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Abstract. Issues of synergetic effects of innovation marketing
are considered in the article. It shows sources of synergetic effects
of innovation marketing, types of synergism, synergetic effects of
marketing innovations, as well as evaluation methods.
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|. INTRODUCTION

Economic development is impossible without a modern
system of innovative marketing decisions. Competitiveness of
economic agents depends on a selected strategy of economic
development. A successfully formed system of innovative
marketing measures provides the survival of enterprises under
the difficult global competition.

The primary objective of innovative marketing is the market
advancement strategy development. Strategic marketing
research analyses market state, development of market
segments, organization and formation of demand, design of
consumer behaviour. Synergetic basis of innovation marketing
is not properly analysed by the researchers.

The issues of innovation marketing are lighted up in foreign
and national scientific literature. Theoretical issues of
interdependence of market economy and innovations
development were investigated by such scientists as
S.V. Valdaitsev, S.Yu. Glazjev, B. Loondval, B.Santo,
B.Twiss etc. Innovation theory of marketing strategy was
broadly studied by V.P. Baranchev, 1.Ansoff, O. Vinigradov,
and other scientists.

The problem of innovation marketing is extremely
important for successful marketing strategy of economic
agents. Synergetic bases of innovation marketing give a new
sight at synergetic effects of innovation marketing under
conditions of integration processes. It can become the basis of
economic systems efficiency increase. Consequently, it will
provide the increase of competitiveness of both separate
economic agents and economic system as a whole.

Il. TYPES OF SYNERGISM

Synergism or synergetism is the display of co-operative
behaviour of natural material essences. As a result, they unite
into a system. In particular, elementary particles unite into
atoms, atoms — into molecules, molecules — into cells, cells —
into organisms, organisms — into ecosystems or social
networks. It is a well grounded stance that the ability of
synergetism is a fundamental property of nature and it is
inherent to every material essence [13]. Dialectical unity of
two natural processes of differentiation (division, difference)
and integration (combination) is the key in the implementation
of this phenomenon. The consequence of synergetic
phenomenon is the structure of the existent world, in which
any natural material essence is a separate unit and at the same
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time is part (constituent part) of other units of a higher level
[16].

The basic essence of synergetic phenomenon is the co-
operation of separate parts of the system. As a result, they start
acting as a single unit. For this purpose it is necessary that
separate particles of a system react to changes in the external
environment, and separate particles demonstrate coherent
actions, as if "exchange" information to synchronized changes
[10, p. 260].

In the work [14, p. 94], the concept of "synergy" is
interpreted as a united (common) action of two or a few
elements of a system in the same direction.

Synergetic principles deserve special attention within the
framework of synergetic approach. Budanov V. [4]
distinguishes seven basic conditions for synergism:
(1) homeostasis; (2) hierarchy structure; (3) non-linearity;
(4) openness; (5) instability; (6) dynamic hierarchy;
(7) observances.

Ansoff I. paid a considerable attention to practical use of
synergetic approach for optimisation of economic systems [9,
p. 39-40]. In particular, he studied the question of accounting
synergetic effects for grounding the strategic development of
companies. Research of economic synergism was conducted
by M. Porter, who studied creation of value chains of different
companies (enterprises), as well as common activity and their
potential cooperation, which can be used for creation of
competitive advantage [12, p. 14].

The analysis of the above-mentioned studies on economic
synergism enabled the authors of the article to define and
analyse the basic kinds of synergism: interpersonality
synergism, administrative, investment, financial, operating,
trade synergism, synergism of man and computer, synergism
of complex processing of natural resources, innovative and
corporate synergism.

Interpersonality Synergism. It is possible to talk about the
origin of such synergism, when two or more people with
different skills co-operate. As a rule, in business, it is a
collaboration of people with organizational and technical
skills. The principal reason of collaboration is the achievement
of synergetic effect. It can be, in the opinion of the authors of
the article, only under condition of the directed and co-
operative actions of all participants of the process, who have a
general goal and actively work in this direction. On the other
hand, a tendency to specialization allows forming groups with
a high level of synergism, to create a powerful group of
specialists with various capabilities and experience.

