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Abstract :  

Modern business organizations under the dynamic and fast-

changing dynamic environment,  So is it necessary to keep pace with this 

change and continuous improvement in processes and activities to raise 

their performance catalog, The philosophy of green marketing topics and 

methods of modern marketing and task for business organizations as a 

aims to raise performance catalog and preserve the environment, And 

with the development of the awareness of the customers of the challenges 

facing the environment and hazards to become essential to business 

organisations generally embrace the philosophy of green marketing, and 

with this change is no longer an effective indicator of market share 

should increase its effectiveness in accordance with the directions of 

modern marketing. 

Key words : green marketing, sustainable consumption, market share, 

market share, sustainable development. 
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PMD=La  Part Durabl du Marcher 

CD= Consomation Durable 

parfitt et Collins 

 

La  Part Durabl du Marcher Durabl = Consomation Durable  

PMD = CD  
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valeur durable = valeur perçue globale (la valeur de l'institution vers + 

de valeur à la communauté et de l'environnement) - le coût total (cash + 

temps + morale + énergie +environnement et social)  

la satisfaction durable = satisfaction de l'institution (correspondant 

aux attentes des consommateurs sur le produit) + satisfaction à l'égard 

de l'environnement et de la société (correspondant aux attentes des 

consommateurs envers l'environnement et la société (  

hommge Durabl= fidélité durable vers la réalisation de produits de 

l'entreprise (de répétition dans le processus de passation des marchés) * 

égard de l'acheteur de l'institution

 

Consomation Durable= Valeur Durabl *Satisfaction 
Durabl*hommge Durabl 
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