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Abstract

The current research aims to identify green supply chains and their role in promoting
sustainable marketing in organizations by enhancing their production and marketing performance
in order to preserve the environment and people, and working to enhance their competitive
capabilities by keeping pace with modernity and changes in the external environment surrounding
and affecting them, which would be reflected in enhancing activities of Sustainable marketing,
two basic hypotheses were formulated: There is a significant relationship between green supply
chains and sustainable marketing, and there is a significant effect of green supply chains on
sustainable marketing in all its dimensions combined. The research used the descriptive analytical
method to extract the results of the relationships and effectiveness between the independent and
dependent variables. This was done by adopting a questionnaire that included a five-point Likert
scale, which was distributed to a sample of individuals working at the Ruffian Mineral Water
Company in Dohuk Gowvernorate. The research reached a number of conclusions, the most
important of which was: Green supply chains play a prominent role in improving marketing and
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competitive capabilities, as well as promoting sustainable marketing represented by its marketing
mix. A number of proposals were also presented, including production and marketing
organizations must keep pace with the external changes surrounding them. Especially the
technical ones and meeting the needs and desires of customers in accordance with contemporary
marketing trends, given that the customer is the basic base in achieving the organization’s goals
of profitability, growth and continuity in the market.
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Research methodology

First: the research problem

When we looking at the rapid environmental changes, especially external ones, we find that
organizations must keep pace with these changes in order to continue their growth, excellence, and
competition in the market. And they must deal with their external environment with all flexibility and
fluidity to achieve their goals, and they are supposed to adopt new trends in producing products and
marketing it through its interest in effective supply chain activities that are characterized by green in
lme with contemporary organizations’ trends towards sustainability, and working to meet the needs of
the organization and the market at the same time by focusing on the sustainable marketing mix.
Accordingly, the current research came to address a problem centered around the weakness of
organizations in general and industrial organizations in particular in employing the dimensions of green
supply chains through effective engagement towards enhancing sustainable marketing through its
sustainable marketing mix, which would reflect towards achieving the organization’s goals, including
gaining customers and profitability.

Therefore, it was raising a number of questions that clarify the main research problem, as follows:

1. Do green supply chains contribute to enhancing sustainable marketing activities in the researched
organization?

2. What impact do green supply chains play to improve sustainable marketing activities in the
researched organization?

Second: The importance of research

The importance of the research comes primarily from the importance of supply chain topics,
including green ones, and how organizations today are looking for effective suppliers to supply raw
materials of high quality, appropriate cost, and speed of processing, in order to improve production and
marketing capabilities by meeting customers’ needs and understanding market requirements according
to contemporary trends, green supply chains work to equip the organization with environmentally
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friendly inputs that will be reflected in the manufacture of harm-free products and marketing it through
sustainable marketing activities and practices to meet the diverse needs and desires of customers in
light of the rapid changes and competition witnessed in the local, regional and international markets.

Third: Research objectives

The researchers seek to achieve a number of goals through understanding and applying the current
research, as follows:

1- Identify the concepts of green supply chains and sustainable marketing in contemporary
organizations.

2- ldentify the correlations between green supply chains and sustainable marketing.

3- Identify the extent of the impact of green supply chains on sustainable marketing.

4- Reaching results that reflect the conclusions reached by the researchers.

5- Working to present a number of proposals that would guide the researched organization and
other organizations towards the right path in meeting customers’ needs and focusing on market
requirements.

Fourth: The research community and sample

The research community was represented by the upper, middle, and lower administrative levels in
the organization under study. A sample of workers in senior management and heads of departments of
the Rovian Mineral Water Company in Dohuk Governorate was selected, as they are more closely
associated with making production and marketing decisions. The research sample was represented by
(60) individuals, of whom were selected. Intentionally by distributing the questionnaire form and taking
their opinions on the statements contained for the two main variables (green supply chains as the
independent variable) and (sustainable marketing as the dependent variable), and the following table
shows the elements of the questionnaire form.

Fifth: Research Community and Sample

The research community represents the top, middle, and lower management levels in the
investigated organization. A sample of employees in the top management and department heads of the
Rovian Mineral Water Company in Duhok province was selected, as they are more involved in making
production and marketing decisions. The research sample consisted of 60 individuals, deliberately
selected through distributing the questionnaire and obtaining their opinions on the statements related
to the main variables (green supply chains as the independent variable) and (sustainable marketing as
the dependent variable). The following table (1) illustrates the questionnaire items.

