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The article proves that the formation of a system of variable management of marketing of
initiative projects, proposed in the study, will contribute to the achievement of technological
sovereignty of the state, the use of flexible, dynamic and adaptive technologies of marketing
management in the conditions of the formation of Industry 4.0; the integration of domestic
companies into the global economic system, creating conditions for the creation of a system
of strategic marketing management; increasing the marketing activity of companies, the
implementation of strategic marketing management functions, the creation of high-quality
innovative industrial products. It is determined that the system of strategic management of
innovative marketing of initiative projects is the process of transforming the current business
model into an innovative one, the implementation of which is aimed at creating analytical models
of growth and forming a strategy for the organization's competitive behavior. Thus, innovative
marketing, represented by the function of innovation management, is aimed at the effective
formation and promotion of innovations based on a comprehensive market analysis and the use
of communication and pricing policy tools. Innovation marketing involves the use of various
tools and methods of influencing both production technologies and the implementation, diffusion
and promotion of innovations in the market. promotion of innovations in the market. A model of
strategic management of marketing of initiative projects based on the use of variable (flexible,
adaptive, dynamic) technologies is proposed. Achieving goals during the implementation of
initiative projects is possible due to ensuring production, technological, personnel, information
and other types of security, forming a development strategy taking into account the orientation
on the requirements of owners and users of housing, creating an innovative business model.
The use of models of variable (flexible, adaptive, dynamic) management helps to solve problems
associated with the transition from the traditional marketing management system to new
management scenarios (variable), quickly change and restructure internal business processes
and the structure itself, create new designs of business models, increase the efficiency of their
functioning.

Key words: initiative projects, innovation marketing, management, variable approach,
model, system.

Bosickosa B. B., Bosuecenckin B. B. @opmysanns cucmemu 8apiamuenozo ynpaeiiHHs
MapKemuHzom iHiyiamueHux NPOEKMie

