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IMPROVEMENT OF THE CLASSIFICATION OF MARKETING
SEGMENTATION AND POSITIONING STRATEGIES

YNOCKOHA/IEHHA KNTACU®IKALIT MAPKETUHIOBUX CTPATET I
CEMMEHTALYIi TA MO3NLIOHYBAHHSA

The systematization of types of marketing strategies represents an important theoretical task
whose results are significant not only for the development of the theoretical foundations of strategic
management but also for practicing marketers seeking to become familiar with existing practices
and improve their professional activities. The aim of the article is to improve the classification of
marketing segmentation and positioning strategies. The research methods include generalization
and systematization. The study is based on the scientific works of such scholars as Yu. Hudz,
Yu. Dzhereliuk, Yu. Kravchyk, M. Yermoshenko, R. Donchyk, N. Kudenko, N. Struk, O. Kapral,
N. Mykhailyk, S. Solntsev, N. Buniak, and others. The article examines the essence and characteristics
of the processes of market segmentation and product positioning. The analysis of existing classification
features and types of strategies revealed the absence of characteristics and, accordingly, types of
strategies that reflect unconventional and unique solutions. In the contemporary environment, when
most product categories have already been developed, produced in a wide assortment, and delivered
to any part of the world within a matter of hours, it becomes increasingly difficult to attract consumers
with standard solutions. Therefore, the era of informatization and creative solutions capable of
impressing experienced consumers is emerging. The classification of marketing segmentation and
positioning strategies is improved by expanding the classification criteria through the introduction of a
new attribute “depending on the type of creative ideas” and by identifying additional types of strategies,
including creative product strategies, creative service strategies, and creative positioning strategies.
This approach makes it possible to identify and incorporate new creative ideas and solutions. The
results obtained can be used to improve the strategic activities of enterprises and to develop new
strategic decisions. In addition, they may serve as a basis for further scientific research.
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Y cmammi no2su6sieHo po3yMiHHSI CYmHOCMI MapKemuH2080i cmpamezii ceameHmauii mionpu-
€MCcmBa, Mi0 SIKOH 3arporoHOBaHO PO3yMimu maky KOMII/IeKCHy npozpamy dill, sika 3abe3rneqye
d0ocsizHeHHsT cmpameziyHux yineli Ha 0CHOBI MaKCUMa/ibHO20 OXOIM/IEHHS UilbOBUX ayoumopili
3a A0NoMO20K BUKOPUCMAHHST pefieBaHMHUX ghakmopis ceamenRmauil puHKy i peanizayii Hali-
6ilblu eghekmuBHOI MapKemuH2080i cmpameziyHoOi Oisi/ibHOCMI. Take PO3yMiHHSI CymHoCmi
mapkemuH2080I cmpameail ceameHmauii 00380/15I€ BK/IKOYamu 00 npoyedyp i po3pobku i pe-
anizayii He MisibKu MomMo4Hi, a U cmpameaiyHi 3a80aHHsI, Wo MiGHOCUMb il Ha BUWUU pPiBEHb
cepeod hyHKYioHa/IbHUX cmpamegill. Bid3Ha4eHo ma cucmemMamu308aH0 maki XapakmepHi 0Co-
6/1uBOCMI MapKeMUH2080i cmpameaii ceameHmauji, siKi BIOPI3HSIHOMB i BiQ IHWUX cmpameail:
BUCOKa egheKmuBHICMb Y KOHKYPEHMHIU 60pomb6i, GhoKyCyBaHHS 3yCuslb Ha NEBHOMY PUHKOBO-
My ceaMeHMI/HiWi PUHKY, 0BrpyHMyBaHHsI MapKemuHay-Mikc (Lo 3abe3rnedye po3pobKy Gilbuw
egheKmuBHOI MapkemuH2080I cmpameaii niornpueMcmsa).  BusHadyeHe Micye mapkemuH20801
cmpameaii ceameHmauii o BIOHOWEHHIO 00 IHWUX ¢hyHKUIOHa/IbHUX cmpameaili | 0o 6i3Hec-
cmpameeili nidnpuemMcmasa; si03Ha4eHo, WO MapKemuHa08a cmpameaisi ceameHmaujii € He pis-
HO3HAYHOM 3 IHWUMU (OYHKYIOHa/IbHUMU cmpameaisiMu, wo 00380/1U/10 MIOHECMU ii 3HAYEHHST
Ha sIKicHO Hosull piBeHb. Bio3Ha4eHo, Wo 3a pe3y/ismamamu poBedeHHs1 ceameHmayjii susHaqa-
OMbCS cmpameaiyHi npiopumemu pobomu MionpUEMCMBa y KOXHOMY 3 Yi/IbOBUX Ce2MeHMIB,
07151 SIKUX [IOMIM PO3PO6/ISIEMbCS OKPEMUL KOMIT/IEKC MapkemuHay (MapkemuHa-mikc). B yinomy
BCi Yi cmpameaiqHi pitueHHs1 ma cmpameaii 8Xx00simb 00 3a2a/lbHOI MapKemuH2080i cmpameaii
nionpueMcmasa, sika BMilye 8 cOb6i BeCb nopmebesib cmpamegiqHUX pilueHb | BU3HaYae 3a2a/lb-
Hy MOBEOIHKY MidrpuemMcmsa Ha puHKy. OmpumaHi pe3ysismamu OOC/IIOXXEHHST MOXYmb 6ymu
BUKOpUCMaHI 1pu Po3po6/IEHHI MapKemuH2080i cmpamezii ceameHmauii ma MapKkemuHz2080i1
cmpameaii nidnpuemcmasa 8 Yisiomy.

