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Urgency of the research. Innovations as the key pro-
cess of the modern development of the world economy
provide intellectualization of all processes of public recrea-
tion that are accompanied by the changes of basic trends
of economic development and formation of the new global
competition leaders. It stipulates the becoming of the spe-
cial competition status of market subjects, where the result
of innovation - creative activity is provided by the process
of transmission of value and identity of company to the
world consumer of global brands.

Target setting. The innovative component has be-
come the key source of competitive edges, that allow the
entities of the menage form the leading positions on world
markets, using the special type of innovative culture,
stimulating an innovation and forming potential global
brands.

Actual scientific researches and issues analyses.
The question of the selection of the innovative component
of the competitiveness of global brands devoted the works
of such well-known scientists, as N. Kapferer, F. Kotler,
D. Bouen, and others. Problems related to the creation of
successful brands are highlighted in the works of K. Verk-
man, G. Charmenson, A. Filipenko, V. Shevchuk.

The research objectives. The objectives of this article
is the identification and justification of the role of the inno-
vative component in the strategies of the software of the
competitiveness of the global brands.

The statement of basic materials. In the article inves-
tigated the processes of the formation of global brands in
the context of ensuring their competitiveness on the basis
of their innovation potential

Conclusions. In the article conclusions are made
about the necessity of designing and positioning of innova-
tion brand identity by business entities in order of the soft-
ware of their global competitiveness and attracting innova-
tive development resources.
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IHHOBALIINHA KOMMNOHEHTA CTPATETTI
KOHKYPEHTOCIMNPOMOXHOCTI
MOBAJIbHNX BPEHAIB

AkmyanbHicmb memu docnidxeHHs1. IHHosauii sk
Kr1ro4o8ull npoyec cy4yacHo2o po3eumky €eimoeoeo 20Co-
dapcmea 3abesnedyyoms iHmMesnekmyanisauito 8cix npouye-
cig cycninbHo20 8i0MeOopPeHHs, W0 Cyrnpos8odXyembCs 3Mi-
HOI OCHOBHUX MpeHAi8 eKOHOMIYHO20 PO38UMKY ma ¢hop-
My8aHHSIM HOBUX 2robanbHUX KOHKypeHmHux nidepis. Lle
3yMOS8/II0E  CMaHO8/1IeHHS 0C0b/IUB020  KOHKYPEHMHO20
cmamycy puHkogsux cyb’ekmig, 0e pe3ynbmam iHHogauyiu-
Ho-KpeamugHoi QdissinbHOocmi 3abe3rnedyembcsi MPOUEeCcoM
nepedayi yiHHocmel ma ideHmu4yHocmi KomnaHii ceimo-
80MY crioxusayesi eriobanbHuUx 6peHadis.

lMocmaHoeka npob6nemu. |HHOBauiliHa KOMMOHeHMa
cmae Kio4yosuMm OxepesioM KOHKYPEeHMHUX repesaes, Wo
doseornse cyb’ekmam zocrnodaprogaHHs cpopMmysamu Iii-
depcbKi no3uyii Ha €8iMo8UX PUHKax, BUKOPUCMO8YYU
ocobnusuli mun iHHO8aUilUHOI Kyrnbmypu, WO CMUMYIT€e
Hosamopcmeo ma 3abearneyye hopMy8aHHS KOHKYPEeHmMo-
CrIPOMOXHUX 2ro0bansHux 6peHdis.

AHaniz ocmaHHix docnidxeHb i ny6nikayis. lMumaH-
HSIM 8UOKpPeMJsIeHHs IHHo8aUilHOI KOMMNOHeHMU KOHKYpeH-
mocnpomoxHocmi enobanbHux 6peHdie npucesiyeHi pobo-
mu makux gidomux e4eHux, sik XK.-H. Kangepep, ®. Kom-
nep, A. boyaH ma iH. [pobnemu, nos'azaHi i3 cmeopeHHsIM
ycniwHux 6peHdie sucsimnwromscss 8 pobomax K. Bepk-
maHa, . Yapmaccora, A. @inineHko, B. Lllegyyka.

