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Abstract:

This study aims to examine the role of the green marketing mix in influencing consumer behavior by highlighting the importance
of organizations adopting marketing practices that consider environmental dimensions and social responsibility. The study is
based on the premise that the traditional marketing mix, despite its importance, may lead to negative environmental impacts due
to neglecting environmental considerations, which necessitates a shift toward green marketing that focuses on providing eco-
friendly products and reducing the waste of natural resources.

The study adopts a descriptive-analytical approach, where (20) questionnaires were distributed to a sample of employees in the
Babil Agriculture Directorate to analyze their views on the impact of green marketing mix elements in supporting
environmentally responsible consumer behavior. The research focuses on the components of the green marketing mix and their
contribution to enhancing environmental awareness, increasing consumer interest in environmental issues, and strengthening
social responsibility.

The findings indicate that adopting the green marketing mix has a positive effect on directing consumer behavior toward
environmental concern, enhancing trust in organizations, and strengthening consumer loyalty. It also helps achieve a balance
between profitability and environmental preservation. The results further reveal several challenges facing the implementation of
this concept, including low environmental awareness and the absence of supportive policies.

Based on these findings, the study recommends promoting a culture of green marketing within organizations, developing
environmentally friendly marketing strategies, and raising environmental awareness among consumers, in order to contribute to
achieving sustainable development.

Keywords :Green Marketing Mix, Consumer Behavior, Green Marketing, Environmental Responsibility,
Environmental Awareness
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