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The paper considers theoretical approaches to determining the nature and content of the concept of
service. It is shown that in the conditions of the development of market relations there is a shift of enterprises
attention in the issues of production maximization to the formation of its high quality service support, which
is considered as a determining factor of its effective market activity. General methodological approach to the
establishment of the concept of «service provisiony, based on the principles of marketing and logistics inte-
gration, is offered.
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gration, service provision.

Problem statement. The reorientation of production from traditional creation of wealth to the provi-
sion of services is a fundamental sign of social transition from industrial level of the development to postin-
dustrial one.

Therefore, when economists discuss contemporary transformations in market environment, they mean
exactly intensive proliferation of service sector, combined with powerful information systems.

So, when considering the evolution of production and economic relations and the formation of the ba-
sic ideas of non-industrial complex improvement, the transformation of service sector to dominant sector of
the economy becomes obvious. The emergence and development of corporate philosophy that is customer-
oriented, have formed a clear cut market-based requirements:

- the maximum reduction of production cycle duration;

- effective management of all types of stocks directed to their minimization;

- flexibility of production process, adaptability to possible changes in the range of goods expected by a
consumer.

The development of modern concepts of production and service activities identifies the urgent need for
theoretical re-evaluation of complex interdisciplinary problems that enterprises face in organizing the service
of non-productive nature.

The allocation of the required level of service of tangible producing branches of industry and actually
their economic entities as the primary measure of the effectiveness of economic relations, determines primar-
ily the importance of the research of service as a separate economic category.

The analysis of publications. Usually it is difficult to give an example of an enterprise that provides
goods or services per se: the purchase of any goods is accompanied by services and, vice versa, the purchase
of services is connected with purchase of goods:

a) J. Rathmell notes that in service sector, in contrast to tangible goods sector, it is difficult to separate
production and consumption, since the consumer is a direct participant in service consumption as well as in
its production;

b) K. Hacksever and others note that goods and services are not opposites, but rather two areas of the
same continuum,;

b) C. Gronroos’s point of view is that there are two types of service quality: technical that stipulates
what the consumer actually gets from services and functional that takes into account peculiarities of their
getting;

g) researches of S. Sasser, P. Olsen and D. Wyckoff define three aspects of service process — used ma-
terials, equipment and personnel actions. That is, having bought a certain product, the consumer expects a
fairly wide range of additional services, which «materialize» the fact that they are delivered at pre - and post-
sales stages [10; 8; 12].
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Defined approaches greatly expand the understanding of service nature, transferring it into concepts of
«servicey, as such that most closely reflects practical meaning of the relationship between the enterprise and
the consumer at all stages of product life cycle from the moment of its creation to the moment of consump-
tion phase-out.

Obviously, there is no need to discuss the contradiction of the essence of the concepts of «customer
care» and «service». Moreover, they are expressed by similar economic characteristics and their ultimate
goal — the satisfaction of customer needs. The awareness of their differences is more essential, since the ser-
vice at any stage of its formation and consumption is primarily determined by its practical focus on tangible
products — «materialization» of the needs of the customer in customer care (service) in the operation / con-
sumption of actual product. The service is practical implementation of certain customer cares or their combi-
nation, determined by industrial and technological production conditions or customer request.

As for the service, its concept is in itself quite broad, is noted for significant differentiation, presence
of a wide variety of characteristics, with the help of which one can attribute a certain manifestation of the
service to a particular classification type. This can be illustrated by considering evolutionary nature of the
concept of «goodsy.

For classical school of Economics the concept of «goods» has always meant the result of the activity,
which is up for sale. In modern conditions in the creation and manufacture of products marketing approach is
getting fundamental meaning, according to which not the supply of goods is the most important, but subjec-
tive mode of its perception.

According to J. J. Lambin, goods is a set of properties or a set of attributes that provides the user with
basic functional value or usefulness [10]. He identifies it as a «nuclear service», to which additional services
are added to contribute to its improvement or reinforcement. In some cases, such secondary services are cru-
cial in establishing consumer preferences.

So one can see the evolution of the concept of «goods» that is determined by changes in market rela-
tions. Goods are really produced to meet real needs of the consumer. The confirmation of this thesis can be
seen in its modern interpretations below.

So today classic characteristics of differentiation of goods and service lose their interpretive force to
describe production and economic activity of an enterprise. In modern sense goods are not just a tangible
product, but a complex economic category, which is determined by a set of consumer characteristics of a cer-
tain aggregate supply that is created by the enterprise and actualized by it throughout all stages of formation
and meeting the needs of consumers. The manufacturer shifts his attention from the issues of output maximi-
zation, where its quality was understood as a «to manufacture welly», to the formation of high-quality service
that becomes a determining factor in efficient market activity. He, transferring to the consumer the rights of
ownership on his production, consciously agrees to solve all the problems of consumers related to effective
exploitation of the product received.