Administrative  Synergism. This type of synergism
determines a general positive effect. It deals with the known
management problems of a company that entered a new
industry. Baltin V. [3] distinguishes two types of synergy:
system synergism and synergism from competence transfer.
The former is achieved under condition of centralization of
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separate business processes, and also by integration of
enterprises in the "value creation chain". Trade networks can
be the example of business process centralization. Shops have
a centralized system of commodity purchasing and united
logistic services in one trade network. As a result, the scale
effect is consequently achieved and is impossible to be
obtained in a decentralized purchasing system. In comparison
with the synergy effect from centralization of business
processes, in case of enterprise integration in the value
creation chain the synergy effect will be less considerable. The
latter is achieved by the use of a certain unique competence by
the purchased business-units and can provide company
competitiveness exactly due to transfer of administrative
"know-how", introduction of the system increasing
management efficiency.

Investment Synergism is possible as a result of common use
of fixed assets, common supplies of raw materials, and use of
common capital productive assets.

Financial Synergism may arise under condition of tax cuts
and diversification. For companies that provide financial
services, for example, providing clients with a wide set of
financial goods and services (credit cards, account opening,
mortgages, personal loans, mediation, investments, creation of
"development budget") financial synergism is necessary for a
constructive change of economic position of firm participants.
It is possible to distinguish such basic advantages of financial
synergism as:
decrease in financial risks due to goods and territorial
diversification; decrease in tax loading provides the creation of
united budget, necessary for ecologically oriented
development of enterprise; diversification of client segments
assists the improvement of obligation coverage; decrease in
instability of money flows provides the increase in solvency
and facilitates access to financial capital; decline of business
risk assists creation or expansion of internal capital market.

Operation Synergism appears when production capacities
and personnel are used more effectively, overhead costs are
distributed, and purchasing of large lots of goods provides
advantages. Operation synergy is related to operating activity
of incorporated firms and includes scale effects, price increase
and higher increase rates. lvashkovskaya N. grounds that such
basic advantages of operation synergism are determined by
[6]: economies of scale, which enable promotion of
productivity due to specialization, permanent costs decrease
due to redistribution, increase in the degree of asset use;
economy on flexibility is provided by flexibility of commodity
turnover, demand (including ecological); research of market
segments, administrative team and control; possibility of
economic growth is provided by market expansion speed,
conquest of new market segments, reaction on bringing in new
innovative technologies, speed of creation of new goods and
increase in the value of the company.

Trade Synergism. With the aim of sales optimisation, firms
use common channels of distribution of goods, which are kept
in one storage. It can also deal with an external incentive for
separate enterprise activities for the sake of sustainable
development, which will lead to forming new types of goods,

for example ecological, and their realization with the aim of
satisfaction of consumers’ preferences. Ecological goods and
services must become major requirements for the society. For
this purpose, the synchronized action is needed in the field of
favourable tax system creation, encouraging crediting,
favourable pricing, public policy forming, assistance of mass
media, state support of ecologically friendly goods and
services market. In relation to the complex of marketing
communications, synergism means the effect of co-operation
of different communication instruments, which arise due to
their common use. Communication instruments may
strengthen each other, creating a synergetic effect [1].

Roson R. [18] thinks that it is possible to consider
marketing synergism as the variety of trade synergism.
Synergetic effect in a marketing system is the result of
orientation of all subjects of marketing system in the process
of their co-operation for consumer needs. The proper level of
planning, co-ordination and organization of co-operation
process can be provided due to common economic activity and
co-operation of economic agents. Communication policy of an
enterprise which is based on certain principles is in the centre
of attention. The mentioned author proves the necessity of
understanding of which effects must determine the
communication policy of a company.

Among four basic constituents of communication policy,
awareness about brand, attitude toward brand, intention to buy
and assistance for purchase must be highlighted. Introduction
of innovation marketing makes sense when the enterprise gets
a synergetic (system) effect, which is considerably higher than
the effect before introduction of innovative marketing
decisions. Directions of innovative development can, for
example, relate to expansion of market segments, introduction
of new methods of goods use, entering new markets (raw
material, sales and other markets); development and
realization of new goods and services; diversification of
production and sale [7]. It is possible to expect the display of
synergetic effects in two different directions: 1) synergetic
effects, which show up within the limits of one enterprise due
to a systemic use of different marketing instruments; 2)
synergetic effects, which show up from the systemic activity
of separate enterprises, which unite for achievement of certain
economic goals. It is possible to achieve a positive synergetic
effect of the first type, namely from systemic application of
marketing innovations, in cases of sales activity optimisation,
marketing  planning optimisation, marketing research
optimisation, optimisation of advancement of commaodities to
the consumers, use of informative marketing system
optimisation, advertising optimisation.

