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ABSTRACT 
 

This paper explores how small and medium-sized enterprises (SMEs) can leverage zero-waste marketing strategies to 
foster sustainable business practices and engage eco-conscious consumers. By focusing on practical approaches to 
minimizing both physical and digital waste in marketing efforts, SMEs can inspire consumer adoption of zero-waste 
lifestyles while transitioning towards circular business models. The paper showcases some exemplary from SMEs 
context that have integrated zero-waste initiatives into their marketing efforts.  The paper discusses key strategies, the 
influence of marketing on consumer behaviour and the potential for SMEs to shift from linear to circular models, 
ultimately positioning themselves as leaders in sustainability. It emphasises the practical and accessible steps SMEs 
can take, aligning with their resource constraints while maximizing their impact on both consumer behaviour and 
business growth through zero-waste initiatives. 
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INTRODUCTION  
 
As global awareness of environmental issues rises, small and medium-sized enterprises (SMEs) are increasingly 
seeking ways to adopt sustainable practices (Troise et al., 2023; Tyler et al., 2024). Among these, zero-waste marketing 
emerges as a crucial strategy for SMEs aiming to minimise their environmental footprint while engaging eco-
conscious consumers (Hanifah, 2023; Tereshchenko et al., 2023). This paper argues that by implementing zero-waste 
marketing strategies, SMEs not only reduce waste but also foster deeper connections with their customers and drive 
sustainable growth. Zero-waste marketing focuses on reducing waste across physical, digital, and social marketing 
efforts, using practical strategies that align with SMEs’ limited resources (Tereshchenko et al., 2023). By clearly 
communicating their sustainability initiatives, SMEs can influence consumer behaviour toward adopting zero-waste 
practices and transitioning to circular business models (Bogusz  et al., 2021; Szymkowiak et al., 2024). However, 
achieving zero waste is complex and requires support from various stakeholders, including government agencies, 
suppliers and consumers (Souza Piao et al., 2024). Sustainable supply chains, financial incentives and consumer 
education are vital for SMEs to maintain zero-waste practices. Therefore, partnerships and collective action are 
essential in driving the broader system changes needed to make zero waste a reality for SMEs. This paper outlines 
practical marketing strategies for SMEs and emphasises the importance of customer and community engagement in 
achieving zero-waste goals. 
 
METHOD 
 
Zero-Waste Marketing Strategies for SMEs 
This paper focuses on zero-waste within the marketing aspect by exploring strategies for reducing waste in marketing 
campaigns and promoting sustainable consumer behaviour. It explores how SMEs can adopt eco-conscious marketing 
techniques to support circular business models and motivate customers to embrace zero-waste practices. Given their 
resource constraints, SMEs may face difficulties in adopting such approaches. However, practical and accessible 
strategies can help them reduce waste in their marketing campaigns, such as using sustainable packaging, eco-friendly 
digital content and minimalistic advertising. These methods not only align with sustainability goals but also foster 
stronger engagement with environmentally conscious consumers. 
 
Sustainable Packaging and Eco-Friendly Materials 
Studies found that one of the most effective ways SMEs can achieve net-zero sustainability is through the 
implementation of sustainable packaging practices (Olazo et al., 2023). By utilising biodegradable or recyclable 
materials for product packaging, these businesses can significantly reduce their environmental impact. Sustainable 
packaging not only minimises waste but also conserves resources and reduces carbon emissions associated with 
production and disposal. Moreover, by highlighting their commitment to sustainability through eco-friendly 
packaging, SMEs can differentiate themselves in a crowded market, attracting environmentally conscious consumers 
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and fostering brand loyalty. This strategic focus on sustainability not only contributes to a healthier planet but also 
enhances the overall reputation and competitiveness of the business (Olazo et al., 2023). Following are examples of 
two brands that implemented sustainable packaging practices to achieve net-zero sustainability goals. These 
companies demonstrate how effective sustainable packaging can lead to reduced environmental impact while 
enhancing brand reputation and customer loyalty. By adopting biodegradable or recyclable materials, PaperID and 
Soda Stream have not only minimised waste but also positioned themselves as leaders in sustainability within their 
respective industries 

• PaperID is an Indonesian startup that specialises in producing eco-friendly paper products made from 
recycled paper and agricultural waste, such as sugarcane and banana leaves. By utilising sustainable materials 
and adopting biodegradable packaging, PaperID significantly reduces its environmental impact. The 
company actively promotes awareness of waste management and sustainable practices, positioning itself as 
a leader in the eco-friendly stationery and packaging industry in Indonesia. 

