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ORGANIZATIONAL AND ECONOMIC ASPECTS
OF THE DEVELOPMENT OF ECOLOGICAL FRANCHISING
IN THE CONTEXT OF GLOBALIZATION OF THE WORLD ECONOMY"

In the conditions of martial law, franchising has every chance of becoming an effective method of organizing
and developing digitized and mobile business in Ukraine. The relevance of the study is related to the need to
substantiate and disclose the main principles on which franchising operations are built in the conditions
of globalization of the world economy. The purpose of the work is to propose key environmental aspects of
franchising relationships in the context of innovative production processes, to identify their characteristic
features, and to present an update. The research used scientific methods of analysis and synthesis, deduction
and induction, generalization and grouping, and the tabular method, which allowed us to present the main
advantages and socio-economic benefits for the franchisor and the benefits for the franchisee in terms of
a matrix analysis of the results of work under the ecological franchising system. The authors managed to
describe the constituent principles of cooperation under the terms of franchising and consider the priority
elements of franchising according to P. Kotler. It was found out what risks the franchisor and franchisee may
face in the course of cooperation. The authors provided a general description of environmental franchising
through the prism of relationships. It is indicated that important components are green marketing, energy
efficiency and waste reduction; uninterrupted ecological sources of supply, environmentally friendly operations
and sustainable ecological supply chains; functioning on digital platforms,; regulatory requirements, green
incentives. The opinion is expressed that strengthening the business through ecological franchising as part
of the post-war reconstruction of the national economy can become the driver and point of growth that the
Ukrainian government is currently looking for. The authors emphasized that ecological franchising can be a
high-quality, promising form of long-term and strategic business cooperation between various giant companies
and SME on mutually beneficial terms of providing them with licenses, trademarks, a proven business model,
business ideas, and projects.

Keywords: environmental franchising, franchisee, franchise operations, marketing research, franchise
market, environmental technologies, economic convergence.

' This article is published in terms of scientific research work ‘“Development models of the wartime and 6postwar economy of
Ukraine based on digital entrepreneurship and virtual business mobility” (State registration number 0124U000066).




Bunyck 8, 2025 65

Kpayc Harauis MuxoJaiBHa,
Kpayc Karepuna MukoJiaiBHa,

PansixoBchbka HOuia MukosaiBHa
Yepkacbkuli HalliOHANBHUH yHIBepcuTeT iMeHi borgana XMeapHUIBKOTO

OPITAHIBALIMHO-EKOHOMIYHI ACHEKTH PO3BUTKY
EKOJOI'TYHOI'O ®PAHUYANBUHTY B YMOBAX INTOBAJII3 AL
CBITOBOI EKOHOMIKH

B ymoeax eocunoeo cmamy panuarizune mae 6ci wiaucu cmamu eexmusHuUM Memooom opeanizayii ma
PO36UMKY GIOYUPPOBAH020 | MOOITLHO2O Oi3Hecy 6 YKpaiti. AkmyanbHiCmb 00CHIONCEHHS OB A3AHA I3 He0OXIO-
HICMIO OOIPYHMYBAHHSL | POSKPUMNISL 20706HUX NPUHYUNLE, HA SKUX 8UOYO08YIOMbCS (DpaHUaii3uHe06i onepayii
8 ymosax enodanizayii ceimogoi exkonomixu. Mema pobomu nonseae 8 momy, wjob 3anponoHy8amu KI4osi exo-
JIO2IYHI acnekmu Gpan4au3uHe08uUx 63acM036 S13Ki6 8 YMOBAX IHHOBAMU3AYIL BUPOOHUYUX NPOYECIB, BUSHAYUMU
ix xapaxmepHhi ocobnusocmi, npedcmasumu akmyanizayiro. s 30itichenHs: 00Cai0NHCEHHsL BUKOPUCTIAHO HAYKOBI
Memoou ananizy i cunmesy, 0edyKyii ma iHOyKYii, y3aeanvHeHHs1 | 2pYNnYy6anHs, mabauyHull Memoo, wo 00360-
JIUTLO NPeOCagumiL 20106Hi nepesazi il COYiaIbHO-eKOHOMIUHI KOpucHocmi 015 panyatizepa ma 6u2oou s
@panuaiizi @ pospizi MampuuHo20 ananizy pe3yismamis pooomiu 3a CUCIEMOIO eKON02IUH020 Gpanuaizuney. ¥
pe3yibmami agmopam 80A10Cs. ONUCAMU CKAAO08I RPUHYUNU CRIBPOOIMHUYMEA 30 YMOBAMU (PPAHUAUZUHEY MA
Ppo32AHYymu npiopumemui elemenmu panvanzuney sa @ininom Komaepom. 3’sacosano, AKi pusuxku moxcymo
cnimkamu panyaiizepa i ppanuaiizi @ Xxo0i cnispodbimuuymaa. A6mopamu HA0AHO 3a2aNbHY XAPAKMEPUCTIUKY
EKON0TUHO20 PpaHUali3uUHeY KPi3b NPUIMY 63A€MO38 A3Ki6. BKA3AHO, W0 8aNCIUBUMU CKAAOHUKAMU € 3eleHUll
Mapkemune, eHepeoeheKmusHIiCIb | CKOPOYEeHHsL 8I0X00i8, be3nepedilini eKon02iuHi 0dcepea NOCMABKU, eKOL0-
2IYHO yucmi onepayii ma cmaii eKolanyr2u NOCMABOK, (YHKYIOHY8AHHA HA YUDposux niamgopmax, HoOpma-
mueHi umoeu, 3eieHi cmumynu. Bucnosnena dymka npo me, wjo nocuienHs OizHecy 3a eKON02IYHUM ppanyatl-
3UHEOM 8 HACMUHHI NOBOEHHOI BI0OYO08U HAYIOHATLHOT eKOHOMIKU MOdICe CINAmMU Mum Opateepom ma mo4koio
pocmy, aAxull ypao Ykpainu Hapasi wiykae. Y 8UCHOBKAX a8MOPU HA2ONOCUNU, WO eKOIOIYHUU (paHuaizune
MOdICe BUCMYNAMU SIKICHOK NePCNEeKMUBHOI0 (OPMOI0 008620mpueaol i cmpameiunoi 0inoeoi cnienpayi Midic
PIBHOMAHIMHUMU KOMAAQHISMU 2I2aHMAMU ma MAauil i cepeoriti OizHec Ha 63AEMOBULIOHUX YMOBAX HAOAHHS iIM Y
BUKOPUCIAHHS JIYEH3IL, MOP2OBUX MAPOK, anpobosanoi bisHec-mooeni, bisHec-idel, Oi3Hec-nPOEKMU.

