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POSITIONING OF INNOVATIVE PRODUCTS
IN THE INDUSTRIAL MARKET OF KAZAKHSTAN

Abstract

The formation of the post-industrial technological mode of production in the first half of the XXIst century, the
development and dissemination of the sixth technological order in the context of the formation of a global innovation
and technological space, determined the modern state economic policy of Kazakhstan aimed at achieving sustainable
dynamic development of the country on the basis of economic diversification and abandoning the commodity
orientation of development. The main vector of state industrial-innovative policy is the creation of competitive and
export-oriented goods, works and services in the sphere of production and services. The position of the goods is
the place that the given product occupies in the mind of the consumer in comparison with a similar product of the
competitor. This is a complex process, consisting of a whole set of impressions and sensations that develops among
consumers. Positioning is the way in which a consumer identifies a particular product according to its most important
characteristics. The purpose of the article is to identify the features of the positioning of innovative products in
the Kazakhstan market. A relatively new field of scientific research for Kazakhstani scientists is the marketing of
innovative products. The study of existing technologies of positioning and promotion of innovations in the world
practice is becoming especially relevant for the development of its own positioning strategy as an effective marketing
tool in high-tech markets.
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To effectively build a national innovation system in Kazakhstan, a new general line for the
development of innovations operates, within which qualitative support for Kazakhstan innovators is
provided. The state program of industrial-innovative development creates conditions for a scientific
and technological breakthrough in Kazakhstan.

Throughout the world, innovation is seen as one of the main conditions for modernizing the
economy. Creation, introduction and wide distribution of new products, services, and technological
processes become the key factors of growth.

The market of any industry has its own characteristics, conditioned by the characteristics of market
participants, the specifics of decision making, which are used in the marketing mix when working in
the industry markets. Positioning is a tactic of business, and in each industry its specific, as a rule,
requires a certain adaptation of existing knowledge to the conditions of real business.

Consider the methodology for positioning innovative products, based on the specifics of industrial
development in Kazakhstan. Innovative products in Kazakhstan include products manufactured using
innovative technologies and, as a result, previously unattainable technical and economic indicators.
There are four categories of innovative products: primary technological products (raw materials and
semi-finished products), innovative products, innovative technological services, special equipment for
innovative technologies [1].

Each year, the capacity of the world market increases by an average of 18%. This happens
unevenly. There are many promising industrial niches with accelerated development. Figure 1 (p. 180)
presents the growth rates of sales in the most rapidly developing areas:

In general, by the end of 2017 the world market capacity should reach 610 billion dollars, and
taking into account the full cost of consumer innovative goods will exceed $ 1,5 trillion [2].

Despite the fact that the share of Kazakhstan in the world market of sales of innovative products
remains low — at the level of 0,15% (while, for example, the share of US companies is about 50%),
domestic developments are present in almost 30% of attractive global niches, and form about 5% of
the unique niches that are absent or under development in the world market of innovative products.

For a better understanding of the situation on the development of innovations in the world and in
Kazakhstan, it is necessary to consider innovative activity. Figure 2 (p. 180) illustrates the innovative
activity of enterprises in Kazakhstan and countries around the world in 2016.
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Figure 1 — Sales growth rates

Note — Source: Statistical Digest “Indicators of Innovation Activity”.

90%
B80%
T0%
60%
50%

_B5%

B3%

61%

205

55%

39%

30 -
208 -
10% -

13%

Figure 2 — Innovative activity of enterprises in Kazakhstan and countries of the world, 2016.
Note — Source: Press Service of JSC “National Agency for Technological Development”.

Sales volumes of Kazakhstani innovative products will increase in the next few years, as many
launched projects, thanks to the program of innovative development, will pass into the production stage.
The innovation market forces key operators to form innovative methods of managing the company,
which gives a powerful impetus to improving management efficiency. A new high-tech business can
not be controlled by methods from the last century, and illusions on this score must be dissipated. It is
important to look for modern management technologies that are adequate to those market barriers that
innovative products and their developers and producers must overcome [3].

