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Abstract. The growing global focus on environmental sustainability has transformed
traditional marketing approaches, giving rise to ecomarketing — a strategy that integrates
ecological principles into business operations and consumer engagement. This paper explores
key concepts for implementing ecomarketing in enterprises, emphasizing the alignment
between economic performance and environmental responsibility. It outlines the theoretical
foundations of ecomarketing, identifies the main drivers and barriers to its adoption, and
proposes a conceptual framework for integrating eco-oriented strategies into corporate
marketing systems. The study highlights how green branding, sustainable product design, and
eco-friendly communication contribute to competitive advantage, improved corporate image,
and long-term stakeholder trust. Furthermore, it discusses the role of digital technologies,
circular economy principles, and consumer behavior changes in advancing ecomarketing
practices. The findings suggest that successful implementation requires organizational
commitment, regulatory support, and an environmentally conscious corporate culture.
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1.Introduction

The modern world faces a variety of environmental challenges, such as air and water
pollution, food waste, the proliferation of plastic, deforestation, and chemical pollution from
various industrial sources. In response to these issues, many companies are seeking to reduce
their environmental impact by developing eco-friendly products using sustainable production
methods. Furthermore, consumers are becoming increasingly aware of environmental issues
and are demanding environmentally responsible companies offer eco-friendly products [1].

Growing awareness of resource limitations and their indirect impact on the environment
is prompting marketers to rethink their strategies and tactics in product development, pricing,

distribution, and promotion, taking environmental considerations into account. As a result, the
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concept of "green" marketing is becoming increasingly important and is being actively
implemented by modern companies. This approach helps

The era of mindless consumption is gradually becoming a thing of the past. The
environmental consequences of rapid economic growth and the expansion of industrial capacity
are becoming increasingly obvious and devastating. People are concerned about rising
greenhouse gas emissions, the widening ozone hole, ocean garbage patches, deforestation, and
the disappearance of entire animal and plant ecosystems. Celebrities, the media, and charities
are calling for responsible consumption and a caring attitude toward nature. Therefore, many
people are now refusing to use cellophane, recycling plastic, glass, and metal, trying to
implement renewable energy systems, and using eco-friendly and organic materials wherever
possible.

Nevertheless, it is undeniable that corporations—the producers of raw materials, goods,
and equipment—have the greatest impact on environmental pollution. Even if everyone
responsibly sorted their waste, recycled it, switched to public transportation, abandoned
cellophane, and began planting trees, it would hardly fundamentally change the planet's
environmental situation. After all, heavy industry will continue to emit tons of exhaust gases
into the air, use non-biodegradable packaging, and exploit natural resources uncontrollably.
Environmental friendliness is a key competitive advantage in domestic and especially
international markets. The concept of sustainable and rational production and operation is being
applied by many companies seeking to become "green™ and attract loyal customers.

One of the "main reasons for greening a business is to create a positive image in the eyes
of consumers, shareholders, and investors." In the long term, this approach will not only help a
company remain competitive and keep up with the times, but will also eliminate the need for a
rushed transition to sustainable production, when it will no longer be so necessary for everyone
but will also help save on material and energy resources.

Ecology as a science has existed since the early 20th century, but it only began to develop
rapidly after the 1950s. Today, environmental problems have reached such a scale that no one
can ignore them. Businesses also understand that all social groups are involved in solving
environmental problems worldwide, meaning businesses must also be environmentally
responsible and participate in addressing these issues. Today, fostering a company's responsible
approach to environmental protection is a highly effective way to create a positive image among
consumers and investors. In the future, "greening" businesses may become mandatory by law.

Therefore, implementing sustainable development elements and the accompanying
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implementation of environmental marketing offers a solution to many future problems: building
a "green" company image, attracting new loyal customers, reducing costs through greener
production, simplifying entry into foreign markets, and, most importantly, caring for the
environment.

In the 21st century, environmental marketing has increased its influence on consumer
purchasing decisions, which in turn encourages manufacturers to commit to greening their
goods and services. According to Google Trends, a sharp increase in daily searches for "green
marketing" occurred in 2007, and the number of searches has steadily increased since then. It
was then that many marketers concluded that the time had come to make companies, and most
importantly, brands, more environmentally friendly and, consequently, more marketable.

Today, environmental positioning is no longer uncommon or "desirable.” "Green"
products and even services are becoming the norm, and companies that ignore the
environmental crisis are becoming market outsiders.

Most companies in Russia, where environmental issues have so far been relegated to the
background, are not actively implementing environmental management systems in their
production. However, many companies are striving to enter foreign markets where large players
with established names and reputations, including for their commitment to sustainable
development, already exist. To find their niche in foreign markets, companies need to integrate
into a market where competitors partner only with manufacturers whose entire production
process is environmentally friendly.

