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1. M. MocksiveHko,

K. €. H., AOIJeHT KapeApM MEHEASKMEHTY | MapKeTHHTY,

Oaecpkuit HallilOHaABHMIT MOPCHKUI YHIBEpCUTET

KOHLEMNUIS BIAKPUTUX IHHOBAILIN IK OCHOBA OIITUMI3ALIII CUCTEM
MEHEAJKMEHTY TA MAPKETUHTY NIAITIPUEMCTBA

In the context of dynamic national economies, ensuring enterprise viability has become particularly
critical. This is due to the fact that traditional management and marketing models no longer provide
the necessary level of flexibility and adaptability for the effective development of enterprises
operating in the "red ocean” of competition, nor do they facilitate the achievement of sustainable
competitive advantages or entry into the "blue ocean” (according to the conceptbyW. Chan Kim and
Renye Mauborgne). At the same time, the concept ofopen innovation is now regarded as an effective
tool for transforming management and marketing systems, focused on the active use of knowledge,
technologies, and creative solutions to enhance enterprise competitiveness. Accordingly, the
purpose of this article is to examine the role of the open innovation concept as a foundation for
optimizing enterprise management and marketing systems. Thus, the open innovation concept
ensures systemic optimization of enterprise management and marketing by combining two key
factors: efficiency within a competitive market and creativity with strategic flexibility in creating new
market opportunities. This makes it a universal basis for the development of various types of
enterprises-both those competing in saturated marketniches ("red oceans”) and those seeking to
create new market spaces ("blue oceans”). Among the characteristics of the open innovation concept
applied to optimizing management and marketing in enterprises operating in "blue oceans” are:
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strategic orientation toward innovation and the creation of new market niches, decentralized and
project-oriented management, integration of external partners into decision-making processes,
innovation-oriented corporate culture, a shift in marketing from a competitive to a creative-value
strategy, active involvement of consumers in product development, use of open digital platforms
and data, and the formation of a partnership-based marketing ecosystem. For enterprises operating
in "red oceans,” the characteristics include: increased flexibility of management processes,
shortening of the innovation cycle, optimization of organizational structures through cross-functional
teams, involvement of external experts and partners, and a marketing focus on deep understanding
of consumer needs, efficient use of resources, rapid testing of new products, and flexible
communication policies.

