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Marketing approach to innovation management as a tool for enhancing
innovative activity of enterprises

First of all, for creating competitive advantages of Kazakhstan enterprises in markets with high competition it
is necessary to rethink the scope and role of marketing in management the innovative activity of enterprises.
However, in the Kazakh literature there aren’t any special studies devoted to the use of marketing in innova-
tion management. As a consequence, the main purpose of this study is to present the importance of using
marketing approach in management of innovative activity of enterprises as an effective tool to improve their
innovation activity. This paper analyzes the views of domestic and foreign scientists on the role of marketing
in the innovation process. On this basis, there is an expediency of using a marketing approach to the man-
agement of innovation performance of enterprises. The methodology of the study bases on the hypothesis
about the necessity of consideration the category of «management of innovative activity» from the standpoint
of an integrated approach — from the point of view of the manufacturer and from the point of view of the con-
sumer. Features of this methodology are explained, on the one hand, the complexity of the phenomenon of
innovation, the results of which may not always be appreciated by the consumer because of the lack of special
knowledge and competencies, as well as the complexity of managing the process, on the other hand. The log-
ical conclusion of the work proposed by the authors is the main uses of the marketing concept to improve the
innovation activity of enterprises.

Keywords: innovative activity, management of innovative activity, marketing approach, innovative activity of
enterprises.

Problem setting. Modern scientific studies in the field of innovation management companies are charac-
terized by a multiplicity of approaches to the interpretation of this category. Moreover, there is a clear preva-
lence of industrial and technical approaches to the definition of innovation management. Meanwhile, com-
plexity of the environment of enterprises’ innovative activity, its rapid variability and uncertainty as well as
the probabilistic uncertain innovation processes as such, objectively reinforces the need of market research to
gather information and develop the competitive strategies. It is about the use of a marketing management
model. Accordingly, the need for theoretical studies is increasing, which are adequate to the practice of inno-
vative processes’ development.

Therefore, to create a competitive advantage for the enterprises of Kazakhstan in markets with a high
competition, there is a real need to rethink the scope and role of marketing in the management of enterprises
in order to increase their innovative activity.

Recent research and publication analysis. The place and role of marketing in the management of indus-
trial innovation policy was introduced in the works of foreign researchers: P.Kotler, F.Trias de Bes [1],
J. Lambin [2, 3], A.Romanov [4], E.Golubkov [5], R.Fatkhutdinov [6] et al. For the present time Kazakhstan
scientists do not present any specific studies on the use of marketing in innovation management yet and there
are only some studies in the field of innovation management which referred to the need of fragmented mar-
keting usage. The works of such authors as R.Karenov [7], E.Golubkov, R.Baisultanova and G.Yalovecki
[8], S.Mukasheva [9], D.Danabayeva and R.Danabayeva [10]. Also studies related mainly to market research
innovations of S. Nyussupov, [.Nikitina and N.Uruzbayeva [11], S.Satybaldy and K.Sakibayeva [12], or stu-
dies related mainly to market research innovations.

In the later works of foreign scientists, such as F.Christian and S.Bjorn [13], R.Charles and L.David
[14], M.Bogers, A.Afuah and B.Bastian [15] and others, the role of marketing in the management of innova-
tive activity is considered through the prism of the consumer who takes an active part in the joint innovation
process, along with the producer.

At the present time the analysis of publications shows there aren’t any systematic studies concerning the
use of the marketing approach to innovation management.

The research objective is to show that marketing approach in the management of innovative activity of
enterprises has become a decisive factor for stimulating and improving their innovative performance.

Key research findings. Innovative activity is a complex system process which has got the interaction
and implementation of different kinds of potentials, such as scientific, technical, personnel, management and
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marketing. This allows considering the category of innovative activity as a complex and multidimensional
concept which generates a multiplicity of approaches to its interpretation. In particular, the category of «in-
novative activity» is studied from the perspective of intellectual activity by B.Santo [16,17], as a process and
an object by R. Fatkhutdinov [6], R.Karenov [7], G.Goldshtein [18], and from the viewpoint of its industrial
component by S.Mukasheva [9], S.Konoplev [19].

