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Abstract: 
The primary goal of the study is to evaluate the marketing of innovations by business entities in various 
countries in the context of the implementation of the Sustainable Development Goals (SDGs). This scientific 
research includes a bibliometric analysis of academic works on the marketing of innovations by companies 
within the sustainable business system. An analysis of the competitiveness of the components of innovation 
marketing in countries with developed and developing economic systems was conducted to identify leading, 
lagging, and intermediate zones where the studied countries are located. Ranges of an integral indicator of the 
level of competitiveness of innovation marketing components in countries, in the context of achieving the 
SDGs, were established. The scientific hypothesis posits the potential for using parametric research methods 
and the synthesis of innovation marketing indicators aligned with the SDGs to determine the level of 
competitiveness of innovation marketing in countries with different levels of economic development. The 
research design involves the use of synthesis methods, parametric, graph-analytical, and criterion methods, 
and procedures for analyzing innovation marketing in countries. The number of subjects includes five studied 
countries. The main results include a literature review of academic research on innovation marketing. The 
study also provides an analysis of the competitiveness of innovation marketing in the studied European and 
Eastern European partnership countries, determining their level of competitiveness. The findings highlight the 
importance of innovation marketing in achieving the SDGs and can be useful for further scientific research in 
this area and for practical application. 
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INTRODUCTION 
The implementation of new approaches to innovation in 
the marketing activities of companies in various countries 
when promoting innovative products in the context of 
achieving the Sustainable Development Goals (SDGs) is 
extremely relevant and necessary for the sustainable de-
velopment of companies and enhancing their eco-friendly 
operations in market conditions.  
It should be noted that in the source [1], innovation mar-
keting is defined as the activity of promoting products 
that possess new characteristics, which, in turn, provide 
significant competitive advantages.  
 
 

FOCUS OF RESEARCH 
It is important to highlight the challenges of promoting in-
novative products by companies in countries when imple-
menting the Sustainable Development Goals (SDGs). For 
instance, companies in countries with developed eco-
nomic systems can achieve not only economic but also so-
cial and environmental SDGs (SDGs 1-17) through greater 
economic capabilities when promoting innovative prod-
ucts. In contrast, companies in countries with developing 
economic systems may be able to achieve only economic 
SDGs (SDGs 1, 2, 8, 9, 17) due to limited economic oppor-
tunities and a lack of financial resources necessary to 
meet the respective goals.  
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Furthermore, it is important to focus on the SDGs, partic-
ularly SDG 12 (Responsible Consumption and Production), 
as responsible consumption is highlighted in the develop-
ment strategies of countries at various levels of economic 
development. For example, Poland has the Strategy for 
responsible development [2], which, in addition to eco-
nomic objectives, includes the fulfillment of production, 
social, and environmental SDGs (SDGs 8, 9, 12). 
 
LITERATURE REVIEW 
It is worth noting the scientific work of researchers Jia et 
al. [3], who investigated aspects of innovation marketing 
within the concept of sustainable development in the fu-
ture economic system, focusing on conscientious con-
sumption by end consumers. 
The evaluation of the effects of implementing innovations 
in EU countries within the context of achieving the SDGs, 
particularly in the development of models for human re-
sources, financial resources, and CSR competencies, was 
studied by researchers Del-Aguila-Arcentales et al. [4]. 
Bibliometric methods analyzing the role of the circular 
economy in the innovation systems of countries as an el-
ement of achieving the Sustainable Development Goals 
(SDGs) were studied in the work by researchers Herrero-
Luna et al. [5]. 
The study of entrepreneurial potential in the innovation 
sector of Colombia, highlighting the important role of 
small and medium-sized enterprises in innovation market-
ing, was conducted by researchers Patiño et al. [6]. 
The work by Soh et al. [7] contains research on the sus-
tainability of the competitiveness of innovative technolo-
gies in the tourism sector of ASEAN countries, which un-
derscores the significance of innovation marketing in the 
service sector as a current trend in the global develop-
ment of countries. 
The impact of innovation marketing on the progressive-
ness of companies in Algeria was studied in the article by 
researchers Seddaoui et al. [8], which highlights the im-
portance of innovation marketing in business operations 
considering contemporary challenges. 
The significance of environmental policies and their im-
pact on the implementation and commercialization of 
technological innovations in G7 countries, as related to 
the achievement of the Sustainable Development Goals 
(SDGs), was discussed in the work by researchers Fatima 
et al. [9]. 
The study of competitive advantages in marketing for 
small and medium-sized enterprises within the sustaina-
ble development framework was conducted by research-
ers Tolossa et al. in their work [10]. 
The role of entrepreneurial innovation in shaping market-
ing within urban systems in the context of achieving the 
SDGs was addressed in the work by business entities from 
Singapore, led by researchers Rangaswamy et al. [11]. 
Innovative approaches in retail marketing concerning the 
SDG on responsible consumption were studied by re-
searchers Kita [12], which allows for the development of 
methodological support for innovation marketing in the 
context of the SDGs. 

The study of marketing practices for agribusiness compa-
nies and their interactions with consumers of agricultural 
products in Zambia was conducted by researchers Mur-
phy et al. [13]. Additionally, the issue of sustainability in 
agricultural products within the innovation marketing sys-
tem at the EU level was examined by researchers Tunca et 
al. [14]. 
An important element of innovation marketing in the con-
text of achieving the Sustainable Development Goals 
(SDGs) is the research on green innovations in the market-
ing practices of sustainable businesses. These processes 
were studied by researchers Cheah et al. [15] in the con-
text of business practices in Malaysia. 
The study of intellectual property protection for innova-
tions across different sectors of economies is crucial for 
increasing awareness of the significance of intellectual 
property and its protection against unfair competition. 
This issue was addressed in the work by researchers Wan 
et al. [16], which focused on innovation licensing in Chi-
na's pharmaceutical sector. 
The analysis of innovation marketing strategies in the field 
of digitalization was conducted in the work by researchers 
Aljabari et al. [17]. The challenges of digital marketing in 
the small business sector were studied by researchers 
Sharma [18]. The identification of best practices for imple-
menting digital innovations in enterprise management 
was addressed by researchers Wang, Lee [19]. Marketing 
characteristics in green innovations were investigated by 
researchers Agusdin et al. [20]. 
In the work by Ndekwa [21], the effects of mobile market-
ing in Tanzania were explored as a component of innova-
tion marketing promotion in African countries. Cross-
country analysis of innovation potential in countries with 
different technological economic systems was conducted 
by researchers Shvindina et al. [22]. 
The literature review conducted by the authors revealed 
a discrepancy in the existing studies, which primarily focus 
on the development of the internal marketing environ-
ment of innovations without adequately considering the 
fulfillment of the SDGs. The limitations and gaps in the re-
viewed works highlight the need for a more comprehen-
sive analysis of innovation marketing in countries with dif-
ferent levels of economic development while achieving 
the SDGs. This necessity defines the main objective of the 
present scientific research. 
 
