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ECOLOGICAL MARKETING AS A TOOL OF STRATEGY OF HOTEL BUSINESS
AND TOURISM DEVELOPMENT

The essence of the concept of ecological marketing is considered. Different approaches and views on the essence
of the concept of "environmental marketing” are clarified. The role of ecological marketing for the development of
hotel enterprises around the world is proved. The understanding of ecological marketing in relation to the tools of its
application is outlined and their differences are established. The definition of ecological marketing of the hotel
enterprise is given. An overview of the application of environmental marketing in the largest hotel chains in the world.
Problems of ecological marketing and business development are analyzed.

Key words: ecological marketing, hotel economy, ecological branding, ecobranding, «green» marketing, Hilton,
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Hpuna Epko,

KaHIUAAT reorpa)uuecKnx HayK, TOLEeHT,

BocTouyHoeBponeiickuii HAMOHAJILHBINH YHUBepcuTeT UMeHu Jlecu Ykpaunnku,

kadeapa TypusMa 4 TOCTUHHYHOTIO X035 CTBA,

Jyuk

Amnacracus Pynuk,

CTY/JACHTKa,

BocrouHoeBponeiicKuil HALMOHAILHbBIN YHUBEpPCHUTET HMeHH JlecH YKpanHKH,
Jyuk

3KOJIOTMYECKAN MAPKETUHT KAK MHCTPYMEHT CTPATEIH
PAZBUTUA TOCTUHUYHOI'O BU3HECA U TYPU3MA

B cratbe paccMoTpeHa CYHIHOCTh TOHATHUSI HSKOJIOTMYECKMM MapKeTHHT. JloKa3aHO, YTO HSKOJIOTMYECKUI
MapKeTUHT TpuoOperaeT Bce OOJblllee 3HAYCHWE [UISI PA3BUTUS TOCTUHUYHBIX TPEINPUSITHA BCErO MHpa.
YcTaHOBNIEHO, YTO TOHMMAaHHUE 3KOJIOTMYECKOTO0 MApPKETHMHIa OTHOCUTEIBHO MPUMEHEHHUSI €ro HHCTPYMEHTOB
oTimyaroTcs.  JlaHO coOCTBEHHOE ONpeNeieHHe JKOJOTHYECKOTO MApKETHHTa TOCTUHUYHOTO —TMPEIIPHSITHS.
OcymecTBiaeH 0030p NPUMEHEHHUS DJKOJOTHYECKOTO MapKEeTHHTa B KPYMHEWITUX TOCTUHUYHBIX CETSIX MUpA.
[IpoaHamu3upoBaHEI MPOOJIEMBI PA3BUTHUS IKOJIOTHIECKOTO MAPKETHHTA U OM3HEca.

KnioueBble cjioBa: SKOJIOTMYECKHMH MapKETHHI, TOCTHMHHYHOE XO3SHCTBO, O3KOJIOTHYECKUH OpeHAMHT,
eKOOpeHINHT, «3eJIeHbli» MapkeTunr, Hilton, Marriot.

