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Abstract

Achieving profit and gaining the largest market share is no longer the sole primary goal for
brands. This objective has evolved to include achieving sustainable development across its
dimensions (economic, social, environmental, and technological), in addition to achieving

competitive differentiation over their competitors by adopting strategies and approaches that
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fulfill their objectives and generate profit in a responsible manner, while also considering ways

to preserve society, protect the environment, support the economy, and promote technology.
As a result, brands now rely fundamentally on marketing to achieve their goals, as marketing
activities are a powerful tool in influencing the audience, shaping their behavior, and guiding
their decisions. It is the medium through which the brand can demonstrate its role in achieving
sustainable development. The concept of marketing has evolved over the years from a tool to
increase sales to one that is more focused on values and community. The audience is no longer
seen as merely a consumer, but as a partner with values and emotions that must be taken into
account.
This new direction in marketing is no longer purely commercial or materialistic; rather, it adopts
a social perspective, taking into consideration the brand's long-term impact on society, the
environment, the economy, and technology. From here, sustainable marketing emerged as a
social activity that aims to engage with the audience, add value to the brand, and build long-
term relationships. It has become the brand’s ethical charter, guiding its decisions to consider
customer satisfaction, profit, and service to society, the environment, and the economy.
Thus, the survival and performance improvement of any brand, and the establishment of long-
term relationships with the audience, cannot be fully achieved without realizing this triple
relationship and the integration of marketing strategies to achieve competitive distinction and
improve environmental, social, economic, and technological performance. This is accomplished
by adopting sustainable marketing as a comprehensive model directed toward society to achieve
social, economic, and environmental goals, while also persuading audiences of the importance
of sustainable development and influencing their behavior, decisions, and purchasing
orientations—ultimately enhancing brand performance and achieving its competitive
advantage.
“dadial)

52 altiall (el peacal 3 cials Amaine Auai€ S L Lo S5 A Al CALaSY) 2l AalxinY) s
o Yl L ys3 ety Wy seen e B ree AiSa sl A Lall Lgardio i) Ay gul) Alai¥) b 53 Al
seanll e ) ae Caulii 5 S I ai g L) Gpaent I AS Ll Aala s i) Adliall Casnes el g asingll
(s saai T alasind 5 ol (e AlafV g Baaa Ay s bl 5 Al Ay IS 5 skl Jl 8 agilalial
sl (b bl yeaie Jiay A Ll (a5 Lty )l paind Glasa s AS Jlall lad (A (ealal) Jlaall S0 das
oyl Js daadll o i) 5o g e | jeaiie A Hlall lad ey ol AS jlall 5 seand) (Y1 AL sk clEde

o) AlSie coela L ey N DA e W ggand AllD SLgdal g dalaia) (sl 48 Ll o) 51 (sa

Dr. Heba Shaaban Abdelmonam Mohamed Ahmed Employing Sustainable Marketing in Advertising to Improve Brand Performance <Magallat
Al-‘imarah wa Al-Funtin wa Al-‘uliim Al-Insaniyyat <Volume 10 Special No.13¢« August 2025 1524



2025 (s (13) pals 23 - dlal) dadl) - Aludy) agladl g ¢y gidl) g 3 land) dlaa
(Moafs clhaad™ AN Jed g GAll g 3 laall) - e (uabad) (oAl jaligall

) e Bl) o ey B Gad) AlSda adli jdiad) Al

A8 el elal e L) Sty Loy (Sle W) 8 alaiosall 3y suaill Cals 5 (ay (S -9

¢ sl s AS Ll Cpr 2Y) AL sk A8l iy (o) phtiasall G5y guill Sy Ja-Y

$al e Al 3 300 (3a8a 5 AS Hlall B ) g 3 3a3 (8 pdlony () dpadi) i) 31alS alaiesal) (g gadill Sy CaS -

ragll a8

10 Gl o2 iy

A elal e lagYU i 38 e V) 8 alaieall (G gudl) Cals 5 )
el 5 ALl G 21 Al A8Dle (Fing 38 alieall (G gustll Canli 3 -

el icue A3l 3 30a (58 5 AS Jlall 3 e 3y y (8 Apal il 3100S alNiecal) (33 gl ablosy 38 -

&anl) Caa
2 Al ola A80e 38at 85 90 AS HLall ela) g alatoaadl gy gudl) fpu A83N ¢ guall clall ) Eaanll Cangy
; (sl Ao 50948 SIVEGPIN Gyl (e .

M‘ﬁm@uﬁuaﬁ “9.\3;4: "JRSJLASUJ%.AAJ. \U:LI

r&ad) dagia
Al e pite AS LI 131 (pmind B o935 ptinadll 3y puill &g i) A 2l JA (0 (o) el il oty
Al )01 Ay (e Y1 (8 phtioadll 3y puill phaind 5 a5 RN 3Ll (o (yiand Aol

1 Bl Y
:@‘M\ @Jﬂ\ @‘gg.h -
S g ¢(m 51 53S0 5 Toal Y Ao Lain Y1 5 Al Al ional) el o) e yo e AS Ll A I 383
O Al g aaiaall e s A0 saiat] a5 AS Ll Calan) g Aalaiud) Calaal cp g3l gl gaeat e
Al ) Y
bbia & gud ) aladiuly aile 5 ) seend) ilaliial 4008 AS HLall 48, pul) ol pall apdati g a5 g Jaylads -
Lo laial 5 L &) ghuse Claia apaii 48 5 " ) sganll i Gl 5 JSS aaianall oot 4 ghse Jaad ) 5oy
el Sieaall Al (3l Al L) el mie iy sgand) o (ppmend JME (0 bl
el gaall e ale JS5 adiaall cilaliial 348 lall cilaliial ) sgend) Clalial) o pead dh i 44yl -

Yy

‘AL..S}L“‘S‘“ C iS.\.m:'. Z:IJLAE"Y\J 4:\.GLASAY\‘5

Dr. Heba Shaaban Abdelmonam Mohamed Ahmed Employing Sustainable Marketing in Advertising to Improve Brand Performance <Magallat
Al-‘imarah wa Al-Funtin wa Al-‘uliim Al-Insaniyyat <Volume 10 Special No.13¢« August 2025 1525



2025 (s (13) wald e - pdilad) alaal) - dlady) p glad) g (53l g 5 jland) dla
("o claad" AV Jad g (il g 5 laall) - sde Gualeall (dal) aligal)
A e abSioal) (5 guadl) Slay) Galat - ¥

