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Abstract  
    The concept of societal marketing is a relatively 

recent concept in the field of tourism sector and an 

extension of the marketing philosophy does not 

differ with it either in the first place or in the 

satisfaction of the consumer, although the societal 

is keen on the interest and well-being of the 

societal as a whole, as well as a leading concept of 

sustainable marketing in integrating issues of 

societal responsibility into commercial marketing 

strategies, and the research derives its importance 

from the fact that it highlights for a relationship 

between societal marketing within The Oasis of 

Siwa and its relationship with the sustainable 

marketing practices of the oasis and its significant 

impact on various administrative and marketing 

processes of the tourism product and its impact on 

the choices of tourists for oasis as a tourist 

destination, and aims to convince the need to 

reconsider modern marketing patterns that suit the 

times and achieve sustainability, and show the 

overlap between the concepts of societal marketing 

and social marketing, in addition to the possibility 

of promoting marketing practices that achieve 

sustainability of the oasis through societal 

marketing, the descriptive analytical approach has 

been adopted through the scientific methods 
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 التسويقيه المستدامت" بالتطبيق علي واحت سيوة "

accepted and followed through reference and field 

studies.                                        

The research concluded with a series of theoretical 

conclusions that identified the shortcomings of the 

revitalization plan for the societal marketing of the 

oasis in addition to the closure of the oasis on 

itself, which weakens the idea of sustainability at 

the desired level, hence the most important 

recommendations for the development of the 

revitalization plans of the oasis and its integration 

with modern developments while maintaining its 

societal identity and attaching it to sustainable 

evolutionary passengers through the infrastructure 

and attaching maids and facilities and adapting to 

the special environment of the oasis. 

Keywords 
Societal marketing,  societal responsibility, 

sustainable marketing, sustainable marketing 

practices. 
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