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OIIEPAIIMHI IHHOBAIIII:
HOBUH IIJISIX 1O KOHKYPEHTHUX NEPEBAT Y JIOI'ICTHIII TA BUPOBHHUIITBI

CreoronHi omepauiiiHi iHHOBaLii € BaXJIMBUM I1HCTPYMEHTOM KOHKYPEHTHOI OOpOTHOM UIs
BUPOOHUYMX 1 AUCTPUO'IOTOPCHKUX KOMIAHIW, HapiBHI 3 p0o3p0OKOI0 HOBHX MPOIYKTIB. 3 OJHOTO OOKY,
BOHU CIPUSIOTH CTBOPECHHIO NOJATKOBOI I[IHHOCTI Ui CIIOKMBAdiB, HANPHUKIAL, 32 PaxyHOK OUIbII
3pYyYHHX YMOB IMOCTa4aHHs. 3 iHIIOro OOKY, BOHM MO3UTHBHO BIUIMBAIOTh HA BHYTPIIIHIO €EKTHBHICTD
KoMIaHii, 30kpemMa y ¢iHaHcoBi miomuHi. Hampuknan, 3HauHe CKOpodeHHs OOOPOTHHX KOIITIB 3a
HE3MIHHOTO PiBHSI MPUOYTKOBOCTI MiIBUIIYE PEHTA0CNBHICTh 3ay4€HOr0 KamiTamy.

Maiikn XaMMmep y cBoiX poOoTax po3MeXyBaB HOHSTTA ONEPALiiHUX BJOCKOHAIECHb TA IHHOBALIH.
OnepariiiHi BIOCKOHAJICHHSI CIPSIMOBaHI Ha TIOKPAICHHS OKPEMHUX TMPOIECiB, IXHIX KIIOYOBUX
XapaKTepUCTUK, 0e3 CyTTeBOI 3MiHM cHOcoOy BUKOHAHHA poOoTH. OmepauiiiHi iHHOBaWii, HATOMICTb,
nependavdaroTh (GyHIAMEHTaNbHY 3MIHY MigXOMy J0 BHKOHaHHA TeHOl (yHkmii. Lli iHHOBamii cramm
OCHOBOIO YCHiXy Oaratbox KoMmaHii, Takux sk Toyota, Dell i Walmart [1].

TakuM 4MHOM, OTEpalliiiHi IHHOBAIIIl CITifi PO3YMITH SIK 3MiHYy ONepamiiHoi MOJeli MiAPUEMCTBA.
[Ipuyomy 110 3MiHy MOXXYTb OyTH Ha TEXHOJOTiYHOMY piBHI [2], Ha piBHI BUPOOHMYMX Ta JOTICTUYHUX
orepatiii [3] Ta Ha piBHi (iHaHCIB [4].

OpnHak, Ha BiZIMiHY BiJl IHBECTHIIIH y HOBI MPOIYKTH, IPOEKTH 3 TpaHchoOpMallil onepaniiinoi Mmoxeni
HecyTbh OUTbII PU3UKH. SIKIIO HEBAAIO BUBEACHUN HOBUI MPOAYKT BIUIMHE JIMLIE HA 3AJIyYeHi pecypcH, TO
HEBJaJla peopraHizallisi onepariiHuX HPOIECIB MOXKE 3alIKOAUTH MOTOYHIN MisibHOCTI kommanii. Lle
HiHIMa€ THUTaHHS PO 3MEHIICHHS PU3UKIB LUIIXOM PO3POOKH IHCTPYMEHTIB Ui imeHTH]ikamii
MOTEHIIHHO YCHIIIHUX HaNpsSMKIB TpaHcdopmarllii. 3a aHaJOri€l0 3 3aKOHAMH PO3BUTKY TEXHIYHHX
cucreM, € nmorpeda y (opMyBaHHI XOJICTUYHOTO MiAXOLY OO aHali3y EBONIOLIHHHX 3aKOHOMIpHOCTEH
PO3BHUTKY OTEpallifHIX CUCTEM.