However, despite the existing differences in the interpretation of innovative activity, the researchers
tend to consider this category in indissoluble unity with its management component. This is confirmed by the
fact that the approaches to innovation management are constantly evolving views on the adequate develop-
ment of innovative activity itself (Table 1).

Table 1
Evolution of approaches to management of innovative activity
Approach Characteristics Advantages Disadvantages

The processes of the High specialization in- In the process of
organization of innovation | creased the technological | development of the
activity and management | level of development, facili- | new  products and

) are concentrated in the spe- | tating the improvement of | technologies there
Functional cific functional areas in- | the quality as well as elabo- | were some constant
volved in research, design, | rating the products and | conflicts between
and technological prepara- | technologies. the functional services.

tion of production.

Management of inno- The presence of hori- Such factors as
vative  projects  started | zontal ties, a common vi- | customer needs, mar-
to allocate into the separate | sion of the end result of all | ket conditions’ dynam-
«cross-functional» projects, | the project participants. The | ics, and achievements
and the management struc- | project approach allows to | of the competitors

Project tures of enterprises in their | concentrate resources to | were not considered.
turn started to transform | control the execution of
from the linear-functional | certain tasks and steps to
steel into a matrix or | improve the effectiveness of
project, program and tar- | the innovative projects
geting ones.

It examines the inno- Saving the profound Mainly it focuses
vation as a complex, in- | specialization of the innova- | on the internal factors
volving all the divisions | tion process. Ensuring the | of innovation and does
and enterprises which is at | integration of the partici- | not consider the exter-
the same time a complex of | pants and the connection of | nal ones.

Process the business processes for | the resources. In addition,
the creation, development, | innovation becomes a per-
promotion and support of | manent form of enterprise’s
innovation development and doesn’t

end in realization of the in-
dividual projects.

Management of inno- Makes it possible to There may be
vative activity in term of | consider the decision fac- | some  contradictions
producer and consumer | tors of the internal and ex- | between the financial

) perspectives. Moreover, the | ternal environment as a | and marketing depart-
Marketing external communications to | whole, which reduces risks | ment while setting
customers for sales of | and improves quality. prices for innovative
goods are considered to be products.
overriding.

Note. Made by the authors.
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By the mid-1950s the focus was solely on the internal factors of production, such as the rational organi-
zation of production. However, a reduction of production costs failed in growth of the labor productivity and
improving the level of competitiveness.

Firstly, in a rapidly changing competitive industrial environment the main issues involve a requirement
for adaptability and responsiveness to external factors.

Secondly, the uncertainty arising in the planning and management decisions in the field of innovation
makes it necessary to use the information obtained on the basis of market research.

Thirdly, the systematic and comprehensive assessments of enterprise’s resources as well as their usage
in comparison with the competitors are obligatory. On this basis, enterprises can develop the effective mar-
keting strategies for innovation.

Finally, innovative solutions affect all the functions of the enterprise and marketing is the result of
a special kind of a «dialogue» between them.

Thus, marketing concept is a result of an appeared problem connected to the lack of an application and
development of the modern concept of innovative activity of enterprises.

Modern marketing methodology considers innovation management from the two perspectives, from the
producer and the consumer ones. This integrated approach within the framework of marketing seems to be
quite legitimate. On the one hand this is explained by the complexity of the phenomenon of innovation as its
results may not always be appreciated by the consumer due to some lack of the specific knowledge and com-
petencies (for instance, complex multifunction machines), as well as the complexity of this object’s man-
agement. In addition, innovations are often introduced in the same unit, where they are established. In this
case, the producer and consumer of innovations are the same ones.

