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ENVIRONMENTALLY RESPONSIBLE MARKETING IN NATURAL USE

Topicality. Each year, the issue of environmental responsibility of the business is becoming more and more relevant
both in Ukraine and abroad, which is connected with globalization, increasing the threat of technogenic and environmental
disasters, updating healthy lifestyles, socializing labor relations, etc. In today's economic environment, environmental
liability is only a component of social responsibility. However, it should not be forgotten that during the period when the
concept of social responsibility emerged, it was the environmental focus that was prioritized. In the holy of this, and
ecological marketing of nature, as a kind of human activity aimed at meeting needs through exchange, should be
environmentally responsible towards the consumer and producer of human goods. Underestimation of natural resources
and environmental damage leads to distortion of indicators of economic development and progress, accompanied by the
choice of inefficient socio-economic direction. In general terms, the concept of environmentally responsible business refers
to the activity of each individual citizen, business structures that benefits the environment (or reduces the negative impact
on the environment). In addition, this activity is not limited to certain laws and mandatory measures. The higher the
economic value of natural objects, the greater the likelihood that the economic decisions made in various projects and
programs will be ecologically balanced, take into account the priorities of environmental protection and the conservation
of natural resources.

Aim and tasks. The purpose of the article is to identify the conceptual foundations and methodological principles of
environmentally responsible marketing in environmental management. To do this, the concept and essence of the concept of
environmental responsibility, the tools for practical implementation of environmental responsibility of business and the
methodology for assessing environmental liability should be defined. At the same time, despite the growing widespread
adoption of the principles of corporate social responsibility and the recognition of the benefits that they give to both
entrepreneurs and society, the limits of social responsibility remain rather blurred. Assessment of the level of
implementation of environmental liability in the practice of enterprise management is proposed on the basis of an analysis
of the impact of its activities on the environment.

Research results. The conceptual bases and methodical principles of conducting ecologically responsible marketing
in environmental management are considered. The concept of social responsibility is used in many spheres of activity, but
only in the business context, pointing to specific areas of development, it becomes clear wording. This allows researchers
and professionals to split CSR into specific types. The economic component is the most controversial and complex. Its
sustainability and effectiveness depends on the role that the organization assumes, as well as the methodology for defining
and measuring end-points. The ecological aspect of social responsibility exists in the block of economic responsibility of
the enterprise, in legal liability, in the block of ethical responsibility, and also the aspect of sustainable development in the
philanthropic block was allocated, and all three main components: economic, ecological and social are in close
interconnection and interdependence . Social responsibility of entrepreneurship in the field of ecology, that is,
environmental responsibility, becomes a vital factor of competition, since it is the level of environmental responsibility of
business in the near future will determine the position of a company in the international market and in the eyes of
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consumers of its products. The advantages of implementing ecological activity within the framework of socially responsible
work of the enterprise are considered. The tools of practical implementation of ecological responsibility of business are
offered. Environmentally responsible marketing should use the following tools to address sustainable development issues:
environmental impact assessment when developing strategies and plans for economic development; environmental audit;
environmental insurance; certification for compliance with environmental standards; social and environmental reporting.

Conclusions. There is no single approach to assessing the level of environmental responsibility of an enterprise, no
normative document contains a single methodology for its definition. In our opinion, the overall level of environmental
responsibility of an enterprise should be determined taking into account the impact of various economic, environmental
and organizational factors through the integrated indicator of the overall level of economic responsibility of the enterprise,
based on three partial integral ratios, namely: the integral coefficient of environmental damage; integral coefficient of
influence of economic factors; the integral factor of the impact of environmental and economic factors.

Keywords: social responsibility, responsible marketing, investments, social and eco-label, environmental
responsibility of the enterprise.
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EKOJIOT'TYHO BIAMOBIJAJBHUAN MAPKETUHI Y IPUPOJOKOPUCTYBAHHI

Axmyanvnicms. 3 KOJ’CHUM POKOM NUMAHHS eKON02IUHOT 8i0nosioanvbHocmi Oi3necy cmae 6ce Oinbul aKmyaibHUM
Ak 6 Vkpaini, max i 3a KOpOOHOM, WO NO8'A3aHO 3 2100ani3ayiero, 3pOCMAHHAM 3A2PO3U MEXHOLEHHUX | eKON02IYHUX
Kamacmpog, axmyanizayiclo 300p08o20 CHocoOy cumms, coyianizayiclo mpyooeux eioHocun i m.0. B cywachux
EKOHOMIYHUX YMOBAX eKOA02IUHA 8I0N0BIOANLHICING € JUlle KOMIOHEHMOM Coyianvbhoi 6ionosioarvhocmi. Oouax He ciio
3abysamu, wo 6 nepiod CMAHOGIEeHHS KOHYenyii coyianvHoi 8ionoeiodanvHocmi came eKoNo2uHUL Hanpsam Oyio
npiopumemHum.

