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The essence, objectives and peculiarities of marketing audit of innovation activity of enterprises have been 
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applied studies on marketing audit. A system of indices for the evaluation of efficiency of innovation marketing was 
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Problem statement. Innovations are the basis for economic growth and competitiveness of 

enterprises. Present conditions under which Ukrainian enterprises conduct their innovation activity are 
determined by appearance of new needs in the society, which causes the scientific and technical 
progress to accelerate accordingly, forcing the shift to the forth industrial revolution and simultaneous 
transformation of the competitive environment. All this encourages managers to be as flexible to external 
challenges as possible and to reconsider the current marketing strategy in order to increase 
competitiveness of an enterprise at the market of innovations. As a result, the role of marketing audit is 
becoming more significant and the need to research its theoretical and applied aspects in the area of 
innovations is arising.  

Analysis of the latest researches and publications. In recent years in Ukraine exists an 
increasing tendency towards researches concerning improvement of innovation activity. In particular, the 
team of authors under supervision of V. Heyets in the national report entitled “Innovative Ukraine 2020” 
has made a comprehensive study on key problems in the development of innovation activity of 
enterprises, regions and the country in general [8]. Theoretical, methodical and applied aspects 
concerning the interconnections between innovations, marketing and management have been 
thoroughly studied by the team of authors under supervision of S. Illiashenko. In particular, they 
elaborate such issues of marketing audit as: management of enterprise’s innovation potential on the 
basis of marketing; monitoring of the integrated system for the management of innovative development 
[10, p. 151-162, 202-210]. 

The study of theoretical and applied aspects of marketing audit had been conducted much earlier 
abroad (back in the 1950s) than in Ukraine. As a result, it had its influence not only on forming of 
theoretical basis, but also on application of marketing audit. Thus, F. Kotler sees marketing audit as a 
full, systematic, independent and repeated within the same periods of time research of marketing 
environment, goals, strategies and activity of a company or its business unit [20]. A. Wilson has a similar 
vision – a method of an independent analysis and identification of marketing resources, which are 
underused [24]. M. Taghian and R. Shaw define marketing audit as a tool, which can aid with creation, 
technical support and management of market orientation strategy [22]. These authors have also studied 
the influence of marketing audit upon the change of market share of an enterprise. D. Brownlie tries to 

https://www.amazon.com/Aubrey-Wilson/e/B001HMTVB4/ref=dp_byline_cont_book_1
http://www.emeraldinsight.com/author/Brownlie%2C+DT
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reveal the process essence and the methodology of marketing audit from the point of view of its practical 
application at enterprises of different types [19]. 

Among the latest works by Ukrainian researchers of marketing audit a special attention is to be paid to 
the ones by T. Butynets, who investigates not only the essence of “marketing audit”, but also the coherence 
of its application in theory, practice and the national legal framework [3]. Instead, L. Balabanova and 
Yu. Logvina have developed a scientific and methodical approach to conduction of an audit of strategic 
management of marketing activity [2]. In the dissertation by K. Faizulaieva the theoretical and methodical 
findings are deepened, while the scientific and practical recommendations for organizing of a marketing 
audit at industrial enterprises are developed. In particular, the author views the marketing audit as a 
process of examination of enterprise’s marketing activity in order to detect the drawbacks and possibilities 
for the quality improvement of marketing activity and to provide practical recommendations for overcoming 
these drawbacks and introducing measures for utilization of reserves [15, p. 7]. 

Issues unsolved. On the basis of analysis of the latest researches and publications it can be 
concluded that in the studies focused on peculiarities of enterprises’ innovation activity development 
researchers do not pay enough attention to the issues of marketing audit, in particular, to the 
methodology of its conduction. Thus, the problem of applying marketing audit at enterprises involved in 
the innovation activity remains unresolved. Taking this into consideration, there is a need in further in-
depth study of the issue with regard to modern tendencies of marketing development. 

