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SUSTAINABLE SUPPLY CHAIN MANAGEMENT IN THE SOUTH 

AFRICAN MANUFACTURING INDUSTRY 

Navigating challenges and opportunities through green marketing and  

ethical consumerism 
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Abstract 

This paper explores sustainable practices in the South African manufacturing industry, with a focus on green mar-

keting and ethical consumerism. It outlines these phrases and their importance in developing sustainable and socially 

responsible supply chains. The literature study investigates how green marketing focuses on eco-friendly products and 

consumer perceptions, whereas ethical consumerism emphasizes fair labour practices and ethical sourcing. This paper 

adopts literature, drawing exclusively from primary sources such as academic journals and publications accessible 

through databases like Web of Science. The focus is on synthesizing insights from scholarly articles, research papers, 

and industry reports to examine the interconnections between green marketing and ethical consumerism. The research 

aims to provide a comprehensive understanding of the current state and implications of green marketing and ethical 

consumerism in fostering sustainable supply chains within the South African manufacturing sector, solely relying on 

information derived from scholarly publications. The article delves deeper into the linkages between these theories, 

emphasizing the need of consumer education, transparency, and industry collaboration. Manufacturers should follow 

strategic guidelines, such as effective communication and long-term commitment while implementing these practices. 

The conclusion emphasizes the transformative path to a sustainable future, in which manufacturers play a key role 

in promoting economic viability as well as beneficial societal and environmental effect. 

Keywords: sustainable supply chain, green marketing, ethical consumerism 

Introduction 

The South African manufacturing industry is currently at a critical point, as it is compelled to re-

configure its operational paradigms to satisfy the demands of sustainability (Anzolin & Andreoni 

2023). With a growing global emphasis on the preservation of the environment and ethical business 

practices, incorporating sustainable supply chain management has become not only an organizati-

onal obligation but also a strategic need (Kan et al., 2020). According to Gaglio et al (2022) South 

Africa's manufacturing sector is diverse, with a range of industries including automotive, textiles, 

food and beverage, clothing and footwear, wood products, paper and packaging, chemicals and 

plastics, and metal products. Aisiri & Van Dyk (2021) further explains that the automotive sector 

stands out, with being a prominent  in vehicle assembly and component manufacturing, supported 

by robust supply chains and a skilled workforce (Alreahi et al, 2023). The mining and metals pro-

cessing sector contributes to the industry, leveraging the country's rich mineral resources to pro-

duce a range of commodities for both domestic consumption and international markets (Serumaga 

& van der Poll, 2021). Food and beverage production, holds strategic importance. the chemicals 

industry plays a significant role in supplying various sectors with essential inputs(Driver, 2024) . 

The sector has been growing in recent years and has potential for further growth. This article finds 
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two major marketing theories, Green Marketing, and Ethical Consumerism, as fundamental fra-

meworks offering insights and solutions for attaining sustainable supply chain management in this 

transitional setting. 

Green Marketing Theory 

Mahmoud et al.,(2024) explains Green Marketing, as a comprehensive strategy based on environ-

mental responsibility, emphasizes the marketing of products and practices with low environmental 

impact. This approach promotes organizations to use sustainable sourcing, reduce carbon fo-

otprints, and innovate in product design to comply with eco-friendly principles (Liao and Pham, 

2020). In the manufacturing industry, where utilization of resources and waste management are 

critical, Green Marketing becomes a guiding principle for creating supply chains that priori-

tize environmental sustainability (Škatarić et al.,2021). By incorporating green initiatives into the 

supply chain, manufacturers can not only reduce their environmental impact but also gain a com-

petitive advantage by catering to an increasingly eco-conscious consumer base (Sugandi et al., 

2020). 