• SodaStream is an Australian company that produces home carbonation systems, allowing consumers to 
make their own sparkling water at home, significantly reducing the need for single-use plastic bottles. The 
company uses recyclable materials in its packaging and encourages consumers to refill CO2 canisters, 
minimising waste. By promoting sustainability and offering an eco-friendlier alternative to bottled beverages, 
SodaStream has positioned itself as a leader in the Australian beverage market, appealing to environmentally 
conscious consumers. 

 
Influencing Consumer Behaviour  
Marketing plays a pivotal role in shaping consumer behaviour, particularly regarding sustainability. SMEs can 
leverage their marketing efforts to educate and inspire their customers to adopt zero-waste practices. One was of doing 
this is through digital marketing. Digital marketing often leads to data overload and information fatigue among 
consumers (Al-Youzbaky et al., 2022). SMEs can adopt minimalistic approaches in their digital marketing by focusing 
on impactful content that resonates with their audience. For instance, brands can create concise videos or infographics 
that communicate their sustainability efforts clearly and effectively. Another way is through story telling. Storytelling 
is a powerful tool for SMEs to connect emotionally with consumers (Kemp et al., 2021; Maharani and Setiawati, 
2023) and promote zero-waste practices. Here are two examples of SMEs effectively using marketing to influence 
consumer behaviour towards sustainability: 

• Zero Waste Store: This Australian-based SME specialises in selling eco-friendly, bulk food and personal 
care products. Their marketing strategy includes minimalistic digital content, such as simple infographics 
and short videos that educate consumers on how to reduce waste in their daily lives. By focusing on impactful 
messaging that highlights the benefits of zero-waste practices, they effectively engage their audience and 
encourage sustainable shopping habits. Their straightforward approach minimises information overload and 
allows consumers to easily understand their sustainable mission. 

• Ethique: A New Zealand-based beauty brand, Ethique focuses on producing solid shampoo and conditioner 
bars that eliminate plastic waste from packaging. Through storytelling, Ethique shares authentic narratives 
about their founder's journey towards sustainability, the environmental impact of traditional beauty products 
and their commitment to ethical sourcing. Their marketing campaigns often include customer testimonials 
that showcase how using their products contributes to a zero-waste lifestyle. By connecting emotionally with 
consumers through these stories, Ethique inspires behaviour change and fosters a community of eco-
conscious individuals. 

 
Consumer Engagement and Behaviour Change 
Consumer engagement is crucial for SMEs striving to achieve zero-waste goals (Luthra et al., 2022). While these 
businesses can offer sustainable products, their success largely depends on consumers’ willingness to adopt reusable 
items and invest in eco-friendly goods. For example, Mandala Eco-Village, in Indonesia and Sustainable Salons in 
Australia can exemplify SMEs that focused on promoting sustainable living and zero-waste practices. 

• Mandala Eco-Village offers a range of eco-friendly products, including reusable bags, biodegradable 
packaging and personal care items. The brand actively engages consumers through workshops and 
community events that educate participants about the importance of reducing waste and adopting sustainable 
habits. For instance, they conduct workshops on creating DIY natural products, composting and upcycling, 
encouraging consumers to rethink their consumption patterns and make informed choices. 

• Sustainable Salons, an Australian initiative that works with hair salons to recycle hair, foil and other 
materials. By educating salon owners and their clients about the importance of recycling in reducing waste, 
Sustainable Salons effectively engages customers in a collective effort toward zero waste.  

To drive meaningful behaviour change, SMEs must invest in marketing strategies that educate consumers on waste 
reduction practices. However, broader societal support—including educational campaigns, government regulations 
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and community efforts—is essential to align consumer preferences with zero-waste practices, ensuring a unified 
commitment to sustainability (Souza Piao et al., 2024). 
 
Community Engagement and Local Sourcing 
Engaging with the local community not only builds brand loyalty but also reduces the carbon footprint associated with 
long-distance shipping. SMEs can source materials locally and promote local artisans or businesses in their marketing 
campaigns (Abisuga-Oyekunle and Fillis, 2017). This approach not only supports the local economy but also resonates 
with consumers who prioritise sustainability. Du Anyam and Harris Farm Markets exemplify this, where local 
producers create a direct connection with consumers, reinforcing the idea of supporting sustainable practices. 