One of their effective marketing tools in the market of innovative technologies should be a
positioning strategy. The strategy of positioning in the market of innovative technologies is an effective
and effective means for communicating the benefits and values that an innovative product can provide.
The goal of positioning is the formation of the consumer’s belief that the goods they use are created
on the basis of nanotechnology or the technologies themselves are unique.

Innovative products in the Republic of Kazakhstan include products manufactured using innovative
technologies and, as a result, previously unattainable technical and economic indicators.
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The task of the concept of positioning is to identify or simulate the rational and emotional benefits
of innovative products. It is necessary to identify the conditions for choosing the correct positioning
of innovative products (Figure 3) [3].

Figure 3 — Conditions for positioning selection

Note — Compiled by the author.

The concept of positioning of innovative products is the framework in which the identity of
innovative technologies and innovative products is developed, their mission and ideology, the values
of innovative technologies, image and image, associative elements and symbols. In the future, the
approved concept of positioning should be the starting point for developing ideas for advertising
campaigns and all creative materials for the promotion of innovative technologies and innovative
products.

The starting point for the development of the positioning strategy is an understanding of the
position that innovation products really occupy in the minds of real and potential consumers. In any
case, innovative products occupy some specific place in the market. There are many approaches to
researching the position occupied. Below are typical stages of determining the current positioning of
innovative products (Figure 4, p. 182).

There are three main stages of the process of positioning.

1. The concept of positioning — the image of the product, based on the needs of consumers of the
target market.

2. Positioning strategy — a set of marketing activities aimed at communicating the concept
of positioning to the target consumers. At this stage, it is necessary to coordinate supply, pricing,
promotion and distribution strategies into a coherent strategy.

3. Assessment of the effectiveness of positioning — determine the extent to which the previously
achieved goals for positioning. It determines the degree of market susceptibility to marketing efforts
of the company. Then the most optimal variant of the positioning strategy is determined [4].
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Figure — 4 Stages of determining the positioning of innovative products

Note — Compiled by the author.

Charles D. Shiv says that the positioning strategy is aimed at finding one or more characteristics
that can be used to separate your product or brand from the products of competitors.

He outlines the following positioning strategies:

¢ Product-based positioning is the most commonly used approach that attempts to link a product
to specific properties and characteristics;

+ positioning based on advantages, solving problems and basic needs. This approach to positioning
is closely related to the previous one, being the basis for it in the search for the reasons why the
consumer chooses this product;

¢ positioning based on the ratio of price and quality. Very often a high level of prices is for the
consumer an indicator of high quality of goods and a high level of service;

¢ positioning based on usage patterns [5].

In the process of positioning an innovative product, there are no fundamental differences, however,
the very nature of the innovative product and the absence of direct competitors in the industry make it
possible to identify some features in the development of the strategy.

First, the segmentation of the market that precedes the positioning process is more responsible
and time-consuming, since the success of an innovative product depends directly on the choice of the
target segment and in this case it is impossible to be guided by a competitor, in view of its absence on
the market.

Secondly, the product differentiation and the definition of its competitive advantage, on the one
hand, are not difficult, since the advantage of this product is its innovative component; on the other
hand, it is this component that complicates the process of identifying and assessing the real benefits
that the buyer receives from use of this product [5].

The main problem that a firm faces when releasing a new product on the market is consumer
rejection of innovation, since any innovation involves changes that many consumers are wary of. In
this case, when developing the concept of the goods, it is necessary to consider all possible variants
of this problem and choose the positioning option, which will emphasize the real useful effect that the
consumer receives when using this product.

