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Abstract 
 
Aims: The study aims to analyze sustainable waste management strategies for market 
return products in the Fast-Moving Consumer Goods (FMCG) sector, focusing on their 
repurposing into alternative fuels and animal feed. It investigates innovative methods to 
enhance sustainability, operational efficiency, and environmental impact reduction. 
Study Design: This research adopts a descriptive qualitative case study design. 
Place and Duration of Study: The study was conducted in a major FMCG company in 
Indonesia over a period of six months, from January to June 2024. 
Methodology: Data were collected through in-depth interviews with operational managers 
and sustainability officers, direct field observations of waste sorting and processing activities, 
and analysis of company documentation, including Standard Operating Procedures (SOPs) 
and sustainability reports. The waste management process was evaluated for its efficiency 
and potential to repurpose market return products into usable resources. Techniques such 
as barcode-based tracking systems and digital monitoring were also assessed for their 
impact on improving waste management practices. 
Results: The findings highlight that approximately 75% of market return products could be 
repurposed, with 45% converted into alternative fuels, such as bio-pellets for industrial use, 
and 30% processed into animal feed. The integration of environmentally friendly 
technologies improved tracking and operational efficiency by 20%. Challenges identified 
include regulatory gaps and inconsistent waste handling practices across different regions. 
Conclusion: Sustainable waste management of FMCG market returns not only minimizes 
environmental risks but also provides viable solutions for resource optimization, such as the 
production of alternative fuels and animal feed. These practices enhance operational 
efficiency and strengthen brand reputation. Future research should focus on developing 
comprehensive regulatory frameworks and scaling these solutions to other sectors. 
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1. INTRODUCTION  14 

 15 
Sustainability Strategies in the Fast-Moving Consumer Goods (FMCG) Industry the FMCG 16 
industry holds immense potential for advancing renewable energy, particularly through 17 
innovative waste management solutions such as transforming sawdust into biofuel pellets. 18 
This approach addresses the dependency on fossil fuels while mitigating environmental 19 
impact.  20 



 

 

 21 
Sustainable Strategies for FMCG Efforts to enhance sustainability in FMCG production and 22 
distribution include:  23 
 24 
1. Eco-Friendly Materials: Shifting from plastics to biodegradable alternatives such as 25 

cloth bags, bamboo, and refillable containers.  26 
2. Renewable Energy: Utilizing solar panels, wind power, and biofuels to energize 27 

operations and transportation fleets.  28 
3. Sustainable Supply Chain Practices: Enhancing collaboration between suppliers and 29 

retailers, optimizing logistics to reduce environmental footprints.  30 
4. Circular Economy: Minimizing waste and encouraging resource reuse through 31 

sustainable economic models.  32 
5. Stakeholder Collaboration: Engaging communities, NGOs, and governments to promote 33 

responsible resource management, such as water conservation. These initiatives 34 
support long-term sustainability and lower environmental impact in FMCG operations. 35 
Characteristics of FMCG Products FMCG products, including packaged food, 36 
beverages, toiletries, and cosmetics, are defined by their high turnover and affordability. 37 
They often have a short shelf life, emphasizing the need for efficient production, 38 
distribution, and waste management. Key FMCG producers in Indonesia include Nestle, 39 
Unilever, Indofood, Garuda Food, and Ultra Jaya, among others.  40 

 41 
Market Return Management Challenges Market return management is critical for maintaining 42 
brand reputation and environmental responsibility. Challenges include discrepancies in 43 
shipment documentation, improper waste disposal risks, and ensuring that expired products 44 
are securely destroyed. Mismanagement of these products can lead to reputational damage 45 
if compromised products reach consumers. Proposed Solutions:  46 
 47 
1. Implementing a barcode-based calculation system integrated with a web-based 48 

monitoring application for real-time, accurate tracking of market returns.  49 
2. Collaborating with third-party waste management companies to process expired goods 50 

into raw materials or alternative fuels, such as in the cement industry. Case Study: 51 
Waste in the Garment Industry Preliminary observations in household garment 52 
production identified waste from overproduction and defects as a significant challenge. 53 
Utilizing focused questionnaires and systematic observations can help quantify and 54 
address waste management issues.  55 