Table - 1Elements of the questionnaire

Main and sub-variables Number of Variables Source
paragraphs symbol
Descriptive variables 4 X1-X4
Green supply chain management 12 X5-X16 (Khan & Qianli, 2017)
Green purchase 4 X5-X8 -
- (Achillias, etal, 2019)
Green production 4 X9-X12 (Sharma, 2020)
Green marketing 4 X13-X16 '
Sustainable marketing 12 X17-X28
Sustainable product 3 X17-X19 (Robbins & Decenxo, 2004), (Rashid
Sustainable price 3 X20-X22 and Gulab, 2008), (Kotler and
Sustainable promotion 3 X23-X25 Armstrong, 2012)
Sustainable distribution 3 X26-x28

Source: Prepared by researchers based on the sources approved in the research.
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Sixth: Hypothetical research model

The following figure shows the hypothetical research model that was formulated according to the
dimensions of the two research variables (green supply chains and sustainable marketing) and a
statement of the correlations between them and the impact.

Seventh: Research hypotheses

Based on the form of the hypothetical research model, the researchers formulated the following
main hypotheses:

1- There is a statistically significant correlation between green supply chains and sustainable
marketing at a significance level of 0.05.

2- There is a statistically significant effect of the dimensions of green supply chains in sustainable
marketing at a significance level of 0.05.

Green supply chains [~~~ ""°°7777C -

Green | Green Green
purcha | product | marketi

\ /

Sustainable markeating

Swstaimable | Sistaimable | Sisiaimable | Swsiamable |je----- ¥
product price promotion | dispibution

Source: Figure prepared by researchers.

Figure 1 - Hypothetical research model

Eighth: Limits of research

Humanity: Director, department heads and workers at Ruffian Mineral Water Company.
Time: The period from December 2022 until March 2023.

Location: The headquarters of the Rovian Mineral Water Company in Dohuk Governorate.

Literature Review

First: The concept of green supply chains and its importance

The need for green supply chains came to solve many problems in supplying human and material
capabilities to production and service organizations, reducing abuses on the environment and reducing
costs [Noor, Aslinda, Abu-Seman, 2012, 83]. Organizations today have the responsibility of
confronting environmental problems and their negative effects on the environment and the health of
the individual consumer. Many statistics and figures have indicated the fact that the source of
environmental problems comes from poor selection of effective sources of supply as the basic base for
the inputs to the production and marketing process [Laari, 2016, 67].

Successive governments have called on organizations in general to adopt a new concept in supply
chain management, namely green, which place environmental and human protection among the
priorities of their goals and activities by improving their decisions and choosing the best alternatives,
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especially if their goal is to provide high-quality products that compete with other organizations. Which
are called green or sustainable products, searching for new, more developed and regular markets, and
choosing the appropriate market and designing the appropriate marketing mix to marketing the products
to the target market [Zailani, 2009, 15].

Green supply chains are defined as “environmental mtegration through the selection of suppliers,
sources of supplied materials, production processes, packaging, and delivery of products to stores, then
transporting them to sales centers in the market and delivering them to the final consumer” [Assaf,
2015, 67]. It is also defined as “the set of practices and activities that begin with the processes of
supplying raw materials and then manufacturing, storing, transporting and distributing them until they
reach the markets and are consumed by the final consumer” [Khair, Abu Zaid, 2014, 123].

It also came about being “a set of practices that work to help organizations improve lifestyle and
quality of life by caring for the environment and preventing pollution from the beginning of the
manufacturing stages until it reaches the market and the product is consumed by customers” [Taylor,
Vachon, 2018, 953]. As for [Hong et al., 2018, 367], he saw it as “the mnternal and external practices of
the organization that are carried out in order to achieve sustainability and take into account its
environmental, economic and social dimensions.” It is “what suppliers aspire to provide in terms of
raw materials and their harmony and consistency with production requirements and at the specific time
and place” [Hayat, Saleh, 2022, 230].

