Al Ao | play ! A y3 jadl Ay gazed
ladl Eondly Jlall walail 3,9 |
7 a4 ~
suuddl agle g &ylmilly yoliaid¥] aglall 48
Ao laid¥ly Audsgmuid] &gmmally oty yiue

(PRFU) (oladl 0998 Eemdl £95din (3358
Lolaid| gemtly dminly duded! bumidl Jb § 251 3dl Slyaliall 48 A0 815K 31 Gagudd

ij) el
FO1LOTUN190120230005

” iJg> dmy e 9 gl Glogdl Al

A\

:?f,s 4 od oS | Ao o1 olomitiad] J 9! (35 gl
Setif-lunive;s\;‘tzr‘z;é;hatABBAs QG 9 le‘ tu @\} Q‘J .5‘-‘4-” u JU

2025 o301

Type your text

The National On-site and Online Conference on: International Marketing of
National Ecological Products for the Promotion of Non-Hydrocarbon Exports
- Aaalell o - Jiplad ol dl dazma 5.1 glogdl arleld § yidl s I
— 4 e - Adyg0 § 9 5. i dbo gl Atk aladl 8,4l
- 5L u8W ) gduds gl Eigomilly Dilalyd| pea Bpacte - Alad L] s ipladl Gudd]
JUaw slis.s  abo ol (AL ks
Siloom el .5 palall aelll s
3yl Caols. s tdadai | e ldl




I
: Gl 2L

Lol s 2ol Ll A T e e =
e bl Sliolge oo dr 3ou W 105 At ol 3 g § Aackine LlSe Jioms A 5 oS0l
lia 39 aud! dayusalls dandall Slaid] sz Bl 5L oaSaud | Sldiail cemind g 4!
Loy jias ¥ 5Lt plas 339 ¥l Leloghiie pohatt Goluds Jodl cimpol ¢ Sliwd!

Aol e A3Liatdl Aot Gudoes § paluw s & J5ul 3 gl § Lilmiio Audlis pasiny

sleie¥l Jb § Lols > gyl Sl Sl o G gl sLaid¥ asgis way « il 3dl 9
Lalaidl-gezdl Sl gaill aog AJU) Slblall oudsy puaeS Sligpell glad e guddad
Slmiie pglad S (0 gl llad 7 45 &l plall oo () dxlll daledl &y cddlall
Sleladll eal on ceg . ad sudl 3l gudl G Ludll! e 8 plig dddle Aline dayd I3 Auibog
Slelivally e of ged!) @ dbll Slemtil] Jods I i o1 oSO bl | g lad 39 Buc! ol
398 cunls o (iSor g elonll 3 81 (oo i pical | Bl ikl bl | Bl
Al latl Bl gu¥l § 6 j9ia> 3 a9 4o oll sLatd¥| deais 3 (N

n cslamill s e dnf g it ] JLail) gyl a0l 1l J) SLasl o 2
dl 1La| e Jall 3l gl Sldlaie aUYl aue g Jod! 3 gudd| 2aals (£oll s L
L i) Slulewdly Gluwsll pedl canpg (el moAll Aol y Silemdl il wl
st alas JUnl 1 (3 550,31 J sl e gl B il 57 LeS s gl 5 o ! syl
2, il 24oLimiB¥ el gelall pe il gl clowiil| Cas 853 3335 5l gelae
Lk

il olf Lot | AuadiS  ja3 (5Say S (e Joulll 2l Lad) Ay Liazd¥) ¥ gl s a3
LasLaiel (xS &1 Joatll 8 gl Salizmas] sl pomsl (2 Lo g ST olll (31 gl 3 ez o1 oS ¥
I o Jad 1 351 gadl s Sliimtl] Lo g SulBgyell g a7 45 & 1 5l il pliall A5 30
T JellB g ¥ § plobicuo ¢ Lo Badioni] Lo ol (1Scoy a5 52



. AS,LALL ¢y gutall

Blatlly sLaz8¥l ( J9ull Bugudll c¥lns § slysiSull 2ullog (1gmLig culaslodl 35l -
4 »
Acligall sl yaball 248,59 8Ll (Bsamill By Al Al el fies of Jogue -
g loSy! Ll Aez Ll Al lonodly Asgll o lucesll o J) R8LSYL DMl




2025 juaigi 20: DA DY g0 AT
2025 s 25:Agaial) cHAI o o)
2025 jsama 01 Akl aldad)
2025 by 30 J@ Ugiadl cdA)aall LuuillyPowerPoint) (apll daldl) clalal) Jus

QR 3oy s (22 SO IL] Sl

o bioexport.marketing2025@gmail.com:_jig ASIY!| uupdl Juo gl
0673848778 /0772707631 :—aslJ!

:4SH,Lad) oo o

zmdly edadl ALYy lall § Gaall eudiy Gbosll ALl jolme usi § Aslll 0985 o o
‘aby ginll

6y Aale Byallas of Alma § Lasluo oy B Als Il 0S¥ o1 o

12 ez Times New Roman lsyy 14 ex> Sakkal Majalla lase; dupall dall o L) cass »
(bl IS e oo 2 el g i | AL Ol |l

Jas Wy 3oMUIg ax Iyl 2ld § Loy Amiio 20 jglemin ¥ Silmiiall sue g APARG b o (950 a@|
Amio 12 e

‘e Liall SLalST ane Auplamsllg Ao padl uallly padele s Wl JadS 0T o

ASY e sl Bus gl als il 8 caSHLad | cni Ll sue jolmna ¥ o

‘ALl cilalyag dnlud ) Slalyuld Bgdo¥l Jaad o

Ll casl ¢ g ASTY syl ccidllly e l) oo Ll bibed s Il oo Jo¥) dmdinll yaiass o
(s Il yemag Olgie « Aa ) celais¥ | pdeag

2025 el sl g 4y laill g LalaBy) o glad) 08 - 1 Cidaes (b cila b daaly © Ui ghaa (3 gial) maan

) G gl Gaal) £ g pdia (318 PRFU - A3lai®y) g 438, guutll) & gl g b jal) jda



National Conference: Marketing Of National Ecological Products To Promote Exports Outside The Hydrocarbon

e dl) 2l Beg ] 2551yl s pgaml|
Jnike=s ol el Jlall odasd! 3,13

el et st 1 gl Zaol> — =
Aeddl pgde g dylmilly yoliaidd] aglall 48
3Laid ¥y 2udigudll Srgmelly molualydl pbee

(PRFU) (alaed! (s oSl el B9 5dia (33,
&sbaid| gumtly Lmmially ded) bamddl Jb § &yl sl olysball 4380 315K (8 339!

