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Business Response to Market Tendencies: Consumerism, Ai, E-Commerce, and Their Influence on Modern Societies
Volume: 2020, Issue: 54

Nowadays, businesses function in a 
closely tied relationship with consum-
ers due to the peculiarities of market 
conditions. The strategy of producing 
stocks and pushing them on con-
sumers is no longer accurate. Instead, 
businesses try to include consumers 
in decision-making processes and 
product creation. Multiple companies 
actively engage consumers in com-
munication to assess their needs and 
initial responses to the potential prod-
ucts. Businesses react to the slight-

est change in consumer preferences, 
values or trends by transforming the 
business offerings.

Aim of the paper

One of the significant factors affect-
ing business propositioning includes 
consumerism tendency. At first glance, 
increased customer desire to buy new 
products and follow new inventions 
brings external benefits to the busi-

ness. Despite the debates between 
consumerism’s usefulness and its dis-
advantages, most people accept the 
presence of consumer economies with 
“cross-advertising products that are 
disconnected from any reasonable as-
sessment of needs all this in exchange 
for economic growth and high em-
ployment” [1, p. 2]. Even though con-
sumer purchases do not necessarily fall 
under the need-driven category, each 
of them leaves a pattern in the busi-
ness segment, including its planning. 

Business Response to Market Tendencies: Consumerism, Ai, 
E-Commerce, and Their Influence on Modern Societies

Marharyta Ratushniak
УДК 659.1
JEL Classification M 30

Businesses have a high reliance on consumer behavior due to the impact of 
tendencies and market forces. They continually adapt and change their perfor-
mance to increase performance and consumer satisfaction in changing market 
conditions. Those forces include consumerism which requires substantial busi-
ness preparation to satisfy customer demands. The development of AI leaves a 
visible trace in business-consumer communication, including moments of truth 
that can affect future communities. Compound components affect business 
marketing, advertising, and e-commerce presence. For this reason, this paper 
researches the influence of consumerism and the rise of AI on business accom-
modation and its role in modern societies. 

Keywords: consumerism, AI, e-commerce, consumer behavior, interaction, dig-
italization.
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Continually, consumerism as increased 
demand is a vital aspect for business 
preparation in terms of advertising, 
position, product, and service offer-
ings. This paper aims to analyze the 
collective influence of consumerism 
and AI on future business adaptation 
and the potential reshaping of societal 
forces and responses.

Problem statement

On the surface, it may seem that busi-
nesses adapt to the market conditions 
and provide consumers with brand 
products and services at an opportune 
moment and price. In reality, com-
panies have to do a colossal hidden 
amount of work in order to attract 
consumer attention, increase brand 
awareness, and stimulate feedback at 
the new product release (Fig. 1). Since 
the trends expand, consumerism has 
an undeniable influence on the devel-
opment of future economics and orga-
nizational decision-making.

Discussion

Instead of waiting for the customers to 
show interest in the product or service, 
companies actively interact with them, 
engaging in conversations and collect-
ing feedback. Zero Moment of Truth 
(ZMOT) enables companies to present 
an opportunity for the brands to get 
in front of potential clients [2, p. 466]. 
The stage allows consumers to look 
for information about the product and 
solidify their decision to purchase the 
product. Not only Google provides the 
data, but companies themselves also 
have informational websites and social 
pages, where consumers can regard 
the frequently asked questions and 
read experiences of other users. 

However, the abundance of ana-
lyzed data is present from the business 
perspective as well as from the con-
sumer. Organizations have to utilize 
the information to provide relevant 
news and product releases. They sur-
round consumers with multiple prod-
uct mentions, marketing appeals, and 

available data. They encourage nu-
merous techniques involving celebrity 
endorsements, influencers, and word-
of-mouth. Due to practice, successful 
companies hire celebrities to behave 
as a brand’s representative “by encom-
passing personality, attitude, popu-
larity, stature in a given environment 
in a field to the brand’s entitlements” 
[3]. Various advertising tools prioritize 
the appeal to emotion over rational 
thoughts (Fig. 2). Namely, one of the 
reasons companies use celebrities in 
endorsements is due to the spokes-
person’s physical attractiveness and 
recognition that positively impact con-
sumers’ attitude toward the brand and 
purchasing intent. 

It is noteworthy to mention the in-
creased usage of internet advertising 
and celebrity endorsement over the 

Research consumer tastes and 
market trends

Find the potential or niche

Invest into innovation

Release innovative products

Announce the release

Outline the benefits  
(why customers should buy it)

Use the ZMOT marketing strategy

Enhance communication and 
follow-up service

Increase the number of returned 
clients and appeal of instantaneous 

shopping

    Fig 1. Businesses performance in the 
consumerism perspective (behind the 
curtains)

traditional marketing presence. With 
technological development, individ-
ual and business dependence on in-
ternet marketing grows. People value 
symbolic presence, and mature brands 
constantly remind consumers of their 
values [4]. While the leadership of mar-
keting advertising is indisputable in 
the current modern era with high tech-
nological usage, the changes may oc-
cur. Based on the displayed in table 1 
analysis of advertising messages with 
potential celebrity endorsements, it is 
possible to conclude that businesses 
rely on emotions in consumer com-
munication ranging from the stimulus 
to subsequent moments of truth. The 
correctly communicated moment of 
truth increases the probability of con-
sumers becoming brand ambassadors 
[5]. Companies influence consumer 
purchasing behavior through continu-
ous interactions and communications. 
Modern society depends on connec-
tivity with brands. In turn, companies 
depend on the internet marketing 
presence, and future consumerism, as 
well as AI, can intervene with the per-
formance.

Since markets continually develop, 
technological advancement influences 
the future of economies and business’ 
responses. One of the concerns for fu-
ture business and economic develop-

Message Effectiveness

Emotional 
appeal

Intellectual 
appeal

Expertise

Lifestyle

Credibility

Physical 
attractiveness

Similarity & 
Likeableuess

Familiarity

Identification

     Fig. 2. Message effectiveness
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ment lies in AI development. Currently, 
the use of AI includes famous exam-
ples of Apple’s Siri [6], followed by 
Samsung’s Bixby, Alexa by Amazon [7], 
and robot Sophia. Since the mentioned 
robots have an established set of rules, 
their increased consumer usage may 
redefine consumer purchasing behav-
ior. According to Dawar, “technologies 
that revolutionize the way consumers 
interact with a marketplace also tend 
to reconfigure its dynamics” [8]. In 
other words, since AI and technologi-
cal assistants act as intermediaries be-
tween businesses and consumers, they 
may affect the final outcome of con-
sumer purchase through the impact 
on behavior and market forces. 

Informational technology assists 
businesses in sustaining connectivity 
while creating internal benefits for or-
ganizational usage. For instance, CRM 
allows companies to qualitatively store 
the user data, categorize it, and trans-
fer relevant information to consumers. 
Brands know the history of customer 
purchases, their habits, preferences, 
and individual characteristics. Due to 
the acquired data, companies can an-
alyze consumer profiles and develop 
products with potential interests for 
the target audience. Smart technolo-
gies play a vital role in “practical no-
tions of access to the store, consumer 
engagement and experience with the 
new forms of interaction that are at 
stake with the more social side of the 
shopping activity” [9]. Businesses rely 
on high interaction levels with con-
sumers. 

Consumerism may have a direct 
impact on e-commerce and its devel-
opment due to technological innova-
tion and leadership of internet sales. AI 
as a house assistant can order routine 

and customary purchases. While this 
activity increases consumer conve-
nience and decreases the time-spent, 
it also changes the decision-making 
algorithms. As previously outlined, 
current advertising has a high reli-
ance on emotional appeals, includ-
ing feelings, catching displays, songs, 
and slogans. It is supported by literary 
research in which “customer engage-
ment is not only dependent on the 
customer interaction but also to what 
those brand interactions make the cus-
tomer focus their attention on” [10, p. 
212]. It is one of the essential notions 
for the researched business-consumer 
interactions, potential influences, and 
transformations. 

People do not always research the 
product or brand to the scope of its 
foundation or do not browse through 
publicity, especially if a purchase is of 
low scale.

In contrast, AI has unlimited time 
and fast speed to analyze the data, 
check the credibility of public claims 
and financial statements. If technolog-
ical assistants choose which products 
and companies to offer to consumers, 
it can significantly impact the number 
or qualities of organizations staying 
in business. Considering that AI con-
tinues to occupy the leading position 
in future economic development, 
companies may want to reshape their 
appeals. Similarly to fighting for first 
place in Google search, they can prior-
itize the AI filters to reach consumers.

For instance, modern society can 
increase its focus on sustainability. 
Unlike individuals, AI’s behavior does 
not vary from its algorithms. If the user 
wants to increase social behavior, AI 
assistants may buy only brands with 
high CSR, responsible content, and 

publicity. It involves the appearance 
of a new moment of truth or prioriti-
zation of the final, ultimate moment 
of truth (Fig. 3). It is imperative since 
it brings new consumers to the ZMOT 
and starts a new cycle [11]. Subse-
quently, it may change the order of 
business forces and organizational 
performance. Since the positioning of 
AI and Consumerism on the marketing 
scale of moments of truth is strategi-
cal, it undeniably affects business-con-
sumer interaction. Besides changing 
the algorithms, it affects information 
allocation, decision-making, experi-
ence sharing, and after-service. Like-
wise, the intervention of AI and its in-
creased usage in the business segment 
can lead to the increased digitization 
and remote work tendency.

Conclusion

Following this, consumerism and 
e-commerce can undergo changes, 
transform the market forces and re-
quire an adapted business response. 
Organizations rely on increased con-
sumer demand in their plans and 
performance. Provided that an inter-
mediary in the form of AI stands be-
tween the buyer and the marketplace, 
it creates an additional barrier in com-
munication. This study hypothesizes 
that advertising, its shape, and quan-
tity will change business relationships 
in the future. A changed amount of 
communication in the future society 
transforms the bargaining powers and 
position of parties.

Disclaimer

Despite the potential influencing pre-
dictions, there is no guarantee that 
digital and cognitive technologies, 
including AI, will determine a sort of 
high-tech revolution resembling or 
deviating from the previous ones [12]. 
Since businesses continuously adapt, 
their transformation in response to 
technological tendencies may be an-
other step in the development and ac-
commodation to market forces.    Fig. 3. Moments of Truth Paradigm and Influence of Tendencies
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Ратушняк М. В.

Адаптація бізнесів до ринкових тенденцій: консюмеризм, 
штучний інтелект, е-комерція та їхній вплив на сучасні 
суспільства

Підприємства сильно покладаються на поведінку споживачів через 
вплив тенденцій та ринкових сил. Вони постійно адаптуються та зміню-
ють фактор продуктивності, щоб підвищити ефективність та задоволення 
споживачів у мінливих умовах ринку. До цих сил належить консюмеризм 
або надмірне споживання, яке вимагає значної бізнес-підготовки, щоб 
задовольнити запити споживачів. Розвиток штучного інтелекту (ШІ) зали-
шає помітний слід у спілкуванні між бізнесом та споживачами, включаю-
чи так звані моменти істини, які можуть вплинути на майбутнє спільноти. 
Вищезгадані компоненти впливають на маркетинг, рекламу та присутність 
електронної комерції бізнесів. З цієї причини ця стаття досліджує вплив 
консюмеризму та зростання ШІ на економічний розвиток підприємств, а 
також їхню роль у сучасних суспільствах.

Ключові слова: консюмеризм, штучний інтелект, електронна комерція, 
поведінка споживачів, взаємодія, цифровізація.
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1. Introduction

World countries are striving in search 
for clean power sources to run the 
millions of different vehicles on the 
road on daily basis, as they are the 
main contributors to toxic emissions 
releases from internal combustion en-
gines to the atmosphere. Wilberforce 
et al. [1] argued that these toxic emis-
sions contribute to climate change 
and air pollution and impact negativ-
ity on people’s health. Hardman et al. 
[2] stated that the automotive sector 
is moving towards a transition from 
primarily petrol and diesel fueled IC 
electric vehicles to more sustainable 

HVs and BElectric vehicles. BElectric 
vehicles are considered to be the most 
beneficial of these due to them hav-
ing zero emissions, high efficiencies 
and having the potential to be fueled 
entirely off renewable electricity. The 
transport sector is one of the main 
contributors to anthropogenic climate 
change worldwide, accounting for 
23 % of global energy-related green-
house gas (GHG) emissions, which ex-
pected to double in 2050. This number 
is similar in the European Union (EU). 
Lévay et al. [3] stated that transport 
has the second biggest share, after en-
ergy industries, accounting for almost 
a quarter of total emissions. The mod-
el decomposition of transport GHG 

emissions shows that road transport 
had the primary role in greenhouse 
gases emissions with a share of seven-
ty three percent in 2014.

Ashby et al. [4] argued that at the 
end of 2014 there were 665.000 elec-
tric vehicles deployed globally, with 
the top three markets for electric vehi-
cles being the US (39 %), Japan (16 %) 
and China (12 %). It is estimated that 
the global production of electric vehi-
cles – either hybrids, pug-in hybrids, or 
fully electric vehicles will exceed six-
teen million per year in 2021 and will 
account for twenty percent of all ve-
hicles manufactured. Electric vehicles, 
particularly, are seen as the new trend 
in road transportation.
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Yang, et al. [5] and World’s top 10 
best-selling electric vehicles [6] men-
tioned that the popularity of the Tes-
la and other electric vehicles such as 
the Nissan Leaf, Toyota Prius and the 
recent introduction of the BMW i3 in-
dicates that the automobile industry 
is investing heavily in transport elec-
trification and believes that there is a 
market and future in electric vehicles. 
Figure 1 shows number of several BEV 
units sold in USA from January to Au-
gust, 2017.

The market for electric cars in the 
world is gaining popularity. Given that 
in the early 2000s the electric car busi-
ness was not considered promising, to-
day we can say with confidence that the 
future lies in electrified cars. In 2016, 
the number of electric cars purchased 
worldwide amounted to 1 million, sales 
increased compared to 2015 by 53 %. In 
2016, investments in the development 
of electric vehicles amounted to more 
than 2 billion dollars, which is twice 
as much as in 2015. China, Sweden, 
France, the United States, Germany, 
Norway, the Netherlands are interested 
in environmentally friendly transport 
and stimulate their development in 
their countries. Large car manufacturers 

and technology companies, relying on 
government support, plan to expand 
and improve their products. Thus, the 
prospects for electric cars in the near 
future become wider and more realistic.

Advantages and disadvantages of 
Emobiles 

The popularity of electric cars in 
the world is due to the fact that they 
have a number of advantages over 
cars with internal combustion engines. 
Among the advantages of electric cars 
are the following:
•• cheap refueling (the most economi-

cal electric cars consume an average 
of 10 kW per 100 km) and the ability 
to charge an electric car from a reg-
ular outlet;

•• simple design of the electric car al-
lows to simplify and make the most 
convenient its operation and use, to 
facilitate repair;

•• ease of operation and cheap op-
eration (no gearbox, internal com-
bustion engine and various types of 
pumps);

•• complete absence of harmful ex-
hausts to human health. The electric 
car is completely safe for ecology;

•• the electric car does not create 
strong noise pollution as its structure 

contains much less technical details 
capable to create noise, unlike tradi-
tional cars;

•• energy efficiency (efficiency of the 
fuel engine  — 16 %, and efficiency 
of the electric motor — almost 85 %).

Despite the rather significant ad-
vantages, electric cars have disadvan-
tages:
•• high price when buying a car;
•• limited mileage on one recharge;
•• poorly developed infrastructure lim-

its the range of trips;
•• charging the car takes much more 

time; high price for battery replace-
ment (approximately half the cost of 
the car); lack of consumer choice (the 
market of electric cars today is not as 
diverse as the market of cars with 
internal combustion engines). How-
ever, today electric transport in the 
world is developing rapidly due to 
government incentives, in particular, 
tax cuts and benefits, as well as bo-
nuses for buyers of electric vehicles.

China (Government Support)

Electric cars are most actively distrib-
uted and produced in China. In 2009, 

    Fig. 1. USA electric vehicle sales (January to August 2017)
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the country’s authorities introduced a 
number of pilot programs in selected 
cities, based on the introduction of lo-
cal subsidies for the development of 
electric vehicles. These projects aim is 
to improve the environmental situa-
tion in the country related to air pollu-
tion and reduce dependence on petro-
leum products. According to Chinese 
law, the purchase of electric vehicles 
provides national and local incentives. 
Thus, in 2011 China introduced subsi-
dies for the first 50 thousand electric 
vehicles in the amount of 60 thousand 
yuan (9.281 US dollars). However, in 
2013, these subsidies were changed 
to 67.710 yuan ($ 9.800) for electric ve-
hicles and 563.790.71 yuan ($ 81.600) 
for electric buses. In 2014, the Chinese 
government decided that by 2016, 
30 % of all vehicles purchased by the 
state should be electric cars.

The buyer of an electric car in China 
also receives tax incentives: exemption 
from consumer tax. From September 
1, 2014 to December 31, 2017 in the 
exemption from purchase tax; registra-
tion fee is reduced by 50 %; exemption 
from import duties.

From 2017 to 2020, subsidies for 
electric cars should be reduced by 
20 % annually, due to violations in the 
provision of these monetary incen-
tives, which, in turn, affects the num-
ber of purchased electric cars, because 
the level of sales directly depends on 
the level of financial subsidies.

Recently, Ukrainians have bought 
about 3.000 electric cars. Currently, 
4 % of the Ukrainian new car market 
belongs to electric cars. The rapid 
development of the electric car mar-
ket in Ukraine has been confirmed by 
research of the largest independent 
publication on electric vehicles, In-
sideEVs.com. Ukraine ranked fifth in 
the international ranking of the pace 
of development of the electric car mar-
ket, behind Iceland, Sweden, Norway, 
and China.

The publication estimates that this 
figure has increased fivefold over the 
past year, and the number of electric 
cars sold per year has exceeded 2.500. 
However, most electric cars were in use 
and came to Ukraine after more than 

two years of use in European countries. 
Ukraine is significantly ahead of other 
Eastern European countries in terms 
of the pace of infrastructure develop-
ment for electric cars.

Due to the difficult economic situa-
tion in the country and external armed 
aggression, the issue of developing en-
ergy-efficient, environmentally friendly 
modes of transport and infrastructure 
for it is extremely important.

One of the areas that will sig-
nificantly reduce the consumption 
of petroleum products is the further 
promotion of vehicles equipped with 
electric motors among the population, 
which provides for significant changes 
in the country’s legislation.

Thus, on December 16, 2015, the 
President of Ukraine signed amend-
ments to the Law “On the Customs Tar-
iff of Ukraine” regarding the abolition 
of import duties on electric vehicles.

The law provides for the abolition 
of import duties on vehicles equipped 
with electric motors, which makes it 
possible to reduce costs when buying 
a car.

Currently, the committees of the 
Verkhovna Rada of Ukraine are con-
sidering the draft Law № 5494 “On 
Amendments to the Tax Code of 
Ukraine on large-scale development 
of the electric car market in Ukraine” 
dated 06.12.2016. I. and others.

This law is designed to create at 
the legislative level favorable condi-
tions to encourage the purchase and 
use of environmentally friendly trans-
port in Ukraine. The purpose of the 
bill is to reduce the tax burden on the 
supply of electric vehicles, exemption 
from value added tax services for the 
transportation of passengers by taxi, 
equipped with electric motors, and the 
provision of passenger transport for 
rent (leasing, rental).

The draft law provides for tempo-
rary exemption from value added tax 
for operations on importation into the 
customs territory of Ukraine of vehi-
cles equipped with electric motors 
and components for them; exemption 
from excise tax on vehicles equipped 
with electric motors and components 
for them; temporary exemption from 

value added tax until 2021 for services 
for the carriage of passengers by taxi, 
equipped with electric motors, and 
the provision of passenger transport 
for rent (leasing, rental, transportation 
to order), if such wheeled vehicles are 
equipped exclusively with an electric 
motor. If the bill is approved, the cost 
of electric cars will be significantly re-
duced, which will ensure a rapid in-
crease in demand among the popula-
tion.

