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MARKETING AND COMMUNICATION PLATFORM AS AN ELEMENT
OF THE RETAIL NETWORK DEVELOPMENT MANAGEMENT
MODEL IN THE CONTEXT OF PRODUCT DIVERSIFICATION

MAPKETUHI'OBO-KOMYHIKAIIHHA IVIAT®OPMA SK EJIJEMEHT

MOJIEJII YIIPABJIHHSA PO3BUTKOM PO3JPIGHOI MEPEXI B
KOHTEKCTI JUBEPCU®DIKALI IMTPOAYKIIII

Summary. Introduction. Taking into account the unstable development of
the market and the increasing influence of advertising and marketing tools on
consumer behavior in the Internet space, retail chains are now faced with the
need to change the management system. This requires an additional study of the
economic nature of product diversification and the factors that determine the
efficiency of the functioning and development of retail chains. The use of the
"marketing and communication" approach makes it possible to considerretail
trade network as an interconnected set of interacting entities that realize their
economic nature in marketing and communication spaces. And this requires
further study of behavioral models of management and functioning of retail trade
networks.

Purpose. The purpose of the study is to analyze theoretical approaches to the
formation of a conceptual model for managing the functioning and development of a

retail trade network, taking into account product diversification.
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Materials and methods. The materials of the study are: 1) regulatory and legal
support and statistical data on the economic functioning and development of retail trade
networks, 2) research of certain aspects of marketing activities of retail chains
carried out in the works of well-known foreign and domestic scientists.

In the process of the study, the following scientific methods were used:
theoretical generalization and grouping (to characterize theoretical approaches
to the management of the development of trade networks), formalization, analysis
and synthesis (to build a conceptual model for managing the functioning and
development of a retail trade network in the context of product diversification),
logical generalization of results (formulation of conclusions).

Results. The article analyzes theoretical approaches to the formation of a
model of management of the functioning and development of a retail trade network in
the conditions of product diversification. The author's approach to the formalization
of factors of managerial influence on the development of a retail trade network, which
includes quantitative and qualitative metrics of direct and reverse mutual influence
within the model of change management, is proposed. A conceptual model of
management of the functioning and development of a retail trade network is presented
in the conditions of product diversification, which is adaptive to possible changes in
the set of component indicators included in various subsystems of network
management. The main emphasis is placed on the analysis of the marketing and
communication platform, within which the interference of managerial influences of a
communication nature is carried out, which allows coordinating the activities of retail
network entities, taking into account the factor of product diversification.

Prospects. Further research can be aimed at improving the tools of
marketing management of the development of retail retail chains as a specific
complex subject of entrepreneurial activity.

Key words: marketing activities, diversification, business structure

development management model, strategic management, retail trade networks.
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Anomauia. Bcmyn. Bpaxosyouu HecmaOilbHUii po3eumoK puHKy ma
NOCUNIeHHSl 6NIUBY PEKIaMU MA MAPKemuHe08UX THCMPYMEHmMi8 HA NOBGEOIHK)
CNOJICUBAYIB 8 THMEPHEM-NPOCMOpPI, PO30PIOHI Mepedci 3apa3 CMUKAIOMbCs 3
HeoOXioHicmio 3MIiHU cucmemu ynpaeninua. lLle eumacae 000amK08020
00CI0NCEHHS eKOHOMIUHOI NpUpoou mosapHoi ousepcughikayii ma YUHHUKIG, 5K
BU3HAYAIOMb eheKmuUBHicmb (DYHKYIOHYBAHHS MA PO3GUMK)Y MOP2SOBEbHUX
Mmepedxc. Bukxopucmauus —«MapkemuH2080-KOMYHIKAYIUHO20» NiOX00y 0a€
MONCIUBICIMb PO32TIL0AMU PO3OPIOHY MOP20BETIbHY MEPENHCY AK 83AEMONO8 A3AHY
CYKVNHICMb  83AEMOOIIOUUX CYO'€Kmi8, Wo peanizyioms Cc68010 eKOHOMIUHY
npupooy 6 MapKemuHeo8ux [ KOMYHIKayitiHux npocmopax. A ye eumazae
nooanbwo20  OOCHIONCEHHs. — NO0BeJIHKOBUX  Moodeneli  VNPAGNiHHA — mda
@DYHKYIOHYBAHHS PO3OPIOHUX MOP20BETILHUX MEPEAC.