Synergism of Man and Computer is a combination of human
skills, capabilities and computer technical characteristics.
Computers are extraordinary in combination with professional
skills of people, who work with such a technique. Enormous
information content can be worked out only when personnel
are involved. It is a combination of a computer and man and is
another type of synergism.

Synergism of the Complex Processing of Natural Resources
is especially important in connection with problems of
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economic synergism in the context of sustainable
development. For every enterprise, the idea of sustainable
development maintenance must be not only the priority, but
also an advantage that businessmen understand and use
synergism as a strategy, which will provide companies with
lifelong economic development.

Synergism of goods production is a kind of synergism
between enterprises of different industries, which results in
transformation of by-product and resource waste, which is
efficiently used. Thus, there is an observance of sustainable
development principle. The basic idea here lies in one hundred
per-cent use of resources, zero-emission production, and eco-
efficient production. The basic principle of by-product
synergism is the following: waste of certain production can be
used as an input resource for another production. This
principle must diminish harmful emissions in the atmosphere
and aquatic sources, prevent excessive waste formation and
also will allow reducing the operating costs of enterprises. As
a result, there is a possibility to get a synergetic effect from
similar industrial symbiosis of production.

By-product synergism enables companies to decrease
current expenses on materials, energy, and transportation; to
enter new markets and work out new types of products; to
decrease expenses on utilization of by-products; to extend
collaboration and partner relations.

Information-Innovative Synergism. Its basis is information
assets, which in combination with other productive factors
give the complex of advantages. Integration of unique
information technologies and food products into a productive
environment enables economic agents to use natural resources
effectively and rationally and adhere to ecological equilibrium.

Synergism based on information assets allows creating a
competitive advantage [9, p. 73]. Therefore, for every
company a priority task is the creation of invisible assets,
which would allow sustainable economic success in the long-
term perspective. This is especially important for goods,
which are especially dangerous from the point of view of
contamination of the environment.

Basic advantages of this type of synergism, which can
promote company efficiency, can be the following: protective,
investment, competition, expansive and ecological advantages.
Basic advantages of information-innovative synergism can be
formulated in the following way: investment advantages
appear due to possibility of free money investment in
profitable business; competitive advantage appears due to a
more complete risk control (price, currency and other risk
control), possibilities of diversification increase, use of
experience of other productive spheres, being inaccessible to
competitors; expansive advantages appear due to increase in
possibilities of company expansion to other markets, including
expansion through foreign markets; ecological advantages
arise due to combination of unique new technologies, new
technological developments in the field of raw material
extraction, use and reproduction of natural resources.

Corporate  Synergism. Curien N. distinguishes the
following constituents of corporate synergism [17]: financial,
client, intersystem and educational. According to the scientist
[17], the essence of financial constituent consists of the
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optimisation of distribution of capital, balanced growth and
risks. Under a client constituent, the above-mentioned author
understands the development of cross sale, search of common
clients. An intersystem constituent means the common process
of optimisation and scale economy. Development of key
competences and best experience exchange means an
educational constituent. For some companies, which provide
financial services, creation of synergism, for example, means
providing clients with a wide set of financial goods and
services (credit cards, checking account opening, mortgages,
personal loans, mediation, investments, etc.).

The mentioned types of synergism are synergism
phenomenon, which takes place in economic systems or in the
process of co-operation of separate subsystems of the
economic system. In the opinion of the authors of the article,
the mentioned types of synergy must be completed by two
types: 1) synergism, which appears as a result of co-operation
inside separate subsystems within the limits of ecological
system; 2) separate economic and ecological subsystems
within the limits of ecological and economic system. The
latter can be named ecological and economic synergism and
may refer to ecological and economic synergism.

I11. CONCEPT OF STRATEGIC INNOVATION MARKETING

The most widespread forms of innovative marketing are [8]:
invention patents; patent licensing; unlicensed invention
trading; technical documentation transfer; "know-how"
transfer; technological knowledge transfer, which is needed
for acquisition or equipment and machine leasing; informative
exchange  during personal meeting; engineering;
implementation of general research and development;
organization of joint production and ventures. In industrially
developed countries, the marketing firm development
conception occupies an honoured place for more than decades
[5].

Conception of innovation marketing is the basis for market
research and search for the competitive strategy of an
enterprise. The complex of innovative marketing is
represented in Figure 1.
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As Figure 1 shows, strategic and operative components are
the most important types of innovative marketing.