B ceamu 3 yum, i exonociunuii mapxemune npupoOOKOPUCTLY8AHH, K GUO THOOCLKOI OIAIbHOCMI, CNPAMOBAHOI HA
3a0080/1eHHsL nOMPed 3a OONOMO2010 0OMIHY, NOBUHEH OYMU eKOI02IYHO BIONOBIOATLHUM NO 8IOHOUEHHIO 00 CROJNCUBAYA §
8UpobHUKa 00CbKUX 6nae. Hedooyinka npupooHux pecypcie ma exonoeiuHo2o 30umky npu3e00ums 00 CHOMBOPEHHS
NOKA3HUKIE eKOHOMIYHO20 pO3GUMKY [ Npozpecy, W0 CYNPOBOONCYEMbCS GUOOPOM HeeheKmuUGHo20 CoYianbHo-
EKOHOMIYHO20 CHPAMYBAHHSL.

Y 3acanvnomy euensioi nio xouyenyicro exono2iuno 8i0N0Gi0ANbLHO20 Oi3HeCy PO3YMIEMbCS OIIbHICMb KOJICHO20
OKPEeMO20 2POMAOAHUHA, Oi3HeC-CMPYKMYp, AKA NPUHOCUMb KOPUCMb HABKOMUWHLOMY cepedosuwyy (abo 3meHuye
He2amueHULl 6NAUE HA HABKOMUWHE cepedosuwe). Kpim moeo, oana OisnvHicmb He 00MENCYEMbCA MIiNbKU NeSHUMU
3aK0HOM i 0008'13K08UMU 00 BUKOHAHHA 3ax0o0amu. Hum suuje eKoHOMIuHA YIHHICb NPUPOOHUX 00'ckmis, mum Oinbua
UMOGIpHICMb, WO  HPUUHAMI  eKOHOMIYHI  piuleHHs, 6mileHi 8 pIi3HUX npoekmax 1 npozpamax, 6Oyoymo
€K0J1020COANANCIPOBAHHUMI, 8PAX08Y8AMU NPIOPUMEMU OXOPOHU Cepedos8Ua i eKOHOMIL NPUPOOHUX pecypCis.

Mema ma 3a80anna Memow cmammi € U3HAYEHHS KOHYENMYAIbHUX OCHO8 MAd MEeMOOUYHUX 3ACAO eKOA02IUHO
BION0GIOAILHO20 MAPKEMUH2Y y NpUpoOOKOPUCMY8aHHI. [ ybo2o cni0 SUHAUUMU NOHAMMS I CYMHICMb KOHYenyil
eKOoJI02IYHOI  8ION0GIOANbHOCII, THCIMPYMEHMU NpaKmu4Hoi peanizayii exonociynoi eionogidarbHocmi 0Oi3Hecy ma
MemoOuKy OYIHKU eKoNo2iunol eionogioanvHocmi. Pazom 3 mum, Hezeavicarouu Ha 6ce Oibul WUPOKe NOUIUPEHHS
NPUHYUNIE COYIANbHOL 8I0N08I0aNbHOCMI DI3HeCy ma YCEIOOMIeHHS MUX nepesae, sIKi 60HU 0army K NIONPUEMYSAM, MAK §
cycninbcmey, Mmeduci coyianvHoi GiOn0GIi0ANbHOCMI 3aIuWaOmscs eeavmu posmumumu. Oyinka piens imniemenmayii
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eKON02IUHOI 8ION0GIOATLHOCT 8 NPAKMUKY MEHEONCMEHMY NIONPUEMCMBA NPONOHYEMbCSL HA OCHOBI AHANI3Y BNAUBY 1020
OisinbHOCMI HA 00BKILIA.

