
 

http://www.sciencepub.net/newyork                                  newyorksci@gmail.com 1

MARKETING APPROACH TO INNOVATION MANAGEMENT AS A TOOL FOR ENHANCING 
INNOVATIVE ACTIVITY OF ENETERPRISES  

 
Nazym A. Uruzbayeva, Dina A. Aibossynova, Anel B. Bersimbayeva 
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Problem setting. Modern scientific studies in 
the field of innovation management companies are 
characterized by a multiplicity of approaches to the 
interpretation of this category. Moreover, there is a 
clear prevalence of industrial and technical approaches 
to the definition of innovation management. 
Meanwhile, complexity of the environment of 
enterprises’ innovative activity, its rapid variability and 
uncertainty as well as the probabilistic uncertain 
innovation processes as such, objectively reinforces the 
need of market research to gather information and 
develop the competitive strategies. It is about the use of 
a marketing management model. Accordingly, the need 
for theoretical studies is increasing, which are adequate 
to the practice of innovative processes’ development.  

Therefore, to create a competitive advantage 
for the enterprises of Kazakhstan in markets with a 
high competition, there is a real need to rethink the 
scope and role of marketing in the management of 
enterprises in order to increase their innovative activity.   

Recent research and publication analysis. 
The place and role of marketing in the management of 
industrial innovation policy was introduced in the 
works of foreign researchers: P.Kotler (2006), F.Trias 
de Bes (2004), J. Lambin (1996; 2007), as well as in 
the works of Russian and Ukrainian scientists: 
A.Romanov (1995), E.Golubkov (1999), 
R.Fatkhutdinova (2011), O.Zozulov, M.Baz and 
T.Tsarova (2007) and others. For the present time 
Kazakhstan scientists do not present any specific 
studies on the use of marketing in innovation 
management yet and there are only some studies in the 
field of innovation management which referred to the 
need of fragmented marketing usage. The works of 
such authors as R.Karenov (2012), E.Golubkov, 
R.Baisultanova and G.Yalovecki (2008), S.Mukasheva 

(2013), D.Danabayeva and R.Danabayeva (2012). Also 
studies related mainly to market research innovations 
of S. Nyussupov, I.Nikitina and N.Uruzbayeva (2005), 
S.Satybaldy and K.Sakibayeva (2015), or studies 
related mainly to market research innovations.  

In the later works of foreign scientists, such as 
F.Christian and S.Bjorn (2015), R.Charles and L.David 
(2012), M.Bogers, A.Afuah and B.Bastian (2010) and 
others, the role of marketing in the management of 
innovative activity is considered through the prism of 
the consumer who takes an active part in the joint 
innovation process, along with the producer. 

At the present time the analysis of 
publications shows there aren’t any systematic studies 
concerning the use of the marketing approach to 
innovation management.  

The research objective is to show that 
marketing approach in the management of innovative 
activity of enterprises has become a decisive factor for 
stimulating and improving their innovative 
performance. 

Key research findings. Innovative activity is 
a complex system process which has got the interaction 
and implementation of different kinds of potentials, 
such as scientific, technical, personnel, management 
and marketing. This allows considering the category of 
innovative activity as a complex and multidimensional 
concept which generates a multiplicity of approaches to 
its interpretation. In particular, the category of " 
innovative activity" is studied from the perspective of 
intellectual activity by B.Santo (2004;2006), as a 
process and an object by R. Fatkhutdinov (2011), 
R.Karenov (2012), G.Goldshtein (1998) and from the 
viewpoint of its industrial component by S.Mukasheva 
(2013), S.Konoplev (2008). 
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However, despite the existing differences in 
the interpretation of innovative activity, the researchers 
tend to consider this category in indissoluble unity with 
its management component. This is confirmed by the 

fact that the approaches to innovation management are 
constantly evolving views on the adequate 
development of innovative activity itself (Table 1). 

