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1. Introduction

Environmental concerns have emerged as government policy in economically developed countries. Business organizations at
this stage are looking at environmental legislation with suspicion since they are associated with cost increases, and because
of their impacts on operations and reduced profits. The equation was not enough until the late 1980s, when academics applied
their research on ways that could be used by organizations to improve their performance through emphasizing the environ-
mental quality of their products and services by developing more environmentally sensitive products and stimulating the
organization to work on these environmental characteristics through which they seek to provide a clean environmental product
(Saleh & Jawabreh, 2020; Chan, 2013). The concept of marketing performance reflects the degree of success or failure of the
organization through its pursuit of its own objectives. There are many indicators to measure performance, including: customer
satisfaction, market share, profitability, efficiency and effectiveness. The concept of “green marketing mix” expresses a set
of tools and marketing elements that the establishment works to achieve through the process of inclusion and integration
between them, in order to serve the target market and achieve the objectives of the facility with no environmental damage
(Ann et al., 2006; Alananzeh et al., 2018). The concept of green marketing has been emerged as one of the data of the social
orientation phase of marketing during the seventies of the last century as a precautionary phase that imposes, primarily on
producers and marketers, the need to care for and preserve natural and environmental resources from the annihilation and
pollution, by providing a better life for society. There is no doubt that this new philosophical vision of the trends of green
marketing has found its implications and applications in the emergence of a new concept in the way of thinking and philosophy
governing the marketing activity, known as green marketing (Cengiz et al., 2018; Chan & Hsu, 2016). The concept of “prod-
uct” is supposed to be developed to cope with environmental trends. Organizations should rely heavily on raw resources that
are environmentally friendly in their production processes and do not consume too much raw materials. The marketing mix
is also defined as a set of tactical marketing tools or elements that can be controlled, namely the product, price, promotion
and location that the organization mixes together to achieve the desired response in the target market. It is clear from the
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previous definitions that they focused mainly on customer satisfaction, increasing sales growth and profitability of the organ-
ization with no interest in the environment; these are the most important differences between the traditional marketing mix
and the green marketing mix. Thus, the researcher believes that the green marketing mix is a set of marketing tools and
elements between which the organization is trying to achieve integration and association in order to serve the target market
and achieve the objectives of the organization without harming the natural environment (Baker et al., 2014; Berezan et al.,
2013).

Social responsibility in the marketing framework is embodied and evident in the various marketing mechanisms and sub-
activities that makes it up. Talking about an institution that bears its social responsibility in marketing means a comprehensive
responsible obligation for the various components and decisions of this institution's work, which requires economic institu-
tions to strive to achieve social welfare and better life of the community in its various categories through marketing, which is
a link between the institution and the community (Alsarayreh et al., 2011; Arthur et al., 2009). Product development plays a
crucial role in the competitiveness of organizations, especially advanced ones. They operate in an environment that requires
them to develop their products and market new products always. The role of marketing is to deliver technology benefits to
the customer in order to sell products; this is from the point of view of the organization that is geared towards green strategies.
A product should meet or exceed the expectations of the customers by delivering them the value they were promised and by
giving them environmental benefits as secondary advantages of the product. Usually, customers do not have the experience
or the ability to recognize the environmental or consumer value of the product. This creates confusion, uncertainty and ina-
bility to customers' understanding (Chan, 2013; Chen & Schwartz, 2008). These products must be of good quality and satisfy
the expectations of customers, especially as they become more complicated. Customers also expect products with high-value,
low-price and attractive shape, they have increasingly added environmental standards to their lists of expectations. Organiza-
tions are expected to respond to environmental legislation, manufacture and market products while minimizing negative en-
vironmental impacts as possible.