Js o duslaizdl Blaadl Gains Jos oo gl Blandl Gadin
dpfygund  Olxailpiwl  plasiwl iy g LS pin] plaiuionl
Jadiy dacloindl Eaill  jajed) esd9 daisl delaiwil jujad)
Slhoball Jds go shsdl Jglw Slysle gl dial) iy sne O lxiiol
dsylol) dgsloiz>dl Wl Gl Blisl) dslel &dlasg
salaisdlaedl

I o dyslaiddl Blandl Guias
) dadygund Olaadliwl alasiwl
o slaiiwdly plaimall §3baibil geaill
Jsasiillg goidll 35055 dalmall Olasinell

A e aliasdl) (3 il lay) Gk (V) Jalade
1Y) (A aldiall () gudill pualic ¥
i DA e ALl Jll 5 ool 5 e laia¥) sl ledal aiSay 531 JSY) Jlaall s alisall 5y gl ysiny
leie alaiusall Gy guill jualic aa g 3aaa o) sk 5 Aimae Ll

oMl S alsiwall G1gauill juolic

v ¥ ¥ & ¥ v
RN assal ssaanll e gl e
alazuall plaiusall platusall alaiuall platuall PI-"““‘J__ !

OOV 8 alxisall (5 el jualic (Y) Lakads

agladll e 35 A sl <l )l 8 AENAY) juleall ol gie s taldiesall (Gigmdl) CASSA) -
Ll g Geaddl o) omiiall sa el ) all 3LAS) 8 ) seead) @l gld Gualia sy ol gl o 5k 5 Alaiadl
ALl AEdAY) el ) El

calaginl g anadill A (e sgendl (e Baaae Gl Anilic g Aaldiie Cilatie il jaldiual) Ged) -
Ao ldy (3) s

Lo laia¥l s Al Lladll ae el 5 dpnainall Ll sise (o s il AS ) o) 31 caldiesal) g ill -
Sle Llaally Calsall Jlinl LEldle) e zs il 3 Al cilaiall aladiul s ol of i€l 5 Apaliay)
VAl <l )l MASY Ac il daddl) g iially ) sgenl) Cay ety Al

i) A (e 48 sl s 4Dkl s Aalivsd) dpatilly Sigall ) seandl Jsn iy pen ralliead) jsgendl -
A sl 8 Y gaay dglle A8 allaliind g 4l ) ae (38155 ADle) Cdlaa a5 el slaall 5 il
sgaadl s AS jlall G 2aY)

Lladl) aea g Ayl JSLEWN Qi g asle 5 ) seandl claliial s e ) i) sa aldioal) i) -
" elaall LB ae iy ulaall (g Ao sanal W gy oaill ALE 3 5a (g piea 5 TheLinY)

Dr. Heba Shaaban Abdelmonam Mohamed Ahmed Employing Sustainable Marketing in Advertising to Improve Brand Performance <Magallat
Al-‘imarah wa Al-Funtin wa Al-‘uliim Al-Insaniyyat <Volume 10 Special No.13¢« August 2025 1526



2025 (s (13) wald 33e - pdilad) Alaall - 4Ly aglall g () gl g 3 jland) dlaa
("o claad" AV Jad g (il g 5 laall) - sde Gualeall (dal) aligal)
AS el il (g Ady ey 1ag ) seandl L a sy Gl LS slull 5 JUadY) (e de gana sa raldical) dobadl -

_ZSJLA\CAJAY\‘U:‘}LZEJ\:(Sc@\ﬁa\)\)ﬁb&\eﬁcﬁ@)}dt;gh\@}
::\SJLA.“ e\w\ &}uﬂ\ Al ¢
Azm.\ﬂ\égm}@mj\émw;u)\ﬂ\égsﬂwﬁgd\ﬁjw\&hxdﬂ\w@u\;);C_:m\e\md\d.\}uﬂ\
calaa) adling A HLall Apdlil) 8 juall (Badaty ) geandl o5 83l )y Glaglaall JUA (e Baaa Anlay) SLS L

(Y alisall (3 sl

¥ ¥ v ¥ ¥ ¥ ¥ ¥ v ¥

’L“”"f" ol sby ij‘:_:’dl ol sl gl puudd | | ‘Jl“f‘tl il 5235 | | peall B3 §aini il Gaind

Jl‘-j"‘”" 3031 dbgb L Sledsll | | olslail ‘*"as '=’“:“ sl Glaal Léjyg dusyll | | uabliant
o9lly Djg ) . . A

g . lazawdl I asylall

Faym lowsl 9802l go Lol Jiehll s1all s3ea2dl Jsganlls 4zaizally ] 9] )

WVAS jlall altical) (33 gl Cilaa) (1) Lakada
1S Ll 1) a ggda -0
Y1 ALy gl G aldl 5 ALl 3 el 5 s pul) ) asaall AS LAl i 3L 5 Fule iy AS L 613) 3lat
Vit s Al ) slae A0 Gl ) seenl) ae

S Sdlg 139319 juailly dumdlisl 65a0ll m—
AU dossdl gl putiall ploi i cls
s9g02l) doyd ddLsly WLl dg=lgo Sl Lle 8)adll

A lall £131 o sgha (£) Jabaia
148 jlall g sl (5 guatl) Cp ASDEN ABDlad) -1
i N DYl sgand] Ly 5 il 8 5 4 jlall slisY] Cirgl Sy pand] g A8 jlall pltiasal) (s puil] oy Lo
Al 5 e ldia V) s Lobaiiy¥) Waalal IR (e dalainy) Je 5€ il 5 dofaival/ Liaiil oles/ (Gudni o8 ¥gad IS

MV o8 () 5l g Ao 513N

Dr. Heba Shaaban Abdelmonam Mohamed Ahmed Employing Sustainable Marketing in Advertising to Improve Brand Performance <Magallat
Al-‘imarah wa Al-Funtin wa Al-‘uliim Al-Insaniyyat <Volume 10 Special No.13¢« August 2025 1527



2025 (s (13) wald 33e - pdilad) Alaall - 4Ly aglall g () gl g 3 jland) dlaa
(Moashy claad™ AN Jady Gilly 5 laall) - e Gudbad) (A gall jaligall

