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Formulation of the problem. Among the direc-
tions of implementation of the strategy of sustainable
development of the regions the special place belongs to
the concept of eco-marketing. However, the current
global and domestic experience of introducing elements
of environmental marketing into the processes of ma-
naging the socio-economic development of regions is
not systematic, since in most studies the focus of envi-
ronmental marketing focuses on the promotion and pro-
motion of products with environmental characteristics.

However, the concept of eco-marketing is much
broader and, on the one hand, encompasses activities for
the formation of consumers' environmental needs, pro-
duction and promotion of eco-products, and on the
other — a special case of regional non-commercial mar-
keting, the purpose of which is to create a system of en-
vironmental management, environmental protection
environment and environmental safety systems [1].

Analysis of recent research and publications.
The current state of scientific development of environ-
mental marketing topics does not meet the practical
needs of the region in the restoration of ecological sys-
tems and the transition to sustainable development. The
general theory of marketing, developed in the writings
of foreign scientists (G. Armstrong, F. Kotler [1] and
others), was created on the experience of countries with
developed market economies and not adapted to domes-
tic conditions. Research by domestic authors on envi-
ronmental marketing is largely an analysis and synthesis
of foreign experience, and mainly on the marketing of
natural resources. Some studies that are directly or indi-
rectly related to marketing (S. Ilyashenko, O. Pro-
kopenko [2], V. Sabadash [3], M. Malchyk, O. Mar-
tynyuk [9] etc.), focused on the analysis of marketing of
environmental products, and only approach to environ-
mental issues, remaining within the scope of considera-
tion of the process of formation of environmental needs.

The purpose of the article is to identify possible
directions for the development of the region based on
the production of environmental goods through the use
of environmental marketing tools in implementing the
concept of sustainable development of the region.

Outline of the main research material. Among a
number of marketing concepts (improvement of produc-
tion, product concept, concept of intensification of com-
mercial efforts, traditional concept of marketing, con-
cept of social and ethical marketing), the latter, which
corresponds to the principles of sustainable develop-
ment and allows to harmonize the interests of producers
(profit), consumers and society at large (sustainable en-
vironmental, socio-economic development). The con-
cept of eco-marketing has emerged in its focus, which is
to focus production and marketing on meeting eco-
oriented needs and demands of consumers, creating and
stimulating demand for eco-friendly goods (products or
services) — cost effective and environmentally safe in
production, consumption and utilization. After all, for
the formation of voluntary environmental initiatives of
the region, enterprises and organizations, the develop-
ment of the concept of environmentally friendly produc-
tion, consumption of products and waste management,
it is necessary to modify the marketing complex and its
tools, taking into account the environmental factor.

The heterogeneity of scientific approaches to the
essence of environmental marketing is due to the differ-
ent attitude of specialists and scientists to this problem.
Some define marketing as management, others as the
concept, art and philosophy of business or as the market
orientation of a company. This diversity of views pro-
vides a wide choice of definition for both marketing and
environmental marketing. And O.V. Sadchenko, and
S.K. Kharichkov views environmental marketing
through "the prism of a defined system of concepts, each
of which focuses on one of the key factors of environ-
mental marketing". The authors highlight five concepts
of environmental marketing [4, p. 56]:

— marketing of goods and services, taking into ac-
count environmental standards and restrictions as the
most important factor of the environment;

— marketing of environmental goods and services —
a specific type of marketing caused by the emergence of
environmental needs of the population due to the deteri-
oration of the quality of life and increase the environ-
mental awareness of society;
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— marketing of natural resources and resources
(marketing of natural resources) — corporate type of en-
vironmental marketing, subject to local authorities and
national governments — legal managers of natural re-
sources located in the territories of regions and states;

— non-commercial type of environmental market-
ing aimed at preserving the human habitat and gene pool
of the biosphere, as well as taking appropriate measures
to reproduce disturbed ecosystems and individual com-
ponents of the natural environment;

— marketing environmental knowledge and tech-
nology — a kind of marketing ideas.

In our opinion, the most successful is the defini-
tion, which is based on the integration of marketing ap-
proach and environmental requirements of the region,
consumers, public, state and international organizations,
enterprises. From this point of view, eco-marketing is a
management function that organizes and directs the ac-
tivities of public organizations, state institutions, enter-
prises, related to the assessment and transformation of
consumer requests into environmentally-oriented de-
mand for goods and services that contribute to main-
taining quality and quantity. basic ecosystems that
satisfy the needs of both individuals and organizations

or society at large. In the system of managing the ba-
lanced development of the region, a prerequisite is the
consideration of the territorial factor in the implementa-
tion of the tasks, functions and principles of environ-
mental marketing. On the one hand, the territory from
the simple place of economic events becomes the seller
of goods and services, that is, an equal participant in the
market, and on the other hand, the region (part of the
territory) can be sold as an environmental commodity,
which has its value and environmental value. The region
is regarded as a coherent system and its advertising is
exploited by the environmental benefits of the area, such
as environmentally friendly sources of drinking water,
no air pollution, compliance with environmental stand-
ards, etc.

