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Abstract

Introduction. Globalization and integration processes refer to the subjects of network business towards the
organisation and development of a general perception of common corporate goals and values, the creation and
implementation of common network standards and technologies through the formation of a system of knowledge
about the brand.

The aim of the brand creation, which is the result of the interaction cooperation, is to form a circle of potential
consumers of the company that have a similar cognitive structure, a system of knowledge, similar thinking, world
perception and consciousness. The presence of these similar features in the company's network of business partners
and customers can combine them into groups that have the only one system of values and high loyalty to the brand.
That is why there is the scientific interest to develop a mechanism for the strategic development of the franchising
brand.

Purpose. The research aims to develop the theoretical and methodological aspects of the formation of strategies for
the development of enterprises, which operate in the franchising market and use brand management technologies.
Method (methodology). The methodological basis of the research is a set of scientific methods of systematic,
dialectical and comparative analyses, which has provided a comprehensive study on the development of franchising
in Ukraine. Such scientific methods as method of analysis, method of synthesis, method of scientific synthesis, method
of comparison, method of grouping, and method of economic and statistical analysis have been used in the research
of the theoretical approach to brand management, strategic management and definition of strategic characteristics
of the franchising market in Ukraine.

Results. The content and components of the brand have been studied. The features of brand management,
determined by franchising activity, have been defined. Strategic monitoring of the franchising market has been
conducted. Opportunities and threats, strengths and weaknesses have been identified. They form the basis for
franchising brand development strategy. Segmentation of the market for franchises in the field of catering and trade
has been carried out. It allows exploring the strategies of major players in the franchise market. The mechanism of
strategic development of franchising brand with the use of the principles of interaction theory and the concept of
network marketing has been worked out.

Keywords: entrepreneurship; franchising; investment project; brand; brand development strategy; partnership,
network marketing.
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AHomayis
Bcmyn. ['ro6anizayis ma iHmezpayiiii npoyecu opieHmyromes mepexcegux 6i3Hec-cy6’ekmie Ha PopmysaHHs U
p038UMOK €0UHO20 CNPUTIHAMMSA 3a2a/AbHUX KOPNOPpAMUBHUX Yiaell i yiHHocmell, cmeopeHHs U peasizayiro eQUHUX
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Mepedxcegux cmavdapmie I mexHoJ02ill 3a 0onomMozor @OpMy8aHHs cucmemu 3HAHb nhpo O6peHd. Bpend,
no6ydoeaHuli Ha dompumaHHi KoHyenyii e3aemodii, cnpsmMoeaHull Ha GOpMy8aHHsS Koa NOMeHYIlUHUX
cnojxcusavie Komnawii, AKi mawomb nodibHy ni3HA8A/NbHY CMpPYyKmypy, cucmemy 3HAHb, NOOIOHI MUCAEHHS,
ceimocnputimanHs U cgidomicmb. HasieHicmb yux nodi6Hux 03HAkK y KoMnauii mepedcesux 6i3Hec-napmHepis,
nokynyie do3goss€ 06’edHamu ix y zpynu, wo mMawombs €duHy cucmemy YyiHHocmell ma 8UCOKY /10AAbHICMb 00
6peHda. Came moMmy Haykosull [HmMepec npedcmasase po3pobKa MeXAaHizMy cmpameziyHo20 po38UMKY
¢paHuaiizuHz08020 6peHay.

Mema. /locaidxceHHs1 cnpsiMOBAHO HA PO3POOKY Meopemuko-mMemodu4HuUX dacnekmis gopmyeaHHss cmpamezitl
po3sumky nidnpuemcms, wjo ¢YyHKYiOHylomb HA PUHKY paHuatizuHzy 3 SUKOPUCMAHHSM MEeXHO/102ili 6peHO-
MeHedHMeHmY.

Memod (memodosozist). MemodosoziyHoo 0cHO80K JocAidNceHHS1 € CYKynHicmb Haykogux memodis
cucmemHoz2o, 0ia1eKmu4YH020 Mma NOPi8HANbHO20 AHAI3Y, WO 3a6e3ne4uno 8cebiuHicmb d0CAIOHCeHHS PO3BUMKY
¢panuatizunzy 8 Ykpaiui. Ilpu docaidxceHHi noHamiliHozo anapamy 6peHO-MeHedXcMeHmy, cmpamezitHo20
MeHeOdHCMEeHMY, BUHAYEHHS cmpamez2iuHUX Xxapakmepucmuk puHkKy gpanuatiauHzy e Ykpaini 3acmocoeano maki
Haykogi Memodu nNi3HAaHHS, K AHAI3, CUHMe3, HAYK08I y342a/bHEeHHS, NOPIGHAHHS, 2PYNYBAHHS, E€KOHOMIKO-
cmamucmuy4Ho20 aHaisy.

