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The modern conditions indicate that building an effective marketing policy distribution industry is one of the most important 

factors in improving competitiveness. Moreover, the need to assess marketing resources in a region is very significant, because 

continuity and stability of its provision is a foundation that promotes a growth of industrial enterprises and their integration into the 

global supply chain. The consideration of analysis and evaluation of marketing resources in the development of the distribution 

system of the enterprise concerning market innovation is particularly acute, because it will consider the benefits and reduce or 

neutralize the possible disadvantages that fully meets the needs of the region and its characteristics and thus not only reduce the risks 

of distribution innovations but also improve its validity and effectiveness.  

Let’s analyse the level of marketing resources based on statistic date of all the regions of Ukraine in 2010-2014 by proposed 

structural elements:  

1. The scientific and methodological base (adopted experience) – a knowledge which may be useful in entrepreneurship 

(existing principles, methods of activity etc.) to solve an existing problem, for early prediction for this problem, and depending on the 

circumstances, the maximum levelling with analysis of capabilities of similar experience or another region’s adopting experience.   

So, we are talking about the knowledge that had been theoretically and practically elaborated by scientists, study of which can be 

observed in a scientific books, textbooks, journals, etc., and includes: 

- the number of executed scientific and scientific-technical works (Image 1); 

- the number of implemented scientific and scientific-technical works (Image 2); 

- the number of published works (monographs, textbooks, tutorials, articles in the scientific professional journals etc.) (Image 

3);  

- international cooperation between scientific organisations (the Ukrainian scientists’ visits and participation in seminars and 

conferences; international conferences, seminars, etc., held by the organization; grants received for research work from international 

funds (Image 4))  

 
Picture 1 –The number of scientific and scientific-technical works sorted by regions, 2010-2014 years (based on [1- 4]) 

 
 

Image 2 – The number of implemented scientific and scientific-technical works sorted by regions, 2010-2014 years (based on 

[1- 4]) 
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Image 3 – The number of published works sorted by regions, 2010-2014 years (based on [1- 4]) 

 

 
Image 4 – International cooperation between scientific organizations sorted by regions, 2010-2014 years (based on [1- 4]) 

 

 

2. Special software that makes work of marketing services (data processing, orders, plan deliveries, etc.) easier. 

Data was created on base of analysis of amount of enterprises that bought cars, equipment and software (Image 5).  

 
 

Image 5 – Industrial enterprises that spent costs on buying cars, equipment and software sorted by regions, 2010-2014 years 

(based on [1- 4]) 

 

3. The strategy and development programs, that meet the goals of the region and its objectives. The regional strategy of 

development is a strategical plan of regional growth, that defines goals, objectives, priorities, the direction of sustainable economic 
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and social development of medium (4 - 6 years) and long term (10 - 15 years) periods.  

This part of marketing resources is created per aggregated data of the practical implementation of the Cabinet of Ministers of 

Ukraine, August 6, 2014 №385 “National Strategy for Regional Development till 2020».  

The Strategy is aimed to define objectives and tools for solving social problems, improve economic potential of areas and 

performance of the economy, profitability and income and, consequently, to create conditions for a general increase of social 

standards, quality of life and business environment. 

The strategical goal of the implementing state regional policy is creation of conditions for dynamic, balanced development of 

the regions of Ukraine to ensure social and economic unity of the state, increasing regional competitiveness, enhance economic 

activity, raising living standards, adherence to state-guaranteed social and other standards for every citizen regardless of residence.  

So, the State regional policy objectives set out in the Strategy are: 

1) improve the competitiveness of the regions via creation optimal conditions for disclosure region's potential and the effective 

use of the competitive advantages of the regional economy;  

2)  territorial social-economic integration and dimensional development, that provides firstly fulfilment of objectives and 

implementation of measures to address the pressing issues of Donetsk and Lugansk regions, the Autonomous Republic of Crimea and 

Sevastopol; prevent the deepening of regional disparities in access to basic public especially social, communal, administrative, 

transport, information and other services; creating conditions for regional cooperation;   

3) effective governance in regional development provides a basis for an effective implementation of the state regional policy - 

state mechanism and tool of regional development that will contribute to solving regional problems, primarily requires 

decentralization of state authority by transferring them to the local level with simultaneous adequate financial resources , improving 

the processes of strategic planning and execution of tasks at all levels, the introduction of an effective mechanism of coordination of 

central and local executive authorities, local governments in the implementation of sectoral priorities and objectives at different 

territorial levels 

The Strategy emphasizes that today the state regional policy in Ukraine as never requires coordination of its objectives and 

activities with the priorities of sectoral policies. Especially it concerns such areas as transport and infrastructure; economic 

development and investment; business and regulatory environment; competition policy; labour market; education and research; 

innovation.  

