YK 504.062+339.138 https://doi.org/10.31520/ei.2020.22.1(74).129-139
JEL P28, J15, Q57

CAJYEHKO O.B.

0-p eKOH. HAYK, NPOQ)., 20108HULL HAYKOBUL CIIBPOOIMHUK

8i00LIy eKOHOMIUHO20 pe2yNo8anHs NPUPOOOKOPUCTYBAHHS

Tucmumymy npobnem punKy ma eKoHOMIKO-eKoa02iuHux 0ocaioxcenb HAHY
@panyysvkuti Oyavsap, 29, o. Odeca, Yrpaina, 65044,

hb. dr npog.

Buwa wixona exornomixo-eymanimapHa

syn. B.Cikopcokozo, 4, m. benvcovro-bsna, Honvwa, 43-300

E-mail: esadchenko@gmail.com

ORCID: 0000-0003-4914-6249

POBYII IO.B.

K. (h-m. HayK, OoyeHm.

Kageopa mapkemuney ma OizHeC-AOMIHICMPYEAHHS.
Ooecvkuii HayionanvHull yHisepcumem im. 1.1. Meunuxosa
@panyysvkuti Oyaveap, 24/26, m. Odeca, Yrpaina, 65044
E-mail: yrobul@gmail.com

ORCID: 0000-0002-7299-9648

EKOHOMIKO-EKOJIOTTYHU MAPKETUHI'OBUI ITPOCTIP EKOHOMIKH BPAKEHbD

Axkmyanpnicms. AKMyanbHuM € GUSHAYEHHA PIBHOBAICHO20 OUHAMIYHO20 CMAHY CUCMEMU HA OCHOBI
2apMoHizayii 83a€MO0ii MIHC eKOHOMIYHUMU MA eKOIOSIYHUMU NiOcucmemamu 8 puHKogomy npocmopi. IIpooykm
EeKOHOMIKU 00C8I0Y €: moeap abo nociyea nuoc 000amKosuil npuOYmox 8 pezyiemami 00csidy. Bpasicenns - poseaza,
HABYAHHS, MOJNCIUBICMb 0COOUCMOT yuacmi, CAMOBUPAJICEHHS, PO3BUMK)Y COYIANbHUX KOHMAKMI6 [ HABUYOK
(coyianizayia) i inwe, ye gpakmopu 0odarnoi gapmocmi. [Jooamkosi gumpamu 8 OPUSIHATbHICMb AO0 YHIKATbHICHb
mogapy abo nociyeu OKynaomsvcs i npUuHOCAms wje 000amxosuti npudymox. Tomy ocoOIuso akmyanbHuMu € mosapu
abo nocayeu nos'szani 3 NpUpOOHUMU pecypcamu abo ymosamu. Exonomixy docgidy ciid posensidamu 6 eKoHoMiKo-
€KONI02TUEHCKOM MAPKEMUH2080MY NPOCMOPI, sIKe 003601UMb CopMysamu Yiny moeapis i nociye, wjo 36i1buyemucs 6
nepuwiomy 6unaoxy (micye posmauiy8anHs) 3 GUMPAm 000amKOGUX 3d OpeHOy 1 000amK08020 Npubymxy 3d
VHIKAILHICMb OMPUMAHHA NOCIYeU 8 Yill Micyesocmi abo 30iibulyeEmbCs 34 pAXyHOK 8PAdICEHHS M08apy abo nociyeu i
nepekpueac cobieapmicmb nociyeu. Y Opyeomy unaoky yiHa Nociyeu KOpucyemuCs wooo 000amKoeux Gumpam i
npubymKy 3a OpUSiHAIbHICIG HAOAHHS NOcaye 00csidy. Tobmo modcna posensdamu Ougheperyianbry penmy nepuio2o i
0py2020 NOPAOKY 3 YPAXYBAHHAM eKOL02iuH020 akmopa. Penma 6 ymosax exonomixu 00cgioy - 0ooamkosuti 00xio, ujo
OMpUMYEMbCSL NIONPUEMYEM NOHAO NeGHOI NPUOYMKY 3d YHIKAIbHICMb PO3MAULY8AHHS U020 OLAIbHOCMI | Kanimai,
0ceimy eKoN02iuHOl penmu, npu po32asa0i NPupoOHO-pecypPCHO20 NOMEHYIANLY, 00YMO6IeHO Oinbui CAPUAMIUSUMU
YMOBAMU POZMAWLYBAHHS, 8 AKUX OOUH NIONPUEMEYL 3HAXOOUMbCS Nepeod THUUM, He 8 PIGHUX YMOBAX.

Mema ma 3a60anna. Memoio cmammi € 6U3HAYEHHS EKOHOMIKO-EKONI02i4H020 MAPKEMUH206020 NPOCMOPY 6
YMOBAX PO3GUMKY EKOHOMIKU 00CGi0y ¢ O0ONOMO2010 OOIPYHMYGAHHA MEOPEeMUYHUX i HAYKOBO-NPAKMUUHUX OCHOS
hopMYBaHH MEXAHIZMY eKOHOMIKO-EKOA02IUHO20 THHOBAYTUHO20 PO3GUMK).