Pe3zyasmamu. Po3zasiHymo cymHicms ma ckaadosi kamezopii «bpend», «cmpamezisi 6peHdy», «MapKkemuH208uUll
po38UMOK» 8U3HAYEHO 0cob6aAusocmi ynpasaiHHA 6peHdoM, 06yMoe.eHi dpaHuaiizuHz0800 disabHICMIO.
IIlposedeHo cmpameziuHuli MOHIMOPUH2 PUHKY PpaHUYAli3UH2Y, BU3HAYEHO MOMCAUBOCMI ma 3a2po3u, CUMbHI ma
C/a6Ki cmoOpoHU, Wo CcKaadawmb OCHO8Y 0451 po3pobku cmpamezii po3sumky @paH4atizauHeo8020 6peHdy.
30ilicHeHo ceameHmayilo puHKy @dpaHwus3 8 cgepi 2pomadcbkozo Xap4yeaHHs ma mopeieni, ujo 003804uU10
docaidumu cmpameeii OCHOBHUX 2pasyié Ha pUHKY GpaHwu3. 3anponoHOB8AHO MeXAaHi3M cmpameziuHo20
po38UMKy paHualizauH208020 6peHdy 3 BUKOPUCMAHHAM NO/10X4CeHb meopii 83aemodii ma KoHYyenyii mepesxcesozo
MapKemuHay.

Kamouoei caoea: nionpuemHuymeso; gpanuaiizuHe; iHeecmuyitiHuli npoekm; 6peHd; cmpamezisi po3gumky 6peHady;
napmHepcmeo, Mepexcesuli MapKemuHe.

JEL classification: M210, M310

Introduction

According to the survey of franchise controllers who are in the Ukrainian market for more than 4-5
years, modern franchising is characterised by the presence of a large number of market participants and
superaturation of business models. Therefore, the intensification of mergers and acquisitions are expected,
which, due to the scale effect, will increase the revenue of franchise market participants [1]. In addition, the
feature of the modern domestic franchising market is the significant or even the most significant increase in
popularity among Ukrainian consumers of Western brands due to their high quality [1]. Theoretical,
methodological and practical aspects of strategic marketing, brand management are researched by such scholars
as J. Barlow, P. Stewart, L. V. Balabanova, 1. P. Mishuk, K. A. Mamonov, S. M. Makhnush, S. A. Starov, S. L. Kiyukov,
Ye. V. Romat, I. S. Folomkina, O. M. Yastremskaya [1-9].

Theoretical, methodological and conceptual provisions of interaction and integration processes are
investigated in the researches of Western and domestic scientists.

The concept of marketing relations has been investigated by A. V. Balabanits, T. A. Koval, V. P. Yakhkin,
Shulzhenko L. E. [10-16]. The logistic concept of integration interaction is devoted to the studies of T. V. Stahl,
Yu. B. Dobrosyuk [17]. Resource concept of integration interaction and resource-niche concept of integration
interaction have become the subject of scientific research of V. S. Katkalo, A. A. Pylypenko [18], [19].

However, further research needs a mechanism for the strategic development of the franchising brand,
using the provisions of the theory of interactions and network marketing.

Purpose and tasks of the article

The purpose of the article is to summarize theoretical and methodical aspects of the formation and
development of brands in the field of franchising using strategic management tools and to provide the solutions
for a number of tasks:

—  to clarify the essence of such terms as «brand», «brand strategy», «marketing development», «franchising» in
order to develop the author's definition of «the development strategy of a franchising brand»;

— to determine the peculiarities of brand management in the franchising sphere;

— to develop a mechanism for the strategic development of the franchising brand using the terms of the theory
of interaction, which will facilitate the expansion of the franchising market in Ukraine;

— to explore the franchising market by identifying opportunities and threats, the strengths and weaknesses
that make up the basis for brand developing strategy for the franchisor;
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— to conduct segmentation of individual business activities in the franchising market by indicators: volume of
investments, initial payment, income, royalty, payback period, and to specify the franchising form that
determines the functional and technological features of doing business and the formation of a brand
development strategy.

The main research material presentation

The mechanism is a set of methods, principles, forms of management or a system of elements that
govern the process of management. Franchising imposes its peculiarities on the formation of a mechanism for
the strategic development of a franchising brand, since it combines organizational, economic and structural
mechanisms as technical, administrative, informative, legal levers.

The conceptual basis of the strategic development machanism of the franchising brand is the essence of
such concepts as «franchising», «partnership interaction», «strategic partnership potential», «trademark»,
«brand», «brand development strategy». We are going to study all these consepts consistently.