Quite often, organizations focus their efforts on only specific areas, ensuring
environmental friendliness in two or three areas, such as water resources, safe working

conditions, etc.

2.Literature review

The concept of ecomarketing, often referred to as green marketing or environmental
marketing, has evolved as a critical response to the growing global emphasis on sustainable
development and corporate environmental responsibility. According to Peattie and Crane
(2005), ecomarketing represents the integration of ecological concerns into all stages of
marketing—from product design and production to promotion and post-consumer waste
management. This approach challenges the traditional marketing paradigm by aligning profit

motives with environmental and social objectives.
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Early works, such as those by Polonsky (1994), defined green marketing as a process of
developing and promoting products that satisfy consumer needs while minimizing negative
environmental impacts. Over time, the scope of ecomarketing has expanded from product-level
initiatives to enterprise-wide strategic management, incorporating elements of the circular
economy, corporate social responsibility (CSR), and sustainable value creation (Kotler &
Keller, 2016). The transition toward ecomarketing reflects a paradigm shift in which enterprises
no longer perceive ecological responsibility as a cost, but as a strategic investment enhancing
competitiveness and brand reputation.

The literature identifies several key drivers of ecomarketing adoption. Chen (2010)
emphasized consumer environmental awareness as a central motivator, arguing that eco-
conscious consumers influence corporate strategies by demanding transparency, recyclability,
and reduced carbon footprints. Similarly, Ottman (2017) highlighted that effective green
branding not only differentiates enterprises in saturated markets but also strengthens long-term
customer loyalty. In the industrial context, Dangelico and Vocalelli (2017) proposed that
technological innovation and eco-efficiency are major enablers of sustainable marketing
transformation.

Despite its advantages, researchers also point to significant barriers to ecomarketing
implementation. Banerjee, Gulas, and lyer (1995) noted that many enterprises adopt green
strategies superficially, engaging in “greenwashing” rather than genuine environmental reform.
Furthermore, the lack of standardized metrics for evaluating ecomarketing effectiveness limits
its integration into corporate performance systems (Del Rio-Gonzalez, 2005). Economic
constraints, insufficient regulatory incentives, and limited consumer trust are additional
challenges identified in recent studies (Leonidou et al., 2013).

Emerging literature explores how digitalization and Industry 4.0 technologies can
enhance ecomarketing practices. Artificial intelligence, big data analytics, and blockchain
enable traceable supply chains and eco-label verification, thereby increasing transparency and
accountability (Liu & Lin, 2022). Moreover, the integration of circular economy principles —
including resource recovery, remanufacturing, and extended product lifecycles — offers new
opportunities for sustainable value creation in marketing processes (Geissdoerfer et al., 2017).

In summary, contemporary scholarship underscores that ecomarketing is not merely an
environmental initiative but a strategic orientation that redefines enterprise competitiveness in
the 21st century. The success of its implementation depends on the synergy between corporate

culture, innovation capability, stakeholder engagement, and supportive institutional
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frameworks. While theoretical foundations are well established, there remains a need for
practical models that guide enterprises in systematically integrating ecomarketing principles

into their operations.

3.Results and Discussion

Green Marketing Strategy:

1. Lean Green Strategy. This strategy involves companies reducing energy production
costs and improving their skills by creating environmentally friendly products. The competitive
advantage of such companies lies in lower product prices.

2. Defensive Green Strategy. This approach is used by companies in response to
competitors' actions. Organizations understand that incorporating green elements into their
offerings is essential. This strategy can provide a competitive advantage and differentiate
companies from competitors. At the same time, unpredictable and small-scale environmental
initiatives can be used.

Moscow Economic Journal. No. 8. 2024 Moscow Economic Journal. No. 8. 2024 such as
supporting local environmental events and programs.

3. Shaded Green Strategy. Implementing this process requires long-term, effective, and
environmentally friendly management, which requires significant commitment. Such "green”
activities will enable companies to develop innovative products and establish themselves as
leaders in their industry.

4. The Extreme Green Strategy is a comprehensive philosophy based on specific values.
Organizations that employ this approach fully integrate the principle of natural responsibility
into the life cycle of both their products and their business. Companies using this method
primarily target niche markets [2].

Implementing the Lean Green strategy requires only changes to the product tool, while
the Extreme Green strategy requires adjustments to all elements of the marketing mix.

The 4Ps of Green Marketing include the following aspects:

- Product: The company's products must be manufactured using environmentally friendly
technologies; their production must require minimal use of resources; the product formula must
include environmentally friendly ingredients free of toxic substances.