VY Bume 3raga”ii po6oti, M. Xammep NpOIIOHY€ HACTYNHI HAmNpsMKH ISl TOWIYKY imed ams
IHHOBaMiiHUX TpaHcdopmartii [1]:

1. Ilouryk posieBUX MOZEJeH B IHIIUX 1HIYCTPifX.

2. BuzHaueHHs Ta CIIPOCTYBaHHS OOMEXYBaIbHUX MPUITYIICHb.

3. Crannaprtu3allisi BUHITKOBUX YMOBH SIK HOPMH.

4. TlepeocMuCIeHHS KPUTUYHUX aCIEKTiB POOOTH.

Jemo nporunexuuii migxin npomonye Camim Icmain. BiH BBOIUTH MOHATTS «EKCIOHEHITiIHI
opraizaimii» came s KOMIIaHii, IO (QOKYCYIOThCS Ha ONEpamiiHUuX 1HHOBAISIX 1 TaKUM YHHOM
NOKa3ylOTh CTPIMKHMH cTpuOOK B pe3yibratax. B Horo mizxomi ¢okyc 3poOnenHuil Ha Monemi, IO
ckiagaerhest 3 10 KOMIIOHEHTIB, 3aCTOCOBYIOUH SIKi KOMIIaHis MOYXKE OTPUMATH 3pOCTaHHS CBOIX JOCSITHEHb
necatukpatHo. AOpesiarypa «SCALE-IDEAS» posmmdpoByetses sik Staff on Demand — nmepconan nHa
BuMory, Community&Crowd — croinbHOTa Ta HartoBm, Algorithms — amropurmu, Leveraged Assets —
KpenuTHi akTuBH, Engagement — 3amydeHicTb, Interfaces — intepdeiicu, Dashboards — indopmaniiini
naneni, Experimentation — ekcnepuMeHTyBaHHs, Autonomy — aBTOHOMHiCTh, Social Technologies —
comianbHi TexHoyorii. Takuil miaxix € JOCUTh TeXHOJOrIYHUM [5, 6]. s po3poOKu MOTEHIIHHO HOBOL
orepaliftHol MOJIeTi BXKe € HasBHI JOCTATHHO JETANi30BaHi IHCTPYMEHTH, SIKi MOTPIOHO ajanTyBaTH IS
KOHKPETHOTO BHNAAKY. B Takiil cuTyalii mocrae muTaHHs JMIIE B IPAKTUYHIA MOXKIMBOCTI BUKOPHCTaHHS
X KOMIIOHEHTIB IS TpaHc(hOpMyBaHHS disibHOCTI kommadii. [Ipobmema Moke OyTH sSK B camii
iHAYCTPii, TaK 1 B HOTOYHOMY €Tali pO3BUTKY OpraHizarii.

CTaHOM Ha CHOT'OJIHI BapTO 3a3HAYUTH, IO BIOCKOHAJICHHS OMEPAliiHOI AISUTLHOCTI MEPEHIIIo Ha
piBeHp TpaHchopmanii omnepamifHUX Mozedel, i 1Ie MOXe JaTH CYTTEBI NepeBarn B KOHKYPEHTHii
00poTh0i. OKpiM aHali3y BKE YCIIIIHUX KEHCIB MPOBOJSATHCS y3aralbHEHHS U PO3POOKH MiIXOIIB Ta



IHCTPYMEHTIB, 10 JOMOMOXXYTh YIPAaBIIiHILSM 00paTH MOTEHIIHHO YCHIIIHUN HANPsIMOK JUIsl PO3BUTKY Ta
MiHIMi3YIOTh PHU3UKH.
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VALUE CHAINS OF GLOBAL MARKET PLAYERS:
THE EVIDENCE OF CAR MANUFACTURERS

In the modern world, all economic processes at the global level, particularly in the corporate sector,
are very interconnected — the ramified structure of multinational corporations doesn’t enable us to clearly
split their activities and processes into separate stages (source supply, manufacturing, sales, delivery, post-
sales support, etc.). The increasingly popular practice of preparing non-financial (integrated) reports by
global corporations enables customers and external stakeholders to see a value creation process — how
capabilities and resources are transformed within a corporation to be turned into finished goods delivered
to customers. A value creation process is a derivative from a value chain notion adapted for meeting
information needs of different users not being aware of internal processes in corporations. Usually
presented in the form of a complex flowchart and placed at the beginning of a report, a value creation
process describes not only material and financial inputs and outputs of a commercial process but also
corporate philosophy, core values, strengths, key issues, management policies, or business strategies.

A value chain notion, which was introduced by M. Porter in 1985, describes the full range of
activities required to bring a product or service through the different phases of production, distribution, and
final disposal after use. In the process of this movement from one phase in the chain to another, a product
or service gains added value. Thus, the value chain can be used to decompose a business into pivotal
activities — this enables identifying possible competitive advantages. According to M. Porter, links of the
value chain encompass: inbound logistics, operations, outbound logistics, marketing and sales, service
(Dubey et al., 2020). The necessity to realise what processes, activities, organisations, and structures are to
be applied to ensure the transformation of raw materials into finished goods has led to the emergence of the
value chain thinking. Developed in the 1990s, the value chain thinking consists of four steps: value
discovery, value design, value delivery, and value capture (capturing the most value possible while
maintaining competitive advantage and the image) (Simatupang et al., 2017). Literature of the pasty decade





