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MOAEAI B3A€MOAIT MEHEAXKMEHTY I MAPKETUHI'Y B CUCTEMI
IHHOBALIIITHOTO PO3BUTKY MIAIIPMEMCTB

The relevance of this research is determined by the fact that, in conditions of significant market
dynamism, a key factor for the successfulimplementation of innovation strategies is the maximally
coordinated interaction between management and marketing-specifically, an interaction that ensures
a balance between internal managerial decisions and external market demands. The authors note
that the ability of an enterprise to timely generate, implement, and commercialize innovations
depends on the quality of the managerial mechanisms coordinating these subsystems. Accordingly,
the aim of the article is to identify and systematically describe the models of interaction between
managementand marketing within the system of innovative enterprise development from a managerial
perspective, to determine their key parameters, and to substantiate the impact of these models on
the quality of innovative decisions and the effectiveness of innovation commercialization. It has been
demonstrated that, in the context of marketing management and managerial aspects of enterprise
innovation development, several basic models of management-marketing interaction are usually
distinguished: the functional-hierarchical model (where management and marketing operate as
separate subsystems with a clear hierarchical subordination), the coordination model (where
management and marketing interact based on coordinated managerial processes, forming a
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marketing management system), the process-oriented model (where management-marketing
interaction is built around the management of innovation processes-dea management, R&D,
commercialization), and the strategic-partnership model (where managementand marketing act as
equal strategic partners in managing innovative development). It has been established that the
differences among these models of management-marketing interaction are primarily determined by
the level of integration of managerial and marketing functions, the degree of centralization in
managerial decision-making, the nature of information flows, and the depth of marketing's
involvement in strategic management of innovation activities. Empirical testing of integrated models
of management-marketing interaction has shown that the outlined parameters determine the quality
ofinnovative decisions and the effectiveness of innovation commercialization, and that their correct
consideration is key to the efficiency of enterprise innovation development. Prospects for further
research lie in the development and implementation of adaptive models of management-marketing
interaction for different types of enterprises in order to enhance their innovation capacity and the
effectiveness ofinnovation commercialization.