Mema. Memoiwo Oocniodcenns € amaniz meopemudHux nioxooie 0o
Gdopmysanus KOHYenmyanoHoi Mmooeni YnpasiiHHsa (QYHKYIOHY8AHHAM ma
PO36UMKOM  pPO30PIOHOI  MOp2080i  Mepedci 3 YPaxy8amHsAM  MOBAPHOL
ousepcuixayii.

Mamepianu i memoou. Mamepianamu oocnioxcenus €: 1) HopmamusHo-
npagose 3abe3neyeHHs ma CMAMUCMU4Hi  O0aHi  WOO0O0  EeKOHOMIYHO2O0
(DYHKYIOHYBAHHA ™A  PO3BUMKY PO3OPIOHUX MOP20BEelbHUX Mepedxc, 2)
O00CIIONCEHHS OKPEeMUX ACNeKmié MAapKemuH2080i OIisIbHOCMI MOP20BelbHUX
Mepedrc 30IUCHEeHT 8 nPaysax 6I0OMUX 3apyOINCHUX MA BIMYUSHAHUX BUEHUX.

B npoyeci 30iticnents 0ocnioxcenns 6yn0 UKOPUCMAHO HACMYNHI HAYKOBI
Memoou. meopemudHo20 Y3a2albHeHHs ma epyny8anus (01 XapaKkmepucmuxu
meopemudHux nioxoo0i8 00 YNPABAIHHA PO3GUMKOM MOPIIBEIbHUX MepPedrc);
Gopmanizayii, ananizy ma cummesy (0751 n0OY008U KOHYENnmyaibHOi Mooeii
VNPAGNIHHA (DYHKYIOHYBAHHAM MA PO3BUMKOM PO30PIOHOI MOop2o8oi mepedici 8
ymMoeax mogapnoi ousepcuikayii); n02IYHO2O0 Y3A2ANbHEHHs pe3yIbmamis

(chopmynioeanHs 6UCHOBKIB).
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Pesynomamu. 'V cmammi 30iiicneno ananiz meopemuynux nioxooie 00
Gopmyeanusi mooeni YNpasuiHHA (QYHKYIOHYBAHHAM MA PO3BUMKOM pPO30PIOHOT
MOop20B0i Mepedici 8 yMOBAX MO8apHoi ousepcughikayii. 3anponoHosano asmopcbKuil
nioxio 0o ¢ghopmanizayii YUHHUKIE YNPABTIIHCHKO20 BNAUBY HA PO3BUMOK PO3OPIOHOL
MOP2080i MepediC, WO BKIIOUAE KIILKICHI Ma AKICHL MEMPUKU NPAMO20 U 360POMHO20
B3AEMOBNIUBY 8  Medcax MoOeni  ynpaeuninHsa — sminamu.  IIpeocmaeneno
KOHYEenmyaibHy Mooelb YNPAGIIiHHA (DYHKYIOHYBAHHAM MA PO3BUMKOM PO30pIOHOL
MOope0Boi MepexCci 8 YMO08ax moBApHOI ousepcughikayii, sKa aoanmueHa 0o
MOACIUBUX 3MIH ) HAOOPI CKIAO0BUX NOKAZHUKIB, U0 8X00AMb 00 PI3HUX NiOCUCmeM
ynpaeninusa mepexcero. OCHOBHUL aKyenm 3pOONeHO HA AHANIZI MApPKemUH2060-
KOMYHIKQYItiHOI naam@opmu 6 Mmedxcax Kol 30iUCHIOEMbC  iHmepgepeHyis
VIPAGNIHCOKUX BNIUBIE KOMYHIKAYILIHO20 XApakmepy, wo 00360J5€ KOOPOUHYBAMU
OisLIbHICMb YO '€KMi8 pOo30piOHOI MOp20Boi Mepedci 3 Ypaxy8auHAM HUHHUKA
moeapHoi ousepcu@ixkayii.

