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ABSTRACT

The article is devoted to the issue of improving strategic management as the number of
innovations in the company grows. The original division of stages of development of innovative
strategy is proposed. The composition of strategy of introduction and support of innovations in
the company is presented. The substantiation and analytical description of the developmental
innovation strategies are conducted.

Qualitatively and analytically sound strategy is the basis for increasing the
competitiveness of the company, creating a strong position in the market and forming conditions
for profitable activity in tough market conditions.

The problem is that the ability of a company to innovate stems from a combination of
tools in a single system: a consistent set of interdependent processes and structures that guide
the search for new problems and their solutions, synthesize ideas into business concepts, and
choose which projects receive funding, in other words, an innovative strategy.

The proposed methodological recommendations allow not only to evaluate the
attractiveness of the industry and the innovation potential, but also to see the problems in the
field of innovation development, as well as to find solutions to these problems by choosing the
right innovation strategy.

Keywords: Strategic Management, Innovations, Innovation Strategy, Innovation Portfolio,
Innovation Project, Business System.

JEL Classifications: M21
INTRODUCTION

In the current conditions of globalization and changing economic conditions, there is an
increasing trend that a number of successful companies are beginning to give market share to
more competitive and modern companies. The response of the inferior companies is to use
effective and rapid forms of organizational development, which are aimed at introducing
advanced innovative technologies and developing the current model of strategic management. It
is these factors that shape the relevance of the study.
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LITERATURE REVIEW

Problems of innovation management are discussed in the studies of such scientists as
(Hair et al., 2010; Dodgson et al., 2008; Oki, 2015). The focus of a number of scientists
(Makedon et al., 2019; Pelser, 2014) is the latest approaches to strategic innovation management.
However, despite considerable experience in developing a methodology for strategic innovation
management, questions remain regarding the development of methodological tools for
innovation management in modern companies (Drobyazko et al., 2019 a & b; Durmanov et al.,
2019).

METHODOLOGY

The axiom that the effective functioning of the company is ensured by the proper
management of its activity is methodologically justified. A rigid management approach is based
on strategic management. Qualitatively and analytically sound strategy is the basis for increasing
the competitiveness of the company, creating a strong position in the market and forming
conditions for profitable activity in tough market conditions.

FINDINGS AND DISCUSSIONS

Innovative management is one of the areas of strategic management at the highest level
of the organization. The problem is that the ability of a company to innovate stems from a
combination of tools in a single system: a consistent set of interdependent processes and
structures that guide the search for new problems and their solutions, synthesize ideas into
business concepts, and choose which projects receive funding, in other words, an innovative
strategy (Song et al., 2013). Most often, researchers identify 4 stages of strategy development:
development of goals, strategic analysis, choice of an innovation strategy, implementation of an
innovation strategy (Pérez-Lufioa et al., 2011; Tarkhanova, 2018). However, having analyzed the
modern scientific approaches and experience of leading companies in the world, we consider it
necessary to focus on the stages of developing an innovation strategy. We shall describe the
features of the implementation of each of these stages.

Stage 1: Innovative development vector

The first step in building an innovation strategy is to identify the direction of innovation
development at the highest level of the company management (Katz, 2007). When defining the
course of innovative development, we must take into account the following important conditions:
1) strategy, not cost, matters for innovation; 2) blind rates should be abandoned in favor of viable
business models; 3) the need for innovation arises throughout the business system. Companies do
not innovate on their own.

Stage 2: Company potential analysis

The analysis of the current state is an indicator of the “technical” possibility of company
development in one or another format. It consists of the analysis of resources and the analysis of
the capabilities of the company, based on which you can make the choice of the most appropriate
model of activity (Gooderham, 2007; Svitlana et al., 2019).