 
Table 1 - Evolution of approaches to management of innovative activity 

 
     Made by the authors 

By the mid-1950s the focus was solely on the 
internal factors of production, such as the rational 
organization of production. However, a reduction of 
production costs failed in growth of the labor 

productivity and improving the level of 
competitiveness.  

Firstly, in a rapidly changing competitive 
industrial environment the main issues involve a 

Approach Characteristics Advantages Disadvantages 

Functional The processes of the 
organization of innovation  
activity and management are 
concentrated in the specific 
functional areas involved in 
research, design, and 
technological preparation of 
production. 

High specialization increased 
the technological 
level of development,  
facilitating the improvement of 
the quality as well as 
elaborating the products and 
technologies. 

In the process of 
development of the new 
products and 
technologies there were 
some constant conflicts 
between the functional 
services. 

Project Management of innovative 
projects started to allocate into 
the separate "cross-functional" 
projects, and the management 
structures of enterprises in their 
turn started to transform from the 
linear-functional steel into a 
matrix or project, program and 
targeting ones. 

The presence of horizontal ties, 
a common vision of the end 
result of all the project 
participants. The project 
approach allows to concentrate 
resources to control the 
execution of certain tasks and 
steps to improve the 
effectiveness of the innovative 
projects 

Such factors as 
customer needs, market 
conditions’ dynamics, 
and achievements of the 
competitors were not 
considered.  
 
 
 
 

Process It examines the innovation as a 
complex, involving all the 
divisions and enterprises which 
is at the same time a complex of 
the business processes for the 
creation, development, 
promotion and support of 
innovation 
 

Saving the profound 
specialization of the innovation 
process. Ensuring the 
integration of the participants 
and the connection of the 
resources. In addition, 
innovation becomes a 
permanent form of enterprise’s 
development and doesn’t end in 
realization of the individual 
projects. 

Mainly it focuses on the 
internal factors of 
innovation and does not 
consider the external 
ones. 

Marketing Management of innovative 
activity in term of producer and 
consumer perspectives. 
Moreover, the external 
communications to customers for 
sales of goods are considered to 
be overriding. 

Makes it possible to consider 
the decision factors of the 
internal and external 
environment as a whole, which 
reduces risks and improves 
quality. 

There may be some 
contradictions between 
the financial and 
marketing department 
while setting prices for 
innovative products. 



 New York Science Journal 2022;15(11)                 http://www.sciencepub.net/newyorkNYJ 

http://www.sciencepub.net/newyork                                  newyorksci@gmail.com 3

requirement for adaptability and responsiveness to 
external factors. 

Secondly, the uncertainty arising in the 
planning and management decisions in the field of 
innovation makes it necessary to use the information 
obtained on the basis of market research. 
 Thirdly, the systematic and comprehensive 
assessments of enterprise’s resources as well as their 
usage in comparison with the competitors are 
obligatory. On this basis, enterprises can develop the 
effective marketing strategies for innovation.     

Finally, innovative solutions affect all the 
functions of the enterprise and marketing is the result 
of a special kind of a "dialogue" between them. 
According to N.Shelekhova (2009) and Y.Gerchikova 
(2010) in the process of innovative decision making, 
marketing as a function of the overall business activity 
supports the maintenance of economic relations’ 
balance in the industry in accordance with consumers’ 
wishes and demands. 

Thus, marketing concept is a result of an 
appeared problem connected to the lack of an 
application and development of the modern concept of 
innovative activity of enterprises. 

Modern marketing methodology considers 
innovation management from the two perspectives, 
from the producer and the consumer ones. This 
integrated approach within the framework of marketing 
seems to be quite legitimate. On the one hand this is 
explained by the complexity of the phenomenon of 
innovation as its results may not always be appreciated 
by the consumer due to some lack of the specific 
knowledge and competencies (for instance, complex 
multifunction machines), as well as the complexity of 
this object’s management. In addition, innovations are 
often introduced in the same unit, where they are 
established. In this case, the producer and consumer of 
innovations are the same ones. 

