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ABSTRACT

The article is devoted to the analysis of research in the field of typology and classification of innovations. We consider three types of
classification the second innovation: the classification by type of innovation and application; classification of innovations by degree of
novelty and level of change; rating by innovation. The article proposes a fourth approach to classifying innovations as possible to manage
them. The signs of controllability for classification are highlighted:

* adaptability (degree to which the innovation can be changed to satisfy requirements),
* applicability (level of use of innovation in multiple settings),
* relatedness (connected with the main business of the innovator),
* architecture (shows how much innovation should be built into the system for application (or can be used independently without
rebuilding the entire system as a whole),
+ autonomy (to be able to use innovation regardless of other novelties),
 centeredness (reflects the level to which innovations can influence operations that are critical to organizational effectiveness),
* sociability (the degree to which individual aspects of innovation nations can be transferred to others to form a positive attitude
towards its adoption),
+ compatibility (the degree to which innovation is perceived as consistent with existing values, experience and the needs of potential
followers).
The types and classifications of product, technological (process), marketing, organizational and managerial innovations are examined.
The so-called simulative innovations are separately considered. The analysis of the innovation activity of industrial companies made it
possible to single out another new type — “value” innovations, which is the main theoretical contribution of this work.
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VIHHOBaLUMM 1 X KnacCudukaLmm
B MOOMBbILLIEHHOCTW:

NOax0[d K MOCTROEHMIO

HOBOW TUMONOM AN

A.B. Tpauyk"?2

H.B. JIunnep'

' ®I'OBY BO «®unancoBsbli yHusepcurer npu [paBurenscrse Poccniickoit deneparuim
2 AO «T'o3HaK»

AHHOTALMA

CTaTLSI TIOCBSIIIICHA AaHAJTU3Y UCCIIEIOBAHUIT B 00IACTH TUTIONOT MU U KITaCCU(HUKAIIMY HHHOBANUHA. PacCcMaTpHBAIOTCs TPH THIIA KiTac-
CH(UKAITNf HHHOBAIIHIA: TI0 BUIAM WJIH 00JIaCTH IIPUMEHEHHS; TI0 CTETIEHN HOBU3HBI M YPOBHIO H3MEHEHHIA; 110 TIPH3HAKaM HHHOBAIIAH.
B crarThe NpeyioKeH YeTBEPThIN MOAXOA K KIaCCU(BHUKAIIMA WHHOBAIUH — MO BO3MOXXHOCTH YIIPABJICHUS UMH. BbIIENeHbI MPU3HAKK
VIIPaBIIEMOCTH [T KITaCCH(HUKAIINK: aIalTHPYEMOCTh (CTENEHb, 1O KOTOPO MHHOBAIMSA MOKET OBITH M3MEHEHA, YTOOBI YIOBIETBO-
pUTh TOTPEOHOCTH), MPUMEHUMOCTD (YPOBEHb UCIIONB30BAHNS MHHOBAIIMH B PA3JIMYHBIX KOHTEKCTAX ), MPUBI3aHHOCTh K OCHOBHOM Jie-
SATETBHOCTH (YPOBEHD B3aMMOCBSI3HM C OCHOBHOM JIESITEIBHOCTHIO HHHOBATOPA), apXUTEKTYPHOCTH (ITOKAa3bIBAET, HACKOIBLKO MHHOBAIIHS
JIOJDKHA OBITh BCTPOCHA B CHCTEMY ISl IPHUMEHEHHUS MITH MOXKET UCIIONB30BaThCS CAMOCTOSTEBHO, O€3 MepecTpanBaHUs BCCH CHCTEMBI
B II€JIOM), aBTOHOMHOCTH (BO3MOKHOCTB MCIIOJB30BaHMS HE3aBUCHMO OT IIPUMEHEHHS IPYTHX MHHOBAIMIA), IIEHTPUPOBAHHOCTH (OTpa-
JKaeT YPOBEHb, 10 KOTOPOTO HHHOBAIIMH CIIOCOOHBI TIOBIHUATH HA OMEPALIH, KPUTHYSCKU BaYKHBIC MO OTHOIICHHUIO K OPraHU3aIlnOHHON
3¢ PEKTHBHOCTH), KOMMYHHUKAO0ETBHOCTD (CTEEHB, 10 KOTOPOi OTAENbHBIE aCTIEKTHl HHHOBAIIMHA MOTYT OBITh TI€PEIaHbl APYTUM TIOIIb-
30BaTENISAM C IENbI0 HOPMUPOBAHUSI TTOIOKUTEIEHOTO OTHOIICHHS K €€ MPUHSATHIO), COBMECTUMOCTH (CTENEHb, 10 KOTOPOW MHHOBAIIHS
BOCIIPUHMIMAETCS KaK He MPOTHBOpPEYAIIas CYIIECTBYIOINM IIEHHOCTSIM, OIIBITY TPOIIIOTO U MOTPEGHOCTSIM ITOTEHITMATBHBIX MTOCIIEN0-
BaTenei).

