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The article systematizes the evolution of the formation of environ-
mental marketing and systematizes the principles of its development. The
systemic changes in the factors of macro- and micro-environment of agri-
food market participants are highlighted, which form the preconditions
for the emergence of ecological worldview in marketing and justify the
preconditions for the ecological imperative of marketing, which includes
inclusion in marketing tasks subjects of the market of creation of ecolog-
ical value at different levels.

The determining influence of the concept of a sustainable develop-
ment on the formation of the concept of environmental marketing was
established, as well as the need to expand interdisciplinary links in mar-
keting and management due to the environmental factor. The interplay
of environmental marketing and environmental management allows the
subjects of the agri-food market to work effectively for the sake of greater
adaptability of marketing to the environment. It has been shown that the
implementation of the goals of environmental marketing is compatible
with the implementation of the goals of corporate social responsibility.

The conceptual and categorical apparatus of the concept of environ-
mental marketing was deepened, the classification of the equal number of
tools for environmental marketing was carried out. Approved strategy for
the using of environmental marketing by the subjects of the agri-food mar-
ket, in particular: the strategy of avoidance of environmental marketing
principles; competition strategy; cooperation strategy; relationship strategy.

The significance of the definition of environmentally friendly «green»
marketing and its main tasks on macro-, meso-microlevels, which made
it possible to identify the scope of environmentally friendly marketing in
the global system of marketing concepts, has been determined. The main
method of environmental marketing is the creation of environmental value,
which defines the philosophy and technology of marketing management of
socio-ecological and economic systems and is the basic concept of market-
ing. It is grounded that the concept of environmental marketing can be used
by all participants in the market of agro-food products, the basic principles
form the theoretical basis, and in practice, the application aspect. Identified
the advantages, which subjects of the agro-food market can have in using
of environmental marketing, as they form new ones that reinforce signifi-
cantly competitive advantages of the products and the goods manufacturer.

Key words: ecological marketing, ecological product, sustainable
development, agro-food market, ecological management.

Problem statement and analysis of recent
research. In the process of changing environmen-
tal factors, in particular, global climate change, the
Covid-19 pandemic, increasing consumer demands
for quality and safety of agri-food, minimizing
food waste and other macro- and micro-factors,
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the marketing concept is changing. Under such
conditions, there is an increase in the importance
and strengthening of the impact of environmental
factors, there is a need to study the impact of envi-
ronmental factors on the external environment of
the agri-food market. In this regard, achieving sus-
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tainability in the development of socio-economic
systems in order to achieve high performance and
ensure their competitiveness becomes relevant in
the current environment, which reflects the nature
of changes occurring in the macro and micro envi-
ronment of market participants under the influence
of environmental factors.

The special influence of the environmental
factor is observed in the market of agri-food prod-
ucts, which causes changes in the value system of
society, the behavior of consumers, customers and
competitors, suppliers, intermediaries and other
participants. Due to the rise in price and depletion
of natural resources, in particular land, strengthen-
ing the requirements of environmental legislation
and international standards form the basis of en-
vironmental marketing and necessitate the trans-
formation of marketing theory taking into account
the principles of socio-ethical and environmental
aspects.

Despite the theoretical and practical justifi-
cation for the development of modern marketing
concepts, the principles of environmental market-
ing within the concept of sustainable development
remain insufficiently studied. At present, the defi-
nition and structure of environmental marketing
are under discussion, no comprehensive analysis
of the factors of its formation, its place and role
in modern management and marketing theory,
no principles of its strategy at the macro, meso
and micro levels. In this regard, there is a need
to systematize knowledge, develop theoretical ap-
proaches to sustainable development of the agri-
food market on the principles of environmental
marketing.

The aim of the study. The purpose of the ar-
ticle is to substantiate the system of theoretical
principles of environmental marketing to ensure
sustainable development of the agri-food market,
which provides: systematization of the prerequi-
sites for the emergence and development of en-
vironmental marketing; clarification of the con-
ceptual apparatus of the concept of environmental
marketing; generalization of domestic and foreign
practice; taking into account the environmental
factor in marketing activities in the agri-food mar-
ket; identification of deterrents and incentives for
the introduction of the principles of environmental
marketing in the practice of agri-food market par-
ticipants.

Material and methods. The system of gener-
al scientific and special methods was used in the
research. Thus, the dialectical method was used in
identifying the objective prerequisites for the de-
velopment of the concept of environmental mar-
keting, monograph — in formulating the purpose
and conclusions of the study. The method of anal-

ysis and synthesis provided the formation of con-
ceptual and categorical apparatus, the method of
induction allowed to generalize modern practice
and research in the field of environmental market-
ing in order to form a holistic theoretical concept.
In turn, the method of induction contributed to the
selection and systematization of the concept of en-
vironmental marketing in relation to other concep-
tual principles of marketing, and to determine its
role in implementing the principles of sustainable
development of the agri-food system. In addition,
a systematic approach was used, which provided
a comprehensive study of the agri-food market as
an economic system, taking into account its rela-
tionships and dependencies on the marketing en-
vironment.

