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FRANCHISING
IN INTERNATIONAL HOTEL BUSINESS

The features of franchising usage in the international hospitality industry are
disclosed. The basic factors in the formation of additional benefits of franchise
agreements in the hotel business are explored. The mechanisms of franchise relations
interaction are outlined. The permanent role of the hotel operator in solving problems of
the franchise agreement is explored. The mechanisms of allocation of financial and
organizational resources at in franchise agreement of hospitality industry are researched.
The features of franchise payments in hotels of different rank are highlighted. The features
of formation of franchise industry average size of payments in key hotel chains in the
world are investigated. The advantages and disadvantages as well as the main duties of
the franchisor and franchisee are systematized. The five criteria for success hotel business
organization that develop under the network name are highlighted. The features of
manchising usage as a classic symbiosis of management and franchising in hospitality
industry are disclosed. The first stage of manchising consists of permanent influence
of the main hotel operator on the development of hotels included into the network.
The second stage of manchising includes classic franchise agreement of hotel operator
and other hotels in its network. The prospects development of franchise relations in the
hospitality industry in the nearest future is forecasted. The unique experience in the regulation
of franchise relations in the hospitality industry is analyzed via the example of Ukraine’s
leading national hotel operator Premier Hotel and Resorts. The different examples of
implementation of specialized program «Compass» provided by this operator are proposed.
The above mentioned specialized program «Compass» is designed to further development
of the network of budget hotels under the single standards of franchise agreement.
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HUMENbHBIX NPeUMyujecms OusHeca Om BX0JXHCOEHUs. 6 2OCMUHUYHYIO CeMb HA OCHO8E
@panuaiizunea. OnpedeneHbl MEXaHUIMbL 83aUMOOECMEUS OCHOBHBIX CMOPOH (Ppanyati-
3UH208bIX omHowleHull. Ommeyena poib 20CMUHUYHOZ0 ONepamopa Npu 3aKI0YeHuu
@panuaiizuneo6020 002060pa. Packpvimer mexanuzmvl pacnpedenenus QUHAHCOBbIX
U OP2AHU3AYUOHHBIX PECYPCO8 NPU 3aKIIOYEHUU QPAHYALIZUH208020 002060pa 6 20CMU-
HuyHom OusHece. [Ipoananuzuposanvl 0COOEHHOCIMU OCYUEeCMBIEeH U PPAHYAUZUHLOBbIX
naamesicetl OJis 20CMUHUY PA3TUYHBIX Kamezopul. Onpedenenbl 0cobeHHocmu hopmupo-
BAHUSL CPEOHEOMPACNIEBbIX PA3MEPOS (PPAHUAUZUHCOBbIX Naamedcell sl KIOUeBblX 20C-
muHuuHbIX cemet mupa. CUCmemMamuzupo8ansl NPEUMyuecmed U HeOOCMAamKy, a MaKkice
OCHOBHbLE 00513aHHOCMU (hpanyatizepa u hpanyaiizu. Beideneno name Kpumepues ycneu-
HOCMU 20CMUHUYHO2O DU3HeCd, YYHKYUOHUPYIOWe20 No0 cemesbim umenem. Packpvimul
0COOEHHOCMU UCNONL30BAHUSL MAHYALBUHEA KAK CUMOUO3A MEHEOMHCMEHMA U KIACCUYec-
K020 (ppanyaiizuHea 8 20CMUHUYHOM OusHece. BvloeneHo nepsuynyo cmaouro MaH4ausuHed,
npu KOMOPoOM YnpasiieHue 20CMUHUYHbIM NPEOnPUSIMUEM OCYWeCmeasen YRpasisouas
KOMNAHUs, a4 MAKdce 8MOPULHYIO CMaouio, Ha KOMopou Ha4uHaem 0elcmeosams Kidac-
cuyeckuti 002060p hpanuaiizunea. OnpedeneHvl NepCneKmuesbl pazeunius QPanali3uHe08bixX
OMHOWEHUL 8 20CMUHUYHOM Ou3Hece 6 Onudcatiwel nepcnekmuge. Ilpugeden YHUKab-
HbLIL ONbIM  PeyIupo8aHus QpaHuai3uH08bIX OMHOUWEHUL 6 2OCMUHUYHOM OuzHece
Vkpaunvl na npumepe sedyujeco HAYUOHAILHO2O 20CMUHUYHORO onepamopa — « Premier
Hotel and Resortsy. [Ipoananuzuposanvl npumepbl 6HeOpeHUst IMUM ONepamopom cneyuaiu-
3UPOBAHHOU npocpammbl «Komnacy, npeoHasHaueHHol 015 OaIbHeuwe20 paseumus cemu
01000icemHbIX omejiell 8 pPaAMKAX €OUHbIX CMAHOAPMO8 Op2aHu3ayuu, 00beduHsoujell
npeonpusmusi YpaHuau3uHe08bLMU 002080PAMU.