F.Christian and S.Bjorn [13] emphasize the active role of marketing in innovative activity of enterpris-
es. It’s explained by the fact in the early stages of the innovation process using of so called «prediction»
marketing allows to select the best ideas and the prototypes of future innovations and warns of the failure of
investing in products and services.

R.Charles and L.David [14]., M.Bogers, A.Afuah and B.Bastian [15] pay a special attention to the ques-
tions of organizing the co-innovations with the customers. If before the 1970s, the majority of marketers
considered the consumer as a passive buyer though starting with the 90s of the last century, the emphasis has
shifted toward the enhancing of consumer’s role in the creation of the comparative competitive advantage of
innovative products and reducing the risk associated with the promotion of these products in the market.

The same view it is possible to find in the works of T.Zyuzina and M.Ponomaryov [20] use of the mar-
keting approach gives an ordinary consumer a role of creator of future products, services, ideas releasing
them from the scope of limited choice.

Obviously, it’s about the active marketing which main purpose is to meet the «hidden» needs and the
formation of the new ones in the innovation market by involving the consumers in the process of generating
the new product ideas and services. In general this marketing approach better reflects the specifics of innova-
tion management.

As a tool to attract the consumers and to gather information about the market marketing is also seen in
the works of S.Ren, A.Eisingerich and H-T.Tsai [21]. In this context, it’s possible to cite the idea of custo-
mized service, which was studied by J.Lambin [2,3]. This concept can be used in the basis of the innovation
management. Using the technology of customization allows to study the individual needs of consumers thus,
making easier the adaptation of innovation to a wide range of consumers. This reduces the risk of failure-to-
market innovation, which is one of the major constraints to the innovative activity of the domestic compa-
nies.

And what are the basic regulations of the modern marketing approach to innovation management?

1. Marketing approach is based on the need for the market research as the fundamental basis of innova-
tion. Moreover, it is advisable to conduct the market research on the results of distribution and marketing of
innovation to identify the new directions for the development of the future innovative ideas.

2. The modern management of innovative activity involves the use of integrated marketing, as innova-
tions are often created by the orders of the customers, and are involved in the innovation process.

3. The marketing management of innovative activity is based on the maintaining the feedback from the
customer and thus allows to receive information about it continuously. This circumstance makes it possible
to reduce the negative consequences of the effect of information asymmetry.

4. The use of marketing tools helps to promote the innovative product from producer to consumer
quickly and cost-effectively. This is especially true for the innovative enterprises of the Republic of Ka-
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zakhstan faced with the problem of commercialization. It could be explained by the fact that Kazakhstan has
got only a small number of innovative companies using the marketing innovations that could accelerate the
commercialization of the technological innovations. For example, according to the official statistical data in
last years out of innovation-oriented enterprises about 20% companies had marketing innovations [22].

5. The successful management of innovative activity is based on the development and use of the effec-
tive marketing strategies. It increases the potential competitiveness of the innovation-oriented companies.

In summary, it’s possible to see the differences between the traditional and the marketing approach to
the innovation management in the form of Table 2.

Table 2

The differences between the traditional and marketing approaches to innovation management

Traditional approaches of innovation man-
agement

Marketing approach to innovation management

Focus on producer

Focus on producer and consumer

Market research is usually carried out
mainly in the early stages of the innovation
process (in the stage of the development)

Market research is carried out at all the stages of
the innovation process

The active role of a provider and for the
consumer a passive one

The active role of the provider and the consumer

The price of an innovative product is
formed on the basis of the objective expenses
(producer’s expenses)

The price of an innovative product is made up by
the objective and the subjective costs (producer’s and
consumer’s expenses due to the acquisition and the
usage)

The main criterion for the competitiveness
of an innovative product is its quality

The main criterion for the competitiveness of an
innovative product is its contribution to the develop-
ment of the client

There is a traditional concept of marketing,
focused on one-off contact with the buyer

There is a modern concept of relationship market-
ing, focused on continuous contact with the buyer

There isn’t a high service for the innova-
tive product’s consumer

A high importance of the best service of innova-
tive product’s consumer

Note. Made by the authors.

