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ExoHOoMIYHI Ta colliaibHI acClieKTH PO3BUTKY YKpaiHu Ha modarky XXI cTomiTTs.
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2023 poky. Oneca: Onecbkuii HalllOHANBHUN TEXHOJOTIYHUN yHIBepcUTeT, 2023, —
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TypOyJICHTHUX YMOBax ICHYBaHHs MIAIPUEMCTB. B jomoBiigx oco0iuBa yBara
NPUAUIATIACH IPUKIAAHOMY XapaKTepy JAOCHIKEHb Ta 1X BIUIMBY Ha IMOMIMIICHHS
€KOHOMIYHOI CUTYaIlli B KpaiHi.
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THE DEVELOPMENT OF ECOLOGICAL MARKETING AS A
STRATEGIC OPTION OF THE ENTERPRISE

Gangan lulian, Phd student
Academy of Economic Studies of Moldova

Ecological marketing, also known as green marketing or sustainable
marketing, is a strategic option that many companies adopt to adapt to the ever-
changing market demands and to help protect the environment. This approach is
based on the promotion and marketing of products and services that have a low
impact on the environment and consumers or that support current ecological
guidelines.

It is known that the development of marketing is influenced by the
development of society. In order to support the development of a healthy society,
businesses also propose some responsibilities, which add value to its image.

Referring to Corporate Social Responsibility (CSR), businesses adopt
green marketing as part of their responsibilities to demonstrate their commitment
to environmental issues and to improve their image in the eyes of consumers
interested in health and the state of the environment.

The increased tendency of consumers to be moreaware of the impact of
their products and services on the environment is a significant phenomenon in
contemporary society. This awareness raising IS based on many reasons and
influences, and the impact on the market is obvious. Among the main aspects
underlying this trend, we mention, first of all, environmental issues such as
climate change, pollution and depletion of natural resources, which have become
pressing global situations. Information and research on these issues has raised
awareness among consumers, prompting them to consider the environmental
impact of products.

Today, access to information is easier than ever thanks to the internet
and social media. Consumers can quickly learn about the products and brands they
use and discover their level of sustainability. More consumers are concerned not
only about the environment, but also about ethical issues related to production,
including working conditions and human rights. Sustainable products are
increasingly associated with more ethical business practices.

Including in the Republic of Moldova, companies have begun to recognize
the growing demand for organic products and actively promote them. This may
include labeling products with information about sustainability or eco-marketing
campaigns. This increase in awareness and demand for eco-friendly products has
led to a significant change in the market, with more and more businesses
developing and promoting sustainable products and services. This trend is likely
to continue to influence consumer behavior and marketing strategies in the future.
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Many consumers are increasingly aware of the impact their products and
services have on the environment. Therefore, there is an increase in demand for
environmentally friendly or sustainable products.

Adopting eco-friendly practices can bring numerous benefits for
companies, including saving resources and increasing long-term profitability.

Efficient use of energy is essential to reduce production costs. By
investing in more energy-efficient technologies and optimizing processes,
Moldovan businesses can save significant amounts of electricity and heat. This
in turn influences the reduction of financial information in utility bills and, at the
same time, the reduction of carbon emissions of the business.

A valuable resource in the development of the environment and society
IS water, and its efficient use can reduce operating costs. Businesses can
implement water recycling systems, rainwater collection systems, and water
reduction technologies to save water resources.

An important strategic green marketing option for modern businesses is to
minimize waste by implementing recycling practices, composting and reducing
unnecessary packaging to reduce the amount of waste generated. This can lead to
significant savings related to both waste disposal and environmental pollution.

The use of recyclable materials and materials with a longer service life can
reduce the costs of replacing and maintaining equipment and infrastructure. This
helps save resources and reduce costs in the long run. Research and development
of more sustainable solutions can lead to innovations that give companies a
competitive advantage. Innovative products and technologies can open up new
markets and increase revenues.

Consumers are becoming increasingly interested in products and services
with reduced environmental impact. Companies that adopt environmentally
friendly practices can benefit from an increase in demand for their products and
an improvement in their reputation in the market.

In conclusion, green marketing can be a valuable strategic option for
companies, both economically and from a corporate social responsibility
perspective. However, it is important that the adoption of environmentally
friendly practices not-only contributes to protecting the environment, but also
brings significant economic benefits. Companies that invest in sustainability can
save resources and build a more efficient and profitable business in the long run.
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