 56 
Conclusion The FMCG industry can play a pivotal role in advancing sustainability through 57 
innovative waste management, eco-friendly practices, and renewable energy adoption. 58 
Efficient market return management and collaboration with stakeholders ensure reduced 59 
environmental impact and strengthened brand reputation. This approach not only aligns with 60 
global sustainability goals but also sets a benchmark for other industries to follow. This study 61 
underscores the need for an integrated approach to manage market returns and production 62 
waste, highlighting the importance of technology and collaboration in achieving sustainability 63 
objectives.  64 
Product Innovation According to Kotler and Keller (2009), innovation encompasses new 65 
products, services, ideas, and perceptions. Innovation is defined as any product or service 66 
that consumers perceive as novel. In simpler terms, innovation can be seen as a 67 
breakthrough related to the creation of new products. However, Kotler also emphasizes that 68 
innovation extends beyond the development of new products or services. It includes new 69 
business ideas and processes, serving as a critical mechanism for companies to adapt to 70 
dynamic environments. Businesses are therefore encouraged to generate fresh ideas and 71 
innovative products while delivering exceptional service to customers.  72 
 73 



 

 

Innovation is increasingly vital not only for ensuring business sustainability but also for 74 
gaining a competitive edge. Setiadi (2010) identifies five key characteristics of innovation:  75 
 76 
1. Relative Advantage: The primary question to assess a product's potential success is 77 

whether it offers a significantly greater advantage than the product it replaces.  78 
2. Compatibility: This refers to how well a product aligns with existing values and the past 79 

experiences of potential users, significantly influencing the acceptance of new products.  80 
3. Complexity: The perceived difficulty in understanding and using an innovation affects its 81 

adoption. The more complex a product, the harder it is to gain user acceptance.  82 
4. Trialability: The degree to which an innovation can be tested or tried before full 83 

commitment. Products that allow consumers to experiment in real conditions are 84 
generally adopted more quickly. To accelerate adoption, the product must demonstrate 85 
its advantages.  86 

5. Observability: The extent to which the benefits or results of using an innovation are 87 
visible to others. Innovations with easily observable results are more likely to be 88 
adopted, as visibility and ease of communication help showcase their effectiveness to 89 
peers and communities. In summary, successful innovation involves creating products 90 
or ideas that provide clear benefits, align with user values, are easy to adopt, and offer 91 
tangible advantages that can be demonstrated and observed. These factors collectively 92 
determine the speed and likelihood of adoption by consumers. 93 

 94 
2. Material and Methods  95 
 96 
    This study uses a qualitative descriptive method by seeking data on how to manage fast-97 
moving consumer goods waste. Qualitative research is used to understand social 98 
phenomena that occur from the perspective of participants. Participants are people who are 99 
interviewed, observed and asked to provide opinions, data, thoughts and perceptions. 100 
Respondents in this study were the operational managers of PT. Karya Kita Jaya in 101 
Purwakarta city, Cinangka village. The initial observation step was to find out what was 102 
managed by the waste company, and the uses of the waste that had been managed. Then, 103 
data was taken at will to make it easier for researchers and to select respondents randomly. 104 
This study took a sample of 6 respondents. These respondents were interviewed with 105 
several questions and then the results of the interviews were recorded, documented, and 106 
analyzed. Furthermore, the answers between respondents were compared to reach 107 
conclusions regarding the processing of industrial waste that had been carried out.  108 
 109 
Theoretical Framework, Basic Thinking and Research Hypothesis are as follows: 110 
 111 
Theoretical Framework works In this final research assignment, the following theoretical 112 
framework can be put forward: 113 
 114 
1. Fast Moving Cunsomer Goods (FMCG) products; 115 
2. FMCG Product Producing Companies 116 
3. Destruction Process as a basis for maintaining the Brand Image of FMCG Companies; 117 
 118 
Meta data 119 
 120 
Interviews or interviews are one form of interpersonal communication which is a form of 121 
direct communication without the 122 
intermediary of individual media, in this case the role of speaker and listener is done 123 
alternately, and often these roles are 124 
combined. Interviews are a dyadic communication process with serious intent and purpose, 125 
designed for the exchange of 126 



 

 

behavior and involving a question and answer process. What is meant by the process in this 127 
case is the occurrence of a dynamic process alternately with several variables involved 128 
where the degree of the system/structure is not too certain 129 
(flexible). While what is meant by dyadic is an interview or interview is an interaction 130 
between two parties (individual to individual) no more than two parties, namely the 131 
interviewer and the interviewe. 132 

