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 This study aims to analyze the implementation of green marketing among silk 
SMEs in Makassar as an effort to expand their market reach. The research 
employed a descriptive qualitative method with a case study approach, using 
interviews, observation, and documentation. Findings reveal that 
enviromentally friendly production practices, such as the use o natural dyes and 
manual weaving, have begun to be adopted by some medium-scale SMEs. 
However, limited financial resources, knowledge, and external support hinder 
most small-scale SMEs from adopting such practices. In terms of promotion, 
most SMEs still focus on product aesthetics and pricing without emphasizing 
sustainability values, leaving consumers uninformed abaout the green 
advantages of their products. In fact, consumers demonstrated latent interest 
and willingness to pay a higher price for eco-friendly products when clear 
information was provided. In conclusion, the implementation of green 
marketing in Makassar’s silk SMEs remains partial and requires systematic 
support to enhance competitiveness in national and global markets.   
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I. Introduction 

 
Various campaigns initiated by civil society organizations as well as companies have encouraged the 

public to reduce plastic consumption, given the alarming level of plastic waste contaminating oceans every 

year. Awareness of the importance of environmental preservation has driven producers to become more 

selective in the use of environmentally friendly raw materials. Companies have increasingly adopted 

sustainable practices such as banning animal testing, implementing e-billing systems, managing and reusing 

waste, and utilizing recyclable packaging. Green marketing has become an important topic within 

contemporary marketing discussions, mainly triggered by the escalating issue of global warming (Sya’ar & 

Waluyo, 2017). Beyond soil pollution and air contamination, water pollution has emerged as a critical problem 

caused by industrial expansion and the release of hazardous chemicals into rivers. These environmental 

challenges have prompted the rise of eco-oriented business practices, widely referred to as green marketing. 

Green marketing can be understood as the integration of environmental concerns into strategic marketing 

(Eneizan et al., 2016; Steyn et al., 2014). This approach provides competitive advantages through proactive, 

long-term, and sustainability-oriented strategies (Simão & Lisboa, 2017). It involves aligning green marketing 
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goals with the core areas of the marketing value chain, which include the development of green products, 

green positioning, green logistics, effective waste management, green communication, sustainable 

partnerships, and adjustments to the marketing mix.  

 Companies that adopt such practices are able to enhance their corporate image, which often suffers 

from negative perceptions linked to environmental degradation. Environmental marketing strategies allow 

firms to view ecological challenges as business opportunities, turning sustainability efforts into sources of 

market competitiveness. Successful green innovation enables companies to achieve greater efficiency, 

strengthen their core competencies, and enhance their corporate green image, which ultimately contributes 

to profitability. Among the key outcomes of green innovation is the creation of eco-friendly products (Berry 

et al., 2001). Environment-based marketing with society, or “Environmental Marketing”, within the framework 

of green marketing strategies, is utilized by companies as a business opportunity to gain market advantage 

through both their products and services. Successful green innovation enables firms to achieve greater 

efficiency, build and strengthen core competencies, and enhance their green corporate image, which 

ultimately can be integrated to contribute to overall corporate profitability (Kam-Sing Wong, 2012). Various 

innovations have been implemented by companies to contribute to environmental sustainability, one of 

which is the development and introduction of environmentally friendly products (green products). 

The adoption of green marketing is not only relevant to large corporations but also to small and 

medium-sized enterprises (SMEs). SMEs are increasingly required to produce safe and eco-friendly products 

as a means of sustaining competitiveness. Given their significant role in economic development, SMEs must 

strengthen their capacity to survive by improving management across marketing, production, human 

resources, and finance(Utomo & Pratiwi, 2021; Wibowo et al., 2015). Competitiveness, in this context, refers to 

the ability of firms to engage effectively in market competition and achieve success within it (Fitriati, 2015).  

Continuous innovation and creativity are critical for SMEs to adapt to consumer expectations and avoid being 

overwhelmed by market liberalization. SMEs must be agile in recognizing opportunities and responsive to 

changing consumer demand. In Indonesia, the government has encouraged greater public attention toward 

environmental issues, particularly pollution resulting from industrial and household waste. Growing 

environmental awareness has driven consumers to favor products with positive environmental impacts. 

Moreover, global consumer demands have pressured industries to adopt green marketing practices that 

emphasize sustainable product development, energy and waste management, consumer protection, and 

environmentally responsible policies. The silk weaving industry, as a traditional craft and cultural heritage of 

Indonesia, represents a significant SME sector, especially in South Sulawesi, where silk products have already 

established a wide market reach. This provides a major opportunity to further develop innovations within the 

industry. In Makassar City, silk-weaving SMEs have attempted to adopt green marketing by integrating 

sustainable practices into production, particularly in response to river pollution caused by chemical dyes.  

