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Homolska, L.P. Environment-friendliness of the brand as a measure of effective brand communication. The 

article presents the results of empirical research on environmental brands' impact on the effectiveness of brand communication. 

Analysis of the relevant literature found that brand communication is a set of social interactions (interpersonal, intergroup, mass) 

that influence consumers' opinions, motivations, attitudes and behaviors regarding specific companies, their products and / or 

services. Brand communications can be regarded effective if the brand's image promotes customers' loyalty as an attitude that 

dynamically develops and motivates customers to purchase and consume the brand's products / services. 

The empirical research identified the types of consumers' perception of brands' environmental friendliness in brand 

communications and found statistically significant differences in the consumer types in relation to consumers' socio-demographic 

and organizational-professional characteristics. Thus, women were shown to be more focused on personal significance of 

environment-friendly brands than men whereas young customers focused mainly on the conventional level of brand 

communication or did not consider brands' environment-friendliness as a regulator of consumer behaviors. Analysis of variance 

found that consumers' loyalty was affected by brands' environment-friendliness as a factor in effective brand communication for 

food products group. 

The follow-up research will focus on determining the social and psychological mechanisms of and factors in effective 

brand communications as well as development and testing of future managers, marketers, employees' social and psychological 

training programs in effective brand communications. 

Keywords: brand, brand image, environment-friendliness of brand, attitude, brand communication, consumer 

psychology, loyalty. 
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