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Summary. Introduction. Taking into account the unstable development of the market and the increasing influence of adver-
tising 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.

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 charac-
terize 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 diversi-
fication, 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 manage-
ment, retail trade networks.

AHoTauisA. BcTyn. Bpaxosytouyn HeCTabibHui PO3BUTOK PUHKY TA MOCHIEHHS BIVINBY PEKAMM TA MAPKETUMH20BUX iHCTPY-
MEHTIB Ha MOBEGiHKY CrOXMBAYIB B iHTEPHET-MPOCTOPI, pO3gpPiOHi Mepexi 3apa3 CTUKAOTbCS 3 HeoOXigHICTIO 3MiHM cucTemu
ynpaBiHHs. Lle BuMaaae gogaTkoBo2o gocaigxeHHs eKOHOMIYHOI MpUpogu TOBApHOI guBepcnikauii Ta YNHHMKIB, sIKi BU3HA-
YaKTb ePeKTUBHICTb PYHKLIOHYBAHHS Ta PO3BUTKY TOP20BE/bHUX MEpex. BUKOPUCTAHHS «MapKeTUH20BO-KOMYHIKALifiHO20»
nigxogy gae MO}J/MBICTb PO32/19gaTi po3gpibHy TOP20Be/IbHY Mepexy ik B3AEMONOBA3AHY CyKynHICTb B3AEMOGitounx CyO'EKTIB,
LLJO peasi3yioTb CBOK0 eKOHOMIYHY MPpUpOgy B MAPKETUH20BMX | KOMYHIKALIMHMX MPOCTOPaAX. A Le BUMA2a€e N0gaibluo20 goci-
GoKeHHSI M0BegiHKOBUX MOgeneit yrpas/iHHs Ta GyHKLIOHYBAHHS pO3gPIOHNX TOP2OBE/IbHNX MEPEXK.

MeTa. MeToto gocnigkeHHs € AHANI3 TEOPETUYHMX MigX0giB o POPMYBAHHS KOHLIeNTYaAbHOI MOgeni yrnpasiHHs PyHKLio-
HYBAHHSIM Ta PO3BMTKOM PO3gpiOHOI Top20BOi Mepexi 3 ypaxyBaHHsIM TOBAPHOI gnBepcugikavii.

Martepiaam i MeTogn. Matepianamu gocigxeHHs €: 1) HOpMATUBHO-MPaBoBe 3a0e3neyeHHs Ta CTATUCTUYHI aHi LWOgO eKo-
HOMIYHO20 PYHKLIOHYBAHHS Ta PO3BUTKY pO3gpibHIX TOP20BE/IbHIX Mepesx; 2) qOCTigxeHHs OKpemMux dcreKTiB MapKeTMH20BOI
giSiIbHOCTI TOP20BE/IbHUX MepeXx 3giKiCHeHi B Npavisix Bigomux 3apyOiKHNUX T BITYNIHIHNX BYEHMX.

B npoueci 3givicHeHHs gocnigxeHHs 6y10 BAKOPUCTAHO HACTYMHI HOYKOBI MeTOgu: TeOPEeTUYHO20 y3a2A/IbHEeHHS Ta 2pyny-
BAHHS (/11 XapAKTepUCTUMKM TeOPETUYHMX MigXOGIiB go ynpaBiHHS PO3BUTKOM TOPRiBENbHUX Mepex); gopmanizauii, aHanizy
Ta cuHTe3y (g5 NobYgoBy KOHUENTYAnbHOI MOgesi YpaBAiHHS PYHKLIOHYBAHHSM Ta PO3BUTKOM PO3gpiOHOI TOP20BOi Mepexi
B YMOBAX TOBAPHOI gnBepcugikawii); 102idH020 y3a2anbHeHHs pe3ynbTaTiB ((popMyntoBAHHS BUCHOBKIB).

Pe3ybTaty. Y cTarTi 3gificHeHo aHAnI3 TeOpPeTMYHIX NigXogiB go PopMyBaHHS MOGei yrpaBiHHS GyHKLOHYBAHHSIM TA PO3BUT-
KOM po3gpibHOi TOp20BOi Mepexi B yMoBax TOBAPHOI guepcyeikaLlii. 3anpornoHoBaHo aBTOPCbKMIA Migxig go opmaniaii YnHHMKIB
YNPABAIHCbKO20 BI/IMBY HA PO3BUTOK PO3GPIOHOI TOP20BOI MEPEXKi, L0 BKIOYAE KiNIbKICHI Ta SKICHi METPUKKM NPSMO20 ¥ 3BOPOTHO20
B3AEMOBIIMBY B MEXAX MOgesi ynpas/iHHs 3MiHamu. [1pegcTaBaeHo KOHLEenTyanbHy Mogesb YpasiHHS QYHKLIOHYBAHHAM Ta
PO3BUTKOM po3gpibHOI TOP20BOi Mepexi B yMoBaX TOBAPHOI grBepcugikaLii, ska aganTuBHa go MOXIMBYX 3MiH y Habopi cknago-
BUX MOKA3HYMKIB, O BXOGATb O Pi3HMX MigcucTeM YrpaBiHHs Mepexeto. OCHOBHMIT GKLEHT 3p06/1eHO Ha aHANi3i MapKeTMH20B0-
KOMYHIKQLi#iHOI niaTopmu B Mexax sIKoi 3qiriCHIOETbCS iHTepepeHList yipaBaiHCbKX BIMBIB KOMYHIKALiHO20 XapaKTepy, Lo
g03BO/IsIE KOOPGMHYBATH GisSIbHICTb CyO'EKTIB PO3gPIOHOI TOP20BOI Mepexi 3 YpaxyBAHHSM YMHHMKA TOBAPHOI guBepcugikauii.

