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Abstract

The green marketing of modern portals that works to achieve safety in
the delivery of products and operations management, and focuses on
the production of a safe and friendly goods for the environment,
pushing the organization to raise the efficiency of their production
processes, so that reduces the levels of damage and environmental
pollution caused by these processes, as well as to avoid legal
prosecution leading to the payment of compensation to those affected
and to raise environmental associations and consumer protection. In
spite of these developments regarding environmental awareness, we
find that most people accept the consumption patterns of non-
environmentally friendly indifferent to the negative consequences of
that . This study aimed to test the Influence of green marketing to
consumers behavior and their purchasing intentions, where he was the
target of this research sample graduate students in universities
Sudanese . Used study descriptive analytical method, where the
resolution a key tool to collect data from non-probability sample and
distributed (300) questionnaire by recovery (96.7%). Through a
review of previous literature has been able to formulate appropriate
assumptions to measure that impact, (spss22) was statistically
significant data through treatment. The study results showed a
relationship between green marketing and consumer behavior, and the
intention of purchasing affect the behavior of consumers through
green marketing, but the rate influences vary from variable to another.
The study made several recommendations, including that there be ads
aimed at The importance of the publication green marketing to general
consumers proportion of consumers lack knowledge of green
marketing, do specialized and in-depth studies to understand the
nature and the characteristics and benefits of the goods and services
that result from the  green marketing approach.

key world : green marketing, , consumer behavior, purchasing
intention
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