At the beginning of 2015, the draft 
Law № 1912 “On Amendments to Sec-
tion XX “Transitional Provisions” of the 
Tax Code of Ukraine on Peculiarities of 
Taxation of Imports and Supplies of 
Vehicles Equipped with Electric Mo-
tors” was submitted.

The main task of the bill is to re-
duce the tax burden on imports of 
vehicles equipped with electric mo-
tors, which will reduce their cost by 
up to 20 % and create the appropriate 
infrastructure for their use. The law 
provides for temporary, until January 
1, 2020, exemption from value added 
tax and excise tax on transactions of 
import into the customs territory of 
Ukraine and supply in the customs ter-
ritory of Ukraine of vehicles equipped 
with electric motors. However, the bill 
was rejected and withdrawn.

On December 20, 2016, the par-
liament registered an alternative bill 
№ 5494–1 “On Amendments to the 
Tax Code of Ukraine to Stimulate the 
Development of Electric Vehicles” sub-
mitted by MP O. Ryabchyn. The draft 
law proposes legislative consolidation 
of temporary, until January 1, 2021, 
exemption from VAT and excise tax 
during the import of cars equipped ex-
clusively with electric motors into the 
customs territory of Ukraine; tempo-
rary, until January 1, 2021, exemption 
from value added tax of operations for 
the supply of services for the carriage 
of passengers by taxi-electric vehicles; 
assigning to the executive bodies of 
councils, which are regional centers, 
the obligation to arrange parking 
spaces for paid charging of electric 
vehicles, in the amount of not less 
than 5 % of the total number of park-
ing spaces; free until January 1, 2025 
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parking spaces for electric vehicles on 
parking lots for state and municipal 
vehicles; allow electric cars and hybrids 
to travel in public transport.

Minister of Infrastructure of 
Ukraine V. Omelyan during a round ta-
ble on the prospects for the develop-
ment of electric transport in Ukraine, 
which took place on December 22, 
2016, said that Ukraine should move in 
the European and global direction and 
continue to pay attention and support 
the development of electric transport. 
On April 13, 2017, V. Omelyan pre-
sented the Concept of Electric Trans-
port Market Development in Ukraine, 
which was reflected in the draft law 
“On Amendments to Certain Laws of 
Ukraine on Stimulating the Develop-
ment of the Electric Transport Sector 
in Ukraine.”

The purpose of the bill is to give 
Ukrainians the opportunity to buy en-
vironmentally friendly vehicles, new 
or slightly used, instead of driving old 
cars that are exported from Europe 
due to non-compliance with environ-
mental regulations.

V. Omelyan proposes to implement 
the project within three components, 
synchronized in time: “In the first com-
ponent, which will last for five years, we 
are developing the market of electric 
transport. Under the second decimal 
component, we plan to attract strate-
gic information resources in the pro-
duction of finished products — electric 
vehicles and charging stations. The 
third, final component, which will last 
15 years, is aimed at localizing the pro-
duction of components for the electric 
conveyor, special batteries, as well as 
components for charging stations.

The project plans to exempt from 
January 1, 2023 from VAT the import 
and further supply of electric vehi-
cles, as well as charging stations and 
exemption of electric vehicles from 
excise duty. After the return of VAT on 
electric vehicles, domestic and local-
ized by strategic investors production 
of electric vehicles will remain compet-
itive in terms of price due to measures. 
From 2028, it is planned to abolish 
import VAT on components for elec-
tric vehicles and charging stations. At 

this stage, it is possible to start mass 
production of electric cars in Ukraine. 
From January 1, 2033, it is planned 
to introduce a zero VAT rate on elec-
tric vehicles manufactured in Ukraine, 
components for it, charging stations 
and components for them.

Today there is a draft law to stim-
ulate the development of the electric 
car market, however, it is under discus-
sion. The head of the Ministry of In-
frastructure noted that electric cars for 
the population could become cheap-
er by more than 40 % if the bill “On 
Stimulating the Development of the 
Electric Transport Market in Ukraine” 
is adopted in Ukraine [7]. This bill en-
visages measures to stimulate demand 
for electric transport, create favorable 
conditions for attracting strategic in-
vestors and develop national produc-
tion, improve the business climate for 
small and medium-sized businesses in 
the field of passenger transport, de-
velop infrastructure and increase the 
comfort of electric transport. The bill 
plans to amend the Tax Code, among 
which the most striking — a tax rebate 
of 20 % on the purchase of a car: buy-
ers are actually offered to reimburse 
20 % of the cost; zero excise duty on 
the purchase of a car, which allows the 
buyer to save the amount equivalent 
to 109 euros; abolition of VAT on im-
ports of electric vehicles for five years, 
which will reduce the cost of electric 
cars by another 16.8 %; exemption 
from paying the fee to the Pension 
Fund at the first registration of an elec-
tric car, which reduces its cost by an-
other 4.8 %; zero excise duty on elec-
tric motorcycles and electric bicycles 
(for vehicles with a motor up to 250 
W is a reduction in price by 22 euros); 
permission of electric cars to move in 
public transport lanes.

If you add up all the discounts: 20 % 
+ 16.8 % + 4.8 % = 41.6 % + 109 euros, 
the cost of purchasing and registering 
an electric car can be significantly re-
duced. This example of calculations 
was presented by deputies.

Case 1 — famous previously used 
electric car.

Approximate price: 340.000 UAH 
without VAT

Now Offered

+VAT 20 % 68.000 
UAH

0 UAH

+ PF 5 % 17.000 
UAH

0 UAH

+ excise tax ≈3.000 
UAH

0 UAH

Tax discount None -61.200 
UAH

Price for 
customer

428.000 
UAH

278.8 
UAH

Case 2 — new electric car at an av-
erage price.

Approximate price: 800.000 UAH 
without VAT

Now Offered

+VAT 20 % 160.000 
UAH

0 UAH

+ PF 5 % 40.000 
UAH

0 UAH

+ excise tax ≈3.000 
UAH

0 UAH

Tax dis-
count

None -144.000 
UAH

Price for 
customer

1, 003 
million 
UAH

656.000 
UAH

Business Support 

0 % 
VAT

Electric cars transportation

0 % 
VAT 

Rent, leasing, etc.

2 years Minimum amortization 
period

General Director of Hyundai Mo-
tor Ukraine І. Gladkovsky, praised by 
the law about the installation of MPE 
on an electric car, it was a good step. 
This formula could be universal. Some 
countries provide direct grants, others 
tie subsidies to certain indicators, but 
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in general, if this law is passed, as well 
as in the case of increased competition 
and entry of official players, we can 
talk about reducing the cost by 30 %.

State support for the development 
of the electric car market in Ukraine 
requires detailed calculations of its im-
pact on the level of financial capacity 
of the state budget.

Ukraine has recently launched an 
interest-free loan program for the pur-
chase of electric vehicles. State Bank 
Ukrgasbank together with Oxygen 
Group and ULF Finance offer a mini-
mum interest rate of 0.001 % year-
ly for up to four years with a down 
payment of 40 % of the car value. The 
Ministry of Energy and Coal Industry of 
Ukraine, the Ministry of Infrastructure 
of Ukraine and the State Automobile 
Agency of Ukraine have initiated a new 
project to establish a large working 
group to develop “Electric Strategy for 
Ukraine’s Global Transition to Electric 
Vehicles”.

During the presentation of the 
project, the Minister of Energy and 
Coal Industry I. Nasalik stressed the 
importance of one of the initiatives 
“Night Charging”. He noted that the 
technology of production of batteries 
for electric vehicles is constantly being 
improved in the direction of increasing 
their capacity and reducing charging 
time, therefore, in 3–5 years, electric 
cars will be fitted with higher quality 
batteries with a much longer service 
life and other quality characteristics, 
which will facilitate the transition to 
electric cars. In addition, 57 % of the 
country’s energy balance is nuclear 
power, and such an initiative will make 
it possible to use nuclear power.

2. Hybrid and Electric 
Vehicles in Jordan

Tala El Issa [8] stated that Jordan is a 
unique example of Arab key players 
which invest in electric vehicles for a 
sustainable transportation system. In 
Jordan, the Tesla, Nissan electric Leaf, 
BMW i8 and i3 plug-in hybrids were 
available since 2015. Jordan has intro-
duced fully Electric vehicles into pub-

lic transportation, such as “Tawsileh”, 
which was launched in May 2016. Ac-
cording to Jordanian Department of 
Statistics (as cited in [9]), there are 5 
Electric vehicles distributors, which are 
Nissan, Renault, Tesla, BMW, and BYD. 
Additionally, there were 3.586 Elec-
tric vehicles registered in May 2017 
“Manaseer group” had established 
8 fast charging stations in different 
sights in Amman, Jordan. Electric vehi-
cles need forty-five minutes to an hour 
for a complete charge, knowing that 
Electric vehicles at homes require up 
to 8 hours for a full charge. The price 
of Hybrid and Electric vehicles is con-
nected directly to fuel prices. As diesel 
and gasoline prices rise up, the hybrid 
vehicles operating cost increase too, 
at the same time the electric vehicles’ 
operating cost does not increase at the 
same rate; therefore, it is becoming 
favored in Jordan to own an electric 
vehicle. Most individuals in Jordan like 
to own a family vehicle, unlike mini-ve-
hicles. Some of considerable problems 
in Hybrid and Electric vehicles are the 
less kilometers that they can travel, 
plus less comfort that riders can have, 
because high speed and AC consume 
much energy stored in the battery.

3. Jordan Energy Trends

The European Union Support to Re-
search, Technological Development 
and Innovation in Jordan project 2016 
report stated that Jordan imports 
about 96 % of its energy needs from 
outside. However, to overcome the 
threatened of increasing oil prices a 
strategy in energy mix in 2020 was ad-
opted (Fig. 2).

Renewables had a share of 2 % in 
2013 and 7 % in 2015. Renewables in-
cluding solar and wind have an excel-
lent energy share with 10 %. This value 
is expected to increase next years, since 
green vehicles are involved rapidly in 
Jordanian renewables market. Future 
Fuel Strategies 2017 report stated that 
in 2014, 2015, 2016 and 2017, there 
were 9, 336, 885, and 2258 electric ve-
hicles registered in Jordan, respective-
ly. The accumulated number till 2017 is 

3488 vehicles. The price of Hybrid and 
vehicles is connected directly to fuel 
prices. As diesel and gasoline prices 
rise up, the hybrid vehicles operating 
cost increase too, at the same time the 
electric vehicles’ operating cost does 
not increase at the same rate; there-
fore, it is becoming favored in Jordan 
to own an electric vehicle. Most indi-
viduals in Jordan like to own a family 
vehicle, unlike mini-vehicles. Some of 
considerable problems in Hybrid and 
Electric vehicles are the less kilometers 
that they can travel, plus less comfort 
that riders can have, because high 
speed and AC consume much energy 
stored in the battery.

Social Interaction with Electric 
Vehicles

To find out the barriers concerning 
investment in hybrid and electric ve-
hicles in Jordan, 19 vehicle showroom 
owners and 118 Potential vehicle buy-
ers were surveyed by an interview for 
the same questions. The results are il-
lustrated in Table 1.

4. Results and Discussion

The results of the surveyed sample of 
potential vehicle buyers were some-
how astonishing. In the first question, 
for example, twenty eight percent did 
not wish to own an electric vehicle in-
stead; they wished to own an internal 
combustion engine vehicle. They add-
ed comments such as “We prefer the 
characteristics of the internal combus-
tion engine, we feel excited and thrilled 
when we hear the engine’s sound”. 
On the other hand, fifty-nine percent 
showed consent to own an electric 
vehicle. Their motives were obvious in 
their comment; “Electric vehicles are 
very important nowadays as fuel prices 
are very high in Jordan”. Furthermore, 
thirteen percent were doubtful due to 
their lake of knowledge concerning 
electric vehicles. Sixty-nine percent of 
Jordanian individuals in response to the 
second question said: “Yes, the prices of 
electric vehicles are very high, but we 
wish to own them to save on fuel”. Oth-
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Table 1. Electric vehicles questionnaire

Potential Vehicle Buyers Vehicle Showroom Owners

No. Question Absolutely
(%)

May be
(%)

Not at all
(%)

Absolutely
(%)

May be
(%)

Not at 
all (%)

1 Do you prefer to own an electric 
vehicle?

59 13 28 N/A N/A N/A

2 Do you think that electric vehicles in 
Jordan are cheap relative to other 
countries?

14 17 69 18 15 67

3 “Electric vehicles have high 
performance”. To what extent do you 
agree to this statement?

64 24 12 100 0 0

4 Do you think that electric vehicles will 
have a high resale value?

13 33 54 0 19 81

5 “Electric vehicles have some 
drawbacks”. To what extent do you 
agree to this statement?

51 31 18 52 17 31

6 Do you think that electric vehicles are 
environmentally friendly?

91 9 0 N/A N/A N/A

7 Do you expect that next ten years 
electric vehicles will be more than 50 
% of all total vehicles sold in Jordan?

65 19 16 62 28 10

8 Do you think that charging an electric 
vehicle in your home will raise your 
electrical bill value?

19 35 46 13 48 39

    Fig. 2. Jordanian Energy Plan 2020
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ers said “No” due to the fact that this is-
sue is new to them. Moreover, sixty-four 
percent who have experienced elec-
tric vehicles said electric vehicles have 
higher performance than internal com-
bustion engine vehicles; in response to 
the third question. The results in ques-
tion four varied, because there was no 
tax on Electric vehicles until 2016. Any-
one who owned an electric vehicle be-
fore 2016 gained a handsome amount 
of money when he decided to sell his 
vehicle after 2016 that is why thirteen 
percent approved the statement “Elec-
tric vehicles will have a high resale val-
ue”. After this year, people said: “No”, 
since electric vehicles that you buy now 
on will depreciate after a period.

Amazingly, fifty-one percent of 
the people surveyed said that Electric 
vehicles have some drawbacks. They 

argued that the maintenance costs 
including vehicle’s parts are still ex-
pensive. They said, in addition, that 
maintenance shops are not familiar 
with the new technology of this type of 
vehicles in Jordan. Despite the citizens’ 
poor knowledge of Electric vehicles, 
most (ninety-one percent) believe that 
electric vehicles are sure friendly to the 
environment. Sixty five percent of the 
people surveyed were very optimistic 
that Electric vehicles will have an excel-
lent future and believed that more than 
fifty percent of the Jordanians will own 
electric or hybrid vehicle after 10 years.

However, nineteen percent were 
not sure about that and sixteen per-
cent electric vehicles will not be prev-
alent in the next ten years Around fifty 
percent were definite that their elec-
trical bill will slightly increase if they 
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charge their electric vehicle from their 
house electric supply. Some thirty-five 
percent were not sure since electric 
vehicles are new for them. Regardless 
the slight experience in electric vehi-
cles no one was against the idea that 
Jordanian government should sup-
port electric vehicles; ninety percent 
said yes in response to question ten. 
On the other hand, Question eleven 
asked for a personal opinion on the 
strategies that Jordanian government 
should adopt for Electric vehicles. 
Most of the answers emphasized the 
importance of adding more charging 
stations for electric vehicles in Amman 
and other provinces in Jordan, to train 
local mechanics on the maintenance 
of electric vehicles, to provide low in-
terests loans for people wanting to 
own an electric vehicle and to increase 
public awareness about electric vehi-
cles. It is worth to mention that Jordan 
Times daily journal reported that the 
Jordanian government is planning to 
build ten thousand electric vehicles 
charging stations in the near future, in 
their March 14, 2018 issue (as cited in 
[9]). The survey conducted with elec-
tric vehicle show room owners was just 
as important. Questions 2 and 6 were 
excluded, as they are not of interest to 
this group. Electric vehicles showroom 
owners stressed that Electric and hy-
brid vehicles have higher performance 
than internal combustion engine vehi-

cles. In response to the question five, 
fifty-two percent answered that elec-
tric and hybrid vehicles have some 
disadvantages. That is because of the 
high maintenance cost and limited 
battery lifetime. Electric vehicles show-
room owners were also optimistic 
about the future of electric and hybrid 
vehicles as the sale figures of these ve-
hicles between 2014 and 2018; show 
increase in demand (Table 2).

Question eleven asked for a per-
sonal opinion on the strategies that 
Jordanian government should adopt 
for Electric vehicles. Most of the an-
swers emphasized the importance 
of adding more charging stations for 
electric vehicles in Amman and other 
provinces in Jordan, to train local me-
chanics on the maintenance of elec-
tric vehicles, to provide low interests 
loans for people wanting to own an 
electric vehicle and to increase pub-
lic awareness about electric vehicles. 
It is worth to mention that Jordan 
Times daily journal reported that the 
Jordanian government is planning to 
build ten thousand electric vehicles 
charging stations in the near future, in 
their March 14, 2018 issue. The survey 
conducted with electric vehicle show 
room owners was just as important. 
Questions 2 and 6 were excluded, as 
they are not of interest to this group. 
Electric vehicles showroom owners 
stressed that Electric and hybrid ve-

hicles have higher performance than 
internal combustion engine vehicles. 
In response to the question five, fif-
ty-two percent answered that electric 
and hybrid vehicles have some disad-
vantages. That is because of the high 
maintenance cost and limited battery 
lifetime. Electric vehicles showroom 
owners were also optimistic about the 
future of electric and hybrid vehicles as 
the sale figures of these vehicles be-
tween 2014 and 2018; show increase 
in demand (Table 2).

It is important to point out that 
hybrid vehicle sales in Jordan market 
started in 2015 and electric vehicles in 
2018. The astonishing number of hy-
brid vehicle sales sharply dropping to 
one and zero in February and March 
2018; respectively. This is because of 
the new legislation enforced in 2018 
on hybrid vehicles that led to a huge 
reduction of the number of hybrid 
vehicles sold in Jordan. In response 
to the question eight which asked if 
they think that charging an electric 
vehicle at home will increase the elec-
trical bill, showroom owners answered 
they are not sure or cannot give you 
a definite answer, as this depend on 
the electric vehicle user. Eighty six per-
cent of showroom owners surveyed in 
response to question eight said that 
Jordanian government should encour-
age this type of technology rather to 
stop it. This can be done by increasing 

Table 2. Sales figures in 2014–2018

Year/Item Internal combustion engine vehicle Hybrid vehicles Electric vehicles

2014 62.047 — —

2015 52.710 21.591 —

2016 44.011 26.906 —

2017 33.713 37.454 —

2018 Jan. 2.226 2676 299

2018 Feb. 1.499 1 311

2018 Mar. 1.853 0 464

2018 Apr. 1.910 13 548

2018 May. 2.041 186 723
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public awareness of electric and hybrid 
vehicles. The response to question ten 
that states: “Do you think that recharg-
ing the battery of your electric vehicle 
will cover the distance you travel every 
day?” was vague and uncertain. Show-
room owners said that it depends on 
the user journey’s distance.

Vehicle showroom owners rec-
ommended in response to question 
eleven to reduce the maintenance cost 
by promoting the vehicles parts trade 
and enforce the vehicle’s agency. They 
argued that one of the solutions that 
the Jordanian government should im-
plement is to eliminate old internal 
combustion vehicles in service before 
the year 2000 and give incentives for 
people to replace them with electric or 
hybrid vehicles.

