CITMCOK UCITOJIb30OBAHHBIX NCTOYHNKOB

1. O6 yrBepxaernu [IporpaMmsl coIanbHO-3KOHOMIYECKOT0 pa3BuTus Pecrryonmuku benapycs va 2021-2025 roast
[DnexTponnsni pecype] : Ykas [Ipesunenta Pecn. bemapych, 29 mroms 2021 1., Ne 292 // Ham. IlpaBoBoit UuTepHeT-
noptain Pecnt. Bemapyce. —2021. — 1/19834.

2. Beperennnkosa, E.C. Lludposas mratdopma Kak HHCTPYMEHT MHTETPAIIMN U COTPYJHUIECTBA YIaCTHUKOB IIEIeH
MIOCTaBOK PETMOHA: CYNTHOCTH, 33/1a4H, epcreKTHBHI ucronab3oBanns / E.C. Beperennukosa // AKTyanbHbIE TPOOIEMBI
9KOHOMHUKH 1 MeHekMeHTa. — 2021. - Ne 4 (32). - C.26-33.

3. Kpusernko, H. B. MmMmnopro3aMemenne Kak WHCTPYMEHT CTaOWINM3AIMK COIHATbHO-3KOHOMHYECKOTO Pa3BHTHS
perunonoB / H.B. Kpusenko, /[.C. Enanemrankosa // OxoHoMmuKa peruona. - 2020. - T. 16, Bem. 3. - C. 765-778.

4. Xomnnencen, C. 'mobansasiit Mapketunr / C. Xomnencen. — M: OOO «Hosoe 3nanme», 2004. — 832 c.

5. Jlykuna, C.I'. Monenu ontummsanuu B cucremMe SCM: mporpeccuBHOE ynpasieHue LermsiMu mocraBok / C.I.
Jlyxuna, A.A. Canpikos, P.B. @aiizymumus //BectHuk yanBepcureta. - 2023. - Ne 8. - C. 116-127.

6. bopoBkoBa, B.A. Pa3paborka MeToanknm OIEHKH 3(GQEKTUBHOCTH peajM3allii pPErHOHAIBHON CTpaTernu
nmmnopTo3amenienust / B.A. boposkosa B.A., M.O. Tuxanosud // ®uHaHCOBAs aHATUTHKA: MPOOIEMBI U PELICHUS. —
2017.—T. 10, Ne 7. - C. 722 - 737.

7. Cionumckasi, M. A. CeteBble popmbl opranuzanun 3koHoMukr / M. A. Cnornmckast; Hayd. pen. A. E. JlaiiHeko;
Han. akan. Hayk benapycu, MHCcTHTYT S5K0OHOMEKH. — MuHCk: benmapyckas HaByka, 2018. — 279 c.

8. Tkauenko, M.H. Onenka Bkiaza CTEHKXOJIEPOB B CTOMMOCTh KOMITAHHH: MPUMEP POCCHHCKOTO OaHKOBCKOTO
cekropa / I.H.Tkauenko, A.A. 3nsirocres // Yrpasinenen. - 2018. - T. 9. Ne 4. - C. 40-52.

338.242.2
A PRODUCT STRATEGY AS THE BASIS FOR INNOVATIONS

O. Voskobovich, senior marketing specialist, OJSC “MAZ” — managing company of holding “BELAUTAMAZ”, Minsk

Abstract. Modern companies, that compete successfully in the tech markets, attach a lot of importance to
comprehensive product strategies. This article intends to explain development of a product strategy. It presents the
product strategy development process and the tech product differentiation formula. Companies in the Republic of
Belarus can use them to increase competitiveness of their products.
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Introduction. Ability to create competitive products is a crucial part of market success. Companies with compelling
products have a better market position or even increase their market share, and companies with outdated products risk to
lose previously acquired market positions. In these conditions the definition of the steps for development of a product
strategy continues to be relevant. The purpose of the article is to define these steps.

The main part. A product is an item or service, that brings value to a customer in exchange for a price [1, p.3].
Product value is a set of product benefits, that costumers get, when they purchase products [2, p.3]. When companies do
research to find technological improvements and then use them to improve an existing product or to create a new product,
they increase product value [2].

Modern companies use product strategies as the basis for development of competitive products. A product strategy is
the determination of the long-term product development goals, and the adoption of courses of action and the allocation of
resources necessary for carrying out these goals [3, p.5].

The product strategy development process is a complex activity that includes interactions between executives,
marketing, sales, engineering, production and other teams. In general, the product strategy development process includes
five steps:

Table 1-The product strategy development process
Step Description

The product strategy development process starts from a formulation of a product vision
and strategic goals.

A product vision is a statement about a product, that company is intending to develop. It
describes value, that a product will provide to customers and stakeholders. It should be
linked to a corporate vision [4].

