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Introduction

Transformation of the political process into the political market determines the growing 
role of market technologies in organizing of political campaigns. It means a growing need 
to study the political market (marketing research) and promotion of goods by means of 
communication (advertising). Accordingly, we can transfer to political realities such as 
modern marketing categories as “franchise” and “franchising” and consider them in the 
context of a charismatic strategy of creating a political image.

Political franchising is the technology of transferring political charisma from one politician 
to another. In general, charisma is a set of special features of a politician, through which one 
can explain his special right to power. At the same time, charisma can be transferred to other 
objects. We can consider the traditional for the Christian church ritual of the laying on of 
hands. By ordaining a candidate for the priesthood, the ritual participants impart to him a part 
of “grace,” that is, essentially charismatic qualities.
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By analogy, a politician can also share part of his own charisma towards other people who 
may be his allies or just like-minded. In fact, a similar effect of the charismatic technology 
of creating a political image is realized in the technology of “political franchising,” which 
is based on the transfer of the properties of the political image from one political object to 
another. In essence, franchising is the transfer of “someone else’s charisma” to another object, 
as a result of which this object acquires specific features.

The franchising instrument of political marketing

In general, franchising is based on a marketing concept that can be adopted by an 
organization as a strategy for business expansion.

The word “franchise” is of Anglo-French derivation from “franc,” meaning “free,” and 
is used both as a noun and as a (transitive) verb. For the franchiser, the use of a franchise 
system is an alternative business growth strategy, compared to expansion through corporate-
owned outlets or “chain stores.” Adopting a franchise system business growth strategy for the 
sale and distribution of goods and services minimizes the franchiser’s capital investment and 
liability risk.

The growing role of brands in the industrial production of economically developed 
countries has turned the association of small producers of homogeneous goods into a single 
network. This task was successfully solved by creating a single multi-brand, which gave 
permission (franchise) to small producers, who maintained economic and legal autonomy but 
transferred to the owner of the brand functions of marketing and advertising.

Using marketing instruments for political campaigns includes franchising as a universal 
political brand for local and general elections. We can imagine a modern political party as 
a brand that included local “partners” and national franchisers. Recent analyses point to a 
series of changes that appear to characterize the parties of the classic Western systems. The 
puzzle is that the most dramatic of these changes point in contradictory directions. Thus, 
most parties in developed systems are facing sharply declining memberships while individual 
party members are winning increased decision-making power, especially on crucial personnel 
choices. At the same time, party leaders, especially those of the party in public office, have 
enhanced their power and autonomy by increasing their dependence on outside professionals 
such as pollsters and media experts (Carty, 2004: 5). By joining a nationwide political project, 
local politicians act as a kind of “political distributor” on the ground, representing the party’s 
interests and using a powerful brand to carry out their own political tasks.

The links between different levels of the party change in nature, becoming a relationship 
between the “central office” (production of ideas, image creation, advertising campaign, 
positioning in the political space, etc.) and regional offices (team building, recruitment, 
financial solutions, tasks, the formation of election headquarters, ensuring the conduct of the 
election campaign).

In general, franchising as a marketing technology is “granting a license to trade or 
manufacture goods and services under a trademark (brand) in a strictly defined market. 
Franchising as a network scheme of business reproduction based on the use of the brand 
is one of the main mechanisms through which the global unity of business practices and 
everyday consumer standards in the modern world, the relative “longevity” of trademarks” 
(Filippov, 2009: 22).
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The key aspect of production is not a commodity but a symbolic aspect associated with 
the brand. The brand is a set of associations of public consciousness. A successful brand is 
a certain, socially significant idea. In the modern world, the brand is more important than 
goods.

The economic model of franchising ensures the appropriate use of resources of small 
producers of homogeneous products or services. The franchise scheme allows you to enter the 
national advertising market, to act under a powerful brand (which allows you to start a new 
business not to start from scratch, but to have a certain basis in the form of public perceptions; 
in addition, a powerful brand is a means of balancing risks and overcoming crises).