B cmammi dosedeno, wjo opmysanns cucmemu 6apiamugHo20 YNpagiinHi MapKemuneom
IHIYIAMUBHUX NPOEKMIB, 3aNPONOHOBAHOL 8 OOCTIONCEHHI CRpUsmuMe 00CSCHEHHIO MEeXHOI02i4-
HO20 cysepenimenty 0epaicasul, GUKOPUCIAHHIO SHYUKUX, OUHAMIYHUX A AOANMUGHUX MEXHOI0-
211l MAPKemuH208020 YAPAGLiHHs 8 yMosax Gopmysanis Indycmpii 4.0, inmeepayii 6imuusHsAHUX
KOMNAMill y c6imogy cucmemy 20Cn00apiogants, Gopmyrodu YMoeu Ois CMEOPEeHHs CUcmemu
Cmpameiuno20 MapKemuHe08020 YAPAGIIHHA, NIOGUWEHHIO MAPKEMUH2080] AKMUBHOCTIT KOM-
natitl, 30iCHeHHIO PYHKYITl cmpame2iuHo20 YRpaBIiHHA MAPKEMUH2OM, CIMEOPEHHIO BUCOKOAKIC-
HOI IHHOBAYITIHOT NPOMUCT060T NPOOYKYIL. Busnaueno, wo cucmema cmpameivho2o YnpaeiiHHs
IHHOBAYIUHUM MAPKEMUHEOM [HIYIAMUSHUX NPOEKMI6 — ye npoyec mpancopmayii nomoyHoi
6izHec-mooeni 6 iIHHOBAYILIHY, 30TUCHEHHS. IKOT CHPSMOBAHE HA CIBOPEHHS AHAIIMUYHUX MOOeell
3pocmanHs ma (opmyeanus cmpamezii KOHKYpeHmHOI nogedinku opeauizayii. Takum yunom,
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IHHOBAYIIHUL MapKemuHe, NPedCmasieHuil PYHKYIEN IHHOBAYIIIHO20 MEHEOHCMEHMY, HAYLIEHUL
Ha eghexmusne popmyeanns i NPOCy8anHs IHHOBAYIN HA OCHOGI KOMNIEKCHO2O AHANIZY PUHKY
i 3acmocysants IHCMPYMeHmi68 KOMYHIKamueHoi ma yinoeoi nonimuxu. Mapkemune innosayiu
nepeobauae 3acmocy8amnHsL PisHUX IHCMPYMeHmie i Memoois nauUsy K Ha MexHoN02ii 6UpodHU-
ymea, max i Ha 301UCHeHHs peanizayii, Ouys3ii ma npocyBaHHs HOB0BEEOEHb HA PUHKY. NPOCY-
BAHHI HOB0BBEOCHL HA PUHKY. 3ANPONOHOBAHO NPONOHYEMBCS MOOETb CIMPAMeiYHO20 YNpas-
JIIHHS MAPKEMUHZOM THIYIAMUBHUX NPOEKMIE HA OCHOBL BUKOPUCMAHHA BAPIAMUBHUX (CHYUKUX,
aoanmueHux, OUHamivHux) mexwonoeii. Jocsenenns yinei nio wac peaﬂléauii' IHIYIAMUBHUX
NPOECKMIG MOICIUGE 3ABOSKYU 300E3NEUEHNIO BUPOOHUYOL, MEXHON02IUHOI, KAOPOGOL, ingopmayiti-
HOI' ma inwiux 6u0i6 Oesnexu, opmysanio cmpamezii po36umKy 3 ypaxyeannsm opichmayii na
BUMO2U GIACHUKIG | KOPUCTTYBAUI8 JICUMA, CMEOPEHNIO IHHOBAYIUHOI Oi3nec-mooeni. Buxopu-
cmanns Mooenell 8apiamueHo20 (SHY4K020, a0anmueHo20, OUHAMIYHO20) YNPAGIIHHSI OONOMA-
eae supiwumu npoonemu, no8's3ani 3 nepexooom 8i0 MmpaouyitiHoi cucmemu MapKemuH208020
VYNPAGLIHHS 00 HOBUX CYEHAPIi8 YNPAGLIHHA (6APIAMUBHUX), ONEPANMUBHO 3MIHIOBAMU MA nepe-
6yoosyeamu 6HympiwHi 6isHec-npoyecu i camy CmpyKnypy, Cmeopoeamu Ho8i KOHCmpYKYii 0i3-
Hec-Mooelell, NIOSUUYsamu eQekmusHiCmy ix YHKYIOHY8AHHS.

Knrwowuogi cnosa: iniyiamusHi npoekmu, mapkemuue iHHO8AYil, YNPAGIIHHA, 6apiamueHull
nioxio, Mooenv, cucmemd.

Formulation of the problem. Marketing is a system of measures to promote prod-
ucts and the company itself on the market, in other words, it is the ability of a seller to
sell products with benefits for the business and the target audience. Marketing of initia-
tive projects is one of the types of organizational innovations and is an activity to form
consumer qualities and promote innovative products or ideas that have new competi-
tive advantages. Among the various projects that can be implemented by an enterprise,
marketing projects deserve special attention. Marketing projects play a crucial role in
the successful operation of any enterprise and effective management of these projects is
the key to achieving marketing goals and efficient use of resources. Enterprises realize
the importance of effective planning, coordination and implementation of marketing
projects to achieve their strategic goals. However, marketing management of innovative
projects differs from project management in other industries, as it requires taking into
account certain features.

Analysis of recent achievements and publications. Many foreign scientists
have dealt with the issues of effective project management, such as: Besner C. [1],
Dvir D. [2; 7], Hobbs B. [1], Kerzner H. [3], Miiller R. [5], Turner J.R. [5; 9], Wheel-
wright S.C. [11], Wysocki R.K. [12]. Among the scientists who paid attention to the
management of marketing projects in their research, it is worth noting Shevchenko N.V.
[14], Davydenko M.V. [14], Golitsyn A.M. [13]. Despite the deep research of the men-
tioned authors, additional research is needed to determine the essence of marketing
specifically initiative projects and generalize their classification aspects. Therefore, the
goal of the research is the development of theoretical approaches to the formation of a
system of variable management of marketing of initiative projects.

