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Green Marketing And Its Impact On The
Environment

Abstract:

The green marketing term , or the so-called friend of environment ,
or environmental marketing is one of the modern and new
terminology in management science ; as a term being tainted with
mystery (ambiguous term). So it is imperative to highlight it for the
purpose of identification of this term. In terms of concept ,it has an
impact on the environment on the one hand and the human life on
the other hand in addition to achieving the goal of the organization ,
namely profit by marketing its product ,the services and ideas .

So the green marketing term seeks to achieve a balance between the
requirements and the needs of desires of the consumer or user of the
goods or services and ideas between the Environment and how to
maintain them , to create a safe and clean environment prepares for
humans to live a well-off and good health , in addition to being able
to make a profit organizations that aim to profit or to achieve social
welfare organizations whose goal is happiness and well- being of
society .

Keyword: The Green Marketing, External environment,
Social Marketing , Ethics Social Responsibility .
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