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Introduction conditions. An incorrectly chosen strategy does not

Currently, the role of marketing in the activities allow the company to achieve the planned indicators.
of any commercial organization is extremely large. In this regard, there is a need to develop a marketing
Such indicators of the enterprise as the level of sales, strategy of the enterprise. Playing a significant role in
profitability, profitability and others depend on the the development of the enterprise, the marketing
chosen direction of marketing activity. The company's strategy is also an important element of it. The
strategy plays a decisive role in conducting marketing development of measures for the implementation of a
activities. The clearest definition of the marketing marketing strategy is an integral part of
strategy of the enterprise, as well as the following and entrepreneurial activity. One of the global trends in the
control over its execution helps the organization to modern economy is the phenomenal growth of
achieve the best results. services provided. In the context of deepening

In an unstable external environment, the globalization and growing digitalization of the
relevance of developing a clear marketing strategy economy, special attention is paid to the rapid
that would meet the conditions of the market and the development of the service sector. "While the share of
internal component of the organization is beyond this industry in global GDP averages 65%, this figure
doubt. Often, over time, the marketing strategy that is 80% in the US and 70-75% in the European Union."
was determined at the initial stage of the According to the practice of developed countries, such
organization's development is not suitable for the as the USA, Germany, Great Britain, Japan, South
enterprise due to constantly changing market Korea, marketing strategies are effectively used in the
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context of investments, which is considered as one of
the promising goals of human development. This, in
turn, demonstrates the relevance of the widespread use
of marketing activities, especially marketing
strategies, in the practice of ensuring a high level of
socio-economic development.

In the context of the rapid development of the
digital economy in the world, special attention is paid
to research aimed at improving marketing strategies to
ensure the competitiveness of products and services,
especially in the targeted and differentiated
implementation of services. One of the priorities of the
research is to increase consumer satisfaction with the
quality of services by increasing the diversification of
products, the widespread introduction of innovative
technologies in  marketing approaches, the
diversification of services and marketing research to
ensure their competitiveness.

The level of knowledge of the problem.

Scientific, theoretical and methodological
problems of the development of the service sector,
including the activities of service enterprises, are
presented by foreign scientists: Avanesova G. A.,
Ansoff I., Bagsht K., Balaeva O. N., Beredina I. S.,
Best R., Gamble P., Jordan M., Janster P., Doyle P.,
Dixtl E., Kotler F., by Keller K. L., Lovelock K.,
Lamben S., Minett S., Owen R. and have been studied
in the scientific works of others.

Scientists from CIS countries Gamayunov B. P.,
Golubkov E. P., Morunov A. S., Nedyakin M.,
Perminov S. M., Romanenkova O. N., Sineeva I. N.
and others were studied in the scientific works of other
scientists.

In recent years, scientific work has been carried
out on the use of marketing strategies at service
enterprises in our country Abdurakhmonov K. H.,
Akhunova G. N., Bekmuradov A.S., Boltabaev M.R.,
Ikramov M. A., Ziyaeva M. M., Nabiev D. H.,
Pardaev M. K., Tukhliev I. S., Fattakhov A. A,
Khakimov Z., Ergashkhodzhaeva Sh. J., Kosimova M.
S., Yusupov M. And this is reflected in the scientific
research of other scientists.

At the same time, it should be noted that issues
related to solving social problems in the republic,
employment of its population, expulsion from
poverty, the systematic creation of services to meet the
ever-growing material and spiritual needs, the
development of its marketing strategy, have not been
given sufficient attention by specialists and scientists.
This situation determines the need for scientific
research in this direction.

The subject of the study is organizational and
economic relations in the process of developing and
implementing a marketing strategy of service
enterprises.

Research methods. The research work used
methods of grouping, abstract-logical thinking,
monographic, comparison, comparative analysis,
expert evaluation, questionnaires, economic-

mathematical, statistical, cluster analysis, step-by-step
analysis.