Ipuna €pxo,

KaHAMIAT reorpadgiyHux HayK, JOLEHT,

CxigHoeBponeiicbkuii HanioHaIbHUI yHiBepceuTeT imeni Jleci Ykpainku,

Kadeapa TYpU3My Ta roTeJIbHOI0 rocnoAapcTBa,

M. JIlyubk
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Amnacracis Pyauk,

CTY/IeHTKA,

CxigHoeBponeiicbknii HaioHaJLHMIA YHiBepcuTeT iMeHi Jleci Ykpainku,
M. JIyubk

EKOJIOTTYHU MAPKETHUHI SIK IHCTPYMEHT CTPATEITi PO3BUTKY
I'OTEJIBHOI'O BIBHECY TA TYPU3MY

VY craTi 3’4cOBaHO, IO TOHATTA «3€JCHUA MapKEeTHHI» a00 eKOJOTiYHMH MapKeTHWHr 3’ sBHiOCS B KiHmi 80-Xx
POKIB MHHYJIOTO CTOJNITTA. 3€JIeHMA MapKeTHHI — II€ MapKeTHHI IPOAYKTiB, fKi TMOBHHHI OyTH €KOJIOTI4HO
OesneyHrMHU. THM He MEHII, BU3HAUCHHS 3€JICHOTO MapKETHHIY 4acTO BiAPI3HSAIOTHCA. ICHYE TpW MOTIISAM CTOCOBHO
nedinimii «3eneHniy MapKeTHHr. EKOpITeHIMHT — MapKeTHHT MPOJYKTIB, sIKi BBaXKAIOThCS E€KOJOTIYHO Oe3MeYyHUMHU.
CouianbHUH MapKeTHHT — po3po0Ka Ta peamizalis MpoaAyKIii, TOKINKaHOT MiHIMI3yBaTH HEraTUBHUI BIUIMB Ha CTaH
HaBKOJIMIIHBOTO CepeoBuIla. EHBaHPOHMEHT MapKETHHT CTOCYEThCSI €KOJIOTI MPUPOAHOTO cepenopuina. Lle 3ycnmis
oprasizauii 3 BUPOOHUIITBA, NMPOCYBaHHS, MaKyBaHHS Ta MOBTOPHOTO BHKOPUCTAHHS TOBapiB TAaKUM YHHOM, SKUH
BIJINIOBiJ]a€ SKOJIOTIYHUM MPOOIIEMaM.

EKOJIOTIYHMI MAapKeTHHI TOTENBHOrO MiINPHEMCTBa — L€ IiSUIBHICTh IIANPUEMCTBA, CHPSIMOBaHA Ha
3a[JOBOJICHHS MaTepialbHHUX 1 HeMmarepiadbHHX IMOTped CHoXWBada B Tepion Woro mepeOyBaHHS B rortem 0Oe3
HAHECCHHS IIKOOM HABKOJHIIHHOMY HPUPOAHOMY CEpelOBHLIY Ta (OPMYBaHHI MO3UTUBHOIO CHPHUAHSATTS
HiIIPHEMCTBA MMOTCHIIHHUMHE CIIO)KHBAYaMH K €KOJIOTTYHOTO.

OCHOBHUMH KpPHUTEPisIMH, SKAM IOBHHEH BiIIIOBIOAaTH €KO-TOTENb €: BUKOPUCTaHHS Ul €Hepro3ade3ledeHHs
BIZIHOBJIIOBAaHUX JDKEPEN €HEprii, TakuX sK COHsYHa abo eHeprii BiTpy; eHepro30epirarwye OCBITICHHS; PELHUPKYIISLISL
CTIYHHMX BOJ|, SIKi IOBTOPHO BHKOPHCTOBYIOTHCS KyXHEIO, Ja3HEl0 1 mpaibHero, Tomo. O00B’SI3KOBOI0 YMOBOIO, SIKa
CIIY>KUTh JIJISl TIPUCBOEHHS TOTEI0 CTATYCy “‘©KOJIOTIYHMU”, € cepTU(IKaIlisl HE3ale)KHOI TPEThOI CTOPOHOK abo
JIEPXKABOIO, HA TEPUTOPIT AKOT BiH 3HAXOAUTHCS.

[MoTpiOHO 320X04YyBaTH JisUTBHICTH THX TOTENIB, SKi CIIPaBAl HAMAraloThCsl €KOJIOTI3yBaTH CBOIO JisUIBHICTB, a HE
BUKOPHCTOBYIOTh L€ SIK NMPOCTO Tacyo. [y Kpamoro po3yMiHHSI CIIOXKMBauaMHM EKOJOTIYHOI CYTHOCTI TOTEJiB
JOLIJIBHO MHPIIE BHKOPHCTOBYBATH MIXKHAPO/IHI CTAHAAPTH, a00 CTBOPHUTH CBOI.

KunrouoBi cjoBa: eKoJOTIYHHN MapKeTHHT, TOTeIbHE TOCIOJAPCTBO, EKOJOTIUYHHN OpEHAWHT, €KOOPEHIWHT,
«3enenuit» mapkerunr, Hilton, Marriot.

Introdaction. Ecological "coloring" of any activity is now very popular. In various activities,
entrepreneurs try to prove the environmental friendliness of their products or services, which has caused a
significant variety of approaches and understandings. In various activities, environmental friendliness can be
used as a marketing move to increase income, or a tribute to fashion, or it is a truly conscious activity.
However, it is safe to say that in the absence of clear definitions, environmental orientation is really gaining
momentum, like the philosophy of hospitality. Therefore, we chose this study to find out the role, nature,
approaches and examples of environmental activities in the hotel industry.