5. Conclusions

To conclude, most Jordanians are en-
couraged to buy an electric or hybrid 
vehicle as the fuel prices continue 
to fluctuate. However, some barriers 
stand against owning such vehicles. 
For instance, raising the taxes and 
customs, implementation of car re-
charging in car parks, and the need for 
a large vehicle that accommodate all 
family members. Depending on that, 
and after analyzing the answers in the 
questionnaire for showroom owners 
and potential customers, the answers 
show that Jordanian government 
should encourage the investment in 
electric vehicles as well provide loans 
with zero interest for members of the 
society to facilitate owning an electric 
vehicle.

As you can see, in Ukraine electric 
cars have prospects for development 
in the domestic market. The main 
problem in the near future, in our 
opinion, will be the speed of adoption 
of relevant legislative innovations that 
would stimulate this process. On the 
other hand, the experience of imple-
menting state reforms has repeatedly 
shown that progressive ideas are held 
hostage to openly lobbying bills, and 
the desire of domestic lawmakers to 
offer something original and unlike 

others in the law, usually overrides the 
best intentions. Time will tell what will 
happen to electric cars, but the expe-
rience of the unresolved problem of 
so-called “average people” proves that 
the domestic car lobby at the level of 
legislative initiatives is based only on 
their own economic interests.

6. Recommendations

It is recommended, additional to pro-
posed solutions, that Jordan govern-
ment should adopt the Bottom-up-ap-
proach (Fig. 3) to increase the aware-
ness of green vehicles for different 
residents who live outside Amman, 
since the first have a global promising 
future, besides making a social accept-
ed price of these vehicles.

Bottom-up-approach stated that 
the citizens must recognize the im-
portance of green vehicle that leads 
to encourage the upper society (poli-
cies and agreements) to distribute the 
product. Therefore, as Jordanian indi-
viduals are aware about these ideas, it 
becomes easy for political committees 
to encourage the use of electric vehi-
cles all around the country.
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Розвиток ринку електромобілів у Йорданії та Україні 
(порівняльний аналіз українського та йорданського досвіду)

Дана робота присвячена порівняльному аналізу розвитку ринку елек-
тромобілів в Йорданському Хашимітському Королівстві та Україні. У роботі 
дається поняття про переваги та недоліки електромобілів. Основна мета 
роботи — вивчити соціально-економічні аспекти використання електро-
мобілів в Йорданії та визначити, який досвід Україна може отримати від 
Йорданії для оптимізації розвитку ринку електромобілів. 

Ключові слова: ринок електромобілів, транспортні засоби з  двигуном 
внутрішнього згоряння, електромобілі, гібридні транспортні засоби, роз-
виток ринку, метод “знизу вгору”.
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Stating the problem

The key to the successful develop-
ment of any innovative enterprise is 
to strengthen its competitive position, 
which allows the company to maintain 
performance and efficiency. However, 
due to the crisis in the country, the 
question arises of finding new alter-
natives for development in order to 
maintain and expand market share. 
Today’s realities of innovative enter-
prises are those that require the latest 
methods and forms of doing business, 
bringing the enterprise management 
process in line with requirements and 
standards, as well as emphasizing the 
formation and development of com-
petitive advantages based on scientific 
and technical level of production and 
product, levels of marketing, levels 
of management, organizational and 
technical level of production process-
es, financial and economic level of the 
enterprise, levels of personnel, etc.

Under such conditions, the risk of 
weakening the position of innovative 
enterprises, deteriorating quality of 
customer service, reducing the invest-
ment attractiveness of enterprises and 
weakening the competitive position in 
general increases. Accordingly, there 
is a question of finding new tools to 
ensure the competitiveness of enter-
prises and manage their long-term 
development.

Focusing the modern management 
paradigm on the result contributes to 
the creation of new forms and ways to 
combine the determinants of effective 
enterprise management to ensure sus-
tainable long-term development of in-
novative enterprises.

Analysis of recent research 
and publications

A considerable amount of literature 
has been published on theory of 
founding, organization and manage-
ment competitiveness and personnel 
marketing. These studies were sug-
gested by Tsimbalyuk  S.  [7], Petrova 
I. [8, 9], Reshetnikova  I.  [10], Dovgan 

L. [11], Batenko L. [14], Isaenko T. [14], 
Tverdushka T. [14], Balabanova L. [12], 
Didkivska  L.  [15], Karakay Y.  [11], 
Kholod  V.  [12], Artemenko  L.  [11], 
Oborskaya  S.  [17], Nalivayko  A.  [16], 
Yashkina  N.  [15], Gordienko  P.  [15], 
Shershneva Z. [17] and others. Howev-
er, despite the presence of a significant 
scientific and practical base, scientists 
still continue exploring this field.

Formulation of the goal 
of the article

The aim of this study is to highlight 
new approach on theoretical justifi-
cations and applied elements that are 
necessary to ensure the implementa-
tion of effective personnel marketing 
in company’s competitiveness.

Main research material

It is believed that the main purpose of 
enterprise management is to achieve 
strategic goals of the enterprise and 
the development of enterprise poten-
tial and support its effective operation 
in an unstable external environment. 
Today, this is made possible by effec-
tive personnel marketing.

Personnel marketing, in general, is 
a type of management activity aimed 
at long-term provision of the orga-
nization with human resources that 
form the strategic capacity needed to 
achieve its specific target priorities. As 
in any marketing, the task is to meet 
the needs of the consumer in a particu-
lar product, which is the workforce. The 
main purpose of personnel marketing 
is to meet the needs of the employer 
in the workforce of the required qual-
ity and reasonable cost. According to 
the marketing concept of personnel 
management, the most important con-
dition for business success is the devel-
opment of marketing strategy, study of 
supply and demand in the labor market, 
establishing a system of external and 
internal communications, advertising 
activities to attract labor, planning staff 
costs. It is important to clearly define 
the requirements for staff, identify the 

needs of their lives and development 
and ensure that these requirements 
and needs are met in a more efficient 
way than competitors. Personnel mar-
keting cover both external and internal 
labor markets. Accordingly, there are 
external and internal personnel mar-
keting, as well as external and internal 
communications, which can be consid-
ered innovative technologies [13].

Since the concept of “personnel 
marketing” should be based on a per-
son, in our opinion, one of the key in 
the process of personnel marketing is 
the function of motivating employees, 
which is associated with the develop-
ment of a number of motivators that 
contribute to achieving strategic goals. 

In the scientific literature there are 
many interpretations of the categories 
“motive”, “motivation”, “motivator” etc. 
After analyzing the definitions of lead-
ing scientists, we have identified and 
clarified the concepts that is used in 
the research process.

In our opinion, the most successful 
is the commonly used definition that 
the motive is an internally motivat-
ed urge to act [1, 3]. But we propose 
to clarify the concept of motive. Ac-
cording to the fact that motives are 
formed from needs, which are feelings 
of physiological or psychological lack 
of something, these two concepts are 
inextricably linked. In our understand-
ing, motive is an inner awareness of 
the need that motivates action [2]. 

It should be noted that ensuring 
the continuous development of the 
innovative enterprise is impossible 
without the establishment of a stable 
competitive position of the enterprise. 
In order to achieve it, various man-
agement mechanisms are formed and 
function at enterprises. We believe that 
any company striving for sustainable 
development should be focused on 
strategic development, not on achiev-
ing a temporary result. Thus, each 
company must take measures to form 
a strategic activity, which is possible 
provided the use of personnel market-
ing in the strategic management of the 
innovative enterprise.

Accordingly, we can define the 
concept of “strategic activity of the 
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enterprise” as its ability to adapt to 
changes in the exogenous environ-
ment and make the most of all oppor-
tunities, avoiding threats [4]. 

It correlates with the concept of 
“strategic activity of personnel” which 
becomes possible with the use of ef-
fective staff marketing. This concept 
can be defined as the ability of person-
nel to implement strategic objectives, 
the ability to feel an integral part of the 
enterprise, think analytically, respond 
quickly to change, make effective and 
timely decisions.

Accordingly, the concept of “strate-
gic activity” combines the strategic ac-
tivity of the innovative enterprise and 
personnel, because with their effective 
and efficient relationship there is an 
increase in performance and efficiency 
of the enterprise, which indicates high 
marketing results and implementation 
of innovative enterprise strategy and 
gives impetus to further development.

In order to maintain the appropri-
ate level of strategic activity of person-
nel, the innovative company needs to 
establish and operate personnel mar-
keting, which will serve as a basis for 
strategic development.

Summarizing the existing ap-
proaches to the formation of person-
nel marketing, it should be noted that 
it is important to study the preferenc-
es and vision of employees of effective 
motivators in a particular innovative 
enterprise. Therefore, it is proposed to 
carry out constant monitoring, which 
is relevant for most companies, be-
cause such studies are conducted very 
rarely (in many companies less than 
once a year). This situation provokes 
the ineffectiveness of most tangible 
and intangible motivators, which leads 
to very low efficiency of personnel 
marketing by innovative enterprises as 
a whole [13]. 

In order to implement effective 
personnel marketing, all management 
actions must be performed consistent-
ly and in a timely manner. First, there 
is a list of factors of exogenous and 
endogenous environment that have a 
direct impact on employee motivation 
in the management of the innovative 
enterprise and influence the forma-

tion of compensation policy, which is 
a system of external remuneration to 
the employee for the results of his/her 
work at the enterprise (salary, allow-
ances, bonuses, social package).

In addition, management should 
obtain as complete information as 
possible about the impact of these 
factors. Next, the information obtained 
for each impact factor should be eval-
uated and the magnitude of the po-
tential impact predicted.

Thus, it is possible to identify all 
the opportunities and threats that af-
fect the personnel marketing in the 
strategic period, as well as to identify 
its strengths and weaknesses. As a re-
sult, the basis for strategic analysis and 
identification of alternative strategies 
that will contribute to the effectiveness 
of personnel marketing in the innova-
tive enterprise.

Paying attention to the fact that 
the company does not influence the 
force of pressure of some factors of 
the exogenous environment, again 
the question arises about taking into 
account the influence of key factors 
of the endogenous environment, and 
motivators and demotivators as key in 
building effective personnel marketing 
in innovative enterprises management.

Building any approach to personnel 
marketing in the process of strategic 
management begins with the forma-
tion of the main goals, which must be 
clear, positive and consistent. Usually, 
the vision of the future is determined 
taking into account the dynamics of 
consumer preferences, industry trends, 
the possibility of changing the current 
business model. However, manage-
ment and employees may assess the 
situation differently. And in order to 
avoid possible problems, a common 
understanding of the main goal must 
be achieved by both management and 
operational staff. Practice shows that 
the main prerequisite for success is the 
consistency of strategy within the in-
novative enterprise. Usually, it must be 
supported by a document, and formu-
lated in the form of mission, goals and 
principles of the innovative enterprise.

But the methodology of personnel 
marketing in the process of strategic 

management of innovative enterpris-
es must take into account that it will 
be necessary to increase the number 
of management staff, increase the 
number of information links between 
employees, possible conflicts between 
them. 

Thus, when applying this method-
ology, emphasis should be placed on 
the “process” approach to manage-
ment, which in contrast to the “func-
tional” provides greater efficiency and 
interest of employees in the end result.

Undoubtedly, this “process” ap-
proach is most effectively used with 
the support of information technolo-
gy. In modern systems for automation 
of management it corresponds to the 
Workflow technique, which provides 
clear execution of process according 
to its description. The methodology 
also includes a business process man-
agement mechanism that automates 
the chain of related operations aimed 
at achieving a common goal. When 
implementing and using such a mech-
anism, the following main tasks are 
solved [10]:

Improving quality. The rules for 
performing individual operations and 
their relationship are formulated and 
implemented. This allows to signifi-
cantly reduce and even completely 
eliminate possible errors. A simple to-
do list allows the employee to focus on 
immediate responsibilities. 

Improving efficiency. There is a for-
malization of organizational activities 
and the functions of managing the 
joint work of employees on the pro-
gram. This saves time. 

Providing new opportunities for 
development and optimization of the 
organizational structure of the enter-
prise. Task performance data can be 
the basis for identifying bottlenecks 
and hidden resources.

It should be noted that in order to 
form an algorithm for building effec-
tive personnel marketing, it is neces-
sary to analyze and systematize the 
relationship of strategic management 
of the innovative enterprise (which af-
fects competitiveness) with the results 
of its activities. After all, practice shows 
that the main prerequisite for success 
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is the consistency of the processes of 
development and implementation of 
strategy within the innovative enter-
prise (Fig. 1). 

Thus, the strategic activity of staff, 
formed through effective personnel 
marketing, is a key condition for im-
proving the competitiveness of the 
enterprise formation of its strategic 
position. This relationship can be rep-
resented by a formula:

C = SP × SA, (1)
where C — competitiveness of the en-
terprise;
SP  — strategic position of the enter-
prise;
SA  — strategic activity of the enter-
prise.

The strategic position of the enter-
prise can be determined by the formu-
la and used to monitor its activities:

SP = SPE × EMP (2)
where SPE — strategic potential of the 
enterprise;
EMP — personnel marketing efficiency.

In turn, the strategic potential of 
the innovative enterprise can be de-
fined as a score of the strengths and 
weaknesses of the enterprise in an en-
dogenous environment. At the same 
time, strategic activity determines the 
dynamic behavior of the enterprise in 
the direction of its development:

SA = SD × SC (3)
where SD — the degree of mastery of 
the enterprise tools for strategic devel-
opment;
SC  — strategic actions performed by 
the enterprise to increase the compet-
itiveness of personnel.

Strategic actions are determined 
primarily by the strategic activity of 
personnel and can be calculated by 
the formula:

SС =   EСР × S act (4)

where ECP  — effectiveness of com-
pensation policy.
S act — the effectiveness of measures 
to stimulate the strategic activity of the 
enterprise.

This algorithm was built by the au-
thor on the basis of determining the 
competitiveness of the enterprise, 
proposed by Petrova I. L. and adapted 
according to the fact that the compet-
itiveness of the innovative enterprise 
illustrates its strategic and depends on 
personnel marketing.

Thus, we can conclude that the mo-
tivation of strategic activity of staff and 
the company are inextricably linked 
and have a significant impact on the 
activity and efficiency of the innovative 
enterprise through the use of effective 
personnel marketing.

Conclusions

Today, many innovative companies are 
developing serious comprehensive 
personnel motivation programs. How-
ever, these programs do not always 
work effectively because they do not 
take into account the characteristics of 
individual employees and do not link 
them to the strategic goals of the in-
novative enterprise. 

Since all existing mechanisms, in-
cluding personnel marketing, are de-

    Fig. 1. The influence of strategic management and personnel marketing on the formation of competitive advantages of the innovative 
enterprise (Source: compiled by the author)
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veloped and implemented in line with 
the overall strategy of the innovative 
enterprise, it is important to empha-
size that the strategy itself is imple-
mented in specific jobs. A balance is 
needed between the interests of the 
innovative enterprise as a whole and 
individual employee. Therefore, per-
sonnel marketing must be adjusted 
and communicated to each employee. 
It depends on whether personnel mar-
keting will be a factor that will ensure 
the competitive advantages of the in-
novative enterprise.
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Бєлова О. І., Петрова І. Л., Гончаров Д. Д.

Маркетинг персоналу як конкурентна перевага інноваційного 
підприємства: стратегічний аспект 

Стаття присвячена дослідженню ролі маркетингу персоналу в форму-
ванні конкурентної позиції інноваційного підприємства в процесі стратегіч-
ного управління. Дано визначення термінів “маркетинг персоналу” та “ком-
пенсаційна політика”. Маркетинг персоналу визначено як вид управлін-
ської діяльності, спрямованої на довгострокове забезпечення організації 
людськими ресурсами, що утворюють стратегічний потенціал, необхідний 
для досягнення її конкретних цільових пріоритетів. Компенсаційна політика 
визначена як система зовнішніх стимулів, що стимулюють працівника на 
отримання результату, що задовольняє як працівника, так і підприємство. 
Також наведено поняття “стратегічна активність”, яке визначено як здат-
ність персоналу до реалізації стратегічних завдань, здатність відчувати себе 
невід’ємною частиною діяльності інноваційного підприємства, аналітично 
мислити, швидко реагувати на зміни, ефективно і своєчасно приймати рі-
шення. Доведено, що побудова будь-якого підходу до маркетингу персона-
лу в процесі стратегічного управління починається з формування головних 
цілей, які мають бути чіткими, позитивними й несуперечливими. Встанов-
лено, що сприянню підвищенню ефективності використання маркетингу 
персоналу, посиленню конкурентній позиції підприємства та ефективності 
реалізації стратегії інноваційного підприємства в цілому, сприятиме вико-
ристання процесного підходу, до завдань якого відносяться підвищення 
якості, підвищення ефективності та забезпечення нових можливостей для 
розвитку та оптимізації організаційної структури інноваційного підприєм-
ства. Схематично представлено вплив стратегічного управління та мар-
кетингу персоналу на формування конкурентних переваг інноваційного 
підприємства. Аргументовано актуальність подальших досліджень у сфері 
маркетингу персоналу в діяльності інноваційного підприємства.

Ключові слова: маркетинг, маркетинг персоналу, мотивування, стратегія, 
стратегічна позиція, стратегічна активність, конкурентоспроможність, кон-
курентна перевага.
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Мета статті полягає в розробці наукових підходів та виявленні ключових 
ознак оцінювання екосистемних активів територіальних громад. 

В статті досліджено сучасні наукові підходи до оцінювання екосистемних 
активів територіальних громад в умовах поглиблення процесів децентралізації 
управління. Розкрито сутність дефініції екосистемні активи із позицій 
екосистемного обліку, зокрема акцентовано на одній із їх найголовніших 
характеристик: здатності природних запасів (stocks) до забезпечення 
постійного потоку (flow) екосистемних послуг. Визначено необхідність 
врахування ринкової вартості екосистемних активів у  процесі контролю 
над їх використанням і  залученням у  господарський обіг на місцевому 
рівні. У  цьому сенсі розглянуто роль екосистемних послуг у  забезпеченні 
зв’язків між екосистемними активами та бенефіціями. Досліджено основні 
характеристики екосистемних активів, виявлено їх спільні та відмінні риси 
від природно-ресурсних та виробничих активів просторових територіальних 
утворень. Запропоновано систематизацію узагальнених підходів методології 
оцінювання екосистемних активів згідно рекомендацій ТЕЕВ (The Economics 
of Ecosystems and Biodiversity), які доцільно застосувати для територіальних 
громад в  якості ключових стратегічних орієнтирів сталого просторового 
розвитку. Рекомендовано включення показника “екосистемні активи” (ЕА) як 
обов’язкової складової до річних національних рахунків.

Подальші дослідження мають перспективи в таких напрямах:
• �формування комплексного стратегічного підходу до запровадження 

оцінювання екосистемних активів на місцевому рівні; 
• �розвиток та запровадження ефективних методичних підходів до 

оцінювання екосистемних активів для формування інвестиційної 
привабливості території за рахунок використання місцевих природних 
ресурсів як екосистемних активів сталого просторового розвитку.

Ключові слова: екосистемні активи, екосистемні послуги, територіальна 
громада, оцінювання.
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Постановка проблеми

Серед низки гострих проблем, які 
сьогодні стоять перед державою, 
особливу актуальність набуває не-
обхідність реформування системи 
екологічного управління на еко-
системних засадах із урахуванням 
поглиблення загальних процесів 
децентралізації та євроінтеграції. 
Основні проблемні питання адек-
ватної оцінки місцевого природ-
но-ресурсного потенціалу, зокрема 
оцінювання екосистемних активів 
територіальних громад, пов’язані 
з  недосконалістю загальної мето-
дології її проведення та відсутністю 
відповідної нормативно-правової 
бази: упродовж тривалого часу при-
родні ресурси розглядалися окремо 
від проблем оцінки елементів наці-
онального багатства та їхнього від-
творення. 