Franchising is understood as a form of business organization, entrepreneurial activity, a kind of business
cooperation in relation to the right to exercise certain activities. Franchising should be understood as
«entrepreneurial activity, on the contractual basis, one party (a franchisor) undertakes to transfer to another
party (a franchisee) for a fee for a specified period a complex of exclusive rights to use the mark for goods and
services, brand name, services, technological process and / or specialized equipment, know-how, commercial
information protected by law, as well as other contractual objects of exclusive rights (franchise)» [20, p. 102].
The process of a franchising network forming is influenced by external factors (opportunities and threats) and
internal factors (strengths and weaknesses of franchising controllers), which form the content of the subject of
strategic analysis. The objectives of a franchise network forming are obtaining benefits (profit, customer
satisfaction); increasing in market share; gaining competitive advantages and stable development of all partners
of the franchising network (Fig. 1).

Realization of franchising concept creates a number of advantages for a franchisor, a franchisee and a
consumer. The competitive advantages for the franchisor are additional income; network development; increase
awareness of the brand; strengthening of trust, reputation; development of the business concept. The
competitive advantages for a franchisee are adding to a well-known brand based on a well-known trademark;
successful business concept; simplified access to resources and competences; risk reduction; network support.
The competitive advantages for the consumer are the observance of the same (high) quality level of all goods and
services of the trademark of the franchise network; wide access to outlets; higher level of service; services with a
greater degree of personal involvement by the franchisee.

The key concept of franchising is the term «brand». It is understood as «a set of system of material and
non-material elements that reflects a certain image of the product in the mind of the consumer, which is
expressed in the characteristics of the product, its design, name, method of advertising or other features that
differentiate the product, providing the consumer with real and / or virtual, rational and / or emotional benefits»
[7, p- 10]. Brand management is the «management of the brand's formation, support and development, aimed at
achieving strategic goals and implementing long-term programs (creating and maintaining brand
competitiveness, positioning, increasing consumer loyalty and brand strength) to increase the value of brand
equity» [7, p. 31].

Taking into account the stage of the organization development, the strategy is a general plan to achieve
the main goal of the enterprise, the methods and time of its achievement, as well as the system of assessment and
degree of implementation of the goal. In this aspect, F. Joseph LePla, Suzanne V. Davis, and Lynn M. Parker define
the brand development strategy as «an action plan to bring the company into line with the brand and to improve
the company's work towards its consolidation, designed to gradually improve the impression , obtained by
customers in conjunction with the company» [8, p. 134].

Consequently, according to the aforementioned, the conceptual aspects of forming the strategic
development of franchising controllers’ brand are partnership, interaction, strategic interaction potential [21-
23]. In this aspect, Balabanets A.V., investigating the development of the company, emphasizes the use of the
concept of marketing interaction and its key categories (marketing relations, the potential of marketing
interaction). [10, p. 96]. According to A.V. Balabanys, the term «marketing development» from the point of
marketing interaction, should be understood as «a certain complex of changes that determine the formation of a
new market position of the enterprise, characterized by higher-quality marketing relationships, more perfect
marketing interaction potential, more focused key marketing competence» [10, p. 96-97]. The priority levers for
ensuring the strategic development of the franchising brand are the marketing potential of interaction,
marketing relationships, key marketing competencies that are determined by the essence of the brand, and then
develop all of them [10, p. 97]. The essence of the brand must be understood as the shortest possible expression
of its idea, position and uniqueness, which is laid at the stage of brand formation and is a fundamental element of
its further development (DNA brand), forms the marketing potential of interaction, marketing relations, key
marketing competencies.
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The structure of the strategic development mechanism of the brand consists of:

— the components of the mechanism: the mission, goals, objectives, principles, functions, methods, levels,
relationships in the aspect of the subject - object and subject - subject;

— subsystem of the mechanism: target, functional, subsystem of provision;

—  stages of the process and technology of pre-formation of the brand;

— stages of the process and technology of strategic brand development.

If we briefly explain the above-mentioned, then the special conceptual value acquires the relationship
and interaction in the plane of the subject - the object and subject - the subject. In our opinion, with the
formation and development of the franchising brand, we are talking about the interaction of partners
(franchising operators, consumers) with each other in the social (people) and material and information sphere
(resources, as means and objects of labor). At the same time as partners, it is expedient to consider as a
franchisor, a franchisee, and consumers of the brand, which corresponds to the concepts of reflexive marketing,
marketing interaction and network marketing.

Partnership, brand formation requires the use of target, functional and subsystem security
emplementation (Figure 1). Particular importance of the legal and regulatory framework of the trademark and
brand are acquired.

Exploring the brand and speaking about the strategic aspects of its development, it seems appropriate in
the case of successful implementation of the processes and technologies of pre-formation of the brand
(components, classification trends of the brand), the development of its concept. The key aspects of the strategic
development of the franchising brand are to achieve compliance between the actions of employees, the company
and the promises of the brand; control of the awareness of all partners about the brand and its value. [3; 7 ;8].
Application of the presented aspects is carried out in the light of the following components of marketing:
assortment policy; consumer needs and market share; pricing policy; sales policy and advertising; risks, increase
in brand value

Let us consider some aspects of using the proposed mechanism of strategic development of the
franchising brand in practice. The total number of franchisors in the Ukrainian market in 2016 is 565; 431
companies (77%) are actively expanding; 134 (23%) companies are new players looking for partners in the
franchise business, using the opportunities of the franchising market in Ukraine [1; 24-26] (Table 1).