Through the presentation of concepts, we notice that green supply chains require accurate, regular
and non-repetitive information, as well as searching and selecting the best suppliers and dealing with
them based on the criteria of competitive advantage represented by quality, low cost, speed in delivery
and performance, and choosing the best marketing practices through designing the appropriate
marketing mix. And work on recycling and reducing waste, leading to putting products on the market
at competitive prices and high quality with positive effects for the final consumer. Organizations seek
to achieve economic savings, professional safety, and gain effective suppliers and customers alike
[Kotler, Keller, 2018, 457].

Second: The importance of green supply chains:

The importance of organizations moving towards searching for green supply chains is highlighted
in the following: [Jazairy, Von, 2020, 47; Hassan, Ali, 2015, 46].

— Choosing suppliers who are characterized by accuracy and credibility in supplying raw
materials and other resources that organizations need.

— Sustaining and improving relationships between suppliers and organizations for long periods.

— Enhancing the competitive position of organizations by manufacturing and providing
environmentally friendly products.

— Contributing to dividing the market and choosing the market sector represented by green
customers.

— Contributing to increasing green products in current markets.

— Providing products through an appropriate marketing mix that are presented for the first time
in the markets.

— Providing additional logistical services to organizations that will enhance their production,
marketing and competitive capabilities compared to other organizations that follow
traditional supply chains.

Third: Objectives of adopting green supply chains

Through what the researchers presented about the concept of green supply chains and their
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importance, the most important goals that organizations can achieve through adopting and responding
to green supply chains can be stated as follows: [Green etal., 2012, 290; Al-Taweel, Shahla, 2018, 23].
— Meeting the organization’s internal and external requirements for human and material
resources, raw and semi-manufactured materials, and other administrative and technical
needs.
— Maintaining levels of raw material stocks in order to continue production and not stop, and to
meet market requirements.
— Contributing to protecting the environment from environmental damage and pollutants.
— Working to achieve environmental and marketing sustainability.
— Striving towards producing green, environmentally friendly products.
— Reducing the negative effects resulting from the use of products by consumers.
— Increasing environmental awareness in meeting consumers’ needs and desires.
— Working to increase sales volume and achieve profits.
— Maintaining existing consumers and attracting new ones.
— Maintaining the positioning of the brand and products in the market.

As for [Khan, Qianli, 2017, 16829], he determines the goals as follows:

Material goals: represented by achieving low costs for raw materials, as well as working to reduce
the costs of purchasing any material needed by producers.

Moral goals: represented by reducing harm to the surrounding environment and reducing instances
of feedback on improperly prepared materials.

Psychological objectives: represented by motivating suppliers and producers alike to search for
environmentally friendly materials, for the sake of the sustainability of the green environment and to
create a good image for suppliers and producers, which is reflected in customers’ response to
manufactured products in a positive manner that achieves satisfaction, creates added value, and pays
attention to the paths of the production process and its established plans.

Fourth: Dimensions of green supply chains

The dimensions of green supply chains that researchers have presented in their writings and studies
have varied, and both [Sharma, 2020; Teseng et al., 2019; Khan, Qianli, 2017] have agreed on the
dimensions that are most commonly used and consistent with green supply chain activities in
organizations, the following is an explanation of the dimensions of green supply chains adopted in the
study:

A-Green purchasing: [Khan, Qianli, 2017, 16831] explained the concept of green purchasing as the
process that considers the environmental conditions and considerations surrounding the organization
during purchasing. There are operational, financial, and environmental factors that are taken into
consideration and those organizations impose on the suppliers they deal with, and in this way it is noted
that there are a number of advance directives for the purchasing process in organizations, which are:
[Bhattacharya, 2014, 698]

Focus on green purchasing operations as a continuous process between suppliers and producers.

Recognizing and understanding the internal and external environment surrounding the organization
and its supply chain activities.

Achieving an understanding of environmental issues by employing effective purchasing policies.

Evaluate suppliers by setting their own standards.

Relying on methods and tools for collecting appropriate information to the set objectives.
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Study and improve the environment in an organized manner by suppliers.

Identifying customers’ requirements by providing the best, highest quality, and the appropriate
price.