PaccmarpuBaroTcst BHIBI M KIACCH(DHKAIMKA MPOMXYKTOBBIX, TEXHOJOTMYECKUX (TIPOIECCHBIX), MAPKETHHTOBBIX, OPraHH3aIlOHHBIX
U yOpaBieHUECKUX HHHOBAIMH. OTIETBHO PACCMOTPEHBI TaK HAa3bIBAGMbIC MMHUTAIIMOHHBIC HHHOBAIMK. [[pOBEICHHBINH aHAIU3 HHHO-
BAaIMOHHOM JEATELHOCTH TPOMBIIIIEHHBIX KOMITAHHH TTO3BOJIMIT BBIICITUTH €Il OWH HOBBIM THIT — IIEHHOCTHBIE HHHOBAIIUH, YTO CO-
CTaBIIICT OCHOBHOW TEOPETUICCKHI BKIIA ] TAHHOH pabOTHI.

KAIOYEBBIE CAOBA:

THIIBI I/IHHOB&L[I/Iﬁ, Knaccncbmcaum I/IHHOBH.LII/Iﬁ, MPOAYKTOBbIC NHHOBAllUH, TEXHOJIOINYECKUEC (HpOHeCCHLIC) WHHOBallUM, MapKETHUHI'O-
BBIC HHHOBAIIMH, OPraHNu3allMOHHBIC MHHOBAIIUHU, YIIPABJICHYCCKNEC NHHOBALIUH, ICHHOCTHBIC NHHOBAINH, MMUTAITMOHHBIC HHHOBAIIHN.

AN UMTUPOBAHMS:

Tpauyk A.B., Jluagep H.B. (2019). VuHOBanmMu ¥ uX KiIacCH(PHUKAIMK B MPOMBIIUICHHOCTH: TOAXOJ K IMOCTPOCHHIO HOBOM
tunojioruu / Ctparerudyeckue pemeHus U puck-meHeukMenT. T. 10. Ne4. C. 296-305. DOI: 10.17747/2618-947X-2019-4-296-305
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1. INTRODUCTION

The first papers on the classification of innovations appeared
in the late 1930s of the last century [Schumpeter, 1934; Cooper,
Kleinschmidt, 1987b; Robb, 1989; Henderson, Clark, 1990;
Burningham, West, 1995; Neely, Hii, 1998]. The authors agreed
that the typology of innovation has a significant impact on
various aspects of research. Thus, Rogers (1962) showed that
the type of innovation has a substantial effect on the adoption
and dissemination of innovation. In [Cooper, Kleinschmidt,
1987a; 1993; Danneels, Kleinschmidt, 2001] show the impact
of types of innovation on company productivity, and in [Pelz,
1983; King, 1992; Fernandez, 2001] states that the type of
innovation influences the construction of the innovation process
in a company.

It should be noted that all existing classifications can be
divided into three types according to classification approaches:

« the first approach: classifying innovations by type or field

of application;

» second approach: classification of innovations according

to the degree of novelty and level of changes;

« the third approach: classification by signs of innovation.