Results of research and discussion. General-
ization of scientific works of domestic researchers
found that achieving sustainability of the agri-food
market, competitiveness of agri-food requires the
implementation of the principles of sustainable
development, which provide a rational combina-
tion of economic, social and environmental fac-
tors [1-3]. At the same time, the environmental
factor causes a conflict between the interests of
market participants and the long-term interests
of society. By market participants we mean the
subjects of economic relations involved in the
production, distribution, exchange and consump-
tion of economic goods. Their economic activity
in the market causes the deterioration of the envi-
ronmental factor, as a result of which overcoming
contradictions requires changes in the marketing
environment of market participants.

Anthropogenic impact, which is formed by the
subjects of the agri-food market, creates certain
forces and vectors of influence of the ecological
factor, which interacts and influences other factors
of the macroenvironment. These changes affect
all market participants, resulting in new environ-
mental conditions that require market participants
to make appropriate changes in strategy and core
business processes. This, in turn, can reduce the
negative impact of environmental factors due to
the introduction of new environmental production
technologies, the development of environmental
legislation, improving environmental culture in
society, and so on.

It is obvious that changes in the macro-envi-
ronment determine the transformation of the mi-
cro-environment at the level of agri-food market
participants. Generalization of scientific works in
the field of marketing allowed us to identify the
following areas of influence of environmental fac-
tors, both direct and indirect, on the microenvi-
ronment. Changes under the influence of environ-
mental factors in the demographic environment
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will lead to increased inflows of consumers to
environmentally attractive areas due to «eco-mi-
grantsy and increase demand and consumption,
as well as the formation of specific segments and
niches and labor supply. It is obvious that the in-
crease in environmental pollution and the result-
ing decline in quality of life will lead to a reduc-
tion and outflow of people from environmentally
polluted places, which will reduce the number of
potential consumers, the outflow and shortage of
labor. This will change the structure of consump-
tion and production in an environmentally unsafe
area and will affect not only the marketing tools of
individual agri-food market participants, but also
the marketing of rural areas.

Changes in the socio-cultural environment af-
fect consumer behavior, create increased demand
for environmental products and services, trans-
form the corporate cultures of market participants.
In the context of globalization and increased com-
petition, they create conditions for establishing,
maintaining and developing relationship market-
ing, in which case differences in corporate cul-
tures under the influence of environmental factors
will be a constraint for establishing relationships
between market participants with different levels
of environmental culture. At the same time, such
corporate cultures will contribute to the establish-
ment and development of relationships, the forma-
tion of sustainable systems of interaction, increase
competitiveness.

The environmental factor stimulates techno-
logical change, the development of environmen-
tally friendly technologies and innovations. Mar-
kets of environmentally efficient technologies and
environmentally friendly energy are developing
most actively today [4], which will promote the in-
troduction of environmentally friendly production
and consumption of environmentally friendly ag-
ricultural food, competitiveness of market partici-
pants, industries, rural areas, regions and national
economy. Under the influence of the technological
factor, the following changes are taking place in
the micro-environment of market participants: on
the part of consumers — the transition to new en-
vironmentally friendly technologies and innova-
tive products; receiving tax benefits and subsidies;
formation of ecological reputation; cost reduction;
from suppliers, intermediaries, competitors — the
emergence of new players who use environmen-
tally friendly technologies; reducing the efficiency
of enterprises that use outdated environmentally
hazardous technologies; the possibility of expand-
ing the product range; the possibility of entering
foreign markets and the market of environmentally
friendly products; receiving tax benefits and sub-
sidies; formation of ecological reputation; from
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complementaries: promotion and lobbying for the
introduction of new environmental technologies;
lobbying for strengthening environmental legisla-
tion, environmental taxes and subsidies.

Changes in the economic factor of the mac-
ro-environment under the influence of environmen-
tal factors, bring appropriate transformations in the
micro-environment of market participants, chang-
ing the structure of consumption, increasing com-
petition, limiting economic growth and reducing
the competitiveness of individual market partici-
pants and industries. Thus, the environmental fac-
tor becomes an instrument of competition, forms
barriers to market entry, helps to oust competitors
from the market. It also promotes the formation of
new consumer segments and niches, influences the
assortment policy of market participants.

The study of the impact of political and le-
gal factors on the micro-environment of market
participants has identified the following trends:
limited or complete cessation of production that
does not meet environmental legislation, which
will promote the production and consumption of
environmentally friendly agri-food products; relo-
cation of «polluting» production to countries with
more loyal environmental legislation; withdrawal
from the markets of producers unable to comply
with environmental legislation; the development
of environmental legislation creates barriers to
entry for foreign operators; dissemination of in-
ternational quality standards (ISO (International
Organization for Standardization) and ISO14000
series of standards) is a necessary condition for
ensuring the competitiveness of the enterprise in
the market. At the same time, the introduction of
environmental benefits and taxes, emission quotas
cause changes in the structure of demand. As a re-
sult, there will be a reduction in demand for goods
that do not meet new environmental standards and
an increase in demand for environmentally friend-
ly agri-food. At the same time, there are additional
sources of income, in the case of emissions below
the established quotas, as well as economic lever-
age to solve environmental problems. The devel-
opment of environmental subsidies, preferential
tariffs will promote competition, the formation of
partnerships that allow you to take full advantage
of market opportunities.