Presentation of the main material. Innovation marketing represents a solution to
a number of problems (exchange, diffusion, commercialization of innovation, forma-
tion of new sales markets or promotion of innovations, elimination of barriers to the
demand for innovations by users, etc.), which may go beyond the scope of scientific
research on innovative products. Therefore, innovation marketing has an intersection
with innovation management, strategic management, organizational behavior of con-
sumers, cognitive psychology, communication theory, etc. Innovation marketing, for
example, in housing construction is a process that includes the implementation of the
following stages: planning of innovation activities, research of the real estate market,
organization of communications with suppliers of raw materials, components and con-
sumers, formation of pricing policy, creation and promotion of innovative products,
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organization of service [2]. Innovative development is determined by the effectiveness
of the use of marketing tools in the formation and promotion of innovations in the
market. The concept of innovation marketing represents the goal of an organization's
innovation activities aimed at meeting the needs of a specific target group of consumers
in the market (Fig. 1).

Organizations — producers The concept of marketing Innovation
of initiative projects innovations in initiative ] market
projects
| |
) Formil}g your own Innovation marketing Goal
Innovation consumer strategy in initiative achievement
(business philosophy) projects toolkit
Consumer needs Achievling goals as a result of .Planning a.nd
Organizational capabilities .meet.lng consumer need.s; 1mp1emept1ng
Diffusion of new innovations marketing
and initiative projects; innovations
Making a profit

Fig. 1. The concept of marketing innovations in initiative projects
[developed by the author]

Marketing innovation processes begin with the formation of a target audience of
users within the target group of consumers.

To do this, a comprehensive marketing analysis of the innovation market is carried
out, user preferences are determined, the behavior of competing firms and the structure
of their supply of innovative products are clarified, a forecast of the dynamics of solvent
demand is made, and the capacity of the potential target segment is clarified [6].

Marketing innovations in initiative projects has a specific target orientation, since it
is oriented towards a certain innovation and a potential group of consumers. Marketing
activities to promote innovations in initiative projects on the market are based on gener-
ally accepted and traditional technologies for presenting and supporting products. Thus,
the goal of marketing innovations in initiative projects is marketing management of this
innovation on the market.

The strategy of innovative marketing includes an analysis of potential opportunities
for the development of new objects, the creation and use of innovations [7].

Innovation marketing is aimed at implementing specific measures to achieve the
goal of the marketing plan. It involves the use of certain tools for promoting innovative
products (services) on the market, including various innovative technologies, advertis-
ing, product promotion channels, building networks for commercialization and imple-
mentation of innovations.

The concept of innovation marketing covers the development and implementation of
an innovation marketing plan, which is a document that reflects, in general, information
about the goal and objectives of marketing activities for the implementation of innova-
tions, methods of their implementation, about the innovations used, the target segment
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of their application, information about competitors, etc. [6]. The marketing innovation
complex includes pricing policy, communication policy and organization of innovation
diffusion.

The marketing orientation of management on variable technologies has an innova-
tive content, greater profitability, but, on the other hand, there is a significant level of
risk. The use of variable management technologies is aimed at changing the manage-
ment style of business entities, forms new indicators of the organization's corporate
culture, and contributes to the systematization of planning and management of business
processes.

Strategic innovative technologies of marketing management of initiative projects are
classified according to the following features [6]:

dynamicity of management technologies — reflects the dynamics of the organiza-
tion's development through the implementation of certain processes;

flexibility — the ability to adapt to the changing requirements of the innovation mar-
ket during the implementation of project goals;

accuracy — the compliance of innovative business processes with the goals of the
organization's functioning;

adaptability — the ability to change, transform innovative business processes;

consistency of implementation — this is the organizational structure of the interaction
of innovative processes with the tasks of the strategy.

The system of strategic marketing management of innovation of initiative projects
includes a set of strategic marketing functions, methodological elements of flexible,
adaptive and dynamic technologies, on the basis of which the architecture of marketing
strategies is formed, the development of a new business model, analytical models of
company growth and competitive behavior strategies [7].