Table 1. Opportunities and threats of the franchise market in Ukraine [1]

Opportunities

Threats

1. Expansion of the market, including Europe and Asia
2.Increase the number of active Franchisees

3.Dominance of domestic franchises (66%)

4.The saturation of large cities with trading areas is lower
than in Europe

5.Putting into operation new shopping areas

6.Reducing the level of vacant commercial real estate
7.Development of the Western region of Ukraine in the aspect
of retail trade turnover (attractiveness of the region for
Western European consumers (The Slovaks, The Hungary, The
Poles)

8.Stable demand for food and household services
9.Improvement of consumer confidence (growth of the
corresponding CCl index = 57.1%) [1]

10. Development of e-commerce and electronic payments

1. The imperfection of the legislative
framework and taxation system

2. Low level of development of bank lending

3. Incorrect implementation of economic and
regulatory reforms in the state

4. Intellectual Property Violations

5. Lack of presence on the market of foreign
franchises (Western, Eastern Europe, USA,
China), which limits the implementation of
joint foreign projects

6. Reducing the purchasing power of the
population

7. Macroeconomic instability, illegal «black»
imports

8. Increasing competition in the market

In the field of franchising there is the use of outsourcing non-core business activities, which allows not to
increase its own personnel and the number of operations [1]. Market participants focus on improving efficiency,
optimizing costs, and using their other strengths in strategic development of the franchise brand (Table 2).

The results of the reseach show that franchising is the most actively developed in the field of catering
and services in such countries as: the USA (80% of franchising business), France, Germany, Poland (Europe:
67%); Ukraine (23%). [24]. We will analyze the key elements of franchises in the example of the public catering
sector, the segment of the «institutions of healthy eating» (Table 3, 4).

In order to attract investments, various franchise formats are presented on the market, which differ on
such features as business model (delivery, city cafe, restaurant-restaurant, restaurant, cooking factory);
investments (from 10 to 100 thousand USD); initial payment (from 3 to 10 thousand USD); royalty (3-5%);

payback period (9-30 months).
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Table 2. Strengths and weaknesses of franchising controllers in Ukraine

Strengths Weaknesses

1. Reducing operational risks 1. Lack of market presence

2. Increase of strategic stability (in 5 years only 8% of companies | 2. Limited availability of funds for lending
leave the market) 3. Uses of domestic franchises with
3. Growth of the annual income of the vast majority of players | prepayment and royalties in the national
(75%) of the franchise market currency

4. Active search of the Franchisee partner 4. Franchises with minimum use of
5. Development of cooperation with regional suppliers resources in hard currency and foreign
6. Introduction of new products, long-term planning, improving | imports

the market position; plans to improve market branding; increase | 5. Violation of contractual obligations
efficiency by optimization [1, p. 14] 6. Absence of entrepreneurs experience in
7. Safe service, convenience of purchase, innovation, flexibility, | franchising

efficiency [1, p. 12]

8. Stabilization or a slight increase in the average sales per
customer [1, p. 16]

9. Increase the level of reselling [1, p. 17]

Table 3. Commertial and economic indicators of franchises in the segment «Establishments of healthy
eating» (as of the end of 2017) [24]

Company name (brand), business Investments Initial Royalty, Payb.ack Area
format thous USD payment % period locationm?
thous. USD month

NTP (New Tasty Place)
- format «To-Go» 18-20 3 3 9-12 8-10
- format «City Cafe» 25-50 5 3 12-18 50-100
FoodEx
- format «Fast food delivery» 10 | 2,5-3,5 | 5 | 12 I 120
Vegano Hooligano Family
- format «City food» 20 7 5 50-100
- format «Rest-cafe» 30 8 5 24 - 30 120 -150
- format «Restaurant» 50 10 5 150 -190
- format «Culinary Factory» 100 20 5 200 - 250

A feature of the franchising brand is the synergy of its development due to the combination of the
uniqueness of each particular franchisor’s brand and comprehensive support for such aspects as: trademark,
brandbook, miscalculation of the financial model, recruitment, design project, personnel training, technological
maps, author's teaching methods, contacts vendors, software CRM program, personal manager, support at all
stages of launch, marketing support, launch team, franchise support for the duration of action says [1]; [24]; [25].

Thus, for players of the franchising market, the brand-orientation of the company becomes strategically
important, as the orientation of management for the creation, development and support of brand identity in
cooperation with target clients for obtaining additional competitive advantages in the form of brands [9]; [26].

In this aspect Romat Ye.V. notes that «in addition to marketing, brand communication also includes
managerial vertical and horizontal relationships in the brand management system, communications of brand
owners with stakeholders, competitors» [6, p. 17].

