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GREEN BRANDING AS A DRIVER TO BOOST THE DEVELOPMENT
OF GREEN INVESTMENT MARKET

The paper deals with the analysis of the main preconditions to develop the strategy of the green
brand promotion with the purpose to attract additional green investment to the company's development. In
this case, the authors allocated the main features of green investment which should be taken into account
during the developing of the marketing program to promote the green brand of the company. The authors
identified the main approaches to define the meaning of a green brand. Thus, in the paper, the authors
defined the green brand as the unique symbols, signs, words or combinations of them which developed the
green imagination about the company which operations correspond to the sustainable development goals. In
the paper, the authors allocated the main drivers of the green brand as follows: green brand equity, green
trust and green satisfaction. Besides, green brand equity has a mediating role between green trust and green
satisfaction. With the purpose to increase the efficiency of the marketing program to promote green brand
the authors generalized the main principals which should be considered by the companies. The authors
highlighted that using greenwashing lead to the huge reputation loses. Besides, greenwashing decreases the
level of trust to the green brand among stakeholders of the green investment market. The authors proposed
to solve the abovementioned problem through the publication in free access to the nonfinancial report by the
company on a regular basis. In addition, it should be obligatory and to control by the government. In the
paper, the theoretical basis of the linking between sustainability, green brand perception and company
policy performance was identified by the authors.

Keywords: investment; marketing; green; stakeholders; brand; promotion; added value.

Introduction. The increasing conscious of environmental problems among society provoke
companies to reorient their activities according to the green needs of consumers. At the same time,
the ongoing mainstream among investors to invest in green goals justify developing and promoting
the green images and green brand by the companies. Thus, the positive company’s green brand and
high level of consumers loyalty allow attracting additional finance as the green investment into the
company's development. Thus, the companies which listed by the green stock indexes have a higher
added value. Experience of EU countries showed that green investment is the new perspective
market which characterised by the rapid increasing from year to year. Noted, that ongoing economic
and political conflicts have a negative impact on the country's brand and image. As a consequence,
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it leads to decreasing of the country's investment climate which limits the developing of the national
green investment market. And companies don't have the huge options to attract additional green
investment in their development. In this case, it is necessary to develop and to implement the
effective mechanism to promote the green brand as at the country level as at the company's level.

Literature review. The results of the analysis of the scientific papers and investigations on
green branding proved that green branding as the instrument for attracting green investment is the
modest direction. The analysis and systematization of approaches to defining green branding, green
investment showed that the universal definitions have not developed which were recognized by the
worldwide scientific community. Thus, under this research, the green investment defined as the
investment which invests in green assets. In this case, green assets mean the assets which provoke
the mitigation of the negative impact of climate changes on the environment. Thus, the main
features of green investment are an orientation to green goals and corresponding with the
sustainable development goals [16, 18]. Thus, if companies try to attract the additional green
investment it should be used the relevant marketing program to develop the green brand of the
company. In this case, the green brand concept should consider the features of green investment
stakeholders.

According to the traditional market concept, the brand is defined as a unique symbol, signs,
words or combination of them which developed the imagination about the company or product.
Thus, adding the green features to the traditional definitions, the green brand could be determined
as a unique symbol, signs, words or combination of them which developed the green imagination
about the company which operations correspond to the sustainable development goals. Thus, the
scientists Hartmann P., Forcada Sainz F. J., Mourad M., Ahmed Y. S., Matthes J., Wonnerberger A.
and D. Schmuck in the papers [8, 9, 10] defined green brand as the marketing communication and
differentiation of the brand from its competitors through its environmentally features. The huge
range of scientists in the papers [1, 4, 6, 7] proved the linking between companies’ green brand and
performance. The authors Mourad M., Ahmed Y. S., Pflanz, Patterson P. G., Spreng, R. A. in the
papers [10, 14, 15] proved that companies with a high level of green reputation are more attractive
for foreign green investors. Thus, the finding showed that green branding is a new research
direction which contributes the systematization and consolidation in the framework to attract
additional green investment for company’s development.

The purpose of the article is systematization of the main features, drivers and parameters of
the green brand with the purpose of allocation options for companies to attract additional green
investment.

Results and discussion. The green passion and branding have become the most significant
factor which has an impact on the efficiency of the company's marketing program. In this case,
communication with the main stakeholders is a key element to identify the options to improve the
promotion of the company's green brand green-focused their thoughts and feedbacks. It should be
noted, that providing the green investment policy for companies with the interconnection of green
marketing strategies allow getting the unfair competitive advantages and exploring new markets in
order to enhance their market shares. According to [3, 4] in those cases companies should adopt the
branding strategies of green products in their relation to green marketing efforts. Among the green
brands, green brand equity can be created by its three drivers green brand image, green brand trust
and green satisfaction (Figure 1).

