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[bookmark: _GoBack]Abstract: The problem of necessity of marketing providing of development of innovative potential of machinery enterprises of Ukraine in order to increase competitiveness of their products in conditions of globalization and dynamic market changes was actualized. Effective and structural approaches to identify the basic nature of innovative potential of the enterprise and managing its development were characterized. We made an aemphasis on the significance of marketing resources for reasonable managing of structural development of innovative potential of the enterprise. We systematized marketing resources and technologies, distinguishing material and non-material components. We distinguished groups of marketing technologies that form strategic and operative basis of development of innovative potential of the enterprise. The firs one deals with proactive behavior of the enterprise on the market, the other – with the reactive behavior. We underlined, that to hold up the competitiveness of the enterprise in the conditions of globalization we must prefer those marketing technologies that provide the development of the innovative potential according to competitive strategies of the enterprise, in the chosen areas of business.
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1. Introduction
Extreme increasing of process of globalization – more and more sectors of economic activity were ruled by international corporations - marked the beginning of XXI century. It all became possible because of development of information technology and spreading of products of information of marketing of processes in all spheres of economic activity. Industrial era cedes the information. Due to the development of information technologies all around the world the processes of exchanging new knowledge speeded, opportunities of accumulating and using knowledge in organizational space of big companies increased, that give them the right to influence not only economic but also political processes, to change in their favor laws, create and use more effective ways of influence over consumer's choice, form new behavior stereotypes and make their own rules on the market. Less competitive enterprises have to find new ways of forming competitive advantages that would give a chance to avoid the pressure from strongly competitive rival and save their place on the market, which is full with offers of products and services to satisfy different social needs. It is made quickly and effectively by those enterprises that have big innovative potential.

2. Problem / меthоdology.
The question of managing of innovative potential of the enterprise that work at highly dynamic markets with the solid level of competitiveness more often become the main subject of the scientific papers of modern managers, both theoretical and practical. In particular, today this question is discovered by A. Dziubina, V. Illin, N. Krasnokutska, L.Loshchyna, P. Makoveev, L. Martiusheva, S. Popel, N. Syrotynska, A. Telnov, O. Shylova, V. Chaban, I. Chermoshentseva and others. In the works of these scientists the nature and structure of innovative potential of the enterprise is discovered, scientific-practical approaches to valuation were formed, the influence of innovative potential on the development of the enterprise was distinguished and so on. However, the practice of the business of many enterprises show that the high return of the realization of its potential is not enough. We can suppose that it's because of non-conformity of its structural components to those tasks, that enterprise must solve in the context of determined in some period of time basic or competitive strategic activity. However, the question of usage of opportunities of marketing in order to manage the development of innovative potential of the machinery enterprise on purpose to increasing their capability to form and increase competitive advantages are not still the main subject of the scientific works. At the same time enterprises that aim to save and strengthen their positions in the conditions of increasing of markets that are caused by realization of Ukraine the European vector of development, these questions are urgent and need significant theoretical and practical providing. The position of the authors is that to solve this task in the conditions of dynamic changes in the market the tools and technologies of the marketing must be relevant to the demands of predictions, creativity.

3. Results.
Changes in the environment of business as a result of globalization demand radical reinterpretation of approaches to managing economic organizations. The high dynamic of the environment of business on one side, and on the other side compaction of markets because of increasing of economic efforts international corporations and growth of its influence on the customer's choice. They all demand flexibility and innovation in styles, methods, tools and technologies of managing, in ways of organization of industrial and gained activity, in forms of interaction with other participants of the process of exchanging goods and services, so to say in all those processes that define the nature and results of the activity of enterprises and organizations. The activity of industrial enterprises in creation of innovations in products and processes give an opportunity to react beforehand, which means to form new consumer's needs, create new markets segments that can be rather capacious and provide innovators with commercial return. Due to these, the enterprise will have the possibility to accumulate more resources for its quantity increasing and qualitative development. That is why the enterprises in economically developed countries use innovative causes as fundamental sources of forming and strengthening their competitive preferences for a long time. Because of different innovations the subjects of business increase their capability to create consumer's values [1], that is the important condition of effective business at competitive markets.
The leaders in application innovations are the USA and Japan. Costs on Research and Development in the USA exceed costs in Germany, France, England and Italy joined. In the USA almost 80% of innovative products around the world are made. Japan according to the amount of costs spent on innovative activity has almost the same level as the USA. If in the near past, Japan looked after the experience from the west countries and USSR, today it is one of the most generators of innovative ideas [2]. Their realization in products and services changed Japan into country with the highest level of life.
By means of borrowing innovations (especially highly technological) develops today China, which during last ten years changed into country with the best economic dynamic. China manufacturer aim to copy everything that rises consumer's interests and can be sold on the market. Such interest to innovations, but rather in the sphere of information technology shows India, the government of which gives favourable conditions for the development of this area of activity. These countries dynamically increase their capability to create and realize innovations, which makes possible for them in the near future to get into the list of countries that form economic trends and support innovative revolutions. On the contrary, countries, where innovations are in a low importance get further and further to global economic bottom – as a result of not giving any suggestions of competitive products on the market.
Every year in a world economy "innovative gap" gets bigger and bigger between developed countries and the majority of countries, that re developing, to the number of which belongs Ukraine. In a scientific literature innovative gap is defined as "the complex of differences in the levels of innovative perfectness of the areas of one country in a reference to areas of the other one" [3]. It is obvious, that the reasons take their beginning in imperfectness of national innovative system, which form legislative and infrastructure environment of innovative activity. According to M. Shugurov the effectiveness of the innovative system provides clear of obstruction way from technological idea to a concrete technological innovation and the speed of its application to industrial process [3]. It also deals with the development of different areas of national economy and with the activity of the subject of the business that use services of infrastructure elements of the national innovative system. These services are centers of transfer of technology, technological centers, business-incubators and other centers of accumulating and transfer of new knowledge into different areas of national economy – for development of innovative possibilities of the subjects of the business.
Unfortunately, in Ukraine, government does not pay much attention to the development of innovative possibilities, purposefulness of creating new plans and programs of innovative programs, forming and development of innovative culture is absent. In particular, because of these reason innovative potential of the majority of industrial enterprises of Ukraine cannot provide the realization of competitive strategies in conditions of competing with enterprises of similar products. Evidence of this is the reduction of the part of export of Ukraine of machinery, which from all other kinds of industrial products was characterized as a product containing the biggest amount of science. In comparison to 2010, the amount of export of products of machinery in 2016 reduced in two from 8,95 to 4,35 billions doll. USA [4].  Moreover, as seen from Pic.1. beginning with 2012 there is tendency of reducing of export of the most technological kinds of machinery products, including, the creation of planes, where Ukraine always had good competitive position.

