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Abstract. This paper reviews the methodological aspects of shaping marketing strategy in service
sector. In addition, in order to classify main types of marketing, there has been provided the review of
theoretical and empirical literature on the subject. Review has shown that there are vast variety of
factors such as social environment, market constraints, people’s behavior, time prospective, managers’
focus, market structure, degree of societies advancement, and etc. which can influence on shaping
marketing strategy.
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Introduction

Uzbekistan’s Five-Area Development Strategy for 2017—2021 stipulates the need to
“Enhance the competitiveness of the national economy by deepening structural
transformations, modernizing and diversifying its leading industries: increasing the share
ofindustry and services in its structure”. The service sector is currently undergoing serious
transformations, when the traditional methods of doing business are replaced by new
ones, such as information and communication technologies, tourism, consulting,
recruiting, etc. Introduction of more and more advanced technologies into the service
processes and carefully designed service systems which meets the needs of consumers,
serves for the growth of competitiveness of companies in new industrial and regional
service markets.

Literature review

Under the marketing concepts, services represent a huge variety of activities, works
and occupations. In defining the service, Kotler notes “A service is any event, activity or
benefit that one of the parties can offer to the other party and which is mostly intangible
and does not lead to possessing of anything. The production of services may or may not
be related to the product in its tangible form” (Kotler, 2012). Based on the research of
the intra-organizational communication processes and the concept of affairs marketing,
Kotler suggested to distinguish three interrelated units in services marketing;:

— organization, or top management, service firms;
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— contact personnel of the service firm;

— consumers of services.

Until recently, the concept of service productivity has been theoretically under
developed (Corsten, 2001). Generally, transferring the traditional understanding of
productivity from manufacturing and producing material goods to services is not very
successful due to immateriality as well as intangibility of services (Corsten, 2001).
Immateriality is connected with both the intangibility of the output, as well as the
heterogeneity of services. Moreover, the integration and involvement of people in the
value adding processes is the main point to services (Lasshof, 2006). According to G.
Assel, services are intangible benefits that are acquired by the consumer, but are not
related to property. Analyzing this definition it becomes obvious that G. Assel connects
the service with a certain final result (blessing), and only the acquisition of the item
appears from the actions, which in principle refers to the service itself, because it is
connected, rather, with the consumer (Assel, 1999). This means that the customer is
obviously a key factor for service providers that must also somehow be connected and
accounted for in the concept of services productivity. Nevertheless, it has contradictory
points that the customer usually is not an integral part during value creation and the
business processes known as a closed system (Gronroos and Ojasalo, 2004). According
to N.V. Mironova, there are certain reasons that make it difficult to formulate a unified
approach to the definition of the term “service”: — services include all economic benefits
that can not be attributed to agriculture or industrial production; — the services include
numerous and various actions aimed at various objects; — these numerous and diverse
actions refer to the existing official statistics to one class of economic goods; — service —
a flexible object whose boundaries are easily changed (Mironova, 2003). How are services
defined and how can they best be delivered in different cultures throughout the world is
one of the questions that, according to Ben Schneider, should usefully be asked to bring
a new twist to the international issue of services marketing (Schneider, 2000).

In order to effectively manage marketing in a service firm, the manager needs to
develop three strategies aimed at these three links.

1. The strategy of traditional marketing is aimed at the link “consumer-organization”
and is related to issues of pricing, communications and distribution channels.

2. The strategy of internal marketing is aimed at the “organization-personnel” link
and is associated with staff motivation.

3. The strategy of interactive marketing — on the link “personnel — consumer” and
is associated with quality control of the provision of services.

The main component of the modern marketing structure is, first of all, foresight, that
is strategies and plans on the basis of which the marketing activity is built (Table 1).

Table 1
Structure of modern marketing
Title Content
Social marketing Represents the meaning of a significant expansion of the scope of marketing activities.
Its subject is not only the market, but also social activities
Global marketing Exploring and specific commercial operations related to international trade, tourism
and other forms of cooperation between countries
Macro marketing Manages the market to meet the needs of end-users
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End of table 1

Title Content
Consumerism Creation and implementation of the system of consumer rights protection
Behaviorism The direction of marketing, specializing in studying the psychological origins of

consumer behavior in the process of selecting and acquiring goods or services,
revealing their preferences

Micromarketing Performs management within the enterprise, the functioning of which ensures
communication between the producer and the consumer

Functional marketing | Performs an element-wise analysis of the organization’s sales activities, namely
wholesale distribution, transportation, storage

Marketing of consumer | Comprehensively studies the consumer, his needs, requests, as well as the factors
goods and conditions under which they are formed and develop

Strategic marketing Studying the ratio of external factors and internal resources, the capabilities of the
firm, taken into account when making management decisions

Institutional Marketing | Final sale of production and retail. The focus is on working with a retailer

Product marketing Carefully studies consumer preferences, taking into account which the development
of products and their modernization

Managerial Marketing | Spreads the principles of marketing to all levels of enterprise management from the
bottom to the top

Source: Compiled by the author.

