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Abstract. This article discusses the theoretical and methodological aspects of the development
of business models of service companies. In the course of the research, a terminological analysis of
the concept of "business model” was carried out, two main approaches to the definition of a business
model were identified: the first involves focusing on the value that the company creates for its external
customers, and the second directs the focus of attention inside the company, on the flow of its business
processes. As a result of the study, various options for the application of business models are considered,
the main stages of their life cycle are illustrated. Based on the consideration of various theoretical and
methodological concepts of building business models, an example of how a strategic canvas could look
like in the service market is presented. As a result of the study, it was revealed that currently the most
optimal for service companies are component approaches to the development of business models,
which suggest considering the company as a set of interacting and complementary elements, since for
successful business in modern conditions, the company must have the ability to see and recognize what
is happening outside its own market, in particular including its closest competitors.
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AHHOTanus. B 1aHHOI cTaThe pACCMOTPEHBI TEOPETUKO-METOA0IOTMYECKUE ACITEKTHI pa3paboTKu
Ou3Hec-MoJeseil cepBUCHBIX KOMIMaHuii. B mpoiiecce uccienoBaHus TpoBeleH TEPMUHOIOTUYECKU I
aHaJIU3 TIOHATUS «OM3HEC-MOJEb», BBISIBICHO IBa OCHOBHBIX IMOIXOAa K OIMpeaesieHHIO OU3HeC-
MOJIeJIN: TIEPBBIN TpeanojaraeT OpUEHTALINIO Ha IEHHOCTh, KOTOPYI0 KOMIIAHUS CO3[AET JJIsSI CBOUX
BHEIITHUX KJIMEHTOB, a BTOPO HampaBiisieT (hOKYC BHUMaHUS BHYTPb KOMITAaHWHY, Ha MPOTEKaHUE e
O6usHec-TpolieccoB. B pe3ynbraTe MccieqoBaHUSI paCCMOTPEHBI pa3IMUHbIe BAPUAHTHI IPUMEHEHUS
Ou3Hec-Moeseil, MPOWTIIOCTPUPOBAHbBl OCHOBHBIE 3Tambl MX XM3HEHHOro Iukiaa. Ha ocHoBe
paccMOTpeHHUsI pa3HOOOPa3HBIX TEOPETUYECKUX U METOANYECKUX KOHIIETIIMI MOCTPOSHUSI MozeJei
Ou3Heca TIpeacTaBlieH MPUMEDP TOTO, KaK MOTJIa Obl BBITJISIAETh CTpaTerMuecKasi KaHBa Ha PBIHKE
CEPBUCHOTO OOCITyXMBaHUs. B pesynbraTe uccaemoBaHUs BBISABICHO, YTO B HACTOsIIEe BpeMs
Haubojiee ONTUMATBbHBIMM JJISI CEPBUCHBIX KOMIAHWUI SBJISIIOTCS KOMITOHEHTHBIE TOIXOABI K
pa3paboTKe OM3HEC-MOAENISIM, KOTOpBIE MpeIaraloT pacCMaTprUBaTh KOMIIAHWIO KaK COBOKYITHOCTh
B3aMMOJEMCTBYIOIIMX W B3aMMOJOTIOJNHSIOMIMX 3JIEMEHTOB, MOCKOJBKY IJISI YCTIEITHOTO BEIEHUS
Ou3Heca B COBPEMEHHBIX YCIOBUSIX, KOMIAHMS 1OKHA 001a1aTh YMEHUEM BUIETh U pacio3HaBaTh TO,
YTO MIPOUCXOIUT 3a MpeaeaMu COOCTBEHHOTO PhIHKA, B TOM YKCJIe CBOMX OJIMXKANIINX KOHKYPEHTOB.
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Introduction

The high level of competition, the growing needs and expectations of customers, the rapid devel-
opment of the IT infrastructure, the sharp aggravation of the economic and political instability of the
country force the company to continuously update and improve its activities in order to instantly adapt
to changes in the external environment and improve the effectiveness of its activities.

Today, it is becoming increasingly difficult for most organizations to maintain a competitive ad-
vantage. A wide range of products and services offered, the use of advanced technologies, high quality
of service and other factors of maintaining competitiveness have long been transformed into minimal
conditions of presence on the market. To date, the solution of issues of improving the efficiency of the
functioning of economic entities is not possible without the formation of their effective business model.