Knwuesvle cnosa: (l)paH"Iaf/iBI/IHF, MaH‘IaﬁBHHF, MC)K,Z[YHapo,Z[HBIﬁ TOCTUHUYHEBII
6I/IBHCC, (l)paH"Iaf/'ISI/IHI‘OBLIC TUIaTCKU, MPECUMYIICCTBA U HCAOCTATKH (bpquaﬁera.

Background. Franchising as a system for transferring equipment,
materials, technology and brand gains particular importance and popularity
in the modern hotel industry. It stimulates global distribution of the
international hotel chains in the world, promotes development and inter-
penetration of the unified international business models, and establishes
common standards for the hotel services. Franchising in the system of inter-
national hotel chains is a connecting link that creates specific conditions
and unified parameters of business operation of hotels in the most countries
of the world [1].

Analysis of recent research and publications. Many researchers
contributed to the analysis of franchise development in the system of
international hotel business. In particular, specifics of the franchise
organization in the international hotel business are disclosed in the works
by A. A. Mazaraki [1], T. L. Tkachenko, M. V. Bosovskaya, M. G. Boiko,
N. L Vedmid, L. G. Luk’janova, T. T. Doroshenko, I. M. Minich [2-7]. The
problems of franchising business concept formation were considered in the
works by S. V. Melnichenko, L. S. Trofimenko, O. O. Gats, G. B. Timo-
shenko, V. P. Munin, [8-9] and others. The issues related to the franchising
system globalization in the market of hotel services are elaborated in the
works by V. V. Minenkova, A. V. Mamonova. However, the role of franchi-
sing in developing the system of international hotel business has not yet
been considered in detail.
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The aim of the article for that very reason the goal of this research
is to analyze the franchising system as the most common form of international
hotel business. Tasks of the research include analyzing the franchising
specifics in the international hotel business, reviewing the main aspects of
franchising relations and mechanisms for concluding a franchise agreement
in the hotel industry, assessing specifics of franchise payments, systema-
tizing advantages and disadvantages of franchising, assessing the main
obligations of the franchisor and franchisee, establishing criteria for success
in the international hotel business operations under the chained-brand name
and specifying the features of manchising as it is used in the international
hotel business.

Materials and methods. The materials of the article are developed
with the use of general scientific methods of dialectics, comparative
analysis, deductive synthesis, logical modeling, classification and typification,
system-structural analysis and scientific forecasting.

The results of the research. Modern hotel chains of the world are
based on the widespread use of franchising mechanisms in their activities.
They are attractive because they form unified, globalized, integrated and
proportional relations between a franchisor and a franchisee and have a high
level of organizational transparency and sustainable activities, as well as the
advantages of mutually beneficial systemic connections for efficient allocation
of capital investments and enhancement of competitive advantages within
a particular franchise package. Additional benefits include potential for
establishing a wider system for selling goods and providing services within
a franchise and possibilities for faster market entry the with minimal risk
for all stakeholders [5—6].

Nowadays the hotel franchising becomes one of the most effective
business models in the hotel market as the hotel (or group of hotels) owner
may join the greater chain, which successfully functions in the hospitality
industry, has its own brand, internal servicing standards, technological and
structural-organizational specifics [4-5].

Franchising is effectively used in the international hotel business
practice. A franchisor and a franchisee are the parties of franchising relations
at the national and international levels. The former creates a successful
product in the system of international hotel business, for example, provides
a special style of a hotel or a restaurant functioning, while the latter
acquires this opportunity by paying royalty. Franchisee in this case remains
the rightful owner of his business financing its organization at his own cost
(unless otherwise is specified in the agreement) [1-2].