2. CLASSIFICATIONS OF INNOVATIONS
BY TYPE AND SCOPE

The classic typology of innovation is the classification
proposed by the OECD. According to this typology, five types of
innovations are distinguished [OECD Handbook, 2005]:

— product innovations;

— technological (process) innovations;

— marketing innovations;

— organizational innovation;

— management innovations.

Product innovation. The OECD defines this type of innovation
as the launch of goods or services that have fundamentally new
or significantly improved properties. Significant improvements
in product properties are associated with technical specifications,
materials used, customer value or other functional features.

Utterback and Abernathy [Utterback, Abernathy, 1978]
define product innovation as new technology or a combination
of new technologies that have gained commercial distribution in
the market.

Rainey in his works [Rainey, 2005. P. 1-2] added that the
primary goal of product innovation is to improve the company’s
strategic position in the market with the help of creativity and
leadership. He also suggested that the strategic sustainability of
the company depends on the introduction of product innovations
to the market, as it reduces the pressure of competitors and the
business environment.

Rainey [Rainey, 2005. P. 2] recognized as product innovation:

— study of the needs for new products, processes and

services;

— determination of the direction of development and markets

for new products;

— formation of a development strategy and commercialization

of new products;
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— the choice of opportunities for investment in a new product;

— the organizational structure improvement to create

commercially successful new products;

— the process of new product creation and the R&D program

implementation by the company.

Moore [Moore, 2005. P. 65] defined product innovation as
an innovation focused on existing markets and existing products,
adding features or functions to goods that are not on the market
in the current period. He noted that the success of this type of
innovation depends on how quickly the innovation is brought
to market compared to competitors. The sooner the product is
launched on the market, the higher the chance of success.

Ulwick [Ulwick, 2005. P. 2] in his work writes that for
companies to succeed in the market, they need to continually
search for those consumer needs that are poorly served in the
market, and following this, it is necessary to refine their products
or offer something new. At the same time, he believes that the
more unmet needs a company can satisfy, the more success it will
achieve. So, the success of a new product is more likely if this
product serves not just one need, but several.

Technological (process) innovations. OECD [OECD, 2005.
P. 49] defines this type of innovation as “introducing a new or
significantly improved production method or delivery method.”
The OECD Oslo Manual includes in this type of innovation:

— significant changes in methods, equipment and / or

software;

— new or significantly improved methods for creating and

providing services;

— substantial changes in the hardware and / or software of

service companies providing services;

— significant changes in the procedures or methods that are

used to provide services;

— new or significantly improved methods, equipment and

software in auxiliary operations;

— the introduction of new or significantly enhanced

information and communications;

— technologies (ICTs) designed to increase the effectiveness

and / or quality of supporting activities.

According to Davenport [Davenport, 1992. P. 1], process
innovation is the introduction of innovation into the company’s
key business processes. Moreover, a business process can be
defined as “a complete, dynamically coordinated set of activities
or logically related tasks that must be completed to create value
for clients or fulfil other strategic goals” [Trkman, 2010].

Process innovation has an internal focus and seeks to increase
the efficiency of internal organizational processes to simplify
the production and delivery of goods or services to customers
[Utterback, Abernathy, 1978].

Moore [Moore, 2005. P. 69], indicates that due to process
innovations, firms increase profit margins, benefiting not from
the product itself, but the production processes of the products.
The goal of process innovation is to remove non-steps in the
value chain that do not add value to customers.

Technological (process) innovations occur when new
elements are introduced into the production system or service
work to produce its products or provide services to customers
[Utterback, Abernathy, 1978]. Technological innovation is
changing the operational processes and systems of an organization
[Hage, Meeus, 2006. P. 23].
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Process innovations are used to reduce the cost of a unit
of production or its supply, improve quality. In addition, there
may be a correlation between process and product innovations,
since radical innovations typically involve not only changes in
the product or service itself, but also, probably, the process of its
manufacture and delivery [Reichstein, Salter, 2006].