Based on the above, the need to establish theoretical and practical concepts of effective activity of the
enterprise in non-manufacturing sector is obvious and determines the choice of the topic of this research and
its main objective: a further development of theoretical concepts defining the nature and content of the ser-
vice in non-manufacturing sector.

To achieve this goal the following tasks are solved:

- revealing content aspects of the concept of «service» and the theory in the context of the orientation
of an enterprise towards strategic cooperation with the consumer;

- determining the conditions of the organization of the system of service provision of activity of an en-
terprise in non-productive sector.

The results of the research. There is the similarity of the interpretations of service nature, but still
among experts there is no consensus as for the establishment of what might be put into the basis for its clas-
sification. As a rule, one or two characteristics of the service are given and it is delivered as its main classifi-
catory characteristics. So quite often in the literature when considering the service a certain (usually typical)
list of activities, works and operations associated with maintenance of equipment is given. In fact, this ap-
proach can be traced in all existing interpretations of the concept of «service». Along with this, the difficul-
ties with the classification of the service are defined by the fact that according to its functional purposes in
the sphere of production it comprises very heterogeneous groups. As noted by N. M. Vnukova and
N. V. Kuzminchuk, such heterogeneity and diversity «...objectively requires a differentiated approach to the
analysis of trends and factors in the development of the service, to finding ways to reform and effective op-
eration of each such a separate industry...» [5].
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Obviously, existing classification groups do not reflect the evolution of the development of modern re-
lationships, merger processes, transformation and formation of new types of service. So, based on the above
and taking into account the works [1; 7; 12] the following allocation of classification features of the service
in non-production sphere is offered.

1. Service of meeting the consumer demand. It is directed to finding a balance between the need for
high quality execution of the order and existing capacities of the enterprise. In accordance with the theses of
the given research [9] the effectiveness of such a service is defined by the following indicators:

- accessibility (providing conditions for uninterrupted meeting the consumer needs in goods and ser-
vices);

- functionality (providing conditions for rapid and uninterrupted supply of goods and services to the
consumer);

- reliability (providing setting of clear measures of the level of accessibility of goods and services and
the functionality of the execution of the order).

2. Production service. It is directly associated with the provision of the main operating parameters of
the product at all stages of its life cycle.

This service covers all activities associated to any extent with the individualization of manufactured
products:

- The «Input» of production process is the promotion of raw materials (service providing for supply);

- The «Output» of production process — promotion of finished product (service sales providing);

- at all stages of production process — industrial stocks promotion (inventories, production in process,
finished products and goods) (service provision of production process).

Here other types of works (service provision of intellectual component of a product) that are associ-
ated with effective operation of the product and extending the sector of its usefulness (lending, engineering,
consulting) can be included.

3. Information support service. It is linked both directly and indirectly with the collection, processing
and spreading of organizational management and production information at all stages of product life cycle.

In the generalization of the results of the investigation of service in non-manufacturing sector the fol-
lowing should be noted.

Non-productive sphere integrates both enterprises and various sectors of the economy, their internal
and external activities aimed at achieving some result embodied in the form of a specific product. This al-
lows to define rather clearly and unambiguously the concept of «goods».

At the same time the scientists put emphasis on such structural element as «provision» in the most
common interpretations of the concept of service [4; 7]. That is, in the content of service the ability of an
enterprise to provide meeting the needs of every customer is put. It is associated with the acquisition and op-
eration of a certain material product with its value and value in use. In the research [S5] the term «providingy»
is given as «a set of measures and tools, the creation of conditions that promote normal development of eco-
nomic processes, the implementation of targeted plans, programmes, projects, the maintenance of stable
functioning of economic system and its objects, to prevent failures, violations of laws, regulations, con-
tracts». Similar definition can be found in the research [5]: the provision is the supply, assignment of some-
thing; something to be submitted. Therefore, on the basis of a combination of the terms «service» and «pro-
vision» the introduction of the concept of «service provision» is reasonable: it is «the creation of conditions
for customer care provision» with the following definition:

service provision is a viable complex of activities, resources, conditions and measures that contributes
to the improvement of consumer properties of subjects of labour under the influence of labour, means of la-
bour and capital at all stages of reproduction in order to maximize meeting the needs of every customer and
receiving by the manufacturer additional benefits and competitive advantages in spatial and temporal pa-
rameters of the environment of their relationship.