Kotler defined green product as “developing products to offer customers without environmental damage”. In line with the
evolution of the concept of marketing and the interest in the environment in marketing activities, a new concept started emerg-
ing under the title of “green marketing” as a modern approach to marketing management. Although there is no indication of
a clear start to green marketing as a marketing portal, there are those who suggest that the concept of green marketing is a
marketing approach that began after the publication of the green consumer guide in the USA in 1989. This guide included
types of products that do not harm the environment or the consumer and we do not find an intellectual resistance in agreeing
with these views in determining the emergence of green marketing. Nowadays, our world is living the so-called green revo-
lution, which came as a natural reaction to the increasing and unregulated consumption of natural resources of the environment
until ecological diseases of the era came to the surface suddenly, such as climate change, the increase of the ozone hole, and
the spread of acid rain (Zhao & Zheng, 2000; Alananzeh et al., 2015; Kotler & Keller, 2016). Social responsibility has emerged
as one of the solutions to the problems known to society, which were the result of the productive or marketing process and its
negative effects, such as the depletion of natural resources, lack of social services and the aggravation of the problems of
poverty and unemployment, so it became necessary for economic institutions to move away from paying attention to profits
as the sole objective try to maximize in all circumstances and work on adopting business ethics and social responsibility when
dealing with their internal and external environment. In setting prices, the organization must be sure that the customer can pay
this price and in return feels receiving a good benefit to his satisfaction. Although many green products cost more because of
the economics of the field and because of trying to maintain quality (Mathur & Mathur, 2000; Osarenkhoe, 2003).

Prices and products have a direct impact on customers, the lower the prices, the more the number of customers of the organi-
zation and their loyalty to it, with consistent quality of the product. When the organization offers a discount to customers as
they buy its products, this has an important role in increasing their loyalty and commitment (Rand & Rust,2011). Many defi-
nitions of the traditional marketing mix have been reported. Generally traditional marketing mix can be defined as a set of
elements; product marketing activities, distribution, promotion and pricing through which the organization can meet the needs
and desires of customers within its market, or as a set of variables or integrated elements managed by marketers to serve the
target market and to achieve the goals of the organization (Xiong & Hu, 2010). Jawabreh (2109) expresses his view that the
philosophy of customer-focus includes the marketing concept that arose from the belief that an acceptable percentage of sales
and satisfactory returns on investment can be achieved through identifying, predicting, and satisfying the needs and desires
of the consumer. Alsarayreh et al. (2011) indicate that the objectives of the organization can be fulfilled by meeting the needs
of customers beyond other competitors. The definition of a green marketing mix differs from the definition of a traditional
marketing mix, due to the targeted use of the elements of the mix. The green marketing mix has been defined as: “a set of
marketing tools and elements that the organization works to achieve integration and association between them, in order to
serve the target market and achieve the objectives of the organization without harming the natural environment”. There are a
number of social and political variables that need to be taken into account when institutions adopt the philosophy of green
marketing, and these elements have a direct impact on the green marketing mix, as it helps to adapt and harmonize the elements
of the mix (Dholakia & Bagozzi, 2001).

The product is of great importance in the green marketing approach because most of the efforts for environmental orientation
are based on the producers. This requires permanent and continuous cooperation between the marketing and production de-
partments, the marketing department should constantly provide information on the trends and preferences of green consumers
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regarding environmental characteristics. The production department should reconcile the required environmental standards
with the available technical standards, so that the best formulation for the production and delivery of these products can be
reached. This is what is known as the eco-friendly design. The green manufacturing process is sensing various environmental
issues and taking them into account at the production operations, and this can be done depending on the following principles:
making the products recyclable by designing products that make it possible to reuse their components again, reusing some
materials through recycling, and using environmentally friendly raw materials or ingredients by focusing on the research
process and development. When presenting green products, the characteristics of the original product must be maintained with
distinction to the requirements and required environmental qualities (DiPietro & Partlow, 2013; El Dief & Font,2010; Fraj et
al., 2011; Fuller, 1999). McDonald has replaced fast-food packaging with paper instead of polyester filaments, noting that
consumers are increasingly worried about it, as it would later have negative effects on the ozone layer when burned in landfills
(Ginsberg & Bloom, 2004). Green marketing can be considered as the best solution for organizations to face the pressures,
and compliance with environmental standards in the field of business. The concept of green marketing has wide dimensions
beyond the achievement of the objectives of the organization only, it includes green marketing practices to meet and satisfy
the needs and desires of consumers and achieve their welfare by providing environmentally safe products that contribute to
preserving the environment, as well as the continuation of the foundation's activities and achieving profits without any re-
strictions or obstacles. Therefore, the adoption of the concept of green marketing has positive repercussions on both the envi-
ronmental, social and economic dimensions, in order to achieve sustainable development, as well as achieving the continuous
competitive advantage of the institution and giving it a strong competitive position in the market, since green marketing
improves the image of the enterprise to consumers, in addition to reducing the depletion of non-renewable natural resources
for future generations to make the world a better place to live (Kapelianis & Strachan, 1996; Kim et al., 1997). In the light of
these variables, the concept of green marketing came as a contemporary concept that addresses the environmental and ethical
problems resulting from the negative practices of traditional marketing. It is also a response to global concern towards the
environment through smart consumption which gives a clean environment. Hence, the economic institutions began to develop
and define its options and strategies, including the marketing aspect, and translate this into the introduction of green products
i.e. environmentally friendly (Jawabreh & Al Sarayreh, 2017).