S Lall 5 plrivsall (G gusil] (o DN 48Dled/ (©) Jadadia
1A jlall e1al il Alladl) alxiosal) (3 gusil) Cllani) jind -V
0 Aalia (B gt bl il YA (e sl a5 il ) ae oSl L el ilaad IS L) 4a 53
e Sl i) oda daini s ¢ ggeand) o M) Aygh ClBdle Uy ) Caagl s Ledlal (e Cpen g AS lall DS (4
lgia s e o1 3 5 ApaliaiBY) 5 Ao Laia V) g Al Sladl) o) 5 il jlan i

as)lall £l G dlaall plaiaall (G2 ganidl O lazadl pianl

v v

s ] N o Gigand <.
ol slazedl : " -"| Adladdl 2o Jelaz)l .\: \ 3 kel ?'_ :szl‘ @lysleall Ssine . *‘S-“T""
sagadl sl didlasaslly 2oixall dolax \ deaaaidll el duiglasdl i:lﬂ:..dl | s, niall

ALl £ 13) Cppuatid Alladl) alfieal] s geadll il il (1) Jakada

Aran jm Las caaly iy A Al aainally ) seand) laliial Gu genlls 48 dial) dagdl) Jo S8 -
AT ISTYEN P PRTSIPRLgIN

Lladll e Clegbea il 4pdle) Cllea 2l A (e daldicall Apailll g A lal) (s gian (Gl -
AS el alaivsall 3y sudll J3A G (oo sl 3 a5 Aalia) 5 Al 5 dnainall

Ly dpelaia) Wil i I8 e A sSall Cilangall g Al o 4815800 ar daigladl) @ljpabal) -
Adle) OBl A e leda e Jaall 5 aals Apaliatl

Je il 5 eyl e Al Adle V) Cleall IMA (e il sulaall CallSs Ll 1 pad 1 oY) aladiiad -
o) dual gl dilu g Gk ge dle IS4 ) seand) ae

e Llaall 8 Laalusall g Lola®y) 5 Do laia¥l s Ayl AeliuVh ) seanll o i A8 cdlaad) -
VA Y OBlaall (315 e ddlaiwY)

Aall 5 jlall o) gall alascind Jlii sy sail) sale Y AL 3 se aladiind A Cpe rdaldinead) ) gall o slaisy) -
Callal aladiind 5 2LV Cadla) Cpmand DA e ) 31 Juli 8 sl 3 daliasall claiiall (3 gusi g
b shie Ll

Dr. Heba Shaaban Abdelmonam Mohamed Ahmed Employing Sustainable Marketing in Advertising to Improve Brand Performance <Magallat
Al-‘imarah wa Al-Funiin wa Al-‘ulim Al-Insaniyyat <Volume 10 Special No.13¢« August 2025 1528



2025 (ubi| (13) 0ald 22 - jdlal) Alaall - byl o glall g gl g 5 jlend) Alna

("o claad" AV Jad g (il g 5 laall) - sde Gualeall (dal) aligal)
a1 oSl 5 Apalaii¥) s Al Ao gl Ol acdy 4y Aadine Llad i raadaall ae Jeldl)
oS b st A A 5 ) seandl e )y claliial e Caadl s sgaad) ga Jo Ll il jaluall B AS L)

Yo

-

3 sall 5 ZUEY1 Jal e U Aozl s Glasleay ) seanll 48 JLie A (e 1aguadl) b Adlaaall g 430N -
gl Jals g Agmadall 3 ) gl aladind 5 chaddiinsdl)

Claia sk Jie sk ol oY) 5 Aalaia¥) G g 3 5 Siall J shad) aladiind ;A5Iaad) g aldiual) iy -
claliial b &aa Jsla gy shaill 5 SV 5 bl HEY) G485 8 ac Lud p Al e Ladlad cllaxss f
oseanll

Giad Jal e skl 5 SV 33l pail) y Bagadl lle ilasd g adu ol Basad) o slaiey) -
o9l Ay ad Gaeadl Bpaall okl e slaie Wl Juadl i A1 J guagll g 535l

:MY‘M,UE&MY‘MJ:\SJNUJM‘Q#&M\}L}ﬂ@e‘w\&M\J‘gé-/\
Ll Lpaaly ) seandl o 5 2 35 G G155 S lall 438 sutll Claal Y1 (e Ll e 3 ranaal alaiasdl) 5y ol

ALl 5 em et Ml g oY 5l 5 2G5 B ae by Laa ¢ sgandl ge 2aY) ALy sha g

ds;ladlg yggezdl (u dSMall jujai Us ?IMI Sy vee | BY )

¥ & & & & ¥ 4 ¥ ¥

o siall | |, 292> NN _Jetad! s sl Gaiing | | sdoll jajas anizs el ke jus,al dal sy

T e dleal duind| | g | | Uil 8 delatuadl) 1T oy Lablall . " Jegazdl il asll

223 iSyLadl e 232l Juz i cainall il G ' FRIS 19402 . 9
s9gaxl 2980l 0o

A jladl s ) gganl) 4BV Gajas (8 altical) (gaguidll 43 (V) Jakada
M Al Walii ) ST seandl Jrag (o) gldail any Lae e Laia¥l
e gl A gl Ll Coon deadll ol oxiiall ey ol 1408 gudil) AndiY) grand (ubadS ) ggandl e a8l -
& oseaal) A8 e m Lea A AN allS sy ailalaia) g 4ad pgd Jadid () 8 seandl maal s
N Adlaadl g 48880 o o 2V AL gl A8Me ey L ages s AS Ll
Lalaiosal) dpatill Calaal a8 AS Hlall Adle V) Clleal) dablise (DA (o 1Al il alga paina el -
* el e Jaai (5 o agman 1 A8 508 CBles Gy ok o ak el ) seenll Gl

Dr. Heba Shaaban Abdelmonam Mohamed Ahmed Employing Sustainable Marketing in Advertising to Improve Brand Performance <Magallat
Al-‘imarah wa Al-Funtin wa Al-‘uliim Al-Insaniyyat <Volume 10 Special No.13¢« August 2025 1529



2025 (s (13) vl 232 - Jdilal) Alaal) - Aludy) aglall g & ol g 5 jlandl Alaa
("o claad" AV Jad g (il g 5 laall) - sde Gualeall (dal) aligal)
Lid iy Y seenll maal Cun ) seandl 5 AS Ll (i ible Bl ) I8 sk oo 1 aklall Yl e -

VIS8 5 agilaing 5 agad (et 3 AS el (e o elle 835 COlD Cilatia e

Lalaine il jlae i 30k (e Lepmdlia e A8l Suay o) alvicuall 3y suil] oSy 1 ndlill) Spaill 3a3 -
" dmaiaall A g pnal) ledal