Pesynomamu. [lumanns, nog'ssani 3 «eKOHOMIKOIO 00CBI0Y», 0alOMb MONCIUBICMb Nepelmuy HA Mol pieeHb
PO36UMKY €eKOHOMIKY, AKUL O00360JIAE CKOPUCMAMUCS KOHKYPEHMHUMU nepeéazamu 0anoz2o nionpuemcmea. Illpu
PO327101 IHHOBAYIUHO-EKONO2IYHO20 NPOCIOPY MOICHA BUKOPUCTNOBYEAmU Olbl eqheKkmusHiule KOHKYDEeHMHL nepesazu
8 YMOBAX 3AIYYeHHsl 8PAJICEHD Ol 3A0080J1eHHs nompeb K Ha punky B2B, B2C, mak i MidcHapOOHUX PUHKAX.

Mapremune spadicens - ye 000amKo8a 1H00CbKA OISIbHICHb, IKA MAE BIOHOULEHHS 00 PUHKY 8 YMOBAX HCOPCMKOL
KOHKYpeHYii [ HACUYeHO20 PUHKY, KOAU U020 NPUHYUNU CIAYICANG ECOUHO MONCIUBUM WIIAXOM 3a0e3neyenHs
npubymrosocmi [ naoc 000amkogoi NpuOymrKo8ocmi GUpOOHUYMEd, 3POCMAHHA I DPO36UMKY NIONPUEMCMEA.
Opicumayis Ha puHOK SU3HAYAE OCHOBHI HANPAMU 20CNOOAPCHLKOL JisnbHOCmi | oyiMIOE i1 pe3yibmamu 8eIUYUHOI0
KiHYe8020 00X00Y.

Biominnoio ocobnugicmio nociyau 6pasicens € me, Wo 60HA MOdiCe iCHY8amu MiibKu NPU 3a€MO036' 513Ky NOKYnys
nocayeu, GUpPOOHUKA NOCAyeU 1 «O000AMKOBOI ROCHy2u», SIKA He 3a8iCOU 3Aanedcumsv 6i0 GUPOOHUKA NOCHyeU, a
opmyemubcst 8 3aneACHOCMI 810 MiCYsl pO3MAULY8AHb, ICMOPUYHOT YIHHOCE 0aH020 Micys abo He38UHAlHOCHE NO0ayi
yiei nocayau , mobmo 6i0 yHikanvHocmi HaoaunHs oanoi nocayeu. Tax, akmuuno, cnojxcueay NAAMUmMs 3a NPUEMHI,
iHKOU He3a0YMHI 8PAJICEHHS, A BUPOOHUK (81ACHUK) Yiei nociyeu nepeniavye (Wooo cepednbo2o pieHs Yin) 3a openoy
abo 3a npudbanHs 000aAMKOBUX OCHOBHUX POHOIE (aO0 6KIA0EHHS 000AMKOBUX THBecmuyill). Bupoonuk nogunen mamu
KoMnexcayiro 3a «nepeniamyy i, 36uuaiino, dooamxosuti npubymok. Tak, cnoocusau niamums 000AmMKo8i epowli 3a
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000amK08y NOCIY2Y-8PANCEHHS, A GAACHUK MedC NIAMUmMs 000amKo80 abo 3a opeHdy npuminyenHs, abo 3a 000amKo8y
nooauvy yici nociyeu, moomo «8PANCeHHsL» ye 000amKosi sumpamu, Ki i 6i000pasicaiomsvcs 6 yini mosapy. Bpasicenns
8 eKOHOMIYHOMY CeHCI - ye 000amKosi gumpamu i dooamkosuli npudymox. TinbKu eKon02iYHO SUCOKOAKICHUL Moeap i
Maxa e 8UCOKOAKICHA eKONO2IYHA NOCIY2d KOPUCMYIOMbCA OIUCHUM NONUMOM HA PUHKY § MOXNCYMb NPUBEPHYMU OO
cebe cnoorcusaua. Buxooauu Ak 3 iHmepecie cycniibcmea 8 Yiiomy, mak i KOJHCHO20 UjleHd CYCNilbCmed, nompioHe
3aCcmocysants Hosux opm opeauizayii eupobHuymea, OisHecy ma npayi, 800CKOHANEHHS CMPYKMYpU SUpPOOHUYO-
20Cn00apcuKoi QisIbHOCMI 3 YPAXYBAHHAM HAYIOHATLHUX 0COOIUBOCMEN NPUPOOOKOPUCTITYBAHHSL.

