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CURRENT STATE AND DEVELOPMENT
OF ECOLOGICAL MARKETING

Abstract. At present, the environmental problem is one of the most important international problems. Current
environmental issues come first in many countries. Therefore, the science of environmental marketing began to take
root. Because consumer demand has also increased and the volume of purchases of goods produced in the most
profitable way for consumption has increased. In accordance with modern requirements, starting with reducing the
impact of traditional marketing on the market, new methods of environmental marketing have been proposed.
Therefore, it is important that any company gets the maximum profit, studies the requirements of consumers,
produces clean and safe products, introduces and implements environmental marketing in the activities of the
enterprise in order not to pollute the environment.

The current use and development of environmental marketing are analyzed in this article. In addition, the
opinion of world scientists for environmental marketing, features of the use of environmental marketing and the
implementation of environmental marketing rules by companies in companies are analyzed.

Keywords: marketing, ecology, ecological marketing, enterprise, economy, technology, strategy, product.

The relevance of ecological problems in recent decades is beyond doubt not only among scientists,
but also among businessmen, politicians and the population as a whole. Ecological problems of different
levels are regularly covered in the media, the Internet, a lot of websites and forums are intended for them.
This indicates that in the middle of the twentieth century the world community moved to a qualitatively
new level of problem formulation and should be involved in solving ecological problems of all social
groups. Therefore, it justifies the objective need for research, development and implementation of
marketing concepts in the field of ecological safety of the population, primarily in the production of food
products.

The American marketing Association (AMA) defines ecological marketing as follows:

Ecological marketing is the organization of various activities, such as product correction,
modification of production processes, packaging, labeling, advertising strategies [1].

Ecological marketing as a set of targeted measures to meet environmental needs in the system
"producer — consumer" on the basis of a comprehensive study, taking into account factors of internal
(opportunities) and external environment of the manufacturer [2]. In other words, environmental
marketing is a specific tool, an element of the organizational and economic mechanism in the system of
interaction "producer — consumer”, regulating profit in compliance with environmental and social
responsibility of business [3].

According to The business dictionary, the definition of ecological marketing is an advertising exercise
aimed at taking advantage of the formation of consumer behavior in relation to the brand. These
amendments gradually affect the company's experience and policies, which affect the characteristics of the
environment and affect its standard of care for the community. On the other hand, it can be recognized as
the movement of ecologically friendly or efficient goods [4].

In fact, a certain level of economic selfishness is formed on the basis of the classical marketing
theory. Companies pay attention to the growth of profits, consumers make decisions based on their profits.
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High interest in ecological issues appeared in 1970-80s. Basically, it is "Greenpeace", "friends of the
Earth" and others. b. on the part of groups such as the:

1) governments have become more involved in issues such as ecological protection, new legislation;

2) the public pays special attention to the need to protect nature and the environment, as well as began
to organize various actions for the conservation of natural resources.

"Green" or ecological marketing is the process of meeting the needs and requirements of society by
promoting goods and services that have minimal negative impact on the environment at all stages of the
life cycle and are accomplished through minimal use of natural resources [5].

As a continuation of the social and ethical marketing that emerged in the early 1980, 1990 appears
ecological or "green" marketing. In accordance with the concept of social and ethical marketing " the task
of the organization should be to establish the needs, needs and interests of the target markets and ensure
the desired satisfaction of the most effective and more productive (than competitors) ways, while
maintaining the welfare of the consumer and society as a whole. This concept was caused by the currently
observed traditional marketing conflict, ecological degradation, lack of natural resources, population
growth, inflation and the negative state of social services" [6].

In the early 1990s, the problems of business greening were posed in connection with the following
factors:

- public concern about the state of the environment;

- state decisions in the field of ecology and nature management;

- in connection with the emergence and growth of the influence of various consumer associations,
non-governmental ecological organizations, public ecological assessment groups.

The growth of citizens ' demands for ecological consumption and behavior gave a new impetus to the
development of "green" marketing. The impact of the company on the ecological and social life of society
is expressed by the following criteria:

- impact on the economy;

- technology;

- leadership style.

"Green" or ecological marketing-is to increase the popularity of the brand and increase sales through
the use of ecological technologies of production and production of ecologically friendly products, as well
as increase customer loyalty.

"The ability to effectively solve ecological problems affects not only the trust of the company's
consumers, but also their loyalty.