Conclusions and prospects of further exploration

According to the results of the research, the author's understanding of the term «franchising brand
development strategy» is proposed. It should be understood as a complex of purposeful, long-term, interrelated
actions characterized by functionality, flexibility, interdependence with the external environment and
characteristics of franchising controllers, the structure of the franchising network that affects formation and
increase of the unique brand offer, formation and use of brand capital, increase of its value in order to form the
strategic benefits from the interaction of all network participants and consumers.

The feature of strategic brand management in the field of franchising is the interconnection and
interaction of consumers and network members that simultaneously form a brand and develop it. In the field of
franchising, the brand-oriented network is based on the strategy of developing and maintaining its own
corporate brand and its own brands.
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According to the proposed mechanism, the basis of the strategic development of the franchising brand is

the mission (promise) of the brand, the brand values (common to the values of consumers); behavior «in the
brand» as business partners and consumers; brand integrity; service oriented brand [3, p. 202]. Taking into
account the results of the generalization of the strengths, opportunities and threats of franchising controllers, on
the basis of the structuring of the franchising sphere, we have drawn the conclusion that there is a competition in
the «healthy eating» segment, and the company uses such features as uniqueness and quality of services, client

orientation for the promotion of its brand, promotion of a healthy lifestyle and social responsibility.

Table 4. Brand characteristics of franchising controllers and recommended strategies for their
development (compiled by the author on the basis of [1])

Company Brand Concept Business summary Benefits of business, brand
- cooking dishes without using | - minimal investments and
semi-finished products (only | payback periods in their segment
fresh) - premium quality products at
NTP Powerful food - mipimal processing of products affordabl.e prices .
. - and ingredients - professional equipment
(New Tasty without fanaticism : . : .
Place) "food for every day" | serving ggests as a waiter | - modern design, author's
(friendly service) furniture
- open cocktail lounge or open | - verified, successful business
kitchen model
- format «to go / take away» - broad target audience
Recommended brand development Product differentiation with respect to price / quality ratio and
strategy: consumer value (health improvement, friendly service)
- afree niche
- at the level of functional values, | - trend in the whole world
Assistance to | the brand distinguishes a palette | - the brand is aimed at creating
Vegano . . . . . .
Hooligano society to provide | of tastes 1n.the menu and an | value in the form of.lmpr0V1.r1g
Family support to green | affordable price the health of preserving the life
and stable | - recipes of the company - this | of the planet and giving the
consumption «world veggly hits the practice of | animals freedom
corporate brand chefs» - the menu consists exclusively
of vegetable raw materials
Recommended brand development | Differentiation of the product (vegetarian cuisine), participation in
strategy: social projects (improvement of health, preservation of the planet)
A delivery service of healthy, | A comprehensive approach to
delicious 5 meals a day | solving overweight problems:
according to the menu: - correction of the figure
Healthy food is a - dietitian; - improving health and quality of
FoodEx new trend in the —chef; life;
public catering —fitness trainer. - development of  new
market Results:  weight adjustment, | nutritional habits;
balanced nutrition, time saving, | - an order to sport as an integral
smart-lunch in the office, disease | part of a healthy and happy life.
prevention
Recommended brand development Fixing in the market due to uniqueness (mobility) of services;
strategy: cooperation with medical, sporting institutions, institutions of
beauty industry
References
1. Tendentsyy ukraynskoho rynka franchaizynha 2016. Obshchyi obzor sektora franchaizynha y eho
pokazately na osnove anketyrovanyia. (2016). Spetsyalnyi otchet Franchise Group. Retrieved from:
http://franchisegroup.com.ua/media/files/FG_%D0%90%D0%BD%D0%B0%D0%BB%D0%B8%D0%B7%
20%D1%80%D1%8B%D0%BD%D0%BA%D0%BO0.pdf.
2. Balabanova, L. V. & Folomkina, L. S. (2009). Upravlinnia realizatsiieiu stratehii pidpryiemstva: marketynhovyi
pidkhid. Donetsk: DonNUET.
3. Barlou, Dzhanell, Stiuart, Pol. (2007). Servys, oryentyrovannyi na brend. Novoe konkurentnoe
preymushchestvo. Moscow: Olymp-Byznes.
4. Myshchuk, I. P., Mitsenko, N. H., Lozynskyi, V.T., Khamula, 0. 0. (2015). Mekhanizm aktyvizatsii prodazhu

tovariv pidpryiemstvamy torhivli. Lviv: UKr. akad. drukarstva.

ISSN 1993-0259. ISSN 2219-4649. EkoHomiuHM# aHaai3. 2018 pik. Tom 28. Ne 1.

255



5. Makhnusha, S. M. (2010). Franchaizynhova forma vykorystannia brendu: pohliad z pozytsii marketynhu
innovatsii. Marketynh i menedzhment innovatsii, 2, 26-33.