Ymoeoro ocsimu exonociunoi penmu € ne minbku AKICHI i KITbKICHI Xapaxmepucmuxu pecypcy (pecypco-mosapy
- 3eMJlE), a U eKONOSIUHI XapaKkmepucmuky 0aHo2o pecypcy i npoodykyii, eupoujenoi na yiu oinsinyi. Tomy npu eumpami
PIBHOBENUKUX KANIMALI8 6OHU OAIOMb PI3HY KilbKICMb I Kicmb npodykyii. Exonoeiuna penma moodice ymeopumucs i Ha
2Ipuiux 3a pooioyicmio 3eMenbHUX OLIAHKAX, ale KPAWUX 3a eKON02IYHUMY Xapakmepucmukamu. ¥ moii dce uyac 3emii
BUIYUX Kame2opil MOJCymb Oymu 6uedeHi 3 CilbCbKO2OCNOOAPCbK020 000pomy 6 36'513KY 3  eKOA02IUHOI0
xkamacmpogorw. Tomy 8 ymosax eKoHOMIKU O00C8I0y Npu USHAYEHHI YIHU «NPUUHAMMA DileHHA» NOBUHHI OYymu
8PAX0BAHI eKON02iUHI CKAA008I, 0OHAK 0e2padayisi HABKOIUWHBO2O CepedOo8Ud, BUCHANCEHHA NPUPOOHUX pecypcis,
HaoMipHe 3a6pyOHeHHs c8iouamb npo 300i 6 punkoeomy mexanizmi. Exonomixa 00ceidy 6 cyuacHux ymoeax mooice
SMIHUMU Y10 HE2aAMUBHY NPAKMUKY.

Bucnoexku. YV cyuacnux ymoeax po3eumky eKOHOMIKU HeOOXiOHA NPUHYUNOBO HOBA eKOIO2IYHA NONIMUKA
depoicasu, AKa 6 4imKo USHAYULA CMpameziio i MAKMUKY NOJNUEHHS 8i0HOCUH MIdC CYCNITbCMBOM, BUPOOHUYMBOM i
HPUPOO0Io, ONMUMATbHE NOCOHAHMSL €KOAOIUHUX, eKOHOMIYHUX | MAPKEMUH208UX NO3UYil. Y 36'3Ky 3 yum HeobXioui
bazamoacnekmui 00CNIONCEHH MAPKEMUHSO08UX CUCEM, WO BX00Amb 00 CKIAOY I[HMeSpanbHUx Ccoyio-eKono2o-
EKOHOMIYHUX cucmeM, 00'conanux nomoxamu ingopmayii. ¥ npoyeci popmyeanHs punkogux cmpykmyp eKOHOMIKU
00cgidy cmasumsbCsi 3a60aHHs 00'€cOHamu  iHmepecu eKOHOMIKU, CYCRIIbCMEA I NOJNNUEHHS HABKOIUUHbO2O
npupooHo20 cepedosunla. 3menuenHs 3a0pyOHen s | 30epedicenHst nPUPOOHUX PeCypCié CMae GU2IOHO O/ eKOHOMIKU
0ocsidy. Axwo paniute inmepecu eKOHOMIKU Ma eKOoA02il Oyau po3mauiosani 8 NiowjuHi KOHQIIKmMIe, mo 3apas 6
€K0JI020-eKOHOMIYHOMY NPOCMOpI ix iHmepecu 30iearomvca: 8UPOOHUK OMPUMYE 000AMKOBUL NPUOYMOK, ROKPAWYIOUU
npuU YbOMy HABKOIUWHE NPUPOOHE cepedosuue.

Kniouogi cnoea: konxypenyis, mapkemume, eKOHOMIKA 6pAJICEHb, €KONO2IYHA peHmd, NOCAYU-8PANCEHD,
iHGhopmayitiHo-YRPaiHCLKI MOOe, AlbmepHAmUeHe UMpPamu, MapKemuH206i cmpamezii.
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ECONOMIC AND ENVIRONMENTAL MARKETING SPACE OF THE ECONOMICS OF
EXPERIENCE

Topicality. It is relevant to determine the equilibrium dynamic state of the system based on the harmonization of
the interaction between economic and environmental subsystems in the market space. The product of the economy of
experience is: a product or service plus additional profit from experience. Impression - entertainment, training, the
possibility of personal participation, self-expression, the development of social contacts and skills (socialization) and
more, these are added value factors. Additional costs in the originality or uniqueness of a product or service are paid
off and bring additional profit. Therefore, goods or services related to natural resources or conditions are especially
relevant. The economics of experience should be considered in the economic and environmental marketing space, which
will allow to form the price of goods and services that increases in the first case (location) from the additional costs for
] ]

ECONOMIC INNOVATIONS
130 Vol. 22, Issue 1 (74) 2020


mailto:esadchenko@gmail.com
https://orcid.org/0000-0003-4914-6249

rent and additional profit for the uniqueness of receiving a service in this area or increasing due to the impression of a
product or service and overlapping cost of services. In the second case, the price of the service is adjusted relative to
additional costs and profits for the originality of the provision of impression services. That is, we can consider
differential rents of the first and second order taking into account the environmental factor. Rent in the conditions of the
economy of experience - additional income received by the entrepreneur in excess of a certain profit for the uniqueness
of the location of his activities and capital; the formation of environmental rents, when considering the natural resource
potential, is due to more favorable location conditions in which one entrepreneur is in front of another, not in equal
conditions.

Aim and tasks. The purpose of the article is to determine the economic and environmental marketing space in the
context of the development of the economy of experience by substantiating the theoretical and scientific-practical
foundations of the formation of the mechanism of economic and environmental innovative development.

Research results. Issues related to the “economy of experience” make it possible to go to that level of economic
development that allows you to take advantage of the competitive advantages of this enterprise. When considering the
innovation and ecological space, competitive advantages can be used more effectively in terms of attracting impressions
to meet the needs of both the B2B, B2C market and international markets.