ZPS) L)
FO1LOT1UN190120230005

Wb Al 2 oS Ao ol ilamiiald S9! Bsguadllid g was e g5zl (Glogll ATl
Slg el g lad 7yl olysball
Hybrid National Conference: Marketing Of National Ecological Products To Promote

P Exports Outside The Hydrocarbon
Y
Setif -1 unlve:lﬂt:y:-ie:hnt ABBAS 2 0 2 5 ' - J 0 1 C,ﬂﬁy‘

"~ Program

81 ) 538N (ujlda 01 z el 9:00- 8:30 (S bdial) Jlsii)




National Conference: Marketing Of National Ecological Products To Promote Exports Outside The Hydrocarbon

alhjdsBg o dudal 8

A9 Lalal) Loy

(10:30 -09:30)

Jale ey s gSall 3 Al

Ada)aal) gAY (e daalall
09:40-09:30 Llic- Hliks 2L daal>
1 ciddaw olie Sl yd dnals
(3 31)
Setif 1 university
Bouira University

09:50-09:40
10:00-9:50

oloyags 83890 asms dral

10:10 -10:00

10:30-10:10

Jadiall il g and
A (e 3
Oy ol o

Dr. Manel REBBOUH
Dr. Nadjet BENTERKI

s godu .o
slaw Ogde .
daayS Blugs .o
g9 Sl -3

Adsfaall o gl PCRY

sl | Aol Gadoes § el undedl ulmiil g0 01

Al dayuall ddieg S B3l Wl dulys
uSain A8 s9uisS ASAd

Key Success Factors for Ecological 02

Products in Global Markets: A

Comparative Study of International
Models and Their Potential

0¥ jglaid Ao duyoms s Kgsll! Juue 03
320§ s

LB A plsSo¥l il Bagud Silezmsl Al 04
> 3gail hylasdl :culig el ¢ Uad 7)ls ol ysbiall
da gida AZ8LL

LIKENpS SV SR EN R

Ada)aal) gAY () Al g dzalal)
11:10 =11:00 1w e ol 33 daal>
(s 321)
11:20 -11:10 -Gy o] e Aasl>
50 3ed)- 2adaing

1 g oles il yd dnale
(151

11:30-11:20

oolee Siloyd 1 Gabas dasls
Sl
S

11:40-11:30

12:00-11:40

AL3LA) Apalal) Ada)
(ot il o5 ) gisal) BALLY) Al
(12:00-11:00)

Jatial) il g sl L3)aal) ol sic 4l
A Bl o P G Alaally Aglall SbLA plad 01
93 Byass 3.1 il gl dasilly o glatd Sbiazmtlly o 4l

s e gl s AlEaly (2o 1oS¥ Baguudll § Ll Ay 02

Bt ruadll azma . 3 pa LS
DR. OUNAS FARID Les produits écologiques et le 03

Ay piles .2
ol @l .5

développement durable : Quelles
opportunités économiques
79 Jeed § e uatt) polaa 593 04
I1SO 2l Ladl 3 guedl 2z 1oSYI il 3Ll
« L>3443 EU Ecolabel $ 14000

da gida AdBLL




National Conference: Marketing Of National Ecological Products To Promote Exports Outside The Hydrocarbon
L it - & Ld
hilall dsalel) il ) o) gl o /2
bt Y wq &
4. yaai\ <l JM

uij‘\!\ Z\:\AM‘ L‘Z{)jﬂ
Baa ale 8 p dudal) ) e dagla B jra g3 2 B 9iSal) Al
(12:30 -11:00)
19: a8, dedl)
11:10-11:00 1 cidew b Slopidnely  gphasbins o1 AemslsSoll cloliall § Al JoliS3lus 36,4 01

(5! 321 s i o0 A, yes ol yaial
11:20-11:10 3 50 3t Aaaler Jebs sl 5l Slyabio a5 & aedond] Apslaid¥l cOLSH dealus 02
SV EENE YOS TR TN PP TN FE AN JERPETIY
0 sl pddl dame dnal ol Jlea o
bzl
3t ] ol
11:30 -11:20 wolee ailoyd Toadaw daals e gl s 35,2 Al Al tbble A oloS¥l wilmii| Gagws 03
bslesSy Al &0 gaudl bl
11:40-11:30 1 i ol @l yd danl> BYSSPPVIE o2l yaiul-du IS cilmiiall lall Gigud 04
(31 351) oy Blge o o B Ll Al il (o A gama
el crand!
11:50-11:40 obie ailoyd Tadas daals i Bgape Sletilly £491 53503 3 03,01 Gagudll don 05
Loluiud |
12:00-11:50 3l Jlaug .3 & SLLad! A g Hum oo SN il A 06
Tidas ol il yd Aol ) o BlAiud - 451 sl @ ol e | Aaiill Budins
Lewl gy o.b )
(5! 321) i ALY e
12:10-12:00 dollac aza .o 4o 9SO il paliall 485 § (811 Baguddl 593 07
Tidass gl il yd Aol SlBg el plad 7yl
e 7Y ai)l.c
(s15=0)
12:30-12:10 d>giae A8l
A Asalal) A ) 5
Comala A 3 3 ;W\ J8a It BalE gu 25y gisal) sy LAUJ,\
15: 28, sy
(12:30-11:00)
11:10-11:00 ol aloyd 1 Cada i daale Gl Jabuw > - aded) Sl Slyalio ju3ad § Gudl Gaguddl 593 01
(1 321) S 3l ] ol Wl Ay
11:20-11:10 Teidaw wlie Ol yd dasl> s plus ducdliad) 80810 3u3a3 3 (2ol gaSll IS0 595 02
(sl 31) el alianl 3 lUall 985 Ao t 31 301 § ol pwiniel] Soliial)

>3 gad r-‘)-qb-‘:t)‘



National Conference: Marketing Of National Ecological Products To Promote Exports Outside The Hydrocarbon

11:30 -11:20 - g gyl i) Aol CPSNESPIPIN Al ol il dar g3 QI A oI (351 gl
Ll jadl Slsliall 48 A Lajglens Jiwy duodgSuY|

ool Sl 1 Cadass Al Lol Bpmy 5.1 i i
oligyzll g lad 7yl
11:40-11:30 orloe.s  oopall (palydl adl ol : il st § 2 aleSo¥I KLY
ol @il yd Teidaiy daals el Soliid | paglas § @bty oLl
s s s
(15
11:50-11:40 oobie il yd 1ighay daol> Ol goli s Laygsg Az slgSudll culmiid | 7 sy Al ulillail
(531 3=1) zluo g9l s 499, Al Julis @
12:00-11:50 obes ailonyd Toigdas dnals Saziesd.s 3 oletill Al mend £ as¥l Gigwdll 95
(51 3=31) i o ke Lol iwd | dgaid| Sldlaie o (§ Aedg ! Bl
L> 5905 26 LLY 2yt WUl Al
12:15-12:00 48Ul

oo bl /g
g."\,\m s - Al :\.ul.‘ug u{g‘f\ ;\,.\.Ahi‘ 2\.&)\9&\
https://meet.google.com/nun-uetp-kev : LHJW MJJ-“ bl
(12:30 -11:00)

g\&Y) ) daalal) il g anl Ai)aal) ol s
PAECEW JAdial)
11:10-11:00 (R 31 dyg zlipe giold daal> B9y plady| . ol (e 093t Al | Asdliadlg puns¥ 1 IS
el Sl g3 gyl Silmiil) gl Akl
(5151 &ldys Lo ol danl Lrezgr Gge &l 3l
11:20-11:10 300 2 lyag Aral g Bueyg .o
S el 5550 AlraosS AW L 55
il 3l cdid gal (ns dnal o= g o EWN Y
11:30-11:20  Université ibn khaldoun - Dr. Maachou The role of international marketing strategies in
Tiaret Mustapha entering international markets - a case study of
Université Alger3 Dr. Merabet McDonald's
Bilal

