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SCIENTIFIC AND ANALYTICAL FUNDAMENTALS
OF BUILDING AND ASSESSING THE EFFICIENCY
OF A DIGITAL AGENCY BUSINESS MODEL

The systematization of the features of the transformation of business models of the service sector, which is based on
a comprehensive understanding of the business model, strategic directions of innovative development of organizations
in the service sector, allows to choose promising directions for improving their management. The article is devoted
to the issues of business models of service industries within the B2B interactions and estimations of business models
of service industries efficiency in dynamic environment conditions. There is a need to consider the business of clients
comprehensively, to focus on the implementation of business management methodologies, optimization of business
processes to combine two business models — agency and client within a model M?. Authors consider the main aspects of
the activities of modern digital agencies. In addition to the static assessment of the company's performance indicator,
authors also consider a short-term 3-year dynamic performance characteristic (Malmquist index).
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Problem statement. The sphere of services is one
of the most promising sectors of entrepreneurial activ-
ity in the economy for beginning businessmen, since
business ideas in this sphere do not require significant
initial investments in fixed assets, relate directly to the
target sphere of activity of the entrepreneur, are pro-
vided with a constant level of demand, are capable of
competition even at the primary at the stage of imple-
mentation of the organization under the conditions of
effective promotion. The systematization of the features
of the transformation of business models of the service
sector, which is based on a comprehensive understand-
ing of the business model, strategic directions of innova-
tive development of organizations in the service sector,
allows to choose promising directions for improving their
management.

Analysis of recent researches and publications.
Conceptual foundations of business model research are
presented in the studies of Osterwalder A., Pigneur Y. [1],
Calof J., Richards G., Smith J. [2]. Service-oriented archi-
tecture of a dynamic intelligent business process manage-
ment system is considered in studies of Batovrin V. K.,
Zinder E. Z. [3], Danilov A., Kazakov V., Telnov Ju. [4].
Peculiarities of functioning models of IT companies in
Ukraine case is considered in research of Somkina T. V.,
Lytvynova O. V., Loban O. O. [5]. Despite the availability
of works, the problem of business models of digital ser-
vices of Omelyanenko V., Braslavska O., Biloshkurska N.,
Biloshkurskyi M., & Omelyanenko O. [6; 7] development

in the conditions Industry 4.0 innovation networks requires
further research.

The article is devoted to the issues of business models
of service industries within the B2B interactions and esti-
mations of business models of service industries efficiency
in dynamic environment conditions.

Main material. The need for many types of services
leads to the creation of an equally large group of goods
that, apart from services, would not be needed by them-
selves. Collins writes “As we all move further and further
into the age of information and the service economy, we
are finding that many of the new products flooding the mar-
ket are not products in the usual sense of the word. Rather,
they represent information and services tied to physical
products".

This type of service can include information services of
digital agencies — satisfaction by the information system or
the owner of the information resource of the user's request
for the preparation and receipt under agreed conditions of
a certain information resource of a certain thematic orien-
tation, given type and final volume. Instead, the logic of
digital transformation requires businesses to take a deeper
look at their customers' businesses and be included in their
processes, starting with strategic marketing as an orga-
nized process of "customer research" and ending with sales
promotion. Thus, there is a need to consider the business
of clients comprehensively, to focus on the implementation
of business management methodologies, optimization of
business processes and automation of their elements, that
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is, to combine two business models — agency and client
(model within a model, model M?) — fig. 1.

Based on the above, we will determine the key drivers
of the effectiveness of the business model of digital
business in the service sector:

1. The client is not offered services, but the result;

2. The enterprise focuses its efforts on certain segments
and chooses the main technologies for work;

3. Instead of the horizontal structure of the enterprise, it
is necessary to apply the holacracy approach.

The system, based on the principles of holacracy,
allows maximum speedy development in the minds of
the growing market. The peculiarities of the holacracy
approach are those that the IT team takes part in the
discussions with the client and can directly join the
conversation, push through the water and promptly
pronounce the best solutions.

Digital transformation transfers a review of the
priorities of the business model from the satisfaction of
new business needs, as well as revealing shortcomings and
gaps in the business model of the client from the position
of digital transformation. One of the tools that form the
basis of such a review is M2 as a complex approach to the
introduction of this service into the digital medium.

