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[ going to carry out each task and responsibility. What has changed more than ever is Privacy, Security, and }
r . .. . i
s ical Concerns? Our society is much more open than in the past. These changes have forced marketers .
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‘J% o address real concerns about security and privacy, both online and offline. This study is exploratory in :
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of nature and assesses the relationship between the 7P’s marketing mix and corporate social responsibility. ‘
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s alter their strategy as a result the practice of CSR has evolved considerably. The study reveals how a :
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ﬂ° company blends its greenness sense into their marketing mix and CSR. A further study can be put on a I
| research about how to gain advantages, such as customers’ loyalty and trust, by improving their green CSR }

strategy. This paper also answers the relevance of continuing to teach this framework in the light of
‘V’ changing business, environmental and social demands, and increasing corporate social responsibility 1
| consciousness. This literary work focuses on marketing ethics and corporate social responsibility as d

veritable strategies for sustainable corporate growth, profitability and society at large. This conceptual

H" study draws a new conceptual model in order to link the relationship of the concept of CSR and marketing ;
H mix. }
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