In his famous work, John Grant developed the "Manifesto of ecological marketing" model of
transition to the" real " ecological business. The author distributes the following levels of greening:

1. General Ecological (first level): a set of new standards. This level will be implemented through
communication.

2. Ecological (second level): allocation of responsibilities. Cooperation is carried out through.

3. The most ecological (the third, the highest level): support of innovations. Means changes in
culture" [7].

Globalization of global geopolitical and economic processes actualizes the development of ecological
marketing in Russia. The aggravation of the ecological situation in the world is associated with the
depletion of natural resources, ecological pollution, irrational use of natural resources. Humanity is on the
threshold of a global ecological disaster, so it is not surprising that at the present stage of development of
society there are processes of greening of life, in particular production processes, public policy, legislation
and mentality.

Ecomarketing is a holistic concept that allows the company to carry out the process of setting
strategic goals in a new way and minimize the likelihood of ecological risks, it is a new way of thinking,
new approaches and principles of quality management of production processes, product sales [8].
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According to the estimates of Organic Trade Association, the world market of "organic products"
today is about $30 billion, increasing annually by 16-20%, i.e. four times faster than the total food market.
In the US, organic departments have 72% of all supermarkets [9].

Thus, it is necessary to refer to the modern eco-marketing directions:

- formation of financial structures to support ecological activities;

- ecological impact assessment (audit)));

- ecological insurance of the company's activities;

- change of reporting forms of manufacturers ' activities;

- new advertising objects;

- formation of new principles of trade (for example, the sale of ecologically friendly products).

According to experts, "in order to protect the natural environment has become one of the main
objectives of marketing management in the enterprise, it is necessary to enrich the concept of marketing
management in new ways" [10].

It should be borne in mind that in the context of comparing the organizational, administrative, legal
and economic mechanisms of Kazakhstan and the United States in the implementation of environmental
legislation, practical organizational support of public participation in the formation and implementation of
environmental law in the United States is carried out. U.S. ecological policy is based on the broad
involvement of citizens and the public in measures related to the development of environmental law.
Citizens have the constitutional right to access to environmentally relevant information, to participate in
administrative decision-making, to freedom of speech and to defend their interests in court [11].

In order to ecologize production, reduce ecological risks and meet the needs of the population in
quality and ecologically friendly products:

- introduction of mechanisms of economic stimulation of quality and ecological safety of production,
processes, products, goods, works and services;

- development of the market of ecological products, works and services;

- development of ecological entrepreneurship;

- improvement of the investment climate in order to attract and effectively use investments,
innovative technologies and equipment:

- Action in accordance with the rule " 3R "(reducing-reducing the amount of waste, recycling-reuse of
materials, Recycling-recycling);

- Implementation of closed-loop industrial production, implemented by ISO 9004-87 ("quality
loops™);

- Application of international standards series ISO 9000, 9001 and ISO 14000.

The methods of legislative regulation of the quality of products is eco-labeling. It is designed to
establish positive rates relative to the effects of this separate product to the OS. The presence of an
ecological label means the verification of a product or group of products on the basis of the concept of the
Ecological life cycle of the product.

Ecolabel complex data of an ecological nature in the form of text about the product, process or
activity, some graphics, colored characters (symbols) and their combinations. It is placed directly in the
product, packaging (container), label, label (tag), label or accompanying documentation, depending on the
specific conditions.

Ecolabel provides customers with information about the ecological characteristics of products and not
only about them. Some signs have been adopted at the international and national levels, but there are also
signs of specific firms.

Some signs indicating ecological safety for humans and the environment as a whole or for their
individual properties:
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Figure 1-some signs indicating ecological safety
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The Blue Angel is the ecolabel of the federal government of
Germany since 1978. The Blue Angel sets high standards for
environmentally friendly product design and has proven itself
over the past 40 years as a reliable guide for a more
sustainable consumption [12].

White Swan

RS

the
Scandinavian
States

The Nordic Swan Ecolabel works to reduce the
environmental impact from production and consumption of
goods — and to make it easy for consumers and professional

buyers to choose the environmentally best goods and services

[13].

Ecological Canada

choice

The Canadian EcoLogo Program, also referred to as
“Environmental Choice,” helps consumers identify
environmentally preferable products and services. EcoLogo
is based on the International Standards Organization ISO
14024 standard for ecolabelling and is managed by
TerraChoice [14].

Green Seal USA Green Seal® is the nation’s premier ecolabel,
symbolizing transparency, integrity and proven
environmental leadership. Operating as a nonprofit since its
founding in 1989, Green Seal has certified thousands of
products and services in over 450 categories, and is specified
by countless schools, government agencies, businesses and

institutions [15].