Impression marketing is an additional human activity that relates to the market in the conditions of fierce
competition and a saturated market, when its principles serve as the only possible way to ensure profitability and plus
additional profitability of production, growth and development of the enterprise. Market orientation determines the main
areas of economic activity and evaluates its results by the value of the final income.

A distinctive feature of such a service is that it can exist only with the relationship between the buyer of the
service, the manufacturer of the service and the “additional service”’, which does not always depend on the manufacturer
of the service, but is formed depending on the location, historical value of the place or the unusual nature of the service ,
that is, from the uniqueness of the provision of this service. So, in fact, the consumer pays for a pleasant, sometimes
unforgettable experience, and the producer (owner) of this service overpays (relative to the average price level) for rent
or for the purchase of additional fixed assets (or additional investments). The manufacturer must have compensation for
the "overpayment™ and, of course, additional profit. So, the consumer pays extra money for an additional service-
impression, and the owner also pays extra either for renting a room or for the additional supply of this service, that is,
“Impression” is the additional costs that are reflected in the price of the goods. An impression in the economic sense is
additional costs and additional profit. Only ecologically high-quality goods and the same high-quality environmental
services are in real demand in the market and can attract consumers. Proceeding both from the interests of society as a
whole and each member of the society, it is necessary to use new forms of organizing production, business and labor,
improving the structure of production and economic activity, taking into account national characteristics of nature
management.

The condition for the formation of environmental rents is not only the qualitative and quantitative characteristics
of the resource (resource-goods - land), but also the environmental characteristics of this resource and products grown
on this site. Therefore, with the expenditure of equal capital, they give a different quantity and quality of products.
Ecological rent can be formed on the worst land fertility, but the best environmental characteristics. At the same time,
lands of higher categories can be removed from agricultural circulation in connection with an environmental disaster.
Therefore, in an economy of experience, when determining the price of “decision making”, environmental components
must be taken into account, however, environmental degradation, depletion of natural resources, and excessive pollution
indicate failures in the market mechanism. The economics of experience in modern conditions can change this negative
practice.

Conclusion. In modern conditions of economic development, a fundamentally new environmental policy of the
state is needed, which would clearly define the strategy and tactics for improving relations between society, production
and nature, the optimal combination of environmental, economic and marketing positions. In this regard,
multidimensional studies of marketing systems that are part of integrated socio-ecological-economic systems, combined
by information flows, are needed. In the process of formation of market structures of the economics of experience, the
task is to combine the interests of the economy, society and improve the environment. Reducing pollution and conserving
natural resources becomes beneficial to the economics of experience. If earlier the interests of economics and ecology
were located in the plane of conflicts, now in the ecological and economic space their interests coincide: the producer
receives additional profit, while improving the environment.

Keywords: competition, marketing, impression economy, environmental rent, impression services, information
and management models, alternative costs, marketing strategy.

Problem statement and its connection with important scientific and practical tasks. In modern
turbulent conditions of economic development, there is a mutual influence and interdependence of the
"economy" as a producer of goods, services, "management"”, as a professionally managing organization of
production and "marketing", as the process of planning and managing the development of goods and
services, pricing, promotion of goods to buyers and sales. Such a system: “economy-management-
marketing” will allow achieving a variety of benefits that will lead to the satisfaction of needs. The
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systematic expansion of one of the fragments of this system or the transfer of emphasis (added value) from
one link to another allows us to interpret the economy as a new phenomenon in the context of the
development of information technology and globalization. Thus, the authors B. Joseph Pine Il, James
Gilmore, Pekar Valery and others call such an economy "economy of experience".

Analysis of recent publications on the problem. Currently, there are no works that would
systematically reveal the problem of economic and environmental marketing space at the current level of
transformational economic development, taking into account strategic, tactical and operational marketing
models based on the principles of sustainable development of the economy of experience.

An analysis of the existing experience in the field of marketing of the economy of impressions gives
reason to say that the problem of managing marketing impressions in promoting an environmentally
balanced business and its implementation in both domestic and international markets has not been developed.

The problems of forming an effective economics of experience are studied in the works of such
scientists as: Liozu S. M. [5,6], Pekar V. [9], Grafsky M., Barsukov A. [1], Komarova K.O. [4], Joseph Pine,
James Gilmore [3], E. Toffler [11], Rolf Jensen [10], B. Schmitt, D. Rogers, K. Wrocos [12] and the English.
Studies in the field of environmental pricing, environmental differential rents were conducted by students [2,
7,8,12,13].

Allocation of previously unsolved parts of the general problem. After analyzing the literature on
this issue, we can assume that in this context the problem of the “economy of experience” in the ecological
and innovative space was not considered. Therefore, we will focus on the value of resources, which will
allow us to more reasonably determine the economic efficiency of development alternatives.

Formulation of research objectives (problem statement). The purpose of studying this issue is to
determine the economic and environmental marketing space in the context of the development of the
economy of experience by substantiating the theoretical and scientific-practical foundations of the formation
of the mechanism of economic and environmental innovative development.

