The study systematizes modern approaches to the management of marketing function at the high-tech
company that allows to identify factors that have direct impact on the high-tech marketing performance.
Consequently the conceptual model of management process of high-tech marketing was suggested, where,
in particular, the strategic management level was defined including the following elements: market
orientation, planning, capability development, organizing and budgeting of marketing operations.
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PaccmoTpeHbI cOBpeMeHHbIE TTOAXOIbI K YIIPaBICHHIO BHICOKOTEXHOJIOTMYECKUM MAapKETHHIOM, Ha OCHOBE
9ero onpeeNeHbl PaKTOPbI, OKa3bIBAIOIIIE HEOCPEICTBEHHOE BIMSHUE HA PE3YIIbTAThI U 3 (HEKTUBHOCTD
MapKETUHTOBOM JESITEIHHOCTH HA BBICOKOTEXHOJIOTHYECKOM npeanpustuu. O0o0Ienne paccMOTPEHHBIX
HOAXO0JI0B IO3BOJIMIIO Pa3padoTaTh KOHLENTYaTbHYIO MOJENb YIPAaBICHHS BBICOKOTEXHOJIOTHYECKUM
MapKETUHTOM, BBIJICIUB B HEW CTPATETHUECKUH YPOBEHb YIpPaBJICHUS, KyAa OTHECEHbI (DYHKIMH IO
00€CIICUCHUI0 PBIHOYHOM OpPUEHTAIMH, IUIAHWPOBAHMS, DA3BUTHS CIIOCOOHOCTEH, OpraHM3alid W
OIO/KETUPOBAHUS MAPKETHHTOBOH JIETEITLHOCTH.

KiioueBble c¢JI0Ba: BBHICOKOTEXHOJIOTHYHBIN MapKETHHT, YIPAaBICHUE MAapKETHHTOM, PHIHOYHAS
OpHUEHTAIs], MAPKETUHTOBBIE CIIOCOOHOCTH, Agile MapKeTHHT.

V]IK 658.014
L.B. IOJIHHA, xanp. ekoH. Hayk, nou., HTY “XIII”

AHAJII3  BIPOBAJKEHHSI  TEXHOJOITYHHUX IHHOBAIU1 B
CYUACHUX YMOBAX IHHOBAIIMHOI'O PO3BUTKY EKOHOMIKH
YKPAITHHA

AKTyanbpHICTh MpOOJEM 1HHOBALIMHOTO PO3BUTKY ChOTOAHI B YMOBaX HOBOI €KOHOMIKM Ta IHTerparii
IHHOBAI[IITHUX MpoI1IeciB — Lie Mpo0semMa iHTerparii Hayku 1 BApOOHUIITBA, IHHOBAIIH 1 IHBECTHIIIH, a TAKOX
PO3BHUTKY HAyKH 1 TEXHIKH. Y CTaTTi PO3MIIIHYTO MpoOeMy 1HTerpalii iHHOBaLiI{HOTr 0 MOTeHLIany KpaiHu
y HayKOBO-TE€XHIYHY IHHOBALIWHY JISJIbHICTb.

Kuro4oBi cjioBa: peliTHHTY €KOHOMIKH YKpaiHu, pO3BUTOK 1HHOBAIIMHOT AisITHOCTI, 1HHOBAIIHUIMA
MOTeHITial, €PEeKTUBHICTh, BUPOOHHUIITBO.

Beryn. CyyacHi ocsirHEHHST YKpaiHU B MIXKHApOJIHOMY BUMipl KOHKYPEHTO3/1aTHOCTI
€KOHOMIKH, PIBHS PO3BUTKY 1 0COOJMBO €(PEKTUBHOCTI (PYHKIIOHYBaHHS HAI[IOHAJIBHOT
1HHOBAIIITHOT CUCTEMU € HEJOCTATHIMU JIJIs1 3a0€3MeUYEHHS CTaJIor0 PO3BUTKY BITYM3HSIHOI
eKOHOMIKH, FapaHTOBAHOI HAIlIOHAJIbHOT O€3MeKH, BUXO/ly B HAWOIMKY1il MepCIEKTUBI 3a
paxyHOK E€KOHOMIYHOTO 3pOCTaHHS Ha €BPOIEHCHKI CTAaHAAPTH JKUTTS YKPAiHCHKUX
rpomazasH. ['onoBHa cucteMHa mpobiieMa MoJisArae B TOMY, 1110 peByJ'IBTaTI/IBHiCTB AKICTh
(I)yHKLuoHyBaHHﬂ i cTpyKTYypa KpeaTUBHOI YaCTHMHM HallIOHAJIbHOT IHHOBALIMHOT CUCTEMH —
CeKTOpy JIOCTIKEHb 1 pPO3pOOOK, OCBITH, BHHAXIJHUITBA — HE IOBHOIO MIPOIO
BIJNOBIIAI0Th MOTEHIIHUM MOTpedaM 1HTEHCHMBHOIO PO3BUTKY €KOHOMIKH. 3 1HILIOTO
00Ky, CTPYKTYpHO BIJCTajla, TEXHOJIOTIYHO HH3bKOYKJIAJHA BITUM3HSHA EKOHOMIKA,
oTpumana y cnagok Bij CPCP, a Takox cuctema minpueMHHUIITBA, 1110 CKJIaacs i
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