Summarizing and systematizing the changes
that occur in the marketing environment of agri-
food market participants under the influence of en-
vironmental factors, we can identify the following
trends: the demand for environmentally friendly
agri-food; changing the structure of demand for
environmental products; increasing competition
in the sectors of organic agri-food products; the
ecological culture of individual consumers is
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formed, their behavior changes, segments and
niches of ecologically oriented consumers are
formed; intensification of environmental prob-
lems leads to a decrease in the competitiveness of
certain industries and countries, limits economic
growth and worsens the quality of life; increas-
ing the competitiveness of agri-food is achieved
through increased costs for environmental protec-
tion and additional treatment; barriers to market
entry are formed, levers of ousting competitors
from it are formed; the development of environ-
mental legislation affects the growth opportunities
of individual market participants, sectors of the
national economy; increasing the environmental
friendliness of agri-food contributes to increasing
added value in supply chains based on increasing
consumer value; increase the share of ecological
products in the total volume of goods supply and
consumption; supply chain actors have an inter-
est in building a positive reputation, which be-
comes an indicator when choosing partners and
establishing long-term relationships with them;
dissemination of environmental labeling and cer-
tification [5—7]. The above trends and changes that
are taking place in the macro environment of the
agri-food market impose certain requirements on
the marketing activities of its subjects.

Canada's Greenest Employer, is known to be
one of the nation's most environmentally-friend-
ly producers. Consideration of the environmental
factor in the company's corporate and marketing
strategy for environmental protection is now a
mandatory requirement and is successfully used
by both international and national producers in the
agricultural sector. Canada's Greenest Employer
assesses not only the uniqueness of environmental
initiatives or achievements in reducing negative
environmental impacts, but also the level of em-
ployee involvement in these programs.

It is obvious that the greening of business pro-
cesses in the supply chain of agri-food involves
the creation of environmental value at each level
and its inclusion in the management concept and
organizational culture. Value is defined as material
and spiritual phenomena that are positive for the
individual, social group, society as a whole and
a means of meeting needs and interests. In turn,
the ecological value will include the reduction of
negative anthropogenic impact on the ecosystem.
Then the ecological imperative is the need to take
into account the environmental factor in the mar-
keting activities of agri-food market entities on the
basis of solving problems to reduce the negative
and increase the positive anthropogenic impact on
the environment.

The analysis of marketing concepts allows us
to conclude that until the 80s of the last century,

the activities of market participants created local
environmental problems unrelated to each other,
ecology and marketing developed as independent
scientific and practical areas. After that, the orien-
tation of producers to the needs of consumers leads
to increased consumption of natural resources, in-
creased movement to protect the environment and
raise awareness of their deficit led to a change in
attitudes towards consumption in society. At the
same time strengthening the environmental fac-
tor for marketing was formed the concept of so-
cio-ethical marketing, which F. Kotler defined as
«the concept of socio-ethical (responsible) market-
ing, which requires consideration of social and eth-
ical aspects in business» [8, p. 38]. Attempts to find
solutions to environmental and social problems
that contribute to economic growth have led to the
concept of sustainable development, which pro-
vides for development in which society meets cur-
rent needs and does not jeopardize the ability of fu-
ture generations to meet their own needs [9, p. 32].
It should be noted that the formation of the concept
of sustainable development had an impact on the
development of marketing theory and practice, and
also became a prerequisite for the development of
environmental marketing and the development of
the concept of environmental marketing.

The generalization of the scientific literature
allowed us to establish that today there are «green
marketing» and «environmental marketingy, as
well as the concepts of «green marketingy, «green-
er marketing», «environmental marketing» and
«sustainable marketing», which combine devel-
opment marketing activities aimed at implement-
ing the principles of sustainable development.
Aspects of environmental marketing include the
development and production of environmentally
friendly products, the use of reusable packaging
that is subject to biological disposal; introduc-
tion of energy saving technologies; improving the
monitoring of environmental pollution.

Summarizing the work of modern researchers,
we can conclude that «green» and environmental
marketing is a direction of socio-ethical marketing,
and is often taken into account in the formation of
socially responsible activities [10, 11]. We share
the opinion that environmental marketing is one of
the areas of socio-ethical concept, as environmen-
tal marketing management is based on the princi-
ples according to which in achieving the goals, it
is necessary to ensure a balanced existence of man
and nature while improving quality of life.

Thus, in the scientific literature there are the
following definitions of environmental market-
ing: «green marketing» is designed to change the
worldview of consumers, provide a new direction
for competition and achieve market acceptance of
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innovative solutions to environmental problems
[12]. However, this definition limits the possibili-
ties of using environmental marketing, promotion
environmental ideas and the formation of attitudes
to environmental issues.