Implementation of the Strategy gives an opportunity to define an integral approach for creation and realization the state 

regional policy, which will include a combination of the following components:  

1) sectoral — improvement of regional competitiveness by optimizing and diversifying economic structure, ensuring effective 

specialization of regions preferred using their own resource potential; 

2) territorial (dimensional) — achieving steady and balanced territorial development, the development of interregional 

cooperation, to prevent the deepening of socio-economic disparities by creating "growth points", enhance of local economic initiatives 

and strengthening the capacity of rural socio-economic cohesion and uniformity of regional development to create equal conditions 

for development rights; 

3) managerial — use of common approaches to the development and implementation of the regional development policy, a 

unified system of the strategic planning and forecasting of states and regions, optimization of the territorial organization of power 

authority. 

However, it should be noted that this analysis for strategy and development program would be better considered after its full 

implementation, i.e. after 2020. 

4. The base of existing/potential customers and business partners - list of business partners, with which the contracts for the 

supply of a resource, for providing certain services etc. can be signed or signed. The base of existing / potential customers - this is the 

list of customers who buy or might buy products or services in the region. This base may be grouped by different characteristics, 

which are important for the region. E.g. it may be grouped by customers if we consider innovative industrial goods: by activity, by 

size, by the volume of orders, by the organizational form, by the type of embedded innovation (innovative processes, innovative 

products, marketing and organizational innovation) and others.  

The number of industrial enterprises that implemented marketing and organisational innovations are accordingly presented in 

the Images 6 and 7, innovative processes and innovation types of products are presented in the Images 8 and 9, and implementation of 

new technological processes and innovative types of products at industrial enterprises sorted by regions are presented in the Images 10 

and 11.    

 
 

Image 6 – The number of industrial enterprises that implemented marketing innovations, 2010-2014 years (based on [1- 4]) 
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Image 7 – The number of industrial enterprises that implemented organisational innovations, 2010-2014 years (based on [1- 4]) 

 
Image 8 – The number of industrial enterprises that implemented innovative processes, 2010-2014 years (based on [1- 4]) 

 
Image 9 – The number of industrial enterprises that implemented innovative types of products, 2010-2014 years (based on [1- 

4]) 

 
Image 10 – Implementation of new technologies at industrial enterprises sorted by regions, 2010-2014 years (based on [1- 4]) 
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Image 11 – Implementation of innovative types of products at industrial enterprises sorted by regions, 2010-2014 years (based 

on [1- 4]) 

 

5. The market position – determination of the market position of the region now, regarding the value of the market segment 

within country or internationally; the number of loyal customers; the number of competitors etc. 

The market position is considered as the level of activity of regional enterprises in the implementation of the industrial 

innovations. This component of marketing resources is created by such indicators as amount of enterprises, that sold industrial (Image 

12) and innovative production in Ukraine (Image 13) and other countries (Image 14) and related amount (Images 15-16). 

  
Image 12 – The number of enterprises that sold industrial products sorted by regions, 2010-2014 years (based on [1- 4]) 

 

 
Image 13 – The number of enterprises that sold innovative production in Ukraine, 2010-2014 years (based on [1-4])
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Image 14 – The number of enterprises that sold innovative production outside Ukraine, 2010-2014 years (based on [1-4]) 

 
Image 15 – Amount of sold innovative production in Ukraine sorted by regions, 2010-2014 years (based on [1-4])

  
Image 16 – Amount of sold innovation production outside of Ukraine, 2010-2014 years (based on [1-4]) 

 

6. Created image – an image, a role, reputation, type, forecasted expectations etc. The image characterizes accumulation of 

various cultural and historical values, since it involves visual and verbal components and gives a better impression. The image of the 

region shows its economic forth, power, wealth, the level of culture. It is an indicator of local and regional government authority and 

success at the regional and local level.  

