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ABSTRACT

After the natural resources of human overexploitation, begin some and see personages appeal for the importance of the

environmental child care first, then in recent years, green environmental protection becomes and falls over each other to dip in the

green image above among enterprises, numerous and complicated getting green products, getting green to make Cheng, getting

green to serve even not getting green marketing being set about going on prospective changing to a new form, it is on sale

throughout the attention that the concept receives the relevant personages of the industry, academia more and more that green

among them. So-called and getting green marketing mean, accede to the green concept in the tactics marketing of enterprise. So

form a group of consumption ethnicities with green consciousness among the consuming public, among them is divided into dark

green consumer and light green consumer again. In this way transition of world trends, let original pure economy of manufacturing

industry, OEM of Taiwan, march toward ODM design, make economy for engineering, have to meet an emergency with higher

speed. Research this attempt, probe into from thinking, getting green theory two these of marketing face, combine of green

consumption, in order to analyze consumers to the relation between the environmental protection goods, and find out the goods new

element that is designed of environmental protection through the angle of aesthetics, formed it with the products difference between

environmental protection goods and general goods in the past, and then built the new appearance of constructing the environmental

protection goods, extend, happen enterprise environmental protection goods develop marketing new goal of tactics, abolish

environmental protection goods applaud myth that does not draw well. In the course of studying, make use of analytic approach of

the factor to get green consumption and green marketing and design the factor relation while developing to the environmental

protection goods, and the influence factor received is channeled into the environmental protection goods and designed the new

element, via the analysis at two stages, its result telescopes the new element the environmental protection goods are designed and

developed in the way, build and construct the environmental protection goods to develop the new tactics of marketing with this result

finally. Research this purpose lie in, make Taiwan enterprise pass development marketing new tactics that innovate, with the

international green trend improvement international visibility and popularity by a wide margin, and then promote the

competitiveness of the world.
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