In accordance with the requirements of the European Union, a single eco-label sign means
ecologically friendly products, as a sign of "blue angel", and in the package two colors: green and blue or
black on a white background. It does not apply to food and medicines, marked goods referred to them as
dangerous goods, but used under the conditions of restrictions or within acceptable limits. Work on the
assignment of the European ecological mark, including testing for compliance with the established
criteria, is carried out at the national level.

The main requirements for compliance with which the goods-applicants for eco-labels are checked [16]:

- focus the content of environmental pollutants in objects of certification;

- level of environmental pollution;

- the level of environmental safety for human health;

- reuse of components;

- rational use of natural resources in the production process;

- use of renewable resources;

- use of renewable energy sources;

the levels of discharges and emissions;

- environmental performance of transportation;

- environmental indicators of waste disposal;

- using the best available technology.

The packaging of the goods must also meet strict ecological criteria. At the same time,
multifunctional packaging is an important element of respect for the environment. The function of
packaging protection is to reduce the loss of resources, and the information function can serve as a means
of obtaining production information and a stimulator of transmission. The most important packaging
criteria that do not harm the environment are:

1) the possibility of multiple use (secondary use in the return system, use in the future for other
purposes);

2) refusal of the package functioning only for external representation of production;

3) non-use of conjugated materials that make recycling difficult.
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It is important to use market-based methods that contribute to the most effective solution of ecological
problems. This is for natural resources (land, subsoil, water, forest and other flora, fauna) and for
ecological pollution (emissions, discharges, etc.) ecological taxation, credit mechanism in the field of
ecological management, extra-budgetary ecological funds and the system of banks, ecological insurance.

In this regard, in the future it is possible to establish the most advanced tools and forms of
development of ecological marketing:

1. General provisions cosponsoring representing some form of cooperation between the firm and
economic organizations. Eco-sponsorship is the age component of the sponsor, but it is ahead of
sponsorship in the cultural sphere in terms of growth rates, and its share in the structure of sponsorship
costs is estimated at about 7%.

Sponsor support or special promotion:

- promotion of selection of shares for participation in the competition;

- development of support package;

- carrying out the campaign in compliance with the sponsor's interests;

- implementation of advertising and PR campaign;

- ensuring the implementation of the campaign and guarantee the interests of the sponsor.

The introduction of the concept of" sponsor " provides for technological approaches, rules and
regulations to address individual problems as a reasonable supporting technology. An interesting example
of ecoporanga in Germany has demonstrated a firm "McDonald's", supporting the project through which
the children who come to Breakfast only in the branches of the company, learned healthy eating.

2. Eco-time is a new concept of communication with consumers, which awakens ecological behavior
through the emotional staging of an attractive lifestyle.

3. Eco-leasing is a temporary paid granting of the right to use certain investment objects. A firm or
leasing organization can provide consumers with lease agreements that are best provided either for reuse
or are cost-effective and ecologically recyclable.

Consider the experience of foreign brands-companies that use eco-marketing in their activities [17]:

First of all, we note a few facts that are currently using ecological marketing:

- Coca-Cola with the PlantBottle campaign aimed at empowering women entrepreneurs,
promoting healthy lifestyles and promoting water conservation worldwide by 2020.

- PepsiCo, all business transactions are highlighted in his campaign to reduce the consumption of
water and energy. (In 2012, he received the Stockholm water industry award.)

- Tom Maine, with his #GREENSCHOOLFUND campaign, teaches students to contribute to a clean
environment.

- Hershey has an ecologically friendly experience aimed at reducing greenhouse gas emissions by
50% by 2025.

- Seventh generation campaigns #ComeClean #Generatogood, encouraging manufacturers to greening
all production processes.

The IKEA website has a section containing articles and documents to confirm the ecological
friendliness of the company. Natural ingredients, ecological packaging, flat packagings, used battery
collection points and other "green" chips tell customers - we support nature.

This brand uses a variety of tactics and sources for waste management and energy renewal. Ninety
percent of its buildings have solar panels that use wind farms to produce energy, and it has planted
millions of trees, sending only 15 percent of the waste to waste bins. Ikea has developed a strategy known
as People & Planet Positive. He creates products through friendship to an ECO practice that abandons us
due to the need to choose between stylish design and stability. The brand has many awards for green
power. It has been recognized by Impact for its respect for human rights and economic rights, as well as
its contribution to the environment through regenerative efforts. Ikea does not stop when reaching, it
currently works with 100 percent renewable energy sources and spends the whole situation on its green
initiatives.

