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Abstract. In order to stand out in a competitive environment, companies are forced to consider the
development of new services. In the context of globalization changes, the development of new services
is becoming an effective tool for adapting to the changing needs of consumers through the introduction
of technological innovations or management solutions. By using service development models, compa-
nies create favourable environment for generating and selecting ideas, and can prepare more effectively
for the deployment of a new service. After the critical evaluation of the new service development mod-
els, conceptual new service development model was formulated. The indicators of conceptual new ser-
vice development model were presented, also the unique features were highlighted. The results of this
research revealed that new service development models are perceived as an unbroken cycle, that in-
cludes additional tasks for business subjects, consumers and company employees.
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1. Introduction

The service business can be called an important
structural element, which provides a beneficial
environment for economic development, general
financial stability and attracts international invest-
ment as well. Global practice shows that potential
investors are more likely to start a business in the
service sector due to lower investments are
needed. According to the data of the World Bank
(2015), the global service sector generates 69% of
the GDP. Furthermore, the industry of services
generates the largest number of jobs in the well
developed countries: in Luxembourg 89%; in
Hong Kong 85%; in Singapore 83%; in the Neth-
erlands 82%; in the USA 81%; in Sweden 80%; in
the UK — 81%; in Norway 78% and in Finland
74% (World Bank 2017).

In the context of globalization, business sub-
jects are no longer able to efficiently manage ex-
penses, maintain quality of services or ensure loy-
alty of existing customers. The growing competi-
tion encourages all organizations to look for new
ways of creating additional value. In order to be
noticed in the competitive environment, the ser-
vice businesses are forced not only to improve ex-
isting services, but also to create completely new
ones, with the help of modeling services or other
development models that are approved in practice.

Although the development of services is gaining
more importance, the researchers have been ana-
lyzing it fragmentary, i.e. by researching the ac-
tions of the development of specific enterprises
and the application of preventive measures. More-
over, there is no consensus on the elements of the
models of the new services development, their in-
teroperability or external interaction. Bullinger,
Fahnrich, and Meiren (2003) points out that the
structures and processes of current enterprises are
not intended to effectively develop and start to
provide services in the market.

The majority of new service development
(further NSD) models do not provide any specific
actions that must be adopted by the business sub-
ject after the service has been installed or deliv-
ered to customers. In the context of the constantly
changing business environment, it is worthwhile
to present the tasks that enable business entities to
implement the key actions for the creation and de-
velopment of a new service more effectively.

The goal of the research: to form a concep-
tual model for the new services development.

The tasks of the research: 1) to reveal the
concept of the development of the service; 2) to
analyze the development models and concepts of
new services in the scientific literature; 3) to de-
fine the research space for new services and to
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form a conceptual model for the development of
new services.

The research is based on systematic, compar-
ative and critical analysis of the scientific literature,
synthesis and modeling method.

2. The concept of service development

In the context of globalization, the precise defini-
tion of the term of a new service becomes one of
the most complex theoretical tasks that research-
ers are facing: the changing needs of consumers
and advanced technologies encourage the
searches for the new outputs. Formerly, this term
have been used to define only the creation of new
services. However, in the modern business this
term acquires a broader meaning. Before provid-
ing the definition of service development, it is
necessary to analyse the scientific approaches to
this process in the term of a new service of the
modern researchers. According to Edvardsson
and Olsson (1996), the new service depends on
the current technical environment in many cases,
when physical and technical resources can be dif-
ferent but stil match each other. In the opinion of
the authors, it is extremely important to take into
account the needs of staff and users. Tax and Stu-
art (1997) suggest to define the new services on
the ground of the scale of the change in the exist-
ing service system or on the basis of the business
process and the participants. The service concept
represents the operational blueprint that com-
municates to customers and employees what they
should expect to receive and to give (J. A. Fitz-
simmons & M. J. Fitzsimmons, 2001). According
to Shostack (1987) and Johnston (1999), a new
service is an interaction between participants, pro-
cesses, and the series of the physical elements.
Johnson, Menor, Roth, and Chase (2000) classi-
fies them into the six main groups:

1. Major innovations — new services for
markets as yet undefined. All the innova-
tions usually are driven by information
and computer-based technologies.
Start-up business.

