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TEOPETUYECKHUE OCHOBbBI YUYETA ITPOU3BOJACTBEHHBIX 3AITIACOB HA IPEJAIIPUSITUHN

4. Tlo TpeGoBaHUSAM KOHTPOJIHPYIOIINX OpraHU3aIlUil;

5. Tlpu ycraHoBneHnH (pakTOB XUILEHUH M 3I0YNOTPEOICHUIA;

6. IlnaHoBas ekerofjHas MHBEHTapU3alHs.

BaxkHOCTh MHBEHTAapHU3alMK IPU Y4eTe MPOU3BOACTBEHHBIX 3allaCOB TPYJHO MEPEOLEHUTH, B YEM MBI MOXKEM
yOeanThCs Ha MPAKTUIECKON IESITETbHOCTH.

BruiBoapl. Ha ocHOBaHMH BBIIIECKa3aHHOTO, XOTEIOCH OBl OTMETHUTh, YTO COCTOSIHHE Y4eTa MPOU3BOICTBEHHBIX
3aIacoB OKa3bIBAET OOJBIIOE BIMSHME HAa (PMHAHCOBOE COCTOSHME MPEANPHATHS U €ro IMpPOU3BOACTBEHHBIC
pe3yIbTATHL.

VHBeHTapu3anusi sIBISCTCS OJHOM M3 CaMbIX HEOOXOIMMBIX MPOLEAYP CHUCTEMBI BHYTPEHHETO KOHTPOJIS
MPOU3BOJICTBEHHBIX 3aIaCOB.

Takske oueHb BaKHO YAEIATH OONBIIOE BHUMAHHE OIICHKE 3aI1acoB.

Bonbmoe 3nauenne umeer Beaenue yuera TMII Ha ckinagax U KOHTPOJIb 3a 3allacaMM Ha MPEIPUATHH.

OTMeTHM, YTO KOMIBIOTEpU3alMs NPUHLIUIHAIGHO HE W3MEHSAET O3JIEMEHTOB OyXTaJTepcKkoro ydera
MIPOM3BO/ICTBEHHBIX 3amacoB. HaumOombline HW3MEHEHHsI IPOUCXOAAT B TEXHOJOTMM OOpaOOTKH Y4ETHOM
nH(popMannm, KOTopast BRIpaXXaeTcs B IOPSAKE OCTPOCHUST KOMITBIOTEPHBIX (JOPM OyXTaITEPCKOTO yUeTa.

ABTOMaTH3alysl OyXTrajJTepcKoro ydera 3allacoB Ha CKJIAJaXx W B OyXTalTepud JaeT JONOJHUTEIbHbIC
MIPENMYIIECTBA B COKPALICHUH OYMaXXHOW paOOThI 1 SKOHOMUH BPEMEHH.
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GREEN MARKETING APPROACHES: UKRAINIAN AND NORWEGIAN
EXPERIENCE

Summary. The aspects of green marketing approaches implementation as innovative way of sustainable
development are viewed in the article. The research objective is to compare application of ecological
instruments in Norway and Ukraine thus to develop several recommendations to the sustainable development
process in Ukraine.The methodology used in the study was literature review and acomparative analysis in the
field of green marketing tools in Ukraine and Norway. The role of state agencies, entities and NGOs in applying
such tools is underlined in the research. In Ukraine in contrast to Norway green marketing tools are not
significant used in the sustainable development of the regions.

Keywords. green marketing, ecological marketing, green tools, sustainable development of the region, marketing
of green services.

Annomayus. B Oannou  cmamve — paccmampugaromcsi  ocobenHocmu  "3enénoco"  maprkemumea,
KAKUHHOBAYUOHHO20 CNOCO0OA 6HeOpeHUs YCMOUNUE020 pa3sumus meppumopuil. Llens ucciedoeanus - cpagHums
npumeHenue dKono2uueckux uHcmpymenmos 6 Hopeeeuu u Vkpaune u paspabomka pexomenOayuii ho
6HEOPEHUI0 YCMOUYUB020 pazeumus meppumopuil 6 Yxpaune. Memooono2us, ucnoiv3yemas 6 uccie008aHui,
3AKI0YAEMC  GIUMEPAMYPHOM 0030pe U CPABHUMENbHOM aHanuze 6 cgepe "senenvix" mapxemunzoevix
uncmpymenmos 6 Yxpaure u Hopeezuu. Ponb 20cy0apcmeentbix u He2ocyOapCmeeHHbIX OP2aHO8 8 NPUMEHeHUU
MAKUX UHCMPYMEHMOo8 NoOYepKHyma 6 ucciedosanuu. B Yxpaune 6 omauuue om Hopeecuu "3enemvie”
MAPKEMUH208ble  UHCMPYMEHMbl  HeCYUECMEEHHO UCNONb3YIOMCS 6  YCMOUYUBOM  PA3GUIMUU  PECUOHOS.
Hopeeoiccxuii onvim sgnsemcs 6onee npakmuyeckum,d YKpauHCKUM — meopemuyecKum.

