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Teopin Ta npaktuxa pedopmysanng exoHomiunmx cncrem: marvepiaan 11 Mimnapoanoro
naykopo-npaktuanor o popymy «New Economicsy — K.: Buia-so «llenrp nasuainuoi giveparypus,
2015, — 141e.

Marepianm 11 Miknapoanoro naykoso-npaktudnoro dopymy «New Economicsy MICTHIL TesH
JNONOBACH yHacHnKis GopyMy 3a CeRuiiinuMu HAYKOBHMH  HATIPAMEAME.  hy aaMesTaibii reoperingo-
METONOAOTIHE NPOBIEMI SKOHOMINHOT HAYKIL METOAONOTIA T METOAH PeIOPMYBAHNA HAULIOHABLINN
CROHOMIMIIMX CHETEM, PEBOPMY BANHS MIKPOSKOHOMIMHEX CHETEM | BisHec-npotecin.

B matepianax Gopymy posKpiio rHOCEOAOTTI0 T TEHETIC SROHOMIMHIX KPS, BHCBITICHO tpoliemi
SANATOCTT 18 He3pOdITTA, HANAHO PEKOMEHAAIIT 31 CTATONO POIBITKY. HABCICHO TCOPETHKO-METOAONON M HI
HAXONH 10 pedopyMy BAHHA HAIIOHATBHEX T4 THTEPHALOHAILHUX CKOHOMIMHIX CHCTCM, 3alPONOHORAI0
HPEIOINII 31 crpaTeris pedopy; BH3HAYEHO HATPAME Td METOAN pedopMyBang (IHAHCOBO-KPEANTHOMO
MY, POSKPHTO Drojkerny Ta (ICKAIBHY HOMTHKK HK CTPATErTYHI IHCTPYMEHTH PEryIHOBAHNS
ut HpONECIB;  3ANPOLOHOBAHO  HapPaMi  pedopmysanng  Cowlanbnoi  chepyn,  KII0Bo-
HOIG CCKTOPY,  HATHBHO-CHEPICTHNHOID  KOMILIGKCY, CLIBCHKOTO rocuogapersa Poskpuro
] ARO-METOA0A00IMEE OeHoBn  PeBopMYIINA  MIKPOSKOHOMIMIHUA  CHETCM 10 BIIHCC-HPOLECH B,
WCHEIEHO Opranisan THO-CKOMOMIMIN MEXAHIN YIPABITHIS TATPHEMETIOM, SIIPOIOHORANO KON 3
VAOUKOUWICHIA CHCTEMI KOPHOPATIRHOTO  YIPARITHIS, (GOPMVBANHA eDCKTHRHUX CHETEM YIPARIITHS
HOPEORLION, Wﬂ!mulw METOAOAOEHIO T4 METOAN NLIBHIIEHHA ePERTHBHOCT! (IHAHCOBOIO MEHE/DKMENTY

JUS IYROBIR,  BHRAIIR  CKOHOMIMHUX  MCIIN, MANPHCM IS, IEPRABIUN  CHVKDOBILIR,
HCTIPRIFTI YO CTYIeH TR
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HACTHHW  KOWTIB MIANPUEMCTBA HA 3aXOAW WIOAO 3HWKEHHA pPHIUKY, ©
CTPAXOBUX NpeMiii Ta (opmysatns donay pusnky. Mocasnoaiiine dinancyn
MOJATae B OTPUMaHHI KOLITIB HAa KOMMEHCaLi0 30MTKIB. SKUIO KOWTH HAZIXOMA T
crpaxoBux onaie abo GoHay pHIMKY NiANPUEMCTBA, TO HANPIMOK X
npomne;?mmfu npu nonoaiiinomy (iHancyBanHio. 30HTKH MO PHIMKAX, WO HE
JAXMUICH]  CTPaXyBaHHsIM a0  nepeBMUIYIOTL  3AIUIAHOBAHWE  PoO3Mip  npK
CAMOCTPAXYBAHHI, MOBHHHI KOMIIEHCYBATHUCS 3 BIACHMX KOWITIB nignpuemcrea abo 4
NONATKOBHX [IKEpet.
Cnncok BHKOPHCTAHHX ;’Ibl{epe.)'l

I. Crouhy, M., Galai. D., and Mark. R. (2012). Risk Management, 2nd ed
New York : McGraw-Hill. -
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PRODUCT DIFFERENTIATION AS A BASIC COMPETITIVE
MARKETING STRATEGY IN CRISIS

The process of product differentiation used in marketing to enhance the
competitiveness of the goods on the market and is empowering products are
particularly distinctive properties that are important target audience. The concept is
fully int.e‘gratcd into the theory of marketing and for today is the most frequently used
competitive strategy.