AKTyasnbHiCTb AOCNIA)XEHHSI 3YMOBJIEHa TUM, L0 B yMOBaXxX 3Ha4YHOi AMHaMIiYHOCTi pUHKOBOIO ce-
penosuLa, YNHHUKOM YCNiLLUHOT peanisayii iHHOBaLiiHUX CTpaTeriii € MaKkCUMaJsibHO y3rof)keHa B3a€-
Mopfis MeHeA)XMeHTY Ta MapKeTUHry (a came Taka, sika 3abe3neynTb 6anaHC MiXK BHYTPILUHIMW yri-
PaBNliHCbKUMM PiLLIeHHSIMU Ta 30BHILUHIMY BUMOramum puHky). KoHcTaroBaHoO, L0 came Big SKOCTi yri-
PaBJliHCbKUX MeXaHI3MiB KoopanHaLii Unx NigcucTemM 3asexmTb 34aTHICTb NignpuemMcTBa CBoe4Yyac-
HO reHepyBaTu, BNPOBagKyBaT! Ta KOMepLiani3yBaTv iHHOBauii. Bigrak, meTa craTri nonsirae B igeH-
Tugikauii Ta cucteMHOMYy onuci Mmoaeseii B3aEMoAZii MeHeA)XXMEHTY Ta MapKeTUHIy B CUCTEMI iHHO-
BaUiiHOro po3BUTKY NiAMPUEMCTB (3 TOYKN 30pY yNpaBJliHCbKNX aCNeEKTIB, iX K/IIDYOBUX napameTpiB)
Ta OOrpyHTYBaHHI ix BNINBY Ha SIKICTb iHHOBaLiliHUX pilieHb i epekTnBHiCTb kOoMepuyianizayii iHHO-
Bauiii. JloBefeHo, L0 B KOHTEKCTi MapKeTUHIrOBOro MEHEAXKMEHTY Ta yripaBJliHCbKNX acrieKTiB iHHO-
BaLiliHOro po3BUTKY NignpueMcTB 3a3Bu4ai BURINSIOTb Kiflbka 6a30BuUX MoAesieli B3aeMogii MeHe -
KMEHTY i MapKeTUHry, a came yHKLiOHa/IbHO-iEpapXivyHY (3a IKOi MEHeA)KMEHT i MapKeTUHr pyHK-
LIOHYIOTb SIK BiJOKPEeMJIeHI nigCcucTemMm 3 4iTkuM iepapxiyHum nignopssakyBaHHsIM), KOoOpaANHaLiiHy
(3a sIKOi MEHeA)KMEHT i MapKeTUHI B3BaEMOAIilIOTb Ha OCHOBI Y3ro)KeHuUX yrnpasJliHCbKUX MPOoLeciB —
SIK CUCTEMa MapKeTUHIOBOIro MEHEA)KMEHTY), NPoL,eCHO-0OPiEHTOBaHY (3a IKOi B3aeMoiss MeHenx-
MEHTY i MapKeTUHry Buby[oByeTbCS HABKOJIO ynpaBJliHHA iHHOBauiiHuMn npoyecammn — dea
management, R&D, komepuiani3auisi), cTpaTeriYHO-nNapTHEPCbKY (3a IKOi MEHEe)KMEHT i MapKeTUHIr
BUCTYNaroTh SIK PiBHOMPaBHi CTpaTerivyHi cknagosi B ynpaBaiHHI IHHOBaLiliHUM pO3BUTKOM). BcTtaHoB-
JIEHO, L0 BiAMIHHOCTI M)k 3a3Ha4Y€HUMMU MO EJISIMU B3aEMOLii MEHe4)KMEHTY i MapKeTuHry ¢popmy-
I0TbCS Hacamriepe piBHeM iHTerpauyii ynpaBaiHCbKUX i MapKeTUHroeux yHKLiNn, CTyneHem LUeHTpa-
nisayii npoyecie NPUAHATTS ynNpaBniHCbKUX PilleHb, XapaKkTepoM iHpopmaLiiHuX NoTokiB Ta rnmén-
HOI0 3aJ1y4eHHS MapPKEeTUHry A0 CTPaTerivyHoro yrnpasJliHHS iHHOBaLiiHOIO QisNbHICTIO. 3a eMnipny-
HUM TeCTYBaHHSIM iIHTEerpoBaHuUx Moesieii B3aeMoLii MEHe)KMEHTY Ta MapKeTUHry BCTaHOBJIEHO,
L0 OKpecCJIeHi napaMeTpy BU3HAYalOTb AKICTb iIHHOBAaLiHNX PilueHb Ta e(pbeKTUBHICTb KOMepLiai-
3auii iHHoBaLi, a iXx KOPEeKTHe BpaxyBaHHS € 3aropyKoio e@PpeKTUBHOCTI iHHOBaLiiHOro po3BUTKY
nignpuemcTtia. lMepcnekTneu noganbLUnX 4OCAIAXKEHb NONIAraloTh Y po3po6Li Ta BipoBagXXeHHi agarn-
TUBHUNX MoLeJ1eri B3aEMOLii MeHeDKMEHTY Ta MapKeTUHry AJ1s1 Pi3HUX TUIIB NigNpuUeMCTB 3 METOIO
nigBULLEeHHS iX IHHOBaLiNHOT CIPOMOXXHOCTI Ta e¢bekTUBHOCTIi KoMepuianisauyii iHHoBaLii.

Key words: innovative development; management; marketing; interaction models; managerial aspects;
coordination; innovation commercialization; effectiveness of innovative decisions; marketing management.