8] (panali Aol e Ciladl il ALl 5 35kl e 1dashall el e d8Dal) 8 dalaia) st -
pedaay ) gLl aey s A8 5 41aa e AailE Aol iise ABe £l 8 anlis Las chpndinall 4 5 sl
AS L) s

Llad a0 IO (e A8 Ll s seend) o Joal sl 3 3my aliosall (3 guall cdpmaiall ASHLaAN 5 Jelall -
Cre 2 Adadal) o34 Al 5 Agmainall ol paladl) 3 AS LA ) ) sgenll 5005 Lol 5 A g Ao Laial
Leia ey adly o i AS Ll e ) sgandl Jelis

Lol 5 e laia Y5 Al Wil saaad) Jua) slaia) 2 55 0 seendl o paall daal) clalial 45 -
Aaldisse il jlae 2 A AS jlall Laes ST aglen 4 gl il

Openi s aglal o Jend ALl O ) seanll Gl Jpa 55 IS (e 148 Jlal) 8 Al L3 B 00 B8 -
TAS el sad ) sean) il e o il o) SV lalasY) uad s gl Jaay ) seanll g U815 cagila

Laltinal) datill dlag) Ble ) po JOA (e ) seaa) & jad e 35k (e 1 sgeadd) Ay et B aial) Cppeadll -
S pia dglee b don o iS5 ApaliaB®) 5 A laia¥) 5 Al Wliadl) ad 5 4 jlall ae 4831 8
Y sl A0 a0

3l A< Lall Ly guill 1Y) e alaisall (3 puiill Cilinil il Gadai e eaia 53 Jalada ppancly Ll Cadls
- D) @J e 7 D Cua_,; (a.m.\.a.u
)}M\jﬁjw\wMY\%ﬁﬁMyFJ:’\s‘}d‘c\d\uﬂ»&f\}@hﬂ\sﬂ\

Dr. Heba Shaaban Abdelmonam Mohamed Ahmed Employing Sustainable Marketing in Advertising to Improve Brand Performance <Magallat
Al-‘imarah wa Al-Funtin wa Al-‘uliim Al-Insaniyyat <Volume 10 Special No.13¢« August 2025 1530



2025 (s (13) wald 33e - pdilad) Alaall - 4Ly aglall g () gl g 3 jland) dlaa
(Moashy claad™ AN Jady Gilly 5 laall) - e Gudbad) (A gall jaligall

ss4a3ll Glblally gl

gaizall b dS)lall gusg a8, Lal lanl

ol siuwallduyll Gans e obaidBlanl
slal ’

alatuall |3 el sl
i relesillanl

lasl

JHAJ.JHA&J 4"- J,’uujl

dol sl duaiidl slal Gadini §oee F'.' I
aSJLﬂ" 51.\' LH.IM:I. dlll

wed el
eed diliaall dagill

l...} bagall
dun i)l 8jgall s

slgall le slazedl
dol iausall

»ehilly )Ll
sakuall

5y Lal) 3031 dgh disls
19403l go

ALl i gl 61Y) e altinaall (3 guill ilinil i) 3kl Aleld (A) Jakada

Dr. Heba Shaaban Abdelmonam Mohamed Ahmed Employing Sustainable Marketing in Advertising to Improve Brand Performance <Magallat
Al-‘imarah wa Al-Funiin wa Al-‘ulim Al-Insaniyyat <Volume 10 Special No.13¢« August 2025 1531



2025 (s (13) wald 33e - pdilad) Alaall - 4Ly aglall g () gl g 3 jland) dlaa
(Moashy claad™ AN Jady Gilly 5 laall) - e Gudbad) (A gall jaligall

-4 dasl) A Aty

) 2all) Aalaial) Lpaiil) Slayl axd dalle IS el dalaine 4l Clea (e z3lad T ALl Al all J gl
ASlall elal Gpand (A alaiadl) Gy gl )50 e o sl Tagluil A lae 8 (oo lain¥) axd) -galiaBy) el —

il ) Yl

Jo¥) Zagalll
" ‘, > —\" a :

ACCESS TO CLEAN WATER IS

NOW A REALITY IN CABHONA Boond Boond s ghada DS GROUP

drnkirg wales s o) A d
- .,A- l T —= PRESENTS SCAN
: FEATURE HERE TO GET AN
FROM EXCLUSIVE
FUTURE SNEAK PEEK

(%) (") )
DS Group A L)
"SaveTheFuture" ALaall pnl
i) alal)
YoYE g0 g )
o astilly Al ) anill Ll JEY) ledal 5 Adnll JiaY) aladiad) sl o sl ad aagll

Al i) Jladl ) e Jaliad) Zeal

4 ey Je il ) seenll (S Eua ¢ (AR)Jral) @) ol 4 de sudae e ) Crardiiul Loy A gl
Uls 5 20l H5a dend Jifiall & Cila o285 ) sea (a2l (QR) dagad) i)

Jeale dalaad) ple

oya gl 4aie e (QR) Ao Alaiu) ey el ") ddaa™ ol sing
oA (e Lo Lalaal) 5 4l

1Y) A Ay Aaad) cand | Aaall plad ulaa

crd

Sl (3 ) el daii e ) s e SIS e 1l LS o L)
Jua¥) e ) ) sanill jUadl aca 55 dblly alaia¥l & ol @b 1Al 50N o
Awalall
delii 33 Lae ¢ shaddl (e a5 mall a8l 5l man (b ol g3 aladia) EG o
ALl e sgenl

Dr. Heba Shaaban Abdelmonam Mohamed Ahmed Employing Sustainable Marketing in Advertising to Improve Brand Performance <Magallat
Al-‘imarah wa Al-Funiin wa Al-‘ulim Al-Insaniyyat <Volume 10 Special No.13¢« August 2025 1532



2025 Cubaus (13) Lald 235 - jdilal) alaal) - Al o gladl g ¢ sl g 3 jlandl Alna
("o claad" AV Jad g (il g 5 laall) - sde Gualeall (dal) aligal)

ahxinal) Apaiill sl i Al e Lliad) o) seand) puadi s aainall il o
A el Jila ) DA e

Do Laa calaioall dpaiil) alag o) s 2aall y Al aedl G Adle W) Alaal) Canad | gd B daldl Gy
u.\.a}‘\_x;x.::tﬁmc cb;)ﬂﬂ\@)ﬂmh\m‘w\é...\sﬁ‘;.su)}d}%)w\ﬁ)}m gée‘M\ &M\
LSl 5 A8 Hlall o1l Ganns ) (5053 Law JalSiall idalall 5 (5 ol L8 DA e AS L) | AS jLall £13) Gyl

1 ALY 3 gall)

bottle

up to plant-based
recyclable bottle

redesigned plastic,
recyclable as ever.

