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Abstract. This research aims to investigate and propose green marketing strate-

gies tailored to revolutionize small businesses operating within the creative indus-

tries of Tasikmalaya. In light of the escalating concerns surrounding environmen-

tal sustainability, small enterprises within the creative sector possess a distinctive 

opportunity to embrace eco-friendly practices and seamlessly integrate them into 

their marketing approaches. Tasikmalaya, renowned for its thriving creative land-

scape, serves as an exemplary backdrop for scrutinizing the transformative poten-

tial of green marketing within small businesses. This research employs a qualita-

tive methodology, encompassing in-depth interviews, comprehensive case stud-

ies, and an exhaustive analysis of secondary data pertinent to green marketing 

and Tasikmalaya's creative industries. Through meticulous analysis, the collected 

data will unveil prevalent marketing practices, environmental challenges con-

fronting small businesses, and plausible strategies for embedding green market-

ing within their operations. The outcomes of this study will illuminate the pre-

vailing state of green marketing adoption within Tasikmalaya's small creative 

businesses. Furthermore, it will pinpoint the impediments and catalysts govern-

ing the implementation of green marketing strategies. By embracing green mar-

keting, these small enterprises can distinguish themselves within the market, al-

lure eco-conscious consumers, and actively contribute to the overarching sustain-

ability aspirations of Tasikmalaya's creative industries. 
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ing, Marketing Strategie, Revolutionizing Small Businesses. 

1 INTRODUCTION 

Green marketing has become a major concern for companies in recent years, especially 

for MSMEs in the creative industry. The company is trying to adopt an environmentally 

friendly marketing strategy to meet the demands of consumers who are increasingly 

aware of the importance of the environment. However, there are still many challenges 

faced by MSMEs in implementing green marketing [1]. One model that can help im-

prove the performance of MSMEs in the creative industries sector is the MSME Per-

formance Improvement Model in the Creative Industries Sector which combines social, 
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economic, and environmental aspects [2]. This model helps MSMEs identify needs and 

opportunities to improve their performance through implementing environmentally 

friendly practices [3]. This model also assists MSMEs in gaining access to new markets 

that are more environmentally friendly and promotes their green practices [4]. 

The MSME Performance Improvement Model in the Creative Industries Sector 

makes a significant contribution for improving the overall MSME performance through 

the application of environmentally friendly practices [5]. The application of green mar-

keting can improve company performance and increase customer satisfaction [6]. The 

MSME Performance Improvement Model in the Creative Industries Sector has a posi-

tive impact on social and environmental aspects, such as increasing local community 

participation and reducing waste [7]. The application of green marketing can also in-

crease customer trust and influence their purchasing decisions [8]. Companies that im-

plement environmentally friendly practices can improve brand image and customer trust 

[9]. 

However, there are still a number of challenges faced by MSMEs in implementing 

green marketing, such as limited resources and limited access to markets. MSMEs need 

support and access to larger markets to be able to implement environmentally friendly 

practices. Cooperation between companies and the government can strengthen the 

MSME Performance Improvement Model in the Creative Industries Sector in encour-

aging the application of environmentally friendly practices [10]. 

The MSME Performance Improvement Model in the Creative Industry Sector has 

been found to have a positive contribution for improving MSME performance. This 

research will look at how MSMEs in the creative industries can implement environ-

mentally friendly practices through green marketing using the MSME Performance Im-

provement Model in the Creative Industries Sector as a reference. This research will 

explore new concepts in green marketing that can help MSMEs improve their perfor-

mance and provide positive benefits for the environment. Therefore, this research is 

expected to provide solutions for MSMEs in the creative industries to implement envi-

ronmentally friendly practices and improve their performance in a sustainable manner. 

Green marketing has become an important concern in recent years, especially for 

SMEs in the creative industry. Green marketing is considered a strategy that can im-

prove MSME performance and environmental sustainability. Green marketing plays an 

important role in improving the business performance and brand image of MSMEs in 

the creative industries. There are research finding showing that consumers are increas-

ingly concerned about the environment and prefer products or services that are envi-

ronmentally friendly. Government policies and the role of social media also affect the 

adoption of green marketing by MSMEs in the creative industries [11]. Adoption of green 

marketing in MSMEs can increase competitive advantage and financial performance 

[12]. There are still several factors that affect the adoption of green marketing in 

MSMEs, including a lack of knowledge and understanding of green marketing con-

cepts, lack of access to green technology, and lack of support from the government and 

related institutions. In an effort to overcome these problems, it is shown that training 

and mentoring can help MSMEs to understand the concept of green marketing and ap-

ply it to their business [13] along with emphasizing the importance of support from the 
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government and related institutions in increasing the adoption of green marketing in 

MSMEs. 