Ilepcnexmusu. Ilooanvuii 00cnioxceHHs mMoxcyms Oymu CHpAMOBAHI Ha
B800CKOHANEHHS.  [HCMPYMEHMI8 MApPKemuH208020 YNPAGIIHHA — PO3GUMKOM
PO30PIOHUX  MOP208UX Mepexc K cneyugiuno2o ck1adHo2o cyo'ekma
NiONPUEMHUYBLKOT OISIbHOCHII.

Knrouosi cnosa: mapxemuneosa OisivbHicms, ousepcughikayis, mooensb
VIPAGIIHHA PO36UMKOM OI3HeC-CmpyKmypu, cmpameziune YNpasninHs, po30piOHi

MOp2iBENIbHL MEPEIICL.

Problem statement. The relevance of the topic lies in the fact that in modern
Ukraine, one of the fastest-growing industries is retail, the network sector of which
plays a huge role in ensuring the well-being of the population. However, the retail
market currently observes:

— high level of competition; development of multi-format retail chains;
— decrease in the level of consumer confidence in the quality of goods;
— decrease in real incomes of the population; growth of financial instability, etc.
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This situation negatively affects the results of retail chains and the level of
efficiency of their functioning as a whole, which leads to an increase in mistakes on
the part of the company's management and to the complexity of responding to the
constantly changing market environment.

The identified problems cannot be solved without the development of
methodological support for marketing activities in the management of the effective
functioning and development of the retail trade network, which takes into account the
mutual influence of multidirectional factors, such as the factors of the external market
environment, which changes under the influence of challenges, threats, conjunctural
and other circumstances, and the factors of the internal business environment, which
is sensitive to changes of various nature, the motivational "mood" of the labor
behavioral reactions of management structures of different hierarchies, etc. It is
necessary to provide methodological support for the management of the development
of retail chains and a well-grounded scientific approach to assessing the effectiveness
of decisions made from the point of view of balanced positions of many participants
in communications built by networks in the marketing communication fields formed
by them.

The importance of improving the methodological support of marketing
activities in the management of the effective functioning and development of retail
trade networks contributes to their adaptation to the difficult market conditions
associated with product diversification, which orients the business to the rational
redistribution of resources within the existing restrictions of various origins.

Analysis of recent research and publications. The study of certain
aspects of marketing activities on the management of the development and
functioning of retail trade networks was reflected in the works of well-known
foreign and domestic scientists. Such researchers as V.V. Apopiy, [.P. Mishchuk,
V.M. Rebytskyi [1] investigated the basics of functioning and development of
trade enterprises and trade networks; S. A. Davymuka, L. I. Fedulova, N. M.

Popadynets [2]dealt with the issues of innovative development of trade enterprises
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in the context of world trends and practice in Ukraine; Lysa S.S. [3] focused on
the issues of classification of formats and features of the development of retail
trade in Ukraine; Ilyashenko S.M. [4] considered the issues of marketing
commodity policy; Vinogradova O.V. [5; 14; 15], Yevtushenko N.O. [5] analyzed
the formation of a conceptual model of consulting interaction of enterprises and
the place and role of advertising in this interaction; T. A. Naumova, L. O.
Kyrylieva, Y. I. Lemeshko [6; 7] analyzed the directions of transformation of the
network retail market of Ukraine in the context of global crises and war; Rusyn-
Hrynyk R.R. [8], Tsipurinda, V.S. [9], Syomkina T.V., Dymenko R.A. [10]
developed the principles for the formation of a management system for
entrepreneurial structures; Shumsky N.V., Shchepakin M.B. [11] focused on the
processes of modeling production processes of a trading enterprise in modern
conditions; Darchuk V., Koshil A. [12] investigated marketing tools for managing
unstable systems; Kryuchok I.S., Drokina N.I. [13], deal with the issues of e-
commerce in the era of digitalization. However, it should be noted that the issues
of improving marketing activities to manage the development and functioning of
retail retail chains in the context of product diversification are insufficiently
researched and relevant.