Проте європейський досвід пе-
реконливо свідчить, що досягнення 
цілей проєктів сталого просторового 
розвитку на місцевому рівні забез-
печується за рахунок повної мобі-
лізації всіх видів місцевих ресурсів, 
зокрема через врахування вартісних 
оцінок екосистемних активів та та 
продукованих ними екосистемних 
послуг, в  інтересах підвищення до-
бробуту та спроможності новоство-
рених об’єднаних територіальних 
громад (ОТГ). 

Аналіз останніх досліджень 
і публікацій

Значний науковий внесок у  дослі-
дження загальних проблем концеп-
ції екосистемних послуг, зокрема їх 
економічної оцінки, зроблено в низ-
ці праць таких зарубіжних і вітчизня-
них вчених як: Х. Делі, Дж. Фарлея, 
Р. Констанци, Т. Оші, С. Бобильова, 
О. Варапаєва, О. Веклич, О. Врублев-
ської, Т. Горобченка, І. Дегтярьової, Н. 
Дегтярь, Л. Загвойської, В. Захарова, 
Т. Кулешника, Н. Луців, О. Маценко, 
Л. Мельника, Є. Мішеніна, Т. Моги-
ленець, В. Нестерова, Ю. Несторяка, 
О.Нєвєрова, Р. Перельота, Н. Олійни-

ка, І. Соловія, І. Сотник, П. Тархова, 
Н. Шапочки, В. Юрак та інших. Різні 
аспекти вартості екосистемного ка-
піталу в складі природного багатства 
грунтовно досліджувалися в  пра-
цях І. Уайта, О. Янга, І. Деревяго, О. 
Нєвєрова, І Бистрякова, Д. Клиново-
го та ін. 

На сучасному етапі поглиблення 
інституціональних трансформацій 
зазначена проблематика також не 
втрачає своєї актуальності, проте 
залишаються малодослідженими 
питання щодо визначення вартіс-
них оцінок екосистемних активів 
територіальних громад в  умовах 
поглиблення процесів децентралі-
зації та євроінтеграції. Попри те, що 
з’явилися окремі публікації за цією 
проблематикою, зокрема А. Думно-
ва та Н. Рыбальского [1], О. Веклич 
[2, 3], які започатковують розробку 
сутнісних характеристик та базових 
операційних понять термінологіч-
ного апарату екосистемних акти-
вів, складність та нерозробленість 
зазначеної проблеми передбачає 
доцільність поглиблення наукових 
досліджень у  цій площині, зокрема 
з позицій оцінювання екосистемно-
го обліку на місцевому рівні.

Отже, мета статті полягає в роз-
робці наукових підходів та виявлен-
ні ключових ознак оцінювання еко-
системних активів територіальних 
громад. 

Виклад основного 
матеріалу

Загальновідомо, що екосистеми 
здатні генерувати і  надавати низку 
різної продукції, від якої безпосе-
редньо залежить як повсякденний 
добробут територіальної громади, 
так і її потенційна економічна конку-
рентноспроможність. У  цьому сенсі 
можна погодитися з  думкою, що 
у найзагальнішому вигляді здатність 
екосистем генерувати / “надавати” 
екосистемні послуги залежить від 
наступних характеристик: 
•• площі території, на якій функціонує 

будь-яка екосистема (кількісна ха-
рактеристика);

•• стану даної екосистеми (якісна ха-
рактеристика) [1].
Насамперед розглянемо, що оз-

начає дефініція актив. У найбільш за-
гальному вигляді доцільно оперува-
ти терміном актив, який означає: 1) 
потенційний прибуток або ймовірні 
майбутні економічні вигоди, одер-
жувані конкретним господарюючим 
суб’єктом; 2) економічні ресурси чи 
права на доступ до майбутніх еко-
номічних вигод, що перебувають на 
балансі суб’єкта господарювання та 
здатні генерувати грошові потоки. 
Основною умовою набуття ресурса-
ми активної форми є найбільш пов-
не їх залучення до господарського 
обороту та взаємозв’язок із іншими 
активами в  рамках ланцюгів ство-
рення вартості [4].

Наступним кроком розглянемо 
сутність дефініції екосистемний ак-
тив із позицій екосистемного обліку. 
По суті екосистемні активи є  моди-
фікованим поняттям “екосистема”, 
з урахуванням загальних обмежень, 
що накладаються на категорію ак-
тивів із позицій екосистемного об-
ліку  — з  одного боку, тоді як із ін-
шого ‒ екосистемні активи можна 
розглядати як просторові області 
(укрупнені ділянки, spatial areas), що 
містять поєднання біотичних та абі-
отичних компонентів, які функціону-
ють спільно і  комплексно [5]. В  ос-
танньому уточненому офіційному 
визначенні екосистемних активів 
відділом статистики ООН “Treatment 
of ecosystems assets in urban areas” 
(2019 р.) зроблено акцент на одній 
із найголовніших їх характеристик ‒ 
як природних запасів (stocks), котрі 
забезпечують потік (flow) екосистем-
них послуг [6, с.4].

Зауважимо, що дефініцію еко-
системний актив необхідно розгля-
дати в  контексті визначення еко-
системного підходу, який, згідно Гло-
сарію основних термінів ДУ ІЕПСР 
НАН України, трактується як “комп-
лексний адаптивний управлінський 
підхід до збалансування ключових 
характеристик екосистем і  суспіль-
ного природокористування для 
досягнення одночасно сталого го-
сподарювання й сталого потенціалу 
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екосистем на основі забезпечення 
їх відтворювальної здатності щодо 
функціонального продукування то-
варів і послуг з метою задоволення 
поточних і майбутніх потреб” [4]. 

До основних передумов форму-
вання та розвитку екосистемного 
підходу, зокрема теорії екосистем-
них послуг, слід віднести наступні: 
•• використання послуг екосистем 

вище межі їх природного віднов-
лення; 

•• недоліки традиційного ринкового 
регулювання природокористуван-
ня та заходів із охорони природи; 

•• низька ефективність методу “за-
бруднювач платить”;

•• зростання попиту на екологічно 
чисті продукти, послуги та енергію; 

•• збільшення чисельності та зміна 
структури населення;

•• кліматичні зміни; 
•• посткризові проблеми розвитку 

більшості країн світу (обмеження 
фінансування природоохоронної 
діяльності);

•• низька екологічна ефективність ок-
ремих технологій виробництва та 
природогосподарювання; 

•• забруднення природного середо-
вища тощо [7].

У контексті екосистемного під-
ходу екосистемні послуги є  також 
центральним елементом в  рамках 
міжнародного екосистемного обліку 
в цілому і забезпечують зв’язок між 
екосистемними активами (ecosystem 
assets), з одного боку, і бенефіціями 
(доходами, надходженнями, вигода-
ми тощо; benefits), якими користу-
ються економіка і населення, ‒ з ін-
шого. Тобто відповідні бенефіції по-
винні включати:
•• продукцію, вироблену еконо-

мічними одиницями, наприклад 
продукти харчування, питну воду 
тощо. Ця продукція вважається бе-
нефіціями в рамках чинної системи 
національного рахівництва (СНР);

•• бенефіції, які безпосередньо одер-
жують споживачі (наприклад, у ви-
гляді атмосферного повітря, яке 
очищене лісовими деревостанами 
чи зеленими насадженнями), й не 
входять до складу бенефіцій, виро-

блених економічними одиницями. 
Ці бенефиції визначаються окремо 
поза рамками діючої версії СНР [1]. 

При цьому зазначимо, що іс-
нують певні відмінності між еко-
системними та природно-ресурс-
ними активами. Так, сфера та охо-
плення природно-ресурсних активів 
не є  ідентичною відповідним пара-
метрам для екосистемних активів, 
оскільки у складі перших є абіотичні 
(мінеральні та енергетичні ресурси), 
які не входять до сфери екосистем-
них активів. Отже, облік екосистем-
них активів у  натуральному виразі, 
по суті, охоплює як оцінювання двох 
базових і укрупнених характеристик: 
стану конкретних екосистем та їх по-
ширення (протяжності), так і похідні 
від них категорії ‒ фактичні та очіку-
вані потоки (“кошики”) екосистем-
них послуг.

У практичній діяльності територі-
альних громад економічну сутність 
екосистемних активів необхідно роз-
глядати під кутом зору орієнтації на 
ринкову вартість, яка може контро-
люватися їх власниками на основі 
права власності. При цьому ринкова 
вартість є або фактичною ринковою 
ціною активу, або передбачуваною 
величиною прибутку. Тому в  цьому 
сенсі можна погодитися з  думкою 
І. Бистрякова, що природні ресурси, 
умовно кажучи, повинні “заробляти” 
на своє відтворення [8], що наразі 
є визначальним і для розуміння еко-
номічної сутності екосистемних ак-
тивів територіальних громад у про-
цесі контролю над їх використанням 
і  залученням у  господарський обіг 
на місцевому рівні. 

Проте застосування економіч-
ного критерію не може бути одно-
значним для різних видів природних 
активів. Наприклад, повітря вико-
ристовується, але не контролюєть-
ся. Тоді як вода може бути об’єктом 
контролю при наявності відповід-
них технічних засобів їх експлуата-
ції. У випадку культивації землі вона 
відноситься до категорії контрольо-
ваних активів. Отже, з економічного 
боку спостерігається чіткий розподіл 
активів, на “виробничі” та “неви-

робничі”. Тоді як з екологічної точки 
зору це не має такого чіткого про-
яву: діяльність живої природи не-
контрольована з економічної точки 
зору може створювати виробничі 
природні активи [9].

Зауважимо, що використання ок-
ремих екосистемних активів у межах 
певного просторового територіаль-
ного утворення може призводити 
також до їх часткового чи повного 
виснаження (у кількісному виражен-
ні), або не викликати зміни кількісних 
параметрів природного середови-
ща, впливаючи лише на його якість. 
У першому випадку кількісні потоки 
з природного середовища в еконо-
міку розглядаються як природні то-
вари. В іншому ‒ використання при-
родних активів можна визначити як 
потоки екологічних послуг із довкіл-
ля в економіку. Отже, використання 
екологічних товарів може призво-
дити до виснаження природних ре-
сурсів, а використання економічних 
послуг призводить до їх деградації 
(якісного погіршення) [10].

Необхідно також акцентувати 
й  на відмінних рисах екосистемних 
активів від виробничих, їх основні 
характеристики наведено в  таблиці 
(табл. 1):

Отже, на основі порівняльної 
характеристики екосистемних і  ви-
робничих активів виявлено, що 
вони мають як певні спільні риси, 
так і  відмінності. Також необхідно 
акцентувати увагу на обмежуваль-
них рамках активів у системі націо-
нальних рахунків. Так, наприклад, на 
думку Є. А. Сергеєвої, обмежувальні 
рамки активів в  системі національ-
них рахунків дають підстави ствер-
джувати, що вони носять проміжний 
характер, тобто національні рахунки 
включають в себе тільки економічні 
активи, тобто ті природні активи, які 
в перспективі можуть принести до-
хід [11].

Отже, на основі проведеного 
дослідження, враховуючи істотні ха-
рактеристики екосистемних активів, 
зокрема притаманні для екосистем-
ного обліку, можна запропонувати 
визначення екосистемних активів як 
частини природних активів у межах 
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певних просторових утворень, здат-
них генерувати постійні потоки (ко-
шики) екосистемних послуг як мож-
ливих матеріальних (монетарних) 
і нематеріальних внесків у добробут 
територіальної громади за умови їх 
залучення у господарський обіг.

У цьому контексті особливої 
значущості набувають дослідження 
оцінки екосистемних активів із вста-
новленням масштабу збитків у  разі 
їх нераціонального використання. 
Так, вітчизняна практика показує, що 
недавно створені ОТГ (понад 1469) 
ще не усвідомлюють, що екологіч-
но чисте довкілля й послуги екосис-
теми є  їх капіталом в умовах ринку, 
мають певну економічну цінність 
і  можуть стати товаром. Тому збит-
ки від забруднення навколишнього 
природного середовища та нераці-
онального природогосподарювання 
під кутом зору екосистемного під-
ходу слід розглядати не просто як 
втрату екосистемних послуг певної 
території, а  як втрату стратегічного 
екосистемного активу й  інвестицій-
ної привабливості господарського 
простору для місцевої територіаль-
ної спільноти. 

Нами запропоновано система-
тизацію узагальнених підходів ме-
тодології оцінювання екосистемних 
активів згідно рекомендацій ТЕЕВ 
(The Economics of Ecosystems and 
Biodiversity) [12], які доцільно засто-
сувати для ОТГ в  якості ключових 
стратегічних орієнтирів: 
•• виявлення цінності екосистемних 

активів;
•• оцінка вартості екосистемних ак-

тивів (екосистемних послуг), її інте-
грація в  процес прийняття управ-
лінських рішень ОТГ;

•• врахування ризиків і невизначено-
сті, застосування додаткових підхо-
дів: “мінімальний стандарт безпе-
ки” чи “принцип передбачливості”;

•• аналіз співвідношення вигод і  ви-
трат із використанням низки різних 
ставок дисконтування;

•• удосконалення системи національ-
них рахунків: урахування вартості 
змін у запасах екосистемних акти-
вів; 

•• залежність добробуту ОТГ від за-
лучення екосистемних активів (по-
слуг) у місцеву економіку;

•• прозора господарська діяльність: 
звітність і  система рахунків компа-

ній і  організацій повинні розкри-
вати основні “зовнішні” впливи, 
включаючи зобов’язання, пов’я-
зані з навколишнім природним се-
редовищем, зокрема зміни у  вар-
тості екосистемних активів;

•• орієнтація на керівні принципи 
“забруднювач платить” і  “компен-
сація повної вартості”;

•• створення природоохоронних зон 
для збереження екосистемних ак-
тивів та надання широкого набору 
екосистемних послуг; 

•• розвиток екологічної інфраструк-
тури;

•• демонстрація вартостей всього 
спектра екосистемних послуг через 
врахування екосистемних активів 
у стратегії розвитку ОТГ.

Висновки

У статті досліджено сучасні наукові 
підходи до оцінювання екосистем-
них активів територіальних громад 
в  умовах поглиблення процесів де-
централізації управління. Під кутом 
зору сучасних світових трендів “зе-
леної” економіки, які поглиблюють 

Таблиця 1. Порівняння екосистемних та виробничих активів*

№ Екосистемні активи Виробничі активи

1 Мають потенційну здатність до самовідновлення 
без/чи з частковою участю людини

Мають щоразу знову створюватися чи відтворювати-
ся людиною

2 Здатність генерувати (“надавати”) різноманітні і не-
схожі між собою “кошики” екосистемних послуг 
упродовж багатьох обліково-звітних періодів

Попри здатність генерувати кілька капітальних послуг 
(capital services), в результаті відбувається утворення 
/ надання одного і того ж набору послуг упродовж 
всього періоду експлуатації даного активу

3 Екосистемні послуги, які надаються будь-яким еко-
системним активом, можуть споживатися низкою 
різних користувачів (підприємствами, домашніми 
господарствами тощо)

Капітальні послуги, що надходять від виробничого 
активу, використовуються лише його економічним 
власником. Зазвичай, капітальні послуги прямо й без-
посередньо входять в елементи виробництва всере-
дині даного підприємства і забезпечують можливість 
випуску певної продукції

4 Відсутня фунуціональна залежність між потужністю 
будь-якого екосистемного активу, з одного боку, 
і фактичним використанням екосистемних послуг 
у господарській чи іншій антропогенній діяльності ‒ 
з іншого

Здатність генерувати капітальні послуги або повністю 
використовується, або передбачається, що використо-
вується стабільно по відношенню до потенційної 
здатності (“потужності”)

*Джерело: систематизовано автором за [1, с. 23]



Ключові ознаки оцінювання екосистемних активів
Volume: 2020, Issue: 5 27

Joint Scientific Journal

і наповнюють новим змістом тради-
ційні підходи до розуміння сталого 
просторового розвитку територіаль-
них громад в Україні, актуалізується 
необхідність розроблення системи 
оціночних індикаторів екосистем-
них активів території, які дозволя-
тимуть об’єктивно відстежувати змі-
ни в  еколого-економічній ситуації 
і  приймати адекватні управлінські 
рішення на місцевому рівні. Отже, 
попри оперування традиційними 
показниками оцінки соціально-еко-
номічного розвитку й  екологічного 
стану території, наприклад, валового 
регіонального продукту (ВРП), у про-
цесі управління на всіх рівнях госпо-
дарювання необхідно враховувати 
ключові характеристики місцевого 
потенціалу екосистемних активів як 
можливого агрегованого оціночно-
го показника стратегічного розвитку 
територіальних просторових утво-
рень. Такий підхід дає підстави вне-
сти пропозицію щодо включення 
показника “екосистемні активи” (ЕА) 
як обов’язкової складової до річних 
національних рахунків.

Подальші дослідження мають 
перспективи в таких напрямах:
•• формування комплексного страте-

гічного підходу до запровадження 
оцінювання екосистемних активів 
на місцевому рівні; 

•• розвиток та запровадження ефек-
тивних методичних підходів до 
оцінювання екосистемних акти-
вів для формування інвестиційної 
привабливості території за рахунок 
використання місцевих природних 
ресурсів як екосистемних активів 
сталого просторового розвитку.
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Кey Signs of Ecosystem Assets Valuation

The purpose of the article is to develop scientific approaches and identify 
key features of the assessment of ecosystem assets of territorial communities.

The article examines modern scientific approaches to the assessment of eco-
system assets of territorial communities in the context of deepening processes 
of decentralization of management. The essence of the definition of ecosystem 
assets from the standpoint of ecosystem accounting is revealed, in particular, 
it is focused on one of their main characteristics: the ability of natural reserves 
(stocks) to provide a constant flow (flow) of ecosystem services. The necessity 
of taking into account the market value of ecosystem assets in the process of 
monitoring their use and involvement in economic circulation at the local level 
has been determined. In this sense, the role of ecosystem services in providing 
links between ecosystem assets and benefits is considered. The main character-
istics of ecosystem assets are investigated, their common and distinctive fea-
tures from natural resource and production assets of spatial territorial entities 
are revealed. A systematization of generalized approaches to the methodology 
for assessing ecosystem assets according to the recommendations of the TEEB 
(The Economics of Ecosystems and Biodiversity), which is advisable to apply for 
territorial communities as key strategic guidelines for sustainable spatial devel-
opment, is proposed. It is recommended to include the indicator “ecosystem 
assets” (EA) as a mandatory component of annual national accounts.

Further research has prospects in the following areas:
• �formation of an integrated strategic approach to the implementation of 

ecosystem asset valuation at the local level;
• �development and implementation of effective methodological approach-

es to the assessment of ecosystem assets for the formation of investment 
attractiveness of the territory through the use of local natural resources as 
ecosystem assets for sustainable spatial development.

Кeywords: ecosystem assets, ecosystem services, territorial community, assess-
ment.
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Introduction

World pandemic of the coronavirus 
disease 2019 (COVID-19) caused glob-
al transitions in most important ar-
eas of wellbeing of the society. World 
health organizations, NGOs along with 
business structures and governmen-
tal institutions faced the necessity of 
finding new ways for maintaining sus-
tainable development. The pandemic 
caused a global crisis, especially for 
the countries with high level of pover-
ty, out-dated health systems and san-
itation. At the same time a basic ne-
cessity in education requires a global 
cooperation and exchange of experi-
ence in proving effective measures for 

providing safe educational programs 
offline and implementing tools for on-
line learning.

The aim of the article is to explore 
ways of innovative development of 
educational institutions for providing 
safe learning process by implementing 
online tools and building up interna-
tional collaboration with higher edu-
cational institutions. 

For achieving this goal, we will 
need to learn general data regarding 
the online education industry in the 
United States, analyze it as a whole 
structure, identify the main character-
istics of the market, the opportunities 
in the sector, describe the ways and 
tools to access the online market.

