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Introduction/background: The creation of a knowledge-based economy determines the 6 

growth of interest in innovations and the possibility of using them as a tool for building  7 

a competitive advantage. This requires companies to develop an appropriate innovation 8 

strategy. Its choice is determined by the environment and the company's own capabilities.  9 

On the other hand, the effectiveness of strategic decisions in the area of innovation contributes 10 

to building a company's competitive advantage. 11 

Aim of the article: The aim of the article is to present the cause-effect relations between the 12 

choice of innovation strategy and the competitive position of the enterprise. 13 

Materials and methods: The methods of critical analysis and synthesis, the method of 14 
generalization and logical methods as well as the desk research method were used in the 15 
research process. 16 

Result and conclusions: As a result of the work, a concept has been developed and direct and 17 

indirect consequences of innovation activity have been classified. 18 

The choice of innovation strategy usually is based on the direct financial results. But the indirect 19 

results are important for creating innovative potential of company and give a multiplier effects. 20 

These effects should be taken into account in the process of creating and strategy of innovation. 21 

The author presents a diagram of creating a innovative strategy, the direct and indirect effects 22 

of innovative activity and the cause and effect relations between the results of innovative 23 

activity and the creation of a strong competitive position of the company. 24 

The article is aimed at enterprise managers, decision makers of state institutions and scientists 25 

dealing with innovation problems. 26 

Keywords: innovation strategy, competitiveness, enterprise. 27 

1. Introduction  28 

Creating a knowledge-based economy determines the growth of interest in innovations and 29 

the possibility of using them as a tool for building a competitive advantage. Nowadays it is the 30 

fact the innovation is a fundamental factor in creating the added value and ensuring a lasting 31 

market advantage (Setiawanta, and Purwanto, 2019; Rowley et al., 2011). However,  32 

the innovative activity requires more and more effort from enterprises. The costs of innovation 33 
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are rising, the life cycle of innovative products is being reduced and the level of competition is 34 

growing. Under these conditions, it is necessary to develop an appropriate innovation strategy.  35 

When perceiving the strategy as a system of long-term goals and visions, it is worth 36 

considering the cause-effect relationships that exist between the innovative capacity of the 37 

company and the results of its innovative activity. 38 

The effectiveness of innovation is verified by the market. However, apart from the direct 39 

results of the innovative activity, attention should be paid to its indirect results, such as 40 

accumulating new knowledge, improving the skills and qualifications of employees, creating 41 

intellectual capital and innovative corporate culture. 42 

The study of these aspects of the innovative activity allows determining the possibilities of 43 

using innovation to achieve long-term market advantage. 44 

2. Innovations as a factor of increasing competitiveness  45 

Globalization of the economy and the development of information technology have 46 

changed the economic development model. Theories based on knowledge development are 47 

becoming increasingly important as against the concepts of development based on the 48 

assumptions of the resource theory. The importance of innovation as a factor in the economic 49 

development is constantly growing. According to many experts, 2/3 of the economic growth of 50 

the developed countries should be associated with the introduction of innovations (Pysiak, 51 

2006). 52 

Assessments of the size and structure of the national income are the basic group of 53 

measures of the competitive position of economies. They allow estimating the level of 54 

development of a given economy, as well as the stage of its competitiveness development. 55 

According to M. Porter, "the only meaningful concept of competitiveness at the national level 56 

is productivity" (Porter, 1990). This thought of M. Porter remains relevant today. According to 57 

K. Schwab, "the only sensible concept of competitiveness at the national level is productivity" 58 

(Schwab, 2013). In line with this assumption, the basic measures of competitive position 59 

include: Gross Domestic Product (GDP) and Gross National Product (GNP) (Mróz, 2016). 60 

Figure 1 presents a comparison of GDP per capita and the total SII innovation index  61 

of the EU countries. The presented data lead to the conclusion that there is a fairly close 62 

relationship between these indicators. This is also confirmed by the correlation coefficient  63 

of 0.685. 64 
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 65 
Figure 1. GDP per capita and the total innovation index (SII) of the EU countries in 2018. Source: own 66 
study based on data (EIS, 2020). 67 

The competitiveness of an enterprise is perceived as "the ability of a company to preempt 68 

the competitors in the same market and continue to be market leader” (Tam, and Fernando, 69 

