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LKUAIM: 
M O D E R N S E A R C H M E T H O D A N D I N N O V A T I O N 

AS A F A C T O R O F C O M P E N T 1 V E N E S S O F C O M P \ M E S 
In today's rapid development of the society and strict market ing condit ions for doing the business, most 

companies find a way to survive and be compet i t ive through innovations. Special attention is paid to both product 
innovation, and to the innovation concerned with the product representing (packaging, design, market ing, technology). 
The following ways can be r ecommended to the companies which would like to create a really explosive innovation: 

1. The brand coverage of several categories, and types of businesses. I s. , the company PepsiCo acquired Quaker 
Oats brand and Quaker produced fast food oatmeal . The company managed to update outdated brand image and get into 
product categories such as sticks and oat cereal. 

2. Filling the space between categories. Innovation can occur at the intersection of product categories This opens 
great opportunit ies to build consumer benefi ts through the union of the properties of different products A striking 
example is the uprise of muesli bars on the market. 

3. Innovative ways to s tudy consumers . Innovative methods of col lect ing the point views of consumers and how 
to use them greatly expand the c o m p a n y ' s opportunit ies. The great success of many producers brought the use of 
ethnographic and anthropological approaches to research. For example , using the contextual inquiry and 
«accommodat ion» in the consumer environment (observation of people buying and using the products in the stores, at 
work, in restaurants or at home) . 

4. The use of al ternative sources of fresh ideas. The development of the product range of manufac ture rs based on 
multiple sources, including online dialogue with consumers . As an alternative and less expensive source of innovative 
ideas you can use providers, entrepreneurs , inventors. 

Thus, innovation is not only the use of advanced technologies, but a new v ision, innovative approach to the 
launching new product to the market, which will give a significant competi t ive advantage to the contemporary 
companies. 
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