KntouoBi cnoBa: cmpameaisi, MapkemuH208a cmpameaisi, ceaMeHmauyisi, Mo3UYiOHyBaHHSI,
MionpueMcmso.
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Formulation of the problem. The systematization
of types of marketing strategies represents an
important theoretical task whose results are significant
not only for the development of the theoretical
foundations of strategic activity but also for practicing
marketers seeking to become familiar with existing
practices and improve their professional activities.

Analysis of recent achievements and
publications. Issues related to the analysis and
systematization of types of marketing strategies
have been examined in the works of such scholars
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as Yu. Hudz, Yu. Dzhereliuk, and Yu. Kravchyk [1],
M. Yermoshenko and R. Donchyk [2], N. Kudenko
[3], N. Struk and O. Kapral [4], N. Mykhailyk [5],
S. Solntsev [6], N. Buniak [7], and others.

The aim of the article is to improve the

classification of marketing segmentation and
positioning strategies.

Research  Methods: generalization and
systematization.

Presentation of the main material. Well-
developed instrumental support for enterprise
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activities forms the basis for their successful
implementation.

N. Kudenko investigated marketing strategies
related to market segmentation and target market
selection [3].

N. Struk and O. Kapral note that the choice of a
company’s marketing strategy is influenced by a
number of factors, often alternative in nature. These
include social factors (such as living standards, cultural
values, and traditions); technological factors (the level
of technological development, innovation processes,
and the possibility of producing new products);
economic factors (consumer purchasing power,
consumption structure, demand elasticity, employment
levels, lending rates, exchange rates, and inflation);
and political factors (the presence of political elites,
political party activity, and the legal environment) [4].

The authors also emphasize that the high level
of unpredictability of rapidly changing environmental
factors does not allow enterprises to develop
marketing strategies for sufficiently long periods.
As a result, marketing strategies often resemble
operational planning [4].

Such a formulation of the issue is understandable.
However, the influence of most of the factors
mentioned above can be taken into account through
the processes of market segmentation and product
positioning.

Market segmentationis understood as a systematic
process of dividing the market into segments that
share common characteristics in terms of consumer
needs and preferences. Such segmentation may be
based on consumer groups, product parameters, or
key competitors.

M. Yermoshenko and R. Donchyk define a market
segment as a group of consumers with similar needs,
behavioral characteristics, and motivations that form
the basis of marketing opportunities [2].

Positioning is understood as the clear
determination of the desired place of a company’s
product in the market relative to competing products
in the perception both conscious and subconscious of
potential and existing target consumers.

Thus, these two processes ensure the
consideration of the main external environmental
factors (social, technological, economic, political,
etc.) and also serve as effective tools of competitive
interaction, allowing enterprises to formulate
marketing strategic activities for the medium- and
long-term perspective.

Therefore, the characteristics of marketing
segmentation and positioning strategies should be
considered.

In general, depending on the number of features
or factors on which a marketing strategy is based,
strategies can be classified as:

— strategies based on a single feature or factor;

— strategies based on two features or factors;

— strategies based on three or more features or
factors.

Depending on the classification criteria, different
types of marketing strategies can be distinguished.

Yu. Hudz, Yu. Dzhereliuk, and Yu. Kravchyk classify
the most common marketing strategies according to
the criterion of “development” as follows [1]:

— “efficiency improvement” strategies based on
the reduction of marketing costs;

— “product differentiation” strategies based on
the creation of new needs and the development of
products designed to satisfy them;

— “specialization” strategies based on a
differentiated approach and market leadership;

— “undifferentiated marketing” strategies based
on product promotion without prior segmentation.

As can be observed, the majority of marketing
strategies (with the exception of efficiency improvement
strategies and undifferentiated approaches) rely on the
results of segmentation, since only consumer-oriented
value propositions are capable of ensuring unique
strategic market positions for producers.