2. Methodology

The study population consists of a tourist in Aqaba and the sample study included 1000 questionnaires which were distributed,
and 900 questionnaires which were retrieved. The number of questionnaires valid for analysis was 800. The method of col-
lection of data is as follows,

a. Primary Sources: The questionnaire was used as the main source for gathering information related to environmentally
friendly marketing strategies in Aqaba Special Economic Zone hotels.

b. Secondary sources: The theoretical framework of the study was prepared based on Arabic and English books and references
that dealt with the study variables, in addition to the letters and periodicals that touched on the subject.

The field study aimed at demonstrating the possibility of better green marketing strategies in Aqaba Special Economic Zone
hotels. Therefore, a questionnaire was prepared for the study in a manner that fits with this goal, each of them consisted of
two parts, as follows:

Part I: Includes an explanatory introduction to the general objective of the questionnaire demographic variables.
Part II: includes the allocations for collecting data related to the independent factors of the study sample “the questionnaire”.

A questionnaire has been prepared so that the respondent would mark each of the axis paragraphs, as there are columns for
each paragraph reflecting five levels of response or approval; each level represents a certain weight upward from 1 to 5
according to the Likert scale. Table 1 indicates that “Aqaba hotels give priority to environmental products” has received the
highest arithmetic average of (3.28) and the fifth paragraph “Products provided by Aqaba hotels have little effect on the natural
environment” obtained the same arithmetic average. While the first paragraph got a standard deviation (1.37) and the second
a deviation of (1.34), which is evidence of the hotels’ commitment in Agaba in the purchase of supplies of environmentally
friendly materials. The second paragraph, “Aqaba Hotels is working to recycle the products used by hotels” has obtained the
lowest average arithmetic value of (2.32) and a standard deviation (1.27), and the researcher attributes the reason for this
result to the fact that Aqaba hotels are interested in the local product in order to encourage tourism and to introduce tourists
to local products, whether they are heritage or modern. The researcher attributes the lack of use of the recycling of used
products to the weak point in waste management in Jordan. It is in the stage of sorting at the source of the waste and then
recycling, since this process requires a human effort and modern techniques that provide the opportunity to divide the waste
and determine the percentage of recyclable ones. Agaba hotels classified as waste sorting process, but there is no integrated
waste management system in the Aqaba Special Economic Zone that includes reducing the volume of waste and reusing it in
the same place or recycling it to another product and then recovering it in the Economic Production Department. Jordan does
not have an integrated recycling system, but rather various attempts by civil organizations, as well as from the private sector.
These attempts were on a narrow geographical level due to the lack of material capabilities, especially the availability of
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sorting and collection containers, equipment and cars (Jawabreh, 2017a). In economic terms, the total cost of waste manage-
ment in the Greater Amman Municipality is estimated at 12 million dinars, while the total losses amount to 7 million dinars
annually. While the Greater Amman Municipality generates reserve revenues from the reprocessing activities of cardboard,
white paper, plastic products, iron and aluminum - although it is very limited, the participation of the private sector in man-
aging solid waste is relatively modest in Jordan.

