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Abstract:Marketing process is one of the core concepts in marketing. This study aims to
organize the correct scientific and practical phasesof green marketing process as it is relatively
agreed upon among specialized researchers with reference to the relatively abnormal orientation
in this field. This study covers some specific details ofthe green marketing mix as a basis of
green marketing process, arriving to its basicswhich represents the general framework of all
marketing practices.

Keywords: marketing, green marketing, green marketing process, green marketing mix.
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(1)-ANIRBAN Sarkar, Green Marketing and Sustainable Developement Challenges and
Opportunities, International Journal of Marketing, Vol :01,Issue :09, Septembre 2012, p:126.

288



2018 _3Wlsual ] W Jsal

ANIRBAN Sarkar, Green Marketing and Sustainable Developement — : .2l

Challenges and Opportunities, International Journal of Marketing,Vol :01,Issue :09,
Septembre 2012,p:126.

a5 ) il jolis e oS as Sgmy g feolid) 3557 ga IS s 3 Lo Lo
M e 8 O (g elhadl Bkl Blaad) B8 223l OF ) slaYl a1 ¢ asdl ol
FERCEH I/ J S SECHERIR IR [ WOV U CUCSPY (R O RISV B Y S T 2y Sy
Cdeidl s el bl ols )
)y dpdy ganid) dkoal] Kotler dgylis : —2-3

ool (3 Lajalonss Lo adygend) Bhanl) o Tl G o Calid Y o2 adygnd) dlenl)
Jﬁ’l; L} 5}}5-551\ o.J.s.h J:-\jﬂ @')ﬁ C/«.?- ¢ :\?&g}M«ZJ\ QLM)LQ.QJJ (LG J&g.ﬁw‘g\ 9 Z\.iy.“ 9 @JS‘:L; w&l\
B e bt ool 2V Gpnd) mill @B @ mgedl 5 CligaY) ¢ Byl 34 (SWOT
Joe a5 psede sl oS W s LS g auls I e g e Y psed) s 45 )lae
telpad) ddsnd eal 1L a2 oo bl g s gl

25N gl SWOT ok 1 Yyl

Sy lall "Rl Ol gm B Eensln] preead ol 356 Je (SWOT) b b
558l bl wlially ads 1l whudlly colagdly o)) dnd bl Legarly gl adsldl g )
(can2ll bl

Ay (Camlly 353l bl& o5 gy LLas) Aeslgl g s o) 22, LY SWOT 2" jtess
SO wad ol e dsnd) L8 e G, 351 SWOT W aiy b cawdsan] Ly ¢ wolugigdly
O s OSGYL 5 el B2

daladl 4 o V.:wa\ &3 U,&Y J\gﬂ:fg\ ol Y| SWOT Jcli gl blasyl aw (,.'9) P
e 00is b oz &) ailall U] 5 o) Vs

(1)- Konstantinou, K., Sarigiannis, I & Stamelou, A. (). Guidelines To a Successful Green
Marketing Plan for an eco- industrial Park.Development Agency of Eastern Thess aloniki local
Authorities, Thermi-Greece, 2015, p:
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Than Effective in Market Sensing Analysis, Journal of Marketing and Management,
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