Pesynomamu. Posenanymo  KOHYenmyaabHi OCHO8U mMa MeMOOUYHI 3Acad NPOBAONHCEHHA  eKOO2IUHO
8I0N0BI0ANILHO20 MAPKeMUH2y y npupoookopucmysanti. Ilonammsa coyianbHoi 8i0no8ioanbHOCMI BUKOPUCTIOBYEMBCA 8
bacamvox cghepax OianbHOcmi, ane mMinbKu 6 0Oi3HeC-KOHMeKCMi, 6KA3VI0UU HA KOHKPEeMmHi HANPAMKU PO3GUMKY, BOHO
Habysae yimke ¢hopmyntoganus. Lle 0ossonne docnionukam i ¢paxieyam posoinumu CBE na neeni euou. Exonomiuna
cknadosa € Hallbinbu cynepeynusoio i ckiaouoi. Ii cmitlikicmo i egpexmuenicms 3anesicums 6id poni, sxy bepe na cebe
opeaHizayis, a makodc MemoOoN0cli GUHAYEHHS MA GUMIPIOBAHHS KiHYesux peszyabmamis. Exonociunuil acnekm
coyianvHoi  8I0N0GI0ANbHOCMI  HAsGHUU 6 00yl  eKOHOMIYHOI  GIONOGIOANbHOCMI  NIONPUEMCMEA, 6 NpPaABosol
sionogioanrbHocmi, 6 010yl emuyHoi 6iON0GI0AILHOCMI, a mMakodc OY10 GUOLIEHO ACHeKm CMAN020 pPO36UMKY 6
Ginanmponiynomy 610yi, NPULOMY 8CI MPU OCHOBHI CKIAOOBI. eKOHOMIYHA, eKOJO2IYHA Ma COYIANbHA 3HAXOOSAMbCS 6
micHoMYy 83a€mo036'13Ky i 63aemosanedxchocmi. CoyianbHa 8i0N08IOANbHICIb NIONPUEMHUYMEA 6 cqhepi eKonoeil, moomo
eKOJI02IUHA BION0BIOANbHICMb, NEPEMBOPIOEMBCA 8 JHCUMMEBD BANCAUBUL (DAKMOP KOHKYPEHMHOI 60pombdU, OCKintbKu
came piseHb eKOI02iUHOI 8i0N06i0aNbHOCII NIONPUEMHUYMBA HAUOAUNCHUM HaACOM OyOe SUSHAUAMU NO3UYI] Mo2o uu
IHWO020 NIONPUEMCIMEA HA MIHCHAPOOHOMY PUHKY I 8 04AX CHONMCUBAUI8 1i020 Npodykyii. Pozenanymo nepegazu 30iliCHeHHs
€KOJI02I4UHOI OIANbHOCMI 8 PAMKAX COYIanbHO 8I0N08I0ANbHOI pobomu nionpuemcmed. 3anponoHo8anHo iHCMpPyMeHmu
npakmuyunoi  peanizayii exonoziunoi 8ionogioanvrocmi 6isHecy. Exonoeiuno 6ionosioanvHuti mapkemuue HOBUHEH
BUKOPUCIMOBY8AMU MAKI THCMPYMeHmMU O BUPIWEHHA NpoOieM CMAN020 PO3BUMKY. OYIHKY 6HAUBY HA HABKOIUUHE
cepedosuuje npu po3poobyi cmpameziii ma nAAHIE eKOHOMIYHO20 PO3GUMKY,; eKOOZIYHUL ayOUm, eKoI02iuHe CMpaxy8ants,
cepmuixayiio Ha 8iON0GIOHICMb NONONCEHHIM eKONOSIUHUX CIMAHOAPMIE, COYIANbHO-EKOI02IUHY 36IMHICMb.

Bucnosku. He icuyec e€0unoeo nioxooy 00 OYiHKu pPi6HsA eKO02iuHOiI 8i0N08i0anbHOCMI NIONPUEMCINGA, HCOOEH
HOPMAMUBHULL OOKYMEHM He MICIMUmMb EOUHOI MemoouKy 1020 eusHavenns. Ha nauy oymxy, 3a2anvHuil piseHb eKonoeiuHoi
8i0N0BI0ANLHOCMI NIONPUEMCIMBA NOBUHEH BUSHAYAMUCS 3 YPAXYBAHHAM GNAUBY PIZHOMAHIMHUX eKOHOMIUHUX, eKOAO2TUHUX
ma opeanizayiiHux Gaxkmopis 3a 00NoMO02010 iHMeZPAaIbHO20 NOKA3HUKA 3A2AIbHO20 PIGHS eKOHOMIYHOI 8i0N08i0aIbHOCHI
nionpuemcmaea, siKuti 0a3yEMbCsa HA MPbOX YACMKOBUX IHMESPANbHUX KoepiyicHmax, a came: iHmespaibHOMY Koeqhiyienmi
eKOJI02IUHOI WKOOU, THMeZPATbHOMY KoepiyicHmi 6naugy eKOHOMIYHUX (akmopie, iHmezpanvHOMy Koeiyicumi 6naugy
€K0J1020-eKOHOMIYHUX (paKmopig.

Knwuosi cnosa: coyianvHa 6i0nogioanvHicms, 6i0noGi0anbHULL MAPKemuHe, iHgecmuyii, coyianrbHO-eKoN02iuHa
36IMHICMb, eKOI02IYHI CMAHOAPMU, eKON02TUHA 8ION0BIOANbHICb NIONPUEMCMEA.