Strategic innovative marketing is determined by market
segmentation, positioning of goods and services. The key
moment of marketing strategy is research and prognostication
of demand for new goods based on a thorough study of
consumer perception of innovation.

The primary task of division of marketing at the initial stage
of innovative strategy is market research. As a rule, at the
initial stage of such research, the general economic analysis is
conducted. This type of analysis is closely related to the study
of "external environment" of an enterprise (e.g. population,
growth rates, profit per capita and consumption, cost-of-
living-index, "consumer basket", inflation and other rates) and
it allows investigating macroeconomic factors, which relate to
the demand for innovations. In addition, this type of analysis
includes the study of legal terms, practice of legislation,
related to import and export of similar products, quota,
limitations on standards, taxes, subsidies etc. Thus, it is
necessary to analyse the existent level of national production
of similar goods, presence or possibility of import, existent
level of export, data about the production of national goods
and innovation [5, p.117-119; 2].

As the basic information for implementation of general
economic research, official statistical information and the data
of state bodies, governmental sources are used, as well as the
data of international organizations, embassies, banks,
industrial catalogues, researches, norms and instructions,
specialized  reference books or business magazines and
newspapers, trade associations, chambers of commerce, etc.

Let us analyse further steps of strategic marketing.

Demand Analysis. As a result of demand analysis, an
enterprise with an innovative marketing strategy must answer
the question: “Who are our new product customers?” In most
cases, during the demand analysis a segmentation method is
used: distribution of market into specific customer groups
(market segments), which can require different goods and to
which it is necessary to add different efforts. During
segmentation, an enterprise must exactly define what it is
exactly necessary to analyse. A selected segment (target
market of these products) is a basic working unit for
marketing department of an enterprise.

Attractiveness. The next step of market strategy
development is the determination of attractiveness degree of
different market segments and choice of one or a few
segments (target markets) for studying. For attractiveness
assessment, different marketing instruments are used. Thus, it
is necessary to take into account a segment size (market), its
change tendency (decrease or growth), and also aims and
resources of company, which studies a market segment.
Methods of attractiveness analysis are based on the demand
and market segment potential study. Innovative product life
cycle is also analysed.

Competitiveness refers to the estimation of the ability of
small and medium-sized enterprises to compete at the market
of these products. During estimation, competitive advantages
are determined. This type of analysis is closely related to
methodology of the previous positioning of every product
type, which is included in a "portfolio”, offered to a target

consumer group. Positioning of innovative product determines
its location in a group of products, which are already presented
at the market. The aim of positioning is the strengthening of
innovations at the market. Different analytical approaches
based on supply study are used.

Choice of "Product-Portfolio. "Portfolio” analysis is an
instrument, by means of which the organization managers
expose and estimate different directions of economic activity
with the aim of resource investment in most profitable
directions of activity and narrowing the weakest directions of
activity. As a result of careful analysis, the relative market
strategy is chosen. A firm starts to produce goods that
represent the highest degree of attractiveness for consumers,
and are highly competitive.

Choice of Innovative Development Strategy. Development
strategy is the main direction of marketing activity, by using
which an organization aims to attain selected goals. On the
selected target markets, different types of innovative strategies
can be used.

IV. SYNERGETIC EFFECTS OF INNOVATION MARKETING

Introduction of innovation marketing makes sense when the
synergetic effect is considerably higher than that the economic
subjects had before introduction of innovative marketing
decisions. They can, for example, deal with the expansion of
market segments, introduction of new methods of goods use,
entering new markets (raw material markets, sale markets,
etc.); development and realization of new goods and services;
diversification of production and sale [7]. One can expect
synergetic effects to occur in two directions. (1) synergetic
effects that occur within a single company as a result of the
regular use of various marketing tools, (2) synergetic effects
that occur as a result of the systemic activity of separate
companies that merged to achieve certain economic goals.

It is possible to achieve a positive synergetic effect of the
first type, namely from the systemic application of marketing
innovations in the cases of sales activity optimisation,
marketing  planning optimisation, marketing research
optimisation, advancement of goods to consumer optimisation,
use of informative marketing system optimisation and
advertising optimisation.

As a result, a synergetic effect of innovation marketing can
appear. It is expressed in the effect of complex application of
innovative marketing decisions and it differs from the simple
addition of effects of every separate measure:

E2E +E,+E,+E, +E @)
where Ei is an effect of integrated innovation marketing;

E1 — the sales optimisation;

E2 — the marketing research optimisation;

E3 — the optimisation of logistic processes;

E4- the optimisation of the use of informative marketing
systems;

E5 - advertising optimisation

The effects were obtained on the example of marketing
activities of seven enterprises of Sumy Region. Evaluations
were obtained by the expert method. Marketing experts took
part in the evaluation. Table 1 demonstrates the expert
evaluation of effect of integrated innovation marketing.