The aim of the article is to determine the essence of marketing audit of innovation activity of 
enterprises, its tasks and subject, to present the methodical approach to conduction of marketing audit of 
innovation activity of industrial enterprises.  

The main results of the research. According to the Law of Ukraine “On Innovation Activity”, 
innovation activity is the one directed at utilization and commercialization of results of scientific studies 
and researches, and causes the market launch of new competitive products and services [7]. Therefore, 
the main task of innovation marketing in an enterprise is to search for the new areas and ways to utilize 
enterprise’s potential, continuing in the development of new products, services and management 
technologies and marketing them in order to meet the needs and demands of consumers in a way more 
efficient than the competitors; making profit due to these activities and ensuring the conditions for long-
term survival and development on the market [10, p. 269]. Thus, marketing specialists at an industrial 
enterprise involved for the innovation activity are responsible for production path of innovative products, 
their marketing and growth of demand for the new products. 

According to the latest data of the World Intellectual Property Organization [23], Ukraine is the 56th out of 
141 countries in terms of innovations development. At the same time only 17% of industrial enterprises were 
conducting innovation activity in Ukraine in 2015 [12]. This is quite a low number. For example, the average 
share of such enterprises in EU is 52% [21]. In general, in 2015 10.8 billion UAH worth of innovative products 
have been exported from Ukraine. It should be mentioned that every forth innovation-active enterprise in 
Ukraine has launched an innovative product on the market, two thirds of which have been exported. Yet, only 
69.2% of enterprises conducting innovation activity managed to sell innovative products. Thus, despite 
possessing an innovative potential, industrial enterprises encounter a problem during sales of innovative 
products, one of key endogenous factors for this being the inefficient innovation marketing.  

Marketing audit, which has been proving its effectiveness abroad for decades, is an efficient tool for the 
improvement of innovation marketing at Ukrainian enterprises. It should be conducted in the following cases: 
to enhance efficiency of marketing department performance and of innovation marketing in general; to 
optimize the innovation marketing costs; to check for relevance between the marketing strategy and aims of 
innovation activity development in an enterprise; to look for possibilities of utilization of innovative potential in 
an enterprise. Besides, marketing audit of innovation activity is conducted in case problems with marketing of 
innovative products are detected or volumes of their sales have decreased. In particular, low sales of 
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innovative products can indicate either a wrong choice of indicators for monitoring of the working environment 
during the substantiation of a marketing strategy or a wrong choice of qualitative and quantitative parameters 
determining an innovative product. There is also a possibility that marketing specialists have not chosen 
suitable product marketing methods, which do not fully reveal all its advantages. In this context, low product 
sales can result from poor competence of supply or sales personnel. Another reason could be the insufficient 
technological capacity of an enterprise to satisfy the consumers’ demands.  

Marketing audit of innovation activity differs fundamentally from an ordinary audit, which according to the 
Law of Ukraine “On Auditing Activity” is the verification of accounting data and indicators in financial reports of 
an entity aimed to express an auditor’s independent opinion on its fairness within all the significant aspects and 
compliance with requirements of legal framework of Ukraine, accounting guidelines (standards) or other rules 
(including internal standards of entities) in accordance with consumers’ demands [6]. Taking into account the 
specificity of innovation marketing, it is not limited to examination of financial reports but also has to include 
analysis of a quite broad spectrum of data on internal and external environment of an enterprise.  

The advantages of using a marketing audit of innovation activity are: an effective system of 
permanent control over the marketing of innovations and the innovation activity in general; estimation of 
the quality of marketing of innovations and its conformity to enterprise’s development strategy; 
identification of undisclosed opportunities of innovative potential of an enterprise; timely detection of 
flaws and risks of innovation activity of an enterprise. Instead, the main drawbacks of the marketing audit 
of innovation activity are: increase in the costs of the management process; increase in the volumes of 
information flows associated with innovation activities. 