11:40-11:30 SRl golsllAnaly e Reles ool e gy el jughas § S5

Bupme obide o

11:50-11:40 NATIONAL HIGHT SCHOOL  Dr. Loubna Nacer Export Challenges of Ecological Products in
OF MANAGEMENT Algeria: A Qualitative Study on Logistical
ALGERIA Dr. Fatma Barriers and Development Opportunities

Leboukh

12:30-11:50 :\ 3"5] R :I\

03

04

05

06

A

01

02

03

04

05


https://meet.google.com/nun-uetp-kev

National Conference: Marketing Of National Ecological Products To Promote Exports Outside The Hydrocarbon

ol Aag 2y gisal) Al ALY dualal) A gl

(12:00 -11:00)

https://meet.google.com/nym-wwnu-uvj : A0 A ) 6l Ja

Adifaal) g8 (pa)
11:10-11:00

11:20-11:10

11:30-11:20

11:40-11:30

11:50-11:40

12:00-11:50

-

Azalall

J=i sl

JS-NM Ld}-ﬁ-ﬁh—ﬁﬁ‘
thre geli Anels

NEPRIIEAT

Dr Moulay Tahar
University (Saida)

JA5ial) il g and Ad)aal) o gie
RORIPINN ol clyslall ads & Jol Gagal) uglie Beas
gyl pliad
AShe Aayos | ookl Aandlis Guimtl Ay ensS 2138l yuglacl
¥l asma e a0 a g doSY|
G Aogai 2 91980 Lelmiin pauiat] dusosll jale puds
bl g Ui  Hilog Il bl (oo Hiad Fulys
RN

Oloy dazma s Lo daloiud | Sileetid | 8s guld Ao 800 Auzms] fiwel eliy
Pl § alaall ablalls Geiuill cu; Al dulys-
gy Lesslaag
Dr. Gouacem Narimane Enhancing the Competitiveness of

Algerian Ecological Products Lessons
Learned from Tunisia and Spain

PO HY]

13:00-12:30

Ay hibaa jgiSall Ailall dalal) ddall) Gasiy J8 (e s g3) B ) 3

Qalgdd) aa ) 6o
b gl ilal) cilllad aliid)
13:00. £330 daa g J gl

A
01

02

03

04

05


https://meet.google.com/nym-wwnu-uvj







— dradd] Aol yiagad) Al el 4sygazell
e P @l Emdly Jladl edatd! 5,159
Setif 1 University - Ferhat ABBAS 1 ada s dnal>
Seddl pode g dylmilly Loliaid¥| pglall 48
Ao Laid Vg Auds gl &gty byl e
292598 A8, 40 Al A uuall Adjieg ST B3a¥ ! Ul z:.wb.s P RCOMUEPONTL B - FE 3¢ PPN [FERPEH TEPRR - TER TS R PEPS
" Sy 7SI

2 ol 3k M Aus e s
0553998752 ¢ hassiba.almi@univ-annaba.dz.-4lie- ;L (21 Aol 1
0668175765 .yacine.charrad@univ-setif.dz. ulee &l 8 1adaw dasls 2

VY37

Lot YL ‘3 u.gS.y’jjSﬂ )3..\335 aSﬂU EU._L».U yuall Mjmj).(‘s.” S)’.(‘.;z” Loaluw 45,8 ddy20 J! Lzl 3@)3.” sda dug
saidl O 031! Budizms J) (Al Eo cCagasd] juandl § 2olaad ¥ cilucwsll dalss 31 LLaall 550 e dad 55¥ slda ¥ (elazud)
oo oS @ Alelall Joladl us el pasedl ol agian 3y 5N 1da 39 dpeLoandl Allaall u5ag Al e Llaxtl golaiddl
Aolard ¥l duws ol 4ty Aeloradl Adosull gag VT Egumll @lo¥l Goludll as 58 agan os LI

Leaatll 3udizms @ sluasdl Lelxtin 590 ju5ad aiad (wSuig AT HouisS 4S54t iluosd @eudny dwlyull sla cuals 43 @9
Gl (£l by Al Aapaiall A5y w SO B3l e skl auiiad diad sell (o sl Jy 8900 I (e 2By (sl
iy dizse e Balall bl Byshas sue huly cLplomiio ¢ Liidl dnaal (e 1SN IS (p0 llaual)
Adogaldl cslpasdl Glaull cdelazud) el (S AT 5oaisS AS, 4 Aid) Aayall Adies, SOl Bl il lide milalS
Adedly de Lol

Abstract:

This research paper aims to examine how condor electronics' corporation environmentally friendly home
appliances contribute to sustainable development, as this is one of the most pressing issues facing economic
institutions in the modern era, which seek to strike a balance between economic growth, environmental
conservation and the promotion of social justice. In this context, the concept of green products has emerged as
one of the effective solutions through which the concept of innovation can be integrated into modern managerial
approach, namely the social and environmental responsibility of economic institutions.

Finally, this study concluded by presenting recommendations to condor electronics' corporation to enhance the
role of its green products in achieving sustainable development, through the need to make more efforts to
manufacture more environmentally friendly home appliances, raise consumer awareness by focusing on the
importance of purchasing its products, and highlighting the dangers of counterfeit products to their health and the
environment.

