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Abstract 
 

Climate change and environmental protection have gained increasing importance in recent years 
throughout the world. This movement reached Morocco, where companies started putting the environment 
and its protection in the middle of their activities. Since the 90s, Morocco has declared its willingness to 
follow the sustainability path, by according special importance to the three bottom lines of sustainability. 
The main purpose of the paper was to assess the spread of the „green” concept, by studying the activities of 
four Moroccan companies: OCP Group, MANAGEM Group, Kilimanjaro Environnemnet and Lafarge-
Holcim, and their green marketing strategies will be categorized based on the green marketing matrix. 
Indeed, OCP Group proved to be applying both a shared and defensive green marketing strategy, while 
Managem group applies a shaded green marketing strategy. Kilimanjaro Environnement proved to be an 
extreme green company, and Lafarge-Holcim was found to follow a shaded green marketing strategy.
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INTRODUCTION 

 

Mainieri, Barnet, Valdero, Unipan and Oskamp 

(1997) noted that climate change and 

environmental sustainability have been gaining 

increased importance in recent years. This 

century witnessed a group of destructive changes 

such as the depletion of natural resources, 

damage to the ozone layer, and the loss of 

agricultural land. All these changes led 

consumers all over the world to rely on 

technology and innovations to face these 

dilemmas, instead of changing their behavior and 

lifestyles. It is thought that by relying on such 

new technologies, the negative impact on the 

environment can be decreased, however, it is 

necessary to endorse environmentally sound 

behaviors, such as recycling, using public 

transportation, or even sharing rides, to sustain 

the environment. 

Amid the negative consequences of consumption 

and business activities, the concept of 

sustainability emerged to be one of the most 

essential bases for the environmentally sound 

growth of various economies (Ehrenfeld, 2017). 

Sustainable development refers to preserving the 

development over time. Specifically, it refers to 

the developments that are capable of meeting the 

needs of the present generation without hindering 

the capacity of future generations to meet their 

own needs (Elliott, 2012). Sustainable 

development requires a focus on social, 

economic, and environmental growth. Green 

marketing corresponds to the rationale that 

production and consumption must be conducted 

in a sustainable manner (Polonsky, 2011).  

Since the 1990s, Morocco has declared its 

willingness to pursue the sustainability path in its 

development, while giving special attention to 

each bottom line of sustainability. Hilale, Fant, 

Mouline and Akalay (2011) stated that in the 

early 2000s, Morocco started implementing a set 

of sectoral plans that aimed to foster their 

development, in addition to spreading the notion 

of sustainability and its importance in durable 

growth: the National Energy Strategy was 

adopted in 2009, the Green Morocco Plan was 

endorsed in 2008, in addition to the Industrial 

Acceleration Plan, that covered the period 

between 2009 and 2020. 

Therefore, the main purpose of this paper is to 

examine the spread of the “green” concept by 

reflecting it in the activities of Moroccan 

businesses, through a case study of four 

companies, based on which their green marketing 

activities will be examined, and their green 

marketing strategies will be categorized based on 

the matrix provided by Ginsberg and Bloom 

(2004). The paper will focus on the notion of 

sustainable development in Morocco, the notion 

of green marketing in business, green marketing 

in general, and its main components, in addition 

to the green marketing activities of four focal 

companies, namely, OCP Group, Managem 

Group, Kilimanjaro Environnement and Lafarge-

Holcim.  

 

 

LITERATURE REVIEW 

 

According to Holden, Linnerud, and Banister 

(2014), Sustainable development has three main 

dimensions that were extracted from the 

Brundtland report: ecological, social, and 

environmental dimensions. Sustainable 

development focuses on conserving and managing 

the resources for development, in addition to social 

and economic development. In Morocco, the 

environment is witnessing constant degradation, 

and natural resources are becoming scarce. 

Consequently, the principle of environmental 

protection has been occupying a growing place in 

Moroccan policy. In 2014, Morocco elaborated its 

national sustainable development policy (Kahime 

et al., 2017). Morocco follows an environmental 

approach to sustainable development, that was 

highlighted in its national strategy for the 

protection of the environment and the national plan 

of action for the environment (Tarradell, 2004).  