According to another approach, «green mar-
ketingy» is marketing that involves care for the en-
vironment; it is the development and marketing of
goods that have minimal negative impact on the
environment; it is the organization's efforts to pro-
duce, promote, package and dispose of goods in
methods that will care for the environment and re-
spond to environmental problems [13]. We believe
that this definition is not complete, as it does not
include the main categories of marketing, such as
consumer needs, consumer value, exchange, de-
velopment and maintenance of the target market.
A broader definition of environmental marketing
implies a holistic management process that is re-
sponsible for finding, anticipating and meeting the
needs of consumers and society, in a profitable
way that does not harm the environment [14].

At the same time, there are also debatable ap-
proaches to defining the concept of environmental
marketing, which examines the positive and neg-
ative impact of marketing activities on pollution
and depletion of natural resources and aims to
develop a marketing strategy in an environmen-
tal crisis [14]. We do not agree with this opinion,
because the scope of environmental marketing is
wider, its tools are used not only in crisis condi-
tions, but also in more favorable conditions for
environmental development.

Generalization of the definition of the term
«environmental marketing» allows to determine
the levels of its use and the depth of the concep-
tual and managerial essence of this concept in dif-
ferent approaches. The narrow approach reflects
the communicative possibilities of marketing to
promote environmental ideas, create awareness
and attitude to environmental issues, the forma-
tion of environmental worldview in the popula-
tion. A broader understanding involves taking into
account in the classical definitions of marketing
the environmental consequences of the production
and sale of products and services for consumers,
workers and society as a whole. We believe that
environmental marketing can be used to solve
environmental problems and to change the worl-
dview of consumers, create competitive advan-
tages, promote environmental products and other
marketing goals, so to fully understand the con-
cept it is advisable to distinguish between social
and managerial approach to its definition. Thus,
in the social aspect, environmental marketing is
focused on meeting the needs and requirements of
target markets through the creation and supply of
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goods and services that have environmental val-
ue, through exchange. Environmental marketing
in the managerial aspect is a philosophy and tech-
nology of business, which determines the strate-
gy and tactics of the market entity in the interests
of sustainable development. Thus, environmental
marketing as a management concept includes:
way of thinking, which provides in order to en-
sure the sustainable functioning of the market, the
company must take into account the environmen-
tal factor in focusing on consumer demands and
requirements and create value for them; a course
of action that includes the use of technologies,
tools and methods to fully meet the needs of con-
sumers, create environmental value and make a
profit on this basis.

Thus, environmental marketing includes the
need to create environmental value, ie defines the
philosophy and technology of marketing manage-
ment of socio-ecological and economic systems in
any area of the market entities activity and is the
basic concept of marketing. This concept can be
used by all participants in the market of agri-food
products, its basic principles form the theoretical
basis, the development of which, taking into ac-
count the specifics of the scope of the market enti-
ty is implemented in applied marketing concepts.

We have summarized the preconditions for the
introduction of the principles of ecological mar-
keting in the practice of agri-food market partic-
ipants (Fig. 1).

Thus, the formation of preconditions for the
introduction of environmental marketing by agri-
food producers by factors of the external market-
ing environment and factors of the macro-envi-
ronment of the enterprise, which are interrelated.
Thus, in recent years in our country there has been
an increase in the impact on the development of
environmental marketing by factors of the exter-
nal marketing environment, as much attention
has been paid to the formation of appropriate reg-
ulatory framework in the field of environmental
requirements. Obviously, this is not enough to
form long-term goals for maintaining a favorable
environment, it is important to ensure the forma-
tion of a certain environmental culture in society
and business in order to bring the system of pre-
conditions both at the level of environment and
business to balance. Under this condition, it will
be possible to observe the activation of business
structures, including agri-food sector of the econ-
omy, the introduction of environmentally friendly
products and the dissemination of the practice of
using environmental marketing tools to achieve
corporate goals to increase the welfare of owners
and market value of the enterprise, profitability,
business continuity.



econommeneg.btsau.edu.ua

Exonomixka ta ynpasninas AIIK, 2022, Ne 1

Enhancement of Increasing Globalization
anthropogenic the impact of of agri-food
impact on the climate markets

environment change

National and Investment Deterioration
European development of soil

legislation in condition

the ficld of and fertility
ecology

I Il ]!

i ! Iy

Prerequisites of a general nature

il

Economic entities of the agri-food sector

i

Making management decisions to comply with
the principles of sustainable development and
environmental marketing tools

Prerequisites for the industry

i i

i 10

Industry
associations, mass
media, public
organizations, etc.

Competitors

Potential and

real consumers
Intermediaries

Fig. 1. Algorithm of formation of preconditions of introduction of ecological marketing
by commodity producers of agrofood

Source: summarized by the authors.