Literature review. Among foreign scientists whose works address the problems of environmental
marketing include such as I. Ansoff, G. Assel, F. Kotler, S. Minetti, M. Porter, X. Hershgen, as well as
among domestic E. Adamov, O. Zozulov , N. Vinogradskaya, L. Grishko, T. Zaychuk, J. Ottaman, O.
Danilova, I. Poginayko etc.

But environmental marketing in services, including hospitality, restaurants and tourism, have
significant features. Therefore, this issue needs additional attention and analysis.

Problem statement and research objectives. The purpose of the study is to consider the features of
the concept of environmental marketing. The main tasks are aimed at clarifying the nature and role of
environmental marketing in the hotel industry.

Key results. The concept of "green marketing™ or environmental marketing appeared in the late 80's of
last century. The basis for environmental or "green" marketing are the concepts of socio-ethical marketing,
which are based on meeting the needs of consumers and improving the welfare of society as a whole. Over
the past few decades, humanity has begun to prioritize global well-being with an understanding of its impact
on its own well-being. The first major influence was environmental movements, which drew the attention of
marketers and the public to environmental issues. Activists believed that the goal of marketing should not be
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to meet individual needs by developing a wider range of products, but to improve the quality of life in
general.

The main areas of action to protect the environment were: reduction of pollution, reuse of resources,
waste collection and disposal.

This term describes the organization's efforts in designing, promoting, pricing, and distributing
products that do not harm the environment. This has been defined as a process of management responsible
for identifying, anticipating and meeting the needs of customers and society in a profitable and sustainable
way. Green marketing is the marketing of products that must be environmentally friendly. However,
definitions of green marketing often differ. There are three views on the definition of ""green marketing™:

Ecoretailing is the marketing of products that are considered environmentally friendly.

Social Marketing - development and sale of products designed to minimize the negative impact on the
environment.

Environment Marketing refers to the ecology of the natural environment. This is the organization's
efforts to produce, promote, package and reuse goods in a way that meets environmental concerns [1].

Different authors give different definitions of environmental marketing. The American Marketing
Association (AMA) views "green™ marketing as the development and sale of products that are considered
environmentally safe (ie, designed to minimize the negative impact on the environment or to improve its
guality).

This term can also be used to describe efforts to produce, promote, package and return products in a
way that is consistent with environmental concerns [2].

Positioning firms themselves as "green™ or environmental has a humber of features. Often the idea of
what is environmentally different differs between firms and their customers. So companies are using
environmental or "green" marketing to expand sales rather than referring to actual environmental
performance. Tiffany Gallicano [3] presented an integrated vision for analyzing the approach of firms in
environmental marketing:

- business is essentially dirty, but it concerns environmental initiatives. The company contributes to
environmental efforts or achievements that may divert attention from other environmental issues;

- the company claims that the product is green on the basis of several features, not taking into account
the analysis of the full life cycle;

- the product may be "green", but distracts it from the impact on the environment of other categories of
goods;

- environmental claims are made that cannot be substantiated by data or third party verification;

- environmental claims are inflated or exaggerated;

- consumers misunderstand the statements;

- statements contain confusing pseudo-scientific value;

- the company claims that the product or activity is "green”, even if the laws restrict it;

- the company promotes "green" initiatives, lobbying against environmental laws and regulations;

- the company makes false statements;

- the company creates false third-party definitions or approvals, which do not exist;

- the company does not recognize the existence of an informed discussion.

According to V. Oksenyuk, environmental marketing is a managerial functional activity within the
general management system of the enterprise, aimed at identifying, forecasting and meeting consumer needs
S0 as not to disturb the ecological balance in the environment and not to harm human health [4].

N. Zinovchuk and A. Rashchenko believe that environmental marketing is an economic activity of
enterprises aimed at the production of environmentally friendly products, the formation of demand for these
products, bringing all the resources of the enterprise in line with market requirements and capabilities to
obtain products without application damage to the environment [5].

M. Belopolsky and T. Tolpezhnikova give their definition of environmental marketing, as the
development and creation of methods for promoting and selling not only environmentally friendly products
or services, but also the promotion of environmentally friendly production [6].

