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The Activation of Green Marketing According to the Dependent

Environmental Market Trends in the Iraqi Business Organization

A Pilot Study

Abstract

The environmental issue has widely become global major concern, since the sixties of the
latest century. Awareness to the environmental issue has been tremendously increased in the
advanced counties, business organizations and consumers. Accordingly, a new concept has been
developed known as Green Marketing which is based on social and societal marketing. Also, a
new trend has appeared in this field known as environmental based market that makes the profit,
which is gained by this trend, is coincided with the needs of the consumers and social values.
Particular emphasis is given to the environment and its contribution to lower production costs,
increase selling and increase profits.
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Unfortunately, this issue has been most neglected in Iraq and never been treated with properly.
The size of the challenges which is found by the Iraqi consumer in the present circumstances is
great. Pollution is greatly increased as confirmed by the international and national reports. This
paper highlights the role of marketing based on environmental awareness for business
organizations and consumers. An invitation is made to adapt Green Marketing based on healthy
environment.

-

.
            

                
              

              

  
    .       

.
            

           

             
            

.

.

            
                

             
              

.
            

            

.               
.

 .

:

 ..

 .             

.



 ...][

.        
.

.           
.

.

             

              
             

           .    
          .  

:

-

-
-

)(

-
-  



] [/)(

.
:

 :          

 .
 :          

       .    
:

 ..

 ..

..

..

.

                   

           
  )         ( .

       
 .         .    

               

  /        
                

 .
        

           
 .

 .
              

            
        .       

            

            
.



 ...][

-

 .)Praksh, 2002, 287 (

.

(Kalafatis, et.al., 1999, 44)(Mclntosh, 1991, 206) .
Environmentalism

)Easterling, et.al., 1996, 21( .)Makower (

) (Awakening) (Take

Action) (Responsibility

) (Power in the Market Place(Kalaftis, et.al., 1999,

442) .

)Cooperation & Results(.



] [/)(

)EPA (

 .

)Schoell & Guiltinan, 1992, 99(.

)UN ((Camion,

et.al., 1999, 6) .

 .

(Kotler, 1997,

5).

 .)

(

 .)Kotler,1997, 5 .(

 .
"")Power of Green (

:
"" .

)Schoell & Guiltinan, 1992, 60( .

)( .

ISO 14000

)
 .(



 ...][

.(Wever,

1996, 18).

 .

)Azzone, et.al., 1997, 8(.

 .

(Department of the Environment

& Heritage, 2004, 5)

.(Pujari & Wright, 1995, 672)

)Shrivastava,1995, 930 ()Florida ,1996,8 (

(Johri & Sahasakmontri , 1998,

267) .

-)MBE (

Societal MarketingSocial Marketing

 .

/ .

 .

)Winer & Doescher,1991, 387) (Kotler, 1997,  27( .
)Smith(

 .

 .)(

 .



] [/)(

 .

)Schoell & Guiltinan, 1992, 25 (

)( .

 .(Pride &

Ferrell, 2003, 90))

(.

 .Environmentally

Friendly (EF) Products)Kalafatis, et.al., 1999,  442( .
)Prakash, 2002, 205 ()

(.

.)Menon & Menon, 1997, 52(

.)Camino, 1999, 4(

Market – Based Environmentalism (MBE)

)Ecology(

Green Alligences .

 .
)Hartman & Stafford, 1997, 156( .

Roper Research World Wide

 .)Prakash, 2002, 206(



 ...][

 .

:

 .

-)MBE(

 .

)Johri & Sahasakmontri,1998, 266 (

 .

 .

)Mondleson & Polonsky,1995, 9( .
)EF( .

)EF( .–

)EF(Environmentally Friendly(Kalafatis,

et.al.,1999, 447) .

 % %

 .

 %.)Prakash, 2002, 287( %
 . %

 . %%

 . .
)Schoell & Guiltinan,1992, 99( .



] [/)(

Greative Marketing

)Akiomartia(Sony)( .
Sony .(Kotler,1997,

22) .
)Mckenna, 1991, 67 (

 .

)MBE ( .

 .
)Porter & van der Linde,1995,130 (

) (

 .

 .

)MBE (

)Menon & Menon, 1997, 54( .Philips

 .

(Stevels,2000, 5) .

)Pujari & Wright, 1995, 672( .

 .)Pride & Ferrell,2003, 92 (

 .)Porter & Van der Linde,1995, 130 .(

.