Apple also cares about the ecological side of its products. Every retail store around the world accepts
Apple products for proper removal, there is a program to make it easier for customers of older devices.
Each production of the company conforms to the international standards: Energy Star and EPEAT.
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Another well-known company for the production of equipment in the world-Samsung, as well as
concerned about the situation associated with the pollution of our planet. Each device is built in
accordance with strict global ecological principles: the products are manufactured in a highly ecological,
fully recyclable packaging, and checked for the presence of hazardous raw materials components. After
the service life of the device can be handed over for free disposal [18].

It should also be noted that today the international community pays great attention to the expansion of
the market of ecologically marked products. The first eco-label was created 30 years ago ("blue angel",
Germany). A year after the appearance of the blue angel, many countries used the successful experience of
Germany, offering their ecological labeling programs. Now such programs exist in the world more than 30
[19].

The effectiveness of the implementation of environmental measures and environmental management
systems in the company is expressed in the direct benefits that are associated with the ability to expand the
market for products, avoid unnecessary costs, reduce costs, save fixed assets, get the necessary
investments, and indirect, including improving the motivation of employees, relations with the local
population, the reputation of the company [20].

Ecological problems are manifested in modern society as socio-environmental. Therefore, such
problems as food, demographic, economic backwardness, poverty and the trend towards impoverishment
of the so-called "third world" countries will be aggravated not only because of natural changes, but also
because of the humanitarian and economic crisis in these countries, where the index of economic and
social development does not meet the world standards applied in Western Europe and the United States
[21].

One of the newest tools of modern marketing is the trend - digitalization. A new direction in the field
of digital technologies is the study of user experience. This method will become more important and today
is the basis of marketing in almost any industry. This aspect has always been important for business, but
this year and especially next year, more and more entrepreneurs will target customers to create unique
marketing strategies and transformations in their digital advertising campaigns [22]. Implementation of
digitalization in ecological marketing gives more efficiency for the company.

Marketing approaches to ecological regulation will ultimately allow enterprises to upgrade their
ecological management capabilities. Advanced technologies are emerging in this area, which is not
possible with the command and control method based on the verification of compliance of each type of
production equipment with state and local standards. Marketing methods, as well as will contribute to the
development of a new ecological and economic course of concentration of regional production, will allow
for the division of labor and cooperation within and between individual enterprises to achieve a favorable
level of pollution of a particular region, as well as the distribution of labor and cooperation in the
production of basic products.

I'.A. CappixanoBa, b. b. Poic6aeBa
On-Dapabu aterHnarel Kazak ¥ITTHIK YHUBEPCUTETI
SKOJIOT'UsJIBIK MAPKETHUHI TIH KA3IPI'T J)KAF JlAFlbl KOHE JAMYbI

Annotanusi. Ka3ipri yakpITTa 3KOJIOTHSIIBIK MPOOJIeMa €H OTKIp TakelpbinTapAblH Oipi Oonansl. Koprraraxn
OpTaHbl CaKTal Kajly Mocelelnepi MeMIICKETTEepIe AJIAbIHFbI OpPbIHFA KOHBUIFAH, COJ CeOenTi JKOJIOTHSIIBIK
MapKETHHT FBUIBIMBI J1a KOJIJIaHbICKa eHri3ine 6acransl. CeOedi TYThIHYIIBUIAP CYPAHBICH Ja XKOFapbUIal, TYThIHYFa
MEHITIHIIIEe TaiIaibl KOJIMEH OHIIPUICTIH, JKETKI3UICTIH Tayapiapibl CaThIl aly Kejemi apra Oactaabl. 3aMaH
TasiabblHA COMKec, ISCTYpIi MAPKETHUHT dcepi TOMeHAeH Oacrar, HapbIKKa JKaHa 3KOJIOTHSJIBIK MapKETUHT dJicTepi
¥CBhIHBIIABI. BKOHOFI/IHHBIK MAapKETUHT 6H3HeCTiH KOMMCPHUAJIBIK MaKCaTTaH 3KOJIOTUAJIBIK, QﬂeyMeTTiK MaKcaTKa
Kapail KO3FaJlyblH Tanarn erefi. JleMek, OTaHIbIK KSCIOphIHAApAa SKOJOTHUSIIBIK MAPKETHHITI €HIi3y MEH JaMBITY
KaXKeTTUIr TybiHaaiapl. COHABIKTaH Ke3-KenreH (GpupMaHbIH MakCHMaJbl Naija aibll, TYTHIHYIIBUIAPIbIH TaJlall-
TIIEKTEepiH 3epTTel, Ta3a Aa Kayirci3 eHIM eHIpil, KopllaraH OpTaHbl JlacTaMaybl YIIiH 3KOJIOTHSUIBIK MapKEeTHHI T
KOCIMTOPBIH KBI3METIHE €HT13Y, JKY3ere achlpy MaHBI3IbI OOJIBII OTHIP.