New services for market presently served
— new service offerings to existing cus-
tomers of an organization.

Service line extensions — augmentations
of the existing service line such as adding
new menu items, new bus routes and etc.
Service improvements — changes in fea-
tures of services that currently are being
offered.
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6. Style changes — slight changes in service

structure.

Menor, Tatikonda, and Sampson (2002)
quoting Menor (2000) defines a new service as an
offering not previously available to customers re-
sulting from the addition of a service offering or
changes in the service concept that allow for the
service offering to be made available. Sometimes
new services are identified as service innovations.
Defining innovation in the form of economic
value for the developer provides a limited view of
what an innovation is. Even if a new service cre-
ates significant benefits for customers, the service
might not generate revenue to the developer
(Witell, Snyder, Gustafsson, & Fombelle, 2016).
From the perspective of new services, Santamaria,
Nieto, and Miles (2012) defines new service inno-
vation as new services which have been intro-
duced into the market, or existing services which
have been significantly improved or important
changes have been made to their basic character-
istics, intangible components or desired purpose.
After analyzing the attitudes of researchers to the
concept of a new service, one can see some of the
dominant characteristics: 1) the highlighting of
the stuff and consumer aspect — the need to take
into account their needs or the opportunity to in-
tegrate into the overall process of creating a new
service; 2) the aspect of external and internal pro-
cesses is distinguished that allows us to look at the
new service from a systematic point of view. In
sum up, the new service is a new proposal formed
by a business entity due to the changing consumer
needs, technological solutions or changes in a
competitive market.

Providing the exact definition of the NSD is
not easy due to the versatility of this term. The ter-
minological variations can be found in the scien-
tific literature: new service creation (NSC), ser-
vice co-creation, new service development (NSD),
service design and even the service innovations.
The Service Design Network (2017) states that
service development is essential point for all pri-
vate and public organizations that want to inno-
vate and improve their service strategies or offers
to consumers. Stickdorn and Schneider (2012)
point out that in a meantime of developing ser-
vices, new or improved existing services are in-
troduced in order to make them more useful or ef-
ficient, and meet the needs of modern customers.
Smith and Fischbacher (2005) argue that the new
services development involves the development
of tangible and intangible elements of the service
that were not previously offered by the provider.
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Many authors draw the attention to the rela-
tionship between the consumer and the business
while talking about the development of new ser-
vices. Moritz (2010) points out that the develop-
ment of new services is a process focused on the
creation of the added value for both players of the
market. Erlhoff and Marshall (2008) follow a sim-
ilar position by claiming that this process is in-
tended to create a service that is in the best interest
of the client and the business entity that provides
it. Meanwhile, Aurich, Mannweiler, & Schweitzer
(2010) uphold the view that development of new
services is a process of planning the components
of human recourses, technologies and materials,
in order to improve the quality of interaction be-
tween customers and service providers. Authors
point out that choosing the right method for a
NSD can improve the satisfaction of customers, as
well as improve the efficiency of the company.

The NSD is identified as a set of tools or so-
lutions in the scientific literature. Santos and
Spring (2013) describe this process as the way in
which activities and solutions are designed to an-
alyse the market, develop a service concept or ser-
vice. Meanwhile, Cambridge Service Alliance
(2017) claims that the development of new ser-
vices is the usage of methods and tools for devel-
oping new service systems or service activities
with a special focus on the perception of quality,
satisfaction and experience. Murthy, Rausand,
and Osteras (2008) identifies goods and services
with the same definition as products. The authors
rephrase the definition of the Product Develop-
ment and Management Association of USA point
out that the development of a new product is a bal-
anced set of tasks and steps that turn the company
into sales of goods and services. A similar opinion
is provided by Riedl, Leimeister, and Krcmar
(2010). According to the author, the development
of new services is a rather effective method that
describes the main processes and tasks. Depend-
ing on the approaches of researchers, it can be said
that the development of the new services let us not
only to implement a service, but also to accom-
plish the complex tasks that are important to the
activities of any organization.