Marketing innovation. OECD [OECD, 2005. P. 48] gives
the most recognized definition of marketing innovation. In the
OECD Guidelines for Oslo, marketing innovation is defined as
“introducing a new marketing method that involves significant
changes in product development or packaging, product placement,
product promotion, or pricing.” New marketing methods can be
implemented for both new and existing products. Their goal
(together to increase the sales of the company):

— Dbetter customer satisfaction,

— opening up new markets,

— new product launch on the market.

One of the earliest references to marketing innovation
belongs to Levitt [Levitt, 1962. P. 102]. He tried to analyze the
dependence of “profit growth on planned marketing innovation.”
According to Levitt, marketing innovation is a random process
and is entirely dependent on the products and markets that a new
product or service is moving into. He argued that the invention
of new marketing methods should accompany every product
innovation.

Marketing innovations were further developed in the writings
of Moore (Moore 2005. P. 88-90], who believed that marketing
innovations should be focused on interactive communication
with potential consumers, enrich their consumer knowledge, and
facilitate marketing communications.

Chen [Chen, 2006] first identified two types of marketing
innovations: innovations that allow firms to get to know their
customers better in order to increase the consumer value of goods
and innovations that reduce consumer operating costs.

A distinctive feature of marketing innovation in comparison
with simple changes in the marketing tools used by the company
is the introduction of a new comprehensive marketing method
previously not used by the company. This means that there must
be a new marketing concept that represents a significant departure
from the existing marketing methods of the firm [Organization
for Economic Cooperation..., 2005. P. 48-51].

Organizational innovation. OECD [OECD, 2005. P. 51]
defines organizational innovation as “the introduction of a new
organizational method in a firm’s business practice, workplace
organization or external relations.” The purpose of organizational
innovation is:

— to improve the performance of the company by reducing

administrative or operating costs,

— to increase productivity jobs,

— to reduce delivery costs.

Distinctive features of organizational innovation compared
with other organizational changes in the organization is “the
introduction of an organizational method that has not been used
before in the organization and is the result of strategic decisions
made by the management” [OECD, 2005. P. 48-51].

Organizational innovation shows the creation or adoption
of a new idea or behaviour in an organization. Also, this type
of innovation is Damanpour and Evan [Damanpour, Evan,
1984] is considered a response to organizations’ commitment
to environmental compliance. “Organizations can cope with
environmental change and uncertainty by successfully integrating
technical or administrative changes in their organizational
structure that improve the level of achievement of their goals”
[Damanpour, Evan, 1984].

In the work of Gurkov and Tubalov [Gurkov, Tubalov,
2004] organizational innovations are divided into two types:
intra-company and inter-company. The authors understand
intra-company innovation as ‘“the creation of new forms
of differentiation, integration and control of work within
departments or between departments, but within a firm,” whereas
the inter-company innovations are innovations that “change the
relationship between firms, as within value chains (relations
between suppliers, consumers and contractors), as well as within
groups of firms connected by relations of common ownership
and control.”

Managerial innovation. The study of managerial innovation
relates to the period between 1960-1980; however, for a long
time, marketing and organizational innovations were considered
as part of managerial innovations. Managerial innovations were
defined more accurately in Daft’s work [Daft, 1978. P. 195], who
divided process innovation into two categories: technological
and managerial. Managerial innovations are new approaches
and methods for motivating and rewarding employees, changing
organization management processes, approaches to strategy
formation, planning, etc. [Daft, 1978]. They affect changes in
the structure and administrative processes of the organization,
knowledge management systems, etc., and allow the formation
of managerial skills for the successful functioning of the
organization [Damanpour et al., 2009. P. 654-655]. They also
reflect approaches to developing a strategy, structure, and new
business processes for an organization [Kimberly, 1981; Walker
etal., 2011; Vaccaro et al., 2012].

In the work of Gurkov and Tubalov [Gurkov, Tubalov, 2004]
managerial innovations are divided according to the nature of
their impact into three classes: adding innovations, replacing
innovations and eliminating innovations. Moreover, by adding

Table 1
Approach to the classification of innovations of Bessant and Tidd

Types of Innovation Their description

Production innovation
Process innovation
Position innovation
Paradigm innovation
Source: compiled by the author based on [Bessant, Tidd, 2007].