Keywords: Environmentally Friendly Home Appliances, Condor Electronics' Corporation, Sustainable
Development, Green Products, Social and Environmental Responsibility.
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Paper Title :
Key Success Factors for Ecological Products in Global Markets: A Comparative Study of International
Models and Their Potential Applications in Algeria
Dr. Manel REBBOUH, Setif 1 University -Ferhat ABBAS-,0774.19.5241, manel.rebbouh@univ-setif.dz
Dr. Nadjet BENTERKIA, Akli Mohand Oulhadj -Bouira-,0657.81.71.00, n.benterkia@univ-bouira.dz
Abstract:
The global market for ecological and sustainable products has witnessed exponential growth over the past
decade, representing significant opportunities for developing economies to diversify their exports beyond
traditional sectors. Algeria, despite its agricultural potential and diverse ecological resources, remains
underrepresented in the international organic and sustainable products market, with minimal non-
hydrocarbon export development. This study addresses this gap by analyzing key success factors from
leading international experiences and their applicability to the Algerian context.
This research aims to: (1) identify critical success factors enabling ecological products to penetrate global
markets; (2) conduct a comparative analysis of proven international models including Tunisia (regional peer),
Denmark (advanced European policy), Costa Rica (sustainable development leader), and New Zealand (export-
driven model); (3) assess the feasibility of applying these strategies within Algeria's socio-economic and
environmental framework; and (4) propose actionable recommendations for Algerian stakeholders to enhance
competitive advantage in the ecological products sector.
A comparative case study approach was employed, analyzing secondary data from international trade
databases, government policy documents, and industry reports. Five dimensions were examined: government
policy frameworks, certification and quality standards, market access strategies, technological innovation, and
consumer engagement mechanisms. Data spanning 2020-2025 from countries representing different
development stages and geographic regions were synthesized to extract transferable lessons.
Keywords: Ecological Products ,Global Market Context, The international market for sustainable products,
Comparative policy analysis
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Abstract:
This research paper aims to analyze a prominent international experience in the field of marketing ecological
products—namely, New Zealand’s experience in developing and marketing organic Manuka honey. The study
seeks to extract key lessons that Algeria can utilize to develop similar high value-added ecological products.
The Manuka experience highlights the importance of leveraging local biodiversity, linking agricultural
production with scientific research, and adopting international quality standards that enhance the product’s
competitiveness. Based on the study’s findings—and acknowledging that Algeria possesses natural and human
resources capable of supporting the development of a promising ecological sector—these results may facilitate
the valorization of local natural resources and plants. The conclusions indicate that adopting policies for industrial
processing, strengthening biological innovation, and developing international partnerships could make ecological
production a central element in supporting sustainable development and the transition toward a green economy

in Algeria.
Keywords: Manuka honey, ecological products, international marketing, value chain, organic agriculture,

biological innovation, sustainable development, green economy, Algeria.
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Abstract:

This study aims to highlight the trends that contributed to Denmark’s success in exporting environmental
products, including its investment in research and development, and the implementation of innovative marketing
strategies to enhance the global position of green products. In addition to improving agricultural efficiency and
productivity, the study concludes that this experience demonstrates that the green transition is not just an
environmental issue, but also a long-term economic strategy that can contribute to the growth of countries and
enhance their position in global markets. The study concludes with a set of recommendations that other countries
can benefit from to enhance their exports of environmental solutions, including supporting innovative companies,
strengthening government policies, and increasing cooperation between the public and private sectors.

Keywords: ecological products, marketing of ecological products, export promotion, Denmark
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Abstract:

The medicinal and aromatic plants sector in Algeria is one of the most promising sectors that can contribute to
diversifying the national economy, especially amid the growing global demand for natural and organic products.
Algeria possesses a rich plant wealth and a unique ecological diversity that enable the production of high-value
medicinal and aromatic plants. Despite these advantages, the sector faces several challenges, including weak
infrastructure, the absence of advanced processing industries, and difficulty accessing international markets.
However, investment opportunities in essential oils and plant extracts represent a significant avenue for growth,
particularly with the possibility of developing integrated value chains and strengthening scientific research.
Consequently, Algeria has the potential to become a key player in regional and international markets if this sector
is developed in a sustainable manner.

Keywords: Medicinal plants, aromatic plants, essential oils, biodiversity, flora.
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Abstract:
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This study examines the foundations of ecological marketing and highlights the German experience as a
leading model, while exploring the feasibility of adapting its key elements to the Algerian context. Using a
descriptive-analytical approach, the research identifies the role of environmental legislation, innovation, eco-
labels, and consumer awareness in the success of green marketing in Germany. The findings show that several
aspects of the German model can be adapted in Algeria, provided that the legislative framework is strengthened,
a national eco-label is established, and consumer awareness is improved.

Keywords : Ecological marketing ; Eco-labels ; Consumer behavior; Green economy.
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Les produits écologiques et le développement durable : Quelles opportunités économiques ?
OUNAS FARID Maitre de conférences (A) Université Ferhat Abbas Sétif
Tel : 0772562678 Email : Ounas_farid@yahoo.fr

Résumé :

Les produits écologiques jouent un réle crucial en Algérie pour le développement durable en réduisant la
pollution et les déchets, en préservant les ressources naturelles et en promouvant une économie verte. lls
soutiennent la preservation de la biodiversité, la gestion durable des ressources et la réduction de I'impact
environnemental des activités industrielles et quotidiennes.

Les produits écologiques jouent un réle crucial dans le développement durable en minimisant les impacts
négatifs sur I'environnement et en favorisant la durabilité tout au long de leur cycle de vie. lls contribuent a
préserver les ressources naturelles, réduire les déchets et les émissions de gaz a effet de serre, et promouvoir des
pratiques de production et de consommation plus responsables et éthiques.

Nous avons fait le point sur le role des produits écologiques dans la réalisation du développement durable en
mettant en évidence les exigences de 1’environnement, les normes internationales ainsi que les opportunités
économiques et les défis

Mots clés : défi- développement durable- environnement- normes internationales produits ecologiques
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Abstract:

This study examines the role of international standardization standards in facilitating exports, highlighting their
importance in removing technical barriers to trade, improving product quality, enhancing importer confidence,
and improving the internal performance of organizations. The abstract explains that adopting international
standards, such as ISO and IEC, is a crucial factor in increasing the competitiveness of organizations and countries
in global markets, particularly through standardization, reducing conformity costs, and facilitating mutual
recognition between regulatory systems. The study also addresses the challenges faced by developing countries
in implementing these standards and emphasizes the importance of investing in quality infrastructure as a strategic
lever to support export capabilities.

Keywords: Standardization standards, exports, 1ISO specifications, EU ECOLABEL standards.
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Abstract:

With growing concerns about climate change and environmental degradation, ecological industries have
become a key focus of global industrial strategies. Tesla is a prominent player in this field. This study aims to
analyze Tesla's role in promoting ecological industries by examining its business model, technologies,
environmental initiatives, and its global impact on the clean energy transition.

This study concludes that Tesla serves as a model for the electric vehicle industry and sustainable mobility
through the development of advanced electric vehicles, energy storage batteries, and solar energy products, in
addition to innovations in recycling and reducing its carbon footprint. By combining advanced technology,
environmental innovation, and a clean energy-based business model, Tesla has attracted the attention of both
researchers and policymakers.