6. Romat, Ye. V. (2016). Systema brend-marketynhovykh komunikatsii. Tovary i rynky, 1, 16-24

7. Yastremska, O. M., Timonin, O. M., Timonin, K. O. (2013). Brendy promyslovykh pidpryiemstv: formuvannia ta
efektyvnist vykorystannia. Kharkiv: Vyd. KhNEU.

8. Mamonov, K. A. (2012). Steikkholderno-oriientovanyi pidkhid v upravlinni kapitalom brendu budivelnykh
korporatyvnykh pidpryiemstv. Kharkiv: KhNAMH.

9. Starov, S. A, Kyriukov, S. Y. (2012). Stanovlenye i razvitie sobstvennykh torhovykh marok roznichnykh setei
na rynke FMCG. Brend-menedzhment, 05, 342-354

10. Balabanyts, A. V. (2010). Rol marketynhu vzaiemodii v zabezpechenni marketynhovoho rozvytku
pidpryiemstv. Visnyk Khmelnytskoho natsionalnoho universytetu, 2(2), 96-98.

11. Balabanyts, A. V. (2010). Intehrovane upravlinnia marketynhovoiu vzaiemodiieiu: imperatyvy, metodolohiia,
mekhanizmy. Donetsk: DonNUET.

12. Balabanyts, A. V. (2012). Marketynh vzaiemodii: Evoliutsiia kontseptsii i suchasni tendentsii. Ekonomika i
upravlenie, 6, 8-13.

13. Balabanova, L. V., Chernysheva, S. V. (2009). Marketynh vidnosyn v systemi upravlinnia pidpryiemstvom.
Donetsk: DonNUET.

14. Koval, T. A, Yakhkind, V. P. (2014). Doslidzhennia marketynhu partnerskykh vidnosyn yak instrumentu
stratehichnoho upravlinnia pidpryiemstvom. Biznesinform, 4, 441-448.

15. lakhkind, V. P. (2013). Marketynh partnerskykh vidnosyn yak instrument stratehichnoho upravlinnia
pidpryiemstvom. Ekonomika rozvytku, 2 (66), 100-104.

16. Shulzhenko, L. le. (2013). Ekonomichna bezpeka stratehichnoho aliansu v konteksti teorii vzaiemodii.
BiznesInform, 8, 361-366.

17. Shtal, T. V., Dobrosiuk, Yu. B. (2012). Elementy mekhanyzma vzaymodeistvyia subektov v kanalakh sbyta.
BiznesInform, 10, 17-22.

18. Katkalo, V. S. (1999). Mezhfirmennye seti: problematika issledovanii novoi orhanyzatsyonnoi stratehii v
1980-90-e hody. Vestnyk SPbHU. Seryia Ekonomyka, 2, 45-55.

19. Pylypenko, A. A. (2007). Stratehichna intehratsiia pidpryiemstv: mekhanizm upravlinnia ta modeliuvannia
rozvytku. Kharkiv: Inzhek.

20. Semenenko, I. M. (2012). Vykorystannia franchaizynhu v diialnosti promyslovykh pidpryiemstv. Biznes
Inform, 7, 102-104.

21. Lisun, Ya. V. (n.d.). Teoretyko-metodolohichni zasady formuvannia zbalansovanoho stratehichnoho
potentsialu partnerskoi vzaiemodii pidpryiemstv sfery posluh. Naukovyi visnyk Khersonskoho derzhavnoho
universytetu, 6(3), 12-15.

22. Lisun, Ya. V. (2015). Teoretychni aspekty formuvannia vzaiemovidnosyn u kontseptsiiakh marketynhu.
Visnyk Odeskoho natsionalnoho universytetu im. I. I. Mechnykova, 20(2/1), 70-73.

23. Lisun, Ya. V. (2015). Uzghodzhennia sotsialno-ekonomichnykh interesiv pidpryiemstv na osnovi
refleksyvnoho pidkhodu. Visnyk Khmelnytskoho natsionalnoho universytetu, 4(4), 27-32.

24. Ofitsiinyi sait franchaizynhovoi hrupy Ukrainy. (n.d.). Retrieved from: http://franchisegroup.com.ua/about-
company/franchising.

25. Lisun, Ya. V. (2015). Statystychnyi analiz franchaizynhu sfery hromadskoho kharchuvannia ta torhivli v
Ukraini. Ekonomichnyi analiz, 20, 45-52.

26. Illiashenka, S. M. (2010). Marketynh. Menedzhment. Innovatsii. Sumy: Drukarskyi dim «Papirus.

Cnucok aimepamypu

1. TeHJAeHIMH YKpauWHCKOro pblHKa ¢paHvan3uHra 2016. O6wui 0630p cexkTopa ¢GpaHYal3MHra U €ro
MoKasaTeJd Ha OCHOBe aHKeTHpoBaHus // CneumanbHeli oTdeT Franchise Group. Kues. - 32 c.
[EnexTpoHHUI pecypc] Pexxum JOCTYyIY:
http://franchisegroup.com.ua/media/files /FG_%D0%90%D0%BD%D0%B0%D0%BB%D0%B8%D0%B7%
20%D1%80%D1%8B%D0%BD%D0%BA%D0%BO0.pdf.

