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The problem of developing strategic tools for providing innovative competitiveness of 
the enterprise in the modern globalized economy is explored. Based on the concept of systemic 
competitiveness, it has been determined that innovation competitiveness is created due to 
competitive advantages based on the use of innovative methods, products and technologies, 
in accordance with the complementary model of technological, marketing and organizational 
innovations.

The systemic content of competitiveness determines the basic role of the enterprise as 
a main participant of the reproductive process ensuring the innovative competitiveness of the 
region and the country. Innovative processes that take place in a globalized economy and 
based only on market mechanisms, create prerequisites for exacerbating global risks associated 
with economic, environmental, social, technological threats. To overcome such negative 
consequences, the enterprise should apply appropriate strategic management instruments that 
would ensure compliance with the principles of corporate social responsibility and sustainable 
development requirements.

The existence of a well-grounded strategy and the ability to effectively implement 
it provides the basis for ensuring competitiveness. In modern context, the development 
and implementation of strategies for innovative competitiveness of enterprises should 
take place on the basis of integration into the world economy, in the competitive 
interaction with components of the globalized competitive environment, taking into 
account the principles of innovative sustainable development and corporate social 
responsibility.

A prerequisite for developing a strategy for innovative competitiveness of an 
enterprise is to assess its level of competitiveness in target markets. To assess the level 
of innovative competitiveness of an enterprise in a global context, we suggest using a 
combined method based on an integrated assessment of the following components: 1) 
factor determinant of innovative competitiveness – competitive innovative potential 
of the enterprise; 2) outcome determinant of competitiveness, considered through 
economic, social and environmental performance; 3) the competitiveness of the 
product.

The systematic coordination of strategic goals and determinants of innovative 
competitiveness with the aim of strategic provision of innovative competitiveness of 
the enterprise is proposed to be implemented using strategic planning tools – a strategic 
map and a balanced system of indicators. A strategic map of innovative competitiveness 
is drawn up that combines the formulation of strategic and tactical goals and objectives 
with the requirements of innovative sustainable development and allows to specify the 
ways of achieving the set goals through effective use of innovative potential, as well 
increase the innovative competitiveness of the enterprise in the global environment to a 
certain target level.

References
1. The Global Risks Report 2018,13th Edition, [Electronic resource]������������� / ����������World Eco-

nomic Forum, 80 p. Available at:http://wef.ch/risks2018(Accessed 01 October 2018).



ISSN 2074-5362 (print), ISSN 2522-9702 (online). Європейський вектор економічного розвитку. 2018. № 2 (25)

2. Porter, M.E., Stern, S. (2004). Ranking National Innovative Capacity: 
Findings from the National Innovative Capacity Index. The Global Competitive-
ness Report 2003-2004, X. Sala-i-Martin (ed.). New York: Oxford University 
Press, 384 р.

3. Stern, S������������������������������������������������������������������., ���������������������������������������������������������������Porter, M������������������������������������������������������., ���������������������������������������������������Furman, J������������������������������������������. ����������������������������������������(2000). ��������������������������������The Determinants of National In-
novative Capacity. NBER Working Paper������������������������������������� 7876. ������������������������������The National Bureau of Econom-
ic Research, pp. 1-56.

4. Lambin, J-J., Shuiling, I. (2012). Market-Driven Management, Strategic 
and Operational Marketing, 3rd ed. London: Palgrave Macmillan, 620 p.

5. Chan Kim, W., Mauborgne, R. (2005). Blue Ocean Strategy. How to Cre-
ate Uncontested Market Space and Make the Competition Irrelevant. Boston, 
Massachusetts: Harvard Business School Press, 320 p.

6. Hamel, G., Prahalad, K. (1994). Competing for the Future: Breakthrough 
Strategies for Seizing Control of Your Industry and Creatingthe Markets of To-
morrow. Boston: Harvard Business School Press, 327 p.

7. Meyer-Stamer, J. (1998). Building Systemic Competitiveness. German 
Development Institute. Reports and Working Papers, no. 3, pp. 1-75.

8. Mazaraki, A., Mel’nyk, T. (2010). Innovatsii iak dzherelo stratehichnykh 
konkurentnykh perevah [Innovations as a Source of Strategic Competitive Ad-
vantages]. Visnyk Kyivs’koho natsional’noho torhovel’no-ekonomichnoho univer-
sytetu [Herald Kiev National University of Trade and Economics], no. 2, pp. 5-17.

9. Fedulova, L.I. (2014). Kontseptual���������������������������������   ’��������������������������������   ni zasady upravlinnia innovatsi-
jnym rozvytkom pidpryiemstv [Conceptual bases of management of innovative 
development of enterprises]. Marketynh i menedzhment innovatsij [Marketing and 
management of innovations], no. 2, pp. 122-135.

10. Taranenko, I.V. (2013). Innovatsijna konkurentospromozhnist’ krain u 
suchasnykh umovakh hlobalizatsii [Innovative competitiveness of countries inthe 
modern contextof globalization]. Dnipropetrovs’k. Dnipropetrovs’kyj universytet 
imeni Al’freda Nobelia Publ. [in Ukrainian], 424 p.

11. Taranenko, I.V. Strategic Analysis of Innovation-Based Competitiveness 
in the Global Economy. Montenegrin Journal of Economics, 2013, vol. 9, no. 1, 
pp. 127-134.

12. Sakhno, I.V. (2012). Analiz osnovnykh metodychnykh pidkhodiv do 
otsinky konkurentospromozhnosti pidpryiemstv [Analysis of the main meth-
odological approaches to the assessment of the competitiveness of enterpris-
es]. Zbirnyk naukovykh prats’ Tavrijs’koho derzhavnoho ahrotekhnolohichnoho 
universytetu (Ekonomichni nauky) [Collection of scientific works of the Tavria 
State Agrotechnological University (Economic Sciences)], 2012, no. 2, part 2,  
pp. 385-390.

13. Morozov, Ju.D., Taranenko, I.V. Strategija kak faktor obespechenija 
jekonomicheskogo blagopoluchija organizacii v kontekste mirovyh tendencij us-
tojchivogo razvitija [Strategy as a factor in ensuring the organization’s economic 
well-being in the context of global trends of sustainable development]. Akademi-
chnyj ohliad: ekonomika ta pidpryiemnytstvo [Academy review: Economics and 
entrepreneurship], 2011, no. 2 (35), pp. 164-175.

14. Bhargava, M., Chatterjee, R., Grimpe, Ch., Sofka, W. (2011). Marketing 
Innovation and R&D Capabilities – More Than One Way to Innovation Success? 



ISSN 2074-5362 (print), ISSN 2522-9702 (online). Європейський вектор економічного розвитку. 2018. № 2 (25)

[Electronic resource]. Contributed paper to be presented at the 3rd European Con-
ference on Corporate R&D and Innovation CONCORD-2011, October 6th 2011, 
Seville (Spain). Available at: http://www.jrc.ec.europa.eu (Accessed 15 Septem-
ber 2018).

15. Bashuk, H.O. Metodychni pidkhody do otsinky 
konkurentnospromozhnosti promyslovoi produktsii v Ukraini [Methodical 
Approaches to Assessing the Competitiveness of Industrial Products in 
Ukraine]. Efektyvna ekonomika [Effective Economy], 2014, no. 9. Available 
at: http://www.economy.nayka.com.ua/?op=1&z=3380 (Accessed 07 October 
2018).

16. Kaplan, Robert S., Norton, David P. (2004). Strategy Maps: Convert-
ing Intangible Assets into Tangible Outcomes. Boston: Harvard Business School 
Press, 454 p.

Одержано 12.09.2018.