So, the system of strategic management of innovative marketing of initiative pro-
jects is the process of transforming the current business model into an innovative one,
the implementation of which is aimed at creating analytical models of growth and form-
ing a strategy of competitive behavior of the organization. Thus, innovative marketing,
represented by the function of innovation management, is aimed at the effective forma-
tion and promotion of innovations based on a comprehensive market analysis and the
use of tools of communicative and pricing policy. Innovation marketing involves the
use of various tools and methods of influencing both production technologies and the
implementation, diffusion and promotion of innovations in the market. promotion of
innovations in the market.

We propose a model of strategic management of marketing of initiative projects
based on the use of variable (flexible, adaptive, dynamic) technologies. Achieving goals
during the implementation of initiative projects is possible due to ensuring production,
technological, personnel, information and other types of security, forming a develop-
ment strategy taking into account the orientation on the requirements of owners and
users of housing, creating an innovative business model.

Business process modeling is the building of relationships with business partners,
resource suppliers, contractors, consumers, institutional and government structures. The
implementation of business processes is possible under the condition of adequate and
harmonious interconnections of the company's internal processes with external ones,
which involves the formation of a variable model of marketing management of initiative
projects based on the use of Agile, Scrum and Kanban technologies [4].

To achieve this goal, we solved the following tasks:

identified the prerequisites for managing initiative projects;
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researched the traditional system of organizing marketing management of initiative
projects;

proposed a system of strategic marketing management of initiative projects.

In our opinion, the development of an innovative organization is carried out by trans-
ferring the main attention from operational (tactical) planning of activities to the strate-
gic level, which represents a new type of management — innovative marketing. Market-
ing innovation management involves the unity of strategic areas of activity, rethinking
of business, implementation of a project approach to company management.

The concept of strategic marketing of innovations is the basis for market research
and determining the innovative (competitive) development strategy of the company
(Fig. 2).

The key goal of strategic marketing of innovations is reflected in the formation of
innovations and the development of a strategy for the commercialization of these inno-
vations (market penetration). In this regard, the basis of strategic marketing activities
includes an analysis of the market situation of market segments with the formation of
demand and modeling of consumer behavior [108].

Strategic marketing of innovations is formed taking into account market segmen-
tation, product positioning and consumer preferences. The main link of the strategy is
the study and forecast of future demand for innovative products, a detailed study of the
needs and perception of innovations by consumers (interviews, questionnaires, telephone
surveys, advertising, exhibitions, representative samples of innovative products, etc.).

The generalized scheme of the strategic marketing procedure is divided into the
following stages [107]:

1. Analysis of the needs of potential customers of innovations, segmentation of the
consumer market according to the demand for individual innovations. The formed seg-
ments represent the target market for innovative products and are the basis for the activ-
ities of the marketing department of the organization.

2. Assessing the attractiveness of innovative developments in different segments and
selecting several segments, target markets for their development, taking into account the
size of the segment (market), trends and dynamics of its change, goals and resources of
the company developing this segment.

3. Assessment of the competitiveness of new products and competitive advantages
of organizations that produce them. The assessment is directly related to the imple-
mentation of preliminary positioning of innovative products offered to a selected target
group of consumers, the purpose of which is to strengthen the positions of the developed
innovation in the market.

4. Formation of a portfolio of innovative products. "Portfolio" analysis serves as
a strategic marketing tool, with the help of which it is possible to assess and identify
promising areas of activity of the organization in order to optimally use resources in the
most profitable of them.

5. Selection and formation of an innovative strategy for the development of the
organization, which is the main direction of marketing to achieve the formulated goals.

The transition from a global paradigm to a new paradigm of industry development —
local — causes a revision of the basic relations between the state and the market [5]. The
change in the principles of the organization is aimed at preserving and increasing the
efficiency of companies in new conditions — conditions of geopolitical turbulence, eco-
nomic sanctions, conditions of import substitution policy and technological sovereignty
[7]. The localization of economic processes has led to increased business integration,
the development of new strategies of activity.
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New marketing management strategy ‘
Variable management tools
New business management model;
Improving strategic planning;
Using virtual business processes;
Forming an adaptive strategy for market business behavior;
Developing competitive strategies;
Focusing on consumer demands;
New sales markets and new partners;
Digitalization of marketing processes;
Flexible technologies of marketing processes;
Adaptive technologies of marketing processes;
New directions of product promotion
Advertising and Development Using Creation of
demonstrating the of new projects technologies to individual
benefits of according to attract new products of
initiative projects customer customers initiative projects
requirements