Based on the analysis of different research approaches to the essence of marketing audit [1-3; 9-10; 
15; 18-20; 22; 24] we suggest to define the marketing audit of innovation activity as the process of 
conduction of a complex verification of the efficiency in the marketing of innovations with regard to the 
aims of an enterprise, detection of unused reserves of innovative potential, development of proposals 
and recommendations for innovation marketing enhancement at an enterprise. Consequently, we outline 
the following key objectives of marketing audit of innovation activity: 

- evaluating efficiency of an innovation marketing system and marketing potential of an enterprise; 
- evaluating external and internal environment of an enterprise; 
- checking the coherence between the marketing and innovation strategies of an enterprise and 

their compliance with modern requirements of economic management; 
- estimating the competitiveness of an innovative product; 
- evaluating innovative potential of an enterprise; 
- verifying the efficiency of marketing activity in terms of utilization of enterprise’s innovative potential; 
- detecting weak points in current marketing activity of an enterprise; 
- developing of proposals to enhance the innovation marketing. 
Since the marketing audit fulfils quite a wide range of tasks, researchers view it at the same time as 

one of the stages in marketing activity planning, as the control tool and as an analytical management 
function [9, p. 9-10], which provides regulation of tactical plans and coordination of strategic and 
innovative development plans of an enterprise. Thus, we conclude that the best way to examine 
marketing audit of innovation activity is through the lens of a unifying function of management. 

Marketing audit of innovation activity, same as a general marketing audit, can be conducted in 
different ways and by different agents: internal (self-audit, by an audit department of an enterprise, by a 
specially formed expert group, cross-sectional audit by upper-level departments or organizations) and 
external (by audit or consulting companies) [20]. 

The classic audit process consists of such main phases as planning, evaluation, checking the results’ 
reliability and reporting [6]. Various researchers base their methodical approaches to conduction of marketing 
audit on this algorithm. In particular, S. Koriagina and M. Koriagin single out six phases of marketing audit 
process: 1) planning; 2) examination; 3) analysis and processing of results; 4) producing recommendations; 5) 
preparation, approval and presentation of the report; 6) implementation and supervision of results [9, p. 30]. 
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Instead, O. Amelnytska suggests to focus solely on one product while conducting a marketing audit, and not 
on the set of products, and to carry it out in eight phases: 1) choosing a product; 2) defining the market; 3) 
market segmentation; 4) identification of key factors; 5) development of measures; 6) evaluation of measures; 
7) selection and ranking of measures and 8) implementation [1, p. 51]. In our opinion, such approach is 
applicable in case when there is a small range of products produced by an enterprise; however, it does not 
give a complete picture of the effectiveness of marketing department of an enterprise or its influence on 
innovation activity of an enterprise in general.  

K. Faizulaieva states that marketing audit at an enterprise should be conducted in the following 
order: organizational phase; research and analytic phase; a phase of marketing enhancing at an 
enterprise and implementation of changes [15]. However, this approach is based solely on the 
organizational aspect in utilization of marketing potential. 

Therefore, taking the norms of the Ukrainian legal framework on auditing activity [6] and studies by 
marketing audit researchers [1-3; 9-10; 15; 18; 20; 24] as the basis, the author suggest to conduct the 
marketing audit in five phases (figure 1). 

 

 
 

Figure 1 – Stages of marketing audit of innovation activity in an enterprise 
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The first phase is a preparatory one, at which first and foremost a decision to conduct an audit is made. 
Also at this phase the aim and objectives of marketing audit of innovation activities are set, executants are 
appointed, terms of conducting are set, a plan and a program are developed and a budget is calculated.  

The second and the third phases are data and analytic accordingly, which combined include the 
acquisition and processing of data concerning external and internal environment of an enterprise. In our 
opinion the marketing audit of innovation activity is meant to provide a qualitative evaluation not only on 
efficiency of organizing of innovation marketing in an enterprise, but also on external threats and possibilities to 
utilize an enterprise’s innovative potential. With regard to the objectives of audit, data sources, methods of its 
collection and interpretation are defined. 