Table 1
Means Standard divination (Product, Price, Place and Promotion)
N Items Means SD
Product 2.98 1.39
1 Aqaba hotel uses environmentally friendly supplies and consumable products for our products 2.32 1.27
2 Aqaba hotels recycle the products inspired by the hotel 2.76 1.36
3 Aqaba hotel gives priority to offering ecological products. 3.28 1.37
4 Agaba hotel is geared to design, develop and offer its product in an environmentally friendly way. 3.28 1.34
5 Aqaba hotel provides its product in a way that minimizes its impact on the natural environment. 3.27 1.32
Price 3.00 1.37
6 Agaba hotel tends to build environmental compliance costs into the service price. 2.90 1.42
7 Aqaba hotel takes advantage of any cost savings derived from using environmentally friendly practices 2.86 1.40
to offer better prices.
8 Aqaba hotel takes advantage of the financial success of several environmentally friendly products to re- 3.11 1.35
duce its prices.
9 Aqaba hotel offers competitive prices to our customers as a result of the environmentally friendly prac- 3.15 1.30
tices implemented
Place 2.90 1.37
10 Agaba hotel encourages suppliers/vendors and agents/representatives to embrace and reflect environ- 2.88 1.38
mental responsibility.
11 Aqaba hotel shows a preference for suppliers and strategic partners that embrace environmental respon- 2.87 1.30
sibility.
12 Aqaba hotels are careful when choosing supplies and consumer products to ensure they are environmen- 291 1.40
tally friendly
13 Agaba hotel buys supplies in bulk to reduce packaging where possible. 2.92 1.41
Promotion 3.04 1.42
14 We highlight our commitment to environmental preservation in our advertisements, sponsorships and/or 2.92 1.43
campaigns.
15 Our promotional and communicational efforts highlight and inform our customers about our environ- 3.05 1.42
mental efforts.
16 Aqaba Hotels works in its advertising and environmental stewardship 3.15 1.41
Table 2
Reliability Statistics
Cronbach's Alpha N of Items
712 16

Table 2 indicates that the Cronbach's alpha stability factor has reached 0.712, which is an acceptable stability factor in such
studies and indicates that the paragraphs were well prepared and validated by statistical methods, and the sample was randomly
representative of the community.

Table 3
Hotel Size with (Product, Price, Place and Promotion)
Star ratings Product Price Place Promotion
1 Mean 3.0348 3.0543 2.8261 3.0000
N 69 69 69 69
Std. Deviation .69786 .83233 .87374 1.02899
2 Mean 3.0814 3.0042 3.2500 2.8927
N 59 59 59 59
Std. Deviation .99524 72589 .80676 .86755
3 Mean 2.8241 2.9440 2.6164 3.2414
N 58 58 58 58
Std. Deviation .89292 1.08220 .84451 .96487
Total Mean 2.9839 3.0040 2.8952 3.0412
N 186 186 186 186
Std. Deviation .86441 .88473 .87790 .96552

Table 3 indicates the averages and standard deviations for the fields of study (final product, price, location, and promotion)
according to the classification of hotels in the Aqaba Special Economic Zone. And the four-star hotels got an average arith-
metic average in terms of the final product, which reached (3.08) with a standard deviation of (0.99524). In three-star hotels
the survey got the lowest arithmetic mean of (2.8241) with a standard deviation (0.89293). As for the price, the five hotels
occupied Stars ranked first with a mean (3.0543) with a standard deviation of 0.833233. As for the place, the four-star hotels
got the highest average arithmetic score as well (3.2500) with a standard deviation (0.8067) and three-star hotels got the lowest
arithmetic mean (2.6164) with a standard deviation (0.89770) and finally in terms of promotion, the three stars got. The highest
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arithmetic mean was (3.2414) with a standard deviation (0.96487), and four-star hotels got the lowest average arithmetic value
(2.8927) with a standard deviation (0.86755). The researcher attributes these results to five-star hotels which are committed
to focusing on green initiatives and green policies by monitoring and reducing consumption levels, converting environmental
efforts into cost reductions and opportunities to bring in revenue while promoting corporate responsibilities. Hotel policy is
supported by all employees who help define and implement environmentally friendly policies.