Business Innovation Observatory (2015), by
defining the new services development as a crea-
tive consumer-oriented design process, points out
that it is a particularly valuable competitive ad-
vantage for creating the added value. Mayou
(2017) has the similar attitude and sees the devel-
opment of a new service as a customer-centric
process when the creative solutions are used to
eliminate disadvantages caused by the service
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business while improving the existing services or
introducing the new ones.

The comparative analysis has revealed that
theoretical complexity of the development of new
services is determined not only by the width of the
concepts, but by the frequently variations of this
term found in scientific literature as well. Stick-
dorn and Schneider (2012) claim that the ap-
proach to service development is still evolving. It
is noticeable that the definition of service devel-
opment is gaining much broader significance in
the context of globalization processes. The theo-
retical approaches to this process reflect: 1) the re-
lationship between the client and the consumer;
2) highlight the importance of the aim; 3) identify
the specific stages of the process. The results of
the analysis showed that the development of ser-
vices can be oriented towards the introduction of
new services or the improvement of the existing
ones. The factors, such as consumer behaviour or
technological innovation, can encourage the sub-
jects of the business to take the clearly measurable
and competitive solutions that will enable the ser-
vice to be developed more efficiently.

Taking into account all these mentioned sci-
entific views, it can be claimed that the develop-
ment of the new service should be considered as a
necessary strategic solution and systematically
evaluated by this process. Therefore, it is sug-
gested that NSD can be defined as a multiple, cus-
tomer-oriented process, during which managerial
decisions are applied to the elimination of defi-
ciencies in business, by improving existing ones
or by introducing new services. This definition
creates a good environment for the perception of
the development of services from the perspective
of a user and from the perspective of the organi-
zation as well, and let to search for the effective
and optimal solutions in their provision.

3. Critical evaluation of models of NSD

The increasing competition encourage the ser-
vice companies not only to take some actions to
attract the potential customers, but also adopts
specific solutions that allow them to continue the
effectively development of a service package or
to create new ways for new perspectives of de-
velopment. New product development is one of
the riskiest, but most critical strategies in any
competitive industry (Cooper, 2001). Taking this
view into account, the measures for development
of a new service should effectively ensure the
success of the implementation phase of each new
service.



I Skackauskiené, A. Radzeviciené, P. Svogzlys

The NSD models used to deploy the service
can be identified as one of the major ways when it
can be created or developed. The scientific litera-
ture present a number of the models for the service
development that can all be categorized into the
following groups according to the following qual-
ifications:

1. Models with different structures of the
process (cyclic or linear);

Models that distinguish additional busi-
ness-oriented components (tasks, ac-
tions, additional activities);

Models that highlight the importance of
engagement of the staff of the company
(the aim of involving the largest possible
number of employees in the creation of a
new service);

Models that highlight the role of con-
sumers and their ability to engage in the
development of a service.

Usually, the models of a NSD attempt to
highlight aspects related to the feasibility, quality
assurance, commercialization, future develop-
ment opportunities, or the relationship between
the user and the business entity. A rather large va-
riety of models raises additional questions for ser-
vice companies about the choice of model, its ef-
fective application in practice, or the steps to be
taken after a service is installed. It is not always
clear whether the development of a new service
should be completed at the stages of commercial-
ization and deployment, or more attention should
be paid for monitoring. In order to ensure the pro-
gress of service development models and their
proper application for the customer needs of the
customers, it is necessary to carry out a critical
evaluation of the models of service development
that are found in the scientific literature.

3.1. The cyclic models of NSD

2.