Purpose of this article consists in the analysis of methodological approaches to
the formation of a conceptual model for managing the functioning and development
of a retail trade network, taking into account product diversification.

Presentation of the main material. Significant factors at the stage of
market transformations of the wholesale and retail market, including under the
influence of the coronavirus pandemic and full-scale war, are those that, firstly,
form the internal state of trade entities and, secondly, determine the content and
nature of communications built between participants in relations of different
levels and different subordination in the areas of their professional activity. The

following relationship is meant:
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— between business and the state as a carrier and initiator of regulatory
influences of different nature and direction; between business and the
workforce that implements projects and initiates transformations; between
various market structures and authorities;

— between entities within the sphere of trade activity;

— between investors and owners of wholesale and retail trade entities;
between the state and the owners of trade entities, etc. [1; 2].

Retail trade networks, in the conditions of their adaptation to the conditions
of the market environment and product diversification, can be focused on various
forms of business construction [1; 2], based on the need to ensure the rational use
of available and attracted resources and maximum consideration of the impact of
existing factors that make themselves felt in the development of innovative
solutions for the functioning and development of the network form in the trade
sphere.

It is necessary to manage the development of the retail and wholesale
market on the basis of formed business models [3; 4; 5], which are developed
under the influence of factors that determine the trends in the development of this
market [1-6], and are taken into account or adjusted by the regulatory modulation
influences of the state and regional authorities. The ability of the latter to adapt to
external challenges of different origins and different motivational orientations
determines the potential for possible changes: either in the direction of weakening
the significant contradiction between key market stakeholders and small and
medium-sized businesses, which they are forced out of this market space without
regard to the interests of the state and society; or in the direction of stabilization
and consolidation of the existing position of existing intersubjective relations; or
in the direction of aggravating the confrontation between the state, business and
employees within their interests and competencies, which to one degree or another
fulfill the requests of large owners of capital and owners of wholesale and retail

chains, which are also representatives of foreign jurisdictions. The latter are
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identified with offshore zones, which are the territory of various states with low
taxation.

In the theory and methodology of management, two circles of determining
factors are usually distinguished, which form the basis of the model of
management of the functioning and development of retail and wholesale trade
networks.

At the same time, the analogy of the influence of determining factors on
networks of different scales (from wholesale to small-scale wholesale, and then
to retail in its various forms and formats) is obvious to the extent that the
difference in the manifestation of certain influences on entities of different
functional and other purposes with different scale indicators is obvious. The
analogy of the influence of key factors of the external environment and the
internal state of business is manifested at all levels of large-scale entrepreneurship
in the field of trade activity.

And the structure of factors influencing the development of this sphere of
activity will vary depending on the sectoral, functional, subject affiliation, on the
resource potential of both the subjects themselves (functioning in different
territories, with different climatic, ethnic and other features) and the potential of
the owners of certain resources.

The first range of factors includes the following set of factors:

— 1nfrastructure;
— administrative;
— bureaucratic;
— competitive.

Their interconnection is direct and inverse, mostly affecting the structure of
a large-scale format regardless of subject and industry specialization.

The second range of factors to a greater extent determines the potential and

saturation of the market in the context of sectoral nomenclature, product groups
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of goods, as well as the structure of the market, adapted to demand, supply, the
level of existing competition, trade formats of various embodiments.