Knroueevie cnosa. «3enenviily Mapkemune, IKON0SUHECKUI MAPKEMUHS, «3eleHbley UHCMPYMEeHMbl MapKemuneaa,
YCmouuusoe pasgumue pecuona, MapKemuHe «3e1eHbixy ycye.

Anomauia. Y oaniii cmammi posenaoaromscs ocodausocmi "3enenoeo” mapkemuney, AK iHHO8AYIIHO20 cnocoby
6NPOBAVIICEHHS CINANO20 PO3GUMKY mepumopii. Mema Oocniodicens — nopieHAMU 3acMOCYBANHS eKON02IYHUX
incmpymenmie 6 Hopeezii ma Yxpaini, 013 moeo wob po3pobumu pexomenoayii wjo0o 6npo8aAONCEeHHs CIAI020
po36umKy mepumopii Ha Ykpaiuni. Memooonoecia, AKa 6UKOPUCMOBYEMbCA 6 OOCHIONCeHHI, NoAA2Ae 8
nimepamypnomy 02ns0i i NopiHATbHOMY aHanizi 6 eanysi "3enenux" mapxemunzosux incmpymenmie 8 Yxpaini
ma Hopeezii. Ponb 0epoicasHux i He0epicasHux Opeauié y 3aCmoCy8aHHi maKux IHCmpymenmie niokpecieHda 6
docnidoicenni. B Vkpaini na eiominy 6i0 Hopeeeii "seneni" mapxemurneogi iHcmpymenmu HeiCmMOmMHO
BUKOPUCMOBYIOMbCSL Y CMANIOMY PO38UumKypeionis. Hopeesvkuil 00c6io € Oinbiu npakmudnum, a yKpaiHCoKuM -
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MeopemuyHuM.
Knwuogi cnoea. «3enenuily Mmapkemune, eKONO2IYHUL MAPKeMUH2, «3€NeHINIHCMPYMEHMU MAapKemuHzy,
CMARULIPO38UMOKPELIOHY, MAPKEMUH2K3ETICHUXYHOCTY2.

Introduction. Among the directions of strategy implementation of sustainable development inregions, the
special place belongs to the concept of ecological (green) marketing. However, the World and Ukrainian experience
of implementation of ecological marketing elements in management of social and economic development are not
system. In the majority of researches on ecological marketing the main attention is paid to the promotion and
advertising of the goods with ecological characteristics. The concept of ecological marketing on the one hand
covers activities for forming consumers' ecological requirements, productions and promotions ofthe ecological
goods and onthe another hand represents a special case of the regional non-commercial marketing which purpose is
forming of the system of rational environmental management, environmental protections and systems of ecological
safety.

A hypothesis is the assumption that in Ukraine, green marketing tools are more theoreticalandlegislative; their
implementation takes place through traditional marketing channels. In turn in Norwayinnovative marketing
techniques are used. Howeverin Ukraine the existing environmental-social-economic development of the regions
requires innovative approaches to green marketing and creates conditions for using of these instruments.

Analysis of scientific researches and publications. According to the American Marketing Association, green
marketing is the marketing of products that are presumed to be environmentally safe. Thus green marketing
incorporates a broad range of activities, including product modification, changes to the production process,
packaging changes, as well as modifying advertising (Green Markets International, 2008). The concept of “green
marketing” is the business practice that considers consumers concerns with regards to preservation and
conservation of the natural environment (Coddington, 1993).The current state of scientific development of the
ecological marketing concept doesn't meet practical needs of the region for recovery of ecological systems and
transition to a sustainable development. The general theory of marketing represented in researches of foreign
scientists (G. Armstrong, Ph.Kotler) was created on the experience of the countries with the developed market
economy and it is not adapted for Ukrainian conditions. Researches of domestic authors on ecological marketing
substantially represent the analysis and generalization offoreign experience on marketing of natural
resourcesbasically. Someresearches connected with marketing directly or indirectly (S. Illyashenko, V. Sabadash
etc.) are concentrated on the analysis of marketing of the ecological goods and fit only to an ecology perspective
remaining within consideration of process of ecological requirementsforming.

