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2. ApeHpa B ee TpaauumMoHHoOM (opme (BOroop apeHapl) 1 B hopme nuanHra. OCobeHHOCTb apeHaHbIX OT-
HOLLEHUI MeXY BNacTHbIMW CTPYKTYPaMM 1 YaCTHbIM BU3HECOM 3aKMo4aeTcs B TOM, YTO Ha OnpeaeneHHbIX 4o-
rOBOPOM YCIOBUSIX NPOUCXOQMUT Nepeaada YaCTHOMY NapTHEPY rocyLapCTBEHHOTO MMM MyHULMNANBHOTO UMYyLLe-
CTBa BO BpeMeHHOe MoMnb30BaHue U 3a onpefenieHHyto nnaty. TpaguunoHHbIe JOroBOPbI apeHdbl npeanonaraT
BO3BPATHOCTb NpeAMeTa apeHHbIX OTHOLIEHWA, NPUYeM NPaBOMOYME MO PACMOPSHKEHNIO MMYLLECTBOM COXPaHS-
eTcs 3a COOCTBEHHMKOM 1 HE NEPEAaeTCs YaCTHOMY NapTHepY.

3. KoHueccus (KOHLEeCCMOHHOE cornalleHne) — cneuuduyeckas qopma OTHOLWEHWA MeXaY rocyaapcTBOM W
YacTHbIM NapTHEPOM, nonyyatoLas Bce bonbluee pacnpocTpaHeHne. Ee 0CobeHHOCTb COCTOUT B TOM, YTO FOCY-
AapcTBO (MyHUUMNanbHOe obpa3oBaHne) B pamkax napTHEPCKMX OTHOLIEHUI, OCTaBasiCb MOMHOMPaBHbIM COOCT-
BEHHUKOM MMYLLECTBA, COCTaBMSAOLLEr0 MpeaMeT KOHLECCMOHHOTO COrfalleHusi, YnonHOMOYMBAET 4acTHOro
napTHepa BbIMOMHATL B TEYEHWE ONpeaeneHHOro Cpoka orosapuBaeMble B CornalieHnn yHKUMM 1 Hagenset ero
C 9TOM LieNiblo COOTBETCTBYIOLWMMI NPaBOMOYMAMU, HEOBXOAUMBIMW ANs 0BecneyvyeHnss HopMarnbHOMo (yHKLMO-
HMPOBaHNS 06bEKTa KOHLEeCCMU. 3a NONb30BaHME rOCYAAPCTBEHHOW MMM MyHULMNANBHON COBCTBEHHOCTBIO KOH-
LieCCMOHEP BHOCUT NNaTy Ha YCMOBUSIX, OFOBOPEHHbIX B KOHLLECCUOHHOM cornaileHuu. MpaBo xe Co6CTBEHHOCTM
Ha BbIpaboTaHHY MO KOHLLECCUM NPOAYKLMIO NepeaeTcs KOHLECCUOHEDY.

4. CoBMeCTHble NpPeanpusaTAS — pacnpocTpaHeHHas hopma NapTHepCTBa rocyaapcTsa W YacTHOro BusHeca.
B 3aBMCMMOCTW OT CTPYKTYpbI 1 XapakTepa COBMECTHOMO KanuTana OHu MOryT BbiTb NGO akLMoHepHbIMM 06LLe-
cTBamMu, NMMBO COBMECTHBIMU MPeSnpUATUSMIA C JOMEBbIM yyacTheM CTOPOH. CyllecTBeHHas 0COBEHHOCTb Co-
BMECTHbIX NPeanpuATUiA I06Oro TMNa — NOCTOSHHOE Y4acTue rocynapcTBa B TEKyLUEH NPOM3BOLCTBEHHON, aaMu-
HUCTPATUBHO-XO3AMCTBEHHON W UHBECTULMOHHON AesaTenbHOCTU. CaMOCTOATENBHOCTb YAaCTHOrO napTHepa B npu-
HATUM PELLEHA 3aech Bonee orpaHnyeHa, Yem, Hanpumep, B KOHLIECCUSIX.