Production of new products or services, as well as improved products or services with additional features
The introduction of a new technology, method or tool for the production of a product or service
A change in the positioning of a particular product or service or a change in a business segment

Changing the principles of the company, its strategy, business model, etc.
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Table 2
Approach to the classification of innovations Gurkov, Tubalov

Innovation classes Their description

Product

Technical

Change in what is being done or offered to consumers

Includes products, processes, and technologies used to produce goods or provide services.

Managerial technologies Changes in the forms of work in the field of finance, marketing, personnel management, etc.

Organizational intra-

company within the company

Organizational inter-
company

Compiled by the author based on: [Gurkov, Tubalov, 2004].

New forms of differentiation, integration and control of work within departments or between departments, but

New forms of differentiation, integration and control of work between firms, or within groups of firms
associated with relations of common ownership and control

Table 3
Approach to the classification of innovations Gurkov, Tubalov by the degree of connectivity of innovations

Types of innovation by degree of connectivity Description of Innovation

Parallel (independent) innovations
Sequential innovation

Synergetic (mutually reinforcing) innovations

Compiled by the author based on: [Gurkov, Tubalov, 2004].

innovations, authors understand innovations, the result of
which is the expansion of existing practices; under replacement
innovations — new practices that serve as a replacement for
one or more existing practices; under eliminating — “refusal
(withdrawal) of an individual function or several functions from
management practice” [Gurkov, Tubalov, 2004].

Another example of the classification of innovation is the
identification of four types of innovation in the work of Bessant
and Tidd [Bessant, Tidd, 2007] (table 1). This classification has
much in common with the OECD classification. For instance,
the production type of innovation is an analogy of product
innovation; position innovation can be seen as a marketing
innovation in the OECD concept. However, Bessant and Tidd
introduce the concept of an innovation paradigm, which is much
broader than organizational and managerial innovations in the
OECD methodology and covers all changes in the company’s
behaviour and its strategy.

Also a classification that is close in significance to the Oslo
Manual’s classification is presented in the work of Gurkov,
Tubalov [Gurkov, Tubalov, 2004], in which the authors identify
five classes of innovation in the activities of the company:
product, technical, managerial technologies, organizational intra-
company and organizational inter-company innovations (table 2).

In addition to this classification, the authors present a
classification according to the degree of connectivity of
innovations into parallel (or independent) innovations, sequential
innovations and synergetic (mutually reinforcing) innovations
(table 3), which seems to us a new approach to the classification
of innovations.
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each innovation is designed to solve a clearly defined problem, not being an integral
part of the system of new forms of activity;

events that are a logical continuation of the work already done, but, despite the name,
such innovations can be implemented at the same time;

a complex of innovative measures that allows to achieve the effect of the joint
implementation of more than the implementation of any one measure.

3. CLASSIFICATION
OF INNOVATIONS BY NOVELTY
DEGREE AND CHANGE LEVEL

Another approach to the classification of innovations is to
establish the degree of “strength” or “intensity” of change. Thus,
the degree of innovation ranges from “incremental innovation”
to “technological revolution” [Freeman et al., 1982], from
the “ordinary” to the “revolutionary” type of change. Coccia
[Coccia, 2006] in his work identifies seven levels of intensity
of innovative changes (from the “easiest” to “revolutionary”)
and gives examples of classifications of innovations according
to the degree of their innovative intensity. Garcia and Calantone
[Garcia, Calantone, 2002] also conduct a comprehensive review
of the types of innovations and classify innovations according to
the type of intensity of change.

Garcia and Calantone [Garcia, Calantone, 2002. P. 102]
point out that radical innovations embody new technology
that leads to new market infrastructure. Consequently, radical
innovation represents something new to the world and does not
follow existing technology. Research also confirms that these
types of innovations usually provide significant technological
breakthroughs and create new knowledge [Ahuja, Lampert,
2001].