Morocco has known stable economic progress 

within the volatile regional political context. As an 

emerging middle-income economy, Morocco has 

known a 24% increase in its gross domestic 

product per capita, within the past 10 years, 

compared with 6% of growth within middle-

income African countries during the same period. 

Also, the Morocco Covid-19 response support 

program (PARC-19) aimed to protect the health of 

citizens, protect jobs and preserve the purchasing 

power of citizens, in addition to building the 

resilience of the private sector to prepare for the 

economic activity to resume. Consequently, 6% of 

the GDP was preserved and 65% of the jobs at risk 

were saved, representing over 49000 businesses, of 

which 85% were micro, small, and medium-sized 

enterprises, that benefitted from the PARC-19 

(Development & Group, 2020) Morocco has 

developed a set of structural plans, such as the 

“green Morocco plan”, “Halieutic plan”, and the 

“Industrial acceleration plan” that aim to boost 

agriculture, fishing industries and diversify the 

industrial portfolio of the country. Such plans 

helped in improving the business climate of the 

country and attracting additional foreign direct 

investments, in addition to building substantial 

transportation and energy infrastructures 

(Development & Group, 2020). 

The employment of the term “green” in businesses 

and society has increased over the last decade, and 

it is very mundane in today’s world (Windsor, 
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2011). However, before proceeding, it is important 

to define what does the term “green” means. The 

UN environment program defines green economy 

based on resource efficiency, low carbon 

emissions, and social inclusion (United Nations 

Environmnet Program, 2011). Green companies 

attempt to find the balance between their function 

and activities, and the environment (Biloslavo & 

Trnavȟeviȟ, 2009). Yet, (Windsor, 2011) 

concluded that most definitions encompass the 

following notions: environment, responsible, 

social, and sustainable, and mentioned that the 

definition of the term “green” should be constantly 

improved, and be based on determined measurable 

variables. Today’s commonly used variables are 

carbon emissions, waste to landfills, and water 

usage.  

Green marketing can be defined as the ensemble of 

activities attempting to reduce the detrimental 

social and environmental impacts of products and 

products systems that exist, and instead, promotes 

less damaging products and services (Peattie, 

2001). Green marketing can also be defined as the 

response to the environmental effects of the design, 

production, packaging, labeling, use, and disposal 

of goods and services (Lampe & Gazda, 1995). 

Fuller (1999) defined green marketing as the 

process of planning, implementing, and controlling 

the development, pricing, promotion, and 

distribution of products in a way that satisfies these 

three criteria: meeting the customers’ needs, 

attaining organizational goals, and having a process 

that is compatible with the eco-system. Peattie 

(2004) also defined green marketing as the set of 

activities attempting to reduce the negative social 

and environmental effects of existing products and 

production systems, and which promote less 

harmful products and services. 

The commitment of companies to become more 

socially responsible increased in recent years. 

Today, almost every company publishes corporate 

social responsibility reports, with titles such as 

corporate citizenship, environmental health, and 

safety, or sustainability reports. Such reports can be 

found on companies’ websites (Ginsberg & Bloom, 

2004). Even with the spread of the green marketing 

concept, companies do not completely abide by it. 

Companies tend to apply green marketing only 

within a fragment of their operations (Peattie, 

1992).  

The green marketing matrix was first presented by 

Ginsberg and Bloom (2004). They underlined two 

main aspects that need to be determined to develop 

a green marketing strategy. The first aspect is how 

important and how valuable the green segment is 

for the firm, and the second aspect involves the 

strength of the company is separating itself from 

competitors when it comes to their greenness 

(Ginsberg & Bloom, 2004). This tool is used to 

evaluate how strong a company is when it comes to 

its environmental friendliness, as a differentiating 

aspect in its marketing approach (Majerova, 2015).  

The concept is explained in Figure 1. The 

horizontal axis determines how strong the company 

can differentiate from competitors by employing 

environmentally friendly techniques. The vertical 

axis determines the distinction of the segment in 

terms of its sustainability. 

 

Lean Green: Low sustainability of green market 

segments, low differentiability on greenness 

This approach defines companies that have an aim 

to become greener, but they do not focus on 

spreading public awareness when it comes to their 

sustainability efforts or uses it as a marketing tool. 