Foreign marketing researches and developments in the sphere of ecology were carried out by such scientists as
P. Hawken, D.A. Fuller, K.B. Misra, J. Moriss and others including researches under aegis or within actions of
UNESCO and other international organizations. In the methodological terms developments of such domestic
scientists and specialists as B. Danilishina, Z.Gerasimchuk are important. Their developments concerning
implementation of principles of sustainable development at the regional level are worthy but a problem of forming
of a complex regional strategy which would consider economic, ecological and social priorities and provided
themechanism of its practical implementationis still opened.

The urgency of this research is caused by need of the solution of the problems on implementation of
sustainable developmentprinciples at the regional level. It is strongly connected with imperfection legislative and
regulatory legal acts, lack of necessary amounts of financing, inconsistency of actions of regional authorities and
subjects of managing.

The purpose of the article isdetermination of practical application of innovative green marketing approaches in
the course of society transition to a sustainable innovation development, determination of its priorities and
operating mechanisms of practical implementation of the region concept of sustainable development.

The methodology used in the study was literature review and acomparative analysis in the field of green
marketing tools in Ukraine and Norway.

Contents.Among a number of marketing concepts (enhancement of the production, the traditional concept etc.)
the concept of social and ethic marketing should be underlined. It corresponds to the principles of sustainable
development and allows harmonizing interests of producers (profit earning), consumers (requirements satisfaction)
and society (constant ecological-social-economic development). Concept of ecological marketing was emerged
within it. This concept consists of:

e orientations of production and sale to the satisfaction of ecologically-based requirements and requests of
consumers;

e creation and stimulation of demand for ecological goods.

It is necessary to modify a marketing mix and its tools taking into account an ecological factor for the forming
of voluntary ecological initiatives of the region, development the concept of environmentally friendly production.
There are a number of different scientific approaches to the green marketing which are caused by the different
relation of scientists to this problem. O. Sadchenko considers green marketing through “system of its concepts each
of which focuses attention on one of the key factors of ecological marketing” (Sadchenko, 2001). The authors
allocate 5 concepts of ecological marketing:

1.  Goods and services marketing which takesinto account ecological standard rates and restrictions;

2. Marketing of ecological goods and services - the specific type of marketing caused by emergence of ecological
requirements of the populationin connection with quality degradation ofhabitat andincreasing of ecological
consciousness of society;

3. The environmental management marketing which subject are regional authorities and national governments;

4. Non-commercial type of ecological marketing;
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5. Marketing of ecological knowledge and technologies are a version of the marketing of ideas (Armstrong,

Kotler, 2005).

Determination which combines innovative marketing approach and ecological requirements of the region,
entrepreneurs, consumers, public, state and international organizations can be the most successful for Ukraine.
Ecological marketing is an innovative management function which organizes activities of public organizations,
public institutions,entities connected with transformation of requests of consumers in ecologically oriented goods
and also meets the need requirements both individuals and society.

Ecological marketing of regions is directed on investment attraction, development and implementation of
ecologically reasonable programs, projects. Process of ecological marketing evolution ofthe region is connected
with forming of ecologically conscious requirements on the market.The first level of consumers’ awareness is
demand for ecologically safeproducts and services.The second level of awareness is demand for products which are
not only environmentally friendly and safe but also all their lifecycle from the raw materials to utilization (from “a
cradle to a grave”) is safe for environment. The third level is demand for products which comply with the principles
of sustainable development. Such level of demand requires high ecological consciousness of society and allows
balancing reasonable requirements and possibilities of environment.

In the Ukrainian ecological-social-economic conditions the main task of regional ecological marketing is
forming and development of the green goods market for the purpose of conflicts resolution between economic
development and need of preserving and further improvement of environment.

Implementation of instruments of ecological marketing can be performed through green innovations.

Ecological (green) innovations are ‘“any innovations which lead to decrease in impact on
environment”(OECD,Inclusive green growth: for the futurewe want, 2011).