 133 
    Research Approach This study employs a qualitative approach using a case study method 134 
to analyze and understand the operational implementation of waste management in the 135 
Fast-Moving Consumer Goods (FMCG) industry. The case study method was chosen to 136 
provide in-depth insights into the strategies, processes, and challenges companies face in 137 
managing product waste. Research Design The research focuses on analyzing operational 138 
processes within a specific FMCG company. 139 
 140 
A case study design was selected for its ability to:  141 
 142 
• Explain the specific context of waste management practices.  143 
• Explore the connection between theoretical frameworks and real-world applications.  144 
• Investigate on-ground practices in detail.  145 
 146 
The study design includes:  147 
 148 
• Unit of Analysis: The product waste management process within an FMCG company.  149 
• Research Focus: Operational efficiency, technology adoption, and sustainability impacts.  150 
 151 
Data Collection Multiple data collection methods were employed to ensure comprehensive 152 
and reliable findings:  153 
 154 
1. In-depth Interviews:  155 

 156 

• Conducted with operational managers, sustainability officers, and employees 157 
directly involved in waste management processes.  158 

• Objective: To understand the implementation of strategies, operational challenges, 159 
and employee perceptions of the system.  160 

 161 
2. Field Observations:  162 

• On-site observations of activities such as waste collection, sorting, and recycling.  163 

• Objective: To document processes and identify inefficiencies.  164 
 165 

3. Documentation Analysis:  166 

• Examination of internal documents, including sustainability reports, Standard 167 
Operating Procedures (SOPs), and operational data.  168 

• Objective: To gather quantitative and qualitative data supporting the analysis. 169 
 170 

4. Secondary Data:  171 

• Utilized industry reports, academic journals, and relevant articles to provide context 172 
and additional insights.  173 

 174 
5. Validity and Reliability To ensure the study's validity and reliability, the following 175 

measures were adopted:  176 

• Methodological Triangulation: Combining interviews, observations, and 177 
documentation for a holistic perspective.  178 



 

 

• Member Checking: Allowing respondents to review and validate preliminary 179 
findings.  180 

• Audit Trail: Keeping detailed records of the research process for transparency.  181 
 182 
6. Case Study Selection Justification The selected FMCG company was chosen based on 183 

the following criteria:  184 
 185 

• A well-established waste management system.  186 

• Integration of modern technology in its waste management processes.  187 

• Significant contributions to both local and global FMCG markets. 188 
 189 
 190 

3. RESULTS AND DISCUSSION 191 

 192 

 193 
Results 194 
The study's findings revealed that approximately 75% of market return products could be 195 
repurposed, demonstrating significant potential for waste reduction in the FMCG sector. 196 
Among these repurposed products: 197 

• 45% were converted into alternative fuels, such as bio-pellets for industrial 198 
applications. 199 

• 30% were processed into animal feed, contributing to a circular economy model. 200 
 201 

Furthermore, the integration of environmentally friendly technologies enhanced operational 202 
performance by 20%, improving the tracking and management of waste streams. However, 203 
regulatory gaps and inconsistent waste handling practices across regions emerged as 204 
primary challenges, hindering the widespread adoption of such practices. 205 
 206 
Discussion  207 
 208 
The findings emphasize the importance of sustainable waste management practices in the 209 
Fast-Moving Consumer Goods (FMCG) industry, where significant amounts of unsold or 210 
expired products contribute to environmental burdens. This discussion highlights several key 211 
points: 212 
 213 

• Circular Economy Integration 214 
The ability to repurpose 75% of market return products illustrates a step toward the 215 
FMCG sector's shift to a circular economy. Converting products into bio-pellets and 216 
animal feed reduces the dependency on landfills while creating value-added by-217 
products. 218 

• Adoption of Environmentally Friendly Technologies 219 
Technologies improving tracking and operational efficiency (by 20%) are vital for 220 
managing supply chain sustainability. These advancements not only help in meeting 221 
environmental targets but also align with corporate social responsibility (CSR) 222 
initiatives. 223 

• Challenges in Regulation and Practices 224 
Regulatory inconsistencies pose a barrier to standardized waste management 225 
strategies. Differences in local laws and waste handling practices across regions may 226 
result in inefficiencies, making it harder for FMCG companies to scale sustainable 227 
practices globally. 228 

• Implications for Stakeholders 229 



 

 

• Government Bodies: Need to address regulatory gaps by creating unified waste 230 
management policies. 231 

• FMCG Companies: Should invest in infrastructure for processing returned products 232 
and foster partnerships with alternative fuel producers and animal feed processors. 233 

• Consumers: Awareness campaigns could educate consumers on how product returns 234 
contribute to sustainability. 235 

• Potential for Innovation 236 

• The results open opportunities for innovation in waste-to-energy technologies and 237 
partnerships within the supply chain. Bio-pellet production, in particular, could expand 238 
to meet industrial energy demands, while animal feed processing offers synergies with 239 
the agricultural sector. 240 