2. basnabanoBa, JI. B. YnpaBiinHs peasizanieto crpaTerii nijnpueMcTBa: MapKeTUHTOBUH Nifxiz: MoHOTpadis
/ JI. B. Bana6anoga, I. C.®osomkina. - JoHenpk: JlonHYET, 2009. - 402 c.

3. bapusoy, /Ix. CepBuc, opueHTHpPOBaHHbIA Ha 6peHAa. HoBoe KoHKypeHTHOe npeumyinectBo / /kaHesn
Bapnoy, [Ton CtroapT. - M.: 3A0 «Onumn-busnec», 2007. - 288 c.

4. MexaHi3M akTuBi3auii mpojaky ToBapiB miANpUEMcTBaMU TopriBii: MoHorpadia / 1. II. Mumyk,
H.T. Minenko, B. T. Jlosuncekui, 0. O. Xamysia; 3a peg.. I. II. Mimyka. - JIbBiB: YKp. akaf. gpyKapcTBa. —
2015.-516c.

5. Maxnyma, C. M. ®paHyalisuHrosa ¢popMa BUKOPUCTAHHS OPEHY: MOTJIA/ 3 MO3UIil MapKeTHUHTY iHHOBaIii

/ C. M. MaxHyma // MapKeTHHT i MeHe>KMeHT iHHoBallii. - 2010. - N2 2. - C. 26-33

256



10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

Powmar, €. B. CucTtemMa 6peH/I-MapKeTUHIOBUX KOMYHiKarliti / €. B. Pomat // ToBapu i punku. - 2016. - N2 1. -
C.16-24

BpeHAM NpPOMHUCIOBUX NiANPUEMCTB: (OpPMyBaHHA Ta e(eKTUBHICTb BHUKOPUCTAHHA: MoOHorpadia /
0. M. Actpemcoka, O. M. TimoHiH, K.O. TimoHiH. - X.: Bug. XHEY. - 2013. - 244 c.

MamonoB, K. A. CTeHKXOJiepHO-OpiEHTOBAaHUN WiAXiA B ympaBJiiHHI KamiTajoM OpeHJy Oy/iBeJbHHUX
KOPIOPAaTUBHUX MiAnNpUeMcTB: MoHoTpadis / K. A. MaMmoHoOB; Xapk. Hall. akaJ.. MicbK. rocn-Ba. - X.: XHAMT,
2012.-249 c.

Crapos, C. A. CTaHOBJIeHHE U Pa3BUTHE COOCTBEHHBIX TOPTOBbIX MAapOK PO3HUYHbBIX ceTel Ha pbiHKe FMCG
/ C. A. Ctapos, C. U. KuproxkoB // bpeua-meHemxmeHT 05 (67) — 2012. - C. 342-354

Bbana6aHullb, A. B. Posib MapKkeTUHTY B3aEMO/Iii B 3a6e3ne4eHHi MApKETUHIOBOr'0 PO3BUTKY MiIIPUEMCTB /
A. B. basna6anuup // BicHuk XMeIbHUIIBKOTO HanioHanbHOro yHiBepcuteTy 2010. - Ne 2. T. 2. - C.96-98.
Banabanunp, A. B. I[HTerpoBaHe ympaBJliHHS MapKEeTHHTOBOKW B3aEMOJI€I0: iMIepaTHBH, METO/0JIOTif,
MexaHi3Mu: MoHoTpadis / A. B. bBasna6anuue. - loenpsk: JJoHHYET, 2010. - 509 c.

Bana6auuip, A. B. MapkeTuHr B3aemMo/ii: EBostonisi koHuenii i cydacHi tengennii / A. B. basna6anuup //
JKOHOMHUKA U ynpaJjieHue. - 2012. - Ne 6. - C. 8-13.

Bana6aHoBa, JI. B. MapkeTuHr BifHOCMH B cucTeMi ynpaBJiHHA MiAOpUEMCTBOM: MoHorpadis /
JI. B. Basia6aHoBa, C. B. Yepnuuea // MOHY, JoHHYET im. M.Tyran-bapanoBcekoro. - Jlonennbk: JJoHHYET.
-2009.-280c.