For the present time the concept of «relationship marketing» seems more appropriable to the existing
realities of market innovation. The implementation of such concept as marketing interactions in the system
of innovation management gives a chance to create an effective system of relationship between the different
actors of the innovation process: 1) just opened small innovative enterprises; 2) big companies carrying out
their innovative activities; 3) medium-sized business; 4) research organizations and educational institutions
engaged in innovation; 5) governmental agencies providing support and regulation of innovative activi-
ty [23].

A special attention should be paid to the role of relationship marketing to enhance the cooperation be-
tween the business sector and the institutions of science and education.

The most effective are the marketing methods related to the promotion of innovative ideas of research-
ers in business and with the ability to get such ideas for the enterprises to ensure the competitiveness in the
market. For Kazakhstan, this aspect is highly relevant, given the weak links between science and business,
a lack of interest to the university scientific research by the business sector, which certainly limits the possi-
bilities of innovative activity. And this is evidenced, for instance, by the share of the business sector in the
total expenditure on science. For example, in last years the share of the business sector in the internal R & D
expenditures amounted to only 29 % [22].

Also, a weak position of Kazakhstan with the regard to the integration of science and business are re-
flected in the ranking of global competitiveness. According to the rating, Kazakhstan has got one of the low-
est indexes in innovation. According to K.Schwab (2014) in the ranking of 2014-2015 the country lost one
position in comparison with 2013-2014 and dropped to 85 out of 144 countries in the level of innovation.
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A significant subfactor affecting the country's position in the field of innovation is the cooperation of univer-
sities and business in the field of R & D. In 2014-2015 Kazakhstan took 88™ place, whereas in 2013-2014 it
was the 79th place [24].

Thus, the enterprises in Kazakhstan should make greater use of relationship marketing concept in order
to promote their interaction with universities.

Also one of the latest «trends» of marketing approach to innovative activity is that foreign companies
instead of the traditional test marketing began to use the technique of simulated test marketing, i.e. the study
of simulated test market (further —-STM). The study of S.Satybaldy and K.Sakibayeva [12]. STM can deter-
mine the most effective investment projects as well as optimize the effectiveness of marketing activities of
the company. STM saves time of the company, gives the results within 3-6 months instead of 1 year and
more than in the real market.

In sum, it should be noted that recognizing the real benefit of marketing approach doesn’t mean the
failure of the other approaches to innovative activity. For example, project approach seems one of the best
for the individual innovation or small innovative enterprises.

Conclusions. Using a marketing model in the management of innovative activity of the enterprises in
order to improve their innovation activity includes:

— active marketing to create a demand for the innovative products by conducting the market research

and implementation of marketing innovations in the innovative activity of the enterprise;

—the concept of marketing relationship which gives a possibility to build a long term and mutually

beneficial relationships between business and science;

— integrated approach, considering management of innovative activity from the two perspectives, from

producer’s point of view and the consumer's one.

Thus, the use of marketing as a management concept of innovative development of the domestic enter-
prises could be an important step in increasing their innovative activity.
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A.b. bepcumbaeBa, H.A. Ypy30aesa, /[.A. AiibocsiHOBa

KacinopbIHHbIH HHHOBALMSJIBIK 0€JICeHLTITH KOFAPbLIATY KYPaJbl peTiHae
HHHOBALUSUIBIK KbI3METTi 0acKapyAarbl MAPKeTHHITIK TCIJ