Table 4
Hotel Size with (Product, Price, Place and Promotion)
Hotel Size Product Price Place Promotion
1 Mean 2.9158 2.8596 2.8202 3.0702
N 57 57 57 57
Std. Deviation 74924 .89270 76438 91230
2 Mean 29176 3.0824 3.0353 2.9176
N 85 85 85 85
Std. Deviation .87303 .82501 90234 1.01953
3 Mean 3.1400 3.0063 2.8313 3.2167
N 40 40 40 40
Std. Deviation 99352 1.02139 91705 93538
4 Mean 3.8000 3.3750 1.6250 3.5000
N 4 4 4 4
Std. Deviation .00000 14434 14434 57735
Total Mean 2.9839 3.0040 2.8952 3.0412
N 186 186 186 186
Std. Deviation .86441 .88473 .87790 96552

Table 4 indicates the arithmetic mean for the four study areas (final product, price, location, and promotion). We notice from
the table that hotels with size (4) obtained the highest mean (3.8) with a standard deviation (0.0000). These hotels ranked first
in the two areas (price) and (place), where they obtained two arithmetic averages, respectively (3.3750) and (3.500), with two
standard deviations respectively, 0.14434 and 0.5735, while hotels occupied the size (2) in the field of location where only
the first place had an average mean of 3.05 with a standard deviation of 0.90234. The researcher attributes these results that
hotel organizations are working to increase hotel occupancy rates and raise the market share, by gaining more tourists and
maintaining current guests, so the hotel management must prepare a study on the number of tourists and predict the increase
or decrease in the future, and they must also know the geographical distribution and demographic composition. For the pop-
ulation in terms of age, gender, educational and cultural level, and family income for each group, where the desire to travel
and tourism varies according to the age and living style of each family. In light of this, marketing plans and promotional
activities appropriate to the target market that satisfy are developed a customer loyalty. It has proven that the greater the size
of the hotel, the implementation of the recycling program, in addition to saving money, increases customer satisfaction, raises
employee morale and build relationships with recycling management companies in the region, and that recycling and effective
waste management application can establish the hotel as a leader in the field of environmental causes, and can, in return, lead
to more costs and environmentally friendly measures, including persuading hotel buyers to start purchasing recycled products,
and implementing environmentally friendly initiatives will not only save money, but can lead to a serious marketing strategy.
These will entice supporters to protect the environment and customers' friends of the environment favoring the organization
on others.

Table 5
Chain affiliations with (Product, Price, Place and Promotion)
Chain affiliations Product Price Place Promotion
1 Mean 2.9333 2.8214 2.7579 3.0635
N 63 63 63 63
Std. Deviation 92979 95507 .83638 96136
2 Mean 2.9219 3.1953 2.9961 2.9948
N 64 64 64 64
Std. Deviation 72822 75392 .89697 .93998
3 Mean 3.1019 3.1132 2.9434 3.0377
N 53 53 53 53
Std. Deviation 97793 .85424 .87930 1.04730
Total Mean 2.9839 3.0040 2.8952 3.0412
N 186 186 186 186
Std. Deviation .86441 .88473 .87790 96552