In this case, the environmental marketing of the re-
gions is aimed at attracting investments, development
and implementation of environmentally sound pro-
grams, projects, regional schemes to prevent the con-
sequences of likely environmental hazards [5, p. 121].
Moreover, the process of evolution of environmental
marketing in the region is inextricably linked with the
formation of environmentally conscious needs in the
market (Figure).
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Figure. Developing an environmental marketing concept for the region
(based on source [5])

In the existing ecological, socio-economic condi-
tions, the main tasks of environmental marketing of the
region include the tasks of formation and development
of the market of ecological goods in order to resolve the
contradictions between economic development and the
need to preserve and further improve the quality of the
environment. In addition, environmental marketing
tasks include: the formation of environmentally con-
scious needs in the market; creation of conditions for
preservation of environment; adaptation of production
to market conditions; development of competitive,
environmentally friendly products; intensification of
sales of environmentally friendly products; making
extra profit through greening production. Enterprises
seeking to be competitive and take advantage of en-
vironmental marketing have already realized the urgent

need for certification through the ISO 14000 series "En-
vironmental Quality Management".

This standard is the most influential standard in the
world. Its implementation is an important step towards
greening business. The "continuous improvement" con-
cept described in ISO 14001 promotes improvement at
all stages of the product or service life cycle. In June
1997, Ukraine approved international environmental
management standards (EMS as State Standards of
Ukraine (DSTU)). The use of them as voluntary for or-
ganizations and enterprises, regardless of their type of
activity and form of ownership, was introduced since
1.01.1998. towards customers. The company's products
should be designed to ensure environmental safety and
sustainable development. It should minimize the use of
non-renewable resources and be able to recycle [6].
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The product environmental tool includes the entire
environmental product life cycle, which includes, in
addition to production-related steps, all the previous and
subsequent stages of the product life:

— market research — first of all — the study of con-
sumer needs and demand for environmental products,
taking into account the dynamics of demand, its forecast
size, activity in the market competitors, the assessment
of existing competitors, consumer behavior, their pre-
ferences, attitude to environmental products;

— product design and development — it is at this
stage that the environmental characteristics of the pro-
ducts are laid, the environmental impact of the products
is assessed throughout the life cycle. At this stage, qua-
lity indicators of production are laid. Higher quality
goods last longer, refuse to work less frequently, are
easier to repair and typically use fewer resources when
operating. It is important to emphasize that any environ-
mental properties do not impair the quality and effi-
ciency of the product.

If this does not happen, the consumer must be
clearly explained. In terms of quality, products may dif-
fer as follows [6]:

1) high quality of usefulness of the products, which
is determined by its acceptability for consumption, con-
sumer value, durability, ability to service, appearance
and others;

2) high ecological quality of products, which is de-
termined by the production of natural materials, the ab-
sence of environmentally harmful substances, and when
used, consumed or operated by the absence of residual
materials that are harmful to human health and negative
impact on the environment;

3) high ecological quality of production, which is
determined by the level of minimization of the use of
materials and energy, replacement of scarce raw mate-
rials with raw materials that are in sufficient quantity,
replacement of energy sources, reduction of production
negative impact on the environment.

By the way, like the traditional ones, the measures
of the environmental marketing complex are formed on
the basis of situational analysis of market opportunities
and threats, as well as the strengths and weaknesses of
the enterprise. It is necessary to constantly analyze the
internal strengths and weaknesses of the region in terms
of environmental marketing: participation and assess-
ment of existing capabilities of enterprises (organiza-
tions) in solving regional environmental and economic
problems; the level of environmental friendliness of raw
materials used in the production of goods by the enter-
prises of the region; the level of ecodestructive environ-
mental impact of the enterprises of the region (produc-
tion process, waste, etc.); targeted management installa-
tions to address environmental issues; the image of the
businesses in the region in terms of consumers and the
general public, etc.
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The 1994 European Commission report "Economic
Growth and the Environment — Some Recommenda-
tions for Economic Policy" stated: "In our economy, de-
cisions are made on the basis of price signals. Because
consumers make purchasing decisions in line with price
changes, and companies determine product design, tech-
nological development and production process to a large
extent influenced by market prices, it is important that
these prices correctly reflect the full costs and benefits
for individuals and society..." [7, p. 26].