IMepcnexTyBu. MoganbLui gocnigxeHHs MOXyTb OYTu CIPAMOBAHI HO BJOCKOHA/IEHHS IHCTPYMEHTIB MApKeTH20B020 YpaB-
NiHHS pO3BMTKOM pO3gpibHMX TOP20BMX Mepex sik creunPiuHo20 CKAagHo=20 CyO'eKTa NignpUEMHULbKOI gisiIbHOCTI.

Knto4oBi coBa: MapkeTH20Ba GisiIbHICTb, guBepcuikavis, Mogesb yYpasaiHHs pO3BUTKOM Bi3HeC-CTPYKTypu, CTpaTeziyHe
YNPaBAiHHA, po3gpibHi TopaiBesbHI Mepexi.
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roblem 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.

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 mar-
keting activities in the management of the effective
functioning and development of the retail trade net-
work, which takes into account the mutual influence of
multidirectional factors, such as the factors of the ex-
ternal 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 hier-
archies, 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 par-
ticipants 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 ra-
tional 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, I. P. Mishchuk, V.M. Re-
bytskyi [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 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 develop-

ment of retail trade in Ukraine; Ilyashenko S. M. [4]
considered the issues of marketing commodity poli-
cy; 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. Nau-
mova, L. O. Kyrylieva, Y.1. 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], Sy-
omkina T.V., Dymenko R.A. [10] developed the prin-
ciples for the formation of a management system for
entrepreneurial structures; Shumsky N.V., Shchepa-
kin 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; Kryu-
chok 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 diver-
sification are insufficiently researched and relevant.

Purpose of this article consists in the analysis of
methodological approaches to the formation of a con-
ceptual model for managing the functioning and devel-
opment 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 in-
fluence 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 na-
ture 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:

— between business and the state as a carrier and ini-
tiator 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, ete. [1; 2].

Retail trade networks, in the conditions of their ad-
aptation 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 devel-
opment 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
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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 orienta-
tions 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 represen-
tatives of foreign jurisdictions. The latter are 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 distin-
guished, which form the basis of the model of manage-
ment 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 devel-
opment 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:

— infrastructure;
— administrative;
— bureaucratic;
— competitive.

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

The second range of factors to a greater extent de-
termines the potential and saturation of the market in
the context of sectoral nomenclature, product groups of
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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, is usually carried
out according to key measures that characterize cer-
tain 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 fol-
lowing:

— motivational; communication; investment; behav-
ioral,;

— 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 inter-
personal 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].

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:

— 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 behav-
ioral, 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 decom-
pensator [1; 7; 11], which determines the possibilities
of building potentials of different levels in the context
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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 plat-
form with effective tools for business influence on the
participants in relations (consumers, partners, inter-
mediaries, random market agents, etc.).

Within the framework of the marketing and com-
munication platform, there is interference of modula-
tion influences of a communication nature, directed by
market entities of various fields of activity in the direc-
tion 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 of subjects in the field of
retail trade, changing the controlling impulses formed
in the corresponding subsystem (block 2). State reg-
ulation of the retail trade network is under the influ-
ence of the foreign policy factor, which determines
the formation of the intra-system administrative and
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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 — correc-
tive 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]

13



// ExoHomika //

// MiskHapofiHUi1 HayKOBUM XXypHan «IHTepHayka».
Cepia: «<ExkoHomiuHi Hayku» // N2 1(93), 1 1., 2025

bureaucratic factor. The latter receives its “consolida-
tion” 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 par-
ticipants in the relationship, which find their real man-
ifestation 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 (technologi-
cal, 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 sub-
system of external factors in relation to the commu-
nication field of factors (block 1). The effectiveness of
entrepreneurial activity depends on managerial and
functional influences (formed in block 3) and opportu-
nities determined through the system of indicators in
the specified subsystem. The factor of entrepreneurial
activity as a manifestation of initiative, independence,
interest of market subjects of various spheres of activ-
ity 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 de-
termines, on the one hand, the need to adjust a wide
range of business functionality in the network manage-
ment 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 transforma-
tions in the constituent consumer value chains created
as a result of the development of certain projects for
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modernization, restructuring, or innovative improve-
ment of business processes, as well as technological
cycles and the implementation of new ideas and un-
dertakings 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 in-
ternal 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 prop-
erty 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
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 entre-
preneurial activity. If there is 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 en-
trepreneurial activity can be corrected by the efforts
of employees [3; 5] by changing the conditions for ac-
cumulating 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 advertis-
ing and marketing activities of subjects and profession-
als to promote goods and services that attract addition-
al target audiences of consumers (including partners)
to the mode of building profitable contractual relations
with the network business. For this purpose, the mar-
keting 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 entrepre-
neurial activity.

The considered conceptual model of management of
the functioning and development of a retail trade net-
work is adaptive to possible changes in the set of com-
ponents 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 chang-
ing needs of consumers and resource provision of the
planned transformations in the interests of strength-
ening the socio-economic vector of development of the
region’s economy.
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Conclusions and prospects for further re-
search. Thus, important factors that can affect the
efficiency of the functioning of the studied enterpris-
es of the retail trade network are marketing and be-
havioral 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 net-
work in various markets.
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