The practical results of the study are as
follows:

o the improvement of the services market in the
context of the development of competition is based
not only on the provision of services, but also on the
provision of employment and poverty reduction;

e based on the need to develop a medium- and
long-term marketing strategy aimed at identifying
opportunities for the development of a service sector
enterprise and additional financing;

o the justification of the marketing strategy for
the development of services by districts is based on
the appropriateness of using the cluster analysis
method.

Reliability of the results of the study. This is
due to the fact that all the data used in the study were
obtained from relevant official sources, and the
methods used in the study were objective. The
reliability of the research results is determined by the
expediency of the approaches and methods used,
official sources of information, including the State
Statistics Committee of the Republic of Uzbekistan,
reports of enterprises of the Ferghana region, the use
of information collected on the basis of
questionnaires, conclusions and suggestions are put
into practice by statistical agencies and service
enterprises.

Analysis and results.

What is the marketing strategy? Do | need a
strategy at all? — unambiguous answers to these
questions have been recognized as controversial in
recent years. And despite the many books written
about the importance of strategy, there are many
theorists and practitioners of domestic business who
question the need to form a strategy for companies,
explaining their position by the very rapid dynamics
of business development. The same topic was
addressed by Alt researchers who studied the
experience of fast-growing Eastern European
companies, among which there are many companies
in the service sector. That's what the first persons of
successful enterprises told them. "We don't have a
document called strategy. We have a rapid response
strategy.” Such a strategy allows these companies to
develop dynamically: "We are smaller, we are faster
and more flexible.”

For fast-growing companies in the service
sector, as the researchers note, such strategic
guidelines are characteristic:

* The desire to go your own way, to build a
business and a company as you see fit, often contrary
to established traditions and rules. The motto is we are
different. Example: the ARCHICAD software product
developed by Graphisoft radically changed the work
of architects, allowing them to switch from modeling
a two-dimensional image of the projected object to a
three-dimensional one. In addition to the company's

Philadelphia, USA

150

2 Clarivate
Analytics oo



ISRA (India)  =6.317 SIS (USA) =0912 ICV (Poland)  =6.630
. ISI (Dubai, UAE) = 1.582 PUHII (Russia) = 3.939 PIF (India) =1.940
Impact Factor: g\ australia) =0564 ESJI(KZ)  =8771  IBI (India) = 4.260
JIF =1500 SJIF (Morocco) = 7.184  OAJI (USA)  =0.350
presence in the three largest global markets, almost promotion is often estimated by experts at millions of

half of its revenue comes from small markets that
usually go unnoticed by industry leaders.

* Developed partner networks. Small and
medium-sized companies do not have enough
resources to build their own extensive sales network,
S0 companies are trying to expand their business by
attracting partner networks.

« It is necessary to follow the planned strategic
goals and implement the planned strategy. The classic
formula of McDonald's success: cleanliness, speed,
high standards — allowed this company to lead the fast
food market for a long time. Many experts associate
the crisis in this company with a deviation from the
chosen strategic guidelines.

Strategic competitive advantages of the most
successful service companies

* The first and very important key to the success
of a service company is the price. The price of the
service affects the expectations of potential customers
and the feelings and perception of services by real
customers. The price allows you to create rose-colored
glasses, wearing which people evaluate the quality of
service. Customers may like the low price: it reflects
what we can afford now. But even trying to save
money and paying tribute to a reasonable price, we are
unlikely to be satisfied with the quality of such a
service —we will have a feeling that it could have been
better. All residents of Tashkent and Samarkand, of
course, know the conceptual restaurants of Turkish
cuisine; the high prices of these establishments do not
scare away Vvisitors, they tempt them. When a
customer can afford to visit such a restaurant, he will
definitely do it. Also, the high price affects the
perception, increasing customer satisfaction. In most
cases, the reduction of prices for the service is
unjustified, companies cannot withstand the price race
and die. The alternative to lowering prices is the best
work of sellers. Another option for solving the issue
of "low prices" is the formation of "packages of
services" of various costs. This is what mobile
operators do, offering us various options for tariff
plans.