Problem statement and its connection with important scientific and practical tasks. The concept of
environmentally responsible business organically combines elements of the concept of sustainable development,
corporate social responsibility and environmental marketing. Currently, along with the development of the
production of goods, the service sector is expanding and improving, including in environmental management. In
order to attract state or non-state funds for the development of ecological-cleaned production of the coastal
regions of Ukraine and increase the efficiency of using this resource, you should consider the relations of
subordination management, which involve such interaction between people, when the right to make decisions
belongs only to one side: the realization of these relations can be a partnership between the state and business in
the field of recreational and tourist areas. To coordinate these relationships should use environmentally
responsible environmental management.

Analysis of recent publications on the problem. By the middle of the 20th century, managers of
Western corporations came to realize the need for purposeful and systematic regulation of the company's
relations with the internal and external environment, which subsequently resulted in the emergence of the
concept of corporate social responsibility (CSR). Over the next few decades, in the absence of a single,
internationally-set regulation on social policy, managers set their own separate standards governing relations
with employees and defined corporate ethics in general. In 2000, the United Nations Global Compact
proclaimed ten key business principles in four areas (human rights, labor relations, environmental protection,
anti-corruption) in order to promote corporate social responsibility at the national and global levels and to
promote non-financial reporting on this activity [1, 2]. The concept of social responsibility is used in many areas
of activity, but only in a business context, pointing to specific areas of development, does it acquire a clear
wording. This allows researchers and specialists to divide CSR into certain types.

There is a diverse classification of social responsibility, in particular, Okhrimenko A.A., Ivanova T.V.
allocate moral, religious, disciplinary, political, legal (legal) [3, p. 13], Savchenko I. excludes religious, but adds
party, professional, environmental [4, p. 57], Carroll speaks only of four types - economic, legal, ethical,
philanthropic [5].

Grischuk V.K. classifies CSR by types of social responsibility as positive (that is, when subjects of social
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social norms of measures of influence provided by these norms) [6, p. 55]. In addition, some researchers "break"
corporate social responsibility at several levels. The United Nations proposes a more practice-oriented
classification, points companies to specific tasks. But even at the first superficial glance it becomes clear that all
the classifications are very similar. Only the wording changes, and some additions appear that are outside the
scope of the legislation. According to the UN, CSR (or CSR - “corporate social responsibility”) is divided into
two types - internal and external.

It is also worth mentioning the classification created on the basis of CSR obligations. Obligations are
placed according to their importance — from the necessary ones, “imposed” by the economy and the law, to
voluntary ones, which are a personal initiative of the company.

The environmental component appears in the definition of corporate social responsibility only in the
1990s [7, p. 167]. So, Hart S. for the first time points to the environmental benefits for enterprises [8, p. 96]. The
concept of "environmental responsibility of the enterprise™ appears in the works of foreign scientists only since
the 2000s. The concepts of “ecological modernization”, “risk reflection”, “new ecological paradigm”, the
strategy of ecological marketing, etc. became the theoretical basis for the study of the ecological direction of
social responsibility [9, p. 189-192].

Today, there are several approaches to interpreting the concept of “environmental responsibility” in
general and “environmental responsibility of an enterprise” in particular, as components of corporate social
responsibility. These terms are interpreted differently by representatives of various economic schools. A study
of a number of works by Ukrainian scientists [10, 11, 12, 13, 14, 15] showed that the economists of the classical
school began to develop the concept of environmental responsibility, among them such famous researchers as
A. Smith, T. Malthus, D. Art. Miles who have made a significant contribution to the development of a
methodology for the study of problems of interaction between society and ecology. Many of their ideas are
relevant in our time. The classical direction in the economy focused on the ability of the market to be a powerful
incentive, both of development and innovation [10, 12, 14]. Thus, the market pushes industrial enterprises to
realize public interests, including environmental ones. But representatives of the classical trend noted the
impossibility of such development in the long term.

It is advisable to include two subgroups of indicators in the group of criteria for our own environmental
initiative: production ecology management and communication with stakeholders [16, p. 125; 17, p. 168]. Thus,
using these criteria, we can conclude about the presence and compliance with the concept of environmental
responsibility at a particular enterprise. Kamyshnikov E.V. Considers the main directions of development of the
environmental component of social responsibility in Ukraine: 1. Introduction of corporate environmental policy.
2. Ecological audit. 3. Engaging workers in environmental initiatives. 4. "Green supplies". 5. Production of
"green goods" [18, p. 207].

As we can see, along with administrative and market tools for regulating environmental management,
tools and methods for implementing environmental policy, based on voluntary agreements between
environmental management companies, government bodies, and the public to ensure environmental safety in the
area of production and consumption of the environment, are of great importance. etc. [19, p. 829].