Knrouosi cnosa: exonociunuii ppanyaiizune, ppanyaiii, ppanuaiizunecosi onepayii, Mapkemuneosi 0oc/i-

OJICEHHSL, PUHOK (DPAHHALBUHSY, eKONOSTUHI MEXHON02IT, eKOHOMIYHA KOHBEP2eHYIsL.

Introduction. In the conditions of martial law,
franchising has every chance of becoming an effective
method of organizing and developing a digitized and
mobile business. Franchising allows you to reduce the
number of risks for the business owner by using well-
known brand and a proven business model in conditions
of augmented virtual reality and accelerated digitization
of business processes.

Ecological franchising is considered the most de-
mocratic tool for conducting digitized business in the
conditions of mobility and institutional and structural
changes. This is due to the fact that by developing its
own franchise network, the franchisor brings to new
markets and territories not only its own trademark and
production methods, but also high norms and standards
that its products meet, and ecological franchising is
one of the tools for shaping the ecological and innova-
tive development of the global economy [2, p. 135].

Materials and methods. The names of A. Berezniak
[6], K. Drygol [4], T. Grigorenko [3], N. Gorin [2],
O. Zaprudska [10], L. Ivashyna, Yu. Tikhonenko [12],
L. llyashenko [5], K. Kraus, N. Kraus, Yu. Radzikhovska
[9], N. Kozii, V. Kizilova [7], F. Kotler, H. Kartajaya,
A. Setyavan [8], M. Sytnytskyi [11], S. Shutka [13],

etc. are associated with the study of general aspects
of the formation and development of franchising as
a progressive form of business in the world under
conditions of economic convergence and the world
practice of benchmarking.

At the same time, a significant number of problems,
such as the model for the formation and development of
ecological franchising, the tools and basic components of
the implementation of ecological franchising within the
digitalized global world-system, remain insufficiently
disclosed. In addition, there is no clear understanding
of the content of the ecological aspects of franchising
relationships.

The purpose of the article is to propose key envi-
ronmental aspects of franchising relationships in the
context of the innovation of production processes, to
identify its features, to present their actualization; to
indicate the basic elements of franchising according
to F. Kotler; to present a matrix analysis of the results
of work on the system of environmental franchising
in the context of the globalization of the world econ-
omy; to identify the organizational and economic
principles on which franchising is built in the context
of the convergence of economies.
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Results. In the process of globalization and inter-
nationalization of the world economy, the develop-
ment of franchising activities in the world is one of
the most progressive [7, p. 47]. Franchising increases
budget revenues, promotes the use of innovations,
the active application of environmental technologies,
the attraction of foreign investment into the national
economy, increases the number of jobs, and improves
employment, which ultimately contributes to eco-
nomic growth and economic recovery [4, p. 22].