The strategy of product differentiation can allow even small companies to be
successful in the competitive sectors, as it reduces the impact of high resource
fwailability on the market share of the company [3] . Company is sufficient to
identify correctly the competitive advantages of its product (based on knowledge of
the company's strengths and existing opportunities in the resources): to find a group
of consumers who have opted for a competitive advantage goods will be significant
and set the price, which will provide the required level of profit.

Product differentiation strategy should be basic during crisis period because it
can reduce direct competition, difficult to compare products with each other, allow
any company to become a mini-monopoly in the segment, setting a price for the
goods that will cover all the costs of its production and will provide the required
return on sales. Summing up the above the higher product differentiation in the
industry market, the wider consumer choice and harder literal comparison of the
goods [1].

Differentiation can be done in various forms - by the technology of
functionality, Customer Service, by the dealer network. product range and product
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design. The strategy should be aimed at creating such a product, service or goods and
services within the industry would be perceived as an exclusive or unique. Ideally,
the firm has to differentiate itself in several ways, since strategy presupposes a strong
competitive position that is not easily copied by competitors. Obvious examples of
such a strategy are clothing boutiques, fine wine shops. beauty salons, offering a
unique (for the market) technology or services.

This strategy is an effective means of achieving profits above the industry
average due to customer loyalty and reduce price sensitivity of the product, which
makes it possible to sell goods or services at a higher price [2].

Since the strategy of differentiation is most prevalent, it is necessary to define
more precisely, how should be implemented "opposed" or "uniqueness” of the
company to get exactly the long-term advantage in their industry in crisis. Often this
"uniqueness” (especially when creating a new brand) is the result of a creative
advertising agency, reflecting some fashion trends in the market. A striking example
is the emergence of a large number of products developed using nanotechnology; at
the same time remains a mystery what gave the buyer of nanotechnology. Neither the
new name or new packaging are not product differentiation, differentiation - is the
satisfaction of certain needs of customers that competitors can not satisfy. However,
determined to use a differentiation strategy should remember one important point:
product differentiation must be based on the important characteristics of the product
for the consumer.
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THE ROLE OF INTELLECTUAL CAPITAL IN THE COMPANY’S INNOVATIVE
ACTIVITY

During the period of economic transformation the innovative business activity
plays an important role. Innovation and entrepreneurship are essential organizational
strategies to help find out a way of the world financial crisis affecting today's
businesses. The innovation process is a complex phenomenon characterized by
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several stages reaching from basic research up to the penetration of the market with
new products. So a variety of indicators needed to describe and measure the
company’s innovative activity, each of them emphasizing the specific aspects, but
also exposed the error of measurement. [nnovative activities of firms are different in
relation to its intensity, direction, use of external expertise, etc.

Nowadays global competition and a constantly changing nature of innovation
and creativity as a critical factor, force every company to create or transfer new
values or bring out new dimensions in addition to the current ones. These
commitments also require a complete transformation of existing structures,
indications and approaches in the field of management and organization. One of the
tools that make possible this transformation acquired intellectual capital.

We define an intellectual capital as one of the main indicators of the welfare of
the country. This study showed that three types of intellectual capital — employee
capital, structural capital. and customer capital — had a significantly positive
relationship with innovation performance. Moreover, the results also indicated that
the higher the growth rate of an industry. the stronger were the positive relationships
between three types of intellectual capital and innovation performance.

Knowledge has become the most important factor in economic life. The most
outstanding reflection of information age on business enterprises is the importance of
the development and effectiveness of data-based accumulation, created by a business
enterprise on its activities. In this sense intellectual capital is now regarded as a
strategic element in business enterprises nowadays.

A distinctive competence of the company can generate more managerial
effectiveness, efficiency and innovation than its competitors, and can additionally
provide a great value and benefits for its clients. The distinctive competence of the
company can be regarded as the result of intellectual capital within the firm. Thus,
when a company has more intellectual capital, it will create a better performance of
innovation. In other words, when a company has more intellectual capital, it would be
more innovative competence to further increase the performance of its new product
development. Namely, it is obvious that the positive correlation between the existing
intellectual capital within the organization and its innovation.