Allocation of previously unsolved parts of the general problem. Selection of previously unsettled parts
of the general problem. The main unresolved problem in the field of environmentally responsible business is
environmentally responsible marketing, complex, systematic market research as a set of environmental markets
(sale and purchase of environmental goods), interconnected by their main goal: ensuring environmental safety
and effective economic development of the region, territory and state . It is important to understand how
environmentally responsible marketing affects the consumer and what he decides. Therefore, the question of
market segmentation taking into account environmental factors is particularly relevant at the moment.

Formulation of research objectives (problem statement). The purpose of this article is to consider
approaches to assessing the environmental responsibility of an enterprise and the impact of environmental
factors on environmentally responsible marketing. The program of such a comprehensive study depends on the
characteristics of ecotourism, the conditions of production and sales of the product, the nature of the enterprise
and a number of other factors. A comprehensive study of the environmental responsibility of marketing is sure
to reveal unmet demand, which will meet the environmentally friendly needs of potential buyers and improve
the production and business activities of the enterprise.

Outline of the main results and their justification. Implementation of CSR programs (corporate social
responsibility) definitely makes a profit. The world has long been considering CSR programs not as costs, but as
investments that bring profit and pay off. The benefits of CSR lie in the long term: a positive image of the
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organization is being formed; increased investor interest; improving relations with the public and local
authorities; increase motivation and productivity of employees; increase sales and market share; decrease in
operating expenses.

After conducting research, we offer our own vision of social responsibility of business (CSR) - this is the
contribution made by the organization to the development of social, economic and environmental areas on a
voluntary basis.

We propose the following definition of environmental responsibility for business: “this is the conduct of
production and economic activity, in which compliance with the requirements of environmental legislation is
ensured, and the local ecosystem is damaged in an amount not exceeding the territory’s assimilating potential”.

Also, the main factor is the readiness of industrial enterprises to incur additional costs for the
implementation of various programs, projects and activities aimed at reducing the anthropogenic impact on the
environment.

Under the environmental responsibility of an industrial enterprise, we will mean the conscious and to a
greater extent voluntary assumption by an industrial enterprise of environmental obligations, taking into account
the expectations of interested parties in order to improve safety and sustainable business development, in which
compliance with environmental legislation is only a few of the many tools its practical implementation at the
strategic level.

Considering the activities of companies in the aspect of social and environmental responsibility of
business, it should be noted that all companies that are engaged in solving environmental problems can be
divided into two groups:

1. companies, while solving environmental problems, get real economic benefits, for example, by
introducing resource-saving technologies and thereby reducing the cost of production;

2. companies that are engaged in solving environmental problems for the sake of creating a positive
image, considering that the main goal of their activity is to make a profit.

Traditionally, the interests of society and industrial enterprises were determined in opposition to each
other. This is especially evident in the area of environmental responsibility, where industrial enterprises are the
main source of aggravating environmental problems.

To solve these problems, socially and environmentally responsible companies should use various tools in
their practice, in particular:

1) environmental impact assessment (including strategic environmental assessment) when developing
strategies and plans for economic development;

2) environmental audit, which allows detecting environmental violations at an early stage;

3) environmental insurance, which provides for compensation for environmental damage;

4) certification for compliance with environmental standards (international standards ISO 14000 relating
to environmental management, international standard ISO 19011, which refers to the audit of quality
management systems and / or environmental management systems; national standards of the series "Resource"
and the series "Nature Conservation ", 1ISO 26000);

5) social reporting containing an environmental component.

The main source of funding for measures aimed at protecting the environment and rational use of natural
resources is the environmental tax, the payers of which are business entities that have sources of pollution [20,
paragraph 240,1 of the TC]. The key (only) change in the administration of the environmental tax in 2018,
which may affect the tax receipt: an increase in rates by 11,2% (taking into account the projected consumer
price index in 2017 — 111,2%). The distribution of environmental tax revenues in accordance with the current
legislation is carried out by the Treasury Service of Ukraine.

The implementation of state programs for the preservation and development of the environmental fund
depends on the revenues of the environmental tax. The most important factor influencing the effectiveness of
the state environmental policy is the effectiveness of determining the real base for collecting the environmental
tax, as well as its administration.

In our opinion, the model of the mechanism of environmental regulation that is used today in Ukraine has
been largely divorced in its concept from both timely ideas in the field of environmental management theory
and relevant practical experience gained in countries with market economies.