The hotel operator signs an agreement with the hotel owner to acquire
the right to use the brand for promoting and managing sales on behalf of the
operator and to apply the internal service standards. Such agreement is valid
for 7-20 years. In signing the contract the operator receives a fixed fee by
the formula «rate times the number of rooms» (the so-called ‘entrance fee’).
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The contract also provides monthly royalty fees, whose percentage varies
depending on the hotel rank. The owner performs operating activities
independently, but in some cases receives advice from the operator [8].

Franchise package of the hotel operator presents a confidential work
book (Intra net Page) and other operator’s documents covering procedures
and standards to be used by all hotel owners joining the group. This package
includes a minimum list of services, technological procedures and quality
standards, minimum requirements for organization of services and equipment,
a description of the organizational structure of the enterprise, positions and
competencies, forms of internal control and motivation of personnel,
marketing and financial sections, a pool of contracts, etc [10].

The hotel operator’s franchise package is based on the coexistence
and mutual complementation of several systems. Among them there is
a system of professional training, a system of control and accounting
(usually based on such software as 1C, Property management system, Cloud
PMSCloud), an efficient system of undercover and open surveillance,
a system of communication (calls, intranets, arrivals, round tables, briefings,
monthly reports), staffing system (round tables, determining the best
employees, internal initial training school, basic training programs), supply
system (central warehouse, pricing monitoring), consulting support).

The generally accepted practice of franchising payments in the inter-
national hotel industry includes an entrance fee (a fixed one-time payment
calculated depending on the number of the hotel rooms), royalties (calculated
as a percentage of room revenues), advertising fee (deductions for brand
name advertising), payment for the reservation and for the regular client
program [7]. Depending on the room revenues, the average size of franchise
payments may vary from 0,01 % to 13,62 % (9,85 % on average) for budget
hotels, from 4,84 % to 13,86 % (9,96 % on average) for medium-priced
hotels and from 1,93 % to 15,86 % (10,99 % on average) for full service
hotels (table).

The main obligations of the franchisor in the international hotel
business is to transfer exclusive rights relating to the subject of the contract
to the franchisee including the transfer of the necessary documentation,
know-how, organizational and commercial experience, etc., training the
franchisee in the area of business management. In turn, the franchisee is
obliged to use the name and/or commercial designation of the franchisor
specified in the contract and to ensure that the quality of the services
provided or the work performed corresponds to the declared quality of the
works and services provided by the franchisor, and also to inform the
customers of services in the most obvious way that he uses the brand name,
commercial designation and trade name for the franchisor’s goods and
services [11-13].

A franchise agreement in the international hotel industry is a combined
contract covering various aspects of legislation and including various elements
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of a commercial concession contract. Among them it is worth specifying
license agreements (permission to use exclusive copyright objects), agreements
on providing various services (advisory, marketing, etc.), cooperation agree-
ments to achieve common business objectives, sales agreements (in particular,
agreements on advertising products, etc.), labor agreements, etc. [14].

Table
Franchise fees — full service hotels
Brand =~ 85 5~ 5 S 3 sS8| 28 §8 '%8
g aé E ;é 5 E 5 =) BE | Ee | 2 S
= < NS = Qqé
Westin 14,2 0,9 7,9 1,7 1,3 2,1 0,6
Hilton Hotels 13,3 0,9 5,8 1,6 4,0 0,3 1,0
Marriott 13,1 0,8 6,9 2,1 1,0 2,0 0,3
Embassy Suites 13,0 1,0 5,5 1,9 4,0 0,2 1,1
Holiday Inn 12,9 2,4 5,0 1,8 3,0 1,5 1,2
Radisson 12,7 2,5 5,0 0,8 2,0 3,8 0,8
Crowne Plaza 12,4 2,0 5,0 1,2 3,0 1,9 0,8
Doubletree Hotels 12,3 1,0 5,0 1,4 4,0 0,3 1,2
Hyatt Regency 12,1 0,8 6.8 0,8 0,0 0,3 3,9
Sheraton 12,1 1,6 6,5 1,5 1,0 1,6 1,1
Wyndham 11,9 1,1 5,0 1,1 3,0 1,8 0,5
Intercontinental Hotels 11,5 0,9 5,0 1,0 3,0 1,8 0,3
Luxury Collection 11,3 0,7 5.8 1,7 1,0 1,4 0,6
Renaissance 11,2 1,1 5,0 1,9 1,5 1,7 04
Autograph 10,8 0,5 5,0 1,6 1,5 1,9 0,3
Le Méridien 10,6 0,7 5,4 1,8 1,0 1,4 0,5
Ascend 7,7 1,2 4,0 0,4 2,5 0,3 0,3

Reference: HVS Hotel Franchise Fee Guide, 2014/2015 [11].