Radical innovations represent more revolutionary changes
in underlying technologies and control systems [Rainey, 2005.
P. 45]. Accordingly, researchers emphasize that, due to the
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Table 4
Comparative characteristics of radical, incremental and disruptive innovations

Radical innovation Incremental innovation Disruptive innovation

Using new technologies Using existing technology

Existing or New Market Existing market

High level of uncertainty Low level of uncertainty

Focus on processes and products

with unique features organizational structures.

High price competition

Source: compiled by the authors.

difficulties and risks involved in the development, radical
innovations are very rare [Hitt et al., 2007. P. 414].

Garcia and Calantone [Garcia, Calantone, 2002. P. 121] show
that radical innovation leads to the creation of new industries
with new competitors, firms, distribution channels, and new
marketing innovations.

Hitt, Treland and Hoskisson [Hitt et al., 2007. P. 413] believe
that radical innovations provide consumers with new functions
and features, so successful radical innovations are more likely to
increase revenue and profits for the company.

OECD [OECD, 2005. P. 58] defines radical innovation as an
innovation that has “a significant impact on the market and on the
economic activity of firms in that market.”

Incremental  innovation implies ongoing  product
improvements according to customer requirements. This type of
innovation takes two forms [OECD, 2005. P. 80]:

— improvement of a simple product (in terms of improved
performance or lower price) through the use of components
of a higher level, performance or materials,

— improvement of a complex product consisting of many
integrated technical subsystems by improving one or more
of the subsystems.

Garcia and Calantone [Garcia, Calantone, 2002. P. 123]
define incremental innovation as products that offer new
features, benefits, or improvements to existing technology in
a given market. At the same time, markets for incremental
innovations are already known; product features are well
understood; profit margins are lower; production technologies
are effective; and competition is primarily based on price [Hitt
et al., 2007. P. 413].

Most innovations are incremental because they are based
on existing products and provide only minor improvements.
Incremental innovation may include adapting, processing, or
improving existing products [Garcia, Calantone, 2002. P. 123].

According to Yen and Wei [Yen, Wei, 2009. P. 297-298],
incremental innovation helps companies maintain profit share
and market share, while radical innovation can have three
directions of change:

— expanding the boundaries of the existing market or creating

a new potential market,

— the formation of the image of the company as an innovator,
which affects the increase in brand value,

— increase in company income.

In the work of Christensen and Overdorf [Christensen,

Overdorf, 2000. P. 72] disruptive innovations are defined

Focus on reducing costs or improving existing
products, processes, marketing methods or

The price is determined by the level of

Using both new technologies and existing ones
Creating a new market

High level of uncertainty

Does not satisfy the needs of the next generation of
consumers, but creates new needs

Lower price

as innovations that “create an entirely new market by
introducing a new type of product or service”. It may be a
product or service that is significantly worse than the product
initially used by consumers. So, Christensen [Christensen,
1997] indicates that disruptive innovations do not meet the
needs of the next generation of customers in existing markets;
they allow new needs and markets to emerge. Disruptive
technology products are usually cheaper, simpler, and often
more convenient to use.

Christensen and Overdorf [Christensen, Overdorf, 2000.
P. 73] point out that incremental innovations are typically
designed and presented by well-known industry leaders, while
disruptive innovations may be born in new companies.

A comparative analysis of radical, incremental and disruptive
innovations is given in table 4.

4. INNOVATION CLASSIFICATIONS

Another classification of innovation is the so-called multilayer
classification — when two areas of novelty are distinguished:
technological and market changes, and three degrees of this
novelty in each direction. The first such classification was given
by Johnson and Jones (1957) [56]. Subsequently, similar types
of innovation classifications have been used by many authors
(e.g., [Moore, 2005]). An example of a multilayer classification
is presented in table 5.

More recent examples of multilayer classification are
presented, for example, in the work [Zawislak et al., 2011], in
which innovations are divided into two types: innovations due
to technological changes and innovations due to market changes
(table 6).