The data on external environment is quite extensive as it contains information not only on social and 
economic situation in the country and on global innovation development tendencies, but also data on the 
sector’s condition, the market, consumers’ needs, competitors’ activity, legal regulation of an enterprise’s 
activity. Consequently, the information is taken from both official sources (State Statistics Service of Ukraine, 
official data of the Government of Ukraine, National Bank of Ukraine, international rating agencies, national 
and international institutions and organizations, etc.) and personal research (surveys, insider information, etc.). 

External data needed for marketing audit of innovation activity can be divided into the following groups: 
1) global innovation development tendencies (new and possible directions of innovation development, 

the place of Ukraine according to international innovation rankings, etc.); 
2) macro situation (legal, economic, social, technical, ecological and other factors influencing 

development of innovation activity of an enterprise); 
3) market condition (market size, existing niche markets, an enterprise’s share in the market, search for 

new sales markets); 
4) consumers’ needs (satisfaction level of consumers’ current need by existing innovative products, 

detection and foreseeing of new consumers’ needs); 
5) competitors (identifying competitors, strengths and weaknesses in their innovation marketing); 
6) suppliers (evaluation of current suppliers’ activity directed at optimization of marketing of innovative 

products). 
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4) consumers’ needs (satisfaction level of consumers’ current need by existing innovative products, 
detection and foreseeing of new consumers’ needs); 

5) competitors (identifying competitors, strengths and weaknesses in their innovation marketing); 
6) suppliers (evaluation of current suppliers’ activity directed at optimization of marketing of innovative 

products). 
Data on internal environment of an enterprise can primarily be found in financial reports and 

databases of different departments (marketing, innovation, economic, sales, production, research, etc.) 
The main emphasis during the examination of internal data by an auditor is made on organization of 

innovation marketing in an enterprise, analysis of communication efficiency between all the departments 
of an entity and marketing department, staffing and defining an enterprise’s marketing potential in 
general. Thus, the search of strengths and weaknesses in an enterprise’s innovation marketing is 
conducted in terms of the organizational aspect.  

The next step would be to determine the implementation efficiency of previously planned measures 
according to the existing marketing strategy for development of innovation activities. An auditor examines 
existing marketing and innovation strategies of an enterprise, notes the achieved and unachieved goals, major 
contradictions and compliance with modern requirements of economic management.  

In our opinion based on different researchers’ approaches [4; 5; 13; 17], effectiveness of innovation 
marketing can be determined by six indicators, which reflect the results of marketing activity through the 
output of innovation activities of an enterprise (table 1).  
 

Table 1 – Indicators of innovation marketing effectiveness 
 

No. Indicator Recommended value 
1 Return on marketing expenses for innovation activity = Profit from 

innovation activity * 100% / marketing expenses for innovation activity 
Higher than an average sectoral indicator 

2 Return on innovation activity = Sales volume of innovative products * 
100% / Expenses on innovative products’ development, production 
and sales 

Higher than an average amount of bank credit 
interest rate 

3 Volume of sales of innovative products Increase 
4 Innovative products sales’ share in a general volume of industrial 

products sales 
Increase 

5 Enterprise’s share in the market Increase or a set value in a marketing strategy 
6 Number of clients, agreements signed Increase 

 

Evaluation of an enterprise’s innovative potential plays a key role for the analysis of internal 
environment. It deals not only with determining of its current condition and efficiency, but also with 
detecting unused reserves to increase innovation activity indicators and, consequently, an enterprise’s 
profit. Innovative potential is primarily an ability to create a new value due to targeted combination of 
tangible and intangible assets, which guarantees innovational development of an enterprise [16, p. 17].  

Currently a variety of methods exist for evaluation of enterprises’ innovative potential [11; 13; 16], 
since researchers are not unanimous on elements of such potential. At the same time majority of authors 
agree that human, technical and technological, research and development, management and production 
elements are fundamental for innovative potential. Additionally, G. Goldstein, R. Fathudinov and I. 
Fesenko also add an element of marketing [11, p. 24]. 