Green Marketing principles can be used in various parts of the manufacturing supply chain, such 

as sustainable raw material sourcing, energy-efficient production techniques, and the development 

of recyclable or biodegradable products. For example, Sharma's (2021) study emphasized the im-

portance of avoiding "green marketing myopia" by incorporating environmental attributes thro-

ughout a product's life cycle. By doing so, manufacturers can address challenges related to resource 

scarcity, waste management, and environmental degradation in their supply chain processes (Song 

et al., 2020). 

Ethical Consumerism Theory 

Ethical Consumerism investigates how ethical factors including fair employment practices, ethical 

sourcing, and corporate social responsibility influence consumers' purchase decisions (Beck & Lad-

wig, 2021). Understanding and responding to ethical consumer behaviour is critical for sustainable 

supply chain management in the manufacturing industry, particularly in a country with a diversified 

socioeconomic environment such as South Africa (Waheed et al.,2020) consumers are increasingly 

looking for products that reflect their beliefs, providing an opportunity for manufacturers to diffe-

rentiate themselves by incorporating ethical practices into their supply chains (Beck & Ladwig, 

2021). 

Ethical Consumerism theory assists manufacturers in understanding the expectations of socially 

conscious consumers, by incorporating fair labour practices, ensuring ethical material sourcing, and 

participating in community development initiatives, manufacturers can align their supply chain 

practices with the values of ethically conscious consumers (Karimzadeh & Boström 2024). This 

not only encourages brand loyalty but also frames producers as contributors to positive social 

change. 

Application to the South African Manufacturing Industry 

Green marketing and ethical consumerism are crucial in South Africa because the manufacturing 

industry contributes significantly to the national GDP (Gross domestic product).The industry not 
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only creates jobs but also plays a significant role in tackling social and economic challenges 

(Stungwa,2024). Embracing sustainable supply chain management is more than simply a strategic 

decision; it is a collective responsibility to contribute to the larger socioeconomic and environ-

mental goals established in South Africa's national development strategy (Udeagha,& Breitenbach 

2023). As South Africa deals with issues such as resource shortages, socioeconomic inequality, and 

environmental concerns, incorporating Green Marketing and Ethical Consumerism into manufac-

turing supply chains provides a balanced solution. This method aims to reconcile economic impe-

ratives with social and environmental needs. 

This paper explores the literature surrounding Green Marketing and Ethical Consumerism 

within the manufacturing context. By delving into existing research, the paper aims to identify the 

challenges faced and opportunities unlocked by manufacturers embracing these marketing theories 

for sustainable supply chain management. 

 

Theory Objective Characteristics Factors Relevance to the 

South African manu-

facturing sector 

Green market-

ing 

Identify chal-

lenges and op-

portunities in 

implementing 

green market-

ing for sustain-

able supply 

chain manage-

ment. 

Focuses on en-

vironmental 

benefits, eco-

friendly messag-

ing 

Sustainability 

principles, in-

novation, col-

laboration 

Incorporating green 

marketing principles 

into manufacturing  

provides a balanced 

solution to resource 

shortages and envi-

ronmental concerns. 

Ethical Con-

sumerism 

Explore chal-

lenges and op-

portunities in 

implementing 

ethical con-

sumerism for 

sustainable 

supply chain 

management 

Prioritizes fair 

labour, ethical 

sourcing 

Consumer be-

haviour, brand 

loyalty, social 

responsibility 

Aligning supply chain 

practices with the val-

ues of ethically con-

scious consumers 

contribute to positive 

social change and 

brand loyalty. 

Application to 

the South Afri-

can Manufac-

turing Indus-

try 

Examine the 

role of green 

marketing and 

ethical con-

sumerism in 

the South Afri-

can manufac-

turing sector 

for sustainable 

development. 

Addresses so-

cial and eco-

nomic chal-

lenges 

Socioeconomic 

factors, envi-

ronmental 

concerns, na-

tional develop-

ment goals 

 

Investigate the role of 

green marketing and 

ethical consumerism 

in promoting sustain-

able supply chain 

management in the 

sector. 