B ymoBax AMHaMiYHOCTi HaLiOHa/IbHUX eKOHOMIK NUTaHHA 3abe3ne4yeHHs XUTTE34aTHOCTI
nignpuemcTe HabyBae ocobmBoi akTyanbHOCTI. Lje 3ymoBneHo Tum, o TpaauuiiiHi Mmogesni meHeq-
JKMEHTY Ta MapKeTUHIY BXe He 3a6e3rne4yioTb HeobXigHOoro piBHs rHy4KOCTi Vi aganTnBHOCTI s epek-
TUBHOIo PO3BUTKY NiANPUEMCTB, IKi PYHKLiOHYIOTb y "4epBOHOMY OKeaHi" KOHKYpPeHLUii, He cnpus-
I0Tb JOCArHEHHIO CTiliKNX KOHKYPEeHTHUX nepeBar i Buxogy y "6n1aknuTHuii okeaH" (3a KOHUernuielo
P. Mo6opHa Tta Kima Bi YaHna). BogHo4ac KkoHUenyis BiagKpUTUx iHHOBaLili CbOroaHi po3rnagaeTbcs
sIK epeKTUBHNI iIHCTPYMEHT TpaHcdopmaLii cuctemM MEHEeA)KMEHTY Ta MapKeTUHrY, Lo CrpsiMOBa-
HUA Ha aKTUBHE BUKOPUCTaHHSI 3HaHb, TEXHOJIOriN i KpeaTUBHUX pPiLLleHb AJ1S NiABULLEeHHSI KOHKYPEeH-
TOCIMPOMOXXHOCTI nNignpueMcTBa. BigTak MeToro cTartTi € 4OCNIg)KeHHS POJli KOHLUenyii BiogKpuTnx iHHO-
BaLiii SIK OCHOBM ONTUMI3aLlii cUCTeM MEHE)KMEHTY Ta MapKeTUHry nigrnpuemMcTBa. Y mexxax foci-
AXXEHHSI KOHCTaTOBaHO, L0 KOHUenyis BiaKpUTux iHHOBauLiii 3abe3neyye CUCTEeMHY OonTuMi3awiio me-
HEeDKMEHTY Ta MapKeTUHry nignpueMcTBa 3aBAsiku NOEAHaHHIO 4BOX KJ/THIOYOBUX YAHHUKIB: edpekTnB-
HOCTI B yMOBax KOHKYPEHTHOIO PUHKY Ta KpeaTUBHOCTI i cTpaTeriyHoi rHy4KoCTi y npoyeci CTBOPEH-
HSI HOBUX PUHKOBUX MOX/NUBOCTeN. [loBeaeHo, wo came ue poburs ii yHiBepcanbHoo 6a3010 ans
PO3BUTKY NigrNpuUeMCTB Pi3HOIro TUMNY — SIK TUX, LLLO KOHKYPYIOTb y HACUYEHUX PUHKOBUX Hiluax ("4ep-
BOHi okeaHun"), TaK i Tux, o nparHyTb popmMyBaTu HOBI pUHKOBI NpocTopu ("6naknuTHi okeaHn"). Ce-
peAs o3Hak KoHuenuii BigKpUTNX iHHOBaLjiii, LL{O 3aCTOCOBYETbCS 4J1s1 ONTUMI3aLlii MEeHEeAKMEHTY Ta
MapKeTUHry nignpueMcTB, Ki BiloTb y "61aKUTHUX OKeaHax", BUAINsIoTh: CTpaTeridyHy opieHTaLilo
Ha iHHoBaLjii Ta CTBOPEHHSI HOBUX PUHKOBUX HiLL; €L eHTpani30BaHe Ta NPOEKTHO-OPIiEHTOBAaHe yr-
PaBniHHS; IHTerpawiio 30BHILLUHIX NapTHePIB y npouec NPUAHATTS pilleHb; iHHOBaLiMHO-OpPI€EHTOBaHY
KopriopaTuBHY KysbTypPY; Nepexig MapKeTUHry Big KOHKYPEeHTHOI 40 KpeaTUBHO-LiHHICHOI cTparerii;
aKTUBHE 3aJ1y4EeHHSsI CII0)XXUBAa4iB A0 CTBOPEHHS NPOAYKTIB; BUKOPUCTAHHS BigKpNTUX UNdpPOoBUX naar-
dopmigaHnx; a Takox popmMyBaHHSI NapTHEPCbKOT MapkeTUHroeoi ekocuctemu. Cepen 03HaK KOH-
uenuii BigKpnTNX iHHOBAaLili, LLLO 3aCTOCOBYETLCS AJ11 ONTUMI3alii MEHEeAKMEHTY Ta MapKeTUHry
nignpueMcTB, sIKi BilOTb y "4epBOHNX OKeaHax", BUAINSIIOTb: NiABULLL€HHSI THYYKOCTI yripaB/iHCbKUX
npoueciB; CKOPOYEHHS1 iHHOBaLiMHOIro LNKJTY; ONTUMI3aLito opraHi3ayifiHOi CTPYKTYpu 4epes Kpoc-
dyHKUiOHaNbHi KOMaHAW; 3aJ1ly4eHHs 30BHILLIHIX eKcrepTiBi napTHepIiB; a Tako)X OpieHTaLilo mapke-
TUHIy Ha rnnboke po3ymiHHs NOTPeb croxueBadie, payioHalbHe BUKOPUCTaHHS pecypciB, LuBuAKe
TeCcTyBaHHSI HOBUX MPOAYKTIB i rTHy4YKiCTb KOMYHIKaLiliHOT NOniTUKN.

Key words: consumer needs understanding, decision-making process; corporate culture; management;
marketing; open innovation; optimization.

KaroyoGBi cnoBa: posymirHs nompeb cnoxcuBayiB; npoyec npuliHamms pileHs; KopnopamuBHa Kya6mypa; me-
HeoxcmeHm; mapkemure; BiokpumiiHoBauii; onmumizayis.