Discussion

The World Health Organization (WHO) 
officially declared the outbreak of 
COVID-19 a public health emergency 
of international concern on 30 Janu-
ary 2020. The WHO issued a new 2030 
agenda for sustainable development, 
where it emphasizes that for achiev-
ing the sustainable development goals 
balancing three dimensions of sustain-
able development: economic growth, 
social inclusion and environmental 
protection [1].

COVID-19 pandemic shows that 
sustainable development goes beyond 
national strategies and requires inter-
national dialogue and cooperation. 

BESLI Business, Economics, Sustainability, 
Leadership and Innovations

Economics and Management of Education 
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Educational issues must be addressed 
in national strategies of the countries 
in order to provide educational pro-
grams in most safe and efficient way.

A lot of scientific works are devot-
ed to the research of organizational as-
pects, marketing, management, fund-
raising and endowment of educational 
institutions. In Ukraine, this problem 
has been studied by such scientists 
as I. Alyoshina, I. Varyash, I. Kuklina, V. 
Klyuev, A. Pavlutsky, O. Radzetska, O. 
Skrypniuk, M. Tarasova and others [3, 
4]. Fundamental to this issue are the 
works of V. Alexander, I. Ansoff, B. Ash-
erwood, L. Bertlis, N. Bris, K. Klotfelter, 
F. Kotler, M. Mescon, R. Strechmts, J. 
Hood, M. Trimarchi and others [5, 6]. 
The aspects of pandemic COVID-19 
and sustainable development goals 
is studied by Kristin Heggen, Tony J. 
Sandset, Eivind Engebretsen from Cen-
tre for Sustainable Healthcare Educa-
tion in Norway.

Impact of COVID-19 on Interna-
tional Mobility in the United States

To get an idea of the magnitude of 
the study abroad source market in the 
United States, according to the latest 
Open Doors report on international 
mobility, in the 2017/2018 academ-
ic year there were 341.751 American 
students abroad, which represents a 
growth of 2.7 % compared to the pre-
vious year [7]. Due to the effects of 
the COVID-19 pandemic, this positive 
trend will be affected in the 2020/2021 
academic years by the restrictions on 
international student mobility as a re-
sult of this health, economic and so-
cial crisis. Thus, many universities in 

the United States are cancelling their 
student exchange programs for the 
fall semester, so their students will not 
be able to participate in study abroad 
programs at foreign universities [8]. 

However, it is observed that the 
interest of American students to study 
abroad remains high, as 84.7 % of the 
participants in the 2020 Snapshot 
Survey of Diversity Abroad are still in-
terested in traveling abroad for their 
studies in the future [9].

On the other hand, in this same 
survey, 72 % of students say they do 
not have fears and insecurities about 
traveling abroad in the future. On the 
other hand, from the point of view of 
the reception of international students, 
88 % of the educational institutions of 
the United States participating in the 
survey carried out by the Institute of 
International Education (IIE), foresee 
that the enrolment will be reduced for 
the 2020/2021 course. Furthermore, it 
is projected to fall by 25 % without tak-
ing into account that this number had 
already been falling since 2016, with 
a fall of 10.8 % [8]. Globally, some ex-
perts believe that the positive trend in 
the number of international students 
will take at least 3 years to recover [10].

One of the main reasons of signif-
icant decrease of the number of inter-
national students in the US is visa and 
flight limitation, especially from coun-
tries most affected by COVID-19 that 
the administration of United Stated 
ought to apply.

Now, let’s consider the educational 
system of United States of America. It 
covers preschool education, second-

ary school, higher education. Corpo-
rate education and some specific vo-
cational studies and courses can be 
also included in general educational 
system of the U.S. (Fig. 1).

Before obtaining higher education, 
students in the Unites States go to 
primary and secondary school, which 
combined lasts 12 years. Therefore, 
they correspond to the first twelve 
grades. Similarly to Ukraine, primary 
school (or “elementary school”), starts 
at the age of six. After studying for five 
or six years the children attend sec-
ondary school.

Secondary school has two pro-
grams: “middle school” or “junior 
high school” and the second is “high 
school.” The students obtain a diplo-
ma or a certificate when graduate from 
high school. After graduating from 
12th grade, American students can go 
for higher education in colleges or uni-
versities.

Corporate education refers to the 
companies that provide education 
primary for adults, mostly focused 
on their employees of a certain com-
pany. In the United States companies 
are interested in investing in training 
for staff, because market is constant-
ly developing and requires new skills 
from employees. We can also call it a 
proactive corporate behavior, as the 
companies apply innovative approach 
in such way.

There are some partnerships be-
tween educational institutions and 
business representatives provided on 
social bases. It is frequently practices 
to send managers who represent cer-
tain business or industry as members 
of the board of trustees at educational 
institutions. Also, prominent managers 
from business can undertake respect-
ful position of teaching in the uni-
versity, which also enhances the links 
between the university and business. 
Some organizations provide programs 
and grants to scientists and welcome 
them in the laboratories and produc-
tion premises of the producers and in-
novation driven entities.

Universities may receive equip-
ment from corporations, thus intro-
ducing the students to the latest tech-    Fig. 1. Educational levels in the United States of America [7]

2–5 years Preschool education

Education K-12 (primary and secondary)

Education K-12 (primary and secondary)

Higher or tertiary education

Corporate education

5–18 years

+18 years

Language studies and other

Vocational studies
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nology and better understanding of 
the industry development. 

We should also mention that stu-
dents are welcomed to pass their 
practice or internship in their poten-
tial employer. At the same time this is 
beneficial for corporations that have 
access to new human resources and 
can invest in the future employees [8]. 

 In comparison with the U.S. educa-
tional system, Ukrainian students start 
going to school at the age of six. After 
graduating from school from ninth or 
eleventh grade they can enter a tech-
nical/medical school for incomplete 
higher education or a university for 
complete higher education, respec-
tively (Fig. 2).

Similarly to the U.S. educational 
system, there are practices and intern-
ships and internships for students in 
Ukraine. Students at different universi-
ties can choose to go for practice to the 
company from private sector or state 
entity. In fact, by the Ukrainian Law the 
students, who obtained their education 
on state’s expense and were provided 
with monthly scholarships, must work 
for the state during three years.

There are four levels of accredita-
tion according to the status of higher 
education institutions:

•• the first level is a technical school, a 
school, other higher education insti-
tutions equal to them;

•• the second level is a college, oth-
er higher education institutions are 
equivalent to it;

•• third and fourth levels (depending 
on the consequences of accredita-
tion) — institute, conservatory, acad-
emy, university.

Bologna Process is implemented in 
Ukraine and considered as a nation-
al education system in universities of 
the state. Therefore, the diplomas are 
equal to the European ones. Now, let’s 
consider educational and qualification 
levels of higher education in Ukraine 
structured in a table.

We should note, that non-govern-
mental organizations (NGO) play an 
important role in educational sphere. 
They provide scholarships, help peo-
ple with disabilities, organize training 
course, summer camp for children and 
other activities.

There are many contests and grants 
for the students in Ukraine. One of the 
most prominent and active non-gov-
ernment foundations in educational 
sector is the Victor Pinchuk Foundation, 
which is an international, private and 
non-partisan philanthropic founda-

tion based in Kyiv. The goal of Pinchuk 
Foundation is to empower future gen-
erations to become the change makers 
of tomorrow. To achieve this goal, the 
foundation has developed a variety of 
projects, built strong partnerships in 
Ukraine and worldwide, and keeps in-
vesting in three main areas [12]:
•• in people, to boost human capital,
•• in society, to promote social respon-

sibility,
•• in the world, to foster a more inte-

grated world.

We should note two main projects 
of The Victor Pinchuk Foundation that 
carry our educational activities: Zavtra.
UA and WorldWideStudies. The pro-
grams are aimed at the young genera-
tion, mostly students from third grade 
and higher. 

Among active non-profit non-gov-
ernmental organizations, we should 
mention The Institute of Ukrainian 
Studies. The mission of the organiza-
tion is to promote inclusive society in 
Ukraine by engaging people with dis-
abilities to active social life and educa-
tional activities concerning the protec-
tion of their rights. In its daily activities 
our NGO organizes projects aimed 
at increasing cooperation with local 
youth, ensuring active participation of 
young people in local life, especially 
youth with disabilities and youth with 
fewer opportunities. Regarding inter-
national department, they have part-
nerships in most of the countries in Eu-
rope and Caucasus. Their participants 
regularly take part in Erasmus+ train-
ing courses and youth exchanges [13].

As an example of cooperation be-
tween social area, business and gov-
ernment is worth to highlight the in-
formation about a quickly developing 
educational NGO called GoCamp. It is 
the biggest volunteer program in East-
ern Europe that gives children the op-
portunity to learn English with foreign 
volunteers in Ukraine [20]. 

GoCamp is also about educating a 
new generation of Ukrainians, teach-
ing them 21st century skills, active 
citizenship and breaking cultural bar-
riers. GoCamp Global Office is an NGO 
aimed at fostering informational, polit-    Fig. 2. Educational levels in Ukraine [11]
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ical, economic, cultural and social inte-
gration of Ukraine into global commu-
nity, as well as internal integration. This 
NGO initiates and implements projects 
that promote internal and external in-
tegration into global context and creat-
ing a framework for educating the new 
generation that shares the values of 
the free world. GoCamp Achievements 
are: 800 volunteers from 65 countries 
of the world; 1356 schools-participants 
of GoCamp; 144.000 children from all 
over Ukraine [20].

Now, let’s draw our attention to on-
line education. The students with dis-
abilities or those who for personal rea-
sons chose home education, quite fre-
quently preferred having online classes.

Before the Covid-19 epidemic, the 
main reasons why American students 
from kindergarten, elementary and 
middle school to high school were re-
ceiving online education were tempo-
rary causes such as illnesses, accidents, 
behavior problems, and other causes 
such as frequent changes of address or 
having professions that require a lot of 
dedication (athletes, actors, etc.). How-
ever, in high school, the main reason 
was the delay with respect in under-
standing the material in comparison 
with their classmates [7].

Nowadays, there are a large num-
ber of online platforms used for classes, 
among which the most popular in U.S. 
and in Ukraine are Zoom, Skype, Mic-
rosoft Team and Google video/confer-
ence platforms. In China, where Google 
and many other platforms are blocked, 
the most common class teaching plat-
forms are MOOC (Massive open online 
course) and Tencent [15, 16, 17].

Let’s have a close look at Google 
Meet, more popular among corpo-
rations and universities’ studies, and 

Zoom, which is more popular for sec-
ondary schools’ pupils (Fig. 4):

In terms of core features, the lead-
ing platforms offer very similar prod-
ucts, which we will compare in the Ta-
ble 1 [15, 16, 17].

Now, we can make a ranking based 
of most important features that the 
users receive from the applications for 
learning motives. We will analyze the 
characteristics evaluated by the scale 
where the highest point is 10 and the 
lowest point is 1.

As we can see from the tables 1, 
where the highest level is 10 and the low-
est is 1, the applications for online video 
calls include such basic capabilities:
•• video conferencing;
•• digital audio calling;
•• instant messaging;
•• screen sharing;
•• call recordings and transcripts;
•• virtual/blurred backgrounds.

Therefore, most of the significant 
distinctions are in call length and par-
ticipant limits, and special features. In 
future article we should study more 
thoroughly international programs 
possible for adaptation in Ukraine and 
Ukrainian tailor-made programs such 
as Shkola, Prometheus and others.

Conclusions

In this article we explored different 
options for innovative development of 

    Fig. 3. Distribution of kindergarten, elementary and secondary students over total 
students with a full-time online school in U.S. [14]

0 % 10 % 20 %

26 % 28 % 46 %

30 % 40 % 50 % 60 % 70 % 80 % 90 % 100 %

Levels K-5 Levels 6–8 Levels 9–12

    Fig. 4. Comparing Google Meet and Zoom [16]

Google meet Zoom

Free Option Yes Yes

Price range (monthly) 6–25$ per user* 14.99–19.99$ per host

Maximum participants Up to 250 Up to 1.000**

Platforms supported Windows, MacOs, 
Android, iOS

Windows, MacOs, 
Android, iOS

Call Recordings + +

Screen Sharing + +

Group Messaging + +

Integrations Other Google services,
Skype, Pexip Infinity

Workplace, Salesforce,
Google services

Other Features Encrypted calls Polls, whiteboard,
encrypted calls

* �AII advanced Meet features are now included at no additional cost for all G Suite 
subscriptions until September 30, 2020.

** �Support for 1.000 participants requires Large Meeting add-on.
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educational organizations in order to 
provide learning process safely in the 
conditions of pandemic. We learned 
that most educational institutions opt-
ed for online education. In this study 
we considered the online education 
sector as a temporary solution to the 
COVID-19 crisis and as a market with 
potential for the development in near-
est future both as a substitute of tra-
ditional face-to-face education, and as 
an alternative way of studying. We an-
alysed famous available online learn-
ing platforms in the world after which 
the authors made a comparison of the 
most popular tools for online confer-
ences and meetings.
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Table 1. Comparing video/conference platforms

Name Ease of set up Users friendly Target audience Brand 
awareness 

Google Meet (Hangouts) 8 7 Mostly users of Google services, corporate 
clients

8

Skype 6 9 Business and private individuals, mostly 
adults

9

Zoom 7 8 Younger users, mostly students and pupils 7

Apple FaceTime 9 9 Users of Apple products 6

Join.Me 5 6 Businesses, organization, entrepreneurs 5

GoToMeeting  7 9 Targeted at people and entities who need 
to do business presentations, meetings and 
collaborations
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Інновації в освіті та освітні інновації в умовах пандемії 
COVID-19 в Україні

У цій статті ми зосередимося на впливі COVID-19 на ринок освіти, а та-
кож на тому, як онлайн-навчання може стати інструментом міжнародних та 
національних освітніх програм. Ми також вивчимо та порівняємо практики 
освітніх закладів США та України, які були змушені провести масштабний 
експеримент з оперативної реалізації онлайн-освіти.

Ключові слова: освітні інновації, технології, сталий розвиток, інфраструк-
турний розвиток, інноваційний розвиток, антикризове управління.
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1. Introduction

During this study, a large amount of 
useful information was obtained about 
the positive impact of academic capi-
talism on the social-economic and so-
cial-humanitarian spheres of human 
activity. Analyzing the impact of aca-
demic capitalism on the development 
of academic or university entrepreneur-
ship and further promoting the spread 
of innovation in higher education and 
science, the authors proposed to cre-
ate and introduce a new scientific and 
applied field, namely: higher education 
innovatics [1–2]. The idea of ​​creating 
this new scientific and applied field is 
based on the following task: “higher 
education innovation is designed to 
systematize a comprehensive study of 
innovative changes in higher educa-
tion and science to further disseminate 
them in higher education and science 
systems of different countries.”

Let us consider some publications 
that contain the fundamental foun-
dations of the theory of academic 
capitalism, the theory of innovation, 
innovation management, academic 
or university entrepreneurship, inno-
vation activity, innovation policy, and 
innovative environment  — the main 
factors of innovative management in 
higher education and science inno-
vative transformation. These works 
formed the basis of the theory and 
practice of the multidisciplinary di-
rection of higher education innovat-
ics. Within the framework of higher 
education innovatics, the authors will 
consider the types, varieties and direc-
tion of innovative (transformational) 
changes in the field of higher educa-
tion and science. The main goal of all 
such changes is to build an innovative 
model of the higher education and 
science system aimed at creating a 
knowledge society.

According to S.  Slaughter and 
L.  Leslie [3], the essence of “academ-
ic capitalism” is the transformation of 
scientific and teaching activities into 
a kind of entrepreneurship: the im-
plementation of research projects is 
directly dependent on the receipt of 

cash subsidies from individual corpo-
rations: “Academic capitalism deals 
with market and market-like behaviors 
on the part of universities and facul-
ty” [3, p. 21]. Within the framework of 
“academic capitalism”, the activities of 
research institutes and centers within 
the university structure are aimed at 
increasing the potential for public ap-
plication of knowledge. The authors 
give the following interpretation of 
definition of academic capitalism: “To 
maintain or expand resources, faculty 
increasingly had to compete for exter-
nal dollars that were tied to market-re-
lated research, which was referred to 
variously as applied, commercial, stra-
tegic and targeted research, whether 
these monies were in the form of re-
search grants and contracts, service 
contracts, partnerships with industry 
and government, technology transfer, 
or the recruitment of more and high-
er fees-paying students. We call in-
stitutional and professorial market or 
market-like efforts to secure external 
monies academic capitalism” [3, p. 17]. 
Note that the term “academic capital-
ism” was first introduced by E. J. Hack-
ett [4] to denote important structural 
changes in science.

“Academic capitalism” sets new 
directions for the development of 
modern higher education and mani-
fests itself on three levels: institution-
al, departmental, individual. Academ-
ic capitalism at the institutional level 
is realized against the background of 
changes in the funding of higher ed-
ucation institutions, the reduction of 
public funding and the need to find 
sources of additional funds. The study 
of academic capitalism at the depart-
mental level is of interest because it 
is here that various activities are car-
ried out, employees adapt to new val-
ues. At the individual level, within the 
framework of academic capitalism, 
there is a revision of the distribution 
of time between the main activities of 
the teaching staff: teaching, research, 
services [5]. 

In its essence, the environment of 
academic capitalism, which has covered 
the sphere of higher education and sci-
ence (as well as all other social, public 

and humanitarian spheres of human 
activity) with market and market-like 
relations, is also a new phenomenon in 
the general system of capitalism. It was 
in the environment of academic capital-
ism that the powerful innovative devel-
opment of both the socio-humanitarian 
and industrial spheres of human activ-
ity began. Accelerated innovation has 
spawned the digital revolution and has 
become an objective reality for today’s 
globalized world.

The complete description of in-
novation processes was done by 
J.  Schumpeter: he analyzed the “new 
combinations” of changes in the de-
velopment of economic systems. He 
added a definition of innovation as 
“new combinations” of new or existing 
knowledge, resources, equipment and 
so on [6, p. 65]. Also, he underlined that 
innovation needs to be distinguished 
from invention: he saw innovation as 
a specific social activity (function) car-
ried out within the economic sphere 
and with a commercial purpose, while 
inventions in principle can be carried 
out everywhere and without any intent 
of commercialization. For Schumpeter 
innovations are novel combinations of 
knowledge, resources etc. subject to 
attempts at commercialization (or car-
ried out in practice). This “combinatory” 
activity he labeled “the entrepreneurial 
function” and the social agents fulfilling 
this function “entrepreneurs” [7, p. 21]. 
Also, Schumpeter [8] and Mensch [9] 
introduced the term “innovation” into 
scientific circulation, which was defined 
as the embodiment of a scientific dis-
covery in a new technology or product.

Surveys of the literature on inno-
vation have found a great number of 
variety of definitions. Thus, in 2009, 
Baregheh et al. found around 60 defi-
nitions in different scientific papers [10, 
p. 1325], while a 2014 survey found 41 
[11, p. 1394]. Based on their survey, 
Baragheh et al. attempted to define a 
multidisciplinary definition and arrived 
at the following definition:

“Innovation is the multi-stage 
process whereby organizations trans-
form ideas into new/improved prod-
ucts, service or processes, in order to 
advance, compete and differentiate 
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themselves successfully in their mar-
ketplace” [10, p. 1394].

In an industrial survey as to 
how the software industry defined 
innovation, the following defini-
tion, given in 2010 by Crossan and 
Apaydin and built on the Organi-
zation for Economic Co-operation 
and Development (OECD) manu-
al’s definition, was considered to 
be the most complete: 

“Innovation is: production or 
adoption, assimilation, and ex-
ploitation of a value-added novel-
ty in economic and social spheres; 
renewal and enlargement of prod-
ucts, services, and markets; devel-
opment of new methods of pro-
duction; and the establishment of 
new management systems. It is 
both a process and an outcome” 
[11, p. 1400–1401].