An outline of the main results and their justification. The current state of society is excess supply, a
century of abundance, and competition. So, the average US citizen receives daily up to 247 flyers: television,
radio, etc. For example, Mercedes Benz used completely insane commercials. In the chain “raw materials-
products-services-experience” the share of value added is growing step by step, and the main share is
precisely the impression. Therefore, it is completely legitimate to talk about the economics of experience as a
new phenomenon - this is the opinion of many scientists. Extreme times entail extreme measures, and the
economy of excess supply is developing across the globe. This is an age of excess - great fears, more fun,
more uncertainty, more competition. There is no doubt about all this. In the near future there will be a
surplus of similar companies that hire similar people with similar opportunities, offer similar goods and
services with similar quality, price and market promotion methods, and they will all compete with each other

[9].

This statement is debatable, firstly, when considering such a way of economic development there was
and there is competition. The number of enterprises, companies producing similar products will decrease as a
result of natural (competitive) selection. Secondly, as a result of the development of scientific and
technological progress, tendencies of managing the production of goods and services of the same type may
arise, for example, as Swedish “socialism” or the introduction of modern technologies of information
management models with fixing and regulating the number of production or provision of services in on a
global scale.

But issues related to the “experience economy” make it possible to go to that level of economic
development that allows you to take advantage of the competitive advantages of this enterprise. When
considering the innovation and ecological space, competitive advantages can be used more effectively in
terms of attracting experience to meet the needs of both the B2B, B2C market and international markets.

Marketing gives the enterprise an impetus about what should be produced and in what size, and the
production task should be reconstructed in a short time and put into production the goods that society needs.
Marketing “service-experience” - marketing, the task of which is to promote services as a result of new,
unique experience on the market. Marketing of “service-experience” is a branch of modern marketing that
studies the features of the marketing activities of organizations whose business is to benefit from the
provision of this “service-experience”. In our opinion, the economy of experience is, in essence, the
marketing of service-experience, where a product-service becomes most valuable because of the location of
the provision of this service in historical places, in the city center, the originality of its implementation, etc.,
that is, psychologically perceived as an additional service due to consumer experiences.
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A distinctive feature of such a service is that it can exist only with the relationship between the buyer
of the service, the manufacturer of the service and the “additional service”, which does not always depend on
the manufacturer of the service, but is formed depending on the location, historical value of the place or the
unusual nature of the service , that is, from the uniqueness of the provision of this service. So, in fact, the
consumer pays for a pleasant, sometimes unforgettable experience, and the producer (owner) of this service
overpays (relative to the average price level) for rent or for the purchase of additional fixed assets (or
additional investments). The manufacturer must have compensation for the "overpayment™" and, of course,
additional profit. So, the consumer pays extra money for an additional service-impression, and the owner
also pays extra either for renting a room or for the additional supply of this service, that is, “experiences -
impression” is the additional costs that are reflected in the price of the goods. An impression in the economic
sense is additional costs and additional profit.

The main task of marketing the economy of impressions is to understand the needs and requirements
of each market and choose the ones that their company can serve better than others, find or form the winning
sides of their business. This will allow the company to produce goods of higher quality and thereby increase
sales and increase its revenue by better meeting the needs of target customers.

The first way of marketing the economy of impressions is to create a service that does not differ in
content and price from other similar services, but its request is carried out in a unique place. The customer
pays for this location. Demands in the economics of experience are a need, reinforced by purchasing power,
acquiring property or organizing your production. You must be sure that you will receive additional profit for
the impression and pay back the investment. Therefore, the price of the service will be higher - this is the
rent for the location.

The cost of the service provided as a result of impressions has the same price as the service provided
under normal conditions and plus rent for the uniqueness of the location. This also implies the features of
marketing services-impressions, since it is impossible to familiarize yourself with the product in advance,
and the buyer of such a service can only trust the marketing messages of the service provider about the
quality and timeliness of the service. The expected service of “impressions” is the subjective presentation of
consumers about the quality level of marketing of services that will be provided to them. Externalization of
services is a marketing concept for developing impression services related to the emergence of new types
and forms of service activities that take on the functions of satisfying needs that were previously satisfied by
the organization or the household.

The second way of marketing the economy of impressions is to provide the service in its original form,
maybe an unusual cafe or cafe with various entertainments that will allow it to be more competitive than
other services. So, the manufacturer of such a service increases the trade and operational efficiency of the
experience economy.

Marketing experience is an additional human activity that is related to the market in the conditions of
fierce competition and a saturated market, when its principles serve as the only possible way to ensure
profitability and plus additional profitability of production, growth and development of the enterprise.
Market orientation determines the main areas of economic activity and evaluates its results by the value of
the final income.

When considering the environmental component of economics experience, you can consider the
following examples, namely:

1. Location. Sanatoriums, recreation and health centers, camp sites are tied to a health resource, it is in
these places that an additional environmental rent is created, which allows you to get additional profit due to
the unique location and originality of the service.

2. The originality of a product or service lies in its natural quality or minimal introduction of
biological ingredients into the composition. Today, consumers are willing to overpay for a product, but to be
natural.

3. The originality of the supply of such goods and services.

4. Environmental friendliness of the environment surrounding us. So, in France, consumers overpay
(literally 50 cents) for cheese, but this money goes to restore meadows in which a sandpiper nests.