Most marketing theorists, beginning with Philip
Kotler, unanimously distinguish the following
marketing strategies depending on the level of market
segmentation or market coverage:

— undifferentiated marketing strategy;

— differentiated marketing strategy;

— concentrated marketing strategy.

N. Kudenko, as well as other scholars, identifies
the following marketing strategies depending on the
method of selecting the target market [3]:

— product specialization strategy;
segment specialization strategy;
single-segment concentration strategy;
selective specialization strategy;
full market coverage strategy.

M. Yermoshenko and R. Donchyk classify these
strategies according to the criterion of specia-
lization [2].

The segmentation and positioning strategies
systematized according to the classification criteria
identified by scholars are presented in Table 1.

The analysis of existing classification features
and types of strategies revealed the absence of
criteria and, consequently, strategy types that
reflect unconventional and unique solutions. In the
contemporary market environment, when most
product categories have already been developed,
produced in a wide assortment, and delivered to any
part of the world within a matter of hours, it becomes
increasingly difficult to attract consumers through
standard solutions. Therefore, an era characterized
by informatization and creative solutions capable of
impressing experienced consumers is emerging [8].

Information asymmetry that existed before the
global spread of the Internet is rapidly decreasing,
and consumers can now obtain detailed information
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Table 1

Classification of marketing segmentation and positioning strategies

Type of marketing Classification criterion

Types of marketing strategies

strategies
. — undifferentiated marketing strategy;
g’r?r ig(tj?c?vg;mee level of — differentiated marketing strategy;
g — concentrated marketing strategy
Segmentation — single-segment concentration strategy (market niche strategy);
strategies depending on the product- — product specialization strategy;
segment structure of the — segment specialization strategy;
market — selective specialization strategy;
— full market coverage strategy
. — strategy of strengthening existing positions;
product position development | repositioning strategy
— rivalry strategy;
. L — differentiation strategy;
competitive positioning _ imitation strategy:
— additional benefit strategy
— island defense strategy;
defensive positioning — flank defense strategy (including flank defense using sub-
brands)
— positioning based on quality attributes;
distinctive characteristics — positioning based on benefits;
Positioning — positioning based on problem-solving;
strategies — positioning based on a specific usage method

positioning of products in
industrial markets

— technology-based positioning strategy;

— positioning based on delivery price to the consumer;

— service-based positioning strategy (provision of delivery,
repair, spare parts supply, technical assistance, etc.)

depending on positioning
according to the BCG and

— development strategy;
— maintenance strategy;
— harvesting strategy;

McKinsey matrices — elimination strategy
depending on the type of - gg?silégt;trr;tsgyf
differentiation ay;

— image strategy

depending on the competitive
position of the enterprise

— market leader strategy;
— challenger strategy;

— follower strategy;

— niche strategy

depending on competitive
advantages (according to
M. Porter)

— cost leadership strategy;
— differentiation strategy;
— focus strategy

depending on the type of
creative ideas (proposed by
the author)

— creative-idea strategy related to the product;
— creative-idea strategy related to the service;
— creative-idea strategy related to product positioning

about the reputation of producers and the quality of the
products offered within just a few clicks. Reputation is
distinguished from image and is understood as the
historical achievements and accumulated experience
of a producer. Image, in contrast, represents an
artificially constructed perception that may not
necessarily correspond to reality.

Consequently, only innovative, new, and distinctive
offerings are capable of attracting consumers
to the sphere of enterprise activity. Despite their
unigueness, such offerings require formalization
within the theoretical and methodological framework
of enterprise strategy development.

Therefore, it is proposed to distinguish strategies
depending on the type of creative ideas and to identify
the following types:

— creative-idea strategy related to the product
(creative product strategy);

— creative-idea strategy related to the service
(creative service strategy);

— creative-idea strategy related to product
positioning (creative product positioning strategy)

These clarifications make it possible to expand the
range of strategic tools available to producers and to
further develop the theoretical and methodological
framework of strategic management.
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Conclusions. Thus, based on the results of the
conducted research, the following conclusions can be
drawn:

— the essence and characteristics of market
segmentation and product positioning processes
have been examined;

— the classification of marketing segmentation
and positioning strategies has been improved through
the expansion of classification criteria by introducing
the attribute “depending on the type of creative
ideas” and by identifying additional strategy types,
including creative product strategies, creative service
strategies, and creative positioning strategies. This
makes it possible to identify and incorporate new
creative ideas and solutions into strategic marketing
activities.

The results obtained may be applied to improve
enterprise strategic activities and to develop new
managerial decisions, and they may also serve as a
basis for further scientific research.
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