Table 1:  Green marketing and ethical consumerism table 

Source: Author’ construction 
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Materials and method 

This study conducted a comprehensive analysis of the literature investigating sustainable supply 

chain management in the South African manufacturing industry. By navigating challenges and op-

portunities through green marketing and ethical consumerism with a focus on eco-friendly pro-

ducts, consumer perceptions, ethical consumerism, fair labour practices, and ethical sourcing. This 

paper adopts literature, drawing exclusively from primary sources such as the Web of Science. The 

focus is on synthesizing insights from scholarly articles, research papers, and industry reports to 

examine the interconnections between green marketing and ethical consumerism. The research 

aims to provide a comprehensive understanding of the current state and implications of green 

marketing and ethical consumerism in fostering sustainable supply chains within the South African 

manufacturing sector, solely relying on information derived from scholarly publications. The article 

delves deeper into the linkages between these theories, emphasizing the need for consumer educa-

tion, transparency, and industry collaboration. 

Literature Review 

Green Marketing in South African Manufacturing: Opportunities and Challenges 

The South African manufacturing industry, characterized by its diverse product supply and econo-

mic significance, faces a dual challenge of meeting consumer demands and mitigating environ-

mental impacts (Amoako et al.,2022) . The literature on Green Marketing within the manufacturing 

industry shows both the opportunities and challenges associated with adopting environmentally 

sustainable practices. 

One of the prominent opportunities identified in the literature is the potential for market diffe-

rentiation, as consumers globally and in South Africa become increasingly environmentally 

conscious, manufacturers adopting Green Marketing strategies stand to gain a competitive ad-

vantage (Kuokkanen & Sun, 2020). Studies highlight how consumers are willing to pay premium 

prices for products perceived as environmentally friendly, creating a lucrative market segment for 

manufacturers embracing green initiatives (Andreoni et al., 2021). 

However, the literature indicates that manufacturers encounter problems when applying Green 

Marketing. One common element is the requirement for a thorough understanding of consumer 

attitudes and expectations. South Africa's diversified consumer base provides distinct problems, 

demanding specific approaches to effectively communicating product environmental benefits (Mu-

konza and Swarts, 2020). Furthermore, the literature highlights the significance of avoiding "gre-

enwashing"—a practice when corporations exaggerate or fraudulently claim their ecologically be-

neficial operations, potentially resulting in a loss of consumer trust. (Andreoni et al., 2021). 
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Figure 1: Green marketing in the manufacturing industry 

Source: Author’s construction 

Ethical Consumerism in South African Manufacturing: Social Implications 

Ethical Consumerism, as a driving force for sustainable supply chain management, emphasizes the 

societal implications of manufacturing practices. South Africa, with its history of socio-economic 

inequalities, places ethical considerations at the forefront of consumer decision-making (Desiderio 

et al.,2022). The literature on Ethical Consumerism within the manufacturing industry highlights 

the potential for positive social impact when manufacturers prioritize fair labour practices and 

ethical sourcing. 

Studies show that consumers in South Africa are increasingly considering ethical factors in their 

purchasing decisions (Van Rensburg et al., 2020). This shift in consumer behaviour creates an op-

portunity for manufacturers to address social challenges through ethical supply chain practices. By 

ensuring fair wages, safe working conditions, and ethical sourcing of materials, manufacturers can 

contribute to the broader socio-economic development goals outlined in South Africa's national 

agenda (Contini et al., 2020). 

Despite the beneficial social consequences, Ethical Consumerism's incorporation into pro-

duction remains a difficulty (Maziriri, 2020).The literature indicates that there may be contradicti-

ons between ethical practices and economic feasibility, particularly for small and medium-sized 

firms (SMEs). Ethical sourcing may result in increased expenses, raising worries about the financial 

feasibility of such methods, especially for enterprises operating in highly competitive marketplaces. 

(Awan, 2022). 

Green 
Marketing

Eco 
friendly 

products

Locally 
sourced 
products

Sutainable 
practices

Consumer 
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Figure 2: Ethical consumerism by manufacturers. 