5. Conservation of the biodiversity of our planet.

6. Wellness facilities. Juniper houses, mud baths and so on.

Consider the formation of environmental rents in an economy of experience. So, in a short period of
time, when some costs are fixed, the production balance equals profit plus rent. In a long period of time,
profit can be equal to zero and the production balance is equal to rent due to the fact that new enterprises can
enter the sphere where profit is provided without raising prices for the production product.
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The basis of any differential rent is excess income. But treating income as a payment for risk,
uncertainty of the results of activities, we must determine the share of risk that will reflect changes in the
value of natural resources, the irreplaceability of the previous qualities of a given resource after a certain
period of time. This share of risk will be environmental rent, but this rent will consist of rent-risk arising
from the use (depletion) of a natural resource and rent-risk - pollution of this resource. The sum of these two
components will be the ecological rent.

Most natural resources cause an increase in rents, and therefore the remainder of the producer is not
limited. This residual for manufacturers, which takes place in a competitive equilibrium over a long period of
time, is called differential rent.

When establishing rents as a regulatory parameter, using land use as an example, land use costs
depend on the quality of the environment in a particular region, on the economic assessment of natural
resources, and differential rents | and Il. In connection with a change in the quality of the natural
environment (both the external factor affecting land pollution and the internal agrotechnical methods of land
use), additional investments are needed to eliminate and compensate for damage from its pollution. Indeed,
in the conditions of the economy of experience, the producer of the impression service must improve the
natural environment or take advantage of the improved conditions to sell its services. The price of a product-
service will depend on this, renting a natural resource (or natural conditions, opportunities), the manufacturer
expects to use it for the economy of experience.

So, for example, when a region (space, territory) is contaminated, there is a need for additional
investments: it can be decontamination works if there was radioactive contamination, as well as cultivating
and cultivating the land using certain technologies that will subsequently bring profit. Thus, differential
environmental rent (or differential rent Ill) arises - additional profit (income) obtained as a result of
additional capital investments in the environmental sector, which ensures an increase in the production
economic and environmental effect (in view of the fact that environmentally friendly natural resources,
goods , territories will be in great demand, even in conditions of a scarce economy). It is defined as the
difference between market and individual price. As long as these additional investments will provide greater
growth in the production of environmentally friendly goods, services and more effectively contribute to the
preservation of the quality of the natural environment, rather than equal costs that determine the social
(market) price of production, but do not lead to the improvement of the natural environment and people, they
will bring additional profit. The public (market) price will be determined by the price of environmentally
friendly and safe goods (services), clean natural resources, environmentally friendly working and living
conditions.

The condition for the formation of environmental rents is not only the qualitative and quantitative
characteristics of the resource (resource-goods - land), but also the environmental characteristics of this
resource and products grown on this site. Therefore, with the expenditure of equal capital, they give a
different quantity and quality of products. Ecological rent can be formed on the worst land fertility, but the
best environmental characteristics. At the same time, lands of higher categories can be removed from
agricultural circulation in connection with an environmental disaster. For example, as a result of the
Chernobyl accident, large areas (fertile soils, pastures) contaminated with radionuclides were mothballed.
The situation is complicated by the general depletion of the natural potential of the agro-industrial complex
in the vast majority of agricultural regions. The environmental factor becomes a fundamental factor in
determining the value of natural resources, in particular land. Thus, the price of grain contaminated with
ambrosia spores (and this is the additional cost of eliminating the natural pollutant) is much lower than grain
grown in pure conditions. Scientific and technological progress, on the one hand, helps to reduce the
inequality of the natural fertility of various sites, and on the other, it affects the environmental characteristics
of natural resources and conditions. So, under the influence of scientific and technological progress, there is
a tendency to increase the productivity of invested capital, but it may not lead to the formation of additional
income, but only to reduce the cost of manufactured products due to changes in environmental needs, needs
and demands of consumers.

The subject of demand is precisely the environmental properties of goods (services) as the ability to
restore (or improve) the quality of the environment and ensure environmental safety. Therefore, prices for
environmental goods and services are to a large extent determined by the level of demand, which, in turn,
depends on the environmental situation in a particular region.

An ecological product is understood to be a utility created by labor, intended for sale on the market,
and production, consumption, distribution and exchange should contribute to an ecologically balanced
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equilibrium of the natural environment, that is, with the help of which ecological needs can be satisfied.
These are goods, services that are efficient from the standpoint of consuming natural resources and energy,
which do not have adverse environmental impacts and are environmentally friendly in the process of their
intended use.

For ecological goods and services, the effect of “introducing a new product” is very characteristic.
This is an element of the economics of experience, which is actively used in the economies of Western
countries. It consists in the fact that in conditions of a sharp deterioration of the environmental situation for
any reason (natural or man-made), enterprises, firms that quickly enter the regional market with relevant
environmental goods and services have the opportunity to set the highest possible price on them, which
ensures the norm profits many times higher than the average for the industry. However, such a “skim cream”
policy is usually limited in time. As soon as the emerging environmental problem is legalized and becomes
the object of state environmental policy, prices for environmental goods and services can significantly
decrease due to compensatory measures on the part of the state (for example, through subsidies to
manufacturing companies that are ready to cut prices), as well as due to competition regional environmental
market. Another important feature of pricing in environmental management is the significant influence of the
regional factor, which is caused by the regional nature of environmental issues. In this regard, enterprises -
producers of environmental goods and services should use a policy of differentiated regional prices.