KnroyoBi cnoBa: inHoBayiliHul po3Bumok; meHedxcmeHnm; MapkemuHe; mooesi B3aemodii; ynpaBaiHcoki acnek-
mu; KOopOUHayis; komepuianizauis iHHoBayit; egpexkmuBHicmb iHHOBaUIIHUX piueHb; MapKemuH2oBul meHeorcmeHm.

PROBLEM STATEMENT strategies increasingly depends not only on the availability

The relevance of this study is driven by the increasing of resources or technological capabilities but also on the
role of integration processes in enterprise management degree of alignment between managerial and marketing
systems under conditions of high market dynamism and decisions, which ensures the adaptation of internal
uncertainty. The successful implementation of innovation enterprise processes to external market demands. In this
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context, the development of effective interaction models
between management and marketing-as key functional
subsystems of innovation development-becomes
particularly significant.

A synthesis of practical experience presented in
reports by leading international consulting firms-McKinsey
& Company, Boston Consulting Group (BCG), Deloitte, and
PwC-indicates that, in the vast majority of cases, an
enterprise's ability to timely generate, implement, and
commercialize innovations is determined by the
effectiveness of coordination mechanisms between
management and marketing. Specifically, McKinsey &
Company's research demonstrates that integrating stra-
tegic management and marketing functions into a unified
decision-making system significantly reduces the time
required to bring innovative products to market and
enhances their commercial performance. Similar
conclusions are reflected in PwC's Innovation Benchmark
and Deloitte Insights reports, which highlight adirect link
between the level of cross-functional interaction and the
economic returns of innovation.

At the same time, research from Boston Consulting
Group emphasizes that a substantial portion of unsuc-
cessful innovation projects is caused not by tech-
nological factors but by fragmented management and
the absence of coordinated interaction between
managerial and marketing units, leading to a disconnect
between an enterprise's strategic goals and market
expectations. These findings underscore the necessity
for a scientific understanding and systematic classi-
fication of management-marketing interaction models
within the context of enterprise innovation develop-
ment.

ANALYSIS OF RESEARCH
AND PUBLICATIONS

The challenges of establishing effective interaction
between management and marketing to ensure enterprise
development have been examined in the works of Vikar-
chuk 0., Pashchenko O., Yushkevich O. [1], Rayko D.V.,
Lebedeva L.E. [5], Danylyuk T.l., and Kushpetyuk R.V. [2].
At the same time, much of the scholarly research has
focused on specific aspects of managerial and marketing
activities, such as innovation planning, marketing
strategies, and organizational structures, while the models
of interaction between management and marketing within
the system of enterprise innovation development remain
insufficiently explored.

This fragmentation of research underscores the need
for a comprehensive study of management-marketing in-
teraction models, as the lack of clearly defined coor-
dination mechanisms between subsystems presents
numerous practical challenges for enterprises. In particular,
as noted by Rossoha V.V., these include:

— delays in implementing innovations due to
misaligned managerial and marketing decisions;

— a mismatch between new products and market
needs, reducing their commercial success;

— low flexibility of organizational processes, compli-
cating adaptation to dynamic market changes;

— suboptimal resource utilization due to duplicated
functions or weak integration between units.

A comprehensive examination of interaction models
allows for the identification of "bottlenecks" in management-
marketing coordination, assessment of the level of integration
and flexibility of subsystems, and the development of optimal
approaches to managing enterprise innovation development.
Such insights contribute to enhancing both the efficiency and
market competitiveness of enterprises.

FORMULATION OF THE ARTICLE'S
OBJECTIVES

The aim of this article is to identify and systematically
describe the models of interaction between management
and marketing within the system of enterprise innovation
development from a managerial perspective, to determine
their key parameters, and to substantiate the impact of
these models on the quality of innovative decisions and
the effectiveness of innovation commercialization.

THE PAPER MAIN BODY

Within the scope of this study, models of interaction
between management and marketing in the system of
enterprise innovation development are considered as
stable organizational and managerial configurations that
determine the allocation of authority, responsibilities, and
information flows between managerial and marketing
subsystems in the processes of innovation formation,
implementation, and commercialization.

It should be noted that, according to Kotler P. [3], such
models reflect the level of integration of managerial and
market-oriented decision-making, while, as argued by Le-
pa R.M., Solokha D.V., Koverha S.V. [4], they directly
influence an enterprise's ability to adapt to changes in the
external environment and ensure sustainable innovation
development.

An analysis of the research conducted by Danylyuk T.I.
and Kushpetyuk R.V. [2] identifies the following key
characteristics of management-marketing interaction
models:

— the degree of integration of managerial and
marketing functions in the process of making innovation-
related decisions;

— the nature of coordination (hierarchical, process-
oriented, partnership-based);

— market and customer orientation at different stages
of the innovation cycle;

— flexibility of managerial mechanisms in responding
to technological and market changes;

— the involvement of marketing in shaping the
innovation strategy and the innovation portfolio.

It should be emphasized that awareness of each of the
key characteristics outlined above is essential for a
systematic analysis of the significance of these interaction
models and their impact on the effectiveness of enterprise
innovation development (see Table 1). In practice, the key
characteristics outlined above enable enterprises to:

1. Identify the strengths and weaknesses of the
current organizational model, thereby facilitating adjust-
ments to managerial approaches for enterprise innovation
development.

2. Assess the level of integration and coordination
between subsystems, which directly affects the speed of
implementation and commercialization of innovations.
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Table 1. Key characteristics of management-marketing interaction models
in enterprise innovation development

Key characteristic
of management-
marketing
interaction models

Description of key
characteristics of

management-marketing

interaction models

Significance of key characteristics
of management-marketing
Interaction models for enterprise
innovation development

Degree of
integration of
managerial and

Determines the extent to
which management and
marketing operate as a

A high degree of integration
ensures the prompt transfer of
market insights into the

orientation

marketing unified system in making [innovation management process,

functions innovation-related enhancing the speed and
decisions. effectiveness of new product

commercialization.

Nature of Reflects the type of Proper coordination reduces the

coordination interaction between risk of conflicts and function
subsystems: hierarchical, |duplication and allows
process-oriented, or optimization of managerial and
partnership-based. marketing processes.

Market and Indicates the extent to Ensures that innovation decisions

customer which subsystem align with customer expectations,

interaction considers
market needs at different
stages of the innovation

cycle.

increasing the likelihood of
commercial success.

Flexibility of

The ability to adapt

Enhances the enterprise’s

managerial managerial decisions to | resilience in a dynamic market

mechanisms technological and market |environment and supports
changes. effective innovation

implementation.

Marketing Responsibility of Ensures targeted innovation

involvement in marketing for strategic activity and alignment of the

shaping assessment of market innovation portfolio with market

innovation opportunities and needs.

strategy and influence on the

portfolio innovation portfolio.

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

3. Ensure market and customer orientation, a critical
condition for the commercial success of new products and
technologies.

4. Develop recommendations for adapting and
improving interaction models, with the aim of enhancing
enterprise flexibility and competitiveness.

Thus, the analysis and systematization of the key
characteristics of management-marketing interaction
models within the system of enterprise innovation
development are an important prerequisite for selecting
the most appropriate model type according to the specific
needs of an enterprise. For instance, understanding the
degree of subsystem integration, the flexibility of their
responses to market changes, and the extent of marketing
involvement in strategic planning allows for the identi-
fication and elimination of "bottlenecks" ininteraction. In
particular, low subsystem integration may lead to delays
in innovation commercialization or a mismatch between
products and market needs. In such cases, these issues
can be addressed by establishing joint working groups or
innovation decision-making committees, as well as
implementing formalized coordination mechanisms, such
as process-oriented procedures, regular strategic
meetings, and KPIl systems to facilitate interdepartmental
interaction.

Therefore, the analysis and systematization of the key
characteristics of management-marketing interaction
models is not merely a theoretical exercise but a practical

tool for selecting and adapting these models to the specific
conditions of an enterprise, particularly regarding the
orientation of innovation processes, time-to-market, and
the commercial success of innovations [2]. It should be
emphasized that only through a well-justified selection of
management-marketing interaction models can an
enterprise systematically plan and implement innovation
development, build competitive advantages, and ensure
flexible responses to changes in market conditions.

Considering contemporary practices for ensuring
effective enterprise innovation development, several basic
models of management-marketing interaction can be
distinguished, including the functional-hierarchical model,
the coordination model, the process-oriented model, and
the strategic-partnership model (see Figure 1). Each of
these models should be examined in greater detail, as they
possess unique mechanisms for coordinating and
integrating subsystems. Consequently, they differently
affect the effectiveness of innovation strategy implemen-
tation.

The functional-hierarchical model is characterized by
the separate functioning of management and marketing as
independent subsystems with clearly defined hierarchical
subordination. Within this model, marketing primarily plays
a supportive role, focusing on market analysis and
promoting innovative products, while key managerial
decisions regarding innovation are made by management
[5—6]. Coordination mechanisms in this model are
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Specific feature: Interaction between management and marketing in the models is manifested
through specific mechanisms of subsystem coordination and integration.*

Model: Functional-Hierarchical
Model feature/characteristic: Management
and marketing operate as separate subsystems

with a clear hierarchical subordination.

Model: Process-Oriented
Model feature/characteristic: Interaction
between management and marketing is
structured around the management of
innovation processes, including DEA
management, R&D, and commercialization.

Model: Coordination
Model feature/characteristic: Management
and marketing interact based on coordinated
managerial processes, functioning as a
marketing management system.

Model: Strategic-Partnership
Model feature/characteristic: Management
and marketing act as equal strategic partners
in managing innovation development.

Specific feature: Interaction between management and marketing in the models is manifested
through specific mechanisms of subsystem coordination and integration.*

Figure 1. Basic models of management-marketing interaction in the system of enterprise innovation
development

Note:

They determine how organizational, informational, and strategic processes are combined to ensure innovation development.

Source: created by the authors based on [1—2; 4—5].

formalized and implemented through hierarchical
directives, internal regulations, and regular meetings,
whereas subsystem integration is limited to vertical
subordination and the reporting of the marketing unit.
Essentially, the primary feature of this model is its limited
ability to adapt to market changes and restricted flexibility
in implementing innovative strategies.

The coordination model presumes interaction between
management and marketing through coordinated
managerial processes, forming an integrated marketing
management system. In this model, marketing insights are
incorporated into managerial decisions during the planning
and implementation stages of innovation, thereby
enhancing alignment with market needs. Coordination
mechanisms include joint procedures and regulations,
regular meetings, and a KPI system to evaluate the
effectiveness of interdepartmental interactions. Subsys-
tem integration emphasizes the informational and partial
functional involvement of marketing in planning and
implementing innovation projects, as well as the alignment
of strategic goals across units. Following Kotler P., the
main characteristic of this model is the formalized
coordination of functions without fully eliminating func-
tional boundaries [3].

The process-oriented model is structured around the
management of key innovation processes, including idea
management, R&D, and commercialization. Within this
model, management and marketing collaborate through
shared processes, enabling rapid responses to changes in
both market conditions and technology. Coordination
mechanisms are implemented via joint workflows, inte-
grated information systems, and regular monitoring of key
project progress indicators. Integration mechanisms
involve the direct participation of marketing in strategic
planning of the innovation portfolio, product testing,
and commercialization. In this context, we concur with
Lepa R.M., Solokha D.V., and Koverha S.V. [4] that the
model's main feature is the enterprise's high

The strategic-partnership model is distinguished by a
high level of integration and equal participation of
management and marketing in shaping the innovation
strategy. Coordination mechanisms include joint strategic

decision-making, partnership meetings, and shared KPIs
for evaluating the performance of innovation projects,
while integration mechanisms ensure full involvement of
marketing functions in strategic planning, innovation
portfolio development, and market opportunity
assessment. Following Vikarchuk O., Pashchenko O., and
Yushkevich O. [1], the key feature of this model is its
facilitation of maximum alignment between innovations and
market needs, thereby enhancing the enterprise's flexibility
in arapidly changing market environment.

The theoretical analysis of the management-marketing
interaction models described above indicates that their
differences are primarily determined by the level of
integration of managerial and marketing functions, the
degree of centralization in managerial decision-making, the
nature of information flows, and the depth of marketing
involvement in strategic innovation management (see Table
2).

These parameters are critical in determining the quality
of innovation decisions and the efficiency of innovation
commercialization, as confirmed by empirical research,
which formulated the following hypotheses:

— H1: The level of integration of managerial and
marketing functions positively affects the quality of
innovation decisions.

— H2: Alower degree of centralization in managerial
decision-making increases the efficiency of innovation
commercialization.

— H3: The depth of marketing involvement in strategic
innovation management positively correlates with the
market success of innovations.

— H4: The nature of information flows (horizontal and
integrated) is a key determinant of the effectiveness of
enterprise innovation development.

It should be noted that, in this empirical study, each
hypothesis was tested using a separate univariate
regression equation (four univariate equations for H1-H4),
while a multifactor model was applied to assess the
combined effect of integration and marketing involvement
on R2, explaining the proportion of variance in innovation
commercialization efficiency. The specifics of this
empirical study are presented in Table 3.
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Table 2. Comparison of management-marketing interaction models in the system of enterprise
innovation development

Level Degree
Management- | of integration of Nature Depth of marketing
marketing of managerial | centralization | of information involvement in
interaction | and marketing | in managerial flows in the strategic innovation
model functions in decision- models*** management ****
the models* making **
Functional- Low: High Vertical, Minimal: marketing
hierarchical subsystems centralization: | formalized; primarily performs
operate decisions are | limited supportive functions
independently [ made by interaction and reporting
management
Coordination | Medium: Moderate Vertical and Medium: marketing
partial centralization: | partially participates in the
integration decisions are | horizontal; planning and
through coordinated information implementation of
coordinated exchange through | innovation projects
processes regulations and
meetings
Process- High: Low Horizontal and High: marketing is
oriented integration centralization: | vertical; actively involved in
through shared | decisions are [ information managing ideas,
innovation made jointly | circulates in real |R&D, and
management | within time commercialization
processes processes
Strategic- Very high: Low: Horizontal; Maximum:
partnership subsystems decisions are | information marketing is fully
function as made jointly | flows are open integrated into
equal partners | by strategic and continuously | strategic planning
units. synchronized and the innovation
portfolio

Note:

* Indicates the degree of joint participation of the subsystems in decision-making processes related to innovation.
** |ndicates the extent to which innovation project decisions are made centrally by management or jointly by integrated subsystems.
*%*%* Measured by the involvement of marketing units in shaping the innovation strategy, project portfolio, and product

commercialization.

*%** |ndicates the level of horizontal and vertical interaction between management and marketing, the promptness of data exchange,

and the use of marketing insights in decision-making.
Source: created by the authors based on [3—4; 6].

The results of the correlation analysis demonstrated a
statistically significant and robust relationship between
the parameters of management-marketing interaction and
the effectiveness of enterprise innovation activities. In
particular, a positive relationship was established between
the level of integration of managerial and marketing
functions (X,) and the quality of innovation decisions (Y),
as reflected in the equation Y=0.38+0.62X1, as well as
between the depth of marketing involvement in strategic
management (X,) and the success of innovation
commercialization (Y,), as shown by the equation
Y2=0.41+0.58X2. It was also found that well-developed
horizontal information flows between subsystems
positively influence the speed of bringing innovative
products to market, as indicated by the equation
Y3=0.47+0.54X3. In contrast, a high level of centralization
in managerial decision-making (X,) negatively affects the
efficiency of innovation activities (Y,), as evident from the
equation Y4=0.69-0.41X4.

Multivariate regression analysis showed that the
combination of a high level of integration of managerial and
marketing functions (X,) and marketing involvement in
strategic management (X,) explains 47 % of the variance in
the efficiency of innovation commercialization (R2=0.47),
as reflected in the equation Y2=0.29+0.39-X1+0.34-X2.

Consequently, enterprises that implement process-
oriented and strategic-partnership models of management-
marketing interaction demonstrate higher quality of
innovation decisions and more stable commercialization
outcomes. In contrast, enterprises operating under a
functional-hierarchical model are characterized by fragmented
information flows, limited marketing involvement in strategic
management, and, consequently, lower market performance
of innovations. Therefore, it is evident that the level of
integration of managerial and marketing functions, the degree
of centralization in managerial decision-making, the depth of
marketing involvement in strategic innovation management,
and the nature of information flows are critical determinants
of the quality of innovation decisions and the effectiveness
of their commercialization.

CONCLUSIONS

The results demonstrate that, in the context of
marketing management and the managerial aspects of
enterprise innovation development, several basic models
of management-marketing interaction are typically
distinguished: the functional-hierarchical model, in which
management and marketing operate as separate
subsystems with clearly defined hierarchical subordination;
the coordination model, in which management and
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Table 3. Specifications of empirical testing of integrated management-marketing interaction models
in the system of enterprise innovation development for 2019—-2024

. Operationalization of variables
Sample and data collection (standardized in univariate regression
specifications (for 2019-2025) B~r) & ’
Analysis
Independent methods
Data .
Sample collection variables (assessed Dependent
characteristics method using a 5-point variables
Likert scale)
41% — The empirical | Level of integration | Quality of To test the
manufacturing study was of managerial and | innovation hypotheses,
enterprises; conducted marketing functions. | decisions (expert | the following
59% — service based on a Degree of assessment). methods were
and IT questionnaire | centralization in Speed of applied:
companies; survey and a | managerial innovation e correlation
73% — medium- | structured decision-making. commercializatio | analysis
sized enterprises; |analysis of Depth of marketing | . (pearson).
27% — large managerial involvement in Share of o multivariate
enterprises practices in 68 | strategic innovation | successfully regression.
enterprises management. commercialized | e grouping of
from the Nature of innovations. enterprises
manufacturing | information flows Degree of according to
and service (vertical and alignment of interaction
sectors.* horizontal). snnovations with | models.
market needs.

Note:

*Respondents included innovation project managers, top managers, and heads of marketing departments.

Source: compiled by the author.

marketing interact based on coordinated managerial
processes, forming an integrated marketing management
system; the process-oriented model, in which mana-
gement-marketing interaction is structured around the
management of innovation processes-idea management,
R&D, and commercialization; and the strategic-partnership
model, in which management and marketing act as equal
strategic partners in managing innovation development.

It has been established that the differences between the
aforementioned management-marketing interaction models are
primarily determined by the level of integration of managerial
and marketing functions, the degree of centralization in
managerial decision-making, the nature of information flows,
and the depth of marketing involvement in strategic innovation
management. Empirical testing of integrated management-
marketing interaction models confirmed that these parameters
determine the quality of innovation decisions and the
effectiveness of innovation commercialization. It has been
demonstrated that the proper consideration of these
parameters when selecting management-marketing interaction
models is a key prerequisite for ensuring effective enterprise
innovation development.

Future research prospects lie in the development and
implementation of adaptive management-marketing
interaction models for different types of enterprises,
aimed at enhancing their innovation capacity and the
effectiveness of innovation commercialization.
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