We have substantiated the following advan-
tages for agri-food market participants from the
use of environmental marketing: more attractive
image and high reputation in the public, potential
consumers, contact audiences; diversification of
product range; access to foreign markets; attract-
ing foreign capital; deeper involvement of staff in
the process of environmental protection; friendly
relations with public authorities and administra-
tion, the public and green groups; full compliance
with environmental legislation. These advantag-
es create new and strengthen the existing com-
petitive advantages of the product and the manu-
facturer, regardless of which market the entity is
focused on globally or locally.

To date, environmental marketing has not re-
ceived sufficient regulatory support in the agri-
food sector of the economy and has not acquired
a rationale for its components. This requires
further research to systematize the theory and
methodology of modern marketing in the field of
environmental value creation (segmentation, po-
sitioning, marketing tools), which will increase
efficiency and achieve sustainable development
goals based on the concepts and technologies of
environmental marketing.

Thus, the main marketing tool is product
policy, and, consequently, in the study area, it is

an environmentally friendly product. Ecological
goods are understood as everything that can sat-
isfy the need for environmentally friendly prod-
ucts and services related to environmental pro-
tection, and are offered on the market: «... such
goods and services, production and consumption
of which are not harmful to the environment
[15, p. 47]; «... Those that are cost-effective and
environmentally safe during their production, con-
sumption and disposal» [16]; «... Goods that do
not harm the environment either in production or
use» [12, p. 517; «... Goods that have a lower neg-
ative impact on the environment than their coun-
terparts» [17, p. 284]. In general, we agree with
the considered definitions and will consider en-
vironmentally friendly agri-food from the stand-
point of one that does not harm the environment.
Since we believe that environmental mar-
keting is an integral part of management, in the
process of greening production, as well as cre-
ating competitive advantages, it is advisable to
consider the concept of «environmental product»
in the standards and algorithms of environmen-
tal management and audit. Thus, the core of the
management philosophy in the leading countries
is considered to be a comprehensive quality sys-
tem (TQM), which focuses on effective produc-
tion of quality products and services throughout
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the life cycle — from raw materials to finished
products and final waste disposal. Thus, organic
goods (agri-food) — any product that fully meets
the needs of consumers and creates environmen-
tal value throughout the life cycle from agricul-
tural raw materials, their processing to final dis-
posal of waste.

The basis of organic agri-food production is
environmentally friendly technologies, which are
defined as technologies in which the processes
are built on the type of natural or are their direct
continuation. Then, environmental technology
marketing is marketing focused on promoting
safe technologies that ensure the environmental
friendliness of goods and services that are pro-
duced on their basis. Obviously, environmental-
ly friendly technology is the one that will not be
harmful to the environment and human health.
Assessment of environmental safety of technol-
ogies is entrusted to the state environmental re-
view.

Environmental marketing is an effective tool
for environmental ideas, building relationships
on sustainable development among the popu-
lation, business, professional communities and
NGOs. As the goals of ecological marketing of
ecological technologies should be distinguished:
change of basic ideas based on the introduction
of ecological value to the rank of public morali-
ty; the desire to change the behavioral habits of
the population; involvement of the population
in environmental protection measures in order
to form environmental responsibility (measures
for cleaning water resources, forests, parks, rec-
reation areas, etc.); raising awareness and under-
standing of the population about eco-labels, etc.
Thus, the marketing of ideas is the development,
implementation and monitoring of programs
aimed at achieving the perception of the target
group or target groups of environmental ideas and
movements. In the process of implementing these
programs, it is advisable to use market segmenta-
tion to facilitate the assimilation of environmen-
tal ideas in society and in business, using modern
methods and approaches to the development of
marketing. Specific goals for the implementation
of environmental ideas aimed at protecting the
environment and related to changes in consum-
er behavior can not be achieved on the basis of
environmental marketing tools conducted by one
company. In this case, an important role is given
to the state in achieving the strategic goals of sus-
tainable development.

Generalizing of the formation of environ-
mental marketing features of marketing activi-
ties of the enterprise can be identified, which in
the future should be revised and supplemented.
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These include consumer motives, where the set
of motivating factors must include environmen-
tal value. This requires the consumer to have a
deeper knowledge of the environmental safety
of the product. As part of the tasks of the mar-
keting complex, it is advisable to include tasks
on the organization of reverse channels of trade,
limiting the use of packaging that is not subject
to organic disposal, the use of eco-labels, training
of potential consumers. This complicates the ex-
change, due to the need to play an active role of
the enterprise in building a «cycle economy», the
choice of partners who operate on the principles
of environmental marketing, strengthening the
role of relationships.

According to foreign researchers, when
launching an environmentally friendly product,
the following situations may arise: the buyer
personally benefits from the purchase of prod-
ucts that do not harm the environment, and they
provide its higher value than traditional products.
Thus, environmental advantages automatically
translate into competitive advantages; the result
of the purchase of such goods will be not indi-
vidual but public benefit, but the «green goods»
will be longer than its substitutes, and therefore
the manufacturer may not have difficulty selling
it; the price and possible costs of an ecological
product are higher than those of substitute prod-
ucts, but the buyer associates individual benefits
with this product. Thus, competitive barriers re-
lated to the price of goods can be compensated
by other marketing tools, as «green» marketing
can create the preconditions for successful mar-
ket penetration, drawing attention to the benefits
associated with environmental protection in ad-
vertising campaigns and highlighting in society
the target groups who are willing to pay them;
when environmental goods are not associated
with additional individual benefits or economic
incentives, then there is a failure in the market.
In this situation, behavior aimed at protecting the
environment should be supported by instruments
of government regulation or tax incentives [12].