Organic food products grown and processed in the pollution zone require high costs for their
production, namely, the costs of eliminating (or mitigating) pollution and its consequences. Consequently,
prices for environmentally friendly food products, goods, services will be significantly higher than their
production in unpolluted areas, ceteris paribus. But only if the territory or resource is polluted and we restore
its qualitative characteristics, that is, we increase the use value. If the quality indicators of the natural
resource potential are maintained at the level of environmental standards, then the prices of environmental
goods may be lower, due to the lower costs of the amount of damage prevented. One of the priority problems
of the effects of pollution is the creation of economically beneficial conditions for the population to consume
environmentally friendly products. By economically advantageous conditions of consumption of the
necessary assortment and volume of environmentally friendly products, one should understand the
availability of prices. However, in the context of the transition of the economy to market relations and a
decrease in government subsidies for necessary food products, the formed price in commercial structures
should reflect the costs of the manufacturer and provide, at a minimum, an average rate of profit. In this case,
one should study the specifics of environmental needs and the environmental needs of consumers of goods.
When determining the assessment of environmental preferences, consumption and demand of environmental
products in eco-marketing, the methods and methods of marginal utility theory, marginal environmental
utility, elasticity of demand, supply of environmental goods, system analysis and forecasting of socio-
ecological-economic systems, etc. are of interest.

The modern neoclassical trend explores the problems of rent on the basis of theories of marginal
product, marginal returns. It is assumed that it is the sizes of marginal products that determine the
contribution and share of each of the products of production. The minimum amount required by the owner of
resources in order for him to agree to sell a certain amount of services is the marginal cost of these services.
Economic rent is a gain (surplus) in comparison with the opportunity cost of the supply of resources. It is
similar to the concept of “manufacturer’s gain” in the product market. In this regard, economic rent is
interpreted as any income attributable to the production costs of a resource that exceeds its opportunity cost.
This income is possible only with a fixed supply of resources. Production resources always have a certain
limitation in a short period. The only resource whose supply is inelastic from the point of view of society is
land. Income derived from use is called net economic rent.

The modern neoclassical trend explores the problems of rent on the basis of theories of marginal
product, marginal returns. It is assumed that it is the sizes of marginal products that determine the
contribution and share of each of the products of production. The minimum amount required by the owner of
resources in order for him to agree to sell a certain amount of services is the marginal cost of these services.
Economic rent is a gain (surplus) in comparison with the alternative cost of the supply of resources. It is
similar to the concept of “manufacturer’s gain” in the product market. In this regard, economic rent is
interpreted as any income attributable to the production costs of a resource that exceeds its opportunity cost.
This income is possible only with a fixed supply of resources. Production resources always have a certain
limitation in a short period. The only resource whose supply is inelastic from the point of view of society is
land. Income derived from use is called net economic rent.

2020 EKOHOMIYHI IHHOBAIIII 135
Tom 22, Bun. 1 (74)




The theory of marginal environmental utility is based on the basic rule for choosing the volumes of all
environmental factors. An enterprise that maximizes profits should focus on such a volume of output that
marginal costs, taking into account the environmental factor - the coefficient of an exhausting resource, the
assessment of environmental damage, the priority coefficient of natural resources for future generations, are
equal to the marginal income.

Of particular interest are rent studies based on theories of marginal product, marginal return. Land, in
view of the fact that it is a resource whose supply is inelastic even in long-term time intervals, has an
income, which is called net economic rent. Thus, rent as an economic category means not just income from
land, but income from such a factor of production, the supply of which is inelastic. In this case, the ultimate
product is the inelasticity of environmentally friendly products. Demand is the only effective factor
determining rent, with passive supply. The costs associated with them are directly included in the marginal
cost of production and are directly involved in regulating the supply price. And since economic rent is the
difference between the fee for the services of resources and the minimum amount of funds that must be spent
to encourage resource owners to offer their services in the market, environmentally friendly resources (in
particular, land) and environmentally friendly goods (produced and grown on these lands) will always be in
demand in the market and a relative increase in these resources and products will be possible.

And in this case, there will be not only differential ecological rent I1l, which depends on additional
investments in environmental protection measures, but also environmental rent, which consists of the
following main points: obtaining "excess profit" as a result of a relative "increase" in land plots, and
therefore "increase »The volume of agricultural production, market conditions and changes in the size of
marginal products, marginal returns compared with alternative options, a constantly changing difference
external and negative externalities (external effects that increase or decrease utility), on the magnitude of
environmental risks. Environmental rent is income that exceeds its opportunity cost. If we assume that the
soil properties are used to the full, that is, they are constant, then the income depending on the offer price of
an environmentally friendly product (or on fluctuations in the demand for products) derived from
improvements in agricultural technology aimed at the environmental stabilization of the territory in a short
period and due to the proposal, is considered as an environmental quasi-rent. Sometimes environmental rents
and environmental quasi rents coincide due to a relatively “changing™ amount of land.