121



2012/22

Economics and Business

TABLE 1
EFFECT OF INTEGRATED INNOVATION MARKETING BEFORE AND AFTER OPTIMISATION

Index Before optimisation, % After optimisation,%
E1 — the sales optimisation 100 105

E, — the marketing research optimisation 100 102

E5—the optimisation of logistic processes 100 102

E, — the optimisation of the use of informative marketing 100 101

systems

Es— the advertising optimisation 100 102

E; - the effect of integrated innovation marketing 100 115

Application of the mentioned approach is especially important
for advancement of ecological goods and services in the
market (Table 2) [11].

TABLE 2
CLASSIFICATION OF ECOLOGICAL GOODS DEPENDING ON THEIR FUNCTIONS

Function

Characteristic goods

Administrative

Social system management technologies

Scientific Know-how, scientific documents, database, construction and technological documents

Industrial Nature saving equipment (equipment for land recultivation etc.), monitoring systems, equipment for
waste management

Utilization Services for ecological goods use

Organization and management

Services for introduction of ecological goods on markets, management technologies

Service and trade

Trade services for ecological goods (including different kinds of tourism)

Education and upbringing

Educational materials (textbooks, manuals, etc.).
Educational technologies (methods for conduction training programmes)

Nature management

Technologies for controlling natural systems and their reproduction

Urban Technologies for formation and reproduction urban landscapes
Culture and arts Cultural goods and services
Information Services for collecting ecological information

Financial and economic

Control of monetary flows, most efficient use of resources in the ecological sphere

Auditing

Eco-audit consultation services

Social and psychological

Impact technologies on social systems for the sake of society and economy ecologisation

Health protection

Services for health protection

Synergetic effects of marketing innovations, which appear

from the common activity of separate enterprises, can be
implemented due to basic groups of factors: efficient use of
marketing; costs minimization; increase in the value of the
company; innovation approach to forming a marketing policy;
increase of competitive advantage (Fig. 2).

Directions for getting synergetic effects

/ v v ¥

N

Efficient Minimization Increase of Innovation approach Increase of
use of of costs firm’s value to forming competitive
marketing marketing policy advantage

Fig. 2. Synergetic effects of innovation marketing from the systemic activity
of separate enterprises
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As a result of positive synergetic effects, the increase in
investment attractiveness can be possible and it can provide
capital flow increase, improvement of management and asset
value increase [15].

V. CONCLUSIONS

Incorporation of synergetic basis for implementation of
marketing instruments will allow increasing functioning
efficiency of the economic system. High-quality marketing
system of innovative measures and decisions under
contemporary conditions of economic process integration
provides synergetic effects, which predetermine the increase in
efficiency of a separately taken enterprise, industry as a whole,
and the whole economic system. Synergetic effects can
possibly be expected in different directions: efficient use of
marketing; minimization of costs; increase in a firm's value;
innovation approach to forming a marketing policy; increase
in competitive advantage.



Economics and Business

2012/22

REFERENCES

[1]. Apaanuer A. B. CuxeprisM KOMMYHHKAIIHOHHOIO MHCTPYMEHTAapHS :
[Enextponnwuii pecypc] / A. B. Apnannes, E. B. ITonos / MapkeTusr B
Poccun u 3a pybexom. — 2001. — Nel. — Pexum I0CTymy A0 JKypH.:
http://www.dis.ru/im/article.shtml?id=68.

[2]. Apmcrponr TI., Kortiep ®. Beemenume B MapkerwHr. — MocCKBa:
Msnarensckuii qom "Buibsmc", 2000. — 640 c.
[3]. Baarun B.J. Ouenka od¢exta CHHEPrHH  CO3JAHHA |

¢ynxknuonupoBanus xonpuara / B. O. Bantun, E. B. CkoGeneBa //
Becthuk OI'Y. — 2003. — Ne 8. — C. 170—176.

[4]. Bynanos B. I'. TpaxcaucuuiuiiHapHOe OOpa3oBaHHE W HPHHIMIIEI
cunepreruku. Cuneprerudeckas napagurma / B. I'. Bynanos / [mox pex.
ApuinHoB B. U., Bynmanosa B. I'., Boiinexosuua B. D). — M. :
IMporpecc—Tpagumus, 2000. — C. 285—305.