B- Green production: set of processes and practices that the organization uses in producing
environmentally friendly products, meaning reducing pollutants, preventing their spread, providing
appropriate treatments, and recycling products after consumption. This means reducing the negative
impact on the environment, including waste collection, and increasing employees efficiency, reduce
costs, work to rationalize resource and energy consumption, and search for alternative energy, such as
exploiting solar energy to operate machines, equipment, and productive devices. As well as working to
reduce the harm caused to working individuals and customers, and reducing waste emissions resulting
from productive inputs of raw materials and energy, as well as saving the costs of treating deviations
and errors, which require high costs, and also benefiting from the financial returns coming from
recycling waste and other materials generated from the production process [Sharma, 2020, 1532].

C- Green marketing: [Tseng et al., 145] indicates that green marketing means providing innovative
products, and designing the appropriate marketing mix for them, in terms of products, pricing,
promotion, and distribution in a way that does not affect the individual consumer financially or health-
wise, green marketing defined as “An integrated systematic process that aims to nfluence customers’
preferences in a way that prompts them to seek non-harmful and environmentally friendly products,
and work to change their purchasing habits in line with modern trends towards preserving the
environment” [Al-Bakri, 2022, 173], as well as working to increase environmental awareness among
customers by promoting messages related to rationalization, optimal choice, and appropriate
consumption, and working to employ elements of the marketing mix for products in a way that is
consistent with customers’ expectations in order to achieve the goals of satisfaction and loyalty.

Fifth: The concept of sustainable marketing and its importance

We note that sustainable marketing has many synonyms. It refers to environmental marketing,
customer-friendly marketing, and others. However, no matter how many names there are, we see that
they all refer to explaining the relationship between marketing activities and environmental
considerations. Despite the small differences between the opinions of researchers when they discuss
the definition, there is no a globally agreed upon definition. The American Marketing Association
(AMA) defines sustainable marketing as “the marketing of products that are supposed to be
environmentally safe by maximizing the efforts made by organizations to produce, price, promote,
distribute, and retrieve products in a way that does not negatively affect the environment.” Also it was
defined as “the process of an organization communicating with customers and providing value to them
, through  which human and natural resources are preserved and enhanced in all fields” [Martin, Belz,
2014, 12], and it was also stated as “the process based on commitment, as it integrates the goals of
sustainable economic, social and environmental development into marketing strategies to provide the
sustainable product, and its pricing, promotion and distribution in a sustainable manner to achieve a
balance in the interest of the customer and the organization by paying attention to innovation processes,
creating added value and by participating with the customer in order to gain a sustainable competitive
advantage” [Abu Wardeh, 2017, 81].

Thus, sustainable marketing means the extent of the organization’s ability to design a marketing
mix that contributes to preserving the environment without harming it, working to ideally sustain
marketing activities, and achieving the goal of their sustainability for future generations.

Sixth. The importance of sustainable marketing
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Sustainable marketing represents aspects of sustainable development [Belz, Peattie, 2009, 72]. In
order to achieve sustainability, organisations need to reconsider the design of the marketing mix
elements and determine its role on the internal and external factors of the organisation [Emery, 2012,
5]. It is noteworthy that the industry structure in which the organization operates needs to understand
the importance of sustainable marketing and how to adopt best practices for sustainable marketing to
achieve product sustainability in the market. In general, the importance of sustainable marketing can
be explained as follows: [Samadi, 2006, 5; Abu Warda, 2017, 83].

Finding sustainable customer benefits: It is noticed that there are many advantages and benefits
offered by sustainable marketing in organizations, which differ from the traditional view of the types
of benefits created by classical marketing functions, represented by spatial and temporal benefits.

Functional benefit: It means the organization's ability to provide sustainable solutions to specific
or general problems. These are tangible benefits associated with the basic sustainable functions that are
obtained as a result of purchasing and using the product.

Psycho-social benefit: It means those intangible or symbolic qualities that customers interact with,
and that satisfy their needs and desires, and some aspects related to expectations. These are the benefits
that provide the customer with sensory satisfaction or work to stimulate it, and include three types:
social benefit, personal benefit, and experiential benefit.

Transactional benefit: It means the total benefits that customers obtain as aresult of obtaining some
financial benefits when purchasing. The buyer compares the sustainable purchase price with the
previous purchase prices of homogeneous products. When the customer receives such price offers, it
increases their psychological satisfaction.