() (")
Coca-Cola as L)
"PlantBottle" Laad) and
S Y sasidl by all)
2021 ) 2009 g
OS5 Silala ) Uy Adatl) A SN 5 GLiudUll aladiul Jli A (ha (Aaal) & glil) (165 aagl)
Aalxial ) AT e ) seandl auaiig Al Aaa
Osodli cdle] o Aadey) dduu gl

e laia¥) dual il Claia g e Y @bl ge o Ay clidle) o

,Adall (SLY) 8 (outdoors) A s cilidle) o

Clala 3l alaaind Al 31l maa sl (CBlaall g Caaall 8 A gae Ldle] o
A A sall e Ao siadll

peokad AS Jliay el Cus (e ldia¥) dual ) Jilus e cpyisalh SlDel o

sl L i O (S gy il o

Dr. Heba Shaaban Abdelmonam Mohamed Ahmed Employing Sustainable Marketing in Advertising to Improve Brand Performance <Magallat
Al-‘imarah wa Al-Funtin wa Al-‘uliim Al-Insaniyyat <Volume 10 Special No.13¢« August 2025 1533



2025 (ubus

(13) wald 33e - pdilad) Alaall - 4Ly aglall g () gl g 3 jland) dlaa

("o claad" AV Jad g (il g 5 laall) - sde Gualeall (dal) aligal)

Bl pekd & Al dgall (030% e de siadl dalal 3L @iy
Al il s S 3 gall Jlatiad) e 5 50l Casal dua (ASI100% o oSl

aude Y 5_salf

t ) (B Ay Alaad) Ciand
i Say Ablae g VSIS lalajl sa Genaly Ol g mad) 8 .
VSIS ahiinl g sgendl G oo sl Bl A Caad Aleall rd) AN
lals 5l delia 3 dalaiod) 4500 ) sl
gt s e el B seend) AL Laglsil aladiu) EE .
ol Ly sa s dlaadl ) Ll 05 pndy aglan Laa 0 igalls CliDle)
) ISV 5 Al 5 SEy ) sgand) alain) adi )z aaiaall A

Lol b ulaa
ey

O B Clala§ aoieal IS (e Aalain¥) 5 SIS G aeadl 8 4Dl V) Alaall Canas
Aflaadl o Aaild dalaine 480 oLy s Al aed 8 Ll 1 50 3Ll ol 5 il o) 50
A all YUY a5 Tulaad Mol BIA Laa ) sganll ae dilisll

298 ‘;A :\:\;Lm téiJ
gé @\.ﬁu.d\ ‘5534.435\

A jlal) £13) Cppena

éabaﬁ\!\ dal) QJU

s G 73 gall)

THE BODY SHOP. THE PONER 19

OUR TARGETS BY 2020

2

ENRIC:

RICH
NOT EXPLOIT-
i cur )

ENRICH
NOT EXPLOIT

SRS (It's in our hands)

g

S

THE WORLD IS IN OUR HANDS

(")
The Body Shop as Ll
"Enrich Not Exploit" Alaal) auil
3aaiall dSLlaall ald)
Al Qi e Ldle 40 50 Aalia; 2016 e gl
sl Baley ALB Cige aladiuly dapdll 3jigal o Bliadly daluiuy) e iagl)

Jadad g cOmlaal) Cpe ) Jal) e alAd) 2) gall o) jdi sl g cz\a\ﬁuuclﬁ! Sl jlaa pokig
el Laidy)

Dr. Heba Shaaban Abdelmonam Mohamed Ahmed Employing Sustainable Marketing in Advertising to Improve Brand Performance <Magallat

Al-‘imarah wa Al-Funiin wa Al-‘ulim Al-Insaniyyat <Volume 10 Special No.13¢« August 2025

1534



2025 (s (13) wald 33e - pdilad) Alaall - 4Ly aglall g () gl g 3 jland) dlaa
("oashy claad™ AV Jady (il 5 laall) - e Gudbad (Jgall jaligall

el dual il a8l 5o e 30 ) e Y) o ey dduw gl

ladiall il Sl Jaly (ia jad el @dgall e SLBIE) 0

LIS 5 ¢ Sl anl) e 3148 play Cilatiall (1 je (B it o3 Cus AS Ll jalie
Alaall ) jalae 8 jaliall Jala s jiea

Akl JAh seaall o g 8 ) plia g Ao g GUBle] o

Aleally (ali aranas dua 5 il Cladiall (e 83 5250 Fi 33U) @

M) b 1 L) pria gig (Al g S LaiaY) BLEL g g el (e (Cp AS jlal) el ey 5 sil)
(i) (S 9l g Alaall Cranali g dzgahal) g ) ggeanl)

1) B AleY) Uaall cand | Uaall zlad  ulea

il Lebe g dte Ayl 2l Al e i gea Gaal (oY) igmadl LEA o Ldey)
oY) sl dgilan Aalxial) e Jxi ) s

s pend (Jae (e b o Jpanll o (alidl saclue 1gabady) LA
il ALa®BY) aca g Gulaall cpe ) jal)

sale) aca i) o cilatidl i olad ) seandl oo 5 (5 5iue ad ) 1l il o
Ciladie delia b Al U &l aladiu) deldll Jaall ey & el
el

e 3l A et DA e ALl ) seanl) G ible Lt ) GIA 1 aaiaal) il o
sl SLat8 5 A5l Lgaen

Lo laia V) Alasdl 5 Ll oot Lal 3301 JiSTAS Hlal) Conaald 238300 5 ) guall Gauad 8 acls | g8 B sl

A8 jlal) £ Cppa

1A el

(%) () )

APPLE FEg]

Dr. Heba Shaaban Abdelmonam Mohamed Ahmed Employing Sustainable Marketing in Advertising to Improve Brand Performance <Magallat
Al-‘imarah wa Al-Funiin wa Al-‘ulim Al-Insaniyyat <Volume 10 Special No.13¢« August 2025 1535



2025 (s (13) vl 232 - Jdilal) Alaal) - Aludy) aglall g & ol g 5 jlandl Alaa
("o claad" AV Jad g (il g 5 laall) - sde Gualeall (dal) aligal)

"Shot on iPhone" ELPEN I

s Vo o I 8 Cuia e 5 A0S 5aY) Basiall LY ) all)

WA Y0 e f il

A8 358 g geaill (A das ) oS <)) haill g iPhone 3ea) (o 1usalsl B8 ) aagl)
A i) ) gem ) ol (galall ) sand) (o L) JDIA (e geilally