The definition of franchising and franchisee by
scientists V. Mishura, K. Buylova, O. Zaprudska,
who interpret “franchising (privileged entrepreneur-
ship, commercial concession) as a form of long-term
business cooperation, in the process of which a large
company — the franchisor (rights holder) grants a little-
known company — the franchisee (user) a license (fran-
chise) to produce products, trade in goods or provide
services under the trademark of the rights holder in a
limited territory for a period and under the conditions
specified in the franchise agreement” deserves scien-
tific attention [10, p. 60].

Ukrainian researchers Y. Kakhovych, O. Turko and
A. Bereznyak interpret franchising as “one of the means
of organizing a business, where the owner (franchisor)
transfers to an entrepreneur or company (franchisee) the
right to sell goods (services) of this company in exchange
for the franchisee’s obligation to sell these goods (ser-
vices)” [6, p. 35]. The effectiveness of franchising
depends on compliance with its basic principles (Fig. 1).

Franchising can be called a “turnkey” business.
There is no need to develop business plans, and business

concepts, conduct marketing research to find promising
industries, study the target audience, its characteristics
and interests, build a company’s reputation over many
years, and reduce the use of various methods and effec-
tive business processes [7, p. 49].

We share the opinion of Ukrainian scientists
N. Gorin and S. Oginok in part that ecological fran-
chising is an extremely progressive direction of busi-
ness in the course of its digitalization. This is due to
the fact that using the latest ecological technologies
and environmentally friendly products, production
quality standards are raised, and consumer welfare
increases, the harmful impact on the environment
is reduced, and the risks of ecological disasters that
have irreparable socio-economic consequences are
reduced [2, p. 135].

In the conditions of martial law in Ukraine and
the actualization of the issue of accelerated post-war
reconstruction, there is a need to develop ecological
franchising. After all, “the franchisor in the imple-
mentation of ecological franchising of the business
format can be an enterprise that extracts raw materi-
als, a manufacturer of environmentally friendly and
safe goods, a wholesaler, or retailer, an enterprise.
The sphere of ecological services can only be the
owner of rights that are transferred to the franchisee
under the contract on certain conditions. But, at the
same time, all enterprises operating in the system of
ecological franchising of the business format must
work according to a single methodology, in a single
corporate style, and adhere to general corporate inter-
ests” [5, p. 125].

The presence of a successful business
idea by the franchisor

Availability of business reputation, trade
and commercial experience

Running a business at your own
risk, but under the franchisor’s
banner

.

Mandatory condition for
purchasing a certain quantity of
goods from the franchisor

Principles of cooperation under
franchising conditions

The franchisee receives knowledge from the
franchisor about how to actually conduct
business

I

Permission to use technology, resources,
trademarks on your behalf

Attracting foreign investment into the
country’s economy

Start-up capital for potential
franchisees

The franchisee can independently form the assortment, but with
the approval of the franchisor

Figure 1 — Principles on which franchising is built in the context of economic convergence

Source: grouped based on sources [6, pp. 37-38; 11, pp. 57-58] and own observations
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domestic businesses should focus on the development
of business relations under environmental franchis-
ing. A matrix analysis of the results of work under
the environmental franchising system is presented in

We are convinced that the main elements of
franchising were presented quite successfully by
F. Kotler (Fig. 2).

In light of the issues of the environmental disaster

in the frontline territories of Ukraine, we believe that

Table 1.

Advertising fee (monthly payment to the franchisor
for conducting global advertising and marketing campaigns)

The franchisor receives a fee for the use
of its trademark, know-how

The franchisor often provides the supply of

raw materials, components and trains the staff

Royalties for the use of
patents

Elements of franchising
according to Ph. Kotler

Trademark royalties

The franchisee purchases the right to
conduct a business according to a scheme
developed by the franchisor

The franchisee bears the costs of preparation,
start-up and direct operation of his part of the

business

Lump sum (franchise cost, a fixed amount that the franchisee pays to the franchisor at
the initial stage). Includes business book, brand book, personnel management and

training, sales methods, recipes, technologies,

accounting forms, reporting, instructions

Figure 2 — Elements of franchising according to Philip Kotler

Source: grouped by source [8]

Table 1 — Matrix analysis of work results under the ecological franchising system

Advantages and socio-economic benefits for the
franchisor

Advantages, benefits and usefulness for franchisees

Contents and their features

1. Expansion and growth in business does not
require complicated management

2. Royalty and increased sales, which allows you
to plan business development in new directions

3. Effective personnel management. Motivation of
work

4. Reduced need for capital

5. Development of a franchise network leads to
brand advertising

6. Capitalization. Growth rate in business

7. Successful startup of a novice entrepreneur

. Opportunities for choosing an industry

. Brand recognition

. Opportunities for reducing risk

. Use of a proven business system

. Successful market entry is ensured. Simplified
process of entering new markets

6. Advertising and marketing costs are minimal

7. Access to the franchisor’s knowledge base

8. Guaranteed supply system

9. Buying a franchise can be an option for
diversification from a related industry

10. A franchise package allows you to run a business
successfully without having previous experience in
business and industry