F.Christian and S.Bjorn (2015:11) emphasize 
the active role of marketing in innovative activity of 
enterprises. It’s explained by the fact in the early stages 
of the innovation process using of so called 
"prediction" marketing allows to select the best ideas 
and the prototypes of future innovations and warns of 
the failure of investing in products and services.  

R.Charles and L.David (2012), M.Bogers, 
A.Afuah and B.Boston (2010) pay a special attention to 
the questions of organizing the co-innovations with the 
customers. If before the 1970s, the majority of 
marketers considered the consumer as a passive buyer 
though starting with the 90s of the last century, the 
emphasis has shifted toward the enhancing of 
consumer’s role in the creation of the comparative 
competitive advantage of innovative products and 

reducing the risk associated with the promotion of 
these products in the market. 

The same view it is possible to find in the 
works of T.Zyuzina and M.Ponomaryov (2012:97) use 
of the marketing approach gives an ordinary consumer 
a role of creator of future products, services, ideas 
releasing them from the scope of limited choice. 

Obviously, it’s about the active marketing 
which main purpose is to meet the "hidden" needs and 
the formation of the new ones in the innovation market 
by involving the consumers in the process of 
generating the new product ideas and services. In 
general this marketing approach better reflects the 
specifics of innovation management. 

As a tool to attract the consumers and to 
gather information about the market marketing is also 
seen in the works of S.Ren, A.Eisingerich and H-T.Tsai 
(2015). In this context, it’s possible to cite the idea of 
customized service, which was studied by J.Lambin 
(2007). This concept can be used in the basis of the 
innovation management. Using the technology of 
customization allows to study the individual needs of 
consumers thus, making easier the adaptation of 
innovation to a wide range of consumers. This reduces 
the risk of failure-to-market innovation, which is one of 
the major constraints to the innovative activity of the 
domestic companies. 

And what are the basic regulations of the 
modern marketing approach to innovation 
management? 

1. Marketing approach is based on the need 
for the market research as the 
fundamental basis of innovation. 
Moreover, it is advisable to conduct the 
market research on the results of 
distribution and marketing of innovation 
to identify the new directions for the 
development of the future innovative 
ideas. 

2. The modern management of innovative 
activity involves the use of integrated 
marketing, as innovations are often 
created by the orders of the customers, 
and are involved in the innovation 
process. 

3. The marketing management of innovative 
activity is based on the maintaining the 
feedback from the customer and thus 
allows to receive information about it 
continuously. This circumstance makes it 
possible to reduce the negative 
consequences of the effect of information 
asymmetry. 

4. The use of marketing tools helps to 
promote the innovative product from 
producer to consumer quickly and 
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cost-effectively. This is especially true for 
the innovative enterprises of the Republic 
of Kazakhstan faced with the problem of 
commercialization. It could be explained 
by the fact that Kazakhstan has got only a 
small number of innovative companies 
using the marketing innovations that 
could accelerate the commercialization of 
the technological innovations. For 
example, according to the official 
statistical data in 2013 out of 1774 only 
334 companies had marketing 
innovations (Nauka i innovacionnaya 
deyatel’nost’ Kazakhstana, 2014). 

5. The successful management of innovative 
activity is based on the development and 
use of the effective marketing strategies. 
It increases the potential competitiveness 
of the innovation-oriented companies. 
In summary, it’s possible to see the 

differences between the traditional and the 
marketing approach to the innovation 
management in the form of Table 2. 

For the present time the concept of 
"relationship marketing" seems more 
appropriable to the existing realities of market 
innovation. The implementation of such 
concept as marketing interactions in the system 
of innovation management gives a chance to 
create an effective system of relationship 

between the different actors of the innovation 
process: 1) just opened small innovative 
enterprises; 2) big companies carrying out their 
innovative activities; 3)  medium-sized 
business; 4) research organizations and 
educational institutions engaged in innovation; 
5) governmental agencies providing support 
and regulation of innovative activity 
(Perspektivy razvitiya marketinga innovacii v 
Rossii, 2011). 