.(outdoors) 4> Ja cldel o ey Al gl

LOs2 et Gl:: b adle) OMlas o
#ShotOniPhone CU..»\A e\.:ﬁu\_} GCLA.\;‘}” Joal gill liata ‘:Jc )’ DE

3338 aalie 51481 2 535 ) sam o) gus Alall | palSH ) 38 yim jal

) A Ay Aaal) Caad | Aaal) plad ulaa

Dl Al 3a5ay g1 alalia ) Al 2 i ) gem ey (DoY) g ) EA o Loy
.iPhone | xS QLS

AU allall elasl Calise (po s g2l 5 ) guall (5 sina il 2 galaiBY) i
& 4 e el jPhone Clanall ad ) A Cuaale WS diladl dalod) e
aellect (e allall J a0 ) sl (e clial dua jall Aali) ¢y gual

Laill 4ally Aalise ClE ) Jgo e ysma (e A (e caainal) 5N
Jsa Adline QS e b i) s S W) (8 ) pall (2 )0 5 seaill (8 ) sl
Al

e Bl 1A 5 el SLa®Y] acd pe orainall Jeliill 3idas 8 40ke V) Aaall Ciani | g0 B Baldl gl
3 5 Adlaadl)l e Al dalaiie Ae ol Claall 33k 55 A8l e claWU 51| ASjlad) g8 el
sl aa

Dr. Heba Shaaban Abdelmonam Mohamed Ahmed Employing Sustainable Marketing in Advertising to Improve Brand Performance <Magallat
Al-‘imarah wa Al-Funtin wa Al-‘uliim Al-Insaniyyat <Volume 10 Special No.13¢« August 2025 1536



2025 (ubaus (13) wald 2xe - jdlal) alaall - Adludy) o glall g ¢y gl g 5 jland) dlaa
("o claad" AV Jad g (il g 5 laall) - sde Gualeall (dal) aligal)
Sy ayl) G

rowalAd) GSJA..\S‘

MILBAT ngo | /
it <9

(%) (") ()

IKEA 4 jLall

"This Ables" Adaad)

(M) YY)l e LS 8 dpalle Al ALy

K g

Soisdal ) SIS Glaell e aaae by GBI 8 68 JDA (e ABle Y 6 53 palaiY) acs aagll

8 shasall e Aleal

Aleldig duad, clide) - ey Al

Sy Jual sl adlga o clide) -

Laladiiadd Gadd oY OSay Cuag anll gl o Ulae apanatll cilile ja5 -
LAy A5 gie b g

LY aladial 488 ~ 531 LS jalia A(indoors) Adils clide) -

il sraa () s s Agale GBI alasiinl 8 4) glae A DB Y (5 93 (e palad) (Ohe Y1 ekl audley) 5 sall
s dagntl LSl (e 2l V) 4500 4580 Lgte Lla (Say Adagun 5 450 ldlial st laaey

t ) B DY) ddaal) caai | ddaall plad ulaa

Bey) 50 palldY Hpas Glapud gae DA Gergaad EE) ey
Al s Ags Bliny g latud AN CUEY () ey

Al Y (5 53 alasY) (e el Bla G 3 ALl Craalu e ladiaY) A .
Cppaniai s aladiu¥) 8 A sean ST Y Jand Alad g Aasass Jsla 5 58 IS (10
ainall 8 A8V (5 5d clalial

deLdall 4085 DA (e Y ada ke Sl IR (g Lin gl oSSl aladie) 55 o
Aaay) AN

Dr. Heba Shaaban Abdelmonam Mohamed Ahmed Employing Sustainable Marketing in Advertising to Improve Brand Performance <Magallat
Al-‘imarah wa Al-Funtin wa Al-‘uliim Al-Insaniyyat <Volume 10 Special No.13¢« August 2025 1537



2025 (ubus

(13) wald 33e - pdilad) Alaall - 4Ly aglall g () gl g 3 jland) dlaa

("oabs ciaat™ A Jady ol §ldaall) « e Gattudl (gl saipal

Lae cclaiiall 8 dpelaia¥) clalia¥) xe ool oS HISEY) ety 43e V) dlaall) Ciald
Giaval LS ¢ geandl A8 ) )5 dalaiiall dpaiill (gu8a A e 929 ASHlall 3 ) 0a § e

Leint) il (e 5 3aS Ao laia ) Aalaind) ae . 48l

J8d 4;3 Aaaly) (éiJ
:&SJLAS\ £13) bt

SUTE s D oBmIM O

No filter should tell you how o I

|
94% POSITIVE SENTIMENT o

4110 MILLION VIEWS

S

:u.ndu‘ GSJA:\S‘

Dove FEgAT
"Turn Your Back" Laad) and
saial) ASLedll al)
Y.ovy gl
i e Janiy colaill ) gem e b Jaanl) 5Dl agsa (531 ol il dga 5 aagl)
Claaia Lo S IS8 axdiud il dpad ) Jaeatll 58 aladind ge Ca gl e sl
eelain! Jual il
. (TikTok)hwlad iaidl o Aoy Al gl
Jiads DN mb, el g ablie LA (Influencers) crisl aadiul e
ASHLad) e ) sgenll
b elaa¥) Jual gl claie Jef#fTurnYourBack zLildl Jmé o

S"Story" s"Reel" 3 mal Cla o

o) el L 5gda 8 plaby sliall o g 2 Laidaiae Lllen jedae Lgaiay ild anainsi 5Ly gaadll gy
M‘ﬂ*;}ﬁﬁ\@hdﬁuﬁgw\@;ﬁﬂﬁ}mgs

Ldey) 5 il

1Y) B ey dlaal) ciaal
A ) Jaantll i aa el geny saad adalia el dleall 1 uaall LAY

[ ]
A Ja g adall Jlaadl ae a5 4 jadat Jila )y ae
e canhll Jleall Jii ) sexi 8 Al ) Ceans dlaal) 1 olaia¥) il

FU) o ) seend) Alead) Canand LS 4 30 Jlaa e (o Ty I

daal) zlad s
Lavey)

Dr. Heba Shaaban Abdelmonam Mohamed Ahmed Employing Sustainable Marketing in Advertising to Improve Brand Performance <Magallat

Al-‘imarah wa Al-Funiin wa Al-‘uliim Al-Tnsaniyyat <Volume 10 Special No.13¢ August 2025