Eco-innovations -“creation of new and competitive goods, processes and systems which meet theneeds and
requirements of people ... with the minimum use of natural resources ... and the minimum emissions of toxic
agents” (Miedzinski, Reid, 2008).

In Ukraine the most important instruments of ecological marketing are:

e Green labeling and ecological certification;

Ecological communications;

Goods lifecycle assessment;

Ecological education;

Environmental audit.

Each of these specified tools is a mean of practical implementation of the sustainable development concept.
Development of green labeling in Ukraine is performed according to requirements of the international system
of standardization (ISO) and should create the product demand which for all lifecycle minimizes negative impact on
surrounding environment and health of the person. The sign of green labeling provides to consumers information on
an ecological priority of specific products and opportunity for making a conscious choice in own favor and
advantage of the producer. In turn the producer will receive additional financial receipts which will strengthen his
position in the market. Ecological certification - a voluntary not costly form of hygienic testing and the conclusion
of possibility of reference the products to environmentally friendly ones. In case of positive result level of
ecological purity is determined and the certificate is issued which, in turn, has for itself the right to legally faultless
advertising of products as environmentally friendly. ISO 14000 series standards are usedin the field of ecological
management. They are closely connected with existing standards of the ISO 9000 series and conform to
international standards of quality management. The Norwegian experience of green certification allows making a
conclusion: consumers will not pay more for the certified products if their quality and characteristics are worse than
alternative products.

Ecological reports inform public, governmental and nongovernmental organizations about the carried-out work
and containing liabilities on the future in the direction of ecological marketing. The ecological report is a type of
service by which entity: shows degree of ecological responsibility, increases openness for prospective consumers,
interestedpersons and organizations. Environmental audit is a systematic process of verification which provides an
objective way and assessment of audit evidence.Norwegian experience shows that efforts in development economic
and ecological education are necessary for a sustainable development of society. In Ukraine thelack of experience
in the implementation of environmental programs canbe compensated by studying the best practices of foreign
companies and also by providing environmental consulting.

Naturally the Ukrainianpolicy in the field of innovations isn't so developed as in Norway. Also this tendency
concerns usage of innovative marketing tools. In Ukraine they have more theoretical nature while in Norway have a
direct practical focus. Ways of implementation of ecological marketing in Norway are quite simple and effective.
Here some of them:

1. Green packaging.

2. Reusable products - as well as helping people reduce waste, a reusable product are marketing products
people want and will use thus increasing entity’s ROI with free advertising.

3. Usage of online marketing -online marketing is not only a highly targeted and cost effectiveapproach; it's
also the greenest way to market the business. Online marketing doesn't use nearly as many resources andproduce as
much waste as print and even commercial marketing.

4. Choosing local food -in case of putting on a seminar, hosting a luncheon, or throwing a launch party
choosing to use locally grown and produced foods will reduce the carbon footprint that it takes to cater the event.
It's also supporting local Norway business.

Conclusions. The main obstacle to the use of environmental marketing tools in Ukraine is the low level of
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information management both at the regional and national level. During the Third Conference of the Aarhus
Convention (June 8-13,2008, Riga, Latvia) a decision concerning Ukrainian environmental policy was made by the
parties. The main provision of which was to send the notice to the Government of Ukraine. This indicates a
Government failure of the Convention's requirements and lack of awareness about the environmental condition of
the region.

For the purpose of correction this situation and ensuring fulfillment of requirements such solutions can be
offered:

-Fixed assistance to development of information centers, territorial executive bodies concerning environmental
protection;

- Creation a system of ecological training and advanced training for government employees;

- Development of the organizational mechanism at the local, regional and national levels for population
participation in the course of ecological education (in interests of a sustainable development).