PROBLEM STATEMENT

In the context of dynamic national economies, ensuring

At the same time, the concept of open innovation is
now viewed as an effective tool for transforming

enterprise viability becomes particularly relevant. This is
because traditional management and marketing models no
longer provide the necessary level of flexibility and
adaptability for the effective development of enterprises
operating in the "red ocean" of competition, nor do they
contribute to achieving sustainable competitive advan-
tages and entering the "blue ocean" (according to the
concept of W. Chan Kim and Renye Mauborgne).

management and marketing systems, aimed at the active
use of knowledge, technologies, and creative solutions to
enhance enterprise competitiveness.

Since 2003, Henry Chesbrough has not only proposed the
concept of open innovation as an alternative to the traditional
("closed") model of innovation but has also created a flexible
platform based on intensive interaction with the external
environment — startups, customers, partners, and even
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Table 1. Directions of action of the open innovation
concept forming the basis for optimizing enterprise
management and marketing systems

Direction
of action
of the concept

Orientation of the concept’s
action, providing an optimizing
effect on both management and

marketing systems

Result of optimizing
enterprise management
and marketing systems

Shift in
management
paradigm

Expands management
boundaries by creating a
networked interaction system,
where decisions are made based
on collaboration with external
partners, customers, universities,
and startups.

Increased flexibility, faster
decision-making, and
greater adaptability to
environmental changes.

Innovation-
based
management
system
optimization

Encourages the enterprise to
implement new organizational
structures, such as innovation
hubs, cross-functional teams,
and collaboration platforms.

Reduction of duplicated
functions, decreased R&D
costs, and optimized use of
human and technological
resources.

Optimization
of marketing
strategies

Marketing is transformed into an
approach focused on co-creating
value together with customers
and partners. This allows the
enterprise to reduce the risks of
misguided marketing decisions
and enhance the effectiveness of
advertising, communication, and
sales strategies..

Enhanced understanding of
market needs, development
of personalized products,
effective positioning, and
rapid testing of new ideas.

Synergy
between

management
and marketing

Open innovation integrates
management and marketing
processes into a single, unified
system, where the exchange of
knowledge and information
between departments and
external stakeholders ensures
coordinated decision-making.

Creation of a dynamic,
customer-oriented
management and
marketing model that is
capable not only of
responding to changes but
also proactively shaping
new market opportunities.

marketing systems remains insufficiently explo-
red. Due to the limited study of the impact of open
innovation on marketing strategies, there is no
comprehensive understanding of how it trans-
forms marketing activities, customer interaction,
and the creation of unique value. In addition, the
lack of systematic approaches to integrating open
innovation into management prevents a thorough
assessment of its impact on management struc-
ture, decision-making processes, and organizatio-
nal flexibility.

FORMULATION OF THE ARTICLE'S
OBJECTIVES

Therefore, the purpose of this article is to
examine the role of the open innovation concept
as a foundation for optimizing enterprise
management and marketing systems.

THE PAPER MAIN BODY

The core idea of the open innovation concept
lies in the understanding that valuable ideas can
originate not only from within an enterprise but
also from external sources, and can, in turn, extend
beyond its boundaries to create additional value.
This approach has both explicit and implicit
impacts: explicitly, it allows enterprises to shorten
the innovation cycle, reduce risks and develop-
ment costs for products and services, and accele-
rate the market entry of new products; implicitly,
it enhances the flexibility of management and
marketing systems.

Thus, the concept of open innovation is a key

Source: created by the authors based on [2; 4; 6—7].

competitors. In the course of its rapid evolution, this platform
has transformed into a modern theoretical model of systematic
production, research, commercial, or other economic activity,
which has proven its effectiveness both for independent
business entities operating in the "red ocean" (where open
innovation helps optimize management processes and
strengthen market positions) and for those in the "blue ocean"
(where it serves as the foundation for creating new market
niches, innovative products, and unique customer value).

ANALYSIS OF RESEARCH AND
PUBLICATIONS

The features of the open innovation concept have been
systematically studied in the works of scholars such as
Poberezhna Z., Levshuk A. [4], Miroshnychenko O. [3],
Smerichevskyi S., Hura S. [6], and Kuznietsova M. [2]. In
particular, these authors have primarily focused on analy-
zing the essence of open innovation, its role in ensuring
enterprise competitiveness, as well as the mechanisms of
interaction between research institutions, businesses, and
the state in the implementation of innovative solutions.

