the enterprise’s potential,
developing new products and technologies based on
this, and promoting them in the market to satisfy
the needs and demands of consumers in a more
effective way than competitors, obtaining profit as a
result, and ensuring conditions for long-term survival
and development in the market.

Marketing innovation is the key to the success
of innovative companies, as it allows identifying and
controlling factors that determine the conditions for
long-term survival and development (based on
innovation) in the market [2].

Analysis of scientific publications indicates that
marketing innovations are an important component
of the firm’s product policy and a key factor in
competitiveness in the modern dynamic market
environment. However, there are specific aspects of
marketing innovations that need to be investigated
in the context of their role in the product policy of
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enterprises.
Purpose of the article

The aim of the article is to explore the
theoretical and practical aspects of effective marketing
innovations and their role in the product policy of
enterprises.

Presentation of the main material

Marketing innovation is an important aspect
of product policy for businesses as it allows for the
competitiveness of products in the market by
implementing new ideas, technologies, products, and
services. It is a key factor for the success of companies
in the Industry 4.0. In order to effectively utilize the
potential of advanced technologies and ensure
competitiveness in the market, companies must
develop and implement innovative products and
services.

One of the first studies on the role of marketing
innovation was M. Porter’s publication in the book
“Competitive Strategy”. He discusses that marketing
innovation can be an effective tool for firms seeking
to establish a strong market position. The author
argues that marketing innovation can help firms
achieve a competitive advantage based on the creation
of a unique product or service that competitors cannot
replicate [13].

In 2003, Ñ. Clayton conducted a study on
marketing innovation. In his research, he argues that
effective marketing innovation is necessary for the
development of a business. The author emphasizes
the importance of understanding the consumer and
taking into account their needs and desires when
creating new products or services. M. Christensen
also stresses the importance of conducting thorough
market and competitor analysis to create products
that meet market needs and have a competitive
advantage [14].

The article by O. Danzen is devoted to
measuring the mediating role of marketing innovation
in marketing competence and sustainable competitive
advantage. The study used a descriptive and
quantitative approach to test the hypotheses. The
data was collected among 85 managers and/or owners
of the SMEs foodservice sector in Angeles City,
Pampanga. The results of the research show that
there is a significant relationship between marketing
competence, marketing innovation, and sustained
competitive advantage of the firm. Furthermore,
product and price innovation significantly mediate
the relationship between marketing competence and
sustainable competitive advantage [15].

The impact [16] of the innovative marketing
components on increasing the competitiveness of
the enterprise is considered in the article, also the

essence of marketing in innovation management is
revealed. Such economic categories as “innovation”,
“innovation policy”, “innovation marketing” are
analyzed in the article, their role and importance in
the economic activity of enterprises are identified.
The influence of the components of innovative
marketing on the efficiency of the general activity of
the enterprise, optimization of its production process
and increase of the profitability of the enterprise are
also determined.

Furthermore, the aforementioned studies
indicate that marketing innovations can impact the
product policy of a business, making them
additionally important for successful business
operations. However, despite the existence of a
considerable amount of scientific literature, the role
of marketing innovations in the product policy of
enterprises in modern market conditions remains
insufficiently disclosed.

This study aims to highlight the importance of
marketing innovation in forming the product policy
for businesses and its impact on business effectiveness.
It will detail the implementation of marketing
innovation in various areas of business activity,
including sales strategies, product promotion, and
support.

Marketing innovation is an integral part of the
successful operation of any company. These
innovations may vary depending on the purpose and
characteristics of the activity, but their main goal is
to attract and retain customers, increase sales, and
improve the competitiveness of the enterprise in the
market. Here are some typical marketing innovations:

– development of digital marketing channels:
this may include the development of websites, mobile
apps, social media channels, and e-commerce. These
channels provide companies with the opportunity to
communicate with their customers more effectively,
provide accessibility and convenience of interaction,
and can be used to collaborate with influential
personalities, which can increase attention to the
company and enhance its popularity;

– personalization: can be achieved through
various methods, such as using customer data to
create personalized advertising messages, individual
discounts or loyalty programs. This allows companies
to create closer relationships with their customers
and increase the likelihood of repeat purchases;

– development of video content: is an effective
tool for businesses that want to effectively
communicate their message and showcase their
products to their audience. Advertising videos can
be used to introduce new products, create an
emotional connection with customers, as well as
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convey information about the company’s socially
responsible activities;

– social responsibility: companies can use their
social responsibility to enhance their reputation and
draw attention to their activities. This can be achieved
through support of charitable organizations,
participation in social projects, environmental
activities, and other initiatives.