METHODOLOGY OF RESEARCH 
The methodology of the bibliometric analysis conducted 
on this research topic should be noted, with the results 
presented in Figures 1 and 2. The bibliometric analysis 
used the phrase «innovation marketing of countries, sus-
tainable development goals». The research areas included  
(in the Dimensions system: 35 Commerce, management, 
tourism and services; 3506 Marketing; 3507 Strategy, 
management, and organizational behavior; 3503 Business 
systems in context; 38 Economics; in the Lens system – 
Business, Economics, Marketing, Sustainable Develop-
ment). 
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An assumption was made for creating a map in 
VOSviewer, specifically the need to explore the array of 
input information from the literature sources in the Di-
mensions and Lens systems regarding the citation of sci-
entific works by authors who study innovation marketing 
in countries in the context of achieving the Sustainable 
Development Goals. Additionally, it involves analyzing the 
keywords associated with the innovation marketing of 
countries. These markers allow for the identification of 
highly cited authors in this field and the analysis of key-
words to determine the phrases related to innovation 
marketing. This keyword analysis is essential for identify-
ing current research topics in the field of innovation mar-
keting in different countries. 
For the bibliometric analysis of the studied topic, the pe-
riod from 2014 to 2024 was selected. This time frame en-
sures a broader scope of the literature review to achieve 
a higher level of informative in the analysis and reduces 
the likelihood of "information noise" that could result 
from using shorter time periods when forming the infor-
mation array for the literature review on this topic. 
The analysis of the competitiveness of the components of 
innovation marketing in countries with developed and de-
veloping economic systems is conducted using the 
method for assessing the competitiveness of an enter-
prise's potential, as refined by researcher Krasnokutska 
[23]. The purpose of this method is to determine the nor-
malized values of indicators (stimulating and deterring 
factors) that characterize the level of competitiveness of 
the components of a country's innovation marketing. 
The normalized economic indicators of the level of com-
petitiveness of a country's innovation marketing compo-
nents are determined using formula 1. 

𝐵𝑖𝑛
′ =

𝐵𝑖𝑛

𝐵𝑚𝑎𝑥
→ 𝑚𝑎𝑥,  (1) 

where: 
𝐵𝑖𝑛

′  – the normalized value of the i-th indicator of the 
level of competitiveness of a country's innovation mar-
keting components in the n-th period (stimulating indica-
tor); 
 𝐵𝑖𝑛

′  – the actual value of the i-th indicator of the level of 
competitiveness of a country's innovation marketing 
components in the n-th period; 
𝐵𝑚𝑎𝑥  – the maximum value of the indicator of the level 
of competitiveness of innovation marketing components 
among countries. 
The deterring (destimulator) indicator is determined us-
ing formula 2. 

𝐵𝑖𝑛
′ =

𝐵𝑚𝑖𝑛

𝐵𝑖𝑛
→ 𝑚𝑖𝑛,  (2) 

where: 
𝐵𝑚𝑖𝑛 – the minimum value of the indicator of the level of 
competitiveness of innovation marketing components 
among countries. 
This integral indicator is suggested to be evaluated using 
the Euclidean distance method, with the following for-
mula 3. 

𝐼𝑐 = √∑ (𝑞𝑖𝑛 ∙ 𝐵𝑖𝑛
′ )𝑚

𝑗=1
2

,  (3) 

where: 
 𝐼𝑐  – the integral indicator of the level of competitiveness 
of a country's innovation marketing components;  
𝑞𝑖𝑛 – the weight of the i-th indicators of the level of com-
petitiveness of a country's innovation marketing compo-
nents in the n-th period; 
𝐵𝑖𝑛

′  – the normalized value of the i-th indicator of the 
level of competitiveness of a country's innovation mar-
keting components in the n-th period; 
𝑚 – the number of i-th indicators of the level of compet-
itiveness of a country's innovation marketing compo-
nents. 
The interval step of the integral indicator of the level of 
competitiveness of a country's innovation marketing com-
ponents is determined using Sturges' method, as given by 
formula 4. 

𝑘𝐼𝑐
=

𝐼𝑐𝑚𝑎𝑥−𝐼𝑐𝑚𝑖𝑛

1+3.322 lg 𝑁
,  (4) 

where: 
kIc – Sturges' coefficient, which characterizes the range of 
criterion values for the level of competitiveness of a coun-
try's innovation marketing components; 
𝐼𝑐𝑚𝑎𝑥

 – the maximum value of the integral indicator of the 

level of competitiveness of a country's innovation market-
ing components; 
𝐼𝑐𝑚𝑖𝑛

 – the minimum value of the integral indicator of the 

level of competitiveness of a country's innovation market-
ing components;  
N – the number of assessment indicators. 
 
RESULTS OF RESEARCH 
In the continuation of the literature review, we will con-
duct a bibliometric analysis of scientific works on innova-
tion marketing in sustainable business systems. It is also 
important to note the leading authors from these global 
scientific schools who focus on research in innovation 
marketing within the context of achieving the Sustainable 
Development Goals, and who have the highest citation 
rates (Fig. 1). 
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Fig. 1 Bibl iometric analysis of citation rates of scientific papers by authors researching innovation marketing in the context of achieving 
the Sustainable Development Goals 
Source: Constructed by authors via VOSviewer for citations of scientific works that contain studies of innovation marketing of countries 
(Input data: 147869 documents, 2014-2024, Dimensions.ai Database [24], refined). 

 
Among the authors from scientific schools with high cita-
tion rates, it is important to highlight the research con-
ducted by Sarkis et al. who are associated with American 
and Australian scientific schools. 
The research findings of the American scientist Sarkis [25] 
are related to the study of non-regulatory interventions in 
the formation of the value of a company's innovative 
products under the influence of the market marketing en-
vironment.  
The research results of the Australian scientist Govindan 
[26] are connected to the decision-making system in logis-
tics and marketing technologies within the context of 

technological reengineering of business processes in man-
ufacturing companies, demonstrating the innovativeness 
of solutions in implementing Industry 4.0 policies. 
The research findings of the American scientist Gun-
asekaran [27] include an analysis of innovation marketing 
data from companies to address global challenges. 
This bibliometric analysis also includes an examination of 
key terms related to innovation marketing in countries 
(Fig. 2). This analysis processed 3264 scientific publica-
tions from the lens.org database [28] using VOSviewer 
1.6.19 software. 

 



L. Taraniuk et al. – Marketing Innovations of Countries in the Context…  283 
 
 

 

 
Fig. 2 Bibliometric analysis of key terms associated with innovation marketing in countries  
Source: Constructed by authors via VOSviewer for the keyword «innovation marketing» (Input data: 3264 documents, 2014-2024, Lens.org 
Database [28], refined). 

 
Based on the analysis of key terms in the field of innova-
tion marketing research, it was determined that the most 
commonly used terms are: human, social responsibility, 
artificial intelligence, economic development, natural en-
vironment, heath policy, commerce, developing county, 
environment, qualitative research, sustainable develop-
ment. The identified keywords best characterize the study 
of innovation marketing in countries within the sustaina-
ble development framework in the literature review. A 
more detailed analysis of the frequency and overall  
 
 

strength of individual keyword references is presented on 
the keyword verification map (Figure 2). 
It is also worth noting the growing interest in this topic in 
terms of the number of related works. When determining 
the results of the bibliometric analysis, the following indi-
cators for the number of works across research areas 
were identified in the Dimensions.ai Database [24] and 
Lens.org Database [28] (Fig. 3).  
Indicators from the Global Innovation Index (Dutta and 
oth., 2023) were used, with a focus specifically on market-
ing innovation indicators (Table 1). 
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Fig. 3 Input data for conducting bibliometric analysis of authors and keywords associated with the innovation marketing  
of countries 
Source: Constructed by authors using Dimensions.ai Database [24] and Lens.org Database [28], refined. 

 
Table 1 

Indicators for evaluating the competitiveness of innovation marketing components in countries 

The Goal of Sustainable 
Development 

Item (GII) 
Components of the global 

innovation index 
Symbol 

Unit 
(score, conventional 

unit – С.U.) 