Considering the environment as a free asset is one
of the causes of environmental problems. At the same
time, pricing is one of the most effective tools of regu-
lation of environmental safety, a tool that influences
consumer behavior and provides a strong incentive for
innovation by private enterprises. In some countries of
the world (EU countries, Russia) prices for organic
goods are high enough and their purchase is not
available to most consumers.

In other countries (USA, Canada) production
and consumption of environmental goods is more
widespread. In addition, in these countries, green pro-
duction is supported by governments. For the most part,
nowadays, most environmental goods are more expen-
sive than conventional goods [8]. Almost everywhere,
pricing mechanisms do not reflect environmental costs,
so people begin to neglect the environment.

But if environmental and cost-related environmen-
tal costs, which include economic losses that occur
throughout the product life cycle, are taken into account
along with fixed and variable production costs, prices of
non-environmental or less environmental goods will be-
come higher. Today, there is every reason to believe that
this will soon be the case: if environmental costs were
fully taken into account in market pricing, then people
were more concerned with the environment. However,
on the other hand, it is not easy to get people to pay for
what they are used to using for free, especially at low
incomes.

However, pricing is one of the most effective tools
for eco-efficiency. The price reflects the qualitative
composition of the product offer taking into account the
environmental components, the level of demand taking
into account the environmental disadvantages, needs
and opportunities, the state of implementation (ex-
change) and consumption.

One of the main questions the company has to
answer is whether its pricing policy makes it an environ-
mentally friendly choice for its customers. The substan-
tiation, calculation and pricing of environmental pro-
ducts offered by the company include the appropriate
procedure and steps (Table 1).

In the classic version, in order to attract consumer
interest in products with improved environmental per-
formance and a gradual consolidation in the new market,
it is advisable to set reduced prices (or penetration
prices) compared to those of competitors or to their own
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prices, which sell the product in already developed mar-
kets. After generating demand for eco-friendly products,
developing a certain market share and forming a steady

clientele, businesses are trying to maximize profits by
gradually raising commodity prices to the level of other
suppliers' prices.

Table 1

The mechanism for calculating the price of environmental goods

(developed by the author based on source [10])

Stages of analysis

Contents of the stage

Goal setting and goals

Maximize profit. In Generating demand for environmentally friendly
products and gaining the appropriate share to hold market share

Demand determination

Upper price limit

Calculation of production costs

Lower price limit

Analysis of competitors' prices and goods

Prices and products of competitors

Choosing a pricing strategy.
Choosing a pricing method

Based on current prices at a given cost. Average cost + profit. Break-
even at target profit. The current price. Price based on operating effect.
Price based on market demand. Based on the tangible value of the goods

and others

Setting the final price option

The initial bid price

Setting the final price

Final sale price with discounts or surcharges

Adjusting the price of the goods

perties

Adjustment of the price of a product depending on the stage of its life
cycle, degree of competitiveness, environmental safety and useful pro-

The market is gradually saturated and the main
goal of the companies is to retain market share. To this
end, firms are taking all possible measures to prevent a
decline in sales and aggravation of competition, do not
allow excessive overestimation or undervaluation of
prices for their products [10]. From the point of view of
a completely rational approach to the selection of eco-
friendly products, consumers compare the benefit-to-
cost ratio of the environmental components to the costs
of purchasing and using them and favor the products
with maximum performance. This comparison can only
be made with other products on the market.

Often, even environmental concerns, consumers
are reluctant to pay an environmental cost premium. De-
mand is rising as the price goes up, but the 2% price
margin is below the consumer's awareness, so it is re-
commended to be bold. Consumers are not indifferent to
the environmental factors of commodities willing to pay
a higher price for them. The prerequisite of the con-
sumer's desire to pay a price premium for environmental
friendliness is to be informed about the environmental
friendliness of the goods (first of all, through their
marking), without which he will not be able to distin-
guish them from non-environmental counterparts, and
therefore he will not have to pay extra [11].

The environmental marketing communication sys-
tem is no different from the traditional marketing com-
munication system; by its nature it is always in sight and
encompasses a system of information events, persuasion
and reminder measures, stimulation, creation of a posi-
tive image, which are involved in shaping consumer de-
mand, public opinion and affecting the whole human
life, its values and lifestyle. The main elements of com-

munication are advertising, sales promotion, public re-
lations and personal selling (Table 2).