In addition to traditional franchise agreements, a number of hotel
operators in Ukraine effectively developed and implemented the so-called
«manchising» (combination of words ‘management’ and ‘franchising’). Its
specificity suggests that a hotel owner attracts an international hotel operator
for entire management and control of the enterprise in the initial period of its
development until the hotel provides sustainable operational results. According
to experts, this period lasts about five years [15]. After expiration of the special
period of the agreement, it continues to act as a traditional franchise agreement
in the hotel industry, which means that the hotel owner assumes responsibility
for managing his business independently while retaining the brand of the
operator for which the annual royalties are paid. Despite changing the hotel
management model nothing else affects specificity of it’s functioning.
Manchising is especially beneficial for young companies, as it provides
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them with comprehensive experience in the hotel management, assists in
launching new brands and, in addition, offers the opportunity to exercise
operational control over the activities of the hotel in the first years of its
existence, while the brand is establishing and strengthening its reputation
in the market. Such agreements also provide certain preferences to their
owners: they allow reducing the costs of the object operation after having
acquired sufficient experience in its management, they can freely combine
in time management depending on the concluded agreements, facilitate the
development of partnership relations between the hotel operator and the
owner of the hotel by freely using the competitive benefits of all subjects
of the manchising agreement. Implementation of the so-called manchising
agreements also proves that the international hotel chains in Ukraine are
beginning to trust the managerial capacities of the national hotel owners.

«Premier Hotel and Resorts» is the first in Ukraine national operator
providing comprehensive and ready franchise solutions in the hotel industry.
It works mostly with the chain of budget hotels offering affordable
accommodations and guaranteeing high quality of services and facilities.
By using a special software «Compass» designed by the Premier Palace
Hotel and Resorts the budget hotels receive additional opportunities to
promote in the chain website a unified system of messaging on a single
template, to participate in the chain loyalty programs (Premier Award,
Premier Club), to promote and sell their products through smart phones, to use
unified layouts for chain printing and consumables (letterheads, business
cards, envelopes, questionnaires for hotel customers, presentation
templates, model transport arrangement documents, fact sheets, pens,
papers, door-plates, directory templates etc.). Proactive sales policy, access
to corporate and tour operator partners, establishment of sales channels
(thanks to on-line reservation, sales through Global Distribution System
with own chain-code UA, through Internet Distribution System, through
shared database of the Central Sales Department and others) is a significant
advantage for the franchisee.

Specialists and practitioners generally specify five criteria for
successful operation of the chained-brand name hotel [2; 5; 9]. They include
the complete acceptance of the franchisor vision, goals and values in
business, trust and respect for the franchisor, and in turn, franchisor’s growing
attention and trust to himself, the adoption of clearly established rules and
responsibilities described in the agreement, observance of operational
procedures and management standards set by the franchisor, integration into
the chain by introducing new ideas into business and consistently attracting
new efforts to conduct international business.

However, along with the evident benefits of a franchise agreement
for the hotel owners, there are a number of shortcomings. Among them,
according to the apt remark of the business analysts and hoteliers practi-
tioners [11-13] there is some limitations in implementing own ideas (which
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in part conflicts with the national mentality of the country where the hotel
is located). Also, there is a certain restriction in the use of the hotel operator
resources, as the staff policy of the hotel remains under the competence of
the owner. The lack of motivation rewards significantly complicates the work
of the franchisee since operating costs are not under the financial control of
the hotel operator. The franchisee cannot withdraw from the international
hotel chain quickly, because the agreement is signed for a more or less
prolonged period, while re-equipment of the hotel for the new standards of
service takes a lot of time. The need for cooperation with other franchisees,
including not only organizational but also financial aspects is a significant
disadvantage for the hotel owners in the chain. And to cap it all, the
franchisee remains closely and directly dependent on the financial stability
of the franchisor and the reputation of his trademark for the entire duration
of the agreement.