• Long-Term Sustainability Goals 241 
 242 
The study aligns with broader Sustainable Development Goals (SDGs), particularly 243 
SDG 12 (Responsible Consumption and Production). By reducing waste and creating 244 
sustainable by-products, FMCG companies can significantly reduce their 245 
environmental footprint. 246 

• In conclusion, the FMCG sector has the potential to lead the way in innovative waste 247 
management practices, though this requires overcoming regulatory and logistical 248 
challenges. Collaboration between stakeholders, technological advancements, and 249 
a clear regulatory framework will be critical for achieving long-term sustainability in 250 
waste repurposing. 251 

 252 

4. CONCLUSION 253 

Sustainable waste management of FMCG market returns not only minimizes environmental 254 
risks but also provides viable solutions for resource optimization, such as the production of 255 
alternative fuels and animal feed. These practices enhance operational efficiency and 256 
strengthen brand reputation. Future research should focus on developing comprehensive 257 
regulatory frameworks and scaling these solutions to other sectors. 258 

 259 
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APPENDIX401 

                      402 

                     Data Collection 403 

 404 

• Sources: Data was collected from returned FMCG Products Deemed Unsuitable for Resale, Including 405 
expired goods and Damaged Packaging. 406 

• Sample Size: 10 Tons of Market Return Products Across Three Regions. 407 

• Categories: Segregated into Combustible Materials (Plastics, Cardboard, Biomass) And Non-408 
Combustible Materials (Metal, Glass). 409 

 410 

 411 

 412 

Process Flow for Fast Moving Consumer Goods: 413 

Process Flow for Fast-Moving Consumer Goods (FMCG): 414 

1. Procurement of Raw Materials: 415 
o Sourcing raw materials from suppliers. 416 
o Ensuring quality control of inputs to maintain product standards. 417 

2. Production/Manufacturing: 418 
o Processing raw materials into finished goods. 419 
o Implementing production strategies like Just-In-Time (JIT) or Lean Manufacturing to optimize efficiency. 420 
o Quality assurance checks during and after production. 421 

3. Packaging: 422 
o Designing and applying appropriate packaging to preserve product quality and meet regulatory requirements. 423 
o Branding and labeling for consumer appeal and compliance. 424 

4. Warehousing and Storage: 425 
o Storing finished goods in warehouses. 426 
o Using inventory management systems (e.g., FIFO or LIFO) to manage stock levels. 427 

5. Distribution: 428 
o Planning logistics for distributing products to various retail or wholesale outlets. 429 
o Managing transportation to ensure timely delivery. 430 

6. Marketing and Sales: 431 
o Developing and implementing marketing strategies to increase product visibility. 432 
o Engaging in promotional campaigns, advertising, and pricing strategies. 433 

7. Retail/Wholesale Distribution: 434 
o Stocking products in retail outlets, supermarkets, or wholesale markets. 435 
o Ensuring optimal shelf placement for visibility and consumer accessibility. 436 

8. Consumer Purchase: 437 
o Facilitating easy access for consumers to purchase goods through various channels (physical stores, online 438 

platforms). 439 
9. Feedback and After-Sales Service: 440 

o Collecting consumer feedback for product improvement. 441 
o Offering customer support for issues related to the product. 442 

10. Recycling and Waste Management: 443 
o Managing packaging waste through recycling programs. 444 
o Implementing sustainable practices to reduce environmental impact. 445 



 

 

This process flow emphasizes efficiency, quality control, and customer satisfaction to thrive in the 446 
competitive FMCG market. 447 

 448 

Environmental Impact Assessment 449 

• Reduction in Waste: Approximately 75% of market return products were repurposed into RDF, 450 
significantly decreasing landfill contributions. 451 

• Carbon Footprint Reduction: Using RDF as a substitute for fossil fuels in cement kilns reduced CO₂ 452 
emissions by 25%. 453 

Operational Efficiency 454 

• Tracking System: Environmentally friendly technology improved the tracking of returned FMCG 455 
products by 20%, enhancing inventory accuracy. 456 

• Time Efficiency: Automated segregation and shredding processes reduced operational time by 30%. 457 

 458 

 459 

Challenges Identified 460 

• Regulatory Gaps: Inconsistent regional policies on RDF production and utilization. 461 

• Infrastructure Limitations: Variability in waste collection and processing facilities across regions 462 

Key Recommendations 463 

• Develop standardized guidelines for RDF production from FMCG waste. 464 

• Invest in scalable technologies for efficient waste segregation and processing. 465 

• Collaborate with policymakers to create uniform regulations on RDF use in industrial applications. 466 