Marketing activities of modern enterprises are becoming more focused on the concept of eco-economic
development, "environmental products" are becoming more relevant, and as a result, eco-branding
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(environmental marketing). Ecological goods and services, as a rule, are more ecological at the stage of
consumption and provision in comparison with analogous goods, and are components of more ecological
technological processes.

Ecological branding deals with the delineation of ecological properties of products and their positioning
on the market. Ecological branding (ecobranding) - a type of branding, which is the activity of creating and
implementing environmentally friendly brand in the market through marketing tools, technology
management and advertising support of the brand with emphasis on environmental qualities of the product,
based on forming a favorable image of consumer advertising brand, product, company and its allocation
among others as a producer of "green™ goods [7].

Ecological marketing in a hotel enterprise has a special specificity, because hotel enterprises are not
engaged in the development of natural resources or the development of environmental services. On the other
hand, they are engaged in meeting consumer demands for environmental protection, the introduction of
environmental factors in their own promotion and marketing strategy, from which they receive additional
income.

In our opinion, "ecological marketing of a hotel enterprise” is an activity of the enterprise aimed at
meeting the tangible and intangible needs of the consumer during his stay in the hotel without harming the
environment and forming a positive perception of the enterprise by potential consumers as ecological.

The hotel company must confirm its environmental orientation by implementing measures aimed at
reducing the use of water resources, electricity, carbon emissions, recycling of organic waste and more.

O. Danilova, I. Poginayko propose the definition of an ecological hotel as "ecologically certified
housing, which pursues the goal of improving the environment by minimizing its own negative impact on
the environment."

The main criteria that an eco-hotel must meet are: the use of renewable energy sources, such as solar or
wind energy, for energy supply; energy saving lighting; wastewater recycling, which is reused in the
kitchen, bath and laundry, etc. Certification by an independent third party or the country in which it is
located is a prerequisite for assigning the hotel "environmental” status.

In our opinion, the set of measures included in the strategy of development of the hotel enterprise must
include the ecological orientation of the enterprise, which is a very important way of its development today.
After all, with the rapid growth of public interest in the state of the global world environment, the demand
for information about actions aimed at improving it is growing. That is why hotel companies should create a
positive atmosphere of perception of their own brands, so that consumers at the subconscious level form an
opinion about the brand as a positive factor influencing the environment.

We should not forget that this way of development will increase the income of the hotel business, for
example, in particular through: saving water, energy and other resources, by increasing the number of
potential consumers through the positive image of the hotel business in the media.

Attempts to introduce environmental certification and environmental labeling for the hotel and
restaurant business are quite effective, it is an effective marketing tool. The basic document in the field of
environmental voluntary certification was the environmental management standard 1SO 14001 (EMS),
which was adopted by the International Organization for Standardization (ISO). To obtain the status of an
eco-hotel or eco-restaurant, compliance with this standard must be confirmed. Some countries have their
own standards (for example, in the UK - BS 7750 Specification for Environmental Management Systems, in
Canada - CAN / CSA Z750-94: Guidelines for an Environmental Management System, in the European
Union - EMAS) [9].

Global hotel chains such as Hilton, Marriot use environmental marketing as an effective tool for hotel
development and promotion strategy.

The Hilton hotel chain has been pursuing an environmentally friendly course since 2008. In 2019, the
intensity of carbon emissions decreased by 36%, and by 2030 it is planned to improve to 61%. Waste
decreased by 41%, energy intensity by 24% and water use by 20%, saving more than 1 billion US dollars.
Hilton has developed its own platform for calculating and analyzing the environmental and social impact of
each Hilton Worldwide hotel - LightStay, which is now Hilton Worldwide's own platform for measuring the
effectiveness of corporate responsibility. The platform measures energy consumption, water use, waste and
carbon emissions at every Hilton Worldwide hotel around the world. LightStay has allowed each Hilton
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hotel to be certified according to the ISO 14001 environmental management standard and the 1SO 50001
energy management standard.

