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Abstract:

Abstract: Because there is no unified definition of green marketing strategy,
and because each set of definitions reflects the intellectual stage that green marketing
went through as a philosophy and as an activity practiced by organizations over a time
series that includes special intellectual and philosophical orientations, which
constitute an incubator for the contents of the green marketing strategy and its
objectives. This study came to shed light on the definitions, concepts and approaches
related to green marketing strategy, from its emergence to the present day, with the
aim of clarifying the basic stations of change in approaches, and exploring the correct
scientific and practical path for the development of the concept of green marketing
strategy, while presenting an innovative approach in this field. To establish the

foundation for future research.
Keywords: green marketing strategy, environmental marketing strategy, clean marketing
strategy, sustainable marketing strategy.
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Introduction

The concept of marketing developed over several different stages of time
and was manifested in seven basic stages centered around the organization’s
dealings with the customer and the practice of productive activity, as well as its
interaction with the economic, social and political environment, and finally the
social and ethical responsibility and its environmental obligations in achieving its
goals. Each of these stages represents a true revolution in defining the
fundamental concepts of marketing and its correct scientific and practical
foundations, until it reached its comprehensive, expanded concept as we know it
at the present time.

Through this research paper, the researcher sought to investigate, analyze
and evaluate the green marketing strategy, according to the opinions of
researchers specializing in marketing, specifically in green marketing, where we
review the concept of green marketing strategy as a beginning, and then let us
delve deeper into the analysis of the most important approaches that have
addressed the green marketing strategy.

Within this cognitive framework, this study came to answer the following
basic questions:

- What is the concept of green marketing strategy?

- What is meant by the green activity orientation approach to green
marketing strategies?

- What is the meaning of the balanced performance approach to green
marketing strategies?

- What are Fuller's contributions to approaches to green marketing
strategies?

- What is the framework for approaching perceived greenness and current
greenness?

- How can the combined approach of a number of researchers on green
marketing strategies be analyzed?

- What is the researcher’s approach to green marketing strategies?

Firstly: Study Importance.

Considering that green marketing is the key to the success of organizations
according to the foundations of contemporary competition, and because it is the
first and last link for the organization and its surroundings, it is necessary to have
a good, scientific and correct understanding of the concept of the latter’s
strategies, and in this context this study came to be an approach to guide when
discussing the concept of Green marketing strategies, theory and practice.
Secondly: Study Objective.

This study aims to study and analyze the concept of green marketing
strategies, by studying the concept of green marketing strategy, and discussing the
most important and accurate approaches and contributions of researchers

828



Brahimi Farouk

specialized in this field, arriving at a new and innovative approach that establishes
future studies in this field.

Third: The Concept of Green Marketing Strategy

The concept of strategy has been widely discussed. Porter sees strategy as
differentiating itself from competitors, Kotler describes it as the game of planning,
while Mintzberg points out that the planned strategy differs from the implemented
one.

In more detail, Webster believes that there are three strategic levels: overall
strategy, business strategy, and operational strategy. The overall strategy includes
decisions regarding goals and plans to achieve them, as well as the general
direction of the organization and what it can achieve for shareholders. While
business strategy determines how the organization competes within the sector and
how it determines its position among its competitors. As for the operational
strategy, it focuses on the method of bringing and distributing resources to various
operational sites and the best way to use them.

The business strategy level is also called the business unit strategy:
Business unit strategy: It is the level concerned with developing strategies for each
business unit of the organization. (Al-Bakri, 2010, p. 53)

In addition to these three levels of strategies, there are also three dimensions
of marketing: marketing as culture, marketing as strategy, and marketing as
tactics. Each of these dimensions affects the corresponding strategic level.
Marketing as a culture primarily affects the responsibilities of senior management.
Marketing as a strategy affects the business level of strategy, by providing
answers on how to organize and obtain sustainable benefits for the organization
and its customers. At the operational level, marketers focus on marketing tactics
such as components of the marketing mix.

Adopting green marketing as part of the organization's strategy has a
significant impact on the organization's values, specifically the behaviors and
practices of senior management when developing general plans and marketing
plans and including them in perspective environmental, especially with regard to
strategic products and tracking consumer behavior and purchasing decisions.

