EkoHomika i ynpaeniHHs nionpuemcmeamu

UDC:339.138:502.3
JEL: M40, 013, Q56
DOI: https://doi.org/10.35774/visnyk2020.02.185

Olena CHYGRYN,
Ph.D., Associate Professor of Marketing
Sumy State University
40000, Ukraine, Sumy, Rimsky-Korsakov st., 2
e-mail: o.chygryn@econ.sumdu.edu.ua
ODCID ID: https://orcid.org/0000-0002-4007-3728

Lilia LYULYOVA,
Phd student, Department of Marketing
Sumy State University
40000, Ukraine, Sumy, Rimsky-Korsakov st., 2
e-mail: l.lyulyova@econ.sumdu.edu.ua
ODCID ID: https://orcid.org/0000-0002-2912-722X

Marina SAENKO,
Phd student, Department of Marketing
Sumy State University
40000, Ukraine, Sumy, Rimsky-Korsakov st., 2
e-mail: marinchik86@ukr.net
ODCID ID: https://orcid.org/0000-0003-4939-6379

MAIN DETERMINANTS OF GREEN COMPETITIVENESS

Chygryn O., Lyulyova L., Saenko M. (2020). Holovni determinanty staloi
konkurentospromozhnosti [The main determinants of green competitiveness]. The Herald
of Ternopil National Economic University, Vol. 2. P. 185-193. DOI: https://doi.org/10.35774/
visnyk2020.02.185

UnrpmH O., JlionboBa J1., CaeHko M. TonoBHi pgeTepMiHaHTM  cTanoil
KOHKYPEHTOCMNPOMOXHOCTI.  BiCHUK  TepHOmMinbCbKo20 HauioHarbHO20 EeKOHOMIYHO20
yHisepcumemy.2020.Bun. 2. C. 185-193. DOI: https://doi.org/10.35774/visnyk2020.02.185

Abstract

Introduction. The development of the business sector is characterized by the tendency
of many enterprises to promote environmentally friendly strategies, implement sustainable
development goals, which will help solve global and local environmental problems, reduce
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anthropogenic pressure on the environment, save resources, form competitive development
of the country and business sector as a whole.

The purpose of the article is to study scientific approaches to determining the main
factors and components of sustainable competitiveness, defining key goals (target groups)
and determinants that will determine the subject basis of appropriate marketing strategies
to ensure the green competitiveness of enterprises.

Results. In order to form strategic guidelines for promoting green competitiveness, the
article has systematized scientific approaches to its research, which include marketing,
technology, innovation, communication, stakeholder, quality, level, financial and ethical
areas.

The authors have emphasized that the processes of providing environmentally friendly
competitive advantages are largely determined by a set of appropriate determinants. The
article proposes to create two groups of the relevant determinants, which will be determined
by objective (external) and subjective (internal) components. The system of relevant
factors is proposed to be classified according to managerial, financial, infrastructural,
nanoeconomics, behavioral, production, innovation, and cultural and ethical criteria. The
content of external and internal determinants is determined for each criterion separately.

Prospects for further research. The study of the main determinants of green
competitiveness will form a range of appropriate strategies for its promotion. It is advisable
to use these components as key guidelines, primarily related to internal components.

Keywords: sustainable development; green competitiveness; determinants; strategies;
innovation.
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AHomauisn
OneHa YUT'PUH, Ninia NNIOJNIbOBA, MapuHa CAEHKO

ronoBHI AETEPMIHAHTU CTANOI KOHKYPEHTOCIMPOMOXXHOCTI

Bcmyn. Po3sumok niOnpueMHUUbKO20 CEKMOpy XapaKmepu3yrombCs CXUSbHICMIO
bazambox nidnpuemcms OO rPOCYyB8aHHSI EKOJ02iHHO OpieHmMos8aHuUXx cmpameait
OyHKUiOHY8aHHS, pearnisauil 8UKOHaHHS yineli cmajyo2o po3sumky, wo 6yde
cripusimu po38’da3aHHI0 2r10banbHUX ma JI0KaslbHUX €KOJI02iYHUX MpobremM, 3HUXEHHIO
aHmMpOro2eHHO20 HaeaHMaXXeHHs1 Ha OO08KifisA, €KOHOMIT pecypcie, hopMy8aHHIO
KOHKYPEHMOCIPOMOXHO20 PO38UMKY KpaiH ma nidnpueMHUUbKO20 CEKIMOpPY 8 Uirlomy.