- Price: Consumers highly value environmentally friendly products and are willing to pay
a premium for them compared to traditional products. Therefore, it is essential to offer high-

quality products with additional benefits at a reasonable and fair price.
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- Promotion: "Green" advertising can be implemented in three main ways: advertising
that emphasizes the connection between a product and the environment; advertising that
promotes a sustainable lifestyle; or advertising that illustrates a company's corporate social and
environmental responsibility. The choice of advertising media is significant: it is important to
promote the use of environmentally friendly advertising formats, preferring electronic media
over paper.

- Place: With the growing popularity of "green” products and increasing demand for them,

it is necessary to ensure convenient access for consumers [1].

1 PRODUCT DESIGN AND
DEVELOPMENT

SUSTAINABLE SOURCING
AND SUPPLY CHAIN

Elements of
Green

Marketing 3 COMMUNICATION AND
TRANSPARENCY

4 PACKAGING AND ECO-
FRIENDLY MATERIALS

Furthermore, the use of "green™ tools in marketing offers a number of advantages for the
company. The internal benefits of "green” marketing include increased sales, reduced operating
and production costs, reduced energy consumption, and increased company attractiveness to
potential employees committed to positive change. New opportunities for entering international
markets also open up, increasing the chances of entering premium segments and subsequent
expansion. The external benefits of green marketing include: improved public image, assistance
in product innovation and improvement, building good relationships with public organizations
and government agencies, the ability to promote the company as a green company, and

promoting sustainable development in their home country.
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It is important to note that the vast majority of companies have foreign partners who
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adhere to environmental principles. These partners are not necessarily Western companies;
most enterprises today have a large number of partners from China and other Asian countries,
where government environmental regulation is rapidly increasing. This suggests that in the
future, when collaborating with such companies, it will be necessary to maintain environmental
credentials.

Based on the survey results, it can be concluded that when entering foreign markets, it is
crucial to consider the company's environmental concept and product promotion from an
environmental perspective.

Most foreign partners adhere to environmental principles, and according to the evolution
of the concept of green marketing, in the future, all manufacturers will strive to ensure that all
stages of production are harmless and safe. This means that these manufacturers will only
cooperate with companies that are as "green” as they are. This should be taken into account
when starting operations in foreign markets, so that greening can be achieved gradually and at
the lowest cost.

The decision to use "green™ marketing by a company is an assessment of its

competitiveness. When a decision is made to use green marketing to improve a company's
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competitiveness, it should be implemented consistently, taking into account the company's
operating conditions.

Thus, the following prospects for applying “green™ marketing in a company are seen:

* developing environmental awareness;

* creating a positive environmental image of the company;

* creating new sources of revenue by implementing a "zero waste" strategy;

* integrating ecology into business;

* increasing the competitiveness of products through resource conservation;

» reducing economic losses from environmental pollution;

* obtaining certain benefits and preferences in the field of ecology;

* increasing the number of products sold;

* entering new markets for environmentally friendly products;

* high competitiveness and its improvement;

* Obtaining international certificates and eco-labels for entering the international market;

* Increasing opportunities to attract investors.

Since marketing within a company leads to integration, influencing its entire operation,
environmental considerations must be kept in mind at all stages of the organization's work. Due
to the complex nature of implementing environmental marketing, the following procedure for
managing "green" marketing is proposed to enhance the company's competitiveness.

The first step in implementing environmental marketing is understanding its essence and
identifying potential resources that will help achieve this. Therefore, it is necessary to monitor
information on how to strengthen the company's competitive position through the use of
environmental marketing. This information can be sourced from: internal proposals and
developments; observations of competitors' business practices in related industries; analysis of

patents and research in environmental safety; and application of international experience.

4.Conclusion

All large industrial enterprises have a sustainable development strategy for the coming
decades, which includes the protection of water, air, and soil resources, ensuring safe working
conditions, and much more.

Of course, this strategy and marketing system vary greatly depending on the specifics of
the enterprise, but it is essential to make production as harmless as possible. Companies can,

among other things, monitor emissions into water and the working conditions of their

> Vol.4 No.10 OCTOBER (2025) {252 |



INTERNATIONAL JOURNAL OF EUROPEAN RESEARCH OUTPUT
ISSN: 2053-3578 I.F. 12.34

employees. It is also necessary to monitor the company's impact on other environmental
components, such as air and soil.

Based on the data obtained, an eco-marketing strategy is developed: it is necessary to
develop environmental awareness among suppliers, partners, intermediaries, customers, and
employees.

Furthermore, it is important to demonstrate one's environmental credentials to be able to
work with similarly "green" partners and reap the benefits.

Therefore, the introduction of "green™ marketing tools, the shift of marketing mix tools
(4Ps) to "green™ ones, and the implementation of "green" marketing strategies are not only
necessary due to external factors but are also extremely important for companies to create a
sustainable competitive advantage in the market. According to the author, the concept of "green
marketing™ will only continue to evolve and be increasingly used by various companies, so

companies must integrate and utilize "green" aspects in their marketing activities.
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