In this regard, it is necessary to develop a new mechanism for environmental protection, which will be
based on the provisions of scientific theory and the experience of environmental regulation of developed
Western countries, using a mechanism based on the principle of direct regulation and the corresponding tools of
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administrative and legislative regulation in combination with economic instruments. supplement them and
perform various functions in the structure of this mechanism.

For the conditions of Ukraine, this mechanism should rely on such regulators, which would allow in
advance to have a sufficiently clear idea of the amount of relevant expenses of the entire national economy and
allow public control to monitor the size and dynamics of expenses and their management. To implement the
proposed mechanism, it is necessary to know the amount of financial resources and to predict, to take into
account the amount and range of material and technical support for environmental protection. Moreover, even
for a long period, the limiter for protecting the environment from pollution will not only be a lack of financial
resources, but also a shortage of special types of equipment, equipment, instruments, instruments, materials.
With the help of environmental standards, it will be possible to take into account these restrictions and make
more realistic economic and social requirements for enterprises.

The use of the method of payment for environmental pollution in the form of an environmental tax in
these conditions would entail only meaningless, far from effective costs of enterprises. Direct regulation, which
provides certainty of the magnitude of the necessary costs and other macroeconomic consequences and the
possibility of purposeful management, taking, if necessary, corrective measures, meets these requirements.

The mechanism of formation of special funds of state and local budgets in Ukraine at the expense of the
environmental tax is a symbiosis of two conceptually opposite mechanisms - indirect (as the main) and direct
(as additional) regulation. This mechanism is based on the “pollution charge” method, which has been rejected
in all countries of the world. Tools such as “tax on emissions and charges within established limits” (that is, for
permissive emissions and discharges allowed by the progressive environmental standard) and “tax on maximum
permissible emissions and discharges (ie, emissions and discharges within sanitary norms do not exceed the
maximum permissible emissions and discharges), have no analogues in Western practice.

In accordance with the above, we consider it expedient to use the concept of direct environmental
regulation, which involves environmental management through prescriptive, administrative, legislative tools
with mandatory addition of economic tools for various functional purposes, as a basis for stimulating the social
responsibility of enterprises in the field of environmental protection in Ukraine. A clear-cut imposition of
prohibitions or restrictions on environmental pollution is required, and the restrictions should be regularly
reviewed to tighten the requirements.

An important tool for the practical implementation of the environmental responsibility of a business is to
inform all interested parties in a timely manner about the results obtained, both positive and negative, including
through the open publication of social (non-financial) reports. Reporting allows a group of stakeholders to
independently analyze and assess the environmental responsibility of industrial enterprises according to such
criteria as the concept and essence of environmental responsibility, its place in the value system of an industrial
enterprise, the nature and forms of its interaction with all interested parties, the main directions of
implementation of environmental programs, and also the dynamics of the main indicators of environmental
responsibility, problems and directions for further development. It is worth noting that social reporting does not
contain information of a confidential and at the same time strategic nature, which, if made public, carries with it
consequences for a competitive advantage.

One of the leading international standards is the standard of social (non-financial) reporting in the field of
sustainable development of the Global Reporting Initiative Global Reporting Initiative (hereinafter - GRI).

An important element in determining the size of the necessary financial resources for environmental
activities is the assessment of social and environmental, current and future, and not only short-term and purely
economic costs and benefits of economic projects and decisions on the formation and use of special funds of
state and local budgets.

As a tool to stimulate social responsibility of enterprises in the field of environmental protection, it is
proposed to use the model of direct environmental regulation. The key point of direct regulation is the use of
progressive (intermediate) environmental standards for permissible emissions, established by law or
administrative procedure, in combination with economic incentives for enterprises seeking to meet them, and
with economic sanctions for their non-compliance.

The role of the state in the framework of the implementation of the policy of managing the social
responsibility of enterprises in the field of environmental protection should insist, first of all, on the definition of
norms and standards for regulating the activities of industrial enterprises and territorial governments, as well as
on ensuring uniformity and appropriate application of these regulators.

When considering the issues of environmentally responsible marketing of management, it should be noted
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that this is the tool that is part of the socially responsible business mechanism for solving environmental
problems. Social responsibility business is a concept whereby a business, in addition to complying with the laws
and producing a quality product / service, voluntarily undertakes additional obligations to society; the obligation
to pursue long-term socially useful goals, adopted by her beyond what is required of her in accordance with
legislation and economic conditions [21, 22]. Environmentally responsible marketing is a derivative of
environmentally responsible business and its principles are:

1. Transparency. An organization should be transparent in its activities. The organization should disclose,
in an understandable, balanced and truthful form, the policy of decision-making for which it is responsible to
society and the environment.

2. Moral behavior. The behavior of the organization should be based on principles and rules based on
integrity, honesty, equality, sound leadership, and integrity. These ethical principles imply concern for the
people around us and the environment, as well as a commitment to meet the needs of interested parties.