However, the franchise scheme’s potential opens new opportunities and prospects for its 
use in other, alternative areas of public relations. For example, it can be a phenomenon of 
“educational franchising” form of doing business with the transfer of rights to sell educational 
services on behalf of the franchiser (Kovalenko, 2004: 3).

In this case, educational franchising is the creation of an extensive system of branches of 
well-known universities in different regions of the state, operating under the same name and 
according to standardized operation principles.

There are different positions on the possibility of using the concept of franchising to 
describe the political process. E. Lassan considers the concept of “political franchising” as 
one of the “economic metaphors” to denote the process of finding “political patrons.” This 
metaphor reflects the growing role of marketing in modern society but does not describe 
real political phenomena (Lassan, 2010: 30). The different position for describing political 
franchising is declaring its a political model of party constructions. In general, the use of 
marketing technology in politics remains tabooed for publicity. If franchising is always 
declared and enshrined in the relevant documents in the economic sphere, then in politics, 
franchising models are never publicly recognized. However, this does not mean that it is 
impossible to apply the concept of franchising to descriptions of modern political phenomena.

This phenomenon was facilitated by a number of social conditions:
1. The growing role of the media, especially audiovisual. Every political party must 

be represented in the national communicative space, which can be realized only on 
the basis of a strong party center.

2. The lower level of ideology of political parties. The political subject is transformed 
from an ideological expression of the interests of social groups (classes, ethnic 
groups, professional communities) into a tactical union of elites, created to gain 
and retain power.

3. The growing role of political leaders as “faces” of political parties. Modern 
political parties transform from an ideology union of confederates into a group of 
peoples who believes the leader.

“A comparison of party “franchise contracts” ought to provide a more unambiguous basis 
for developing typologies of party organization and activity than those that rely on differing 
programmatic appeals, social bases, or origins in particular historical moments. Tracking 
changes in franchise structures over time will help identify just how and how much party 
organizations have changed and evolved in response to changes in their institutional and/or 
socio-political environments. Unlocking the puzzle of party organization is a central issue 
for understanding democratic politics, and franchise models provide an important key to the 
puzzle” (Carty, 2004: 24).
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Construction of political charisma

Charisma is a specific situational political technology that has a significant effect. At the 
same time, the charismatic basis of leadership opens up opportunities not only to create an 
image but also to turn it into a kind of symbolic capital that can be transferred to other objects. 
This effect opens up opportunities for new political technologies, which are becoming 
particularly common in modern world politics. In particular, charisma can not just be created. 
It can be produced and sold, turning it into a certain political “commodity,” which, in turn, 
can be the object of mass demand and consumption.

The transformation of the political process into a market determines the growing role 
of market technologies in organizing political campaigns. As noted above, charisma can be 
transferred to other objects.

By analogy, a politician can also share part of his own charisma towards other people 
who may be his allies or just like-minded. The similar effect of the charismatic technology 
of creating a political image is realized in the technology of “political franchising.” This 
technology is based on the transfer of the political image from one political object to another. 
In essence, franchising is the transfer of “someone else’s charisma” to another object.

The technology of political charisma transferring is difficult to implement. It can be used 
the concept of “pseudo-charisma” to denote the situation of staging the bureaucracy of the 
crisis and overcoming it through the connection of a charismatic leader (Freik, 2003: 6). The 
technology of creating political charisma involves staging two main aspects of charismatic 
domination: the leader’s personality and the situation in society, which must be “corrected” 
by the leader. The implementation of this strategy should be ensured by the controlled media, 
which are designed to provide support to the government through the representation of 
meanings.

This creates a basis for distinguishing between true and fabricated artificial charisma. 
The main characteristic of true charisma is the focus on social change. True charisma is 
focused on revolutionary social transformations, while pseudo-charisma only mimics social 
transformations, leaving the political system unchanged.

Accordingly, the form of pseudo-charisma is systemic political forces (parliamentary 
parties, legal, political associations, etc.), while true charisma is realized through the so-
called “anti-system parties.” Charismatic leadership often arises in the weakness of existing 
political parties (Freik, 2003: 15). 

Charismatic leadership is formed as an alternative to traditional ideological parties in the 
modern world of media cartoons and the personification of politics.