Keywords: Eco-Friendly Industry, Renewable Energy, Green Economy, Electric vehicles, Tesla.



o Apea ) Aol dasl) 55 5l Apgan
18t ~ @l Emdly Jladl edatd! 5,159
’T;;ti01Uniuersi!y -(Ferhut ABBA} 1 < é .‘h S jw‘?
sl pgleg Bylnilly 2sLard ¥l aglall 2
23 Latd ¥l A udll &gy &oluolyd| pie
oo yall iy el g lad 7yl dea oI oSN ilamiid | Silyabio juyad § Adoudl 4sliaid ¥l CHSE) doabuw "as bl ol gie
" Sbuidly
kdjellouli31@gmail.com 3 yil 3zl dasl> ((9iSe ¢ Adzbe Luldnll Slelyall pime (Juds Jol> 2.0

Djamel.abbes@univ-bba.dz .z e 93 733 (o232 ¥| adad) sazme Aol «ulie cpodl Jloa o

o «lig,mll gl =l Aol gSO¥ cilmiiald iliadl sl 3u5a3 (8 ddoud) dusliazd ¥ M 59 ey J] aulydl o Lo
Slysball agis (satug bos cildg ol (de Al IS0 (55552l sLad ¥l ey aelgdl g aall g Aoy, Ul b=l o yall de 7SI
Sosady Al Sle oY dageand Byl Blowdl | 28 @ Audondl 4aliand ¥ DS Aaal Al yudl s g3, A3 Laid ¥l Aol o] 5u3ail
29uall Al bl Adoudl sulall Ui ¢ 35l dales (S clbomtd) Aulyadl (o il LS. 2l gl cileuiald deudliall 5,310
oSl pes Jodd (SN pda (o Salard| eulaad Adee Sluogd euddny dwlyudl @iissy. Adpaall Aol 4idly A gilal)
BICCH {FIED-ATIUAES A R XY COPES PEV PRT| LA S JO-A S TS PN RN
bl «opall Az sl oS clmiidl clysball (Aot Aalaza ¥l S (5l i biall oL

Abstract:

This study aims to analyze the role of international economic blocs in enhancing Algeria’s exports of ecological
products outside the hydrocarbons sector, focusing on the associated opportunities and challenges. The Algerian
economy heavily relies on hydrocarbons, making the diversification of export crucial for economic sustainability.
The study highlights the importance of international economic blocs in opening new markets, facilitating trade
procedures, and enhancing the competitiveness of national products. It also examines the challenges Algeria
faces, including international standards, global competition, legal constraints, and weak infrastructure. The study
concludes with practical recommendations to maximize the benefits of these blocs, including government support
for exporters, strengthening international partnerships, improving product quality, and promoting innovation.
Keywords: Algeria, international economic blocs, exports, ecological products, opportunities, challenges.
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Abstract:

This research examines the global marketing of eco-friendly products through a case study of Saudi Basic Industries
Corporation (SABIC), the petrochemical company, and explores the extent to which SABIC incorporates environmental
considerations into its global marketing strategy.

SABIC demonstrates a commitment to sustainable growth through its strategies, extending beyond internal improvements
to leading the transformation of the global chemicals sector through innovation in circular and low-carbon solutions. This
underscores its role as a responsible company that leverages "chemistry and connection” to serve the environment and

contributes to achieving Saudi Vision 2030.

Keywords: Eco-friendly product marketing; SABIC; Sustainable development.
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Abstract:

This intervention aims to shed light on the global marketing strategies for ecological products (Green
Marketing) through studying and reviewing a set of leading and successful international experiences in this field,
considering that ecological marketing represents a vital strategic input to achieve sustainable development and
enhance environmental responsibility of enterprises in light of the growing environmental awareness among
consumers globally. Through this study, it was concluded that success in this area requires a real commitment to
sustainability across the value chain, complete transparency in communication, and a focus on sustainable
innovation. This study also recommended that the institution, of all types and activities, should adopt integrated
green marketing strategies and move away from "greenwashing" practices to ensure long-term trust with global

consumers.
Keywords: Global marketing; ecological products; ecological marketing.
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Abstract:
This study aims to highlight the importance of digital marketing in promoting consumer awareness of

sustainable products, especially in light of the major digital transformation that has significantly influenced
consumer behavior towards adopting the concept of sustainable consumption.

Achieving this goal certainly requires a focus on sustainable marketing practices through the use of digital
media, such as social media, content creation, and artificial intelligence, as these tools are the main drivers of
sustainable product marketing.

This study concluded that it is necessary to build strong awareness and a deep-rooted culture among consumers
towards sustainable products by integrating digital technology with sustainability to achieve true sustainable
development in all its dimensions.

Keywords: digital marketing, sustainable products, sustainable consumer, digital media, sustainable
development.
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Abstract:

This study aims to analyze the role of ecological products as a mechanism for reducing waste within the
requirements of sustainable development, with a focus on the reality of waste management in Algeria and a
comparison with the German experience. The findings show that ecological products—thanks to their
characteristics based on renewable, biodegradable, or recyclable materials and their absence of toxic substances—
represent a strategic option for reducing waste volumes and strengthening the circular economy. The literature
also indicates that adopting such products generates environmental, economic, and social benefits by reducing
pollution, protecting human health, lowering resource consumption, and fostering responsible behavior among
consumers and institutions.

At the Algerian level, the study revealed a significant increase in household waste alongside a clear weakness
in the recovery and valorization system. Data also showed that the recycling rate remains below 10%, despite
considerable economic potential. This situation is linked to several challenges, most notably low environmental
awareness, limited selective sorting, insufficient legislation, and the absence of effective economic instruments.
Through comparison with the German experience, the study found that the success of waste management in
Germany is based on the adoption of the waste hierarchy, extended producer responsibility (EPR), the “polluter
pays” principle, as well as strong public—private partnerships—forming a framework from which Algeria could
benefit.

The study also concluded that Algeria has significant potential in the field of waste recovery and recycling;
however, unlocking this potential requires institutional, legal, and economic reforms to enhance the sector’s
efficiency and integrate it into the circular economy trajectory.

Keywords : Ecological products- Sustainable development- Waste recycling- Eco-friendly products- Circular
economy.