2018), “and its measure is market share and profit level” (Buckley et al., 1988). Higher profits 70 

and market share growth are primarily the result of innovation because product, technological 71 

and organizational innovations ensure lower average costs and higher production quality while 72 

product and marketing innovations – higher sales. 73 

Enterprise managerial staff understands the importance of innovation as a factor in 74 

increasing competitiveness. According to a survey conducted by McKinsey, "more than  75 

70 percent of senior executives say innovation will be at least one of the three main drivers of 76 

their companies' growth in the next three to five years" (Barsh et al., 2008). This determines the 77 

intensification of the innovative activity, which depends on: 78 

 structure of the economy, 79 

 competitive intensities, 80 

 no alternative to innovative problem solving, 81 

 pro-innovative attitudes of company managers – beneficiaries of innovative products, 82 

 business conditions (innovations, mainly technological ones, are associated with time-83 

consuming investments, whose implementation requires a sustainable and friendly 84 

investment climate) (Oksanych, 2020). 85 

In the high and medium-high technology sectors and high competitive intensity, 86 

development based on the growth of innovation is often a non-alternative strategy of enterprises 87 

operating in them. The higher the performance of competitors in the same industry, the more 88 

likely each company will rely on innovation as a competitive tool, and the stronger the 89 

sustainability of the innovation will be (Aghion, 2005). According to the concept by M. Porter, 90 

a company achieves a competitive advantage using a cost leadership strategy, a differentiation 91 
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strategy and a concentration strategy, which means cost leadership in the selected markets and 92 

leadership in differentiation in the selected markets (Porter, 1980). 93 

However, innovations do not always lead to increased productivity and competitiveness, 94 

although they have a large impact on them (Atkinson, 2013). The success of an innovation 95 

largely depends on the selection of the appropriate innovation strategy. 96 

3. Innovation strategy as a tool for implementing innovation-based 97 

development  98 

Occasional innovations, which are often implemented by the company under pressure from 99 

the environment and are often the only way to survive on the market, cannot be the basis for 100 

the growth of competitiveness for the following reasons. 101 

1. Such innovations usually result from the transfer of innovative products – purchase of 102 

technologies, licenses, software, etc., also available to competitors. This means that 103 

competitors can also take advantage of these innovations (if they no longer use them or 104 

more advanced innovative products are in place). 105 

2. Such innovations relate to the selected areas of the company's activity and translate into 106 

creating the foundations of its innovative culture. 107 

3. Occasional innovation means no innovation potential. Otherwise, the innovative activity 108 

of the company would be consistently consistent. 109 

Building a competitive advantage based on innovation requires the development of  110 

an appropriate innovation strategy "as a pattern of decisions in an organization which 111 

formulates goals, objectives and purposes and produces principle policies and plans to achieve 112 

those goals and defines the economic and non-economic contribution it is going to make to its 113 

stakeholders”(Andrews, 1980). 114 

The reviewed research publications supports the conclusion that a company intending to 115 

make innovation its key asset in ensuring a competitive advantage should perceive innovation 116 

strategies and business strategies as an integrated whole. "An organization's capacity for 117 

innovation stems from an innovation system: a coherent set of interdependent processes and 118 

structures that dictates how the company searches for novel problems and solutions, synthesizes 119 

ideas into a business concept and product designs, and selects which projects get funded" 120 

(Pisano, 2015). 121 

However, the problem with many companies is that they “rarely develop strategies to align 122 

their innovations with business strategies. The company's innovation strategy should define 123 

how different types of innovation fit into the business strategy and the resources that should be 124 

allocated to each of them” (Pisano, 2015). 125 
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Also D.J. Teece draws attention to the need to link innovative activities with business 126 

strategy, because technological innovation does not guarantee business success e new product 127 

development efforts should be coupled with a business model defining their ’go to market’ and 128 

’capturing value’ strategies (Teece, 2010). 129 

The innovation strategy is determined by the external environment, own resources and the 130 

management system (which can be defined as part of the company's resources). 131 

The various types of enterprise resources are closely related to each other. Financial 132 

resources are strongly correlated with the size of human capital, because on the one hand, large 133 

profits are determined by the competitive advantages of a company that is a derivative of the 134 

innovative activity, on the other hand – high profits allow significantly increasing investment 135 

in human capital and the level of innovation of the company. 136 

Innovations by increasing sales and profits allow increase of the investments in human 137 

capital and generation of new innovations. The market success of innovations means 138 

qualitatively greater opportunities for future innovative activities of the company. 139 