Optimization  
criterion 
Bmax; Bmin 

8. Decent work  
and economic growth 
(marketing component) 

1.3 Business environment Х1 C.U. Bmax 

6.2.1 Labor productivity growth (%) Х2 score Bmax 

6.2.4 High-tech manufacturing, % Х3 score Bmax 

7.1.2 Trademarks by origin/bn PPP$ GDP Х4 score Bmax 

7.1.3 Global brand value, top 5,000, % GDP Х5 score Bmax 

9. Industy, innovation  
and infrastructure  
(innovative component) 

5.2 Innovation linkages Х6 C.U. Bmax 

5.2.1 University-industry R&D collaboration Х7 C.U. Bmax 

5.2.2 State of cluster development and depth Х8 C.U. Bmax 

5.2.3 GERD financed by abroad (% GDP) Х9 score Bmax 

5.2.4 Joint venture/strategic alliance deals (bn PPP$ GDP) Х10 score Bmax 

5.2.5 Patent families (bn PPP$ GDP) Х11 score Bmax 

12. Responsible  
consumption  
and production  
(marketing component) 

4.2.1 Market capitalization, % GDP Х12 score Bmax 

4.3.2 Domestic industry diversification Х13 C.U. Bmax 

4.3.3 Domestic market scale, bn PPP$ Х14 score Bmax 

6.3.2 Production and export complexity Х15 C.U. Bmax 

Source: Compiled by authors from the [29]. 
 

The selected Sustainable Development Goals (SDG 8, 9, 
12) characterize the development of innovation market-
ing in the economic, production, marketing, and innova-
tion spheres of business entities in countries. 
It needs to analyze the competitiveness of innovation 
marketing components in countries with developed and 
developing economic systems to establish the leader zone 
and the outsider zone. The criteria for selecting data on 
countries involve analyzing the innovation marketing of a 
leading country and a lagging country according to the  
 
 

Global innovation index for 2023 [29], as well as countries 
with varying levels of economic development in Europe. 
This approach examines how these factors impact the ef-
fectiveness of achieving the SDGs in these countries. 
The research object includes countries with developed 
and developing economic systems, categorized as «leader 
country-evaluated country-outsider country» based on 
geographic principles (European countries and Eastern 
European Partnership countries). The countries analyzed 
are Switzerland, Lithuania, Poland, Ukraine, Serbia, and 
Albania (see Table 2). 
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Table 2 
Matrix for determining stimulator and destimulator indicators for innovation marketing components in countries 

 with different levels of economic development and their weights (qin) (indicator values (Bin) [29], C.U.; Weight) 

Components of innovation marketing 
of countries 

Index Switzerland Lithuania Poland Serbia Ukraine Albania 

Х1 

𝐵𝑖𝑛 83.80 68.10 19.90 44.30 39.20 54.00 

𝐵𝑖𝑛
′  1.00 0.81 0.24 0.53 0.47 0.64 

𝑞𝑖𝑛 0.06 0.06 0.07 0.06 0.06 0.07 

Х2 

𝐵𝑖𝑛 0.90 2.00 3.30 3.10 -3.40 2.20 

𝐵𝑖𝑛
′  0.27 0.61 1.00 0.94 -1.03 0.67 

𝑞𝑖𝑛 0.07 0.07 0.07 0.07 0.07 0.07 

Х3 

𝐵𝑖𝑛 67.3 24.50 27.50 24.30 18.80 5.30 

𝐵𝑖𝑛
′  1.00 0.36 0.41 0.36 0.28 0.08 

𝑞𝑖𝑛 0.07 0.07 0.07 0.07 0.07 0.06 

Х4 

𝐵𝑖𝑛 68.90 45.80 36.50 25.80 75.10 39.70 

𝐵𝑖𝑛
′  0.92 0.61 0.49 0.34 1.00 0.53 

𝑞𝑖𝑛 0.07 0.07 0.07 0.06 0.06 0.06 

Х5 

𝐵𝑖𝑛 22.60 0.00 4.40 0.00 n/a 0.00 

𝐵𝑖𝑛
′  1.00 0.00 0.19 0.00 0.00 0.00 

𝑞𝑖𝑛 0.07 0.07 0.07 0.07 0.07 0.07 

Х6 

𝐵𝑖𝑛 76.80 35.40 18.80 20.40 19.40 25.30 

𝐵𝑖𝑛
′  1.00 0.46 0.24 0.27 0.25 0.33 

𝑞𝑖𝑛 0.07 0.07 0.07 0.07 0.07 0.07 

Х7 

𝐵𝑖𝑛 99.40 63.90 29.30 44.50 44.70 61.80 

𝐵𝑖𝑛
′  1.00 0.64 0.29 0.45 0.45 0.62 

𝑞𝑖𝑛 0.07 0.07 0.07 0.07 0.07 0.07 

Х8 

𝐵𝑖𝑛 91.30 41.10 37.90 38.20 30.00 34.00 

𝐵𝑖𝑛
′  1.00 0.45 0.42 0.42 0.33 0.37 

𝑞𝑖𝑛 0.07 0.07 0.07 0.07 0.07 0.07 

Х9 

𝐵𝑖𝑛 0.20 0.40 0.10 0.10 0.10 n/a 

𝐵𝑖𝑛
′  0.50 0.25 1.00 1.00 1.00 0.00 

𝑞𝑖𝑛 0.06 0.06 0.06 0.07 0.07 0.07 

Х10 

𝐵𝑖𝑛 0.20 0.00 0.00 0.00 0.00 0.00 

𝐵𝑖𝑛
′  1.00 0.00 0.00 0.00 0.00 0.00 

𝑞𝑖𝑛 0.06 0.06 0.06 0.07 0.07 0.07 

Х11 

𝐵𝑖𝑛 8.60 0.40 0.30 0.10 0.20 0.00 

𝐵𝑖𝑛
′  1.00 0.05 0.03 0.01 0.02 0.00 

𝑞𝑖𝑛 0.07 0.06 0.06 0.07 0.07 0.07 

Х12 

𝐵𝑖𝑛 241.10 n/a 27.40 n/a 4.30 n/a 

𝐵𝑖𝑛
′  1.00 0.00 0.11 0.00 0.02 0.00 

𝑞𝑖𝑛 0.07 0.07 0.07 0.07 0.07 0.07 

Х13 

𝐵𝑖𝑛 84.10 94.60 96.70 96.70 88.70 93.90 

𝐵𝑖𝑛
′  0.87 0.98 1.00 1.00 0.92 0.97 

𝑞𝑖𝑛 0.06 0.06 0.07 0.07 0.07 0.07 

Х14 

𝐵𝑖𝑛 737.80 130.70 1599.00 164.80 588.40 51.20 

𝐵𝑖𝑛
′  0.46 0.08 1.00 0.10 0.37 0.03 

𝑞𝑖𝑛 0.07 0.07 0.07 0.07 0.07 0.07 

Х15 

𝐵𝑖𝑛 97.40 70.40 73.80 67.00 58.50 48.00 

𝐵𝑖𝑛
′  1.00 0.72 0.76 0.69 0.60 0.49 

𝑞𝑖𝑛 0.07 0.07 0.07 0.07 0.07 0.07 

Integral indicator of the level  
of competitiveness of the country's  

innovation marketing components (𝐼𝑐) 
C.U. 0.24 0.13 0.16 0.14 0.15 0.12 

Cross-county rank (𝑅𝑖) C.U. 1 5 2 4 3 6 

Determining the pairwise hierarchies of indicators X1-X15 
and their weights. 
The pairwise hierarchy of indicators X1-X15 and their 
weighting vector was determined using the «Analytic Hi-
erarchy Process» (AHP) by T. Saaty, with the MS Office Ex-
cel 2019 software package. It was established that the 
range of the square root of the product of the pairwise 