We believe that the creation of environmental
value refers to the social effect, the environmental
marketing has two components, commercial and
non-commercial. Foreign scholars note that even
the weakest aspect in the practical implementa-
tion of environmental marketing for sustainable
development is the economic aspect [18]. At the
same time, they note that most of the proposals
are utopian from the point of view of business
and require additional substantiation and proof of
their economic feasibility. Yes, we agree with the
conclusion that most environmental initiatives
have been and will be economically inefficient
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within the calculations made by businesses, as
the economic effect of them will manifest itself
over a long period of time and can be determined
by long-term relationships.

Many countries around the world are devel-
oping documents aimed at achieving the goals
of sustainable development, including Ukraine
[19, 20]. These documents are the main ones
and determine the country's development strate-
gy and priorities of government decisions in the
field of sustainable development. That is why
the complexity, costs of environmental market-
ing projects, payback period, commercial and
non-commercial components will differ in dif-
ferent projects. In this regard, environmental
marketing projects should be considered at three
levels: macro level (global, national) — the cre-
ation of a competitive and sustainable economy
through the development of environmentally
friendly technologies, production of environmen-
tal goods, improving quality of life; meso level
(regional, local, industry level) — marketing to
promote environmental ideas, technologies,
goods and services. At the regional and rural lev-
el, it is advisable to use the following tools: brand
formation and development of the region, rural
community, development of marketing strategy
for sustainable growth; creation and develop-
ment of competitiveness of the region, attraction
of investments, formation of demand for ecolog-
ical goods and technologies; at the industry lev-
el — rethinking value creation for the consumer.
Today, domestic producers of agri-food products
must rethink the effectiveness of their activities
in the direction of creating environmental value,
increasing the competitiveness of products based
on the greening of its production. For this pur-
pose, it is advisable to use a systematic approach,
forming long-term partnerships to improve envi-
ronmental efficiency and competitiveness of the
entire industry. At the meso level, it is advisable
to implement non-profit projects or projects for
new construction of environmentally friendly
production, modernization, technical re-equip-
ment of existing production facilities with a long
payback period and a high level of costs for their
implementation; macro level (at the level of in-
dividual enterprise, supply chains): supply chain
level — rethinking value creation for the con-
sumer in the supply chain and increasing added
value requires a systematic approach, long-term
partnerships between its participants and syn-
chronization of business processes to improve
environmental efficiency throughout the chain
and creation of ecological value for consumers:
the level of individual subjects of the agri-food
market — promotion of ecological ideas, technol-

ogies, goods and services. Commercial projects
that allow to obtain a high commercial effect or
projects with a short payback period. Non-com-
mercial projects that do not require significant
costs for their implementation — the introduction
of energy-saving technologies, the rejection of
harmful packaging or reducing its use; produc-
tion of ecological goods and services, use of sec-
ondary raw materials, waste in the production of
alternative energy sources, etc.

Obviously, the use of environmental market-
ing to solve problems at the macro-meso and mi-
cro levels will require networking with the active
participation of the state. Obviously, at the macro
level, the use of environmental marketing can be
ensured, both as a single participant in the supply
chain and on the basis of networking and building
long-term partnerships within the supply chain.

Agri-food market participants can use the
principles of environmental marketing separately
from other participants, as well as in interaction
with them. It is advisable to identify the follow-
ing strategies to achieve the goals of market par-
ticipants: avoidance of the use of environmental
marketing; competition on the principles of eco-
logical marketing; cooperation on the principles
of ecological marketing; relationships based on
the principles of environmental marketing. Thus,
the strategy of not using the tools of environmen-
tal marketing takes place when the market par-
ticipant does not use environmental marketing,
but prefers other concepts (production, product,
sales, marketing, socio-ethical marketing, rela-
tionships), but does not preclude the creation of
environmental values. This is possible when the
environmental pressure on market participants
1s weak. In this case, environmental initiatives
are considered not a priority, but necessary in
the formal implementation of the law. We can
observe a similar situation in domestic prac-
tice. The pressure of the environmental factor is
weak, environmental problems are the responsi-
bility of environmental services and enterprise
management.

The strategy of competition on the principles
of environmental marketinginvolves the creation
of new and strengthening existing congruent ad-
vantages of the market entity over its competi-
tors. Creating environmental value based on a
positive environmental effect will be provided by
management decisions in the field of production,
management, marketing, aimed at implementing
technology and building business processes in
such a way as to reduce the burden on the envi-
ronment. These can be, such as new energy-sav-
ing technologies, introduction of closed cycles,
reduction of losses as a result of optimization of
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business processes, introduction of IT technolo-
gies, reduction of transport load on the environ-
ment, etc.