– interactivity: can include creating interactive
advertising campaigns, contests and games, which
allows companies to engage customers and create
an active dialogue with the audience.

Here are some examples of companies that
successfully use marketing innovations to increase
their attractiveness in the market.

Kyivstar is a Ukrainian mobile operator that
actively uses digital marketing channels to attract
customers and collaborates with influential
personalities to increase its popularity.

Molochna Dolyna is a Ukrainian producer of
dairy products that actively works on personalizing
its offerings, creates loyalty programs, and conducts
interactive campaigns to attract customers and
enhance its reputation in the market.

These examples demonstrate that marketing
innovations can help companies create a strong
competitive position in the market and enhance their
reputation among customers. However, to achieve
success in this direction, they must be willing to
invest in marketing research and develop new
strategies.

Marketing innovations are an important tool
for the development of companies, as they allow
increasing their effectiveness and competitiveness in
the market. The main roles of marketing innovations
in the development of product policy include:

– increasing awareness about the company:
excellent marketing innovations help to attract
customers’ attention to the company’s products;

– new approaches to promoting goods and
services can make the company more accessible and
attractive to customers;

– improving product quality: marketing
innovations allow companies to learn more about
their customers’ needs and desires. This can
contribute to improving the product’s quality and
adapting it to customers’ needs;

– expanding the audience: marketing
innovations can help companies attract new
audiences and expand their sales markets. For
example, the use of new communication channels
with customers, such as social media, can help attract
a larger audience;

– increasing competitiveness: companies that

implement marketing innovations can increase their
competitiveness in the market. This may include
reducing the cost of the product, using new
production technologies, developing new products
and services that more accurately meet market needs;

– increasing customer loyalty: marketing
innovations can help companies attract and retain a
loyal audience. For example, loyalty programs,
personalized solutions and offers, and effective
communication with customers can help increase
customer loyalty and satisfaction.

To achieve these goals, companies must focus
on marketing aspects such as:

– market and competitor analysis: companies
must carefully study customer needs and preferences,
study the market and competitors, analyze trends
and forecast future trends. Due to changes in
consumer behavior, it is necessary to constantly study
and analyze markets, identify new needs and demand
for products and services;

– marketing strategy development: companies
must develop marketing strategies aimed at
introducing innovative products and services to the
market. This may include developing new brands,
studying marketing channels and formats, and
planning marketing activities;

– use of modern technologies: companies
should use the latest technologies to improve the
quality of their products and services, ensure more
efficient interaction with their customers, and
increase the return on their marketing efforts;

– creation of an innovative culture: companies
should create an innovative culture that promotes
the development of new ideas and technologies. This
may include involving employees in the process of
developing and implementing innovations, creating
platforms for collaboration and idea exchange among
employees, and providing support for innovative
projects;

– interaction with consumers: companies
should actively interact with their consumers, study
their needs and desires, provide quality service, and
respond promptly to customer inquiries [3].

In addition, companies should create special
innovative programs and promotions to attract new
customers and retain existing ones. However, there
are some problems that need to be identified and
effectively addressed in order for innovation
marketing to function successfully in today’s
conditions [10].

It is worth noting that some companies may
not pay enough attention to the process of developing
and implementing innovation due to a lack of
understanding of the market and technologies used
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in their industry. Therefore, they should be prepared
for their products and services to become outdated
very quickly and constantly strive to improve and
adapt to new conditions. The inability of companies
to adapt to rapid changes in technology and markets
can lead to loss of competitive advantage.

In addition, the development of new products
and services can be a very expensive and complex
process, so it is important for companies to have the
necessary resources for research and development,
such as funding, human resources, and infrastructure.

Market instability and fierce competition
between companies can lead to products and services
becoming less unique and innovative. Companies
need to be prepared for their innovative solutions to
be borrowed by competitors, so they must constantly
develop new ideas and approaches.

Another problem is attracting and retaining
qualified professionals. The modern market requires
skilled professionals who are knowledgeable about
new technologies and have the relevant skills.
However, finding and retaining such professionals
can be challenging as their demand grows and
competition for them also increases [11].

Therefore, companies must develop an effective
innovation marketing strategy to adapt to the market
and maintain competitiveness. It is important to use
new marketing technologies and tools, such as data
analysis, interactive marketing campaigns, video
marketing, social media marketing, and others, to
effectively communicate with their target audience.