In this context, the company's competitiveness is higher the better it is able to take into account not
only the changing market conditions, but also analyze and adjust its internal business environment to
market requirements, represented by various elements that are aimed at creating value and turning this
value into profit.

In order to develop a unified understanding of the mechanism of operation of a particular business

© Opnosa B.W., BopoHoBa O.B., 2022. WU3paTtenb: CaHKT-MeTepbyprckuii NONUTEXHUYECKUIA YHUBEPCUTET NeTpa Benukoro


https://doi.org/10.57809/2022.3.3.2
https://doi.org/10.57809/2022.3.3.2
https://orcid.org/0000-0003-1032-7173

4 -

unit, it is necessary to understand what actions and in what sequence are performed in the company on
the way to creating a useful product for consumers and achieving the desired results of activity. This helps
the company to identify and analyze the business processes that form the basis of its business model.

It is the description of the processes taking place in the organization that allows you to see a holistic
picture of its work, identify the reasons that hinder the achievement of the goals set, and develop recom-
mendations for their elimination to improve the financial and economic performance of the company
as a whole.

The modern theory and practice of business management has a large number of different approach-
es, methodologies and methods that allow organizing the company's activities in the most effective way.
One of the most effective tools for describing the basic principles of the creation, development and
successful functioning of an organization is the business model. It not only allows you to visualize and
analyze the complex mechanism of the company's work, but also to identify its strengths and current
problems, to find opportunities for optimization and improvement of activities.

Despite the fact that the real interest in this approach in scientific circles appeared in the mid-1990s,
to date, scientists have not yet come to a single and generally accepted definition of the concept of "busi-
ness model". Table 1 provides examples of interpretations of this term.

Table 1. Terminological analysis of the definition of "Business model"

Author Definition
V. Jang Kim, A business model built in the following sequence — exceptional utility, strategic
Mauborn Rene (2005) pricing and target cost (profit) — leads to value innovation (Kim Chan, 2017).
Henry Chesbroke (2006) A business model is a way that a company uses to create value and generate profit.

The business model of an enterprise is a representation of a business (enterprise) that actually

Kotelnikov V.Yu. . . . . Lo .
exists or is planned in the future in a form that can clearly demonstrate all the significant properties

2007
( ) and features of the company associated with its ability to make a profit and be competitive.
Hamel G. A business concept and a business model are made of the same test: a business
(2007) model is just a business concept put into practice (Hamel, 2007).
. The business model is the sum of the answers to three main questions. Who is my
Markides K. . . . . .
(2010) target audience? What products or services will be my value proposition and what will

be its competitive advantage? How can I do this effectively (Markides, 2008).

A business model —is a representation of how an organization makes (or intends

A.Osterwalder, . . .
to make) money. It describes the value that the company offers to various clients,

I. Pinier s N . . .
(2010) reflects the capabilities of the organization, the list of partners, the capital relations

necessary to obtain sustainable income streams (Osterwalder, Pinye, 2013).

The business model is a comprehensive view of how a company chooses its
Shubin A. customers, how it differentiates its offer and through which channels it brings it to
(2016) target customers, which business processes are key for the company, how resources

are used, and finally, how it makes a profit for owners (Shubin, 2016).

Summarizing the definitions presented in the table, it should be noted that they are all distributed
according to two approaches: the first involves focusing on the value that the company creates for its
external customers, and the second directs the focus of attention inside the company, on the flow of its
business processes.

The optimal interpretation is one that combines two visions and may sound like this: "A business
model is a visual and logical description of how a company builds its processes in order to create value
for customers and profit from it."

Despite the fact that the number and composition of the elements of the business model allocated by
the authors vary, four key components can be identified that determine the content of the model of any
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organization:
1. the value for external customers that the company offers based on its products and services;
2. a system for creating this value, including suppliers and target customers, as well as value chains;
3. assets used by the company to create value;
4. the financial model of the company, which determines both the structure of its costs and the ways
of making a profit (Barjaev, 2020).

Materials and Methods

In this study, analytical methods were used, such as description, grouping of data, causal analysis,
evaluation. The use of these methods allowed us to link disparate facts about the current situation in the
development and evaluation of the success of business models of service companies in modern economic
conditions. The methodological base of the study contains theoretical provisions of public sector eco-
nomics and management, data from official sources of state authorities and includes methods of critical
analysis, theoretical modeling and formalization.

