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ABSTRAK 

Radhiya, Felisha Faradila Putri. 2025. Strategi Green Marketing 

Communication pada Iklan Komersial Assalam Sasirangan Pewarna Alam. 

Pembimbing Bapak Siswanto Rawali. 

Penelitian ini bertujuan untuk menganalisis efektivitas strategi Green 

Marketing Communication (GMC) dalam iklan komersial Assalam Sasirangan, 

produsen kain sasirangan pewarna alam ramah lingkungan di Banjarmasin. Di 

tengah dominasi kain sasirangan berbahan pewarna sintetis, Assalam hadir 

membawa pesan pelestarian lingkungan. Metode yang digunakan adalah 

eksperimen one-group pretest-posttest dengan pendekatan kuantitatif terhadap 70 

responden yang terdiri dari ASN dan mahasiswa. Data dikumpulkan melalui 

kuesioner online dan wawancara, serta dianalisis menggunakan SPSS. Hasil 

penelitian menunjukkan bahwa strategi green advertising yang diterapkan berhasil 

meningkatkan pemahaman audiens dan engagement. Tayangan iklan meningkat 

sebesar 4.452,6%, dengan konten Reels menyumbang 80,9% dari total tayangan 

serta interaksi organik mencapai 99,8%. Selain itu, terjadi peningkatan profil 

kunjungan sebesar 481,5% dan klik tautan sebesar 357,1%. Strategi berbasis konsep 

AIDA, edukasi audio-visual, dan pemilihan talent efektif menjangkau audiens usia 

25–34 tahun yang menjadi target utama. Temuan ini menegaskan bahwa GMC 

melalui media sosial dapat menjadi strategi komunikasi yang tepat untuk 

mempromosikan produk ramah lingkungan dan membangun kesadaran generasi 

muda terhadap pentingnya pelestarian lingkungan. 

Kata kunci: Sasirangan warna alam, Komunikasi pemasaran hijau, iklan 

komersial, media sosial  
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ABSTRACT 

Radhiya, Felisha Faradila Putri. 2025. Green Marketing Communication 

Strategy in the Commercial Advertisement of Assalam Sasirangan Natural Dye. 

Supervisor, Mr. Siswanto Rawali. 

This study aims to analyze the effectiveness of the Green Marketing 

Communication (GMC) strategy in the commercial advertisement of Assalam 

Sasirangan, a producer of eco-friendly natural-dyed Sasirangan fabric based in 

Banjarmasin. Amid the dominance of synthetic-dyed Sasirangan fabrics, Assalam 

conveys a message of environmental preservation. The research employed a one-

group pretest-posttest experimental method with a quantitative approach involving 

70 respondents, consisting of civil servants and university students. Data were 

collected through online questionnaires and interviews, and analyzed using SPSS 

software. The findings indicate that the implemented green advertising strategy 

significantly enhanced audience understanding and engagement. Advertisement 

views increased by 4,452.6%, with Reels content contributing 80.9% of total views 

and 99.8% of interactions being organic. Additionally, profile visits rose by 481.5% 

and URL clicks by 357.1%. The strategy based on the AIDA model, educational 

audio-visual content, and effective talent selection successfully reached the 25–34 

age group, which is the primary target audience. These findings affirm that GMC 

through social media is an effective communication strategy for promoting eco-

friendly products and raising awareness among younger generations about the 

importance of environmental sustainability. 

Keywords: Natural color sasirangan, green marketing communication, 

commercial advertisement, social media  
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