DN AW —

Franchisor Risks /
Disadvantages for Franchisees

Loss of reputation (goodwill) and trust

Lack of support

“Growing up” competitors

Loss of exclusivity

Inability to fully control quality

Limitations in development

. Income is lower than it could be from its own
network

8. Complexity of the procedure for lending to
small businesses

9. Frequent changes in tax legislation in the last 5
years

No AL~

1. Obligation to purchase raw materials and products
from suppliers specified by the franchisor, where prices
may be inflated

2. Rules and restrictions set by the franchisor must be
followed

3. Rarely have an impact on centralized marketing and
advertising issues

4. Strict restrictions may be imposed on franchisees

to exit the business, to open a competing organization
within a certain period and territory

5. Imperfection of the legislative framework for

franchise relations

Source: grouped based on sources [7, p. 49; 12, pp. 50-51; 10, pp. 61, 63; 11, p. 58; 5, pp. 127-128; 13, pp. 214, 216-217; 6,
p-38; 1, p. 88] and own observation
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Currently, the franchising market has a number of
advantages for the Ukrainian economy. It can be a star-
ting point for the development of small and joint digital
enterprises that will be engaged in innovative activities
[10, p. 61]. Franchising in Ukraine began to develop
in the mid-1990s, but its active growth dates back to
2004. Franchising is most widely used in Ukraine in the
food sector, in public catering, in the field of household
goods, and in medical laboratories. In 2022, 592 fran-
chisor companies were registered in Ukraine, and more
than 24 thousand franchised facilities were registered
[13, p. 214]. Thus, it becomes obvious that franchising
as a form of business is developing quite dynamically
today, since it is a simple way for enterprises to enter
global markets and doesn’t require significant invest-
ment resources to start a business [7, p. 47].

The environmental aspects of franchising rela-
tionships that should be taken into account during the
expansion of franchising are presented in Table 2.

Ecological franchising allows you to create stable
and flexible business networks that pursue ecological
interests. Ecological franchising promotes innovative

and ecological development and expansion of small
businesses without investing significant personal funds
and provides an opportunity to achieve maximum results
in a short time [3, p. 146]. Franchises for the distribution
of organic food products and environmentally friendly
fashion clothing, as well as for the distribution of green
spaces, are becoming relevant for consumers.

Conclusions. Strengthening the business of ecologi-
cal franchising as part of the post-war reconstruction of
the national economy can become a driver and a point
of growth that the Ukrainian government is looking for.
We assume that ecological franchising can act as a high-
quality, promising form of long-term business coope-
ration between a giant company and SMEs on favo-
rable terms, providing them with licenses, trademarks, a
proven business model, and a business idea.

Further scientific research should be conducted in
terms of developing a high-quality and effective mecha-
nism for ecological franchising, aimed at digitizing
Ukrainian food production and tourism business and
strengthening the innovative and ecological component
of the agricultural sector.

Table 2 — Environmental aspects of franchise relationships

An important ingredient

General characteristics

Usefulness and effect of
implementation

Uninterrupted green supply
sources, green operations
and sustainable supply

hai .
chans transportation of goods.

Conducting environmental audits of supply
chains. Using environmentally friendly
packaging, reducing waste, minimizing
carbon content during the production and

Consumer expectations are met. The
level of risk in the supply chain that
could be caused by environmental
factors is reduced.

Green marketing

Using websites, social media, engaging
communities in environmental projects,
planting trees, cleaning parks, city beaches, and
supporting environmental education programs.

Allows you to distinguish your brand
from a crowded market and create a
loyal customer base.

Energy efficiency and waste
reduction

Introduction of energy-efficient technologies
into production chains. Use of smart
thermostats and LED lighting. Optimization of
heating and cooling systems.

Consumer values achieved.

Gradual achievement of sustainable
development goals. Adherence to
ethical and environmental principles.

Functioning on digital
platforms

Digitize business processes. Optimize energy
and technology consumption. Implement
technological innovations (e.g., use electric
vehicles for delivery services; Internet of
Things devices to monitor and reduce energy
consumption in real time).

Minimize paper bureaucracy, thereby
reducing paper use and preserving
nature.

Regulatory requirements.
Green incentives

Implementing strict environmental rules and
regulations regarding carbon reduction and
composting of organic waste. Encouraging
franchisees to achieve sustainable development
indicators through the introduction of
incentives.

Adherence to responsible, ethical
business eco-practices.

Source: grouped based on sources [14; 15; 16]
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