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Even though innovation scientifically is defined as a spontaneous change
of the use of the first and second input factors in the production function,
its consequences on the market might represent strategic competitiveness.
A spontaneous change in the production function based on the new com-
bination of Land and Labor is not the result of a predictable action, and its
capability of altering the market is not based on a strategic vision. Further-
more, innovation is not a response to the market situation, because oppor-
tunities to innovate will always be present, and no one or no formal body
can dictate or manipulate the process of innovation. Entrepreneurs carry
out innovations. These men are strong individuals, but they are not moti-
vated by making a profit. Their goal is rather to succeed with their efforts.

They manage themselves. Their tasks and roles in the business life might
be many; capital owner, manager, staff leader, promotor and seller, but the
main objective is always to carry out the innovation. The entrepreneur op-
erates independently. He is not a part of the production function. Classi-
cal social class structure, like the farmer, the laborer and the capitalist does
not embrace the entrepreneur in any meaning. The entrepreneur is charac-
terized as a social agent, whose purpose is to put forward the use of new
products and services, to open up new markets, and reorganize established
patterns of production and introducing new sources of raw materials. The
successful entrepreneur is remunerated by entrepreneurial profit, which is
distinct from rent, wages and interest, canalized to him from the market. The
entrepreneur represents innovation management himself, in the way he is
succeeding in carrying out the new combinations. He is highly specialized,
one of the art individual. Innovation management, as a scientific subject is
understood as a process that involves workers at every level to contributing



Cexujia 1. CrpateriuHe ynpaBniHHA KOHKYPEHTOCNPOMOXHICTIO Ta BNPOBaAXeHHAM iHHOBaLil

creatively to a company's product development, manufacturing and mar-
keting. So far, we can define innovation management as two separate con-
cepts; managing yourself, like what the entrepreneur is doing, and managing
others, which meaning is how to manage the staff. The latter one stretches
back to Henri Fayol and Frederick Winslow Taylor, named respectively
Foyolism and Taylorism. Fayol's work was one of the first comprehensive
statements of a general theory of management, while Taylor is widely ac-
knowledged as a founder of modern management methods. Throughout the
20th century, a great number of theories of innovation management were
presented, focusing on how to develop and use staff competitiveness as in-
put factor in the production function. Their use is primarily to intensify
the production function in the static part of the economy, to reach the op-
timum, so to speak. Optimum, in any sector of the economy represents the
dead end. At the point of optimum, the technology is exhausted and new
patterns must take over, otherwise the economy, as a whole will stagnate.
Innovation management in the static part of the economy does not have
the ability to transform to dynamic approach and change. All players on the
market will operate with the same technology, same production prices and
same market-selling price, only minor differences will occur. Competition,
in the traditional meaning in the static economy, means to acquire market
shares. Competition does not extend the total market. When innovation has
been introduced, the concept of innovation management also has to adjust
to the new production patterns and technology that comprises all classical
production means.

The adaptation process requires change in the endogenic practice of
management of the innovation. Our focus, thus, should be on managing
oneself. The successful entrepreneur is a “gentleman of the World”. He is
well informed and has the courage to make the right decisions by himself.
Innovation can never be a matter of delegation. Jean Baptiste Say describes
the personal quality of the entrepreneur: “(---) he must employ a great num-
ber of hands; at another, buy or order the raw material, collect laborers, find
consumers, and give at all times a rigid attention to order and economy;
in a word, he must possess the art of superintendence and administration
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(--). Innovation changes the established way of production and alter the
competition on the market. The entrepreneur is not a competitor on the
static market, he changes the rules of the game and the followers are forced
to adapt to the new technology. The old competition will forever be gone, a
new equilibrium will be established as a direct result of the transformation
and a new static competition will occur.

The personal qualifications of the entrepreneur is unevenly distributed
in a population and the entrepreneurial activity cannot be bought like a
product nor be delegated. Innovation cannot be treated like an input fac-
tor, and for this reason, it does not represent general strategic competitive-
ness. Any member of the public can take the role as entrepreneur, and when
successful, the strategic competitiveness will be changed. For the successful
entrepreneur, innovation is obviously a strategic competitiveness, whether
he is already well established on the market or a newcomer. The only prob-
lem in this context is that the innovation can never be predictable. Strategic,
implies a situation taking please in the future, without any determination
about the range of the change. Innovation, even thou being a spontaneous
change, determine the future, for a shorter or longer period. The competi-
tiveness based on innovation is in the hand of the personal individual, and
that makes it unfit as a strategic tool for any business without direct owner-
ship and control by the individual person.
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