In essence, a model of type M? can be seen as a service
to information and analytical security, as in the minds of
the transition to an information economy, it becomes an
invisible part of any business. With the implementation
of the tasks of strategic management, the presence of a
kind of informational support is one of the key factors
in the success and competitiveness of this type of
business.

In our opinion, M? is a kind of foresight technology,
because it transfers various methods for expert assessment
of strategic directions in innovative development,
revealing technological breakthroughs, building impacts
on the economy and prosperity in the mid-term prospects
[2]. Technological roadmap as a result of foresight
analysis for business — the purpose of identifying potential
market niches and a choice of technologies that allow the
maximum possible expansion (imagination) of competitive
services for new markets.

The concept of "information service" of the crime of
induced appointment, which transfers training, possession
of that task in the order of coristuvacha of information
resources, gives more such a clouding:

a) the result of information activities or information
processes;

b) the specific result of material and spiritual
development, which is volody by signs, which characterizes
one’s purpose, and information authorities, for the sake of
such wines, one gets better;

c) a complex of notable and elusive authorities
(characteristics, functions), signs for satisfying the
informational needs of the people;

d) the result of the non-viral activity of the enterprise
of either an individual, directing to satisfy the information
needs of a person or an organization from a variety of
different products.

In our opinion, the relevance of maintaining information
services from the position of a digital agency is based on
the specifics of the activities of enterprises of this type, the
foundation for them is the life of an important effective
implementation of projects in the minds of non-insignificance.
The "non-materiality" of the services of this type of business,
the improvement of ICT and communications, the massive
replication of software and technical platforms ensure the
security of their development, and at the same time make it
necessary to reconsider the business model with the method
of ensuring dynamic efficiency.

As part of building a business model, a digital agency
must create its own "face" and its own positive image on the
market. [t must be known as a reliable and competent market
participant, have a positive and convincing background of
projects. The specialization of a digital agency involves the
creation of its own portfolio of information and analytical
services, the development and replication of unique offers
based on the specifics of the client.

According to the classification of Cusumano M. and
Nambisan S., presented in the work [5, p. 85], typical
business models of IT enterprises, which, in our opinion,
can also be used by digital agencies, are as follows:

— the product model assumes that the IT company is
the developer of its own product, which then becomes a
licensed software product and is installed on the customer's
server equipment without prior ownership of such
intangible assets; revenues are generated from sales of
software licenses and updates to already installed software
products; at the same time, the product has the appearance
of standardized software;

— the service model assumes that the IT company
develops software to the customer's order, individually
forming its own architecture for each project, while all
intellectual rights are transferred to the client-customer;
in addition, this model includes enterprises providing IT
consulting services (implementation of IT solutions from
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Figure 1 — M*business model

Source: developed by the author based on business model template by O. Osterwalder and 1. Pinye [1]
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third-party organizations and maintenance of information
systems installed at clients). According to the authors, in
accordance with the realities of the Ukrainian IT market,
to the service model should be added those enterprises that
ensure the development of a full cycle of products based
on revised best practices, from business analysis to their
deployment and support;

—a hybrid model is a combination of various
combinations of the first two models. An example can be
IT companies that, in parallel with the creation of their
own product, are engaged in the provision of IT consulting,
configuration, implementation, training, integration with
other systems, and technical support services. According to
observations of the development process of IT companies,
the hybrid model is most often a transitional stage on the
way from a service model to a product model.

— the business process outsourcing model can provide
either only work to the order of foreign customers, which
includes the execution of routine business operations
related to the IT industry, or from the adjustment of a
pre-developed project by other developers to the unique
requirements of customers.

In our opinion, a detailed classification of business
models of IT enterprises is useful, in which a special role is
assigned to the monetization scheme [5, p. 86]:

— a business model of obtaining constant income, or
a self-sufficiency model, according to which the income
of the IT enterprise consists of regular periodic payments
from the end user in a fixed (for example, quarterly
access fee) or variable amount (access to "cloud"
services according to their download ); or the end user
receives the service and software for free, and third-party
organizations pay for these services instead of the client,
for example, advertising on the site, sponsorship support,
a system with payment for clicks and links, content
licensing, etc.;

— the payment model involves receiving income from
a one-time payment personally by the consumer of ready-
made software or services in the field of IT;

— a model of long-term income, the essence of which
is that before the direct monetization of its product or
service, the company needs to create a stable audience
that will significantly increase the value of the product
or service in the eyes of the market. Operations can be
resale / re-execution of content; creating a platform and
selling access to it; branding and licensing; selling the
audience as a whole;

— metamodels that provide additional monetization
opportunities when combined with the above models, for
example, the ability for the consumer to act as a reseller
(resell the service); providing service under someone else's
brand, etc.