The biographical narrative in political franchising

The biographical narrative of a politician can organize the construction of political 
charisma. In general, a narrative, story, or tale is any account of a series of related events or 
experiences, whether nonfictional (memoir, biography, news report, documentary, travelogue, 
etc.) or fictional (fairy tale, fable, legend, thriller, novel, etc.). Narratives can be presented 
through a sequence of written or spoken words, still or moving images, or any combination 
of these. The word derives from the Latin verb narrare (to tell), which is derived from the 
adjective gnarus (knowing or skilled).
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Along with argumentation, description, and exposition, narration, broadly defined, is one 
of four rhetorical modes of discourse. More narrowly defined, it is the fiction-writing mode 
in which the narrator communicates directly to the reader.

The transition to the era of mass media dominance in political communications has led to 
the transformation of election discourse into media discourse, which accordingly affects the 
formation of modern political narratives. Therefore, the main object in the study of political 
narratives is the media and other mass culture objects.

The basis for compiling a biographical narrative in politics is the creation of a “model 
biography,” close in structure to the structure and pathos of the heroic myth, which, in particular, 
captures the most important events in the life of a mythical character (e.g., a descendant of a 
deity and mortal man). This myth suggests that the hero’s life serves as a model to follow and 
is a source of life wisdom and moral guidance for other members of this society.

All heroic myths include the following elements-episodes: 1) a miraculous birth; 2) trials 
by older relatives or demons (initiation); 3) search for a wife or marriage trials; 4) fighting 
monsters and other feats; 5) the death of the hero.

Accordingly, acting as one or another variation of the heroic plot, the biographical narrative 
performs a presentation function and plays an important role in creating a politician’s image. 
Paradoxically, successful politicians are usually people who know how to tell stories: “The 
best way for a politician to describe his position, his beliefs, is to convey his ideas in the form 
of history” (Sheigal, 2007: 90).

Thus, the biographical narrative in politics is a story about a politician’s life, which 
represents him as a heroic figure and thus becomes the basis for the candidate’s image strategy.

Simultaneously, the essence of a biographical political narrative is not limited to the 
heroization of a political figure.

Combining himself with history, the politician appears in the political discourse as an 
expression of certain ideas rooted in the historical process, through the appeal to which the 
election strategy is implemented.

The political narrative is one of the main forms of political communication. In terms of 
content, the political narrative is a modern variation of the traditional folklore-narrative form 
of communication. A political narrative is a structured, orderly form of presenting political 
information, designed to explain certain politically significant events to the public.

The analysis of political narratives opens perspectives in studying the political-
communicative process’s main ideas, the direction and intensity of political discourse (in 
particular, to discuss key issues of society), the positions of key political players on certain 
key issues.

The most important aspect of political narrative, which distinguishes it from other textual 
forms of social communication, is its immersion in conditions of polyphony and pluralism, 
which leads to a situation of constant interaction (and discussion) with other narratives. 
Accordingly, the analysis of the political narrative provides a comprehensive immersion in 
the studied political discourse.

Because the narrative is meaningfully connected, the latter can relate to a variety of social 
objects, including political phenomena. The essential difference of the narrative, as a form 
of dissemination of information, is its integrity. Narrative acquires its meaning only as a 
complex combination of words, sentences, ideas. In a general narrative, analysis is based 
on the fact that in terms of social communication, the unit of analysis can not be words, 
sentences, or phrases because they do not contain some useful information.
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The general scheme of political narrative using can be explained as construction of 
charisma with biographical facts using for political promotion. It it the construction of 
symbolical capital for using in elections and sharing with other politicians in a political 
franchising mechanism.

Political franchising in modern Ukraine

Political franchising is one of the most popular technologies of party buildings in modern 
Ukraine. Ukraine has not such a long tradition of democratic election because of the totalitarianism 
of the USSR. The modern party systems of Ukraine include more than 100 political parties, 
which play a low role in public politics. The Ukrainian party system is weak and chaotic.