Such companies fear that they will be held 

accountable for superior environmental standards. 

Also, these companies focus more on the 

opportunities that arise from the adoption of 

environmentally-friendly activities, such as 

reducing costs or optimizing efficiency. 

Nevertheless, such companies do not perceive any 

potential for profit from green segments (Ginsberg 

& Bloom, 2004). 

 

Defensive Green: High sustainability of green 

marker segments, low differentiability on greenness 

Companies that opt for the “defensive green” 

strategy use it as an adaptation to the changing 

market environments. Such changes can be caused 

either by a crisis, a changed strategy of a 

competitor, or used as a protective measure. Also, 

such companies perceive the green market 

segments as essential to improve their sales. 

Consequently, they try to improve their reach by 

enhancing their ecological footprint and improving 

the perception of the company. Thus, such 

companies advertise their efforts for a specific 

period, since too intensive marketing will not be 

effective, as it will only increase the expectations 

of consumers (Ginsberg & Bloom, 2004). 

 

Shaded Green: low sustainability of green market 

segments, high differentiability on greenness 

Companies adopting such a strategy invest time 

and money to maintain their green process. Also, 

they adopt innovative and customer-oriented 

products that help them achieve a competitive 

advantage. Products developed by shaded green 

companies are marketed based on their 

environmental friendliness in addition to other 

characteristics, such as saving costs for customers, 

or increased efficiency (Ginsberg & Bloom, 2004). 

 

Extreme Green: high sustainability of green market 

segments, high differentiability on greenness 

Extreme green companies value sustainability and 

the protection of the environment, and they place it 

at the heart of their business concept. Also, these 

companies align their strategy and product life-
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cycle to greenness (Ginsberg & Bloom, 2004). The 

increasing installment of various multinational 

companies in Morocco enabled the introduction of 

the concept of corporate social responsibility, in 

addition to sustainable consumption and production 

requirements. Consequently, Morocco and the most 

of developing countries started emphasizing the 

importance of climate protection and resource 

preservation, while employing advertising as the 

major medium to communicate their increasing 

green actions.  

When it comes to production, most of the green 

products available in the Moroccan distribution 

channels come from foreign markets, especially the 

French market, rather than local Moroccan 

companies. These products often carry the 

certification of the European eco-label, for being 

following the sustainable production standards 

fixed by the European Union (Aomari, 2016). Also, 

advertising is used in Morocco by companies to 

demonstrate their adoption of green marketing. The 

industries that used green advertisements the most 

are the automotive sector, the fast-moving goods 

sector, and the organic agriculture sub-sector 

(Aomari, 2016).  

The consumption patterns of Moroccan consumers 

changed in recent years, to match the international 

behavioral change. The reason for such change is 

the increase of knowledge and awareness of their 

responsibility as consumers to protect the 

environment and the limited resources, also they 

have now the power to proclaim more responsible 

production patterns from companies. Also, 

Moroccan green consumers are protesting the lack 

of information regarding the green processes of 

Moroccan brands and the components of the value 

chain (Aomari, 2014).  

Nevertheless, the readiness of Moroccan 

consumers to change their behavior is altered by 

more constraints such as their real purchasing 

power, which often do not allow them to afford 

such products. Furthermore, price and quality are 

the main determinants of the purchasing behavior 

of Moroccan consumers, instead of the sustainable 

production of products (Aomari, 2016).  

 

 

 

PRESENTATION OF MOROCCAN 

COMPANIES 

 

OCP Group 

OCP Group is a big-sized Moroccan company that 

was established in 1920 and specialized in selling 

phosphate rocks, phosphoric acid, and phosphate-

derived soils fertilizers destined for agricultural and 

industrial purposes  (OCP Group, 2021a). OCP 

Group puts innovation, product development, and 

processes, along with sustainability at the core of 

its strategy to provide a sustainable response to the 

challenge of food security. OCP Group plays an 

important role in feeding the growing world 

population, by the provision of essential elements 

for soil fertility and plants growth. OCP Group is a 

leader in phosphate rock, it is the world’s first 

producer of phosphate-based fertilizers. The group 

provides a wide range of fertilizer products that 

enhance soil, increase agricultural yield, and help 

in feeding the planet affordably and sustainably. 