Strategic goals are specific, measurable goals, that track progress to meet a product
vision [4].

1. Formulation of a product
vision and strategic goals
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Step Description

The aim of market research is to find technological improvements. There are several types
of market research, that can be highly useful in the product strategy development process:
2. Market research andlan analysis of technological factors and regulatory changes, a market trends analysis,
internal environment/benchmarking, focus groups [5]. An internal environment analysis of a company is done
analysis in order to find internal capabilities and problems, that may influence product
development. It includes analysis of people, business partners, processes, products, a set of
technologies, assets and ongoing projects [4].

A product team uses results of market research and company internal environment
analysis to find strategic options.

A strategic option is an assumption about direction of product development. It consists of
a product development opportunity and potential product development
solutions [4].

A product development opportunity is a brief description of customers wants, emerging
technologies, or market trends [4].

A potential product development solution is a precisely formulated proposal for product
development [4].

3. Determination of strategic
options

A selection of product development solutions is a very important part of the product
strategy development process. Selected solutions must be feasible and marketable. Product
team members evaluate product development solutions taking into a consideration results
of market research and an internal environment analysis. They can use several tools:

1) Written narratives on every defined solution with detailed information about a proposed
solution, needed skills and resources, and benefits for customers [4].

2)A value-effort matrix or a quantitative comparison of
solutions [4]. A product team can develop new qualitative or quantitative methods to
evaluate and select product development solutions.

4. Selection of product
development solutions

Product team members develop a plan of selected solutions implementation using strategic
roadmaps. A strategic roadmap is a schedule showing future product revisions or iterations
[1, p.134].

A 3-year horizon is most appropriate for many product strategies. A strategic roadmap is
used to communicate strategic plans to team members and stakeholders [4].

5. Development of an
implementation plan

Developed by the author [3, p.1-30], [4].

A strategy execution stage starts after strategy development [3, p. 12]. It includes all activities, that are necessary for
implementation of selected solutions [1].

Differentiated value is a characteristic of a winning product strategy [3, p. 6-7,12]. Modern technological companies
implement new technologies to differentiate their products. This is the general pathway to differentiation, that can be
conceptually presented using the following formula:

OR OR

Figure 1 —The tech product differentiation formula
Developed by the author

Tech companies create differentiated value of a product by implementation of technologies, that are new or haven’t
found appropriate application in an industry yet. This approach gives them a possibility to outcompete their market
competitors.

While the formula looks simply, it is very difficult to realize it in practice. In the modern world of fast technologies
development and lack of resources very few companies can develop highly differentiated products and arrange their
manufacturing.

Conclusion. In this article the product strategy development process and the product differentiation formula were
presented. A precisely formulated product strategy can be useful for companies, that have high product development
costs. It provides the general framework for development of competitive products, that might be sold in sufficient
volumes.
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BO3MOKHOCTH NIPUMEHEHUA SKOCUCTEMHOI'O IOAXO/IA K YKPEIIJIEHUIO
KOONEPAIIMOHHOI'O B3BAAUMOJIENUCTBUA BUSHECA B PAMKAX EA3C

C.A. I'puyesuy, ®DMMII BHTY, e. Munck

Pesztome. B cmamve oceewgena 6ajicHocns NosvlueHUs POIU KOONEPAYUOHHO20 B3aUMOOCUCTNBUSL 8 CINPAHAX-YUTIEHAX
EADC ¢ yuemom mexywux 6b130608 U HOBbIX COBPEMEHHBIX NOOXOO008, GUANCHBIM U3 KOMOPLIX ABNAEMC I IKOCUCTHEMHBIIL
NnO0X00, OCHOBAHHBIN HA KOHYenyuu @opmuposanus OusHec-sKocucmem. Buedpenue modeneii koonepayuonHozo
83aUMOOEUCMBUsL HA OCHOBE KOHYenYuu OU3Hec-sKocucmem Oyoem HAnpagieHo Ha YKpenjeHue KOHKYPEHMHbIX NOZUYULL
U YCmMouuUugslil pocm 0CHOGHbIX yuacmHukog pvinka EADC.

Knrouesvie cnosa: Espasuiickuu sxonomuueckuti cows (EADC), xoonepayus, e3aumubvle ungecmuyul, 83auUMHAs
MOpP2o6Jisl, KOHKYPEHYUS, CO-KOHKYPEHYUS, IKOCUCMEMHBLI NOOX00, KOHYenyUust OU3HeC-9KOCUCTHEM.