Identification of the state of the market, taking into account this range of
factors, i1s usually carried out according to key measures that characterize certain
boundaries of the market space, and manifest themselves most clearly in the
marketing behavior of subjects, in motivational attitudes to cooperation, in the
communicative manifestation of contractual relations that are formed, etc.

The second range of factors may include the following:

— motivational; communication; investment; behavioral;

— foreign policy as a halo that "covers" the internal space of a developing
business;

— innovative (in all its manifestations, which affect both the subjects
themselves and its elements);

— corruption (always present where there is contact between government and
business).

Other factors can be identified that expand the idea of interconnections and
interdependencies of interpersonal relations in the context of feedback to the
manifestations of actions of legal entities of different origins and different
responsibilities.

The presented conceptual model of management of the functioning and
development of the retail trade network takes into account the interaction and
mutual influence of the above factors (Fig. 1) in the context of those problems
that need to be solved at the level of individual territories and regions, on which

the rate of economic growth and social well-being of citizens depends [7].
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Fig. 1. Conceptual model of management of the functioning and development of a retail

trade network in the context of product diversification

Note: 1 - feedback signals received by the retail network management system; 2 - advertising and
marketing activity of the network; 3 — trade formats; 4 - "system field" of managing changes in the functioning
and development of the retail trade network; 5 - corrective actions aimed at the network management system; 6 -

communication influences from market entities in various fields of activity

Source: systematized by the author based on materials [1-6; 7; 8-10]

The central element of the conceptual model of management of the
functioning and development of a retail trade network is the system field, the main

subsystems of which are:
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- block 1 - subsystem of external factors in relation to the communication
field of factors;

- block 2 - subsystem of marketing and behavioral factors;

- block 3 - subsystem of managerial influences;

- block 4 - subsystem for assessing the effectiveness of entrepreneurial
activity.

Subsystems interact with the environment and with each other in the form
of impulses that arise as reactions to business influences. These influences
themselves are formed as responses to changes in the environment and are
corrective measures of behavioral, marketing, innovation, technological, logistics,
investment and other nature.

In particular, the innovation and investment factor affects the marketing
behavior of subjects and the form of its manifestation (constructive, objective,
simulation, deviant, adaptive, etc.) and forms a resource decompensator [1; 7; 11],
which determines the possibilities of building potentials of different levels in the
context of individual components of business activity. The same factor forms and
adjusts the formats, scales and content of the marketing and communication
platform, which accumulates and embodies in varying amounts the potentials of
the constituent business types and forms of activity.

Motivational and behavioral factor as a key factor in the response of
business to consumer demands, requests and claims and affects the
implementation and filling of the marketing and communication platform with
effective tools for business influence on the participants in relations (consumers,
partners, intermediaries, random market agents, etc.).

Within the framework of the marketing and communication platform, there
is interference of modulation influences of a communication nature, directed by
market entities of various fields of activity in the direction of the sender (initiator)
of information messages in various forms of their presentation. The motivational-

behavioral factor denotes the profile of motivational and behavioral dominators
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of subjects in the field of retail trade, changing the controlling impulses formed
in the corresponding subsystem (block 2). State regulation of the retail trade
network is under the influence of the foreign policy factor, which determines the
formation of the intra-system administrative and bureaucratic factor. The latter
receives its "consolidation" and embodiment in the subsystem of managerial and
functional influences (block 3).

The corruption factor indirectly affects the labor force, acting in an implicit
(latent) form, creating and changing the level of contradictions between many
participants in the relationship, which find their real manifestation in the system
of communications that are being built and declare the need to form an anti-crisis
component [1; 7-12], as a tool for ensuring the stability of business in an unstable
market environment.

The anti-crisis component is a product of the efforts of the top management
of business structures, which is created by them specifically to "remove" internal
and external problems, or to weaken their influence on the functioning and
development of retail and wholesale business in the trade sector. The labor
resource fills the network management system with all the variety of innovative
changes in the field of rational use of the existing business potential and its
implementation, in particular, involving the innovative ability of personnel to
develop innovations of various nature (technological, production and technical,
marketing, behavioral, organizational and managerial, and others).