[5]. BecrByn k. Mapkerunroseiii mian. — Cankr-IlerepOypr: Ilurep,
2001. - 256 c.

[6]. MBamkoBckas M. CiusHuss ¥ OIVIOICHHS: JIOBYLIKH pOCTa
[Enextponnuii pecypc] / Upuna IBamkoBckas // VYmpasieHue
kommnanuei. — 2004. — Ne 7. — C. 26—29. — Pexum noctymy 10
KYpPH:
http://vorona.hse.ru/sites/infospace/podrazd/facul/facul_econ/keiff/DocL
ib3/Stati_IV/uk_7_ivaskovskaya_26-29.pdf

[7]. Mapsmenxko C. H. MHHOBaMOHHOE  Pa3BUTHE  PBIHOYHBIX
BO3MOXKHOCTeil: pobiiems! ynpasienus / C. H. Unbsmenko— Cymsl :
BBII «Mpisi-1» JITH, 1999. — 222 c.

[8]. Kapmam B. $., IMaeaenxo I. A., Ilagamwox O. K. Tosapua
inHoBauiitHa nomituka: [Minpyunuk. — K.: KHEY, 2002. — 266 c.

[9]. KemnGenn J. Crparernyeckuii cuneprusm, 2-e¢ usa. / KemnbGemr 3.,
Cammepc Jlauc K. — Cn6.: [Tutep, 2004. — 416 c.

[10]. Meabuuxk JI. T'. DxoHOMHKA U MH(OPMALKS: SKOHOMHKA HH(POPMALUH
1 uHbOpMaIKs B dKOHOMHEKE: DHUUKIONeAndeckuit ciosapp / JI. T.
Menbauk — Cymbl : UT]] «YHuBepcuterckas kaura», 2005. — 384 c.

[11]. Meabnuk JL.T. Exosoriuna ekoHomika: [linpyunuk. — 2-re BUJ., BUIIP.
i mon. — Cymu: BT]] «YHiBepcuterchka kuuray, 2003. — 348 c.

[12]. Moprep M. KomkypenTHOe mpeumymiectBo. Kak HOCTHYL BBICOKOTO
pe3yibTaTa U 00eCHEeUNTh ero YCTOHYHMBOCTG ; [mep. ¢ aHmI.] / Maiiki
Tloptep. — M. : Anbniuna busnec byke, 2005. — 715c¢.

[13]. Mpuroxuu M. Kower onpeneneHHOCTH. BpeMst, Xaoc U HOBbIE 3aKOHBI
npuponsl / Wnest Ilpuroxwn. — Wxesck : HUIl “Perymspras u
xaoTnueckas quHamuka”, 2000. — 208 c.

[14]. Cuneprernka exkoHomiunux cuctem : Hapu. moci6 / [I. T. I'pabap,
€. I. Xonakiscepkuit, O. B. Boznrok, JI. }O. Bosna Ta in.]. — XKuromup :
YKuromup. nepx. TexH. yH-T, 2003. — 244 c.

[15]. Tpenes H.H. KoHieniys TOBBINIEHAS KOHKYPEHTOCIOCOOHOCTH
JNIEKTPOTEXHMYECKOH NPOAYKIMH IyTeM OOBeHHHEHHs HPEIIpUITHIA
JNEKTPOTEXHHYECKOH mpoxykuuu // Mapketunr B Poccun u 3a
py6exom. — 2001. — Ne 3. [Enexrponnmuii pecypc]. — Pexxum poctymy: -
http://www.cfin.ru/press/marketing/2001-3/14.shtml

[16]. Yua6ept K. Kpartkas ucropus Bcero / [miep. ¢ anri. C. B. 3ydkosa). —
M. : ACT : Acrpens, 2006. — 476 c.

[17]. Curien N. The Convergence between Content and Access: Internalizing
the Market Complementarity // Review of Network Economics, — June
2007, — Vol. 6, Issue 2. — P. 161—174.

[18]. Roson R. «Two-Sided Markets : A Tentative Survey» // Review of
Network Economics, 2005. — Ne 4, — P. 142—160.

Leonids Melniks, Irina Dehtjarova. Inovaciju marketinga sinergetiskas bazes

Leonid Melnyk in 1989 obtained his
Doctor's degree in Economics at Moscow
{ Institute of National Economy. 1978 he obtained
his Candidate degree in Economics at Moscow
Institute of Steel and Alloys. 1971 he obtained
his Honours Degree in Mechanical Engineering
at Kharkov Polytechnic Institute.