In addition, companies should carefully study
the needs and expectations of their customers and
focus on creating unique products and services that
meet those needs. It is also important to establish
effective communication with their employees and
involve them in the process of developing and
implementing innovations to ensure support and
engagement from the entire team towards a common
goal.

Finally, companies must cultivate an innovation
culture and create a favorable environment for
innovative projects. It is important to allow employees
to make mistakes and learn from them, as well as
create conditions for the development of creative
thinking and the search for new ideas. Only in this
way can companies effectively implement innovations
and maintain competitiveness in today’s market
conditions.

Thus, in recent years, innovation marketing has
become increasingly important for many companies
due to the rapid pace of technological development
and changes in consumer behavior, which require
constant adaptation and the application of innovative

approaches to business. Therefore, for effective
formation and functioning of innovation marketing
in modern business conditions, companies need to
constantly update and improve their marketing
strategies and methods to meet the needs of today
and ensure competitiveness in the market.

Based on their research, the authors conclude
that marketing innovations are an integral part of
modern business strategy, which allows companies
to remain competitive and adapt to changes in the
market environment. The main findings of the study
include:

– marketing innovations are an important
element of a company’s product policy, as they
contribute to improving the quality of products, their
effective promotion, and increasing competitiveness;

– successful implementation of marketing
innovations requires the use of modern marketing
methods and tools, such as internet marketing, social
networks, mobile applications, and so on;

– ensuring proper product quality is an
important factor in success, as it is the basis for their
competitiveness and popularity among consumers;

– effective implementation of marketing
innovations requires qualified personnel, knowledge
of the market, and the specifics of the products.

The research results indicate that the use of
marketing innovations in a company’s product policy
allows for increased competitiveness and profitability,
as well as improving its reputation and promoting its
development. Furthermore, the relationship between
marketing innovations and a company’s product
policy must be taken into account when developing
a business development strategy.

According to the study, the following steps are
important recommendations for effective business
and product policy development:

– development of innovative marketing
strategies: companies should study the market and
consumers, analyze competitive advantages and
disadvantages, identify and propose new products
and services, as well as develop new distribution
channels;

– use of innovative marketing tools: companies
should use new marketing tools and technologies,
such as social media, internet marketing, mobile
marketing, video marketing, content marketing, etc.;

– ability to quickly adapt to market changes
and respond to consumer needs;

– strengthening research and development:
companies should focus on continuously improving
their products and services by investing in research
and development;

– human resources development: companies
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should attract and, if necessary, improve the
qualifications of marketing specialists, which will
allow them to effectively implement marketing
innovations and strategies.

The recommendations obtained as a result of
the research on the use of marketing innovations in
the company’s product policy can be useful for
practitioners and researchers in this field. These
recommendations may include:

– focusing on the processes of creating new
products and their further development to respond
to changes in demand and market trends;

– considering opportunities for using new
technologies and innovative solutions in product
development and production;

– implementing marketing innovations in
various areas of the company’s activities, such as
product promotion, increasing sales, and brand
development;

– developing and improving the system for
analyzing the market and consumers to stay informed
about the latest trends and react to them in a timely
manner;

– providing continuous training for personnel
in the field of marketing and innovation to effectively
utilize new ideas and technologies;

– ensuring effective cooperation among
different departments of the company to successfully
implement marketing innovations;

– establishing metrics and a system for
monitoring the use of marketing innovations to
evaluate their effectiveness and make necessary
adjustments.

These recommendations can be used by
companies in any industry to improve their
performance in the modern market environment.

To achieve success in implementing marketing
innovations, the authors recommend involving all
stakeholders in the development and implementation
process, including consumers, partners, and
competitors, constantly monitoring results and
adjusting strategies according to market needs.

Therefore, based on the conducted research, it
can be concluded that marketing innovations play
an important role in shaping a company’s product
policy. The research showed that the use of marketing
innovations allows companies to more effectively
promote their products in the market, increase their
competitiveness, and improve financial performance.

In the context of rapid technological changes,
one of the main problems of marketing innovation
formation and effectiveness is the insufficient
attention of companies to the development of
marketing strategies aimed at introducing innovative

products and services.
Analyzing the processes that are currently taking

place in the field of marketing innovation, it can be
argued that its future will be associated with an
increase in the amount of data, their processing and
the use of innovative technologies, which will
significantly improve the effectiveness of the
enterprise’s product policy.