Until recently, service organizations were inferior to firms in terms of the intensity of
marketing use. Today, when competition increases, increase costs, while productivity and
quality become key performance indicators, there is a need for more complex marketing
decisions. Service organizations today faced with three main marketing challenges: they
want to increase their competitive differentiation, the quality of services and productivity.
Marketing management is defined as “... analyzing, planning, implementation and
monitoring the implementation of activities designed for establishing, strengthening and
maintaining of profitable exchanges with targetys customers for achieving specific
organizational goals such as profit, sales, market share etc.” (Gaydaenko, 2006).

The marketing strategy represents the procedure for analyzing the potential of the
company and its objective opportunity in the market, selecting the system of organization’s
goals, developing plans aimed at reducing risk and providing long-term and sustainable
prosperity of the company. The main difference between a simple long-term plan and a
strategy is that the strategy should create conditions under which the company will avoid
problems in the market. Strategic marketing management includes the process of
developing and maintaining the compliance of the strategy and the organizational and
functional potential of the firm to external conditions, and realized on the basis of the
study of the need. The main task solved in the framework of strategic marketing is the
orientation of the enterprise in the external environment (Walker O., Jr. Boyd H.,
Larshe J.-K, 2006).

There are many different types of marketing strategies, each has its own mission in
the enterprise. Let’s compare some of them (Table 2).

Marketing strategy is one of the main components of the overall strategy of the
organization, growth of the enterprise, its prospects, and sometimes its existence. The
base of the strategy, aimed at achieving established goals is based on selection of the target
segment or market segments and distinctive advantages. These two elements constitute
a strategy for positioning a firm or brand.
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Table 2
Different types of marketing strategies
Ne Title Content
1 | Organization’s Growth | It is medium term prospect of organization’s activity. By planning growth, first
Strategy of all, revealed the appropriateness of acquisitions or internal development
2 | Strategy for internal | This strategy implies penetration of the market, and contributes for the expansion
development of markets and development of products
3 | Penetration strategy Presents already existing brands to the market with making allowance to existing
markets
4 |Market expansion|Assumes the promotion of goods and services to new markets
strategy
5 |[Product development | Provides emergence or expansion of existing goods or services, mainly in the
strategy existing market
6 | Strategies for external | Comprises of company’s growth strategy based on internal development and
acquisitions growth strategy through external acquisitions

Source: Compiled by the author.

A marketing strategy is a plan, which can be modified as situations progress. It is the
strategic plan that allows the company to define its specific goals, objectives, that it seeks
and how to develop.

The starting point of designing a marketing strategy is the analysis of market development
and forecasting of further development of the market environment. It includes: macro
segmentation and micro segmentation, that is, an assessment of the competitive advantages
and competitiveness of the company, its products and services on the market, an assessment
of the attractiveness of selected product markets and their individual segments, the
possibility of expanding the geography of sales.

Thus, strategic management involves implementation of a strategic marketing plan
that includes the benchmarks for the organization’s long-term prosperity and the entire
range of products and services provided. Having chosen the target market and strategy
of its coverage, it is necessary to implement the procedure for positioning its services.
Positioning services is an action that completes a set of actions to ensure the competitiveness
of their services by choosing the most effective type of marketing behavior in specific
conditions.

One of the main principles of strategic marketing of the service sector is the principle
of complexity, which regards it as a systemic unity of actions carried out in the following
areas:

— improvement of services and enrichment of the assortment line through the constant
development and introduction of new types of services;

— realization of price policy with the aim of balancing supply and demand,;

— improving methods and methods of marketing services;

— establishment of appropriate proportionality in the use of different distribution
channels;

— improvement of communication links with the consumer in order to stimulate sales
of services and effective use of means of advertising impact.

The operation of this principle, traditional for strategic planning in general, has a
specific essence in the marketing of services. In this area there is an advantage of the
territorial aspect over the sectoral aspect, since the demand for services is formed mainly
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under the influence of territorial features in the way of life of the population and its
territorial structure, and the marketing task is to bring the development of service industries
in line with existing demand.

The strategy of promotion of services consists of four means of influencing the
consumer:

— advertising;

— methods of sales promotion;

— publicity and public relations;

— technologies of personal sales.

