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Abstract

Organizations in general and production and marketing organizations in particular
seek to develop their activities and to suit the aspirations of modern trends today,
especially the trend towards protecting the environment and human life.

The marketing of green products is one of the modern trends and the cornerstone of
the success of production and marketing projects, which is of great importance in the
marketing decisions of products that have become strategic decisions taken by
organizations seriously, as a result of the rapid changes in the global markets.
Determining the market share (such as economic, social, natural and strategic factors)
alone influences decisions to increase market share; environmental trends determine how
to deal with the environment in which c) Aspects of how to deal with the consumer and
the productivity of employees and the process and other parties is collected by the
common denominator of responsibility towards environmental protection. Therefore, the
interest of productive and marketing organizations in the subjects of marketing green
products is one of the new aspirations and trends that the organizations have begun to pay
great attention to because of their great role and influence on their marketing activities
and increasing their market share.

The present study aims at linking the contents of the marketing of green products to
the factors that influence the increase in market share by trying to answer the following
excerpts:

1. Does the company realize the importance of the marketing of green products as a
contemporary philosophy?

2. Does the research company apply the contents of green product marketing to produce
environmentally friendly products?

3. Is the company aware that the contents of the marketing of green products impact on
increasing the market share of the company being investigated?

Rufian Mineral Water Company / Duhok was adopted as a field for the study,
to achieve this, a default model has been developed that reflects the nature of the
relationship between the marketing implications of green products and the factors of
increasing the market share, as illustrated by the main hypotheses and sub-hypotheses
that were tested using some statistical methods for the data collected through the
questionnaire. Based on the results obtained, The hypotheses and objectives of the study
and the degree of validity of its model indicated a number of conclusions, the most
important of which are:

- The marketing of environmentally friendly green products represents a new field
of competition in which companies seek to establish a foothold in the local and
Arab markets and try to increase their market share by offering the best and the
best and increasing sales.

- Based on the results of the study, it concluded with a set of proposals that
highlight the possibility of benefiting from the marketing implications of green
products that can be applied in part to many organizations in a way that will give
them superiority over their competitors and build competitive advantages.
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