At present time there is a clear trend towards the adoption by the manufacturer certain features of ser-
vice organization for the purpose of obtaining additional benefits in the development of new markets. This is
accompanied by a peculiar process of merging the functions of production and service from which consum-
ers expect to receive equipment with a defined standard package of service of the highest quality. Suppliers,
consumers and the environment of their relationship in its physical terms (material and technical resources,
capital, objects and means of labour etc.) become naturally integral part of service provision. This defines
one of important features of a success of a modern enterprise — it must actively develop its activities from the
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perspective of the closest interaction and interdependence of production sphere with the sphere of consump-
tion at the stages of creation, production, marketing and exploitation of products [1].

The essence of this approach is determined by the following statements.

1. Strategic capability of the enterprise to increase its market share faster than its competitors depends
on the ability to attract and retain the most profitable customers. Such relationships are built on agreements
that provide meeting the needs of the consumer. Donald J. Bowersox and David J. Closs define this approach
as a marketing concept that focuses on the consumer [2].

It amounts to the following main ideas:

- the needs and requests of customers are more important than products and services;

- products and services acquire significance only when they are available and needed by consumers;

- the profit is more important than sales volume.

2. The enterprise guarantees the consumer the expected results from the acquisition of products when
and where he needs them. The consumer evaluates the desired usefulness of this result directly in focused
and coherent formation and transformation in the environment data the relations with the manufacturer of
consumer properties of objects of labour and consumption. That is, products are sold on condition that such
constituents of economic benefit as the time and place utility are created.

The place utility is determined by the relations between enterprises and consumers through the defini-
tion of the most effective configuration of marketing channel required for sales of resources production and
its interpretation. The time utility is determined by the duration of maintenance cycle under condition that its
terms are minimized. Donald J. Bowersox and David J. Closs define this approach as a logistic customer-
oriented concept [2]. It amounts to the creation of significant benefits for the user containing consumer price,
providing an effective level of resources expenditure.

Therefore, the solution to the problem of service provision organization has to be directly linked to the
involvement of marketing and logistics technologies as the most adapted to this activity specific characteris-
tics, that define the structure and logic of the organization, methods and tools for efficient profitable opera-
tion, while respecting the principle of «providing the needs and requirements of every consumer with the
most optimal cost then and there, when and where he needs it».

At the present stage of economic relations the objective aim of marketing is to overcome the conflict
between social conditions of reproduction, which are embodied by market environment, and narrowly entre-
preneurial motives of the manufacturer activity. This objective role of marketing defines the following main
features of new system of management:

- the transfer of the center of management decisions into the sphere of complex industrial and eco-
nomic systems, where the main objects of impact are suppliers, consumers, competitors, market condition
and characteristics of goods, and the main task of marketing is determined by the necessity of constant re-
sponsiveness to changes in requirements and market needs;

- strategic decision making in accordance with establishing of potential issues of the enterprise (the
problem of supply) and needs of the consumer (the problem of demand), the striving to predict possible situ-
ations in consumer market and to have in the portfolio the set of possible strategic decisions;

- formation of the system of continuous collection and processing of information based on the defini-
tion of its certain parameters (volume and structure, ways of effective searching and collecting, efficient
transmission, processing and storage, transfer data directions after their processing);

- management practices refusal from a passive adaptation to market conditions and the transition to a
policy of active influence on consumer market with the purpose of active formation of demand, control of
scientific and technological progress, influence on the state policy, etc;

- adoption of entrepreneurial initiative as the only possible form of management of production and
business activities, which includes the development of new competitive ideas as a permanent process and
operational implementation of the most fruitful ideas, the organization of the system of measures for the
most rapid and effective output and implementation of new products based on new technological and mana-
gerial decisions;

- the subordination of short-term interests of the enterprise (traditional use of market conditions advan-
tages based on a marketing strategy) to the aim of achieving a long-term consistent advantage in the market.

Marketing impact on service provision is not the very process of providing consumer needs, but the
way of its transfer, that is, its communication perspective. So, marketing is defined by its focus on potential
consumers, and service provision is the subject of production promotion.
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Logistics is the integrated management tool contributing to the achievement of strategic, tactical and
operational goals of the organization of production and economic activity of the enterprise because of:

- effective reducing of overall costs and meeting the demands of ultimate consumers to the quality of
products and services;

- management of material and / or service flows and the accompanying flows of information and fi-
nance.