A large market share means great opportunities to use the economies of scale. According to 140 

the results of research carried out by the Boston Consulting Group and the Institute of Strategic 141 

Planning in Cambridge/Mass, the effect of using the scale (experience) is a significant reduction 142 

in the average production costs (Niestrój, 1998). Each doubling of the sales volume reduces the 143 

average cost of processing and selling a product by 20-30% of its previous volume (Becker, 144 

1988). Table 1 shows a simulation of the effect of economies of scale on the amount of profits. 145 

In the initial calculations, the average total cost was set at € 9, and the price per unit of goods 146 

was set at €10. The simulation presents three variants of the cost structure. The first variant 147 

provides for the share of processing and sales costs (APC) in the average total costs (ATC) at 148 

the level of 50%, the second option – at the level of 66%, and the third – at the level of 80%. 149 

Table 1. 150 

Scale effects 151 

Sales, € M Profits, € M, by APC = 50% Profits, € M, by APC = 66% Profits, € M, by APC = 80% 

1M 1 1 1 

2M 4,7 5,6 6,32 

4M 8,22 9,96 11,37 

8M 12,08 14,76 16,92 

Source: author's own elaboration. 152 

The data presented in the table shows that with a two-fold increase in the quantity of sales 153 

– from 1 million to 2 million items of the product, profits increase from €1 million to  154 

€4.7-6.32 million (i.e. 4.7-6.32 times) depending on the cost structure. With an 8-fold increase 155 

in sales, the company's profits will increase by 12.08-16.92 times. The growth rate of profit  156 

in 1.5-2 times exceeds the growth rate of sales. Therefore, enterprises classified as market 157 

leaders with the largest market share (usually large enterprises) have significantly greater 158 

financial opportunities to conduct innovative activities and create human capital. 159 
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The effectiveness of innovative activity and its role in creating a strong competitive position 160 

depends on the extent to which the enterprise management system is open to innovation.  161 

"The pursuit of innovation in management goes far beyond the original intention of managing 162 

innovation in a limited area. Management soon sees the benefits of creating an environment 163 

where everyone in the company can contribute, and creating an innovative corporate culture is 164 

becoming a top priority in the senior management and board of directors program” (Vilia, 165 

2011). 166 

An effective management system allows making and implementing rational decisions 167 

proactively responding to changes in the environment. Its effectiveness should be seen as the 168 

results of consistent intellectual potential creation. Among the factors determining the scope, 169 

nature and effectiveness of the innovative activities, its intellectual capital reflects the 170 

company's resources on the one hand, and the management system on the other. 171 

Human capital, as a certain type of resource, represents the potential of knowledge,  172 

skills and qualifications of personnel, the ability to effectively innovate at each stage of the 173 

innovation cycle – from generating an idea to commercializing the innovation. 174 

The management system can be interpreted as the integration of formal knowledge  175 

(e.g., formalized processes of preparation and decision-making, organizing, motivating and 176 

controlling etc.) and informal (soft) knowledge, which is also based on human capital.   177 

Formal knowledge is the result of the prior intellectual effort of employees, presented in the 178 

form of reports, algorithms, programs, databases, standards, norms and regulations. 179 

Changes in the environment determine the nature of the company's reaction. Favorable 180 

changes mean opportunities and encourage enterprises to apply offensive development 181 

strategies. In the innovation area, these are primarily product and marketing innovations 182 

basically targeted to influence consumers of the products and services offered by the company. 183 

Threats from the market force an enterprise to take defensive actions, which requires the 184 

development and implementation of an appropriate strategy. 185 

The innovation strategy provides for a choice not only between the defensive and offensive 186 

nature of innovation goals, but also between transfering innovation and its generating on its 187 

own. The two innovative strategies of opening to the outside (open innovation model) and the 188 

exploitation of internal expertise have been considered (Chesbrough, 2003). These dilemmas 189 

are to a large extent related, because in the event of choosing a defensive strategy, the company 190 

must react quickly and with minimal risk to pressures from the market environment, which 191 

makes the choice of innovation transfer a priority solution. 192 

In practice, the innovations transferred mean the purchase of innovative products (software, 193 

techniques, technological systems and their components). Their impact on the level of 194 

competitiveness is short-term, as the competitive advantage is limited by the time that the 195 

competition needs to implement the same or better innovative product. The impact of such 196 

innovations on the intellectual capital of the enterprise is limited to receiving limited new 197 

knowledge and skills related to the transferred innovation. 198 
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In the case of innovation transfer, the company receives formal knowledge in the form of 199 

instructions, regulations, standards, algorithms, etc., and informal knowledge in the form of the 200 

upgraded skills and qualifications of staff as a result of training, internship, which is usually 201 

included in the package of services provided by the seller of the transferred innovative product. 202 