Green brand image is helpful in creating green brand equity with the mediating role of green
trust and green satisfaction (figure 1). Moreover, companies should implement long term green
strategies in order to develop green brand equity and its antecedents. Green brands defer from each
other by the degree of integrated green issues [7]. Therefore, there are three categories of
“greenness” [15]:

— green as a core value;
— green integrated with core values;
— green values as the guarantee.
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Figure 1. Drivers of green brand equity in the framework of the green market concept
Source: developed by the authors

The other classification, by Landor Associates, Newsweek, and Penn Schoen Berland,
indicated four groups of green brands in [5]: unsung heroes; free passers; losers; winners. The detail
explanation types of the green brand are presented in Table 1.

Table 1.
Classification of green brand
TYPE EXPLANATION

brands that conduct strong green practice, but with insignificant public
awareness

brands that conduct limited green practice, but with the distant brand echo
that drives green reputation

brands that conduct limited green practice, with public recognition of the
limitations

brands that conduct strong green practice that is recognized in public

Unsung Heroes

Free Passers

Losers

Winners

Source: developed by the authors on the basis of [5]

According to [1] the main advantage of creating green brand equity is the definite
increase in environmental awareness, which companies can exploit for competitive advantage
through the deployment of their products in different markets. In that case, the companies
would have additional opportunity to attract investment for their activity connected with
resource saving, recycling, greening etc. Thus, findings proved the relationship between the
company's performance and green brands in both directions. Positive green brand leads to
increasing the level of trust to the company among the stakeholders. As a consequence, the
company could attract additional financial recourses to the implementation of the green goals.
However, if the company doesn't implement the green goals due to the lack of finance
couldn't develop a positive green brand. In this case, companies don't have a huge range of
options to attract additional finance recourses. The linking between green brand, goals and
companies’ performance are shown in Figure 2.

146



Cepis «ExkoHoMiuHi Hayku», 2019

I GREEN GOALS COMPANY POLICY
Reduction in CO2 I PERFORMANCE
emission and pollution

Favourable green image

Reduction in energy I

requirements Increased company's

market share

Fuel efficiency and clean GREEN
energy BRAND Increased capitalization

I Organic growth and health I

Increased equities
Social responsibility I market price

Recycling and waste Rising investment
management company's
I attractiveness

Transparency

Figure 2. Linking between sustainability, green brand perception
and company policy performance
Source: developed by the authors

Noted, the findings showed, that developing the green brand should be based on the
following principals: transparency, publicity, complexity, diversification. The obtained results of
investigations allow making conclusions that a huge range of companies avoiding the
transparency principals during the creation of own green brand. It leads to decreasing the trust
level among stakeholders to the brand green as usual meaning. Most of those companies used
greenwashing. It means, that companies pay more the promotion program of green goal than
really have spent money on improving ecological parameters of operations in practice. In this
case, the companies could lose more money due to the decreasing of reputation. As the example,
the scandal with CO2 emissions at Volkswagen Companies. According to the estimation, the
reputation loses was more than billions of dollars.

The issue of using greenwashing could be overcome through the publication of the
nonfinancial reports by the companies on a regular basis. In addition, it should be obligatory and
controlled by the government.

The scientists Muhammad Zubair Tariq in the paper [11] allocated the principals of green
brand developing as follows:

1. Companies should use true and fair environmental claims in their advertisements in order to
increase sale and profits and mobilize green investments.

2. Organizations should create awareness regarding environmental protection and sustainability

among existing and potential customers and must manufacture green products at lower price

and high quality to satisfy the green needs of customers.

Companies should develop green projects, promote green investment.

4. Companies must design strong brand development and brand awareness strategies in order to
create and maintain the image of “being green” in target customers.

5. The government should devise plans and campaigns regarding environmental protection
and sustainability in public in order to keep safe the boundaries of the country from global
warming [11].

A company with an eco-friendly brand in its portfolio could also have green securities.
Green brand positioning can be utilized not only as a tool in gaining a company’s competitive
advantages but also as an instrument of attracting investment for green projects.