In the marketing of services, there is a system of strategic planning, which also has
some peculiarities. The sequence of planning stages and promotion strategies are similar
both for the manufacturing sector and for the service sector. They include determining
the objectives of promotion, selecting target audiences and determining the budget for
each of the four means of impact on the consumer. However, in view of the distinctive
characteristics of the service as a commodity, the content of these stages significantly
differs while planning a promotion strategy in marketing services. The main difference
is in strategic focus of the promotion strategy for goods and services.

Marketing of services in Uzbekistan

In order to ensure balanced development and diversification of the activity of service
enterprises, raising competitiveness and quality of their services, there were adopted
Resolutions of the President of the Republic of Uzbekistan “About the program of
development of the services sector in the Republic of Uzbekistan for 2012—2016”, and
the Cabinet of Ministers of the Republic of Uzbekistan “About the program for the
development of the services sector for 2016—2020” and etc.

Priority directions and tasks in development of the service sector in the Republic of
Uzbekistan for 2016—2020 were set:

— raising GDP through development of the services sector, and bringing its share in
the national economy up to 48.7 percent;

— raising volume of services in rural areas by 1.8 times by 2020;

— creation of conditions for accelerated development of the service sector, structural
reforms through the expansion of engineering, communication, road and transport
infrastructure, introduction of modern information and communication technologies in
the sectors;

— shaping competitive environment, assistance to the development of small and
private business entities;

— expansion of various innovative services, new communication facilities;

— provision of technical accessibility of the population to the telecommunications
network, providing quality services on their basis, complete transition to digital telephone
communication and television systems, bringing the share of communication and
information services in the economy up to 2.5 percent by year 2020;

— the development of financial services with the introduction of the newest electronic
payment technologies;

— further development of high-tech in healthcare services.

190 BOITPOCBHI MEHEJIZKMEHTA 1 MAPKETUHTA



Ziyayeva M.M. RUDN Journal of Economics, 2018, 26 (2), 186—195

The development of services sector in Uzbekistan causes an increase in the share of
services in the GDP and growth of competition in the services market (Fig. 1).

OcHoBHOM
OcHogHoit OCHOBHOV OCHOBHOV OCHOBHOI OCHOBHOV
OcHoBHOM
OcHoBHO OcHoBHOW OcHoBHOW OcHoBHO
OcCHoBHOM
2013 2014 2015 2016

|:| Production of goods
[] Production of services
- Net taxes on products and export-import transactions

Fig. 1. The structure of GDP

Source: Uzbekistan in figures (2017). State Committee of the Republic of Uzbekistan on Statistics. 45 p.

As a result of targeted, comprehensive measures on diversification and structural
transformation of the economy, the share of services in GDP increased from 38.7 percent
in 2005 to 45.2 percent in 2016. Modern high-tech and market-oriented types of services-
information-communication, banking, insurance, leasing, tourist-excursion and others
are developing at an accelerating rate.

Among the main driving factors of competition in the domestic services market,
following are distinguished (Table 3).

Table 3
Classification of competition factors in the services market of the Republic of Uzbekistan

Title Content
Growth of the number of | Growth in quantity of economic entities in the banking, insurance, and trade
economic entities spheres objectively leads to the expansion of product supply in the services

sectors, which compete with each other

Liberalization of prices and | The abolition of direct price controls on wholesale and retail prices has become
the transformation of the | a stimulus to the price competition. The development of the business environment
economy is reflected in the stabilization of the profitability of the business, which in turn
leads to increased competition
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End of table 3

Title

Content

Liberalization of foreign
economic relations

This led to appearance in the domestic market of new foreign competitors, which
have extensive experience and knowledge in the field of competition

Structural reorganization of
the industrial markets

The advancing growth of the services sector, as well as the profitability of trade
and financial operations, also influenced the intensification of competition

Provision of convertibility of
national currency

The transition to convertibility of the national currency had great impact for the
development of competition processes. The most benefits from the convertibility
of sums have gained mainly businesses operating for the export, as well as
companies with foreign capital participation due to price competition and the
relatively high quality of the goods and services offered

Formation of the private
sector of the economy

The private sector of the economy creates additional conditions for the development
of competition and in many branches of the service sector begins to play a
dominant role (trade, mobile communications, insurance, tourism, etc.)