3. The organization respects and considers the interests of its stakeholders. Stakeholders of an
organization are individuals or groups that have an interest in an organization’s activities.

4. The organization respects legal regulations, i.e. complies with all applicable laws and regulations.

5. The organization should respect international norms, in cases where these norms are the best for
sustainable development and the well-being of society.

6. Reporting. The organization must be accountable, that is, able to report to others for its impact on
society and the environment.

7. The organization must recognize the importance and universality of human rights. Human rights are
spelled out in the Universal Declaration of Human Rights.

Socially responsible environmental management of the coastal regions of Ukraine, its mechanisms and
tools are transformed in accordance with the defining trends in business development of the 21st century.

The essence of which is as follows: the first trend is the alternation of the development of the material
component with the development of the social component. With regard to business, this is the alternation of the
development of the productive forces, which requires the subsequent development of productive equipment and
new environmentally friendly technologies. The emergence and widespread introduction of new production
equipment, ensuring the rational use of natural resources and minimal pollution of the environment, requires the
development of production forces, advanced training of workers, new forms of labor organization of workers
and managers using digital information technologies. Business was in the need to adapt to the changed external,
mainly social conditions. Classical types of services in the marketing system are filled with new content, since
the company's resources (financial, material, human) open up new potential opportunities. By purchasing a
service, the consumer thereby purchases a set of certified services, and the company earns a profit at the same
time, which makes marketing only an economic category.

The second trend is the development of management (and marketing) consistent with the theory of
"dynamic equilibrium" by John Forbes Nash, if we consider business development in the 20th century as the
interaction of two participants object-subject, where technical development is the object, and human resources
are the subject ( productive forces). Leadership of the object stimulates the development of the subject, for the
sake of achieving balance. Dynamic equilibrium is ensured by a change of leadership positions, so with the
leadership of the subject, the mechanism of “pulling up” the object to an equilibrium state is activated. Using
the "swing" of the equilibrium state develops business, society, the world. Participants who fall out of the
“dynamic equilibrium” system fall out of development processes, becoming outsiders in business, in politics, in
society, in the world, in life. A feature of environmentally responsible marketing is that the market is in constant
dynamic change. The demand for such services is influenced not only by, for example, weather (climatic)
conditions, but also by the introduction of new prices and competition. In this regard, environmentally
responsible marketing is presented as a continuous process, therefore the responsible marketing strategy of any
company includes designing a distant and, most importantly, near future. The business, outlining long-term
plans, coordinates them with environmental factors, i.e. uses all possible marketing tools to achieve the goal of
greening the relationship of this type of activity.

The third tendency is the process of development, “dynamic equilibrium” occur under conditions of
acceleration of the passage of time. The conveyor production method invented by G. Ford was in demand for
industrial production for decades, until the second half of the 20th century, but in the 60s there was a scientific
and technological revolution that marked the transition of Western economies in the period of post-industrial
society, where every 4-5 years there is a change generations of process equipment. Business development is
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accompanied by a high level of organizational and technical development, which contributes to the emergence
of a world standard. Computer information systems, increased competition in the services market, resulting in
increased requirements and raising standards, modern technology and technology - all this undoubtedly had a
beneficial effect on the marketing of domestic and international business and increased the level of
environmental responsibility for environmental marketing.

There are quite a few definitions of tourism marketing that fit the definition of recreational tourism
marketing environmental management:

» methods and techniques aimed at identifying and satisfying the needs of people caused by recreation
motives - the cognitive aspect, recreation, entertainment, treatment, etc. - and the organization of tourist
associations that can rationally satisfy these needs;

* public and private activities of recreational and tourist enterprises, carried out according to international,
national and regional plans in order to meet the needs of certain groups of tourists (customers, consumers);

* the system of trade and production activities, aimed at meeting the individual needs of each consumer
based on the identification and study of consumer demand in order to maximize profits;

+ market-oriented management, aimed at achieving the goals of the enterprise by more efficiently than the
competitors, meeting the needs of tourists; marketing can be used both at the level of a separate travel company,
and in the activities of travel concerns and holdings, including internationally [23].

In shaping the marketing strategies of the company, the structure of needs that underlie the economic and
environmental program is taken into account. For a business, regardless of its types of activities and forms of
ownership, it is important to know whether it can generate sufficient income or profit, i.e. know the final
financial result of the work. An environmentally responsible marketing approach regards profits as the main
factor in stimulating business activity, taking into account the resources aimed at resource-saving and
environmental protection measures. It creates an opportunity to expand activities, meet the social,
environmental and material needs of the collective and consumers of services, serves as the main source of
budget formation.