Moreover, Pushkar T. A., MykhailovaK. V., and Taran-
nik Ya. S. [5] have examined open innovation as a tool for
shaping an innovation ecosystem based on partnership,
knowledge exchange, and co-creation of value.

At the same time, the role of the open innovation
concept in optimizing enterprise management and

component of the modern knowledge management
paradigm, enabling enterprises to effectively adapt
to rapid market changes and build competitive advantages
based on collaboration, openness, and creativity.

Given this orientation, the concept is viewed as a
foundation for optimizing enterprise management and
marketing systems, in particular [2— 3]:

1. The concept of open innovation transforms the
classical view of management, which has traditionally
focused on the enterprise's internal resources.

2. Open innovation encourages enterprises to
implement new organizational structures such as innovation
hubs, cross-functional teams, and collaboration platforms.

3. Within the framework of open innovation, marketing is
transformed from a one-way influence on the consumer to the
co-creation of value together with customers and partners.

4. Open innovation integrates management and
marketing processes into a single, unified system.

Thus, we agree with Poberezhna Z. and Levshuk A.
[4] that the implemented concept of open innovation, by
its orientation (see Table 1), acts as a trigger for optimizing
enterprise management and marketing systems.

Moreover, it has already proven its effectiveness in
leading global corporations, such as Procter & Gamble
(operating in the "red ocean" until 2003, and in the "blue
ocean" after launching the Connect + Develop program),

IBM (mid-2000s — "red ocean," implementation of open
innovation — "blue ocean"), Intel (until 2005 — "red
ocean," 2005-2015 — "blue ocean"), Siemens (until the
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early 2010s — "red ocean," from the Strong competitive —
early 2010s — "blue ocean"), and Lego orientation
(until 2008 — "red ocean," after Hierarchical or centralized«—

launching the Lego Ideas platform —
"blue ocean"). These companies
operated both within the framework of
traditional high-competition markets
and new market niches created through
innovation [6-7].

In fact, the combination of the
"red" and "blue ocean" concepts with
the open innovation concept lies in the
fact that the latter produces qualitative changes in
enterprise management and marketing systems
regardless of the type of market environment.

In the "red ocean," where intense competition
prevails, enterprises compete for a limited market
share (see Figure 1). In this context, open inno-
vation is crucial, as it enables the enhancement of
management and marketing efficiency by shor-
tening the innovation cycle, leveraging external
ideas and technologies, and optimizing organi-
zational structures and resources [4; 7]. For
example, Samsung Electronics operates in the "red
ocean" of the smartphone market, where compe-
tition is extremely high and technological innova-
tions quickly become obsolete.

To maintain its competitive advantages, the
company actively leverages open innovation:
collaborating with startups, universities, and
research centers through the Samsung Next
program, involving external developers in creating
new features and services, and organizing inter-
national hackathons and innovation contests to find
unconventional solutions beyond its own R&D
departments. As aresult, openinnovation enables

management structure

Limited Consumer
Involvement in Innovation ¢

Conservative corporate culture — Focus on efficiency and cost

Characteristics of an enterprise
operating in a highly competitive
market environment, competing
for existing demand.

Traditional marketing
approaches

in the "Red Ocean”

Source: created by the authors based on [3—4; 7].

control

— Standardized products and

processes

— Limited focus on radical

innovation

Figure 1. Characteristics of an enterprise oerating

Table 2. Optimization changes in the management of an
enterprise operating in the "Red Ocean”

L . L Nat
Direction Specifics of optimization changes ature |
. . of optimization
of changes in marketing
changes
Increased The enterprise transitions from a
flexibility of | hierarchical to a networked management
management | model, where decisions are made faster
processes through horizontal communications and A more
external partnerships. dynamic
- - - management
Shortening By leveragmg.extemal develf)ptnents, ideas, | 11odel is
of the and technologies, the enterprise reduces the | fyrmed. in
innovation tlme_ and resources required for research which decisions
cycle and implementation are made based

Optimization
of
management
structure

The implementation of cross-functional

teams, innovation offices, or collaboration

platforms ensures more effective
coordination between departments.

on knowledge
exchange and
feedback from
partners.

Reduction of
managerial
decision
risks

Open innovation involves testing ideas with

the participation of external experts and

users, minimizing the likelihood of
unsuccessful projects.

