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AHOTAIII

3imuenxo O.A. ©OPMYBAHHS 3EJIEHOI'O BPEH]TY KOMITAHII

OG6’eKTOM JOCTIIKEHHS — IIPOLIECH 3€JICHOT'0 OPEHIMHTY KOMIIaHIi.
[Ipenmer gociimKeHHs — 3eJIeHni OpeH ] KoMIaHii, 1oro CTpyKTypHI KOMIIOHEHTH Ta

niaxo0au J10 GOpMyBaHHS.

Mertoro kBasiikaniiiHOi poOOTH € OOIPYHTYBAHHS TEOPETUUYHUX OCHOB Ta PO3pOOKa

MPAKTUYHUX PEKOMEHAIIN 110,10 (OpMYBaHHS 3€JIEHOr0 OpeH/Ty KOMIIaHii.

OpepxaHi BHUCHOBKM Ta iX HOBHM3HA: Ha 0a3l TEOPETUYHHMX JIOCHIIKEHb OYB
3apONOHOBaHI Ta ampoOOBaHi 3acajy 3e€JeHOro OpeHAMHTY Komraii. [IpakTtudne
3HAUYEHHS BUKOHAHOTO JIOCHIPKEHHS TOJSra€ B TOMY, 11O Ha 0a3l TEOPETHUYHUX
JOCHIPKeHb OyJia 3amporoHOBaHa Ta ampoOoBaHa CTPYKTypa 3€JIE€HOro OpeHay
KOMITaHii 3 JOTPUMAaHHSAM BHUMOI €BpOIEHCHKOr0 3eJaeHOro Kypcy. Po3pobieno

M1JIXO/H 11010 MO3UIIOHYBAaHHS Ta MMPOCYBAHHS 3€JIEHOTO OpeHIY

Junnomua pobota: 111 crop., 17 pucyskis, 15 Tabauus Ta 54 mxepena

KitouoBi ciioBa: 3eleHuil MapKETUHT, 3eJeHUH OpeH, coliajibHa BIANOBIAAIbHICTb

013Hecy, nudpoBizalis, CBPONEeUChKUN 3eJIEHUI KypC



SUMMARY

Zinchenko O.A. FORMATION OF THE COMPANY'S GREEN BRAND
The object of the research is the company's green branding processes.

The subject of the study is the company's green brand, its structural components and
approaches to its formation.

The purpose of the qualification paper is to substantiate the theoretical foundations
and develop practical recommendations for the formation of the company's green
brand.

The obtained conclusions and their novelty: on the basis of theoretical studies, the
principles of green branding of the company were proposed and tested. The practical
significance of the research is that, based on theoretical research, the structure of the
company's green brand was proposed and tested in compliance with the requirements
of the European Green Deal. Approaches to the positioning and promotion of the
green brand have been developed

Thesis: 111 pages, 17 figures, 15 tables and 54 sources

Keywords: green marketing, green brand, social responsibility of business,
digitalization, European Green Deal
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