Logistics if applied to the issue of service provision organization is determined by integrating univer-
sal character, which covers the appropriate set of complementary organizational and technological, indus-
trial, commercial and other activities on the basis of the formation of relations between enterprises and con-
sumers for the purpose of receiving certain benefits in long term perspective. The principle of targeted inte-
gration and optimization of aggregate relationships «enterprise — consumer» is the determining factor in con-
sideration of a service provision with its open-type, interlinked and interdetermined character, covering all
stages of the life cycle of total activity of subjects of market relations.

Logistics in its essence is the manifestation of the response of the manufacturer to marketing-formed
consumer demand in the form of a set of targeted, interrelated and interdetermined activities associated with
the planning and management of internal and external flow processes. Thus, the basic concepts of marketing
in a cause-and-effect relationship «priority of consumer needs — the availability of manufactured product to
the consumer — earning power» are fully consistent with the essence and content of logistics [8].

The organization of service provision based on marketing-logistics integration creates the necessary
conditions for the formation of new relationships, industrial, commercial and other processes, operations and
procedures. They are directed to planning and management of the organization and the development of con-
sumer properties of material product under the influence of labour, means of labour and capital at every stage
of its life cycle, resulting in the getting by the parties of such relations economic benefits within the frame-
work of established goals and objectives of production management [12].

Dealing with problems of the organization of efficient service provision, the authors formulate the
main provisions of triune concept aimed at achieving sustainable competitive advantage of the enterprise
through the integration of marketing and logistics management, which results in increasing the value of
products and the provision of its market advantages in the established time period. Namely:

a) conceptual statement «supply utility». It is considered by the authors as a comprehensive approach
formation to achieve the ultimate goal of an enterprise: to provide the established level of customer satisfac-
tion with the most efficient product supply while optimizing the total cost of service provision;

b) conceptual statement «consumers' perception of the supply». Within designated statement the au-
thors handle the issue of designing the scheme of the analysis of conformity of service provision efficiency
level to existing (possibly global) standards and expectations of the consumer;

¢) conceptual statement «supply marketability». Supply marketability is a concept that reflects its abil-
ity to meet the needs of the consumer as well as the other similar service under condition of minimizing the
total cost, related to this sphere.

It defines the strategy of integrated marketing and logistics management through the development of
three interrelated areas:

- the area of internal production marketing and logistics that is directed to the link «the enterprise — the
staffy with staff motivation to high-quality customer service;

- external marketing and logistics that is focused on the link «the enterprise — the consumer» with the
issues of effective production promotion towards the final consumer;

- interactive marketing and logistics that is focused on the link «the staff of the enterprise — the staff of
the consumer» with the motivation of the staff of the enterprise and the consumer to ensure quality produc-
tion control in the process of their interaction.

Thus, an integrated product supply «product — service» is created as a result of interaction between the
producer and the consumer, which is considered as a service provision member (direct or indirect) — both at
design and production stage and its consumption stage. Thus an integral component of such a product is the
staff of both the producer and the consumer in the combination of their intellectual and physical effort to-
wards unconditional sale of products with the established quality in certain temporal and spatial parameters
of relations environment.

Conclusions. The nature and content of enterprise activity are determined based on the results of the
study, that is defined by integrated and adapted in relations environment parameters set of processes and as-
sociated procedures, which aims at the transformation of consumer properties of labour product under the
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influence of labour, means of labour and capital at all stages of its life cycle. The enterprise, taking the func-
tions of service organization, provides an implementation of integrated product supply «goods — service» as
a key component of service provision organization aimed at establishing the conditions for the formation of
new consumer needs and opportunities for their implementation.
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Kocmanmun Tanvkos, Onena Cmapuneys

TEOPETUYHE Y3AT'AJIBHEHHS HNIAXOAIB 10O BUSHAYEHHSA
CYTHOCTI CEPBICY: MAPKETUHI OBO-JIOTICTUYHUMN ACITEKT

Ilocmanoexa npoonemu. llepeopicumayisi BUpoOHUYMEA 3 MPAOUYTIHO20 CTNBOPEHHS MAMEPIATbHUX
O1ae Ha HAOAHHs NOCAYe € PYHOAMEHMANLHOIO O3HAKOI0 NEPexody CYCHIbCMEA 6i0 IHOYCMPIATbHO20 00
NOCMIHOYCMPIATbHO20 pisHs po3eumky. Tomy, Koau ekoHomicmu edymb MO8y HPO CYYACHI mpancghopmayii
Y PUHKOBOMY cepedosuiyi, 6OHU MAOMyb HA Y8A3i came iHMEHCUBHe NOWUPEHHs. chepu 00CTye08Y8aHHs, CY-
npoB00AAHCYBaHE NOMYICHUM THHOPMAYIUHUM 3a0e3NeYEHHIM.

