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Summary 

The problem of insufficient instrumentality of contemporary “green” 
branding as a constituent of “green” marketing is studied. To overcome the problem 
there is proposed to develop efficient techniques of “green” marketing realization in 
a form of so called “marketing tricks”. Generalization and analysis of green 
practices of successful world brands made it possible to identify such tricks, to 
systemize them and to state the conditions of their implementation in business 
practices. Substance of the most common “green” branding tricks is examined and 
examples of the tricks successful application are given. 
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