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You wake up in the morning from the alarm signal and brush your teeth with a
paste with green marking (only from natural raw materials). You use shampoo
without sulfates (with substitutes of plant origin) and a towel from bamboo (as well
as other materials from cellulose, bamboo fibers biodegradable in soil). A fresh cup
of green coffee is already waiting on the kitchen table. For breakfast, oatmeal with
supplements from stocks of sublimated products. You sort garbage according to the
rules of the color of containers (green, blue, yellow, etc.). Then follow your electric
car (and possibly a bicycle, electric scooter, etc.). In the afternoon, you have a
planned eco-race. To begin with an understanding of the ecological component of our
lives, regional stakeholders interact: local authorities, business representatives, NGOs
and residents of a particular area. The ideal structuring of stakeholder management
bases on understanding how they interact in forming a regional product (Fig. 1).
Residents of a specific region use the product. They must be satisfied with its use.
Feedback is essential for understanding how a healthy product resonates with each
member of a particular population. Providers provide product values as vendors or
those who supply the product (sellers of nutritional products, providers of medical
services, healthy tourism, etc.). Local authorities directly interest in a regional
product and can influence its development through legislation, regulations and rules.
Influencers include the so-called third sector, public organizations that have
developed in Ukraine and can directly affect the promotion and dissemination of the
idea of a healthy region and influence the development of territorial products [1-3].
In the marketing sense, healthy lifestyle behaviours are associated with an orientation

toward consumption as they are a set of activities, interests, and opinions that are



related to the consumption of various wellness-related products and services [4].
Individuals who adopt a healthy lifestyle are excellent customers for health-related

offerings [5].
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Figure 1 — Regional healthy product stakeholders

For example, private initiatives, non-profit and volunteer organizations
(Ukraine without Garbage, Batteries, Surrender!) Are involved in sorting in Ukraine.
The latter, together with the licensed company "Environmental Investments” has
issued a permit for the export of damaged batteries to the plant GreenWEEE in
Romania. In Poltava, the NGO "Ukrainian Academy of Leadership" is the organizer
of the festival of healthy living, which involves residents of the region in healthy
eating, sports and eco-friendliness. In many cities, public organizations organize eco-
races — plugging, when participants simultaneously with the competition collect the
surrounding garbage [6-9].

NGOs play an important role in shaping the awareness of the country's citizens

about the importance of healthy consumption and environmentally positive living.

Literature

1. Chygryn O., Bilan Y., Kwilinski A. (2020). Stakeholders of Green
Competitiveness: Innovative Approaches for Creating Communicative System.

Marketing and Management of Innovations., 3, 358-370.



2. Kolosok S., Pimonenko T., Yevdokymova A., Nazim O. H., Palienko M., &
Prasol L. (2020). Energy efficiency policy: impact of green innovations. Marketing
and Management of Innovations, 4, 50-60. http://doi.org/10.21272/mmi.2020.4-04.

3. Melnyk Yu.M., Saher L.Yu., Nifio-Amézquita J. (2018). The problems of
development of an effective management system of internal communications and
ways to overcome them. Innovative management: theoretical, methodical, and
applied grounds / S.M. llliashenko, W. Strielkowski (eds.). 1st edition. Prague:
Prague Institute for Qualification Enhancement, 176-189.

4. Kraft F.B., Goodell P.W. (1993) Identifying the health conscious consumer.
Journal of Health Care Marketing, 13(3), 18-25.

5.Yap S.F. & Othman Md.Nor. (2010). Marketing to healthy lifestyle
consumers: an analysis of demographic and social cognitive factors. Asia Pacific
Management Review, 15(4), 601-618.

6. Teletov A., Letunovska N., Melnyk Yu. (2019). Four-vector efficiency of
infrastructure in the system of providing regional socially significant needs taking
Into account the concept of marketing of changes. Bioscience Biotechnology
Research Communications, Vol. 12, No. 3 (July-Sep 2019), 637-645.

7. JlerynoBceka H.€. (2013). 3apyOivkHMII Ta BITYM3HSHHUM TOCBIA yd4acTi
OIANPUEMCTB Y  PO3BUTKY  coLiaibHOI  1H(QPACTpyKTypu perioHy. BicHuk
3anopi3bKOT0 HalllOHAJIBHOTO YHiBepcuTeTy. EkoHoMiuH1 Hayku, 3(19), 43-49.

8. Pocoxata A.C., Kamypima C.B., IlaBmoBa A.C. (2020). Exomoriuni
npobsieMr YKpaiHu Ta crnocoOM iX BHUpIIICHHSA. AKTyajdbHI IPoOJeMH MOJIONI B
Cy4acHUX COIIAJIbHO-EKOHOMIYHUX yMoOBax: Marepiaiii MiDKHApOaHOT HAyKOBO-
npakTHuHOi KoH(epenuii, 23 6epesns 2020 poky. — XKuromup: III1 “/IxiBiEc”, 141-
142.

9. Curupa, JI.O., Carep, JLIO., JlerynoBceka, H.€. (2019). ®opmyBanHs
CTparterii BUIIEPEHKAIOYOTO 1HHOBAIIMHOTO PO3BUTKY B yMoBax I[Hmyctpii 4.0.

ExonomiunMit anami3 : 30. HayK. mpais, 29, 2, 53-61.



Letunovska N. Non-governmental organizations in the system of formation of a
healthy region / Ilpo6JieMH TpeThOro ceKTOpa Ta CONiaJIbHO-OPi€HTOBAHOI
€KOHOMiKM B YKpaiHi i cBiti : 30ipuuk MmarepianiB Mi:KHApPOAHOI HAYKOBO-
NPaKTHYHOI OHJalH-KoH(pepeHuii (M. IloaraBa, 30 Gepe3snsi 2021 poky). -
IMoarasa, IIITAA, 2021. C. 60-62.



