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Cooperation with a large foreign company on the conditions of franchising requires full supporting a ready-made
business model from the entrepreneur, that is, it has enough restrictions, including the creation of ways to maintain
customer loyalty in the face of an objective decline in consumer demand. So, the relevance of the search for possible
alternatives to decision making is increasing. The article is devoted to the application of the hierarchy analysis
method to obtain the priority of criteria that affect the achievement of the goal of existing customers' retentiveness
and attracting potential ones. The algorithmic approach of the hierarchy analysis method for ranking product
characteristics that cause customers' satisfaction is considered. The phased application of this technique is
illustrated by the example of a comparative assessment of women's clothing manufacturers to increase the degree
of consumer support for a particular brand.
Keywords: franchising; consumer behavior; brand loyalty; hierarchical structure; product characteristics; pairwise
comparisons of alternatives.
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Сотрудничество с крупной зарубежной компанией на условиях франчайзинга требует от предпринимателя
чёткой поддержки готовой бизнес-модели, то есть, имеет достаточно ограничений, в том числе и в создании
способов поддержания лояльности клиентов в условиях объективного спада потребительского спроса.
Повышается актуальность поиска возможных альтернатив принятия решений. Статья посвящена
применению метода анализа иерархий для получения приоритетности критериев, влияющих на
достижение цели удержания существующих клиентов и привлечения потенциальных. Рассмотрен
алгоритмический подход метода анализа иерархий для ранжирования характеристик продукции,
вызывающих удовлетворённость покупателей. Поэтапное применение данной методики иллюстрируется
на примере сравнительной оценки производителей женской одежды для увеличения степени поддержки
потребителем определенного бренда.
Ключевые слова: франчайзинг; потребительское поведение; лояльность к бренду; иерархическая структура;
характеристики продукта; попарные сравнения альтернатив.

Currently, franchising is one of the most promising types of entrepreneurial activity. A system of
mutually beneficial partnerships between the franchise owner (franchiser) and the entrepreneur
(franchisee), who knows the market more precisely, helps reduce commercial risks for large
companies and maintain the interests of small businesses, avoiding many problems. At the same time,
cooperation with a large company based on a franchise requires the entrepreneur to support
.
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ready-made business models, comply with established rules and follow the established concept.
Success largely depends on how well the original concept is adapted to the real market situation.
The Russian fashion market is going through difficult post-crisis times. For the period 2014—
2018 about 60 well-known fashion brands and companies left the Russian market, and this, according
to expert estimates, is 1.5 times more than the crisis indicator of 2008-2009. However, foreign brands
that decided to stay in Russia during the crisis period (for example, Zara, H&M, etc.) were able to
strengthen their positions. But the profitability of stores of international brands remains low [5],
operational problems are fixed, which are often caused by errors in building a marketing strategy.
This has an impact on market restructuring. Over the past 5 years, mass demand has been steadily
moving into the budget segment to brands that do not have high fame but offer more economical
collections. According to Fashion Consulting Group (FGC) estimates, the deterioration of the
macroeconomic situation and the decline in household incomes lead to the fact that trademarks of the
economy segment / mass market increase the level from 70 to 85% in the general list of presented
brands in cities of the Russian Federation in 2019 [9].
In addition, the characteristics of consumers' behavior of customers in the clothing market are
changing in the face of a decrease in disposable income. On the one hand, it is known that appearance
can affect both career success and relationships on the personal front. Therefore, all enterprising and
purposeful people pay great importance to what they are dressed. It is known the easiest way to show
one's status is to purchase clothing from well-known brands. On the other hand, very expensive
clothes are becoming inaccessible to many people. The franchise is faced with the issue of increasing
customer loyalty to the brand. A typical answer to this question is the launch of special programs to
increase loyalty, provide bonuses, accumulative discount systems. It seems that these measures do
not work in full when most of the products of the fashion industry today are sold online with a focus
on the budget segment and niche specialized demand. Meanwhile, offline sales continue to bring the
main revenue to the fashion industry - from 70 to 90 percent. And even online stores and marketplaces
are trying to capture offline space too: for example, the «KupiVip» and «LAMODA» online service
opened their offline stores for several last years.
It seems that the idea of Noriaki Kano who claims that customer loyalty is interconnected with an
emotional reaction to individual product characteristics confirms the intention to look at customer
loyalty from a brand position and pay more attention to product quality [6]. The identified trends
suggest that regional trade organizations, especially those operating under franchising conditions with
well-known brands, should, first of all, pay attention to increasing the degree of customer satisfaction,
which compares their expectations and material capabilities with the real qualities of the goods.
Accordingly, in the current situation of falling consumer demand, it is necessary to highlight the most
important characteristics of the product, which allow ensuring customer satisfaction and to some
extent distract his attention from other characteristics that cannot be changed. To this purpose, it is
possible to use the analytical process of hierarchy (APH) - a mathematical tool for the systematic
search for the best option (alternative). This method was developed by R. Bellman, B.N. Brooke, and
V.N. Burkov. But it became widely known from the works of T. Saati, who called this procedure
«Method of analysis of hierarchies». The analytical process of hierarchy (APH) allows you to
structure a complex problem into a hierarchy in an understandable and rational way, to compare and
quantify alternatives [7]. The selection of characteristics begins with the construction of a hierarchical
structure, which includes alternatives and other factors affecting the choice of the buyer. Moreover,
both, material and non-material factors, measurable quantitative parameters and qualitative
characteristics, objective data and subjective expert assessments can be taken into account. In other
words, the analysis of the situation by APH resembles the procedures and argumentation methods
that are used on an intuitive level. The next stage of the analysis is the determination of priorities
representing the relative importance or preference of the elements of the constructed hierarchical
structure using the procedure of pairwise comparisons.
Dimensionless priorities allow comparing heterogeneous factors intelligently, and that is a
hallmark of AHP. At the final stage of the analysis, a synthesis (linear convolution) of priorities in
the hierarchy is performed, as a result of which the priorities of alternative solutions are calculated
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relatively to the main goal [8]. The highest priority value is considered the best alternative [1]. This
method implies the presence of extensive and diverse information from various sources, which allows
us to consider each factor on an equal basis with others [3]. However, for the buyer, perhaps a definite
factor is key, for example, value for money [4]. The main advantage of APH is the systematic use of
the geometric mean to determine functional utilities based on simple comparisons and to ensure
consistent, meaningful results [2].
It is necessary to compare these clothing brands according to various criteria that would be relevant
in the current economic conditions, but at the same time did not contribute to the loss of the main
solvent clientele. There four clothing brands were selected for comparison: “GERRY WEBER”,
“MARC CAIN”, “Max Mara WEEKEND”, “SAVAGE”. The assessment was carried out according
to 4 main criteria: Quality clothing; Brand recognition; Advertising support; The average unit price
(Table 1). To compile a matrix of pairwise comparisons in the field of textile production and
marketing according to certain criteria, 5 experts were invited. A group consensus approach based on
the values of purchasing decision-makers was used to obtain relative pairwise comparisons for each
criterion. A team of experts was interviewed and received an average score for each comparison,
rounded to the nearest whole number. The team first evaluated the criteria in order of importance Quality, Brand Recognition, Advertising Support, Price, and then compared them with each other to
determine their relative importance (rating).
Table 1 – Brands criteria
GERRY WEBER
Medium quality clothing
High brand recognition
Franchisor advertising support
The average unit price (in a purchase) $113