BudineHHsi HedocnidxeHUx YacmuH 3a2asibHoi
npo6nemu. He3saxarouu Ha exe icHyto4ul eazomull do-
pPOBOK 8iMYU3HAHUX | 3apybiXKHUX 84EHUX, C/1i0 KOHCmamy-
8amu HasigHiCMb OUCKYCIUHUX MumaHb w000 8U3Ha4YeHHs
npiopumemHux Harnpsimie cmpameeii 3abe3rneqyeHHs1 esno-
b6anbHOI KOHKYpeHmMocCrnpoMoXxHocmi cyb’ekmige eocrnoda-
prosaHHs ocobnueo y KoHmeKkcmi ix iHHosauiliHo2o po3gu-
mKy.

MocmaHoeka 3aedaHHA. Memotr 0aHoi cmammi € su-
3Ha4YeHHs ma obrpyHmyeaHHsi posi iHHogauyiliHo2o0 KOMMo-
HeHma y cmpamezisix 3abe3neyeHHs1 KOHKYPEeHMOoCnpoMo-
XXHocmi enobanbHuUx bpeHadis.

BuknadeHHss ocHO8HO20 Mamepiany. Y cmammi 8o-
cnioxeHi ocobnusocmi gpopmysaHHsi enobanbHuUx 6peHdis
y KOHmekcmi 3abe3rneyqyeHHs1 IX KOHKYPeHmMOoCIPOMOXHOCMI
Ha ocHos8i peanisauji Ix iHHogauiliHo20 momeHuiary.

BucHoeku. Y cmammi 6ynu 3pobreHi 8UCHOBKU Mpo
HeobxiOHicmb KOHCMPY8aHHS ma Mo3UyiOHy8aHHsI iHHO-
sayiliHoi 6peHd-ideHmu4Hocmi cyb6’ekmamu 6i3Hecy 3adnsi
3abesneyeHHs ix 2rnobanbHOI KOHKYpPEHMOCHpOMOXHOCMI
ma 3any4yeHHs iHHo8auyiliHux pecypcie po3eumky.

Knroyoei cnoea: iHHogsayiliHa KOMIOHeEHmMa; KOHKype-
HmocnpomoxHicms; enobansHull 6peHd; cmpameail.
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Urgency of the research. Changes of the paradigm of global economic development increas-
es the importance of the innovative component of ensuring the competitiveness of economic enti-
ties.

Target setting. At the present stage of the development of the world economy, it is important
to study the innovative component of the strategy of development of the subjects-leaders of the
world economy, which lie in the basis of their global competitiveness and brand identity.

Actual scientific researches and issues analysis. Significant contributions to the develop-
ment of the theory and methodology of international branding were made by such scholars as S.
Anholt, D. Traun, D. Heide, D. Lukianenko, E. Panchenko. To the problems of innovative intellec-
tualization of the economy and the formation of global leaders of the world economy devoted the
fundamental works of such economists as F. Kotler, D. Jargenson, P. Romer, R. Lucas, A. Post-
avnik, T. Tsygankova, O. Shvidanenko.

Uninvestigated parts of general matters defining. At the same time, there is a lack of sys-
tematic studies of global branding as an instrument of competitive advantage based on innovative
development imperatives.

The research objective. The purpose of the article is to solve the problems of ensuring the
competitiveness of global brands on the basis of innovative strategies of their development.