hierarchies of indicators X1-X15 is [0.01-92.96], and accord-
ingly, the range of the weights for indicators X1-X15 is 
[0.06-0.07] (Table 2).   
For the assessed countries, this ratio ranges from [0.149-
0.154] (14.9-15.4%), which corresponds to a satisfactory 
CR value ≤ [10-20%] [30]. Therefore, we have a hierar-
chical model that is deemed adequate. 
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DISCUSSION 
To enhance decision-making by country leadership in the 
field of innovation marketing at the level of national eco-
nomic systems while achieving the Sustainable Develop-
ment Goals, we will calculate the range step of the inte-
gral indicator of the competitiveness level of innovation 
marketing components in the country (Formula 5). 

𝑘𝐼𝑐
=

𝐼𝑐𝑚𝑎𝑥−𝐼𝑐𝑚𝑖𝑛

1+3.322 lg 𝑁
=

0.24−0.12

1+3.322 lg 15
= 0.02  (5) 

According to the seven-level ranking of the integral indi-
cator of the competitiveness of innovation marketing 
components in the leader-outsider system, the levels are 
established as follows: low level (0;0.12], below average 
level (0.12;0.14], average level (0.14;0.16], above average 
level (0.16;0.18], below high level (0.18;0.20], high level 
(0.20;0.22], and very high level (0.22;0.24]. 
1. Switzerland (1st place, Ic = 0.24). The innovation market-
ing competitiveness is at a high level due to advanced 
technology production and the export of innovative prod-
ucts (SDGs 8 (X1-X5), SDGs 9 (X6-X8,10,11), SDGs 12 (X12,X15), 
see Table 2). 
2. Poland (2nd place, Ic = 0.16). The competitiveness of in-
novation marketing is at an average level, driven by pro-
gress in production development and export promotion, 
low-cost migrant labor, and reduced marketing losses due 
to well-developed marketing strategies within production 
clusters (SDGs 8 (X2), SDGs 9 (X8), SDGs 12 (X13), see Table 
2). 
3. Ukraine (3rd place, Ic = 0.15). The competitiveness of in-
novation marketing is at an average level, due to accumu-
lated technological and scientific experience in industrial 
sectors. However, it shows a downward trend due to the 
war, the outflow of female labor, and the development of 
raw material sectors such as agriculture (SDGs 8 (X2,X4), 
SDGs 9 (X7), SDGs 12 (X13), see Table 2). 
4. Serbia (4th place, Ic = 0.14). The competitiveness of in-
novation marketing is below average due to the consoli-
dation of internal marketing capabilities, long-term eco-
nomic ties with Eastern markets, and significant state in-
fluence on business processes (SDGs 8 (X2), SDGs 9 (X7,8), 
SDGs 12 (X13,X15), see Table 2). 
5. Lithuania (5th place, Ic = 0.13). The competitiveness of 
innovation marketing is below average due to high food 
industry imports, high prices for imported energy re-
sources leading to increased marketing costs and product 
price hikes, low marketing innovation differentiation, a 
decline in competitiveness in external markets, and low 
levels of patent activity and protection of intellectual 
property. The focus is on the internal innovation market 
through IT clusters (SDGs 8 (X1,3,4), SDGs 9 (X7,8,11), SDGs 
12 (X14), see Table 2). 
6. Albania (6th place, Ic = 0.12). The innovation marketing 
competitiveness is at a low level due to low product com-
petitiveness, high import dependency, and lack of finan-
cial resources to develop innovation marketing and in-
crease market capitalization (SDGs 8 (X3,X5), SDGs 9 (X8-
X10,11), SDGs 12 (X14,X15), see Table 2). 
 
 
 

CONCLUSIONS 
In the context of transformational shifts in the global busi-
ness environment, innovation marketing plays a crucial 
role in shaping a sustainable marketing policy for com-
pany innovations while achieving the SDGs. This leads to 
a synergistic effect from the implementation of innova-
tions in the market. In a highly competitive environment, 
there is a need to identify the leading and lagging coun-
tries to more effectively implement innovations in exter-
nal markets while meeting the SDGs. This research allows 
for the assessment of the competitiveness of innovation 
marketing in countries with different levels of economic 
development in relation to the SDGs and helps create a 
roadmap for the level of innovation marketing in coun-
tries, aimed at making effective management decisions by 
stakeholders at various levels of management. 
In formulating the overall conclusion of the scientific re-
search, it should be noted that the study of innovation 
marketing in countries as a component of innovative de-
velopment, commercialization, and promotion of innova-
tions is highly relevant.  
The conducted bibliometric analysis underscores the in-
creasing interest in this topic worldwide among leading 
scientific schools, as evidenced by the results of this anal-
ysis regarding the criterion of researchers' authors, geo-
political targeting of scientific schools, and key terms as-
sociated with innovation marketing. 
It is important to note the growing interest in this topic 
within the academic community, as evidenced by the re-
sults of the input data from databases during the biblio-
metric analysis of leading authors and keywords related 
to innovation marketing in countries. 
Additionally, identifying the factors of positive and nega-
tive impact that affect the effectiveness of marketing ac-
tivities for innovative products within the framework of 
sustainable business is crucial. This enables effective man-
agement decisions and the formulation of quality eco-
nomic forecasts for innovation marketing in countries. 
The conducted analysis of the competitiveness of innova-
tion marketing components in countries with developed 
and developing economic systems shows that the 1st and 
6th places are evident, considering the leader country 
(Switzerland, Ic = 0.24) and the outsider country (Albania, 
Ic = 0.12). Within the range, the 2nd place is held by Poland 
(Ic = 0.16), the 3rd place by Ukraine (Ic = 0.15), the 4th place 
by Serbia (Ic = 0.14), and the 5th place by Lithuania (Ic = 
0.13). 
According to the seven-level ranking of the integral indi-
cator of the competitiveness of innovation marketing 
components in the leader-outsider system, the levels are 
established as follows: low level (0;0.12), below average 
level (0.12;0.14), average level (0.14;0.16), above average 
level (0.16;0.18), below high level (0.18;0.20), high level 
(0.20;0.22), and very high level (0.22;0.24). 
Overall, the scientific research demonstrates the growing 
interest in effective management of innovation marketing 
at the national level under the Sustainable Development 
Goals, using parametric methods of economic analysis. 
 



L. Taraniuk et al. – Marketing Innovations of Countries in the Context…  287 
 
 

ACKNOWLEDGEMENTS.  
The article was carried out as part of the research support 
program for Lithuanian research institutions employing 
researchers from Ukraine and the scientific internship pro-
gram from Vytautas Magnus University. 
 
REFERENCES 
[1] Razumkov, D. (2020) Innovation marketing, Available at: 

https://aboutmarketing.info/osnovy-marketynhu/mar-
ketynh-innovatsiy/(Accessed: 20 August 2024). 

[2] Guliński, N (2022) Informacje o Strategii na rzecz Od-
powiedzialnego Rozwoju, [«Information about the Strat-
egy for Responsible Development»]. Available at: 
https://www.gov.pl/web/fundusze-regiony/informacje-o-
strategii-na-rzecz-odpowiedzialnego-rozwoju (Accessed: 
18 September 2024). 