Strategic Research Directions 2 1939-6104-18-Sl-1-455



Academy of Strategic Management Journal Volume 18, Special Issue 1, 2019

1. External solutio
investment
> 2. Networking

This option is best suited for investing in intellectual property
for developers outside the company through corporate venture
capital. The company can be involved in various areas of
innovation without consuming internal resources with low

risk.
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This organizational structure assumes that collaboration within
the industry or even within other industries gives a more
predictable impact on market development. Networking is a
mechanism for companies in one industry to overcome
common competitive barriers.
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FIGURE 1
STAGE COMPOSITION OF A COMPANY INNOVATION STRATEGY

We define the dynamic ability of a company, which is defined as the ability of an
organization to purposefully create, expand or modify its resource base. For innovation the
following company capabilities are most relevant: 1) search — assessing market opportunities and
technologies and taking into account the threats posed by them; 2) choice — the process of
choosing from future options based on the assessment of available resources, the likelihood of
creating additional value; 3) adjustment — ensuring coordination and integration of innovation
activities; 4) development — implementation of innovations developed internally and attracted
from outside the companies on time and within the budget, protection and benefits from
innovations.

Stage 3: Innovative project portfolio

One of the tools for determining the importance of innovation is the innovation ambition
matrix, which demonstrates the level of novelty of offers and markets. The innovation ambition
matrix should have three levels: 1) existing level — optimization of existing products for existing
customers; 2) complementary level — expansion from existing business to new business for the
company; 3) transformational level — development of products and markets that do not exist yet
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(Suarez, 2014).
Stage 4: Functional strategy substantiation

The organizational composition of a strategy for innovation implementation is presented
in Figure 1.

Stage 5: Innovative project team creation

Creation of an effective special team requires the destruction of existing working
relationships and the creation of new ones.

Stage 6: Integration of innovative project team into company activities

A special team is responsible for generating and incubating ideas, while business units
have the process of commercializing those ideas.

Stage 7: Choosing an innovative strategy for the base market

We propose to identify four major innovation strategies that a company can use to
implement a particular innovation (Table 1).

Table 1
DEVELOPMENTAL INNOVATION STRATEGIES OF A COMPANY
Strategy
characteristic Proactive Active Reactive Passive
features
Technology and Be prepared for rapid Waiting apd Perform what
Goals : e gradual adoption of -
market leadership imitation . ! the client needs
innovations
_Technqloglcal Radical and gradual Mostly gradual Only gradual Gradual
innovation type
Fundamental and Applied research, Eormallv. no
Innovation costs applied research, products, which are Focus on operations costZ'
new products new for companies
Risks High risks Medium risks Low risks No risks

1. Proactive — investing heavily with the prospect of making big profits. Such a strategy is relevant in
areas of rapid development, when there is a very high level of uncertainty or when an existing
company has tangible technological leadership and may risk as a trailblazer.

2. Active — investing in a number of different options where reasonable returns are expected. This
strategy is relevant for companies operating in relatively stable markets where they are able to reap the
benefits of being an instant follower.

3. A reactive strategy in which further development options remain open, while others have greater risks
taking the lead in developing new technologies. This strategy is typically adopted by companies that
follow industry leaders and instant followers, but are able to reap the benefits while saving on the
production of cheaper goods and services.

4. Passive — the least risky strategy in which a company implements innovation solely with market
demand.
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RECOMMENDATIONS

Recommendations based on the research results we formulate in the context that the
choice of strategy for innovative development depends on various factors, such as market
position and innovative potential of the company. The proposed methodological
recommendations allow not only to evaluate the attractiveness of the industry and the innovation
potential, but also to see the problems in the field of innovation development, as well as to find
solutions to these problems by choosing the right innovation strategy.

CONCLUSION

Implementing an innovation strategy is a complex process that requires the appropriate
qualification of the company management and the time to implement. It is determined that
modern strategic management provides effective tools for implementation and further sustainable
development of the company innovation activity. These tools represent a gradual rebuilding of
the strategy through the basic adoption of a market model of innovation activity, the assessment
of the current state of the company in the market, the creation of structure, team and portfolio of
innovations and the choice of the optimal innovative strategy for entering the market.
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