Рис.1. The dynamic of structure of export of machinery products of Ukraine in 2010-2016 

One of the main reasons of reducing of export capability of machinery in Ukraine is the loss of the part of technological enterprises in Donetska and Luhanska districts that are now temporarily occupied. At the same time the negative influence have the processes of reducing from this sphere the most qualified scientists and workers. Part of them emigrated to those countries where inventiveness and creativity are highly appreciated, the other part – went to other spheres with better economy and lost its capability to develop their talents in the sphere of engineering projecting, taking into account modern tendencies of scientific-technical progress. As a result, the majority of machinery enterprises have not very high innovative potential, which is based on the results of the intellectual activity.
Innovative potential in the scientific literature from the point of view of resource component is defined as "a complex of different resources,... that are necessary for realization of innovative activity" [5, c.208],  or those that can used "for reaching aims of economic subjects [6, c. 111]. It is the component of inner environment of the enterprise that provides its development as manufacturing system, innovative renovation and improvement of those processes that work for creating consumer's values.
In general, the analysis of existing points of view on the nature of this term "innovative potential of the enterprise" [7-11] shows that among them we can outline two main approaches to determining it – effective and structural. According to the first one, the emphasis is made on defining the parameters of effectiveness of its usage and here we first emphasize the capacity of the enterprise to realize innovative projects. As for the other approach the emphasis is made on its structure (or resources capacity) and combining of structural components in the process of creation and realization of innovations.
Taking into account, that innovative potential forms for realization of innovative tasks, that form the basis of competitive strategy of the enterprise and competitive strategies are chosen by management according to business-context, that is realized in strategy perspective, opening new possibilities or creating some threats of activity, we can confirm that there is an interconnection between processes of forming and usage of innovative potential. On one hand, its development must be in the way of chosen competitive strategies, on the other hand, competitive strategies are chosen taking into account the capacity of some structural components of innovative potential to form solid competitive advantages. In both variants the main role in the structure of innovative potential is made by marketing component as modern management does not react so much on existing needs and demand, as itself form them. It is reached by the way of advancement and popularization of technology of consuming of new products. We may say that modern marketing goes before needs, aiming to predicting and preventing in creation of products for its satisfaction. This gives us reasons to say that marketing resources, tools and technology influence the development of innovative potential of modern industrial enterprises. They give us a chance to integrate and coordinate the activity of its other structural components in the process of creation and consuming innovations, intensifying interconnection between the manufacturer and consumers for creation and output of competitive products. At the same time the basis for increasing income for enterprise-manufacturer from guaranteed sell of new products is formed.
Thus, the innovative potential of the enterprise must develop under the influence:
· defining of the strategies and probability of the development of consumer's needs in the spheres of strategic business, that prompt the enterprise to innovative changes in products for forming competitive advantages in the ways and means of satisfying of these needs, including the way of technological and organizational reprojecting;
· the evaluation of potentially useful inventions that appeared on the market of innovations and can be relized by the enterprise taking into account specific character of its activity ( belonging to some branch) in the case of innovative changes;
· cooperation of the enterprise with the subjects of the market that can be participants of technological chain of creating a product for planning interconnected changes in the structure of resources and business-processes and gaining the effect of synergy.
· changes in legislation that can give some (economic or organization) preferences to the subjects of the market that conduct the activity, which is defines as a priority in the country on a certain strategic period (for example for realization in the scale of national economic strategy "technological push");
Each from above reasons of influence changes in time, is the main component of the process of strategic choice, and needs certain identification for applying right management decisions. This identification is provided by qualified usage of marketing resources. Marketing resources are material and non-material means and technologies, the usage of which influences the forming of consumer's demand on enterprise's products, adding and holding on the loyalty to potential consumers. Their structure with outlining of material and non-material parts is shown in Table 1.
Table 1
Structural components of marketing resources of industrial enterprise
	 Kind of a resource
	Components\ the matter of resource