In the case of proprietary innovations, this type of knowledge is created as a result of own 203 

R&D works. The benefits of an innovation strategy over an imitation strategy become stronger 204 

as market demand is increasingly uncertain, technology changes rapidly, and competition 205 

intensifies (Zhou, 2006). 206 

The knowledge achieved as a result of the company's involvement in the cooperation 207 

network in innovative activities should be particularly distinguished. Participation in the 208 

cooperation networks, application of the open innovation strategy not only translates into the 209 

creation of intellectual capital, but is also an opportunity for SMEs. 210 

Own innovations usually arise as a result of consistent long-term activities – from the 211 

creation of an idea, R&D works up to product commercialization. As a result of this work,  212 

"by-products", "innovative semi-finished products" are created, which are often "frozen 213 

projects" due to the existence of certain barriers. These barriers include: 214 

 no cash, 215 

 no demand (innovation "overtakes" demand), 216 

 technological limitations. 217 

Such "side effects" of the innovative activity become one of the elements of intellectual 218 

capital and may become a serious asset of the company, as soon as there are conditions 219 

favorable for their use. Creating human capital, strong and soft knowledge are the most 220 

important intermediate result of own innovation. 221 

The simplified scheme of creating an enterprise's innovation strategy presented in  222 

Fig. 2 assumes that the process starts with the assessment of the company’s own innovation 223 

potential, the analysis of the macro-environment and the market environment. 224 

The assessment of the innovative potential should include the assessment of resources 225 

(intellectual capital, knowledge resources, financial resources), processes (procedures, 226 

algorithms, standards, norms) and the motivation system. The latter is very important due to the 227 

need to involve the entire team of employees in the innovation processes, not only those groups 228 

of staff that will directly participate in the development and implementation of the innovation 229 

strategy.  230 

The analysis of the market environment is necessary due to the need to recognize the 231 

competition strategy, the condition and development trends of the target market and the market 232 

for innovative products and services. The result of this analysis, among other things, will be the 233 

choice of the nature of the impact on the environment through innovation – whether they will 234 

be offensive or defensive. 235 

  236 
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 266 
Figure 2. A simplified scheme for creating an enterprise innovation strategy. Source: Author's 267 
elaboration. 268 

Based on the results of the environment analysis and the assessment of the company’s own 269 

capacity of innovative potential, it becomes possible to set the goals of the innovation strategy. 270 

Goals should be seen as a system integrating goals at different levels of the management 271 

hierarchy, goals of different functional areas and goals of different time horizons. 272 

One of the most responsible stages of creating an innovation strategy is the choice of the 273 

nature of the impact on the environment, sources of obtaining innovative products and 274 

identification of ways to achieve the set goals. The result of this stage will be a "bank of ideas", 275 

which consists of all possible ways, techniques and methods of achieving goals. 276 

The next step is to choose the optimal strategy, based on certain selection criteria and  277 

a system of constraints. 278 

The important elements of the presented scheme represent the feedback ensuring flexibility 279 

in managing creation and implementation of the innovation strategies. 280 
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These elements include: 282 

 possibility of adjusting the strategy goals after identifying possible ways of achieving 283 

them, 284 

 possibility to return to work on finding possible ways to achieve the goals in the event 285 

of non-compliance with their selection criteria and constraints, 286 

 impact of the effects of the innovation strategy implementation on the innovative 287 

potential of the enterprise (mainly indirect effects). 288 

Of course, the presented diagram reflects a general approach to the process of creating  289 

a company's innovation strategy. Depending on the specific external and internal business 290 

conditions, each of the processes and activities indicated in the drawing needs to be detailed. 291 

4. Direct and indirect effects of innovative activities and their impact  292 

on the company's competitiveness 293 

Most managers consider maximization of sales and profit the most important result of the 294 

innovative activity. The results of the surveys show that 69% of companies announce  295 

an increase in sales as the most important indicator of innovation. 43% of respondents believe 296 

that customer satisfaction is that measure (Staack, and Cole, 2017). However, from a strategic 297 

point of view, no less important are its other effects, which determine the nature and scope of 298 

the company's innovative capacity in the long term. Therefore, despite the direct results of the 299 

innovative activity, company managers should carefully analyze its indirect effects. 300 