Bacekenecriri sorapbl AeHreiieri HapbIKTa KOCIHOPBIHHBIH HHHOBALMSUIBIK KbI3METiH Gackapy/a oJapblH
MHHOBALMSIIBIK OCJICEHIUIIrIH JKOFapbuIaTy OarbITBIHAAFl KAa3aKCTaHIBIK KOCIHOPBIHAAPABIH 0dCceKenecTik
apTHIKIIBUIBIFBIH KYPY YIIIH MapKeTHHITIH POJli MEH ayKbIMbIH Oii ejeriHeH oTKi3y kepek. COHBIMEH KaTap
HMHHOBALMSUIBIK KBI3METTI OacKapylarbl MapKETHHITI KOJJIaHyFa apHalfaH Ka3aKCTaHIBIK oieOuerTeple
apHayJIsl 3epTTeyiep o3ipre koK. OCbIFaH opail 0ChI 3ePTTEYiH MaKCaThl — HHHOBAUMSJIBIK OCICEHIUTIrH
JKOFapBIIATYIBIH THIMI KYpaJbl peTiH/e KOCIMOPHIHHBIH HHHOBALMSIIBIK KBI3METIH 0acKapyna KaKeTTiNiKTi
HETi3/ley JKOHE MAapKeTHHITIK TOCUIIH Herisri OarbIThIH KOJgaHy. Makanaza OTaHABIK JKOHE MICTENIiK
FaJbIMIAp/bIH Ke3KapacTapbl HHHOBALMAIBIK YpIicTeperi MapKeTHHITIH peliHe Tanaay xacanabl. Ocbiran
Opail MapKeTHHITIK TOCIIl KOCIMOPbIHAAP/IBIH MHHOBALMSAIBIK KbI3METIH 0acKapybIHAa OPBIHABI KOJIIaHYFa
Heri3zenred. 3epTrey oMicHaMachl OipIKTIPINreH TOCLI YCTAHBIMBIHAH, SIFHU OHIIPYILI KO3KApachIHAH JKOHE
TYTHIHYIIBI KO3KapachlHaH, «MHHOBALMSIBIK KbBI3METTI Oackapy» KaTeropHsChIH KapacThlpy KaKeTTLNiri
Kailspl 0oDKaMblHAH WIbIFajbl. KOJJaHBUIATBIH diCHAMa CpEeKLICTIiKTEpiH, Oip KaFblHaH, MHHOBALMSIIBIK
KbI3METTIH ©3 KYOBUIBICHIHBIH KYDPJETiTiriMeH, SFHH, HOTIXKENepi TYTHIHYNMIBUIAPIBIH apHalbl OUTiMI MeH
KY3BIPETiHIH KOKTHIFBIHAH YHeMi OaramaHOaybl MyMKiH O0JIybIMEH, 6acKa >KaFbIHaH, coJl OOBEKTiHI OacKapy
YpAicTepiHiH Kypaenidirimen Tycinmipineni. XyMbICTBIH JOTHKANBIK TypAe asKTaaybl aBTOpJAp YCHIHFaH
KOCIIIOPBIHAAP/IbIH MHHOBALMSIBIK OCJICEH/IUIITIH JKOFapbuIaTy YINiH MapKeTHHITIK TYXKbIpbIMJaMaiapibl
KOJIIaHy JaFbl HEeTi3ri OaFbITTaphl OOJIBIT TaObLIA L.

Kinm  co30ep: WMHHOBaUMSJIBIK KBI3MET, KBI3METTI HHHOBALMSJIBIK 0ackapy, MapKeTHHITIK TaCi,
KCIOPBIHHBIH HHHOBALMSIIBIK OSICEH IiTIT1.

A.Bb. bepcumbaeBa, H.A. Ypy306aesa, JI.A. AitbocsiHOBa

MapkeTHHIOBBbI MOAX0/ K YNIPABJIEHHI) NHHOBALIMOHHOI 1eATeJILHOCTHIO
KAaK HHCTPYMEHT NOBbIIIIeHHS] UHHOBAIIMOHHOW aKTUBHOCTH NMpeANPUSITHIH