1538



2025 (s (13) wald 33e - pdilad) Alaall - 4Ly aglall g () gl g 3 jland) dlaa
(Moahy clpaas™ AV Jady il g 8 jldaall) - pde (uabead) gl saisall

es M Ble) 3 jme (0 o Aleall Jan Lee 3 SAl Luiil aga (ald (5 giaa
Aeldial

deii e dadll B seenll al Lol aladia) i

Gila b UL celaial¥) Jeal gl Glais Je#TurnYourBack zliilel)

nn -

"Story"s"Reel" & uzd

oe kLAl anliall L jlaes pxainall Lgid siua s 4Ll LS 3y 323 Ao dlaall el | g0 B Zald)
Dseendl e Al 3y5e3 o celaia¥) Jial i) 0l se o dlaall il seluy cdleal) | (B aldiual) (g pudl)
Adlaad e dald daldiee 2e el Clanadl 3305 2SO e GlagYU i Lae | AS jlall ¢1a) Cppead

Adladll

:w\ a.mb.ﬁ\
b plaisall (3 sutl) Ciladl i) (3adad ddlide dalle S el Agdle ) zalail Aldall Al all 5 4y 0l Al Al any
a5l 5 el umdll el Y1 e &y peadl” OR" sl A4S al da i 4dle ) Ciliiale ¥ avaaly Bald) cud (SleY)
s "daadl Jife o) pmd oy )"Adle ] 3 ey SLaBY) ac iy ainall g Ll o) 51 G Aalaisdl) ey 3V gas
Opn o) U B LSINI g W s dlaa ol dpegada o) ge aladia) e daldiceadl 3 gal) (Gasdali o) padll ol 3Y)
83 gall Gy LSkl ¢ i e CaSlgiual) auandl gel 6lill 5 5 jlall Clilan¥) Julis ¢ celDgriny) Jalail Alsy) el
Jshal 5yl a1 3 ALl

1Js¥) g galll

weclpai clyji
Laai Jui

« \
2lgo %100
lgayini sleo

Together to preserve the environment @il Gle abislaall laok

Dr. Heba Shaaban Abdelmonam Mohamed Ahmed Employing Sustainable Marketing in Advertising to Improve Brand Performance <Magallat
Al-‘imarah wa Al-Funtin wa Al-‘uliim Al-Insaniyyat <Volume 10 Special No.13¢« August 2025 1539



2025 (uheid (13) Uald a3 - pdlad) alaall - 45Ludy) aglall g ¢y 53 5 3 jland) Alaa
("o clpand™ AN Jsdg Glll g 5 laall) - sde Gadbd) (sl jadsall
:g.'am\ GSJA.U\

...flp.bi :|..|Ji
[hciir)acs

Together to preserve the environment @il Glc abslaall laok

=Gl GSJA.U‘

Together to preserve the environment @il lc aBslanll Lokt

sand) il
L@;AJ}EJ&J;QQ#‘)M\&ZQLSJM\Q&;)M\ Gle g Glaliial J}HJQLSJLA\O:HMLN\SM -
ZSJLJ\ e1al aal g JJ.@.A.AM & Y Al g clEdle ol Cargs E\SJLAS\ Gilaad) i &
dlaaal) ALEY Ldle V) LgiDlea A aliuiall (8 gl laal yin) Saadad (63 5k e AS Ll ol Cpaat Sy -
Apndinall L s 5use (Bad s 403l 5 ) guall Gauad

Dr. Heba Shaaban Abdelmonam Mohamed Ahmed Employing Sustainable Marketing in Advertising to Improve Brand Performance «Magallat
Al-‘imarah wa Al-Funiin wa Al-‘ulim Al-Insaniyyat <Volume 10 Special No.13¢« August 2025 1540



2025 (s (13) vl 232 - Jdilal) Alaal) - Aludy) aglall g & ol g 5 jlandl Alaa
("o claad" AV Jad g (il g 5 laall) - sde Gualeall (dal) aligal)
Lo laia¥) 5 Al Llailly Guaigall (e ada ) sean ada A jlall (S aliiss (5 gl i) yiad DA e -

odi Amams sl Jumiy Jyshall saal) e paill s ol peisd) e 48 el ae by Lo clun o iS00 5 daloaiy)
Lol s sl ISV

Gann Aalivd) il sla) gen Jodi AlalSie deltine dgd Shag) jial A L) S g -

) Glua ¢

A V) EBleall IR (e Ay gl Leilns] yin)
A giaall s Fum 1) o) sl) 5 Al Lt aeal AS el Aol tivaall (3 gaall ol jind LA Bled ja -
AL 6 Gpeatl Y gea s seandl Lia g dnaingl)
Gl (B AS Jall )50 e A1 N agdl i) LA A4S 5 Gy gusl) B ALY Jsn Hsgenll e B s pm -
Aalaioal) daiil) alayl
elal &l ydipe aladinly dyshall 5 juadll gadll e seanl) o dalviveal LeiDlaa Y A Ll Ll 4l -
AL ehal Gt apil lagsall 330 55 ) seand) Liay Jia
ral all
s 2l A3l aal ya Y
slia o — "5 palae Cildadai g LWLaad"; (Yo 1 € )il 2o Gea )l e (Ul ae ol puraall 5 udll - 1
VoA Lo plee — a5l y yiill
alnusur walsaghir, ayad eabd alfataahi, eabd alrahman bin eabd allah) -1

2014(:"gadaya watatbiqat mueasaratin" - dar safa’ liinashr waltawzie - eamaan

-s 158
Slee —g il s il el s Msanaiall AUl 5 Sy el g yall (Y ) 0) dygl Ll Jia s s Sl el 2
W e

thamir albakri wahadil alsharawia (2015): " almazij altaswigiu waltaagat -2
almutajadidatu”- dar 'amjad lilnashr waltawziei- eamaan - s 11

& dpelain¥) A guuall 5 Jlae W1 @Al 5" (YOI Y) dida s ) ) seaie dese el gkl dilhe AlA -3
sl aisall — (Al lae (§ s (8 A el Ao liall S Sl 8 dyilage du )2) Apudlinl) 3 jaal) 3l
Ve — Ol YYIYO — 5o )W) — a5 daals — Jlas ) 3 130 4081 3

"

-3khalid eatallah altarawanaha, muhamad mansur ab wajalil (2013): " 'athar akhilaqgiaat
alaiemal walmasyuwliat alaijtimaeiat fi tahqiq almizat altanafusia (dirasat maydaniat fi
alsharikat alsinaeiat almudrajat fi suq eaman almali) - almutamar alduwaliu althaani
likuliyat adarat alaiemal - jamieat mutih - alardin - 23:25 nisan - si16

o sl AST ALY il jall Alae ~"Aalrieal) dpaiil) sl (Gaiat) AS alxieadd) By pudtll "i(Y 0 ) £ ) sad dpalis -8

