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ABSTRACT 

Kobzysta O.P., Barabash H.V., Zvarych Z.R On the definition of ecological goods and promote 
their business according to the concept of environmental marketing / Oksana Kobzysta, Helena 
Barabash, Zalina Zvarych // Herald of the National Transport University. – K.: NTU – 2013. –    
Issue. 27. 

Today, the need to meet environmental needs is an important place in the system of values of 
consumer rights. The market for environmental goods is driven by the existence and development of 
environmental requirements. If the orientation is typical of traditional marketing activities on traditional 
needs, for environmental - for environmental needs of consumers. 

Based on the perspective, the goal is to consider a methodology for assessing environmental 
goods and to develop an algorithm promotion of environmental goods on the market according to the 
marketing strategy of the company. 

The method of determining the level of environmental goods through their evaluation. Integral 
assessment of the impact of the goods on the environment is defined as the arithmetic mean of the 
obtained general assessments of the impact of each of the goods in the recipient countries. The level of 
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environmental performance is determined by averaging the integral estimates. Depending on the 
environmental performance of the resulting product can be attributed to one of the groups identified by 
the degree of environmental friendliness. 

For the effective promotion of environmental goods in the market an algorithm, which consists of 
seven main steps: defining the target audience, define the goals of promotion, development of an 
environmental legend, cost estimates, the choice of the means of formation of feedback channels, 
management communication process and its coordination. 

Thus, analyzing the approaches to the greening of the market and marketing before it is advisable 
to assess the environmental performance of goods and develop a plan for the effective promotion of 
environmental goods, taking into account the objectives, structure and budget of product promotion. 
Best ways to develop in terms of economic viability and environmental acceptability, adopted by 
business entities is a guarantor of environmental marketing in the country. 

KEY WORDS: ENVIRONMENTAL MARKETING, EVALUATION EKOLOGYCHNOSTI 
GOODS, ENVIRONMENTAL NEEDS OF CONSUMERS, MARKET FOR ENVIRONMENTAL 
PRODUCTS, PRODUCT LIFE CYCLE, DEGREE OF ECOLOGY. 
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