 ...][

FordGM

)  .Kurki & Matheson,200, 4 (

)(

) .Prakash, 2002, 288(

.)Tilt, 1998, 4(

Toyota

 .Honda

 .Toyota

 .
)BP)  ( (

 .

)Kurki & Matheson , 2001, 8( .

"Green

Power"

 ..

ISO 14001

/

 .

 .
Eco-Design .

 .



] [/)(

 .
.)Ab Stevela, 2000, 5 ((Krajewski &

Ritzman, 2000, 233) .

)Camino, et.al., 1999, 7 .(

" ")Green-Collar Frand((Schell &

Guiltinan,1992, 26) .

(Low Hanging

Fruit))Walley & Whitehead,1994, 46( .

-

:

.)(
(Firm level) Management System

)GMS ( .
)Judge & Douglas,1998 .(

)Camion ,et.al.,1999,5 .(

 .

)TQM (

)TQEM (Total Quality Environmental Management .

)TQM (

" "" "



 ...][

)TQM (
 .)TQM ()TQEM (

(Hartman &

Stafford ,1997,159) .

" "

Responsible Care Program of the Chemical Industry

 .
 .

)
(

.)Prakash, 2002, 286(

 .)(
(Firm level) Value – addition

 %

(Alkurki & Matheson, 2001, 5) .

/

 .State-

of-the art) (

)Prakash, 2002, 286 .(

. / :Products)Product level(

Greening)Charter,1992 (
) :Prakash, 2002, 286( .

.:Repair .

. :Recondition

 .



] [/)(

.Remanufacture:
The new product is based on old ones

. :Reuse.
Xerox

 .
 .)Pride & Ferrell , 2000, 86(

 .Recycle :
 .

)Frosch & Gallopoulos, 1989, 144 (

 .

)Viney, 1991 (
:)Mendleson & Polonsky, 1995, 4 (.

 :) (

 .
 :

 .
:

.
 : % .

 :

 .
.Reduce :

 .

)Ab Stevels, 2000, 4. (

 .

 .

 .) (



 ...][

-

 .)(

-

 .

 .
) ("

 "

 .
 .

)( .

 . .

 .

 .

 .

 .

)  (
( .

 %



] [/)(

 .
 % .

) .(

)()

(

.) (

.

)( .

 .

 .

 .

 . .
)//( .

.



 ...][

-

)(
 .

 .

 .

.

.

 .

 .
 .

 .

 .
 .



] [/)(

 .

-

:
.

 .

)t (
tt

        
.

 *-

.
 *-

         
       

.
 *-

        
.

 *-

       
.

 *-

        
       

.
 *-

       
.

      
 *

 *-

 .

 .
 .



 ...][

 .

 .)t ()t ( .

 .
 .

 .
.

.

 ..

)t (

tt

       
.

*-

        
.

 *-

        
     

.

        
 .

 *-

 *-

 .)t ()t (

 . .



] [/)(

 .
 .

.

.

)t (

tt

     
     

.
 *-

    
)(.

 *-

     
.

 *-

     
.

 * -

        
        
.

 *-

       
        *-

 *-

 . .

 .
 . .

 .
 .

 . .



 ...][

 .
.

)t (

tt

 -

-

 -

 -

-

 :

.            

              
 .

.             
   .     

 .

. .

.             
 .

. .

.           
    .           

 .

.           

 .

.            

       
 .

.               
          .  

     .      

 .



] [/)(

.            
             

 .

:

.
 .

.

 .

.

 .

. .

.

 .

.

 .

.

 .

.

 .

.

 .

.
 .



 ...][

-
.      )(           

 .

.              

              
– .

.              

.

.   :  

 .

.ISO9000 & ISO 14000   

 .

.             

               
– .

.             

 .

.            

          

–// .

.            

 .

 .         

      

 .

 .// .

-
1. Ab Stevels, Green Marketing of Consumer Electronics, Environmental Competence

center, Philips Consumer Electronics SWA – 4, The Netherlands, 2000.
2. Alkurki & Matheson, Nancy, Green Markets for Farm Products  ,National Center for

Appropriate Technology, January, 2001, www.attra.ncat.org.
3. Azzone, G. et.al., Defining Operating Environmental Strategies Programs and Plans

within ltalin Indnstries, Environmental Management and Health , Vol. 8 , Part1 , 1997.
4. Camino, Jaime Rivera, et.al., The Green Marketing Strategies: Drivers and Restrictions

in the Europena Context, Departamento de Empresa, Universidad Carlos III de
Madride, 1999.