Source: Author’s construction 

Synthesis: Navigating Challenges and Maximizing Opportunities 

The synthesis of the literature on Green Marketing and Ethical Consumerism within the South 

African manufacturing industry reveals a nuanced view. Manufacturers navigating the path toward 

sustainable supply chain management must strike a delicate balance between leveraging opportuni-

ties and mitigating challenges. 

When Green Marketing and Ethical Consumerism are used concurrently, it becomes clear how 

connected they are. A study by (Chizaryfard & Karakaya,2022) emphasizes the benefits of ecologi-

cally friendly products and ethically sourced materials. This junction generates a powerful narrative 

that resonates with South Africa's increasingly conscientious customers, providing an opportunity 

for manufacturers to align their supply chains with both environmental and social concerns. 

However, the research also identifies potential difficulties and trade-offs. The financial implica-

tions of adopting sustainable practices, whether through Green Marketing or Ethical Consu-

merism, continue to be a major concern for manufacturers. The cost of implementing eco-friendly 

production processes and ensuring ethical labour practices may pose challenges, especially for 

SMEs with limited resources (Srinivasan & Eded, 2021). 

Furthermore, effective communication emerges as a critical factor. The literature underscores 

the need for manufacturers to transparently convey their commitment to sustainability. This requ-

ires not only addressing environmental and social aspects but also educating consumers about the 

complexities and trade-offs involved in sustainable supply chain management (Alizadeh-Basban & 

Taleizadeh, 2020). 

Implications for Sustainable Supply Chain Management 

The findings from the literature review point to several implications for sustainable supply chain 

management in the South African manufacturing industry. Manufacturers adopting Green Marke-

ting and Ethical Consumerism must prioritize consumer education to enhance transparency and 

Ethical 
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Sustainable 
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Fair labour 
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build trust, additionally, industry collaborations and government support are crucial for mitigating 

financial challenges associated with sustainable practices. 

The integrated application of Green Marketing and Ethical Consumerism aligns with the broader 

goals of sustainable development, by considering environmental, social, and economic dimensions 

concurrently, manufacturers can contribute to a resilient and responsible manufacturing industry. 

Discussion 

The synthesis of the literature on Green Marketing and Ethical Consumerism in the South African 

manufacturing industry lays the foundation for a discussion on the challenges and opportunities 

presented by these two marketing theories in the field of sustainable supply chain management. 

Synergies and Tensions 

One of the central themes emerging from the literature is the potential synergies between Green 

Marketing and Ethical Consumerism. The connectedness of environmentally friendly products and 

ethically sourced materials creates a narrative that resonates with the socially conscious South Af-

rican consumer (Srinivasan & Eded, 2021). Manufacturers, therefore, have an opportunity to leve-

rage this connection by aligning their supply chains with both environmental and social considera-

tions (Hassan et al., 2022) . 

However, this synthesis also brings to light potential tensions and trade-offs. The financial imp-

lications of adopting sustainable practices, whether through Green Marketing or Ethical Consu-

merism, remain a significant concern for manufacturers, especially SMEs (Srinivasan & Eded, 

2021). The balancing act between economic feasibility and ethical practices requires careful navi-

gation to ensure the long-term viability of sustainable supply chain management initiatives and 

business prosperity (Kar & Harichandan 2022). 

Consumer Education and Transparency 

Effective communication is also a critical factor in successfully implementing Green Marketing and 

Ethical Consumerism. The complexity of sustainable supply chain practices, including environ-

mental trade-offs and ethical considerations, necessitates an initiative-taking approach in commu-

nicating these complexities to consumers (Contini et al., 2020). 

Transparency becomes not only a strategic imperative but also an ethical responsibility. Consu-

mer trust is foundational to the success of Green Marketing and Ethical Consumerism initiatives, 

and a lack of transparency can lead to scepticisms and potential backlash from consumers (Beck & 

Ladwig, 2021). Manufacturers, therefore, need to adopt clear communication strategies that 

highlight their commitment to sustainability while being honest about the challenges they face. 