An environmentally responsible marketing approach to the services of a service company involves two
types of analysis: internal - due to the growing responsibility of the company to co-owners, employees, banks,
other lenders and the natural environment; external - as the need to analyze the financial condition in
establishing business contacts, strengthening the position in the market. Financial activity of the company
covers the processes of formation, movement and security of property. The financial condition is the result of
the economic activity of the enterprise and is characterized by financial stability, solvency and liquidity. In
marketing activities it is considered that a firm remains solvent if its total assets are more than long-term and
short-term liabilities, and liquid if its current assets are more than short-term liabilities. Financial management
of activities and availability of funds are immeasurably more important factors than current profits, and the lack
of funds in the bank can lead to a financial crisis. Indicators are considered satisfactory and good in the case of
low costs and absence of arrears, i.e. significantly increased coefficients. Consequently, in order to analyze the
real state of affairs, first of all, it is necessary to consider questions of profitability and the results of the profit
report. At the expense of profit repayable debt of the business. The profitability of this complex and product
profitability services are considered from the following positions: the higher the level of profitability, the greater
the efficiency of the company.

Depending on the objectives of the study, each author treats corporate social responsibility in his own
way. Someone limits the social responsibility of a business to the production of high-quality, safe products for
consumers; someone focuses on additional social protection of their employees. Other authors reduce it to
manifestations of charity, support for education, science, culture and spirituality, carrying out an active
environmental policy. Therefore, the social responsibility of a business cannot be determined unambiguously. It
is a broad and multidimensional concept.

In our opinion, socially responsible environmental management is a balanced combination of managerial,
entrepreneurial, social, industrial, commercial, financial activities to meet the needs, demands and interests of
consumers (customers) in order to generate profit and efficient operation, enterprise development and
environmental natural environment. The system of activities of such enterprises includes: the formation and
design of services, the development of their organizational bases (the interrelation of the process of production
and sale of services), advertising, the sale of services (commercial work).

Generally, you can define an environmentally responsible business as an entrepreneurial activity, which
uses only such methods of making a profit that do not harm people, nature, society, and in some cases, take on
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some of the functions of the state in the field of social security, health, culture, development of sports,
environmental protection, etc.

Socially responsible marketing of the recreational and tourist complex (business) is the responsibility of
those who make business decisions for those who are directly or indirectly affected by these decisions. It is a
concept that encourages companies to take into account the socio-economic and environmental interests of
society, taking responsibility for the impact of the company on consumers, employees, society and the
environment in all aspects of its activities.

Socially responsible marketing of the recreational and tourist complex (business) is a voluntary activity of
companies in the private and public sectors, aimed at adhering to high standards of operating and production
activities, social standards and quality of work with personnel, minimizing the harmful effects on the
environment, in order to level the existing economic, environmental and social imbalances; the creation of
trusting relationships between business, society and the state; Improving business performance and profitability
in the long run.

In the modern world, socially responsible business activity is a generally accepted rule, followed by a
significant number of large, medium and even small companies around the world. Considering the extraordinary
social and economic benefits that comprise the social responsibility of business, its development issues are
under special attention of government authorities in many countries of the world and leading international
organizations. The manifestation of this attention is the development of CSR standards and measures to
stimulate business to socially responsible activities.

In a broad sense, CSR can be represented as a system of values, activities and processes aimed at
spreading the positive influence of a company’s activities in the economic, environmental, social spheres both
within the organization and in the environment. The implementation of socially responsible strategies should
focus not only on reducing and preventing the negative effects of activities, but also on achieving economic,
environmental and social effects, which can be considered as the basis for improving the competitiveness of
individual companies and the national economy as a whole.

The main characteristics of environmentally responsible marketing is voluntariness; integration into the
company's business strategy; consistency; benefits for all stakeholders: employees, consumers, shareholders,
society, etc., as well as for the enterprise itself; contribution to sustainable development.

Conclusions and perspectives of further research. The main factor of responsibility is the willingness
of enterprises to bear additional costs for the implementation of various programs, projects and measures aimed
at reducing the technogenic impact on the environment. The principle of transparency in environmentally
responsible marketing requires the organization to disclose the policies, decisions and activities for which it is
responsible, including their current and possible future impact on society and the environment. This information
should be easily accessible and understandable, as well as timely, fact-based and presented in a clear and
objective manner. It should enable interested parties to assess the extent to which the organization’s activities
affect their rights and interests.

In our opinion, the overall level of environmental responsibility of an enterprise should be determined
taking into account the impact of various economic, environmental and organizational factors through the
integrated indicator of the overall level of economic responsibility of the enterprise, which is based on three
partial integral coefficients.
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