COTpyAHWYECTBO roCyAapCTBEHHONO 1 YaCTHOMO CEKTOPOB Mpy peanuaauu npoektos I MOXeT ocyLiecTs-
NATbCA Ha OCHOBE PasfNyHbIX MEXaHU3MOB. B MMpoBOW npakTuke Hanbonee pacnpoCTpaHEHHbIMW SBMSHOTCS:
BOT (Build, Operate, Transfer — ctpoutenscTBo — akcnnyatauus/ynpasnenve — nepegaya); BOOT (Build, Own,
Operate, Transfer — cTpouTenbCTBO — BNageHne — akcnnyTaTaums/ynpasneHne — nepegava); obpathsin BOOT;
BTO (Build, Transfer, Operate — ctpoutenbCTBo — nepegava —akcnnyatauus/ynpaenenue); BOO (Build, Own,
Operate — cTpouTenbCTBO — BriageHune —akcnnyarauus/ynpasnenue); BOMT (Build, Operate, Maintain, Transfer —
CTPOMTENLCTBO — 3KcnnyaTtauns/ ynpasneHne—obenyxusaHne—nepegaya); DBOOT (Design, Build, Own, Operate,
Transfer — npoekTMpoBaHue — CTPOUTENLCTBO — BiafeHue — akcnnyatauus/ynpasnexume — nepeaada) [3).

Mpegnonaraetcs, YTO cdepamn NPUMEHEHNS TOCYAAPCTBEHHO-YACTHOrO napTHepcTea B Pecnybnuke bena-
PYCb CTaHYT TPAHCMOPT 1 TPAHCNOPTHAs WHAPACTPYKTYpa, CUCTEMA KOMMYHAIbHOTO X03CTBA, 3HeprocHabxe-
Hue, 06BEKTbI 30paBoOXpaHeHns, 06pa3oBaHus, KynbTypbl U COLMANbHOTO 0BCRyXuBaHUS, Typu3ma, pekpeaLum u
crnopTa, MECTOPOXAEHNS NOME3HbIX UCKonaemblX 1 apyroe. [0cyaapCTBEHHO-4acTHOE MApPTHEPCTBO MOXET pea-
NN30BbIBATLCA B TaKUX POPMaXx, Kak PEKOHCTPYKLMS — 3KcnnyaTauus — nepegava, CTpOUTENbCTBO — BrlageHue —
yrpasfieHne, NPOEKTUPOBAHWE — CTPOUTENBCTBO — BNaAeHne — ynpaBneHne — nepegava, KOHLECCHS U UHbIX.
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THE ADOPTION OF INNOVATIONS IN SERVICE ORGANIZATIONS

Services dominate today’s world economy as a result of the considerable growth of the service sector over the
last decades. The countries’ economies depend nowadays on service industry, which contributes to a large extent
to the national wealth and has become an important source of employment. In the European Union, United States,
and other developed countries service sector contributed to more than 70 percent of their GDPs. The same figures
are recorded for employment in service sector!. Moreover, employment is predicted to continue shrinking in

"World Economic Outlook Database, International Monetary Fund, 2011, The World Factbook, Central Intelligence
Agency, www.cia.gov. Data for 2010.
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manufacturing and agriculture while new jobs are expected to be created in many service industries. Growing
number of services has intensified competition among companies, which have to employ new strategies and tactics
to respond to customers’ changing needs and expectations. The service organizations need to develop new
market offerings and introduce innovations in order to maintain their position in the market and stay ahead of the
competitors.

Key Drivers of Service Innovations

A service organization’s competitive position depends on its ability to adjust market offering to changing
customers’ needs and creating a service which meets these needs better than competitors. However, there are
also other factors that should be considered to ensure that a service company remains competitive.Marketers can
find many opportunities by identifying trends in the macroenvironment. Many service developments are stimulated
by the new technology, which can even lead to a product breakthrough. Changing regulations, especially with
regard to the protection of natural environment, can influence company'’s strategy. Thus, the development of new
services might require considering the social responsibility perspective. The nature of services and their
characteristics cannot be overlooked when analyzing possible drivers for innovations. The challenge related to
perishability can cause the development of new services related to using the spare capacity.Moreover, many
service companies experience fluctuations in demand, so it is necessary to introduce seasonal patterns aimed at
attracting different target audiences. Changing fashions can also affect service industries, so meeting customers’
needs might require adaptation of personnel skills and equipment. Additionally,service organizations should
constantly watch over their competitors’ activities and introduce innovations following other firm’s new service
developments?.