As it was suggested in the hypothesis, the experience of green approaches to marketing in Norway is more
practical than in Ukraine. In Ukraine these tools are theoretical in natureand less effective. In Norwaysuch
instruments have been used for more than 10 years and their introduction into the Ukrainian economy may
contribute to the transition from traditional marketing to the innovative marketing approach. Undoubtedly the
concept of sustainable developmentrequires such transformation.
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Anamanosa 3.0., Kaabuenko T.B., Ocramiok A.O. YIK: 339.9
IMPOBJIEMU BUSHAYEHHSI CTPATETTYHUX KPATHOBUX IHTEPECIB HA
IF'EOEKOHOMIYHOMY ATJIACI CBITY

Anomauia. Jocniooicyiomecs npobnemu  (GopmyeanHs CmMpameiuHux —KpaiHoGux —iHmepecie 8 yMoeax
MOOENI08AHHS 2€0eKOHOMIYHO20 AMIACY C8IMY, MOXMCIUBUX 1l020 iHmepnpemayiti ma eapianmisa kapmozpaii.
Knrwuoei cnosa. zeoexomomira, nimonocis, mpackOpOOHHICMb, 2e0eKOHOMIUHUL amJac, IHmepecu, Kapmu
2€0€KOHOMIYHO20 am.iacy, MOOei 2e0eKOHOMIYHO20 amaAcy, 2e0eKOHOMIUHA cmpamezis

Annomanusn. Hcciedyiomes npobiemvt opmMuposanus cmpame2uyeckux CmpaHosblx UHMEPECo8 6 YCI0GUSX
MOOCNUPOBAHUsL  2COIKOHOMUYECKO20 AMIACA MUPd, GO3MOJICHLIX €20 UHMepnpemayuil U 8apuanmos
Kapmoepaguu.

Knrouegvle cnosa. 2e03kOHOMUKA, AUMOLO2US, MPAHSDAHUYHOCTIb, 2C0IKOHOMUYECKUN AMIAc, UHMepecs,
Kapmul 2e09KOHOMUUECKO20 aMIACA, MOOCU 2C0IKOHOMUUECKO20 AMIACA, 2e09KOHOMUYECKAS, CIPAME2Usl.

Summary. Problems of shaping of strategic countries interests in conditions of geoeconomic atlas modeling, its
would be options of interpretation have been studied.

Keywords. geoeconomics, limology, transfrontierness, geoeconomic atlas, interests, maps of geoeconomic atlas,
models of geoeconomic atla, geoeconomic strategy.

Beryn. Ha choronHi sik HIKOJNM HarajbHOK TOCTaE NpoOiieMa BU3HAYEHHS I'€OCKOHOMIUHHMX IHTEPECiB B
CHUCTEeMI TOTNMONICHHS TIIO0ANThHOT B3a€EMO3AIEKHOCTI 1 BHYTPIIIHBO-30BHIIIHIX KOH(IIKTIB 1 CymepedHOCTEH.
Po3mexxyBaHHS 1 Kitacudikallisi iHTepeciB 3a IUBLII3aLiHHUMU NPIOpUTETAMH, CPEeporo reorpadiuHOro OXOIUICHHS,
BUJIaMU JiSTBHOCTI, (POpMaMK 3aXMCTY TOLIO BiIXOJHUTh Ha APYTHUil IUIaH B YMOBax (JOPMyBaHHS I€OCKOHOMIYHOTO
pocTopy. Kilrlo4oBuME acrieKTaMu Cy4acHOT F€OSKOHOMIUHOT aHOpaMu (axiBIli BUALISIOTh:

HiBenroBaHHA KOPAOHIB MiK BHYTPIIIHBOIO 1 30BHINIHBOI [iSUTBHICTIO, BHYTPIIIHBOIO 1 30BHIMIHBOIO

MOJIITHKOIO JIEPKaB B IpoIieci riodamizariii
2. AKTHBHHUH PO3BUTOK IPOIIECIB EKOHOMI3AIlil IO THKH.

3. JlunamiuHe (yHKLIOHYBaHHS CBITOBOI rOCHOAap4oi CUCTEMH, IO (OPMYE EKOHOMIYHHIl «PETJIAMEHT» SK

CYKYITHICTB TIpaBWII ()yHKIIIOHYBaHHS HAI[lIOHATHHUX EKOHOMIK.

4. TloennaHHs THIIB (MOJIeNICH) 30BHINTHBOCKOHOMIYHKX 3B’s3KIiB HAIIOHAILHOI €KOHOMIKH 3 30BHIIIHIM CBITOM,

110 BILIMBAIOTH Ha (hOPMYBaHHS LLTICHOT III00AIEHOT CUCTEMH.

IMocTtanoBka 3agaui. B Takmx ymoBax diTke BH3HA4EHHS OJOKY T€OCKOHOMIYHHMX IHTEpECiB JEpXKaBH €
KJIFOUOBHM 3a]y1s1 3a0e31eUeHHS:



