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Abstract

The concept of sustainable marketing is gaining prominence as consumers, businesses, and
governments increasingly emphasize environmentally responsible practices. Among various
dimensions of sustainability, the frequency and reasoning behind repeat purchases—or
“rebuying”—of certain products hold significant implications for sustainable consumption.
This paper explores how marketing strategies can promote sustainable rebuying behaviors,
encouraging consumers to choose products that align with environmental and ethical standards.
The study examines how sustainability attributes influence consumer loyalty and repurchase
intentions. It further investigates the role of transparent marketing, eco-labeling, and brand
credibility in reinforcing sustainable consumer behavior. Through secondary data and case
studies of firms known for green marketing—such as Patagonia, The Body Shop, and IKEA—
the paper assesses how businesses have aligned sustainability with customer retention
strategies.

Findings suggest that integrating environmental values into branding and product life cycles
positively impacts repeat buying decisions. Consumers are more likely to rebuy when they trust
a brand's sustainability claims and perceive value alignment. This research also identifies
challenges such as greenwashing and inconsistent messaging, which undermine trust and long-
term loyalty.

The paper concludes by proposing a framework for evaluating and promoting sustainable rebuy
behavior through marketing. This approach provides actionable insights for marketers seeking

to build brand equity while advancing environmental goals.

1 ICSDG-CIP-2025 25M-26M April 2025



Conference Proceedings International Conference on Sustainable Development Goals-
Challenges, Issues & Practices by TMIMT- College of Management, Teerthanker Mahaveer
University, Moradabad 25th & 26th April 2025. TMIMT International Journal (ISSN: 2348-
988X)

Keywords: Sustainable marketing, repeat purchase behavior, eco-labeling, green branding,
consumer loyalty, environmental awareness, product lifecycle, ethical consumption,

greenwashing, brand trust.

Introduction

As climate change, environmental degradation, and ethical consumption gain global attention,
the demand for sustainable business practices has surged. In this context, marketing plays a
pivotal role in shaping consumer choices and promoting sustainability. Traditionally, marketing
focused on persuading consumers to purchase more, often disregarding long-term
environmental impacts. However, modern sustainable marketing emphasizes value creation not
only for consumers and businesses but also for society and the planet.

One underexplored aspect of sustainable marketing is the repeat buying behavior of
consumers—why they choose to rebuy certain products and how sustainability influences these
decisions. The rebuy decision is often driven by satisfaction, trust, and perceived value. When
sustainability becomes a key component of these factors, it opens a new avenue for marketers
to foster long-term relationships with environmentally conscious consumers.

Products that are designed to last, be recycled, or ethically sourced can encourage repeated
purchases, especially when supported by authentic marketing messages. Sustainable marketing
can also influence consumers to switch from non-sustainable alternatives to eco-friendly ones,
reinforcing the rebuy cycle for greener products.

This paper investigates how sustainable marketing strategies affect the products consumers
rebuy. It explores both psychological and strategic dimensions—consumer trust, brand loyalty,
and transparency—and aims to provide actionable insights into how companies can drive
repeat purchases while advancing sustainability goals. Through literature analysis and practical
case studies, this research provides a roadmap for marketers and policymakers seeking to align

economic growth with environmental responsibility.

Objectives

The primary objective of this research is to assess the relationship between sustainable
marketing strategies and consumer repurchase behavior. Specifically, the study seeks to:
Understand how sustainability attributes influence consumer loyalty and repeat purchasing.
Explore the role of marketing tools such as eco-labels, certifications, and transparent

communication in reinforcing sustainable rebuy behavior.
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Identify key consumer motivations behind rebuying environmentally friendly products.
Evaluate the effectiveness of brand positioning and messaging in building trust and long-term
engagement.

Propose a practical framework that marketers can use to design campaigns aimed at
encouraging sustainable repeat purchases.

These objectives are designed to bridge the gap between sustainability discourse and actionable
marketing practices. The research aims to provide insights that benefit marketers seeking to
strengthen customer loyalty while contributing positively to environmental outcomes.
Additionally, the findings will support policymakers and NGOs looking to influence consumer
behavior through educational and regulatory initiatives. By understanding what drives
consumers to consistently choose sustainable products, businesses can align their long-term

marketing strategies with both market and ecological needs.

Literature Review

Sustainable marketing is increasingly recognized as a key driver of environmentally
responsible consumer behavior. Kotler and Keller (2016) define it as marketing that meets the
needs of the present without compromising future generations. Studies such as those by Peattie
and Crane (2005) argue that authenticity and transparency are central to effective sustainable
marketing.

Consumer behavior literature shows a growing preference for green products, but gaps remain
in understanding long-term purchasing patterns. Research by Gleim et al. (2013) highlights the
importance of trust and perceived value in repeat buying of sustainable goods. Eco-labels and
certifications are found to be significant influencers, though their impact depends on consumer
awareness (Testa et al., 2015).

Brand loyalty also plays a pivotal role. According to Delmas and Burbano (2011), consistent
sustainability messaging reinforces consumer confidence and increases the likelihood of repeat
purchases. However, the phenomenon of greenwashing—misleading claims about
sustainability—poses risks to brand credibility and undermines long-term engagement.
Despite growing interest, few studies specifically address the intersection of rebuying behavior
and sustainable marketing. This paper builds upon existing frameworks by focusing on repeat
purchase behavior as a metric for successful sustainable marketing, offering a more targeted

and practical perspective.
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Research Design

This study employs a qualitative research design based on secondary data analysis and case
study methodology. It synthesizes insights from academic literature, industry reports, and
business case studies to explore how sustainable marketing influences consumer rebuy
behavior.

Three leading companies—Patagonia, The Body Shop, and IKEA—serve as case studies for
examining successful integration of sustainability into marketing and its effect on consumer
loyalty. These brands were chosen for their consistent environmental messaging and
documented customer retention strategies.

Data is analyzed using thematic coding to identify common patterns and themes across
different sources. The research framework integrates elements from the Theory of Planned
Behavior (Ajzen, 1991) and Relationship Marketing theory to assess how attitudes, intentions,
and trust influence repeat buying.

The design allows for triangulation of findings, combining consumer behavior insights with
real-world business practices. While the approach is primarily qualitative, it includes
quantitative references where relevant, such as customer retention metrics, brand trust indices,
and consumer surveys.

This methodology supports the study’s goal of providing practical, evidence-based
recommendations for marketers aiming to align sustainability with repeat consumer
engagement. The use of real-world cases ensures the relevance and applicability of findings to

contemporary marketing practices.

Research Gap

While sustainable marketing has been widely discussed in academic and corporate spheres,
few studies have specifically examined its influence on repeat purchase behavior. Most existing
research focuses on initial purchase decisions or general attitudes toward sustainability, without
addressing how these translate into ongoing consumer loyalty.

Additionally, there is limited exploration of how specific marketing tools—such as eco-labels,
sustainability certifications, and brand storytelling—impact the decision to rebuy. These
elements are critical in reinforcing consumer trust and commitment but are underrepresented

in the literature.

4 ICSDG-CIP-2025 25126 April 2025



Conference Proceedings International Conference on Sustainable Development Goals-
Challenges, Issues & Practices by TMIMT- College of Management, Teerthanker Mahaveer
University, Moradabad 25th & 26th April 2025. TMIMT International Journal (ISSN: 2348-
988X)

Furthermore, many studies treat sustainable consumption as a homogeneous behavior, failing
to differentiate between one-time purchases and habitual repurchasing. This lack of granularity
limits our understanding of the true effectiveness of sustainable marketing.

Another notable gap is the geographical and demographic diversity of the studies. Most
research focuses on Western consumers, often neglecting insights from emerging economies
where sustainable purchasing behavior may differ due to cultural or economic factors.

This paper addresses these gaps by focusing explicitly on rebuy behavior in the context of
sustainable marketing. It incorporates real-world brand examples and analyzes how marketing
strategies can convert one-time green consumers into long-term loyalists, contributing both to

brand success and environmental sustainability.

Data Analysis and Interpretation

Case studies of Patagonia, The Body Shop, and IKEA reveal key marketing practices that
influence sustainable rebuy behavior.

Patagonia’s “Don’t Buy This Jacket” campaign encouraged mindful consumption by
promoting product longevity and repairability. Rather than deter customers, this honesty
enhanced brand credibility and strengthened consumer loyalty. The Worn Wear initiative,
which allows customers to trade in used items, has driven repeat purchases by reinforcing
values of sustainability and trust.

The Body Shop focuses on ethical sourcing and fair-trade ingredients. Its marketing campaigns
highlight these values through storytelling, product labeling, and transparency reports.
Customer feedback indicates high levels of trust and repeat purchases, especially among
environmentally conscious demographics. Loyalty programs offering discounts for returned
containers further incentivize repurchase.

IKEA integrates sustainability into product design and marketing, promoting its circular
initiatives like buy-back and resell programs. Its marketing emphasizes durability and
environmental benefits, which appeal to value-oriented customers. Research shows that IKEA’s
sustainable initiatives have positively influenced brand loyalty and rebuy rates.

Common themes across all cases include:

Transparent communication about environmental impacts.

Alignment between marketing messages and operational practices.

Consumer incentives (e.g., loyalty programs, discounts).
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Challenges remain, such as overcoming consumer skepticism due to past greenwashing
practices by other brands. However, data suggests that consistent, authentic marketing
enhances trust and drives rebuying behavior.

Overall, the analysis affirms that sustainable marketing not only influences initial purchases
but plays a vital role in encouraging repeat buying. This behavior, in turn, supports long-term
business viability and environmental goals, making it a strategic imperative for modern

marketers.

Limitations

This research is constrained by several limitations. First, it relies solely on secondary data,
which may not fully capture recent shifts in consumer behavior or company practices. The
absence of primary data, such as surveys or interviews, limits the ability to draw direct
correlations between marketing strategies and rebuy behavior.

Second, the study focuses on well-established brands in Western markets, which may not
reflect the dynamics in emerging economies or smaller enterprises. Consumer attitudes toward
sustainability can vary widely based on cultural, social, and economic contexts, and the
findings may not be universally applicable.

Third, the qualitative case study approach offers depth but lacks the statistical rigor of
quantitative methods. As a result, the generalizability of findings is limited, and causality
cannot be firmly established.

Fourth, the research emphasizes environmental aspects of sustainability, with less attention to
social or economic dimensions. While these aspects are interconnected, their individual
influence on rebuy behavior warrants further study.

Lastly, the rapidly evolving nature of both marketing trends and sustainability practices means
that conclusions drawn today may need frequent reassessment. Despite these limitations, the
research provides valuable insights into the intersection of sustainable marketing and consumer

loyalty.

Conclusion

Sustainable marketing is more than a trend; it is a necessary evolution in the way businesses
engage with consumers and the environment. This research has explored how marketing
strategies can influence the products we rebuy, shedding light on the psychological, ethical,

and strategic elements that drive sustainable consumption.
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Through case studies of Patagonia, The Body Shop, and IKEA, the analysis illustrates how
transparency, ethical messaging, and product durability reinforce customer trust and loyalty.
These brands have successfully embedded sustainability into their marketing DNA, turning
eco-conscious values into long-term consumer engagement.

The study emphasizes that sustainable rebuy behavior is driven not just by product quality but
by brand authenticity. Marketing tools such as eco-labeling, loyalty programs, and brand
storytelling play critical roles in maintaining customer relationships. At the same time,
challenges like greenwashing and inconsistent messaging pose significant threats to consumer
trust.

For marketers, the implications are clear: fostering rebuy behavior through sustainable
marketing can simultaneously support environmental goals and build brand equity. Companies
must go beyond surface-level commitments and integrate sustainability into the core of their
operations and communication.

Future research should explore cross-cultural perspectives and incorporate primary data to
validate and expand upon these findings. As consumers become more informed and values-
driven, the ability to align marketing with authentic sustainability will become a key
differentiator in competitive markets.

In conclusion, sustainable marketing holds transformative potential—not only in shaping
consumer behavior but in redefining business success in the 21st century. By focusing on the
products we rebuy, marketers can cultivate lasting relationships that benefit both the planet and

the bottom line.
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