The statement of basic materials. At the turn of the second and third millennia, the paradigm
of global economic development is significantly changing. Globalization stimulates overall eco-
nomic progress through the intensive dissemination of innovations in the technological sector, the
large-scale exchange of products, services, human resources, and capital. Absolutely natural, that
a series of transformations take place in the world social economy structure. On the basis of the
post-industrial paradigm of global economic growth, the models of economic development of lead-
ing national economies, such as "knowledge economy", "new economy", "creative economy", are
rapidly developing. That is, the modern post-industrial economy has a pronounced innovative
character, when new discoveries, inventions, technologies, goods and services appear not spo-
radically or spontaneously, but have become a constant and most important component of the
economic progress. This tirelessly leads to the significant transformations of global competition:
its significance, scale, conditions, factors, methods, degree of exacerbation. This requires from
the subjects of the global economic community the objective need to develop and implement
completely new powerful competitive strategies, the formation of new unique highly competitive
advantages and mechanisms for ensuring international competitiveness. Solving such complex
tasks is possible only in a highly intellectual and innovative plane, with a quick and qualitative
change in the technological structure of global entities, which in turn requires both large-scale in-
vestment and the introduction of new business development models.

Economic theory, which for many decades has studied the laws of the development of the in-
dustrial economy, proves that its main driving forces are entrepreneurship and innovation. Recent
research from leading foreign and domestic scientists suggests that in a new economy of the 21st
century, which is based on knowledge, or as it is called the "knowledge economy", innovation
work and intellectual capital have become more and more significant.

This refers to the intellectual resource of the society as the basis of socio-economic progress,
which is a totality and combination of information, knowledge, intelligence, innovation, and is so
important that it is legitimately called the imperative of modern economic development.

Consequently, according to the prevailing number of both domestic and foreign scientists in the
twenty-first century, not natural wealth, not territory, but high technologies, knowledge, intelli-
gence have become the basis of economic development, a source of well-being and quality of life.
This is confirmed by the experience of the economic growth of the developed countries and the
leading TNCs of the world, where over the last decades pass the intensive replacement of fixed
assets, material inventories and other tangible assets with intangibles.

199

Shvidanenko O. A., Gurova lu. S., Busarieva T. G. Innovative component (D) ev-ne
of the strategy of competitiveness of global brands



HaykoBuii BicHuk MNoniccst Ne 2 (14), 4. 2, 2018 Scientific bulletin of Polissia Ne 2 (14), P. 2, 2018

MAPKETUHI

Being the key process of the development of the world economy, the intellectualization of the
economy transforms the national and international markets that operate in the modern world
economy into a single, inclusive global market. All this is accompanied by an aggravation of com-
petitive relations and the development of global competition processes. Such competition is bound
to become over intensive, requiring from the members of the world community continuous im-
provement, progress, strengthening of competitive positions oriented on global leadership, which
cannot be realized without the implementation of innovative development strategies in the process
of ensuring their competitiveness.

At the macro level, total innovations include the ability of state and company executives con-
stantly create the necessary conditions that stimulate the generation and commercialization of
innovation. At the same time, success can depend on the efficiency and effectiveness of the
achievements of individuals and business groups that transform their own achievements into a
global phenomenon of success. That is, the subjects of the modern world community, which ad-
here to the principle of the development of total innovations, form a special type of innovation cul-
ture, competitive status and brand identity. Under such conditions significant transformation ac-
quire the essence, significance and the role of such process phenomena as "brand” and "brand-
ing", namely in the context of their dualistic nature of manifestation in ensuring the global competi-
tiveness of the subjects of market relations.

Despite the general commitment to the underlying principles of innovation development, which
are largely followed by many of the world's leading companies, each participant in the global mar-
ket has its own peculiarities, which determine its competitive status, innovation policy and brand
identity in the global economic system. In most companies, this policy adopts specialized pro-
grams aimed on the development of innovation in general and the achievement * of the competi-
tive leadership in innovation with the appropriate branding of their own achievements. In addition,
some enterprises create specific tools to support their own brand, with the distinction of features
of innovation development and the formation of the corresponding brand identity [1].