Table 5 indicates that the four domains (final product, price, location, and promotion) in terms of management occupied the
first two positions in the fields of final product and promotion, where it obtained two arithmetic averages of 3.133 and 3.333),
respectively, the standard deviation of 0.20656 and 0.59628, respectively. While the administration of a local hotel chain got
the first place in the areas of price and location with the mean arithmetic of 3.1953 and 2.996, respectively. The researcher
attributes these results to the ability of local administrations to depend on local organization management in Aqaba.
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Table 6
Tests of Between-Subjects Effects
Source Dependent Type III Sum of df Mean Square F Sig.
Variable Squares
Corrected Model Product .000* 0
Price .000? 0
Place .000? 0
promotion .000° 0 . . .
Intercept Product 1656.048 1 1656.048 2216.345 .000
Price 1678.503 1 1678.503 2144.356 .000
Place 1559.044 1 1559.044 2022.878 .000
promotion 1720.316 1 1720.316 1845.386 .000
Error Product 138.232 185 747
Price 144.809 185 783
Place 142.581 185 771
promotion 172.462 185 932
Total Product 1794.280 186
Price 1823.313 186
Place 1701.625 186
promotion 1892.778 186
Corrected Total Product 138.232 185 a. R Squared = .000 (Adjusted R Squared = .000)
Price 144.809 185 b. R Squared = .000 (Adjusted R Squared = .000)
Place 142.581 185
promotion 172.462 185

To demonstrate the statistical significance of these differences between the different fields that we referred to in the previ-
ous tables, the researcher used the choice of regression variance (F) and the results are presented in Table 6. Table 6 indi-

cates the difference between the arithmetic averages of the four fields, which were statistically significant in favor of each
field that got a difference in the arithmetic mean over the other fields, where the value of the level of significance (alpha)

reached zero in all areas and is less than (0.05) which means that the differences are statistically significant.