[3] Jia, H., Wang, Y., Tian, Q., Fan, D. (2022) «Marketing inno-
vations and sustainable development for the future eco-
system». Journal of Cleaner Production, 372, 133295. 
https://doi.org/10.1016/j.jclepro.2022.133295 

[4] Del-Aguila-Arcentales, Sh., Alvarez-Risco, A., Ya´nez, J. 
(2023) «Innovation and its effects on compliance with Sus-
tainable Development Goals and competitiveness in Euro-
pean Union countries». Journal of Open Innovation: Tech-
nology, Market, and Complexity, 3(9), pp. 1-8. 
https://doi.org/10.1016/j.joitmc.2023.100127 

[5] Herrero-Luna, S., Ferrer-Serrano, M., Latorre-Martinez, 
M.P. (2022) «Circular economy and innovation: a system-
atic literature review». Central European Business Review, 
11(1), pp. 65-84. https://doi.org/10.18267/j.cebr.275 

[6] Patiño, J.D., Ruiz Ariza, A., Pitre-Redondo, R. (2018) «The 
entrepreneur in Colombia, an answer to the challenges of 
competitiveness and sustainable development». Espacios, 
39(14), pp. 1-10. 

[7] Soh, A.-N., Puah, C.-H., Arip, M.A. (2023) «Tourism 
sustainable competitiveness indicator for ASEAN bloc: A 
random forest approach». International Journal of Applied 
Economics, Finance and Accounting, 16(1), pp. 33-42. 
https://doi.org/10.33094/ijaefa.v16i1.882 

[8] Seddaoui, R., Abdullah, S.S., Ahmad, S., Gorundutse, A.H. 
(2025). «Influence of Marketing Innovation and Advanced 
Technologies on Firm Performance: The Case of Algeria». 
Journal of Advanced Research in Applied Sciences and En-
gineering Technology, 48(2), pp. 183-196. 
https://doi.org/10.37934/araset.48.2.183196 

[9] Fatima, N., Xuhua, H., Alnafisah, H., Akhtar, M.R. (2024). 
«Synergy for climate actions in G7 countries: Unraveling 
the role of environmental policy stringency between tech-
nological innovation and CO2 emission interplay with 
DOLS, FMOLS and MMQR approaches». Energy Reports, 
12, pp. 1344-1359. 
https://doi.org/10.1016/j.egyr.2024.07.035 

[10] Tolossa, A.T., Singh, M., Gautam, R.K. (2024) «Unveiling 
the Nexus: the crucial role of competitive advantage in 
bridging entrepreneurial marketing practices and sustain-
able firm performance in small and medium enterprises». 
Journal of Innovation and Entrepreneurship, 13(1), pp. 1-
24. https://doi.org/10.1186/s13731-024-00398-0 

[11] Rangaswamy, E., Nawaz, N., Mohamed, S.B.S., Joy, G.V. 
(2024). «A study on entrepreneurial innovation among en-
tities in Singapore». Journal of Innovation and Entrepre-
neurship, 13(1), pp. 1-36. https://doi.org/10.1186/s13731-
024-00362-y 

 

[12] Kita, P., Čvirik, M. (2024) «Retailer processes centred on 
the food market as the main determinate of business mod-
els in the context of retail size». Journal of Retailing and 
Consumer Services, 81, pp. 1-10. 
https://doi.org/10.1016/j.jretconser.2024.103937 

[13] Murphy, S., Cole, S.M., Kaminski, A.M., Rajaratnam, S., 
Mekkawy, W. (2024) «A gendered conjoint analysis of ti-
lapia trait preference rankings among urban consumers in 
Zambia: Evidence to inform genetic improvement pro-
grams». Aquaculture, 591, 741110 
https://doi.org/10.1016/j.aquaculture.2024.741110 

[14] Tunca, S., Budhathoki, M., Brunsø, K. (2024) European 
consumers' intention to buy sustainable aquaculture prod-
ucts: An exploratory study. Sustainable Production and 
Consumption, 50, pp. 20-34. 
https://doi.org/10.1016/j.spc.2024.07.021 

[15] Cheah J.S.S., Ng C.-H., Fianto, B.A., Gan, C., Anisha, A.I.I.N. 
(2024) «Green innovation as a strategic imperative for sus-
tainable business performance: Evidence from Malaysian 
industries during the COVID-19 pandemic». Journal of 
Cleaner Production, 470, pp.1-12. 
https://doi.org/10.1016/j.jclepro.2024.143355 

[16] Wan, P., He, F., Zhang, H. (2024) «Can the separation of 
marketing authorization from manufacturing 
authorization stimulate pharmaceutical innovation? 
Evidence from China's pharmaceutical industry reform». 
Economic Analysis and Policy, 83, pp. 734-748. 
https://doi.org/10.1016/j.eap.2024.07.020 

[17] Aljabari, M., Althuwaini, S., Bouguerra, A., Allahham, M., 
Allan, M. (2024) «The impact of digital marketing strate-
gies on innovation: The mediating role of AI: A critical 
study of SMEs in the KSA market»». International Journal 
of Data and Network Science, 8(4), pp. 2029-2036. 
https://doi.org/10.5267/j.ijdns.2024.7.006 

[18] Sharma, S., Sharma, A. (2023) «Challenges in digital mar-
keting: views of small travel entrepreneurs». International 
Journal of Tourism Policy, 13(3), pp. 203-218. 
https://doi.org/10.1504/IJTP.2023.130804 

[19] Wang, Y., Lee, E.L.W. (2023) «Realizing Excellence in Enter-
prise Management through Digital Innovation». Journal of 
Logistics, Informatics and Service Science, 10(2), pp. 197-
211. https://doi.org/10.33168/JLISS.2023.0214 

[20] Agusdin Herman, L.E., Athar, H.S., Furkan, L.M. (2023) 
«Does Green Entrepreneurship Orientation Affect to Mar-
keting Performance?». Quality – Access to Success, 
24(195), pp. 286-294. 
https://doi.org/10.47750/QAS/24.195.34 

[21] Ndekwa, A.G. (2023) «Linking Business Owner’s Market 
Capability and Mobile Marketing Adoption: Experience 
from Tanzania». Tourism, Hospitality and Event Manage-
ment, Part F1, pp. 85-107. https://doi.org/10.1007/978-3-
031-28053-5_6 

[22] Shvindina, H., Taraniuk, L., Kotenko, S., Taraniuk, K., 
Hongzhou, Q. (2022) «Cross-country analysis of competi-
tiveness towards innovation potential assessment for in-
dustrials». Journal of Eastern European and Central Asian 
Research, 9 (2), pp. 165-182. https://doi.org/ 
10.15549/jeecar.v9i2.711 

[23] Krasnokutska, N.S., Bubenets, I.H. (2015) 
«Pidpryyemnytsʹkyy potentsial yak chynnyk rozvytku 
torhovelʹnykh pidpryyemstv». [«Entrepreneurial potential 
as a factor in the development of trade enterprises: mono-
graph»]. Kharkiv: Monograph, 198 p. 