The introduction of environmentally friendly
technologies may not reduce costs, but increase
the consumer value of goods and services, result-
ing in a congruent advantage through differenti-
ation.

Strategy of cooperation on the principles of
ecological marketing involves the selection of
intermediaries and suppliers who adhere to the
principles of ecological marketing. However, it
does not focus on the development of long-term
relationships, interpenetration, integration of
business processes, but only selects suppliers and
intermediaries in the supply chain.

Relationship strategy based on the principles
of environmental marketing involves the use of
the principles of relationship marketing in com-
bination with the concept of environmental mar-
keting.

Note that the above strategies do not preclude
the possibility of combining them, which will
form a system of mixed strategies. The combi-
nation of strategies for the use of environmental
marketing by agri-food market participants may
be different and limited only by the appropriate-
ness of their use according to the criteria - risk,
cost / outcome. Obviously, the market partici-
pant may be interested in developing a strategy
of cooperation on the principles of environmental
marketing with suppliers, contact audiences, in-
dustry associations. At the same time, it may also
be of interest in the development of a strategy of
relations with intermediaries, the main groups of
potential consumers, in the strategy of competi-
tion with competitors and in the strategy of indi-
vidual consumer groups.

Conclusions. It is substantiated that under
the influence of the environmental factor the
marketing environment has undergone signif-
icant changes, which lead to the appropriate
actions of the agri-food market in the direction
of greening production. Under greening is un-
derstood the process of creating environmental
value, which is considered at the level of moral-
ity and / or management concept, organization-
al culture. The concept of environmental value,
which is the main category of environmental
marketing, is associated with reducing the neg-
ative anthropogenic impact on the environment
and increasing the positive impact on it. In this
regard, the ecological imperative of marketing is
formed, which is the need to take into account
the environmental factor in the marketing activi-
ties of market participants through the inclusion
of tasks aimed at reducing the negative impact
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on the environment and strengthening the posi-
tive impact on it.

It has been established that until the 1980s,
the activities of market participants created local
environmental problems that were not related to
each other, so ecology and marketing developed
as independent areas of science. Today, the global
manifestation of environmental problems neces-
sitates their consideration in the marketing activ-
ities of agri-food market participants.

The evolution of the development of market-
ing concepts is generalized on the basis of which
the principles of ecological marketing are formu-
lated, which is the defining philosophy and tech-
nology of marketing management of economic
systems, regardless of the sphere of activity of
the market entity. This concept can be used in the
activities of all participants in the agri-food mar-
ket, its basic principles form the theoretical basis,
the development of which, taking into account
the specifics of the market entity, will be imple-
mented in practical models.

There are three levels of use of environmen-
tal marketing tools: macro (global and national);
meso level (sectoral, regional, local); macro lev-
el (at the level of an individual entity or supply
chain). Using environmental marketing to solve
sound problems at each level will require net-
working with active government participation. It
is proved that the use of environmental market-
ing tools at the macro level can be implemented
both on an individual enterprise and on axial net-
work interaction and the formation of long-term
partnerships within the production and sales
chain. The following strategies of ecological
marketing are substantiated: strategy of avoid-
ance of use of ecological marketing; strategy of
competition on the principles of ecological mar-
keting; strategy of cooperation on the principles
of cooperation; strategy of relationships based
on marketing principles. It is concluded that the
selected strategies do not exclude the possibility
of their combination in use, which allows the use
of mixed strategies of environmental marketing.
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TeopeTuuni 3acaaum Po3BHTKY €KOJOTiYHOIO
MAapKETHHTY Ha PHHKY arpomnpoaoBOJIbY0i NPo-
AyKIii

Bapuenko O.M., I'epacumenko 1.0., Bapuen-
ko0 0.0., badans B.I1.

VY crarTi CHCTEeMaTH30BaHO EBOJIOLII0 CTAaHOB-
JICHHS EKOJIOTIYHOTO MAapKeTHHTY Ta 3acaad HOoro
pO3BUTKY. BHIiNIEHO cucTeMHI 3MIHH y YHHHHKaX
MaKpo- Ta MIKpOCEepeJOBHINA Cy0 €KTIB arpornpoo-
BOJIBYOTO PUHKY, SIKi ()OPMYIOTH MEPEIYMOBH €KOJIO-
TIYHOTO CBITOIVISAY B MAPKETHHTY Ta OOTPYHTOBYIOTH
MepeAyMOBYA BHUHUKHEHHS €KOJIOTIYHOTO iMIIepaTUBY
MapKETHHTY, SIKUi mepen0adae BKIIIOYCHHS 10 MapKe-
TUHTOBHUX 3aB/IaHb Ha Pi3HUX PIBHAX Cy0’ €KTIB PHHKY
CTBOPEHHS €KOJIOT19HOT IIHHOCTI.