The group is headquartered in Morocco and is 

present on five continents, OCP Group works in a 

close partnership with more than 160 customers 

worldwide (Ma, 2019).  

According to Allouani, Hallouzi, Allam, and El 

Kiyaila (2020), Morocco has the biggest phosphate 

resources, with more than 70% of the world’s 

reserves. OCP Group aims to preserve these 

resources to meet the growing demand for 

fertilizers. 

Sustainability takes a central place in the business 

strategy of the group. The main aim of the OCP 

Group is to be carbon neutral by 2040, in addition 

to meeting the increasing demand for phosphate 

and decreasing the environmental impact at the 

same time, through the transformation of the way 

they work, improving efficiency, using and 

generating green energy and helping farmers 

around the globe to use only as much phosphate as 

they require (OCP Group, 2021b).  

Nevertheless, the challenge for the OCP Group is 

to meet its objective of feeding the world’s 

population while responsibly using resources and 

continuously decreasing their carbon footprint. The 

group managed to meet 30% of their water needs 

through non-conventional water, and their 

objective is to get to 100% by 2028. When it comes 

to air quality, the integration of new technologies 

helped in reducing their emissions, and the group 

aims to reduce the emissions of sulfuric acid by up 

to 98%, 10 times lower than the World Bank 

threshold. Regarding clean energy, 70% of the 

power the group uses comes from clean energy, 

with an objective of self-sufficiency by 2028 

(Haisla First Nation, 2014).  

The marketing efforts of the OCP Group cover the 

entire value chain. When it comes to the sourcing 

activities of the group, that consist of mining and 

phosphate extraction as a raw material for it to be 

used in the production processes, the company is 

actively working on the preservation of the natural 

resources either by the maximization of the 

recovery, in addition to the utility of low 

phosphorus phosphates, or by recycling the 

derivatives of phosphate. OCP Group uses a 

“reverse floating process” within the major 

extraction sites, notably Youssoufia and 

Khouribga, turning low phosphates with low 

phosphorus composition into usable raw units. The 

company also manages to use phosphogypsum, a 

byproduct that results from the processing 
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phosphates into phosphoric acid, and it is used for 

road construction, soil salination, and land 

rehabilitation of mining lands that degraded, and 

that were previously exploited by the company as 

an extraction plant (Haisla First Nation, 2014). 

In addition to that, the group employed huge efforts 

to improve water efficiency and decrease 

conventional water consumption within the past 

nine years, to meet the present and future 

production targets. For example, the company 

implemented an “integrated water program” that 

enhances the consumption of water at each step of 

the supply and production chains. The company 

also worked on decreasing the share of 

conventional water used and aimed to increase the 

share of non-conventional water sources, such as 

recycled domestic nearby wastewater and 

desalinated seawater. The company recuperates 

biogas for the generation of electricity from its 

wastewater treatment process. Furthermore, the 

launch of the slurry pipeline, which is a 

transportation pipeline between the Khouribga 

plant and Jorf Lasfar plant, helped in improving the 

water efficiency and the energy efficiency of the 

group, besides transport emissions, enabling the 

usage of transportation water in recovery facilities 

(Haisla First Nation, 2014). 

When it comes to their communication strategy, the 

company applied a transparent advertising strategy 

since 2008, that consisted of publishing annual 

sustainability reports, and that can be found on 

their website. Recently, OCP Group started 

employing social media to highlight their green 

actions.  

OCP Group continuously aims to maintain and 

improve its green strategy by implementing various 

innovative technologies such as the Slurry pipeline, 

rehabilitating mining plants, and the farming of 

new crops (Haisla First Nation, 2014).  

 

MANAGEM Group 

MANAGEM Group is a Moroccan company, 

operating since 1930, and specializing in the 

mining industry. The company started in the 

extraction of metals, precious metals, cobalt, and 

other minerals, both in Morocco and throughout 

Africa (Managem Maroc, 2021). MANAGEM has 

been expanding its activities for over 85 years. 