The concept of green marketing has been widely adopted by corporations as a strategic approach to 

expand and strengthen market share by targeting environmentally conscious consumers. Green marketing, 

often termed environmental marketing, refers to the comprehensive set of activities designed to produce and 

facilitate transactions aimed at fulfilling human needs and desires, while simultaneously ensuring consumer 

satisfaction and minimizing detrimental impacts on the natural environment (Polonsky, 2008). Green 

marketing aligns consumer needs with ecological preservation, offering businesses a long-term perspective 

for competitiveness (Dangelico & Vocalelli, 2017). Setiyaningrum et al., (2015) have argued that green 

marketing emerged as a response to environmental degradation caused by industrial production, thus 

embodying corporate responsibility toward sustainability. Since the early 2000s, green marketing has 

developed rapidly alongside technological advancements, stricter advertising regulations, government 

incentives, and closer scrutiny by environmental organizations and the media. As a strategic concept, green 

marketing encompasses the entire production and marketing process, balancing consumer demands with 

environmental protection. Unlike traditional marketing, green marketing emphasizes the interconnectedness 

of businesses, society, and the environment. It requires implementation across all organizational functions—

from marketing and quality management to product design, production, and supply chain management 
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(Eneizan et al., 2016). Firms must integrate green marketing practices throughout the entire operational 

process, including product policy, pricing, distribution, and promotional strategies. In doing so, they can 

minimize environmental harm while securing long-term market competitiveness. 

 

II. Literature Review and Hypothesis Development 
 

The concept of green marketing has been implemented by many companies as a strategy to expand 

and grow their market share, particularly targeting consumers who are environmentally conscious. According 

to Polonsky (2008), green or environmental marketing refers to all activities designed to generate and 

facilitate transactions intended to meet human needs or wants, while simultaneously minimizing adverse 

impacts on the natural environment. Dangelico & Vocalelli (2017) further explain that green marketing is a 

marketing system that aligns consumer interests with environmental needs and, at the same time, through its 

sustainable application, allows companies to adopt a long-term perspective.  Similarly, Setiyaningrum et al. 

(2015) argue that green marketing emerged as an innovation in response to environmental degradation 

caused by production activities, thereby instilling a sense of responsibility for environmental sustainability. 

Essentially, green marketing serves as a strategic concept for companies to produce goods while taking 

environmental impacts into account, meeting current consumer needs, developing competitive advantages 

over rivals, and ultimately achieving profitability. 

The distinction between green marketing and traditional marketing is outlined by Eneizan et al., 

(2016). Green marketing emphasizes the interrelationship between companies, society, and the environment. 

It must be practiced by all parties within an organization—not only marketers but also other functional units 

such as quality control, design, production, and supply management. To minimize the negative 

environmental impacts of their operations, firms must integrate green marketing practices across their entire 

operational processes, including planning, implementation, and control of product, service, pricing, 

distribution, and promotional policies. The term “green” itself signifies environmental concern and 

responsibility. Beyond its ecological dimension, green marketing also supports corporate profitability. To 

enhance competitiveness, firms may adopt Porter & Aksara,(1994) generic strategies: (1) Cost leadership, by 

producing goods at relatively low cost; (2) Differentiation, by offering unique and exclusive products that 

justify premium pricing; (3) Focus, by serving specific market segments; (4) Cost focus, by concentrating on 

niche markets with competitive pricing; and (5) Differentiation focus, by offering specialized products tailored 

to particular customer needs.  

There are five key aspects of green marketing implementation among SMEs in India, namely greening 

the process, green supply chain management, green strategic policy initiatives, proactive energy 

conservation, and green promotion (Chahal et al., 2014). These five dimensions have demonstrated a positive 

and significant impact on firm performance. Moreover, the application of green marketing in B2B customer 

contexts has been shown to influence customer satisfaction and employee retention.  In this study, the 

researcher seeks to integrate the conceptualization of green marketing into locally wisdom–based products 

in South Sulawesi, particularly in Wajo Regency, which is renowned for its silk production. The implementation 

of green marketing among silk SMEs in Makassar remains partial and fragmented. Medium-scale SMEs have 

begun adopting environmentally friendly practices such as using natural dyes and traditional weaving 

methods. In contrast, small-scale SMEs continue to rely heavily on synthetic dyes due to lower costs, limited 

technical skills, and a lack of institutional support. Wastewater treatment systems are generally absent in 

small-scale operations, further constraining their ability to adopt sustainable practices. In terms of promotion, 

only a minority of SMEs highlight eco-friendly attributes in their marketing materials (Ipo et al., 2021).  

Most businesses continue to focus on aesthetics and pricing, with little to no mention of 

sustainability. Consequently, consumers are left uninformed about the ecological value of the products. 

Nevertheless, consumer responses reveal latent interest and willingness to pay premium prices when 

sustainability information is made available. This suggests significant untapped potential in aligning green 

production with effective communication strategies (Khoirudin et al., 2016). The research concludes that 
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green marketing among silk SMEs in Makassar is still in its early stages and lacks integration across production, 

promotion, and consumer education. While there is consumer willingness to support eco-friendly products, 

the absence of systematic efforts—including training, eco-labeling, and collective branding—limits the ability 

of SMEs to fully leverage sustainability as a competitive advantage. Therefore, coordinated support from 

stakeholders, including government agencies and industry associations, is essential to strengthen the role of 

green marketing in enhancing the competitiveness of silk SMEs at both national and global levels. 
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