We believe that a business model should organically
combine the useful elements of all analyzed models.
In the conditions of the formation of the B2B segment of
the digital market, digital agencies have problems with
managing sales processes and developing (designing)
services, which is quite often expressed in slow loading
of the agency's "production". In these conditions, there
is a problem of forming the competencies necessary for
mastering new areas of activity and maintaining the
achieved competencies at the required level. For this, it
is necessary to accumulate knowledge of the enterprise as

a whole and its employees in the form most convenient
for use.

In order to build an effective business model, it is
important that the main feature of a digital agency is a full
range of internet marketing services.

We will consider the main aspects of the activities
of modern digital agencies using the example of an IT
company specializing in digital and Internet marketing
services. An important place in the company's activities is
occupied by digital and Internet marketing of restaurants.
It was determined that the IT company's products are
tools for working with information related to the digital
marketing of restaurants in the Sumy region, the same
information in the required form. They have an intangible
nature, created to solve various practical tasks of infor-
mation management and implementation of IT projects.
A feature of the enterprise's activity is the variability
of the market, which requires rapid adaptation to new
conditions, as new technologies and areas of their
application appear.

In a digital agency, a client (in our case — a restaurant)
can order the following types of services:

1. Creation of a site. Corporate site, information portal,
media project, mobile game, interface, startup, identity
development, web design, A/B-Testing, installation and
correct setting of counters for web analytics systems.

2. Site promotion. The list of services in this case is
identical to any Internet advertising agency, which may
include banners, media displays, work with forums, direct
marketing, advertising campaigns in mobile applications,
search remarketing, etc. It is not only about placing an
advertisement, but also about its creation.

3. Site support. Any successful resource needs qualified
support: both technical and content. Therefore, a digital
agency can offer hosting services, site improvements,
user behavior analytics, corporate blogs and pages in
social networks, as well as redesign and restoration of
functionality if necessary.

4. SMM.

As we can see, many of these services are
interdependent. If the company can develop the design
of the site, then the design of advertising banners is an
accompanying service. And the site developer today
is obliged to take into account the possibilities of SEO
optimization, which is impossible without knowledge of
the principles of search engine promotion. Therefore, it
is quite logical that the company actively expands the
range of services, hires additional related specialists and
essentially moves from its category to the category of
business operating according to the M? model.

Based on the analysis of leading experience, we can
determine the following components of the work of a
digital agency:

1. Analysis of the technical feasibility of the project and
analysis of requirements. To develop a software system that
best meets the client's requirements requires knowledge of
the subject area and technological processes. For this, it is
necessary to be in close interaction with the representatives
of the client in order to determine and analyze the exact
system requirements for the software system.

2. System design. Developing the right architecture
and system building concept is a critical factor for the
success of the project. After the analysis and verification
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phase is completed, the system is designed. In order to
develop a cost-effective solution, it is very important that
it is scalable and flexible. When designing a system, its
component composition and means of its development are
determined.

3. Development. A standard development process
includes prototyping, coding, unit and system testing.
At the development stage, an iterative approach is used,
which allows to ensure the required quality of service.

4. System testing. Since there is a steady increase
in requirements for such characteristics of software
systems as reliability, scalability and performance on the
part of customers, the role of the system testing phase
becomes critically important for the success of the project
as a whole. Before delivery of the developed system
to the client, it goes through several stages of testing
according to the requirements of the quality management
system.

5. Implementation and integration. After the delivery
of the system, the process of its installation in the working
environment on the client's territory and its integration
with existing business applications begins. The enterprise
must provide the client with the necessary documentation,
training, technical support and support for the developed
system.

As options for solving the title of business model
transformation, we offer to consider the use of a process
approach, which increases the level of understanding of
the listed features of the IT company's work and allows
to ensure a higher quality of management, and therefore,
market advantages for it. Process management technology
is often used within an IT company for its own purposes
and is offered to customers as one of its products.

Asaprimarypoint,wecandefinemanagementprocesses
that allow for reliable functioning of digital services due to
systematization of work and formalization of interaction
between the parties involved in their implementation.
In addition, management processes will use the accu-
mulated experience of working with existing processes
and already made investments in automation tools.