Two main dimensions of inno-
vation were degree of [novelty] (i.e. 
whether an innovation is new to 
the firm, new to the market, new to 
the industry, or new to the world) 
and types of innovation (i.e. whether 
it is product, process, market or or-
ganizational innovation) (ibid, pp. 
1394–1395). 

Well-known and influential 
scholar Everett Rogers offered the 
following description of an innovation: 
“An innovation is an idea, practice, or 
project that is perceived as new by an 
individual or other unit of adoption” 
[12, p. 12].

Peter Drucker defined the es-
sence of innovation as follows:

“Innovation is the specific func-
tion of entrepreneurship, whether 
in an existing business, a public 
service institution, or a new ven-
ture started by a lone individual in 
the family kitchen. It is the means 
by which the entrepreneur either 
creates new wealth-producing 
resources or endows existing re-
sources with enhanced potential 
for creating wealth” [13].

Theoretical foundations of inno-
vation, innovative development and 
innovation management, include a 
global study of innovation manage-
ment 2006–2016 given in the book 
[14], in an article [15] and the papers 
of Bouwer [16–17]. 

In the comprehensive book Dam-
anpour [18] synthesizes research from 
the past 50 years of innovation stud-
ies, addressing the main elements of 
innovation and providing a connected 
perspective on innovation within or-
ganizations. The author provides an 
overview of key concepts, terms and 
theory, explores the generation and 
adoption processes of technological 
and nontechnological innovations, 
and examines innovation activity and 
internal mechanisms and procedures 
in organizations.

This research is based on the fol-
lowing conceptual foundations of in-
novative development of higher edu-
cation:
•• H. Etzkowitz’s concept of innovative 

development of society by the “triple 
helix” model [19–24], which is suc-
cessfully used in many developed 
countries (USA, UK, Canada, Aus-
tralia, Japan, Germany, Sweden and 
many other countries of the EU) and 
in the developing world (China, Rus-
sia, Brazil, some other South Ameri-
can countries, etc.);

•• B. Clark’s concept of transformational 
changes of conventional universities 
into innovative universities focused 
on in-house entrepreneurial activities 
(“business universities”) [25–27], which 
has been validated in higher educa-
tion systems in many countries of dif-
ferent continents (North and South 
America, the United States of Ameri-
ca, Western Europe, Japan, Africa).

The authors also paid great atten-
tion to the problems of innovation of: 
•• governmental strategies and innova-

tion in higher education [28];
•• fostering innovation in higher educa-

tion [29];
•• real opportunity to commercialize 

R&D results emerged, leading to rap-
id development of university and ac-
ademic science and technology [30];

•• global innovation of teaching and 
learning in higher education [31];

•• conceptualizing innovation in higher 
education [32];

•• teaching practices and pedagogical 
innovations [33];

•• roles of innovation in education de-
livery [34], etc. 

For more than 50 years the sphere 
of higher education and science has 
been subject to various innovative 
changes, the direction of which de-
pends on the goals set by the inno-
vators. Since almost all areas of social, 
economic, and public-humanitarian 
activities of mankind are connected 
with the sphere of higher education 
and science, it is advisable to investi-
gate, identify, and group innovations 
according to the areas of application 
and the tasks assigned to them.

To systematize and comprehen-
sively study the theory and practice of 
innovation in the field of higher edu-
cation and science, the authors of this 
article have developed and proposed 
a new scientific and applied multidisci-
plinary direction — “higher education 
innovatics” [1–2].

1.1. Relevance of the topic

Higher education plays a crucial role 
in the development of human society, 
both historically and in modern con-
ditions. The integrated role of univer-
sities in the period of globalization is 
presented in the publication [35]. Uni-
versities are the engines of socio-eco-
nomic development of societies and 
their national institutions. They play 
a central scientific role in society, in 
the multiplication, preservation and 
dissemination of knowledge, and are 
defined as intellectual centers and 
international organizations. It is the 
universities that must ensure the ac-
cessibility of higher education and the 
fair provision of educational services 
to all layers of the population. Uni-
versities should both solve the prob-
lems of general education and devel-
op economic science and academic 
(university) entrepreneurship. They 
must realize their historical prospects 



Higher Education Innovatics: The Role of Innovative Environment in Transformation of the Sphere of Higher Education and Science
Volume: 2020, Issue: 538

Joint Scientific Journal

for the further development and im-
provement of humanity. Therefore, the 
broad and purposeful introduction of 
innovations, best practices, techniques 
and technologies in the field of higher 
education and science should ensure 
the implementation of the integrated 
role of universities in the period of glo-
balization.

Building a knowledge society with 
an innovation-oriented type of econ-
omy in any country requires funda-
mental reform of its socio-economic 
and humanitarian spheres, innovative 
development of the system of higher 
education, science and scientific and 
technical activities. At the same time, 
a reasonable combination of the best 
foreign experience with national tradi-
tions is necessary. The priority of the 
state policy of innovative development 
of higher education requires the early 
introduction of innovative entrepre-
neurship of various types and organi-
zational and legal forms. At the same 
time, the basis of economic reform and 
the main lever in the new model of the 
economy is the activation of all types 
of entrepreneurship, including inno-
vative academic or university entre-
preneurship, as an integral socio-eco-
nomic process. Accelerated creation, 
development and implementation 
of innovations in higher education 
and science, promotion of innovative 
methods, technologies, and innovative 
entrepreneurship is especially import-
ant in the period of search for new 
economic models and strategies that 
will contribute to the accelerated de-
velopment of the social and economic 
system. In this regard, it is necessary 
to study and develop the theory of in-
novation in higher education, to deter-
mine the types and directions of inno-
vations for the early implementation in 
this area.

1.2. Statement of the problem 

The interdisciplinary scientific-ap-
plied direction in the field of higher 
education and science  — “higher 
education innovatics” study, sys-
tematize and further disseminate 

innovative transformations of sub-
jects of higher education and sci-
ence in the conditions of academic 
capitalism. The spread of market 
mechanisms in all spheres of so-
cio-economic and humanitarian 
activities of mankind, the appear-
ance of the phenomenon of aca-
demic entrepreneurship, commer-
cialization of knowledge and R&D 
need to develop and scientifically 
substantiate the theory and prac-
tice of innovative development of 
higher education and science. It is 
necessary to contribute to the prac-
tical implementation of innovative 
changes, to find, investigate, and 
implement appropriate directions, 
ways and mechanisms of innova-
tive transformation of the higher 
education sector in general, and its 
subjects  — of higher educational 
institutions, organizations and bod-
ies related to higher education. 

2. Analysis of recent studies 
and publications 

Among the latest publications on in-
novations in higher education, the fol-
lowing works seem to be interesting. 

In “Innovation in higher education; 
will there be a role for “the academe/
university” in 2025?” Eddie Blass and 
Peter Hayward [36] presents five sce-
narios for the future of higher educa-
tion underpinned by drivers of fund-
ing, the ownership and exploitation 
of ‘research’, the provision of good 
‘teaching’, and the potential missing 
link of social innovation development. 
The authors emphasize that by refo-
cusing on facilitating social innovation, 
the university can find a new means of 
adding value to society that will sus-
tain its existence beyond 2025.

In his paper Dustin Swanger [37] 
explores the current state of higher 
education and the pressures facing 
colleges. He also explores innovation 
and some of the challenges to inno-
vation in higher education, as well as 

some of the successes. This paper will 
recommend some changes that can 
be implemented on any campus to im-
prove outcomes and efficiencies.

The background report to the sec-
ond Global Education Industry Sum-
mit, held in Jerusalem on 26–27 Sep-
tember 2016 [38], covers the available 
evidence on innovation in education, 
the impact of digital technologies on 
teaching and learning, and the role 
of digital skills and the education in-
dustries in the process of innovation, 
using data from OECD surveys. Inno-
vation will be essential to bring about 
qualitative changes in education, as 
opposed to the quantitative expansion 
seen so far. These changes are need-
ed to increase efficiency and improve 
the quality and equity of learning op-
portunities. Education can also foster 
innovation in society at large by de-
veloping the right skills to nurture it. 
These skills, including critical thinking, 
creativity and imagination, can be fos-
tered through appropriate teaching, 
and practices such as entrepreneur-
ship education. Governments should 
develop smart innovation strategies 
for education with the right policy 
mix to give meaning and purpose to 
innovation, including creating an in-
novation-friendly culture. Understand-
ing the education industries better, 
including their market structures and 
innovation processes, would help to 
create a more mature relationship 
with the education sector. Innovation 
in the industry — which develops the 
products and services that could drive 
innovation in schools — does not hap-
pen in isolation from what is happen-
ing in the education sector. Only when 
there is an innovation-friendly culture 
in education systems, supported by an 
innovation-friendly business environ-
ment and policies, will industries start 
to engage in risk-intensive research 
and development. Governments can 
support this by fostering a climate of 
entrepreneurship and innovation in 
education.

The article of P. Serdyukov [39] is 
devoted to the problem of innovation 
in American higher education. Analyz-
ing the publications of American ex-
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perts in the field of higher education 
and innovation, studying the real state 
of affairs with the use of innovations in 
higher education institutions, he notes 
the following: “Unbundling is the pro-
cess by which products previously sold 
together are separated into their com-
ponent parts.” In work [40], the author 
states that in higher education there is 
a dynamic separation of teaching and 
research. This dynamic separation was 
driven primarily by financial motiva-
tion and was driven by the commer-
cial sector, but also had pedagogical 
motivation through an emphasis on 
personalization and employability. The 
article presents a theoretical analysis 
of the trend and proposes new con-
ceptual tools with which to map regu-
latory implications. 

The article [41] is devoted to the in-
stitutional innovation and some mod-
els of innovation in higher education. 
The author concludes that сontempo-
rary innovation research informs us of 
models and the nature of innovation 
and its basic facets: 
•• TAR model; 
•• a stakeholder model; 
•• the structural model;
•• governance structured models and 
•• triple helix and quadruple helix inno-

vation models.

In the book [42] the modern prob-
lems of pedagogical science and edu-
cation are studied. 

In their book Branch, et al. [43] are 
presenting primary examples of inno-
vative teaching and learning practices 
in higher education. The book is truly 
international, containing contributions 
from Australia, Denmark, England, 
Hong Kong, Italy, Qatar, Scotland, 
South Africa, Tasmania, Vietnam, and 
USA. Although the educational con-
texts are very different across these 
countries, there appears to be a strik-
ing similarity in the approach to inno-
vative teaching and learning.

The following works are devoted 
to a critical study of the problems of 
academic capitalism.

The increasing trend toward aca-
demic capitalism and profit-oriented 
entrepreneurial practices in the fields 

of education and research is discussed 
in the work [44]. This occurs as univer-
sities, in different ways and subject to 
greater or lesser financial, administra-
tive, and ideological pressures, act less 
like centers of disinterested education 
and research and more like economic 
enterprises that aim to maximize their 
revenues and/or advance the econom-
ic competitiveness of the spaces in 
which they operate. 

The article [45] provides a defini-
tion of academic capitalism, presents 
an overview of the research literature, 
outlines the prospects for academic 
capitalism in the Americas, and dis-
cusses the implications of academic 
capitalism for Latin America. Estimates 
are given of what is useful in academic 
capitalism for Brazil.

In the work [46] the author: a) de-
scribes the most important features of 
academic capitalism and their impact 
on science, as well as on the evolu-
tion of scientific knowledge; b) notes 
that academic capitalism is located in 
the intersection of scientific research, 
economic profit maximization, and in-
novation policy; c) examines the insti-
tutional conflicts of interest associated 
with corporate research funding. He 
argues that academic capitalism is a 
unique hybrid that combines the scien-
tific search for truth and the economic 
maximization of profit, and turns uni-
versities into enterprises competing for 
capital accumulation, and enterprises 
into knowledge producers looking for 
new discoveries that can be turned into 
patents and profitable goods.

The series of publications is de-
voted to the problems of organizing 
distance learning education process 
during the COVID-19 pandemic. For 
example, in works [47–50] the authors 
study the information, communica-
tion, organizational and pedagogical 
problems of organizing distance learn-
ing in periods of natural disasters and 
fors-major conditions.

3. Purpose of the article

The main purpose of the article is to 
further develop the theory and prac-

tice of the interdisciplinary scientific 
and practical direction of “higher ed-
ucation innovatics”, to determine the 
tasks, directions, and features of in-
novative transformations in the field 
of higher education and science. An 
important issue of the research is the 
effective organization of management 
in the field of innovative transforma-
tions, innovation policy, and innova-
tion relations in the subjects of higher 
education and science  — universities 
and research institutes.

As it is well-known, the issues of 
the theory of “pedagogical innovatics” 
[51–52] are studied at the Institute of 
Educational Innovations of the Russian 
Academy of Education at the Khutor-
skoy Scientific School. 

However, unlike pedagogical inno-
vation, higher education innovation is 
the result of the development of aca-
demic capitalism and studies mainly 
both its market innovation processes 
that have spread to the field of high-
er education and their impact on the 
social-economic sphere of society. The 
authors consider the further develop-
ment and dissemination of the theory 
and practice of innovative develop-
ment of higher education institutions, 
formulated in the work [53], to be a 
very important task of the innovatics 
of higher education and science. No 
less important is the theory and prac-
tice of the development of innovative 
corporate culture in the subjects of 
higher education and science — uni-
versities and research institutes.

4. Research methods and 
methodology

The authors used such research meth-
ods as: 
•• dialectical approach to the analysis 

and understanding of the content 
and features of innovative develop-
ment of higher education under the 
influence of market relations of aca-
demic capitalism and university en-
trepreneurship; 

•• analysis of innovative transforma-
tions as economic categories in the 
system of socio-economic relations 
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and relations of the integral econom-
ic system of the modern knowledge 
society; 

•• methods of abstraction, sys-
tem-structural and information-the-
oretical approaches are used to study 
the conditions for the formation of 
new innovative forms of university 
entrepreneurship, the features and 
essence of university entrepreneurial 
activity; 

•• critical study of the impact of inno-
vative transformations and academ-
ic entrepreneurship on the financial 
stability of higher educational insti-
tutions; 

•• methods of analysis and synthesis 
are used to study various innova-
tive approaches and technologies 
in higher education and to form a 
holistic picture of the complex inno-
vative activities of subjects, objects, 
and the higher education system as 
a whole.

The research methodology in-
cludes: 
•• methods of empirical research of in-

novations in the field of higher edu-
cation, including: observation, exper-
iment, comparison, measurement, 
and comparison; 

•• statistical methods of scientific de-
scription and study of various inno-
vative phenomena in the system of 
higher education, allowing quantita-
tive (numerical) expression; 

•• critical study and awareness of the 
concept of innovation in higher ed-
ucation; 

•• analysis of literary sources, including 
electronic and computer tools; com-
parison and verification of the feasi-
bility or necessity of introducing var-
ious types of innovations, analysis of 
their effectiveness, and the possibility 
of spreading and implementing them 
to objects and subjects of the higher 
education system; forecasting ways 
to form new innovative approaches, 
methods, and technologies; integra-
tion of research results and formation 
of scientific-theoretical, methodolog-
ical, and practical provisions of a new 
direction-innovation of higher edu-
cation.

5. Presentation of the main 
research material

5.1. Innovative activity in the 
sphere of higher education 
and science

As higher education innovatics is a 
branch of knowledge aimed at study-
ing, creating, explaining, and effec-
tively implementing innovations in 
the sphere of higher education and 
science, the authors will consider the 
main results of their research of types 
of innovations in higher education and 
science and direction of their imple-
mentation as the practical use of inno-
vatics theory and practice. 

The core of higher education inno-
vatics as a science is the general orga-
nizational theory of innovation with a 
focus on application in the sphere of 
higher education and science includ-
ing academic or university entrepre-
neurial activities.

The object of research in the higher 
education innovatics is the process of 
conducting innovations in the sphere of 
higher education and science; the sub-
ject is the theoretical, methodological, 
and organizational bases for implement-
ing this process; the product is a system 
of scientific and practical provisions that 
ensure the development, implementa-
tion, and support of innovations in the 
sphere of higher education and science, 
as well as their explanation and foresight.

The basic issues of organizational 
theory of higher education innovatics 
include (Fig. 1):
•• classification of innovations in the 

sphere of higher education and science 
by their focus on the types of activity;

•• classification of innovations by their 
type and model used;

•• stating their goals;
•• identification of conditions and 

methods of innovation;
•• forecasting and planning;
•• risk assessment;
•• error prevention.

There are two general types of in-
novation: sustaining innovation or dis-
ruptive innovation [54].

Such models of innovations can be 
used: radical, incremental, architectur-
al or modular [55].

Also, innovation can be used for 
profit generation (commercial) or for 
non-for-profit purpose: social, sustain-
able or green innovation and responsi-
ble innovation [56–57].

The organizational theory of high-
er education innovatics covers such 
groups of problems as: 
•• scientific (basic and applied);
•• educational and pedagogical; 
•• managerial; 
•• technological; 
•• informational; 
•• legal; 
•• organizational; 
•• financial and economic; 
•• socio-psychological and cultural; 
•• personnel (HR).

The latter group is of particular im-
portance and results in the basic prin-
ciple of innovation. Innovations are 
formed and implemented by people 
(personnel). Therefore, the main actor 
in any innovation process is a person 
and the basic principle of higher edu-
cation innovation can be formulated as 
follows: the effectiveness of the innova-
tion process in the field of higher edu-
cation is ensured by managers and par-
ticipants in this process, their creative 
potential, energy, and talent. Since the 
innovation process in the field of higher 
education takes place at different lev-
els, accordingly, managers and partici-
pants in this process should be persons 
who are endowed with appropriate of-
ficial powers, as well as have the desire 
and internal strength to experiment, a 
vision of the problem and prospects, 
creativity, the courage to take respon-
sibility for the development and imple-
mentation of changes, and other prop-
erties and character traits necessary 
for innovation. The ability to work in 
an ever-changing world is a necessary 
quality for both senior management 
personnel, as well as for specialists of 
all other management levels.

A very important reflection of the 
crucial importance of innovation in the 
field of higher education and science 
is the innovation policy, innovation 
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relations, and innovation culture of 
the subjects of this field. This sphere 
includes all higher educational insti-
tutions, scientific institutes and orga-
nizations and legal entities involved in 
the educational and scientific sphere. 
The problems of innovation policy, 
innovation relations, and innovation 
culture of the subjects of higher edu-
cation and science — universities, sci-
entific (research) institutions and other 
organizations related to these areas, 
which find themselves in the condi-
tions of academic capitalism, require 
further research. Also, in our opinion, 
a very important issue for further re-
search is the formation of a corporate 
innovation culture of employees at all 
levels of higher education and science 
in the conditions of academic capital-
ism. In the future publications, the au-
thors will consider the main provisions 
concerning innovation policy, innova-
tion relations, and innovation culture 
of higher educational institutions on 
the example of innovation-oriented 
entrepreneurial universities.

Innovations in higher education 
and science, as an open educational, 
scientific and cultural system, should be 
classified according to their complexity, 
significance, and functional purpose. 
For example, large-scale innovations 
are aimed at improving the efficiency 
of higher education as an industry that 
is part of the socio-economic and pub-
lic-humanitarian complex of the entire 
country. Innovations implemented at 
the regional level are medium-sized. 

Individual innovations are carried out at 
the level of HEIs, scientific institutions 
and their individual divisions.

Taking into account the level of sig-
nificance, it is advisable to distinguish 
international and national educational, 
scientific and cultural innovations that 
are aimed at services in the field of ed-
ucation, science, and culture by their 
scope of application (Fig. 2).

The problem of innovation man-
agement in the field of higher edu-
cation is not to optimally implement 
individual innovative projects, but to 
build structural-transformational in-
novative techniques and qualitative 
structures of new mechanisms, meth-
ods, and forms of activity. At the same 
time, the primary principle of the pro-
cess of organizing innovation activities 
in the higher education system is the 
purposefulness and specificity of inno-
vations. The goal system should have a 
well-built hierarchical structure.

