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MARKETING INNOVATION IN BRAND DEVELOPMENT

In the context of globalization, the decisive factor in the competitiveness of
companies is the effectiveness of the marketing system, but most attention is paid to
the development of innovation marketing, as innovation leads to completely new
products that are often in demand and play a major role in competitiveness. Also, in
today's world, companies can not exist without innovative processes in the production
and creation of innovative tools [8, 9].

At the present stage of development of economic activity of companies, an
effective way to increase production efficiency is the development of innovative
activities aimed at creating new products on the market, the introduction into
production of innovative technologies through which these products will be created.
Creating innovation processes in companies is a major factor in its competitiveness,
through which it becomes a market leader [11].

The creation and dissemination of product innovations can lead to the
emergence of innovative approaches in the field of marketing, such as - innovative
pricing strategies, innovative methods of promotion, innovative methods of
marketing research. Thus, today the importance of such functions of successful
business as marketing and innovation is felt.

These areas of activity are the main ones that can ensure the further
development of successful business and the effective existence of companies in
general. The complex of innovative marketing includes the development of
innovation strategy, market analysis and operational marketing [5].

Since innovation marketing includes the development of strategy, as a result we get
strategic innovation marketing, the main purpose of which is to develop a strategy for
introducing innovations to the market. Therefore, the basis of strategic marketing
research is the analysis of market conditions, followed by the development of market
segments, the organization and formation of demand, modeling customer behavior [4].
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Considering the stages of development of a complex of innovative marketing,
we can conclude that the main factor in the development is the choice of innovative
development strategy, which is based on strategic innovative marketing. Innovation
strategy is one of the means to achieve the company's goals, which is based on the
constant improvement of its activities, product upgrades, development of new
activities.

That is, an innovation strategy is a strategy aimed at anticipating significant
changes in the economic situation and finding large-scale solutions aimed at
strengthening market positions and stable development of the company [6].

According to P. Drucker - «There are only two things in a business that make
money — innovation and marketing, everything else is cost» [12].

If we talk about marketing and innovation and combine these concepts, we will
get new marketing tools. For a successful business, the main marketing tool is
customer engagement, the main methodology of which is three steps, which are based
on the following questions:

- what tools do we use?

- how effectively do we use each tool?

- what other tools can we use?

Such tools that are aimed at the success of the company are: advertising in
magazines, advertising on the radio, commercial offer, flyers, exhibitions,
presentations for customers, SMM .

Although for many people such views on how a brand driven innovation
perspective they are not. A brand can be defined as the relationship that
an organization maintains with its outside world. The communication of a brand
generates expectations among consumers and these expectations are fulfilled through
the creation of new products, services and experiences (Fig.1.) [3].

Build Build Touch Point Human Centered

Innovation Strategy Design Strategy Orchestration Branding
= Disruptive Vision = Deeper Insight = Design Touchpoints = Brand Promise
= Obsessive Focus = Experimental = Map Consumer = Crowd participation
* Fast Growth design Journey = Building community
= Create the Future = Liquid content * lconic Meaning = Creative
= Search for Internal = Parallel Worlds Storytelling

and External = Empathetic

Opportunities delivery

Fig.1. Brand innovation strategy model [3].

To some, the brand is a collection of perceptions in the mind of the consumer to
be influenced by shrewd advertising. To others, the brand may be seen as belonging
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exclusively to the domain of marketing. Its function may be considered to be limited
to the fields of graphic design, advertising and packaging design. Although for many
people such views on how a brand driven innovation perspective they are not.
A brand can be defined as the relationship that an organization maintains with its
outside world [2].

«The brand can best be defined as the relationship an organisation has with the
outside world. It is the platform fo the shared understanding between marketing and
innovation, and between organisation and user» (Abbing, E. R., 2010) [3].

In addition, the basis for the creation and existence of a successful business is
the idea by which all processes are implemented. Once an idea has arisen, it is
necessary to create and implement a business plan that will help to achieve great
success in a particular activity.

Forming a strategy in the company allows you to lead the market and create a
successful business as a whole. The first strategy is to formulate a new offer for
customers through changes in the business model. For example, there are a large
number of companies that do the same thing and run their business on the same
principle. They all use the same business model, represent the same range of services
used by others [1].

In this case, most of these companies lose their place as market leaders and
subsequently the profitability of such companies falls. From this we can conclude
that, if we hold this view, there is a high probability that the business is unlikely to be
successful. Looking at this, it is obvious that any business model was once developed
by someone, so using the same business model will not help. In this case, it is
necessary to use a business model that has not been used in practice, or to design a
newer, innovative business model [7].