The results of the analysis showed that green investment market has been developed
from year to year which proved the profitability of green investment and justified the promotion
of green brand by the companies. In 2018 compared to 2010, the S&P 500 Environmental &
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Socially Responsible Index and Dow Jones Sustainability World 80 Index had a significant
increasing (figure 3). Thus, according to the official reports of S&P Dow Jones Sustainability
the companies' value listed by abovementioned indexes have a higher added value than
traditional companies [19].
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Figure 3 Dynamic of green stock indexes 2010-2018 years
Source: developed by the authors on the basis of [19]

One of the main parameters of the green brand is brand positioning. Thus, during the
developing of the green brand strategies the company’s management should taking to account the
main target group. In this case, the different types of brand positioning could be allocated:
functional, green and emotional positioning. In Table 2 the compilation of the main types of green
brand positioning is presented.

Table 2
Green brand positioning
TYPE MEANING AUTHORS
Mediator to convey environmentally- Hartmann et al.,

Functional positioning related messages to consumers 2005

The important factor to support green | Patrick etal., 2005
branding strategy
Transfer effective contents of the brand | Matthes et al., 2013
Emotional positioning | attribute to gain consumers' emotional
responses

Source: compiled by the authors on the basis of [8, 13, 9]

Green positioning

The brand is a category which influence or could determine the company's value.
Consequently, it is necessary to tell about the concept of perceived value [12, 18]. The brand
perceived value is based on the hypothesis of brand equity and refers to the purchase validation,
fairness, and appropriation of clients. Hence, customers always pay the costs for products and
compare them with the benefits of their brand products [2]. Based on the concept of Patterson and
Spreng [14], and Chen and Chang [4], green brand is an overall assessment of the perceived value
of a product or service by the customer, and the net profit between what is perceived and what
customers are offered based on environmental concerns, expectations, and needs of a sustainable
green product. According to studies, nowadays, consumers believe that the use of environmentally
friendly products offers many advantages compared to conventional products [8]. It could be
considered that the perceived value of a green brand is positively related to green bond equity, it
will promote companies’ capitalization, rising securities market value.

The findings allow making the conclusion that green branding could highlight company
among other competitors through the developing of unique product or service which associate as
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eco-friendly. In this case, with the purpose to attract consumers' attention the companies should pay
attention to the following aspects:

— the target group should understand the green features and benefits from using such a product;

— accessibility to the information which proved the greening parameters of the product;

— differentiation of promoting instruments corresponding to the stakeholders’ interests.

It should be noted, that companies should avoid using greenwashing and in practice
demonstrate the implementation of green innovations which proved greening forces of the
company.

Conclusion. Thus, the obtained results showed that if companies try to attract the additional
green investment, it is recommended to integrate green brand mental impression and eco-friendly
products for upgrading strategy and marketing communications. Therefore, it can create a
successful green image in the minds of consumers. Since eco-friendly products are usually priced at
a premium in comparison to the conventional products, it is extremely important for the companies
to ensure that along with green attributes, the functional performance of their brands is at least equal
if not better than the conventional products in the same category to generate substantial green brand
equity. Viewed from another perspective, when the conventional product attributes of a green
product are at par with competing brands, the eco-friendly attributes will act to serve as the source
of additional value that could generate consumer preference towards such brands and will create the
willingness to invest in the green project. For further investigation, it is necessary to investigate the
linking between green brand perceptions and companies’ performance in the stock market which
will be proved by the empirical results.
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ITlimonenxo Tersina,

KaHIMJaT EKOHOMIYHMX HAaYK, JIOLIEHT,
CyMchKuil Tep:kaBHUHN YHIBEPCHTET
Yurpun OJiena,

KaHJIUJAT EKOHOMIYHMX HAyK, JOIICHT,
CyMchKuil Tep:kaBHUHN YHIBEPCHTET
JIroanoB OJiekci,

JIOKTOP €KOHOMIYHUX HayK, JOIECHT,
CyMchKuil Tep:kaBHUHN YHIBEPCHTET

3EJEHUM BPEHJIUHI SIK IPAMBEP PO3BUTKY PUHKY 3EJEHUX IHBECTHUIIINI

Ilpobnema. 3pocmaroue ycei0OMICHHS €KONOSIYHUX NPOOAeM ) CYCNIIbCME NPOBOKVE KOMNAHIL
nepeopieHmysamu c80i0 OBLIbHICMb 8I0N0GIOHO 00 3eleHux nompeb cnoxcusavie. bBaodwcanus iHeecmopis
iHgecmysamu 6 3e/leHi Yiii GUNPABO0BYE PO3BUMOK | NPOCYBAHHS 3€/ICHUX 300PACEHb | 3e1eH020 OpeHOy
Komnaniamu. [lozumuena 3enena mapxa KOMRAHIT Ma BUCOKULL PiBEHb OANLHOCHE CRONCUBAYIE 00380810 Mb
3anywamu 000amKoge (DIHAHCYBAHHS SIK «3eleHe» IHBeCMYBAaHHA Y po3eumox Komnanii. Komnanii, oxonneni
3eneHumMu oHoosUMU THOeKcamu, Maroms Oinbuly 0ooany eapmicmo. Hoceio kpain €C nokasas, wjo 3eneni
iHgecmuyii € HOBUM NEPCNEKMUBHUM PUHKOM, AKULL XAPAKMEPUIYEMbC WBUOKUM 3POCHAHHAM 3 POKY 8 DIK.