MANAGEM Group is ranked the ninth in the 

world for cobalt cathode producers. This ranking 

was achieved through the research and 

development efforts made by the group (Azzouzi et 

al., 2016).  

Green marketing activities on MANAGEM Group 

are related to the sourcing and manufacturing 

stages. The group produces industrial byproducts, 

recycling metal, and solid and liquid waste 

upgrading. For instance, the group managed to turn 

90 years of accumulated solid waste into cobalt 

metal through a hydrometallurgical intervention by 

the research center of the group. Furthermore, the 

company implemented a water recycling project, in 

addition to the salt valorization project, both 

derived from wasted water caused by 

hydrometallurgical operations. Such projects 

enabled MANAGEM Group to annually recycle 

over 200,000 m3 of water since 2009, in addition to 

producing 500 tons of cobalt metal and 25,000 tons 

of commercial salt per year. The group also created 

200 stable jobs and enhanced the life of low-skilled 

young professionals by integrating them into the 

job market (Hilale et al., 2011).  

 

Lafarge-Holcim 

Lafarge-Holcim Maroc is the national leader in 

materials and solutions for construction. In 2016, 

Lafarge Ciments and Holcim Maroc merged, to 

give birth to the national leader in construction 

materials. This merger was the most important 

financial operation that was realized by the stock 

market of Casablanca. The company has been 

participating since 1928 in the modernization of the 

construction sector and contributed to the 

development of the Moroccan economy 

(LafargeHolcim Maroc, 2021a).  

When it comes to their green marketing activities, 

LafargeHolcim is the leader in Morocco when it 

comes to the reduction of CO2 emissions. Their 

factory located in Tetouan was the first factory in 

the world to build its wind power plant. All sites 

employ electrical energy generated by the wind. In 

2017, Lafarge-Holcim opened its Smart 

Construction Lab, the first innovation center. 

Lafarge-Holcim Maroc is also committed to the 

development of innovative solutions for reducing 

the carbon footprint, by improving manufacturing 

processes: low-carbon cement and concrete, 

insulating concrete, and thermal insulation in the 

mass (LafargeHolcim Maroc, 2021b).  

When it comes to water resources, Lafarge-Holcim 

Maroc aims to preserve them as much as they can. 

Lafarge-Holcim Morocco’s activity is carried out 

in a region where water consumption suffers from 

water stress, with significant variation between the 

different areas where the sites are located. The 

consumption of 83 liters per ton of cement is 

among the lowest consumptions of the Holcim 

Group. However, Holcim is studying other avenues 

such as recycling industrial water and optimizing 

the most consuming processes (LafargeHolcim 

Maroc, 2021c). Lafarge-Holcim is also conscious 

of the importance of biodiversity. The company is 

aware of the importance of the rehabilitation of 

quarries after their operations, that is why at the 

end of their operations they emphasize the 

rehabilitation of their quarries to give them a 

second life. Before each development program, an 

environmental study is carried out to determine the 

actions capable of preserving water resources in 

addition to air and soil quality. At the end of their 
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operating period, the sites are all subject to 

rehabilitation plans. These redevelopments helped 

the company replant trees on a massive scale to 

restore the ecological balance. Furthermore, to 

participate in animal and plant biodiversity, the 

company has installed beehives at its quarries in 

Bousekoura, Meknes, and Tangier, as well as on 

the roofs of its head office. Action on biodiversity 

focuses on the planting of endemic trees in 

Morocco, such as the Argan tree (LafargeHolcim 

Maroc, 2021c). 

When it comes to their communication strategy, 

Lafarge-Holcim Maroc publishes its sustainability 

reports, the last one was published in 2016, and that 

can be found on their website. The company also 

employs social media, notably LinkedIn to 

highlight its green actions. 

 

Kilimanjaro 

Entrepreneurial project with a strong 

environmental, economic, and social impact, 

Kilimanjaro Environnement is an ecological 

company operating in the sector of the collection 

and recovery of used edible oils into biofuel, 

operating since 2008. Kilimanjaro Environnement 

works, under its environmental label “Eko-Geste”, 

with more than 2,500 customers in Morocco, 

including professionals in the hotel and restaurant 

industry, local communities, and food industry 

manufacturers. Kilimanjaro Environnement is also 

certified according to ISCC [International 

Sustainability and Carbon Certification] 

traceability standards, and opened its recovery unit, 

the first of its kind in Morocco, in January 2013. 