Results and Discussion

There are many options for applying business models. Someone uses them to analyze the effective-
ness of their business in comparison with competitors, some companies use this approach to assess their
potential and investment attractiveness in the future. For operating firms, the business model is the most
important tool of strategic management, which is used to find new growth points, analyze the external
environment, develop value propositions and determine the best practices for business development.

Like any product put on the market, a business model has its own life cycle (Tleuba, Seken, Eshen-
kulova, 2019). If the turning points of the cycles are not identified in time and changes are not imple-
mented in accordance with strategic, tactical and organizational requirements, the company may lose
its value. In general, the lifecycle of a business model is illustrated in Figure 1.

Fig. 1. Business model lifecycle

The construction of any business model is preceded by a thorough analysis of the company's activi-
ties, the industry and the industry business system. This is necessary to describe each component of the
model with which the company creates consumer value and receives income from it.

If any shortcomings are identified in the course of the company's work, the business model is re-
viewed and clarified. Taking into account the identified weaknesses, the management develops the "as it
should be" model, describing the desired state of the business in the future, and implements it into work.

Back in the 1950s, the pioneers of business modeling - Toyota and McDonalds - proved that con-
tinuous improvement of the business model ensures stable profits and cost growth (Slywotzky, 2006). A
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model developed once is not the end point on the way to success. In order to maintain its competitive-
ness and keep up with the times, the company must constantly adapt to the changes taking place in the
external environment, revising, updating and improving the components of the business model.

There are many different ways to present a business in the form of a simplified scheme. The tool that
management chooses for modeling will affect not only the understanding of the mechanism of the com-
pany's functioning, but also the quality of decisions made in the future (Kostin, Shildt, 2020.).

In the management literature, you can find a large number of the most diverse theoretical and meth-
odological concepts of building business models. One of the first approaches, which appeared at the
beginning of the XXI century, was proposed by Chang Kim and Rene Mobarn in the book "The Strategy
of the Blue Ocean" published in 2005.

The main idea promoted by the authors is that the business world can be conditionally divided into
two market spaces — scarlet and blue oceans. To become truly successful, a company should not focus on
competitors operating in the scarlet waters and offering similar services and goods. It should look at the
market more broadly, go beyond the existing demand and form a strategy that offers value innovation.

At the same time, it should be understood that in order to turn value innovation into a working strat-
egy, the company needs to apply a systematic approach that combines the unity of utility, benefit and
human factor (strategic coherence) with a focus on differentiation and cost reduction (without compro-
mise between them) (Dashkov, Chernikova, 2021).

In this concept, the company's business model is presented in the form of a value curve. It forms the
basis of such a tool as the "strategic outline”, the essence of which is to graphically display the compara-
tive effectiveness of the company, taking into account various factors of competition (Markides, 2010).

Figure 2 shows a conditional example of what a strategic outline in the service market could look like.

Fig. 2. Strategic outline of the industry

The construction of this model allows the company to see its weaknesses in relation to competitors,
which it must overcome in order to improve the value proposition and increase the efficiency of its ac-
tivities.

Conclusions

In order to create an updated, more competitive value curve, the firm must decide which elements
of value for the buyer it should reconstruct. To do this, the four-action model helps, which offers the
owners of the company to answer four fundamental questions concerning the strategic logic inherent in
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this industry and the principles of doing business:

1. What factors need to be reduced compared to existing industry standards?

2. What factors that the industry takes for granted should be taken out of the spotlight?

3. What factors need to be significantly improved compared to existing industry standards?

4. What factors can be created from those that have never been offered on the market before (Dukki,
2012)

To date, the component approaches to the development of a business model have received the great-
est support among researchers and consultants, which suggest considering the company as a set of inter-
acting and complementary elements.

For example, in his work M. Johnson, K. Christensen and X. Kagermann identified four components
of the business model:

1. The value offered to consumers (customer value preposition). It includes analysis of key consum-
ers and needs that need to be met, as well as the development of a company's offer based on the desired
value.

2. Profit formula. It consists of a revenue generation model, cost structure, marginal profit model and
resource circulation rate.

3. Key resources, namely: personnel, products, applied technologies, equipment, information, part-
nerships, supply channels, etc.

4. Key processes. It includes indicator systems, company rules and established norms (Voronova,
Ilyin, 2019.).

The developed offer and the profit formula determine, respectively, the value for consumers and the
company, and the key resources and processes indicate how this value will be delivered both to external
customers and to the company itself.

The strength of this concept is due to the fact that all the elements of the model are closely interre-
lated with each other: that is, drastic changes in any of the four components will undoubtedly affect the
other three and the entire mechanism of the company as a whole (Charikov, 2021.).