The author is inclined to think that through the lens of marketing audit it is relevant to examine the 
organizational and management, marketing, human resources, research, technical and technological, 
production and financial elements of innovative potential. Additionally, evaluation of innovative potential 
should allow to determine new possibilities to implement research results in an enterprise (by means of 
human resources, technologies, management decisions, investors, etc.), new technologies that could be 
commercialized and other. 

An auditor should pay a special attention to: examining of new marketing technologies in an 
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enterprise (with singling out the main ones); their implementation by the enterprise and competitors; 
sources of these technologies (own, acquired); defining an enterprise’s place at the technology market; 
efficiency of existing correlation between own and acquired technologies; level of readiness of new 
innovative products to enter the market. 

Within the analysis and evaluation of external and internal environment an important role goes to 
identifying risk levels, since  being caused by exogenous and endogenous factors of impact on an enterprise, 
risks can lead to results different from the expected, both in innovation activities in general and in marketing 
measures applied to particular activities [14, p. 21]. The main external risks are political, legislative, economic, 
social, technical and technological, which in fact determine the conditions of an enterprise’s activities. Besides, 
influence of global innovation tendencies, competitors’ activity, consumers’ demands, suppliers’ activity and 
other are taken into consideration. While internal risks, in our opinion, are reflected within the elements of 
innovative potential. This, in its turn, should aid in singling out the weak points. Among the main marketing 
risks are the low competitiveness of innovative products, a wrong choice within the price strategy, non-
compliance of technical and economic parameters of innovative products with consumers’ demands, and 
other. At the same time, administrative risk is the greatest, since the ability not only to prevent the existing 
threats, but to transform them into possibilities, depends primarily on the management of an enterprise. 

In general, at the analytic stage of audit it is necessary to single out the weaknesses of innovation 
marketing and the issues, which an auditor has not managed to solve. 

It is necessary to emphasize that at each phase of marketing audit specification of an audit program 
is carried out depending on the research results obtained.  

The forth (recommendation) phase of marketing audit of innovation activity is based on assessment of 
different elements of external and internal enterprise’s environments, analysing relevance between marketing 
measures and strategic vision of innovation activity development and, consequently, detecting weak and 
strong points. It allows developing a set of suggestions and recommendations for further innovation marketing 
strategy. Then, the results of conducted audit are issued in the form of audit report and audit opinion.  

The final audit phase aims to check fulfilment of all existing audit tasks, completeness of an 
implementation plan and performance of audit procedures. An audit report and audit opinion are 
presented to upper management of an enterprise (client), consultations with an enterprise’s staff 
concerning the enhancement of marketing innovations and implementation of audit suggestions and 
recommendations are carried out. 

Conclusions. On the basis of the conducted research it can be concluded that the relevance of marketing 
audit constantly increases. It has managed to successfully establish itself in practice of developed countries; 
however, it has not become popular enough with the domestic enterprises yet. Considering a significant 
innovative potential of Ukraine, enhancement of innovation marketing at domestic enterprises by conducting a 
relevant audit is an essential precondition for its successful development. Accordingly, a methodical approach 
has been developed to conduct a marketing audit of innovation activity at industrial enterprises, which in 
contrast to the existing ones includes a comprehensive evaluation of innovation marketing in an enterprise 
though the lens of an organizational aspect, efficiency, possibilities and risks of innovative potential utilization. 
It gives managers a possibility to enhance innovation marketing according with the conditions of an 
enterprise’s external environment and internal abilities. 

Further researches on the subject should be directed at studying of the foreign and domestic 
practice of management of innovation activities at industrial enterprises. In particular, the main emphasis 
should be put on peculiarities of utilization of marketing innovations and search for the ways to enhance 
their implementation in Ukraine. 
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