	Material resources

	Marketing capital resources
	Buildings (rooms), which are occupied by a marketing team

	Marketing industrial resources
	Technical equipment of the marketing service (computers and program software, office appliances, specific communication devices) 

	Marketing staff resources
	The staff of marketing service and sale

	Marketing financial resources
	The budget of the marketing 

	Marketing information resources
	Information from the outside on drivers

	Marketing nonmaterial resources

	Marketing non-material actives 
	Contract in license, data base of clients, trade mark, advertising

	Marketing culture
	The orientation of the staff on satisfying consumer's needs

	Marketing intellectual resources
	Competencies and creativity of the marketing staff, their capacity to effective communication, adaptability and other personal characteristics, which provide the effectiveness of marketing products 

	Marketing strategy
	The idea of a business, methods of strategic analysis and planning, segmentation and positioning

	Relations with business-partners
	Contracts, personal horizontal contacts, common projects, etc. 

	Relations with the consumers
	Contracts, personal horizontal contacts, common projects, etc.

	Marketing technologies in the sphere of managing marketing 
	Planning of marketing, marketing researches, inter-functional cooperation and coordination, the method of accepting of marketing decisions, marketing control, systems of motivation of marketing staff, systems of increasing of qualification in the sphere of marketing 

	Marketing technologies in the sphere of forming assortment 
	Technologies of evaluation competitive products, managing the life circle of a product, methods of forming and optimization the structure of assortment 

	Marketing technologies in the sphere of advertising and advancement 
	Technologies of projecting and organization of advertising activity, methods of advertising products 

	Marketing technologies in the sphere of prices 
	Technologies of defining prices, forming of price policy, price strategy 

	Marketing technology in the sphere of distribution and sale 
	Contracts with mediators, personal contacts, technologies of providing and distributing products 



From Table 1 we see that these kinds of marketing resources have immediate correlation with management of innovative activity of the enterprise, so they form information-market component of innovative potential. Their full and qualified usage gives an opportunity to develop both the strategic basis of innovative potential (when the enterprise due to effective technologies of advertising and advancement can form consumer's demand on their own products, so to say "push" innovational products on the market, basing oneself on the potential of engineering inventions of their constructors and technologists), and provide the development and effectiveness of operating component of innovative potential – when due to marketing researches the enterprise can develop products and markets, modifying their own products and satisfying needs of new potential groups of consumers. The first one deals with proactive behavior of the enterprise on the market, the second – with reactive. Taking into account euro integrated processes in Ukraine for keeping competitiveness of Ukrainian industrial enterprises the favor must be given to those marketing technologies, which provide the development of strategic basis of innovative potential and correspond the proactive behavior of the enterprise in choosing competitive strategies in strategic areas of business.

4. Conclusions. 
Competitiveness of industrial enterprises in the condition of globalization is reached by purposeful, effective and successful innovative activity, which is the result of realization of their innovative potential. We propose to define the innovative potential of the industrial enterprise as a complex of resources for realizing effective innovative process in the chosen strategic activity and organization-economic conditions of collaboration of participants, which form teir motivation and capacity to creating and realization of innovations. In total of resources of industrial enterprise (techno-technological, financial, staff, information and scientific-research character) the significant place take marketing material and non-material resources. They occupy methods and technologies, the usage of which assists forming of consumer's demand on products of the enterprise, attraction and holding on the loyalty to potential consumers. In the structure of marketing resources the most significant place have own non-material resources, that are created according to concrete marketing and innovation aims and are embodied in marketing technologies of different destination. The analysis of its nature shows, that they can be divided into two groups according to the direction of its impact. The first group gives a possibility to define tendencies of development of consumer's needs in the spheres of strategic business of the enterprise and provide the development and effectiveness of operation component of innovative potential, when due to marketing researches the enterprise can develop the products and market, modifying their own products and satisfying the demands of new potential groups of consumer's. It forms information-market component of the innovative potential. The information and gained with its help knowledge are realized in new means of labor, technologies, professional experience, which are important for adaptation to market changes. The second group of marketing technologies provide the development of techno-technological and inventive components of innovative potential (its strategic basis) – for increasing its capacity to creating and realization their own exploitation with the high consumer's value. Effective usage of these both groups of marketing technologies is important for development of innovative potential of the industrial enterprise, but for holding on the competitiveness of the enterprise in the conditions of globalization, the favor must be given to those technologies, which deal with proactive behavior in choosing competitive strategies.
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