Summarizing all the above, we can draw the following conclusions:

* the process of positioning is decisive in the overall strategy of the innovative product, as it is
aimed at forming the ratio of the potential consumer to the product;

¢ the main distinguishing feature of the innovative product is the absence of direct competitors,
which is why it is necessary to focus on indirect ones that satisfy a similar need;

¢ the main problem in the process of positioning an innovative product in the market is the
unconscious rejection by consumers of any changes. Therefore, the company needs to clearly articulate
the benefits that the consumer will receive after buying the goods.
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Anjgarna

OHIPICTIH MOCTUHAYCTPHANIBIK TEXHONOTHSIIBIK Tocimmin XXI F. OipiHII >KapTBICBIHIA KAJBINTACYBI, Fa-
JIaMJIBIK MHHOBAIMSUIBIK JKOHE TEXHOJIOTHSUIBIK KEHICTIKTI KaJbINTACTBIPY asChIH/AA alTHIHIIBI TEXHOJIOTHSIIBIK
TOPTINTE KaJIBINTACTHIPY KoHE Tapary KazakCcTaHHBIH SKOHOMHKAIBIK SpTapanTaHIbIpy JKOHE JaMy/blH TayapiiblK
OaraapblH TOKTATy HETI3iHJC eIJIiH TYPAKThl JHHAMHUKAIBIK JaMybIHA KOJ JKETKI3yre OarbITTaldFaH Ka3ipri 3aMaHFbI
MEMJIEKETTIK SKOHOMHKAJIBIK CasCaTThl aHBIKTa bl. MEMIICKETTIK HH/Ty CTPHANIIBIK-HHHOBALMSIIBIK CasiCaTThIH HETi3-
i OaFbITHI OHIPIC ITeH KBI3MET KOPCETY callaChlHIa Oocekere KaOileTTi JKoHe HKCIIOPTKA OaFbITTalIFaH Tayapiapibl,
KYMBICTapBI ’KOHE KbI3METTEpIi Kypy OoibIn TaObuiamsl. Tayap mo3WmMsACH — OyJI eHIMHIH 0oCEeKeTeCTiH yKcac
OHIMIMEH CaJIbICThIPFaH/Ia TYThIHYIIBIHBIH CAHACBIH/IA aJIaThIH OPHBI. ByJ TYThIHYIIBUIAP apachlHIa KaJbIITACaThIH
acep MEH CEe3IMHIH TyTac »HBIHTBIFIHAH TYPaThIH Kypaeni npouecc. JKaitracTeipy — OyJ1 TYTBIHYIIBIHBIH O€NTifi
0ip eHIMII €H MaHBI3[bl CHIAaTTaMalapblHa COMiKec aHBIKTAWTBIH TACLT. MakalaHbIH MaKcaThbl — Ka3aKCTaHIbIK
HapBIKTaFbl MHHOBALMSUIBIK OHIMIEPAIH OpHANACY EpeKIICNIKTepiH aHblKTay. Ka3aKCTaHAbIK FalbIMAAp YIIiH FbI-
JBIMH 3€PTTEYIIEPIiH CaBICTBHIPMAIBl JKaHa Ccalachl HHHOBAINMUIBIK OHIMICPAl caTy OOJBIN TaOBUIAIbl. OIEMIIK
TOXKiprnOeIe MHHOBALIMSIIAP/IBI JKAIFACTRIPy MEH UITepieTy/IiH KOJAaHBICTAaFbl TEXHOIOTHUSIIAPBIH 3€PTTEY, JKOFAPhI
TEXHOJIOTHSUIBIK HAPbIKTApa THIMAI MapKETHHT KypaJibl PETiHE ©3iHIH KaWFaCThIPy CTPaTErHsChIH d3ipiey YIIiH
aca e3eKTi 00JIbI TaObUIaIbL.

Tipex ce3nep: MHHOBAIMSUIBIK OHIM, KaHFACTHIPY, 9AiCHAMA, MApKETHHT, KypaJl, CTpaTerusi, TEXHOJIOTHsIap.