Memoro cmammi € 8usyeHHs1 HayKkogux nidxodie 00 8U3HAYEHHSI OCHOBHUX ghaKkmopis
ma KOMIMNOHeHmI8 CMIlKOI KOHKYpPeHMmMOCHPOMOXHOCTMI, B8U3Ha4YeHHs KIo4osux uineu
(uinbosux epyr) ma OemepMiHaHmM, fKi eu3Hadyamb rpedmMemHy OCHO8Y 8i0rno8iOHUX
MapkemuHaosux cmpameaili 0ns 3abe3rneyeHHs 3e51IeHOI KOHKYPEeHMOCpPOMOXHOCMI
nidénpuemcme.

Pe3ynbmamu. 3 memoro ¢hopMyBaHHSI cmpameaidHux OpieHmupie rpocy8aHHs
3€e/1eHOI KOHKYPEeHMOCMPOMOXHOCMI 8 cmammi cucmemMamu308aH0 Haykoei rnidxodu 9o if
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00CiOXEeHHSI, SIKi 8KITOYaKOMb MapKemuH208i, MexXHOI02iYHi, iIHHO8aUIUHI, KOMyHIKauilHi,
cmelikxondepchKi, SIKICHI, pieHesi, hiHaHCO8i Mma emuyHi HarnpPsIMKU.

Asmopu rnidkpecriroromb, WO npouecu 3abesriedeHHsT €KOs102i4HO OpieHMOo8aHUX
KOHKYpeHmHux rnepesaz bazamo 6 YoMy 8u3HayarombCcs Habopom 8i0nosidHUX
OemepmiHaHmM. B cmammi 3anponoHoeaHo epyrnysamu 8idrnoesiOHi demepMiHaHmMuU Ha
08i epynu, siki 6y0ymb eu3Ha4amucsi 06’€KmMUBHUMU (308HIWHIMU) ma cyb’ekKmusHUMU
(8HympiwHiMu) kKomrnoHeHmamu. Cucmemy 8i0rosiOHUX ¢hakmopie 3arporioHo8aHo
Knacucgbikysamu 3a yrnpasiHCbKUMU, iHaHcosUMU, iHbpacmpykmypHUMU,
HaHOEKOHOMIYHUMU, M08ediHKO8UMU, BUPOBHUYUMU, I[HHOBAUIUHUMU ma KyfbmypHO-
emuyHUMU Kpumepiamu. [lpu UboMy 3Micm eKCmepHasibHUX ma iHmepHabHUX
demepmMiHaHM 8u3Ha4aembCs 0115 KOXKHO20 KpUumepito OKpemo.

lMepcnekmueu nodanbwux O0cCniOxeHb. [JOCriOXeHHs 20/108HUX OdemepMiHaHm
3e/1eHOI  KOHKYPEeHMOCMPOMOXHOCcmi byde ¢hopmysamu Korio 8i0nogioHUX cmpameait
ii npocysaHHsi. B skocmi kro4osux opieHmupie OouinibHO 8uKopucmosysamu 3a3HaqyeHi
ckrnadosi, nog’s3aHi, 8 nepwly yepay, 3 iHmepHansHUMU cKnadosumu.

KnioyoBi crnoBa: cmanuli  po38UMOK;  3e/leHa  KOHKYPEHMOCIPOMOXHICMb;
demepmiHaHmu, cmpameaii; iHHosaujl.

®opmynu: 0, puc.: 0, Tabn.: 1, 6i6n.: 20.

diHaHCcyBaHHA.

Lle pocnigxeHHs piHaHcyBanock rpaHTom MiHicTepcTBa OCBITM i Hayku YkpaiHu
Ne 0119U101860 and Ne 0120U102002.

Introduction. Sustainable development of the business sector and individual
companies can be achieved when companies meet the needs and desires of consumers
without endangering the environment [1, 2]. Companies whose activities are based on
the principles of environmentally oriented management and sustainable development
implement environmental management systems and models, choosing at the same time
strategies to ensure green competitive advantages [3, 4].

Studies of theoretical and methodological principles of forming and improving the
competitiveness of enterprises [5] and competitive development strategies of modern
companies focused on the implementation of the principles of sustainable development give
the opportunity to conclude that the formation and development of green competitiveness
is possible with appropriate determinants.

Given this, it is important to study the content and main determinants of green
competitiveness.