• Du Anyam is a social enterprise that engages with local communities by sourcing handcrafted woven 
products directly from rural women artisans in Eastern Indonesia. By utilising locally sourced materials and 
working with local artisans, Du Anyam not only supports the community but also minimises the 
environmental impact of transportation and production. This localised approach reduces the carbon footprint 
associated with long-distance shipping while promoting traditional craftsmanship. Additionally, by 
promoting these community-driven, eco-friendly products, Du Anyam fosters brand loyalty among 
consumers who value sustainability and social impact. 

• Harris Farm Markets, a family-owned business is a well-known Australian grocery retailer that emphasises 
sourcing local produce from nearby farmers and suppliers. By promoting locally grown fruits, vegetables 
and artisan products, Harris Farm not only supports local agriculture but also reduces the carbon emissions 
associated with long-distance food transportation. Their marketing campaigns often feature stories about 
local farmers, creating a direct connection between consumers and the origins of their food. This approach 
resonates with environmentally conscious consumers, strengthening brand loyalty and fostering a community 
focused on sustainable practices. 

 
RESULTS AND DISCUSSION 
 
From Linear to Circular: Opportunities for SMEs 
The transition from traditional linear business models to circular ones presents significant opportunities for SMEs. In 
a linear model, businesses take, make and dispose of products, leading to waste generation. Conversely, a circular 
model emphasises reuse, repair and recycling, creating a closed-loop system that minimises waste. Circular economy 
as a model recommended in fast fashion industry. Fast fashion is a garment that has a variety of fashion models that 
change very quickly to meet consumer desires (Yoon et al., 2020; Dabija. 2022). The Fashion Industry includes 3 sub-
sectors of the creative industry which are very prominent among other developing creative industries in Indonesia. 
The fashion industry should think about the extraction of raw materials by using nylon which has strong natural fibres 
to be recycled and minimizes the capitalization of cotton. The circular economic can be applied in fashion industry to 
help maintain environmental sustainability to the waste it produces. The fashion industry should be contributed on 
recycling process or recycled materials for other products such as making bed covers, blankets, curtain, doormats, 
cleaning tools, toys crafts, and many more. It will be sharing the economy on the profit it gets by setting aside profits 
for the waste treatment process. 
 
Designing for Longevity and Reusability 
SMEs can rethink their product designs to enhance longevity and reusability. By incorporating modular components 
or offering repair services, businesses can encourage consumers to extend the life of their products. Companies like 
IKEA are leading the way by offering furniture repair services and modular designs, enabling consumers to maintain 
and customise their products instead of discarding them. However, many SMEs have embraced this circular economy 
concept from the outset. As pioneers in sustainable practices, these SMEs can excel by optimising operational costs 
while promoting environmentally friendly solutions. 
 
Communicating Circular Initiatives 
Effective marketing communication is crucial for SMEs transitioning to circular business models. Clear messaging 
about sustainability initiatives, such as recycling programs or take-back schemes, can enhance customer loyalty and 
strengthen brand perception. SMEs should transparently convey the environmental benefits of their circular initiatives, 
making it easier for consumers to understand and engage with their sustainability goals. Unlike larger corporations, 
SMEs thrive on strong connections with their communities, allowing them to resonate more deeply with customers. 
By prioritising these relationships, SMEs can foster a sense of belonging and support, further solidifying their 
commitment to sustainability. 
 
Building Consumer Loyalty through Sustainability 
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Consumers are increasingly drawn to brands that prioritise sustainability. By adopting circular business practices and 
effectively communicating these efforts, SMEs can enhance customer loyalty. Research indicates that consumers are 
willing to pay a premium for sustainable products, highlighting the financial benefits of transitioning to a circular 
model. Brands like Toms, known for its commitment to social and environmental responsibility, have successfully 
built loyal customer bases through their sustainable initiatives (Toms, 2023). Ultimately, SMEs can leverage their 
close-knit community relationships and authentic brand narratives to establish themselves as trusted leaders in 
sustainability, setting themselves apart in a competitive landscape. 
 
CONCLUSION 
 
Zero-waste marketing presents a compelling opportunity for SMEs to engage eco-conscious consumers while 
fostering sustainable growth. By implementing practical strategies to minimise waste, influence consumer behaviour 
and transition to circular business models, SMEs can position themselves as leaders in sustainability. The journey 
towards zero waste may come with challenges, particularly for resource-constrained SMEs, but the potential for 
consumer engagement, brand loyalty and long-term success makes it a worthwhile endeavour. 
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