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It was noticed, that over the last several years Ukraine economic development
has been characterized by worsening domestic investment climate, which is been
exacerbated with the political and military conflicts in the country. According to
above-mentioned provision it encourages the increasing of a lack of confidence on
the part of potential investors and outflows of foreign investments. It is worth noting
that, in Ukraine comparably small amount of green investments (GI) are driven to the
development of renewable energy, increasing of energy efficiency level, agriculture
development, protection of country ecosystem, water and land resources
conservation. However, have analyzed the worldwide experience it has been found
out that the GI market has a rapid development. Thus, the world tendencies of
observance of the principles of sustainable development in making investment
decisions requires the reformatting the ideology of the traditional investment market
towards its “greening”. Therefore, on this aspect GI is the promising instrument to
attract the additional foreign capital in the Ukrainian economy.

According to the marketing theory and taking into account the results of
analysis [1], it is possible to extract the following elements of GI marketing (Figure
1): green product, green price, eco-oriented positioning and promoting.

In accordance with the proposed model of marketing tools (Figure 1), the
product of GI marketing is investments directed towards the specific ecological
project, the realization of which obtains as the economic results, so the balancing
ecological and social results.

Forasmuch as a potential “green” investor deals with the numerous of price
components accounting system of which is not unified, pricing in GI marketing
differs from such one as in traditional marketing. Moreover for most cases the green
products have higher variable expenses, while as their long-term costs are lower. In
accordance to the GI marketing concept, positioning is consider to be the process of
attracted image creation that boosts the green brand and image and, as a result, the
competitive ability in the long term.



KEY ELEMENTS

- environment-oriented actions of community
- improvement of competition on the international market, etc.
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Figure 1 — The conceptual model of green investment marketing™®
*Complied by the authors on the basis of the literature sources [2;3]

Furthermore, the promotion policy of GI marketing should be combined with the
increasing of the awareness level and propaganda to help in attracting GI. The
promoting of GI is, first of all, the using the marketing communication mix (Figure
1), where it is necessary to make a plan of promoting which is able to indicate the
dissemination channels of information and its volume, monitor the information
impact and make necessary changes.

Consequently, the launch of green model of economic development and
implementation of the basic principles of sustainable development require the
attraction of green investments and their popularization among the main stakeholders,
that, in turn, makes it necessary to formulate the efficient set of marketing
communication of promoting GI, which would ensure green brand of the country and
increase the foreign investor confidence. As a result it is able to improve the
investment climate of the country providing of the spreading and penetration the
additional advantages in all facets of the economic.
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