Another type of classification can be called the classification
of innovation along the life cycle, developed by Moore [Moore,
2005]. He identified 14 types of innovation according to the life
cycle (table 7).

Thus, the analysis of various types of innovations and
approaches to their classification allows us to distinguish the
following types of innovations:

1) classic types of innovations: process, product, managerial,

organizational, marketing;

2) innovations classified by the degree of novelty: radical,
breakthrough — can be classified as “strong innovative
changes”, while incremental ones are considered as “weak
innovative changes”;
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Table 5

Example of a multi-layered classification of innovation

Reformatting

Replacement

Reformatting

Superior product

Product Line
Expansion

New use

Market expansion

Diversification

Unchanged market
The optimal ratio
Advanced of cost, quality and
technology availability of new
products

Search for new
components, materials

New technology or technologies not used
by the company
Improved market
Increase sales to new
No change ¢
ypes of consumers
Advanced Products with Better
Properties and Greater
sl oy Consumer Benefits
New technology Fxpandmg product line
o reach new customers
New market

Finding new types of
No change consumers who can use
the company's products

The formation of new

Advanced classes of consumers
technology by changing existing
products

New consumers using

New technology new technologies

Compiled by the authors based on [Jones, Johnson, 1957].

Table 6

An example of a multilayer classification of innovations according

Types of w

Technology Change Innovation

Technological
innovation

Operational
innovation

Management
innovation

Transactional
Innovation

Development of a new design, new
materials and new products, as well as the
development of new equipment and new
components.

New processes, improvements to existing
processes, the introduction of modern
methods, new locations in order to produce
products with quality, efficiency, flexibility
at the lowest cost.

Market driven innovation

Development of management skills to
create new management methods and a new
business strategy, improve decision making
and cross-functional coordination, etc.

New ways to minimize transaction costs for
relationships with suppliers and customers.
Creation of new commercial strategies, etc.

Compiled by the authors based on [Zawislak et al., 2011].
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Table 7
Classification of Innovation “Along the Life Cycle” of Innovation

Types of Innovation Description of Innovation

Product Leadership Zone

Creation of new market categories
Disruptive Innovation based on disruptive technology or
disruptive business model

Development of new markets
Applied Innovation for existing products, search for
opportunities for their new use.

Innovation for existing markets
and for existing products. The
goal is to improve existing
products and develop new product
features and functions that are not
currently on the market.

Product Innovation

Focus on improving value for

Platform innovation .
0 ovatio future generations of consumers

Customer proximity

Structural modifications to the
Additional linear innovation existing proposal to create a
distinctive subcategory.

Continuation of the path to

LR e improve the existing product.

New methods of interaction
Marketing innovation with a potential client during the
procurement process.

Creating a new value is not based
Experience Based on differentiating functionality,
Innovation but rather on differentiating the
supply experience.

Operational Improvement Zone

The increment of value through
Innovation in increment of  the use of new materials and
technical value technologies, without changing its

external properties of the product.

Reduce customer service costs
by integrating disparate elements
into a single system with
centralized management.

Innovation in integration

Focusing on increasing profits
by improving the processes of
production and service of the
product.

Process innovation

Product Category Renewal Area

Innovations in Value Fundamental transformation of
Migration the company's business model

Using domestic resources to
Organic innovation change their market position and
further growth

Improving products, services,
Acquisition innovation business models through mergers
and acquisitions

Compiled by the authors based on [Moore, 2005].
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3) innovations having a multilayer classification: according to
the type of market and types of innovative changes in each
of them; by types of drivers of innovative changes, etc.;

4) innovations classified by the life cycle of the course of the
innovation process.

At the same time, in numerous modern works devoted to
innovations, there are many new types of innovations that are
not described by existing classifications. So, in our opinion,
it is necessary to highlight another type of innovation — value
innovation. This type of innovation is not associated with a
change in some innovation (product, technological, etc.), but is
aimed at transforming the value created and transmitted by the
company to the consumer. Examples of this type of innovation
are lean innovation, organic innovation, and business model
innovation.

