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University Kadoorie Method /
Ramallah branch. Where the study
dealt with identifying the effect of the
green marketing mix (product, pricing,
promotion, and placing) and digital
marketing as a modified variable on
consumer behavior. The study method
i1s based on a quantitative analytical
descriptive approach; the researchers
developed a questionnaire to measure
the study constructs google form
questionnaires were randomly
distributed using QR Code on the
university students, and retrieving 317
questionnaires. A s a Result the study
indicated that all study proposed
hypotheses were acceptable, the study
reveals that green marketing practices
positively affect consumer behavior
and are moderated by digital
marketing. In  Conclusion The
recommendations of the study
indicated the need to raise awareness
among students regarding green
practices and the importance of green
for sustainability, and furthermore the
importance of adapting green digital
marketing through electronic stores.
Keywords: Green Marketing "GM",
Digital Marketing "DM", Consumer
Behavior
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ABSTRACT

Sustainability highlights the
importance of achieving social
development, and economic justice
among nations, and as a result, the
importance of green marketing appears
in order to achieve a balance between
profit-making and the protection of the
natural environment and thus preserve
natural  resources for  future
generations. Green marketing can be
promoted through digital marketing as
a means of green application to protect
the environment. However, there are
few studies that dealt with green
marketing by studying the opinions of
students in Palestinian universities.
The objective 1s to identify the
moderating role of digital marketing
for the impact of green marketing on
consumer behavior through a field

study to survey the opinions of
students of Palestine Technical
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