= Apa ) Ao piagd) & 530 st &yygcazel]

\‘\f/ﬁ[‘ jf%‘ - ol Eemdly Jladl el 5059
.“::m 1 University -(Ferhut A;B;S 1 N -I .Zw L?.

sl pgle s dylxilly yoliaid¥l aglall 48
43La1d Yy dd gudd] &gomdly byl pde
RRCAEPYS (RN NP VPN PU A RENPION [PE-JCOF WP JN| AP0 4 [BPRRR=TEA NI Y PRPS
ataouamohamed@yahoo.com (5! j21) 1 cagass (ulie il b daals (Bollac daza .

toadele

3ol 3 bl lomtil) Audlis u3aTs A slsSo¥l wolyaliall 48,5 3 (08,01 Gagandld AL Houll Jubes ) dalyll sia o
Jo> J5lutll (e 258,01 2 3llats ol bl e dladl g Lasylg alatad ) I Ead! o llall c¥fgmall Jls § izl
Aylas dylae slazel @3 (JEEY 1da e By Adodl Blowdll § Az dsSiY! Sl Audlis s e (03,01 Gagaud!l 5y e
ol Blad! 3 2z s1oS¥1 il | paslias 1) J) 28La)  uas¥l Gagudlly d28dey 3,01 Gagudld (Lol ST Jolids dulelons
RS |

Jiolgall Jsliogs gl aBlgay dadyll limill e ASAN oo Az glgSo¥l lysbiall 9,5 § Al ydl clga¥l oo Sl el Jobidy
sl alanll e Al clladl gos Joo BT Slydge (e J BLSYL cuz i) 3lgwd! ) Jgumsl] Alad cilgias sloz]
G5 3 Al Joall 3 Lo cmlusll geas (@l luzmall 500 e e giall baluas bl domdl Wi gy AW 5)letdl pe
Gogdll Aaglata ysglas BLAT bl biul e Akl splacll Jlinedl Bligaimg 08,01 (£oll Canis Jio cplaium (sady Gagad Lzl
Lad 108 ¢yl A S0V 3 Letll Bd o> llias¥l (nad Lagdadll bl § Gt @ LS ilidl § pluiadl 3,1
5 s Lo Jodl Aam g 2ol 8Ll § ¢l sl bl Laalune

1o A8 Aadyg Apaglats 3uly 0929 Loy (A s JsSUY1 o liall 385U Azl Andly ey (08,01 Bsswlll O J] 2yl copals
Ayl Slucwiell eyl Syl suiad 8y90as dulydl (qosiy Adoadl Aded) Sldlaill ae cilzull 38155 1) 28Ls) coslusl
(Ml s sLazd¥l 9 zleas¥l e 8,508 Ladlis Auedy Sliaia sling « Agudl] Soizell 5352 Cruxiy
Land L) el pnsed) 2 ASTYI Byletl)  uans¥) Bagaedll Al lysliadl (i oSy ol ¢ 08,1 Bogand]l s Liad | s LodSCII
Aol

Abstract:

This study aims to examine the growing role of digital marketing in promoting ecological exports and enhancing the
competitiveness of environmentally friendly products in foreign markets, amid the global shift toward sustainable
consumption and the rising demand for green products. The central research question investigates the extent to which digital
marketing can strengthen the competitiveness of ecological products in international markets. To address this question, an
analytical theoretical approach was adopted, covering the conceptual framework of digital marketing and its relationship
with green marketing, as well as the characteristics of ecological products within the contemporary commercial context.

The second section explores how digital tools—including digital platforms, corporate websites, and social media—serve
as effective channels for promoting ecological exports and accessing global markets. It also presents academic indicators
on the growth of global demand for green products through e-commerce channels. The third section highlights key
challenges faced by firms, particularly in developing countries, in adopting sustainable digital marketing practices, such as
limited digital awareness and difficulties in meeting international environmental standards. Future prospects for advancing
sustainable digital marketing in Algeria are also discussed.

The study concludes that digital marketing acts as a strategic lever for upgrading ecological exports, provided that firms
develop strong digital capabilities and ensure compliance with international environmental requirements. The paper
recommends reinforcing the digital capacities of Algerian companies, improving the quality of marketing content, and
establishing competitive digital platforms capable of integrating into the global green economy.

Key words : Digital marketing, Ecological products, Environmental exports, Green marketing, Green e-commerce,
International competitiveness.
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Abstract:

International trade in environmental goods has accelerated rapidly over the past two decades, and countries
producing these goods are striving to expand their exports by all possible means. Environmental marketing
activities are considered one of the most important strategies adopted by companies in international markets to
enhance their exports, as they have become a vital factor influencing consumers’ intention to purchase
environmental products.

Through a case study of one of the largest producers and exporters of environmental products, namely China,
whose exports have maintained stable quality and quantity for years, this paper aims to clarify and analyze the
role that marketing can play in increasing and improving the level of exports of environmental products, as well
as the factors that govern this role.

Key Words : Green marketing, Environmental Products, Exports, China.
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Abstract:

This study aims to analyze the pivotal role of technological innovation in enhancing the competitiveness of
green products in Algeria, in light of the global shift towards a green economy and Algeria's pursuit of
diversifying its energy sources and achieving sustainable development. The study adopted a case study
methodology, selecting Zergoun Green Energy as a leading applied model in the renewable energy sector.

The study found that the adoption of technological innovations, such as establishing an integrated factory for
the local production of solar panels, has enabled Zergoun to achieve a sustainable competitive advantage. This
role is manifested in reducing production costs, ensuring product quality and availability, and enhancing the
brand's image as a key contributor to the national energy transition. The findings show that innovation not only
boosts price competitiveness but also builds added value by contributing to energy security and developing local
competencies.

The study concludes that the experience of Zergoun Green Energy provides practical evidence that investing
in green technology is a strategic driver for growth and competitiveness. It recommends the creation of a
supportive environment for innovation through incentive policies, facilitating access to finance, and encouraging
partnerships between the industrial sector and research institutions to accelerate the transition towards a green
and sustainable economy in Algeria.

Keywords: Technological Innovation, Green Products, Competitiveness, Green Economy, Zergoun Green
Energy, Renewable Energy
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Abstract:

This study aims to analyze the logistical constraints facing Algeria’s national ecological products, which
represent one of the most promising sectors for promoting exports outside the hydrocarbons industry. The
research presents a theoretical framework for ecological products by defining their concept, characteristics,
economic and environmental importance, as well as their value chain. It also reviews the main general challenges
encountered by such products, with a specific focus on logistical obstacles related to transportation, storage,
packaging and labeling, port infrastructure, and customs procedures.

The study concludes that these constraints constitute major barriers to the ability of ecological products to
penetrate international markets, given their sensitivity and the need to preserve their quality throughout all stages
of the logistics chain. The study proposes several practical solutions, including developing logistical
infrastructure, strengthening cold chains, digitizing export procedures, improving eco-friendly packaging, and
enhancing coordination among value-chain stakeholders. It ultimately finds that reforming the logistics system
is a strategic necessity for boosting ecological product exports and achieving sustainable economic development
in Algeria.