AHHOTALUA

®opmMupoBaHue B MepBoii moioBuHe XXI B. HOCTHHAYCTPHATBFHOTO TEXHOJIOTMYECKOTO CII0co0a MPOU3BO/ICTBA,
pa3paboTKa ¥ pacripoCTpaHEHHUE IIECTOr0 TEXHOJIOIHYECKOT0 TOpsiiKa B KOHTEKCTE (POPMUPOBAHHMS II00ATBHOTO UH-
HOBALIMOHHOI'O U TEXHOJIOIMYECKOI'0 IIPOCTPAHCTBA OIPEAECIIMIN COBPEMEHHYIO ITOCYIaPCTBEHHYIO S3KOHOMUYECKYIO
nonutuky KazaxcraHna, HalpaBIeHHYIO HAa JOCTHKEHUE YCTOMYMBOIO JUHAMUYHOIO PAa3BUTHS CTPAHBI HA OCHOBE
JTUBepCcr(UKALNYE SKOHOMUKHM M OTKa3a OT TOBAPHOM OpHEHTALMH Pa3BUTHA. OCHOBHBIM BEKTOPOM TOCYIAPCTBEH-
HOW WMHyCTPUAIbHO-NHHOBALIMOHHOM MOJIMTHKHN SBJISIETCSI CO3aHIE KOHKYPEHTOCHOCOOHBIX U OPUEHTHPOBAHHBIX
Ha HKCIIOPT TOBAPOB, pabOT U yciyr B cepe nmpou3BoacTBa U yciyr. [lo3uiust ToBapa — 3T0 MECTO, KOTOPOE JTAHHBII
MMPOAYKT 3aHUMACT B CO3HAHUUN HOTpe6I/ITeJ'I51 110 CPAaBHEHUIO C aHAJIOTUYHBIM ITPOAYKTOM KOHKYPEHTA. DTO CIIOXKHBII
MIPOIIECC, COCTOSIINI M3 [eNoro Habopa BIEYATICHUH M OLIYIICHNH, KOTOPbIE Pa3BUBAIOTCS CPEIN MOTPEOUTENEH.
[To3nmronrpoBanue — 3TO COC00, KOTOPHIM ITOTPEOUTENb HACHTH(PHUIMPYET KOHKPETHBIN MPOTYKT B COOTBETCTBUHI
¢ ero HanbOoJsiee BaXKHBIMH XapakTepucTHKaMu. Llenb cTaTtbu — BBISIBUTH OCOOCHHOCTH MO3HMIIHOHUPOBAHUS MHHO-
BAaIIMOHHBIX NPOIYKTOB Ha Ka3aXCTaHCKOM pbIHKE. OTHOCHTEILHO HOBOM OOJACThIO HAYYHBIX MCCIEIOBAaHUN IS
Ka3axXCTaHCKUX YUCHBIX SABJIACTCA MAPKCTUHI MHHOBAITMOHHBIX IMPOJIYKTOB. HSy‘IGHI/Ie CyHII€CTBYIOIINX TEXHOJOTUH
MO3NITUOHUPOBAHUSA U TIPOABUIKCHUA I/IHHOBaLll/Iﬁ B MHpOBOﬁ MPAKTUKE CTAHOBUTCA 0CO0EHHO AKTYyaJIbHBIM JJId pa3-
paboTKH COOCTBEHHOMW CTpaTeruy O3UIIMOHUPOBAHUS KaK 3 ()EKTHBHOrO MapKETHHIOBOTO HHCTPYMEHTA Ha BHICOKO-
TEXHOJIOIMYHBIX PBIHKAX.

KitoueBbie ciioBa: MHHOBAITMOHHBIN TIPOAYKT, MTO3UITUOHNPOBAHUE, METOAOJIOTHA, MAPKETUHT, WHCTPYMEHTEI,
CTparerusd, TCXHOJIOTUH.
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