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INCREASING THE COMPANY'S HR BRAND AWARENESS BY REALISING THE
POTENTIAL OF ENVIRONMENTAL MARKETING

HIJIBUIIEHHA BIII3HABAHOCTI HR BPEHIY KOMITAHII YEPE3 PEAJIIBAIIIIO
INIOTEHHIAJTY EKOJIOI'TYHOI'O MAPKETHHI'Y

Abstract. The report focuses on the importance of a company's environmental potential and its impact on
competitiveness and the company's HR brand. It discusses key aspects of implementing environmental quality
systems, their impact on organisational processes, and the perception of the company by external and internal
stakeholders. A company's environmental orientation helps to improve its reputation and attract talented
employees, which increases its overall competitiveness in the market.

AHoTanig. JIomoBip NPHUCBSIYCHA BAXKIMBOCTI CEKOJOTIYHOTO IMOTEHINiANly KOMIIaHii Ta ¥Oro BIUIMBY Ha
KOHKYPEHTOCTIPOMOXKHICTh 1 HR-Opena xommanii. OOroBOPIOIOTHECS KITFOYOBI acMeKTH BIPOBADKEHHS CHUCTEM
€KOJIOTTYHOI SIKOCTI, X BIUIMB Ha OpraHi3aliiiHi IpolecH, a TaKoX Ha CIPUUHATTS KOMIIaHIl 30BHILIHIMH Ta
BHYTPIIIHIMHU 3alliKaBJIeHUMHU CTOpoHaMH. ExosoriuHa opieHTaliss KoMnaHii JoromMarae IoJIIIIHUTH ii perryTariiro
1 3aTy4aTy TAJJAaHOBUTHUX CITIBPOOITHHKIB, 1110 Mi/IBUILYE 3arajibHy KOHKYPEHTOCIIPOMOXKHICTh Ha PUHKY.
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In modern economic literature, the issue of achieving competitive advantage by a company,
including brand recognition, is often considered through the prism of creating an effective
management system. According to the concept of environmental marketing, its tools should include
measures to implement strategies and achieve objectives. These objectives are developed taking into
account market factors such as segmentation and the selection of target segments based on specific
product characteristics. In terms of competitors, the focus is on differentiation or conquering a niche
market, while in terms of time factor, the focus is on leadership, involving entering the market with
an innovative product or following the leader.

The ecological marketing potential of a company should be considered as the ability of its
marketing system to maintain sustainable competitiveness. This is achieved through a high level of
environmental management and competent organisation of marketing as a whole, effective use of
human capital, introduction of modern environmental marketing tools, as well as rational allocation
of financial and material resources [1].

The main tasks of the environmental marketing service should be aimed at gaining and retaining
a certain market share. In conditions of crisis and decreased purchasing activity, the search for new
sources of income through the development of innovative products and modernisation of existing
ones becomes key. During this period, the environmental marketing service should work closely with
the company's technological and production departments [3].

It is necessary to carefully analyse the key stages of implementing an environmental quality
management system for products (or services) within the company. These steps help management to
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organise the quality system implementation process in a more efficient and structured way. The main
steps of this process can be considered as follows [1, 3]:

1. Organising the process of implementing an environmental quality system involves several
key steps: making strategic decisions to implement the relevant standards; selecting a consulting
company to support the process; defining the type of quality system and its implementation strategy;
establishing management and working groups to develop and implement the system; conducting basic
training for managers and key specialists; and developing policies and setting objectives for
improving the environmental quality of products or services.

2. Building the company's business model includes several important stages: identification of
key production and non-production business processes; elimination of major inconsistencies in
current processes; and prioritisation of environmental activities within the projected system. Based
on these processes, an optimal business model is formed that meets the requirements of the
environmental quality system to be implemented. Then operations within business processes are
analysed, responsibilities, authorities and resources are allocated for each operation and the whole
process. An important stage is to ensure that managers at all levels and employees have learnt the
principles of systemic environmental quality management within their competences.

3. Documenting the environmental quality system to be implemented involves several key
steps: defining the composition, structure and coding rules for documents related to the environmental
quality system; scheduling the development of these documents; establishing a development team
and training them on key aspects of the documentation; and providing advice and oversight of the
development process to ensure compliance with established standards and requirements [2].

4. Implementing an environmental quality system involves several important steps: establishing
an internal environmental audit department within the organisation; developing procedures for
conducting internal environmental audits; formally implementing the environmental quality system
documentation; monitoring compliance with the requirements of these documents; conducting an
analysis of the effectiveness of the implemented system and making the necessary adjustments; and,
finally, drawing up an official act confirming the successful implementation of the environmental
quality system.

5. Certification of an environmental quality system begins with the organisation of work on its
creation. Application of ISO standards can be initiated both by external stakeholders and by the
company management itself. Implementation of a quality system always starts with the initiative of
the management, as it is ‘from the top’ that the importance of this process is realised. The idea to
implement an effective control system cannot be spontaneous and come from the ‘grassroots’, but
must be a meaningful and purposeful initiative of the management. At the same time, independent
attempts at implementation without proper knowledge and training can encounter serious difficulties.
For this reason, the first step is to carefully select the right type of system and implementation strategy
to ensure the success of the process.