Keywords: Ecological products, logistics, export, cold chain, Algeria.
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Abstract:

This paper aims to highlight the role of innovation and technology in developing ecological products as a
fundamental approach to achieving sustainable development and enhancing the competitiveness of Algerian
enterprises, particularly in light of the rapid environmental and technological transformations. The paper
discusses the conceptual framework of ecological innovation and the legislative foundations supporting it in
Algeria, in addition to presenting the current state of green innovation through university initiatives, technical
networks such as CATI-ECO, and the legal and fiscal incentives provided by the legislator.

The findings reveal that Algeria possesses promising opportunities to advance ecological innovation thanks to
its natural resources, the progress of scientific research, and the growing environmental awareness. However, it
also faces structural challenges, including limited funding, a shortage of specialized competencies, and weak
coordination between research centers and economic institutions. The paper concludes that overcoming these
challenges requires strengthening technological innovation, supporting investment in green projects, and
activating legislative and incentive mechanisms to ensure a real transition toward a green economy capable of
creating added value and enhancing the competitiveness of national products.

Keywords: Ecological innovation — Green technology — Sustainable development —Legislative incentives —
Green economy.
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Abstract:

This research aims to analyze the environmental requirements necessary for producing eco-friendly products
and to study their role in reducing the carbon footprint within industrial value chains. The study adopts an
analytical approach combining the theoretical framework of industrial environmental management and
sustainability strategies, focusing on cleaner production standards, product life cycle, and resource efficiency. It
also demonstrates how organic raw materials, renewable energy management, recycling techniques, and
environmental conformity certifications (ISO 14001, ISO 14040, Ecolabel) contribute to reducing carbon
emissions by 20% to 70%, depending on the sector. The study emphasizes that eco-friendly products not only
mitigate environmental impacts but also enhance economic efficiency, technological innovation, and competitive
advantage for adopting organization.

Keywords: Eco-friendly products, Environmental requirements, Carbon footprint, Sustainable development.
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Abstract:

The environmental dimension has become an important and decisive competitive tool in the modern business
environment. Green marketing constitutes a new source of competitive advantage and achieving precedence over
competitors by offering innovative ideas that serve both environmental protection and the strategic objectives of
the institution simultaneously. This is manifested in environmentally friendly products that are distinguished
compared to traditional competing products.

Within this framework, this study aimed to identify the contributions of implementing green marketing in
achieving competitive advantage for institutions by presenting the German experience in this field. The study
concluded that green marketing plays a significant role in increasing product competitiveness, as reflected in the
success of the German experience. The German economy achieved its "green miracle,” as Germany occupies a
leading global position in the green economy by relying on continuous innovation, diversifying industrial
activities, and prioritizing green economy products and services in the country's exports. This makes Germany a
good example to be emulated in the field of green marketing by other countries.

Keywords : Green marketing, green economy, sustainable development, competitiveness, German experience in
green marketing.
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Abstract:

This study aims to analyze the role of green innovation in enhancing sustainable competitiveness through a
review of successful international experiences in marketing ecological products, and to derive lessons applicable
to the Algerian context. The research adopted a comparative analytical method, combining documentary review
and case analysis of countries such as Germany, Sweden, and South Korea, recognized for their leadership in the
green economy.

The findings revealed that green innovation is a key driver of international competitiveness by improving the
added value of ecological products and strengthening the institutional image in global markets, especially when
supported by green public policies and sustainable financing mechanisms. The study also highlighted that Algeria
possesses significant natural, institutional, and human resources that can be mobilized to develop a national
ecological marketing system capable of boosting non-hydrocarbon exports.

The research concludes by emphasizing the need to establish a national green innovation ecosystem based on
partnerships between universities, productive enterprises, and research centers to implement sustainable
marketing strategies aligned with global environmental transformations.

Keywords : Green innovation, Sustainable competitiveness, Ecological marketing, Non-hydrocarbon exports.
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Abstract:

The world is witnessing a rapid shift towards a digital economy, where financial technology (FinTech) has
become a central tool in developing the financial system and promoting sustainable finance. This paper aims to
examine the role of FinTech in supporting and encouraging investment in ecological innovations through its
digital tools, including crowdfunding, blockchain, cryptocurrencies, and artificial intelligence.

The findings indicate that FinTech contributes to enhancing transparency, reducing financing costs, expanding
the investor base, and motivating institutions to adopt innovative environmental solutions. However, these
mechanisms face several challenges, notably the lack of clear legal and regulatory frameworks, low digital and
environmental awareness among investors, cybersecurity risks, and difficulties in assessing the actual
environmental impact of projects.

The study concludes that integrating FinTech into national and sectoral policies, strengthening partnerships
between financial institutions and technology incubators, and developing specialized local platforms are key to
accelerating investment in ecological innovations, achieving sustainable development goals, and transitioning to
a low-carbon economy.

Keywords: Financial Technology; Ecological Innovation; Sustainable Finance; Green Investment; Digital
Economy.
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Theme title:

The role of international marketing strategies in entering international markets - a case study of
McDonald's

Dr. Maachou Mustapha, Université ibn khaldoun —Tiaret, mustapha. maachou @univ-tiaret.dz
Dr. Merabet Bilal, Université Alger3, merabetbilall01@gmail.com

Abstract:

This study aims to highlight the most important concepts of international marketing and its objectives, as well
as to identify the most important strategies used to enter international markets. An institution may find itself torn

between exporting and investing in foreign countries, in which case it will choose the approach that best suits its
financial and technical capabilities.

We also studied McDonald's, which is considered a leading institution in the field of restaurant meals, as it has
conquered and invested in some international markets such as Russia and India. This study concluded that

international marketing plays a major role in introducing the institution and its products and selling them in
international markets.

Keywords : International marketing, export, foreign countries, McDonald's Corporation, investment.
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Abstract:

This study examines the role of innovation in the development of ecological products by analyzing leading
international experiences, such as those of Japan, Singapore, and South Korea. The study aims to understand the
policies, programs, and strategies that have enabled these countries to promote environmental innovation and
achieve international competitiveness for ecological products.

The findings indicate that the success of ecological innovation depends on continuous governmental support,
research and development, public-private partnerships, and the practical application of scalable solutions. The
study also highlights the importance of integrating circular economy principles and digital technologies in the
development of environmental products to ensure sustainability and reduce environmental impact. Practical
recommendations are provided to support ecological innovation at both national and international levels.