Table 2
Marketing communications in the environmental
marketing system (developed by source [10])
The element of mar-|  The goals of the company
keting communica-
tions
Advertising

Creation of ecologically safe
image of the goods; an image of|
a company that cares about
greening its own production and
the environment, reaching out to
potential buyers

Demand determina-|Encouragement of purchases,
tion promotion of the sales network
Personal sale Establishing long-term two-way
communications between pro-
ducer and consumer of environ-
mentally friendly goods
Achieving high environmental
reputation of the company

Public Relations

Advertising is an impersonal form of communica-
tion, which is carried out through paid media [9, p. 167]
and is one of the most effective tools in the attempts of
the enterprise to modify the behavior of buyers, to attract
their attention to goods with environmental characteris-
tics, to show the environmental usefulness of goods, to
create a positive image of the enterprise itself as envi-
ronmentally oriented. Advertising serves a variety of
purposes, influencing the economy, ideology, culture,
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social climate, education, attitudes toward environmen-
tal issues, and other aspects of contemporary reality.

However, its main, traditional purpose — to ensure
the sale of goods and profits to the advertiser [10, p. 167-
168]. The use of environmental brands in advertising is
one of the ways of shaping consumer behavior, which
would be in line with current economic and environmen-
tal realities. The American researchers E. Callenbach,
F. Capra and others [11] highlight five aspects that
should be emphasized in environmental advertising:

— priority of long-term consumer satisfaction over
short-term ones;

— priority of operating costs over initial costs;

— the priority of reliability, durability and safety
over the original attractiveness;

— possibility for reuse or recycling of products and
its packaging.

In this way, communication activities help to build
trust with manufacturers and their products, help to ex-
plain the content and importance of eco-labeling, which
is an advertising tool and can serve as a guide for con-
sumers when choosing products and increase the com-
petitiveness of goods.

Conclusions. Both external and internal factors
should be taken into account in determining possible di-
rections for the development of a region based on the
production of environmental goods (services). In turn,
the development of the market for ecological products
and services is one of the main factors for ensuring the
stability of the development of the economy of the re-
gion, makes it possible to solve economic, social and en-
vironmental problems in the complex.

Thus, addressing environmental problems in do-
mestic regions requires not only a gradual transition
from traditional means of establishing environmental
constraints, but also active use of environmental ma-
nagement and marketing tools, both at the level of stra-
tegic planning for sustainable development of the region
and in the economic activity of the enterprises of the re-
gion.

The existing lack of experience in applying the
concept of environmental marketing can be offset by
the use of external consulting, the study of foreign
experience and its adaptation to the conditions of the
Ukrainian economy, through the development of an en-
vironmental education system.
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BoJortina €. B., lllyouna O. B., HikosaeBa 10. B.
BuxopucraHHsi iHCTPYMEHTIB €KOJOTi4YHOr0 MapKe-
THHTY B peaJidalii KOHIEeNIii cTAaJ0ro po3BUTKY pe-
riony

VY cTaTTi pO3TISIHYTO PO3BUTOK KOHIICTIIIi €KOJIOTid-
HOTO MapKETUHTY perioHy. Bu3HaueHO, M0 B iCHYFOUUX
€KOJIOTO-COIIATbHO-EKOHOMIYHAX YMOBaX JO TOJIOBHUX
3aBllaHb EKOJIOTIYHOTO MApPKETHUHTY pETiOHY BiIHOCSTH
3aBlaHHS (OPMYBAHHS 1 PO3BUTKY PUHKY CKOJIOTIYHUX TO-
BapiB 3 METOI PO3B'A3aHHS CYIEPEYHOCTEH MiXK CKOHO-
MIYHHAM PO3BUTKOM i HEOOX1THICTIO 30€peKECHHS 1 IO IalTh-
IIOTO TIOJIMIIEHHS SKOCTI JOBKiWIsA. Po3pobieno mexa-
HI3M pO3paxyHKy IiHK €KOJOTIYHOTO TOBapy. BuzHaueHo,
10 OCHOBHWMH €JIEMEHTAaMHU KOMYHIKAIlili B CHCTEMI €KO-
JIOTIYHOTO MAapKETHHTY € peKiIaMa, CTUMYJIIOBAaHHS 30yTY,
3B’SI3KH 3 TPOMAJICHKICTIO Ta MTePCOHANBHIMA Tpoaax. Ko-
MYHIKalliiHI 3aX0An JIONoMaraloTb copMyBaTH IOBipUi
BiTHOCHHHM JI0 BUPOOHHUKIB Ta IX MPOAYKIIil, TOTOMAararTh
MOSICHUTH 3MICT 1 3HAYEHHS CKOJIOTIYHOI'O0 MapKyBaHHSI,
SIKE € PEKJIAMHHM 3aCO00M 1 MOXKE CIIYTYBaTH OPIEHTUPOM
JUTS CIIO’KUBAYiB MPH BHOOPI MPOMYKINi Ta IMiABHUITYBATH
KOHKYPEHTOCIIPOMO>KHICTb TOBAapIB.