New Service Developments

The success of a service company highly depends of its ability to introduce new market offerings. New service
developments are essential for company’s competitiveness and are considered an important strategic option for
growth. Service organizations need to use a systematic approach when developing new products. New service
development process involves several steps. First, it is necessary to make strategic decisions on possible course
of action in order to move the firm forward. Then, new ideas are generated through research, new technologies,
service personnel, suppliers, and customers. Proposed ideas need to be screened with regard to effectiveness,
cost and potential and detailed business analysis should be conducted. Next step involves formation of a cross-
functional team to ensure that employees from all departments work together. A blueprint with the detailed
description of all activities visible and invisible to customers and linkages between them should be developed.
During the implementation of new service developments new staff need to be hired and trained. It is also
necessary to stimulate the customer/personnel interface and test a new development in a local area before
launching it into the market. Finally, the new service can be rolled out to the public?.

New service developments are crucial for developing and maintaining market position, therefore service
companies put much effort in improving existing services and introducing technological innovations. New services
launched into the market can vary and may be anything from a minor adaptation to an existing service such as
offering coffee at a hairdressing salon to a major development which might be revolutionary like air travels offered
to customers for the first time. Many new developments require service process redesign, which can improve
service quality and productivity at the same time, like eliminating non value-adding steps, introducing self-service,
delivering direct service, offering bundling services, and redesigning the physical aspects of a service
process*.New service developments can be classified into seven main categories, including: major service
innovations, major process innovations, product-line extensions, process-line extensions, supplementary service
innovations, service improvements and style changes®.

Creating Environment for Innovation

Service companies need to have a systematic approach to monitoring the marketplace, planning and
implementing new services. Additionally, it is important to create an environment that encourages creativity and
idea generation coming from different sources, such as staff, customers, suppliers, and others. The organizational
activities which are aimed at stimulating innovativeness include involving employees in the decision making
process, empowering them and encouraging to make their own contributions to service improvements.Additionally,
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in service companies, first-line staff play usually a crucial role in satisfying customers’ needs, so adopting
empowerment approach based on the involvement model brings much better results than the production-line
approach8. Building and maintaining relationships with customers is another important aspect of creating pro-
innovative climate. Customers who are encouraged to play an active role in the service process and come up with
the service improvements ideas might be also more satisfied with the services they receive. Involving customers in
the new service development process can bring remarkable results 7. Similarly, developing good relationships with
suppliers and involving them in the service development process might be beneficial to both sides. Through
cooperation in strategic alliances with partners who may be competitors service companies can develop innovative
projects and introduce new market offerings. Information coming from other sources as well as environmental
trends should also be considered if they are relevant to the development of company’s innovativeness.

Summary

Service organizations need to develop new market offerings in order to succeed and remain competitive. The
identification of drivers of innovation is essential for developing new service concepts. Marketers need to scan
their environment, competitors’ activity, changes in technology and regulations, as well as customers’ needs and
preferences and the nature of provided services. New service development process requires systematic and
detailed approach and involvement of service staff and customers. Additionally, it is important to create an
environment that stimulates creativity and innovativeness. Employees should be empowered to make contributions
to service improvements, relationships with customers and suppliers should be developed, so that they can come
up with service improvements ideas. Through cooperation in strategic alliances service companies can also
develop innovative projects and introduce new market offerings.
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UCNONb30OBAHUE HANOIOBbIX JIbrOT B CUCTEME HAITOrOBOIrO MEHEAXMEHTA
HA NPEANPUATUAX PECNYBITUKN BEJIAPYCb