The authors’ personal contribution lies in
deepening the understanding of the importance of
using marketing innovations in the enterprise’s
product policy and their impact on its
competitiveness and profitability. In addition, the
authors of the article have developed
recommendations for the use of marketing
innovations in the enterprise’s product policy, which
can be useful for practicing managers and researchers
in this field.

Conclusions

In the context of rapid technological changes,
one of the main problems of marketing innovation
formation and effectiveness is the insufficient
attention of companies to the development of
marketing strategies aimed at introducing innovative
products and services. The rapid development of
scientific and technological progress and the
implementation of innovative technologies in all areas
of life have become an important precondition for
researching the role of marketing innovations in
product policy of enterprises.

Analyzing the processes that are currently taking
place in the field of marketing innovation, it can be
argued that its future will be associated with an
increase in the amount of data, their processing and
the use of innovative technologies, which will
significantly improve the effectiveness of the
enterprise’s product policy.

The scientific novelty of the research lies in
substantiating the theoretical and practical aspects
of effective marketing innovations and their role in
the product policy of enterprises. The authors’
personal contribution lies in deepening the
understanding of the importance of using marketing
innovations in the enterprise’s product policy and
their impact on its competitiveness and profitability.
In addition, the authors of the article have developed
recommendations for the use of marketing
innovations in the enterprise’s product policy, which
can be useful for practicing managers and researchers
in this field.

In particular, the authors’ recommendations
include: defining the purpose and strategy of
marketing innovations; analyzing the market and
consumers to identify needs, desires, and trends;
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creating new products and modifying existing ones;
effective management of the product life cycle;
developing marketing communications and
promotion strategies; ensuring high product quality
and customer service; using modern marketing
technologies and tools.

In summary, marketing innovations continue
to evolve, so it is important for marketers to stay up-
to-date on the latest research and best practices in
order to remain competitive and meet the needs of
their customers.

The results of the research can contribute to
the development of economic science, particularly
in the field of marketing, and help address a number
of important issues related to improving the efficiency
of enterprise activities and their competitiveness.
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ÐÎËÜ ÌÀÐÊÅÒÈÍÃÎÂÈÕ ²ÍÍÎÂÀÖ²É Ó ÒÎÂÀÐÍ²É
ÏÎË²ÒÈÖ² Ï²ÄÏÐÈªÌÑÒÂ

Ëèñåíêî ²., ²ëü÷óê Â., Âåðáèöüêà À.

