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Accelerating changes in the environment, the emergence of new requests and changing the
position of the consumer, the emergence of new unexpected business opportunities, the
development of information networks, the rapid dissemination of information, changing the
role of human resources and a number of other reasons have led to a sharp increase in the
value of alternative analysis and strategy selection. The current situation in the market and the
growth of enterprises specializing in services have forced a new look at the principles of
forming a marketing strategy. It follows that traditional methods of shaping and selecting
alternatives in strategic planning need to be modified and adapted to specific conditions
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Introduction

The service sector, like any other industry, has its own characteristics of activity and strategic
planning. Based on this postulate, leaders will emerge interested in developing a business
development strategy tailored to the industry and meeting the requirements of the modern
market process. The method of shaping the marketing strategy is taken from the work of a
famous American researcher. However, taking into account the specific features, the technique
was adapted to the enterprises of the studied activity. Conceptualization of marketing services
is done by creating an overall model of the process. Marketing concepts in the field of services
reflect the relevant concepts of the commaodity market, while emphasizing the specific features
of the production of services, their nature and conditions of sale. It should be noted that the
marketing activity strategy details the enterprise development strategy in general. However,
businesses can pursue multiple strategies according to their marketing mix. On the one hand,
the strategies are aimed at achieving the company’s market goals and shaping the main
marketing objectives, which determine the purpose and nature of the tactical activities of the
marketing service.

At present, in the system of market relations, no enterprise can operate in the traditional way
without marketing services in the enterprise. Marketing profits are increasing every year [1].
This is because people’s needs are limitless and enterprise resources are limited. Each topic
has its own needs, which is not always quality. Everyone requires their own personal approach.
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Therefore, in the new conditions, the enterprise survives, which can achieve the most precise
separation and variety of flavors [2].

The importance of strategic actions to enable a company to survive in a long-term competitive
struggle has increased dramatically in recent decades. In a highly competitive environment, all
companies have time to think not only about the rapidly changing situation, the internal
situation of the company, but also to develop changes in their environment, to develop a long-
term survival strategy [3].

The aim of the research in this paper is to identify ways to develop a marketing strategy, as
well as to adapt them for use in service sector enterprises.

Functions:

- consider the features of marketing services;

- summarizing information on strategic planning applied to a particular area;

- adjusting the strategy selection matrix for specific enterprises;

- Formulation of findings and evaluation of results.

- Development of marketing strategy in the service sector is a complex process that requires
in-depth research on the state and development of the service market, as well as an assessment
of the position of the enterprise operating in the market. The choice of a particular strategy
depends on the specific characteristics of the external and internal conditions, the development
of the organization and different views of management due to other reasons [4].

- In the formation of the strategy for the development of the service sector in the enterprise
should take into account its features. Because services are difficult to standardize and evaluate
before consumption, some of them cannot be evaluated even after consumption (e.g., a series
of medical surgeries) because when choosing a service, customers are motivated by
psychological reasons and some objective based on criteria. At the same time, consumers
evaluate the quality of service provided by comparing the expected and obtained results. They
take into account the availability of information, feel the quality of services, feel the risk, brand
trust or the availability of alternative services [5].

- There is no single strategy for all companies, nor is there a single universal strategic
management. Each firm is unique, so the process of developing a strategy and analyzing
alternatives for each enterprise is unique because it depends on the position of the enterprise in
the market, its development dynamics, its potential, competitor behavior, product
characteristics or depending on the services provided, the state of the economy, the cultural
environment and many other factors [6].

- Many modern enterprises use the I. Ansoff matrix, proposed in 1957 as the main method of
strategy selection, but this matrix was presented for the selection and formulation of
development strategies of enterprises specializing in the production and sale of goods [7]. The
current situation in the market and the growth of service enterprises have forced us to look at
the conditions for the formation of a strategy on this method from a new perspective. Therefore,
it is proposed to change the methodology of strategy development for service enterprises (Fig.).
- "Separation strategy"” includes the development, production and sale of new services in
developed markets. The implementation of such a strategy involves, first of all, the analysis of
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the services provided, taking into account these nuances, the identification of specific features
and location in the market.

The “focus strategy” involves exploring new markets to sell assimilated services. Such a
strategy involves large investments in new markets. This is usually very aggressive in nature
and shows the high heat of competition.

The “diversification strategy” is to introduce new services in new markets. This term is often
associated with an expansion into an area that is not related to the current activities of the
organization. At the same time, enterprises can concentrate their efforts on expanding the list
of services provided or creating their own productions on the basis of their own enterprises.
The last type of strategy based on this matrix is “customer adaptation”. This strategy envisages
the growing development of the organization's activities in the developed market. In addition,
strengthening market positions is done by maintaining and increasing customer interest in the
service offered.

For clarity, consider the proposed strategies with a specific example.

To build the tape of products and suppliers more accurately

The company started its operations in 2009, and now the company is growing: the management
decides to develop existing activities and create new directions. As a result, an “diversification
strategy” is proposed as an opportunity for further development of the enterprise, which implies
the creation of its own production on the basis of the existing enterprise in accordance with the
specifics of the activity. Thus, the company will be able to use the raw materials produced for
its own needs.

By reviewing the state of the company, it is possible to identify its strengths and weaknesses,
as well as analyze the development prospects in the implementation of the selected strategy.
The table shows the main indicators of the development and change of its values on a five-
point scale.

After analyzing these indicators and their dynamics, it can be concluded that the
implementation of the selected development option will allow the organization to reach a new
level, improving indicators that characterize the ability to adapt to changing market conditions.
At least 1 point of value increases on all indicators. Changes in the ability to implement their
own developments and innovations in the implementation of activities are particularly
noticeable. Thus, the company will be able to expand the sales market of the existing product,
increase confidence in the company, as well as launch a new product that will stimulate interest
in the organization to consumers in general.

In the process of implementing the strategy chosen by the management, it is very important to
properly implement an effective policy of struggle in a competitive environment, to gain the
trust of users in their services and to encourage them to buy them more than once. Properly
organized advertising, the formation of positive public opinion, the promotion of services and
personal sales are of great importance in this process.

It should be noted that in addition to customer relations, public relations also plays an important
role in gaining consumer attention. They influence public opinion mainly through two
channels: the specificity of the service and the way the information is disseminated.
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The manufacturer's efforts in forming a positive public opinion and therefore the emergence of
potential customers fall into the following technological chain: self-promotion-attention-
grabbing-keeping-interest-eliminating tension and mistrust-creating a positive image -starting
the desire - to motivate the society to take the necessary action - to improve the image of the
organization (increase the prestige of the organization).
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