Koanp, T. A. [locjaif)keHH MapKeTHHIY NapTHEPCBKUX BIAHOCUH fK IHCTPYMEHTy CTpaTeriyHoro
ynpasainHa nignpuemctsoM / T. A. Kosaub, B. I1. fAxking // BisHeclndopm. - 2014. - Ne 4. - C. 441-448.
fxking, B. II. MapkeTHHI NapTHepCbKUX BIiJHOCHH HAK IHCTPYMEHT CTpaTeriyHoro  ynpasJiHHA
nignpuemctBoM / B.II. fxking // EkoHoMika po3BUTKy. - 2013. - Ne 2 (66). - C. 100-104.

llynpxeHko, JI. €. ExkoHOMiuyHa 6e3meka CTpaTeriyHoro ajbsHCY B KOHTEKCTI Teopili B3aemoaili /
JI. €. llynpxxenko // Bisnec Inpopm. - 2013. - Ne 8. - C. 361-366.

llltans, T. B. 3seMeHTBl MexaHW3Ma B3aUMOJIEHCTBUS CyO'beKTOB B KaHasax coerta / T. B. Wltans,
10. B. Jlo6pociok // Bisneclupopm. - 2012. - Ne 10. - C. 17-22.

Kartbkaso, B. C. MexxdupmMeHHBIE ceTU: TPOGJIeMaTHKa UCCIe[OBAHUH HOBOUM OpraHMW3alMOHHON CTpaTeruu
B 1980-90-e roanl / B. C. Katbkasio // BectHuk CII6I'Y. Cepusi IkoHOMUKA. — 1999. — Bbin. 2. — C. 45-55.
[Innvnenko, A. A. CrpareriyHa iHTerpayis MNiAOPUEMCTB: MeXaHi3M YNpaBJiHHA Ta MOJeJIOBaHHSA
pPO3BUTKY: MoHorpadis / A. A. [lununenko. - XapkiB: BJ] «IHxkek», 2007. - 380 c.

Cemenenko, 1. M. BukopucraHHa ¢paH4YaW3uHTy B JisiJIbHOCTI TNPOMHUCJAOBUX MiJNPUEMCTB [
I. M. Cemenenko // Bisnec Indopm. - N2 7. - 2012. - C. 102-104.

Jlicys, f1. B. TeopeTuko-MeTozo00TiuHi 3acaau ¢opMyBaHHS 36aJaHCOBAHOTO CTPATETIYHOIO MOTEHIiaxy
napTHepcbkol B3aeMozil mignpuemctB chepu nocayr / 4. B. Jlicyn // HaykoBuil BicHUK XepCOHCBKOTO
JlepxkaBHoro yHiBepcuTeTy. - N2 6. YactuHa 3 (ExkoHoMmiuHi Haykn). - C. 12-15.

JlicyH, {. B. TeopeTuuHi acniekTy popMyBaHHSI B3aEMOBiIZJHOCUH y KOHIenuisix Mmapketunry / f. B. Jlicyn //
BicHuk Ofecbkoro HalioHa/JbHOTO YHiBepcuTeTy iM.. I. I. MeunukoBa. - 2015. - Tom 20. Bunyck 2/1 - C. 70-
73.

Jlicyn, f. B. Y3romkeHHsI cOLia/IbHO-eKOHOMIYHUX iHTepeciB MiIIPHEMCTB Ha OCHOBiI pedJIEKCHBHOTO
nigxony / f. B. Jlicyn // BicHuk XMesbHULIBKOTIO HallioHa/AbHOTO YHiBepcuTeTy. — 2015. - N2 4. T. 4 - C. 27-
32.

Oodiuifinuit caltT ¢paHyal3uHroBoi rpynu YkpaiHu [EsekTpoHHuN pecypc]. - Pexum pgoctyny:
http://franchisegroup.com.ua/ http://franchisegroup.com.ua/about-company/franchising.

Jlicys, fl. B. CraTucTUYHUN aHaIi3 dpaHYal3uHTY chepy rpoMaZiCbKOro XapuyBaHHs Ta TOPriBJi B YKpaiHi
/ f. B. Jlicyn // ExoHomiuHu# aHaui3: 36. Hayk. npanb / TepHONiJbCbKMI HalliOHAJIBHUN €KOHOMIYHUH
yHiBepcuTeT; peakos.: B. A. [lepiit (rosios. pea.) Ta iH. - TepHonine: BumaBHu4o-nosirpadiyHuil LeHTp
TepHOMiNIBCHKOT0 HAIiOHAJBHOTO eKOHOMIYHOTO yHiBepcuTeTy «EkoHOMiuHa gymka». - 2015. - Tom 20.-
C.45-52.

MapkeTuHr. MeHemxMeHT. |HHOBaLii: MoHorpadis / 3a pea. A.e.H., npodecopa C. M. Luismenka. - Cymu:
TOB «/lpykapcbkuii aim «Ilanipyc». - 2010. - 621 c.

CraTTa Haainuuia ao peaaknii 20.03.2018 p.

ISSN 1993-0259. ISSN 2219-4649. EkoHomiuHM# aHaai3. 2018 pik. Tom 28. Ne 1.

257


http://franchisegroup.com.ua/