Purpose. The purpose of the article is to study scientific approaches to determining
the main factors and components of sustainable competitiveness, identifying key targets
(target groups) and determinants that will determine the substantive basis of appropriate
marketing strategies to ensure the green competitiveness of enterprises.

Results. Thus, scientists Hart L. and Milstein B. [6] emphasize that the overall level of
green competitiveness can be achieved by ensuring the efficiency of enterprises, while
meeting the needs and desires of consumers and the absence of negative externalities
(economic damage from environmental pollution and depletion of natural resources).
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Representatives of green businesses traditionally choose ecologically oriented strategies
of activity which are realized, for example, by the implementation of the enterprise of
ecological management and audit [7, 8]. This ensures compliance with environmental laws
and regulations and strategically plans to achieve sustainable competitive advantages [9].
Focusing on gaining sustainable green competitive advantages, modern enterprises use
the so-called “double-bottom line” or “triple-bottom-line models”. [10]. The first group of
business behaviour models characterizes the socially responsible behaviour of economic
entities, taking into account social, economic and environmental factors, which will provide
appropriate advantages of enterprises in the competitive environment as a whole and will
contribute to green competitive advantages. The second group of models (“triple-bottom-
line models”) takes into account environmental and social performance indicators. These
types of models emphasize and determine the importance of sustainability in gaining
competitive advantages or so-called green market positions [Singh, S., 2010].

A separate group of researchers with the Hartmann P and Ibanez V. [11] argues that, in
the process of building green market positions or environmental competitive advantages,
companies, in particular, should focus and take as a basis the interaction between emotional
preferences of consumers and their specific features focused on environmental factors. In
this case, for example, the formation of a green image and brand is possible through the
use of appropriate green marketing strategies.

Scientific approaches [12, 13, 14] determine the consumer motivation as a key
determinant of providing green competitiveness. They determine a number of criteria that
are dominant in consumer decision-making to buy:

— possibility of recycling;

— availability of environmentally friendly packaging;

— efficiency in production;

— environmental friendliness production and consumption of products or services;

— safety of consumption;

— ease of use and disposal;

— ecological image of the company. Relevant consumer inquiries are clear criteria
for companies, which form the basis for the formation of an appropriate system of green
marketing strategies, such as green branding, green alliances, greening of innovations,
and in general the activities of companies [15, 16]. Some scholars, for example, study the
differentiation in the levels of the green focus of enterprises, how comprehensively the
company provides greening of all economic processes [17, 18, 19].

Clearly focused green marketing strategies and appropriate tactical marketing tools will
provide green competitive advantages generated by consumers’ perception of a better offer
[20]. The analysis allowed to systematize the relevant research and assess the nature and
content of the relationship of marketing components of the formation of green competitive
advantages of enterprises (table 1).

Thus, the systematization of scientific directions of research of essence and
maintenance of influence of green marketing on the formation of competitive advantages of
the enterprises will allow to form conceptual bases of use of strategies of green marketing
for formation and increase of green competitiveness of the enterprises.
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Table 1
Systematization of theresearches of the green competitiveness

Approach Content

Taking into account the green marketing strategies of the competitive
orientation of the enterprise and its competitive advantages

Emphasized the direct correlation between the production of environmental
products, technological processes and competitive advantages of enterprises
The influence of green innovations on the creation of additional value of goods
is investigated

The influence of green marketing strategies on competitive advantages is
proved

Taking into account the impact of stakeholder behaviour on the competitiveness
of companies

The influence of qualitative and meaningful characteristics of goods on

6. Qualitative strengthening of green competitive advantages of the enterprises is
investigated

Study of differences in the activities of macro-, micro- and medium-sized

1. Marketing

2. Technologic

3. Innovative

4. Communicative

5. Stakeholder

7. Level enterprises in terms of providing competitive advantage
8. Financial The optimization of financial indicators with competitive advantages is proved
9. Ethic The formation of corporate environmental ethics is a prerequisite for ensuring

competitive advantage
Source: generated by the author

The processes of providing environmentally-oriented competitive advantages are
largely determined by a set of appropriate determinants. We propose to group the relevant
determinants into two groups, which will be determined by objective (external) and
subjective (internal) components.

We propose to classify this system according to the following criteria, which will be
the same for the two groups of determinants, but the content for each subgroup will be
determined separately.

Thus, the criteria for classifying the determinants of green competitiveness include the
following.