 

https://www.gov.pl/web/fundusze-regiony/informacje-o-strategii-na-rzecz-odpowiedzialnego-rozwoju
https://www.gov.pl/web/fundusze-regiony/informacje-o-strategii-na-rzecz-odpowiedzialnego-rozwoju
Journal%20of%20Cleaner%20Production
372
https://doi.org/10.1016/j.jclepro.2022.133295
https://www.sciencedirect.com/journal/journal-of-open-innovation-technology-market-and-complexity
https://www.sciencedirect.com/journal/journal-of-open-innovation-technology-market-and-complexity
https://www.sciencedirect.com/journal/journal-of-open-innovation-technology-market-and-complexity/vol/9/issue/3
http://dx.doi.org/10.1016/j.joitmc.2023.100127
https://www.scopus.com/authid/detail.uri?authorId=57578207600
https://www.scopus.com/authid/detail.uri?authorId=57217996410
https://www.scopus.com/authid/detail.uri?authorId=56043175900
https://www.scopus.com/record/display.uri?eid=2-s2.0-85126957631&origin=resultslist&sort=plf-f&src=s&sid=5dee5425f23bc26730f8a3175c80db75&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS+OF+COUNTRIES+IN+THE+CONTEXT+OF+THE+IMPLEMENTATION+OF+THE+SUSTAINABLE+DEVELOPMENT+GOALS%29&sl=123&sessionSearchId=5dee5425f23bc26730f8a3175c80db75&relpos=1
https://www.scopus.com/record/display.uri?eid=2-s2.0-85126957631&origin=resultslist&sort=plf-f&src=s&sid=5dee5425f23bc26730f8a3175c80db75&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS+OF+COUNTRIES+IN+THE+CONTEXT+OF+THE+IMPLEMENTATION+OF+THE+SUSTAINABLE+DEVELOPMENT+GOALS%29&sl=123&sessionSearchId=5dee5425f23bc26730f8a3175c80db75&relpos=1
https://www.scopus.com/sourceid/21100871796?origin=resultslist
https://www.scopus.com/authid/detail.uri?authorId=57201482516
https://www.scopus.com/authid/detail.uri?authorId=57201479034
https://www.scopus.com/authid/detail.uri?authorId=57195630954
https://www.scopus.com/record/display.uri?eid=2-s2.0-85045028684&origin=resultslist&sort=plf-f&src=s&sid=5dee5425f23bc26730f8a3175c80db75&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS+OF+COUNTRIES+IN+THE+CONTEXT+OF+THE+IMPLEMENTATION+OF+THE+SUSTAINABLE+DEVELOPMENT+GOALS%29&sl=123&sessionSearchId=5dee5425f23bc26730f8a3175c80db75&relpos=2
https://www.scopus.com/record/display.uri?eid=2-s2.0-85045028684&origin=resultslist&sort=plf-f&src=s&sid=5dee5425f23bc26730f8a3175c80db75&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS+OF+COUNTRIES+IN+THE+CONTEXT+OF+THE+IMPLEMENTATION+OF+THE+SUSTAINABLE+DEVELOPMENT+GOALS%29&sl=123&sessionSearchId=5dee5425f23bc26730f8a3175c80db75&relpos=2
https://www.scopus.com/record/display.uri?eid=2-s2.0-85045028684&origin=resultslist&sort=plf-f&src=s&sid=5dee5425f23bc26730f8a3175c80db75&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS+OF+COUNTRIES+IN+THE+CONTEXT+OF+THE+IMPLEMENTATION+OF+THE+SUSTAINABLE+DEVELOPMENT+GOALS%29&sl=123&sessionSearchId=5dee5425f23bc26730f8a3175c80db75&relpos=2
https://www.scopus.com/authid/detail.uri?authorId=57211747274
https://www.scopus.com/authid/detail.uri?authorId=16444742600
https://www.scopus.com/authid/detail.uri?authorId=55792036500
https://www.scopus.com/sourceid/21101085290?origin=resultslist
https://www.scopus.com/sourceid/21101085290?origin=resultslist
https://doi.org/10.33094/ijaefa.v16i1.882
https://www.scopus.com/authid/detail.uri?authorId=59245787600
https://www.scopus.com/authid/detail.uri?authorId=57200299118
https://www.scopus.com/authid/detail.uri?authorId=57202115916
https://www.scopus.com/authid/detail.uri?authorId=59246412600
https://www.scopus.com/authid/detail.uri?authorId=59246412600
https://www.scopus.com/record/display.uri?eid=2-s2.0-85200343004&origin=resultslist&sort=plf-f&src=s&sid=eb5890d34522f687d29066e1dd3357ad&sot=b&sdt=b&s=TITLE-ABS-KEY%28marketing+AND+innovations%29&sl=123&sessionSearchId=eb5890d34522f687d29066e1dd3357ad&relpos=0
https://www.scopus.com/record/display.uri?eid=2-s2.0-85200343004&origin=resultslist&sort=plf-f&src=s&sid=eb5890d34522f687d29066e1dd3357ad&sot=b&sdt=b&s=TITLE-ABS-KEY%28marketing+AND+innovations%29&sl=123&sessionSearchId=eb5890d34522f687d29066e1dd3357ad&relpos=0
https://www.scopus.com/sourceid/21101119543?origin=resultslist
https://www.scopus.com/sourceid/21101119543?origin=resultslist
https://www.scopus.com/authid/detail.uri?authorId=57461913700
https://www.scopus.com/authid/detail.uri?authorId=55496227500
https://www.scopus.com/authid/detail.uri?authorId=57821850900
https://www.scopus.com/authid/detail.uri?authorId=59229078300
https://www.scopus.com/authid/detail.uri?authorId=59229078300
https://www.scopus.com/sourceid/21100389511?origin=resultslist
https://www.scopus.com/authid/detail.uri?authorId=59219965300
https://www.scopus.com/authid/detail.uri?authorId=56295572000
https://www.scopus.com/authid/detail.uri?authorId=55486511800
https://www.scopus.com/sourceid/21100901140?origin=resultslist
https://www.scopus.com/authid/detail.uri?authorId=57210444232
https://www.scopus.com/authid/detail.uri?authorId=57203928103
https://www.scopus.com/authid/detail.uri?authorId=58926981200
https://www.scopus.com/authid/detail.uri?authorId=56245360100
https://www.scopus.com/authid/detail.uri?authorId=56245360100
https://www.scopus.com/sourceid/21100901140?origin=resultslist
https://www.scopus.com/sourceid/21100901140?origin=resultslist
https://www.scopus.com/authid/detail.uri?authorId=26221170200
https://www.scopus.com/authid/detail.uri?authorId=57220003521
https://www.scopus.com/sourceid/22992?origin=resultslist
https://www.scopus.com/sourceid/22992?origin=resultslist
https://www.scopus.com/authid/detail.uri?authorId=57211899956
https://www.scopus.com/authid/detail.uri?authorId=21933692800
https://www.scopus.com/authid/detail.uri?authorId=57199402231
https://www.scopus.com/authid/detail.uri?authorId=57213698931
https://www.scopus.com/authid/detail.uri?authorId=57213698931
https://www.scopus.com/authid/detail.uri?authorId=22951461700
https://www.scopus.com/record/display.uri?eid=2-s2.0-85193959385&origin=resultslist&sort=plf-f&src=s&sid=8fc98606884ba4bd48b9b6eb33357a0d&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=8fc98606884ba4bd48b9b6eb33357a0d&relpos=16
https://www.scopus.com/record/display.uri?eid=2-s2.0-85193959385&origin=resultslist&sort=plf-f&src=s&sid=8fc98606884ba4bd48b9b6eb33357a0d&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=8fc98606884ba4bd48b9b6eb33357a0d&relpos=16
https://www.scopus.com/record/display.uri?eid=2-s2.0-85193959385&origin=resultslist&sort=plf-f&src=s&sid=8fc98606884ba4bd48b9b6eb33357a0d&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=8fc98606884ba4bd48b9b6eb33357a0d&relpos=16
https://www.scopus.com/record/display.uri?eid=2-s2.0-85193959385&origin=resultslist&sort=plf-f&src=s&sid=8fc98606884ba4bd48b9b6eb33357a0d&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=8fc98606884ba4bd48b9b6eb33357a0d&relpos=16
https://www.scopus.com/sourceid/29419?origin=resultslist
https://www.scopus.com/authid/detail.uri?authorId=56940654700
https://www.scopus.com/authid/detail.uri?authorId=57224922500
https://www.scopus.com/authid/detail.uri?authorId=6507681473
https://www.scopus.com/record/display.uri?eid=2-s2.0-85199955202&origin=resultslist&sort=plf-f&src=s&sid=8fc98606884ba4bd48b9b6eb33357a0d&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=8fc98606884ba4bd48b9b6eb33357a0d&relpos=17