Memorw cmammi € cucmemamu3ayis 0CHOBHUX O3HAK, OpAlBepis i Napamempis 3e1eH020 OpeHdy 3
Memoro 8ubOpPY NIONPUEMYAMU 8APIAHMIB 3ATYUeHH 000AMKOBUX 3eAEHUX IHEeCTNUYII.

Pesynomamu. BiosnaueHo, w0 nNoOmMoOuYHi eKOHOMIYHI ma NOMMUYHI KOHGQIIKMU He2amueHo
BNIUBAIOMb HA OpeHO ma imioddc kpainu. e npuz600ums 00 3MEHUICHHS! ITHEECMUYIUHO20 KAIMAMY KPAiHu,
Wo 0bMeNCYE PO3BUMOK HAYIOHATLHO20 DPUHKY 3eieHux iHeecmuyii. Komnawii ne maioms 6enuyesHux
Mooicnugocmett Ol 3ay4eHHs 000AMKOBUX 3eleHUX IHeecmuyill )y C8ill po3sumoK. Y yvomy 6unaoxy
HEobXIOHO po3podumu ma enposaoumiu eqheKmueHUN Mexanizm NPOCYSAHHsL 3¢/1eH020 OPeHOY 5K HA PIGHI
Kpaiuu, max i Ha piéHi KOMNAHIL.

Haykosa nosusna. Aemopamu 6UOiieHO OCHOBHI PUCU 3€IeHUX THEeCMUYill, SKI CI0 8paxo8ysamu
nio 4ac po3pooOKU MapKemuHz080i NPo2pamu 3 NPOCY8aHHs 3e1eH020 OpeHdy KoMnawii. BUsHau4eHo OCHOBHI
nioxo0u 00 BUSHAYEHHSI CEeHCY 3eleH020 Opendy. B pobomi zenenuii OpeHO UMIYMAYEHO SK VHIKAIbHI
CUMBOU, 3HAKU, CNI08a abO KOoMOIHayii 3 HUX, AKI PO3GUHYIU 3eleHY YA8Y NPO KOMNAHII0, onepayii AKoi
8I0N0GIOAIOMb YINAM CMAN020 po3sumky. Buoineno conoemi Opatigepu 3enenoco 6pendy maxum YUHOM:
€KONI02TYHO yucmuil OpeHo, 3eieHa 008ipa i 3eieHe 3a0080enHs. Exonoeiuna mapka mae nocepednuyvbky
POJIb MIdIC 3e/IeHUM Q08IPOI0 MA 3e/IeHUM 3A00BONEHHIM.

Bucnoeku. Asmopamu nioxpecieHo, wo SUKOPUCIMAHHS MAPKEMON02AMU 3e1eH020 KAMYGDAANCY
npu3e00ums 00 eauyesHoi empamu penymayii. Kpim mozo, 3enenuii Kamyghusaic 3HUNCYE pieetsb 008ipu 00
3e/1eH020 OpeHy cepeod 3ayiKasieHux CIMOPIiH PUHKY 3eleHUX IHeecmuyii. Aemopu 3anponoHysaiy upiuiumu
suwe3ea0any npobaemy uepez nyoaikayilo y GiibHOMYy Oocmyni He@iHanco80i 00nogidi KOMNAaHicio Ha
pe2ynapuiti ocnosi. Kpim moezo, 6ona nosunna 6ymu 0608 ’13K08010 i KOHMPOOEamucs ypsaoom. Y pobomi
asmopamiu BU3HAYeHi MeopemutHi OCHOBU B3AEMO38 A3KY MIdC CMIUKICMIO, CHPULIHAMMAM 3€1eH020 OpeHOY
ma eheKmueHiCmI0 NOAIMUKYU KOMAAHIL.

Knrouosi cnoea: insecmuyii; mapkemuue; 3eieHi iH@ecmuyii; 3ayiKaeNieHi CMOPOHU, OpeHO,;
npoCy8aHHs, 000aHa 6APMICMb.
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