The external environment influences the formats of trade (including
networking), and even the structure of the market, forming the infrastructural
capacity in this type of activity. The socio-demographic factor and infrastructural
capacity determines the dynamics of changes in indicators that are calculated in
the subsystem of external factors in relation to the communication field of factors
(block 1). The effectiveness of entrepreneurial activity depends on managerial and
functional influences (formed in block 3) and opportunities determined through

the system of indicators in the specified subsystem. The factor of entrepreneurial
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activity as a manifestation of initiative, independence, interest of market subjects
of various spheres of activity in the development of retail retail chains creates
conditions for building potentials of different levels in the context of the
components of business structures.

The totality of calculation potentials based on the accepted criteria for
choosing rational solutions for the entire range of considered problems allows to
achieve the efficiency (or rational) functioning and development of the retail trade
network by expanding the communicative circle of the participating parties and
increasing their responsibility for the obligations they assume for the fulfillment
of contractual terms of cooperation [13].

The effectiveness of entrepreneurial activity determines, on the one hand,
the need to adjust a wide range of business functionality in the network
management system, and on the other hand, it fixes the level of sufficiency of
those measures that are taken in the course of network operation and planning
transformations in the constituent consumer value chains created as a result of the
development of certain projects for modernization, restructuring, or innovative
improvement of business processes, as well as technological cycles and the
implementation of new ideas and undertakings in all components of the retail
network.

Feedback signals are sent to the management system of the retail trade
network in case of failure to achieve the specified indicators or increase in the
manifestation of external adverse influences under the influence of a variable
aggressive environment and the growth of contradictions of various nature in the
internal business environment, i.e. those contradictions that are not removed for a
long time in the network for reasons of various nature.

The advertising and marketing activity of the network forms trust [14],
which acquires the property of an accepted business model in the course of
transformations and changes on an innovative basis, focused on the economic

growth of business and the development of the network form of activity. Trust in
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the conditions of an unstable economy and large-scale fraudulent actions of
various commercial structures in the trade market becomes a source for making
those decisions that determine the real effectiveness of entrepreneurial activity. If
there 1s no trust in the business structure, it means that the result will be
unfavorable, capable of leading to bankruptcy or loss of the achieved market
competitive position. The effectiveness of entrepreneurial activity can be
corrected by the efforts of employees [3; 5] by changing the conditions for
accumulating development potential, to achieve which the socio-economic vector
of movement in a competitive environment is set.

Consumer loyalty is formed as a result of advertising and marketing
activities of subjects and professionals to promote goods and services that attract
additional target audiences of consumers (including partners) to the mode of
building profitable contractual relations with the network business. For this
purpose, the marketing and communication platform formed by the network (with
its tools and methodological support) is used, which in its content is extremely
sensitive to the impact of the innovation and investment factor, which is reflected
in the variability of indicators in the subsystem for assessing the effectiveness of
entrepreneurial activity.

The considered conceptual model of management of the functioning and
development of a retail trade network is adaptive to possible changes in the set of
components of indicators included in various subsystems of network
management. The model can be adapted and applicable to different areas of
business activity and allows taking into account various features of its functioning
and development within specific territories and product programs focused on
meeting the changing needs of consumers and resource provision of the planned
transformations in the interests of strengthening the socio-economic vector of
development of the region's economy.

Conclusions and prospects for further research. Thus, important factors

that can affect the efficiency of the functioning of the studied enterprises of the
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retail trade network are marketing and behavioral factors, factors of managerial
and functional influence and entrepreneurial factors. Therefore, the introduction
of new marketing tools and technologies (such as a marketing and communication
platform), new ways of managing the activities of retail chains, managing
consumer loyalty, etc., can give a tangible "impetus" to increasing the efficiency

of the retail network in various markets.
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