Prices at “natural” markets often do not reflect the true value of natural goods, the real social costs,
and the benefits of using environmental factors. Therefore, an inadequate assessment of the scarcity of
resources, the values of supply and demand. Taking into account real prices (estimates) of land resources
will make it possible to more reasonably determine the economic efficiency of development alternatives at
the stage of choosing options for economic and environmental forecasting, evaluating projects in the
economy at both the macro and micro levels of economic assessments. Environmental services have costs,
even if they are not the result of human labor. All costs could be estimated as opportunity costs, i.e. resources
providing services are measured by the value of unearned net income in view of the impossibility of greater
use with more profitable benefits. Resources are not free if they can be used alternatively.

Alternative costs (lost profits) allow you to evaluate a natural object, resource goods that have an
underestimated market price or do not have any and through lost profits and benefits that could be obtained
by using this resource for other purposes. The opportunity costs of protected natural areas are the benefits
that individuals or society lose due to conservation. These costs include non-receipt of products from
protected areas (agricultural products, animals). Alternative costs also include benefits that could be derived
from alternative uses (agricultural development, forestry, etc.).

Suppose a certain territory - a section of coastal territory can be used either by tourists for passive
recreational recreation - as part of an untouched coastal area (aesthetic enjoyment of the landscape, etc.), or
the same area will be used for active recreational recreation (construction of an aqua park). This section of
the coastal territory is no longer attracted to the first group of tourists after the construction of the water park,
so they lost some of the services that nature had previously provided to them. Obtaining two benefits is not
possible.

The opportunity cost for passive holiday tourists is equal to the alternative net income (in absolute
terms) received from another type of recreational activity minus the costs required to produce this type of
vacation and the damage to the environment of this coastal region. The opportunity costs for using land for
agricultural crops will be equal to the alternative net income received from cultivating grapes in another plot,
taking into account all economic and environmental costs that arise in the process of resolving issues in the
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natural-food chain, which will inevitably affect the economic assessment of natural resources directly or
indirectly.

To preserve the natural landscape, alternative cost estimates should be used and the value of the
cheapest alternative to preserve it should be investigated. Alternative costs of conservation - additional costs
of generating income from this active type of activity to preserve the coastal territory in a natural state.

Investments in alternative environmentally-sound options can give a greater economic and
environmental effect than the costs aimed at protecting the environment. Thus, the environmental situation
can improve with a decrease in environmental protection costs.

Given the real ecological and economic situation, the state should form such an economic mechanism
for land use that can influence the sources of pollution, creating positive and negative financial incentives,
and form the funds used to finance environmental activities. The economic and environmental mechanism,
as an instrument of intervention policy, makes it possible to operate with prices in order to correct market
shortcomings associated with inaccurate reflection of the full costs of environmental pollution and the
benefits of its control.

When considering pricing for goods and services of traditional demand, for environmental goods,
additional costs caused by the need to comply with environmental standards and restrictions in the
production and sale of goods and services of traditional demand, as well as environmental goods and
services, can be compensated not only by higher prices, but also by account of other sources. For example,
enterprises producing “green” (green) goods can receive special subsidies from the state, use preferential
taxation and loans, use the financial resources of non-governmental organizations, including international
ones (grants, special funds and financing programs). At the same time, the enterprises themselves have the
opportunity to stimulate the purchase of such goods by offering various additional services at preferential
prices (for example, buyers of a “green” car, the price of which is higher than usual, are guaranteed
preferential maintenance, free replacement of individual components during the modernization of
production, sale of spare parts for reduced prices, etc.). In some cases, higher prices for “green” goods and
services can be offset at the buyer's level with targeted subsidies, preferential taxation, and other
compensation mechanisms on behalf of the state or local authorities.

Thus, the main methodological moment determining the pricing policy in this case is the fact that the
property of “environmental friendliness” of a product (or service) is not a direct consumer demand here, but
only its additional (concomitant) property, for which the buyer, strictly speaking is not required to pay.
Therefore, by setting higher prices (caused by additional costs) for “green” goods and services, the
manufacturer must clearly present and “work through” all possible mechanisms for off-price compensation
of production costs. The state and local authorities - the subjects and guarantors of environmental policy at
the state and regional levels, are called upon to play a key role in the implementation of these mechanisms.

Conclusions and perspectives of further research. Under conditions of high anthropogenic pressure
on the environment, economists are conducting research to approximate the real assessment of natural
resources, to increase the "competitiveness"” of natural resource potential. Therefore, the issues of marketing
space in the economy of experience, taking into account the environmental component, should be addressed
taking into account the pricing policy of natural resources. Here, a very important point is the economic and
environmental accounting of the consequences of decisions made at each link of the natural-product vertical.
Therefore, the higher the economic value of natural resources, the greater the likelihood of effective
environmental-balanced design and software decisions. At the moment, a fundamentally new environmental
policy of the state is needed, which would clearly define the strategy and tactics for improving relations
between society, production and nature, the optimal combination of environmental, economic and marketing
positions. In this regard, multidimensional studies of marketing systems that are part of integrated socio-
ecological-economic systems, combined by flows of information, matter and energy, are necessary.

With the right strategy for positioning a service-experience, an impression is created that allows
consumers to interact with the company on a more personal, emotional level, which is the goal of the
experience economy. Moreover, marketing technologies increase awareness of both the company and the
products or services that it offers.
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