1. Management determinants. From the point of view of internal construction,
they include the system of ecological management and audit, available strategies and
corresponding tactics of ecological policy, ecological control and monitoring, ecologically
oriented business planning. External management factors include the existing system of
state regulation of environmental protection and resource conservation, the system of
environmental standardization and certification of products and activities of enterprises,
and state environmental control.

2. Financial determinants. The internal environment of the enterprise is characterized
by the financial stability of the enterprise, the scale of financing of green production and
environmentally oriented activities, the market value of the enterprise, the structure and
value of securities of the enterprise. The external component is determined by the general
financial and economic situation in the country, the level of public funding for environmental
spending, the content and volume of support for green business.

3. Infrastructure environment determinants, from the point of view of the enterprise,
are characterized by the presence and development of environmental and environmental
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infrastructure of the enterprise, which is responsible for energy and resource efficiency,
conducting periodic and one-time procedures of internal environmental audit, departments
responsible for green marketing and logistics.

4. Nano economic determinants. Internal factors are characterized by the composition
of companies’ owners (shareholders) of companies, enterprise management, heads of
departments, and staff.

In the scientific literature, there is a separate concept of “nanoeconomics”, which is
associated with the activities of company managers, whose decisions are able to radically
change the strategy of the enterprise in a market environment. The key changes that can
ensure the functioning of the nano economy of companies can be systematized as follows:

— increase of ecological responsibility of companies, encouragement of ecologically
oriented business initiative;

—the transition of enterprises from a passive position in solving environmental problems,
which is determined only by the requirements of environmental legislation, to a proactive
position, which is largely determined by conscious environmentally-oriented own goals and
objectives;

— expanding the boundaries of initiative environmental activities of companies, shifting
priorities to the causes and sources of negative impact on the environment;

— understanding and implementation of existing relationships between the results of
environmental activities and opportunities to attract investment, production development,
resource savings, reduce production costs, increase the environmental friendliness of
products and their competitiveness;

— activation of internal unused economic reserves and opportunities to ensure green
competitiveness;

— open declaration and proclamation by companies of ecological goals, programs and
achievement of ecological and economic results, including negative consequences of the
activity;

— active cooperation with all stakeholders, including investors, shareholders, business
partners, consumers, the public and competitors.

The external component is formed by stakeholders represented by the person of the
state, shareholders of enterprises, affiliates, consumers of green goods and services,
contractors and competitors of the enterprise.

5. Behavioural determinants at the enterprise level are conditioned by the formation of
a green image of the company, by the system of analysis of the role of behavioural factors
and cognitive processes in decision-making by consumers of green products, by the
motivation of environmental activities and resource conservation and by formation of green
competitive advantages in the market. The external side of the influence of behavioural
determinants of the formation of green competitiveness is represented by the level of social
perception of environmental innovations and green goods by consumers, the peculiarities
of the psychology of consumer behaviour; motivation of green consumption, framing
processes and anomalies of consumer behaviour.

6. Production determinants. The internal component of the enterprise will be determined
by the available production potential of the enterprise, the possibility of implementing green
innovations, resource intensity of production, the level of anthropogenic pressure on the
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environment, and staff qualifications. The external environment for these determinants
is characterized by the level of development of scientific progress and its perception in
society, the development and availability of green technologies.

7. Innovative determinants. Determining the relevant determinants is important because
all environmentally friendly products are innovative in content and technology used in their
production. Opportunities for development and production of innovations at the enterprise
are determined by a number of factors. Thus, the basic can include the size of the enterprise
(small, medium, large). In terms of flexibility of response and speed of implementation of
green innovations, of course, small and medium enterprises have significant advantages,
both in terms of organizational and managerial processes, as well as technical and financial
capabilities.

8.Culturalandethicaldeterminants. The successofthe formation ofgreen competitiveness
will be determined by the presence of environmentally oriented management, corporate
environmental ethics and culture. The level of integrity of the company in the market and
the compliance of the declared environmental benefits of green goods with the real quality
of goods are also important. The external component will characterize the presence in
society of environmental standards, voluntary and mandatory green regulations, the level
of green washing of competing companies. The general level of ecological culture and
moral and psychological climate in society are important.

Conclusion. The formation and development of green competitiveness can be ensured
as a result of environmentally oriented development of enterprises of various organizational
and legal forms of management. The studied main determinants of green competitiveness
should form a circle of appropriate drivers of its promotion, which will determine the
managerial, financial, infrastructural, stakeholder, behavioural, technological, innovative,
cultural and ethical aspects of modern enterprises.
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