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The article is devoted to issues relating to the development of an effective mechanism of social and economy 
motivation of development innovation potential of youth, improving its structure and leverage during the movement of 
Ukraine to the new economy. The author developed a conceptual diagram of this mechanism. The directions to improve 
of social and economy motivation of development innovation potential of youth are offered. 

Keywords: youth, innovation potential, motivation, motivation of innovative potential of youth, social and 
economy motivation of development of innovation potential of youth, mechanism of social and economy motivation of 
development of innovation  potential of youth. 
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ESSENCE AND PROCEDURE OF DEVELOPMENT OF THE PRODUCT 
STRATEGY 

 

 In the article the substantiation of the optimal product strategy of the innovation company is carried out and 
the most effective ways to develop its activities is determine. 
 Key words. Product strategy, effective management, strategic plan, company’s activities, consumer market.   

In modern terms, each company is interested in effective management of its marketing 
activities. In particular, he must know how to analyze market opportunities, select the appropriate 
target markets, develop effective marketing mix and successfully manage by the implementation of 
marketing efforts. Thus, the essence of strategic marketing lies in funding of solutions directed on 
the satisfaction of the needs of consumers and on the obtainment in them advantages over 
competitors by means of special market measures. 

The choice of strategy depends on the situation in which the company is, as marketing 
programs both short and long-term need to develop and use such a strategy, which under given 
conditions most correspond to the state economic policy and at the same time would provide 
companies the necessary efficiency, profitability and material interest in the outcome of labor [1, . 
102-105]. 

Strategic plans should be made so that not only integral to stay for long periods of time, but 
be flexible enough so that, if necessary, could make the modification and reorientation. The overall 
strategic plan should be seen as a program that directs the activities of the company over a long 