https://www.scopus.com/record/display.uri?eid=2-s2.0-85199955202&origin=resultslist&sort=plf-f&src=s&sid=8fc98606884ba4bd48b9b6eb33357a0d&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=8fc98606884ba4bd48b9b6eb33357a0d&relpos=17
https://www.scopus.com/record/display.uri?eid=2-s2.0-85199955202&origin=resultslist&sort=plf-f&src=s&sid=8fc98606884ba4bd48b9b6eb33357a0d&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=8fc98606884ba4bd48b9b6eb33357a0d&relpos=17
https://www.scopus.com/sourceid/21100416081?origin=resultslist
https://www.scopus.com/sourceid/21100416081?origin=resultslist
https://www.scopus.com/authid/detail.uri?authorId=58191825600
https://www.scopus.com/authid/detail.uri?authorId=59252224900
https://www.scopus.com/authid/detail.uri?authorId=57195944492
https://www.scopus.com/authid/detail.uri?authorId=14626363200
https://www.scopus.com/authid/detail.uri?authorId=59252225000
https://www.scopus.com/authid/detail.uri?authorId=59252225000
https://www.scopus.com/record/display.uri?eid=2-s2.0-85200784730&origin=resultslist&sort=plf-f&src=s&sid=8fc98606884ba4bd48b9b6eb33357a0d&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=8fc98606884ba4bd48b9b6eb33357a0d&relpos=22
https://www.scopus.com/record/display.uri?eid=2-s2.0-85200784730&origin=resultslist&sort=plf-f&src=s&sid=8fc98606884ba4bd48b9b6eb33357a0d&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=8fc98606884ba4bd48b9b6eb33357a0d&relpos=22
https://www.scopus.com/record/display.uri?eid=2-s2.0-85200784730&origin=resultslist&sort=plf-f&src=s&sid=8fc98606884ba4bd48b9b6eb33357a0d&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=8fc98606884ba4bd48b9b6eb33357a0d&relpos=22
https://www.scopus.com/sourceid/19167?origin=resultslist
https://www.scopus.com/sourceid/19167?origin=resultslist
https://www.scopus.com/record/display.uri?eid=2-s2.0-85200143247&origin=resultslist&sort=plf-f&src=s&sid=7f083b709fdefee85f31f343396dff83&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=7f083b709fdefee85f31f343396dff83&relpos=25
https://www.scopus.com/record/display.uri?eid=2-s2.0-85200143247&origin=resultslist&sort=plf-f&src=s&sid=7f083b709fdefee85f31f343396dff83&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=7f083b709fdefee85f31f343396dff83&relpos=25
https://www.scopus.com/record/display.uri?eid=2-s2.0-85200143247&origin=resultslist&sort=plf-f&src=s&sid=7f083b709fdefee85f31f343396dff83&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=7f083b709fdefee85f31f343396dff83&relpos=25
https://www.scopus.com/record/display.uri?eid=2-s2.0-85200143247&origin=resultslist&sort=plf-f&src=s&sid=7f083b709fdefee85f31f343396dff83&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=7f083b709fdefee85f31f343396dff83&relpos=25
https://www.scopus.com/sourceid/5800191435?origin=resultslist
https://doi.org/10.1016/j.eap.2024.07.020
https://www.scopus.com/record/display.uri?eid=2-s2.0-85200025778&origin=resultslist&sort=plf-f&src=s&sid=7f083b709fdefee85f31f343396dff83&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=7f083b709fdefee85f31f343396dff83&relpos=26
https://www.scopus.com/record/display.uri?eid=2-s2.0-85200025778&origin=resultslist&sort=plf-f&src=s&sid=7f083b709fdefee85f31f343396dff83&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=7f083b709fdefee85f31f343396dff83&relpos=26
https://www.scopus.com/record/display.uri?eid=2-s2.0-85200025778&origin=resultslist&sort=plf-f&src=s&sid=7f083b709fdefee85f31f343396dff83&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=7f083b709fdefee85f31f343396dff83&relpos=26
https://www.scopus.com/sourceid/21100970247?origin=resultslist
https://www.scopus.com/sourceid/21100970247?origin=resultslist
https://www.scopus.com/record/display.uri?eid=2-s2.0-85162844792&origin=resultslist&sort=plf-f&src=s&sid=7f083b709fdefee85f31f343396dff83&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=7f083b709fdefee85f31f343396dff83&relpos=1992
https://www.scopus.com/record/display.uri?eid=2-s2.0-85162844792&origin=resultslist&sort=plf-f&src=s&sid=7f083b709fdefee85f31f343396dff83&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=7f083b709fdefee85f31f343396dff83&relpos=1992
https://www.scopus.com/sourceid/19700173309?origin=resultslist
https://www.scopus.com/sourceid/19700173309?origin=resultslist
https://www.scopus.com/record/display.uri?eid=2-s2.0-85162836226&origin=resultslist&sort=plf-f&src=s&sid=7f083b709fdefee85f31f343396dff83&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=7f083b709fdefee85f31f343396dff83&relpos=1993
https://www.scopus.com/record/display.uri?eid=2-s2.0-85162836226&origin=resultslist&sort=plf-f&src=s&sid=7f083b709fdefee85f31f343396dff83&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=7f083b709fdefee85f31f343396dff83&relpos=1993
https://www.scopus.com/sourceid/21101032143?origin=resultslist
https://www.scopus.com/sourceid/21101032143?origin=resultslist
https://doi.org/10.33168/JLISS.2023.0214
https://www.scopus.com/record/display.uri?eid=2-s2.0-85162683713&origin=resultslist&sort=plf-f&src=s&sid=7f083b709fdefee85f31f343396dff83&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=7f083b709fdefee85f31f343396dff83&relpos=1998
https://www.scopus.com/record/display.uri?eid=2-s2.0-85162683713&origin=resultslist&sort=plf-f&src=s&sid=7f083b709fdefee85f31f343396dff83&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=7f083b709fdefee85f31f343396dff83&relpos=1998
https://www.scopus.com/sourceid/17700156709?origin=resultslist
https://doi.org/10.47750/QAS/24.195.34
https://www.scopus.com/record/display.uri?eid=2-s2.0-85163696956&origin=resultslist&sort=plf-f&src=s&sid=7f083b709fdefee85f31f343396dff83&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=7f083b709fdefee85f31f343396dff83&relpos=1972
https://www.scopus.com/record/display.uri?eid=2-s2.0-85163696956&origin=resultslist&sort=plf-f&src=s&sid=7f083b709fdefee85f31f343396dff83&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=7f083b709fdefee85f31f343396dff83&relpos=1972
https://www.scopus.com/record/display.uri?eid=2-s2.0-85163696956&origin=resultslist&sort=plf-f&src=s&sid=7f083b709fdefee85f31f343396dff83&sot=b&sdt=b&s=TITLE-ABS-KEY%28MARKETING+INNOVATIONS%29&sl=36&sessionSearchId=7f083b709fdefee85f31f343396dff83&relpos=1972
https://www.scopus.com/sourceid/21101078110?origin=resultslist
https://www.scopus.com/sourceid/21101078110?origin=resultslist
https://www.scopus.com/authid/detail.uri?authorId=58251859100
https://www.scopus.com/authid/detail.uri?authorId=57189218993
https://www.scopus.com/authid/detail.uri?authorId=57563400200
https://www.scopus.com/authid/detail.uri?authorId=57189220694
https://www.scopus.com/authid/detail.uri?authorId=57189220694
https://www.scopus.com/authid/detail.uri?authorId=57563904500
https://www.scopus.com/record/display.uri?eid=2-s2.0-85127652168&origin=resultslist
https://www.scopus.com/record/display.uri?eid=2-s2.0-85127652168&origin=resultslist
https://www.scopus.com/record/display.uri?eid=2-s2.0-85127652168&origin=resultslist
https://www.scopus.com/sourceid/21100855999?origin=resultslist
https://www.scopus.com/sourceid/21100855999?origin=resultslist


