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The purpose of this research is to carry out a comparative analysis of methodological approaches to 
assessing the innovation potential of regions and to substantiate the feasibility of their application in conditions 
of clusterization of the economy. 

In the article the advantages of formation and development of innovation-integrated structures in the 
context of growth of efficiency and innovation orientation of the national economy are explored. The analysis of the 
level of the Global Innovation Index of Ukraine in the context of international comparisons and indicators of 
innovation activity by the regions of the state was conducted. The factors of formation of innovation-integrated 
structures were characterized: legislative-normative, research, personnel, financial, material-resource, technological, 
infrastructural and informational-communicative. It was highlighted the necessity of distinguishing approaches to 
the evaluation, firstly, the prerequisites for the formation of innovation-integrated structures, in particular, the 
innovation potential of territories, and secondly, the results of the activities of such structures. 

The main methods of estimating the innovative potential of the regions (tabular and graphic methods, 
methods of comparison, expert methods, methods of sociological research, rating methods, methods of integral 
estimation, methods of modeling and forecasting) were defined. Since different regions of Ukraine have 
sufficiently differentiated innovative potential, it was marked a feasibility of using an integrated methodology for 
evaluation the readiness of regions to form innovative-integrated structures, in line with a number of quantitative 
and qualitative criteria, which would justify the feasibility of creating certain structures for territories. Also, the 
stages of the innovation potential of territories evaluation were substantiated. 
innovation potential, innovation development, innovation-integrated structure, innovation cluster, 
assessment method, integral assessment 
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The Olympic movement has the potential for development through the use of Olympic marketing. The 
development of marketing aspects becomes particularly relevant in connection with their exceptional 
significance in order to increase profitability and ensure financial independence from external factors. In 
addition, owing to its marketing activities, the Olympic Movement is capable of shaping and maintaining a high 
profile of Olympism, which is the most important intangible asset of the International Olympic Committee. 

Today, the Olympic Movement is one of the most dynamic nonprofit marketing areas. The experience 
gained in recent years allows it to confidently develop and serve sport and society. At the same time, in order to 
achieve a qualitatively new level of development, the Olympic movement needs to analyze its marketing 
activities, accumulated their own knowledge and experience, as well as the involvement of such experience from 
related fields of activity. Taking into account that the way of improving Olympic marketing is considered by the 
IOC as the leading force in the progress of Olympism, efforts should be directed directly to the field of study. 

The article deals with the components of Olympic marketing, due to which the synergy effect is 
achieved. It shows the features of the Olympic marketing complex, marketing activities and the main activities 
of the NOC of Ukraine, aimed at the development of the Olympic movement and popularization of a healthy 
lifestyle among the Ukrainian population. The analysis of indicators of financial support has been done and it 
shows  the social effect of marketing activities of the NOC of Ukraine. 
Olympic Movement, National Olympic Committee of Ukraine, Olympic marketing, components of 
Olympic marketing, Olympic marketing complex, analysis of indicators of marketing effectiveness, social 
effect 
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