This is also due to the fact that the brand of the XXI century provides the implementation of
various goals and objectives on a global scale. According to the scientists, with the beginning of
the 2000s, branding is not considered solely as an element of marketing activity [1, 35-37]. This is
confirmed by D. Lukyanenko and G. Hamel, who believe that a successful and powerful global
brand is the result of a complex purposeful activity that embodies the reliability, reputation of
goodness, uniqueness, established traditions, their particular perception by the world's "consum-
ers" global positioning, competitiveness, specific innovation-image status and identity. That is, in
their opinion, the modern branding process, on one hand, is a significant component of the pro-
cesses of ensuring global competitiveness, on the other hand, confirms the opinion of the con-
sumer on the high competitive status of a market entity.

According to the results of the conducted research it can be argued that under the influence of
globalization the system of elements of the brand, its levels, features of formation of strategic
landmarks, spheres of manifestation and content characteristics are also changing. If at the end of
the last century in the works Philip Kotler initially gives the following definition: "Brand is a word,
expression, sign, symbol, or design solution, or a combination of them to designate the goods and
services of a particular seller or group of vendors to distinguish them from competitors, the mod-
ern interpretation divides the brand definition into two categories: first, the brand is symbolism and
ideology of the company, and secondly the brand is a complex imagination of you (as a subject of
the world economic space) perceived by society in terms of its own brand identity [2, 35-37]

The innovative component of the global competitiveness strategy of global brands can be in-
terpreted as a strategic set of solutions for providing an innovation process in companies at all

! Leading leader companies such as Apple, Google, Tesla, IBM, Microsoft position themselves as innovative companies that
focus on accumulating innovations, technologies and new developments to deliver intelligence and information leadership.
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levels and for all the components of their business activities by creating new values for consumers
and stakeholders in order to achieve global competitive advantage.

In general, the innovation process consists of obtaining the result of the introduction of inven-
tions, new technology, product, services, management decisions and other results of intellectual
activity already in the global coordinate system.

Thus, characterizing the innovative component of the strategy of ensuring the competitiveness
of global brands should be noted such features of its manifestation as: 1) goal-setting based on
the development of global innovation; 2) consolidation of intellectual potential in unified corporate
research centers; 3) change of corporate governance system in accordance with innovative de-
terminants of global development; 4) the formation of the status of a global innovator; 5) the de-
sign and positioning of the innovation brand identity of a competitive leader in the global economic
system.

It should be emphasized that the transformation of the essence of the brand has led to the
changes in the levels and forms of the process of branding. So well-known scholars (D. Aaker,
S. Philips, K. Kristensen, A. N. Urasova) and business community leaders singled out the local,
regional and global levels [3, 21-23]. The specifics of this classification are due to the new global
scales of conduct business, target audience of consumption and forms of competition. According
to the scientists, the most controversial is global branding, due to the emergence of such phe-
nomena as branding of innovation, competitive, geocultural and geoterritorial branding.

Among scholarly schools there is the idea that global branding is common to all actors in the
global economic space. In the modern context of the development of the world economy, it relies
on the processes that link the strategic vision, organizational culture, the formation of innovation
identity and consumer value, integrating them into a single economic system of global competitive
leadership.

According to the results of the conducted research it can be argued that the application of
global branding strategies makes it possible to introduce in the practice of ensuring the competi-
tiveness of business entities is a global competitive position, which determines the formation of
their leadership positions, mainly on the basis of innovation and technological development.

So in the article "International Global Brand Branding Strategies: An Example of Sony Ericson”
Robert Azuy gives a number of weighty arguments in favor of the practical use of the global
branding strategy, namely:

- global brand allows to go beyond the boundaries of cultural differences, while taking ad-
vantage of a variety of cultural dilemmas;

- global brand creates a springboard for global competitiveness and the attraction of innovative
development resources;

- global brand allows creating a special type of innovative culture, which leads to the commer-
cialization of advanced technologies [4, 23-33].