Professional experience: since 2007 — a
< Director of the Institute for Development

Economics of the Ministry of Education &

Science and National Academy of Sciences of
A /-- Ukraine; since 1999 — an Editor-in-Chief of the

International Scientific Journal “Mechanism of

Economic Regulation”; since 1993 — a Head of the Department of
Economics at Sumy State University; since 1990 — a President of the
Economic Research Centre.

Professional awards: 2005 — an Academician of the Russian Academy of
Natural Sciences; 1995 — an Academician of the Academy of Business and
Management of Ukraine; 1995 — an Academician of the International
Informatization Academy; 1993 — an Academician of the Academy of
Engineering Sciences of Ukraine; 1993-2011 a Member of the International
Society for Ecological Economics. He participated in numerous international
conferences and delivered lectures at different universities abroad.

Address: Rimskogo-Korsakova St., 2, Sumy, Ukraine, 40007

Phone: +380 542 335774, fax: +380 542 333297

E-mail: Imelnyk@mail.ru

[

Irina Dehtyarova graduated with honours
from Sumy State Pedagogical Institute named
after A.S. Makarenko (SSPI) in 1997. In 2005
graduated from Sumy State University, the
Department of Retraining Specialists. In 2009
received a scientific degree of Candidate of
— Economic Sciences at Sumy State University
(SSU), Ukraine. Since 2011 she is an Associate
Professor at the Department of Economics and
Business Administration at SSU.

2002-2005 — a Senior Lecture at the
Department of Foreign Languages, SSPI;
2005-2010 — an Assistant at the Department of Economics, SSU; 2010-2011
— a Senior Lecturer at the Department of Economics, SSU; 2011 — present —
an Associate Professor at the Department of Economics and Business
Administration at SSU. Since 2002 she is a member of NGO ECO, member of
the Organizing Committee of International Scientific Conference “Economics
for Ecology”. Professional Development: Certificate of participation in The
Viadrina Summer University “The Use and Abuse of Power. Cultures of
Corruption in the Modern World” (The European University Viadrina in
Frankfurt (Oder), Germany, 16" June — 3" July 2008).

Address: Rimskogo-Korsakova St., 2, Sumy, Ukraine, 40007

Phone: +380 542 335774, fax: +380 542 333297

E-mail: irina.dehtyarova@gmail.com

Ekonomisko atistibu ir grati iedomaties bez miusdienigiem inovativiem marketinga risinajumiem. Saimnieciskas darbibas subjektu konkurgtspgja ir atkariga no

subjekta izveletas ekonomiskas attistibas strategijas. Veiksmigi izveidota inovativu marketinga pasakumu sistéma

nodrosina uzpémumu izdzivosanu

globalizacijas apstaklos. Raksta paradita ekonomiskas sinergijas analize, kas dod iespgju izanalizét tas galvenos veidus, pie kuriem ir attiecinama starppersonu,
vadibas, investiciju, finansu, operacionala, tirdzniecibas sinergija, cilveka un datora sinergija, dabas resursu kompleksas parstrades sinergija, informativi-
inovativa sinergija un korporativa sinergija. Paraditi ari marketinga inovaciju sinergiskie efekti, kas var rasties no atsevisku uznpémumu sistémas darbibas.
Sinergetiskas bazes ieverosana, realizejot marketinga kompleksa instrumentus, paaugstina ekonomiskas sistémas funkciongsanas efektivitati. Raksta noraditi
virzieni, kuros var gaidit sinergijas efektu: 1) sinergijas efekti, kas rodas viena uznémuma ietvaros, sistematiski izmantojot dazadus marketinga instrumentus; 2)
sinergijas efekti, kas rodas atsevisku uznpemumu sistematiskas darbibas rezultata, kuri ir apvienojusies noteiktu uznémgjdarbibas merku sasniegsanai. P&tijjuma
paradits sinergijas efekta, ko dod sistemisks marketinga inovaciju pielietojums, kas iespejams sadales darbibas optimizacijas, marketinga planosanas, marketinga
izpéetes, logistikas procesu optimizacijas, marketinga informacijas sistemu izmantosanas un reklamas optimizacijas gadijuma, aprekins. Raksta paraditi ar

marketinga inovaciju sinergiskie efekti.