      A special attention should be paid to the role of 
relationship marketing to enhance the cooperation 
between the business sector and the institutions of 
science and education. 
  The most effective are the marketing 
methods related to the promotion of innovative ideas of 
researchers in business and with the ability to get such 
ideas for the enterprises to ensure the competitiveness 
in the market. For Kazakhstan, this aspect is highly 
relevant, given the weak links between science and 
business, a lack of interest to the university scientific 
research by the business sector, which certainly limits 
the possibilities of innovative activity. And this is 
evidenced, for instance, by the share of the business 
sector in the total expenditure on science. For example, 
in 2013 the share of the business sector in the internal 
R & D expenditures amounted to only 29% and has 
decreased over the last three years to 23% (Nauka i 
innovacionnaya deyatel’nost’ Kazakhstana, 2014). 

 
Table 2 – The differences between the traditional and marketing approaches to innovation management 

 
   Made by the authors 
 Also, a weak position of Kazakhstan with the 
regard to the integration of science and business are 
reflected in the ranking of global competitiveness. 

According to the rating, Kazakhstan has got one of the 
lowest indexes in innovation. According to K.Schwab 
(2014) in the ranking of 2014-2015 the country lost one 
position in comparison with 2013-2014 and dropped to 

Traditional approaches of innovation management Marketing approach to innovation management 

Focus on producer Focus on producer and consumer 

Market research is usually carried out mainly in the 
early stages of the innovation process (in the stage of 
the development) 

Market research is carried out at all the stages of the 
innovation process 

The active role of a provider and for the consumer a 
passive one  

The active role of the provider and the consumer 

The price of an innovative product is formed on the 
basis of the objective expenses (producer’s expenses) 

The price of an innovative product is made up by the 
objective and the subjective costs (producer’s and 
consumer’s expenses due to the acquisition and the usage) 

The main criterion for the competitiveness of an 
innovative product is its quality 

The main criterion for the competitiveness of an 
innovative product is its contribution to the development 
of the client 

There is a traditional concept of marketing, focused 
on one-off contact with the buyer 

There is a modern concept of relationship marketing, 
focused on continuous contact with the buyer 

There isn’t a high service for the innovative product’s 
consumer 

A high importance of the best service of innovative 
product’s consumer 
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85 out of 144 countries in the level of innovation. A 
significant subfactor affecting the country's position in 
the field of innovation is the cooperation of universities 
and business in the field of R & D. In 2014-2015 
Kazakhstan took 88th place, whereas in 2013-2014 it 
was the 79th place. 
 Thus, the enterprises in Kazakhstan should 
make greater use of relationship marketing concept in 
order to promote their interaction with universities.  
      Also one of the latest "trends" of marketing 
approach to innovative activity is that foreign 
companies instead of the traditional test marketing 
began to use the technique of simulated test marketing, 
i.e. the study of simulated test market (further –STM). 
The study of S.Satybaldy and K.Sakibayeva (2015) 
STM can determine the most effective investment 
projects as well as optimize the effectiveness of 
marketing activities of the company. STM saves time 
of the company, gives the results within 3-6 months 
instead of 1 year and more than in the real market. 

In sum, it should be noted that recognizing the 
real benefit of marketing approach doesn’t mean the 
failure of the other approaches to innovative activity. 
For example, project approach seems one of the best 
for the individual innovation or small innovative 
enterprises. 

Conclusions. Using a marketing model in the 
management of innovative activity of the enterprises in 
order to improve their innovation activity includes: 
 - active marketing to create a demand for the 
innovative products by conducting the market research 
and implementation of marketing innovations in the 
innovative activity of the enterprise; 
 - the concept of marketing relationship which 
gives a possibility to build a long term and mutually 
beneficial relationships between business and science; 
 - integrated approach, considering 
management of innovative activity from the two 
perspectives, from producer’s point of view and the 
consumer's one. 
 Thus, the use of marketing as a management 
concept of innovative development of the domestic 
enterprises could be an important step in increasing 
their innovative activity. 
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