Ideas, problems or scientific approaches related to
the new services development in this kind of
model are displayed during the formation of par-
ticular cycles. Cyclical model is presented by
Bullinger and Schreiner (2006). The model con-
sists of two cycles. The external circle consists of
the main phases of the development of a new ser-
vice, while the internal circle includes the tasks
that should be taken in order to successfully im-
plement the service: Start phase: 1) idea genera-
tion; 2) analytical phase: analysis of requirements,
evaluation of ideas; 3) concept phase: compilation
of individual specifications, compilation of over-
all specifications; 4) preparatory phase: provision
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of potencial; 5) test phase: testing of common
specifications; 6) implementation phase: imple-
mentation of concept of the service.

The model can be applied not only for devel-
opment of the new services, but for improvement
of the previously installed services as well. Ac-
cording to the authors, each phase identified in the
model can be evaluated in a non-ordered manner
in the terms of the organization. However, each of
them is still recommended to review.

By analyzing the importance of corporate re-
sources for the development of new services,
Froehle and Roth (2007) adapted a model for de-
veloping new services, which consists of two mu-
tually functioning parts. The first part of this
model consists of three factors that describe the
resources of the company: intellectual, organiza-
tional and physical. In the second part of the
model, the authors formed a NSD cycle consisting
of four stages: design stage, analysis stage, devel-
opment stage, launch stage. According to the au-
thors, a resource-oriented model for development
a new service enables to more effectively
strengthen the abilities of the company in the con-
text of the market, develop a package of services,
as well as develop and motivate a team.

After the theoretical analysis, Kindstrém and
Kowalkowski (2009) identified that most of the
researches related to the development of new ser-
vices are geared towards easy-to-access services
available to consumers every day, and there is a
gap between manufacturing companies that can
offer service packages along with the goods they
sell. In this context, the proposed cyclical model
for service development is based on four inter-
linked phases: market sensing, development, sales
and delivery. The authors emphasize that in every
stage of this model the close communication and
dialogue with the potential client is the key point.

Riedl etal. (2010) and Menor et al. (2002)
analyzed a cyclical model for developing new ser-
vices introduced by Johnson et al. (2000). This
model consists of 4 separate stages: design, anal-
ysis, development and full launch. In each of these
stages, the authors identified 12 individual tasks
that the business might perform throughout the
process in order to develop the successful service.
In the inner part of the model, the authors distin-
guished three factors: organizational activity,
team and tools. Each of these factors is responsi-
ble for utilizing different company resources for
the development of a new service.

Santos and Spring (2013) present a concep-
tual model for developing a new service, in which
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the whole process takes place on a basis of the cy-
cle. The model consists of three stages: emer-
gence, accommodation, consolidation. The au-
thors point out that the emergence stage as a
reciprocal regulation between the provided ser-
vices and the resources operated by the company.
During the process of accommodation, a business
entity can find out what is really going to be inside
the company: new capabilities, technologies, or
other equipment that matches the needs of a con-
sumer. Meanwhile, the process of consolidation is
achieved when the company understands the im-
portance of the new service to the customer and
define the structure of the process, i.e. activities,
costs, capabilities and essential requirements.
This conceptual model describes the process that
occurs when providers of the service redistribute
their operating resources and capabilities to im-
plement the new services.

After analyzing the cyclical models, it is
clear that most of them are formed in three or four
stages. It can be claimed that by striving to com-
pensate a smaller number of stages in the process
of the development of a new service, the research-
ers identify the additional tasks that the business
entity should take into account when designing
and developing the service

3.2. The linear models of NSD

Although the early linear models had a rather sim-
ple structure, they are becoming increasingly
complex in the modern context of the service sec-
tor and including not only the elements of the ser-
vice, but also other components that affect the
process.