Beenenne. B Hacrosiee BpeMs B yCIOBHAX YaCTHYHOW HEONPEACIIEHHOCTH Pa3BUTHS COBPEMEHHONM MHUPOBOM
9KOHOMHUKH 0COOYIO 3HAUMMOCTb ITPHOOPETAIOT HHTETPALIMOHHBIE ITPOIIECCH] M CBSI3M Ha YPOBHE OT/AENBHBIX TOCYapCcTB
U DKOHOMHYECKHX COI030B. B uacTHOCTH, yKpeleHHe SKOHOMUYECKHMX OTHOLICHWH CTpaH-wieHOB EBpa3zuiickoro
skoHOMHUYecKOro coro3a (EADC) crmocobcTByeT 00eCIeUeHN0 YCTOMYHMBOCTH | TIOICPIKAHIIO KOHKYPEHTOCTIOCOOHOCTH
HAIIMOHABFHBIX 3KOHOMUK. BrIpabaTbiBacMasi cTpaTerus KOOPIMHAIMN TPOMEIIIICHHOTO COTPYIHHYECTBA MEKITY
ctpanamu EADC, orpaxeHnHas B JIoroBope O €Bpa3HiCKOM 3KOHOMUYECKOM COTpyIHHUYECTBe [1], mpu3BaHa yKpenuTh
Pa3HOCTOPOHHUE HMHTEPECHl YYACTHUKOB IPOMBINUICHHO-COBITOBOM KOOTEpAIlMH, a TaKXKe OKa3hIBaTh COJCHCTBHEC B
TOBBITIICHUH 3()()EKTUBHOCTH HCIIONB30BaHHUS UMCIOIIUXCS HAIMOHAIBHBIX PECYPCOB, PACIIUPATH PHIHKH COBITA, TEM
CaMBbIM BJIUSISL HA POCT B3aUMHOW TOPTOBIIH.

OpHako, CyIIECTBYIOT pa3lM4HbE TEKYIIME BBI30OBBl, KOTOpPBIE CHEPXKHMBAIOT  pa3sBUTHE IOTEHIMAa
MIPOM3BOACTBEHHOTO-COBITOBOTO coTpynHudectBa B EADC, K HUM MOXXHO OTHECTH: OTCYTCTBHE YETKHX IpaBHI U
MEXaHN3MOB KOOpPAMHAIMH, HEJOCTATOYHOCTh LEHTPAJIM30BAaHHBIX WH(OPMALMOHHBIX PECYpCOB, HEOOXOIMMBIX JUIS
TIOBBILIEHHUS] BOBJICYCHHOCTH M OTBETCTBEHHOCTH YYaCTHHKOB OM3HEC-COOOIIECTB MEXIy CTpaHaMH, HU3KUH YpOBEHb
OTKPBITOCTH MEXIy IapTHEPaMH, HECOOTBETCTBUE OXKUIAHUN M IOTPEOHOCTEH CTOPOH U JIp.

CrnenoBarenbHO, A NPEOJOJICHHUS JTaHHBIX BBI30BOB M MOAJEPXKAHUS MPOLECCOB JAIBHEHIIEro KOONEpailOHHOIO
B3aUMOJIeHcTBUSL Mexy crpaHamu-wieHaMn EADC Heo0XonMMO BHEIpEHHE COBPEMEHHBIX IOJXO0JI0B, KOTOpBIC
MTO3BOJISIT HE TOJIBKO PACIIUPSATH COTPYAHUUECTBO MEXKY OTPACISIMH, HO U CO3/IaBaTh YCIOBHS [UIsi 00pa30BaHMsI HOBBIX
MapTHEPCTB JUIsI MOCTPOEHHS YCTOWYMBBIX B3aUMOCBSA3E€H C IMPUBIEUEHHEM IMPEACTaBUTENIEH BBICOKOTEXHOJIOTUYHOM
cdepbl, CIOCOOHBIX BIHMATH Ha MEXaHU3MBl CO3JaHUsl CTOMMOCTH, CTHMYJIHMPOBAaTh TOPrOBO-9KOHOMHYECKOE U
MIPOMBIIIICHHO-UHBECTUIIMOHHOE COTPYJHUYECTBO.

OcHoBHas1 yacThb. J[anpHelllIee yKperieHne SKOHOMUUYECKUX OTHOIIeHUH cTpaH-uwieHoB EADC B HacTosiee Bpemst
SIBJII€TCS] IPUOPUTETHOMN 3a/1auel B yCIOBUAX CaHKIIMOHHBIX BBI30BOB. Ilepnoj mociaeqHuX MATH JIET SIBISETCS BaXKHBIM
MEPEXOJHBIM JTAlloOM Ui «...337eHCTBOBAHUS MEXaHM3MOB OoJyiee TIyOOKOH IPOMBIIUICHHOW KOOMEpaluy JUis
HaIMOHAIBHBIX MOJHTHK...» [2, ¢.60] B mensax mosblmeHnst 3pQeKTHBHOCTH SKOHOMUYECKUX IOKa3aTeleld pa3BUTHS B
npoctpanctee EASC.
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