All concepts of innovations are related to management and,
in this regard, in our opinion, it is necessary to develop a new
classification of types of innovations by the sign of their use to
describe innovation management processes. Such a classification
will be necessary for both researchers and practitioners, as it will
allow a more accurate understanding of the types of innovations,
their impact on the real increase in the value of products and
services for customers, as well as on the ability of companies to
achieve strategic goals.

5. APPROACHES TO CLASSIFYING
INNOVATIONS FROM THE POINT
OF VIEW OF THEIR MANAGEMENT

To create such a classification, we first of all identified all
the characteristics used to manage them (table 8). In our opinion,
there are 8 key characteristics by which innovations can be
divided from the point of view of managing them.

6. CONCLUSION

Thus, in scientific literature there is a wide range of definitions,
types and classification concepts. Therefore, there is no general
understanding of the term an innovation, his forms and, at last,
influences, and the term the innovation is used according to use
purpose.

The analysis of various types of innovations and approaches
to their classification allows to allocate the following types of
innovations:

1) classical types of innovations: process,

administrative, organizational, marketing;

2) the innovations classified by degree of novelty: radical,
breakthrough — can be classified as “strong innovative
changes” while the incremental are considered as “weak
innovative changes”;

3) the innovations having multilayered classification: as the
market and to types of innovative changes on each of
them; on types of drivers of innovative changes, etc.;

4) the innovations classified by life cycle of course of
innovative process.

At the same time, in the numerous modern works devoted to
innovations the set of new types of the innovations which haven’t
been described by existing classifications meets. So, our look,
allocation of one more type of innovations — valuable innovations
is necessary. This type of innovations is connected not about
change of any type of innovations (grocery, technological, etc.),
and directed on transformation of the value created and broadcast
by the company to the consumer. Examples of innovations
of this kind are economical innovations, organic innovations,
innovations business — models etc.

All concepts of innovations are connected with management
and, in this regard, we have offered new classification of types
of innovations on the basis of their use for the description of
management of innovations. We have allocated controllability
signs for classification: adaptability (level of use of an innovation

grocery,

Table 8. Classification of innovations from the position of their management

It shows how much innovation should be built into the system for application (or can be used independently without

The ability to apply an innovation independently of other innovations. (for example, when a part of the system can

be redesigned without having to redesign the whole-close to the "architecture" characteristic). The benefits of system
innovation can only be understood when combined with related, complementary innovations (Chesborough and Teece,
1996). Autonomous innovations directly replace an existing product or process, whereas system innovation requires

“Centering” — “peripherality”: reflects the level to which innovations can affect operations that are critical to

The degree to which certain aspects of innovation can be passed on to others in order to create a positive attitude

Adaptability The extent to which innovation can be modified to meet needs.
Applicability Level of innovation used in various contexts
Relatedness Level of connection with the core business of the innovator
St rebuilding the entire system as a whole)
Autonomy
that other products or processes adapt to get the effect of implementing the innovation.
Centeredness S
organizational performance.
Sociability towards its acceptance.
Compatibility

The degree to which an innovation is perceived as consistent with existing values, past experiences, and the needs of
potential followers. Characteristic associated with positive decision-making.
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in various contexts), applicability (level of use of an innovation
in various contexts), attachment to primary activity (coherence
with primary activity of the innovator), an arkhitekturnost (shows
as far as the innovation has to be built in system for application
(or it can be used independently without perestraivaniye of all
system as a whole), autonomy (possibility of application of an
innovation irrespective of application of other innovations),
centrality (reflects level to which innovations are capable to
influence the operations crucial in relation to organizational
efficiency), skill to communicate (degree to which separate
aspects of an innovation can be transferred to another, for the
purpose of formation of the positive relation to her acceptance),
compatibility (degree to which the innovation is apprehended as
consistent with existing values, experience of the past and needs
of potential followers). Such classification is necessary as for
researchers, and practicians as will allow to understand more
precisely types of innovations, their influence on real increase of
value of products and services for clients, and also on possibility
of the companies of achievement of strategic objectives.
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