Conclusion. As Stephen Rushmore, the Hospitality Valuation Ser-
vices (HVS) founder, smartly remarks: «Most hotel employees understand
that growing competence in the modern market requires essential franchising
support... moreover, franchising mitigates risks of extended payback period
of capital investments» [11]. Indeed, the practice of franchising in Ukrainian
hotel business of Ukraine convincingly proved its high commercial efficiency.
The interest in franchising among the hotel operators and individual owners
is growing every year, since the franchise agreement significantly reduces
business risks, contributes to the company’s image, attracts a wide range of
clients, and contributes in the growth of sales volumes on the domestic and
international markets. The development of franchising is one of the most
effective forms of support in the international hotel business in Ukraine.
Research of organizational, economic, legal and financial-commercial
specifics of its functioning in the hotel and restaurant sector is the ground
for further scientific research in this area.
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Trkauenko T., Cioneuvka I, I'naokuii O. @panuaiizunz y mixcuapoonomy
2omenbHomy OizHect.

IHocmanoexka npoonemu. @panuaiizune K gopma 0Oi3Hecy, WO pPO36UBAEMBCS
WBUOKUMY MeMNamu, Habyeac 0coOAUB020 3HAUEHHSI MA NONYJAPHOCI 8 20MENbHOMY
Oi3neci na mepenax Yxpainu. Opanyatizune 6 cucmemi MidCHapoOHUX 20MeNbHUX MePedc
€ MIEH NOEOHYIOUOIO JIAHKOIO, WO CMEOPIOE cheyuiuni ymosu ma YHIQiKosani napa-
Mempu 0in080I akMUGHOCMI 20meie OiILWOCMI Kpain ceimy.

AHaniz ocmanHix O0ocnidxcens i nyonikauin. Bueuennro npobiemMHux numats
PO36UMKY (Ppanyati3uney 8 CUCHeMi MIdXCHAPOOHO20 20MeNbHO20 Oi3Hecy NPUCEAUEHO
npayi 6azamvox yyenux. Ocobrugocmi opeanizayii hpanuarizuney 6 cepedosunyi MidcHa-
POOHO20 2omenbHo2o bisnecy poskpusaiomvcs ¢ pooomax T. Tkauenxo, M. bocoscvkoi,
M. Boiixo, H. Beomios. [Ipobnemu ghopmyeants OizHec-koHyenyii (hpanyaiizutey po3ensioanu
y ceoix npaysax C. B. Menvnuuenxo, JI. C. Tpogpumenxo, O. O. lay, I. b. Tumowenko,
B. IT. Mynin, X. H. Poenee ma in. Iumanns 2nobanizayii gppanuaiizunzoeoi cucmemu Ha
PUHKY 20MeNbHUX NOCAye niditimaromscsi 8 pobomax B. B. Munenkosoi, A. B. Mamonogoi.
Oonaxk, ponv (hpanuatizuney y QopMyeanHi cucmemu MidCHApOOH020 20MeabH020 Oi3Hecy
e 0emanvHo He po32na0aiacy.

Memoto danoco 0ocniddiceHHs € auaniz cucmemu Qpanuaizuney K Hauoiib
PO3NOBCIOOANCEHOI (hOPMU MINCHAPOOHO20 20METbHO20 DI3HEC).

Mamepianu ma memoou. Mamepianu cmammi po3poOnieHo HA OCHOBI GUKOPUC-
MAaKHA 302ATbHOHAYKOBUX MEMOOi8 JiaNeKmuKY, NOPIGHANbHO20 AHANIZY, 0eOVKIMUBHO20
cuUHmesy, N02IuH020 MOOETO8AHHSA, Klacugikayii i munizayii, CUCTeMHO-CIPYKIMYPHO20
amanisy, Hayko8020 NPOSHO3)8AHHSI.