288 Management Systems in Production Engineering 2025, Volume 33, Issue 2 
 

 

[24] Dimensions (2024) Dimensions.ai. Available at: 
https://app.dimensions.ai/discover/publica-
tion?search_mode =content&search_text=MARKET-
ING%20INNOVATIONS%20OF%20COUN-
TRIES%20IN%20THE%20CONTEXT%20OF%20THE%20IM-
PLEMENTATION%20OF%20THE%20SUSTAINABLE%20DE-
VELOP-
MENT%20GOALS&search_type=kws&search_field=full_se
arch. (Accessed: 22 August 2024). 

[25] Sun, L., Bai, C., Sarkis, J. (2024) «Reward or punishment? 
The impact of heterogeneous environmental regulatory 
intervention on the firm market value» Business Strategy 
and the Environment, 33(5), pp. 4004-4023 
https://doi.org/10.1002/bse.3690 

[26] Sun, X., Yu, H., Solvang, W.D., Govindan, K. (2024) «A 
two-level decision-support framework for reverse logistics 
network design considering technology transformation in 
Industry 4.0: a case study in Norway». International Jour-
nal of Advanced Manufacturing Technology, 134(1-2), pp. 
389-413 https://doi.org/10.1007/s00170-024-14121-6 

[27] Akter, S., Sultana, S., Gunasekaran, A., Bandara, R.J., 
Miah, S.J. (2024) «Tackling the global challenges using 
data-driven innovations». Annals of Operations Research, 
333(2-3), pp. 517-532 https://doi.org/10.1007/s10479-
024-05875-z 

[28] Lens (2024) Lens.org. Available at: 
https://www.lens.org/lens/search/scholar/list?q= MAR-
KETING%20INNOVATIONS%20OF%20COUN-
TRIES%20IN%20THE%20CONTEXT%20OF%20THE%20IM-
PLEMENTATION%20OF%20THE%20SUSTAINABLE%20DE-
VELOPMENT%20GOALS. (Accessed: 22 August 2024). 

[29] Dutta, S., Lanvin, B., Rivera, L., Wunsch-Vincent, S. (2023) 
«Global Innovation Index 2023. What is the future of inno-
vation-driven growth? 15th

 

ed». Geneva: WIPO, 264 p. 

[30] Kulchytska, Kh., Predko, L. (2018) «Analytic hierarchy pro-
cess application to project selection in printing industry». 
Printing and publishing, 1(75), pp. 51-60. 
https://doi.org/10.32403/0554-4866-2018-1-75-51-60 

 

 
 
Leonid Taraniuk (correspondence author) 
ORCID: 0000-0003-1842-7128 
Sumy State University, Ukraine 
Vilnius Gediminas Technical University, Lithuania 
e-mail: Lnt@ukr.net 
 
Karina Taraniuk  
ORCID: 0000-0003-0785-5186 
Sumy State University, Ukraine 
Vilnius Gediminas Technical University, Lithuania  
e-mail: mega_karina_t76@ukr.net 
 
Renata Korsakiene  
ORCID: 0000-0002-4119-4521 
Vilnius Gediminas Technical University, Lithuania 
e-mail: renata.korsakiene@vilniustech.lt 
 
Astrida Miceikienė 
ORCID: 0000-0003-1432-7971 
Vytautas Magnus University, Lithuania 
e-mail: astrida.miceikiene@vdu.lt  

https://app.dimensions.ai/discover/publication?search_mode
https://app.dimensions.ai/discover/publication?search_mode
https://www.scopus.com/authid/detail.uri?authorId=57724844700
https://www.scopus.com/authid/detail.uri?authorId=24485581400
https://www.scopus.com/authid/detail.uri?authorId=57194726123
https://www.scopus.com/record/display.uri?eid=2-s2.0-85183183465&origin=resultslist
https://www.scopus.com/record/display.uri?eid=2-s2.0-85183183465&origin=resultslist
https://www.scopus.com/record/display.uri?eid=2-s2.0-85183183465&origin=resultslist
https://www.scopus.com/authid/detail.uri?authorId=57193124837
https://www.scopus.com/authid/detail.uri?authorId=57218148362
https://www.scopus.com/authid/detail.uri?authorId=8647828300
https://www.scopus.com/authid/detail.uri?authorId=54986334000
https://www.scopus.com/record/display.uri?eid=2-s2.0-85199005701&origin=resultslist
https://www.scopus.com/record/display.uri?eid=2-s2.0-85199005701&origin=resultslist
https://www.scopus.com/record/display.uri?eid=2-s2.0-85199005701&origin=resultslist
https://www.scopus.com/record/display.uri?eid=2-s2.0-85199005701&origin=resultslist
https://doi.org/10.1007/s00170-024-14121-6
https://www.scopus.com/authid/detail.uri?authorId=36058277700
https://www.scopus.com/authid/detail.uri?authorId=57223144120
https://www.scopus.com/authid/detail.uri?authorId=56238759300
https://www.scopus.com/authid/detail.uri?authorId=56046712200
https://www.scopus.com/authid/detail.uri?authorId=24178573200
https://www.scopus.com/record/display.uri?eid=2-s2.0-85184191790&origin=resultslist
https://www.scopus.com/record/display.uri?eid=2-s2.0-85184191790&origin=resultslist
https://www.lens.org/lens/search/scholar/list?q
https://www.researchgate.net/deref/http%3A%2F%2Fdx.doi.org%2F10.32403%2F0554-4866-2018-1-75-51-60?_sg%5B0%5D=D4JUX_GBZFG_vo1ygidWM0s_BwuuzGYTr__Ec45LCjc31scP138hSzzU4sOr82o4vU50sRdxX6KNVlF66HSjEAny2g.jhLDF56C5_9bRaT7gycgMwGiaiepiFakZ5w_WLd2AKfKI_ORl8fOK0dD_ciIk33kmSg-Chr5l3BMBATKNjE_jw