Keywords : Ecological Innovation, Environmental Products, Sustainable Development, Environmental
Technology.
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Export Challenges of Ecological Products in Algeria: A Qualitative Study on Logistical Barriers
and Development Opportunities

dr. Loubna Nacer, national hight school of management algeria, I.nacer-ens@ensmanagement.edu.dz

dr. Fatma leboukh, national hight school of management algeria, f.leboukh-ens@ensmanagement.edu.dz

Abstract:

This study explores the major challenges facing the export of ecological products in Algeria, with a specific
focus on logistical barriers and potential development opportunities. Using a qualitative research design, data
were collected through semi-structured interviews with local producers, exporters, and institutional actors
involved in the ecological sector. The analysis, conducted using NVivo software, revealed several interconnected
obstacles including inadequate transport infrastructure, high export costs, limited access to foreign markets, and
complex administrative procedures. Moreover, the study highlights how legal and commercial constraints further
restrict the international competitiveness of Algerian ecological products. Despite these challenges, the findings
also point to emerging opportunities such as government initiatives supporting sustainable exports, regional trade
agreements, and growing global demand for eco-friendly goods. The study concludes with practical
recommendations aimed at improving export logistics, strengthening institutional support, and enhancing the
visibility of Algerian ecological products in global markets.

Keywords: Ecological products, Ecological Supply Chain, export challenges, logistics, Algeria.
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Abstract:

This study aims to identify the Algerian government's efforts to provide its companies with an approach that
allows them to produce their products and services, and thus work to penetrate international markets. This
approach revolves around the international marketing approach, which expresses the importance of this topic in
light of the globalization that continues and spreads day after day. In light of Algeria’'s accession to the World
Trade Organization (WTQO), it must raise the level of performance of its companies that do not apply international
standards in the quality of their services. Relying on the descriptive and analytical approach, the results showed
that the Algerian authorities have taken several measures and measures in different fields and sectors to enhance
exports outside of hydrocarbons, but the rates of the latter are still weak compared to hydrocarbons, meaning that
Algeria is still under the dominance of this sector.

Keywords : International Marketing, : Exports out of burns, : International Marketing Strategies, : International
Marketing Activities.
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Abstract:

Amid increasing global environmental challenges and growing institutional interest in achieving sustainable
development, the pursuit of innovative methods for producing eco-friendly products has become essential. This
study examines the role of technological development in enhancing the competitiveness of ecological products
as a means to achieve sustainable development. The research highlights the importance of these products in
reducing environmental impact and improving production quality and efficiency, while demonstrating how
technology and innovation can provide organizations with a competitive advantage in local and international
markets. The study also addresses the challenges faced in applying technology to develop ecological products
and explores future opportunities to foster environmental innovation. The findings indicate that adopting
technological development is a crucial factor in enhancing sustainable competitiveness and achieving optimal
environmental and economic performance for organizations.

Keywords : Ecological Products, Technological Development, Sustainable Competitiveness, Environmental
Innovation, Sustainable Development.
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Abstract:

This purpose of this research paper is to assess the export readiness of national enterprises operating in the eco-
products sector. The assessment focuses on three dimensions: the readiness of the enterprise's functions, the
readiness of its eco-products, and the commitment of its senior management. To achieve the research objectives,
a questionnaire was distributed to a sample of national enterprises .After data collection and tabulation, a range
of statistical methods provided by the SPSS software were used to present, analyze, and test the study's
hypotheses. The study concluded that the enterprises in the sample are not fully prepared to export their eco-
products to international markets and suffer from numerous shortcomings, particularly concerning marketing,
financing, and the ability of their eco-products to meet global quality standards and requirements.

Keywords: Export; Export readiness; Export readiness assessment; Eco-product.



,,-;;1;7;?:;::’; .‘-. Al %‘ - -J_" %}5‘)2.” ‘:*_:W|
18t ~ @l Emdly Jladl edatd! 5,159
’T;;ti01Uniuersi!y -(Ferhut ABBA} 1 < é .‘h S jw‘?

sl pgleg Bylnilly 2sLard¥l aglall 2

23 Laid¥lg s gudd) &gl Salaolyul pine

Lelgs Aaloiud | Solmiil ! 3s g dlallin dezmi] ful el ":dds b Ol g
" s Liyliag il 3l § dylaall Slaally gl s Al Al
m.beroman@cu-aflou.edu.dz. (5! 3231) $l8| aeldl 351 (Olags dome. 5

okl
slomal oo Jazes Hgdsgand Sl JMS (o caluiad ] cleall Joudl Gowdll 2geal e s sl boglud I 28)5l) oda ciug
solias § st e s @I dodl (any 3lat Lagd Buols Aalaiue 2paliatsl 2aiad sl 2doull Blawdl § olmull sy dblie
Ul> LuolyuS (Blaall wbladly Osu3ll cas) Lalitius Sl G AU IS (o Sl3g,2lE Aigan 3yl50 U5 Lelalial Lees (L5
& Slaylell Jiadly Aol Blowdl culdlatog aluzedl pualin (e #SAULy alos Aimg e plsinliy oudsn Liiyling yiladl 3
sl Aabog Loga sy IS (10 Al | dudo gl clmiiall AlalSie A gund cilizmsilyinal 45 o) J) A8ysd) cuals . pias¥) Gigudll

Adladl Bl 3 lrull sda Awdlis joiady (nhlatlad] g «lyoliall @ 2! Lol B85Sy Sy s g a9
s ased) A Letd) Adladl ¢ ¥l 3ognddl cAal il sl ¢ Joudl 3o gl s Liald | o LadSCHI
Abstract:

This paper discusses the importance of international marketing for sustainable products by exploring marketing
strategies that help these products enter global markets and support sustainable economic development. The topic
is especially relevant for countries that aim to diversify their income sources and promote non-traditional exports,
as seen in Algeria’s efforts to reduce its dependence on hydrocarbons, (Olive oil and Aromatic plants) As a case
study in Algeria and a comparison with Tunisia. Using a descriptive—analytical method, the study focuses on
sustainability principles, international market requirements, and leading practices in green marketing. The
findings indicate that adopting coherent and well-designed marketing strategies for national sustainable products
by : developing a green national identity alongside an integrated sustainable marketing mix, is essential for
increasing export levels, attracting investment, and improving the global competitiveness of these products.

Keywords : International Marketing, Sustainable Products, Green Marketing, Green Brand.
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Theme title:

Enhancing the Competitiveness of Algerian Ecological Products: Lessons Learned from Tunisia and
Spain

Dr. Gouacem Narimane, University of Saida Dr.Moulay Tahar, narimane. gouacem @univ-saida.dz

Abstract:

Algeria possesses significant potential in the ecological agricultural and natural products sector, such as olive
oil and medicinal herbs, yet limited innovation, weak eco-labeling, and lack of international standard compliance
reduce its global competitiveness. This study analyzes successful experiences in Tunisia and Spain to derive
actionable recommendations for Algeria. The comparison shows that Tunisia benefited from a national BIO label
and government export support, while Spain focused on innovation, packaging, and advanced marketing
strategies to access European, American, and Asian markets. The study recommends unifying eco-labels,
developing digital export platforms, improving packaging, and supporting cooperatives and innovation to
enhance Algeria’s ecological products’ competitiveness internationally.

Keywords: Ecological products, export, competitiveness, innovation, eco-labels, Algeria, Tunisia, Spain.
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