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Abstract
Problem introduction. In the age of digitalization, every company has faced the problem – it is necessary to "transfer" all business processes to an online format, apart from the releasing of a quality product (goods, services), researching consumer preferences and organizing of sales processes is also necessary. Thus, the name of these processes appeared as "servitization". This concept first appeared in 2007, and since then the number of publications has been growing rapidly, but until now, scientists cannot come to the same opinion about what servitization is. 
Level of the study problem. The causal “market orientation – innovation – performance” chain (Han, Kim, & Srivastava, 1998, p. 31) has been extended to various innovation types (O’Dwyer & Gilmore, 2017) – from technological (Dhewanto & Sohal, 2015) and product innovation (Liu & Atuahene-Gima, 2018), to innovation orientation (Bapat, 2017) and capability (Liu, Ko, Ngugi, & Takeda, 2017). Moreover, the market orientation research agenda has recently highlighted customer orientation as a key component of market orientation that drives innovative activities (Liu & Atuahene-Gima, 2018; Pekovic & Rolland, 2016; Wang, Zhao, & Voss, 2016). Customer adoption of technology and new products, as well as the customer as a driving force behind the service-dominant logic in the economy (Vargo & Lusch, 2004) and the servitization of innovation (Goduscheit & Faullant, 2018), have prioritized this dimension of market orientation as a potential driving force of firms’ innovation activities.
Methods, sample. To analyze the development level of the problem, a search was performed for publications in the international scientific database Scopus, by the keywords “servitization” + “innovation”. 
At the first stage of selection, 307 articles were collected. At the second stage of the selection, the criterion for the level of publication (Q1-Q2) was established – 24 articles were received as “the core” for the formation of a servitization conceptual model.
Summarizing the first results, the main elements of the conceptual model of servitization are described and presented in 12 journals, where the key authors represent scientific schools from 12 countries (USA, Europe, China, South America). In the final set of articles are presented three categories (conceptual, meta-analyses, empirical), so the sample is reliable and reflects all the characteristics of the general set of publications in this field.
The initial sample frame consists of 204 companies, chosen from the SPARK Interfax database, which lists official organizational and financial data on Russian companies. The sample is used to investigate the phenomenon of innovation creation by Russian companies. Two criteria are used to build the sample of Russian innovative companies: (1) industries with the highest level of innovation activities and (2) regions with the highest level of innovation activities based on official statistics (during 15th years period – from 2006 till 2020). The sample includes business-to-business (b2b) and business-to-consumer (b2c) companies producing both products and goods. The relationship between products and services in firms’ portfolio varies from 0% to 100% with an average of 85% products and 15% services. The relationship between serving industrial and consumer markets also varies from 0% to 100% with an average of 67% of firms serving industrial markets and 33% consumer markets.
Results. In the age of digitalization, it is difficult to separate a service and a product from each other. Firstly, if we talk about the products that we buy on the Internet, then the purchase process itself (online sale) can be attributed to servitization (Parida et al., 2015; Sjödin, Parida, & Wincent, 2016; Burton et al., 2016). Secondly, the transition to a digital environment can also be considered a process of servitization (Guarcello & de Vargas, 2020; Lin et al., 2019). As a result, this phenomenon is dual, and the difficulty lies precisely in clearly understanding which processes are primary and which are secondary.
At the heart of the problem’s study, authors work with conceptual models that are offered by various authors from different countries. Thus, authors identify some scientific schools and approaches to servitization, identify elements of a conceptual model of servitization, and develop their own approach and model (table 1). 
The model includes three basic elements: product, service, solution and servitization, as a complex phenomenon of product-service-solution element interactions (PSS-model). The interrelations between the elements (Product-Service; Product-Solution; Service-Solution) were established, a logical hierarchy was built, and the participants of the process and their areas of responsibility were identified. The authors enter into a discussion with the proposed approach described in the most cited article from the sample, the new arguments obtained and the vision of the model are the basis for the novelty of the study.
Table 1
The approaches to servitization and identification the elements of
a conceptual model
	Approaches
	Authors
	Papers
	Role in Conceptual Model

	
	
	
	Product
	Service
	Solution

	1
	Rondi, De Massis & Kraus, 2021
	1
	
	
	

	2
	Polova & Thomas, 2020
	1
	
	
	

	3
	Sjödina, Paridaa & Kohtamäkib, 2019; Lütjen et al., 2019; Visnjica, Neelyb, & Jovanovic, 2018; Martı´n-Pen˜ , Pinillos, & Reyes, 2017; Lütjen, Tietzeb, & Schultz, 2017; Parida et al., 2015; Burton et al., 2016; Ayala, Gerstlberger & Frank, 2019; Lenka et al., 2018; 
	9
	
	
	

	4
	Tauqeer & Bang, 2018; Morgana, Anokhinb, & Wincent, 2019
	2
	
	
	

	5
	Kindstro¨m & Kowalkowski, 2014; Johanssona, Raddatsb, & Witella, 2019
	2
	
	
	

	6
	Sjödin, Parida & Kohtamäki, 2016; Sjödin, Parida & Wincent, 2016; Burtona et al., 2017; Rau, Zbiek, & Jonas, 2017; Wang, Lai & Shou, 2018; Tana et al., 2019; Lin et al., 2019; Guarcello & de Vargas, 2020; Smania et al., 2021 and our conceptual model
	9
	
	
	



Novelty. The approach to the description of the conceptual model demonstrates the actual perception of servitization as the theoretical and methodological base, and the harmonic adaptation to the firms’ innovative activity. The main significance of solving the problem put forward, lies in the analysis of the practical experience of innovative companies. The conceptual model can answer how servitization works in a particular company according to a retrospective analysis of indicators, how the efficiency of activities changes before and after the servitization introduction.
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