Financial Implications and Collaboration 

The financial implications of sustainable supply chain management, highlighted in the literature, 

underscore the need for industry collaborations and government support. While larger corporati-

ons may have the resources to implement environmentally friendly and ethically sound practices, 
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(small medium enterprises) SMEs, which constitute a sizeable portion of the manufacturing sector. 

(Alizadeh-Basban & Taleizadeh, 2020). 

Government policies and incentives can play a pivotal role in encouraging sustainable practices. 

Initiatives that provide financial support, tax incentives, or access to resources for manufacturers 

adopting green and ethical supply chain practices can facilitate a smoother transition toward susta-

inability (Sunar & Swaminathan,2022). Industry collaborations, where manufacturers share best 

practices and resources, can further enhance the collective impact of sustainable supply chain ini-

tiatives (Hassan et al 2022). 

Strategic Recommendations 

Building on the insights from the literature, several strategic recommendations arise for manufac-

turers aiming to embrace sustainable supply chain management in the South African context. 

Firstly, a robust consumer education strategy should be developed to convey the intricacies of 

sustainable practices and their impact on both the environment and society. Transparency should 

also be embedded in communication efforts to foster trust among consumers. 

A study by Sunar& Swaminathan (2022) suggests that manufacturers should actively seek colla-

borations within the industry and engage with government initiatives that support sustainable prac-

tices. By pooling resources and sharing knowledge, manufacturers can collectively overcome finan-

cial challenges and accelerate the adoption of sustainable supply chain management practices. 

Lastly, manufacturers must adopt a long-term perspective. The integration of Green Marketing 

and Ethical Consumerism into the supply chain management process is not a quick-fix solution 

but a journey that requires continuous commitment and adaptation. Awan (2022) states that by 

aligning sustainability with corporate values and long-term business strategies, manufacturers can 

navigate challenges and capitalize on the opportunities presented by these two marketing theories. 

In summary, the discussion displays the connection between Green Marketing and Ethical Con-

sumerism in the pursuit of sustainable supply chain management within the South African manu-

facturing industry. While challenges exist, the opportunities for market differentiation, positive so-

cial impact, and environmental stewardship are substantial. 

Manufacturers stand at the forefront of driving change in supply chain practices. By embracing 

the synergies between Green Marketing and Ethical Consumerism, transparently communicating 

their commitment to sustainability, and actively seeking collaboration and support, manufacturers 

can contribute to more resilient, responsible, and sustainable manufacturing. 

Conclusion 

Green marketing, with its emphasis on environmental responsibility, enables manufacturers to not 

only meet customer expectations but also obtain a competitive advantage through environmentally 

conscious operations. Ethical Consumerism, which is based on societal values, emphasizes the op-

portunity for manufacturers to contribute to good social change by prioritizing fair working prac-

tices and ethical sourcing. 

The synthesis of these theories emphasizes the synergies and conflicts that develop when 

promoting sustainability. Manufacturers may capitalize on the link between sustainable goods and 

ethically obtained materials, appealing to the socially conscious South African consumer. However, 
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financial issues continue to be a significant challenge, particularly for smaller businesses, demanding 

industry collaboration and supportive government regulations. 
As the South African manufacturing industry undergoes upheaval, the consequences of this 

study are substantial. As a result, this research contends that transparency and customer education 

are critical components for success. Effective communication, free of "greenwashing," will be criti-

cal to fostering customer trust and engagement. 

Looking ahead, strategic proposals indicate a shared industry commitment to sustainable practi-

ces. Manufacturers can move the industry towards a future in which economic growth and environ-

mental and social responsibility coexist smoothly by proactively educating consumers, transparently 

conveying corporate principles, and participating in collaborative projects. 