Fig. 2. Conceptual approach to the organization of strategic marketing of initiative
project management [developed by the author]

The development of the IT industry has contributed to the use of variable project
management in marketing activities. The prerequisites that led to the development of
innovation management in marketing activities include [8]:

the complexity of the structure of newly created innovative products and the com-
plexity of forming final requirements for products undergoing market testing;

the high speed of development and implementation of innovative products, which
contributes to the formation of conditions for the development of new market niches;

formation of new marketing thinking, ability of organizations to staff the project
team for organizational innovation management with different competencies — creation
of a corporate competency model.

Thus, based on the above, to implement the goals of marketing innovation manage-
ment, reduce the time to complete operational tasks, improve the quality and service
of services, it is necessary to build a marketing management system based on the prin-
ciples of implementing Agile technology [5]. The use of models of variable (flexible,
adaptive, dynamic) management helps to solve problems associated with the transition
from a traditional marketing management system to new management scenarios (varia-
ble), quickly change and restructure internal business processes and the structure itself,
create new designs of business models, and increase the efficiency of their functioning
(Table 1).

Traditionally, marketing innovation management is focused on stably functioning
markets with constant demand. The change in foreign economic conditions has now led
to the fact that for effective marketing activities it is necessary to implement the tools of
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variable management of organizational innovations and reformat the entire marketing
system. Implementation of variable marketing management significantly increases pro-
ductivity and forms new tools for planning activities [4].

Table 1
Business process models using variable methods of marketing innovation
management [systematized by the author]

Business process

models using variable Contents
marketing methods
Implementation of Used by new companies, based on the principle of organizing

new startup projects | flexible marketing-oriented teams for the commercialization of
innovations, which produce accelerated testing of new product
versions, adaptation and diffusion

Transfer of innovative | Used by companies to implement best practices based on the

projects principle of using flexible marketing methods that contribute to
the accelerated implementation of innovations
Marketing For enterprises focused on the domestic market and building
development of new relationships with new partners, by creating flexible teams in
markets sales, procurement and logistics
Marketing support of | For enterprises operating in international markets, it is necessary
activities to adjust and synchronize marketing processes with production,

raw material supply, implementation in order to maintain and
develop strategic flexibility in foreign markets
Strategically important | For enterprises operating in strategically important, raw material
enterprises, large and system-forming markets, activities with state participation, it
corporate structures | is necessary to form project teams in order to implement projects
in separate areas of development

The functioning of modern organizations is aimed at the requests of consumers (cus-
tomers), the effectiveness of which depends on the timeliness and ability to meet the
requirements of project owners. Fulfillment of orders with a high level of quality, with
innovative implementations, timely fulfillment of contractual obligations, creates con-
ditions for the development of marketing management of the entire system of a certain
field of activity [13]. In addition, to expand the space of communications based on the
digitalization of processes, increasing innovative activity, creates new prerequisites for
the development of marketing activities. The construction industry, given as an example
for the implementation of initiative projects, serves as the basis for the development of
the economy, in which production systems are based on the use of variable management
technologies by structural units that carry out organizational innovations. The practical
implementation of the marketing concept of flexible management contributes to the
achievement of activity parameters, ensures the necessary efficiency of construction,
accelerated implementation of digitalization of innovative business processes [2]. The
implementation of variable management tools provides new strategic opportunities for
the strategy of implementing marketing, innovation, technological and other processes.

Conclusions. Thus, the formation of a system of variable marketing management of
initiative projects will contribute to:

achieving technological sovereignty of the state, using flexible, dynamic and adap-
tive marketing management technologies in the context of the formation of Industry 4.0;
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integrating domestic companies into the global economic system, creating condi-
tions for the creation of a strategic marketing management system;

increasing the marketing activity of companies, implementing the functions of stra-
tegic marketing management, and creating high-quality innovative industrial products.
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