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Abstract

Although marketing science is an effective factor for humans to improve their life,
it will lead to problems if not going about ethical issues, the right way. Marketing
should be established on ethical norms. Green marketing is a modern approach
to marketing explaining both environmentally friendly products and principles
for all other aspects of marketing scien0000-0001-7137-5764ce. The green
marketing and the ethical marketing are different from each other which may
drop scholars into an ambiguous situation, if considered as the same thing. In this
study, a casual model was initially designed to describe Islamic ethical norms in
accordance with each component of green mix marketing built upon an ethical
infrastructure. Then, ethical norms were connected to each other using system
dynamics approach. Data was collected through in-library study and theme
analysis method. To this end, we used several interviews with managers in
vegetable oils and fats industry as the statistical population of this research.
Mathematical equations were formulated by Vensim 6.4 to simulate scenarios.
Eventually, results demonstrated that ethical management pertains to the Islamic
ethical norms. Findings were classified in 4 sections including valuable goods,
customer satisfaction, social relationship and accountability to distributors.
Findings also showed ethics in green marketing leads to an increase in market
demands, long term relations and buyer-seller profitability.
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1. Introduction

Ethics is generally about people’s behavior
in environment (Magrizos, 2020; Robbins
& Judge, 2012), concentrating on being
right or wrong (Arham, 2010), and also
helping staff to grow through an integrity
way (Amini & hamdi, 2018). Ethical
management affects business
organizations that are influenced by
market and environmental forces
(Baglione & Zimmener, 2007). There are
several investigations in the field of ethics
(Alhyasat, 2012); however, few studies have
been specifically looking at ethical
management in green marketing (Trivedi
et al, 2018). Some people think about
ethical nature of green marketing (Paco &
Raposo, 2010) while green marketing and
ethical management can be completely
different from each other and may drop
scholars into an ambiguous situation, if
considered as the same thing. To complete
the previous studies, we focus on the role
of ethics in green marketing. Additionally,
we employ a system dynamics approach as
the innovation of this research compared
to other similar studies. Further, we
address two main research questions: (1)
Do ethical norms in mix marketing lead to
market ethical management? (2) Do ethical
management lead to an increased demand
in green markets?

2. Methodology

We first took a qualitative approach using
content analysis technique to reach real
concepts. This method helped us to
generate entities and finding of the
research. Content analysis in this study
was implemented in 6 steps: (1)
identification (2) coding of the data (3)
matching the data with contents (4)

connecting the codes (5) refinery and
naming (6) final analysis. In this study, a
casual model was then designed to
describe Islamic ethical norms in
accordance with each component of green
mix marketing built upon an ethical
infrastructure. Then, the ethical norms
were connected to each other using the
system dynamics approach. Data was
collected through library research and
content analysis method. To this end, we
used several interviews with managers in
vegetable oils and fats industry as the
statistical objective of this research.
Mathematical equations were formulated
in Vensim 6.4 to simulate the scenarios.

3. Findings

Samples in this study were gathered in a
theoretical way and based on the concepts
derived from data analysis. Data was
collected through library research and
interview. Interviews were designed upon
4 main aspects of mix marketing. Semi
structure interview was used to extract
the contents. Eventually, 4 scenarios were
suggested: (1) there were some limitations
such as marketing and financial resources
deficiency; therefore, there were limited
demands for green products; however,
long term reaction indicated an increase
demand for the products; (2) higher prices
led to decreased demands while
calculations of the system dynamics
showed that fair prices will balance the
demand to the no-traction point; (3)
organizations affected customers using
advertising to control the customers’
behavior, leading to an increase in the
overall demand; (4) distribution was
rooted in ethical norms, covering a wide
range of activities such as hoarding and
inventory.
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4. Conclusion

In this study, we tried to demonstrate
the role of ethical-Islamic norms in green
marketing management, covered by the
components of mix marketing. We
basically assumed that ethical mix
marketing leads to an increased demand
for products. Ethics that may initially be
considered as a limitative factor are
regarded an approach upon customers’
trust. Eventually, the results
demonstrated that ethical management
pertains to the Islamic ethical norms.
Findings were classified in 4 sections,
including valuable goods, customer
satisfaction, social relationship, and
accountability to distributors. Findings
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