Pesynomamu docnioxcenns. Posxpumo ocobausocmi GUKOPUCIAKHS (DpaHUATiZUH2Y
8 MIJICHAPOOHOMY 20menbHOMY Oi3Heci. Bucgimieno OCHOBHI YUHHUKU (DOPMYBAHHS
0o0amkosux nepesaz 0OizHecy 6i0 6X00XHCEHHS 00 20MENbHOI Mepedci Ha OCHOBI (paH-
yatizuney. OKpecieHo MexaHizmu 63aemMooii OCHOBHUX CMOPIH (DPAHYAIBUHEO8UX BIOHOCUH.
Hazonoweno ma poni comenvnoeo omnepamopa npu YKIA0aHHI QpaHuati3uHe08020
0o2osopy. Poskpumo mexarnizmu po3nodiny ginancosux ma opeanizayitiHux pecypcie npu
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VKIAOAHHI (PPaHUatizune08020 002080py 8 comeabHoMy bisneci. [Ipoananizosano ocoonu-
socmi 30TlICHEHHS (DPAHUATIZUHLOBUX NAAMEINCI8 OISl 20Mei8 PisHUX Kamezopiti. Busnaueno
0coOaUB0OCMI (POPMYBAHHS CEPeOHbO2ANY3E8UX PO3MIPIE DPaHUAUZUH208UX NIAMEINCIE
01 Ko408ux 2omenvHux mepexc ceimy. Cucmemamu3osano nepegazu ma HeOONiKu,
a makoodic OCHO8HI 0008 a3Kku @panuaiizepa i panuaiizi. Budineno n’sme kpumepiis
VCRIWHOCMI 20MelbH020 0i3Hecy, wo (QYHKYioHye nid mepedicegum im’am. Poszxkpumo
0COOIUBOCMI GUKOPUCMAHHSA MAHYAU3UHZY AK CUMOIO3Y MEHeONCMEHMY i KIACUYHO2O0
@panuaiizunzy 6 comenvHomy 6isneci. Buoineno nepsurny cmaoiio MaHuati3uHzy, npu SKomy
VAPABAIHHS 20MENbHUM NIONPUEMCTNBOM 30IUCHIOE YNPAGAAYA KOMHAHIA, A MAKodIC
6MOPUHHY CmMaOdito, HA AKIL NOYUHAE OiAMU KIACUYHUL 00208ip (panuaizuHey.
Oxpecneno nepcnexmusu po3eumxy Qpanyanzuneo8ux 8iOHOCUH V 2omenbHoMY Oi3Heci
6 Haubauxcuili nepcnexmusi. Hasedeno yuixanvuuili 00cgio pe2yntosants Gpanuai3uneo-
8UX BIOHOCUH 6 2omenbHOMY Oi3Heci YKpainu Ha npukiadi NPoGIOH020 HAYIOHAILHO2O
eomenvbHo20 onepamopa — Premier Hotel and Resorts. I[lpoananizosano npukiaou
3anpPOBAOICEHHS YUM ONEpamopom cneyianizosanoi npocpamu «Komnacy, npusnauenoi
07151 HOOANILULO20 PO3BUMKY MEPEHCT OI00AHCEMHUX 20MENI8 8 PAMKAX EOUHUX CIAHOAPMIE
opeanizayii, wo 00 €OHy€E NIONPUEMCIEA 34 (PPAHUALIZUHEOBUMU 002080PAMUL.

Bucnosku. Ilpaxmuka 3acmocyéanHs Qpanuati3uney 6 2omenvHoMy 0i3Heci
Yxpainu nepexonniueo dosena iioco 6ucoxy xomepyiuny egexmugnicmv. Inmepec 00
@panuaiizunzy ceped 20menbHUX ONepamopis ma OKPeMux 61aCHUKI@ 3pOCMAE 3 KOMCHUM
POKOM, OCKINbKU 6e0eHHs Oi3Hecy HA OCHOBI 0020680py (PpaHwiuzu Cymmeo 3MEeHULye
RIONPUEMHUYBKT PUBUKU, CHPUSE 3POCHAHHIO IMIONCY KOMNUAHIL, 3AIYYEHHIO WUPOKO20
KOAQ KNEHMI8, 3POCMAHHIO 00CS2I8 NpodadC HA GHYMPIUHLOMY MA MINCHAPOOHOMY
punkax. Pozeumox @panuaiizuncy — 00Ha 3 HaUObUL epexmusHux Gopm 6edeHHs
MIDICHAPOOHO20 20menbH020 Oi3Hecy 6 Ykpaiui. Buguenns opeanizayitiHux, eKOHOMIKO-
npasosux ma QIHAHCOBO-KOMEPYIUHUX 0CODIUBOCIEN 020 3ACMOCYBANHS 8 20MENbHO-
pecmopantiti cghepi € 0cHOB010 0151 NOOATLULUX HAYKOBUX NOULYKIB Y YbOMY HANPAMI.

Kniouoei cnoea: dppanyaii3uHr, MaHYa3UMHT, MDKHAPOIHUH TOTENBHUN Oi3HEC,
(paH4ali3WHTOBI IJIaTEX1, TIepeBark i HeAOMIKH (PpaHYa3UHTY.
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