Al-Bakri emphasizes the design of a green marketing strategy, as it should
not be merely random practices or decoration that adorns the organization’s
reputation without actual convictions and practices. This process begins with
forming the vision for the green organization, then the strategic analysis process
by analyzing the internal and external environment, and then setting the composed
green strategic goals. The two elements of determining the target market and the
marketing mix are according to the following figure:
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Vision and mission of the green

Internal environment analysis External environment

1

Green marketing goals

Formulating a green marketing strategy

>

< I
o —p

Green marketing mix Identify and segment the
target green market

Implementing the green strategy

Monitoring and evaluation of green strategic

Source: (Al-Bakri, 2010, p. 279)
Kotler also believes that a green marketing strategy must affect all elements

of marketing programs without exception: products, pricing,

Kotler also believes that a green marketing strategy must affect all elements of marketing programs
without exception: products, pricing, distribution channels and marketing communications (Kotler,
2011, pp. 132-135), as shown in the following figure:
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Figure N°2: Products, Pricing, Distribution Channels and Marketing
Communications

Source : (Kotler, 2011, p. 133)

In this detail, it is noted that Kotler here adopted only four elements for the
marketing mix as shown in the figure, and of course there is no contradiction here
with what he presented later, regarding these elements, which he made seven and
not four, because Kotler always accustomed us to the new and analyzed topics
from several angles, as The first classification was in 2011, while the modern
classification adopted by the researcher has been since the end of 2014. In general,
changing and updating the point of view is a healthy phenomenon from which
science is continuously nourished.

The concept of green marketing includes specific basic elements, such as
marketing environmentally safe products, developing and marketing products to
reduce environmental damage, producing, promoting and packaging products in
a way that is beneficial to protect the environment. Green marketing also involves
the link between the business and the customer, and this process includes the
overall approach because the business must integrate all its activities, In line with
environmental concerns. (Ottman & Miller, 1999, pp. 51-67)
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On this basis, the green marketing strategy brings about a qualitative change
in the relationship between customers and the business organization. When the
needs of customers are met using the green marketing strategy, the functional and
emotional benefits of the product will increase because most environmental
concerns involve the spiritual concerns of the public. The green marketing
strategy differs from the classic marketing strategy because it It places great
emphasis on value, long-term orientation, integrated approach, and most
importantly, human life, which is central to all initiatives. (Rahul, Garg, & Singal,
2013, p. 01)

In order to gain competitive advantage, the green marketing strategy must
pay attention to some basic and important areas, such as market segmentation,
green product development, green payment, setting green prices, implementing
green transportation, appropriate waste management, launching green promotion,
and external companies with an effort in The green marketing process and the
application of green transportation processes, thus obtaining the green marketing
MiX. (Peattie, 1994, p. 71)

Fourthly: Approaching the orientation towards green activities to green
marketing strategies

There are researchers who classify green marketing strategies through a
number of approaches, including according to the organization’s offensive
tendency (defensive or offensive), or according to field, or administrative levels,
and even the time dimension.. But the best classification of these strategies is the
classification of Konstantinou, K., Sarigiannis, I. & Stamelou, A. According to
the dimension of orientation degree towards green activities in a comprehensive
manner. According to this approach, there are four strategies that represent green
marketing’s response to the requirements of the dynamic environment, and these
strategies are shown in the matrix below: (Konstantinou, Sarigiannis, & Stamelou,

2015, p. 14)
Figure N°3: Green strategies matrix

High
DEFENSIVE EXTREME
G REEMN GREEMN
SUBSTANTIALITY OF
GREEN MARKET
SEGMENTS
LEAMN SHADED
G REEM CGREEM
Lo
Lo DIFFERENTIABILITY High

OMN GREEMNMESS
Source : (Konstantinou, Sarigiannis, & Stamelou, 2015, p. 15)

a: Lean Green - The marketer must decide to reduce costs and improve
efficiency through environmentally friendly activities, thus creating a lower cost
competitive advantage, which is not a green competitive advantage.

Companies in this case are usually unsure about promoting their green
activities. Companies fear that they will not be able to distinguish themselves from
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competitors, and organizations do not want to promote themselves and their
environmental efforts directly with the brand. It is safer for the organization to
associate its environmental friendliness only with one brand.

b: Defensive Green - When the defensive green strategy is used as a
marketing strategy, this means that the latter is used as a precautionary measure,
or as a response to a crisis or the actions of competitors.

Therefore, the organization uses the green defensive strategy in order to
enhance the brand image and mitigate damage on the one hand, and on the other
hand organizations cannot distinguish themselves from competitors on the basis
of green orientation, and then organizations engage in activities such as
sponsoring small events or environmentally friendly programs, and protect those
Actions with environmental advertising to counter potential difficulties from
activists, regulators, or competitors.