In this regard, South Africa's manufacturing industry is not just an economic player, but also a 

contributor to societal and environmental sustainability. The decisions made now will have an im-

pact throughout history, building an industry that grows not at the expense of the planet or its 

people, but in collaboration with them. This final thought propels the South African manufacturing 

industry ahead by encouraging manufacturers to seize opportunities, confront obstacles, and accept 

responsibility for crafting a sustainable future. 

References 

Alizadeh-Basban, N., Taleizadeh, A. A. (2020). A hybrid circular economy-game theoretical 
approach in a dual-channel green supply chain considering sale’s effort, delivery time, and hybrid 
remanufacturing. Journal of Cleaner Production, 250, 119521. 
https://doi.org/10.1016/j.jclepro.2019.119521 

Alreahi, M., Bujdosó, Z., Dávid, L.D., Gyenge, B. (2023): Green supply chain management in hotel 
industry: a systematic review. Sustainability 15(7) 5622. http://dx.doi.org/10.3390/su15075622 

Amoako, G. K., Dzogbenuku, R. K., Doe, J., & Adjaison, G. K. (2022). Green marketing and the 
SDGs: emerging market perspective. Marketing Intelligence & Planning, 40(3), 310-327. 
https://doi.org/10.1108/MIP-11-2018-0543 

Andreoni, A., Mondliwa, P., Roberts, S., & Tregenna, F. (2021). Structural transformation in South 
Africa: The challenges of inclusive industrial development in a middle-income country (p. 416). Oxford Univer-
sity Press. https://doi.org/10.1093/oso/9780192894311.001.0001 

Anzolin, G., & Andreoni, A. (2023). Robotising, but how? Evidence from the automotive sector 
in South Africa. Journal of Manufacturing Technology Management, (ahead-of-print). 
https://doi.org/10.1108/JMTM-06-2022-0242 

Awan, U. (2022). Industrial ecology in support of sustainable development goals. In Responsible con-
sumption and production (pp. 370-380). Cham: Springer International Publishing. 
http://dx.doi.org/10.1007/978-3-319-95726-5_18 

Beck, V., & Ladwig, B. (2021). Ethical consumerism: veganism. Wiley Interdisciplinary Reviews: Climate 
Change, 12(1), e689. http://dx.doi.org/10.1002/wcc.689 

Charizard, A., & Karakaya, E. (2022). The value chain dilemma of navigating sustainability transiti-
ons: A case study of an upstream incumbent company. Environmental Innovation and Societal Transiti-
ons, 45, 114-131. https://doi.org/10.1016/j.eist.2022.10.002 

https://doi.org/10.1016/j.jclepro.2019.119521
http://dx.doi.org/10.3390/su15075622
https://doi.org/10.1108/MIP-11-2018-0543
https://doi.org/10.1093/oso/9780192894311.001.0001
https://doi.org/10.1108/JMTM-06-2022-0242
http://dx.doi.org/10.1007/978-3-319-95726-5_18
http://dx.doi.org/10.1002/wcc.689
https://doi.org/10.1016/j.eist.2022.10.002


Sokhetye, A. 

12 
 

Contini, M., Annunziata, E., Rizzi, F., & Frey, M. (2020). Exploring the influence of Corporate 
Social Responsibility (CSR) domains on consumers’ loyalty: an experiment in BRICS count-
ries. Journal of Cleaner Production, 247, 119158. https://doi.org/10.1016/j.jclepro.2019.119158 

Desiderio, E., García-Herrero, L., Hall, D., Segrè, A., & Vittuari, M. (2022). Social sustainability 
tools and indicators for the food supply chain: A systematic literature review. Sustainable Production 
and Consumption, 30, 527-540. https://doi.org/10.1016/j.spc.2021.12.015 

Driver, C. (2024). South African Manufacturing: The challenge of growth with jobs. Structural 
Change and Economic Dynamics, 68, 433-445. http://dx.doi.org/10.1016/j.strueco.2023.10.015 