It is also worth noting that one of the important trends
in the development of digital business transformation is
the emergence of service-oriented architecture, which is
characterized by a focus on providing services (services)
and working with services as a central architectural
element of the enterprise. The architecture of the enterprise
covers the service understanding and representation of
the business as such, as well as some service structures of
information resources.

Service-oriented enterprise architecture can be
considered as one of the simplifications of enterprise
architecture, however, the architectural approach provides
a foundation for service-oriented design from business
services to basic IT services, taking into account the
specifics of their use.

There are reasons that complicate the wide imple-
mentation of sufficiently developed general schemes of
enterprise architecture. The most important of them is
that it is not easy for many specialists to work even with
three-dimensional structures, and when working with the
architecture of an enterprise's business model, six or more
relevant dimensions can objectively be present, which must
be harmonized with each other and with the processes in

the system. In general, the dimensions of the architectural
scheme form the following list of architectural axes [3]:

— the axis of "architectural aspects" of the enterprise or
system (corresponds to the columns of the Zahman matrix);

— axis of representation of the enterprise or system
(Zachman matrix);

— the time axis of the development of the architecture
of the enterprise or system (stage of the project cycle, stage
of the life cycle of the system, stages of the development of
the enterprise and the stages of these stages);

— axis of generalization/specification of architectural
blocks and elements;

— axis of aggregation/detailing of architectural blocks
and elements;

is the axis of applied segmentation of the scheme.

The task of forming a complex of the specified
architectural axes as a prerequisite for rapid adaptation of
the software is complicated in the conditions of changes
in market requirements and innovative transformation
of business processes. At the same time, the problem of
choosing and adapting services for specific projects arises.
In these conditions, the tasks of organizing a distributed
network repository of services, role allocation of agents
to executors and process coordinators, establishing the
interaction of agents and services [4] are solved with the
help of a multi-agent approach.

The implementation of a service-oriented architecture
based on a dynamic intelligent system for managing
innovative business processes based on a multi-agent
approach within projects ensures a quick configuration of
the business model in accordance with the conditions of
the external environment and specific tasks.

It is worth noting that the digital agency uses all the
main communication channels in order to be as accessible
to customers as possible. An integrated approach to
promotion in the Internet space not only expands the
audience of the agency, but also proves professional
capabilities in the digital sphere. Also, the company
is widely presented in the pool of social networks, and
its main feature is a full range of Internet marketing
services.

In addition to the static assessment of the company's
performance indicator, we also considered a short-term
3-year dynamic performance characteristic —the Malmquist
index (MPI). Values of MPI < I, MPI = 1 and MPI > 1
indicate, respectively, a decrease, stability or increase in
the efficiency of the enterprise during the studied period.

The results of calculations of the Malmquist index for
three groups of enterprises are summarized in the Table 1.

On the basis of Table 1, we can note a decrease in the
dynamic efficiency of all analyzed groups of enterprises
in 2020, however, only digital agencies remained efficient
in terms of resource costs, and in terms of gross revenue —
businesses in the field of education, which corresponds to
socio-economic trends.

As for digital agencies, in 2019 there was an increase in
the Malmquist index as a resource cost by 0.063. However,
in 2020, due to the general economic crisis, the situation is
changing. The Malmquist index for resource costs drops
from 1.015 to 1.001, and for gross revenue — from 1.007
to 0.951.

The conducted analysis indicates insufficient stability
of the business models of the analyzed groups of
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Table 1 — Malmquist index calculation results

Malmquist index
Year
Resource costs | Gross revenue
Digital agancy
2018 relative to 2017 0,952 0,902
2019 relative to 2018 1,015 1,007
2020 relative to 2019 1,001 0,951
Hotel business
2018 relative to 2017 1,000 1,001
2019 relative to 2018 1,011 1,029
2020 relative to 2019 0,917 0,901
Education
2018 relative to 2017 1,000 1,001
2019 relative to 2018 1,003 1,011
2020 relative to 2019 0,998 1,002
Intermediary business
2018 relative to 2017 1,007 1,002
2019 relative to 2018 1,002 1,018
2020 relative to 2019 0,999 0,981

Source: calculated by the author

enterprises in the service sector, which actualizes the need
to use the potential of the identified strategic vectors of
transformation of business models.