Hilton Worldwide € mepmmm roTensHUM OpeHAOM, IO YBIHIIOB A0 CKIaay o0’ €IXHAHHS KOMITaHIN
Science Based Targets 3 MeTor0 BCTaHOBICHHS IIiIed CKOPOYCHHS BUKHIIB BYIJICIO, MepeadadyeHuX
HapI/ISI)KOIO KIIMaTHYHOIO Yroaoro. Takox craB MEepHIOK0 IOTCJIBbHOIO KOMIIaHI€I0 N CBiTi, 1o r[i)lrmcaﬂa
npoaoBoibuy o0ingHky World Resource Institute, 3000B’s3yt04nch 3MEHIIMTH BiAXOAM, MOB’s3aHI 3
XapYOBHMH NPOAYKTAMH, PEKIAMYIOYH CTPaBH B MEHIO, BATOTOBJICHI HA OCHOBI POCITHH.

At the end of 2019, more than 1,700 hotels of the brand have installed a smart irrigation system, or drip
irrigation system. Thanks to the LightStay platform created by the network, in 2019 it was possible to
reduce food waste by 60% in 6 hotels of the chain in Egypt in the Middle East, at the same time when 860
hotels implemented waste composting programs. All these actions, in the first place, bring additional income
to the company.

Hilton was the first to recycle soap waste. The chain operates the largest soap processing program in
the industry, and in 2019 expanded its soap processing program to 5,300 hotels (88% of the portfolio). Used
soap from the guest rooms is collected by employees and sent for recycling, and then the recycled soap is
donated to charity [10].

Many hotel chains around the world use solar panels. The use of solar panels today is one of the most
important ways to conduct environmental marketing and, at the same time, save money.

In our opinion, donations as a charitable activity of hotels are an effective tool to increase their
popularity among consumers. Today, the media use every opportunity to publish data on charitable work of
both individuals and businesses, because this information is interesting and always relevant to readers. On
the other hand, for the company it is a great opportunity to increase the number of potential consumers, and
in the case of a hotel company - potential hotel guests.

The brand has removed plastic water bottles from all meetings and events in hotels on the Asian Pacific
coast, Europe, the Middle East and Africa. A global ban on plastic straws, cocktail skewers and chopsticks
has been introduced.

The Honors App, which acts as an electronic key to the room, reduces the need for plastic key cards.

In the last year, 1,100 hotels in the chain have replaced incandescent lamps with more energy-efficient
LED lamps, as they consume 10 times less electricity and do not contain mercury. It is also worth noting
that this replacement is currently one of the most relevant trends in environmental marketing in the world
[11].

The hotel chain Marriot International in 2017 collected more than 150 thousand kg of waste, distributed
to charity more than 100 thousand recycled soap bars, recycled 46 thousand kg of plastic.

The company has partnered with Repeat Roses®, so that after major events, all flowers are recycled
and delivered to local organizations, including hospices, nursing homes and cancer centers, instead of
ending up in landfills. After reusing the flowers, the company recycles them into fertilizer.

One of the goals of the Marriott network is to reduce waste by one hotel room by 45% from 2016 to
2025. Since 2004, Marriott has been working with Arrow Sustainable Technology Solutions to ensure
managed and franchised facilities around the world are safe and environmentally friendly and clean
electronic waste maintenance option. In 2017, Marriott helped transport 20,450 kg of e-waste from landfills.
More than 3,137 electric car charging stations (EVs) are available and ready for use in Marriott hotels.

The International Organization of Hotel and Restaurant Associations (International HO-RE-CA) also
promotes the hotel industry through environmental advice; study of ways to combat smoking in hotels,
restaurants and cafes, etc. Also, hotels that position themselves with ecotourism will have a significant
prospect of development, and in this specialization the western territories of Ukraine are attractive [12].

Conclusions and future research prospects. Environmental marketing is a powerful stimulator of
revenue growth of the hotel business and, at the same time, allows them to turn environmental orientation
into the philosophy and goals of their business. Thanks to modern technologies, this creates additional
income and has a significant environmental and social effect. However, the variety of approaches, forms and
tools used in environmental marketing creates difficulties in perceiving the truth of the intentions of hotels.
It is necessary to encourage the activities of those hotels that are really trying to green their activities, rather
than using it as a simple slogan. To do this, it is advisable to create certain standards that will help the
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consumer to determine which hotel is really environmentally friendly. You can use international standards,
or you can create your own standards. In Ukraine, there are tourist and hotel associations that could develop
this area of activity.
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