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Abstract

These days, people are increasingly getting interested in an ecological lifestyle. Companies
are trying to reduce waste, save resources and create products that minimize the damaging effect
on the environment by using eco-initiatives. At the same time, many organizations are being

formed in Georgia, the purpose of which is to raise environmental awareness.

The study aims to study the factors through which eco-initiatives affect consumer attitudes
and the image of the company. In the context of the literature review was discussed many
interesting topic for example: the role of corporate social responsibility for company’s image, the
connection between eco-initiatives and sustainable development goals, and greenwashing, which
is a fairly common problem in organizations.To answer the research questions and verify the

hypotheses, both quantitative and qualitative research was carried out.

The findings of the study showed that trust in environmental practices is formed when it
is connected with the company’s goals and is not used only as a marketing tool. These results were
analyzed from the experience of both managers and consumers. In particular, from the perspective
of consumers, it was analyzed what attitude the public has towards an eco-friendly company, in
what cases they trust such companies, what factors they pay the most attention to, etc. With the
help of a survey with managers, it was studied how the implementation of eco-initiatives based
on their experience affects the company’s image, how competitive they remain in the market and

SO O1.

Based on all this, it could be safely stated that the study is valuable and useful for
companies, because they have the opportunity to use the work: study consumer interests, learn

about consumer requirements and understand how new customers can be attracted.

Keywords: Ecological living, eco-initiatives, corporate social responsibility (CSR),
sustainable development goals, ecological practices.
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