Thus, it can be argued that a company's eco-capacity plays a key role in increasing its HR brand
recognition, as it demonstrates its commitment to sustainable development and social responsibility.
Companies that actively implement environmental quality systems and follow environmental
standards attract the attention of employees interested in working with responsible employers. This
reinforces the company's reputation as innovative and future-conscious, which is important for today's
professionals. In addition, environmental initiatives show that the company is not only focused on
profit, but also on values, which contributes to its attractiveness in the labour market. Thus,
environmental orientation contributes not only to improving the company's image, but also to
attracting talented personnel who share its values.
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BIIJIUB COUIAJIBHUX MEPEX HA ITONIYJIAPU3ALIIO HAINIOHAJIBHUX
BUPOBHUKIB

THE INFLUENCE OF SOCIAL NETWORKS ON THE PROMOTION OF NATIONAL
PRODUCERS

AHoTanis. 31iiCHEHO HOCIIKEHHs BIUIMBY COLIAIbHUX MEPEX Ha IMOIYJISPU3allilo HalliOHATbHIX BUPOOHHUKIB,
IO BUSBIISIE KIIIOYOBI cTpaTerii Ta iHCTpyMeHTH (OopMyBaHHS iMiKy OpeHay, 3alydeHHs IIHPOKOTO Koja
CTHOXKMBAUiB Ta MiJBUIIECHHS PIBHS 1X JIOSUIBHOCTI. BU3HAYEHO CYKYNHICTh BUKJIMKIB T2 MOMIIMBOCTEH, IO
CYIPOBO/IKYIOTh KOMEPLIHHY JisUTbHICTh HAIlIOHAJTBHUX BUPOOHUKIB Y IN(POBOMY CEPEAOBHILLI.

Abstract. The influx of social influences on the popularization of national brands has been studied, which reveals
the key strategies and tools for shaping the brand image, gaining a wide range of followers and promoting their
peers loyalty. The totality of influences and opportunities has been identified that support the commercial activities
of national producers in the digital environment.

Kiro40Bi ci10oBa: comianeHi Mepexi, iIHCTpYMEHTH IIPOCYBAaHHS, CTIOKHBYA TIOBEIHKA, iMiJDK OpEeHAY, JIOSUTBHICTD,
U(pPOBE CEPEIOBHIIIC.
Key words: social measures, promotion tools, positive behavior, brand image, loyalty, digital middle.

Y cydacHOMY CBITi COIliaJIbHI MEPeXi CTaIM HEB1I €MHOIO YACTUHOIO JKUTTS MIJIbHOHIB JTFO/ICH,
BIJIIFPAlOYN BAXKJIMBY pOJib ¥ (DOPMYBaHHI CIIOKMBUMX 3BMUYOK Ta BIOA0OaHb. [ HaIlllOHATBHUX
BUPOOHHMKIB, SIKI TIParHyTh 301IBITUTH CBOIO IMi3HABAHICTH 1 3aJIyYUTH HOBUX CITOKMBAYiB, aKTUBHE
BUKOPHUCTAHHS COI[IAJIbHUX MeJIia € He JIMIIe MOXKIUBICTIO, a i HeoOxiaHicTio. ColianbHi Mepexi
JI03BOJISIFOTH OpeH/laM He JIMIIE MPEeJICTaBUTH CBOIO MPOAYKILIO, aje i B3a€EMOJIATH 3 ayIUTOPI€LO,
OTPHUMYBATH 3BOPOTHUH 3B 30K 1 (JOPMYBATH CHUIBHOTH JIOSIBHUX CHIOKHUBAUiB. Y IbOMY KOHTEKCTI
JOCITIJDKEHHST BIUTMBY COIIAIbHUX MEPEX Ha TOMYJSpPHU3aIlil0 HAIIOHAJILHUX BHPOOHHKIB €
aKTyaJbHUM, OCKUIBKH JIO3BOJISIE BUSIBUTH €(PEKTHBHI CTpATETii Ta IHCTPYMEHTH, SIKi MOXYTh OyTH
BUKOPHWCTaHI JIJIS TABUIIICHHS KOHKYPEHTOCTIPOMOKHOCTI HAIlIOHAJIbHUX OPEH/IIB.

OCHOBHOIO METOI0 JIaHOTO JIOCHI/DKEHHS € aHali3 BIUIMBY COIIaIbHUX MEpEeX Ha
MTOMYJIAPU3AIliI0 HAIIIOHAIbHUX BUPOOHHKIB, BUBHAUYCHHSI OCHOBHHX CTpaTeTii Ta IHCTPYMEHTIB, SKi
BOHM MOXXYTh BUKOPHUCTOBYBATHCSl Ui MIJBUINEHHS pIiBHA IMi3HABaHOCTI Ha puHKY. Jlms 11
JOCATHEHHS HEOOX1AHO: MPOaHaIi3yBaTH CydacHl TPEHAU Y BHKOPUCTAHHI COILIAbHUX MEPEkK Ha
MIPUKIIAJIl HAI[IOHAJbHUX BUPOOHUKIB; BA3HAUUTH OCHOBHI CTPATErii MPOCYBaHHs, SIK1 34CTOCOBYIOTh
HaI[lOHANIbHI OpeHIM Yy COIIJbHUX Mepexax; OIIHUTH €(EeKTHUBHICTh PI3HUX IHCTPYMEHTIB
MapKETHHTY, JOCTYITHUX Y COI[IaIbHIX MEpekax, Ta iX BIUIMB Ha CIIOKWBYI YIOAOOAHHS; BUSIBUTH
OCHOBHI Mpo0OsieMu Ta 6ap’epu, 3 SKUMU CTUKAIOTHCA HalllOHAJIbHI BUPOOHUKH MPH BUKOPUCTAHHI
COLIIAJIbHUX Me/ia.
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