In the process of innovative activity, new knowledge is created – explict and implict.  301 

Its assimilation by staff means the development of the company's innovative potential, as the 302 

learning of the organization is one of the key c factors of its success (Saadat, and Saadat, 2016). 303 

The implementation of each innovative project helps to verify the assumptions of the adopted 304 

innovation strategy, the correctness of the decisions made and the solutions used. This allows 305 

to obtain the effect of experience, which has a significant impact on the level of innovation of 306 

the enterprise (Daveri, and Parisy, 2015). Each innovative project should be seen as a cycle of 307 

acquiring new knowledge and gaining new experience. This allows you to optimize the formal 308 

procedures, algorithms, protocols of proceedings, information and knowledge flows, etc. in the 309 

company in the field of innovative activities, develops informal relations and forms of 310 

cooperation both within the company and in relations with its environment, but also becomes 311 

one of the key factors in creating an innovative organizational culture. The direct and indirect 312 

effects of innovative activities and their cause and effect relationships are presented in more 313 

detail in Fig. 3. 314 

  315 
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Figure 3. The direct and indirect effects of the innovative activity and their cause-effect relationships. 356 
Source: author's elaboration. 357 
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The most common direct effects of innovation are: 359 

 lowering the average production costs resulting from the use of a new technological 360 

system, organizational and marketing innovations, 361 

 new products and an increase in the quality of products and services resulting from 362 

technological and product innovations 363 

 entering new markets, expectedly due to marketing and product innovations, 364 

 improvement of the company's image, which includes the results of each type of the 365 

innovative activity. 366 

In the final analysis, these effects ensure an increase in profits and sales volume, which 367 

prove the competitive position of the enterprise and allow funding innovative projects to  368 

a greater extent. 369 

Generating greater profits creates wider opportunities of creating and developing the 370 

intellectual capital of the enterprise based on human capital. The closely related components of 371 

intellectual capital are the source of indirect effects of the innovative activity. These effects 372 

include: 373 

 receiving new knowledge, 374 

 upgrading qualifications, skills, experience of the staff and management, 375 

 increased management flexibility, 376 

 creating an innovative organizational culture 377 

 social effects reflected in the creation of new jobs, growing motivation of the public to 378 

learn, strengthening the innovative culture of the economy, 379 

 creating a database that contains information on ongoing and "frozen" innovative 380 

projects, achievements in the area of innovation, test results, expert opinions, 381 

experiments, indirect results of R&D works, 382 

 "semi-finished products" of the innovative products are prototypes and concepts of new 383 

technologies, products, organizational and marketing models, 384 

 increase in the market value of the company, 385 

 creating a cooperation network in the innovation area with other enterprises, 386 

organizations and institutions. 387 

The scope and scale of indirect effects depend on the following factors. 388 

1. The nature of innovative activity in relation to the source of innovation. Transferred 389 

innovations translate into indirect effects to a much lesser extent than own innovations 390 

generated within the company or in cooperation with other entities. Transferred 391 

innovations affect: 392 

 formal knowledge (in the form of instructions, regulations, norms, standards and 393 

other carriers of formalized knowledge, provided with the purchase of an innovative 394 

product), 395 
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 qualifications and skills of employees (as a result of training and apprenticeship of 396 

employees servicing the purchased innovative product). 397 

The competitive advantage obtained through transferable innovations is short-term, 398 

as competitors also have access to these innovations. 399 

However own innovations, in addition to the indirect effects mentioned above, cause 400 

qualitative changes in the nature of the company's innovative activity, which can be 401 

defined as creating an innovative culture. 402 

2. The nature of the innovative activity in relation to the area of changes.  403 

The implementation of insufficiently coordinated individual innovative projects brings 404 

much smaller indirect effects in comparison with consistent innovative activity 405 

performed within the selected innovation strategy. An effective innovation strategy 406 

should not only include coordinated goals and visions of their implementation, but also 407 

provide for the involvement of all structural units in the innovative activities. 408 