Scheuing and Johnson (1989) formulated a
structurally uncomplicated model for develop-
ment of new service, which seeks to emphasize
the interactions between each of the steps. Despite
the fact that the model consists of up to fifteen
stages, it does not include any identified addi-
tional tasks or intermediate teams that represent
the purpose of development a service.

In order to investigate the aspects of the de-
velopment of a new service in the financial sector,
Alam and Perry (2002) presented a linear model
made of 10 steps. In the intermediate elements of
the model, authors depict the decision-making ca-
pabilities that a business can take in implementing
the next go or no-go decisions. The model is also
characterized by the fact that in each of these 10
steps, the authors point out the need for user en-
gagement in the development of services.

After the conclusion that the involvement of
staff in services is different in many organizations,
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Shekar (2007) assessed the activities of New Zea-
land local authorities in developing services. Her
conceptual model consists of nine stages and two
interrelated parts. In the first part, she identified
the early stages of the development of the service.
The second part identifies late or otherwise called
stages of service implementation. The conceptual
model is distinguished by the fact that at each
stage of the development of the service, individual
roles of users or staff are highlighted. According
to the author, this model is an instrument for sup-
porting and improving the development of ser-
vices.

Burger, Kim, and Meiren (2010) has formed
a linear model for developing new services, which
consists of six steps: idea management, require-
ments analysis, service design, service test, ser-
vice implementation, market launch. Each of
these phases includes the groups of individual
tasks that the organization should take into ac-
count while developing a new service.

Lin and Hsieh (2011) noticed that there are
not so much researches on the different stages of
developing a new service. As a result, they de-
cided to form a linear model based on the scien-
tific approach based on the influence of these
components on the development of services. The
presented model consists of five interoperable
phases: identification, value net formation, mod-
eling, implementation and commercialization. In
each of these phases, the authors have identified a
few additional activities (tasks) that the business
should accept in the process of developing a new
service.

After analyzing the connections between de-
signing and developing the service, Yu and San-
giorgi (2014) proposed a new model of the service
development consisting of three parts:

The objects. Contributing to a more effi-
cient development of the concept of ser-
vices and its delivery to the consumer,
since here the focus is on developing user
experience, ensuring the proper function-
ing of the entire service process and
achieving the best result.

The process. The development of the ser-
vices is completely flexible and depends
on the context of each project, but usually
this process consists of 4 parallel stages:
design, analysis, development, launch.
The facilitators. These are auxiliary
measures that aim to ensure the involve-
ment of not only users but also the whole
organization in the process of creating a
new service.
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The first two fragments of the model are di-
vided into half-way blocks. The subject of the
business needs to answer two main questions
here: “How the services are designed?” and "How
the services implemented?” In the context of the
development of the services, it can be stated that
these questions make sense of the beginning and
the end of the development of the service.

30 years ago it was difficult to find the right
models of the service development that could re-
flect this whole process, but the modern literature
offers the models of NSD that can be distin-
guished not only by their nature or number of
stages but also by their specific features. In order
to create a conceptual model for developing new
services, it is necessary to refine the features and
stages of such models found in the scientific liter-
ature (see Table 1).

The results of the comparative analysis re-
flect the widespread approach of the researchers
to the development of new services. It has been
noticed that the main stages in the models of the
development of new services are considered as
idea generation, analysis, service design, develop-
ment and presentation of the service to the con-
sumer. In addition to these stages, scientific liter-
ature can increasingly be seen in stages such as
starting a strategy, testing a service, or implement-
ing it. The main aspects of the benchmarking anal-
y51s can be distinguished as following:

The importance of staff involvement. It is
noticeable that the role of staff is increas-
ingly highlighted in the development of
new services. Involving employees in the
development of the service makes it pos-
sible to generate and select ideas more
efficiently and to stimulate the teamwork
thus ensuring a better quality of service
as well. According to Strazdas (2011), a
diversified team has the direct and indi-
rect impact on the success of the devel-
oping product.