Ó ñòàòò³ àâòîðè îá´ðóíòîâóþòü âàæëèâ³ñòü ðîë³ ìàð-
êåòèíãîâèõ ³ííîâàö³é ó òîâàðí³é ïîë³òèö³ ï³äïðèºìñòâ òà ¿õ
âïëèâó íà ðîçâèòîê á³çíåñó â ñó÷àñíîìó äèíàì³÷íîìó ðèíêîâîìó
ñåðåäîâèù³. Ðîáîòà áàçóºòüñÿ íà àêòóàëüíèõ íàóêîâèõ äîñë³ä-
æåííÿõ ³ ïóáë³êàö³ÿõ, àíàë³çóº îñòàíí³ òðåíäè òà ï³äõîäè â
ãàëóç³ ìàðêåòèíãó. Äîñë³äæåíî òåîðåòè÷í³ òà ïðàêòè÷í³ àñ-
ïåêòè âèêîðèñòàííÿ ìàðêåòèíãîâèõ ³ííîâàö³é ó òîâàðí³é ïîë-
³òèö³ ï³äïðèºìñòâ, âèÿâëåíî ¿õ âïëèâ íà êîíêóðåíòîñïðî-
ìîæí³ñòü ³ ïðèáóòêîâ³ñòü êîìïàí³é. Íàóêîâà íîâèçíà äîñë³ä-
æåííÿ ïîëÿãàº â îá´ðóíòóâàíí³ òåîðåòè÷íèõ òà ïðàêòè÷íèõ
àñïåêò³â åôåêòèâíèõ ìàðêåòèíãîâèõ ³ííîâàö³é òà ¿õ ðîë³ ó
òîâàðí³é ïîë³òèö³ ï³äïðèºìñòâ. Àâòîðàìè ïðîïîíóºòüñÿ âïðî-
âàäæåííÿ ìàðêåòèíãîâèõ ³ííîâàö³é ó ïðàêòèêó ðîáîòè
ï³äïðèºìñòâ, çîêðåìà: çàñòîñóâàííÿ íîâèõ ìåòîä³â ðåêëàìè òà
ïðîñóâàííÿ ïðîäóêòó, ñòâîðåííÿ åêñêëþçèâíî¿ ïðîäóêö³¿, âèêî-
ðèñòàííÿ ³ííîâàö³éíèõ òåõíîëîã³é ó âèðîáíèöòâ³ òîùî. Äîñë³-
äæåííÿ çä³éñíåíî íà îñíîâ³ àíàë³çó íàóêîâèõ äæåðåë òà åìï³-
ðè÷íèõ äàíèõ ç ìåòîþ âèÿâëåííÿ ³ îïèñó ð³çíèõ âèä³â ìàðêå-
òèíãîâèõ ³ííîâàö³é, ¿õ îñîáëèâîñòåé ³ âçàºìîçâ’ÿçê³â ç³ ñòðà-
òåã³ºþ òîâàðíî¿ ïîë³òèêè ï³äïðèºìñòâà. Àâòîðè äîõîäÿòü
âèñíîâêó, ùî ìàðêåòèíãîâ³ ³ííîâàö³¿ º êëþ÷îâèì ôàêòîðîì
ðîçâèòêó á³çíåñó â óìîâàõ íåñòàá³ëüíîãî ðèíêîâîãî ñåðåäîâèùà
òà çì³í ïîòðåá ñïîæèâà÷³â. ̄ õ âïðîâàäæåííÿ äîçâîëèòü ï³äïðèº-
ìñòâàì çàáåçïå÷èòè ñò³éêèé êîíêóðåíòíèé ðîçâèòîê ³ ïîçèö-
³îíóâàííÿ íà ðèíêó. Ïðîâåäåíå äîñë³äæåííÿ ìîæå ñòàòè îñíî-
âîþ äëÿ ôîðìóâàííÿ íîâèõ òåîð³é òà êîíöåïö³é ó ãàëóç³ ìàðêå-
òèíãó, ï³äâèùåííÿ ð³âíÿ çíàíü òà êâàë³ô³êàö³¿ ôàõ³âö³â, ðîçã-
ëÿäàº ñó÷àñí³ ï³äõîäè äî ìàðêåòèíãó, çîêðåìà, ðîçðîáêó íîâèõ
ïðîäóêò³â, ¿õ ïðîñóâàííÿ íà ðèíîê, çàáåçïå÷åííÿ ÿêîñò³ òî-
âàð³â ³ ïîñëóã, ñòâîðåííÿ òà ðîçâèòîê áðåíä³â, ç ìåòîþ ï³äâè-
ùåííÿ êîíêóðåíòîñïðîìîæíîñò³ ï³äïðèºìñòâ.

Êëþ÷îâ³ ñëîâà: ìàðêåòèíã ³ííîâàö³é, òîâàðíà ïîë³òèêà,
ï³äïðèºìñòâî, êîíêóðåíòîñïðîìîæí³ñòü, ìàðêåòèíãîâ³
ñòðàòåã³¿, ìàðêåòèíãîâ³ äîñë³äæåííÿ, íîâ³ òåõíîëîã³¿.
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In the article, the authors justify the importance of the role of
marketing innovations in product policy of enterprises and their impact
on business development in the modern dynamic market environment.
The work is based on relevant scientific research and publications,
analyzes the latest trends and approaches in the field of marketing.
The theoretical and practical aspects of using marketing innovations
in product policy of enterprises have been studied, and their impact
on competitiveness and profitability of companies has been identified.
The scientific novelty of the research lies in substantiating the
theoretical and practical aspects of effective marketing innovations
and their role in the product policy of enterprises. The authors propose
the implementation of marketing innovations in the practice of
enterprise work, including the use of new advertising and product
promotion methods, the creation of exclusive products, the use of
innovative technologies in production, and so on. The research was
conducted based on the analysis of scientific sources and empirical
data in order to identify and describe various types of marketing
innovations, their features, and relationships with the product policy
strategy of the enterprise. The authors conclude that marketing
innovations are a key factor in business development in the conditions
of an unstable market environment and changing consumer needs.
Their implementation will allow enterprises to ensure sustainable
competitive development and positioning in the market. The conducted
research can serve as a basis for forming new theories and concepts
in the field of marketing, increasing the level of knowledge and
qualifications of specialists, considering modern approaches to
marketing, including the development of new products, their promotion
in the market, ensuring the quality of goods and services, creating
and developing brands, in order to increase the competitiveness of
enterprises.
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