In general, if the organization is ambitious and oriented towards
environmental responsibility, then defensive green is the correct strategic
approach.

c: Shaded Green - Organizations focus on having broad, long-term
environmentally friendly operations and systems. This requires significant
financial and non-financial commitments from them, and they monitor green
activities as an opportunity to find innovative products and technologies that
satisfy needs. These organizations usually have the strength and ability To
distinguish itself as green, but it chooses to profit from highlighting other
attributes, and these attributes are usually direct, tangible benefits provided to
customers. Shade green organizations usually market their products through
mainstream channels, promoting environmental benefits only as a secondary
factor. This type of promotion is more efficient and sufficient when promoting
products that have the ability to help the consumer save costs, such as the cost of
energy, fuel, and electricity.

d: Extreme Green: Organizations that use extreme green as a marketing
strategy are embedded in comprehensive philosophies and values. These
organizations fully include environmental issues and production responsibilities
as well as product life cycle processes. Their practices include life cycle pricing
methods, total environmental quality management and environmental
manufacturing, and often It serves its markets through a marketing window and
sells its products or services through specialized stores and channels.

These four strategies are an indicator through which organizations are
classified in order to study their behavior and trends when discussing the
environmental impacts of activity and related dilemmas (Kumar, Ishwar, Zillur,
Sresha, & Praveen, 2011, p. 62).

Fifth: Balanced Performance Approach to Green Marketing Strategies

Another division is also interesting, as it is based on balanced performance
criteria for environmental sustainability
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According to this approach, there are four strategies:
a.Clean Strategy: A strategy for confronting the environmental market in

order to defend the existing market.

b.The efficient strategy: is represented by environmental cost strategies,
and aims to reduce the costs associated with inefficient environmental
operations.

c.Innovative strategy, which is an environmental differentiation strategy
that aims to increase sales and revenues resulting from environmental
products.

d.Progressive strategy is a strategy for developing the environmental
market that aims to demonstrate changes in the institutional framework that
may give companies competitive advantages compared to competitors who
are less sustainability-oriented, in order to develop markets environmentally.

What is worth noting in this model is that the boundaries separating the
types of these strategies are not clear in a way that denies the overlap in concepts
and details between the types of the latter, especially the second and third
strategies, which can be combined into the fourth type, but this criticism does not
detract from the value of the model at all. As a long-term product, it was owned
by Dyllick from 1997 until recently.

Sixthly: Fuller’s approach to green marketing strategies

Fuller also proposes a strategic matrix for environmental improvements and

innovative products, the following is its representation: (USAMA & MUHAMMAD,
2010, p. 12)
Figure 4: Green Strategies According to Fuller

Column Column2
1
Developed Innovative
environmental environmental
Market penetration/ New Product
Current .
| Product improvement development strategy
mavl/Ate
strategv
Market development Diversification
New markets
strategy strategy

Source: (USAMA & MUHAMMAD, 2010, p. 12)
The strategies shown in Column 1, the market penetration/product
improvement strategy and the market development strategy, depend on making
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some improvements to the characteristics of the product and the production
process.

The strategies in Column 2, the product development strategy and the
diversification strategy, require a strong commitment from senior management,
and product innovation is based on their environmental performance.

Seventh. Approach of perceived greenness and current greenness.
Developing on Fuller's previous model, samula introduces another
quadrant approach based on the perceived greenness and the actual greenness of

the products, as shown in the matrix below:

Figure 5: Matrix of current and perceived greenness

Washed product Sustainability
high Superiority Green
Perceived
An Honest Non-green Missed Opportunity
low Product
low high

Current greenness

Source : (Simula, Lehtimark, & Salo, 2009)

What is observed in the figure above is that the best location for the
products is at the high level of perceived greenness among customers and the high
current greenness of the products, where progress and sustainability of the
products are achieved, while the rest of the locations in the matrix vary, as the risk
Is concentrated in two opposite locations, the first of which is the current high
greenness of the products with perceived greenness. Low customers, and it is a
very difficult position for the organization as its target market does not interact
with its marketing offer, and it is the worst that marketers can reach.