Achieving social justice and social entertainment: Sustainable marketing aims to achieve social
justice and prosperity for the communities of countries by finding value for the products offered to
customers in an invisible way, and by transforming traditional products into sustainable products with
many benefits.

Business organizations' sustainability: The integration of business organizations' adoption of
sustainable marketing concepts into their administrative and organizational system contributed to their
communication with the surrounding environment, away from isolation as a closed system.
Organizations now work in an open environment, taking into account their commitment to restrictio ns
and conditions for dealing with international markets, working on investing in new marketing
opportunities, entering global markets, and helping sustainable marketing organizations to increase
productivity efficiency by producing waste-free products.

Seventh: Dimensions of sustainable marketing represented by the elements of the marketing mix

Both [Robbins, Decen, 2004; Rashid, Jallab, 2008; Kotler, Armstrong, 2012; Al-Senhoury, 2013]
unanimously agree on defining the dimensions of sustainable marketing as follows:

1- Innovation: It is considered one of the main dimensions of sustainable marketing, which requires
organisations to develop plans to produce new products and implement them, or to make modifications
and improvements to current products, in order to distinguish them from competitors and satisfy
customers, ultimately achieving competitive advantage. Therefore, innovative marketing is the
successful investment in new ideas that offer non-traditional and unique products in the market
[Robbins, Decen, 2004, 21].

2- Sensing the message: It means defining the organization's message, vision, and goals to
customers by using simple terms instead of complex terms that customers do not understand [Kotler,
Armstrong, 2012, 125]. The message also includes the image that the organization wants to reflect
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about itself, and identifies the targeted customers, satisfies their needs and desires, and the capabilities
and capacities that distinguish the organization from competing organizations in the same market [Al-
Abbadi, Manhil, 2015, 48]. Organisations aim to market their marketing message to explain the reason
for their existence, their goals, and activities in a statement that clarifies the organization's philosophy
[Al-Senhoury, 2013, 48], which increases its value in the market and especially in front of competitors
[Rashid, Jallab, 2008, 181].

3- Customer orientation: It refers to the focus on the needs and desires of customers, and is the real
entry point for marketing success and excellence, as despite the success of some organisations in
identifying the market in which they operate, they remain unable to think marketing-wise to meet the
needs and desires of customers [Kotler, Armstrong, 2012, 171]. The concept of customer-oriented
marketing has emerged as a result of significant evolution in the culture of organizations, intellectual
approaches to marketing, and the evolution of marketing systems [Maaraj, Hawari, 2012, 15], One of
the most important factors that led to the shift towards customer orientation is the strategic factors,
which include adopting a cost leadership strategy, enhancing product quality, developing current
products, introducing new products, segmenting markets. There are also environmental factors for the
organization, such as increasing competition intensity, employing effective distribution channels, and
using modern technologies. These factors have led to changes in customer behavior, reflecting the trend
of organizations towards adopting customer-oriented marketing policies and strategies instead of
product-oriented marketing [Al-Lami, 2015, 129].

4- Customer value: Today, customer value comes first, as the customer is the primary party in
maximizing the value of products and the organization within the limits of research, knowledge, and
income costs. The determination of value is based on the realized benefit, so organizations seek to
provide products at the lowest possible cost, and in return, customers obtain benefits [Kotler,
Armstrong, 2011, 321].

Testing the Study Model and Hypotheses

In order to enhance the theoretical aspect of the current research, a practical aspect has been
introduced to identify the role of green supply chains in achieving sustainable marketing. This requires
conducting statistical analysis of the research variables (independent and dependent), extracting the
correlations between them, and then determining the influential relationship of the dimensions of the
independent variable on the dependent variable.

First: Testing the overall and partial correlations of the independent and dependent research
variables.

Table 2 - The overall and partial correlation statements between the research
variables
Inde pendent variable

dependent variable Greensupply chains

sustainable marketing **0.892
*P< 0.05 n= 60

The table (2) indicates a strong statistically significant relationship at a significance level of 0.05
between green supply chains and sustainable marketing. The correlation coefficients reveal a value of
(89.2%), suggesting that the green supply chains adopted by the researched organisation are capable of
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achieving marketing sustainability. Consequently, increasing the use of environmentally friendly
resources and capabilities in the production and marketing of products can satisfy customers by meeting
their needs and desires. Thus, the primary hypothesis "there is astrong significant relationship between
green supply chains and sustainable marketing at a significance level of 0.05" has been verified at an
overall level.