Innovations to one degree or another require changes in all spheres of the company's 409 

activity. Therefore, understanding and accepting the nature of the anticipated changes, 410 

their goals and expected results create the basis for the effective implementation of not 411 

only current but also future innovative projects. 412 

3. The nature of innovative activity in its relations with the environment. Defensive 413 

innovation is 'compulsory action', inspired by the market environment. The company 414 

should innovate otherwise it will suffer losses, reduction of its market share, loss of  415 

e-buyers' loyalty and its image. Usually, this is a transfer of innovative products, which 416 

is perceived as inevitable evil and implemented to maintain the existing market share or 417 

minimize its reduction. This type of innovation strategy does not bring visible positive 418 

indirect effects, while offensive innovations are implemented in order to increase market 419 

share and profits, enter new markets and create a new product market. Offensive 420 

innovation strategies not only provide real financial results, but also bring significant 421 

indirect effects, because in the process of implementing these investments, the company 422 

uses its entire innovative potential, which in practice means accumulating new 423 

knowledge, skills, qualifications, experience, creating and developing culture of 424 

innovation. 425 

4. The degree of integration within the network of cooperation with others. 426 

Most of the indirect effects to one degree or another contribute to creation of the 427 

enterprise innovative culture. In scientific publications, the innovative culture of  428 

an organization is presented as a set of certain characteristics that determine its ability 429 

to innovate. 430 

J. Spacey (2016) defines a culture of innovation as the idea that "values, norms, 431 

symbols, mission, habits, language and history of an organization play a role in its ability 432 

to innovate". According to the definition of M. Rouse (2015), the culture of innovation 433 
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"is a working environment that leaders create to cultivate unconventional thinking and 434 

its application". 435 

The innovative culture of an enterprise can be defined as a certain philosophy of 436 

running a business, based on creating an environment that encourages all personnel to 437 

engage in innovative activities. The core of this environment is not only the knowledge, 438 

qualifications and skills of employees, but also their motivation and attitudes towards 439 

innovative activities. Innovative culture allows combining "open" and "hidden" 440 

knowledge (Nonaka, Takeuchi, 2000, pp. 20-25), creating and effectively using the 441 

intellectual capital of an organization. Each particular success of the company in the 442 

innovation is translates into an increase in knowledge, experience and skills of 443 

employees, strengthening commitment in their capacities. It allows the managers to 444 

assess the effectiveness of human capital management methods, improve and develop 445 

personnel policy, especially focusing on behavioral and motivational aspects.  446 

Some companies make special efforts to design a highly motivating role.  447 

Toyota encourages play by giving factory workers the opportunity to come up with and 448 

test new tools and ideas on the assembly line. W.L. Gore & Associates gives people free 449 

time and resources to develop new ideas. And Southwest Airlines encourages their 450 

people to treat each customer interaction as play (McGregor, Doshi, 2015). 451 

The indirect effects of an enterprise's innovative activity create its innovative potential and 452 

provide for building a long-term competitive advantage. Therefore, the company's success on 453 

the market largely depends on the selection of an innovation strategy that would be oriented not 454 

only to maximizing profits in the short term, but also would take into account the indirect effects 455 

of the innovative activity, its impact on creating the innovative organizational culture and 456 

effective use of human capital, which would ensure company’s strong competitive position in 457 

the market and high profits in the long term. 458 

5. Conclusions 459 

Contemporary concepts of economic development perceive innovation as the basic factor 460 

in building a competitive advantage. Enterprises that focus on pro-innovative development are 461 

usually market leaders. However, innovation becomes a success factor in the market only if the 462 

company has the appropriate innovative potential and is able to use it effectively.  463 

This determines the scope of key contemporary innovation management problems in the 464 

company. 465 

It is anticipated that scientists and business representatives will be increasingly interested 466 

in the behavioral aspects of managing innovation processes, issues on the methodology of 467 

creating and implementing innovation strategies, developing and using human capital 468 
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effectively. These areas are closely related to each other, which requires the managers of the 469 

company to employ a systemic approach to management and involvement in the innovative 470 

activities not of individual groups of employees, but of the entire staff of the company. 471 

It is important that the company's development strategy and innovation strategy form  472 

an integrated whole focusing not only to high profits, but also to development of innovative 473 

potential. It is crucial not only to expect the direct results of the innovation, but also to welcome 474 

the side effects that will determine your company's competitive position in the market in the 475 

future. 476 

The indirect effects of innovative activity contribute to the creation of an innovative 477 

corporate culture. This not only allows innovation to be a key factor in its development and 478 

market success, but also to create the external image of the company and provide opportunities 479 

to build a cooperation network. In this way, the multiplier effect of innovative activity is 480 

achieved, the essence of which is that each of its results should be perceived as an explicit or 481 

implicit investment in the future of the enterprise. 482 
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