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Pedepar:

1. Y puceprauii nornu6aeHo CTPYKTYpU3allil0o METOAMYHUX ITiXO/iB IO BU3HAYEHHS CYTHOCTI 3€JIeHUX iHBECTULIN
Ta YTOYHEHO iX 3MICT, yIOCKOHAJIEHO TEOPETUKOMETOANYHE IIAI'PYHTSI CUCTEMHOI pearlisallii yIpaBJliHCbKOrO,
MapKEeTHHTOBOTO Ta iHCTUTYLIMHOTO 3a6€311eY€eHHs 3€JIEHOT0 iHBECTYBAaHHS, BU3HAUYEHO crielu(idHi IPUHIUIN Ta
BIJOCKOHAJIEHO KpUTEPiaibHY 623y MEHEI)KMEHTY 3€JIEHUX iHBECTUIIili, 06IPYHTOBaHO crelrdiiyHi 0co6anBOCTI
KOMIIJIEKCY MapKETHHTY 3€JI€HUX IHBECTULN i 30iIICHEHO TUIIOJIOTI3allilo iX CTpaTerii, yIOCKOHAJIIEHO IiIXil A0
OLIiHIOBaHHS PiBHS LOOPOYECHOCTI MAPKETHUHIOBOI MTOJIITUKYM €KOJIOTOBINITOBIAaIbHOTO HiAIPUEMCTBA, OTIINOJIEHO
TUIIOJIOTi3allil0 TiAXOMAIB 10 BU3HAYEHHSI 3eJIEHOr0 OpeHja KOMIIaHil Ta po3p0o06IeHO KOHBEPTeHTHU MifXif, 10 HOoro
BMMIipIOBaHHSI, OOI PYHTOBAHO HAIIPSIMKY B3a€MO3B'SI3Ky 3€JIEHOT0 6peHJia Ta 3eJIeHMX iHBEeCTHULiN, pO3p006JIeHO

HayKOBO-METO/IOJIOTiYHE MifI'PYHTS OLiHIOBaHHS BILJIUBY PiBHS JOOPOYECHOCTI MapKETUHIOBOI ITOJIITUKU €KOJIOTO-



Bi/INIOBiaJIbHOTO MiIIPUEMCTBA HA HOTO 3eJIeHni1 OpeH ], OOIPYHTOBAHO KOIHTerpaliliHi 3B'I3K1 Mix obcsiramu
3€JIeHUX iHBECTULIii MiATIPUEMHULIBKOTO CEKTOPY Ta €KOJIOr0-€KOHOMIYHMMU epeKTaMy, BUSHAUE€HO HAIPSIMKH iX
ypaxyBaHH4 i yac GOpMYyBaHHS CUCTEMU KOMYHIKalill MixK CTEHKXOJepaMU 3eJIEHOTO iHBECTYBaHHS,
OOI'PYHTOBAHO IPaiBEPU PO3BUTKY CUCTEMM MAPKETHHIY Ta MEHEI)KMEHTY 3€JIEHUX iHBECTULil Ha MiAIIPUEMCTBAX

YKpaiHu Ha OCHOBI €BPONENCHKOrO LOCBiny.

2. The dissertation is devoted to the development of the theoretical and methodological basis of marketing and
management of green investment in the framework of the company’s management and developing of green
investment market. The classification of approach to defining green investing depends on investment target was
deepen and proposed. The marketing and management of green investment proposed to analyse not as isolated so
as integrating the system with institutional conditions of green investing. It allowed to considering causal
relationships, explicit and latent channels of interaction between key stakeholders, complementary nature of the
green investment, effects of flows and diffusion of management and marketing decisions in the field of green
investing, obtained the synergistic effect of green investing, which was reflected in the growth of company’s value.
In order to individualize the green investment management instruments, it is necessary to create individual
profiles for the institutional, capitalization and consumer-technology clusters of the green investing’s
stakeholders. The green investment management system should integrate both traditional management and
investment principles and a range of specific green investment principles, the core principals -collaboration,
dissemination, and convergence. The complementary nature of green investment management requires the
adjustment of managerial decision-making criteria for the feasibility of implementing green investing’s projects.
The main one is the indicator of social, ecological and economic effect, which considering the weighted average
cost of raising capital for the realization of green investment (green loans, funds of specialized international funds,
resourcesfrom the green stock market, etc.), environmental taxes and penalties, saving of all kinds of resources
and social payments as a result of the green investment implementation, direct and indirect revenue from green
investment. With the implementation of the sustainable development concept, traditional 4P marketing concepts
were transformed into 8P. Moreover, green and investment marketing concepts were developing too. The features
of the 8P complex of green investment marketing, as well as the impact, image and hidden marketing strategies of
green investment, were determined. It considers the financial, economic, environmental and social aspects of
shaping the market environment for promoting green investment, creating eco-oriented consumer and
investment public needs. Unfair and deliberate misleading of consumers about the company’s green performance
of or unreasonably declaring and promoting its green goals could provoke to loss of profit, the outflow of
investments, reputation losses, decreasing in the level of consumer confidence in the brand, etc. It was proposed
to calculate a greenwash index using the PLS-PM model, the source of which was the content analysis of public
information provided on the company’s web resources. The findings on of domestic industrial enterprises of the
mechanical engineering and metallurgical industry showed that the most negative was perceived by stakeholders
when information on the official page masked real data, making green targets better than they were. The existing
system of approaches to defining a company's green brand was complemented by a converged one, which allows a
comprehensive assessment of all components of a green brand, as well as considering not only the absolute but
also the comparative advantages of a company in terms of market positioning as an environmentally responsible
one. It has been tested on the example of the national industrial companies: Metinvest Group, PrJSC
“Dniprospetsstal”, PISC “ArcelorMittal Kryviy Rih”. The relationship between green investment and green brand as
one of the most whispered marketing instruments had the objective and objective characters, their impact was
conditional. That was confirmed by a combination of system and structural analysis and Google Trends
instruments (the trends and volatility of Internet queries for these concepts were completely identical). On the one
hand, due to the growing value of the green brand, the company got additional opportunities to attract green
investment; on the other hand, the amount of green investment contributed to the growth of the company’s green.
A one-point increasing in the greenwash index as an indicator of the integrity of a company's eco-friendly
marketing policy leads to a decrease in the company's green brand level by 0.56 points. This is confirmed by
practical calculations on empirical data of Ukrainian industrial enterprises using an approach that involves the use



of content analysis and graphs of measurement of formative and reflective models of PLS-PM, as well as
considering the duality of causal relationships between factors.
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