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Abstract

The current study aimed to shed light on the importance of the
general northern cement company, which is the field of the current
study, to the strategy of green marketing mix with its six variables and the
statement of integrative relationship with the requirements of green
environment with its six variables, which participate in finding real
solutions to the problem of the biosphere. In accordance with its
responsibilities in the environmental field which states the view of
friendship with the environment in a way supports the orientation of the
studied company toward the green environment.

To achieve the aim of the study, a questionnaire was distributed to

a sample of managers of departments and sections, and the managers of
industrial and environmental administration in the studied company. The
questionnaire include (79) statements in order to collect the primary data
of the variables, then analyzing those data and testing them by using the
pack of the statistical (SPSS), and then the analyzing and testing of the
hypothesis of the study are conducted. The study concluded a number of
results the most important of them are:

1. Rejection of the first main hypothesis which states: The studied
company doesn't seek to adopt the green marketing mix.

2. Rejection of the second main hypothesis which states: The green
environment doesn't represent a goal, the studied company seeks to
reach.

3. Rejection of the third main hypothesis which states there is no
integrative relationship between the strategy of the green marketing
mix and the requirements of the green environment.

4. rejection of the fourth main hypothesis which states: That there is no
effect relation between strategy of the green marketing mix and the
requirements of the green environment.

5. Rejection of the fifth main hypothesis which states: That the strategy
of green marketing mix doesn't participate in supporting instructions
of the studied organization adopting of the requirements of green
strategy.

According to the mentioned above the study concluded a number
of conclusions the most important of them are:

1. The concept of green marketing mix is regarded a goal in regard of
importance in light of its variables as a modern orientation
participate in enhancing the business administration and marketing
administration literature and that for its effective role in instructing
organizations with green orientation and bridging toward the
transformation to green environment according to its requirements
which are regarded an important variables for the seek of
transformation and change.



. The current study included a theoretical analyses depending on
realities in presenting those analyses and showing its effect on
environment via showing the size of waste and pollution in order to
show the justifiers of this study in order to give perceptions and
insuring the operations of best investment to the resources and
techniques which aims to establish the idea of respecting the
marketing and productive activities depending on those analyses
and showing ability of the company to adopt those environmental
take offs to sustain and adopting them as a long term strategy.

. The researcher find, through what is presented in the theoretical
side, that there are a differences and contradiction in point of views
in dealing with the variables in its two sides (the strategy of green
marketing mix and requirements of transformation toward green
environment) by the researchers in marketing administration, and
this is due to the different analysis they set out from although these
analysis touches the subject of the study once and its penetrating
another time, and this participate in giving a clear picture to
researchers when dealing with those variables and dimensions.

. The adopting of the study variables in order to get use of them in
marking that environmental orientation requires the top
management of the studied company to take care of those variables
and what they need in regard of constructing techniques, skills,
knowledge, and initiatives tools to generate green marketing mode
correlates and interacts with what is able to adopt those green
orientations.

. Possibility of participation of green marketing mix in making
profits to the company including the interested parties according to
their participation in achieving social, health benefits as a result of
their participation in keeping environment of the monetary and
significance reward which are represented by social, legal,
economic, moral, human and technical responsibilities.

. Presenting of green marketing concepts according to the
requirements of green environment will increase the level of
environmental awareness of the company and the level of
environmental of the company and the invested parties.

. The careness of the company in these environmental requirements
and the ability to apply them will give the company a green
competitive advantages, so the company must deal with and sustain
them on long term in its plans and policies in a way that insure well
environment reputation and a good green citizenship.

. In this frame the researcher find that the strategy of green
marketing mix and according to the green environment orientations
and what accompanied them of marketing activities can achieve



distinguish ability to the company in recycling its products and
make it more peace in production and use.

9. The clarity of relationship between the elements of green
environment via clean techniques to produce a clean products and
the same thing with the rest variables and this relation appear clear
via the full understanding to the requirements of that green
marketing mix and its mechanisms in what participate in the ability
and the power to achieve the environmental requirements to reach
the transformation to green environment..

Depending on the above mentioned conclusions the study

presented a number of suggestions the most important of them are:

1.

Drawing up the requirements of green marketing mix requirements as
far as of physical, mankind, technical possibilities according to the
environmental orientation.

Finding organizational climate to increase the environmental
awareness which give the social, economic, legal, moral, and technical
responsibilities the needed feeling to keep the environment free from
pollution and collusion.

. Testing the mutual moral influence between the green marketing mix

and the requirements of green environment by the studied company.
Working to adopt and applying these two dimensions to reach the
green environment depending on the basis and laws, legislations
required to make change.

. The studied company must invest and bring modern clean green

techniques to produce the green products in a way enhance the
environmental sustainable.
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