According to all components of intellectual capital Ukraine has not good
positions. First of all, it is necessary to pay attention to indicators such as process,
human and financial capital. It is obvious that Ukraine needs to invest more and
encourage entrepreneurs to develop business. For this purpose it is important to create
an atmosphere of healthy competition, disarm corruption, make the work of
government effective. implement effective mechanisms of protection of intellectual
property.

[t can be concluded that the regarding human capital, it is essential to improve
the quality of education. Besides it is needed to raise salaries to employees of science.
It will both increase the motivation of workers and also prevent the "brain drain"
from the country. As a result we will have an increase in intellectual capital and
furthermore improve the company’s innovative activity.
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CYUYACHI NMIAXO/AM JIO ®OPMYBAHHS CTPATELIT YIIPABJIIHHS
BITUHIHAHUMN KOMINAHIAMU

B octamHi POKH  3HAYEHHA  CTPATErivHOTO  YIpaBjiHHA, o A03BOAE
MANPHEMCTBAM BHAKHBATH B KOHKYPEHTHIHT  DopoThoi, HaHO 'sﬁnnmuyrrhc.ﬁ T&?
MPHBEPTAC YBATY HE TiIbKH HAYKOBLIB-CKOHOMICTIB, @ i KepiBHMKIB KoMIaHii. &
HAA3BUMATIHO MIHIMBOMY CEPEOBHLL, 33 YMOB JKOPCTKOT KOHKypeHuil B ycix
cepax BupoOHULTEA i Diznecy, KoMnaHil NOBUHHI 30CepenTH yBary He TUIbKH Ha
PiBHI BHYTPILIHBOTO CTaHy Crpas, ane it po3podIATH TaKy CTPATErIo, HIO HALaBaia O
MOKIIMBICTE PO3BUBATHCA H 3pOCTaTH. o _

Tepmin «ctpareriune ynpasainssy Oys Beeenuii  nanpukinui 1960-x pokie
A8 TOTO, WIOO MOIHAMHTH PIsHHIIO MiK YHPABIiHHAM Ha pisHi BUpoDHUITEA T4
ynpaBaiHHaM Ha PiBHI KepiBHMITBA KOMDAHIEIO (ui,rmpnr_mc‘rnom), {)JII!11M 3 foro
3ap1aHb Oyno 3BEPHEHHA  YBATH  KCPIBHHUTBA KOMMaHIH Ha CKOHOMIMHIH CTaH
Kpatin, sike i 40 CLOrOMNi  3HAXOAWTLEA Y cTani nnc*riipmm PO3BHTKY, aje
BOMHOMAC 3AJTHIIACTRECA A0CHTH HeeTabinbnuM. OT&e, cTpaTerivune ynpasiiHus — ue
CHETEMA, 110 CKAAIAETHCA 3 B3ACMOZANEIKHHX NPOLECB, SKI HANAIOTL PitHAil piseib
BIUIHBY OJWH Ha oamoro. Bowno nependauac BCTAHOBIEHHA AHHAMIMHUX 3B'A3KIB
KOMpauii (NiANpHeMcTBa) i3 OTOUYIOUMM CCPEAOBMILEM B HOLIYKAX NEPCNEKTHBH
BUKOPHCTAHHS MOKIHBOCTEH, K 103BOIAIOTH KoMnanii (rai;mp;_wmcmy. ) BHAUTH 34
YMOB JKOPCTKOT KOHKYPeHLT i, 38 HeoOXiZHOCTI, IMIHHTH NOJITHKY IANPHEMCTEA
BIAMORIAHO J10 peastiii choroaeH s,

Y KOHTEKCTI A0CHiIAEeHHA HAyKOBHWIl intepec awrtopa Qopmyerbes y
pusnavenni  daxtopis  gopmysanns  edexrupHol  crparerii  ynpasiainna - Ta
MOJANBIIOND  POBUTKY  BITUHIHAHUN  MANPUEMCTE, OCHOBHUMHM 3 AKHX €
CHCTEMATH3ALIA  ICHYIOMHMX  TEOPETHKO-METOIHUHHX  MIAXOAIB 10 BHIHAUCHHS
crpaterii  PO3BMTRY [IANPHEMCTBA Y CYUACHWX pealisx Hacy Ta BHCYHEHHA
MEPCMEeKTHB POIBHTKY rany3eii NPOMHCIOROCTI Kpaiti.
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