Byl Makanaga 3KOIOTHsIIBIK MApKETHHITIH Kasipri TaHga KOJJAHBUTYbl MEH Jamybl TangaHFaH. COHbIMEH
Karap, OSKOJOTHSUIBIK MAapKETHHTKE OJNEMIIK FalbIMIapAblH OepreH TYCIHIKTepi, AKOJOTHSIBIK MAapKETHHITI
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KOJITAHYJIbIH EPEKIIENIKTepI MEH KOMIIAHHMSUIAPABIH OHJIPICTEe AKOJOTHMSIBIK MApKETHHI epeXeNiepiH iKy3ere
achIPyBbI TAJIIaHABL.

TyiiiH ce3mep: MapKeTHHI, JKOJOIHs, OJKOJOTHMSIBIK MAapKETHHI, KOCIIOPBIH, JKOHOMHKA, TEXHOJOIHS,
CTpaTerus, Tayap.

I'.A. CapgpixanoBa, b. b. Poic6aeBa
Kazaxckuit HartmoHaIBHBINH YHUBEpCUTET UMeHH anb-Dapadu, r. AnmaTtsl, Kazaxcran
COBPEMEHHOE COCTOSIHUE U PA3SBUTHUE SKOJOI'NYECKOI'O MAPKETHUHT A

AnHotanusi. B Hacrosimiee Bpemsi sKonormueckas Inpooiema sIBISETCS OJHOW M3 CaMbIX aKTYaJbHBIX TEM.
Bonpocsl coxpaHeHHs OKpysKarollel cpelbl Ha IEPBOM MECTE, IO3TOMY CTalla BHEJPATHCS HAyKa - IKOJIOTHUECKUI
MapKeTHHI. B cBf3M C yBeIWYEHHEM MOTPEOUTENBCKOTO CIPOCa IOBBICHICS O0BEM 3aKylOK MaTepHaloB,
HEOOXOAMMBIX JUIS HamOoJiee BBITOJHOTO IIPOM3BOACTBA IOTPEOMTENBCKHMX TOBapoB. B  cooTBercTBHU C
COBPEMEHHBIMHU TPEOOBaHUSIMH CHI)KACTCS BIMSHUE TPAAUIIMOHHOTO MAapKETHHTa, Ha PHIHOK IPEIaraloTcsi HOBbIC
METO/Ibl 3KOJIOTHYECKOTO MApKETHHIa. DKOJNOTHYECKHH MAapKETUHI TpeOyeT MEperTH OT KOMMEpPYECKHX Ieled K
9KOJIOTUYECKUM, COLHUAIbHBIM LeisiM. ClenoBaTenbHO, BO3HHKAET HEOOXOAMMOCTb BHEAPEHUS M Pa3BUTUA
IKOJIOTHYECKOT0 MapKeTHHra Ha OTEUeCTBEHHBIX Hpennpusatusax. Ilostomy BakHO, yToOBl mro0as dupma, He
3arpsi3Hsiss  OKPY’XKalolllylo cpely, Hu3ydana TpeOoBaHUS NOTpeOHTeNeil, NMPOM3BOAMIA YHCTYIO W 0e30macHyIo
NPOJMYKILMIO, MOJIy4yaja MaKCMMaJIbHY0 NPUOBLIb, BHEIPSAJIa M pealin3oBaja JKOJOTMYECKU MapKEeTHHI B CBOIO
JIeSITeNTBHOCTb.

B nanHOW cTaThe NpOAHANM3MPOBAHO NPUMEHEHHE U PA3BUTUE HKOJOTHUECKOr0 MApKETHHra B HACTOsALIEE
Bpemsi. Kpome TOro, aHanm3umpyroTcsi MOHSTHE «IKOJOTMYECKOTO0 MAapKETHHIa», OCOOCHHOCTH HPUMEHCHHUS
9KOJIOTUYECKOr0 MAapKeTHHIa M pealu3alid KOMIAHUAMU MPaBUI 3KOJIOTMYECKOr0 MapKeTUHra Ha MPOU3BOACTBE,
JTaHHBIE Pa3HBIMU YYEHBIMH 00 5KOJIOTMIECKOM MAPKETHHTE.

Ki1roueBble €JI0Ba: MapKeTHHT, 3KOJIOTHS, SKOJIOTHYECKUI MAapKETHHT, IPEANPHUSITHAE, SKOHOMHUKA, TEXHOJIOTHS,
CTpaTterus, ToBap.
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