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ABSTRACT

The mediating role of green
marketing in testing the
relationship between Aigle
manufacturing and sustainable
quality

The Current Study Aims To Evaluate The Nature Of The Relationships Among The Three Studied Variables And
To Test The Mediating Role Of Green Marketing In Enhancing The Relationship Between Agile Manufacturing
And Sustainable Quality. Additionally, It Seeks To Diagnose The Reality Of These Practices Within The Targeted
Company And Assess The Levels Of Awareness And Application Among Employees, Resulting In The Provision Of
An Integrated Framework That Contributes To Improving Sustainable Organizational Performance. This Study
Addresses A Contemporary Issue Represented By The Weak Integration Of Sustainable Quality Practices, Agile
Manufacturing, And Green Marketing Within Industrial Organizations Amid A Rapidly Competitive Environment
That Requires The Adoption Of Flexible And Sustainable Management And Production Models. The Study
Revolves Around A Central Question: To What Extent Is Green Marketing A Mediating Variable That Explains The
Relationship Between Agile Manufacturing And Sustainable Quality In Industrial Companies, In Light Of The Gap
Between Formal Commitment To Environmental Standards And The Actual Implementation Of Sustainability
Practices? The Study Adopted A Descriptive Analytical Approach And Selected Kronji Company For Beverages,
Bottled Water, Juices, Dairy Products, And Energy Drinks As The Field For Application. Data Was Collected
Through A Questionnaire Prepared According To A Five-Point Likert Scale, Distributed To A Targeted Sample Of
220 Employees. A Range Of Advanced Statistical Methods Were Employed, Including Frequencies, Means,
Standard Deviations, As Well As Cronbach's Alpha Coefficient To Measure Reliability, Confirmatory Factor
Analysis, And Structural Equation Modeling (SEM) To Test Hypotheses And Analyze Relationships Among The
Variables. The Study Reached A Number Of Significant Findings, The Most Prominent Of Which Is The Existence
Of Correlation And Significant Impact Relationships Among The Study Variables, Demonstrating That Agile
Manufacturing Directly Contributes To Enhancing Sustainable Quality And Positively Affects The Adoption Of
Green Marketing Strategies. In Light Of These Findings, The Study Provided A Number Of Suggestions, The Most
Important Of Which Is The Necessity Of Adopting An Integrated Strategy Linking Production, Marketing, And
Sustainability. This Includes Increasing Investment In Clean Manufacturing Technologies And Renewable Energy,
Activating Recycling Programs Within The Framework Of The Circular Economy, And Developing Effective Green
Marketing Campaigns That Highlight The Environmental Value Of Products.
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