This component will be analysed in base of the study report on the competitiveness of regions of Ukraine for 2010-2013 years, 

which was published by fund "Effective Management" supported by the World Economic Forum (Image 17). 
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Image 17 – The global competitiveness index of Ukrainian regions, 2010-2013 years (based on [5-8]) 

 

So, analysing our data by years, let’s define the permanent leaders by every marketing resources’ part of innovation aimed 

industrial enterprises: 

1) the scientific and methodological base 

- the number of executed scientific and scientific-technical works – c. Kyiv, Kharkiv, Donetsk, Dnipro, Odesa, Luhansk, Lviv 

and Sumy regions;    

- the number of implemented scientific and scientific-technical works sorted by the regions, 2010-2014 years, – c. Kyiv, 

Kharkiv, Donetsk, Dnipro, Odesa, Luhansk, Lviv and Sumy regions;  

- the number of published works – c. Kyiv, Kharkiv, Dnipro, Lviv, Odesa and Donetsk regions; 

 - international cooperation between scientific organizations – c. Kyiv, Kharkiv, Lviv, Dnipro, Odesa and Donetsk regions;  

2) special software: 

- industrial enterprises that spent costs on buying cars, equipment and software – Kharkiv and Zaporizhzhia regions, c. Kyiv, 

Mykolaiv, Lviv and Odesa regions;  

3) The base of existing/potential customers and business partners: 

 - The number of industrial enterprises that implemented marketing innovations – c. Kyiv, Kharkiv, Ivano-Frankivsk, 

Zaporizhzhia, Lviv, Zhytomyr, Mykolaiv and Khmelnytskyi regions; 

- The number of industrial enterprises that implemented organisational innovations – c. Kyiv, Zaporizhzhia, Kharkiv, 

Mykolaiv, Ivano-Frankivsk and Khmelnitskyi regions;  

- The number of industrial enterprises that implemented innovational processes -  c. Kyiv, Zaporizhzhia, Kharkiv, Mykolaiv, 

Ivano-Frankivsk and Khmelnitskyi regions; 

- The number of industrial enterprises that implemented innovational types of products – Kharkiv region, c. Kyiv, Lviv, 

Zaporizhzhia, Donetsk regions;  

- the number of implemented new technologies at industrial enterprises – Kharkiv and Zaporizhzhia regions, c. Kyiv, Sumy, 

Kherson and Ternopil regions;  

- the number of implemented innovative types of products at industrial enterprises – c. Kyiv, Zaporizhzhia, Kharkiv and Sumy 

regions;  

4) the market position: 

- The number of enterprises that sold industrial products – c. Kyiv, Kharkiv, Dnipro, Donetsk and Lviv regions; 

- The number of enterprises that sold innovative production in Ukraine – c. Kyiv, Kharkiv, Ivano-Frankivsk, Lviv, Donetsk, 

Zaporizhzhia, Cherkasy, Dnipro, Khmelnitskyi and Odesa regions;  

- The number of enterprises that sold innovative production outside Ukraine - c. Kyiv, Kharkiv, Zaporizhzhia, Donetsk, 

Dnipro, Lviv, Cherkasy, Sumy and Ivano-Frankivsk regions;  

- Amount of sold innovational production in Ukraine – Poltava, Donetsk, Luhansk, Kharkiv, Sumy, Zaporizhzhia regions and 

c. Kyiv;  

- Amount of sold innovation production outside of Ukraine – Donetsk, Luhansk, Sumy, Kharkiv and Poltava regions; 

5) created image: 

 - The global competitiveness index of Ukrainian regions – all the regions have almost the same results. But there is a bit 

higher level in c. Kyiv, Kharkiv, Dnipro, Donetsk regions.   

We suggest calculating an integrated assessment of marketing resources based on calculation arithmetic mean values for the 

analysed years of relevant indicators (Table 1). 
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Table 1 – The average value of marketing resources indicators in Ukrainian regions by years
 * 

Indicator 

V
in

n
y

ts
k

a 

V
o

ly
n

sk
a 

D
n

ip
ro

p
et

ro
v

sk
a 

D
o

n
et

sk
a 

Z
h

y
to

m
y
rs

k
a 

Z
ak

ar
p

at
sk

a 

Z
ap

o
ri

zk
a 

Iv
an

o
-F

ra
n

k
iv

sk
a 

K
y

iv
sk

a 

K
ir

o
v

o
h

ra
d

sk
a 

L
u

h
an

sk
a 

L
v

iv
sk

a 

M
y

k
o

la
iv

sk
a 

O
d

es
k

a 

P
o

lt
av

sk
a 

R
iv

n
en

sk
a 

S
u

m
sk

a 

T
er

n
o

p
il

sk
a 

K
h

ar
k

iv
sk

a 

K
h

er
so

n
sk

a 

K
h

m
el

n
y

ts
k

a 

C
h

er
k

as
k

a 

C
h

er
n

iv
et

sk
a 

C
h

er
n

ih
iv

sk
a 

K
y

iv
 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 

the number of executed scientific and 

scientific-technical works, units 
470 

 