* The second key strategic advantage for service
companies is the brand. Brands survive primarily
because the image of the company is maintained by
the constant quality of service. We will find standard
quality products and service anywhere in the world at
McDonald's restaurant. This consistency is highly
appreciated by customers. According to foreign
researchers, customer satisfaction from using the
services of a company with a well-known brand is
greater. Build your brand, services are sold thanks to
the customers' faith in them and brands create this
faith. Unfortunately, there are not so many among the
national companies of Uzbekistan who can be cited as
an example of a successful brand builder. One of the
most consistent and "advanced" in this direction is the
fast food restaurant chain EVOS. The cost of brand

dollars. Not many people can afford such costs, but
many can become an EVOS partner by purchasing a
franchise of this chain restaurant. Acquire a brand,
create it, or become a partner of someone who has it.

Tactical marketing planning

Which of the specific marketing "moves" are
used by most successful companies?

* Firstly, it is a focus on long-term relationships
with the client. We often hear this phrase, but we don't
always imagine how a company employee should
behave in order to emphasize the priority of customer
interests. Most often, you can make a client feel
important to your company by providing him with
additional advice or information on your services. A
huge menu, unknown ways to clean clothes — in this
new information, the client needs to navigate and
choose something that will not disappoint him. How
often in a Japanese restaurant, when | ask what this or
that exotic product tastes like the most, the waiter says
"I don't know".

* Secondly, the most successful companies plan
considerable budgets for training employees
interacting with customers. The trainers focus on the
ability of employees to speak clearly without using
professional jargon, and the ability to identify the
needs of the client.

 The third important rule of forming a loyal
customer base is the selection, sorting and termination
of customer relationships that do not correspond to the
characteristics of the target group. For an advertising
agency, for example, the history of a client's
relationship with companies of a similar profile is
extremely important. If the customer company often
changed partners among advertising agencies, then
the forecast for working with this client is negative.

* The fourth point is the formula that ensures the
emergence of trust in your company from the client
(the author of the formula is Harry Beckwith):

Consistency / predictability + Meeting deadlines
+ Non-disclosure of client information.

* And finally, the fifth rule of successful
marketing tactics used by many companies is a well-
developed "packaging" of the service. The client is
fascinated by the appearance, he feels comfortable
only where there is beauty. It is known that consulting
companies spend up to 8% of the cost of contracts on
the design and decoration of the company's office.
Many were impressed by the new, individually
designed offices of MURATBUILDING skyscrapers,
from whose huge windows you can admire the views
of Tashkent. Clients are pleased to be in such an

Philadelphia, USA

151

2 Clarivate
AnalytiCS indexed



ISRA (India) =6.317
ISI (Dubai, UAE) = 1.582
GIF (Australia) =0.564
JIF = 1.500

Impact Factor:

SIS (USA) =0.912 ICV (Poland) =6.630
PUHII (Russia) = 3.939 PIF (India) =1.940
ESJI (KZ) =8.771 1Bl (India) =4.260
SJIF (Morocco) =7.184  OAJI (USA) =0.350

office, it is pleasant to leave orders to this research
agency.

As a result of the study and analysis of scientific
literature, the author identified such concepts as
service, service, service market, service, their content
and essence. In the practice of developed countries,
there is never any dependence between "service" and
"service", it is accepted as a single economic category.
However, in developing countries, including Russia
and Uzbekistan, giving these terms a confusing
definition, the service sector has been brought to the
point that its place in the economy is not clearly
defined. Also in the official documents of our state
there are "service" and "service", which are used in the
same way as in different categories.

According to the author, "service" and "service"
are based on the fact that it makes sense to express the
same content and it is not acceptable to compare them
with each other. A service is a type of economic
activity, and the provision of a service refers to the
process of its implementation. For this reason, in
scientific, practical and methodological terms, it is
based on the need to consider it as "a service — an
activity or process carried out to meet the needs of the
second object."”