Drawing on its experience working with 

professionals since 2008, the company embarked 

on a test phase in 2015 to extend its services to the 

collection of used cooking oils and recyclable 

materials from Moroccan households. To 

encourage and simplify the citizen act of selective 

sorting, the company Kilimanjaro Environnement 

makes the “Eko-Geste Dari” mobile application 

available to Moroccan households (Eko-Geste, 

2021).  

Kilimanjaro collects waste products from a large 

network of suppliers. The company also aims to 

reach households, and raise environmental 

awareness, in addition to creating value from 

ordinary kitchen waste as well. The competitive 

advantage of the company resides in its large 

sourcing network of over 2,500 suppliers, including 

McDonald’s and KFC, from which the company 

collects used oil and transforms them into a 

valuable source of energy that can be used later in 

industrial operations (World Bank Group, 2014; 

World Bank Group, 2017).  

The customers of Kilimanjaro are global traders 

located mainly in Europe, and the company is 

currently focusing on developing its suppliers. 

They also aim to develop large industries 

producing fatty acids, including olive oil or fish 

acids, in addition to developing slaughterhouses. 

Consequently, used oils, fatty acids, and animal 

fats can be inputs for biodiesel (World Bank 

Group, 2017). 

 

 

GREEN MARKETING MATRIX FOR THE 

FOUR MOROCCAN COMPANIES 

 

After analyzing the green actions of the OCP 

group, one can conclude that the company applies a 

defensive green strategy in addition to a shaded 

green strategy (Figure 2). The heavy research and 

development of the company and its investments in 

making its processes more environmentally 

friendly put the company in the shaded green 

position. Nevertheless, OCP Group integrated 

green marketing in the right sense until 2013, after 

they were subject to heavy criticism regarding their 

operations. Consequently, their heavy green actions 

are the result of such critics, upscaling the company 

to the position of a defensive green. The purpose of 

such action is to improve the image of the group 

and gain a competitive advantage by such efforts. 

Hence, making the whole company take the 

position of an extreme green is a challenge, since 

the group’s operations are done through a complex 

value chain that provides a large selection of 

products to different large markets. 

MANAGEM Group applies a defensive green 

strategy (Figure 2). Such a strategy can be seen 

through their green initiatives that can be easily 

numbered. The purpose of such actions is to defend 

the image of the company that was subject to 

criticism in the Moroccan market. Furthermore, the 

company is not fully transparent, and this can be 

seen through the absence of sustainability reports, 

in addition to not disclosing its carbon emissions 

and water consumption.  

Lafarge-Holcim can be considered as a shaded 

green company (Figure 2). The group invests 

heavily in research and development, and they 

operate using renewable energy: in fact, all sites 

operate using wind energy, and the site in Tetouan 

was the first one in the world to build its wind 

plant. The company is also determinant in 

preserving water resources since their operations 

require increased water consumption.  

Kilimanjaro Environnement can be considered an 

extremely green company (Figure 2) since it has 

pure environmental and social purposes. The target 

market of Kilimanjaro Environment is both eco-

friendly and eco-conscious and it consists mostly of 

drivers. The supply and manufacturing processes of 

the company are innovative, and directly contribute 

to the environmental protection of Morocco, in 

addition to fulfilling the goals of the Moroccan 

circular economy, and at the same time, the 

company helps in elevating their partners.  
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DISCUSSION 

 

The Moroccan business atmosphere is dominated 

by big companies, with an increasing number of 

small and medium-sized enterprises. Groups 

belonging to the same industry tend to share 

similarities when it comes to their process of 

adopting and applying green marketing.  

According to the conducted case studies, the 

studied big companies in Morocco invest heavily in 

research and development, to generate green 

innovations, such innovations are related most of 

the time to the sourcing and manufacturing 

processes, and they target the environmental 

burdens such companies have on the environment. 