Gaglio, C., Kraemer-Mbula, E., & Lorenz, E. (2022). The effects of digital transformation on in-
novation and productivity: Firm-level evidence of South African manufacturing micro and small 
enterprises. Technological Forecasting and Social Change, 182, 121785. 
https://doi.org/10.1016/j.techfore.2022.121785 

Hassan, S. M., Rahman, Z., & Paul, J. (2022). Consumer ethics: A review and research 
agenda. Psychology & Marketing, 39(1), 111-130. https://doi.org/10.1002/mar.21580 

Kan, K., Mativenga, P., & Marnewick, A. (2020). Understanding energy use in the South African 
manufacturing industry. Procedia CIRP, 91, 445-451. https://doi.org/10.1016/j.procir.2020.02.197 

Kar, S. K., & Harichandan, S. (2022). Green marketing innovation and sustainable consumption: 
A bibliometric analysis. Journal of Cleaner Production, 361, 132290. 
https://doi.org/10.1016/j.jclepro.2022.132290 

Karimzadeh, S., & Boström, M. (2024). Ethical consumption in three stages: a focus on sufficiency 
and care. Environmental Sociology, 10(1), 1-11. https://doi.org/10.1080/23251042.2023.2277971 

Kuokkanen, H., & Sun, W. (2020). Companies meet ethical consumers: Strategic CSR management 
to impact consumer choice. Journal of Business Ethics, 166, 403-423. 
https://doi.org/10.1007/s10551-019-04145-4 

Liao, Y. K., Wu, W. Y., & Pham, T. T. (2020). Examining the moderating effects of green marketing 
and green psychological benefits on customers’ green attitude, value, and purchase intention. Sus-
tainability, 12(18), 7461. https://doi.org/10.3390/su12187461 

Mahmoud, M. A., Seidu, A. S., Tweneboah-Koduah, E. Y., & Ahmed, A. S. (2024). Green marke-
ting mix and repurchase intention: the role of green knowledge. African Journal of Economic and Ma-
nagement Studies. https://doi.org/10.1108/AJEMS-04-2023-0137 

Maisiri, W., & Van Dyk, L. (2021). Industry 4.0 skills: A perspective of the South African manu-
facturing industry. SA Journal of Human Resource Management, 19, 1416. 
http://dx.doi.org/10.4102/sajhrm.v19i0.1416 

Maziriri, E. T. (2020). Green packaging and green advertising as precursors of competitive ad-
vantage and business performance among manufacturing small and medium enterprises in South 
Africa. Cogent Business & Management, 7(1), 1719586. 
https://doi.org/10.1080/23311975.2020.1719586 

Mukonza, C., & Swarts, I. (2020). The influence of green marketing strategies on business perfor-
mance and corporate image in the retail sector. Business strategy and the Environment, 29(3), 838-845. 
http://dx.doi.org/10.1002/bse.2401 

Serumaga-Zake, J. M., & van der Poll, J. A. (2021). Addressing the impact of fourth industrial 
revolution on South African manufacturing small and medium enterprises (SMEs). Sustainabi-
lity, 13(21), 11703. https://doi.org/10.3390/su132111703 

https://doi.org/10.1016/j.jclepro.2019.119158
https://doi.org/10.1016/j.spc.2021.12.015
http://dx.doi.org/10.1016/j.strueco.2023.10.015
https://doi.org/10.1016/j.techfore.2022.121785
https://doi.org/10.1002/mar.21580
https://doi.org/10.1016/j.procir.2020.02.197
https://doi.org/10.1016/j.jclepro.2022.132290
https://doi.org/10.1080/23251042.2023.2277971
https://doi.org/10.1007/s10551-019-04145-4
https://doi.org/10.3390/su12187461
https://doi.org/10.1108/AJEMS-04-2023-0137
http://dx.doi.org/10.4102/sajhrm.v19i0.1416
https://doi.org/10.1080/23311975.2020.1719586
http://dx.doi.org/10.1002/bse.2401
https://doi.org/10.3390/su132111703