As for the test of the correlation between each dimension of green supply chain and sustainab le
marketing at the partial level, Table (3) illustrates that.

Table 3 - Partial correlation relationships between dimensions of green supply chain
and sustainable marketing

Independent variable sustainable marketing
dependent variable
Green purchase **0.515
Greensupply chains Green production **0.663
Green marketing **0.570

*P< 0.05 n= 60

The results in Table (3) indicate a strong statistically significant relationship at a significance level
of 0.05 between green purchasing and sustainable marketing, at 51.5%. This suggests that the
researched organisation is seeking to apply green purchasing standards for its material and human
resources needs, as well as how it deals with suppliers and sets appropriate purchasing conditions that
serve its production and marketing processes in a way that enhances its competitiveness with other
organisations, satisfies its customers, and acquires new customers through a focus on sustainable
marketing. It also shows a strong statistically significant relationship between green production and
sustainable marketing, as indicated by the partial correlation coefficient of 66.3%. This implies that the
researched organisation's production of green products contributes to reducing pollution, offering
environmentally friendly products, thereby reflecting on the safety of the internal and external
environment, the continuity of communication with customers. Furthermore, the statistically significant
partial correlation coefficient of 57% between green marketing and sustainable marketing suggests that
the researched organisation's green marketing activities achieve sustainable marketing for its products,
increasing customer satisfaction and loyalty, thus achieving a high competitive advantage compared to
competitors in the same market with homogeneous products. This supports the sub-hypothesis of the
main hypothesis, which states "There is a strong statistically significant relationship between the
dimensions of green supply chains and sustainable marketing at a significance level of 0.05, and at the
partial level."

Secondly, testing the causal relationship between the independent variable and the dependent
variable

Table (4) illustrates the causal relationship of green supply chain dimensions in sustainable
marketing as follows:

Table 4 - Impact of green supply chains on sustainable marketing

inde pendent variable Sustainable marketing
dependent variable
Green supply chains BO Bl R2 F calculated | F tabular
0.509 | 0.761 (11. 620)* | 0.725 | 127.2 4.01

*P< 0.05 d.f (1, 58) t= (1.68) n= 60
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Table (4) shows the presence of a significant relationship between green supply chains in
sustainable marketing. To determine the impact between them, the outputs of the statistical analysis
demonstrate that the three dimensions of green supply chains as independent variables collective ly
influence sustainable marketing as a dependent variable. This is indicated by the calculated F value of
127.2, which is significantly greater than the tabulated value of 4.01 at degrees of freedom (1, 58). The
coefficient of determination (R2) of 72.5% indicates that 72.5% of the variance in sustainable
marketing is explained by the three dimensions of green supply chains (green purchasing, green
production, and green marketing). Furthermore, the calculated tvalue of 11.620 at degrees of freedom
(1, 58) and a significance level of 0.05 confirm the statistical significance, as it is greater than the
tabulated value of 1.68. This verifies and accepts the second primary hypothesis, which states "There
is a statistically significant impact of the dimensions of green supply chains on sustainable marketing
at a significance level of 0.05"

Conclusions and Recommendations

After reviewing the results obtained by the researchers in both theoretical and practical
frameworks, the researchers have reached a number of conclusions, as follows:

1- Green supply chains play aprominent role in improving marketing and competitive capabilities,
as well as promoting sustainable marketing represented by its marketing mix.

2- The employment of green supply chains in organizations leads to a state of customer satisfaction,
as indicated by the relationships in the practical side of the research, which appeared strong and
significant.

3- Green supply chains work to promote the dimensions of sustainable marketing from innovation
and customer orientation rather than the product, which enhances the position of the researched
organization in the market.

4- Sustainable marketing is achieved through the researched organization's provision of
environmentally friendly products, which can compete with other organizations that offer
homogeneous products.

5- Organizations' orientation towards customer orientation gives them strength and status in the
market by focusing on meeting customers' needs and desires.

Recommendations

1. Production and marketing organizations are expected to keep up with external environmental
changes, especially technological ones, and to meet the needs and desires of customers according to
contemporary marketing trends, considering the customer as the fundamental basis for achieving the
organization's goals represented by profitability, growth, and market sustainability.

