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Abstract

The research aims to test the impact of green marketing in its dimensions (green product, green pricing,
green distribution, green promotion) on the perceived value of the customer in its dimensions (functional,
emotional, and social), in Al-Sadr Teaching Hospital in Maysan Governorate. The effect of green marketing
activities on the perceived value of the customer in Al-Sadr Teaching Hospital “The research was based on
the main hypotheses represented by two hypotheses for the correlation test and one for a simple linear
regression test to explore and treat the research problem. As for the research sample, it was represented by
(298) physicians, nurses, and administrators from hospital staff The researcher, and the questionnaire was

used as a main tool for collecting data prepared by the researcher based on ready-made measures, and the
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researcher relied on a set of statistical methods, including (arithmetic mean, standard deviation, coefficient
of variation), and the data were analyzed through the use of statistical programs (SPSS V.24) The research
adopted the descriptive analytical method. Among the most prominent results that have been reached is
the existence of a statistically significant correlation and impact relationship between the green marketing
variable with its dimensions (green product, green pricing, green distribution, green promotion) in the per-
ceived value of the customer in its dimensions (functional, emotional, and social). The research concluded
with a set of recommendations. The most important of which is the necessity to activate the role of external
and internal oversight committees to assess green orientation measures in health services provided by hos-
.pitals and prices in line with international standards
Key words: green marketing, perceived customer value
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Introduction. .

Green marketing is one of the most important pillars that organizations and various sectors rely on to raise
productivity levels and the effectiveness of the presentation, pricing, promotion and distribution process
for their products within the green marketing approach, and an attempt to satisfy their customers and
gain their loyalty to the organization’s products. On a comprehensive marketing concept aimed at provid-

ing products, promoting them, distributing them, consuming them, recycling their waste and landfills, to
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ensure that they are less harmful to the environment. As such, green marketing depends on a wide range
of activities, starting from product introduction, changes in the prod uction process, as well as awareness
and educational promotion, and the form and composition of green marketing activities represented by the
green marketing mix greatly helps determine the extent to which organizations desire to achieve satisfac-
tion. The customer and the extent of effort that organizations will make in order to deliver their products
to their customers and achieve their desires in a manner that is not harmful to the environment. Therefore,
hospitals should, when providing their services, take into account the environmental orientation and the
factors related to protecting society and the environment and attracting interested beneficiaries regarding
considerations related to the green trend and other factors affecting the value that It is perceived by a cus-
tomer, through which health organizations can achieve better levels of service to beneficiaries, in addition
to achieving the highest levels of perceived value for their customers, so achieving the perceived value of
.the customer is one of the main goals of hospitals
The research aims to diagnose the level of adoption of green marketing and the extent of interest in the
perceived value of the customer in the swallowed sample from the hospital, and the difficulties related to
research were the procedures for transportation and admission to the two hospitals. And the difficulty of
dealing with workers in the isolation wards. Consequently, green marketing has become increasingly impor-
tant in the modern market, so organizations must rethink all activities that involve presenting their prod-
ucts, whether through the production process or through the promotion of their products in order to reach
a customer base of those interested in the environment, and analyze many Conditions that come in the
forefront of the customer’s awareness and the extent of his awareness of the value of green products, as well
as the issues of costs, profits and public awareness of the subject as well as encouraging many organizations,
including hospitals and medical centers, to accept concepts related to this aspect in an effort to reorganize
their management, plans and policies and thus adopt the green approach. The importance of the research
is highlighted in dealing with the impact of green marketing on the perceived value of the customer in the
.health sector in Maysan Governorate
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