The process of formation of Ukrainian political forces had its own peculiarities. For 70 
years, there was a mono-party system both in the Soviet Union and in Ukraine. The multiparty 
system was restored in the late twentieth century. The peculiarity of the names characterizes 
the process of the party building in Ukraine; the odiousness of the figures of leaders (some 
of them managed to create several parties); a difference of programs, ideologies; a radical 
change of names; pro-Russian orientation of a number of political forces; associating the 
leader with a party he has never led; the world’s only anarchist political force, buying and 
selling and, finally, an unformed party system. During the years of independence, there were 
almost 300 parties in Ukraine (Bevz, 2014).

Franchising technology is especially popular in politics at the level of the local election, 
where political forces on a regional scale are forced to act, staying away from the general 
political discourse. The franchising mechanism allows reaching the level of discussion of 
general political problems. For example, a candidate for mayor, representing at the same time 
a well-known political force (or acting as a “proxy” of a well-known politician), can rely on 
the authority of the national party leader, the social base of the political force, to implement 
its own advertising campaign in the national context.

In general, the brand as an ideological and symbolic entity is very unstable and can be 
destroyed as a result of a serious political crisis, scandal, the spread of rumors and gossip, 
the direction of powerful “compromising” information flows, and so on. Accordingly, the 
franchise scheme turns politicians hostage to their own brand.

Political franchising is rapidly developing in Ukraine.
Thus, it should be noted that in the current conditions of political market development, 

franchising schemes of building political parties (or other political actors) are becoming 
more common, during which political forces unite around a powerful brand, based on which 
the tasks of gaining support are realized. and obtaining representative mandates. Under 
the franchise model of building political structures, the whole essence of the relationship 
between different political levels is reduced exclusively to the principles of efficiency and 
optimization of expenditures and revenues. Accordingly, it transforms political forces into 
amorphous entities organized to convert capital into political dividends, which becomes the 
dominant factor in the functioning of political parties with the growing political role of the 
media, personalization, and visualization of the political process.

There are different forms of political franchising technologies in modern Ukraine.
1. Construction of political parties named after politician. For example,  there were 

personal parties of Y. Tymoshenko, P. Poroshenko, O. Liashko. These parties are a 
mechanism of transformation of personal popularity in political rating.
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2. The party can be named after a TV show as a party “The servant of the people,” 
which was organized by the president of Ukraine V. Zelenskyi. This party won 
the general election 2019 in Ukraine and converted the personal popularity of V. 
Zelenskyi into the biggest fraction of the Ukrainian parliament.

3. The party can also be a construction of local political elites to united their ratings 
into one result. It can be a local political project for a region or a city. In this case, 
a political franchise cannot be personal.

Ukrainian politics is still unstructured and unformed. It means that parties exist one more 
than two election campaigns. Then the political field will be reconstructed, and new parties 
will be formed. In this case, political franchising technology can be the best way to organize a 
new political party for popular lieder with a strong biographical narrative and charisma. Other 
politicians can join this political project for one or two elections.

The way of political franchising in Ukrainian party building is an example of the beginning 
of political pluralism in the medium’s age. Traditional democratic political institutes are not 
constructed in Ukraine because of totalitarian influence. And the modern political institute’s 
contraction transformed into a media project making. “The strength of the franchise model is 
that it recognizes that the strategical impulses of polities work unevenly over space and time 
and it provides a framework for ordering very diverse organizational solutions to the party-
building challenges that politicians face” (Carty, 2004: 24).

Conclusions

The results of our research are as follows.
1. Modern image technologies are designed to generate charisma for a politician, 

which, in fact, becomes a pseudo-charisma. It means an information technology 
construct for political influence.

2. The peculiarity of modern image technologies in politics is that the image created 
for one political entity can be transferred to other entities within the framework 
of “political franchising” technologies. This political technology of informational 
influence means that the image created once can be attracted to another politician 
through “transfer” in the form of joining a political force or mutual support.

3. The narrative serves as an ideological basis for building an image as a holistic 
formation, in which biographical history is the basis of history-based views.

4. The image of a popular politician or political party can be used by a less 
popular politician who joins them and gains some of the popularity through 
such connections. Franchising creates a kind of information field that influences 
politics by transferring a particular politician’s features to a political party or other 
politicians.
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