5. Charter, M. Greener Marketing: a Responsible Approach to Business, Greenleaf:
Sheffield, 1992.

6. Department of the Environment & Heritages, Environmental Auditing, Journal of Best
Practice Environmental Management in Mining, 2004.

7. Easterling, D.,et.al., The Greening of Advertising a 25 – year look at environmental
advertising, Journal of Marketing – Theory and Practice,1996.

http://www.attra.ncat.org.


] [/)(

8. Florida, R., Lean and Green: The Move to Environmentally Conscious Manufacturing,
California Management Review, 39, 1, 1996.

9. Frosch, Robert A. & Nicholas E. Gallopoulos, Strategies for Manufacturing, Scientific
American, 261, September, 1989.

10. Hartman, Cathy L. & Stafford, Edwin R., Market-Based Environmentalism: Developing
Green Marketing Strategies and Relations Ship, American Marketing Association, Winter,
1997.

11. Johri, Lalit M. & Sahasakmontri, Kanokthip, Green Marketing of Cosmetics and
Toiletries in Thailand , Journal of Consumer Marketing , Vol. 15 , Number 3 , 1998.

12. Judge, W. & Douglas, T. Performance Implication of Incorporating Natural
Environmental Issues into the Strategic Process: an empirical assessment, Journal of
Management studies, Vol. 35, No., 2 , 1998.

13. Kalafatis, Stavros P., et.al., Green Marketing and Ajzen's Theory of Planned
Behaviour: a Cross-market Examination, Journal of Consumer Marketing, Vol. 16
Number 5 , 1999.

14. Kotler, Philip, Marketing Management: Analysis, Planning, Implementation and
Control, 9th ed., New York, Asimon & Schusts Company , 1997.

15. Krajewski, Lee J. & Ritzan, Larry P., Operations Management: Strategy and Analysis,
5th ed., New York, Addison- Wesley Publishing Company , Inc. , 2000.

16. McKenna, Regis, Marketing is Everything, Harvard Business Review, 69, January –
February , 1991.

17. Mclntosh, A. The Impact of Environmental Issues on Marketing and Politics in the
1990s, " Journal of the Market Research Society, 33, 3, 1991.

18. Mendleson, Nicola & Polonsky, Michael Jay, Using Strategic Alliances to Develop
Green Marketing, Journal of Consumer Marketing, Vol. 12 Number 2, 1995.

19. Menon A, & Menon A, Enviro Preneurial Marketing Strategy: the emergence of
Corporate environmentalism as market Strategy, Journal of Marketing, 61, 1997.

20. Porter, Michael E, & Van der Linde, Claas, Green and Competitive: Breaking the
statemate, Harvard Business Review, 73, September, October , 1995.

21. Prakash, Aseem, Green Marketing, Public Policy and Managerial Strategies, New
York, John Wiley & Sons, Ltd and ERP Environment, 2002.

22. Pride, William. & Ferrell, O.C., Marketing: Concepts and Strategies, 2nd ed., New
York, Houghton Mifflin, 2000.

23. Pride, William. & Ferrell, O.C., Marketing: Concepts and Strategies, 3rd ed., New
York, Houghton Mifflin , 2003.

24. Pujari, D. & Wright, G., Strategic Product Planning and Ecological Imperatives
towards a Taxonomy of Strategic, Structure and Process: amulti –Case study of
Companies in the UK and Germany, MEG, Conference University of Bradford, 1995.

25.  Schoell, William. & Guiltinan, Joseph P., Marketing : Concepts and Practices, 5th ed.,
London, Allyn and Bacon, 1992.

26. Shrivastava, P., The Role of Corporations in Achieving Ecological Sustainability,
Academy of Management Review, 1995, Vol.20.

27. Tilt, Carol Ann, The Content and Disclosure of Corporate Environmental Policies: An
Australian Study, Paper Prepared for the Asia Pacific Interdisciplinary Research in
Accounting Conference, Osaka City University, August 4 – 6, 1998.

28. Walley, Noah. & Whitehead, Bradly., It's Not Easy Being Green, Harvard Business
Review, 72, May-June, 1994.

29. Wever, Grace, Strategic Environment Management – using TQEM and ISO-14000 for
Competitive Advantage New York, John Wiley & Sons, 1996.

30. Winer, JL. & Doescher, A framework for Promoting Cooperation, Journal of
Marketing, 1991, 55, 387.