VY'Y - pan- ) 2aalle Aidaind Faals - jueaiil o sle 5 i el dplay)

Dr. Heba Shaaban Abdelmonam Mohamed Ahmed Employing Sustainable Marketing in Advertising to Improve Brand Performance <Magallat
Al-‘imarah wa Al-Funtin wa Al-‘uliim Al-Insaniyyat <Volume 10 Special No.13¢« August 2025 1541



2025 (s (13) vl 232 - Jdilal) Alaal) - Aludy) aglall g & ol g 5 jlandl Alaa
("o claad" AV Jad g (il g 5 laall) - sde Gualeall (dal) aligal)
"ApalaBY) Ao pall pdliill 5 aall o la il g alxivall (B el Adida sy skt dpadl yiad "i(Y 0V Y) Gualy o) 5l -0

Al 5 i) 8 5l (a3 e Lia¥) Al gianall g0 (Y0 ) £) all s} bl e ialy ;¢ sl i e -
EF pa — ) aaad) 26 sl = 1Y) o slell il 3 Alaa — ML () AS A Alla

1A JpladV) ARl g e ol

Bhattacharya, C. B., & Sen, S. (2004). "Doing better at doing good: When, why, and how -7
consumers respond to corporate social initiatives" -California Management Review-
47(1)-p 9-24

Cengiz Aytun,isminaz Cinar Sahin(2020):” Environmental and Economic Dimensions of -8
Sustainable Development”- In book: Energy Policy for Sustainable Environment Publisher:
Iksad Publications- p196:198

Goldsmith, R. E., Lafferty, B. A., & Newell, S. J. (2000):” The Impact of Corporate -9
Credibility and Celebrity Credibility on Consumer Reaction to Advertisements and
Brands”- Journal of Advertising, 29(3), p43—54

Hender,Ken sudarti and Intan Masfufah(2020):”Relation Selling Strategy on SMEs -10
Marketing Performance: Role of Market Knowledge and Brand Management Capabilities-
Springer Nature Switzerland -P928:929

Arun Sharma (2000):”The Antecedents and <Rajendra S. Sisodia <Jagdish N. Sheth -11
Consequences of Customer-Centric Marketing”- Journal of the Academy of Marketing
Science - 28(1)- p56:58

Karimi, s.,stove,y. and zander,0.(2017): Ethical Issues in E-Permision Marketing: A Study -12
of How Consumer Behavior is Affected by Unethical Practices Involving E-Permision
Marketing- p 19

Kreilkamp,William.E(2004):”Sustainable Communication and The Dominant Social -13
Paradigm: Can They Be Integrated Marketing Theory”- Vol.4 No,3-p87

Luchs, M. G., Naylor, R. W., Irwin, J. R., & Raghunathan, R. (2010). "The sustainability of -14
ethical consumption” -Journal of Consumer Research- 37(5)-p 657-665

Mahrous and Kortoam(2020):” Sustainable Mareting: A marketing Revolution or A -15
Archive of business research,8(1) - p173 "-Research fad

Mark Pedelty(2015): "Environmental Communication and the Public Sphere”- -16
Environmental Communication 9(1)-p139:141

Neha,Tikoo(2014):”Marketing Management Essentials of Marketing”-Printed by Excel -17
books private limited--p330

Dr. Heba Shaaban Abdelmonam Mohamed Ahmed Employing Sustainable Marketing in Advertising to Improve Brand Performance <Magallat
Al-‘imarah wa Al-Funtin wa Al-‘uliim Al-Insaniyyat <Volume 10 Special No.13¢« August 2025 1542



2025 (s (13) vl 232 - Jdilal) Alaal) - Aludy) aglall g & ol g 5 jlandl Alaa
("o claad" AV Jad g (il g 5 laall) - sde Gualeall (dal) aligal)

Olawale,L.Adetunji,Olalekan,Adesoga,D.Adefulu and Margsret , N.Kabuoh(2019):”
Effect of Sustainable Marketing on Corporate Image of Selected Deposit many Banks in
Ogun State Nigeria”-International Journal Economics, commerce and management — Vol
.vii no,4 -p523

Porter, M. E., & Kramer, M. R. (2011):” Creating Shared Value”- Harvard Business
Review- 89(1-2)-P 65-70.

A Model of Strategic Marketing Sustainability”-Marketing Mix "Ravi,Shankarkarle(2017):
to Marketing Matrix”- National Conference on Marketing and Sustainable Development-
p7

Tahir Islam,Rauf Islam,Hameed Pitafi, Muhammad Shujaat Mubarik(2020):*“The Impact of
Corporate Social Responsibility on Customer Loyalty: The Mediating Role of Corporate
Reputation, Customer Satisfaction, and Trust”- Article in Sustainable Production and
Consumption-25(2)- p 5:6.

Taylor Scott Nelson(2024):"From Waste to Wealth: Marketing Recycled Products”-
https://taylorscottnelson.com/from-waste-to-wealth-marketing-recycled-products/

Vinod Kumar,Zillur Rahman,A.A . Kazami and Praveen goyal(2012) :”Evolution of
Sustainability as Marketing Strategy: Beginning of new area”- International Conference on

Emerging Economies -Social and Behavioural Sciences 37-p482:489

1A g JASIY) A8 gal)

-18

-19

-21

-22

https://textilevaluechain.in/news-insights/ds-group-unveils-savethefuture-campaign-to-
highlight-a-social-change-on-world-environment-day
https://www.planet-vending.com/brilliant-coca-cola-unveils-re-cyclable-plantbottle/
https://aim2flourish.com/innovations/enrich-not-exploit-campaign
https://medium.com/marketing-in-the-age-of-digital/could-you-like-capture-life-
moments-1e562bb5cd68
https://www.dandad.org/awards/professional/2019/impact/232378/ikea-thisables/

https://britishbeautycouncil.com/dove-turnyourback-bold-glamour/

-25
-26
-27

-28
-29

Dr. Heba Shaaban Abdelmonam Mohamed Ahmed Employing Sustainable Marketing in Advertising to Improve Brand Performance <Magallat

Al-‘imarah wa Al-Funiin wa Al-‘ulim Al-Insaniyyat <Volume 10 Special No.13¢« August 2025

1543