2. Working on employing marketing concepts in organizations and adopting their practices and
characteristics as essential requirements to enhance their market position, which would enhance the
value of products for customers.

3. Providing qualitative studies and research in the field of sustainable marketing and sustainab le
environment, and working on applying them in organizations to change their current reality, especially
those suffering from production and marketing problems.

4. Searching for sources of supply with appropriate cost and high quality, and fast delivery, as these
are essential requirements for providing products that exceed customers' expectations in the market.
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AHHOTAIUSA

Tekyliee wucciieI0BaHKUE HAIIPABIICHO Ha BBISBIICHUE «3EJICHBIX» 1[€MOYEK MTOCTABOK U UX POJIU
B MPOABMXKEHUU YCTOMYMBOTO MAapKeTHHIa B OpraHU3alMsAX IYTeM MOBBIIICHUS HX
MIPOU3BOJICTBEHHBIX U MAPKETUHTOBBIX MMOKA3aTeJeH C IEJIbI0 COXPAHEHUS OKPYXKAIOIIEH Cpelbl U
JIOIeH, a TakKe paboThl HAJl TMOBBINIEHHUEM WX KOHKYPEHTOCIOCOOHOCTH, WUl B HOTY C
COBPEMEHHOCTBIO U U3MEHEHUSIMU B SKOHOMHUKE. BHEILHEH CPebl, OKPYKAIOLIEH M BJIUSAIONICH Ha
HUX, YTO OTPa3WTCs Ha aKTUBU3AIUHM JEATCILHOCTH YCTOWYMBOTO MAapKEeTHHTA, OB
chopMynHpOBaHbl JBE OCHOBHBbIE THIOTe3bl: CyIecTBYeT 3HAUMTENbHAs B3aHMMOCBS3b MEKITY
<GEJICHBIMU» IIETIOYKAMH IIOCTAaBOK M YCTOMYMBBHIM MApKETHHTOM, a TaKKe CYIIECTBYET
3HAQUUTENIBHOE BIUSHUE «3EJEHBIX» ILIEMOYEK MOCTABOK HAa YCTOMUYMBBIN MapKETUHI BO BCEX €ro0
acrmeKTax BMECTE B3AThIX. B mccienoBaHnM MCIIONB30BAJICS OMUCATEIbHBIA aHATUTHYECKUNA METOJ
JUIS W3BICUYCHHS PE3YJIbTATOB B3aUMOCBs3ed U JI(PPEKTUBHOCTH MEXIy HE3aBHCHUMBIMH H
3aBHUCHUMBIMH MEpEMEHHBIMH. B pe3ynbraTe mccienoBaHus ObUT cliefiaH psili BBIBOJIOB, Hanbouee
BaKHBIM U3 KOTOPBIX OBLIO CIEMyIOIIee: «3eJeHbIC» IIETOYKH TOCTABOK UTPAIOT 3aMETHYIO POJIb B
YIy4IIleHUd MapKETUHTOBBIX M KOHKYPEHTHBIX BO3MOXKHOCTEW, a TakKe B COACHCTBUH
YCTOMYMBOMY MAapKETHHTY, MPEACTaBICHHOMY HX MapKEeTHHTOBBIM KOMILIEKCOM. bbUT Taroke
MPEACTaBIICH PS MPEITIOKEHU N, BAXKHEUIIIMM U3 KOTOPBIX ObLT0: [Ipon3BOACTBEHHBIC 1 COBITOBBIE
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OpraHU3alliy JOJKHBI UATH B HOTY C OKPY)KAIOIMMU HUX BHEIHUMH U3MEHEHUSIMH. OCcOoOEHHO
TEXHUYECKHE U OTBEYAIONME TIOTPEOHOCTSIM U JKEJAHUSAM KIMEHTOB B COOTBETCTBUU C
COBPEMEHHBIMU TEHACHIIMSMH MapKEeTUHTA, YUUTHIBAs, YTO KIMEHT SIBJSETCS OCHOBHOW 0a30ii B
JOCTUKEHUU 11eJIel OpraHU3aliy 0 NPUOBIIIBHOCTH, POCTY U HENPEPHIBHOCTH HA PHIHKE.
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