Conclusion. The systematization of the features of the
transformation of business models of the service sector,
which is based on a comprehensive understanding of the
business model, strategic directions of innovative devel-
opment of organizations in the service sector, allows to
choose promising directions for improving their manage-
ment.

This type of service can include information services of
digital agencies — satisfaction by the information system or
the owner of the information resource of the user's request
for the preparation and receipt under agreed conditions of
a certain information resource of a certain thematic orien-
tation, given type and final volume. Based on the above,
we will determine the key drivers of the effectiveness of

the business model of digital business in the service sector:

In essence, a model of type M? can be seen as a service
to information and analytical security, as in the minds of
the transition to an information economy, it becomes an
invisible part of any business. With the implementation of
the tasks of strategic management, the presence of a kind
of informational support is one of the key factors in the
success and competitiveness of this type of business.

In order to build an effective business model, it is
important that the main feature of a digital agency is a full
range of internet marketing services.

The implementation of a service-oriented architecture
based on a dynamic intelligent system for managing
innovative business processes based on a multi-agent
approach within projects ensures a quick configuration of
the business model in accordance with the conditions of
the external environment and specific tasks.
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bisnec-modenetl cpepu nociye y pamkax B2B e3aemo0ii ma oyinku egpekmuenocmi b6iznec-modenell chepu nociye 8
YM08AX OUHAMiuHo20 cepedosuwya. Jlozika mpancgopmayii 6izHec-mooeni sumacae 8i0 KOMNAHIU 21UOUI020 GUEYEHHS
Oi3Hecy c80iX KIIEHMIB i 3anyueHHs 00 iX npoyecis, NOYUHAIOYU 3i CIMPAME2iUHO20 MAPKeMUH2Y K OP2aHi308AH020
npoyecy «00CHi0NCeHHs KAIEHMIB» | 3aKIHYYIOUU CIMUMYTIO8AHHAM Npooadicie. Aemopamu 6U3HAYeno, Wo 6 pamKax
KII0408UX Oi3Hec-npoyecie HeoOXiOHO pozensoamu OI3HeC KIIEHMI8 KOMNJIEKCHO, 30Cepeoumucs Ha 8NPO8A0NCEeHHI
Memooonozil ynpagiinus 6iznecom, onmumizayii 0Oiznec-npoyecie ma agmomamusayii ix eremenmis, moomo
noeonamu 08i GizHec-Mooelni — A2eHMCbKY ma KAIEHMCbKY (Modelb y modeli — mooenv M?). I[]s modens 3acnosana na
NPUHYUNAX XOLAKPAMii ma 00360/11€ MAKCUMATbHO WBUOKO PO3BUBATUCS 8 YMOBAX 3pOCMa4020 purky. Ocobrusocmi
XONaKpamuuno2o nioxooy noaa2arms y momy, Wo cepsicHe nionpuemMcmeo bepe yuacmo 8 002080peHHI 3 KIiEHMOM i
Modice 6e3nocepedtbo NIOKIOUAMUCs 00 1020 OIIbHOCHI, ONepamueHo NPOnoHysamu Haukpawyi piuenns. Ha ocnosi
Yb020 asmMopuU BUHAYUAIOMb KIOU08I Opatigepu epexmusHocmi Oiznec-mooeni yugposozo OisHecy 6 chepi nociuye.
Moodens muny M’ posensdaemuvcs sax cepsic ingopmayitino-ananimuunol 6esnexu, OCKilbKU 6 C8I00OMOCMI NePexody
00 iHpOPMAYiliHOT eKOHOMIKU 80HA CMAE HENOMIMHOIO YACMUHOIO 0Y0b-1K020 0i3Hecy. Asmopu po3ensioaroms 0CHOGHI
acnexkmu OifAIbHOCMI CYYACHUX yugposux acenmcme Ha npuxnadi IT-komnawii, wo cneyianizyemvcs HA NOCLYeax
yugposoeco ma inmeprem-vapkemunzy. Kpim cmamuynoi oyinku NOKA3HUKA epeKmusHocmi KOMNAHIL, asmopu
PO3CTAMYIU KOPOMKOCMPOKOBY 3-DIUHY OUHAMIYHY Xapakmepucmuky eghexmusnocmi — indexkc Manvmxsicma.

Knrouoei cnosa: Oisnec-moodens, edhexmusnicms, cgpepa nocrye.