MARC CAIN
High quality clothing
High brand recognition
Franchisor advertising support
The average unit price (in a purchase) $290

Max Mara WEEKEND
Top quality clothing
High brand recognition
Weak advertising support
The average unit price (in a purchase) $468

SAVAGE
Medium quality clothing
Low brand recognition
Weak advertising support
The average unit price (in a purchase) $49

On a 10-point scale, experts rated the importance of each criterion. The geometric mean value was
also calculated using the formula: G = ∜ (X1 × X2 × X3 × X4). The normalized factor for further
research was calculated as follows: the geometric mean of each criterion was divided by the sum of
all geometric values (Table 2).
Table 2 – The relative importance the criteria
Quality
Quality
1
Brand recognition
1/4
Advertising support 3
Price
2

Brand
recognition
4
1
1/5
1/6

Advertising
support
1/3
5
1
7

Price
1/2
6
1/7
1

Geometric
Mean
0,904
1,655
0.541
1.236
2,559

Normalized
Weight
0,353
0,647
0,211
0,483

The geometric mean value is less affected by extreme values than the arithmetic average. It is
useful for determining the measure of central tendency for some distorted distributions. Based on the
obtained values of the normalized factor, it is clear that the most important criterion is Brand
Recognition; the second most important criterion is the price. Next most important criterion is quality,
and in the last place is advertising support.
Then, the team conducted a pairwise comparison of alternatives for each criterion per each brand,
subsequently similar calculation the geometric mean value and the normalized factor: “Quality”
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criterion (Table 3); Criterion “Brand recognition” (Table 4); Criterion “Advertising support” (Table
5); Criterion “Price” (Table 6).
Table 3 – Сalculating Priority Vector, Normalized Alternative Score with Respect to QUALITY
GERRY WEBER
MARCCAIN
MaxMaraWEEKEND
SAVAGE