An American management consultant, Gary Hamel, highlighted in his book "At the Head of the
Revolution" the following elements of the business model:

client interface;

— key strategy (i.e. choosing the way to compete);

— strategic resources (the company's competitive advantages are based on them);

— value network (what surrounds the company complements and reinforces its resources) (Vostroknu-
tov, Loyko, 2018).

At the same time, all components are connected by three intermediaries, or connecting elements,
and the factors that determine the profitability potential of the company act as the basis of the business
model (see Fig. 3).

According to the author, the only way for the company to get away from the high pressure of compe-
tition is to create a business model completely different from everything that was before and exists to this
day. For real success, one cannot limit oneself to smooth growth, it is necessary to grow faster than the
market by creating a completely new business concept. And each of the components of the model can
be used as a lever for these breakthrough changes (Kusakina, 2018).

Despite the wide variety of business modeling concepts, the most optimal and understandable for
perception today is the approach proposed by A. Osterwalder and I. Pinier in the book "Building Busi-
ness Models".
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Fig. 3. Elements of G. Hamel's business model

In their work, the authors propose to decompose the company's business model into separate compo-
nents - structural blocks — reflecting the logic of the organization's actions aimed at meeting the needs
of customers, making a profit and ensuring competitiveness in the market with the help of the proposed
competitive advantages.

To construct a business model, it is proposed to use a template - a universal language for describing
the mechanism of the company's work (Voronova, Orlova, Sheleyko, 2022; Digital economy of Russia,
2024). This template consists of nine blocks reflecting the four main areas of business: customer inter-
action, supply, infrastructure and finance (see Figure 4).

Fig. 4. Business model template by A. Osterwalder and I. Pinier

1. Consumer segments. This block decides which customer segments the company expects to attract
and serve. It makes sense to divide customers into different groups if differences in their needs lead to
differences in offers.

2. Value propositions. The block includes a description of products and services, as well as distinctive
features (competitive advantages) that determine their value to the consumer.

3. Sales channels. This is a block about how a company delivers its value propositions to customers
(information channels, delivery, sales channels, after-sales service, etc.).

4. Customer relationships. This block describes the principle by which the company builds relation-
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ships with consumer segments.

5. Revenue streams. This block includes all sources of profit from all segments of consumers (taking
into account various pricing mechanisms).

6. Key resources. The block is devoted to the description of the most important assets of the compa-
ny necessary for the successful functioning of the business model (material and intellectual resources,
personnel, finance).

7. Key activities. This block contains the main directions of the company's work, without which its
effective existence is impossible.

8. Key partners. The block includes the main suppliers and partners involved in the development of
the company.

9. Cost structure. This block allows you to describe the main focus of the company's business model.
This can be either a focus on maximizing consumer value, or maintaining a minimum cost structure, or
a combination of the two listed directions.

It is worth remembering that a one-time analysis and description of the business model is not enough
for the successful functioning of the company. It is also necessary to regularly evaluate and update it in
order to objectively assess its position in the market and adapt accordingly.

The undoubted advantage of this model over others is its simplicity and visibility. Special knowledge
and skills in the field of strategic planning are not required for its construction. Each block can be ana-
lyzed separately from the other, and also see how changes to one of the elements will affect the rest. And
the information summarized in the scheme gives the management a clear understanding of where there
are "bottlenecks" in the company, what is unprofitable to work with, and what, on the contrary, can be
improved or radically changed in order to increase customer satisfaction and improve the company's
position in the market (Johnson, Christensen, Kagermann, 2009).

If A. Osterwalder and 1. Pinier proposed a general concept suitable for all organizations, then A.
Shubin adapted the classic outline of the authors' business model for medium-sized and niche retail
companies.

According to Shubin, if we present the business model of a retail company at the conceptual level,
then it will be based on three interrelated elements:

— interface with suppliers (joint creation of added value: logistics, inventory, personal relationships,
shared resources, etc.);

— customer interface (value proposition as a result of correlating the desires of target customers and
the company's capabilities);

— an operational model (a system of business processes through which suppliers' goods reach cus-
tomers and additional value is created) (Denisov, Velinov, Viter, Busalova, 2019.).

To become successful, a company must have the ability to see and recognize what is happening out-
side its own market, including its closest competitors. A clear understanding of her business model and
its constant adaptation to ensure future success will help her in this.
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