The less materiality there is in services, the more
service marketing differs from brand marketing.
Evaluation of intangible services can be carried out
only after they are received, but only because different
factors affect them differently, it is impossible to
evaluate them as monotonous. For this reason, there
are specific aspects of the marketing concept in the
service sector enterprises, it is necessary that each
service provider or entrepreneur takes it into account.

Based on the holistic marketing concepts in the
dissertation, the expediency of organizing market
activities by service companies through the
coordination of marketing activities of varying
complexity and competence (competence) was
substantiated. The use of holistic marketing, which is
considered a modern marketing concept, allows each
service organization or business activity to ensure that
the activities carried out among themselves are aimed
at satisfying the desires and desires of a person, that
is, the consumer.

The results of the theoretical study allowed us to
determine the general patterns of development of
service enterprises in the dissertation from the point of
view of marketing, they are as follows:

= the demand for the quality and culture of the
services provided is increasing. In particular, the
requirements for the Internet and the mobile
communication system must be adapted by service
providers in changing conditions;

= increase in the rate of revenue from the
service sector as costs rise;

= monitoring the decrease in the number of
primary consumers at a time when consumption
volumes are increasing;

= convergence of service enterprises and
increased coverage;

= the range and types of services offered.

In the economic literature, services differ from
goods mainly by four characteristics:

= inconspicuous;

= the development and consumption of the
service is carried out simultaneously;

= variability of the client's attitude to the
quality and culture of service;

= unsuitability for storage.

But with the change of life, the characteristics of
services also change. For this reason, we found it
expedient to release four functions in 8 units.

The last feature, that is, the inability to store
services, is currently characterized by the ability to
maintain the same services. For example, the storage
of information and knowledge in the field of education
and ICT, the possibility of transferring offspring to
offspring, the formation of individual property, etc.

In conclusion, it should be noted that the use of
marketing strategies for the development of the
service sector requires adaptation to the trends in the
development of the digital economy.

During the work on the dissertation, it was found
that the marketing strategy that ensures the
development of service sector enterprises should
adhere to the following printouts:

e priority solution of social problems in the
region, that is, ensuring employment (unemployment
in the Ferghana region is 9.7 percent), exclusion from
poverty, assistance in the formation of the family
budget;

e ensuring differentiation of types of services
and their competitiveness, formation of consumer
culture among the population;

o satisfaction of the wishes of the population
by reducing the cost of services and alternative prices
by reducing costs;

o the development of service sector enterprises
should be aimed at generating income based on
meeting the needs of domestic and foreign markets;
widespread use of the 8 "p" concept of Bund
marketing;

o increasing the level of suitability of services
in the conditions of the formation of the digital
economy, such services should be carried out mainly
at the expense of ICT, banking, transport, educational
and other services;

e increased use of freelancing and self-
employed methods by service sector enterprises to
ensure efficient use of primary local resources;

e it should serve to harmonize the marketing of
goods and services, accelerate the process of
integration of economic sectors, and ensure synergetic
efficiency.
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The competitiveness of enterprises is the basis
for obtaining advantages in the market, which requires
the use of marketing tools in solving this problem. In
this regard, in order to achieve the goal, in our opinion,
it is necessary to develop a strategy, including
marketing. In the practice of marketing services, a
competitiveness strategy is very often used. This is
due to the fact that when changing a position in the
market or its protection (in the presence of different
markets and competitive conditions), it is necessary to
comprehensively take into account all the factors
affecting its changes.

There are two options for choosing a competitive
strategy. Firstly, these are local elements, by which we
understand the reflection of the sphere of activity of
service  enterprises and denoting  resource
opportunities.

Secondly, this is the main element — it is the
position of the enterprise in the market of services,
which has a dynamic characteristic.

The elements of the marketing strategy (MEn)
are the following: targeted market research (ME_1),
positioning (ME_2), pricing policy (ME_3),
commodity policy (ME_4), distribution policy
(ME_5), communication policy (ME_6).
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