Jleouna MeabHuk, Mpuna Jextsipésa. CuHepruyeckue 0CHOBbI HHHOBAIIHOHHOTO MAPKETHHIa
DKOHOMHUYECKOE Pa3BUTHE HEBO3MOXKHO MPEICTABUTH O3 COBPEMEHHON CHCTEMbI HHHOBAIMOHHBIX PEIICHUH MapkeTHHra. KOHKYpeHTOCIIOCOOHOCTh CYyOBEKTOB
XO3SHICTBEHHOM AEATENFHOCTH 3aBUCUT OT BBIOPAHHOM CYOBEKTOM CTPATErdl SKOHOMHUYECKOTO Pa3BHUTHS. Y1auHO C(OPMHUPOBAHHAS CHUCTEMa MHHOBALIMOHHBIX
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MapKEeTHHIOBBIX MEPOIPHATHH 0oOecreunBaeT BHDKHBAHUE NPEINPUATHS B JKECTKHX KOHKYPEHTHBIX YCIOBHSX Iobanm3anud. B crathe mpencTaBiieH aHamm3
HCCIEIOBAHUN 10 YKOHOMUUYECKOMY CHHEPIU3MY, YTO JaeT BO3MOXKHOCTb OIPEEIMTh U NPOAHAIU3UPOBATh OCHOBHBIE €r0 BHUJbI, K KOTOPBIM IIPHHAIJIEKAT
MEXIIMYHOCTHBIN, YIIpaBIeHUSCKIH, HHBECTUIOHHBIA, (DUHAHCOBBIH, ONEPAallMOHHBIH, TOPTOBBIH CHHEPIH3M, CHHEPIH3M YelI0BeKa M KOMIIBIOTepa, CHHEPTU3M
KOMIIJIEKCHOU I1epepabOTKH MPHPOJHBIX PecypcoB, HH(OOPMAIOHHO-UHHOBAI[HOHHEII ¥ KOPHOPATHBHBIA cuHepru3M. [IpencraBieHsl Takke CHHEPTHUCCKHE
3((heKThl MAPKETHHIOBBIX MHHOBALMI, KOTOPbIE MOTYT BO3HHMKATh OT CHCTEMHOI JEATEIbHOCTU OTJACIbHBIX NPEANPUITHIL. YHeT CHHEPrUYeCKON OCHOBBI IPH
peanu3anuy KOMIUIEKCAa MApKCTHHTOBBIX HHCTPYMEHTOB IO3BOJIUT HOBBICUTH A()(EKTHBHOCTh (DYHKIMOHHMPOBAHHS DKOHOMHYECKOM CHCTEMEL. B craThe
IpeUIaraloTcsl HAaIpaBIeHUs, 0 KOTOPHIM MOXKHO OXHJATh MPOSBICHHS CHHepruieckuX d¢¢exroB: 1) cunepruueckue 3G¢eKTsl, KOTOpbIE MPOSBIIOTCS B
HpezeNnax OfHOro HPEANPUATHS OT CHCTEMHOTO IPHUMEHEHHs Pa3INYHbIX MAPKETHHTOBBIX HHCTPYMEHTOB; 2) CHHeprudeckue 3(QeKThl, KOTOPbIC MPOSBIAIOTCA
OT CHCTEMHOH JeATENbHOCTH OTACNbHBIX HMPEANPUITHH, KOTOPble 00BEAUHSIOTCS AT JOCTIKEHUS ONpeneNEHHBIX XO3SHCTBEHHBIX Ienell. B mccinenoBanun
IpeUIaraeTcsl pacyeT CHHEPruIecKoro 3G dexra oT CHCTEMHOTO NMPUMEHEHUSI MapKeTHHIOBBIX HHHOBAIUH, YTO BO3MOJKHO B CIIy4asiX ONTHMH3AI[UH COBITOBOH
JIeATENbHOCTH, MApKETUHIOBOIO IIAHUPOBAHUs, MapKETHHIOBBIX HMCCJIEIOBaHUM, ONTHMM3ALUM JIOTMCTHYECKHX HPOLIECCOB, ONTHMU3ALUM HCIOIb30BaHUS
NH(QOPMALOHHBIX MAapKeTUHTOBEIX CHCTeM, pekiaMsl. [IpefcraBieHsl Taroke cHHepruueckue dS(QeKThl MapKeTHHIOBBIX HHHOBAIMIl OT CHCTEMHOI
JIeSITENIbHOCTH OT/IEIBHBIX IPEIIPHATHH.
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