As for the opposite location, where the perceived greenness of customers is
high and the organization’s current products are weakly green, here the products
offered are merely environmentally dyed (washed) products, meaning that they
are not green in the full sense of the word, but rather there is an exaggeration in
describing the characteristics of their environmental performance, and this The
website is also very difficult and the organization must correct it as it is a mistake
that must be corrected before it destroys the organization’s reputation.
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The last position remains indicative of traditional marketing, where there is
no real perceived greenness among customers, so the organization resorts to
offering products whose current greenness is low to meet the needs and desires
inherent in the target market. This is a natural condition, but it does not serve the
green marketing approach, given that this approach is not It is just a response, but
it works to influence the awareness and behavior of individuals towards
requesting environmentally friendly products. (Pride & Ferrell, 2009, p. 184)

Eighth: The combined approach of a number of researchers on green
marketing strategies

In the same context, Fuller, Simula, Lehtimark, and Salo combined the
previous two models to arrive at a unified model among these researchers, which
can be described through the following matrix:

Figure 1-23: Matrix of green strategies collected by a number of researchers

Environmentally developed Environmentally innovative

==
\f \Jg

Current green organizations

Current

New |

Source : (USAMA & MUHAMMAD, 2010, p. 14)
The following is a simplified explanation of the various sites in this matrix, which is supported
by a significant number of researchers, as follows:
First column: Current organizations have low green orientation and offer environmentally developed
green products.
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a. The first position: Current markets: Current markets, market penetration, product improvement
and development, pricing strategies, causal marketing.

b. The second position: New markets: market development strategy, encouraging communication and
improving technology, adopting an aggressive tendency and taking the initiative to sell some products,
trying to be creative, and demonstrating commitment to social responsibility.

Second column: Current organizations have a strong green orientation and offer innovative
environmental products

c. The first position: current markets, strategies for developing products and maintaining a
competitive position through creating products that are compatible with needs and desires.

d. The second position: New Markets: Encouraging green initiatives, exploiting the means of
communication to build the reputation of the green organization, with a focus on the social approach
and environmental labels.

Ninth: The Researcher Approach to Green Marketing Strategies

In light of the totality of all these approaches that were reviewed, the researcher can present his own
model for classifying green marketing strategies, according to the extent to which the organization
adopts the scientific principles and the correct process of green marketing, and the following figure
shows this:

Figure No. 1-24: Green Marketing Strategies According to the Organization’s Directions: A
Model Proposed by The Researcher

-Assuming leadership in green initiatives

- Adopting the social and ethical responsibility of marketing through creativity and innovation in
the marketing mix

-Working to achieve the dimensions of sustainable development for shareholders and customers

Initiative
strategy Participate in green initiatives, even at a minimum

in light of the quadripartite of society, economy, environment and human rights.

Adopting social and ethical responsibility for marketing, especially in its

legal dimension

Modifying and improving products according to the needs and desires
inherent in the target market and using push and pull strategies according
to situational theory.

Adaptive
strategy responsibility

Commitment to minimum environmental obligations
Commitment to the minimum level of social and ethical

Adopting strategies such as guerrilla warfare and focusing

on the economic dimension

Disavowing environmental obligations and
social responsibility

Adopting traditional strategies according to the

Defensive comprehensive marketing approach: meeting

strategy

needs and desires with profitability, given that
the target market has not yet requested
environmental and ethical commitment.

Negative
strategy

The extent to which the organization is oriented

Source: Prepared by the Researcher
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Conclusion

It is clear that adopting the green marketing approach as an integrated
approach to marketing practices brings great benefits and gains to business
organizations and can place the organization at the top of the competitive pyramid,
especially with increasing environmental awareness. Green marketing makes the
organization close to its customers, especially those who have an environmental
orientation. In addition to preserving the environment and rationalizing the use of
natural and human resources. Through this modest work, a number of points can
be emphasized, the most important of which are:

Green marketing approach refers to: Generalise, meaning generating green
value. Remember, remember that the market sector served will be concerned with
the environment sooner or later. Explore, meaning examining the timing and
location of responses in the target market. Ensure, ensure the correctness of the
terminology used. If it comes to international markets, the matter is sensitive.
Neutrality must be natural, with the aim of making the customer comfortable and
not frustrated at all levels, not just the products.

The most important green marketing strategies are those classified
according to the degree of orientation towards green activities in a comprehensive
manner. According to this approach, there are four strategies that represent the
reaction of green marketing as a response to the requirements of a dynamic
environment. These strategies are: Lean Green, Defensive Green, Shaded Green,
and Extreme Green.

But green marketing faces a lot of challenges due to the lack of common
consensus standards related to “green.” This lack of consensus by consumers,
marketers, activists, regulators, and individuals may slow the growth of green
products because organizations are often reluctant to Promoting their green
properties, consumers are often skeptical of these trends.
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