Knrouosi cnosa: eKONOTIYHUN MapKETHHT, CIIOXKH-
Bayi, €KOJOTIYHA MPOMYKIlis, PUHOK, HABKOJIMIITHE TIPH-
POJIHE CepEeOBHIIE, IOTSHITIHI MTOKYTIIT.

Bolotina Y., Shubna O., Nykolaiva Y. Using Envi-
ronmental Marketing Tools in the Implementation of
the Concept of Sustainable Development of the Region

The article describes the development of the concept
of ecological marketing in the region. It has been deter-
mined that in the existing ecological, social and economic
conditions, the main tasks of ecological marketing in the
region include the tasks of forming and developing the en-
vironmental goods market in order to resolve differences
between economic development and the need to preserve
and further improve environmental quality. A mechanism
for calculating the price of environmental goods. It is de-
termined that the main elements of communications in the
system of environmental marketing is advertising, sales
promotion, public relations and personal selling. Commu-
nication activities help build trust with producers and their
products, help explain the content and meaning of eco-
labeling, which is an advertising medium and can serve as
a guide for consumers when choosing products and in-
creasing the competitiveness of products.

Keywords: ecological marketing, consumers, ecolo-
gical products, market, environment, potential buyers.

Boaoruna E. B, lllyounas E. B., Hukosaaesa 1O. B.
Hcnosb30Banne HHCTPYMEHTOB IKOJOTHYECKOT0 Map-
KEeTHHTa B peaji3allii KOHIEeNIUHN YCTOHYNBOro pas-
BUTHSA PeruoHa

B craTthe paccMOTpeHO pa3BUTHE KOHIEIIIMH YKOJIO-
THYECKOT0 MapKeTHHra pernoHa. OmpeneneHo, 91o B Cy-
IIECTBYIOIINX HKOJIOTO-COIHATEHO-AKOHOMUYIECKHX YCIIO-
BHSAX K TJIABHBIM 3aJladaM SKOJIOTHYECKOTO MAapKeTHHTa
pETHOHa OTHOCAT 3amavyu (POPMHUPOBAHUS W PA3BUTHUSL
PBIHKA SKOJIOTHYCECKUX TOBAPOB C LENBIO PECIICHHUS Pa3HO-
TJIACHI MKy SKOHOMHUYECKUM Pa3BUTHUEM U HEOOXO.IU-
MOCTBIO COXPAHCHHS W JaJbHEUIICro yIydIICHHUs Kaue-
CTBa OKpYKaroliei cpeasl. Pa3paboTan MexaHHU3M pacueTa
LIEHBI DKOJIOTHYECKOro ToBapa. OmpeieneHo, 4To OCHOB-
HBIMH 3JI€MEHTAMH KOMMYHHKAIIUH B CHCTEME SKOJIOTH-
YEeCKOT0 MapKeTHHTA ABIISETCS peKaMa, CTUMYJINPOBAaHHE
cOBITa, CBSI3U C OOIIECTBEHHOCTHIO M MEPCOHANBHAS MPO-
naxa. KoMMyHUKanMoOHHBIE MEPOIPHATHS MOMOTAIOT
c(hopMHUpPOBATH TOBEPUTEIHHBIC OTHOIICHHUS K IPOM3BOIH-
TESIM U WX MPOAYKIUH, TOMOTAIOT OOBSICHHUTE COACPIKa-
HUC U 3HAYCHHE IKOJOTHYCCKOTO MapKAPOBAHHUS, KOTOPOE
SIBIISICTCS PEKJIAMHBIM CPEICTBOM M MOXET CIYXKHUTh OpHU-
SHTHPOM Il TIOTpeOuTeNeld mpu BBIOOPE MPOAYKIUU H
MOBBIIIATH KOHKYPEHTOCIOCOOHOCTH TOBAPOB.

Kntouesvie cnosa: 3KONOTHYECKUN MapKETHHT, TO-
TpeOUTENH, SKOJIOTHIECKash IPOAYKIHS, PHIHOK, OKpYKa-
IOIIast eCTECTBEHHAS Cpefia, NOTCHINAIbHBIE TOKYIaTeIIH.
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