The second is the strategy of creating a fundamentally new product. In this case,
in order for our company to function and be a market leader, we do not have to use
business models that have already been used. The basis of such a strategy is the
introduction of a completely new strategy in the business model, or to introduce
innovations into the existing model, which will lead to the success of company [10].

The third is the strategy of combining the first two. Through a new business
model we bring out a completely new product, or through the creation of a new
product we create a new business model. Thus, the main indicator of the company's
competitiveness is the introduction of innovative technologies or the creation of
completely new products or services. The obtained results significantly develop and
deepen the fundamental foundations of innovation marketing [8, 9].

Good management of innovation has a great 1mpact on the strength of
a company's brands and, therefore, on their income generation. We will provide some
light in the optimal management of innovation from the point of view of Branding.
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The emphasis on innovating and adapting to the market must be carried out
maintaining at all times the identity of the brand (its essence, its promise, its raison
d'etre), and a consistency in the quality and in the codes of communication and style
(although the message changes over the years).

Brands need innovation to fulfil the promise they make to consumers.
Innovation needs brands to have a meaning and meaning. A brand connects
the marketing department with the innovation department. Innovation needs the brand
as a guide to connect the good that the organization has with the wishes and needs of
consumers [9]. So, summing up, we note that marketing innovation has an extremely
large impact on the successful development of brands.
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ITO3UTUBHI TA HE'ATUBHI HACJIIAKHA 3AJTYYEHHSA ITPAMUX
THO3EMHUMX IHBECTHUIIIA B YKPAIHY

[Tpsimi 1Ho3emHui iHBectuitii (I1II) € ommiero 13 GopM MIKHAPOIHOTO PYXy
Kamitany. B yMoBax iHTepHalioHamizamii Ta riaodaii3aiii CBITOBOI E€KOHOMIKH
npoOnema 3anyuenss I1II € akTyanbHOI0 0COOJIMBO /1711 €KOHOMIK, 110 PO3BUBAIOTHCH,
a/pKe 3aBJIIKM HUM B KpaiHy MNPUXOJATh HOBI TEXHOJOTIi, peani3yloTbCs BEIUKI
IPOEKTH, 3aCTOCOBYIOTHCS HOBI MPAKTUKH YINPABIIHHA Ta 1H. YKpaiHCBKUW ypsiA
po3pobuB Ilnan tpanchopmanii Ykpainu, B sskomy 3akiazeHo nmoHaa 80 MpOEKTiB,
CIPSIMOBAaHUX Ha JOCSATHEHHS EHEPreTHMYHOi Oe3nmeku Hamioi KpaiHu, PO3BUTOK
JIOJICBKOTO KaImTally 1 «3eJeHy» TpaHchopmallito, 3araibHO0 BapTicTiO 277 MIp/.
gon. CHIA [1]. Taki mimi ypsay mnoTpeOyroTh 30umbmienHs 3amydenns [III 1
MOKpaIIEHHS IHBECTUI[IMHOT aKTUBHOCTI.

HNuuawmika I1I1 B Ykpainy 3a ocTaHHI I€CSATh POKIB MpeIcTaBieHa y Tabmuii 1.

Tabmuis 1 — O0car npssMux 1IHO3EMHHMX 1HBECTHUIIHN B YKpaiHy
32010 mo 2020 pokwu (miH. noia. CIIA)

Pix 2010 | 2011 | 2012 |2013 |2014 | 2015 |2016 |2017 |2018 |2019 |2020

OOcsr | 6495 | 7207 | 8401 | 4499 | 410 |-458 |3810 |3692 |4455 | 5860 |-868
11

Hxepeno: [2]

Ax BuaHo 3 manmx Tabmuill 1 oocsr I1II B Ykpainy B nieBHI mepiou 3pocTae, B
neBHi nagae. Tak ix 3menmienHs y 2015 porii moB’s3aHe 13 BIICbKOBUMH MOISIMU Ha
Cxom Vkpainm T1a okynamiero AP Kpum, a y 2020 poumi — 13 mHaHAEMI€rO
KOPOHABIpyCy Ta KapaHTUHHUMH oOMexxeHHsmu. Y 2021 pormi curyamis i3
HaaxomkeHusm 11l B Ykpainy nokpammiaca. 3a mepiui ABa KBapTaid ix oOcsr
ctaHoBuB Bxke 2836 wmuH. gon. CIIA, 3 sxkux 99,8 % wnHagiinuio 3 KpaiH
€sponeiicbkoro Corozy [2].
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