Cuctema ynpaBneHus Harorammn Ha KaxgoM npeanpuaTui NOLYMHSETCH OQHOBPEMEHHOMY PELLIEHNIO ABYX
OCHOBHbIX 3a7jay: BO-NEPBbIX, MOMHOTO 1 CBOEBPEMEHHOIO MEPEUNCIIEHNS HANTOrOBbIX MIATEXEN B roCyAapCTBEHHbIN
BrogxeT B COOTBETCTBUM C TPEDOBaHMAMI HanoroBoro kogekca; BO-BTOPbIX, MakCMMarbHON ONTUMU3aLMK Hano-

FOBbIX OTHOLLEHMI C rOCYAapPCTBOM B LIENSAX YBEMYEHNS YACTOIN NPpUObINnK, OCTaIOLLENCS B PacropsKEHUM X035iA-
CTBYIOLLMX CyBBEKTOB nocre ynnatbl Hanoros. Ocoboe MeCTo B HArIOroBOM MEHEKMEHTE Ha NpeanpusTusX 3a-
HUMaIOT BOMPOCHI LieNecoobpasHoCTH MCMOMb30BaAHUS HAMOrOBbIX fbIOT, NPEeJOoCTaBNsAEMbIX 3aKOHOAATENLCTBOM.
HanoroBoe 3akoHoaaTenscTBO Pecnybnukv benapyck npegycmatpuBaeTt Ans npeanpusTiia npu cobnioaeHni
onpegeneHHbIX KpUTEPUEB MO YACIEHHOCTY paboTatoLLmx, MO pa3Mepy Morny4aemoro Aoxoga NpUMeHeHne 0Cco-
BbIX PEXMMOB HANIOrOOBNOXEHUS, KOTOPbIE MOMOratoT CHU3UTL Pa3MePbl HANOroBbIX 0643aTENbLCTB, TEM CaMblM
YBENMYMB NpUObINb, OCTALLYHOCS B PaCNOPSHKEHUM NPEANPUSTUS,

OnpeneneHHbIn NepeyeHb HaNoroBbIX NMbroT KacaeTcs AesTeNbHOCTU NnaTeNbliyka Ha onpeseneHHon Tep-
pUTOPUN UK Pa3MELLIEHNS Ha Heil CBOWX aKTUBOB. Peyb naeT 0 npaBax MeCTHbIX OpPraHOB BIACTW W ynpaBneHus
yCTaHaBnMBaTh, YMEHbLUATL UMW YBENUYMBATL CTABKW HANOrOBbIX NaTexen, BBOAUTb UMW HE BBOAWUTL T€ WU
WHblE MECTHbIE Hanor u cOopbl M ONPeaensTb YCNoBUS UX B3UMaHUS (CTABKKU, HANOrOBbIE NbroThbl U T.4.) HA Tep-
pUTOPUM COOTBETCTBYIOLMX PaOHOB U ropodoB. Pellas BONPOC O pasMeLLeHU CBOUX OCHOBHbIX CPEACTB, CO
CTOMMOCTM KOTOPbIX UCHUCTISIETCA HANOT HAa HeBUXUMOCTb, CrefyeT yuYnTbiBaTb, YTO MECTHble COBETbI AenyTa-
TOB BrpaBe YMeHbLUAaTb UMK yYBENUYMBATL CTaBKU 3TOrO Harora nocpeAcTBOM MOBbILLAKOLLMX MU MOHUXKAKOLLMX
KO3(PPULMEHTOB K 0BLLEYCTAHOBNEHHBIM CTaBKaM.

Kpome atoro, B onpeaeneHHbix HanorosbiM kogekcom Pecnybnuku benapycb HaceneHHbIx nyHKTax AencT-
BYIOT BOfiee Hu3Kve HanoroBble CTaBKV NPY NPUMEHEHUM YNIPOLLEHHON CUCTEMbI HANIOrooBnoXeHuS.

3aKoHoAaTenbCTBOM NpeayCMOTPEHO NPeaOCTaBNeHNe PasnyHbIX HAMoroBbIX NbroT peauaeHtam CO3 Pec-
nybnukn benapychb, MNapka BbICOKUX TEXHOMOTWIA, & TaKKe Pe3nAEHTaM CrneLnanbHoro TYpUCTCKO-pPEKPeaLMoOHHOMO
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