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INNOVATIVE CORPORATE ENTERPRISE PRODUCT STRATEGY

Based on the analysis of product portfolio of corporate enterprises
identified stages of innovation and product strategy proposed and justified the
formation of innovative product strategy on the example of the corporate
enterprise «Obolon» TM «Zhivchik.» The main tasks aimed at development and
implementation stages of the innovation strategy (analysis of strategic set of
products choices strategic decisions, the formation of innovative commercial
policy objectives, selection of innovative product strategy), which will
background for design for innovative commodity strategy corporate enterprise.
Determined that the implementation of all development will provide significant
benefits over similar corporate enterprise competition. First, it will increase the
competitiveness of the market, and second, it will increase the level of customer
satisfaction that will draw attention to the corporate enterprise as a whole.
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Formulation of the problem. There are about 150 companies offering
their products to consumers on the Ukrainian market of soft drinks. Considering
this, a company faces the substantial problem: it is becoming more and more
complicated to attract new customers and retain existing ones. For this reason, a
company is required to do the following: study the customers’ needs and the
level of their satisfaction, improve the product portfolio and strengthen the
market position. The urgency is due to the intense and constantly changing
market processes taking place in recent years in the market of soft drinks.

The article aims to study the development of innovative product strategy on
the example of the corporate enterprise «Obolon» TM «Zhivchik.»

Analysis of recent research and publications. Various aspects of
innovation and enterprise product strategy is reflected in the works of many
foreign scientists: A. Kazantsev, B. Santa Hrynyev B., D. Saha, E. Mansfield,
Schumpeter, Drucker P., R. Fatkhutdinova, L. Mindell. An important
contribution to the study of general issues related to innovation strategy have
been done by Ukrainian scientists: V. Stadnyk, A. Butnik-Seversky, A. Gavrish,
Zozuliov A. O. Savchuk O. Hrynyuk, S. llyashenko, N. Krasnokutskaya, L.
Fedulova, Kubyshyna N., N. Chukhrai M. Yohna. I. Fedulova and others.

Despite the considerable number of publications of both scientific and
practical importance, the microeconomic level of the economic approaches to
the development of innovative product strategy in corporate enterprises requires
the further study. This determines the relevance of current work.
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Main part. Development of innovative product strategy comprises the
consistent stages aimed on creation of innovative product strategy. It is taken as
the basis for development of innovative product strategy for TM
«Zhivchik.»When thisinnovative product strategy is developed, the corrections
for innovative product policy of corporate enterprise «Obolon» can be
implemented.

Stages of innovation strategy are focused on the following tasks:
justification base for innovative growth of the company, ensuring the continuing
implementation of innovative changes and their support within the company
(organizational, technical, financial, etc.), control and analysis of the feasibility
in innovations implemented due to the changes in company competitiveness.

Development of innovative product strategies for TM «Zhivchiky» consists
of the following steps:

Strategic Analysis of the strategic set of goods. For the analysis of strategic
set of TM «Zhivchik» products the life cycle method is employed [3].

Drink «Zhyvchyk» is currently at the maturity stage of the product life
cycle, so it is very important for the company to maintain a range of TM»
Zhivchik. «

It is suggested to improve the existing strategic set of products in soft
drinks TM «Zhivchik» with the following possible changes: new release of
multifruit flavor, manufactured in limited quantities and designed for the
holidays, plus the release of all existing flavors in non-carbonated state.

Selection of options for strategic decisions. It is reasonable for Corporate
«Obolony to keep real product groups in production, only with adjustments in
volume, range, external and internal characteristics. Product modification is one
of the possibilities to increase the duration of the maturity stage of ZHTST,
which aims to expand the scope of existing products TM « Zhivchik «.

Tasks for innovation and product policy offered to corporate enterprise
«Obolon» TM «Zhivchiky:

— To develop the new products;

— To provide the best range of manufactured goods;

— To establish feasibility and identify opportunities for the use of
trademarks of modified products;

— To create the necessary packaging and labeling for modified products;

— To support the organizational, technical and financial innovative changes
within the company;

— To control and analyze the implemented innovation.

The choice of innovative product strategy. Based on the results of internal
and external analysis of product policy in the corporate enterprise «Obolony ta
TM «Zhivchik» made in previous works and considering the inner resources and
capabilities of the enterprise the main suggestion would be to expand the TM
«Zhivchik» product line by adding a new multifruit flavor using protective
innovative strategy.
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Implementation of this development will provide significant benefits for
TM «Zhivchik» over the similar products by its competitors. Firstly, it will
increase the competitiveness on the market, as the innovation will focus on
keeping the already existent competitive position. Secondly, it will increase the
level of customer satisfaction, which will draw attention to TM «Zhivchik» and
the enterprise as a whole.