2 METHODS 

The problem-solving approach in green marketing research with the MSME Perfor-

mance Improvement Model in the Creative Industries Sector is the preliminary study 

of the literature. Identification of the problems to be solved in this study is how green 

marketing can help improve the performance of MSMEs in the creative industries. De-

fining the concept of green marketing in detail and completely to ensure a clear under-

standing of this concept, as well as see how its application in SMEs in the creative 

industries can improve business performance. A literature review was conducted 

through a comprehensive literature study on green marketing in creative industries and 

SMEs. This includes research related to green marketing, best practices in its applica-

tion, and its impact on business performance. The factors that influence the implemen-

tation of green marketing in SMEs in the creative industries was also identified. These 

factors can be in the form of government policies, capital, availability of resources, and 

other  factors that can influence the successful implementation of green marketing. By 

following this approach, this research was able to gain an in-depth understanding of 

green marketing and how its application in SMEs in the creative industries can help 

improve business performance. This can help business people in the creative industries 

to make the right decisions in implementing green marketing in their business. The 

research adopts a qualitative approach, combining indepth interviews, case studies, and 

analysis of secondary data related to green marketing and the creative industries in 

Tasikmalaya. The data collected were analyzed using thematic analysis to identify cur-

rent marketing practices, environmental challenges faced by small businesses, and po-

tential strategies for integrating green marketing into their operations. 

The population of this research is MSME in Tasikmalaya with a total of 9700 busi-

nesses. By using random sampling, there were 63 companies participated in the Focus 

Group   Discussion in Tasikmalaya. 

3 RESULTS AND DISCUSSION 

The findings revealed that integrating green marketing strategies within creative indus-

tries offers substantial benefits for small businesses. By leveraging sustainability as a 

core value proposition, businesses can enhance their brand reputation, differentiate 

themselves from competitors, and attract environmentally conscious consumers. Suc-

cessful case studies demonstrate that creative industries have the power to influence 

consumer behavior positively, shaping sustainable consumption patterns and fostering 

a culture of eco-consciousness. 

The research highlights various effective green marketing strategies for small busi-

nesses in creative industries, including: 
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1. Sustainable sourcing: Using environmentally friendly materials and promoting fair 

trade practices in the supply chain. 

2. Eco-design: Incorporating eco-friendly principles into product design, pack-aging, 

and manufacturing processes. 

3. Green advertising and promotion: Communicating sustainability initiatives through 

creative and compelling marketing campaigns. 

4. Stakeholder engagement: Encouraging employee and customer involvement in sus-

tainability efforts to foster a sense of community and shared responsibility. 

The findings indicated that the adoption of green marketing strategies by small busi-

nesses in creative industries can lead to several positive outcomes. First, integrating 

sustainability as a core value proposition enhances brand reputation and differentiation 

from competitors. 

The research also identified specific green marketing strategies that have proven ef-

fective in revolutionizing small businesses in creative industries. These strategies in-

clude sustainable sourcing, eco-design, green advertising and promotion, and stake-

holder engagement. Small businesses that prioritize environmentally friendly materials, 

incorporate eco-friendly principles into design and production processes, communicate 

sustainability initiatives effectively, and engage employees and customers in their green 

efforts tend to experience significant benefits. 

Moreover, the research highlighted the influence of creative industries in shaping 

consumer behavior and fostering a culture of eco-consciousness. Through impactful 

advertising campaigns, innovative product design, and active engagement with stake-

holders, small businesses in creative industries can drive sustainable consumption pat-

terns and inspire broader societal change. 

4 CONCLUSIONS 

This research demonstrates the potential of green marketing strategies to revolutionize 

small businesses in creative industries. By embracing sustainability and adopting envi-

ronmentally friendly practices, these businesses can drive positive change, attract a 

loyal customer base, and contribute to a greener future. Implementing effective green 

marketing strategies can not only lead to increased profitability but also enable small 

businesses to become influential advocates for sustainable practices within their indus-

tries. As the demand for eco-conscious products and services continues to rise, integrat-

ing green marketing strategies is crucial for the long-term success and competitiveness 

of small businesses in creative industries. 

The research findings demonstrated that green marketing strategies have the poten-

tial to revolutionize small businesses in creative industries by driving sustainable prac-

tices and facilitating business growth. Implementing eco- friendly strategies enhances 

brand reputation, attracts environmentally conscious consumers, and cultivates cus-

tomer loyalty. The study emphasizes the importance of sustainable sourcing, eco-design, 

green advertising and promotion, and stakeholder engagement as effective strategies 

for small businesses to differentiate themselves in the market. 
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To fully leverage the potential of green marketing strategies, small businesses in 

creative industries should actively embrace sustainability as a core value and integrate 

eco-friendly practices throughout their operations. By doing  so, these businesses can 

contribute to a greener future, gain a competitive advantage, and become influential 

advocates for sustainability within their industries. 
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