Usually, the stages of the models for the
development of new service are added by
the tasks that are addressed to business
entities. It is noted that the authors try to
compensate a smaller number of stages
in the process of the development of a
new service by additional tasks and
means for the business entity.

The role of the consumer. The essence of
the provision of all services is focused on
the client and satisfaction of his needs,
therefore the main objective of the busi-
ness is to provide a quality, innovative
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service that is consistent with the trends
of nowadays. Naturally, the importance
of the consumer can be seen in the newly
formed models of new services develop-
ment. Many authors distinguish the role
of the consumer and its relationship with
the service provider. According to Kiyak
(2014), the universal engagement of the
consumer in the process of provision of
the service, the pricing process and the
creation of perceived value necessitates
the development of close and reliable
customer relationships that leads to mar-
ket orientation.
No further stages of service management
are distinguished. It has been determined
that most of the models for the NSD are
completed by Service Implementation or
Service Launch phases. It presuppose
that the additional tasks might be created,
which would allow a business entity to
administer the service more efficiently.
To sum up, the model of the NSD is a tool
based on technical and managerial solutions for
business entities to help create a new service or to
improve the quality of the service already in-
stalled and its presentation to the user.

4. The formation of the conceptual model
for the NSD

After the analysis of the interpretations of the
models for the NSD that are described in the sci-
entific literature, it might be claimed that mostly
of these models are oriented to the development
of services of a particular company, therefore,
they generally do not possess universal features
that could be adapted in the sector or individual
market segments. It has been determined that the
development of the new services are completed
by service implementation or service launch
phases, without distinguishing the specific ac-
tions and tasks that the business should pay at-
tention to when the service is implemented. It
can be assumed that without the monitoring so-
lutions, created in the model of the new service,
the business could have additional problems in
the future:

In the absence of feedback from the cus-
tomers, the further development of the
service may be disturbed.

If the deficiencies would not be identi-
fied and eliminated after the implemen-
tation of the service, the general quality
of the service may be decreased and, as a
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result, the business entity would lost its
position in a competitive environment.
Taking into account the results of the anal-
ysis of the scientific literature and the different
interpretations of the models of the NSD, a con-
ceptual cyclic model for the development of
new services is proposed (see Figure 1), which
has several features that are not typical for such
models:

1. When developing or improving services,
time is becoming one of the most important fac-
tors affecting the efficiency and quality of this
process. In the conceptual model for developing
new services, there are 2 ways to reduce the dura-
tion of the creation process:

— The opportunity to overcome those

stages where it is not expedient to per-
form the development of a service.

Table 1. The stages and features of NSD models (source: composed by the authors)
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IDEA MANAGEMENT PHASE
- Idea generation
- Idea screening

A

Is it worth to analize all processes?

ANALYTICAL PHASE

- Internal analysis
- External analysis

Service design?

h 4

- Concept formation
- Concept testing

SERVICE DESIGN PHASE

Service implementation?

IMPLEMENTATION PHASE
- Final version of the service
- Staff training

Service launch?

SERVICE LAUNCH PHASE

- Presentation for customers
- Start sales

Is service monitoring necessary?

v

SERVICE MONITORING PHASE
- Customer feedback

- Employee feedback
- Removing additional defects

Figure 1. Conceptual NSD cyclic model (composed by the authors)

Ability to create a service based on each
stage of the NSD model.2. Considering
that in most modern models of the NSD
there are no identified stages when the
business entity would be informed of the
decisions to be made after the implemen-
tation of the service, this model distin-
guishes the service monitoring stage that
includes the monitoring of the created
services processes, elimination of defi-
ciencies and ensures the maintenance of
the relationship with the customers.