123 

 

2517 

 

3482 

 

148 

 

155 

 

995 

 

754 

 

662 

 

527 

 

1469 

 

1866 

 

781 

 

2456 

 

760 

 

194 

 

1280 

 

174 

 

8431 

 

275 

 

100 

 

515 

 

295 

 

533 

 

19711 

 

the number of implemented scientific 

and scientific-technical works, units 
279 58 1800 2710 70 58 778 483 336 462 1166 983 447 1937 517 127 881 97 6341 123 63 446 109 71 13470 

the number of published works, units 7426 5427 23903 22740 3443 2508 9479 7476 2095 2680 11413 22610 5712 16412 9886 3401 8219 7351 53573 3481 5011 5918 8215 4324 96940 

international cooperation between 

scientific organizations, units 
48 75 227 340 49 85 140 84 51 22 120 532 61 317 67 35 83 82 836 34 141 101 93 62 1948 

Industrial enterprises that spent costs 

on buying cars, equipment and 

software, units 
31 15 50 41 28 10 64 47 32 24 30 76 60 51 19 19 26 23 117 33 34 16 24 27 83 

The number of industrial enterprises 

that implemented marketing 

innovations, units 

4 2 3 6 10 2 15 16 3 4 3 12 9 8 4 3 3 5 17 2 8 5 5 2 24 

The number of industrial enterprises 

that implemented organisational 

innovations, units 

4 1 4 4 5 2 14 10 2 7 6 8 10 4 3 2 4 3 17 1 9 3 4 2 24 

The number of industrial enterprises 

that implemented innovative 

processes, units 

18 13 28 33 25 5 34 23 15 16 26 44 18 20 11 18 12 13 125 8 29 14 7 9 67 

The number of industrial enterprises 

that implemented innovative types of 

products, units 

22 7 35 34 15 8 41 40 27 18 17 40 22 24 18 10 24 18 60 19 21 24 11 16 76 

Implementation of new technologies 

at industrial enterprises, units 
32 17 74 58 31 5 242 29 27 25 34 51 29 31 22 12 104 69 635 87 31 33 9 20 266 



 Cont. Table 1 

 

* cells with bold border contain the best value in region, filled cells contain the worst one. 
Developed by authors. 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 

 Implementation of innovative types 

of products at industrial enterprises, 

units 

75 30 141 150 29 14 437 146 100 55 38 119 94 86 72 15 273 94 255 124 28 69 42 120 492 

The number of enterprises that sold 

industrial products, units 
292 234 741 694 339 228 413 430 505 266 433 750 366 383 379 263 232 223 790 210 342 319 202 224 563 

The number of enterprises that sold 

innovative production in Ukraine, 

units 

32 15 45 52 28 15 52 64 38 29 29 62 32 38 25 24 33 28 90 23 41 42 18 22 97 

The number of enterprises that sold  

innovative production outside 

Ukraine, units 

8 6 18 19 8 8 21 14 12 9 7 19 8 14 11 7 15 7 37 8 9 17 6 10 33 

Amount of sold innovative 

production in Ukraine, thousands of 
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Amount of sold innovation 

production outside of Ukraine, 
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The global competitiveness index of 

Ukrainian regions, points 
3,89 3,93 4,13 4,10 3,84 3,95 4,01 3,89 4,07 3,78 3,92 4,01 3,93 4,04 3,99 3,92 3,91 3,83 4,13 3,79 3,91 3,92 3,89 3,83 4,31 



Thereby, marketing resources’ analysis of the Ukrainian regions with proposed by us structure showed that 

there is the best provision in c. Kyiv and Kharkiv region, because almost all obtained indicators’ (with the same 

weight) values are the largest: 10 and 5 out of 17 indicators; and the worst – Zakarpatska and Volynska (7 and 6 out 

of 17 indicators).  

Considering that Sumy region does not have the worst value at any indicators, and is presented among the 

leaders in individual indicators of scientific and methodological framework, existing/potential customers and 

business partners, market position; we may asses that the region has the resources to ensure its attractiveness and 

competitiveness of marketing, further development and implementation of creative approaches to marketing 

management.  
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