Analysis of the direction and im-
pact of innovation processes in the 
field of higher education and science 
on the objects and subjects of inno-
vative transformations (Fig. 3, Fig. 4) 
certifies the necessity and importance 
of intensifying the processes of search 
and formation of new knowledge, 
identifying their scientific, technical, 
and applied significance for the further 
socio-economic development of soci-
ety, science and technology. 

Basic issues of organizational theory of higher education innovatics

Classification of innovations 
by their focus on the types of 

activity

Identification of conditions and 
methods of innovation

Classification of innovations by 
their type and model used

Stating goals of innovations

Forecasting and planning

Risk assessment

Error prevention

    Fig. 1. The basic issues of organizational theory of higher education innovatics

Innovations in higher education and science, as an open educational, 
scientific and cultural system

National educational, scientific 
and cultural innovations

Large-scale innovation: sphere 
of the higher education and 

science as an industry

Medium-sized innovation: 
innovations implemented at the 

regional

Individual innovations: the level 
of HEIs,  scientific institutions 
and their individual divisions

Personal innovations of HEI’s 
employees and research 

institutes

International educational, scien-
tific and cultural innovations

Innovative cooperation with 
foreign national systems of 

higher education and science: 
cooperation in the field of 

education and science at the 
state level

Innovative cooperation directly 
with foreign universities and 

research institutes

Innovative methods and technics 
of foreign students training 

    Fig. 2. National and international components of the innovations in the sphere of higher 
education and science, as an open educational, scientific and cultural system
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That is, the development of mech-
anisms for effective search and further 
accelerated use of new knowledge is the 
core of innovative transformations both 
in society as a whole and in its individual 
branch — the system of higher educa-
tion and science. In the field of higher 
education, new socio-economic mech-
anisms of innovation activity should 
certainly include university or academic 
entrepreneurship, the latest methods of 
accelerated transfer of technologies, the 
formation of start-up and spin-off busi-
ness structures, and so on.

Innovative changes in the field of 
higher education and science occur at 
the state, industry, regional, and do-
mestic (at the level of subjects of the 
higher education and science system) 
levels. State support is the foundation 
of innovation in the sphere of higher 
education and science. State admin-
istration of scientific, technical, and 
innovative activities in the sphere of 
higher education and science is an in-
tegral part of the country’s socio-eco-
nomic strategy. So, it should be carried 
out by means of:
•• monitoring and analysis of the state 

of achievements of the world and 
national systems of higher education, 

science and technology, technolo-
gies, and innovations;

•• development of an image of the fu-
ture (expected) state of the higher 
education system, its provision with 
the necessary scientific, technical, 
and human resources;

•• justification of key areas of develop-
ment of the higher education system 
in the short, medium, and long term;

•• creation and support of innovation 
infrastructure, including its environ-
mental component;

•• legal support of state support for in-
novation activities;

•• financial support for priority areas 
of innovative development of the 
sphere of higher education and sci-
ence; 

•• targeted funding for education and 
basic research.

State measures should also ensure:
•• capital inflows to innovative develop-

ment of higher education;
•• a high level of innovation is required;
•• training a sufficient number of en-

gineers, scientists and management 
personnel;

•• facilitating access of national high-
er education and science to foreign 
markets.

The role of the state in the man-
agement of innovation activities in the 
field of higher education and science 
is an important task of the state. For 
the state, it is necessary to solve the 
following most important tasks (Fig. 5):
1.	 To determine the technological, 

economic and main goals and a 
plan for macroeconomic transfor-
mations that will mobilize society 
with a single focus on innovative 
development.

2.	 Creating the necessary conditions 
that best contribute to the innova-
tion and investment process. 

3.	 Combining the efforts of govern-
ment agencies with business to 
support innovative initiatives of 
higher education and science sub-
jects, stimulating innovation man-
agement in this area, and spreading 
innovations in this industry. Support 
and practical implementation of 
H.  Etzkowitz’s concept of innova-
tive development of society by the 
H. Etzkowitz “triple helix” model 
[19–24]. 

Innovative activities in the field of higher education and science are aimed at:

Search, formation, accumulation, and analysis of new 
knowledge

Formation of entrepreneurial mentality and corporate 
entrepreneurial culture in subjects of innovative 

activity in the system of higher education

Use and commercialization of basic R&D results, 
applied research, design, development, and 

implementation of new equipment and technologies

Transformation of scientific research and 
development, other scientific and technological 
achievements into new or improved products, 

technologies, services introduced to the market, into 
a new or improved technological process used in 

practice or a new approach to social services

The use of new tools, methods, and technologies to 
accelerate the economic growth of society

Formation of intellectual and human capital

Academic (university) entrepreneurship, technology 
transfer, formation of start-up and spin-off structures

Formation of an innovative climate in the system of 
higher education and science, the development of 

higher education innovatics as a scientific-applied and 
practical direction of transformation and improvement 

of the sphere of higher education and science

    Fig. 3. Orientation of processes of innovative activity in the field of higher education and science on objects and subjects of innovative 
transformations
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4.	 To use and improve the advanced 
world experience in the field of in-
novative development of the sphere 
of higher education and science.

Innovation management should 
turn into a consolidated interaction 
of government and business mecha-
nisms. Creating conditions for achiev-
ing agreement between the interests 
of the state and the employee in the 

field of higher education and scientific 
and technical activities is the main task 
of the state level of management. This 
level becomes strategic, giving tactical 
and operational control to new inno-
vative individual firms and specialized 
structures in the field of higher educa-
tion and science.

At the same time, academic or 
university entrepreneurship was not-
ed as one of the main motivators and 

engines of innovation in the sphere of 
higher education and science.

Summarizing the results of a com-
prehensive study of the phenomenon 
of academic (university) entrepreneur-
ship the authors noted that entrepre-
neurial institutions of higher education 
implement their activities in higher 
education in the current market laws 
of the economic system, interacting 
with internal forces of society (with re-
sponse to its challenges and inquiries) 
under the influence of globalization 
pressure of the world community. In-
novations in the higher education sys-
tem should directly lead to innovative 
changes. It is reasonable to consider 
HEIs’ innovative activity in the high-
er education system as an economic 
category related to the capitalization 
and commercialization of intellectual 
products  — knowledge, technology, 
educational and scientific services, etc.

5.2. Innovative environment 
factor in the innovatics of 
higher education

Further development of the sphere of 
higher education and science directly 
depends on the quality of innovation 
policy and the intensity of innovation 
in this area. The main role is played 
by the human factor, which creates an 
innovative environment and uses the 
necessary innovative technologies, 
methods, techniques, and approaches.

Analyzing publications on this top-
ic, it can be noted that the article [58] 
examines some of the issues of inno-
vation policy of heads of the higher 
education system and universities in 
the process of constructing innovative 
ecosystems as an environment for the 
development of higher education and 
science.

Significant is the work [59] on how 
governments and leaders focus (and 
should focus) on competency build-
ing (including education, training, 
skills, and practical experience) in the 
design and implementation of inno-
vation policies. “Competencies should 
be defined as a set of knowledge, skills 
and experience that people and orga-

Innovative activity in the field of higher education and science affects
the objects and subjects of innovative activity for the formation of:

Innovative programs and projects

New knowledge and intellectual products, educational and scientific 
services

Innovative infrastructure in the field of higher education and science in 
the nationional system of the socio-economic and public development, 
security of human life, support of academic (university) and intellectual 
entrepreneurship

New organizational and technical solutions of economic, administrative, 
commercial or other (non-production) nature, which significantly improve 
the structure and quality of the nationional system of the socio-eco-
nomica and public development as well as the security of human life 
(non-productive and social spheres)

New experimental samples and innovative solutions of engineering and 
technical nature, innovative technologies for production of new products 
(services)

Academic (university) entrepreneurship, technology transfer, formation of 
start-up and spin-off structures

Innovative mechanisms:

Formation (formation) of markets for educational and scientific 
services

Training of labor resources of the necessary qualification

Education of employees’ entrepreneurial mentality and integrated 
corporate entrepreneurial culture

    Fig. 4. Influence of processes of innovative activity in the field of higher education and 
science on objects and subjects of innovative transformations
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nizations have. They can be considered 
as a set of acquired methods and in-
clinations to perform a specific activ-
ity, which often includes a certain set 
(analytical, physical, etc.) techniques 
and methods; and based on a cer-
tain level of past experience. Further, 
competencies are the result or out-
come of the process to which people 
or organizations are exposed (learning 
scheme and/or series of new tasks). 
The literature usually distinguishes be-
tween different types of competencies: 
managerial competencies or skills; 
competencies in science, technology, 
engineering and mathematics (STEM); 
or more general social and communi-
cation competencies.”

The article offers a typology of in-
ternal and external, and individual and 
organizational sources of competen-
cies related to innovation. This is nec-
essary to examine the most common 
initiatives that governments are taking 
in this regard. The paper highlights 
three common shortcomings and 
imbalances in innovation systems in 
terms of education, training, and skills: 
a) insufficient level of competencies in 
the system, b) time lag between short-

term needs of firms in specific compe-
tencies, and c) long time required for 
their development, and imbalance be-
tween internal and external sources of 
competence in firms. A set of general 
criteria for restructuring policy instru-
ments to address these tensions and 
imbalances has been developed by the 
authors.

In the publication [60] the authors 
believe that higher education in the 
21st century faces global forces that 
require innovative research, innovative 
pedagogy, and innovative organiza-
tional structures. A theoretical under-
standing of innovation is essential for 
the further development of higher 
education and science. The authors 
set out such a conceptual framework 
based on innovative literature in var-
ious academic disciplines. Thus, there 
are four inevitable trends in higher 
education that can lead to innovative 
responses. Working definitions of cre-
ativity, innovation, and entrepreneur-
ship are generated by clarifying several 
terms related to innovation. The con-
cepts of sustainable and destructive 
innovations are discussed. This shows 
how change and innovation have been 

a constant feature of higher education 
since its inception. Three aspects of 
innovation are considered  — diversi-
ty, intrinsic motivation, and autonomy. 
These aspects have a positive effect on 
the ability of people in higher educa-
tion to be innovative. It then examines 
three complementary concepts  — 
time, efficiency, and trust  — that are 
important for careful consideration of 
innovation in an institutional setting.

Further, if we turn to the United 
States, we get confirmation that the 
American system of higher education 
is considered to be an important factor 
in national economic, scientific, and 
social progress. More than four thou-
sand public and private institutions of 
higher education, awarding degrees 
and professional qualifications, signifi-
cantly improve the quality of their ed-
ucational and scientific activities by us-
ing innovative technologies, methods, 
techniques, approaches, and solutions. 

Due to the increasing complexity of 
production processes in all spheres of 
human activity, the demand for higher, 
professional, and special technical ed-
ucation is constantly growing. Experts 
published before the COVID-19 pan-
demic estimated that the number of 
full-time students was expected to be 
over 23 million by 2025 [61].

Over the past 20 years, growth in 
college enrollment has come main-
ly from non-traditional students (i.e., 
students who do not enroll in college 
immediately after high school and stu-
dents who do not attend college full-
time), who now account for about 40 
percent of all students.

The serious problem of expanding 
access arises after decades of skyrock-
eting tuition fees. The reasons for this 
escalation are many, from unprece-
dented competition for outstanding 
faculty and student talent, to adminis-
trative bloat, changing student tastes, 
and transforming their status from dil-
igent knowledge consumers to market 
consumers demanding more services, 
and reducing the teaching load of 
full-time teachers. Despite higher in-
come from tuition, many colleges and 
universities are under severe financial 
pressure because operating costs rise 

The role of state in the management of innovation activities in the field 
of higher education and science

Definition of technological, economic, and main goals and plans of 
macroeconomic transformations for the mobilization of society with a 
single focus on innovative development

Creating the necessary conditions for the organization and support of 
innovation and investment processes

Combining the efforts of government agencies and business to support 
innovative initiatives of higher education and science subjects, stimulate 
innovation management in this area, and spread innovations in this 
industry. Introduction of the H. Etzkowitz’s concept of the “triple helix” 
model of the creative cooperation of the triad: “universities-business-
government”

Using and improving the best international practices in the field of 
innovative development of higher education and science

     Fig. 5. The role of state in the management of innovation activities in the field of higher 
education and science
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faster and government support for 
government agencies declines. In this 
sector, innovation is critical to meet US 
needs in the coming years.

Innovation in US higher education 
can be defined as the introduction of 
new methods and customs to improve 
the efficiency of production [62].

For most teaching and learn-
ing-oriented sectors, this means re-
cruiting students and providing them 
with degree opportunities (ultimately 
with the hope of nurturing productive 
and successful citizens), which is the 
result of some kind of learning process 
coupled with a range of operational 
support services. Innovation is possi-
ble with both learning and operational 
support, and involves creativity, risk 
taking and experimentation at the in-
stitutional level.

Whether a HEI or another orga-
nization innovates depends on a mix 
of factors, including the availability of 
new technological opportunities, and 
the market and social context in which 
they operate. Labor intensive indus-
tries innovate using a number of ap-
proaches, including:
•• the use of information technology; 
•• different work strategies, such as 

greater differentiation of job roles, 
the use of contingent workers, and 
creative compensation schemes; 

•• re-engineering of key processes, for 
example, through subcontracting;

•• emphasis on core mission and sepa-
ration of support activities.

Federal policy plays a critical role in 
promoting innovation in higher edu-
cation through funding levels and reg-
ulations, as well as the broader regula-
tory environment that affect learning 
and operations. 

The authors made recommenda-
tions in three major areas: reworking 
student financial aid, creating a regu-
latory framework conducive to institu-
tional experimentation, and generat-
ing new exemplars for wider adoption 
[61].

Analyzing the data from many sci-
entific sources and summarizing the 
results of their own research, the au-
thors propose to consider activities 

promoted by higher education inno-
vatics (Fig. 6) and innovative environ-
ment of these activities (Fig. 7).

Innovation in higher education 
should comprehensively promote such 
activities:

All these activities take place in 
such an innovative environment.

One of the tools of innovation 
management in the sphere of higher 
education and science is the innova-
tion policy (policy of innovation). As it 
is known, the innovative policy is the 
state policy directed on control and 
maintenance of balance between the 
rights of owners of the information 
and necessity of innovations and tech-
nical progress. On the other hand, in-
novation policy is also a link between 
research and technological develop-
ment policy and industrial policy. It is 
aimed at creating favorable conditions 
for bringing ideas to market.

The authors suggest that innova-
tion policy in the sphere of higher ed-
ucation is the link between the policy
•• of research and scientific (scientif-

ic-technological) activities;
•• of search and dissemination of 

knowledge;

•• of education and training of qualified 
specialists — on the one hand;

•• of technological development;
•• of industrial policy;
•• of environmental policy  — on the 

other hand. 

In general, innovative policy in the 
sphere of higher education is one of the 
main components of state socio-eco-
nomic policy of society development 
and is aimed at creation of favorable 
conditions for bringing new ideas cre-
ated in this sphere to the market.

In this case, the following lev-
els can be considered: state; industry 
(the sphere of higher education and 
science); regional or local; subjects of 
industry subordination (universities, 
colleges, different educational insti-
tutions or scientific institutions, other 
organizations of the system of higher 
education and science, etc.) [53]. When 
considering a university or research 
institute, it is necessary to distinguish 
between external and internal innova-
tion policies. 

External innovation policy is a joint, 
coordinated by the team line of behav-
ior of the university or research insti-

Activities promoted by higher education innovatics

Creation of an innovative 
environment

To develop mechanisms for 
human adaptation to innovative 

changes

To study the principles of the 
processes of development and 
formation of innovations, intro-
ducing new solutions to existing 

problems

To study the use and dissemina-
tion of innovative flows

To research change management 
mechanisms

To study and propose ways 
to overcome resistance to 

innovations in the field of higher 
education, pedagogical, scientific 

and engineering activities

To promote and prove the ben-
efits of innovation, the impact of 

innovation on the development of 
competition in higher education 
and science, as well as on accel-
erating and improving the devel-
opment of higher education and 
science in the state as a whole

To study the use and dissemina-
tion of innovative flows

    Fig. 6. Activities promoted by higher education innovatics 
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tute in the market of educational and 
scientific services, determines priority 
innovation projects and that leads to 
an increase in the level of development 
of the university or research institute.

Internal innovation policy is the 
regulation of personnel behavior 
aimed at the innovative type of de-
velopment of the university (research 
institute). The essence of staff behav-
ior is determined by the relations that 
develop between employees in the 
innovative field of activity of a univer-
sity or research institute. In general, 
the innovation policy of a university 
or research institute is a guide to the 
selection of priority areas of the inno-
vation process, the development and 
implementation of innovative plans 
and projects, the formation of the nec-
essary relations between employees 
in the university (research institute). 
By its type, the innovation policy of a 
university or research institute can be 
different: narrowing (reduction); stable 
functioning; growth (expansion).

The policy of narrowing (reduction), 
stable functioning or growth (expansion) 
is based on the analysis of the goals of 
the university or research institute, which 
is defined as the specific final state (final 
position) of the university or research in-
stitute, or the desired result.

In determining the purpose con-
traction (decrease) in the final state 
(position) of the university or research 

institute is seen in sustaining, main-
taining production volumes of research 
and educational services, the share of 
developed market of such services, 
wages and number of workers or in 
the gradual slowdown in the growth 
of production volumes of research 
and educational services, hoping for 
the possibility of advancement in the 
future. The goals of narrowing (reduc-
tion) are chosen by universities and 
research institutes operating in unfa-
vorable conditions. Investments in in-
novative projects in this case are either 
absent or random. It is a survival policy. 

The innovation policy of stable 
functioning provides for comprehen-
sive improvement and improvement of 
the quality of educational and scientific 
activities through the introduction of 
innovative methods and technologies. 
At the same time, there are no plans to 
increase or decrease the scope of stat-
utory activities. Targets for growth (ex-
pansion) suggest a positive trend, the 
difference between them depends on 
their content and they can be aimed at:
•• achieving a high level of education-

al, scientific, methodological and 
technological development, which 
is manifested in the state of the im-
plemented educational and scientific 
processes and training technolo-
gies — in the degree of their novelty, 
quality, economy, productivity, pro-
gressiveness;

•• achieving a high level of economic 
development of a university or re-
search institute, which is manifested 
in increasing the competitiveness of 
educational and scientific products 
and services, increasing its market 
share, expanding volumes, improv-
ing financial results and financial 
condition;

•• achieving a high level of social de-
velopment of a university or research 
institute, which is revealed in the 
socialization of the results of activi-
ties and increasing the role of a per-
son — the humanization of the man-
agement process.

Investments in innovation in the 
growth policy are regular and have a 
clear focus that characterizes the inno-
vation policy. Innovative growth policy 
is characterized by external (socializa-
tion of performance results) and inter-
nal (humanization of the management 
process) social orientation.

Innovative growth policies can be 
extensive or intensive, risky or moder-
ate, and allow for the use of alternative 
sources of financing and investment.