GERRY
WEBER
1
4
5
1/2

MARCCAIN
1/4
1
2
1/6

MaxMara
WEEKEND
1/5
1/2
1
1/7

SAVAGE
2
6
7
1

Geometric
Mean
0.562
1.861
2.892
0.330
5.645

Normalized
Weight
0,099
0,329
0,512
0,058

Table 4 – Calculating Priority Vector, Normalized Alternative Score With Respect to BRAND
RECOGNITION
GERRY WEBER
MARCCAIN
MaxMaraWEEKEND
SAVAGE

GERRY
WEBER
1
2
1
1/3

MARCCAIN
1/2
1
1/2
1/6

MaxMara
WEEKEND
1
2
1
1/3

SAVAGE
3
6
3
1

Geometric
Mean
1.107
2.213
1.107
0.369
4,796

Normalized
Weight
0,231
0,461
0,231
0,077

Table 5 – Calculating Priority Vector, Normalized Alternative Score With Respect to
ADVERTISING SUPPORT
GERRY
WEBER
GERRY WEBER
1
MARCCAIN
2
MaxMaraWEEKEND 1/3
SAVAGE
1/4

MARCCAIN
1/2
1
1/5
1/6

MaxMara
WEEKEND
3
5
1
1/2

Geometric
SAVAGE Mean
4
1.861
6
2.783
2
1.189
1
1
6.833

Normalized
Weight
0.272
0.407
0.174
0.146

Table 6 – Calculating Priority Vector, Normalized Alternative Score With Respect to PRICE
GERRY
WEBER
GERRY WEBER
1
MARCCAIN
1/2
MaxMaraWEEKEND 1/4
SAVAGE
2

MARCCAIN
2
1
1/2
4

MaxMara
WEEKEND
4
2
1
6

SAVAGE
1/2
1/4
1/6
1

Geometric
Mean
1.682
1.189
1
2.632
6.503

Normalized
Weight
0.259
0.183
0.154
0.405

These studies show that two brands provide the best quality products relative to the other used:
Max Mara WEEKEND (0.512) and MARC CAIN (0.329). The most recognizable brand among the
studied is MARC CAIN (0.461). The best advertising support is also provided by the MARC CAIN
brand (0.407). The lowest price is from the manufacturer of clothing SAVAGE (0.405), the highest
price is from the manufacturer Max Mara WEEKEND (0.154).
To determine the preferred alternative, it is necessary to multiply each normalized alternative
assessment by the corresponding normalized weight of the criterion and summarize the results for all
criteria for each brand. The alternative that has got the highest overall score is the preferred brand
(Table 7).
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Table 7 – Defining a Preferred Alternative
Criteria/
Want objectives

Normalized
Criteria Weight

Quality
Brand
recognition
Advertising
support
Price

0,353

Criteria/
Want objectives
Quality
Brand
recognition
Advertising
support

Normalized
Criteria Weight
0,353

Price

0,483

Criteria/
Want objectives
Quality
Brand
recognition
Advertising
support

Normalized
Criteria Weight
0,353

BRAND

Normalized
Alternative Score

Total Score

GERRY WEBER

0,647
0,211
0,483

0,647
0,211

0,647
0,211

Price

0,483

Criteria/
Want objectives
Quality
Brand
recognition
Advertising
support

Normalized
Criteria Weight
0,353

Price

0,483

0,647
0,211

0,099
Medium quality clothing
High brand recognition
0,231
Franchisor advertising support
The average unit price (in a
0.272
purchase) $113
0.259
MARCCAIN

0.035
0.149
0.057
0.125
0.366

Normalized
Alternative Score
0,329

Total Score
0.116

0,461

0.298

0.407
The average unit price (in a
purchase) $290
0.183

0.086

High quality clothing
High brand recognition
Franchisor advertising support

MaxMaraWEEKEND
Top quality clothing
High brand recognition
Weak advertising support
The average unit price
(in a purchase) $468
SAVAGE
Medium quality clothing
Low brand recognition
Weak advertising support

0.088
0.588

Normalized
Alternative Score
0,512

Total Score
0.181

0,231

0.149

0.174

0.037

0.154

0.074
0.441

Normalized
Alternative Score
0,058

Total Score
0.020

0,077

0.05

0.146

0.031

The average unit price (in a
purchase) $49
0.405

0.196
0.297

Thus, we found that the final values of the weighted estimates show that MARC CAIN (Total
Score: 0.588) most closely matches the expectations of customers who, even in difficult times, would
like to make the most successful choice in terms of price and quality (Figure 1).
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0,297

0,366

0, 441
0,588

GERRY WEBER

MARCCAIN

MaxMaraWEEKEND

SAVAGE

Figure 1 – Summary Weighted Estimates (Total Score)
The study will help create a positive customer attitude towards the brand-mark, which is constant
and increases consumer loyalty to the brand.
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