Pozsumok cyyacnux xonyenyiil 6upoOHUY0-00CIY208YI040T JISTLHOCMI BUSHAYAE HA2ATLHY NOMPEDY V
MEeOPEeMmUUHOMY OCMUCTEHH] KOMNLEKCY MINCOUCYUNTTHAPHUX NPOOAEM, 3 SKUMU CIMUKAIOMbCSL NIONPUEMCIN-
6a npu opeamizayii 00CIY208Y8AHHI HEBUPOOHULO20 XAPAKMEDY.

Came 8udinenHs K OCHOBHO20 MIPULA epheKmUsHOCMI eKOHOMIYHUX 6IOHOCUH HEOOXIOH020 pisHs 00-
CY208Y8AHHA  2any3ell MAMepPianbHO-pet08020 GUPOOHUYMEA Ma 0e3n0cepedHbo iX 20Cno0apIoOYUX
cy0’exmis 3yMOGIIOE, Yy NepuLy uepey, 8anNCausicms 00CIIONCEHHS Cepaicy K CAMOCMIUHOI eKOHOMIUHOT Ka-
meeopii.

Ouesuonoio € HeoOXiOHICTb 6CMAHOGNEHHS MEeOPEeMUYHUX | RPAKIMUYHUX NOTONCEHb eqheKmUsHOT Jis-
JILHOCME NIONPUEMCINEA Y HEGUPOOHUYIL chepi, wo 6UHAUUL0 SUOID MmeMU Ybo2o O0CHIONCEHHS MaA 1020
OCHOBHY MEmY: NOOANbUUL PO3GUMOK MEOPEMUYHUX NOTONCEHb, W0 BUSHAYAIOMb CYMHICY 1 3MICI cepei-
¢y y HeaupobHuuill cghepi.

s docsenenns yiei memu eupiuieni maxi 3a60AHHA:

- PO3KpUmMu 3MICIMOGHI ACNEeKMU HOHAMMSL «CEPSICY Mma Meopemuino y KOHmMeKcmi opieumayii nio-
NPUEMCIMBA HA CMPATHe2iuHY 83A€MOOII0 31 CHOJMCUBAYEM,

- BUBHAUUMU YMOBU OP2aHi3ayil cucmemu cepsicHo2o 3abe3neueHts ObHOCHE NIONPUEMCINGA HEeGU-
PpobHUHOI chepu.

Ha niocmasi pezynomamie 00CnioxiceHHs: 6CMAHOGIEHA CYMHICIb | 3Micm OiSUIbHOCMIE NIONPUEMCMEA,
WO BGU3HAYAEMbCS THMEZPOBAHOI0 A A0ANMOBAHOIO Y NAPAMEMPAX cepedosuya 8iOHOCUH CYKYNHICMIO
npoyecie i gioHeceHux 00 HUX NpPoyedyp, KA CHPAMOBAHA HA NEPEMBOPEHHs CHONCUBYUX GIACMUBOCTEl
nPOOYKMY npayi nio 6NAUEOM Npayi, 3acobieé npayi i Kanimauy Ha 6Cix emanax to2o dcummeeo2o yuxay. I1i-
onpuemcmeo, npuimarouu Ha cebe yHkyii cepeichol opeawnizayii, 3abesneuye peanizayiio iHmezposanol
nPOOYKMOBOI NPOno3uyii «mosap — cepeicy 5K KAo4060i CKAado6oi opeanizayil cepgichoco 3abe3neueHns,
CNPSIMOBAHOL HA BCIMAHOBNIEHHS YMO8 0I5l (DOPMYBAHHS HOBUX CIONCUBHUX NOMPEO MA MOANCIUBOCTHEU NO iX
peanizayii.

Knwuoei cnosa: cgepa nocnye, egonioyis nousmms moseapy, CYMHICMb Cepeicy, MapKemuHe080-
Jlocicmuuna inmezpayis, cepsicHe 3a0e3neyeHHs.

Peyenzenmu: I. I1. Mizyc, 0.e.n., npoghecop, 3as. kapeopu meneddcmeHmy ma ekoHOMiuHoI besnexu Yepracvro-
20 HayioHanbHo20 YHigepcumemy im. B. Xwenvnuyvroeo, JI. M. Yenypoa, 0.e.n., npogecop, 3as. kagedpu mypusmy ma
20menbHO-pecmopanHoi cnpasu 4epracbkozo 0epaitcasHo20 MexXHOL02IYHO20 YHIGEPCUEN).
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