Consequently, big corporations in Morocco are 

determinant to reduce their carbon footprint 

through such innovation, in addition to reducing 

their energy consumption, by substituting it with 

renewable energy. The focus of big corporations on 

the environmental aspect of sustainability led them 

to bolster other sides, such as social and economic 

development. For instance, the OCP Group’s slurry 

pipeline helped in creating hundreds of permanent 

jobs, focusing on the implementation and the 

preservation of such projects. Furthermore, through 

such projects, large-scale corporations in Morocco 

became capable of increasing their water and 

energy efficiency.  

On the other hand, Moroccan SMEs and startups 

have their green marketing activities, through the 

offering of specific green products and green 

services that help in meeting the needs of the 

market in an environment-friendly way. Such 

companies help in achieving various environmental 

objectives through their research and development 

activities, in addition to their innovative concepts. 

Such companies also contribute to the economic 

and social development of Morocco. For instance, 

Kilimanjaro Environnement helped in improving 

the social condition of more than 70 Moroccans, by 

providing them with a source of income for more 

than 5 years. 

From the above-mentioned examples, the 

application of a green marketing strategy can help 

in achieving the sustainable development goals, 

through the positive effects such strategies create 

on the social and environmental aspects, in addition 

to the economic aspects. Nevertheless, the 

application of a green marketing strategy in 

Morocco is hindered by the lack of transparency of 

many companies that claim to adopt the concept of 

green marketing. For instance, there are not many 

companies, big or small, that communicate their 

complete strategy on their digital platforms, either 

through the website or through social media. 

Furthermore, the educational and vocational 

programs in Morocco are not oriented towards 

sustainable development, which makes cultivating 

younger generations harder.  

 

CONCLUSIONS 

 

This paper attempted to detail the contribution of 

green marketing activities in achieving sustainable 

development goals in Morocco (Alouani et al., 

2020). Morocco is one of the emerging countries 

that focalizes its efforts on achieving sustainable 

growth, marked by empowering the population and 

protecting the environment while taking into 

consideration the depleting resources.  

The first part of the literature of the paper focused 

on sustainable development in general, the 

sustainable development goals Morocco is working 

towards, in addition to the sustainable development 

plan elaborated by the country. The second part of 

the literature focused on the concept of ethical 

marketing, its principles, and objectives, before 

moving to green marketing and its most important 

components, in addition to the green marketing mix 

elaborated by Ginsberg and Bloom (2004), that 

differentiates between four types of green 

marketing strategies companies can opt of.  

The second part focuses on the four companies that 

were chosen for the case studies, notably OCP 

Group, Managem Group, Kilimanjaro 

Environment, and Lafarge-Holcim. The main 

environmental activities were detailed, to place 

them on the green marketing matrix. OCP Group 

applies both a shaded and defensive strategy, the 

Managem group also follows a defensive green 

marketing strategy, Kilimanjaro Environnement 

applies an extremely green strategy. Finally, 

Lafarge-Holcim follows a shaded green marketing 

strategy, focusing on the massive investment in 

research and development, with the least focus on 

communicating their green strategies to the public. 

The green marketing culture is applied little by 

little in the Moroccan business atmosphere, with 

more emphasis on industries that have the most 

burden on the environment. Also, more small and 

medium-sized enterprises are being created, with 

innovative ideas that aim to increase the awareness 

of consumers of environmental issues and spread 

the green culture. Nevertheless, there is insufficient 

financial support for such activities especially for 

small and medium-sized companies, in addition to 

the low attention, the educational system gives to 

such issues, leading to a decreased awareness of the 

green marketing activities in the Moroccan context.  

The concept of green marketing in Morocco is still 

in its infantile stage, which constituted a limit to 

the research. The lack of information regarding 

sustainability projects conducted by private 

companies increased the difficulty of finding 

companies that are involved with the green 

marketing concept.  
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Figure 1  

The Green Marketing Matrix 

Source: adapted from Ginsberg and Bloom (2004) 

 

 

 

 

 

 

 
 

Figure 2 

Green marketing matrix of chosen Moroccan companies 

Source: adapted from Ginsberg and Bloom (2004) 

 

 

 