3. Conclusion

The researcher has attributed the lack of use of the recycling of used products to the weak point in waste management in
Jordan. It is at the stage of sorting at the source of the waste and then recycling, since this process requires a human effort and
modern techniques that provide the opportunity to divide the waste and determine the percentage of recyclable ones. Aqaba
hotels classified as waste sorting process, but there is no integrated waste management system in the Aqaba Special Economic
Zone that includes reducing the volume of waste and reusing it in the same place or recycling it to another product and then
recovering it in the Economic Production Department. Jordan does not have an integrated recycling system, but rather various
attempts by civil organizations, as well as from the private sector. These attempts were on a narrow geographical level due to
the lack of material capabilities, especially the availability of sorting and collection containers, equipment and cars (Jawabreh,
2017b; Kangun et al., 1991). In economic terms, the total cost of waste management in the Greater Amman Municipality is
estimated at 12 million dinars, while the total losses amount to 7 million JD annually. While the Greater Amman Municipality
generates reserve revenues from the reprocessing activities of cardboard, white paper, plastic products, iron and aluminum is
relatively modest in Jordan (Jawabreh & Al Sarayreh, 2017; Jawabreh, 2017a). The great interest in environmental awareness
at all levels in the world coincided with the inclusion of economic institutions, social and environmental responsibility in
marketing policies and activities. Hence, a new marketing thought emerged as one of the solutions to the negative effects of
the degradation of the natural environment, known as environmental or green marketing. Competition has begun between
institutions to adopt this marketing in order to ensure that it has a competitive advantage through marketing environmentally
friendly products and through the realization of the right of consumers to live in a clean and safe environment. The social
responsibility of the economic institutions translates into an ethical and voluntary framework in all its activities with the
surrounding environment. As what the social responsibility of the institution achieves, it is improving its image in the com-
munity, especially among customers and workers, and its voluntary nature. This leads to improving the business environment
and interdependence between different parties. As for the society as a whole, it achieves social stability due to the availability
of a kind of justice, achieving the principle of equal opportunities and increasing the awareness of the members of the com-
munity. Social responsibility also included marketing activities through marketing a safe and easy to use product, and honesty
in advertising its products without exaggeration (Lee et al., 2010; Liu et al., 2012; McIntosh,1990; Mahenc, 2007; Manaktola
& Jauhari, 2007; Marshall et al., 2014). It has also given the environment a great importance in this direction by paying
attention to avoid environmental pollution and depletion of natural resources through various stages of production and mar-
keting and through promoting the use of renewable and alternative energies, adopting a rational environmental policy as well
as contributing to awareness campaigns and environmental protection. The consumer has long been exposed to many problems
in his relationship with the economic institution, these problems took many forms of deception, fraud and misinformation
through the marketing practices of the institution, and the transformation of the pursuit of various institutions to maximize
profits and market share compared to competing institutions. They are trying to satisfy the needs and desires of consumers in
various ways and achieve gains and profits regardless of the negative effects that may result (such as some undesirable con-
sumer patterns that harm the society and the environment). Therefore, the consumer became the weak party in the marketing
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equation. Organizations sell all the products that they manufacture; therefore, it is their responsibility to produce clean prod-
ucts at every step of their operations. This method assumes considering that everyone is involved in all parts of the processes,
if the parts are contaminated or are wasting energy, the final product and its role in life will be reflected on the product as a
whole. The fundamental basis on which organizations determine prices is the total cost of the product, the price must reflect
the cost of the product and therefore it is very important that it corresponds to the true value of the product offered to the
customer. As for green products, there has been an increase in the prices of these products because they have a higher value
that reflects not only the fact that they do not harm the environment but also reflect other aspects such as the search for
alternative materials and the protection of natural resources; which includes the high costs of research and development. Many
organizations have realized that green marketing represents a market opportunity that may give the organization a competitive
and possibly sustainable advantage. In fact, most organizations compete in the market for quick profits regardless of the
negative effects on the environment. A person looking carefully at the market competition recognizes that this is a strategic
competitive way out to take the organization to another type of competition, especially with the growing environmental aware-
ness among customers and their gradual conversion to green customers, and the advantage of this strategic approach is that
the formal and informal organizations promote environmental trends naturally and continuously through the various media.
This is free assistance and support from these actors for the promotion efforts of organizations that adopt the green marketing
approach, and therefore this approach will be profitable, especially in the long-term (Marshall et al., 2013; Martinez, 2015;
Masadeh et al., 2019). Green products usually carry a price addition because of the additional costs of making the product
environmentally viable, since green products usually require considerable efforts and costs in the field of research and devel-
opment, adjustment in production methods in line with the goal of efficient use of energy, and reducing damage and loss in
the use of raw materials. Distributive outlets are the key link in achieving the goal of any organization, namely, the arrival of
their products to the final customer, as they are the intermediary institutions aimed at making the product or service available
for use or consumption, sellers or distributors may benefit from the application of green marketing entrance through strength-
ening the links with the producers and their customers due to the continuation of the relationship between the two parties
through the (two-way) distribution system, which depends heavily on recycling, i.e. the process of returning waste or residues
of used materials (such as empty plastic bottles) to the place of production, selling them instead of throwing them away for
money, or getting new products. In spite of the costs and efforts incurred by the recycling process, a number of institutions
have made the process a competitive advantage in their favor, by sustaining the relationship with customers and distributors,
building new techniques that distinguish them from others, and by gaining the support of environmental groups. Promotion is
one of the key elements in the green marketing mix, because through it the organization conveys its environmental orientations
and image to customers with the transfer of its own marketing message for the products or services it offers. Promotion in
green marketing may take several forms such as advertising, promotion (activation) of sales, public relations, personal sale,
packaging, in addition to environmental labels. The latter is the type of labels used to provide assurances to the customer that
branded products meet environmental standards. There was negligence of environmental issues in the marketing strategy due
to limited laws binding on environmental protection. These were merely recommendations that were indicative rather than
mandatory. Environmental movement activity emerged and put pressure on governments to enact deterrent laws to protect the
environment; economic institutions began to integrate the environmental dimension in marketing policies, but cautiously,
because they feared for business and profits to decrease as a response to the laws imposed. They also began to conduct research
and development to create environmental advantages of their products that correspond and preserve the environment. Eco-
nomic institutions began to take into account the environmental concerns in the marketing strategy in light of the development
of environmental protection laws and political awareness of the importance of the latter and this appeared through the change
of production processes and design products.
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