Sustainable supply chain management in the south african manufacturing industry 

13 
 

Sharma, A. P. (2021). Consumers’ purchase behaviour and green marketing: A synthesis, review, 
and agenda. International Journal of Consumer Studies, 45(6), 1217-1238. 
https://doi.org/10.1111/ijcs.12722 

Škatarić, G., Vlahović, B., Užar, D., Spalevic, V., & Novićević, R. (2021). The influence of green 
marketing on consumer environmental awareness. Poljoprivreda I Sumarstvo, 67(2), 21-36. 
http://dx.doi.org/10.17707/AgricultForest.67.2.02 

Song, M., Yang, M. X., Zeng, K. J., & Feng, W. (2020). Green knowledge sharing, stakeholder 
pressure, absorptive capacity, and green innovation: Evidence from Chinese manufacturing 
firms. Business Strategy and the Environment, 29(3), 1517-1531. https://doi.org/10.1002/bse.2450 

Srinivasan, N., & Eden, L. (2021). Going digital multinationals: Navigating economic and social 
imperatives in a post-pandemic world. Journal of International Business Policy, 4(2), 228-243. 
https://doi.org/10.1057/s42214-021-00108-7 

Stungwa, S. (2024). Is external debt an impediment to the South African economy? Public Sector 
Economics, 48(1), 103-124. https://doi.org/10.3326/pse.48.1.5 

Sugandini, D., Susilowati, C., Siswanti, Y., & Syafri, W. (2020). Green supply management and 
green marketing strategy on green purchase intention: SMEs cases. Journal of Industrial Engineering 
and Management (JIEM), 13(1), 79-92. http://dx.doi.org/10.3926/jiem.2795 

Sunar, N., & Swaminathan, J. M. (2022). Socially relevant and inclusive operations manage-
ment. Production and Operations Management, 31(12), 4379-4392. 
https://doi.org/10.1111/poms.13873 

Udeagha, M. C., & Breitenbach, M. C. (2023). The role of financial development in climate change 
mitigation: Fresh policy insights from South Africa. Biophysical Economics and Sustainability, 8(1), 1. 
https://doi.org/10.1007/s41247-023-00110-y 

Van Rensburg, M. L., S'phumelele, L. N., & Dube, T. (2020). The ‘plastic waste era;’ social percep-
tions towards single-use plastic consumption and impacts on the marine environment in Durban, 
South Africa. Applied Geography, 114, 102132. https://doi.org/10.1016/j.apgeog.2019.102132 

Waheed, A., Zhang, Q., Rashid, Y., Tahir, M. S., & Zafar, M. W. (2020). Impact of green manu-
facturing on consumer ecological behaviour: Stakeholder engagement through green production 
and innovation. Sustainable Development, 28(5), 1395-1403. https://doi.org/10.1002/sd.2093 

Authors 

Anathi Sokhetye 

ORCID: 0009-0007-4027-964X 

PhD student 

Hungarian University of Agriculture and Life Sciences 

Doctoral School of Economics and Regional Sciences 

Anathimihlalisokhetye@gmail.com 

 

A műre a Creative Commons 4.0 standard licenc alábbi típusa vonatkozik:  

CC-BY-NC-ND-4.0.  

 

 

https://doi.org/10.1111/ijcs.12722
http://dx.doi.org/10.17707/AgricultForest.67.2.02
https://doi.org/10.1002/bse.2450
https://doi.org/10.1057/s42214-021-00108-7
https://doi.org/10.3326/pse.48.1.5
http://dx.doi.org/10.3926/jiem.2795
https://doi.org/10.1111/poms.13873
https://doi.org/10.1007/s41247-023-00110-y
https://doi.org/10.1016/j.apgeog.2019.102132
https://doi.org/10.1002/sd.2093
https://orcid.org/0009-0007-4027-964X
mailto:Anathimihlalisokhetye@gmail.com
https://creativecommons.org/licenses/by-nc-nd/4.0/deed.hu