Thus, we can conclude that in the world a new phenomenon of global innovation is emerging,
which is provided by the synergistic effect of combining the individual image of leading corpora-
tions, transforming the advanced sectors of the economy and the innovative achievements of the
companies they lead. As an example, Steve Jobs and Apple, Bill Gates and Microsoft, llona Mas-
ka and his company PayPal, X.com, SpaceX, Tesla, SolarCity, Neuralink, and others like that.

The same phenomenon of implementation of innovative global brand strategies can be traced
in the processes of ensuring competitiveness through the integration between brands of well-
known companies and countries. So in the article "The reputation of the country and business:
many people - one strategy"”, the authors determine the main strategic objectives of economic de-
velopment precisely in the area of the formation of dynamic competitive advantages. At the same
time, the competitive strategies of the participants in the first place remain advantages based on
innovative, technological and intellectual leadership.

Although it is commonly accepted that branding generally has a positive impact on economic
development, there is no obvious unambiguous evidence that a company that employs a signifi-
cant amount of innovation only provides a higher level of global competitiveness, since formulat-
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ing a clear definition of innovation and measuring their impact on The effectiveness of business-
activities of leading companies is a rather difficult task.

This postulate is confirmed in the absence of unified approaches to determining the impact of
global branding on the competitiveness of leading global TNCs in the evaluation of the effective-
ness of the innovation component of brand image. However, based on the aggregation of views
on the innovative development and interpretation of global branding, we consider it possible to
confirm our opinion on the effectiveness of the use of the innovative brand - identity for improving
the competitiveness of world-class companies leaders to summarize the results of the modern
methodology apparatus for brand indexation and ranking. Among the most representative in our
opinion, such techniques as Interbrand, Brand (agency Millward Brown), European brand, Institute
Eurobrand in Vienna, Finance, Fortune Magazines, Forbes and others. So according to the rating
"Best Global Brands" by Interbrand, shown in the table. 1, top ten top global brands include 7 rec-
ognized companies from innovative leaders such as Apple, Google, Microsoft, Amazon, with a
combined brand value of $ 539.892 billion. USA, comparable to GDP of such leading economical-
ly developed countries as Sweden, Norway, Poland.

Table 1
Best 2016 Global Brands
Rating Brand Country Sector Trend Cost of the brand
bil. dol. USA
1 Apple USA Technology +5% 178,119
2 Google USA Technology +11% 133,252
3 Coca-Cola USA Drinks -7% 73,102
4 Microsoft USA Technology +8% 72,795
5 Toyota Japan Auto +9% 53,580
6 IBM USA Business-services -19% 52,500
7 Samsung North Korea Technology +14% 51,808
8 Amason USA Retail +33% 50,338
9 Mercedes-Bens Germany Auto +18% 43,490
10 GE USA Diversified +2% 43,130

Source: created by the authors on the basis of [5]

Investigations of the Interbrand rating agency almost completely coincide with the ranking pro-
posed by the World Bank in the context of brand-indexing of the most innovative global brands (Tab.2)

Table 2
The ranking of leading global brands
Rating Company
1 Apple
2 Google
3 Tesla Motors
4 Microsoft
5 Amason
6 Netflix
7 Samsung
8 Toyota
9 Facebook
10 IBM
Source: created on the basis of [6]
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Conclusion from the conducted research. Modern world-wide economic practice shows that
the natural and manpower devoltage no longer determines the economic success of countries,
regions and companies, that is, today the formation of a global environment of post-industrial in-
formation civilization takes place, where the role of the main production factor is played by infor-
mation, and the decisive factor of competitiveness is new knowledge that, continuously accumu-

lating, transform into fundamentally new dynamic development opportunities.

The efficiency of functioning of modern business entities is ensured by the formation of their
innovative identity brand and the use of intellectual resources of strategic development integrating
them into a single economic system of global competitive leadership.
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