BcranoBieHO BH3HAYAJIBHUHM BIUIMB KOHIIEIIIT
CTaJIOTO PO3BHUTKY Ha CTAHOBJICHHS KOHIIEMIIIT €KOJIO-
TIYHOTO MapKeTHHTY, a TaKoX HEOOXIJHICTh PO3MIH-
PeHHS MDKIUCHMIUTIHAPHUX 3B’S3KIB MapKeTHUHTY 1
MEHEPKMEHTY 33 BpaxXyBaHHS Jii €KOJIOTTYHOTO YHH-
HUKa. B3aemMozist €KOJIOTiYHOTO MapKEeTHHTY Ta €KO-
JIOTIYHOTO MEHEJDKMEHTY II03BOJISIE CYO’€KTaM arpo-
TIPOJOBOJIBIOTO PUHKY C€(PEKTHUBHIIIC iATH 3aBISKA
BHII aJanTUBHOCTI MapKETUHIY O CEPEIOBHIIA.
BussieHo, mo peamizaiis mijgeil eKOJIOTIYHOTO Map-
KEeTHHTY CIIPHATHME peaiizallii mijieif KoprmopaTuBHOT
COIiaJabHOI BIAITOBIAAIBHOCTI.

ITornubneHo MOHATIHHO-KAaTeropialbHUIN amapar
KOHIIEMIIl eKOJIOTIYHOTO MAapKEeTHUHTY, IPOBEICHO
kinacu(ikalio pIiBHIB BHUKOPHCTaHHS I1HCTPYMEHTIB
€KOJIOTIYHOTO MapKETHHTY. 3alpOIIOHOBAHO CTparerii
BHKOPHCTaHHS €KOJIOTIYHOTO MapKEeTUHTY Cy0’ eKTaMu
arpoIpoI0BOJIYOTO PUHKY, 30KpEeMa: CTpaTerio yXxu-
JICHHS BiJl BHKOPHUCTaHHS MPUHIUIIB CKOJOTIYHOTO
MapKeTHHTY; CTPATETil0 3MaraHHs; CTPATErii0 CITiB-
TIpaIli; CTPaTEeTito B3aEMOBITHOCHH.

BusnaueHo cyTHICTH OediHINii EKOIOTIYHOTO
«3€JICHOT0» MapKETHHTY Ta HOro OCHOBHHX 3aB/IaHb
Ha Makpo-, Me30- Ta MIKpPOpIBHAX, IIO TO3BOJIAIO
BCTAaHOBUTH MICIIE €KOJOTIYHOTO MapKEeTHHTY y 3a-
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TalbHIN CHCTeMI MapKeTHHTOBUX KOHIIenIiii. OCHOB-
HOIO METOIO EKOJIOTIYHOTO MApKETHHIY € CTBOPEHHS
€KOJIOTIYHOT IIHHOCTI, 110 BU3Ha4yae (imocodito Ta
TEXHOJIOT1F0 MAPKETHHIOBOIO YIIPABJIHHS COILI0-EKO-
JIOTO-€KOHOMIYHHMHU CHCTEMaMH Ta € 0a30BOI0 KOH-
Henuiero MapkeTuHry. OOIpyHTOBaHO, IO KOHIICIIIis
€KOJIOTIYHOI'0 MapKETHHTY MO)ke OyTHM BHKOpHCTaHa
BCciMa y4YaCHMKaMH DPHHKY arpoIpoIoBOJIBHOI IpO-
nykuii, i 6a30Bi npuHIMIN GOPMYIOTH TEOPETHUHY

OCHOBY, a IIPaKTUYHE il BAKOPUCTAHHS — PUKJIAIHUN
acnekT. InertndikoBaHO TIEepeBaru, SKi ONEPKYIOTh
Cy0’€KTH arpornpoF0BOIYOTO0 PUHKY 32 BUKOPHUCTaH-
Hsl €KOJIOTTYHOT'O MAapKETHHTY, sIKi (POPMYIOTH HOBI Ta
MTOCHJIIOIOTH HasiBHI KOHKYPEHTHI IepeBary mpoayKIii
1 TOBApOBHPOOHHKA.

Ki1ro4oBi cj1oBa: eKosorivHui MapKETHHT, €KOJIO-
TIYHUI TPOIYKT, CTAJINIl PO3BUTOK, arpoIpoioBOJIb-
YH PUHOK, EKOJIOTIYHUI MEHEIKMEHT.

Copyright: Varchenko O.M., Herasymenko 1.O., Varchenko O.O.,
Baban V.P. © This is an open-access article distributed under the terms of
the Creative Commons Attribution License, which permits unrestricted
use, distribution, and reproduction in any medium, provided the original

author and source are credited.

ORCID iD:
Varchenko O.M.
Herasymenko 1.O.
Varchenko O.0.
Baban V.P.

180

https://orcid.org/0000-0002-9090-0605
https://orcid.org/0000-0002-7829-8009
https://orcid.org/0000-0002-3543-6926
https://orcid.org/0000-0003-3590-8214


https://orcid.org/0000-0002-9090-0605
https://orcid.org/0000-0002-7829-8009
https://orcid.org/0000-0002-3543-6926