The main principles of the exter-
nal innovation policy of the sphere of 
higher education and science and its 
structural units — universities and re-
search institutes are:
•• the unity of scientific and educational 

processes, administrative and mana-
gerial activities and their focus on the 
economic, social and spiritual devel-
opment of society;

•• optimal combination of state regu-
lation and budget financial support 
with self-government and self-earn-
ing funds;

•• formation of innovative projects in 
priority areas of research defined 
by the state and regional innovation 
and scientific and technical policy;

•• support of leading scientists, research 
teams, scientific and scientific-peda-
gogical schools capable of providing 
advanced level of education and 
scientific research, development of 
scientific and technical creativity of 
young people;

•• conducting a full cycle of research 
and development, ending with the 

Innovative environment of activities promoted by higher education innovatics

Innovation ecosystem

Innovative policy

Innovative thinking, 
consciousness, and behavior, 
including business qualities, 
entrepreneurial mentality, 

knowledge, skills, and experience

Internal and external innovation 
relationships

Innovative individual and 
corporate culture

Innovative microclimate/ 
innovative aura

Competency building (including: 
education, training, skills and 
practical experience), with a 
special focus on academic 

(university) entrepreneurship and 
business competencies

    Fig. 7. Innovative environment of activities promoted by higher education innovatics
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implementation of ready-made ser-
vices and products, the formation of 
startups (spin-off and spin-out);

•• support for entrepreneurial activity in 
the scientific field, wide commercial-
ization of R&D results;

•• internationalization of education with 
the subsequent integration of sci-
ence and education into the interna-
tional community;

•• formation of network structures in 
the organization of innovative and 
scientific-technical activities; forma-
tion of the world base of scientific 
knowledge.

•• Internal innovation policy should be 
formed and implemented on the ba-
sis of the following principles:

•• continuous development of the in-
novative potential of the university or 
research institute, which is necessary 
for the implementation of innova-
tions;

•• integrated implementation of inno-
vations, in which all types of inno-
vations are closely interrelated and 
mutually promote each other;

•• creation of a structural unit responsi-
ble for the formation and implemen-
tation of innovation policy, strategy;

•• staff mobilization, maximum use of 
financial, material and intellectual 
resources for the implementation of 
innovation;

•• material, moral and social encour-
agement of innovation activity;

•• risk accounting and assessment.

The innovation policy of an en-
trepreneurial university, as a tool for 
managing its development, is a deci-
sive factor in innovation activity, one of 
the important elements of the innova-
tion process in the university, research 
institutes, etc. This policy should pro-
mote the disclosure of innovative po-
tential, the creation of innovative-ac-
tive, effective behavior of personnel.

The innovation policy of an entre-
preneurial university should take into 
account the specific features of the ac-
tivity of an educational institution fo-
cused on academic entrepreneurship. 
The main components of the innova-
tion policy of an entrepreneurial uni-
versity are:

1.	 Environment:
•• external-favorable, neutral, unfavor-

able:
›› regional (municipal) level;
›› regional (municipal) level;
›› national level;
›› international level;

•• internal.
2.	 The goal of university development:
•• narrowing (decreasing);
•• growth (expansion):

›› extensive;
›› intensive.

3.	 The attitude to risk:
•• risky;
•• moderate (moderate).

4.	 Field of activity:
•• educational;
•• scientific (scientific and technical);
•• cultural and educational activities;
•• administrative and managerial sup-

port;
•• financial;
•• academic and entrepreneurial;
•• related business (provision of various 

paid services);
•• economic, commercial, auxiliary, and 

other types of university activities;
•• sports, leisure, everyday life, extra-

curricular activities of the university.
5.	 The nature of innovation selection:
•• selective;
•• indicative;
•• comprehensive.

6.	 Sources of funding for universities:
•• budget;
•• extra-budgetary;
•• your own;
•• multi-channel system for finding, at-

tracting and accumulating funds.
7.	 The method of forming the innova-

tion policy of universities:
•• traditional;
•• intuitive;
•• scientifically based.

8.	 The nature of the implementation of 
the innovation policy of universities:

•• stable;
•• unstable.

9.	 The degree of entrepreneurship im-
plementation:

•• low (medium);
•• high.

10.	 Expected results of the implemen-
tation of the innovation policy of 
universities:

•• innovative development of higher 
education institutions;

•• innovative development of the re-
gion;

•• local, regional and national econom-
ic growth.

The external and internal policies 
of universities are understood in the 
same way as for enterprises (organiza-
tions). The feature of modern exterior 
innovation policy of the university is 
implementation of advanced foreign 
experience of leading universities in 
the world for international education, 
internationalization of higher edu-
cation, the introduction of distance 
learning, partnerships with foreign 
universities and sharing them with stu-
dents and teachers. The same applies 
to exchanges with entrepreneurial uni-
versities. 

Extensive innovation policy is a 
policy of changes in the direction of 
quantitative development of certain 
characteristics of the activities of uni-
versities that are amenable to innova-
tion.

Intensive innovation policy  — is 
the policy of changes in the direction 
of qualitative improvement of the rele-
vant characteristics.

In terms of risks, a moderate inno-
vation policy is typical for universities.

Taking into account the specifics of 
the activities of universities, risk-taking 
can only be carried out in scientific 
activities (research and implementa-
tion of the results of the latest scien-
tific and technical developments and 
technologies). But the university must 
develop a risk management program. 
Among the methods of risk manage-
ment, preference should be given to 
risk insurance and the distribution of 
responsibility of the participants (main 
performers) of the innovation project. 
Indicative innovation policy means 
that the university should develop in 
accordance with the civil and public 
indicators (standards, norms) estab-
lished by the society. Selective innova-
tion policy means development in the 
priority areas defined by the external 
innovation and industrial policy of the 
state and the region.
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The traditional approach to the 
formation of innovation policy means 
that it does not take into account the 
requirements of the external environ-
ment, qualitative changes in the in-
ternal environment, and the level of 
development of the university itself. 
The intuitive approach involves the de-
velopment of an innovation policy by 
one person based on intuitive feelings. 
A science-based innovation policy is 
a collective social process of improv-
ing the activities of universities based 
on established traditions, advanced 
foreign experience, trends in the de-
velopment of the university and the 
country, with mandatory consideration 
of national characteristics.

The innovation policy of the entre-
preneurial university can include such 
main directions (Fig. 8):
•• educational (organization of the 

educational process, provision of 
statutory educational services, de-
velopment of educational technolo-
gies, organization of methodological 
work, etc.);

•• scientific, scientific and technical (or-
ganization of scientific research in 
priority areas of science and technol-
ogy, automation and informatization 
of all areas of the university, imple-
mentation of design work, develop-
ment of new equipment and high 
technology);

•• cultural and educational (upbringing, 
education of children, parenthood, 
cultural and educational work with 
students, organization of socio-hu-

manitarian and socially useful activi-
ties of students and teachers, provid-
ing patronage assistance to schools, 
participation in charitable projects, 
etc.);

•• administrative and managerial (mak-
ing administrative and managerial 
decisions at different levels of man-
agement of the university: rectorate 
→ deans → departments → execu-
tors; councils → implementation of 
council decisions);

•• financial (new forms of using financial 
savings; expanding sources of finan-
cial resources, funds; new methods 
and measures to preserve and in-
crease the financial resources of the 
university);

•• academic-entrepreneurial (patent 
and licensing activities, technology 
transfer and dissemination of new 
knowledge, commercialization of 
R&D results, creating of new technol-
ogies and startups);

•• economic (administrative and eco-
nomic activities), commercial (ob-
taining additional income through: 
commercial use of real estate and 
material and technical means of the 
university; organization on commer-
cial terms of related and additional 
educational and scientific services, 
professional advice and expertise; 
provision of premises and equipment 
for forums, conferences, seminars on 
a rental basis; production and sale of 
souvenir products of the university; 
organization on contractual terms of 
publishing activities for internal and 

external customers, etc.), auxiliary 
and other (by type of activity of the 
university);

•• sports (organization of sports com-
petitions, leisure time for students 
and teachers, health promotion and 
life improvement of students and 
teachers);

•• cooperation with the “outside world” 
(business contacts with customers and 
consumers of educational and scien-
tific services, commercialized R&D 
results, representatives of the state 
(government), industry (business), 
presence in the markets of education-
al and scientific services, participation 
in competition with other universities 
and scientific (research) institutes;

•• extracurricular activities of the univer-
sity (organization of different compe-
titions, cultural events, humanitarian 
and international programs). 

Budget innovation policy is one 
that is fully funded from the budget of 
all levels: state, regional, and munici-
pal. Extra-budgetary innovation policy 
is financed from the financial resources 
of extra-budgetary funds, firms, enter-
prises, organizations and institutions, 
the population, sponsors, and foreign 
sources. With its own funding, the 
university carries out innovative activ-
ities at the expense of earned funds 
(financial resources). A multi-channel 
innovation policy implies that fund-
ing comes from all the sources listed 
above, and financial resources (loans) 
from banks can also be attracted. 

By the nature of implementation, 
an innovation policy can be stable, that 
is, one that is implemented in accor-
dance with the adopted program and 
plans of innovation activity, or unsta-
ble, that is, implemented to the extent 
of objective and subjective necessity.

Innovation policy can be based 
on a low (medium) or high degree of 
entrepreneurship implementation in 
higher education institutions. Budget 
(state, municipal) universities with sub-
stantial state support can afford to use 
only some types of entrepreneurship 
(marketing, advertising, and search for 
customers of educational and scien-
tific services and potential employers 

Directions of the innovation policy of the entrepreneurial university

Educational (teaching, training)

Scientific, scientific and technical

Cultural and educational

Administrative and managerial

Financial

Academic-entrepreneurial

Economic

Sports

Extracurricular activities

Cooperation with “outside world”

    Fig. 8. The main directions of the innovation policy of the entrepreneurial university
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for graduates). For private education-
al institutions, entrepreneurship is the 
main tool for implementing statutory 
activities.

In practice, it is possible to conduct 
external intensive, moderate in degree 
a sustainable innovation policy based 
on a multi-channel (multi-resource) fi-
nancing model and effective statutory 
business activities. The internal policy 
should correspond to the external one. 
Otherwise, the university will not only 
not be able to develop, but may even 
cease its activities.

It is expected that the results of 
the implementation of the innovation 
policy of universities can be both the 
internal innovative development of 
universities, and the innovative devel-
opment of the region, local, regional 
and national economic growth. The 
introduction of innovations in industry 
(business) can be carried out through 
the transfer of innovative technologies, 
the transfer (transplantation) of new 
types of industry, the opening of new 
firms and companies (startups), the 
improvement and innovative transfor-
mation of existing industrial facilities, 
and so on. Together with the perfect 
academic entrepreneurial activity that 
allows commercializing the results of 
R&D, local, regional and national in-
novative development is a significant 
contribution of universities to the so-
cio-economic improvement of society.

Any process corresponds to certain 
relationships that develop between its 
participants. Innovation policy is char-
acterized by innovative relations that 
should be implemented by the sub-
jects and objects of management.

The subject of management rela-
tions is the active link that influences 
these relations; the object of manage-
ment relations is the passive part of 
the relationship, perceives the influ-
ence and is exposed to it. In this sense, 
any subject (carrier) of managerial re-
lations is to some extent both an active 
and a passive link. The subjects (car-
riers) of innovative relations of higher 
education are all members of society, 
social groups, social structures that are 
somehow related to the field of edu-
cation, science and production. They 

can be individual and associated (col-
lective).

The University can also act as the 
subject and the object of interaction 
with the external environment at the 
macro, meso, and micro levels (from 
the perspective of the innovative rela-
tionship to the environment and the im-
portance of action, as well as on spatial 
scope and effect of the action). From 
the standpoint of macroeconomics, 
universities themselves, which are the 
institutional links of the formal educa-
tion system, can also act as subjects of 
innovative relations. At the same time, 
they act as control objects. A universi-
ty can act as an economic entity in the 
scientific and production complex, in 
the regional educational system, and 
in the system of continuing education, 
entering both internal (internal universi-
ty, internal-institute, internal-corporate) 
and external management relations 
with the environment. At the micro lev-
el, the subjects of innovative actions are 
the heads of universities, the structural 
unit responsible for innovation policy. 
The objects of management are, on the 
one hand, innovation activities, on the 
other — the entire staff of the univer-
sity. Actually, innovation relations arise 
between people about the formation 
and implementation of innovations. At 
the same time, the processes associat-
ed with the production and reconstruc-
tion of the new (new knowledge, new 
products or services, new management 
combinations, new social relations) or 
simply with the introduction of changes 
in the already known, existing, should 
not be spontaneous, unconscious, but 
necessarily consciously put on a sci-
entific basis and have the character of 
specialization. Since then, when inno-
vative relations become such that they 
are constantly reproduced, we can talk 
about a special type of managerial re-
lations  — innovative relations that are 
present in any sphere of human life, in-
cluding in higher education and science.

In the higher education, there are 
innovative relations of both objective 
and subjective nature (Fig. 9). They are 
implemented through the interests of 
the subjects and objects of higher ed-
ucation.

Objective innovative relations in 
education are socially and econom-
ically dependent, directed by the in-
terests of society and dependent on it. 
These include:
•• innovative economic, including inno-

vative market (innovative entrepre-
neurial);

•• innovative pedagogical;
•• innovative managerial, including in-

novative organizational;
•• innovative financial;
•• innovative operations with property.

The subjective innovative relations 
include innovative psychological and 
innovative moral, affecting feelings, 
emotions and subjective ethical as-
sessments of people. They also include 
the relationship of innovative corpo-
rate culture. 

Innovation-psychological, in par-
ticular, is the psychological contour of 
relations that express the psychology 
of economic entities and the universi-
ty. For example: the expectation, pa-
tience, and remaining confidence in 
the authorities on the part of the sci-
entific and pedagogical corps regard-
ing the fair distribution of the rich in 
their potential and at the same time 
limited resources.

They are an important part of the 
socio-psychological relationships that 
remain in the field of education last, 
when everything else disappears. 
Teacher, scientist — these are the pro-
fessions in which the primary impor-
tance is the vocation, talent, talent, 
desire to create and serve humanity. 
These professions will be alive as long 
as a person lives.

Relations of innovative corporate 
culture or innovative-moral relations 
are such relations between people that 
can be evaluated from the point of 
view of good and evil (for example, it 
is honesty, reliability of social relations 
of economic entities). The innovative 
corporate entrepreneurial culture of 
the university is important (see be-
low). Also, innovative moral and eth-
ical norms of relations in educational 
institutions are very important, which 
can act as a guard against abuse and 
corruption.
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All the above-mentioned types of 
innovative relations in education are 
carried out in the system of reproduc-
tion of goods and resources, sectoral, 
regional and intersectoral relations: be-
tween the spheres of economy and so-
ciety, between education and society.

Changes in innovation and eco-
nomic relations in higher education, 
carried out on a systematic scientific 
basis, accelerate social progress. Oth-
er types of innovation relations, espe-
cially innovation-financial and innova-
tion-management relations, can and 
should contribute to such progress 
by synchronizing innovative changes. 
These types of relations are typical for 
both the external and internal innova-
tion policy of the university.

The new types of innovation poli-
cy in higher education and science are 
caused by global changes, emergen-
cies, and force majeure circumstances. 
Forced or emergency distance learn-
ing (F/EDL) is a temporary transition of 
teaching to an alternative mode due to 
crisis circumstances. This type of train-
ing is extraordinary and is characterized 
by the fact that: first, online learning is 
becoming the main type of teaching 
and learning, but not all teachers and 
students of many universities around 
the world are ready to constantly work 
on the internet remotely. Secondly, 
the educational and methodological 
support of training courses for use 
exclusively online has not been mas-
sively developed and implemented in 
the higher education system of many 
countries. Third, after the end of the 
crisis circumstances, most universities 
in the world will return to the usual 
classroom hybrid full-time and distance 
learning, which the vast majority of stu-
dents and teachers dream of. The inno-
vation of F/EDL lies in the instant tran-
sition from the usual form of university 
education, based on direct classroom 
face-to-face contact between teachers 
and students, to the remote location of 
students from teachers and classrooms 
on university campuses. In addition to 
an insufficiently developed educational 
and methodological base, a successful 
educational process can be hindered by 
students’ lack of control during testing 

and passing exams online. New tech-
nological and methodological develop-
ments are needed to solve these prob-
lems. The main feature of F/EDL is the 
difference between the delivery of on-
line courses and distance teaching  — 
training with the help of professors, and 
distance learning — learning of courses 
by students studying themselves. For 
the successful organization of long-
term online training, it is necessary to 
simultaneously solve problems of in-
formation and communication nature, 
organizational, pedagogical, and meth-
odological nature, as well as problems 
of ethics and integrity in the process of 
independent training of students and 
monitoring their progress (Fig. 10).

6. Conclusion

Academic capitalism makes the inno-
vative development of higher educa-

tion and science real and inevitable. 
For a better understanding of the 
promising directions of such develop-
ment, both theoretical research and 
practical experiments are required, as 
well as the creation of fundamental 
knowledge in this area.

It is the innovatics of higher educa-
tion that aims to combine theoretical 
research and practical experience in 
order to better understand the essence 
of innovation in higher education and 
science. The study examines some of 
the main issues of the organizational 
theory of innovatics in higher educa-
tion, the orientation of innovation pro-
cesses in the field of higher education 
and science to objects and subjects of 
innovative transformations, the impact 
of innovation processes in the field of 
higher education. 

In the system of higher education 
and science, objects and subjects of 
innovative transformations are high-

Innovative relations in the sphere of higher education and science

Objective innovation relations Subjective innovation relations

Innovation-economic, including 
innovative market (innovative 

entrepreneurial)

Innovative psychological

Innovative moral

Innovative pedagogical Innovative corporate culture

Innovative managerialical, in-
cluding innovative organizational

Innovative operations with 
property

Innovative financial

    Fig. 9. Innovative relations in the sphere of higher education and science

Problems of F/EDL

Information and communication 
nature

Organizational

Pedagogical and methodological 
nature

Problems of ethics and integrity

    Fig. 10. Problems of the forced or emergency distance learning
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lighted, the most important tasks of 
the state in the management of inno-
vations in the field of higher education 
and science are considered, as well as 
the activities promoted by innovators 
in the field of higher education and 
the innovation environment around 
them.

The analyzed main directions of 
the innovation policy of the entrepre-
neurial university and innovative rela-
tions in the field of higher education 
and science can form the basis of the 
scientific and practical direction of re-
search — innovatics of higher educa-
tion. The problems of competencies 
underlying innovation policy in the 
field of higher education and science 
deserve further research.
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Романовський О. О., Романовська Ю. Ю., Романовська О. О., Ель Махді М.

Інноватика вищої освіти: роль інноваційного середовища 
у трансформації сфери вищої освіти і науки

Інноваційні перетворення у сфері вищої освіти та науки, як правило, від-
буваються в  рамках інноваційної політики, яка визначається лідерами цієї 
сфери. Слід зазначити, що інноваційна політика у  сфері вищої освіти є  спо-
лучною ланкою між політикою досліджень та науковою (науково-технічною) 
діяльності, пошуком та розповсюдженням знань, освітою та підготовкою ква-
ліфікованих фахівців у галузі технологічного розвитку, промислової політики та 
екологічна політика.

Інноваційна політика у  сфері вищої освіти та науки є однією з основних 
складових державної соціально-економічної політики суспільного розвитку та 
спрямована на створення сприятливих умов для виведення на ринок нових 
ідей, створених у цій сфері.

Стаття присвячена подальшому розвитку теоретичних засад інноватики 
вищої освіти. Розглянуто основні питання організаційної теорії інноватики ви-
щої освіти; національна та міжнародна складові інновацій у сфері вищої освіти 
та науки, як відкритої освітньої, наукової та культурної системи; орієнтація та 
вплив процесів інноваційної діяльності у сфері вищої освіти та науки на об’єк-
ти та суб’єкти інноваційних перетворень; найважливіші завдання держави 
в управлінні інноваційною діяльністю у сфері вищої освіти та науки; діяльність, 
яку просувають інноватори у сфері вищої освіти; інноваційне середовище.

Вивчаються основні напрямки інноваційної політики підприємницького 
університету та інноваційних відносин у сфері вищої освіти та науки.

Також аналізуються проблеми примусового чи екстреного дистанційного 
навчання.
Ключові слова: інновація вищої освіти, інноваційна політика, інноваційне 
середовище, управління інноваційною діяльністю.
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