Conclusions. Thus, all proposed stages of innovative product strategy were
implemented on the example of the corporate enterprise «Obolon»TM
«Zhivchik.» Among all the steps of product strategy development mentioned
above it is advised, that marketing department should be involved in all the
stages so that all areas of work are covered.
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JepxaBcbka A.B.
acnipanm KIII im. leops Cikopcvkozco

IHHOBAIIIMHA TOBAPHA CTPATETIISI KOPIOPATUBHOI'O
HIAIMTPUEMCTBA

B cmammi npoananizoeano moeapruil acopmumenm KOpHnopamueHo2o
niOnpueMcmea, 6useleHo emanu  QOpPMYBaAHHS  IHHOBAYIUHOI  MOBAPHOL
cmpamezii ma  3aNPoONOHOBAHO |  OOIPYHMOBAHO npoyec HopMyBaHHs
iHHOBaYIUHOI  moeapHoi  cmpamezii Ha  NPUKIAOi  KOPHOPAMUBHO20
nionpuemcmea AT «Obononvy TM «Kusuuxy. Pozensanymo ocHOBHI 3a60aHHA,
Wo CNpAMOBaHi Ha (hopmy8arHs ma peanizayio emanis iHHOBAYIHOI cmpamezii
(ananiz cmpameziunoco Habopy mosapis, 6udip eapiaHmise CmpameiyHux
piwensb, opmysanHs 3a80aHb IHHOBAYIUHOI MOBAPHOI NOAIMUKU, BUOID
iHHOBaYiliHOI moeapHoi cmpameeii), sKi 0Y0ymb NiOSpYHMAM OJisi PO3POOKU
IHHOBAUIUHOI  MOBAPHOI  cmpamezii  KOpnopamusHo2o  NIONPUEMCEA.
Busnaueno, wo enpogadsicenus 6cix po3pobOOK Hadacmv 3HAYUHI nepesalu
KOPNopamueHomy RIONPUEMCIE) neped ananroeamu koukypenmis. Ilo-nepuwe, ye
RIOBUWUMb KOHKYDEHMOCHNPOMONCHICb HA PUHKY, No-0pyee, ye NiO8UWUmb
pigeHb 3a0080/1eHOCMI CNOJNCUBAYIB, WO NpUBEepHe y8azy 00 KOPNOPAMUBHO20
NIONPUEMCINEA BYINOM).

KurouoBi cjioBa: ToBapHa cTpareris, IHHOBalllifHa CTpaTerisi, aCOPTUMEHT.
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JepxaBckas A.B.
acnupanm KITH um. Hzops Cukopckoeo

NHHOBALMOHHASA TOBAPHAS CTPATEI'USA
KOPIIOPATUBHOI'O IPEAIIPUATHUA

B cmamve npoananuzupoearsvt mosaphwiii accopmumerm KOpnopamueHo20
npeonpusimusi, GblsG/eHbl dManvl GOPMUPOBAHUS UHHOBAYUOHHOU MOBAPHOU
cmpamecuu U NPeoNoNceHo U  0O0CHOBAHO  npoyecc  Gopmuposanus
UHHOBAYUOHHOU  MOBAPHOU cmpamecuu HA Npumepe  KOpnopamueHo2o
npeonpusimusi [IAO «Ob6ononvy TM «Kusuuky. Paccmompenvt ocHnosHble
3a0a4u, HANpaeieHHvle HA  QopmMuposaHue U  Pearu3ayulo - AManos
UHHOBAYUOHHOU cmpameauu (aHaIu3 cmpamecuieckoeco Habopa moeapos,
8blIO0p  B6APUAHMOB  CMIPAMEUYECKUX peuleHul, @Qopmuposanue 3a0ay
UHHOBAYUOHHOU MOBAPHOU NOJUMUKU, BblO0P UHHOBAUUOHHOU MOBAPHOLL
cmpamezuu), Komopvle 0y0ym noueou O0as po3paboOmKu UHHOBAYUOHHOU
MmosapHol cmpamezuu KopnopamugHo2o npeonpusmus. OnpedeneHo, umo
BHeOpeHUe 6cex pazpadomox npedoCmasum 3HAYUMENbHbIE HPeuMyujecmed
KOPNOpamueHoM HNpeonpusmuio nepeod anaiocamu KoOHKYpeHmos. Bo-nepeuvix,
9MO NOBLICUM KOHKYPEHMOCHOCOOHOCHb HA PbIHKE, 80-8MOPLIX, IO NOBLLCUM
VYPOBEHb  YO0BIEMBOPEHHOCU  Nompedumenel, npueieyem GHUMAHUE K
KOPNopamueHom)y npeonpusimust 8 yeiom.

KuarwueBbie cioBa: ToBapHas CTpaTerusi, WHHOBAI[MOHHAsI CTpATErws,
ACCOPTUMEHT.
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