Source: created by the authors based on [2—3;5—6].

Samsung to shorten the innovation cycle by more quickly

integrating new technologies into products, reduce

Moreover, in the "red ocean," optimization changes
in marketing are possible through: transitioning to a

development costs since part of the research is conducted customer-centric model, improving market analytics,
by external partners, enhance marketing effectiveness by optimizing marketing expenditures, and accelerating

adapting products to the needs of different
consumer segments, and strengthen its position
in a saturated market, maintaining leadership

Table 3. Optimization changes in marketing for an
enterprise operating in the "Red Ocean”

among competitors.
In this context, the following optimization
changes in management are possible: increased

Direction of
changes

Specifics of optimization changes
in marketing

Nature
of optimization
changes

flexibility of management processes, shortening
of the innovation cycle, optimization of the
management structure, and reduction of risks in
managerial decision-making (see Table 2).

Transition to
a customer-
centric model

Through open interaction with
consumers, the enterprise develops
marketing strategies that are

maximally aligned with market needs.

The ability to receive
direct feedback, test

Systematic accumulation of these changes can
be achieved through the creation of open
innovation platforms within the enterprise, which

Improvement
of market
analytics

Leveraging external data enables
more precise audience segmentation
and demand forecasting.

concepts before their
full launch, and adapt
marketing strategies
to current market

allow for the rapid integration of best market
practices, reduction of time-to-market for incre-
mental innovations in highly competitive

Optimization
of marketing
expenditures

Collaboration with partners, startups,
and external agencies reduces
expenses on promotion, advertising,
and research.

demands.

environments, and minimization of managerial
risks [2—3].

The nature of the aforementioned changes
shapes a highly dynamic management model, in

Acceleration
of new product
implementation

Using open communication channels
allows for rapid testing of concepts
and adapting products to meet
consumer expectations.

which decisions are made based on knowledge
exchange and feedback from partners.

Source: created by the authors based on [1—2; 6].
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Absence or Minimal «—
competition

Shift of focus from product to customer
experience

1

So, open innovation is
crucial, as it improves colla-
boration with external partners,

— High Level
of Creativity and
Entrepreneurial Culture

Characteristics of an enterprise operating
in a market environment where it sets
new industry standards or even creates a
new industry, thereby changing the logic
of competition..

Innovative value «—

startups, and research com-
munities, opening opportunities
for the creation of new business
models, the development of
innovative products, and going

— Focus on Strategic
Thinking Rather Than
Reactive Measures

Creation of new demand

N\
Changing the rules of the game

beyond industry standards.
In this context, the follo-
wing optimization changes in

— Focus on both
differentiation and Low
Costs simultaneously

Figure 2. Characteristics of an enterprise operating in the "Blue Ocean”

Source: created by the authors based on [1; 3; 5—6].

the introduction of new products (see Table 3).
Systematic accumulation of these changes can be
achieved through the active use of crowdsourcing
platforms, co-development of products with
customers, or partnership marketing programs,
enabling the enterprise to test them before a full
market launch.

This reduces market research costs, improves positio-
ning accuracy, and strengthens competitiveness in a
saturated market environment.

Thus, within the "red ocean," the open innovation
concept optimizes management by enhancing the
efficiency of organizational structures and accelerating
decision-making, while marketing is optimized through
deeper consumer insights, rational resource use, and
flexible communication policies.

In the "blue ocean," characterized by the creation of
new market spaces and unique value propositions, the
enterprise operates in an environment where open
innovation acts as a catalyst for creativity and strategic
development (see Figure 2).

Table 4. Optimization changes in management
for an enterprise operating in the "Blue Ocean”

management are possible:
development of strategic thin-
king and entrepreneurial cul-
ture; implementation of project-
oriented and decentralized management; integration of
innovative partnerships into the enterprise strategy; and
formation of an innovation-oriented corporate culture (see
Table 4).

For example, an enterprise can create an open
innovation ecosystem in which internal teams collaborate
with external partners-universities, research centers, and
startups-to carry out joint projects for the development
of new products or technological solutions. This form of
collaboration allows the strategic vision of management
to be combined with the entrepreneurial potential of
external participants, enhancing decision-making speed
and organizational flexibility.