Jnst co3nanus KOHKYPEHTHOTO MpPEHMYINEecTBa Ka3aXCTaHCKUX NMPEANpPUSTUI Ha PhIHKAaX C BBICOKOI KOHKY-
peHnuel HeoOXOMMO IePeOCMBICINBATh MAcIITaObl M POJIb MapKeTUHTa B YIPaBICHHH HHHOBALMOHHON
JIESITENBHOCTBIO MPEAIPUATUAS B HAIPABICHUM IOBBIIICHUS MX MHHOBAllMOHHOM aKkTHUBHOCTU. Mexny Tem
B Ka3aXCTaHCKOH JUTepaType MOoKa OTCYTCTBYIOT CIELUAIbHBIC MCCIICA0BAHUS, IOCBSICHHBIC UCIIOJIB30Ba-
HUIO MapKETHHIA B yIIPABICHUN UHHOBALMOHHOHN AEATEIBHOCTBIO. B 3TOM CBA3M LIENbIO HACTOSILEIO UCCie-
JIOBaHUs ABJIAETCS 000CHOBaHHE HEOOXOAUMOCTH U OCHOBHBIX HAIlPaBJIEHUII MCIIOIb30BaHUSI MApPKETHHIOBO-
'O M0JXO0/a K YIPABJICHUIO HHHOBALIMOHHOM JEATEIbHOCTBIO NPEANPUATHH Kak 3G (HEeKTHBHOTO HHCTPYMEHTa
TIOBBIIIEHUS] UX MHHOBALMOHHON aKTUBHOCTH. B nanHOH paboTe aHAaNM3UPYIOTCS B3TIISAABI OTEUECTBEHHBIX
1 3apyOexHBIX YUEHBIX Ha POJIb MapPKETHHTa B MHHOBAIIMOHHBIX Mporieccax. Ha 3Toit ocHoBe 060CHOBBIBAET-
sl 1esIeco00pa3HOCTh MCHOJIB30BAHMSI MApKETHHIOBOTO IOAX0Ja K YIPABICHUIO MHHOBAMOHHOM JESTENb-
HOCTBIO IIpeNpHUATHH. MeTO0JIOrus HCCIEe0BaHMU UCXOAUT U3 TUIIOTE3B! O HEOOXOANMOCTH PacCMOTPEHHS
KaTeropuM «yIpaBJICHHE HHHOBALIMOHHOM NEATENbHOCTBIO» C MO3ULUI HHTETPUPOBAHHOIO MOJIX0/a — C TOY-
KH 3peHHs KaK IIPOM3BOJUTENS, Tak U MoTpeduTerst. OcoOEHHOCTH NCIIONBb3YEMON METOMOJIOTUH OOBSCHSIOT-
Csl, C OHON CTOPOHBI, CI0KHOCTBIO caMOro (heHOMEHa HHHOBALIMOHHOM IAEATENbHOCTH, PE3yIbTaThl KOTOPOit
HE BCErJa MOTYT OBITh OLIEHEHBI MOTPEOUTENEM B CHILy OTCYTCTBHSI y HETO CIENMAIbHBIX 3HAHUH M KOMIIe-
TEHLHUH, a TaKXKe CIOKHOCTBIO MPOLIecca YIPABICHUs JaHHBIM 00BEKTOM — C Apyroi. Jlornueckum 3aBep-
HmIeHneM paboThl SIBIISIIOTCS MPEUIOKEHHbIE aBTOPOM OCHOBHBIE HAMpPaBIECHHS HCIOJIB30BaHUS MAapKETHHIO-
BOM KOHLEMIUY JUIS [IOBBIICHNS HHHOBALIMOHHON aKTUBHOCTH IIPEANIPUATHH.

Kniouesvle cnosa: WHHOBAIIMOHHAS JACATCIIBHOCTb,  YIIPAaBJICHUC WHHOBAIIMOHHOMN JACATCIIBHOCTBIO,
MapKeTHHFOBLIﬁ noaxoa, MHHOBAallMOHHAsA aKTUBHOCTb HpeHHpHﬂTHﬁ.
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