The conceptual new service development
model has been developed based on the examples
found in scientific literature. The number of
model stages, complexion and their ranking have
been chosen based on the results obtained in Ta-
ble 1.
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In the phase of Idea Management of the pro-
posed model, a business entity generates new ser-
vice-oriented ideas, selects them (by eliminating
the worst ones). At this stage, a business entity can
involve both the customers by identifying their
additional needs and company employees in order
to generate the better quality of those service re-
lated ideas. In the phase of Analysis, the business
performs external and internal analyzes related to
the development of the new service. An external
analysis involves collecting the information about
potential competitors, as well as other data related
to the creation of the service. The main aim is to
identify the exceptional features of the service and
the points that may attract the customers. In the
course of internal analysis, the development of a
new service is assessed from the perspective of the
resources of the entity: is there the enough money,
time and human resources to create and imple-
ment a new service. The qualification of a team
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that are working with a new service might be as-
sessed as well in order to ensure the successful de-
ployment of the service. In the phase of Service
design, a business entity designs a new service. At
this stage, the concept of the service is developed
that later might be tested by the organization in-
ternally. The stuff and the potential customer
might be involved in the design and testing of a
new service. If the service produces the tangible
results in the testing, the business entity might im-
plement the service in the Implementation phase
by creating a final, market-oriented service. The
final version of the service is delivered to the cus-
tomer in the Launch phase, when the campaign
and sales might be started. Upon the implementa-
tion of the service, in the service Monitoring
phase, the business entity might perform the fur-
ther monitoring of the service and try to get com-
ments, expectations and complaints from the cus-
tomers and employees. The main disadvantages
associated with the provision of the service might
be eliminated and the further monitoring of the
service might be done constantly.

Depending on the type of the service that was
being developed, its complexity and the possibili-
ties for the further development, the business en-
tity can pass the stages of the analysis and moni-
toring. This can save the amount of time and
money to improve other processes.

5. Conclusions

The results of the analysis revealed that the devel-
opment of new services can be oriented towards
the implementation of new services or the im-
provement of already existing ones. Thus, it can
be assumed that this process is influenced not only
by the factors such as consumer behavior or the
development of technological innovations, but by
the competition prevailing in the service sector as
well. In summarizing the results of the theoretical
analysis, it is proposed to describe the develop-
ment of the new service as a multiple, customer-
oriented process, during which managerial deci-
sions are applied to the elimination of deficiencies
in business, by improving existing ones or by in-
troducing new services. The proposed concept of
the development of the new service makes it pos-
sible to evaluate this process from a systematic
point of view. The proposed definition is univer-
sal as it covers a wide range of services: 1) ser-
vices that involves the stuff in the development
process; 2) services that involves the customers in
the development process; 3) development of the
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complex and easy-to-use services; 4) develop-
ment of the new services; 5) the improvement of
the existing services.

The critical assessment of the models of the
new service development has shown that this pro-
cess is perceived as an unbroken cycle that in-
cludes additional variables: 1) the tasks, addressed
to the business subject, are developing, comple-
menting or, in some cases, changing the main
stages of the new services development; 2) the
models highlight the role of consumers and the
need to involve them into the overall process of
the development of a new service; 3) the im-
portance of the stuff of a company is distinguished
as it points out that an efficiently formed team can
generate more qualitative ideas and make more
measurable solutions.

In the scientific literature, the models are an-
alyzing fragmentary. Although, in practice, the
application of the models of the new services de-
velopment has an impact on the efficient develop-
ment of enterprise services, self-control or rela-
tionship with the customers and the staff. It can be
claimed that the existing models tend to focus on
the development of services in a particular enter-
prise, and therefore the lack of the flexibility to
adapt it to the conditions of the sector or individ-
ual market segments is noticeable. Based on the
results of the theoretical analysis, the conceptual
model of the development of a new service was
proposed. This model involves the new solutions
that could facilitate the implementation of the ser-
vice and its further development: 1) the ability to
avoid the stages in which the development of the
work is not purposive; 2) the ability to develop the
service based on each stage of the service devel-
opment model; 3) the service monitoring phase is
distinguished that includes the monitoring of the
process of the development a new service, elimi-
nation of the deficiencies and ensures the cus-
tomer relationships maintenance.
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