Demonopoliza-tion of the
economy and development
of competition

Privatization of state organizations, industrial and regional demonopolization
programs, state regulation of natural monopolies, stimulation of the development
of small businesses and private entrepreneurship, and other measures leads to
increased competition in the services market

Institutional reforms

Creation and development of market institutions of stock-exchanges, banks,

insurance companies, IT companies and other organizations — contributed to the
formation of market infrastructure and exacerbated competition in the services
sector

Source: Compiled by the author

Conclusion

The services sector and service as a rather complex social phenomenon are objects of
study of various sciences: economics, marketing, management, sociology, law, informatics,
psychology and others. Within the framework of research paradigms, each of which
actualizes certain aspects of services, that are most significant for a particular scientific
field, principles and technologies for interaction between the producer and consumer of
the service are developed, and effective mechanisms for such interaction are identified.
However, it should be noted that at present there is no complete theory of services that
would systematize existing methodological and practical approaches to the study and
management of this field. In this case, there are basically formulated a number of
theoretical provisions that illuminate the phenomenon under study from different points
of view. The development of a holistic theory of services would help to solve not only the
theoretical and methodological problems that occur in this field, but also many practical
questions that are determined by the specifics of the service as a commodity. These features
often do not allow us to apply regulatory and legal documents to the service sector, which
are quite effectively used to regulate commodity-money relations in the markets of
traditional goods.

In this regard, it seems relevant and important to develop the methodological
foundations of strategic marketing in the service sector, which could become a unifying
principle of research in different subject areas and be, including a base for developing
effective management mechanisms in the service sector.

Given the features of the service, we can distinguish the following characteristics of
its provision:

— requirements for the service should be clearly defined as characteristics that can
be monitored and evaluated by the consumer;
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— in most cases, service management and service delivery characteristics can only be
achieved by providing management of the service delivery process.

The characteristic of a service or its delivery process can be quantified (measured) or
qualitatively expressed (subject to quality comparison), depending on how and by whom
the assessment is made by the service organization or the consumer.

Current classification in the service sector requires further specification and
systematization, which makes it important to determine the main and secondary criteria
for the classification of these services. The study of technological features of production
in the service sector, the interconnection of services and materialized goods, the change
in the ratio in the technological processes of material and non-tangible products, the
sectoral features of the share in the final product of services or materialized goods are
extremely topical. Such questions can not be solved without a theoretical interpretation
of the essence of the service, however, their research has a largely applied value, because
the specificity of production technology in the service sector, the resource component
and the target setting directly determine the management and marketing system in the
service sector.

Technological features of production of services are directly interrelated with the
problems of the formation and establishment of standardization systems. The issues of
unification, standardization and certification with regard to services can be attributed to
the most difficult to develop. In modern publications devoted to services, a lot of attention
is paid to quality management, the quality of service models are given, the stages of quality
measurement are described using different techniques, but the question of what is the
quality of the service is still topical.

When developing the methodology of the marketing strategy for the service sector, it
is necessary to take into account the specific nature of this area of activity, which is
determined by the technological process, objectives of the activity, resources and sources
of financing, personnel policy, consumer segment, management techniques and marketing
concepts, promotion and communication features, and often ownership.

Thus, the object of the methodology of strategic shadowing of the service sector should
be the service itself, considered as a specific commodity and an object of economic activity
with special properties; The subject is a complex of economic, managerial, organizational,
financial, social relations arising in the process of production, promotion and consumption
of the service. Subjects are both physical and legal entities involved in the process of
socio-economic relations in the service sector.
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OCOBEHHOCTU ®OPMUPOBAHUSA MAPKETUHIOBOW
CTPATErMn B COEPE YCNYI PECNYBJINKU YBBEKUCTAH

M.M. 3usgesa

TalkeHTCKMI TOCY1apCTBEHHbBI 3KOHOMUYECKUI YHUBEPCUTET
Pecnybauxa Yzoexucman, 100003, Tawkenm, ya. Hcarama Kapumosa, 49

B cTaTbe paccMaTpUBaIOTCS METOIOJIOTMUECKIE aCTIEKThI (POPMUPOBAHMS MAPKETUHTOBOM CTpa-
teruu B cpepe yeayr. st Kiiaccudukalu OCHOBHBIX BUJIOB MapKeTUHTa ObLT MpeACTaBiIeH 0030p
TEOPETUIECKON 1 SMITUPUIECKOM JIUTEPATYPHI TI0 ITOMY Botipocy. O630p moKasa, YTo CyIIeCTBYeT
MHOXECTBO Pa3INYHbIX (DAKTOPOB, TAKMX KaK COIMaIbHAsI cpefia, PhIHOYHbBIC OTPAaHUYEHUSI, TTOBE-
JIleHWe JIIoJeH, TepCIeKTUBBl BpeMEHH, KOHIIEHTPAIIMS MEHEIKepoB, CTPYKTypa pbIHKA, CTeTIeHb
pa3BUTHS OOIIIECTBA, KOTOPHIE MOTYT BJIMSITh HAa (DOPMUPOBAHNE MAPKETUHIOBOM CTPaTETUM.

KioueBble ciioBa: MapKeTMHIOBAs CTpATErsl, MApKETUHT B c(pepe YCIIyT, MapKETHUHT YCIYT B ¥3-
OexucTaHe, CpaBHEHNE MAaPKETUHTOBBIX CTpaTeruit
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