As aresult, the enterprise's management acquires an
innovation-oriented character, enabling proactive
development and effective entry into new market spaces.

Regarding marketing, open innovation in the "blue
ocean" facilitates its optimization in several ways (see
Table 5), including the shift from a competitive to a
creative-value strategy. For example, a company can launch
an open co-creation platform where customers and

partners propose ideas for new products or services,
while marketing teams evaluate their viability and
potential market value. This approach enables the

Nature

Direction Specifics of optimization changes

of optimization

development of unique value propositions, the
creation of new market niches, and the effective

of changes

in management

changes

adaptation of marketing strategies to the needs of

Development of
strategic thinking
and
entrepreneurial
culture

Management decisions are directed
not only at improving the
efficiency of current processes but
also at identifying new
development directions and
creating innovative business
models.

Implementation of
project-oriented
and decentralized
management

Management provides autonomy to
teams and units responsible for
developing and implementing new
ideas.

ntegration of
innovative
eartnerships into
the enterprise
strategy

External stakeholders (universities,
venture funds, startups) are
regarded as co-creators of value
rather than peripheral elements.

Formation

of an innovation-
oriented corporate
culture

The corporate culture fosters
initiative, experimentation, and
tolerance for risk.

It acquires an
innovation-
oriented
character,
enabling
proactive
development
and effective
entry into new
market spaces.

potential consumers before direct competition
emerges.

As a result, marketing becomes not only a tool
for promoting products and services but also a
catalyst for the enterprise's strategic development
in new market segments.

Thus, the open innovation concept serves as a
shared platform that ensures the enterprise's
adaptability, flexibility, and efficiency under any
market conditions-both within the "red ocean" of high
competition and the "blue ocean" of innovative
development.

CONCLUSIONS

Thus, the open innovation concept ensures
systemic optimization of an enterprise's management
and marketing by combining two key factors:
efficiency within a competitive market; creativity, and

Source: created by the authors based on [3; 5].

strategic flexibility in creating new market oppor-
tunities. This makes it a universal foundation for the
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development of enterprises of various types-
both those competing in saturated market

Table 5. Optimization changes in the marketing
of a company operating in the "Blue Ocean”

niches ("red oceans") and those aiming to

. T Nature
Specifics of optimization changes are
. . of optimization
in the marketing
changes

create new market spaces ("blue oceans"). Direction
Among the characteristics of the open of changes

innovation concept applied to optimizing -
Shift from a

management and marketing in enterprises
operating in "blue oceans" are: strategic

orientation toward innovation and the creation | strategy

competitive to a
creative-value

Marketing focuses not on competing for
existing customers but on creating new value
that generates demand where none existed
before.

It becomes not
only a tool for

of new market niches, decentralized and
project-oriented management, integration of
external partners into decision-making,

Active

involvement of
consumers in
the innovation

promoting
products and
services but
also a catalyst

Customers become co-creators of new
products, enabling more precise identification
of future market trends and needs.

innovation-oriented corporate culture, shift in for the

. oy . TOCECSS C)
marketing from a competitive to a creative- P enterprise’s
value strategy, active involvement of con- Use of open The collection and analysis of large volumes (sitratt;glc ‘i

N A .. . evelopment i
sumers in co-creating products, use of open digital F)flntvernal_and external data allow the new market
.. . platforms and identification of unmet market needs and the
digital platforms and data, angl the formation | ., creation of new market niches. segments.
of a partnership-based marketing ecosystem. Crentiom of - - P——
. P it reation o e enterprise’s marketing efforts are
Forente r,p rl.ses. operat I.ng in “red ocga ns, a partnership reinforced through collaboration with other

the characteristics include: increased flexibility | ecosystem market players—from startups to creative

of management processes, shortening of the
innovation cycle, optimization of organizational
structures through cross-functional teams,

agencies and research institutions—ensuring a
comprehensive approach to creating customer
value.

involvement of external experts and partners,
and a marketing focus on deep consumer
understanding, efficient resource utilization, rapid testing
of new products, and flexible communication policies.

Further research on the application of the open inno-
vation concept in enterprise management and marketing
could focus on studying the impact of open innovation on
the management and marketing systems of enterprises
across different economic sectors.
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